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PRODUCT SAMPLING AS A SALE PROMOTION TOOL

Abstract. Product sampling in the retail chains relates fo marketing, it makes part of the in-store marketing, and
it is one of the sale promotion tools. If used to promote the sales of non-durable products, i.e. food. The paper aimed
lo find out how it is perceived by customers of refail chains (consumers) in Slovakia. An essential aspect of the
sampling effectiveness was verified, namely the addressing of pofential customers by the promoters. The arficle
focused on ethical practices during the samplings. The subject of interest was to confirm whether promoters keep
basic ethical and moral principles. The repeated request for sampling was one of the points. The vital aspect of the
sampling ethics was also considered as well as the truthfulness of customer responses fo promoter questions about
the taste of the product. The sampling ethics was judged from both viewpoints of the sampling particjpants. The
questionnaire survey was carried out to meet the goal, and the sampling participants were addressed. The online
questionnaire method was applied, in which 484 respondents were directed. The survey results have shown that
customers perceive samplings positively. Sampling has found its application in Slovakia, and it is a relatively
accessible fool for promotion of sales (also from the viewpoint of producers). The promoter is the major contributor fo
the number of participating customers. The main aspects influencing the level of sampling ethics are the age and
gender of the customers. It s believed that at any time, it is appropriate to verify the ethics of one of the sales promotion
lools — sampling, and at the same time to find out how customers perceive it. The paper contributes fo the area of in-
store marketing. It brings findings focused on the popularity of the sampling in practice, purchasing habits of the
customers, and at the same time, it opens a space for further improvements.

Keywords: sampling, sampling perception, sampling ethics, customers, promoters.

Introduction. The role of the food samplings in the retail chains is the physical presence of the
product. They enable to influence the senses of a person (namely touch, smell, taste and sight) into the
customer's interaction with the product being promoted. In recent decades, researchers' interest in sales
promotion, including sampling, has increased (Amor and Guilbert, 2015). Despite the increased attention,
there are still many areas that have not been sufficiently explored (Bawa and Shoemaker, 2004; Heimanet
et al., 2001). One of them is the perception of sampling from the perspective of customers and the level
of sampling ethics in practice. The presented study focuses on these points.

Samplings offer the opportunity to try (taste) a product that customers might not usually buy
immediately at the time of promotion. The samplings give the producers a chance to present the quality of
their products directly in front of customers (Biswas et al., 2014). Danaher (2017) and Hein (2009) state
that sampling is the most efficient tool on how to reach that customers would try a new product. Sampling
is a targeted sales promotion process defined by the underlying concept (Biswas et al., 2010; Hein, 2009).
Unwanted situations can often occur when a customer interacts with a promoter. These lead to a breach
of the concept of responsible marketing. Responsible marketing is one of the critical elements of success
in business (Boulstridge and Carrigan, 2000; Carrigan and Attalla, 2001). The concept of responsible
marketing at sampling can be disrupted in situations when the promoter explicitly asks for customer
participation despite their initial rejection or when the developer affects the customer in purchasing
decisions. Not only these aspects but also the perception of samplings by customers affects the overall

Cite as: Sedliacikova, M., Kocianova, A., Dzian, M., Drabek, J. (2020). Product Sampling as a Sales Promotion
Tool. Marketing and Management of Innovations, 1, 136-148. http://doi.org/10.21272/mmi.2020.1-11

136



M. Sedlliacikova, A. Kocianova, M. Dzian, J. Drabek. Product Sampling as a Sales Promotion Tool

sampling ethical level. For these reasons, the paper aims to determine the understanding of sampling from
the perspective of customers and the level of sampling ethics in practice. It is assumed that the level of
sampling ethics is linked to the perception of sampling by customers, and therefore the two areas were
joined in this paper. A questionnaire survey was conducted to prove or disprove the assumed claims about
the popularity of sampling and the level of its ethics in practice in the part Methodology and research
methods.

Literature Review. Sampling is an essential promotional tool designed to catch the attention of
customers (and consumers in one) and make purchasing decisions by physical presentation of the
promoted product (Chen et al., 2016). It forms part of marketing, and it is one of the sales promotion tools.
As promoters providing products to taste are an essential part of the sampling, it is considered to be a
humanized sales promotion. The article takes into consideration the sampling of non-durable food
products directly in the stores and retail. Therefore the subject area is the in-store marketing (Jesensky et
al., 2017; Hein, 2009; Biswas et al., 2014).

The importance of in-store marketing is that most purchasing decisions are made directly at the point
of sale, in the store. Approximately two-thirds of purchasing decisions are influenced at the end of the
auction by some of the following factors: price discounts, in-store promotion - including sampling, the
atmosphere in the shop, distribution of sales area, service provided, sell-off of stock and eye-catchers
(Fametal., 2011; Dawes, 2002; Alvarez and Vazquez, 2005). The significance of the purchasing decisions
at the point of sale is enormous and provides a space for further development for the retailers (Fam et al.,
2011).

The food industry is one of the leading employers worldwide. Marketing strategies applied in the food
industry concern many people, influence the price, quantity and quality of foodstuff. Marketing itself allows
customers to make purchasing decisions based on the provided information. It brings together producers,
sellers and customers into one unit (Sadiku et al., 2019; Range and Leaonard, 2016).

In the time of survey of the sampling effect on the behaviour of the consumers, McGuinness et
al. (1995) defined sampling as a supporting promotion tool, through which sellers can influence the
consumer purchasing decisions. To complement the complexity, Hein (2009) states that this sales
promotion tool involves "handing out” a specified amount of products to low-risk and non-committed
customers. Haiman et al. (2001) concluded that sampling could affect the perception of feminized products
in male perception with both short and long term effects of efficiency. At the same time, sampling is a
mean how to offer customers something extra and notably free of charge (Notte, 2011; Laran and Tsiros,
2013).

In the last two decades, supermarkets have become the central place of purchase (He, 2005; Chen,
2013). Their success is driven by customer loyalty, which stems from various methods and tools of sales
support and promotion. It is also derived from the targeted impact on customer purchasing decisions,
especially valid for price-sensitive customers (McNeill, 2006; Chen, 2013). The efficiency and success of
supermarkets are based on two fundamental elements, advertising and sales promotion (Buil et al., 2013).
Food advertising helps build a brand image. It consists of oral communication (or sampling — via a
promoter) and should be accompanied by high costs in the form of promotions, discounts, etc. (Hawkes,
2008; Chen, 2013; Buil et al., 2013).

Lammers (1991) defined the main objective of tastings to raise consumer awareness of a particular
product. Sampling can persuade a consumer to buy a product through a sensory product test before the
purchase itself. At the same time, it helps build a positive perception of the brand, improves the product
awareness at the point of sale and particularly, it leads customers to repeated purchasing, what in return
applies the loyalty effect (Heilman et al., 2011; Chandon et al., 2000; Chen et al., 2016; Alvarez and
Vazquez, 2005). In addition to the above mentioned, the synergic effect applies, through increasing of
interest in the offered product can lead to the increase of interest in similar products in the series,
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assortment and the like, what causes the growth of the market and its image (Fam et al., 2011; Bawa and
Shoemaker, 2004).

In recent years, there has been a rapid increase of interest in sampling by customers, sellers, as well
as producers (Jesensky et al., 2017; Chen et al., 2016). The elaborated overview of problem-solving
shows a broad interest in the topic. Still, there is a significant gap in the examination of sampling ethics by
sampling executors — promoters and customers. In addition to building the image, loyalty and promotion
of the product, the aim of sampling is practically the knowledge about the market and needs of customers.
Their preferences and interests regulate the requirements that must be implemented in the product
function (flavours, new product variations, and the like.) so that producers achieve success (Jesensky et
al., 2017). The objective of the sampling is not only to influence the purchasing decisions but also gain
popularity at the customers.

Individual aspects are closely interrelated, and the popularity of sampling at costumers is linked to the
level of sampling ethics. The critical element is the proper promoter (Jesensky et al., 2017; Bocek et al.,
2000).

At present, responsible marketing is one of the critical attributes of a successful business (Kim, 2019).
Responsible marketing is a means of sustainable success of the producers on the market and subsequent
development (Meler and Dragan, 2014; Mandal and Banerjee, 2018). Within the topic of sampling and
examination of its ethical principles as well as customer perception, the communication factor of social
responsibility is significant that is manifested during the sampling itself. Social responsibility is closely
related to responsible marketing (Meler and Dragan, 2014; Seretny and Seretny, 2012). In this case, the
promoter plays a significant role who bears responsibility during the sampling. Three essential aspects
meet in this issue: responsible marketing, social responsibility and the person of the promoter. Enterprises
that have been working on their brand through a popular product for long years cannot risk that an
irresponsible employee (promote) would undermine their efforts. They have to attract a quality workforce
and talented people who can make the sampling even more attractive for the customers and provide their
high ethical level (Aggerholm et al., 2011; Vetrakova et al., 2018).

The topic of the paper concerns also ethics in marketing. Ethics in marketing deals with moral
principles that accompany all individual operations in the marketing process. Its importance has been
growing at a dynamic pace in recent decades (Sadiku et al., 2019). It is due to the findings of individual
enterprises that ethical problems can disrupt the image and reputation of the business. Trust and customer
relationships are as crucial to success as any other area of management. The impact of the ethic on the
success of the enterprise should not be underestimated. Ethics is closely related to social responsibility.
By following ethical principles, an enterprise will likely become socially responsible. To be ethic means to
do what is right and does not harm the interested parties (Ferrell and Hartline, 2007; Brinkmann, 2002).
Initially, targeted ethical behaviour of enterprises can be costly. As a result of time, there is a synergic
effect, which leads to strengthening the reputation of the enterprise. It provokes further responses to the
competition. Customer action in these cases will not wait long and will manifest in the growth of satisfaction
with the product and enterprise as a whole (Pride and Ferrell, 2006; Brinkmann, 2002; Ferrell and Hartline,
2007).

Methodology and research methods. According to Kozel (2006), the process of marketing survey
consists of a preparatory and an implementation phase. Individual phases include several steps, while the
important ones are stated further in detail.

The preparatory phase consists of defining the problem and the objective and orientation analysis of
the situation and the plan of the surveying project. The implementation phase consists of data collection,
processing of collected data, data analysis, interpretation of survey results and final report together with
their presentation.
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The examined problem is the level of sampling ethics in practice and its perception by customers. The
paper aims to verify the decent level of sampling in practice and to find out how it is perceived by customers
when interacting with the promoter. A questionnaire survey was conducted, which addressed the sampling
participants to meet the stated goal.

The questionnaire consisted of nineteen questions, while the first four were identification questions
(gender, age, region, education). Before the identification questions, a filter question was placed on
whether the person had ever attended a sampling (if the condition was not met, a redirection to thank-you
happened). Other questions concerned the subject matter of the paper, i.e. the sampling perception by
customer and ethics during the sampling. The part about sampling perception built upon the customer
decides to stop or not at the sampling stand in case they spot it in the shop. In the part sampling ethics,
the view of the repeated requests of the promoters to taste was exciting, the pressure to buy the sampled
product. At the question about the taste, it was examined whether the customers answer truthfully in case
they did not like the product. Questionnaire data collection occurred online through a Google form during
the period from November 2018 to March 2019. The questionnaire was placed on various social networks.

The sample size was determined using a mathematical relationship designed to calculate the minimum
number of respondents involved in the survey:

n > 20xa) (1)

The minimum number of respondents in the formula is represented by letter n; the quantity z
represents the reliability coefficient; quantities p and q show the percentage of respondents who know or
do not know about the issue, or who participated or did not participate in sampling in the markets. The
choice of respondents was random, and their participation in sampling was unknown, so it was necessary
to divide the sample of respondents in half so that the product of p and q values is maximal, i.e. 50% to
50%. The value represented by A means the maximum permissible significant error (Kozel, 2006).

For higher reliability of the research (95 %), the value of the z was stated as z=2. The maximum error
value for a representative sample was set at 5%. By substituting the individual values into the formula, the
minimum number of respondents for the reliability of the research was determined (Kozel, 2006):

22x0,5%0,5
- 0,052 (2)

The sample size should have consisted of at least 400 respondents so that the research was 95%
reliable. The return rate of the questionnaires was at the level of 484 completed questionnaires.
Subsequently, the obtained data were processed and analysed by Pearson's chi-square test, which is the
most widely used independence test. In this way, the independence or dependence of the monitored
variables (demographic signs) concerning the asked questions was determined. The null hypothesis is the
assertion that mutually tested variables are independent, i.e. certain variations of x variable do not affect
certain variations of y variable. The test is based on the idea of comparing the numbers of expected and
real values. The test characteristic of the Chi-square test is as follows:

2 _ gk (Xi=Npp? 3
X =17 np, (3)

Following hypotheses were tested at the significance level of 5%, i.e. a (alfa) = 0,05 (Note: majority
means at least 50 % of respondents):
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H1 = It is assumed that the majority of the respondents perceive sampling positively (scale 4 and
more).

H2 = Itis assumed that the majority of customers stop at sampling after addressing by the promoter.

H3 = Itis assumed that the majority of customers do not stop at sampling in case not being addressed
by the promoter.

H4 = It is assumed that the majority of respondents were not forced by the promoter to taste the
product when they once refused.

H5 = It is assumed that the majority of respondents were not pressured by the promoter to buy the
tasted product.

HG6 = Itis assumed that the majority of respondents answer truthfully on the question about the product
taste.

The results of the questionnaire survey were also processed by descriptive statistics and evaluated
using tables. To keep the work clear, only those dependencies that are considered the most important for
the job were taken out from the Chi-square test. Altogether six questions were evaluated, the answers to
the first question (Q1) had to be marked on the Likert scale 1-5 (1 very negative to 5 very positive). The
Likert scale was used to express the attitude of the customers and their preferences to the sampling placed
in the store. The other questions were marked with a yes / no choice based on the nature of the issue.

Results. The results are presented in the way to keep the objective of the paper, i.e. in two parts —
sampling perception by customers and sampling ethics. In the area of the sampling perception by the
customer, the main focus was to monitor in what extent customers perceive sampling and whether they
decide to participate or not when being addressed or not by the promoter. The following questions were
asked in this issue:

Q1: When you see a sampling stand the shop, how do you perceive it on the scale from 1 to 5?7

This question is related to the hypothesis H1 that was formulated based on the affirmations of authors
Kotler et al. (2007) and Jesensky et al. (2017). According to these authors, sampling is very popular by
customers and producers, however less popular by sellers or retail chains. By Vysekalova et al. (2014),
who investigated how the Czech public accepted sampling, the customers received it positively, and it is
trendy there. One-third of the adult population would even welcome more sampling promotions in the retail
stores.

Respondents answered the question on the scale four and more in the number of 267, which presents
55.17 %. Based on this data, the hypothesis H1 has been confirmed, that in most cases, customers really
like sampling and perceive it positively. 35.74 % of respondents expressed a neutral attitude, and only
9.09 % of respondents expressed an opinion that they view sampling negatively — scale two and
less (Table 1).

Table 1. Answers of the customers (Q1)

Type of response on question No. 1 Number of answers
Very negative 13
Rather negative 31
Neither negative nor positive 173
Rather positive 113
Very positive 154

Sources: own editing based on primary data collection.

Itis considered that there is a relatively high percentage of neutral respondents who probably have no
unique experience with sampling but on the contrary, neither negative. It is an opportunity for producers
and sellers to find new ways of sampling, how to catch the attention of customers and make sampling
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more attractive. On the other hand, these respondents can quickly move to the opposite side. For example,
in the case of breaches of ethics by promoter or pressure or different negative experience, they quickly
turn their perception to negative.

Q2: In case you pass a sampling stand in a store and the promoter address you, what do you usually
do?

This question is assigned to the hypothesis H2, which was similar to hypothesis H1 formulated based
on the authors Kotler et al. (2007), Jesensky et al. (2017) and Vysekalova et al. (2014). Based on the
assumption that customers like sampling (as confirmed by hypothesis H1), they like to come along if the
promoter addresses them.

The hypothesis H2 has been confirmed because the majority of the respondents stop at the stand with
sampling when the promoter addresses them. 67.77 % of respondents responded positively. 32.23 % of
respondents expressed negatively. They do not stop at the position even though the promoter directs
them. (Table 2).

Table 2. Answers of the customers (Q2)

Type of response on question No. 2 Number of answers
| stop 328
I do not stop 156

Sources: own editing based on primary data collection.

Q3: On the contrary, if you pass a sampling stand in the store and the promoter does not address you,
what do you usually do?

Through the question (Q3), the hypothesis H3 is confirmed or disproved. This hypothesis follows the
hypothesis H2, focusing in detail on the difference in the condition of the absence of the promoter’s
address during the sampling, which conditions the decision to stop at the sampling stand. The objective is
to specify in details the behaviour of customers in case of address or lack of speech by the promoter. Itis
based on the claims of the authors Biswas et al. (2014) and Danaher (2017) who affirm that the success
of sampling depends in a large extent on the active participation of the promoter. Similarly, the authors
state that in case of the absence of the developer, its efficiency significantly reduces.

82.44 % of respondents do not stop and continue shopping, which presents a very high number. If the
promoter does not address the passing customers, only 17.56 % of respondents answered they stopped
at the sampling stand (Table 3). On their initiative, only a tiny percentage of customers attend sampling.
Based on these findings, only every fifth unaddressed customer would participate in sampling.

Table 3. Answers of the customers (Q3)

Type of answer on question No. 3 Number of answers
| stop 85
| do not stop and move on 399

Sources: own editing based on primary data collection.

The address of the promoter has become a key element to attract a customer, to at least stop at the
sampling stand. From this point of view, based on theoretical knowledge, a promoter must be a
communicative person to create interaction with the customer. These results have confirmed the
hypothesis H3.

In the field of sampling perception by customers, which was evaluated using three questions in the
questionnaire, Pearson's chi-square testing showed specific dependencies between individual variables —
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demographic data of respondents (gender and age) and questions related to the area. The following
dependencies were found:

a) dependence between gender and decision to stop at the sampling stand without being
addressed;

b)  dependence between age and decision to stop at the sampling stand without being addressed.

9 % more men stay at the sampling stands even without being directed by a promoter (Table 4). Job
position of a developer is mainly performed by women in the age category 18 — 30 years, what can be a
prerequisite of the interest to stop even without being addressed first.

Table 4. Gender vs. stop at the sampling stand without address by a promoter

Gender I stop I do not stc;pr: and move
Male 23 % 76 %
Female 14 % 85 %

Sources: own editing based on primary data collection

The data are listed in descending order in the column "l do not stop and move on" for better illustration
of the age influence on the decision not to stop at the sampling stand without being addressed by a
promoter. From the table results that as the age of the respondents' increases, the willingness to stay
without being also sent improvements, which has also been confirmed by the result of the Chi-square test
(Table 5).

Table 5. Age vs. stop at the sampling stand without address by a promoter

Age category | stop | do not stop and move on
18-25 10 % 90 %
26-35 19 % 81 %
36 -50 26 % 73 %
50 and more 28 % 2%
18 and less 25 % 75 %

Sources: own editing based on primary data collection.

The behaviour of the customer can be conditioned by the lifestyle of young people who are currently
not as communicative as the older generation. Younger respondents prefer initial initiative of promoter
instead of their action. According to Howe and Strauss (2007), Josiam et al. (2009) and Meister and
Willyerd (2010), who defined the generation Y (generally born in the years 1980-2000), their
communication level is strongly affected by the impact of modern technologies. They prefer sending e-
mails and texting messages instead of face-to-face communication. They spend a big part of their lives
online. There is a general conclusion — what is not on social networks, does not exist for these people. It
significantly impacts companies by creating comprehensive sampling models. A manual for Generation Y
is based on digital addressing, and at the same time, it is necessary to keep online conversation because
the mere addressing is not enough. This group of people requires an individual approach (Korcsmaros et
al., 2019; Howe and Strauss, 2007; Josiam et al., 2009; Meister and Willyerd, 2010).

The second part of the survey focuses on the experience of the customers with unethical requirements
of promoters. In the area of sampling ethics, it is surveyed whether the customers were repeatedly asked
to taste even though they refused once. At the same time, whether they experienced pressure from the
promoter to buy the sampled product. In both cases, the hypotheses were formulated under the
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assumption of keeping ethical principles during the product promotion process using sampling. From the
customers' point of view, it is monitored whether they truthfully answer the question about the taste of the
product if they just did not like it. It is necessary to follow the ethics and truthfulness of the customer
responses because from a simple reason, strictly specified by proper promoters of sampling. The reactions
of the customers on the offered products and their opinions are recorded in the forms (daily reports) that
the promoters submit after realisation of sampling. This information is further processed and evaluated. It
serves as a basis for future innovation and product improvements.

Q4: Have you ever been repeatedly asked to taste a product after you have refused?

The question (Q4) solves the hypothesis H4. It is based on the knowledge of the authors Lusnakova
et al. (2011), Brinkmann (2002) and Butoracova (2009), who states that the company marketing is the
most criticized because it is the most exposed to the public opinion. Concerning the sampling, the paper
implements knowledge about marketing and ethics. Most companies incline to the exaggerated effort to
persuade customers about excellent properties and a need to buy the product. However, the authors at
the same time add that the company marketing activities should harmonize relationships and interests of
the interested parties, while they maintain the ethical marketing principles, which is the prerequisite for the
long-term success.

Majority of the respondents, 70.87 % expressed that promoters did not repeatedly ask them to taste a
product if then once refused. The assumed hypothesis H4 has been confirmed. On the other hand,
29.13 % of respondents have experienced pressure from promoters or company providing the product
promotion using a sampling, which is an alarmingly high number (Table 6).

Table 6. Answers of the customers (Q4)

Type of response on question No. 4 Number of answers
Yes, they asked 141
No, they did not ask 343

Sources: own editing based on primary data collection.

Following the results of the answers to the question (Q6), Pearson’s chi-square test observed the
dependence between the experience with a repeated request on sampling and demographic data. In this
case, the relationship between the age and the repeated application on sampling after prior refusal has
been confirmed. (Table 7).

Table 7. Age vs. repeated request to taste a product after prior refusal

Age category Yes, they asked No, they did not ask
18-25 23 % 77 %
26-35 40 % 60 %
36-50 33 % 67 %

50 and more 44 % 56 %
18 and less 28 % 72 %

Sources: own editing based on primary data collection.

Mainly respondents in higher age category face the experience with repeated request on sampling.
This fact is considered unethical, mostly because these people can easily undergo manipulation and they
are not as cautious as people of younger age. It is not regarded as ethical that older people face these
requests more often, especially in the relationship with the following results that concern another solved
question.

Q5: Have you ever met with pressure by the promoter to buy the tasted product?
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The question (Q5) solves the sampling ethics with the emphasis on the experience with a pressure to
buy the tasted product. The subject of interest is the specific experience of customers with the pressure
exerted on the purchase of the product because they felt the offered product. In this field, the level of
sampling ethics is manifested mostly, which is the subject matter of this paper. Based on the principles of
ethical behaviour, the assumption of hypothesis H5 shall be confirmed. As the authors, Menovsky (2015),
Boulstridge and Carrigan (2000), Low and Davenport (2009) state, the code of conduction determines a
moral duty in the field of human activity, which is closely related to the ethical responsibility of the
enterprise. At the same time, the authors Cariigan and Attalla (2001) claim, based on the results of their
contributions, that the purchasing decisions of customers are greatly influenced by the level of ethical
behaviour of the society.

The hypothesis H5 has been confirmed, as the majority of respondents — 80.17%, have not
experienced a pressure to buy the tasted product. On the other hand, the rest nearly 20% of respondents
have ever met with force by promoters to buy the promoted product. (Table 8). When the customer refuses
to buy a product once, it is not correct to be forced to do so. In this case, the Pearson’s chi-square test
showed a dependence between the age and pressure to buy the tasted product.

Table 8. Answers of the customers (Q5)

Type of answer on question No. 5 Number of questions
Yes, | have 96
No, | haven't 388

Sources: own editing based on primary data collection.

Table 9 shows an interesting finding that was not assumed. Respondents in lower age categories
experience the pressure to buy the tasted product more often than older respondents. It can be caused
by the attitude of promoters who feel that younger customers would be not able to reject vigorously
disproportionate requests. Another cause may be a lack of respect for young people and their opinions.

Table 9. Age vs. pressure of promoters to buy the tasted product

Age category Yes No
18-25 24 % 76 %
26-35 24 % 76 %
36 - 50 10 % 90 %

50 and more 1% 89 %
18 and less 13% 87 %

Sources: own editing based on primary data collection.

Q6: If you do not like the tasted product, do you answer truthfully on the question about the taste?

Concerning question (Q6), the hypothesis H6 is assumed that the majority of respondents will answer
truthfully on the question about taste. In the practice of marketing companies, it is essential to have in
mind and to work with the following, as the authors Lusnakova et al. (2011) state, that it is necessary to
point out various benefits of the offer and concentrate on what the customers are interested in. It is
essential to know the opinions of the customers, to ask about their experience because sometimes the
most unsatisfied customer give the best tips for improvements. Therefore, the hypothesis H6 is considered
equally important.

A high percentage of respondents, up to 78.10 % answer truthfully on the question about the taste,
also in case they did not like the product. The assumed hypothesis H6 has been confirmed that the majority
of customers behave ethically and response truthfully. Other respondents (21.9 %) answer falsely that
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they liked the product, but they did not. (Table 10.). In terms of percentage, this part of respondents is
considerably big. In practice, such a distorted response can partially impair the effectiveness of the
sampling and its outcome, since one of the promoters' task is to monitor and then report the customer
information.

Table 10. Answers of the customer (Q6)
Type of response on question No. 6 | Number of answers
Yes, | respond truthfully 378
No, I say | liked it 106
Sources: own editing based on primary data collection

Answers to questions about the taste can serve for subsequent decisions on the further development
of food, flavours, ingredients and the like. After conducting Pearson's chi-square testing, the dependence
between gender and the correct answer to the question about the taste of the product was shown
(Table 11.).

Table 11. Gender vs. correct answer about the product taste

Gender Yes, | respond truthfully No, | say | liked it
Male 2% 28 %
Female 81 % 19%

Sources: own editing based on primary data collection

Women are more honest in answering promoter questions and are not afraid, to tell the truth about
the tested products. Our survey showed that, compared to women, 9% more men are insincere.

Survey results indicate that product sampling in the food chain is a popular sales promotion tool and
customers perceive it as positive as the authors Danaher (2017), Kotler et al. (2007) and Vysekalova et
al. (2014) claim. Tutle (2011), Pauwels and Weiss (2008) and Shiv and Nowlis (2004) state that the reason
is the feeling to gain something exclusive and free of charge. At the same time, they add that sampling is
more efficient and cheaper than traditional forms of advertising. Notte (2011) noted that customers are
most price-sensitive and that this is the main advantage of free sampling. The promoter itself plays an
essential role during the sampling. Biswas et al. (2014) and Danaher (2017) expressed similarly. Its task
is to actively address customers, report new findings and especially present the product. If the promoter
does not proactively address customers, only a small percentage of them will stop at the sampling stand
on their initiative.

The paper also compares the results of Keller and Lehmann (2006). It suggests a challenge for the
future in the field of product sampling to make them more engaging for the younger generations, since
older generations participate mainly on their initiative. It is also interesting to note that 9% more men
participate in the sampling even without being addressed by the promoter. It is striking to find out that
almost a third of respondents have experienced a repeated request for tasting despite the initial refusal.
The sense of sampling remains, as the authors Lusnakova et al. (2011), Brinkmann (2002) and Butorac
(2009) state, to introduce a new product to customers, to get feedback to ensure innovative development,
however not unethically persuade them to buy the product. The results of the survey show that customers
are honest in providing feedback. In case they did not like the product, most of them answer truthfully. Like
the authors Carrigan and Attalla (2001), the paper emphasizes that customers' purchasing decisions
largely depend on the level of ethical behaviour of the society, respectively on the promoter itself during
the sampling. Wadhwa at al. (2018), Biswas et al. (2010) and Nowlis and Shiv (2005) present that sampling
is a useful sales promotion tool, which is confirmed by its popularity that the paper dealt with. Like Hoegg
and Alba (2007), Elder and Krishna (2010) and Hein (2009) present, the document confirms that the taste
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of the product can largely influence the purchasing decision and thus proportionally influence the sampling
efficiency. Lockshin and Knott (2009) present results of their study that there is up to 400 % growth of sale
of the promoted products during realisation of the sampling.

Conclusions. The objective of the paper was to find out, using the questionnaire survey determined
for the participants of sampling in the shops, how they perceive the sampling and how they react in case
they are addressed or not addressed by a promoter. At the same time, the level of the sampling ethics
was surveyed, that involved these factors: repeated request to taste in case the customer initially refused,
pressure by the promoter to buy the tasted product and correct answer on the question about the product
taste if the customer did not like it. The paper contributes to the area of in-store marketing focusing on
sampling in retail stores. It brings findings dedicated to the popularity of sampling in practice, shopping
habits of customers and at the same time, it reveals a space for further improvements. It can be visible in
the sampling ethics since it has been proven, that there are individual failures when requesting to
participate in sampling and also in influencing customers in their purchasing decisions.
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[Merycrauis npoAyKTiB XapuyBaHHA K iIHCTPYMEHT CTUMYNIOBaHHA 36yTy

Y crarri npoaHani3oBaHo Ta cHCTEMATU30BAHO MAPKETUHIOBI IHCTDYMEHTH MPOMOLI y PO3APIOHIA TOPriB/ MPOAYKTIB
XapyyBarHs. ABTOpaMy 3a3HAYEHO, LYO HaNOITbLL eQEKTUBHIM MAPKETUHIOBUM IHCTDYMEHTOM aKTUBI3ALII pO3APIOHOI TopriB/l
IDOAYKTIB XapHyBaKHS € MPOBEAEHHS AerycTalii. MeTok CTarTi € aHams CripmikaTTa KilieHTamu ToproBux mMepex CrioBaq4uHu
IDOBELEHHS AETYCTALIN, SK IHCTDYMEHTY POMOLIT IPOLYKTIB XapyyBaKHs. EQeKTUBHICTb MpoBEgeHHs AerycTaLyivi 6yio nepesipeHo
Ha OCHOBI KITbKOCTI 3BEPHEHD KITIEHTIB TOProBuX MEPEX L0 MPOMoyTeEpa i Yac npoBeseHHs gerycrauli. [lon ysomy 4o yBam
FIDMIMATNCH €TUYHI ACITeKTH ITOBELIHKY KITIEHTIB Ta MPOMOYTEPA, SK [OJIOBHOIO NPEsCcTaBHuka 6peHsy npoqykty. g vac
[IDOBELIEHHS EKCIEDUMEHTY BYI10 3aGDIKCOBAHO KifIbKICTL MOBTOPHUX 3ATUTIB HA JEIYCTALYII0 B O4HOI0 1 TOro X KilieHTa. ABTOpammu
HarofoLLeHo, Lo y Xo4! AOCIIIKEHHS BYII0 MPOBELEHO OHIIANH-aHKETYBaHHS 484 KIieHTB Log0 iX Bo[obaHb 40 CMaKy T SKOCTI
T0Bapy. PesynibTatn aHKETYBaHHS 3aCBIAYNN TTONTUBHE CTABIIGHHS KIIEHTIB TOPIOBOI MEPEXT [O MDOBEAEHHS AErycTayiii Kk
THCTDYMEHTY MDOMOLIi MDOAYKTIB XapYyBaHHs. Y CTATTi HAro/IOLIEHO, LYO MPOBEAEHHS JEryCTalivi He nolmpeHf y CroBay mHi, 1o
TUM CaMuM OOMEXYE BUKODHCTAHHS IOTEHLIIATTY KOMYHIKALIT MiX CIOXVBAYaMY Ta BUDOOHUKaMY [DOLYKTIB XapyyBaHHs. ABTopamu
TTAKDECIIEHO, 1O 1Py MPOBEAEHHI AETYCTALIN MPOMOYTED € HE JMLLIE HAVIMaHNM TpaLiBHUKOM, ane i MpeacTaBHukom 6peHgy
IDOAYKTY, @ EQDEKTUBHICTb IPOBELEHHS BIAMOBIAHNX PEKTTAMHIUX aKLii 387IEXUTb Bl KOMYHIKATUBHWX 34IBHOCTEH MPOMOYTEDa.
PesyribTatn AOCIIKEHHS JO3BOTNIIH BUOKDEMUTH OCHOBHI QaKTOPU-BIIMBY HA JOTOUMAHHS MPHHLNIIIB ETHRY KITIEHTaM 11 Yac
IDOBELIEHHS feryCTauiyi, a came: Bik 1a CTaTb. Tak, BCTAHOBIIEHO, LU0 XKiHKW BIfbLL CXUITbHI JABATH BIAIOBAb T4 KOMYHIKYBATH 3
IDOMOYTEPOM 11f] Yac AErYCTaLi. BUHAYEHO, 1O HELYMDUX DECITOHAEHTIB YOo/0BI40i cTarTi Ha 9% binbLue Hix XiHo4oi. ABTopamm
HArosIoLWeHo, Lo PesysibTatv JOCITIIKEHHST MOXYTb OyTH BUKODUCTAHI MEHELKEDaMY Ta MAPKETOI0ramy TOProBuX MEPEX rpu
dopmyBarHi CTpaTerii mpomMoLii MpogyKTiB XapyyBarks. OKDIM LbOro OTPUMAHI JaHI LLIOLO eTUYHNX aCIIEKTIB TOBELIHKY CIIOXWBAYIB,
iX Br1ogobarb a 3BU4OK JOLIIIbHO BDAXYBATH IPH FPOBELEHHI TO4AITBLUNX JOCITKEHD.

Kntouosi criosa: aerycrawis, eTuka gerycrauii, KnieHTH, npoMoyTep, CIPUAHATTS ferycTavin.
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