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Abstract. The purpose of this paper is an analysis of activities affecting the value
for customers implemented by cooperatives producing dairy products from the
Swigtokrzyskie and Matopolskie Voivodeships from Poland on different markets
in the sphere of product. Executives were asked during the direct interview to
indicate activities that according to their opinion are affecting the value for
customers on home voivodeship market, UE markets, other voivodeships’
markets, and other main markets. They had to indicate if they offer organic
products, products with high nutritional value, natural products, products with
health properties, products in attractively designed packages, products in
convenient packages, or products in packages that are pattern-matched to others.
They could indicate as many activities as they implement. The analysis of
conducted research shows that market activities in the area of product are in
different extent implemented by cooperatives producing dairy products from the
Swigtokrzyskie and Matopolskie Voivodeships. The research results also show
that cooperatives from both voivodeships do not implement any activity on EU
market.
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1 Introduction

Companies need to know where their business sector is going, as well as understand
their customers to remain at the forefront of competition, often to work with them in
terms of future planning and rapid implementation [16]. It is very important, because
how customers perceive the products or services of the organization compared to what
they have heard or seen about other companies or organizations, and in the light of their
experience with this organization (or product) determines customer satisfaction [15].
The markets are composed of consumers with different tastes, incomes, cultures,
beliefs, expectations, norms and motives. These differences also affect the values
owned and will be gained [16]. Moreover, the requirements of customers expecting
constantly increasing quality and services at lower costs are becoming more and more
visible [14]. To understand how customers define value, the company must focus on
the outcomes that customers want when they buy and use company’s products [13].



Therefore, marketing managers involved in the development of a business strategy
should take these details into account [16].

The purpose pf the paper is an analysis of activities affecting the value for customers
implemented by cooperatives producing dairy products from the Swigtokrzyskie
Voivodeship and Matopolskie Voivodeship from Poland on different markets in the
sphere of the product. The activities within the framework of product included: offering
organic products, offering products with high nutritional value, offering natural
products, offering products with health properties, offering products in attractively
designed packages, offering products in packages that are pattern-matched to others,
and offering products in convenient packages.

2 A Characteristic of Product

The general purpose of any company is determining and satisfying the needs of
customers using products that are available and have certain value, and whose features
are clearly defined [3]. In essence, to anything offered by a firm to provide customer
satisfaction refers the term “product”. It can be a single product, a combination of
products, a product-service combination, or several related products and services [3].
We can distinguish three forms of products that are in consonance with the marketing
concept which guides a marketer to offer a product that fulfills the needs and wants of
the target market [7]: 1. the core product (the real core benefit or service), 2. the
embodied product (the physical good or delivered service that provides the expected
benefit), and 3. the augmented product (embodied product plus all those other factors
that are necessary to support the purchase and any post-purchase activities) [1]. The
product also has the societal aspect. That is, the product offered by a company is
expected to be not only user-friendly (the one who owns and consumers the product)
but also eco-friendly (the consumption of the product should not cause environmental
degradation) [7]. To enhance a company’s current idea generation methods and vastly
improve its development pipeline can a method that focuses on the product — What is
essential? What can be removed, rearranged, or replicated in new ways? [5]. When
customers buy products they are just not buying the simple functional aspect a product
offers, there are other complexities involved in the purchase [1]. E. Miracle indicated
certain product characteristics. These are:

Unit value;

Significance of each individual purchase to the consumer;

Time and effort spent purchasing by consumers;

Rate of technological change (including, fashion changes);

Technical complexity;

Consumer need for service (before, during, or after the sale);

Frequency of purchase;

Rapidity of consumption;

Extent of usage (number and variety of consumers and variety of ways in which the
product provides utility) [12].



From the consumer’s viewpoint, a product is a bundle of benefits; some of those
benefits are essential requirements, others are less important but still good to have, still
others are not really relevant [2]. The benefits that the consumers want from the product
can be divided into four types — basic product benefits, use benefits, package benefits,
psychological benefits (table 1). According to Hokanson, factors that affect customer
satisfaction include courteous employees, friendly employees, helpful employees,
knowledgeable employees, billing timeliness, accuracy of billing, competitive pricing,
good value, billing clarity, service quality and quick service [6].

Table 1. The benefits that the consumers want from the product [4].

Benefits Items

. hysical characteristics (such as size, shape, color), senso ualities,
Basic product benefits Py . . ( P . ) v
chemical composition, safety features and nutritional value.

Use benefit information on use, convenience in buying and carrying, attractive
se benefits . . . .. . .

presentation, easy preparation, recipes and nutritional information.
Package benefits case of storage, value for money, price, use and disposal.

Psychological benefits  fun and friendliness, prestige, healthiness, aesthetics.

3 Activities Affecting the Value for Customers in the Area
of the Product — Research Results

Research on activities affecting the value for customers in the area of the product was
conducted in cooperatives producing dairy products from the Swigtokrzyskie and
Matopolskie Voivodeships, which had given their consent. The research tool was an
interview questionnaire. The questionnaire was sent to all cooperatives that produce
dairy products from the Swigtokrzyskie Voivodeship and Matopolskie Voivodeship.
Due to the willingness of representatives of cooperatives to participate in the research,
interviews were carried out on a sample of 41% of cooperatives producing dairy
products from both voivodeships. Executives were asked to indicate activities affecting
the value for customers on such markets as home voivodeship, other voivodeships, UE
markets, and other main markets. The results of the interviews are presented in Tab. 2,
Fig. 1 and Fig. 2.

When analyzing Table 2 and Figure 1 it is seen that:

e On the home voivodeship market one-third of cooperatives from Swigtokrzyskie
Voivodeship and one quarter of cooperatives from Matopolskie Voivodeship are
offering organic products, products with health properties, and products in
attractively designed packages. In the same time one-third of cooperatives from
Swigtokrzyskie Voivodeship and half of cooperatives from Matopolskie
Voivodeship are offering natural products and products in packages that are pattern-
matched to others. Moreover, 55% of cooperatives from Malopolskie Voivodeship
are offering products with high nutritional value, while cooperatives from
Swietokrzyskie Voivodeship do not implement such activity. Cooperatives from



Swigtokrzyskie Voivodeship eighter do not offer products in convenient packages,
whereas one quarter of cooperatives from Matopolskie Voivodeship do.

Table 2. Activities affecting the value for customers implemented by cooperatives producing
dairy products from the Swigtokrzyskie and Matopolskie Voivodeships on individual markets
in the sphere of the product.

Home Other x Other main
.. : . . I UE markets N
Activity voivodeship voivodeships markets

Offering

organic 33% 25% 33% 25% 0% 0% 0% 25%
products

Offering

products with

high 0% 50% 0% 25% 0% 0% 0% 0%
nutritional

value

Offering

natural 33% 50% 33% 50% 0% 0% 0% 0%
products
Offering
products with
health
properties
Offering
products in
attractively 33% 25% 0% 25% 0% 0% 0% 0%
designed

packages

Offering

products in

33% 25% 33% 25% 0% 0% 0% 0%

packages that
are pattern-
matched to

33% 50% 33% 50% 0% 0% 0% 0%

others
Offering
products in 0%  25% 0% 0% 0% 0% 0% 0%
convenient

packages

*  Multiply answers

**  Swietokrzyskie Voivodeship

*** Matopolskie Voivodeship




e On other voivodeships markets one-third of cooperatives from Swigtokrzyskie
Voivodeship and one quarter of cooperatives from Matopolskie Voivodeship are
offering organic products and products with health properties. In the same time one-
third of cooperatives from Swigtokrzyskie Voivodeship and half of cooperatives
from Matopolskie Voivodeship are offering natural products and products in
packages that are pattern-matched to others. Furthermore, 55% of cooperatives from
Matlopolskie Voivodeship are offering products with high nutritional value, and
products in attractively designed packages, whereas cooperatives from
Swietokrzyskie Voivodeship do not implement these activities. Cooperatives from
both voivodeships do not offer products in convenient packages on these markets.

e On EU markets cooperatives from both voivodeships do not implement any activity
affecting the value for customers in the area of the product.

e On other main markets only 25% of cooperatives from Matopolskie Voivodeship
offer organic products. Both cooperatives from Swigtokrzyskie i Matopolskie
Voivodeships do not implemented other activities.

i
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Fig. 1. Chart for data from table 1.
An analysis of Table 2 and Figure 2 shows that:

e Organic products offer 33% of cooperatives from Swietokrzyskie Voivodeship and
one quarter of cooperatives from Matopolskie Voivodeship on the home market and



on other voivodeships markets. Moreover, one quarter of cooperatives from
Malopolskie Voivodeship offer such products on other main markets, while
cooperatives from Swigtokrzyskie Voivodeship do not offer this kind of products on
this market. Organic products are not offered on EU markets.

Products with high nutritional value are only offered by cooperatives from
Matopolskie Voivodeship on the home market (50%), and on other voivodeships
markets (25%). Cooperatives from Swigtokrzyskie Voivodeship do not offer such
products.

Natural products offer one-third of cooperatives from Swigtokrzyskie Voivodeship
and 50% of cooperatives from Matopolskie Voivodeship on the home market and on
other voivodeships markets. On the EU market and on other main markets this kind
of products are not offered.

Products with health properties are offered by one-third of cooperatives from
Swietokrzyskie Voivodeship and by 25% of cooperatives from Matopolskie
Voivodeship on the home market and on other voivodeships markets. On the EU
market and on other main markets is not offered this kind of products.

Products in attractively designed packages offer one-third of cooperatives from
Swietokrzyskie Voivodeship on the home market. On other indicated markets
cooperatives from Swigtokrzyskie Voivodeship do not offer such products. In the
same time products in attractively designed packages are offered by one quarter of
cooperatives from Matopolskie Voivodeship on the home market and on other
voivodeships markets, while on other indicated markets they are not offered.
Products in packages that are pattern-matched to others are offered by one-third of
cooperatives from Swietokrzyskie Voivodeship and 50% of cooperatives from
Matopolskie Voivodeship on the home market and on other voivodeships markets.
On other main markets and on the EU market this kind of products is not offered.
Products in convenient packages offer one quarter of cooperatives from Matopolskie
Voivodeship on the home market. On other indicated markets they do not offer such
products. In the same time cooperatives from Swietokrzyskie Voivodeship do not
offer products in convenient packages at all.
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Fig. 2. Chart for data from table 1.
4 Discussion
I. Konieczna analyzed the assessment of cooperatives producing dairy products from

the Swietokrzyskie and Matopolskie Voivodeships of the validity of the features of the
offer for customers in the area of the product. Cooperatives’ executives indicated



features of the offer, which according to them are valid, for such customers as
wholesalers, consumers, independent retail grocery stores, intermediary agents in food
trade, companies - users (gastronomy), local retail chains, large retail chains, other
institutional purchasers, and other dairies. The results of the research show that
cooperatives from Swictokrzyskie and Matopolskie Voivodeships rather differently
assess the validity of the offer features for customers in the sphere of the product [11].
In another article I. Konieczna and P. Garasym showed the perception of future
managers, Polish and Ukrainian about products offered by cooperatives. Respondents
stated that the cooperatives offer products in the average extend in all indicated fields,
i.e. innovation, ecology, quality, and package [9]. I. Konieczna in another article
conducted an analysis of the features of the offer that are for customers important and
have an influence on customers’ value in the sphere of sales marketing, in the opinion
of managers of cooperatives producing dairy products from Swigtokrzyskie
Voivodeship. As research results show for each type of customers are different features
extremely important, i.e. the price of the product for wholesalers, the range of pre-,
peri-, and after-sales services for local retail chains, the payment terms for consumers,
and promotional prices, the price of pre-, peri-, and after-sales services, and the
crediting of purchases for companies-users (gastronomy) [8].

5 Conclusion

Considering the results of research, it can be seen that, although activities connected
with product affect the value for the customer, none of them is implemented by all
cooperatives. What is seen that the focus and target of cooperatives from both
voivodeships is put only on Polish market, because activities are implemented mostly
on home voivodeship market and other voivodeships’ markets. Only 25% of
cooperatives from Matopolskie Voivodeship offer organic products on the other main
markets. Besides, some activities are not implemented by cooperatives producing dairy
products from Swietokrzyskie Voivodeship on the home voivodeship market and on
other voivodeships’ markets, while only one activity is not implemented on other
voivodeships markets by cooperatives from Malopolskie Voivodeship. It is also seen
that half of cooperatives producing dairy products from Malopolskie Voivodeship on
both home market and on other voivodeships’ markets implement such activities as
offering natural products and offering products in packages that are pattern-matched to
others. Increasing competition is likely to cause cooperatives in order to survive and
develop the expansion of their activities to other markets. Furthermore, especially
cooperatives from Swictokrzyskie Voivodeship that implement less activities than
cooperatives from Matopolskie Voivodeship to be more competitive with high
probability will have to expand the scope of activities in this area.
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