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INDICATIONS OF CONSUMERS’ PROSUMER
BEHAVIOUR ON THE FOOD MARKET

The objective of this article was to identify examples of prosumer behaviour in the food
market, to examine the degree of customer involvement and to measure the attitudes (opinions)
of respondents regarding customer engagement in creation/improvement of a product. The most
popular activities undertaken by consumers in the field of prosumption were selected
and consumer involvement in various types of marketing campaigns organized by producers was
determined. The survey was conducted among 320 respondents. The conducted research indicates
consumer activity in the field of prosumption; however, respondents mainly manifest behaviour
that do not require them to be very active. Sharing opinions on purchased food products is one
of the manifestations of prosumer behaviour and these actions are undertaken with great
frequency and willingness. The study also identified consumer participation in creating new
products and improving existing ones. Over half of the respondents (64.4%) declared that they
participated in these activities, however their participation is rare or very rare. In addition,
consumers express positive opinions about the organization of such activities by companies and
most of them believe that there are too few such activities on the market.
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Introduction

Modern consumption is characterized by the occameaf many trends that often
oppose each other. The basis for distinguishingdgen consumer behaviour primarily
includes premises such as: maintaining health, ednof life, striving for comfort and
luxury, individuality, sharing information and kntadge with others. We are currently
observing that contemporary consumer behavioumggedth not only on passive buying
and using food products offered on the marketabed on their co-creation. Consumers
have ceased to be passive, uncritical; they haaseceusing the ready offerings of
enterprises. On the contrary, they are independevdre, active, creative and manifest
their individuality. Through this behaviour theypegss themselves and want to stand
out in society. On the other hand, we observe pratlucers of food products are
increasingly willing to involve customers in theopess of creating the products they
offer. Consumers are invited to design new prodaontspackaging, or create advertising
slogans. Less active consumers take part in campasgganized by producers and
evaluate products on internet forums.

The article concentrated on the phenomenon of pnpsion referring to the food
market. Even though numerous studies on prosumpgaviour can be found, those
referring directly to the food market are not numer. The subject has been researched
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among others by Hajduk, Zalega (2013), Bednarz §R0lluboirska (2018), Troye,
Supphellen, Jakubanecs (2012)he research on consumers’ prosumptive behaviour
often focuses on the electricity market, electregconomy, e-services, etc..

The objective of the article was to define exampliegrosumptive behaviour on the
food market and to identify the degree of custonmolvement and measure the
attitudes  (opinions)  of  respondents  regarding eunsto engagement
in creation/improvement of a product. On the basithe conducted research, the most
popular activities undertaken by consumers in iblel bf prosumption were selected and
the involvement of consumers in various marketiampaigns organized by producers,
such as participation in creating new products mprbving existing ones, was
determined. In addition, consumers’ opinions abthé activities of food industry
companies in engaging consumers in various acti@ns examined.

Review of literature in the field of prosumption

Prosumption is a term that was created from thebdmation of two words: production
(pro-) and consumption (-sumption). This term isdemstood as the intertwining
of consumption and production acts in one procassl| the differences between them
are blurred Prosumption is not a new term. Alvin Toffler imiuced this concept into
literature in the 1980s. He considered the devetopnof humanity in the context
of three successive technological waves, the fasthach he directly identified with the
emergence of new technologies that enable unlimitenmunication between
individuals through the development of services degarture from mass production.
Prosumption characterizes, after agricultural amustrial, the third wave
of development of societigsToffler defined a prosumer as a person willingake over
some tasks that were previously performed by tbeymef.

Nowadays, prosumption is considered one of thedren consumer behaviour.
It means intelligent consumption and can be desdriés a form of active participation
by consumers in the process of creating a compaffgs, so it is any consumer activity
initiated in order to co-create new products wiie tompany offering them or modify
existing one% Prosumption is defined as intelligent or innovattonsumption; it can be

! M.T. Hajduk, T. Zalega: Zachowania prosumpcyjnelskich konsumentéw na rynku produktow
zywnosciowych, Zaradzanie Innowacyjne w Gospodarce i Biznesie, nr 22013, p.41-62; J. Bednarz.:
Prosumpcja jako rezultat zmian zachggzh w zachowaniach konsumentéw na przyktadzie npyséu
spaywczego. Studia Oeconomica Posnaniensia, vol.2B1¥/, p.7-24; M. Lubdiska: Reakcje i oczekiwania
w wybranych grupach konsumentéw wobec nowego priodula rynkuzywnosci funkcjonalnej, Studia
Oeconomica Posnaniensia, 12(6)/2018, p.19-41; Sidye S.V., M. Supphellen, A. Jakubanecs: The
Consumer as a Co-Producer and Prosumer: Convenfi@uzk Marketing. In: Rudolph T., Schlegelmilch B.,
Bauer A., Franch J., Meise J. (eds) Diversity indpean Marketing. Gabler 2012, p. 179-192.

2 Cz. Bywalec: Konsumpcja a rozwdj gospodarczy teqamy. C.H. Beck, Warszawa, 2010.

% B. Jung, B: Kapitalizm postmodernistyczny, Ekonstaj 5 -6/1997, 715 -735.

“A. Toffler: The Third Wave, Bantam Books, Toront®81; A. Toffler: Trzecia fala, PIW, Warszawa, 1986
°A. Baruk., A. Iwanicka: Prosumpcja jako trend kamsuincki w opiniach potencjalnych prosumentéw, Zeszyt
Naukowe Uniwersytetu Szczéskiego, 41/ 2015, p. 39 -51.
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considered both in terms of benefits (exhibitiosbsumption) and cost minimization
(rationalization prosumptiofi)

The determinants of the development of prosumptioght be divided into two
categories. The first distinguishes so-called gangeterminants (biological, economic,
social, cultural and technological factors) whicke aonnected with consumption.
Th; second category distinguishes the factors waiehspecific to prosumption, which
are’:

» the increase of free time and the need to fulfil ian attractive way;

» the possibility of working from home and combinilitgwith consumption

activities;

» the development of education;

» changes in the work culture and redefining the olebour in human life: the

evolution of labour towards creativity.

A prosumer can be described as a person who p@slhyggods and services on the
one hand, but develops and acquires skills, knoydednd experience on the other.
Thanks to these activities, a prosumer benefitgnfianovation while creating it.
A prosumer is also a valuable source of inspirat@rproducers creating new products.
The simultaneous occurrence of these phenomenagttens external stimuli, e.g. the
growing need of people to acquire knowledge anéresgl environmental conditions,
such as the increasing number of innovative goodssarvices. Prosumer activities are
strong factors encouraging consumers to be creatideactive, and to work effectively,
which results in the development of satisfying amatlern consumptiénDepending on
the degree of involvement, prosumers can be dividied

» the most active innovators who, of their own initie, are involved in the

activities of producers;

» actively responding to actions organized by prodsice

* least involved, who only assess and give opiniomseristing products and

activities of entrepreneurs.

Modern consumers, especially young ones, are agid@ple. They are often
referred to as “Generation C". It is a group chtedazed by above-average creativity,
willingness to have control, a tendency to commaitgiand establish numerous contacts
with other people, especially on the Internet (eantion). In addition, they have two
other features, i.e.: preferring health over inéervgork, e.g. in corporations (i.e.
curation), and the desire to create relationshijtls fiiends on the web (community)

€ T. Zalega: Nowe trendy i makrotrendy w zachowamigensumenckich gospodarstw domowych w XXI
wieku. Konsumpcja i Rozwdj, nr 2(5)/2013, p. 3-BA;Mitrega: Koncepcja produktow systemowych a
prosumpcja. Studia Ekonomiczne, Zeszyty Naukowevdrgytetu Ekonomicznego w Katowicach, 262/2016,
p. 5-13.

" R. Wolny: The development of prosumption on thésRee-services market. Zeszyty Naukowe SGGW,
Polityki Europejskie, Finanse | Marketing, 22(72/19, p.239 za: Cz. Bywalec, L. Rudnicki: Konsurapcj
PWE, Warszawa 2002, p. 145.

8 A. Olejniczuk-Merta: Konsumpcja w innowacyjnej goslarce, Konsumpcja i Rozwdj, Instytut Bada
Rynku, Konsumpcji i Koniunktur, 1/2011, p.31

° E. Szulc: Prosumpcja jako aktywitovspotczesnych konsumentéw - uwarunkowania i pvegja
Nierownaici Spoteczne a Wzrost Gospodarczy, 31/2013, p.355.

191, Sowa: Determinanty z#fiicowar zachowa prosumenckich miodych konsumentéw, Studia Ekonpnac
Zeszyty Naukowe Uniwersytetu Ekonomicznego w Katawh, 231/2015, p.123.
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The current Generation C consists of the repreSeasaof so-called Generations Y and
Z, i.e. people born after the year 1980, who, itaRd, were raised and shaped in a new,
non-communist political system. They are fluentrinovative technological solutions,
which makes them mobile, flexible and creative.

According to Tapscott there are several models of behaviour in which
prosumption is demonstrated:

» personalization - the customer influences how tleelpct will ultimately look,

decides on the properties of the product to refleeit needs;

* hacking products - improving products to suit theeds of the consumer

through their modifications;

» crowdsourcing — obtaining information from customegiving the opportunity

to express an opinion on a company’s offer;

»  collective intelligence - knowledge was creataahfra combination of choices

and opinions of independent consumers.

Modern international literature often refers to theotion of “consumer
engagement”. It is presented as a measure of mssawivity?, and consumer activity
is analysed with reference to purchases they niakentives directed to the customer,
their discussions concerning the brand in sociaiasnas well as consumer feedback to
the company with modification suggestions aimedngiroving the level of provided
services or the product itsElf Consumers’ prosumptive behaviour thus constitotes
of the manifestations of consumer engagement,Hauhbtion is much broader than the
notion of prosumption itself.

The active participation of consumers in the precefk creating and developing
food products increases the effectiveness of theseities. This probably results from
the fact that it is rare for people dealing witloguct design, optimization or marketing
to have full knowledge of the final recipient (thgiishes, needs and expectations), and
also be able to objectively assess the resultsedf work. Therefore, it is important that
target buyers make critical assessments of prodhotsighout the entire development
process, and not just at the end of the process.

Role of prosumers in creating new products on theobd market

The food industry is an example of an industry wehgrosumption is growing relatively
slowly. This results from the fact that, comparedhe IT industry, where the buyer can
“create” a product according to their needs andepeaces, foods are products that are

D, Tapscott, A.Williams: Wikonomia. O globalnejpépracy, ktéra wszystko zmienia. Wydawnictwa
Akademickie i Profesjonalne, Warszawa 2008, p. 69.

12y, Kumar, L. Aksoy, B. Donkers, R. Venkatesan,Wiesel, S. Tillmanns: Undervalued or Overvalued
Customers: Capturing Total Customer Engagementeyalaurnal of Service Research, 13(3)/2010, p. 107-
120; R.J. Brodie., L.D. Hollebeek, B. JuriA. lli¢: Customer engagement: conceptual domain, fundaient
propositions, and implications for research, Jouafis&ervice Research, 14(3)/2011, p.252-271; Yibek,

S.E. Beatty, R.M. Morgan: Customer engagement: é&tkpj customer relationships beyond purchase, The
Journal of Marketing Theory and Practice, 20(2)204 127-145.

3 L.G. Zomerdijk, Ch.A. Voss: Service Design for Exignce-Centric Services, Journal of Service Rebear
13(1)/2010, p.67-82.
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produced in a uniform and standardized tfay¥n the other hand, the process of
shortening the product life cycle observed in tbedf industry resulting from, e.g.
rapidly changing expectations and preferences ofswmers, causes a significant
rotation and continuous exchange of products. Atiogrto estimates of the consulting
company IXP Marketing Group, in the world of the EM sector (Fast Moving
Consumer Goods), a hew product appears every thiegtes on average, and nearly
80% of them disappear from the market within a yehtheir introductiof®. Also,
according to Lazaridis and Drichoutfs,the vast majority of new food products
(72-88%) is doomed to failure due to low custonaisgaction. This is one of the most
important reasons why the activities of food pragtscshould be oriented towards
potential buyers. This causes the need for consteaivement of producers in the
creation of new products. Cooperation with conssmadlows producers to obtain the
necessary knowledge about their needs and expmwatDbtaining information from
customers in the early stages of product developmsem prerequisite for learning their
preferences and suggestions relevant to creatimg areimproved products fastér
and skillful and durable cooperation with consurleesis to competitive advantafe
Observation of producers’ activities in the foodtee provides us with many examples
confirming the participation of consumers in theation of new products.

An example of prosumer behaviour affecting theodtrction of new food products
was the campaign organized by the company Pepsge-LIn Poland it began
in September 2010, but it appeared in Great Britanier (2008).The factor that
influenced customers’ involvement in the creatiém mew product was the fact that the
company’s financial results had been dropping ysayear. This was caused by more
and more competition (such as the introduction ofgpe brands on the market).
The innovations introduced earlier, without custormeolvement, did not bring the
expected results. The company’s poor financial ltesled to the creation of an
advertising campaign entitled “Come up with a neay’s flavour!”. This campaign
engaged consumers through social media to subdiitidual ideas for a new flavour of
the food product. Thus, by stimulating the activityits customers, the company has
launched new products developed together with pness:’.

The firm Dr. Oetker also involved consumers in thenching of a new product.
The action called “Duel of Flavours” took place Roland in 2015. Prosumers had an
impact on which of the two flavours of pizza (Hawaor Chicken Thai) was to be
introduced to the offer permanently. As in the cabd.ay’s crisps, the campaign was
conducted on the Internet, on a specially createlsite and on the company’s fan page.
Apart from voting, prosumers had to justify thelo@e. The flavour with the largest

14J. Bednarz: Prosumpcja jako rezultat zmian zacjoygh w zachowaniach konsumentéw na przykladzie
przemystu spgywczego. Studia Oeconomica Posnaniensia, vol. 2D1%, p.17.

5 M. Lindstrom: Zakupologia. Prawdy i klamstwa o tydtaczego kupujemy, Wydawnictwo Znak, Krakw
2009, p. 35.

6 p. Lazaridis, A.C. Drichoutis: Food Consumptiosuiss in the 21st Century, [w:] Soldatos, P., Raz&ki,
(red.) The Food Industry in Europe, Agriculturalitrsity of Athens, Athens 2005, p.31.

L. Miotti , F.Sachwald: Cooperative R&D: why andtivivhom? An integrated framework of analysis.
Research Policy, .32/2003, p.1489.

¥D, Henard, P. Dacin: Reputation for Product Innimrat: Its Impact on Consumers. Product Developr&ent
Management Association, 27/2010, p.321-335.

19 https://socialmediasocjologia.wordpress.com/208/4wymysl-nowy-smak-lays/, (degt 15.02.2020).
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number of customer votes remained in the sales?dffanother company, Zott asked
consumers to participate in a competition to desigoottle of Jogobella yoghurts. The
design had to be made using the application orcdimepetition website, and Jogobella
yoghurts in bottles, the design of which was créeconsumers, were available in stores
throughout the country. In another competition, thenpany asked consumers to create
a new flavour for Monte desserts. In a specialliegiion on the competition website,
prosumers had to design a label and choose dedieidditions to the product (create a new
flavour).

Prosumers could also decide on the choice of a type of alcoholic beverage.
From among beer suggestions, such aywiec Marcowe”, Zywiec Biate”
and ‘Zywiec Bock” consumers were to choose one type. edphe advantage in
the number of votes of one of the above-mentionediycts, all three flavours were
introduced to the market at the request of conssifmeknother of the many examples
showing how prosumers influence the marketing etpatof food industry companies
is Coca-Cola, which encouraged consumers to takectine part in changing the
traditional taste of the Coca-Cola drink. A simileoncept was also introduced by
Masterfoods, organizing the Internet campaign “@latmlour vote” that involved voting
for a new colour (taste) of “M&M’s”. Prosumers cdublso reveal their preferences
regarding the limited offer of “Nespresso” coffeg woting for “Cioccorosso” (coffee
with aromas of red fruits and dark chocolate), “BlasChai” (aromas of cinnamon,
anise, cloves) and “Liminto” (aromas of mint anohdi). Cioccorosso won in Poland -
59% of 788 people participating in the campaigreddor it. Other versions of flavours
gained much fewer votes: Masala Chai gained 20%otfs, while Liminto 22%. The
campaign organized by “Reds” that involved encommggonsumers to design their own
beer can, is yet another exanfple

Depending on the degree of consumer involvemetitierdevelopment of the food
industry, one can distinguish very active prosumelsse creativity contributes to
the introduction of new products or packaging. Amotgroup consists of consumers
who are not creative on their own but only resptmthe activities undertaken by food
producers. The least active prosumers are limitethting and reviewing products on
online forums or store pages; however, their agtig very useful for other consumers.

Material and methods

To achieve the objectives set out in this artitiegddition to reviewing literature related

to the subject of prosumption, a survey was coratleimong consumers. The research
technique was an internet survey, and the resdaalhwas a questionnaire that was
placed on a popular social networking site. Duthtosmall number of people surveyed
(unrepresentative studies), the results are fareaete only, and the conclusions drawn

2 https:/iwww.oetker.pl/pl-pl/nasza-firma/biuro-poage/nowosci-biuro-prasowe/nowosc-biuro-
prasowe/n/Marken-Und-Produkt-News/pojedynek-smak@eodzienna-akcja-promocyjna-wspierajaca-
wprowadzenie-nowych-smakow-pizzy-gu, (dgpstl5.02.2020)

Zhttp://warianty.zywiec.com.pl/, (dagt: 15.02.2020).

2 http://rynekkawy.pl/klienci-wybierali-ka/, (dagi: 15.02.2020).

2 M. Lemanowicz, J. Szwacka-Mokrzycka: Identificatiof leading consumer trends on the food market, [w
Economic Science for Rural Development. Proceedifigise International Scientific Conference, vol.
51/2019, p. 294.
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relate only to the surveyed population. 320 respatsltook part in the survey, including
244 women and 76 men. Most respondents were 18a6s\yld (76%), significantly
fewer respondents were 27-36 years old (12.5%)lewddople over 50 years of age and
between 46 and 50 years of age and under 18 adestitespectively 3.8%, 2.8% and
3%. The least numerous group consisted of peomd 8§-44 (1.9%). Over half of the
respondents (53%) indicated a city of over 500,@¥dents as their place of residence;
14% lived in cities from 150-500,000 residents d2d8% of respondents lived in the
countryside. The remaining respondents lived inliemaities, i.e. up to 50,000 and 50-
-150,000 residents. Considering the young age ®frélspondents, most of them were
during their studies (62.2%), and 26.3% had higtlkrcation. The respondents provided
answers to 16 questions included in the questioanai

Research results

The conducted research identified various mantfesia of consumers’ prosumer
activities. This confirms the varying degrees ofiamer involvement in these activities,
from activities that greatly involve consumers torenpassive activities of merely sharing
opinions on purchased products. Consumers today imany opportunities to share their
insights on purchased products. Producers’ web$tepages of a given brand or specific
product, numerous social media platforms are justesof the places where consumers can
express their opinions. Among the respondents, tiane half (53.8%) declared that they
expressed opinions on new food products. The mosterous groups of respondents
sharing their opinions consisted of people whordefithe frequency of these behaviours
as frequent (40%), rare (28%), and whenever itossiple (18%). 14% of respondents
express their opinions very rareRespondents, regardless of the frequency of expegess
their opinions, indicated that they most often shéueir opinion on private profiles in
social media, among their friends (this answer walagsen by 73.9% of people). The
respondents also indicated that they share theirams in online discussion groups, on a
company’s fan page and direct messages to foodipeos! (Chart 1).

Private profiles on social media 73/9%

Internet discussion group. 65,2%

Direct massages to food produce

Fan pages of enterprise

0 10 20 30 40 50 60 70 80
Chart 1. Methods of sharing opinions on purchased food ymtsd(N=172)
Source: The author’s own study.

The results of the conducted research indicateetkatessing opinions on purchased
food products is one of the manifestations of pmesubehaviour and these actions are taken
with great frequency and willingness. However, iggie of prosumption clearly indicates
activities based on greater consumer activity jhahexpressing opinions. That is why the
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study identified the participation of consumerscieating new products and improving
existing ones. Over half of the respondents (64.28% people) declared that they
participated in these activities, but the frequeantyhese activities is not high. Of those
involved in these activities, 36% do so rarely #mel same percentage of respondents do it
very rarely. 17% of the respondents present thgjgestions whenever it is possible, and
only 11% of the respondents do so frequently. Tiheve responses of the respondents
clearly indicated that only a small proportion ofspondents regularly participate
in marketing campaigns aimed at improving prodactsreating new products. Participation
in the creation of new products can take place amymways. Most often, the respondents
take part in the design of packaging, their appesrand labels (67.5%). They also design
new products, e.g. new flavours (47.6%), and age part in the creation of advertising
slogans (Chart 2).

Creating advertising slogan 45,20%

Product design, e.g. creating a ne

0,
flavour 47,60%

Packaging design, e.g. appearan

labels 67,50%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Chart 2. Participation of respondents in creating new potsl (N=206)
Source: The author’'s own study.

An important element of the research was to fintl the respondents’ opinions
on the activities of food industry companies inwoty consumers. Likert's scale was
used in this question and five statements were gtezhfor assessment. Table 1 presents
the answers obtained.

Table 1. Respondents’ opinions regarding activities in fieé& of prosumption undertaken by food sector
companies (N=320)

I | definitely | rather | neither I rather | | definitely
Specification ) ) agree nor
disagree | disagree di agree agree
isagree
Enterprises take their customers’
11,3% 6,6% 28,5% 24.5% 29,1%

opinions about products into account

Enterprises often involve their
customers in activities aimed at 12,2% 15,0% 24,5% 30,0% 18,3%
improving/creating a product
| believe that participation of
consumers in creation/fimprovements 9,5% 4,7% 6,6% | 31,0% 48,2
of products is right

There are many activities on the 49,1% 20,7% 22,5% 5,6% 2.1%
market that involve consumers

Source: The author’s own elaboration.
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Not all respondents agreed that companies take a@uoount their opinions
regarding purchased products. However, those wisagdeed with this fact were
definitely fewer in number. A fairly large numbef ®spondents could not determine
whether they agreed with this statement or not5@3. Despite this, the majority of
respondents rather agreed that enterprises vergn oftivolve their customers
in marketing campaigns aimed at creating/improvipgpducts. Almost half of
the respondents (48.2%) strongly agreed that theicipation of consumers
in creating/improving products is the right courskconduct for companies, which
proves that they appreciate such activities. Atstime time, most disagree that there are
too many activities engaging consumers in this tgbecampaigns on the market.
Undoubtedly, this indicates a positive attitude thé respondents to this type of
activities, which can translate into an increasehi@ popularity of a given brand or
company.

Conclusions

Prosumption is considered one of the trends inwmes behaviour. It can be described
as a form of active participation of consumershia process of creating a company’s
offer. Depending on the degree of consumer invokmimone can distinguish very
active prosumers participating in activities ainadreating or improving new products
or packaging, and those less active who limit thetivities to sharing their opinions on
forums, fan pages of companies or brands, etc.i@emsg the specifics of behaviours,
in particular of young consumers, it can be staked prosumption is a trend that will
develop intensely. The younger generation (Germrati, Z) is often referred to as the
“online generation”. They are active, creative deppvilling to express themselves,
unafraid to enter into a dialogue with enterprisesl honestly inform them of their
opinions. Development and dissemination of prosionpis favoured by dynamically
developing techniques and the growth of informatitechnology. The active
participation of consumers in the process of cngatind developing food products
increases its effectiveness. This is due to the tiaat people dealing with product
design, optimization or marketing do not alwayseéhavfull understanding of the final
recipient (their needs and expectations), and thay also fail to objectively assess the
results of their work. It is therefore extremely piantant to include target buyers
in activities related to creating new or improvixjsting products.

On the other hand, enterprises, by engaging consumenumerous marketing
campaigns, gain new customers, focus their atterdio their brand and, knowing the
needs and preferences of buyers better, can couthiedr stable presence on the market.
Prosumer activities can be treated by the consuasea kind of entertainment, and
Internet access is often required to participatehém. In the opinion of the author of
this article, food industry companies should inelgonsumers in the creation and
improvement of products more often; however, thbputd also consider ways of
rewarding consumers for their creativity. Perhapesomers should be included, and
a business model should be created that would alem to participate in the profits
from the sale of products created with their pgéiton. The conducted research
indicates consumer activity in the field of prosuimp; however, respondents mainly
manifest behaviours that do not require them todry active (sharing their opinions).
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Participation in other marketing campaigns suclkragating new products or improving
existing ones are undertaken by most responderg$yrar very rarely. Furthermore,
consumers express positive opinions about the agon of these types of activities
by companies and most of them believe that thezei@r few of such activities on the
market and they are barely visible.
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Przejawy zachowa prosumpcyjnych konsumentow na rynku
ZYyWnoscCi

Streszczenie

Celem artykutu byto zidentyfikowanie przyktadéw zaefan prosumpcyjnych na rynkeywnosci,
okreslenie stopnia zaangawania konsumentow w te dzialania i pomiar postapir(i)
respondentéw dotygzych zaangawania klienta w tworzenie/ulepszanie produktow.
Na podstawie przeprowadzonych badeytoniono najbardziej popularne dziatania podejranes
przez konsumentéw z zakresu prosumpcji, d&r® zaangzowanie konsumentow w #0ego
rodzaju akcje marketingowe organizowane przez pedidw. Badanie ankietowe
przeprowadzono w grupie 320 respondentow.

Wyniki przeprowadzonych badawskazuj, ze wyraanie opinii na temat zakupionych
produktéw speywczych jest jednym z przejawéw zachawarosumpcyjnych i dziatania
te podejmowane gsz dwa czestotliwoscia i checia. W badaniu zidentyfikowano réwriie
uczestnictwo konsumentéw w kreowaniu nowych pro@wkit ulepszaniu ji istniegcych. Ponad
potowa respondentéw (64,4%, 206 o0sOb) zadeklargwedauczestniczy w tych dziataniach,
jednake udziat ten jest rzadki gz bardzo rzadki. Przeprowadzone badania wskazuj
na aktywné¢ konsumentow w zakresie prosumpcji, jedreakespondenci przejawiagtownie
zachowania nie wymagge od nich dizej aktywndci. Ponadto konsumenci wyraa pozytywne
opinie na temat organizowania tego typu dfiggazez firmy i wegksza¢ z nich uwaa, ze
na rynku jest ich za mato.

Stowa kluczowe:prosumpcja, zachowania prosumpcyjne, trendy koneakie, rynekzywnosci
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