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Ot Kowvwvikd vTevBuVOol KATOVOAMTEG EVOOUATMOVOLY TIC KOWMVIKES KOl TEPPOAAOVTIKES
avNoLYIEG TOLG OTNV OYOPOOTIKN KOl KOTOVOAMTIKY TOvg cvumeprpopd. Ilépo amd ta
TOPOOOCIOKA KPITNPLL 0TS 1) TOOTNTA Kot 1 TN, €£eTdlovv Kot Tov upUTEPO AVTIKTLTO
evOg mPoidVTog OAAG KoL TNG €ToupEiag TOv TO TaPdyeEl. AVTO TO TUNUO KOTOVOAWOTOV divel
TPOTEPAOTNTO GTNV EVNUEPID OADV TOV EVOLUPEPOUEVOV LEPDY OV EMNPEALOVTAL OO TIG
AYOPOAGTIKEG TOVG EMAOYEG. O evépyeleg TOVG elval TOAAATAES Kot Umopel va meptlapfavouv
TPOKTIKEG OTMG 1 AmOpPpY” TG HalIKNG KOTOVAAWDONG KOl 1) OTOPLYT ETOPEIDV UE KOKEG
epyaclokés ouvOnkeg 1 emPAaafn ywo To TepPaiiov mpoidvta, £0¢ TNV evepyn VITOGTNPIEN
NOKOV ETOVLLLOV KOt TPOIOVIOV AAANAEYYVING TTOL GUUPAAAOVY GE KOWV®OVIKOVG oKomovg. H
KATOvONon TOV KIVATPOV KOl TOV CLUUTEPIPOPDOV TOV KOWMVIKH VITELOLVOV KOTOVOADTOV
elval amopaitnn Yo TIg EMYEPNOELS KOl TOVS VTELOVVOLS YAPAENG TOAITIKNG TTOL EMOLOKOLV

va Tpowbncovv Prdcia TpOTLITO KOTOUVAANOOTG.

210)0¢ aVTNG TG LeAETNG eivat va kaBopicel To TPoPik TOL KOVOVIKE LTEVBVVOV KATAVAAWMTY
omv EALGSa O6mwg ovtd ovTikaTONTPIilETOL GTNV OYOPOOTIKY] TOV GULUTEPIPOPH KOl OTIC
EVEPYELEC TTOV TPAYLOTOTOIEL £TOL MOTE VAL OMOKTNGEL €vov To Pudcipo tpémo {ong. TTo
ovykekpipéva, eetdlel eqv ddpopol cuvalcOnpatikol TopAyovteg, OMMC M OVTIANTTY
OTOTEAECUOTIKOTNTO, 1 oLVAISONUOTIK] OEGUELST, O VAICUOG KOl TO  ONUOYPUPIKE

YOPAKTNPLOTIKA, ETNPEALOVV LLE KATO0 TPOTO TIC ATOPAGELS TOV.

I 10 oxomd TG TG PeAéTNG dlevepynOnke NAEKTPOVIKT Epguva LeTalh 234 KoTovoAOTOV.
Ta amoteléopato g Epguvag 0150V OTL TO GLVOIGHTN L TOL 0N YEL TO ATOUO GTNV KOWVOVIKA
vevbovn  katovilmon eivor avtd g cuvausOnuatikng décpevons, eved avtibeta, TO
ocuvaicOnuo mov ta ennpedlel oPYNTIKA GTO VO OTOKTHGOVV AALES KOTAVOAMTIKEG GUVIOELES

etvan ekeivo Tov LMGHOV.
Aggac — Kiewowa

Kowovikd YmevBuvn Katovéiloon, ZvvoasOnupotikny Aéopevon, YAoudg, AviiAnmm

Amoteleopatikotra, Biooomro.
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Socially responsible consumption: A quantitative study of the factors influencing consumers'

purchasing behaviour

Anna Giakoumaki

Abstract

Socially responsible consumers integrate their social and environmental concerns into their
purchasing and consumption behaviour. Beyond traditional criteria such as quality and price,
they consider the broader impact of a product and the company behind it. This consumer
segment prioritises the well-being of all stakeholders affected by their purchasing choices.
Their actions range from rejecting mass consumption and avoiding companies with poor labour
practices or environmentally harmful products to actively supporting ethical brands and

solidarity products that contribute to social causes.

Understanding the motivations and behaviours of socially responsible consumers is essential

for businesses and policymakers seeking to promote sustainable consumption practices.

This study aims to define the profile of the socially responsible consumer in Greece, as
reflected in their purchasing behaviour and their actions adopting a more sustainable lifestyle.
We examined whether various emotional factors such as, perceived effectiveness, affective

commitment, materialism, and sociodemographic characteristics, influence their decisions.

For this purpose, an online survey was conducted among 234 consumers. The results indicated
that affective commitment is the key emotion driving individuals toward socially responsible
consumption, while materialism negatively affects their willingness to adopt alternative

consumption habits.
Keywords

Socially Responsible Consumption, Affective Commitment, Materialism, Perceived Efficacy,

Sustainability.
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