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Abstract. The issue of including clients of contemporary enterprises in innovative processes (in the area of
product innovations) has been discussed in the study. The aim of the study is to identify the basic attributes of
modern clients purchasing innovative goods and participating in innovative processes, as well as to determine
the role and importance of contemporary customers in innovative processes. In the implementation of
empirical research on a sample of 100 innovative enterprises from Poland, the k-means method was used to
identify basic clusters of enterprises specified in terms of their clients' behavior. The results of the study
indicate that in the sample of enterprises there are two leading clusters: (1) "traditional customers looking at
the price" and (2) "digital/global customers looking for quality”. It is important that both groups of
enterprises, although having different attributes (behaviors in sales processes) of clients, should engage these
clients in innovative processes, only using different "principles".
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process.

Introduction

The efficient and effective functioning of contemporary enterprises requires not only the engagement of
resources of the expected value but also establishing lasting relationships with key stakeholders. The basic
axis of a modern enterprise's activity on the market should be (but it does not always have to be this way)
innovative processes which are the basis for creating value for both customers and the enterprise itself and
other groups of stakeholders. Due to the fact that innovative processes (in the area of product innovations)
are in a sense "subordinated" to the client (his/her needs, requirements, possibilities and limitations), it is
worth considering including (also permanently) clients in innovative processes. Such an approach may, to
some extent, increase the broadly understood quality of innovative processes and increase customer
involvement and the durability of their "attachment" to the enterprise and brand (Wereda, 2018).

The main goal of the study is to identify the basic attributes of today's customers purchasing innovative
goods and participating in innovative processes (in the area of product innovations), as well as to
determine the role and importance of contemporary customers in product innovative processes. The
research problem is: Why should modern customers be involved in innovation processes and on what terms
should this be done, and why clients need to be involved in innovative processes? The article assumes that
clients are to some extent "dynamic" and "unstable" resources of modern enterprises. The empirical
research is aimed at specifying the role and significance of modern customers in the implementation of
innovative processes. This is mainly due to the fact that modern customers are demanding to the offer of
enterprises, and are also focused on the use of ICTs and establishing active, two-way relations with sellers.
The empirical research can be a source of creating the so-called best practices for innovative enterprises to
shape valuable relationships with stakeholders.
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Literature review
Customer as a dynamic resource of an enterprise

According to many studies, the changing role of information and communication technologies in marketing
poses a substantial challenge to both marketing managers and customers (Vassileva, 2017, p.55). What is
more, contemporary clients should experience many types of innovations because they do not want to be
bored and are encouraged by changes. Hurley and Hult (1998, pp.42-50) described that innovativeness
refers to an enterprise's ability to rapidly develop and execute new ideas and products as well as force
customers to quick interactions. Continuing, Sawhney, Wolcott, and Arroniz (2006) argued that
innovativeness has been the new essential value created for customers from a corporate perspective and
described that the creativity can be incorporated into some facets of the enterprise’'s management. The
very important fact is that there is a relationship between customer engagement in the shopping process
and clients' traits. That is why, customer engagement refers to the psychological state of customers when
participating in the experience interaction process (Brodie, Hollebeek, Juri¢, & Ili¢, 2011). Due to many
studies, known attributes of the clients are connected with the type of generation (Marston, 2005;
Cielemecki & Wereda, 2018): (1) mature, (2) babyboomers, (3) generation X, (4) generation Y, as well as (5)
generation A.

As it was mentioned before, technological progress and IT development have made a lot of changes in
customers' behavior. For example, the representatives of the generation named Z and Alfa have appeared
on the labor as well the customer market, representing new reality, including that in the virtual and
electronic dimensions. Generally, a massive impact of the digital economy is that customers are constantly
connected; anytime, anywhere, anyhow. Each client has a continual ability to interact with friends, family,
peers, teams, suppliers or other customers during choosing, selecting or purchasing a product or service
(Wereda & Wozniak, 2019). What is more, this is the base of Customer 4.0, the fourth generation of e-
commerce, led by younger and highly influential generations, where the customer is truly in control
(Freeman, 2017). Below there is a description of former generations of the client (Freeman, 2017):

1. Customer 1.0 (before the 1950s)-customers benefited from the production or delivery capability of the
business. They had little choice, and mostly bought products that were available on the market at that
time;

2. Customer 2.0 (1950-1990)-the principles of Customer 1.0 were still alive, supported by the
development of consumerism and traditional marketing. The concepts of the brand first emerge, and
customer demand for products and services were strongly driven by marketing;

3. Customer 3.0 (1990-2015)-the principles of Customer 1.0 and 2.0 continue but expanded by the
explosion of globalization and the Internet. Customer retention and loyalty are key features, and the
focus of competitive action is on delivering the best possible customer experience.

According to many researchers Customer 4.0 (2015+) is a person whose principles (based on experiences
of Customer 1.0, 2.0 and 3.0) continue to evolve, but are now complicated by vast choices, online platforms
and has emerged as a new type of customer: One whose personal goals outweigh persuasive marketing.
One who seeks to influence and be influenced by other customers. One who employs very new ways of
working and thinking; who has a high expectation that a provider will change the way they deliver to fit
with their needs. Where the customer's journey is their unique journey, where businesses play a part in
enabling them to achieve their goals. This customer is a netizen, very demanding, highly informed by
electronic devices and looking for developing, competitive and innovative approaches to different
challenges on various spheres such as banking, professional services, automotive and IT services,
healthcare, education, (most aspects of) manufacturing and construction, etc. (Freeman 2017; Kotler,
Kartajaya, & Setiawan, 2017; Wereda & Wozniak, 2019). What is more, from a managerial perspective,
retailers have created many efforts to increase purchases by encouraging customers to engage with their
mobile phones while shopping, for example by adding quick-response codes that give consumers access to
useful information through their mobile phones or making Wi-Fi readily available (Grewal, Ahlbom,
Beitelspacher, Noble, & Nordfalt. 2018, p.103).

Describing the contemporary client, it should be stated that most of them using the Internet and social
media for information and fun, expect and evaluate positively every emotional personal experience which
they get as a result from their interactions with different enterprises and service providers (Vassileva,
2017, p.55). Generally, the contemporary client is a mobile co-creator of the value that promotes a brand
to which is loyal and also an advocate on the market. Due to literature customer value co-creation is a value
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creation process used to establish satisfactory experiences through the exchange of knowledge and skills
between customers and companies, including active customer behavior in physical, virtual, and mental
processes (Tynan, McKechnie, & Chhuon, 2010; Shamim, Ghazali, & Albinsson, 2016).

Summarizing it should be noted that contemporary customers are more aware of the risk on the market,
they are very mobile, looking for innovations of the products and services, they demand the quality and
reasonable price. Shortly, enterprises should pay attention to such interventions areas in building
relationships with contemporary customers (Vassileva, 2017, p.55):

WHO: digital consumers, Millennials, "old" folks;

WHAT: information, added value, smart offers;

WHEN: 24h/7 days, real-time;

WHERE: cloud, mobile devices, social media;

WHY: emotional and personal experience, changing motivation, co-creation of the value, looking for
innovations;

6. HOW: analytics, interactivity, being mobile all the time.

Vi Wi

Therefore, contemporary customers should be treated as an important factor in value creation processes-
both for the enterprise and the customers themselves. Therefore, it is worth paying attention to the issue
of engaging clients in innovative processes.

Customer in the innovative processes

Innovations in contemporary enterprises require the integration of various resources, often unavailable in
a given location. It is necessary to search for resources with the desired market value and thus create value
chains in innovative processes on a global scale (Pakulska & Poniatowska-Jaksch, 2009, pp.69-77, 2015,
pp.132-144; Weresa, 2008, p.10 et seq.). The behavior and thinking of people who want to participate in
creating innovation is also changing (Karlinski & Rudolf, 2009, pp.6-9; Bombol, 2018, p.63 et seq.)-this
situation is particularly often observed in modern industries and sectors, where the customer basically
actively participates in the innovation process from the moment of placing the order until receiving the
results. Therefore, modern enterprises not only have to meet the client's conceptual requirements but also
to acquire the resources they expect. In enterprises, the creation of innovations (goods) of highly
individualized (commissioned) increasingly takes place, rather than the creation of standard goods
directed at a wide group of consumers. The key here is the increase in customer value, which is the basis
for creating the value of a creative enterprise (Fig. 1).
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Figure 1. Customer in an innovative process
(Wozniak, 2019)

Along with the development of internet technologies, innovative processes in modern enterprises can draw
on the potential of sharing economy. Intangible resources, which are carriers of value made available by
external entities, gain particular significance here (Pakulska, 2017, pp.48-52). In modern and innovative
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sectors, these types of resources are the basis of innovative processes and determine the efficiency felt by
both the client and the company creating the given innovation. Sharing economy mechanisms enable cost
reduction in innovative processes, and also limit market, financial and operational risk-becoming the
starting point for increasing the value for the company's stakeholders and strengthening its market position
(Mufioz & Cohen, 2018; Apte & Davis, 2019; Frey, Trenz, & Veit, 2019).

Nowadays, the following changes can be observed in the implementation of innovative processes in modern

enterprises (Bartkowiak & Wachowiak, 2016, p.81):

1. The entrepreneur is able to provide innovation, "consumption” of which can be both by individuals and
mass;

2. There may be a wide involvement of clients in creating innovation, not only in the aspect of collecting
ideas and requirements but also actively participating in the provision of the service, e.g. partial design
and provision of knowledge resources, etc.—this can be called "extended prosumption” (production and
consumption).

A contemporary approach to developing, implementing and commercializing innovation by enterprises-
by increasing, among others their level of uniqueness-results in increased costs of innovative processes.
Enterprises, wanting to counteract the reduction of the effectiveness of innovative processes and the
appearance of certain risk factors (including in the area of competence of creative employees and customer
relations), are increasingly focusing on the implementation of business strategies related to the
standardization of innovative processes.

Particular attention in innovation processes deserves a risk referring to customer behavior (see: Kasiewicz
& Urban, 2009, pp.95-97), including in the context of creating value for various classes of stakeholders.
Customer activity may also determine the level of effectiveness of activities, including by shaping the costs
of innovative activities and planning the time and scope of work (see: Wyrozebski, 2016, p.82 et seq.).

To sum up, it should be emphasized that the modern customer plays a key role in innovation processes,
including while being a source and a carrier of value for the enterprise itself as well as various classes of
stakeholders. The client, being a source of creativity and knowledge about the real needs of the market,
should be "activated” in a structured, purposeful and effective way in innovative processes. Thanks to this,
the client will be able to be seen as a resource that is the source of opportunity factors, not just threats.

Methodology
Objectives and research questions

The main purpose of the article is to identify the basic attributes of modern customers purchasing

innovative goods and participating in innovative processes, as well as to determine the role and importance

of contemporary customers in innovative processes. The research problem is: For what purpose should

modern clients be involved in innovation processes and on what principles should it be carried out, and why

clients need to be included in innovative processes? The study poses three research questions:

e RQ 1. What are the attributes of contemporary customers purchasing innovative goods and participating
in innovative processes?

e RQ2.Canamodern customer be treated as a dynamic resource that determines the specificity of innovative
processes in an enterprise?

e RQ 3. Do the attributes of modern innovative enterprises provide the basis for developing the scale and
scope of customer relationships?

Research methods and research sample

The empirical study was conducted using the method of Computer-Assisted Telephone Interviewing on a
sample of 100 innovative companies listed on the NewConnect market in Poland (25.3% of entities from the
population-a population of 396 companies from Poland). The respondents were owners or managers mainly
responsible for shaping relations with stakeholders as well as for communication processes and
innovations. One respondent from each enterprise was qualified for the study. Systematic random selection
in layers was used in the study. The layers were enterprise classes in terms of the number of employees
(small, medium, large). Entities were randomly selected in proportion to their number in the population
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(on the NewConnect market). It is worth adding here that the highest number of respondents was the
highest management level (52% of enterprises), while at the medium and lowest level a similar number of
respondents was recorded (23 and 25% respectively) (Fig. 2).
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Figure 2. Respondent's position in an enterprise (N=100)

The empirical study was conducted in the period June-July 2018 and covered the entire country (16
provinces in Poland). The results of the k-th question (k=1...11) given by the nth respondent (N=1..100) were
subjected to statistical analysis—k-means method. Respondents on a 5-point scale assessed the level of
fulfillment by the clients of a given enterprise of certain attributes of modern clients-specified on the basis of
literature on the subject query (Table 1). The calculations were carried out using the IBM SPSS Statistics 24
software (PS IMAGO 4.0). The study also employed a method of critically analyzing literature, methods of
analysis, synthesis and induction.

The leading empirical method was the k-means analysis. This method belongs to the division methods of
cluster analysis and consists in dividing the entire set of objects (in the case of the described empirical study-
innovative enterprises) into groups of similar objects in accordance with the principle of maximizing variance
between individual clusters while minimizing variance within the studied clusters (Pietrzykowski & Kobus,
2006, p.302; Kajstura, 2019) (Fig. 2).

Cluster 1 0. %

PARAMETER No. 2

PARAMETER No. 1
Figure 3. Combining enterprises in clusters using the k-means algorithm
(own elaboration based on: Sebestyen, 1962)

The k-means method was proposed by T. Dalenius in the 1950s. However, the authorship of the k-means
method is attributed to ]. McQueen (1967). This method belongs to the group of optimization and iterative
methods and is used to analyze large data sets-because it aims to reduce a large amount of information
collected to several basic categories. This makes it much easier to understand the studied phenomena and
specifications of simplified, more general conclusions. The k-means method provides the basis for the
specification of a specific typology of objects, as well as allows the identification of systematic
factors/attributes for the examined objects (in the case of the empirical study described) and cause-effect
relationships between the examined objects and their attributes (Pietrzykowski & Kobus, 2006, p.302).
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In the study, the k-means method was used in the following stages (based on Hartigan & Wong, 1979;

StatSoft, 2006; Kajstura, 2019):

1. Determination of the number of clusters-the study used the Hierarchical Cluster Analysis-
agglomerative method (tree diagram, Ward method, Euclidean distance)-2 clusters were separated;

2. Specification of the metric (Euclidean distance was included in the study) and initial division of the set
into clusters (determination of initial cluster centers) based on the arbitrary allocation of objects to
groups;

3. Calculation of new cluster measures;

4. The use of the algorithm until the division of objects is obtained in which the most significant results of
the analysis of variance were achieved (9 iterations of the algorithm were carried out).

Detailed results of an empirical analysis using the above methods are presented in the further part of the

study.

Results of the empirical research

The empirical study referred to the description of the modern customer using 11 basic attributes of his/her
behavior on the market (based on Bailey, Baines, Wilson, & Clark, 2009; Gotab-Andrzejak & Gebarowski,
2018; Varnali, 2019). These attributes mainly refer to the needs and requirements of modern customers,
as well as their approach to shaping relationships with sellers (Table 1). It is worth noting that the indicated
attributes of the modern customer do not cover the complexity of this issue, especially from a global
perspective. It is worth remembering, however, that individual attributes in a cumulative and quite a
general way refer only to the basic features of clients operating in modern markets and create a relatively
coherent and complete set of attributes. Additional specification of the attributes indicated in Table 1 could
result in excessive multiplication and "blur” in the subject of further analysis.

Based on the respondents' assessments (on a 5-point scale) regarding the behavior of their company's
clients, enterprises were divided into classes/clusters-in terms of the specificity and problem scope of their
clients' activities in relation to the enterprise/seller (N=100). For this purpose, cluster analysis using the
k-means method (including variable standardization) was used. There are two clusters in which the
following types of customer activity dominate:

1. Cluster No. 1: "traditional customers looking at the price"-customers with a high perception of their
value and uniqueness, variable, unstable, emotional in assessing the behavior of the seller, looking at
the price of the product (N=48);

2. Cluster No. 2: "digital /global customers looking for quality"-customers that have electronic
purchasing preferences, country boundaries are not an obstacle to them, expect seller's support, are
rational and attentive to quality and a wide range of product choices, are also impatient (N=52).

Table 1. The leading attributes of contemporary customers

Cluster
1 2

0.18504 | -0.17081

Attributes of customers ‘

Customer wants to be treated respectfully and individually and expects the seller a
high personal culture

Customer presents a demanding attitude and knows his/her purchasing opportunities
(is a global customer)

Customer rarely buys the same product/service, because it compares the prices, is
demanding and grumpy

Customer replaces suppliers and brands of products fairly quickly if it finds more
favorable prices, and is looking for discounts and sales opportunities

Customer draws attention to the quality of products/services and has a lot of
knowledge about products and services

Customer has an access to extensive information and often retains the position of the
"stupid wise" person, and shows limited trust to retailers

Most customers are undecided people, but want to have a large selection of purchases
and are looking for individual benefits and added value with every purchase
Customer expects solid and honest advice and feedback on the product/service, as it
does not buy lightly and compares products

Customer has a lot of sales experience and everything is analyzed before purchase,
therefore customer is not loyal to products/services and brands of companies
Customer is impatient during the purchase and often quickly gets into aggression -0.47939 | 0.44251
Customer prefers electronic purchases -0.22003 | 0.20310

-0.27054 | 0.24973

0.20328 | -0.18764

0.42234 | -0.38985

-0.32116 | 0.29646

0.34378 | -0.31734

-0.15881 | 0.14660

-0.16409 | 0.15147

-0.13029 | 0.12027
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At this point, it should be noted that the first cluster is basically created by companies that have customers
who have a "traditional" approach in relation to sellers. It can, therefore, be assumed in a simplification
that the ,traditional” approach-despite the strong customer focus on the use of modern ICT in purchasing
processes on a global scale (see: Husain, Al-Tameem, & Gautam, 2013)-is still important and popular. You
can indicate here even the increasing customer class "50+" or even "60+" (lllepemeBa, KanmbikoBa,
BanuToBa, & Bepeska, 2017).

It is also worth noting here that in principle both clusters are equal-48 and 52 enterprises, respectively.
Therefore, the second cluster-characterized by having clients showing a typically "modern/digital”
approach in relations with sellers-has a similar meaning in the sample of enterprises studied. Thus, it can
be assumed that not all modern customers need to be focused on the use of digital technologies. Moreover,
the scale and scope of application of these technologies depend on the possibilities offered by the enterprise
to its clients. If customers cannot make extensive use of the potential of ICT in relation to the
enterprise/salesman, then in the opinion of entrepreneurs these customers are not oriented towards
modern ICT. Therefore, in the context of the empirical study carried out, it should be noted that nearly 95%
of the surveyed entities declared that they use ICT in contacts with stakeholders, including clients.
Therefore, it can be assumed that among the companies forming the cluster No. 1 ("traditional"), most use
ICT in dealing with clients. Therefore, the "traditional" approach of customers does not result from the
"technological limitations" of the company/seller.

The leading attributes of the surveyed enterprises are presented in Table 2. In turn, Table 3 contains the

predominant attributes for each cluster. It is worth noting here that (Table 2):

e the survey was dominated by small enterprises, wherein principle innovative processes are
implemented in a "natural” and flexible way, with the possibility of high customer involvement (it is
easier to apply prosumerity throughout the entire innovation process, from identifying market needs
to implementing innovations and evaluating it market efficiency);

o the research was dominated by entities operating at least 11 years on the market-thanks to which it
was possible to obtain relatively reliable information on the implementation of innovative processes
and shaping customer relationships by these enterprises; it can be assumed that the entities surveyed
have a relatively well-established market position and successfully conduct innovative activities and
have a developed network of relations with external stakeholders;

e the potential to implement innovative processes is confirmed by the operation of most of the surveyed
enterprises on an international, European and national scale; thus, enterprises can draw on the
potential of innovation in network/virtual structures and in line with the open innovation model; thus,
the surveyed entities can draw on the potential (creativity, financing) of clients from various regions of
the world, which is a huge "pool" (cheap/free) of innovation potential; it is also worth noting here that
these enterprises also have the opportunity to meet the requirements of glocalization, i.e. adaptation of
created and implemented global innovations to the needs, requirements and capabilities of local
communities, which today is a great source of value for customers;

e the survey was dominated by enterprises with annual revenues not exceeding EUR 2.28 million, which
indicates that innovation processes are not heavily funded by enterprises; this results in the need to
reach for the easily available and relatively cheap (and sometimes free) potential of customers and other
external stakeholders.

Based on the above observations resulting from the specifics and structure of the research sample (Table
2), it can be assumed that the surveyed enterprises suck oriented on the implementation and development
of innovative processes. These are mainly entities with limited funding possibilities for innovative
processes of small size, operating internationally (on various national markets). Thus, it can be assumed
that in innovative processes, surveyed enterprises are "forced” to use the "scale effect” and virtualization
of business processes (including innovative). What is more, taking into account their business profile, they
are strongly focused on the implementation of innovative processes in close interaction with clients-they
provide services or conduct production in industries requiring advanced knowledge (know-how) or in
dynamically evolving industries (both on a local scale and global). The lack of "agreement” with clients, as
well as the failure to meet their needs, may result in their loss (Bachmann & Morton Jr., 2013; Tayur, 2013;
Sofi & Hakim, 2018). To meet this goal, enterprises should be aware of the attributes of modern clients and
use these attributes in the preparation and implementation of innovative processes, obtaining information
about these clients (Zalewska-Turzynska, 2017). Without it, including the client in innovative processes
may prove ineffective and ineffective and may become a source of specific risk factors.
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Considering the results of the empirical study, it can be seen that the surveyed enterprises have two main

classes of "modern” customers: (1) traditional customers looking at the price, as well as (2) digital/global

customers looking for quality (Table 1). It should be emphasized, however, that despite the attribute of

"traditionalism", the first of the indicated customer classes should also be considered as "modern". This is

due to, among others:

1. clients in this class carry out market and information analysis-they simply "absorbed" all market
information;

2. clients belonging to this class partly use modern ICTs in contacts with the enterprise (but not on such a
large scale as in the second class of enterprises), as well as in analyzing data and information;

3. These customers are focused on maintaining value from the supplier/seller, not just buying at the
lowest price.

Table 2. The leading attributes of the surveyed enterprises

Cluster
Attributes of enterprises Tradltlonal. Digital/ globa.l Total
customers looking | customers looking
at the price" for quality"
° Small 20 20 40
g Medium 11 20 31
Big 17 12 29
Up to 11 years 1 2 3
oA 11-20 years 20 22 42
< 21-30 years 24 24 48
Over 30 years 3 4 7
Local (1 town/city/district) 3 3 6
“ S | Regional (1-8 voivodeships in Poland) 0 1 1
© S | Domestic (9-16 voivodeships in Poland) 12 12 24
S & | European (min. 1 country in Europe outside of Poland) 19 19 38
- - - - -
© | International (min. 1 country in the world outside Europe- 14 17 31
including outside of Poland)
<0-10) mIn PLN = <0-2.28) min EUR 18 19 37
= % <10-20) mln PLN = <2.28-4.56) mln EUR 10 7 17
E S | <20-30) mln PLN = <4.56-6.83) mIn EUR 4 5 9
= £ | <30-50) min PLN = <6.83-11.39) mln EUR 1 7 8
< 2 | <50-100) mln PLN = <11.39-22.78) mln EUR 5 6 11
Over 100 mIn PLN = over 22.78mln EUR 10 8 18
Construction 2 6 8
E-commerce 2 3 5
Eco-energy 5 10 15
: Commerce 2 3 5
o IT 5 3 8
= Eco-production 3 2 5
g Media 6 1 7
S Property 0 2 2
S | Health 4 4 8
% Recycling 1 2 3
£ New technologies 3 4 7
Telecommunications 2 1 3
Financial services 7 9 16
Leisure and tourism 3 2 5
Clothing/fashion industry 3 0 3
Total 48 52 100

The term "traditional"” in this case means a kind of conservatism in taking into account the price of products
and services and a tendency to constantly analyze the offer of enterprises and paying attention to
"rationality" in the purchasing process.

1 According to EURO exchange rate from 01.07.2018 (1 EUR=4.3899PLN).
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Table 3. The predominant attributes for each cluster

. Cluster
Predominant

. No. 1: "Traditional customers No. 2: "Digital /global customers
attributes . c o u . - o
looking at the price looking for quality
. Small
Size Small Medium
11-20 years
Age 21-30 years
Scale of European European
operation International
Annual <0-2.28) mln EUR
revenues <2.28-4.56) mln EUR <0-2.28) mln EUR
Over 22.78 mln EUR
Media
Profile of Financial services Eco-energy
operation Eco-energy Financial services
IT

In the case of both enterprise clusters, due to the formation of customer relationships, a similar structure

of attributes of these enterprises can be observed (Table 3). For example:

e in both clusters, small and market mature (in terms of age) enterprises are dominating, operating on a
European scale;

e both in the first and second cluster are dominated by entities with a similar activity profile, i.e. those
dealing in the provision of financial services and eco-energy;

e enterprises with average annual revenues below EUR 2.28 million prevail in both clusters.

It is worth noting, however, that in cluster No. 1 ("traditional customers looking at the price") entities with
higher average annual revenues (above EUR 2.28 million) have relatively large significance. A greater
diversity of the leading profiles of the subject activities (media, IT) is also visible. In turn, in cluster No. 2
("digital/global customers looking for quality"), not only small but also medium-sized enterprises are
important, and processes are carried out on a larger spatial (geographical) scale.

Therefore, despite the general similarity of the attributes of the surveyed enterprises in both clusters, these

clusters differ. This has an impact on the specifics of implementing innovative processes. It determines:

e the enterprise's ability to enter into lasting and complex relationships with stakeholders (including
clients) and the continuity of financing innovative processes;

o the ability of enterprises to identify opportunities in the environment as well as risk factors and
transform them into business benefits through innovative processes;

e the ability to maintain the continuity of innovative processes and continuously supply them with the
required resources of a certain value, as well as transforming innovation into value for stakeholders
(including clients);

e possibilities of increasing the flexibility of innovative processes and increasing the development
potential of enterprises and strengthening their market position through the implementation of
innovative projects;

o the ability to reach specific classes of clients and adapt to these classes various, appropriate forms of
communication and establishing lasting relationships, as well as transforming these relationships into
sources of value in innovative processes.

Considering the specificity of innovative processes, it can be seen that establishing relationships between
an enterprise and clients nowadays conditions both the enterprise's ability to initiate innovative processes
and their planned, purposeful, targeted and effective implementation. Innovations are currently being
developed with clients in mind and are intended to "meet the needs of clients" and even create those needs
(Guodong, Yang, Qingsong, & Fei, 2014; Sun & Zhang, 2014; Ramirez & Garcia-Penalvo, 2018). Thus, the
client becomes a kind of "center” of innovative processes. Most (if not all) activities of enterprises are
oriented around the possibilities, needs, and requirements of clients (Louw, Schutte, Seidel, & Imser, 2018).
Thus, it can be assumed that the attributes of modern innovative enterprises and their market activities
provide the basis for developing the scale and scope of relationships with clients, and a modern client can
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also be treated as a dynamic resource that determines the specificity of innovative processes in an
enterprise.

The above situation is reflected in the examined entities, because:

1. In cluster No. 1, enterprises require primarily seeking customers who will provide information on the
basic marketing attributes of innovative products and services (according to the 4P or 7P principle);

2. In cluster 2, enterprises should look for such clients (and effectively and effectively involve them in
innovation processes) who will be a source of knowledge on developing business models based on
internet technologies;

3. In cluster No. 1 there are enterprises for which customers should be the primary source of feedback at
the conceptual stage of innovation, which is key in terms of planning activities and resources that can
later affect the price and basic functions of innovation, in turn for entities from Cluster No. 2 customers
can be a source of information important at the stages of development and implementation of
innovation, because their requirements and guidelines can expand the extended functions of innovation
(in this cluster price is not so important for customers);

4. Clients (belonging to leading market segments) become in a sense employee of enterprises because they
permanently and on a large scale participate in innovative processes-especially when enterprises have
limited access to the creativity of their own employees; this necessity is particularly evident in
enterprises belonging to cluster No. 1;

5. In cluster No. 2 there are entities that are somewhat "forced" to provide their clients with reliable and
up-to-date information about the market offer and changes in this offer-this is particularly important
in the context of ensuring and maintaining the trust and commitment of these clients, as well as
"retaining” their company (long-term loyalty);

6. Enterprises belonging to cluster 2 should be focused mainly on seeking clients interested in
involvement in innovative processes and creating value for the enterprise (and not only for customers);
at the same time, enterprises in this cluster should be aware that such clients are very "sensitive" to
changes in the behavior of entrepreneurs and market changes and may "leave" in a situation where the
value created for the enterprise exceeds the value felt by customers; enterprises-especially in cluster
No. 2-should "care" for clients, because they are not able to finance innovative processes on their own,
and the continuous fluctuation of "creative clients" participating in innovative processes may generate
additional costs and be a source of risk, e.g. market;

7. Inenterprises from cluster No. 1 they should be oriented towards "passive" involvement of their clients
in innovative processes, i.e. clients mainly receive information and possibly submit their own
proposition of value innovation (they should not be "pressed" because it will not bring the expected
effect); in turn, in cluster No. 2 enterprises should "actively" engage clients in innovation processes, i.e.
not only provide them with the desired information on service/manufacturing activities but also submit
inquiries about the proposal of innovation/value.

In summary, it can be assumed that both classes of enterprises should engage clients in innovative
processes, but on different principles, tailored to the specifics of their business and the needs, capabilities,
and requirements of clients.

Conclusions

Contemporary enterprises (taking into account the complexity of their activities and the dynamics of the
broadly understood environment) should include various classes of stakeholders in their activities,
especially in innovation processes. Customers deserve special importance here. This is due to the fact that
modern enterprises are (in most cases) focused on increasing their value by providing specific values to
customers. However, a specific "problem" is that customers are not a homogeneous set of people. They
differ in many aspects, especially the behavior towards salespeople. Therefore, enterprises should identify
the leading classes of their clients and only then define the principles of their involvement in innovative
processes. This is confirmed by the results of the empirical study. Two classes of enterprises distinguished
in the study differ not only in the basic attributes of business activity but also in the way clients are involved
in innovative processes. It is worth remembering that clients are a kind of reflection of the "specificity" of
the company, so their behavior should be consistent with the specificity of innovative processes. It should
also be emphasized that in both clusters the customer is an important and dynamic resource in innovative
processes, which should be taken care of so that it develops all the time and is a source of useful knowledge
and creativity for the company in the long run.
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