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Rerum cognoscere causas at valorem...

Highly developed countries are characterised by a consideglyéy of
goods and services on the market. Healthy competition should dknhiva
quality products from it. This is, however, a complex and permanent process,
just to mention the fact that the market, especially idal dimension, is
constantly flooded by a stream of new manufacturers and distrilmftensg
their innovative products.

Before they are verified by the market, a great dealoosemers is
exposed to purchasing goods and services of unsatisfactory qudlibftan
even defective or hazardous.

The problem of quality of goods does not refer only to highly developed
countries, but all countries and every economy. It requires thorougfsesal
considering the special character of this diversity.

The monograph presented to the Reader consists of a dozen or so
chapters, in which the Authors from different places of thddipresent their
standpoints, analyses and scientific achievements retatdtie broadly
understood area of consumer and protection satisfactioaldbisne the titles
in the "Commodity Science in Research and Practice" publishing series.

The book is designed mainly for academics and students exploisng th
discipline of knowledge as well as practitioners profesdipnizaling with
creation of quality and commodity protection.

Dear Reader, | wish you would consider the book an interesting read,
a source of knowledge and an inspiration for creative work.

Andrzej Chochot






FRL INSTRUMENT - POLISH SAMPLE

Urszula Balon, Joanna Dziadkowiec, Tadeusz Sikora

Department of Quality Management, Cracow University of Economics
dziadkoj@uek.krakow.pl

Introduction

The FRL instrument was developed by MAPP — the centre foanase
on customer relations in the food sector. MAPP is a part of SchBoisifiess
and Social Sciences (Aarhus University, Denmark) and cantiesesearch
on the development, marketing and distribution of foods.

In 1993 they conducted the research to develop an instrument that can
measure food-related life style in a cross-culturallydvalay. To this end,
they collected a pool of 202 items, collected data in three tgesin
(Dennmark, United Kingdom and France), and have constructed scales based
on cross-culturally stable factor patterns. These scales weneshbibjected to
a number of tests of reliability and validity. Finally theseated the food-
related lifestyles instrument - a 69-item questionnairesoméizg 23 lifestyle
dimensions in five major life domains, including ways of shopping, ogoki
methods, quality aspects, consumption situations, and purchasing motives
[Grunert at all, 1993]. Next step was applying the set of st¢al@sfourth
country (Germany), in order to further test the cross-cultudaityaof the
instrument [Brunso&Grunert, 1995].

Because of initial analyses of cross-cultural validityvadl as its intra-
cultural stability came to positive conclusions, the instrumemrew
successfully applied over the years to various European and non-Europea
food cultures [Sholderer at all, 2004]. A large number of MAPP projezss
focused on cross-cultural comparisons, the analysis were applied i.a. in Great
Britain [Grunert at all, 1995c; Bredhak&Grunert, 1997; Sholdateal.,
2002], Germany [Grunert at all, 1995b; Bredhal&Grunert, 1997], Spain
[Bredhal at all, 1996], Denmark [Brunso at all, 1997], France
[Bredhal&Grunert, 1997; Grunert at all, 1995a; Bredhal at all, 199 final
version of FRL instrument was proposed in 2004, as the resulf as o
cumulative comparative analysis data collected in 5 countgiesiderer at
all, 2004].



Currently, over 20 years after the publication of the first ephd=RL
remains the most commonly used tool for consumer research areals
related to food and nutrition. According to Science Direct datalizere are

over 50 thousand of publication, in which the FRL concept tool wak atse

least as one of the elements of the research. The popofatig FRL concept
is confirmed by the number of citations — according to PublisheoistP
database, the basic papers about FRL instrument were citedl &ft 289

times, including 229 positions refers to the first publicationdoots FRL

[Grunert at all, 1993; Brunso&Grunert, 1995], and 60 to the newovecos

the tool cross-culturally validated in 2004 [Sholderer at all, 2004].

The purpose of the present paper is to apply the FRL instrumstutdy
Polish food related lifestyles

Material and methods

The basic instrument used in survey was the 69-FRL questiennair

consisting of 23 scales with three items each (Sholderdy 20@4]. Only one
scale was slightly modified — according to the results Bblagsh pilot study,
the item “| prefer fresh products to canned or frozen products” werengplit

two separate items: “I prefer fresh products to canned products” andeft pre

fresh products to frozen products” (table 1). All items aredrate 5-point

Likert-type scale. In addition, the questionnaire contained demographic data

Table 1. FRL questions

I. Ways of shopping

Importance of product information

Z1 To me product information is of high importantaeed to know what the product contaips.

Z2 | compare product information labels to decideol brand to buy.

Z3 | compare labels to select the most nutritimoif

Attitudes to advertising

Z4 I have more confidence in food products that | hesen advertised than in unadvertised
products.

Z5 | am influenced by what people say about a jomdiuct.

Z6 Information from advertising helps me to makédyebuying decisions.

Enjoyment from shopping

Z7 Shopping for food does not interest me at all.

Z8 Shopping for food is like a game to me.

Z9 | just love shopping for food.

Specialty shops

Z10 | Ilike buying food products in specialty stores wéhecan get expert advice.

Z11 | do not see any reason to shop in speciattgl &iores

Z12 | like to know what | am buying, so | often agkestions in stores where | shop for food.

Price criteria

Z13 | notice when products | buy regularly change iicear

Z14 I look for ads in the newspaper for store siecnd plan to take advantage of them when |
go shopping.




Z15

| | always check prices, even on small items.

Shopping list

Z16

Usually | do not decide what to buy until | &the shop.

Z17

Before | go shopping for food, | make a liseorything | need.

Z19

I make a shopping list to guide my food purelsas

Il. Ways of cooking

Interest in cooking

Gl | do not like spending too much time on cooking.

G2 | like to have ample time in the kitchen (fookmg/preparing meals).

G3 Cooking is a task that is best over and donle. wit

Looking for new ways

G4 I look for ways to prepare unusual meals.

G5 Recipes and articles on food from other culinaaglitions make me experiment in the
kitchen.

G6 | like to try out new recipes.

Convenience

G7 We use a lot of ready-to-eat foods in our hoalkkeh

G8 Frozen food account for a large part of the fomatiucts | use in our household.

G9 | use a lot of mixes, for instance baking miaad powder soups.

Whole family

G10 | The kids or other members of the family alwhglp in the kitchen; for example they peel
the potatoes and cut the vegetables.

G11 My family helps with other mealtime chores,tsas setting the table and doing the dishes.

G12 | When I do not feel like cooking, | can get @fithe other members of my family to do it.

Planning

G13 | always plan what we are going to eat a coaptiays in advance.

G14 | What we are going to have for supper is vetgmoé lastminute decision.

G15 Cooking needs to be planned in advance.

Woman's task

G16 It is the woman'’s responsibility to keep thmilg healthy by serving a nutritious diet.
G17 Nowadays the responsibility for shopping andkatg ought to lie just as much with the
husband as with the wife.
G18 | consider the kitchen to be the woman’s domain
Ill. Purchasing motives
S1 Being praised for my cooking adds a lot to nifresteem.
S2 | am an excellent cook
S3 Eating is to me a matter of touching, smellingtitasand seeing, all the senses are involved.
It is a very exciting sensation.
Security
S4 | only buy and eat foods which are familiar te.m
S5 | dislike everything that might change my eatiadits.
S6 A familiar dish gives me a sense of security.
Social relationships
S7 | find that dining with friends is an importgydrt of my social life.
S8 Over a meal one may have a lovely chat.
S9 When | serve a dinner to friends, the most ingmdrthing is that we are together.
IV. Quality aspects
Health
Q1 To me the naturalness of the food that | bugnigmportant quality.
Q2 | try to avoid food products with additives.
Q3 | prefer to buy natural products, i.e. prodwathout preservatives.




Price/quality relation
Q4 It is important for me to know that | get qualior all my money.
Q5 | compare prices between product variants iermtal get the best value for money.
Q6 | always try to get the best quality for thethmtce.

Novelty
Q7 Well-known recipes are indeed the best
Q8 I love to try recipes from foreign countries.
Q9 | like to try new foods that | have never tadbetbre.

Organic products
Q10 | make a point of using natural or ecologicald products.
Q11 | always buy organically grown food productkhfave the opportunity.
Q12 | do not mind paying a premium for ecologicalqucts.

Taste
Q13 Enjoying the taste of food products is impdrtarme when | am eating
Q14 It is important to me to be able to eat delisifood on weekdays as well as weekends
Q15 | enjoy a good meal.

Freshness
Q16 | prefer fresh products to canned or frozempets.
Q17 It is important to me that food products aeslir.
Q18 | prefer to buy meat and vegetables fresh raktiza frozen.
Q19 | prefer to buy meat and vegetables fresh raltae canned.

V. Consumption situations

Snacks versus meals
K1 | eat before | get hungry which means | am néxergry at mealtimes
K2 In our house, nibbling has taken over and reglaset eating hours.
K3 | eat whenever | feel the slightest bit hungry.
Social event
K4 Going out for dinner is a regular part of outieg habits.
K5 | enjoy going to restaurants with my family ancfrils
K6 We often get together with friends to enjoy asyeto-cook, casual dinner.

Source: based on: Brunso & Grunert, 1995; Dziadkoyw2013; Sholderer at al.,
2004;Consumer segments 2008

Data collection process consisted of two steps. In the feptdsta was
collected by personal interviewers, a quota samples based ar maj
demographic and geographical criteria, in the second stage the onriag s
was used. After rejection of incomplete on-line surveys (at6éb), the
finally sample size was 948 (413 results for personal irewviand 513 for
online survey). Demographic profile of the sample surveyedeisepted in
table 2.

Results and discussion
Ways of shopping

Product information are considered by the respondents when shopping
for food, most of them agree that it is importamkhow what the product
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Table 2. Demographic profile of the sample surveyed

Variable Percentage] Variable Percentage
Gender Education
Female 67,51% Higher 62,249
Male 29,54% Technical 13,92%
No answer 2,95% Secondary 14,03%
Proffesional 6,549
Age Primary 0,32%
20-34 46,849 No answer 2,95%
35-45 33,33% | Number of persons in the household
46-64 13,089 1 11,39%
pow. 64 3,809 2 24,16%
No answwer 2,95% 3 22,57%
4 22,78%
Occupational status 5 and more 16,14%
Student 18,35% No answer 2,95%
Self-employement 4,54% | Number of children in the household
Full time 55,38% None 39,879
Part time 6,969 1 40,96%
Retired 6,969 2 40,77%
Unemployed 4,75% 3 and more 18,27%
No answer 3,06% No answer 2,95%

Source: own research

contains. Product information is also widely used to compare onegbraiti
another. Many of the respondents claim that they are influencetdtyother
people say about a product, but not by advertisements. Many of thamwenrs
do not enjoy shopping for food. This is also the case with regard tialépec

food shops, most of respondents do not see any reason to shop inyspecialt

food shops.

Polish consumers seem to be price conscious, they generalkyieas
and notice when products change the prices. They often makebaftst

they go food shopping, but also often shop spontaneously, without planning

(Fig.1.).
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Ways of shopping

strongly agree

neither agree
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D mean standard deviation |

Figure 1. Construct ,Ways of shopping” - results
Source: own research

Cooking methods

The majority of respondents have positive attitude to cookinglend t
rather do not agree that cooking is just something to getasbdone with.
Respondents are interested in seeking out new methods of cookiyingn t
new recipes and in looking out for new recipes and ideas. A contrary they are
not interested in using ready-to-eats and pre-packed foods. Rumtistincers
rather disagree that that the woman is responsible for food shopping, cooking
and the health of the family. They believe that responsiliditgooking ought
to lie just us much with the man as with a woman. Most respondecitse
that meals are not planned in advance and the supper is t@madhst minute
decision (Fig. 2.).

Cooking methods

strongly agree

neither agree nor
disagree

strongly disagree

| O mean standard deviation |

Figure 2. Construct ,Coocking methods” - results
Source: own research
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Purchasing motives

Self-fulfilment through food play an important role in the lives of Polis
consumers. They generally rather agree that being praisteefiocooking is
important to them, although they are rather do not regard thencekleat
cooks. A majority indicate that meals are important in the gbrmetheir
social lives and that dinning with friends is a good opportuaigpend some
time together. The issue of security is rather not importantséirveyed
respondents, they have no problem with unfamiliar foods andrétiesr do
not agree that they dislike everything that might change #dading habits

(Fig. 3).

Purchasing motives

strongly agree

neither agree
nor disagree

strongly disagree

S1 S2 S3 S4 S5 S6 S7 S8 S9
O mean standard deviation

Figure 3. Construct ,Purchasing motives” - results
Source: own research

Quality aspects

All quality aspects seem to be important for Polish consunherdhe
issue of health aspect of food they declare that natesalfethe food is an
important quality and that they try to avoid food products with additives. The
price/quality relation, health and freshness are also impauatity attributes
for Polish consumers, but they are not for buying organic produibts.
respondents are rather not interested in novel aspects of fgoutsteying
recipes from other countries or trying new food products (Fig.4).

Consumption situations

Surveyed respondents rather are not snacking food consumers — they
often eat whenever they feel the slightest bit hungry, butksma do not
replaced set eating hours. Polish consumers enjoy going toreegsawith
friends, but rather do not eat out regularly (Fig. 5.).

13



Quality aspects

strongly agree

neither agree
nor disagree

strongly disagree
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Q10

| O mean M standard deviation|

Figure 4. Construct ,Quality aspects” - results
Source: own research

Consumption situations

strongly agree

neither agree
nor disagree
strongly disagree I I
K1 K3 K4 K5 K6

K2
Omean M standard deviation

Figure 5. Construct ,Consumption situations” - results
Source: own research

Conclusions

This study provides an insight into the lifestyles of food conssirime
Poland; the results confirm that FRL is an affectiverimsent to food related
life styles, the overall characteristic of Polish food conssne defined in
five research constructs: cooking methods, purchasing motivestyquali
aspects and consumption situations.

The results of the study will be used as a basis for ragtensive
examinations of differences and similarities between Polishdondumers,
according to the methodology proposed by the authors of FRL insttume
Next steps of analysis could be e.g. identyfing the food reldiestlyles of
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Poles, based on pre-defined, verified theoretically and padigticonstructs
and dimensions of FRL instrument, identifying the differencesvdmmt
consumers, conducting the segmentation of Polish food consumers.

This study provide a new ability to study food related lifestyle
preferences and behaviors in Poland. Using the verified, crassatlyltested
instrument seems to be a good way not only to get a relialbléstdsut, most
importantly, it allows to create the basis to cross-cultural congueis
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THE APPLE JUICES MARKET- CONSUMERS
BEHAVIOUR AND SENSORY ACCEPTANCE

Marta Czarnowska, Sylwia Kemska, Joanna Michalak,
Monika Urbaniak, El zbieta Gujska

Department of Commaodity and Food Analysis,
Faculty of Food Science, University of Warmia and Mazury in Olsztyn
marta.czarnowska@uwm.edu.

Introduction

Diet has a huge impact on occurrence of civilization diseasdading
cardiovascular diseases and cancers. Vegetables andafeiits particular
importance in the prevention of these accidents. According to the
recommendations of the World Health Organization, fruits and velgsta
should be eaten at least five times a day (WHO, 2004). Palefiyushoose
apples which have a high content of biologically actawmgounds. It has long
been known that apples favorably affect the functioning of the whole
organism. Still up to date remains the saying "An apple a dggkbe doctor
away". Apples can be consumed in various forms, including pratesse
products like juices and nectars (Osaisid, 2009). Fruit juices, in terms of
the properties and composition, are the most similar to the hdituita
(Hoffmann, 2011).

In the past few years in Poland, the production of juices and séxthe
most dynamically developing branch of vegetables and fruits procegsmg. |
a very prospective industry (Ptocharski et al., 2013b). Poligle juidustry
currently occupies a prominent position in the European Union. Companies
from Poland are well known in European countries, espeaéal@entral -
Eastern Europe. These companies for many years proceed a pblicy
expansion (Pawlak, 2013). Moreover, Poland is the largest produceitsf fr
in Europe, most of which are apples. In 2008 a record amount, compared to
previous years, of 2 830.9 tons was produced. Poland is the third profiucer o
apples in the world. The leaders are China and the United Stedgmowicz,
2009). By contrast, in the amount of concentrated apple juice piaadluct
Poland ranks second after China (Nosecka, 2004; Dziwulski, 2011).

In retail manufacturers offer wide range of juices, necha drinks,
including functional products. There are many types of juice, depgmh

17



the adopted criterion. For example, due to the type of intermediattaral
juices, freshly squeezed (NFC), and made from concentratesl gan be
mentioned. Due to the use of thermal processes - pasteurized and
unpasteurized, so-called one-day juice. In contrast, in ternmpefeance and
consistency there are puree, naturally turbid and clear juices
(http://www.kups.org.pl).

The Regulation of the Minister of Agriculture and Rural Degeent
(2003) sets out the requirements on the quality of commercialjdifces
produced in Poland. Fruit juices are divided into:

a) natural juices (NFC-Not From Concentrate) obtained by squeaziitg f
tissues and then subjected to pasteurization; known as pressed j
turbid or clear.

b) concentrated fruit juice obtained from raw juice by removing phthe
water in the process of evaporation, osmosis, reverse osmosis er freez

c) juices made from concentrated juice FC (From Concentrate), obtained by
restoring the flavor and the addition of amount of water rechalvging
thickening. Due to the large number of processes used in their poygucti
juices made from concentrate are significantly differeatnfrthe raw
material in terms of taste and aroma (Hoffmann, 2011).

According to Ptocharski et al. (2013a), in 2007-2010 the consumption of
juices and nectars in Poland amounted to about 20 | per capités mbar the
average consumption in the EU, which is 22.7 | (Strojewska, 2012). Neyday
the steady increase in the consumption of fresh and naturallg jurtes is
observed. From several different types of apple juices eafféen retail,
consumers are increasingly choosing those of a low degree efpiog, such
as natural turbid juices, because of their high nutritional leeadth values
(Ptuciennik et al., 2011). This shows that the behavior of consurnetise
juice market is increasingly dependent on their growing emess of the
connection between the nutrition and health (Kowalczuk, 1999). In addition,
a growing demand for new kinds of puree and turbid juices, such as
"smoothie" or sodas juices - "schorle fruit" is noticed. Maclufi®rs are
trying to meet the changing expectations of consumers (MitdkGasik,
2012). However, still, the most popular among consumers are juices made
from concentrate with most preferred flavors of orange and apple.

According to Barytko-Piekielna et al. (2002), the main factors
influencing the consumer choice of a certain juice product,h&resénsory
guality, such as taste, smell, color and clarity. In additiothéo sensory
properties, the impact on the juice purchasing decision havehaldppe of
packaging, price and consumer habits. Kowalczuk (1999) pays alsal spec
attention to the complex determinants of consumers behavior on thet miark
fruit juices, including apple and vegetables juices. Factofisencing
consumers consumption and purchasing habits of these products deel divi
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into: motivating (nutritional value, taste and brand loyaltsfimulating
(advertising, availability, sales, promotion). Until quite katifle author also
noticed the limiting factors, such as low awareness of theiootitvalue and
price. At that time Kowalczuk (1999) suggested to support theerge
nutrition education. This will help to increase consumer aves® about the
benefits of fruit juices consumption, which are, for example, high contents of
essential nutrients (micro and macro elements, vitamins, poigshand
other ingredients). These compounds provide proper functioning of the who
organism. What is more, juices help digestive processes and quinensth t
(Cicha, 2000). Despite emerging opinion on juices high-calorie vahae a
their impact on obesity, it should be noted, that a moderate juideiof 200

ml per day, do not affect weight gain and should be an important contpone
in the everyday diet (Markowski et al., 2012).

In a free trade economy, product not meeting consumers requirements is
eliminated from the market. Hence, it is important to monitmnstantly
consumers behavior and study the sensory acceptance of productkréhere
the aim of the study was to evaluate consumers behavior on tleej@pp
market and to examine their sensory acceptance of selgupel jaices
available in retail.

Material and methods
Questionnaire

The survey was carried out among a group of students from the
University of Warmia and Mazury in Olsztyn. The study involvesi
respondents. The research tool was a questionnaire consisting phrts.

Part | included questions about gender and monthly income of the
respondents. Part Il consisted of six closed questions concéehairtabits
associated with apple juices consumption and purchasing. The questiens we
designed in the way to assess consumers attitudes in refatqple juice.
Respondents could choose one answer. The survey was anonymous. The
questionnaire was developed based on the available literdargtko-
Piekeilna and Matuszewska, 2009; Babicz-Z&ka et al., 2008. The results

of the survey were presented graphically (Fig. 1-3).

Assessment of the sensory acceptance of selected apple juiogs us
a hedonic scale

Test material were three different apple juices: leshty squeezed,
unpasteurized in a glass bottle of 250 ml; 2 - pressed (NRG from
concentrate), pasteurized in laminate cardboard of 1 I; 3 - rirade
concentrate, pasteurized juice in laminate cardboard of 1 juisks were
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purchased in retail chains in Olsztyn. Selected products cor@dance with
the declaration of the manufacturer on the product package,amalyzed
during shelf life, immediately after opening.

Assessment of the sensory acceptance of apple juice viaswed with
scaling method using a 9-point hedonic scale. The scale whse forin of
nine linked squares with the terms of individual quality levdls— |
particularly do not like 2 —I do not like very muglt8 —I do not like 4 4 do
not like a little 5 —1 neither like nor dislike6— 1 like a little bit 7 - I like, 8
—1 like very much9- I particularly like After each juice sample examination,
respondents marked degree of acceptance of each product cisi@ctad
had possibility to serve their comments. The results wererded on the
assessment card. The evaluation was conducted by a team corgig€8hg
students who knew the principles of sensory analysis and takengarch
experiments earlier. Juice samples were analyzed in the lafyoohsensory
analysis. The participants received properly prepared coded jaitgdes in
glass containers in an amount of about 20 ml. The following juices
characteristics were tested: color, taste, smell and clahiyeValuation was
conducted in accordance with the requirements of Polish Norm BN IS
6658:1998. Sensory analysis. Methodology. General guidelines.

Results and discussion

First part of the research consisted of the survey ompipde juice
drinking and purchasing habits of almost 100 students from the rdityvef
Warmia and Mazury in Olsztyn. In the second part, the same grokpart
in the consumer acceptance assessment of three selectedi@pelélj-made
from concentrated juice, pasteurized; 2-freshly squeezed, unpaste 3-
pressed, pasteurized) using 9—point hedonic scale.

Conducted surveys have shown that participated students very rarel
drink apple juices, despite their nutritional value (Fig. 1)nf&sy as 35.7%
of respondents declared that they drink apple juices not oféentttice a
month.

Kowalczuk (1999) states that the frequency of consumption ofdicés

is highly dependent on the demographic and economic characsenstic
respondents, such as gender, age and their income. Results sitidies
conducted by the author presents, that that women are morethk@lynan

to drink fruit juices. Age also plays an important role. Jiaee the most
popular among young people, under 25 years of age. According to the abov
and the results of obtained results, it can be concludedhthahain reason

for such a rarely apple juices consumption, is the low income of the
interviewed students and relatively high prices of these produasntome

of majority of respondents (92.9%) was in the range of 800 - 1500 PLN. Wha
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is more, up to 39.8% of respondents declared that the choice of appl&sjuic
primarily guided by the price (Fig. 2). The type of juice (fitgssqueezed,
from concentrate, pasteurized, etc.), as confirmed by more than 30% of
respondents, is also one of the most important factors whemgnaécision

to purchase juice. Next significant factor for 26.5% of respondeitdrand

of apple juice. This is also confirmed by the results obtainetldierek
(2011). When asked about consumers' opinion about the main factors
determining the choice of fruit juice, 24% of respondents indichgdttwas

the product brand.

2,0% 8,2%

35,7% 19,49 ®everyday
2-4 times a week
monce a week
m twice a month
m exceptionally

34,7%

Figure 1. The frequency of apple juices consumption by respondent

2,0% 1,0%

W price
brand
m type of juice
Evolume
m other

26,5%

Figure 2. Factors which influence respondents choice of thgarticular
apple juice
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In turn, the most common factor, which influence respondents cbbice
the particular apple juice (42.9% responses) is the tasge 3 This is
confirmed by the results of a study conducted by Kowalczuk (1999). ifaste
one of these factors, which has a huge impact on the purchasispuieaf
consumers. As showed by the author, it is especially importantofang
people under 25 years of age, which corresponds to the age of thesstudent
who took part in our survey. Unfortunately, only 12% of respondentargecl
that they buy juice for health reasons (Fig. 3). This can résrt low
knowledge of students about the beneficial effect of apple goenpounds
on the human organism.

5,1%

0,
31,6% m thirst

health reasons
m habit
H taste

42,9%

12 20 m other

8,2%

Figure 3. The reasons why respondents buy apple juices

The results shows that respondents prefer those juice packeljicty
is laminate cardboard (75.5% responses) with a capacity &812%). This
may result from the convenience of using this type of packagineriala It
is lighter than glass bottles (24.5% responses) and is natsaspsible to
mechanical damage as glass. In the studies conducted by U¢2@ték of
consumer demands on the quality of fruit juices and theirgopuog, it was
indicated that over 80% of respondents of 25 years of age tend to qisiose
pack "carton". The most common place of apple juice purchasing by the
surveyed students in our questionnaire, was a supermarkat.60%e of
respondents prefer this place. This may be due to lower prpdoes and
frequent promotions compared to local shops.

Assessment of the sensory acceptance of selected juicesidants
shows that apple juice from concentrate received the highiesige rating of
acceptance - 6.5 (Fig. 4). This means that evaluators puyirtidact between
definitions “I like" and "I like very much".
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6,1 6,2

O P N W A O O N
1

from concentrate freshly squeezed pressed

Figure 4. Overall rating of apple juices acceptance

At the same time, the apple juice from concentrate redd¢he highest
rating of consumers acceptance of clarity, which is 6.8 (Fig. thests
during the sensory evaluation, could also write down their commentise
quality parameters of tested juices. They usually descritgedarity of juice
from concentrate as clear, without sediment, without cloudingedBas the
obtained results it can be concluded that consumers prefeapigle juices
without suspensions, turbidity, and natural sediments. This mayds®e their
habits. This is also confirmed by a study conducted by Kowalczuk (1999).
Products made from concentrated juices are the most popular amosg Pole
Therefore, the sensory attributes of these products are weilrk to
consumers.

7 - 6,8
6,0

6 55
5 -

4 -

3 i

2 i

1 i

0 i

from concentrate freshly squeezed pressed

Figure 5. The assesment of clarity acceptance of selected applieg¢s
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o = N w ES ol » ~
1

from concentrate freshly squeezed pressed
Figure 6. The assesment of color acceptance of selected applegsi

The juice from concentrate also received the greatesptatwe of the
color, at the level of 6.7 (Fig. 6). The results suggesttltieatvaluators prefer
apple juice with an intense, expressive, dark-yellow color. Huaisised juice
received similar ratings of acceptance of taste (Figand smell (Fig. 8) to
the tested freshly squeezed juice. However, respondents, wheribitey
their opinions about the taste of juice from concentrate, oftemdfit slightly
sour, little sweet, quite artificial. The aroma was descr as pleasant enough
but artificial and little natural. Students preferred morenieiral flavor and
smell of fresh apples.

6,1

o = N w ES ol ()] ~
1

from concentrate freshly squeezed pressed

Figure 7. The assesment of taste acceptance of selected applegjsii
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7 6,4 6.8

6 - 5,4
5

4 -

3

2

1 -

0 -

from concentrai freshly squeeze presse

Figure 8. The assesment of smell acceptance of selected applegsi

Second place, in terms of general sensory acceptanbetheitating of
6.2 received freshly squeezed juice (Fig. 4) which corresporuetiet
definition “I like”. Taste at the level of 6.2 (Fig. 7), and dme5.8 (Figure 8),
were evaluated as for the apple juice from concentrate e aMittle bit
higher. Most evaluators stated that the freshly squeezed juice éstenzed
by gentle, natural, pleasant taste of fresh apples. Similaroogimiccurred
regarding aroma of this juice. The rating for color acceptance wias letvel
of 5.9 and ranked the fresh juice after juice from concentrate efocelzthe
pressed one (Fig. 6). Evaluators identified fresh juice caloclaar, straw-
colored, not much similar to apple juice. Many students detldrat the
freshly squeezed juice with its appearance and color resethblésice of
citrus fruits. In a study conducted by Pyryt and Raka (2010), sensory
characteristics of fresh unpasteurized apple juices wateaged using a five-
point method. The results obtained by authors indicated a very togip-a
tance of these products smell (4.6) and taste (4.0). Lower defgreeeptance
received the color of the fresh juice (3.5). The evaluators fdahad it
significantly differed from the natural color of raw applécg. In our study
students commented also on the fresh juice clarity. The obtaitied (6.0)
would certainly be higher if there were no turbidity and sediment (Fig. 5).

Among the tested products the pressed apple juice received tbst low
rating of general sensory acceptance, 5.2 (Fig. 4). This ealuesponds to
the definition "I neither like nor dislike". At the same tintbis product
received the lowest ratings in all others evaluated sesbaracteristics, such
as taste, smell, color and clarity. Taste acceptancevestenly 5.3 (Fig.7),
while the smell - 5.4 (Fig. 8). The evaluators defined tasi@ smell of
pasteurized pressed juice as unpleasant, artificial anikedahe aroma and
flavor of apples. As for the color, rate of acceptance wmly 4.6 (Fig. 6)
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because of its brightness, paleness and low intensity. Usfingidas of the
hedonic scale, the color of the pressed juice was betweentdmaetds: "l do
not like a little" - "neither like nor dislike". Also, theaglty of this juice was
not willingly accepted (5.5) due to its very rare, watery appear&iges).

Conclusions

In recent years the apple juice market in Poland has strdegbloped.
At the moment manufacturers offer a wide range of diffegrgs of juices.
Consumers are increasingly choosing naturally turbid fresteguiboth
pasteurized and unpasteurized.

According to the conducted studies, the main reason for apgle jui
seldom consumption in the group of students, seems to be thaimdome
and relatively high prices of these products. Unfortunatelyesits do not
appreciate the health benefits of fruit juices, which may reutt their lack
of knowledge. This indicates the need for nutrition education &omearly
age.

Respondents appreciate the natural and pleasant taste and aroma of
freshly squeezed apple juice. However, due to the habit of drinléag &hd
of intensive color juices they still prefer and choose réten products made
from concentrate.
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Introduction

When processing information connected to choosing a product from a set
of offers available to consumers and then purchasing it, otie gitages of
this process is forming attitudes (Cunningh®acker, Kesek & Van Bavel
2009; 485) towards specific elements of such set. In a situathen
consumer perceives the offered products, the premises usethtatfiiudes
towards the perceived object are the default values invokaddonsumer’s
memory and situational factors (Boehner & Waenke 2004; 102) buaési
of the context of the perceiving situation, external stimofiuencing
consumer in the particular purchasing situation. The final chaick the
purchasing decision will be therefore influenced by the edis®rming
attitudes, including accessibility of the default values.

If processing information about the perceived product demands littl
cognitive involvement from the consumer, then forming his or tidudes
towards the product value is usually automatic (Kctgk 1997; 78). In
consequence, decision-making in the purchasing situation takesathaast
unknowingly for the consumer, and the formed attitude towardsdueict is
defined mostly by the emotional dimension. From the organization’'s
perspective, getting to know the factors conditioning the pramfefsgming
attitudes towards the designed product, including those infhgrease of
forming attitudes, seems to be a crucial question for the poterarékt game.
Finding an accurate solution for this problem is difficult, as tafpam the
overt attitudes, defined basing on direct consumers’ declaratioere are
also latent attitudes in play. These are unconscious emotionsranctioms,
sometimes unavailable due to peripheral path of information processing.
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Original methodology for measuring and classifying the levebeé ef
forming attitudes was developed at the Department of Quality gésnent at
Warsaw School of Economics (Doroszewicz 2010). Those methodsigexte
in 2011 to conduct a study on ease of forming consumer attitudasdow
attributes defining perceived value of toilet soap (Doroszewiobylinska,
Miller & Zbierzchowska 2011). Ease of forming consumer attitudestds
chosen attributes describing one dimension of the value — the quality of toilet
soap, i.e. towards its colour, scent, shape and appearance, as teelards
its packaging, was analysed and system of classificat@mdnawn up. It was
demonstrated that when it comes to how easily consumer attitedesraed,
packaging is categorized as “very high”, colour and appeaemngegh” and
scent and shape as “moderate”. Basing on the results ofuithy #t was
established that packaging is the crucial external stimudysremise decisive
when it comes to the purchasing decision about toilet soap. Catalr
appearance of toilet soap were classified as premisesondary order. As a
result, a research problem was formulated, concerning tleeoéderming
consumer attitudes towards chosen attributes of toilet sc&pgiag, in order
to identify a specific feature of packaging — a stimulus Wwigienstitutes the
very high accessibility of consumer attitudes towards product packaging.

The aim of identifying an attribute; Xf toilet soap packaging - a product
purchased in a situation of consumer’s low cognitive engagernuewards
which buyer shows the highest level of ease of forming attituslés reveal
a key premise of automatic processing of information in thatgn of
choosing a product, and in consequence of purchasing toilet soap by
consumers. This kind of knowledge cannot be overestimated whensaate
being taken to design accurately quality of toilet soapsilaliséd mostly in
supermarket chains.

Identifying that feature was the specific object of this stighsing on
the results of the study on the ease of forming consumardati towards
attributes of various products in situations of little cognitive involest, the
following working hypothesis was proposed:

»The attribute of toilet soap packaging towards which consusters/
the highest level of ease of forming attitudes is the dominant &olour

The object of the study

The object examined during the study in question is packaging,Itre va
of which (examined from the point of view of consumer’s needs andrm#sh
is analysed during the purchasing process. Packaging iea&wating on the
market as an integrated element of the product for purchase. dntérprise
packaging plays many important functions, especially in thes saiwl
distribution processes: it protects the product and securesiiity giacilitates
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transportation process and storage and functions as a mariketingment,
closely connected with marketing communication.

Packaging is treated here as an important promotion instruameina
source of marketing communication. Information directed to consusner
transmitted using verbal communications, in a written fomd, @onverbal —
in forms of drawings, photos, graphics and company logos.

In general, packaging perceived in its entirety, is a spetyfie of
medium for consumer - communication formed by the producer, concerning
most often the packaged product or the company itself. The pedoginality
of packaging influences the perception of quality and assessvhehe
product that is purchased. Packaging can strengthen or even prnezhiet
quality (good, desired), its usefulness, cost-effectivenesglogical
properties or other qualities of the product, as expected byummens
(Zbierzchowska 2012; 24).

The specific object of the study in question is packagingitsttsoaps
available on the Polish market, positioned as products of evenstagand
frequently purchased. The choice of the study subject was de¢ekriny the
ease of assessing its dimensional characterization petdejveonsumers.
Toilet soap packaging should be a relatively easy objessesament as toilet
soap is a frequently purchased product, perceived mostly through its
packaging, conditioned by low cognitive engagement in purchasing decision.

Taking into consideration the results of research carrigdad the
Department of Quality Management at Warsaw School of Econoimics
previous years (Doroszewicz, Zbierzchowska & Kaiska 2003),
(Doroszewicz, Kobytiska, Miller & Zbierzchowska 2011) it was assumed
that the dimensional characterization of toilet soap packamgnceived by
consumers and conditioning its perceived quality, is defined by the following
dimensions:

— dominant colour of the packaging front + X
— lettering of the packaging front -X
— symbolism of the packaging front sX

The following other packaging attributes can also be considered:
susceptibility to manipulate the packaging, aesthetics, pragefiivction,
guarantee of the contents staying intact, informational aspect.

A set of 7 toilet soap packagings (m=7) was chosen for tidy,stll the
soaps being available on the market in Warsaw — in supermarkéhe
southern part of Warsaw and in the city of Piaseczno. The chcseastand
their unit prices are presented below:

A — Nivea — 2,49 PLN, B - Luksjal - 1,39 PLN, C-Fa-2,29,PL
D — Luksja 2 — 1,29 PLN, E - Dove — 3,29 PLN, F — Soap Bar — 0,99 PL,
G — Palmolive — 1,89 PLN.
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When the object of the study is a packaged toilet soap perdeived
purchasing situation, the perceived value of the product cageberally
presented in a form of the following predicate

W(Q, M, C),
where: W~ value, Q — quality, M — brand, C — unit price.

In this work the object of the direct measurement were consumer
preferences towards value, unit price and brand of the soapll as tesvards
the given packaging attributes, i.e. attributes X

Samples for the study were prepared from packaging frontsasthey
independently presented the above-described features of thesthme
characterization of the packaged soap value, i.e. attribyies price C and
brand of the soap, represented by its logoThe samples were therefore a
source of stimuli mirroring soap quality W and k=4 chosen attritnftaslet
soap packaging: dominant colour,Xymbolism %, packaging lettering X
and soap brand represented by its logdt¥vas assumed that a sample should
emit only one stimulus, so that in the following sessions of thdys
consumers perceive independently four above-mentioned attrilmateslae
W. In consequence, in case of m=7 packagings and k=4 attributes 28
rectangular samples were created, mirroring the dimensiopaakaging
fronts, and including specific graphic elements closely mirgospecific
attributes of original packaging. In the case of consumdenarce towards
value W, sample had a form of a packaged toilet soap accordyrietailed
unit price. The purpose of the study was to conduct a covariatialysis
generally described by the following predicate:

W(X1, X2, X3, Xa, C).

The object and the methodology of the study

The object of the study were attitudes towards specially prdEamples
of 7 packaging fronts presented to consumers. Consumers then formed the
attitudes towards pairs of samples differing in relation terdain attribute,
f.i. X1, W etc. Consumers decided which of the samples in the pair they
preferred. Taking into account the number of elements of the styegt ob
m=7, the number of variables describing the object k=4 + Ibfatits X-14
and value W; preferences towards price pairs, for obvious reasensot a
subject of this study), every consumer who took part in the $tudylated
99 attitudes towards various variants of the assessed samples ¢mmbina

To achieve the intended goal of the study, a study schem@uwvasto
work, as presented in Figure 1.
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1. Preparation of samples mirroring attribules
and quality of m:itoilet soap packagings

2. Preparation of k + 1 questionnaires on consumer
preferences in the set of m=7 samples

v

3. Organizing consumers sample taking part in k+1
stages of the study

v

4. Conducting k + 1 series of consumer prefererjces
studies in relation to m=7 samples

v

5. Analysis of the consumer preferences study;
determining § sums

v

6. Classifying ease of forming attitudes towallds
attributes of toilet soap packaging

Figure 1. The scheme of the study conduct, directed towards clé#gg
ease of forming consumer attitudes towards chosen attributes
of toilet soap packaging.

Source: author’'s own materials

At the first stage of the study, samples mirroring k=4 ehasdtributes of
toilet soap packaging were prepared. According to the aboveeanedti
premises, samples were prepared in a specific way, the pagkemits being
scanned in order to eliminate any additional elements other thaa thos
mirroring the given attributes, f.i. logo of the brand X

At the second stage, questionnaires were drawn up to study consumer
preferences towards individual variables from the above-mentioaditate.
The task of the respondent was to fill in a matrix of pairedpasisons of
samples mirroring the given stimulu@Paired Comparison Analysis)
(Dobrowolska 2012).

At the third stage of the study, a purposive sample of 24 people from the
consumers population was constructed.
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At the fourth stage of the study, five assessment sessisasarducted
at intervals of c.a. one week, in the following order:

1. study of preferences towards dominant colouoXpackaging
study of preferences towards symbolissnaXpackaging
study of preferences towards letteringof packaging

study of preferences towards brandoXtoilet soap

study of preferences towards value W of toilet soap.

The authors of this work took part in each session, being responsible for
explaining the aim of the study, the object of the assessment and the rules for
filling in the paired comparison matrix. The assessment was im#éigee home
setting.

At the fifth stage of the study, Sinversion sums were determined for
orderings of seven samples, made one by one by the consumersan telati
specific attributes ¥4 Those orderings were in turn made in relation to
previous ordering made by the consumer basing on the assessed waflue W
the toilet soap (L=1+24 — assessing individual index).

At the sixth stage, the distribution oftSums was analysed, and basing
on the results, a classification of levels of ease of forminguroesattitudes
towards specific packaging attributeg4 and towards price of toilet soap
was made.

a e

Analysis of the study results

In Table 1 the values of Sinversion sums are presented, as determined
basing on the assessments made by consumers from the sarefdédn to
attributes X1.4. In order to analyse the differentiation of the mean values of
inversions sums of orderings presented in Table 1, a univariatgsesnof
variance was made. The results of this analysis are prdsefitable 2, where
— SS = total variance, MS = inter-group variance, F = Fiskaxtdest, p =
probability of sampling error. The results presented in Table 2 sutjge in
the set of § values, at the level of significanae0,05, the differentiation is
statistically significant.

In Figure 2 the character of the identified differentiatisnllustrated.
The chart suggests that the Sums differentiation is determined by variable
X4 — the brand of the soap.

Basing on the results presented in Table 1, a clagsificevas made of
the ease of forming attitudes towards attributessXThe numbers;n 3 of
inversion sums belonging to the appropriate variab#éihge § are presented
in Table 3.
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Table 1. The values of g inversion sums of orderings, determined
basing on the assessments made by respondents from the sample
in relation to attributes Xiz1 4

ID of the S, inversion sums of orderings
respondent X1 X2 X3 X4
W -15 -2 -6 9,8
MW -5 7 9 18,2
BK 5 1 9 15,4
IF -2 4 2 17,03
LK 6 2 14 12,83
MZ -8 13 5 11,2
TJ 9 -1 11 4,2
RK 9 4 12 17,27
WD 7 -10 -10 7
LP 13 11 -5 14
MJZ 0 -2 -2 5,6
AM -3 5 9 18,2
AP 6 4 -6 14,47
JP 3 -3 8 18,2
SL 15 -9 6 21
MD -11 11 3 11,2
WA 14 6 8 3,97
MU 9 17 5 12,6
PM 6 -6 4 4,2
MR 2 4 3 8,4
BC 10 4 -4 16,57
Pz 3 -3 -5 18,2
SW 13 -11 3 12,6
MID 12 15 13 21

Source: author’'s own materials

When the number of the samples that are subject to comparisef7 js m

the variability range of the inversions sums of ordering2ls S, < 21.
According to the rules of the proposed methodology of classifgves of
ease of forming attitudes, the object of the analysisrerenumbers of ;S
sums belonging in three separate variability ranges of those aardsfined

in the heading of Table 3. In the case of the consumers samrPle the
criteria numbers of ;& sums are respectively: for the range 0%, < 21 -
n2"=0,25n=6, for the range0S, < 21 - n'=0,5n=12 and for the range -21
S..<0 - n'=0,5n=12.
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Table 2. The results of the analysis of variance; dependant variable:
mean inversions sums of orderings in question; independent
variable: attributes category Xi=1.4

Univariate analysis of variance

SS Degreesof MS F p
freedom
Intercept 3245 1 3245 65,57 0,0000¢
Attributes
category 1704 3 568 11,48 0,00000
Xi=1,4
Error 4553 92 49,5
Source: author’s own materials
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Figure 2. Chart illustrating differentiation of the mean value of

inversions sums of orderings in question.

Source: author’s own materials
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Table 3. The number 1 30f S sums belonging respectively to the
variability ranges 10,5 5§, 21,0 S <2l and-21<S. <0

N2(si,L>10,5) N1(si,L20) N3(siL<0)
Attribute X ; in the range | inthe range | inthe range
10,5 S, < 0<S,<21 | -21<S5.<0
21
Dominant colour X; 5 18 6
Symbolism X, 5 15 9
Lettering X3 4 17 7
Brand X4 15 21 0

Source: author’'s own materials

The classification of the levels of ease of forminguadts is made using
x? test to verify following statistic hypothesis at thedewf significance
0=0,05:

Ho: Nisi=0= M
H1: Nygsi=0) > M
Ho: My(si,>10,5= o’
H1: Mysi>10,5> o’
Ho: Na(si,L<0)= Ng"
Ha1: Ng(siL<0)> Mg

Rejecting hypothesis ¢4 msi=0 = m° and accepting hypothesis::H
Msi0) > ', while simultaneously rejecting hypothesis Fbsi>105 = o’
and accepting hypothesisi:Hysi>105 > e, means that ease of forming
consumer attitudes towards the given attributes Xonsidered very high. No
grounds for rejecting hypothesis:Hysi105 = ', while simultaneously
rejecting hypothesis ¢ si=00= m" and accepting hypothesis:Hhsi o) >
", means that accessibility of consumer attitudes is consideged Ko
grounds for rejecting hypothesis:Hhsii=0) = m" means that accessibility of
consumer attitudes is considered moderate. No grounds for mgjecti
hypothesis kt nysi<0)= ng" means that accessibility of consumer attitudes is
considered low. Rejecting hypothesis: Hysio) = s and accepting
hypothesis kit ngsi<0)> 5" means that accessibility of consumer attitudes is
considered very low.

In Table 4 the verification results for the above-mentioned hypstfasi
specific attributes X4 are presented. The critical value )gftest for the
degree of freedonv=1 and the level of significancex = 0,05 is
Xz(a:0,05y:1):3,84-

37



Table 4. The verification results for the hypotheses on the sigigance
of differences in numbers of § sums — obtained and criteria-
related; classes (levels) of ease of forming attitudes toward
attributes Xiz14

Ho: Ho: N1(siL20= Ho: Class of
Attribute Na(siL>105= 6 12 N3sit<o= 12 | ease of
Xi forming
Xobl p XZobl p Xobl p | attitudes
Dominant | nx< - 3,000| 0,083 #< - | Moderate
colour X4 6 12
Symbolism| nz < - 0,750 | 0,386 #< - | Moderate
X2 6 12
Lettering nz < - 2,083 | 0,149 #< - | Moderate
X3 6 12
Brand X4 13,5 |0,0002 - - - - Very
high

Source: author’'s own materials

The results presented in Table 4 suggest that consumers show high leve
of ease in forming attitudes towards brand of toilet soap, repwess in the
packaging by its graphic sign (logo). As for other attributes of packagihg tha
were the object of scrutiny in this study, ease of formingwoes attitudes
towards them was moderate. The working hypothesis that “thieugdtrof
toilet soap packaging towards which consumers have the highelsbiease
in forming attitudes is the dominant colour’, was therefogatieely verified.
Dominant colour is not the attribute towards which consumers shew
highest level of ease in forming attitudes. That role is pldyethe brand of
toilet soap, represented by its graphic sign (logo) presamtbé packaging.
This could be linked to the notion and definition of the brand itsdifchv
suggest that consumers perceive brand also through the egriblthe
product, packaging and price. Therefore brand, especially its jnsagenore
complex notion, while the brand logo evokes certain ideas andiatons in
consumer’s consciousness. Deep awareness of the brand is dgfihiggh
probability that the brand would be easily evoked from the menmibry;
constitutes therefore a dimension towards which consumers show lilesthig
level of ease of forming attitudes.

In Table 5 the values of-ginversion sums of orderings made in relation
to the value W (organized references) and price C of the toilet swhpded
in the study are presented.
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Table 5. The values of & inversion sums of orderings made by n=24
consumers in relation to the value W (organized references) and
price C of the toilet soaps included in the study

ID of the ScL ID of the ScL
respondent respondent
W -7 AP -12
MW -18 JP -17
BK -15 SL -11
IF -8 MD -15
LK -8 WA - 8,33
MZ -13 MU -11
TJ 3 PM 3,67
RK -10 MR -4
WD -16 BC -8
LP -15 Pz -13
MJZ -10 SW -11
AM -21 MID -21

Source: author’s own materials

The numbers of & sums belonging to the above-mentioned variability

ranges are presented in Table 6.

Table 6. The numbers of §; sums belonging respectively to the
variability ranges 10,5€ &, £21, 0 & €21 and -21s & <0

N2(si,L>10,5) N1(si,L20) N3(siL<0) N2(si,L>10,5)
Attribute inthe range | intherange | intherange | inthe range
1051 <21| 0<Sc.<21 | -21€S,. <0 |10,58&.1<21
Price C 0 2 19 0

Source: author’s own materials

The verification results for the above-mentioned hypotheseshen t
significance of the difference of the obtained and criesiated numbers of
Sc. sums, and the matching class (level) of ease of forming camsum
attitudes towards price of toilet soap, are presented in Tabl&e critical
value ofy? test for the degree of freedom1 and the level of significance
= 0,05 iSXZ(q:0,05y:1):3,84.

The results presented in Table 7 suggest that formallgikéof ease of
forming consumer attitudes towards unit price of toilet soaig low. In
reality, diversifying among numerical values is very easygtbee it can be
assumed that soap price is not taken into consideration by congdmiber
making a purchasing decision.
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Table 7. The verification results for the hypotheses on the sigigance
of the difference of the obtained and criteria-related numbes
of &L sums; class (level) of ease of forming attitudes towards
price of toilet soap

Ho: Ho: Nisitz0= | Ho: Nasit<o= | Class of
NasiLz105= 6 12 12 ease of
forming

Xobl p Xobl p XZobl p attitudes
Price C n <6 - - - 4,083 0,043 Very low
Source: author’'s own materials

Conclusions

Basing on the conducted study and analysis, the following conclusions
were drawn:
1. The attribute of toilet soap packaging towards which consumerstileow
highest level of ease of forming attitudes is brand, representé¢siibgo
in the packaging.
2. The level of ease of forming attitudes by consumers towailds soap
brand, perceived as the logo in the packaging, is classifigg®shigh”.
3. The level of ease of forming consumer attitudes towards ottndruges
of toilet soap packaging included in the study, i.e. dominant colour
symbolic and lettering, is diverse and classified as “moderate”.

4. The working hypothesis was verified negatively, as it wasdaurn that
dominant colour of toilet soap packaging is not the attribute ritsva
which consumers show the highest level of ease of forming attitudes.

5. Price of toilet soap is not a premise taken into consideration lsyor
while making a decision about purchasing toilet soap.
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Introduction

The first types of metal packaging designed for food producte wer
introduced in 1810. They were heavy, difficult to open, but theyladfiheir
primary task well enough — they protected the content. The tdeput
beverages into metal cans came many years later. &gvarans were
introduced in the USA in the 30ties of the"2@ntury. They did not look any
similar to what we call a beverage can nowadays — tleeg wiuch heavier
than the contemporary cans and their shape was closer to a botttierihoor
open such a can, one needed a special opener which was informally called - a
church key. Despite all those shortcomings, the early canslyjliekame
very popular — the first canned beer cakkedeger’'s Beemwas sold in its first
year on the market in as many as 200 million cans and that happer#35.
However, the production technology was overly complex and it soon became
unprofitable. Innovations were desperately required (Feldman 2010).

In 1951 a typical beverage can weighed only 83 g and was maae of
called black tinplate. In 1953 a white tinplate became commes#d, since
it was more resistant to corrosion and, eventually, five ylates aluminum
cans were introduced (Dobrowolski 2004).

At the beginning of the 60ties of the2entury a new technology was
developed which enabled opening the cans without having to use any
additional devices such as openers or church keys. A lifiaibh was a strip
of metal attached to the can lid, was a smart innovationtamdih 1974 it
was even improved by a ring-pull tab. That technique has beenwssesinee.

Over the years, research was carried out in order to réoi@eeight of a can.
In 1971 the technology of necking was modernized which led to theti@mauc
of a typical can’s diameter in its upper part to only 62 mmgchkviof course
led to the reduction in the diameter of the lid. Such can was witwo, not
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as previously three, parts and weighed only 38 g. Scientific ahddtogical
progress allowed to introduce more modern solutions. A modern bevarage
is made of white tinplate and weighs ca. 21 g or, most commaniyade of
aluminum and then weighs only 10 g (330 ml). The wall thickne808&7
mm, less than the thickness of human hair. Such a large reducti@tenain
and an increase in the recycling rate for aluminum and steelchased that
with the same amount of material three times more bgeecans are
produced than only three decades ago. A continual increase in theainggort
of packaging can be easily observed (Hornik, Orzet 2006, Kran2@hk).
The packaging market in the world is expected to grow in thengpy@ars.
The forecasts show that its value in 2016 is likely to amouB@billion
dollars. There are also constant changes and improvementsrratbeals
used in packaging. This is illustrated in fig. 1.

B Paper and cardboard

M Rigid plastic

B Flexible plastic
Metal

H Glass

H Other

Figure 1. The share of different materials used in packaging prodtion
Source: [http://www.plastech.pl/]

The annual global growth of the packaging industry is estimatdox t
3%. According to forecasts, the greatest increase in theetrsitkre should
be observed in rigid plastic and cardboard packaging. A sirmmgase in
demand for rigid packaging is mostly a result of the developmdrevarage
and cosmetics industries (Luberda 2006, Pogorzelska 2008).

Modern beverage cans

Aluminum beverage cans are produced with the use of draw and wall
ironing method (DWI). Aluminum tinplate of appropriate thickhgees from
the tray directly under vertical press. The press extrudes cups, whichrare the
pumped through a horizontal press calmtlymaker(as it builds up the
‘body’ of the can). The diameter of the cup is reduced and/dtie gradually
expand and become thinner. The next stage of production is profikng t
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bottom of the can and cutting the uneven edge on the top of it. Aftergsutt
the can is then cleaned and coated. The edge of the bottomrisctantn UV
varnish, and the entire center of the can with paint primer. Then, theean g
to the printer where lithographs are printed on the outside cathd be offset
technique is applied, in other words the images are traedfrom flat print
with the use of rubber matrix, which is a cylinder coveradliiber. The center
of the can is coated with a layer of internal lacquer. Theukcg then fixed

in a stove at a high temperature. The coated can goes neckerwhere a
neck is formed with a diameter smaller than the can’'s, dsawa flange to
which the lid will be attached. At this stage, the can is readyafter passing
all quality control procedures it goes to the pallet and then to the r&cipée
beverage producer. Beverage cans are generally used innoegoda pop
industries. In Poland there are two large beverage can mamefactCAN-
PACK S.A. andBall Packaging Europe Sp. z 0.0. (Dobrowolski 2007,
Luberda 2006, Pogorzelska 2008). The aggressiveness of beveraghssand t
the degree to which it may affect the package, depends on several fagtors e
the content of: alcohol, carbon dioxide, tartaric acid or foatl It can also
be affected by oxygen, dyes, sulfur compounds and trimethylamineedste |
aggressive are classic beers with a low alcohol contehtralk drinks. The
most aggressive are juices and beers with addition ofjfiaés, as well as
sports drinks and energy drinks, wines and wine-based productdhosé#
beverages were divided into four categories according tacageasing degree
of their impact on cans (Czerniawski, Grabowska & Jakowski 208K,
2010).

General characteristics of the paint and lacquers used in aluminum
beverage cans

An aluminum beverage can is coated on the outside and the inside.
However, the paint used is different because it serves different parpdst
only the construction differs, but also the methods of curing coatiilgsase
of the outer coating it is a thermosetting process in an beated to 120-170
°C or by UV radiation; in case of the inner coating — fixinthva hardener
after previous evaporation of the solvent. This study focusédgynza inner
coating (and thus on epoxy resins which are the main component ofrlcque
used for inner coating), which plays an important role in ensuringrtdeict
safety (Huber, Ruiz & Chastellain 2002, Macias 2011).

Requirements regarding inner coating lacquers used in food contact
packaging

A large amount of food and drink products which are packed in cans and
a fact that placing on the market a can without inner coatmgdmpose a
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great risk to human health has led to an increase in research conductad wit
primary aim to create a perfect coating. A substance, whatiid make a
good component of such a coating needs to meet a number of requireine
has to be resistant to deterioration, versatile, easy in ajmlicag¢sistant to
stresses arising during the can manufacturing process, and thaisirgg
consumer acceptance. Resistance to deterioration is atfsatds extremely
important in order to maintain the safety of the product insidecéim. The
effectiveness of the coating is maintained when it formsngyeimeable
barrier to gases, liquids and ions. Each food or drink product has its
characteristic degree of impact on the packaging in whiclk@ps The paint
coat must be resistant to the impact of the product and sepheaproduct
from the metal layer forming the can (Lakind 2028k 2010).

Another important factor is versatility. Both food and drink prodbatese
a wide range of possible effects on packaging. Therefan®, the economic
point of view, it is crucial to produce a can that is slédor as many types
of products as possible. The resin used to form the inner ccatimgd
interact with the contents, considering that products show vagdggees of
aggressiveness. An important factor determining the usefulnéss i@sin in
protective coating is also its ease of application. A nieg&mgood application
properties is thus easy to use and adherent to the metal substrate.

Poor adhesion may cause damage to the coating and lead to the product’
contact with the metal layer, which in turn may trigger cleahreactions thus
changing sensory attributes of the product or damaging thépather factor
is resistance to stress. The resin used for inner coatigf have good
flexibility and toughness. Some stages of the production processeet@ns
coating to large stresses. The resin layer has to go through all thesespsoc
intact. Loss of continuity (cracking, peeling) is inadmissiiDobrowolski
2004,Zak 2010).

The functions of inner coating in aluminum beverage can

Inner coating protects not only the integrity of the can, bute¢hsa@y
attributes of the product (such as taste, aroma) as waellsdtadds to the
aesthetic aspect of the product. The key function of the inneingoat
therefore, to ensure the integrity of the can and to prevemtitact of the
product inside the can with the metal layer, which may resuhe product
being affected by microorganisms. The coating must provide a éong-t
oftentimes for several years ahead, protection against fatgdroination in
order to meet ever increasing consumer expectations in terms of ttledéng
product life. The strength of the coating should be sufficiengi ko ensure
the safety of cans during transport and storage. The can, and thatstothe
resin layer, must be resistant to factors such as chamgesperature and
possible mechanical damages during transport. It is alsaredfremportant
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to make sure that sensory attributes of the product remain umchang
Interaction of the beverage and the metal layer may chwegéavor of the
product making it unacceptable to a consumer. Food contaminatjore sudt
in the withdrawal of the entire batch of products from the ptagnd
distribution, as well as have a negative impact on brangamilaterials
intended for food contact must not transfer to the food productvayahat
changes the product’s organoleptic characteristics and manefacane held
liable if they fail to comply with existing regulations inghssue. The inner
coating is also important for aesthetic reasons. The cdatirggd not only to
improve the design of the can but of course to preserve the pradred s
inside intact. They also prevent any interactions between titfer s
compounds, which usually are an ingredient of canned beveragedieand t
metal substrate (Hornik, Orzet 2006, Krawczak 2011). These iritarachay
lead to the formation of compounds such as iron sulfides sutiides which
is absolutely unacceptable. Summing up, the technology of productan®f
is inextricably linked to the chemistry of the inner coating. ilinjgossible to
produce a can which meets all the requirements without theofuse
appropriate coating. The inner coating protects the contethieatan from
changes in taste. Thus, the possibility of contamination of liyod can is
reduced to zero, which guarantees the product safety — a atjicoiportant
issue from the consumer’s perspective — and an appropriakeieyality of
manufactured goods — which is essential for the producer (Huber,&R
Chastellain 2002, Macias 2011).

Inner coating and product safety

Most consumers do not realize the impact of cans in ensuringothei
safety. Cans allow sterilization of the product previouslykaged in them
and therefore add to the product’s safety. The inner coatingnelies the
possibility of interaction between the can’s content and thalraster. The
coating prevents contamination of the product, especially byoriganisms.
Epoxy resins have been used in metal can coating for many gedrieir
safety has been scientifically and formally proven by many glosgtutions.
However, speculations have arisen recently regarding the pibgsddi
migration of hazardous contents of coatings to food during theegsoof
product packaging.

Epoxy resins are characterized by the highest degree of compliance with
the requirements of the most importance for coatings — thesesistant to
destruction, easy to apply and have a minimal environmental impact
Nowadays, there is a number of other materials used forngodakhey,
however, are characterized by poorer properties than epoxy resins and hence,
cannot be used as substitutes (Hornik, Orzet 2006, Huber, Ruiz &
Chambellain 2002).
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One of the most popular types of coating without Bisphenol A is @n ole
resin. Such coating can be used with completely non-aggressive tsredcic
as beans. Another well-known technique is laminating with polyestieyl
terephthalate, called PET. This method is very popular in Japare \thisr
used in 40% of food products. Innovative approach and constant
developments in this area have led to intensive research vieikg
undertaken on a new generation of coatings. New coatinggyatantg tested,
those containing epoxy resin, as well as those of another typeevdow
development of a brand new coating is not a particularly eakyThe choice
of coating is affected by many factors, such as the type of grémuehich
the packaging is designed, the specifics of sterilization psese the type of
metal substrate, the parameters used in the can productoesp. Most
important, however, is the need to ensure the highest lepebdiict safety.
The product safety cannot be compromised while trying to firedreltive
methods of packaging (Pogorzelska 2008, Tkaczyk, Wasiak 2007).

The average period of time needed to implement the new sp#ioifis
for the coating and metal packaging is, therefore, long and ingiudessses
such as working on a new coating, then testing and finally launching it on the
market. It usually takes from 4 up to 7 years. Packaging metnuéas are
required to provide a safe and consumer-friendly product and cakadh&a
risk of hazarding with the product safety by introducing untestedod
approved materials. A new product that is launched on the markethmaast
all the requirements and comply with several regulations (Datdsgw2007,
Lakind 2013).

Research
Research materials and methods

Three tests were carried out — firstly, a sulfate wesst conducted, then
the tightness of inner coating was measured and finally, a \vassaksment
of the state of the bottom and side surface of the can wiasrped. The tests
were carried out in the Beverage Can Plant in Brzesko, pammyrwhich
belongs to CAN-PACK S.A. In each test 150 samples were examnidied.
samples were aluminum beverage cans. They were all reatiy{pnaducts
that had gone through all stages of the production process. The sueEes
chosen based on two criteria. Firstly, the individual number of the productio
line on which they were produced, and thus 50 cans from lib@ @ans from
line 3 and 50 cans from line 9 were tested. Secondlfgdbgmakersised in
production. The samples were chosen from among all bodymakers operating
on every given line ( line 2 — 5 bodymakers, line 3 — 7 bodymakers, lifge 9 —
bodymakers). Each bodymaker was connected with several otheroatiagc
machines (calletisher9
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Research methods

A 24-hour sulfate test

The aim: to provide the required tightness of inner coating. Copper
sulfate makes the places, where the inner layer of paintoeain, clearly
visible. Discontinuities on the side surface of the can vigible naked eye
are presented in fig. 2.

g8 @ w
Figure 2. Discontinuities on the side surface of ¢éhcan after the sulfate test
Source: own work

Inner coating tightness test

The aim: to ensure health safety of the product stored inna ca
Equipment: handheld instrument for measuring current Sencon Enamel Rater
Il, a container with a solution of sodium chloride 1%, test sesnpfter the
previous 24-hour sulfate test. Additional remarks: the deviceatggeon the
principle of closed circuit. A perforation of the bottom of ¢the is tantamount
to failure to meet the quality requirements. The higher theestioe greater
tightness of the coating.

A visual assessment of the state of the bottom and side surface of the can
The aim: to identify the causes of defects in the inndirgpaEquipment:

scissors, camera, microscope, tested samples. The results alsere
documented photographically, vide: (fig. 3) andmiaroscopic images (fig. 4).

Figure 3. Perforation of the bottom of the can
Source: own work
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Figure 4. Microscopic view of linear and point discontinuities
Source: own work

Results and discussion
Tightness test results

For the cans from line 2, the average tightness scoraaf @oating was 62,72
mA. The standard deviation is on the level of 30,13 mA, whicmsdat the
obtained individual results differ in the level of tightnestie Tsmallest
observed value of the current was 13,33 mA and the highest - 16TheA.
dispersion of the results is, therefore, quite large. Theldition of the results
of each bodymaker and fisher for cans from line 2 is presented in fig. 5.

100,00
< 76,01 1y 100074
E 80,00 4oap ,
" 316227 63,61 63,57 58,89
§ 60,00 -
11 -
S 40,00 -
: AEEEEEEEEEN
[}
3 20,00 -
: o flo | o flo ft Jo
0,00 -
machine type

Figure 5. The tightness scores for inner coating in cans fronmie 2
depending on the type of the machine (bodymakers — bar no. 1-5,
fishers — bar no. 6-11; blue color — the average value of currents,
red color - perforation of the bottom of the can)

Source: own work

It can be observed that bodymakers no. 1, 3 and 4, as well as fishers
1, 2 and 4 are clearly above the average, whereas bodymakersid&®, 2ad
fishers no. 3, 5 and 6 are below the average. Moreover, in cansuilt
bodymaker no. 1 the bottom had a double perforation. The same happened
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with the cans sprayed by fisher no. 6. Single perforatioesiroed with
bodymakers no. 2 and 5 and fishers no. 1 and 4. In order to impraysstifty
of manufactured cans, the settings of bodymaker no. 1 and fishesmaul@
be closely checked.

For the cans from line 3, the average tightness score ofdnagng was
69,29 mA. The standard deviation is on the level of 26,87 mA , whigms
that the obtained individual results differ in the level of tightnes

The smallest observed value of the currents was 22,9 mA ahdthest
— 163,9 mA. The dispersion of the results is, therefore, quite large, but
relatively smaller than on line 2.

The distribution of the results of each bodymaker and fisheafts from
line 3 is presented in fig. 6.
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Figure 6. The tightness scores for inner coating in cans frofime
3 depending on the type of the machine (bodymakers
(bodymakers — bar no. 1-7, fishers — bar no. 8-13; blue color
— the average value of currents, red color - perforation
of the bottom of the can )

Source: own work

It can be observed that bodymakers no. 3, 4 and 7, as well as fishers
5 and 6 are clearly above the average, whereas bodymakers no. 1la@d5, 6
fishers no. 1, 2, 3, 4 are below the average. Moreover, in cansohuilt
bodymaker no. 4 the bottom had a quadruple perforation which should be
understood as an alarming situation. A double perforation occurrezhin c
sprayed by fisher no. 2 and 4. Single perforations occurred with b&dysna
no. 2, 5, 6 and fishers no. 5 and 6.

For the cans from line 9, the average tightness score ofdnagng was
53,26 mA. The standard deviation is on the level of 15,18 mA , whicins
that the obtained individual results differ in the level of tightnes

The smallest observed value of the currents was 24,95 mA ahigjbiest
— 89,4 mA. The dispersion of the results is, therefore, the eshalnong all
tested lines.
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The distribution of the results of each bodymaker and fisheafws from
line 9 is presented in fig. 7.

It can be observed that bodymakers no. 2, 3, 5, 6 and 7, as wdtleas fis
no. 3, 4, 5 and 7 are clearly above the average, whereas bodymakers no. 1, 4,
8 and fishers no. 1, 2, 6 and 8 are below the average. Moreover, inregresisp
on fisher no. 1 the bottom had a quadruple perforation which should be
understood as an alarming situation. A double perforation occurrezhsn c
built by bodymaker no. 5. Single perforations occurred with bodymakers no.
1, 2, 4, 6 and fishers no. 4 and 6.
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Figure 7. The tightness scores for inner coating in cans frotime
9 depending on the type of the machine (bodymakers - bar
no. 1-8, fishers — bar no. 9-16; blue color — the average value
of currents, red color - perforation of the bottom of the can)

Source: own work

Tightness test results — overall analysis

The overall tightness test results on all lines arefsatory. There were,
however, several incidents of perforation which proved existingctietd
inner coating. This happened 17 times, and the perforated cansafou
11% of all tested samples. The number of perforations in caseEneffrom
each production line is shown in fig. 8.

Statistical parameters for each production line are shown in fig. 9.

It can be observed that the greatest dispersion of the remgdt:n
samples from line 2 (standard deviation of 30,13 mA), the smdlsgsgrsion
of the results was in samples from line 9 (15,18 mA). The maximum value in
lines no. 2 and 3 were larger than 160 mA, and in case of line novalttee
was much lower, which also affected standard deviation. The onininalue
was distinctively different in line 2 (13,33 mA). The averageres in each
line were between 53,26-69,29 mA.
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Figure 8. The number of perforations in case of cans from each
production line ( horizontal axis — the number of perforations;
vertical axis — production line no. 2, 3, 9)

Source: own work
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Figure 9. Selected statistical parameters of inner coating tighess test
for samples from each examined production line (horizontal
axis — value; vertical axis — arithmetic mean, minimum,
maximum, standard deviation; blue color — line 2, red color
— line 3, green color — 9)

Source: own work

Visual assessment — discontinuity points

The visual assessment included the bottom and the side suffeéee o
cans. Possible types of discontinuities to observe were poitinaad ones,
from among which the point discontinuities are considered lessuizand
those were the discontinuities mostly found during the test. Ther of
discontinuities depending on each production line is shown in figxd thair
distribution in fig. 11.
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Figure 10. The number of discontinuity points in cas from each examined
production line ( horizontal axis — the number of cans; vertical
axis — from bottom to top: level 1 (1-10), level 2 (11-20), level
3 (21-30), level 4 (31-50), level 5 (50+); blue color — line 2,
red color — line 3, green color — line 9)

Source: own work

It can be observed that a minor level of discontinuity points is
unavoidable. It is, however, important to realize that by tbpgy application
of inner coating it is possible to minimize this number.
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Figure 11. The distribution of discontinuity points in cans fran each
production line ( horizontal axis — the number of cans; vertical
axis — from bottom to top - location of discontinuity points: leel
1 —side, level 2 — pocket, level 3 — center, level 4 — entire area;
blue color — line 2, red color — line3, green color — line 9)

Source: own work
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It can be noticed in fig. 11 that the distribution of discontinuityn{oi
was different in each production line. In case of lines 3 @&ndcost of
discontinuity points were observed in the bottom area. The mamslihe 2,
had mostly discontinuity points in the bottom pocket. It is impot@moheck
the fishers from line 2 in order to ensure full spray-on emdhe pocket or
any other less accessible places. The next figure presentsuthber of
discontinuity points on the side surface of the can.
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Figure 12. The number of discontinuity points on the side surface the
cans from each examined prodction line ( horizontal axis
— the number of cans; vertical axis — from bottom to top -
location of discontinuity points: level 1 (1-10), level 2 (11-20),
level 3 (21-30), level 4 (31-50), level 5 (50+); blue color — line 2,
red color — line3, green color — line9)

Source: own work

In case of line no. 2, the discontinuity points were present in myagirit
cans (88%) within the range of 1-20, which is a relatively goadtrds case
of line 3, the observed range was 11-20, which proves that thiwtisin of
coating was very good. The cans from line no. 9 were chawmeddyy a larger
number of discontinuity points on the side surface, their rangeli2©.
Such score is still acceptable, although it is the worst arabrexkamined
production lines. From among the cans produced on line no. 3, 10% were
qualified as containing a lot of (50 or more) discontinuity points, edser
among the cans from lines 2 and 9 there were no scores of Beprasent.
Cans from each of the lines showed the greatest numbers of taliagdgn
points on the side surface. The cans from line no. 2 had a large maimbe
discontinuity points at the lower and in the central parthefside surface.
The fishers from line 2 should be adjusted accordingly so thaii#ting was
distributed more evenly.
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Visual assessment — linear discontinuity

Another type of discontinuity that can be detected on an aluminum
beverage can is a linear discontinuity. Their presence maiga that some
of the parameters of inner coating might not be set properlyaifinahould
be to eliminate all existing discontinuity lines. It can be olesthat such
discontinuities were present in cans from all examined prmgudines.
Among cans from line no. 3 — they were observed as manymagg, tine no.
9 — 4 times, line no. 2 — once only. It should also be added that dmgtnti
lines of relatively large size were only observed ingasifrom line no. 3,
which follows that the fishers from that line should be cheekabladjusted.
Linear discontinuities were observed mostly on the side sudhthe cans
(92% ), there was only one discontinuity at the bottom of the can.

Conclusions

1. On analyzing the data obtained from the inner coating tightnessdast
be concluded that bodymakers did not work well on any of theugtion
lines. However, the overall level of results was satisfgc In order to
achieve a better product quality it is important to introdsm®&e minor
adjustments.

2. A close check and adjustment of the bodymaker 1 from line no. 3 and the
fisher 1 from line no. 9 is vital, since these two machineeigted too
many defects.

3. The analysis of visual assessment results leads tachusmm that fishers
did not work properly on any of the production lines. The overall level of
obtained scores was satisfactory. There are, however, somesaigce
improvements and adjustments that should be implemented in order to
ensure better product quality (such as even distribution of innéngpa
Such an approach should eliminate the coating defects in the form of
linear and point discontinuity and thus ensure full consumer safety.

4. It is worth remembering that high-quality inner coating is efy k
importance to obtaining a fully safe product. Any defects of inoating
cannot be ignored and the reasons for their occurring shoulduixeats
of constant interest and analysis for the manufacturer of mbdeerage
cans.
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Introduction

Cultural service commodity is beginning to magnify aftettigg
involved in the creation society of the 21st century. Thall@ir, one of the
culture service products, is taking an important role asia reaource that
engenders the development and succession of traditional culture.

Cultural service commodity, such as the ones examined inulig, giay
a significant role in the construction of local history, poditand community
philosophy. They also become a method for the local ones to betoinad g
ones, as they are often utilized to attract internatitmaists. Thus, many
cities around the world are actively developing and managingrau$tervice
commodities that emerge within the context of the local commu@ine
example is that of the Avignon Summer Festival, located in the sratdfibi
City of Avignon, Southern France. Cultural products such as thenéwig
Festival have also been initiated in Korea. The two exantp&ghe author
examines in this study are the ‘Chuncheon International Mimévaesind
the '‘Geochang International Festival of Theatre'. Both arechasteutdoor
events. Overall, this study analyzed the significant chaisiitsrconcerning
the effective management measures for local-based culsenlice
commodities, which ultimately encourage globalization.

Theoretical background
Festival as a cultural service commodity

Cultural service commodity is a main source that allows tfa
development and succession of local traditional culture. Moredvieas a
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traditional meaning that represents every region. More rgcestich
commodity emphasizes the management of local service productsla®t r
promoting local image and creating economical profits. Thus, maunytries
around the world are recognizing the importance of local servickipts and
thereby acting as a central role for the development of local cultuignén
Festival, held in the French Vatican garden, has historical meaningstabou
have its 68th anniversary this year, this festival is @nthe representative
cases for local festivals. Avignon Festival provides thelience with
opportunities to enjoy excellent arts culturally isolatecasirand fosters a
cultural main base in many regions, except Paris.

Nowadays, all of the local governments in Korea hold varioltsiral
service commodities; currently, there are also about 1,000fést®dals being
held regionally. However, there are many similar festivaisgoeeld by local
officials, resulting in many problems. Many local-based servioelyzts,
such as the Avignon Festival, which were created nativelyrogay years in
harsh circumstances are being held in Korea. The Geochang Imteahati
Festival of Theatre is associated with nature in sniaiscand the Chuncheon
International Mime Festival is comprised of an organizatioth wocal
residents and volunteers. It also develops a program independgotty
cultural service commodities will have their 26th anniverddug year.
However, through this study’s interview, the parties thatiqgpated in the
Chuncheon International Mime Festival stated that there he obncerns
regarding the cultural service products, which had already lE@@m
representative cultural product of the Korean local serecommodity. " A
long-term plan is needed to make the global leading culiseavice
commodity, such as the Avignon Festival, more globalized," they added.

Therefore, this study attempts to provide implications regarthieg
current image and developing ways of Chucheon cultural service cotgmodi
and that of Geochang based on the characteristics coming fromofwig
cultural service commodity, which leads to globalization for the locals.

The analyzed matters of this study are as follows. Firlsg t
characteristics, which originate from Avignon Festival rdogay the
management measures to go abroad, will be analyzed. Avignonaréstiv
stated as a representative case among cultural serviceatbiies. Second,
future ways and analysis of the current situation will be pleviby a
comparative analysis of the characteristics of Chuncheon Interabiime
Festival and Geochang International Festival of Theatreichwlare
representative Korean cultural service products, through otigedfrench
cultural service products, Avignon Festival.

Material and methods

A qualitative analysis was carried out through in-depth indersiand
focus group interviews. The interviews were conducted fronmull2QIL2 to
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20 Jan 2014, involving ten participants divided into two groups:utailt
service commodity management specialists' and 'culturacseteimmodity
consulting specialists'. Further, the collected unintervened datariais
(2012~2013 IN/OFF Avignon Festival brochure, Chuncheon International
Mime Festival brochure, picture of site and Geochang IntemeltiFestival

of Theatre) are used in this study. Participants of in-depthoauod fnterview

are listed in <Table 1>.

Table 1. Participants of in-depth and focus interviews

Year Form Field Participant
2012 IN-DEPTH Clg%'r?rlnigirt\nce Chairman of off Avignon
(1ST) | INTERVIEW Y Festival
Management
Head office of International
Child Youth Theatre
Cultural Service Association Corp.
Commodity (Former) Chairman of the
Management Board
Art director of Chuncheon
International Mime Festival
Professor of B university
IN-DEPTH located in Chungnam area
INTERVIEW , ;
2013 Professor_of H university
(2ND) Cultural Service located in Seou_l area
Commodity Monthly magazine of
Specialist specialized in festival Chairman
of Chamsali Inc..
Monthly magazine of
specialized in festival
Chief editor of Chamsali Inc.
Cultural Service Team I(_eader_ of pror_notion &
EGI Commodit marketing, vice-chairman of
Mana eme¥1t Chuncheon International Mime
9 Festival.
Cultural Service Executive chairman of
(;2>,(|3¢1D4) III\IIEII'EDRI’E\I/DI-II;cV Commodity Geochang International Festival
Management of Theatre

And used analysis of face-to-face talk data from Seidman (2009)
‘typical analysis' and ‘analytic analysis' from Hatch (2008pical analysis'
and 'analytic analysis' of Hatch (2002) are types of analytieghods for
gualitative analysis. And those analysis categorized vafamisrs regarding

61



phenomena which is still under study. Moreover, Seidema’s (2006) snalys
of the interviewed materials provides guidelines for alhefirocedures, from
data collection to analysis. As a result, each charaatefisim Avignon
Festival (historicity, operability (sponsor structure)effidship, placeness,
economic feasibility), Chuncheon International Mime Festivastésyicity
(volunteer works), friendship, economic feasibility, deviance @anss))

and Geochang International Festival of Theatre (plcaness, economic
feasibility, deviance (randomness), environment effect)aasdyzed, as in
<Figure 1>.

Avignon Festival

systemicity
(volunleer
orks)

Chuncheon International Geochang International
Mime Festival Festival of Theatre

Figure 1. Results of analyzed categories from Geochang International
Festival of Theatre, Avignon Festival and Chuncheon
International Mime Festival

Management measures to become globalized cultural secei
commodity

Successive management measures of French cultural servioencodity
(Avignon Festival)

Historicity, operability (sponsorship), affinity, creativiand economic
feasibility have appeared as the representative chesdicte of Avignon
Festival, which is one of the French representative alltservice
commodities. Historicity is the most important factor from mhenagement
measure of cultural service products for local globalization.

| believe that a few basic characteristics are neededektivals to
become globalized. The first is historicity... In other wordgghisity, which
has a metaphorical meaning, is needed, | guess... second onditis dmchit
needs to be well applied. Of course, festivals are progtesshe relevant
areas so basically, they have locality. However, locality shded
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interconnected with historicity. (In-depth interview with medéor from H
University)

The area of Avignon is entirely surrounded by solid walls. 11Bomi
visitors from all around the world visit this area becaumeféstival, as a
cultural product, is hosted in Avignon, which has a historical meaning, not as
in areas such as the French representative capital. Thetehistec of the
Avignon Festival to become globalized as a cultural product ctnoesthe
management measures led by the people through making privatede @t
well as from a subsidy from the government.

Devotional efforts from Jean Vilar made Avignon Festival tamb@aeone
of the world’s best drama festival...And for the Off Avignon tied,
performers use their own money to participate in the festiealofners apply
through the organizing committee of Off Avignon Festival. Theapizjng
committee helps them to use a minimum amount of expense to make
brochures, etc. (In-depth interview with professor from Bversity) Most
Korean local festivals are supported by the Korean governarehtiocal
government. Further, they are concerned about the festivaligefut
nowadays. Such changes are needed. For example, festivals shiealdye
ordinary people and the local government only gives them S8tilgport
indirectly. (In-depth interview with chief editor from Charis@o., Ltd.,
festival specialized monthly magazine)

All participants from the in-depth interviews mentioned thatlilggest
problem is that festival management measures are led bgotle@nment
becuase festivals are one of Korea’s culture service products.

Korean local festivals have structures that hardly contirsugeatlitions.
Moreover, the current situation of festivals continues tohanged by the
government nowadays. That is why it is hard to go abroad aslacidcae
product. (In-depth interview with Assife, former chairman ofdiganization)

To solve the above problems, the national and local government provide
budget supports and guarantee tenure to the art supervisor ohlgestiv
However, they should not be involved in methods of organizationhfor
program.

Implications about Korean cultural service commodity (Chuncheon
International Mime Festival)

The characteristics that appeared in Chuncheon Internationaé Mim
Festival, which is known as a Korean representative cultseavice
commodity, are systemicity (volunteer work), affinity, econofeiasibility
and deviability (incollectability). All Korean culturatta are concentrated in
the metropolitan areas. After developing the cultural prodtwis can
represent the Chuncheon area, Chuncheon Mime Festival cantesintortd.
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I will introduce the background of why the Mime Festival came t
Chuncheon 25 years ago. In that time, all Korean cultural art senaddects
were concentrated in Seoul. Thus, | started this projecttivitithought of
going to Chuncheon and hosting a festival, and making that area one of
Korea’s cultural cities. (In-depth interview with art dimcbf Chuncheon
International Mime Festival)

Systemicity (volunteer work) is the biggest characterist Chuncheon
International Mime Festival, which is a representative cailforoduct service
of Chuncheon. There are about 100~200 volunteers in Chuncheon
International Mime Festival every year. Volunteers takel@ as a publicity
envoy and also conduct real practices. Volunteers of Chuncheon fideaha
Mime Festival are called ‘Ggebi’, representing the hobgobtomf a
hobgoblin performance. Hobgoblin performance is a main event at the
Chuncheon International Mime Festival, which has a strategtorfdo
imprint a festival image into the young people. (Hyun Ho Yoon, 2011)

There are about 20 staffs working at the Chuncheon Internatiansd M
Festival and 12-13 inner staffs. The rest are volunteers nageloi. 3 hey
instruct visitors who come to the festival and also selketekGgebi staffs
take on very important roles related to all parts of gstifal. (Focus group
interview with staffs from Chuncheon International Mime Festival)

As stated above, Avignon Festival, a French representatiteratu
product, only concentrates on private and government supports.ri-iitias
characteristics of giving artistic authority to art diggst It is the 26th
anniversary for Chuncheon International Mime Festival, whisha
representative cultural service commodity of Chuncheon. Howélvés
currently experiencing some difficulties due to the absence of artaigec

We are recently in danger. I've been managing the Mimevédstr 25
years and promoted it to the Chuncheon area. | also highligraedne of
the Korean representative culture products and made it one of the top 3 mime
festival. However, the committee of Chuncheon thinks of our fdstiv just
one of the festival among hundreds. They seem to judge the autbbrit
Chuncheon International Mime Festival’s art director with pltmeasures,
not with structures, such as giving full support to Jean \4faproviding
authority delegation. It is the most difficult time forethChuncheon
International Mime Festival since its opening. (In-depth im¢svwvith art
director of Chuncheon International Mime Festival)

Therefore, to make Chuncheon International Mime Festival as dhe of
Korean representative cultural service commodities, the teoiutbe art
director should be guaranteed and a long-term plan is defimésged in
order to secure volunteer workers and make them potential custofriée
festival.
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Implications about Korean culture service product (Geochang
International Festival of Theatre)

Characteristics of Geochang International Festival of Tagesitated as a
Korean representative cultural service commodity, areepkss, economic
feasibility, deviability (performance) and environment effégeochang is
one of small farming and culture isolated area in Korea. Witts&ungdae
which has beautiful scenery as the center, Geochang Interndtestaal of
Theatre came into the world to make small city called Gaog one of
cultural cities. Geochang International Festival of Theatikes people to get
out of their life for the moment and express themselves through drama which
is a culture service product. And it makes people to experibaneselves and
also makes it possible that people experience widely aboigtygdahrough
their role in drama.

Korean cultural service commodities are primarily conegattin Seoul.
| think it contributed tremendously to the development of culanareness
among people and made them feel an interest regarding cultacalcgs,
called drama, by experiencing an expansion of wide space , whichsdrama
have, through festivals hosted in small city called Geochénedepth
interview with the president of Geochang International Festivahehire)

It is the 26th anniversary for Geochang International FesiivBheatre
this year, and it is lead by a private art group not by the govetnihes also
composed of a cooperative relationship of administrative supfpontsthe
government, natural resources and artistic base of the IMmisover, it also
has the characteristics of a local festival, tourifaktand art performance
festival, as is is one of Korea;s cultural service produdtswvever, the
development of the tour travel contents plans needs to be conducteght
a foreign exchange in order to globally introduce Avignon Festival
Chuncheon International Mime Festival.

There are not enough art performance festivals among Kordanatu
service commodities. Geochang Geochang International FestiVakatre is
one of the representative cases. | think the festivhbedome much bigger
if we pave the right ways for the Geochang Internationaiviee®f Theatre.
(In-depth interview with representative of festival spixeal monthly
magazine called ChamsaliCo., Ltd.) Network between festsiadsild be
made in order to become well known all over the world. It is waportant
to visit festival sites, which represent foreign culturesise products, and
experience those things through a natural exchange of contenrtepth
interview with Assife, former chairman of the organization)

In the in-depth interviews, economic feasibility stood out asnalar
characteristic of festivals as a culture service prodbot the Avignon
Festival, there are reports that the festival brought in LlBomEuros in a
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year. Moreover, Geochang International Festival of Theawéd indirectly
bring in approximately 34 billion won to Korea’s economy.

The cultural service commodity of festival brings enormowmemic
effects to the city Avignon. In particular, commercial workarthis city earn
more than half of their total income only in a month during tresval. (In-
depth interview with Chairman of off Avignon Festival)

Conclusions

The summary of results for this study are as follows.

First, the biggest reason for Avignon cultural service comryisdit
globalization is the active support from the government (natiamll@cal
governments) and private donations (companies). Avignon culturdteer
commodity today, which has a philosophical background of ‘art
regionalization', was completed after Jean Vilar was enttugth full power,
except for financial support from the government. And thoseh&remost
important part what Korean local-based cultural products should have
changed in the future. Participants of in-depth interviews filoisy study
selected official-oriented managing ways as the most siggeblem for the
current Korean cultural service commodity. Thus, the Komgarernment
should take a role of helping Korean local service products tortait by
giving them the financial support and allowing them to have amsitr
identity led by cultural service commodity specialists (fgya'Local-based
cultural service products are taking very important roleabse direct
financial ripple effect and indirect effects like developmatiife quality can
be found by them," according to the president of Geochang International
Festival of Theatre, who participated in an in-depth interview.

Second, Avignon Festival is the world’'s best drama cultural ymtod
achieved by the coexistence of 'In performance’ and 'Off peafareh over
time ever since it began in 1947. It is the 26th anniversarthéolKorean
Chuncheon International Mime Festival this year. It has beentsdlas the
best commodity of culture and tourism, and is known as one of the &&p thr
mime festivals in the world. However, lately, this festiialfacing many
troubles due to the absence of an art director. Therefosdjrie for a tenure
guarantee for art directors and long-term plans, which Jlitwa the
establishment of independent programs such as 'In performanc&fand
performance' of Avignon Festival. The most remarkable pa@hoincheon
cultural service commodity is the organization structurengusiolunteer
workers. Systems that can engender these volunteers to becomgapote
audience as well as to secure them should be established.

Third, Avignon Festival is held in Avignon city, which is surrouchdbg
ramparts registered in UNESCO world heritage. Avignon Fédstiaa created
by Jean Vilar, an art director. He made this festival in otdeprovide
opportunities for Avignon residents living in culturally isolatedeas.
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Subsequently, Avignon cultural service commodity represents rb&s a
known as Avignon and developed that area as one of the Frehafe cities.
Geochang International Festival of Theatre is one of the cujtusalated
areas and came into the world with Sooseundae, which has fleauti
landscape. Geochang International Festival of Theatre will ftav26th
anniversary this year. Moreover, it was selected as one oprdmising
culture tourism festivals in 2014 at first, and is now in é@gliag stage to
become one of the representative cultural service commoditiethe
Geochang region. Geochang International Festival of Theatre shlsald
make systems for securing convenient performance stages sdomg with
independent programs to become a similar festival like thenvidgrestival,
which draws tourists from all around the world, not just loesidents.
Avignon cultural service commodity still arranges livinggaa for artists and
audiences, and places efforts to make cultural service pratlattsveryone
can enjoy.

This study analyzed the characteristics of managing methods dn
Avignon cultural service commodity, which is one of the represiee
globalization leading local-based cultural products. Further, basdtHose
information, this study found moving ways and current image of Gagcha
International Festival of Theatre and Chuncheon InternationabNfiestival
which is one of representative Korean cultural seretsamodity. Therefore,
this study will be considered for use in sites of local-basdtdral products
and academic studies for culture arts, tourism fields, etc.
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Introduction

We have gained many benefits from the advanced technologyhbke t
Internet. However, we have been confronted with many risks aedtaimties
when we launch purchasing behaviors on the Internet shopping. Theeinter
channel takes deep roots on our market. Especially we utilize its convenienc
and strong points. Traditional local stores with online channels, puresonl
channels, SNS (Social Network Service), mobile shopping, app slgRppi
social commerce, etc are well-known for consumers’ channel ehoic
alternatives. These channels have been rapidly grown uphéogetth
technological innovations. Consumers have experienced a varidiypying
channels by the advanced technologies. On the other hand, a varisks
and uncertainties such as performance, financial, psychologicill ssks,
etc. hamper consumers’ continuity of using shopping channels.

We are intrigued to find out how to reduce consumers’ risheaslaunch
buying behaviors. After reviewing the past literature findings attempt to
adapt those findings and researchers’ insights to the cumankets
dominated by the online transactions. In a broader perspectiamtdedents
of customers’ patronage intention should be reassured to réuricesk of
transaction. Therefore, we suggest some propositions as follows.

Firstly, retailers’ attributes are verified to know constshénclination
to choose as a favorite channel. Due to the technological innovation, we have
developed a lot of shopping channels. The convenience of the indewhet
mobile tools are representative factors for the technologieatlopment.
Secondly, consumers’ consumption emotions and personal charazgeristi
should be handled to find out the importance of choosing right chaonels
purchasing goods and services. Either positive consumption emotions o
negative consumption emotions affect patronage intent.
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Our research will start from Bauer’s classical theorpeafceived risk.
Many researchers contributed their findings on verifying éffects of
perceived risks on consumers’ buying behavior. Among them, we @ocus
consumers’ cognitive structure which causes retailer atbsbuand
consumption emotion to play pivotal roles on patronage intent. This ¢gusali
is meditated by the perceived risks.

We focus on the retailer attributes and consumption emotions as
antecedents of patronage intent. The construct of perceiksdgigfluenced
by the positive and negative emotional experiences. As a result, the dégre
perceived risk is either increased or decreased accaordifigls, high levels
of positive feelings are associated with low levels otgieed risk and vice
versa.

Retail attributes such as convenience, perceived value, produc
assortment, order service, retailer reputation, securityyagyj and
information service, etc are included in the transaction of theeoshopping
channel. We propose that these attributes affect consupeergived risks.

In this study, the relationship of perceived risks and both consompti
emotion and retailer attributes is verified to find out consshmeclination to
become patrons for the companies.

Consumption Emotion

Two superordinate constructs such as positive and negatet @bhsist
of emotional concepts. Five basic emotion levels such asojoy, sadness,
anger, fear are underlying two constructs (Shaver et al. 1987us@¢ethe
typology of emotion items by Shaver. According to the applicabdity
consumption emotion, both positive and negative emotion of six emotion
terms such as joy, pleasure and delight (positive) and woritgtion, and
disappointment (negative) are adopted. Consumers’ positive antveega
emotional factors are significantly contributed to the mediaffects of
perceived risk (Pieters and Van Raaij 1988). The role of enwtisn
contributed to the patronage intention. There are some kskamong the
positive and negative consumption emotions, the products’ importance,
perceived risk and retailer attributes especially involvednline shopping
channel.

Arjan Chaudhuri (1997) found that the characteristics of the ptothss
affect the nature of the cognitive (the product importanogl) emotional
(positive and negative) response to the determination of operakived risk.

The level of perceived risk is typically related to thia$earch efforts. To date
there are two methods of approaches in consumer behavior. One is th
information processing approach (Bettman, 1979), in which consumer
behavior consists of objective, rational and problem solving. Tier s the
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emotional, experiential approach, where consumer behavior isleegas the
pursuit of subjective, emotional and symbolic consumption experiences
(Holbrook and Hirschman, 1982).

The emergence of the Internet or online channel allows comsume
shop with convenient time and place. The internet channel hagleenced
by the risks associated with shopping. Buying something without touching or
feeling and being unable to return makes consumers uncomfortéble. |
products fail to meet consumers’ expectations, they perceiks. income
constraints as well as time constraints affect consumedigation to seek to
find better channel to gain their wants and needs. Although in-store shopping
channel may have sales assistants to consult consumerspidehasing,
online shopping channel offers convenience to browse products. Instpntra
it is convenient for the online shopping like telephone shoppihgsisuffered
from the uncertainty and variance. “The higher the consumercgm#on of
the risk associated with shopping on the Internet, the higher vibeutteir
perception of the variance or uncertainty in the benefits dériyad
Bhatnagar, S. Misra and H. Raghav Rao , 2000).

Retailer Attributes

We have researched on the marketing literature to constinect
conceptual development of retailer attributes. First of alsweeild take heeds
on consumers’ shopping orientations and motives for retail shopping
channels. Mathews, Slocum, and Woodside (1971) identified three tiypes o
shopper orientations such as an apathetic shopper, an economic simog@er
personalizing shopper. An apatheshopper seeks to find easy ways to
minimize shopping efforts. Therefore, he/she is concerned abouergeli
service, return and exchange of purchased goods, time to gettail store,
walking between stores, convenient public transportation andhiogr
assortments. An economic shopper is concerned with both price ang.quali
Thus, they are inclined to seek to find attributes such astyand range of
prices and quality, dependable guarantees, variety of stylessiaes,
bargains, quality of goods, and cost of transportation to shoprsAmadizing
shopper is concerned about the personally related atmospherasspielces
to eat lunch, convenient hours, facilities for children, the pespteshop at
a retail store, place to meet friends, and chance to getfasvayhome for a
while (Mathews, Slocum, and Woodside, 1971).

For the shopping motives, there are functional and nonfunctional motives
identified by Eastlick and Feinberg (1999). Tangible retaiteibates are
involved in the functional motives. For example, they involvegged value,
order services and convenience. Intangible attributes are invalvédei
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nonfunctional motives. For instance, there are company responsizermkess
reputation (Eastlick and Feinberg, 1999)

Furthermore, consumers’ motives in the context of retail steppmng
involve economic role enactment, choice optimization, negotiation,
affiliation, and sensory stimulation (Westbrook and Black, 1985)hén t
context of Internet shopping, minimized search cost is prominently identified
by Bakos (1999). Such Internet shopping attributes as perceivedaradue
guality of products, responsiveness of the retailer, convenjmostded to
customers, company reputation, customer service, information aled or
services provided, merchandise assortment, salespersontiotersicopping
from home, and economic utility are found in the research of Girard,
Silverblatt and Korgaonkar (2002).

Perceived Risk

Bettman (1973) identified two categories of perceived sgkh as
inherent and handled risk. Inherent risk mentions the risk inhierargroduct
class or product choice risk, while handled risk refetheaisk in the buying
situation or brand choice risk within a product class. Jacoby anthiKap
developed the perceived risk sale consisted of five componentsasuch
financial, performance, physical, psychological and social.

Perceived risk refers to “the expected negative utiliy tonsumers can
associate with the purchase of a particular brand or product” (Dunn, Murphy,
and Skelly, 1986, p. 205). For example, consumers perceive the hidgher ris
for the products. Then they usually use in-store shopping conditionghaare
the online stores. Forsythe and Shi (2003) found the lower thpeiskived
by consumers, the higher their acceptance of the online shopping mode.

In order to make purchases over the Internet we should type anealitr
card number and personal information. Even though this information will not
be used in unauthorized or fraudulent ways, we perceive consideasksle
Through the news broadcast, we have learned many hackers sipdesmnal
information and transaction specifications with other progid€herefore, it
is important to find the effective way to build trustworthinbs$ween the
providers and consumers. Especially, in computer-meditated envir@)ntent
is particularly difficult (Nasquin and Paulson, 2003)

Patronage Intent

Wang et al.(2006) maintained how consumers’ cognitive style and
involvement level interact with each other. Those factorpact on
consumers’ decision behavior. Brand loyalty, perceived risk anditeebs
patronage are involved in the process of decision-making. Baetors of
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website patronage such as switching barriers and satisfaci@nigentified
by Balabanis et al (2006). The impact of switching barriers varidisferent
level of consumer satisfaction. Customers’ familiarity vetivebsite and the
degree of perceived usability affects consumers’ patronage iomtefithe
more consumers are familiar with websites, the more frelyu@ety are prone
to use the Internet shopping channel (Flavian et al, 2006). Gtw&r{2006)
found the effects of a specific form of electronic word-of-mouth.

Material and Methods

The purpose of this research is the pretest survey for timeressarch to
find out the relationships of the product classification of SEdyrct classes
such as search, experience, and credence products relatedntediteted
effects of perceived risks on patronage intention in the Kareaket. SEC
product classes were previously attempted to test its appeopss for the
product classification by Arjan Chaudhuri (1997). In this pretgstdidn’t
conduct the classification procedure for SEC product classesideof the
ambiguity of inherent product characteristics. It is hard tmekthe clarified
differences among product classes according to the exemptifiedlct
brands.

Survey and sample characteristics

A survey was conducted to the undergraduate students in th@atass
In total, 94 respondents completed the questionnaire and considered as
useable. Of these respondents, 55 percent were male. Ofgbpspedents, 75
percent aged from 18 to 24. All the respondents are universitynssudi
percent students are unemployed and 40 percent are employpdrasirae
job. Their average income is no more than 1 million Korean won per month.
42 percent of the respondents were spending an average of 310,000 -400,000
Korean won.

Research Model
Both consumers’ consumption emotions and retailer attributes play
presumed roles in anticipating consumers’ patronage intention. Aleng

path, perceived risk is meditated between consumers’ cognitive valuasuc
consumption emotions and retailer attributes and patronage intention.
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Table 1. Characteristics of samples

Sample Characteristics Number of %
respondents

Sex Male 55 58.5
Female 39 41.5

Age 18~24 75 79.8
25~29 19 20.2

Monthly Income | less than 1million won 40 42.6
100~ 150 3 3.2
150~200 2 2.1
more than 300 1 1.1
no income 48 51.1

Monthly less than 100,000 won 4 4.3

Pocket-money 100,000~300,000 won 29 30.9
310,000~500,000 won 42 44.7
more than 500,000 worn 19 20.2

Consumption
Emotion

Perceived Patronage

Risk Intention

Retailer
Attributes

Figure 1. Research model

Results and discussion

Our objective was to verify a reliable and validate messtor each of
the antecedents of patronage intent. Following Churchill’s (187§jestions,
once the presumed constructs were identified, we produced a peohsffor
each construct. A sample of 94 students was chosen to answer the
questionnaire. Each construct of antecedents and patronage wadsnt
measured by a multi-item scale with a 5-point Likert-typsponse format
(fully disagree to fully agree).
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Table 2. Measures of the Presumed Constructs (translatédcbm original
Korean items)

Number
Construct of items | Code Measured items
(extracte | name
d items)

1. Enjoyment

Consumption 7 E 2. Excitement

Emotion 3. Satisfaction

4. Worried

5.Frustrated

6.Forgetting the time passing by

7.Excursion from routine daily
activities

1. Easy to return or exchange

2. Various product assortments

Retailer 7(5) R 3. Trustworthiness in products or

Attributes service

6. Possibility to shop at any time

7. Satisfied at familiarity of the
design of online store

1.Performance risk

3.Social risk

Perceived 7(5) PR | 4.Time risk

Risk 5.Psychological risk

6.Physical risk

1.Intent to use online shopping in
the future

Patronage 5 Pl 2.Intent to revisit the sites | used

Intention 3.Spread positive
recommendation(WOM)

4. Recommend websites for
someone

5.Use more than present usage

As the primary criteria, Cronbach’s alpha was used to eeahzath scale,
which measures the internal consistency of a scale (Caraing Zeller
1979). We limited each scale to improve the level of reliakélitgording to
the alpha if item deleted. However, owing to the lack of respauadeumber,
at least 200 respondents are necessary for the suitablsian@itye number
of 94 samples is not suitable for the satisfactory anabygisneaningful for
the pretest within the recommendable sample range from 50 to 100
observations.
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For reliability purposes, each construct had no less than three items. The
Cronbach’s alpha values don'’t proved so satisfactory exceptawstructs
such as retailer attributes (.7376) and patronage intentioa7(.8®ther
constructs result in consumption emotions (.6433), perceived risk (.5367). T
test simultaneously trait and discriminant validity we undertaofactor

analysis of the items using all 94 observations. We used principal component
analysis.

Factor analysis with a varimax rotation procedure was emgploge
identify underlying dimensions of consumers’ cognitive valuehsas
consumption emotions and retailer attributes. Then the réljetest was used
to test the internal consistency for extracted constructs. i@atbry factor
analysis was employed to test the validity of the scalessmsaring specific
constructs of the measurement model and Fornell and Larker’'s)(1981
guidelines were applied.

Table 3. Descriptive Statistics

Constructs Measured Items Mean StandgrdNumber of
Deviation | observations
Easy to exchange 2.86 1.16
Product assortment 3.89 .78
Trust 3.28 1.00
Retailer Convenience 4.42 76
attributes | Easy to order 4.30 77
Information search 3.70 .94
Layout 3.65 .89
Enjoyment 3.86 .69
Excitement 3.22 .86
Consump. | Satisfaction 3.70 .65
Emotions | Immersion 3.23 1.14
Arousal 277 117 94
Performance risk 3.06 .82
Social risk 3.27 .89
Perceived | Time risk 3.12 .99
risk Psychological risk 3.29 .84
Physical risk 3.19 .90
Intention to patronage 3.74 .84
Patronage | Intention to revisit 3.85 .76
Intention Positive word-of-mouth 3.70 a7
Intention to recommendl 3.43 .98
Intention to reuse 3.30 .85
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Conclusions

Consumers’ consumption emotions such as positive or negative
experiences will determine the intention to use the same providersedpeat
as patrons. The convenience and useful information search contidbute
consumers’ confident shopping behaviors. The importance of chooditg rig
channels for purchasing goods and services affects consumers’ gatrona
intention. The retailer attributes and consumption emotionstaseatents of
patronage intention play a pivotal role in consumer behavioceRed risk
meditates the relationships between them. Therefore, markeiimggers
should make great efforts to reduce the perceived risk and uncestaintie
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Introduction

Continuous pollution of the environment, reduction of biodiversity and
increased amount of allergic a oncological illnesses leaxjdeoto realize and
understand the amount of significance of the ecological dmrieufocused
on creating sustainable and ecologically balanced agricultsiensyased on
preserving the environment and using the resources and the caurdry i
maintainable way. It presents perspective method of manageniéah, i
developing in almost every country in the world, while the shatheofand
cultivated ecologically grows constantly.

In order to develop the ecological agriculture, EU creBtedronmental
Technologies Action Plan (ETAP) which, among other things, detls
ecological food and agriculture. This plan set the foundafmmeview and
rework of legislation of The Community in the area of ecological aljuie,
as well as for campaign for its propagation and production @nardgood,
which was launched by the European Commission in July 2008. The role of
ETAP was judging the situation in the field of ecologieariculture
and setting of foundations for the policy for its development, majoeftis
and global conception. It reports the data concerning thelagewent of
ecological agriculture and also the information about the ordaottmarket
and ecological logo as marketing tool.

People realize more and more the importance of ecologicaliigre
and many different organizations and institutions focused on supgpdrére
being created. In some countries, the pressure comes fromstioeners and
farmers, for example Czech Republic (Vaclavik and collec2i®@g). In other
countries, which include Slovakia, it is mostly the pressure fibm
government institutions.
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In Slovakia, the ecological agriculture is also one of the possiblenspti
for the solution of the impact agriculture has on environmeniyedl as the
solution in the economic and social fields, as it createsmarket with bio
products and organic food, new job opportunities, helps with the devaibpme
of rural areas and with preserving of all parts of environment.

Ecological agriculture started developing in Slovakia sihegear 1991,
building on the foundations, experience and development trends ofrieste
European countries, which have 15 to 20 years longer history ifigtluis
(Prokova — MaliSova, 2009).

Before year 2000, the production of organic food in Slovakia was
nonexistent, but the continuous increase in the amount of ecologically
cultivated soil led to increase in the amount of bio products gsedeinto
organic food. However, larger amount of organic food appearetbuals
shops only in the recent years. Aside from specialized stdegggfproducts
intended for healthy diet, the organic food can be now also found
in hypermarkets and supermarkets, it can also be boughtteimet stores
and the organic food can be also bought in some of the smallerygsbogs.

The aim of this paper is to analyse the current situatioh@rganic
food market and to highlight some of the problems in this arearoparing
the shopping behaviour of Slovaks living in Slovakia and in Luxembourg.

Materials and methods

The theoretical materials regarding this topic were researchadyrbgi
the analysis method, aside from other complementary scientdibaus
which were also used. Using this method, all the available tiwaire
knowledge, gathered from both domestic and foreign sources, wasexhaly
i.e. divided and subsequently examined in detail. The materialifri@met
sources originates from information available on websiteEwfopean
Commission, ministries and other government institutions.

The analysis method was also used to process information gathered with
the help of questionnaire, which was used for customer suozessdéd on
investigating the differences between shopping behaviour oa&laiwing
in Bratislava and shopping behaviour of Slovaks living in Luxentdpour
Survey was performed by standardized questioning through internet
guestionnaire in months February and March 2014. The questionnaire was
sent to 140 respondents (70 to respondents from Bratislava and 70 to
respondents from Luxembourg). It was comprised from four main qugstion
concerning organic food and questions concerning the characteristics of
respondent.

Mathematical and statistical methods were used to deteth@radsolute
and relative amounts and the average amount from the data gaihdtew
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survey. The program Microsoft Excel was used to processftrenation and
to create graphs.

Results and discussion
Organic food market

The biggest market for organic food is the European martetpriesents
54 % of global sales of organic food (Willer, Yussefi-MenzleB&rensen,
2008). It is followed by North America (43 %) and the marketotifer
continents amounts only to 3 %. In some European countries, amouim®to m
than 4 % from the overall food sales. In Austria, Denmark and &batd it
represents more than 5 %. In the counties of southern, centralaatein
Europe is the amount lowest: customers in these countries bugasie
organic food, because of this organic food amounts to less thanrdndo f
overall food sales (Bharathi, Ananthn&gNagaraja, 2014). In the new
countries of EU, from central and eastern Europe, it repreaemisd 2 %.
Organic food market is in the case of these countries onslagwug, while
the mentioned countries generally export unprocessed haegstljvestock)
to countries of western Europe, from which they then import psedes
organic food. Said countries belong to those, where the consumption of
ecologic products on one citizen is highest and where the diffetsetween
the price of conventional food and organic food is in case of miaadg lof
organic food around 20 % less than weighted average of the Barbjpéon.
One of the reasons are cheaper distribution expenses, becauseaipisrdb
transport large amount of organic food along with conventional tmt¢atge
distribution centres and later to large retail chains, thamsporting small
amount of food to many smaller specialised stores. In the caseinfrease
in demand for organic food, which would also result in increasteir
selection on the market, it could be expected, that the organic fooldl w
become more affordable because of lower distribution cosiprgfto,
Wijaya, 2012). Currently, it is probably one of the factordefduccess in the
case discount stores such as Lidl, Aldi and Plus, which iofieresting prices
and have large market share in organic food sales. However, the ledder of t
European market is retail chain Tesco with over 700 types ehargpod of
the Tesco Organic brand.

Ecological agricultural production in the Member States of-ER% is
governed by the principles and rules established in Europedifréegawork,
namely in the regulations of the Council and European Commissiaoh w
are in Slovakia supplemented by the of regulations the law number 189/2009
Z. z. about ecological agricultural production, which came intecefbn
1 June, 20009.
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In the framework of the abovementioned law, the whole chain of
ecological agricultural production is subject to clearly defiogterias and
strict rules. GMO is completely forbidden in the ecologicalcadure and
according to new regulations, this prohibition has also been extemdix
substances produced from GMO. Herbicides are completely ercfruai@
ecological agriculture. From the long lists of plant pretectproducts in
Member States of EU, only small amount is permitted in egmbg
agricultural production. These criteria have to be followedhieyecological
producers (they are systematically controlled). That meamsdtblogical
products are the guarantee of the absence of GMO both in agatul
products and in final the organic food, which is consumed by the custome
The label BIO is also a guarantee of the absence of resmuehemical
substances used for plant protection. The absence of the residsticiies
in organic food is another of the basic differences betweganix food and
conventional, non organic food (Vojtkova, 2009).

According to law no. 189/2009, organic food on the Slovak market must
comply with the following regulations:

* the title must contain the term ,BIO*

* numerical code SK-02-BIO of control and certification orgamrat
Naturalis SK (since 1 July, 2010 mandatory change to SK-BIO-02),

* logo of Slovakia for ecological agriculture,

* some products are also marked with the logo of EU for ecological
agriculture in English and Slovak language (until 1 July, 201 0rgauf
the logo was mandatory for certain products) and the country of origin.

In Slovakia, organic production has mainly focused on the typesd,cr
which are simpler to process and where greater experiemoariufacturing
and marketing was available, as well as sufficient m@zhton.
Considerable impulses, in times when the production was beginnarg, w
government subsidies in years 1991-1992. Slovakia mostly producegs pla
commodities, organic food of animal origin is produced in less&uat.
Many bio products are exported to western Europe, but the amount is
gradually decreasing. In the beginning of this century, mostgafnac food
was exported, but currently the amount of exported food is much smalle
(accurate statistics are not available).

Most of the production is exported to Germany and Czech Republic,
followed by Austria and Hungary. Livestock is exported only asarganic
production (mainly Easter lambs). Most exported are grains, rfolk (
example, large amount of raw milk is exported to Czech Republmragus
and other vegetables, herbal teas, legumes and oilseeds. Altnoregent
years we can observe great increase in ecological agreuit@®ovakia, the
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producers should try more to push their products on the Slovak ofgadic
market. That would make the price more acceptable for cestorwhich
could lead to increase in demand for organic food.

The issues of Slovak food market

In terms of the development of the organic food market in Slay#he
greatest problem is the lack of interest from the side of foodugtion
companies when it comes to processing of the relativelyl amaunt of
organic products produced by ecological agriculture, as wetisadficient
demand from the customers. Demand for organic food is affectathby
problems. One of these problems is lack of producers, who would produce
organic food for Slovak market, and because of this most products of
sufficient quality have to be imported. The result is the tendimdize prices
to be unreasonably high, which could in the case of imported dead4o
prices so high customers wouldn't buy it.

Slovakia also lacks wholesale, which would purchase Slovak organic
food and then distribute it. Most of the products are impdiraa Czech
Republic, second is import from Austria and Germany and the lamesint
is supplied by domestic suppliers. This has to do with thetfaat Slovakia
has only small amount of bio farms which do not have productios, line
packaging plants and lack effective distribution system wiaileng minimal
or no propagation. Many of them do not even have their own websites.
Because of this, most of the harvested crops and livestoekpoeed abroad,
where they are processed, and then return in the form of fiodugtr with
unreasonably high price, as was mentioned before. Insufficieotirenof
Slovak organic food producers is also one of the reason forirtied
selection of organic food on Slovak market.

The selection of all organic food (not only Slovak) is notibeamaller
than in Czech Republic or western European countries. For exatimple,
Naturata bio stores in Luxembourg offer, aside from standaahmrdood,
weighted cheese, fresh meat, weighted olives and fresh lqaloelycts, all in
bio quality. The freezers also contain frozen fruits and higbuatof semi
products. Hypermarkets Auchan and Cactus have whole shelvesniited
organic food and freezers filled with semi products. In Luxembourgdgaie e
can be bought in most cases even in regular grocery stores, akidldwan
sometimes be a problem to find them even in supermarkets or
hypermarkets.Some Slovaks buy organic food in Austria or Czech Republic.

Slovak stores do not offer sufficient amount of fresh bio vegesabio
meat and bio eggs. Bio quality semi products are also laakin§lovak
market. Propagation of organic food is also insufficient. Slouskomers are
not informed about ecological agriculture and organic food. Tlsdiaxk of
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pamphlets, sample tasting and advertisement from both producerdlersd se
For example, in Luxembourg, the Cactus hypermarket regularly gives
information about organic food into magazine, which is distribuie
households weekly, and which informs the customers about the pradidcts
discounts. Although there was some progress in this area iadset iyears,

it wasn't sufficient.

The result of the survey focused on comparing the shopping behaviour
of Slovaks living in Slovakia and in Luxembourg.

Several surveys were made, which were comparing the frequéncy
purchasing organic food depending age, education, income, residence and
similar. According to a survey made by the organization Incoese&ch,
only 2% of Slovak citizens buy organic food regularly, while ipe€¢h
Republic it is 5% of the citizenry. It is considerable de#fece, even more so
if we take the geographical closeness and cultural aitils into account
Conditions for buying organic food are also different, becauseh@2epublic
has better propagation and support of ecological agriculture, wkizimalans
higher amount of producers and products. We have decided to makg surv
that has not been done yet - comparison of shopping behaviolovaks
living in Bratislava and Slovaks living in Luxembourg, with #ien to find
out if the shopping behaviour in regards to organic food areasimilnot if
they live in different countries which have different comais for buying
organic food.

The data was gathered by using internet questionnaires, which were
evaluated and processed by statistical methods.

Based on the data, we can conclude, that organic food is, in both
Bratislava nd Luxembourg, bought by women with age between 30 - 89 yea
college or university degree and higher income.

In Luxembourg, organic food is regularly bought by 21,4% of Slovak
respondents (graph 1) compared to 7,1% of Bratislava respondents (graph 2),
which is three times more They are bought occasionally bydwatly 50%)
of the Slovak respondents living in Luxembourg and by 24,3% of Slovak
living in Bratislava. In Luxembourg, only 5,7% of respondents does not buy
them, while in Bratislava, 38,6% of respondents does not buy them. Most o
Bratislava respondents stated the main reason for not buygagiorfood is
the unreasonably high price (44,4%) and lack of information about the
(25,9%). Small amount of respondents (7,4%) does not believe orgadic f
is healthier than conventional food, or they do not care.
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but only for
special

| bought them,

no, | do not
5,7% yes, | buy
them regularly
21,4%

occasion
22,9%

yes, | buy
them
occasionally
50,0%

Figure 1. Frequency of purchase of organic food of Slovaks living
in Luxembourg

Source: Own study

The difference between the results of Incoma Research, 2,2¥%vakS
respondents purchasing organic foor regularly, and our result, 7,1% of
domestic respondents purchasing organic food regularly, was causieel by
fact, that most of our respondents live in capital city, winitdma Research
did their survey nationwide. There were also differences iratheunt of
respondents, we had 140 and Incoma Research had 1000 respondents.
However, survey of this magnitude was not viable for us beadubke high
amount of time required to complete it. Considerable is aldatiehat most
of our respondents had higher level of education.

yes, | buy
them regularly
7,1%
yes, | buy
no, |1 do no them
38,6% occasionally
24,3%

| bought them,
but only for
special
occasion
30,0%

Figure 2. Frequency of purchase of organic food of Slovaks living
in Bratislava

Source: Own study
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From the survey findings it is apparent, that the reason Her t
considerable difference in the shopping behaviour is, aside frerhigher
income, also the fact Luxembourg has much better marketing of ofgaric
and the selection is incomparably better. The Luxembourg madetak
specialised Naturata stores with wide selection ofracgbbod of different
brands.

other reasons
12,4%

new trend
3,0%

better living
conditions of
animals
7,1%

they are safer
and healthier
62,1%

protection of

environment

9,3%  petter taste
6,1%

Figure 3. Main motive for purchase of organic food of Slovaks living
in Luxembourg

Source: Own study

other reasons
14,1%
new trend

=

they are safe
and healthie
60,5%

better living

conditions of

animals
6,7%

protection o
environment better taste
8,0% 6,0%

Figure 4. Main motive for purchase of organic food of Slovaks living
in Bratislava

Source: Own study
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Regarding the motives for purchase of organic food (graphs 8)atie
results are almost the same in both groups of respondents, shbeisgme
pattern as other European surveys. First most important nigtbadety and
health, second is the protection of environment, third is therbetieg
conditions of animals and fourth are better sensoric traits.

The fact, that it is a fashion trend matters only to mahiamount of
respondents. In case of other reasons, respondent mosly, set it was a
coincidence (mostly those who bought, or buy organic food on occasion), but
also curiosity, prefering smaller producers over bigger compasugport of
regional producers, only for kids, discount on organic food, support of
domestic distributor, fearm of GMO, inability to find equivalethe feeling
of satisfaction for doing something good for themselves.

In Slovakia, the most frequently bought organic food (graph 5) aits, fr
vegetables, milk and dairy products. The least bought is infantvidodh is
cause by the small amount of respondents with children. disvegard infant
food, which is very specific kind of product, the least boughbareggs and
bio meat. Bio quality meat and meat products are availableirontynimal
amounts and even then, the price is very high. Bio eggs are sothmaotea
affordable than meat and they are sold by

other foodstuff fruits and
(candy, oils, vegetables
sauces, pasta 16,7% ) )
herbs and etc) milk and dairy
spices 14,6% products

14,6% 16,7%

meat
and meat
products
eggs bread and baken?2,1%
infantfood  2,1% products
4,2% 4,2% 10,4%

grains, nut:
legumes
14,6%

Figure 5. Percentage of the most bought organic food — Bratislava
Source: Own study

Tesco retail chain (country of origin: Hungary). The situatidn o
respondents living abroad is the exact opposite — the most purchased organic
food are bio eggs. Up to 31,8% of respondents buys them often (graph 6),
while on Slovak market it is only around 2,3%. Second most bought organic
food on Luxembourg market are fruits, vegetables, milk and dairy psoduc
The least bought are again infant food, spices, meat and meat products.
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fruits and

herbs and other foodstuff
spices (candy, oils, Vegeta‘?les
2,9% sauces, pasta etc.) 16.2% i and
7.6% dairy
grains, nuts, products
legumes 13.3%
9,5%
drinks meat and
6.7% meat
bread and  Products
0,
infant food eggs bakery 7,6%
7,6% 20.0% products
’ 8,6%

Figure 6. Percentage of the most bought organic food — Luxembourg
Source: Own study

The survey of shopping behaviour of Slovak respondents has confirmed
the assumption, that Slovaks are interested in buying organic foothelyut
lack information, the selection is too small and the prices are too high.

We conclude, that there is potential for increase in salesgahic food
on Slovak market which should be properly taken advantage of It i
recommended for organic food producers and sellers to improve marketing
communication in this area. It is needed to inform the custasherst organic
food, highlight their quality, explain the principles of ecologmgriculture
and its benefits. It is also needed to hear the requiremectistoimers and to
react to them.

It is very important to increase the amount of Slovak producengiahic
food as well as to increase their sales on domestic marksetoite of the
options how to decrease the price of organic food while also wiglefithe
selection on the Slovak market.

Conclusions

Problem of the Slovak organic food market is the export of lmdymts,
as well as lack of domestic producers and distributors eétheoducts. Most
of the organic food is imported from abroad, mainly from Czech Republic
what unreasonably increases the price of the productsThe Siwuédet of
organic food offers smaller selection of products and the paireegery high.
Aside from that, the propagation of organic food is still lacking both from the
side of sellers and government institutions, although there was somesgsrogr
in recent years.
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In conclusion, the positive factors affecting the organic food etate
the higher quality of said products (without GMO, synthetic additaed
similar) and the environmental friendliness (preserving biodiyenso soil
pollution and similar). Negative also affect the demand vaaststated above,
it is mostly the higher price when compared to conventional food,rlowe
availability, limited selection and lack of marketing commatimn focused
on their propagation.
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Introduction

The dynamic development in the field of biotechnology has enabled
improvement of utility organisms, such as microorganisms, plants
perfecting, by genetic modification. The application of genetigresering for
improving organisms has allowed to improve their desired features inta muc
shorter time than it would be achievable using traditional kbmged
(Niemirowicz Szczytt 2012). A genetically modified organisnM@) is
defined as an organism different to a human organism that haaltezed by
a process which does not occur naturally in mating or natcambination
(Act on genetically modified organisms of 2001). Food manufacurer
consider genetically modified organisms as a possibilityntwease food
production and lower costs as much as possible. The aim of plantecabtdifi
is to obtain types that are resistant to pests, crop panettiemicals, drought
and other types of environmental stress with increased projfidgshmad et
al. 2012). Genetically modified microorganisms conduct effective
fermentation processes or produce given proteins on a krgler(Grajek and
Schmitd 2006). The aim of modifying animal organisms is to olsjp@ties
or breeds that gain weight faster, are resistant tostisegive more milk or
for increased production, e.g. of meat or milk (Vazquez-Sakdt 2012). An
important aspect in genetically modified organisms is their ins¢he
pharmaceutical industry to produce biopharmaceutic substancesofies,
enzymes or antibodies) as well as in scientific researcimgiat developing
new medicines for human diseases or creating novel solutions in
transplantology (Kuiper et al. 2001, Michalik and Modzelewska 2011).
However, producing genetically modified food or releasing genbtical
modified organisms to the environment is controversial andsraeeial
anxiety and objections. This is predominantly associated with slogial
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awareness concerning GMOs, but also with a few studies #zatycpresent
the influence of genetically modified food on human health as agethe
impact of genetically modified organisms on the environmentyséfe¢wer

et al. 2004, Scipioni et al. 2005). Due to the rapidly developing indusing
GMOs and growing social anxiety associated with it, developing a
implementing legal regulations became essential. The codtaise of
GMOs, which frequently takes place in academic and reseacdhids,
appears to be a slightly different issue. Usually, the aim of such reseé&och
develop novel pharmaceutical agents needed for treating huseases or
discovering mechanisms of diseases etc. Conducting reseatththeit
contained use of genetically modified organisms is associattid the
necessity of preparing adequately secured laboratories whickenprev
unintended release of GMOs to the environment as well as deglop
procedures for basic handling of genetically modified organisms andhgai
employees. All requirements are included in legal regulations, both Enropea
and Polish ones.

Legal regulations

Legal acts associated with GMOs include international ones, stible a
Convention on Biological Diversity from Rio de Janeiro andt&igna
Protocol, European Union legislation - Directives and reguiatiof the
Commission, as well as Polish domestic regulations - acts alithoces
(Aniot et al. 2002).

Convention from Rio de Janeiro

One of the first legal documents that became the basis datirng a
system of regulations concerning genetically modified organigms the
Convention on Biological Diversity from Rio de Janeiro dated 5 199¢.
The convention draws attention to the particular value of biolodivalsity
in the natural environment and human life. It also mentions thesissiated
with sustained use of the environment and its genetic paitant emphasises
the need for protection of environmental biodiversity which is the
responsibility of all countries, particularly on their owrriteries. In addition,
the Convention obliges countries to conduct studies on biological dyversit
order to protect it by implementing remedial measures, incrgasicial
awareness and introducing appropriate procedures aiming ahatlimg
unfavourable factors that affect the environment (Zimny and Yig@07).
Poland ratified the Convention from Rio de Janeiro in 1996.
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Cartagena protocol

The Cartagena protocol was prepared in 2000. It regulatesydileakpect
of biological safety associated with transfer and handlintyiobl genetically
modified organisms (LMO). It is also an extension to the pronssiof the
Convention from Rio de Janeiro (Bartoszewski 2012). The objectitieeof
Cartagena protocol is to contribute.“to ensuring an adequate level of
protection in the field of the safe transfer, handling and useiaflimodified
organisms resulting from modern biotechnology that may have adféests
on the conservation and sustainable use of biological divetsiting also
into account risks to human health, and specifically focusing on
transboundary movementsAmong other things, this protocol provides
guidelines for procedures of issuing consents to transponing fjenetically
modified organisms, potential exceptions, risk assessment ardl aonthe
need to undertake extraordinary measures in the case of unintekkizd
movement. It must be emphasised that this document also mente®ns th
problem of social awareness concerning the use of geneticalified
organisms and the need to spread knowledge in this subject g&wta
Protocol 2000, Journal of Laws of 2004, No. 216, item 2201).

GMO legal regulations of the European Union

The legislation in the European Union concerning genetically nealdifi
organisms was prepared according to the highest global sdaridaorder to
fully regulate all issues associated with GMOs. When issdirgctives,
regulations, opinions and guidelines, the European Union regulategtie
aspect of GMOs in all member states and at the samegiives,them freedom
in the manner of their implementation (Zimny and Zimny 2007). Sinee
is a great number of documents that thoroughly regulate vargpecta
related to GMOs, in this article only the most importantscere mentioned
and briefly described. The regulations on the contained use @GMe
presented in greater detail.

Directive 2009/41/EC is one of the most important directive$ tha
regulate issues associated with the contained use of GMOs @reated on
the basis of Directive 98/81/EC amending Directive 90/219/EECeraing
the contained use of genetically modified microorganisms. dimeent
Directive 2009/41/EC on the contained use of genetically modified
microorganisms also concerns plants and animals. It clesglylates issues
associated with culturing, using, transporting, storing and dispasing
genetically modified microorganisms so as to avoid anyrdafta human
health and environmental safety. It also includes guidelinessoaing the
level of precautions that must be adopted in laboratorfeevgenetically
modified microorganisms are used. They were divided into dategories
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based on the level of hazard. Moreover, the Directive deffireemanners of
risk assessment, procedures for preparing emergency placasé of
unintended release of GMOs to the environment and transfegfugts to
the supervising bodies (Bartoszewski 2012, Directive 2009/41/EC).

The issues of deliberate release of genetically modifiechiga to the
environment are regulated in Directive 2001/18/EC. This docunent i
primarily based on the principle of caution. Its provisions agdlations aim
at minimising hazard for human health and excluding negative &ffacthe
environment. This Directive contains guidelines concerning delibeelease
of GMOs to the environment for experimental purposes (part Bhef
Directive) and deliberate release of GMOs to the enviromrite order to
introduce products to the market (part C of the Directivelsth determines
requirements concerning risk assessments. Moreover, iateguhe issues
associated with monitoring released GMOs, including theparh on the
environment (Zimny and Zimny 2007). The rules and regulations concerning
marketing of genetically modified food and feed products wereribescin
greater detail in the Regulation No 1829/2003 of the EuropeanrRenliaand
of the Council as well as in the Regulation No 1830/2003 of the European
Parliament and of the Council. The latter mainly concernsliapébod, feed
and GMO products as well as monitoring their circulation (Baewski
2012).

GMO legal regulations in Poland

The basic Polish legal document concerning genetically modified
organisms is the Act on genetically modified organisms of 22 200&. This
act extensively regulates issues associated with the imedtause of
genetically modified organisms, deliberate release of GMOsth®
environment for purposes other than marketing, marketing GMO products
exportation and transit of GMO products as well as responsibilifiehe
government administrative authorities competent for GMOs. UtingeAct,
the government administrative authority competent for GMOs is the klinist
in charge of the environment whose responsibility is, amongotteegrant
proper consents associated with deliberate release or contamet GMOs,
to issue permits concerning marketing, circulation and transport of GtdOs
gather and exchange information as well as coordinate conttohanitoring
of activities associated with GMOs (Act on genetically mediforganisms,
2001). The actions specified in the Act are coordinated anddauten the
Ministry by the appointed GMO Team. In conducting tasks spedtiiede
Act, Convention from Rio de Janeiro, Cartagena Protocol and Regulations
the European Union, the Minister of the Environment closely cogsevath
the Minister of Agriculture and Rural Development as welltlas Chief
Sanitary Inspectorate. The aim of all the provisions in the $\tb iensure
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biological safety as well as protect the environment and hunsth hie the
context of using genetically modified organisms (Dalbiak, Zimng Zimny
2007).

The issues related to marketing genetically modified fodedland are
regulated in the Act on safety of food and nutrition of 25 August 2806l
as in Regulation No 1829/2003 of the European Parliament and obtineiC
on genetically modified food and feed, and Regulation No 1830/200% of
European Parliament and of the Council concerning the traceahility a
labelling of genetically modified organisms (Dalbiak, Zinamd Zimny 2007,
Bartoszewski 2012). Moreover, in order to clarify selectexuds the
following ordinances were implemented, including secondary legislatie
Ordinance of the Minister of the Environment of 8 July 2002 reigiglétsues
connected with risk assessment, the Ordinance of the Ministeheof
Environment of 29 November 2002 on specifying the list of pathogenic
organisms and their classification, the Ordinance of the Minisf the
Environment of 6 June 2002 on templates of applications for conseahts an
permits to conduct actions associated with genetically modifigdngsms,
the Ordinance of the Minister of the Environment of 21 Febr2@@2 on
detailed manner of operation of the Commission for GMOs, and tlinddice
of the Minister of the Environment of 15 April 2004 on customs dffice
competent for importing or exporting GMO products (GMO Team — Minist
of Environment).

Contained use of GMOs

Contained use means “any action that consists in genetic natidifiof
organisms or culture, storage, transportation, destruction, disposabaiy
other activity involving a GMO, with applied protections sashenclosed
installations, premises, or other physical barriers to @fgtrestrain the
contact of GMOs with human beings or the environment” (Act on geigti
modified organisms of 2001). Chapter 3 of the Act of 22 June 2001 on
genetically modified organisms includes 21 articles thatla¢g legal aspects
associated with the contained use of GMOSs, which requires thentaighe
Minister of the Environment. The Act contains a section whicludes the
categorisation of activities associated with the conthiree of GMOs based
on the degree of hazard for human health and the environment, i.e.:

a) category | — activities which present no hazard,

b) category Il — activities which present a minor hazard,

c) category lll — activities which present a moderate hazard,

d) category IV — activities which present a considerable hazard.
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The classification of activities is based on hazard assessmeducted
prior to lodging an application for consent to the containe@&MOs. The
template for the application is provided in the OrdinancheMinister of the
Environment of 6 June 2002 on templates of applications for consmhts a
permits to conduct activities associated with genetically neztidrganisms
(Dz. U. [Polish Journal of Laws] of 2002 No 87, item 797). The apfn
form filled in in an appropriate way should include information abdbkED
user, their headquarters and a person directly responsible fontiamed use
of GMOs as well as information on the planned use of GMOs. Morgibve
should contain their characteristics, including information oe Host
organism from which genetic material was obtained, recipieranasm,
vectors and constructs as well as traits enabling identificatitreahodified
organism. The application should also provide information on planned
protective measures concerning containment, safety measureg dunik
with GMOs as well as guidelines on handling of biological egsbducts.
Moreover, the document should also include hazard assessment in ghé cont
of human health and the environment conducted in the scien@fimen in
accordance with guidelines and using modern research methodky,Rhe
application should include an emergency plan in case of a failuremgsalt
uncontrolled release of GMOs to the environment. Such a plan should be
adjusted to the hazard category and should include guidelinesriogce
appropriate actions that must be undertaken in order to remou@ionise
the implications of the failure (Aniot et al. 2002).

Article 18 of the Act on genetically modified organisms oddiga GMO
user to observe the principles of good laboratory practiceyaneral safety
rules, which include: ,,

— maintaining the workplace at the lowest possible levelxposure to
effects of GMOs,

— applying technical means of control at the source of hazamdcéssary,
and providing employees with protective clothing and appropriate
equipment,

— performing regular checks of equipment functionality and instafati
safeguards,

— performing regular checks of GMO presence outside the codtase
zone,

— providing proper training for employees,

— establishing biological safety units for category Il, Ill, and IV,
— enforcing internal safety regulations for employees,

— placing biological hazard signs where necessary,

— prohibiting mouth pipetting at workplace,
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— keeping effective disinfectants and specifying disinfectiongmores in
case of GMO dissemination,

— disposing of waste products in a manner protecting human healthend lif
as well as the environment, in particular ensuring securstevstorage
areas and, if necessary, storage areas for contaminatedtdapora
equipment and other materials” (Act on genetically modified organisms).

Since it is mandatory to draw up internal regulations and guvee
concerning work with the contained use of GMOs, this paper asabs
example of internal regulations concerning GMOs based on good latyorat
practice introduced in a scientific research facility.

Work safety instructions concerning biological materia) including
genetically modified organisms

Such instructions should contain general principles of a giventsa:
research facility with detailed procedures concerning handlingotdgical
material, including GMOs, at all stages of work. It shouldropleasised that,
according to the Act on genetically modified organisms (ofl2z 2001, Art.
18), handling of biological material should involve the principles of Good
Laboratory Practice. These principles and guidelines are astianed in
European Directive of the Council No 99/11/EC of 8 March 1999.

1) Aims
The first paragraph of the instructions should clearly andigely
specify the aims of the document and legal regulations basedicmitvh
was prepared.

2) General principles of work in the facility
This part of the instructions should include principles concerning
work in a given organisational unit, particularly:
a) information concerning the need for training employees who will
work with biological material;

b) a plan and scope of training employees (information on potential
hazards associated with GMOSs) at all stages of work wittO&M
and the entire personnel i.e. employees having direct contact with
living genetically modified animals, employees having contadt wit
biological material (conducting tests, analyses, transporting
samples) as well as employees responsible for cleaning wloens
GMOs are used;

c) alist of trained employees with appropriate examinations coedluct
who are allowed to work with biological material and GMOs;

d) a schedule of checks conducted in laboratories and rooms beyond
the contained use zone in case of contamination with modified
genetic material;
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f)

registration of working time of employees handling GMOs;
the following procedures:

Staff hygiene procedure - should contain information about the
necessity to observe hand hygiene and a description of a hand-
washing technique which should also be present at the sink in
the laboratory;

Protective clothing procedure - defines the necessity to wea
protective clothing and adopt adequate precautions in
conducting individual activities (using disposable gowns,
rubber gowns, protective eyewear, masks with or without
filters, disposable gloves etc.);

Procedure for washing and disinfecting surfaces and equipment
in rooms of contained use of GMOs - it should specify the type
of chemicals, appropriate working dilutions and the manner of
disinfecting taking into account staff safety.

Procedure for handling of unused or unneeded biological
material, including GMOs - it should contain guidelines on how
to protect unused biological material - pack it, label it anaesto

it until a company responsible for utilising such material
arrives.

Procedure for handling of waste products and contaminated
disposable materials after conducting experiments - it should
contain principles concerning handling of both hazardous and
non-hazardous material and specify the manner of its packing,
storing and utilising. The packaging used for storing laboratory
wastes should be adequately labelled;

Procedure for marking rooms - should include rules concerning
marking rooms in accordance with adequate guidelines;
Procedure for checking functionality and tightness of
installations - this procedure should be implemented by
adequately trained and prepared technical services.

3) Principles of working with biological material, including GMOs
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This part of the instructions should include general prinsigled

guidelines for safe work with biological material and gené#yica
modified organisms.

Each employee conducting experiments should be trained and
familiarised with the procedures concerning work with biological
material, including GMOs. In patrticular, they should be aware of
potential risks associated with tested material.

The staff should have knowledge concerning the principles of good
laboratory practice that is needed for working in a given position.

a)

b)



Employees should use protective clothing and adopt other
precautions required in their positions.

Unauthorised persons should not enter rooms for the contained use
of GMOs.

All rooms where studies with the use of biological material
including GMOs, are conducted should be marked in a proper way.

The further part of the instructions should provide general

recommendations and guidelines concerning preparing work stations,
performing basic research activities, maintaining workatatclean and
acting after the conclusion of research activities.

f)

9)

h)

)

Working with genetically modified laboratory animals - regsi
adjusting animal houses and laboratories, including the usage of
appropriate barriers and adopting appropriate precautions depending
on the hazard category. The application for consent to the contained
use of GMOs should include a description of protective measur
adopted together with a plan of the building where the rooms for
breeding and experimenting on GMOs are marked.

Work stations should be prepared in such a way to enable easy
cleaning (wall and table top finishing). Laboratories should aonta
only equipment used for analyses to enable easy cleaning and
disinfecting both the surfaces and research equipment. At the work
station, there should be a container for biological waste ptedu
which will be utilised by professional companies.

It is important to have descriptions of conditions and manner of
collecting test samples so as to prevent their contamination and
minimise the risk for employees. Particular caution must be
exercised while collecting samples from laboratory animatés T
stage requires using appropriate protective clothing brveég The
biological samples collected should be adequately secured, i.e.
placed in a tight container for transport to the laboratory.

During laboratory tests, general principles of safety and good
laboratory practice should be observed. Protective measurds@dop
by employees should be adjusted to conducted tests. Following
contact with biological material, gloves should be considered
contaminated and should be utlised in a proper container.
Cleanliness of protective clothing should also be cai@d
Contaminated clothing should not be hanged up together with the
clean one.

Work with biological material requires caution and coneeian. It

is also important to remember and master procedures airhing a
preventing contamination (using taps, door handles or equipment).
Biological material pipetting may only take place with trse of
automatic pipettes. The Act on genetically modified organisms
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K)

prohibits mouth pipetting when working with GMO material.
Attention should be paid to the manner of putting test-tubes, caps
and plugs aside. Moreover, due to the possibility of spilling
substances or producing aerosols, samples should be centrifuged in
locked test-tubes.

If biological material, including genetically modified matéries

spilt, this site should be disinfected with a rapidly acthgmical
agent, then the site should be rinsed with water and dried. Own
safety should be borne in mind (gloves or tweezers should be used
to collect glass).

When the work has been finished, one should remember to secure
biological material in an appropriate way. Material for farth
analyses should be placed in a tightly locked container labeitled w

a proper description and/or pictogram and stored in an appropriate
temperature. Unused and unneeded biological material should be
utilised in accordance with adopted procedures (e.g. dead animals
should be packed in plastic bags in the right colour and frozen until
an appropriate company responsible for their utilisation ajrives
Desk tops and laboratory equipment (e.g. pipettes) should be
disinfected and cleaned.

The instructions and procedures concerning handling of biological

material, including genetically modified organisms, should be oxgut
together with the development of biotechnology. Both observing and
adjusting procedures should be subject to routine controtgl@r to minimise
the risk associated with working with biological materi@luch controls
should be carried out by external bodies that have a statutogatdti to

conduct them.
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Introduction

This research investigates the roles of goods charateriahd
personalized cues in the recommendation context. Using a consumer choice
model, the current paper aims to understand consumer’s choice under
uncertainty. Imitating a typical personalization procesd use firms, we
conduct experiments on consumer’s choice of goods. Findings reveal tha
personalized cues provide a justification with decision-ngakKer addition,
the effects of personalized cues on choice are not sigmtifid@aen consumers
are familiar with the physical product. Therefor, we show that theptacce
of recommendation vary by the attributes of the goods and personalized cues

Material and methods
Recommendation services

Advances in personalization technologies and analytic methods have
enabled firms to offer personalized services and intevillstconsumers at a
low cost and with reasonable accuracy (e.g., Bechwati & Xia, ZD@3pcet
al.,, 2011). From the decision-making perspective, the recommendation
services may reduce a large number of alternatives intav afiéions that
match with the individual's preferences. Recommendations alkov
individual consumers to obtain goods with the least effort andeiwomne the
information overload problem (e.g., Chen, Shang, & Kao, 2009).

Past research examined the effect of personalized recomtioenda
decision outcomes from information processing perspective (erg.&THo,
2006) and the relationship between individuals and the recommendgeitn a
(see Xiao & Benbasat, 2007 for a review). Although personalized
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recommendations are expected to be beneficial, recommendatigiisyai
perceived as a threat to the person’s freedom of choizsi(Rons & Lehman,
2004; Lee, & Sanford, 2010).

Psychological reactance

When individuals’ freedom is threatened or restricted, psople
motivated to restore their freedom. This motivational stat&nown as
psychological reactance (Brehm and Brehm, 1981). If people thinkftaeir
choice is threatened by external influence, they consider the hhaug
behavior more critically. Because psychological reactaneentivational
state, it can directly affect related behaviors and d#iuEmpirical studies
on psychological reactance have been performed in marketingsordsy.,
the negative effect of unsolicited advice on decision maitgsimons &
Lehmann, 2004) and reactance against the firm’'s relationshifetng
(Dholakia, 2006; Wendlandt & Schrader, 2007).

Studies on technology-based services focus on the negative sngbact
psychological reactance. Threat to future usage decreases tii®mte use
recommendation services (Lee & Lee, 2009). Psychological resctso
increases the denial of compromise option in the recommiendatntext
(Leeet al, 2010). Because Le al’s study focus on the compliance to the
compromise alternatives, it is not clear that the effectpsythological
reactance in the various choice sets.

Conceptual model

When consumers choose unfamiliar or newly introduced goods, they are
influenced not by the well-defined existing preferences but mnataictive
process (Bettman, Luce, & Payne, 1998) using the situational anddwail
cues. Because consumers seek justification for their choicesr(§on, 1989;
Simonson & Tversky, 1992), the personalized cues provided in
recommendations might be a useful input to their decision makinggsoc
Therefore, we propose that personalized cues affect the choice of goods.

In the recommendation context, the decision makers may think that their
free behavior is influenced by external forces. In this siinatthey are
motivated to restore their restricted freedom and refeetrécommended
offers (e.g., Lee & Lee, 2009; Lext al, 2010). Therefore, we posit that
individuals’ perception of a threat to their freedom wifeat their choice of
what to purchase.

Because the effects of recommendation vary by the charsictes
goods (Leeet al, 2010), we tested the choices of three goods. Also, product
quality is an important factor in consumers’ choice decisionsefore, we

104



expect that characteristics of goods will also play an importdatin our
study context.

Experiment

A total of 353 students at a large university in South Korearéaye age
=21.9, SD = 2.47) participated in the experiment with the covesigs. They
were assigned to one of four conditions: no cue conditibr (05), high-
quality goods conditionN = 83), middle-quality goods conditioN(= 84),
and low-quality goods conditiorN(= 81). In the experimental condition
groups (high / middle / low-quality offer conditiad,= 248), we administered
a personality test by using the short form of Big Five petggrmimensions
in the International Personality Item Pool (IPIP: Buchanannsloh &
Goldberg, 2005). One week later, the reports of personality tdstthe
subject’s name were returned to the person along with a resodation for
which quality level to choose from for the three goods typeernet Protocol
Television (IPTV) services, laptop computer, and alkaline Hhatte
Recommendations were made randomly and personality test resul#s
never considered. Based on the recommendation, they were tiedttoc
choose one from high, middle, and low quality options for each ohtke t
alternatives. Participants in the control (no cue conditgroup were also
presented with the three choice tasks. They did not take thenpadity test
and made their choice in the absence of recommendation.

Because IPTV services were not yet activated in Koreacipants were
relatively unfamiliar with the services when compared with laptop canput
and alkaline batteries, which are frequently tested in theutoer decision-
making context (e.g., Heath & Chatterjee, 1995). For all tableschoice
alternatives were composed of three non-dominating optionk:guiglity
with high-price, middle-quality with middle-price, and low-qualiith low-
price. Participants were informed that the quality scanethe choice task
scenarios were obtained from Korean Consumer Repiguss 1)

high
quality|  prand A

brand B
‘o
.. brand C
®

low
price

Figure 1. Baseline choice set
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Threat to freedom, the degree to which individuals think theg ¢hoice
is threatened, was adapted from past studies (Lee & Leel288;al, 2010)
and measured by three, seven-point Likert-type items: recomngetilVv
(laptop computer or alkaline battery) brand A (B or C) to nastficts my
choice’, ‘hinders in my choice’, and ‘intervenes in my free chbiFor the
product category manipulation, purchase decision involvement, defitleel as
extent of interest and concern that a consumer brings to beaaypochase-
decision, was adapted from Mittal (1995) and measured by threr-peint
Likert-type items: ‘I choose <goods> very carefully’, ‘<goods> | buytenat
to me a lot’, and ‘choosing <goods> is an important decision for me’.

The sample group was composed of one hundred sixty-three males
(46.2%) and one hundred ninety females (63.8%). Among them, seventy-five
students (21.2%) of the sample group said that they had expesighd@TV
services. One hundred sixty-nine students (47.9%) had an experience
purchasing a laptop computer. They also reported that they purchase on
average one alkaline battery per month.

Results and discussion

The manipulation for personalized cues was tested by two.iteinss,
the item ‘the professor knows me well’ was analyzed. Thaea significant
difference { = 2.66,p < 0.01) between the personalized cue condition (M =
3.61, SD = 1.45) and the no cue condition (M = 3.16, SD = 1.49). Second, the
item ‘the professor knows my preference for goods’ was agdlythere was
a significant differencet(= 2.10,p < 0.01) between the personalized cue
condition (M = 3.38, SD = 1.54) and the no cue condition (M = 3.00, SD =
1.64). The score of purchase-decision involvement was 5.63 (SD = 1.08) for
laptop computer, 3.79 (SD = 1.29) for IPTV services, and 2.88 (339
for alkaline battery. The differences among goods categories werkcsighi
(laptop computer and IPTY= 23.3,p < 0.01, IPTV and alkaline battery=
10.5,p < 0.01, laptop computer and alkaline battéry28.9,p < 0.01, paired-
t). Therefore, the manipulation of the present experiment was sudcessf

We compared the level of psychological reactance by goods categor
The average score of psychological reactance was 4.01 {S&3)for laptop
computer, 3.78 (SD = 1.71) for IPTV services, and 2.89 (SD = 1.57) for
alkaline battery. The differences of psychological reactameng goods
categories were significant (laptop computer and IPfT¥:2.26,p < 0.01,
IPTV and alkaline batteryt: = 8.84,p < 0.01, laptop computer and alkaline
battery:t = 10.5,p < 0.01, paired}. However, psychological reactance
according to the quality of goods (high / middle / low) was ndewifit for
laptop computerK (2,245) = 0.47), IPTVK (2,245) = 0.88), and alkaline
battery £ (2,245) = 0.85).
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To investigate the choice differences between the baselileseue
condition) and the recommendation-included set (personalized cue@o)dit
we conducted Chi-square analyses. The choices of IPTV seriaptsp
computer, and alkaline battery are shown in Tables 1 to 3, respeciihe
choice rates of IPTV in the baseline condition were 26.7% fdr-tyigality
goods, 51.4% for middle-quality goods, 14.3% for low-quality goods, and
7.6% for no choice. When high-quality goods were recommended, the choice
of high-quality goods (42.2%) was higher than in the baselinditoam (26.7
%, ;{2 (1) = 5.00,p = 0.03). Also, the differences of choices between
recommended situation and baseline condition were signifidaem widdle-
quality (*(1) = 6.00,p = 0.01) and low-quality goods were offergd() =
5.60,p =0.02, Table 1).

Table 1. IPTV choices

choice
condition high- . . . . total
. middle-quality low-quality no choice
quality
) ~count 28 54 15 8 105
baseline choice
% 26.7 514 14.3 7.6 100
count 35* 34 5 9 83
% 42.2 41.0 6.0 10.8 100
recommending 4 % 155 -10.5 -8.3 3.2
high-quality 2@ 5.00 2.04 3.33 0.59
goods X2 sig. 0.03 0.15 0.07 0.44
Fisher's
. 0.03 0.19 0.10 0.46
sig.
count 14 58* 5 7 84
% 16.7 69.0 6.0 8.3 100
recommending 4 % -10.0 17.6 -8.3 0.7
middle-quality (1) 2.70 6.00 3.43 0.03
goods X2 sig. 0.10 0.01 0.06 0.86
Fisher's
] 0.12 0.02 0.10 1.00
sig.
count 13 33 23* 12 81
% 16.0 40.7 28.4 14.8 100
recommending 4 % -10.6 -10.7 141 7.2
low-quality 2@ 3.00 2.10 5.60 2.47
goods X2 sig. 0.08 0.15 0.02 0.12
Fisher's
) 0.11 0.18 0.03 0.15
sig.

* acceptance of recommended offer
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Table 2. Laptop computer choices

choice
condition high- middle- . . total
] _ low-quality no choice
quality quality
count 38 46 16 5 105
baseline choice
% 36.2 43.8 15.2 4.8 100
count 30* 38 12 3 83
% 36.1 45.8 14.5 3.6 100
recommending 4% 0.0 2.0 -0.8 -11
high-quality 2@ 0.00 0.07 0.02 0.15
goods 2 sig. 1.00 0.79 0.88 0.70
Fisher’s
. 1.00 0.88 1.00 1.00
sig.
count 19 45* 17 3 84
% 22.6 53.6 20.2 3.6 100
recommending 4% -13.6 9.8 5.0 -1.2
middle-quality 2@ 4.08 1.78 0.81 0.16
goods 2 sig. 0.04 0.18 0.37 0.69
Fisher’s
) 0.06 0.19 0.44 0.74
sig.
count 13 43 22* 3 81
% 16.0 53.1 27.2 3.7 100
Recommending 4 % -20.1 9.3 11.9 -1.1
low-quality 2@ 9.32 1.58 4.00 0.12
goods £ sig. 0.00 0.21 0.05 0.72
Fisher's
. 0.00 0.24 0.07 1.00
sig.

* acceptance of recommended offer

As shown in Table 2, the baseline choices for a laptop competer w
36.2% for high-quality, 43.8% for middle-quality, 15.2% for low-quality, and
4.8% for no choice. Whereas recommending a low-quality laptop computer
increased the choice rate compared to baseline choicgréte £ 3.99,p =
0.05), the same pattern was not found when high-quality gedds € 0.00,

p = 0.10) and middle-quality goods were offergd1) = 1.78,p = 0.18). For
the alkaline battery choices (Table 3), the baseline choiees 82.4% for
high-quality, 33.3% for middle-quality, 32.4% for low-quality, and 1.9% for
no choice. A significant difference was not found when a hjiggiity alkaline
battery was offeredyf (1) = 1.11,p = 0.74) compared to a middle-quality
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battery {* (1) = 0.26,p = 0.61). However, recommending a low-quality
alkaline battery increased the choice rate compared to the basédirgé (1)
=9.04,p = 0.00).

Table 3. Alkaline battery choices

choice
condition high- total
. middle-quality low-quality no choice
quality
baseline count 34 35 34 2 105
choice % 324 33.3 324 1.9 100
count 25* 25 30 3 83
% 30.1 30.1 36.1 3.6 100
recommending 4 % -2.3 -3.2 3.8 1.7
high-quality — ,2(1) 0.11 0.22 0.29 0.52
goods £ sig. 0.74 0.64 0.59 0.47
Fisher's
. 0.75 0.75 0.64 0.66
sig.
count 17 31* 33 3 84
% 20.2 36.9 39.3 3.6 100
recommending 4 % -12.1 3.6 6.9 1.7
middle-quality ,2(1) 3.49 0.26 0.97 0.50
goods 2 sig. 0.06 0.61 0.32 0.48
Fisher's
. 0.07 0.65 0.36 0.66
sig.
count 16 19 44* 2 81
% 19.8 235 54.3 25 100
recommending 4 % -12.6 -9.9 21.9 0.6
low-quality 2@ 3.37 2.17 9.04 0.07
goods 5 sig. 0.05 0.14 0.00 0.79
Fisher's
. 0.07 0.15 0.00 1.00
sig.

* acceptance of recommended offer

Conclusions

In this experiment, the middle option (brand B) is a relatigalfig one
due to the price risk compared to high-quality goods (brand AYhargliality
risk compared to low-quality goods (brand C). In this regard, brancéy m
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represent an attractive compromise between the two rislgnsptivVe observe
this in the control condition where the middle-quality options weostm
favored in IPTV and laptop computer (51.4% and 43.8%, respectively).
However, the compromise option is not preferred in the case dfnalka
battery which can be viewed as familiar and low-involvemeitegory. For

this product category, consumers would feel less risk and wouldnaba fi
reason for making a compromise.

In all goods categories, when a recommendation is offered, psyclablogic
reactance increases with the level of purchase decisi@mivement but not
with the quality of goods. This result suggests that recommeridiiy
involvement goods can be perceived as a persuasive attengstriot rthe
consumers’ freedom to choose during their decision making. Pérsuha
cues increase the acceptance rate of IPTV recommendé&tioall quality
levels compared to the baseline shares. This is in comtithsthe cases of
laptop computers and alkaline batteries where recommendationsnoeze
accepted than the baseline only for the low-quality optiods/ Kervices are
intangible in nature and belong to a less familiar goods catéigan laptop
computers and alkaline batteries. Therefore, the choicedaBKTV services
is expected to involve a high level of uncertainty and thus theicleciakers
are likely to become more reliant on the recommendations nihite ichoice
tasks for the other two tangible product categories.
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Introduction

The growing popularity of running events amounts to an incentive to
analyze this phenomenon, as we may observe a constant groatfewf
percent in the number of both events and participants on a yeasly.
Statistics shows the adequacy of observation in relation to PolaraheEas
well as other parts of the world. The emotional charactéheofruns along
with the awareness of the necessity to treat the gwnta product, or an
undertaking, which requires relevant regulations, and also esiai®e
organizational, business and other objectives. Hence, the |dgitattidude to
the abovementioned problem is the one that involves proper caigidenf
the quality of service — a running event — as well as measaoterhelients’
satisfaction.

In the present article relevant methods of the quality oficerv
measurement are presented along with commentary relategirtatility in
reference to running events. The paper depicts the results ofirainmaey
research linked with the cycle of popular events during whichahéipants’
satisfaction factors have been identified. The topic apgeabg valid, in
particular for a very insignificant number of publicatioriated to this matter,
mostly of non-scientific character. Numerous measurementstisfasiion
fail to be grounded in research methodologies related to thesiigcets
defining the research problem, putting forward hypotheses, defining the
sample and population, selecting the research method and finally to
conducting the research in a way that aims at verifying tloposed
hypotheses. The only source of knowledge of running events are Internet
portals which present results of biased surveys. Under no cii@ures may
it become the basis for conclusions or shaping the qualithi®ftype of
products in the frames of future events and other undertakihgs sdurce
may be seen merely as a subjective evaluation of pargeselected aspects
of a given event.
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The preliminary research has been carried out which supptree
identification of runners’ satisfaction factors. At furthirges an international
research into running events is planned. The research willaemtthree
products (running events) of varied level of development.

Attitude towards measuring clients’ (running events’ paricipants)
satisfaction

By observing the market in Poland and many other countries weak®y t
notice of an extremely dynamic growth of the number of padidip The
reasons for this phenomenon are among others: a more signifitant,
comparison with the past, tendency among Poles to pursue a haadthy
active lifestyle, popularity of running in western countrigsg the growing
availability of high quality footwear, clothes and accessofor runner, and
the growing number of sizable running events, and relatively lovs adst
training, and the lack of strictly established requirementsectka arenas. In
the last several years the number of running events in Potenthéreased
every year even by 20-25% (8kawski 2014).

Table 1. Number of Participants in the Biggest Runs over 10km

in Poland
2011 2012 2013
Change in Change in Change in
Number of| comparison comparison comparison
Name of the run participant| with the N“”.“.’er of with the N“”.“.’er of with the
. participants ) participants .
s previous previous previous
year year year

Biegnij Warszawo 8479 20.59% 9773 15.26% 1171D 2r8.8
Bieg Niepodlegtéci o o o
(Warszawa) 6135 6.58% 7209 17.51% 10157 40.89%
Orlen Warsaw "
Marathon ) ) ) ) 7735 )
Bieg Niepodlegiéci| 1 g5g 43.36% 2885 55.27% 5594 93.90%
(Gdynia)
Nocny Bieg 1077 31.18% 1950 81.06% 4363 123.74%
Swigtojanski
Bieg Powstania o o o
Warszawskiego 2196 4.67% 2785 26.82% 4055 45.60%
Bieg Europejski 661 1.23% 1589 140.39% 3184 100.38%
Bieg Westerplatte 1175 71.28% 940 -20.00% 2811 6H98.
Mariacka 1433 10.57% 1936 35.10% 2284 17.98%
Dziesihtka
Bieg Urodzinowy 200 -47.92% 1485 642.50% 2240, 5th 84
Razem: 8600 X 13570 X 54139 X

*Qrlen Warsaw Marathon in 2013 was held for thetftime.
Source: Polish Association of Running.
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Table 2. Number of Participants in the Biggest Halfmarathons irPoland

2011 2012 2013
Name of the Chang_e in Chang(_e in Chang(_e in
run Number of | comparison| Number of | comparison| Number of | comparison
participants|  with the participants|  with the participants|  with the
_ previous yea previous yeal previous yeal
\F;\/o;?;igtvgﬂi 4700 33.22% 7174 53.64% 10074 40.429
ﬁg*zrﬂgraton 3517 42.33% 4409 25.36% 5743 30.26%
Splcé*irt‘m‘f"sri‘iton 1200 24.22% 2953 146.08% 2659 -9.96%]
ggvn;igton 1699 89.41% 2060 21.25% 2035 -1.21%
Eﬁfﬁ;iriﬁ?g 2114 22.84% 1933 -8.56% 2431 25.76%
?S:;:‘;f‘ton 1398 13.47% 1585 13.38% 1420 -10.41%
;‘2{2:{1"’[‘]‘;” 513 10.80% 1175 129.04% 1702 44.85%
Egg’l‘g{gz” 914 26.42% 1099 16.79% 1321 20.20%
g?;’;;araton 754 34.64% 831 10.21% 1291 55.35%
gs:;"rﬁ;itio” 832 116.17% 907 9.01% 1198 32.08%
Razem 17461 X 24126 X 29874 X

Source: Polish Association of Running.

Table 3. Number of Participants in the Biggest Marathons in Pand

2011 2012 2013
Name of the Change in Change in Change in
run Number off comparison|Number of comparison|Number of comparison
participants with the | participants| with the |participants| with the
previous yea previous yea previous yea
\’)Avgrrztzcg‘wski 4061 22.25% 6797 67.37% 8506 25.149
’I‘D"gzrﬁg’” 4629 19.52% 5426 17.22% 5678 4.64%
mfgi}gcv 2773 37.47% 3900 40.64% 3501 -10.23%
k"%fgsvn 3201 32.44% 3014 -5.84% 4415 46.48%
'I‘D"sgﬁgon 806 -17.42% 1091 35.36% 1340 22.82%
E’gjw” 494 - 1011 104.66% 1016 0.49%
“K”Qroavtv‘.’é‘e 695 26.36% 729 4.89% 829 13.72%
gj;?;‘;“ 587 26.24% 630 7.33% 739 17.30%
Koral
Maraton 439 44.41% 485 10.48% 514 5.98%
#"jﬁ‘fgﬂ 585 12.93% 450 -23.08% 663 47.33%
Razem 18270 X 23533 X 27201 X

Source: Polish Association of Running.
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The measurement of clients’ satisfaction is inextricably connectée to t

standard of services. Therefore, it is necessary to take nbtice quality of

a service — in this case organization of a running event tcadeéfine its
clients. It may be seen as an oversimplification to assunigénticipants’
satisfaction evaluation is one of the objectives, however, ioroader
perspective we may include sponsors, VIPs, invited guests)yfarhi
participants and viewers in the group of clients or stakigis! Defining these
problems is related to establishing the research objecigesye do not
conduct the research for its own sake. In all cases the igbjaatounts to the
basis for shaping a running event's quality.

The organizer, in order to meet clients’ expectations, ahttial istage
of preparation is obliged to identify potential recipients (dmg&iuyers, users
and beneficiaries). At the next stage, it is necessary toedefe recipients’
needs and requirements. The gathered data is utilized in tordeeate a
product (service) for the fully knowledgeable client. With ¢iew to verify
if the actions undertaken are effective, the clientssfattion measurement
ought to be conducted. The course of the present consideratiwal as the
actions taken may be understood as a part of comprehensive philosophy
related to quality management and process approach. FurtherneonaggD
cycle, the icon of TQM, is definitely worth a proper consideratianjta
encourages a system approach to organizing running events broader
perspective: consecutive editions.

Planning entails development of a running event’'s conception with it
full specification. Accomplishment is the realization in accordanith the
initial assumptions, which is followed by verification of its coiapte with
the model as well as by a proper analysis, in particular of #wkest
elements. Moreover, it is significant to plan the nalitien of the run. It is
also important, at each of the aforementioned stages, to pliasia on the
client.

In general terms an external client is a person who iseinted by a
product (service) created by an organization. An external disenbt a
member of the organization responsible for providing services (aetotihg
the product). It also must be indicated that it is necessaswgtisfy external
clients, i.e. organizers and volunteers, possibly long with cdateatime
measurement, photographic services).

An internal client, on the other hand, is an employee or organiaation
cell participating in the process of providing given sei@e internal client
takes over the effect of the work done by a different omgaioinal cell and
enriches the product (or a service) in order to hand it ovietoext client.
These actions lead to creation of a value chain at the evitidi the recipient
is located. Thus, an internal client is simultaneously a sempfdr another
internal client.
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The questions related to research in measuring satisfactionttof bo
clients’ and employees’ (internal clients) have been of istefeheoreticians
and practitioners for many years. The role of a client’sfsatiion is strongly
emphasized by ISO 9000 standards, TQM philosophy, Six Sigma and the
criteria of the European Quality Award as well as its Americarvatgnit —
The Malcolm Baldrige National Quality Award. As far a®ffi-oriented
enterprises are concerned, the role of clients’ satisfactmvisus; however,
in the public sector (or other non-profit enterprises) cliesdtisfaction ought
to be a value itself and amount to the main objective of the oegamizlt is
obvious that research in clients’ satisfaction should sersenasy of constant
self-improvement of the organization (as a means to eehle assumed
objectives) (Kozielski 2011). Increasing the quality ovems by improving
various areas frequently does not bring expected results. d, isesause
enterprises often are not able to identify factors whichsayeificant for
clients. The modification of the factors entails the ingeda their satisfaction.
The dilemma is linked with the running events frequently organizg
administrative units, sometimes by commercial organizaiioesoperation
with administrative structures. It is of no importance who omgihe event,
as we deal with a product on the market. It amounts ta@useproblem for
the administration, because of the specificity of its functioamgell as due
to insufficient preparation for providing commercial sersic®n the other
hand, we should remember that, in contrast with the dominatindeps®etor,
public sector institutions do not have the comfort to choose or futtiseir
“favorite” clients (treating them as the target group), lmfttvhich bring the
most sizable profits. Public administration must take properafahe whole
society, which causes its readiness for providing servimesridiversified
clients not divided into the better and worse ones.

The public sector is now under significant pressure to mestdsing
standards of the private sector. In reference to publicirdsination the
information from clients ought to amount to the starting point ohdefithe
directions of improving the services provided.

Research in clients’ satisfaction should lead to gaining cessinrust
as well as it ought to introduce new adequate solutions takingaccount
clients’ needs and expectations. Consequently, it will resighaping and
improving the administration’s image. The research itself agpéo be
extremely difficult, though. The most significant roadblock is fénet that
satisfaction is not a static phenomenon, but evolves in time. Fudher
satisfaction is frequently the result of both clients’ eigrees and subjective
impressions before, during and after the satisfaction is nezagkiancelaria
Prezesa Rady Ministrow 2008). The research problem in thistaspst be
focused not only on the results, but, which is more important, on
understanding the quality of the service provided by the organizer,
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comprehending the differences between people observing the qgalsila
as it must concentrate on the adequacy of research methodologies.

Research conception

The aim of the research in this case is obvious, but, in compheitite
the professional research repertoire, it is necessary toogetred research
conception. In the frames of the conception the following issues$ beus
defined: the research problem, objectives, proposed theses, assumed
hypotheses, the research methodology and tools, the researclhiosatemay
with the ways of realizing it.

In the analyzed case the stress may be put on evaluatemgstli
satisfaction in reference to a single running event or the wdyale of such
events. It is important to define the client — first and fastwe are interested
in researching the satisfaction of a running event’s participétertheless,
it is crucial to consider whether we may treat all the participastse body,
assuming that their expectations are identical or at lsiastar. This is
obviously a big oversimplification, because it simply does ndecethe
reality. Runners’ motivations differ. This fact was preseai®mdng others in
a documentary entitletihe Spirit of the Marathofrom 2007. In the movie
each of the six runners - the main protagonists - presentsr@uiffeotivation
for their participation in the run. In a sense, the very locatidhe run allows
us to assume common expectations of participants, but not utberiycd in
relation to all events (e.g. local events vs. international readuwnarathons).
Within this scope, it necessary to be aware of variables as welkasanitial
solutions at the stage of research planning.

Therefore, it is crucial to put forward research objectiviessds and
hypotheses. If this condition is not fulfilled, we are not ébkelect the proper
methodology, which will allow us to verify the three elements.

Moreover, it is also important to be aware of the fact sk&cting only
one research method may be insufficient in the face of thercbsagectives,
if treated in a broad and serious manner. In the following phtie @resent
paper research methodologies which may be applied to a researcimirer's
satisfaction at various stages of a given event’s organization.

Research methods applied to evaluation of clients’ satasftion

The problem of employees’ satisfaction has been a part aitificie
research in organization and management for many years. isheryesingle
method which may be seen as the most appropriate in order to enelgesuts’
satisfaction, though. The selection of a method is not independehe of
reserch problem, the type of the proffered product and the neciplee most
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significant methods of examing clients’ satisfaction afeksws (Kancelaria
Prezesa Rady Ministr6\2008):

Gaining knowledge of the client from the first contactstaff — the
people who come into contact with the client on a daily basy, ukually
know very well what is important for the customer, what theyld like to
change. They also frequently have the knowledge of the sourcetameus’
dissatisfaction. Therefore, it is justifiable to gather apisifrom volunteers,
service employees (who provide the runners with explanation of some
organizational aspects) and security workers. All of the afentioned
options ask for cautiousness when formulating judgments andngaki
decisions, but they are also a significant signal to carry out in-deglysas.
The method is crucial as it may be used before, during andifadteunning
event. Moreover, its needs a system approach realized drasie of the
research scenario. Not only do we receive information about simmpénions
and suggestions at various stages of the event but also wpergehnel's
commentary on the suggestions which point at their source.

Survey research- is the most popular method of gathering data related
to clients’ satisfaction. In a questionnaire questions arenged in a
systematic manner. The questions may be open-ended (giving the freedom of
formulating answers) or closed-ended (limiting the answer toobrihe
options provided in the questionnaire). Survey research allows gguoe
both qualitative and quantitative data. The classical questienizaa tool
which in practice causes difficulty in application, becaafgbe specificity of
a running event. Conducting the survey just after the run allowslyrghort
interviews. Moreover, the participant’s result significandletermines the
answers. Survey amounts to a basis for many other methods. Thepoapar
of a questionnaire should be preceded by the in-depth analysis athesea
objectives. Finally, a questionnaire may be used before andttadteun as
well as it can be applied to various target groups.

Utility tests and Internet resources analysis- are applied in the process
of designing new services, in particular the ones provided ofiiisghe way
of measuring the extent to which people can use something (e.gsdeya
computer interface, a document, an appliance) in order to achepéanned
objective. Ultility tests aim at observing people who useengoroduct under
realistic circumstances. Despite the fact that this metbféers limited
possibilities of implementation, it may be used to evaluate tmepater
application supporting the registration process as well ass®es the website
providing the public with information about the event (especialyuisn the
case of a big running event in which people from different cogntie
expected to participate). Technical support is then an exiyesiggiificant
element of a running event.
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Ethnography — describes scientific methods of all kinds used in order to
comprehend human behavior and culture. It is a research technigle w
allows a better understanding of clients. It should be taken into account in the
case of organizing events with numerous editions and room for progress.

Consultation — a method based on consulting people responsible for
providing a service as well as a representative sample of théeepgloo may
avail of long-term effects of a given service. Consutaiincludes various
techniques, e.g. direct consultation with the main stakeholdersliamnds,
traditional types of consultation in the written from. Consudtais closely
related to benchmarking as the evaluation of opinions and takmganount
the most relevant ones amount to its essence. The chatadegesented
above allow conscious planning of a running event in its vadaspscts at the
levels the organizers found the most appropriate in referertbe particular
run. The level will occasionally be higher than charactesistiother aspects,
sometimes identical or purposely lower.

Analysis of complaints and suggestions complaints and suggestions
are a valuable source of information about the elementstbftbe running
event conception and its realization that may be improved.cbmplaints
and suggestions provide information about the clients’ varieeda
Moreover, the research has shown that organization open to receidng a
analyzing complaints are able to keep 10% more clients thaifarsim
organizations which do not make this type of contact easilysaitte (Otto
1999). Ignoring complaints and warranties puts the company atflisg&ing
the dissatisfied customer as well as of popularizing the wegapinion abut
the organizer.

Focus groups —they are used to gather qualitative data. Discussion
groups include from 5 to 12 people. One session lasts approximately 2 hours
and takes place at a neutral location in order to assuralyjerelaxed
atmosphere. A moderator leads the discussion with invited resgsnsko
have been selected according to the criteria embraced wit@imprbject
objectives. The discussion is led in compliance with the saenahich has
been created earlier to describe the objectives of each Stagénterviews
may be supported with some presenting methods (verbal or viSul.
interviews may be held at various phases of the organizati@nrefining
event, e.g. at the stage of creating its conception, whareweilling to use
the opinions and ideas related to previous editions or linked vhign ntnning
events. Interviews in focus groups may also be carried outat@lays after
the event (with participants and organizers alike).

Mystery shopping — is a special example of research in clients’
satisfaction. Its specific character stems from the tfzat we do not gather
information from real clients, but we examine the quality ofs¢bevice and
its accordance with given marketing assumptions. The method coimsist
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hiring people who will be acting as customers. These peoplevaluate the
strengths and weaknesses of the company, its products/servicEs)neer
competence, interior design, uniforms and even the possitfildgmmuting,
cleanness of toilets, and supply.

Citizen/client panels— are occasionally called beneficiary groups. In
order to gather the data from the panels various methods may be applied, e.g.
panels may be used as the basis for taking samples farsidarch or as the
source of people selected to become members of focus groupshéor
qualitative approaches). Panels must be constantly monitored aind the
members changed so as to maintain the required level of repress@ss.

Analysis of employees’ absences one of the ways of reacting to
increasing dissatisfaction is an escape. A plausible waytldirawal is sick
leave. The absence is depicted with the help of the absateei.e. the
number of an employee’s absences since the beginning of theaatomhus,
the absence of regular participants of the run in the nexbeddia signal
which has to be analyzed.

Client cards — ought to be made public. The client must know what he
might expect or demand. Credible information about the clierpsctations
towards the service contributes to achieving satisfactiated to the service.
Hence, it is recommended that clients should be informed in aesangiclear
manner about the issues relevant for them.

Personal and telephone interviews- mutual communication allows a
better explanation, understanding of the client and more profound research in
perception. Personal interviews enable the respondents to desweibe
experiences linked with the product or the service in detailsoRal
interviews may be supported by visual means and provide theateseasith
the opportunity to pose more complex questions. Telephone intervietrear
usual response to a client’s complaint.

Critical case technique — is mostly applied in service-oriented
organizations. The commonest form of this technique are regmlt o the
frames of which clients are asked to write down some postidenegative
experiences linked with the organization (experiences thatlieese etched
in their minds). With the use of the method we take notice ofrribst
important elements of the service. Critical cases ataroences that should
be dealt with without delay, because they are crucial for the perception of the
quality of provided services.

Customer Satisfaction Research (CSR} is conducted in two phases:
exploratory and diagnostic. During the exploratory phase factoesatng
satisfaction/dissatisfaction of a given product/serviee sarched for. The
aim of the exploratory stage is identification of the ciatevhich are taken
into account by consumers when they assess their satisfactignaction
allows us to determine the extent to which the objective festof the
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product/service are favorable in terms of generating setiisfia During the
exploratory phase two types of research are conducted: qualaativeemi-
guantitative. The diagnostic phase aims at determining thé déwdients’
satisfaction. Comparing the level of satisfaction relateaslitoccompany with

the levels achieved by other companies allows us to identifysiects we

are better and poorer at. Consequently, it enables us to shape the
organization’s image on the market. At this stage persorhltelaphone
surveys are conducted, more rarely by post.

Penalty-Reward Factors- is an interesting method of measurement and
evaluation of quality of services, including running events. Thg ke
assumption within this research conception is that we majesiug quality
factors of critical importance. If the factors remain unfugfil they cause the
dissatisfaction of a runner (Penalty Factors). During the psoa® should
also single out the factors which cause additional sdtiisfaof the client as
well as a higher and more complete perception of quality (Refactors).
The aim of the research is to identify the “penalty” factors.

Applying the method presented above entails the necessityide dne
clients’ requirements into three categories:

* basic requirements,
» reliability requirements,
» special requirements (Stoma 2012).

CIT — Critical Incident Technique — is one of the most interesting
methods of identifying the reasons for clients’ dissatisfatdadisfaction of
proffered services. This technique is related to reconstruatidranalysis of
key interactions occurring between a running event's maati¢ and a
representative of the organizer. All interactions of thetcan be evaluated
by the customer in a positive or negative manner. From the stipgloint of
view some factors may critically influence a successiture of the people
who realize their tasks, i.e. the factors may influence pesitor negatively
clients’ satisfaction of acquiring or using an organization’s services.

During a CIT session participants in the run give thesafliropen
interview. They have to describe the critical incidents tviniccurred during
the running event on so-called report cards. Critical incidemssituations
which have been etched in a runner's memory. For the runnerplénen
significant role, sometimes being shocking or admirable. Thieatrfactors
may be positive or negative, but runners will first point atdhtical factors
from their point of view, because of human nature.

A client's evaluation of these situations supports the prooéss
determining typical situations for negative and positive impressionaritsli
In addition, this method allows us to establish the frequency of the
occurrence (Stoma 2012).
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TRI:M — the name TRI:M stems from three words: Management —
Monitoring — Measurement. The TRI:M method consists of two components.
The first one is the Client Satisfaction Index, the other one three-
dimensional approach which embraces: customer’s declared &waloat
importance of a given product’s features, real importanegpobduct’s given
features, and propensity to remain loyal towards a producyifihdada
Rynku i Opinii Publicznej 1998). With the use of this tool we caglsiout
four types of features: motivators — features perceived byclirat as
important which motivate them to buy the product (these featuieew/orth
investing in), hygienic features — important characterisbos,they do not
motivate a client to buy the product strongly (necessary, buficisuat; they
should be maintained at the appropriate level as we should not thage
focusing investments on them may not increase the sales or ayarotrstop
the decrease), money-savers — we can invest in them, thpgrassved by
clients as unimportant and not motivating to buy the product, hidden
possibilities — features of the product seen by the clienhasacteristics of
low or medium importance, but in reality they greatly influencebtinger’s
decision (investing in them may cause some leverage over rival cosjpanie

SERVQUAL - consists in measuring the difference between the quality
of service perceived by the client and the quality they expect result of
numerous researches the authors of SERVQUAL have definethfiveae
related to the quality of services. ,Lacunae are caused leyatiites between
the service that the run’s organizer thinks they assuréhargkrvice provided
for runners” (AlexanderHill 2003).

1. First lacuna — presents the contrast between the runner'satxpes and
the organizer’s idea of clients’ needs.

2. Second lacuna — presents the contrast between the organieer’sfid
runners’ expectations and the specification linked with crediaguality
of the event.

3. Third lacuna — presents the contrast between the providedesandahe
specification linked with creating the quality of services.

4. Fourth lacuna — presents the contrast between the promisede samdic
the one provided by the organizers.

5. Fifth lacuna — the difference between the service that sliexpect and
the provided one (Luczak, Matuszak-Flejszman 2007).

Clients while evaluating the quality of services take atcount a variety
of factors. As the result of the research conducted with thefdiseus groups
Parasurman, Zeithaml and Berry singled out ten criteria which detetimeine
quality. The criteria embrace the whole process of providingcss (Berry,
Parasurman, Zeithaml 1985). These characteristics exert thesigruftant
influence over achieving full satisfaction of the clidmtancial reconstruction
of the service, reliability, responsibility, competence, trystliteness,
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security, availability, communicativeness, understanding theentcli
(Trawnicka 1997). The questionnaire consists of three partsfirBhene
researches clients’ expectations and comprises 22 questions. Eaabngeesti
followed by a seven-digit scale which allows the respondentsfioedtheir

level of expectations towards the services. The second past @i the
measurement of importance of five dimensions of the services. The third part
embraces clients’ perception of the service provided byugh@ier. It consists

of 22 questions analogous to the ones included in the first part. Thiy qbal

the service is defined as the difference between the thirdrangdrts. Hence,

it is understood as the difference between the perceived andegkpeetity.

Summary

We may observe a significant rise in popularity of runninghesvan the
last several years, which has entailed the necessity &miaegthem at the
highest level possible, because of their competitiveness. tameolusly there
are a few runs held (marathons, half marathons and others), hidnec
participant increasingly often must choose on the basis of broadbrstood
guality of these undertakings which is directly related toroplaeticipants’
satisfaction. Quality is connected to compliance with thegivieeria. Before
establishing the scope of runners’ satisfaction, though, édsssary to define
model quality criteria for an event. These criteria will theerse and
dependent of the specified event as well as runners’ profike verification
of participants’ satisfaction requires selecting the mesemethod/methods.
The review of a broad spectrum of methods aims at depictimgpus
configurations in reference to different groups of runners ateiftestages of
organizing the event.

A survey with the use of a questionnaire, which is frequently used, tends
to oversimplify the research. Hence, the organizer should istarsgtic way
make effort to define requirements towards the run as wehey ought to
measure the participants’ satisfaction in order to be able ke whecisions
related to the next editions of a given event. Client satisfameasurement
is connected with defining who the client is, i.e. mostly a runneiit boould
not be forgotten that other participants (supporters, relatbgmsors) also
shape the event. The second group of clients amounts to so-cédiedhlin
clients, i.e. organizers and volunteers.
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Introduction

Growing Internet usage and mobile technology applications have a
significant impact upon the social, political and economicairenment.
Because of the dynamic nature of today's economy, of ongoing updates i
technology and of the wide accessibility to Internet, knowledygester and
learning are changing. The European Union considers that education,
vocational training and lifelong learning play important economit social
roles. In the European Union, the opportunities for living, studgngd
working in the various member countries contribute to personal devetdpm
and to achieving the full European economic potential, in crossralilt
context. As the largest percentages of Internet users -tewtréng have
proven to come from the strongest world economies, the European
Commission encourages and supports the policy cooperation between
Member States, as well as funding the educational, vocatodalitizenship-
building programs, such as the Lifelong Learning Program. The gwals
education and training systems refer to:

e Quality — Improving their quality and effectiveness;
e Inclusivity — Ensuring open access to them;

* International Accessibility — Ensuring their opening to the widerld
(Eurostat, 2013).

In this context, e-learning comes as a solution for open, cidagal
accessible lifelong learning, contributing along the traditidioains of
education to the overall welfare of the economy and society. Whaé
research has been made and scientific literature isablaior the effects of
on campus - traditional education upon economy and society, irelithefe-
learning the quantification of its effects upon knowledge accurouland
reflection in overall performance and competitiveness of humatategpnot
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easy measureable, therefore only partially quantified. Heweheir effect
cannot be identical, as there are certain differences atheng E-learning
being a service virtually delivered through websites ancirelsic platforms
of study, has indeed many advantages, but also weaknesses wipamezbm
to the traditional, on campus learning (Onete and Nistoreanu, 2008). the
electronic form of knowledge transfer and learning has lowets cas
compared to on campus training; it is flexible, accessible and may be adapted
to learner’'s needs and specific. Despite the critics ratgto the lack of
human interactivity, the reduced possibilities of getting tiead- feedback
trainer - learner, communication lacking most of the times thatgst part of
its components: non-verbal language, nowadays, accelerated growtiabf s
media users — people, businesses, public institutions, indicategednathe
way of social behavior that makes the population more prone tarrdrg
(Onete et al., 2013; Dina and Sabou, 2012).

The subjective dimensions of quality in e-learning

In general, when referring to quality, it is widely acceptiat this
concept refers to the degree of satisfying customers’ neenwnde and
expectations (ISO 9000: 2005). In the last century the developed cooftries
the world approached the international markets, through relativel
standardized procedures. Technology and science development, as they
increased productivity, greatly contributed to this largéess@mndardization
of objects and services (Pamfilie et al, 2012). In a simitar, in the field of
education, generally the strongest economies created e-leaatitigns fit
for the social, cultural and economical particularities ofrtlgn nations;
these solutions were then imported in other countries, uskedyagre, without
in depth reporting to the specific of social and -culturainafisions
(Hermeking, 2005). Finding the vectors of improving e-learning gsEs so
that they may offer the advantages of traditional — on cahegusing, will
make this inexpensive way of transferring knowledge be ag@ryg option
of personal and continuous development to the low income category of people
or to people who have disabilities, providing equity in lifelong learning.

A study shows that quality of the learning in online environmsent i
perceived as very important among medium-sized institutiomsademic
environment and universities. In a certain way these resd@taamal, as
these organizations place a particular value on the pedabpgicass, while
other training providing companies from private-sector, verylsnsitutions
and learners pay more attention, to the ratio added valueedftmst of the
training or to meeting the minimum standards. The same studysghawin
over half of the organizations analyzed, quality measaresperceived at
a very abstract level or as an implicit requiremetieness than 15%
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claim to use methods and instruments especially designed fomgnguality
in e-learning products and processes (Ehlers et al. 2005).

The subjective perception of quality in e-learning is stromglgted to
the degree of meeting the requirements and needs of individigdsners,
not only from the way the electronic platform is designed alsda from the
point of view of other social and economical variables influenbas;Twhen
designing an e-learning platform, along economic, political envirorsaemt
academic legislation a whole series of elements that influbecasers, such
as emotional, cognitive, intellectual, psychological and ailtdimensions
should be taken into consideration (Pamfilie et al., 2011). Culturani
essential issue when implementing management strateguéstge, 2004,
Hall and Hall, 1990) — quality in e-learning making no exception from it.

The elements of design and aesthetics that influence thdygoklk-
learning platforms refer to form and structure in relationshipriotionality,
sound and text and color dimensions (Pamfilie and Procopie, 2013). Colour,
through its tonality, luminosity and saturation, is one of the fonadal
pillars of design and a strong tool for influencing users perceptne,
emotions and cognitive processes. As studies show, some of the tmahgy
optimism such as yellow, orange, others favour action — such asraade,
while some favour the logic and rational part of our braiuehsas blue
(Madden et al., 2000).

Research regarding the influence of colors upon the quality
of online cognition processes: objectives, methodology dnesults

This research, online questionnaire based, took into account that the
aimed objectives may be reached through information about attitudes,
assessments and motivations of those investigated. Thus, tHiedstu
community is the community of Bucharest Academy of Economic Studies
students. A research was performed online among 448 students of Bucharest
Academy of Economic Studies of both genders, fulfilling the raitef
significance. The current paper presents partial resulés lafger research
deployed as part of the doctoral thesis of Maiorescu (2012).

One objective of the research was to discover student€rprefes for
certain colors while processing problems requiring cognifiwecesses
specific mainly to left cerebral hemisphere - such as madtie calculus,
logical and sequential tests, codes and unfamiliar words pnogegshe
objective was to determine through special designed problems$igare 1
and Figure 3) which combination of colors is preferred forisglthis type of
problems: cold colors combined, warm colors combined or cold and warm
colors combined. The research also aimed to identify whethetutdenss
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spontaneous preference for some colors guides them towards chibesing
same for solving the logical problems.

Andrei are 4 ani, iar sora lui are de 3 ori mai mult decat el. Ce
varsta va avea sora cand Andrei va implini 12 ani?

A, 20 ani B.18 ani C.28 ani D. 39 ani E. 32 ani

Andrei are 4 ani, iar sora lui are de 3 ori mai mult decat el. Ce
varsta va avea sora cand Andrei va implini 12 ani?

A. 20 ani B.18 ani C. 28 ani D. 39 ani E. 32 ani

Andrei are 4 ani, iar sora lui are de 3 ori mai mult decat el. Ce
varsta va avea sora cand Andrei va implini 12 ani?

A. 20 ani B.18 ani C. 28 ani D. 39 ani E. 32 ani

Andrei are 4 ani, iar sora lui are de 3 ori mai mult decat el. Ce
varsta va avea sora cand Andrei va implini 12 ani?

. 20 ani B.18 ani C. 28 ani D. 39 ani E. 32 ani

Figure 1. The logical calculus problem presented under various
combination of colored text — background

Source: original.

As students were requested at the beginning of this study to tbede
various spots of colors available, according to theirgoesfces, some of the
colors were clearly preferred( such as blue, violet, greehwhile some were
obviously less preferred (grey, brown, black). Further on, students wer
presented two logical math related problems. The problemspresented in
boxes containing an identical text, with various colored foatresg various
colored background (see Figure 1). Students were required to chedsext
they used for reading and giving solution to the problem and Fijhetow
shows students choices for solving the problem designed underribiesva
combinations of colors.

The results show that the combination blue text (cold color) against gre
background (neutral color) is the first choice for solvingpitablem. As blue
is also the most preferred of colors, according to their spontaneous ti®ic
result is rather understandable. However, looking at the combirtatioge -
blue it is obvious that it is an unattractive form of preston, despite the
presence of blue and of the fact that orange was spontaneousliyrefereed
than grey. Although red is a strong color, its combination asvigxthe white
neutral background of the problem was chosen by more than a quarter of
respondents. Also the combination of warm colors brow — beggelittie
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preferred. One explanation might be that the amount of a toesatelue
background needed for making the orange text legible, was tooftrinige

vision. Thus, despite the fact that grey and brown are the leasaspously
appreciated colors, when used as backgrounds with low saturation, they were
rather preferred to the intense, saturated blue background. Thusy brow
considered unattractive by 62% of the respondents who still theséve the
problem under this brown — beige ( also a light brown) combination.

E

=

=

combination for sol

0,00%

% of respondents who chose the specific color
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.

Blue - Grey

Brown-Beige

Red-white Orange - Blue

™ Blue- Grey
= Brovm-Beige
™ Red-White

™ Prange- Blue

Color combinations available for reading and solving the problem

Figure 2. Choices for solving the problem under various text-
background color combinations

Source: own research.

Table 1. The distribution of students correct answers within calr

combination
Number % of total Number of % correct solving
Colors of respondent correct solving| of the problem/
options of the problem| color combination
Blue -
Grey 197 43.97% 173 87.82%
Brown -
Beige 78 17.41% 64 82.05%
Red -
White 119 26.56% 100 84.03%
Orange -
Blue 54 12.05% 39 72.22%

Source: own research.
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There are no significant differences among the choicgefiers and
there was found no association among the individual spontaneoupcete
for colors and the choices made for solving the problem. Alsoyznglthe
proportion of correct answers to the problem in each selectewt co
combination it can be noticed (see table 1) that the lowesemge is
registered in the category of students who chose to solve dbkpr under
orange text — blue background combination.

The problem itself was not difficult for students proficienay superior
mathematics is studied along the first university year. Also, thiis/pe of
problem children of 12 - 14 years old solve at school usually. thelle is a
difference of 15% in the number of those who chose blue- grey coiohinat
and those who chose orange- blue combination.

We further on tested the same cognitive left hemisphereegges, by
asking students to solve another problem ( see Figure 3).The combinations of
colors text — background were: violet — pink ( cold colorsjefdrange ( cold
- warm colors), white-blue (neutral — cold colors), orangdloye( warm
colors), yellow- green ( warm- cold colors).

NASA a primit 3 mesaje intr-o limba ciudata. Oamenii de stiinta
le-au analizat si au ajuns la concluzia ca

“BULEKC NTENYZ RNAZXLU" inseamna “pericol axplozie racheta
“VINTAR GROLN BULEKC® inseamna pericol invazie extraterestri”
si ca "“NTENYZ XAVI CRYNS® inseamna " explozie cataclism
apocalipsa”. Ce inseamna RNAZXLU?

A, cataclism B. apocalipsa C. pericol
D. explozie E. racheta

B. apocalipsa C. pericol
E. rachel

Figure 3. Logical problem presented as combinations of colored text
background

Source: own research.

As the orange-blue combination was reversed (see FiguretiBjntense
blue appearing on light orange, more than a quarter of respondergst¢bhos
solving the problem. Also it is noticeable the fact thain@lar percentage
(see Figure 4) chose the intense blue background with white text.
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Figure 4. Choices for problem solving under text-backgrounaolor
combinations

Source: according to research.

The possible explanation for this difference registeredhiitwo logic
problems might be related to the legibility of text (orangewtste), as the
contrast is poorer in the first case. Another explanation miglabstudents,
during school and high school, learn in classroom by looking atlimactts
with white chalk writing, therefore, they are used to thisniegr and solving
problem image, but these possible explanations need furtherfciesting.

As it can be noticed, just as the results of the previoolslgm show,
warm colors combination ( yellow- orange) are very little gmefd for solving
problems.

Table 2. The distribution of students correct answers within alor

combination
[0)
Color Number | % of Number of sfl\;:iﬁgep(gr
P combination
Violet - Pink 109 24.33% 86 78.90%
Blue - Orange 114 25.459 102 89.47%
White - Blue 120 26.79% 102 85.00%
O 1 16 | 357% 13 81.25%
Yellow
Yellow - Green 89 19.87% 78 87.64%

Source: own research
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In this case there was registered a small difference athemgeferences
of the genders, as male respondents rather chose cold temstagarm
backgrounds, while female respondents oriented rather towardsaiold
combination ( violet — pink and white- blue). The results also gshatwvarm
colors combination has the second last percentage of coalecigs the
poorest results coming from the violet-pink combination.

Conclusions

E-learning needs to take into account the needs and the ddsitesrs
in order to brig quality to life-long learning processestezpiired in today’s
society. There are numerous factors that must be consideredrelagng an
e-learning course and offering it on the platform: social, ecaradriegal,
but also cultural and psychological — cognitive ones. Most of thesmsions
should be integrated in the design of the e-learning platform.

As the current paper focuses on the impact of color upon the igegnit
processes happening mostly in the left hemisphere of the braisallogi
sequential processes.

The research showed that:

Blue was a color preferred, regardless of its combinatioh wit
unattractive colors, as long as the text is legible amabitides a
good contrast.

The contrast is very important, as it is rather preferred a xed te
(usually not recommended for stimulating intellectual activities)
against white background, than not so legible brown against
beige or orange against strong blue.

Generally cold colors (blue, violet, green) are preferrettheir
combinations with achromatic, neutral colors (white, grey).

Warm colors (yellow, orange, brown) are little preferred when
combined together, but they are accepted when combined with
cold colors.

The highest percentage of correct answers comes from color
combinations that contain blue or green, provided that the
contrast between text and background is very legible.

Generally, the spontaneous individual preferences for certain
colors, as well as the dislike of other colors are notvaglefor
choosing the colors combination when solving the problem.

The conclusions of this study are important for both business and
academic environment, as it presents the natural links usake mhen
translating an activity into colours through web design.
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Introduction

As the Anti-Counterfeiting Trade Agreement (ACTA) has beerasdt
brought to the public acknowledgement, a series of protests and
manifestations against it have risen.

Though supporters of ACTA promoted the necessity of such an
agreement in the context of the increased “shadow” tratte ceunterfeit
products and copyrights infringing works (European Commission, 2012),
many voices raised arguments against it. The adversagSToA consider
that this treaty affects many fundamental rights, includingdoen of
expression and privacy. These fears were aggravated bgdiet sature of
negotiations which took place among the most powerful world econpmies
excluding the developing countries and the general public (Earop
Parliament's Committee on International Trade Workshop, 2012). phese
negotiations comprised also the issue of a form of cooperatiore@etw
Internet service providers and rights owners in order to reibugringing
works distributed across web. Representatives of differenpaoies from a
range of industries, acting as rights owners, requested tHatdhset service
providers introduce a mandatory filtering of network and stepcihzens'
access to Internet on repeated activities that infringe tigtits, the Three
Strikes - Graduated Response. (Ryan and Heinl, 2010)

As in the other EU countries happened, the Romanians reactetbimsva
ways, as soon as mass-media provoked discussions about ACTA. Though
ACTA refers to counterfeiting and distributing rights and patémiringing
products and works in general (ACTA, 2011), most of debates refemhed
to online environment. The Internet Service Providers have ypenl
manifested a negative approval of the treaty, as they behav ACTA will
seek to increase their liability, the user generate nostees will be much

137



affected because of the hosts liability for the contentepolsy third parties,
users rights for freedom of expression and privacy will bengéd (Turlea et
al., 2011). However, the issue of punishing copyrights infringemmeat a
counterfeiting is not a novelty, neither for EU legislation, har the
Romanian one.

Research regarding ACTA — purpose, objectives, methodology

In Romania, the people most affected by this decision and invaived i
local protests were young people, as reported from media (medidfax.
Research has shown that most of Romanian Internet users aregiucaged
people (360insights, 2011). Therefore, in order to have a better wamaingt
of Romanian’s attitude towards ACTA, a research was designdtlig
purpose, among this group of users.

Objectives of the research aimed the following:

to determine the interest expressed by the young people of Romania
towards this subject widely debated by the public opinion in the las
period, expressed through their awareness about ACTA,

* to determine the extent of knowledge and understanding of this
multilateral trade treaty;

* to determine the areas/activities respondents associate AChA wit

* to identify the degree in which those interviewed agree anadagree
with the provisions of ACTA,;

* to analyze the reasons that determine the young people of Romania
adopt an attitude “pro” or “against” ACTA.

« to identify whether there is an association between:
— gender and the level of ACTA'’s correct understanding,
— gender and attitude “pro” or “against” ACTA,
— attitude and level of correctness in understanding ACTA.

This research, questionnaire based, took into account that rtieel ai
objectives may be reached through information about attitudesssassnts
and motivations of those investigated. Thus, the studied commiartite
community of Bucharest Academy of Economic Studies young educated, the
unit of sampling being represented by the students enrolled ircélderaic
year 2011 - 2012 within the master programs of the Academygaidenic
Studies in Bucharest.

The research was conducted within the mentioned higher education
institution, between February — March 2012, so during the acagieai011
—2012.
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The sample consisted of 183 persons. The sampling was a prdigabilis
one and the method was simple random sampling.

Taking into account that the study groups within one master pnogra
already randomly divided according to the alphabetic order ofuimase,
the random selection of some study groups was performed. Eachr’'Maste
degree candidate from each group thus selected answered ttienmpag®
along the mentioned period of time.

Given the manner of determining the sample size and the sampling
method, this research is significant for Bucharest Academigcohomic
Studies community.

Due to the fact that students enrolled in masters programsvaeaves
bachelor backgrounds, ranging from Economics to Polytechnics, Earth
Sciences or Agricultural Sciences, the research resnight also be
considered relevant for young Romanians (age between 23 and 85 wéthr
bachelor degree, within the limits of the sampling error.

The survey type was semi - structured, classic peigoffiate to face)
with assistance to the filling in, with no time limit required folirfg in.

Results and interpretation

The survey was performed just after demonstrations all teeworld
had taken place against ACTA.

From a total of 183 respondents, 59% stated that they know what ACTA
is about, while 41% said that they don’t know what ACTA represents.

Our analysis focused thus further on answers given by resporafents
belonging to the group which answered affirmatively when askbdyfhave
any knowledge about ACTA and its significance.

Our interview asked for more detailed information, in ordedémtify
the extent of their knowledge about what ACTA really represséhe main
associations respondents make when discussing about ACTA, respondents
attitude towards ACTA, main advantages and disadvantages veeldei
connection with ACTA'’s existence.

Below, in Table 1, are centralized the frequencies of the lkaygsv
respondents used for describing their understanding about ACTA.

As resulted from the analysis, the most frequent key words associated to
ACTA were linked to copyright, piracy of music, films, vide&dmost all
respondents who stated that they had heard about ACTA explained the treaty
as an agreement against free distribution of informatigaexiy audio, video,
image format on internet (see Figure 1 also).
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Table 1. The frequencies of ACTA associated key words

Keywords Frequency
Music 22
Piracy 44
Film 19
Luxury products 4
Privacy 25
Copyright 70
Social Networks 8
Freedom of expression 19
Freedom of information 25
Control, censure 21
Obscenity 5

Source: own research

It is just a small part of respondents (3.82%) who explained A&GT A
convention that applies also to palpable goods — luxury products, narpely
clothes, perfumes, not only to forgery of virtual ones.

Among those who affirmed that they know what ACTA represents — 108
respondents, only 7 people gave a complete and correct explanaiton of
However, a much larger number of respondents had however wrong
perception and knowledge regarding the purpose and significanceTaf:AC
25 out of 108 respondents explained it as something that by fandad
connection to it. Most of the interviewed population stating they kaloout
ACTA had however a partially correct image of what it repr#s 76
respondents. This lead us to the conclusion that from the whole popuif
guestioned people ( 183 respondents), only a very small part — 38890 r
have a clear and complete image of ACTA.

From the first data analysis, 41.53% of respondents have allgarti
correct image of ACTA; 54.65% of respondents claimed that théiytdi
know about ACTAor said they knew about ACTA, but their answers proved
to lead to a total wrong description of ACTA’s provisions. In wdaicerns
the respondents’ attitude towards ACTA, the distribution ofvars comes as
it follows (see Table 2).
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M piracy

W film

M |uxury products
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obscenity

Figure 1. Key words for ACTA’s associations ( % respondents)
Source: own research

In terms of percentages, referring to respondents that shegdknew
about ACTA it is clear that a larger part is against, fhraa ACTA, though a
third of respondents had both a “pro” and, in the same time, am&igai
attitude towards ACTA. All the respondents who shared thisidétjtbased
their opinion on the ethical issues of ACTA when giving the “pA€ TA
explanation, and on the restrictions to free information and comwmation
when manifesting the “against” ACTA position.

Table 2. Respondents attitude towards ACTA

Re:?tic;l?ggnts For ACTA | Against ACTA Forzréqrzgamst No 02:2[})2 about
Number of

respondents 18 36 37 17
% of

respondents 16.67% 33.33% 34.2%% 15,714%

Source: own research

An interesting remark is that, those who were the best igfrabout
ACTA (gave the correct and complete explanation of it) wese #lose who
had arguments for or/and against ACTA. Those who had a totabyréut
perception of ACTA, were quite evenly distributed in the attittategories
(see Table 3).
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Table 3. The distribution of respondent’s attitude in association ith
their true understanding of ACTA’s meaning

ACTA's Respondents attitude

perception [ For ACTA | Against ACTA For and against ACTA No opni
Correct 2 1 4 0
Partially
correct 10 28 29 g
Incorrect 6 ; 4 3

Source: original

The test of association between gender and respondents atidticdedad
that there is no significant difference, the Pearson Chit8daa3 degrees of
freedom being 2,545 and the p-Value 0,467. However, in performing the test,
due to the fact that the number of those who had no opinion regarding ACTA
is quite small, in calculating the steps for this tdstye were 2 cells with
expected counts less than 5, but greater than 4.

In a similar way was analyzed the possible dependence of ACTA's level
of correctness of perception and respondents attitude. TheqOhreStest
resulted in a p-level of 0.42, less than 0.05. Taking into accbanttte
calculus of Pearson for 6 degrees of freedom involved $&ngxpected
counts less than five, the two categories of correct ansaretspartially
correct answers were merged into one category.

The Pearson Chi-Square test of independence among ACTA'’s
perception( correct+ partially correct )/incorrect andpoesients attitude
resulted to be 9,956, which for 3 degrees of freedom indicBt&¥/aue of
0,019, much less than the cut-off 0.05. Taking into account these results, an
association among respondents level of correctness in understahding t
provisions of ACTA and their attitude towards this treatynse¢o occur.
However, the data have to be pondered carefully due to the fattig¢hmaerge
of correct and partial correct answers into one category only eddihe
number of expected cell counts less than five from six to two.

In terms of percentages, taken into account the size of theiévted
sample, women and men reported they know about ACTA in quite arsimila
proportion: 58.27% of female and 61.36 % of male respondents (see4)abl

However, the Chi Square test between gender and respondents
‘statements about their knowing about ACTA seems to indicatetlibre is
no association among these two variables. For one degree ddrfreethe
Pearson Chi-Square is 0.132 and the p-value is 0.716; therefore=f0105,
within the current sample, the dependence of these two leiahnnot be
proved. Further on, we analyzed the level of ACTA’s rightness ckpéon
in association with gender. The data showed that the percentaggecdnd
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female respondents differs somehow in what regards theircctuigct or fully
incorrect answers regarding ACTA (see Table 5).

Table 4. The percentage of respondents according to gender and their

acknowledgement about ACTA.

Respondents state they Gender Total
know about ACTA Men Women

Yes 27 81 108

No 17 58 75

Total 44 139 183

Source: own research

Table 5. Distribution of answers according to gender and correctness

T orectnoss Gender
Men Men Women Women
( frequency) (%) ( frequency) (%)
Correct answers 1 3.70% 6 7.40%
Partially correct answers 18 66.67% 58 71.61%
Incorrect 8 29.63% 17 20.99%
Total 27 100% 81 100%

Source: original

Analyzing the relationship among the incorrect/ correct antafig
correct answers and respondents’ gender, our aim was to cheekgéoder
was more likely to be informed and interested about ACTA than the other.

However, the Chi Square test has shown that, for the sampléersed
there is no provable association among gender and the level of mesett
explaining ACTA provisions, as the p-value of 0.357 resulted from the test is
higher than the cut-off = 0.05.

In what concerns the distribution of keywords in associatiohddevel
of correctness of ACTA’s understanding, it can be noticed tbat of them
gravitate around copyright and piracy, especially in online enment (see
Figure 2).

As a matter of fact, the partially correct answers veenesidered as it
because they referred to ACTA only as an agreement agaiasy of music,
film, photos, videos, texts in online environment. The fully adresmswers
were considered those that had the whole perspective of pngtecth, the
tangible products and those from the online environment, along with the
measures proposed by ACTA. Incorrect answers mostly understobdl A<
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an “Internet police”, having as purpose a strict control of odmeronment,
allowing the censure of obscenities and of other elements.
60

® Correct information
M Partially correct information

40 M Incorrect information

30

Number or users

20

hY
o & N & e & & & o & &
& A « » S & & & S & &
< o Q® S\ & & & & o
Q Q & < S S < ¥
S < & & S ©
\y ‘_’o" <~\<> 8 (’é\s
X Keywords
& &

Figure 2. Keywords choices in association with users’ degree
of knowledge about ACTA

Source: own research

Conclusions

The research was deployed in Bucharest Academy of Economiestud
among a representative sample of master program studémfsdoo the point
of view of gender and age distribution.

The research process showed that:

* The majority of the respondents were informed, from various ssurc
about the existence of ACTA;

* The majority of respondents knew only partially the provisions and
purpose of ACTA. The partially correct answers refer to dgieement
only as a system of regulations regarding the control andbdistn in
various forms of information through information technology, esdgcial
on Internet, on websites and social networks;

* A greater number of respondents expressed an attitude against the
measures proposed within ACTA, than those who are “pro” thasytee
adoption;
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* The main reason invoked to justify the attitude against the iadopt
measures proposed by ACTA is related to the fact that thegtdffe
privacy and freedom of expression and information, in the opinion of
those interviewed.

* The tests of association showed that for the current sgyaptier variable
has no influence upon the degree of young educated people’s interest in
ACTA; nor upon their attitude or level of correctness in urtdading
ACTA'’s provisions.

« The tests of association indicated that there might be a cammaationg
the level of correctness in understanding ACTA’s provisiomsrect and
partially correct versus incorrect understanding) and respondénidet
(“pro”, “against”, “pro and against”, “no opinion”). However, the results
must be pondered carefully when trying to extend them to a rhighe
population that due to the particularities of the sample chosemélysis.

e The fully correct answers offered the whole perspectiveatépting both
the tangible products and the intangible ones distributed maitiynw
online environment, along with the measures proposed by ACTA.

e The incorrect answers referred to ACTA as an “Intepadice”, having
as main mission an austere control of digital environment aridg go
censure the obscenities and information, according to some fpbwer
groups of interests directives.
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STUDY REGARDING THE SATISFACTION
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Out of the desire to find out the perception of the studentshef T
Bucharest Academy of Economic Studies (The first and only economic
university of Romania, centenary institution — founded in the yea8,191
milestone and example for all the Romanian economic colleggaiding the
changes that the Romanian economic higher learning went throughte- due
the transformations imposed by the Bologna process, we haisedetie
present research. The novelty character in theory and praegaeding the
management of change in higher learning institutions in Romania,lsnd a
the possibility of using the results of the research in cr@emprove the
educational management activities that take place in #dnaborganizations
present on the Romanian market, were due, in large part loytigy of the
customers — the student collective, and to the capacity of augépti change
of the members of the academic community.

Designing the research

Designing the research included establishing the purpose, objectives and
hypothesis of the research, and also its methodology, selectimgiites of
information and choosing means of collecting and arranging theencl€ar
separation of each of these aspects presents a largeangmtd the research,
following a logical, structured, coherent and systematised undergoi
Following the phases and stages of the research, according to the
methodology, was essential for the quality of the researchnapictiily for
its results and applicability.
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Scope

The scope of the research was investigating the opinion students
of The Bucharest Academy of Economic Studies regarding thegeba
observed in the Romanian higher learning. These changes need aneadequat
management, which would allow the institution and its memberinatize
the implementation of changes and modifications imposed by the Bologha
process.

Objectives

The research has proposed collecting the necessary datsstaasbe
possible in order to present the problem discussed. At thetsaeeave must
mention the fact that among the objectives of the study wéirghthe main
aspects debated at the present level of the speciaittuite. The objectives
of the research are presented in a logical hierarchyjngtdrom general
coordinates towards specific factors.

Hypotheses

In this stage of the research we have realised a forec#st value of
the information we expect to get from each objective, and iarthlysis phase
they were tested, fact which led to accepting or rejedtiegnt The objectives
expressed as a correlation between two variables areseeped through the
usage of statistic hypothesiso H null hypothesis, or H- alternative
hypothesis.

Metodology

The research takes into consideration the students perspactveding
to the purpose of the research. Bletistic collectivaesearched was made up
of students of the bachelor cycle, which studied at the Bucharest Acaflemy
Economic Studies, in the university year of 2011 - 2012. Bothlikervation
unit and thesurvey unitare represented by the individual. Our main purpose
was the clarification and the better understanding of the cocedimdtthe
problems taken into account, which in turn make egoratory research

The method of information collection was the direct reseasha
guestionnaire, using the structured interview technique. Thematmn
collection instrument was thguestionnaire It was applied during March
2012 — April 2012, in The Bucharest Academy of Economic Studiebeat t
end of seminar activities, answers to the questions weréemviity the
respondents on the presented questionnaires.

The sampling methodas random; the research was a pilot inquiry. 525
students took part in the research. The sampling scheme mpke sand
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random.The sample structuravas determined through keeping the most
representative criteria in according with the collectpecic, respectively —

study year and gender. The sample included 31,43% - first yeantstude
34,86% - second year students, and 33,71% - third year students, having a
relatively balanced repartition according to the real 8dnan The Bucharest
Academy of Economic Studies. The absolute frequencies correspamding

165 first year students, 183 second year students and 177 third year students.

The information collection was done in a percentage of 78,29% among
women and 21,71% among men, situation being representative indérms
gender for the student collective in The Bucharest Academy afdagic
Studies, reflecting adequately the distribution on gender from a statistic poi
of view. Using absolute frequencies, out of the 525 people intervieiddd,
were men and 411 women.

Data collected from the filled in questionnaires vpascessedusing
office editing (checking, correction of data and exclusion ottpnaires
with a high number of null answers for different questions)caad(in the
case of using scaling methods of the semantic differeppial taind also when
using mixed questions, who asked from the interviewed foferelift answer
than those included in the questionnaire questions).

The analysis and interpretation of the research’s results

The results of the research are presented in a close donnedh its
scope: investigating the opinion of the students of The BucharestrAgade
Economic Studies regarding the changes observed in the Ronfégiien
learning, defined in the preliminary phase, followed by mentions orhehet
the initially established hypothesis was accepted or not.

The analysis and interpretation of the results of the research maheng
students

A first objective — of the research regarding the studarite Bucharest
Academy of Economic Studies opinion, towards the implementation of
changes in the Romanian higher learning — according to the Bologrsgroc
was identifying the measure in which the implementation of thiearges
was considered necessary.

The answers given by the students underline the fact thatajozity
believe that the implementation of the changes proposed in thernBolog
declaration was necessary to a large extent - 40,38%, and, ttiammextent
- 29,71%. These results confirm the previously stated hypothesis. J¥t 8,57
and 7,05% appreciate that this contribution happens in a small exteritn
a very small extent.
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Figure 1. The necessity of restructuring the higher learning system
according to the objectives of the Bolognha process
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Figure 2. The importance of diploma and qualifications
acknowledgment at a European level

Significant shares of the answers showed that the acknowledgient
students diplomas and qualifications at an European level is tanpor
55,05%, and, very important - 31,05%. These results confirm the hypothesis
established previously, which stated that almost two thirddefstudents
consider that the importance of the acknowledgment of diplomas and
qualifications at an European level is high or very high. Thercanswer
possibilities have registered very low shares of respondents.

150



‘, W very large
large
B Medium

H small

36% m very small
(o]

Figure 3. The degree of utility associated to the development of eedit
system, transferable between the EU member countries

It can be observed that more than half of the students haveciapgde
that the degree of utility associated with the developmokatcredit system,
transferable between the EU member countries is large - @6%ry large -
21,33%. These results confirm the previously established hypothesis.
Relatively small percentages of respondents appreciatedhsedsf utility as
being small - 14,48%, or very small - 11,81%.
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Figure 4. The contribution of student mobility between EU member
states to the increase of their professional training level

The results obtained show that over a third of the studeBfs05%
consider that ensuring the mobility between the EU member roesint
contributes to the increase in the level of professiorahiirg only in a
medium degree. Only a quarter of answers have appreciatednirigution
as being in a large degree - 25,52%, and in a very large degstel6,19%.
This result refutes the previously established hypothesishvgtated that the
largest part of students consider that ensuring the studemiitynbetween
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the EU member countries contributes to the increase in tee@l of
professional training.
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Figure 5. Duration of specialty studies taken by the students (8t cycle)

Almost a third of respondents have appreciated that the duration of
specialty studies is small - 18,67%, or very small - 15,43%ca&¥ieobserve
the low percentages of the answer large - 4,95%, or very lafjé6%
duration of the speciality studies for the first cycle. Thajority of the
answers - 46,48%, thought that the disciplines studied in the firstioyitie
university curricula have a medium utility. AlImost a third espondents
consider that the level of utility for this aspect is low - 21,3886 very low
- 15,05%.A significant percent of respondents - 44,57%, has apprettiated
measure in which the economic knowledge learnt in Romanian higineing
helps continuing the studies in the European space as largémastl athird
- 30,86%, that this is true in a medium measure.
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Figure 6. The measure in which economic knowledge learnt in
Romanian higher learning helps continuing studies in the
European space
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According to the results obtained, the professional traininghef t
teaching staff that presented the courses for the disgptiuglied until the
present is appreciated by the majority of the students to &digh level -
51,58%. Also, the professional training of the teaching stafpifesiented the
seminars for the disciplines studied is appreciated by #erity of the
students to be at a high level 41,12%.
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50,00%
40,00% -
30,00% m for course
for seminar
20,00%
10,00% 9% o
’ 1,463#39_' 0,97008%
0,00% r ‘ . ‘ ’ P
very high  highlevel  medium low level  very low
level level level

Figure 7. The professional training of the teaching staff that prsented
the courses and seminars for the disciplines studied until psent

These results confirm the hypothesis established previously. ae ¢
observe that significant percentages representing almdkirch of the
respondents, believe that the professional training levledeching staff is
very good, 28,71% - for the course and 32,60% - for the seminar. Wkscan a
observe the very low percentages of the respondents who edliev
professional training level of the teaching staff to be inadeqoatotally
inadequate for both the course and seminar.

The analysis of the obtained results show the following tabyairom
the students’ satisfaction level stand point, referringhto aspects of the
teaching system applied in higher learning: taught disciplinesertn
usefulness of knowledge gained, teacher presentation styleticlisi@thods
used during courses and seminars.

A generally high level of satisfaction for the content atight
disciplines, usefulness of knowledge gained, teacher presentfienand
generally medium for the didactic methods used during courses and seminars
can be observed. These results refute partially the hypothesisding to
which the hierarchy developed by the students is the followingulngst of

153



knowledge gained, taught disciplines content, teacher presensdilen
didactic methods used during courses and seminars.
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Figure 8. The level of satisfaction towards aspects of the teachisystem
in higher learning

We can observe that the majority of the students believehtaatudent
evaluation system is objective in most cases - 40,38%, and amuoatter of
those believe that the system is entirely objective - 24,98%se results
confirm the hypothesis established previously. We can remembeththa
percentages for the negative answers were low regardirapjectivity of the
evaluation system: no, just in isolated cases - 8,95%, and no, never - 6,10%.

19,62%

M yes, totally

yes in most cases

8,95%

M no, never

Hno, justin
insolated cases

| don't know /I do

40,38% not realise

6,10%

Figure 9. The objectivity of the student evaluation system
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Almost half of the respondents - 48,38%, have appreciated thaghesed
of involvement of the state in stimulating students performanéaw, and
almost a third - 31,05% have stated a medium degree of involveAmrnt
important percentage of respondents - 16,95% believe that thisedeigre
involvement is very low. The results contradict the previo@shynulated
hypothesis according to which the degree of involvement ofsthe in
stimulating students performance is usually appreciated adium level.
We can observe the very low percentages of respondents whb astiaigh
level of involvement - 2,67%, or very high - 0,95%.

2,67%  0,95%

H very low

low

B medium

| high

48,38% very high

Figure 10. The degree of involvement of the state in stimulatingudents
performances

The majority of the students - 60,19% intend to follow a masiegsee
programme in AES Bucharest after ending their bachelor cycle, and around a
quarter of those - 26,86% do not intend this thing. The resultsricottie
initial hypothesis, which stated that almost three quartereaittdents intend
to follow a master's programme in AES Bucharest after Hingg their
bachelor studies. A smaller percentage - 12,95%, are not decidbd in t
approach.

We can notice that the majority of the students that wish towod
masters degree programme do not intend to follow a PhD progranfi&Sin
Bucharest - 60,76%, and a percentage of 21,52% intend to do this. These
results confirm partially the hypothesis established prewoastording to
which almost a quarter of the students which desire tovol master
programme in AES Bucharest intends to follow a PhD programm&S
Bucharest. A smaller percentage - 17,72%, are not decided regéainis
aspect.
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Conclusions of the research

In the information analysis and interpretation phase, we taolagtount
the detailed description of the research results for evergtolgeregarding
the opinion of the students of the Bucharest Academy of Ecorfindies
towards the implementation of changes in the Romanian higharmirg
according to the Bologna process. The opinion of students of tHeaist
Academy of Economic Studies — regarding the implementation of ekamg
higher learning according to the Bologna process, is gengpabitive,
believing thathe restructuring of the higher learning system according to the
Bologna process objectives was necesgangtly, as the significant majority
of the given answers shows. Regarding tsieidents diploma and
gualifications acknowledgment at a European lethed students believe it to
be an aspect of great importance. Athe degree of usefulness associated to
the development of a credit system, transferable betweenlUhadimber
countriesis appreciated clearly as high or very hihe measure in which
ensuring the mobility of students between EU member countriesbhcaesri
to the increase of their professional training leigegenerally appreciated at
a medium level.

Regarding the duration and structure of speciality studiegdingoto
the changes introduced by switching to the Bologna system, the students
generally appreciatbe duration of specialty studies corresponding to the first
cycle of studiest a medium level, according to a significant percentafg
registered answers. On the other side, the analy#i® aitility associated to
disciplines studied in the first cycle of university learrshgws in general an
agreement of opinions, students believed that the usefulnesscagdlides
studied in the first cycle of economic university teaching, alsd the
usefulness for students future career, from the perspectivevefogang
abilities and competences demanded on the workforce markstaneedium
level.

On the other sidghe measure in which economic knowledge learnt in
Romanian higher learning helps continuing studies in the European space
appreciated by students at a high level, showing the acknowledgnitfet of
opportunities brought in this aspect by the implementation oBtilegna
process.

The aggregate perception of students regarliegjuality of course and
seminar activities done in college definitely favourable, as the registered
answers show, and, closely relatdte students satisfaction level related to
the activities done in course and seminar clasgedigh. A reduced
percentage of respondents has shown a reduced or very rediskedtgat
level, showing as maimeason of discontenthe short amount of time
dedicated to several disciplines in the curricula. Otheorsasf discontent
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were the large volume of information that must be taught anedset
measure, the usage of inadequate teaching methods, low degree of
interactivity between students and teachers and problems owah@ten
system level.

We can observe that the level of satisfaction of the stud@nteds the
activities taking place in courses and seminars is géynéigh, and the main
aspect that can be improved in order to increase the satisféstel would
target the structure of the teaching curricula, in wbgérds an increase in the
interval of time allocated to these disciplines.

Aspects linked tahe professional training of the teaching staff who
presented the courses and seminars for the disciplines studii#gresent
bring their contribution t@btaining the students high level of satisfaction in
regard to activities done, as the registered results show, mosttstbdkeve
the professional knowledge of the teaching staff to be higm BEwae, the
reduced percentage of respondents who believe the professionadégewf
the teaching staff, both from the seminar and course, to bejinaigeor totally
inadequate is of note.

Referring to otheaspects of the teaching system in higher learrimg
students level of satisfaction is generally high in regardlse content of the
taught disciplines, usefulness of gained knowledge and tegmesentation
style, and usually medium towards the didactic methods used daimnges
and seminars. Also, the largest part of students considershéhatudent
evaluation systens objective in most cases, conclusion confirmed also by the
low percentages obtained by the negative appreciations t®wdel
objectivity of the evaluating system.

In what regardghe degree of involvement of the state in stimgatindents
performancethe respondents perception is generally negatietthe very low
percentages of the answers who appreciated a higrerg high level of
involvement are to be noticed. These results shoulcepres alarm signal,
imposing the ulterior investigation of effective means to ptd practice in
order to identify the measure in which this perceptionléveamt. Carrying on,
measures should be taken towards a greater involvement ofatieeirs
stimulating students performance, and, in correlation, the impevieof
their perception in this aspect aiming for an increase in the stibsféevel.

The significant majority of the studenistend to follow a master
program in the Bucharest Academy of Economic Studies after finishing
college (first cycle)which suggests, generally, the acknowledgment of the
necessity to continue speciality studies according to threucésring of the
system following the Bologna process. On the other gidemajority of the
students who wish to follow a master program do not intend tmanf@l PhD
programme also in the Bucharest Academy of Economic Studhies, shows
the level of specialization considered sufficient by the students.
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Introduction

Providing users with physiological comfort in harsh often variable
weather conditions — in heavy rain and strong wind, in addition during a high
physical activity is a quite large challenge for the mariufacs of outwear
designed for active people. The materials used in such clothingdhbil a
series of requirements that seem to be mutually exclusigh as water
resistance and water vapour permeability, also called brelgthatind
resistance and air permeability, should be lightwear and durableslb as
have appropriate aesthetic values. The reconciliation of suni different
properties in a single material or product is no easy task.

The beginnings of functional outerwear materials can be tizaek to
the end of the century. At that time Thomas Burberry invented a twill-
weaved fabric made of cotton worsted yarn, of uniform colour catied
gabardine. It provides good wind and water resistance qualitiewas worn
at that time by polar explorers and Himalayan mountaineers during
expeditions (Wajda 2011). Probably the first quite primitive bregth
material was invented about 1940 for military purposes unddrémel name
Ventile®. Due to a tough, tightly woven fabric made out of longoeofibres
that swell under moist conditions, thus preventing water peiuetratside
(Holmes 2000,Ventile® Fabrics...access: 06.06.2013). The advance in
design of materials to provide better protection againsthe@eaonditions
should be assigned to DuPont, where researchers invented nylon in 135 use
for manufacturing one of the first synthetic fibres. Thresryéater when this
product was commercialized, materials of better strength prepesere
developed (Wajda 2011). The 1960s is the period when other synthetic
polymers used today in  functional outerweatr, including
polytetrafluoroethylene, commonly called Teflon, polyester, polygesgy
and polyurethane became known. Due to invention of synthetic ftores
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possible to commence the production of flat textile products of imgrove
water and wind resistance qualities.

Nowadays the market offers consumers a wide variety of funttiona
outerwear. The consumers interested in purchasing such productieety
from various products that differ not only in design and fashion, tké dirst
place in the quality of materials used and finishing. Theddithis paper is
to present material and technological solutions used in sportswveater
properties that have to distinguish them and results of reseactdmsnmer’s
purchasing behaviours and preferences related to requiremefds geise
products.

Sports outerwear technologies

There are many manufacturing techniques and technologies thateprovi
outerwear materials with water resistance, but also wamur permeability
and wind resistance. The mentioned properties are of utmost impodan
they provide the user with physiological comfort when wearing clothing. T
compilation of water resistance and water vapour permeabiliiglidg on
sweat removal from the near skin layer is, as mentionedeaboguite large
challenge to manufacturers, as water penetration depends orsizer€Ehe
materials should be designed in such a way so that they do noaipassps,
while being able to carry away moisture. According to variaf@mation
related to clothing materials of special properties contaiimgaliblications
and available in sports brand manufacturer catalogues (Malde2@kO,
Wajda 2011), there are a many methods enabling an outerwear tinedb
of all the properties mentioned above. The membrane manufacturing
technology, its functional mechanism and chemical composition should be
taken into account.

The commercial offer includes products made out of various ialster
fulfilling the requirements for waterproof and water permealdthing. The
oldest materials to be referred to as “waterproof and breataiegtightly
woven fabrics, initially made out of cotton yarns, but now ofrafiber. They
are impermeable to water, but to a specified hydrostagisspre only. The
principle of operation of such materials is that the outer textifaciswells
after moistening and hinders water penetration through theriedat The
water vapour permeability is ensured by fissures and ponesdefibres that
are sufficiently large to allow water vapour moleculesddransferred outside
the material Textiles in sport2005). Another method for obtaining the
properties mentioned above is the use of laminates based on aneslor
microporous coatings combined with woven or knitted fabrics. Satérials
function on the similar principle as filament yarn fabrientioned above, but

160



have much better performance parameters. There are watbenepad its
function is based on pore sizes in a membrane. They are largewdsber
vapour molecules and smaller than even the smallest wateodtaped in

the nature, thus providing water resistance and sweat remmoxallie skin
surface. The diameters of pores occurring in individual membremgdrom
0.05um to 10um. The number of pores per €of the membrane, depending
on its type, is about 1.5 — 2.0 billions. Microporous membranes dteobui

of such polymers as polyurethane, polyamide, polyester or
polytetrafluoroethylene as well as special acrylicngsiheir combination
with the carrier fabric may be achieved in several varji@etginning from the
simplest one without lining up to two- and three-layer coatingdls liviing
(Textiles in sport 2005, Wajda 2011). Microporous films are normally not
resistant to such impurities as dirt, salt, detergents or olgagents. Their
influence may affect water resistance and water vapoungadaility. To
protect a membrane an additional layer of hydrophilic polyuretiseapgplied.

The next type of materials that meet requirements for fund¢tanerwear are
laminates combined with hydrophilic membranes or coatings withich#yn
modified polyester or polyurethane. Their tight structure contains no pores
channels. The membrane function is based on polar characteristiegeof
molecules and properties of polymer used. Its proper functioning diepan

its hydrophilic and hydrophobic properties. Due its hydrophobicity dhile

to repel water molecules gathered on the product surface,emailding water
vapour and gas transfer due to its hydrophilic properties. miportant
properties of hydrophilic membranes include its high resistemciamage,
durability, wind resistance and resistance to various congions
(Bendkowska & Wrzosek 2001, Holmes 2000, Maklewska 2010,
Mukhopadhyay & Midha 2008). Another example of waterproof and water
vapour permeable materials are hybrids combined both hydrophilic and
microporous properties. The products with such membrane are cwgted
copolymers ensuring hydrophobic and hydrophilic properties. The first
protective hydrophobic layer guarantees water resistance aneiackef the
coating to the fabric, while the second one, hydrophilic membrdoesal
water vapour transport (Fig. 1). These two-component membranesahave
number of advantages and disadvantages as well as faitksl telthe use of
outerwear.

When considering its application, the finished product can be corstruct
as a two-layer laminate in which a membrane is bonded toriarctabric,
while the lining is a separate part or joined with a membrame the outer
layer is a separate part or forms a laminate composedes parts bonded
together (Mukhopadhyay and Midha 2008).
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Figure 1. An example of a laminate structure

Source: http://www.sympatex.com/en/membrane/22&penties,
access: 15 March 2014.

Available on the polish market membrane materials useth
functional outerwear

The microporous membrane under the trade name Gore-Tex®
constructed by W.L. Gore & Associates was a very high aehient in the
development of functional outerwear. Launching this product on the garment
market is dated back to 1976. This membrane, despite of its prasetioe
market for almost 40 years, is still predominating on the ogi@rmarket. It
is made from polytetrafluoroethylene and is characterized bythall
parameters ensuring wearer’s physiological comfort when used imfields
and weather conditions, i.e. high water resistance, breathadild wind
tightness. It was possible to reach such parameters due to an apptajprate
layer membrane structure in which 1.4 billion pores per 1 Timis allows
moisture (sweat) to be easily removed from the near skier,layhile
maintaining high water resistance, thus causing that these anesshare the
most appreciated products among membranes used for functional outdoor
garments. An additional advantage of this membrane is its kggitty good
mechanical properties and tensile strength and resistanadirttoand
contaminants due to the use of an oil repellent substance. Aachemtage
of Gore-Tex® membrane is the use of Gore-Seam® tape farpraof
protection of seams and joints and waterproof zippers (Lanke$, 201
Maklewska 2010, Wajda 201Xtencil Product Info2007). Due to its
advantageous biophysical parameters, light weight and good mechanical
strength, Gore-Tex® is used in such materials as: Gore-Tex® PaSlitel®
Gore-Tex® Performance Shell, Gore-Tex® Pro, Gore-Tex® Soft 8ked
for manufacturing jackets, trousers, gloves, caps and shoes. The most
significant brands based on Gore-Temembrane include: The North Face,
Mammut, Marmot, Salomon, Burton, Salewa and many others
(http://www.gore-tex.pl/produkty/odziez/, access: 19 December 2013).
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Another example of membranes used in functional outerwear is
Sympatex, a hydrophilic transparent membrane developed by ENKA and
currently manufactured by SympaTekechnologies GmbH. This membrane
is 5 - 25 pm thick. The manufacturer declares 100% water amtiasistance,
optimal breathability and extension up to 300%
(http://www.sympatex.com/en/membrane/ 225/properties, access:
15.03.2014). In addition it has a high mechanical strength and chemical
resistance. The membrane can be used in outdoor garments in vay@us
The first of them is laminating with a carrier fabric beém the lining and
outer material as an intermediate material. The next wégmsating the
member with the lining or the outer material. The membraiasc widely
used in any winter and extreme sports, hiking and tourism in aajener
understanding. The manufacturers ensure also the full greennebe of t
membrane that is 100% recyclable (www.sympatex.com, access: 19
December 2013).

Another example recognised on the garment market is Hydroteatea w
vapour permeable and waterproof membrane manufactured by tisb Pol
company Alpinus. The principle of operation is the presence of diicts
appropriate size enabling removal of moisture in the formatérmwapour at
amounts of 4,000 g/t24h, while maintaining wind and water up to 60 m
water column. In addition this is a lightweight membrane of mghhanical
strength. Hydrotex is manufactured by coating with foamed polyurethan
creating a microporous structure (Maklewska 2010).

An interesting example of material used for manufacturing cutpadrts
clothing are smart polymer membranes that show an abiligsfmnse to such
environmental stimuli as moisture or temperature. With raigngperature
the membrane responses with increasing intermolecular spas@nproving
water vapour permeability. When temperature begins to drop, iolecolar
space shrinks again and the moisture permeability desteagsamples of
such construction may be the membrane called DIAPLEX manuéalchyr
Mitsubishi and Schoeller—c_change Yfnjatkowska-Opatka 2009).

There are many other products of similar properties presenheon t
outdoor garment market manufactured by using various matenals a
technologies. Many clothing brands posses their own exclusin@®raaes.
For example, brand Marmot posses their own membrane MemBrairg®lor J
Wolfskin — TexaporeJack Wolfskin brand catalogu#013 Marmot brand
catalogue2013).

Research objectives and description
The goal of this preliminary questionnaire survey was to lastomer’s

purchase preferences in sports outerwear and their knowledgaratteristic
properties of such clothing.
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The survey was carried out in 2013. The diagnostic survey wasped
by using the questionnaire addressed to the staff (merchaletsnea) of
sports and outdoor garment stores. The questionnaires werereeliv
personally in part to the store personnel (retail trade nesydocated in
Krakow and environs, while the remaining questionnaires wergbditsd
among the participants of training meetings organised f@mes of the
Intersport store network located in Poland courtesy of the trainer.

134 people participated in the survey. Among them there were 102
persons employed at the Intersport network stores in the faljpRolish
cities: Bialystok, Bielsko-Biata, Bydgoszcz, Bytom,¢Stochowa, Gdask,
Gdynia, Gorzow Wielkopolski, Kielce, Katowice, Krakéw, HdOpole,
Ptock, PoznA, Radom, Rzeszéw, Szczecin, Warszawa, Wroctaw and
Zakopane. The remaining 32 people were employed in sports clstorss
in Krakow, including those offering one brand, a number of brands and
outdoor clothing.

The questionnaire contained a number of closed and semi-open questions
as well as those where the respondents were asked toygpedifnportance
of given factors in a 5 point scale. The answers of the respts provide
information on the aim of outerwear purchasing and the impa@taihfactor
deciding on purchasing decision, consumer’s knowledge and expectations
related to performance parameters and its significanceedsass product
determining factors such as the degree to which potentiahgaecs are
interested when visiting the store and other details decadirtpe purchase
of a product by a consumer.

Results and discussion

The first question deals with a motive for purchasing functional
outerwear and intended use of such clothing. Among possible anbemrss t
were: climbing, and other extreme sports, such winters sporikiizng or
snowboarding and other sports, tourism and casual clothes. The ahswer
these questions are presented in Figure 2.

Based on the answers gained from salesmen in the specializésl spor
garment stores one can conclude that consumers purchase function auterwea
mainly for using it when practising winter sports (total bemof answers
“most often” and “often” was 80%). Another important use of this clothing is
tourism and everyday wearing (casual clothing). Such ansairis question
indicate that the consumers consider outerwear as a versatile product.

The next question verifying the consumer’s preferences inifunadt
outdoor clothing was aimed at the determination of factors idecion
product purchasing decisions. An analysis of the obtained results that
according to the retail network employees the consumers payathestion
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to product price: 40 % of respondents marked this factor as niwst“
important”, while almost 50% - as “important”. Only 1% of responsient
indicated the price as a factor of “minor importance”. Theofachighly
appreciated by customers include also specific product propemtigsroduct
functionality. According to respondents most of factors decidmgroduct
purchase are assigned the rank “important”. Apart from the, mmeific
properties and multi-functionality they include: the brand, finisttjoglity

and salesman’s opinion. However, a significant group of respondents
indicated the salesman’s opinion and fashion as a “typical” faGioe
answers to this question are detailed in Table 1.

other sports
clambing or other
casual clothes

tourism

winter sports

0% 20% 40% 60%

mrarely  moccasionally often m the most often

Figure 2. The aim of purchasing functional outerwear
Source: own research.

In the question on the basic knowledge of outerwear properties by
customers decided to purchase it, the salesmen participatihg isurvey
answered as follows:

— 2% of respondents declared that they well know both product types and
properties;

— 61% of respondents answered that the store customers are rather w
informed about the properties of outerwear of special purpose products;

— 36% of answers indicated “rather no”;

— 1% of respondents indicated that respondents have no knowledge on
subject matters nor awareness of the existence of such prothebffer

The next questionnaire question dealt with the way how the custome
assess the importance of parameters characterizing tle foastional
properties of functional outerwear, i.e. water resistancegrwaapour
permeability called breathability and wind resistance. The assteethis
question are presented in Figure 3.
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Based on these results one can conclude that the consumers pay mos
attention to waterproofing, then to breathability, and finallited tightness.
As follows from the answers to the next questions the customeraaate
interested in products of water resistance of 6,000 up to 10,000 mntesf wa
column and breathability within the range between 5,000 and 10,000
g/n?/24h. This is undoubtedly connected with its price that is much hagiter
the customers are generally not interested in it.

100%

80% -

60% -

40% -

20% -

0% -
prime secondary the less
parameter parameter important

m waterproofness = transport of water vapoum windproofness

Figure 3. The importance of the parameters affecting physiologal
comfort of functional outer garment

Source: own research.

The last questionnaire question addressed to respondents was targeted at
answer to the question whether the customers are interested atiigsov
offered on the outdoor clothing market regarding its propertieshing or,
for example, design solutions. Based on the obtained data (f¥voéi'yes”
and 52% - “rather yes”) one can conclude that the customedéaate quite
large interest in purchasing innovative products.

Summary

Despite of high prices there is a quite large number of peofgeested
in purchasing outdoor clothing. In many stores up to 10 — 50 customers
planning such purchase appear every day, but the number of customers
depends on store location and availability of offered product rdigemore
renowned is a store for a wide variety of produtis,more people appear in it.

According to employees of specialized sports and outdoor clothing
stores, the vast majority of customers has sufficient krdy@@bout products
they want to purchase. The salesmen think that in most casessstbeners
know product properties and its required parameters. This is fyobab
connected with high prices of such products, thus inducing custamierarn
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more about such products and its properties, thus also makeillgaref
considered purchasing decision.

When considering the factors deciding on customer’'s purchasing
decisions in selecting a desired product one may concludehthanost
important ones include the price, specific product properties and- mult
functionality. Also such factors as the quality of product fiimg, brand,
fashion or colour play an important role.
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Introduction

Recently, SNS and online communities via interaction and mutual
collaboration have caught increasing interests of the rdémgarcOne special
feature born by the SNS is that they can reduce space anihtitadons. At
the same time, they can circulate information with paralielcture and 2-
way confidential information. In this regard, SNUS, in one haeduce
weaknesses carried by either offline or online method andceimgit these
relations effectively, in the other hand. For this reasonyevess of SNS’
role has been increased.

It has been studied that attitude by the users of mediate nafans
communication influences frequency of using that means of comatiamic
(9). This helps to establish the social networks, implemettiegnteraction.
SNS users’ attitude may produce influences on interaction via that SNS.

The better the tie becomes, the closer the relationship betwsides?
increase, relationship becomes more and more reliable (hé)mbre the
degree of mutual concern increases, the more message recipieahtrate
on improvement of understanding and effectiveness of the messages ¢8)
result, it has been expected that high mutual tie strength prathocesiseful
information than low tie strength (10)

Due to the difference in social and cultural foundation betweenalkore
and China, factors that influence mutual trust and interactiqrectsgely will
be shown in a different way. Therefore, it is necessaryatyze and compare
the degree of effects toward interaction and SNS usersid#tity means of
tie strength.

In case we acknowledge the research objective accordirte tthitee
most important values, it can be seen as follows. Fiestiglyze the effects of
SNS users’ attitude on the interaction. Secondly, examineftéet dégree of
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SNS users’ attitude toward the interaction. Thirdly, wetiife tie strength to
find out whether the moderating effect exists as a unique vatbe relations
between interaction and SNS users’ attitude in Korea and China.

Literature review and theories
Attitude on SNS and the Relationship of Interaction.

It has shown that SNS users’ attitude on mediate means of
communication, to some extent, affects frequency of usage ¢eprdingly,
SNS have been established to enable users’ interaction. It has beethat fact
users’ attitude and participation in interaction activitiesied out via SNS,
more or less, have influence on the real relationship betwemsthemselves.

When looking at the result of increase and activation of G&ége, it is
necessary to focus on SNS users’ attitude as the main thetoaffects
interaction via SNS. It is the convenience and close distanesirgf SNS in
the mobile environment and appropriate attitude via SNS thatdses
interaction, thus, bringing in influence on the interpersonalioakship after
usage. Regarding to communication experience, depending on each
responder, interaction can be understood in different ways. Thusciier
is not necessarily to be considered as an objective fawstead, a subjective
factor. Therefore, it can be seen that users’ attitude produce sffects to
interaction.

Hypothesis 1: Attitude toward SNS produces a significant (€cetb
interaction.

Tie strength

Tie strength is defined as a multi-dimensional concept septing the
intensity bilateral interpersonal relationship in the socratwork
circumstance. Also, it includes definitions of rigorousnesgnation, support
and association (7). SNS arises from social relationship, anddlagen the
degree of intimation in the relationship between information eseadd
recipient, participation into SNS varies amongst users.

According to a recent domestic research, the result has ghatvthe
pioneer who gathers members’ opinions — linker bears sometddfithience
on sharing of information (2). Furthermore, reports have shown ¢wogiig
possessing higher tie strength tend to exchange information atagergre
frequency than those under lower tie strength (6). When dalijecbtes on
mentioned discussions, it is imaginable that attitudes on SN&gpeople
of higher relevant relationships are producing greater imipaacteractions in
relationships of less relevance. As such, a Hypothesis can be:
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Hypothesis 2: Impact level of attitude on SNS to interactiensams
bigger in settings of higher relevant relationships than in lower ones.

3. A comparison of SNS culture between South Korea and China.

According to some researches by scholar Chae Myung Soo on kultura
values effects in online orally transmitted setting®agnSouth Korean and
Chinese people as the subject, it is proven that there exiaisual value of
national identities and individual culture (4)

The South Korean so-called “community/group culture” is considered
value consistency among its members for mutual interestshwieans each
individual somehow sacrifice their personal benefits. Convensgprts have
indicated an obvious opposite trend is preferred among the Chinese whe
parities among individuals are more appreciated; thus, joys andefut
purposes are paid more attention to (3). These cultural differesiee
predicted to bring intimacy to the establishment and expansicsoaél
networks.

Previously stated in a research by Koh Sang Min, in China, \&e&
express their most recent psychological state besides itsnaoigation
purposes. In addition, there is an increasing attention paid taotont
functioning and maintaining among members of connected offline
relationship on SNS (1). Compared to that among the South Koeeate, it
is likely to see that Chinese SNS users also take adyanfat as a tool to
demonstrate their personal values in accordance to amplifjieg t
connections to other people. As such, another Hypothesis on cultural
differences between China and South Korea can be made forward:

Hypothesis 3: Influence from attitudes on SNS to interactions upon
relevance level varied from South Korea to China.

Methodology
Research model:

In schematizing the study basing on the three Hypotheses afor@said,
research model has been generated in Figure 1.

l SNSAttitud y —»| Interaction

Tie

Figure 1. Research model
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Sampling and data collection

The survey has been conducted among 260 people aging from 20 to 30
using SNS in China and South Korea in August 2013. A collection of 192
answer sheets in South Korea and 172 in China has been congiteted
excluding ineligible versions
Findings:

Sample features

Features upon population statistics of the sample surveyeautn S
Korea and China have been presented in Figure 1.

Tablel. Demographic Characteristic of the Sample.

The sample| Measurement Items Korean Chinese
frequently % frequently] %
gender Male 106 55.20 71 41.30
female 86 44.80 101 58.70
Less than 20s 20 10.42 31 18.02
age 20s~30s 163 84.50 140 84.40
More than 40s 9 4,70 1 0.58
Personal Relations 41 21.35 37 21.52
Self Expression 14 7.29 10 5.81
Purpose of | Communication 54 28.13 22 12.79
the User Interest 56 29.17 39 22.67
Information Sharing 57 29.69 79 45.93
Others 2 1.04 28 16.28

Hypothesis investigation

Regarding Hypothesis 1: A regression analysis conducted has dtaiwn t
attitudes to SNS have significantly (+) impacted on interactioaBl€T2).

Table2. Simple regression analysis on SNS Attitude and Interaction

Source of 5 .
Variation R F Beta SE T Sig.
SNS
; .350 194.691 591 .042 13.953 .000
attitude

Regarding Hypothesis 2: A regression analysis has been comhduncie
it has been identified that community/groups of strong tie strete@b07)
noticeably affect interactions, and community/groups of wealsttiEngth
(t=1.521) produce little effects on interactions (Table 3).
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Table3. The Analysis of the role of Tie strength (Moderatingffect)

Source of Variation R? F Beta T Sig.
SNS High 430 48.538 .256 2.507 .013*
attitud

e low .220 15.320 .213 1.521 .130

*¥»* P<0.001, * P<0.05, * P<0.1

To examine whether there exists differences in attitudes orb8t&en
Chinese and South Korean people, T-testing has been conducted. Results ar
as presented in Table 4

Table4. The Compare between Korean and Chinese of SNS attitude
(T-verification)

Source of Variation N Means(SD) T P
SNS Korea 192 3.4045(0.722) .
attitude 2.686 .008
China 172 3.6027(0.680)

*** P<0.001, * P<0.05, * P<0.1

After the differences between the two countries have Ipeeven, a
regression analysis has been conducted to investigate tlea@coof
Hypothesis 3. As shown in the result, Chinese people’s attiord&HNS only
produce effects on groups of strong tie strength; thus, a difflerepon tie
strength varies between the two countries. Attitude of S8 us China
influences on group interaction; therefore, there existsrdiftee between the
two countries according to Tie strength (Table 5).

Table5. The Multiple Regression Analysis on SNS Attitude
to Interaction between Korean and Chinese (mediated
by Tie Strength)

Source of Variation R? F Beta T Sig.
High | .416 | 15702 .317 1.157 252
Korea
NS low | .214 | 10711| .165 1.256 212
attitude High | 452 | 33.811| .189 2.119| 036"
China
low | .210 3.638 268 773 444

Dependent variable = Interaction
** P<0.001, ** P<0.05, * P<0.1
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Conclusion:
A summary of the findings:

The findings of the research are as follow: On selectingolhesis 1:
Attitudes towards SNS are likely to affect interactions agnasers. As such,
it can be concluded that those possessing positive impression on NSng S
are producing more than interactions to other individuals such as
communication, sharing and emotion exchange. The wide spreading bf smar
phones and the choices to SNS applications have led people to rey dngg
SNS as a communicative channel owing to their connections and interactions
to other individuals.

Secondly, it has been verified that impact level of attitudes tovaiN&Es
to interactions varies upon tie strength. To this point, it can be concluded that
a consistency has been followed in all mentioned researches (10)

On Hypothesis 3: differences between users in South Korealdnd C
are showcased through moderating variables of tie strengtradtions are
not impacted upon moderating effects by attitudes towards SNS arootig S
Korean users. In contrast, Chinese SNS users are suffenmgtfe situation.

It can also be concluded that groups of weak moderating effiectsot likely
to suffer from attitudes towards SNS to their interactionsirasting to
groups of strong moderating effect. Concerning Chinese S&IS, usgher
tie strength of the relationship tends to strengthen the chonend maintain
the interactions more positively. The situation reversdbda South Korean:
they tend to appreciate the conveyance of information and ideas that¢he
interested in on a personal basis. According to Hwang Seong Min (5), unlike
South Korea, standards on level of Internet security distru§thina are
stricter; therefore, Chinese SNS users rely on SNS only rfomate
connection of high tie strength. Online information exchaog@munication
and affection expressing among users of low tiengfth are limited

Recommendations and limitations:

The study proposes an important recommendation for business managers
relying on SNS network system as Facebook, which indicates the réearka
influence of positive attitude among SNS users to inter@Eprovides them
with understanding of network characterized SNS users. Foanoest
regarding SNS users possessing positive attitude, insteagafdirg the
number of members, it is more valuable to focus on enhancing the number of
interacting activities in SNS.

Moreover, the study has investigated the significance sfreagth upon
moderating effects among interactions and attitudes towards 8biSg To
reinforce interactions among SNS users, it is cruciakiloforce emotional
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connection or intimacy among users. This has led to the needsmibdional
marketing strategy to enhance positive attitudes among users.

The study, however, remains limited; thus, opens to future resé€amch.
measuring interactions among SNS users, there should besgistegiproach
developed to action viewpoints among users in a more specific anittglrac
manner. Instead of conducting researches on interactions of attitudes towards
SNS, it is more necessary to study on how changing usersonslaips are
after their uses of SNS.
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Introduction

The service-providing companies focus their attention on thetyjwéli
services, in order to increase their market share and profit-margirddntor
achieve a certain level of quality, an important part id bglthe increase of
employees' satisfaction. The first step in achieving aaicelevel of
satisfaction is to be familiar with the motivation's sources.

The purpose of this article is to define the concept of empiye
satisfaction, to identify the factors that influencesfattion, to study the
relationship between motivation and satisfaction, to point out then m
methods used to reach the quality in services in general, ampliatigy in
tourism services in particular.

The last part of this article is dedicated to a cstsey, whose main
objective is to estimate the general level of employsatsfaction in a
company that offers tourism services and to come up with ideeasrease
the level of satisfaction and the number of tourists.

The specialized literature shows a large amount of inteyestrds the
concept of quality in services, which was debated in manyestiaritten by:
(loncica, 2006), (Runescu, 2009), (Plumb, Zamfir, 2009), (Dinu, 2009),
(Minciu, 2004), (State, Istudor, 2009), (Teodorescan&oiu, Mitu, 2009),
(Cristea, 2009). Also, the following specialists pay attention to concepts such
as employee's motivation and satisfaction: Schreiber (1952)Vii972),
Weintraub(1973), (Lazea, 2012), @gan,2008).

Employees' satisfaction and the determining factors
that influence it

It is easily observed that a big part of our lives is citéid to our jobs or
our careers, thus the work satisfaction concept plays a fuerdahnole in our
lives, individually and collectively.
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Employment Satisfactionis a positive feeling that the employee is
experiences vis-a-vis his/her work. Employee’s attitudeawigs his job
directly influences his work performance, and implicitly, thgamization’s
outcomes. If the employee exhibits high level of job satigiactihis will
determine good work outcomes, adding value to the organization’s economic
status.

Employment Satisfaction or Satisfaction in Employment, exptdesse
simple terms, represents how pleased the employees ateipfwiork.
Employment Satisfaction is wusually measured with the aid of
guestionnaires/surveys. With these questionnaires/surveyslitheifg data
are collected; the level of compensation/pay, the work voltimemployee’s
perception of management, the work flexibility, team work, the
communication resources, the responsibility level, etc. (Heathfield) 2012

These aspects play an important role for companies thatopkaep their
employees happy, and reduce the employment turnover rate.

Employment SatisfactiomndEmployees Engagemeiippear to be two
similar concepts, yet there are differences between the two.

Employment Satisfactiomepresent the level at which the employees are
content and happy with their jobs and their workplace (What is Employ
Satisfaction?)

Employees Engagememepresent the level at which the employees are
passionate about their work, are committed to the organizativason, and
put additional effort in their jobs (or in layman terms, “thggy the extra
mile”).

The engaged-employees are different than the average emplbyees
being motivated to work more than the minimum necessary to holdeon th
jobs. By comparison, satisfied-employees are happy and contenttabout
status quo. Therefore, their work effort is minimal, as londhag preserve
their jobs.

From the perspective dimployment Satisfactiorconcept, a current
problem plaguing the service industry is timeisual high rate of employment
turnover.

There are employees that never feel satisfied in theifgateers, even
though they change their employment (different organizations), casser
pats, or their profession, invariably claiming job/careesatisfaction. There
are employees that are preoccupied over being ill suited for thé&spianal
field, leading to a poor professional efficiency/performance (L&2&E).

Thus, employment satisfaction is directly correlated toptioéessional
performance, since a happy employee is a performing/effieimmpioyee.
Consequently, there is a correlation between employment diastatia and
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absenteeism, as dissatisfied employees claim, unusually oftercablaysl/or
psychological tiredness, and tend to miss work quite frequenthgd,2012).

The shortcoming associated with the concept “Employment Sdiasfac
is that is not focused on characteristics significant to riust talented
employees, instead it is geared on preserving an optimaldeteintent and
happiness” of every employee, Thus, the organization’s emplogees
“content and happy”, with minimum work and effort to preserve their
employment. These employees will never leave the organizatiahgyewill
never bring a substantial contribution to the wealth and health of the
organization.

An organization could make a wrong decision, by channeling its
resources, and focusing on increasing the employment satisfactias of i
employees who do not generate economic value, loosing thistsvayost
talented employees.

A study done byT'NS for the Conference Boardn 2009, on a sample
of 5000 US employees, concluded that 45% from those interviewed Htat
they are happy in their work place, as compared with 61% in &asistidy
done in 1987 (the firs year that this study was done). (Heathfield, 2012)

As a general trend, it is observed a substantial decline inathee of
employees happy in their workplace, with those most dissatisfigdusfg
age, below 25 years old (37%), and those most happy in their workgilace
midleage, between 25 and 34 years old (47%).

It is predicted an accelerated trend of decreasing numbeEmnployees
happy in their workplace, as the economic crisis continues.

Due to jobs scarcity, many working-age people will settle for
employment beneath their qualifications and lower wages. Thuswiliey
never be content and happy about their workplace, and will feglgsiohally
dissatisfied. Under these circumstances, the sentiment of sliastin will
take hold rather quickly, and these employees would performypaeith
negative effects on the organization’s financial status.

Employment Satisfaction is achieved based on a multitude of
dimensions/factors. Throughout time, series of research were dbongbe
dimensions/factors generating the employment satisfactiortidfastion, as
well as the contributing level of each dimension/factor todimployment
satisfaction, the type and level of employment satisfactissdtisfaction
(Micle, 2009).

The studies conducted by some researchers, i.e., Schreiber (1852), D
Witt(1972), Weintraub(1973, p. 296), have identified as the prin@ugces
of professional satisfaction the following dimensions/facttins: type of
work, the direct supervisory time, the attitude of orgartina’s leadership,
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the relationship between colleagues at work, salary and promotion
opportunities.

A study conducted by thé&ociety for Management and Human
Resources in 2009, has considered 24 factors directly linked to the
Employment Satisfaction of the workforce.

The experts in Human Resources have concluded, after the study was
completed, that most important factors that influence the warkfs
Employment Satisfaction are:

e job security

* employee-supervisor interaction

* benefits

e top management communication with their employees

e opportunities for applying one’s knowledge and skills

* rewarding performance of employees by the management
e gpecific job training

« safety in the workplace

e salary and bonuses

e corporate culture.

Motivation-Employment Satisfaction Relationship

Employees’ motivation represents an important factor in deténi
individual professional performance.

Three types of motivation are identifigdternal motivationdetermined
by work well done, collegial atmosphere, direct collaboration with t
immediate supervisopositive external motivatiordetermined by financial
gain, prestige and respect from coworkers, solving social pnshfeegative
external motivation referring to avoiding critigues and sanctions, the
prevention of unemployment.

The internal motivation stimulates professionalism and tteravess of
social responsibility, it stimulates positive social relaships, it is an
important source of employment satisfaction, as comparedet@xternal
motivation (positive and/or negative) where the work qualityoperance is
unknown, due to individualism orientation that causes mistrust andsavp
attitude toward work. This fact leads to negative phenomena. Comsiggque
it is recommended a large internal motivation and a smatmedtmotivation.

In the context of productive work, motivation can be classifiedha
degree of employee’s availability to be involved in productieafive work
in the workplace, and to exhibit a sustained effort to attaipredessional
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objectives at the personal level or at the organizatioel.l&\nerefore, the
professional motivation could be considered as representing an eut€tmne
interdependent relationship between employee and the organizatiioer,
than a result of all individual motivations @@an, Burghelea, 2008).

An important role in the process of motivating an individual, tiee
higher work efficiency, is the set of objectives that theviddial sets for
him/her self, thus influencing his/her work performance and behavi
Therefore, those who set difficult to achieve objectives faniedves, would
experience higher work efficiency, as compared to those wheasgt to
achieve objectives, and consequently exhibit low work efficiency.

The status of satisfaction/dissatisfaction is an indicator of atadiv, its
efficient/inefficient implementation; an individual is pled&atisfied when
he/she has achieved his/her goal, and dissatisfied whelmehditin't achieve
his/her goal (Dfgan, Burghelea, 2008).

The motivation and the satisfaction act as cause-effect withadtian.
Usually, the motivation acts as the cause for satisfactiosomne cases,
intense satisfaction would become a motivational source. Bothfastibn
and motivation are linked to the work performance that theynérencing
in a positive or negative way.

Lack of motivation and satisfaction leads to dramatic deeré#awork
performance. The employees could be stabile (low job turnover) but not
dedicated and faithful, if the organization doesn’'t find efficieT@ans to
motivate its employees. The discontent generated by thelaskployment
satisfaction can be generalized to a large group, and t#dsrdéent could
originate from the lack of interest the managers have for ¢hgdoyees and
for their needs.

These situations prompt the Human resources Department to find
solutions for the development of new programs to enrich andsdivehe
workplace.

The evaluation of motivation and/or satisfaction in the worlglacione
with the aid of questionnaires/surveys S.I.D.O., namely Starmdardi
Instruments for Diagnosis of Organizations, and by applying the Absolute
Data Evaluation Flowchart (the interpretation of A.D.E.F.): the arsstnem
a questionnaire/survey are weighted from 1 to 5. An evaluatiale $&
constructed, divided in several sections, each pertaining partcular
situation, and each section is allocated a qualitative rating, sucinder 3 —
severe situation, between 3 and 4 — normal situation, above 4 —omy g
situation. This way, it is easy to identify the contributingtdas to
dissatisfaction, helping to enunciate the possible correativéians, as well
as determine the contributing factors that generateleléngl of satisfaction.

From previous research, it was concluded that the most important
indicators considered in the process of evaluating work satisfacéon a
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* The working group/team

* The immediate supervisor
* The profession

* The organization

*  Opportunities for promotion
e Salary/compensation

* The details of the job

» Existing facilities

Quality in the Area/Field of Service

In the field of service, quality usually involves a comparisetween the
services done and the service expected by the customeefdreein order to
appreciate the quality of a service, the customer compduasha/she expects
from the particular service based on his/her experience duringdrvice.
Whenever the expectations are met, either objectively oeciNgly, the
service is perceived as of high quality (lori¢i2006).

Of primary concern, for the management of the service induistry
conformity with the quality standards, because the customersityqual
expectations are increasingly high and the most importanbagprfor an
organization to distinguish itself from similar organizationhéshigh quality
level of the services offered.

This is done through knowledge (using diverse information technology
systems), exchanged of ideas and information, from within the aejem
and from external partners, and through continuous improvement of
employees’ qualification.

Regarding the continuous improvement of employees’ qualification,
those organizations choosing to invest in the professional and personal
development of their employees, are rewarded with better economic
performances on a long term. In turn their employees will feekajgted and
valuable to the organization; therefore the job satisfactidnnveilease, and
the employees will make an effort to achieve maximum wilitiency in the
field of service. Concomitantly, those employees who would lbetler
trained and better informed will exhibit an attitude of ssifeem and
optimism will be kind and attentive to their customers. Intshioey will offer
a pleasant experience to their customers, motivating therake use of the
organization’s services in the future.

In the customer’s service evaluation, an important roleléihethe set
of perceptions (a study or a report well and clean writtekesia good
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impression, being an added appreciation of the content, and esisg) vas
well as the circumstances under which the services were reghdfor
example, under “normal” circumstances, hotel customers appeci
characteristics such as: price, comfort, cleanlinessifetjrists/hikers find
themselves in difficulty in an isolated region, it is momportant to find
shelter) (loncig, 2006).

The interest taken on the services quality topic, is reitect the high
number of studies conducted on this subject.

Most important aspects analyzed are: the design of a concepideal
that emphasizes the correlation between the critical compoméntise
managerial system in the field of servicesufirescu, 2009), the identification
of logical connections existing between the changes occurrimg isaciety,
in services and in the quality management of services anchadality in
which knowledge based economy influences the quality management in
service organizations (Plumb, Zamfir, 2009), proposing solutions faingol
the problem of poor quality services in Romania through the imeaiéation
of a quality management service at the organization level (Dinu, 2009).

Regarding the tourism industry, “...the services in the tounstastry
are inseparable from the person rendering the service, eerthat are
concluded once the person stops providing the service. From this
characteristic, a series of particularities are gengrdte the tourism
organization and related services implementation. Thus, tourisrmeama
implies a direct link between producer/manufacturer, serviceideowand
consumer-tourist... However, being directly linked to the presendéoia
participation of the service provider/tourism-employee, the cemyuality is
determined by the professional level attained by the sepvseder/tourism-
employee, his/her professionalism and his honesty in the workplace.
Therefore, a constant improvement of qualification and of professiomnes eth
for the personnel in the tourism industry represents a fundamequéement
for outstanding services characterized by high quality” (Minciu, 2004).

The most important aspects of the specialists ' concerns oringfudy
quality in the tourism services are: determining the coroslationcept-
methodology between the “concept of quality management in the service
industry”, and the primary instrument of marketing used to eiattansumer
satisfaction in the tourism industry (Teodorescén@biu, Mitu, 2009), the
analysis on the quality perceived by the tourists of a hotel Baoharest-
Romania, using the model SERVQUAL (State, Istudor, 2009), theeimtk
of tourist on the hospitality-services and tourism-products (thrtugquality
control function) (Vasile, 2009), the resurrection of the Romatoarism
industry by creating a legislative-institutional frameworikdaa technical
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instrument that would promote a diverse line of tourism sesyihotels and
food-courts/restaurants (Cristea, 2009).

Employees' motivation determines the quality of services, useca
motivated employees are embolden to be dedicated to their jobs, and to
achieve good work results.

In this context, our study is focused on emphasizing the correlatio
between employment satisfaction and the tourism-service yualibugh a
case study done for a service-provider company in the tourism industry.

CASE STUDY - Determining the general satisfaction level fathe
employees of a service-provider company in the tourism inciry

In this step, it will be determined the level of job saiisibn for the
employees working on a project related to the tourism industrgdmpany
X. Company X is an intermediate between the provider of towsEvices
and consumers. The service provider is a tourism club, rateduny level
that offers its members tourism packages at promotioraggrwith lodging
at 4 or 5-star hotels (and promotions up to 70%). The customersHheve t
opportunity to choose tourist attraction places and packagesuitetll for the
most demanding tourists. Meanwhile, the vacation packages can be
personalized based on each customer’s preference.

For this project, 30 people are employed, as 60% full-time and 4696 p
time (4 or 6 working hours daily), mainly females (95%). Attg a
representative group of 17 people was chosen (16 females ane) aghages
ranging between 20 and 32 years old, all college graduates.

Methodology: Data collection is done via a questionnaire (with 31
guestions) focused on employment satisfaction, through the 8 ariteri
evaluating the level of job satisfaction (the working growmie the
immediate supervisor, the profession, the organization, opportuniies f
promotion, salary/compensation, the details of the job, existingtit)i
Data analysis was done employing SEDA tools. A scale wighgomts (from
one to five) was used for evaluating the 8 criteria of empigysatisfaction.

1 point represent the fact that the respondent is very diss#td points — the
respondent is dissatisfied, 3 points — partially satisfied,idt posatisfied, 5
points — very satisfied.

In order to keep all data in confidentiality, the respondentsmeqreested
not to provide their names on the forms. After, the information wiected,
it was centralised and median employees' satisfaction lewel bean
calculated for each analyzed criteria, in order to apreciate theagene| of
employees' satisfaction.
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Results and discussions

The result of the study, presented in Table 1 and Figure 1, demonstrates
that the employees who work for the X project are partly feadisor not
satisfied with the profession; they consider, as they perciiae the
profession is below their education level and their work experiandeit
doesn't offer them the possibility to specialize in a certain field. ivddily,
the employees are disappointed of the salary level, and eotis@imselves
not paid according to their performance, while most employees cotisade
there are few opportunities for promotion, with no fairness in the process.

There are too few social facilities, the company only offezalrtickets
and the deduction for transportation for the employees who finishattate
hours in the night.

The employees are quite satisfied of their supervisors aradrttesphere
in the working group.

Table 1. The eight criteria used in measuring employees'satisfaan

Current | Criteria Value
No

1. Working group/team 3,46
2. The immediate supervisor 3,41
3. The profession 2,56
4. The organization 3,17
5. Opportunities for promotion 2,82
6. Salary/compensation 2,77
7. The details of the job 3,05
8. Existing facilities 2,76

Source: table made by the author
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Figure 1. The level of satisfaction's criteria
Source: table made by the author
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Concerning the general level of satisfaction in X compangamn be
noticed that in general, the employees are partly satisfisdnne aspects they
are satisfied, other aspects should be improved.

All the same, because of low salaries and compensations amel fefat
chances of promotions and development, the staff fluctuation is high
(proximate 10% of employees abdicate every six months). Tdus A
negative impact on economic results and on the quality of sereiered.
The employees who are familiar with the procedures leavertaization,
and it will take time until the new employees become famiigh the
procedures, the clients, the suppliers, the colleagues and bosste A
begining, the new employees make mistakes, and this aspelotdzhsmpact
on clients, as this will lead to a decrease in the cliesti'sfaction, and in the
worst case scenario, the clients will look for another touservices provider.
Meanwhile, the costs generated by the staff fluctaution ayfe, land are
absorbed by the organization/tourim service provider.

In order to solve these problems, it is necessary to appiyonte for
raising the level of employees' satisfaction.

The organisation X should pay attention to employees' loyalty, should
treat its employees as business partners, and should consulivbi@mthe
decisions about the efficiency of their work are taken. In Wy, the
employees will feel the usefulness of their work and th#lybe& more polite
with the clients.

The company should offer satisfying salaries to its employeethaso
they would be motivated to remain with the company. Startingvaiember
2012, to reduce the costs related to the staff, the company has dexided
increase anymore the salary based on the time spent in the corapdrig
remain at the same level. Before november 2012, the salanpdes
increasing with a certain percentage every six months watiy¢ars seniority
in the organization. In this way, the employees had no intentionue tea
company. Now, even if some of them have good performances, radtgear
the salary is still the same, despite the growing inflaties a result, many of
them prefer to work for other companies which offer betsares, and
considering the low number of social facilities. Therefore,irecrease in
salary from time to time, for best-performing employeesdaling to the
reviews from clients), will motivate all the employees to work bette

The clients' feedback could be perceived as a recognition and
appreciation for their work. On the website will be introducesketion in
which the clients should express their opinions regardingetiveess rendered
by the organization. This way, the employees could improve the way the
work with minimal delays.

Regarding the promotions; the organisation prefers to bring sapesvi
from other projects, who are perceived as "outsiders" by nmgogees,
guestioning the new supervisors’ competence and intentions. A lwdtitors
would be to promote the emplyoees who have the best results on #wt,proj
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since they are familiar with the procedures, the supplieesclients and the
other employees. The competition between colleagues is encoumaged
every employee will make an extra effort to get a promotian will bring
her/him a salary rise and a social recognition from the colleagues.

The management is being aware of the lack in socialtfesiland take
into consideration the improvement of this aspect. Bearimgind that 95%
of the employees are young women up to 35 years, and now 25% oféiem a
pregnant, in the future, a nursery will be built in the comynd the expenses
will be 50% supported by it. It is estimated that the fenemiployees will
spend more time at work and will see their children more often.

Conclusions

The X company' employees are partially satisfied, due to lowesknd
inadequate compensation system, due to the lack of social éadjiinteens,
nurseries for children, deductions for transportation) anddaofportunities
for promotion.

By raising the salaries depending on the performance, alhtplogees
will be motivated to work better and to have much more satisfied clients.

By raising the perspectives of promoting and the social tiasiliit will
increase the employees' satisfaction.

All of these will lead to an improvement of the tourisnmvisss offered
to the client, alongside an increase in the employees' akihgevieent level
and the improvement of the tourist-service worker's behaviour. Goasey,
the tourism services companies should focus their attentionioetiy@oyees
and they should invest more resources in them.

The employees are the ones who bring clients and who are re$¢ponsib
for their customer retention. Accordingly, it is essentialdeery service
company to keep a high level of employees' satisfaction.

In order to increase the general level of employees' sdimiaas we
have noticed it is important that the companies should pay atteattbe 8
satisfaction indicators: the working group/team, the immediggersisor, the
profession, the  organization, opportunities  for  promotion,
salary/compensation, the details of the job, the existing facilities
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Introduction

For several decades now, organic farming represents arofageaat
interest, given the benefits it promotes: a healthy agro-stmmy
biodiversity, the soil's biological activity, preservation afveEgonment, in
general, and of rural landscapes in particular. In additiomnacgoroducts,
which are obtained under very strictly regulated conditionsrdigg the
prohibition of genetically modified organisms, chemical pesticidasg
fertilizers or antibiotics, contribute to the development of amibaious
lifestyle based on a nutritionally balanced diet.

In this context, there is an increase in the importance givemganic
farming in the European Union — which, through its support, dize griority
in the Common Agricultural Policy, as reflected by increasirgsslies for
this type of economic activity - and in Romania, where wetlsgtethe area
under cultivation and the trade in organic products is constantly expgand
given the export and competitive advantages that they offer businesses.

The start hypothesis of the research considers the existemcine
Romanian market, of organic products from different groups of food psduct
- bakery, confectionery, pastries, dairy products etc., all iridlgtproduced
- with nutritional content that is inappropriate for a balandeet, as in their
chemical composition there are substances with a negatipact on
consumer health (salt, added sugar, saturated fats) in thd easentalanced
food diet.

The SAIN-LIM method is used in our research for establishiveg t
nutritional profile of organic products with potential health tskonsumers,
randomly selected from the internal network of hypermarkets. Ah¢-5IM
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method is based on two indicators: SAIN and LIM. The SAIN indicat
summarizes the favourable aspects of the food product andghighthe
average coverage percentage of the recommended daily albvi@anthe
essential nutrients with beneficial health impact, thecalled positive
nutrients (proteins, fibres, vitamins, minerals, polyunsaturttyg acids).

The LIM indicator summarizes the unfavourable aspects diothe product

and is based on compounds that have to be included the human diet th limite
guantities (saturated fat, added sugars, sodium and salt).

The expected results aim to accurately prove the fact that in a number of
food products, obtained and marketed under the organic terminology in
Romania, there are chemical components that, although not predominant
terms of their participation in defining the nutritional prefdf the products
concerned, can however constitute potential risk factors focahsumers’
health.

We propose that these results should be harnessed for furtherrbroade
clarifications regarding the support of consumer education &esi\éarried
out by specialized governmental structures and NGOs, includimggdahem
in promoting legislative initiatives regarding the presence of grapdrning
labels on organic products that would enable informed consumers t@choos
such products, taking into account both the health benefits andiplobesatth
risks that some of them can induce.

Considerations on the quality and sanogenetic value of orge
food products

To refer to food produced without using synthetic chemicatslifers,
soil, feed ingredients and additives for food preparation) is oftest used
the phrase "green product" and also "organic product" or "biolqgicduct".
Therefore, differences between the terms "eco", "bio", "orfjddcological”
are just terminological. On a global scale, the preferenceotie of the
synonymously terms imposed its prevalence in the economicalograaii in
common vocabulary. Thus, in Germany, Spain, Denmark and Romania is
preferred the term "ecological”, in France, Italy, PortugalthadNetherlands
is the most commonly used term "biological”, while in Britain #mel U.S.
the term "organic".

Organic foods are products exclusively natural, which fully cgmyith
biological processes, being certified by an approved instituterptba label
"organic”, indicating that they were obtained according to recedniz
standards for organic farming (Dima et al., 2006).

As defined by FAO (Food and Agriculture Organization), citeiioyel
et al. (2004), organic farming is "a holistic production managesysiem
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that promotes agro-ecosystem health, biodiversity, biologiedés and soil
biological activity.

In another sense (www.onpterbv.ro), organic farming is a naiystdm
for plant cultivation, animal husbandry and food production. Therefore,
includes all stages of production, processing and distributiomapy
production of an organic product, storage, processing, transpouy saleply
to the final consumer as well as labelling, advertising, impmExport and
subcontracting.

The objectives of organic agriculture are (www.madr

» ensuring food products with a balanced nutritional g@ofilus healthy
for the body and safe for consumption;

» development of consumer confidence and protectieg tegitimate
interests;

* job creation and operation of fair competitionhia food market;

e preservation of the environment in general, antucl landscapes in
particular.

To achieve these goals a set of measures is reqeuEdas: implementing
a sustainable management system for agricultureuf@eturing products of
superior nutritional quality and producing a widariety of processed food
products and other agricultural products in acamdawith the requirements of
consumers for goods made by using processes tiat ¢harm the environment,
human health, respectively, plant health and aninedfare (EC Regulation
834/2007 on organic production and labelling oboig products).

The importance of organic agriculture is also ctéld by the fact that it has
become one of the priority objectives of the EU @Gmm Agricultural Policy, a
reality demonstrated by increasing subsidies, fvoth European funds and the
national.

We note, however, that the subsidy for agricultarah will be restricted by
strict environmental performance standards cordaméhe so-called "greening
measures” (30% of direct payments will be subjectcompliance with
environmental friendly agricultural practices: crdipersification, maintaining
permanent grasslands and conservation of 5-7% gcalofocus areas). In
addition, at least 30% of the money allocated tal evelopment programs will
have to be allocated to agro-environment measutggpOoging organic
agriculture, namely supporting investment projeelated to the development of
environmental innovation (www.capital.ro).

In Romania, in recent years, organic farming haeesnced a sustained
growth rate as reflected in the number of operatorging in the system, which
exceeded 26.000, and the expansion of areas cowmfredrganic crops,
encompassing approximately 450,000 hectares. Mosteoproduction, over
90%, is exported to countries like Germany, It&pain, UK and the Nordic
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countries. Among the products with the largestesludirexports are honey, oil
products, fruits, rapeseed and sunflower oil etthoigh Romanian demand of
organic products is not very high, recorded sales hawsdgd 80 million Euro
lately, especially through the network of hypernstswww.bio-Romania.org).

Using as criteria the origin and state of technologicalgesiag, organic
foods can be grouped as follows:

e primary unprocessed plant products of plant origin;
* unprocessed animal products;

e processed products for human consumption, prepared from one or
more ingredients of plant origin and / or animal origin.

In the USA, standards have been introduced for the production and
manipulation of biological agricultural products, which are applie to the
entire logistic chain, from the farmer to the consumer. Theselatds are
also applicable for the intermediary operations. According tetsiemdards,
four categories of biological products are determined (Diacone004;
Dima et al., 2006):

« 100% biological, representing the products that do not contain but
biologically produced ingredients;

e biological, representing the products that contain 95% biologically
produced ingredients (referred to the product’s weight);

e products prepared from biological ingredients, representing the
products that contain more than 70% biological ingredients, but
maximum three biologically produced components can be specified
on the main wrapping label;

« transformed products that contain less than 70% biologically
produced ingredients, and the “biologic” term cannot be written on
the main wrapping label, but in the ingredients’ list on the wrapping
the components that are biologically produced can be specified.

The transition from a conventional agriculture taxganic one, the two
being in deep antithesis with one another, is stilijecompleting a conversion
period (which can last from a few weeks in birds producing.dg a few years
for perennial crops and plantations), and requsimist compliance with the rules
and principles laid down in national and EU lawsti#e same time, throughout
the food chain approved inspection and certificatimdies exercise their
competences. Only after completing these stepsufaetnrers can obtain a
certificate of organic product and the right to tieeorganic logo.

In order to guarantee the organic origin of a food productaksymbols
were used at both Community and national level.

The first EU organic symbol (Figure 1) was launched in dlte 1990s,
its use being voluntary.
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In order to give consumers confidence in the origin and quality otfood
and beverages, as well as to guarantee compliance with RegE&€) no.
834/2007 on organic production and labeling of organic products, frony 1 Jul
2010, the European Union uses the "Euro-leaf" symbol (Figure lighw
certifies organic products.

f@uu Ecoy 0{%"

e

Figure 1. Voluntary EU organic Figure 2. New mandatorz EU

logo organic logo
Source: http://ec.europa.eu/agricultureSource: http://ec.europa.eu/agriculture/
organic/eu-policy/logo_ro organic/eu-policy/logo_ro

In accordance with Regulation (EU) no. 271/2010 on organic production
logo of the European Union, the new symbol is mandatory for al pr
packaged organic food products in the European Union. It can alsode use
voluntarily for organic products manufactured within the EU, but ate n
prepackaged, or for all organic products imported from third tci@sn
(http://ec.europa.eu/agriculture/organic/eu-policy/logo_ro).

The Community logo for organic production may be associated with
national logos. In Romania, for example, the specific national wgar§anic
products is €' (Figure 3), which, if used with the Community logo, has the
purpose of identifying products manufactured in accordance withiorga
production methods and ensuring that they are certified organic by an
inspection and certification body accredited by the Ministigriculture. In
addition to logos, the label applied to an organic product shoulddima
compulsory reference to organic production, as well as the nagneode of
the inspection and certification body that performed the inspeatid issued
the organic product certificate (http://www.madr.ro/en/agticet
ecologica.html).

Because organic food products must be obtained by strictlyiagghe
principles of organic agriculture, these products have authemdiattractive
taste, texture and features.
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Thus, in the production stage at the farm is prohibited the using of
genetically modified organisms, chemical pesticides (herlscidmgicides,
etc.), chemical fertilizers or antibiotics. High quality produare obtained
only through multi-annual crop rotation, by providing plants and animeals th
needing time to reach maturity, and by using species and vardtigtive
plants and animals. To ensure a high level of quality dysiogessing is
strictly prohibited to use GMOs, and there are severeatsts on the use of
synthetic food additives and processing additional substances
(http://ec.europa.eu).

Figure 3. The national “ae” logo for organic products
Source: http://www.madr.ro/ro/agricultura-ecologitenl

Experimental research has shown that organic foods have a hightcon
of vitamins, minerals, essential fatty acids and antioxidasastributing
primarily to strengthening the immune system (Pamfilie anthé& 2009)
(Table 1). For example, recent comparative studies conductedamaingn-
organic products, in the case of vegetables, fruits and cerea@ala@that in
the case of organic farming, the nutritional content is higher byi@Zéms
of vitamin C, 21% for iron, 30% for magnesium and 14% for phosphorus
(http://www.prodietabio.ro/). In addition, organic meat, dairy andsegg
contain more essential fatty acids while goat cheesesrhake calcium. Also,
organic foodstuff consumers are not exposed to the risk of foodiediees
for many conventional products. In addition, the absence of nitrageganic
foodstuff helps reduce the risk of cancer (Cottingham and Winkler, 2007).

Considering all these nutritional benefits of organic produatspared
to conventional products, the positive image of these foods amosgrmers
is explained as well as the expanding organic trend in recens, yas
evidenced by the numerous studies conducted worldwide (Finch, 2005;
Cottingham and Winkler, 2007; Bellows, 2008; Zepeda and Deal, 2009). This
positive image is reinforced by the belief of many consumerscesly the
female audience, that organic food contributes not only headthtaining,
but also silhouette maintaining.

194



Table 1. Special nutritional characteristics of organic food products

Organically
]E)roduced Special nutritional characteristics
ood
products
Eggs from poultry that have not been fed with gealy modified fodder
Eggs or with synthesis vitamins has a stronger shell ankigher content of
vitamins.
Milk from animals bred in organic farms (where tieural grass represents
84% of cows’ feed) has a conjugated linoleic acidaentration, which helps
Milk prevent the appearance of cancer, 60% higher théimei normal milk. In
addition, the omega-3 fat acids and the vitaminoBcentrations (also),
substances with an important role in reducing #recer and heart diseases
appearance risks) are higher.
Meat Meat from grass-fed animals has a higher contergsséntial fatty acids
Omega-3 type and has a lower risk of contaminatiitih Escherichia Coli.
The ecologic oil from cold presses corm germs isinsitated by the
(o] organism in a 99% proportion, being twice richevitamins A, D and E
than any other refined oil type, including the eliwil.
Organic fruits reduce the risk associated withipes, and if consumed in
Fruits high season their sensory characteristics arerlisttepared to those which
ripen during transport.

Source: L.Voinea, Aliment ecologic versus alimembernional — considen#
privind calitatessi inocuitatea, Revista Calitatea-Acces la succedl, &1,
nr. 12/2010, pp. 54-58

Evaluating the nutritional profile using the SAIN-LIM meth od

Although numerous experimental studies have highlighted the nutritional
and higher sanogenetic potential of organic foods, consumers shoulbdatote
some processed organic products (especially those in the@mcgatégnacks,
confectionery and industrial pastries), like their conventiogaivalents can
generate nutritional imbalances if consumed frequently andje tpantities.
These imbalances are the result of high amounts of addeds sagtirand
saturated fats, contained by some processed organic foods.

To demonstrate the risk of nutritional imbalance to which some
consumers that overestimate the nutritional and sanogenatiesvat organic
food may be exposed to, we selected several organic food prantutite
Romanian market and we evaluated their nutritional profile, usa@AIN-

LIM method.

The SAIN -LIM method was developed by a team from the
INRA/INSERM Joint Research Unit on Human Nutrition in Malsednd
released in 2009 by the French Food Standard Agency, is based on two
indicators (SAIN and LIM).

The SAIN indicator summarizes the favourable aspects of foibdstd
estimate the average percentage of the recommendeéhtiily for essential
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nutrients with benefit on health, so called positive nutrientstéprs, fibres,
vitamins, minerals, unsaturated fatty acids) and it is cdkulilasing the
formula (Darmon et al., 2009; Achir et al., 2011):

., Nut,

) e

=0 2100

n

SAIN =— 100
E

where: Nutis the quantity of positive nutrient in 100 g of foodstuff,; B\he
daily recommended value for nutrient i, n is the number of pesitiv
nutrients and E is the energy content of 100 gad$tuff (in kcal/100 g).

The acceptability threshold: SAIN>5

The LIM indicator summarizes the adverse aspects of foodsamased
on nutrients that must be limited (saturated fatty acids,casldigars, sodium
or salt) and it is calculated using the formula (Achir et al. 2011):

3 Nut ;

2 IRV

_ MRV,
LIM=-———x100

J

where: Nutis the content of negative nutrient in 100 g of foodstuff, and
MRV, is the daily maximal recommended value for nutrient j.

The acceptability threshold: LIM<7,5.

In order to establish the nutritional profile of a foodstuff, theieslof
SAIN and LIM indicators will be compared with the acceptability thodds.

According to the values of SAIN and LIM, the foodstuffs can be
classified in four classes (Darmon, 2007):

 Class 1 (SAIN>5 and LIM <7,5) — includes foodstuffs recommended for
health;

e Class 2 (SAIN<5 and LIM <7,5) — includes neutral foodstuffsictvh
should be consumed in combination with foodstuffs from the Class 1;

» Class 3 (SAIN>5 and LIM >7,5) — includes foodstuffs which should be
eaten only occasionally;

* Class 4 (SAIN<5 and LIM >7,5) — includes foodstuffs which should be
eaten sparingly, or better to be avoided in consumption.

In order to evaluate the nutritional profile of each selebtedroduct,
the two indicators (SAIN and LIM) were calculated, by ugimg nutritional
information from the labels

Although Romania is currently not required to apply the provisions of
Regulation (EU) no. 1169/2011 on nutritional information, we note that there
are many products on the Romanian market imported from EU countries
whose labels contain nutritional information reported as redjuise said

196



regulation (mandatory informatiorenergy value and the amounts of fat,
saturated fatty acids, carbohydrates, sugars, proteins and $adise
mandatory information may be supplemented by quantitative indicattbe of
following components: monounsaturated fatty acids, polyunsaturatgd fatt
acids, polyols, starch, dietary fibre, vitamins and minepaésent in the
product in significant quantities). In addition, some Romanian food
manufacturers have voluntarily aligned to the requiremehtth® new
Regulation (EU) 1169/2011 on the provision of food information to
consumers.

To assess the nutritional profile using the SAIN-LIM method, miga
foods were selected in order to provide nutritional informatiosiccordance
with Regulation 1169/2011 (Table 2).

Table 2. The nutritional labels of the analysed products

Cookies . .
Bio with Biscuits G_auf_re Waf?r Bio Musli Bio Halv_a Bio Chocolate !
o Bio with with X with et Tortilla
, dark Bio with with dry Bio with - .
Label's chocolate | 3 cereals honey cocoa | 1 jits (Bio sesame milk Chips Bio
information o - (Bio All cream and honey (Delhaize,
(for 100g) (Nutrition | (Probios, Green (Crich Nature, (Allos (Carrefour Belgium)
9 et Sante, Italy) ! ! France) ' , France) 9
E Germany)| lItaly) Germany)
rance)
Energy (kcal) | 490 428 492 514 430 579 562 492
Proteins (g) 7.6 7 11.8 7.4 7 16.8 9.7 6.7
Carbohydrates | 62.1 73 72 58.7 64.5 375 48.7 60.3
(g), of which
Sugars (g) 28.6 16 23 * 19.7 27 25.1* 46.5 1.5
Fat (g), of 225 12 20.1 27.1 14.5 41 36 24
which Saturate
fat (9) 10.2 1.8 9.8 19.1 5.9 7.9 22.1 10.8
Fibers (g) 4.2 2.8 1.6 2.8 6.9 4.8 2.5 4
Salt (g) 0.1 0.8
Sodium (g) 0.17 0.3 0.2 0.1 0.1 0.09 0.3

* In the case of honey Gaufre Bio (Bio All Greerer@any) and Bio sesame and
honey halva (Allos, Germany) for the LIM indicatalculation the sugars
declared on the nutrition label were not considdrechuse they do not reflect the
added sugar, as they are simple sugars derivedHomay (sugar is not included
in the list of ingredients of these two products).

To calculate the SAIN indicators for each product, the followuhajly

recommended values for the positive nutrients were considedirf3 — 65

g, Fibres — 30 g, Vitamin B1 — 1,2 mg, Vitamin B2 — 1,6 mg, Vitamin B3 —
15 mg, Vitamin B6 — 1,7 mg, Vitamin B9 — 0,135 mg, Fe — 12,5 mg, Mg —
390 mg. In order to calculate the LIM indicators for each product, the
followings daily maximal recommended value for undesirable entsiwere
considered: Sugars — 50 g, Saturated fatty acids — 22 g, SodiumaSEH3—
0/8g (Darmon et al., 2007).

The values of the two indicators (SAIN and LIM), calculatediiertwo
products are shown in Table 3.
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Table 3. The nutritional profile of the analysed products

Products SAIN LIM Nutritional profile and recommendations
Cookies Bio with dark Very unbalanced nutritional profile the
" 2.83 36.16 )
chocolate(Nutrition et Sante, product should be consumed with great
(<5) (>7.5) )
France) moderation
S Very unbalanced nutritional profil,, the
I(BFL?SE:I)SSBII; Iw)|th 3 cereals 2<'§5 137'356 product should be consumed with great
- ay. (<5) (>7.5) moderation
S Very unbalanced nutritional profil,, the
Gaufre Bio with honey 2.47 16.78 .
(Bio All Green, Germany) (<5) (>7.5) product §hou|d be consumed with great
moderation

Very unbalanced nutritional profil, the
product should be consumed with great
moderation

Very unbalanced nutritional profil, the
product should be consumed with great
moderation

Very unbalanced nutritional profil, the
product should be consumed with great

Wafer Bio with cocoa cream 1.97 43.12
(Crich, Italy) (<5) (>7.5)

Musli Bio with dry fruits (Bio | 3.56 27.4
Nature, France) (<5) (>7.5)

Halva Bio with sesame and 3.54 12.72

honey (Allos, Germany) (<5) (>7.5) moderation

L . Very unbalancecnutritional profile, the
Chocolate Bio with milk 213 65.27 product should be consumed with great
(Carrefour, France) (<5) (>7.5) moderation

Very unbalanced nutritional profil, the
product should be consumed with great
moderation

Tortilla Chips Bio (Delhaize, | 2.67 23.79
Belgium) (<5) (>7.5)

The values of SAIN and LIM indicators show that all the arealyisio
products have a very unbalanced nutritional profile, which deterrttiegs
classification into the category of food to avoid.

In addition, from the analysis of the information declared in the
ingredients list on product labels, we note that the selecteshiorgroducts
also contain unhealthy ingredients, as follows: glucose syrup/higto$e
from corn, starch, flavours, growth enhancers (potassium tart@teim
hydrogen carbonate, and ammonium carbonate), synthetic vitamins and
minerals.

Conclusions

Eating organic products defines, among other habits and actitfitees,
modern consumer’s concern for a healthy lifestyle. Nowadays [(fiwenty
products look the same, many of them have almost the same ndmea
must quickly decide what product to buy. Our decision criterianatenly
related to price, but also to the content of the product, not toanétgimpact
on our health. All of these are possible because of the main Tfomstat
suffered by the new consumer, who is individualistic, involved,paddent
and knowledgeable (Negrea and Voinea, 2013).
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In this context, the "organic" trend began to gain ground on the fitama
market, among the evidence being:

the increasing number of Romanian organic products, whether in
already known brands, either as absolute novelty;

the creation of dedicated spaces in supermarkets and hypermarkets;
the emergence of more and more specialized stores;

the emergence and continued diversification of restauratitSeao-
bio-organic" menus.

Despite the positive developments, we must warn consumers of any
potential risks to which they become subject when they consuganic
products:

both on the markets in other countries and in Romania, theee wer
reports of situations in which various organic foods had & hig
content of substances that shouldn’t have been included in their
composition; this negative contribution is the result of proegss
those products. An example to this is the recent study of Romania
researchers from the Faculty of Physics of the "BabesaBoly
University of Cluj-Napoca, which revealed the presence oiqigss

in fruit batches labelled "organic";

the presence of any form of "organic" labelling does not exclude the
possibility that these products are nutritionally unbalancedatter |
aspect being the subject of this research.

In practice, the results of our study show that processed orfzod
products, although obtained from ingredients from organic farmiray, m
expose consumers to the risk of nutritional imbalances, sometimegsse
because of the high content of negative impact compounds (salt, aded
and saturated fats). If sugar, salt and saturated fats, althaagtiocertified,
are added by manufacturers in exceedingly large quantitiestheitbrimary
goal of obtaining products that entice many senses and createntm
dependency, the risk of nutritional imbalance is as high asoforentional

foods.

The results of the research conducted in this paper highlight the need for
strengthening the nutritional education of Romanian consumersgraio
account the issues raised in this paper, we considendécisssary to educate
consumers on the proper interpretation of nutritional informatioriood
labels, which could lead to a rapid assessment of the food'sionatit
characteristics in various buying instances and in the developmieealbiy
food choices.
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Introduction

Food law in Poland is seen as a branch of sanitary law obrasmeh of
agricultural law slowly starting to be independent. Current faadis very
complex but dominated by methods specific to administrative ldvs T
branch of law contains main elements of control and preventiorhvene
there to sustain products security level. The main deed in Redighorder is
a bill from 25th of August 2006 about food and nutrition safety. There is no
legal definition of food law but the main aspect of thisikilflood safety and
food quality. These elements are to fully secure consumeesest. In this
point one has to concentrate on issues concerning regional products
(Korzycka-lwanow M., Wojciechowski P., 2011).

The genesis of food law regulations in the context of regial milk
and dairy products

Despite the fact that regional products arouse interest da§hPahd
foreign consumers for a long time, actions to regulate thgal Eatus were
undertaken not so long ago. The impulse to create legal solutitiis matter
was a necessity to adapt Polish law to EU requirements.

The implementation to Polish law regulations resulting from the
necessity of harmonizing them with EU’s regulations especdsiyree of
Council of Ministers nr 2081/92 was undertaken by Patent Offiegtaid
regulations were also found in the bill of Industrial Property.Lidext step
to was made by the Ministry of Agriculture. Analytical wavls done in the
matter of legal regulations concerning geographical markingeriticates
of specific character (GTS). The evaluation showed that propogedl le
solutions fully implement requirements of The Council nr 2081/98 tiie
exception of rules on control of properly used protected brand nantks
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designating control units. In conclusion was affirmed that tisene need of
having a new bill on protection of names and marks distinguisigingultural
and food products with their geographical origin and specific character.

In Polish legal order the issue of geographical marking andicaes of
specific character was regulated in the bill Industrial Property Lawraie i
bill on Commercial Quality of Food and Agricultural Products.sTkind of
system was to secure the legal status of regional pmodiuctthe same time
rose social interest on ways of making and selling lawhragion al products.
Besides growing interest among consumers the problem of caitibeyf
regional products occurred. There was a need to preciseréggdhtions in
the matter of their protection. Significant meaning in the ggsmf making
and harmonizing regulations concerning regional products was tgivecal
initiatives such as “Our culinary heritage”. The goal of timitiative was
identification and promotion of local, traditional specialities.

In these days crawling domestic system of Geographical Narki
Protection was used only in southern Poland. In Patent Offic29tim of
August 2003 first geographical markings were registered inndree of
regulations in Industrial Property Law. They were regionaldaioducts and
preserves. On behalf of Regional Sheep and Goat Breeders Sodietyy
Targ, Podhale Society in Ludzmierz, Nowy Targ County, Tatry Coimty
Zakopane andywiec County was issued a right to register 5 geographical
markings: Redykotka, Bryndza, Oscypek, Bunc ammtyca. Registration
was a result of cooperation between local governments andtstibjecested
in making these products. Entities which registered five befeetioned
products as geographical marks did not draw direct benedits riegistering
them. It should be noted that a significant change occurred wih th
enforcement of the law on veterinary requirements for procafcemimal
origin. Registered products were recognised as traditionatupts.
According to the contemporary wording of article 2 paragraph ltheof
mentioned Act the traditional products of animal origin were "praduct
referred to in national legislation and EU legislation on thaegtion of
geographical indications and designations of origin for agricllprcaucts
and foodstuffs and agri-food products of specific character'cdéordance
with this wording derogations in the field of, among others, mygie
regulations or those regarding the distribution could be appliety o that
group of products (Winawer Z., Wujec H., 2010). These regional pi®duc
were the first and the only products that have obtained regstia¢fore
Poland’s accession to the EU. It should be emphasized theggisération
giving them national protection ceased to apply on May 1, 2004, leo&us
inconsistencies with EU law. Registered trade names of claeeggred a
period of temporary six-month protection. At the same timeestgjeporting
these products were required to re-submit an application fordkecpon of
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the European Commission. After this period only two applicatmmsscypek
and bryndza cheese from Highlands were eventually submitted.

In the chronology of the development of legislation and institutiona
framework the establishment of the Office of Geographicakatiins and
Promotion as a separate organizational unit of the MinistAgdtulture and
Rural Development in December 2003 was an important event. [iegaur
was to coordinate activities related to the implementatioheoEU's system
of geographical indications and certificates of specific charaéor
agricultural products and agri-food products.

The most important task became the development and implementation of
a new Act on the registration of regional and traditional prodadtse Polish
legal order. The office also became an institution respendid the
conducting of registration at the national level within tempopbtection
and coordination procedures (Mastorowski, 2005). Responsibilities of the
Office were gradually extended to the protection of geograpimdaations
and designations of origin for agricultural products and foodstidfaiell as
to the promotion of agri-food products, including trade fairs, domestic
international exhibitions, running the showroom of agri-food products,
competitions, thematic exhibitions, participation in trade fair cotesstand
issues related to the patronage of the Minister (,Polska Diwacsc”).

An important factor from the point of view of the developmerda t#gal
status of the regional product in Poland was the establistohtra Chamber
of Regional and Local Product. Its primary task has becomatiatieto
regional and traditional food, as well as to arts and créfianks to the
support from the project "Agro-Smak", on February 18, 2004 a founding
congress, attended by 160 founding members, was held in the Mibiistry
Agriculture and Rural Development. A chamber was appointed sisthitite
was signed and eventually the Chamber of Regional and LocaldPruds
registered by the Court of Registration on July 31, 2004. Polismi@raof
Regional and Local Product was established as an organizasiociadsg
producers. Its role from the beginning has been the establishmettigiog
with the government’s and local governments’ administration beemt
system for traditional, local and regional products, on tlemgiar of EU
countries. As a part of the second chapter analogous organgaterating
in other European countries are presented. Quality and protection of
traditional and regional products systems created by them dereloped
mainly by producers and retailers or representing them oggamz. The
Chamber has also decided to adapt this model. Among the mostanipor
tasks facing the organization is the necessity of risingivereness of food
producers, processors, control institutions, local governmentspasdroers
on the role of traditional and regional products and their roleeimarket. To
date, the Chamber helps to identify products produced in accord@ahdbev
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centuries-old tradition passed down from generation to generéttiafso
holds an important role in organizing producers in the colleatitien groups,
as well as popularizes knowledge of regional products among tiabten
producers, consumers or control institutions.

The Chamber of Regional and Local Product makes producers aware of
the possibility to manufacture such products based on tradiagniaulture,
family farms and a large amount of labour in rural areas.sti alms at
analyzing legal, economic and fiscal barriers accompanying such forduc
( http://www. produktyregionalne. pl/onas. php?body=article&name=co-to
jest-pipril&lang=pl). Activities undertaken by the Chamberutesl in the
activation of producer groups. The outcome of those activitissfiireg of
the first application to register the name of “Midéd wrzosowyBarow
Dolnacslaskich”( "Heather honey from the Lower Silesian Forest”) as a
protected geographical indication (PGI) at the Patent Offitdugust 27,
2004.

It was the first example of using the possibility to pcbtbe designation
of origin of the Polish product on the basis of the Council’s edgul no
2081/92. A few months later applications for two other producis fthe
group of products registered under the Industrial Property Law fiVed at
the Patent Office requesting the protection of the namepelsand bryndza
podhaldska. (M. Gsiorowski, 2005)

As it was stated above, initially the indigenous regional prisducder
the national legislation could be entered in the Register obakis of the
provisions of the Industrial Property Law. On the other handcudtyral
products and foodstuffs, classified as traditional ones, could be entahed i
Specific Character Certification Register in accordamitie the provisions of
the Act on the quality of agri-food products, and since June 2, 2004 in
accordance with the provisions of the Regulation of the Ninisif
Agriculture and Rural Development of May 12, 2004 on the terrappi/ing
for the registration of certificates for agricultural dadd products of specific
character. In the first period of application of this law samgeificant legal
problems were revealed. To apply for the registration of théust name as
a PDO or PGI, the product should be introduced to the market. ldowev
the name of an agricultural product or a foodstuff is not regiethe
manufacturer does not have the possibility of using the derogateided
for producers of regional products. Therefore, a vicious gnagenting the
registration and protection of these products was created.

Due to practical problems the necessity of the creationcohaistent,
unified act, under regulations of which a clear division of coenpt would
be made. Work on a legal act which would be fully harmonizekd the EU
regulations and provide effective protection of regional products began.
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On 17 February 2005, the Act of 17 December 2004 on the registration
and protection of names and indications of agricultural products and
foodstuffs as well as traditional products took effect. Itoihiced a new
division of powers in relation to matters related to the registratiorgainal
and traditional products within the EU system. According to oimésenporary
wording of the provisions the Ministry of Agriculture and RuravBlopment
was responsible for issues connected both with the registrag@ogfaphical
indications, protected designations of origin and guaranteedtidredi
specialty. On the basis of the before mentioned act the Listasfitibnal
Products was created.

National regulations relating to food safety and the spediatatus
of the regional milk and dairy products

Two important ordinances, one of the Minister of Agriculturéwy 27,
2007 and the other of the Minister of Health of February 18, 20@RM
Regulation of 15 December 2006 on detailed conditions for tlogmnémn of
marginal, local and restricted (Journal of Laws of 2010. 113. R&8RD
Regulation of 27 July 2007 on the broad derogations from the hygienic
requirements in establishments producing traditional foods of &wingn
(Journal of Laws, 2007. 146. 1024), provide the producers of regiodal a
traditional products with the possibility of a legal manufantuof them with
the use of traditional methods, tools and in the natural environfakmts
producing traditional food of animal origin may obtain derogatiogos f
certain hygiene requirements for the manufacturing method of boiman-
animal products in case where such derogations are nectspaggerve the
traditional character of those products. To be considesechditional, food
products must:

* be put on the national List of Traditional Products or

* be reported to the European Commission as a Protected Designation
of Origin or a Protected Geographical Indication or

* be a Guaranteed Traditional Specialty.

Approved derogations concern the nature of the premises and tha# type
materials of which the instruments and the equipment uséufpreparation
and packaging of these products can be made. Under these provissons it
possible to produce oscypek and bryndza cheese with unpasteuriked mil
bacowka (a type of a hut in the Highland).

Before presenting the specific regulations related to the abemioned
Act, it is justified to provide general standards applicawi¢hin the
framework of Polish legislation regarding dairy products.
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According to the Polish law the head of the plant or an authqoeetn
is obliged to implement and apply the principles of the HACCPeByst
Therefore, the HACCP system applies to all food manufactuxeepefor the
producers at the stage of primary production who, in order to ensperp
quality of care and hygiene rules, are required to implement arig thep
principles of Good Manufacturing Practices (GMP) and Goodjidhe
Practices (GHP).

The regulations require that raw milk is put in a clean, propepypped
place immediately after milking, so as not to be contaminatee pfemises
for the storage of milk should:

< have smooth, easy to clean, wash and disinfect walls and floors,
* Dbe fitted with the devices for cooling milk,
* be protected against rodents and insects,

* be inaccessible for animals and separated from the animals’
enclosure,

* have an organized and clean area around the premises for milk.

Tanks and containers for milk cannot be damaged. They should be made
of stainless steel with a smooth surface, easy to clean, avakdisinfect.
Vehicles used for the transport of milk cannot be damaged or wsed f
transporting animals, products or items that could contamitatemilk.
Cisterns, tanks, milk churns and other containers used fapieating milk
should be designed so that the milk flows down from them enteaby to
clean, wash and disinfect, hermetically sealed during tramdjoortand
clearly labeled(http://www. ppr. pl/dzial-standardy-mleka-suignv441.
php).

However, the guidebooks of good manufacturing practices and good
hygiene practices, which contain procedures associated with prodataon
product, should take into account the specificity of the productioceps of
a given product, particularly, the needs and capabilities of timbsepeeneurs
who:

e due to the size of the plant and the type of foods manufactured o

placed on the market operate on local markets,

» produce food or use raw materials for food production in accordance
with traditional methods established by the long-term praaiice
tradition characteristic of the given food,

» operate in specific regions considering the geographic location
accessibility of supply.

Taking into account the specificity of the food produced when preparing

the principles of good manufacturing practices and hygiene, the npisgief
the product is considered when creating the HACCP system, vehizdsed
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on the principles of GMP and GHP. Understanding this relatiordloyys to
construct the principles of HACCP so as it is possible to pethad using
traditional methods and traditional raw materials. (Projgetodukt
regionalny”,2008)

In practice the interpretations mentioned above were unnegessa
because of the particular deregulation issued by the Mini$tAgriculture
and Rural Development under the regulation of 5 July 2002 on detailed
veterinary conditions required for the acquisition, processingageoand
transport of milk and milk products amended by the regulaticgheoMinister
of Agriculture and Rural Development of 7 July 2010 on veterinary
requirements for the production of dairy products with traditional
characteristics. (Dz. U. 2010, Nr 315 poz. 910.)

Manufacturers of traditional products can apply for authadmato
derogate from existing and legally regulated production requireme
(veterinary, health or sanitary). However, it must be remesdbdrat the
derogations:

 must result from the use of unchanged, traditional production
methods by manufacturers,

* cannot negatively affect the health quality of a product,

* may be granted only if they result from the traditional methaids
production, and are not related to e.g. lack of financial resotoces
adapt the plant to production requirements. (M. Dymacz, 2012.)

Manufacturers may be allowed to derogate from the requirements
concerning the materials from which the instruments and equipmehfarse
the production or packaging of traditional products are constructedlbas
in relation to the ripening cellars or rooms for such productscdordance
with the provisions of the regulation, the ripening cellars tfaditional
products can consist of geological, natural walls and flooifmgeiand doors
that are not smooth, may not be permeable, may be impermanent aoid do n
have to be coated with a light-coloured coating or covered withiesta steel
material. Moreover, the frequency and type of cleaning and écsioh in
such areas should be adapted to the type of activity anéahtakaccount the
specific flora present in the environment. (Korzycka-lwanow M., 2010)

In the Act on veterinary requirements for products of animajiror
appropriate delegation to the Minister responsible for agrieultas placed,
which enables determining the veterinary requirements for theigtiod and
for animal products with traditional characteristics by meaingssuing a
regulation. It should be stressed that under this delegation, rgranti
derogations greater than the derogations included in the Comniesigsion
no 97/284 is only possible for products sold within the direct selling.
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Minister of Agriculture and Rural Development has used theilpiis
of issuing such a regulation only once so far. This reguiapplies to the
production of oscypek, bunc, redykétka, bryndza aedtyca which by
operation of law can be produced among others of unpasteurized milk and
with the use of wooden tools. (Project ,Produkt regionalny”, 2008)

Issue concerning regional products, which may be subject toadienog
with respect to the provisions relating to the mass productigoals is the
labelling of products. It should be noted that adequate labelirtg isndst
important source of information about the product from the poinieef of a
consumer. The current Polish regulations on food labeling transpese t
provisions of the European Parliament and the Council dire2G0£L3/WE
of 20 March 2000, regarding the approximation of the laws ofrtaber
countries in the labeling, presentation and advertising of foodsfiiffese
issues have been dealt with in the Act of 25 August 2006 on &dety and
nutrition, and the Act of 21 December 2000 on the quality affagd. (Dz.
U. z 2005 r. Nr 187, poz. 1577).

Article 46 paragraph 1 of food safety and nutrition Act determivies
within the label cannot be used. Labeling must not misleadathgumer, in
particular as to the characteristics of food, including its n&ype, properties,
composition, quantity, durability, origin or provenance, method of
manufacturing or production. Taking regional products into congiderghe
information is crucial. In addition, Art. 6 paragraph. 2 of gyaiit agri-food
Act states that the descriptive labels should be in Polistiem/clearly and in
a manner understandable for consumers, placed in a visible place, and cannot
be hidden, obscured or interrupted in any way by other written omigicto
imprints. They must be legible and not removable. These ggirerasions
do not apply to regional products of milk and dairy products in Poland due to
the specific derogations. These goods are not packed, so itpsssible to
put the information relevant from the consumers’ point of viewhamt It
could therefore be assumed that in such a situation the regulatiotie
labeling of food sold in bulk should apply. It means that atiteeo$ selling
food without packaging following information should be displayed:eiam
the food and commercial quality class or other distinguishinturieaof
commercial quality if they were determined in the regulat@mhe specific
requirements of particular commercial quality of agri-food préglacgroups
of products or if the obligation to declare them under separatdatens
exists. (Taczanowski M., 2009) The scope of this information ifibrer
significantly reduced in comparison with the requirements gacked
products. Additional information that should be provided to consursers i
dependent on the type of a product. They are required only imseenhere
goods contain allergens and regarding some commodity groups, such as
meats, fish products, bread, and eggs. Unfortunately, regionaandlklairy
products are not properly labelled in this respect. The placemmient

210



information boards is occasional and takes place onlyrfmyets certified
within the EU systems. Other regional products are often not markedlat all
is difficult to accept that the storage of informatiorthie hinterland, in the
showcase, in a box under the counter, or in any other manner thattpreve
consumers from becoming acquainted with them before the purchakk wou
be the best solution. (UOKIK, 2012). Widely encountered practic@is t
respect is the total lack of information, which is often usedn argument
supporting "“familiarity” and originality of the regional produdh€efefore, the
introduction of requirements for proper labelling is essentia.brbadest and
the most effective solution would be to introduce an obligatiqmaokaging
and placing the necessary information for the consumer on the packaging.

Conclusions

The impetus for the creation of appropriate solutions wasi¢led to
adjust Polish law to EU requirements. On the initiative of Nheistry of
Agriculture analytical work was undertaken in the field of leggulations on
geographical indications. Initially, these issues were atgdlin the Law of
Industrial Property Act and the Act on trade quality of agoef products.
However, the growing problem of counterfeiting of regional prodeetsaled
the need to clarify legal regulations for their protection.iportant event
was the creation of the Chamber of Regional and Local Proadi04 -
producers' organization which aims to support the development and
improvement of the system of protection and promotion of regional products.

The key issue for the Polish regional products was the@nfant of the
Act of 17 December 2004 on the registration and protection of fooslstuff
agricultural and traditional products. There is a significanedéency of the
safety of food in relation to the regional product. In particulee, special
status and the possibility to derogate in the field of hygiemesanitation
should be highlighted.

Labelling of regional products is the most important source of
information from the point of view of the consumer. In places where the food
is sold without packaging - as it usually happens in case of regional oduct
determinants of trade quality and the name of the producer shde&stbe
placed. Unfortunately, to date regional products from milk and gairgucts
are not properly labeled. The placement of information boards &siooal
and takes place only for products certified within the EU systeOther
regional products are often not marked at all. Therefore, ihareecessity to
introduce legal requirements for proper labeling of them.
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