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Abstract
The article presents the results of a research study that analyses chosen factors  that affect food purchases 
in Vysočina Region with focus on a regional food. The quantitative research, conducted in 2015 in each 
district of Vysočina Region (Jihlava, Žďár nad Sázavou, Třebíč, Havlíčkův Brod and Pelhřimov), analysed 
the opinions of 819 respondents. They were selected by quota sampling methods according to gender. Data 
have been processed with correspondence analysis; the results show that brand and price are significant 
factors that influence consumers in Vysočina Region when they buy food, the labels on the food packaging 
do not seem to be a strong signal of quality. Statistical tests based on contingency tables proved that regional 
food is strongly preferred by women and consumers over 65 years old.   
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Introduction
Food and place are intertwined in robust ways,  
the place of food seems to be center of the discourses 
in the emerging movements and practices, 
that represent resistance and counter-pressure  
to conventional globalizing food system (Van Der 
Ploeg, 2008). Demand for regional food has been 
increasing in the Czech Republic in the last decade 
(Turčínková, Kalábová, 2011; Bošková, Ratinger, 
Kličková, 2016), the similar trend emerged in EU  
countries from the beginning of this century  
(e.g. Loureiro, Umberger, 2005; McEntee, 2010; 
Reiff et al., 2016; Fogarassy et al., 2018). A regional  
product is the one, whose quality and (or) fame  
can be attributed to its region of origin  
define and it is marketed using the name  
of the region of origin (Van Ittersum, Candel  
and Meulenberg, 2007; Śmigielska and Stefańska, 
2017). Fonte (2010) does not only associate it 
with qualitative and geographical characteristics 
(i.e. direct connection with the region / particular 
territory), but also with its inhabitants, institutions, 
and she also notes the importance of the historical 
context (tradition). Lošťák, Karanikolas, Draganová  

and Zagata (2014) speak in this context rather 
about the retro-innovations, i.e. the application 
of the current form of traditional methods. 
Čadilová (2011) adds that regional products 
must above all meet the basic requirement that 
they should be made from local raw materials 
and also be somewhat exceptional. Frequently, 
manual work and environmental friendliness 
are required for such products (de Bruin, 2011). 
Hájková (2014), who explored the potential  
of using VYSOČINA Regional Product label  
in tourism, emphasizes the aspect of the authenticity 
of such products – creating a specific experience  
for the visitors. Petrenko, Brinkman and Olsson 
(2014) emphasize among other characteristics  
of regional food the importance of distinct regional 
identity – such products should be a ‚regional 
specialty‘, that can be consumed locally but also 
being marketed on the national or international 
level. The authors distinguish regional and local 
food, admitting the concept is open to different 
interpretations (see Table 1). 

Regional foods are distinguished from local foods, 
which should primarily have a short distribution 



[36]

Factors Affecting Food Purchases in Vysočina Region with Focus on Regional Food

Attributes Local Food Regional Food

Geography – food produced and processed within a local area (100 – 200 km) X X

Geography – consumed within a local area (100-200 km) X -

Distribution – short supply chain (i.e. with few intermediaries) X -

Production – produced in an environmentally sustainable and socially responsible manner X X

Identity – distinct regional identity (e.g. label) - X

Source: Petrenko, Brinkman, Olson (2014, p.12), own adjustment
Table 1:  Attributes of regional and local food (X marks the relevance of the attribute).

chain with a low number of intermediaries  
from the producer to the consumer - from the use  
of local ingredients and ingredients that have 
been grown / farmed, processed and consumed 
entirely within a given geographically defined area  
an action radio in the range of 100 to 200 km.  
De Lind (2011) sees the value of local foods  
in two main areas: it is a tool for local development 
(or a restart of development) as well as a personal 
development tool (in terms of positive health 
effects, when these products are perceived as more 
fresh and ripe). Blake et al. (2010) believe that  
the essence of local food is hidden in associations 
that are connected with the word ‚local‘: trust, shared 
values, quality, heritage, simplicity, craftsmanship, 
and the community. This ‚international‘ consumer 
behaviour also confirms f. e. Maitah et al. (2015). 
Born and Purcell (2006) have voiced doubts  
and warned against ‚local traps‘ - the local scale 
may not automatically pose positive product 
characteristics. Conversely, if the product remains 
local for a long time, the possible explanation is 
that no one else is interested in it.

As it is also evident from Tab. 1, regional foods, 
in contrast to local ones, have a particularly strong 
regional identity, possibly via regional labelling. 
However, distinguishing local and regional foods 
can be viewed as redundant to the Czech market, 
especially for consumers. On the other hand, it is  
very important to avoid misuse of the concept  
of a regional product, f.e. when common 
conventional products produced by multinational 
corporations are beeing labelled and marketed 
as ‚regional products‘. In the United States,  
an attention is drawn to the fact that, as a result 
of globalization pressures, there is an increasing 
occurrence of the fact that a food product bears  
the name of a place, but that does not mean that 
it really comes from this place (Giovannucci  
et al., 2010). Others (Ilbery, Maye, 2007; Healy, 
McDonaugh, 2009) also note that regional foods 
are partly made from ingredients that do not come  
from the region and sometimes also without 
the use of local labour. Wilson and Whitehead 
(2012), based on their research (as well as Sonnino  

and Marsden, 2005, and Schermer, 2015), talk about 
the dichotomy between regional and conventional 
foods, where, due to the same ingredients used, there 
is no real distinction between the two concepts. Healy  
and Mc Donagh (2009) then warn that ‚wrongful‘ 
use of regional or local terms can have detrimental 
consequences for the regions themselves as it can 
wash away the last remnants of ‚true regional/local‘ 
identity associated with a particular territory. 

Czech experts, who identified the visions  
of the food industry in the Central European 
region (FutureFood6 project) by 2020, indicated  
as the basic vision increased the availability  
of quality regional/ local specific foods. The most 
crucial starting point is the definition of regional 
(local) food, that should be discussed. Furthermore, 
there is a pressing need of the criteria determination 
by which these foods could be identified as regional/
local specifics, in cooperation with state institutions 
and associations of entrepreneurial subjects  
in agriculture and food industry (Valenta, Hladík  
et al., 2011; Musová et al., 2018).

The paper first discusess respondents‘ food buying 
process with a special focus on regional food,  
the next section is devoted to the methodology 
of the research, followed by a discussion  
of the results. Research limitations  
and recommendations for the future analysis focus 
are presented at the end of the article.

Materials and methods
The research was focused on the level of awareness 
of the food labels in Vysočina Region with special 
focus on the regional labels: VYSOČINA Regional 
Product® and Regional Food Vysočina Region 
and consumers‘ behaviour when buying food.  
The research was conducted in January – March 
2015 in each of the region’s district; it had  
a quantitative design. The structure was determined 
in accordance with the structure of Vysočina  
Region population, data came from the Czech 
Statistical Office (2015), see Table 2. 
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Source: own research
Table 2: Vysočina Region population aged 15-65+ by gender, age groups and districts.

Criterion Group
Respondents Respondents

Abs. fr. Rel. fr.

Total Population aged 15-65 819 100.00

Gender
Male 418 51 %

Female 401 49 %

Age

15-25 years 192 23 %

26-35 years 153 19  %

36-45 years 171 21%

46-55 years 124 15 %

56-65 years 122 15 %

65+ years 57 7 %

District

Jihlava 230 28 %

Havlíčkův Brod 93 11 %

Pelhřimov 124 15 %

Třebíč 184 23 %

Žďár nad Sázavou 188 23 %

Questionnaires (857) were completed using the help 
of interviewers outside supermarkets/hypermarkets, 
and shopping centres, 819 of them were processed 
(quota sampling according to gender) in all 
districts of Vysočina Region – Jihlava, Havlíčkův 
Brod, Pelhřimov, Třebíč and Žďár nad Sázavou  
(not the quota sampling). The fact, that data was 
collected in front of larger retail chains, impacted 
the results, as this type of shops is usually not 
listing regional products as much as small/local 
shops located in the countryside (f.e. COOP). 
Respondents were asked to complete demographic 
questions and the ones regarding their buying 
decisions process (what factors influence their 
buying decisions). They were also asked to answer 
what food labels do they recognise and if they are 
aware of particular regional labels.

Data have been processed with correspondence 
analysis (CA), a multivariate statistical technique 
that provides a means of displaying or summarising 
a set of data in two-dimensional graphical form 
(Nenadić, Greenacre; 2007). Contingency tables 
display relations among categorical data, depending 
on the character of the data we then use suitable 
tests of independence. For the case of a contingency 
table of the r x c type (r is the number of rows, c is 
the number of columns) the test statistic is the most 
often used (Řezanková, 1997): 

, 	 (1)

eij is an expected and nij observed frequency.  
The statistic  χ²  in Pearson´s chi-square test  

with asymptotical   distribution is beeing used,  
the null hypothesis of the test assumes independence, 
for further details see Hebák et al. (2010). To use 
the Pearson’s chi-square test the condition that  
a maximum 20 % of the expected frequencies 
are less than five must be met, see Hendl (2012).  
In another case, we use Fisher´s exact test, or we 
calculate simulated p-value of  χ² statistic.

Correspondence analysis (CA) is an exploratory 
technique that provides a mean of displaying  
or summarising a set of data in two-dimensional 
graphical form (Šánová, Svobodová, Laputková, 
2017). It is traditionally applied to contingency 
tables - CA decomposes the chi-squared statistic 
associated with this table into orthogonal factors. 
The distance among single points is defined  
as a chi-squared distance.The distance between i-th 
and i’-th row is given by the formula:

, 	 (2)

where rij are the elements of row profiles matrix R 
and weights cj are corresponding to the elements 
of column loadings vector cT, which is equal  
to mean column profile (centroid) of column profiles 
in multidimensional space. The distance between 
columns j and j‘ is defined similarly. The aim  
of this analysis is to reduce the multidimensional 
space of row and column profiles and to save 
maximally original data information, within  
the ambit of explorative-descriptive analyses.  
The total variance of the data matrix is measured 
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by the inertia, which resembles a chi-square 
statistic but is calculated on relative observed  
and expected frequencies (Di Franco, 2015). There 
have also been contingency tables constructed based 
on respondents’ age and gender; Chi-square test was 
counted to confirm or disapprove relation between 
variables.  Software UNISTAT and STATISTICA 
were used for processing primary data.

Results and discussion

The first part of the research focused  
on the respondents’ buying behaviour. An opening 
question aimed to find out, whether the respondents 
were affecting not only their own food choices but 
also the other members of their household. Most 
people (507 of 819, i.e. 61.9%) bought the food 
not only for themselves but also for the whole 
family. Others (185; 22.6%) bought it mostly for 
themselves, and only a minor part (127; 15.5%) 
bought the food exclusively for themselves.  
In the next question, respondents should identify 
where they buy food most often (they could give 
more answers). As can be seen from Figure 1,  
the most common place to buy food was  
a supermarket (30.7%). 

Source: own research
Figure 1: The most frequent places to buy respondents’ food.

Other favourite stores were hypermarkets  
and small local grocery stores (both almost 20%). 
Small specialized stores (17.4%) are also very 
popular. The research shows different results 
from the INCOMA survey (Skála, 2017), which 
conducts regular consumer research called 
Shopping Monitor. The results from 2017 show 
that consumers in the Czech Republic do their 
shopping mostly in hypermarkets (46%), and only 
17% of them choose supermarkets. In small stores,  
food is bought by up to 24% of consumers  
- the prevalence of hypermarkets in the Czech 
Republic is more than 10 years old. This 

difference is mainly because there is only one city  
in the Vysočina Region with 50,000 inhabitants 
(Jihlava) and hypermarket chains place their stores  
in the vicinity of larger cities. Regional producers 
(especially SMEs) may find it difficult to place their 
products in the market, the distribution has been 
frequently identified to be the challenge (Dreyer  
et al., 2014; Gellynck et al., 2012). Region 
Vysočina is one of the few in the Czech Republic 
that has established a network of shops selling 
regional products in 2012 (Vysočina Region, 2018),  
with focus on the production certified  
with the label  Vysočina Regional Product – logos 
should be displayed in the shops (in May 2018, 
there have been 35 members of the network).  
Bošková, Ratinger and Kličková (2016) think it was 
an attempt in the right direction, but the network 
fails in exhibiting a certain level of cohesion  
in marketing regional products.

Respondents also say they mostly buy their food  
1 – 3 times a week (391, i.e. 47.7%), or 4 – 6 times  
a week (232, i.e. 28.3%), as shown in Figure 2.

Source: own research
Figure 2: Frequency of respondents' food purchases.

The shopping habits were examined by the question 
asking whether the respondents were focused  
on impulse behaviour. Nearly half of them (406) 
said they mostly went to the shop with a particular 
idea, but their choice depended on the present  
or special offer. Almost 13% (104)  
of the respondents can do without a shopping plan, 
while the rest (38%; 309) stick to the previously 
written list.

Furthermore, respondents were supposed  
to determine what factors influence their choice 
of food, and to what extent. From their responses, 
it is clear their choice mostly follows the brand 
(1.37) and the price (1.97) (Table 3). Respondents 
from the Vysočina Region do not differ  
from other consumers in the Czech Republic,  
for whom the food price has long been one  
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Source: own research
Table 3: Factors affecting food purchases.

To what extent are your food choices influenced by the following factors? 
1 - significant influence, 5 - no influence (mean - 3)

Factors Average Dispersion Standard deviation

Brand 1.37 1.377 1.174

Price 1.97 1.229 1.085

Habits - according to previous experience 2.47 1.304 1.166

Origin - made in the Czech Republic 2.67 1.657 1.287

The priorities of my family / my own priorities 2.69 1.537 1.240

Positive information from acquaintances / friends 2.75 1.321 1.150

Advertisement 2.85 1.662 1.289

Quality confirmed by the labeling on the packaging 2.91 1.599 1.265

Nutritional values 2.93 1.556 1.247

Environmental friendliness of the product 3.02 1.445 1.202

Origin - made abroad 3.10 1.557 1.248

Media information 3.33 1.467 1.211

of the essential factors in their choice (Hes, 2008). 
On the other hand, Pícha and Skořepa (2018) 
claim, that those respondents who prefer food  
with a regional label, do not consider the price  
as strongly important. 

The origin of food plays an important part,  
the Czech food origin (2.67) was slightly more 
significant for the respondents than the foreign  
production (3.1). The results are in line 
with the research of Kalábová, Mokrý  
and Turčínková (2013) – their data showed a higher 
preference of domestic food compared to those 
from abroad for consumers in Vysočina Region 
(unlike other regions of the Czech Republic). 

Interestingly, of these factors, respondents have 
attributed the smallest influence on their food 
purchases that of media (3.33). Also, the quality 
confirmed by the labelling on the packaging 
also has only an average impact on them,  
f.e. the research of Šánová et al. (2017) and Horská 
et al. (2011) indicated that qualitative parameters 
are generally very important for the Czech 
customers when buying food. Our results may  
indicate that respondents do not see the labels  
on the food packaging as a strong signal of quality. 

In the following part, the hypotheses  
on the dependence of the gender and age  
of the respondents were tested, using the Pearson  
chi-quadrate test. To evaluate the results  
of the research, the correspondence analysis was 
used, too, as another suitable method of evaluating 
the categorical type of data, which makes it possible 
to compare the results from the contingency table 
(Zámková, Prokop, 2014).

Test of Hypothesis H1: Preference of the food  
from the Vysočina Region depends  
on the respondents‘ gender.

Statistical analysis of the question whether 
respondents prefer food from the Vysočina 
Region showed a significant dependence  
on the respondents’ gender (χ2 = 24.01; p = 0.00002).

The origin of the food is not important for men, 
they also tend more not to take into account 
the fact that the food is from Vysočina Region  
(see Table 4). The results are not surprising, 
as many types of researches in the Czech  
Republic (f.e. Turčínková, Brychtová and Urbánek, 
2012; Stávková et al., 2007) demonstrated  
that behaviour of men and women shows 
considerable differences when shopping for food. 

Test of Hypothesis H2: Preference  
of the food from the Vysočina Region depends  
on the respondents‘ age.

Statistical analysis of the question whether 
respondents prefer food from the Vysočina  
Region showed dependence on the respondents’  
age (χ2 = 2.616; p = 0.03202), but the differences 
between age groups are not significant  
(see Table 5). Origin of the food is not  
for the  respondents under the age of 25.  
On the other hand, respondents with age  
over 65 years highly prefer food  
from the Vysočina Region.

Figure 3 displays how respondents of different 
age categories prefer regional food, nearby  
points in the graphical output of CA analysis mean 
that respondents of age over 65 try to buy food  
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Source: own research
Table 4:  Preference of the food from the Vysočina Region in dependence on the respondents‘ gender.

Respondents’ gender (column rel. frequencies)

When you buy food, do you prefer products from the Vysočina 
Region? Female Male

A I disregard the origin of the food when buying it 12.26 % 18.64 %

B I only sometimes take into account the fact that the product 
comes from the Region Vysočina 48.82 % 58.28 %

C Preferentially, I try to buy food from the Vysočina Region 31.18 % 18.93 %

D I clearly prefer food from the Vysočina Region 7.74 % 4.14 %

Total relative frequency 100 % 100 %

Pearson's chi-squared test χ2 sv P

Pearson's chi-squared 24.00963 df=3 p=0.00002

Source: own research
Table 5:  Preference of the food from the Vysočina Region in dependence on the respondent‘s age.

Respondents’ gender (column rel. frequencies)

When you buy food, do you prefer 
products from the Vysočina Region?

Up to 25 
years old

26 – 35 
y.o.

36 – 45 
y.o.

46. – 55 
y.o.

56  - 65 
y.o.

Over 65 
years old

A I disregard the origin  
of the food when buying it 20.42 % 16.44 % 7.78 % 13.93 % 17.36 % 10.71 %

B

I only sometimes take  
into account the fact that  
the product comes  
from the Region Vysočina

53.93 % 46.58 % 55.09 % 52.46 % 56.20 % 51.79 %

C
Preferentially, I try to buy 
food from the Vysočina 
Region

21.99 % 28.77 % 29.94 % 27.87 % 23.14 % 23.21 %

D I clearly prefer food  
from the Vysočina Region 3.66 % 8.22 % 7.19 % 5.74 % 3.31 % 14.29 %

Total relative frequency 100 % 100 % 100 % 100 % 100 % 100 %

Pearson's chi-squared test χ2 sv P

Pearson's chi-squared 2.61624 df=15 p=0.03202

Source: own research
Figure 3: Correspondence Analysis - Preference of the regional food according  

to the age of respondents in the Vysočina Region.
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from Vysočina with the strongest preference 
(Category D). On the other hand, it is visible,  
that respondents that are younger than 25,  
are the ones that disregard origin of the food 
(Category A).

Conclusion
Regional food products represent a cultural richness 
of regions, but as Minta (2015) highlights, in many 
cases consumers  in the local market undervalue 
them. Regional food however may play an important 
role in building local identity (Bingen, 2012). 
Regional food production is supported in the Czech 
Republic with the strong marketing communication, 
however, success of such campaigns is dependent  
on their ability to reach adequate target market 
(Pícha, Skořepa, 2018). The similar situation  
is on the Polish market. F.e. Borowska (in Bryla, 
2015) listed weaknesses of market development 
for traditional and regional products in Poland, 
such as low recognition of products, insufficient 
confirmation of the premium quality with certificates, 
low number of the specialised distribution channels 
or shortage of financial support for adequate 
marketing communication. Regional food labelling 
may be interesting marketing support for small 
and medium agricultural and food enterprises  
(f.e. small local farmers) who has a limited budget 
for their marketing and business investment. This 
general specific financial situation of those small 
Czech farmers has confirmed by the research  
of Řezbová et al. (2013). Our research focused  
on Vysočina Region in the Czech Republic  
and the presented findings revealed that  
respondents from Vysočina Region claim that 
when buying food, the brand and price play  
the most significant role. Other factors, such  
as their habits and the origin of the products  
(the fact that they were made in the Czech Republic) 
are also important. Inhabitants of Vysočina seem 
to prefer local production, the similar results 
showed the research of Kalábová et al. (2013). 
The data regarding preference of the regional 
food showed interesting results. Regional food is 

strongly preferred by women and older consumers 
(especially those of age over 65), as it was proved 
by statistical test based on contingency table. 
Jarossová and Pazurikova (2014) also stated that 
women in Slovakia tend to know regional labels 
and prefer buying regional food significantly more 
than men. Younger respondents (younger than 25) 
tend not to pay attention to the origin of the food. 
It is often observed that young consumers have  
specific ideas about the quality of the product  
and its image, they are more confident (Benda 
Prokeinová, Paluchová, 2014). Aprile, Caputo  
and Nayga (2015) observed a similar situation  
on the Italian market. From the marketing 
perspective, it is important to understand who buys 
regional food and why is valuable for targeting 
efforts by producers, retailers, shop owners, 
restaurants, and others needing information  
on consumer demand for regional food. Previous 
analysis (Chalupová, Rojík, Prokop, 2016) 
confirmed that the preference of regional 
food in Vysočina Region is strongly depends  
on the residence in Vysočina Region districts,  
the lowest preference of the Vysočina regional food 
is in Žďár nad Sázavou district, respondents living 
in this district being significantly different in their 
preferences from the others. The authors are aware 
of the limitations of the research, as it would be 
important to know opinions of the Vysočina Region 
visitors, as the regional labels also aim at them, 
test awareness and attitudes towards this labelled 
production on other regional markets to identify 
possible business potential.  The research should 
also focus on the experience of the firms - those 
that take part in the regional certification systems  
and the ones that stay willingly away  
from the regional labelling systems.
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