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1. Introduction

st

-

responsible consumption in either quantitative or qualitative terms. It can 
certainly be said that this is not the result of only economic factors such 

a specific behaviour and affect human propensity to act in a responsible 

consequences.
-

vativeness and impact on the development of responsible consumption. 

-

-
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-

a mere inclination to buy. 
-

are referred to as quality-oriented consumers.

-

and environmentally responsible manner proves the openness of consum-
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-
-

make an individual an innovative consumer and possibly a production and 

our conviction that consumers’ innovativeness does not derive from tech-

-

-

-

-
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-

-

Eco-consumption 

eco-consumption relies on the idea of a society that respects the natural 

-

Servicisation of consumption dematerialisation. Servicisation 

in consumption and leads to the transformation of industrial societies into 
-

in order to intensify the development of services for consumers and their 

-
edly improves the quality of life of society. Yet these positive effects of 
servicisation are accompanied by less desirable or undesirable consumer 

Consumerism and deconsumption.
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-

-

-

-

-

responsible consumption.
Prosumption and convestment.

-
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interest and the natural environment as private and professional interests 

economic processes may be said to be multi-directional.
Consumer ethnocentrism

levels of the market and economy. It encompasses decisions about the 

on rationality or emotions. Consumers’ choice of domestic products results 

in terms of care for the natural or social environment. Ethnocentrism is not 

buy domestic products since internationalisation of enterprises and market-

-
-

the nature and scale of occurrence of responsible consumption attributes. 
It is necessary to first understand its essence and character.

Responsible consumption is construed as the satisfaction of needs by 
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-

this article focuses only on consumption and consumers as natural per-

-

Other definitions and notions of responsible consumption are either 

-
able development. It is then better visible that it is based on the capacities 

It can be said that responsible consumption is formed and developed 
I ought never to act except in such a way that 

 
-

-
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-

-

-

Various methods and tools can be used to intensify and accelerate the 

-
-

-
-

in Poland?

Consumers’ innovativeness and innovative products that form part of 
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secondary sources of information. 
-

-

-
-

-

-
-

-

-

-

actions and simultaneously promote responsible consumption. 
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-

-

but also in the conscious and deliberate selection of innovative socially- 

-
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(Havas Worldwide, 2014), while nearly 2/3 of Polish respondents prefer 
to borrow/rent most things rather than own them. The concept of sharing 
is gaining popularity among representatives of all generations, although 
it is not necessarily implemented by them. Two thirds of those surveyed 
believe that the society would be more prosperous if people shared more 
and owned less (only 8% of respondents were of a different opinion). It 
can be concluded that a new model of consumer behaviour is emerging, 
with a lesser focus on possession and accumulation and a greater emphasis 
on community and cooperation.

In general, there are relatively few actions in Poland evidencing the 
responsible behaviour of consumers, which may prove that the development 
of consumers’ innovativeness and more modern behaviour is a long-term 
process inscribed in socio-economic progress. 

On the other hand, the development of innovations regarding goods 
and services is faster. Nonetheless, this does not preclude the emergence 
of further, new innovations that can be called “higher-order innovations” or 
“second-wave innovations”. On the one hand, they contribute to increased 
knowledge, the efficiency of human thinking and action, and on the other 
hand, to the domination of technological over social development driving, 
among other things, social exclusion and adverse changes in the labour mar-
ket. They form the so-called new generation of consumer trends with mean-

-
ment, growing competitive attitudes among people, especially young 
ones, transferred from the behaviour patterns present in computer games 
and reflecting the expansion of mobile technologies (smartphones, i-Pads, 
tablets) and applications that change consumer behaviour; 

-
tual to the real world, emerged after “times of saving”, conducive to 
efficient and effective shopping through the use of interactive tools for 
communication with consumers; 

-
ship, namely possessing goods for a certain period of time and then resell-
ing them and buying new ones, collective and shared use of consumer 

Rok & Zgiep, 2016); 

and the virtual world through the production of objects and devices 
that can be controlled via the Internet. Consumer demand for such 
equipment is growing rapidly; 

-
alised products and services replacing excess devices performing similar 
functions. Manufacturers adapt to customer preferences and provide 
ready, personalised solutions in a short time.
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-
-

-

to stimulate other forms of behaviour;

-
-

consumers to find their feet on the market. 

-

-

-
European 

Innovation Scoreboard

-

behaviours outlined in the article are accompanied by an unsatisfactory and 
-
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than consumers’ innovativeness and responsible consumption. What is the 

materialistic values that matter to consumers. 

-

-
ment in responsible consumption development and until broad measures 
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