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OPPORTUNITIES FOR DEVELOPMENT
OF ENTREPRENEURSHIP IN THE RANGE
OF PRODUCT ADJUSTMENT TO THE NEEDS
OF THE ELDERLY 3

The society ageing process forces the necesgiyttattention to particular needs and expec-
tations of the elderly consumers. It is necessaigéntify the needs and expectations in the
field of food product packaging. The distinguishrezds constitute an opportunity for deve-
lopment of contemporary entrepreneurship by desggaind offering innovative packaging
which fulfil expectations of the elderly consumeFhis article attempts to identify opportu-
nities for entrepreneurship development in theesibBconomy area and in the range of adjust-
ing food product packaging to the needs of therbld@ensumers. The research was performed
by means of CATI questionnaire interview method. @hestionnaire consisted of two parts.
Part one included questions concerning identificatf needs and expectations of the elderly
consumers in terms of food product packaging. Bartof the questionnaire were questions
describing the respondents. The conducted resedasted to identify features of food pro-
duct packaging which are important from the poihview of the elderly. Such consumer
segment puts particular attention to certain bé&m@m packaging, such as a guarantee of
safe product consumption, ease of product storageell as provision of a necessary scope
of information by the packaging. The research alsows that the elderly consumers prefer
concrete features in the range of visual aspeftiaaf product packaging. Therefore, actions
aiming at persuading and attaching consumers iteea groduct by means of communication
of packaging constitute a chance for the entrepneshé.

Keywords: elderly consumers, silver economy, ageing popriatiood product packaging,
consumer research.

1. INTRODUCTION

The basic challenge for the development of conteamyoentrepreneurship is adjust-
ment of an offer to fluctuating market demandsntifigation of socio-economic determi-
nants provides an opportunity for entrepreneutsite proper actions aiming at optimisa-
tion of functioning of entities on the market. Angomumerous endogenous and exogenous
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determinants, the entrepreneurs should put paati@itention to a society ageing process.
Demographic transformations influence on functignaf business entities of production

area, market and non-market services by occurrehaenew segment of the elderly con-

sumers.

In connection with the above, entrepreneurship ldgveent strategies should include
actions aiming at using the potential of the agsiogjety, according to the silveconomy
conceptA silver economy is defined as an economic systeettid at using the potential
of the elderly and taking their needs into consitlerf. In Poland, implementation of
various types of solutions included in the senioliqy is helpful in realising assumptions
of the silver economy concept. TAgsumptions of Long-term Senior Poliegtablished in
2014, define the major objective of senior polioythe area of the silver economy, i.e.
support of development of effective solutions at§jdgo the needs and expectations of the
elderly. In international terms, the features and direxstiof the silver economy develop-
ment are defined by so-call@&bnn Declaration It was indicated in the document that ac-
tive preparation of the economy for the new dempigi@proportions is an opportunity to
improve the quality of life, economic growth andwuetitive Europ® The silver economy
development constitutes also one of assumptiontheofreport entitledEurope's demo-
graphic futureissued by the European Commissgion

The silver economy concept originates from a redeand scientific movement called
gerontechnology, including numerous issues of diseiplinary character, concerning
technology and the ageing process, and its supaljective is to improve the daily life of
the elderly. According to S. GolinowsRathe concept of silver economy has two meanings.
The first meaning consists in showing an econonglvéng into the needs of the older
population without its particular interventionigientation. Another meaning indicates an
opportunity to take advantage of the ageing sodietguch development orientation, in
which the change of the structure of the needsaarettain increase in their activity could
become a source of progress and economic growgbcial meaning of the concept consists
in meeting the needs and aspirations of the agingty. As far as the economic meaning
is concerned, it consists in indicating benefitdohtresult from establishing supply and
demand factors. The supply factors include: lowgenk, higher qualifications, experience
and life's stability. However, the demand facteyzresented by the elderly include purchas-
ing power and consumption with a considerable gtkfor economic growth.

The basis of economic growth is development ofrgniges in such key areas for the
silver economy as time management of the eldedsing for health and image, assuring
social integration, providing appropriate financsalrvices, assuring possibly the longest
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professional activity and possibly the longest-seliance. Assuring possibly the longest
self-reliance should consist both in providing ayprate services, e.g. cleaning, shopping,
transport, which assist in a self-contained lified @roducts taking specific needs of the
elderly into consideratidf

Dynamic growth of the number of the elderly constsrferces enterprises to continu-
ally search for new solutions allowing them to gaicompetitive position on the market
It is important to diversify the offer of marketdamon-market services so as to take full
advantage of the potential of the silver econonthéregion¥. M. Rembias® emphasizes
that the silver economy has a considerable devedgpdtential for companies belonging to
the SME sector because of their specific featuoes sis an ability to react promptly on
market needs, for example.

Pursuit of satisfying particular needs and expemntatof the elderly consumers by
offering new products to them. It, therefore, cesaipportunities for development of entre-
preneurship which determines the enterprise agteffectiveness. Since the entrepreneur-
ship is not only continuation of the previous aityivand improvement of management,
decreasing costs, improving current financial ressahd risk reduction. It means, first of
all, a response on changes in demand, conditioosrpetition, technological advance and
institutional changé4 Signs of entrepreneurship constitute also takictipns which aim
at meeting new challenges, threats as well astaféease of the new development oppor-
tunities which cause a necessity to constantlyyaeabf changes occurring in the environ-
mentS,

In the consumption area, a level as well as consomgtructure are significantly in-
fluenced by increased participation of the eldarty their economic emancipatiénThe
elderly are regarded as attractive customers biynbss entities. This group is increasing in
numbers and has considerable purchasing power amdapent purchasing preferences
(high brand and product loyalty) Growing expectations of the elderly, who are éasr
ingly aware in the range of gaining customised potsl at their disposal, are the major
factor shaping the demand for goods and servicasefficient reaching the elderly con-
sumers with a product offer requires familiarizatisith their specific needs, motivation,
lifestyle, as well as understanding their way dhlting, what they are guided by when
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buying a given product, what they are afraid of art they expect from an offerer, as
well as how they should be communicated ith

The specificity of older people as consumers imarily due to various signs of aging.
Ageing is perceived as a biological phenomenon eoted to proceeding infirming of
a body. People age in different biological waygytexperience different changes in phy-
siological systems, such as, for example sightleating worsening or manual skifis
The consequence of the aging process is the péirgpetliving with the smaller opportu-
nities that are necessary to deal with the growimgronmental requirements.

One of the most important areas of active parttaypaof the elderly on the market is
an opportunity to satisfy the basic needs autonaigolt is determined by simplicity of
using the basic goods and services, including froducts, among others. It chiefly deter-
mines functionality, safety and comprehensibilifypackaging, the assurance if which is
a challenge and an opportunity of building a cortipetadvantage of enterprises at the
same time, in the context of the growing numbeuldér consumers.

The objective of the article is to determine anaymity of developing entrepreneur-
ship in the silver economy area and in the rangedpfsting food product packaging to the
needs of the elderly consumers.

Undertaking entrepreneurial actions in terms ofistiijig packaging of food products to
specific needs of the elderly consumers require®pring research in this range.

Currently, research is being systematically perfdromoncerning determinants of a mar-
ket packaging and packaged products as well ampadt of packaging on behaviour of
consumers during shopping and the influence ofptiekaging on product satisfactfn
The research include all entities making a chajmeakaging but becoming acquainted with
needs, requirements and expectations of the elderigumers as regards packaging may
constitute an important suggestion for entreprenetfering food products on the market.

From the point of view of determining chances fevelopment of entrepreneurship in
terms of adjusting food product packaging to specéquirements of the elderly consum-
ers, the range of research conducted by the autiithe article included: determination of
importance of features and elements of food progackaging for the elderly consumers
and their influence on the product selection, idieation of the most important benefits
from packaging and determination of preferencahérange of their visual part.

2. RESEARCH METHODOLOGY

The study was conducted in the period of Novembesenber 2015 on a group of 600
consumers aged 60 and more, inhabiting an areaatdpdlskie region. The sampling was
of a quote character and it was depicted as foll¢table 1).

18 3. Swida, An elderly consumer as a specific research objdctthe marketing research
M. Gebarowski, T. Hermaniuk (ed ffood Product Marketing. Concepts and Reseatiiversity
of Maribor, Slovenia 2015.

19 M. Mossakowska, A. Wcek, P. Bédowski, Aspekty medyczne, psychologiczne, socjologiczne
i ekonomiczne starzeniagsudzi w PolscePozna 2012.

20 B. KabajaMozliwosci wykorzystania metody TVScore do oceny znakowsiskowa na przy-
kladzie suplementow diet¥eszyty Naukowe UEK 8(956), Krakéw 2016; M. kska-Kusnierz,
Food packaging as non-satisfactory comunicatiotrimeent in opinion of consumsjia:] Innova-
tions in product development and packagidg&K, Krakow 2016.
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Table 1. Population of the researched respondents

Country Town with up to 20 | City with 20-200 Cracow
thousand inhab. thousand inhab.

w M w M w M w M
60-69 75 64 20 16 32 25 47 35
70-79 48 32 12 8 18 12 28 18
80and | g 16 8 3 12 5 21 10
more
Total 270 67 104 159

Source: author's own study.

The majority of respondents (59,3%) were women.reh@aining number (40,7%) were
men.

The research was performed by means of CATI quasdiioe interview method. The
questionnaire consisted of two parts. Part onaided questions concerning identification
of needs and expectations of the elderly consuimeesms of food product packaging. Part
two of the questionnaire were questions descrithiergespondents.

3. RESULTS OF THE RESEARCH AND DISCUSSION

Familiarization with importance of features of paglg of the food products may con-
stitute an important suggestion in taking efficiantions concerning adjustment of a food
product offer to the needs of the elderly consurirersaking a decision on the purchase.

The analysis of the data from the source literatorestituted a foundation for selection
of features of food products which are essent@hfthe point of view of the elderly con-
sumers. On the basis of the results of the resgemébrmed by Hoyer, Maclnrfs Swida??,
Yap & Yazdanifaré® significant features from the point of view of tfaidlowing functions
performed by packaging, i.e. security, utility asmmmunicatio?, were selected.

The study results concerning the importance ofrésearched packaging features of
food products influencing on a decision about thechase are presented in figure 1.

When defining the importance of packaging featir#isencing on the choice of a food
product in 5-grade scale, the 'definitely importamd ‘rather important' option was most
frequently selected in case of such features akagaty safety (53,2% and 38% respec-
tively), easy storage (29,2% and 63,0%) as wetiragnness, i.e. environmental friendli-
ness (45,3% and 46,8%). Manufacturing quality, ustded as the lack of packaging defect
(30,5% and 59,2% respectively) and information %38,and 47%) were frequently re-
garded as important. On the other hand, the sheaiped out to be the least significant. the

21 W.D. Hoyer, D.J. MacInni€;onsumer behavipAustralia: South-Western Cengage Learning 2010.

22 3 Swida, Zachowania rynkowe starszych konsumentéw z punkaemiadprojektowania warstwy
wizualnej opakowdg Zeszyty Naukowe UEK (918), Krakéw 2013.

23 C.W. Yap, R. Yazdanifardjow Consumer Decision Making Process Differ From Yyster to
Older Consumer Generatiofijournal of Research in Marketing” 2014, 2(2).

24 H.E. LockhartA Paradigm for PackagingPackaging Technology and Science, 1997, 10(5).
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option 'very important' was selected by 7,2% opogslents, while a ‘rather important’ op-
tion was chosen by 27,8% of the total amount ofberviewees.

=EE= 153% Eaame——e%
Shape i 153% D 130%

Size/capacity of packagingEtteeammee————————— 1520 =8 3%
Mass (lightness) S 133% 8%
Opening/closing type it 6 (e 0%

9,2% B 3%
B 3%

11,5% EE2— 8,5%
Environmental friendlinessaaiatess————————mme——— (g
Economy == 12.7% %

Possibility of re-use st —aaeeee———— 11 2% BV 3%

Construction form (bottle, jar, etc. 5%

Packaging material type===

Packaging informativity

Graphics/colours (aesteticSE

Easy storage b 22000
Quiality (no faults) b 0986 %
Packaging safety b, 099/

0% 10% 20% 30% 40°% 50% 4 6o 70% 8080% 90% 100%

= Definitely important mRather imjortant + Neither important nor uninortant ®Rather unimortant = Definitely unimportant

Figure 1. Importance of packaging features inflirgon the food product selection

Source: JSwida, A. Cholewa-Wojcik, AKawecka, Determinants of Creating Packaging Innovation
for Older Consumers, Proceedings of The Internati@usiness Conference 2016: Searching for
Innovative and Creative Business Solutiovitniaus Kolegija/University of Applied Sciencegil-
nius — Lithuania 2017.

An efficient reaching the segment of the elderlgsiamers with a market offer for prod-
ucts is also connected with conducting marketiniyiéies by the entrepreneurs, and results
of the research concerning the familiarizationha&f tnost important benefits from packag-
ing and preferences in the range of visual path@food product packaging may constitute
a significant source of knowledge so as to detegrttie activities.

The results of responses for the question aboigdatidg three most important benefits
from food product packaging were presented in tatdad in figure 2.
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Table 2. The number and percentage of selectionssjponse of the question about three most im-

portant benefits from food product packaging

Benefit Number of selections % of selections
Guarantee safety of product consumption 500 83,3%
Enable to store a product easily 417 69,5%
Enable to move a product easily 196 32, 7%
Include necessary range of information 324 54,0%
Educate consumers 24 4,0%
Encourage to the purchase 38 6,3%
Allow for easy identification of a product 85 14,2%
Arouse positive emotions and feelings 22 3, 7%
Reflect the product quality 57 9,5%
Can be used for different purposes 137 22,8%
Source: author's own study.
Can be used for different purposcTTea—=s 28.5% |
Reflect the product quality e 45,6% E==2368%——
Arouse positive emotions and feelin D= —227%  E———bt%————
Allow for easy identification of a produc === 36,5% Eeeas————
Encourage to the purchasE==& 42,1% ran————

Educate consumergs 29.2% EeVe——eer%————

Include necessary range of informati == 33,6% S 506%
Enable to move a product easilE=a 34,7% BV
Enable to store a product easiitr"GTa et 45,6% . 209%

Guarantee safety of product consumpti GtTGFTF—aaa————= 01 8%  =46%=

0% [0¥o 205" 350% 4% 50% 60% 70% 80% 90% 100%

=1 seledon 2 seledon =3 selection

Figure 2. Distribution of replies to the questidroat three most important benefits from food praduc
packaging
Source: author's own study.

In case of the question concerning the most impbhanefits from food product pack-
aging, a frequency analysis was provided for eagityrfrom the cafeteria indicated for
a given item. In 500 cases it was regarded thafatiethat packaging guarantee safety of
product consumption is one of the three most inguatbenefits of food product packaging
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(table 2). Moreover, in 63,6% of such cases, thature was selected on the first place
(figure 2). An extremely important benefit for taklerly consumers turned out also to be
product storage comfort (417 of selections), howesach benefit was most frequently
indicated on the second place (45,6% of cases)pendding a necessary range of infor-
mation by the packaging (324 selections in the nitgjon the third place - 50,6%). Signi-
ficant benefits for the elderly consumers turnetitolbe also moving comfort and an op-
portunity of using packaging for different purpo§&86 and 137 of selections respectively).
The least frequently indicated benefits from thekaaing turned out to be the following:
arousing positive emotions by packaging and eduogatie elderly consumers (22 and 24
of selections respectively).

An average of the values ascribed to the respodsggnding on the selection order,
was calculated as summary of an analysis of selectf responses to the question about
three most important benefits concerning food pebgackaging.

Table 3. Value of the average for particular beéadfom food products

Benefit Average
Guarantee safety of product consumption 2.075
Enable to store a product easily 1.478
Include necessary range of information 0.892
Enable to move a product easily 0.493
Can be used for different purposes 0.420
Allow for easy identification of a product 0.250
Reflect the product quality 0.172
Encourage to the purchase 0.103
Arouse positive emotions and feelings 0.062
Educate consumers 0.055

Source: author's own study.

In case of each respondent the point value 3 warthas to the response selected on
the first place, two points were ascribed to thepomse selected on the second place, and
the response placed on the third place was giverpoint. The value 0 was attributed to
the remaining responses, which were not countedrsithe three most important ones by
a respondent. Then, an arithmetic mean of thelsstrialues was calculated for each op-
tion from the cafeteria. The value of the averagesintained in the range from 0 to 3. When
the value set is close to the bottom limit of thage, it means that a given response was
indicated by relatively few respondents. Otherwise, when the calculated average
amounted to the value near 3, it means that a lpegeentage of interviewees selected
a given response and, what is more, a large pahteofespondents selected this response
on the first place (table 3).

In the next part of the analysis of results of pleeformed research, preferences of the
elderly in the range of selected elements of vitayar (table 4) were established.
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Table 4. Preferences of the elderly consumersamahge of selected elements of visual layer aof foo
product packaging

An element of the % of % of
visual layer selections selections

Colours Bright, intense 15.5 Pastel, sober 84.5

Graphics Modern, futuristic 20.5 Traditional, retrg 79.5

Packaging material Chalk overlay, glossy 12.5 Maitpus 87.5

Fond type Simple, angular, bold 92.5 Round, slanted, 7.5
undulant

Shape Modern, original 13.2 Plain, simple, 86.8
comfortable

Type of closure Modern, safe, compli- 22.7 Traditional, easy 77.3

cated

Source: author's own study.

As the performed research indicates, the eldenhsemers in the majority prefer the
packaging in soft pastel colours with traditioretfo-style graphics. As far as the packaging
style is concerned, thee respondents prefer aandtporous material with a simple and
comfortable shape. In case of the font typed orptiekaging, the elderly expressed their
preference as far its simplicity is concerned. &iny, the preferred type of product pack-
aging closure which arouses greater trust is dtiibadl one and easy in handling. The
above observations may result from natural indlimabdf the elderly for greater conserva-
tism and attachment to verified solutions and feanthemes.

4. CONCLUSIONS

The society ageing process forces the necessjiyttattention to particular needs and
expectations of the elderly consumers. It is nengg® identify the needs and expectations
in the field of food product packaging. The distirghed needs constitute an opportunity
for development of contemporary entrepreneurshigldsigning and offering innovative
packaging which fulfil expectations of the eldethgnsumers.

Effectiveness of entrepreneurs' actions in new dgaphic conditionings will depend
on quality and availability of their products ftwetelderly. The conducted research allowed
to identify features of food product pack-aging e¥hare important from the point of view
of the elderly and to identify of unmet market nedldat determine the opportunities and
directions of entrepreneurship development. Suciswmer segment puts particular atten-
tion to certain benefits from packaging, such guarantee of safe product consumption,
ease of product storage as well as provision oé@essary scope of information by the
packaging. Ease of carrying as well as an oppdstuni use the packaging for different
purposes turned out to be important benefits feretlderly consumers. Thus, offering pro-
ducts consistent with expectations related to pgiokgfunctionality and safety constitutes
an opportunity for efficient building of a compeété advantage on the market. An ability
to create and take actions adjusting products dwiglg needs and expectations of the
elderly consumers as well as launching new comnasgitvhich fulfil expectations of this
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consumer segment, will constitute an entreprenguitsist, especially for small and me-
dium business entities.

The research also shows that the elderly consupnefsr concrete features in the range
of visual aspect of food product packaging. Theefactions aiming at persuading and
attaching consumers to a given product by meaosmmunication of packaging constitute
a chance for the entrepreneurship. Efficient reagithe elderly customer segment with
a product offer creates an opportunity of takinetous entrepreneurial actions using both
traditional and modern marketing instruments actneues.

To sum up the discussion, it can be stated thafahe product market is one of the
fastest developing economic sectors, in which tinaber of innovative products for the
elderly consumers will continually grow. Not onlyivuccess of implemented innovations
depend on their type but also on the level of &atiBon of consumer needs for such
products. Following the silver economy concepthituld be emphasized that the customers
of business entities offering products and servadisisted to the needs of the elderly
constitute both the elder in person and their fasilguardians and institutions looking
after them.
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SZANSE DLA ROZWOJU PRZEDSIEBIORCZO SCI W ZAKRESIE
DOSTOSOWANIA PRODUKTOW DO POTRZEB OSOB STARSZYCH

Proces starzeniagsspoteczéstwa wymusza koniecz#d zwrdcenia uwagi na specyficzne
potrzeby i wymagania konsumentoéw w starszym widdkentyfikacja tycke potrzeb i wyma-
gan jest niezhdna réwnie¢ w brarry opakowa produktéw speywczych. Rozpoznane
potrzeby stanowi bowiem szans dla rozwoju wspoétczesnej przeglsiorczaici poprzez
projektowanie i oferowanie na rynku innowacyjnyghekowa spetniajcych oczekiwania
starszych konsumentéw. W prezentowanym artykulgepmgroky zidentyfikowania mali-
wosci rozwoju przedsbiorczaici w obszarze srebrnej gospodarki w zakresie dogiasia
opakowa produktdw spoywczych do potrzeb starszych konsumentow. Badansiako
przeprowadzone metgdvywiadu kwestionariuszowego CATI. Kwestionariusxkiatowy
sktadat s§ z dwdch czsci. Pierwsza og¢ zawierata pytania dotygee identyfikacji potrzeb
i oczekiwa starszych konsumentéw w odniesieniu do opakopraduktéw spaywczych.
Druga cze$¢ kwestionariusza ankietowego stanowity pytania wpte respondentéw.
Przeprowadzone badania pozwolity na identyfikaejch opakow@aproduktéw spaywczych
istotnych z punktu widzenia senioréw. Ten segmenskmentdéw zwraca szczegdlmwvag;
na konkretne korzgi z opakowa, m.in.: gwarangj bezpieczastwa spaycia produktu, fat-
wos¢ przechowywania produktu oraz dostarczanie przek@panie niezédnego zakresu
informacji. Z bada wynika réwnie, iz starsi konsumenci prefeaujkonkretne cechy
w zakresie warstwy wizualnej opakofvgroduktow spgywczych. Szang dla rozwoju
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przedsgbiorczaici mog sta sie zatem dziatania zmierzgje do przekonania oraz przyza-
nia konsumentow do danego produktu wykorzystkpmunikatywné¢ opakowa.

Stowa kluczowe:starsi konsumenci, srebrna gospodarka, starzenapeteczastwa, opa-
kowanie produktéw spgywczych, badania konsumenckie.
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