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1. Struktura prace

Diserta¢ni prace se zabyva analyzou spotiebniho chovani na trhu potravin oznafenych
znackami kvality a vytvofenim typologie spottebitelii vii¢i vybranym znackam kvality potravin

v Ceské republice.

Problematika znacek kvality spada do oblasti fizeni znacky (brand managementu) a pfi vyuziti
srovnavaciho pfistupu napfic staty rovnéZ do oblasti mezinarodniho marketingu a
mezinarodniho spottebniho chovani a pii odvétvovém zaméteni také do oblasti marketingu

potravinafstvi.

Struktura prace je tvofena Sesti piispévky, které jsou v dobé odevzdani prace v recenznim
fizeni, resp. v tisku ve vybranych ¢asopisech s IF nebo evidovanych v databazi Scopus. Prvnich
pét piispévki vzniklo v priabéhu doktorského studia autora prace a Sesty prispévek vznikl ve
spoluautorstvi s Ing. Sarkou Veléovskou, Ph.D. z Ekonomické fakulty Vysoké §koly bafiské —
Technické Univerzity Ostrava. Jde o clanek Certification of cheeses and cheese products origin

by EU countries (British Food Journal, 2015).

Prace obsahuje uvodni sjednocujici komentar, jenz zahrnuje shrnuti hlavnich myslenek
uvedenych ¢lankt a doplitkovych empirickych studii uvedenych v ptiloze prace. Uvedené
¢lanky maji nasledujici potadi, které postupuje od problematiky vnimani kvality, pfes chovani
spottebitele, analyzu postoji, segmentaci, tvorbu typologie a modelu nédkupniho chovani.
V poslednich dvou ptispévcich jsou doplnéna zjisténi o statni podpoie znacek kvality potravin

a o vyuzivani znacek kvality producenty syrt v Evropské unii.

1) Perception of Food Quality by Consumers — Literature Review (European Research
Studies Journal) — ¢lanek ptfedstavuje tivod do problematiky vnimani kvality potravin
spottebiteli ve svétové a Ceské literatuie.

2) Importance of Food Quality Labels Included in the European Union Quality Schemes
(EuroMed Journal of Business) — ¢lanek pfedstavuje systém znacek kvality potravin s
diirazem na Evropsky systém znaceni plivodu potravin.

3) Benefits of Regional Food Quality Labels for Czech Producers (International Journal
on Food System Dynamics) — ¢lanek predstavuje kvalitativni vyzkum zaméfeny na
vnimani statni podpory znacek kvality ¢eskymi vyrobci potravin.

4) Attitudes of Czech Consumers towards Food Quality Labels (International Journal of

Consumer Studies) — ¢lanek je zaloZen na vyzkumu postoji ¢eskych respondentt ke
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S)

6)

znackam kvality potravin a obsahuje vytvofeni segmentace a typologie ceskych
spottebitelil.

Consumer Preferences regarding Food Quality Labels: The Case of Czechia (British
Food Journal) — ¢lanek zahrnuje hlavni zjisténi z kvantitativniho vyzkumu provedeného
autorem a prezentuje vytvoreny model chovani spotiebitele.

Certification of cheeses and cheese products origin by EU countries (British Food
Journal, 2015) — ¢&lanek napsany ve spolupraci s Ing. Sarkou Veldovskou, Ph.D. z
Ekonomické fakulty VSB — Technické univerzity v Ostravé ukazuje vyuziti Evropského

systému znacek kvality vyrobci syri.



2. Uvod

Po zruSeni potravinatskych jakostnich norem v roce 1993 se kvalita mnoha vyrobkti zménila,
aniz by na to byl spottebitel jakkoli upozornén. Postupné se zacaly objevovat informace, zZe je
tteba sledovat slozeni vyrobkt, protoze neobsahuji to, co by ve skutecnosti obsahovat mély. Na
druhou stranu toto nelze vzdy vyrobci potravin urcit, leda by hrozilo poruSeni zdravotni
nezavadnosti. Problémem vSak bylo a zlstava, Zze ¢lovék nechodi nakupovat proto, aby v
obchodech stravil sviij ¢as ¢tenim mnohdy nepiehledné a necitelné psaného slozeni, které u
pultovych prodeji Casto nebyva k dispozici vitbec. Proto se bohuzel stava, Ze spotiebitel kupuje
falSované vyrobky, u nichz nejvétsi roli hraje nazev na obale, ne skutecné sloZeni €1 vyzivova

hodnota.

Casem se voditkem kvality nebo piipadné nekvality potravinai'skych vyrobk stala cena. Viak
ani ta dnes neni zarukou obsahu kvalitnich ¢i spotfebitelem ofekavanych surovin. Na jedné
stran¢ se dnes urcité ukazatele kvality vyrobkil zlepSuji, na strané¢ druhé dochazi ke stéle

Cast¢jSimu vyuzivani ndhrazek v potravinach.

Otazkou je, co si vlastné spottebitelé pod pojmem kvalitni potravina ptfedstavuji, jaké kladou
naroky a kritéria na kvalitni potraviny a podle ¢eho kvalitni potraviny rozeznavaji ptimo pii
nakupu. Vnimani kvality potravin je totiz subjektivni zélezitosti a kazdy spotiebitel ma jiné
pozadavky na to, co za kvalitni potravinu poklada. Podle Statni zeméd¢€lské a potravinaiské
inspekce tvofi celkovou kvalitu potravin predevsim nasledujici znaky: bezpecnost, chemické
slozeni, fyzikalni vlastnosti, senzorické vlastnosti, nutricni hodnota, ptivod potravin, doba
trvanlivosti, baleni a znaceni (Bendlova, 2014; Koptiva, 2016). ProtoZze neni mozné vSechny
znaky kvality potravin pfed jejich ndkupem ovéfit, hleda spotiebitel urcité zdroje informaci,
které mu s vybérem kvalitni potraviny mohou pomoci. Jednim z takovych zdroji jsou prave
znacky kvality potravin. Tyto znacky by mély byt garanci kvality dané¢ho vyrobku z hlediska
sloZeni, mista, zpiisobu vyroby a mély by spotfebiteli pomoci s vybérem kvalitnich a
nefalSovanych potravinarskych vyrobkll. Primarné jsou znacky kvality ureny k tomu, aby
pomohly spotiebiteli orientovat se v nabidce na trhu a ve vybéru kvalitnich potravin, aby
usnadnily jeho rozhodovdni a redukovaly jeho nejistotu pii ndkupu, kterd souvisi
s o¢ekavanymi charakteristikami potravin, at’ uz jde o jejich sloZeni, ptivod, zpisob vyroby
apod. Vyrobcim pak znacky kvality mohou pfinést konkurencni vyhodu a vys$i Sance

v uplatnéni na domacich i mezinarodnich trzich. Nicméné tyto funkce plni znacky kvality pouze



v omezené mife. Problém spociva v jejich expanzi, ke které doslo béhem nekolika poslednich

let (VelCovska, 2018).

Vzhledem k tomu, Zze se na kvalitu jako na faktor pfi vybéru potravin diva stile vice
spotiebitelti, 1 znacky kvality timto nabyvaji na vyznamu (Velcovskd, 2018). Jsou vyznamné
nejen pro spotiebitele, ale také pro vyrobce, ktery timto zptisobem mutize na sviij vyrobek, jez
splituje dané parametry k ziskdni takové znacky, spotfebitele upozornit nebo se odliSit od

konkurence a tim ziskat ur¢itou konkuren¢ni vyhodu.

Znacky kvality neboli tzv. ucelové znacky jsou grafické symboly, které se vyskytuji na obalu
produktu nebo na produktu samotném, ptipadné v doprovodnych informac¢nich materidlech.

Informuji o vybranych parametrech produktu (obalu) ¢i jeho uziti (VelCovska, 2005).

Znacky kvality jsou néstrojem, jak ubezpecit spotiebitele o kvalité prostfednictvim certifikace.
Konkrétni znacky pokryvaji jen urCity aspekt kvality, to znamena, Ze se na trhu lze setkat se

znackami kvality vyrobkill nebo zna¢kami kvality sluzeb.

Dle Tuldera (2006) existuje mezi znackami kvality velka rozmanitost. Znacky je mozné délit
dle n€kolika kritérii (Velcovska, 2018): (1) zavaznost a trzni vyhoda, (2) kvalita a obsah, (3)
rozsah, (4) geografické hledisko a (5) ndklady na certifikaci.

V disertacni praci a jednotlivych ptispévcich se dale pracuje s rozdélenim znacek dle obsahu

na znacky garantujici:

- kvalitu nebo vybrané charakteristiky kvality (Klasa, Vim, co jim)

- bezpecnost (Bezpecna hracka, Zdravotné nezdvadna obuv)

- pivod vyrobku (Cesky vyrobek, Regionalni potravina, Chranéné oznaceni piivodu)
- ekologi¢nost (Bio — produkt ekologického zemédélstvi, Ekologicky Setrny vyrobek)
- typ obalu (Zeleny bod)

a ostatni znacky (Zivotnost plus).

Znacky kvality maji nepopiratelny vyznam jak pro vyrobce, tak pro spotiebitele. Spotiebitelim
tyto znacky poskytuji urcitou jistotu, jelikoz vyrobek nesouci danou znacku musi plnit
stanovené normy ¢i pozadavky. Znacky kvality dale pfispivaji k snadnéjsi orientaci na trhu —
,jak si vybrat s minimalnim rizikem kvalitni vyrobek ¢i sluzbu“. Jednim z pfedpokladi
soucasného chovani spottebitell je fakt, Ze lidé stale castéji kupuji produkty ne proto, co délaji,
ale proto, co pro né¢ znamenaji. Mnohdy neni produkt hodnocen podle svych konkrétnich kvalit

(ne jadra, tedy hlavniho uzitku, ktery ma poskytovat), ale dle tzv. rozSifeného produktu



(souboru nehmatatelnych prvki, které piindSeji spotiebiteli vnimanou vyhodu, napf. image,
servis, poradenstvi apod.). Soucasti rozsiteného produktu jsou i znacky kvality, které timto

zpusobem ovliviiuji chovani spottebitele (Turéinkova, 2007; Klanova, 2013).

Ptinos znacek pro vyrobce je mnohdy daleko vyssi nez pfinos znacek pro spotiebitele. Znacka
kvality mize fungovat jako efektivni marketingovy nastroj, ktery vede ke zvyseni odbytu (po
ziskani loga nékteré ze znacek) ¢i ke zvySeni povédomi mezi spottebiteli, znacky jsou tedy
vyrobci vnimany jako dalezity ndstroj podpory prodeje. Z pruizkumu realizovaného agenturou
Focus Agency pro odborné periodikum Marketing Journal vyplyva, Ze 81 % spole¢nosti vidi
hlavni pfinos pouzivani znac¢ek kvality v o¢ekavaném navyseni divéry spotiebiteld. DalsSim
pfinosem je jiz zminéné navySeni trzeb a zplsob, jak se odliSit od konkurence. A 39 %
spolec¢nosti pak vnima znacku kvality jako garanci stalosti vyroby a vysoké kvality svych

produktti (Focus Agency, 2013; Horacek, 2014).

Na ceském trhu s potravinami se nachazi velké mnozstvi znacek kvality, které by mély byt
voditkem pro spotiebitele a zaroven zarukou kvality a ptivodu vyrobku. Spotiebitel se mtze
setkat se znaCkami pouzivanymi pouze pro vyrobky potravinarské (napt. znaCka Klasa ¢i
Regionalni potravina) nebo se znackami, které se udéluji 1 v jinych vyrobkovych kategoriich

(napt. CZECH MADE nebo Cesky vyrobek).

Podle vysledkt studie TNS Opinion & Social Network (European Commision, 2012), jez byla
provedena vramci vyzkumu Special Eurobarometer Survey ve vSech Clenskych statech
Evropské unie na reprezentativnim vybérovém souboru 26 593 respondenti, bylo zjisténo, ze
pouze 22 % respondentil pii ndkupu potravin pravidelné kontroluje, zda ma produkt néjakou
zna&ku kvality a v Ceské republice toto provadi jen 15 % respondentii. To potvrzuje i vyzkum
marketingové agentury STEM/MARK (Potravinaiska komora CR, 2015) provedeny na
vybérovém souboru ¢eskych respondentl. Ten potvrdil nizkou znalost znacek kvality potravin
mezi ¢eskymi spotiebiteli a respondenti rovnéZz deklarovali nedostatek informaci o znackach
kvality (Potravinaiska komora CR, 2015). Pouze 9 % Cechil pii nikupu potravin upiednostni
produkt certifikovany znackou kvality pied produktem bez takové znacky. Cesti spotiebitelé
maji tendenci preferovat spiSe regionalni a narodni produkty pfed zahrani¢nimi, protoze jejich
motivem je také podpofit Ceské vyrobce oproti zahrani¢nim. S tim koresponduje 1 zjisténi, Ze
narodni znacky kvality jsou zndmé&j$i neZ znacky evropské a globalni. Nejzndméjsi znackou
kvality v Ceské republice je znacka Klasa, kterd dosahuje podpofené znalosti skoro 90 %.
Bohuzel znalost ostatnich znacek kvality je podstatné niz$i a pohybuje se od 0 % do 25 %.
Pozitivnim faktem je, Ze Cesti spotiebitelé vnimaji znacky kvality potravin jako uzitecné a mayji
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zajem o informace tykajici se této problematiky. Hlavni bariérou nakupu certifikovanych

vyrobkil je pak informaéni deficit (Potravinaiska komora CR, 2015).



3. Znadky kvality potravin ve védecké literatui‘e

Kapitola 3. Znacky kvality potravin ve védecké literatufe popisuje vyvoj zkoumani znacek
kvality potravin v Ceské a svétové védecké literatufe. Prezentované vystupy pochdzeji z reSerSe

provedené v databazi Scopus s vyuzitim metodiky dle Machka (2017).

Nejprve byl v databazi Scopus proveden dotaz na vybér prispévka z oblasti znacek kvality
potravin. V prvnim kroku byla pro vyhledavéani vyuzita nasledujici klicova slova: food quality
labels, quality labels, food labels a quality schemes v moznosti nazev clanku, abstrakt a klicova
slova. Druhym krokem bylo omezeni vysledkd vyhledavani na obory ekonomika, management
a ucetnictvi, ekonomie, ekonometrie, finance a socialni védy a zemédélské a biologické védy.
Déle byly analyzovany vysledky za poslednich 15 let, tj. ¢lanky z let 2003-2018. Vysledkem
vyhledavani je 579 ¢lank.

Obrazek 1 Vyvoj poctu ¢lanka zamérenych na znacky kvality potravin v databazi Scopus

(2003-2018)
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Zdroj: vlastni zpracovani

Nartst poctu védeckych publikaci je mozné, ve shodé¢ s Machkem (2017), vysvétlit dvéma

hlavnimi pfi¢inami. Jednak celosvétovym tlakem na nardst kvalitni publikaéni ¢innosti, coz



znamena také prispévky v Casopisech evidovanych v databazi Scopus a druhym divodem je

narust poctu ¢asopist v téchto databazich evidovanych.

Z vyse uvedeného poctu publikovanych ¢lankt vSak dosud nebyl publikovan zadny, ktery by
byl kompletni literarni reSer$i. Byly vSak publikovany literarni reserSe studii zaméfenych napf.

na vnimani vyzivovych informaci na znackach kvality spotiebiteli (Grunert, 2007).

Nejvetsi pocet prispévkia byl publikovan v Casopisech British Food Journal (23), Food Policy
(22), Food Quality and Preference (19) a Nutrients (18). Jde o Casopisy primarné zaméfené na

oblast zemédé&lskych a biologickych veéd (potravinaistvi).

Druhou skupinou jsou €asopisy zaméfené do oblasti ekonomiky a managementu, které rovnéz
publikuji ¢lanky o znackach kvality potravin. Jde napt. o International Journal of Consumer
Studies (17), Journal of Food Products Marketing (16), American Journal of Agricultural
Economics (6) ¢i Quality — Access to Success (4). Ostatni Casopisy publikovaly méné nez Ctyii
ptispévky, a proto nelze zdlraznit jejich zaméfeni na tématiku znacek kvality potravin. Na
rozdil od jinych védeckych oblasti neexistuje zadny casopis evidovany v databazi Scopus
zaméteny na znacky kvality potravin. Podle ndzoru autora disertacni prace neni takovy ¢asopis
vibec vydavan a z toho diivodu autofi piSici o znackach kvality potravin publikuji nejcastéji v
casopisech zamétfenych praveé na oblast zemédélskych véd, resp. potravinarstvi a ekonomiky a

managementu.

V ¢asopisech vydavanych v Ceské republice jsou ¢lanky o znackach kvality potravin pouze ve
dvou periodikach Acta Universitatis Agriculturae et Silviculturae Mendelianae Brunensis (3) a

Czech Journal of Food Sciences (1). Cesti autofi proto musi vyuzivat zahrani¢nich ¢asopist.

Poradi zemi podle ptiivodu autort ptispévkll o znackach kvality potravin je nasledujici: USA
(149), Italie (59), Francie (44), Spanélsko (36), Spojené kralovstvi (36). Cesti akademici dosud

publikovali 11 p¥ispévkd, a to fadi Ceskou republiku na 14. misto.

Tak jako je patrnd koncentrace publikovanych ¢lankti o znackach kvality potravin v urc¢itych
zemich, je mozné vyhledat i pracoviSté, kterd se na vyzkum znacek kvality zamétuji. Jde
zejména o lowa State University a tym W. E. Huffmana, Ghent University a W. Verbekeho,
Aarhus University a tym K. G. Grunerta a dale Universidad de la Republica v Montevideu (G.
Ares a R. M. Nayga).

Hlavni témata vyzkumu v oblasti znacek kvality potravin jsou zamefena na vnimani znacek

kvality (nebo vybrané znacky) spotiebiteli a analyze postoji spotiebitelti vii¢i znacce. Druhou



skupinou jsou prace zaméfené na porovnani systému znaceni potravin v rdmci vybranych

regionu €i statl — tyto prace maji jak deskriptivni, tak empiricky charakter.

Dale je mozné tvrdit, ze zcela ptevazuji prace s kvantitativnim vyzkumnym designem
(nejcastéji dotazovani) a méné nez 5 % jsou zastoupeny prace s kvalitativnim vyzkumnym
designem. Ty nejcastéji vyuzivaji metod hloubkovych rozhovort, ptipadovych studii nebo
experimentl. VétSina ¢lankd vyuziva primarni data, ale jsou i piispévky zalozené na analyze

sekundarnich z riznych databazi sdruzujicich znacky kvality potravin.

Tabulka 1 Piehled vyznamnych studii o zna¢kach kvality potravin za obdobi 2003-2018

Primarni data
Priehledové studie

Kvantitativni design Kvalitativni design
Albuquerque et al., 2018 Gracia a De-Magistris, 2016 | Grunert a Aachmann, 2016
Bonano et al., 2018 Klanova, 2016
Velcovska, 2018a; 2018b Grunert, 2005
Bryla, 2017

Dias a Mendes, 2017
Kosic¢iarova et al., 2016
Likudis, 2016

Meixner a Haas, 2016
Riivits-Arkonsuo et al., 2016
Roselli et al., 2017
Sepulveda et al., 2016
Simeone et al., 2016
Velcovska a  Klapilova
Krbova, 2016

Chalupova, 2016

Rojik, 2016

Velcovskd a Del Chiapa,
2015

Velcovska a Sadilek, 2014
Rijswijk a Frewer, 2006

Zdroj: vlastni zpracovani



4. Metodika prace

Kapitola 4. Metodika prace popisuje metody pouzité v disertaéni praci, zejména rozsifuje
¢lanek s nazvem Attitudes of Czech Consumers towards Food Quality Labels. V této kapitole
jsou popsany cile prace, uvedeny vyzkumné otazky, popsan vybérovy soubor a nasledné
provedena analyza dat. Analyza primarnich dat zterénniho dotazovani je doplnéna
sekundarnimi daty z projektu MML-TGI a nasledné jsou ob€ navrZzené segmentace propojeny

v ramci kapitoly 4.4 Propojeni se segmentaci dle dat MML-TGIL.

4.1. Cile prace

Hlavnim cilem vyzkumu je zjistit postoje Ceskych spotiebiteli k potravinam oznacenym
znaCkami kvality potravin a vytvofit spotiebitelskou typologii zaloZenou na postojich ke

znackam kvality potravin.
Hlavni cil prace byl rozpracovan do nize uvedenych dil¢ich cil:

1) Zjistit asociace spotiebitelll s pojmem kvalitni vyrobek v piipadé potravin a definovat
faktory, podle kterych spotiebitelé identifikuji kvalitni vyrobek pti ndkupu na prodejné
(kritéria vybéru kvalitniho vyrobku).

2) Zjistit postoje k vybranym znac¢kam kvality potravin.

3) Zjistit znalost vybranych znacek kvality potravin na ¢eském trhu.

4) Identifikovat rozdily v postojich ke kvalit¢ a znackdm kvality potravin mezi
jednotlivymi segmenty spotiebiteld.

5) Vytvoiit typologii zdkaznikli zaloZenou na postojich ke znackam kvality potravin a
popsat sociodemograficky profil a spotiebitelské chovani jednotlivych typt

spotiebiteld.

4.2. Vyzkumné otazky

V navaznosti na cile byly formulovany specifické vyzkumné otazky (SVO):

SVO1: Jaké je vyuziti evropského systému znaceni potravin z hlediska kvality

potravin v jednotlivych statech Evropské unie?
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Tato specifickd vyzkumna otazka je zodpovézena v ptispévcich Perception of Food Quality by
Consumers — Literature Review a Importance of Food Quality Labels Included in the European

Union Quality Schemes.

SVO2: Jaké jsou prinosy regionilniho znaceni potravin pro producenty a jak

producenti vnimaji regionalni znacky z hlediska kvality potravin?

Specificka vyzkumna otazka SVO2 je zodpoveézena v piispévku Benefits of Regional Food

Quality Labels for Czech Producers.

SVO3: Které znacky potravin spoti‘ebitelé znaji?

SVO4: Je znacka kvality faktorem, ktery spotiebitelé vyuZivaji pfi nakupu potravin
pro rozpoznani kvalitniho vyrobku?

SVOS5: Jak spliiuji potraviny oznacené znackami kvality o¢ekavani zakazniki?
SVO6: Povazuji spotiebitelé potraviny oznafené znacCkami kvality za skute¢né
kvalitnéjsi?

SVO7: Jsou znacky kvality potravin divéryhodné?

SVOS8: Jsou zakaznici ochotni platit vice za potraviny oznacené znackami kvality nez
za potraviny neoznacené?

Poslednich Sest specifickych vyzkumnych otazek je zodpovézeno v piispévcich Attitudes
of Czech Consumers towards Food Quality Labels a Consumer Preferences regarding Food

Quality Labels: The Case of Czechia.

4.3. Vybérovy soubor

Vyzkum byl proveden s vyuZitim primarnich dat. Samotnému vyzkumu piedchazela pilotaz,
béhem které bylo v obdobi od prosince 2015 do ledna 2016 osloveno 36 respondentti, piicemz
rozloZeni zhruba odpovidéa rozloZeni sledovanych kategorii v populaci. V ramci pilotaze byl
ovéten navrzeny dotaznik, ktery byl pouZit v samotném vyzkumu, ktery se konal od 18.2.2016
do 1.3.2016 na vybérovém souboru 444 respondentl. Zaroveil byly rozhovory nahravany za
ucelem piipadného kvalitativniho vyhodnoceni. Zakladni vysledky pro jednotlivé otazky jsou
dostupné v ptiloze 2, tabulky 2.1 az 2.3.

Zakladni soubor tvofili v§ichni obyvatelé Ceské republiky starsi 18 let, vybérovym souborem
pak byli respondenti osloveni pfed prodejnami potravin.

Vyzkumnou technikou bylo osobni dotazovani, kdy respondenti odpovidali na soubor 13 otazek
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s uzavienymi a otevienymi otazkami a Skalovymi otdzkami. Pro vybér respondentti byl zvolen

systematicky vybér, kdy respondenti byli dotazovani pted prodejnami potravin, a technika

vhodné ptilezitosti. Otazky byly zamétfeny na zjisténi postoji respondentd k nadkupu potravin

oznaCenych znackami kvality a jejich znalosti znacek kvality uvadénych na potravinach

prodavanych v Ceské republice. Dale dotaznik obsahoval segmentatni otazky na velikost

domacnosti, celkovy ¢isty piijem respondentovy domdacnosti, nejvyssi dosazené vzdélani

respondenta a PSC, na zakladé kterého byl identifikovan region bydli§té. Cilem dotazovani bylo

ziskat vice odpovédi od zen, které maji na ndkupni chovani u potravin vétsi vliv a rozhodovaci

pravomoci nez muzi. Respondenti byli ochotni odpovidat na otdzky a nebyl zaznamenan

vyznamnéjsi pocet respondenttl, kteti by se zdrahali dotazovani zucastnit. Ziskana data byla

posléze zpracovana a provedeno ttidéni prvniho a druhého stupné, provedena korelacni analyza.

Tabulka 2 Charakteristika vybérového souboru (n = 444, hodnoty jsou uvedeny v %)

1 8,3 Do 10 000 16,7
22,3 19,4
2 10 001-20 000
22,2 27,8
3 20 001-30 000
Pocet ¢lenu Celkovy mési¢ni Cisty
domacnosti 4 222 prijem domacnosti (K¢) 30 001-40 000 13,9
25,0 11,1
40 001-60 000
5
11,1
Nad 60 000
Zakladni 11,1
20-29 let 41,7
Stredgskolske bez 16,7 30-39 Jet 19,5
maturity
Vzdélani . ; Vék
Stredgskolske S 44,4 40-49 Jet 19,4
maturitou
Vyssi odborna skola | 2,8 50-59 let 11,1
Vysokoskolské 25,0 60 let 8,3
> 63,9 Praha a
Zena Stiedocesky kraj | 6%
Pohlavi Region Plzeiisky kraj 2.8
Muz 36,1
Olomoucky kraj 33,4

Zdroj: vlastni zpracovani
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4.3.1. Vytvoreni typologie spotiebitelii na zakladé postoji ke znackam kvality

potravin

Postoje spotiebiteld jsou klasifikovany do tii skupin: (1) postoje k vybrané znacce kvality, (2)
postoje ke kritériim vybéru (cena, piidana hodnota, ekologické zpracovani, lokalni produkt,
baleni atd.) a (3) postoje k informa¢nim zdrojim (vyznam informacnich zdroji, intenzita
shromazd’ovani informaci, role referencnich skupin a postoje k nim, preference modernich
technologii).

S vyuzitim metody shlukové analyzy jsou z vybérového souboru respondentii vytvotfeny tfi
shluky, které charakterizuji postoje jednotlivych typt spotiebitelti. Shluky jsou nyni nazvany
vyhledavajici kvalitu, nepfemyslejici o kvalité a impulzivné nakupujici.

Pro shlukovou analyzu byla vyuzita Ctyfi tvrzeni respondentli méfend na pétistupnové Skale
s krajnimi hodnotami zcela souhlasim a zcela nesouhlasim (rozlozeni odpovédi pro tvrzeni je v
ptiloze 2, tabulka 2.4):

T1: Potraviny oznac¢ené znac¢kami kvality spliuji moje ocekavani.

T2: Potraviny oznacené znac¢kami kvality jsou skutecné kvalitnéjsi.

T3: Znacky kvality jsou diivéryhodné.

T4: Jsem ochotna/y platit za potraviny oznacené znackami kvality vice neZ za potraviny

neoznacené.

V prvnim kroku byla spocitana korelacni matice reprodukujici urovenn vSech vzajemnych
vztahii uvniti souboru ukazateli. Vzhledem k charakteru vystupujicich dat byl vyuzit
Spearmanliv korela¢ni koeficient, ktery je neparametricky a nevyZaduje normalitu dat
s testovanim na hladin€ vyznamnosti 5 %. Cilem korela¢ni analyzy bylo zjistit, zda a do jaké
miry mezi sebou jednotlivé postojové otazky koreluji. Dle pozadavki na shlukovou analyzu by
nezavisle proménné nemély byt mezi sebou pfili§ vysoce korelovany, nebot’ by byl porusen
poZadavek na absenci multikolinearity. Po prozkoumani bivaria¢nich korelaci 1ze konstatovat,
ze vzajemné korelace nejsou piili§ vysoké (viz ptiloha 2, tabulka 2.5).

Do shlukové analyzy, ktera nasledovala v dal§im kroku, byla zahrnuta v§echna ¢tyfi tvrzeni.
Posléze bylo provedeno hierarchické shlukovani (Hierarchical Cluster Analysis) s vyuzitim
Wardovy metody a méfeni vzdalenosti pomoci ¢tverct euklidovské vzdalenosti. Na zékladé
rozdili koeficientd bylo doporuceno vytvofit tfi az Ctyfi shluky. S ohledem na narocnost
interpretace, velikost vybérového souboru, rozdilu koeficientli (tabulka 3) a pocet prvkl

v jednotlivych shlucich bylo s vyuzitim Wardovy metody rozhodnuto o vytvofeni tii shlukd,
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které jsou pomérné pocty prvka srovnatelné (jeden vétsi a dva mensi shluky).

Tabulka 3 Aglomera¢ni tabulka shluki spotrebiteli dle postoji ke znackam kvality

Aglomera¢ni tabulka
Krok Shluk 1 Shluk 2 | Koeficienty | Krok, kdy se shluk Dalsi
poprvé objevi krok

321 2 8 6821,481 Shluk 1 | Shluk 2
322 5 10 7402,460 320 317 334
323 3 7 7956,306 326 325 334
333 1 5 8637,366 328 330 335
334 2 3 9335,497 331 332 335
335 1 2 10328,478 333 334 0

Zdroj: vlastni zpracovani

Ti1 shluky, které charakterizuji postoje jednotlivych typl spotiebitelti, jsou nazvany
vyhledavajici kvalitu, nepremyslejici o kvalité a impulzivné nakupujici.

Zastoupeni shluki je uvedeno v tabulce 4, kdy nejvétsi je shluk neprfemyslejici o kvalité, do
kter¢ho bylo zatazeno 48,3 % respondentl, poté nésleduji dva podobné velké shluky
impulzivné nakupujici s 26,2 % respondentli a vyhledavajici kvalitu, ktery zahrnuje 25,5 %

respondentt.

Tabulka 4 Relativni zastoupeni shluki

Shluk | Nazev shluku Pocet respondentii | % respondentii
Shluk 1 | Vyhledavajici kvalitu 113 25,5
Shluk 2 | Nepfemyslejici o kvalité | 215 48,3
Shluk 3 | Impulzivné nakupujici 116 26,2

Zdroj: vlastni zpracovani

Existence statisticky vyznamnych rozdili mezi shluky byla ovéfena pomoci Kruskal-Wallis
testu, pficemz vhodnost tohoto testu byla pfedem ovéfena Shapiro-Wilk testem normality, ktery
prokazal, Ze neni splnén predpoklad normality dat (viz pfiloha 2, tabulka 2.6). Nulova hypotéza
Kruskal-Wallis testu Ho byla formulovdna jako neexistence rozdili v medianech mezi

testovanymi skupinami a alternativni hypotéza Hi piedpokladdala, ze mezi testovanymi
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skupinami existuji rozdily v medianech (viz ptiloha 2, tabulka 2.7). Hodnoty koeficientu Eta
vykazuji relativné silnou az silnou asociaci mezi sledovanymi proménnymi (viz ptiloha 2,
tabulka 2.8).

Na zéklad¢ vysledkt testu pfijimame u vSech tvrzeni alternativni hypotézu H; a mezi shluky

existuji statisticky vyznamné rozdily v medianech.

Tabulka 5 Kruskal-Wallis test pro vS§echny shluky

Tvrzeni T1 T2 T3 T4
Chi-Square 60,821 84,774 102,806 62,764
Df 2 2 2 2
Asymp. Sig 0,000 0,000 0,000 0,000

Zdroj: vlastni zpracovani

Respondenti ze shluku nepfemyslejici o kvalit¢ hodnotili vSechna tvrzeni podprimérné
(primérné hodnoty byly od 2,43 do 2,92), s benefity znacek spiSe nesouhlasi a informace o
znackach vnimaji jako nedostatecné. Opakem je shluk vyhledavajici kvalitu, kde jsou hodnoty
odpovédi u jednotlivych tvrzeni nejvyssi (od 3,79 do 4,09). U tietiho segmentu impulzivné

nakupujici byly hodnoty odpovédi u jednotlivych tvrzeni v intervalu od 3,13 do 3,76.

Tabulka 6 Popisné statistiky pro jednotlivé shluky

T1 T2 T3 T4
Vyhledavajici kvalitu Mean 3,84 3,89 3,79| 4,09
N 113 113 113 113
Std. Dev. 0,56| 0,60 0,63 0,28
Median 4001 4,00 4,00 4,00
Min 1 2 2 4
Max 5 5 5 5
Nepremyslejici o kvalité Mean 292 2,84 2,78 2,43
N 215 215 215 215
Std. Dev. 0,49| 0,44| 0,53| 0,90
Median 3,00 3,00| 3,00| 2,00
Min 2 2 2 1
Max 4 4 4 4
Impulzivné nakupujici Mean 3,76\ 3,63| 3,66| 3,13
N 116 116 116 116
Std. Dev. 0,49 0,67| 0,67 1,12
Median 4,000 4,00f 4,00f 3,00
Min 2 2 2 1
Max 4 4 4 5

Zdroj: vlastni zpracovani
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4.3.2. Zastoupeni shlukii v sociodemografickych charakteristikiach spotiebiteli

Poté, co byly identifikovany shluky spottebiteld na zaklad¢ jejich postoji ke znackam kvality
potravin a k informacim o téchto znackach, bylo zjistovano, jak jsou tyto shluky zastoupeny ve
vybranych sociodemografickych skupinach spotiebitell (viz piiloha 2, tabulka 2.9). K ovéfeni
statisticky vyznamnych rozdili mezi shluky bylo vyuzito statistické testovani. Pro proménné
pohlavi, vzdélani, velikost domacnosti a Cisty piijem domécnosti byl vyuzit chi-kvadrat test
nezavislosti. Nulovd hypotéza Hy byla definovana jako neexistence statisticky vyznamnych
rozdill mezi testovanymi skupinami a alternativni hypotéza Hi jako ptedpoklad, Ze mezi
skupinami existuji statisticky vyznamné rozdily. Na zaklad¢ provedeného chi-kvadrat testu byly
prokazany statisticky vyznamné rozdily mezi vytvofenou typologii spottebitelii a vzdélanim
(sig = 0,04) a vékem (sig = 0,005). Pohlavi (sig = 0,316), velikost domacnosti (sig = 0,451) a
pfijmovd skupina (sig=0,285) nemaji statisticky vyznamny vliv; vSe na hlading
pravdépodobnosti p = 0,05.

Jak je vidét na obrazku 2 mezi muzi je 18,4 % impulzivnich nakupujicich, 60,5 %
vyhledavajicich kvalitu a 21,1 % spotiebitelll neptemyslejicich o kvalité. U Zen je 29,1 % ze
segmentu impulzivné nakupujicich, 44,5 % vyhledéavajicich kvalitu a 26,4 % spotiebitelek
nepiremyslejicich o kvalité, viz obrazek 2. Na zdklad¢ provedeného chi-kvadrat testu vsak

nemiizeme potvrdit statisticky vyznamny rozdil mezi pohlavim spotiebiteli.

Obrazek 2 Zastoupeni shluki mezi muZi a Zenami

100%
80%
60% )
40% 26,4% 60,5% 44,5%
20% 0
26,4% 18,4% 29,1%
0%
Typologie MuZi Zeny

B Impulzivni  OVyhledavajici E Nepremyslejici
Zdroj: vlastni zpracovani
Struktura vzdélanostnich skupin spotiebiteli se u jednotlivych shlukl ptili§ nelisi. Jedinou

vyjimkou je zastoupeni respondenti se stiedni Skolou bez maturity v segmentu vyhledavajicich

kvalitu. Déle je u segmentu spottebiteld nepiemyslejicich o kvalité vyssi podil respondentl se
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sttedni Skolou nez u segmentu impulzivné nakupujicich. To je také vidét na obrazku 3. Tyto

rozdily jsou statisticky vyznamné (sig = 0,04).

Obriazek 3 Zastoupeni shluki ve vzdélanostnich skupinach spotiebiteli

100%
80% 50,0% 52,8% 43,2%
60%
o)
40% 7,5% 4,2%
(o)
20% 42,5% 34,7% 56,8%
Impulzivni Vyhledavajici Nepremyslejici

0SS bez maturity OSS s maturitou @VOS MEVS

Zdroj: vlastni zpracovani

Zajimavé je také zjiSténi, ze nejvetsi podil spotiebiteli vyhledavajicich kvalitu potravin
oznaCenych znaCkami kvality je ve skupiné dvouclennych a viceClennych (5 a vice)
domacnosti. Nejvice respondentli ze segmentu nepiremyslejicich o kvalit¢ je pak ve
dvouclennych a tfi¢lennych az ¢tyiclennych domacnostech, viz obrazek 4. Velikost domacnosti

také neni signifikantnim faktorem (sig = 0,451).

Obrazek 4 Zastoupeni shluki ve velikosti domacnosti spotiebiteli

100% ''''''''''''''''''''' 19/ ...............

----- : 19,69 € 007

g0%  [28:2% 21,75% e 33,9% 22:0%
60% R

49,0%
40% - 33,3% 33,9% 58,3%
20% 29,8% 25 0% 31,4% 32,1% T
0% :
Typologie 1 2 3az4 5 a vice

B Impulzivni OVyhleddavajici O Nepremyslejici

Zdroj: vlastni zpracovani

V kategorii ptijmové skupiny domécnosti respondenta je vidét, Ze respondenti s nejvysSim

Cistym piijmem v domacnosti (60 000 K<) jsou nejcastéji v segmentu vyhledavajicich kvalitu
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(13,5 %) a nejméné Casto v segmentu impulzivné nakupujicich (7,5 %). Naopak nejvice
respondentlt s ¢istymi piijmy pod 20 000 K¢ je ve skupiné nepiemyslejicich o kvalité

(obrazek 5). Ani Cisty pfijem domacnosti neni statisticky vyznamnym faktorem (sig = 0,285).

Obrazek 5 Zastoupeni shluki v prijmovych skupinich domacnosti spotiebiteli (Cisty

prijem domacnosti)

Nepremyilejici 7,7% 154% | 20,5% | 30,8% [ 12,8% [12,8% |

Vyhledavajici 54%f 17,6% | 243% |  257% | 13,5% |Niosoe

Impulzivni 5,0%12,5% | 22,5% | 35,0% [ 175% [7,5%

Vybérovy soubor 4,1% 16,2% |  23,6% | 30,4% [ 14,9% [10,8%]
0% 20% 40% 60% 80% 100%

B Do 10 000 K¢ 0010001 - 20 000 K¢ O 20 001 - 30 000 K¢
@ 30001 - 40 000 K¢ @40 001 - 60 000 K¢ B Nad 60 000 K¢

Zdroj: vlastni zpracovani

Jestlize mezi predchozimi sociodemografickymi charakteristikami a vytvofenou typologii
zadny statisticky vyznamny vztah neexistuje, tak mezi vékem respondenta a typologii je
statisticky vyznamny vztah (sig = 0,005). Segment vyhledavajicich kvalitu ma nejvétsi podil
respondentl ve véku 4059 let, a naopak nejvétsi pocet nejmladsich respondenti je v segmentu
impulzivné nakupujicich. Nejvice vyvazeny je segment nepfemyslejicich o kvalité a az na malé

odchylky kopiruje rozloZeni respondentl ve vybérovém souboru (obrazek 6).
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Obrazek 6 Zastoupeni shlukii ve vékovych skupinach domacnosti spotiebiteli

5,1%
Nepremyslejici :iiiiiiiaggok ] 12,8% | 205% | 12,8% ||
2,7%
Vyhledavajici i ag et 120% | 257%  |10,8%)
Impulzivni oiiiniisggg it 1 5% | 17,5% | 17,5% |
1,4%
Vybérovy soubor nininiiiiidgaegiiiiiiiii 128% | 23,0% | 13,5% [
0% 20% 40% 60% 80% 100%

[320-29 0O30-39 O—O40-49 @50-59 M6O-avice

Zdroj: vlastni zpracovani

4.3.3. Shrnuti vytvorené segmentace

S vyuzitim shlukové analyzy a Wardovy metody byl stanoven idealni pocet tii shlukii, a to na
zéklad¢ poctu prvki ve shlucich a odlisnostech jednotlivych shlukl na zédkladé Kruskal-Wallis
testu.

S ohledem na postoje respondentli z jednotlivych shluki ke znackam kvality byly shluky
pojmenovany nepremyslejici o kvalité, impulzivné nakupujici a vyhledavajici kvalitu. Shluky
se dale li$i na zaklad¢ sociodemografickych charakteristik vzdélani, v€ku, pohlavi, velikosti
domacnosti a €istého piijmu domacnosti.

Do segmentu nepfemyslejicich o kvalité patii 215 respondentii a jde o skoro polovinu vSech
dotazanych (48,3 %). Jejich postoje ke znackdm kvality maji statisticky vyznamné nizsi
primé&rné hodnoty (sig = 0,00) nezZ segment vyhledavajicich kvalitu (primérné hodnoty jsou na
intervalu od 2,43 do 2,92). Stejné jako u segmentu vyhleddvajicich kvalitu je pro segment
nepremyslejicich o kvalité dilezita diivejsi zkuSenost s produktem, ale mnohem dileZitéjsi je
kritérium ceny, které se nejcastéji umistilo na prvnim mist&. Dalsi diilezita kritéria jsou sloZeni
a Cerstvost. Znacka kvality se vétSinou umistila na tfetim misté. Spotiebitelé ze segmentu
nepiemyslejicich o kvalité rovnéz uvadéli nizsi spontanni znalost znacek kvality na ¢eském

trhu, kdy dominantni misto zaujima znacka kvality Klasa. Zajimavé je také zjisténi, Ze Zadny
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respondent z tohoto segmentu neznid evropsky systém znaCeni kvality potravin (znacky
Chranéné oznaceni pivodu, Chranéné zemepisné oznaceni a Tradini zaruCend specialita).
Nejcastéji se vtomto segmentu objevuji Zeny, spotiebitelé se stfedoskolskym vzdélanim
s maturitou, bud’ zijici v jedno¢lenné domacnosti nebo ve tii- az ¢étyf¢lenné domacnosti
a vetsina spotiebiteld ma Cisty ptijem domacnosti do 40 000 K¢ mési¢ne. VEk spotiebitelt pak
kopiruje vek respondentti z vybérového souboru.

Segment s ndzvem impulzivné nakupujici ma 116 respondentii a tvofi tak 26,2 % vybérového
souboru. Jde o spotiebitele, ktefi povazuji za nejdilezitéjsi kritérium vybéru cenu a dale slozeni
vyrobku. Na rozdil od dalSich segmentt impulzivné nakupujici spotiebitelé uvadéji jako jedno
z kritérii nakupu také aktualni chut nebo preferenci v dobé nakupu. Znalost znacek kvality
potravin je vyssi nez u segmentu nepremyslejicich o kvalité a nejCastéji ze vSech segmentt byly
zmitiovany znacky kvality BIO a Cesky vyrobek. O&ekavani spotiebitelii tohoto segmentu od
znacek kvality spocivaji v tom, Ze produkt bude BIO a nebude obsahovat chemické latky.
NejcCastéji jsou to Zeny, vzdélani v tomto piipad€ nehraje roli, protoze podil stfedoskolsky
a vysokoskolsky vzdélanych respondentii je podobny. Zastoupeni tohoto segmentu dle velikosti
domacnosti nevykazuje velké rozdily, s vyjimkou péti¢lennych domacnosti, kde je vyrazné
niz8i nez jinde (u jedno- azZ ctyi¢lennych domacnosti je tento segment zastoupen 25-32,1 %).
V ramci tohoto segmentu jsou nejCastéji zastoupeny domdacnosti s Cistym piijmem mezi
30 000—40 000 K¢ mésicné a nejcasteji jde o mladé spotiebitele ve véku do 29 let.

Segment vyhledavajici kvalitu zahrnuje 113 respondenti z vybérového souboru. Postoje
respondentti z tohoto segmentu viic¢i znackam kvality potravin jsou pozitivni; primérna hodnota
odpovédi na pétistupniové skale ¢ini pro Ctyfi vyse uvedena tvrzeni 3,79— 4,09. Faktory, které
ovliviiuji ndkup potravin timto segmentem, jsou piedchozi pozitivni zkuSenost se znackami
kvality, slozeni a piivod potraviny. Cena jako faktor vybéru se objevuje vétSinou aZ jako treti
moznost odpovédi. Tito spotiebitelé rovnéz deklarovali nejvySsi spontdnni znalost znacek
kvality potravin na ¢eském trhu. O¢ekéavani spotiebitelli ze segmentu vyhledavajici kvalitu u
potravin oznacenych znackami kvality jsou lepsi sloZeni, piivod, chut’, Cerstvost a také splnéni
norem pro vyrobu potraviny. Ve srovnani s celkovou strukturou vybérového souboru je v tomto
segmentu vys§i pocet muzil, vysokoskolsky vzdélanych spotiebiteld, dvou- a péti¢lennych

domacnosti, s nadprimérnymi piijmy a ve véku nad 40 let.
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4.4. Porovnani se segmentaci dle dat MML-TGI

Pro uplnost bylo provedeno porovnani segmentti vytvorenych na zakladé¢ dotazovani
respondentli se segmenty vytvoienymi pomoci projektu Market & Media & Lifestyle-TGI (dale
jen MML-TG]I) s vyuzitim néstroje DataAnalyzer. Projekt MML-TGI zahrnuje reprezentativni
data, ktera je mozné extrapolovat na 8 794 950 spottebiteli ceské populace ve veéku 12-80 let,
jejichz sociodemografické charakteristiky jsou pro zakladni postizeni celkovych relaci uvedeny
nize v tabulce 7. Analyza pro odkryti segmentii nebude omezena zadnou cilovou skupinou,

tudiz zminéna tabulka popisuje 1 charakteristiku vybérového souboru.

Tabulka 7 Deskriptivni charakteristiky vybérového souboru (n =15 020, v %)

Pohlavi Muz 49,6 | Region Praha 11,7
respondenta Zena 50,4 Sttedni Cechy | 12,8
Jizni Cechy 6,8
Vék 12-15 let 2,5 Zapadni Cechy 8
respondenta 16-24 let 13 Severni Cechy | 11,4
25-34 let 17 Vychodni Cechy | 10,8
35-44 let 21 Jizni Morava 20,7
45-54 let 14 Severni Morava | 17,7
55-64 let 17
65-79 let 16 | Narodni A - nejvyssi 13,8
Vzdélani Zakladni 20,9 | socioekonomicka | C 17,3
respondenta [ yyuZen / SS bez 34,0 | Klasifikace D 21,9
maturity
stfedoskolské s 30,0 El 12,2
maturitou
vysokoskolské 15,5 E2 3,5
E3 - nejnizsi 2,5

Zdroj: MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016), CS: CS Vichni

Faktorova analyza

DalSim krokem bylo provedeni faktorové analyzy s cilem redukovat mnoZstvi proménnych bez
opakujicich se informaci. Tvrzeni respondentii projektu MML-TGI tykajici se vztahu
respondentt ke kvalité¢ a znacce jako kritériu vybéru byla vybrana pro tuto analyzu. Pouzita
data vSak obsahuji vstupni proménné s nevhodné€ uspotadanymi kategoriemi a s opakujicimi se
informacemi. Z tohoto diivodu bylo provedeno rekddovani proménnych, aby byly ndsledné
ziskany vstupni proménné s vhodné uspofadanymi kategoriemi. Rekddovani proménnych se

provadi za Gicelem sjednoceni vah jednotlivych odpovédi a pro snazsi logickou interpretaci. V
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ramci rekodovani doslo i1 k ocisténi dat o odpovédi typu ,,neuvedeno®, coz jsou chybéjici
hodnoty, které mohou zkreslit uspotadani hodnot a ptitom dale nevstupuji do vypoctu
pokrocilych analyz.

Do faktorové analyzy bylo nakonec vybrano 14 tvrzeni, kterymi je mozné vysvétlit co nejveétsi
¢ast ptivodnich proménnych (viz ptiloha 2, tabulka 2.10). Tato tvrzeni byla vybirana z projektu
MML-TGI podle toho, zda jako soucast daného tvrzeni je uvedena kvalita a/nebo znacka jako
kritérium vybéru pro respondenty. Vystupem analyzy bylo ziskani péti faktort, které vysvétluji
vétSi mnozstvi dat, kdy je na jejim zdkladé€ ziskano méné proménnych bez opakujicich se
informaci. Vybrané vyroky respondentii byly zafazeny do faktorové analyzy, diky niz se
zmenS$ilo mnozstvi proménnych, které nicméné dokdzi vysvétlit co nejveétsi ¢ast pivodnich
proménnych. V ramci faktorové analyzy bylo postizeno pét faktort (vzajemné zavislosti mezi
puvodnimi proménnymi) s hodnotou vlastniho ¢isla (eigenvalue) vétsi nez 1, které vysvétlily
61,84 % celkového rozptylu. To je také uvedeno v tabulce 8.

Vsechny proménné mély hodnoty faktorovych zatézi vyssi nez 0,4, coz je obecné pfijimana
minimalni faktorova zatéz tak, aby bylo mozné s jistotou interpretovat prislu§nost otazky k
danému faktoru (viz pfiloha 2, tabulka 2.11). Dle doporuceni Fielda (2013) byly rovnéz
provéieny korelace vstupnich proménnych pro vylouceni multikolinearity, a to kontrolou
vzajemnych korelaci, které¢ v zadném z ptipadi nepiekrocily kritickou hranici r = 0,8 (viz
priloha 2, tabulka 2.12). Po téchto upravach a kontrolach bylo v modelu ponechano ptivodnich
14 tvrzeni, pro které byla znovu provedena faktorova analyza. PoCet pozorovani byl vice nez
40 krat vetsi nez pocet proménnych, a proto naplnil obecné piijimané pravidlo velikosti vzorku
pii faktorové analyze, které hovoii minimaln¢€ o Sestinasobku (Fabrigar et al., 1999). Faktorova
analyza probéhla na projekci 15 020 jednotlivei, kdy s platnymi faktorovymi skory bylo 12 875
(s nedefinovanymi faktorovymi skory pak 2 145). To mizeme povaZovat za dostatecné

mnozstvi, aby mohla byt faktorova analyza dale brana v avahu.
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Tabulka 8 Vysvétleny celkovy rozptyl

MML-TGI CR

2016 1. - 4. kvartal

SPOJENA Pocatecni vlastni ¢isla Nezrotované faktory Zrotované faktory

(11.01.2016 -

18.12.2016)

v 1 . SS f. SS f.
CS: CS Vsichni vl. 6. | % rozpt. | kum. % x| Yorozpt. | kum. % | ... | % rozpt. | kum. %
zatezi zatezi

Vysvétleny celkovy rozptyl

Projekce na jednotlivce, Vazeno
Cislo faktoru
1 3,665 26,18 26,18 3,665 26,18 26,18 | 2,301 16,44 | 16,44
2 1,574 11,24 37,42 1,574 11,24 37,421 1,926 13,76 | 30,19
3 1,287 9,2 46,62 1,287 9,2 46,62 | 1,619 11,56 | 41,76
4 1,13 8,07 54,69 1,13 8,07 54,69 | 1,464 10,46 | 52,22
5 1,001 7,15 61,84 1,001 7,15 61,84 | 1,348 9,63| 61,84
6 0,911 6,51 68,35 — — — — — —
7 0,741 5,29 73,65 — — — — — —
8 0,644 4,6 78,25 — — — — — —
9 0,579 4,14 82,38 — — — — — —
10 0,569 4,06 86,45 — — — — — —
11 0,535 3,82 90,27 — — — — — —
12 0,473 3,38 93,65 — — — — — —
13 0,461 33 96,95 — — — — — —
14 0,428 3,05 100 — — — — — —

Zdroj: MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016), CS: CS Vsichni

Findlnim krokem analyzy dat je porovnani jednotlivych charakteristik respondentt s vysledky

faktorové analyzy. Tento krok umozni popsat, ve kterych konkrétnich spotiebitelskych

skupinéch hraji nalezené faktory statisticky vyznamnou roli. Nejdiive je nutné provést analyzu

rozptylu ANOVA u vSech faktorovych skore v porovnani s pouzitymi proménnymi: vzdélani,

pohlavi a v&k. Vysledky jsou zobrazeny v tabulce 9. U vSech sledovanych faktorti existuje

v

4

statisticky vyznamny rozdil s vybranou proménnou. U faktoru kvalitné;jsi je draZsi je to pohlavi,

u loajality ke znacce kvality a Brand Awerenes je to v€k a vzdélani, u faktoru vyhledavani

informaci vzdélani a kone¢né u preferuji znacky to je vek.
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Tabulka 9 Analyza rozptylu pro vliv vzdélani, pohlavi a véku na jednotlivé faktory

Faktory
Kvalitnéjsi | Loajalita ke znacce Vyhledavani | Preferuji
. var . Brand Awerenes : . <
je drazsi kvality informaci znacky
Vék ,372 ,001* ,006* ,298 ,001°*
Pohlavi |,022%* ,324 ,058 ,161 , 799
Vzdélani | ,206 ,001* ,007* ,001* ,170

Zdroj: vlastni vypocet; * p = 0.05

Dalsim krokem bylo zrotovani faktori na zaklad€ tvrzeni, ktera do faktorové analyzy

vstupovala (celkem 14 otazek). Nove vytvofené faktory jsou pracovné pojmenovany tak, aby

co nejlépe charakterizovaly postoje respondenttl, které jsou pro dany faktor nejvice typické.

Zrotovana faktorova matice je uvedena v tabulce 10, v niZ jsou skryty fatorové zatéze s

hodnotou mensi nez 0.4.

Tabulka 10 Zrotovana faktorova matice

MML-TGI CR 2016 1. - 4. kvartal SPOJENA i
(11.01.2016 - 18.12.2016) y
3 » >,
= E 5 |Eo |%
2z | o s |28 |§
. 2N 2 = z = B =
CS: CS VSichni E s < < S = =
= = N 2 p— e E
< = = = g =
> < S o= S
N T i e 2
S =] A
Zrotovana faktorova matice
Projekce na jednotlivce, Vazeno
011 Znackové zbozi je zarukou kvality. 0,781
028 Vyssi cena garantuje vyssi kvalitu zbozi. 0,724
038 Kvalitni zbozi je vzdy drazsi. 0,675
021 Pokud najdu vyhovujici znacku, neménim ji. 0,682
015 Za kvalitni zbozi jsem ochoten zaplatit vice. 0,606
979 Vyplati se priplatit si za kvalitni produkt. 0,605
022 Kupuji pouze velmi kvalitni vyrobky. 0,518
879 Kdyz objevim znacku, ktera mi vyhovuje (ktera se
iy P 0,764
mi libi), mam tendenci u ni setrvat.
880 Myslim, ze dobfe znamé znacky jsou lepsi. 0,706
878 Kdyz vidim novou znacku, ¢asto ji koupim, abych
L1y L 0,604
vidél(a), jaka je.
029 Rad(a) zkousim nové znacky vyrobkd. 0,746
030 Ctu si udaje na obalech vyrobki. 0,727
008 Pti nakupu se fidim pouze druhem zbozi, nezéalezi 0.652
mi na znadce. ’
001 Davam ptednost znackovému zbozi. 0,641

Zdroj: MML-TGI CR 2016 1. - 4. kvartdl SPOJENA (11.01.2016 - 18.12.2016), CS: CS Vichni
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Shlukova analyza

Diky faktorové analyze bylo ziskdno méné proménnych bez opakujicich se informaci. DalS§im
krokem je proto provedeni shlukové analyzy. Béhem provadéni vypocta shlukové analyzy byly
zpracovany moznosti se Ctyfmi, tfemi a dvéma segmenty, které byly dale porovnany. Bylo
rozhodnuto, ze nejvhodnéjsi bude dale pracovat se shlukovou analyzou obsahujici tii shluky,

které splituji pozadavek na srovnatelnou velikost shlukt, viz tabulka 11.

Tabulka 11 Velikost shluki

MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016)
CS: CS Vsichni

Velikosti shluki Prj 000
Projekce na jednotlivce, Vazeno

Shluky
Neutralni 2509
Vyhledavajici 2318
Lhostejni 2705

Zdroj: MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016), CS: CS Vsichni

V ramci shlukové analyzy doslo k pojmenovani jednotlivych shlukti dle spolecnych znaki.
Nazvy jsou vSak pouze pracovni, jejich konecné znéni se potvrzuje az po zevrubnéjSich
kontinge¢nich analyzach v ramci rozvoje profilu shluk - segmentli a mély by co nejvice
reflektovat typické rysy kazdého segmentu. Stanovené ndzvy shlukli jsou uvedeny nize v
tabulce 12, ze které¢ je taktéz ziejmé, zda je faktor pro dany shluk podstatny ¢i naopak méné
dalezity. Nazvy shluka zni neutralni, vyhledavajici a lhostejni.

Segment neutralnich spottebitelll zahrnuje 33,3 % respondenti a jde nejcastéji o zeny do 34 let
bydlici v Praze a ve Stiednich Cechéch. Jde o spotiebitele, ktefi jsou podprimérné loajalni ke
znackam a kvalita a zna¢ka kvality pro né neni hlavnim kritériem vybéru. Casto znacky méni
a radi zkouseji nové. Domnivaji se také, ze cena muize byt jednim z indikatora kvality.
Opakem vyhledavajicich jsou lhostejni (35,9 % respondentii ve vybérovém souboru). Tito
spotiebitelé jsou nejcastéji ve veékove kategorii do 34 let a pak od 55 let a Ziji ve Vychodnich a
Zapadnich Cechach. Ve vétsing tvrzeni vykazuji podprimérné hodnoty odpovédi a napf. se
nedomnivaji, Ze by vyssi cena méla znamenat vyssi kvalitu produktu a také nejsou ochotni si
za kvalitnéjsi potraviny pfiplatit. Rovnéz vykazuji podpriimérnou loajalitu ke znacce. Dalo by
se fici, Ze pro tento segment spotiebitelli hraji kvalita a znacky kvality velmi malou duleZitost
pii vybéru produktu a jde o spotiebitele primdrné¢ zaméfené na nadkup produktl s co
nejvyhodnéjsi cenou.
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Tabulka 12 Pojmenovani shluki

Zdroj: MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016), CS: CS Vsichni
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S. Navrhy a doporudeni

V kapitole 5. Navrhy a doporuceni jsou formulovany ndvrhy a doporuceni vyplyvajici
z vysledku realizovaného vyzkumu postoji c¢eskych spotiebitelti ke znackam kvality potravin
a prispévcich prezentovanych v této praci. Nejprve je diskutovana moznost vyuziti typologie
spottebitelii a dale jsou uvedena doporuceni ke zvySeni znalosti znacek kvality, ke zvyseni
davéry ve znacky a jejich hodnoty pro spotiebitele. Na zaklad€ obou analyz (primérni data i
databaze MML-TGI) vyplynulo, Ze na Ceském trhu potravin je mozné pracovat se tfemi
segmenty spotfebitelt, pricemz rozdily mezi segmenty nevyplyvaji jen ze sociodemografickych
charakteristik, ale zejména z rozdili v postojich ke znackam kvality potravin. Proto je pro
positioning produktu ¢i znacky vhodnéjsi vyuzit pravé postojovou segmentaci, nez je tiidéni
podle sociodemografického profilu. Z vyhodnoceni specifickych vyzkumnych otazek dale
vyplynulo, Ze je nutné zvySeni znalosti znacek kvality potravin a také zlepSeni postoji
spottebitelti ke znackam kvality. V dalSich kapitolach jsou uvedena doporuceni v jednotlivych

oblastech.

Vyuziti spotrebitelské typologie

Podle vyhodnoceni otdzek je pocet znacek kvality na ¢eském trhu potravin pfili§ vysoky a
nepiehledny. Pocet znaCek kvality by mél byt snizen a 1épe strukturovan, aby bylo na prvni
pohled jasné, co dana znacka kvality zarucuje a kdo ji udé€luje. Dale je nutné zamezit tomu, aby
se na trhu potravin vyskytovaly dvé znacky kvality, které maji skoro stejny nazev (Cesky
vyrobek versus Cesky produkt). Proto také téméf nikdo z respondentii nebyl schopen rozlisit
mezi témito dvéma znackami. Jak jiz bylo zminéno, kli¢ova je pozice znacky kvality Klasa,
kterou by bylo tieba dale rozvijet a rozhodnout, jakou strategii by méla mit do budoucna.
Vysoky pocet znacek kvality mé ve vysledku negativni efekt, protoze spotiebitelé se mezi
znaCkami kvality neorientuji, neznaji jejich vyznam a nevi, co pfesné¢ znacky garantuji.

Pokud bychom méli definovat obecna doporuceni pro zvySeni znalosti znacek kvality potravin,
je nutné, aby znacky byly srozumitelné, jednoznacné, divéryhodné, s jasnymi, a pfitom
piimétené piisnymi kritérii pro jejich udéleni. V praktickém doporuceni miiZze byt ceskému trhu
inspiraci rakousky systém znacek kvality, ktery je strukturovan do tii stupiid: na znacky
evropské (Chranéné oznaceni pivodu, Chranéné zemépisné oznaceni a Tradicni zarucend
specialita), narodni (napt. AMA Giitesiegel Austria ¢i Austria BIO garantie) a regionalni (napf.
Echt aus Niederdsterreich, Niederdsterreich-Genuss region Osterreich, & Gutes von

Bauernhof). Mezi témito tfemi stupni dokéze spotiebitel jasné rozliSovat, a navic je i1 udéleni
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znacky zcela priikazné. Dal§i moznosti ke zvazeni je vyuzit pozitivniho vnimani znacky kvality
Klasa, udélat z této znacky desStnikovou znacku a nékteré znacky kvality pod ni zahrnout. Tim
by se vyuzilo pozitivni reputace znacky kvality Klasa i pro ostatni znacky, které samostatné
maji jen maly vliv na spotiebitelské rozhodovani. Pod destnikovou znacku kvality Klasa by
bylo velmi vhodné zahrnout znacky, které zarucuji kvalitativni charakteristiky vyrobku (napf.
Cesky vyrobek — garantovano Potravinaiskou komorou CR, Czech Made ¢&i Fér potravina).

Dale je nutné doplnit, Ze znacky kvality potravin deklaruji splnéni riznych kritérii, ¢imz se
vzajemn& lisi. Napf. znacka kvality Klasa deklaruje nadstandardni kvalitu potravinatskych
vyrobkll a pouziti kvalitnich surovin. Znac¢ka Ceska potravina garantuje ¢esky ptivod, pouziti
lokalnich surovin a tradi¢ni zptisob vyroby. Znacka Zdrava potravina se zamétuje na zdravotni
aspekty (vyvazené nutricni hodnoty, omezeni ptidavnych latek a konzervantii). A napt. znacka
Bio — produkt ekologického zemédélstvi potvrzuje to, Ze potravina pochazi z kontrolovaného
systému ekologického zemédélstvi. Rovnéz vybrané znacky kvality zarucujici ptivod vyrobku
je mozné zafadit pod deStnikovou znacku kvality Klasa, napt. Ceska potravina ¢i Cesky

vyrobek (ta je ovSem urcena 1 pro nepotravinaiské vyrobky).

Doporucéeni ke zvySeni znalosti znacek kvality

Tato doporuceni jsou sméfovana jak na spravce znacek, tak na spravce certifikovanych
produktli, protoze vyssi znalost znacek kvality znamena pravidelné a védomé nakupy takto
oznaCenych potravin, coz mize vyrobcim piinést vyss$i trzby, loajalitu a spokojenost
zékaznikli. Spottebitel pak vnima takového vyrobce pozitivnéji a je posilovan vztah mezi
vyrobcem a spotiebitelem.

Cilem jak spravct znacek, tak vyrobcli by mélo byt zvySeni informovanosti o znackach kvality,
coz by se nasledné pozitivné projevilo na znalosti téchto znacek. Spravci a vyrobcei by se méli
znacky kvality, kterych je na Ceském trhu velké mnozstvi a spotiebitelé se v nich Casto
neorientuji.

Znalost evropskych znacek neni ptili§ vysoka, pfevazné se jedna o znacky evropského systému
kvality, které nejsou rozpoznavany, a jejich vyznam neni jasny. Potraviny oznacené témito
znac¢kami musi mnohdy spliiovat piisnéjsi kritéria neZ u znacek narodnich a toto by se mélo
dostat do povédomi spotiebiteld. Napt. v roce 2013 byla za timto ucelem spusSténa kampan
,Kvalitni evropsky vyrobek*, jez je financovana z prostiedkti EU a Ceské republiky. Bylo by

vhodné provedenim marketingového vyzkumu zjistit, zda ji vliibec spotiebitelé zaregistrovali,
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zdali ma tato kampan jiz néjaké vysledky a na zdkladé¢ vyzkumu urcit, jestli je vhodné
pokracovat ve stavajici marketingové komunikaci nebo ji zménit.

Doporuceni je vhodné zaméfit na jednotlivé segmenty spotiebitell. V segmentu
vyhledavajicich kvalitu jsou postoje spotiebiteld ke znackam kvality potravin ptiznivé, znacka
kvality je jednim z vybéru produktu v prubé¢hu nakupniho rozhodovaciho procesu, a proto je
nutné zamérit se spiSe na zvyseni znalosti znacek kvality.

Odpovédi segmentu nepiemyslejicich o kvalité¢ vykazuji podprimérné hodnoty postoji ke
znackam kvality, a proto je nutné zaméfit se na zlepSeni téchto postojii a tomuto segmentu
nepremyslejicich o kvalité nejcastéji nesouhlasili s tvrzenim, Ze potraviny oznacené znackami
kvality maji skute¢né€ vyssi kvalitu, a Ze jsou ochotni si za potraviny oznacené znaCkami kvality
ptiplatit.

Spotiebitelé zafazeni do segmentu impulzivné nakupujicich znackam kvality ptili§ nevéii, a
proto potraviny oznacené znaCkami kvality aktivné nevyhledavaji. Zde je proto dilezité pokusit
se 0 zménu postoji téchto spotiebitelll a zvysit jejich divéru ke znackam kvality potravin a
zduraznit benefity znacek kvality. Pak je mozné pokracovat ve zvySovani znamosti jednotlivych
znacek kvality.

U znacek kvality potravin PDO, PGI a TSG je dle vyzkumu autora i dfivejSich vyzkumi (napf.
Klanova, 2013; Klanova, 2016) nizké znalost deklarovana spottebiteli. V ramci Evropské unie
je nejvyssi zjisténa znalost u spotiebiteltt v Italii, Francii a Spanélsku, kde je také registrovano
nejvice potravin pod t€émito znackami. Divodem vysoké znalosti je zejména dlouholeta tradice
znacek PDO, PGI a TSG v téchto zemich, a obecné kladny ptistup taméjSich spottebitelt ke
znaceni potravin. Vysoky pocet potravin oznacenych témito znackami kvality je také zplisoben
nadstandardni trovni poradenstvi a pomoci zadatelim pii vypliovani ptihlasky o oznaceni
vybrané potraviny znackou kvality (Albuquerque et al., 2018). V téchto zemich také velmi
dobte funguji tzv. kolektivni znacky kvality a vyrobci jsou obecné dobfe piipraveni na
zakladani konsorcia a registraci svych vyrobkua (Becker et al., 2008). Existuje také redlny dopad
na narodni ekonomiky jednotlivych zemi Evropské unie, protoZe mensi vyrobci zemédélskych
a potravinafskych vyrobkii mohou té€zZit z dobfe zavedené povésti znacek kvality potravin
znamych v celé Evropské unii a mohou vyrabét vyrobky s pfidanou hodnotou, a tak se odlisit
se od svych konkurentd (Grunert, 2016). To ma déale pozitivni dopad na regiondlni rozvoj
formou novych pracovnich mist a zvySeni konkurenceschopnosti regionu.

Komunikace znacek hraje zdsadni Glohu a je nutné, aby byla diferencované zaméfena na

segment spotiebitell, ktefi vykazuji riznad vnimani znacek kvality a ndkupni chovéani. Cilem
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efektivni komunikace znacek je sniZeni nejistoty spotiebitele pfi ndkupnim chovéni a podpoftit
racionalni vybér produktu (Verbeke et al., 2007; Verbeke a Vermeir a kol., 2007). Cesti
spotiebitelé by uvitali oznaceni znacek kvality pfimo v regalu u vyrobku. Jelikoz tyto vyrobky
v dnes$ni dob¢ nejsou néjak vyrazné oznaceny, je tieba toto oznaceni zavést, nejlépe formou
umisténi loga dané znacky kvality vedle cenovky, pfipadné piimo na cenovku, ktera je umisténa
na regalu a vztahuje se k danému produktu. O tuto propagaci piimo v prodejné¢ by se méli
postarat vyrobci danych potravinafskych produkti, ktefi v ptipadé zajmu poskytnou prodejci
POS materialy (Point of Sale; komunika¢ni nastroje v misté prodeje, napf. wobblery a
stoppery). Samotni prodejci by tyto produkty méli zaroven podpofit uvedenim a zvyraznénim
znacek kvality ve svych letacich a cCasopisech. Aby byla propagace v prodejné co
nejintenzivnéjsi, bylo by také vhodné umistit do prodejny na ur€itou dobu nékolik infostankd,
které by meli na starosti spravci znacek. Zasadnim doporucenim je tedy koordinace vSech
aktivit vyrobcil a prodejcli a spravci znacek — zatazeni do letdku, poskytnuti POS materiald,
vytvoreni soutéze (prodejcem ¢i spravcei znacek) a umisténi infostank.

Novou cestu v propagaci znacek kvality otevird moznost zavedeni znaCeni v restauracich a
jinych stravovacich zafizenich. V tomto ptfipadé¢ by se méli zapojit prevazné spravci
jednotlivych znacek a vybavit jednotlivé restaurace a jidelny propaganimi materidly.
Samoziejmé je nutnd spoluprace ze strany majitelli téchto stravovacich zatizeni. Idedlni
oznaceni je pro spotiebitele upozornéni ptimo v jidelnim listku. V ¢asti, kde je pokrm blize
popsan, by mohla byt uvedena vSechna loga, ktera se objevuji na potravinach, které se pouzivaji
k ptipravé daného pokrmu a spotiebitel tedy uvidi, zda se jedna o pokrm, jehoz soucasti jsou
napft. ryze ¢eské suroviny, suroviny evropské nebo v BIO kvalité. Vzhledem ke skute¢nosti, ze
jidelni listek si prohlizi vétSina, ne-li vSichni z navstévniki, je velka pravdépodobnost zvyseni

povédomi o pouzivanych znackach kvality.

Doporuceni ke zvySeni diivéry ve znacky a jejich hodnoty pro spotiebitele

Bylo zjistovano, zda respondenti divéiuji vyrobkim se znackami kvality vice neZ vyrobkim
bez znacek, kdy témét 65 % z ceskych respondenti diivétuje t€émto vyrobkim vice nez
vyrobkiim bez znacek. Tato informace potvrzuje, zZe znacky kvality mohou piinést konkuren¢ni
vyhodu. Pokud jsou dané vyrobky opatiené znackami vnimany jako divéryhodné;si, spottebitel
Jim miZe dat prednost pfed vyrobky bez znacek kvality. Ne v§echny znacky jsou vnimany jako
diivéryhodné, proto bylo zjistovano, kterd ze znalek kvality se pro spotiebitele jevi jako
nejdiveéryhodnéjsi. Na zaklade Cetnosti (kolikrat byla dana znacka oznacena respondenty jako

divéryhodnd) je pro Ceské spotiebitele nejdiivéryhodnéjsi znackou znacka Klasa. Potvrzuje se
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také, Ze tato znacka ma dominantni postaveni mezi ostatnimi znackami kvality potravin. Mnoho
ceskych spotiebiteli nemé dostatek informaci o danych znackach, nemaji s nimi zkusenosti,
popft. nedostali ptilezitost si tyto vyrobky vyzkouset.

Dalsim doporucenim by bylo provedeni vyzkumu zaméteného na spotifebitelem vnimanou
hodnotu znacek kvality. Tato otazka ovSem nebyla detailnéji rozebirana, proto je vhodné zjistit
konkrétnéjsi vysledky, napt. za jaké vyrobky jsou spotiebitelé ochotni si ptiplatit a kolik.
Vnimanou diveéryhodnost znacek kvality ovlivituje 1 fakt, zda za certifikaci vyrobci plati ¢i
neplati poplatek. Dle vyzkumu Vel¢ovské (2018) je pro spotiebitele, ktefi potraviny oznacené
znackami kvality vyhledavaji, vice davéryhodna znacka, jejiz ziskani je s poplatkem spojeno.
Je-li ziskani znacky kvality bezplatné, miize to vést k situaci, Ze o ni vyrobci budou ve zvySené
mife zadat, ale zaroven mliZze byt povazovana za divéryhodnéjsi, protoze spravce znacky neni
zainteresovan na platbach od vyrobcl a udélovani znacek je tak objektivnéjsi (VelCovska,
2018). Déle z priizkumu spole¢nosti Sanep vyplynulo, ze spottebitelé¢ znackam kvality potravin
davétuji tehdy, kdyz jsou potraviny posuzovany nezavislymi laboratofemi a pokud spotiebitelé

znaji jasn¢ dand kritéria pro udélovani znacek kvality (Klanova, 2013).

Doporuceni tykajici se plisobeni na nakupni chovani spotiebitela

Skutecnost, Ze spotiebitelé vybranym znackdm kvality davétuji, se jisté poji 1 s faktem, ze
nadpolovi¢ni vétSina respondentit vnima vyrobky se znackami kvality jako kvalitnéjsi.
Z analyzy vyplynulo, ze kvalita je nejcastéjSim diivodem nékupu takto oznaCenych potravin.
Jasnym doporucenim je tedy zaméfit se na poskytovani informaci o konkrétnich znackach
kvality, k ¢emu slouZzi a co garantuji. Pfi velkém mnozstvi znacek kvality je spotiebitel zahlcen
mnohdy nadbyteénymi a neduilezitymi informacemi, proto je doporuceno soustfedit se na
zakladni informace tak, aby byly pro spotiebitele snadno zapamatovatelné. Z vyzkumu je
patrné, Ze Cesti spotiebitelé pozitivné reaguji na pivod vyrobku a snazi se podporovat ceské
vyrobce. Toto je vhodné vyuzit prevazné u znatek Klasa a Cesky vyrobek — Garantovano
potravinaiskou komorou CR, které garantuji ¢esky ptivod i eské suroviny, coZ souvisi se
spotiebitelskym etnocentrismem. Tyto znacky by se mély ve své komunikaci zaméfit na
zdtraznéni podpory Ceskych vyrobct. Hlavnim diivodem ndkupu se stala vnimana kvalita
vyrobkll oznafenych znackami kvality. Aby se nejednalo pouze o kvalitu vnimanou, ale
skutecnou, méli by spravci, popf. kontrolni organy délat pravidelné kontroly kvality
oznaCovanych vyrobkd, o kterych by nasledné spotiebitele informovali prostfednictvim svych
internetovych stranek, kde by byly vysledky téchto kontrol zvefejnény, a zavést piisn¢j$i normy

tykajici se kvality, napt. vylou€eni chemickych ptisad z takto zna¢enych vyrobkt. V médiich
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se ¢as od Casu objevuji ¢lanky zpochybnujici tyto znacky a prevazné kvalitu takto znacenych
vyrobkd, a tak zavedeni ptisnéjSich norem by mohlo pfispét k vyfeSeni daného problému. Tato
zalezitost se tyka ve vétsiné ptipadi jen Ceskych vyrobku, které znacky kvality ziskaly.

Inspiraci je mozné také ziskat od slovenskych sousedd, jejichz nejznaméjsi znacka kvality ZK
SK ma dva stupné: ZK SK pro vyrobky s ovéienou kvalitou a ZK SK Gold pro vyrobky, které
maji v porovnani s ostatnimi vyrobky na slovenském trhu nadstandardni kvalitativni
charakteristiky (Ministerstvo podohospodarstva SR, 2017). Podobné by bylo mozn¢ zavést dva
stupné pro znac¢ku kvality Klasa a vyuZit tak jejiho dominantniho postaveni na &eském trhu. Slo
by o znacku Klasa pro standardni vyrobky a znacku Klasa Gold pro vyrobky s vyjimeénymi

kvalitativnimi charakteristikami.
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6. Shrnuti pfinost diserta¢ni prace

Obsahem 6. kapitoly je zhodnoceni vystupti prezentovanych v kapitolach 4.2 az 4.4. Nejprve
jsou zhodnoceny specifické vyzkumné otazky, které byly definovany v kapitole 4.2, a pak jsou
porovnany segmenty vytvofené na zaklad¢ primarnich dat z terénniho Setfeni a z databaze
MML-TGI. Dale jsou v kapitolach 6.1 az 6.4 uvedeny konkrétni ptinosy prace pro védu, praxi
a pedagogiku.

6.1. Naplnéni cili prace

SVO1: Jaké je vyuziti evropského systému znaceni potravin v jednotlivych statech
Evropské unie? Systém evropského znaceni kvality potravin je vyuzivan skoro ve vSech
Clenskych statech Evropské unie, ale existuji velké rozdily zptisobené zejména tradici a délkou
uzivani znacek kvality, zaméfenim ekonomiky dané zemé na produkci potravin a také samotnou
velikosti zemé. To je také dlivodem, pro¢ je nejvice znacek kvality Chranéné oznaceni piivodu,
Chranéné zemépisné oznaceni a TradiCni zaruCena specialita registrovano ve statech jako je
Francie, Italie a Spanélsko, kde ma toto zna¢eni dlouholetou tradici, zemé jsou vyznamnymi
producenty potravin, a navic jsou i dost velké a zahrnuji odliSné oblasti, které produkci

tradicnich a typickych potravin jesté zvyraziuji.

SVO2: Jaké jsou prinosy regionalniho znaceni potravin pro producenty? Na tuto otazku
odpovida ptispévek Benefits of Regional Food Quality Labels for Czech Producers v kapitole
8. Vyrobci potravin v priiméru pocitili zvySeni odbytu svych produktii po ziskani znacky
Regiondlni potravina, ale neni mozné zcela vyloucit i dal$i faktory, které mohly zvySeni
poptéavky zpisobit, napt. zlepSeni ekonomické situace, vliv sezonnosti ¢i komunika¢ni kampan
vyrobce. Vyrobcei vidi nejvétsi problém ve vnimani znacky kvality Regionalni potravina v o¢ich

spotiebitelil a v nedostatecné podpofie této znacky ze strany statu.

SVO3: Které znacky potravin spotrebitelé znaji? Bylo potvrzeno, Ze znacka kvality Klasa
ma své dominantni postaveni v ramci spontdnni znalosti znacek kvality potravin ceskymi
spotiebiteli. Nejvétsi znalost znacek kvality potravin deklarovali spotiebitelé ze segmentu
vyhledavajicich kvalitu. Spotiebitelé znaji Gasto znacky kvality jako je Bio, Cesky vyrobek,

Cesky produkt a také riizné regionalni znagky kvality. Znalost evropského systému znaleni

33



kvality potravin (znacky Chranéné oznaceni ptivodu, Chranéné zemépisné oznaceni a Tradi¢ni

zaruCena specialita) deklarovalo méné€ nez 5 % dotazanych.

SVO4: Je znacka kvality faktorem, ktery spotiebitelé vyuZivaji pri nakupu potravin pro
rozpoznani kvalitniho vyrobku? Ano, ale pouze pro mén¢ nez 10 % spotiebitell. Vyrazné
vySs$i zastoupeni spotiebitell, pro které je znacka kvality jednim z kritérii vybéru, bylo
v segmentu vyhledavajicich kvalitu. Naopak pro vétSinu spotiebiteli z celého vybérového
souboru byla na prvnich mistech cena, piivod potraviny, vzhled a Cerstvost. Roli hraje také

drivéjsi zakaznicka zkuSenost s potravinou.

SVOS: Jak spliiuji potraviny oznacené znackami kvality o¢ekavani zakaznik? Potraviny
oznacené znackami kvality spliiuji ocekavani zakazniki nadprimérné, avSak rozdily se 1isi
v zavislosti na segmentu spotiebiteld. Nejvice jsou splnéna ocekavani u segmentu
vyhledavajicich kvalitu (ocekavani jsou splnéna v priméru na 77 %), nejméné u segmentu

nepiremyslejicich o kvalité (ocekavani jsou splnéna primérné na 58 %).

SVO6: Povazuji spotrebitelé potraviny oznacené znackami kvality za skutecné
kvalitng&j§i? Ano, ale pouze asi 20 % spotiebiteli. Cast&ji nez se znackou kvality je pojem
kvalitni potravina asociovan s pojmy, jako je sloZeni, Cerstvost, vzhled ¢i piivod. NejCastéji
povazovali potraviny oznacené znackami kvality za skutecné kvalitnéjSi zastupci segmentu

vyhledavajicich kvalitu.

SVO7: Jsou znac¢ky kvality potravin davéryhodné? Ano, vétSina spotiebiteli povazuje
znaCky kvality potravin za davéryhodné, avSak opét existuji rozdily mezi jednotlivymi
segmenty, kde nejvétsi divéru ve znacky kvality potravin maji spotiebitelé ze segmentu
vyhledavajicich kvalitu (primérnd diveéryhodnost ¢ini 76 %), nejméné u segmentu

nepremyslejicich o kvalité (primérna divéryhodnost je 56 %).

SVO8: Jsou zakaznici ochotni platit vice za potraviny oznacené znackami kvality neZ za
potraviny neoznacené? Tuto vyzkumnou otdzku je mozné povaZovat za jedno z vyznamnych
segmentacnich kritérii, protoZe u ochoty platit vice za potraviny oznacené znackami kvality
jsou rozdily v primérnych hodnotdch odpovédi nejvyssi. Spotiebitelé pattici do segmentu
vyhledavajicich kvalitu jsou ochotni si pfiplatit v 82 % pfipadi, zatimco spotiebitelé

nepremyslejici o kvalité pouze v 48,6 % piipadu.
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6.2. Piinosy disertacni prace pro védu

Teoreticky ptinos je mozné definovat uz v samotném zpracovani disertacni prace. Konkrétné
ve vymezeni a posouzeni hlavnich védeckych pristupi fady autorti k problematice znacek
kvality potravin, chovani spotiebitele na trhu potravin oznacenych znackami kvality a také
teoreticka vychodiska znaceni potravin. Pfinosem prace je systematizace poznatkti o znackach
kvality potravin na ¢eském trhu a charakteristika vybranych znacek. Dal§im ptfinosem je navrh
segmentace zakaznikil nakupujicich potraviny ozna¢ené znackami kvality v Ceské republice a
porovnani se segmentaci vytvotrenou s vyuzitim databaze MML-TGI. Pti zpracovani disertacni
prace byla vyuzita nejnovej$i dostupna védecka a odborna literatura, védecké monografie, staté
a ¢lanky v recenzovanych védeckych casopisech, prispeévky z védeckych konferenci, odborné
studie a védecké zpravy. Vyzkum je soucasti vyzkumného projektu IGA F3, 34/2018, Chovani
spotiebitele na trhu potravin oznadenych znadkami kvality v Ceské republice, kterym byl
finanén¢ podpofen. Vysledky provedeného vyzkumu jsou prezentovany péti piispévky

v Casopisech evidovanych v databazich Scopus a Web of Science.

6.3. Prinosy disertacni prace pro praxi

Navrhy vychazejici z provedeného vyzkumu jsou uréeny nejen spravcum znacek, ale takeé
vyrobciim potravin. Nejprve jsou prezentovana teoretickd doporuceni tykajici se poctu a
zaméteni znacCek kvality na Ceském potravinaiském trhu s ohledem na zvySeni vnimané
divéryhodnosti téchto znafek mezi spotiebiteli. Je proto navrzeno zjednoduSeni systému
znacek kvality, v ramci kterého by existovaly znacky kvality na tfech urovnich (mezinarodni,
narodni a regiondlni), které by byly jasn¢ vymezené a jednozna¢né odliSitelné. Znacky kvality
potravin musi byt pro spotiebitele srozumitelné, transparentni s jasné danymi ptisnymi kritérii
pro udélovani a ditvéryhodné. Znacky kvality potravin by mély garantovat ty charakteristiky a
vlastnosti, které jsou pro spottebitele pfi vybéru potravin kli€ové. Druha skupina doporucenti je
zaméfena na zvySeni znamosti znac¢ek kvality mezi spotiebiteli a zlepSeni postoji k témto

znackam.
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6.4. Prinosy diserta¢ni prace pro pedagogiku

Vysledky vyzkumu autor prezentoval studentiim v ramci predmétti Retail marketing (20P302),
Retail Marketing — anglicky (20P352) a Seminaf k Retail Businessu (20P525), kde byly
soucasti prednasek i cviceni. Zavéry vyzkumu je mozné prezentovat i v dalSich predmétech
zaméfenych na produktovy management a strategii znac¢ek. Atraktivni je rovnéz zpracovani
podobného tématu formou bakalaiské nebo diplomové prace, kdy se studenti mohou zaméftit
na urcitou skupinu znacek nebo na vybrany segment ¢i subkulturu zédkaznikd, jejich nakupni

chovani analyzovat a navrhnout ptisluSna opatieni pro zlepseni stavajici situace.
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7. Diskuze

vvvvvv

publikacemi dal$ich autort. Zavérem vyzkumu je, ze typicky spotiebitel, pro kterého jsou
znacky kvality potravin dalezitym kritériem vybéru, zije v domécnosti s rodinou, ma
sttedoSkolské a vyssi vzdélani, nadprimérné piijmy a je to Castéji Zzena nez muz. To také
podporuje zaveéry predchozich vyzkumu (Besler et al., 2012; Blitstein a Evans, 2006; Souza a

kol., 2011; Velcovska, 2018).

Pti zjistovani tii faktorl, které nejvice ovlivituji spotiebitele pfi nakupovani potravin, byl
potvrzen piedpoklad, ze faktorem na prvnim misté je cena. Presné€jsi vysledky je mozné potvrdit
s vyS§im poctem respondentil a statisticky vyznamnou korelaci. Podle nazoru spottebitelt je
zem¢é pochdzi produkt a v ptipade, ze jde o doméaci produkt, z jakého regionu. Vnimani
regionalniho oznaceni kvality spotiebiteli se sklada ze dvou dimenzi: 1) zaruky jakosti a 2)
ekonomické podpory dané¢ho regionu, které ovlivituji zamér koupé€, a ochota platit za chranény

produkt ptivodu (Van Ittersum et al., 2007).

vvvvvv

hraji dilezitou roli pii vybéru potravin. Je také tieba zminit faktory, které se vyskytovaly na
dalSich mistech, to jsou: kvalita, slozeni produktu, chut’ nebo doporuceni. Na zakladé¢ vsech
vyse uvedenych informaci Ize konstatovat, ze znaCky kvality nejsou jednim z klicovych faktort
pii vybéru potravin, a proto nemaji vyznamny vliv na chovani spotfebitelii. Napt. v prizkumu
na polském trhu chut’, cena a zajisténi dostate¢né kvality, zatimco na zahrani¢nich trzich bylo

nejvyssi hodnoceni kvality, ndsledované chuti a cenou (Bryta, 2012).

vvvvvv

kritériem pfi ndkupu potravin. To potvrzuje Fotopoulos a Krystallis, Ze sila a postaveni dané
zna¢ky kvality potravin na trhu jsou vyjadifeny ochotou spotiebitele platit vysSi cenu

(Fotopoulos a Krystallis, 2003).

Zavere€na ¢ast vyzkumu zkoumala ndzory spotiebiteld na potravinaiské vyrobky oznacené
znackami kvality. Témet 95 % respondent spiSe souhlasi s tim, Ze oznacené potraviny spliuji
jejich ocekavani, zatimco pouze 58 % spotiebitelli povazuje oznacené vyrobky za vyssi kvalitu

ve srovnani s konvencnimi vyrobky. Dlvera znacky je pozitivné spojena se spotiebitelskou
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divérou v kvalitu a bezpe¢nost znacky, predev§im diveérou v potravinovy systém (Bryta, 2017).
Duvéra v atributy vérnosti pak vede k loajalité znacky (Lassoued a Hobbs, 2015). Co se tyce
otazky, zda jsou oznaceni kvality divéryhodnd, kladné odpovédélo 61 % dotazanych, zatimco

19 % souhlasilo a 42 % spise souhlasilo s timto tvrzenim.

Zaroven je 72 % respondentti ochotno zaplatit vice za oznacené potravinarské vyrobky nez za
ty neoznacené, jednoduse proto ze potraviny oznacené znackou kvality vnimaji jako produkty
s vys$i kvalitou nebo néjakou vyjimecnou hodnotou, ¢i v piipadé znacky kvality Bio mohou
ocekavat zdravéjsi produkty. Na zavér piiblizné dveé tfetiny spotfebiteli diveétuji znackam
kvality a téméf ti Ctvrtiny jsou ochotni zaplatit za tyto oznacené vyrobky vice. To je v souladu
s predchozimi studiemi ze zemi zapadni Evropy, které prokazaly, Ze znacka kvality je vnimana
jako hlavni zdroj informaci o kvalité produktu (Grunert, 2005; Joubert a Poalses, 2012), avSak
ve skutecnosti znalost znacek kvality neni s ohledem na jejich vyznam vysoka. To potvrzuji
také studie Aprile a kol. (2012), Festila a kol. (2014), Loureiro a McCluskey (2003), Rousseau

a Vranken (2013), Ze znacky kvality jsou G¢innym ndstrojem pro zvyseni informovanosti

spottebitelti o kvalité potravin.

38



8. Zavér

Na zaklad¢ obou analyz (primarni data i databdze MML-TGI) vyplynulo, Ze na ¢eském trhu
potravin je mozné pracovat se tfemi segmenty spotiebitelil, pticemz odliSnosti mezi segmenty
vyplyvaji zejména z rozdili v postojich ke znackdm kvality potravin. I v praxi je vhodné
pracovat se segmentaci, kdy existuje nejvétsi skupina spotiebitell, ktefi maji ke znackam
kvality potravin neutralni az lhostejny vztah, a pak segmentem, ktery znacky kvality aktivné a
cilené vyhledava, a segmentem, ktery jim nedtvéefuje. Pii srovnani sociodemografickych
charakteristik obou typologii mizeme fici, ze se v kategoriich véku, ¢istého piijmu domacnosti
/ respondenta a vzdélani pomérné shoduji. Jisté by bylo zajimavé dale pecliveji analyzovat
zastoupeni jednotlivych segmenti v regionech Ceské republiky, resp. zda je mozné definovat

vyznamné rozdily mezi metropolitnimi oblastmi a venkovskymi regiony.

Omezeni provedeného vyzkumu spocivaji ve vybéru jen omezené¢ho poctu znacek kvality, se
kterymi se spotiebitelé mohou setkat na ceském trhu potravin. S ohledem na pocet existujicich
znacek nebylo mozné zatradit vSechny aktudIné existujici znacky kvality. Z velkého poctu
znacek na Ceském trhu také vyplyva jeden z piedpokladi vyzkumu, Ze se spotiebitel v tak
velkém mnozstvi obtizné¢ orientuje. Vzhledem k rozsahu dané problematiky rovnéz nebylo

mozné zabyvat se podrobnéji vSemi faktory, které s kvalitou a znackami potravin souviseji.

Budouci vyzkumy bude vhodné zamétit na vyvoj postoji spotiebitelll ke znackam kvality
potravin a dale realizovat rozsahlejsi studii zaméfenou na srovnani spottebitelskych postojia ke
znackam kvality potravin ve vice zemich EU. Dalsi moznosti je zkoumat vnimani postoju
jednotlivymi generacemi spotiebitelti (Generace X, Generace Y a Generace Z). Pro zpfesnéni
typologie spottebiteli by bylo uzite¢né rozsifit vyzkum o nékteré dal$i sociodemografické

charakteristiky ¢i vybrané charakteristiky ndkupniho chovéni.

V ramci podrobného zkoumani by bylo zajimavé zaméfit se na konkrétni kategorie potravin,
zjiStovat vliv znacek kvality pifimo v téchto kategoriich a nasledné srovnat, ve kterych

kategoriich jsou znacky kvality potravin dileZitym voditkem pii ndkupu potravin.

Specifickou oblasti vyzkumu by mohla byt loga znacek kvality potravin a asociace, ktera tato
loga vyvolavaji. Dal$i zkoumani by mohlo byt zaméfeno také na marketingovou komunikaci
znacek kvality s cilem zjistit, kterd média jednotlivé spotiebitelské segmenty sleduji a jaka

forma komunikace znacek kvality by pro n¢ byla relevantni.
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V prubehu resersi, sbéru, a hlavné analyzy dat byla ziskédna fada ndméth na dalsi vyzkum, které
mohou byt velmi zajimavé, ale bohuzel jiz presahuji ramec této prace. Je nutno zduraznit
skute¢nost, e vyzkumné Setieni probghlo pouze na tizemi Ceské republiky a mapuje tak nazory
a postoje ¢eskych spotiebitell. Dotazovani prob&hlo na vybérovém souboru, ktery je mozné
povazovat za reprezentativni z pohledu pohlavi a véku respondentti. Dalsi sociodemografické
charakteristiky (vzdélani, socioekonomicky status, velikost doméacnosti, velikost bydlisté) byly
také sledovany, ale nebylo vzdy doszeno plné reprezentativnosti. Dal§im omezenim vyzkumu
bylo dotazovani na pouze omezeny pocet znacek kvality, a nikoliv na v§echny znacky kvality
potravin, které se na Ceském trhu vyskytuji. ProtoZze vSak byl zaroven proveden ndvrh
segmentace spotiebiteli na zakladé databaze MML-TGI, je mozné navrh segmentace
vyuZivajici data z terénniho Setfeni porovnat s navrhem segmentace z této velké databaze, ktera

reprezentativnost vybérového souboru splituje u vétsiny sociodemografickych charakteristik.

Zjisténi, kterd vyzkum pfinesl, mohou byt inspiraci a vychodiskem pro dalsi vyzkum znalosti
znacek kvality potravin a postoje spotiebiteld ke znackam kvality na ¢eském trhu. Bylo by jisté
zajimavé a prinosné, provést stejny vyzkum s ur¢itym ¢asovym odstupem, napt. za pét let. Pak
by bylo mozné zhodnotit vyvoj znalosti a postoji respondentii ke znackam kvality potravin a

posoudit vliv komunika¢nich kampani na jejich podporu.

Dalsi moZnosti je provést stejné dotazovani i v jinych c¢lenskych zemich EU a porovnat

regionalni rozdily, ¢i zahrnout mezi sledované proménné vybérového souboru i behavioralni a

vvvvvv

Zaveérem je nutné uvést jedno z omezeni vyzkumu: razné vyzkumy zkoumajici znalost a postoje
respondentll ke znackdm kvality potravin pouZzivaji rizné typy otdzek a hodnoticich Skal.
Krom¢ toho néckteré vyzkumy sledovaly zejména tzv. wvnitini atributy (senzorické
charakteristiky, Cerstvost ¢i slozeni) a jiné zejména tzv. vnéj$i podnéty (znacka, obal, zem¢
puvodu). Jde proto o dalsi faktory, které ovliviiuji ndkupni rozhodovani spotiebitele a jisté by

bylo vhodné zaméfit timto smérem budouci vyzkum.
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9. Priloha 1 — Dotaznik

Vazeni zakaznici,

chtél bych Vas pozadat o spolupraci pii vyzkumu nadkupniho chovani spotiebitell na trhu
potravin oznacenych zna¢kami kvality. Rozhovor je anonymni a data, ktera poskytnete, budou

pouzita vyhradné pro ucely tohoto vyzkumu a zpracovani disertacni prace. Dékuji za Vas ¢as a

poskytnuté informace. Tomas Sadilek
1. Cislo dotazniku
2. Znate nékterou ze znacek kvality potravin?
ANO NE
3. Uved’te tri faktory, které Vas nejvice ovliviiuji pfi nakupu potravin.
4. Vyjmenujte znacky kvality potravin, které znate.
5. Spliiuji potraviny oznacené znackami kvality VasSe ofekavani?

1 — zcela souhlasim
2 — spise souhlasim
3 — ani souhlasim, ani nesouhlasim
4 — spise nesouhlasim
5 — zcela nesouhlasim

6. Jaka jsou VaSe ofekavani konkrétné? (zvolte nejvyse tri odpovédi)
je vyrobena z kvalitnich surovin
slozeni je bez nadhrazek
vyzivoveé hodnotnd potravina
zdravotné nezdvadna
spliujici chut'ové ocekavani
ma znamy geograficky ptivod
zarucena znackou kvality
je to Cesky vyrobek
je to biopotravina

jina oc¢ekavani
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10.

11.

Jsou dle Vaseho nazoru potraviny oznacené znackami kvality skute¢né kvalitnéjsi?

1 — zcela souhlasim

2 — spiSe souhlasim

3 — ani souhlasim, ani nesouhlasim

4 — spiSe nesouhlasim

5 — zcela nesouhlasim

Jsou podle Vaseho nazoru znacky kvality duvéryhodné?

1 — zcela souhlasim

2 — spise souhlasim

3 — ani souhlasim, ani nesouhlasim

4 — spisSe nesouhlasim

5 — zcela nesouhlasim

Jste ochotni platit za potraviny oznacené znackami kvality vice, nez za potraviny
neoznacené?

1 — zcela souhlasim

2 — spise souhlasim

3 — ani souhlasim, ani nesouhlasim

4 — spise nesouhlasim

5 — zcela nesouhlasim

Kolik ¢lenii ma domacnost, ve které Zijete?
a.
b.
c.
d.
e.
Uved’te, v jakém intervalu je celkovy mési¢ni €isty prijem Vasi domacnosti?
a.

b.

1

2
3
4
5 avice

Do 10 000 K¢

10 001 —20 000 K¢&
20 001 —30 000 K¢
30001 —40 000 K¢

40 001 — 60 000 K¢
Nad 60 000 K¢
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12.

13.

Uved’te, jaké je VaSe nejvyssi dosaZené vzdélani?
Zakladni

Stiedoskolské bez maturity

Stiedoskolské s maturitou

Vyssi odborné

Vysokoskolské

Uved’te Vase PSC.
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10. P¥iloha 2 — Z4akladni vystupy statistickych analyz

Tabulka 2.1 Znalost znacek kvality respondenty (v %)

Ano Ne

T-test

sig

Znate nékterou ze znacek kvality potravin?

85,55

15,55

22,16

0,000

Zdroj: vlastni zpracovani

Tabulka 2.2 Poradi znacek kvality potravin dle spontanni znalosti

Prvni zna¢ka | Druha znacka Treti znacka
1 | Klasa Jind Regionalni potravina
2 | Cesky produkt | Cesky vyrobek Jina
3 | Other Chranéné zemépisné oznaceni | Chranéné oznaceni ptivodu
4 | Jina Regiondlni potravina Cesky produkt
5 Cesky produkt
6 Zdrava potravina

Zdroj: vlastni zpracovani
pozn: hodnoty Kendallova tau jsou na intervalu od -0,501 do 0,229 a statisticky vyznamné na
hladin€ vyznamnosti a = 0,05.

Tabulka 2.3 Poradi faktori, které nejvice ovliviiuji spotiebitele pii nakupu potravin

Prvni faktor | Druhy faktor | Treti faktor
1 | Cena Cena Cena
2 | Pivod Piivod Vzhled
3 | Kvalita Slozeni Znacka kvality
4 | SloZeni Appearance SloZeni
5 | Chut Vzhled Doporuceni
6 | Vzhled Doporuceni Kvalita
7 | Znacka kvality | Obal Cerstvost
8 | Obal Cerstvost Chut
9 | Cerstvost Chut Umisténi v regélu
10 | Jiné Znacka kvality | Vystaveni v regalu

Zdroj: vlastni zpracovani
pozn: hodnoty Kendallova tau jsou na intervalu od -0,433 do 0,06 a statisticky vyznamné na
hladin€ vyznamnosti o = 0,05.
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Tabulka 2.4 RozloZeni odpovédi pro tvrzeni T1 — T4 (v %)

T- sig

1 2 3 4 |5 test
T1: Spliiuji potraviny oznacené
znaCkami kvality Vase ofekavani? 0 944156 | 0 1 0 153,090,000
T2: Jsou dle Vaseho nazoru potraviny
oznacené znackami kvality skute¢né 19 (44,430,628 2,8|15,43 (0,000
kvalitnéjsi?
T3: Jsou podle Vaseho nazoru znacky 194 | 41,7 [ 22,2 18,3 | 2,8 | 13,36 | 0,000
kvality divéryhodné?
T4: Jste ochotni platit za potraviny
oznacené znackami kvality vice, neZ za 27,8 144,41 13,9|5,6 2,81 12,21 | 0,000
potraviny neoznacené?

Zdroj: vlastni zpracovani

pozn: 1 — zcela souhlasim, 2 — spiSe souhlasim, 3 — ani souhlasim, ani nesouhlasim, 4 — spiSe

nesouhlasim, 5 — zcela nesouhlasim

Tabulka 2.5 Matice korela¢nich koeficienti pro tvrzeni ze shlukové analyzy (Spearmanuv

korela¢ni koeficient)

Tvrzeni T1 T2 T3 T4
T1: Potraviny oznacfené znaCkami kvality spliuji moje

ocekavani. 1

T2: Potraviny oznacené znackami kvality jsou skutecné

kvalitnéjsi. 0,549 | 1

T3: Znacky kvality jsou diivéryhodné. 0515|0717 | 1

T4: Jsem ochotna/y platit za potraviny oznacené znackami

kvality vice neZ za potraviny neoznacené. 0,448 |1 0,549 | 0,536 | 1

Zdroj: vlastni zpracovani

Tabulka 2.6 Koeficienty Eta pro tvrzeni ze shlukové analyzy

Measure of Association | Eta

T1*Ward Method 0,645
T2*Ward Method 0,612
T3*Ward Method 0,451
T4*Ward Method 0,433

Zdroj: vlastni zpracovani
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Tabulka 2.7 Testovani normality dat pro vytvoiené shluky

Test of normality
Tvrzeni Ward Method Kolmogorov-Smirnov Shapiro-Wilk
Statistic | Df | Sig. | Statistic | Df | Sig.
Vyhledavajici kvalitu 0,219 113 | 0,000 | 0,924 113 | 0,000
T1 Neptemyslejici o kvalité | 0,179 215 10,000 | 0,865 215 | 0,000
Impulzivné nakupujici | 0,246 116 | 0,000 | 0,842 116 | 0,000
Vyhledévajici kvalitu 0,271 113 {0,000 | 0,963 113 | 0,000
T2 Nepremyslejici o kvalité | 0,213 215 10,000 | 0,914 2151 0,000
Impulzivné nakupujici | 0,256 116 | 0,000 | 0,973 116 | 0,000
Vyhledévajici kvalitu 0,288 113 {0,000 | 0,862 113 | 0,000
T3 Nepiemyslejici o kvalité | 0,159 215 10,000 | 0,905 2151 0,000
Impulzivné nakupujici | 0,148 116 | 0,000 | 0,904 116 | 0,000
Vyhledévajici kvalitu 0,250 113 {0,000 | 0,910 113 | 0,000
T4 Nepremyslejici o kvalité | 0,264 215 10,000 | 0,984 215 | 0,000
Impulzivné nakupujici | 0,192 116 | 0,000 | 0,801 116 | 0,000

Zdroj: vlastni zpracovani

Tabulka 2.8 Kruskal-Wallis test pro vytvorené shluky

Tvrzeni Ward Method N | Mean Rank
Vyhledavajici kvalitu 113 | 412,35
T1 Nepiemyslejici o kvalité | 215 | 367,12
Impulzivné nakupujici 116 | 210,19
Vyhledavajici kvalitu 113 | 485,21
T2 Nepremyslejici o kvalité | 215 | 389,50
Impulzivné nakupujici 116 | 222,16
Vyhledavajici kvalitu 113 | 401,89
T3 Neptemyslejici o kvalité | 215 | 391,18
Impulzivné nakupujici 116 | 209,32
Vyhledavajici kvalitu 113 | 411,41
T4 Neptemyslejici o kvalité | 215 | 301,56
Impulzivné nakupujici 116 | 199,47

Zdroj: vlastni zpracovani
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Tabulka 2.9 Zastoupeni vytvorenych shlukii v sociodemografickych segmentech

spotiebiteli (v %)

Vyhledavajici | Nepremyslejici | Impulzivné
kvalitu o kvalité nakupujici
Pocet ¢lenu 1 5,6 13,5 10,3
domacnosti 5 34,7 27.0 41,0
3 20,8 16,2 17,9
4 29,2 32,4 28,2
5 9,7 8,1 2,6
Vzdélani Zakladni 8,3 0,0 0,0
SS bez maturity | 0,0 56,8 7,7
SS s maturitou | 34,7 43,2 41,0
VOS 4,2 0,0 0,0
Vysokoskolské | 54,2 0,0 51,3
Pohlavi Zena 68,1 78,4 82,1
Muz 31,9 21,6 17,9
Celkovy mési¢ni | Do 10 000 4,2 5,4 5,1
doisgfn%iiiiie(lil(é) 10 001-20 000 | 18,1 16,2 12,8
20 001-30 000 | 25,0 21,6 23,1
3000140 000 | 26,4 32,4 35,9
40 001-60 000 | 13,9 13,5 17,9
Nad 60 000 13,9 13,5 7,7
Vék 20-29 let 48,6 48,6 53,8
30-39 let 12,5 13,5 12,8
4049 let 26,4 21,6 17,9
50-59 let 11,1 13,5 17,9
60 let 1,4 0,0 0,0
Region Praha a 55,6 2,7 79,5
Stfedocesky kraj
Plzensky kraj 23,6 37,8 12,8
Olomoucky kraj | 20,8 35,1 7,7

Zdroj: vlastni zpracovani
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Tabulka 2.10 RozloZeni primérnych hodnot odpovédi na vyroky vstupujici do faktorové

analyzy (n =15 020, v %)

FA 30.10.2018 14:38:19

MML-TGI CR 2016 1. - 4. kvartdl SPOJENA (11.01.2016 - 18.12.2016)

ani

. ano,
CS: CS Vsichni urdité |spiSe |ani |spiSe |uré |neuve- | cel-
Projekce na jednotlivce, VaZeno ano ano |ne |ne |ne |deno |kem
001 Davam prednost znackovému zbozi. 7,2 23,8] 28,9] 20,3|18,6 1,2 100
008 Pri nakupu se fidim pouze druhem zbozi, nezalezi mi
na znacce. 11,5 32,1| 348]| 14,8 5 1,8| 100
011 Znackové zbozi je zarukou kvality. 8,4 26,2| 37,3| 17,4| 8,9 1,8 100
015 Za kvalitni zboZi jsem ochoten zaplatit vice. 12,7 42,2] 28,8| 10,5| 4,1 1,8 100
021 Pokud najdu znacku, ktera mi vyhovuje, neménim ji. 15,9 40,5 271 10,2 4,5 2| 100
022 Kupuji pouze velmi kvalitni vyrobky. 521 27,3] 43,21 16,7| 6,1 1,7 100
028 Vyssi cena garantuje vySsi kvalitu zbozi. 5,21 20,7| 35,3| 22,3|14,4 2,2 100
029 Rad(a) zkousim nové znacky vyrobkd. 5,5| 22,6| 38,8| 23,8| 7,7 1,7 100
030 Ctu si udaje na obalech vyrobk. 13,71 30,6| 27,3| 17,8| 8,9 1,8 100
038 Kvalitni zbozi je vzdy drazsi. 13,3 33,9 33,1| 12,6| 5,3 1,7 100
878 Kdyz vidim novou znacku, €asto ji koupim, abych
vidél(a) jaka je. 2,7 12,5| 25,7| 28,7|25,5 49| 100
879 Kdyz objevim znacku, ktera mi vyhovuje (ktera se mi
libi), mam tendenci u ni setrvat. 15,2 40,7| 24,4| 8,6| 6,2 49| 100
880 Myslim Ze dobie znamé znacky jsou lepsi. 8,3| 26,8| 38,9| 13,4 7,5 5,1 100
979 Vyplati se ptiplatit si za kvalitni produkt. 13,3 39,5| 28,6 8,8| 3,5 6,3| 100

Zdroj: MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016), CS: CS Vsichni
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Tabulka 2.11 Korela¢ni matice vyroki vstupujicich do faktorové analyzy (n = 15 020)

F 30.10.2018 14:41:44

MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016)

CS: CS Vsichni, Projekce na

jednotlivee, VéZeno 001 | 008 | 011 | O15 | 021 | 022
e

028 | 029

030

038 | 878

879

880 | 979

001 Davam prednost znackovému
ZboZi.

008 Pii nakupu se fidim pouze
druhem zbozi, nezalezi mi na =271 1
znacce.

011 Znackové zbozi je zarukou

kvality. ,361 | -,018 1

015 Za kvalitni zbozi jsem

ochoten zaplatit vice. S24|-028 1,247 !

021 Pokud najdu znacku, ktera mi

vyhovuje, neménim ji. AL 132,046 1,222 !

022 Kupuji pouze velmi kvalitni

, 319 ,021| 296 | 38| ,287 1
vyrobky.

028 Vyssi cena garantuje vyssi

Kvalitu zboi. 3151 -072 | ,494 | 213 | ,04 | ,258

029 Rad(a) zkousim nové znacky

e 3131 -031 | ,271 | ,323| ,016 | ,284

030 Ctu si idaje na obalech

el ,106 | ,004 | ,037 | ,227| ,113 | ,149

038 Kvalitni zbozi je vzdy drazsi. ,143 | ,042 | 408 | 27| ,133| ,238

,054

878 Kdyz vidim novou znacku,
Casto ji koupim, abych vidél(a) 263 | -06| ,232| ,114| ,011 | ,162
jaka je.

-,008

879 Kdyz objevim znacku, ktera
mi vyhovuje (ktera se mi libi), 062 | ,071( ,063 | ,194| ,291 | ,066
mam tendenci u ni setrvat.

,037| ,021

,131 ,19

880 Myslim ze dobfe znamé

g o 253 -01 | ,334| ,248| ,138| ,186
znaCky jsou lepsi.

31,175

32,327

979 Vyplati se ptiplatit si za

[ e ,2291 1,001 21 ,396| ,207 | 24

51,155

251 ,089

325 1

Zdroj: MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016), CS: CS Vichni

Tabulka 2.12 Zrotovana faktorova matice s uvedenim faktorovych zatézi nizsich nez 0,4
= < = Q =
- - 1 - SB - 7)) =] o
MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 537 =382 T g S8 Ty
18.12.2016) ES | 285 28| 2E ]
CS: CS Vichni TS | S2EE 58| 28 | ©¢E
. . . Ly S o SRl A= = = 5
Projekce na jednotlivce, VaZzeno M S < >>» = A
011 Znackoveé zbozi je zarukou kvality. 0,781 0,113 0,116
028 Vyssi cena garantuje vyssi kvalitu zbozi. 0,724 0,129 0,234 0,114
038 Kvalitni zbozi je vzdy drazsi. 0,675 0,258 | 0,124 -0,136
021 Pokud najdu vyhovujici znacku, neménim ji. 0,682 | 0,112 -0,16
015 Za kvalitni zbozi jsem ochoten zaplatit vice. 0,227 0,606 0,317 0,182
979 Vyplati se priplatit si za kvalitni produkt. 0,125 0,605 | 0,275 0,123
022 Kupuji pouze velmi kvalitni vyrobky. 0,401 0,518 - 0,246
0,115
879 Kdyz objevim znacku, ktera mi vyhovuje (ktera se mi libi), mam tendenci -0,128 0,364 | 0,764
u ni setrvat.
880 Myslim, ze dobfe znamé znacky jsou lepsi. 0,339 0,206 | 0,706
878 Kdyz vidim novou znacku, ¢asto ji koupim, abych vidél(a), jaka je. 0,29 -0,24 | 0,604 0,316 0,148
029 Rad(a) zkousim nové znacky vyrobku. 0,358 0,114 0,746
030 Ctu si udaje na obalech vyrobk. 0,156 0,286 0,727
008 Pfi nakupu se fidim pouze druhem zbozi, nezalezi mi na znacce. -0,871
001 Davam prednost znackovému zbozi. 0,329 0,241 | 0,103 0,207 0,641

Zdroj: MML-TGI CR 2016 1. - 4. kvartal SPOJENA (11.01.2016 - 18.12.2016), CS: CS Vichni
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11. P¥iloha 3 — Perception of Food Quality by Consumers-Literature

Review !

11.1. Abstract

This study aims to analyse the elements which contribute most to defining the quality of a food
product. The data analysis has made it possible to categorise consumers into two main groups:
on the one hand those who mainly use criteria associated with organoleptic elements, and, on
the other, those who make their choice based on place and methods of production. Both
categories were studied with a view to identifying their distinctive socio-demographic and
behavioural features. Geographical provenance, age, propensity to read the label on products,
scientific knowledge and self-assessment of knowledge on food safety-related issues emerged
as the main differences between the two groups. The perception of quality appears to affect
purchase decisions and dietary patterns. The description of the consumer groups who use the
same elements to define quality provided a useful insight into consumer choices and potential
risk-exposure behaviours. The study of these aspects is therefore relevant for designing
effective and targeted communication actions, not only for companies but also for public

institutions in charge of safeguarding public health.

Keywords: quality label, information needs, consumers’ perception

! Sadilek, T. (2019). Percepition of Food Quality Labels by Czech Consumers. European Research Studies
Journal. 22 (1), 57-67.

57



11.2. Introduction

11.2.1. Food quality perception

Several studies have highlighted the fact that definition of quality is not unified but depends,
rather, on the different perspective from which it is assessed: a definition in technical and
production terms may differ from the consumers’ perception (Steenkamp, 1990). From the
consumers’ point of view, in fact, several aspects contribute to defining the quality of a food
product: these are not only intrinsic qualities such as taste and other organoleptic properties,
but also external factors such as origin and labelling (Bernués et al., 2003; Grunert, 2002; Verda
et al., 2004). One theoretical model that seeks to combine these aspects with a view to
understanding the motives and values that drive consumer satisfaction and hence consumer
purchasing choices is the Total Food Quality Model developed by Grunert et al. (1996). The
model consists of a horizontal dimension based on the element of time which distinguishes
between quality perception before and after the purchase (expected quality and experienced
quality) and a vertical dimension which describes intention to buy based on consumers’
perception of quality. Intention to buy derives from a compromise between three factors:
expected quality, based on the perception of the product’s intrinsic and extrinsic indicators, the
expectation of satisfaction at the time of purchase and the product’s perceived cost. There is
therefore a strongly subjective component in the concept of quality that is linked to the
consumer’s perception and is influenced by the various characteristics of the product. Quality
assessment plays a key role in the model, not as an end but to the extent that it satisfies purchase
motives and the values associated with them.

Perception of the product’s attributes has important repercussions on consumer expectations
and conversely the values sought and expected by consumers have an impact on the most
desired dimensions of quality and the way in which the various attributes are perceived and
assessed. The process which starting from the product’s attributes and via expected quality
eventually leads to purchase motives brings into play increasingly abstract cognitive categories.
The Total Food Quality Model considers quality as an abstract and multidimensional
construction, characterised by four fundamental and closely interrelated dimensions: the
hedonic characteristics of food, health, convenience and the production process. Differences in
quality assessment have many consequences, both in terms of behaviours, beliefs and attitudes

on the part of consumers, and about the use and search for information when choosing a product.
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Expectation of quality ultimately affects dietary patterns, the ways in which food is prepared,

as well as current and future purchase decisions (Brunsg et al., 2002; Grunert, 2005).

11.2.2. Food quality and food safety

Over the past few decades there has been a growing demand for safe and high-quality food.
Rapid economic development and recent changes in the food supply chain have contributed to
increased interest in the issue of quality in the food sector. In the mind of consumers, the concept
of a food product’s quality appears to be closely related to the perception of its being safe. A
recent study, investigating the relationship between food quality and food safety, has
highlighted that people seem more prone to regard a food product as safe if they consider it as
being high quality rather than the opposite (Van Rijswijk & Frewer, 2008). Concern regarding
the safety and quality of food products involves every stage of the production chain. The debate
around these topics has focused on several aspects of the product: from organoleptic
characteristics to health and hygiene safety, from healthiness and nutritional qualities to place
of production and the ethical aspects associated therewith. Faced with requests for reassurance
and information by increasingly demanding consumers, European and domestic public entities
have responded by passing legislation such as the standards pertaining to product traceability
and labelling (Savov & Kouzmanov, 2009). In order to guarantee the quality and safety of
products, a variety of international regulations have been introduced, including ISO 9001
(International Organization for Standardization) standards, defining the requirements which a
quality system needs to have in place in order to ensure control throughout the production
process and prevent or detect any non-conformities; as regards operational tools there is the
HACCP (Hazard Analysis Critical Control Points) system, whose purpose is to achieve self-
checking objectives (Pham et al., 2010; Ramphal & Simelane, 2010).

11.3. Certifications and quality brands

Quality has become a key element on which the Italian food market has strongly invested to
differentiate itself and face the challenges from new international markets.

Certification and brand provide consumers with a set of indications regarding not only the
product origin, but also the relevant production processes and other aspects, including safety,

environmental and ethical aspects, all of which constitute the core of the quality concept
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(Marino & Nobile, 2007). A Eurobarometer survey conducted in 2012 has shown that Italian
consumers are the most attentive to quality labels in Europe, with 35% of Italian respondents
stating that at the time of purchase they always check whether the product has quality labels
guaranteeing specific characteristics.

This percentage is substantially higher than the European average figure of 22% (EU, 2012).
Through communication and advertising, food companies have encouraged the association
between traditional certified and organic products on the one hand and greater quality and safety
on the other. The certified brand seems to provide consumers with a user-friendly way to choose
a reliable product, especially during a time of economic recession and food scares, where
consumers apparently show less trust in production processes, imported products and the
effectiveness of controls (Ferretti & Magaudda, 2006). It should be noted, however, that
consumers appear to be extremely diffident regarding food quality.

Discussions about new technologies applied in the food sector, especially with regards to
genetic modification, have brought into focus the consumers’ newly awakened interest in food
productions and the general lack of knowledge about it (Grunert, 2002). The several food
hazards encountered since the beginning of the 90s, have shaken consumers and drew their
attention to the importance of food's traceability. Food safety issues often result from the
asymmetric information between consumers and suppliers, with regards to product specific
attributes (Ortega et al., 2011). Consumers seek for high quality food products and they infer
this quality based on a certain group of indicators, or attributes, that are classified according to
the degree of visibility, namely: search, experience, and credence attributes. More particularly,
credence attributes are those that consumers can't ever evaluate with confidence but basing on
consumers' opinions with regards to the product itself or the producer, even after consumption
(Verbeke et al., 2006). Nowadays, to define food products' quality, consumers evaluate both
intrinsic features of the product and external features, such as traceability, origin (COO),
geographical indications and certification (Mascarello et al., 2015; Jover et al., 2004), and then
choose foodstuffs according to elements that may characterize the product itself. The food label
encloses a set of information that conveys to consumers the product's characteristics, this
information can influence consumer' purchase behaviour.

Several studies point to the existence of a strong relationship between the food label and
consumer reactions (Hoogland et al., 2007). The evolution of society, over the last forty years,
has led to a radical change of needs and consumer behaviours. Through the purchase and the
consumption, individuals express their own culture, they relate to the society, define their

identity and show more and more attention to social and environmental aspects linked to
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agriculture. The consumption processes evolve, and food products are evaluated both for their
material values and for their symbolic and communicative value; the food product becomes a
mean of communication and socialization. Most consumers say they are willing to pay more
for a product they perceive as respectful of health, environment, innovation, quality, or
considered ethically superior (Bialkova & Van Trijp, 2010; Grunert, 2011). Some details,
therefore, may be sufficient to increase the perceived value of the product, such as new
technologies for product traceability or product innovations. Under this scenario, the label is
the most powerful tool for suppliers to convey information to the consumer (Banterle et al.,
2013). The will to protect and promote food production, in the European Union, has allowed
the development of an efficient traceability system. With this system of rules, it is possible to
improve food safety and enhance consumer confidence, in addition to giving a higher value to
foods, through the label which provides search, experience and credence information (Louriero
et al., 2007).

However, the copious legislation in the Union, has not simplified the consumer ability to
understand, easily, the quality credence attributes of foodstuffs. In addition, it is now
ascertained that consumers perceive traceability as a further quality attribute to be considered
at the time of purchase. It seems clear that traceability of food products falls among credence
attributes. The Grunter’s Total Food Quality Model (Grunert, 2002) considers food quality as
a multidimensional construction characterized by four fundamental interrelated dimensions that
are: hedonic characteristics of food, health, convenience and production process. Particularly,
the dimension that relates to production processes uses food attributes that are typically
credence attributes, because it is impossible for the consumer be aware of all the production
process, through the agro-food production chain. Nevertheless, so far, what consumers look
behind the word traceability was little investigated. The asymmetry between the comprehension
of traceability by consumers and producers may need the adoption of certifications that easily
communicate to the consumer information on agricultural practices beneficial for the climate
and the environment. Indeed, the consumer has increasingly used the criterion of personal trust
to a specific certification. For example, in Italy, the quality features of a product are often
connected to local productions or local foodstuffs (Aprile et al., 2016). Local food is perceived
as characterized by a large variety of benefits, that range from the satisfaction of enjoying
a homemade authentic food product, to the local-food intrinsic ability to enhance the
sustainability of the food system, reducing the carbon footprint and providing new market

opportunities for local farms (Guerrero et al., 2009).
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The labelling of food products, therefore, becomes more and more a strategic element for
product differentiation in the entire supply chain, since it affects the strategic behaviour of
producers, of those who become part of the supply chain and the label's evolution itself. This,
compared to the past, relates to agricultural firms and to agro-food industries: the label role is
crucial to provide correct information about food products, and do not incur in conflicts of
interest among different stakeholders (i.e. researchers, manufacturers, public authorities, and
others). Since no studies in the Czech Republic about consumer insight and their preferences
about information provided on foodstuffs labelling and the meaning that they give to the
concept of traceability, consumers' preferences were studied about a set of quality attributes of
food products. To ascertain the existence of the asymmetric information between producers and
consumers, with regards to traceability, the objective of this study is to gain insight in how the
consumer recognizes the traceability and the links among food attributes shown in the label,

when he/she evaluates the quality of foodstuffs.

11.4. EU and National quality labels

Nevertheless, some generalizations are valid for other labels as well: The primary information
source for all relevant topics with respect to food labelling seem to be the Internet (but not for
food in general). It is by far the most important source where consumers will look for
information. Not all of them can be motivated to get more information about food in general
and quality labels. But there is a core group of consumers which is especially eager to acquire
information. The size of it might differ and depend on the overall publicity, actual developments
in the food sector like food scares, and their severity as discussed by Bocker & Hanf (2000),
technological developments in food processing, general trends in food consumption, or related
factors. For other quality labels the size ofthe group might differ, but in general, some important
characteristics of the group members could be identified. They are using multiple information
platforms, discuss with family and friends, but new forms of communication (social media,
mobile apps) are — up to now — of only minor importance for this core group. The group seems
to be more interested in all food related topics and its members are a little bit.

Consumers usually are unable to evaluate the quality of food products before purchase, they
use quality cues like brands, prices or labels (Steenkamp, 1990; Grunert & Aachmann, 2016).

For helping consumers within their evaluation of quality, the EU introduced important quality

62



(origin) labels, namely PDO (Protected Designation of Origin) or PGI (Protected Geographical
Identification) and TSG (Traditional Specialty Guaranteed).

In addition, each country is using national quality labels. EU food labelling has different
aspects, e.g., to fulfil traceability requirements, nutrition labelling, serving promotional goals,
etc. (Cheftel, 2005). As Cheftel (2005) points out the “diversity and complexity (of food labels
and regulations) is due to the different objectives and requests from the various stakeholders”.
Some of the food labels try to inform consumers about certain aspects (e.g. GMO free), contain
nutritional information, trade-related information, or quality grading, just to name a few
(Cheftel, 2005). This led, intended or unintended, to a huge variety of different EU and national
labels officially in use — not to name all other private based labels — more and more confusing
consumers.

Through consumption, individuals express their own culture, they relate to the society, define
their identity and show more and more attention to social and environmental aspects linked to
agriculture. The consumption processes evolve, and food products are evaluated both for their
material values and for their symbolic and communicative value; the food product becomes a
mean of communication and socialization. Most consumers say they are willing to pay more
for a product they perceive as respectful of health, environment, innovation, quality, or
considered ethically superior (Bialkova & Van Trijp, 2010; Grunert, 2011). Some details,
therefore, may be sufficient to increase the perceived value of the product, such as new
technologies for product traceability or product innovations. Under this scenario, the label is
the most powerful tool for suppliers to convey information to the consumer (Banterle et al.,
2013). They will to protect and promote food production, in the European Union, has allowed
the development of an efficient traceability system. With this system of rules, it is possible to
improve food safety and enhance consumer confidence, in addition to giving a higher value to
foods, through the label which provides search, experience and credence information (Louriero
et al., 2007).

However, the copious legislation in the Union has not simplified the consumer ability to
understand, easily, the quality credence attributes of foodstuffs. In addition, it is now
ascertained that consumers perceive traceability as a further quality attribute to be considered
at the time of purchase. It seems clear that traceability of food products falls among credence
attributes. Nevertheless, so far, what consumers look behind the word traceability was little
investigated. The asymmetry between the comprehension of traceability by consumers and
producers may need the adoption of certifications that easily communicate to the consumer

information on agricultural practices beneficial for the climate and the environment. Indeed, the
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consumer has increasingly used the criterion of personal trust to a specific certification. For
example, in Italy, the quality features of a product are often connected to local productions or
local foodstuffs (Aprile et al., 2016). Local food is perceived as characterized by a large variety
of benefits, that range from the satisfaction of enjoying a homemade authentic food product, to
the local-food intrinsic ability to enhance the sustainability of the food system, reducing the
carbon footprint and providing new market opportunities for local farms (Guerrero et al., 2009).
The labelling of food products, therefore, becomes more and more a strategic element for
product differentiation in the entire supply chain, since it affects the strategic behaviour of
producers, of those who become part of the supply chain and the label's evolution itself. This,
compared to the past, relates to agricultural firms and to agro-food industries: the label role is
crucial to provide correct information about food products, and do not incur in conflicts of
interest among different stakeholders (i.e. researchers, manufacturers, public authorities, and
others). Since no studies, so far, in Italy, about consumer insight, about their preferences about
information provided on foodstuffs labelling, and the meaning that they give to the concept of
traceability, consumers' preferences were studied about a set of quality attributes of food
products. To assess the quality of a food product every consumer considers a variety of aspects
(including, for example, freshness, price, origin, brand, etc.) and attributes a specific degree of

importance to each.

11.5. Discussion and Conclusion

Based on earlier research (Asmalovskij & Sadilek, 2016), Czech consumers consider the most
important aspects to be the product’s sensorial characteristics (taste, appearance and freshness
of the product). It is interesting to note that other studies conducted internationally have
identified those same sensorial characteristics as the main drivers of food choices (Honkanen
& Frewer, 2009). These results appear to confirm the connection between expected quality cues
and the intention to buy proposed by the Total Food Quality Model. Moreover, they seem to be
in line with the results of other research which identified a close relationship between the quality
of a food product and the reason for its purchase (Keningham et al., 2005). In recent years
consumers have started to appreciate typical products and to see this aspect as a distinctive
feature associated with an assurance of higher quality (Mattiacci & Vignali, 2004). Moreover,
the interest shown by consumers in the origin and place of production of food has grown

(Dimara & Skuras, 2003), especially about European Quality Food Certification (Aprile et al.,
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2012) products. Quality assessment is a complex process and the consumer often experiences
a feeling of uncertainty because some aspects of the product are difficult to appraise because of
the lack of information at the time of purchase (Grunert et al., 1996). International studies have
shown that quality brands and certifications of origin are important indicators which, by
guaranteeing some of the product characteristics, make it easier for consumers to judge and
strengthen their perception of its quality (Grunert, 2002; Ilbery et al., 2005; Verbeke et al.,
2007). Certification and brand provide the consumer with product information concerning not
only provenance, but also — according to a more complex and general model — some social and
ethical aspects.

Many surveys have shown that, especially when there are food emergencies caused by food
scares, the brand emerges as a guarantee for product safety (Yeung & Yee, 2010). The
perception of safety in food is in fact closely associated with the concept of quality (Van
Rijswijk & Frewer, 2008). However, the recent scandals involving the food industry and
diffidence towards the industrial production system of the globalised market may have
exacerbated the distrust felt by consumers of food produced by large corporations.
Assessment of food products and being able to characterise the consumers influenced by them
is a fundamental step, firstly for the companies dealing with market analysis and product
positioning. In an age of strong market competition not only at the European level, a
competitive policy emphasising product differentiation could provide a major opportunity for
the Czech market. The hedonic aspect associated with food and the pleasure of eating well is
still a crucial aspect for Czech consumers, for whom culinary traditions are still very important.
Another central aspect shown by the study, however, is the importance of the production
processes and place of production of food products. It is thus essential for the various stages of
the food production chain to be efficiently coordinated to create, maintain and enhance the
elements of differentiation on which the consumers’ perception of quality is based. Today the
competition in the food business involves not only safety control and efficiency but also the
ability to adding value. The concept of adding value is strictly customer oriented: the effort to
enhance the value of a food product is aimed at increasing consumers’ perception of the
product’s quality. It is therefore important to ensure that, along with the food product itself,
customers should be offered an appropriate flow of related services, and particularly
information, to help them develop a clearer perception of the product’s material and immaterial
characteristics. Communication makes a key contribution to building, sustaining and enhancing
over time the reputation and appreciation of a food product and of the processes, services and

other features that consumers look for and seek assurances on. To be effective, however,
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communication strategies must consider always the different target audiences to which their
communication is aimed and consider their characteristics, behaviours and preferences. The
sensitivity of older people on products’ origin and production process could be an interesting
point, such as the geographical differences emerged in this study. An understanding of the
expected quality of a product is also important for the institutions in charge of public policy on
food safety and consumer protection. This paper has highlighted some important trends in
Italian consumers’ definition of food quality taken as a general and multi-dimensional concept.
The subjective perception of quality is in fact related to a complex system of cultural codes and
value systems which are nevertheless integrated in the consumers’ daily choices (Holm &
Kildevang, 1996). The goal of the institutions concerned with public health protection is to
provide consumers with the appropriate tools to be able to assess the safety and quality of food
products based on knowledge of scientific evidence and the real risks associated with food
products alongside their subjective perceptions. Communication once again plays a crucial role
in this respect, and the segmentation into groups of consumers showing different perceptions
and habits is therefore fundamentally important when designing effective and targeted actions
aimed at reducing uncertainty and promoting healthy behaviours (Verbeke, et al., 2007;

Verbeke & Vermeir et al., 2007).
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12. Ptiloha 4 — Importance of Food Quality Labels Included in the
European Union Quality Schemes >

Abstract:

Purpose - The paper deals with European Union quality schemes of Protected Designation of
Origin, Protected Geographical Indication and Traditional Speciality Guaranteed labels, that
are used in agricultural and food products sector. The goal of the research is to analyse the
utilization of these labels in the European Union market according to selected criteria, including
type of label registered in each country, number of agricultural products, and foodstuffs

registered as quality labels in total.

Design/methodology/approach - Secondary data from the Database of Origin and Registration
are used. Sample consists of 1,356 labels registered in this database to 5th October 2018. The
frequency of utilization of labels is analysed according to country, type of label, and product

classes.

Findings - As results show, the highest number of product names is registered under PDO label
followed with slight difference by PGI label. There are only minimum product names registered
as TSG. Dominating country is Italy followed other Mediterranean countries like France, Spain,
Portugal and Greece. Based on product class, the most common classes are fruits, vegetables
and cereals (for PGI, PDO), cheeses (PDO) and meat products (TSG, PGI). This is confirmed
by Pearson’s chi-square test of independence to determine if significant differences do exist
between frequency of labels used and mentioned criteria. A weak dependence between number
of product names registered as PDO and between PGI and TSG, and country of origin were
confirmed. A middle strong dependence between type of label and product classes where the
label is registered, and strong dependence between country of origin and the most often

registered product class exist.

Research limitations/implications - The number of certified products is continuously
increasing. Their distribution between countries may change slightly over time. Only basic

statistical methods were used in this research.

Practical implications - To local food producers, the findings provide a deeper insight to the

EU market with food certified by PDO, PGI and TSG labels. It could stimulate their effort in

2 Importance of Food Quality Labels Included in the European Union Quality Schemes. EuroMed Journal of
Business. Piijato k publikovani dne 17.2.2019.
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products certification. The PDO, PGI and TSG schemes bring benefits to consumers as well as

to producers, because consumers are buying a product with specific value-adding qualities.

Originality/value - For EU and national authorities, food producers and scholars, this is
systematic EU-wide analysis of food products registered in the DOOR database. The study
demonstrates that protected food products must be conceptualised as evolving institutions and
not as statically protected food systems. Furthermore, the investigation and registration of
products should be encouraged among all EU Member States to allow the maintenance of

important elements of the history, culture and heritage of the local areas, regions and countries.
Keywords: Labels, Quality, DOOR database, EU, Food
JEL Classification: M31, L15
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12.1. Introduction

Quality label assists the imperfectly informed consumers in their decision process because it
structures the information environment. In other words, a quality label transforms aspect of
quality from credence to search attributes of food and is used as an extrinsic quality cue (Van
Trijp et al., 1996). To allow producers to use the added value of their products as effectively as
possible, and to facilitate consumers’ choice of food products, since 1992, the EU has
established quality labels system known as Protected Designation of Origin (PDO), Protected
Geographical Indication (PGI) and Traditional Speciality Guaranteed (TSG) to protect the
names of these products (EUFIC, 2013; European Commision, 2012a). These three schemes
have built on a long history of regional and traditional specialities, especially in southern
European countries (Teuber, 2014). The PDO, PGI and TSG labels aim to provide consumers
with clear information on the product origin or speciality character, enabling them to make
more informed purchases and the best possible choices (Verbeke et al., 2012). Offering food
products with identifiable specific characteristics and providing more information and
guarantees have become necessary to satisfy consumers and reduce their uncertainty. Therefore,
many European Union (EU) countries have begun to emphasize the origin of their products and
have developed consumer protection strategies involving food origin labels utilization as a
guarantee of food quality and safety (VelCovska, 2018).

EU quality labels scheme identifies agricultural products and foodstuffs farmed and produced
to exacting specifications. It includes Protected Designation of Origin (PDO) and Protected
Geographical Indication (PGI) for agricultural products and foodstuffs as well as for wine and
spirits (there are different rules for wine and spirits and they are not included in our analysis),
and Traditional Speciality Guaranteed (TSG) for agricultural farm products and foodstuffs.
While a PDO covers agricultural products and foodstuffs which are produced, processed and
prepared in a given geographical area using recognised know-how, a PGI indicates a link with
the geographical area in at least one of the stages of production, processing or preparation. The
link with the area is therefore stronger for PDO; PGI is a more flexible regulation. For PDO
food products, management conditions are regulated by very strict rules with the aim of
obtaining high quality process (European Commission, 2013c), the link with the area is
stronger; PGI is a more flexible regulation. A TSG highlights a product’s traditional character,
either in the composition or means of production. According to Regulation on EU quality
schemes for agricultural products and foodstuffs since 2013, to be "traditional" proven usage

on the market during at least 30 years is now required (European Commission, 2012a; Becker
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et al., 2008; Fandos et al., 2006). A list of products assigned by quality labels PDO, PGI or TSG
is included in the DOOR database.

The rest of the paper is structured as follows: next chapter presents the literature review, then
Material and methods presenting dataset and methods of statistical analysis. Section Results
describes main findings of the paper and discusses the measurements of variables. Discussion
compare findings of the research with articles published previously. Conclusions and

propositions for future research are offered in chapter Conclusion.

12.2. Literature review

Perception of food quality labels by customer distinguishes between subjective and objective
understanding. Subjective understanding is the meaning the consumer attaches to the perceived
label information and covers also the extent to which consumers believe they have “understood”
what is being communicated. Objective understanding is whether the meaning the consumer
has attached to the label information is compatible with the meaning that the sender of the label
information intended to communicate (Grunert and Wills, 2007). Food quality labels are
determined to promote and protect food products and should be a guarantee of products’ quality,
their geographical origin, specific characteristics and/or production methods (Velcovska et al.,
2015). They give a legal protection of a product against imitation throughout the market and
eliminate the misleading of consumers by non-genuine products, which may be of inferior
quality. Food quality labels also help producers to obtain a premium price for their authentic
products, and finally they should give clearer information to consumers about product
characteristics and facilitate identification of food products with certified quality (European
Commission, 2012b). With the renewed consumer interest in traditional foods, food producers
all over Europe discuss whether an increased use of EU quality schemes (PDO, PGI and TSG)
would be a useful tool in their overall marketing strategy, whereas authorities have an interest
in the function of these schemes as an aid for consumer decision-making (Grunert and
Aachmann, 2016). On the other hand, awareness of PDO, PGI and TSG brands among EU
countries is quite low (Fotopulos, 2001; Vel¢ovska, 2018).

The perception of food quality can be influenced by the product origin and mediated through
the labelling. Consumers pay more attention to quality labels also in such situation when the
product is unbranded, or the brand is not familiar (Iop et al., 2006). Quality beliefs are shaped
by an interest in getting information about product quality through the quality label (Verbeke

et al., 2012) and consumers would be willing to pay more for a traditional food product with a
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certified quality label, than for a product without one (Padilla et al., 2007). According to
Verbeke et al. (2012), relation between food quality and quality labels is following: (1)
Customers are interesting in origin of food, then (2) they have interest in getting information
about product quality through quality labels and (3) if they belief that the quality label signals
better quality or a distinct product character, then they use the quality label.

In the context of the topic, the terms “food quality” and “quality labels” are explained, followed
by the specification of surveyed labels PDO, PGI and TSG. Quality label is a term for a symbol
that can be put on a product or its packaging indicating that the product or the process to make
the product complies with given standards and that this compliance has been certified
(Velcovska et al., 2015; United Nations, 2007). Quality labels guarantee compliance not only
with current standards, but also with additional quality criteria determined in a corresponding
certification system. A quality labels give added value to the products and are usually used in
communication with end consumers (European Committee for the Valve Industry, 2012).
According to (Grunert, 2005), quality labels are an ambiguous category that covers many
different things. They can be divided into obligatory (determined by legal rules and compulsory
for all products in a given product category) and voluntary labels (bring competitive advantage
for a product), into general (address all product quality characteristics) and specific labels
(focused only on quality characteristics), or into regional, national, international and global
labels. They can cover quality, safety, organic origin and other characteristics of product
(Grunert, 2005; VelCovska et al., 2015; Vel¢ovska, 2012). More about influence of quality
labels on its regional distribution offers (EUFIC, 2013; Parrot et al., 2002; O Connor and
Company, 2005; Espejal et al., 2008; Kosiciarova et al., 2016; Fandos-Herrera, 2016).
Different food labelling schemes co-exist with the aim of informing customers and providing
trust in different quality characteristics of food products. But consumers clearly valued labelling
schemes that are regulated by EU law (Gracia and de-Magistris, 2016), involving Protected
Designation of Origin (PDO), Protected Geographical Indication (PGI), and Traditional
Speciality Guaranteed (TSG) labels.

Research studies dealing with the topic of food quality labels are focused only on partial aspects
of quality labels like analysis of food products registered as PDO, PGI and TSG in selected
countries (Nagyova et al., 2011; Vel¢ovska et al., 2012), analysis of customer loyalty and
buying intention for PDO label (Espejal et al., 2007), consumer awareness and perception of
labels (Verbeke et al., 2012; Chrysochou et al., 2012), consumer behaviour (Parrot et al., 2002),
customer satisfaction (European Commision, 2013b), or impact of labels on customer loyalty

29 ¢

(Blaikie, 2003). However, food quality is typically defined in terms of “taste”, “good product”
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associated with a “proper production method”, “natural/organic” and “freshness” (Velcovska,
2018). For most consumers, quality and safety are clearly related. Nowadays, consumers expect
their food mainly to be safe, wholesome, tasty, and typical, i.e. linked to tradition and land
(Lazzaroni, et al., 2013; Popescu et al., 2011).

There is a lack of the studies evaluating number and structure of food products assigned by
PDO, PGI and TSG labels. There is a knowledge gap regarding the systematic wide analysis of
PDO, PGI and TSG labels included in the DOOR database. This paper aims to analyse the share
of PDO, PGI and TSG labels in EU countries, chosen product categories, its structure and

explain relations between country of product origin and number of registered products.

12.3. Material and methods

The electronic DOOR database includes a list of product names (agricultural products and
foodstufts) registered as PDO, PGI or TSG as well as names for which registration has been
applied. PDO and PGI cover also wine and spirits, however there are different rules for those
products (Regulation (EC) No 1234/2007 for wines, Regulation (EEC) No 1601/91 for
aromatized wine products, and Regulation (EC) No 110/2008 for spirits) and they are not
included in DOOR database as well as other products out of Regulation 1151/2012 (Fandos et
al., 2006). Geographical indications protected in the European Community for wines
originating in member states and third countries are registered in E-BACCHUS database,
geographical indications for spirits are listed in E-SPIRIT-DRINKS database.

Data processing and statistical analysis use a similar methodology like article of Vel¢ovska and
Sadilek (2014). This reason of the analysis is to find out and explain relations between country
of product origin and number of registered products and share of PDO, PGI and TSG labels in
EU countries. The secondary data from the Database of Origin and Registration (DOOR) were
used.

Data are available on the following link: http://ec.europa.eu/agriculture/quality/door/list.html
As exclusion criteria of search in the DOOR, only data regarding EU member states and data
for registered products was considered because it is possible to search for products that are
already registered or for which a registration was applied or published. In October 2018, DOOR
database includes total number of 1,514 items, but some of them are on waiting list and there
is not sure if they would be accepted (Espejal et al., 2008; Lucatelli, 1999) therefore, in our
analysis we have calculated with sample of registered items only, i.e. 1,356 items. We must

notice that in the database, there are not only European countries, but also China is represented

75



by 10 certified products, Thailand has three PGI labels, Vietnam, Colombia, and India have one
registered product name. In the analysis, we proceeded descriptive statistics and contingency

tables, where we tested relations with Chi-square test.

12.4. Results and discussions

Research outcomes correspond with the date of 18" May 2018, when 1,356 product items
certified with PGI, PDO or TSG label were registered in the DOOR database. Sample structure

is presented in Table 1.

Table 1 Sample characteristics of products registered in the DOOR database by EU

countries, (n = 1,356, in per cent), first 90 % of cases

Type PGI 45.05 | Country | Italy 20.90
of Label PDO 50.88 France 17.2
TSG 3.98 Spain 14.2
Product 1.6 Fruits, vegetables and cereals | 27.3 Portugal 10.0
Class 1.3 Cheeses 17.3 Greece 7.6
1.2 Meat products 13.2 Germany 6.5
1.1 Fresh meat 11.4 United 4.4
Kingdom
1.5 Oils and fats 9.5 Poland 2.7
2.4 Bread, pastry, cakes, other | 5.5 Czech 2.1
baker’s wares Republic
1.8 Other products of Annex I* | 4.2 Slovenia 1.6
1.4 Other products of animal | 3.3 Other 12.8
origin**
Other 9.25

* Species, condiments, ciders, teas, etc.; ** eggs, honey, various milk products excluding butter
etc.

In Table 1, the highest share has PDO label followed by PGI label. Number of registered PGI
(611, i.e. 45.05%) and PDO labels (691, i.e. 50.88%) is relatively balanced, with the slight
predominance of PDO. There is only marginal number of product names registered as TSG (54,
i.e. 3.98%). Based on product class, the most of labels were awarded for fruits, vegetables and
cereals. The most frequently certified products come from Italy (284 registered product names
as PGI, PDO and TSG, i.e. 20.94% from all registered product names).

Frequency of PGI, PDO and TSG labels according to country is based on the list of all countries
and product names registered in the DOOR database. The ranking of all countries according to

total number of registered product names as PGI, PDO and TSG was created, see Table 2. Fields
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with the highest number of registered product names under PGI, PDO and TSG are highlighted
in grey colour. Because of this duplicity, the sum of per cent for TSG is higher and total sum
of per cent is higher than 100%.

Concerning the number of products registered with EU quality scheme in European countries,
the highest percentage of registered products belongs to the 28 EU Member States, accounting
for 98.7%, 97.6% and 100% of the products registered as PDO, PGI and TSG, respectively.
Based on the share of products registered as PDOs, PGIs and TSG in the DOOR database, the
biggest cluster are Mediterranean countries (Italy, France, Spain, Portugal and Greece). These
countries have together 69.9% of registered products in the database. One of the reasons
appointed for these results is the high level of guidance and interaction; helping applicants with
completing the application and giving them the best chance of success (Albuquerque et al.,
2018; Becker and Staus, 2008).

The second biggest group are Western European countries (Germany, United Kingdom,
Benelux) and the third biggest are Central and East European countries (Poland, Czech
Republic, Slovenia). A marginal number of registered products in the DOOR database indicates
Scandinavian countries.

The most common product class is 1.6 (Fruits, vegetables and cereals) which is dominant in
Italy, Spain, Greece and Poland. Portugal and Slovenia have the highest number of registered
products in class 1.2 (Meat products), France in class 1.1 (Fresh meat), UK in class 1.3
(Cheeses). As we expected, the Czech Republic excels in class 2.1 (Beers). Germany is the only
country represented in the class 2.2 (Mineral and spring waters) and at the same time this
product class is dominant for Germany.

To discover dependency between country of origin and the most often registered product class,
we proceeded Chi-square test at significance level o = 0.05, sig F = 0 and we can confirm, there
are dependencies between set variables (country of origin and the most often registered product
class). In the next step, the degree of association was measured between the same variables
using Pearson contingency coefficient. Pearson C = 0.693, which means a strong positive
dependence between country and the most often registered product class, i.e. each country has
one important product class in which the most of domestic products is registered. Like the
analysis of labels utilization by country of origin, we prove the most product types are registered
in Italy, France and Spain. The most likely explanation is importance of these national food
products at the global marketplace, where products like olive oils, cheeses, vegetable and fruit
products play important role and these countries has a strong tradition of using this type of

quality labels (Verbeke et al., 2012). Furthermore, this confirms findings of Albuquerque et al.
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(2018), that most of the geographical indications have been registered in France, Italy and Spain
because of by robust institutional frameworks and the importance of origin products and terroir

in those countries.

Table 2 Numbers of product names registered as PGI, PDO and TSG according

to countries, (n = 1,356, in per cent)

Country PGI | PDO | TSG | Total
1. Italy 8.63 |[12.17|0.15 |20.94
2. France 988 |[7.23 |0.07 |17.18
3. Spain 6.49 [7.45 [0.29 |14.23
4. Portugal 524 (472 [0.07 |10.03
5. Greece 206 [5.53 |10.00 |7.60
6. Germany 5.60 [0.88 [0.00 | 6.49
7. United Kingdom [ 2.43 | 1.77 [0.22 | 4.42
8. Poland 1.47 10.59 |0.66 |2.73
9. Czech Republic | 1.70 |0.44 [0.35 |2.14
10. Slovenia 0.81 059 ]0.22 |1.62
11. Belgium 0.74 1022 037 |1.33
12. Austria 044 1066 |0.07 |1.18
13. Hungary 0.52 1044 ]0.07 |1.03
14. Netherlands 0.37 (044 |0.07 |1.03
15. Slovakia 0.74 10.07 ]0.22 |1.03
16. Finland 0.15 1037 1022 |0.74
17. Lithuania 0.29 10.07 |0.15 |0.52
18. Sweden 0.22 10.15 |0.15 |0.52
19. Bulgaria 0.15 ]10.00 |0.29 |0.44
20. Denmark 0.44 10.00 |0.00 |0.44
21. Ireland 0.29 10.07 |0.00 |0.37
22. Latvia 0.07 10.07 1022 |0.37
23. Cyprus 0.29 (0.00 |0.00 |0.29
24. Luxembourg 0.15 10.15 [0.00 |0.30
25. Romania 0.15 [0.07 |0.00 |0.22
Total 50.96 | 45.06 | 3.69* | 100.35*

* The Czech Republic and Slovakia have registered four same product names as TSG.

In Table 2, 25 from 27 EU member countries have registered their product names as PGI, PDO
or TSG in DOOR database. The first six countries of ranking in Table 2 (i.e. 22% of all EU
countries) have obtained PDO, PGI and TSG labels for 80% product names registered in DOOR
database (interestingly, the Pareto rule is shown here). The first three countries in the ranking,
Italy, France and Spain, then have more than 50% of all registered product names. Italy has

registered the highest number of product names as PDO; France is the first in number of PGI
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labels. It is interesting, that most of TSG labels belong to countries in weaker positions in the
overall ranking, i.e. to Poland, Slovakia, Belgium and the Czech Republic.

To discover reciprocal dependences of tracked characters, we proceeded Chi-square test at
significance level o = 0.05, when sig F = 0, and we can confirm that variables depend
reciprocally. The highest distribution of all labels is in Italy, France and Spain. This is
influenced be well-known gastronomic specialities as well as national cuisine of these
countries, which have built on a long history and are popular around the world (Vel¢ovska and
Sadilek, 2014). Overall, these countries have higher impact on global food marketplace,
comparing with countries such Luxembourg, Ireland and Lithuania, whose food products are
not so popular in customers' minds or Belgium, Poland and Norway are countries without a
strong emphasis on using these quality labels in their agricultural and food quality policies
(Verbeke et al., 2012). Relations in the sample are described by Pearson contingency coefficient
(0.520) and Cramer's contingency coefficient (0.430), thus there is weak dependence between
number of product names registered in the database and country of origin. This finding is also
confirmed by previous researches of VelCovska (2012) and Becker (2009), that Southern
European countries such as Italy and Spain, which are clearly PDO oriented, in contrast to the
Northern and Eastern European countries which are more food-quality assurance scheme
oriented and are catching up with respect to the PDO label.

In the last step of analysis, EU countries were compared by numbers of product names
registered in the individual product classes to know which product class is the most typical in
each country. Because of too high number of items in the DOOR database, we have decided to
focus only on countries which have registered more than 15 product names. This is ten first
countries mentioned in Table 2 which have registered 87% (1,180) items as PGI, PDO and TSG
(in October 2018).

12.5. Discussion

In the literature, PDOs, PGIs and TSGs are usually modelled as a signal of high quality in a
vertical differentiation context. In some countries, importance of PDOs, PGIs and TSGs is very
high. For instance, in leading countries such France, Italy and Spain a high share of wine is sold
under PGIs and important factors for this are soil, climate and traditional know-how, then there
is a high importance of geographical location (Sadilek, 2016). One of the reasons appointed for
these results is the high level of guidance and interaction; helping applicants with completing

the application and giving them the best chance of success (Albuquerque et al., 2018). The
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reason why countries such France, Italy and Spain dominate, is also long tradition of protection
their food products prior nowadays European Union Quality Schemes. For instance, higher
number of registered cheeses might be explained by more complex processing steps that are
rather affected by technology evolution and thus the need for adaptation, technological
innovations or just to react to customer needs (see Belletti et al., 2017; Bérard et al., 2016; Clark
and Kerr, 2017). In the Mediterranean countries is also very strong influence of consumer
ethnocentrism (Verbeke et al. 2012), which involves the translation of cultural and ethnic
identity feelings into purchasing behaviour that favours national over foreign products (Resano
et al., 2007; Shimp and Sharma, 1987).

Furthermore, it also demonstrates that the concept of collective quality marks appears to be well
known in these countries, and the producers in general are well prepared for building up a
consortium and registering their products (Becker et al., 2008). According to Grunert et al.
(2016) this could also be a result of the higher levels of awareness in Southern Europe compared
to other regions of Europe. This is also supported by robust institutional frameworks and the
importance of origin products and terroir in those countries (Quifiones Ruiz et al., 2018; Allaire
et al., 2011; Kireeva, 2011; Marie-Vivien et al., 2017). There also exists a real impact on
national economies because smaller producers of agricultural and food products can benefit
from well-established reputation of EU-wide known quality labels and can manufacture
products with added value and differ from their competitors. Furthermore, it can affect positive
impact on regional development in form of new jobs. Thus, an adaptive governance regulating
the stability of material and information flows is needed to gauge the territorial identity of the
product, to prevent over-exploitation of local resources and to ensure a fair distribution of costs
and benefits among involved stakeholders (Brunori et al., 2016).

Success of utilization of European Union quality schemes is influenced by perception of quality
in certain European countries. In southern Europe, customers willing to pay more for acquiring
a good from an origin, but in northern Europe quality is associated more with a set of rules on
safety, integrity, or conformity to industrial processes and there is not needed to support
traditional know-how of certain geographical origin (Lucatelli, 1999). Another case are French
wines, that names are well-known, that further geographical protection is not needed, because
there are well-promoted brands (for instance Chateau Margaux, Georges Duboeuf, Mouton-
Cadet). Therefore, systems of geographical indication are under continuous adaptation pressure,
which can result in conflicts or frictions regarding the rules of the product specification

(Quiniones Ruiz et al., 2018). Consequently, decisions made for changing specifications may be
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regarded as a powerful sign of existing pressures in local food production systems (Bérard et
al., 2016).

Number of registered products in each country influences consumers’ interest in the origin of
foods and interest in support for the local economy in food production (Lusk et al., 2006).
Consumers might prefer products from certain regions or countries since they are believed to
be simply better (more tasty, safer, healthier, more sustainable) (Dekhili et al., 2011) or products
from their own region or country, because of loyalty to it and/or animosity towards others, or
because of a related preference to support the local economy rather than remote or foreign
economies. Food quality labels utilize consumers’ beliefs that the quality label signals better or
superior quality, and the belief that the quality label signals a distinct product character
(Verbeke et al., 2012).

Further investigations should address consumer preferences, knowledge and attitudes,
especially in areas with a lower number of registered products, such as Norther Europe or
Eastern Europe. Moreover, the investigation and registration of products should be encouraged
among all EU member states to allow the maintenance of important elements of the history,
culture and heritage of local areas, regions and countries. Aside from the theoretical and
managerial contribution of the study, there are some limitations. The sample size of product
names from DOOR database is related to Sth October 18, 2014, but number of PGI, PDO and
TSG labels registered in the DOOR database is continuously increasing, and the distribution of
the labels between countries may change slightly. Further, we used only basic statistical
methods in the study and in future, would be better to investigate how number of certified

products is changing in time.

12.6. Conclusion

Presented paper deals with analysis of European Union quality label schemes known as PDO,
PGI and TSG that used in agricultural and food products sector. Data from the DOOR database
and statistical methods were used for obtaining outcomes. The main contribution of the paper
is a comprehensive view on the topic, the comparison of summarized data according to selected
criteria including country of origin, type of label and product class, and statistical testing of
relations between usage of the labels and mentioned criteria. As results show, the highest
number of product names is registered under PDO label followed with slight difference by PGI
label. There are only minimum product names registered as TSG. Dominating country is Italy

followed by other Mediterranean countries like France, Spain, Portugal and Greece. The reason
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for this could be a long history of regional and traditional specialities in these countries and a
higher importance of these products (such olive oil, cheeses, vegetable products and other) on
the global marketplace (Sadilek, 2016). Based on product class, the most common classes are
Fruits, vegetables and cereals (for PGI, PDO), Cheeses (PDO) and Meat products (TSG, PGI).
In various countries, different product classes dominate but most frequent are, in consistency
with previous results, classes Fruits, vegetables and cereals (Italy, Spain, Greece and Poland)
and Meat products (Portugal and Slovenia). Beer is the most typical product class in the Czech
Republic. Statistic testing has confirmed weak dependence between number of product names
registered as PDO, PGI and TSG and country of origin, middle strong dependence between type
of label and product classes where the label is used, and strong dependence between country of
origin and the most often registered product class.

Original and traditional agricultural and food products can be perceived as an important part of
tradition and image of the region. The PDO, PGI and TSG schemes bring benefits to consumers
as well as to producers. Consumers are assured they are buying a genuine product with specific
value-adding qualities. Producers benefits perceives in fair competition, protection, and
promotion of their products. To take full advantage of these benefits, producers should
communicate their products with the value-adding attributes and highlight the specific character
of their products to consumers, enabling them to make more informed purchases and the best
possible choices. The aim of the communication campaign should be to build awareness,
credibility and favourable perceptions about quality and distinctiveness of PDO, PGI and TSG

products, and to stimulate consumers” interest in such products.

12.7. References

Allaire, G., Casabianca, F. & Thévenod-Mottet, E. (2011). Geographical origin: a complex
feature of agro-food products”, in Barham, E. and Sylvander, B. (Eds), Labels of Origin for
Food: Local Development, Global Recognition (pp. 1-12). CABI: Wallingford.

Albuquerque, T.G., Oliveira, M.B.P.P., & Costa, H.S. (2018). 25 years of European Union (EU)
quality schemes for agricultural products and foodstuffs across EU Member States. Journal of

the Science of Food and Agriculture. 98(7), 2475-2489.

Becker T. & Staus A. (2008). European food quality policy: the importance of geographical

indications, organic certification and food quality insurance schemes in European countries”,

82



European Association of Agricultural Economists 2008 International Congress ‘People, Food

and Environments: Global Trends and European Strategies (pp. 1-15.) EAAE: Ghent.

Becker, T. (2009). European food quality policy: the importance of geographical indications,
organic certification and food quality assurance schemes in European countries. The Estey

Centre Journal of International Law and Trade Policy. 10, 2, 111-130.

Belletti, G., Marescotti, A. & Touzard, J.-M. (2017). Geographical indications, public goods,
and sustainable development: the roles of actors’ strategies and public policies. World

Development. 98, 45-57.

Bérard, L., Casabianca, F., Montel, M.-C., Agabriel, C. & Bouchet, R. (2016). Salers Protected
Designation of Origin cheese, France: the diversity and paradox of local knowledge in

geographical indications. Culture & History Digital Journal. 5(1), 006.

Blaikie N. W. (2003). Analyzing quantitative data: from description to explanation. SAGE

Publications: London.

Brunori, G., Galli, F., Barjolle, D., van Broekhuizen, R., Colombo, L., Giampietro, M. &
Kirwan, J. et al. (2016). Are local food chains more sustainable than global food chains?

Considerations for assessment. Sustainability. 8(5), 449.

Chrysochou P., Krystallis P. & Giraud G. (2012). Quality assurance labels as drivers of customer
loyalty in the case of traditional food products. Food Quality and Preference. 25(2), 56—162.

Clark, L.F. & Kerr, W.A. (2017). Climate change and terroir: the challenge of adapting
geographical indications. The Journal of World Intellectual Property. 20(3—4), 88—102.

Dekhili, S., Sirieix, L. and Cohen, E. (2011). How consumers choose olive oil: The importance

of origin cues. Food Quality and Preference. 22, 757-762.

Espejal J., Fandos C. & Flavian C. (2007). The role of intrinsic and extrinsic quality attributes

on consumer behaviour for traditional food products. British Food Journal. 17(6), 681-701.

Espejal J., Fandos C. & Flavidn C. (2008). Consumer satisfaction: A key factor of consumer
loyalty and buying intention of a PDO food products. British Food Journal. 110(9), 865—881.

83



EUFIC (2013). Quality logos in the FEuropean Union”, EUFIC. Retrieved from
http://www.eufic.org/article/en/artid/Quality-logos-in-the-European-Union/

European Commission (2012a). Agricultural and rural development: Geographical indications
and traditional specialities. European Union. Retrieved from

http://ec.europa.eu/agriculture/quality/schemes/index en.htm

European Commission (2012b). Agricultural and rural development: PDO, PGI, TSG logos.
European Union. Retrieved from

http://ec.europa.eu/agriculture/quality/schemes/logos/index en.htm

European Commission (2013c). Agricultural and rural development: EU agricultural product

quality policy. European Union. Retrieved from http://ec.europa.eu/agriculture/quality/

European  Commission (2013d). DOOR. European Union. Retrieved from
http://ec.europa.eu/agriculture/quality/door/list.html

European Committee for the Valve Industry (2012). Standardisation guide for sanitary tapware.
CEIR. Retrieved from http://www.ceir-online.org/data/File/Standardisation%20guide%
20for%?20sanitary%20tapware.pdf

Fandos C. & Flavian C. (2006). Intrinsic and extrinsic quality attributes, loyalty and buying
intention: an analysis for a PDO product. British Food Journal. 108(8), 646—662.

Fandos-Herrera, C. (2016). Exploring the mediating role of trust in food products with Protected
Designation of Origin. The case of 'Jamon de Teruel'. Spanish Journal of Agricultural

Research. 14(1), 1-10.

Gracia, A. & de-Magistris, T. (2016). Consumer preferences for food labeling: What ranks first?
Food Control. 61(1), 39-46.

Grunert K. G. (2005). Food quality and safety: consumer perception and demand. European
Review of Agricultural Economics. 32(3), 369-391.

Grunert, K.G. & Aachmann, K. (2016). Consumer reactions to the use of EU quality labels on
food products: A review of the literature. Food Control. 59(1), 178—187.

84



Grunert, K.G. & Wills, J.M. (2007). A review of European research on consumer response to

nutrition information on food labels. Journal of Public Health. 15(5), 385-399.

Iop, S. C. F., Texixeira, E. & Deliza, R. (2006). Consumer research: extrinsic variables in food

studies. British Food Journal. 108(11), 894-903.

Kireeva, I. (2011). European legislation on protection of geographical indications: overview of
the EU member states’ legal framework for protection of geographical indications. EU-China

IPR?2 Project. Retrieved from www.ipkey.org/en/ip-law-document/download/1165/1947/23

Kosic¢iarova, 1., Nagyova, L., Holien¢inova, M. & Rybanska, J. (2016). Quality label as the
guarantee of top quality agricultural and food products produced in Slovak Republic - A case

study of Slovak food market. Acta Universitatis Agriculturae et Silviculturae Mendelianae

Brunensis. 64(6), 1937-1950.

Lazzaroni, C., lacurto, M., Vincenti, F. & Biagini, D. (2013). Consumer attitudes to food quality
products of animal origin in Italy. In: M. Klopci¢, A. Kuipers and J.F. Hocquette, eds. 2013.
Consumer attitudes to food quality products. Wageningen: Wageningen Academic Publishers.

83-96.

Lucatelli, S. (1999). Appelations of Origin and Geographical Indications in OECD Member

Countries: Economic and Legal Implicaitions. OECD: Paris.

Lusk, J.L., Brown, J., Mark, T., Proseku, 1., Thompson, R. and Welsh, J. (2006). Consumer
behavior, public policy, and country-of-origin labelling. Review of Agricultural Economics. 28,

284-292.

Marie-Vivien, D., Bérard, L., Boutonnet, J.-P. & Casabianca, F. (2017). Are French
geographical indications losing their soul? Analyzing recent developments in the governance

of the link to the origin in France. World Development. 98, 25-34.

Nagyova L., Horsk4d E. & Kadekova, Z. (2011). Food quality policy and labelling. Delhi
Business Review. 12(1), 85-100.

O’Connor and Company (2005). Geographical indications and the challenges for ACP
countries. Agritrade, CTA. Retrieved from http://agritrade.cta.int/en/ content/view/full/1794

85



Padilla, C., Villalobos, P., Spiller, A. & Henry, G. (2007). Consumer preference and willingness
to pay for an officially certified quality label: Implications for traditional food producers.

Agricultura Tecnica. 67(3), 300-308.

Parrot, N., Wilson, N. & Murdoch, J. (2002). Spatializing quality: regional protection and
alternative geography of food. European Regional Studies. 9(3), 241-261.

Popescu, D., Negrea, M. & Voinea, L. (2011). Mutations in the foodstuff quality perception of

the new consumers in Romania. Amfiteatru Economic. 13(5), 771-779.

Quinones Ruiz, X.F., Forster, H., Penker, M., Belletti, G., Marescotti, A., Scaramuzzi, S.,
Broscha, K., Braito, M. & Altenbuchner, C. (2018). How are food Geographical Indications
evolving? — An analysis of EU GI amendments. British Food Journal. 120(8), 1876—1887.

Resano, H., San Juan, A.I. and Albisu, L.M. (2007). Consumers’ acceptability of cured ham in
Spain and the influence of information. Food Quality and Preference. 18(8), 1064—-1076.

Sadilek, T. (2016). System of quality labels in the European Union, Ukrainian Food Journal,
5(3), 579-587.

Shimp, T.A. and Sharma, S. (1987). Consumer ethnocentrism: construction and validation of

the CETSCALE. Journal of Marketing Research. 24(3), 280-289.

Teuber, R. (2010). Geographical indications of origin as a tool of product differentiation: The
case of coffee. Journal of International Food and Agribusiness Marketing. 22(3—4), 277-298.

United Nations (2007). Safety and quality of fresh fruit and vegetables. A training manual for
trainers. United  Nations: New  York and  Geneva. Retrieved  from

http://www.unctad.org/en/docs/ditccom200616_en.pdf

Van Ittersum, K., Candel, M. J. J. M. & Meulenberg M. T. G. (2003). The influence of the image
of a product's region of origin on the product evaluation. Journal of Business Research. 56(3),

215-226.

Van Trijp, H.C.M. Steenkamp, J-B.E.M. and Candel, M. J.J. (1996). Quality Labeling as
Instrument to Create Product Equity: The Case of IKB in the Netherlands, in Wierenga, B. Van
Tilburg, A. Grunert, K. Steenkamp, J-B. and Webel, M. (Eds), Agricultural Marketing and

86



consumer Behavior in a Changing World. London: Kluwer Academic Publishers.

Veltovska, S. (2012). Food quality labels and their perception by consumers in the Czech
Republic. World Academy of Science, Engineering and Technology. 6(6), 154—160.

Vel¢ovska, S. (2018). Generation Y’s Perception of Product Origin and its Labelling in the
Context of Food Quality and Safety. Amfiteatru Economic. 20(47), 46—61.

Vel¢ovska, S., Janackova, H. & Larsen, F. (2012). Food quality labels; Insights from customers
in two selected European countries. International Journal of Trade, Economics and Finance.

3(1), 52-58.
Vel¢ovska, S. & Marhounova, M. (2005). Marketingové pojeti znacky. VSB-TUO: Ostrava.

Vel¢ovska, S. and Sadilek, T. (2014). Analysis of Quality Labels Included in the European
Union Quality Schemes. Czech Journal of Food Scicenes. 32(2), 194-203

Verbeke, W. et al. (2012). Consumers’ awareness and attitudinal determinants of European

Union quality label use on traditional foods. Bio-based and Applied Economics. 1(2), 213-229.

87



13. Ptiloha 5 — Benefits of Regional Food Quality Labels for Czech
Producers?

Abstract

The objective of this paper is to evaluate the benefits of regional food quality labels for
producers using the example of the Czech quality label, Regiondlni potravina (Regional Food).
To do so, a telephone survey was carried out on a sample of 208 Czech food producers who
have acquired the Regiondlni potravina quality label for some of their products. The results
show that the producers have seen a positive improvement in sales following acquisition of the
quality label, although they have not noticed greater interest in their products during campaigns

to support awareness of the Regiondlni potravina quality label.
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13.1. Introduction

In the last few decades, ever more consumers are choosing food products based on their local
and typical attributes as well as environmental and ethical issues (Zander and Hamm, 2010).
This trend reflects public concern for safety, healthiness, sustainability and social issues in food
production practice (Vermeir & Verbeke, 2006). Therefore, policymakers and the food industry
have introduced several strategies to help consumers choose quality food and guarantee product
quality (Resano et al., 2012; Moshini et al., 2008). Such strategies include quality scheme and
quality labelling (Aprile et al., 2012; Verbeke et al., 2012; Kuznesof et al., 1997).

Consumer interest in food knowledge is basic, and information plays an important role. Indeed,
consumers’ ability to perceive certain product characteristics may be weak, like in the case of
geographical origin, production methods and locally produced foods. Label information and
logo certification are becoming important for communicating the existence of characteristics
consumers’ desire.

There are different kinds of quality labels. In contrast to general quality labels, which present
all product quality characteristics, specific quality labels focus on quality characteristics only,
thereby guaranteeing the quality, safety, product origin, organic production, etc. Alongside
international labels, each country has its own national and/or regional quality labels that are

only relevant in a given country or region (Velcovska & del Chiappa, 2015).

13.2. Quality labels

Quality labels are graphic symbols that can be put on a product or its packaging indicating that
the product or the process to make the product complies with given standards and that this
compliance has been certified (United Nations, 2007; Vel¢ovska & Marhounova, 2005). They
should guarantee the compliance of a product not only with current quality standards, but also
with additional criteria determined in a corresponding certification system, including the way
the product is made, country or region of product origin, specific composition of the product,
healthy benefits of the product, etc. (The European Committee for the Valve Industry, 2007).

Nowadays, quality labels have become a central component of consumer policy. They are
a valuable tool to manage and communicate a higher quality and safety of food products, to
gain a competitive advantage in the market. The importance of quality labels has increased

because of the crises and scandals (e.g. BSE — Bovine Spongiform Encephalopathy) that have
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shaken the European food market over the past years, leading to a decline in consumer
confidence in the safety and quality of food products (Grunert, 2005; Jahn et al., 2005).
Products labelling may result directly from the law or it may be a voluntary activity of a
producer. Labels can be awarded by national certification bodies, government institutions (e.g.
Ministry of Agriculture), independent organizations (e.g. association of organic farmers), or by
private companies (Frewer & Van Trijp, 2007; Grunert, 2005). National quality labels can give
to consumers the guarantee of superior product quality (Klasa), geographical origin or
traditional production methods (Regionalni potravina in the Czech Republic) or organic origin
of'a product (Product of Organic Farming in the Czech Republic) (Velcovska & Sadilek, 2014).
They can be important in purchase decision-making. Consumers might prefer products from
certain region or country since they are believed to be simply better. Another reason could be
consumer ethnocentrism; consumers might prefer products from their region or country due to
their loyalty to it or because of their preference to support the local economy (Verbeke et al.,
2012).

Quality labels bring benefits to both, consumers as well as producers. They help consumers to
reduce the uncertainty and their perceived difficulty to evaluate product quality (Bernués et al.,
2003). Therefore, they can play a significant role in consumer decision-making process. They
are a highly prized opportunity to impart information at the exact moment of food choice
(Verbeke, 2005). They may generate positive associations to product. They facilitate the
identification of the product origin. They should eliminate the misleading of consumers by non-
genuine products, which may be of inferior quality. Further benefit lays in enabling choice
between several alternatives, choice to be better in line with consumer’s preference (Krissoff et
al., 2004; Ward et al., 2003). The role of quality labels is seen as helping to form expectations
about the quality before the purchase, which then can be confirmed or disconfirmed after the
purchase (Saeed & Grunert, 2014). Generally, quality labelling is a means of addressing
consumers and of providing them with information that is supposed to be relevant to their
purchasing decisions (Zander et al., 2015). Consumers can thus make more informed choices
about the food they buy.

To producers, quality labels give a legal protection of a product against imitation throughout
the market, they are a tool of product differentiation and competitive advantage, and they can
help producers promote the product with certified quality, increase a familiarity of product
among customers and obtain a premium price for their authentic product (O’Connor

& Company, 2005; Velcovska & Marhounovd, 2005). They can also help increase of
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customers’ confidence in product, build customers’ loyalty and increase sales of certified
product.

When focused on food quality labels at the Czech food products market, survey of
STEM/MARK agency from August 2014 has shown that not only professionals, but also
consumers perceive the food quality labelling. However, there are a lot of quality labels in the
Czech food products market, consumers are confused, and they do not know what these labels
mean. The results revealed a low awareness of quality labels among consumers, minimum
promotion of some labels and lack of information about them. Consumers are not able to fully
use the labels in their purchase decisions and some of the labels are not perceived as credible.
Czech consumers tend to prefer national or regional products rather than foreign products; the
reasons are their interest in support of Czech producers or higher perceived quality of domestic
products. Although consumers give more attention to the food products quality, the current
trend in food products labelling with quality labels has led to the situation that instead of easier
orientation of consumers in food quality, the effect is rather opposite. Many food quality labels,
which are about forty in the Czech food products market, cause consumer confusion (Horacek,
2015).

It would be interesting to know the food producers’ opinion on food quality labels and their
perception of benefits or problems connected with this issue, unfortunately thus far the study
from this perspective has not been undertaken. In the Czech food products market, consumers
can meet a variety of quality labels covering the product quality, product origin, or other special
characteristics of the product, the most commonly used are the Klasa label, Regionalni
potravina (Regional Food), Czech Product — guaranteed by Federation of the Food and Drink
Industries of the Czech Republic, Czech BIO label — product of organic farming, Healthy Food,
Protected Geographical Indication, Protected Designation of Origin, Traditional Speciality
Guaranteed, EU Organic Farming, Fair Trade label, and Healthy Choice. National labels,
mainly the Klasa label, Regiondlni potravina (Regional Food) and Czech Product are relatively
familiar among Czech consumers, whereas the European quality labels have a low level of
awareness (Ministry of Agriculture, 2015b). It is evident that the number of food quality labels

in the Czech food products market is high and confusing for consumers.

13.3. Regionalni potravina

The Regionalni potravina (RP) label is used to mark foods which are produced within a certain

region of the Czech Republic and which are typical for that region. Between 2010 and 2011,
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the label’s strategic management was secured by the Czech Ministry of Agriculture. In 2012,
some activities were transferred to the Czech State Agricultural Intervention Fund, which since
that time has been responsible for promoting and administering the label. It is a label for food
products which aims to support high quality, tasty, traditional and speciality foods produced by
small and medium-sized producers of local foods from the different Regional Authority areas
(Regions) of the Czech Republic. Producers receive a label through Regional competitions.
These competitions are declared in all Regions of the Czech Republic (except Prague). The
Regional Food label, which is put onto the package of an awarded product, is designed as a
guarantee of its quality, traditional recipe, excellent flavour, and that the ingredients used in its
production come from domestic production, or that the product is produced within the territory
of the Region in which the award was granted, and with ingredients from that area. Fresher and
better flavour and aroma is claimed to be assured by the short distribution path from the
producer to consumers compared to foreign products which often must cross half the world
before reaching the store shelves and subsequently the end consumers. Awarded products are
subject to strict European and national requirements and are subject to great scrutiny by
inspection authorities; as such, consumers can be sure that these products are foods of the
highest quality. Foods bearing the label also have unique qualities compared to standard
products on the market, such as the use of a traditional recipe typical for the Region, an original
production process, or the use of special regional ingredients. The Czech Ministry of
Agriculture also aims to support the development of different areas of the Czech Republic and
increase employment within these areas.

As defined by this method, Regionalni potravina is a product (food or agricultural product)
designed for consumption by the end consumer which is produced within a region and which
mostly comes from local ingredients. The campaign is focused on the products of small and
medium-sized food businesses, i.e. companies with up to 250 employees. The Czech Ministry
of Agriculture is the administrator of the Regional Food label, with its administration taken care
of by Czech State Agricultural Intervention Fund. Its executive body is the assessment
committee which assesses the submitted applications. They examine the technical documents,
product photo documentation, package, label, etc. They also look at specific samples of the
product to test whether it has the high quality and uniqueness of belonging to the specific region.
The committee comprises a five- to eight-member team which includes representatives of the
Czech Ministry of Agriculture, Czech State Agricultural Intervention Fund, the Federation of
the Food and Drink Industries of the Czech Republic, the Agrarian Chamber of the Czech

Republic and a member of the Regional Authority of the region. Decisions are made in the

92



assessment committee through absolute majority votes. Holders of the Regional Food label are

entitled to use the logo for a period of 4 years.

Figure 1 Regionalni potravina (Regional Food) label

E\eg'\mnﬂlf!l' Potrg,,

By 19" October 2018, 869 products have been awarded by the Regional Food (Regional Food,
2018). The number of products certified with the Klasa label by product category is shown in
Table 1.

Table 1 The number of products and producers certified with the Regional Food label by
product category (by 19" October 2018, in per cent)

Product category Certified products (n = 869)
Pastry 12.7
Alcoholic and non-alcoholic beverages 12.4
Others 12.4
Meat products 12.1
Dairy products 11.4
Fruit and vegetable 11.4
Confectionery products 10.6
Cheeses (including curd cheese) 9.6
Durable meat products 7.5

The most frequently certified categories are pastries, meat and meats, alcoholic and non-
alcoholic beverages and others food products. Generally, there are similar shares of each
product category, just cheeses (including curd cheese) and durable meat products have a share

lower than 10%.

13.4. Campaigns for Regionalni potravina label support

A communication campaign with the slogan “The Best of our Region” to promote the
Regiondlni potravina label was run in 2012 and 2013 with its principal objective being to
increase awareness amongst consumers of the label, and producers using the label, maintain a

high level of domestic food production, and last but not leat support the sale of foods from the
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regions and from small and medium-sized producers within the different Regions of the Czech
Republic. Thus, the consumer receives a clear guide for choosing food where they can be sure
of their origins and freshness. Thus, the campaign placed stress on the origin of the food,
quality, tradition, freshness and ensuring the public discovers the unique products which have
been awarded the Regiondlni potravina label. The project aimed to support the positive
development of regions and to emphasise that buying local foods reduces environmental
impacts since the foods do not have to travel across half the world before arriving on
supermarket shelves.

The Regionalni potravina label was supported through a nationwide campaign including
advertising, radio spots, audio visual spots at fairs and exhibitions, and a special 24-part serie
on Regions and their gourmet specialities broadcast by Czech Television. The campaign also
included a travelling store project which travelled across all the Regions at weekends and during
the summer offering awarded foods. The total sum spent promoting Regionalni potravina come
to 95 million Czech crowns.

The Ministry of Agriculture administers the website where consumers can receive all the
information about the project, about winning products, events, rules and the competition
timetable, and for certain producers there is also information on where their products can be
purchased. Besides the above noted campaigns promoting Czech food with the Regionalni
potravina and Klasa labels, the Ministry of Agriculture also aims to support small producers

with the Regionalni potravina label in other ways.

At the start of the study, we posed the hypothesis: “By receiving the Regiondlni potravina label,
producers have increased sales, but only slightly.” For products from Moravia, we were able to
confirm this hypothesis. For products from Bohemia, however, we were able to reject this
hypothesis. In this part of the Czech Republic, products saw a greater increase in sales than just
a slight one in most cases (we consider a slight increase to mean up to 15%).

I see one possible explanation for this discrepancy in increased sales due to the label between
the regions in the different levels of income and unemployment. However, after doing a
correlation in Excel, neither different income levels nor employment levels are the reason
behind the different results among the regions. In a comparison of average wages in the regions
the producers operate and recorded differences in sales because of the Regiondlni potravina
label, the Pearson correlation coefficient is - 0.15, i.e. a very weak negative linear correlation
(this applies at a significance level of a = 0.05). When comparing levels of unemployment and

difference in sales, an even smaller negative linear association was seen (- 0.05 at a significance
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level of a = 0.05). One can thus conclude that neither average wages nor unemployment level
have an impact on increased sales. A different reason might be the better dissemination of
positive references on the specific producers we have looked at from Bohemia and their
products amongst local consumers.

Compared to products from Bohemia, where only 17% think that the Regional Food quality
label does not have a major impact on consumers’ decision-making, almost 40% of producers
from Moravia take this position, believing that quality, taste and how a product is presented are
more important to customers than a quality label. It should be noted, however, that producers
from Bohemia were undecided and more than a half, a full 62%, were unable to say whether a
quality label had any impact on customers’ purchasing behaviour. Five producers from
Bohemia, and Moravia thought that the Regional Food quality label had a positive impact on
their decision-making process and if they were not sure which product to choose they would
choose that with the quality label.

On this matter, the following hypothesis was posed: “Producers believe that if the consumer
knows that some of his products have the Regionalni potravina label, then they prioritise them
over similar products without a quality label.” This hypothesis could not be confirmed or
rejected. Most producers were unable to determine whether this was true. They did not know
whether increased sales, if such an increase had been seen, were the result of acquiring the label
or rather the result of positive reviews and good work. Only 23% of the surveyed producers
from Bohemia and Moravia thought increased sales were a result of the label. As such a clear

conclusion cannot be determined.

13.5. Methodology and data

A survey was conducted in January and February 2017 through a phone interview. The target
population were food producers in the Czech Republic who has a label Regional Food for at
least one of their products. The number of following producers is 400. The sampling was carried
out by geographical area (Bohemia and Moravia) and is 208 and means 52% of a total
population.

The information collected in our survey concerned label Regional Food (reason why to apply
for the brand, differences in sales before and after brain obtaining, expectations of customers,
support campaign recognition, sales area, advantages of the brand and requested support). A
data set containing 208 completed questionnaires was. Exact structure of the sample is visible

in Table 2.
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Table 2 Structure of the sample (in per cent)

Number of producers
Production Bohemia (n = 119) | Moravia (n = 89)
Dairy products 40 20
Meat products 30 20
Bakery products 25 25
Fruit and vegetable (fresh or conserved) 5 5
Others 14 19

Data from 208 respondents with the label Regional Food certification were analysed using IBM
SPSS 21. Descriptive statistics, correlation analysis, t-test and chi-square were used for the
purposes of the study.

First step was to analyse a number product of awarded by label Regionalni potravina per
producer. In this category, no big differences among producers from Bohemia and Moravia
were discovered. In total, 47.6% of producers has registered 1 product, 21.6% of producers has
registered 2 products, 3 products were registered by 16.8% of producers and only 14.4% of
producers has registered 4 products.

Second question was about reasons to obtain a label Regional Food. For most producers
(40.8%) make itself visible and communicate its products was the main motivation. Then
mostly mentioned reasons were presentation of a products” quality (19.2%), prestige (16.8%),
sales support and invitation by contest’s organizers (14.4%) and finally recommendation of

friends and a possibility to gain a positive ranking for grant (4.8%).

Table 3 T-test for statements about reasons to obtain a label Regional Food (n = 208)

Neither
Totally | Rather |agree, R.ather T.otally sig. t-
agree agree nor disagree | disagree value
Reasons to obtain a label Regional Food disagree
Sales support 101 41 31 29 61.00 | 15.43
Presentation of a products” quality 97 53 26 24 81.00 | 13.36
Make itself visible 76 53 34 19 26 (.00 | 53.09
Prestige 63 58 40 32 15(.00 | 12.21
Recommendation of friends 50 40 61 26 31/.00 | 33.98
Invitation by contest’s organizers 45 49 46 46 221.00 | 45.19
To gain a positive ranking for grant 31 28 99 26 24 (.00 | 25.46

Using t-test, it was investigated how the respondents promoting the Regional Food label

evaluated the statements. Significance level is higher than oo = 0.05 for all the statements (t-test
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and therefore the results of the t-test) are displayed for equal variances assumed (see Table 3).
Then answers of respondents promoting the Regional Food label varies by statement and there

are differences between answers.

Figure 2 Increasing of sales due to label Regional Food
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Table 4 Do customers prefer food products with Regionalni potravina label?

Number of producers
Do customers prefer food products with Regionalni Bohemia (n= |Moravia (n=
potravina label? 119) 89)
Yes 25 25
No 20 35
I am not able to evaluate it 50 30

Compared to products from Bohemia, where only 17% think that the Regional Food quality
label does not have a major impact on consumers’ decision-making, almost 40% of producers
from Moravia take this position, believing that quality, taste and how a product is presented are
more important to customers than a quality label. It should be noted, however, that producers
from Bohemia were undecided and more than a half, a full 62%, were unable to say whether a
quality label had any impact on customers’ purchasing behaviour. Five producers from
Bohemia, and Moravia, thought that the Regional Food quality label had a positive impact on
their decision-making process and if they were not sure which product to choose they would

choose that with the quality label.
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On this matter, the following hypothesis was posed: “Producers believe that if the consumer
knows that some of his products have the Regionalni potravina label, then they prioritise them
over similar products without a quality label.” This hypothesis could not be confirmed or
rejected. Most producers were unable to determine whether this was true. They did not know
whether increased sales, if such an increase had been seen, were the result of acquiring the label
or rather the result of positive reviews and good work. Only 23% of the surveyed producers
from Bohemia and Moravia though increased sales were a result of the label. As such a clear

conclusion cannot be determined.

The last question was if producers are aware of the Ministry of Agriculture campaign. In terms
of the two campaigns the Ministry of Agriculture ran over the last three years, 71% of producers
from Bohemia were at least aware of the campaign, in contrast to Moravian producers, more
than half of whom were not aware of the campaign. Comparing Bohemian and Moravian
Regions, the result for Moravian producers is significantly worse. In Bohemia, most (71%) are
at least aware of the campaign, although in 80% of cases no increase in sales occurred. For
Moravian producers, the exact opposite applies. Only 39% of producers knew of any Ministry
of Agriculture campaigns. Although some producers were aware of campaigns (almost 75% of
those from Bohemia, almost 40% of those from Moravia), in most cases sales did not increase
because of these events organised by the Ministry. Three producers from Bohemia and two

from Moravia saw a slight increase.

13.6. Discussion and Conclusion

Experts for quality labels and food producers agree that the number of food quality labels is too
high and confusing to the consumers. The question is whether quality labels can provide some
benefits to food producers if consumers are unfamiliar with them. In our research, a sample of
208 Czech food producers with the Regional Food label certification was interviewed. The
study was aimed at analysing their attitudes to this label and their experiences with using the

Regional Food label, and identification of benefits arising from the label.

Producers were asked what government support they would appreciate to help them become
more visible and support their businesses. It is clear from the survey that they see the greatest
shortcomings in the level of awareness of local foods with the Regional Food label amongst the

public. They think visibility could be effectively increased through advertising in the media at
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a nationwide level, not just a regional level, and they would also welcome greater engagement
from Regional Authorities in promoting their products, more frequent events such as Know
your Farmer, and the better promotion of these events. The survey also shows that producers
would appreciate more assistance in securing new distribution channels, e.g. greater co-
operation with government institutions, schools, hospitals, etc., where they can supply their
products. They see a further shortcoming in legislation. Producers must redo their labels too
frequently because of the alignment of Czech legislation with European legislation. This is
costly in terms of money and time. Some producers also perceive constant inspections as
ineffective. Clearly, inspections are necessary, but it transpired from the interviews with

producers that these inspections are often focused on trivial matters.
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14. Priloha 6 — Attitudes of Czech Consumers towards Food Quality
Labels*

Abstract: The article presents basic findings of research on consumer behaviour on the market
of foodstuffs assigned by quality labels in the Czech Republic. The sample of the research was
444 respondents interviewed in 2016 in front of retail stores. Goals of the article were to identify
important factors which influence customers” decision making process of purchase of food
products and how is the order of factors influencing consumers” decisions when they are buying
foodstuffs and to discover what is the brand awareness of food quality brands by Czech
customers. Based on the research, the most important factors for the customer are price, origin

and a quality of the product. Quality label was at the 7th position.
Keywords: food quality labels, consumer behaviour, consumers” opinion

JEL Classification codes: M31, Q18, P36

4 Attitudes of Czech Consumers towards Food Quality Labels. Journal of International Consumer Studies.
V recenznim fizeni.
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14.1. Introduction

After lifting food quality standards in 1993, quality of numerous products has decreased without
attention on the side of the consumers. Gradually, information began appearing that it is
necessary to monitor composition of products as they might not contain the ingredients they
should. The problem was and remains that in the process of shopping consumers do not want
to spend time reading unclear and often confusing information on composition of the products
which is usually even missing at over-the-counter sale. Therefore, it is common that consumers
purchase spurious products where name and packaging play the key role, not the actual
composition or nutritional value.

Over time, price has become guidance for quality of food products. But nowadays even that is
no guarantee for quality or content of the ingredients expected by the consumers. On the one
hand, some product quality indicators are improving, on the other hand, use of substitutes in
foodstuffs is growing. Quality labels, the number of which is growing rapidly on the market,
are supposed to resolve the issue. These labels should guarantee quality of products in terms of
composition, place, or method of production, and should help consumers choose fine quality,
unadulterated food.

Due to fact that quality is gradually becoming a significant factor in the choice of food by more
and more consumers, quality labels are gaining importance as well. They are substantial not
only for consumers but also manufacturers who are able to attract attention or differentiate from
the competition thanks to products which meet the parameters for obtaining such label of

quality.

14.2. Literature review

When shopping for food, consumers face multiple products differentiated by various attributes
and claims communicated by health and quality labels, organic and fair-trade logos, as well as
natural, animal welfare and many other labels (e.g., Grunert & Wills, 2007; Sirieix et al., 2013).
Quality labels, or the so-called utility signs, are graphic symbols that appear on a product, its
packaging, or enclosed information materials. They inform about parameters of a product
(packaging), or its use (Velcovska, 2005). They are also concerned to maintain the diversity of
the agricultural production in the Union. This generates a demand for agricultural products or
foodstuffs with identifiable specific characteristics, those linked to their geographical origin.

(European Parliament and Council of the European Union, 2012). Teuber (2011) highlights a
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growing consumer segment that is concerned about food safety and food quality issues and
values the origin as a useful quality cue. Definition of quality can therefore differ depending
upon the importance and relative contribution of each parameter to a producer or consumer-
based approach to quality (Bremner, 2000). Any aspect can play a single, but important role in
the whole collection of food quality parameters (O'Riordan & Delahunty, 2003). A useful tool
for cheese manufacturers willing to manage a significant higher quality of their products could
be a product certification through the quality labels. Quality labels can help to producers
communicate their products with the value-adding characteristics, highlight the specific
character of their products, and stimulate consumers” interest in such products (Vel€ovska &
Sadilek, 2014).

Studies on consumers' understanding and use of packaged product labeling show an increasing
interest for nutrition information, while at the same time disclosing a wide range in
comprehension levels (Prieto-Castillo et al., 2015). However, having more labels available to
characterize food products does not necessarily add value for consumers, but may increase
scepticism (Sirieix et al., 2013). Consumers often ignore

such labels due to a lack of trust, knowledge or awareness (Grunert, 2002; Grunert & Wills,
2007; Tootelian & Ross, 2000).

They are a tool to reassure consumers about the quality through certification. Specific labels
only cover certain aspects of quality. It means that the market offers product or service quality
labels.

According to Tulder (2006) there is great diversity within quality labels. Symbols are divided
into several categories which may overlap with one another. Those are related to:

- Industry (sector) — e.g. HORECA Select,

- Working conditions — e.g. Fairtrade, Oké bananas,

- Production conditions — e.g. FSC certification, Rainforest Alliance,

- Recycling and organic products — e.g. Eco-O.K.,

- HR policies — e.g. Investor in People,

- Product — e.g. Klasa.

All utility signs are segmented in higher detail by Vel¢ovska (2005) according to the following

criteria: in terms of severity, content, extent, and geographic perspective.

There is no doubt that quality labels have undeniable importance for producers as well as
consumers. To consumers they provide certain assurance as products marked by such labels

must meet the established standards and requirements. They also contribute to simpler
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orientation on the market and help choose a quality product or service with minimal risk.
Currently, one of the assumptions about todays” consumer behaviour is the fact that people are
increasingly buying products not because of their parameters but for the personal value they
represent. Products are often evaluated according to their specific qualities (not the main benefit
it should deliver), but the so called enhanced product (a set of intangible elements which bring
the perceived advantage to the consumer, e.g. image, service, consulting, etc.). Quality labels
are part of the enhanced product which influences consumer behaviour, (Turéinkova, 2007,
Klanova, 2013)

Contribution of brands for manufacturers is often far greater than benefits for consumers.
Quality labels can serve as an effective marketing tool which leads to an increase in sales (after
being marked with a brand logo) and raise in awareness among consumers. Brands are therefore
considered an important tool for manufacturer’s sales support. The survey conducted by Focus
Agency for an expert periodical Marketing Journal shows that 81% of companies see the main
benefits of using quality labels in the expected increase in consumer confidence. Another
benefit is the increase in revenues and a way to differentiate from competition. Also, 39% of
companies perceive quality labels as a guarantee of production stability and high quality of its
products (Focus Agency, 2013; Horacek, 2014)

Czech food market is flooded by many quality labels which should function as a guide for
consumers and at the same time guarantee quality and origin of products. Consumers may
encounter labels used exclusively for food products (e. g. Klasa or Regionalni potravina), or
labels given in other product categories (eg. CZECH MADE or Cesky vyrobek). These quality

labels are presented in Table 1.

Table 1 Quality labels used in the Czech Republic

Logo Name Characteristics
Label awarded by the Ministry of
0 KLASA Agriculture to food and agricultural
KA products of finest quality.
Cesky vyrobek — Products must be manufactured in the
‘ guaranteed by Czech Republic and must contain a
- Federation of the certain share of Czech ingredients. The
Cesky vyrobek Food & Drink label is awarded by Federation of the
ngf“ﬂiﬁﬁﬂﬂ%ﬁﬂg ® Industries of the Food & Drink Industries of the Czech
Czech Republic Republic.
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Logo Name Characteristics
) Label for both food and non-food
Cesky vyrobek products whose production company is
- .® (belongs to the Cesky | owned by Czech citizens and revenue is
CESKY vyrobek fund) not transferred outside the country. Label
VYROBEK is awarded by Cesky vyrobek fund.
“ 1., Designation of safe products
.— (Cb?il;"r/l Vg:gbc“egsk , manufactured in the Czech Republic
v ’robegk Ltd) Y (where employees are Czech). The label
.- y ' is granted by Cesky vyrobek Ltd.
EESKY VYROBEK
The label which is part of the state
program Ceska kvalita reflects that the
quality of designated goods and services
CZ%Ch Czech made has been objectively verified by a third
‘706\ party. This label is awarded by Sdruzeni

pro Cenu Ceské republiky za jakost.

PRODUKT EKOLOGICKEHO ZEMEDELSTVI

BIO — a product of
eco agriculture

Nationwide trademark for organic food
given awarded by organizations entrusted
by the Ministry of Agriculture.

EU logo for organic packaged foods,

BIO in EU which was introduced by the European
Commission.
@ e Tﬁ’%\ Ekologicky Setrny Goods and services that are proven
(¢ 2 vyrobek environmentally and consumer health
‘% :‘;f‘ (Eco-friendly friendly, label is granted by the Ministry
iy product) of the Environment.

Qestondln potra,, 5

Regiondlni potravina
(Reginal food)

Label awarded by the Ministry of
Agriculture to finest-quality agricultural
products that win in regional
competitions.

Asociace
regionalnich znacek

(Association of
regional labels)

Association of various regional food
labels. Regional origin, ecological
sustainability, uniqueness.

Vim, co jim
(I know what I eat)

Designation of nutritionally balanced
food granted by the non-profit
organization Vim, co jim a piju.

106



Name

Characteristics

Zdrava potravina
(Healthy food)

Labelled food must not contain
controversial additives, artificial
flavourings and E-additives, is awarded
by Zdrava potravina.

Certified e-friendly
food (CEFF)

Food products without preservatives,
artificial colourings and flavours, the
label is awarded by an independent
institution.

Chranéné zemépisné
oznaceni

(Protected geographic
trademark)

Designation of an exceptional
agricultural product or foodstuff from a
given region / location. At least one
phase of production - production,
processing, or preparation must take
place in the designated area. Awarded by
the European Commission.

Chranéné oznaceni
puvodu

(Protected origin
trademark)

Designation of an exceptional
agricultural product or foodstuff from a
given region / location. All stages of
production must take place in the
designated area, it also applies to
ingredients. Awarded by the European
Commission.

Zarucena tradiCni
specialita
(Guaranteed
traditional specialty)

Agricultural product or foodstuff
produced or manufactured for at least 30
years specific nature of which is
recognized by the EU. Awarded by the
European Commission.

FAIRTRADE

Fair Trade

A certification system for products from
the countries of the Third World where
consumer buying this product helps
disadvantaged producers (mainly from
the Third World countries). Managed by
Fairtrade Labelling Organisation
International.

Source: Babicka (2012), Eagri (2015)

14.3. Methodology

This paper aims to (1) identify the main factors in decision-making while purchasing food and
their order stated by the respondents, (2) discover knowledge and recognition of quality labels

that appear on the Czech food market, and (3) gain respondents” opinions on food products
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marked by quality labels including presentation of a specific examples of Czech food quality
labels.

The research was done in the period from December 2015 to January 2016, 444 respondents
were interviewed. This roughly corresponds with the distribution of the monitored categories
of'the population sample. The survey sample consisted of residents of the Czech Republic over
18 years of age addressed in front of grocery stores. The interviews were recorded for
qualitative evaluation.

The research technique used was individual semi-structured interviews, the respondents
answered a set of 13 questions with closed and open-ended questions and scales. Representative
technique was used for the selection of respondents, namely simple random selection where
respondents were interviewed in front of grocery stores. The questions were focused on the
attitude of respondents towards purchasing food labelled by quality labels and their knowledge
of quality labels placed on food sold in the Czech Republic. Further, questionnaire contains
identification questions on household size, total net income of the respondent’s household, the
highest educational attainment of the respondent, and zip code for region identification. The
aim of the survey was to get most of responses from women, because we expect they have
higher influence on consumer behaviour when shopping for food and stronger decision-making
power than men. The respondents were willing to answer questions, and no significant number
of respondents who would be reluctant to participate in the questioning was registered. The
obtained data were then processed and classification of the first and second degree was

conducted, followed by correlation analysis and hypotheses testing.

14.4. Results

Responses were distributed evenly within the sample according to the number of members in
the households, as well as in the category of total monthly net income of the households. In the
category of gender, a higher proportion of women was reached, which is advantageous as in
most families, women make decisions about food purchases. Unequal representation was
achieved in the category of age where almost over 41% of respondents fall into the age group
of 20— 29 years. The territorial distribution of the respondents is that nearly 64% of respondents
come from the Central Bohemian Region, the rest of the respondents from the regions of
Olomouc and Plzen (a very slightly). Thus, it is possible to say that the inquirers managed to
ensure representation of respondents living in large cities and near such cities who usually have

different lifestyle and therefore distinct shopping behaviour from people living in rural areas.
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Table 2 Sample characteristics (n = 444, in %)

1 8.3 up to 10,000 16.7
2 22.3 10,001-20,000 | 19.4
Number of 3 277 Tota.l monthly net 20,001-30,000 | 27.8
household income of
members 4 22.2 households (CZK) 30,001-40,000 | 13.9
5 25.0 40,001-60,000 | 11.1
over 60 000 11.1
Primary 11.1 20-29 41.7
Secondary 16.7 30-39 19.5
A
Education | ccondary | 44.4 ge 40-49 19.4
(higher) (years)
College 2.8 50-59 11.1
University 25.0 60 and more 8.3
Female 63.9 Central' 63.8
. Bohemian
Gender 36.1 Reglon Plzen 2.8
Male
Olomouc 334

In the ranking of the factors that most affect food purchase, an earlier assumption was confirmed

that price is the main criterion. Each respondent was asked to state three factors that most

influence their purchase of food and, in addition to price, respondents placed great emphasis on

the origin of products (whether it is a Czech or foreign product and whether it is a regional

product, or a product imported from a greater distance). Among other qualities, appearance of

the product was considered important. Other factors that placed on the first to fifth position

were quality, composition of the product, taste (which is the most subjective criterion), and

recommendation. Quality label placed 7th in case of the first factor, 10th as the second factor,

and 3rd in stating the third factor. This means that quality label is not one of the main selection

criteria for the respondents.
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Table 3 Order of factors with most influence on food purchase

First factor | Second factor Third factor
1 | Price Price Price
2 | Origin Origin Appearance
3 | Quality Composition Quality label
4 | Composition | Appearance Composition
5 | Taste Other Recommendation
6 | Appearance | Recommendation | Quality
7 | Quality label | Habit Freshness
8 | Habit Freshness Taste
9 | Freshness Taste Shelf-life
10 | Other Quality label Appearance

These tests made on rank correlation (Kendall’s tau) did not confirm dependency between the
order of the factors cited meaning that it is impossible to say unequivocally which factor
respondents generally consider as the most important as there is no trend of a single factor
appearing on the first place. Values of Kendall’s tau varied from -0.433 to 0.06 and are
statistically significant at a significance level of a = 0.05.

Like in the previous question on factors influencing food purchases, respondents were asked to
name three quality labels they knew. This confirmed the earlier assumption that Klasa holds the
leading position on the Czech food market as most respondents named it as the first option.
Many respondents were not able to name a second label, however, Cesky produkt, Bio, and the
response “Other” appeared among the answers. The respondents also named brands that do not
belong among quality labels — e.g. private labels of retail chains. Therefore, it is possible to
conclude that the concept of quality labels is unclear for many respondents and, despite repeated
campaigns to promote recognition and knowledge of quality labels, consumers are still unsure
about what such labels represent in detail. More precisely, shoppers understand that a quality
label represents higher quality standard compared to other unmarked goods, but they lack
certain knowledge on what production standards, ingredients, or other norms a label stands for
or should inform about. As the second option, respondents named Cesky produkt, Regionalni
potravina, and Zdrava potravina. It is also interesting that some reported Chranéné zemépisné
ozna¢eni and Chranéné oznaeni ptiivodu as the second and third answer since those labels are

not often known among Czech consumers.
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Table 4 Order of labels by awareness

First label Second label Third label
1 | Klasa Other Regiondlni potravina
2 | Cesky produkt | Cesky vyrobek Other
3 | Other Chranéné zemépisné oznaceni | Chranéné oznaceni pivodu
4 | Bio Regionalni potravina Cesky produkt
5 Cesky produkt
6 Zdrava potravina

Even in this case the conducted rank correlation tests (Kendall’s tau) did not confirm any
dependency among awareness rankings of quality labels, which means that it is not possible to
say unequivocally which labels are more significant than others, except for the Klasa label
whose position is exceptional. Values of Kendall’s tau vary from -0.501 to 0.229 and are
statistically significant at a significance level of a = 0.05, at the same time there is no visible
trend.

Another aim of this paper was to find out opinions of the respondents on food products marked
with quality labels. It is noteworthy that 94.4% of respondents rather agree that labelled
foodstuffs meet their expectations, but only 58.3% ofrespondents consider these products better
(13.9% absolutely agree and 44.4% rather agree) while 30.6% of respondents were neither
concurring nor dissenting. Similarly, the respondents answered questions on whether the
labelled products are trustworthy where 61.1% of respondents agree with such statement
(19.4% absolutely agree and 41.7% rather agree), which may seem interesting for food
producers who endeavour to obtain some of the quality labels. Willingness to pay extra money
for the labelled food products was confirmed by 72.2% of the respondents which shows a
positive trend that consumers are willing to pay more for products which are marked with
quality labels and which are expected to have higher quality than unlabelled products. The
limitation of these answers is the self-projection. These findings may also be confirmed by one-
sample t-test the value of which reached t = 0 at a significance level of a = 0.05. Such fact may
look slightly paradox as from the test of stating three most influential factors and naming three
quality labels it seems that most consumers do not have detailed knowledge on standards

represented by each quality label.
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Table S Respondents’ opinion on labelled food products

1 2 3 4 |5 | T-test value
Do food products marked with quality labels 0 944156 | 0 | 0 Sig=0,T=
meet your expectations? 53.09
In your opinion, are labelled food products Sig=0,T=
of better quality? 1.9 1444130628238 15.43
In your opinion, are quality labels Sig=0,T=
trustworthy? 19.4 1 41.7 1222|8328 13 36
Are you willing to pay more for labelled Sig=0, T=
than unlabelled products? 278144.4113.915.6|238 12.21

Note: 1 — absolutely agree, 2 — rather agree, 3 — neither agree nor disagree, 4 — rather disagree,
5 — absolutely disagree

14.5. Discussion

In the study, consumers living with family in the household, with higher educational levels and
income, and women showed the greatest information search behaviour for labels, which
supports previous findings (Besler et al., 2012; Blitstein & Evans, 2006; Chen et al., 2012;
McArthur et al., 2011; Ortega et al., 2011; Satia et al., 2005; Souza et al., 2011).

In identifying three factors that most affect consumers while shopping food, an assumption was
confirmed that the most important factor is price. However, the assumption cannot be
unequivocally confirmed at this stage of the research. More accurate results will appear with a
higher number of respondents and statistically significant correlation. In the opinion of
consumers, the second most important factor after price is origin of the food, where in addition
respondents care what country a product comes from and, in case it is a domestic product, from
which region. The image of regional quality signs among consumers consists of two
dimensions: 1) quality guarantee and 2) economic support, which influence purchase intention
and willingness to pay for a protected origin product (Van Ittersum et al., 2007).

The third most influential factor according to the gathered information is appearance of
products. Visual characteristics therefore play an important role in food selection. It is also
necessary to mention other factors which occurred on various positions from first to fifth, those
are: quality, composition of the product, taste, and word of mouth or recommendation. Based
on all the previously mentioned information it is possible to conclude that quality labels are not
one of the key factors in food selection and thus do not have significant influence on consumer
behaviour. In a survey of Polish food-processing enterprises, the most important determinants

of competitive advantage on the Polish market included taste, price, and quality assurance,
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whereas on foreign markets quality assurance was ranked highest, followed by taste and price
(Bryta, 2012).

Respondents were also asked to name three labels of quality, most frequently they named Klasa
as the first option. Based on the results of this study, Klasa seems to have the highest awareness
on the Czech market. Other labels featured on the first place are Cesky vyrobek and Bio. In
addition, respondents also named brands which are not considered quality labels but private
labels of retail chains. Several respondents were unable to name any brand of quality. These
facts reveal that brand awareness of quality labels in the Czech Republic is generally not high.
Such labelling thus has low significance and consumers do not have an entirely clear and
accurate idea of what quality labels mean. They have a general idea that labelled products
should have higher quality, but mostly do not have knowledge on what exactly each label
represents in terms of production standards, norms, origin or ingredient requirements. One of
the reasons for this could be that there are too many quality labels on the Czech food market,
which can cause confusion in consumers” perception of food quality labels and Czech
consumers can confuse food quality labels with private labels or other brands. Another reason
can be the influence of price on consumers” decision making as for many shoppers in the Czech
Republic, price is the most important criterion in the process of purchasing food. This confirms
Fotopoulos and Krystallis, when strength of the sign is expressed in consumer willingness to
pay a higher price (Fotopoulos & Krystallis, 2003).

The final part of the study examined consumers” views on food products marked with quality
labels. Nearly 95% of the respondents rather agree that labelled foodstuffs meet their
expectations, while only 58% of consumers consider labelled products to have higher quality
in comparison with conventional products. Brand trust is positively associated with consumer
confidence in brand quality and safety, largely via trust in the food system (Bryla, 2017).
Furthermore, confidence in credence attributes leads to brand loyalty (Lassoued & Hobbs,
2015). As for the question whether quality labels are trustworthy, 61% of those surveyed
responded approvingly, while 19% absolutely agree and 42% rather agree with this statement.
At the same time, 72% of the respondents are willing to pay more for the labelled food products
than for those unlabelled, simply because they view labelled foodstuffs as products with higher
quality or some exceptional value, or in case of Bio label they can expect products to be
healthier. In conclusion, approximately two thirds of consumers trust quality labels and almost
three quarters are willing to pay extra money for such labelled products. This is consistent with
previous studies, where brand was also sometimes used as a cue of quality in Western European

countries (Grunert, 2005; Joubert & Poalses, 2012), However, as a matter of fact but somewhat
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paradoxically, the awareness of these labels and knowledge about their meaning is not high.
Therefore, the question remains whether and what actual value labels of quality have on the
food market in the Czech Republic. This confirms also studies by Aprile et al. (2012), Festila
et al. (2014), Loureiro & McCluskey (2003), Rousseau & Vranken (2013), that labels are an

effective tool for improving the signal of quality.

14.6. Conclusion

The credibility of quality signs depends on the credibility of institutions that award them. To be
credible, a quality sign should originate from an external body, not related to the manufacturer
and reseller and not having an interest in the sales of a product with such a sign. Quality signs

reduce information asymmetry between the buyer and the seller (Bryta, 2017).

Our results should be interpreted in the context of the limitations of the study. First, the study
is based on self-reported data, so participants tend to overestimate their understanding and use
of labelling. This limitation has a potentially significant impact on the generalizability of the
findings and thus, the impact of this study to better understand the Czech consumer behaviour
to food labels. Another limitation is the questionable representativeness of the sample, because
respondents in front of supermarkets were interviewed only, instead of small grocery stores. In
the future, the study could be repeated with a bigger sample of respondents and better structure
of certain demographic categories. Information from the research can be applied in decision
making about the effectiveness of campaigns for the support of food quality labels on the

governmental level and for further planning in food quality.
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15. Piiloha 7 — Consumer Preferences regarding Food Quality Labels:
The Case of Czechia °

Abstract

Purpose The purpose of this paper is to identify consumer segments based on the preference

of food quality labels in the Czech Republic.

Design/methodology/approach Using cluster analysis, segmentation of Czech consumers
based on their attitudes to food quality labels were investigated. The consumer segments were
profiled using individual consumer characteristics (knowledge of quality labels, perception of
quality labels, willingness to pay more for products assigned by food quality labels and socio-

demographics characteristics).

Findings There are three segments of Czech consumers, called Quality seekers, Unconscious
and Impulsive shoppers. Consumers from these clusters have different attitudes and perception
of food quality labels. The most frequent segment is Unconscious (almost 50% of Czech

population), then Quality seekers and Impulsive shoppers (both 25%).

Research limitations/implications The study demonstrates that consumers are driven by
different factors when they are buying foodstuffs. Food quality labels are favorably perceived

factor of choice.

Originality/value This study presents some important differences between developed segments
and presents how important are factors of choice for foodstuffs. Another finding is that
segmentation of Czech consumers based on their perception of food quality labels is better than

by socio-demographic characteristics.
Keywords: food quality labels, consumer preferences, segmentation, Czech Republic
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15.1. Introduction

During the past two hundred years, major changes have taken place in food production
practices. Because of mass food production accompanied by growing urbanization and
settlement, regular face-to-face contact between buyers and sellers has declined (Coff et al.,
2008). These trends have resulted in changes in consumers’ food purchase decision patterns
and information search patterns (Case, 2002; Kristensen et al., 2013). Consumers read labels to
obtain information about a product (what it contains, how it was manufactured, etc.) and to
maximize the benefits of the food. Consumers also read labels to compare different quality
labels or when purchasing new products and expecting reinforcement of previously learned
information. Due to food safety scandals and the increasing popularity of health-conscious diets
and environmentally conscious consumption patterns, consumers orient themselves to make
more informed decisions and healthy food choices by reading the information content on
product packaging (e.g. nutrition labels, environmental labels, warning labels, health claims
and so forth. (Juhl and Poulsen, 2000; Baltas, 2001; Cheftel, 2005; Van Trijp and Van der Lans,
2007; Grunert et al., 2010; Hall and Osses, 2013; Beruchashvili et al., 2014).

Food quality is a multidimensional concept, and consumers associate it to attributes like food
safety, nutrition, organic production, fair trade, free range, animal welfare, origin, and locally
grown (Caswell and Siny, 2007; Tempesta and Vecchiato, 2013).

However, it is not clear what consumers intend with food quality, and how the importance given
to the concept varies between different segments of the population. In general, experts agree
that quality has an objective and a subjective dimension (Grunert, 2005). From an objective
point of view, food quality is assured if compulsory production requirements are respected by
farmers, manufacturers, and distributors. Engineers and food technologists are for example
responsible for the guarantee of objective food quality. Manufacturers around the world are
usually required to adopt standardized quality management systems, such as the ISO 22000 for
food safety and quality. These standards are developed by the International Organization for
Standardization to help reduce food hazards along the food chain. Each country must also
organize the production respecting requirements issued by their country legislation. Food safety
and quality are often used interchangeably when considering the objective attributes of a
product (Rohr et al., 2005). From the consumer perspective, quality perception is often based
on subjective evaluations rather than objective information, such as product origin, taste, and
appearance (Brunsg et al., 2002). In most cases, consumers are unable to evaluate the objective

dimension of quality for purchase. The subjective dimension of quality includes search,
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experience, and credence attributes. Search characteristics can be ascertained for purchasing,
as the amount of visible fat of a steak or the colour of an apple. Experience attributes are
experienced after the first purchase and, if the consumer is satisfied, they play a key role for
future purchases. Search attributes are, for example, the taste or the texture of a product.
Credence characteristics are external indicators of quality, as labels or nutritional information
on the package. These attributes can rarely be directly verified by consumers but are believed
to be true. Because of this asymmetry of information, trust is an essential factor for purchases
based on credence attributes (Brunse et al., 2002; Grunert, 2005; Rohr et al., 2005).

As the results of these studies show, awareness of food quality labels is quite low and consumers
do not even perceive the presence of the labels when shopping. It could be understood as a sign
of the food labels inflation. With their rising number, it is impossible for the consumers to
differentiate them (Chalupova et al.,, 2016). According to data of TNS Opinion & Social
network from 2012 within Special Eurobarometer survey (conducted in the 27 member states
of the EU on the sample of 26 593 respondents aged 15 years and over), two-thirds of EU
citizens (67% in the Czech Republic and only 48% in Poland) check food purchases to see if
they have quality labels that ensure specific characteristics, however only few do this
consistently (15% in the Czech Republic, 13% in Poland) (European Commission, 2012).
Survey of STEM/MARK agency from October 2015 conducted in the Czech Republic has
revealed a low awareness of food quality labels among Czech consumers. When buying food,
only 9% of Czechs prefer products with quality labels. The Klasa label with 82% of spontaneous
and 87% of aided awareness is the best-known label in the Czech Republic. Spontaneous
awareness of other labels is less than 25%. Information deficit is perceived as the main barrier
in purchasing certified products (Potravindiska komora, 2015). In Poland, only 7% of
consumers prefer products certified with quality labels when buying food. Any food quality
label was spontaneously mentioned by Polish respondents, aided awareness is 63% for Quality
Tradition, 81% for Try Fine Food and 36% for Our Culinary Heritage — Tastes of Regions
(Velcovska, 2017). Overall recognition of individual EU food quality logos is low, only 26%
of Czechs and 13% of Poles are aware of the PDO, 25% of Czechs and 15% of Poles have
recognized the PGI, and 29% of Czechs and 17% of Poles are aware of the TSG (European

Commission, 2016).

In the Czech Republic, consumers are provided with a substantial amount of food quality labels.
At the national level, the Klasa label has a dominant position and can be underlined as the main

quality programme in the Czech Republic (Chalupova et al., 2016).
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Apart from Klasa, Czech consumers can meet more than 40 other labels, covering the product

quality, product origin, organic farming or other specific characteristics of a food products, e.g.

the Czech Product — guaranteed by Federation of the Food and Drink Industries of the Czech

Republic, Regional Food, Fair Food, Healthy Choice, Protected Geographical Indication (PGI),

Protected Designation of Origin (PDO), Traditional Speciality Guaranteed (TSG), Organic

Farming. From these 40 quality labels, there are 14 food quality labels that are the most

frequent. These labels are presented in Table 1.

Table 1 Quality labels used in the Czech Republic

Name

Brief characteristics

KLASA

Label awarded by the Ministry of Agriculture to food and
agricultural products of finest quality.

Cesky vyrobek — guaranteed
by Federation of the Food &
Drink Industries of the
Czech Republic

Products must be manufactured in the Czech Republic and
must contain a certain share of Czech ingredients. The label
is awarded by Federation of the Food & Drink Industries of
the Czech Republic.

Ceslgy vyrobek (belongs to
the Cesky vyrobek fund)

Label for both food and non-food products whose
production company is owned by Czech citizens and
revenue is not transferred outside the country. Label is
awarded by Cesky vyrobek fund.

Cesky vyrobek (belongs to

Designation of safe products manufactured in the Czech
Republic (where employees are Czech). The label is

Cesky vjrobek Ltd.) granted by Cesky vyrobek Ltd.
The label which is part of the state program Ceska kvalita
reflects that the quality of designated goods and services
Czech made

has been objectively verified by a third party. This label is
awarded by Sdruzeni pro Cenu Ceské republiky za jakost.

BIO — a product of eco
agriculture

Nationwide trademark for organic food given awarded by
organizations entrusted by the Ministry of Agriculture.

BIO in EU

EU logo for organic packaged foods, which was introduced
by the European Commission.

Ekologicky Setrny vyrobek
(Eco-friendly product)

Goods and services that are proven environmentally and
consumer health friendly, label is granted by the Ministry
of the Environment.

Regionalni potravina
(Reginal food)

Label awarded by the Ministry of Agriculture to finest-
quality agricultural products that win in regional
competitions.

Asociace regionalnich
znacek

(Association of regional
labels)

Association of various regional food labels. Regional
origin, ecological sustainability, uniqueness.
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Name Brief characteristics

Vim, co jim Designation of nutritionally balanced food granted by the
(I know what I eat) non-profit organization Vim, co jim.

Labelled food must not contain controversial additives,
artificial flavourings and E-additives, is awarded by Zdrava
potravina.

Zdrava potravina
(Healthy food)

Food products without preservatives, artificial colourings
and flavours, the label is awarded by an independent
institution.

Certified e-friendly food
(CEFF)

A certification system for products from the countries of
the Third World where consumer buying this product helps
Fair Trade disadvantaged producers (mainly from the Third World
countries). Managed by Fairtrade Labelling Organisation
International.

15.2. Methodology

15.2.1. Questionnaire and variables

The research was done in the period from December 2015 to January 2016, 444 respondents
were interviewed distribution whom roughly corresponds the distribution of the monitored
categories of the population sample. The survey sample consisted of residents of the Czech
Republic over 18 years of age addressed in front of grocery stores. The interviews were
recorded for qualitative evaluation.

The research technique used was individual semi-structured interviews, the respondents
answered a set of 13 questions with closed and open-ended answers and scales. Representative
technique was used for the selection of respondents, namely simple random selection where
respondents were interviewed in front of grocery stores. The questions were focused on the
attitude of respondents towards purchasing food labelled by quality labels and their knowledge
of quality labels placed on food sold in the Czech Republic. Further, questionnaire contains
identification questions on household size, total net income of the respondent’s household, the
highest educational attainment of the respondent, and zip code for region identification. The
aim of the survey was to get most of responses from women, because we expect they have

higher influence on shopping behaviour of food and stronger decision-making power than men.
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Table 2 Sample characteristics (n = 444, in per cent)

1 8.3 up to 10,000 16.7
2 22.3 10,001-20,000 | 19.4
Number of 3 277 Tota.l monthly net 20,001-30,000 | 27.8
household income of
members 4 22.2 households (CZK) 30,001-40,000 | 13.9
5 25.0 40,001-60,000 | 11.1
over 60,00 11.1
Primary 11.1 20-29 41.7
Secondary 16.7 30-39 19.5
A
Education | ccondary | 444 ge 40-49 19.4
(higher) (years)
College 2.8 50-59 11.1
University 25.0 60 and more 8.3
Female 63.9 Central' 63.8
. Bohemian
Gender 36.1 Reglon Plzen 2.8
Male
Olomouc 334

15.2.2. Data analysis

Data analysis was performed in two steps. First, descriptive statistics such as data sorting,
correlation analysis, t-test and chi-square were used to determine significant rank differences
in the perception of quality labels. Second, cluster analysis, Hierarchical Cluster Analysis and
Ward methods, were used for defining a segment of consumers. SPSS 24.0 software was used

for clustering and all data testing.

15.2.3. Results

In the ranking of'the factors that most affect food purchase, an earlier assumption was confirmed
that price is the main criterion. Each respondent was asked to state three factors that most
influence their purchase of food and, in addition to price, respondents placed great emphasis on
the origin of products (whether it is a Czech or foreign product and whether it is a regional
product, or a product imported from a greater distance). Among other qualities, appearance of
the product was considered important. Other factors that placed on the first to fifth position
were quality, composition of the product, taste (which is the most subjective criterion), and

recommendation. Quality label placed 7th in case of the first factor, 10th as the second factor,
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and 3rd in stating the third factor. This means that quality label is not one of the main selection
criteria for the respondents.

Then, a cluster analysis was used for definition of three clusters based on the respondents’
statements. There are four statements with a scale from 1 (totally disagree) to 5 (totally agree).
S1: Food products assigned by quality labels meets my expectations.

S2: Food products assigned by quality labels has better quality.

S3: Food quality labels are trusted.

S4: I am willing to pay for foods marked with quality labels more than unmarked foods.

In the first step, a correlation matrix presenting level of reciprocal relations between variables.
Due to character of input data Spearman correlation coefficient were used, because this
correlation coefficient is non-parametric and does not need a normality of data. Outputs of the
correlation matrix were tested at sig = 0.05. The goal of the correlation analysis was to identify
how strong is the correlation coefficient between variables. According to cluster analysis
requirements, independent variables should not be highly correlated with each other, as a
requirement for the absence of multicollinearity. After examining the bivariate correlations, it

can be stated that the correlations are not too high.

Table 3 Correlations between statements

S1 S2 S3 S4

S1 - Food products assigned by quality labels meets my expectations. 1
.5499
S2 - Food products assigned by quality labels has better quality. *

S5153.7717
S3 - Food quality labels are trusted. * *
S4 - I am willing to pay for foods marked with quality labels more than | .4480 | .5492|.5368
unmarked foods. * * *

*p=0.01

The cluster analysis that followed in the next step included all four statements. Hierarchical
Cluster Analysis was then performed using the Ward method and measuring distances using
squares of Euclidean distance. Based on differences in the coefficients, it was recommended to
create three to four clusters. Given the complexity of interpretation, sample size, coefficient
difference, and number of elements in each cluster, using Ward's method, it was decided to
create three clusters that are relatively equal in number of elements (one larger and two smaller

clusters).
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Three clusters that characterize the attitudes of individual types of consumers are now referred
to as Quality Seekers, Unconscious and Impulsive Shoppers.

The cluster representation is shown in Table 4, where the largest is a non-quality cluster, with
48.3% of the respondents, followed by two similarly large clusters impulsively shopping with

26.2% of respondents and looking for a quality that includes 25.5% of respondents.

Table 4 Relative share of clusters

Cluster | Cluster name Number of respondents | % of respondents
Cluster 1 | Quality seekers 113 25.5
Cluster 2 | Unconscious 215 48.3
Cluster 3 | Impulsive shoppers | 116 26.2

Using the cluster analysis and the Ward method, the ideal number of three clusters was
determined based on the number of clusters in the clusters and the differences of the individual
clusters based on the Kruskal-Wallis test.

Regarding the attitudes of respondents from individual clusters to quality labels, clusters were
named not thinking about quality, impulsively buying and looking for quality. The clusters also
differ based on socio-demographic characteristics of education, age, gender, household size and
net household income.

Table 5 Descriptive statistics for individual clusters

S1 S2 S3 S4

Quality seekers Mean 3.84| 3.89| 3.79| 4.09
N 113} 113 113| 113

Std. Dev. 0.56| 0.60| 0.63| 0.28

Median 4.00| 4.00| 4.00f 4.00

Min 1 2 2 4

Max 5 5 5 5

Unconscious Mean 292 2.84| 2.78| 243
N 215 215 215 215

Std. Dev. 0.49] 0.44| 0.53| 0.90

Median 3.00f 3.00f 3.00| 2.00

Min 2 2 2 1

Max 4 4 4 4

Impulsive shoppers Mean 3.76| 3.63| 3.66| 3.13
N 116 116 116 116

Std. Dev. 0.49] 0.67| 0.67| 1.12

Median 4.00| 4.00| 4.00( 3.00

Min 2 2 2 1

Max 4 4 4 5
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There are 215 respondents in the segment of Unconscious and it is almost half of all respondents
(48.3%). Their attitudes to quality labels have statistically significantly lower (sig = 0.00)
average values than the quality segments (average values are between 2.43 and 2.92). As with
the quality segmented group of consumers, the experience with the product is important for the
non-quality segment, but more importantly, the price criterion that was most frequently ranked
first. Other important criteria are composition and freshness. The quality label has mostly
ranked third. Consumers from the non-quality segment also reported lower spontaneous
knowledge of quality labels on the Czech market, where the Klasa quality label is the dominant
place. It is also interesting to note that no respondent in this segment knows the European food
quality labelling system (Protected Designation of Origin, Protected Geographical Indication
and Traditional Specialty Guaranteed). Most women in this segment are women with secondary
school education, either living in a single household or in a three to four-person household and
most consumers have a net household income of up to 40,000 CZK per month. The age of

consumers then copies the age of respondents from the sample.

The segment called Impulsive shoppers has 116 respondents, making up 26.2% of the sample.
These are the consumers who consider the price and composition of the product to be the most
important criterion. Unlike other segments, impulsively shopping consumers also indicate the
current taste or preference at the time of purchase as one of the purchase criteria. Knowledge
of food quality marks is higher than in the non-quality segment, and most of all segments of the
BIO and Cesky vyrobek labels are mentioned. Consumers expect this segment from quality
labels to the fact that the product will be organic and will not contain chemicals. Women are
most often educated in this case, since the proportion of secondary and university educated
respondents is similar. The segmentation of this cluster by household size does not show large
differences, except for five-person households, where it is significantly lower than elsewhere
(for single- to four-person households this segment is represented by 25-32.1%). Within this
segment, households with a net income of between 30,000 and 40,000 CZK per month are most

often represented, most often young consumers aged under 29.

The segment of Impulsive shoppers includes 113 respondents from the sample. The attitudes of
respondents from this segment to food quality labels are positive; the average value of responses
to the five-step scale is for the four above-mentioned claims of 3.79-4.09. Factors that affect
the purchase of food by this segment are the previous positive experience with quality labels,

composition and origin of the food. Price as a selection factor appears mostly as a third response
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option. These consumers also declared the highest spontaneous knowledge of food quality
labels on the Czech market. Consumers' expectations from the quality segmented cluster of
quality-labelled food are better composition, origin, taste, freshness, and compliance with food
production standards. Compared to the overall structure of the sample, there is a higher number
of men, university educated consumers, two- and five-person households with above-average

earnings and over 40 years of age in this segment.

15.3. Discussion and Conclusion

The study used data from an original survey designed to investigate how socio-economic
variables, previous experience and buying behaviour influences the perception of food quality
labels by Czech consumers.

The study findings show that food quality labels are important selection factor for foodstufts in
the Czech Republic. Consumer preferences are not identical for all products and, therefore,
studies should analyse preferences for different foodstuffs and not generalised consumer
preferences of all foodstuffs.

Restrictions on the research include the selection of a limited number of quality labels that
consumers can meet on the Czech food market. Regarding the number of existing brands, it was
not possible to include all the current quality labels. Of the large number of brands on the Czech
market, one of the research assumptions also shows that the consumer is difficult to orientate
in such a large quantity. Considering the extent of the issue, it was also not possible to address
in more detail all the factors related to food quality and brands.

Future research will be appropriate to focus on consumer attitudes towards food quality labels
and to carry out a larger study to compare consumer attitudes to food quality labels across
multiple EU countries. Another option is to examine perceptions of attitudes by individual
generations of consumers (Generation X, Generation Y and Generation Z). To clarify consumer
typology, it would be useful to extend research into some other socio-demographic
characteristics or selected characteristics of buying behaviour.

In the context of a detailed examination, it would be interesting to focus on specific categories
of food, to assess the impact of quality labels directly in these categories, and then to compare
in which categories the food quality labels are an important guideline in purchasing food.

A specific area of research could be the logos of the food quality labels and the association that

trigger these logos. Further exploration could also be focused on marketing communications of
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quality labels to identify which media individual consumer segments are tracking and what

form of quality label communication would be relevant to them.
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16. Piiloha 8 — Certification of cheeses and cheese products origin by EU
countries®

Abstract:

Purpose: The purpose of this paper is to analyse the Protected Designation of Origin (PDO),
Protected Geographical Indication (PGI) and Traditional Speciality Guaranteed (TSG)
utilization on European Union (EU) cheese market.

Design/methodology/approach: Secondary data comes from the database of origin and
registration. In total, 235 product names registered in the database for cheeses and cheese
products were analysed according to type of label and country of origin. To discover a
dependence between the variables, x2 test and contingency coefficients were calculated.
Hierarchical clustering method enabled to identify the clusters of countries with similar
distribution of products in the database.

Findings: More than 80 per cent of cheeses and cheese products are certified with PDO. Leading
countries in number of certified products are France and Italy. Considering all product classes
in the database, only 6 per cent of all PGlIs, 33 per cent of PDOs and 15 per cent of TSGs were
awarded for cheeses and cheese products. A middle weak correlation between the number of
certified products and the country of origin was confirmed.

Research limitations/implications: The number of certified products is continuously increasing,
their distribution among countries may change slightly over time. Only cluster analysis and two
criteria of comparison were used.

Practical implications: To local food producers, the findings provide a deeper insight to the EU
cheese market. It could stimulate their effort in products certification.

Originality/value: The paper brings findings about PDO/PGI/TSG utilization for cheese

products in EU countries. There is not research study carried out from the same perspective.

Keywords: European Union, Protected Designation of Origin, Cluster analysis, Cheese and

cheese products, Protected Geographical Indication, Traditional Speciality Guaranteed

¢ Certification of cheeses and cheese products origin by EU countries. British Food Journal. 2015, Vol. 117, No.
7. 1SSN 1843-1858. ISSN 0007-070X. DOI: 10.1108/BFJ-10-2014-0350. (Spoluautor Sarka Vel¢ovska)
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16.1. Introduction

Over the last decade, there has been an increasing demand for artisan and home-made cheeses
and cheese products manufactured using the traditional procedures strictly linked to the territory
(Aquilanti et al., 2013; Di Cagno et al., 2007). These products are characterised by unique
features that make them worthy of being protected and distinguished from similar products
produced on an industrial scale. According to Regulation (EU) No 1151/2012 of the European
Parliament and of the Council on quality schemes for agricultural products and foodstuffs,
consumers in the Union increasingly demand quality as well as traditional products. They are
also concerned to maintain the diversity of the agricultural production in the Union. This
generates a demand for agricultural products or foodstuffs with identifiable specific
characteristics, those linked to their geographical origin (European parliament and Council of
the European Union, 2012). Also Teuber (2011) highlights a growing consumer segment that
is concerned about food safety and food quality issues and values the origin as a useful quality
cue. This consumer trend has led to an interest in the definition of cheese safety, quality, and
typical cheese characteristics (Aquilanti et al., 2013).

The quality of cheese involves many parameters from compositional, functional, nutritional,
sensory, and safety aspects to convenience, process and economic factors. Definition of quality
can therefore differ depending upon the importance and relative contribution of each parameter
to a producer or consumer-based approach to quality (Bremner, 2000). Any aspect can play a
single, but important role in the whole collection of food quality parameters (O'Riordan &
Delahunty, 2003). A useful tool for cheese manufacturers willing to manage a significant higher
quality of their products could be a product certification through the quality labels. Quality
labels can help to producers communicate their products with the value-adding characteristics,
highlight the specific character of their products, and stimulate consumers’ interest in such
products (Velcovska & Sadilek, 2014).

The paper deals with the Protected Designation of Origin (PDO), Protected Geographical
Indication (PGI) and Traditional Speciality Guaranteed (TSG) quality schemes on cheeses and
cheese products market in European Union (EU) countries. Its aim was to analyse PDO, PGI
and TSG labels utilization for cheeses and cheese products by type of label and country of
product’s origin and to identify the clusters of countries with similar distribution of cheeses and
cheese products that are registered in the Database of Origin and Registration (DOOR) as PDO,
PGI and/or TSG. For this purpose, the cluster technique was used.
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The results obtained in this study should describe utilization of EU quality schemes for cheeses
and cheese products in EU countries and present disparities between countries. Study provides
useful outputs for cheese producers. Based on this study, they can decide, if it is important for
them to strive for registration their products in the DOOR database and if competitive products
are already registered.

In accordance with the topic, the paper is structured as follows. Firstly, a brief specification of
PDO, PGI and TSG quality scheme is given. The attention is also devoted to the characteristics
of the EU cheese market. The next section contains the research methodology, followed by a

presentation and discussion of the results.

16.2. PDO, PGI and TSG quality scheme specification

The EU quality scheme is known as Protected Designation of Origin (PDO), Protected
Geographical Indication (PGI) and Traditional Speciality Guaranteed (TSG) and identifies
agricultural products and foodstuffs farmed and produced to exacting specifications. This
scheme was established since 1992 to allow producers to use the added value of their products,
to protect the names of their products, to provide consumers clear information on the product
origin or speciality character linked to the region and enable them to make more informed
purchases (Verbeke et al., 2012).

PDO (Protected Designation of Origin) indicates agricultural products and foodstuffs which are
produced, processed and prepared in a given geographical area using recognised knowhow. PGI
(Protected Geographical Indication) covers agricultural products and foodstuffs closely linked
to the geographical area in at least one of the stages of production, processing or preparation.
For PDO food products, the link with the area is stronger, PGI is a more flexible regulation.
TSG (Traditional Speciality Guaranteed) highlights traditional character of a product, either in
the composition or means of production. To be “traditional” proven usage on the market during
at least 30 years is required (European Commission, 2014a; European Commission, 2014b;
EUFIC, 2014).

The EU scheme of PDO, PGI and TSG labels aims to (1) enable producers and other
stakeholders to increase the value of their products by encouraging diversity and specificities
of products in associations with local environments; (2) give consumers the possibility to
choose quality foods with a special character and good taste; (3) allow producers to differentiate
their production locally, nationally and also internationally (Ministry of Agriculture and

National Institute of Origin and Quality, 2010).
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The complete list of product names registered as PDO, PGI and TSG as well as names for which
registration has been applied is included in the Database of Origin and Registration (DOOR
database). The DOOR database project supports the agricultural product quality policy of EU
by providing a modern information technology system for the dissemination of public data
about registered PDOs, PGIs and TSGs through Europe (European Commission, 2014c;
European Commission 2014d; IDABC, 2014).

16.3. The EU cheese market

The EU cheese market is the largest in the world (TheDairySite, 2011). Trends in EU cheese
production, consumption, imports and exports are shown in Table 1. EU cheese production and
consumption is continuously slightly growing. For 2014, EU cheese production is estimated to
expand by 1 per cent to 9,250,000 tons, the EU domestic consumption of cheese is expected to
be 8,500,000 tons. Imports of cheese declined from 84,000 tons in 2009 and 2010 to 75,000
tons in following years, for 2014 were expected to stay at the same level. A slight grow was
registered only in 2012 (4%). EU exports of cheese have been notable for their growth, rising
from 578.000 tons in 2009 to 800.000 tons in 2013. For 2014, total EU cheese exports were
predicted to grow by 3% to 825.000 tons (Foreign Agricultural Service/USDA, 2013).

Table 1 EU cheese production, consumption, imports and exports (1,000 metric tons)

EU 28 2009 2010 2011 2012 2013 preliminary 2014 forecast
Production 8739 8959 8981 9142 9175 9250
Consumption 8245 8367 8374 8444 8450 8 500
Imports 84 84 75 78 75 75

Exports 578 676 682 776 800 825

Source: Own processing based on Foreign Agricultural Service/USDA (2013)

If we look on the production of cheese according to EU countries (Table 2), we can see, that
three biggest producers, who produce more than 1 million tons of cheese per year, are Germany,
France and Italy, i.e. they have 57% share on total EU production of cheese. States with long
tradition in producing of cheese and cheese products such Netherlands or Greece are also in the
scale of'the first ten states. With respect to the topic of the paper, it would be interesting to find

out if countries with the highest production of cheese have also the highest number of cheeses
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and cheese products registered in DOOR database as PDO, PGI and TSG. It will be examining

in practical part of the paper.

Table 2 Production of cheese in 2012 by EU countries

. Share in EU . Share in EU
Production . Production .
Country production Country production
1,000ty (%) @000ty (0

1 Germany 2,161.15 23.34 15 Belgium 78.34 0.85

2 France 1,928.98 20.84 16 Hungary 72.61 0.78

3 Ttaly 1,203.76 13.00 17 Portugal 71.88 0.78

4 Netherlands 764.16 8.25 18 Bulgaria 68.51 0.74

5 Poland 721.49 7.79 19 Romania 67.10 0.72

¢ United 357.20 3.86 20 Estonia 42.63 0.46
Kingdom

7 Spain 315.71 341 21 Slovakia 32.10 0.35

8 Denmark 300.00 3.24 22 Croatia 31.63 0.34

9 Greece 195.00 2.11 23 Latvia 31.33 0.34

10 Austria 159.94 1.73 24 Cyprus 19.43 0.21

11 Lithuania 111.81 1.21 25 Slovenia 17.61 0.19

12 Crech 111.55 1.20 26 Ireland 2 @
Republic

13 Finland 102.32 1.11 27 Luxembourg ¢ @

14 Sweden 101.16 1.09 28 Malta 9 9

EU 287 9,257.63 100.00

Notes: Total EU cheese production is different than in Table 1 (vear 2012). The reason is the
use of different information sources, also data of total EU production in Table 2 are estimated.
Later data are not available.

4 Not published, b Estimated, provisional

Source: Own processing based on Eurostat (2014)

Cheeses have provided much better export opportunities than any other dairy products as
consumer willingness to pay for quality European cheeses has always been high (TheDairySite,
2011). However, the cheese market has changed in recent years due to developments in the EU
and to global trends. The next period will be crucial for the global cheese market in terms of
high growth rate as emerging countries and other developed markets prefer the natural cheese

products for consumption. Cheese has already been promoted as a healthy and high protein
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snack and thus, an increasing consumption of natural and processed dairy-based cheese
products are driving the global cheese market to become the mainstream market in the coming
years (Transparency Market Research, 2014; Advantage Business Media, 2015).

Competition within the EU market is heating up, as the market has become more saturated and
the remaining growth will only be captured by players that have more to offer than just volume
and price (TheDairySite, 2011). Tradition, creativity and fine craftsmanship continue to drive
cheese consumption - consumers increasingly desire artisan cheeses, made in small batches
using traditional methods, created in their own geographical regions (Berry, 2013; Packaged

Facts, 2014; TheDairySite, 2011).

16.4. Strategy focused on cheeses with a link to the region

The EU cheese market already offers a diverse range of products and it appears that most
options to innovate the product itself have already been exhausted. Therefore, cheese producers
need to reconsider their traditional business models and develop new strategies for targeting
further growth and profitability, e.g. to incorporate new growth areas, either in new geographic
areas or in value-adding services in retail market (TheDairySite, 2011).

Improving the level of added value in the retail market may consist in certification of a product
origin and quality using PDO, PGI and TSG labels, recognized by the European Union as
worthy of being preserved and distinguished these products from others (Mallia et al., 2005).
Strategy focused on cheeses with a link to the regions where they are produced, certified with
PDO, PGI or TSG, can be successful. Consumers are willing to pay more to suppliers with
some unique offer, e.g. for regionally produced specialty cheeses (TheDairySite, 2011).
Moreover, the demand for regional foods and specialties is powered by the growing consumer
interest in product attributes such as origin, sustainability, traceability and authenticity (Teuber,
2011).

There are some important factors driving consumers to buy or not to buy their local food
products. These factors can be a food quality, costs, lifestyle and motivation to support local
economic growth. In terms of food quality, local foods are believed to be a fresh because they
are grown near to the consumer and distributed with a shorter transportation distance (Arsil et
al., 2014). In the research study of Arsil et al. (2014), the two main consumer motivations were
detected: saving the money and health benefits. According to Teuber (2011), the most important
factor determining the success of a PDO/PGI product is the perceived higher quality compared

with non-protected products.
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In Europe, a growing number of labels protect certain food products based on their origin
(Cheftel, 2005). In many south European countries, several food products owe their reputation
to traditional production techniques used in defined geographical areas (such as PDO or PGI)
that make such foods very specific and well differentiated from other ones. This concept covers
both natural as well as human factors related to the geographical area (Karoui et al., 2005).
Becker (2009) identified several European regional clusters based on the focus in their food
quality enhancing policies, which included geographical indications as well as collective
quality marks, quality assurance schemes and organic production. Specifically, France, Italy
and Spain were classified as countries that are clearly PDO/PGI oriented, in contrast with
Belgium, Norway and Poland, which were classified as rather food-quality-assurance scheme
oriented, and “catching up with respect to PDO/PGIs” Becker (2009).

In an increasingly competitive food market, the industry of traditional foods in Europe needs to
innovate in order to sustain market shares (Jordana, 2000). The dairy industry, including cheese
production, is no exception. According to Bishop (2006), “innovation is the key to future
growth of the cheese market and will continue to be the focus of future research and technology
development”. However, tradition and innovation can be tricky to combine, because consumers

tend to reject innovations that affect the authentic character of traditional foods.

16.5. Methodology

Previous research deals with analysis of EU quality scheme in selected countries, analysis of
PDO (or PGI, TSG) utilization, customer loyalty and buying intention for PDO products,
consumer awareness and perception of labels (generally), etc. There is no comprehensive
research study of PDO, PGI and TSG labels devoted to their utilization on cheeses and cheese
products market. It was intention for our research study.

The aim of our research was to examine the PDO, PGI and TSG labels utilization on cheeses
and cheese products market in European Union countries, to analyse the share of product names
registered as PDO, PGI and TSG for cheeses and cheese products on the total number of product
names registered in the DOOR database, and to compare the data according to selected criteria
— type of label (PDO, PGI, and TSG), country of product’s origin, and the size of cheese
production in the country. These criteria were chosen to show which label is the most widely
used in total as well as in countries, whether there are differences in the number of product

names certified with PDO, PGI and TSG in EU countries and whether there is the correlation
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between the number of registered PDOs, PGIs and TSGs and the size of cheese production in
the country.

Data were obtained from the DOOR database. Product names in the database are classified into
several groups based on the categories of products defined in Annex 1 of the Treaty on the
Functioning of the European Union and Annex of the Regulation (EU) No. 1151/2012. There
is defined 23 product classes for PDOs and PGIs and 17 classes for TSGs. In the DOOR
database, cheeses and cheese products (including processed cheeses, cream cheeses, ricotta and
other types of cheese) are registered in two separate classes, namely class 1.3 and class 1.4.
Class 1.3 “Cheeses” includes cheeses only, while cheese products are registered (together with
eggs, honey and other animal products) in class 1.4 “Other products of animal origin”. We
worked with both mentioned product classes to have a complex sample of all cheeses and cheese
products.

First, descritptive statistics and contingency tables were calculated, second, cluster analysis,
Hierarchical Cluster Analysis and Ward methods, were used for defining a segment of
consumers. SPSS 24.0 software was used for clustering and all data testing.

On 18th May 2014, 1227 products in total were registered in the DOOR database, and only 235
of them are cheeses and cheese products (221 product names were registered in product class
1.3 Cheeses and 14 items are cheese products registered in product class 1.4 Other products of

animal origin). Sample structure is presented in Table 3.

Table 3 Sample structure (n = 235; in per cent)

France 22.55
PDO 81.70
Italy 21.28
Spain 12.34
PGI 15.32
Type of label Country” Greece 8.94
Portugal 7.66
TSG 2.98 United Kingdom 6.81
Others 20.42
9 First 80% of cases.

Source: Own processing based on data from European Commission (2014)
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As it is evident from Table 3, products are certified mainly with PDO label (more than 80%).
The reason for more widespread utilization of PDO for cheeses and cheese products could be
the manufacturer’s interest to declare a closer link of the product with its geographic region of
production, the PDO qualification may be considered to have brought more benefits. Only less
than 3% cheeses and cheese products are TSGs. The barrier in more frequent certification with
TSG label may lie in a condition for the granting of the label - 30 years of proven usage of a
product on the market is required. (European Commission, 2014a; European Commission,
2014b; European Commission, 2014c).

Leading countries in numbers of certified products are France and Italy, followed by Spain.
These three countries have obtained 56% of all PDOs, PGIs and TSGs awarded to cheeses and
cheese products in product classes 1.3 Cheeses and 1.4 Other products of animal origin. Other
countries (the row “Others” in Table 3) have obtained 20.42% of PDOs, PGIs and TSGs, these
countries are mainly Slovakia, Germany, Netherlands, Austria, Poland.

Data were analysed using a series of descriptive statistics, Chi-square tests and contingency
coefficients were calculated to confirm or disprove the relations between variables. Hierarchical
clustering method was used to find a homogeneous group of countries by set factor, several
products registered as PDO, PGI and TSG. Then, a one-step clustering procedure (between-
groups linkage hierarchical clustering method) was applied to identify distinctive, homogenous
products segments. Other frequent methods are the nearest neighbour method, furthest
neighbour method, centroid method, pair-group average method, Ward's method and K-mean
method. In terms of the study, the most appropriate proved to be the hierarchical clustering

method. This approach can be used for comparison of countries (Vilamova et al., 2012).

16.6. Results and discussion

The first part of analysis is based on the list of EU countries and the list of product names of
cheeses and cheese products registered in the DOOR database. The ranking of EU countries
according to the number of cheeses and cheese products registered in product classes 1.3 and
1.4 as PDO, PGI and TSG is presented in Table 4. Fields with the largest number of registered

product names under given label are highlighted in grey colour.
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Table 4 Frequency of cheeses and cheese products registered as PDO, PGI and TSG

according to EU countries (n = 235, in per cent)

Total
EU country PDO PGI TSG
(PDO, PGI, TSG)
France 2396 19.44 0.00 22.55
Italy 25.00 2.78 14.29 21.28
Spain 13.54 5.56 1429 12.34
Greece 10.94  0.00 0.00 8.94
Portugal 8.85 2.78 0.00 7.66

United Kingdom 5.73 13.89  0.00 6.81

Slovakia 0.00 16.67 28.57 3.40
Germany 2.08 8.33 0.00 2.98
Netherlands 2.08 5.56 1429 2.98
Austria 3.13 0.00 0.00 2.55
Poland 1.56 5.56 0.00 2.13
Slovenia 2.08 0.00 0.00 1.70

Czech Republic  0.00 8.33 0.00 1.28

Denmark 0.00 5.56 0.00 0.85
Sweden 0.00 2.78 14.29 0.85
Lithuania 0.00 2.78 14.29 0.85
Belgium 0.52 0.00 0.00 0.43
Ireland 0.52 0.00 0.00 0.43
Total 100.00 100.00 100.00 100.00

Source: Own processing based on data from European Commission (2014)

As it results from Table 4, 18 from 28 EU member countries have registered their cheeses and

cheese products as PDO, PGI or TSG in the DOOR database. The highest share have
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Mediterranean countries like France, Italy, Spain, Greece and Portugal. Especially France and
Italy produce a broad variety of different types of cheeses and cheese products. The first six
countries of the ranking (by column Total in Table 4), including mentioned Mediterranean
countries and United Kingdom, i.e. 21% of all EU countries have achieved 80% of all registered
cheeses and cheese products as PDO, PGI and TSG (interestingly, the Pareto rule is shown
here). The first three countries in the ranking (Table 4), France, Italy and Spain, then have more
than 55% of all registered product names for cheeses and cheese products.

The reason could be a long culinary history and importance of these countries, which denotes
number of regional and traditional specialities famous worldwide. Cheeses like Emmental,
Camembert or Roquefort from France, Mozzarella, Gorgonzola or Pecorino from Italy are
popular not only in south-western Europe, but they are also important export products
purchased by customers all over the world. France is the first in number of PGI labels, Italy has
registered the highest number PDOs. An interesting position has Slovakia which is the leader
in number of cheeses and cheese products with TSG label and occupies the second position of
the ranking in number of cheeses and cheese products under PGI, although in total ranking has
7th position among EU countries.

Relations in the sample are verified by chi-square test (sig F = 0, p < 0.05), Cramer’s
contingency coefficient (0.723) and Contingency coefficient (0.568), thus there is a middle
weak correlation between the number of product names registered in the database for cheeses
and cheese products and the country of product’s origin. With respect to the topic, it is
interesting to find out if the number of registered cheeses and cheese products as PDO, PGI and
TSG is depending on production of cheese in the country.

We can suppose that countries with a higher level of production will also have a more products
certified with mentioned labels. If we compare data in Table 4 and Table 2, we can see, that our
assumption is confirmed for France and Italy. In total, these countries have obtained the highest
number of PDO, PGI and TSG labels and they are also the highest producers of cheese in EU
(2nd position of France, 3rd position of Italy in EU cheese production). We can say, that Italy
has proactive approach to certification of their products. While its share in EU cheese
production is 13%, the share in number of PDOs, PGIs and TSGs for cheeses and cheese
products reached 21.28%. Some states with significantly lower volume of cheese production
have a high share of registered cheese products in the DOOR database as PDO, PGI or TSG.
These examples are Spain (7th position in cheese production with 3.41% share in EU, but 3rd
position in registered cheese products with 12.34% share in EU), Greece (9th in production

with 2.11% share in EU, but 4th in registered products with 8.94% share), Portugal (17th in
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production with 0.78% share in EU, but 5th in registered products with 7.66% share) or
Slovakia (21st in production with 0.35% share in EU, but 7% in registered products with 3.40%
share). The reverse situation can be observed for Germany or Netherlands. Germany is the
biggest cheese producer in EU (23.34% share in EU), however has received less than 3% of all
PDO, PGI and TSG labels in the EU. Netherlands has contributed to EU cheese production by
8.25%, but its share of PDOs, PGls and TSGs for cheeses and cheese products in EU is only
2.98%.

Based on these findings, the correlation between the number of registered cheeses and cheese
products as PDO, PGI and TSG and the volume of cheese production in the country was tested
using the chi-square test. There is surprisingly no relation between these variables, sig F =
0.224, p <0.05. Similar values of chi-square test were achieved, when we analysed each label
separately: sig F = 0.211 for PDO, 0.261 for PGI, and 0.390 for TSG), thus we can confirm no
relation between tested variables. However, it is necessary to consider that the sample e. g. for

TSG is so small, then we cannot generalize.

Figure 1 Clusters of cheeses and cheese products registered as PDO, PGI and TSG

according to EU countries (n =235, in per cent)
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Portugal L
Spain K]
France 1
ltaly 2 —]

Source: Own processing
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Distribution of cheeses and cheese products certified with PDO, PGI and TSG labels by
countries is also illustrated using cluster analysis and represented graphically by dendrogram
(Figure 1). The first group comprises France and Italy only. These two countries have almost
44% of all registered products in the DOOR database. The second cluster consists of Spain,
Greece and Portugal, whose share on total amount is 29%. The third cluster (the rest of
countries) has share 27% of all products and these states do not play such important role as the
first two clusters. Based on cheese’s characteristics, typical product for the first segment are

ripened cheeses.

Figure 2 Clusters of cheeses and cheese products registered as PDO according to EU

countries (n = 192, in per cent)
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The dendrogram of products registered as PDO (Figure 2) looks very similar to the dendrogram
of PDO, PGI and TSG together. Explanation is very clear — products registered as PDO has the
highest share of total number of all registered products. Also, most of products registered as
PDO belong to Mediterranean countries like Italy and France, which constitutes the first and

the biggest cluster. This cluster includes 49% of all products. The second cluster consists of
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Greece and Spain and its share on total sample is 24%. The third segment is a group of rest 14
countries with share 0f27%. It is quite interesting that the third segment has significantly lower
number of registered products, and that is why it is homogeneous segment, but registered
products as individual cases are heterogeneous and consist of various types of cheeses and

cheese products.

Figure 3 Clusters of cheeses and cheese products registered as PGI according to EU

countries (n = 36, in per cent)
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Clusters of countries by PGI labels (Figure 3) differ considerably from clusters for all registered
product names or for PDOs. The first cluster consists of Denmark and UK with seven registered
products together, i.e. 19% ofregistered products. More products in PGI has UK: five registered
products versus two products of Denmark. Slovakia and France with 36% of PGIs are states put
into the second cluster, even though these countries has the highest number of registered
products, seven in France and six in Slovakia. Typically, registered products are smoked
cheeses made from goat and sheep milk in Slovakia, typical French cheeses are Gruyére or
Emmental. Germany, Czech Republic, Poland, Lithuania, Spain and Netherlands are members

of the third cluster. These countries have registered 13 products as PGI, which is 36% of total
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36 registered items. The number of registered products in this cluster varies from one to three.
The fourth, and the last cluster (8% of registered products) varies the most, only three countries
have registered one product.

Those are Portugal, Sweden and Italy. Other countries (Belgium, Ireland, Greece, Austria, and

Slovenia) have registered no product.

To analyse the share of cheeses and cheese products registered as PDO, PGI and TSG on total
number of all products in the DOOR database, the complete list of product names from the

DOOR database was used. The results are presented in Table 5.

Table 5 Share of cheeses and cheese products registered as PDO, PGI and TSG in the
DOOR database

PDO PGI TSG Total

Number of registered cheeses and cheese products (1.3+1.4)
192 36 7 235
in DOOR database by EU countries

Number of all products registered in DOOR database by EU
576 605 46 1227

countries

Share of cheeses and cheese products in DOOR database (in %) 33.33 595 15.22 19.15

Source: Own processing based on data from European Commission (2014)

In total, there were 1227 product items registered in the DOOR database (on 18th May 2014),
the most of them are PGls, followed with a slight difference by PDOs. When we consider
cheeses and cheese products only, the situation is reversed, PDOs with a large majority
predominate. Another interesting finding resulted from the analysis of the share of cheeses and
cheese products certified with PDO, PGI and TSG on the total number of product names
registered under these labels (the last row in Table 5). Only 6% of all PGIs were awarded for
cheeses and cheese products, whilst under PDO it was 33%. TSG is the least frequently used
label, only 46 items is registered in the DOOR database under this label, and 15% of them are

cheeses and cheese products.
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Table 6 Share of cheeses and cheese products registered as PDO, PGI and TSG in the
DOOR database according to EU countries (in %)

Country

Italy

France

Spain
Portugal
Greece
Germany

Un. Kingdom
Poland

Czech Republic
Slovenia
Belgium
Slovakia
Austria
Netherlands
Denmark
Sweden
Lithuania
Ireland

Others ?

Share of PDOs Share of PGIs

in classes 1.3

and 1.4 on all

PDOs in

DOOR

30.00

50.00

27.37

26.56

28.38

44.44

47.83

37.50

0.00

57.14

33.33

0.00

75.00

80.00

@)

0.00

0.00

100.00

0.00

in classes 1.3

and 1.4 on all

PGIs in

DOOR

0.98

5.88

2.53

1.67

0.00

4.35

15.63

11.11

13.04

0.00

0.00

85.71

0.00

66.67

33.33

33.33

33.33

0.00

0.00

Share of TSGs

in classes 1.3

and 1.4 on all

TSGs in

DOOR

50.00

0.00

25.00

0.00

a)

a)

0.00

0.00

0.00

0.00

0.00

28.57

a)

50.00

a)

50.00

50.00

a)

0.00

Share of PDOs, PGIs
and TSGs in classes
1.3 and 1.4 on all PDOs,
PGIs and TSGs in
DOOR

18.94

25.00

16.29

14.40

20.79

8.97

28.07

14.29

9.09

20.00

6.67

53.33

42.86

70.00

33.33

33.33

33.33

20.00

0.00

% The country has no products certified with given label in DOOR database.

Y Finland, Hungary, Bulgaria, Romania, Estonia, Croatia, Latvia, Cyprus, Luxembourg, and
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Malta have not certified cheeses and cheese products as PDO, PGI or TSG in DOOR database.

Source: Own processing based on data from European Commission (2014)

Table 6 shows the per centage shares of cheeses and cheese products registered by EU countries
as PDO, PGI and TSG in the DOOR database (in product classes 1.3 and 1.4) of the total number
of product names registered by the country in the database. The dominating countries in number
of registered items in the DOOR database, in total as well as for cheeses and cheese products,
are Italy, France and Spain (Table 4). Concerning the share of registered cheeses and cheese
products on all products registered in the database, the ranking of countries is different. In some
countries, the share of registered cheeses and cheese products is curiously high. That applies
for countries such Netherlands (70% of all registered products in the database), Slovakia (53%)
or Austria (43%). However, these countries have only a very small number of products in the
database. When we consider countries with generally high number of registered products in
DOOR database (more than 50 certified products), the highest share of cheeses and cheese
products have United Kingdom (28% of all their certified products), followed by France (25%),
Greece (21%), and Italy (19%). In rest countries, the share of cheeses and cheese products on
all registered products is not eminent. These results are also displayed in Figure 4, per centages

are replaced by frequencies.
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Figure 4 Share of cheeses and cheese products registered as PDO, PGI and TSG in
product classes 1.3 and 1.4 in all products registered in the DOOR database according to
EU countries (number of products)
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Source: Own processing based on data from European Commission (2014)

16.7. Conclusion

Nowadays, the European Union quality schemes, represented by Protected Designation of
Origin, Protected Geographical Indication and Traditional Speciality Guaranteed, play
important role for customers who can recognize easily an additional value of a genuine and
traditional food product. The PDO, PGI and TSG scheme is seen as useful for conveying
information on the product’s origin and method of production. It enables customers to reduce
the uncertainty and make more informed purchases and the best possible choices of food
products. Labels can also facilitate repeat purchases when satisfaction has occurred (Bredahl,
2004; Verbeke, 2005; Verbeke and Ward, 2006).

In presented paper, the attention was given to PDO, PGI and TSG certification of cheeses and
cheese products in European Union market. The main contribution of the paper lies in a
comprehensive overview on the utilization of the labels by EU countries and comparison of

data by country of origin, type of label, and quantity of cheese production in the country.
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Clusters of countries with similar characteristics of their registered cheeses and cheese products
were identified. Factors set for the process of cluster analysis were obtained from the DOOR
database, which consists of limited number of information for each registered product. We
choose the number of product names registered as PDO, PGI and TSG in each country. Only
one clustering procedure (between-groups linkage hierarchical clustering method) was applied,
because its results fit best to research purposes. Other clustering methods cannot provide so
appropriate outputs. From the cluster analysis comparing the number of cheeses and cheese
products certified by EU countries as PDO, PGI and TSG labels in the DOOR database results
that France and Italy have the highest number these products. These countries also belong
among the biggest cheese producers in EU. The second cluster includes Spain, Greece and
Portugal. The third cluster consists of the rest of EU countries and does not play such important
role as the first two clusters. Follow-up analysis showed that there is not the correlation between
the number of cheeses and cheese products registered as PDO, PGI and TSG and the size of
cheese production in the country. E.g. Germany is the biggest cheese producer in EU, but has
received less than 3% of all PDO, PGI and TSG labels, whilst Portugal with fifth highest share
of certified products exhibit a low share on EU cheese production.

We can also compare our findings with Becker (2009) who identified several European regional
clusters based on the focus in food quality enhancing policies, which included geographical
indications, collective quality labels, quality assurance schemes, and organic production.
Drawing from the Becker study, France, Italy and Spain were classified as countries that are
clearly PDO/PGI oriented, whilst Belgium, Norway and Poland were classified as rather food-
quality-assurance scheme oriented, and “catching up with respect to PDO/PGIs” Becker (2009).
This is also confirmed by outcomes from our analysis. The results of our study, showing the
disparities between countries, can be significant mainly for cheese producers. The information
helps in them deepen understanding about the issues related to EU quality scheme utilization,
thus providing useful knowledge to support their marketing strategy. Based on the study, they
can decide if it is important for them to strive for registration their products in the DOOR
database and if competitive products are already registered. There is a wide range of benefits
arising from PDO, PGI and TSG certification. From producer’s point of view, these benefits lie
in fair competition, protection of product’s name against imitations, promotion of the product,
and competitive advantage due to increased consumer attachment to the product. Labels can
also help producers obtain a premium price for their authentic products and increase their profit.
This statement can be encouraged by contemporary research of impact of cheese brands to their

consumption (Spinelli et al., 2015; Foster and McLelland; 2015), especially Pilone et al. (2015)
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emphasizes increasing impact of brands, mainly quality labels in consumers' preferences with
respect to traditional cheese brands. Consumers are willing to pay more for regionally produced
specialty cheeses when they combine good quality and taste. Specialty cheese stores use these
cheeses to distinguish their range from the large retailers (TheDairySite, 2011; European
parliament and council of the European Union, 2012). There is also benefit related to building
or improving the producer’s reputation through PDO, PGI and TSG schemes including
independent quality certification. Using these labels can bring ability to access new markets or
marketing channels.

The European Union quality schemes and promotion of products with a strong geographical
connotation has become a strategic factor of the European Union agro-food system. This has
led to a significant increase in the number of food products with PDO, PGI and TSG labels.
These labels should be an important tool for companies willing to communicate a higher quality
or specific characteristics of their original and traditional products, in order to gain a
competitive advantage in the market. They should be a significant dimension of marketing

strategy for producers, taking into consideration the consumers” interest.

16.8. Limitations and future research

Aside from the theoretical and managerial contribution of the study, there are some limitations.
The sample size of product names from DOOR database is related to the date of 18th May 2014,
but number of PGI, PDO and TSG labels registered in the DOOR database is continuously
increasing, and the distribution of the labels between countries may change slightly. The
attention is given only to cheeses and cheese products market, not to other products categories.
Further, we used only cluster analysis in the study and the comparison is based only on three
selected criteria. There are many other statistical methods for analysing and comparison of the
labels’ utilization. In the future, the study could be repeated in order to compare the expansion
of PGI, PDO and TSG labels and their distribution between countries and/or product categories.
It would be also useful to move forward with this study including also other product categories
and other countries listed in the DOOR database. We recommend conducting more extensive
research using new criteria of comparison or another statistical method. Further comparison can
be based e.g. on the status of application (to show the relations between product names applied
and registered in the database), the date of product name registration in the database (to monitor
the trends in number of certified products), the date of application in comparison with the date

of product name registration (to compare the length of the registration process of particular
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products). It would be interesting to describe and analyse differences among clusters based on
chosen clustering method. Finally, it would be interesting to carry out consumer research with
the purpose to identify consumer attitudes to the PDO, PGI and TSG labels and consumer
behaviour on the cheese market. It could help to cheeses and cheese products producers in their

decision-making about the labels’ utilization and their promotion.
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