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Abstract. The purpose of food quality labels is to promote and identify food products. To consumers the 
quality labels should be a guarantee of quality, healthy and safe products. However, there is a question if the 
guarantee of food quality declared through the quality labels is important for consumers. And if quality labels 
are recognized by consumers, how consumers perceive them and finally if quality labels are an important 
factor influencing consumer behaviour. The paper deals with food products quality labels in Iceland and the 
Czech Republic. The aim of the paper is to identify consumers´ perception of food quality labels and to 
compare attitudes of Czech and Icelandic consumers. The method of analysis, questioning, synthesis and 
deduction were used for research aims fulfilment. Within this item, there are three main steps: 1) First part of 
the paper introduces the problems of food quality labelling as well as outline the labels used in the Czech and 
the Icelandic food products markets; 2) The second part of the paper describes a marketing research which 
was conducted to measure consumer attitudes to selected food quality labels in the Czech market and in the 
Iceland market; a structured questionnaire was developed and personal questioning method was used; 3) In 
the third part, the consumer research is analyzed. The hypothesis, whether significant differences are between 
Czech and Icelandic consumers attitudes, was tested by using statistical methods including Pearson´s chi-
square test of independence, Pearson´s coefficient of contingency or coefficient of association. Empirical 
findings on 150 Czech and 117 Icelandic respondents demonstrate that significant differences do exist 
between Czech and Icelandic respondents in the following factors: country of food product origin preference, 
awareness of labels and interest in information regarding food quality labels. 
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1. Introduction 
The paper summarizes results from marketing research which was conducted in terms of the research 

project “Comparison of Food Quality Label Systems in Iceland and Czech Republic” supported by the EEA 
Financial Mechanism and Norwegian Financial Mechanism and the State budget of the Czech Republic 
through the Research Support Fund (CZ). 

We were focusing on quality labels used for food products and the quality labels role for consumers. 
Generally, the food quality label system is determined to promote and protect food products. According to 
Velcovska and Marhounova, to consumers the quality labels should be a guarantee of quality, healthy and 
safe products.[18, p.40] There is a question if guarantee of food quality declared through the quality labels is 
important for consumers, if quality labels are recognized by consumers, how consumers perceive them, and 
also if quality labels are important factor influencing consumer behaviour. 

Two marketing researches regarding quality labels used for food products were conducted, in the Czech 
Republic and in Iceland. We wanted to know and compare the situation in the Czech Republic with a country 
which is not in the membership of EU, but still member of EEA and therefore respecting the same generally 
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valid food quality norms as in EU. For this reasons, on the focus was set on Iceland. The aim of the paper is 
to compare marketing research findings in the above mentioned countries. 

2. Definition of food quality labels used in Czech and Icelandic food products 
market 
Food quality labels can be divided into four categories: regional, national, European (EU) and global 

(world-wide). For our research we have chosen three national labels from the Czech Republic, two national 
labels from the Icelandic market, four European labels and three world labels. Two of the world labels are 
used in both countries, the third is frequent label in Iceland – see Figure 1. 

Czech labels1 Icelandic labels2 EU labels3 World labels4 

      
Klasa Czech 

BIO Regional 
food IRF TÚN TSG PGI PDO EU 

BIO MSC Fair 
Trade Demeter

Fig. 1: Summary of surveyed labels. 

In the next part of our research project we conducted consumer research for identifying consumer 
knowledge of the food products, seen above, quality labels and consumer attitudes to these labels. 

3. Marketing research methodology 
The research study was carried out in February and March 2011 with personal questioning method based 

on a structured questionnaire. In the Czech Republic the sample consisted of 150 respondents, 117 
respondents in the Icelandic market. The age range was from 18–65 (according to age structure of population, 
it was based on official statistical data), and the sample was a non-probability one. [2],[16] A judgment 
sampling technique was used. In both countries, we have determined only sex structure of respondents in 
advance; we wanted to ask about 50% of male and 50% of female. In the Czech Republic, we were given the 
answers from 51 % of males and 49 % of females, in Iceland it was 58 % males and 42 % of females. 

4. Marketing research results 
The results of marketing research were analysed by using statistical methods. To indicate whether 

significant differences exist between Czech and Icelandic consumers’ attitudes, the statistical methods 
including Pearson´s chi-square test of independence, Pearson´s coefficient of contingency or coefficient of 
association were used. 

4.1. Food purchases 
The first step was to find out how strong is respondents´ responsibility for food purchases. In Iceland, 

greater percentage of respondents has full responsibility for food purchases than in the Czech Republic - see 
Figure 2. 

 
Fig. 2: Responsibility for food purchases. 
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The chi-square test of independence was used, the value of test criterion is ɉ2
exp = 1,8454.5 In addition, 

the Pearson´s coefficient of contingency was quantified and its value is 0,0829. Statistic testing has 
confirmed independence between respondents´ country and responsibility for food purchases. 

Further to our research, we investigated which factors are influencing food purchases. The main factors 
for both Czech and Icelandic consumers are price and previous experience (about 80%), the importance of 
other factors are different. For Czech consumers, sales promotion, minimum shelf life of product, brand, and 
family member priority are important. Icelandic consumers make purchase decisions mainly on the basis 
ingredients, health benefit and nutrition information. 

If respondents prefer domestic or foreign food products is shown on Figure 3. It is evident, the country 
of food products origin is not important for 50% of Czech respondents. The second half of Czech 
respondents prefers domestic products. Icelandic respondents are more oriented to domestic products (64%). 

 
Fig. 3: Country of food products origin preference. 

The chi-square test of independence was used, the value of test criterion is ɉ2
exp = 6,3325.6 The value of 

Pearson´s coefficient of contingency is 0,1522. Statistic testing has confirmed dependence between 
respondents‘ country and their preferences. 

4.2. Spontaneous and aided awareness of food quality labels 
Czech respondents have higher level of spontaneous awareness of food quality labels (48 %) than 

Icelandic respondents (21 %). The statistic dependence between respondents‘country and spontaneous 
awareness of labels was confirmed. The test of association was used, the value of test criterion is 19,0205.6 
The value of coefficient of association is -0,2748. 

Czech consumers spontaneously mainly know national food quality labels, the most known labels in the 
Czech Republic are Klasa (41% respondents) and Czech BIO label (19 % respondents). Some food quality 
labels were only mentioned by a small percentage of Icelandic respondents. The Icelandic respondents most 
often knew Fair Trade (7 % respondents), Nordic Ecolabel - Nordic Swan (4 %), EU BIO label (4 %), TÚN 
(3 %), KRAV label and Demeter (2 %). 

Furthermore, the food quality labels logos were shown to the respondents for testing aided awareness. 
Respondents were asked to mention not only whether they recognize the logo, but also to explain the 
meaning of the labels. Results are shown on the figures 4 and 5. 

With the exception of Czech Klasa label and Czech BIO label, more than 60% of Czech respondents are 
not aware food quality labels and their meaning – see Figure 4. High knowledge of Klasa and Czech BIO 
label is influenced by the support from the Czech government and long-term advertising campaign. The 
other factor influencing greater knowledge of Czech BIO label is popularity of bio products in the Czech 
Republic nowadays. 
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Fig. 4: Aided awareness of food quality labels – the Czech Republic. 

In Iceland, the most recognized label is Fair Trade; the other labels are unknown to more than 70% 
respondents – see Figure 5. 

 
Fig. 5: Aided awareness of food quality labels – Iceland. 

Generally, the aided awareness of food quality labels is low. Czech respondents have better knowledge 
of their national quality labels than Icelandic respondents. On the other hand, greater knowledge of Demeter 
and Fair Trade labels was found in Iceland. 

Subsequently, the respondents were asked to determine the three most often seen labels on food products 
packaging. In the Czech Republic, from above mentioned reasons, the most often seen are Klasa (91 %) and 
Czech BIO (68 %) labels, followed with large gap by EU BIO label (9 %). Fair Trade (32 %), TÚN (24 %) 
and IRF (15 %) are most often seen labels in Iceland. While Czech respondents perceive mainly Czech 
quality labels, and the other labels they somehow ignore, small percentage of Icelandic people register all 
scale of surveyed labels. 

4.3. Perceived credibility of food quality labels 
Respondents were asked if they perceive the food quality labels as credible – see Figure 6. For Czech 

respondents, the most credible are national labels (Klasa, BIO, Regional Food) and EU BIO label. Icelandic 
respondents perceive Fair Trade and EU BIO label as most credible, the national labels are following. 
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Fig. 6: Credibility of labels.  

4.4. Interest in information regarding food quality labels 
We expected low knowledge of food quality labels, therefore we asked if respondents are interested in 

information regarding food quality labels – see Figure 7. 

 
Fig. 7: Interest in information regarding food quality labels. 

Statistic testing has confirmed dependence between respondents’ country and their interest in 
information regarding food quality labels. Czech respondents have higher interest than the Icelandic once. 
The test of association was used, the value of test criterion is 4,0099.7 In addition, the association coefficient 
was quantified and its value is -0,1314. 

As results from the Figure 7, majority of respondents are interested in information regarding food quality 
labels. It is positive finding. It’s evident from the above presented results that respondents have limited 
awareness about the labels, but they have shown interest about this certain matter. We assume that low 
knowledge of quality labels is caused by shortage of information, or that information is inadequately 
presented or non-existent. This topic will be the subject of our next research. 

5. Summary and conclusion 
Marketing research results show that food quality labels are interesting for respondents from both 

countries; unfortunately they have limited information and prompt knowledge regarding the labels. This is 
the main reason why respondents are not able to fully use these labels for their purchase decisions. They 
register these labels, but the majority of them don´t know what this labels mean. 

In the Czech Republic, the national quality labels have a good position, as they are well recognized by 
respondents. National labels in the Czech Republic have a good advertising support in the mass-media. The 
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situation is worse in when it comes to the European and World labels, as only a very small percentage of 
customers know these labels and their meaning. In Iceland, only the Fair Trade label is recognized 
(approximately by half of the respondents), partial knowledge was found for domestic labels TÚN and IRF 
(Iceland Responsible Fisheries label). Other labels have a minimum knowledge. TÚN label was supported by 
government.[6] It neither was support for marketing of the label nor was one planned to its knowledge. The 
only support was for the introduction of the label to new producers and to develop new standards for new 
products. 

The problem is that respondents react to the logos of labels, however they don´t know accurate meaning 
of labels. The recommendation for the producers, importers and administrators of labels is to improve 
promotion of these labels. The quality labels on food products packaging should be perceived by customers 
not only as stick on the packages, but labels should give valuable information. It would make easier their 
purchase decisions and facilitate to differentiation of product with certified quality from the others. 
Subsequently, it could bring benefit for holders of labels, for example higher sales, better image or 
competitive position on the market. 

The realised marketing research brought lot of findings; only part of them is presented in this paper. 
Other results expected to be published in future. It would be interesting to move forward with this research 
study; and finally the authors would like to realize consequential research as well. 
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