Retail products” sustainability from the point of Czech consumers” vie... https://msijournal.com/?print-my-blog=1&post-type=post&statuses[0]=...

MARKETING SCIENCE & INSPIRATIONS

Marketing and Marketing Management Journal

msijournal.com Printed on September 21, 2024

RETAIL PRODUCTS” SUSTAINABILITY FROM THE POINT OF CZECH CONSUMERS" VIEW

MARKETING
SCIENCE
& INSPIRATIONS

Jaderna, E. (2022). Retail products” sustainability from the point of Czech consumers” view . ,,
Marketing Science & Inspirations, 17(1), 29-37. https://doi.org/10.46286/msi.2022.17.1.3

Sustainability in retail is one of the most important parts in strategic management decision making.
Retailers want to be socially responsible, or to have the label ,,sustainable retailer”. Important is the
macro area, represented by official statement. The micro area — daily sustainable activities, or decisions —
is crucial, too. Stakeholders compare the statement, and a true behavior to customers, employees, society.
One aspect of retailers” sustainability is an offer of sustainable products. Listed sustainable products
mean a true interest in an environmental, social, and economic development.

Consumers tend to buy sustainable products, search for information about sustainability of a retailer.
Sustainability is the aspect, supporting consumers” better feeling by different products” consumption.
Pricing of many sustainable products is similar to pricing of usual assortment. Therefore, sustainable
offer is interesting for more consumers.

This paper aims to present results from marketing research in 2021. It was focused on perception of
sustainable products, and interest in sustainability by different kinds of products. Which aspects are
important in confirmation of sustainable products? Which kinds of products is sustainability crucial for?

SUSTAINABILITY IN RETAIL

Sustainability in retail is a current topic. Retailers face a trend to support sustainability in many ways.
Stakeholders require more and more an image of a sustainable retailer. They observe a supply chain, all
members should be sustainable. Retailer, selling products from unsustainable supplier, is not considered as
sustainable retailer. Retailer, not supporting social, economic development in region, is not sustainable retailer.
Retailer, not protecting an environment, is not sustainable.

Consumers are more educated in environmental questions, and are interested in sustainability, eco-standards,
and recyclable products (MacKenzie B. Gill et al. 2020). Retailers must assess the right balance between market
demand, stakeholders” expectations, and impact on their business activity (Whysall, 2008; Maignan et al. 2005).
Retailers should follow the trend of sustainability, but stay efficient (Stangis and Smith 2017). Sustainability is
about building foundations for future success (Hedstrom 2018), and future success is subject to profitability
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nowadays. Therefore, all sustainable, or CSR activities should reflect following scheme, based on Triple-
Bottom Line.

X

Picture 1: Triple-Bottom Line
Source: Authors according to Elkington (2018)

Triple-Bottom Line was defined by Elkington in 90’s last century (Elkington 2018). Sustainability is based on
environmental, economic, and social aspects. Sustainable activities very often fill all levels together. For
example, regional suppliers” preference influence environmental protection (green logistics), economic
development in a region, and higher employment (social factor). Ideal position of every sustainable activity is in
intersection point of all three sets. Retailers search for sustainability in retail, related to logistics, transport,
cleaner production, cutting waste out of manufacturing process, or eco-efficiency (Ruiz-Real et al. 2018). The
best way to be sustainable in retail, is selling sustainable products.

What is the sustainable product? Sustainable product should follow standards, based on aspects of
environmental, economic, or social development. Best of all areas. According to Ottman (2012), sustainable
product, following environmental standards, should have a minimal environmental impact during production,
usage and in finishing part of life cycle.

Junaedi (2005) add the aspect of no danger to people and nature, no harm animals and, no creation of waste and
minimizing of negative impacts on the environment (Junaedi 2005). In decision making customers evaluate,
instead of type of product, the labeling, and sustainability certification (Rupprecht et al. 2020). Sustainability is
one of the most important aspects in buying decision making process. People buy sustainable products, and
address the corporate social responsibility, ethical values (Arvidsson 2011). According to Annual Consumer
Report (2016) around 68 million consumers from the USA based purchasing decisions on their personal, social,
and environmental values, and would like to spend up to 20% more on environmentally sound products. The
tendency on the market is still increasing, in the Czech Republic, too (Jadernd and Ostin 2021). Consumers
think about a story of the product. They are interested in the whole production process, in the context of
sustainability, too. Preferences of local products, or products with interesting story, based on social aspects, are
important influences on purchasing behavior. Therefore, retailers offer more sustainable products. But, how
Czech consumers feel sustainable products? And which kinds of products are evaluated by sustainable criteria?

METHODOLOGY

This paper aims to present findings of marketing research in 2021, designed when working on the grant
SGS/2019/01 Jaderna at the Department of Marketing and Management at SKODA AUTO University. The
marketing research was organized to identify a perception of sustainable products by Czech consumers, and
their tendency to consider an importance of different kinds of products.

The survey was conducted via the internet at the beginning of October 2021 through Trendaro, which is an
application operated by a professional survey company called Behavio Labs, s. . 0. A total of 1,000 respondents
were chosen so that a representative sample of the Czech population was obtained. After collecting data phase,

21.09.2024 16:17



Retail products” sustainability from the point of Czech consumers” vie... https://msijournal.com/?print-my-blog=1&post-type=post&statuses[0]=...

3z7

the information was transferred to Microsoft Excel for transcoding into statistically measurable quantities. This
file was then statistically evaluated by chi square test, and data interpretation was done by frequency analysis, to
present the trend on the Czech market.

SUSTAINABILITY OF RETAIL PRODUCTS

Sustainability states from activities filling 3 areas of interest: environmental, economic, social. Retailers would
like to follow the trend of sustainability and think about all these areas. By selling a sustainable product, aspects
seen by customers are important in marketing communication. The research question is: Which aspects of
sustainable products the Czech consumer see?

The picture 2 shows a dominance of environmental aspect. From 862 respondents, who did not skip this
question, 464 ticked an environment. Health and quality are important aspects of sustainability for more than
120 respondents.

environment
health

local

human rights

quality

Picture 2: Aspects of product sustainability
Source: Authors

Data processing showed the dependence on gender by the answers health, and environment. First, the expected
value was calculated:

R -
B =
b n

Following table presents adjusted residuals. Based on values of expected results (E), and observed results (O),
adjusted residuals were calculated:

01,] i b‘l.}
A =

A ({'/‘R(.?.\'LJ =

Table 1: Adjusted residuals — gender + sustainable product
Source: Authors

To confirm the dependence, the z criteria were set:
Significance level = 0.05

Number of tests = 10

Adjusted sig lvl = 0.005
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Z criteria = -2.807033768

An adjusted residual that is more than 2.81 indicates that the number of cases in that cell is significantly larger.
These values are highlighted in the table 1. The percentages of answers by respondents in different age groups
are in following table. A higher percentage was in age group 45-64 by the answer about healthy aspects of
sustainable products. The same tendency was identified in 2019, in the previous marketing research organized
by the same author.

Table 2: Sustainable product + age groups
Source: Authors

DIFFERENT KINDS OF PRODUCT AND SUSTAINABILITY

Consumers tend to buy sustainable products. But sustainability is not important for all kinds of products, in the
purchasing decision making process. Graphs on following pictures present the importance of sustainability by
fashion, food, cosmetics, electronics, and furniture.

First, sustainability of fashion products was assessed by respondents. 45% of respondents feel a sustainability as
important by fashion products, 28% of respondents fifty-fifty, 12% as crucial. Only for 15% of respondents is
the question of sustainability of fashion products not important.

Sustainability of fashion products

not
important

fifty-fifty

crucial

important

Picture 3: Importance of fashion products” sustainability
Source: Authors

The next picture shows a visible importance of sustainability by food products. Respondents incline to buy
sustainable food products. For more than 400 respondents from 1000 is sustainability important, for 260 is
crucial, and only 118 respondents answered, sustainability of food products is not important. In consideration of
amount of people, who feel sustainable products as healthy products, could be this tendency expected.
Consumers take care about their health, and food has a big impact on health.

Sustainability of food products
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important
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Picture 4: Importance of food products” sustainability
Source: Authors

Graph on the picture 5 is very similar to the graph about sustainability of fashion. Answers are very similar. For
only 152 respondents (15%) is sustainability of cosmetics not important, for the same number of respondents is
crucial. 43% of respondents regard sustainability of cosmetics as important. Others are not sure.

Sustainability of cosmetics

not
important

fifty-fifty

crucial

important

400 500

Picture 5: Importance of cosmetics products” sustainability
Source: Authors

Results from the survey, presented in following table 2, showed that the tendency to consider sustainability by
furniture or electronic is very similar. For 39% of respondents is sustainability of furniture important, for 36%
by electronics. More than 17% of respondents do not feel the importance of sustainability by furniture, and
electronics. 30% of respondents are not sure.

Table 3: Importance of sustainability by furniture, electronics
Source: Authors

CONCLUSIONS

Consumers see the sustainability first in environmental protection. Sustainable product is, in particular, ecologic
product. According to presented findings, the second most cited aspect of sustainability is health, then the
quality of the product. Health, as the first association to sustainable product, is more frequently indicated by
respondents in the age 45 — 64. They are more interested in their health and consider the sustainable food
product more likely to healthy product.

Statistical processing of data showed that there is a significant dependency on gender by the answer
environmental aspect of sustainable products, and health. Both sexes regard the environmental aspects as the
first association to sustainable product. Environment is followed by health and quality.

1000 answered questionnaires pointed out the importance of sustainability by different kinds of products.
Crucial 1s sustainability of food (26%), and only 118 from 1000 respondents do not feel sustainability of food as
important. Less interest in sustainability is visible by electronics and furniture. But still the percentage of
importance is high. Following table 3 presents absolute frequency by every monitored kind of product, or the
number of respondents, who feel the sustainability as important, crucial, fifty-fifty, not important. It is the
summary of presented findings.
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Table 4: Summary of findings
Source: Authors

Retail managers should follow the trend of sustainability. First, to communicate sustainability by food products.
For 259 respondents is the sustainability of food crucial, and 428 consider sustainability of food as important.
Less importance of sustainability is in electronics and furniture by Czech consumers. But, the number is still
high, and marketing communication of sustainability can support a differentiation of a retailer from competitors.
Sustainable products are associated first to an environment. Therefore, the environmental aspect should be the
major content of message to consumers by marketing communications. Health, as the second most associated
aspect, is important more for women. It can influence the decision about communication of sustainable products
to this segment.

Consumers in the Czech Republic are influenced by globalization, new trends on the market, and retailers’
marketing communication. Tendency to be sustainable in daily shopping, or purchasing electronics, fashion,
furniture, is still increasing. Less than 20% of respondents are not bound by sustainability of different kinds of
products. Less than one third of respondents is not sure. It is a good argument to follow the trend of
sustainability in retail. But the question is, how to promote the sustainability? Next findings can help to
communicate the sustainability on the right level, using right marketing tools.

POZNAMKY/NOTES

This paper is one of the outcomes of the grant research SGS/2019/01 Jaderna at the Department of Marketing
and Management at SKODA AUTO University.
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RESUME

Udrzitelnost retailovych produktii z pohledu ¢eskych spotrebiteli

vvvvvv

byt socialné odpovédni, mit nalepku ,,udrzitelny retailer”. Diilezit4 je makro oblast, reprezentovana oficidlnim
prohlasenim. Mikro oblast — denni udrzitelné aktivity, nebo rozhodnuti jsou dilezita také. Stakeholdeti posuzuji
nejen prohlaseni, ale také pravdivé chovani k zakaznikim, zaméstnanctim, spole¢nosti. Jeden aspekt
udrZitelnosti retailera je nabidka udrzitelnych produktl. Zalistované udrzitelné produkty znamenaji opravdovy
zajem o environmentalni, socialni a ekonomicky rozvoj. Spotiebitelé kupuji udrzitelné produkty, hledaji
informace o udrzitelnosti retailera. Udrzitelnost je aspekt, podporujici lepsi pocit spotiebitele pti spotiebé
produktti. Cenova uroven mnoha udrzitelnych produktl je srovnatelnd s cenami obvyklého sortimentu. Proto je
udrzitelna nabidka zajimava pro mnoho spotiebiteld. Tento ¢lanek ma za cil prezentovat vysledky
marketingového vyzkumu z roku 2021. Ten byl zaméfen na vnimani udrzitelného produktu, zajem o
udrzitelnost u riiznych druhi zbozi. Které aspekty jsou diilezité pii posuzovani udrzitelnych produkti? Pro které
druhy produktt je udrzitelnost zasadni?
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