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VNIMANIi ZNACKY KLASA NA SPOTREBITELSKEM TRHU POTRAVIN
PERCEIVING KLASA BRAND OF THE FOOD PRODUCTS ON THE BUYERS” MARKET

L. Skofepa, A. Hes

Abstract

The author of this contribution acquaints with marketing examination results, which relates to czech product
promotion on the buyers” market with the KlasA brand knowledge . The function of this brand is to promote
internal, high quality agricultural and food products. The chance of internal food products besides respondents
are examined from the viewpoint of feeling danger world wide animal infection, food quality and price
connection and willingness to buy food products of internal provenance. After two years of establishing this
marketing conception on MZe, respondents still do not know this brand, which ought to be the key
communicative symbol besides selling food of internal origin. The results still confirm range of critical opinions
on deficient activity, focused on KlasA brand promotion on the buyers” market.
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Abstrakt

Autor prispévku seznamuje s vysledky marketingového Setfeni vztahujiciho se k propagaci ceskych vyrobkl
na trhu potravin a se znalosti znacky KlasA. Poslanim této znacky je podpora domacich, vysoce kvalitnich
zemédélskych a potravinaiskych produktil. Sance domécich potravinaiskych vyrobki u respondenti jsou
hodnoceny z hlediska pocitu ohrozeni svétové Sifenymi zvifecimi nakazami, vztahu kvalita - cena potravin
a ochoty kupovat potraviny domaci provenience. Respondenti dva roky po vzniku této marketingové koncepce
na MZe ve své vétsin€ neznaji tuto znacku, ktera ma byt klicovym komunika¢nim symbolem pfi prodeji potravin
domaciho ptivodu. Vysledky potvrzuji fadu kritickych nazorti na nedostateénou aktivitu zaméfenou na propagaci
znacky KlasA na spotiebitelském trhu potravin.
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