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Abstract

The development  and  the  evolution  of  the  information  society  create  the  conditions  for  consistent  and
complex functioning in food products markets. The creation of competitive value emerges as a priori factor
which acts upon the accomplishment of the company’s goal. The task is not easy and the challenges are
huge and imposed by the: novelty of products, novelty of business processes, globalization of all segments
of business functioning and the appearance of rising competition. The aim of this work is to explore the key
components which have the identity trait in the process of creation and determination of the: mission, vision
and values, by means of the information system that exists in the foodstuff industry companies. 

Since the goal of the paper is to determine what exists as information in mission, vision and values referring
to the health in the food industry, therefore we use the descriptive research design. Also, in this paper is to
discover which values are in the focus of the companies. This research refers to the top 100 food processing
companies in Europe. The companies’ websites are the source of information in this research. 

The companies which websites are in English language and that have clearly defined mission statement are
used as a base for further analysis. It is determined that only 15 companies have clearly defined Mission
statement. 53% of those companies have defined beside Mission also have Vision statements. 47% of the
companies have defined Mission and Values. And only 33% of the Companies have defined all  three -
Mission,  Vision  and  Values  properly  and  clearly  presented.  Moreover,  it  is  identified  that  53%  of  the
companies have their focus on Health importance described in their Mission or Vision statement, where 27%
have stressed health importance in the Vision, 43% stressed health importance in the Mission statement. At
the end finding shows that the 67% if the organizations have Customer oriented focus in their values, then
with 47% the accent is given to the Innovations. Team work and Integrity have same frequency i.e. 20%. 

The research shows that the focus is on healthy food. This conclusion is following the global trend of market
expansion and penetration of organic, macrobiotic and high-quality food. This conclusion is also supported
with the findings that the companies want to satisfy customer needs and they focus on innovation as well.
But  extensive  directions  which  have  quantitative  features  do  not  guarantee  success.  Therefore,  acting
directions move towards creating focused differentiation by means of: redefinition of the appearance of food
product markets on the basis of information which is being stored in the companies’ information system data
base, information is the root for product creation and the market desired services, products and processes
are being transformed on the basis of information which is being transferred from the information system. 
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