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Abstract. The study was based on field research. The main goal of the work was to determine the level of
consumer awareness of regional products and to examine the statistical relationship between the age and
education level of respondents and their declaration of purchasing this type of product. Data collection was
performed in Sudeten districts, because the described study was part of a research project concerning the
introduction of a new regional product ,,Sudeten Beef” into this area. The study was conducted in 2012 using
direct interviews with 219 respondents. On the basis of the investigation it could be said that the surveyed
respondents had little awareness of regional products. The statistical analysis confirmed a weak correlation
between age and level of education and declarations of purchasing regional products. This study is of a
preliminary character and the results are not representative of the whole Polish population, but they should
be regarded as a good starting point for further in-depth research.

Introduction

Regional products are products manufactured with the resources of a territory. They have a
clear link with the local culture, history and nature [Zdon-Korzeniowska 2009]. Most are agri-
cultural and food products closely related to a specific area and characterized by a natural mode
of production [Bilska 2008, Gasiorowski 2006]. To determine the products of this type the terms
“traditional” or “local” are also used [Gasiorowski 2007, Rak 2008, Tanska-Hus and Minta 2012].
The greatest recognition is seen in regional products legally protected at European Union level
(these are three types: PDO — protected designation of origin, PGI — protected geographical indi-
cation and TSG — traditional speciality guaranteed). There are also many other regional products
that are listed only on the national or local list.

The Polish market of regional products is not very well developed. Evidence of this can be
found in the number of registered products PDO, PGI and TSG at European Union level. For
example in April 2014 the total number of registered PDO, PGI, TSG were 35 in Poland, 77 in
Germany, 178 in Spain, and 264 in Italy [ European Commission 2014]. The main reasons for the
weakness of the Polish regional products’ market are: lack of tradition in the sale of such articles
and other barriers of development based on supply and demand (inadequate law, lack of strong
cooperation between producers on the promotion field, high production costs, low consumer in-
comes, little buying availability near consumer homes, and others) [Minta 2013]. Development
limitations may also be the result of insufficient consumer awareness of regional products. This
issue has received particular attention in the present study because consumer awareness largely
shapes the tastes and preferences of purchase, which are among the main determinants affecting
the size of demand for specific goods [Rekowski 2005].

Generally in academic literature, topics concerning the awareness and behaviour of consumers
are widely described. However, the scientific output is not as high in relation to the specifics of
regional products. In Polish academic literature unrepresentative studies can be found, which sug-
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gest that the concept of regional and traditional food is quite well known. However, buyers often
do not have precise knowledge of this subject and may even be unaware that they are consuming
such a specific product [Grgbowiec 2010]. Reviews can be found in foreign literature stating that
consumers of regional products are rather elderly, with higher incomes and a sense of attachment
to their region of origin. Special markings have an impact on consumer awareness and purchasing
decisions in the market of regional products. These confirm the quality and originality of this type
of goods [ Vanittersum et al. 2000]. Studies conducted in the U.S. state of Indiana indicate that the
desire to purchase local products increases with time of residence in the region, and that women
are more willing to buy such products. However it should be noted here, that a key role when
making purchasing decisions is the perception of quality, which in the case of regional products
should be at high level [Jekanowski et al. 2000].

Research material and methodology

The main goal of the study was to acquire preliminary data describing the phenomenon of
consumer awareness in the market of regional products. An additional aim was to test the hy-
potheses concerning the relationship between selected features of consumers and their purchasing
decisions on the described market. The study was conducted in October 2012 using the direct
interview method (on the streets) with a special questionnaire [Stachak 1997]. The research
questionnaire included, among others, questions about: knowledge of regional products from
Poland and Lower Silesia, buyers’ purchasing decisions, the reasons for buying or resignation
of the purchase of regional products, as well as questions characterizing the respondents. Data
were collected in Sudeten districts (south-western Poland, province of Lower Silesia). This area
was chosen for investigation, because gathering information to describe the study was part of a
research project concerning the introduction of a new regional product ,,Sudeten Beef”. The col-
lection of primary data was made possible from funding based on a contract with the Ministry of
Science and Higher Education — project number NN 112 317638). The respondents constituted 219
people (adults, residents and tourists staying in the study area who could be potential consumers
of the new regional product). The answers given by the respondents were analyzed, including
statistical research using the chi-square test and V-Cramer factor [Lipiec-Zajchowska 2003]. The
investigation results are presented in graphical, tabular and descriptive form.

The studies were of local range and of a preliminary and exploratory nature. Samples for the
study were selected incidentally. For these reasons, the results are not representative of the general
population in the country and can be considered as a starting point for in-depth analysis based on
a survey of a representative sample.

Research results

Amongst the 219 people chosen for research 61% were from Lower Silesia and 39% from
other parts of Poland. Among respondents 44.3% were men and 55.7% women. The structure of
respondents according to age was as follows: 17% were people aged between 18-25 years, 19% aged
26-35 years, 25% aged 36-50 years, 27% aged 51-65 years, and 12% were persons above 65 years.

At the beginning respondents were asked whether they buy regional products and whether they
can give examples of these products from Poland and Lower Silesia. The results for the answers
to these questions are presented in Table 1.

Almost 67% of the respondents said that they buy regional products. A negative response op-
tion was seen amongst one third of persons interviewed. A similar structure of answers could be
seen to the question “Can you mention examples of any Polish regional products?” (65.3% gave
positive answers and 34.7% negative). In contrast, completely opposite proportions of responses
occurred in the case of question “Can you mention examples of any regional products from Lower
Silesia?” This time almost 36% investigated persons gave a positive answer, but over 64% chose
a negative answer (Tab. 1).
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In order to verify the previously collected dec-
larations of knowledge about regional products,
the respondents replying positively were asked to
give the specific names of such products. For this
reason, the number of people asked to specify any
Polish regional product amounted to 143 people,
and in the case of products of Lower Silesia —to 78
people (those who declared in advance that they do
not know any examples were omitted). The answers
were divided into three groups: those who gave
the name of at least one regional product correctly,
those who specified two or more names correctly,
and those who gave incorrect answers. The results
of this research are shown in Figures 1 and 2.

The work carried out confirmed that the actual
knowledge of regional products is much lower than
those resulting from previously received statements.
In the case of names of Polish regional products
incorrect answers were obtained 35% of the time.
Only 27% of the 143 people who initially declared
such knowledge could give more than one correct
example (Fig. 1). Real knowledge of the Lower Sile-
sian regional products was even worse. Among the
78 people who declared that they know an example,
only 46% gave correct examples (Fig. 2). The most
frequently mentioned correct name of Polish regional
products were (in original Polish spelling): “Os-
cypek”, “Krupniok”, “Bunc”, “Bryndza”, “Kotocz
Slaski” and “Rogale Swigtomarcinskie”. Accordingly,
examples from Lower Silesia were as follows: “Karp
milicki”, “Piwo Lwoweckie”, “Ser Kozi Lomnicki”
and “Kamiennogorski Ser typu Rokpol”.

In the next part of study, respondents were asked
about the reasons to buy or not to purchase regional

Table 1. The quantity and structure of answers
given by respondents to the fundamental
questions related to the survey.

Tabela 1. Liczba i struktura wskazan udzielonych
przez respondentow na podstawowe pytania
zwigzane z prowadzonymi badaniami.

Options/ Quantity of | Structure
Wyszczegolnienie | indications/ | of answers/
Liczba Struktura
wskazan | odpowiedzi
[7%]

Question “Do you buy any regional
products”/Pytanie ,, Czy kupujesz
Jjakiekolwiek produkty regionalne”

Yes/Tak 146 66,7
No/Nie 73 333
Total/Razem 219 100,00

Question “Can you mention examples
of any Polish regional products”/Pytanie
,, Czy mozesz wymienic jakiekolwiek polskie
produkty regionalne”

Yes/Tak 143 65,3
No/Nie 76 34,7
Total/Razem 219 100,00

Question “Can you mention examples of
any regional products from Lower Silesia”/
Pytanie ,, Czy mozesz wymienic¢ jakiekolwiek

produkty regionalne z Dolnego Slgska”

Yes/Tak 78 35,6
No/Nie 141 64,4
Total/Razem 219 100,00

Source: own study
Zrédto: opracowanie wiasne

products. These questions were also aimed indirectly and additionally to indicate the level of con-
sumer awareness of the analysed products. Respondents were divided according to their purchase
declarations. Therefore the main reasons for the purchase of regional products were specified by

Figure 1. Answer structure of respondents who declared
knowledge of Polish regional products according to the
accuracy of determining the name of these commodities
(n=143)

Rysunek 1. Struktura odpowiedzi od respondentow, ktorzy
deklarowali znajomos¢ polskich produktow regionalnych
wedtug poprawnosci okreslania nazw tych towarow
(n=143)

Source: own study

Zrédlo: opracowanie wlasne

incorrect example/ nieprawidtowy przyktad

given one correct name/podana jedna
prawidtowa nazwa

M given two or more correct namespodane
dwie lub wiecej prawidtowe nazwy
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& incorrect example/nieprawidfowy Fjgure 2. Answer structure of respondents who
przyktad declared knowledge of Lower Silesia regional
products according to the accuracy of determining
the name of these commodities (n = 78)
Rysunek 2. Struktura odpowiedzi od respondentow,

given one correct name/podana
jedna prawidtowa nazwa

M given two or more correct ktorzy deklarowali znajomosé polskich produktow
names/podane dwie lub wiecej  regionalnych wedtug poprawnosci okreslania
prawidtowe nazwy nazw tych towaréw (n = 78)

Source: own study
Zrodlo: opracowanie wiasne

146 people, and the reasons for not purchasing: 73 people declaring no acquisition of such goods.
The results in this regard are shown in Figures 3 and 4.

The most frequent answers concerning the reasons to purchase regional products were origi-
nality (66%), high quality (64%) and searching for diversity when travelling — (56%) (Fig. 3).
The most frequent reasons for resignation from purchasing regional products were: a lack of
information about such commodities (40%), insufficient possibility to buy near the consumers’
home (32%), and too high prices — (14%) (Fig. 4).

The last part of the study was to test the hypothesis of independence between the age and
level of education of respondents and their declarations of purchasing regional products. A chi-
square test was conducted for this purpose and the V-Cramer factor was calculated. The number
of responses selected for analysis was lower than the total number of respondents because some
people did not indicate their age or level of education (Tab. 2).

An analysis of the empirical distribution determined that most of the respondents who do not buy
regional products belonged to the age group to 25 years old. On the other hand the majority of people
older than 25 years responded that they buy such products (Tab. 2). The statistical analysis indicates
that there is a correlation between the age of respondents and their declarations regarding the purchase

searching for diversity during the trips / szukanie odmiany podczas podrézy 56%
desire to explore local traditions / cheé poznania lokalnych tradycji

checked origin of products / sprawdzone pochodzenie produktu

willingness to support local producers / che¢ wsparcia lokalnych producentéw
high nutritional and health value / wysoka warto$¢ odzywcza i zdrowotna
66%
64%

originality / oryginalnosé¢

high quality / wysoka jako$¢

Figure 3. Main reasons for the purchase of regional products (n = 146)
Rysunek 3. Glowne powody zakupu produktow regionalnych (n = 146)
Source: own study

Zrédio: opracowanie wlasne

I don't know of such products / nie znam takich produktow 40%

bad expieriences with these products / zte doswiadczenia zwigzane z tymi produktami
no identification with the region or tradition / brak identyfikacji z regionem lub tradycja
low possibility to buy near consumers home / mata dostepnos¢ w miejscu zamieszkania

distrust to the quality or safety / nieufno$¢ co do jakosci lub bezpieczeristwa

too high price / zbyt wysoka cena

Figure 4. Most frequently reported reasons of resignation from regional product purchase (n = 73)
Rysunek 4. Najczestsze powody rezygnacji z kupna produktow regionalnych (n = 73)

Source: own study

Zrédlo: opracowanie wlasne



CONSUMER AWARENESS OF REGIONAL PRODUCTS — SELECTED RESEARCH RESULTS 199

Table 2. Results of the independence analysis between declarations of buying or not buying regional products
and the respondents’ selected features (age and education level).

Tabela 2. Wyniki analizy niezaleznosci pomiedzy deklaracjami o kupowaniu lub niekupowaniu produktow
regionalnych a wybranymi cechami respondentow (wiek i poziom wyksztatcenia).

Tested feature/ Empirical Expected Value of chi-square test/ | V-Cramer
Testowana cecha | distribution/Rozklad | numerical force/ | Wartosé testu chi-kwadrat factor/
empiryczny Liczebnos¢ (df=2,a=0,05) Wspotcz.
yes/ | no/ | total/ spodziewana calculated/ | theoretical/ | V-Cramera

tak | nie | ogoltem | yes/tak | no/nie | obliczona | teoretyczna

Age group/Grupa wiekowa (n =212)

1825 years/lat | 17 | 19 36 | 2377 | 12.23
26-65 years/lat 105 | 45 150 99.06 | 50.94
over 65 years/ | g | g 26 | 17.17 | 883 685 399 0.18

powyzej 65 lat
Total/Ogotem 140 | 72 212
Education level/Poziom wyksztalcenia (n = 214)

lower than

secondary/nizej 14 | 18 32 21.53 | 10.47

niz Srednie

secondary/srednie| 62 | 35 97 | 6527 |31.73 14.80 599 026
higher/wyzsze 68 | 17 85 57.2 27.8

Total/Ogotem 144 | 70 214

Source: own study
Zrodlo: opracowanie wlasne

of regional products. This is because the calculated chi-square value was higher than the theoretical
value (6.85 to 5.99). The strength of this relationship has been described as weak (V-Cramer factor =
0.18). A similar situation occurred in the case of education level. The value of the calculated chi-square
was higher than the theoretical one (14.80 to 5.99). This means that there is a statistical relationship
between the level of education of respondents and their tendency to purchase regional products. The
strength of this relationship has been also described as weak (V-Cramer factor =0.26). If we analyze the
empirical distribution, we can see that the majority of respondents who claim to buy regional products
occurred in the group with secondary and higher education. However, most respondents with a lower
than secondary education, did not claim to purchase regional products (Tab. 2).

Summary and conclusion

The paper presents the results of statistical analysis, which confirmed a weak correlation
between age and level of education of the respondents, and their tendency to purchase regional
products. A significant number claiming to buy regional products occurred among people older
than 25 years and with secondary or higher education. This can be associated with a greater
awareness of regional products in these groups of consumers. The studies are not representative
of the whole polish population, but it may be a good introduction for further research relating to
the issue of awareness about regional products among potential purchasers. Currently, the studies
have demonstrated that the surveyed consumers have little awareness of regional products. Al-
though most respondents said that they bought local products, there were many people who were
unable to give the correct name of any regional product, especially from Lower Silesia. One of the
main reasons for the lack of knowledge about these products, apart from lack of information, is
little possibility of purchasing these products in the vicinity of the consumers’ homes. This result
shows the necessity to improve the regional products’ distribution channels. Summing up, this
study concludes that it is indispensable to increase consumer knowledge about regional products.
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Streszczenie

Celem pracy bylo okreslenie stopnia Swiadomosci konsumentow na temat produktow regionalnych oraz
zbadanie statystycznej zaleznosci migdzy wiekiem oraz poziomem edukacji respondentow a ich deklaracjami
zakupow tego typu produktow. Wykorzystano zrodta pierwotne uzyskane podczas badan terenowych. Dane
zebrano z terenu powiatow sudeckich, poniewaz stanowilo to czes¢ projektu badawczego dotyczgcego
mozliwosci wprowadzenia na tym terenie nowego produktu regionalnego ,, Wolowina Sudecka”. Badania
wykonano w 2012 roku z uzyciem metody wywiadu bezposredniego. Respondentami byto 219 osob
dobranych w sposob przypadkowy (mieszkancy i turysci przebywajgcy na badanym obszarze). Na podstawie
przeprowadzonych badan mozna stwierdzi¢, ze poziom swiadomosci dotyczgcej produktow regionalnych wsrod
zapytanych konsumentow byt niski. Analiza statystyczna potwierdzila stabg zaleznos¢ pomiedzy wiekiem i
poziomem wyksztalcenia a deklaracjami zakupow produktow regionalnych. Wigksze zainteresowanie zakupami
tych produktow wystgpito w grupie 0sob starszych niz 25 lat, oraz z wyksztatceniem Srednim lub wyzszym.
Przeprowadzone badania mialy wstepny charakter i ich wyniki nie sq reprezentatywne dla ogélnopolskiej
populacji, ale nalezy je traktowac jako punkt wyjscia do dalszych badan.
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