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1. Introduction to the problem and background situa tion

1.1. Introduction to a convenience foods market

Food has always been an inevitable component oéxistence of humanity. With different
societies and time period different food has beegiepred. In all societies, food has been
defined by cultural traditions and taboos. With sihét of the societies consumption patterns
changed, affected by social and economic forcesinvé society. The production, processing,
packaging, distribution, preparation, form andestyf food continually respond to changing
technologies and consumer preferences. With thaugfaevolution, changes in family roles
as well as other changes in lifestyle, technolagy leave occurred and transformed the way
in which food is prepared, cooked and consumed mboe convenient oriente@Naisbitt,
1982)” The reasons causing such transformation stagtadually with the shift from the
traditional family roles to the modern ones. Ottrends came later. The shift of the family
roles, likely to be pointed out, is the Feministwement. During the 18 century this
movement started changing the traditional values w@otes of family members. Women
became active members of the society, contribubggworking in offices and factories
instead of only running their household and briggipp children. This movement was further
reinforced by the two World Wars and by continuohanges in the values of the society.

As a consequence of women labour force, which wasngportant part of the Feminist
Movement, the main social changes were reflectetbanl, eating, and nutrition patterns
(Sobal, 200Q)This reflection caused a further need for conmece in food preparation rather
than the traditional home-prepared fresh f¢®dnauer et all., 1993But besides the Feminist

movement, other trends that supported the transit@mm the home-prepared fresh food into a
more convenience food oriented society include glahtion, migration, commoditization,
modernization and individualisi®obal, 200Q)

Definition: A trend indicates a general movement or direcbbnchange in attitudes or

behavior that has the strength and endurance togehthe course of overall consumption

patterns(Senauer et all., 1993Yhe suffix "-ization" is often used to describgstems of

social processes that occur as societies change.

Globalization is a structural change that occurthelinkage and the integration of previously

local, national, and regional phenomena into ogional arrangements on a worldwide



scale(McMichael 1996; Sobal 1999Activities that were previously local become st

unrestricted as they are integrated into globalvadts. Globalization expands food activities
beyond smaller, local scales into worldwide foodhptexes.

Another occurring trend that has resulted in changefood and eating was the migration.
This term is used to define the structural changeres people move from original locations to
new settlements, either on a local or on intermaticcale. It enabled new cultural contacts as
well as mixing of food and other cultural habits.

As people were seeking for more convenience, tteyesl turning more to the manufactured
than the homemade food. This process is calleddahemoditization. With the penetration of
a more individualistic lifestyle in the ‘80s, comsers were allowed to make statements about
who they are and what they believe also througir tfeices of food and other products.
Increasingly, individuals in a household have beboosing the food they want to eat,
independent of the homemaker. The microwave ovée bther appliances, is the
embodiment of the ‘80s individualistic style, turgieach family member into a private chef
(Freedman, 1989b). All these changes in societytectthology had caused that convenience

food became a common part of every household.

Convenience food

Definitions of what actually is determined as thenwenience food differ. According to

Capps, Tedford and Havlicek, 198®nvenience foods are defined as those thatsfeaihe

time and activities of preparation from the househmanager to the food processor” and
have been classified into three categories: basimplex and manufactured convenience,
according to the level of convenience they includethe basic convenience food, only time
and energy is invested, whereas in tloenplexconvenience food also culinary expertise is
invested, making the preparation even easier (Kahdel, 1998). The third category of
manufactured convenience food covers the type ad fwhere the level of culinary skills is
100% included without any other skills needed, pkqdacing the food in the microwave

oven to warm it up.

Studies show that by 1965, 27 to 30 percent of b&éholds had significantly incorporated
convenience foods into their diets. By the 199@sjvenience foods in the US and UK
comprised a large portion of the average diethml WS, several studies indicate that many
families’ diets consist entirely of convenienceds@and fast food. By the 21st century, nearly
every US household uses convenience foods in anedoanother. (Peiss, 1998)



Nowadays, depending on a family structure such agnaber of family members, their age
groups, job, level of education etc., the use afvemience foods and a preference for this
type of food differs.

Factors influencing the demand for convenience

According toBuckley et al., 2005the demand for convenience is driven by the Valhg

factors: ageing population (IGD, Business Publications, 1998¢hanging household
structure (Khan, 2000),female participation in the labour force ( Traill, 1997),longer
working hours (Traill, 1997),consumer prosperity (Bonke, 1992)move towards healthy
food (Mintel, 2000), desire for new experiences(Mintel, 2000), andindividualism
(IGD,1998). Furthermore,declining cooking skills (Furey, Mcllveen, Strugnell and
Armstrong, 2000)breakdown of traditional mealtimes (IGD, 1998), andthe desire to
expend less time and effort on food-related activiigss e.g., shopping (Swoboda and
Morschett, 2001) and meal preparation and clearm@GD, 1998) also impact on the desire

for convenience foods.

All factors summarized can to a large extent expthe rapid growth of the popularity of the
convenience foods market. A strong base of the @aence foods market was built on the
change of eating preferences of the society. Thekehdas developed according to these
preferences and today, it comprises of a wide raogeroducts to meet consumer’s
requirements in taste, smell, appearance, heatttpace. Convenience is no longer a special

benefit, instead it is becoming the minimum consisnegpect from a product.

1.2. Pizzaorigin

Pizza has rolled on the list of convenience foodsost of the European countries during the
second half of the 2D century. Before, it was a dominating feature i tood of

Mediterranean countries such as Italy and Greece.

Pizza originated three thousand years ago froneandiat buns or pies cooked on scorching
stones. It was the kind of ‘pizza’ consumed infthren of thin flat bun or pie, which was the
first type of non-leavened bread eaten by humahe. fame comes from the Latin word
“picea”, a word which the Romans used to describe thekétacg of bread in an oven. The



first use of this crust is documented in Greecej Haly, without any flavour or added

topping-.

Throughout the centuries, flat buns grew very @imilb the kind of pizza that we have
nowadays. The fatherland of pizza is perceivecetdlples. Originally it served as a food for
the poor, later on becoming popular among the écrsicy. Two major ingredients of the
typical pizza are mozzarella cheese and tomatozitefla was produced from buffalo’s milk
first introduced to Italians by the Longobards (@an tribe). The import of tomato from

South America (Peru, Mexico) was due to the disgpeéthe New World (America).

Between the XVIII and the XIX centuries, the hatfiteating pizza started not only in homes
and in the streets, but also in places where pizzsa made, th@izzerias Before pizzerias
became very popular, however, street vendors @llgigoung boys) walked around the city
with small tin stoves on their heads. While undedbt uncomfortable for these 19th-century
delivery boys, this street-vending method madegzer-more popular, and paved the way
for the opening of the world's first pizzetidhe world's first true pizzeria, "Antica Pizzeria
Port'Alba”, opened in 1830 and is still in businestay at Via Port'Alba 18 in Naples.

And who was recognized as the father of pizza,ingait worldwide known? In 1889,
Rafaele Esposito of the Pizzeria di Pietro e B&xtai (now called Pizzeria Brandi) baked
pizza especially for the occasion of visit of Kibgnberto | and Queen Margherita. To make
the pizza a little more patriotic-looking, Espositeed red tomato sauce, white mozzarella
cheese and green basil leaves as toppings. Queeghdfda loved the pizza, and what

eventually became Pizza Margherita has since beeonigernational standatd

1.2.1. The introduction of pizza in Czech Republic

As there has not been done much research on pirkzaa much is known about the way in
which pizza came to the Czech market, we can ordkemassumptions about the time
horizon, main reasons and channels through whigzhapgot to be known by the Czech
consumers.

According to the US and UK Journals, the first gigant spread of pizza in these countries

had occurred in 50’'s and 60’s. The arrival of threduct was caused by both, the gradual

! http://www.geocities.com/Heartland/Flats/5353/pitistory.html
2 http://www.food-info.net/uk/qa/qa-fp55.htm
3 http://www.food-info.net/uk/qa/qa-fp55.htm



process of globalization of markets through newsl gopular magazines and more
importantly, due to immigrants bringing their foadd eating habits with them as part of their
culture(Tinklin, 1972)

On basis of this knowledge | presume a similar @ssdn Czech Republic as well. In the time

of 50’s, one of the big sources of food inspiratiere cookery books and magazines
circulating from one housewife to another one gutar broadcasts informing the housewives
of the latest trends in cooking.

The pizza got known most probably from these s@uarel was spread by the word-of-mouth
communication when housewives were exchanging #rgderience with new recipes. But

before pizza gained on its current popularity, éisvkept only as a homemade meal.

It was after 1989 (the year of the Velvet revolnjiowhen the big boom of pizza occurred.
This boom has gradually developed on three difteoeiets; the retail outlet, the slow food

outlet and the convenience-driven fast food outlet.

The retail outlet with frozen pizza has been dgwelg since 1990. In 1997, Czech Republic
held the second place in the pizza consumptiompmparison with other post-communistic

countries such as Bulgaria, Hungary, Romania aodaBla. The first place was taken by

Poland(Bureau for the prevention of economic competitib®39) The trend was still rising

in the following years, with five main competitan the frozen pizza market in 1999.

The gastronomy market was following this trendrtstg by opening of the first pizzeria in
Prague, in 1991. Currently, there are over 220gpiag only in the capital city.

The question is what makes pizza popular amonglCeaaesumers. What are the attributes of
pizza that are perceived positive and preferable3tMf the reasons behind this progress can
be only estimated as there has not been done nasganch on this topic among Czech

consumers.
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2. The Problem Statement

2.1. Limited research on this topic

Studies dealing with convenience in meal prepanatiave been almost entirely devoted to
the analysis of its demographic and economic detemmts, such as employment status,
household size, education level and incofBenke, 1996, Yale and Venkatesh, 1988)

view of convenience based on economic rationalitifeiae that offers the greatest perceived
time and effort savings—has also framed the fewdistu devoted to its psycho-social
determinants like convenience-orientation, rolertmas or perceived time-pressui@andel,

2001, Reilly, 1982)But there has not been conducted any compley shat would put all

these factors together.

In relation to the Czech market, there are no egidn this subject yet published. What are
the main drives to make Czech consumers buy coemeaifood in a particular outlet is a big

unknown.

CZECH PIZZA MARKET

The main focus of the thesis is to provide a detilnapping of the Czech pizza market
considering consumers’ preferences and reasonsidé¢heir decision making on the first
place, and to estimate a model of pizza consumptiorthe three outlets. 1 combine the
demographic, psychographic and behavioral aspectsntover the complex reasoning of

consumers on this market.

As the Czech pizza market was developed withinaat geriod of time, there was not much
space for real innovations and learning about cmess” preferences. Most of the products
were copied from the foreign markets and only laiar with gaining more experience,
several companies came up with the Czech pizzaover§his pizza differs from the Italian

pizza in a number of topping ingredients takingegseferences into account.
ZEELANDIA COMPANY
The only company mentioned in the thesis is Zeétarah ingredients company | cooperate

with on this topic. As this company is interestadyaining closer knowledge about the pizza

11



market, their product portfolio is included withitne part where the model of pizza
consumption is discussed. The purpose is to link pinoducts Zeelandia is currently
producing with the pizza market in the sense ohlg@ting the products that could fit into
the pizza market and therefore could provide méamgenetration into the pizza market or to

a particular outlet.

The company focuses on development, production,aad distribution of baking ingredients
for bread and confectionery trade. Its Czech sudngichas existed on the Czech market for
over 15 years and has built a strong market posdiging this time. Its activity concentrates
on development and production of ingredients anchgay commodities for three different
market segments — bakers and confectioners, gastymand food production. Part of the
future goals contain of strengthening its curreatket position, looking for new markets and
spreading its activities over the Central Eurogee &ssortment is made up from convenience
products including powder mix products, sauces atieers. This brings possibilities of

establishing a new trade outlet with its curremdorct portfolio.

2.2. Research objectives

The objectives of the thesis are:

1. To map the Czech pizza market in order to gamwkedge about the estimated pizza
consumption

2. To gain knowledge about consumers’ preferencessa different outlets.
Therefore, the aim of the thesis is twofold.

The part related to Zeelandia is composed of thdeiim estimate pizza consumption on the
three different outlets. On the basis of the daiflected a link is made between the
ingredients needed for pizza and Zeelandia’'s ctiuperduct portfolio. The outcome of this

process should result in a list of products that@mnrently produced by Zeelandia and could

grant a successful entrance to the existing markete pizza industry.

The second one, focused more directly on the coasynwill constitute of a survey among
Czech consumers. The aim is to gain knowledge atheirt preferences and reasons for the

choice of one of the three market outlets.

12



2.3. Research questions

There exist three groups of research questionseckla a certain factor observed. The first
guestion is linked to the model of pizza consumptibhe consumption model can be
estimated by using only secondary data collecteditaine Czech pizza market. The question
is answered by means of a linear regression matiel.extent to which this question can be

answered is limited by the amount of informatioaitable.
a) What is the estimated model of pizza consumpborthe Czech pizza market?

The second question is linked to the reasons behimathoice of pizza across the different
pizza outlets. This question is linked to the pd@r.1. about the main factors influencing

consumers’ decision making and therefore the bulgettavior in general.

b) What are the main consumer’s drives in choosiagoncrete outlet on the pizza

market?

For the following group of questions, the backgmbh market segmentation, its purpose and
different techniques used are necessary. As larfied from the theory, existence of market

segments automatically indicates differences antbam. The needs and wishes vary across
the segments and according to the amount of infoomabout the consumers of each of the
segments, several ways of differentiating is pdesib be used. The research questions,
besides the relation to market segmentation, afer to the problems associated with the
conclusions for each part of the thesis; the otea® to Zeelandia and the one focusing on

the consumers of the three outlets and their prates and drives for their choice.

c) Are there different market segments present? Anges, what are the
characteristics of the segments existing on the @eearket?
d) What products from Zeelandia’s portfolio couldant a successful entrance to the

new markets?

13



2.4. Research hypotheses
There are three groups of hypotheses; relateddo @athe outlets. The hypotheses are based

on the general characteristics and assumptiorfseai.t

The purpose of the frozen pizza outlet is to prevadconsumer with a quick and convenient
solution. The consequence of this purpose is nefteen lower quality of the pizza in
comparison to the pizza made in pizzerias or fastl frestaurants. Therefore, in relation to

the frozen pizza outletthe following hypotheses are tested:

H1: Consumers of the frozen pizza market prefer conesrie. Convenience in this case
consists of two pizza attributes; Ease of conswnpéind Ease of pizza division for two
persons.

H2: Consumers of the frozen pizza market are not loakifor the Italian quality and
tradition on this outlet.

H3: The preferred situation for frozen pizza consumgptics when consumer does not have

enough of time.

The purpose of the fast food outlet is somewhetwd®n the frozen pizza and the pizzeria
outlet. This outlet is characterized by its conegigie orientation to provide a consumer with a
quick service. That is related to another charétterthat is the appearance of the restaurant;
the restaurant is arranged to provide quick seraiw enough of space for consumers rather
than focusing on an attractive appearance. Thatgtuof the pizza consumption is as well as
in the frozen pizza outlet related to lack of timiaerefore, in relation tthe fast food outlet

the following hypotheses are tested:

H4: Consumers of the fast food outlet are time orientdthe time orientation is indicated by
the pizza attribute of quickness of service as wsllby the preferred occasion for its
consumption.

H5: Consumers do not expect an attractive but ratlaeconvenient place that provides them
with a good service.

Finally, pizzeria outlet is the only outlet oriedtaot on convenience but on a proper service,
cozy atmosphere and on providing with a high quadi#lian pizza. In relation tthe pizzeria
outlet the following hypotheses are tested:

14



H6: Consumers of the pizzeria outlet are looking forethtalian quality and tradition.
H7: Consumers of the pizzeria outlet are not time ottied therefore Quickness of service is

not an important factor for them.

In the sense of the statistical terms, the hypethese related to the correlation between the
numbers of pizzas consumed in an average monthcim @utlet as the dependent variable and
the explanatory variables mentioned in the hypaktekach of the hypotheses can be then

expressed in another way using the type of corogldhat is being expected:

H1l: There exists a positive correlation between thependent variable and the pizza
attributes of Ease of consumption and Ease of piazaion for two persons.

H2: There is a negative correlation between theethglent variable and the Italian quality
and tradition on the frozen pizza outlet.

H3: There is a positive correlation between theeatefent variable and the occasion of lack
of time.

H4: In the fast food outlet, there exists a positborrelation between the dependent variable
and Quickness of service as well as the occasidackfof time.

H5: There is a negative correlation between the etelent variable and Attractive
appearance.

H6: In the pizzeria outlet, there exists a positbagrelation between the dependent variable
and Italian quality and tradition.

H7: There is a negative correlation between theemelent variable and the Quickness of

service.

To prove the hypotheses the standard level of fstgnice of either 0.01 or 0.05 is applied.
Moreover, for the purpose of my exploratory reskataconsider also values up to 0.065 as
sufficient and therefore if a variable is provegrsiicant on 0.05-0.065 level the influence of
it will be discussed. All hypotheses are testedvamlevels. First, within a separate models of
only one group of explanatory variables includedcdhd, within a merged model of all

explanatory variables that are proved significarthe separate models.
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3. Theoretical Background

3.1. Marketing

There are many definitions of what marketing ispbasizing either the process of marketing,
the functional activities that constitute markefingr the orientation (philosophy) of
marketing. McDonald defines it as follows (Wils@silligan, 1997)

“Marketing is the management process whereby teeurees of the whole organization are
utilised to satisfy the needs of selected custogneups in order to achieve the objectives of
both parties. Marketing, then, is first and foreimas attitude of mind rather than a series of

functional activities (McDonald, 1989, p.8).”

As marketing is a complex process including adasitwithin the whole company, it consists
of many techniques focusing on different partshefwhole process. As pointed out in Wilson
(1988, p.259), the essential requirements of mangetre:
* The identification of consumers’ needs (coveringatvgoods and services are
bought; how they are bought; by whom and why theybaught)
 The definition of target market segments (by whmistomers are grouped
according to common characteristics — whether deaptic, psychographic,
geographic, etc.)
* The creation of a differential advantage withirgitirsegments by which a distinct
competitive position relative to other companies dg established, and from
which profit flows_(Wilson, Gilligan, 1997)

The way in which a differential advantage mightdmhieved — and sustained — is via the
manipulation of the elements of the marketing nikis mix has traditionally been seen to

consist of the ‘four Ps’ of marketindgeroduct, Price, Promotion and Placéncreasingly,

however, but particularly in the service sectornsibeing recognized that these four Ps are
rather too limited in terms of providing a framewdnoth for thinking about marketing, and
for planning marketing strategy. It is becausehisg that a far greater emphasis is now being
given to the idea of an expanded mix which hasethdgitional elements:

% People

% Physical evidence

++» Process management

16



Marketing has been more and more involved withimpganies that are aware of the
importance of their customers and their wishes aedds. As this importance has been
recognized and emphasized, organizations’ strategie consequently turning into being

more market oriented.

3.1.1. Market orientation strategy

According toDeshpandé, 1999market orientation maybe defined as the orgaisizatvide

generation of market intelligence, or information customers’ current and future needs,
dissemination of that information across departsieaind organization wide responsiveness
to it. In essence, market orientation refers to wag that an organization implements the
marketing concept.

This three component view of market orientationng@ation of, dissemination of, and

responsiveness to market intelligence) makes giplesto diagnose an organization’s level of
market orientation, pinpoint specific deficienciasd design interventions tailored to the
particular needs of an organization. Market origatainvolves taking concrete actions in

response to market intelligence. These actiondereétatargeting selected market segments
and designing new products and programs or modgjf@Rristing ones to meet customer

needs.

3.1.1.1. The responsive market orientation strategy

Generally, there are two approaches toward intriolu®f a new product or a new market.

The two strategies differ on basis of its primesptation.

The concept of market orientation implies botsponsivegreactive) market orientation and
the proactiveone. Aresponsivanarket orientation is a business's attempt to rstaied and

to satisfy customers' expressed needs, wherpesaativemarket orientation is the attempt to
understand and to satisfy customers' latent néeqsessed needs may have either expressed

or latent solutions.

In the numerous market orientation—performanceissidhe measure of market orientation
has consisted virtually entirely of behaviors rethto satisfying customers' expressed needs
rather than satisfying their latent needs. Evermdst of the study findings claim the

importance of the proactive market orientation, ynemmpanies are still using the responsive

17



market orientation more often. The reason behirgrésistance is the fact that the cost of this

process is far less expensive.

3.2. Consumer behavior

Consumer behavior includes the processes with wimclviduals and groups choose,
purchase, use and dispose of products, serviceexgatiences in order to satisfy their needs
and wants _(Solomon, 2006Jhe stages of choice and purchase are focusday @ more

detailed consumer’s decision making process.

3.2.1. Consumer’s decision making process

The whole decision making process is constructedobgeveral stages which the consumer
follows to come up to the final action - purchaBke stages included in the decision making

process are shown in the diagram:

Figure 1 Five-Stage Model of the Consumer Buying Process

Problem Evaluation of
. alternatives
recognition .
9 Information [ — Purchase
13 search decision

?

'

FACTORS Post-purchase
. CULTURAL be_haV|our,
SOCIAL dispose
PERSONAL

PSYCHOLOGICAL(motivation,
perception, preferences)
MARKETING

Source(Kotler, 1988)

Another often used model to explain buying behavwsothe Multi-stage choice process
Meanwhile the Kotler's model is focused on the desion of the whole process of the
buying process taking a general approach; Multyesizhoice process is focused on the choice
made in relation to the income allocation of conetsracross products. Both processes are

influenced by the same factors as shown in Figuultural, social, personal, psychological
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and marketing factors. The Multi-stage choice pssckas been devised by Strotz (1957),
Pratt (1965) and Gredal (1966). Strotz, workingthe context of the economic theory of
consumer behavior, assumed that the choice prémelsuseholds consists of two steps. The

first is the optimal allocation of income to a nuenlef broad product groug3ilburg, 1984)

In my thesis that would represent the choice of pieza market based on the eating
preferences of consumers. In the second, the ob#loaation is made of the budget for the
product class to various products within that cl@&tourg, 1984) That would mean the

choice of a concrete pizza outlet based on theeme€es for certain pizza attributes and
eating habits. Pratt and Gredal further developéxgrocess focusing on different aspects of
the buying behavior. For the purpose of the expboyaresearch the approach of Strotz is
applied.

What is common for both models is the search fenilay in which a consumer goes through
the process to make the final decision. How do eoess buy particular products? Do they
search for information and make detailed comparisomlo they rely largely upon the advice
of their family and friends or a store assistant® they influenced significantly by price or
by advertising? Questions such as these have ¢eaaddnsiderable amount of research of the

buying process and subsequently to segmentatioarsumers accordingly.

The decision making process begins with the consamecognition of a problem, or perhaps
more commonly, a want. This may emerge as thetrebah internal stimulus (hunger, thirst)
or an external stimulus in the form of an adventisat or a colleague’s comment. This leads
to the search for information, which might be at kvel simply of a heightened awareness or
attention to advertising, or at the deeper levebxtensive information searching. In either

case, the search process is likely to involve amaare of four distinct sources:

v' Personal sources such as family, friends, collemgnd neighbours;
v Public sources such as the mass media and consugagizations;
v' Commercial sources such as advertising, salesastdfbrochures;
v' Experimental sources such as handling or tryingptoduct.

The relative importance of each of these varieathrdrom person to person and product to
product. The relativity is caused by elements fhay an essential role in every consumer’s
decision making process. These elements are dissimgd to be the consumer’s motivation,

involvement and personality that are forming thecpption ability. All together with
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perception and preferences they represent the plgibal factors. Perception is an
omnipresent factor in buying and consumption bedravi is defined as the process by which
an individual selects, organizes, and interpretsut into a meaningful and coherent picture
of the world. It can be described as “how we seevibrld around us”. Two individuals may
be exposed to the same stimuli under the same eqgpeonditions, but how each person
recognizes, selects, organizes and interprets stemali is a highly individual process based
on each person’s own needs, values, attitudeseferefes) and expectatioSchiffman,
Kanuk,2004)

Besides the psychological factors that are uniqueath consumer, there are as well several

other factors influencing the final decision. Thdsetors, cultural, social, personal and
marketing, are affecting a group of consumers rathan a single consumer. They are
shaping the way in which a consumer search forinédion, evaluates each possible variant
and decide upon the final step. If a company unsowat factors are standing behind the
final decision of its consumers it enables to tlempany to segment the consumers
accordingly. With the application of such knowledge company can improve its marketing

strategy.

3.2.2.The market segmentation

Market segmentation is an effort to increase a @ precision marketing. The starting
point of any segmentation discussiomiass marketingn mass marketing, the seller engages

in the mass production, mass distribution, and rpassotion of one product for all buyers.
Henry Ford epitomized this marketing strategy whenoffered the Model T-Ford “in any
colour, as long as it is black.” The argument fass marketing is that it creates the largest
potential market, which leads to the lowest costsich in turn can lead to lower prices or
higher margins. However, many critics point to thereasing splintering of the market,
which makes mass marketing more difficult. The ifechtion of advertising media and
distribution channels is making it difficult to mtece “one size fits all” marketing (Kotler,
1988). Since the markets are not anymore that henemus in the terms of consumers’
wishes and needs, companies have been learning anoh®w to focus on niche markets
within which consumers are sharing similar chamsties in decision making and other
actors important for any product positioning. Horogity is therefore achieved by market

segmentation.
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Five (six) steps of market segmentation:

% Analyze consumer/product relationships

% Investigate segmentation bases

+ Develop product positioning

+ Select segmentation strategy

% Design marketing mix strategy

% Evaluate and monitgiWedel and Kamakura, 1998)

The first article dedicated to the topic of needvarket segmentation was published in 1956
in Journal of Markets 21 (1): 3-8 1956; WendellJraith, Product differentiation and market
segmentation as alternative marketing strategrethi$ article,Smith (1956)defined market
segmentation as “a process that involves viewirftet@rogeneous market as a number of
smaller homogeneous markets, in response to differeferences, attributable to the desires
of consumers for more precise satisfaction of tkainyingwants.” Since that time, market
segmentation as a strategy has been developedefinddlin a variety of ways. In essence it
is the process of dividing a varied and differingpugp of buyers or potential buyers into
smaller groups within which broadly similar pattemwf buyers’ needs exist. By doing so, the
marketing planner is attempting to break the mairkiet more strategically manageable parts
which can then be targeted and satisfied far moeeigely by making a series of perhaps
small changes to the marketing mix. The rationalstraightforward and can be expressed
most readily in terms of the fact that only rardbes a single product or marketing approach

appeal to the needs and wants of all bup@ftson, Gilligan, 1997)

A priori and post hoc market segmentation

According to the strategy of a company, there ave tvays how to proceed market

segmentation. It mostly depends on the amount mdnfiial resources and the level of
particularity of products or services. The firsteois “a priori” market segmentation that

indicates the segments to be specified in advandependent of structure of data, for
example on basis of gender, age group, occupat®rTke “post hoc” market segmentation

means that the segments are specified after asalfslata to find out groups of consumers
that are homogeneous with respect to usage behavelerences or decision making process
(Solomon, 2006)

21



Several authors developed several models of madgmentation giving an importance to
different data and knowledge about consumers. Quaehthat can be applied generally is the
Kotler's market segmentation process. This moddefning three basic steps that should be
followed to come up with a successful market segmen

» Survey stage
The researcher conducts informal interviews and$agroups with consumers to gain insight
into their motivations, attitudes and behavior. &hen these findings, the researcher prepares
a formal questionnaire that is administered to rapa of consumers to collect the data on
attributes and their importance ratings; brand awess and brand ratings; product-usage
patterns; attitudes toward the product categoryd amemographics, geographics,
psychographics of the respondents. The sample glheularge in order to gather enough data
to profile each segment accurately.

» Analysis stage
The researcher applies factor analysis to the tdatamove highly correlated variables. Then
the researcher applies cluster analysis on theablas to create a specified number of
maximally different segments. Each cluster is imddly homogenous and externally very
different from every other cluster.

» Profiling stage
Each cluster is now profiled in terms of its digtusshing attitudes, behavior, demographics,
psychographics, and media consumption habits. Eagiment can be given a name based on

a dominant distinguishing characterigti€ilson, Gilligan, 1997)

Bases for market segmentation

The bases that are used for market segmentatiomekt®d to the groups of influencing
factors mentioned in the point 3.2.1.. The factmssist of several aspects and therefore are
not kept together under one basis but rather spaeagiss. Such an example can be the
cultural factors. This group consists of the asméatulture related to the place a consumer
was grown up as well as the aspect of culture pnéeed as a social class of a consumer. The
first aspect is then kept within the Geographici® meanwhile the second one is included
in the Demographic basis.

Each basis is created to serve a different purdas&978, Wind (1978, p.317) commented
that ‘over the years almost all variables have besed as bases for market segmentation’.

There are several possible explanations for tha¢. most significant is the difficulty that is
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typically encountered in putting the normative tlyeof segmentation into practice. Although
a wide variety of variables have been used to sagmarkets, the majority of these can be

grouped into four categories:

» Geographic and geo-demographic
» Demographic
» Behavioral
» Psychographic
(Wilson, Gilligan, 1997)

Geographic and geo-demographic

Geographic segmentation — one of the earliest &fidrsst commonly used methods of
segmentation both within the consumer and the tnidiisectors — involves dividing markets
into different_geographical units such as countrregions, and citiesThe strategist then

chooses to operate either in just a few or in fathese. Typically, if a company pursues this
second approach; minor modifications are often nuadthe marketing mix used for different
geographical areas in order to take account oéwdifft regional tastes and preferences.
Largely because of the limitations of geographyoasiderable amount of work has been
done in Britain over the past few years in an aptieto improve on the traditional methods of
geographic segmentation. One outcome of this has thee development of a variety of geo-
demographic systems such as ACORN (A ClassificabbrResidential Neighborhoods)
which classify people by where they live. Basedtlos idea that ‘birds of a feather flock
together’, it gives recognition to the fact thabpke with broadly similar economic, social and
lifestyle characteristics tend to congregate intipalar neighborhoods and exhibit similar

patterns of purchasing behavior and outl@ékison, Gilligan, 1997)

Demographic segmentation

The second major method of segmentation, and plyltaé one most frequently used, rests
on the assumption that markets can be subdividiedgroups on the basis of one or more

demographic variables such as age, sex, incomm| stass, educatigroccupationreligion,

race, nationality, family sizeind stage reached in the family life cycle. An uruted
attraction of demographic segmentation is the vaidailability and easy interpretation of the

data, and it is this, together with the fact that only can most consumer markets generally
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be divided relatively easily along these lines &lsb that purchase behavior often correlates
highly with demographic segmentation, that have lwoed to make it such a convenient,
easily understood and frequently used approachedant years, considerable attention has
been paid to the ways in which specific demographitables can be used more effectively,
with the result that variables such as age andtlitde, income, and sex have all been greatly

refined(Wilson, Gilligan, 1997and therefore, become even more helpful in creahiagnost

suitable marketing mix.

Behavioral segmentation

The third major approach to segmentation is baseda cseries of behavioral measures

including attitudes, knowledge, benefits sought tbg buyer, a willingness to innovate,

loyalty status,usage rates, and response to a prodDttthese, benefits segmentation is

probably the best known and most widely used arzhsed on the assumption that it is the
benefits people are seeking from a product thatigeothe most appropriate bases for
dividing up a market. In applying this approach th&rketing planner begins by attempting to
measure consumers’ values systems and their peneepif various brands within a given
product class. The information generated is thexd &s the basis for the marketing strategy
Wilson, Gilligan, 1997)

Psychological and lifestyle segmentation

The fourth and increasingly popular basis of corsugsegmentation stems from work in the
early 1950s by Riesman, et al. (1950) which leth&identification of three distinct types of

social characterization and behavior:

» Tradition directed behavior which changes littleeotvime and which as a result is
easy to predict and use as a basis for segmentation

» Other directedness in which the individual atteniptfit in and adapt to the behavior
of the peer groups;

» Inner directedness where the individual is seemimgdlifferent to the behavior of

others.

Although this relatively simplistic approach to @gbrization has subsequently been subjected

to a degree of criticism, it has provided the bésisa considerable amount of further work,
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all of which has been designed to provide the eiat with a far more detailed understanding
of personality and lifestyle.

The attempts to use personality to segment mablegian in earnest in the United States in
the late 1950s when both Ford and Chevrolet gayghasis to the brand personalities of their
products in order to appeal to distinct consumes@wlities. But largely because of the
difficulties encountered in using personality as easy, consistent and reliable basis for
segmentation, attention in recent years has swdtthdifestyleand to the ways in which it
influences patterns of consumer demand.

The bases for segmentation markets are resultomg the main factors known which are
influencing the consumer decision making proce$®se€ factors are closely related to each
of the attitudes. For example, geo — demographitnigue is combining cultural and
personal factors, meanwhile the psychographic igdenis more focusing on the personal
and psychological factors. Only rarely, can just ofithese dimensions be used to segment a
market effectivelyWilson, Gilligan, 1997)

3.3. Research findings about consumers in relation to the
convenience food

There have been published several studies focasirige topic of convenience food, taking a
closer look at either the whole convenience foodsket or only a part of this market such as
the frozen foods market etc. Other studies wereedom the topic of European slow food
market. The results revealed some important difiege across the European states related to
the lifestyle of each country. According to thedstwf D.R. Soriano, 200the countries with

the highest expenditure per capita on the “outarh&” meals are those that see eating out as

being a part of their lifestyle. The most notabtaraples are France, Italy or Spain.

On the other hand, a survey doneQnsta et al., (20059howed that as many as 70% of the

Dutch population prepares its hot meals from sbratgeryday. Majority of subjects viewed
eating out as a meal solution only suitable forwleekend as restaurants are perceived as too
demanding in terms of time and money to be consuomed normal weekday. On the other
hand, another type of convenience food, frozenepizzas a choice most likely to be
consumed at dinnertime on both weekdays and weskend

Another study on consumer preferences, using tmedster model of the product attributes
and focusing only the slow food market, was thelptaf (Costa et al., 2005)This survey
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studied the connection between specific attribited the repeated purchase in a small,
independently owned up-scale restaurant (slow foadket). Customers were asked to rate
the relative importance of each of the followingribtites: food tastiness, consistent food,
menu variety, waiting-time, attentive server, helpferver, atmosphere. Food quality was
rated far above all other attributes in terms gbamance. Food tastiness, consistent food and
menu variety altogether accounted for 55 perceth®ffinal decision to repeat a purchase in
the pleasure situation and 50 percent in the bssisguation. Atmosphere accounted for 13.1

percent in the pleasure occasions and 15.2 percéme business occasions.

3.4. Research model and research design

The first part of the thesis focused on the esionabdf the model of pizza consumption is
worked out with the use of point 3.1. The outcorhéhe analysis should provide me with an
estimated linear model based on explaining vargakat are most closely linked with the

pizza consumption in the different outlets.

Within the part of consumer survey about their @refices and perceptions about pizza, most
of the Consumer behavior theory part is appliedanerating the questionnaire and the ways
of measuring chosen constructs. As explained irptiet 3.2.1., there are several factors that
have influence on consumers’ final decision makimgughout the process starting from the
problem recognition to the moment of purchase. Miaen focus within the process is put on
the third and fourth stage of the evaluation oéralatives and the purchase decision. The
factors shown in the Figure 1 are implemented @itiiormal starting interviews and in the
guestionnaire parts. After gathering the informaticom the informal starting interviews we
select the attributes based on their occurrencpiérecy. The most often occurring attributes
are on the basis of this selection included ingirestionnaire.

The factors are closely related to the techniqeesl s bases for market segmentation. One
of the techniques that is included in the questamenis the geographic technique focusing
mainly on such information as the place, regioncountry of living that are part of the
cultural factor. The second technique (base) isdismographic one. Out of this base we
construct questions measuring personal variablels asl sex, age, occupation, education etc.
Out of behavioral base we focus on the variablde &b measure the attitudes toward
convenience food and more closely toward pizzajesland benefits sought in the food
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products. Psychographic base is quite complex aitld avlot of obstacles to overcome. |

focus on the lifestyle part and try to incorporaégiables related to life style.

As mentioned in point 3.2.2., Kotler's model of kelr segmentation is generatipplicable
and therefore is partly implied throughout my tke3ihe first stage of the model starting with
informal interviews is followed to gain insight eithe most appreciated and considered
attributes of pizza and using the knowledge in astjannaire. The second stage consists of
data analysis using the Multi-stage choice moder@gch. A two stage model is assumed,
consisting of the choice of the preferred pizzakattes and in accordance to that the choice
of preferred outlet. The first stage consists ti$teof attributes which is the same for all three
outlets. By indicating the attributes that plays iamportant role for each respondent, the
choice of the outlet is made. The choice of thdebus therefore dependent on the choice of
the product attributes. Besides the two stage®thsr also other choices that the consumer
decides upon and are influencing the final decisibme choices include the situation on
which the consumer chooses for pizza and consuntiéestyle, opinion and habits. As
explained in the point 3.2.1. every consumer igndividual but there are similarities that can
help to group consumers into segments that are liberogeneous, sharing similar opinions
and habits etc. According to these factors onemuadwconsumers tend to behave differently
than another group. Another factor that makes aomess differ is the demographic factor.
This factor characterizes consumers by means afggeage, occupation, income, family size
etc.

Figure3:The multi-stage choice model of consumer buying po@ss

Occasion
Demography
Lifestyle
Opinions
Habits
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4. Methodology

4.1. Secondary data

To be able to answer the stated research questiotis, primary and secondary data are
necessary to be collected. The information providgdeelandia about its product portfolio

and additional data for better understanding gbdtential are collected and applied.

Generally, the secondary data are applied in wgrkut the first study considering the model
of pizza consumption, Zeelandia Company and itemg@l new trade outlet. This data are
collected through a personal or email communicatiothh Zeelandia and the main pizza
producers and traders on the Czech market. Thengatssary for creating of the prediction
model of pizza consumption are collected in a smallle survey among pizzerias. The
purpose of the survey is to collect informationfose factors that could have any potential

influence of the pizza consumption. These factoed@lowing:

* The location of the outlet

* The number of fixed seats through out the year

* The number of extra seats for the main season

* The number of pizzas sold per day outside the e@ason

* The number of pizzas sold per day in the main seaso

On the basis of the data a model of predictioninfgp consumption si created separately for

the main season and for outside the main season.

4.2. Primary data

For the consumers’ preferences survey, primary de¢anecessary. The data collection is
done according to the Kotler's market segmentajoacess, using informal starting
interviews and spreading questionnaires afterwards.informal starting interviews are used
to gain the general insights into what pizza attels are considered and appreciated by
consumers. The main aim of the interviews is toegate a list of the most common attributes.
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» INFORMAL STARTING INTERVIEWS (DATA COLLECTION AND
OUTCOMES)
50 randomly selected consumers were interviewéeé. data collection was made on three
different places; TaborCeské Budjovice and Prague. The outcome of the informal
interviews provided us with a list of 27 attributeentioned by the respondents. Out of the 27
attributes, some were mentioned only once and sthequently. Moreover, some attributes
were related to the same construct. Such an examspldat some respondents were
mentioning a preference for cheese topping, otfersegetable topping etc. As the aim of
the thesis is not to find out which particular @ the most popular, we can group these two
attributes within one that is called Type of togpimThe same procedure was done with
attributes grouped under a name of Type of doufm (dough, thick dough), Ease of
consumption (convenience, no need for plates, andaed for dish washing) etc. After
grouping related attributes and omitting the ored tvere mentioned only once | came up

with a list of 15 attributes that are used in thegtionnaire then.

The final list of attributes after the groupinggtaand omitting the least mentioned ones

a) Rich topping b) Type of topping

c) Crunchiness of dough d) Used spice

e) Hot taste f) Italian quality and tradition

g) Type of the dough h) Large diversity in toppings

i) Ease of consumption J) Possibility to save thst of your pizza for later
k) Pizza size l) Quickness of service

m) Aroma n) Attractive appearance

0) Easy division for two persons

» QUESTIONNAIRE

There are several ways of collecting the data deoto ensure a representative sample. Each
of them needs different time horizon or money inantl therefore these methods were not
suitable for the research as i was constraineachpyosition as a student and also by limited
time available. The ideal way of collecting thealatould be using some of the public lists
such as the telephone book, lists provided by thésBcal Office of Czech Republic or the
Companies Register. Selecting the respondentsobgxBimple, a systematic selection would
ensure that my sample would be highly represema@®n the other hand, the time necessary

for this method is too demanding and therefore @fumy possibilities. Another way of
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collecting data, that was intended to use, wasutotlge questionnaires in pizzerias so that
customers can fill them in while waiting for theneal or having after-dinner time. | contacted
ten pizzerias in the capital city and in otheresgtand towns but encountered unwillingness of
the owners to cooperate. The reason for their neganswers was the fear that the
guestionnaire would bother their customers and @aulke the situation of the staff
complicated with less space on the table and ewdré. For the reasons mentioned, | omitted
the previous methods and distributed the questicmngéa email. | did so in three different
ways; first | used my network such as my friendd asther contacts and sent the
guestionnaire asking for filling it in; second | deause of public institutions such as
universities spreading the questionnaire amongedhehers and administrative stuff; third |
searched for companies’ contact lists reaching #miployees. In all three ways the method
of a snowball was used so that the questionnairdduze spread further among colleges and
friends of the first stage respondents. In totd gdestionnaires were collected.

This way of collecting data consequently causedesorajor problems in my research. Within
the first group of respondents, most of them arengopeople in the first or second age
category either studying university or working afteceiving their university diploma
recently. These facts were sources of two potebigsdes; high number of respondents in the
first two age categories and secondly high numidepemple being university-educated.
Considering the distribution of the education amdmng respondents, the same effect was

caused by the second target group which was thersily teachers and administrative stuff.

The questionnaire is divided into three main paftse first one is focused on respondent’s
preferences in buying behavior for each outlet agthe slow food market, fast food market

and the frozen pizza market.

The list of pizza attributes was then used in {hast indicating the importance of each
attribute over the three outlets by evaluatingntldkert’s seven degree scale. By using the
same scale of attributes (15) for all three outleésanswer to the following research question

was expected:

» What are the main consumer’s drives in choosing aoticrete outlet on the pizza

market?
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The second part of the questionnaire contains e&atts related to respondent’s lifestyle,

habits and opinionsThis part, together with the third one which ud®s some basic

geographic and demographic information about tlspaoredent, allows me to carry out post
hoc segmentation. By using the statistical prog&”$S | create segments that share similar
preferences and geographic and demographic dais.ahhlysis should give the answer for

the research question:

> Are there different market segments? And if yes, wat are the characteristics of

the segments existing on the Czech market?

The questions within the second part of the questoe are generated usiBgarden et al.,

(1993, 1999mndBruner, Gordon et al., (20019 come up with a suitable way of measuring
each of the constructs. Meanwhile open questionsised in the starting interviews to ensure
no constraints in a form of leading or verbalizationitations; closed questions are used in

the questionnaires for better interpretation aralyams of the data.

On basis oBearden et al., (1993, 199®runer, Gordon et al., (200dnd knowledge about

Czech market and consumers, | picked up the foligweight constructs; Exploratory

tendencies in consumer behavior scales, Brandypd&édrceived brand parity, Comparison
shopping (Check prices), Cultural openness, Pnefereof convenience in daily life
Impulsiveness: Impulse buying tendency, Advertisetm susceptibility Interpersonal
influence: Consumer susceptibility to interpersanéllence. Most of the original constructs
are too large for the purpose of my thesis. Theeeforeduction was done by removing items
that were considered as not related to the purpbsdbe study.Each of the constructs is
measured by means of statements of two types;iymsihd negative ones. The number of
statements differs from four up to eight per estonaThis is based on the perceived
importance of each construct in relation to consulbedavior with a special concern on food
market. For example brand consciousness is measiyyrddur statements as well as the
cultural openness of consumers while exploratangéacy in consumer behavior is measured
by six statements etc. The division between thetigesand negative ones is always kept
equal (50% and 50%).

To ensure the internal consistency of the consrBeliability analysis is run to find out the
value of Cronbach’s Alpha. According to differemtusces the value of Cronbach’s Alpha

reaches different values to be “reliable”. Relidpils a measure of the internal consistency of
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the construct indicators, depicting the degree hickv they “indicate” the common latent
(unobserved) construct. More reliable measures igeovthe researcher with greater
confidence that the individual indicators are atinsistent in their measurements. A
commonly used threshold value for acceptable ndiliabs 0.70, although this is not an
absolute standard, and values below 0.70 have Beemed acceptable if the research is

exploratory in naturéHair et al., 1992)

Most of the values of the Cronbach’s Alpha are €los meeting the criteria for significance.
Others are slightly lower than the recommended evalith the lowest Cronbach’s Alpha
reaching only 0,480 value. This difference is cdulg the fact that | do not have enough
experience in creating constructs and thereforeelability is lower. Another aspect causing
the difference is the size of the sample that is awbig as usually when testing a new

construct. But as a student | was limited by myetschedule and knowledge.

a) Lifestyle measures

Exploratory tendencies in consumer behavior scales (Raju 1980)

Exploratory tendency behavior is viewed as behaaiimied at modifying stimulation from the
environment. In a consumer behavior context, tHeseaviors includeepetitive behavior

proneness, innovativeness, risk taking, explorattbrough shopping, brand switching,
information seeking and interpersonal communicat{®aju 1980). Out of these seven
exploratory tendencies the innovativeness, exptorahrough shopping and brand switching
were taken as | perceive these as representingexpkoratory tendencies most clearly.
Therefore out of the original scale of 39 statementook six; three positive and three

negative ones.

When | see a new or different brand on the shelftein pick it up just to see what it is like.
When | go to a restaurant, | often try somethimgver had before even if there is a risk |

won't enjoy it. .

| like to experiment with new ways of doing things.

| would rather stick with a brand | usually buy thiry something | am not very sure of. *

If I like a brand, I rarely switch from it just toy something different. *

| like to wait until something has been proven betduy it.*
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The reliability of the scale measuring explorattegdencies in consumer behavior reached
the value of Cronbach’s Alpha 0.552. From the }temn correlation matrix we can see that
statements No. 23 and 38 are negatively correlatedtherefore | removed one of them to
see if the value of Cronbach’s Alpha would incre@seot (see Appendix 3A\fter removing

the statement No. 23 the Cronbach’s Alpha increfised 0.552 to 0.579. This value is still
not as high as it should be according to the recenttations. However, it can be considered

as sufficiently high for the purpose of my explorgtresearch (see Appendix 3).

Preference of convenience in daily life

This scale is based on the Family Meal Importaraescreated by Putrevu and Ratchford
(1997). The original scale consisted of five sepemt items that measure the degree to
which a consumer believes that having home-cookealsrfor the family is important. | used
four of the five items in my scale to indicate thegative relation toward convenience foods
products and | created another four that would caidi the positive attitude toward
convenience foods products as a contradictory itdims outcome was a scale of eight seven-

point items.

| prefer eating out to homes-cooked meals for #peegence and change.

| use convenience products quite often to prepareal.

My job is time consuming and therefore | don’t hauech time for cooking myself.

| eat convenience food products during weekendsatd have more time for my hobbies and
family.

| don’t perceive convenience products such as frgqueza or ready- eat meals as healthy and
proper.*

Eating the proper home made meal at home is vepgritant to me. *

We do not go to eat out regularly but only on spleeccasions. *

| prefer the home made meals though it is time wonrsg.*

The value of this scale is meeting the criteriathed required 0.70 Cronbach’s Alpha (see

Appendix 3). The reliability of this scale can lmnsidered as good.
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Impulsiveness: Impulse buying tendency (Weun, Jones , and Beatty 1997)

Impulsive buying tendency is defined as the “dedgoeehich an individual is likely to make
unintended, immediate, and unreflective purchases {mpulse purchases)” (Weun, Jones,
and Beatty 1997, p. 306). | use the complete sohlgix items, three positive and three
negative ones.

When | go shopping, | buy things | had not intentdepurchase.

It is fun to buy spontaneously.

When | see something that really interests meylitowithout considering the consequences.
Even when | see something | really like, | do not ib unless it is a planned purchase.*

| prepare a shopping list before going grocery shiog.*

| know what products | am going to buy before gdmthe supermarket.*

The value of Cronbach’s Alpha is not as high athéprevious cases but according to the
Inter-ltem correlation matrix table the reliabilibf the scale cannot be improved by leaving
one of the statements out. All the statements aséipely correlated and therefore there is no
possibility of reducing the scale with an increa$e¢he Cronbach’s Alpha. Still the value of

0.591 can be considered as sufficiently high fer parpose of the exploratory research (see

Appendix 3).

b) Opinion measure

Brand parity: Perceived brand parity (Muncy 1996)

Brand parity is defined as the ,overall percepti@hd by the consumer that the differences
between the major brand alternatives in a prodaietgory are small“(Muncy 1996, p.411).
The brand parity scale is composed of five Likggetitems, out of which | had chosen four,
two positive and two negative ones to keep thertwalal called this scale The brand

consciousness scale.

Differences among the brands of pizza availabléhenCzech market are clear to me.

It is very important to me what type and brandiaza | choose.

In selecting from many types and brands of pizzdlave in the market, | do not care at all
as to which one | buy.*

| think that the various types and brands of piazailable in the market are all very alike.*
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The value of Cronbach’s Alpha is 0.629 and thisiwalan be considered as high enough for
the purpose of the exploratory study. Based onltiter-ltem correlation matrix, by no

reduction the scale could be improved (see AppeBdix

Combination of:

Comparison shopping (Check prices) (Putrevu, Ratchf ord 1997)

Comparison shopping (Initial) (Urbany, Dickson, and Kalapurakal 1996)

Price perception reflects to what extend a consuakes price of a product into consideration
when shopping. In a negative role, price represegr@samount of money that must be given
up to engage in a given purchase transaction ploséive role, the price cue has been used as

a signal to indicate quality, thus positively atieg purchaselichtenstein et al., (1993)

combined both scales mentioned to include constrsieth as price and value consciousness
and price-quality schema. Therefore | used a soélsix statements, three @¢Putrevu,
Ratchford 1997and three ofUrbany, Dickson, and Kalapurakal 1996)d | called this scale

The price susceptibility.

| read the price tags of the grocery products thiatly.

Before buying a product, | check the price.

| shopped back and forth between several diffestares before choosing where | now do
most of my grocery shopping.

| don’t base my buying decision on price but ratberdifferent things.*

When | want a product, | buy it without taking @rioto consideration.*

| visit only one supermarket to complete my wegidgery purchases.*

The original value of Cronbach’s Alpha is quite Jaanly 0.484. But from the Inter-ltem
correlation matrix | can see that statement Nos Jegatively correlated with the other
statements and therefore can be removed from #ie sdich should lead to better reliability
and higher Cronbach’s Alpha in the same time (ggAdix 3).

After reducing the scale by removing the statemdoi3 the Cronbach’s Alpha increased
from 0.484 to 0.630. The new value can be consilasehigh enough for the purpose of the
exploratory study (see Appendix 3).
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Cultural openness (Sharma, Shimp and Shin 1995)

Cultural openness is defined as the degree to wdipbrson is interested in the values and
artifacts of other countries as well as desiringnteract with people from those nations. The
scale was originally consisting of seven seven{pbikert-type items, out of which | have
taken four that were related to some extent to fwdlfitted them to Czech conditions.

| am very interested in trying food from differeountries.

We should have a respect for traditions, cultuees] ways of life of other nations.
| usually don't like kitchen of other countries radhan the Czech one.*

| think that Czech people should eat the Czech &abdldon’t change the tradition.*

This scale measuring the factor of cultural opesrdeses not proved to be much reliable as
the Cronbach’s Alpha is only 0.480. But from thedfdtem correlation matrix | can see that
there is no way of improving this value by reducihg scale (see Appendix 3).

c) Habit measure

Advertisement susceptibility

This measure was created by combining three Ad darmme scales; Ad Avoidance
(Newspapers) and (Television) both of which appedce be original toSpeck and Elliot
(1997) and Attitude toward AdvertisingDonthu and Gilliland 1996)l chose the items to

ensure covering newspaper as well as televisian fifradvertisement and an overall attitude

toward advertisement in general. The following isewere taken to measure this construct
called the advertisement influence.

| take care during commercials as often they arre® of good ideas.

The more often | see a certain ad, the more acbéptae product becomes to me.
| often try new products after seeing an ad for it.

| skip over newspaper pages that are mainly adsiexgi *

| switch TV channel stations during commercials. *

| don’t believe in what they say in advertisemehts.

The scale measuring the advertisement influencehesathe value of Cronbach’s Alpha of

0.684 and therefore reflects the internal conscsterf the scale (see Appendix 3).
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Interpersonal influence: Consumer susceptibility to interpersonal influence

(Bearden, Netemeyer, and Teel 1989)

Consumer susceptibility to interpersonal influerecassumed to be a general trait that varies
across individuals and is related to other indigidwaits and characteristics. The construct is
defined as the need to identify with or enhance’'somaage in the opinion of significant
others through the acquisition and use of prodacts brands, the willingness to conform to
the expectations of others regarding purchase idesisand /or the tendency to learn about
products and services by observing others or sgekinrmation from others (Bearden et al.
1989, p.474).

The original scale consists of 12 items each ojmralized as a bipolar, 7-place rating scale
ranging from strongly agrees to strongly disagréehad chosen six of them related to

purchasing products rather the ones indicatingslijte in general.

It is important that others like the products andrds | buy.

If other people can see me using a product, | gitechase the brand they expect me to buy.
| often consult other people to help choose th¢ dlésrnative available from a product class.
The most important for me is to feel well with proid | use over what my friends prefer.*

| always buy the product | like without taking atsieopinion into account.*

| rarely buy the same brands as my friends or faril

The value of Cronbach’s Alpha is 0.661 which prosatisfactory internal consistency of the
data and therefore the scale can be perceivedrakable one. The Inter-ltem correlation
matrix table shows the correlation among the stateésthat are included in the scale. All the

correlation coefficients are positive ensuring\tha&ie of Cronbach’s Alpha (see Appendix 3).

4.3. Methods used for data analysis

According to the different stages of the researahdifferent method of data collection | used
several data analyses.

* Frequency tables

o To show to what extent my sample is representative

To show to what extent my sample is representatmmparisons of the average values

present in my sample and the average values pregetiie universe are made. Two
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comparisons are included; first the whole sampleaspared with the values for Czech
Republic and second, the whole sample is dividéd sub-groups in accordance to the
geographic information about each respondent.

o To show the outcomes of the questionnaire

Another use of Frequency tables is done to showtiteomes of the questionnaire such as

the most preferred occasion for pizza consumptist frequently used outlet etc.

* Bi-variate correlation analysis -check if any of the variables are correlated betwe

each other
This procedure is used twice; first within the pafrthe estimation of the model of pizza
consumption and second within the questionnaira tashow the correlations between the

demographic variables.

« Cronbach’s Alpha -check the reliability of my constructs used withie

guestionnaire
By creating reduced constructs instead of usingadly existing and tested ones a risk of low

reliability of the constructs occurred. To provetthhey are reliable th€ronbach a that

measures the internal consistency in the datddslesed.

* Linear regression analysis

| use linear regression model to show relations/éen each of the outlets and the rest of the
predicative variables. | start with the basic erplary variables such as the situation of pizza
consumption in each of the outlets and graduallyruvethe procedure for other explanatory
variables to find out what are the characteristict could explain the reasons behind the
decision of a concrete outlet. Gradually | merge $elected variables together to run the
linear regression again to come up with the finablel for each of the outlets. As mentioned
in the point 3.4. | used the principle of the Migtage choice model to find out the reasons
behind the consumer’s decision. On the basis ofitte collected through the questionnaire |
made a two stage choice model. By running the ssgye analysis for both stages | was
looking for the main characteristics that are tgpilor each of the outlets. The explanatory
variables chosen were the situation of pizza comgiom, the pizza attributes that are
preferred, the statements indicating the lifestilhits and opinions of each respondent and

finally the demographic variables such as the geralge, family size etc. The first stage is

38



including four separate regressions for each outlesisting of the explanatory variables. In

the second stage, the variables that were progadfisant in the separate models are merged

and analyzed again together.

Figure 6:Step by step approach of consumer behavior on thez€ch pizza market

Ouitlets of the
pizza markeT:
-Pizzeria

-Frozen pizza™] >

-Fast food

Occasion:
-Lunch in Weekdays

-Dinner in Weekdays

-Lunch at Weekends |
-Dinner at Weekents
-Lack of time _
-Randomly

Demography:

Gender

Residency

Marital status

Age

Shopping responsibility
Family size

Education

Family income
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5. Data analysis

5.1. Pizza position on the Czech market

As no single product is positioned in a vacuumibwlways competing with other similar or
substitution products; pizza as well is having salveain competitors on the food market.

Generally, there can be used two different poifitaew according to the market that pizza is
part of.

Pizza as a dinner-time-meal

The first point of viewis perceiving pizza as any other food being coresifior dinner,

without taking into account the attribute of conigite. In that case the main competitors on
the market are rice, pasta, potatoes and pulsed;tfat is often perceived as substitutes for

dinner preparation. The following graphs are shavihre progress of each of the product on
the Czech market within the horizon of eight years.

Graphs 1-5Consumption patterns in Czech Republic
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From the graphs it is clear that the consumptiopatato has been decreasing in the last
years, meanwhile rice and pasta have been risinghupe graphs showing the consumption
of pasta, rice, potato and crop, the fluctuatiothefconsumption is quite high to be explained
only by changes among the commaodities. | assunoecdifeer reasons for the fluctuation such
as price changes or other economic factors. Therdfaan explain the fluctuation only
partly, using different sources and the graphs Hedves.

On basis ofSpole&nost pro vyzivu (The Organization for Nutritigthie decrease in the

commodity of potatoes can be explained by two factiirst, the rise of the price and second,

the rise of number of other substitution productslenof potatoes that have been introduced
after 1989 with the entry to foreign markets. Arestldecrease occurred in crops (2.9%)

mainly due to fall of the bread consumption.

On the other hand, pasta has started to increaseatically since 1997; there occurred an

extreme increase in the pasta consumption (76.24gicg a decrease in pastries. Since then
the trend of pasta consumption has not changediZz is taken into account as part of

pasta, the rise of pasta can partly serve as tipdamation for the increase of pizza

consumption.
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The consumption of pulses has been increasing lhsbwethe rise is only within a small

range (from 1.9-2.1 kg per capita).

Consumption patterns in other European countries

Most of the European countries are presumed toirndas in the consumption patterns,
especially in the recent years, due to the glohabm and other trends mentioned in the
previous parts. But still, there are differencesha consumption trends in relation to the
climatic conditions and national eating habits.

In the following graph, | will present several dfet European countries comparing their

consumption trends of three products in caloriesppita per day.

Figure 4:Dietary energy consumption in selected European caitries in years 2000-2002

Dietary Energy Consumption (2000-2002)
(cal/person/day)

Country Rice Wheat Potatoes

Czech Republic 44 707 144

France 52 732 120

Germany 43 602 136

Greece 70 946 125

ltaly 58 1068 70

The Netherlands 58 491 168

Portugal 183 745 232

Spain 79 636 144

UK 29 744 206 4
Source:

From the table it is obvious that a couple coustdédfer considerably in the consumption
patterns. There are countries such as Czech RepEkbdince, Germany or Spain that are quite
similar in their calories intake in all three prati&i On the other hand, Italy and Greece are
the top countries consuming high amount of wheathSa high number is caused by the fact
that these countries feature by the Mediterranéeintioat consists mainly of pasta and pizza
as well as pastries, made above all of wheat flaoather visible characteristic of this diet in
Italy is the low potato consumption. Contrary talyt Portugal features by the highest rice
consumption and moreover, together with United Ko, these two countries are

* http://www.fao.org/es/ess/yearbook/vol _1_1/xIs/oB9
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characterized by high consumption of potatoes.difierence between Italy and Portugal can
be explained by the fact that Portugal togetheh &ipain is influenced by Arabic and other
diets much more than the Mediterranean one.

Pizza as a convenience food product

The Second point of vieywerceives pizza as being part of the convenienoé &nd therefore

competing with other convenience products. In #nesa the previous products such as potato,
rice or pulses in its natural form are not anymihie serious competitors. If those products
should be taken into account also into this coramee foods market, they have to include a
certain level of convenience to fulfil the defiomi of this class of products. Such examples
could be convenience meat, frozen fish, of pastoglpcts such as lasagne or spaghetti sauce
mix as well as frozen vegetable in case it standghie main dish completed by another food.
Based on the data from QUICK FROZEN FOODS INTERN®@®NAL, the situation on the
Czech convenience food market is presented inall@ning graph.

Graph 6:Frozen food consumption in Czech Republic (2004)

Frozen food consumption in Czech
Republic (2004) |[gFROZEN READY
MEALS
B FROZEN PIZZA

@ FROZEN FISH

‘ B CONVENIENCE
MEAT
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| POTATOES

O FROZEN
VEGETABLE
® FROZEN FRUIT
T T T

0 2 4 6 8 10 12 14 16 |5 pasTRY
Consumption in tons 000's PRODUCTS

type of frozen food

Source: QUICK FROZEN FOODS INTERNATIONAL

Though the consumption of pizza has been increateayglily the position on the convenience
food market is still not one of the leading ones.iAcan be seen from the graph, the most
frequently used products are the frozen fish, ngzetatoes such as French Fries, Croquettes
and other types and a big percentage has been askerll by the frozen vegetable. The last
item could be questionable in the way if it is ®miot considered as a competing product for

frozen pizza.
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5.2. Model of pizza consumption

5.2.1. Data collection and obstacles

For the model of pizza consumption we needed ttyes of input information representing

each of the outlets on the Czech pizza market fif$teone was the estimated consumption on
the retail market, the second one was represetitmgstimated consumption in the fast food
market and the third one should provide an estichatedel of pizza consumption on the slow

food market.

There occurred two major obstacles within this @nny research. First, the data about the
slow food and the fast food market have not bedieated by any of the governmental or
commercial organizations. Due to this lack of infation no statistical evidence is provided
about these two markets. To collect the data bdsthall scale survey among pizzerias asking
for the number of seats provided, the number afgszold during one day outside and in the
main season and also the location of each pizeersawritten down. | used a list provided on

www.seznam.can the category of companies. Based on this ga$ able to find addresses

and often contacts of the pizzerias. The data celtewere divided into three groups on the
basis of the location type; the capital city, bity ¢60-400 000 inhabitants) and middle-sized
town (10-60 000 inhabitants).

In case of the fast food restaurants the secosthdle occurred. The list provided by this
webpage contained all fast food restaurants witlgoang a specific focus of the type of fast
food restaurant. As there is no official list theduld provide this type of information | was
not able to track the fast food restaurants thatspecialized in pizza. Most of the fast food
restaurants specialized in pizza are run in a ssaalle. The only chain present on the Czech
market is Pizza Hut, the largest restaurant chaithé world specializing in pizza. On the
Czech market, Pizza Hut has the form of a franchisethe previous years the restaurants
were run by AmRest Group that owns KFC and Pizzarektaurants on the Czech and Polish
market. In terms of sales value (over PLN 463 mI2004) and number of restaurants (157),
the Company is a leading operator of quick seraice casual dining restaurants in Central

and Eastern Europe. However, there are no Pizzadstaurants run by this company from
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the year 2004 onward. Two other Pizza Hut restdsrane registered in Prague but the
owners rejected to provide me the information alletpizza consumption. For these reasons
| was not able to work out the model of pizza congtion and therefore this part is omitted

from my thesis.

5.2.2. Model of pizza consumption in the slow food market

| inserted all the data from the survey in theistiaal program SPSS and ran a two step
analysis. In the first step, | ran the Bi-variaterelation to show if there was any correlation
between any two variables. As | was expecting atigescorrelation between each two

variables | was using the one-tailed test (see Agpe4). | ran the nonparametric correlation
using either the Kendall's tau_b test or the Spearmtest. All of the provided tables show
that there is a significant correlation between tWe variables compared. The level of

significance is either lower than 0.05 or even Iowian 0.01. Therefore | was able to reject

the null hypothesis tested by the two tests amdvex the existence of the correlation.
Bi-variate correlations

In the case of the variables such_as the Plackeobuitlet and the Number of pizzas per day

outside the seaspthe correlation coefficient is 0.332. The levekmnificance is lower than

0.05 and therefore it proves a significant positieerelation between these two variables. The
test is one- tailed as | was expecting positivaetation meaning that with the size of the

place of outlet also the number of pizzas consumiidncrease (see Appendix 4). And as

both variables are ordinal | used the two testprmve the significance instead of using

Pearson’s test.

The correlation coefficient between the number inf@s consumed outside the main season

and inside the main seasmached the value of 0.853 in case of Kendallishaest with a

significance below 0.01 level. That means thatdbreelation is strong and according to this |
can make an assumption of a very good predicabuiyaof the number of pizzas consumed
in the main season based on the number of pizzasiowed outside the main season, proved
by such a high correlation.

For the other variables the results were simileoying a positive correlation between the two

of them on the 0.01 level of significance.
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The second step was to run the Regression anatysi®ate a model of consumption based
on some of the variables. | made a model for bottsamptions; outside the season and in the
main season. First | ran the linear regressionranmbved the variables based on the P-value
of the coefficients. To ensure the relevance of rdsults | reran the backward regression
analysis asking for the probability of F betwee@100,05 level of significance. The results

were the same.

The model of pizza consumption in the MAIN seasonsathe dependent variable

As the predictors | used the Number of pizzas corglioutside the season and the extra seats

for the main season. For the statistical resuktsAgmoendix 5.

Therefore the formula of the linear model is follog:

Y=Bo+B1* X1 +P2*Xo+P3* Xz +Pa*Xat e
Where
Y stands for the dependent variable which is thebairof pizzas consumed in the main

season

X1 stands for the number of pizzas consumed outs@leghson

X, stands for the number of seats in total (baseith®@mumber of fixed seats and the number
of extra seats for the main season)
X3 andX4 are dummy variables representing the place oébhtsed on the size of the town

or city the outlet is situated

BO! Bl! BZ) B3, [34 #0
andwithE§) =0

Results from SPSS OUTPUTS:

The R square is very high and that means that wéth of the chosen predictors | am able to

explain 96.8% of the variance caused. The levél w&st is significant on the 0.01 level.
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The model according to this output should lookaliews:

Y =9,350 + 1,044 * x+ 0,288 * %+ 2,673 * %— 4,780 * %

P-values of the coefficients and R square of thdeho
BO B1 B> B3 B4 R square
0.193 0.000 0.053 0.676 0.569 0.968

The R square indicates that by this model | cana@x®6.8 percent of the variance present.
Other indicators to look at are the p-values of fie The p-value says whether the
coefficients of the predictors are significant dndrefore part of the model or not and can be
removed from the model. On the basis of the legéksignificance (P-values), tH&_4 could

be omitted from the model. But there are differenamong the levels of significance and for
that reason | decided that | will reduce the madetoving3 and 4 but keepind3, as the
level of significance is only slightly overreachitige 0,05 level. | repeat the same procedure

this time without the two predictors related3pandf,.

The reduced model will therefore include two préalis instead of four:

Y=Bp+Pr*X1+P2*Xzt+e
Where
Y stands for the dependent variable which is thalmer of pizzas consumed in the main

season
X4 stands for the number of pizzas consumed outs&leghson
Xo stands for the number of seats in total

Bo.B1,B2#0
and withE€) =0

According to the F change and the level of sigaifice for the F- test | can conclude that by

the reduction the explanatory ability of the model not change significantly and therefore

the model can be considered as being still sigati¢gsee Appendix 5).
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The Coefficients table shows the new betas ana #ignificance levels. By looking at the
significance level of}; | can confirm my expectation; the level of sigcifince lowered and

therefore became significant enough to be includede final model.

The final model looks as follows:

Y =9.288 + 1.064 * x+ 0.284 * %

P-values of the coefficients and R square of thdeho

Bo B, B, R square
0.160 0.000 0.047 0.966

The R square lowered from 0.968 to 0.966 meaniaptii this reduced model | can explain

96.6 percent of the variance present.
On basis of this model | can predict the pizza oamion in the main season only using two
out of four originally intended predictors — thenmioer of pizzas consumed outside the main

season and the number of seats in total.

The model of pizza consumption OUTSIDE the main ssan as a dependent variable

To predict the pizza consumption outside the meassn there are two basic predictors to be
included in the model; the number of fixed placed the place of the outlet. As for the
previous model | created dummy variables for tlee@lof outlet | used the same dummies for

this model.

The formula of the linear model is following

Y =Bo+P1* X1+ P2* Xo+ B3 * Xate
Where
Y stands for the dependent variable which is thalmer of pizzas consumed outside the main

season

X4 stands for the number of fixed sitting places

X andX3 are the dummy variables representing the placeitbét based on the size of the

town or city the outlet is situated
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Bo, B1, B2,B3 #0
and withE€) =0

Results from SPSS OUTPUTS:

The original model contains three variables memiibabove. Based on the results shown by

SPSS, not all of them were significant for the prative ability of the model. | reduced the
model by removing the dummies representing the eplat the outlet as the level of
significance was larger than 0.05 level and rehenstame procedure (for the statistical tables

see Appendix 6).

The Model summary table shows the degree to whaanlexplain the variance present using
chosen predictors. Within the original model usthgee predictors, R square was reaching
0.768, indicating that 76.8% of variance can belarpd with help of the three predictors.
After the model reduction, the R square decreabgltly to a value of 0.760. But a more
important indicator within this table is the F chanit changed but not significantly. That
confirms the reduced model as being still of a gpaatliction ability and therefore | can use
rather the simplified reduced model with only omedictor instead of the original one.

The correlation table shown the betas values agid I#fvels of significance that changed after

reducing the model, indicated byrPthe table (see Appendix 6).

The original model including all three predictoosked as follows:

Y =-5.163+ 1.019* x+ 2.828* %-10.833* %

P-values of the coefficients and R square of thdeho

Bo B B, Bs R square
0.639 0.000 0.823 0.512 0.768

The explained variance of this model is 76.8 pdroks the levels of significance (P-values)
were not lower than 0.05 levels & andX3| removed them from the second (reduced)
model. The reduced model then looks as following:

Y=Bo+P1*x1+e

Where
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Y stands for the dependent variable which is thalmer of pizzas consumed outside the main

season

X1 stands for the number of fixed sitting places

Bo,B1#0
and withE€) =0

The reduced model including one explanatory vagiabl

Y =-6.647+ 1.041* x

P-values of the coefficients and R square of thdeho

Bo B, R square
0.469 0.000 0.760

The R square decreased to 0.76. It means thamtbute! is predicting the pizza consumption

outside the main season based only on the numbdixed sitting places in the outlet,

accounting for 76% of the variance present.

5.2.3. Implications of the Zeelandia’s product port  folio

Zeelandia is an ingredients company and is thezafoostly the supplier of its products for
further processing stages. In case of the frozenapmarket Zeelandia would have to be the
final producer to enter this market and the intamgi of the company are not in
correspondence with this condition. Therefore tlogdn pizza market is not a possibility for
Zeelandia to concentrate on. But the two otheretsjtisuch as the slow food and the fast food
market, could serve as new potential outlets. Tatergial of these two outlets differ as well
as the obstacles related to each of the marketsording to the knowledge that | gained
through my thesis, | can say that the slow foodketais much more developed and settled.
Comparison of the number of respondents that coaspizza in pizzerias and those who
consume pizza in fast food restaurants provestieaftast food outlet is not as popular for the
reason that it is not as well established and dgesl as the slow food market. The fast food
restaurants are run by individuals or small comganihat usually own only one restaurant.
This makes it difficult to make larger investmemt promotion or expanding. During the
informal starting interviews stage one of the guest asked was also asking for any absence
on the pizza market with respect to pizza produitsf the respondents mentioned the fact
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that there is lack of fast food restaurants in ga&ndhese respondents were comparing the
Czech situation with the situation abroad such aged Kingdom and other countries. They
pointed out that in these countries the fast foatket is represented by high number of

outlets in cities meanwhile in Czech Republic thenber is limited and not that visible.

Products from Zeelandia’s portfolio that could pd®/the company a successful entrance to

these markets are divided into two groups;

= Vegetable fillings and purees
= Floury products and spices.

Within the first group, the main products are cetisg of the Ketchup softhich is a smooth

tomato puree, Pizza ketchuwyhich is spicy tomato puree specially developedpiaza and

fast food products, tomato pursaitable for gastronomic products in general aypes of

filling such as_Bolognese or Spinach fillingehese products are generally suitable for both

markets. The second group of products consistsixifires for pizza doughnd various kinds

of spices, spice mixtures and spice marinadéese products are more suitable for the fast

food market. The reason behind this is that fastlfmarket is more open to convenience
products to make the process of serving customéck @nd easy. Therefore the mixture for
pizza dough together with the vegetable fillingaldcserve as the starting point to provide the
level of convenience that the fast food markebwking for. The problem with this market,

already mentioned before, is that the restauramtsaher run on the family basis, in small
scales and the company would then have to invesif liime in the first faze of searching for

the restaurants. Another limitation of this marisethat it still has not been well developed
and spread and therefore the market is not biggintmumake high profits. But it could serve

as a base to build on later on.

Reaching the slow food market is from my point igw harder. | encountered more problems
related to this market in the sense of unwillingnés provide any information. There is a
general diffidence and rather shy attitude to mtotbe secrets of each pizzeria. For this
reason the product of the mixture for pizza doughuld not be accepted by the owners of
pizzerias. The reputation of each pizzeria is large extent built on the quality of the dough
and related claims. Accepting the mixture for pizlcagh would mean that the pizzeria is
facing a risk of detection that they are not prepathe dough in the traditional way but

rather in a convenient way. That could cost thelmsa of good reputation and consequently
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their customers. Another thing related to thishit toften pizzerias are not only making their
own dough basis but also their own tomato saucat [Baves a space for only the spices to be
applied on the slow food market. Zeelandia shoutigkt about the best strategy before
approaching this market. The first contact could&kenthe difference in either being refused or
not. For that purpose Zeelandia could highlightatleantages of its products comparing to its

competitors in terms of quality, price, convenientese, delivery conditions etc.

5.3. Analysis of the questionnaire data

There are two possible ways of showing to whatrexiey sample is representative. First |
used the whole sample of 143 respondents and asdduthe frequencies for each of the
demographic variable and compared the values Wélaverage values for Czech Republic.
Second | made additional division into five regidmssed on the geographic information
about the respondents; Pisk&y region, Sedaesky region, Jihgesky region, region
Vysacina and region of the capital Prague. However, thigsion was tackling with a
problem of unequal sample size. Therefore | groupedregions Plzesky, Stedaiesky and

Vysoéina to create a three-region area with similar darsjze as the other two regions.

Map 1:Map of the regions in Czech Republic
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Source: Czech Statistical Office
An additional sub-division of the data can be dbased on the size of the town or the city
respondents come from. | classified four groupsgistafrom villages and small towns up to
10 000 inhabitants, middle-sized towns up to 60 i@@@bitants, big cities with the population
up to 400 000 inhabitants and the capital city asparate group.

5.3.1.To show to what extent my sample is representative

According to the data collected and data publisbgdThe Statistical Office of Czech

Republic, | generated frequency tables in SPSS ¢asnre to what extent my sample is
representative using four factors: average agedeagedistribution, the highest level of

education reached and family size.

The characteristics of the whole sample

The sample is slightly in favor of women as 60%albrespondents are female. These values
could be still considered as representative aszecll Republic the gender distribution is

51.3% for female and 48.7% for male. Talking akibetage distribution, the majority of my

sample are respondents in between 25-34 years¥¥0The average age of my sample is
therefore pushed down to a value slightly highantB7. In comparison to the average age in
the universe (39.5) the value can be considereg@mesentative. Household size is on the
other hand slightly higher than the average vatuéhé universe (2.9 comparing to 2.6 in the

universe). But this value can be also consideredepsesentative. The only variable that
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cannot be considered as representative is therdfi@reeducation distribution. Due to the
constrained in data collection stage, as explaingde Methodology, the sample consists of
over 50% respondents with university degree (fa¢ Htatistical tables and graphs see

Appendix 7).

The characteristics of the three reqgion areas

Statistics of Jiha&tesky region
(see Appendix 8 for the statistical tables)

The average age in Jikesky region i39.4 The average age from my sample belongs to the
second age category (35-44) and therefore is almching the value of 40. | can say that the
sampleis representativein the matter of average age. The gender distabus not exactly
corresponding with the percentage in the univdrsé still can be taken as representative
one. Considering the education levels achievedsémeple is biased ambt corresponding
with the percentage in the universe The two most significant differences are in the
percentage of skilled workers (4.3% in my sampld @56.70% in the universe) and the
percentage of people having university diploma{8% in my sample and 9.28% in the

universe).

| have to raise the questionwhat the differences mean for the results of mgaeh.| can
assume that the pizza consumption is more usuéinvibe group of people having higher
education rather than among skilled workers. Int tase the differences would not present
such a bias. Moreover, my total sample includegespondents with university education
comparing to only 6 skilled workers. Therefore nsgamption can be partly proved by this
fact.

Considering the family size the samplenst corresponding with the universe average

values as the family size is higher than in theverse.

Statistics of three-region area
(see Appendix 8 for the statistical tables)

The average age calculated as the average valwetifie three regions is 39.7. On basis of
this fact Icannot prove that my sample is representativen this matter because the average
age of my sample is in between 25-Biither the gender distribution is representativefor

the three region area. The same bias occurred the iprevious region within the education
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level. In this case the percentage of people haspegialized high school education is much
higher than the average value as well as the pexgerof people with university education.
Therefore there could be an influence of this f&mnsidering the people with university
diploma the problem is not that big, but possibféuence of the heavy distribution of people
with specialized high school education cannot bienesed that easily. Considering the family
size, the samples representative the average value is 2.78 and that could be dereil as a

representative value comparing with the averagelyasize in the universe.

Statistics of Prague region (the capital)
(see Appendix 8 for the statistical tables)

The average age in Prague region is 41.7. Compdrtoghe average age from my sample |
can still say that the sampkerepresentative The gender distribution in my sample does not
correspond with the average values present in ineerse. Therefore the samplannot be
considered as being representativm this manner.

The education levels presented differ a lot inghecentage distribution from the distribution
in the universe. For this reason | cannot takestlraple as representative one. The bias is
again in the percentage of the university-educegsdondents as well as of respondents with
general high school education. In this case thegmage in my sample is too low comparing

it to the universe.

5.3.2. Frequency tables of the pizza consumption an  d the situation
of pizza consumption

According to the SPSS graphs and tables Czech swrswof pizza are most often consuming
pizza once to three times a week. When lookindhatseparate outlets, the most frequently
used outlet is the slow food market with pizzeridso the market share of pizzeria is the

largest one overreaching 50 percent of the whaegomarket.

Figure 5:Market Share of each outlet

Total
Outlet Frozen pizza | Fast food Pizzeria market
Frequency 92 59 186 337
Market share (%) 27.30 17.51 55.19 100.00
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In addition, comparing the fast food and the fropeaza market where the number of pizzas
consumed in an average month is fluctuating mdsttyveen 0-1 and sometimes reaching the
value of two, in pizzeria outlet the number of pigzconsumed in an average month is
fluctuating mostly in between 1-2. While the freqaies on the fast food and the frozen pizza
market are reaching the maximum value of four pentm, in pizzeria outlet the maximum
number is six per month.

The most preferred situations when Czech consugtarese pizza are related to the time
constraint. The most frequent answer was randorswuoption rather than on a regular one.
The second most frequent answer was the situati@nwhey have lack of time and the third
one was dinner in weekdays. | believe that allthree situations have the time constraint in
common. However there are differences in the peefse of pizza consumption across the

different outlets (see point 5.3.4.).

5.3.3.Bi-variate correlation tables of selected demographic
variables

By means of calculating the Bi-variate correlatidmstween selected pairs of variables |
wanted to test to what extent there was correlafitverefore the null hypothesis was testing
that there is no correlation meaning that the t@adables are not influencing each other. |
was testing the correlation between Residency aodsehold income, Residency and
Education, Age and Marital Status, Age and Edunattge and Household income, Age and
Household size, Marital status and Gender, Housebizke and Residency and Household
size and Household income. As | expected positigeetations, | use the one-tailed

Spearman’s or Kendal’s test for calculating theetation coefficients in case of two ordinal

variables, Chi- square test in case of two nommaalkbles and Kruskal Wallis test in case of
mixed variables. Below only the results of the getbtat proved significant correlation are
presented. For the SPSS outputs of all of thenAppendix 10.

Age and Matrital status

To show the correlation between Age and Maritausthused the Kruskal Wallis test and the

outcome of the test proved a significant correlatass seen from the table (0,000). The

56



correlation shows that with an increase in Age dls® Marital status changes. Typical
example is that most young respondents are singi@nmhile older respondents are either

married or divorced or widowed.

Marital status and gender

The correlation between Marital status and Gerglsignificant as shown in the table of test
statistics calculating Chi-square. | used a coddfdl indicating male respondents and 2
standing for female respondents. By proving theradttive hypothesis | proved that female
are more likely to be married, divorced or widowtbdn the male respondents. But there
could be another side effect caused by the faat, rtty sample was including more female

than male respondents and that could have influenseich a strong significance level.

Household size and Household income

On the basis of the results shown by SPSS outphle taf Bi-variate correlation, the
correlation coefficient between Household size ahousehold income is 0.249. This
correlation coefficient is significant on the 0.@Vel, as the significance level shown by the
test is lower than 0.05 and equal to 0.01. Theeefowas proved that there is a positive
correlation between these two variables meaningwith the increase of household size also

the household income increases.

Gender and Shopping responsibility

There is a positive correlation between the two agraphic variables. The correlation is
significant on the 0.01 level (0.000) with a coatedn coefficient reaching the value of 0.446.
That proves the alternative hypothesis meaningfdmtle are more likely to be responsible

for the family shopping.

5.3.4.Multi-nominal regression analysis

According to the Figure 6 | apply the step-by-sé@proach of separate regression models for

each group of explanatory variables. First | rumlthear regression analysis with the number
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of pizzas consumed in an average month as the depewariable and six situations of pizza
consumption as explanatory variables. This proaedsirrepeated for each of the outlets.
Second, the pizza attributes are taken in the madelexplanatory variables with the
dependent variables being kept the same, agawafdr of the outlets. In the second step | use
the backward regression method to eliminate thebias that were not proved significant. |
asked for the probability of F between 0.01-0.08%ird, an exploratory backward regression
with all 46 statements as the explanatory variafdegach outlet is run. The outcome of this
analysis provided me with 9 statements with sigaiit coefficients for one or more of the
outlets. These statements are used in the furtBpr kast model consist of demographics as
explanatory variables to see which are proved Bogmt in each outlet. For this purpose
again the backward regression method is appliedd@ly | built up the models to come up
with the final model for each outlet. In this finatep, all explanatory variables with
significant coefficients from the previous step® ancluded. On each of the steps the
hypotheses were tested but the final step is th&t mgportant to see if the variables remained
significant after the merge or not. In each of skeps | ask for the probability of F between
0.01-0.065.

Different situations of pizza consumption across th e three outlets

| used the number of pizzas consumed on each dhtbe outlets in an average month as the

dependent variable and created dummy varidblesach situation of pizza consumption

The linear regression model looked then as follows:
Y=Bo+Pr1*Xs+P2*Xo+Pa*Xa+Ps*Xg+Ps* X5+ Pe* X+ €

Where

Y stands for the dependent variable which is thebasrof pizzas consumed in each outlet in

an average month

X1 represents lunch in weekdayg=1 in case that the respondent is eating pizzhfarh in
weekdaysX;=0 otherwise

Xo represents dinner in weekdays=1 in case that the respondent is eating pizzdiforer
in weekdaysX,=0 otherwise

Xzrepresents lunch at weekenrg:1 in case that the respondent is eating pizzhufah in

weekendsXz=0 otherwise
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X4 represents dinner at weekendgs1 in case that the respondent is eating pizzdiforer in
weekendsX4=0 otherwise

Xsrepresents lack of tim&g=1 in case that the respondent is eating pizzduatgn with
lack of time ,X5=0 otherwise

Xg represents random consumpti®gs=1 in case that the respondent is eating pizzeorahd

Xe=0 otherwise

Bo, B1, B2, B3, B4, Ps,Pe # 0
and withE€§) =0

Table 1:0Overview of the coefficients and P-values of thetaations in the three outlets

Situation/ R square/n Pizzeria Frozen pizza Fast food
Coeff. Sign. Coeff. Sign. Coeff. Sign.
Constant 0.000 1.000 0.000 1.000 0.00¢ 1.00
Lunch in weekdays 1.800 | 0.000 0.500 0.188 0.800 | 0.013
Dinner at weekdays 1.444 | 0.001 1.000 0.003 0.481 0.080
Lunch at weekends 1.200 | 0.037 0.400 0.375 0.000 1.000
Dinner at weekends | 1.400 | 0.004 0.400 0.292 0.100 0.753
Lack of time 1.071 | 0.018 0.929 0.010 0.143 0.633
Randomly 1.343 | 0.001 0.586 0.056 0.500 0.052
Adjusted R square 0.071 0.059 0.059
n 143 143 143

According to the results shown in Table 1 there differences in the situations of pizza
consumption across the outlets. In the regressiodets of fast food and frozen pizza outlet
only two or three predictors were significant hutthe model of the pizzeria outlet all of the
coefficients of all predictors were proved to bgndicant.

In case of the Fast food outlet, consumers wh@igat as Lunch in weekdays consume 0.8
pizzas more than the others. If consumers eat paromly they consume half a pizza more
than the others in an average month. In the frq@ema outlet, the consumption of pizza
increase by one if a consumer eats pizza for Dinmeareekdays. Another situation that leads
to an increase of pizza consumption is the sitnatuith lack of time. In that case, pizza
consumption in the frozen pizza outlet increaseD®29. Last situation with significant
coefficient was random consumption causing an asmeof half a pizza. The occurrence of
the situation with lack of time is most probablygalthe reason for the occurrence of the
situation of Dinner in weekdays as most of the aomers are working and therefore do not

have much time for preparing their evening meakse $ame reasoning can be applied also in
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the case of the fast food pizza in relation to Lutime in weekdays. That is also a situation
when a consumer tends to search for a quick andeocsent way of eating due to the limited
time for a lunch break. In the case of both outlgts results confirm my hypotheses; H3 for
the frozen pizza outlet and H4 for the fast footedyfor the hypotheses see point 2.4.).

R squares of the models reached 6 percent of emgularariance meaning that there is some
influence by the situation of pizza consumption Adthough for the final conclusion the
hypotheses were tested again on the merged level.

Interesting is that in case of pizzeria all theuaitons had significant coefficients. The
situation with the highest value of B is Lunch ieekdays. If a consumer eats pizza as Lunch
in weekdays he tends to consume 1.8 pizzas moredtheer consumers. If a consumer eats
pizza as lunch and dinner in weekdays and at wekskeghe pizza consumption overreaches
the consumption of the others by nearly six pizBysthis model | can explain 7.1 percent of
the variance present. Additional tested is procgedesee if the situations remain in the final

model or not.

Different pizza attributes’ preferences across the three outlets

Second, the predictors taken into the model vileeepizza attributes The pizza attributes

have a form of scale with a scope from 1 to seveasuring the importance of each of them
in each of the three outlets. | entered all 15hefm and run the backward regression method
to see which of them have significant influencelos pizza consumption in each outlet.

The linear regression model had a form of 15 ptediowith the dependent variable being the
number of pizzas consumed in an average monthcim @atlet. The same conditions as in the
previous model were assumed

Fast food outlet

Table 2:Overview of the coefficients and P-values of the pza attributes in the Fast food

outlet
Pizza Attribute/R square/n Coefficient Significance level

Rich topping -0.095 0.088
Type of topping 0.048 0.210
Crunchiness of dough -0.073 0.216
Used spice -0.029 0.485
Hot taste 0.094 0.000
Italian quality and tradition -0.066 0.008
Type of the dough 0.060 0.245
Large diversity in toppings 0.164 0.000
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Ease of consumption -0.059 0.062
Possibility to save the rest of your pizza for fat: -0.089 0.000
Size of the pizza -0.060 0.163
Quickness of service 0.266 0.000
Aroma 0.112 0.075
Attractive appearance -0.114 0.001
Ease of pizza division for two persons -0.076 0.003
Adjusted R square 0.822
n 143

The consumers of the fast food outlet are chanaekby the preferences of the following
pizza attributes: Hot taste, Diversity in toppirayad Quickness of service that are positively
correlated to the choice of this outlet. That mednas the consumers choosing the fast food
outlet want to be served quickly but still have ftassibility of a choice from a range of
toppings and are able to get a pizza with hot td3te positive and significant correlation of
Quickness of service confirms the hypothesis H4 tte consumers of the fast food outlet are
time oriented (see the hypothesis H4 in the poidt)2The B value of this attribute is
indicating the increase of the pizza consumptiornthis outlet. If the value of importance
equals to 7, meaning that Quickness of serviceeig important for the consumer, he or she
tends to eat 1.9 (7*0.27) pizzas more in an avenagah than other consumers.

On the other hand, Italian quality and traditions$lbility to save the rest for later, Attractive
appearance and Easy division for two persons havaapative coefficients. That defines the
consumers who are not likely to choose this oulfed. consumer prefers Italian quality and
tradition or an attractive place, this consumethan not the one who would choose the fast
food outlet. Consumers are aware that the fast foatiet is serving rather convenience
products than a high quality Italian pizza. In a&ddi, the pizza in this outlet is cut into
smaller convenient pieces. That explains the negatoefficient of Easy division for two
persons as well as the possibility to save thefoedater. Fast food outlets are practical rather
than attractive and therefore the negative coefliiciof Attractive appearance is a
confirmation of that. With an increase of the intpoce of Attractive appearance by one the
consumption of pizza of consumers in this outletrdases by 0.114. That gives a
confirmation of the hypothesis H5 on a 0.001 lefesignificance (for the hypothesis H5 see
the point 2.4.).

Frozen pizza outlet (supermarkets)
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Table 3:Overview of the coefficients and P-values of the pza attributes in the frozen

pizza outlet (supermarkets)

Pizza Attribute/R square/n Coefficient | Significance leve
Rich topping 0.126 0.000
Type of topping 0.017 0.693
Crunchiness of dough -0.075 0.032
Used spice -0.037 0.465
Hot taste 0.013 0.728
Italian quality and tradition 0.078 0.013
Type of the dough 0.001 0.978
Large diversity in toppings 0.036 0.399
Ease of consumption 0.140 0.000
Possibility to save the rest of your pizza forit jte -0.027 0.516
Size of the pizza -0.023 0.542
Quickness of service 0.015 0.663
Aroma 0.094 0.002
Attractive appearance 0.050 0.295
Ease of pizza division for two persons -0.085 0.007
Adjusted R square 0.707
n 143

The pizza attributes that are appreciated by coessirof the frozen pizza outlet are Rich
topping, Italian quality and tradition, Ease of somption and Aroma. These pizza attributes
were positively and significantly correlated to teppendent variable. The positive correlation
of Ease of consumption is supporting one part eftypothesis H1 (for the hypothesis H1 see
the point 2.4.). The B value of this pizza attrdbbuneans that with an increase of the
importance of Ease of consumption an increaseldf pizzas occurs. The positive correlation
of Italian quality and tradition is surprising fore. One possible explanation for that could be
that the consumers know the market and the bramaisare offered. Consequently they
choose the brands that they perceive as high gumbinds. The positive correlatidoes not
support the hypothesis H2 as the hypothesis asswppdsite correlation. Therefore the
hypothesis H2 was not proved on this level of thalysis (for the hypothesis H2 see the point
2.4.)).

The positive correlation of Aroma in relation teetfrozen pizza market can be explained by
the assumption that respondents were thinkingeftibma as the attribute that would lead to
further purchase rather than the attribute perceatehe point of the purchase.

On the other hand, negative correlation appeareelation to Crunchiness of dough and Ease
of pizza division for two persons. The negativerelation of Ease of pizza division for two

persons is a surprising finding. The negative dafti@n can be explained by the possibility
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that consumers eat most often the whole pizza hedefore this pizza attributes is not
important for them. Positive correlation of thigza attribute was tested by the second part of
the hypothesis H1. Therefore this hypothesis wésnaved and half rejected on this level of
the analysis (for the hypothesis H1 see the poih).2

Pizzeria outlet

Table 4:Overview of the coeffs and P-values of the pizzatabutes in the Pizzeria outlet

Pizza Attribute/R square/n Coefficient | Significance leve
Rich topping 0.045 0.627
Type of topping 0.132 0.017
Crunchiness of dough 0.098 0.277
Used spice 0.025 0.752
Hot taste 0.111 0.010
Italian quality and tradition 0.108 0.014
Type of the dough 0.012 0.875
Large diversity in toppings 0.016 0.838
Ease of consumption -0.017 0.762
Possibility to save the rest of your pizza fori jte -0.016 0.734
Pizza size 0.103 0.053
Quickness of service -0.128 0.055
Aroma -0.162 0.051
Attractive appearance 0.158 0.045
Ease of pizza division for two persons -0.036 0.482
Adjusted R square 0.303
n 143

The pizza attributes positively and significanttyrrelated to this outlet are Type of topping,
Hot taste, Italian quality and tradition, Pizzaesend Attractive appearance. | can conclude
that if consumer decides to go to pizzeria, thesara behind this choice are these pizza
attributes; the consumer is looking for a placehvatnice atmosphere, high quality of pizza
with a range of toppings and different sizes. Thsitpve correlation of Italian quality and
tradition supports the hypothesis H6 and this hypsis is then proved on a 0.05 level of
significance (for the hypothesis H6 see the poidt)2The pizza attribute with the highest B
value is Attractive appearance. With an increash@importance of 1 the pizza consumption
increases by 0.158.

On the other hand Quickness of service and Aroneaasr unimportant attributes. If a
consumer has a preference for these pizza attsilihten he or she would choose one of the

other outlets. The negative correlation of Quiclenesservice proves the hypothesis H7 (for
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the hypothesis H7 see the point 2.4.). Though ibeifcance of the coefficient is not
significant to the standard 0.05 level | considex P-value of 0.055 to be sufficient for the
purpose of my exploratory researchhe negative correlation of Aroma is a surprising
finding. It can be explained by the assumption thatrespondents make their choice before
the pizza is served and so before they can snmeebuthma of it. Another possible explanation
of the negative correlation could also be that Amamactually measuring something else than
| though or that the respondents understood thstiguein a different sense than it was meant
to.

Table 5:0verview of the pizza attributes across the threeutlets

: . Pizzeria | Frozen pizze | Fast fooc

Pizza Attribute/R square/n Coofr Coofr Cooft
Rich topping n.s. + n.s.
Type of topping + n.s. n.s.
Crunchiness of dough n.s. - n.s.
Used spice n.s. n.s. n.s.
Hot taste + n.s. +
Italian quality and tradition + + -
Type of the dough n.s. n.s. n.s.
Large diversity in toppings n.s. n.s. +
Ease of consumption n.s. + n.s.
Possibility to save the rest of your pizza fori jte n.s. n.s. -
Size of the pizza + n.s. n.s.
Quickness of service - n.s. +
Aroma - + n.s.
Attractive appearance + n.s. -
Ease of pizza division for two persons n.s. - -

n.s. stands for non significant

Meanwhile some pizza attributes are common for ntbesn one outlet; others were not
proved significant in any such as Used spice arukTof dough. Italian quality and tradition
was proved to be significant in all three outlétsthe frozen pizza and the pizzeria outlet the
correlation was positive meaning that with the @ase of the importance of this pizza
attribute the consumption of pizza changes in Hmesdirection, meanwhile in the fast food
outlet the correlation was negative meaning that rtiore the consumer perceives ltalian
guality and tradition as important the less he oomss pizza in this outlet. Ease of pizza
division for two persons was proved significant fioe frozen pizza and the fast food outlet.
In relation to the fast food outlet it was a logittcome; the pizzas in fast food restaurants are

already sliced and therefore the importance of #itsbute does not increase the pizza
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consumption. In case of the frozen pizza an opposdrrelation was expected but the
negative correlation can mean that consumers eatwtiole pizza and therefore this pizza
attribute is also not of relevance for increasingirt consumption in the frozen pizza outlet.
One pizza attribute showing surprising correlatiemsAroma. This attribute was proved

significant in the pizzeria and the frozen pizzaletubut with opposite correlations than

expected. The results can be explained by diffgpenteption of the respondents than it was
meant to. In case of the frozen pizza market coessiprobably thought about Aroma as an
attribute that would lead to further purchase mdalenn the pizzeria outlet they thought

about Aroma as not important because the decisiontajoing to pizzeria is made before the
Aroma appears. That would mean that the consumeizakria makes the decision before
entering pizzeria meanwhile the consumer of frgziema is more likely to decide on the spot

being stimulated by the last aroma experience.

Different statements indicating lifestyle, habits a nd opinions across the three

outlets

The regression of the statements consists of temssfirst the exploratory analysis was run to
show what statements were proved significant iapasate model for each outlet. In this step
| included all 46 statements although accordinth&éooutcomes of Reliability analysis | could
use the constructs. | decided to keep all of thernac¢kle multicolinearity. A high degree of
multicolinearity produces unacceptable uncertaimtyegression coefficients. | assume that by
including all statements and running the backwagression method this problem will be
tackled in the F change test. Second, all the fsognit proved statements were used in the
later step of merging for all three outlets. Intboases the backward regression method was
applied asking for the probability of F test betw&01-0.07 and controlled by the P-value of
F change. The statements, with a significance high&n 0.05 but lower than 0.065, are
discussed as part of the model. All statement#aagorm of scales using a scope from 1 to 7

according to the extent of agreement with eaclhet

The linear regression model had a form of 46 ptedsowith the dependent variable being the
number of pizzas consumed in an average monthcim @atlet. The same conditions as in the

previous model were assumed

Fast food outlet
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Table 6:0verview of the coefficients and P-values of theazements in the Fast food outlet

Statement Coefficient | Significance
No. level

The statement / R square

In selecting from many types and brands of pigza
5 available in the market, | do not care at all asfo -0.074 0.017
which one | buy.
| don’t perceive convenience products such as
34 frozen pizza or ready-eat meals as healthy and 0.081 0.015
proper.
It is very important to me what type and brand of

37 nizza | choose. 0.080 0.011
My job is time consuming and therefore | don'’t
39 have much time for cooking myself and go often 0.100 0.006
to eat either in restaurants or fast foods.
Adjusted R square 0.127
n 143

Statement 39 confirms the general reason why nosuwners are often buying pizza in fast
food or going into restaurants. The more importatiee time element plays the more the
pizza consumption in this outlet increases. Anotpeof of the time importance is the
situation of pizza consumption that is linked dlsdack of time. Statements 5 and 37 are both
explaining the importance of the perceived quatifybrand. The interpretation of the two
statements says that the consumers of the fast dotldt consider a good brand of the
restaurant they visit. If consumers do not careutibite brand of the fast food restaurant they
do tend to consumer less in this outlet. Accordmghe statement 34 the consumers do not
perceive frozen pizzas and ready-eat meals ashljealtd proper. The same statement
occurred to be positively correlated to the numiepizzas consumed in the frozen pizza
outlet (see tables 6 and 7). In the case of thtddas outlet an emphasis is put on the fact that
fast food pizza does not belong to any of the gsduy is freshly made. On the other hand, in
case of the frozen pizza outlet the meaning of phsitive correlation shows that the

consumers buy frozen pizza for different reasortsofding to(Steptoe et al., 199%here are

several reasons for food choice besides healthihessase of frozen pizza it is the ease of
consumption and quickness of preparation as sugghdiy the pizza attributes that have

significant coefficients.

Frozen pizza outlet

Table 7:0Overview of the coefficients and P-values of théatements in the Frozen pizza outlet
[ Statemen | The statement / R square | Coefficient | Significance |
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No. level

| use convenience products quite often to prepare a

1 0.089 0.029
meal.

9 I am very interested in trying food from different .0.087 0.018
countries.

34 | don’t perceive convenience products such as froze 0.128 0.001

pizza or ready-eat meals as healthy and proper.

41 | switch TV channel stations during commercials. 0.113 0.002

45 | take care during cqmm_erqals because sometinggs th .0.118 0.009
are good source of inspiration.

Adjusted R square 0.159

n 143

Frozen pizza is on the list of convenience fooddpots. Statement 1 is related to this fact. It
says that the more they agree with the statementntbre they tend to consume pizza in the
frozen pizza market than other consumers. Statefeays that the consumers of this outlet
tend to try less food from different countries thather consumers. That could mean that
frozen pizza is perceived by the consumers mora esnvenience food product than as a
foreign food product.

One interesting characteristics of the consumefsoagen pizza outlet is that they do not pay
attention to commercials. The statement 41 is pebjt correlated and in the same time the
statement 45 has a negative correlation coefficb@ntfirming low interest in commercials.
The consumers do not perceive advertisements antmeccials as a good source of

inspiration but rather base their decision on oth#mences.

Pizzeria outlet

Table 7:0Overview of the coefficients and P-values of théagements in the Pizzeria outlet

Statement The statement / R square Coefficient | Significance

No. level

4 Before buying a product, | check the price. 0.172 0.000
My job is time consuming and therefore | don’t

39 have much time for cooking myself and go often 0.110 0.044
to eat either in restaurants or fast foods.

Adjusted R square 0.116
n 143
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There are two characteristics of the consumerszziepa outlet. The first one states that the
consumers are price aware. With an increase aigheement with statement 4 an increase of
pizza consumption occurs by 0.172. This can be @tggp by the fact that customers in

pizzerias have enough time to choose from mentutlarefore they can check the prices of
each meal. Though | cannot say to what extent these their decision on the price. The

statement 39 is related to lack of time for cookamgl therefore a preference for this outlet.

Table 8:0verview of the statements across the three outlets

; | Frozen | Fast
Statement Pizzeria _
. The statement pizza food

0.

Coef. Coef. Coef.

| use convenience products quite often to

n.s. + n.s.

prepare a meal.

4 Before buying a product, | check the price. + n.s. n.s.
In selecting from many types and brands of

5 pizza available in the market, | do not care at|all n.s. n.s. -
as to which one | buy.
| am very interested in trying food from

9 ) . n.s. - n.s.
different countries.
| don’t perceive convenience products such gs

34 frozen pizza or ready-eat meals as healthy and n.s. + +
proper.

37 It is very important to me what type and brand ns. ns. +

of pizza | choose.

My job is time consuming and therefore | don't
39 have much time for cooking myself and go + n.s. +
often to eat either in restaurants or fast foods|

I switch TV channel stations during

. n.s. + n.s.
commercials.

41

| take care during commercials because

45 . o n.s. - n.s.
sometimes they are good source of inspiration.

>

n.s. stands for non significant

Most statements that were proved significant aexifip only for one of the outlets. Only
statements 34 and 39 are shared in two outlethoth cases the correlation is positive.
Statement 34 is related to the perception of frqzemas and ready-eat meals as unhealthy
and not proper meals. It occurs on the outletsalato a certain extent convenience oriented.
Statement 39 is related to gastronomy; the pizzerththe fast food market. As it is stated, it
assumes that consumers tend to eat more pizzase thutlets more the more they agree with

this statement.
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Different demographics across the three outlets

There are eight demographic variables; Genderidmia form of dummy(0O=man, 1=woman);
Age for which dummies were created representingred@ categories of 15-24, 25-34, 35-44,
45-54, 55-64 and 65+; Place of residency expressethe population density. For this

variable dummies were created as well represenm@sgondents from the capital city of
Prague, big cities (60-400 000 inhabitants), migiited towns (10-60 000 inhabitants) and
small towns (less than 10 000 inhabitants). Otleenahraphic variables were Marital status
as well expressed by means of creating dummieglésimmarried, divorced, widowed),

Household size having a form of a scale with a edopm 1-6, Shopping responsibility as a
dummy variable, Household income in a form of seelh a scope from 1-10 and Education
expressed by dummies for Basic school, Skilled enrkseneral high school, Specialized

high school, College and University. To see thenfof the demographics see Appendix 2.

The regression of the demographics consists ofdhee procedure as in case of the statement
of lifestyle, opinions and habits. First the explory analysis was run to show what
demographics were proved significant in a sepanmatdel for each outlet. Second, all the
significant proved demographics were used in ttex ltep of merging for all three outlets. In
both cases the backward regression method wasedpgdiking for the probability of F test
between 0.01-0.065 and controlled by the P-valu& @hange. The demographics, with a
significance higher than 0.05 but lower than 0.@8,discussed as part of the model.

The linear regression model had a form of 25 ptedsowith the dependent variable being the
number of pizzas consumed in an average monthcim @atlet. The same conditions as in the

previous model were assumed

Fast food outlet

Table 9:0Overview of the coefficients and P-values of theathographics in the Fast food outlet

Demographic variable/ R square Coefficient Significance
level

Constant 0.309 0.011
Gender -0.486 0.000
Shopping responsibility 0.279 0.024
The capital city of Prague 0.246 0.035
Single consumer 0.234 0.046
Age category of 45-54 0.386 0.013




Adjusted R square 0.137

n 143

According to the coefficients with significant ldgel can say which consumers tend to
consume more or less pizza in an average month.n€gative correlation of Gender of -
0.486 indicates that women are consuming half aapiess in the fast food outlet than men
do. On the other hand, persons responsible foryfahopping are more likely to consume
more pizzas. In the Bi-variate correlation theres\weoved to be positive correlation between
Gender and Shopping responsibility meaning that aroare more likely to be responsible for
family shopping than men are. In relation to the&ations in this case it means that women
who are responsible for family shopping consumeermezas than women who are not.
Although the consumption of female consumers iregans lower than of male consumers.
The pizza consumption also increases in case lleatdnsumers are from the capital city as
well as in case the consumers are single. Last gephbic characteristic of the consumers
who tend to consume more pizzas are the ones wlimgéo age category of 45-54.
Interesting is that if a consumer is responsiblefémnily shopping which can be related to
Marital status of being single and moreover is friv@ capital city, he or she consumes 0.76
pizzas more than others.

The adjusted R square of the model explains only p&rcent of the variance but there is
certain influence of these demographic variables. the final conclusion further test was

done to see what demographics remained in the chengeel.

Frozen pizza outlet

Table 10:Overview of the coefficients and P-values of theetihographics in the Frozen pizza
outlet

Demographic variable/ R square Coefficient Significance
level
Constant 0.465 0.000
Middle-sized town inhabitant 0.377 0.004
Skilled worker 0.680 0.034
Adjusted R square 0.075
n 143
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Frozen pizza consumers are consuming more pizzeasi they are from Middle-sized town
with a population of 10-60 000 inhabitants. One dgraphic variable with a high coefficient
reaching 0.68 is Education category of Skilled veoriConsumers belonging to this education
category consume 0.68 pizzas more than consumelfs ether education. No other
demographics were proved significant. The adjufestjuare of the model is the lowest of

the three outlets, explaining only 7.5 percenthefytariance present.

Pizzeria outlet

Table 11:Overview of the coefficients and P-values of theetihographics in the Pizzeria outlet

Demographic variable/ R square Coefficient Significance
level
Constant 1.316 0.000
Household size -0.174 0.022
Middle-sized town inhabitant -0.334 0.046
Single consumer 0.454 0.014
Age category of 25-34 0.546 0.011
Age category of 35-44 0.539 0.025
Age category of 45-54 0.536 0.052
Skilled worker 1.018 0.013
Adjusted R square 0.140
n 143

Pizzeria consumers are characterized by a wideerahgge. But more importantly, the same
level of education as in case of the frozen pizatieb occurred significant. Consumers of
pizzerias who are skilled workers consume in anrage month one pizza more than
consumers with other education. Again, single cores tend to consume more than others
also in this outlet. On the other hand, two negatiorrelations are significant; Household size
and Middle-sized town inhabitant. It means thatstoners from larger households tend to
consume slightly less than other consumers. Alsoswmers from Middle-sized towns

consume fewer pizzas in pizzerias than consumenmn fother places of residency. The
adjusted R square explains 14 percent of the w@iahhis value is the highest one of the

three outlets.

Table 12: Overview of the demographics acrosstiteetoutlets
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_ _ Pizzeria Frozen pizza Fast food
Demographic variable/ R square
Coef. Coef. Coef.
Gender n.s. n.s. -
Household size - n.s. n.s.
Shopping responsibility n.s. n.s. +
Single consumer + n.s. +
Age category of 25-34 + n.s. n.s.
Age category of 35-44 + n.s. n.s.
Age category of 45-54 + n.s. +
Skilled worker + + n.s.
Middle-sized town inhabitant - + n.s.
The capital city of Prague n.s. n.s. +
Adjusted R square 0.140 0.075 0.137
n 143 143 143

There are some demographics specific for only oo#ei such as Gender, Shopping
responsibility and The capital city consumer fog thst food outlet, Household size and Age
categories of 25-34 and 35-44 for the pizzeriaetu@ther demographics are common across
two outlets. That is the case of Skilled worker &wdgle consumer that are both positively
correlated to two outlets. Middle-sized town inhabt increases pizza consumption in the

frozen pizza outlet and decreases pizza consumiptithre pizzeria outlet.

Merge of the separate regression models into the fi  nal one for each outlet

The final step is to merge all the selected mottesther with adding the demographics and
see which variables are the most explanatory foin eathe outlets.

The variables that remained in the model afterfithed merge are the ones that can explain
most of the variance. Therefore these can serehdcacterize consumers of the outlets with
pointing out the similarities and specificities edch outlet's consumers. Within this part all
the hypotheses were tested again and either pavegected.
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Fast food outlet

Table 9:Final overview of the explanatory variables of theceonsumers of the fast food
outlet

Variables remained Coefficient | Significance
level
Constant -0.145 0.016
PIZZA ATTRIBUTES:
Hot taste 0.099 0.000
Italian quality and tradition -0.071 0.004
Large diversity in toppings 0.140 0.000
Possibility to save the rest of your pizza for tate -0.080 0.000
Quickness of service 0.261 0.000
Attractive appearance -0.095 0.004
Easy division for two persons -0.074 0.002
DEMOGRAPHICS:
Shopping responsibility | 0.105 | 0.027
SITUATION OF CONSUMPTION:
Lunch in Weekdays 0.181 0.050
It is very important to me what type and brand iaka | 023 056
choose.
Adjusted R square 0.835
n 143

After merging the models | reached Adjusted R sguzfr 0.835. Most of the variance is
explained by the pizza attributes preferred bycagsumers. All pizza attributes from the
selected model remained in the model. Anotherattei with a significant coefficient is the
situation of pizza consumption. For the fast foodei the pizza consumption is increased by
consumers eating pizza during lunch time in weekd@his time of a day is also considered
as the situation with lack of time, as the luncharis time limited. Then the occurrence of
this situation being positively correlated to thepdndent variable together with a positively
correlated Quickness of service proves the hypahdd. The consumers of the fast food
outlet are time oriented (for the hypothesis H4tbeepoint 2.4.).

Last explanatory variable that remained significenshopping responsibility. This variable
had the form of dummies for being or not being thember of family responsible for
shopping. The positive correlation then means ti@atconsumers responsible for the family
shopping are eating more pizzas than other consuiméne fast food outlet.

One variable that could be taken into account &ith056 level of significance is statement

37. This statement is positively correlated meartimgt the consumers of this outlet are
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choosing the fast food restaurants that they pegcas of a good quality. That is an
interesting finding with respect to the fact thilian quality and tradition was in the same
time negatively correlated. It could mean that tb@asumers do not perceive the fast food
restaurants as representatives of Italian quaitity teadition. But they are seeking quality of

the restaurant probably based on their experienddaste.

Frozen pizza outlet

Table 10:Final overview of the explanatory variables of theconsumers of the frozen

pizza outlet
Variables remained Coefficient | Significance
level
Constant 0.096 0.090
PIZZA ATTRIBUTES:
Rich topping 0.110 0.000
Crunchiness of dough -0.072 0.036
Italian quality and tradition 0.085 0.007
Ease of consumption 0.143 0.000
Aroma 0.093 0.002
Easy division for two persons -0.079 0.011
DEMOGRAPHICS:
The capital city | -0.154 0.057
Adjusted R square 0.714
n 143

The final model of frozen pizza consumer reachedviidue of R square of 0.708, lower than
in the case of fast food outlet. This value carcdnesed by the fact that the only explanatory
variables that remained in the model were the patzébutes and one demographic variable.
No statements, certain situation of pizza consumnptdr other demographic variables
remained. That makes frozen pizza outlet speaifithe sense that a consumer can be of any
age category, any income, education, lifestyle €we only thing the consumers have in
common is the preference for the same pizza atésbwhich are Rich topping, Italian quality
and tradition, Ease of consumption and Aroma. Gndther hand, the consumers are less
likely to put importance on Crunchiness of dougt Basy division for two persons. The only
demographic variable that remained says that coestnom the capital city tend to consume

fewer pizzas than consumers from other placessideacy.

Pizzeria outlet
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Table 11:Final overview of the explanatory variables

of theconsumers of the pizzeria

outlet
Variables remained Coefficient | Significance
level
Constant -0.457 0.156
PIZZA ATTRIBUTES:
Type of topping 0.158 0.001
Hot taste 0.100 0.008
Italian quality and service 0.076 0.048
Quickness of service -0.103 0.045
DEMOGRAPHICS:
Household size -0.113 0.060
Single consumer 0.471 0.001
Skilled worker 1.019 0.002
STATEMENTS:
Before buying a product, | check the price. 0.184 .000
| am very interested in trying food from different 0.100 0.011
countries.
Adjusted R square 0.452
n 143

The model of pizzeria outlet has the lowest vali® square, reaching 0.452. That can be
caused by the fact that most of the respondents wigher consumers only in the pizzeria
outlet or in more than one outlet. That could distioe results of the regression analysis.

On the other hand, it is the only model that gigedoser description of the consumers in the
terms of not only the preference for the pizzalaites but also in terms of the demographic
variables and statements of lifestyle, opinion hadits. The consumers who tend to consume
more pizzas in pizzeria are single consumers. Atiagrto the value of the coefficient they
tend to consumer half a pizza more than consunfesther marital status. The coefficient of
Household has negative value. It means that consumigh larger households consume
fewer pizzas than consumers from smaller househofd®ther characteristic of the
consumers is the level of education, in the cas@izderia there was proved a positive
correlation between the dependent variable and skibed workers. It indicates that
consumers who have this education tend to consum@@iaza more in an average month than
consumers with other education. From the pizzéates, the consumers perceive a range or
Toppings and Hot taste and lItalian quality andittaa as important. On the other side,
Quality of service is less important. If a consurperceives this pizza attribute as important,

his pizza consumption decreases of 0.103 with arease of the importance.
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Furthermore the consumers of pizzerias like to klttbe price before choosing their pizza.
But from that | cannot conclude to what extent thage their decision on the price. The last
explanatory variable is new in the model as ingheious step this statement was not proved
significant. Statement 9 says that the consumepszatrias who are interested in trying food

from different countries consume more pizzas th@arsamers without such interest.

6. Conclusions and Discussion

In this part | give the conclusions and answerghi research questions as well as the

overview of the hypotheses. A discussion on theifigs will be held afterwards.

The following research questions are linked togethe

a. What is the estimated model of pizza consumptiarthe Czech pizza market?
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b. What are the main consumer’s drives in choosing ancrete outlet on the pizza
market?
c. Are there different market segments present? And yes, what are the

characteristics of the segments existing on the @eearket?

Throughout my research | collected information d@bweo of the three outlets that served
sufficiently for answering the first research qimst The answers to the questions can be
provided by means of the hypotheses related totwleoutlets; the frozen pizza and the

pizzeria outlet.

H1: Consumers of the frozen pizza market prefer conesite. Convenience in this case

consists of two pizza attributes; ease of conswmpénd ease of pizza division for two

persons.
Pizza attributes Coefficient Significance leve
Ease of consumption 0.143 0.000
Ease of division for two persons -0.079 0.006

H2: Consumers of the frozen pizza market are not loakifor the Italian quality and

tradition on this outlet.

Pizza attributes Coefficient Significance leve

Italian quality and tradition 0.085 0.007

H3: The preferred occasion for frozen pizza consumptia in the situation when

consumer does not have enough of time.

Pizza attributes Coefficient Significance leve
Dinner at weekdays (first step analysis) 1.000 0.003
Dinner at weekdays (second step analysis) 0.083 820.3

H6: Consumers of the pizzeria outlet are looking foretltalian quality and tradition.

Pizza attributes Coefficient Significance leve

Italian quality and tradition 0.076 0.048

H7: Consumers of the pizzeria outlet prefer eating dogcause of the experience and

change and therefore they do not pay attentionfe tjuickness of service.
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Pizza attributes Coefficient Significance leve

Quickness of service -0.103 0.045

Answer to the three research questions in relatioto the frozen pizza outlet:

According to the information provided by Dr. Oetik&ompany that supplies the Czech frozen
pizza market the average consumption of pizza ismottlet fluctuates around 13 millions per
year. From the questionnaire data | found the factbat influence the number of pizzas
consumed in this outlet in an average month. Irasstinat the factors stay resistant also in a
longer period of time. Therefore they can providesaplanation for the yearly consumption.
The explanation of the factors can be given by meainthe hypotheses that were either

proved or rejected. The hypothesis Was testing if consumers of the frozen pizza oulte

or do not prefer convenience. The convenience wpgessed by ease of consumption and
Ease of pizza division for two persons. This hypsth was partly proved and partly rejected
in both steps of the separate model and the mdngaldmodel. It is true that the consumers
give a high importance to Ease of consumption.hikn game time, they do not give a high
importance to Ease of pizza division. That couldamé¢hat the consumers usually eat the

whole pizza and therefore do not perceive thisgaiributes as important. The hypothesis

H2 was testing if consumers of the frozen pizza oybeceive Italian quality and tradition as
important pizza attribute for them. A negative #igant correlation was expected but not
proved. Italian quality and tradition was correthteegatively in both steps of the regression
analysis. It means that the consumers of the catéejuality oriented. The importance of this
can be reflected in buying behavior by buying thenlds that are perceived as a good quality
Italian pizza. Another explanatory factor for thensumption of frozen pizza was tested by

the hypothesis H3the occasion on which frozen pizza is consumée. factor that occurred

as common for the occasions of frozen pizza confommwas the time limitation. The only
situation of pizza consumption that indicated higlpezza consumption than the other
situations was the dinner in weekdays. But neither situation remained in the final model

as significant. Therefore this hypothesis was moved.

Answer to the three research questions in relatioto the pizzeria outlet:

The model of pizza consumption for the slow foodrkea represented by pizzeria was
estimated on the basis of the data collected imallsscale survey. The model of pizza
consumption was divided into the one estimatingdbesumption outside the main season

and in the main season. There is a close relatiphsEtween these two dependent variables as
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the pizza consumption outside the main season ses/an explanatory variable for the pizza
consumption in the main season, besides the totaber of seats. The pizza consumption
outside the main season is influenced by the fixatibers of seats. No influence of the place

of the outlet or other was found.

Moreover, making the same assumption about thaspemse of the explanatory variables
from the model of the number of pizza consumedéfizzeria outlet in an average month |
can find more factors influencing the consumption this outlet. The consumers visit
pizzerias because they want a high quality Itapaza. That is proved by the positive and

significant correlation of Italian quality and tiadn. Therefore, the hypothesis H& proved

on the 0.05 level of significance. They are mokell to be single living in a household with
fewer members. That means that pizzeria is morenoftisited by younger consumers.
Another explanatory variable was the level of etioca in the case of the consumers of

pizzeria most of the consumers were skilled workétgpothesis H7was testing if the

consumers of the fast food outlet make their chbesed on the Quickness of service or not.
This hypothesis was proved on the 0.05 level afigance. It is true that consumer so of the

pizzeria tend to consume more with lower importamaeto this pizza attribute.

Answer to the following research questions in rel@bn to the fast food outlet:

What are the main consumer’s drives in choosing@ncrete outlet on the pizza market?

Are there different market segments present? Angef, what are the characteristics of the

segments existing on the Czech market?

H4: Consumers of the fast food outlet are time orient&the time orientation is indicated by
the pizza attribute of quickness of service as wsllby the preferred occasion for its

consumption.

Pizza attributes Coefficient Significance leve
Quickness of service 0.261 0.000
Lunch in weekdays 0.181 0.050

H5: Consumers do not expect an attractive but ratl@econvenient place that provides them

with a good service.

Pizza attributes Coefficient Significance leve

Attractive appearance -0.095 0.004
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Hypotheses H4 and H5 were testing the factors itapofor the consumers related to the fast

food outlet._The hypothesis H¥as proved to be significant in both parts; tieetiorientation

was indicated by positive significant correlatioh lmoth Quickness of service and the
occasion- Lunch in weekends. The hypothesis H5 teang to what extent Attractive
appearance is important for the consumers. A negaignificant correlation was expected
and confirmed on a 0.01 level of significance. Efere, the consumers do not choose the fast
food outlet because of the attractiveness but rdtrethe quickness of service and other
factors. Those consumers for whom Attractive apgeae is important are likely to consume

less in this outlet.

Answer to the forth research question:

What products from Zeelandia’s portfolio could grama successful entrance to the new

markets?

Zeelandia has currently two groups of products timafld grant an entrance to the pizzeria
and the fast food outlets as described in the pgmit3.. Both of the outlets could serve as
potential new outlets for Zeelandia. There are ntiffgrences between them as well as lot of
similarities. There are obstacles that Zeelandialdvencounter without a closer knowledge.
The obstacles in the pizzeria outlet are relatethéoprotectionism that is omnipresent. In
relation to the fast food market the obstacle & ldw development and consequently little
knowledge about this outlet. Although this studycawered several aspects of the pizza
market, it was focused entirely on consumers. Thesefurther study on competitive

environment should be done. Gaining knowledge nbt about consumers but also about the
competitors could help Zeelandia in selecting thestrefficient marketing strategy. Cost

Benefit Analysis might also strengthen the advasgagnd importance of Zeelandia’s

products. Further it will help Zeelandia to buildteong position within the first negotiations.
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Tilburg, J. van Renselaar, Department of Marketmgl Marketing Research, Wageningen
Agricultural University, October, 1992

Deshpandé,199®eveloping a market orientation, Rohit DeshpandageSPublications,

International Education and Professional Publish@89
QUICK FROZEN FOOD INTERNATIONALQuick Frozen Food International is published
by EW Williams Publications Company 2125 Center Awe, Suite 305, Fort Lee, NJ, USA

Online sources

The Dutch Nutrition Centre (Voedingscentrum, 2000kss-release, available from

www.culiagenda.nl/persberichten/hak.html

(Bureau for the prevention of economic competitit®99)of Czech Republic

CBSCentraal Bureau voor de Statistiek

Web pages used:
http://www.food-info.net/uk/qa/qa-fp55.htm

http://www.food-info.net/uk/ga/ga-fp55.htm

http://www.qgeocities.com/Heartland/Flats/5353/pihistory.html

Quick Frozen Foods Internatiorf@lick Frozen Foods International, October, 2003].8y

Pierce
Cesky statisticky fad (The Czech Statistical Office)

http://www.czso.cz/csu/2005edicniplan.nsf/t/C8003CMD/$File/14090510.pdf

8. Appendixes

Appendix 1: Questionnaire for the starting interviews
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WOLGCENMINGEMN LIMIVERGITEIT
WAL E RN | kIS E R [T

Wageningen University ;
University of South Bohemiain  Ceské Bud éjovice

CZECH PI1ZZA MARKET SURVEY

The aim of this questionnaire is to obtain an ihsigto consumers” preferences of pizza
attributes that are appreciated and realized bguwoers when they decide what to buy. Th
answers will be used in a marketing survey for rhgdis at Wageningen University and th
University of South Bohemia iieské Budjovice.

1. Have you ever eaten pizza in any form? If yespntinue with question No. 2-5, if
no, continue with question No. 6-7. Question 8 isegeral for all respondents.

Yes No

2. What pizza form is most common for you?

Pizzeria Fast food Frozen pizza Home made
3. What are the attributes you appreciate on pizza®or example, attributes of

apples are juiciness, colour, sweetness, kind et€ry to name as much as you can
at the moment.

11°}

4. Can you list the three most important attributeson which you base your buying
decision?

1.

2.

3.

84



5. Is there anything you would lack with respect tgizza itself, packaging etc. that
could possibly enlarge your preference toward thiproduct if it was included?

6. What is the reason that you have never tried ttaste pizza?

7. What would you like to change on pizza productso that they may become more
popular for you?

8. gender

Female Male

Appendix 2: Questionnaire for the research stage of market setation
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The buying behavior and preferences of consumers dhe Czech

pizza market

This questionnaire was made for the purpose of hgsis at Wageningen
University and The University of South BohemiaCiaské Budjovice to carry
out a market survey about pizza market in CzechuBlep All information will

be confidential; no further use outside the survey.

If you have couple minutes, please fill in the ¢joesaire and share
your preferences and opinions on the topic of piz¥au will
contribute to a successful outcome of my survey foses on the
Czech pizza market and mainly on you, its custamers

The questionnaire is divided into three parts:
» The first one is focused on respondent’s preferemcbuying behavior

» The second one contains statements related tonespts lifestyle,
habits and opinions
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» The last part includes some basic geographic anchogephic
information about you as a respondent

Please mark your answer withXan the corresponding part of the table.

Buying behavior and preferences of customers oilC#texh pizza market

1. Do you, from time to time, consume pizza®™ no, fill in the next question and the

guestions No.14-25. ifes carry on with question No. 3.

Yes

No

2. If No, what is the reason for that?

3. If YES, how often in an average month do you caume pizza?

1x 4x
2X 5x
3x More often

4. On what opportunity do you consume pizza most t#n?

Instead of lunch during weekdays Instead of dimheing weekdays
Instead of lunch during weekends Instead of didoeing weekends
When | dont have time haphazardly

Preferences on each of the sub-markets

Czech pizza market is for the purpose of my thasisled into three market segments:
»  Slow foodmarket including pizzerias and Italian restaurants
»  Fast food

87



»  Retail market with frozen pizza products.

5. How often, in an average month, do you eat fromepizza?

0x 4x
1x 5x
2X 6X
3x More often

6. How often, in an average month, do you buy pizza fast food restaurants?

0x 4x
1x 5x
2X 6X
3x More often

7. How often do you go to eat pizza in pizzeriasngluding pizz

as

0x 4x
1x 5x
2X 6X
3x More often

For the following characteristics please chooseadrtke numbers, frorh (not
important at all) to 7 (essentialxhat would best describe your level of
importance of the following characteristics.
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8. If you eat pizza in a pizzeria, how important for you isthe fact that you are given
an appetizer (pizza sticks with herbal butter eto.cut down the waiting time.

Not important at all Essential
1 2 3 4 5 6 7

9. If you eat out of home, how important for you isa the nice and cozy atmosphere in
the place where you eat?

Not important at all Essential
1 2 3 4 5 6 7

10.When you are deciding where to eat pizza, how imptant for you is the
reputation of the restaurant (pizzeria, fast foodgstaurant)?

Not important at all Essential
1 2 3 4 5 6 7

For the following questions please indicate theartgmce of the attributes. Teh
guestions are related to the answers of the preyatt (No. 5-7). Please fill in
answers for the markets that you are consumerasreample if you eat only
frozen pizza, skip to the question No.12 and ddifieh questions No. 11 and

13 etc).
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11. Please indicate the importance of the followgncharacteristics in case you would
decide to go to eat pizza in PIZZERIA:

1- Not important at all
Essential -7

112 3 | 4 | 5 |67

Rich topping

Type of topping

Crunchiness of dough

Used spice

Hot taste

Italian quality and tradition

Type of the dough

Large diversity in toppings

Ease of consumption

Possibility to save the rest of your pizza for fate

Size of the pizza

Quickness of service

Aroma

Attractive appearance

Easy division for two persons

12. Please indicate the importance of the followgnattributes in case you
would decide to buy FROZEN PIZZA: m
B,

L3N

N
NS
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1- Not important at all
Essential -7

112 3 | 4 | 5 |6 |7

Rich topping

Type of topping

Crunchiness of dough

Used spice

Hot taste

Italian duality and tradition

Type of the dough

Large diversity in toppings

Ease of consumption

Possibility to save the rest of your pizza for fate

Pizza size

Quickness of service

Aroma

Attractive appearance

Easy division for two persons

13. Please indicate the importance of the followgnattributes in case you would
decide to buy pizza in a FAST FOOD RESTAURANT:

1- Not important at all
Essential -7

112 3 | 4 | 5 6|7

Rich topping

Type of topping

Crunchiness of dough

Used spice

Hot taste

Italian duality and tradition

Type of the dough

Large diversity in toppings

Ease of consumption

Possibility to save the rest of your pizza for fate

Pizza size

Quickness of service

Aroma

Attractive appearance

Easy division for two persons

14. For the following statements | used a scalsewkn points from Do not
agree at all (1) to Agree completely (7). For eatthe statements please
indicate the level that best represents your degreé
agreement/disagreement with the statement. X




Don’t agree at all

Agree completely

1. luse convenience products quite often to
prepare a meal.

2. |think that Czech people should eat the Czech

food and don’t change the tradition.

3. lvisit only one supermarket to complete my
weekly grocery purchases.

Before buying a product, | check the price.

ok

In selecting from many types and brands of
pizza available in the market, | do not care a
all as to which one | buy.

6. When | go to a restaurant, | often try someth
| never had before even if there is a risk |
won't enjoy it.

ng

7. When | see a new or different brand on the
shelf, | often pick it up just to see what it is
like.

8. Idon’t base my buying decision on price but
rather on different things.

9. I am very interested in trying food from
different countries.

10. | prefer eating out to home-cooked meals fo
the experience and change.

11. Even when | see something | really like, | dg
not buy it unless it is a planned purchase.

12. | often try new products after | see and
advertisement promoting this product.

13. The more often | see a certain ad, the more
acceptable the product becomes to me.

14. When | see something that really interests n
| buy it without considering the consequence

15. | eat convenience food products during
weekends so that | have more time for my
hobbies and family.

16. When | want a product, | buy it without takin
price into consideration.

17. 1 usually don't like kitchen of other countries
more than the Czech one.

18. | read the price tags of the grocery products

buy.
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19. | think that the various types and brands of
pizza available in the market are all very alik

20. | like to wait until something has been prove
before | buy it.

21. Differences among the brands of pizza
available on the Czech market are clear to n

ne.

22. | always buy the product | like without taking
others’ opinion into account.

23. If I like a brand, | rarely switch from it jusi
try something different.

24. Eating the proper home made meal at home
very important to me.

2 iS

25. When | go shopping, | buy things | had not
intended to purchase.

26. | skip over newspaper pages that are mainly
advertising.

27. It is important that others like the produats a
brands | buy.

28. If other people can see me using a product,
often purchase the brand they expect me to
buy.

29. | don't believe in what they say in
advertisements.

30. The most important for me is to feel well wit
products | use over what my friends prefer.

31. | prepare a shopping list before going groce
shopping.

Iy

32. | prefer the home made meals though it is ti
consuming.

me

33. We do not go to eat out regularly but only of
special occasions.

34. | don't perceive convenience products such
frozen pizza or ready- eat meals as healthy
proper.

as
and

35. We should have a respect for traditions,
cultures, and ways of life of other nations.

36. | shopped back and forth between several
different stores before choosing where | now
do most of my grocery shopping.

37. It is very important to me what type and bra
of pizza | choose.

38. | like to experiment with new ways of doing
things.

39. My job is time consuming and therefore | dg
have much time for cooking myself and go
often to eat either in restaurants or fast food

n’t

)

40. It is fun to buy spontaneously.

41. | switch TV channel stations during
commercials.
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42. | would rather stick with a brand | usually buy
than try something | am not very sure of.

43. | rarely buy the same brands as my friends or
family.

44. | know what products | am going to buy before
going to the supermarket.

45. | take care during commercials because
sometimes they are good source of inspiration.

46. | often consult other people to help choose the
best alternative available from a product class.

Background information:

1. What is your gender?

male

female

2. What is the place of your residence? (city, towrvillage)

3. What is your marital status?

Single

married

divorced

4. Which age group according to the following categries do you belong to?

15-24

25-34

35-44

45-54

55-64

65+

5. Are you the main person in the household who isesponsible for family

shopping?

Yes
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No

6. How many members live in your household?

1 2 3 4 5 6 and more

7. What is the highest educational degree you achied?

Basic school

Higher without graduation

Specialized high school with graduation

General high school with graduation

College

University

8. Which of the following categories does your fartyi income belong to?

Less than 15 000 35 100-40 000
15 000-20 000 40 100-45 000
20 100-25 000 45 100-50 000
25 100-30 000 50 100-55 000
30 100-35 000 more

Appendix 3: Reliability Analysis

Table 3.1:Reliability Analysis of The exploratory tendenciesn consumer behavior scale
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Cronbach's

Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
.552 .552 6

Table 3.2:1nter-ltem Correlation Matrix

Q.14 6 Q.14 7 Q.14 20 | Q.14 23 | Q1438 | Q.14 42
Q.14_6 1.000 .161 .207 .101 .388 .305
Q.14_7 .161 1.000 .020 .094 .164 .220
Q.14_20 .207 .020 1.000 101 .193 .252
Q.14_23 .101 .094 101 1.000 -.153 218
Q.14_38 .388 .164 .193 -.153 1.000 279
Q.14_42 .305 .220 .252 .218 .279 1.000

Table 3.3:Reliability Analysis of the reduced model

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
579 584 5
Table 3.4:Inter-Item Correlation Matrix
Q.14 6 Q.14 7 Q.14 20 | Q.14 38 | Q.14 42
Q.14_6 1.000 .161 .207 .388 .305
Q.14_7 161 1.000 .020 .164 .220
Q.14_20 .207 .020 1.000 .193 .252
Q.14_38 .388 .164 .193 1.000 279
Q.14_42 .305 .220 .252 .279 1.000

Table 3.5:Reliability Analysis of The preference of conveniece in daily life scale

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
.706 .706 8

Table 3.6:1nter-Item Correlation Matrix

Q.14 1 Q.14 10 Q.14 15 Q.14 24 Q.14 32 Q.14 33 Q.14 34 Q.14 39
Q14 1 1.000 .034 436 .065 .199 .140 .133 .033
Q.14_10 .034 1.000 .206 .245 .350 .254 .060 .244
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Q.14_15 436 .206 1.000 .185 .340 .201 .216 .138
Q.14_24 .065 .245 .185 1.000 .645 .187 311 125
Q.14_32 .199 .350 .340 .645 1.000 .357 .360 .220
Q.14_33 .140 .254 .201 .187 .357 1.000 .228 .366
Q.14_34 .133 .060 216 311 .360 228 1.000 .184
Q.14_39 .033 244 .138 125 .220 .366 .184 1.000
Table 3.7:Reliability Analysis of Impulsive buying tendencyscale

Cronbach's

Alpha Based

on
Cronbach's Standardized
Alpha ltems N of ltems
591 .595 6
Table 3.8:Inter-Item Correlation Matrix
Q14 11 | Q1414 | Q1425 | Q1431 | Q.14 40 | Q.14 44

Q.14 11 1.000 127 .158 .248 124 173
Q.14_14 127 1.000 .182 .155 .349 .263
Q.14_25 .158 .182 1.000 -.004 .369 .093
Q.14_31 248 .155 -.004 1.000 119 427
Q.14_40 124 .349 .369 119 1.000 .169
Q.14_44 173 .263 .093 427 .169 1.000

Table 3.9:Reliability Analysis of the Brand consciousness ate

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
.629 .622 4

Table 3.10inter-Item Correlation Matrix

Q.14 5 Q.14 19 Q.14 21 Q.14 37
Q.14_5 1.000 .105 344 482
Q.14_19 .105 1.000 .237 152
Q.14 21 .344 .237 1.000 428
Q.14_37 482 152 428 1.000

Table 3.11Reliability Analysis of The price susceptibility sale
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Cronbach's

Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
484 495 6

Table 3.121nter-ltem Correlation Matrix

Q.14 4RECO | Q.14 _16 RE | Q.14 18 RE
Q.14 3 DED CODED CODED Q.14 8 Q.14 36
Q.14_3 1.000 -.105 -.079 -.079 .041 -.156
Q.14_4RECODED -.105 1.000 .230 .634 .159 .352
Q.14_16_RECODED -.079 .230 1.000 .091 .347 .289
Q.14_18 RECODED -.079 .634 .091 1.000 .069 .234
Q.14_8 .041 .159 .347 .069 1.000 .076
Q.14_36 -.156 .352 .289 234 .076 1.000

Table 3.13Reliability Analysis of the reduced model

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
.630 .623 5

Table 3.14Reliability Analysis of The cultural openness scal

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
.480 483 4

Table 3.15inter-Item Correlation Matrix

Q.14 2 Q.14 9 Q.14 17 Q.14 35
Q.14_2 1.000 .089 278 .096
Q.14.9 .089 1.000 .237 .208
Q.14_17 278 .237 1.000 228
Q.14_35 .096 .208 .228 1.000

Table 3.16Reliability Analysis of The advertisement influene scale
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Cronbach's

Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
.684 .696 6

Table 3.171nter-ltem Correlation Matrix

Q14 12 | Q1413 | Q1426 | Q1429 | Q.14 41 | Q.14 45
Q.14 12 1.000 405 .213 175 .107 .313
Q.14_13 405 1.000 2277 .294 2244 437
Q.14_26 213 2277 1.000 2244 .294 .368
Q.14_29 175 .294 2244 1.000 .187 .206
Q.14_41 .107 244 .294 .187 1.000 .379
Q.14_45 .313 437 .368 .206 .379 1.000

Table 3.18Reliability Analysis of The interpersonal influence scale

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Iltems N of ltems
.661 .659 6

Table 3.19inter-Item Correlation Matrix

Q.14_30_RE
Q.14 22 Q.14 27 Q.14 28 Q.14 43 Q.14 46 CODED
Q.14 22 1.000 247 .196 177 .200 .287
Q.14_27 247 1.000 .350 .203 427 .368
Q.14_28 .196 .350 1.000 .093 .330 413
Q.14_43 177 .203 .093 1.000 .015 132
Q.14_46 .200 427 .330 .015 1.000 212
Q.14_30_RECODED .287 .368 413 132 212 1.000

Appendix 4: Bi-variate correlation for the model of pizza comgption



Table 4.1:Correlations between Place of the outlet and Numbef pizzas per day outside

the season
Place_of _the NO_OF_PIZZAS _
outlet OUTSIDE _SEASON
Kendall's tau_b Place_of_the_outlet Corre_la_tlon 1.000 332(%)
Coefficient

Sig. (1-tailed) . 019
N 27 27

NO_OF_PIZZAS _OUTSIDE Correlation .
_SEASON Coefficient 332(%) 1.000
Sig. (1-tailed) 019 .
N 27 27

* Correlation is significant at the 0.05 level (1-tailed).

Table 4.2:Correlations between Number of pizzas outside theeason and Number of

pizzas per day in the season

NO_OF PIZZAS
_OUTSIDE_ NO_OF PIZZAS
SEASON IN SEASON
Spearman's NO_OF_PIZZAS _OUTSIDE Correlation -
rho _SEASON Coefficient 1.000 943(")
Sig. (1-tailed) . .000
N 27 27
NO_OF_PIZZAS _IN_SEAS  Correlation -
ON Coefficient 943(%) 1.000
Sig. (1-tailed) .000 .
N 27 27

** Correlation is significant at the 0.01 level (1-tailed).

Table 4.3:Correlations between the fixed number of sitting faces and the Number of

pizzas per day outside the season

NO_OF_PIZZAS
FIXED_NO_OF_ _OUTSIDE_
SITTING PLACES SEASON
Spearman's FIXED_NO_OF_SITTING_ Correlation
rho PLACES Coefficient 1.000 751(7)
Sig. (1-tailed) . .000
N 27 27
NO_OF_PIZZAS _ Correlation -
OUTSIDE_SEASON Coefficient 751(%) 1.000
Sig. (1-tailed) .000 .
N 27 27

** Correlation is significant at the 0.01 level (1-tailed).

Table 4.4:.Correlation between the total number of seats anthe number of pizzas

consumed per day in the main season
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NO_OF PIZZAS

SEATS TOTAL IN SEASON
Spearman's rho SEATS_TOTAL Correllaltlon 1.000 .834(**)
Coefficient
Sig. (1-tailed) . .000
N 27 27
NO_OF_PIZZAS IN_ Correlation -
SEASON Coefficient 834(") 1.000
Sig. (1-tailed) .000 .
N 27 27

** Correlation is significant at the 0.01 level (1-tailed).

Appendix 5: Linear Regression Model of Pizza Consumption inntiaén season
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Table 5.1:Model Summary

Model R R Square Change Statistics

R Square

Change F Change dfl df2 Sig. F Change
1 .984(a) .968 .968 164.717 4 22 .000

a Predictors: (Constant), Middle_sized_town_outlets, SEATS_TOTAL, Prague_outlets,
NO_OF_PIZZAS_OUTSIDE_SEASON

Table 5.2:Coefficients (the original model)

Unstandardized Standardized _
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) 9.350 6.964 1.343 193
NO_OF_PIZZAS_
OUTSIDE_SEASON 1.044 125 .790 8.321 .000
SEATS_TOTAL .288 141 194 2.043 .053
Prague_outlets 2.673 6.307 .020 424 676
Middle_sized_town_
outlets -4.780 8.264 -.025 -578 .569
a Dependent Variable: NO_OF_PIZZAS_IN_SEASON
Table 5.3:Reduced Model Summary
Model R R Square Change Statistics
R Square
Change F Change dfl df2 Sig. F Change
1 .984(a) .968 .968 164.717 4 22 .000
2 .983(b) .966 -.001 461 2 22 .636
a Predictors: (Constant), Middle_sized_town_outlets, SEATS_TOTAL, Prague_outlets,
NO_OF_PIZZAS_OUTSIDE_SEASON
b Predictors: (Constant), SEATS_TOTAL, NO_OF_PIZZAS_OUTSIDE_SEASON
Table 5.4:Coefficients (original and reduced model)
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
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B Std. Error Beta

(Constant) 9.350 6.964 1.343 193
NO_OF PIZZAS_OUT

SIDE SEASON 1.044 125 .790 8.321 .000
SEATS_TOTAL .288 141 194 2.043 .053
Prague_outlets 2.673 6.307 .020 424 676
Middle_sized_town_ou

tlets -4.780 8.264 -.025 -578 .569
(Constant) 9.288 6.406 1.450 .160
NO_OF_PIZZAS_OUT

SIDE SEASON 1.064 121 .805 8.806 .000
SEATS_TOTAL .284 .135 192 2.096 .047

a Dependent Variable: NO_OF_PIZZAS_IN_SEASON

Appendix 6: Linear Regression Model of Pizza Consumption oetieg main

season
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Table 6.1:Model Summary (original and reduced model)

Model R R Square Change Statistics

R Square

Change F Change dfl df2 Sig. F Change
1 .876(a) .768 .768 25.361 3 23 .000
2 .872(b) .760 -.008 405 2 23 672

a Predictors: (Constant), Middle_sized_town_outlets, FIXED_NO_OF_SITTING_PLACES,
Prague_outlets
b Predictors: (Constant), FIXED_NO_OF_SITTING_PLACES

Table 6.2:Coefficients for both models; the original one andhe reduced one

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) -5.163 10.866 -475 .639
FIXED_NO_OF _
Prague_outlets 2.828 12.521 .028 .226 .823
Middle_sized_town_outl
ets -10.833 16.246 -.076 -.667 512
2 (Constant) -6.647 9.042 -735 469
FIXED_NO_OF _

a Dependent Variable: NO_OF_PIZZAS_OUTSIDE_SEASON

Appendix 7: Frequency tables and graphs of the whole sample

Table 7.1:Descriptive Statistics for all four demographic vaiables
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MARITAL HOUSEH. | SHOPPING HOUSEHOLD
GENDER | RESIDENCY | STATUS | AGE SIZE RESPON. | EDUCATION INCOME
Mean 1.60 2.62 1.75 2.97 2.99 1.40 471 5.34
Std.
Deviation 491 1.074 726 1.244 1.078 491 1.461 2.495
Table 7.2:Gender distribution
Cumulative
Frequency Percent Valid Percent Percent
Valid man 57 39.9 39.9 39.9
woman 86 60.1 60.1 100.0
Total 143 100.0 100.0
Table 7.3:Age distribution
Cumulative
Frequency Percent Valid Percent Percent
Valid 15-24 9 6.3 6.3 6.3
25-34 58 40.6 40.6 46.9
35-44 30 21.0 21.0 67.8
45-54 21 14.7 14.7 82.5
55-64 24 16.8 16.8 99.3
more than
64 1 7 7 100.0
Total 143 100.0 100.0
Table 7.4:Household size
Cumulative
Frequency Percent Valid Percent Percent
Valid 1 12 8.4 8.4 8.4
2 35 24.5 24.5 32.9
3 49 34.3 34.3 67.1
4 37 25.9 25.9 93.0
5 9 6.3 6.3 99.3
6 1 7 7 100.0
Total 143 100.0 100.0
Table 7.5:Education levels distribution
Cumulative
Frequency Percent Valid Percent Percent
Valid basic school 1 7 7 7
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skilled worker

high school
with
specialization
general high
school
college

university
Total

39

15

74
143

4.2

27.3

10.5

5.6
51.7
100.0

4.2

27.3

10.5

5.6
51.7
100.0

4.9

32.2

42.7

48.3
100.0

Appendix 8: Frequency tables of the three region samples
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Table 8.1:The universe values based on the data provided byh& Czech Statistical

Office
Region total population men (%) | women (%) | average age education family size
PRAHA 1169106 47.42 52.58 417 gen. HS, UNI 2.12
Jiho €esky kraj 625267 49.1 50.9 39.8 SW,gen. HS 2.43
REGION X 2192372 49.128 | 50.8720002 | 39.93333333 | gen. HS, basic, SW 2.45
Table 8.2:Percentage of education level achieved in the unrge
Region No. of 15+ Basic Skilled Spec. HS Gen. HS College University
Prague 1012404 15.03 15.38 14.58 31.72 5.41 17.89
Jihocesky 267703 17.46 25.70 20.98 23.87 2.70 9.28
3-region area 1837068 24.28 22.71 18.91 25.44 3.87 7.24

Table 8.3Frequency table of the age category in Jik@sky region

Table 8.4Frequency table of the gender distribution in Jih@&esky region

AGE Valid | Cumulative—»

CATEGORY | Frequenc'| Percent Percent
25-34 34 48.6 48.6 The average age from the sample
35-44 14 20.0 68.6 reaches the value in between 35-44.
45-54 11 15.7 84.3
55-64 11 15.7 100.0
Total 70 100.0

Gender % in the sample % in the universe
Male 47.1 49.1
Female 52.9 50.9

Table 8.5:Frequency table of the education in Jih®esky region

A\ %4

Education Percentage in the sample| Percentage in the universg
Skilled worker 4.30 25.70
Specialized high schoo 24.30 20.98
General high school 11.40 23.87
College 4.30 2.7
University 55.70 9.28

Graph 8.1The average family size in Jihdesky region
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Table 8.6:Frequency table of the age category in the threesgion area

AGE valid | Cumulative
CATEGORY | Frequency| Percent Percent
15-24 8 25.0 25.0
25-34 12 37.5 62.5 The average age is part of the
35-44 4 12.5 75.0 <« | second age category.
45-54 2 6.3 81.3
55-64 6 18.8 100.0
Total 32 100.0

Table 8.7:Frequency table of the gender distribution in the hree-region area

Gender % in the sample % in the universe
Male 40.6 49.1
Female 59.4 50.9

Table 8.8:Frequency table of the education in the three-regn area
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Education Percentage in the sample| Percentage in the universe
Specialized high schoo 40.60 18.91
General high school 15.60 25.44
College 3.10 3.87
University 40.60 7.24

Graph 8.2The average family size in the three-region area
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Table 8.9:Frequency table of the age category in Prague remi

AGE Cumulative
CATEGORY Frequency | Valid Percen Percent

15-24 1 2.4 2.4

25-34 12 29.3 31.7

iggj 182 igg gég —— | The average age of the

5564 7 171 976 sample is in between 35-44.

OVER 65 1 24 100.0
Total 38 100.0

Table 8.10Frequency table of the gender distribution in Prage region

Gender % in the sample % in the universe
Male 26.8 47.42
Female 73.2 52.58

Table 8.11Frequency table of the education in Prague region
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Education Percentage in the sample| Percentage ihe universe
Basic school 2.4 15.03
Skilled worker 7.3 15.38
Specialized high school 22.0 14.58
General high schoc 4.9 31.72
College 9.8 5.41
University 53.7 17.89

Graph 8.3The average family size in the Prague region
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Appendix 9: Basic characteristics of the pizza consumption

Graph 9.1Frequency of the total pizza consumption
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Graph 9.2Frequency graph of the occasion types in pizza camsiption
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Graph 9.3Frequency graph of the number of frozen pizza consuption
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Graph 9.4Frequency graph of the number of fast food pizza esumption
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Graph 9.5Frequency graph of the number of pizzeria pizza casumption
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Appendix 10: Bi-variate correlation analysis of selected demphm@data

Table 10.1Correlation between Residency and Household income

HOUSEHOLD
INCOME RESIDENCY
Spearman's rho HOUSEHOLD_INCOME Correlation Coefficient 1.000 .029
Sig. (1-tailed) . .367
N 143 143
RESIDENCY Correlation Coefficient .029 1.000
Sig. (1-tailed) .367 .
N 143 143
Table 10.2Correlation between Residency and Education
| | RESIDENCY | EDUCATION
Spearman's rho RESIDENCY Correllaltlon 1.000 -.006
Coefficient
Sig. (1-tailed) . 473
N 143 143
EDUCATION Correlation 006 1.000
Coefficient
Sig. (1-tailed) 473 .
N 143 143

Table 10.3Correlation between Age and Marital

status

AGE

Chi-Square
df
Asymp. Sig.

Monte Carlo
Sig.

Sig.

95%
Confidence
Interval

Lower Bound
Upper Bound

51.393
3

.000
.000(a)
.000
.000

a Based on 10000 sampled tables with starting seed 299883525.
b Kruskal Wallis Test

¢ Grouping Variable: MARITAL_STATUS

Table 10.4Correlation between Marital status and Gender

MARITAL_
STATUS GENDER
Chi-Square(a,b) 78.455 5.881
df 3 1
Asymp. Sig. .000 .015

a 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 35.8.
b 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 71.5.
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Table 10.5Correlation between Age and Education

| AGE EDUCATION
Kendall'stau_b AGE Correlation Coefficient 1.000 -.045
Sig. (1-tailed) . 263
N 143 143
EDUCATION Correlation Coefficient -.045 1.000
Sig. (1-tailed) .263 .
N 143 143
Table 10.6Correlation between Age and Household income
HOUSEHOLD
AGE INCOME
Kendall's tau_b AGE Correlation Coefficient 1.000 054
Sig. (1-tailed) . .205
N 143 143
HOUSEHOLD_INCOME Correlation Coefficient 054 1.000
Sig. (1-tailed) .205 .
N 143 143
Table 10.7Correlation between Age and Household size
HOUSEHO
AGE LD SIZE
Kendall's tau_b AGE Correlation Coefficient 1.000 .046
Sig. (1-tailed) . .253
N 143 143
HOUSEHOLD_SIZE Correlation Coefficient .046 1.000
Sig. (1-tailed) .253 .
N 143 143
Table 10.8Correlation between Household size and Residency
HOUSEHOLD_
SIZE RESIDENCY
Kendall'stau_b HOUSEHOLD_SIZE Correlation Coefficient 1.000 -.051
Sig. (1-tailed) . 237
N 143 143
RESIDENCY Correlation Coefficient -.051 1.000
Sig. (1-tailed) .237 .
N 143 143




Table 10.9Correlation between Household size and Householddome

HOUSEHOLD_ | HOUSEHOLD
SIZE INCOME
rSh|cz)earman S HOUSEHOLD_SIZE Correlation Coefficient 1.000 249(*)
Sig. (1-tailed) . .001
N 143 143
HOUSEHOLD_INCOME Correlation Coefficient 249(*%) 1.000
Sig. (1-tailed) .001 .
N 143 143

** Correlation is significant at the 0.01 level (1-tailed).

Table 10.10Correlation between Gender and Shopping responsibil/

SHOPPING_
RESPONSIB
GENDER ILITY

GENDER Pearson Correlation 1 A446(*%)

Sig. (1-tailed) .000

N 143 143

SHOPPING_RESPONSI Pearson Correlation A46(*) 1
BILITY Sig. (1-tailed) 1000

N 143 143

** Correlation is significant at the 0.01 level (1-tailed).
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