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Abstract. The paper describes brand buying behavior of Slovak consumers and their spontaneous 

brand recall. Brands in marketing are used to differentiate products and services and they have an 

important role in consumer purchase decision process. Prior to a purchase the brand can increase 

consumer’s efficiency of perception, processing and storage of information and the makes easier he 

actual purchase decision. A prerequisite to consumers’ buying decision is brand recall – the ability to 

spontaneously retrieve a brand name, which automatically means that these brands are in the 

consideration frame of the consumer. The introduction to brands and brand buying behavior is 

provided at the beginning, followed by brief description of brand recall, then description of research 

methodology is mentioned and finally, research results are presented. The representative research was 

conducted in year 2013 on a sample of 1067 Slovak consumers older than 16 years of age. To 

determine the spontaneous brand recall, the respondents were asked to name at least one brand they 

can recall. Then they were presented with a list of 27 statements concerning their attitudes towards 

domestic and foreign brands and their brand buying behavior. Based on the research results, Slovak 

consumers can be seen as very brand oriented and they care about brands and brands names and they 

make their buying decision based on brands. They prefer to buy Slovak products, but it is sometimes 

difficult to find domestic brands in stores, especially in consumer goods and textiles. There is a need 

to promote production from other industries, because increasing Slovak consumers' awareness of 

domestic products is an important step in increasing sales of Slovak sourced goods and in supporting 

Slovak economy in times of global economic crisis.   

1. Introduction 

Brands are projected values in the minds of customers and without this psychological commitment 

there are just unrecognizable products or services. Therefore brand is commitment and marketers 

need to understand consumer and how his mind works to be able to build a real relationship between 

consumers and products [1]. An understanding of consumer behavior frames a brand’s competitive 

advantage [2]. Prior to a purchase the brand can increase consumer’s efficiency of perception, 

processing and storage of information. The actual decision making activity can be easier because 

brands reduce uncertainty and reduce risk of a purchase and in the post purchase stage, the image 

benefits of brands emerge [3].  

Consumer behavior can be described as determining why, when, how and who buys specific products 

or services. Marketers use the knowledge from psychology and sociology to be able to understand 

how people’s mind works.  Because no matter how similar people are, they make different purchase 

decision and the role of marketers is to find out how they decide and what factors influence their 
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decisions. Thus, the purchase decision process is the same for everyone. One of the most recognized 

models describing consumer’s purchase decision process is a five-stage model form Engel, Blackwell 

and Miniard [4].  

•   Need recognition – it is a psychological process when consumer realizes a gap between his actual 

state and desired stage. The greater the perceived distance, the more likely the consumer 

recognizes the need [5].  

•  Search for information – after recognizing the need, a buyer searches for information that will help 

to satisfy his need. An information search has two aspects – internal information (memory of the 

consumer and previous experience) and external information (information from consumer’s 

surroundings, e.g. friends, family, internet) [6].  

•  Evaluation of alternatives – this stage is a pre-purchase evaluation when consumers compares and 

evaluate criteria and attributes of various alternatives they gathered during information search [7].  

•  Purchase decision – consumer evaluated all alternatives based on his own personal set of criteria 

and narrowed the alternatives down to one [8].  

•  Post-consumption evaluation – after the purchased consumer faces the evaluation of his action, if 

the product or service met, exceeded or is below his expectations.  

Brand awareness can be considered to be a prerequisite of consumers’ buying decision, as it 

represents one of the main factors for including a brand their decision process. Brand awareness is the 

first dimension of the entire brand knowledge system in consumers’ minds, reflecting their ability to 

identify the brand. It is the likelihood that a brand name will come to mind of a customer.  

Brand awareness can be depicted into:  

 Brand recognition - consumers’ ability to confirm prior exposure to the brand when given the 

brand as clue. It is recognition of a given brand among others and it indicates a weak link to the 

brand  

 Brand recall - consumers’ ability to spontaneously retrieve the brand when given the product 

category, the brands are named by the consumer spontaneously. These the brands in the range of a 

customers’ choice when making a buying decision [9].    

Good brand recall and recognition have a numerous desirable effects for a company [10]: 

 the recall of one brand blocks off the other brands from the range of alternatives in which the 

consumer makes his decision, 

 within a set of familiar brands consumers pick the ones better known to them, especially if they 

cannot see any special differences between the competing offerings, 

 brand awareness forms the basis for a clear and attractive brand image,  

 brand recall coupled with high customer satisfaction levels translates into customer loyalty. 

To be able to find out what brands Slovak consumers can recall, what are their attitudes toward 

domestic brands and how their brand buying behavior is, a representative research was conducted and 

partial results from the research are presented in following part of this paper. 

2. Methodology 

The population for the research were Slovak consumers 16 years of age and older. In total numbers it 

is more than 4.5 million consumers. According to the nature of the study and the goal to generalize the 

results for the whole population, in our research we calculated with the confidence level of 95 percent 

(test statistics to this value is 1.96), sample proportion was 0.5 since we wanted the most conservative 

sample size and the permissible error was set to 3 percent, giving us the sample size of 1067. To be 

able to draw conclusions form the research and to get accurate results, quota sampling was used. It 

ensures that chosen subgroups are represented in the sample to the exact extent as they are in the 

population. It is a form of proportionate stratified sampling in which a predetermined proportion of 
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elements are sampled from different groups in the population [11]. The quotas of this research were 

gender, age, education, and income. 

Data was collected from January to April 2013 in Slovakia and the instrument for data collection was 

a questionnaire. Respondents were presented with a list of statements concerning their attitudes 

towards domestic and foreign brands and their brand buying behavior. Likert scales, as a very 

common and easy tool for measuring attitudes, were used in the questionnaire.  

The data for this paper evaluated in form of word clouds for better visualization and cluster 

analysis was performed in order to obtain consumer segmentation based on their brand buying 

behavior.  

3. Research results 

To determine the spontaneous brand recall, the respondents were asked to name at least one brand 

they can recall. There are the 100 most frequent brand names presented in Figure 1. 
 

 
Fig. 1.  Brand recall of Slovak consumers  

Note: Tagxedo 

 

The most recalled brands are sport brands Adidas, Nike and Puma. The most mentioned brand overall 

was Adidas. The second biggest cluster of brands was technological with brands like Apple, Sony, 

Nokia and Samsung. To this cluster also belong, in terms of frequency appearance, Cocal Cola and 

Škoda. Škoda is leading the spontaneous brand recall among car producers, followed by Mercedes, 

Audi and Volkswagen.  In the third biggest cluster are Rajo, Figaro, Nivea, Panasonic, HP, Kia, Zara 

and Orion, meaning the most mentioned Slovak brands were Rajo and Figaro.  Another Slovak brands 

that can be found in the cloud are Coop Jednota, Topvar, Orava and Slovenka. The most known 

clothing brands were Zara, being a leader in this cluster, followed by Tommy Hilfiger, Guess, Mango, 
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Channel and Hugo Boss. Another brands belonging to the 100 most mentioned brands by Slovak 

consumers were Milka, IBM, Microsoft, Ford, Orion, Reebok, Mc Donald’s, L’Oreal, Nestlé, Eta. 

The top of mind Slovak brands were Rajo and Figaro. Rajo is one of the largest Slovak producers of 

dairy products. Rajo is positioned as a modern and strongly innovative company that each year 

presents consumers with new products. Consumers evaluate the name positively according to 

marketing surveys, where, for example, yoghurts and sour milk drinks regularly finish among the top 

places [12]. Figaro is a leading brand of chocolate in Slovakia. Tracing its history back to a factory 

founded in the 19th century, the brand was bought by Kraft General Foods in 1993 and is now a part of 

Mondelez [13]. 

 

 
Fig. 2. Attitudes toward Slovak brands  

Note: Tagxedo 

 

To be able to determine attitudes toward Slovak brands, respondents were asked to name what comes 

to their mind when they hear the expression “Slovak brand“. In order to identify the attitudes, concrete 

brand names recalled by the respondents were eliminated and only their statements are presented in 

Figure 2. The most frequent expression was “quality for reasonable price” followed by “the best 

quality”. Among the top statements were also “fair price”, “Slovakia”, “very good quality”,  

“excellent” and “home made”.  All these statements were positive and connected to feelings for home 

country or high quality of domestic goods. Negative attitudes are represented by opinions that Slovak 

products are “cheap products”, that there is “not enough Slovak goods in stores” and consumers feel 

“lack of domestic brands” and that Slovak products are “often not available”. Other statements 

revealed that Slovak consumers connect domestic brands to their “childhood”, or to “milk industry”, 

“farmers’ products”, “good taste”, “supporting Slovak economy” and “made in Slovakia”. Most of 

the expressions were strongly positive and Slovak consumers think of domestic brads as something 

good, well known to them and products they can rely on and are known for their quality.  
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After determining the brand recall and attitudes toward domestic brands, the respondents were 

presented with statements about their brand preferences. A cluster analysis was performed in order to 

identify main consumer profiles according to their brand buying behavior in terms of foreign vs. 

domestic brands.  Results of the cluster analysis are presented in Figure 3.  

 
Fig. 3. Brand buying behavior clusters  

 

Cluster ”I love Slovakia“ with 23% of respondents 

The most typical feature for consumers in this cluster is their positive feeling for Slovakia and Slovak 

products. They buy these products because they want to support the economy, because they like 

Slovakia and they pay special attention to purchasing Slovak brands. They care where the products of 

their choice were made and they tend to prefer domestic brands over foreign.  

Cluster ”Preferring domestic products“ with 21% of respondents 

Consumers preferring Slovak brands and having positive attitudes towards Slovak products are in 

cluster one. These consumers are very aware of where the products they purchase were made and they 

think Slovak products have better quality, thus they agree foreign brands are more available. The main 

reason for purchasing Slovak products is supporting Slovak economy.  

Cluster ”Do not care about brands“ with 14% of respondents 

Consumers in this cluster do not care about brands. Typical signs for their brand buying behavior are 

having no preferences; no feelings toward domestic or foreign brands and the main reason for 

choosing their brands is price. They prefer cheap products. 

Cluster ”Preferring foreign brands“ with 14% of respondents 

This cluster is typical for positive statements toward foreign brands. People usually do not buy Slovak 

brands and if they do, it is because they want to support Slovak economy. But in general, they prefer 

foreign brands because they are more available and have better quality than domestic brands. These 

consumers are very aware of what they are buying and take their time to find out where their products 

were made.  

Cluster ”Price is important“ with 12% of respondents 
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Consumers in this cluster do not have uniformed behavior and they differ in their attitudes. Most of 

them do not care about brands and price is the main trigger for their decisions. If they decide upon 

brands, than they prefer Slovak products. They do not agree foreign brands are more available than 

domestic. 

Cluster ”Neutral attitudes“ with 16% of respondents 

Neutral feelings toward bands are typical for consumers in cluster five. They do not care about the 

country of origin but they agree foreign brands are more available. They do not have any special 

preferences of requirements concerning brands. These consumers can be seen as neutral in their 

buying behavior and brand preferences.  

4. Conclusion 

When examining spontaneous brand recall of Slovak consumers, the most recalled brands were sport 

brands Adidas, Nike and Puma. The most mentioned brand overall was Adidas. The top of mind 

Slovak brands were Rajo and Figaro, both well established and traditional domestic brands from food 

industry. Slovak consumers connect domestic brands to quality, tradition, fair prices and Slovakia. 

Their primal feelings toward Slovak brands are mostly positive. If they have negative attitudes, that is 

because domestic products are not often available in stores and there is lack of Slovak brands.  

Based on the cluster analysis results, 6 consumer profiles were identified. The biggest cluster ”I love 

Slovakia“ is represented by 23 percent of consumers followed by 21 percent in cluster ”Preferring 

domestic products“, meaning almost half of Slovaks have positive attitudes towards domestic 

products and they buy them because they want to support the economy. 16 percent of consumers have 

“Neutral attitudes”, 14 percent “Do not care about brands” and 14 percent “Prefer foreign brands”. 

The last cluster is with 12 percent of Slovak consumers and “Price is important” for them.  

Slovak consumers are brand oriented, they care about products they buy regardless of the price. When 

they have their favorite brands, country of origin is not important for them and they are willing to pay 

more money for it. The main reason for buying Slovak products is to support the economy and we can 

say that Slovak consumers are very aware of the benefits of supporting domestic production.   

Marketing experts say the economic crisis has had some effect on perception of Slovak consumers 

toward brands – the belief of certain brands names and their promise of quality grew stronger and the 

consumers became more price sensitive and when they give away their money they expect to get the 

desired performance. The crisis made stronger the relation of Slovaks to traditional, established 

brands. Slovaks look for a certain guarantee of quality and certainty. And traditional brands provide 

exactly such a guarantee for them [14]. 
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