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MOZNOSTI TRZNIHO UPLATNENI BIOPOTRAVIN JAKO LOKALNIHO PRODUKTU
MARKET OPPORTUINITIES FOR ORGANIC FOODS AS A LOCAL PRODUCT

K. Picha, H. Dolezalova, J. Navratil

Abstract

The article aims to discover further means of promoting the organic food in the market. The article analyses
some results of the two questionnaire surveys and explores the costumers’ and consumers’ interest in both
organic foods and regionally branded products. At the moment, it seems to be there a low interrelation between
organic products and products with a regional brand. At the same time, there is a quite high interest of costumers
in local food products.
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Abstrakt

Cilem ¢lanku je prozkoumat dal$i moznosti podpory uplatnéni biopotravin na trhu. V ¢lanku jsou analyzovany
vybrané vysledky dvou dotaznikovych Setfeni. Pfedmétem zkoumdani je zajem zakaznikii a spotiebitelli
o biopotraviny a o produkty oznacené nékterou regionalni znackou. Vysledky naznacuji spiSe malou souvislost
mezi preferenci biopotravin a preferenci produkti oznacenych regionalni znackou. Zaroven vsak existuje
pomérné vyznamny zajem zakaznikl o lokalni potravinafské vyrobky.
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