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Abstract

In view of the fact that fruit and vegetables market is an important seg-
ment of food sector, this article presents the results of research on preferences
of Warsaw residents in terms of fruit and vegetable products from the group
of convenience food, including the knowledge and popularity of this type of
products, evaluation of views and attitudes to this form of nutrition, the rea-
sons for purchase and the declared purchase frequency. The studied consum-
ers had different perception of this food category and their interest in it was
not excessive. Especially age and social status were the variables differen-
tiating the factors for choosing this type of food. Other determinants of the
choice were taste, freshness, aroma, colour and quality. The rise in popularity
of convenience food products, including fruit and vegetables, will be largely
dependent on the proper promotional activities. These measures should aim
not only at informing consumers about new products, but emphasise forming
positive opinions on this type of food in the first place, and adjusting the offer
to the structure of the needs of different purchasing groups. Juices and drinks,
concentrates and vegetable purees forming a component for preparing meals
as well as frozen products, purchased at the time of limited supply of fresh
goods, are likely to be the most frequently purchased products.

Keywords: consumption, convenience food, fruit and vegetable products.
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Introduction

Modern society lifestyle, including food consumption, is constantly evolving
(Buckley, Cowan and McCathy, 2007). The food market development causes
the creation of new segments, including the market of convenience food. The in-
creased interest in food referred to as “convenient” has been observed for many
years in the world, and for over two decades in Poland (Kociszewski, 2007;
Adamczyk, 2010; Mojka, 2012). The concept of convenience food / ready-to-
-eat meal', has been present in scientific and everyday language for many years,
but its interpretation can still be challenging. The main reason is dynamically
changing consumer behaviour, especially in the sphere of their market decisions,
which generate short product life cycles and the need for introducing continuous
modification and innovation. The definitions of convenience food present in the
literature (Gawecki, 2002; Janicki, 1993, 2006; Kotozyn-Krajewska and Sikora,
2004; Babicz-Zielifiska et al., 2010) identify convenience food as a component
of a meal or as a ready-to-eat meal in preserved condition which — thanks to
instructions on the package — enables to quickly prepare it for consumption.
The common element of these numerous definitions of convenience food is its
simplicity and the ability to shorten the meal preparation time. The develop-
ment of convenience food segment is affected by changes in numerous factors,
inter alia macroeconomic — including the economy development, a wide range
of products in the consumer market and technological factors, with innovations
enabling to enhance food preservation methods. Changes in economic factors
imply, in turn, socio-cultural changes, inter alia the style and model of life or-
ganisation, leisure activities, increasing womens professional activity, extend-
ing the growth in the number of small households, the elderly and wealth of
societies (Adamczyk, 2010).

Public awareness has been changing, and people are now guided not only by
ownership and access to food, but also by convenience — the time and quality
factor — that is short preparation time, but also good quality of food and nutrition
efficacy (Makata, 2013). On the one hand, these are the producers developing new
products and searching for new technologies that would attract and satisfy con-
sumers, who act as engines driving the growth of convenience food market. On
the other, the consumer himself — looking for new experience or specific expecta-
tions to be met with regard to products (Dgbrowska and Babicz-Zielinska, 2011).

From convenience food manufactures’ point of view, demographic and eco-
nomic variables referring to respondents, provide information about the status and
structure of the individual group’s demand, which makes the way to form market
segmentation and categorises consumers target groups. In turn, knowledge of cus-
tomer preferences allows for accurate design of new products, thus for meeting
consumers’ needs and producers’ market success. Research in the field of con-

' The terms of the ready-to-eat meal / convenience food are used interchangeably in the paper.
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sumer’s preferences as regards convenience food, revealed that this type of food is
used most often by young people in small households, well off and better educated,
but also by single people and those with no culinary aptitude (Szymafnska, 2012;
Babicz-Zielinska, 2010; Byrne, 1998; Verlegh and Candell, 1999; Gutkowska and
Ozimek, 2005; Harris and Shiptsova, 2007). Easiness in preparation, convenience
and time-saving are important factors in the selection of products from the group
of convenience food (Kretowska-Kutas, 2005; Koziowska, Szczecinska and
Roszkowski, 2006). The study by Kabacinska and Nazarewicz (2005) indicated
that ready-to-eat dishes made of vegetables were most frequently purchased by
young convenience food consumers. While the main determinants of choice of the
convenience food product is taste, shelf-life, flavour and price (Malczyk, Misiarz,
ZYotefiska-Synowiec and Ratajczyk, 2013).

The literature research indicates that the question of consumer behaviour in
reference to convenience food market, depicts the market of fruit and vegeta-
bles in an insufficient way. Therefore, in view of the fact that fruit and vegeta-
ble market is an important segment of food sector in Poland, and that it brings
about approximately 50% of fruit and 30% of vegetable production (Strategia
krajowa...,2013), this article presents the results of research on consumer pref-
erences among Warsaw residents in terms of fruit and vegetable products from
the group of convenience food, including the knowledge and popularity of this
type of products, evaluation of views on and attitudes to this form of nutrition,
the reasons for purchase and the declared purchase frequency.

Research aim, sources and methods

The aim of the article was to analyse the preferences of Warsaw inhabitants on
fruit and vegetables purchased in the form of convenience food, depending on the
impact of selected demographic and economic factors, i.e. sex, age, social status,
education, household size and disposable income. Data for the analysis came
from empirical studies conducted in Warsaw in the first half of 2016 with an ex-
clusive questionnaire containing 10 closed-type questions. A survey among 200
respondents was conducted according to PAPI methodology when interviewing
respondents in person. The number of surveyed respondents corresponds to the
quantity typically applied in the research practice. According to Prymon (2001),
when the extent of the research includes regional market, and the study field re-
fers to consumer market, a survey should include 100-500 respondents. A sample
group was selected as randomly-targeted, taking into account the fact that buying
food products is strongly determined by sex. Women purchase food products
relatively more often than men (CBOS, 2011). Thus, 67% of the respondents
were women and 33% men. Further demographic and economic characteristics
of the respondents is presented in Table 1. Due to the small number of respond-
ents declaring their unemployed status and household size of more than 5 people,
these two groups are not included in the analysis.
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In the questionnaire alternative and multialternative questions were included
with a nominal scale application. The respondents task was to choose one or
several answers by marking them, or making certain hierarchy within the speci-
fied rating measures. The questionnaire contained issues on, inter alia, knowl-
edge of the concept of convenience food, the views and attitudes of consumers
in relation to this type of food, the reasons for, the frequency and type of con-
sumption and important factors when buying this type of product.

Table 1
Characteristics of the studied population
Specification Total Structure Specification Total Structure
P number in % P number in %
Total number 200 100.0 Social/professional status:
Sex: - unemployed 15 7.5
- women 134 67.0 - pupil/student 50 250
- men 66 330 - professionally active 107 53.5
- pensioner 27 135
Age: Net income per person®
- 20-29 49 245  -up to PLN 500
-30-39 32 160  -PLN 501-1000 47 235
- 40-49 42 21.0 - PLN 1001-2000 64 320
- 50-59 49 245  ->PLN 2000 58 29.0
->60 26 13.0 31 155
Education level: The number of people
- primary school 25 12.5 in the household:
- middle school 80 400 - 1-2 people 43 215
- university degree 95 47.5 - 3-4 people 144 72.0
- =5 people 14 7.0

*The income intended for consumer goods and services expenditure, including the growth in savings and
when reduced by other expenses, i.e. donations, some taxes, such as inheritance and donation tax, proper-
ty tax, fees for eternal use of the land, advance payment of income tax paid by the taxpayer.

Source: calculations and own study based on the research results.

The questionnaire used a 5-point Likert-type scale and positional scale, de-
pending on the question. Respondents in the question concerning the reasons for
the purchase, hierarchised the given options within a specified range between
1 and 7. In the analysis of these issues the descriptive statistics were applied,
the sum of ratings for individual issues and their structure as well as the aver-
age value of the sum of ratings (X) and standard deviation (SD) were estimated.
In the questions about the relevance of the purchase factors and characteristics
of vegetable and fruit products from the convenience food group, the resulting
average numerical values were assigned to their rank, thus creating ranks of the
choice determinants of food for the studied groups of respondents. In the case
of observations of equal rank value variable, remarks were assigned the same
rank, equal to an average of their sequence numbers, i.e. an incomplete value.
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Then, using the Spearman rank correlation coefficient, an analysis was carried
out on the interdependence of ranks of the choice determinants of the conven-
ience food between different groups of customers. To interpret the results, the
following levels of correlation were presumed: <0.2 — no linear relationship;
0.2-0.4 — weak relationship; 0.4-0.7 — moderate dependence; 0.7-0.9 — a fairly
strong relationship; >0.9 — a very strong relationship. A level of statistical sig-
nificance was accepted at p=0.05.

The analyses carried out are a part of a broader research in other agglom-
erations in Poland. Conclusions drawn from the analysis can be used by food
producers in the process of building their marketing strategies, because the pref-
erence tests make it possible both to know the consumer trends and to compare
the studies conducted on them so far, and they provide information about the
consumers’ needs.

Study results

Analysis indicates that the largest group of respondents (40%) is able to define
the concept of convenience food, 33% cannot clearly determine what products
fall into this food segment, and 27% had never met with this concept. However,
nearly 70% of respondents, being given hints in the questions, correctly chose
the definition of convenience food, while 42% said that it is a functional food,
and 61% recognised it as widely available. Among consumers there is, there-
fore, no clearly understood definition of this group of food products. According
to Olejniczak and Sojkin (2008), perception of convenience food is strongly
associated with age and household size. This is also confirmed in this study
since the high level of knowledge of terminology was mostly demonstrated by
students, young people aged 20-29 and 30-39, as well as in the households of
1-2 people. In the analysed groups pensioners and people over 60 are character-
ised by the weakest recognition of the term convenience food. However, while
officially scientists-adopted identification of food, in the consumers’ group it is
often interpreted ambiguously. Most consumers intuitively associate this type
of food with the convenience and ease of use in preparing food. Therefore, the
level of unawareness of the definition of convenience food does not correlate
with the practice of purchasing power of consumers, i.e. most of them buy fruit
and vegetable products from the group of convenience food with no knowledge
of its classification.

The analysis of empirical material shows that Warsaw residents purchase
fruit and vegetable products from the group of convenience food several times
a month on average. Similar results referring to the frequency of convenience
food consumption are also presented by Babicz-Zielinska et al. (2010). In the
group of convenience vegetable products, concentrates and purees are favourites,
and the frequency of their purchase amounted to an average of 3.51. They are
relatively more often bought comparing to other vegetable products, i.e. several
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times a week (Fig. 1). With such frequency they were purchased by nearly every
third respondent. In the case of fruit, similar purchase frequency was observed
in the three groups of convenience products, i.e. juices, jams and desserts. These
are purchased several times a week by respectively 30.5%, 23.0% and 18.5%,
of respondents. Vegetable juices occurred to be the least popular in convenience
food group (X =2.31, SD = 1.14), whereas fruit snacks are the least common in
the fruit products (X = 1.94, SD = 0.99).

The analysed demographic and economic factors with a non-uniform intensity
slightly differentiated consumer preferences in terms of the structure and fre-
quency of purchasing vegetable and fruit products from convenience food group.
Taking into account respondents’ gender, frequency of consumption of various
product groups was similar, though women are slightly more likely than men
to acquire lettuce mix as well as fruit and snacks, while men are more likely
to purchase jams. The analyses by Kretowska-Kutas (2005) also showed that
gender has no significant impact on the frequency of consumption of products
belonging to convenience food group. In the studied population, there was no
significant impact of income, the number of people in the household and the
education level on the frequency of purchase of products of vegetable and fruit
from convenience food group. On the other hand, age was a substantial factor in
differentiating consumer preferences, particularly in the two extreme age ranges,
i.e.20-29 year-old and those over 60. Although the two groups usually purchased
concentrates and purees (X = 3.20, SD = 1.00 and X = 3.38, SD = 1.18), young
people were buying stir-fry vegetables in the second place (X =3.18,SD = 1.14),
as well as juices and nectars (X= 3.84, SD = 1.08), while people over 60 — pick-
led vegetables (X =3.27, SD = 1 19), frozen food (X =2.81, SD = 1.04) and
fruit desserts (X =3.00, SD = 1.11). In contrast, the least frequently purchased
by young people were fruit salads (X = 1.94, SD = 1.02), pickled vegetables
(X =2.14, SD = 1.05) and vegetable juices (X =2.37, SD = 1.26), and for the
elderly — stir-fry vegetables, frozen food, fruit and fruit snacks (respectively,
X=196,SD=1.06; X =188, SD=1.05; X = 1.67, SD = 0.86). In a similar
manner as age, consumer behaviour was differentiated by social status, i.e. pupils
and students acquired convenience products slightly more often than pensioners.

The above analysis shows that the market of convenience fruit and vegeta-
ble products is under development. Yet, convenient and quick consumption,
determined by lifestyle changes, will be an increasing part of Poles’ habits.
According to the survey, nearly 50% of respondents rarely or never plan their
meals, 37% of them do it sometimes, and only every third respondent — often
and very often. Comparing to all respondents, men and young people, aged
20-29 are the least likely to plan their meals. Thus, it can be concluded that the
majority of people in these groups are potential buyers of convenience fruit and
vegetable products.
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Vegetable products

In total

Professionally active
Pupils/students
With a university degree

— - - Vegetable salads Lettuce mix
—aA— Frozen vegetables mix to prepare soups — B - Stir-fry vegetables
--------- 1-component frozen vegetables —@- - Concentrates/purees
= = =Dried tomatoes -++«@-+- Pickled vegetables
Fruit products
In total

Pupils/students iddle school graduates
With a university degree
——Fmitsalads = e Canned fruit
—&— 1-component frozen fruit = -« Fruit juices and nectars
—¥— Jams —@— Fruit desserts
----- Fruit snacks

Fig. 1. The frequency of purchasing selected fruit and vegetable products from the group of
convenience food by Warsaw inhabitants, considering the demographic and economic cha-
racteristics (average score on the 1-5 scale, where 1 — never, 2 — less frequently than once
a month, 3 — a few times a month, 4 — a few times a week, 5 — every day or almost every day).
Source: calculations and own study based on the research results.
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The most important reasons for purchasing fruit and vegetable products from
the convenience food group declared by respondents were: the speed of prepa-
ration (X = 2.95, SD = 1.80), comfort (X = 3.27, SD = 1.99) and lack of time
(X =343, SD = 1.72) (Fig. 2). The study by Kowalczuk (2004), Kretowska-
-Kutas (2005) and Olejniczak (2010) also demonstrated that main factors of
choosing convenience food were connected with practical aspects, i.e. ease
of preparation, convenience and time savings. In the studied Warsaw popula-
tion, one of the three most important reasons for the purchase was the time of
meals preparation as declared by 64% of people. While 59% of the respondents
indicate preparation convenience and 56.5% of them — lack of time. As the re-
sults of the conducted studies show, demographic and economic factors do not
significantly differentiate the reasons for the purchase of fruit and vegetable con-
venience food. The convenience, speed of preparation and lack of time are the
reasons for buying convenience food slightly more often by young people and
students, though. Men relatively more frequently than women declared lacking
in culinary abilities as the reason for buying convenience food. While for those
who declared the highest level of disposable income, the most important were
the flavour of the products. Buying this type of food was least determined by the
novelties on the market and the lack of culinary talents.
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Pupils/students iddle school graduates

With a university degree

—&—Preparation convenience ——Speed of preparation —h—Lack of culinary aptitude
== Lack of time == Novelties in the shops —@—Taste

Fig. 2. Reasons for buying fruit and vegetable products from the convenience food group and
an average degree of significance (average rating in the 1-7 ranking, where 1 — the most im-
portant reason, 7 — the least important reason).

Source: calculations and own study based on the research results.
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The surveyed consumers differently perceive the analysed food category.
Only 14% and 8.5% of them believe that — respectively — “convenience food is
wholesome” (X = 2.94, SD = 1.22) and ,,convenience food is safe for health”
(X =297, SD = 1.22). Men, more often than women, consider convenience
food as wholesome and safe for health, as it is also assumed by young people,
pupils and students, middle school graduates and those with lower levels of
disposable income (Fig. 3). On average, every fourth respondent when pur-
chasing fruit and vegetables from the convenience food group, pays attention
to the product’s country of origin. Consumer patriotic attitude increases along
with age and higher income levels. Domestic fruit and vegetable products from
the convenience food group were more frequently chosen by women. Increas-
ing consumer awareness makes buyers more and more attentive as regards the
quality of the product and the information contained on its label. For nearly
30% of the respondents the quality of the product determinant is its high price,
especially for people with a stable financial situation, i.e. at the age of 40-49
and the level of disposable income of more than PLN 2000. Average ratings for
this declaration was 3.04 (SD = 1.37). While for 45% of the respondents the
manufacturer’s name is synonymous with the product’s quality, and the demo-
graphic and economic factors did not significantly differentiate the surveyed
group (X =291, SD = 1.35).
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With a university degree

—&— Convenience food is wholesome
—l— Convenience food is good for health
—&—1 buy Polish products from the convenience food group
=—>—High price is a determinant of quality

—¥—1 get acquainted with the information on the packaging
—@—Producers's name is an indicator of quality

PLN 500-1000

Fig. 3. Attitude of Warsaw citizens as regards fruit and vegetable products from the convenien-
ce food group (average score on the 1-5 scale, where 1 means — I do not agree with the state-
ment, 5 — I agree with the statement).

Source: calculations and own study based on the research results.
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Approximately 45% of the respondents read the information on the product’s
packaging. When buying, the most important information on the label of the dis-
cussed group of products are: the expiration date (X = 4.25, SD = 1.00), ingredi-
ents (X =4.02,SD = 1.01) and the producer’s name (X = 3.94, SD = 0.95). In to-
tal, 82.5%, 71.0% and 70.0% of the respondents consider these as very important
and important, respectively. The least important information on convenience
product labelling, according to the respondents, regardless of the demographic
and economic factors, are its calorific value and the quality label (Fig. 4).

5.00

4.00 4.25
3.00
2.83
2.00
1.00
0.00

Producer’s name Ingredients  Expiration date Quality labels Calorific value  Preparation
guide

Fig. 4. Information on the packaging of fruit and vegetable products from the convenience
food group and an average grading of significance in the opinion of the residents of Warsaw
(average score on the 1-5 scale, where 1 means — void, 5 — very important).

Source: calculations and own study based on the research results.

The consumer decisions are influenced by numerous factors, which differ-
ently influence the process of making a choice. Each product is a set of features
generating benefits for the buyer. In the case of products from the convenience
food group, in addition to the basic values related to providing the organism
with nutrients, we have to deal with other measurable characteristics that can de-
termine the purchasing decisions of consumers. Using the method of assessing
the relevance of choice factors on the 1 to 5 scale (where 5 is the most important
factor), it was demonstrated that the main determinants of Warsaw consum-
ers’ purchasing decisions in the field of fruit and vegetable products from the
group of convenience food, include sensory properties of the product, i.e. taste
(X = 4.80), freshness (X = 4.77) and smell (X = 4.50). The significance of these
factors in the different groups of respondents is also demonstrated by low values
of the standard deviation of their rank, which is 0.46, 0.57 and 0.55. In total,
100%, 97.5% and 92% of the respondents indicated them as very important and
important choice factors, respectively. The analysed demographic and economic
factors did not essentially differentiate answers regarding sensory factors, only
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the hierarchy of importance slightly changed. In turn, the least important when
buying convenience fruit and vegetable products by respondents from Warsaw,
were calorific value (X = 2.62), new products on the market (X =2.77), and, sur-
prisingly — the nutrient content (X = 2.79). This low average rating of nutrient
content as a factor of choice for the buyers, may result from the common belief
that products processed in different ways have lower nutritional quality. Thus,
this factor was assessed as of little importance in the hierarchy when purchas-
ing these products. These three factors were positioned as last ones out of 22
analysed choice factors, i.e. on 22", 21% and 20" place in the ranking (Table 2).
The biggest discrepancies in the hierarchy of choice factors were related to the
content or aroma, vitamins and availability on the market. In the case of these
factors, the standard deviation for the assigned rank in all studied groups was
respectively 4.23, 3.61 and 3.21. Table 2 depicts the rank of the relevance of
choice factors and characteristics of this food group products in respect to buy-
ers from Warsaw, considering demographic and economic factors.

For convenience food producers the decisive factor as regards the success of
the new product is, i.e. information concerning the rank of choice factors that
guide individual groups of customers and the level of diversity of opinions be-
tween these groups. This information allows for accurate design of products for
specific target groups of customers. Table 3 shows the correlation significance
of factors of convenience food choice between different groups of customers.
There was an analysis conducted in the first place, on the correlation between
the opinions of the respondents in general and particular social groups regard-
ing the importance of factors for choosing this type of food. As the results of
the study show, there was a strong correlation in the opinions observed in the
majority of cases. The largest discrepancies compared to the general opinions
on the significance of choice factors referred to people in their 20s, over 60 as
well as students and pensioners. However, even in these cases the opinions pre-
sented a strong correlation level in the range between 0.8-0.85. Next, there was
an analysis made on the interdependence between the opinions about the ranks
of ready-to-eat products choice factors in different social groups. The results
revealed that the features differentiating the opinions on the relevance of choice
factors were age and social status. Between groups of people aged 20-29 and
those over 60, students and people over 60 (the correlation coefficient 0.52) and
those in their 20s and retired (0.55), had the lowest values of the correlation
coefficient, which indicated a moderate opinion bond.
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Conclusions

The results of this study show that consumers from Warsaw can be hardly
recognised as enthusiasts of fruit and vegetable products from the group of con-
venience food. The studied consumers had different perception of this food cat-
egory and their interest in it was not excessive. The analysed demographic and
economic factors, especially age and social status linked to it, were the variables
differentiating the factors for choosing this type of food. A relatively higher
level of younger consumers interest is influenced by practical aspects, such as
speed and ease of preparation, rather than by a desire to try them. Other deter-
minants of the choice of the analysed products were taste, freshness, aroma,
colour and quality. The calorific content, novelties on the market, the content of
nutrients and vitamins, or lack of culinary talents, did not determine the interest
in this type of food.

It may be assumed that the rise in popularity of convenience food products,
including fruit and vegetables, will be largely dependent on the proper promo-
tional activities. These measures should aim not only at informing consumers
about new products, but emphasise forming positive opinions on this type of food
in the first place, and adjusting the offer to the structure of the needs of different
purchasing groups. On the one hand, we can expect that consumers behaviour,
especially the young ones, will in the coming years be characterised by adapting
European and world consumption patterns, i.e. an increase in the consumption of
this type of food. On the other hand, the increasing role of consumption patterns
of traditional and regional food (Sieczko and Wojcieszyfska, 2013; Rejman et
al., 2015), including fresh fruit and vegetables, with their market supply steadily
increasing, may provide a counterbalance to the market for fruit and vegetable
from the convenience food group. It is difficult to predict the changes direction
and dynamics of the intake of convenience fruit and vegetable. Juices and drinks,
concentrates and vegetable purees forming a component for preparing meals as
well as frozen products, purchased at the time of limited supply of fresh goods,
are likely to be the most frequently purchased products.
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WPELYW WYBRANYCH CZYNNIKOW DEMOGRAFICZNO-
-EKONOMICZNYCH NA POSTAWY MIESZKANCOW WARSZAWY
DOTYCZACE OWOCOW I WARZYW SPOZYWANYCH W FORMIE

ZYWNOSCI WYGODNEJ

Abstrakt

Majgc na wzgledzie fakt, ze rynek owocowo-warzywny jest istotnym seg-
mentem sektora spozywczego, przeprowadzono badania preferencji miesz-
kancow Warszawy w zakresie produktow owocowych i warzywnych z grupy
Zywnosci wygodnej, z uwzglednieniem znajomosci i popularnosci tego typu
produktow, oceng pogladow i postaw w stosunku do tej formy zywienia, po-
wodow i deklarowanej czestotliwosci zakupu. Wykazano, ze konsumenci re-
prezentujq wobec zywnosci wygodnej raczej Sredni poziom zainteresowania,
a zmiennymi roznicujgcymi czynniki wyboru produktow owocowych i wa-
rzywnych sq przede wszystkim wiek i status spoteczny. Innymi determinanta-
mi wyboru byty tez smak, Swiezo$¢, zapach, barwa i jakos¢. Wzrost popular-
nosci produktow Zywnosci wygodnej, w tym owocowych i warzywnych, be-
dzie w duzej mierze uzalezniony od wtasciwych dziatan promocyjnych. Po-
suniecia te powinny miec¢ na celu nie tylko informowanie konsumentow o no-
wych produktach, ale kta$¢ nacisk przede wszystkim na wyksztatcenie pozy-
tywnych przekonan do tego typu zywnosci oraz dostosowanie oferty do struk-
tury potrzeb roznych grup nabywczych. NajczesSciej nabywanymi produktami
bedg prawdopodobnie soki i napoje, koncentraty i przeciery warzywne sta-
nowiqce komponent do przygotowywania positkow oraz produkty mrozone,
nabywane w okresie ograniczonej podazy produktow §wiezych.

Stowa kluczowe: konsumpcja, zywnos$¢ wygodna, produkty owocowe i warzywne.
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