
   

2026, Vol. 12, No. 1 10.15678/IER.2026.1201.08 

Hierarchy of responsible consumption: Analysis 

in the context of the needs-driven purchasing motivations 

Maryla Bieniek-Majka, Agnieszka Szczepkowska-Flis, Magdalena Szczepańska, 

Zuzanna Urbanowicz, Michał Prusinowski, Zofia Gródek-Szostak 

A B S T R A C T 

Objective: The study aims to examine whether, and to what extent, consumer behaviours identified by them 

as responsible are determined by the needs-driven motivations (NDM) that emerge during their purchasing 

decisions. Concerning NDM, we made an analogy to Maslow’s theory. We categorised the motivations into 

three hierarchical levels (basic and safety needs, belonging and esteem needs, and self-actualisation). 

Research Design & Methods: We presented the responsible consumption in three aspects: ecological, eco-

nomic (mindful spending behaviours), and social. We conducted econometric analyses (logistic regression) 

using data from a survey (n=1510), based on which we developed a concept of the Hierarchy of Responsi-

ble Consumption. We can consider this Hierarchy as an extension of previous studies. The foundation of 

the Hierarchy consists of motives driven by basic and safety needs, which include concern for one’s health 

as well as financial and climate security. 

Findings: A key predictor of responsible consumption turned out to be the fear of the consequences of climate 

change, which is consistent with other authors’ findings. The low awareness of prosocial behaviours is concerning. 

Implications & Recommendations: Therefore, it seems that efforts to promote pro-ecological behaviours 

should be accompanied by actions promoting behaviours aimed at supporting local communities. 

Contribution & Value Added: The research results also confirm the globally observed coexistence of attitudes 

that fit within the trends of rationalisation and environmentalism. 
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INTRODUCTION 

The article aligns with the body of work on responsible consumption. In a narrow sense, scholars usu-

ally associate responsible consumption with pro-environmental behaviours (Zhenyu et al., 2021). How-

ever, from a holistic perspective, referring to the idea of sustainable development (sustainable con-

sumption) (Mehmood et al., 2024) and drawing an analogy to corporate social responsibility (Morgan 

et al., 2016; Testa et al., 2025), we treat responsible consumption as a function of pro-environmental, 

prosocial, and economic (mindful spending) behaviours (Tien & Huang, 2023). Regardless of how re-

sponsible consumption is to be framed, we can distinguish two main research problems: 

− The identification of behaviours aligned with the idea of responsible consumption (Yue et al., 2020), 
including awareness and society’s attitude towards the issue (Rahimah et al., 2024). 
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− The recognition of factors (usually demographic characteristics) determining responsible consumer 

behaviours (Fathonah & Nastiti, 2024; Morgan et al., 2016). 

Combining these two areas of research, we asked the following research questions: 

RQ1: Do the needs-driven motivations (NDM) guiding consumers’ purchasing decisions deter-

mine the consumer behaviours identified by them as responsible? 

RQ2: If so, what is the scope and strength of this impact? 

The basis for solving the problem presented in the form of research questions was the results of 

an empirical study. The analysis used data from a survey conducted in Poland between March and June 

2024, involving 1 510 respondents. The main goal of the research was to examine whether, and to 

what extent, consumer behaviours identified by them as responsible are determined by the needs-

driven motivations (NDM) that emerge during their purchasing decisions. We drew the conclusions 
based on the results of the econometric analysis (logit regression). 

Referring to the works of Luchs and Miller (2015) and Schlaile et al. (2018), both conceptually 

and empirically, we considered three aspects of responsible consumption: environmental, eco-

nomic, and social. In relation to NDM, we applied an analogy to Maslow’s classic hierarchy of needs 

(Maslow, 1943). However, due to the research subject, it was necessary to modify both the number 

of levels and how the needs manifest in purchasing decisions. We categorised the motivations into 

three hierarchical levels, assigned respectively to the categories of basic and safety needs, belonging 

and esteem needs, and self-actualisation needs. 

Noteworthy, some authors analyse responsible consumption in the context of motives (Liu, 2024; 

Luchs & Miller, 2015). However, the attempt to ‘anchor’ it within Maslow’s hierarchy of needs offers 
a distinct analytical perspective. In this context, we may regard the Hierarchy of Responsible Consump-

tion developed on the basis of the study’s findings as an extension of previous research. 

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

Consumption is the satisfaction of needs through the use of goods and services. The scope of con-

sumption is shaped by consumer behaviours, which we can understand as a system of actions aimed 

at acquiring means for consumption and ways of dealing with those means for the satisfaction of needs 

(Li et al., 2023; Tsaurai, 2021; Zhou, 2022). Chazhaeva (2023) delivers a broader definition, indicating 

that when making decisions, a consumer combines psychological and physical values with their mo-

tives and causes. In the consumption process, individuals take actions to achieve their goals that pro-

vide satisfaction while considering the individual and social consequences of these actions. 
Classical economics assumes that homo oeconomicus is selfish and rational in managing resources. 

Homo oeconomicus calculates costs and benefits, has no interests or opinions, does not succumb to life’s 

temptations and is neither greedy nor altruistic (Bee & Desmarais-Tremblay, 2022). In modern Western 

culture, strong currents of rationalism, utilitarianism, naturalism, and hedonism are noticeable. This leads 

to the spread of a lifestyle in which the material dimension is the only measure of human development 

(Hasbi et al., 2023). A fundamental transition in consumption has taken place over the centuries, primar-

ily in connection with economic shifts. Although it is hard to pinpoint the inception of consumerism in 

time, Fromm was the first to use the term homo consumens (Ballesteros, 2018). He pointed out that the 

new economic species of human not only wants to possess things but rather ever-increase consumption 

(Fromm, 1965). Thus, homo consumens struggles with imposing limitations on the use of goods. 
Like a belief system, consumerism can justify and shape people’s behaviour (Fredstrom, 2023). How-

ever, new approaches to consumption are emerging. Ecologization, ethnocentrism, and sustainable con-

sumption are listed as examples (Abulkhair, 2025; Altın & Kırçova, 2024; Mesaifer & Alrasheed, 2025; 

Altın & Kırçova, 2024). According to Mariyappan and Sangeetha (2024) and Santuso et al., 2024, the new 

approaches in consumer behaviour are defined by external factors: economic (consumer incomes, prod-

uct prices) and non-economic (consumer environment, culture, traditions, opinions of others), as well as 

internal factors stemming from the consumer's personality and beliefs. When scholars recognised that 

consumer society could pose a threat to people and the environment, the concept of sustainable con-
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sumption began to be discussed in the context of sustainable development (Amrilah, 2024). Many re-

searchers (Caeiro et al., 2012; Keyzer, 2023; Liobikienė & Brizga, 2022) attempted to define sustainable 

consumption, which points out the necessity to minimise the use of natural resources and materials 
harmful to the environment when satisfying needs, as well as limiting waste, in compliance with the 

principle of social justice (sustainability of resources for future generations). Therefore, sustainable con-

sumption is not about renunciation but a change in purchasing behaviours (Lorek & Fuchs, 2005). 

Sustainable consumption is practised by consumers who make choices guided by the principles of 

sustainable development, which render the choices socially and environmentally responsible (Shen, 

2024). According to White et al. (2019), sustainable consumer behaviours may include the voluntary 

limitation of individual consumption, the choice of products with sustainable sourcing, production, and 

features, saving goods, and applying more sustainable ways of disposing of them. 

On the micro level, through their daily practices, consumers can initiate a cycle of actions aimed at 

achieving the goals of sustainable consumption (Han et al., 2024). Consumer decision-making should 
involve answering questions such as: what to buy?, whether to buy?, where to buy?, and how to use? 

(Ersoy, 2022). Adopting a sustainable lifestyle is a choice and involves changes in consumer behaviour, 

demonstrating a higher level of ecological awareness (Laurett et al., 2019). 

Internal and external factors constrain and stimulate sustainable consumer behaviours. The most sig-

nificant factors, both positive and negative, include income level, habits, consumer awareness, openness 

to knowledge, and social pressure (Zhang et al., 2023). According to Kumar (2024), a new paradigm of 

consumption emerges, one that is conscious and based on responsible consumer choices and decisions. 

Based on the existing literature, we developed the analytical framework for research on responsi-

ble consumption. It consists of two dimensions. The first dimension refers to the behaviours that con-
sumers define as responsible, while the second relates to the needs-driven motivations (NDM) behind 

purchasing decisions. In line with the aim of the research, the direction of the relationship between 

these categories is defined as follows: NDM → responsible behaviours. 

Referring to the work of Luchs and Miller (2015) and Schlaile et al. (2018), we may distinguish three 

aspects of responsible consumption: environmental, economic, and social. In terms of consumption, the 

first of these is manifested by choices made with concern for the natural environment. The economic 

aspect refers to choices aligned with the idea of balanced consumption in terms of finance, health, and 

quantity (i.e., avoiding impulsive purchases). The last of the aspects mirrors the idea of corporate social 

responsibility, wherein a company’s priority is not just financial performance but also concern for social 

well-being. For consumers, this translates to making choices aimed at supporting (both directly and indi-
rectly) other individuals and communities at the local, national, and global levels. 

Based on the results of a pilot study on motivations as a consumer’s driver towards responsible 

behaviours (Szczepańska, 2024) and Maslow’s theory, we identified three categories of NDM: basic 

and safety, belonging and esteem, and self-actualisation. The first category reflects concerns about 

personal health, climate, and financial security. Belonging and esteem express the desire to be part of 

a group, which manifests in purchasing decisions by, for example, following the opinions of others and 

keeping up with trends. The need for self-actualisation is associated with an altruistic attitude, the 

pursuit of personal or professional growth, setting challenges, seeking new experiences, and the belief 

that a lifestyle (consumption) is a measure of success. 

We may describe the study’s analytical framework as a 3x3 model: three dimensions of responsible 
consumption and three hierarchical levels of purchasing decision motivations (NDM). Incorporating 

Maslow’s theory into the research framework implies that the significance of behaviours’ motivations in 

all three aspects aligns with the Hierarchy of Needs. This statement constitutes the research hypothesis. 

Research Methodology 

In the analyses, we used primary data collected from a survey conducted using the diagnostic sur-

vey method between March and June 2024 in Poland. We employed Computer-Assisted Web Inter-

view (CAWI) as the data collection technique. It involves self-administered online questionnaires. 

We disseminated links and QR codes to the online questionnaire via social media, emails, and in 

high schools and universities. 
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A total of 1 510 respondents participated in the survey, including 19.7% who were under the age 

of 18. Participation in the study was voluntary. We informed all respondents about the research aim, 

the anonymous nature of the questionnaire, and their right to withdraw at any time. In line with na-
tional and institutional ethical guidelines, no formal ethical approval was required for conducting anon-

ymous and voluntary surveys involving underage participants, as the questionnaire did not include any 

sensitive or personally identifiable information. 

We applied the convenience sampling method, which scholars often use in consumer attitude re-

search (Cuong, 2024; Ghaffar et al., 2023). Therefore, we cannot consider the analysis results repre-

sentative. Table 1 presents the basic characteristics of the studied population.  

Table 1. The structure of the study population according to selected metric characteristics (n=1510) 

Characteristic Answer options 
Percentage 

of indications 

Gender 

Female 

Male 

I do not identify with any gender 

I do not want to reveal 

61.2 % 

34.1 % 

1.5 % 

3.2% 

Age 

under 18 

18-25 

26-35 

36-50 

51-55 

over 55 

19.7 % 

58.4 % 

8.2 % 

10.6 % 

2.2 % 

0.8 % 

Size of the town 

of origin 

Village 

City up to 50k 

City 50-150k 

City 150-500k 

City over 500k 

30.9 % 

19.1 % 

19.4 % 

14.2 % 

16.4 % 

Financial situation 

I have to be frugal to make ends meet 

I have enough for basic needs, but I have to save money for more 

serious purchases 

I have enough for a lot without saving much 

9.1 % 

56.6 % 

 

34.3 % 
Source: own study based on the study results. 

Among respondents, women predominated, as did young people (under 25 years of age), urban res-

idents, and individuals whose financial situations one could describe as satisfactory (average, moderate). 
In line with the research objective, the analysis focused on the relationship between the needs-driven 

motivations guiding respondents’ purchasing decisions and behaviours identified by them as responsible 

consumption, i.e., MDN (independent variables) → responsible consumpVon (dependent variables). 

The analyses utilised three dependent variables, indicators reflecting aspects of responsible 

consumption: 

− ecological aspect (InEco), 

− economic aspect (InRacg), 

− social aspect (InSpol). 

In the survey, we operationalised each aspect of responsible consumption using three statements 

(Table 2): ecological aspect (1-3), economic aspect (4-6), and social aspect (7-9). 

The basis for constructing the InEco, InRacg, and InSpol indicators was the respondents’ answers 

to the question ‘What is responsible consumption for you?’ Using a 5-point Likert scale (ranged from 

‘definitely yes’ to ‘definitely not’), respondents indicated to what extent, in their opinion, the behav-

iours listed in Table 2 correspond to the idea of responsible consumption. 

We assumed that in the case of respondents who answered ‘definitely yes’ and ‘yes,’ the actual 

tendency toward behaviours consistent with the idea of responsible consumption was greater than 
among the remaining respondents. Therefore, we recorded respondents’ answers to each of the 9 
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statements (Table 2) using binary variables: if respondents indicated ‘definitely yes’ and ‘yes,’ we 

assigned responses a value of 1. We assigned value 0 to responses ‘unsure,’ ‘not,’ ‘definitely not.’ If 

at least two out of the three possible answers for a given aspect were coded as 1, the responsible 
consumption index (InEco, InRacg, InSpol) for the ith respondent was assigned a value of 1. In all 

other cases, we assigned indices a value of 0. 

Table 2. Operationalisation of responsible consumption aspects 

Statements in the question: ‘What is responsible consumption for you?’ 
Aspects of respon-

sible consumption 

1. Buying recyclable and/or used products 
Ecological 

(InEco) 
2. Limiting/avoiding buying unnecessary things because it's good for the environment 

3. Buying products that do not harm the environment and animals 

4. Choosing products with the impact they have on your health today and in the future in 

mind Economic 

(InRacg) 5. Making purchases with your financial capabilities in mind today and in the future 

6. Limiting/avoiding buying unnecessary things because it is economically rational 

7. Buying products whose proceeds go to charity 

Social 

(InSpol) 

8. Buying domestic/regional products because it supports the development of domestic 

businesses 

9. Boycotting products from countries/companies that use unfair practices and violate 

human/worker rights 
Source: own study. 

The construction of the InEco, InRacg, and InSpol indicators based on the binary coding of responses 

on a 5-point Likert scale helped to simplify the analysis, focus on broader trends, and satisfy the assump-

tion of logistic regression (Koo & Yang, 2025). This approach enhances interpretability, especially when 

some categories are sparsely populated (Koo & Yang, 2025), and, as Çapik and Gözüm (2015) revealed, 
the results of analyses using Likert and dichotomous format responses were reliable and similar. 

The analyses used nine variables describing NDM (M1-M9). We developed the set of variables M1-

M9 based on responses to the question ‘To what extent do the following statements describe your 

attitude (motivation) when making purchasing decisions?’ (Table 3). We classified NDM expressed in 

these statements, according to the study’s concept, into basic and safety needs (M1, M4, M7), belong-

ing and esteem needs (M3, M6, M9), and self-actualisation (M2, M5, M8). 

Table 3. Operationalisation of the needs-driven motivations that guide respondents in making purchasing 

decisions 

Statement in the question: ‘To what extent do the following tasks describe your attitude (motiva-

tion) in making purchasing decisions?’ 
Symbol 

I don't make impulsive purchases because financial security is important to me M1 

I like challenges, gaining new experiences is important to me M2 

Being part of a group makes me feel good, more confident M3 

Taking care of my health is my priority M4 

What I have and how I spend my time is a measure of my personal/professional success M5 

When choosing products/services, I take into account the opinions (lifestyle) of others M6 

I am concerned about the effects of climate change on my safety and that of my loved ones M7 

Helping others (e.g. participating in charity events) gives me a sense of fulfilment M8 

I try to keep up with trends and fashion M9 
Source: own study. 

In this case as well, we used a 5-point Likert scale in the survey, with possible response options 

ranging from ‘definitely yes’ to ‘definitely not.’ When constructing the independent variables (M1-
M9), we recorded the original information using a binary 1-0 scale. If a particular motive was im-

portant to the respondent (‘definitely yes,’ ‘yes’), we assigned the variable Mj a value of 1; other-

wise, we assigned it a value of 0. 
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While using the original 5-point scale for the independent variables could potentially allow for 

more nuanced insights, we concluded that, from the perspective of the research objective, the de-

gree of intensity of the ‘importance’ / ‘unimportance’ of a given motive in the respondents’ pur-
chasing decisions was not relevant. 

We utilised a binary variable model (Kufel, 2007). We modelled the indices of responsible con-

sumption (InEko, InRacg, InSpol – dependent variables) with the assumption that the probability of 

respondents identifying behaviours as responsible is a function of the NDM (M1-M9 – independent 

variables). We applied a logistic form of the model in the analyses (Kufel, 2007; Gruszczyński, 2012): 

��∗ = �� ��
	
��

= �� + ∑ ����� + �����	   (1) 

�∗ – the latent variable representing a tendency of a given observation unit to adopt a state (decision-

making) corresponding to the value yi=1 

�� = �1   ���   �∗ > 0
0   ���   �∗ ≤ 0 (2) 

The expression �� ��
	
��

 is called the logit, i.e., the logarithm of the ratio of the probabilities of ac-

cepting and not accepting the value 1 by the variable yi (log – odds), and ��  is the probability of the 

dependent variable ��, determined on the basis of the logistic distribution from the equation: 
��

1 − ��
= ��∗ = � !"∑  #$�#"%�&#'(  (3) 

�)* = 1
1 + �
��∗

= 1
1 + �
( !"∑  #$�#&#'( ) (4) 

If the variable ��∗ → ∞, then �� → 1; if ��∗ → −∞, then �� → 0; and when ��∗ = 0 then the proba-

bility is equal (�� = 0,5). 
To interpret the results of the logistic models, we used odds ratios (OR), calculated as exp5��6 

(Gruszczyński, 2012). In the case where the variable �� is binary, exp5��6 indicates by how many times 

the odds of �� = 1 for the ‘1’ category of the variable �� are greater/less compared to the odds of this 

event for the ‘0’ category of ��. We set the reference level (baseline) at Mj=0. 

We determined regression parameter estimates using the maximum likelihood method with a 
stepwise backwards regression procedure. We tested model significance using the likelihood ratio test 

(LR) and evaluated the statistical significance of individual parameter estimates using the Wald test. 

The significance level for the tests was set at � = 0.05. We used Nagelkerke’s pseudo-R² (Stanisz, 2016) 

as a measure of model fit for the empirical data. 

Before estimating the regression models, we conducted Pearson’s chi-square independence tests 

for the dependent and independent variables. We included in the input model only variables for which 

there were grounds to reject the null hypothesis (p<0.05). To assess multicollinearity among the inde-

pendent variables, we analysed the phi (ϕ) correlation coefficients. Statistically significant values of 

correlation coefficients were less than 0.26, thus we did not find strong multicollinearity.  

In the next part of the article, we present the most important results from the perspective of the 
research objective. We can provide full documentation of the study upon request. 

RESULTS AND DISCUSSION 

In the studied group of respondents: 

− Responsible consumption was primarily associated with economic (mindful spending) and ecological 

aspects. The number of respondents for whom the indicators InRacg and InEco took the value of 1 

was 1231 and 1127, respectively. We recorded a much smaller number (769) for the InSpol indicator. 

− In making purchasing decisions, the most important NDM were those related to fulfilling self-actu-
alisation needs (M2, M5, M8) and basic and safety needs (M1, M4, M7), while those related to belong-

ing and esteem needs (M3, M6, M9) were less significant. The total number of indications assigned a 
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value of 1 in a given category of needs was 2893 for M2, M5, M8; 2767 for M1, M4, M7; and 2463 for 

M3, M6, M9. We observed greater variability at the level of individual motives (Figure 1). 
 

 

Figure 1. Ranking of NDM according to the number of indications Mj=1 

Note: in square brackets, the number of indications for which Mj=1 is given. 

Source: own elaboration. 

Table 4 presents the values of odds ratios for the explanatory variables that we included in the final 

logit regression models for the variables InEco, InRacg and InSpol. We present detailed results of the 

econometric analysis in the Annexe in Tables 1-3. 

Table 4. Summary of logit regression results: Odds ratio values for statistically significant variables (reference 

level Mj=0) 

Motives InEco InRacg InSpol 

M1 1.85 2.38 xx 

M2 x x x 

M3 1.64 1.44 x 

M4 1.43 1.72 1.49 

M5 x x 1,29 

M6 x 1.61 x 

M7 3.33 2.43 1.80 

M8 1.68 x 1.75 

M9 x xx xx 
Note: xx – variables M1 and M9 were not included in the input set of explanatory variables in the model for InSpol, while M9 

was not included in the model for InRacg based on the results of the Pearson’s chi-square tests; x – in the backwards step-

wise regression procedure, the variable was excluded from the final version of the model. 

Source: own study based on the study results. 

Based on the results of the econometric analysis, we found that in the studied group of respondents: 

− The variable M7 was the key motivator for responsible consumer behaviour. This finding applies to 

all distinguished aspects. Considering the odds ratios, the fear of the consequences of climate 

change (climate safety) was the most important predictor of behaviours in the following order: pro-

ecological, mindful spending, and pro-social. 

− Another statistically significant determinant of responsible consumption in all its aspects was the 

variable M4. However, the importance of the health care motive, compared to M7, was smaller, es-

pecially in the case of pro-ecological behaviours. 

I don't make impulsive 

purchases because 

financial security is 

important to me (M1) 

[924]

I like challenges, gaining 

new experiences is 

important to me (M2) 

[1099]

Being part of a group 

makes me feel good, 

more confident (M3) 

[1034]

Taking care of my health is 

my priority (M4) [1108]

What I have and how I 

spend my time is a 

measure of my 

personal/professional 

success (M5) [909]

When choosing 

products/service

s, I take into 

account the 

opinions 

(lifestyle) of 

others (M6) 

[789]

I am concerned 

about the 

effects of 

climate change 

on my safety 

and that of my 

loved ones 

(M7) [735]

Helping others (e.g. 

participating in charity 

events) gives me a 

sense of fulfilment 

(M8) [885]

I try to keep 

up with 

trends and 

fashion (M9) 

[640]
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− Common predictors of pro-ecological behaviours and mindful spending were the variables M1 and M3, 

with the importance of financial security (M1) for InEco and InRacg being greater compared to the 
need to belong to a group (M3). This pattern is especially evident for the explained variable InRacg (the 

odds ratios in the models for InRacg and InEco calculated for M1 are greater than those for M3). 

− A statistically significant determinant of both pro-social (InSpol) and pro-ecological (InEco) behav-

iours was the variable M8. 

− The variable M6 (M5) was a statistically significant determinant of responsible consumption only in 

the model for the dependent variable InRacg (InSpol). In this context, the motives M6 (‘when choos-

ing products/services, I take into account the opinions (lifestyle) of others’) and M5 can be consid-
ered unique features of mindful spending and pro-social behaviours, respectively. 

− Although challenges and gaining new experiences (M2) were among the most important NDM (see 

Figure 1), they were not a statistically significant factor for responsible consumption. We found no 

statistically significant connection with the variables InEco, InRacg, and InSpol for the variable M9 – 

‘I try to keep up with trends and fashion.’ 

In the respondents’ opinion, responsible consumption is primarily associated with mindful spend-

ing and pro-ecological behaviours (InEco and InRacg). The idea of consumer minimalism, evident in 

their responses, appears to be complementary in the context of both environmental sustainability and 

rationalism. Although their nature differs significantly, they are both based on the same principle: re-
ducing waste and excessive consumerism. 

On the other hand, we recorded the lowest percentage of responses for the InSpol index, leading 

to the reflection that the idea of supporting local societies through consumption, characteristic of 

highly developed economies, is not deeply ingrained in the consciousness of the studied group as a 

form of responsible consumption. This is indirectly confirmed by Prymon-Ryś’s (2017) research on the 

involvement of Poles in activities supporting NGOs in the context of sustainable consumption. The 

author notes that the motivations of people engaged in NGO activities are driven more by selfish mo-

tives (self-actualisation and individualism) than by collectivism and the pursuit of the common good, 

which is the essence of the social dimension of responsible consumption. 
In light of the results of the study, Prymon-Ryś’s conclusion (2017) still appears relevant. According 

to the Hierarchy of Responsible Consumption presented in Figure 2, needs-driven motivations classi-

fied under belonging and esteem needs, which are important for pro-ecological behaviours and mind-

ful spending, were not significant predictors of responsible consumption in its social aspect. 

 

self-actualizaMon 

 

M5 

   

 

M8 

 

  

 

 

 

belonging and esteem 

needs 

M6 
 

 

  

M3 
  

 

 

basic and safety needs 

M1 
 

 

 

 

 

M4 
  

 

 

 

M7 
   

Aspects of responsible consump�on InRacg InEco InSpol 

Figure 2. The Hierarchy of Responsible Consumption 

Note: Coloured fields indicate statistically significant relationships between motivations 

and individual aspects of responsible consumption. 

Source: own elaboration. 
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Assuming that the area marked in colour on the Hierarchy serves as a specific measure of the im-

portance of each category of NDM for behaviours aligned with the concept of responsible consumption, 

we can conclude that the key categories stimulating environmentally, socially, and economically respon-
sible behaviours are the motives classified within basic and safety needs. This conclusion is consistent 

with the results of studies conducted among young people in Poland (Gierszewska & Seretny, 2018) and 

in Europe (Zuniga, 2023), which found that concerns about personal health, the natural environment, 

and fears about the effects of climate change form the foundation of responsible consumption. 

NDM located at higher hierarchical levels play a lesser role, which is consistent with the formu-

lated research hypothesis, though it does not fully confirm it. This is because the ranking of the 

importance of motives based on the odds ratios does not allow for their unequivocal placement 

according to Maslow’s hierarchy of needs. 

The findings of this study offer novel insights into how consumer motivations, framed through 

the lens of Maslow’s hierarchy of needs, are linked to behaviours identified by individuals as con-
sistent with responsible consumption. The logistic regression results reveal that motivations tied to 

basic and safety needs (e.g., health concerns, financial prudence, climate anxiety) most consistently 

predict pro-environmental, economic, and, to a lesser extent, social responsibility in consumption 

patterns. This outcome supports prior research suggesting that the foundational human concerns 

of well-being and security often serve as the strongest drivers of sustainability-oriented choices 

(Clayton & Karazsia, 2020; Mehmood et al., 2024). 

The prominence of climate-related concerns, especially in predicting ecological behaviour, 

aligns with the growing recognition of eco-anxiety as both a psychological burden and a motiva-

tional force (Stanley et al., 2021). It appears that individuals who are fearful of environmental deg-
radation are more likely to internalise responsibility and translate it into tangible consumption 

changes (Helm et al., 2018). Similarly, motivations related to health and financial stability signifi-

cantly influenced behaviours associated with mindful spending, highlighting the role of self-preser-

vation instincts in responsible consumer decision-making (Kaur & Luchs, 2021). 

Interestingly, motivations associated with higher-order psychological needs, such as belonging, 

esteem, and self-actualisation, played a more selective role. While participants frequently reported 

these motives in the survey, they did not consistently associate them with responsible consumption 

behaviours, especially in the social domain. This discrepancy may suggest a value-behaviour gap, 

where aspirational or identity-related motivations do not easily translate into daily sustainable 

practices (Gao et al., 2023; Liu, 2024 ). 
The limited salience of prosocial behaviours in the respondents’ perception of what constitutes 

responsible consumption is particularly concerning. Despite the global emphasis on social dimen-

sions of sustainability, such as fair trade, community support, and ethical production, we found that 

participants endorsed such aspects less commonly. This supports earlier findings that while younger 

consumers are environmentally engaged, they may lack awareness or conviction about the social 

impact of their consumption (Morgan et al., 2016; Rahimah et al., 2024). The implication is that 

pro-environmental campaigns alone are insufficient and must be integrated with education about 

social responsibility and collective well-being. 

Moreover, the potential role of consumer ethnocentrism merits further exploration. Prior stud-

ies suggest that promoting localism, ethical purchasing, and community engagement can amplify 
both environmental and social responsibility, particularly in emerging economies (Zuniga, 2023). 

When framed through the lens of solidarity and sustainability rather than exclusion, ethnocentric 

appeals may foster stronger prosocial tendencies (Testa et al., 2025). 

From a methodological perspective, anchoring NDMs within a simplified version of Maslow’s 

framework allowed for structured analysis, yet it also introduced limitations. Human motivations 

are rarely hierarchical in practice. Individuals may act simultaneously on multiple need levels, in-

fluenced by context, culture, and identity (Hofstede, 2001; Tay & Diener, 2011). Thus, while the 

proposed Hierarchy of Responsible Consumption offers a useful heuristic, future research should 

consider dynamic and culturally responsive models of motivation. 
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Finally, we did not include demographic variables in the modelling, which may have masked 

significant variations. As shown in earlier studies, gender, age, education, and income can mean-

ingfully shape sustainable behaviours and value orientations (Fathonah & Nastiti, 2024). Including 
these variables in future analyses could help refine the predictive power of motivational models 

and better inform policy or educational interventions. 

In sum, this study contributes to a growing body of literature by contextualising consumer sustain-

ability within motivational psychology. By bridging responsible consumption with Maslow’s needs the-

ory, it offers a conceptual and empirical framework for understanding how individual concerns, rang-

ing from survival to self-realisation, inform everyday consumption choices. 

CONCLUSIONS 

In line with the research objective, we aimed to ‘anchor’ the categories of NDM that determine behav-

iours identified by respondents as consistent with the idea of responsible consumption within the 

framework of Maslow’s hierarchy of needs. Based on the results, we developed a Hierarchy of Respon-
sible Consumption, with basic and safety needs forming its foundation. Among the motives classified 

in this group, the fear of the consequences of climate change emerged as a key predictor of responsible 

behaviour, aligning with findings from other studies. The research results also confirm the globally 

observed coexistence of attitudes that fit within the trends of rationalisation and environmentalism. 

However, we are concerned by the relatively low awareness among the surveyed group, which was 

predominantly young people, that prosocial behaviours also constitute responsible consumption. 

Therefore, it appears that efforts encouraging young Poles to engage in pro-environmental behaviours 

and reduce consumerism must be accompanied by actions promoting ethnocentrism and, more 

broadly, the idea of helping others through consumption. These efforts are essential for shaping a 
responsible generation in the context of sustainable consumption. 

The study is not without its limitations. First, due to the sampling method, we cannot generalise 

the formulated conclusions. Similarly, the adoption of Computer-Assisted Web Interview as the data 

collection technique may have introduced selection bias due to the exclusion of individuals without 

reliable internet access or those less likely to engage with online surveys. Second, the method of con-

structing the responsible consumption indices may be subject to debate. However, given the source 

data (responses measured on an ordinal 5-point Likert scale), it was not possible to use the mean cat-

egory. Third, the analysis of the relationship between needs-driven purchasing motivations and behav-

iours identified by respondents as responsible did not consider characteristics such as gender, age, 

income, etc., which, as various authors suggest, may influence the relationships depicted in the Hier-
archy of Responsible Consumption. In this context, one should view the presented study as an initial 

stage of research. Despite the noted limitations, the observed patterns suggest that the proposed idea 

of the Hierarchy of Responsible Consumption could provide an interesting research perspective. 
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Appendix: 

Table 1. Results of estimation of the logit model for the dependent variable InEco  

Variable Coefficient Standard Error 
Wald test sta-

tistics 
p value 95% Conf. Interval 

M1 0.6161 0.1294 22.6670 0.0000 0.3625 0.8698 

M3 0.4949 0.1333 13.7844 0.0002 0.2336 0.7561 

M4 0.3543 0.1399 6.4138 0.0113 0.0801 0.6284 

M7 1.2040 0.1396 74.3698 0.0000 0.9304 1.4776 

M8 0.5172 0.1309 15.6021 0.0001 0.2606 0.7739 

Const -0.6000 0.1537 15.2317 0.0001 -0.9014 -0.2987 

N= 1510; LR: Chi2: 202.4826, Df: 5, p: 0.0000; pseudo R2 Nagelkerka: 0.1851.  

Note: * reference level of a variable Mj=0. 

Source: own elaboration based on the study results. 

 

Table 2. Results of estimation of the logit model for the dependent variable InRacg  

Variable Coefficient 
Standard Er-

ror 

Wald test sta-

tistics 
p value 95% Conf. Interval 

M1 0.8651 0.1419 37.1515 0.0000 0.5869 1.1433 

M3 0.3628 0.1481 5.9993 0.0143 0.0725 0.6530 

M4 0.5451 0.1499 13.2192 0.0003 0.2513 0.8389 

M6 0.4758 0.1456 10.6757 0.0011 0.1904 0.7612 

M7 0.8864 0.1525 33.7807 0.0000 0.5875 1.1853 

Const -0.1658 0.1579 1.1038 0.2934 -0.4752 0.1435 

N= 1510; LR: Chi2:148.8492, Df:5, p: 0.0000; pseudo R2 Nagelkerka:0.1524. 

Note: * reference level of a variable Mj=0. 
Source: own elaboration based on the study results. 

 

Table 3. Results of estimation of the logit model for the dependent variable InSpol  

Variable Coefficient 
Standard Er-

ror 
Wald test sta-

tistics 
p value 95% Conf. Interval 

M4 0.3981 0.1274 9.7714 0.0018 0.1485 0.6477 

M5 0.2574 0.1120 5.2793 0.0216 0.0378 0.4770 

M7 0.5889 0.1101 28.5927 0.0000 0.3731 0.8048 

M8 0.5574 0.1119 24.8329 0.0000 0.3382 0.7767 

Const -1.0238 0.1291 62.8595 0.0000 -1.2768 -0.7707 

N= 1510; LR: Chi2:108.3825, Df:4, p: 0.0000; pseudo R2 Nagelkerka:0.0924. 

Note: * reference level of a variable Mj=0 
Source: own elaboration based on the study results. 
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