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Abstract  

Based on the evaluation of partial research results the aim of the presented paper is to 
find out current state of using consumer-oriented sales promotion tools at the organic 
food market in Slovakia and the Czech Republic and to suggest recommendations for 
improvement. We conducted primary quantitative research by inquiry method via stand-
ardized online questionnaire. The research results reveal that the most used consumer-
oriented sales promotion tools are information materials, merchandising and multipacks. 
Business entities focus on the non-monetary sales promotion. The results point to insuf-
ficient implementation of sales promotion tools at the organic food market and probably 
low interest of business entities to them. 
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Introduction 

 
The organic food market is expanding worldwide annually. In the last decades, it 

has resulted in multi discipline of the research focused on the psychological and anthro-
pological factors of organic food consumption. Several studies concluded that ethical 
principles, such as ecological sustainability and care for animal welfare influence the 
consumer choices of organic food. Other studies claim that consumers of organic food 
are motivated by the perceived healthiness of such products (Guido, 2009; Guido et al., 
2010; Siegrist, 2008; Pino et al., 2012). Since consumer attitudes have an essential role 
on the success of sales promotion activities, the business entities should pay attention 
to identification of consumer segments and implementation of customized strategies. 
Furthermore, the increased availability of information about consumers’ behavior ena-
bles and simplifies to customize marketing efforts to the consumer preferences (Venka-
tesan and Farris, 2012a).  

Based on the results of studies (Mela et al., 1997; Papatla and Krishnamurthi, 
1996),  sales promotions have a significant impact on the consumer’s decision making 
process. Approximately 70% of decisions about which brand to purchase are made in-
store (De Pelsmacker et al., 2001). Therefore, business entities want to understand and 
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influence this decision process. Understanding the factors that influence an existing or 
potential customer’s decision process is essential for business entities in implementation 
of an effective marketing mix that generates sales. Besides product characteristics and 
price, promotional activities are the most popular tools used by manufacturers and re-
tailers to influence the consumer´s decision process (Nagar, 2009). 

Sales promotion can be defined as marketing activities usually specific to a time 
period, place or customer segment, which encourage a direct response from consumer 
or marketers, through the offer of additional benefits. Sales promotion has been labeled 
almost exclusively as short-term and tactical instruments. The nature and duration of 
the effects of sales promotion is still a topic of contention among marketing practitioners. 
The incremental, and usually temporary, effect of sales promotion on sales seems to be 
widely accepted, while the profitability of sales promotion is a more contentious issue.  
There is also evidence that increased promotional activity weakens brand loyalty, de-
tracts brand quality image, and generates a short-term management orientation. The 
fundamental features of sales promotion can be summarized as follows (Brito and Ham-
mond, 2007): 

 Incentive or inducement to generate immediate sales boost; 
 Effects are short rather than long-term; 
 Secondary and subordinate status or role when compared with advertising.  

Sales promotions are being used not only at the business-to-customer (B2C) but 
also business-to-business (B2B) market. There are several various sales promotion clas-
sifications, such as „active, „passive, „price“, „non-price“, „value-increasing“ or „value-
adding“ and „monetary“ and „nonmonetary“ sales promotions. Even if there have been 
different classifications, there are three main sales promotion categories as follow 
(Köksal and Spahiu, 2014): (1) consumer-oriented sales promotion (samples, coupons, 
cash refunds, cents-off deals, premiums, Point-Of-Purchase promotions); (2) trade-ori-
ented sales promotion (discounts, allowance, free goods, advertising items, etc.); and 
(3) business- or retailer-oriented sales promotion (trade shows, sales contests, reward-
ing customers, motivating sale people). 

Sales promotion has been collected to attract consumers' attention such as price 
and brand perception, brand choice, evaluation and equity, etc. (Srilekha and Jawahar, 
2011). One of the purposes of a consumer-oriented sales promotion is to elicit a direct 
impact on the purchase behavior of the consumers. Sales promotion provide various 
advantages to retailers such as (1) accelerating sales, (2) increasing shelf space reve-
nue, (3) encouraging and motivating sales representatives to interact with customers; 
and (4) producing increased tangible sales (Owens et al., 2001). 

 
 
1 Methodology 

 
Selection of scientific methods depends on the paper content focus and the paper 

aim. To elaborate theoretical knowledge, we primarily used theoretical scientific meth-
ods, including method of analysis and synthesis, method of induction and deduction, 
abstraction and concretization, but also the comparative method. As a method of col-
lecting primary data we conducted research. We evaluated and interpreted the obtained 
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quantitative data through statistical and graphical methods in the Statgraphics software 
and MS Excel. 

Based on the research results the aim of the presented paper was to find out cur-
rent state of using consumer-oriented sales promotion tools at the organic food market 
and to suggest recommendations for improvement.  

The basis for the analysis of sales promotion of organic food represents the results 
of primary research that we conducted by the inquiry method through the standardized 
online questionnaire in February 2017. Our research was focused on two groups of re-
spondents: (1) consumers and their attitude to sales promotion tools of organic food; 
and (2) business entities in the field of organic food. However, this paper is focused on 
the analysis of partial results concerning the attitude of producers and retailers of or-
ganic food to sales promotion. We set the following research questions: 

Which tools of sales promotion do business entities in the field of organic food in 
Slovakia and the Czech Republic use? 

What is the attitude of the producers and sellers of organic food in Slovakia and 
Czech Republic to the selected tools of sales promotion? 

Based on the list of control authorities Naturalis SK and eAGRI (CZ), 100 Slovak 
and 100 Czech producers and retailers were selected randomly and contacted via an 
online questionnaire. After testing for complexity, accuracy, validity, reliability and con-
sistency, we analyzed 43 questionnaires, representing a return of 21.5%. 

The questionnaire consisted of 12 closed-ended and open-ended questions. The 
respondent´s answers were evaluated through frequency tables and cross tabulations, 
in some cases relevant descriptive statistics (e.g. average, standard deviation) were cal-
culated.  

 
 
2 Results and Discussion  

 
2.1 Consumer perception of organic food sale 

 
One of the most important factor of consumer’s buying process of organic food is 

that consumers perceive their higher quality. Question of organic food quality has been 
subject of many scientific debates for a considerable amount of time. Numerous scien-
tific studies have been carried out in the past that have addressed the issue of the quality 
of organic food as compared to conventionally produced foods. Various studies com-
pared values such as dry matter content, sugar content or content of vitamin C in or-
ganically and conventionally produced foods. There are many organic food adherents in 
the scientific world, but also their counterparts (Kahl et al., 2012). 

According to a study carried out in 2009 that had summarized scientific articles and 
publications since 1958, organic food do not have higher nutritional value and higher 
quality (Dangour et al., 2009).  
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The most recent study from the year 2014 claims that higher value of antioxidants, 
lower cadmium content and lower value of pesticide residues are found in organically 
grown foods (Barański et al., 2014). 

The main factors influencing consumer decision-making when choosing and pur-
chasing organic food can be described as follow (Dickieson and Arkus, 2009): 

 Consciousness of health - consumers who purchase organic products take care 
about their health, promote and live a healthy lifestyle. Health can be men-
tioned as the most important factor associated with the very concept of organic 
food. 

 Effort - the supply of organic food is demand-oriented, product range limited 
and not available everywhere. It depends on the efforts of the consumers, 
where they are willing to go to buy these foods. 

 Consumer confidence - economic factors can greatly influence consumer-pur-
chasing decisions. For example, in the case of an economic crisis, the consumer 
reconsider whether he is willing to spend more money on more expensive or-
ganic food when his/her own existence is threatened. 

 Perception of quality – consumers associate the term “organic” with the higher 
quality that is also one of the reasons why consumers buy organic products. In 
the case of conventional products, price is the most considerable factor. 

 Importance of social status - for some consumers, organic food and its higher 
prices are such as manifestation of their social status or lifestyle. Therefore, 
some consumers do not buy these products for protecting their health or pro-
moting environmental protection, but as a way of expressing themselves, a 
fashion trend or a level that no one can afford. 

 Premium prices - high prices are the most important factor that says "against" 
organic food compared to conventional products. On the one hand, higher price 
can act as barrier to the purchase of the organic food; on the other hand, the 
higher price is associated with a perceived higher quality. 

 Confidence in labeling and marketing - when purchasing organic food, the 
consumer has to trust the producer that the food labeling is not misleading or 
deceptive and rely on the reliability of the declared certificates. 

 Value - the consumer's decision to buy organic food is not only a result of 
his/her psyche but a reflection of his/her life values. 

 Food safety concerns - concerns about the use of pesticides or genetically mo-
dified organisms represent an important reason why consumers buy organic 
food that they trust and consider as safe. 

Hughner et al. (2007) divide the theories and barriers of organic food purchases 
into fifteen topics explaining consumers' attitudes towards organic food. The consumer 
choice and purchase of organic food are motivated by: (1) health and nutrition, (2) 
better taste, (3) environmental concern, (4) concern about food safety, (5) concern over 
animal welfare, (6) support of local economy, (7) higher beneficial effect, (8) nostalgia, 
and (9) fashionable and/or curiosity. In spite of many positive aspects that encourage 
consumers to buy organic food, there are also barriers that also affect consumer buying 
behavior: (1) high prices, (2) lack of availability, (3) skepticism and mistrust of labeling, 
(4) insufficient marketing, (5) satisfaction with the current food source; and (6) sensory 
defects. 
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From the point of view of organic food retailers, marketing activities are mainly 
focused on presenting the different values associated with these products (Marketing-
schools.org, 2016): 

 altruism (relationship to others), 
 ecology (unity with the universe), 
 universality (protecting the welfare of people and nature); 
 charity (enriching the welfare of relatives), 
 Spirituality (inner peace) 
 Self-control (independent thinking and action). 

Many companies build their image based on the low impact of their activities on 
the environment and on the local character of the products. By presenting their products 
as organic and at the same time the products of their competitors as potentially danger-
ous, they attract consumers who promote environmental protection and alternative life-
styles. When a consumer buy products that meet his/her values and lifestyle, he/she 
fulfill his/her egoistic needs that make him/her feel better (Marketing-schools.org, 2016). 

At the organic food market, the concept of quality is very important because con-
sumers expect a higher price and a higher quality of organic food compared to tradi-
tional/conventional food. The selling process of quality and certified organic food no 
longer ends by sales. Business in the organic food market is associated with the different 
groups of interested parties: customers are interested in products; scientists and experts 
pay attention to organic projects; potential (but also fake) retailers and farmers are 
interested in cooperation and, lastly, state authorities that primarily set legislative re-
quirements, manage and control compliance with the set requirements (Elzakker & Ey-
horn, 2010). 

The concept of organic food quality has been developing for decades and has grad-
ually begun to push from a product-oriented concept of quality to a consumer-oriented 
concept. Every part of the food chain, from farmer to consumer, has its own require-
ments that change over time under the influence of social changes or scientific devel-
opment. The quality of organic food can be assessed by six aspects (Kahl et al., 2010): 
(1) authenticity, (2) function and storage, (3) biology/physiology, (4) nutrition, (5) sen-
sual perceptions; and (6) ethics. 

 
 
2.2 Consumer-oriented Sales Promotion tools Used at the Organic Food 

Market 

 
Based on the research results the aim of the presented paper is to find out current 

state in using consumer-oriented sales promotion tools as one part of the marketing 
communication tools at the organic food market.  

In this part of the paper, we present partial results of the research that provide us 
with answers to the research questions and testify to using of sales promotion tools by 
organic food business entities. 

A total of 43 representatives of business entities participated in the research, of 
which 25 (58%) represented Slovakia and 18 (41%) the Czech Republic (see graph 1).  
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 Graph 1  Structure of research sample 

 
Source: own results 

In terms of Slovak business entities structure, there was the largest representation 
of retailers (16, i.e. 64%) and companies dedicated to production and sale of organic 
food to wholesale and/or retailers and final consumers (6, i.e. 24%). Companies en-
gaged in production and sale to final consumers were represented by 3 business entities 
(i.e. 12%). 

In the case of Czech business entities, there was the largest representation of 
companies focused on production and sale to wholesale and/or retailers and to final 
consumers (10, i.e. 56%). Second largest group was represented by business entities 
that produce and sale organic food to wholesale and/or retailers (6, i.e. 33%). 

 
Graph 2  Structure of business entities in Slovakia and the Czech Republic 

 
Source: own results 

 

Which tools of sales promotion do Slovak and Czech business entities use? 

Within the research, we wanted to find out which forms of consumer-oriented sales 
promotion do producers and sellers use. This part of research was dedicated to the 
business entities that offer organic food to final consumers, i.e. 25 Slovak and 12 Czech 
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business entities. When evaluating the research, points were assigned to each option (1 
- always; 6 – do not use) and based on the average assessment of individual aspects 
we determined their order of importance.  

 
Tab. 1  Frequency of consumer-oriented sales promotion tools using in Slovakia and 

the Czech Republic 
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Free samples 
and tastings 

SVK (25) 1 
4% 

5 
20% 

3 
12% 

8 
32% 

5 
20% 

3 
12% 3.80 2 

CZ (12) 2 
17% 

1 
8% 

0 
0% 

5 
42% 

3 
25% 

1 
8% 3.75 3 

Discount cou-
pons 

SVK (25) 2 
8% 

2 
8% 

1 
4% 

8 
32% 

4 
16% 

8 
32% 4.36 6 

CZ (12) 0 
0% 

1 
8% 

1 
8% 

3 
25% 

3 
25% 

4 
33% 4.67 5 

Gift items 
SVK (25) 1 

4% 
1 

4% 
1 

4% 
13 

52% 
4 

16% 
5 

20% 4.32 5 

CZ (12) 0 
0% 

0 
0% 

0 
0% 

4 
33% 

2 
17% 

6 
50% 5.17 8 

Loyalty pro-
grams 

SVK (25) 3 
12% 

2 
8% 

2 
8% 

4 
16% 

0 
0% 

14 
56% 4.52 7 

CZ (12) 1 
8% 

0 
0% 

0 
0% 

2 
17% 

0 
0% 

9 
75% 5.25 9 

Games and 
contests 

SVK (25) 1 
4% 

0 
0% 

2 
8% 

2 
8% 

6 
24% 

14 
56% 5.16 8 

CZ (12) 0 
0% 

0 
0% 

1 
8% 

2 
17% 

6 
50% 

3 
25% 4.92 6 

Discounts 
SVK (25) 2 

8% 
3 

12% 
6 

24% 
5 

20% 
3 

12% 
6 

24% 3.88 4 

CZ (12) 1 
8% 

2 
17% 

2 
17% 

2 
17% 

1 
8% 

4 
33% 4.00 4 

Merchandis-
ing 

SVK (25) 5 
20% 

4 
16% 

4 
16% 

1 
4% 

0 
0% 

11 
44% 3.80 2 

CZ (12) 2 
17% 

1 
8% 

2 
17% 

3 
25% 

2 
17% 

2 
17% 3.67 2 

Information 
materials 

SVK (25) 1 
4% 

6 
24% 

7 
28% 

6 
24% 

2 
8% 

3 
12% 3.44 1 

CZ (12) 3 
25% 

4 
33% 

2 
17% 

1 
8% 

2 
17% 

0 
0% 2.58 1 

Multipacks 
SVK (25) 2 

8% 
2 

8% 
7 

28% 
6 

24% 
3 

12% 
5 

20% 3.84 3 

CZ (12) 0 
0% 

0 
0% 

0 
0% 

3 
25% 

6 
50% 

3 
25% 5.00 7 

Source: own results 
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Based on the results shown in table 1, we have found out that Slovak business 
entities prefer to use information/promotional materials provided in the stores/shops 
(1st position in ranking), merchandising and free samples and tastings (2nd position) 
and multipacks (3rd position). 

The practices in the field of consumer-oriented sales promotion tools of Czech busi-
ness entities are very similar to the Slovak ones. They use especially information mate-
rials (1st position), merchandising (2nd position) and free samplings and tastings (3rd 
position). The most significant difference compared to Slovak companies is the ranking 
position of multipacks, which ranks up to seventh position in the case of Czech compa-
nies. 

What is the attitude of business entities in the field of organic food in Slovakia and 
Czech Republic to the tools of sales promotion? 

Furthermore, we focused also on the attitude of business entities to claims that 
indirectly relate to using of consumer-oriented sales promotion tools. 44% of Slovak 
companies agree that discounted organic food are sold easier. The most majority of 
respondents (64%) highlight/display new organic food at the point of purchase. Moreo-
ver, 52% of Slovak business entities believe that consumers have enough information 
on what they are buying. About a half of the companies (52%) have opinion that con-
sumers are interested in free samples and tasting of organic food. 56% of business 
entities agree that discount coupons enable to motivate consumers to buy organic food. 
The same amount of companies (56%) agrees that consumers are loyal to one food 
organic brand.  

 
Graph 3  Attitudes of the Slovak business entities 

 
 Source: own results 
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Comparing to Slovak business entities, similar number of Czechs (42%) agree that 
discounted organic food are sold easier. The rest of Czech companies (84%) high-
light/display organic food at the point of sale. Based on results shown in graph 4 we 
assume that the most important sales promotion tools are discounted coupons (besides 
displaying products at the point of sale). 75% of business entities consider discount 
coupons as motivation factor for consumers but only 66% of business entities use this 
tool very often to rarely (see table 1). Regarding the loyalty of Czech consumer, exactly 
a half of the business entities agree that consumers are loyal to one organic food brand. 

 
Graph 4  Attitudes of the Czech business entities 

 
Source: own results 

 

Why do business entities use selected consumer-oriented sales promotion tools? 
What is their motivation? 

The aim of this part of research was to find out if the business entities know the 
benefits of sales promotion. At first, we wanted to know why they offer discounts for 
selected organic food.  

As results in graph 5 show, the business entities in both countries consider increas-
ing of sale as the most important benefit. 48% of the Slovak companies use discount 
with the aim to reduce stock surplus and 40% of them would like to attract new cus-
tomers. On the other hand, 50% of Czech companies are focused on attracting new 
customers. 
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Graph 5  Benefits of discounts from the business entities’ point of view 

 
Source: own results 

 

Regarding the reasons why the business entities use gift items for free as sales 
promotion tool, we found out that 68% of Slovak companies are oriented to build long-
term relationships with their customers (see graph 6) or to stimulate repeat purchase 
(36%). There is a psychology to sales and selling and reciprocity matters. Giving away 
free gifts and free samples is a prime example of reciprocity. Customer may not buy 
directly after receiving a free reward, but when they do become sales-ready, the likeli-
hood is that they will remember their obligation to the company who gave them some-
thing. To be more open to the possibility of buying from them (Bain 2013). A half of the 
Czech business entities try to build long-term relationships with their customers by of-
fering them gift items for free. 

 
Graph 6  Reasons of using gift items for free 

 
Source: own results 
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2.3 Discussion 

There are many studies dedicated to the consumers ‘attitude and behavior in the 
field of organic food market. Based on published results we know why consumers buy 
organic food, whether they trust in organic food or consider the price of organic food to 
be adequate. However, there is a lack of research studies that would be focused on the 
practices of business entities, especially their using of sales promotion tools at the or-
ganic food market. Therefore, the most important benefits of the presented paper are 
results of conducted research and recommendations for more effective sales promotion. 

Based on collecting data, their processing and evaluating we suggest recommen-
dations for Slovak and Czech producers and retailers as follow:  

 Samples and tastings – sampling has become an integral part of the sales pro-
motion mix. Marketers commonly use product samples to stimulate consumer 
interest (Wadhwa et al., 2008).  Based on our consumer research we can claim 
that Slovak and Czech consumers are very interested in this sales promotion 
tool. At the same time, they are very excited to try new products in this way. 
Samples and tastings enable to introduce new product to consumers or to re-
ach new customers. Since only 54% of Slovak and 69% of Czech consumers 
have previous experience with organic food samples or tastings, producers 
and/or retailers should use this tool more intensively. 

 Discounts and discount coupons - marketers have long realized that coupons 
can serve as advertisements that attract new customers and inspire gratitude 
and loyalty among existing ones by delivering important messages about a 
company. The effect has become stronger in recent years as technology has 
enabled businesses to personalize their coupons. If businesses realized how 
powerful this increased awareness can be, they would take as much care with 
coupons as they do with other marketing materials, striving to delight custo-
mers, not simply to close a deal (Venkatesan and Farris, 2012b). In terms of 
the vast majority of Slovak (79%) and Czech consumers (83%), business en-
tities in these countries use discount coupons or discounts sometimes or not at 
all. However, the consumer interest in discounts and discount coupons is very 
high. 

 Multi-packs – multi-pack products are way to enhance consumers’ purchase 
weight as well as raise assortment purchase. However, it is necessary to pro-
vide consumers a viable selection of products that meet their needs at the price 
they are willing to pay (Davey and Florio, 2016). A multi-pack product also 
reduces the cost involved in the packaging of the product. Multi-packaging also 
helps in clearing the old stocks quickly. In case of new products, multi-packs 
help generate trial and familiarize consumer with a larger part of brand’s range 
in one go. A multi-pack product also helps in retaining brand loyalty so that 
consumer does not switch to some other brand too easy. Moreover, products 
of daily use sell more when are sold as a multi-pack (Pandey, 2011). 
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Conclusion  

 
Based on the research results the aim of the presented paper was to find out cur-

rent state of using consumer-oriented sales promotion tools at the organic food market 
and to suggest recommendations for improvement. We set two research questions: (1) 
Which tools use of sales promotion do business entities in the field of organic food in 
Slovakia and Czech Republic? (2) What is the attitude of the producers and retailers of 
organic food in Slovakia and Czech Republic to the selected tools of sales promotion? 

In terms of Slovak and Czech business entities, we can conclude that the most 
used consumer-oriented sales promotion tools are information materials, merchandising 
and multipacks. The most implemented sales promotion tools represent non-monetary 
tools that do not cause any other additional costs for retailers. They are easy to use. On 
the other side the least used tools are games and contests; loyalty programs and gift 
items. Based on evaluating of the average assessment of individual tools we found out 
that the sales promotion tools are used just often (the average rating of all tools was 
higher than 3 which correspond to the frequency of often to never). The results point to 
insufficient implementation of sales promotion tools at the organic food market and 
probably low interest of business entities to them. 

Furthermore, we focused also on the attitude of business entities to claims that 
indirectly relate to using of consumer-oriented sales promotion tools in practice. If we 
generalize obtained results, the Slovak business entities claim that consumers are loyal 
to one organic food brand and are not price sensible. At the same time, they have 
enough information about products they are buying. Consumers are motivated to buy a 
certain product by discount coupons and/or samples and tastings at the point of pur-
chase. The results did not testify to the discounted products would be sold easier. More-
over, this part of research revealed that merchandising is important sales promotion tool 
not only in Slovakia, but also in the Czech Republic. Differences between these two 
countries are recorded in the consumer loyalty to one organic food brand. In terms of 
the Czech business entities, consumers are not informed about product they are buying 
adequately. Discount coupons and/or samples and tastings at the point of sale motivate 
Czech consumers to buy presented product, too. 

Majority of the Slovak and Czech business entities provide discounts to increase 
sale of products. The main reason why they give away gift items is to build long-term 
customer relationships. These results reveal focus on their financial benefits of sales 
promotion more than on the benefits for consumers.  

Finally, as we identified the lack of studies dedicated to sales promotion application 
by business entities at the organic food market, the most important benefits of the pre-
sented paper are results of conducted research and recommendations for more effective 
sales promotion. Moreover, the results of consumer research that we conducted previ-
ously confirm the results presented in this paper. As we found out (in the previous 
consumer research), the consumers were not faced with very encouraging sales promo-
tion activities when buying organic food. It is confirmed by the results of this research - 
the use of consumer-oriented sales promotion tools by producers and retailers are con-
sidered to be insufficient. 
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