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Abstract: The aim of the article is to analyze the purchasing behavior of young e-consumers of organic
products in regard to sustainable consumption. The article highlights the importance of the Internet in
the intensification of purchasing processes of modern consumers and presents the results of the study
conducted in November 2021 using a survey questionnaire involving a sample of 620 respondents.
As a result of statistical analyses, a structural model was estimated using the maximum likelihood
method. It allowed us to determine the variables that influence the purchasing behavior of young
e-consumers, as well as to illustrate the degree of the influence between endogenous variables.
Defining these relationships made it possible to determine the factors that affect the buying behavior
of young e-consumers in the market of organic products. The results of the study and the analysis of
the model have led us to the conclusion that purchasing behavior is mainly determined by product
information derived from various sources involving product and service quality or warranty, thus
giving the consumers the right to file a complaint. The balance between these factors creates the
grounds for sustainable consumption and putting emphasis on the specified groups of factors by
the producers will allow shopping activities to intensify among young e-consumers. The ongoing
SARS-CoV-19 pandemic has posed a serious limitation to an effective performance of the following
study. In the future, the authors intend to carry out similar research among overseas respondents so
that it is possible to verify if the current trends can also be traced in foreign markets.

Keywords: e-consumers; buying behavior; sustainable consumption; consumer; organic products

1. Introduction

In today’s market environment, the increase in market activity has led to a complete
redefinition of the market role of buyers who, being market participants, intensify their
involvement in its functioning [1,2]. The new economic reality is governed by entirely new
technologies that are in close relationship with each other, intertwining and conditioning
each other. The new modern economy is digital [3]. The role of the consumer as a passive
spectator has evolved into a partnership requiring high-quality communication in the form
of an ongoing dialogue [4,5].

Over the past few decades, there have been numerous technological changes referred
to as Web 1.0, 2.0, 3.0. Access to Internet resources has developed, mainly offered in the
form of LTE (Long Term Evolution) [6]. There are lots of products on the market with a
huge range of possibilities, manifested by access to the network. The use of smartwatches,
smartphones, or tablets enables mobile use of the Internet, which makes it possible to
communicate without physical contact [7]. That can be extremely important in times
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of crises [8] as enterprises need to pay close attention to all social, environmental, and
economic crises faced by the global community [9] as these components contribute to
sustainability [10]. These components also contribute to the development of healthy lifestyle
digital technologies that affect consumption patterns—especially of young people [11].

Due to the increasing environmental awareness of consumers, companies have had
to react by introducing sustainability strategies. Today, almost all companies and organi-
zations regularly publish sustainability reports [12,13] and, while designing their market
offer, take into account aspects of “sustainable development”. One element is related to
green products.

Sustainable national development obviously depends on the profitability, global perfor-
mance of enterprises [14,15], and renewable energy production [16]; however, sustainable
consumption should also play a prominent role in the formulation and implementation
of the sustainable development goals [17,18]. Transforming both production systems and
consumption patterns has become one of the most important trends towards achieving sus-
tainable development [19]. Sustainable production based on the green-marketing approach
aims to protect the environment while producing goods and services. Thus, consumers,
while satisfying their own needs, can easily find environmentally friendly products in the
market [20]. Buying green products, reducing consumption, eliminating disposable carrier
plastic bags, or buying second hand products are important patterns in sustainable con-
sumption [21], while excessive consumption causes many negative environmental effects
and aware, responsible consumers prefer organic products, or they keep other sustainable
consumption patterns [22].

The aim of this article is to describe the factors influencing the purchase of environmen-
tally friendly products by young e-consumers as a determinant of sustainable consumption.
A specific objective of the research was to verify different types of behaviors as well as to
determine the factors that most often influence the purchase of organic products.

The paper is based on an empirical study conducted in November 2021 on a research
sample of 620 respondents in a survey of Polish e-consumer attitudes towards organic
products using a CAWI-compliant survey questionnaire.

2. Theoretical View
2.1. E-Consumers in the E-Services Market

In economics, the “consumer” is considered in terms of choice theory, representing
the entity that consumes and creates demand. Typically, the term is identified with the
purchaser who consumes the products bought and enjoys their use value [23]. In marketing
theory, the consumer is the starting point of marketing activities that are undertaken in the
market for goods and services. The purpose of these activities is to direct the marketing
strategy of producers and sellers to identify the requirements of consumers [24].

Contemporary concepts of consumption converge with the postmodern paradigm.
It assumes that consumption is not only a mundane tool for satisfying needs but is also
a way of seeking exciting experiences and sensations. The ability of consumers to choose
available goods and services from a wide palette remains very important. Apart from
the possibility of satisfying needs, this choice allows for individual expression of one’s
personality, developing hobbies, as well as realizing one’s dreams [25].

In the past, the image of the consumer shaped his activities and decision-making
behavior in the area of purchase; the modern economic reality, dominated by new technolo-
gies based on the Internet, has been significantly modified. The availability of a variety of
communication and transactional solutions and the multiplicity of commercial offers mean
that consumers have full freedom of choice and determine the fate of companies [26].

Today’s consumers are not passive and submissive market subjects who consume what
they are offered. They play the role of partners of companies in marketing activities, as well
as product and service analyses. Consumers communicate with each other through various
instant messengers and social media, acting as reflectors of consumers’ emotions [27].
They comment, give opinions, and exchange suggestions among themselves. In addition,
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they share their insights with manufacturers. In other words, a continuous transfer of
knowledge takes place between consumers and companies, which becomes the seed for
the creation of innovations. It runs in two directions: from consumers to the company and
from the company to the consumers [28].

Consumers should be considered as conscious market participants, as well as a source
of knowledge transfer, which is a key determinant of innovation. In addition, consumers
are becoming aware of the deficiency, which results from limiting the scope of their activity
and marginalizing their role only to the purchase dimension. This forces modern producers
to redefine their role. In addition, bidders have begun to notice the activities of buyers,
their increasing activity, and preparation of marketing offer [29]. Today’s consumer has
evolved from passive recipient to co-creator of goods and services. He remains fully aware
of his rights and position on the market. He has the opportunity to give his opinion on
products and services and to exchange his suggestions, and he also becomes, in a way, the
creator of innovative ideas [30].

The customer’s expectations are rising, and he begins to demand personalized prod-
ucts, the final shape of which he can influence through collaboration with the provider.
Consumption becomes interactive. It is possible to provide the manufacturer with in-
formation about the perception of the product, verifying the market offer and analyzing
customers’ experiences [31]. Therefore, it can be said that the consumer has become an
external employee of the company, actively participating in the design and manufacture of
individualized products and often innovations [32].

It should also be added that today’s consumers are the generation of the Web, treating
the Web as a place for creating goods and services. Technology is one of the key factors
supporting customer value creation [33]. These buyers are endowed with a strong need for
individualization, freedom, and choice, and they want offers targeting their demands and
personalities. Therefore, we can examine customization of services [34].

2.2. Characteristics of the Market of Eco-Friendly Products

In the current economic reality, there is already growing consumer interest in natural
products in most areas of everyday life [35,36], and the level of environmental awareness
has become a global phenomenon [37,38]. The general belief that food choice can help
mitigate environmental challenges is very strong [39,40].

A growing interest in sustainability has led enterprises to become green for a variety of
reasons. Responsible behavior in the food sectors have now led consumers and producers
to become more conscious of food values and lifestyle changes [41], which are reflected in
food quality and safety [42,43]. Moreover, both consumers and producers have increased
their interest in environmental protection [44] and want to preserve the depletion of the
natural environment; however, the main reason is still financial [45].

Products from organic production are referred to as biological, biodynamic, or organic
products [46,47], and organic products are increasingly being chosen by people who care
about their health and also by those who care about the environment. Under the regulation
of the European Parliament and the Council of the EU, an organic product is a product
that comes from organic production. Organic production, in turn, is understood as pro-
duction that has the best impact on the environment and climate, and has a high degree of
biodiversity, taking into account animal welfare and production [48].

The market for organic products in Poland is still a niche market, despite its rapid
development, especially in recent years. Poland is regarded as a country with an average
level of development of the organic food market, but with huge potential and very dynamic
growth [49] due to low air pollution and high biodiversity [50,51]. Additionally, in many
regions of Poland, there are optimal environmental and economic conditions that allow for
the development of organic farming, which would ensure the supply of raw materials for
the production of processed products, as well as the supply of finished products [52].
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Food undoubtedly accounts for the largest share of organic products, but organic prod-
ucts also include cleaning products, natural cosmetics, organic clothing (e.g., biodegradable
pants), cosmetics, toys for children and babies, and even construction and interior design
materials.

Despite fluctuating numbers of organic producers in Poland, there is an increasing
demand for organic products among consumers [53-55]. The upward trend has been
continuous for over twenty years. It is caused, among other things, by increasing consumer
awareness and their orientation towards the quality of organic products. Various studies
present different motives of consumers to buy organic food, such as taste, nutritional value,
health, environment, and even farmers’ welfare [56-60], but the quality of organic food
is one of the main reasons for its advantage over conventional food [61]. Despite the
development of the market for organic products, the development of organic agriculture
is quite hindered by the low level of consumer income, the territorial dispersion of farms,
and the low scale of production [62].

Organic products are not only food, but also cosmetics, household chemicals, and
clothing. Ecological clothing is not only made of 100% ecological materials, such as
organic cotton, linen, lyocell, but are also produced in accordance with appropriate
standards [63].

3. Materials and Methods

The entire research process was divided into the stages of literature analysis and
empirical research, which included preparing research questions, gathering data, statistical
analysis and drawing conclusions. It was based on the use of a questionnaire sent to Polish
adult e-consumers shopping for organic products chosen by means of purposive sampling
(non-random sampling) [64,65]. At the beginning of the research, all the respondents were
asked the filter question of if they purchase organic products online. Only an affirmative
answer directed the respondent to the next part of the survey.

The minimum sample size calculated at the confidence level of « = 0.95 and margin of
error of 5% for the population of adult Poles on the basis of data provided on the official
site [66] was defined as 385.

The sample size formula [67] was as follows:

n:zz"px(l—p)/e2 (1)

n (with finite population correction) = [z% * p* (1 — p)/€]/[1 + (Z> *p* (1 — p)/(e* * N))] (2)

where: 1 is the sample size, z is the z-score associated with a level of confidence, p is the
sample proportion expressed as a decimal, e is the margin of error expressed as a decimal,
and N is the population size.

The final number of respondents exceeded the assumed minimum sample size in
order to make the sample more representative [68].

The survey was conducted in November 2021. During this period, a survey question-
naire was distributed to respondents following the standards of the CAWI technique. The
research conducted in 2021 was the continuation of the research from 2020. The survey
could not have been complemented by personal interviews because of the COVID-19 pan-
demic restrictions. The results of the questionnaires were processed using the SPSS Statistics
program, for many years the most widely used program for quantitative data analysis
in the social sciences. Thanks to SPSS Statistics, the data were analyzed in-depth, which
allowed for statistically significant correlations between particular groups of respondents,
as well as for verification of the hypotheses that were formulated.
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The research problem in this paper is to analyze the purchasing behavior of Polish
young e-consumers of organic products and to assess the importance of factors poten-
tially influencing their beliefs and purchase decisions. Research findings from around
the world indicate that the perception of health attributes of organic products is one of
the most significant purchase intentions and choices in both developed and developing
countries [69-71]. Specifying the adopted research problem, the following questions
were posed about the purchase behavior of young consumers in the area of organic
products, in particular:

e  What are the most common buying behaviors among young e-consumers of organic
products, and what are the main determinants?
What opinions do young e-consumers hold when making purchasing decisions?
Do e-consumers share opinions and suggest changes to the organic products offered?

These questions seem to be extremely relevant due to the increasing role of the social
and environmental aspects in modern management concepts (Environmental Corporate
Social Responsibility-ECSR) [72,73].

In order to answer the research questions posed in this way; it is necessary to use a
lower level of specificity and define the research hypotheses in a declarative manner:

Hypothesis 1 (H1). Young consumers are willing to purchase organic products via the Internet.

Hypothesis 2 (H2). There should be a balance between technical attributes, market attributes, and
feedback from other consumers.

Hypothesis 3 (H3). Feedback and feedback interaction from buyers is expected after the transaction.

The necessity of sustainable development of a business compels companies take this
aspect into account in their strategies and directions of further development, and the
awareness of the issue among young consumers is growing. Thus, solving the adopted
research problem may give valuable practical indications for the managers of modern
companies.

For the purpose of the research, a one-factor variance analysis was used as a method
to verify the hypotheses. The null hypothesis with equal average values for the general
population was verified by the F-test (Fisher-Snedecor). The application of this test was
possible as the calculated indices could be considered as continuous variables with dis-
tributions close to normality (at the materiality level o« = 0.05) based on the results of
the Kolomogorov—-Smirnov test. To verify the reliability of the questions concerning the
surveyed companies, the Alpha Cronbach test was carried out, which made it possible to
determine the variables with statistically significant correlations.

The socio-demographic characteristics of respondents is presented in Table 1.

The questions and statements selected for the questionnaire reflected the phrases most
frequently repeated during the interviews conducted in the 2020 pilot study and were
worded to be unambiguous to respondents. The 5-grade Likert scale was applied to rank
statements; depending on the statement, 1 indicated definitely no and 5-definitely yes,
or 1 indicated never and 5-always. Interpretation of the Likert scale provides numerical
information and tells us which responses in each group of respondents were selected most
frequently. The respondent selects the statement that most closely matches his/her feelings.
The number of possible choices should be odd (usually 5) so that the middle statement is
neutral.
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Table 1. Socio-demographic characteristics of respondents.

. Percentage
Variables Frequency = 620
Male 258 41.6
1 Gender Female 362 58.4
Total 620 100
20 and younger 172 27.7
21-25 284 45.8
2 Age 26-30 64 10.3
31-35 39 6.3
3640 61 9.8
Total 620 100
Rural area 112 18.1
Town up to 20 thousand
inhabitants 50 81
Place of City o.f 21—5.0 thousand 7 124
3 id inhabitants
residence City of 51-200 thousand
. . 42 6.8
inhabitants
City over 200 thousand
inhabitants 339 547
Total 620 100
Non-active 110 17.7
Empl Full-time employment 276 44.5
4 mployment Contract employment 187 30.2
status Sole proprietor 44 7.1
Farmstead 3 0.5
Total 620 100
Subjectively Very good 62 10.0
5 perceived Good 334 53.9
material Average 199 32.1
situation Bad 15 2.4
Total 620 100

4. Results and Discussion

During the study, different types of buying behaviors attributable to young e-consumers
in the organic market were verified. It was important to ask about the frequency of online
purchases. 12% of respondents engage in this type of shopping every day or a few times
a week, 48% make online purchases a few times a month but not more often than once a
week, while for 39%, the frequency is a few times a year but not more often than once a
month.

The matter to be verified was to determine the aspects that are important to the
consumer when making purchases (see Table 2). Responses could be given on a 5-point
Likert scale, where 1 meant definitely not important, and 5 meant definitely important.
The quality of the product and service is very important. It is followed by the price and
the possibility of obtaining information about the product. It turns out that a significant
number of consumers take into account the opinions of other Internet users when making
purchases.
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Table 2. Key aspects when shopping online.

%

Likert Scale 1 2 3 4 5 Total
Price 2.7 2.7 1.9 34.0 58.5 100
UX friendly 3.9 6.0 41.6 35.3 13.2 100
Quality of a product/service 1.8 1.3 1.8 27.7 67.4 100
Time of delivery 2.7 9.5 7.7 46.0 34.0 100
Guarantee 2.6 11.9 11.8 41.0 32.7 100
Information about the product 2.1 2.7 55 39.5 50.2 100
Form of payment 5.0 10.8 8.1 33.4 42.7 100
Opinions of other Internet users 3.9 6.6 9.0 45.6 34.8 100
After-sale services 5.2 14.4 26.5 35.0 19.0 100
Organic origin of products 115 18.9 25.8 30.6 13.2 100

An important part of the research was the finding that a huge proportion of respon-
dents are interested in consuming food products free of pesticides and fertilizers, medicines
not subject to genetic modification, and products grown in harmony with nature to which
a total of 432 individuals provided affirmative responses (n = 211 at level 4, while n = 221
at level 5). A total of 62 people gave negative responses (1 = 25 at level 1, n = 37 at level 2).
Thus, for many respondents, environmental aspects remain important when purchasing
products online (334 respondents stated that ecological aspects are important for them at
different levels, 145 people do not consider them important).

Before buying an organic product, customers like to look for information about it.
Most often they carefully read the product labels. It is also not uncommon to browse
through online stores and nutrition portals. Detailed information is presented in Table 3.

Table 3. Source of information on organic products.

n %
Nutrition portals 195 15.5
Websites of organic food producers 131 10.4
Websites of online stores 198 15.7
Experts in the field 130 10.3
Family and friends 147 11.6
Product labels 379 30.1

Other 81 6.4

The most common place to purchase eco-products is a stand in a supermarket, but
to a large extent, customers purchase organic products from an online store. The exact
distribution of responses is shown in Table 4.

Table 4. Places to buy organic products.

n %
Organic Farm 178 15.1
Agricultural and food fairs 187 15.8
Markets and occasional fairs 74 6.3
Specialized stores with healthy food 213 18.0
Supermarket stand 321 27.2

Online store 208 17.6
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Another issue was the specification of technological attributes that guide the consumer
in choosing organic food. It turns out that natural taste and a low level of processing are of
great importance (Table 5).

Table 5. Essential technological attributes in choosing organic food.

n %
Preservative-free products 425 23.3
Low level of processing 274 15.0
Natural flavor 334 18.3
Natural appearance 259 14.2
Manufactured without chemical fertilizers 169 9.3
No pesticides 117 6.4
The animals are fed with natural feed (no hormones or 247 135

antibiotics added)

In terms of market attributes when choosing foods, consumers value health benefits
the most, as well as their availability in hypermarkets and supermarkets (see Table 6).

Table 6. Important market attributes when choosing organic food.

n %

Less durability 109 6.5
Production in a clean environment 200 11.9
Health benefits 351 20.8

Pollution-free production 163 9.7
Availability in hypermarkets and supermarkets 307 18.2
Wide range 201 11.9

High price 71 42
Producer’s logo on packaging 172 10.2
Convenient preparation 112 6.6

Among organic products, consumers most often choose healthy food, followed by
natural cosmetics and beverages (Table 7).

Table 7. The most popular organic products.

n %
Healthy Food 471 28.5
Gluten-free foods 103 6.2
Ketogenic diet products 37 2.2
Beverages 222 13.4

Dietary supplements 152 9.2
Organic cleaning products 106 6.4
Natural cosmetics 268 16.2
Products for health and beauty 196 11.9
Products for moms and kids 35 2.1
Other 61 3.7

19% of respondents (1 = 117) expect a personalized offer and only 13% (n = 82) share
their opinions about organic products with other consumers online. An even smaller
proportion of respondents (n = 38.6%) share their opinions about organic products with the
producer after purchasing them. Only a few (1 = 43.7%) suggested to the producer that
they make changes to the organic products they offer.
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Structural equation modeling (SEM) is a multivariate quantitative technique combin-
ing aspect of factor analysis and multiple regression employed to describe the relationships
among observed variables [74,75]. SEM was estimated using the maximum likelihood
method. It involves examining in a purely hypothetical model the relationships between
variables, both measured and latent, that is, variables that are not directly observable [76].
There was no basis to reject the null hypothesis that the residual values of the empirical
and theoretical matrices are equal to zero (x> = 445.4; p = 0.001). The root mean square
error of approximation, RMSEA value = 0.088, indicates that the model is a good fit to the
data. To determine the reliability of the data, the value of Cronbach’s alpha coefficient was
determined to be 0.704.

To verify the hypotheses, H1, H2, and H3, an analytical-deductive process was carried
out, which required first listing the observable and unobservable endogenous variables.
The structural model estimated by the maximum likelihood method (Figure 1) includes the
following;:

e  Observable endogenous variables: 2-age; 9_1-price; 9_2-UX friendly; 9_3-quality
of a product/service; 9_4-delivery time; 9_5-guarantee; 9_6-product information;
9_7-payment form; 9_8-opinions of other Internet users; 9_9-after-sales service; 9_10-
organic origin of products; 10-desire to consume foods that have not been produced
using pesticides, fertilizers, or drugs; 11-the extent to which environmental aspects are
important when purchasing; 14-size of the pool of money spent on green purchases
per month.

Unobservable endogenous variables: Y-buying behavior.
Model measurement errors: el, €2, e3, e4, €5, e6, €7, €8, €9, €10, ell, el2, el13, el4, el5.
The random component of the structural model: el6.

e7 » 9.6 |, 4 9 7 |« e8
0.578%* 0.469*
eb > | |+ e9
| 9= v 0:511%* 0.443++%| 9_8 !
e5 » 9_4 |w _0.479" 0.407*»y 9_9 |«{ el0 )
0.534% o 0.302%
ed ) » 9 3 |« C Y ) » 9 10 [« ell
- —
0.273%+ | 0.256%+ )
e3 )» 9 2 |a _ A 10 |e{ e12 )
] = { el5 ) g
0.434% N 0.578**
e2 » 9 1 (o 4 11 |«{ e13 )
— 0.273% 0.120
\ ' !
el Y 2 [ T 14 |a{ e14 )

Figure 1. Estimated structural model. Source: own. Note: *** means p < 0.001.

Further in the process of analyzing the results, the non-standardized and standardized
coefficients of the model were counted (Tables 8 and 9).
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Table 8. Non-standardized model coefficients (in accordance with the assumptions of confirmatory
factor analysis, a constant value was assumed for parameter 2, and it was not estimated).

Estimated

Variables Parameter Value Error of Esteem Critical Value p Value
2 1 - - -
9.1 1.059 0.198 5.347 o
9.2 1.263 0.29 4.36 il
9.3 1.196 0.211 5.667 o
9.4 1.557 0.283 5.511 o
9.5 1.870 0.333 5.607 il
9.6 1.716 0.298 5.768 ot
9.7 1.654 0.302 5.477 o
9.8 1.518 0.282 5.384 il
9.9 1.763 0.337 5.233 ot

910 1.239 0.269 4.602 o
10 1.123 0.267 4.212 il
11 0.902 0.227 3.977 o
14 0.320 0.134 2.395 0.017

Note: ** means p < 0.001.

The non-standardized coefficients of the model tell how many units the value of the
explanatory variable will change when the value of a given explanatory variable increases
by a unit. Standardized coefficients, on the other hand, describe by how many standard
deviations the value of the explained variable will change when the value of the explanatory
variable increases by one standard deviation [77,78].

Table 9. Standardized model coefficients.

Variables Estimated Parameter Value

2 0.284
91 0.434
92 0.273
9.3 0.534
9 4 0.479
9.5 0.511
9.6 0.578
97 0.469
9.8 0.443
99 0.407
910 0.302

10 0.256

11 0.233

14 0.120

The above interpretations are valid only if the values of other variables remain un-
changed. The coefficient values thus describe the direction (positive/negative) and strength
of the influence on the explanatory variable. The strength of influence on the explained
variable can be compared between explanatory variables by means of standardized coeffi-
cients. This is because the values of non-standardized coefficients depend on the units in
which the variables are measured [79-82].

One of the methods to quantify the relationship between variables is to use the Pearson
correlation coefficient, which is a measure of the linear relationship between the variables.
The value of this coefficient is defined between —1 and 1. Table 10 shows the strength of the
correlation between the variables, where: —1 means a perfectly negative linear correlation
between two variables; 0 means no linear correlation between the two variables; and 1
means a perfectly positive linear correlation between the two variables. The further the
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correlation coefficient is away from zero, the stronger the measured relationship between
the two variables.

Table 10. Correlation table of variables.

9.1 9.2 9.3 9.4 9.5 9.6 9.7 9.8 9.9 9_10 10 11
9.1 1
9.2  0.047401 1
9.3 0986798 —0.02 1
9.4 0.832084 0.353112 0.734436 1
9.5 0.835415 0.403528 0.745605 0.992772 1
9.6 0981181 0.195181 0.940134 0.918024 0.919483 1
9_7 0981548 0.139464 0.944465 0.911933 0.919599 0.991967 1
9.8 0.84719  0.382496 0.753352 0.995775 0.987164 0.9321  0.915825 1
9.9 0352535 0.877592 0.250163 0.710305 0.7531  0.507857 0.487102 0.710968 1
9_10  —0.05949 0.860338 —0.17797 0.436144 0.469175 0.121798 0.104243 0.422338 0.904068 1
10 0.859858 0.549752 0.811381 0.887184 0.915949 0.922095 0.896629 0.912171 0.753672 0.404333 1
11 0.041991 0.750065 —0.09029 0.554235 0.578123 0.221117 0.219618 0.526606 0.898657 0.975154 0.437752 1

In light of the statistical analyses performed, it can be assumed that the posited H1
has been partially confirmed. Young consumers are willing to buy organic products via
the Internet, taking into account only some selection criteria. Based on the standardized
coefficients of the model, it was found that the variable, Y-purchasing behavior, is most
strongly influenced by the variables, 9_6-product information, 9_3-service/product quality,
and 9_5-warranty.

The statistical analyses conducted showed that all variables, except 14-the size of
the pool of money spent on green purchases per month, are statistically significant, that
is, the influence on variable Y (shopping behavior), except for the mentioned variable
14, is statistically significant, p < 0.001. In turn, the least influence on shopping behavior
is exerted by variable 10-willingness to consume food products in which no pesticides,
fertilizers and drugs were used in the production.

Therefore, it can be concluded that purchasing behavior is mainly determined by
three types of factors. The first is product information drawn from a variety of sources,
such as nutrition portals, organic food producer websites, online store websites, experts
and professionals in the field, family and friends, and product labels. Another factor is
the quality of the product and service, including issues such as the ability to purchase
products without preservatives, low level of processing, natural taste and appearance,
products produced without artificial fertilizers, pesticides, added hormones, and antibiotics,
produced in a clean environment, and guaranteeing health benefits. The third important
factor is the guarantee, which includes the right to lodge a complaint. Therefore, H2 posed
in the discussion can be considered confirmed, with product information, quality, and
warranty factors having the greatest influence on this balance. Thus, placing emphasis on
the listed groups of factors by producers will allow purchasing activities to intensify among
young e-consumers, as well as contribute to the harmonious functioning of the sustainable
consumption market.

The final element of the discussion is H3, which assumed that following the fashion
and communication trends among young consumers, they would be very active in building
interactions and feedback. Meanwhile, in question 19 of the survey, only 282 out of
620 respondents (45%) indicated that they shop for organic products online. Based on
further questions, 22, 23, 24, and 25, out of these 282 people, only 41% expect to be offered
personalized organic products, only 29% share their opinion about organic products online
with other organic consumers after purchase, and only 15% have ever suggested to the
manufacturer to make changes to the organic products they offer.

Thus, it can be assumed that the H3 posed in the study has not been confirmed because
at this level of after-sales activity, it is difficult to discuss a significant way of building a
relationship or loyalty with the potential customer of the younger generation for organic
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products. This is an important conclusion for sellers of organic products in the studied
group of respondents.

5. Conclusions

The presented statistical correlations highlight the significant correlations of purchas-
ing behaviors of young e-consumers and the strength of their influence. Thus, it is possible
to set universal purchasing trends, taking into account that the purchasing behavior of
young e-consumers is mainly influenced by product information and product and service
quality and warranty. Quite surprising is the fact that willingness to consume food prod-
ucts produced without pesticides, fertilizers, and drugs was the least important to young
e-consumers.

The findings of this study suggest several important recommendations that may be
of interest to managers of green e-markets to attract producers and increase e-consumer
demand for organic products.

Most importantly, the results confirm the relationship between e-marketplace purchase
willingness and e-consumer attitudes. The importance of focusing on online information
about fair trade and environmental and health benefits when attracting consumers to
green e-markets has been revealed. This has become a major way to differentiate these
buy-sell platforms from traditional competitors. The traditional organic market needs
to be adapted to online contacts through electronic communication tools. The quality of
service in this case requires that product attributes are designed in such a way to facilitate
the online transaction [56]. Offline and online shopping induce consumers to behave
differently due to the lack of physical contact with the product [83]. When making an
offline purchase, reliable information comes from personal sensory examination, whereas
online shopping is influenced by the customer’s purchase intention in addition to social
influence or knowledge and curiosity [84]. To overcome the barrier of not being able to view
products before purchasing them [85], good trust in shopping requires high quality online
services [86,87] and professional online platforms [88]. Improved trust when shopping
online occurs when full information about product attributes is available, and for this
reason, care should be taken with this aspect of online sales.

It should also be taken into account that young e-consumers make purchases with
reference to current trends and fashion and that they are usually affected by their envi-
ronment [89]. The marketing messages directed to them by producers and marketers may
therefore include aspects of both belonging to a group and following trends created by
an authority—a trendsetter or influencer. The social aspect of consumer decisions is an
extremely important element, especially among young people, who on the one hand desire
the feeling of uniqueness and individuality but on the other hand strongly desire to be part
of a larger community [90].

Another aspect that may be intriguing for retailers is to try to combine the environ-
mental and health messages associated with their products to leverage the positive effect
of consumer attitudes about both topics. Even though certain factors have been shown
to influence the willingness to purchase separately, actual purchasing behavior is often
influenced by a combination of variables that cannot be easily clarified. Therefore, it would
be prudent for vendors to try to track their efforts to increase e-sales of organic food by
encouraging e-customers to participate in loyalty programs and by carefully analyzing the
data of customers already participating in these programs.

However, offerors are not the only group that can benefit from the results of the
research. Based on the study’s findings and the factors identified as mattering most
in organic product choices, key players such as socio-environmental organizations and
organic product marketers need to redefine their operations, aligning them with the needs
of organic product e-consumers. In the long run, this can result in the development of local
markets for organic products and influence sustainable development in Poland.

The results of the conducted study can also enrich the literature in terms of under-
standing consumer behavior in the “green market”.
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The research described in this article does not fully exhaust the questions related to
the online behavior of young consumers on the organic market. The main limitation of
this study is associated with both a convenient sample and a finite geographic area. The
survey was conducted only among e-consumers and it would be interesting to compare
on what basis consumers make purchase decisions in stationary shops. Additionally, the
study took place during the coronavirus pandemic, so the study authors did not have the
opportunity to meet the respondents in person and conduct a more detailed interview,
which can certainly be considered an important limitation of this study. Further qualitative
research and analysis would be valuable to uncover the hidden, non-parametric motives
for organic purchasing behavior.

It would also be interesting to perform a similar scientific study conducted among
respondents from abroad to compare domestic and foreign surveys.

Author Contributions: M.M., A.K.,, M K,, and D.K. confirm that their contributions in each stage of
the preparation of this article were equal. All authors have read and agreed to the published version
of the manuscript.

Funding: This research received no external funding.
Institutional Review Board Statement: Not applicable.
Informed Consent Statement: Not applicable.

Data Availability Statement: Not applicable.

Conflicts of Interest: The authors declare no conflict of interest.

References

1. Haase, M. Social Value Cocreation: A Mode of Value Cocreation. Soc. Enterp. J. 2021, 17, 493-512. [CrossRef]

2. Becker, L. Methodological Proposals for the Study of Consumer Experience. Qual. Mark. Res. Int. ]. 2018, 21, 465-490. [CrossRef]

3. Pentland, A.; Lipton, A.; Hardjono, T. Building the New Economy: Data as Capital; MIT Connection Science & Engineering;:
Cambridge, MA, USA, 2021; ISBN 978-0-262-54315-6.

4. Garcia-Granero, E.M.; Piedra-Mufoz, L.; Galdeano-Gémez, E. Measuring Eco-Innovation Dimensions: The Role of Environmental
Corporate Culture and Commercial Orientation. Res. Policy 2020, 49, 104028. [CrossRef]

5. Baruk, A.L Relacje miedzy oferentami i nabywcami finalnymi—Kontekst wizerunkowy. Przedsigbiorczos¢ Zarzadzanie 2019, 20,
291-305.

6.  Bhushan, B,; Sahoo, C.; Sinha, P.; Khamparia, A. Unification of Blockchain and Internet of Things (BIoT): Requirements, Working
Model, Challenges and Future Directions. Wirel. Netw. 2021, 27, 55-90. [CrossRef]

7. Godfrey, A. Digital Health: Exploring Use and Integration of Wearables; Academic Press: Cambridge, MA, USA, 2021; ISBN 978-0-12-
818915-3.

8.  Kluck, J.P; Stoyanova, F.; Kramer, N.C. Putting the Social Back into Physical Distancing: The Role of Digital Connections in a
Pandemic Crisis. Int. J. Psychol. 2021, 56, 594-606. [CrossRef] [PubMed]

9.  Saura, ].R; Palos-Sanchez, P.; Rodriguez Herrdez, B. Digital Marketing for Sustainable Growth: Business Models and Online
Campaigns Using Sustainable Strategies. Sustainability 2020, 12, 1003. [CrossRef]

10. Suchanek, M.; Szmelter-Jarosz, A. Environmental Aspects of Generation Y’s Sustainable Mobility. Sustainability 2019, 11, 3204.
[CrossRef]

11. Goodyear, V.A,; Kerner, C.; Quennerstedt, M. Young People’s Uses of Wearable Healthy Lifestyle Technologies; Surveillance,
Self-Surveillance and Resistance. Sport Educ. Soc. 2019, 24, 212-225. [CrossRef]

12.  Szmelter, A. The Balanced Development as a Factor of Shaping Logistics Strategies in Global Supply Chains. Gospod. Mater.
Logistyka 2016, 9, 773-784.

13. Kasilingam, R. Opportunities and Challenges in Green Marketing. Stud. Indian Place Names 2020, 1, 3412-3415.

14. Skackauskiene, L; ‘Slusarczyk, B.; Baryn, M.; Kot, S.; Navickas, V. Assesment of Sustainable Economic Development Facets:
Peculiarities of Family Businesses Size in Selected Economies. J. Secur. Sustain. Issues 2019, 9, 51-62.

15. Suvittawat, A. Passions and Enthusiasm of Small and Medium Enterprises (SMEs): A Case Study of Nakorn Ratchasima Province,
Thailand. Entrep. Sustain. Issues 2019, 6, 1369-1379. [CrossRef]

16. Smirnova, E.; Kot, S.; Kolpak, E.; Shestak, V. Governmental Support and Renewable Energy Production: A Cross-Country Review.
Energy 2021, 230, 120903. [CrossRef]

17.  Hanss, D.; Bohm, G.; Doran, R.; Homburg, A. Sustainable Consumption of Groceries: The Importance of Believing That One Can

Contribute to Sustainable Development. Sustain. Dev. 2016, 24, 357-370. [CrossRef]


http://doi.org/10.1108/SEJ-04-2020-0023
http://doi.org/10.1108/QMR-01-2017-0036
http://doi.org/10.1016/j.respol.2020.104028
http://doi.org/10.1007/s11276-020-02445-6
http://doi.org/10.1002/ijop.12746
http://www.ncbi.nlm.nih.gov/pubmed/33615476
http://doi.org/10.3390/su12031003
http://doi.org/10.3390/su11113204
http://doi.org/10.1080/13573322.2017.1375907
http://doi.org/10.9770/jesi.2019.6.3(22)
http://doi.org/10.1016/j.energy.2021.120903
http://doi.org/10.1002/sd.1615

Sustainability 2022, 14, 2343 14 of 16

18.

19.

20.

21.

22.

23.

24.

25.

26.
27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.
43.

44.

45.

Akeniji, L.; Bengtsson, M. Making Sustainable Consumption and Production the Core of Sustainable Development Goals.
Sustainability 2014, 6, 513-529. [CrossRef]

Yildirim, S. The Consumer Role for Sustainable Development: How Consumers Contribute Sustainable Development Goals.
Available online: https://www.igi-global.com/chapter/the-consumer-role-for-sustainable-development/www.igi-global.com/
chapter/the-consumer-role-for-sustainable-development/290948 (accessed on 9 February 2022).

Yeng, W.E,; Yazdanifard, R. Opportunities and Challenges in the World of Retailing and the Importance of Adaption to the New
Markets. International J. Manag. Account. Econ. 2015, 2, 1110-1121.

Jastrzebska, E. Gospodarka o obiegu zamknietym—Nowa idea czy stare podejscie? dobre praktyki spotecznie odpowiedzialnych
przedsiebiorstw. Pr. Nauk. Uniw. Ekon. We Wroctawiu 2017, 491, 220-234. [CrossRef]

glusarczyk, B.; Kot, S. Solution for Sustainable Development: Provisions Limiting the Consumption of Disposable Plastic Carrier
Bags in Poland. J. Secur. Sustain. Issues 2018, 7, 449-458. [CrossRef]

Maciaszczyk, M.; Kocot, M. Behavior of Online Prosumers in Organic Product Market as Determinant of Sustainable Consumption.
Sustainability 2021, 13, 1157. [CrossRef]

Senttirk, T. Rethinking Social Marketing and Behavioural Change in Times of COVID-19 Pandemic. Celal Bayar Universitesi Sos.
Bilimler Derg. 2021, 19, 321-338. [CrossRef]

Matschke, C.; Moskaliuk, J.; Cress, U. Knowledge Exchange Using Web 2.0 Technologies in NGOs. J. Knowl. Manag. 2012, 16,
159-176. [CrossRef]

Wolny, W. Prosumption-Consumer Creativity in E-business. Studia Ekon. 2013, 158, 145-152.

Andrienko, G.; Gunopulos, D.; Ioannidis, Y.; Kalogeraki, V.; Katakis, I.; Morik, K.; Verscheure, O. Mining Urban Data (Part C). Inf.
Syst. 2017, 64, 219-220. [CrossRef]

Munodawafa, R.T.; Johl, S.K. A Systematic Review of Eco-Innovation and Performance from the Resource-Based and Stakeholder
Perspectives. Sustainability 2019, 11, 6067. [CrossRef]

Nath, V.; Agrawal, R. Agility and Lean Practices as Antecedents of Supply Chain Social Sustainability. Int. ]. Oper. Prod. Manag.
2020, 40, 1589-1611. [CrossRef]

Ritzer, G.; Miles, S. The Changing Nature of Consumption and the Intensification of McDonaldization in the Digital Age. J.
Consum. Cult. 2019, 19, 3-20. [CrossRef]

Sallnés, U.; Bjorklund, M. Consumers’ Influence on the Greening of Distribution—Exploring the Communication between
Logistics Service Providers, e-Tailers and Consumers. Int. ]. Retail. Distrib. Manag. 2020, 48, 1177-1193. [CrossRef]

Jaremen, D.; Michalska-Dudek, I.; Rapacz, A. Wirtualizacja i prosumpcja—Innowacyjne trendy w konsumpgji turystycznej i ich
wplyw na strategie dystrybucji podmiotow organizacji i posrednictwa w turystyce. Ekon. Probl. Tur. 2016, 33, 55-67.

Seretny, M.; Gaur, D. The Model of Sustainable Marketing as a Responsible Approach to Marketing in the Era of Industry 4.0. In
Sustainable Development and Social Responsibility—Volume 1; Mateev, M., Nightingale, J., Eds.; Springer International Publishing:
Cham, Switzerland, 2020; pp. 283-289.

Bleier, A.; De Keyser, A.; Verleye, K. Customer Engagement Through Personalization and Customization. In Customer Engagement
Marketing; Palmatier, RW., Kumar, V., Harmeling, C.M., Eds.; Springer International Publishing: Cham, Switzerland, 2018; pp.
75-94, ISBN 978-3-319-61985-9.

Pawlik, A.; Nieweglowska, M.; Kaliciniska, J.; Spiewak, R. Kosmetyki “"Naturalne”,”Biologiczne” i “Ekologiczne”. Gwarancja
Bezpieczenistwa Czy Marketing? Kosmetol. Estet. 2017, 6, 125-127.

Kulakova, O.; Kostiuchenko, O.; Tymoshenko, O. Fashion Industry in the Context of Sustainable Development: Eco-Products,
Conscious Consumption and Management. Socio-Cult. Manag. J. 2021, 4, 126-142. [CrossRef]

Beluhova-Uzunova, R.; Atanasov, D. Biodynamic Agriculture-Old Traditions and Modern Practices. Trakia J. Sci. 2019, 17, 530-536.
[CrossRef]

Han, H. Theory of Green Purchase Behavior (TGPB): A New Theory for Sustainable Consumption of Green Hotel and Green
Restaurant Products. Bus. Strategy Environ. 2020, 29, 2815-2828. [CrossRef]

Grunert, K.G.; Hieke, S.; Wills, J. Sustainability Labels on Food Products: Consumer Motivation, Understanding and Use. Food
Policy 2014, 44, 177-189. [CrossRef]

Ghali-Zinoubi, Z.; Toukabri, M. The Antecedents of the Consumer Purchase Intention: Sensitivity to Price and Involvement in
Organic Product: Moderating Role of Product Regional Identity. Trends Food Sci. Technol. 2019, 90, 175-179. [CrossRef]

Katt, F; Meixner, O. A Systematic Review of Drivers Influencing Consumer Willingness to Pay for Organic Food. Trends Food Sci.
Technol. 2020, 100, 374-388. [CrossRef]

Rezaei, A. Food Safety: The Farmer First Health Paradigm. One Health 2018, 5, 69-73. [CrossRef]

Drejerska, N.; Sobczak, W.; Golebiewski, J.; Gierula, W.A. Does Organic Means Health for Consumers? Selected Issues of Organic
Food Market. Br. Food |. 2021, 123, 2622-2640. [CrossRef]

Desquilbet, M.; Maigné, E.; Monier-Dilhan, S. Organic Food Retailing and the Conventionalisation Debate. Ecol. Econ. 2018, 150,
194-203. [CrossRef]

Nozari, H.; Szmelter-Jarosz, A.; Ghahremani-Nahr, J. The Ideas of Sustainable and Green Marketing Based on the Internet of
Everything—The Case of the Dairy Industry. Future Internet 2021, 13, 266. [CrossRef]


http://doi.org/10.3390/su6020513
https://www.igi-global.com/chapter/the-consumer-role-for-sustainable-development/www.igi-global.com/chapter/the-consumer-role-for-sustainable-development/290948
https://www.igi-global.com/chapter/the-consumer-role-for-sustainable-development/www.igi-global.com/chapter/the-consumer-role-for-sustainable-development/290948
http://doi.org/10.15611/pn.2017.491.21
http://doi.org/10.9770/jssi.2018.7.3(7)
http://doi.org/10.3390/su13031157
http://doi.org/10.18026/cbayarsos.855708
http://doi.org/10.1108/13673271211199007
http://doi.org/10.1016/j.is.2016.09.003
http://doi.org/10.3390/su11216067
http://doi.org/10.1108/IJOPM-09-2019-0642
http://doi.org/10.1177/1469540518818628
http://doi.org/10.1108/IJRDM-07-2019-0213
http://doi.org/10.31866/2709-846x.2.2021.246752
http://doi.org/10.15547/tjs.2019.s.01.084
http://doi.org/10.1002/bse.2545
http://doi.org/10.1016/j.foodpol.2013.12.001
http://doi.org/10.1016/j.tifs.2019.02.028
http://doi.org/10.1016/j.tifs.2020.04.029
http://doi.org/10.1016/j.onehlt.2018.04.001
http://doi.org/10.1108/BFJ-12-2020-1175
http://doi.org/10.1016/j.ecolecon.2018.04.025
http://doi.org/10.3390/fi13100266

Sustainability 2022, 14, 2343 15 of 16

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.
58.

59.

60.

61.
62.

63.

64.
65.

66.

67.

68.

69.

70.

71.

72.

73.

Yu, J,; Park, J.; Lee, K,; Han, H. Can Environmentally Sustainable Development and Green Innovation of Hotels Trigger the
Formation of a Positive Brand and Price Premium? Int. J. Environ. Res. Public Health 2021, 18, 3275. [CrossRef] [PubMed]
Kutyk, P; Dubicki, P. Uwarunkowania zachowan konsumentéw na rynku zywnosci ekologicznej. Probl. World Agric./Probl. Rol.
Swiat. 2019, 19, 79-87. [CrossRef]

Regulation (EU) 2020/1693 of the European Parliament and of the Council of 11 November 2020 Amending Regulation (EU)
2018/848 on Organic Production and Labelling of Organic Products as Regards Its Date of Application and Certain Other Dates
Referred to in that Regulation (Text with EEA Relevance); 2020; Volume 381. Available online: https:/ /eur-lex.europa.eu/legal-
content/EN/TXT/PDF /?uri=CELEX:32020R1693 (accessed on 15 February 2022).

Jarczok-Guzy, M. Obstacles to the Development of the Organic Food Market in Poland and the Possible Directions of Growth.
Food Sci. Nutr. 2018, 6, 1462-1472. [CrossRef]

Brodzinska, K. Rozwj rolnictwa ekologicznego w Polsce na tle uwarunkowan przyrodniczych i systemu wsparcia finansowego.
Zesz. Nauk. Szkoty Gtownej Gospod. Wiej. Warszawie. Probl. Rol. Swiat. 2010, 10, 12-21.

Luczka, W.; Kalinowski, S.; Shmygol, N. Organic Farming Support Policy in a Sustainable Development Context: A Polish Case
Study. Energies 2021, 14, 4208. [CrossRef]

Miéniakiewicz, M.; Luczak, J.; Maruszewska, N. Improvement of Organic Farm Assessment Procedures on the Example of
Organic Farming in Poland—Recommendations for Organic Farming in Poland. Agronomy 2021, 11, 1560. [CrossRef]
Luczka-Bakuta, W. Development of Organic Farming vs the Support From the RDP 2004-2006 (Rural Development Programme)
and RDP 2007-2013. J. Agribus. Rural. Dev. 2013, 30, 161-175.

Nechaev, V,; Mikhailushkin, P.; Alieva, A. Trends in Demand on the Organic Food Market in the European Countries. MATEC
Web Conf. 2018, 212, 07008. [CrossRef]

Sharma, N.; Singhvi, D.R. Consumers Perception and Behaviour towards Organic Food: A Systematic Review of Literature. J.
Pharmacogn. Phytochem. 2018, 7, 2152-2155.

Robina-Ramirez, R.; Chamorro-Mera, A.; Moreno-Luna, L. Organic and Online Attributes for Buying and Selling Agricultural
Products in the E-Marketplace in Spain. Electron. Commer. Res. Appl. 2020, 42, 100992. [CrossRef]

Bryta, P. Organic Food Consumption in Poland: Motives and Barriers. Appetite 2016, 105, 737-746. [CrossRef] [PubMed]
Wojciechowska-Solis, J.; Soroka, A. Motives and Barriers of Organic Food Demand among Polish Consumers: A Profile of the
Purchasers. Br. Food . 2017, 119, 2040-2048. [CrossRef]

Vega-Zamora, M.; Torres-Ruiz, FJ.; Parras-Rosa, M. Key Determinants of Organic Food Consumption: The Case of Olive Oil in
Spain. HortScience 2018, 53, 1172-1178. [CrossRef]

Kushwabh, S.; Dhir, A.; Sagar, M.; Gupta, B. Determinants of Organic Food Consumption. A Systematic Literature Review on
Motives and Barriers. Appetite 2019, 143, 104402. [CrossRef]

Kowalska, A. Jakos¢ i Konkurencyjnosé w Rolnictwie Ekologicznym; Difin SA: Warszawa, Poland, 2010.

Eden, S. Blurring the Boundaries: Prosumption, Circularity and Online Sustainable Consumption through Freecycle. J. Consum.
Cult. 2017, 17, 265-285. [CrossRef]

Hahnel, U.].J.; Herberz, M.; Pena-Bello, A.; Parra, D.; Brosch, T. Becoming Prosumer: Revealing Trading Preferences and
Decision-Making Strategies in Peer-to-Peer Energy Communities. Energy Policy 2020, 137, 111098. [CrossRef]

Szreder, M. Losowe i nielosowe proby w badaniach statystycznych. Przeglad Stat. 2010, 57, 168-174.

Patton, M.Q. Qualitative Research & Evaluation Methods: Integrating Theory and Practice; SAGE Publications: Saint Paul, MN, USA,
2014; ISBN 978-1-4833-0145-7.

Polska Mapy, Miasta, GUS, Nieruchomosci, Noclegi, Regon, Wypadki Drogowe, Bezrobocie, Wynagrodzenie, Zarobki, Wo-
jewddztwa, Edukacja, Tabele, Demografia, Statystyki. Available online: https://www.polskawliczbach.pl (accessed on 9 February
2022).

Sample Size Calculator | Good Calculators. Available online: https://goodcalculators.com/sample-size-calculator (accessed on 9
February 2022).

Baruk, A.I. The Effect of Consumers’ Ethnocentric Attitudes on Their Willingness for Prosumption. Heliyon 2019, 5, e02015.
[CrossRef]

Melovi¢, B.; Cirovi¢, D.; Backovic-Vuli¢, T.; Dudi¢, B.; Gubiniova, K. Attracting Green Consumers as a Basis for Creating
Sustainable Marketing Strategy on the Organic Market—Relevance for Sustainable Agriculture Business Development. Foods
2020, 9, 1552. [CrossRef]

Fleseriu, C.; Cosma, S.A.; Bocanet, V. Values and Planned Behaviour of the Romanian Organic Food Consumer. Sustainability
2020, 12, 1722. [CrossRef]

Rana, J.; Paul, J. Health Motive and the Purchase of Organic Food: A Meta-Analytic Review. Int. |. Consum. Stud. 2020, 44,
162-171. [CrossRef]

Wyszomirski, A.; Olkiewicz, M. Environmental Corporate Social Responsibility as a Tool for Creating the Future of Environmental
Protection. Rocz. Ochr. Sr. 2020, 22, 1145-1161.

Li, D.; Wang, L.ES. Does Environmental Corporate Social Responsibility (ECSR) Promote Green Product and Process Innovation?
Manag. Decis. Econ. 2021. [CrossRef]


http://doi.org/10.3390/ijerph18063275
http://www.ncbi.nlm.nih.gov/pubmed/33809991
http://doi.org/10.22630/PRS.2019.19.1.7
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32020R1693
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32020R1693
http://doi.org/10.1002/fsn3.704
http://doi.org/10.3390/en14144208
http://doi.org/10.3390/agronomy11081560
http://doi.org/10.1051/matecconf/201821207008
http://doi.org/10.1016/j.elerap.2020.100992
http://doi.org/10.1016/j.appet.2016.07.012
http://www.ncbi.nlm.nih.gov/pubmed/27417333
http://doi.org/10.1108/BFJ-09-2016-0439
http://doi.org/10.21273/HORTSCI13080-18
http://doi.org/10.1016/j.appet.2019.104402
http://doi.org/10.1177/1469540515586871
http://doi.org/10.1016/j.enpol.2019.111098
https://www.polskawliczbach.pl
https://goodcalculators.com/sample-size-calculator
http://doi.org/10.1016/j.heliyon.2019.e02015
http://doi.org/10.3390/foods9111552
http://doi.org/10.3390/su12051722
http://doi.org/10.1111/ijcs.12556
http://doi.org/10.1002/mde.3464

Sustainability 2022, 14, 2343 16 of 16

74.
75.

76.

77.

78.

79.

80.
81.

82.

83.

84.

85.

86.

87.

88.

89.

90.

Gana, K; Broc, G. Structural Equation Modeling with Lavaan; John Wiley & Sons: Hoboken, NJ, USA, 2019; ISBN 978-1-119-57900-7.
Wollenberg, A.; Waty, L. Perceived Value and Transportation Preferences: A Study of the Ride-Hailing Transportation Sector in
Jakarta. J. Econ. Bus. Manag. 2017, 5, 138-142. [CrossRef]

Thakkar, J.J. Introduction to Structural Equation Modelling. In Structural Equation Modelling: Application for Research and
Practice (with AMOS and R); Thakkar, J.J., Ed.; Studies in Systems, Decision and Control; Springer: Singapore, 2020; pp. 1-11,
ISBN 9789811537936.

Bollen, K.A. Structural Equations with Latent Variables; John Wiley & Sons: Hoboken, NJ, USA, 1989; ISBN 978-0-471-01171-2.
Kline, R.B. Principles and Practice of Structural Equation Modeling, 4th ed.; Guilford Publications: New York, NY, USA, 2015;
ISBN 978-1-4625-2335-1.

Domanski, C.; Pekasiewicz, D.; Baszczyniska, A.; Witaszczyk, A. Testy Statystyczne w Procesie Podejmowania Decyzji; Wydawnictwo
Uniwersytetu Lodzkiego: £6dz, Poland, 2014; ISBN 978-83-7969-358-0.

Konarski, R. Modele Rownari Strukturalnych: Teoria i Praktyka; Wydawnictwo Naukowe PWN: Warszawa, Poland, 2009.

Osiriska, M. Ekonometryczna Analiza Zaleznosci Przyczynowych; Wydawnictwo Naukowe UMK: Toruri, Poland, 2008; ISBN 978-83-
231-2218-0.

Osiniska, M.; Pietrzak, M.B.; Zurek, M. Wykorzystanie modeli réwnari strukturalnych do opisu psychologicznych mechanizméw
podejmowania decyzji na rynku kapitalowym. Acta Univ. Nicolai Copernic. Ekon. 2011, 42, 7-22. [CrossRef]

Orth, U.R,; Wirtz, ].; McKinney, A. Shopping Experiences in Visually Complex Environments: A Self-Regulation Account. J. Serv.
Manag. 2016, 27, 194-217. [CrossRef]

Workman, J.E.; Cho, S. Gender, Fashion Consumer Group, Need for Touch and Korean Apparel Consumers” Shopping Channel
Preference. Int. |. Consum. Stud. 2013, 37, 522-529. [CrossRef]

Bauer, H.H.; Falk, T.; Hammerschmidt, M. ETransQual: A Transaction Process-Based Approach for Capturing Service Quality in
Online Shopping. J. Bus. Res. 2006, 59, 866-875. [CrossRef]

Biswas, D.; Dutta, S.; Biswas, A. Individual Effects of Product Quality Signals in the Presence versus Absence of Other Signals:
Differential Effects across Brick-and-mortar and Online Settings. J. Prod. Brand Manag. 2009, 18, 487-496. [CrossRef]

Kim, J.; Hong, S.; Min, J.; Lee, H. Antecedents of Application Service Continuance: A Synthesis of Satisfaction and Trust. Expert
Syst. Appl. 2011, 38, 9530-9542. [CrossRef]

Albayrak, T.; Rosario Gonzélez-Rodriguez, M.; Caber, M.; Karasakal, S. The Use of Mobile Applications for Travel Booking:
Impacts of Application Quality and Brand Trust. J. Vacat. Mark. 2021. [CrossRef]

Jiumpanyarach, W. The Impact of Social Trends: Teenagers” Attitudes for Organic Food Market in Thailand. Int. J. Soc. Econ. 2018,
45, 682-699. [CrossRef]

Testa, F.; Sarti, S.; Frey, M. Are Green Consumers Really Green? Exploring the Factors behind the Actual Consumption of Organic
Food Products. Bus. Strategy Environ. 2019, 28, 327-338. [CrossRef]


http://doi.org/10.18178/joebm.2017.5.3.501
http://doi.org/10.12775/AUNC_ECON.2011.001
http://doi.org/10.1108/JOSM-10-2014-0268
http://doi.org/10.1111/ijcs.12017
http://doi.org/10.1016/j.jbusres.2006.01.021
http://doi.org/10.1108/10610420910998217
http://doi.org/10.1016/j.eswa.2011.01.142
http://doi.org/10.1177/13567667211066544
http://doi.org/10.1108/IJSE-01-2017-0004
http://doi.org/10.1002/bse.2234

	Introduction 
	Theoretical View 
	E-Consumers in the E-Services Market 
	Characteristics of the Market of Eco-Friendly Products 

	Materials and Methods 
	Results and Discussion 
	Conclusions 
	References

