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Abstract

VELČOVSKÁ ŠÁRKA, DEL CHIAPPA GIACOMO. 2015. The Food Quality Labels: Awareness and 
Willingness to Pay in the Context of the Czech Republic.  Acta Universitatis Agriculturae et Silviculturae 
Mendelianae Brunensis, 63(2): 647–658.

The paper deals with quality labels utilization in the food products sector from consumer point 
of view and presents the results of research study which was conducted in the Czech Republic by 
interviewing a sample of 250 respondents selected by quota sampling methods. The study was aimed 
at analysing the consumers’ awareness and perceived credibility of food quality labels, at revealing 
their willingness to pay a higher price for certifi ed products, and at determining whether signifi cant 
diff erences do exist in the way consumers perceive the food quality labels based on their socio-
demographic characteristics. The fi ndings revealed a low awareness of food quality labels. A higher 
level of recognition as well as perceived credibility was proven for national quality labels. As the main 
problem were identifi ed a poor information about quality labels and lack of confi dence that certifi ed 
products have declared characteristics. Consumers show an interest in getting information about 
the topic, they also express a willingness to pay a slightly higher price for certifi ed products if they 
trust them. Our fi ndings confi rmed that signifi cant diff erences do exist between socio-demographic 
characteristics of respondents (gender, age, education, and responsibility for food purchases) and 
their attitudes toward the labels; no signifi cant diff erence was found based on income.

Keywords: food quality, quality labels, consumers’ awareness, consumers’ perception, consumers’ 
willingness to pay, survey, the Czech Republic

INTRODUCTION
Central issue in today’s food economics are 

food quality and safety. Consumers in European 
Union (EU) countries have become more critical in 
their food choices and they show growing interest 
in quality diff erentiation and quality labelling. 
Hence, more information and guarantees of food 
safety and quality has become necessary in order 
to satisfy consumers. As a consequence of this and 
in accordance with EU agricultural policy which 
integral part is eff ort to improve food quality 
and safety, many EU countries have developed 
consumer protection strategies involving the quality 
labels utilization.

Quality labels have become a central component 
of modern consumer policy. They are an impor-
tant tool for companies willing to manage and 

communicate a signifi cant higher quality of their 
food products, in order to gain a competitive 
advantage in their market. The importance of quality 
labels has increased as a result of the crisis (e.g. BSE 
– Bovine Spongiform Encephalopathy) that have 
shaken the European food market over the past few 
years, leading to a decline in consumer confi dence 
in the safety and quality of food products (Grunert, 
2005; Jahn et al., 2005).

In such a context, it could be argued that there is 
still a need to deepen investigate the extent to which 
the quality labels are important to consumers and if 
they are perceived as a guarantee of product safety 
and/or quality. Only if consumers will be aware with 
quality labels, if they will trust them and if they will 
prefer products certifi ed with quality labels during 
purchases, the quality labels can fulfi l their role, 
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they can work in eff ective way and bring benefi ts to 
both, producers as well as consumers. 

The presented paper deals with food quality 
labels used in the Czech Republic and their impact 
on Czech consumers. It aims at investigating 
the consumers’ awareness and perceptions of 
these labels, analysing the role of quality labels 
during purchases and consumers’ willingness to 
pay more for certifi ed products in comparison 
with non-labelled products. In the fi rst part of 
the paper, the theoretical background of food 
quality and quality labels is discussed. The next 
section is devoted to methodology of marketing 
research focused on consumers’ attitudes to food 
quality labels, followed by a discussion of research 
results. Summary and managerial implications are 
presented at the end of paper.

Food Quality and Quality Labels
According to ISO 9000:2005, quality means 

“the degree to which a set of inherent characteristics 
fulfi ls requirements” (International Standards 
Offi  ce, 2012). Peri (2006) adds that quality can be 
described as a set of consumers’ requirements 
necessary to satisfy the needs and expectations. 
Quality is perceived by combining a number of 
quality dimensions or characteristics of product, 
it is a multidimensional concept (Miškolci, 2011). 
Quality can also be understood as a fi tness for use 
or, specifi cally for food, fi tness for consumption. 

It is also useful to consider how the concept of food 
quality is considered and interpreted by consumers. 
The consumer’s perception of food quality is based 
on a number of characteristics rather than a single 
attribute of the product. The consumer food 
choice process is a complex preferences function 
of sensorial characteristics and non-sensorial 
factors, including expectations and attitudes, health 
aspects, price, ethical considerations and inner state 
(Miškolci, 2011). Van Rijswijk and Frewer (2008) 
conducted the research study in four European 
countries (Germany, France, Italy and Spain). 
They found that food quality is more frequently 
defi ned in terms of “taste”, “good product”, “natural/
organic” and “freshness”. Consumers indicated 
that they are primarily interested in these quality 
indicators when choosing products because they 
feel they have no way of assessing the safety level 
of a product, or, alternatively, because they have 
confi dence that the safety of their food is guaranteed 
(Van Rijswijk and Frewer, 2008). For many people, 
safety represents one aspect of quality, and therefore 
fi nding a product that was of high quality also 
implies that it was safe. The reverse relationship 
does not necessarily hold (Grunert, 2005; Verbeke, 
2005).

According to Grunert (2005), customer-oriented 
concept of food quality is based on adding value. 
Products with added value are perceived as better, 
as having higher quality. However, it is not easy to 
recognize more quality products. There is a lack 
of consumer-oriented information. Producers 

off ering products with the value-adding attributes 
should communicate them on the marketplace 
and highlight the product quality characteristics to 
consumers in relevant and understandable form. 
Among the broad range of applicable extrinsic 
cues that can be considered in the food sector 
as a possible quality indicators, quality labels 
are certainly important; specifi cally, they help 
consumers to reduce the uncertainty and their 
perceived diffi  culty to evaluate product quality. 
Hence, products labelling can be an important way 
of informing the consumer on the quality attributes 
of a product (Bernués, Olaizola and Corcoran, 2003).

Quality labels can be identifi ed as a graphic 
signs placed on products packaging. They inform 
consumers about the compliance of the product 
or the process to make the product with quality 
criteria determined in a corresponding certifi cation 
system. (The European Committee for the Valve 
Industry, 2007; United Nations, 2007; Velčovská and 
Marhounová, 2005). 

Labels may increase consumer welfare through 
providing better consumer protection. They should 
eliminate the misleading of consumers by non-
genuine products, which may be of inferior quality. 
Further benefi t lays in enabling choice to be better 
in line with consumer’s preference (Krissoff  et al., 
2004; Ward et al., 2003). Quality labels can assist 
consumers inferring product quality and forming 
quality expectations, which in turn infl uence 
a whole range of attitudes and behaviours related 
to food purchasing (Brunsø, Fjord and Grunert, 
2002; Grunert, 2005). Consumers can weigh 
labels against other characteristics or attributes 
during their decision making process (Verbeke, 
2005). Finally, with respect to their potential 
role to facilitate identifi cation of food products 
with certifi ed quality, labels can facilitate repeat 
purchases when satisfaction has occurred (Bredahl, 
2004; Verbeke, 2005; Verbeke and Ward, 2006). To 
producers, quality labels give a legal protection of 
a product against imitation throughout the market, 
they can help producers obtain a premium price for 
their authentic products, and help them promote 
the product with certifi ed quality (O’Connor and 
Company, 2005; Velčovská and Marhounová, 2005).

Quality labels can cover many diff erent things. 
General labels address all product quality 
characteristics, while specifi c labels are focused 
only on particular quality characteristics. They can 
guarantee a quality, safety, place of product origin, 
organic origin, etc. In terms of their geographical 
scope, they can be divided into regional, national, 
international and global labels. Some of the labels 
are obligatory (determined by legal rules and 
compulsory for all products in a given product 
category), however many of them are voluntary, 
bringing competitive advantage for a product 
(Grunert, 2005; Velčovská, 2012; Velčovská and 
Marhounová, 2005). 

Alongside the international labels (such as 
EU labels including the PDO, PGI and TSG, Fair 
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Trade), each country has also its own national and/
or regional quality labels which are only relevant in 
given country. However, the national and regional 
quality labels can be useful also for foreign visitors of 
the country due to the certifi cation of geographical 
origin of a product. These labels aim to provide 
consumers with clear information on the product 
origin or speciality character linked to the region, 
enabling them to make more informed purchases 
(Verbeke et al., 2012). The image of the region of 
origin and the specifi c product characteristics 
create a unique identity for food products bringing 
in this way added value (Van Ittersum, Candel and 
Meulenberg, 2003). 

MATERIALS AND METHODS
The research was focused on food quality labels 

used in the Czech Republic and their impact on 
Czech consumers. The study was prompted by 
the need to fi nd out the extent to which the quality 
labels are important to consumers. We also wanted 
to identify a potential consumers who are paying 
the attention to quality labels and make purchases 
of labelled products. This information can be 
then used by food products producers to set their 
marketing communication strategy, through which 
the food quality labels will be communicated to 
target group of consumers.

In this context, the study was carried out in order 
to investigate the consumers’ attitudes towards 
these labels. Specifi cally the research study aims at 
analysing the consumers’ awareness and perceived 
credibility of quality labels, at evaluating the extent 
to which they rely on food quality labels when 
buying food, at revealing their willingness to pay 
a higher price for certifi ed products, and at assessing 
their interest in collecting information regarding 
the topic. Further, the study aims at determining 
whether signifi cant diff erences do exist in the way 
consumers perceive the food quality labels based on 
their socio-demographic characteristics. 

In accordance with the research questions and 
objectives, following research hypotheses was 
formulated: 
• Null hypothesis H01: There is no relationship 

between food quality labels awareness and 
respondents’ responsibility for food purchases.

• Alternative hypothesis H11: There is relationship 
between food quality labels awareness and 
respondents’ responsibility for food purchases.

• Null hypothesis H02: There is no relationship 
between perceived usefulness of food quality 
labels and respondents’ responsibility for food 
purchases.

• Alternative hypothesis H12: There is relationship 
between perceived usefulness of food quality 
labels and respondents’ responsibility for food 
purchases.

• Null hypothesis H03: The attention given to quality 
labels when buying food will not depend on 
gender of respondents.

• Alternative hypothesis H13: The attention given to 
quality labels when buying food will depend on 
gender of respondents.

• Null hypothesis H04: Willingness to pay a premium 
price for labelled products will not depend on 
income of respondents.

• Alternative hypothesis H14: Willingness to pay 
a premium price for labelled products will depend 
on income of respondents.
For the research, we used ten diff erent food quality 

labels, specifi cally four national, four European and 
two global labels. As regard to the national quality 
labels, we considered as follow:
• Klasa: indicates the best quality food and 

agricultural products from the Czech Republic. 
Label has been awarded by the Ministry of 
Agriculture Czech Republic from 2003. By 30th 
March 2014, with Klasa label were certifi ed 1174 
products from 222 Czech producers (Klasa, 2014a; 
Klasa, 2014b);

• Regional Food: food or agricultural product 
produced in the region, coming mainly from 
domestic sources. Regional food logo was 
introduced at 2010, can be used only on approval 
of the Ministry of Agriculture. By 30th March 2014, 
the label were awarded for 371 regional products 
from 295 producers (Ministerstvo zemědělství, 
2014);

• Czech Product – guaranteed by Food Chamber 
of the Czech Republic: was introduced at 11th of 
May 2011. The number of products certifi ed with 
the label is 1178 (by 30th March 2014) (Potravinářská 
komora České republiky, 2012);

• Czech Bio label: product of organic farming, from 
2005 guaranteed by Ministry of Agriculture in 
participation with the Association of Organic 
Farmers PRO-BIO (Ministerstvo zemědělství, 
2013).
Further, we took into account four the European 

quality labels (European Commission, 2014a):
• PDO (Protected Designation of Origin): it covers 

agricultural products and foodstuff s which are 
produced, processed and prepared in a given 
geographical area using recognised know-how;

• PGI (Protected Geographical Indication): it 
indicates a link of agricultural products and 
foodstuff s with the geographical area in at least 
one of the stages of production, processing or 
preparation;

• TSG (Traditional Speciality Guaranteed): it 
highlights traditional character of a product, 
either in the composition or means of production. 
In order to be “traditional”, proven usage on 
the market during at least 30 years is required;

• EU Organic farming: it guarantees that the product 
is produced entirely in-line with the EU organic 
farming Regulation, or in the case of imported 
goods, an equivalent or identical strict set of rules.
By 30th October 2013, 32 Czech agro-food 

products (excluding the wine sector) obtained 
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PDO (6 products), PGI (22 products) and TSG 
labels (4 products). According to number of 
products certifi ed with PDO, PGI and TSG label, 
the Czech Republic has 9th position among EU 
countries (the fi rst position has Italy with 256 
PDO, PGI and TSG products, the second is France 
with 201 certifi ed products, the third is Spain with 
160 certifi ed products) and the second position 
among Visegrad group countries (the fi rst position 
has Poland with 35 certifi ed products). The most 
frequent in the Czech Republic is PGI label (68.75% 
of all products certifi ed with PDO, PGI and TSG), 
followed by PDO (18.75%), and only 12.50% labels 
are TSG. The most certifi ed product category in 
the Czech Republic is Beer (28.13% of all products 
certifi ed), followed by Bread, pastry, cakes, 
confectionery, biscuits and other baker’s wares 
(25.00%) and Meet products (12.50%) (Velčovská and 
Sadílek, 2013; European Commission, 2014b).

Finally, as regard to the global quality labels we 
considered as follow: 
• Fairtrade label: it certifi es that products 

meet the social, economic and environmental 
standards set by Fairtrade. Buying Fairtrade 
products helps struggling producers from 
developing countries in Africa, Asia and Latin 
America to improve their lives (Fairtrade Labelling 
Organizations International e.V., 2011);

• Demeter (Products from Biodynamic Agriculture): 
it is the label used for organically produced food 
products. The holistic Demeter requirements 
exceed government mandated regulations. 
The use of synthetic fertilisers, chemical plant 
protection agents or artifi cial additives is excluded 
and very specifi c measures to strengthen the life 
processes in soil and foodstuff s are required 
(Demeter-International e.V., 2014).
The study was carried out in the period of March 

and April 2013. The population of interest consisted 
of inhabitants of the Czech Republic aged 20 to 
69 (there is an assumption that they are usually 
buying foods for their households). Sample of 250 
respondents was selected with quota sampling 
method, using the criteria of gender and age. 
The structure of respondents was determined in 
accordance with structure of the Czech population 
based on the Population and Housing Census in 
2011, data came from the Czech Statistical Offi  ce, 
see Tab. I. 

Survey method was based on a structured 
questionnaire that was divided into fi ve sections. 
The fi rst part comprised questions aimed on 
the importance of food selection criteria in 
consumers’ daily life, the second part was related 
to the spontaneous and aided awareness of food 
quality labels, following part was concerned about 
measuring perceived credibility of the labels. In 
the fourth part, respondents were asked whether 
they would pay a higher price for labelled products. 
The last section was focused on socio-demographic 
characteristics of respondents. Data were coded 
and analysed with SPSS, version 21.0, using a series 

of descriptive statistics (Tymelová, 2013). There 
have been constructed contingency tables (based 
on gender, age, level of education, income and 
respondents’ responsibility for food purchases) 
and counted Chi-square tests in order to confi rm 
or disprove the relations between variables. With 
respect to the scope of the research, the main 
outcomes are presented in the following text. 
If statistical dependence between variables was 
confi rmed, also the results of Chi-square test are 
shown. 

RESULTS AND DISCUSSION
Tab. II presents the general profi le of the sample 

population. Respondents were 50% of women 
and 50% of men, aged between 20 and 69 (quota 
sampling) with a signifi cant number of respondents 
between 30 and 39 (24.0%). Real structure of 
respondents by gender and age is corresponding 
with the structure of the Czech population aged 
20 to 69 (Tab. I). Regarding the level of education, 
the majority of people interviewed (54.8%) 
reported having a secondary school and 25.2% have 
a university degree. The most frequent types of 
respondents’ occupation are administrative workers 
(54.0%), retired (12.0%), and freelance (10.8%). 
The most of respondents (32.0%) have annual 
net income between 16.000 and 23.999 CZK (i.e. 
580–870 EUR), 24.8% have income from 24.000 to 
31.999 CZK (i.e. 870–1160 EUR).

The fi rst part of the research study was 
focused on respondents’ habits when buying 
food. Responsibility for food purchases is 
an interesting factor for the following analysis 
of consumers’ attitudes to food quality labels. 
29.2% of respondents were reported being fully 
responsible for food purchases, 55.6% were 
reported having particular responsibility and 15.2% 
declared that they have no responsibility for food 
purchases. Fig. 1 represents responsibility for food 
purchases with respect to gender of respondents. 
In the Czech Republic, the diff erent role of women 
and men is signifi cant. Women usually have full 
responsibility for food purchases, whereas men 
o� en have a partial responsibility. The Pearson’s 
chi-square test of independence was used. Statistic 

I: Czech population aged 20–69 by gender and age groups

Criterion Group Abs. %

Total
Population 
aged 20–69

7 252 023 100.00

Gender
Male 3 620 794 49.93

Female 3 631 229 50.07

Age

20–29 1 392 780 19.21

30–39 1 751 377 24.15

40–49 1 391 747 19.19

50–59 1 411 203 19.46

60–69 1 304 916 17.99

Source: Czech Statistical Offi  ce (2014)
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testing has confi rmed the dependence between 
gender of respondents and their responsibility for 
food purchases, 2 (2, N = 250) = 29.518, Asymp. 
Sig. = 0.000, p < 0.05; specifi cally women self-
declared themselves as being more frequently 
responsible for food purchases than men.

Tab. III shows the mean values of the importance 
that consumers assess to 14 attributes, when 
purchasing food in their daily life. Above all, 
customers tend to pay more attention to the previous 
experience with the product (M = 4.28; SD = 1.139), 
the expiring date of the product (M = 3.93; 
SD = 1.095), the price (M = 3.68; SD = 1.056), and 

II: Socio-demographic characteristics of the respondents (valid %)

Gender Age

Male 50.0 20–29 years 19.2

Female 50.0 30–39 years 24.0

Level of education 40–49 years 19.2

Below secondary school 15.2 50–59 years 19.6

Secondary school 54.8 60–69 years 18.0

Higher school 4.8 Occupation

University degree 25.2 Administrative worker 54.0

Annual net income (in CZK) Executive manager 7.2

< 8,000 12.0 Freelance 10.8

8,000–15,999 16.8 Retired 12.0

16,000–23,999 32.0 Seasonal worker 1.6

24,000–31,999 24.8 Unemployed 5.2

32,000–39,999 8.8 Student 6.8

40,000–49,999 4.4 Other 2.4

> 50,000 1.2

0% 20% 40% 60% 80% 100%

women

men

45%

14%

44%

67%

11%

19%
yes
partially
no

1: Responsibility for food purchases according to gender of respondents

III: The importance of food selection criteria in consumers’ daily life

Attributes Mean (M) Standard deviation (SD)

Positive previous experience of the same product 4.28 1.139

Expiry date 3.93 1.095

Price 3.68 1.056

Positive word of mouth from relatives and friends 3.63 0.984

Priorities of my family 3.50 1.150

Benefi ts for my health 3.42 1.005

Brand of the product 3.38 0.990

Country of origin 3.37 1.253

Ingredients of the product 3.34 1.124

Promotions (discounts) 3.28 1.059

Aesthetics of the package 2.96 0.940

Presence of a quality label on the top of the package 2.90 0.991

Presence of nutritional information 2.83 1.340

Infl uence of advertising 2.48 0.989



652 Šárka Velčovská, Giacomo Del Chiappa

the positive word of mouth from relatives and 
friends (M = 3.63; SD = 0.984). The presence of 
a quality label on the package of a product is 
ranked as being not too important criteria (M = 2.90; 
SD = 0.991).

As it results from Tab. III, country of food 
product origin is perceived by consumers as 
a rather important criterion when choosing food 
products (M = 3.37; SD = 1.253). For this reason, 
respondents were asked about their food products 
origin preference. Only 3.2% consumers reported 
preference for foreign products, 74% prefer domestic 
products (66.4% national products, 5.2% local 
products and 2.4% regional products). The product’s 
origin is not important for 22.8% consumers. 
Statistic testing has confi rmed the dependence 
between gender of respondents and their food 
products origin preference, 2 (4, N = 250) = 12.579, 
Sig. = 0.014, p < 0.05. Women are more interested 
in food products origin and they have also stronger 
preference for local products than men.

Statistic testing has also confi rmed the dependence 
between age of respondents and food products 
origin preference, 2 (16, N = 250) = 29.361, 
Sig. = 0.022, p < 0.05. Respondents aged 20 to 29 and 
30 to 39 express their preference also for foreign 
products, while other age groups prefer only 
domestic products. Local products are the most 
preferred by respondents in the oldest category (60–
69), see Fig. 2.

Further, the reasons of food products origin 
preference were analysed. National and regional 
products are preferred mainly for their higher 
perceived quality and respondents’ interest to 
support the domestic producers. They are also 
better available than foreign products. Preference 
of local products has just one reason – support of 
the domestic production. Respondents favouring 
a foreign products think that they are cheaper or 
they have higher quality, see Fig. 3. 

As regard to spontaneous awareness, 56.4% of 
respondents declared to remember the name of 
some of food quality labels, 43.6% were reported 
not having any knowledge. Statistic testing has 
confi rmed the dependence between respondents’ 
responsibility for food purchases and spontaneous 
awareness of labels, 2 (2, N = 250) = 24.673, 
Sig. = 0.000, p < 0.05. Consumers responsible 
for food purchases show a higher spontaneous 
awareness of quality labels (78.1%) than respondents 
with partial responsibility (51.8%) and without 
responsibility (31.6%). We can therefore conclude 
that on the signifi cance level of 5% the null 
hypothesis H01 of the independence of the variables 
must be rejected and we accept the alternative 
hypothesis H11. Consumers spontaneously mainly 
know the national food quality labels Klasa (48.8%) 
and Czech BIO label (17.2%).

Further, aided awareness of selected food 
quality labels were analysed, i.e. not only logo 
awareness, but also awareness of the meaning of 

0% 20% 40% 60% 80% 100%

20-29

30-39

40-49

50-59

60-69

2%

2%

6%

2%

16%

4%

2%

4%

2%

60%

66%

67%

76%

62%

11%

5%

23%

25%

23%

20%

22% local products

regional products

Czech products

foreign products

product´s origin is
not important

2: Food products origin preference according to age of respondents

0% 20% 40% 60% 80% 100%

local products

regional products

Czech products

foreign products

30%

31%

20%

8%

70%

10%

16%

10%

100%

60%

45%

They have higher quality.

They are cheaper.

They are better available.

I support domestic
producers.

3: The reasons of food products origin preference
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the label. The national labels Klasa (58.8%) and 
Czech Bio label (52.8%) are well recognized among 
the respondents, followed by Czech Product – 
guaranteed by Food Chamber of the Czech Republic 
(18.0%) and Regional Food (15.2%). Respondents are 
not so well aware with EU quality scheme including 
the PDO, PGI and TSG labels. The label EU Organic 
farming is known only for 9.6% of respondents. 
The best-known foreign label is Fair Trade (16.4%). 
The comparison of spontaneous and aided 
awareness is presented in Tab. IV.

Apart from labels awareness, respondents were 
asked if they perceive the food quality labels 
as credible; credibility was measured by using 
a 5-point Likert scale (1 = completely untrustworthy; 
5 = completely trustworthy). Tab. V shows mean, 
variance and standard deviation for the perception 
of food quality labels credibility. In the last column 
of table, the percentage of respondents not 
evaluating the credibility of each label is shown. 
These respondents were not familiar with the label 
and therefore they did not answer. Demeter label is 
not included in the table, since no respondent knows 
the label. The most credible for Czech respondents 
are national labels Klasa (M = 3.78; SD = 1.080), Czech 
Product (M = 3.73; SD = 1.043) and Czech Bio label 
(M = 3.56; SD = 1.130). Perceived credibility of EU 
and global labels are lower, however there is a high 

percentage respondents unfamiliar with these labels 
and therefore they was not able to answer.

Statistic testing has confi rmed the dependence 
between respondent’s responsibility for food 
purchases and perceived credibility of some labels. 
Dependence testing was performed only for labels 
whose credibility was evaluated at least of 50% of 
respondents. There was confi rmed the dependence 
between respondent’s responsibility for food 
purchases and perceived credibility of Klasa label, 
2 (8, N = 250) = 38.905, Sig. = 0.000, p < 0.05, Czech 
BIO label, 2 (10, N = 250) = 30.908, Sig. = 0.001, 
p < 0.05, Czech Product, 2 (10, N = 250) = 41.106, 
Sig. = 0.004, p < 0.05, and also Regional Food label, 
2 (10, N = 250) = 40.285, Sig. = 0.000, p < 0.05. 
Respondents with full or partial responsibility 
evaluated the labels as more credible than 
respondents who are not responsible for food 
purchases for their family. 

Respondents were also asked whether they 
see a quality labels as useful and if they would 
be interested in information regarding this 
topic. Most of them (57.6%) perceive the labels as 
partially useful, 21.2% as rather useful and 21.2% 
consider the quality labels as useless. Statistic 
testing has confi rmed the dependence between 
respondents’ responsibility for food purchases and 
their perception of food quality labels usefulness, 
2 (6, N = 250) = 21.381, Sig. = 0.002, p < 0.05. 

IV: Spontaneous and aided awareness of food quality labels (valid %)

Spontaneous awareness Aided awareness

Klasa 48.8 58.8 

Czech Bio label 17.2 52.8 

Fair Trade 4.8 16.4 

Czech Product – guaranteed by Food Chamber of the Czech Republic 3.2 18.0 

Healthy Choice 2.4 not included

Regional Food 1.2 15.2 

EU Organic farming 0.0 9.6 

PDO 0.0 2.4 

PGI 0.0 1.6 

TSG 0.0 4.0 

Demeter 0.0 0.0 

V: Perception of food quality labels credibility

Mean
(M)

Variance
(V)

Standard deviation 
(SD)

Not able to answer
(% of respondnents) 

Klasa 3.78 1.166 1.080 0.0

Czech Product 3.73 1.088 1.043 38.8

Czech Bio label 3.56 1.278 1.130 24.0

Fair Trade 3.49 1.628 1.276 70.4

Regional Food 3.45 0.767 0.876 38.4

PGI 3.22 0.898 0.948 78.0

EU Organic farming 3.20 0.993 0.996 64.4

PDO 3.10 0.817 0.904 76.8

TSG 3.09 1.194 1.093 70.4
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Higher usefulness of quality labels perceive 
people with responsibility for food purchases. 
The null hypothesis H02 of the independence of 
the variables is rejected and we accept the alternative 
hypothesis H12. 

As regard a consumers’ interest in getting 
information about the labels, 80% of respondents 
are interested in this topic. However, only 1.6% of 
respondents always give the attention to food 
quality labels when buying food, 23.2% mostly 
perceive the labels and 31.2% sometimes. 38.8% 
almost never and 5.2% never give the attention to 
the certifi cation of a products with quality labels. 
Statistic testing has confi rmed the dependence 
between respondents’ responsibility for food 
purchases and perception of labels during 

purchases, 2 (8, N = 250) = 35.392, Sig. = 0.000, 
p < 0.05. The attention given to quality labels is 
increasing with responsibility, see Fig. 4.

Statistic testing has also confi rmed the dependence 
between gender of respondents and the attention 
given to quality labels during purchases, 2 (4, 
N = 250) = 43.736, Sig. = 0.000, p < 0.05. Women give 
a higher attention to quality labels than men, see 
Fig. 5. Therefore we reject the null hypothesis H03 
of the independence of the variables and accept 
the alternative hypothesis H13.

Since the most of quality labels are not known, 
there is only a very small percentage of Czech 
consumers buying products certifi ed with some 
of quality labels. The most popular and purchased 
are products with national label Klasa (54.4% of 
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4: Attention given to quality labels during purchases according to responsibility for purchases
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respondents sometimes, 23. 6% mostly and 6.8% 
always buy these products), followed by other 
national quality labels (Czech Product and Czech 
Bio label). Among EU and global food quality labels, 
only Fair Trade products (14.4% of respondents 
sometimes, 5.2% mostly and 2.8% always buy these 
products) and products with EU Organic farming 
(7.2% of respondents sometimes and 1.6% sometimes 
buy EU organic food products) are purchased. More 
than 94% respondents don’t buy products certifi ed 
with PDO, PGI and TSG labels, no one buys Demeter 
products. The results are presented in Fig. 6.

With reference to above-mentioned results, 
respondents were asked to indicate the reasons why 
they do not buy labelled products. They evaluated 
eight statements, using 5-point scale of agreement 
(1 – absolutely disagree, 5 – absolutely agree). Tab. VI 
shows mean, variance and standard deviation for 
the reasons why respondents do not buy labelled 
products. As the main reasons were proven a lack of 
information about the labels and lack of confi dence 
that certifi ed products have declared characteristics.

When asked to assess customers’ willingness to 
pay a premium price for products with quality 
labels, the majority (63.2%) of respondents stated 
they would pay more, while 36.8% wouldn’t. 
Signifi cant diff erences do exist between 

respondents’ responsibility for food purchases and 
their willingness to pay higher price for labelled 
products, 2 (2, N = 250) = 8.345, Sig. = 0.015, p < 0.05. 
Respondents full responsible for food purchases are 
more willing to pay a premium price (72.6%) than 
respondents with partial responsibility (63.3%) or 
without responsibility (44.7%). 

Statistic testing has confi rmed the dependence 
between age of respondents and their willingness 
to pay higher price for labelled products, 
2 (4, N = 250) = 13.058, Sig. = 0.011, p < 0.05. 
The willingness to pay is decreasing with higher age 
of respondents. Statistic testing has also confi rmed 
the dependence between respondents’ education 
and their willingness to pay a premium price for 
labelled products, 2 (2, N = 250) = 9.276, Sig. = 0.010, 
p < 0.05. Respondents with university degree 
reported higher willingness to pay a premium 
price for certifi ed products than respondents with 
lower level of education. The dependence between 
income of respondents and their willingness 
to pay a higher price for labelled products was 
not confi rmed, although it was expected. When 
applying the chi-square test on the signifi cance level 
of 5%, the null hypothesis H04 of the independence 
of the variables was confi rmed.

VI: Reasons why respondents do not buy labelled products

Mean
(M)

Variance
(V)

Standard deviation
(SD)

Organic food may not be always healthier than standard products. 3.92 1.287 1.135

I do not have enough information about quality labels and their 
meaning.

3.69 1.031 1.015

Products have not such characteristics that they should have according 
to quality labels. 

3.43 0.845 0.919

I do not know these labels. 3.39 1.477 1.216

Price/quality ratio is not appropriate. 3.22 0.657 0.811

Products with quality labels are too expensive. 3.16 1.009 1.005

Products with or without quality labels have the same quality. 2.94 0.960 0.980

Products with quality labels are diffi  cult to fi nd on the market. 2.88 0.866 0.930
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Respondents willing to pay more were asked how 
much more they would pay for eight selected 
categories of products certifi ed with quality label.

If price is higher up to 10%, respondents are less 
sensitive to price change. If price is higher over 

20%, respondents react in price very sensitively. 
Respondents tend to pay a premium price mainly for 
biscuits and pasta (but most of respondents prefer 
the price higher maximum up to 5%), followed by 
butter and milk (up to 10% more), see Fig. 7.

CONCLUSION
The perceived quality of food is a key element in infl uencing and driving consumer behaviour. In 
such a context, quality labels exert a pivotal role in communicating high product quality to the end 
consumers and in reassuring their decisions. Our study was aimed at analysing the Czech consumers’ 
attitudes towards food quality labels. 
The fi ndings are signifi cant for both researchers and practitioners. First, our fi ndings revealed that 
respondents have a low awareness of quality labels, poor information about the topic, minimum 
promotion of some labels, especially EU labels. Further, consumers are not able to fully use the labels 
for their purchase decisions and some of quality labels are not credible for them. Our results also 
revealed that Czech consumers tend to prefer national or regional products rather than foreign 
products, with women being responsible for buying food more o� en than men; the reason is their 
interest in support of Czech producers or higher perceived quality of domestic products. These 
fi ndings are relevant in term of economic development of the national economy. Indeed, during 
the last years policy makers have been hugely recognized the importance of local and typical food 
products as a leverage to promote the authenticity, identity and economy of their region/country 
(e.g. Presenza and Del Chiappa, 2013). Most of Czech consumers perceive a quality labels as useful 
and they show an interest in getting information regarding the topic. Perceived usefulness of quality 
labels and the attention given to quality labels when buying food is increasing with responsibility of 
respondent for food purchases. Considering a gender of respondents, women pay a higher attention 
to quality labels than men.
As regard spontaneous and aided awareness of quality labels, fi ndings are more positive for national 
food quality labels than for EU and global labels. The national labels are better recognized and 
perceived (with higher perceived credibility) than European and global labels. Awareness and 
perception of labels is depending on respondents’ responsibility for food purchases. Consumers 
responsible for food purchases show a better awareness of quality labels and they perceive labels as 
more credible than respondents without responsibility. Respondents react to the quality labels logos, 
but they don’t know accurate meaning of the labels. Sometimes they purchase products labelled with 
national quality labels or Fair Trade products. The reasons why products certifi ed with quality labels 
are not purchased are lack of information, distrust, and ignorance (or minimum awareness) of quality 
labels. Respondents are willing to pay a premium price (63%) for products with certifi ed quality, but 
the price should be higher maximum up to 10%. Signifi cant diff erences were observed between 
the willingness to pay a premium price for labelled products and respondents’ responsibility for food 
purchases, their age, and education. The willingness to pay is increasing with responsibility for food 
purchases and decreasing with higher age of respondents. A higher willingness to pay a premium 
price for certifi ed products reported respondents with university degree. No signifi cant diff erence 
was found based on income. 
Quality labels have potential to communicate with consumers and facilitate their food purchases. 
However, to use this potential, it is necessary to improve promotion of quality labels by giving more 
information about the labels meaning and benefi ts and to highlight the credibility of labels. Quality 
labels should be perceived by customers not only as stick on the packages, they should give valuable 
information in eff ective way. It would facilitate the diff erentiation of product with certifi ed quality 
from the others and make easier consumers’ choice and purchase decision. Subsequently, it could 
bring benefi ts for producers in the form of higher sales, better image or stronger competitive position 
on the market. From a marketing perspective, fi ndings of this paper provide producers of certifi ed 
foods with information that can be useful to deepen their understanding about the issues related to 
consumers’ perception and consumption behaviour of food quality labels, thus providing useful 
knowledge to support their marketing strategy. Specifi cally, they underline a need to carried promotion 
and communication activities in order to increase the consumers’ awareness and credibility of quality 
labels (especially the ones at the European level) and/or to increase the value that they give to them, 
so that they will be able willing to pay a premium price (especially for older people, those with lower 
level of education).
Aside from the theoretical and managerial contribution of the study, there are some limitations. 
First the present study adopt quite basic statistics (i.e.: descriptive statistics and chi-square tests). 
Future research could run a cluster analysis to profi le Czech consumers’ attitude toward national 
and European quality labels and their willingness to pay a premium price based on their socio-
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demographic characteristics. This could be done using the same sample or, even better, managing 
new data collection; this could help to monitor whether the consumers’ awareness and attitudes 
towards quality labels change or not. Further the present study is highly specifi c (i.e it was conducted 
in just one country). In the future, the study could be carried out also in other countries in order 
to compare consumers’ attitudes and verify whether diff erences based on the cultural background 
do exist. Finally, it would be interesting to move forward with this study also to other markets and 
analyse quality labels used for certifi cation of other categories of products.

Acknowledgement

This paper was supported within Operational Programme Education for Competitiveness – Project 
No. CZ.1.07/2.3.00/20.0296.

REFERENCES
BERNUÉS, A., OLAIZOLA, A. and CORCORAN, 

K. 2003. Labelling information demanded by 
European consumers and relationships with 
purchasing motives, quality and safety of meat. 
Meat Science, 65(3): 1095–1106. Science Direct. 
[Online]. Available at: http://www.sciencedirect.
com/science/article/pii/S0309174002003273. 
[Accessed 2014, April 17].

BREDAHL, L. 2004. Cue utilisation and quality 
perception with regard to branded beef. Food 
Quality and Preference, 15(1): 65–75. Academic 
Search Complete. [Online]. Available at: http://
web.ebscohost.com. [Accessed 2014, May 21].

BRUNSØ, K., FJORD, A. T. and GRUNERT, K. G. 
2002. Consumers’ food choice and quality’ perception. 
Working paper no 77. Aarhus: The Aarhus School 
of Business.

CZECH STATISTICAL OFFICE. ©2014. Statistics. 
[Online]. Available at: http://www.czso.cz/csu/
redakce.nsf/i/statistiky. [Accessed: 2014, February 
25].

DEMETER-INTERNATIONAL E.V. ©2014. This 
is Demeter. [Online]. Available at: http://www.
demeter.net/node/530/. [Accessed: 2014, May 7].

EUROPEAN COMMISSION. ©2014a. Agricultural 
and rural development: Geographical indications and 
traditional specialities. [Online]. Available at: http://
ec.europa .eu/agriculture/quality/schemes/
index_en.htm. [Accessed: 2013, March 18].

EUROPEAN COMMISSION. ©2014b. DOOR. 
[Online]. Available at: http://ec.europa.eu/
agriculture/quality/door/list.html. [Accessed: 
2013, April 30].

FAIRTRADE LABELLING ORGANIZATIONS 
INTERNATIONAL, E.V. ©2011. The FairTrade 
certifi cation mark. [Online]. Available at: http://
www.fairtrade.net/the_fairtrade_mark.0.html. 
[Accessed: 2014, May 17].

GRUNERT, K. G. 2005. Food quality and safety: 
consumer perception and demand. European 
Review of Agricultural Economics, 32(3): 369–391. 
Research Gate. [Online]. Available at: http://www.
researchgate.net/publication/5212263_Food_
quality_and_safety_consumer_perception_and_
demand. [Accessed 2014, May 14].

INTERNATIONAL STANDARDS OFFICE. 2012. 
Quality management principles. Genava: ISO. Also 

available at: http://www.iso.org/iso/qmp_2012.
pdf.

JAHN, G. et al. 2005. The reliability of certifi cation: 
Quality labels as a consumer policy tool. Journal 
of Consumer Policy, 28: 53–73. Academic Search 
Complete. [Online]. Available at: http://web.
ebscohost.com. [Accessed 2014, February 2].

KLASA. ©2014a. O značce Klasa. [Online]. Available 
at: http://www.eklasa.cz/o-znacce-klasa/. [Ac-
cessed: 2014, March 30].

KLASA. ©2014b. Výrobky Klasa. [Online]. 
Available at: http://www.eklasa.cz/spotrebitele/
v y ro b ky / : o s t at n i - p o t rav i n a r s ke - v y ro b ky. 
[Accessed: 2014, March 30].

KRISSOFF, B. et al. 2004. Country-of-origin labelling: 
Theory and observation. Report WRS-04-02. 
Washington: USDA-ERS. 

MINISTERSTVO ZEMĚDĚLSTVÍ. ©2013. 
Zemědělství: Loga pro ekologické zemědělství. [Online]. 
Available at: http://eagri.cz/public/web/mze/
zemedelstvi/ekologicke-zemedelstvi/loga-a-
znaceni/. [Accessed: 2014, March 30].

MINISTERSTVO ZEMĚDĚLSTVÍ. ©2014. Značka 
Regionální potravina oceňuje ty nejlepší výrobky 
z každého kraje. [Online]. Available at: http://eagri.
cz/public/web/regionalni-potraviny/o-projektu/. 
[Accessed: 2014, March 30].

MIŠKOLCI, S. 2011. Consumer preferences and 
willingness to pay for the health aspects of 
food. Acta Universitatis Agriculturae et Silviculturae 
Mendelianae Brunensis, LIX(4): 167–175. [Online]. 
Available at: http://acta.mendelu.cz/pdf/
actaun201159040167.pdf. [Accessed 2014, 
June 19].

O’CONNOR and COMPANY. 2005. Geographical 
indications and the challenges for ACP countries. 
[Online]. Agritrade, CTA, 2011. Available at: http://
agritrade.cta.int/en/content/view/full/1794. 
[Accessed: 2013, April 9].

PERI, C. 2006. The universe of food quality. Food 
Quality and Preference, 17(1–2): 3–8. Academic 
Search Complete. [Online]. Available at: http://
web.ebscohost.com. [Accessed 2014, May 13].

POTRAVINÁŘSKÁ KOMORA ČESKÉ REPUBLIKY. 
© 2012. Český výrobek. Garantováno Potra vi-
nářskou komorou ČR. [Online]. Available at: 
http://www.foodnet .cz/ slozka/?jmeno=Zna
%C4%8Dka+%22%C4%8Cesk%C3%BD+v%C3 



658 Šárka Velčovská, Giacomo Del Chiappa

%BDrobek%22&id=1086. [Accessed: 2014, 
March 30].

PRESENZA, A. and DEL CHIAPPA, G. 2013. 
Entrepreneurial strategies in leveraging food as 
a tourist resource. A cross regional analysis in Italy. 
Journal of Heritage Tourism, 8(2–3): 182–192.

THE EUROPEAN COMMITTEE FOR THE VALVE 
INDUSTRY. 2007. Standardisation guide for sanitary 
tapware. [Online]. Available at: http://www.ceir.
eu/files/Standardisation%20guide%20for%20
sanitary%20tapware.pdf. [Accessed: 2013, 
January 28].

TYMELOVÁ, E. 2013. Analýza vlivu značek kvality 
potravin na chování spotřebitele. Diploma thesis. 
Supervisor: Šárka Velčovská. Ostrava: VSB-TU 
Ostrava.

UNITED NATIONS. 2007. Safety and quality of fresh 
fruit and vegetables. A training manual for trainers. 
[Online]. Available at: http://www.unctad.org/
en/docs/ditccom200616_en.pdf. [Accessed: 2013, 
May 7].

VAN ITTERSUM, K., CANDEL, M. J. J. M. and 
MEULENBERG, M. T. G. 2003. The infl uence 
of the image of a product’s region of origin 
on the product evaluation. Journal of Business 
Research, 56: 215–226. Academic Search Complete. 
[Online]. Available at: http://web.ebscohost.com. 
[Accessed: 2014, May 18].

VAN RIJSWIJK, W. and FREWER, L. J. 2008. 
Consumer perceptions of food quality and safety 
and their relation to traceability. British Food Journal, 
110(10): 1034–1046. Scopus. [Online]. Available at: 
http://www.scopus.com. [Accessed: 2014, May 6].

VELČOVSKÁ, Š. 2012. Food quality labels and their 
perception by consumers in the Czech Republic. 

World Academy of Science, Engineering and Technology, 
66: 154–160. Also available at: http://waset.org/
publications/7271/food-quality-labels-and-their-
perception-by-consumers-in-the-czech-republic.

VELČOVSKÁ, Š. and MARHOUNOVÁ, M. 2005. 
Marketingové pojetí značky. Ostrava: VŠB-TU Ostrava. 

VELČOVSKÁ, Š. and SADÍLEK, T. 2014. Analysis of 
quality labels included in European Union quality 
schemes. Czech Journal of Food Sciences, 32(2): 194–
203. Scopus. [Online]. Available at: http://www.
scopus.com. [Accessed: 2014, June 6].

VERBEKE, W. 2005. Agriculture and the food 
industry in the information age. European Review 
of Agricultural Economics, 32: 347–368. Academic 
Search Complete. [Online]. Available at: http://
web.ebscohost.com. [Accessed: 2014, May 10].

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. Academic Search 
Complete. [Online]. Available at: http://web.
ebscohost.com. [Accessed: 2014, March 7].

VERBEKE, W. and WARD, R. W. 2006. Consumer 
interest in information cues denoting quality, 
traceability and origin: An application of ordered 
probit models to beef labels. Food Quality and 
Preference, 17(6): 453–467. Academic Search 
Complete. [Online]. Available at: http://web.
ebscohost.com. [Accessed: 2014, June 3].

WARD, R. W. et al. 2003. Competing supplies of 
olive oil in the German market: an application 
of multinomial logit models. Agribusiness, 19: 
393–406. Academic Search Complete. [Online]. 
Available at: http://web.ebscohost.com. [Accessed: 
2014, May 17].

Contact information

Šárka Velčovská: sarka.velcovska@vsb.cz
Giacomo Del Chiappa: gdelchiappa@unis.it



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


