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ABSTRACT 
The aim of the article is to characterize the attitude of young consumers towards the concept of 
sustainable consumption in the area of food consumption, which is manifested, among others, in the 
declared engagement in sustainable behaviors both in the market as well as in households. The research 
was conducted using the CAWI method on a sample of Polish consumers from the Lubuskie region. 
The article consists of two parts. The first part explores the problems of sustainable consumption. 
The second part presents the results of research on consumer attitudes towards the concept of 
sustainable consumption in the area of food consumption. Particular attention was paid to the 
awareness of the implications of consumer behavior in the process of satisfying food needs. Behaviors, 
attitudes and beliefs of consumers related to sustainable consumption were characterized, and an 
attempt was subsequently made to determine the extent of the gap existing between behaviors and 
attitudes. The conducted survey research constituted an attempt at highlighting certain consumption 
problems among young people, to have them share their views on the different issues of sustainable 
consumption, as well as to emphasize the importance of various factors in shaping sustainable food 
consumption patterns. The article certainly is not an exhaustive examination of all the problems areas 
of sustainable consumption, but it should make these more easily identifiable all while stressing the 
real role and importance of sustainable behaviors among young consumers in the modern economy. 
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1. Introduction 

 
In recent years, significant changes in food consumption around the world have 

been observed (Chu et al., 2023; Kabir, 2023; Gan et al., 2022; García-Oliveira et al., 2022; 
Hoek et al., 2021; Holotová et al., 2021; Sumaedi, Sumardjo, 2020;  Moore-Berg et al., 
2019; Promsivapallop, Kannaovakun, 2019). On the one hand, there is a process of 
unification and similarity of consumption patterns; on the other hand, the individualization 
of shopping preferences and lifestyle are becoming increasingly visible. In addition to that, 
new phenomena and trends in consumer behavior are emerging and spreading. This 
variety of trends triggers two apparently contradictory phenomena: consumerism 
(associated with excessive and irrational from the perspective of human needs 
consumption of goods and services), and conscious, sustainable consumption, which is an 
important element of sustainable development (Diaconeasa et al., 2022; Dimitrova et al., 
2022; Grzega, 2021; Salimath, Chandna, 2021; Piligrimienė et al., 2020; Quoquab, 
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Mohammad, 2020; Wang et al., 2019). At the World Summit on Sustainable Development 
in 2002, sustainable production and consumption were recognized as one of the 
overarching goals and essential requirements for sustainable development (the other two 
goals being environmental protection and poverty reduction). In 2015, 193 UN member 
states adopted the Transforming Resolution Our World: the 2030 Agenda for Sustainable 
Development, a strategy for the development of the world until 2030. It contains 
seventeen Sustainable Development Goals, of which goal twelve is devoted in its entirety 
to ensuring sustainable consumption and production patterns. As can be seen, increasingly 
often the notion of "maximizing consumption" gives way to the search for moderation, 
which manifests itself in reducing economic and social imbalances, promoting sustainable 
development, and perhaps more importantly, promoting a sustainable environmental 
impact and sustainable consumption. The transition to sustainable consumption therefore 
requires the change in consumer attitudes, including increasing the level of ecological 
awareness and the sense of responsibility for the state of the natural environment and for 
future generations (Lubowiecki-Vikuk et. al., 2021; Saari et. al., 2021). One of the key 
factors driving the development of sustainable consumption is the growing awareness 
among consumers. A conscious consumer is someone who is interested in learning the 
origin, composition, production methods of the product, or the social responsibility of the 
producer. The increasing consumer awareness thus springs to life a new consumer profile 

‒ rational and demanding, which in turn shapes conscious demand in the long run while 
triggering important market changes. 

The article is an empirical attempt to determine the implementation of the 
principles of sustainable consumption and consumer behavior in the process of meeting 
food needs using the example of the population of young people living in Poland’s 
Lubuskie region. The survey research consists in analyzing the compliance of consumer 
behavior with the concept of sustainable consumption. The aim was to try and answer the 
following research questions: To what extent do young consumers from the Lubuskie 
region comply with the principles of sustainable consumption in the area of food 
consumption? Which factors are conducive to, or constitute a barrier to, making 
sustainable consumption choices? 

The article was created as part of the "Small Grants for Public Universities" 
initiative. The preparation of the publication was possible thanks to the financial support 
of the Board of Lubuskie Provinceas. Therefore, the subject of the research were young 
consumers from the Lubuskie region. The results of the conducted research may constitute 
a contribution to assessing the effects of the policy pursued so far in the Lubuskie region 
in the field of sustainable consumption. 

 
2. The essence of sustainable consumption – A Literature Review  

 
According to the definition of the Food and Agriculture Organization (FAO), a 

sustainable diet is one that is protective and respectful of biodiversity and ecosystems, 
culturally acceptable, accessible, economically fair and affordable; nutritionally adequate, 
safe and healthy; while optimizing natural and human resources (FAO, 2010). At the 
foundation of this definition lie two notions: that of needs and that of limitations imposed 
by the ability of the natural environment to meet our current and future needs. Sustainable 
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consumption implies such use of material goods and services that allows to meet basic 
needs and achieve a higher quality of life, while minimizing the consumption of natural 
resources, toxic and environmentally harmful materials that are created at all stages of 
production, and not limiting the rights of future generations to such consumption 
(Maciejewski, 2020). Let us also note that household food consumption accounts for more 
than 60% of global greenhouse gas emissions and 50 to 80% of total resource 
consumption (Vermeir et. al., 2020). It thus becomes necessary to comply with the 
principles of sustainable consumption whose goal is to protect the ecosystem and by 
extension to provide future generations with adequate development opportunities. 
Shaping appropriate attitudes among young consumers and creating appropriate 
conditions for the development of sustainable patterns are therefore of much importance 
in the development of sustainable consumption. An important role in stimulating 
consumption is played by the public sector, which, through the use of appropriate tools, 
can contribute to shifting the current model of consumption towards a more sustainable 
one. Ensuring sustainable consumption and production patterns is in fact goal number 
twelves of the 2030 Agenda for Sustainable Development. A key element in the 
implementation of the Sustainable Development Goals is the definition of evidence-based 
quantitative indicators to measure and monitor progress towards reaching the goals and 
their corresponding objectives (United Nation, 2015). Sustainable food consumption calls 
for increasing the share of plant-derived products in daily nutrition and reducing the 
consumption of animal-derived products, reducing food waste and consumption of highly 
processed products, as well as more frequent choosing of local, seasonal products marked 
with quality certificates and fair-trade labels (Halicka et al., 2019). 

The overriding goal of sustainable consumption is to improve the quality of life 
in many aspects: economic, ecological, social, psychological, demographic, spatial, and 
intertemporal. The economic aspect concerns ensuring fair prices for both agricultural 
entrepreneurs and consumers. The ecological component covers care for the natural 
environment, including plant and animal factors of production, the living environment in 
general and the quality of human life. Finally, the social component deals with the 
adjustment of production processes to the priorities and needs of society, as well as 
appreciation and support for the primary production sector at a both societal and 
governmental level (Vermeir, Verbeke, 2008).  

The implementation of this goal depends on several factors, among them the level 
of development of a country, including in particular climatic conditions, the level of 
agricultural advancement and food processing, the degree of economic and civilizational 
development of the society, including consumer behavior and many other variables 
(Gulbicka, 2009; Śmiechowska, 2015).  

In recent years, a number of publications have attempted to examine the factors 
that underlie consumer demand for sustainable food, including positive attitudes towards 
sustainable food choices, personal standards, knowledge and commitment to sustainability 

and food ‒ the attitudes referred to collectively as the social responsibility of consumers. 
In the literature, attempts have been made to understand the factors affecting consumer 
attitudes and preferences (Azzurra et. al., 2019).  

In Poland, consumer social responsibility is still an emerging trend in the behavior 
of the most innovative consumers. Meanwhile, in the mid-1990s, the term LOHAS 
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(Lifestyles of Health and Sustainability) was coined to describe those consumers who 
actively seek a healthier and more sustainable lifestyle and choose product and service 
alternatives consistent with that idea. In the United States, this community comprised 
nearly 25% of the population at the time. LOHAS make purchasing decisions keeping in 
mind their own health, that of their family and society at large, as well as environmental 
balance and social justice (Kaczorowska et. al., 2018). The essence of sustainable 
consumption comes down to making responsible consumer choices, namely those that 
respect ethical, environmental and social consumption standards. Sustainable market 
behavior includes the purchase of environment-friendly and ethical (socially responsible) 
products and minimized generation of waste. The latter can also be classified as sustainable 
behavior in the household context (Zrałek, 2018). Transformation of the food system will 
not be achieved without changing the way people view and interact with food systems. 
Changing individual decisions and behaviors is embedded in strategies proposed to propel 
into existence a more sustainable food system, with such practices including changing food 
production practices or a radical change of diet (Hoek et. al., 2021). 
 
3. Methods 
 

The completed research addresses an important though little-recognized topic in 
the modern economy and science, and that is sustainable household consumption. 
Sustainable, or rational, consumption, is part of the broader concept of sustainable 
development. It covers such activities of consumption-involved entities that lead to 
meeting the needs of consumers while caring for the natural environment and the lives of 

other people ‒ present and future generations. This approach is particularly important in 
the context of examining generational differences. Young consumers were selected as the 
focus of the research as they are an important social group from the perspective of 
sustainable and ecological consumption (Pena-Cerezo et. al., 2019). People of the young 
generation have experienced a long period of economic prosperity and the related dynamic 
development of modern technologies and the globalization process, which have had an 
impact on the way they interact with their surroundings. Let us also note that information 
and communication technologies developed in the second decade of the twenty-first 
century have propelled the emergence of new lifestyles among consumers as well as new 
ways of meeting their needs. These changes led to transformations in the hierarchies of 
values and to the emergence of still new needs, which significantly determined the 
purchasing and consumption attitudes of the representatives of the young generation. 
These arguments justify the inclusion of young people in the deeper research. This may 
lead to the acquisition of new knowledge and help in shaping the economic future of the 
world and contribute to the sustainable development of Poland’s Lubuskie region. 
Representatives of the young generation are an interesting subject of research given that 
they differ from their predecessors in the area of expressed attitudes, culture, lifestyle and 
aspirations, all while retaining a relatively high purchasing power. The implications of their 
behavior shifting towards sustainable consumption in relation to the economy have not 
yet been sufficiently researched, despite the fact that the dynamics of this behavior will 
have a marked impact on the development of different sectors of the economy. The 
fragmentary recognition of the young consumers’ market behavior means that the available 



                                                           J. Wyrwa et al.                                                                 353 

© 2023 The Authors. Journal Compilation    © 2023 European Center of Sustainable Development.  
 

knowledge needs to be supplemented, especially in the face of the permanent evolution of 
consumer behaviors resulting from civilizational changes (Barska et al., 2023).  

The research was carried out in the form of a proprietary survey questionnaire 
using the CAWI information technology. The research was aimed at determining the 
degree of involvement of young consumers in socially responsible activities, learning about 
the areas of these, as well as about their motives. In the study, the assumption was made 
that a phenomenon emerging in the area of consumption among young people is their 
high awareness of growing social and environmental challenges and the resulting risks. 
This awareness is becoming the main driving force behind socially and environmentally 
responsible behaviors in which young consumers these days are engaging. The 
questionnaire contained single- and multi-choice questions. Mainly nominal, ordinal scales 
(Likert scale, rank scale) were used. The pilot study was also preceded by the verification 
of the measurement tool. The Cronbach's alpha test was used to assess the reliability of 
the measurement scales, which ranged from 0.748 to 0.888, which means that the scales 
were correct (Sagan, 2004). 
 
4. Results and discussion 

 
The consumer attitudes towards the category of sustainability itself, as well as 

sustainable consumption in households are becoming particularly important in the modern 
economy based on the concept of sustainable development. Shaping such lasting positive 
attitudes of consumers towards sustainable consumption in their households in the long 
run may turn into behavior consistent with the principles of sustainability and bring 
beneficial effects both for consumers themselves and their households, as well as for the 
entire economy  (Sobocińska, 2022; Ziesemer et al., 2021; Smyczek, 2020; Zalega, 2019). 
The sustainable consumption is becoming a kind of alternative to consumerism in the 
modern world (Vargas-Merino et al.,  2023). This is a consumption model that focuses on 
consumers' self-limitation to consumption required by biological conditions and the level 
of socio-economic development. Sustainable consumption is therefore an opportunity to 
optimize consumers' market decisions. However, the effects of implementing this concept 
will only be visible when certain lasting positive attitudes towards sustainable consumption 
and market behavior are developed among consumers, which will lead to the transfer of 
these new consumption patterns to new markets and products.  

The sustainable and rational food consumption plays an important role in the 
concept of sustainable consumption. Food consumption is a sphere of consumption 
because, apart from its basic nature, it expresses the latest trends in consumer behavior 
related to the development of civilization (Skawińska et al., 2023; Kieżel, 2020). The 
sustainable consumer behavior in the area of food consumption should be considered as 
consumer behavior that leads to the satisfaction of nutritional needs at a level that allows 
for the proper functioning and development of the body and ensures a satisfactory quality 
of life in this area, at the same time minimizing the consumption of natural resources and 
materials harmful to the environment, and also has for the good of other people (in the 
long term) (Szwacka-Mokrzycka et al., 2021; Zrałek, 2018). 

The concepts of consumer behavior in the area of food consumption are based 
on specific assumptions (Kieżel, 2020): 
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– the consumers do not perceive the principles of economic rationality in their 
common understanding; 

– the consumers do not make food choices randomly; 
– the consumer behavior is the result of meeting both innate and acquired 

nutritional needs and involves a complex combination of conscious and 
unconscious processes as well as factors of various nature, economic and non-
economic, including emotional ones. 

This results in the complexity of the process of meeting needs in this sphere and 
the associated methodological difficulty in assessing the rationality of behavior and 
determining the criteria and measures of this assessment. 

To determine the attitude of today’s young consumers towards sustainable food 
consumption, a survey research study was conducted. The empirical material is the result 
of a survey conducted among 370 young Polish consumers in the first half of 2023 using 
the CAWI (Computer Assisted Web Interview) method. Females accounted for 64.41% 
and men for 34.59% of the study population. Rural area (countryside) as a place of 
residence was represented by 26.76% of the respondents, town with a population of less 

than 50 000 ‒ by 21.08%, city with a population of 50 000-150 000 ‒ by 34.59%, and city 

with a population of 150 000 and more ‒ 17.57% of respondents. In the study group, 
people whose financial situation was average (43.51%) and good (34.86%) were 
predominant, while the least numerous group comprised people who assessed their 
finances as bad (2.43%). The breakdown of respondents by category is shown in Figure 1. 

 

Figure 1. The structure of respondents (in %) 
Source: own study. 

 
Through the prism of the discussed issues of consumption and rational behavior, 

it is important to highlight the concept of sustainable consumption. The research 
demonstrates that this concept is foreign to as few as 3.51% of young consumers in Poland 
who claim to have never come across it. Most of the respondents (96.49%) are familiar 
with this concept. The largest group of respondents "came across" this concept once or 
twice (54.32%). The feedback varies depending on the gender, place of residence and 
financial situation. The concept of sustainable consumption was more familiar to women, 
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improves, the share of young consumers familiar with this concept increases, and the 
number of respondents who have no knowledge of it decreases. 
Table 1. Familiarity with the term "sustainable consumption" among young consumers 

Description yes, many times 
yes, I've heard 

that term once or 
twice 

that's what I 
heard, but I didn't 

know what it 
meant 

no never 

Total 29.19 54.32 12.97 3.51 

Sex 

Women 28.51 54.13 12.81 4.55 

Men 22.66 55.47 14.84 7.03 

Place of  residence 

Village 44.44 52.53 2.02 1.01 

Smaller city (population 
up to 50.000) 

12.82 26.92 48.72 11.54 

Medium city (population 
from 50.000 to 150.000) 

13.28 77.34 0.78 8.59 

Larger city (population 
of  150.000 or more) 

32.31 49.23 16.92 1.54 

Financial situation of  family 

Bad 0.00 11.11 33.33 55.56 

Average 18.01 63.35 13.04 5.59 

All right 40.31 51.94 6.98 0.78 

Very good 26.76 45.07 26.76 1.41 

Source: own study. 

 
The results of the research allowed us to determine whether the consumption 

pattern of young people can be considered sustainable. Over 50% of respondents consider 
their consumption to be sustainable. It should be emphasized that the awareness of 
sustainable consumption increases as the financial situation of young consumers improves. 
At the same time, it can be observed that the willingness to engage in sustainable 
consumption is declared mainly by women and residents of rural areas. 
 
Table 2. Young consumers towards sustainable consumption (%) 

Description yes rather yes no  
I don't think 

so 
hard to say 

Total 5.41 46.22 8.11 20.54 19.73 

Sex 

Women 4.55 54.13 0.41 16.94 23.97 

Men 7.81 30.47 22.66 31.25 7.81 

Place of  residence 

Village 9.09 52.53 1.01 28.28 9.09 

Smaller city (population 
up to 50.000) 

1.28 37.18 12.82 11.54 37.18 

Medium city (population 
from 50.000 to 150.000) 

0.78 53.13 1.56 21.88 22.66 

Larger city (population 
of  150.000 or more) 

16.92 33.85 30.77 16.92 1.54 
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Financial situation of  family 

Bad 0.00 0.00 11.11 55.56 33.33 

Average 0.62 47.83 1.24 24.84 25.47 

All right 8.53 53.49 15.50 8.53 13.95 

Very good 15.49 26.76 16.90 28.17 12.68 

Source: own study. 

 
The subjective assessment of the level of knowledge regarding the ways to satisfy 

nutrition needs that are consistent with the concept of sustainable consumption indicates 
an unsatisfactory situation in this respect (Table 3). Nearly 38% of the respondents 
assessed their level of knowledge as insufficient and definitely insufficient. A large part of 
the respondents considered their knowledge in this area to be average (29.73%). Only 
32.7% believe that they have sufficient knowledge in this area. Consumers who assessed 
their knowledge in accordance with the principles of sustainable consumption as sufficient 
are mainly females, residents of cities with a population between 50 000 and 150 000, and 
those enjoying a very good financial situation. Considering the high share of respondents 
unfamiliar with the concept of sustainable consumption, the level of knowledge among 
young consumers in the area of sustainable and therefore rational nutrition behaviors 
should be considered unsatisfactory. 
 
Table 3. Subjective assessment of the level of nutrition knowledge among young consumers 
consistent with the principles of sustainable consumption (%) 

Description 
definitely 

insufficient 
insufficient 

neither 
sufficient nor 
insufficient 

sufficient 
definitely 
sufficient 

Total 13.51 24.05 29.73 30.27 2.43 

Sex 

Women 8.68 21.07 37.19 32.64 0.41 

Men 22.66 30.47 15.63 23.44 7.81 

Place of  residence 

Village 2.02 19.19 48.48 29.29 1.01 

Smaller city (population 
up to 50.000) 

11.54 48.72 12.82 25.64 1.28 

Medium city (population 
from 50.000 to 150.000) 

21.88 15.63 23.44 38.28 0.78 

Larger city (population 
of  150.000 or more) 

13.85 16.92 35.38 15.38 18.46 

Financial situation of  family 

Bad 55.56 33.33 11.11 0.00 0.00 

Average 6.83 37.89 30.43 24.22 0.62 

All right 23.26 8.53 29.46 37.98 0.78 

Very good 1.41 29.58 26.76 28.17 14.08 

Source: own study. 

 
Attitudes towards sustainable consumption were examined e.g. through the prism 

of the frequency of behavior of young consumers in purchasing food products that are 
consistent with the concept of sustainable consumption (Table 4). A five-point scale was 
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used to explore this area of research, where 1 meant never and 5 meant always. The study 
found that, when shopping for food, young consumers are most frequently guided by the 
principle of adjusting the amount of purchased goods to their needs  so as to minimize 
waste (the average score of 3.72). The principle of prudent shopping in relation to the 
amount of food products purchased is most widely applied by females, residents of cities 
with  a population of more than 150 00. and those with a good financial situation. When 
shopping for food, a relatively large share of young consumers choose unprocessed or 
low-processed products, which is particularly important for health reasons (the average 
score of 2.95). The inclination to buy locally produced food, which may be a manifestation 
of ethnocentric attitudes of consumers and express their concern for the quality of goods, 
is also voiced by a large share of the respondents (the average score of 2.73). Meanwhile, 
behaviors related to the purchase of food in biodegradable, economical packaging received 
the lowest ratings (the average score of 2.64). This points to the insufficient level of care 
among young consumers for the natural environment. 
 
Table 4. Frequency of selected behaviors of young consumers consistent with the concept of 
sustainable consumption in the area of food consumption (average score) 

Description 

buying food in 
such quantities 

that nothing goes 
to waste 

choosing food 
products in 

biodegradable 
packaging, easy to 

process, 
economical, etc. 

purchase of 
locally produced 
food products 
(close to where 

you live) 

choosing 
unprocessed / 
least processed 
food products 

Total 3.72 2.64 2.73 2.95 

Sex 

Women 3.85 2.69 2.83 2.96 

Men 3.46 2.54 2.54 2.92 

Place of  residence 

Village 3.87 2.70 3.91 3.61 

Smaller city (population 
up to 50.000) 

3.75 2.51 3.38 2.88 

Medium city (population 
from 50.000 to 150.000) 

3.16 2.26 2.46 2.62 

Larger city (population 
of  150.000 or more) 

4.21 2.77 2.17 2.97 

Financial situation of  family 

Bad 3.78 2.22 2.11 1.89 

Average 3.69 2.63 3.06 3.13 

All right 3.92 3.62 2.62 3.72 

Very good 3.13 3.71 2.43 3.86 

Source: own study. 

 
Considering the criteria of biological and social rationality, it is important to 

determine the frequency of consumers purchasing organic food products. The study 
covered groups of products whose consumption has a significant impact on health and 
proper functioning of the human body, such as milk and dairy products, eggs, fruit, 
vegetables, meat and meat-derived products, bread and confectionery. A five-point scale 
was used, where 1 meant never and 5 meant several times a week. A small group of young 
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consumers shop for organic food products with high frequency (several times a week). 
The frequency of such purchases is primarily differentiated by the financial situation of the 
respondents. The more favorable the financial situation of young consumers, the more 
frequently they purchase organic products (Figure 2). 
 

 
Figure 2. Frequency of purchasing organic food products (average score) 
Source: own study. 

 
An important aspect of sustainable behavior – from the economic, biological and 

social standpoint – is the tendency to obtain information about the product, its 
characteristics and the production method beforehand. The research determined the 
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that, in relation to these features in particular, the share of young consumers is high among 
those who never or very rarely obtain such information. The activity of young consumers 
in this respect is mainly influenced by the financial situation. Food product composition 
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Table 5. Frequency of verifying selected food product features while shopping (average score) 

Description 
ingredients 

1) 
calorific 

value 
expiration 

date 

manufactu
ring 

method 2)  

a kind of 
package 3)  

country of 
origin 

Total 3.27 3.43 4.27 2.22 2.47 2.92 

Sex 

Women 3.54 3.77 4.42 2.38 2.51 3.17 

Men 2.75 2.79 3.98 1.92 2.38 2.46 

Place of  residence 

Village 3.81 3.97 4.51 2.41 2.81 3.32 

Smaller city (population 
up to 50.000) 

3.25 2.51 4.29 2.25 2.13 2.77 

Medium city (population 
from 50.000 to 150.000) 

2.46 2.92 3.97 2.23 2.38 2.39 

Larger city (population 
of  150.000 or more) 

2.67 3.12 4.17 1.83 2.52 3.11 

Financial situation of  family 

Bad 1.78 1.67 3.89 1.56 1.33 1.67 

Average 2.88 3.25 4.06 2.06 2.19 2.44 

All right 3.02 2.86 4.52 2.38 2.38 3.23 

Very good 3.38 3.31 4.03 2.43 3.43 3.14 
1) e.g. content of sweeteners, allergens, preservatives, etc. 
2) e.g. large- or small-scale production, eco-friendly, bio product 
3) e.g. is it returnable, biodegradable 

Source: own study. 

 
The research shows that young consumers from Poland’s Lubuskie region know 

and implement the principles of sustainable consumption in a varied way. There is a large 
diversity observed among the surveyed consumers depending on their gender, place of 
residence and financial situation. The concept of sustainable consumption was most 
familiar to women, rural residents and people boasting a good financial situation. 
Interestingly, the same groups most often viewed their consumption as sustainable. 
Unfortunately, a significant number of respondents indicated that their level of knowledge 
about sustainable consumption is insufficient. They were mostly men, residents of cities 
up to 50 000 inhabitants, and people with a bad financial situation. In addition, there is 
considerable disparity in consumer behavior that is considered consistent with the 
principles of sustainable consumption. As far as gender, these rules appear to be followed 
mainly by females. Based on the place of residence, it can be observed these rules are 
applied to the greatest extent by residents of rural areas and cities with a population of 
more than 150 000. On the other hand, the biggest driver influencing consumer behavior 
seems to be the financial situation. The striving towards waste minimization is most 
frequently used by people with a bad financial situation. The principle of buying local 
goods (produced close to the place of residence) is most often applied by people with an 

average financial situation. Meanwhile, the remaining two principles ‒ namely, "choosing 
food products in biodegradable packaging, easy to process, accessible, etc." and "choosing 

unprocessed / least processed food products" ‒ are most often followed by people with a 
very good financial situation. Purchasing organic food products, i.e. those that subscribe 



360                                                    European Journal of Sustainable Development (2023), 12, 3, 349-363 

Published  by  ECSDEV,  Via dei  Fiori,  34,  00172,  Rome,  Italy                                                     http://ecsdev.org 

to the concept of sustainable consumption, was voiced primarily by female respondents, 
rural residents and those with a very good financial situation. In addition, consumers too 
rarely verify information about the product, its features or the method of production at 
the pre-purchase stage. It is women, rural residents and people assessing their financial 
situation as either very good or good who are most likely to engage in such behavior. 
 
5. Conclusions 
 

In the light of the conducted research, the unfavorable situation in terms of 
sustainable behavior among young consumers in the process of satisfying nutrition needs 
should be pointed out. The basis for rationalizing consumer behavior in this area is the 
knowledge of the principles of sustainable consumption. The results of the research have 
demonstrated an unsatisfactory level of knowledge of young consumers in this area. 
Research has shown that young consumers' consumption behavior based on the principle 
of sustainable consumption is relatively rare. Relatively most often they make purchases 
balanced in terms of the amount of purchased products. In addition, they quite often 
purchase unprocessed or low-processed products. Such behavior is important from the 
point of view of economic and biological rationality. Taking into account the social 
criterion of rationality, it should be emphasized that the purchase of food products in 
biodegradable packaging and locally produced goods is of little importance to young 
consumers. Furthermore, young consumers' willingness to read information regarding 
product features (method of production, type of packaging, country of origin) is 
insufficient. Prior to making a purchase, relatively few young consumers verify the 
important characteristics of the product, in particular the way these are obtained, the type 
of packaging they use or which country they are from. Although still to a limited extent, 
young consumers are slightly more interested in product ingredients and calorific value. 
Young consumers purchase organic products irregularly. To summarize, the overall 
assessment of the degree of sustainable behavior in the area of food consumption is 
unsatisfactory. What is more, the degree of implementation of the principles of sustainable 
consumption by young consumers from the Lubuskie province is correlated with variables 
such as gender, place of residence and financial situation. Most frequently, these principles 
are reflected in the behavior of women, residents of rural areas, and people with a very 
good financial situation. 

The proper was preceded by a pilot study with a view to verifying the 
measurement tool and eliminating any existing irregularities. Cronbach's α was used to 
assess the correctness of the research tool. Having said that, the completed research has 
certain limitations. A significant limitation also arises from the adopted sampling 
technique, and namely the fact that it was not representative. Too small number of the 
examined population. Such proceedings were primarily determined by financial and 
organizational possibilities. Therefore, the results should be related to the surveyed 
population and it cannot be assumed that they represent the opinions of the entire young 
population of consumers. In the future, it would be valuable to increase the territorial 
scope of the research and adopt random sampling. During the research, new questions 
emerged that would require further exploration, especially in the face of permanent 
evolution of behavior in the era of civilization changes. 
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The conclusions drawn from the presented study should not be considered 
exhaustive, but they may provide a helpful point of reference for further discussion on the 
development of research and analysis on the attitudes and behavior of young consumers 
towards the concept of sustainable consumption. 
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