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PREFERENCE REGIONALNICH ZNACEK POTRAVIN
PREFERENCES FOR REGIONAL BRANDS OF FOOD PRODUCTS

L. Skoi‘epa, K. Picha

Abstract

The article deals with results of several marketing surveys related to the promotion of Czech products in the
regional food market as well as to the consumers’ awareness of regional brands. An important part of consumers
prefers regional food and food products, is interested in their ingredients and their health impact. Food quality
and safety and support to regional producers become important factors in consumers’ decision-making. The
article summarizes results of particular surveys done in the years 2003—-2010 exploring consumer preferences in
the regional food market as well as promotion opportunities of these products in the market. Results of presented
surveys show an increasing consumers’ preference for regional products and the feel of better quality linked with
local and regional products.

Key words: Regional Brand, Preferences for the Czech Food and Food Products.

Abstrakt

Autori pfispévku uvadéji vysledky marketingového Setfeni a jeho interpretace vztahujici se k propagaci ¢eskych
vyrobkil na regionalnim trhu potravin a znalost regionalni znacky. Vyznamna ¢ast spotfebitelll upfednostiluje
regionalni potraviny, zajima se o jejich slozeni a vliv na jejich zdravi. Kvalita potravin, bezpecnost a podpora
regionéalnich producentt se stavaji vyznamnymi faktory pfi rozhodovani spotiebitele. Prispévek shrnuje vysledky
dotaznikovych Setfeni v letech 2003-2010, zabyvajicich se preferencemi spotiebitelti na regionalnim trhu
potravin a moznostmi propagace téchto vyrobkl na trhu. Vysledky prezentovanych vyzkumi ukazuji na rostouci
preference spotiebitelii, pokud jde o regiondlni produkty, a také subjektivni pocit vyssi kvality mistnich a
regiondlnich produktti ve srovnani s ostatnimi potravinafskymi vyrobky.
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