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PROSUMERIC ACTIVITY OF CONTEMPORARY FINAL
PURCHASERS VS. THEIR RELATIONSHIPS WITH
OFFERORS

The article is of a theoretical and empirical nature. To prepare the theoretical part the
available literature on marketing and consumer behaviour was cognitively and critically analysed.
The results of the analysis allowed for identifying a knowledge gap and a research gap in this
area. So far, purchaser activity in the context of relationships and image has not been analysed,
especially in relation to offerors perceived as the initiators of communication and creation
behaviours of purchasers. Therefore, the aim of the article was to define the significance of mutual
relationships between purchasers and offerors in relation to the activity of final purchasers.
A research hypothesis was verified: that the perception of offerors as the initiators of the activity
of final purchasers differentiates the range of this activity. In order to achieve the goal and check
the formulated hypothesis, a nationwide empirical research was conducted. The research involved
a questionnaire for collecting primary data, which was afterwards statistically analysed by means
of cluster analysis and the Kruskal-Wallis test. The results revealed that good relationships were
important or very important for the majority of respondents. The perception of offerors was
significant as far as the form of marketing activity for purchasers are concerned. However, it is
possible to note statistically significant differentiation in the case of two forms of purchaser
activity. So, the research hypothesis turned out to be valid only for these two forms.
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Introduction

All contemporary final purchasers exhibit particudetivity, the scope of which reflects
the level of their involvement in the functioning§ the consumer market. The scope of
the activity may be limited exclusively to purchasshaviour, or it may include many
more types of behaviour, such as extra-purchaseavimr'. Practically every
manifestation of activity exhibited by contemporéinal purchasers is obviously related
to establishing relationships with other entftieShis applies to both the purchase

! The contemporary purchaser more and more ofteromigtknows what is available on the market, but ca
also participate in modifying the existing offendaeven in creating completely new solutions (HLGcas,

R. Agarwal, E. K. Clemons, O. A. El Sawy, B. Weblenpactful Research on Transformational Information
Technology: an Opportunity to Inform New Audienc@4IS Quarterly” 2013, vol. 37, no. 2, pp. 371-382)

2 These relations are subject to dynamic changes;hwduie the answer, among others, on the emergdnce o
new technological solutions leading to redefinimgnis of communication with other purchasers andh wit
offerors (S. Aral, C. Dellarocas, D. Godes: Sodidia and Business Transformation: A Framework for
Research. “Information Systems Research” 2013, w4, no. 1, pp. 3-13; G. Oestreicher-Singer,



activity dominating in the behaviours undertakentlogy so-called passive, or traditional
buyers, as well as extra-purchase activity (ineclgdcommunication and creativity)
manifested by the so-called active buyers, or presg.

Obviously, the nature of those relationships, theiration and strength result from
the specificity of a particular behaviour. In thase of single purchase behaviour, the
relationships are definitely shorter and weakenthmathe case of repeatable purchase
behaviour, while extra-purchase behaviour usualyuires much longer and stronger
relationships established with other purchasers it offerors. This is particularly
evident in relation to creation behaviours, whigngist in the mutual co-creation of
specific elements of a marketing offer, althoughmownication behaviours are
frequently accompanied by more lasting relationshifith other entities in comparison
with the relationships established when purchagioglucts of a particular offeror.

It should be emphasized that the changes in theesobbehaviours displayed by
contemporary final purchasers lead to a changheémature of relationships with other
entities, in particular with offerors. The increagideparture from exclusively or mainly
purchase behaviours for the simultaneous involvémien the transmission and
acquisition of opinions, as well as in the creatiérvarious elements of an offer reflects
a clear increase in the market awareness of piecfiawho want to build relationships
with offerors on a different basis.

The formation of relationships by offerors, who éalways been a more active
party, is more and more frequently insufficient farrchasers. Not only do purchasers
display an increasing openness towards active cgaation in various marketing
activities of offerors, but in practice they actyajet involved in those activities and
even initiate them. This leads to relationshipsgedstablished between purchasers and
offerors even at the initial stages of the marlgpnocess, including the stage of product
creation. It can be said that mutual relationshigsan integral component of the entire
marketing process, and the act of establishindaioaship is frequently a stimulus to
start the process. The traditional approach torthe fulfiled by a purchaser, within
which a relationship with an offeror was establihs late as at the purchase stage, is no
longer valid for contemporary active purchaserse €kpectations of active purchasers
concern not only particular product featdraad extra-product elements of an offer, but
also a market role fulfilled. An active fulfilmewtf a market role allows purchasers to

L. Zalmanson, Content or Community? A Digital Buesia Strategy for Content Providers in the Socia, Ag
“MIS Quarterly” 2013, vol. 37, no. 2, pp. 591-616).

% Prosumers’ extensive marketing activity is a dateant of a new stage of marketing developmengrred

to as the prosumption era (G. Ritzer, P. Dean,uxgehson: The Coming Age of the Prosumer. “American
Behavioral Scientist” 2012, vol. 56, no. 4, pp. 3&8).

4 The increase is closely related to the fundamentiliral changes characterising social developmehich
do not only influence the lifestyle and the wayhaiman thinking (as mentioned, among others, by #b6r,

D. Mari¢: Contemporary consumer in the global environm@BU International Conference on Innovation,
Technology Transfer and Education, March 25-2752@ague, pp. 28-36), but at the same time areethst
of an increasing activity in various spheres @&.lif

® The literature emphasizes, first of all, the it the participation of purchasers in the creatibproducts
increases the probability of achieving market sssd@mong others, R. Martinez-Cafias, P. Ruiz-Pammi
J. Linuesa-Langreo, J. J. Blazquez-Resino: Cons®asticipation in Co-creation: An Enlightening Maaf
Causes and Effects Based on Ethical Values ands@eadent Motives. “Frontiers in Psychology” 2016l. v
7, pp. 1-17); however, this also concerns other gixtra-purchase elements of an offer.



meet numerous ne€d®ften bringing much greater satisfaction thanphechase itself
and the use of a particular product.

Obviously, building and maintaining relationshipshigh meet purchaser
expectations does not only depend on the openrigagrchasers to mutual contact, but
also requires an open attitude of offefofis the case of forming relationships with
offerors) or other purchasers (in the case of fogrinter-purchase relationships). It is
possible to talk about good relationships if bo#nties notice valuable co-operators in
each other, treating each other as partners. Tihuwesmn be stated that establishing
symmetrical relationships allows for mutually becied cooperation, whereas any
asymmetr§ in mutual relationships may arouse dissonanceghwiesults in perceiving
the other party in a negative light.

As can be seen, relationship aspects are closelyected not only with purchaser
activity, but also with image. It can be assumedt,tton the one hand, positive
perception of an offeror favours a stronger ref@iop established by, for example,
increasing the scope and degree of purchaser tgctidind on the other hand,
establishing mutual contact results in a particpknception of an offeror, and thus leads
to co-creation of the offeror’s image.

It should be highlighted that marketing activity fofal purchasers has rather not
been analysed in the context of relationships wither entities, including offerors.
Those aspects have not been examined along witbettoeption of offerors as initiators
of purchaser activity. Purchaser behaviours havenbeonsidered in the following
contexts: the stages of the purchase prirebe scope of purchase activityor

® The needs include the need to share their knowledgich results in purchasers’ influence on thivities

of offerors and the effects of those activitieseThfluence does not concern only product featundsch,
among others, was mentioned by E. Niemba and MenBardt (E. Ziemba, M. Eisenbardt: The ways of
prosumers’ knowledge sharing with organizationstéidisciplinary Journal of Information, Knowledgad
Management” 2018, vol. 13, pp. 95-115), but alsepelements of a marketing offer.

"It is true that many offerors make an attempigast declaratively) to improve relationships witistomers,
e.g. through the use of Internet technology (P.iaSe¥. Venkatesh, S. Joglekar: Leveraging Digital
Technologies: How Information Quality Leads to Limed Capabilities and Customer Service Performance
“MIS Quarterly” 2013, vol. 37, no. 2, pp. 565-59; M. Hansen, P. Kraemmergaard, L. Mathiassen: Rapi
Adaptation in Digital Transformation: a Participgtd®rocess for Engaging IS and Business LeadersS “M
Quarterly Executive” 2011, vol. 10, no 4, pp.17%5),8/et they often fail to increase the level denaction
with purchasers. Offerors still have little knowdedabout purchasers’ expectations concerning matrahct
(E. Piccinini, R. W. Gregory, L. M. Kolbe: Changashe Producer-Consumer Relationship -

Towards Digital Transformation. 12th Internatior@dnference on Wirtschaftsinformatik, March 4-6 2015
Osnabriick, Germany, https://www.researchgate.ngif@iion/277325460 (accessed: 02.02.2019)).

8 Unfortunately, in practice, such asymmetry is frently very considerable, for example with regardtte
scope of information available to purchasers arférafs. Purchasers often have incomplete informatio
(F. Zecca, N. Rastorgueva: Trends and Perspeativée Information Asymmetry Between Consumers and
Italian Traditional Food Producers. "Recent Patemtd-ood, Nutrition & Agriculture” 2016, vol. 8, nd,
19-24), which makes it difficult for them to makearket decisions and prevents them from fulfillihg role

of authentic partners of offerors, who make an stiffed assumption that it is easier to shape thieides and
behaviour of unwitting purchasers.

® For example, they were analysed in relation todiisions taken by purchasers (S. Gensler, P.eehoéf,

M. Bohm: Understanding consumers' multichannel aémiacross the different stages of the buying peoce
“Marketing Letter” 2012, vol. 23, pp. 967-1003).

1% For example, it was analysed in relation to puseharientation (P. Chatterjee: Multiple channel arass
channel shopping behavior: role of consumer shappinentations. “Marketing Intelligence & Planning”
2010, vol. 28, iss. 1, pp. 9-24).



prosumer activity; the determinants of purchase behavigurehavioural loyalty?; the
participation in the cooperative systdmetc. Thus, there is a knowledge gap and
a research gap in this area.

Therefore, this article aims to determine the digance of mutual relationships
between purchasers and offerors with regard tathieity of final purchasers. In order
to accomplish the goal, the following research ligpsis was verified: the perception of
offerors as the initiators of final purchaser aityivdifferentiates the scope of this
activity.

General characteristics of the research

In order to achieve the research goal and to vehié/formulated hypothesis, primary
research was conducted using the survey method. fdimary research was
implemented as part of the research project 201381 HS4 / 00430 financed by the
National Science Center. The proper research wadumted in the third quarter of 2015
among 1200 respondents representing Polish adalt fiurchasers. A number of 1012
correctly completed questionnaires were qualified gtatistical analysis. Within the
study population, 61% were women. Non-random sielecbf the test sample was
applied®. The research was direct in nature, requiringraerviewer's personal contact
with the respondents. This made it possible to inkaahigh return rate of completed
guestionnaires.

The primary data collected during the surveys wesed in the further stages of the
research process involving statistical analysisdooted by means of cluster analysis
and the Kruskal-Wallis test (KW).

Cluster analysis is a method used to extract suipgrof objects or variables based
on the similarity between them. The cluster analyisat was applied allowed combining
into one focus those variables that co-existed thedefore were correlated with each
other.

As a result of the cluster analysis that was appli@ diagram was obtained
presenting the distance between the grouped obfeat@ables). The diagram made it
possible to group the objects (variables) into daeger sets (clusters) using a certain

1 For example, it was analysed through the prisnthef kinds of prosumer activity (M.-A. Dujarier:The
activity of consumer: Strengthening, transformiog,contesting capitalism? “The Sociological Qudyter
2015, no. 56, pp. 460-471).

12 For example, the influence of the following detiramts was analysed: social media (F. Yogesh, Mh¥e
Effect of social media on purchase decision. “Ra@tisiness Review International” 2014, vol. 6, &%, pp.
45-51); the gender of purchasers (M. Lipowski, Mhigawski: Gender and Consumer Behavior in Distrityuti
Channels of Services. “International Journal ofe3gy and Research” 2016, vol. 5, pp. 45-58), etc.

13 For example, the relationships between purchasetofferors were analysed during the purchasinggss

(R. Leahy: Relationships in fast moving consumeodgomarkets: The consumers' perspective. “European
Journal of Marketing” 2011, vol. 45, no. 4, pp. 6512).

14 For example, such systems were analysed betweetugers and consumers on the food market (M. R.
Darolt, C. Lamine, A. Brandenburg, M. De Cléofagdian Alencar, L. S. Abreu: Alternative food netksr
and new producer-consumer relations in FranceraBtazil. “Ambiente & Sociedade” 2016, vol. XIX, n®,

pp. 1-22; D. Maye: Moving Alternative Food Netwoitksyond the Niche. “International Journal of Scmiyl

of Agriculture and Food” 2013, vol. 20, no. 3, 883-389).

5 According to M. Szreder (M. Szreder: Losowe i oglwe préby w badaniach statystycznych. “Prgigl
Statystyczny” 2010, no. 4, pp. 168-174), it is abtays necessary to apply random selection; moreoos-
random selection can more and more often be trestedh opportunity for the researcher.
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measure of similarity or distance. A typical resolt such type of grouping is
a hierarchical tré€ which was interpreted starting from the objegtsating their own
group. By lowering the threshold, which decided whassigning two or more objects
into the same cluster, more and more objects vieked together and aggregated into
increasingly larger clusters, which were more amdendifferent from each other. At the
final stage of the analysis, all objects were corad’.

The Kruskal-Wallis test allows finding an answehaether the diversity in terms of
separating individual groups (e. g. respondentshiops) is statistically significant
enough to say that the respondents' opinion detednby the analyzed response is
significantly different. The Kruskal-Wallis test ia non-parametric equivalent of
ANOVA™. It consists of checking whether the number ofefrehdent results from
a group comes from the same population or from guladion with the same median.
Individual samples do not have to be of the sammb&u. The input data is an n-element
statistical sample divided into 'k’ of disjointedayips with numbers ranging from nl to
nk. The statistical analysis was performed usimegStatistica 8.0 package.

The results of the research

Based on the considerations presented in thepingtof this article, it can be assumed
that the marketing activity of contemporary purarashould be considered in a specific
context, paying particular attention to the contektelationships. Every manifestation
of marketing activity is connected with the necigst establish relationships with other
entities, in particular with offerors. Thereforbgtrespondents were supposed to assess
the importance of good relationships with offeroFee assessment was performed on
a four-level Likert scale, in which a rating of 4eamt that the relationships were very
important; a rating of 3 — important; a rating of 20t important; and a rating of 1 — the
relationships were completely unimportant.

As the researchs shows, the majority of respondesitsved that relationships were
at least important with all the three groups okodfs (Table 1). It is worth noting that
the smallest percentage of such indications irtiogldo the total number of respondents
occurred in the case of relationships with prodsicevhereas the relatively highest
percentage occurred in the case of relationshigl sérvice providers, although the
percentage was very close to the percentage obmesp indicating the attribution of
large or very large significance to relationshipghwraders. This may have resulted
from the specifics of individual groups of offerpien a daily basis, final purchasers
have relatively less frequent personal contact wpitbducers than with traders and
service providers. The values of average ratingsioéd for each group of offerors
confirm the aforementioned hierarchy of relatiopshiwith offerors, reflecting the
significance of the relationships for the responsleHowever, it should be emphasized
that those values were similar, not exceedingithi bf 3.00 for any of the three groups
of offerors.

18 E. Pastuchova, S. Vaclavikova: Cluster analysista mining technique for discovering natural gingg in
the data. “Journal of Electrical Engineering” 2048l. 64, no. 2, pp. 128-131.

7 G. A. Churchill: Badania marketingowe. Podstawytadelogiczne. Wydawnictwo Naukowe PWN,
Warszawa 2002, pp. 827-851.

18 http://www. statystyka.az.pl/itest-anova-kruskaldlisa. php (accessed: 07.01.2019).
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The results of the research indicate that the ntgjof respondents negatively
assessed offerors’ activities connected with eraging purchasers to participate in
creating a marketing offer. 68.9% of the resporslestated that offerors inefficiently
encourage purchasers to such cooperation. It igshwadding that offerors were
perceived the relatively worst by people over the af 56 and by people below the age
of 30. Thus, it can be noted that although the nitgjof respondents assessed good
relationships with offerors as at least importahgy did not perceive offerors as an
inspiration for purchaser activity.

Table 1. Respondents’ indications regarding the significanfceslationships with offerors due to the peraapif
offerors regarding their effective encouragemepin€hasers to cooperate (in %)

Effective encouragement L
The analysed relationships of purchasers to cooperate| Total indications
yes no % | Total | Average rating
completely unimportant 7.0 7.9 7.6 411
with producers pf little importance 28.6 35.7 33.5 )
important 47.3 40.5 42.6 58.9 2.67
ery important 17.1 15.9 16.3 )
completely unimportant 3.8 4.4 4.2 28.0
with traders _of little importance 23.5 23.9 23.8 )
important 48.6 50.6 50.0 72.0 2.89
\very important 24.1 21.1 22.0 )
completely unimportant 4.1 5.4 5.0 27.8
with service of little importance 26.7 20.9 22.8 )
providers important 50.2 42.7 45.0 722 2.94
ery important 19.0 30.9 27.2 )

Source: author’s own study based on the researafucted.

Analyzing the percentage of indications among tespondents who perceived
offerors as effective initiators of purchaser dtyivand the percentage of indications
among the respondents who unfavourably perceivéerasé in this role, it can be
noticed that the greatest differences occurrech@nassessment of the significance of
relationships with service providers (Table 1).sThias especially evident in relation to
opinions of the great significance of mutual relaships. The difference in this case
amounted to as much as 11.9%. However, the resptmaeého negatively perceived
service providers as the initiators of purchaseividg attributed greater importance to
relationships with this group of offerors than tiespondents who positively perceived
service providers in this role. This may arous@rishment, especially that in the case
of the other two groups of offerors — producers &aders — it can be noticed that the
respondents who believed that offerors effectivehgourage purchasers to cooperate,
attributed a great importance to good mutual retehips more frequently than the
respondents who do not have a flattering opinioauaitwfferors, which seems much
more logical. Perhaps the apparently counter-ldgiesult regarding the assessment of
the significance of relationships with service pdevs results from the fact that
respondents noticed the possibility of the mutuaation of an offer with regard to
traders and manufacturers rather than service geosi Obviously, this assumption
requires further analysis, which, however, did fadit within the material scope of this
article.
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It should also be added that for each of the tigreeips of offerors, the relatively
smallest number of respondents considered mutlaloreships to be totally unimportant
(less than every tenth respondent). In each chaiseppinion was slightly more frequently
indicated by the respondents who negatively peeceiofferors as compared to the
respondents with positive opinions about offerdrse relatively highest percentage of
respondents considered mutual relationships toobepletely unimportant in the case of
producers, which confirms the conclusions drawrvabblowever, it is worrying that among
the respondents there were people who did notenatig significance of mutual relationships
with offerors, as it makes it difficult to displany extra-purchase activity, and may even
hinder satisfactory purchase behaviours, whichralgaire an interaction with offerors.

24a
24c —
24g
24h

24i
24j
24k
241
24t

24m
24d
24b
24e F_____________
24n
24f

5 10 15 20 25 30 35 40 45

Dystans

where: a - | express my opinions about productseluia the Internet (e.g. on the online forum oth@store's
website), but | do not contact the producer diyedil- | express my opinions about products | ugbout using
the Internet (to friends / family, or directly inet store, etc.), but | do not contact the proddaectly; c - | add
comments about the products | use to other consun@nions in the Internet; d - | get acquaintéith wpinions
of other consumers posted in the Internet abouptbducts | use or intend to use; e - | get acdedimith
opinions of other consumers, not posted in thereteabout the products | use or intend to use ff@m friends /
family, seller, etc.); f - On my own initiative botact producers via the Internet expressing mgiopi/ giving
advice about products | use or intend to use; g-ny own initiative | contact producers withoutngsithe
Internet to express my opinion / give advice alpratiucts that | use or intend to use; h - On my owtiative,

| contact producers in various ways via the Interagking questions about products | use or intengse; i - On
my own initiative, | contact producers in variouays without using the Internet, asking questiormitiproducts
| use or intend to use; j - | participate in adids / actions organized by companies via the rieteithanks to
which | am a co-creator of the product or its bttiés, e.g. packaging, brand, etc.; k - | partteifa activities /
actions organized by companies otherwise tharhednternet, thanks to which | am a co-creatohefgroduct or
its attributes, e.g. packaging, brand, etc.; Ipatticipate in activities / actions organized bynpanies via the
Internet, thanks to which | am a co-creator of prbamal activities, e.g. advertising slogans, atisielg
campaigns, etc.; | - | participate in activitiessampaigns organized by companies otherwise thatheiinternet,
thanks to which | am a co-creator of promotionaiviies, e.g. advertising slogans, advertising paigns, etc.;
m - | participate in activities / actions organizeg companies, thanks to which | am a co-creatanyf other
activities / elements of the company, apart froengfoduct and promotion; n - | produce productsetfiygithout
contacting the producer whatsoever), for reasoesafomy or practicality.

Figure 1. Dendrogram of marketing activities of responderdsitpvely perceiving offerors with regard to the
encouragement of purchasers to cooperate
Source: author’s own study based on the resuliseofesearch conducted.
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Taking into consideration the fact that the acyivif contemporary purchasers often
goes beyond purchase behaviour itself, fifteen $orof activity displayed in
relationships with other purchasers and in relatgos with offerors were analyzed. The
forms were analyzed due to the perception of offeregarding their effectiveness of
activating purchasers. The results obtained incthster analysis, presented in the form
of a dendrogram (Figure 1), indicate that in theecaf respondents who positively
perceived offerors as the initiators of purchasévity, clusters with the shortest
distance (not exceeding 20) appeared for the Vagateflecting the following forms of
activities: online and offline creation behavioospired by the offerors associated with
the co-creation of promotional elements ('I' afjd dnline and offline communication
behaviours undertaken in relationships with offeror a spontaneous manner ('g' and
'h"), online communication behaviour of inter-puash nature ('a’ and 'c’) and offline
communication behaviours of Inter-purchase natbfeand 'e’).

Taking into consideration the forms of marketingtiaty displayed by the
respondents who negatively perceived offerors itigtiors of purchasers’ extra-purchase
behaviour, only three clusters were identified vétldistance of less than 20, with none
of the clusters being less than 15 (Figure 2)s Mvorth recalling that in the case of the
respondents who positively perceived offerors,distance of two clusters was smaller
than the value of 15. Comparing the results obthifoe both groups of respondents,
other differences can also be noticed. They incladeong others, the specificity of
behaviours creating the identified clusters of singallest distance. Each of the three
clusters distinguished for the respondents unfaalgyrperceiving offerors included two
behaviours displayed in the relationships with iffs. Two clusters included online and
offline creativity behaviours inspired by offerofsoncerning, respectively, the co-
creation of extra-product elements of an offer'-arid 'm' and the co-creation of the
product — 'j' and 'k"), and one cluster includedrégneous communication behaviours
undertaken on the Internet (‘f and 'h’). It is Womoting that in the case of the
respondents who positively perceived offerors, dbsvity marked with the 'f' symbol
did not enter into any cluster, whereas in relattonthe persons who negatively
evaluated offerors, a variable which did not eimér any cluster was the variable with
the 'n' symbol, referring to the independent preéidacof goods. This variable was
included in the analysis only because it is considé¢o be a prosumer activity by some
author$® . However, the independent production of goodssdu have the features of
a prosumer activify, as it does not require entering into relationshigith other
entities.

As can be noticed, the respondents engaged in tiagkeactivity in their
relationships with offerors, and did not displayy anarketing activity in relationships
with other purchasers. This indicates a rather lgeneous nature of those behaviours
taking into consideration the entities with whicthet respondents cooperate.
Homogeneity also occurred in relation to the spatjf of behaviours regarding the

° The authors include, among others J. Bednarzedn&z:P Prosumpcja jako rezultat zmian zachmydh w
zachowaniach konsumentéw na przyktadzie przemyphiysiczego. “Studia Oeconomica Posnaniensia”
2017, vol. 5, no. 1, pp. 7-24) and A. Murawska ilugosz (A. Murawska, H. Dlugosz: Prosumpcja jako
forma aktywndci konsumentéw na rynku débr i ustug, “Handel Wetrany” 2018, vol. 4, pp. 241-251).

20 A, Baruk: Prosumpcja jako wielowymiarowe zachowamynkowe. Zakres aktywsoi marketingowej
wspétczesnych nabywcéw, PWE, Warszawa 2017.
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scope and the level of purchaser activity, as e#cthe identified clusters included
variables reflecting either exclusively communioatbehaviours or exclusively creation
behaviours, as well as regarding the sources pfratton for an activity, which included
either exclusively spontaneous behaviours or ekalsinspired behaviours. The only
feature clearly distinguishing the forms of aciviindertaken by the respondents was
the environment in which a particular activity wdisplayed. Most clusters included
variables reflecting online and offline behaviour.

24a

24c

24f
249

24i
24
24k
241

24
24m
24b
24e I F
24d

24n

15 20 25 30 35 40 45

Dystans

where: markings from ‘a’ to ‘n’ as in Figure 1

Figure 2. Dendrogram of marketing activities of respondergatively perceiving offerors with regard to the
encouragement of purchasers to cooperate
Source: author’'s own study based on the resuliseofesearch conducted.

The article also made an attempt to answer thetiquesf whether the perception
of offerors as the initiators of purchaser activilas a feature differentiating the
respondents' answers regarding the forms of thaiketing activity. The Kruskal-Wallis
test was applied for this purpose. The resultshef Kruskal-Wallis test indicate that
statistically significant differentiation occurredly in the case of two behaviours (Table
2) — inter-purchase behaviour (‘e") and behavitaplayed in relationships with offerors
('f). The level of significance 'p' was less ththa accepted limit value of 0.05 only for
those two forms of activity.

Those behaviours also vary in terms of the envimmnin which they occur. The
inter-purchase behaviour takes place outside tkerriet, and behaviour displayed in
relationships with offerors occurs in the virtuabnid. Similarities, in turn, include the
scope and the level of activity, since both behardo have the nature of
a communication activity. In the case of the resjgmts, the research hypothesis
is therefore valid only with regard to the two beibars mentioned.
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Table 2.Results of the analysis of the significance ofat#hces between the forms of respondents’ prosumer
activity due to the perception of offerors regagiihe effective encouragement of purchasers toeratg

The analysed Effective encouragement of | The value of the Kruskal- The level of
variable purchasers to cooperate Wallis test significance ‘p’

a yes 524.46 0.187703
no 499.12

b yes 519.23 0.342204
no 501.48

c yes 531.20 0.067665
no 496.08

d yes 497.48 0.472093
no 511.29
yes 539.93

e o 292 14 0.01013

f yes 536.87 0.018486
no 493.52
yes 514.81 0.536014

9 no 503.48

h yes 508.68 0.894863
no 506.24

i yes 515.91 0.484759
no 502.98

. yes 522.29

J no 500.10 0.229074

K yes 516.73 0.444693
no 502.61

| yes 510.32 0.793519
no 505.50

' yes 516.97 0.433457
no 502.50

m yes 521.51 0.258558
no 500.45
yes 532.39

n o 29554 0.057096

where: markings from ‘a’ to ‘n’ as in Figure 1
Source: author’s own study based on the resuliseofesearch conducted.

Conclusions

Based on the presented considerations, it can hauwied that good relationships with
offerors were an important aspect of participatianthe consumer market for the
majority of respondents. This was especially evidanthe case of relationships with
service providers and traders. One of the elemesikscting mutual relationships was
the perception of offerors by purchasers. As isigeam the research conducted, offeror
image referring to actions taken by offerors tdi@té cooperation with purchasers was
a factor that clearly shaped the scope of marke#ictyity of the respondents. The
respondents who positively perceived offerors as ittitiators of purchaser activity
displayed a different scope of creation and comupatiin behaviour, as compared to
the respondents who negatively evaluated offerevhjch is confirmed by the
dendrograms obtained as a result the cluster asahat was applied. However, as far as
the differentiation of responses concerning paldictorms of marketing activity due to
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the perception of offerors in the aforementiondd,rib was statistically significant in the
case of two behaviours.

Obviously, the research has certain limitationseylimclude, among others, the
subject scope of the research (the representatifeadult purchasers only), the
geographical range (the representatives of Polisbhasers only) and the object scope
(the selected aspects of prosumer activity andséhected elements of relationship and
image context). An attempt to eliminate the limidas will guide the future research, the
scope of which will be extended to persons undery&8rs old, representatives of
purchasers from other countries and other formpro§umer activity of contemporary
final purchasers.
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Aktywno §¢ prosumpcyjna wspotczesnych nabywcéw finalnych
a relacje laczace ich z oferentami

Streszczenie

Artykut ma character opracowania teoretyczno-engzinggo. Do przygotowania ¢zi
teoretycznej wykorzystano metpdnalizy poznawczo-krytycznéyiatowej literatury przedmiotu

z zakresu marketingu i zachofvakonsumenckich. Wyniki tej analizy pozwolity na
zidentyfikowanie luki wiedzy i luki badawczej. Datyczas bowiem nie analizowano zakresu
aktywnaici nabywcoéw w konteicie relacyjno-wizerunkowym, zwlaszcza w odniesiemnio
sposobu postrzegania oferentow jako inicjatoréw twikecyjnych i kreatywnych zachowa
nabywcéw. Dlatego te celem artykutu byto okéenie znaczenia, jakie majzajemne relacje
miedzy nabywcami, a oferentami w odniesieniu do zakraktywndci nabywcéw finalnych.
Weryfikacji poddano hipotez badawcz mdwigca, iz sposob postrzegania oferentéw jako
inicjatorow aktywndéci nabywcow finalnych rinicuje jej zakres. B¥ac do osagniecia
wymienionego celu oraz sprawdzenia sformutowanepteizy przeprowadzono ogoélnopolskie
badania empiryczne, podczas ktérych do zebranigctiapierwotnych wykorzystano metpd
badania ankietowego. Zebrane dane pierwotne podedaatizie statystycznej, w trakcie ktérej
zastosowano metedanalizy skupié oraz test Kruskala-Wallisa. Okazale,ste dla wikszaci
ankietowanych dobre relacje z oferentami bylyzmea lub wecz bardzo wzne. Sposéb
postrzegania oferentdw miat znaczenig]i jehodzi o zakres form aktywdoi marketingowej
nabywcéw. Jednak o zmicowaniu statystycznie istotnym omma méwé w przypadku dwodch
form aktywndci. Tym samym wjc stwierdzenie zawarte w hipotezie badawczej w padiu
respondentéw okazatoggprawdziwe tylko dla nich.

Stowa kluczowe nabywca finalny, relacje, oferent, prosumpcja
JEL Codes M31
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