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The Dimensions of Enterprise Innovation and SelecteTrends on the Food Market
Abstract

Changes are occurring in the food market whichshiagping the new face of enterprises
that operate in that market. The boom of the faamdas in Poland, as well as its expansion, is
noticeable due to its innovation, among other thingpecific challenges faced by modern
enterprises in the food market come from technobigieconomic and social spheres. The
effect of those achievements are innovations whiehthe consequences of transformations
taking place in the area of products, processesatiag and organizational activities. Inno-
vations are helping create new products, processaketing and promotion activities. Prod-
uct innovations should be recognized as a leadigttbn of innovation development in the
food industry. In that context, the direction ofadlges in consumption should be considered
an important issue and one that requires furtheemation. The key role of enterprises in-
volved in the food market is a skillful recognitiai needs raised by consumers as well as
specific segments and their satisfaction. Entreguwesishould be aware that knowledge of the
market and of consumers decreases the risk of ehésstanding customer needs and increas-
es the chances of success. Leading directionsnafvation include low-processed and pro-
health products. The sector of functional convergefood is growing rapidly. There are also
proposals for products that meet specific needsedaby consumers relating to their diet or
lifestyle choices. Trends determine the developrménmnovation. We can be sure the supply
of new products will never run out because therdesi differentiate from other producers,
and fulfill the expectations, requirements and deasaof their consumers will be an inspira-
tion for their development.
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Wymiary innowacyjnosci przedsigbiorstw a wybrane trendy na rynku zywnosci
Streszczenie

Na rynkuzywnosci zachodz zmiany ksztaltyjce nowe oblicze przeddiorstw zwiza-
nych z tym rynkiem. Obserwujecsiozkwit sektora spgywczego w Polsce oraz jego ekspan-
sje na skutek zmian, m.in. w zakresie innowacymoSpecyficzne wyzwania, z jakimi mie-
rza sic wspotczesne przedsiorstwa na rynkwywnosci lezg w obszarze technologicznym,
ekonomicznych jak i spotecznym. Efektem owychagsic¢ s3 innowacje, ktérych nagp-
stwem g dokonujce s¢ przeobraenia w obszarze produktow, procesow, dziatearketin-
gowych jak i organizacyjnych. Innowacje ksztajtujowe oblicze produktéw, procesow,
marketingu czy promocji. Za domirgly kierunek rozwoju innowacji w przerglg spayw-
czym uzné nalezy jednak innowacje o charakterze produktowym. W &ontelécie za wa-
ne zagadnienie, wymagag obserwacji przez przedsiorstwa funkcjonujce na rynkuzyw-
nosci, naley wskazé kierunki zmian w konsumpcji. Rpbrzedsgbiorstw zwizanych z sek-
torem zywnaosciowym jest umigjtne rozpoznanie potrzeb zgtaszanych przez konsumwent
specyficzne segmenty i ich zaspokojenie. Prabdsicy powinni mi€ swiadomag¢, ze zna-
jomosé rynku i wystpujacych na nim konsumentéw zmniejsza ryzyko niezrozmiai po-
trzeb konsumentéw i zwksza szanse na sukces. Do rozwgggh s¢ kierunkdw innowacii
mozna zaliczy¢ produkty niskoprzetworzone i prozdrowotne. Szybdémie segmentywnaosc
funkcjonalnej, wygodnej. Powstajtez propozycje produktow, ktére spetrgagzczegolne
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wymagania zgtaszane przez konsumentow ydagh diety czy styliycia. Trendy determi-
nuja rozwoj innowacji. Maemy by przekonanize nigdy nie zabraknie nowych produktéw,
bowiem clg¢ wyrdznienia s¢ i spetniania oczekiwg wymaga i zadan konsumentow ddzie
inspiracp dla ich rozwoju.

Stowa kluczowe innowacje, innowacyjni, przedsibiorstwo, rynekzywnosci, trendy kon-
sumenckie

JEL CODE: 031, E20, B22

Introduction

Many demographic, economic and social trends wharh be observed around the world
that exert considerable influence on productiomscmption and consumer behaviours.
These aspects, especially production and consumpdi@ characterised by increasing spe-
cialisation and segmentation, which are usuallgrdgad towards niche markets. In this con-
text, production takes responsibility for the neefisconsumption, such as the search for
goods meeting different needs, the selection, nsedeésposal as well as anticipation of the
demand for these goods. These changes are théarg<afl individuals and organisations and
in consequence, they affect entire communities.

Innovations are a developing issue in economiaseig Following the OECD methodol-
ogy proposed by the authors of the Oslo Mah(2006) (based on the criterion of objectivi-
ty), innovations are identified in the areas ofduat, process, marketing and organisation.
New solutions initiate changes, which result inelepment. Innovative activity and the na-
ture of innovation (breakthrough, incremental) e elements strictly related to technology
and they influence the competitiveness of markéaties.

Enterprises’ competitive strategies are also camalaly influenced by changes in con-
sumer activity, especially by increasing consunvearaness and knowledge of products and
services. Product innovations are a leading traritle food industry in the context of increas-
ing significance of innovativengssConsumer trends, i.e. trends of changes in copsam
are an important issue, which requires observdiienterprises operating in the food mar-
ket. This powerful industry is increasingly ofteovmpered by consumers rather than producers.
Understanding the final consumer is the basis fefcéfe marketing. Enterprises operating in
the food sector need to skilfully recognise thedseef consumers and individual segments
and to satisfy them with available resources (fan@n physical, human), competence and
good management. These are key actions which wekd taken by enterprises in order for
them to be successful. Entrepreneurs need to talecmation about the market and its par-
ticipants. However, the observation of economicticas shows that tasks related with these
actions are neglected. The knowledge of the mahketconsumers as well as consumer orien-
tation, which involves the recognition of consumengpectations concerning food, reduces
the risk of misunderstanding consumers’ needs aokases the chance for success. World
trends stress the role of the consumer, who istiogpper, purchaser and user of a particular
good. Consumers have increasing influence on ptedura services. These individuals have
different functions in market processes and theyaawaluable source of information about
the future of the market.

! The most common methodology in the European Urdmninternational standard in research on innomatio
and its effects used in statistical research ofaéetral Statistical Office in Poland.

% The research findings given in the report of therM/Bank Group (2015) indicate that process intiova in
enterprises were implemented half as frequentlgraguct innovations. Marketing and organisatiomalova-
tions were least frequently implemented. Accordimghe authors of the report, this means that comegado
not fully appreciate the potential of productiviglated with the improvement of business procesesesgasing
marketing skills and strengthening organisatiomatfices.

35



Scientific Journal of the Polish Economic Societyielona Gora No. 6, 2017

The aim of this article is to present selected norer trends identified in the context of
considerations concerning innovation and innovaegs of enterprises in the food industry.
The author of the article emphasised selected pnabkelated with the research subject, indi-
cated the consumer role in creation of innovatiod presented selected trends of changes in
consumption. The considerations are based on studidomestic and foreign publications,
scientific journals and the Internet. The authotha article also used her experience gained
while preparing the opinion about the innovativenesenterprises in the food industry.

Selected problems of the innovativeness of enterggs in the food industry

In reference publications, innovations are regarded necessary element for effective
operation of an enterprise, which is significanttsovalue and “which is strictly correlated
with the company’s competitiveness, being its aeieant” (Szymaski 2013, p. 81). Innova-
tion is the entity’s capacity to develop, implemant absorb new solutions, ideas and meth-
ods (Porter 1990, Draho$, Maher 2004). When corieglénnovation it is necessary to men-
tion the inextricably linked concept of innovatiess, which refers to the implementation of
innovation as novelfy According to the glossary of terms concerningokation and Tech-
nology Transfer (Matusiak 2011, p. 119), innovatiees is “a feature of business entities or
economies, which refers to their capacity to crem@lement and absorb innovation. It in-
volves active engagement in innovative processdsaiing actions leading to innovation”.

By active engagement in innovative processes ddadgactions leading to innovation en-
tities can gain measurable economic benefitsmake profits, which will increase their sig-
nificance and authority in the market environmétions leading to innovation bring bene-
fits not only to entities but also to regions asyticause development of the national economy
based on knowledge and innovative policy (Druck@®2l Janasz 2003). This trend can be
observed both in developed and developing counfésrld Bank reporf) Since 2014 Po-
land has been classified as an economy orienteffdctiveness and innovatioh#\s J. Eaton
and S. Kortum (1997) indicate, maintaining the cetitfye position of enterprises and entire
economies on the contemporary market requires aquade level of innovation and rate of
its development in combination with technology. Skiepends on an entity’s or country’s
resources and whether they can be used for makimayations. Market entities’ passive atti-
tude to innovation may inhibit their developmeriieff become less competitive) and the de-
velopment of the region and in consequence, theldpment of economy.

Enterprises operating in the food market strivednstantly increase competition. In con-
sequence, they prepare and implement differentystadnovation strategies. This results in
products which have different degrees of noveltg anginality. It is very difficult to be in-
novative in the food sector. Enterprises make piynaad secondary innovations, the latter
being much more common. Incremental innovationsgt@ver radical ones. This situation
is caused by the willingness to copy and adoptvend steps taken by market leaders. How-
ever, these actions are not void of creative elespdecause they are planned, regularly mod-
ified and improved. D. Sobotkiewicz and P. Waniowm&006) stress that completely new
products amount only to about 10% of all innovasiomhese innovations require that their
authors have strong research bases.

% Innovative Economy Operational Programme (IEOR)72R013, p. 5.

* http://www.worldbank.org/pl/news/press-release202/09/innovation-and-technology-can-help-sustast-
growth-in-emerging-europe (retrieved: 28 Novembgt6).

> According to the data published in 2015 by thedPohgency for Enterprise Development (PARP) in‘tRe-
port on the Sector of Small and Medium EnterpriseBoland between 2013 and 2014”, innovation-oeent
countries were defined as the countries which mayntain high salaries and adequate living stanasnig
when enterprises can compete by offering new, apised products and other innovative solutions2014
Poland was classified as an effectiveness-orieatedomy. Analyses of this report provided resutsifinova-
tion-oriented countries as the group of countribgctv Poland wanted to join.
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It is necessary to stress the fact that the footbsén Poland could not flourish or expand
without changes in the innovativeness of the astibperating in this market. As far as the
time perspective is concerned, the developmertieofridustry started earlier, even as early as
the 1990s, when the political system changed -tdtaditarian system was abandoned in fa-
vour of democracy and market economy. This changelved numerous transformations,
and adjustment to new conditions and requirement&ional, regional and local level. Po-
land opened to the world. Another important stes Waland’s accession to the European
Union (EU). Joining the EU structures and econosy&tem resulted in changes, such as pro-
gressing specialisation of production, high quatityood products, diversification of produc-
tion and markets, changes in the employment streichrocesses of concentration and con-
solidation, new opportunities to acquire funds uredgernal financing of investments.

Innovativeness (the development and implementaifannovations) is considered to be
the driving force of economic growth. It gives aspibility to achieve high standards in busi-
ness (efficiency and profitability) and improve® thuality of life. Many companies are not
usually ready for this undertaking and the riskvtolves. This thesis is confirmed by the re-
sults of research conducted on entrepreneurs vativeness is of little significance to gain-
ing competitive advantag&Vorld Bank Group 2015).

The significance of the consumer to innovation

21%-century consumers are demanding because theicelbifood products depends on
considerably diversified factors. It is not onletproduct appearance and taste that matter but
also the attributes which may create additionall@dbr consumers (a combination of bene-
fits). Consumers are increasingly often interestetthe processes of production and distribu-
tion and they want to know not only how the prodweis made but also which ingredients
were used for its production. They pay particuldergion to the origin of these ingredients
and concentrate on services provided before, damtyafter the sales. Consumers’ increas-
Ing interest in innovation is an example of evalatin the attitude to innovations (Gutkowska
2011, Pee 2016).

K. Gutkowska (2011) and T. Zalega (2015) percemvasamers’ innovativeness as a spe-
cific trait of their personality and the consisteraf action. It is the capacity and readiness to
purchase new products and services. Consumerslaterthe industry to make changes and
improve products. In a way they initiate changethaproducts offered. More diversified and
better educated consumers, who expect higher guadihdards, force entrepreneurs to notice
certain individualism, which is so difficult to aelwe nowadays.

Consumers’ market behaviours are a strong detennindaich is taken into consideration
in the innovation creating process (Gutkowska 20The most active and inventive product
users are willing to take part in the creation psst They show their big interest in the prod-
uct (Kall, Sojkin 2008). Taking clients’ needs intonsideration, maps of the consumption
chain can be a useful tool for creating innovatimecause they contain important information
about consumers’ needs and preferences. Thisgdléisolution which entrepreneurs can use
when choosing supported innovation (based on datacted and analysed). This is an im-
portant element strengthening the formulation ehds in the innovativeness policy within a
business entity. Innovation maps can be widely uakkdhe more so that they do not require
considerable substantive and organisational outlay.

New needs are constantly generated in the marketoement. There is a tendency to
shorten the life of products, which is undoubtecyised by the development of innovations
and implementation of new technologies. The veotdhe “objects of consumers’ desire” is
shifted towards new impressions and experiencesz&sska, Gornik-Durose 2010). The
advantage of this tendency is the fact that it fmsdhe idea of sustainable consumption. Con-
sumers’ increased attention to social, economic emdronmental issues makes companies
build their credibility and improve their image eféd to clients and business partners. What
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becomes increasingly important in the generatiosustainable products and services is open
innovation combined, for example, with the conagfgustainable consumption (Arcese et al.
2015). However, the promotion of sustainable congion is only one of possible trends in
innovation. Many innovations lead to consumer wdiis. According to M. R. Salomon
(2006), innovation can be positively received (rdtess of the fact how significant the
changes in behaviour caused by innovation may bejamdition that it is compatible with
consumers’ lifestyle, giving them an opportunitytty products, which should be simple and
noticeable and they should provide a better offantother goods in a particular branch.

Many large companies start using e-commerce busittesonsumer platforms to create
new, more innovative and marketable products tagethth clients. Pee (2016) stresses the
fact that empirical evidence for the client’s irdhce on creation is still rare (open innova-
tions, crowdsourcing — a form of consumers’ intéigrain the process of creating values).
The idea of creation can be stronger when it do¢snwolve the decision to create. Participa-
tion in the creation of a product at the desiggetaay affect its innovativeness, whereas at
the stage of commercialisation it may have stromgfarence on the sales of a product. How-
ever, we can expect that in the future companiéisrereasingly engage clients/consumers in
the process of product creation.

Selected consumer trends identified in the contexif innovation

The analysis of consumer trends is a tool that lesatibservation of market processes,
e.g. changing lifestyles, habits and cultural teefidr6z 2013). Trends provide inspiration for
the development of innovative solutions (e.g. comiog utility and quality traits of products
or managing procedures applied by food producpregessing and adjustment of products in
response to consumers’ requirements and needs rgatland imaginary needs; existing and
created needs). Trends of changes in consumptiluente the development of production in
terms of the innovativeness of market entities.réhee numerous phenomena observed in
the area of consumption and the rate of consunergds is very high. In view of these facts
it is natural that consumer trends need to obseameldnvestigated.

One of the interpretations generally defines tressithe “process of change, which is ap-
proached from the psychological, economic or sgo@bkpective. It may have short-term or
long-term character and regional or global rangégjigaard 2008, p. 9). According to B.
Senauer, E. Asp, J. Kinsey (1991, pp. 58-59), tthad indicates general movement or the
direction of changes in attitudes and behavioubschvis characterised by strength and dura-
bility in relation to changes in the course of gahgatterns of consumption”. The authors
defined it as a mature fashion, which was triedepted and adopted by a considerable num-
ber of people. When we refer this approach to coesltbehaviours, we can say that it con-
cerns particular directions of changes in “modehsumers” lifestyles and it acts objectively,
regardless of one’s will and awareness. Trendsomsamption are usually caused by the
broad influence of different environmental fact@gy. economic, social, political and techno-
logical factors, on purchasers’ behaviours. In eguence, this leads to changes in patterns
and models of consumption (Zalega 2013). The doecof a trend can be measured by
means of indicators, measuring scales and indétesz(2013). It is characterised by certain
momentum and durability (Kotler, Keller 2012). Soffteeting fashion trends change into
trends lasting a few decades or even centuries.

Enterprises develop their activity under heavy suwes of time. A. S. Clausi(1999)
stressed the fact that sometimes a product wasladfats times and consumers did not ac-

® Clausi presented three stories describing theduition of new food products to the American marke

gave three examples of products which satisfiediddmot satisfy consumers’ expectations. These waeak-

fast cereals with lyophilised fruit (strawberry ol and bilberry), Gainsburger — dog food simitea thamburg-
er, Tang Breakfast Beverage — a granulated bretadhfimk.
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cept it although it was very good technologicaltlylaconsumer needs and requirements were
well recognised. Innovations which clients do notept at a particular time may be aban-
doned for many years. However, later other comgamiay successfully launch them, having
gained experience and drawn conclusions from edalieires.

Considerable transformations occurring around tleldvfavour the fragmentation of
consumption and development of trends, which rgpimicome absorbed in different geo-
graphical zones and subsequently, they are pratemse differentiated. Enterprises must
react to challenges resulting from trends. Whereadt finds a susceptible ground, it is ac-
cepted under specific macroeconomic conditionsnTitis strengthened and begins to devel-
op, being surprisingly strong and popular.

In view of the considerations presented in thibetation, it is necessary to pay attention
to the significance of strongly outlined trendscbhfinges in consumption, which developed in
combination with product innovations. The followitrgnds in food development are present-
ed below: functional foods, convenience foods aimdmally processed foods.

Functional foods. Scientific research centres and agri-food enteggrconduct investiga-
tions to improve the nutritional value and sensguglity of products offered on the market.
One of the aims of these investigations is to dgve¢he technological processing methods
which will give a possibility to offer new qualityyealth-promoting products on the market.
The food products which were specially designed,civaracterised by proven (documented)
health-promoting values and have the form of norfoall consumed as a regular diet com-
ponent are defined as functional foods (Krygier0Eunctional foods appeared in the mid —
1980s in Japan, where research on these foodedstartl later it resulted in industrial produc-
tion (Janicki 2001). Japan was the first countriatonch a new category of food with positive
effect on human health under the FOSHU programnuedHor Specified Health Uses)
(Menrad 2003). Educational actions and promoticaahpaigns aimed at increasing consum-
ers’ awareness and developing their positive diisuo food favour the interest in functional
foods.

Functional foods are classified according to speaiigredients. The following categories
are distinguished: enriched food, high fibre fopdhbiotic food, low energy food, energising
food and low cholesterol food (Academy of Nutritiand Dietetics, USA. Functional foods
have caught on in the US and Europe (the Unitedy#fom, France, Germany, the Nether-
lands, Poland). The demand for this food can bereksd in the regions where people have
higher income. Due to the definitions of functiom@ads and due to the fact that they com-
prise a wide range of foods with bioactive compaserompanies often use them in their
marketing actions. However, sometimes they areakest and misunderstood by consumers
(Florea et al. 2016), as was proved by the resiltsther European studies (Menrad 2003).
There is a trend in communication between enteprad the market — companies give nu-
tritional information on product labels. Thus, comers can read about the health-promoting
properties of food and see special symbols, whatp them choose this food.

Innovations concerning functional foods can be plexkin many branches of the food
industry in Poland. They are a response to conssinmgerest, growing awareness and atti-
tudes to health-promoting values as well as thesth care (Gutkowska 2011, Sah2015).
Innovations in this food category consist in offigriproducts containing substances of high
nutritional value and characterised by specifiqperties. Apart from changes in the nutrition-
al value, the offering of these products usuallyolmes technological and sensory changes.
Producers of baked goods have seen the possibilitgalth benefits resulting from the con-
sumption of a particular type of food. Innovativeguction technologies based on whole-
meal flour and functional additives (e.g. bran,fiawer seeds, pumpkin seeds, sesame seeds,
spelt, flax seeds) improve the health and bakingevaf baked products (Borowska, Rejman

"www.eatrightpro.org. (accessed on 17 November 2016)
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2011). Crispbread producers increasingly often mtenproducts with natural ingredients,
e.g. buckwheat, evening primrose or inulin. Thewsion technique combined with different
ingredients, e.g. black caraway, young oats, braouokwheat hulls, used in the technologi-
cal process enable crispbread producers to makegnagle, ready-to-eat products, which are
void of the possible effect of antinutrients. Brgadducts with dietary fibre, enriched with
cultures of lactic fermentation bacteria, oily seethd calcium are classified as functional
baked products with health-promoting propertiegzddeska-Zychowicz 2015). A wide range
of meat products are also classified as functiboadls as they combine probiotics, prebiotics,
dietary fibre and inulin Kozan et al. 2012). The dairy sector has also made dersdle
achievements in this area. There are low-lactoseuyats (due to children’s allergies) and
products enriched with Omega-3 fatty acids avadain the market.

The demand fofunctional foods will grow not only as a resultiotreasing health and
nutritional awareness among consumers, but alsotalilee support provided by scientific
research institutions to entities in the food se¢fchermowicza 2009, Tomaszewska et al.
2014). However, the lack of a precise approacthéotérm of functional foods and consum-
ers’ difficulties identifying these products may&strong barrier to their development.

Convenience foodsAnother strong and well-established trend deteimgithe develop-
ment of innovations is convenience foods. Since 1t@0s the production of convenience
foods and ready-to-eat foods has been increadinyed the world (Grunert 2012). “Conven-
ience foods are the food products which requireirmahwork and short preparation time to
be ready for consumption” (Janicki 1993, p. 228)n&nience foods offered on the market
are usually processed and preserved food prodwbish usually require minimal and short
technological preparation (e.g. heating, defrostaityting) at home or at work before they
are ready to be consumed. The foods can be qucklyared due to the lack of time limits,
place limits and the context of the situation inaththey will be consumed. They can be used
as the main component of a meal or a snack eat@mgdihe day, depending on consumers’
approach and acceptance.

In reference publications products categorisedoasenience foods are classified accord-
ing to their readiness for consumption, the metbiodreservation and the approach to pack-
age Swiderski 2003, Gorska-Warsewicz 2007). These isamesrucial to the convenience of
food preparation, which is an important determinaffécting the choice of food (Steptoe,
Pollard, Wardle 1995, Scholderer, Grunert 2005, cleyk 2010). Consumers are satisfied
with convenience foods, including various produatgilable in bulk as well as premium
products (easy-to-use semi-prepared foods, fromedsf instant foods, fast foods, snacks,
takeaway foods). The results of the research caaduzy N. Kahma et al. (2016) show that
there are national similarities and differencesanvenience foods. The results confirmed that
saving time was the main motivation for the constiompof convenience foods. The influ-
ence of other aspects analysed in the study waerdisd and factors such as low costs, the
health and taste consequences of convenience &atithe convenience of consumption dif-
fered in the group of countries under analysidolr Scandinavian countries (Denmark, Fin-
land, Norway and Sweden) women used less convemnifurls than men. In Finland and
Norway older respondents used this type of food tE#ten than young ones. People living
alone were the most frequent consumers of conveaiéoods. Education and occupation
were of low significance to the consumption of cemence foods. The study conducted by
A.lLA. Costa (2003) on Dutch people aged over 5&ryeshowed that the respondents used
convenience foods to save the time necessary &mapation of a meal and because they did
not have cooking skills. Greater confidence andhéigelf-esteem resulting from the prepara-
tion of one’s own meal from convenience foods wsignificant factors determining the
choice of these products.
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According to G. Adamczyk (2010), the developmenthis segment of food in Poland is
significantly determined by macroeconomic variapksch as favourable economic climate,
development of market economy, rich and diversifieatket offer, adoption of consumption
models from Western European countries, developmktdchnological innovations (devel-
opment of food preservation methods, increased fpwodessing, new systems controlling the
quality of products, quality of organisation anddosafety). Apart from the macroeconomic
factors, the popularisation of convenience foodsalao be attributed to consumers, who un-
derwent transformation. There have been changesnsumers’ lifestyles, more intense con-
tacts with other cultures, better education andeiased nutritional awareness. The value of
time has increased and the living standard hasawgol. The income of socioeconomic
groups has increased and become diversified. There been changes in purchasing prefer-
ences, freedom of choosing and purchasing a vaoigbyoducts available in different forms
in retail outlets of various formats. Consumersehmanifested diversified expectations con-
cerning the offer, purchasing method and consumpgigroducts. There have been changes
in the structure of households. People in Polane leecome more active economically, e.qg.
in their leisure activities, proportions betweerrking time and free time, occupational activ-
ity, family model, availability. The increasing paof life, convenience, individualisation of
consumption and multitasking favour the searchtese products and their consumption.

Minimally processed foods.Consumers are interested in the degree of foodepsing
(Swiderski 2003, Chen, Anders, An 2013, Sillani, Ness 2015). However, an ordinary
consumer finds it difficult to distinguish betweérod categories and highly or minimally
processed products, for example, lasagne (pastachéese) as a ready-to-eat product, dried
pieces of apples, tomatoes or mushrooms, browrdlwedome-made soup (sold in jars or
cartons). According to the spokesman of the Acadefm\yutrition and Dietetics (USA), the
largest organisation of food and nutritional expewthen we talk about processed food, it is
necessary to define processing. Depending on tipedef processing, we can distinguish the
following groups, ranging from minimally to ultragih processed foods (Wolfarm 2016):

- minimally processed foods, e.g. vegetable saladsted nuts, simply prepared products,
refined for consumer convenience;

- highly processed foods (peak to lock), e.g. tintdatoes, frozen fruit and vegetables,
tinned tuna; these products ‘block’ the nutritiomalue and freshness;

- foods with additives improving flavour and consigtg, such as sweeteners, seasonings,
oils, colouring agents and preservatives, e.g. lsgifigsauce sold in jars, salad sauces,
cakes;

- ready-to-eat foods, e.g. crackers, muesli and catsl (highly processed products);

- ultra-highly processed foods, e.g. frozen pizza atiter frozen or ready-to-eat meals,
which only require heating in a microwave oven.

It is thought that the technology used in the fawdlistry causes health problems. Con-
sumers have a low opinion about processed foodusedacauses a wide range of diseases of
civilisation, circulatory system diseases (e.g. drjgnsion) and higher incidence of type 2
diabetes (Wolfarm 2016). The success of new tecigied depends on consumers (Chen,
Anders, An 2013). S. Sillani and F. Nassivera (30dtéess that consumers stimulate food
innovations, which result in improved food qualédgd nutritional value. They have critical
attitude to the technologies, which in their opmianvolve excessive modification of the
original product and may be dangerous to healththadnatural environment. Consumers’
increased awareness results in higher demand éofottd which is thought to be good for
health. On the other hand, it causes consumersteetlinterest in the food which they think
is void of positive effect on health or which magvke negative effect.

Consumers commonly search for unique values so &g wifferent from other people.
While shopping more and more consumers read infitoman product labels. There is grow-
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ing significance of the best-before date amongfélotors that are decisive to the choice of
products. Consumers want original and natural prtsdwith a relatively short best-before
date. There is a conflict of expectations heresTissue can be easily illustrated with tradi-
tional, regional products, which are offered asHtirproducts, whereas their best-before date is
extended Nicoli 2012). Consumenrseed to faceitficult nutritional choices and make a deci-
sion or answer the question whether they preféirlhigr minimally processed food.

The terms ‘minimally processed’ or ‘low processedd can be defined in different
ways. In the context of more conventional techni@®gminimal processing consists in using
the technology which gives a possibility to rettkia nutritional and sensory values of food by
making it less dependent on heat as the chief miegeproceduréMenichelli et al. 2012). It
is interesting to observe the fruit and vegetablegory to analyse the market offer referring
to this trend of innovations. In Poland we can gegsing trend in the consumption of mini-
mally processed fruit and vegetables, which folldtws tendency observed in Italy. Studies
on minimally processed foods concentrate on th&rohiological quality, safety, processing
and packaging (Allende et al. 2006, Alves de Azeretdal. 2011)

Consumers’ interest in minimally processed foodghes result of their evolving habits,
nutritional behaviours and attitudes. This trend k@ becoming more intense due to the em-
phasis on food quality and safety, increasing irtgopme of the food origin and methods of
production. Many consumers want ‘genuine’ prodwts authentic food. They search the
market for as natural forms of products and meslgassible within a particular geographical
and economic range. Therefore, producers needaw it they particularly care about the
regulation and communication of methods of produxtface consumers’ apprehensions and
retain market credibility. As results from the ayrsad of niche markets in Poland, such as the
organic food market and the market of regional @aditional products, certification and la-
belling systems combined with marketing communaratcan be indicated as effective in-
struments causing positive changes in consumensivieurs.

In view of the changes and consumer trends (batbetipresented in the article and a wide
range of other trends observed by researchersheifobd market it is important to ask the
question which trends will be the most importanthe food industry in the future. As we
observe food producers, we can see that they agprib@ issue of food quality by taking
greater care of the ingredients, materials, metloastechnologies of production as well as
convenience (simplicity and easiness of use). Timy various research methods to learn
more about contemporary consumers and understand kiéhaviour. Online shopping for
food is another developing tendency, but its siestill low in Poland. It is a challenge for
the future. The author of the article is concerabdut the value food enterprises and dealers
offer to consumers to be successful on the mark@tnat sort of products a food-conscious
consumer will choose. These trends will develothenfuture and they will be powered by the
demand of consumers, whose interest, awarenesgquidements concerning food and nutri-
tion are growing. It is interesting and valuabletmtinue considerations concerning consum-
ers and ask them the questions which types andpgroliproducts they would like to con-
sume in 5 or 10 years and how they see shoppitigeifuture. These issues will be discussed
in separate studies determining trends in food wmpsion from the consumer’s perspective.

Conclusions

The issue of innovations and innovativeness ofrprigees and the identification of trends
of changes in consumption are complex problemsacharised by many aspects. Contempo-
rary enterprises are forced to undergo diversificatThey create an additional value of prod-
ucts and they inculcate consumers with benefitclvigio beyond the regular attributes and
functional benefits of products. Enterprises opegain the food market become engaged in
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diversification through innovations. Consumers’ deh and interest combined with con-
sumption trends are significant factors stimulatetjon in this area.

Product innovations result from consumer trendse(tional changes in consumer behav-
iours) and they are the predominant trend of intioma in the food industry. The food sector,
food producers and food processing enterprise®nesip consumer trends, but they less of-
ten create and anticipate these trends. The offemovative, functional, convenient, mini-
mally processed and health-promoting products éseasing. Trends provide inspiration to
develop and adjust products according to consunmasds and expectations. The high dy-
namics of the food market combined with trendsharges in food consumption and innova-
tions, especially product innovations, justify canps’ interest in these innovations because
they constantly generate new needs. It is necessasigserve and research consumer trends
because they determine the development of innavati/e can be sure that we will never be
short of new products because the need to stanc@ralitimeet consumer expectations, re-
guirements and demands will inspire their develamime
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