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1. Introduction

Consumer behaviour is one of the most important forms of human 
behaviour. It may be defined as all activities related to the acquisition and 

-

ever more often comprises environmentally conscious behaviours that are 

and more consumers are enthusiastic and convinced about the introduc-
-

responsibly shape the structure of their consumption and are able to assert 

-

-

relations.

-
-

-
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-

-

report made the international community realise the limitation of natural 
-

-

-

by radical criticism of industrial society voiced by countercultural move-
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-

-

-

-

-
ronmental problems and interactions are often unclear and difficult to 
understand;

– eco-friendly properties of products are often invisible and undetectable 

contradictory;

in eco-friendly products;

be invested;

to buy.
-

-

attitudes of inhabitants of our planet. 

-
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-

-

best products or services in this respect.
-

consumerism.

 

-

need for their frequent replacement;
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-

-

labour;

of products;

-
ceived from the perspective of the consumer as a part of the ecosystem. 

-

promote eco-friendly consumption but also force producers to apply eco-

-
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responsible consumers may ultimately contribute to the rise of sustainable 

use of pesticides and other chemical fertilisers or pest control substances. 

It should be noted that more environmentally conscious consumers 

Green consumerism is also stimulated by the ever more frequent decline 

-
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-
-

-

disposable income). 

Polish cities. 
-
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-

but also the economic condition of enterprises and the state of the natural 

-

It should be noted that almost every second respondent does not feel the 
need to look for information about the natural environment and its protec-

they hear about environmental protection in public media. Only every fifth 

Items Satisfactory Moderate Bad Very bad

Condition of the natural environment 4.6

environment
16.5 16.9

condition of the natural environment
45.1 45.4

natural environment
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What motivates seniors to protect the natural environment is mainly care 

-

-

Under-

standing the eco-friendly energy. A survey of environmental awareness of Poles 

2010

Survey 

of environmental awareness and behaviours of Polish residents 

in environmental protection.



Tomasz Zalega

124 DOI 10.7172/1644-9584.75.7

-

model to a more environmentally friendly one.
Environmentally conscious behaviours are reflected in various areas of 

Items
Number of 

respondents
Percentage 

share

44.6

-
sumerism that are mostly displayed by senior respondents include a more 

-
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Statements
Whenever 
possible

Rarely Never

moment

information confirmed by other consumers
19.5 44.9

date
8.1

66.8

41.5

6.6

55.5

5.8

19.9

I pay attention to eco-labels 14.4

obtained are not satisfactory in many respects and additionally dependent 
Raport z analizy 



Tomasz Zalega

126 DOI 10.7172/1644-9584.75.7

of clothes).

-

-

product information confirmed by other consumers. Such behaviours should 

65+ say that they are more likely to buy an eco-friendly product that 

-
 

actual behaviour.
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economic benefits not only for respondents but also for their households. 

-

Zachowania proeko-

logiczne ...

-

-
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-

-

more often than their male counterparts.

 pay any attention to eco-labels on packaging while shopping. Among ten labels that can be found on 

ts (Recycling  , “Eko” , “Eko”  , Organic farminglabels on packaging while shopping. Among ten labels that can be found on 

, Organic farming  , Ozone

labels on packaging while shopping. Among ten labels that can be found on 

-friendly  , Blue Angel  , Energy star

mostly recognise the following logos:

, Energy star  , FSC

mostly recognise the following logos:

ts (Recycling  , “Eko”

 , FSC  , Daisy

mostly recognise the following logos: “Recycling” (52.8%), “Ozone

 , Daisy  , Fairtrade

mostly recognise the following logos: “Recycling” (52.8%), “Ozone

, Fairtrade  and MSC

“Recycling” (52.8%), “Ozone-

and MSC  ), 

“Recycling” (52.8%), “Ozone-friendly” (50.2%), “Organi
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-

fisheries.

-
chial community members.

-
-
 

older people.

-
tion policy on the natural environment and its status. Only comprehensive 

resources and increased noise levels are no less important.
Environmentally conscious consumer behaviours of the surveyed seniors 

products tested on animals.



Tomasz Zalega

130 DOI 10.7172/1644-9584.75.7

Endnotes
1

from subsidies for the maintenance of research potential.

 

and a lifestyle based on care for physical and mental health.

 

Agenda 21

st

ensure sustainable development.
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