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Abstract

Spotfebni chovani zakaznik( stoji dlouhodobé v centru pozornosti vyrobcl i
prodejcl. Znalost vyznamnych faktorl, které ovliviiuji chovani a rozhodovani
spotfebitele, mlZe predstavovat znacnou konkurencni vyhodu. Prispévek
ukazuje sedm hlavnich kritérii, které zvazuji némecti spotrebitelé pfi ndkupu
chleba. Soubor kritérii byl hodnocen 550 respondenty rlznych vékovych
kategorii na pétibodové skale. Jako nejdilezitéjsi se ukdzala chut, nasleduje
kvalita a druh chleba. Naopak nejméné dlleZitou roli pfi rozhodovani o nakupu
hraje velikost bochniku a vyrobce. Vyznam uvedenych kritérii se lehce lisi mezi
starS$imi a mladSimi spotrebiteli.

Abstract

Consumer behavior of customers has long been the focus of manufacturers and
retailers. Knowledge of the significant factors that influence consumer behavior
and decisions can represent a significant competitive advantage. The paper
shows the seven main criteria that German consumers consider when buying
bread. The set of criteria was evaluated by 550 respondents of different age
categories on a five-point scale. The taste proved to be the most important,
followed by the quality and type of bread. On the contrary, the size of the loaf
and the producer play the least important role in the purchase decision. The
significance of these criteria varies slightly between older and younger
consumers.



