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Abstract. This article aimed to determine whether Czech consumers buy more sustainable products in relation to their income level and
the fact that they trust the certificates awarded to sustainable products. To achieve the goal, a quantitative data collection method was
used, a questionnaire survey in which 997 respondents participated (quota sampling) and was implemented from June to September
2020. Subsequently, correlation analysis and Pearson's chi-square were used to process the primary data obtained. The correlation
analysis method was used to determine whether a higher income means that consumers tend to buy sustainable products. The research
results showed that the level of consumer income does not affect the preference for purchasing a sustainable product. Using the second
Pearson chi-square method, it was found that consumers who believe in certificates buy more sustainable products, but the dependence
appeared very weak, according to the result of the contingency coefficient. The research limits can be seen in the fact that only one
research method was used for data collection: a questionnaire survey. For a better and deeper understanding of the consumption
behaviour of Czech consumers in the case of buying/not buying sustainable products, qualitative methods of data collection, e.g., focus
groups, and guided in-depth interviews.
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1. Introduction

In general, sustainable development can be understood as the ability of the present generation to satisfy its own
needs without endangering future generations in meeting its consumption (World Commission on Environment
and Development, 1987).

* This paper is one of the outcomes of the research grant SGS/2019/01 Jadernd, Department of Marketing and
Management at SKODA AUTO University, Mlada Boleslav, and one of the outcomes of the research IVSUPS005 Marketing
communication management for building, maintaining and protecting identity and reputation in the Internet environment,
Department of Tourism and Marketing at Institute of Technology and Business, Ceské Budéjovice.
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Related to this is that we should think about how our consumption affects, for example, the environment. One
thing that negatively impacts our environment is the excessive production of waste. 38,504 thousand tons of
waste was produced in the Czech Republic in 2020, of which 1,781 thousand tons (4.63%) were hazardous, and
36,721 thousand tons (95.37%) were other waste. If we were to apply these data to one resident of the Czech
Republic, then 3,598 kg of all waste would be accounted for. Of this, 166 kg was hazardous waste and 3,431 kg
other waste (Ministry of the Environment of the Czech Republic, 2021a). As for municipal waste in 2020, it
accounted for 14.9% (5,730,000 tons) of total waste production and 536 kg per inhabitant of the Czech Republic
(Ministry of the Environment of the Czech Republic, 2021b).

Due to the excessive waste production in the Czech Republic, it is necessary to find ways to reduce waste
production. One of the ways could be a change in consumer behaviour in such a way that consumers would
focus more on the consumption of sustainable products.

According to Frans Timmermans, Executive Vice-President of the Green Deal for Europe, "It is time to put
aside the "take, make, break and throw away' model that is so damaging to the planet, our health, and the
economy. With sustainable products, consumers will save energy, have broken products repaired instead of
having to replace them and be able to make smart, environmentally conscious decisions when purchasing new
products. This will restore the balance in relation to nature™ (European Commission, 2022a). This idea is also
presented in the Green Paper for Europe, which should ensure a longer life of products, achieved by being able
to repair, recycle and use them again (European Commission, 2022b).

Textile products are one of the two groups of products that have a significant negative impact on the
environment. Between 2000 and 2015, the production of textile products doubled, thanks to the "phenomenon
of fast fashion" (faster change of new fashion styles, increasing offers of collections during the year, lower
prices). The demand for clothing is accelerating, mainly driven by markets such as Asia and Africa. In 2050,
clothing sales are expected to reach 160 million tons, more than three times that of nowadays. This would lead
to an increase in adverse environmental impacts, precisely through the textile industry. This could be reflected
in an increase in oil consumption to 300 million tons in 2050 and an increase in the share of CO2 production to
26%. Between 2015 and 2050, the number of microplastics accumulated in the oceans could be more than 22
million tons, approximately two-thirds of the plastic-based fibres used annually to make clothing (Ellen
Macarthur Foundation and Circular Fibers Initiative, 2017). The negative impacts of fast fashion are rooted in
a linear model. The essence of this model is the low rate of use, reuse, repair, and recycling of textile fibres into
new fibres. In addition, releasing microplastics from synthetic textiles and footwear at all stages of their life
cycle also negatively influences the environment (European Commission, 2022c).

In the case of food, it is interesting to see how consumer choice regarding food can reduce greenhouse gas
emissions. The current value of the average UK diet was found to contain 8.8kg of CO2 per person per day.
This number includes both food eaten and food wasted (after purchase). If meat were excluded from the diet,
the amount of greenhouse gas emissions would be reduced by 35%, if lamb and beef were replaced by pork and
chicken, it would be by 18%, and not consuming food grown in a greenhouse or transported by air brings a
saving of 5% (Hoolohan et al., 2013).

If some products are environmentally friendly, they can be marked with the so-called eco-label after meeting
specific rules and implementing the certification process. These labels are essential for informing consumers
that the properties of the products are compatible with the environment. On the other hand, the many brands
that consumers encounter can lead to different perceptions, understanding, and evaluations of the quality
associated with each brand (Gavurova et al., 2018; Brécard, 2017).

In the case of companies, those that combine economic prosperity, social justice, and environmental quality are
considered sustainable (Ahmad et al., 2022). One of the models that help companies identify, measure, and
integrate social, environmental, and economic impacts into corporate strategy and managerial decisions to
increase profitability successfully is the model of Epstein et al. (2017).
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The activity of sustainable companies is characterized as a sum of procedures, policies, and strategies that are
linked to the above-mentioned social side and benefits supporting the environment, which companies try to
implement to serve the interests of multiple stakeholders at once (Mosca and Civera, 2017; Skare et al. 2024a,b).
The fact that they include sustainability and social responsibility in their business strategies is a necessity for
the survival of any company in the future (Buzzi, 2021; Wei et al., 2021).

Nowadays, companies in the field of their environmental policy are moving to a strategy in which they
emphasize the recycling and reuse of products or revise their production and distribution strategies in such a
way as to use natural resources as efficiently as possible (Krzywda et al., 2021; Yanginlar et al., 2022; Skare et
al., 2023). Environmental innovation improves not only the competitive position of the firm, which is based on
the knowledge and novel activities they offer, but it can also help increase social and environmental
responsibility (Fernando et al., 2019).

Employees represent the social aspect of sustainable development. In this context, the debate about the ideal
development of the quality of the working life of employees and the effort to support the quality of working life
and a healthy lifestyle is being developed in recent times (Sanusi and Johl, 2022; Simionescu et al. 2021).

The fact that the given product was manufactured in accordance with the social aspect aimed at the employees
can be declared on the products through brands such as Fairtrade.

The activities that the company implements within the framework of sustainable development and social
responsibility have a significant and positive effect on the company's reputation, satisfaction, and trust of the
company's customers, and that the company's reputation, trust, and customer satisfaction creates a relationship
between the company's social responsibility and customer loyalty (Islam et al., 2021; Gavurova et al., 2022).

According to Lentjushenkova et al. (2019), reputation is a basic element of intellectual capital and an important
part of a company's value. Intellectual capital includes four parts, namely human capital, business processes,
technology, and intangible assets. Based on the above, the research goal was determined to find out whether
Czech consumers buy more sustainable products in relation to their income and the fact that they believe in the
certificates awarded to sustainable products.

The results of research carried out by the SKODA AUTO University in 2019 and involving more than 1,000
respondents showed that the higher price of ecologically produced products is the reason for not purchasing
them 10% of respondents. More than half of the respondents cannot clearly answer whether the reason for not
purchasing environmentally friendly products is that the products produced in this way are expensive. With
these two groups of respondents, it is interesting to find out whether the decision to buy or not to buy
environmentally friendly products depends on the amount of their income. Therefore, the research question was
set:

1. Does the level of income of consumers influence their preference for purchasing sustainable products?

The same research also showed that less than 4% of respondents purposefully buy products marked with a
sustainability certificate, and more than a third of respondents buy them if the retail unit has them in its
assortment. Based on these results, it would be appropriate to focus on how much consumers trust certificates
guaranteeing sustainability in relation to the decision to purchase these products. Here, the second research
guestion was asked:

2. The more consumers believe in sustainability certificates, the more they tend to buy them.

2. Theoretical background
The literary research is devoted to sustainable products, both environmentally friendly products (green products,

eco-friendly products) and also fair-trade products (Fairtrade products). In addition, the literature review deals
with the issue of insight into certificates for sustainable products.
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The Industrial Revolution 4.0 currently underway means that companies face new opportunities and challenges
related to identifying their roles in the emerging modern smart world (Lewandowska et al., 2023). Thanks to
their unique characteristics, these so-called intelligent companies are better able to cope with technological
innovations and social and cultural problems, as well as compete effectively and develop towards sustainability
(Adamik and Sikora-Fernandez, 2022), which represents both the area of environmental protection and social
area and economic prosperity.

In the case of the environment, some companies use so-called greenwashing. This is the behaviour of companies
that use practices to deceive consumers through legal means of green marketing and production, but in reality,
it is not so. The reason is that these companies are trying to become famous and increase their market share,
sales, and positive perception of them by consumers. On the other hand, fortunately, it seems that consumers
are increasingly aware of these unfair practices of greenwashing companies (Hameed et al., 2021; MacGregor
Pelikanova and Sani, 2023)

Ideas promoting environmental protection are implemented in the marketing strategies of companies in the form
of so-called green marketing. It uses the classic "4P" concept, with pro-environmental social responsibility
(CSR) as a specific brand promotion tool. One of the elements of the 4Ps is price. The research, which was
carried out among 220 Polish respondents, showed that the young generation between the ages of 18 and 34 pay
attention to, e.g., recyclable packaging when purchasing, but on the other hand, the price of these products is a
decisive factor for them in their purchasing decisions. In other words, the importance of the costs associated
with purchasing environmentally friendly products exceeds the benefits of purchasing these products (Siuda,
2022).

In most cases, the price of green products is higher than that of traditional products, which means that these are
premium prices. Pricing strategies used in green marketing are based on a balance and combination of
consumers' price sensitivity and environmental conciseness. Consumers will be willing to pay a higher price if
the perception of the added value of the product is manifested in better performance, function, design, visual
appeal, etc. (Fan and Zeng, 2011), but also in the availability and quality of the products (Biswas, 2016). The
willingness to pay a higher price for environmentally friendly products was confirmed, for example, in the case
of a questionnaire survey, which was addressed to academic staff and students of Sanaa University. This survey
showed that 133 out of 200 respondents are willing to pay more for environmentally friendly products (Al-
Dubai and Develi, 2022).

This attitude of consumers to pay a higher price to buy more environmentally friendly products is sometimes
called green consumerism (Ambec and De Donder, 2022; Dabija et al., 2022). According to the authors Kaviya
and Priyadarshini (2022), this phenomenon is also explained by the fact that consumers, due to environmental
concerns, look for environmentally friendly products that do not harm society.

The essence of the green consumer way of life was also investigated within the framework of research in which
705 consumers from Slovenia took part. This research showed that the consumer's affection for the environment
and the perception of eco-products positively affects the intention of a green purchase (green purchase), which
immediately positively and substantially affects the consumer's purchase of eco-products (Hojnik et al., 2020).

Furthermore, consumers' ethical actions focused on the environment, their moral principles, and green attitude"
have a significant influence on consumer willingness to consume green products, which can subsequently have
a substantial impact on current consumer green consumption (Akhatar et al., 2021; Gallardo Vazquez, 2023).

Another essential element is consumer trust, which influences consumers' decisions to purchase green products
and is a crucial prerequisite for creating a market for these products (Nattaavuthisti and Thogersen, 2017).
According to Ansar (2013), age and education positively affect whether consumers buy green products
compared to socio-demographic variables.

From the point of view of marketers, in addition to price and advertising, product packaging influences whether
the consumer decides to buy green products. In the case of the packaging of any products that are ecologically

123


http://jssidoi.org/jesi/
http://doi.org/10.9770/jesi.2024.11.4(8)

ENTREPRENEURSHIP AND SUSTAINABILITY ISSUES
ISSN 2345-0282 (online) http://jssidoi.org/jesi/

2024 Volume 11 Number 4 (June)
http://doi.org/10.9770/jesi.2024.11.4(8)

friendly to the environment, the green colour is primarily associated. On the other hand, research by
Samaraweera et al. (2021) found that consumers are, on the contrary, willing to pay more for a product with a
white-toned label.

It could be said that consumer purchasing behaviour is considered green when consumers are willing to purchase
sustainable products. These are those products where the processes involved in their creation are considered
green, the supply chain tries to minimize carbon emissions, the packaging of the products is degradable, and the
disposal of the products itself is ecological because it does not have to increase the amount of waste.

In the case of retailing companies, some consumers tend to choose those that focus on selling environmentally
friendly products and various green strategies aimed at waste disposal and recyclable packaging, etc. (Dabija et
al., 2017).

In connection with consumers' green purchasing behaviour, we can mention, for example, the LOHAS group,
which pays attention to the environment and tries to ensure that its behaviour is in harmony with the
environment. The term LOHAS is currently being used for both products and consumers that are
environmentally friendly. For example, this group's consumers buy food in packaging that protects the
environment more than other consumers (Matharu et al., 2020). According to Chirilli et al. (2022), the packaging
is the main factor determining the overall impact of food products on the environment.

Various eco-labels are displayed on the packaging of products that claim to be environmentally friendly. And
precisely, the eco-labelling of products and the promotion of environmentally friendly products are the basic
prerequisites that can affect the consumer's purchasing behaviour (Sedky and AbdelRaheem, 2021). The eco-
label itself is one of the essential tools of green marketing, which helps to distinguish between green
(environmentally friendly products) and "non-green" products. A study by Sharma and Kushwaha (2019) shows
that eco-labelling is an essential criterion for creating consumer trust and their intention to make a green
purchase through the information and knowledge gained by consumers themselves.

Certificates, which are supposed to guarantee that the given product is ecologically friendly to nature, should
affect the consciousness and the consumer's subconscious. Certificates thus become a kind of suggestive method
(means of communication), resulting in the purchase of ecologically certified products (Chaikin, 2015).
According to Majeed et al. (2022) state that among environmentally oriented consumers, there is a noticeable
relationship between ecolabelling and the intention to purchase environmentally friendly products.

More and more consumers have recently chosen food products based on their local or traditional attributes and
whether these products are sustainable and environmentally friendly. Specifically, the food industry has
introduced several strategies to guarantee product quality and sustainability (quality systems and quality marks)
(Jakubowska, 2021).

Furthermore, for a favourable consumer decision to purchase sustainable food, the producer's statements about
sustainability and socially responsible agricultural methods must be included on the labels of agricultural
products (dos Santos et al., 2021).

Fairtrade is a transnational voluntary labelling initiative that aims to improve producers' social, economic, and
environmental conditions in developing countries (Mook and Overdevest, 2020). In other words, Fairtrade and
other voluntary sustainability standards could improve the socio-economic well-being of small farmers in
developing countries and help reduce the negative impacts of agricultural production on health and the
environment (Sellare et al., 2020). Fairtrade brings income to farmers by setting a minimum price, an alternative
form of distribution without intermediaries between commaodities and the world market (Podhorsky, 2015)

According to Becchetti and Michetti (2008), Fair Trade is an innovative value chain that aims to provide primary
producers with higher economic value and social benefits.
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Fairtrade certificates (one of the most popular third-party certifications in the agri-food sector) (Reynolds, 2014)
are often assumed to lead to poverty alleviation in developing countries. The main determinants of economic
growth in poor areas (pro-poor economic growth, i.e., economic development that is directly addressed to the
poor) are trade, investment in human capital, health, and financial development. Fairtrade food certification
highly influences Some of these determinants (Bissinger, 2019).

Fairtrade was created as a reaction of consumers, society, and companies to the production conditions of
imported food. Many studies have focused on investigating the welfare implications of smallholder farmers'
participation in the Fairtrade system and consumers' willingness to pay for Fairtrade products (Van den Broeck
etal., 2017).

Fairtrade can potentially increase market efficiency through linkages between farmers and altruistic consumers
willing to pay a "premium" for certified sustainable products (Durevall, 2020). Research by Bissinger (2018)
regarding the price comparison of fair-trade products and conventional products of producers shows that fair-
trade prices are twice as high as the traditional equivalent.

Another research related to wine carried out by the authors Niklas et al. (2017) associated with the analysis of
the price dispersion of this food in the United Kingdom, i.e., it investigated whether fair trade wines differed
from "non-fair trade" wines. The analysis showed that fair trade wines show less price dispersion than their
counterparts.

The research with 200 millennials from Turkey aimed to find out what influences their willingness to pay
"premium prices" for fair trade products. The study did not show a significant relationship between knowledge
of Fairtrade and the desire to buy these products. On the contrary, it was shown that the willingness to pay for
Fairtrade products was positively influenced by trust in Fairtrade and enthusiasm (like) for these products
(Aksoy and Ozsémez, 2019).

Research by the authors Ruggeri et al. (2021), in which shoppers of a well-known Italian retail chain were
involved, showed that the respondents positively evaluated the introduction of certification on products, as well
as being willing to pay a "premium" price for certified products, and this willingness increased by being given
additional information regarding the Fairtrade system.

The following data collection and data processing methods will be used to answer the above research questions.

For the first research question, a quantitative data collection method, namely a questionnaire survey, will be
used. The correlation analysis method will be chosen to process the obtained primary data.

As with the first research question, the second research question will use a questionnaire survey for data
collection. The method that will be used for data processing will be Pearson's chi-square goodness-of-fit test.

3. Research objective and methodology

A quantitative research method was chosen to answer both research questions: a questionnaire survey. This was
implemented as part of the SGS Jaderna project at the SKODA AUTO University's Department of Marketing
and Management in cooperation with the BehavioLabs research agency. Data collection took place from June
to September 2020 via the Trendaro platform. A total of 997 respondents answered the questionnaire from the
panel of respondents that the research agency has. The sample of respondents was representative, as quota
sampling was used. This guarantees that the distribution of relative frequencies of auxiliary statistical characters
in the sample set corresponds to their distribution in the base set.

After data collection, the data was transferred to Microsoft Excel and coded into statistically measurable
guantities. Afterwards, the data were statistically evaluated using IBM SPSS Statistics.
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The data processing method correlation analysis was used to answer the first research question. Correlation
analysis deals with interdependencies, where the emphasis is primarily on the intensity of the mutual
relationship rather than on examining quantities in the direction of cause and effect. The correlation coefficient
can take on values from — 1 to 1. If its value is equal to — 1, then it is a perfect negative linear relationship. If
the value of the correlation coefficient is equal to zero, then there is no linear relationship. Finally, if the value
of the correlation coefficient is equal to 1, then it is a perfectly pure linear relationship. In this context, it is also
necessary to find out the so-called p-value to test the significance of the correlation coefficient. If this value is
less than 0.05, the correlation coefficient is statistically significant, and the investigated variables have a linear
relationship.

Using the correlation coefficient makes it possible to determine the relationship between two properties.
Even if the correlation coefficient is closer to +1 or -1, it indicates a positive (+1) or negative (-1) correlation
between the matrices. A positive correlation means that as the values in one matrix increase, so do the values
in the other matrix. A correlation coefficient that is closer to 0 indicates no or weak correlation. The test in MS
Excel was used in the following way.
The correlation coefficient equation is:
Xx—x)(y—y)
VI —1)? Xy —y)?

Correl (X,Y) =

where x and y are the mean values of the sample.

The Pearson chi-square data processing method was used to evaluate the second research question through the
CHISQ.TEST function in MS Excell, and also according to the calculation of the test criterion, the critical field,
their comparison, and the Pearson contingency coefficient.

For both procedures, a contingency table of trust values in sustainability certificates and the purchase of
sustainable products were first created in MS Excell. Then, hypotheses HO and H1 were established.

The CHISQ.TEST function returns the value of the chi-square (32) distribution for the given test criterion and
the corresponding degrees of freedom. Using ¥2 tests, it is possible to determine whether the experiment
confirms the predicted results.

When calculating this probability the CHISQ function, THE TEST FUNCTION, uses the %2 distribution with
the appropriate number of degrees of freedom, df. If r>1andc>1,thendf=(r-1)(c-1). Ifr=1andc>1
thendf=c-1orifr>1andc=1thendf=r-1. r=c=1isnotallowed and #N/A is returned.

If the resulting value of the CHISQ.TEST function would be less than 5%, the hypothesis H1 is confirmed.

In the case of the second procedure, the first step was to calculate the test criterion G using the formula:

r

c = Zi(Aij; Ey)’

i=1j=1 y

where:

Ajj = current frequency in i-th row and j-th column
Eij = expected frequency in i-th row and j-th column
r = number of rows

¢ = number of columns
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This was followed by the determination of the critical field according to the formula:

W=G;{G=y2 1« (- DC-1)}

where:

G = test criterion

x2 = significance level
r = number of rows

¢ = number of columns

If the critical field were not fulfilled (the value of the test criterion would not be greater than or equal to the chi-
square at a significance level of 5%), then the established null hypothesis would not be rejected and vice versa.

Pearson's contingency coefficient was used to assess the strength of dependence:

where:
G = test criterion
n = number of measurements

If the value of C is less than 0.3, then this is a weak dependence. If the value of C is greater than 0.3 but less
than 0.8, then the dependence is moderate. In the case of a value of C higher than 0.8, this is a strong dependence.

4, Results

This chapter will present the results based on the above-mentioned methodology and related to individual
research questions.

To answer the first research question, a question was first asked to the respondents as part of the survey, which
had the task of finding out the knowledge of the respondents about the term sustainable product, in other words,
what comes to mind first when the sustainability of the product is mentioned. Respondents had the option to
choose one of the offered answers or to skip the question. This question was followed by a question that asked
whether the respondents bought these products. Only one answer could be selected from the possible answers.
The responses are recorded in Table 1. This table shows that more than half of the respondents (58%) answered
that they sometimes buy them. 31% of respondents do not deal with it, and the rest directly search for them
(11%).

Table 1. Buying preference for sustainable products by Czech consumers

Do you buy sustainable products?
Yes, | am looking for them. 109 11 %
Sometimes. 582 58 %
| don't deal with it. 309 31 %

Source: own processing

From earlier investigations by researchers at the SKODA AUTO University (Jaderna, 2019) and studies from
around the world, it is clear that the most significant reason consumers do not buy sustainable products is their
higher price. Therefore, attention was focused on the level of income and its influence on the purchase of these
products.
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In this context, a correlation analysis was conducted to determine the interdependence of these two variables,
i.e., whether higher income means consumers tend to buy sustainable products. The value of the correlation
coefficient was 0.03. A correlation coefficient that is closer to 0 indicates no or weak correlation.

An important external stimulus for purchasing a sustainable product is the mark with a sustainability certificate,
which is very important for Czech consumers. Research question #2 related to the dependence of the purchase
of a sustainable product on the answer to the question: "Do you trust such certificates?". To this question, the
respondents had the option to answer one of the following options, which were modified for easier interpretation
within the Pearson chi-square test (indicated after the slash):

Yes, most of them guarantee the quality and origin of the product / yes
You can rely on the part of it / partly
No, most certificates say nothing / no

The second question from the questionnaire survey for the need to use Pearson's chi-square was the above
guestion, which related to the purchase of sustainable products. The possible answers offered have been
modified as follows:

Yes, I'm looking for them / yes
Sometimes yes / sometimes
I don't deal with it/ no

The next step for testing needs was to add up the answers "yes" and "sometimes" to the question of whether
consumers buy these products, followed by "yes" and "partly" to the question of whether consumers believe in
sustainability certificates. The given values are shown in Table 2, to which the expected values for further testing

have also been added.
Table 2. Actual and expected values

Actual values
Answer to question No. 1: yes Answer to question No. 1: No
+ partly
Answer to question No. 2: yes 277 138 415
+ sometimes
Answer to guestion No. 2: No 516 66 582
793 204 997
Expected values
Answer to question No. 1: yes Answer to question No. 1: No
+ partly
Answer to question No. 2: yes 357,557673019057 84,9147442232698
+ sometimes
Answer to guestion No. 2: No 501,442326980942 119,0852255767301

Notes: Question No.1: Do you believe in certificates?
Question No.2: Do you buy these products?
Source: own processing

Subsequently, the following hypotheses were established:

HO: If consumers believe in sustainability certificates, they are less inclined to buy them.
H1: If consumers believe in sustainability certificates, they tend to buy them.

The test criterion was calculated with a value of 70.8. The critical area was determined based on the calculation
of x2100s [(2-1)(2-1)], which was 3.84. Since 70.8 > 3.84, it can be concluded that the null hypothesis is
rejected.

To assess the strength of dependence, Pearson's contingency coefficient was used, the value of which was 0.066.
Since C < 0.3, this is a weak dependence.
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The calculation in MS Excel (CHISQ.TEST) gives the value p = 3.79919E-18, i.e. the dependence is also proven
(p < 0.05).

5. Discussion

At the beginning of this article, two research questions were presented, which are based on the goal of the
research, which had the task of finding out whether Czech consumers buy more sustainable products of their
income level and also the fact that they believe in certificates awarded to sustainable products.

To answer the first research question, "Does the level of income of consumers affect their preference to purchase
sustainable products?” the data processing method correlation analysis was used. The relationship was
investigated to determine whether higher income means consumers tend to buy sustainable products. Since the
calculated value of the correlation coefficient is close to 0, there is no weak correlation. It follows that the
relationship between these variables cannot be confirmed. The answer to research question #1 is that the level
of consumer income does not affect the preference to purchase a sustainable product.

To determine this research question was based on the fact that the prices of sustainable products are higher than
those of conventional (traditional) products. One of the studies mentioned in the literature review found that the
price of these products is an important factor in consumers' buying decisions. These were respondents aged 18-
34 (Siuda, 2022), a young generation, and it is possible to assume that they do not yet have the same level of
income as, for example, their parents. On the other hand, research involving students and academics found that
more than 60% of respondents said they were willing to pay more for environmentally friendly products (Al-
Dubai and Develi, 2022).

In any case, it is not possible to clearly state whether it is always true that the amount of consumer income does
not influence the preference to purchase a sustainable product, as it turned out in the research we carried out in
relation to the research mentioned in the literature review.

In the case of the second research question, "The more consumers believe in sustainability certificates, the more
they tend to buy them," the Pearson chi-square test was used, and the following hypotheses were posed:

HO: If consumers believe in sustainability certificates, they are less inclined to buy them.
H1: If consumers believe in sustainability certificates, they tend to buy them.

Since the calculated value of the test criterion was higher than the critical field, it can be stated that the null
hypothesis is rejected. In other words, it can be said that at the significance level of 5%, it was proven that
consumer trust in sustainable product certificates and the tendency to purchase them depend together, and
according to Pearson's contingency coefficient, this is a weak dependence.

Dependence was also demonstrated using a calculation in MS Excel (CHISQ.TEST).

When evaluating the second research question, it can be summarized that consumers who believe in certificates
buy more sustainable products. However, the proven dependence is very weak, according to the result of the
contingency coefficient.

This positive evaluation of the research question fully corresponds with the opinion that there is a noticeable
relationship among environmentally oriented consumers between ecolabelling and the intention to purchase
environmentally friendly products (Majeed et al. (2022).

In the case of the Fairtrade certificate, it can be stated that consumers positively evaluate when the certification

is indicated on the products. Moreover, they will pay a "premium™ price for such certified products (Ruggeri et
al., 2021).
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Based on the research and the research mentioned in the literature searches, the more consumers believe in
sustainability certificates, the more they buy.

Conclusions

Today's society is increasingly thinking about what to do so that its behaviour, which satisfies its own needs,
does not endanger the lives of future generations. It is thinking about, for example, how to achieve that it does
not produce an unnecessarily excessive amount of waste, does not increase greenhouse emissions, strives to
ensure suitable working conditions for employees mainly working in developing countries, etc. In this context,
our company is increasingly leaning towards consuming sustainable products. But what leads her to prefer these
products over conventional ones? What influences her when buying sustainable products? The answers to these
guestions will undoubtedly benefit retailers with these products in their assortment. Based on the above, the aim
of this article was determined, namely, to determine whether Czech consumers buy more sustainable products
based on their income level and whether they trust the certificates awarded to sustainable products.

The research results in part of this article showed that the given product received a certificate declaring
sustainability and not the amount of the consumer's income, which is of fundamental importance for the
consumer's decision to buy a sustainable product. From this research result, retailers can recommend that they
be bold in having products marked with sustainability certificates in their assortment and, in this context, to use
various marketing communication tools intended for consumers supporting sustainable products.

It can be about supporting the sale of sustainable products in the form of in-store, in the form of tastings and
demonstrations, consumer competitions, sampling in the form of inserted advertising in magazines intended for
consumers, as well as a suitable form of merchandising (modification of goods on shelves, fastening of banners,
installation of posters, an appropriate type of presentation, etc.), by placing suitable POP and POS, means on
the sales floor (shelf wobblers, plastic visuals of products, illuminated advertisements, merchandising
accessories) and also by using event marketing. Another marketing communication tool that could be used is
advertising for sustainable products, whether in the media or printed advertising. Furthermore, it could be
personal selling in the form of face-to-face.

The limitation (limits) of the aforementioned research can be seen in the fact that only one quantitative data
collection method was used, namely a questionnaire survey. For a closer understanding of consumers' opinions
and attitudes towards sustainable products, the qualitative method of focus group data collection or guided in-
depth interviews could be used as part of further research. The topic of these data collection methods could be,
for example, what other incentives/motives besides certificates can lead Czech consumers to buy these products.
It can be their belief that these products' production leads to sustainable development, or it will result from their
lifestyle supporting sustainable development, positive experiences, and the availability of these products, etc.
In addition, it is also possible to find out how attitudes have changed after the coronavirus pandemic and
consumers' opinions on whether they will buy and consume sustainable products.
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