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Abstract:  
 

Purpose: This paper investigates whether the behavior of Generation Z consumers regarding 

online shopping for food products can be described as sustainable behavior. Young people 

from this generation are becoming increasingly independent as they are entering the labor 

market, and their purchase decisions have an impact on market trends. Research focusing on 

Generation Z as consumers is relatively new, especially when it concerns food products. This 

study aims to fill the existing research gap. 

Design/Methodology/Approach: Data on the studied population were obtained using a 

standardized survey questionnaire. A total of 514 questionnaires were analyzed. To examine 

the relationship between selected variables, the Chi-square test was used. The similarity 

between responses was tested by hierarchical cluster analysis with Ward’s linkage method, 

using the binary distance (squared Euclidean distance). 

Findings: The results suggest that Generation Z prefers online forms of food products 

advertising. Contrary to previous findings reported in the literature, our research found that 

social media does not play a key role in Gen Zers’ purchase processes. Generation Z shows 

a conscious approach to online shopping, paying special attention to the possibility of 

comparing products, prices as well as the quality and origin of goods. Having information 

resources at their fingertips, Gen Zers are prag-matic and analytical in their decision 

making. 
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Practical Implications:  The analysis of the research results and the review of the literature 

on the subject showed that Generation Z representatives are conscious e-consumers, which is 

of great importance for shaping future sustainable market trends.  

Originality Value: It should be emphasized that there is a shortage of empirical research in 

the discourse on online purchases of food products, and even more so regarding Generation 

Z, which is only now entering the la-bor market and taking purchase decisions. 

 

Keywords: Sustainable behavior, e-consumption, e-food market, Gen Z, online food 

shopping, e-consumer. 

 

JEL classification: D12, L81.  

 

Paper Type: Research study.  

  

  

 

 

1. Introduction 

 

According to macrostructure researchers, there are three approaches to defining a 

generation, namely: 1/ all individuals of a similar age; 2/ a group of people born in 

the same period; 3/ a ‘mental cohort’, i.e., a group of people with a common 

worldview originating in events experienced in childhood or youth, which 

significantly influenced their perception of the world, way of thinking and system of 

values (Szukalski, 2010).  

 

Therefore, generations are shaped by a number of factors such as socio-economic 

changes, technological development, political changes and historical events (Howe 

and Strauss, 1992). The generally accepted generation classification includes, the 

Silent Generation (these are people born in the years 1922-1944), Baby Boomers 

(born in the years 1945-1964), Generation X (born in the years 1965-1980), 

Generation Y (born in the years 1981-1995), Generation Z (born in the years 1996-

2009), Generation Alpha (people born between 2010 and 2025) (Bejtkovský, 2016; 

Munsch, 2021).  

 

The distinguished generations grew up in significantly different times, and their 

social, economic, political and cultural experiences differ. Each of them was shaped 

by conditions prevailing at a given time, such as wars, economic crises, cultural 

trends, technological changes and even consumer behaviors. The attempts to 

characterize generations should be approached with extreme caution as the findings 

should be treated as symbolic discriminants which serve classification purpose 

(Krzyżanowska, Parzonko, and  Sieczko, 2021).  

 

Generation Z is also referred to as post-millennials or Generation C (from the words 

connected, communicating, content-centric, computerized, community-oriented, 

always clicking) (Świerkosz-Hołysz, 2016). From the very beginning, Generation Z 
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has been immersed in the world of modern IT tools and technologies (Pichler, Kohli, 

and Granitz, 2021). They were raised in the era of the IT boom, which contributed to 

their extensive knowledge of technological innovations. They perceive reality 

through the prism of the online world (Fisu, Syabri, and Andani, 2024). ‘Addicted to 

being online’, young people expect the new technologies to help them make more 

informed shopping decisions, so they have high demands and expectations towards 

products, manufacturers and traders (Proporas, Stylos, and  Fotiadis, 2017).  

 

This study focuses on Gen Zers’ food purchase decisions, and in this context, it will 

attempt to validate the following hypothesis: 

 

H1: Generation Z is more receptive and responsive to food and beverage online 

advertising compared to offline marketing strategies. 

 

Generation Z, growing up in the digital and social media era, is highly susceptible to 

consumer and advertising trends. A characteristic feature of Generation Z is that they 

often succumb to trends completely unconsciously. Living in a world where 

advertising and promotion are omnipresent, especially on social media and online, 

young people are constantly exposed to various marketing stimuli (Ho and Hsu, 

2022). They use mobile devices in the purchasing and post-purchase process, for 

example by writing a comment, adding a post to a profile or website, informing 

friends about a product, etc., (Djafarova and Bowes, 2020). Considering the intensity 

of social media use by Gen Zers, this study attempts to verify the following 

hypothesis:  

 

H2: Social media plays a key role in the effective promotion of food products among 

Generation Z representatives. 

 

This generation of consumers has a more pragmatic and realistic approach to 

shopping (Dimitrova and Ilieva, 2023). They expect access to a wide range of 

information which they verify before making a purchase. Generation Z analyzes not 

only what they buy, but also the act of consumption itself. Consumption has also 

taken on a new meaning (Barrera-Verdugo and Villarroel-Villarroel, 2022). For 

Generation Z – and increasingly for older generations as well – consumption means 

access to products or services, not necessarily possession of them.  

 

As the online and offline worlds converge, consumers expect more than ever to 

consume products and services anytime and anywhere, so omnichannel marketing 

and sales must reach new heights (Gilal et al., 2022). For consumers who are always 

and everywhere online, the line between online and offline does not exist.  

 

Additionally, they also expect rational pricing. Generation Z is frugal, because they 

grew up in an environment of economic uncertainty, so they are not interested in 

wasteful consumption. People from this generation are careful and conscious when it 

comes to managing their finances. Therefore, the offer targeting Gen Zers should 
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emphasize high quality investment, opportunities and discounts, (for example, the 

fact that freebies are sent without shipping charges) (Deloitte Polska, 2022). They 

want high quality products, but at the same time they are aware of their financial 

limitations.  

 

Therefore, they look for products that combine good quality with an affordable 

price. This interest in quality, combined with price sensitivity, suggests that 

Generation Z is more conscious when taking purchase decisions than it might seem. 

These are consumers who want to feel that their purchase has value, both in terms of 

the quality of the product and the price. So, do Generation Z's purchase decisions fit 

into the concept of sustainable consumption and can their behavior be described as 

sustainable? To address this question, the following hypothesis was formulated: 

 

H3: Generation Z's sustainable behavior is reflected in their online food shopping 

process. 

 

By focusing on Gen Zers’ behavior regarding food shopping we wish to fill a 

research gap. There are few studies in the literature on Generation Z as consumers of 

food products. The lack of research on Generation Z can be attributed to earlier 

studies that overrepresented millennials, who used to be the largest generational 

cohort (Haddouche and Salomone, 201). 

 

Demographic changes have a significant impact on development trends in the retail 

industry. Retail trade is increasingly determined by Generation Z consumers, whose 

consumption contribution is growing. Understanding this generation seems crucial 

for predicting there the future not only of retail trade, but of the entire economy. 

Generation Z is a challenge because it behaves differently than the previous 

generations. This generation is interested in new technologies, wants ease of use, is 

afraid of reality and has a deep need to feel secure (Choubey and Gautam, 2024).  

 

Using the Internet, they search for information about products and services, compare 

prices and share their opinions on the use and quality of different brands of products 

and services (Kucia, 2015). The popularity of online transactions is systematically 

increasing, because consumers are aware that the advantages prevail over the 

limitations of online shopping. The decision to do shopping online is facilitated by 

such actions of e-shops as: simplifying the process of ordering products/services, 

increasing the security of online payments or securing personal data.  

 

In addition, the owners of e-shops are aware of the limitations of online shopping 

and consistently eliminate them, e.g. by placing good quality images of products, 

offering free shipping and returns or securing and insuring products in shipping 

(Stolecka-Makowska, 2016). 

 

Online shopping for food and beverages is part of the so-called cybernetic 

consumerism. This consumer trend is particularly noticeable in Generation Z, which 
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naturally uses information and communication technologies as a source of 

information about goods/services to take informed shopping decisions (Jach and 

Miniewicz, 2016).  

 

2. Materials and Methods 

 

To verify the research hypotheses, we conducted empirical research. Data on the 

determinants of online food purchases made by Generation Z consumers was 

collected using a standardized research questionnaire. The questionnaire was posted 

on the Webankieta platform. The survey was conducted in March - April 2024 on a 

group of Generation Z representatives. To obtain the most complete picture of the 

analyzed problem, multiple choice questions were used in the questionnaire.  

 

We received 540 questionnaires out of which 514 correctly completed ones 

underwent statistical analyses. We used purposive sampling based on the age 

criterion, i.e. subjects born after 1995 and before 2010. The recruitment process 

consisted of direct contact with potential respondents, during which the purpose of 

the study was verbally presented, and they were invited to complete the online 

survey. People who agreed to participate in the study received a direct link to the 

survey, which enabled them to complete the questionnaire anonymously. For the 

sample characteristics see Table 1. 

 

Table 1. Sample characteristics 
  Number  Percentage  

Gender  Female 314 61.09% 

Male  200 38.91% 

Place of 

residence 

City < 20,000 

residents 

155 30.16% 

City of 20,000-

100,000 residents 

93 18.09% 

City >100,000 

residents 

238 46.30% 

Rural areas 28 5.45% 

Age <=19 149 28.99% 

20-22 304 59.14% 

>=23 61 11.87% 

Source: Own research. 

 

Both descriptive statistics and advanced statistical methods were used to analyze the 

collected data. The data were recorded in the form of binary variables, where the 

value "1" means the response was selected, and "0" – the response was not selected. 

 

To examine the relationship between selected variables, the Chi-square test was 

used. The null hypothesis (no relationship) was tested at the significance level of α = 

0.05. The test was conducted on binary data, where 1 meant selecting a particular 
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response. P values less than 0.05 indicated a significant relationship between 

variables. 

 

To examine the similarity between the answers, hierarchical cluster analysis with 

Ward’s linkage method was performed, using the binary distance (squared Euclidean 

distance).  

 

The classification of variables was based on a dendrogram, which allowed for the 

extraction of clusters of answers that were similar to each other. The analyses were 

performed using IBM SPSS Statistics ver. 29, which provided precise results and 

visualizations. 

 

3. Results and Discussion 

 

The research hypothesis (H1) predicts that Generation Z is more receptive and 

responsive to food and beverage online advertising compared to offline marketing 

strategies. This hypothesis has been confirmed by the results presented in Figure 1. 

 

Figure 1. Effectiveness of different types of food product advertising perceived by 

Generation Z representatives [N=514] 

 
Source: Own research. 

 

Most respondents (2/3) declared that they both noticed and used information about 

food products provided by online ads (Figure 1). Therefore, the Chi-square test was 

used for a more detailed analysis, which showed that there is no dependence 

between responsiveness to online ads and place of residence.  

 

Among this cohort, however, a certain dependence was shown (p<0.05) in the age 

groups. Subjects aged 23 and older indicated online advertising most often 

(78.69%), while in the group aged 20-22 it was 71.71% (Table 2). 
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Table 2. Distribution of responses regarding online advertising by age of 

respondents. 
Age 

group 

Response not selected 

(0) 

Response selected (1) Total 

Number 

of subjects  

Percentage 

of subjects  

Number 

of 

subjects 

Percenta

ge 

of 

subjects 

Number 

of 

subjects  

Percentag

e 

of 

subjects  

<=19 62 41.61% 87 58.39% 149 100% 

20-22 86 28.29% 218 71.71% 304 100% 

>=23 13 21.31% 48 78.69% 61 100% 

Total  161 31.32% 353 68.68% 514 100% 

Note: Chi-square test value p<0.01 

Source: Own research. 

 

Based on the conducted research, it is not possible to confirm the hypothesis that 

social media play a key role in the effective promotion of food products among 

Generation Z representatives. However, advertising on social networking sites was 

indicated more often than other types on advertising (Figure 2). 

 

Figure 2. Forms of online advertising encouraging Gen Z consumers to buy food 

products [N=514] 

 
Source: Own research. 

 

The literature generally describes Generation Z as natural everyday users of 

smartphones and tablets to search for inspiration, compare offers and make 

reservations and transactions (Windasari et al., 2022). They often use mobile 

applications both to purchase goods and to use coupons or discount codes, as well as 

mobile payments (Paczka, 2020). Generation Z also willingly uses mobile devices in 

post-purchase processes, evaluating products and services, contacting companies, 

informing friends about products, and publishing content on their social media 
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profiles. These are Gen Z’s general behavior characteristics. However, previous 

work did not address specific behaviors like online purchases of food products by 

this cohort.  

 

Therefore, in our study we checked whether the study participants perceived 

advertising on social networking sites as encouraging to buy food products based on 

the reviews of other buyers posted there (Table 3). The obtained results are 

inconclusive, because 29.77% of respondents declared that social networking sites 

are important when making purchase decisions and that they are guided by the 

opinions of other social media users, however, 24.32% of subjects were not guided 

by the opinions of other consumers and did not indicate social networking sites.  

 

In 2024, the Theydigital Agency (They digital, 2024) in cooperation with SWPS 

University published a research report, which shows that only 17% of the surveyed 

representatives of Polish Generation Z declared that they do shopping online. The 

responses mostly indicated mixed shopping strategies, i.e. including both traditional 

and online stores (38%). Young people were eager to visit physical second-hand 

shops (56%) and chain stores (75%). When making purchase decisions, Gen Zers 

were guided by reviews on the Internet. Interestingly, only 3% of them declared that 

influencers had an impact on their purchase intentions. The reliable 

recommendations were those of friends, acquaintances and family.  

 

According to research by Jakubowska et al. (2024) Generation Z is characterized by 

a strong sense of individualism and personal values. They may put their personal 

beliefs and attitudes first, above social expectations. Szydło and Potmalnik reached 

similar conclusions in their research, according to which the message of influencers 

and celebrities viewed on social media does not play a significant role in creating 

fashion trends and shaping the image of young consumers. They also noted the 

inconsistencies between their research results and findings obtained from the 

analysis of literature and fashion websites (Szydło and Potmalnik, 2022).  

 

Our latest research did not confirm the key role of social media in making decisions 

about purchasing food products online. This is a noteworthy finding in our study. It 

is necessary to look for reasons why the obtained results do not confirm the findings 

reported in the literature on the subject. It can be assumed that one of such reasons 

was the discrepancy in the understanding of the term social media. For example, Tik 

Tok was not always included in social media by the respondents.  

 

Moreover, as the literature reports, the influence of social media on consumer 

shopping decisions can usually be seen when knowledge about the product is 

insufficient, when large sums of money are at stake, and above all when these are 

not routine purchases, such as buying bread or toilet paper. Simply put, the more 

knowledge a consumer has about the product, the faster they make decisions, and if 

they lack information, they look for it in various sources (Parzonko, 2015).  
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It should also be emphasized that the studied Generation Z included mostly adults, 

which is a rather narrow group. In Table 2, we can observe the changing values of 

indicating online advertising in relation to the selected age groups. The studies 

reported in literature date back to four years ago, where these preferences could have 

been different. Thus, in our research we confirm the observed dependence of 

preferences regarding the choice of online advertising on age. This finding should be 

considered in future studies of Generation Z. 

 

The research by Wojciechowska-Solis et al. (2022) shows that social media are an 

important source of information about food products for Polish young consumers, 

but not the most important one (the source was indicated both in the first place and 

in one of the first three places in terms of its importance for respondents). 

 

Table 3. Contingency table of the number and percentage of respondents indicating 

advertising on social networking sites and being guided by the opinions of other 

buyers.  
  Advertising on social networking sites 

  Response not 

selected (0) 

Response selected (1) Total 

  Number  

of 

subjects 

Percentage  

of subjects 

Number 

of 

subjects 

Percentage 

of subjects  

Number  

of 

subjects 

Percentage 

of subjects 

Followin

g 

opinions 

of other 

buyers   

0 125 24.32% 77 14.98% 202 39.30% 

1 159 30.93% 153 29.77% 312 60.70% 

Total 284 55.25% 230 44.75% 514 100.00% 

Note: Chi-square test value p<0.05 (p=0.015) 

Source: Own research. 

 

In order to verify the hypothesis (H3) stating that sustainable behavior of Generation 

Z is manifested in the process of online purchases of food products, two questions 

were asked to the respondents: 1/ the first question concerned the factors influencing 

the purchase decisions of food and beverage products on the Internet; 2/ the second 

question concerned the information that the respondents expect when purchasing 

food and beverage products online. 

 

Using Ward’s linkage method with the use of the squared Euclidean distance for 

binary data, dendrograms were created that allowed for the separation of groups of 

answers in which the respondents answered similarly (Figures 3 and 4). 

 

Figure 3. Dendrogram showing distances/similarities for the answers to the 

question about factors influencing the decision to purchase food products online, 

where the codes on the Y-axis indicate the following features: p2.01 - it is saving 

time and fuel when searching for what you need, p2.02 - all sellers are in one place, 

p2.03 - possibility of comparing prices, p2.04 - possibility of comparing products, 
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p2.05 - availability of products from all over the country and even the world, p2.06 - 

lower prices than in traditional stores, p2.07 – online shopping is more thoughtful 

than in a traditional store, p2.08 - possibility of purchasing and collecting them at 

any time, p2.09 - possibility of purchasing without leaving home, p2.10 - wider 

range of products, p2.11 - possibility of purchasing products directly from the 

manufacturer, p2.12 - no need to stand in queues. 

 
Source: Own research. 

 

Figure 4. Dendrogram showing distances/similarities for the answers to the 

question about what information respondents expect when purchasing food products 

online, where the codes on the Y axis indicate the following features: p5.01 - product 

price, p5.02 - product packaging, p5.03 - product aesthetics, p5.04 - product quality 

(e.g. certificates, GMO-free), p5.05 - product properties, p5.06 - product 

composition, p5.07 - production methods, p5.08 - possibility of home delivery, p5.09 

- country of origin, p5.10 - product/manufacturer brand.  

 
Source: Own research. 
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The study assumed that Generation Z demonstrates sustainable behavior when 

purchasing food products online. This hypothesis was positively verified. The 

dendrogram presented in Figure 3, in which five groups of answers were arbitrarily 

distinguished, shows that factors such as the ability to compare prices (p2.03) and 

the ability to compare products (p2.04) are similar to each other.  

 

There is also a similarity in the group of answers: online shopping is more 

thoughtful than shopping in a traditional store (p2.07) and the ability to buy products 

directly from the manufacturer (p2.11). The dendrogram showing similarities in the 

answers to the question about what information the respondents expect when buying 

food products online was arbitrarily divided into three groups. The sustainable 

behavior of this generation of consumers when shopping for food products online is 

indicated by their answers.  

 

The dendrogram in Figure 4 shows a group of similar answers confirming this 

hypothesis, namely: product properties (p5.05), product composition (p5.06), 

product price (p5.01) and product quality (p5.04). The conscious choices of 

consumers of the analyzed generation are also confirmed by groups of similar 

answers, namely: the country of origin of the product (p5.09) and the product brand 

(p5.10). 

 

Similar results were obtained in the McKinsey and Company study (Francis and 

Hoefel, 2018). It showed that 65% of Generation Z representatives participating in 

the study particularly value knowledge about what is happening around them and 

control over it. The same number of respondents (65%) tried to find out where 

everything they buy comes from – where it is manufactured, what it is made of and 

how it is manufactured.  

 

Generation Z feel responsible for their actions and expect the same from other 

market participants. When buying goods, they consider the origin of raw materials, 

product composition and carbon footprint. Respect for the natural environment and 

general care for the well-being of the planet and its inhabitants are important to 

them. They care about this, which is why they pay much more attention than older 

generations to the social responsibility of brands (Balińska, Jaska and Werenowska, 

2024).  

 

Poland is among the European countries supporting the policy of domestic 

production and short supply chains. High-quality information about products and 

services significantly increases purchase intentions. This highlights the importance 

of accurate, relevant and comprehensive product information in making informed 

decisions. Studies conducted by Savelli and Murmura (2022) and Audina and 

Pradana (2024) are consistent with our research results as they emphasize that 

Generation Z can be classified as rational decision makers, which contributes to 

better understanding of the young consumers and, consequently, the future market. 
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4. Conclusion 

 

The study hypothesized that Generation Z is more receptive and responsive to online 

advertising of food compared to offline marketing strategies. The results confirm 

this hypothesis, as most respondents (2/3) declared that they notice and use 

information from online ads. The Chi-square test showed no correlation between 

advertising preferences and the place of residence, but there was a statistically 

significant correlation (p<0.01) in age groups.  

 

Online advertisements were most often indicated by people over 23 years of age. 

The lack of correlation between places of residence and the perception of 

information provided by online advertisements may indicate that the young 

generation is already a "global" generation.  

 

Further analyses revealed a discrepancy between the research results and previous 

evidence from the literature on the subject, which often emphasizes the important 

role of social media in Gen Zers’ purchase processes. The hypothesis predicting that 

social media plays a key role in the promotion of food among Gen Zers was not fully 

confirmed. The results are inconclusive regarding the influence of other users' 

opinions on purchase decisions. Only 29.77% of respondents admitted that the 

opinions of other social media users impact their food shopping decisions. 

 

The hypothesis that sustainable behavior of Generation Z is manifested in the 

process of online food shopping has been positively verified. The research has 

shown that the most important factors influencing online purchase decisions include 

the ability to compare prices, products and access to detailed information on the 

composition, quality and origin of products. 

 

Addressing the question whether Generation Z's purchasing decisions fit into the 

concept of sustainable consumption and can their behavior be described as 

sustainable; we believe that it does. Our research results reveal a profile of a young 

e-consumer of food products, using the Internet as the primary source of consumer 

information, analyzing information about the product, convinced of their purchase 

decisions and paying attention to such aspects of food products as product 

properties, composition, price, quality, country of origin and brand. We therefore 

believe that this is a conscious e-consumer, which fits into the concept of sustainable 

consumption. Our results may be useful for future research and in developing 

marketing strategies aimed at younger consumers. 

 

Our research results indicate the complexity of Generation Z consumer behavior 

towards food products advertisements, especially in the context of online marketing 

strategies and their impact on purchase decisions. The issues addressed in the article 

are extremely broad. We are aware that not all areas related to Generation Z as an 

online consumer of food products have been addressed by this research, and those 

that have been taken up may not have been analyzed to a sufficient degree.  
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It should be emphasized that there is a shortage of empirical research in the 

discourse on online purchases of food products, and even more so regarding 

Generation Z, which is only now entering the labor market and taking purchase 

decisions.  

 

References: 

 
Audina, G.A., Pradana, M. 2024. The Influence of Green Products and Green Prices on 

Generation Z Purchasing Decisions. International Journal of Environmental 

Engineering and Development, 2, 168-176. 

https://doi.org/10.37394/232033.2024.2.14.  

Balińska, A., Jaska, E., Werenowska, A. 2024. The Importance of the Vinted Application in 

Popularizing Sustainable Behavior among Representatives of Generation Z. 

Sustainability, 16, 6213. https://doi.org/10.3390/su16146213.  

Barrera-Verdugo, G., Villarroel-Villarroel, A. 2022. Influence of product selection criteria on 

clothing purchase and post-purchase behaviours: A gender and generational 

comparison. PLoS ONE, 17, e0267783. 

https://doi.org/10.1371/journal.pone.0267783.  

Bejtkovský, J. 2016. The Current Generations: The Baby Boomers, X, Y and Z in the 

Context of Human Capital Management of the 21st Century in Selected 

Corporations in the Czech Republic. Littera Scripta, 9, 25-45. Available online: 

https://www.littera-scripta.com/wp-content/uploads/2019/05/The-Current-

Generations-The-Baby-Boomers.pdf. 

Choubey, V., Gautam, A. 2024. Evaluating omni channel retailing in the emergence of 

industry 5.0: A perspective of South Asian generation Z. IJIM Data Insights, 4, 2, 

100257. https://doi.org/10.1016/j.jjimei.2024.100257.  

Deloitte Polska. 2019. Millennialsi a pokolenie Z: podstawowe różnice, Digital Marketing 

Newsletter, 6. Available online: https://www2.deloitte.com/pl/pl/pages/deloitte-

digital/digital-marketing-newsletter-deloitte/digital-marketing-lipiec-

2019/Millennialsi-a-pokolenie-Z-podstawowe-roznice.html. 

Dimitrova, T., Ilieva, I. 2023. Consumption Behaviour towards Branded Functional 

Beverages among Gen Z in Post-COVID-19 Times: Exploring Antecedents and 

Mediators. Behav. Sci., 13, 670. https://doi.org/10.3390/bs13080670.  

Djafarova, E., Bowes, T. 2020. Instagram made Me buy it: Generation Z impulse purchases 

in fashion industry. J. Re-Tailing Consum. Serv., 59, 102345. 

https://doi.org/10.1016/j.jretconser.2020.102345.  

Fisu, A.A., Syabri, I., Andani, I.G.A. 2024. How do young people move around in urban 

spaces? Exploring trip patterns of generation-Z in urban areas by examining travel 

histories on Google Maps Timeline. Travel Behaviour and Society, 34, 100686.  

https://doi.org/10.1016/j.tbs.2023.100686.  

Francis, T., Hoefel F. 2018.  ‘True Gen’: Generation Z and its implications for companies. 

McKinsey and Company. Available online: 

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-

gen-generation-z-and-its-implications-for-companies#/. 

Gilal, F.G., Memon, A.A., Gilal, N.G., Gilal, R.G., Memon, A.A. 2022. Enhancing Service 

Brand Passion through Self-Congruity: The Moderating Role of Gender and Age. 

Cent. Eur. Manag. J., 30, 83-102. https://doi.org/10.7206/cemj.2658-0845.76.  



    Anna Sieczko,  Łukasz Czech, Anna J. Parzonko, Krystyna Krzyżanowska, Leszek Sieczko, 

Martyna Lichaczewska-Ziemba, Paulina Szyszka 

729  

Haddouche, H., Salomone, C. 2018. Generation Z and the tourist experience: tourist stories 

and use of social networks. Journal of Tourism Futures, 4(1), 69-79. 

https://doi.org/10.1108/JTF-12-2017-0059.  

Ho, S.C., Hsu, Y.P. 2022. Paving the way for digital transformation: Investigate customer 

experiences of using mobile apps. Pac. Asia J. Assoc. Inf. Syst., 14, 3. 

https://doi.org/10.17705/1pais.14103.  

Howe, N., Strauss, W. 1992. Generations: The history of America's future, 1584 to 2069. 

Harper Perennial: New York, London, Toronto, Sydney, 58-68.   

Jach, K., Miniewicz, A. 2016. Zakupy spożywcze w polskim internecie – badania 

pilotażowe. Scientific Papers of Silesian University of Technology – Organization 

and Management Series, 97, 125. 

Jakubowska, D., Dąbrowska, A.Z., Pachołek, B., Sady, S. 2024. Behavioral Intention to 

Purchase Sustainable Food: Generation Z’s Perspective. Sustainability, 16, 7284. 

https://doi.org/10.3390/su16177284.  

Krzyżanowska, K., Parzonko, A.J., Sieczko, A. 2024. Oczekiwania konsumentów pokolenia 

Z dotyczące zakupów produktów spożywczych prosto od rolnika. TiRR 21, pp. 93-

102. https://doi.org/10.22630/TIRR.2024.21.8.  

Kucia, M. 2015. Innowacje w kanałach dystrybucji jako konsekwencja wirtualizacji handlu. 

Logistyka, 2, pp. 1266-1272. 

Munsch, A. 2021. Millennial and generation Z digital marketing communication and 

advertising effectiveness: A qualitative exploration. JGSMS, 31(1), 10-29. 

https://doi.org/10.1080/21639159.2020.1808812.  

Paczka, E. 2020. Zmiana zachowań rynkowych pokolenia Z. Wroclaw Economic Review, 

26, 1, pp. 21-34. https://doi.org/10.19195/2658-1310.26.1.2.  

Parzonko, J. 2015. A. Wpływ mediów społecznościowych na zachowania konsumentów. 

Handel Wewnętrzny, 6(359), pp. 122-131. Available online: 

http://cejsh.icm.edu.pl/cejsh/element/bwmeta1.element.desklight-b71dd5a9-a3ba-

4a38-be45-

fd6703a6a643#:~:text=Celem%20opracowania%20jest%20przedstawienie. 

Pichler, S., Kohli, C., Granitz, N. 2021. DITTO for Gen Z: A framework for leveraging the 

uniqueness of the new generation. Business Horizons, 64(5), 599-610. 

https://doi.org/10.1016/j.bushor.2021.02.021. 

Proporas, C.V., Stylos, N., Fotiadis, A.K. 2017. Generation Z consumers' expectations of 

interactions in smart retailing: A future agenda. Computer in Human Behavior, 77, 

374-381. https://doi.org/10.1016/j.chb.2017.01.058. 

Savelli, E., Murmura, F. 2022. The intention to consume healthy food among older Gen-Z: 

Examining antecedents and mediators. Food Quality and Preference, 105, 104788. 

https://doi.org/10.1016/j.foodqual.2022.104788.  

Stolecka-Makowska, A. 2016. Zakupy konsumentów przez Internet w Polsce i Unii 

Europejskiej – analiza porównawcza. Studia Ekonomiczne. Zeszyty Naukowe 

Uniwersytetu Ekonomicznego w Katowicach, 302, 165. Available online: 

https://www.ue.katowice.pl/fileadmin/user_upload/wydawnictwo/SE_Artyku%C5%

82y_291_320/SE_302/07.pdf. 

Świerkosz-Hołysz, M. 2016. Pokolenie Z wkracza na rynek pracy. International Humanist 

Studies Society and Education, 21(2), 439-447. Available online: SiE_2_2016.pdf. 

Szukalski, P. 2010. Co łączy pokolenia? Więź międzypokoleniowa z perspektywy polityki 

społecznej. Polityka Społeczna, 10, 7-12.   

Szydło, J., Potmalnik, E. 2022. Decyzje zakupowe przedstawicieli Pokolenia Z na 

przykładzie branży modowej. Marketing i Rynek, 9, 15-26. Available online: 

https://doi.org/10.22630/TIRR.2024.21.8


   E-Consumption of Food Products as a Manifestation of Sustainable Behavior  

of Generation Z 

730  

 

 

https://www.pwe.com.pl/czasopisma/marketing-i-rynek/decyzje-zakupowe-

przedstawicieli-pokolenia-z-na-przykladzie-branzy-modowej,a784297409. 

They digital. 2024. Raport. Gen Z o sobie i otaczającym ich świecie. Jakie są polskie Zetki? 

Available online: GenZ_o_sobie_raport_Theypl_Uniwersytet_SWPS.pdf. 

Windasari, N.A., Kusumawati, N., Larasati, N., Amelia, R.P. 2022. Digital-only banking 

experience: Insights from gen Y and gen Z. Journal of Innovation and Knowledge, 7, 

2, 100170. https://doi.org/10.1016/j.jik.2022.100170.   

Wojciechowska-Solis, J., Kowalska, A., Bieniek, M., Ratajczyk, M., Manning, L. 2022. 

Comparison of the Purchasing Behaviour of Polish and United Kingdom Consumers 

in the Organic Food Market during the COVID-19 Pandemic. Int. J. Environ. Res. 

Public Health, 19, 1137. https://doi.org/10.3390/ijerph19031137. 

 

 

 

 

 

  

    


