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CONSUMER BEHAVIOUR IN INNOVATIVE PRODUCTS PURCHASING PROCESS

Nowadays, innovation has become one of the most important preconditions for a successful business and,
consequently, also for successful development of national economy and economics. The aim of the article is to assess
the factors influencing the behaviour of Latvian consumers, purchasing innovative packaged food and non-alcoholic
beverages, based on theoretical aspects of consumer behaviour in innovative products purchasing process. As the
result of the research, proposals were made for Latvian companies for improving innovative products marketing
activities, commercialization and promotion of innovative products. A structured data collection was carried out using
questionnaires, which resulted in a survey of 458 respondents from all over Latvia. The surveyed respondents by
gender were 59.65% females and 40.35% males. The respondents were divided into 6 age groups, starting from 18
years old. The authors chose not to interrogate young people under the age of 18, assuming that they had no personal
and independent income to purchase packaged food and non-alcoholic beverages. According to the findings, the
authors allocated the main characteristics of respondents by their adaptation to innovative products: "innovators”,
"followers" and "slowly adapting”. Under this research, the authors used the correlation analysis to estimate the
relations between the level of income, age and gender of respondents and the type of consumer in relation to
innovations was revealed. The higher income level is, the higher is the proportion of people who perceive themselves
as innovators or quickly adapting in the field of packaged food and non-alcoholic beverages, and the lower income
level is, the greater is the proportion of slowly adapting people. In general, the specificity of packaged food and non-
alcoholic beverages is explained with the fact that consumers adapt to innovative products of this category much
faster because it does not require large investments.

Keywords: consumer behaviour, innovative product, innovative product purchasing process, adaptation to a new
product, product innovation.

Introduction. Nowadays, entrepreneurship and innovation are the key drivers of national economy,
which, in combination with knowledge and technology, form innovation economy. The aim of innovation
economy is to stimulate a higher productivity by developing innovations. According to the study project by
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the US National Academy of Sciences, "Changes in Production Perspectives 2020", innovation is one of
the key factors affecting production in 2020. [17].

In response to the rapidly changing structure of consumer demand and the current dynamic lifestyle,
companies need to promote innovations, based on new technologies and structures. Company’s
innovations relate to products, services, operations, processes and people. Schumpeter J.A. stressed that
companies need to promote innovations in order to restore the value of company's assets. [25, p. 56-109].
Innovations have a key role in the process of value creation and the achievement of competitive
advantages. Zahra S.A. and Covin J.G. emphasize that innovations are considered to be the blood of
corporative survival and growth. [30, p. 183-211].

Consequently, the importance of innovations both at microeconomic and macroeconomic level
actualizes in current market situation the necessity of marketing information on consumer behavior and its
influencing factors in innovative products purchasing process. The study of consumer behavior and its
influencing factors has an important role in commercialization of innovative products and their promotion,
in order to enable the company to create innovations and offer them to the consumers at an appropriate
and affordable price.

Analysis of recent researches and publications. The impact of innovations on national economy
and economic growth, as well as the problems of innovation economy development were researched in
the studies of such scientists as: Schumpeter J.A. [25] Antonelli C. [2], Ahistrom D. [1], Pfeiffer F. and
Brade J. [20], Rodriguez A., Dahlman C., Salmi J. [23] et al. They emphasize the role of innovations in
improving the competitiveness of a country and promotion of economic growth.

The role of innovations in company development was studied in the works of the following scientists:
Zahra S.A., Covin J.G. [30], Bessant J. [5], Damanpour F. [8], Peter T., Waterman R. [13], Thompson A.
[26], Dosi G. [9], Kimberly R. [14], Van de Ven A. [29], Nonaka I. [16], Brawn S., Eisenhardt K. [6], Plessis
D. [21], Eisenhardt K., Tabrizi N. [12], Axtell M. [3 ] In these studies the emphasis was placed on innovation
development influencing actors, including the dependence of innovation process on the resources and
strategies of a company.

Scientists Batraga A., Salkovska J., Braslina L., Legzdina A., Kalkis H. conducted a study on
identification and process of the sources of information on conceptual ideas of innovation, as well as
approbation of thee sources and methods of innovation model InnoMatrix in food industry. [4]. The
conclusions of InnoMatrix approbation in food industry indicate that the model is applicable to innovation
analysis and requires further research.

Various theoretical aspects of innovations at company level and national level, as well as practical
aspects of innovation in the Baltic States were researched in the study of Dubra I. [10]. In the studies of
Dunska M. and Olevskis G. innovations are associated with the development of intellectual capital and
science-intensive business. [18; 19].

Unsolved issues as part of the problem. At company level, product innovations, process
innovations, organizational innovations and marketing innovations are currently being considered, i.e.
introduction of a new product or service, new process, new marketing methods or new organizational
methods to business. The creation and application of product, process, organizational and marketing
innovations serve to sustainable economic growth and development in a modern socio-economic
environment. [11, p. 264-279]. Innovations are developed mostly in innovative companies. Rradical
innovations that relate to products and processes resulting from the development of knowledge and
incremental innovations, appeared as the result of a knowledge development process, and additional
(incremental) innovations, related to the continuous process of technical improvement, are distinguished.
[27, p. 120-159].

Marketing innovations as one of the types of company-level innovations were researched in the studies
of the following scientists: Praude V., Salkovska J. [22], Batraga A., Salkovska J., Zilina B. [24]. The
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emphasis was put on the necessity of use of digital technologies in innovative marketing, taking into
account society digitalization processes.

Tirol J. [28] emphasizes product innovations, i.e. new types of goods and services that are introduced
to the market and process innovations that focus on reducing the cost of already produced goods and
services.

In this article, the authors focus on product innovations. Product innovations include new or
substantially improved products or services. Product innovation means significant improvements in
technical specification, various components and materials, existing software, user-friendliness or other
functional properties. In each category of products, innovation has specific manifestations. Within this
article, the authors focused their attention on innovative packaged food and non-alcoholic beverage
products.

The food industry branches need both product and process innovations; however, from the point of
view of consumer value, product innovations are much more convincing and therefore often have a higher
market significance used by the company. Consumers expect innovations, which are reflected in the new
trends that are currently appearing in consumer markets. In particular, 63% of consumers are waiting for
new products, 56% would like to switch to a new brand and 49% would inform people about recently
purchased products [15]. Therefore, the key problem is the search for food innovations so that the food
industry could continue to grow. The solution that Nielsen report [15] suggests is that one should focus on
the consumers whose behavior ultimately leads to innovations, rather than relying on the sellers that due
to the past results and practices are not able to decide which innovation is genuine and which is not. Only
consumers’ desires and aspirations, as well as their behavior in purchasing process can reveal and
approve an innovation. Therefore, in order to introduce innovations through consumers’ unsatisfied
demands, food manufacturers should more closely follow consumers' consumption trends.

According to XTC World Innovation [31], more than half of the food products, manufactured in 2014,
aimed at the need to enjoy. The second important objective was to make the products healthier and,
thirdly, to make them more comfortable. Consumer expectations related to physical and ethical issues
were the least important to the food manufacturers. Food manufacturers are mainly interested in making
products more diverse in terms of sense, smarter, easier to use, more natural and curing, while the least
important are those features related to cosmetics, solidarity, ecological and natural plant trends. No doubt,
one should remember that in different geographic locations and for different product groups different trends
prevail.

Due to strong global competition, it is becoming increasingly difficult to offer differentiated food
products that are better than the existing ones. This is another argument why not sellers, but consumers
and their propensity should determine the types and nature of food innovations.

Aims of the article. The aim of the article is to assess the factors influencing the behavior of Latvian
consumers, purchasing innovative packaged food and non-alcoholic beverages, based on theoretical
aspects of consumer behavior in innovative products purchasing process.

Basic material. The consumer can pass the purchasing process stages quickly or slowly, but it
depends on many factors, such as consumer behavior, purchasing situations and the product itself. The
purchase of new products is different from the purchase of ordinary products, as it has several peculiarities.
One of the most important features is consumers’ adaptation to the new product.

Adaptation process is the term for consumer behavior, starting from the first-time information on the
product up to complete recognition of the product. Adaptation process consists of 5 stages:

1. Preliminary knowledge - the consumer comes to know about the product, but lacks complete
information;

2. Interest - the consumer is interested in getting information about the new product;

3. Assessment - the consumer decides whether it is worthwhile to purchase the novelty;
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4. Testing - the consumer buys the new product and compares the effect of its usage with the price
and with other similar or analogous products;

5. Adaptation - the consumer decides to continue purchasing and using the new product. [22, p. 224]

Of course, the length of time the consumer will be in the particular stages of adaptation process and
what stage he or she will achieve would depend on both the type of product and the consumer's personal
qualities. Under the same conditions (belonging to the same social strata, income level, etc.) there will
always be people who will adapt to new products faster than others.

There are different consumer groups observed:

— Innovators - people who like to take risks and try out new ideas, products, etc.;

— Quickly adapting - people who are public opinion leaders in their circles, adapt to innovations rather
quickly, but nevertheless cautiously;

— Prudent - cautious people who usually carefully assess and choose new products; they usually
adapt to public opinion leaders, but this happens faster than for the others;

— Late adapting - these are skeptical who adapt only when most of people have already bought the
product;

— Slowly adapting - people who do not mind change and choose to try innovation only if it does not
contradict with their traditions.

People are different, and so is their willingness to buy new goods. Each product group has its own
“innovators", "followers" and "slowly adapting".

Researches shows that, innovators make about 2.5%, rapidly adapting - about 13.5%, prudent - 34%,
late adapting - 34%, but slowly adapting - 16% of all consumers. Also, young people, people with a high
social status, people who are not financially endangered and those who are mentally developed and use
different sources of information adapt to novelties rather quickly. [22, p. 225]

Personal attitude, i.e., the effect, appearing from various people expressions on a particular product.,
is also important in innovation perception process. Personal attitude has an important role in the various
aforementioned consumer groups, for example, personal attitude has a greater role for late adopting
people than for prudent people, which means that prudent people need fewer reviews from others about
a particular product than late adapting people.

At the same time, however, it is also observed that adaptation is influenced not only by psychological
factors or personal opinions, but also by the product characteristics. For example, there are novelties
become popular and liked by consumers in a very short time while there are also novelties that require a
long period of time (one year or more) to become popular. General product characteristics that have a
positive effect on adaptation are the following:

— Comparative advantages — the consumer should perceive the new product with a confidence and
belief in its benefits compared to other similar products;

— Compatibility - the product must meet consumers’ assessment and experience, taking into account
personal and psychological factors;

— Degree of complexity - relative understanding of the nature of the product and the principles of its
usage;

— Demonstrativeness - opportunity to get acquainted with the product and the results of its usage
(exhibitions, etc.);

— Approbation opportunity - possibility to try the product without paying the full price.

In March-April 2018, a survey of Latvian residents was conducted under the authors’ guidance In order
to evaluate the behavior of Latvian consumers, incl. adaptation influencing factors in purchasing innovative
packaged food and non-alcoholic beverages. A structured data collection was carried out using
questionnaires, which resulted in a survey of 458 respondents from all over Latvia. The surveyed
respondents by gender were 59.65% females and 40.35% males. The respondents were divided into 6
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age groups, starting from 18 years old. The authors chose not to interrogate young people under the age
of 18, assuming that they had no personal and independent income to purchase packaged food and non-
alcoholic beverages. In the age group 18 to 27 years old, 21.48% of interrogated people responded, while
the percentage of responded people of those aged 28-37 years old was 15.62%, of those aged 38-47 -
16.49%, aged 48-57- 14.75, aged 58-67 - 13.45%, and aged above 67 years - 18.22%. By regional
breakdown, 48.91% of the respondents were from Riga or Pieriga, 17.61% - from Latgale, 12.17% - from
Vidzeme, 11.09% - from Kurzeme, and 10.22% from Zemgale. The distribution of respondents by income
level was as follows: 21.35% of the respondents receive wage before the minimum, 15.47% receive the
minimum wage, 25.05% receive the wage between the minimum and average, 20.48% receive average
wage, 16.34% receive the wage above average and 1.31% of all respondents receive a high wage.
Working people make the largest portion of people surveyed among, accounting for 54.97% of the
responses. 19.43% of the surveys were filled by pensioners, 7.73% - by working students, 6.62% - by
students, 4.64% - by working pensioners, while 2.65% of respondents were on maternity leave, 2.21%
were unemployed and 1.77% - were classified as the others. It can be considered that most of respondents
are earning, which means that they have their own income that can be spent on innovative packaged food
and non-alcoholic beverages. In general, the distribution of respondents corresponds to the distribution
which is peculiar for Latvia, which confirms the representativeness of the survey conducted. [7].

According to the results of the survey, it was found that, depending on adaptation to the new product,
the largest number of all respondents are prudent - 36.68%, the next large group are quickly adapting -
29.69%, following by slowly adapting - 12.45% and innovators — 11.14%, while late adapting are the least
numerous - 10.04% of all respondents. This breakdown may vary for different products and services,
depending on their complexity, cost, and duration of usage. As food is not a big investment and does not
require much knowledge or prior research, people adapt much faster. It also clearly shows whether a
person wishes to try new food products at all, or is completely satisfied with the products he or she has,
so there is no need to adapt (see Figure 1).

40% 36.68%

35% 29.69%

30%

25%

20%

15% 11.14% 10.04% 12.45%

10%
> B E B
0%

Always wantsto  Public opinion Prudent, A sceptic, Not committed to
be the first one to leader in one's thoroughly adapting only  changes, adapting
try new products, circles, adapts to assessing after most of  to novelties only
likes to take a risk, novelties everything new, people already when they are not

takes fast relatively fast, but adapting onluy  purchased the contradicting with
decisions on cautiously. after there are new product. my customs.
product purchase. some references
available.

Figure 1 - Characteristics of respondents by their adaptation to innovative products (composed by
the authors based on the results of the survey conducted)
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As a result of the study, the correlation between the level of income of respondents and the type of
consumer in relation to innovations was revealed (see Table 1):

Table 1 - Correlation between the level of income of respondents and the type of consumer in
relation to innovations (composed by the authors based on the results of the survey conducted)

Always Public Prudent, Not
wants to be - thoroughly A sceptic, .
: opinion . . committed to
the first one . assessing adapting
leader in . changes,
to try new \ everything only after ;
one's adapting to
products, circles new, most of novelties onl
Income level | likes to take . adapting people y Total
. adapts to when they
arisk, takes . onluy after already
novelties are not
fast . there are purchased L
- relatively contradicting
decisions on some the new .
fast, but with my
product . references product.
cautiously. . customs.
purchase. available.
Below
minimum 8.25% 21.65% 34.02% 13.40% 22.68% 100.00%
wage
mg%“‘E”L‘J"RV)age 11.27% 22.54% 40.85% 8.45% 16.90% 100.00%
Between
;“Jg'r':g“g‘ and |40 439 31.30% 38.26% 8.70% 11.30% 100.00%
wage
Average
wage (926 10.64% 36.17% 32.98% 12.77% 7.45% 100.00%
EUR[7])
Above
average 14.67% 36.00% 40.00% 5.33% 4.00% 100.00%
wage
High 33.33% 33.33% 16.67% 16.67% 0.00% 100.00%

The results show that the major part or 34.02% of respondents with income below the minimum wage
consider themselves to be prudent people, or those who carefully assess everything new and adapt only
when there are some references already. 22.68% of respondents with income level below the minimum
wage consider themselves to be slowly adapting, or those who are not committed to changes and adapt
to innovations only apply if the latter are not in contradiction with their customs. 21.65% of respondents
with income level below the minimum consider themselves to be quickly adapting, that is, those who adapt
to innovation quickly but with caution. 13.40% of respondents with a lower income level perceive
themselves as late adapting or those who adapt to innovations only after most people have already
purchased the new product, while 8.25% of respondents perceive themselves as innovators or those who
always want to be the first to try out new products. The respondents whose income level is in the amount
of minimum wage, in most cases, or 40.85% of cases, have stated that they perceive themselves as
prudent, 22.54% are quickly adapting, 16.90% - slowly adaptive, and 11.27% - innovators, but the smallest
part or 8.45% of respondents at this income level have indicated that they perceive themselves as late
adapting. The majority of respondents, or 38.26%, whose income level is among the minimum and
average salary, have indicated that they perceive themselves as prudent purchasers in the field of
innovations in packaged food and soft drinks, 31.30% - quickly adapting, 11.30% - slowly adaptive, 10.43%
- innovators, but most respondents perceive themselves as late adapting. Most respondents, or 36.17%,
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whose income is at the average wage level, consider themselves to be quickly adapting, 32.90% are
prudent, 12.77% are late adopting, and 10.64% are innovators, while the smallest part or 7.45% of
respondents considered themselves to be late adapting. Most of the respondents whose income is above
the average wage level, or 40.00% admitted that they are prudent in the field of packaged food and non-
alcoholic beverages, 36.00% are rapidly adapting, 14.67% are innovators, 5.33% are late adapting, but
the smallest portion of respondents, or 4.00%, admitted that they are slowly adapting. The respondents
with a high income level, in most cases, or 33.33% of cases, recognize themselves as innovators, and an
equally large proportion of respondents admit themselves to be quickly adapting. 16.67% of respondents
feel that they are prudent, but still as many consider that they are late adapting.

Consequently, it can be concluded that in most of cases regardless of the level of income, Latvian
residents perceive themselves as prudent people who carefully assess innovations, and adapt only
according to the public opinion leaders. At the same time, however, there is a tendency - the higher the
income level is, the higher is the number of people who perceive themselves as innovators or quickly
adapting in the field of packaged food and non-alcoholic beverages, and the lower the income level is, the
greater is the number of slowly adapting people.

The authors have analyzed which consumer type is mostly chosen by each gender. It has been found
that males mostly marked (32%) that they are public opinion leaders in their circles and adapt to
innovations fast enough but with caution. Most females (41%) have noted that they are cautious; they
carefully assess everything new and adapt only after they have already had some references. (see Table
2):

Table 2 — Consumer type breakdown by gender (composed by the authors based on the results of the

survey conducted)
Consumer types Males Females
Innovators 16% 8%
Quickly adapting 32% 28%
Prudent 30% 4%
Late adapting 13% 8%
Slowly adapting 9% 15%

It can be observed that 15% of females, compared to 9% of males, are not committed to changes and
adapt only if these do not contradict with their customs.

Hence, males would more often buy innovative products, try new ones and take risks, while females
would be more cautious and would assess carefully everything new, possibly after they have heard some
positive references.

Considering what consumer types are the most widespread in different age groups, it can be observed
that in the 18-27 years old age group the largest portion or 43.4% are prudent and 29.3% are quickly
adapting people. In the age group of 28-37 years old, the largest part or 50% are quickly adapting while
31.9% of the respondents are prudent. In the age group of 38-47 years old the largest portion or 34.2%
are quickly adapting and 25% of respondents are prudent. In the age group of 48-57 years old the largest
portion of respondents or 42.6% are prudent and 22.1% of respondents are fast adapting. In the age group
of 58-67 years old, the largest part of respondents or 37.1% are prudent and 32.3% of respondents are
quickly adapting. In the last age group of above 67 years old 39.3% of respondents are prudent and 27.4%
of respondents are slowly adapting. Based on the aforementioned, it can be concluded that the proportion
of innovators as a whole decreases as age grows, and for quickly adapting ones the tendency is even
faster. The proportion of prudent ones in groups up to the age of 47 years decreases; however, afterwards,
with the age growing, it increases and stabilizes. The proportion of late adapting people increases with
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age and so is the portion of slowly adapting people.

Overall, the largest part or 42.58% of respondents acknowledged that they were positively value
innovations in packaged food and non-alcoholic beverages industry; 30.13% of respondents evaluate
innovations in this field rather positively. Innovations in food and non-alcoholic beverages industry have
been assessed neutrally by 21.83% of respondents, assessed rather negatively by 3.71% and negatively
- by 1.75% of respondents (see Figure 2). Generally, respondents' attitude towards innovations in
packaged food and non-alcoholic beverages industry is positive, which means that Latvian residents are
open and ready to accept innovative solutions for packaged food and non-alcoholic beverages. There is
no significant difference in attitude towards innovations in packaged food and non-alcoholic beverage
industry for males and females.

a5y 42.58%
40%

35% 30.13%

30%

25% 21.83%
20%

15%

10% 3.71%
5% o 1.75%

0% - [ ]
positive rather neutral rather negative
positive neutral

Figure 2 — Respondents’ attitude towards innovations in packaged food and non-alcoholic
beverages industry (composed by the authors based on the results of the survey conducted)

According to the results of the research, it has been found that respondents receive information on
novelties of packaged food and non-alcoholic beverages through various distribution channels, but the
most popular distribution channel among the respondents is TV, and this answer option is noted in 25.44%
cases. Aimost as many, or 24.47%, respondents noted that this type of information is obtained from
Internet. The third most popular distribution channel among the respondents was friends and
acquaintances, noted in 19.65% of cases. 12.28% of all replies indicated that the information was obtained
from newspapers and magazines, 11.75% of all responses marked that it was the environment, 5.61% of
respondents noted that the information is received by radio, while the answer “Cinema” was chosen only
in 0.79% of all responses (see Figure 3).

From the data obtained, it can be concluded that among the respondents in general, information on
packaged food and non-alcoholic beverages is mainly obtained through TV and Internet, as well as from
friends and acquaintances.

One can observe a correlation — the older a person is, the more often the information on innovations
in packaged food and non-alcoholic beverages is obtained through TV, the same is for newspapers and
magazines, but the situation with Internet is just the opposite: the younger a person is, the more often
information about novelties in packaged food and non-alcoholic beverages is received through Internet.
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Figure 3 - Distribution channels the respondents get information on packaged food and non-
alcoholic beverages novelties from (composed by the authors based on the results of the
survey conducted)

The largest portion of respondents, or 18.98%, reveal that they generally understand that the product
of packaged food or non-alcoholic beverages is innovative when there is an appropriate advertising.
18.08% of all responses indicated that the respondent understands that the product is innovative when an
indication on the shelf is provided, in 16.92% of all submitted responses it was indicated that the
respondent understands that the product is innovative when it is written on the packaging, 14.15% - when
the company itself tells about the new features of the product, 13.70% - when the product offers new
functions, 11.82% - provided that it was explained to the respondent by relatives/ friends/colleagues,
5.73% - provided that there is previous knowledge, but 0.63% - other. So, the most common ways for a
respondent to understand that a packaged food or non-alcoholic beverage product is innovative is when
there is an appropriate advertising, when there is an indication on the shelf is provided or when it is written
on the package.

It should be noted that in the age group of 18-57 years old, the most important feature by which the
consumers can determine that the product is innovative is an appropriate advertising, but starting from the
age of 58, if there is an indication on the shelf. In case the information is written on the package, there is
an indication on the shelf and relatives/friends/colleagues provide explanations, the age group of 67 years
and above will be reached most likely. Providing new functions of the product and telling about the new
opportunities by the company itself will address the youngest audience - from 18-27 years old, an
appropriate advertising - the age group of 38-47 years old, while prior knowledge is a decisive factor for
the age group of 28-37 years old.

Carrying out analysis by types of consumers, the authors have found the following: the more people
are open to new things and the quicker they adapt, the less incentives are required to persuade the
consumers to buy an innovative product. For those who adapt slowly, all marketing activities are not
enough; the suggestions of people around are needed so get them ready to buy something innovative, as
they strive for proven and known values.

As a result of the research, the factors, based on which the respondents chose to try out innovative
packaged food and non-alcoholic beverages have been identified. Most respondents choose to try these
innovative products because they have been recommended by their friends, relatives or acquaintances -
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this answer makes 16.53% of all responses provided. 14.48% of all responses is the answer "Discount”,
which means that a large proportion of respondents choose to try new products because they have a
discount. 14.08% of all responses provided suggest that it is important for the respondents that the new
product is more comfortable to use, 13.61% of all responses provided indicate that people choose to try
innovative products when a popular brand starts trading a new product, 11.55% of all responses provided
indicate that respondents choose new products because of an appropriate advertising and other marketing
communications, 10.84% of all replies indicated that the respondents choose new products because they
always want to try something new, 9.81% of all responses provided indicate that the respondents choose
new products because the new product has an attractive design, 8.54% of all responses provided indicate
that respondents prefer innovative products because they are in line with their lifestyle trends, but 0.55%
of all responses provided have chosen "Other" reply option (see Figure 4).
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Figure 4 — Factors that make the respondents choose an innovative packaged food and non-
alcoholic beverage product (composed by the authors based on the results of the survey conducted)

Based on the results of the research, it can be concluded that as age grows, the desire to choose and
try something new decreases. In the age group of 18-27 years old, the key factors are to choose and try
out something new as well as a more attractive design. The respondents aged 38-47 years old mention
advertising and other marketing communications as the most important factor in attracting attention to the
selection of innovative products. The respondents aged above 48 mention discounts as one of the three
most important factors for the purchase of innovative products. Starting from the age of 58, it is no longer
essential for the respondents to choose something new, as well as whether the novelties are in line with
the lifestyle trends, or whether the product has an appropriate advertisement and other marketing
communications; for this age group it is important that the product has a discount and is recommended by
a friend or an acquaintance. It can be concluded that in the age group of over 67 years old, the desire to
buy innovative products decreases, unless a relative recommends it, the product has a discount or the
new product is more comfortable to use.

As the result of the research, the importance of specific factors for innovative packaged food and non-
alcoholic beverage products has been revealed. The respondents needed to assess each factor based on
5-point scale (1 point is for the answer option "minor", and 5 points, respectively, for the option "important").
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Subsequently, average arithmetic estimates were calculated. According to the results obtained, it can be
concluded that the most important factor for an innovative product, according to respondents, is the price;
this answer option has got 4,48 points. This means that the most important issue for the respondents is to
have a good, affordable price for the new product. The answer option "easy to use" follows with 4.3 points,
which means that it is important for the respondent that the innovative product is easy to use. The third
most important factor with 4.09 points is the "product used on a daily basis" response, which means that
it is important for the respondents that the particular innovative product is something that the respondent
uses on a daily basis. It is quite important for the respondents that the innovative product is produced by
a popular and reliable brand, as this answer option has got 3.93 points. The answer option “visually
attractive product and/or packaging design” got 3.75 points follow by the option “the product and/or product
packaging is ecologically sound” with its 3.46 points, while appropriate advertising and marketing
communication factor was scored 3.23 while being in line with modern trends was scored 3.19 points. In
turn, the least important factor, according to the respondents, is the fact that many innovative products are
used by many people; this answer has got only 2.94 points (see Figure 5).

Price (4.48)
Used by many people ' The product is
(2.94) 3 conveniently used (4.3)
Meets modern trends A product that is used on
(3.19) daily basis (4.09)
Appropriate Popular, reliable brand
advertisement and... (3.93)
Product and/or Visually attractive
packaging is... product and/or...

Figure 5 — The importance of factors for packaged food and non-alcoholic beverage product
(composed by the authors based on the results of the survey conducted)

The largest part of respondents, or 21.20%, have indicated that they expect from innovative/new
packaged food and non-alcoholic beverage products the most to be healthier, 19.06% expect a tastier
product, 16.35% expect a more comfortable use, 15.92% - new flavors, 11.56% expect a more natural
product (eco, bio), 10.06% - a more ecologically sound packaging, and 0.14% of respondents have marked
the answer "Other". Overall, it can be concluded that it is important for respondents that the new packaged
food and non-alcoholic beverage products are healthier and tastier, that manufacturers should focus more
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on creating new flavors and receipts. Females are more concerned about their health and thus try to
choose healthier and more natural products, but males are more likely to expect a tastier product and new
flavors.

The biggest group of respondents, or 37.12%, responded that the chance of purchasing an innovative
packaged food or non-alcoholic beverage is the greatest during unplanned shopping. 31.66% of
respondents acknowledged that the highest probability to buy innovative products is the highest during
the weekend shopping, while 27.95% of respondents admitted that they are most likely to be bought during
daily purchasing. A very small part of respondents, or 2.84%, believe that the probability to buy this type
of innovative product is the greatest in internet shops, while 0.44% of respondents marked the answer
"Other". Further examining the issue when the respondent would pay attention and buy an innovative food
or non-alcoholic beverage, by gender, it can be observed that males tend to buy innovative products at
weekends in 38% of cases while for 39% of females these were unplanned purchases.

Gender also affects the quantity of innovative packaged food and non-alcoholic beverages purchased.
Males are mostly those who buy more than 3 products, while females mostly buy no products or 1-3
products per month, which is probably because males are more likely to experiment more and try out
something new as well as used to have higher earnings, while females are more prudent and choose more
reliable and popular products and brands.

Conclusions. As the result of the study of the factors, influencing the behavior of Latvian consumers
in purchasing innovative packaged food and non-alcoholic beverage products, it can be concluded that
consumer adaptation process for innovative products in this product category depends on age, gender
and income levels. The higher income level is, the higher is the proportion of people who perceive
themselves as innovators or quickly adapting in the filed of packaged food and non-alcoholic beverages,
and the lower income level is, the greater is the proportion of slowly adapting people.

Males would purchase innovative product, try something new and take risks more often while females
would be more prudent and assess everything new more thoroughly, probably only after they have heard
some positive reviews. The frequency of purchases of innovative products is higher for males than for
females. The share of innovators, as a whole, decreases with age; the tendency observed for quickly
adapting ones is even more dramatic. The portion of late adapting and slowly adapting people increases
with age. Females are more concerned about their health and they try to choose healthier and more natural
products, while males are more likely to expect a better taste and new flavours. This fact should be
considered when developing the content of marketing communications for innovative products. Due to the
fact that for the respondents under the age of 67 TV, Internet and friends or acquaintances are the most
popular distribution channels they receive information on novelties in packaged food and non-alcoholic
beverages from, companies need to implement an integrated approach to the selection of marketing
communication distribution tools, planning communication with innovative product target audience.

In general, the specificity of packaged food and non-alcoholic beverages is explained with the fact that
consumers adapt to innovative products of this category much faster because it does not require large
investments. Among further directions of study of consumer behaviour in purchasing innovative products,
the research of different consumer groups, depending on the adaptation to a new product, values and
lifestyle in order to improve the marketing activities of innovative businesses as well as the factors,
influencing repeated purchases of innovative products and the efficiency of innovation products sales
promotion methods can be named.
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MoBepiHka cnoxuBaYiB y npoueci NpuadaHHs iHHOBaLiNHNX TOBapiB

Ha cyyacHomy emani ¢byHKUiOHy8aHHsI c8imo8oi eKoHOMIKU iHHO8auii cmanu iHOuUKamopoM ycniluHoCmi nNidnPUEMHUULKOI
disnbHocmi ik nepedymosu eqhekmUuBHO20 PO3BUMKY HauioHanbHOi eKoHOMIKU. Ha ocHosi 8ugYeHHs meopii nogediHku cnoxusadis
asmopu aHanizytoms hakmopu ennusy Ha nosediHKy nameilicbKux cnoxueadie npu Kynieni iHHO8auiliHO ynakosaHux npodykmie
XapyysaHHs ma 6e3anKo20nbHUX Hanoig. B pesynemami docniOxeHHs asmopamu po3pobrieHo pekomeHOauyii namsiticbkum
KoMnanism wo0o 8dockoHaneHHs AisnbHOCMI 3 MapkemuHey iHHO8auilHUX mosapis, iX Komepuiami3auii i nPoCy8aHHs Ha PUHKY.
LocnidxeHHsi npogodurnock Ha 0CHO8i CmpykmyposaHux OaHux, ompumaHux y xo0i onumyeaHHs 458 nameiticekux pecnoHoeHmis
(cmpykmypa subipku: 59,65% xiHok ma 40,35% yonoeikis). Yci pecnondeHmu 6ynu po3dineHi Ha wicme ikogux 2pyn, NOYUHak U
3 18 pokis, eikosa epyna monodwe 18 pokig He bpanach A0 ysaau, OCKinbKu npedcmasHUKU Uiei epynu He Maomb 0cobucmux
Ooxodig dnsi npudbaHHs npodykmis XapdysaHHs ma be3anko20/bHUX Hanoig. Y 8idnosidHocmi 00 ompumMaHuxX pe3yrnbmamig
a8Mmopu BLUOKPEMITIOKMb OCHOBHI CneyuchiyHi xapakmepucmuku pecnoHdeHmig 3a pigHeM ix cmaesieHHs 00 iHHosauiliHUX mogapig,
po3dinstoyu ix Ha: «iHHO8amopig», «NoCnidosHUKig» ma mux, Wo «noginsHo adanmyrmbcsiy. 3 MEMOK OUiHKU 83aEMO38 A3KY MiX
pigrem doxodig, 8ikom, 2eHOEpPHOK O3HaKOK PEecnoHOeHmie ma pieHeM ix cmaenieHHs 00 iHHOBauiUHUX mogapis, asmopu
gukKopucmosysanu KopenauitiHut aHanis. Ompumani pesynsmamu ceidyamb NPo NO3UMUBHY KOpensayio Mix pisHem 0oxodis ma
cmasfieHHsIM cnoxusavig 00 iHHoBauiliHUX mogapig. Tak, 8 epyni «iHHo8amopig» yacmka ocib 3 gucokum pisHem doxody byna
Halbinbuworo, y epyni «nocnidosHuKig» — cepeOHbOI0, ¥ 2pyni cnoxugavig, ki «nosinbHo adanmyrmbcsiy — HalHUX4Yo. Asmopu
Hazosowyrme, Wo 8 yinomy 0ns puHKy npodykmie xapyyeaHHsi ma 6e3anKko2ombHUX Hanoig xapakmepHa weudka adanmauis
cnoxusavis 90 iHHO8aUUIHOI ynaKosKU, NOSICHIOKOYU e HU3bKUMU 8umpamamu Ha 8nposadxeHHs iHHOgauill y NOpigHAHHI 3 iHWUMU
gudamu mosapie.

KntoyoBi criosa: noBefiHKka Croxusavis, iHHOBALiHMIA NPOAYKT, iHHOBALIiHA ynakoBka, aganTawyis Ao iHHOBaLiit, iHHOBaLYiT.
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