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The previous research on origin food in Poland focused on con-
sumer understanding of the traditional product category, a SWOT
analysis and characteristics of consumers of such products (Borowska,
2007, 2008), consumer attitudes towards such food
(Zakowska-Biemans & Kuc, 2009), the role of neophobia
(Jezewska-Zychowicz, 2009), origin food manufacturing (Domanski
& Bryta, 2013), and retailing (Bryta, 2014; Domanski & Bryta, 2010,
219-222). This study is the first in Poland to determine what char-
acteristics differentiate origin food from conventional food, to apply
Meulen’s framework in Poland to determine the most important
characteristics of origin food, to rank the determinants of per-
ceived authenticity of origin food and to establish the determinants
of origin food selection in Poland. This paper will address these issues
and present selected results of the author’s empirical study in a rep-
resentative sample of Polish consumers. Before we have a look at
the Polish case study, we will paint a theoretical background and
review the literature in order to better understand the research
results.

Theoretical framework

Appeals to authenticity combined with nostalgia belong to prom-
ising marketing options. However, this authenticity is based on a
reinterpretation of the past and allows a number of concessions,
for instance regarding manufacturing methods. This is marketing
based on looking to the past (the so-called retromarketing), but con-
sisting in a skilful use of tradition and not necessarily its exact
replication. For instance, the ‘Tuscan Experience’ represents new con-
cepts of the idealised-self created through dietary renewal, lifestyle
management, and rituals of imagined tradition and community
(Chrzan, 2006). Tradition may even be invented (Boulianne, 2011).
Certain consumers undertake ‘pilgrimages’ in their ritualistic quest
to fully experience a food or cuisine in its ‘authentic’ and original
cultural context (Long, 2006).

Authenticity is a social and commercial construct referring to the
product personality (Becut, 2011). The perceived authenticity of a
product is strongly related to its origin, which is expressed by the
factors of time (history), place (area), socialisation (local commu-
nity) and naturalness (raw materials) (Cova & Cova, 2002). Five
sources of authenticity were distinguished in the typology devel-
oped by S. Camus. The product may appeal to: 1) an epoch
(‘archaeological’ origin), 2) its inventor or creator (inspirational
origin), 3) a place (spatial origin), 4) a culture (ritualised origin), 5)
a technology (technical or technological origin) (Camus, 2002). J.
Ferrandi proposed a scale to measure the nostalgic authenticity of
a food product, which encompassed the following dimensions: 1)
origin, 2) naturalness, 3) identity (link with the consumer’s per-
sonality and style), 4) uniqueness (Ferrandi, 2012).

Although originally nostalgia was treated as a pathology (Hofer,
1688), it subsequently became a sociological phenomenon, which
helps people keep their identity in critical moments and face major
existential changes (Davis, 1979). Meanwhile, in psychology, nos-
talgia is considered a positive, social emotion connected with the
self-concept and fulfilling important psychological functions. It is
defined as a sentimental longing for one’s own past (Sedikides,
Wildschut, Arndt, & Routledge, 2008). During the last quarter of the
century, this notion attracted the interest of representatives of mar-
keting in the context of unleashing nostalgic reactions in the process
of product and brand management, advertising messages and music
(Holak & Havlena, 1991, 1992; Holbrook, 1993; Holbrook & Schindler,
2004; Kessous & Roux, 2010; Stern, 1992). A nostalgic product is
an expression of individual and family history and identity. Thus,
it is linked to the origin (a group of people, area, manufacturing
method), which confers significance and originality on it. Due to its
sensory properties, a food product may play the role of catalyser

of emotions and facilitate the recall of past experiences, people,
places and events, becoming a vector of nostalgia (Ferrandi, 2012).

Appeals to the factor of tradition may have a commercial di-
mension. It is even possible to use a term ‘consuming heritage’, and
the area of origin may constitute an important element of a food
product brand. Creating associations concerning authenticity may
contribute to the construction of competitive advantage. It is nec-
essary to create the image of a genuine, ancient and traditional
product, whereas certain elements of the recipe may be modernised
in order to meet current expectations of consumers, e.g. fewer calo-
ries (Tellstrém, Gustafsson, & Mossberg, 2006). According to
Gasiorowski and Swulifiska-Katulska (2002), the culinary heritage
encompasses food products and dishes characterised by specific
quality features as well as traditional methods of manufacturing and
preparation, which may date back to ancient history. This kind of
products are usually produced in small scale, with the use of spe-
cific capabilities and technologies, and are related to a given
geographical origin. The culinary heritage may become a factor of
rural development. Poland has a potential to make use of its culi-
nary heritage, but in order to achieve the expected economic and
organisational results, it is necessary to undertake a number of ac-
tivities, including: sensitising the society and decision-makers;
valorisation of traditional and typically Polish products and dishes;
help to develop high value-added food products; promoting best
practices; disseminating information, knowledge and capabili-
ties,; creating a system of counselling; preparing producers to
organise and edit applications to protect their products.

Tradition (as well as authenticity and regional food) is a social
construction that involves interested actors and that can be a site
of contestation and conflict. On the basis of an international quality
study, the following definition of traditional food products was pro-
posed. They are often consumed or associated with particular
holidays and/or year seasons, transferred from one generation to
another, manufactured in a specific way in accordance with the cu-
linary heritage, processed in a limited manner, distinguished and
recognised due to their sensory properties and related to a partic-
ular local territory, region or country (Guerrero et al., 2009).

It is crucial to establish which aspects of the origin product de-
termine its credibility. van der Meulen (2007) distinguished five
dimensions: territoriality, typicity, traditionality, communality, and
landscapeability, which will be subject to our empirical verifica-
tion. Territoriality is defined as the ecological and cultural
relationships that a food system has with its territorial context
(Sonnino, 2007, 63). It may be applied to the regional or local level.

In France, there is a specific term terroir, which serves to des-
ignate the local origin of food products. Appealing to the terroir
enhances perceived quality and constitutes a factor of differentia-
tion and a source of value added. An exploratory study showed that
it was a cognitive category, possible to be characterised with the
use of three dimensions: 1) capabilities, including know-how, recipe,
and tradition; 2) time and culture, which encompass history and
rituals; 3) origin, including the territory, region, and land. A study
of relationships among these dimensions and their constituent parts
indicated the highest significance of the dimension called ‘time and
culture’, which is directly related to consumers’ nostalgia. The re-
search took into consideration such aspects as: proximity (with the
region, product and producer), image of the production system, place
of purchase, look of the product (including the type of packaging,
brand, quality sign), image of the region of origin of the product,
taste, and typicity. The respondents believed that local products are
determined by: 1) know-how, 2) tradition, 3) region, 4) recipe (the
sequence stemming from the quoted research) (Aurier, Fort, & Sirieix,
2005). Therefore, the factor of tradition is critical in the process of
defining regional and local food products.

Traditional food products (TFPs) are an important part of Euro-
pean culture, identity, and heritage, contributing to the development
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