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S u m m a r y 

 

Background. According to the literature, despite the growing production and increased range of 

“light” foods, interest in this food range is not increasing. The aim of the study was to determine whether 

intentions to purchase “light” foods were associated with the following psychosocial indicators: attitudes 

towards health, attitudes towards the environment, attitudes towards natural foods and attitudes towards 

novel foods. In preparing the questionnaire, a set of statements adapted from scientific publications by 

other authors was used. The survey questionnaire included items relating to: intentions to purchase “light” 

food, attitudes towards health, attitudes towards the environment, attitudes towards natural foods and 

attitudes towards novel foods. During the study, the respondents expressed the level of approval for or 

disapproval of all the items included, using a five-point Likert scale. The empirical data was presented as 

percentage distributions and descriptive statistics. Statistical analysis methods included: Scale reliability 

analysis based on Cronbach's α coefficients, Spearman's rank correlation, Chi-Square test with Yates 

correction, multinomial ordered logit model.  

Results and conclusions. Based on young women surveys, it can be concluded that the intentions to 

purchase „light” foods are related to psychosocial indicators such as attitudes towards health and the envi-

ronment, attitudes towards natural foods and novelty foods. It was shown that female students with posi-

tive attitudes towards natural and novel foods and ambivalent attitudes towards health are more likely to 

manifest a willingness to purchase „light” foods than the other young women surveyed. These factors are 

particularly important to young women of Generation Z in Poland. The study has certain limitations. De-

spite the large size of the study group, the results obtained are not representative and cannot be generalized 

to the population of young women (Generation Z) in Poland.  
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Introduction 

Food insecurity affects an estimated 2 billion people worldwide [33]. Consequent-

ly, food manufacturers have invested resources in developing processed foods that can 

provide additional functional benefits for consumer wellbeing [10, 40, 45]. In order to 

promote public health, including the impact of the food we eat on our health, it is im-

portant to understand consumer behavior. Furthermore, it is necessary to assess con-

sumer attitudes, norms and knowledge about foods in relation to actual dietary patterns 

and health risk profiles [31, 37]. At the same time, we are dealing with the emergence 

of a new group of light food products, which are often described interchangeably by 

manufacturers as light, fit, figure, slim, fitness, 0 % fat. These products, by their name, 

suggest that they are energy-reduced products and are often equated with these [43]. 

According to Regulation (EC) No 1333/2008 of the European Parliament and of 

the Council of 16 December 2008 on food additives [38], an “energy-reduced food” is 

a food, the energy value of which has been reduced by at least 30 % compared to the 

original food or a similar product. Carbohydrate substitutes are used in the manufacture 

of such foods [11, 14, 24, 49], fat [12, 20, 49] and flours [20, 24]. Regulation (EC) No 

1924/2006 of the European Parliament and of the Council of 20 December 2006 [38] 

lays down the regulations that a food manufacturer must comply with in order to make 

an energy-reduced nutrition claim for an energy-reduced food. A claim that a food is 

low in energy, and any claim likely to have the same meaning for the consumer, may 

only be made where the product contains no more than 40 kcal/100 g (170 kJ) for sol-

ids or no more than 20 kcal/100 ml (80 kJ) for liquids. For sweeteners, a limit of 

4 kcal/100 ml (17 kJ) applies, with a sweetening intensity equivalent to 6 g of sucrose 

(approximately 1 teaspoon of sucrose). The most common nutritional claims for light 

foods include a low fat product (the fat content in 100 g of the product must not exceed 

3 g for a solid product and 1.5 g for a liquid product), a non-sugar product (the sugar 

content in 100 g of the product must not exceed 0.5 g). 

The literature states that lowering total energy intake along with reducing total fat 

intake can have a significant impact on reducing body weight and chronic disease risk. 

However, consumers should know that products with reduced fat and kilocalories can-

not be consumed in unlimited quantities [15]. Reduced-fat products fulfil their nutri-

tional role when they help to control kilocalorie intake and when their use encourages 

the consumption of foods that provide important nutrients [6]. It is also worth high-

lighting the fact that excessive consumption of “light” products can also cause side 

effects, such as diarrhoea, due to the presence of artificial sweeteners that have laxative 

properties [8, 41, 48]. The use of sweeteners in food production is regulated by Regula-

tion (EC) No 1333/2008 of the European Parliament and of the Council of 16 Decem-

ber 2008 on food additives [38]. Confectionery products sweetened with sugar substi-

tutes belong to the “light” product group, as they contain at least 30 % fewer 
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kilocalories compared to products on the same shop shelf. “Light” sweets usually do 

not contain palm oil and are enriched with additional protein or fiber [13, 16]. “Light” 

products can include cookies, bars sweetened with sugar substitutes such as polyols. 

Polyols are a group of sweeteners which occur naturally in plants and fruit, such as 

plums, pears, peaches and apples. As they are characterized by lower sweetness than 

sucrose, they can be used in larger quantities. A uniform energy value of approximate-

ly 2.4 kcal/1 g (10 kJ) is assumed for all polyols. This represents only 60 % of the en-

ergy value of glucose or fructose. The polyol group includes xylitol, erythritol, manni-

tol, sorbitol, lactitol, isomalt, maltitol syrup [2, 9, 38]. 

According to the literature, despite the growing production and increased range of 

“light” foods, interest in this food range is not increasing [19, 43]. According to litera-

ture data, interest in energy-reduced foods increases with age, monthly income and 

problems with maintaining a healthy body weight [17]. The lack of literature data on 

the influence of socioeconomic factors on decisions to purchase and consume energy-

reduced products prompted an exploratory study in this area. 

The lack of literature on the influence of psychosocial indicators on the purchase 

of energy-reduced products by young women of Generation Z prompted the authors of 

this publication to conduct exploratory research in this area. 

The aim of this study was to determine whether intentions to purchase “light” 

foods (PI) were associated with the following psychosocial indicators : 

− attitudes towards health (HA), 

− attitudes towards the environment (EA), 

− attitudes towards natural foods (NFA), 

− attitudes towards novel foods (NF). 

The study attempts to verify the following research hypotheses: 

The intentions to purchase “light” food (PI) are related to the variables HA, EA, 

NFA, and NF, which can be used to estimate PI. 

Material and methods 

Subjects 

The empirical survey was conducted among female students of Polish higher edu-

cation institutions pursuing degree programs in the following fields: social sciences 

(approx. 41 %), medical and health sciences (approx. 24 %), humanities (approx. 

22 %), science and life sciences (approx. 8 %), engineering and technical sciences (ap-

prox. 2 %), arts (approx. 2 %), agricultural sciences (approx. 1 %), theological sciences 

(approx. 0.5 %). In addition, female students indicated the following as their place of 

origin: rural (approx. 21 %) and urban (approx. 79 %). 
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In the research proceedings, 258 correctly completed survey questionnaires were 

collected. All respondents gave their free, informed consent to participate in the study 

and were assured of its anonymity. The participants in the study were young women 

(generation Z) declaring to eat all foods and not to limit their consumption of meat or 

animal products. The structure of the study sample (N = 258 female respondents) is 

shown in Table 1. 

 
Table 1. Characteristics of the respondents (N = 258) 

Tabela 1. Charakterystyka badanej grupy respondentów (N = 258) 

 

 
Number of people 

/ Liczba osób 
[%] 

Study profile/ Profil studiów 

Social sciences / Nauki społeczne 106 41.09 

Medical and health sciences / Nauki medyczne i nauki o zdrowiu 62 24.03 

Humanities / Nauki humanistyczne 57 22.09 

Natural sciences / Nauki ścisłe i przyrodnicze 20 7.75 

Engineering and technical sciences / Nauki inżynieryjno-techniczne 5 1.94 

Arts / Dziedzina sztuki 5 1.94 

Agricultural sciences / Nauki rolnicze 2 0.78 

Theological sciences / Nauki teologiczne 1 0.39 

Place of residence/ Miejsce zamieszkania 

Village / Wieś 53 20.54 

City with population of up to 50,000 / Miasto o populacji do 50 tys. 35 13.57 

City with population between 50,000 and 150,000 / Miasto  

o populacji od 50 tys. do 150 tys. 
34 13.18 

City with population between 150,000 and 500,000 / Miasto  

o populacji od 150 tys. do 500 tys. 
50 19.38 

City with population > 500,000 / Miasto o populacji > 500 tys. 86 33.33 

 

Questionnaire and data analysis 

The study was conducted using a specially designed questionnaire, by indirect in-

terview method, via an online platform from February to April 2024. “The reliability 

analysis was based on the correlation coefficients of all items of a scale with the over-

all scale score. Cronbach's α coefficient values ranged from 0 to 1. A minimum 

Cronbach's α coefficient value greater than or equal to 0.7 was assumed. All scales 

used for further analyses were characterized by high internal consistency, above the 



INTENTIONS TO PURCHASE “LIGHT” FOOD OF A SELECTED GROUP OF FEMALE… 119 

threshold of satisfactory consistency (α ≥ 0.7). The values of Cronbach's α coefficients 

(Table 2) ranged from 0.70 to 0.90.” 

 
Table 2.  Reliability of measurement scales 

Tabela 2.  Rzetelność skal pomiarowych 

 

Skale pomiarowe / Measurement scales Cronbach α 

Intentions to purchase „light” foods / Intencje zakupu żywności light 0.88 

Attitudes towards health / Postawy wobec zdrowia 0.70 

Attitudes towards the environment / Postawy wobec środowiska 0.90 

Attitudes towards natural foods / Postawy wobec żywności naturalnej 0.87 

Attitudes towards novel foods (neophilic/neophobic) / Postawy wobec nowej 

żywności 
0.79 

 

The research tool was constructed in such a way that the variables analyzed were 

a source of data allowing to achieve the assumed research goal and enabling the verifi-

cation of the research hypothesis under consideration. A set of statements adapted from 

studies/works by other authors was used while preparing the survey questionnaire, 

which ultimately contained items related to: 

− Intention to purchase “light” foods (PI) (-4 items): “I am interested in consuming 

light foods in the near future”, “I am willing to purchase light foods”, “I will make 

an effort to purchase light foods in the near future”. The items included on the in-

tention scale were adapted from the study by Kornher et al. [22] and Lim et al. [27] 

and modified for the ongoing study. 

− Attitudes towards health (HA) (3 items): “I pay attention to how the foods I choose 

affect my health”, “I know which foods are healthy and which are not”, “When 

shopping, I choose products that have labels indicating their health benefits” [30]. 

− Attitudes towards the environment (EA) (3 items): “When I buy food, I try to pay 

attention to how its production affects the environment”, “I try to avoid food prod-

ucts whose production is harmful to the environment”, “I am interested in how 

food production affects the environment” [30, 39, 46]. 

− Attitudes towards natural foods (NFA) (5 items): “The natural character of food 

products is an important quality attribute to me”, “I try to buy organic food prod-

ucts”, “I try to avoid food products containing food additives”, “The quality certifi-

cate of purchased food is important to me”, “The natural character of a production 

method is important to me” [22]. 

− Attitudes towards new foods (NF) (10 items): “I am constantly trying new and 

different foods”, “I do not trust new, unknown foods”, “I do not try unknown 

foods”, “I like foods from various national cuisines (ethnic food)”, “During par-

ties/when I am out, I enjoy trying new foods”, “I eat almost everything”, “I like try-
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ing foods that are new to me”, “The so-called "healthy food" looks too weird for 

me to eat”, “I am afraid to eat something I have not eaten before”, “I am very picky 

about the food I eat” [34]. 

During the survey, the respondent expressed his or her level of approval or disap-

proval of all the posted items using a 5-point Likert scale, where the values 1,2, means: 

“definitely no”, “no”; the value 3 denoted an answer: “I do not know, I have no opin-

ion”; and values 4, 5, corresponded to answers: “yes”, “definitely yes” [26].  

The collected empirical material was presented in the form of a percentage distri-

bution of the answers given and selected descriptive statistics such as median, mean, 

standard deviation. The collected empirical material obtained from the surveys was 

subjected to statistical analysis using the following methods:  

− Scale reliability analysis based on Cronbach's α coefficients. These methods were 

used in the initial stage of data analysis to assess the relevance and reliability of the 

scales used in the research tool.  

− Spearman's rank correlation analysis. This was used to establish the strength and 

significance of the relationships between the dependent variable (PI) and the inde-

pendent variables (HA, EA, NFA, NF). 

− Chi-square test with Yates correction. Conducted to determine the relationship 

between intention to purchase “light” foods and health and environmental concerns 

and attitudes towards natural and novel foods. 

− A multinomial ordered logit model was constructed in which the dependent varia-

ble (an ordinal variable) was a variable examining willingness to purchase “light” 

foods (categories: negative, ambivalent, positive).  

− The explanatory variables were health and environmental concerns and attitudes 

towards natural and novel foods. In order to check the quality of the model, a va-

lidity table was used. The countable R2 was approximately 71 %. 

A significance level of p < 0.05 was assumed for all statistical analyses. Calcula-

tions were performed using Excel 2000 and Statistica 13.3 (Tibco Software, Palo Alto, 

USA). 

Results and discussion 

Positive attitudes towards the intention to purchase “light” foods were taken by 

approximately 16 % and 25 % of the respondents, respectively. Most of the young 

women surveyed had ambivalent attitudes (61.52 % and 41.96 %, respectively) (tab. 

3).  

A significant positive correlation was observed between attitudes towards health 

(0.25), environmental attitudes (0.17), attitudes towards natural foods (0.26) and new 

foods (0.22), and intentions to purchase “light” foods. 
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Table 3.  Intention to purchase “light” foods 

Tabela 3.  Intencja zakupu żywności „light”  

 

Intentions towards “light” foods /  

Intencje wobec żywność light 

Number of people /  

Liczba osób 
[%] 

Negative / Negatywne 51 19.76 

Ambivalent / Ambiwalentne 105 40.70 

Positive / Pozytywne 102 39.54 

 

Consumer health consciousness has become an important factor driving the agri-

food market. Healthier food products entered global markets with great force in the 

21st century and quickly gained market share. Consequently, the food industry has 

responded to this trend by developing an increasing variety of new products with 

health-related claims and images, including organic and functional foods, which are 

chosen by consumers for their health-promoting properties [1].  

In the self-reported study, health attitudes correlated significantly, positively with 

all statements related to intention to purchase “light” foods. The effect of positive 

health attitudes was observed for statement 1 – “I have tried light products (e.g. drinks, 

cheese, cold cuts, sweets, etc.”, for which the median was 5 (i.e. at least 50 % of people 

answered “definitely yes”) and the correlation coefficient was 0.22 (tab. 4). 

On the other hand, in the Chi2 test, significant differences were observed between 

health attitudes and statements: statement number 1 – “I have tried light products (e.g. 

drinks, cheese, cold cuts, sweets, etc.)”, statement number 3 – “I am interested in con-

suming light foods in the near future”, statement number 5 – “I will make an effort to 

purchase light foods in the near future” (tab. 4). 

It has been shown [1, 28] that there is a general interest in more information about 

healthy foods. Consumers generally understand the relationship between food and 

health, and many are interested in taking appropriate actions. Our findings are con-

sistent with those of other studies that confirm the positive impact of intention to pur-

chase light food intake on consumer expectations and health. It is important that adults 

(in Poland) pay attention to the impact of the products they consume on their health. It 

is essential to conduct research monitoring the dietary behavior of various population 

groups to evaluate the need for preventive actions to ensure health and better safeguard 

the mental and physical condition of current and future generations [35]. 

Attitudes towards the environment did not significantly influence the intention to 

purchase light food. Regardless of the attitude, female respondents were dominated by 

rather and definitely yes answers (median 4 and 3) to most of the statements placed on 

the scale of intention to purchase light food. A positive, significant correlation was 

observed between attitudes towards the environment and statements made on the scale 

of intention to purchase energy-reduced food: statement number 3 – “I am interested in 



122 Anna Platta, Anna Mikulec, Milena Ruszkowska, Julia Pyszka-Gnyp, Monika Radzymińska 

consuming light foods in the near future”, statement number 4 – “I am willing to pur-

chase light foods”, statement number 5 – “I will make an effort to purchase light foods 

in the near future” (tab. 5). 

 
Table 4.  Impact of attitudes towards health on individual statements of the scale of intention to pur-

chase “light” foods  

Tabela 4.  Wpływ postaw wobec zdrowia na poszczególne stwierdzenia skali intencji do zakupu żywno-

ści „light” 

 

Stwierdzenia / Statements 1 2 3 4 

P
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y
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o
b
ec

 z
d
ro

w
ia

 /
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M
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M
ed

ia
n
a Negative / Negatywne 4.00 3.00 4.00 3.00 

Ambivalent / Ambiwalentne 4.00 4.00 4.00 3.00 

Positive / Pozytywne 4.00 4.00 4.00 3.00 

 

R** 0.14 0.20 0.15 0.20 

Chi2 9.63 13.51 8.19 13.14 

df 4 4 4 4 

p 0.05 0.01 0.08 0.01 

Explanatory notes/ Objaśnienia:  

*1 – “I would try dishes made of calorie-reduced raw materials” / “Spróbowałabym dań z surowców 

o obniżonej wartości kalorycznej”; 2 – “I am interested in consuming light foods in the near future” / 

„W najbliżej przyszłości jestem zainteresowany spożywaniem żywności light”; 3 – “I am willing to pur-

chase light foods” / „Jestem skłonna nabywać żywność light”; 4 – “I will make an effort to purchase light 

foods in the near future” /„Podejmę wysiłek, aby kupować żywność light”; **Spearman’s R, *** bold 

values are statistically significant (p < 0.05)/wartości pogrubione różnią się istotnie dla (p < 0.05) 

 
Table 5.  Influence of attitudes towards the environment on individual statements of the scale of inten-

tion to purchase “light” food  

Tabela 5.  Wpływ postaw wobec środowiska na poszczególne stwierdzenia skali intencji do zakupu 

żywności „light” 

 

Statements / Stwierdzenia 1 2 3 4 

A
tt

it
u
d
es

 t
o
w

ar
d
s 

th
e 

 

en
v
ir

o
n
m

en
t 

/ 
P

o
st

aw
y
 

w
o
b
ec

 ś
ro

d
o
w

is
k
a 

M
ed

ia
n
 /

 

M
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ia
n
a Negative / Negatywne 4.00 3.00 4.00 3.00 

Ambivalent / Ambiwalentne 4.00 3.00 4.00 3.00 

Positive / Pozytywne 4.00 4.00 4.00 3.00 

 

R** 0.06 0.14*** 0.12 0.13 

Chi2 5.89 5.20 5.05 3.36 

df 4 4 4 4 

p 0.21 0.27 0.28 0.50 

Explanatory notes/ Objaśnienia:  
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*1 – “I would try dishes made of calorie-reduced raw materials” / „Spróbowałabym dań z surowców 

o obniżonej wartości kalorycznej”; 2 – “I am interested in consuming light foods in the near future” / 

„W najbliżej przyszłości jestem zainteresowany spożywaniem żywności light”; 3 – “I am willing to pur-

chase light foods” /„Jestem skłonna nabywać żywność light”; 4 – “I will make an effort to purchase light 

foods in the near future” / „Podejmę wysiłek, aby kupować żywność light”; **Spearman’s R, *** bold 

values are statistically significant (p < 0.05) / wartości pogrubione różnią się istotnie dla (p < 0.05) 

 

Organic food is widely known for its positive impact on human health, as it is 

produced without the use of pesticides, herbicides, inorganic fertilizers, fertilizers de-

rived from sewage sludge, bioengineering, ionizing radiation, antibiotics and growth 

hormones [44]. As early as in 1989, Hay [18] found that organic food was perceived to 

be of better quality, better taste, healthier, more nutritious. Malaysian consumers have 

been shown to value health knowledge and perceived value in their intention to pur-

chase organic food products [42]. It is reasonable to assume that these factors would be 

important to food consumers when deciding about light foods made from organic raw 

materials. 

In our study, it was shown that attitude towards natural foods had both a signifi-

cant impact and a positive significant correlation was observed for the majority of 

statements regarding intention to purchase light foods (except for the propensity to 

purchase light foods). A particularly significant effect of a positive attitude towards 

natural foods was observed for statement number 1 – ”I have tried light products (e.g. 

drinks, cheese, cold cuts, sweets, etc.”, for which the median was 5 (i.e. at least 50 % 

of people answered ”definitely yes”) and the correlation coefficient was 0.24 (tab. 6). 

 
Table 6.  Influence of attitudes towards natural foods on individual statements of the scale of intention 

to purchase ”light” foods 

Tabela 6.  Wpływ postaw wobec żywności naturalnej na poszczególne stwierdzenia skali intencji do 

zakupu „light” 

 

Statements / Stwierdzenia 1 2 3 4 
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M
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ia
n
a Negative / Negatywne 4.00 3.00 4.00 3.00 

Ambivalent / Ambiwalentne 4.00 4.00 4.00 3.00 

Positive / Pozytywne 4.50 4.00 4.00 4.00 

 

R** 0.15 0.20 0.10 0.21 

Chi2 13.92 12.74 3.99 10.93 

df 4 4 4 4 

p 0.01 0.01 0.41 0.03 

Explanatory notes/ Objaśnienia:  

*1 – “I would try dishes made of calorie-reduced raw materials” / „Spróbowałabym dań z surowców 

o obniżonej wartości kalorycznej”; 2 – “I am interested in consuming light foods in the near future” / 

„W najbliżej przyszłości jestem zainteresowany spożywaniem żywności light”; 3 – “I am willing to pur-
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chase light foods”/„Jestem skłonna nabywać żywność light”; 4 – “I will make an effort to purchase light 

foods in the near future”/„Podejmę wysiłek, aby kupować żywność light”; **Spearman’s R, *** bold 

values are statistically significant ( p < 0.05)/wartości pogrubione różnią się istotnie dla (p < 0.05) 

 

As results from the literature on the subject, respondents' attitudes towards differ-

ent types of food (organic and functional foods), as well as health and health values of 

food, are mostly ambivalent in the subject studied [29]. However, it is important to 

highlight the fact that young shoppers represent an important segment of food buyers, 

who are particularly aware of and committed to the modern trend of sustainable con-

sumption [21]. At the same time, they are increasingly aware of the impact of their 

purchasing decisions on the environment and climate [47]. When young consumers 

buy food that is new to them, they pay particular attention to its quality and composi-

tion [23]. 

A positive, significant correlation was observed for attitudes towards new foods 

with statement number 2 – “I would try dishes made from calorie-reduced raw materi-

als” and statement number 4 – “I am willing to purchase light foods”. Only for state-

ment number 1 – “I have tried light products (e.g. drinks, cheese, cold cuts, sweets, 

etc.)” significant differences were observed between attitudes towards new foods. For 

this statement, the median was 5 (i.e. at least 50 % of people answered “definitely yes”) 

and the correlation coefficient was 0.29 (tab. 7). 

 
Table 7.  Influence of attitudes towards novel foods on individual statements of the scale of intention to 

purchase “light” foods 

Tabela 7.  Wpływ postaw wobec nowej żywności na poszczególne stwierdzenia skali intencji do zakupu 

żywności „light” 

 

Statements / Stwierdzenia 1 2 3 3 
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M
ed
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n
a Negative / Negatywne 4.00 3.00 4.00 3.00 

Ambivalent / Ambiwalentne 4.00 3.00 4.00 3.00 

Positive / Pozytywne 5.00 4.00 4.00 3.00 

 

R** 0.26 0.12 0.19 0.06 

Chi2 7.54 4.58 8.61 2.90 

df 4 4 4 4 

p 0.11 0.33 0.07 0.57 

Explanatory notes/ Objaśnienia:  

*1 – “I would try dishes made of calorie-reduced raw materials” /„Spróbowałabym dań z surowców 

o obniżonej wartości kalorycznej”; 2 – “I am interested in consuming light foods in the near future” / 

„W najbliżej przyszłości jestem zainteresowany spożywaniem żywności light”; 3 – “I am willing to pur-

chase light foods” / „Jestem skłonna nabywać żywność light”; 4 – “I will make an effort to purchase light 

foods in the near future” / „Podejmę wysiłek, aby kupować żywność light”; **Spearman’s R, *** bold 

values are statistically significant (p < 0.05)/wartości pogrubione różnią się istotnie dla (p < 0.05) 
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The literature reports that novelty-seeking positively influences consumer atti-

tudes in Turkey towards functional foods as an innovative product group [25]. This 

result fully corroborates the results of a study conducted by Cranfield et al. [7] on Ca-

nadian consumers. Carrillo et al. [3] found in their study that novelty-seeking positive-

ly influences attitudes and spending on functional foods. 

On the basis of the multivariate logit model constructed, it was shown that, as-

suming a significance level of 5 %, the statistically significant variables were: attitudes 

towards natural foods (category: positive), attitudes towards health (ambivalent catego-

ry), attitudes towards novel foods (category: positive): 

− people with a positive attitude towards natural foods are more than twice as likely 

to manifest a more positive intention to purchase “light” foods than people who are 

negatively disposed towards natural foods, ceteris paribus; 

− people with ambivalent attitudes towards concern for their own health are about 

90 % more likely to manifest a more positive intention to purchase “light” foods 

than people who are not concerned about their own health, ceteris paribus; 

− people with a positive attitude towards novel foods are more than twice as likely to 

manifest a more positive intention to purchase “light” foods than people who are 

negatively disposed towards novel foods, ceteris paribus (tab. 8).  

− The results obtained are confirmed by the literature on the subject. According to 

Cha et al. [4], utilitarian nutritional values were clearly superior to hedonistic nutri-

tional values as a basis for explaining consumer attitudes towards functional food 

consumption. While utilitarian nutritional values were strongly and positively re-

lated to participants' attitudes towards functional food consumption, hedonistic nu-

tritional values were less strongly and negatively related to attitudes. It was shown 

that predictors of intention to consume functional foods were dependent on wom-

en's and men's preferences [5]. It is important to highlight the fact that young 

shoppers represent an important segment of food buyers who are particularly aware 

of and committed to the modern trend of sustainable consumption [21]. At the 

same time, they are increasingly aware of the impact of their purchasing decisions 

on the environment and climate [47]. When young consumers buy food that is new 

to them, they pay particular attention to its quality and composition [13]. In addi-

tion, the use of convenience foods among Polish consumers varies widely and can 

depend on factors such as: gender, generation, level of monthly income, lifestyle. It 

was found that generation Z is more likely, compared to generations X and Y, to 

express an intention to consume convenience foods, new foods and are interested 

in unconventional food trends [36]. 

 

 



 

 
Table 8.  Estimating determinants of intentions to purchase “light” foods 

Tabela 8.  Oszacowanie czynników wpływających na intencje zakupu żywności „light” 

 

 

Value / 

Wartość 

Std. 

Error / 

Błąd 

t value / 

wartość t 

p value 

wartośc p 

CI Lower / 

CI dolny 

CI Upper / 

CI górny 

Odds Ratio / 

Iloraz szans 

Attitude towards the environment –  

ambivalent attitude / Postawa wobec środowiska – postawa 

ambiwalentna 

-0.134 0.344 -0.388 0.698 -0.810 0.540 0.875 

Attitude towards the environment – positive attitude / Postawa 

wobec środowiska – postawa pozytywna 
-0.047 0.352 -0.134 0.893 -0.741 0.642 0.954 

Attitude towards natural foods – ambivalent attitude / Postawa 

wobec żywności naturalnej – postawa ambiwalentna 
0.437 0.376 1.163 0.245 -0.298 1.180 1.548 

Attitude towards natural foods – positive attitude / Postawa 

wobec żywności naturalnej – postawa pozytywna 
1.005 0.508 1.979 0.048* 0.016 2.012 2.733 

Attitude towards health – ambivalent attitude / Postawa wobec 

zdrowia – postawa ambiwalentna 
0.650 0.322 2.020 0.043 0.021 1.286 1.916 

Attitude towards health – positive attitude /  

Postawa wobec zdrowia – postawa pozytywna 
0.598 0.377 1.585 0.113 -0.140 1.342 1.818 

Attitude towards novel foods – ambivalent attitude / Postawa 

wobec nowej żywności – postawa ambiwalentna 
0.239 0.320 0.746 0.456 -0.388 0.869 1.270 

Attitude towards novel foods – positive attitude / Postawa 

wobec nowej żywności – postawa pozytywna 
1.015 0.388 2.617 0.009 0.259 1.782 2.758 

Negative attitude, ambivalent attitude /  

Postawa negatywna, postawa ambiwalentna 
-0.029 0.386 -0.075 0.940 -0.810 0.540 0.875 

Ambivalent attitude, positive attitude / 

Postawa ambiwalentna, postawa pozytywna 
2.104 0.411 5.121 0.000 -0.741 0.642 0.954 

Explanatory notes/ Objaśnienia:  

*bold values are statistically significant (p < 0.05) / wartości pogrubione różnią się istonie (p < 0.05) 
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Conclusions 

1. Intentions to purchase “light” foods are related to psychosocial determinants such 

as attitudes towards health and the environment, attitudes towards natural foods 

and novelty foods.  

2. It was shown that female students with positive attitudes towards natural and novel 

foods and ambivalent attitudes towards health are more likely to manifest willing-

ness to purchase “light” foods than the other young women surveyed. 

3. Manufacturers and marketers of new foods should ensure that product information 

refers to attributes that realistically make them organic and products with high 

health benefits. These factors are particularly important to young women of Gener-

ation Z in Poland. 
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INTENCJE DO ZAKUPU ŻYWNOŚCI „LIGHT” WYBRANEJ GRUPY STUDENTEK 

POLSKICH UCZELNI WYŻSZYCH  

 

S t r e s z c z e n i e 

 

Wprowadzenie. Według danych literaturowych mimo rosnącej produkcji i zwiększenia asortymentu 

żywności typu light zainteresowanie tym asortymentem żywności nie rośnie. Konsumpcja żywności „li-

ght” wymaga przede wszystkim jej akceptacji wśród konsumentów. Celem badania było ustalenie, czy 

intencje do nabywania żywności „light” są powiązane z następującymi wskaźnikami psychospołecznymi: 

troską o zdrowie, troską o środowisko, postawą wobec żywności naturalnej, postawą wobec nowej żywno-

ści. Badanie przeprowadzono za pomocą specjalnie zaprojektowanego kwestionariusza, w którym za-

mieszczono stwierdzenia zaadaptowane z publikacji naukowych innych autorów odnoszące się do: intencji 

zakupu żywności light, postaw wobec zdrowia, postaw wobec środowiska, postaw wobec żywności natu-

ralnej i postaw wobec nowej żywności. Respondenci podczas badania wyrażali poziom aprobaty lub deza-

probaty wobec wszystkich zamieszczonych pozycji, posługując się 5-stopniową skalą Likerta. Dane empi-

ryczne przedstawiono jako rozkłady procentowe i statystyki opisowe. Metody analizy statystycznej 

obejmowały: analizę rzetelności skali opartą na współczynnikach α Cronbacha, korelację rang Spearmana, 

test chi-kwadrat z poprawką Yatesa, wielomianowy uporządkowany model logitowy.  

Wyniki i wnioski. Na podstawie badań ankietowych przeprowadzonych wśród młodych kobiet można 

stwierdzić, że intencje do nabywania żywności „light” są powiązane ze wskaźnikami psychospołecznymi, 

takimi jak: troska o zdrowie i środowisko, postawy wobec żywności naturalnej i nowości. Wykazano, że 

studentki o postawach pozytywnych wobec żywności naturalnej i nowej żywności oraz o postawach am-

biwalentnych wobec troski o zdrowie mają większe szanse na przejawianie gotowości do zakupu żywno-

ści „light” od pozostałych, badanych młodych kobiet. Te czynniki są szczególnie ważne dla młodych 

kobiet z pokolenia Z w Polsce. Badanie ma pewne ograniczenia. Pomimo dużej liczebności badanej grupy, 

uzyskane wyniki nie są reprezentatywne i nie mogą być uogólniane na populację młodych kobiet (pokole-

nie Z) w Polsce. 

 

Słowa kluczowe: żywność o obniżonej wartości energetycznej, akceptacja, intencje zakupu, młodzi kon-

sumenci, pokolenie Z  


