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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. 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.
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| 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 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 Bl. 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 23],

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) . 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 4. That can be extremely important in times of crises & as enterprises need to pay close attention to all social,
environmental, and economic crises faced by the global community & as these components contribute to sustainability
(291 These components also contribute to the development of healthy lifestyle digital technologies that affect consumption
patterns—especially of young people 111,

Due to the increasing environmental awareness of consumers, companies have had to react by introducing sustainability
strategies. Today, almost all companies and organizations regularly publish sustainability reports 1213l 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 performance of enterprises 2413l and
renewable energy production 18l: however, sustainable consumption should also play a prominent role in the formulation
and implementation of the sustainable development goals A8l Transforming both production systems and consumption
patterns has become one of the most important trends towards achieving sustainable development 22, 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 22,
Buying green products, reducing consumption, eliminating disposable carrier plastic bags, or buying second hand
products are important patterns in sustainable consumption 24 while excessive consumption causes many negative
environmental effects and aware, responsible consumers prefer organic products, or they keep other sustainable
consumption patterns [22,

| 2. 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] |n 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 (23],

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 technologies 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 28],

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 4.
They comment, give opinions, and exchange suggestions among themselves. In addition, 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 (22, 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 products, the final shape of which he can
influence through collaboration with the provider. Consumption becomes interactive. It is possible to provide the
manufacturer with information about the perception of the product, verifying the market offer and analyzing customers’
experiences Bl 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 22,

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 3. These buyers are
endowed with a strong need for individualization, freedom, and choice, and they want offers targeting their demands and
personalities.

| 3. 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 (341351 and the level of environmental awareness has become a global phenomenon B8B7 The general belief that
food choice can help mitigate environmental challenges is very strong 28139,

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
40 \hich are reflected in food quality and safety 2142l Moreover, both consumers and producers have increased their
interest in environmental protection 43 and want to preserve the depletion of the natural environment; however, the main
reason is still financial [44],

Products from organic production are referred to as biological, biodynamic, or organic products “2l48l 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 production that has the best impact on
the environment and climate, and has a high degree of biodiversity, taking into account animal welfare and production 14,

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 28 due to low air pollution and high biodiversity 239 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 B4,

Food undoubtedly accounts for the largest share of organic products, but organic products 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 22531541 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 [B2IBEIL7SEISA byt the quality of organic food is one of the main reasons for its advantage over
conventional food €9, 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
[61]

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 €2,

References

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

2. Becker, L. Methodological Proposals for the Study of Consumer Experience. Qual. Mark. Res. Int. J. 2018, 21, 465—
490.

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-Mufioz, L.; Galdeano-Gémez, E. Measuring Eco-Innovation Dimensions: The Role of
Environmental Corporate Culture and Commercial Orientation. Res. Policy 2020, 49, 104028.

5. Baruk, A.l. Relacje miedzy oferentami i nabywcami finalnymi—Kontekst wizerunkowy. Przedsiebiorczo$¢ Zarzgdzanie
2019, 20, 291-305.

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

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.

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

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

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.

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. Skackauskiené, I.; 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 (SMESs): A Case Study of Nakorn
Ratchasima Province, Thailand. Entrep. Sustain. Issues 2019, 6, 1369-1379.

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



17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

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.

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

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.F,; 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.

Slusarczyk, 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.

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

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

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

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

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

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.

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

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.

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

Jaremen, D.; Michalska-Dudek, I.; Rapacz, A. Wirtualizacja i prosumpcja—Innowacyjne trendy w konsumpcji
turystycznej i ich wplyw na strategie dystrybucji podmiotéw 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.

Pawlik, A.; Nieweglowska, M.; Kalicifiska, J.; Spiewak, R. Kosmetyki "Naturalne”,"Biologiczne” i "Ekologiczne”.
Gwarancja Bezpieczenstwa 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.

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

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.

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

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.

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.



41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.
61.

62.

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

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

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

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.

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.

Kutyk, P.; Dubicki, P. Uwarunkowania zachowan konsumentéw na rynku zywnosci ekologicznej. Probl. World
Agric./Probl. Rol. Swiat. 2019, 19, 79-87.

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.

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

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

Misniakiewicz, M.; tuczak, 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.

tuczka-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.

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

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.

Bryta, P. Organic Food Consumption in Poland: Motives and Barriers. Appetite 2016, 105, 737—746.

Wojciechowska-Solis, J.; Soroka, A. Motives and Barriers of Organic Food Demand among Polish Consumers: A
Profile of the Purchasers. Br. Food J. 2017, 119, 2040-2048.

Vega-Zamora, M.; Torres-Ruiz, F.J.; Parras-Rosa, M. Key Determinants of Organic Food Consumption: The Case of
Olive Qil in Spain. HortScience 2018, 53, 1172-1178.

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

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.

Hahnel, U.J.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.

Retrieved from https://encyclopedia.pub/entry/history/show/47511



