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 The main purpose of this article has been to prove 
the importance of comparative testing of consumer prod-
ucts as a means of consumer information and consulta-
tion, to analyse its methodology and impact on market 
structures as well as on the behaviour of companies and 
consumers, and to determine possibilities for the practi-
cal application of comparative testing in Lithuania.  

The key research objectives have been to analyse the 
framework of Lithuanian consumer organisations and 
their capabilities to perform product testing. In addition 
to this, the peculiarities of the consumer market as well 
as the need for product information, which are both im-
portant factors for product testing, have been over-
viewed.  

Utilising comparative product testing methodology 
and research on how test results could be applied, it can 
be said that the formation of an independent, well-
informed consumer base that is able to make calculated 
decisions requires planned and concentrated government 
efforts. Comparative product testing is one of the tools 
available for consumer education and information, its 
significance and effectiveness in creating a society such 
as this cannot be denied. 

When creating a comparative product testing system 
in Lithuania we need to take into account the experience 
of other Western countries in this field, as well as the po-
tentiality of Lithuanian institutions to prepare and con-
duct testing of certain products. Research shows that at 
present in Lithuania these are food products which lend 
themselves most readily to product testing – services fare 
worst. From a technological and economic viewpoint, co-
operation between the Baltic States and any prior spe-
cialisation in this area would be useful when conducting 
product quality comparative testing. 

Keywords: comparative testing, quality, market, market-
ing, eco-labelling. 

Introduction 
The rapid growth of Lithuania’s economy has in-

creased the extent of consumerism in this country, the 
number of retail-chains as well as the supply of end con-
sumer products. Intense competition has forced busi-
nesses to look for different ways of surviving in the mar-
ket. Aside from other management strategies, businesses 
are investing in product development, their distribution 
and marketing. A result of all of this a marked growth in 

the range of products available and a large amount of var-
ied information about products in the market. The con-
sumer is faced with problems when it comes to deciding 
which product will best be able to meet their needs. It is 
often the marketing strategy behind a product which is 
the main factor influencing consumer choices, that is why 
businesses take part in these advertising wars. However, 
are these the best conditions for effective consumer deci-
sion-making and advancements in production?  

The first state-funded organisations which started 
providing consumers with unbiased information about 
products on the market and helped resolve consumer-
related issues appeared in Western countries in the mid-
dle of the 20th century. They achieved their aims using 
methods of product research and testing which helped 
these organisations present consumers with realistic and 
objective accounts of the quality of products available on 
the market. This became quite an important and effective 
way of informing consumers and significantly influenced 
not only consumer behaviour, but also business decisions. 
This has encouraged research in test methodology, test 
use and publication of test results. The nature of this re-
search is as technical as it is social, which is why the re-
sults depend on the particular market being studied. 

Only lately attention has been given to consumer edu-
cation and information, as consumer rights remain a prior-
ity. It was only as recently as 2003 that consumer educa-
tion and information programs began when the Lithuanian 
National Consumer Education Program was approved. The 
European Commission’s communiqué “EU Consumer pol-
icy strategy” pays particular attention to the education and 
process of informing consumers (Consumer …, 2002). The 
consumer’s need for objective information is constantly 
being highlighted (Roopa, 1999; Baier, 2002; Dai, 2002). 
The European consumer is seen as an informed individual 
who is able to select goods and services objectively, and is 
concerned with their quality of life (Guidelines…, 2000; 
Consumer…, 2002).  

The Preliminary Program of the European Economic 
Community for Consumer protection and Information 
policy clearly accentuates the need to support organised 
comparative testing, it emphasises the need for financing 
as well as the specifications of such organisations (Pre-
liminary…, 1975).  

Scientific problem. Comparative testing of product 
quality is the part of quality management subsystems 
(Ruzevicius et al., 2004, Ruževičius, 2005). The theoreti-
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cal and methodological aspects of comparative testing are 
not presented in scientific publications in Lithuania. Sub-
ject of study – comparative testing, Lithuanians institu-
tions of consumer policies. The main purpose of this re-
search is to summarise the typology of the testing of 
product quality, its impact to the market and to determine 
the possibilities for the practical application of compara-
tive testing in Lithuania. Methodology – this article was 
written using scientific, normative and legal literature and 
a logical analysis of economic activity and generalisa-
tions encompassing theoretical and methodological 
propositions and the systemisation of business practices. 
The authors surveyed Lithuanian government institutions 
and public organisations which are responsible for the 
formulation and implementation of consumer policies in 
the nation, as well as other experts. The results of the re-
search were processed using statistical methods. 

When drafting a system for comparative testing in 
Lithuania it is important to assess the experiences of 
other countries and to use their current knowledge. 
Equally relevant is the prediction of possible market 
variation, the actions of market participants, potential 
dangers and new directions or opportunities for the busi-
ness concerned. It is important to evaluate the potentiality 
of a comparative testing system as a tool of consumer 
education policy. 

The introduction of a system for the comparative test-
ing of products would be beneficial from a political per-
spective as it would be a means of regulating supply and 
demand when introducing and defending consumer’s 
rights. This is all the more crucial in an age when con-
sumer competency, resistance to manipulation by product 
labels, misleading information and other sales practices 
are being noticed the world over ( Pittle, 2000; Consum-
ers …, 2000; Ruzevicius, 2004; Ruzevicius, 2005). 

Research results 
Test types and their development  
A classical approach to this situation involves what 

are commonly known as “product tests”. These tests, as 
an integral part of consumer information, help to foster 
understanding about the products on offer and conse-
quently help the consumer make a rational decision. Con-
sumers usually place great value on reports from neutral 
institutions when selecting a particular product. The 
product quality indicators tested by a third party are often 
very different to those used in advertising, which is why 
consumers trust these more than they do the information 
supplied by the manufacturer. A positive test result is the 
best type of advertising a product can hope for (Ru-
zevicius, 1993). Manufacturers and traders alike can ex-
pect the demand for these products to rise, at the same 
time, the image of unsatisfactorily evaluated products 
will fall, as will their sales figures. Firstly, when tests are 
conducted attention is given not only to the product or 
service on its own, but also to maintenance and other is-
sues related to production, eg. whether update packages 
are offered for software, or the promise of warranties and 
guaranteed repairs on other products. 

When carrying out tests and publicising results mar-
ket participants are comprehensively and honestly in-

formed of the product quality indicators under compari-
son (Gersbach, 2001). 

Test types (Silberer, 1984; Research…, 1999; Andre-
sen, 2003). Comparative testing of products. Comparative 
testing involves the selection and the qualitative compari-
son of certain products that have similar characteristics. 
When testing these products it is not necessary to exam-
ine what may essentially be the same product but from a 
competing manufacturer. The product can be compared 
with certain alternatives. The same can be applied to sys-
tems testing. In this case the consumer is shown how one 
or another system, which may be technically different, 
can be utilised as an alternative. 

These tests are often the fundamental part of testing, 
but they may also be carried out as an independent test. 
For example, the cost efficiency of car, bus and train 
travel, Single product tests. These tests check the quality 
indicators of a particular product, eg. a car model. Al-
though, even in these cases where the main features are 
often standardised to a certain degree, a comparative 
element may still arise, but perhaps not as part of the 
same test. Contingent and pseudo-tests. When a product 
is selected by accident, the results may be subjective and 
not comprehensive, using random non-essential criteria. 
The results of these pseudo-tests may come from con-
sumer surveys, testing or quite simply an individual’s 
opinion. Other examples are café reviews in city guides 
or questionnaires. In these cases the assessment is totally 
subjective and variable yet sometimes these results may 
be publicised as official tests and thus give rise to con-
flicting opinions (Gersbach, 2001; Andresen, 2003).  

The publication of the results of product comparative 
testing in many countries began only when the economy 
had developed to a certain stage, when product supply 
had grown and there was an abundance of information on 
consumer products. The first round of comparative test-
ing was conducted in the United States in 1929 by “Con-
sumers’ Research, Inc.”. Following the example set by 
the Americans, the first tests to be conducted in Europe 
were after the Second World War: Great Britain and Hol-
land in 1957, Sweden in 1958, Norway and Germany in 
1959, and Denmark, Belgium, France and Austria in 1960 
(Silberer, 1977; Sektorkoncept, 1994; Andresen, 2003). 
Product testing in other West European countries began 
in the late 1970s, whereas in some of these and the major-
ity of Central and East European countries’ testing does 
not occur to this day. The German “Stiftung Warentest” 
Fund, and its publication of the same title, has in its 40 
years of existence gained the most experience and pro-
duced the most effective product testing in its field.  

How tests affect the market 
Research conducted overseas shows that tests have a 

significant effect on industry and trade, and in this way 
increase market transparency and the mobility of demand. 
The tests also affect supply in the market Consumer sur-
veys confirmed that tests conducted by “Stiftung Warent-
est” are very widespread and have considerable signifi-
cance when consumers make product selections. Up to 41 
per cent of consumers relied on their test results when 
purchasing one or another product (Andresen, 2003; Sil-
berer, 1984).  
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According to findings by the magazine Öko-test, in 
2001 in Germany, a total of about 44.6 million people, or 
about 70 per cent of the population, showed interest in 
these tests (Öko-test, 2003). This illustrates the huge 
prevalence and popularity these tests have reached in the 
last 25 to 40 years since they first appeared. From the 
figures in Table we can see that the tests have great im-
plications for market transparency and fluctuation of de-
mand, which is one of the aims of comparative testing.  

As can be seen in Table, the figures for those who use 

tests are markedly different from those who do not. The re-
search also distinguished between short-term use products 
(eg. Food, household cleaning product) and long-term use 
products (eg. Televisions, stereos). Thus, we come to the 
conclusion that the greater the number of consumers who 
are interested in test results, the greater the degree of mar-
ket transparency and fluctuation of demand is: consumers 
are not as attached to certain brands, they are aware of the 
alternatives on offer and tend to select products based on 
objective quality indicators more often. 

 Table 

The influence of test results on market transparency and mobility of demand (Silberer, 1984) 

 
  Test users No use of tests 

I.  MARKET TRANSPARENCY   

1.  Knowledge of product alternatives prior to purchasing  
(rating 1 to 4: 1 = no knowledge, 4 = very good knowledge) 3,6  2,9 

2. a) Long-term use products (LTP):  
– quality – differences in quality – cost – difference in cost 

 
3,0 –2,6 – 3,0 – 2,9  

 
2,7 – 2,3 – 2,9 – 2,6  

 b)  Short-term use products (STP): 
 – quality – differences in quality – cost – differences in cost 

 
3,2 – 2,7 – 3,0 – 2,8 3,1 – 2,5 – 2,8 – 2,4 

II.  MOBILITY OF DEMAND    
1.  Percentage of consumers who are loyal to certain brands  LTP – STP 27 % – 59 %  37 % – 65 %  
2.  Percentage of consumers who are impulsive buyers  LTP – STP 18 % – 51 %  32 % – 54 %  

 
The organisations that conduct these tests have a direct 

influence on the afore mentioned processes, as the many 
forms of media available today allow consumers to more 
effectively and more rapidly access the results of compara-
tive testing as well as other information. The test market in 
Western Europe is close to reaching saturation point, as 
almost all available modes of information distribution have 
been utilised and new forms, such as the Internet, are being 
drawn in too. Meanwhile, in Lithuania, where comparative 
testing is not systematically conducted, and where the test 
results from Western countries are not easily accessible for 
ordinary consumers, it is mainly the actions of manufactur-
ers, distributors and marketing teams that form customer 
opinions and build product loyalty. This results in low 
market transparency and fluctuation of demand. We come 
to the conclusion that the more familiar the consumer is 
with the market, and the more mobile demand is, the less 
meaning costly marketing campaigns have. In this case, 
businesses can direct more attention and more funding to 
improving the quality of their goods, and, from a public 
viewpoint, spend less on clearly unproductive advertising. 
This conclusion can be discussed further using consumer 
behaviour theory (Hoyer, 2001). There are two types of 
consumer groups, those who are interested in certain prod-
ucts, and those who, at a particular moment in time, are not 
interested in certain products or services. The marketing 
strategies businesses use on these two groups differ ac-
cordingly. Here, we are more concerned with the interested 
group, or involved consumers, who intend to purchase a 
certain product. These consumers are most interested in 
hearing objective arguments when choosing one or another 
product. It is also hoped that they require independent in-
formation, such as that offered by comparative product 
testing. However, advertising campaigns orientated to-
wards these Involved consumers, that do not feature a 

product’s technical indicators, often rely on emotive tac-
tics, which have a tendency to grow out of proportion. We 
can note that the money spent on this type of advertising 
does not offer good returns, that is, the advertising is un-
productive and tests are much better at providing objective 
information. So, a company operating in a market where 
there is great influence from tests should be more inter-
ested in improving its product quality and service than in 
advertising. Research has shown that tests influence not 
only consumer behaviour, but also affect actions taken by 
manufacturers and traders, where depending on test results 
they alter their range in stock accordingly. Research results 
showed that 57 per cent of retailers surveyed were inclined 
to add positively evaluated goods to their stock lists, and 
50 per cent were unlikely to re-order goods that had been 
negatively evaluated in product testing (Andresen, 2003; 
Silberer, 1984). Research conducted over a five year pe-
riod, from 1976 to 1981, based on results from Test maga-
zine (published for six years) showed that products from 
foreign companies were on average appraised worse than 
products from local competitors. In addition, foreign 
manufacturers found that their increase in turnover from 
positive test results was not as great as the fall in turnover 
resulting from negative evaluations. From this we can draw 
a conclusion that foreign companies only face additional 
barriers to entering a market when participating in tests, 
and can experience greater losses than local producers in 
terms of test results influencing their turnover (Piepen-
brock, 1986). 

Research on the potentiality of establishing  
a testing system in Lithuania 
Many factors affect levels of general consumer satis-

faction with products and services. In addition to product 
quality, information and cost there is also service quality, 
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contract and guarantee conditions, and others. Consumer 
satisfaction indicators in Lithuania are a little higher on 
the scale than those in the European Union and six per-
centage points higher than Germany (Vartotojų …, 2003; 
Consumer’s …, 2002). This can be explained by the fact 
that Lithuanian consumers are less critical and less in-
formed when it comes to product quality and other indi-
cators. 

In order to evaluate the potentiality of Lithuanian in-
stitutions’ ability to create and implement a system for 
comparative product testing 26 experts from various 
Lithuanian state institutions and public organisations re-
sponsible for the formation and implementation of con-
sumer policies were surveyed. Representatives from the 
National Consumer Rights Protection Board, the State 
Food and Veterinary Service, the State Non-food Prod-
ucts Inspectorate, specialists from accredited experimen-
tal laboratories and public consumer organisations took 
part in the research. The survey consisted of 24 questions 
pertaining to the peculiarities of Lithuanian consumers‘ 
behaviour, specifications of the products and services 
markets, levels of consumer information, the possibilities 
of testing products from different categories as well as 
whether state institutions were prepared to implement a 
system of product comparative testing. Survey results 
were supplemented with other references and findings 
from other countries to make generalisations and propos-
als for product testing. Research results were processed 
using statistical methods. 

Research revealed which products Lithuanian con-
sumers are least informed about (Fig. 1) This assessment 
was made using the following product parameters – qual-
ity, safety, conditions for service and maintenance, terms 
of use and cost. We should emphasise that a total of 73 
per cent of experts surveyed agree that consumers need 
more information about products. Experts found that con-
sumers are least informed about household chemical 
products and small household appliances and electrical 
goods (Fig. 1), or 54 and 50 per cent respectively. 
Around a third of experts nominated personal and com-
mercial means of transport and its maintenance, computer 
and telecommunications technology, medicines, large 
household appliances and toys as categories needing the 
most information. 

One of the authors of this article conducted research 
and found that Lithuanian consumers are also particularly 
ill-informed about a product’s environmental quality 
(Ruževičius, 2003). The results of this investigation con-
firmed, that it is necessary to develop eco-education in 
our country – only every tenth consumer pays attention to 
eco-friendliness, and eco-labels are recognized by only 2 
per cent of the respondents; only 7 per cent of people 
questioned said they would set priority to the eco-friendly 
product, which would be 1 per cent more expensive. 

Most experts agree that fruits and vegetables have the 
least information about them available (58 per cent). 
Around a third of experts nominated ready-to-cook and 
canned food as well as meat and meat products (31 and 
27 per cent respectively). Somewhat fewer selected fish 
and fish products (23 per cent). Judging by the remainder 
of results, it was found that there is enough information 
about the other categories (groceries, dairy products, bev-

erages, bread products).  
Two thirds of experts surveyed stated that consumers 

are least aware of product quality, safety and after-sales 
service. 35 per cent nominated terms of use as the pa-
rameter consumers were least informed about, and a little 
less than a quarter said cost. According to these experts’ 
findings, when informing consumers most attention needs 
to be directed to product quality and safety, as well as to 
issues concerning product use. 

A consumer’s quality requirements, as was men-
tioned earlier, depend on the scope, clarity and objectiv-
ity of the information available about a product. It is 
when a consumer receives this detailed and objective in-
formation that they can best make an informed decision 
which would then also encourage businesses to try 
harder to improve their quality standards. Growth in 
demands for quality would help justify the prices we as 
consumers must pay, based on the premise that con-
sumer satisfaction as such would not change. It would 
however benefit society as a whole, especially in the ar-
eas of efficient resource use, environmental protection 
and the competitive ability of businesses. When analys-
ing the prerequisites for creating a system for compara-
tive testing we did an expert assessment of the potential-
ity of testing specific product groups (Fig. 2) They were 
asked about the possibilities of testing various product 
types. Testing is understood to focus predominantly on 
quality, which is why it is important to evaluate not only 
the technical aspects of product testing, but also the 
ability to select and rate various product parameters. in 
Lithuania furniture is currently the product type most 
open to product testing. Several experts indicated that 
institutions were ready to commence testing of com-
puter and telecommunications technology, recreational 
and sports goods, small household appliances, personal 
and commercial means of transport and its maintenance. 
Medicines, clothing and footwear and larger household 
appliances were found to require the most attention be-
fore testing could commence. 

On the whole, when evaluating non-food products, on 
average 33 per cent of experts stated that this category of 
products was ready for testing, 56 per cent said that more 
preparation was needed, and 11 per cent thought that in-
stitutions were not prepared at all. 

73 per cent of experts nominated that specialists were 
best prepared to commence testing bread products, meat, 
groceries and dairy products (Fig. 5). More preparation 
was needed before testing of fruits and vegetables, bever-
ages and ready-to-cook products could begin. 

The potentiality of testing food products was found to 
be much more likely than that of testing non-food prod-
ucts. On average, 67 per cent of experts agreed that insti-
tutions were prepared to commence testing of food prod-
ucts, 27 per cent said that more preparation was required, 
and only 7 per cent thought that these institutions were 
not at all ready. The potentiality of testing services how-
ever, was evaluated worst of all – a total of 80 per cent of 
experts were sceptical of the potential for testing services 
in Lithuania. 

When creating a system for the comparative testing 
of products in Lithuania the experience of Western coun-
tries should be taken into account, as should the potenti-
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ality of Lithuanian institutions’ ability to prepare for and 
conduct testing of certain products. From a technological 
and economic viewpoint, co-operation between all three 

Baltic States and any prior specialisation in this area 
would be useful when conducting product quality com-
parative testing. 
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Figure 1. Degree of lack of information about non-food products  
(Percentage of experts who nominated a particular product category) 
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Figure 2. Assessment of the potentiality of testing non-food products 

 
Conclusions 

1. Consumers are the market’s strongest driving 
force, they have enormous economic power. The 
purpose of consumer organisations is to provide 
information and consult consumers so that they 
may utilise that power effectively. Only testing 
that is beyond reproach, whose results cannot be 
contested by manufacturers or traders, will have 

enough influence over consumers and will there-
fore secure business succession.  

2. Test results have a marked influence on the mar-
keting strategies of businesses. They can be used 
to make comparisons because they are a conven-
ient way of collecting information about competi-
tors’ production. Even those companies whose 
goods have not undergone testing observe the 
market and take test results into account when im-
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proving their own products. So, testing ensures 
that there is a stream information to the market en-
couraging businesses to be adaptable and flexible 
and raise their production quality standards. 

3. Lithuanian consumers feel a distinct lack of in-
formation about products. This desire for informa-
tion is felt most strongly by young, educated peo-
ple receiving comparatively high salaries. It is this 
social and economic demographic in particular 
which, in Germany, makes up the majority of test 
users (customers, subscribers). A well-informed 
consumer is more demanding in terms of product 
quality and is more inclined to pay a higher price 
for a better quality product or service. This is why 
when educating consumers we can influence their 
perception of quality.  

4. Experts found that Lithuanian consumers are least 
informed about product quality, safety and addi-
tional conditions, while the product parameters 
that rate lowest are price legitimacy, product qual-
ity and after-sales service. Comparing these results 
we can state that the degree of consumer informa-
tion affects the evaluation of a product’s quality 
parameters. 

5. When creating a system for the comparative test-
ing of products in Lithuania the experience of 
Western countries needs to be taken into account, 
as does the potentiality of Lithuanian institutions’ 
readiness and ability to conduct testing of certain 
products. The research showed that at present food 
products are the most open to testing, where ser-
vices fared worst. Co-operation and the specialisa-
tion of the Baltic States would be most useful from 
a technical and economic perspective when con-
ducting product quality comparative testing. 

6. Utilising comparative product testing methodology 
and research on how test results could be applied, 
it can be said that the formation of an independent, 
well-informed consumer base that is able to make 
calculated decisions requires planned and concen-
trated government efforts. Comparative product 
testing is one of the tools available for consumer 
education and information, its significance and ef-
fectiveness in creating a knowledge society such 
as this cannot be denied. 
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Juozas Ruževičius, Justinas Adomaitis 

Produktų kokybės lyginamieji testai ir jų panaudojimo galimybės  
Lietuvoje 

Santrauka 

Sparčiai augant Lietuvos ekonomikai, didėja ir vartojimo mastas, 
plečiasi mažmeninės prekybos tinklai, didėja galutinio vartojimo pro-
duktų pasiūla. Intensyvi konkurencija verčia įmones ieškoti būdų, kaip 
išsilaikyti rinkoje. Be kitų vadybos sprendimų, įmonės investuoja į pro-
duktų tobulinimą, jų paskirstymą ir marketingą. Viso to pasekmė yra 
didžiulis pasirinkimas, labai daug ir įvairios informacijos apie produktų 
pasiūlą rinkoje. Todėl vartotojui iškyla daug problemų pasirenkant labiau-
siai jo poreikius tenkinantį produktą. Dažnai marketingo informacija 
tampa pagrindinis pasirinkimui įtakos darantis veiksnys, todėl įmonės įsi-
traukia į šias reklamos lenktynes. Tačiau tai ne visada sukuria prielaidas 
efektyviai vartotojams apsispręsti ir produkcijos kokybei gerinti. 
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Lietuvoje tik pastaruoju metu atkreiptas dėmesys į vartotojų ug-
dymą ir informavimą. Vis dėlto dirbama daugiau teisinėje srityje. Tik 
2003 metais pradėti pirmieji darbai vartotojų švietimo ir informavimo 
srityje – priimta ir patvirtinta Lietuvos nacionalinė vartotojų švietimo 
programa. Europos Komisijos komunikate „Europos Sąjungos var-
totojų politikos strategija“ ypač daug dėmesio skiriama vartotojų 
švietimui ir informavimui. Europos Sąjungos preliminarioje vartotojų 
teisių apsaugos ir politikos programoje aiškiai išskirtas lyginamųjų 
testų organizavimo rėmimas, tokių organizacijų finansavimas bei jų 
reikalavimai. 2004 m. Lietuvai įstojus į ES, šių tikslų ir nuostatų 
veikimo laukas išsiplėtė ir į Lietuvą. Vykdant vartotojų politiką Lie-
tuvoje, rengiant vartotojų švietimo ir informavimo projektus, bus 
gaunama svari finansinė ir techninė ES parama.  

Projektuojant lyginamųjų produktų testų sistemą Lietuvoje, 
svarbu įvertinti kitų šalių patirtį, pasinaudoti turimomis žiniomis. Ak-
tualu numatyti galimus pokyčius rinkoje, jos dalyvių veiksmus, pavo-
jus bei jų veiklos galimybes. Svarbu įvertinti lyginamųjų testų siste-
mos, kaip vartotojų švietimo politikos įrankio, galimybes Lietuvoje. 

Tyrimo tikslas: apibendrinti produktų kokybės testų tipologiją, 
jų įtaką rinkai bei nustatyti prielaidas produktų lyginamųjų testų sis-
temai formuoti Lietuvoje. 

Tyrimo metodologija: straipsnis parengtas naudojant mok-
slinės, normatyvinės ir teisinės literatūros bei ekonominės veiklos 
loginę analizę ir apibendrinimus, apimančius teorinių, metodologinių 
teiginių ir verslo praktikos veiksmų sisteminimą; autorių atlikta Lie-
tuvos valstybinių institucijų ir visuomeninių organizacijų, formuojan-
čių ir įgyvendinančių šalies vartotojų politiką, 26 ekspertų apklausa. 
Ekspertai buvo atrinkti iš Lietuvos valstybinių institucijų ir 
visuomeninių organizacijų, formuojančių ir įgyvendinančių šalies 
vartotojų politiką. Tyrime dalyvavo Nacionalinės vartotojų teisių ap-
saugos tarybos, Valstybinės maisto ir veterinarijos tarnybos, Valsty-
binės ne maisto produktų inspekcijos, akredituotų bandymų labora-
torijų specialistai ir visuomeninių vartotojų organizacijų atstovai. 
Tyrimo anketoje pateikti 24 klausimai, kuriais siekta įvertinti Lietu-
vos vartotojų elgsenos ypatumus, prekių ir paslaugų rinkos specifiką, 
vartotojų informuotumo lygį, atskirų prekių grupių testavimo aktua-
lumą bei šalies institucinės sistemos techninį pasirengimą prekių ly-
ginamojo testavimo sistemai įdiegti. Tyrimo rezultatai apdoroti 
matematinės statistikos metodais.  

Daugelyje sričių vartojamųjų prekių pasiūla yra labai įvairi. Rinkoje 
gausu įmonių, siūlančių vienodos paskirties produkciją. Liberalizuojant 
kai kurias šakas, jų įvairovė dar pagausėja (pvz., telekomunikacijų rinka 
arba civilinės atsakomybės draudimas). Tokioje produkcijos gausoje, kur 
prekių ir paslaugų kokybės rodikliai bei kaina labai varijuoja, tampa 
sunku priimti tinkamą sprendimą, renkantis vieną ar kitą prekę ar 
paslaugą. Vartotojams kyla nemažai sunkumų patiems racionaliai verti-
nant produktus, dažnai jų sprendimai nebūna geriausi. Be to, siūlomi pro-
duktai paprastai reklamuojami. Reklama dažnai yra tendencinga tokiems 
„racionaliems“ produktams kaip buities prekės ar mobiliojo ryšio 
paslaugos – orientuota emocionaliai. Todėl, priimdami sudėtingesnių pro-
duktų pirkimo sprendimą, vartotojai jaučia trūkumą nešališkos ir kompe-
tentingos pagalbos. Efektyvi priemonė šioje srityje yra testų, dažniausiai 
vadinamų „produktų testais“, rezultatai. Testai, kaip bendros informacijos 
vartotojams dalis, padeda formuoti supratimą apie siūlomą produkciją bei 
padėti jam priimti racionalius sprendimus. Paprastai vartotojai teikia ne-
mažai reikšmės neutralios ir kompetetingos institucijos pranešimams, 
renkantis, ką jis turėtų pirkti. Trečiosios šalies institucijos testuojamos 
produkcijos kokybės rodikliai dažnai yra skirtingi nei jos reklamoje, todėl 
vartotojai jais tiki žymiai labiau nei gamintojo teikiama informacija. 
Teigiamas testo rezultatas yra geriausia produkto reklama. Pirmiausia tes-
tuojant dėmesys kreipiamas ne tik į pačią prekę ar paslaugą, bet taip pat ir 
į tos produkcijos aptarnavimą ir kitus susijusius dalykus, pvz., pro-
graminės įrangos atnaujinimo paketus arba garantinį remontą. Atliekant 
testus ir skelbiant jų rezultatus, rinkos dalyviai yra dalykiškai ir skaidriai 
informuojami apie lyginamuosius produktų kokybės rodiklius.  

Skiriamos šios testų rūšys: produktų lyginamieji testai. Lygina-
maisiais testai laikomi tokie, kai pasirenkami savo savybėmis 
panašūs, vienos paskirties produktai ir lyginamos jų atitinkamos ko-
kybės charakteristikos. Vieno produkto testai. Tokiuose testuose tik-
rinami atskiro produkto, pavyzdžiui automobilio, kokybės rodikliai. 
Tačiau ir šiuose testuose yra lyginimo elementų. Atsitiktiniai ir pseu-
dotestai. Tai neapibrėžta metodika atlikti subjektyvūs, neišsamūs 

tyrimai, atsitiktinai pasirinkus produktą ar jo analizuojamus rodiklius. 
Tokie testai gali remtis vartotojų apklausa, degustacijų rezultatais ar 
atskiro asmens vertinimais. Pseudotestų pavydys galėtų būti restoranų 
meniu, aplinkos ir aptarnavimo kokybės aprašymas arba nuomonių 
tyrimai. Neretai tokie vertinimai gali būti skelbiami kaip testai ir 
sukelti klaidinamą nuomonę. 

Tyrimai parodė, kad Lietuvoje vartotojai pasigenda informacijos 
apie produktus. Šiuo atveju produktų informacija suprantama kaip 
duomenų apie jų kokybę, saugumą, aptarnavimo ir priežiūros sąlygas, 
vartojimo ypatumus ir kainas visuma. Tokį informacijos poreikį labiau-
siai junta jauni, išsilavinę, palyginti aukštas pajamas gaunantys žmonės. 
Būtent tokios socialinės ir ekonominės padėties gyventojai sudaro ir 
dauguma testų vartotojų (pirkėjų, prenumeratorių) Vokietijoje. Labiau 
informuoti vartotojai yra reiklesni produktų kokybei ir linkę mokėti 
daugiau už geresnės kokybės prekes ir paslaugas. Todėl ugdant, infor-
muojant vartotojus galima paveikti jų kokybės suvokimą.  

Testų rezultatai gerokai paveikia įmonių marketingo veiksmus. 
Kaip patogus informacijos apie konkurentų produkciją rinkimo būdas 
testai gali būti panaudoti sugretinimui. Kaip rodo atlikti tyrimai, net 
ir tos įmonės, kurių gaminiai nebuvo testuoti, stebi rinką ir atsižvel-
gia į testų rezultatus, tobulindami savo produktus. Taigi testai yra in-
formacijos tėkmės kanalas rinkoje, skatinantys įmones prisitaikyti ir 
veikti lanksčiai bei kelti savo produkcijos kokybės lygį. Kuo didesnė 
vartotojų dalis domisi testų rezultatais, tuo didesnis rinkos skaidru-
mas bei paklausos dinamiškumas: vartotojai mažiau prisiriša prie 
įpročių pirkti vis tą pačią prekę, žino daugiau alternatyvų ir dažniau 
renkasi produktus pagal objektyvius kokybės rodiklius. Galima daryti 
išvadą, kad kuo rinkoje esančių produktų kokybė vartotojui yra 
geriau pažįstama, kuo mobilesnė paklausa, tuo mažiau įtakos pirkėjų 
sprendimams turi brangios marketingo kampanijos. Šiuo atveju 
įmonės daugiau dėmesio ir lėšų galėtų skirti savo gaminių kokybei 
gerinti ir mažiau išlaidauti visuomeniniu požiūriu dažnai neprodukty-
viai reklamai. Valstybiniu požiūriu produktų lyginamųjų testų sis-
tema būtų geras įrankis paklausai bei pasiūlai reguliuoti vartotojų 
teisių gynimo, jų ugdymo srityje. Tuo labiau kad Europos Sąjungoje 
ir kitose ekonomiškai išsivysčiusiose šalyse daug dėmesio skiriama 
vartotojų sąmoningumo, „atsparumo“ manipuliacijai prekių ženklais, 
klaidinančiai informacijai, kitokioms poveikio priemonėms ugdyti. 

Ekspertų nuomone, Lietuvos vartotojai yra mažiausiai infor-
muoti apie produktų kokybę, saugą, patikimumą, kokybės ir kainos 
santykio pagrįstumą, papildomas pirkimo bei aptarnavimo sąlygas. 
Analizuojant tyrimo duomenis, galima teigti, kad vartotojų informuo-
tumas turi įtakos produktų kokybės parametrams vertinti. Atlikti 
tyrimai parodė, geriausios testavimo galimybės šiuo metu Lietuvoje 
yra maisto produktams, o prasčiausios – paslaugoms. Iš ne maisto 
prekių geriausiai vertinamos baldų testavimo galimybės. Didžiausio 
pasirengimo reikia formuojant vaistų, drabužių ir avalynės bei sudėt-
ingų buitinių prietaisų testavimo infrastruktūrą. 

Kuriant produktų lyginamojo testavimo sistemą Lietuvoje, reikėtų 
atsižvelgti į šios srities Vakarų šalių patirtį bei Lietuvos institucijų 
galimybes pasiruošti ir atlikti tam tikrų produktų testus. Atliekant pro-
duktų kokybės lyginamuosius testus, techniškai ir ekonomiškai būtų 
pravarti Baltijos valstybių kooperacija ir specializacija, kadangi atitink-
amos infrastruktūros sukūrimas ir testų procedūros yra brangios. Var-
totojų kokybės poreikis priklauso nuo gaunamos informacijos apie pro-
duktus apimties, aiškumo ir objektyvumo. Gaudamas išsamią ir objek-
tyvią informaciją, vartotojas galėtų priimti pagrįstesnius pirkimo 
sprendimus, kurie skatintų įmones dar daugiau dėmesio skirti kokybei 
gerinti. Išaugęs kokybės poreikis labiau pateisintų už produktą mokamą 
kainą. Todėl darytina prielaida, kad vartotojų pasitenkinimas iš esmės 
nepakistų. Tačiau tai suteiktų visuomeninės naudos efektą, ypač geres-
nio išteklių naudojimo, aplinkos apsaugos, tausojančios plėtros bei 
įmonių konkurencingumo srityse. 

Apibendrinus produktų lyginamųjų testų ypatumų bei jų pritai-
kymo galimybių tyrimo rezultatus, galima teigti, kad savarankiškų, 
gerai informuotų, sugebančių priimti racionalius sprendimus var-
totojų visuomenei formuoti reikalingos sutelktos ir planuojamos val-
stybės institucijų pastangos. Produktų lyginamieji testai kaip viena iš 
vartotojų švietimo ir informavimo priemonių yra reikšmingi ir efek-
tyvūs kuriant žinių visuomenę. 

Raktažodžiai: lyginamieji testai, kokybė, rinka, rinkotyra, aplinkosauginis 
ženklinimas. 
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