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Abstract. This study aims to identify the factors that influence sustainable consumer purchasing behaviour in the food and everyday
products market, which can be used to influence consumer purchasing patterns toward sustainable consumption. The factors commonly
observed to influence purchasing decisions, such as price, quality, packaging, and brand, were complemented by factors such as
sustainable production, nutritional composition, health benefits, and the product's origin. These additional factors also exert a significant
influence on consumer purchasing decisions. A principal component analysis (PCA) identified four determinants of sustainable
consumer purchasing behaviour (Product Features, Environmental Responsibility, Comfort and Accessibility, and Pricing). The
influence of determinants on real, sustainable purchasing behaviour is evaluated using a PLS-SEM model. The PLS-SEM structural
modelling demonstrated a significant impact of all determinants on real, sustainable purchasing behaviour. The first determinant (Product
Features) indicates that an individual's rational behaviour is related to sustainability. These variables relate to product quality, nutritional
composition, origin, health benefits, and product breadth. Additionally, they reflect attitudes toward life values and norms. Determinant
Environmental Responsibility reflects the importance of sustainable practices by both manufacturers and retailers as perceived by
consumers. Determinant Comfort and Accessibility encompass the variables most influenced by those who create the external shopping
environment, control the marketing tools, and sellers that address the customer (point of sale, accessibility, loyalty to the chain, etc.).
The last determinant (Pricing) represents rational decision-making and is subject to the consumer's financial circumstances.
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1. Introduction

The ongoing societal changes (climatic, economic, political, etc.) are gathering pace. Five key trends currently
affect consumers: digital adoption, consumer mobility patterns, value-based purchasing behaviour, lifestyle in
the context of health and exercise, and social interactions supporting changes in human behaviour. The quest to
understand individual behaviour is associated with sustainability, not only within scientific circles (Gavurova
et al., 2022; Arilla-Llorente et al., 2024). Since the definition of 'sustainability’ in 1994, it has slowly entered
the public consciousness. Government interventions or political proclamations contained in the strategic
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objectives of individual countries have an impact on sustainability and its acceptance (Skare et al., 2023, 2024).
To achieve desirable Sustainable Development Goals (SDGs), such as SDG 12 on ensuring sustainable
consumption (United Nations, 2024), much more effort is needed on the human individual, both in different
roles (consumer, producer, discoverer) and with different capabilities. Each individual is critically responsible
for his behaviour, affecting his current and future well-being and future generations (Moschis et al., 2020). To
achieve sustainability, we must continually address and educate ourselves on this issue. For effective
educational activities, it is essential to know the behavioural patterns of individuals across generations. Knowing
the best channels through which information can be conveyed and how best to engage with particular age groups
is essential.

This paper aims to understand the factors influencing sustainable consumer purchasing behaviour in the food
and everyday products market through which a change in consumer purchasing patterns toward sustainability
in everyday consumption can be achieved. Real consumer behaviour can be influenced through behavioural
determinants, where individual determinants are given by factors affecting the consumer's purchasing decision
process. The study also offers the option of determining the direction of action of the individual determinants
of real, sustainable consumer behaviour. Exact methods and the food and everyday products (i.e.,
pharmaceuticals and drugstores) are used to understand the impact of the determinants on consumer behaviour.

2. Literature review

Sustainable consumption is mainly related to increasing the use of renewable resources, minimising waste and
emissions, and improving quality of life (Sajn, 2020). Purvis et al. (2019) discuss environmental and economic
sustainability in the context of profit and social sustainability.

Shehawy and Ali Khan (2024) show that environmental awareness influences the link between pro-
environmental sentiments and consumer behaviour. Pacgo et al. (2018) add that concern for the future is
associated with pro-social attitudes and purchasing behaviour toward environmentally friendly products.
Moschis et al. (2020) also state that one of the main approaches to sustainable consumption is to shape food
demand, which would require changes in current food consumption patterns. Phan (2023) and Messner et al.
(2022) state that monitoring food consumption and paying attention to food production with sustainability in
mind is appropriate.

Waldman et al. (2022) distinguish four segments of consumers according to their attitudes toward sustainability
in behaviour: the first behaves sustainably when it is economically advantageous or they believe in health
benefits; the second segment sees sustainability benefits in product freshness; the third segment is characterised
by a high degree of environmental attention, and the fourth segment behaves unsustainably. Among the factors
influencing sustainable consumer behaviour, Lavuri et al. (2023) include egoistic, altruistic values, and social
motivations. Factors affecting consumption structure, i.e., healthy lifestyles accompanied by different diets and
various food supplements, are gaining importance (Akkaya, 2021; Jadhav et al., 2023). Harrison et al. (2022)
and Teireira et al. (2022) also link the concept of healthy food and sustainable healthy eating to consumption.
This was confirmed by Govaerts and Olsen (2023), who investigated the influence of nontraditional foods, or
seaweed, where consumers were found to have a positive relationship between attitudes toward sustainable
consumption and realised consumption. According to Jadhav et al. (2023), consumption determinants include
knowledge about healthy lifestyles, product quality, availability, and price. However, according to Akkaya
(2021), a healthy lifestyle indirectly influences sustainable consumption because it affects the respected values
perceived by the consumer, which subconsciously determines the expressed purchase intention.

Zamkova et al. (2021) explain that customer preferences have changed over the years and currently emphasise
the effects of health aspects of food. Consumers who perceive a product as beneficial to their health and the
environment are likelier to purchase it (Dorce et al., 2021). Products with an organic label are perceived by
consumers as healthier and safer with minimal environmental impact (Bu et al., 2020). Petrescu et al. (2020)
state that consumers mainly consider nutritional composition when evaluating the health aspects of food.
Consumers who pay attention to ingredients are more likely to appreciate the environmental benefits of a
product and purchase it despite the higher price (Coderoni & Perito, 2020).
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Other factors consumers should address in the context of sustainable consumption are the origin of products and
product packaging (De Canio & Martinelli, 2020; Ge et al., 2024; Thegersen et al., 2019). De Canio (2023)
explains that informed consumers prefer eco-friendly packaging. Consumers are willing to pay extra for
sustainable packaging (Herrmann et al., 2022). However, as Otto et al. (2021) point out, sustainability intentions
do not always match the resulting real behaviour, as consumer knowledge is limited, and sometimes consumers
do not recognise sustainable packaging. Labels that promote the selection and consumption of more sustainable
foods and beverages play an important role in consumer decision-making (Potter et al., 2021). BoBow-Thies
(2021), in a study on packaging-free products, stated that consumers must be adequately motivated to purchase
packaging-free products as there are issues associated with this purchase in the context of hygiene and
convenience.

Furthermore, the friendliness of the attendant or courier significantly impacts the purchase decision, and
improved interactions can increase customer satisfaction and positive recommendations (Ma & Kim, 2021). On
the other hand, some customers prefer unattended shopping (Olsson et al., 2022). Also, Bosch et al. (2024)
discuss the popularity of self-service shopping; however, there is no evidence of an impact in the context of
sustainability. A compromise between traditional and self-service shopping can be represented by the service
of a digital robotic human (Moore et al., 2021). Loyalty to a retail chain is another factor influencing consumers'
purchasing decisions and in the context of sustainability, Gonzalez-Viralta et al. (2023) report that consumers
are more likely to remain loyal to a store where green practices are developed. However, sustainability as an
instrumental element in customer loyalty may not be true in all countries (Fernando et al., 2017). In addition to
loyalty, the choice of a retail chain is influenced by accessibility to consumers. Mattioli and Anable (2016)
explain that consumers prefer to travel by car for major weekend shopping trips. Pan et al. (2019) report that
the choice of transportation for shopping in terms of public transport or a car is determined by the store's location
and the parking cost.

Today, based on advanced scientific knowledge, the model of planned behaviour of Ajzen's model (2020) is
known for identifying the factors that influence real consumer behaviour, which states the direct influence of
intention on real behaviour, while the intention is directly influenced by determinants such as consumer
attitudes, subjective norms, and behavioural control. These models contribute to the prediction of consumer
behaviour in satisfying needs. For example, research by Soorani and Ahmadvand (2019) showed that attitudes,
perceived behavioural control, subjective norms, and guilt were drivers of food consumption management and
food waste avoidance. Models of consumption behaviour can be used in other consumption areas; Bhutto et al.
(2022) show the importance of environmental appeals in electricity consumption.

To achieve sustainable consumption of food and other products consumed daily in households, behavioural
changes need to be targeted, and it is desirable to initiate change among consumers themselves through factors
that influence behaviour. Understanding these factors in this study fills the existing research gap in the
purchasing behaviour of sustainable products represented by food and everyday products (drugstores,
pharmaceuticals). Diaconeasa et al. (2021) explain that the topic of sustainable food consumption and the
aspects that influence it are complex, and it is desirable to try to change consumer behaviour through marketing
strategies and even national and international policies in favour of sustainable consumption.

3. Data and methods

A questionnaire survey was conducted to understand consumer behaviour in the context of ongoing changes in
society and to identify factors that influence the decision-making process of consumers purchasing sustainable
food and everyday products. The survey was carried out in October and November 2023 using the CAWI
(Computer Assisted Web Interviewing) method and obtained a representative sample (n = 700) according to the
applied quotas (age, gender, and highest educational attainment, see Table 1). In specific questions, respondents
were asked to assess the importance of certain factors in their purchasing decisions. (listed in Table 2). They
indicated the strength of the influence of the factors on a numerical scale of 1-7, where the number 1 meant that
the factor was the least important and the number 7 meant that the factor was the most important. The data were
confirmed to follow a normal distribution.
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Table 1. Characteristics of the research sample (n=700)

Questionnaire survey Baseline population

n =700, [%] [%]
Gender
Male 48.9 49.3
Female 51.1 50.7
Age group (years)
18-25 9.0 9.0
26-35 15.6 15.6
36-45 19.1 19.0
46-55 17.7 17.7
56-65 15.0 15.0
66 and more 23.6 23.6
Economic activity
Employees 49.4 47.3
Private entrepreneurs 5.3 7.4
Old-age pensioners 26.3 23.6
Unemployed 3.0 2.8
Students 5.1 15.2
Maternity or parental leave 6.7 2.3
Other 4.1 1.3
Disposable household income
Less than CZK 30,000 (EUR 1,250) 20.6 39.3
CZK 30,001-50,000 (EUR 2,083) 40.1 294
CZK 50,001-70,000 (EUR 2,917) 17.7 18.2
CZK 70,001-90,000 (EUR 3,750) 6.6 8.0
More than CZK 90,000 (EUR) 4.1 5.0
I don’t want to tell 10.9 -
Number of household members
1 17.4 29.6
2 39.0 326
3 20.3 18.0
4 16.0 15.6
5 or more 7.2 4.3
Number of children in the household
0 69.3 54.2
1 15.6 22.0
2 12.9 19.6
3 1.7 35
4 or more 0.6 0.7
Educational attainment
Elementary education 7.7 13.6
Vocational/trade school 39.0 33.7
Full secondary education 29.6 33.6
University degree 22.6 19.1
Size of municipality of residence
Less than 3,000 inhabitants 24.4 334
3,001-20,000 inhabitants 211 249
20,001-100,000 inhabitants 28.7 20.8
More than 100,000 inhabitants 25.7 20.9

Source: own questionnaire processing (n = 700), Eurostat (2023).

Factor analysis was applied to identify the determinants of sustainable purchasing decisions. Factor analysis
begins with creating a correlation matrix of the variables under study and determining whether there is a
moderate to strong correlation between the variables (Brown et al., 2011). Based on these correlations, factors
are organised to produce behaviour determinants. The number of determinants is established through eigenvalue
analysis. The eigenvalues should be greater than 1, which satisfies the Kaiser-Guttman criterion (Garson, 2023).
Orthogonal rotation of factor loadings is used for interpretation using the Simple Varimax method.
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Table 2. Evaluated factors that entered the factor analysis

number ariable
Q b Variabl
Ql1 Price
Q12 Product quality
. roduct breadt
Q1.3 Product breadth
QL 4 Purchase without packaging
Q15 Product origin
QL 6 Nutritional composition
QL7 Packaging and product design
_ ran
Q1.8 Brand
Q19 Discounts
. ustainable production
Q1_10 Sustainabl ducti
. ealth benefits of the product
Q111 Health benefits of th d
Q21 Staff behaviour
Q2.2 Distance from the place of residence
Q2_3 Transport accessibility
Q2 4 Loyalty

Source: own questionnaire processing.

Structural modelling, specifically the PLS-SEM (Partial Least Square - Structural Equation Modeling) reflective
structural model, is used to test whether these determinants have an impact on real consumer behaviour that is
sustainable. The model was constructed using SmartPLS software (v. 4.1.0.8) to build the model. The model
works with the same variables as factor analysis, but the resulting determinants are considered. The latent
variables in the model are these determinants, and the indicators of the latent variables are the variables
(questions Q1_1 - Q1 11 and Q2_1 - Q2_4). In addition, the latent variable Real behaviour enters the model.
Indicators (statements from Table 3) were used in constructing this model. Respondents expressed their level
of agreement with these statements using a 7-point Likert scale.

Table 3. Indicators (questions, statements) for constructing the latent variable Real behaviour

Q number Statement

Q31 I buy food from sustainable production.

Q32 | buy healthy food.

Q33 I am willing to pay extra for sustainable and healthy food.
Q3 4 | prefer to buy locally made products.

Source: own questionnaire processing.

The validity and reliability of the indicators that determine the latent variables are verified using outer loadings.
The cut-off value for outer loadings is set to be < 0.7, but lower values are retained if they do not affect the
validity and reliability of the model (Fornell & Larcker, 1981; Hair et al., 2021). Cronbach's a, Composite
reliability (CR), and Average Variance Extracted (AVE) check whether the assumptions for latent variables are
met. The thresholds are set at Cronbach's o> 0.7, CR > 0.7, and AVE > 0.5 (Hair et al., 2014). The model is
assessed as valid if the values are slightly lower (Hair et al., 2021). The collinearity of the final model is verified
by the Variance Inflation Factor (VIF), which must be < 5 (Hair et al., 2016). Bootstrapping with 5000
subsamples with a confidence interval of two-tailed testing at a 95% confidence level (Aguirre-Urreta &
Ronkko, 2018) is used to assess the significance of the path coefficient. The R? value indicates the variability
of the Real behaviour. Due to potential multicollinearity issues, discriminant validity is assessed using the
Heterotrait-monotrait ratio (HTMT), where the cut-off value is set to 0.9 (Hamid et al., 2017; Henseler et al.,
2016). The relevance of the model and the model is verified by Q?, which must be greater than 0 (Hair et al.,
2018). Values > 0 indicate satisfactory predictive relevance of the model (Diaz-Ruiz et al., 2018).
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4, Results

A consumer questionnaire survey identified factors determining consumers' decision-making when purchasing
sustainable food and everyday products. In addition to commonly observed factors such as Price, Discounts,
Product quality, Packaging, Product design, and brand were supplemented by additional factors such as
Sustainable production, Nutritional composition, and Health benefits of the product or Product origin, which
also influence purchasing decisions. This initial preliminary information had to be verified using appropriate
methods that allow the information obtained to be generalised at a certain probability level or, with this
probability, what behaviour can be expected.

To identify the factors active in the purchase decision process, 15 variables were included in the factor analysis:
Price, Product quality, Product breadth, Purchase without packaging, Product origin, Nutritional composition,
Packaging and product design, Brand, Discounts, Sustainable production,

Health benefits of the product, Staff behaviour, distance from the place of residence, Transport accessibility,
and loyalty (see Table 5). Factor analysis allows quantifying the factors that influence consumers' sustainable
purchasing decisions. The suitability of this method was verified by the Kaiser-Meier-Olkin criterion (KMO),
and Bartlett's Test of Sphericity (Table 4), and the data set meets the requirements.

Table 4. Verification of the suitability of the factor analysis application.

Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy 0.830
Bartlett’s Test of Sphericity Approximate Chi-Square 3335.195
Degrees of Freedom (df) 105
Significance (p-value) 0.000

Source: own questionnaire processing (n = 700) in IBM SPSS Statistics.

The factor analysis using Principal Component Analysis (PCA) identified four determinants of sustainable
consumer purchasing behaviour (Table 5). The determinants are ranked according to their contribution to
explaining the variability under study, and the variables within the determinants are ranked from those with the
highest Factor Loadings, i.e., the proportion of how they contribute to explaining the determinant.

The resulting Table 5 of the analysis performed works with Varimax rotation. In the partial results of the factor
analysis without rotation, the eigenvalues range from 1.101 to 4.695.

Table 5. Results of Principal Component Analysis

Extracted Factors Original Variables Factor Eigenvalue % of Total
Loadings Variance
(Cumulative)
1. Health benefits of the product Q1_11 0.791 2.976 19.837
Product Features o4 et quality Q12 0.769
Product origin Q1_5 0.705
Nutritional composition Q1_6 0.617
Product breadth Q1_3 0.548
2. Packaging and product design Q1_7 0.776 2411 35.909
Environmental
Responsibility Brand Q1_8 0.689
Purchase without packaging Q1_4 0.670
Sustainable production Q1_10 0.575
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3. Transport accessibility Q2_3 0.809 1.892 48.522
Comfort and Distance from the place of residence Q2_2 0.727
Accessibility .

Staff behavior Q2_1 0.526

Loyalty Q2_4 0.505
4. Discounts Q1_9 0.855 1.804 60.547
Pricing

Price Q1_1 0.840

Source: own questionnaire processing (n = 700) in IBM SPSS Statistics.

The first determinant (Table 5) of sustainable purchasing behavior of food and everyday products is called
Product Features, which brings together factors related to the product. These are Health benefits, Product
quality, Product origin, and Nutritional composition. The determinant also includes the Product breadth as
perceived by the consumer at the point of sale. The second determinant, Environmental Responsibility, brings
together variables related to environmental aspects created by sellers and producers in terms of environmental
sustainability. Visual communication also has a noticeable influence, telling the customer through the packaging
whether the product is sustainable. When deciding on a product's environmental sustainability, customers also
consider the packaging and the option of buying without packaging.

The third determinant is Comfort and Accessibility, as it primarily reflects the ease of shopping for consumers.
It includes transport accessibility in terms of public transport accessibility and parking options (Transport
accessibility), the distance between the store and the place of residence (Distance from the place of residence),
the friendliness of the service staff (Staff behaviour), but also the loyalty of the customer to the retail chain
(Loyalty). The last determinant, Pricing, is determined by two variables: Price and Discount promotions. Even
though the determinant Pricing comprises only two variables, it explains 12% of the examined variability across
all variables.

The impact of the above determinants on real consumption behaviour toward sustainability is assessed using
a PLS-SEM model. Figure 1 illustrates the model, showing outer loadings, path coefficients, and R? values.
Most of the outer loadings are < 0.7, while some are close to 0.6. However, the significance level of all indicators
is < 0.001 (see Figure 1), and therefore, we retain all indicators for latent variables.
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Pricing
Figure 1. PLS-SEM model with marked outer loadings, path coefficients and R2.

Source: own questionnaire processing in SmartPLS 4 statistical software.

The reliability and validity of the model are assessed using Cronbach's o, CR, and AVE. The values for each
latent variable are shown in Table 6. All values are above the threshold values, only for the latent variable
Comfort and Accessibility is Cronbach's a, CR, and AVE slightly lower (<0.04), but this should not affect the
model. The collinearity of the final model is assessed by the Internal Variance Inflation Factor (VIF), see Table
6. In all cases, it is less than the specified value of 5.

Table 6. Reliability measurements, convergent validity for PLS-SEM model.

Cronbach's a CR AVE In\r;le'l:’
Comfort and Accessibility 0.661 0.782 0.476 1.413
Environmental Responsibility 0.730 0.824 0.544 1.667
Pricing 0.750 0.847 0.740 1.097
Product Features 0.790 0.853 0.541 1.668
Real behavior 0.857 0.903 0.700 -

Source: own questionnaire processing in SmartPLS 4 statistical software.
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Discriminant validity was assessed using the Heterotrait-Monotrait Ratio (HTMT). All values are less than the
threshold of 0.9 (mean HTMT = 0.479). Table 7 reports Path coefficients (P.C.), t-values, and p-values for
relationships between latent variables. The table shows that all the latent variables (determinants) significantly
influence Real purchasing behaviour toward sustainability (p < 0.05). The P.C. values indicate the strength of
influence of the given latent variables toward Real behaviour. The model demonstrates that the Environmental
Responsibility determinant has the greatest influence (P.C. = 0.432), followed by Product Features (P.C. =
0.334). Comfort and accessibility has the slightest positive influence (P.C. = 0.098), while Pricing shows a
negative influence on Real sustainable behaviour (P.C. =-0.185).

Table 7. Results of total effects of the model

P.C. t values p values
Comfort and accessibility -> Real behaviour 0.098 2.468 0.014
Environmental responsibility -> Real behavior 0.432 11.773 0.000
Pricing -> Real behavior -0.185 3.182 0.001
Product Features -> Real behavior 0.334 7.863 0.000

Source: own questionnaire processing in SmartPLS 4 statistical software

The model explains 54.5% of the variability (see Figure 1, R? = 0.545). The predictive power of the model is
further assessed by the Q? predict value, which is always > 0 (Q? (Q3_1) = 0.432; Q% (Q3_2) = 0.346; Q% (Q3_3)
= 0.405; Q? (Q3_4) = 0.302). These values indicate a satisfactory predictive relevance of the model.

5. Discussion and Conclusions

This part of the paper offers a critical view of the observed factors that influence consumer buying behaviour in
the food and everyday products market, not only based on the results obtained from the survey conducted but
also in the context of the conclusions of academic studies, articles, and exact methods used. The factor analysis
defined four determinants that correspond well to some of the conclusions of the studies examined in the
literature search for causes and relationships. A deeper analysis of the variables that make up the determinant’s
points to the rational behaviour of the individuals addressing mainly Product Features, i.e. nutritional
composition, product origin, health aspects, and quality in the purchasing decision. Also, Zamkova et al. (2021)
state that product features, such as health aspects of products, are currently at the forefront of consumer decision-
making when purchasing food. Immediately next, in terms of the importance of determinants of food and
everyday product purchasing behaviour, consumers also address variables that express their relationship to
sustainability in the context of the environment (determinant Environmental Responsibility). This is in line with
Shehawy and Ali Khan (2024), who demonstrate that environmental awareness influences the link between pro-
environmental sentiments and consumer behaviour. Similarly, Pago et al. (2018) and Diaconeasa et al. (2021)
add that concern for the future is associated with pro-social attitudes and purchasing behaviour oriented toward
organic products. These variables further reflect consumers’ life values and subjective norms (Ajzen, 2020).

Environmental responsibility demonstrated by manufacturers and retailers can help to increase customer loyalty
- this is one of the conclusions of Gonzalez-Viralta et al. (2023) and this study also identified the importance of
loyalty as an additional determinant. The third determinant is named Comfort and Accessibility and includes
customer-desired ease of accessibility in addition to the habitual and loyalty elements associated with customer
convenience. Here, the effect of marketing tools and how retailers address the customer (advertising, point of
sale, accessibility, but also loyaltyloyalty to the chain, brand, etc.) is reflected. Rational decision-making
elements may not always determine the popularity of a chain and the perceived ease of accessibility. Phan
(2023) and Messner et al. (2020) point to the presence of irrational elements in consumer decision-making and
loyalty, which may be based significantly on emotional or habitual factors rather than rational processes.

The fourth determinant is made up of only two factors, which are price and discount promotions. Price is
generally considered a rational decision factor. The influence of pricing tools depends on the household income
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level. Low-income households are more sensitive to price (Hough & Contarini, 2023), and from the distribution
of households by income, we can expect these factors to continue to play a role. Colicchia et al. (2023) observed
that low-income households are typically more interested in discount promotions. The representation of low-
income households in society is a matter of social policy, how it is set, and how to treat these income groups
within society.

The PLS-SEM structural modelling showed a significant effect of all determinants based on the factor analysis
results on Real purchase sustainable behaviour. Environmental responsibility has the most significant
influence, which is logical in the context of purchasing sustainable food and everyday products. Product
Features significantly influence Real, sustainable purchasing behaviour. Price sensitivity has a weaker and
negative impact on sustainable purchasing behaviour. Consequently, consumers who perceive price parameters
as important do not move toward sustainable purchasing. Consumers are currently aware that they have to pay
extra for sustainable products. In this case, shopping for sustainable products is not achievable for low-income
households with no choice. The determinant of Comfort and Accessibility has the weakest influence on
consumers' actual sustainable purchasing behaviour. It shows that consumers are likely to go the extra mile to
purchase sustainable products, for example, buying from a retailer further away from their residence.

Among the newly formed determinants influencing consumer purchasing behaviour is the rise of interest in the
sustainability impact of their consumption on the environment and greater interest in health. The results show
that the environmental issues implemented by manufacturers and sellers of food and everyday products
(pharmaceuticals and drugstores) are considered by customers when making purchasing decisions. Consumers
are increasingly health-conscious, driving demand for health-related products. Personalised marketing,
including tailored promotions, brand positioning, and recommendations, supports long-term loyalty. The results
of the factor analysis and the results of the PLS-SEM modelling justify a slightly positive expectation, as the
value hierarchy plays an increasingly important role in consumer behaviour. Instead of consumption being
perceived only as the immediate satisfaction of a need and consumer decision-making being driven only by
price, the importance of other significant determinants of consumer purchasing decisions is confirmed. The
importance of life values entering consumer decision-making processes is underlined by research by Binder and
Blankenberg (2017), explaining that consumption is related to personal satisfaction, which is determined by
self-assessment of individual health, the environment in terms of relationships and the surrounding environment.
Vitell (2015) also highlights consumer social responsibility, which is complementary to corporate social
responsibility. Consumer social responsibility is significant because it involves moral principles and norms that
guide behaviour in selecting, purchasing, using, and disposing of products or services.
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