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Abstract: Today's economy is experiencing serious economic and social problems affecting all world 

citizens. The earth seems to have become insufficient in meeting the standards of living that societies 

expect. The classic marketing approach is seen as the cause of many problems. It has contributed to the 

emergence of the behaviors that should be changed. With its indisputable impact on development, mar-

keting has influence on degradation, but it can also build positive customers, organizations, and behav-

iors. Understood as a philosophy, a way of thinking and doing business, sustainable marketing, which 

we are interested in, promotes responsibility, conscious consumption, relationships, and sensible busi-

ness. It is interesting to understand what the generation of young people thinks about the issue  

the generation that will manage enterprises in the next few years and create global consumption. In this 

article, we present a research project aimed at answering the question “is today's young generation 

ready to face the challenge of changing their lifestyle based on unlimited consumption for the one that 

will take sustainability into account as a basis for consumer behavior?”. 

Keywords: sustainability, sustainable mindset, management, consumer marketing, customer retention, 

market research, advertising, sustainable consumption, freeganism, sharing economy, business eco-

nomics, responsible consumption. 

JEL: M31, A11, Q56. 

 

1 Introduction 

 

Al Gore (Former US vice President) in 2008 stated; 

“The age of sustainability has arrived, but now we 

must drive it fully through our socio-economic sys-

tem. To do so, markets (customers as well as busi-

nesses) will have to continue to evolve to take into 

account the full environmental and social externali-

ties of business... This shift will require nothing less 

than a complete change in mindset – one that views 

our planet as a long-term investment, rather than 

a business in liquidation” (Gore, 2008, p. xxv-xxvi). 

There are many reasons and arguments that can sup-

port responsible management and the need to verify 

the view that profit maximization is the main pur-

pose of the business. The order in which they are 

discussed in this article does not indicate their rank-

ing with regards to importance. 

The development of participative democracy and 

civil society, combined with the use of modern in-

formation technologies and communication, and the 

intensification of social movements for the protec-

tion of rights in various socioeconomic areas increas-

ingly affect business. The relationship between 

the company and the local community as well as 

the whole society is changing, not to mention the 

need to verify their approach to employees. The ne-

cessity to conduct business in accordance with ethi-

cal values is increasing. But perhaps the strongest 

pressure on enterprises is exerted by clients, both 

individual and institutional.  

Changes in public procurement, legal regulations, 

and various standards; increase in socially responsi-

ble investments; and, in addition, the expectations 

of employees influence the fact that there is an aug-

mented interest in responsible management. Enter-

prises, wanting to keep up with the change in the role 

of management in the new situation, communicate 

their values and become their personification in the 

eyes of customers and other stakeholders by imple-
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menting the concept of sustainability. They com-

municate how they fight poverty, initiate sociocul-

tural changes, and influence the protection of the 

natural environment. They also analyze the impact 

of value-based management on employees, partners, 

or shareholders.  

Here, the main objective is to make the world better 

through shared responsibility and respect for the 

common good. Greater market awareness requires 

emphasis on internal values, spirituality and culture, 

and more intensive cooperation with customers 

(Grudzewski, et al., 2010).  

In confrontation with the principles of social respon-

sibility, managers, business leaders, and entrepre-

neurs face the following important questions: how 

to combine moral values that underlie responsibility 

with everyday business life? How do you confront 

values with reality so that they do not just remain 

lifeless instructions? 

 

2 Enterprise responsibility 

 

Accepted by science, but mostly in market practice, 

often indisputably, the imperative of economic 

growth by all means and consumption egoism leads 

to the abusive exploitation of limited natural re-

sources and is an example of irresponsibility for the 

future of the next generations and future of our plan-

et. 

In academic and increasingly economic as well as 

political spheres, the issue of changing the current 

expensive and unstable model, based on greed con-

sumption to the model of sustainable consumption 

in which consumers prudently use goods, showing 

moderation and responsibility towards future genera-

tions, is being discussed. 

Many companies have found a source of excellent 

businesses in societies that have been sensitive 

to environmental protection. It is worth acting in 

such a direction that they become creators of respon-

sible development. 

Contemporary human civilization has achieved such 

a level of comfort that is possible to maintain only 

on the condition of proper management and devel-

opment of relations: 

 between economic growth and care for the natural 

and artificial environment created by mankind, 

 between quality of life and human health, 

 between economic calculation and social justice
1
. 

The key concepts of the theory of sustainability are 

the concept of basic needs, the idea of limited op-

tions, and the endurance of the global ecological 

system.  

Economic growth should lead to increasing social 

cohesion and reducing social stratification, equaliz-

ing opportunities, preventing marginalization and 

discrimination, improving the quality of the envi-

ronment, and including limiting the harmful impact 

of production and consumption on its condition 

and conservation of natural resources.  

Economic growth should lead to increasing social 

cohesion and reducing social inequalities, providing 

equal opportunities, preventing marginalization and 

discrimination, and improving the quality of the nat-

ural environment by limiting the harmful impact 

of production and consumption.  

The principle of intergenerational justice is also em-

phasized, that is taking into account the interest 

of future generations in the implementation of the 

“here and now” growth. 

The category of responsible business development 

is very spacious and includes: 

 Business ethics  moral practices in the economy. 

Despite the fact that many companies treat busi-

ness ethics as “a square peg in a round hole,” 

it becomes an important aspect of business behav-

ior. 

 Corporate social responsibility (CSR), which 

assumes voluntary enclosure of social and eco-

logical aspects by enterprises in their activities 

and goals, and building ethical relations with 

stakeholders, including those "silent," that is the 

natural environment. 

 Triple Bottom Line (TBL) of sustainability as-

sumes that the success of organization is influ-

enced by its achievements in three dimensions: 

                                                 
1
 This is the first sentence from the World Commission on Envi-

ronment and Development report of 1987 “Our common future” 

called the Brundtland Report. Gro Harlem Brundland is the 

former prime minister of Norway, very active in promoting 

environmental protection principles. 
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economic, ecological, and social. The author 

of TBL is Freer Spreckley, but John Ellington 

“made it famous” (Spreckly, 1981)
2
. 

The benefits of responsible business management 

should be considered in the long-term perspective, 

and they include: 

 Increased interest of investors who are more 

and more interested in cooperation with responsi-

ble companies, achieving not only good financial 

results but also that are managed in a transparent 

manner and building a responsible image and re-

lations with the environment. For many investors, 

the company's financial credibility depends on its 

social credibility. 

 Increasing the loyalty of consumers (customer 

retention)  the increase in consumer's social 

awareness causes that in their purchasing choices 

they base on trust in a given company and its im-

age. The growing group of consumers draws at-

tention to the "ecological" nature of the product 

and compliance to the principles of social respon-

sibility in the process of production. 

 Improving relations with the community and lo-

cal authorities  the company's participation 

in the life of the local community, making long-

term and measurable social investments, facili-

tates its smooth and peaceful functioning. Social 

responsibility enables it to become firmly rooted 

in the community and win the favor of its resi-

dents as well as to gain the acceptance of local 

authorities. 

 Competitiveness  introduction of sustainable 

business principles is an asset that helps compa-

nies gain a competitive advantage. For Polish or-

ganizations, transparent CSR policy can be one 

of the ways to build its position in international 

markets, where expectations regarding compli-

ance with standards of sustainability are more ob-

vious. 

 Raising the level of the company's organizational 

culture  by facing the challenges of social re-

sponsibility, the company raises its standards 

of dealing with stakeholders (employees, contrac-

                                                 
2
 The concept was introduced by J. Ellington into practice as 

a result of the work of the Brundland Commission, in which he 

participated. 

tors, clients) and thus avoids the costs of "bad 

partnership." It influences the shaping of the 

company's organizational culture based on trust, 

responsibility, and transparency for all interested 

parties. 

 Shaping a positive image of the company among 

employees  corporate social responsibility is an 

important element of the non-financial motivation 

of employees. Thanks to ethical codes, social 

programs or care for the environment, the image 

of the company is improved in the eyes of the 

employee. Employees with greater appreciation 

refer to the functioning of the company seeing 

that part of its activity is aimed at solving im-

portant  also for them  social problems. 

 Employment and retention of best employees  

when the company's image is improved and the 

trust among employees increases, the company's 

attractiveness in the labor market also increases, 

which allows attracting new and retaining the best 

employees. 

Every managing person in the economic, social, 

and political sphere, whether he or she wants it or 

not, is responsible for the impact that the organiza-

tion has on the outside world. Therefore, it is a very 

important for managers to perceive and anticipate 

the social, economic, and environmental effects 

of the activities of the organizations they manage.  

Unfortunately, despite the existing legal regulations 

and social pressures, many businesses in the recent 

years are perceived as the perpetrators of social, 

environmental, and economic problems, leading 

to crises unprecedented in such dimensions in the 

history of capitalist development. This is a conse-

quence of the business concept that has existed for 

decades, which sees market activity narrowly, pri-

marily through the prism of financial results and 

running business at the expense of society, and not 

for the benefit of society.  

Of course, the financial result is a very important 

element of the market activity, which must not be 

ignored, but the profit should be a consequence 

of consumer satisfaction not the main business goal. 

This situation requires that businesses, and above all 

their leaders, should regain trust and rebuild relation-

ships with all market participants on which they con-
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duct their activity by proposing a new business mod-

el based on responsibility.  

In order to better understand the phenomena that 

creates business responsibility in the context of the 

functioning of the enterprise, which takes into ac-

count the network of dependencies and connections 

between the organization and its environment 

(groups of closer and further stakeholders), it is 

worth analyzing these activities in terms of its sys-

temic functioning.  

Therefore, there is a need to build business models 

based on the cooperation of the organization with the 

market and social environment in which the interde-

pendence of network of connections is of fundamen-

tal importance for effective management of the 

organization's relations with its stakeholders. 

 

3 New social trends 

 

An example of a strong social trend with a global 

dimension is the creation of a new quality of life 

“healthy life”  healthy conditions for human func-

tioning, a trend that was described as a great social 

movement of the 1970s and 1980s. New business 

and service areas were created that produced healthy 

food, clothing, and sports equipment.  

Whole industries have been reborn to meet just such 

customer needs. Social changes have resulted in the 

creation of new products in health care, pharmacy, 

and tourism. Aware of the dangers arising from 

the use of "non-ecological" products, consumers 

began to pay attention to what they buy and in which 

environmental conditions they live and work. 

The tobacco industry fell into a serious crisis, and the 

entire chemical industry was forced to implement 

pro-ecological production technologies. The rules 

of functioning of entire areas of the economy have 

changed. 

New patterns of consumption and consumer behavior 

have multidimensional effects. Travel could be an 

example. In a country like Poland, where people 

have not been able to travel to numerous interesting 

places visited by tourists for many years, the boom 

of traveling to exotic places has been observed 

for many years. It is benefited by companies organiz-

ing such trips, air carriers, and also insurance com-

panies, whose revenues are growing at a rate of more 

than 100% annually (e.g., travel insurance).  

Particularly among the middle class, a model of con-

sumption prefers spending holidays on foreign trips 

and weekends in their own countryside homes. New 

consumption patterns also result in attention to styl-

ish home furnishings, cultural entertainment, good 

education of children, and retirement provision. 

This creates opportunities for the development 

of many industries and sectors and also for promot-

ing responsible consumption. 

Globalization causes the universalization of con-

sumption patterns and the so-called phenomenon 

"Californization of needs." People watching the 

same "television program formats" on all continents 

and buying the same products from global producers 

on local markets, are beginning to look similar and 

behave similarly in all corners of the world.  

Regardless of the place of residence and the level 

of wealth, everyone wants to live like in California 

shown on TV. This is for companies, on the one 

hand, an incentive for globalization, and, on the oth-

er hand, it forces the business to lower prices and 

increase the scale of production.  

The fact that the customer has a choice between 

a "global product" and a "local one" is positive, but 

it must be remembered that the promotion of respon-

sible management and responsible consumption pat-

terns is not neglected at the same time. Of course, the 

new trends also have "their opposites." Such phe-

nomena are freeganism and prosumption. 

Freeganism
3
 is an anti-consumer lifestyle based 

on limiting participation in conventional economics. 

Freegans rely on the community they create; they 

preach generosity, freedom, cooperation, and sharing 

 as a contrast to a society based on materialism, 

moral apathy, competition, conformism, and greed. 

This ideology, along with the rise of trends for envi-

ronmental protection, has become so popular 

in Western Europe that even a special city guide 

for freegans was created in Barcelona. Polish repre-

                                                 
3
 The name of this movement was created in the United States 

as a combination of words  free and veganism  however, not 

all of its members are vegans or vegetarians. [online] Available 

at: https://pl.wikipedia.org/wiki/freeganizm [Accessed 20 April 

2016]. 
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sentatives of this ideology (and at the same time 

the lifestyle) also use the terms container shippers.  

Freeganism includes searching for food already 

thrown into the garbage as well as asking for goods 

before they are thrown away by restaurants, market-

ers, or hypermarkets. Freegans consider themselves 

as a subculture that changes lifestyle and social con-

testation, and an example of the development of new 

values in a globalized world. Who is the statistical 

freegan? Usually, they are young people between 

the ages of 20–30 years, they are studying or gradu-

ates, and they often get involved in different social 

activities. While in the United States and in the west 

of Europe, the phenomenon sometimes includes even 

whole families, in Poland, freeganism remains much 

more alternative and niche. 

Freeganism is part of the sharing economy. The shar-

ing economy consists of using and sharing what we 

have to provide different services to each other. 

A place in someone else's car to go on holiday, rent 

your own apartment when you are not there, and 

money borrowed online.  

The sharing economy is known from old times but 

before the era of the Internet, it was only a margin 

and was the result of close relationships. At present, 

the phenomenon has gained wider significance, 

as evidenced by the emergence of organizations such 

as the Uber Corporation, Airbnb, or crowdfunding, 

as a form of project financing by the community. 

 

4 Consumerism 

 

Consumption in its extreme form of overconsump-

tion or even hyperconsumption is becoming one of 

the main problems of the globalized world (The 

Economist, 2012). Consumerism is most often un-

derstood as excessive consumption of goods and 

services, unjustified by real human needs and not 

taking into account social, ecological, and individual 

costs.  

It is criticized not only for the fact that it promotes 

the development of materialism but also a great 

waste of produced goods, human labor, and non-

renewable natural resources and also because it con-

tributes to the spiritual degradation of man, drawing 

man into addiction to material goods. At the same 

time, traditional values characteristic of many socie-

ties is being pushed behind and replaced by the he-

donistic attitude to life, expressed in the maxim 

of carpe diem (Mróz, 2009). 

In connection with the above, business management, 

especially the role of marketing, takes on a new 

sense and in view of the need to create responsible 

consumption. 

Sustainable management as a new concept is to rec-

reate its assumptions, theories, tools, and systems 

in order to enable making the right business deci-

sions. Managers, aware of their responsibility, 

should use management tools in such a way that they 

effectively move from the paradigm of sales expan-

sion to creating conscious and responsible consump-

tion and, finally, to create and promote new values 

and raise living standards by influencing responsible 

production. 

More and more enterprises, large corporations, 

and local companies understand that old manage-

ment rules are not very successful, and they are also 

convinced that they have to reach conscious, using 

technological achievements clients. In addition, the 

business is more and more aware that the products 

and services offered are the result of a corporate 

culture that inspires consumers and reflects their 

values. 

The customer becomes not only a consumer but also 

a co-creator of the product  to highlight this situa-

tion, the new word "prosumer" is used (Szymusiak, 

2015). Consumers choose products and services that 

meet their deeper need for creativity, idealism, 

and integration with the community. They realize 

that their buying power has a global impact, which 

affects their behavior and willingness to exchange 

opinions on the choices made. The latest approach 

to the client explains how to use social discussions, 

position the brand as a positive force changing the 

world, and cooperate with consumers who become 

advocates of the brand. 

Prosumption
4
 is defined as the activities creating 

value that the consumer undertakes, and as a result, 

                                                 
4
 Prosumer – professional/producer + consumer – a mixture 

of words – a professional / producer and a consumer – a con-

sumer involved in co-creating and promoting products of a 

favorite brand or the simultaneous production and consumption 
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a product is created, which ultimately is consumed 

by the customer, and these activities become con-

sumer’ new product experiences. This is a new, in-

teresting phenomenon causing the blurring of the 

existing division on the market into the production 

sphere and the consumption sphere.  

Individual or organized groups of prosumers partici-

pate in the activities of producing a product intended 

for their own use. The prosumer is a participant 

of the prosumption process; hence, the user/con-

sumer is who makes the product to consume it on his 

or her own, in other words a product made for his 

or her own use. As a result of the prosumer's activity, 

a material product, a service, as well as an idea can 

be created.  

The most well-known examples of prosumption are 

sharing knowledge in the Wikipedia database, creat-

ing open source software, and improving existing 

products through social networking. Prosumers have 

a broad knowledge of the products they are interest-

ed in. They use this knowledge when making pur-

chasing decisions and are also willing to share it with 

others. They try, especially through the Internet, 

to actively participate in creating and promoting the 

products of their favorite brand. The activity 

of prosumers is also visible in the area of sustainable 

development, and in particular environmental protec-

tion. 

The notion of prosumerism is also used as a set 

of social behaviors and prosumer attitudes that rec-

ognize the maximization of functional as well as 

intangible benefits as the determinant of product 

value. Social and political prosumerism can also 

form the basis for creating a new kind of socioeco-

nomic and political order, creating an alternative 

to existing solutions (Szul, 2016).  

Do not confuse the term of prosumption and custom-

er focus, which means that the customer can freely 

modify and adapt the product to their private needs, 

                                                                                
of goods and services. Initially, the concept of "prosumer" was 

only a combination of the terms producer and consumer. 

The concept of "prosumption" first appeared in 1972, when 

Marshall McLuhan and Barrington Nevitt put forward the thesis 

that with the development of new technologies, the consumer 

may increasingly become a producer. It was not until 1980, 

however, that the term was introduced by Alvin Toffler, writer 

and futurist. [online] Available at: www.socialnety.pl [Accessed 

23 April 2016].  

for example, by "assembling" elements of a car 

or computer equipment. This is not much different 

from the traditional marketing strategy.  

However, prosumption testifies about shifting 

boundaries between production and consumption. 

The development of prosumption is connected and is 

the result of the dissatisfaction of consumers with 

massive and standardized production. Prosumption 

thus influences the creation of a new organization 

and style of work as well as life, and consumption 

is an inseparable element of this phenomenon. 

Prosumer is a new kind of consumer who is not lim-

ited to simply buying a given product  he or she 

expects something more. To adjust the market 

to such needs, the "rules of the management game" 

should also be changed. 

Sustainable management not only addresses con-

sumer relations but also discusses how the company 

defines its values and becomes their personification 

in the eyes of the rest of the stakeholders. Describes 

how brands based on ethical values fight poverty, 

initiate sociocultural changes, and affect the protec-

tion of the natural environment. Value-based man-

agement affects employees, partners from 

distribution channels, and shareholders. 

Of course, responsibility should not only refer 

to production standards, because the responsibility 

for the final effect of any work, which is a product 

or service, is only one of the effects of responsible 

management. What's more, responsibility applies 

to everything that surrounds us, thanks to which we 

achieve the quality of our existence.  

In enterprises that think in terms of responsible man-

agement, they cover everything from suppliers to the 

final customer receiving the finished product. It co-

vers the entire organization and business manage-

ment, the more that responsible management 

becomes a very effective tool for shaping the com-

petitive advantage.  

Responsibility is both a philosophy and a manage-

ment method aimed at achieving stable growth and 

development of the organization through the in-

volvement of all employees in the production of the 

value that clients expect. In other words, a complex 

system of sustainable management is an approach 

of the management focused on the responsible activi-
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ties with the involvement of all employees of the 

company.  

This applies to the most responsible action carried 

out by managers at all levels of management from 

the chief executive to the lowest management. 

Its goal is to achieve long-term success by obtaining 

customer satisfaction for the benefit of employees, 

society, the natural environment, and the business 

itself. 

The growing cooperation of consumers, using social 

media and mobile technologies, has a great impact 

on marketing. People managing it are no longer able 

to fully control messages that build the image 

of their market offering. Marketers have to cooperate 

more and more with influential and powerful con-

sumers than ever.  

Future consumers are involved in creating new prod-

ucts and services that will meet their needs, discuss 

and evaluate price proposals, and also contribute 

to the evaluation and creation of advertising pro-

posals.  

Consumers are becoming the most important element 

of new solutions. Trying to satisfy their needs and 

eliminate worries and problems, thanks to which 

the world will become better, consumers are no 

longer only passive recipients for marketers but be-

come people with a heart and soul (Kotler, et al., 

2010).  

In an uncertain world, customers are looking for 

companies presenting values that express goals that 

meet their deepest desire for social, economic, and 

environmental justice. In addition to expectations 

that meet their requirements in terms of functionality 

and emotionality, the offer must satisfy their inter-

nal–spiritual needs. In many cases, sustainability has 

a chance to emerge, thanks to changes in consumer 

habits in the broad sense.  

In addition to changes in the way of shopping, peo-

ple are currently beginning to change their lifestyle 

as a whole. Recycling, composting of waste, and 

alternative ways of traveling become a standard. 

Responsible marketing plays an important role in 

this process. The key aspect of marketing has always 

been understanding the impact of and change in con-

sumer behavior, so this discipline becomes an ideal 

sphere for developing social changes that will pro-

mote responsible consumption and, in a broader 

sense, a sustainable lifestyle. 

Is responsible consumption possible? What do young 

people think about it? 

Naturally, in one research project, we are not able 

to answer all the questions related to responsible 

production or consumption. In the research project, 

presented in this article, authors try to understand 

if we are really dealing with the situation of wide-

spread consumption egoism in the current young 

generation, which is the cause of many problems 

on a global scale, and whether this phenomenon may 

jeopardize the development opportunities of future 

generations? 

 

5 Opinions of young people about responsible 

consumption 

 

The first question that the authors asked themselves 

is: Do the young people we study fit into the genera-

tion of YOLO (you only live once)? 

Generation YOLO are young, well-educated, well-

experienced, multilingual, oriented in new technolo-

gies, multitasking experts, easily adapting to chang-

es, innovative, and also impatient. The Millennium 

generation has a natural talent for cooperation, 

but also a new qualitative view of the world, 

the system of values, and goals.  

They are people focused on self-development, escap-

ing from the current framework of professional 

space. They put a lot of emphasis on finding a job 

that will give them a sense of personal fulfillment. 

They find themselves better in companies with a flat 

hierarchy; they do not accept bosses! They value 

work-life balance more than anything! They want 

their professional activity to create new friendships, 

acquire new competences, and give them the oppor-

tunity to participate in the pursuit of a higher goal. 

Are these young people ready for the challenges 

of responsible consumption? 

 

5.1 Responsible lifestyle and consumerism 

in the opinion of young people 

During the conducted research, many questions were 

asked and the answers to which were to determine 
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whether the generation of young people aged 20–25 

years is ready to face the challenges of changing 

their lifestyle based on unlimited, often irresponsible 

consumption for responsible, conscious consump-

tion. 

The research was of both qualitative and quantitative 

nature. Qualitative research has been carefully pre-

pared; it consisted of a multi-stage procedure of fo-

cused analyses. A total of 116 international Master's 

students from Warsaw University of Technology 

from Azerbaijan, India, Russia, France, Peru, Spain, 

and Poland participated in the research. 

 

5.2 The qualitative research 

The qualitative research was divided into stages 

in which topics related to responsibility and its vari-

ous dimensions were discussed: 

 The first stage was to familiarize respondents 

with the goals of the research, getting to know the 

participants, and encouraging the exchange 

of views. 

 The second stage is getting to know the lifestyle, 

habits, and everyday habits of the respondents. 

A collage technique was used to illustrate the mo-

tives of behavior and values that are important in 

a young person's life. 

 The third stage is general discussions about 

brand. 

 The fourth stage was a discussion about responsi-

ble consumption. 

 The fifth stage was to check whether students 

notice connections between their own choices and 

the consequences in the future. 

 The sixth stage addresses the problems of running 

a business in Poland. The aim was to get to know 

the respondents' opinions on the ways in which 

entrepreneurs behave. 

 In the seventh stage, participants were introduced 

to the sustainable marketing model in order to as-

sess its attractiveness, adequacy in relation to cur-

rent global market events, and its usefulness 

in relation to the specificity of the Polish market. 

 At the eighth stage, there was a discussion about 

corporate social responsibility. The aim was to 

check whether students can see the benefits of be-

ing responsible in business and whether they real-

ize that this is a way to achieve a competitive 

market advantage. 

 The ninth stage was to get acquainted with the 

students' opinion on state intervention, as the leg-

islator in the responsibility of citizens. The aim 

was to answer the question whether, if legal regu-

lations would limit irresponsible behavior and 

thus problems arising as a result of excessive 

and irresponsible consumption would be lesser. 

 The aim of the 10th stage was to get to know the 

students' opinions on the proposed educational 

activities and to check whether educational pro-

grams run by various educational organizations 

reach them and are noticed by them. 

In the summary of the study, the essence was a re-

flection on the need to change the lifestyle, promote 

healthy habits, and consider the ways of controlling 

producers. 

 

5.3 The conclusions from focused studies  

concern 

The conclusions from focused studies concern are as 

follows: 

 sustainable consumption, 

 perceived market practices, 

 ways of conducting business in the future by re-

spondents, 

 the impact of government institutions on the re-

sponsibility of young citizens, 

 the role of education in conducting responsible 

business activities, 

 ethical business. 

Responsible consumption and responsible manage-

ment according to students have many dimensions 

such as rational decision making and buying prod-

ucts of local producers, which is considered as mod-

ern patriotism. Responsible consumption also has 

very specific dimensions  checking what we are 

buying, saving and balanced shopping, paying atten-

tion to the price  by default, whether we receive 

adequate value for money.  

Young people had no illusions about common busi-

ness practices  moving production to countries 

in the Far East Asia, where children are often em-
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ployed in factories and people are very poorly paid 

for their work. They also see that it is difficult for 

them to change their consumption habits often simp-

ly out of laziness or conformism. Quite common 

were the opinions that changes require collective 

or maybe even massive actions, because the individ-

ual is unable to cope with the problems. 

Is this tantamount to an excuse that if I cannot 

do anything, I do not have to do anything at all? 

Students asked how they would run their own busi-

ness are very ideological and “correct.” They would 

employ young people; they would produce in their 

country, that is, they would not transfer their facto-

ries abroad and production would have to meet ethi-

cal and ecological norms; and as entrepreneurs, they 

would join charitable activities. Students participat-

ing in the qualitative study believed that state inter-

ference in the activities of enterprises are 

unnecessary, and even harmful, the role of the state 

is to educate about responsible management, respon-

sible consumption, and ecology.  

When they would run a business, they want to be 

responsible for their decisions, should act based 

on the binding moral and legal principles, and should 

not be subject to constant regulation and changes 

of regulations. They also indicate the need to reduce 

bureaucracy  this postulate appears from the begin-

ning of the transformation in Poland and is indicated 

as a barrier to development on the occasion of almost 

every research conducted in enterprises. 

Young people participating in focus studies had a lot 

to say about the role of education for responsible 

consumption. They not only see its necessity but 

postulate its forms, recipients, and levels. Education 

should be from early school years and education 

through play is good, but adults also need to be edu-

cated. Respondents emphasize the important role that 

various media play on education. 

Very interesting views were given by students on 

what ethical business means. They paid attention 

to obvious matters  namely, that it is worth taking 

care of the environment, because the penalties for its 

destruction are very high and it simply does not pay 

off.  

An ethical organization means a chance for devel-

opment, more clients, and a high competitive posi-

tion. An ethical company treats employees well, 

and this can give the company a long-term advantage 

and less employee fluctuation, perceiving the organi-

zation as a good employer and identifying employees 

with the company's goals. 

6 Conclusions resulting from qualitative  

focused studies 

Conclusions resulting from qualitative focused stud-

ies are quite optimistic:  

 The YOLO generation
5
 appreciates many values 

and believes that the life of every human being is 

shaped by relationships with other people, life 

in harmony with nature, enabling one to realize 

oneself. They believe that one cannot neglect 

the need for order and peace of life, physical ac-

tivity, and healthy consumption. 

 Young people are aware of their weaknesses and 

the need to fight them  justifying bad habits 

with lack of time, smoking cigarettes, and pro-

crastination. They are also aware that some 

of their behaviors have a negative impact on the 

environment. 

 Young people see the need for constant education 

(children, adults in various forms) and increasing 

knowledge about the dangers of irresponsible 

consumption. At the same time, they are able 

to justify their behavior that violates the princi-

ples of responsible consumption with a lack 

of knowledge. Changes require the involvement 

of the whole society, not just individuals. 

 Students understand the need to change their con-

sumption habits; they see the problem of con-

sumptionism but do not see the sense of the 

individual’s efforts to improve the situation, 

and only the involvement of the whole society 

has meaning and can make a difference. 

The quantitative survey was conducted in January 

to February 2018 in the same age group of young 

people aged 20–25 years. However, this time only 

the Poles were respondents. The number of respond-

ents was 579; CAWI method and online interviews 

were used. 

                                                 
5
 This term is consciously used, although it may be exaggerated 

and somewhat symbolic. 
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The aim of this study was to approximate and quanti-

fy the problem of responsibility from the perspective 

of young people: 

 getting to know current habits and awareness 

regarding responsible consumption, 

 getting familiar with the needs and possibilities 

of changing consumption habits into more re-

sponsible ones, 

 defining the meaning of responsible consumption. 

Are young people happy with their lifestyle? 

In the study, we identified four groups of respond-

ents: 

 searchers-experimenters who are satisfied with 

their lifestyle, which does not mean that they are 

not ready for change  65%, 

 searchers-dissatisfied  ready for changes, be-

cause they are dissatisfied with the current state  

18%, 

 conservatives-satisfied, reluctant to change their 

lifestyle  12%, 

 unhappy but not ready for change  5%. 

Searchers-experimenters are the largest group of 

young people who are open to changes in their lives, 

which results from the awareness of responsibility 

and rational consumption. The vast majority of them 

(80%) think that choices should be made knowingly 

when shopping, and 76% are willing to pay more 

for the products of companies managed responsibly, 

but only 18% think that responsible consumption is 

the use of products produced by companies operating 

responsibly. 

Searchers-dissatisfied  the majority of the respond-

ents in this group (82%) agree on the necessity 

of responsible consumption, but less respondents 

(63%) are ready to pay more for the products of re-

sponsible companies, and only a small group (14%) 

thinks that responsible consumption means using 

from products of companies operating responsibly. 

Conservatives reluctant to change because they are 

satisfied with their way of life, they surprise with 

their opinions about responsible consumption  they 

understand what it means, they are willing to pay 

more for products produced by responsible organiza-

tions. 

Dissatisfied, but not ready for change, also fits into 

conscious consumers  most of them  60% under-

stand the essence of responsible consumption and 

48% are ready to pay more for the products of com-

panies operating responsibly. 

What else does responsible consumption and sus-

tainable management mean for young people: 

 being well informed about what I am buying, 

 responsible consumption is making purchase 

decisions, taking into account all the consequenc-

es of raw material extraction, production, distri-

bution, use, and utilization of the product, 

 the proper selection of goods and services com-

pared to their price  meaning rational buying, 

products currently needed for consumption, not 

generating artificial demand, 

 companies treat their employees as people, not as 

cheap labor, 

 caring for the natural environment during produc-

tion. 

 

7 Conclusion  

 

Consumerism is closely connected with the idea 

of responsible consumption, which can be under-

stood as an interpretation of the concept of responsi-

ble development in relation to the area of con-

sumption.  

The essence of responsible development is to ensure 

continuous and relatively permanent improvement 

in the quality of life of present and future generations 

by shaping proper management in three spaces: eco-

nomic, social, and the use of natural resources. 

Therefore, it is a development whose important 

component is the integration of the life quality 

(Dąbrowska and Janoś-Kresło, 2009, p.52).  

The issue of life quality, considered in the context 

of responsible development, involves the need 

to change ones mindset and the philosophy of life  

the recognition of new values and lifestyles and the 

different shaping of living conditions. 

Responsible consumption means the use of goods 

and services that is responsible for meeting the needs 

that improve the quality of life, but with two condi-

tions (Dąbrowska and Janoś-Kresło, 2009, p.53): 
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 achieving these objectives will be accompanied 

by a simultaneous drastic reduction in the use 

of natural resources and energy as well as reduc-

tion of emissions to the environment, including 

discontinuing usage of toxic materials; 

 gaining a better quality of life for present genera-

tions will not become an obstacle for satisfying 

the needs of future generations. 

Responsible consumption practically means making 

purchase decisions taking into account social and 

environmental consequences that result from the 

extraction of raw materials and the production, dis-

tribution, use, and utilization of a given product or its 

packaging. It also means a change in the approach 

to shopping. What we buy and how we buy is direct-

ly related to the development of many societies  it 

can accelerate or obstruct development. The low cost 

of the product may be the result of the manufactur-

er's failure to comply with many standards. Overcon-

sumption in developed countries, contributing to the 

unjust distribution of goods and distribution of glob-

al resources, hinders the development of countries 

referred to as Third World countries. 

Food, clothing, cosmetics, cleaning products, water, 

energy, gasoline, and services are bought every day. 

For each of these goods, the consumer pays a certain 

amount of money. Responsible (conscious) con-

sumption can also mean looking at the money we 

have from a different perspective. You can look 

at it as an electoral voice by which the consumer 

advocates for or against a particular attitude of the 

company.  

Even small everyday purchases of products such as 

coffee, tea, cereals, and garbage bags are our private 

"votes." The purchase of organic food means voting 

for environmental protection, and the purchase of 

a product from the Fair-Trade area is a statement 

of support for respect for human rights (Huma, 

2013). 

When deciding about the purchase of a given prod-

uct, the consumer advocates a company that re-

sponds positively to the following questions: 

 Who and under what conditions produced it? 

 What material and in which process was it made? 

 How it is used and its affect the natural and social 

environment? 

 Does its purchase have a negative or positive 

effect on the development of the Third World 

countries? 

The YOLO generation we have been researching 

already understands many of these problems and is 

able to answer these questions. 

Is responsible consumption possible? The question 

should be asked differently, perhaps more precisely: 

is it possible in the contemporary world to reconcile 

the values underlying the responsible consumption 

and consumer lifestyle on which the development 

of the global economy is based? 

 This is indisputably a challenge for responsible 

management and marketing. It involves activities 

that change awareness and promote a responsible 

lifestyle, and this is possible through educational 

marketing activities. It is important, therefore, that 

education is conducted from an early age. It should 

be conducted both in the school system and by social 

and consumer organizations but above all by respon-

sible business.  

The challenge concerns the possibility of changing 

consumer habits that would contribute to a change 

in lifestyle and thus to reducing the environmental 

destruction. The change in the mindset is a long-term 

process, but it can be accomplished. 
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