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Summary

Purpose — The goal of this paper was to present the views, opinions and attitudes of university
students on the topic of ethical shopping. It was based on theoretical considerations concerning the
characteristics of a modern customer and ethical consumption.

Research method — The study was conducted on a group of students from the Faculty of Economics
and Management at the University of Bialystok. A survey was used in order to gather information.
It consisted of 12 questions, including 7 questions in the content-related part with 5 questions
concerning the specifics of the respondents’ examined. The latter section included characteristics such
as their field of studies, gender, employment status, the amount of income a respondent can dedicate
to shopping activities (after paying fixed expenses). The selection of the personal characteristics was
not a random process. It was hypothesised that those characteristics could differentiate the students’
approach to ethical consumption.

Results — 1t was established that the amount of money a student can devote to shopping did not
have any significant influence on the survey responses. It seems necessaty to conduct further research
in order to provide more comprehensive information on the actual attitude of respondents, as well as
on the impact of education on changes in the students attitudes to ethical consumption and shopping.
Also, further analysis of other details of the respondents may be beneficial for deeper findings.

Implications [ originality [value — The paper provides interesting information about the academic
youths’ attitude to ethical consumption. It also encourages further in-depth research.

Keywords: cthical consumption, modern customer, ethical customer

JEL Classification: A13, M30, M39
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1. Introduction

It is a cliché to say that no company may function without its clients. Companies
create their products for their clients and, in turn, clients build organizational success.
However, clients are just one element of a companies’ environment, which — as all
its other components — undergoes continuous change. Clients’ transformations
influence their role in the market relations.

Sensitivity to ethical issues has become one of the key characteristics of modern
buyers. They start paying attention both to the reputation? of the company whose
product they purchase, as well as to the ethical aspects of the product offering itself.
Additionally, modern customers also change their approach to consumption itself.

The goal of this paper was to present opinions and declared attitudes of univer-
sity youth concerning ethical shopping, against the background of theoretical consi-
derations concerning the characteristics of modern-day clients and ethical consum-
ption. The study was conducted using a group of students from the Faculty of
Economics and Management at the University of Bialystok. A survey method was
utilized to gather information. It was hypothesised that the dedicated amount of
income to be spent has an impact on the opinions and declarations of students
concerning the issue of ethical consumption.

2. Modern-day customers

Parallel to the development of the purchasing culture, there is also a change in
the profile of a typical consumer. Nowadays, customers are increasingly demanding,
or it may even be stated that they have become shopping specialists. They have
quickly adjusted to the changing reality, as well as to the new innovative and mobile
solutions. They make frequent use of modern technologies to facilitate their lives,
take reasonable and fast purchasing decisions which frequently have to be made in
haste. The characteristics of a modern-day customer include [Sztucki, 2001, p. 128]:

—  free choice and putchase of all types of products from various manufactu-

rers or trading and service companies at various times and in numerous
places,

—  higher level of education and experience thanks to contacts with the world,

—  considerable diversification of needs and possibilities to satisfy them with a

variety of domestic or foreign products of differentiated prices and quality,

—  focused on health food, health protection, attractive appearance and youth,

—  clear distinction of different groups of needs and types of products

addressed to young and entrepreneurial people,

—  higher and constantly increasing level of requirements concerning the range

of products and/or setvice quality,

2 According to Bennett and Rentschler [2003], a corporate reputation refers to the value judgment about
an organisation formed over a long period, regarding its consistency, trustworthiness and reliability.
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—  higher and diversified income, which influences the needs and demand to
satisfy them,
—  readiness to accept new products which are useful, attractive and original,
—  willingness to purchase popular products of global brands and reputation,
criticism towards advertising, as well as attempts of sales manipulation,
—  treating shopping as a pleasant leisure activity and expectation of related
values.
The modern consumer is frequently referred to as a new-era consumer and
a well-informed consumer. Such consumers are independent. Modern customers
search for information, underline their individuality as well as authenticity. They get
involved in market processes and will collect, analyse and select information
carefully. Such customers are also aware of their rights and they behave ethically
[Wlodarczyk-Spiewak, 2011, p. 143].
The above characteristics change the role of a customer in the marketplace.
Table 1 presents the transformation of the customer’s role in market relations.
Its today’s society it is assumed that a customer is an active subject, an actor playing
a major role in the game of competition.

Customers’ roles in competition

TABLE 1

Customers as jaudience” in the game of competition

Customers

as ,,actors”

in the game
of competition

Persuading
groups of buyers

Transacting with
individual buyers

Lifetime bonds
with individual
customers

Customers as
cocreators of value

Time frame

1970s, early 1980s.

Late 1980s, and
early 1990s

1990s

Beyond 2000

Nature of
competition
and role

of customer

Customers are seen as passive buyers of goods and services

Customers are part
of the network; they
cocreate business
value; they are
collaborators,
co-developers and
competitors

The customer is

The customer is

The customer is

The customer is not
only a value, but

Managerial anonymous; treated more .
. L a person; relations | also a part of the
mind-set about | groups of buyers | individually, but .
’. . L are based on trust | social and cultural
customers are predetermined | still a as statistic in
. and respect. system of the
by the company. a transaction. ’
d company.
Traditional market | Shift from selling | Through
research and to helpin; observation of .
Company’s o ping , Companies and lead
. . inquities; products | customers to customers .
interaction ’ . . . customers have joint
R and services are satisfy their needs; | behaviour, . .
with customer . . roles in education
created irrespec- feedback acknow- | reconfiguring

tive of the

ledgement

products and
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Customers
. . .. as ,,actors”
Customers as ,audience” in the game of competition Y
in the game
of competition
. . . Lifetime bonds
Persuading Transacting with A Customers as
s with individual
groups of buyers | individual buyers cocreators of value
customers
. Late 1980s, and
Time frame 1970s, early 1980s. > 1990s Beyond 2000
d early 1990s 7
feedback services based on
deep understan-
ding of customers
Purpose and Database marke- Relationship mar- . . .
P One-way K ., P Active dialogue with
flow of S ting; two-way keting’ two-way
. communication Y . customers
communication communication communication

Source: [Prahalad, Ramaswamy, 2000a, p. 40; Prahalad, Ramaswamy, 2000b, p. 79].

Consumers who are more aware of their needs and who play an active role on
the market, frequently also adopt new consumer’s values. That is the foundation for
ethical consumption.

3. Ethical consumption

When we want to define ethical consumption, it should be stated that there is no
single, generally adopted definition of such consumption.

In the published subject literature, it is possible to identify a wider and a narro-
wer definition of ethical consumption. The narrow approach stresses the impot-
tance of factors determining the ethical behaviour of consumers. Haanpii states
that ethical consumption includes three major factors [Niinimadaki, 2010, p. 152]:

—  contextual factors (economic, cultural and social resources, also normative

factors),

—  individual factors (e.g. gender, age, economic status, circumstantial factors

such as sales, bargains, also routines and habits),
personality factors (values, beliefs, mindset, attitudes, needs, intentions).

In the broader understanding, ethical consumption is defined as a set of moral
principles and standards that guide the behaviour of individuals or groups as they
obtain, use and dispose of goods and services [Muncy, Vitell, 1992, p. 298]. In that
dimension it is stressed that ethical values should be applied at the moment of
taking consumer decisions [Crane, Matten, 2004, p. 290].

Moving further from this definition, Crane and Matten clearly state that ethical
consumption may signify a conscious rejection, for example, of certain products due
to their harmfulness for the natural environment or a negative approach of a
specific company to the issue of global warming. Many scholars dealing with the
issue of ethical consumption point to the fact that ethical consumers do not reject
consumption as such, but they rather choose products which express their ethical
and social attitudes [Szmigin et. al., 2007, p. 399]. On the other hand, Manchiraju
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and Sadachar [2014, p. 357] stress that ethical consumption can be characterised
with a positive ethical behaviour expressed with purchasing fair trade products or
products which are environment-friendly, or it may be related to avoiding or boy-
cotting unethical products or companies operating in a unethical way. The Authors
of this article assumed that ethical consumption means acknowledging information
concerning the ethical aspect of a product or a company offering such a product,
in the process of making consumer decisions.

Ethical consumption is also referred to as responsible consumption or sustain-
able consumption [Neale, 2015, pp. 145-140].

The analysis of literature relating to ethical consumption allows us to distinguish
three major areas of considerations concerning such consumption:

—  consumers’ attitudes towards products including an ethical element, such as

respecting human rights during the production process [Long, Murrey,
2013, pp. 351-375],

—  consumers’ practices based on ethical values, including ecological beha-
viourt, putrchasing fair trade products [Andotrfer, 2013, pp. 424-443],

—  political aspect of consumption manifested in the implementation of poli-
tical goals in everyday consumption. This area relates to the diversity of
organisational forms acting for consumers which include: ethical trade
organisations, organisations promoting fair trade, cooperative movements,
campaigns boycotting unethical companies or products [Pepper et. al, 2009,
s. 126-130].

Further research will be focused on the consumers’ declared attitudes towards

ethical shopping.

Ethical consumers take into consideration ethical values when making purcha-
sing decisions; it means that they are aware of ethical consequences of their consu-
mer practices. Such conscious behaviour of consumers is the manifestation of their
ethical convictions and values, as well as presentation of themselves as ethical con-
sumers. It may be assumed that the notion of ethical consumption refers to consu-
mers who represent the desired consumption behaviour on the market.

For the needs of this study it was assumed that the fundamental ethical prin-
ciples of consumption can be classified as the following behaviour [www 1]:

—  limiting consumption — Ethical shopping is not enough. It is also necessary

to reduce the volume of products which we purchase, consume and dump.
Before going shopping, a consumer should answer the questions: “Do 1
really need this product?” and “What is going to happen with this product
when it is not needed anymorer”,

—  shopping near the place of living — Local shopping results in reduced
volumes of exhausts released into the air, and also support for the local
community; at the same time, it supports local shops which find it increa-
singly challenging to stay on the market,

—  ethical saving and investing — It is important not only how we spend money
but also at which institution or a bank we keep our money, and where and
in what way we invest our funds,
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—  purchasing used or recycled products — A product which we purchase does
not always need to be new. Recycled or second-hand products prevent
waste of precious resources and help to reduce the stacks of garbage depo-
sited on landfills.

Ethical consumption may be also analysed with respect to ethical shopping beha-
viour [Tallontire et. al., 2001, pp. 10-14], which means taking into considerations the
motivation of consumers purchasing specific goods. When we buy organic food, we
not only support the environmental protection, but we also protect our health,
as well as health of people working for its production. When we buy fair trade pro-
ducts, we express our recommendation for the environment protection, but also
respect for human rights and dignity, as well as workers’ rights.

For the needs of this study, it was assumed that within ethical shopping consu-
mers may take decisions concerning [www 2]:

—  the choice of specific product categories — it means the selection of specific

products which, in our opinion, are ethical,

—  the avoidance of specific product categories — it is a ‘negative selection’, which
means avoiding to purchase products to which we have a negative attitude,

—  the focus on specific companies — such approach to shopping means a ge-
neral approach to operations of specific companies. Avoidance of purcha-
sing products of companies who in their operations violate specific ethical
standards and choosing companies who are not only profit-driven but who
also respect ethical values and are environment-friendly,

—  general approach — it means the assessment of a company and its products
with respect to following principles of human rights, environment prote-
ction, etc, and selection of such products which to the greatest degree meet
the defined ethical criteria.

It is worth emphasizing that for the development of ethical consumption, among
other things, it is necessary to provide a highly developed information function of
marketing. It is necessary to create a situation when advertising provides reliable
information about the product and its manufacturer, since any attempt to manipu-
late consumers shall lead to a boycott of products supplied by a specific company.
In such a society, the consumer is a party who has a strong influence on the market
situation and has powerful bargaining power [Kotodko, 2008, s. 140].

4. Study results

To identify the opinions and declarations of university youth with respect to
ethical consumption, a study was conducted through the use of a survey question-
naire. The questionnaire, after it was verified post the preliminary study?, comprised
12 questions including 7 content-related questions and 5 questions concerning

3 After conducting a pilot study on the group of 30 respondent, two questions in the questionnaire were
rephrased and the PLN amount thresholds were redefined.
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particulars of the respondents. Respondents’ details included such characteristics as:
field of studies, gender, employment status, the amount of money a respondent can
dedicate for shopping (after paying fixed expenses). The selection of those features
was not random. It was assumed that such characteristics may differentiate the
approach of students to ethical consumption.

An appropriate study was planned in a number of stages. The goal of the first
stage was to gather general information concerning the attitude of academic youth
to ethical consumption. Two sub-stages were identified in this stage. In the first sub-
stage, the study group of respondents included the first -year students of the first
level studies. In the second sub-stage, the study group of respondents is going to
include the second-year students of the second level studies (to compare opinions of
students starting and ending their university education). The second stage of the
study is going to include a thorough analysis of selected elements of ethical
consumption.

Results presented in this paper are the outcome of research conducted within the
first sub-stage of the study. The study group included 106 students of the Faculty of
Economics and Management at the University of Bialystok. Respondents were
randomly selected from all regular first year students of the first level studies of:
economics and law, management, economy, international business relations. The
number of students in the groups included in the study was comparable and
amounted to:

—  economics and law (EP) — 25 students (23.6%),

—  economy — 26 students (24.5%),

—  management — 29 students (27.4%),

—  International business relations (MSG) — 26 students (24.5%).

Other information concerning respondents is presented in table 2.

Due to its limited scope, this article presents only the study results with respect
to one feature defined in the respondents’ particulars which is the amount of money
a respondent can allocate for the purposes of shopping. The respondents were
informed that it should be the available budget after paying monthly expenses (such
as rent or electricity bills). The Authors are fully aware that the results of this study
cannot be generalised as describing all university youth. This research is only a case
study with reference to the students of the Faculty of Economics and Management
at the University of Bialystok.

The goal of the first two questions was to obtain information as to how students
understand two basic categories related to the subject.

In the first question which was multiple choice, students were asked to indicate
the most important principles of ethical consumption in their opinion. Chart 1 pre-
sents the percentage of indications scored by individual principles of ethical con-
sumption.
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TABLE 2
Information concerning respondents

Total| % | EP | o | ECO| o | Mana- | o lnieil o

nomy gement
Including 106 25 26 29 26
Women 77 | 726 | 19 76 24 | 923 16 552 | 18 | 69.2
Men 29 | 274 | 6 24 2 7.7 13 448 | 8 |308
Employed 31 | 292 ] 8 32 7 26.9 9 31 7 1269
Unemployed 75 | 708 | 17 68 19 | 73.1 20 69 | 19 | 73.1
Respondents
who can dedicate 14 | 132 2 8 2 7.7 4 138 | 6 | 231
max. PLN 200 > : > :
for shopping

Respondents who
can dedicate max.
PLN (201 — 500>
for shopping

62 585 | 14 56 21 80.8 17 58.6 10 | 385

Respondents who
can dedicate max.

PLN (501 — 800> 29 27.4 8 32 3 11.5 8 27.6 10 38.5
for shopping

Respondents who

can dedicate motre

than PLN 800 for 1 0.9 1 4 none | none none |None| none | none

shopping

Source: authors’ own compilation according to the conducted research.

Students who participated in the study indicated the limited consumption by
smaller and less frequent shopping as the main principle of ethical consumption
(chart 1). This principle was indicated by 87.7% of respondents. This group included
13 students (13.9%), who indicated concurrently the principle of buying recycled
products and 1 student who indicated the principle of ethical savings and investing.
In total, 19.8% of respondent indicated buying recycled products, 5.7% of respon-
dents indicated ethical saving and investing, and 0.09% of respondents indicated
shopping close to the place of residence.
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CHART 1

Percentage of respondents indications to the question concerning ethical
consumption (distribution of answers with reference to the declared income)

100 023
R &
90 85,7 ;
80
70
60
50
40
30 23,8
19,8
20 16,7
10
10 48 wam 57 77
1,6 0,9 .
0 o > 09
0 H -
ethical saving and  shopping close to the  limited consumption buying recycled
investing place of residence (smaller and less products
frequent shopping)

M less then PLN 200 PLN 201-500 ®more than PLLN 501  ®total

Source: authors” own compilation according to the conducted research.

According to the results, it may be concluded that the budget available for
shopping did not have a considerable impact on the selection of the most ethical
principle of ethical consumption, that is the limitation of consumption. There are
some differences concerning the remaining principles. What is interesting is that the
group of students with the lowest amount available for shopping were the smallest
group to indicate buying recycled products. On the other hand, the largest group to
indicate the principle of ethical saving and investing were the students with an
amount above PLN 501 available for shopping, a fact which is quite justified since
they are people with the largest available amounts of financial resources.

In the second question, respondents were asked to explain what the manifesta-
tions of ethical shopping are. The results are presented on chart 2.
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CHART 2
Percentage of respondents indications to questions concerning
manifestations of ethical shopping (answers’ distribution according
to the declared income)

90
80 76,9 M less then PLN 200 PLN 201-500
B more than PLN 501 H®total
70
60
50 46,746,2 6,2
43 3 415
5 40387
40
30
20
) I I
0
refraining from conscious choice of taking into taking into
purchasing products or products or services consideration the consideration the
services deemed as deemed as ethical ~ opinion about ethical opinion about ethical
unethical level of the company level of the company,
when making as well as ethical aspect
purchasing decisions of its individual

products when making
purchasing decisions

Source: authors’ own compilation according to the conducted research.

In the case of this question, the respondents answers were not so clear-cut. The
students’” answers were divided into groups with respect to their opinion on the
manifestation of ethical shopping. The smallest number of indications was scored by
the ,,general approach”, i.e. taking into consideration both the opinion about the
company, and its products; that was the response of 19.8% of respondents. This
answer was indicated mainly by people with the highest disposable income available
for shopping purposes. With respect to negative selection, i.e. refraining from pur-
chasing products or services deemed as unethical (this answer scored the highest
number of indications, i.c. 46.2%) it can be clearly seen that it was mainly indicated
by the group of students with the lowest available amount for shopping (correspon-
ding to 76.9%).
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In the question relating to the evidence of ethical shopping, there were refe-
rences to ,ethical company” and ,,ethical product”. Therefore, it was necessary to
clarify what is the respondents’ understanding of these two terms. The students’
answers are presented in charts 3 and 4.

CHART 3
Percentage of respondents indications to the question concerning
the understanding of the term of an ethical company
(answers’ distribution according to the declared income)

90
%0 B o mless then PLN 200 PLN 201-500
2
® more than PLN 501 W total
70
60
Nﬂ\
el (39!
50 T og o “ -
a = X <
40
30 o =
=1
S

20
10 I

0

paying fair salaries and using ecological ~ not testing products on  not applying the
guarantees decent materials for animals or using startegy of shortening
working conditions for production products tested on  the product lifespan
their employees animals

Source: authors’ own compilation according to the conducted research.

From the collected results, it transpires that students identify an ethical company
mainly with organisations who pay fair salaries and guarantee decent working
conditions for their employees. This response was indicated by a 75.5% of respon-
dents. The second answer with the highest score defined an ethical company as one
which does not test its products on animals and does not use products tested on
animals. This answer was indicated by 41.5% of respondents. In both cases, the
declared amount available for shopping did not differentiate significantly the popu-
larity of those answers. However, respondent with a budget available for shopping
ranging from PLN 201 to 500 paid the least attention to the fact of not applying by
the company the strategy of shortening the product lifespan, and students with the
lowest amount available for shopping were the main group who indicated the factor
of using ecological materials for production.
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Answers concerning the understanding of an ethical product show that accor-
ding to the respondents it is difficult to indicate one dominating quality of such
a product. The results are presented on chart 4.

CHART 4
Percentage of respondents indications to the question concerning the
understanding of the term of an ethical product (answers’ distribution
according to the declared income)

80
69,2 68,3
70 65,1
58,7 o5
60 > > 57,5 56,7
53,3
50
50 46,2 46,7
40 3850 5 6.7
31,1
30
20,6

20
10

0

is not tested on animals  is not harmful for does not pose any  its price corresponds to
natural environment hazard for people its quality

M less then PLN 200 PLN 201-500 mmore than PLN 501  ® total

Source: authors” own compilation according to the conducted research.

According to the respondents, an ethical product does not pose any hazard for
people (quality indicated by 65.1%), is not harmful for the natural environment
(57.5%) and is not tested on animals (50%). In the case of the first two qualities, the
level of declared amount available for shopping does not differentiate in a signi-
ficant way the popularity of those answers. Sensitivity to animal suffering was
indicated mainly by students with a budget ranging from PLN 201 to 500 available
for shopping. On the other hand, 31.1% of all students indicated that a product
where price corresponds to quality is an ethical product. In this group of respon-
dents, the most numerous were those students who can afford to spend more than
PLN 501 for shopping per month, i.e. 46.7%.

After learning about the students’ opinion on ethical consumption and ethical
products, and also after diagnosing the respondents’ understanding of the terms
»ethical product” and ,ethical company”, the question concerning their shopping
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behaviour was asked to confront theory with practice. First, the respondents were
asked to indicate the form of ethical shopping which they use themselves. These
results are presented on chart 5.

CHART 5
Percentage of respondents indications to questions concerning
their preferred form of ethical shopping (answers’ distribution
according to the declared income)

50
45 M less then PLN 200 PLN 201-500
H more than PLN 501 W total
40
35
30
25
20
14 3

15
10
5
0

refraining from buying trying to buy products prefetmg products of taking into

products assessed as assessed as ethical ~ companies who opearte  consideration the
unethical cthically ethical character of
products and
companies

Source: authors’ own compilation according to the conducted research.

It turned out that students most frequently refrain from buying products which
they assess as unethical (41.5%). The largest number of respondents who indicated
this answer have the budget ranging from PLN 201 to 500 to spend monthly for
shopping (42.9%). A significantly smaller group of respondents answered that they
chose products from companies who operate in an ethical way (22.6%). In this
group, the most answers were indicated by students with an available monthly budget
for shopping above PLN 501. Students who take into consideration the ethical
character of products and companies constituted 19.8% of all respondents (with the
majority of those who can monthly spend less than PLN 200 for shopping, i.e.
30.8%). 16% of respondents try to buy products which they believe to be ethical.
The majority of this group can spend more than PLN 501 for shopping monthly
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(20%). It is optimistic that the majority of students (more than 80%) declare that
they use some form of ethical shopping.

To deepen our knowledge on ethical shopping, respondents were asked to define
which product groups are subject to ethical shopping in their cases. The results are
presented on chart 6.

CHART 6
Percentage of respondents indications to questions concerning products
which are most often subject to ethical shopping (answers’ distribution
according to the declared income)

80
653 M less then PLN 200 PLN 201-500
70 ’ 64.2 B more than PLN 501 H total
61,5
60 56,7
53,8 533
50 46,2 46
434 434
40 36,5 36,7
30
20 15.4 16,7
123
95

10 I

0

food clothing cosmetics electronic equipment

Source: authors” own compilation according to the conducted research.

Food turned out to be the group of products which respondents presented with
the highest ethical sensitivity (chart 6). However, students with the highest shopping
budget seem to pay the least attention to the ethical aspect of their shopping in this
respect. 43.4% of students perform ethical shopping with respect to both cosmetics
and clothing purchases. The lowest interest in the ethical purchase of cosmetics was
presented by respondents whose declared budget for shopping is above PLN 501,
and with respect to clothes — students with the budget available for shopping
ranging from PLN 201 to 500 per month. It is worthwhile noting that 38.2% of
respondents who declared ethical shopping in the area of food also declared ethical
approach to the purchase of clothing, and 30.9% also to the purchase of cosmetics.
The smallest number of respondents, i.e. 12.3%, pay attention to the ethical aspect
of shopping in the case of purchasing electronic equipment. Such an answer was
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given in the majority by people with a monthly budget for shopping that exceeded
PLN 501 (16.7%).

It should be stressed that all respondents declared at least one group of products
in case of which they chose the ethical approach.

Finally, respondents were asked to indicate the most important reasons in their
opinion, which may be an obstacle to the practice of ethical shopping. The results
are presented in chart 7.

CHART 7

Percentage of respondents indications concerning obstacles for ethical
shopping (answers’ distribution according to the declared income)

80
M less then PLN 200 PLN 201-500
70 63,5 ® more than PLN 501 W total
60
53,3

50

40

30

23,1 20,623’321 7

20

) I I

0 l
high price lack of time (shopping belief that ethical willingness to follow
quickly and cheaply at a shopping is just fashion new products
hypermarket)

Source: authors’ own compilation according to the conducted research.

According to the respondents, the main factor limiting ethical shopping is the
high price of products considered to be ethical. This is an obstacle for 61.3% of
respondents, mainly for students with the lowest shopping budget. At the same
time, 27.7% of respondents, for whom the high price is an obstacle for ethical
shopping, indicated the lack of time as a barrier for such shopping. Ethical shopping
requires consideration, obtaining information, frequently it is necessary to spend
time at the stage of making a shopping decision, and also during shopping. In total,
lack of time as a limitation was declared by 36.8% of students. The majority of this
group were respondents who possessed the highest shopping budget.

A visibly smaller group of respondents (21.7%) declared that an obstacle may be
the desire to follow all new products on the market (that is a situation when the
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desire to own new products is stronger that reason or the actual need to own such
a product). According to 11.3% of respondents, the limitation is the conviction that

ethical shopping is only a fashion.

To define the interdependence between the approach to ethical consumption
and ethical shopping, and the budget which the respondents can monthly spend for
shopping, Pearson’s chi-squared test of goodness of fit was applied, which is presen-

ted in table 3.

In the case of sociological studies, the level of significance of the Pearson’s chi-
squared test has been used. Results can be interpreted as significant when the signi-
ficance level for the specific test is smaller than 0.05 and it is insignificant in all other

cases.
TABLE 3
Chi-squared test results
The most important principle of ethical consumption
limiting .
hopping close consumption buying
ethical saving shopping second-hand
. . to the place (smaller and less
and investing . and recycled
of residence frequent
. products
shopping)
Pearson’s chi-squa- 380 709 728 364
red test results
The evidence of ethical shopping
taking into
consideration
opinions about
- L both the ethical
refraining from taking into
. . . : . level of the
purchasing conscious choice | consideration

products or
services which

of products and
services which

opinions about the
ethical level of the

company, as well
as the ethical

aspect of
respondents respondents company upon individual
consider as consider ethical making purchasing
. .. products of the
unethical decisions
company upon
making
purchasing
decisions
Pearson’s chi-squa- .049 797 886 812

red test results

An ethical company

is a company which

pays fair salaries

uses ecological

does not test
products on

does not apply the

zr;d;tdseer:riloyees materials for animals and does Zgg:eg:‘; igf the
Ve cee production not use products 8
conditions of work tested on animals product lifespan
Pearson’s chi-squa- 759 697 886 105

red test results
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The most important principle of ethical consumption

ethical saving
and investing

shopping close
to the place
of residence

limiting
consumption
(smaller and less
frequent

shopping)

buying
second-hand
and recycled
products

An ethical product i

s a product which

is not tested on
animals

is not hazardous
for the natural

does not pose a
risk for human life

price is adequate
to its quality

environment
Pearson’s chi-squa- 003 844 519 018
red test results
Which form of ethical consumption you choose
I take into

I try to assess the

1 refrain from

I prefer products

consideration the

products from the |buying products | of companies .
ethical point of which I assess as | which operate in an thhlml dchziractc‘:;
view unethical cthical way OF products an
companies
Pearson’s chi-squa- 780 939 274 214
red test results
Products which are most often subject to ethical shopping
Food Clothing cosmetics elecF rome
equipment
Pearson’s chi-squa- 541 223 680 578

red test results

Limitations of ethical shopping

lack of time (I
can do shopping

conviction that

desire to follow all

high price cheaply and ethical shopping is | new products on
quickly at a just a fashion the market
hypermarket)
Pearson’s chi-squa- 529 301 843 949

red test results

Source: authors’ own compilation according to the conducted research.

The data presented in table 3 shows significant statistical differences only in two
cases among all of the declared answers. Refraining from purchasing products or
setvices, which we consider to be unethical products / services is the highest in the
group of respondents with the lowest income, which means that the lower budget
for shopping students have, to the higher degree they refrain from unethical
purchasing of products or services. With respect to ethical products, respondents
with a budget below PLN 200 and above PLN 501, indicated the answer about the
adequacy of price to the quality the least frequent. It may be explained that people
with a lower budget pay attention to the price of a product or service, and people
who have a higher budget pay attention to the quality of the purchased product or
a service. In other cases, the declared shopping budget did not have any impact on

the respondents’

answers.
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5. Conclusions

The conducted study provided information on the approach of students from
the Faculty of Economics and Management at the University of Bialystok to the
issue of ethical consumption. The study showed that university youth pay attention
to the ethical aspects when making shopping decisions. Obviously, the authors of
the study are fully aware that answers provided by the students should be interpre-
ted as their declarations, and not as actual attitudes. At the same time, it should be
stated that the study included only students of the first year of the Faculty of Eco-
nomics and Management at the University of Bialystok. It might have had an impact
on their attitude to the problem. As it was mentioned in the introduction, it seems
that further study is required with the goal to both deepen information concerning
the actual attitudes of respondents, as well as the impact of the education process on
the change of the students attitude to ethical consumption and ethical shopping.

Additionally, the paper presents the analysis of results from the point of view of
only one characteristics of respondents, i.c. the amount which they designate for
shopping. It turned out that this amount does not have any significant impact on the
respondents’ answers. Therefore, it also seems necessary to conduct further analysis
with respect to other characteristics defined in the respondents.
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