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ACCEPTABILITY

AND PERCEPTION OF
ENVIRONMENTALLY FRIENDLY
PRODUCTS BY STUDENT
POPULATION IN CROATIA

ABSTRACT

Purpose: The purpose of this paper is to point out the perceptions of the student population toward envi-
ronmentally friendly products and examine if they are willing to pay higher prices for those products.

Methodology: The research conducted in the second half of 2020 included the student population, i.e. a
sample of 114 respondents. The close-ended questions offered answers ranging from the level of knowledge
related to general concepts to the factors related to purchasing decisions. Data were collected through an
online survey. The collected data were analyzed by statistical software packages MedCalc Statistical Softwa-
re version 19.1.7 and SPSS.

Results: Respondents are familiar with the concepts of sustainable development, a socially responsible
business and green consumers, which they define correctly. There are no major differences between male
and female respondents. When choosing a product, respondents of both genders mention product quality
as the most important factor. The second most important factor is the price, followed by the brand of the
product and the environmental friendliness of the product. The brand of the product and environmental
acceptability of the product are somewhat more important to male respondents than to female respon-
dents. Corporate social responsibility of the company that produces a product is described as least impor-
tant by respondents of both genders when choosing a product.

Conclusion: It is evident that the student population changed their attitudes towards environmentally
friendly products compared to year 2009, but the trend has not changed since 2015. It is a market segment
that takes into account this factor when choosing a product.

Keywords: Green products, green consumers, environmental protection, sustainable development

1. Introduction consumer habits are an important segment of this
action. Almost thirty years ago, the term “green
consumers” was coined in the United States to de-
note environmentally conscious consumers, i.e.
consumers who prefer environmentally friendly
products. Today, this market segment is the subject

The issues of sustainable development, environmen-
tal protection and climate change have been in the
public spotlight for a long time. There is no doubt
that human activity influences climate change, and
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of market segmentation research and research on
various aspects of sustainability that, in addition to
the environmental dimension, also include the so-
cial and the economic dimension. Research based
on various aspects of sustainable development
points to the fact that consumers still pay most at-
tention to the environmental dimension (Hosta &
Zabkar, 2016).

Together with employees, consumers are one of the
most important contributors to any business entity
because their decisions significantly affect business
results and profitability. Therefore, it is extremely
important at the level of business entities to think
about adjusting the product portfolio to meet the
requirements of environmentally conscious con-
sumers.

Previous research in the Republic of Croatia has de-
fined environmentally conscious consumers on the
Croatian market as individuals over the age of 55,
with a Bachelor’s degree or higher, who live in mari-
tal union and are willing to pay a 20% higher price
for environmentally friendly products (Ham, 2009).

The aim of this paper is to investigate the attitudes
of the student population towards environmentally
friendly products and to explore the level of knowl-
edge of the concepts of sustainable development,
green consumers and socially responsible busi-
nesses.

As defined in previous research ten years ago, the
student population belongs to the least environ-
mentally conscious group of people. Neverthe-
less, research conducted in 2015 (Ham et al., 2015)
found that the student population understands the
importance of corporate social responsibility.

2. Literature review

Brown and Dacin (1997) empirically confirmed the
existence of a link between consumer knowledge
of a business entity and consumer reaction to the
products of the same business entity. Sen and Bhat-
tacharya (2001) confirmed that consumer reactions
are stronger and more sensitive to negative infor-
mation related to corporate social responsibility.
All consumers react to negative information, and
only those consumers who monitor and support a
socially responsible business react to positive infor-
mation about a socially responsible business. Singh
et al. (2008) conducted research related to con-
sumer perceptions of products and corporate social

responsibility. The result of their research showed
that consumers do not have enough information
about socially responsible business entities. In their
research, Luo and Bhattacharya (2006) confirmed
a positive relationship between a socially responsi-
ble business, consumer satisfaction and the market
value of a business entity. However, they pointed
out that consumers expect high quality products
and services.

Hosta and Zabkar (2016) pointed out in their re-
search that consumers pay most attention to the
ecological dimension of sustainable development.
If we look at the research related to sustainable de-
velopment and environmentally friendly products,
research results indicate that certain consumers are
reluctant to buy environmentally friendly products
because they consider them less efficient and there
is a gap between their general attitudes about envi-
ronmentally friendly products and actual shopping
habits (Luchs et al., 2010). Haws et al. (2014) de-
veloped a system for measuring consumer attitudes
towards environmentally friendly products, i.e. the
green scale, and emphasized the existence of differ-
ences between different cultures, but also on a per-
sonal level. Bratt et al. (2014) conducted research
in Germany and Norway that found differences in
consumer behavior in different situations such as
behavior at home, car-use behavior, and vacation
behavior.

Leko Simi¢ and Stimac (2010) conducted research
related to consumer opinion on corporate social
responsibility in the Republic of Croatia. The re-
search results showed that consumers do not have
enough information on this topic and that they do
not trust the advertising messages emphasizing
socially responsibility of business entities. A year
later, in a new study, they emphasized that consum-
ers in the Republic of Croatia are not ready to un-
conditionally buy products produced by business
entities that are socially responsible (Leko Simi¢ &
Stimac, 2011). In her research into the segmenta-
tion of green consumers in the Republic of Croatia
conducted in 2009, Ham (2009) stated that people
aged 15 to 24 are least interested in environmen-
tally friendly products, but a recent research study
conducted in 2015 shows that students perceive the
importance of corporate social responsibility (Ham
et al,, 2015). Ani¢ and Antolovié¢ (2019) concluded
in their research that generation Z wants to be in-
formed about and aware of social responsibility.
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The concept of sustainable development has been
in use since 1987, and the World Commission on
Environment and Development (WCED) defines it
as “development that meets the needs of the current
generation, but not at the expense of future genera-
tions” (United Nations, 1987). The basic principles
of conduct relating to business entities related to
sustainable development were defined in 1992 in
the Rio Declaration on Environment and Develop-
ment (United Nations, 1992). The Organization for
Economic Cooperation and Development (OECD,
2011) emphasizes in the guidelines for business en-
tities that the goals in the segment of environmental
and natural resources management should be sys-
tematically implemented at the strategic level and
aim at continuous improvement. In this way, busi-
nesses entities take an active role in protecting the
environment and nature from negative impacts as a
result of their economic activity.

At the level of business entities, Crnjar defines sus-
tainable development as a process in which less and
less resources are spent to meet the needs of con-
sumers and, accordingly, the environment is less
and less polluted (Crnjar, 2002, p. 202). Sustainable
development consists of three parts that include
economic, social and environmental responsibility.
All three parts of sustainable development form an
important component at the level of business enti-
ties that should focus more on creating long-term
values for all participants.

Consumers who prefer to buy environmentally
friendly products are called green consumers (Car-
roll & Buchholtz, 2015, p. 453). Gardyn (2001) de-
fines green consumers as young, well-paid, highly
educated, predominantly women, i.e. white collars.
Ham (2009) defines green consumers on the Croa-
tian market as individuals over the age of 55, with
a Bachelor’s degree or higher, who live in marital
union and are willing to pay a 20% higher price for
environmentally friendly products. The shopping
habits of green consumers are based on the 3Rs, i.e.
reduce, reuse and recycle. To reduce means to avoid
buying products that create waste and pollute the
environment, reuse means buying reusable prod-
ucts made of and/or packaged in recycled material,
and recycle is the third choice after the first two
(Makower et al., 1990).

According to research conducted by market research
companies, two segments have been identified de-
pending on the strength of their preferences for en-
vironmentally friendly products. “Light green” con-

sumers mainly make impulsive decisions at the point
of sale regarding environmentally friendly products,
and “dark green consumers” already take into ac-
count environmentally friendly products when plan-
ning their purchase (Carroll & Bucholtz, 2015). Sub-
sequent research in Germany and Norway (Bratt et
al,, 2014) points to the fact that there are differences
in green consumer behavior in terms of environmen-
tally friendly behavior at home, when using a car,
and on vacation. Environmentally friendly behavior
is mostly seen at home and it is in line with general
attitudes towards environmental responsibility. Car-
use and vacation behavior are not in line with envi-
ronmental responsibility.

There are obvious differences with respect to the
age of consumers, income level, nationality, legisla-
tion, etc. Twenty years after writing the book Green
Consumer, Joel Makower (2010) looked at the size
of this market segment. He believed that the num-
ber of green consumers has not increased drastical-
ly since 1990, although expectations were different.
He stressed the lack of information on environmen-
tally friendly products and consumer distrust in the
quality of such products as the main reasons.

Consumers encounter numerous labels in the mar-
ket related to environmental friendliness of the
product. Most of the labels are developed by busi-
ness entities that produce such products, mostly
for marketing purposes, so consumer distrust is ex-
pected and understandable. The EU Ecolabel is one
of the labels guaranteeing consumers that the prod-
uct or service is of high quality and environmentally
friendly. In order to receive the EU Ecolabel, a prod-
uct or service must comply with a tough set of cri-
teria. In the first place, these environmental criteria
have to be set by a panel of experts from a number
of stakeholders, including consumer organizations
and industry. “The EU Ecolabel scheme is part of
the sustainable consumption and production poli-
cy of the Community, which aims at reducing the
negative impact of consumption and production
on the environment, health, climate and natural re-
sources. The scheme is intended to promote those
products which have a high level of environmental
performance through the use of the EU Ecolabel”
(European Commission, 2009). As a label, the EU
Ecolabel is of great importance in the process of
informing consumers because consumers have ex-
pectations in relation to harmonization of business
operations and social values, and if they believe that
the business entity behaves responsibly, there may
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be positive changes in their shopping habits and
motives (Ellen et al., 2006).

Irawan and Darmayanti (2012) conducted a survey
among a sample of 200 students in Jakarta and con-
firmed that environmental care, environmental re-
sponsibility, and environmental awareness are signif-
icant factors influencing students’ shopping habits.

3. Research problem
The main research questions are:

1. Were there any changes in student popula-
tion behaviour regarding environmentally
friendly products since the last research
carried out in 2009?

2. Are they willing to pay a higher price for
those products?

The answers to these questions may determine
future strategies by companies regarding environ-
mentally friendly products.

4. Research methodology

In order to collect data, the authors used an online
survey and questionnaire with close-ended ques-
tions. Respondents were offered several answers
to each question. The collected data were analyzed
by means of statistical methods. The category data
are presented in absolute and relative frequencies.

Table 1 Basic characteristics of respondents

Differences in categorical variables were tested by
the x2 test and, if necessary, by the Fisher exact test.
The significance level was set to Alpha = 0.05. Med-
Calc Statistical Software version 19.1.7 (MedCalc
Software Ltd, Ostend, Belgium, 2020)' and SPSS
(IBM SPSS Statistics for Windows, Version 21.0 Ar-
monk, NY: IBM Corp., released 2013) were used for
statistical analysis.

The aim of the research was to collect data related
to the attitudes of the student population about en-
vironmentally friendly products. Accordingly, it is
focused on two areas. The first is related to general
attitudes towards and knowledge of the concepts of
sustainable development, corporate social respon-
sibility and green consumers. The second area is
related to the key factors in product selection and
whether consumers are willing to pay a higher price
for environmentally friendly products.

The research was conducted in the period from
May to June 2020 on a sample of 114 full-time and
part-time freshmen and sophomores at the Col-
lege of Slavonski Brod. Table 1 shows the structure
of respondents by gender and income of the fam-
ily household. The sample has more male than fe-
male respondents, i.e. 90 (78.9%). Fifty respondents
(43.9%) fall into the HRK 5,000 to HRK 7,999 in-
come range, 20 respondents (17.5%) earn less than
HRK 5,000, whereas 7 respondents (6.1%) earn
more than HRK 14,000 per month.

Number of respondents (%)
Gender
Male 90 (78.9)
Female 23 (20.2)
Unanswered 1(0.9)
Amount of household income
Up to 4,999 HRK monthly 20 (17.5)
From 5,000 to 7,999 HRK monthly 50 (43.9)
From 8,000 to 9,999 HRK monthly 14 (12.3)
From 10,000 to 11,999 HRK monthly 12 (10.5)
From 12,000 to 13,999 HRK monthly 5 (4.4)
More than 14,000 HRK monthly 7 (6.1)
Unanswered 6 (5.3)
Total 114 (100)

Source: Authors

1 https://www.medcalc.org
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5. Research results

Respondents are familiar with the concepts of sus-
tainable development, a socially responsible busi-
ness and green consumers, which they define cor-
rectly. There are no major differences between male
and female respondents. When choosing a product,
respondents of both genders mention product qual-
ity as the most important factor. The second most
important factor is the price, followed by the brand
of the product and the environmental friendliness of

the product. The brand of the product and environ-
mental acceptability of the product are somewhat
more important to male respondents than to female
respondents. When choosing a product, corporate
social responsibility of the company that produces a
product is described as least important by respond-
ents of both genders. Table 2 shows in detail the
results related to the structure of respondents with
respect to their gender and according to the knowl-
edge of these concepts and the importance of certain
factors in making a purchase decision.

Table 2 Distribution of respondents by gender and their knowledge of sustainable development con-
cepts, socially responsible businesses, and “green” consumers, and in relation to what is most impor-

tant to them when choosing a product

Number of respondents (%) by gender "
Male ‘ Female Total F

Are you familiar with the term ‘sustainable development’?
Yes 67 (74) 17 (74) 84 (74)
No 22 (24) 6 (26) 28 (25) >0.99
Unanswered 1(1) 0 1(1)
What does the term ‘sustainable development’ mean to you?
Growth that keeps pace with environmental and social responsibility | 70 (77.8) 15 (65.2) 85 (75.2) 0.21"
A promotional term used for PR companies 6 (6.7) 1(4.3) 7 (6.2) >0.99
A limiting factor for economic growth 8(8.9) 1(4.3) 9(8) 0.68
Overall a positive process 7(7.8) 4(17.4) 11 (9.7) 0.23
I'm not sure what that means 13 (14.4) 4.(17.4) 17 (15) 0.75"
Are you familiar with the concept of ‘corporate social responsibility’?
Yes 80 (89) 16 (70) 96 (85)
No 10 (11) 6 (26) 16 (14) 0.02
Unanswered 0 1(4) 1(1)
What does the term ‘corporate social responsibility’ mean to you?
Company responsibility for their impact on society 58 (64.4) 17 (73.9) 75 (66.4) 0.39"
Ethics in business 49 (54.4,) 14 (61) 63 (55.8) 0.58"
Caring for employees, society and the environment 71 (78.9) 15 (65.2) 86 (76.1) 0.17
e tor bt ol sleolds g 7)) sy o
I'm not sure what that term means 3(3.3) 2(8.7) 5 (4.4) 0.27
Are you familiar with the term ‘green consumer’?
Yes 64 (71) 18 (78) 82 (73)
No 25 (28) 4(17) 29 (26) 0.29
Unanswered 1(1) 1(4) 2(2)
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Number of respondents (%) by gender pe
Male Female Total

What does the term ‘green consumer’ mean to you?
Consumers who have different shopping habits 35 (38.9) 13 (56.5) 48 (42.5) 0.13"
Sﬁ:j:ir;;e:spv:(})lgul;ive different product selection criteria when 18 (20) 9(39.1) 27 (23.9) 0.06'
gi?ls:llll;)ers who prefer products that are environmentally 47 (52.2) 15 (65.2) 62 (54.9) 0.26'
brimipin of sosanable dectopment e 3een Jeen @) | os
I'm not sure what that term means 15 (16.7) 2 (8.7) 17 (15) 0.52
What is most important to you when choosing a product?
Price 62 (68.9) 14 (60.9) 76 (67.3) 0.47
Quality 87 (96.7) 22 (95.7) 109 (97) >0.99
Brand 56 (62.2) 13 (56.5) 69 (61.1) 0.62
LS)(r);llalilc); responsible business of the company that produces the 41 (45.6) 7 (30.4) 48 (42.5) 0.19
Environmental friendliness of the product 56 (62.2) 13 (56.5) 69 (61.1) 0.62

*Fisher exact test;  x2 test
Source: Authors

Respondents’ opinions and attitudes towards envi-
ronmentally friendly products with respect to gen-
der are shown in Table 3. Respondents are willing to
pay more for a more environmentally friendly prod-
uct and this is somewhat more pronounced among
female respondents (83%). Both men (54%) and
women (65%) are willing to pay 5% or 10% more
for an environmentally friendly product. There is a
fairly high percentage (23%) of those who did not
answer this question. When buying products, as
many as 65% of female respondents always or of-

ten think about their decision that affects environ-
mental protection. This percentage is also high for
male respondents (54%), but still slightly lower than
for their female counterparts. Recycling products
when buying is mostly thought of sometimes and
rarely. Similar results are obtained when it comes
to thinking about whether the manufacturer of a
particular product is an environmentally responsi-
ble company. Sometimes members of both genders
are affected by advertising messages about environ-
mentally friendly products.

Table 3 Distribution of respondents by gender and their opinions and attitudes towards environmen-

tally friendly products
Number of respondents (%) by gender pe
Male ‘ Female ‘ Total
Would you pay more for a product that is environmentally friendly?
Yes 65 (72) 19 (83) 84 (74)
No 22 (24) 4(17) 26 (23) 0.70
Unanswered 3(3) 0 3(3)

EKONOMSKI VJESNIK / ECONVIEWS
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Number of respondents (%) by gender p
Male ‘ Female ‘ Total
How much more are you willing to pay for an organic product?
5% 23 (26) 8 (35) 31 (27)
10% 26 (29) 7 (30) 33 (29)
15% 12 (13) 2(9) 14 (12)
0.97

20% 5(6) 1(4) 6 (5)
More than 20% 3(3) 0 3(3)
Unanswered 21 (23) 5(22) 26 (23)
When buying a product, how often do you think that by choosing the product you personally influence environ-
mental protection?
Always 23 (26) 8 (35) 31 (27)
Often 26 (29) 7 (30) 33 (29)
Sometimes 12 (13) 2(9) 14 (12)
Rarely 5 (6) 1(4) 6 (5) 057
Never 3(3) 0 3(3)
Unanswered 21 (23) 5(22) 26 (23)
When buying a product, how often do you think that the selected product can be recycled?
Always 3(3) 1(4) 4 (4)
Often 17 (19) 3(13) 20 (18)
Sometimes 38 (42) 12 (52) 50 (44)
Rarely 24 (27) 7 (30) 31(27) 07t
Never 7 (8) 0 7 (6)
Unanswered 1(1) 0 1(1)
When buying a product, how often do you think about whether the manufacturer is an environmentally
responsible company?
Always 2(2) 0 2(2)
Often 10 (11) 0 10 (9)
Sometimes 36 (40) 13 (57) 49 (43) 0.30
Rarely 31 (34) 9 (39) 40 (35)
Never 11 (12) 1(4) 12 (11)
How often are your purchasing decisions influenced by advertising messages about environmentally friendly
products?
Always 4(4) 0 4(4)
Often 14 (16) 3(13) 17 (15)
Sometimes 45 (50) 11 (48) 56 (50)
Rarely 20 (22) 9 (39) 29 (26) 022
Never 7 (8) 0 7 (6)
Total 90 (100) 23 (100) 113 (100)

*Fisher exact test;  x2 test
Source: Authors
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When choosing a product, regardless of the amount
of their monthly income, respondents mention the
quality of the product as the most important factor.
The second most important factor is environmen-
tal friendliness of the product, which is followed
by the price and finally the brand of the product.
The brand and and environmental acceptability
of the product are somewhat more important for
the respondents with income up to HRK 4,999 per
month. When choosing a product, corporate social

responsibility of the company that produces a prod-
uct is described as least important by all respond-
ents, among whom, it was rated least important
by respondents earning HRK 10,000 and more per
month. Table 4 shows in detail the results related
to the respondents structure to the knowledge of
these concepts and the importance of certain fac-
tors in making a purchase decision in relation to the
amount of monthly income.

Table 4 Distribution of respondents by the amount of monthly income and their knowledge of sustai-
nable development concepts, socially responsible businesses, and “green” consumers, and in relation to
what is most important to them when choosing a product

Number of respondents (%) by monthly income
Up to HRK 5,000- | HRK 8,000 | HRK 10,000 P
HRK 4,999 HRK 7,999 | - HRK 9,999 | and more
monthly monthly monthly monthly
Are you familiar with the term ‘sustainable development’?
Yes 12 (60) 36 (72) 12 (86) 19 (79.2)
No 8 (40) 13 (26) 2 (14) 5(20.8) 0.59
Unanswered 0 1(2) 0 0
What does the term ‘sustainable development’ mean to you?
Srlr\(/)i‘l)"\:)trt:ntlia:lttgf:izI;z?i?a\ivtl‘te};ponsibility 15 (75) 38 (76) 10 (71) 17(708) 0.95
A promotional term used for PR companies 2 (10) 4.(8) 1(7) 0 0.49
A limiting factor for economic growth 0 6(12) 1(7) 2 (8.3) 0.50
Overall a positive process 1(5) 6(12) 1(7) 3(12,5) 0.88
I'm not sure what that term means 4 (20) 7 (14) 2(14) 4(16,7) 0.94
Are you familiar with the concept of ‘corporate social responsibility’?
Yes 15 (75) 41 (82) 12 (86) 23 (95.8)
No 5(25) 8 (16) 2 (14) 1(4.2) 0.42
Unanswered 0 1(2) 0 0
What does the term ‘corporate social responsibility’ mean to you?
OCx?rsr(l)Ilziist);responsibility for their impact 14 (70) 34 (68) 10 (71) 15 (62.5) 0.93
Ethics in business 11 (55) 26 (52) 11 (79) 14 (58.3) 0.38
S:\f:?ognfr‘r’fe flrtnployees’ society and the 13 (65) 36 (72) 12 (86) 21(87.5) | 025
Respect for the interests of all
stakeholders including consumers, 12 (60) 29 (58) 9 (64) 12 (50) 0.84
suppliers and the local community
I'm not sure what that term means 1(5) 3(6) 1(7) 0 0.62
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Number of respondents (%) by monthly income
Up to HRK 5,000 - | HRK 8,000 | HRK 10,000 P*
HRK 4,999 HRK 7,999 | - HRK 9,999 | and more
monthly monthly monthly monthly
Are you familiar with the term ‘green consumer’?
Yes 13 (65) 35 (70) 8 (57) 20 (83.3)
No 6 (30) 14 (28) 6 (43) 4(16.7) 0.49
Unanswered 1(5) 1(2) 0 0
What does the term ‘green consumer’ mean to you?
qusumers who have different shopping 4(20) 20 (40) 5 (36) 16 (66.7) 0.02
abits
Comsmesuiobae difeetprodst | 505 wopo | 20w 0w o
Consumer m}l‘l‘; iﬂfﬁégmd“"ts thatare 10 (50) 26 (52) 7 (50) 14(583) | 094
Consumers who choose the products of
companies guided by the principles of 5(25) 19 (38) 6 (43) 8(33.3) 0.71
sustainable development
I'm not sure what that term means 4 (20) 7 (14) 4 (29) 3(12.5) 0.53
What is most important to you when choosing a product ?
Price 15 (75) 38 (76) 9 (64) 12 (50) 0.14
Quality 19 (95) 48 (96) 13 (93) 24 (100) 0.65
Brand 16 (80) 27 (54) 9 (64) 14(58.3) | 024
Sl apensile bt o e p@ | me| e ses| o
Environmental friendliness of the product 17 (85) 33 (66) 10 (71) 15 (62.5) 0.37

*Fisher exact test
Source: Authors

Respondents’ opinions and attitudes towards en-
vironmentally friendly products with respect to
the amount of monthly income are shown in Ta-
ble 5. Respondents are willing to pay more for a
more environmentally friendly product and this
is somewhat more pronounced among those with
lower income (80%). Respondents with income
up to HRK 9,999 are generally willing to pay a 5%
or 10% higher price. Respondents earning HRK
10,000 or more are willing to pay a 5% or 15%
higher price for an environmentally friendly prod-
uct. Respondents whose monthly income is higher
than HRK 8,000 usually think about how much
their shopping habits affect environmental pro-

tection. Those respondents whose income is less
than HRK 8,000 on average think about a purchase
sometimes and rarely. Similar attitudes regarding
product recycling exist among respondents with
different monthly income.

Whether or not a product manufacturer is an en-
vironmentally responsible company is sometimes
considered when buying, regardless of monthly in-
come. Advertising messages about environmentally
friendly products rarely affect respondents with
monthly income up to HRK 4,999 when buying,
and most of those with income higher than the said
amount are affected sometimes.
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Table 5 Distribution of respondents by their opinions and attitudes towards environmentally friendly

products and by the amount of their monthly income

Number of respondents (%) by montly income

Up to HRK 5,000 - HRK 8,000 HRK 10,000 P+
HRK 4,999 HRK 7,999 - HRK 9,999 and more Total
monthly monthly monthly monthly
Would you pay more for a product that is environmentally friendly?
Yes 16 (80) 38 (76) 9 (64) 17 (70.8) 80 (74.1)
No 3 (15) 12 (24) 5(36) 6 (25) 26 (24.1) 0.47
Unanswered 1(5) 0 0 1(4.2) 2(1.9)
How much more are you willing to pay for an organic product?
5% 7 (35) 14 (28) 3(21) 6 (25) 30 (27.8)
10% 8 (40) 15 (30) 5(36) 2(8.3) 30 (27.8)
15% 1(5) 5 (10) 1(7) 7(29.2) 14 (13)
20% 1(5) 3(6) 0 2(83) 6 (5.6) 053
More than 20% 0 2 (4) 1(7) 0 3(2.8)
Unanswered 3 (15) 11 (22) 4.(29) 7(29.2) 25(23.1)
When buying a product, how often do you think that by choosing the product you personally influence environ-
mental protection?
Always 0 3 (6) 1(7) 1(4.2) 5 (4.6)
Often 2(10) 9(18) 1(7) 6(25) (16.7)
Sometimes 6 (30) 17 (34) 10 (71) 11 (45.8) 44 (40.7)
Rarely 11 (55) 16 (32) 2 (14) 4 (16.7) 33 (30.6) o1
Never 1(5) 5(10) 0 2(8.3) 8 (7.4)
Unanswered 0 3(6) 1(7) 1(4.2) 5 (4.6)
When buying a product, how often do you think that the selected product can be recycled?
Always 0 2 (4) 1(7) 1(4.2) 4(3.7)
Often 2 (10) 10 (20) 5 (36) 4 (16.7) 21 (19.4)
Sometimes 9 (45) 19 (38) 7 (50) 10 (41.7) 45 (41.7) 0.68
Rarely 8 (40) 15 (30) 1(7) 6 (25) 30 (27.8)
Never 1(5) 3(6) 0 (12.5) 6.5)
Unanswered 0 1(2) 0 0 0.9)
When buying a product, how often do you think about whether the manufacturer is an environmentully
responsible company?
Always 0 1(2) 1(7) 0 2 (1.9)
Often 1(5) 6 (12) 0 3(12.5) 10 (9.3)
Sometimes 9 (45) 20 (40) 7 (50) 10 (41.7) 46 (42.6) 0.88
Rarely 7 (35) 18 (36) 6 (43) 8(33.3) 39 (36.1)
Never 3 (15) 5 (10) 0 3(12.5) 11 (10.2)
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Number of respondents (%) by montly income
Up to HRK 5,000 - HRK 8,000 HRK 10,000 P+
HRK 4,999 HRK 7,999 - HRK 9,999 and more Total
monthly monthly monthly monthly

How often are your purchasing decisions influenced by advertising messages about environmentally friendly
products?

Always 1(5) 2 (4) 2 (14) 0 5 (4.6)

Often 3(15) (16) 2(14) 3(12.5) 16 (14.8)
Sometimes 7 (35) 23 (46) 9 (64) 14 (58.3) 53 (49.1)

0.54

Rarely 8 (40) 14 (28) 1(7) 5 (20.8) 28 (25.9)

Never 1(5) 3(6) 0 2(8.3) 6 (5.6)

Total 20 (100) 50 (100) 14 (100) 4 (100) 108 (100)

*Fisher exact test
Source: Authors

6. Conclusion

Consumers are extremely important stakeholders
of every business entity because their purchasing
habits and decisions directly affect business reve-
nues and ultimately the business result. Their shop-
ping habits also have an impact on the environment
and natural resources and are important for the
concept of sustainable development.

Previous research found differences in consumer
behavior and their general attitudes towards sus-
tainable development. Consumer behavior varies
greatly across cultures, countries, and situations. A
study conducted by Ham (2009) states that in the
Republic of Croatia, people aged 15 to 24 are least
interested in environmentally friendly products. A
recent study by Ham et al. (2015) shows that stu-
dents perceive the importance of corporate social
responsibility.

As the student population belongs to this segment,
the aim of this research was to determine whether
there have been changes in attitudes compared to
the past.

The research results indicate that the student popu-
lation is familiar with the concepts of sustainable
development, socially responsible business and
green consumers, and defines them correctly re-
gardless of their gender and the amount of monthly
income. For environmentally friendly products,
they are willing to pay a 5% or 10% higher price,
and those earning HRK 10,000 or more per month,
even 15%. When buying a product, respondents
sometimes and rarely consider recycling and en-

vironmentally responsible behavior of the product
manufacturer. Advertising messages about envi-
ronmentally friendly products rarely affect their
shopping habits.

From all the above, it is evident that compared to
2009, the student population has changed their
attitudes towards environmentally friendly prod-
ucts, but the trend has not changed since 2015. It
is a market segment that thinks about this factor
when choosing a product. Therefore, consum-
ers’ attitudes towards environmentally friendly
products and their purchasing habits should be
continuously researched in order to gain a deeper
understanding of these processes. Future research
could include comparative studies as well investi-
gate attitudes of specific groups including a wider
age range and geografic area, which were the main
limitations of our research. Namely, this research
was conducted at only one college; hence, it may
be said that this is the main limitation, together
with respondents coming from a rather small geo-
grafic area. It would be also useful to investigate
consumer behaviour related to environmentally
friendly products in different situations such as at
home and on vacation.

A multidisciplinary approach to green consumer
research would be recommended to capture the full
potential of the impact that green consumers can
have on the future influence on company perfor-
mance. A deeper understanding of green consumer
behaviour would certainly help numerous compa-
nies in the process of creating their business strate-
gies.
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