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Summary

The objective of the article is to analyse the interest evinced by young Polish 
consumers in corporate social responsibility and trust towards it. The deliberations 
are based on the results of research carried out in 2015 on a sample of 963 consumers 
aged between 19 and 35, who live in the biggest urban agglomerations. The study 
examines the issue of young consumers’ knowledge of and interest evinced in CSR 
as well as their trust in socially responsible actions, and attitudes towards products of-
fered by companies that do not respect the rules of social responsibility. The analysis 
makes use of the indicators of the structure and power of correlations among the vari-
ables. The study has revealed relatively low awareness of the ideas behind corporate 
social responsibility among young Poles – every fifth declared knowing it and simul-
taneously two thirds would like to widen their knowledge about it. The consequence 
of such modest interest is indifference towards companies’ declarations of CSR – few 
young consumers trust them. Every fourth young Pole, however, is ready to boycott 
products of companies whose activity they do not accept. 
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Introduction

Changes that the contemporary world is undergoing affect all the areas of the functioning 
of societies. This may be seen, among others, in the sphere of consumption as well as activity 
of entities representing the supply sphere. A major role is played today by growing consumer 
awareness and intensification of competition. In consequence of the intertwining of two the 
spheres, there emerges an aspiration for economic growth consistent with the requirements 
for environmental protection and equated with eco-development ensuring that ongoing so-
cial needs are satisfied, while at the same time respecting the requirements for environmental 
protection without putting the future generations in danger. Sustainable development under-
stood in such a way is based on three basic pillars: economic growth, social responsibility, 
and environmental protection (Nowacki 2014). 

In the supply sphere, sustainable development is driven by sustainable consumption. 
This notion has first emerged at the conference of the United Nations on the environment 
and development in Rio de Janeiro in 1992. Today’s political background to sustainable 
consumption and production is based on the Johannesburg Declaration adopted at the World 
Summit on Sustainable Development in 2002 and the Marrakesh Process launched in 2003. 
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The UE Sustainable Development Strategy renewed in 2006 has identified sustainable con-
sumption and production as one of the seven biggest challenges to respond to (Zalega 2014). 
Sustainable consumption is defined as such a structure of the consumption pattern where the 
shape of the particular arrangements as well as the relations and relationships among them 
make it possible to accomplish the purposes of sustainable development. This requires the 
goods and services to be used in such a way as to allow to meet the basic needs of the hu-
man being and improve their quality of life, minimizing the use of natural resources, toxic 
materials and production of waste, and posing no threat to the needs of the future generations 
(Koreleska 2016) and the possibilities of their consumption (Kiełczewski 2008). The litera-
ture provides three means of conceptualization of sustainable consumption: conceptualiza-
tion of an alternative lifestyle, conceptualization equated with eco-consumption, and holistic 
conceptualization extending the context for the understanding of the notion into social and 
economic aspects (Dąbrowska et al. 2015). 

Sustainable consumption is intended to modify consumption so that its internal negative 
effects are possibly the smallest. It is thus a certain form of deconsumption understood as 
limiting and rationalization of consumption (Bywalec, Rudnicki 2002; Woś 2003). This is 
particularly important in times of recession when more sensible and economical consump-
tion is necessary (Mróz 2013). And so it remains in opposition to progressing consumerism 
equated with excessive consumption of goods and services unjustified with the real hu-
man needs and disregarding the social, ecological, and individual costs (Mróz 2009) or in 
a broader context with an active ideology of buying things and experiencing experiences 
provided in packages (Bockock 1993, Aldridge 2006), sometimes referred to as the reli-
gion of the 21st century (Mróz 2013) and leading to an increase of prestige in the environ-
ment. Developing consumerism, however, leads to materialism (Antonides, van Raaij 2003) 
and negative processes degrading the natural environment, worsening the quality of human 
life, and leading to escalation of social issues (Seretny 2016). Ethical consumption becomes 
the counterweight (Humphery 2011); it manifests itself as, among other things, ecologi-
cal consumption, ethnocentrism, deconsumption, servicisation, individualization, prosump-
tion, borrowing, exchange, re-use, production by one’s own means (Szul 2012; Mróz 2015; 
Nowacki 2014; Mazurek-Łopacińska; Sobocińska 2014; Wasilik 2014); along with refer-
ences to the broadly understood corporate social responsibility.

Corporate social responsibility versus consumption 

Interest in the problem of corporate social responsibility (CSR) is rooted in transforma-
tions occurring on contemporary markets. Changes taking place in the sphere of competition 
– such as intensification of globalization processes, a rise in the number of rival entities, 
increasing the number of products comprising product assortment, and the growing buyers’ 
awareness resulting in the evolution of the requirements for usability of goods and services 
serving to satisfy the more and more diversified needs – compelled companies to seek new 
ways to meet these requirements.
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Although the foundation for the development of the concept of social responsibility was 
already built by A. Carnegie in the 19th century as he indicated the two rules regarding enter-
prises’ obligations towards the society (charity, i.e., benevolence and stewardship, i.e., trust) 
(Nakonieczna 2008), the interest in this area flourished only in the last decades of the 20th 
century. Intensification of investigation into the role of companies in the society has led to the 
emergence of alternative concepts of defining social responsibility that present it in the context 
of social obligations, which are expressed in definitions referring to the ethics of business; 
social reactions, which specify it through the prism of strictly economic values; and social 
responsiveness, which is concerned with the relationships between the sphere of business and 
the society (Sułek, Świniarski 2001). In line with the definition provided by the European 
Commission, corporate social responsibility is a company’s voluntary acceptance of the social 
and ecological aspects of its economic activity and relationships with all the stakeholders. 
Whereas according to the ISO norms, corporate social responsibility is defined as an organisa-
tion’s responsibility for the influence that its decisions and actions (including products, servic-
es, and processes) exert over the society and the environment fulfilled through clear and ethical 
behaviours, which contributes to sustainable development, health, and welfare of the society, 
while taking into account the stakeholders’ expectations, remaining in compliance with the 
currently applicable provisions of the law, being consistent with the international standards of 
conduct as well as the organisation itself, and practised in its relations (Czubała 2011).

Corporate social responsibility is also defined as the concept of a company voluntarily 
taking into consideration social and environmental issues in its economic activity and rela-
tions with the interested parties (COM 2001). In line with the renewed strategy of the EU re-
garding corporate social responsibility, the CSR concept is understood as “the responsibility 
of enterprises for their impacts on society” and encompasses, among others, human rights, 
practices connected with work and employment, environmental issues as well as countering 
bribery and corruption, involvement and development on a local level, integration of the 
disabled, consumers’ interest, including protection of privacy as well as promoting social 
and environmental responsibility, transparency, disclosure of non-financial information, and 
fair competition (COM 2011). 

If we analyse various definitions of CSR, it is noticeable that there are similarities among 
them. Buchholz (1991) identified five key elements found in most, if not all, definitions: 
[1] corporations have responsibilities that go beyond the production of goods and services 
at a profit; [2] these responsibilities involve helping to solve important social problems, 
especially those they have helped create; [3] corporations have a broader constituency than 
stockholders alone; [4] corporations have impacts that go beyond simple marketplace trans-
actions; [5] corporations serve a wider range of human values than can be captured by a sole 
focus on economic values

CSR is a concept which makes companies voluntarily take into account social interest, 
environmental protection, and relations with various groups of stakeholders, including local 
authorities, shareholders, employees, suppliers, clients, operators, local community, and the 
competition, at the very stage of formulating its strategy. These are thus all the entities that 
may affect or be under the influence of a company (Freeman 1984; Freeman, Evan 1999). In 
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line with this idea, the concept of social responsibility assumes that a company voluntarily 
takes into account the social and ecological aspects in its activity as well as contacts with the 
stakeholders (Carroll 1991). CSR is a balance of 3 dimensions: economical, social and envi-
ronmental (Kaźmierczak 2016). In a broader context, socially responsible conduct includes 
any voluntary action of a company, which is oriented at solving problems that are significant 
from a social point of view (e.g. protection and preservation of the natural environment and 
the basis for life) and does not serve to earn profit but requires resignation from maximum 
profitability in the medium and long term (Nowacki 2012). On that basis, three aspects of the 
meaning of social responsibility may be discerned: respecting the interest of all the groups 
of stakeholders while making a decision, compensating mutually exclusive interests by the 
management, and earning profits allowing to carry out additional social activity). Marketing 
activities, such as responsible marketing, ecological marketing or social marketing gain par-
ticular significance; as these activities influence the application of principles and assump-
tions of sustainable development (Mazurek-Łopacińska, Sobocińska 2014).

In consequence of such an approach, social responsibility should be understood as an 
organisation’s management’s obligation to choose such decisions and actions that contribute 
to both guarding one’s own interest (i.e., boosting profit) as well as protecting and augment-
ing social welfare (Rybak 2001). This is reflected, among others, in a change of the man-
ner of treating consumers – from a passive individual to an active market partner – and the 
resultant redefinition of traditional business models based on the paradigm of co-creation 
of value (Maciejewski 2012). Thus consumer behaviours serve as basis for all the activity 
undertaken by an enterprise (Luo, Bhattacharya 2006), which is manifested as pressure that 
they put companies under in terms of the desired products (Wilburn, Wilburn 2014) as well 
as economic, legal, ethical, and philanthropic responsibility (Griseri, Seppala 2010) 

Social responsibility is more and more readily taken into consideration in creating the 
strategy of a company’s activity since actions concerned with prosocial issues and reliable 
messages about the benefits arising from the selection of the offered products rise a com-
pany’s competitiveness on the market and influence its economic effectiveness (Stawicka 
2015). A rise in social and ecological awareness among the consumers prompts enterprisers 
to undertake increased activity concerned with social responsibility as this awareness makes 
clients more and more eager to make decisions taking into account ethical aspects and re-
sponsible practices of manufacturers and service providers. In accordance with the results 
of research conducted by the Nielsen agency (2015) among 30 thousand respondents using 
the Internet in 60 countries, 66% of them declared the propensity to pay a higher price for 
socially responsible products. In comparison to previous years, the tendency was found to be 
growing. In 2014, there were 55% respondents willing to pay more, in 2013 – 50%, and in 
2011 – 46%. The people that were the most willing to pay a higher price for “socially respon-
sible” products were those who belonged to the generation Y (the so called Millennials, i.e., 
people born between 1980 and 1995) – which was nearly 3/4 of the respondents. Generation 
Z people (born after 1995) were equally willing to pay a higher price – 72% and the least 
eager to bear higher expense were the respondents from the so called Baby Boom generation 
(of people born between 1946 and 1964) – 51%.
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Nonetheless, it must be noted that the CSR idea itself is not always perceived in fully 
positive terms. It faces numerous accusations related to its quality that is contradictory to the 
nature of business: unprofitability, limitation of an entrepreneurs’ freedom, immeasurable-
ness, superficiality, and mediagenic character of their activity (Filek 2006). 

Research methodology

The basis for the deliberations presented in this paper is the results of a study conducted in 
2015 on a quota sample of 963 consumers aged between 19 and 35, living in nine big urban 
agglomerations (Białystok, Gdańsk, Katowice, Kraków, Poznań, Rzeszów, Szczecin, Warsaw, 
Wrocław), and diversified in terms of the sex, age, and the level of household income. The 
analysis takes into consideration a division into two age groups. The first group is comprised 
of people aged between 19 and 24, who are only just beginning the adult life and usually still 
continue to study (at a university), and the second group is composed of people aged between 
25 and 35, who are starting a family, work, and possibly undergo additional training in order to 
optimize their career. The distribution of the sample under examination is presented in Table 1.

Table 1
Characteristics of the investigated population        

Variables Number  
of the respondents 

Percentage  
of the respondents 

Total 963 100.0

Sex 
Female 638 66.3
Male 325 33.7

Age
19-24 818 84.9
25-35 145 15.1

Household income per 
capita (in PLN) 

<700 143 14.8
700-1.000 159 16.5

1.001-1.500 204 21.2
1.501-2.000 139 14.4
2.001-3.000 144 15.0

> 3.000 174 18.1

City

Białystok 92 9.5
Gdańsk 90 9.3

Katowice 98 10.2
Kraków 94 9.8
Poznań 98 10.2

Rzeszów 99 10.3
Szczecin 100 10.4
Warsaw 192 19.9
Wrocław 100 10.4

Source: own research, 2015.
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Concentration on young people was a consequence of the belief that they are more 
innovative and open to global changes occurring in all the aspects of life, including con-
sumption and other market behaviours. Young consumers, who are often not completely 
burdened with the obligations brought about by adult life, are the creators of new trends; 
they devote plenty of time not only to entertainment but also to prosocial activity. By 
leading an active life, they show greater interest in the quality of life and thus the quality 
of the products and services they consume. They seek information on the composition of 
products, the manner of their production, consequences of the use of material goods and 
services, which is facilitated by their high mobility and openness to modern information 
technologies. 

The study examines the issue of young consumers’ knowledge of and interest evinced 
in corporate social responsibility of companies as well as their trust in socially responsible 
actions, and attitudes towards products offered by companies that do not respect the rules of 
social responsibility. The analysis adopts statistically significant indicators of the structure 
and the power of correlation among the variables (i.e., the chi-square test – to establish the 
existence of a correlation and the V-Cramer coefficient – to measure its power).

Perception of corporate social responsibility among the youth  
in the light of research results

The study that has been conducted demonstrates that young consumers in Poland are not 
interested in company’s activity regarding corporate social responsibility. Merely 21.9% of 
the respondents admitted that they track this type of activity of companies they are familiar 
with. Nearly 60% of the respondents are not interested in the issue and every fifth has never 
heard of such activity (Table 2). 

The responses are not significantly diversified in accordance to the sex and age. 
There are slightly more affirmative responses among women (22.3%), the younger group 
(22.0%), and the wealthiest (25.9%). First and foremost, interest in socially responsi-
ble activity of companies is predominantly evinced by the residents of Kraków (27.7%), 
Wrocław (27.0%), Warsaw (26.0%), and Gdańsk (25.4%). The lowest percentage of peo-
ple declaring lack of knowledge on CSR (below 10%) has been noted in Kraków. Analysis 
of correlations between interest in CSR activity and the respondents’ attributes has re-
vealed a statistically significant correlation (χ2=45.463; df=18; p=0.000) only for the place 
of residence. However, the power of the correlation is weak – the V-Cramer coefficient 
was 0.154.

In spite of little interest expressed by young Poles in companies’ socially responsible 
activity and lack of trust in this activity, the respondents declared a desire to widen their 
knowledge on CSR. Over 63% of young people decided that their knowledge in this area 
was insufficient. Women and people generating income amounting to 701-1000 and 1501-
2000 per person in a household dominated among these respondents. 
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A low level of trust that Polish consumers place in companies’ declarations about their 
prosocial activity may also be a source of concern. Nearly every fifth young respondent 
(18.4%) trusts such declarations. Contrary belief (i.e., no trust) is held by every third per-
son and every second respondent could not provide an unambiguous answer. Despite the 
growing awareness in terms of consumption among young Poles, the level of knowledge on 
corporate social responsibility is still low, which may result in limited trust in declarations 
about socially responsible activity of companies (Table 3). 

Table 2
Interest in the activity related to CSR (N=963)  

Variables
Yes No I have heard of 

such activity
Percentage

Total 21.9 59.7 18.4

Sex
Female 22.3 60.0 17.7
Male 21.2 59.1 19.7

Age
19-24 22.0 59.5 18.5
25-35 21.4 60.7 17.9

Household income per 
capita (in PLN)

<700 19.6 52.4 28.0
700-1.000 23.3 56.6 20.1

1.001-1.500 20.6 63.2 16.2
1.501-2.000 18.0 63.3 18.7
2.001-3.000 23.6 63.9 12.5

> 3.000 25.9 58.0 16.1

City

Białystok 14.1 63.1 22.8
Gdańsk 25.6 62.2 12.2

Katowice 20.4 58.2 21.4
Kraków 27.7 63.8 8.5
Poznań 19.4 60.2 20.4

Rzeszów 14.1 67.7 18.2
Szczecin 20.0 62.0 18.0
Warsaw 26.0 53.5 20.1
Wrocław 27.0 53.0 20.0

Source: as in Table 1. 

Trust in companies’ declarations was first and foremost declared by women (19.3%) aged 
between 19 and 24 (18.5%), generated income of 3000 (23%), and lived in Poznań (24.5%). 
Lack of trust was declared by men (35.4%) and people belonging to the group of older re-
spondents (38.6%). The least trust in companies’ declarations was placed by the respondents, 
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who generated income amounting to between 1500 and 2000 (36.0%) and exceeding PLN 
3000 (35.6%), and lived in Szczecin (42.0%), Poznań (39.8%), and Białystok (39.1%). The 
level of the respondents’ trust in companies’ declarations about their activity in terms of cor-
porate social responsibility shows no statistically significant correlation in the case of none 
of the demographic attributes. The level of trust in the chi-square test in each case exceeds 
the critical value α=0.01, which does not allow to reject the hypothesis on independence of 
the variables.

Table 3
Trust in companies’ declarations concerning their activity in terms of CSR (N=963)  

Variables
Yes No It is hard to say 

Percentage
Total 18.4 33.0 48.6

Sex
Female 19.3 31.8 48.9
Male 16.6 35.4 48.0

Age
19-24 18.5 32.0 49.5
25-35 17.9 38.6 43.5

Household income per 
capita (in PLN) 

<700 8.4 34.3 57.3
700-1.000 20.8 30.2 49.0

1.001-1.500 18.6 30.4 51.0
1.501-2.000 16.5 36.0 47.5
2.001-3.000 21.5 32.7 45.8

> 3.000 23.0 35.6 41.4

City

Białystok 15.2 39.1 45.7
Gdańsk 16.7 30.0 53.3

Katowice 17.3 22.4 60.3
Kraków 20.2 25.5 54.3
Poznań 24.5 39.8 35.7

Rzeszów 16.1 35.4 48.5
Szczecin 17.0 42.0 41.0
Warsaw 18.9 29.9 52.2
Wrocław 19.0 36.0 45.0

Source: as in Table 1. 

Lack of knowledge, interest, and trust with respect to CSR translates into market be-
haviours of young consumers. They are rather more passive in their doings concerned with 
responsible consumption. Their actions come down to promoting responsible consump-
tion among their acquaintances and on Internet-based fora. They rarely, however, take part 
in protests or boycotting products; they are unwilling to manifest their prosocial views 
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during shopping. As research results show, merely every fourth young consumer refrained 
from purchase of products due to dissent against activity of a company that produced it 
(Table 4).

Table 4
Boycotting products in consequence of unacceptable activity of their producers (N=963) 

Variables
Yes No

Percentage
Total 24.5 75.5

Sex
Female 23.7 76.3
Male 26.2 73.8

Age
19-24 23.1 76.9
25-35 32.4 67.6

Household income per 
capita (in PLN)

<700 18.2 81.8
700-1.000 22.0 78.0

1.001-1.500 20.1 79.9
1.501-2.000 24.5 75.5
2.001-3.000 27.1 72.9

> 3.000 35.1 64.9

City

Białystok 19.6 80.4
Gdańsk 23.3 76.7

Katowice 25.5 74.5
Kraków 20.4 79.6
Poznań 30.6 69.4

Rzeszów 17.2 82.8
Szczecin 22.0 78.0
Warsaw 36.0 64.0
Wrocław 16.0 84.0

Source: as in Table 1. 

Men were slightly more numerous among these people (26.3%). People aged between 25 
and 35 were the ones who most often dissented (32.4%). The respondents declaring higher 
income – between PLN 2001 and 3000 (27.1%) and above 3000 (35.1%) definitely boycott-
ed products more frequently. The respondents most often admitting that they join boycotts 
were the residents of Warsaw (36.0%) and Poznań (30.6%). The most common reason be-
hind boycotting products was reacting against conducting tests on animals and bad working 
conditions. The respondents enumerated inadequate production methods, negative influence 
of the manufacturing process on the environment, discrimination, or controversial state-
ments of a company’s representatives less frequently.
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In the case of consumers’ boycotts, there was the biggest scale of correlations between 
joining them and the respondents’ attributes. A statistically significant correlation was dis-
covered in the case of income per person (χ2=16.756; df=5; p=0.005) and the place of resi-
dence (χ2=29.886; df=9; p=0.000). Nevertheless, in both cases, the power of correlation was 
weak (the V-Cramer coefficient was 0.132 and 0.176, respectively).

Conclusions

Low level of awareness, knowledge, and trust with respect to corporate social respon-
sibility finds confirmation in other research results. In the periodical project “The CSR 
Barometer” (Greszta, Maison 2016), only two out of all the six segments, which were 
singled out (called the Accomplished Realists and Sensitive Intellectuals), concentrating 
nearly 40% of the society, appreciate CSR activity and contribute to awakening interest in 
products offered by companies that undertake it. In the case of the other four, there is ei-
ther scarce awareness of the notion of CSR, which is practically equated with proecologi-
cal activity (the so called EcoPragmatics), or no value is assigned to CSR (Corpoegoists), 
or there is no understanding of the idea behind it (the Excluded Frustrated and the Positive 
Posers).

Clearly, the notion of corporate social responsibility is still quite little known among the 
consumers and enterprisers, although it becomes more and more popular each year. The ris-
ing living standards and wealth of the society, the development of education, and sustainable 
patterns of production and consumption will certainly have a positive influence on further 
development of CSR. Despite the fact that the price and quality of the product are still the 
basic criterion for making purchase decisions, Polish consumers pay attention to ethical, 
social, and environmental issues when selecting goods and services more and more com-
monly owing to their rising awareness. In the report of ZenithOptimedia (2013), the agency 
cites conscious consumerism, which will turn into socially involved consumerism within the 
coming 25 years, among the six key trends in consumption. Throughout the next quarter-
century, consumers will be expecting ethical acts from companies in all business areas and 
being actively involved in this movement. One of the key factors influencing consumers’ 
decisions will be the very ethical conduct of companies which will become more transparent 
and their acts will more and more frequently include the collective interest. Owing to their 
own involvement as well as in consequence of pressure from the consumers and government 
bodies, companies will increasingly commonly serve as sources of positive change and the 
driving force of socially involved consumerism.
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W kierunku odpowiedzialnej konsumpcji – postawy młodych konsumentów 
wobec idei społecznej odpowiedzialności przedsiębiorstw

Streszczenie

Celem artykułu jest analiza zainteresowania młodych polskich konsumentów 
społeczną odpowiedzialnością przedsiębiorstw i zaufania wobec niej. Podstawą 
rozważań są wyniki badań przeprowadzonych w 2015 roku na próbie 963 konsu-
mentów w wieku 19-35 lat, zamieszkujących największe aglomeracje. W badaniu 
poruszono problematykę wiedzy i zainteresowania młodych konsumentów społecz-
ną odpowiedzialnością przedsiębiorstw, ich zaufania wobec działań społecznie od-
powiedzialnych, postaw wobec produktów oferowanych przez firmy, które nie re-
spektują zasad społecznej odpowiedzialności. W analizie wykorzystano wskaźniki 
struktury oraz miary korelacji pomiędzy zmiennymi. Badanie wykazało relatywnie 
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niski poziom świadomości młodych Polaków odnośnie idei odpowiedzialności spo-
łecznej przedsiębiorstw – jej znajomość zadeklarował co piąty z nich, jednocześnie 
dwie trzecie chciałoby swą wiedzę w tym obszarze poszerzyć. Konsekwencją nie-
wielkiego zainteresowania jest obojętność wobec deklaracji przedsiębiorstw w za-
kresie CSR – niewielu młodych konsumentów ma wobec nich zaufanie. Co czwarty 
młody Polak jest jednak gotowy do bojkotowania produktów przedsiębiorstw, któ-
rych działań nie akceptuje. 

Słowa kluczowe: konsumpcja, społeczna odpowiedzialność przedsiębiorstwa, 
młodzi konsumenci.

Kody JEL: D12, E21, M14 

По направлению к ответственному потреблению – отношение 
молодых потребителей к идее корпоративной социальной 
ответственности

Резюме

Цель статьи – провести анализ интереса молодых польских потребителей  
к корпоративной социальной ответственности и доверия к ней. Основу рассу-
ждений представляют результаты обследований, проведенных в 2015 г. на вы-
борке 963 потребителей в возрасте 19-35 лет, проживающих в самых крупных 
агломерациях. В обследовании затронули проблематику знаний и интереса мо-
лодых потребителей к корпоративной социальной ответственности, их доверия 
к социально ответственным действиям, отношения к продуктам, предлагае-
мым фирмами, которые не соблюдают принципы социальной ответственности.  
В анализе использовали показатели структуры и меры корреляции между 
переменными. Обследование выявило относительно низкий уровень созна-
тельности молодых поляков насчет идеи корпоративной социальной ответст-
венности – знание ее декларировал каждый пятый из них; заодно, две трети 
хотели бы свои знания в этой области повысить. Результат небольшого ин-
тереса – безразличность к заявлениям предприятий в области КСО – немно-
гие молодые потребители им доверяют. Каждый четвертый молодой поляк, 
однако, готов бойкотировать продукты предприятий, действия которых он не 
одобряет. 

Ключевые слова: потребление, корпоративная социальная ответственность, 
молодые потребители.

Коды JEL: D12, E21, M14 
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