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Abstract

The article presents a synthetic analysis of keyofa influencing the competitiveness of
enterprises of the food industry in Poland. Conicos are the result of the study based on
the analysis of 267 enterprises functioning infthed industry in Poland. It was found that in
the period 2006-201the most important process influencing busingas growing competi-
tiveness in the market, followed by implementatibmnovation and Poland membership in
the European Union.

1. Introduction

The purpose of this article was tesent the research results aimed at identification
and analysis of factors determining the formatibmaoovation in the food industry as an in-
strument to assist not only the competitivenesBrofs, but also - in a broader sense - eco-
nomic development of Poland. Food industry is ohéhe most important departments of
business in our country, due to the fact that pguits nutrition and for international markets
is a major exporter of drinks and foods [3]. Thehau wanted to examine the role of
knowledge and innovation diffusion, as main factoftuencing the development of small
enterprises. The essence of so-posed thesis vpaedent the results of research on the mar-
ket conditions and according to the developmerfbofl industry companies in terms of in-
novation-driven processes. The observations indualgalysis of businesses strategies for
supporting the development of innovation in therge07 - 2012. The analysis was aimed at
evaluation which innovations are random and howrothey are implemented. Considering
the strategic objectives of the enterprises offtloel industry it should be noted that they are
live, it is not the mission of the organizationt ey are concretised and intentional kind of
actions, undertaken objectively, functionally andluding efficiency, taking into account the
external and internal conditions [1]. Each compaas/,a market participant must evaluate

known factors affecting its competitiveness and naortheir own activities and innovation
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with respect to the firms achieving the best ras|#. For this reason, the test also included

the influence of external factors and the comparngrenment on innovation generation.

2. Facts, area and resear ch methodology

Polish food industry after ten yeafsmembership in European Union is counted
among the major producers of food in the Europeobdnand its share in the production of the
food sector of the EU-27 is 5% in the current m@jand in comparable prices 8,3%. Studies
conducted by Institute of Agricultural and Food Bomics, National Research Institute in
Warsaw, have shown that in terms of value of prtdocsold, we are in the 6th place, behind
France, ltaly, Great Britain and Spain, and faraghef EU-12. Food industry, as a part of
broadly defined agribusiness sector, is one ofntlest important elements of the economy,
from the food security of population point of vielagcause the food in each country must be
meant as a strategic commodity. According to EUR®Bdata from 2010, the share of food
industry, calculated as foods and drinks turnoviethe EU economy was 14.9%, the value
added of different sectors in the EU's GDP 12.9%reshand in the employment 15%. The
food industry as one of the most important sectdrthe EU economy is characterized by
fragmentation (99.1% are small and medium corpama)i and the declining share of world
exports. Of particular note is the value of thédPoagrifood trade that in export in 2012 was
22 082.1 million $ and in import 16 781.1 millionwhich contributed to the balance 5 301, 0
million $°. It should be emphasized that during the crisisftiod industry was characterized
by exceptional durability and competitiveness, Wwhdefinitely distinguished it from other
branches of the economy.

Sampling research included general food indusbmmanies in Poland. In turn, the
random research, which is a complete list of testsyincluded companies registered in
REGON [CRO-Companies Registration Office number]3@n10.2012, the day which, ac-
cording to the Polish Classification of Economidifities) (PKD 2007) were assigned to the
Section C. Manufacturing, Chapter 10. Manufacturdood, Division 11. Manufacture of
beverages and Chapter 12. Manufacture of tobaartupts. In order to obtain representative

sample, a probabilistic (random) sample selectmhriique was applied with questionnaires
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as a research tool. In the context of random sagpéchniques, simple individual sampling
(taken with feedback) was performed. The used sam@cheme and a sufficiently large
sample size were to assure representativenesgewnof the conclusions drawn, the results
can be applied to the entire population. Applyihg tormula for minimal sample size it was

agreed that test must be performed on 267 compéniaggroup of 33 662 companies).

3. Test results

Based on the calculations made, examinations co&36 enterprises of the food in-
dustry that were selected using probability sangptiechniques. In the course of tests 267
correctly completed questionnaires were obtainedcé the results are based on 267 forms.
The survey was done in the five month period froldavember 2012 to 31 March 201&t
the outset examined the duration of life of theveyed enterprises of the food industry, most
of which (30.7%) reported that they already ar¢hm market at least 20 years or more, and
the least of them determined the duration of therajon of the market for 5 years. 20.22%
of the respondents reported that the duration@biberation of their businesses in the market
is between 11 - 15 years. Same number of tradengepioto the range of 16 - 20 years and
16.1% of the companies were operating in the mankeéte range of 6 to 10 years. The struc-
ture of the study group was also examined, accgrtbrthe period of the companies on the
market and found that for slightly more than 65%h& companies’ place of business is the
city, and for almost 35% of the country. Accordittgthe criterion of the population most
companies (40.1%) operate in towns of less tham&sand people. And the least (3.0%) in
towns with more than 50 thousand people and less 100 thousand people. Area of activity
is usually province (29%) or the whole Poland (2&)1For more than 35% of the surveyed
enterprises market is a municipality and distractd 13.9% of them indicated that they sell
their products on international markets. Intergstivas also the ownership structure of the
companies investigated, which prevailed among comegabelonging to the private sector
(95.13%), among which can be distinguished belangm the domestic private sector -
87.64% and the foreign private sector - 7.49%ast companies belonged to the Treasury
(0.75%). From the point of view of the organizatibr legal aspects, the most numerous
group consisted of companies registered as civilpamies (22.47%) or a limited liability
company (22.47%). The least popular form of orgatonal - legal person is a limited part-
nership - in this form of a function operated o@ly5% of the surveyed companies. The form
of a joint stock company peeled 14.98% of comparded 13.11% indicated a general part-

nership. Only 5.62% of respondents conduct itsviiets in the form of cooperatives, and



over 20% of them in another formhe study involved companies included in many itdles
the food industry (Fig. 1). Most of them (23.97%)ree from the fruit and vegetable industry,
then confectionary (20.22%), meat (19.10%), da®y’4%), pastries (5.99%) and bakery
(4.12%). In contrast, respondents pointed to alsimglustry such as tobacco, fish, coffee and
tea processing, a spirit, cloth and feed. 13.86%Yesbondents did not provide the industry in
which the company operates by selecting the an'svtieer".

Food industry companies operate in an environniett hore or less impact their
activities, including their effectiveness. Surroungdcompanies can be divided into: the fur-
ther environment (macro-environment) and closerrenment (microenvironment). Macro-
environment of the company is an important elentkat affects both the current business
situation and the situation of the future. The gtattempts to identify the processes taking

place in the economy that affect the food indugfiyg. 1).

Figure 1. The degree of the impact of economic processdat@imvestigated enterprises of
the food industry.
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According to respondents, a process that was megténtly indicated as affecting
the activities of the company was the increasingetition in the market, which indicated
91.1% of respondents. Subsequently, the compamggubemphasis on the implementation of
innovations (60.3%) and Polish membership in theogean Union (55.1%). In contrast,



most respondents indicated that globalization @§.and the progressive development of
information technology, telecommunications (33.G#6¢s not affect or have rather any effect
on their business.

Knowledge management is the collection of procefisaisenable the creation, dis-
semination and use of knowledge to achieve thectbgs of the company. Among the sur-
veyed companies less than 27% during the perioe rdvoduced considered modern man-
agement systems, and 38.2% have a business dewslbptnategy in the form of a docu-
ment.

In the years 2006 - 2011 the majority of the suee¢egompanies did not have food-
related activities with elements of the implemedbotatof knowledge management. Of those
companies, which, however, pursue this type ofgmtonost (33.30%) indicated assumption
that organized training in knowledge management, 2% have joined knowledge manage-
ment system to motivate employees. In additiorQ%. of the respondents declared that they
benefited from advisory help / consulting with thelementation of knowledge management
and 13.10% indicated that their company has estaadi a unit or created a job for the person
responsible for the management of knowledge.

For calculations related to innovation activitidghee food industry model devel-
oped by the OECD and Eurostat (the so-called Osdlaudl) can be successfully applied, ac-
cording to which innovative activity is focused stientific, technical, organizational, finan-
cial and commercial aspects, which have a direpaghon the introduction of new or signifi-
cantly improved products to the market, as wellhesuse of new or improved procesdes.
this classification there are technological innavad in the nature and classified as a product
and the process. The research found that duringrtalysed period the enterprises of the food
industry implemented a total of 247 product innavag. The predominant majority of these
innovations were implemented at the company ledd7- (i.e. 55.47%). Then companies im-
plement innovation at the local or regional lev&l companies, i.e. 12.55%), 26 innovations
have been implemented in the country, and 11 iatemally. Among the surveyed compa-
nies, only 6 product innovations have national andrnational character. Product innova-
tions were mostly purchasing machinery (73) andpgbechase of transport (50). A small
amount related to the modernization of buildingsd purchase and modernization of the
equipment. In several cases, it included the pweld licenses, new equipment, the con-
struction or purchase of a building, and otherdalTexpenditures for product innovation in
the surveyed enterprises in the years 2006 - 26iduated to 109 637 000 PLN. From these

calculations it can be shown that for the innovatt the firm level was allocated 60 675 800



PLN, for innovation in national and internationaeake, respectively 7 447 500 PLN and 7 610
000 PLN. Product innovation at national and inteamel level cost a total of 3 520 000 PLN.
Despite the relatively large number of innovati@idocal or regional level the cost did not
exceed 2 293 700 PLN. Taking into account the typexpenditures incurred the greatest
amount of funds was allocated for the purchaseqjafpenent and construction of buildings -
respectively 59 207 700 PLN 16 130 000 PLFhird, the company expended money for the
purchase of transport equipment (9 030 500 PLNJ, amelatively high position accounted
for the purchase of new equipment (6 572 000 PONg second form of innovation activity
innovations are of an organizational nature, wiibhcompanies implemented, and they con-
cerned in most of the activities at the firm levBheir reach in about 30% was local and re-
gional, and only 11 of them included national cager. Unfortunately, neither one of the
implemented innovations did not include coveragéhefinternational market. Regarding the
nature of the implemented process innovation, thege the most common new procedures
for changing the organization of work, introducimgw techniques and methods in the area of
production, or the functioning of the company. Newthods of cooperation with customers
or suppliers were very popular. Often the procesldo®k care about the reorganization of
work, and above all, their modernization. Thereehalso been changes in the system of sala-
ries and schedules performed. The overall amournthfo period considered by companies in
investing activities amounted to 2 117 380 PLN. Tésults confirmed that the majority of
funds were allocated to innovation nationwide,doid by innovation at local or regional

level, while the least innovation representingribe solution at the company level.
4. Summary and conclusions

The study and collected data and their analydswat for the implementation of the
objective in this study and to draw the followingnclusions:
1. In the surveyed enterprises of the food indutsteyrole of knowledge and the diffusion of
innovation as the main factors influencing the d@wment of enterprises do not always plays
a leading role;
2. The most important process of the reacting @inasses was increasing competition in the
market and only later focus on innovation and imm@atation and Polish membership in the
European Union;
3. The study and analysis have shown that innavgirocesses are often random in nature
and have the significant impact on the internatdiecof the enterprise and do not affect its

environment.



4. Among the implemented actions innovations weovgd to be dominant in terms of both
numerical and basket -adjusted innovation at thme fevel, with the expansion of their range

which magnified expenditures.
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