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Abstract
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The topic of reverse logistics has become very actual due the requirements of highly competitive
market. This importance is made by significance of condition for environment-friendly production
and purchasing around theworld. Individual activities, which are included in reverse logistics, support
entrepreneurs in their competitiveness to other companies and to own customers. The objective of
the paper is to find relationship between marketing communication tool and activities of reverse
logistics on behaviour of final customers in Czech Republic. A theoretical background from the area
of reverse logistics supports this approach with data from primary research collected by the author.
A data from primary research was used. The entire primary research focused on the evaluation of
customers’ perception in the area of reverse logistics in the Czech Republic by a questionnaire survey.
Sample population was created by 1266 consumers’ respondents, which were chosen in random way:.
There were returned questionnaires from 332 respondents. Questionnaire itself was distributed by
only platform, during June 2016. The research itself was aimed at a random chosen group of people
in the Czech Republic. Findings of the research shows connection of individual activities of reverse
logistics and individual communication tools, which are well-accepted on customer side. The result
of the research can be used for the companies that operate in the Czech or Central European market.

Keywords: reverse logistics, marketing communication campaigns, marketing communication tools

INTRODUCTION

Through-out high competitiveness at market of

production sources and other problems imposed by
aslow economic growth, there is necessary to search
greater effectiveness and better performance of
cach company (Hornungova, 2015). It is important
to have all strategic activities more interactive to
increase their own comprehensiveness (Neil et al.,
2007).

Present times raise pressure on re-using old
products and packages from purchasing new
products, which are put into recycling and reusing
process. Recycling and reusing have become key
logistics activities in a complex supply-chain, which
companies must focus on (Altuntas, Tuna, 2013).
A main problem of these activities is low knowledge
of activities in reverse logistics such set of tools,
especially at final customers’ side.

Customers’ awareness with products from
recused materials help to increase corporate
competitiveness. This situation supports application
of internal lean philosophy. Many customers choose
suitable products, which have additional services
such re-change wrong purchased products, resale
or taking-back of packaging (Cardoso et al. 2015;
Ambrozovi et al., 2016).

The main aim of the paper is to find relationship
between marketing communication tool and
activities of reverse logistics on behaviour of final
customers in Czech Republic. This topic is very
important for current industry, because of many
companies must look for another sources for own
production.
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Theoretical Background

Logistics activities in corporate reverse flows

Logistics itself has become more significant in
present day because there is necessary to link three
corporate fields together. These fields are marketing
activities, production management and corporate
financing, where logistics provides required flows
- such material and product, information and
financial. All logistics flows help to allocate every
sources, which are important for effective processes
(Pernica, 2005).

Logistics has become process by which is
distributed product from producer to final
customer. From point of view of used material, this
process started within raw material. That could be
called as typical logistics chain (or supply chain)
Main problem in logistics chains is, what to do with
waste in production process, used packaging of new
products and old products (Govindan et al. 2015).

According to Ferrer and Whybark (2000) there
is necessary to use garbage as the way of gaining
material sources instead of their stocking or
burning (impact on nature environment). Waste
problems could be solved by reverse logistics (RL)
which requires adequate skills, capabilities, market
awareness, and staff with experiences (Giuntini,
Gaudette 2003). Reverse logistics (RL) has become
important part of marketing activities from logistic
point of view. It is usually located in the end of whole
marketing loop where is after-sale phase defined.

It is difficult to describe RL, because all included
activities are applied in specific situation (according
to individual circumstances). RL is usually defined
as process of moving products from place of typical
usage to recapturing product/material value or any
other possible disposal (Genchev 2009; Daugherty
etal. 2005).

There is difficult to define exact list of RL activities.
Abdulah and Yaakub (2014) mention main groups
of activities which are considered in RL. These
groups are: (1) product returns, (2) disposition, (3)
green manufacturing, (4) recycle, (5) refurbishing,
(6) landfill, (7) salvage, (8) remanufacturing. Similar
groups of RL activities are described by Nikolaidis
(2013). However, he defines only seven groups
in different way: (1) landfilling, (2) recycling,
(3) cannibalization, (4) remanufacturing, (5)
refurbishing, (6) repairing, (7) direct reuse or resale.
Appropriate connection of logistics and marketing
should be crucial for company.

Final consumers begin to look forward products
with correct production such bio-production or
green labelling (Tomek, Vavrova 2011). According to
requirements of green supply-chain management,
Hervani et al. (2005) define as the most significant RL
activities (1) reuse, (2) remanufacturing, (3) recycling.
Green corporate activities (e.g. production,
marketing) are very important from point of view of
sustainability (Hornungovi, Klimkové, 2013). Green
marketing as part of RL is focused on bio-products,

low operational costs and products of biodegradable
waste (Holanda, Francisco 2013).

By using information of technology development
in marketing campaigns, sellers want to increase
own income (especially for electronic products).
These products have high influence of innovation
cycle (Lebreton, Tuma 2006; Hsueh, 2011).
Customers still require new products to replace old
ones, and they are more interesting in alternative of
landfilling. Almost all products need more natural
re-sources and energy to make new ones. Electronic
devices have become distinguished because of
the low life cycle and non-friendly wastes (Gan, et al.
2015; Klapalova, Skapa, Kréal, 2012).

RL itself has become part of sustainable industrial
marketing because of the necessity of destroying
of packaging and the rest of used materials. Main
problem could be how these materials would
be collected from the customers to applying RL
activities. Therefore, there are compare both
economic and ecological aspects of possible
processing (El Korchi, Miller 2011; Lee, Lam 2012).

RL activities and their realization need knowledge
management and adequate experiences in all phases
(Wadhwa, Madaan, 2006, 2004; Mihi Ramirez,
Girdauskiene, 2013).

Relationship between reverse logistic and
marketing communication

All corporate activities are included in value
chain, which help to create value for end users.
This ability represents fundamental of long-life and
profit generating (Koller, Goedhart, Wessels, 2010).
It is important to look at company from innovative
point of view because of the maximizing values for
both sides of company and customer. This concept
is included in value chain, which divides corporate
activities into two groups - primary activities and
support activities. Primary activities are put directly
into value-creation process, and they include
physical production, sale, distribution to customer,
and after-sale services (Mracek, Mucha, 2015).

Purpose of reverse logistics activities is backward
flow of products, components and used material.
All connection to RL in whole production chain (see
Fig. 1). There are three possible “reverse flows” in
supply chain:

1. from  product producer to  material
producer - purchased material is damaged,
produced components and products are not
suitable to quality standards and it is possible to
reuse it as raw material;

2. from seller to producer - product is unsellable,
reclaim of damaged products;

3. from customer’s side to seller — damaged,
counter-value in purchasing new product.

All of these situations are obligatory according to
law. European Commission (2016) describes correct
approaches how companies must communicate
with all customers (in both of B2C and B2B markets).
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1: Connection reverse logistics to marketing (improved according to Tomek, Vdvrovd, 2011, p. 290, Klapalovd, Skapa, Krédl, 2012)

Traders could buy back products from consumers
(in all locations of supply chain). In that cases
commercial practices of possible buyback are
directly connected with the promotion, sale or
supply of a product to consumers. The reverse
situation make cases where is find out a connection
to establishing relationship between the sale
of a product by a consumer to a trader and
the promotion, sale or supply of aindividual product
to the consumer (European Commission, 2016).
This reverse business activities must be effective
on the way of building own competitiveness
(Hornungovd, 2014; Zich, 2010).

Marketing activities are realised during whole
process in each company - from market research
through purchasing, production to after-sale
services. During this production chain there is
important to communicate each non-standard
situation with appropriate stakeholders (Siu,
2002). In production chain whole marketing area
could be consider as marketing logistics process.
Marketing logistics activities help to assure mainly
physical flows on customer direction. Distribution
of information between all subjects play one of
the crucial role (Tomek Vavrova, 2011).

According to requirement of Economic
Commission mentioned above there is important to
apply adequate marketing communication tools on
the way from seller to customer/ consumer.

Marketing communication tools

Traditional ~media tools in  marketing
communication are represented by using media
for a consideration which are based on marketing
communication mix which include five principal
groups (Kotler, Keller, 2012): advertising, sales
promotion, public relation, direct marketing,
personal selling.

Due to the development of the internet in last
twenty years is possible to add interactive marketing,
events or Word-of-mouth marketing which include
traditional ways of promotion with more using
e-tools. For example, Word-of-mouth is old tool,

but because of the large expanse of internet and

electronic communication (like social networks,

messengers, emails) ways it becomes mostly new

appliance (Wu, Wang, 2011).

New technology and techniques enable improve
new ways how companies could introduce and
present own brand or products. For new media there
are four factors which have impact on the results of
communication (Winer, 2009):
e The existence of new

the workplace;

e Creating experiences by marketers to their
customers to differentiate corporate products and
services in comparing with competitors;

e Focusing on behavioural targeting on personalized
announcement that is based people’s doing on
the Web;

e Huge differences between individual groups
according demography.

These changes prepare ground for unconventional
media (slacking traditional media as TV, radio,
printed media, outdoor advertising etc.) and also
increase relevance of market competition. Internet
gives to marketers interactive media that induce all
aspects of marketing and becomes almost the most
important business method (Mallin, Finkle, 2007).

Using  alternative ~ ways of  marketing
communication, experiential marketing is part
of corporate marketing strategy. Smilansky (2009)
defined experiential marketing as ,a process
of identifying, satisfying customer needs and
aspirations, profitably, by engaging them through
two-way communications that bring brand
personalities to life and add value to the target
audience“. The author added that experiential
marketing is an integrated methodology and its
marketing campaign is built around one big idea
involving  two-way communication between
the target audience and the brand, therefore creates
its core, a live brand experience (Smilansky, 2009).

Schmitt (1999) and Alkilani, Ling, Abzakh (2013)
propose the concept of strategic experiential

technologies in
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modules that aims to help the marketers to
create alternative types of customer experiences.
The  experiential modules managed by
the experiential marketing include: sensory
experiences (sense); affective experiences (feel);
creative cognitive experiences (think); physical
experiences, behaviours and lifestyles (act) and
social-identity experiences that result from relating
to a reference group or culture (relate). Schmitt
(1999) and Smilansky (2009) add that the purpose
of experiential marketing is to create holistically
integrated experiences that possess, at the same time,
sense, feel, think, act and relate qualities. Lee, Hsiao,
Yang (2011) mention that experiential marketing
can be related to the customer satisfaction.

As way of building competitiveness, companies
must focus on long-time period from marketing
perspective. Complex manufacturing process need
to be innovated in various ways — improving or
changing technology of production, changing used
material and others. They need to do production
strategy in cooperation marketing strategy
(O'Leary-Kelly, Flores 2002; Pollard, Simberova,
2012). Present trend for consumer products is
Eco-friendly categorization, what means, that
the products are dissoluble in nature by common
ways. Perception of marketing campaigns includes
many differences, especially from demographic
point of view. The reason for this difference could
come out mainly from demographic variables
(Toppinen et al. 2013): (1) female consumers are
more interested in both expressive and functional
aspects than males; (2) people with higher income
pay more attention to functionalities, ease of use,
and quality); (3) people with higher education put
less significance to symbolic aspects in purchasing.
One of the most important perspectives is gender
on which many marketing campaigns focus on
(Costa et al. 2001; Rahmani, Lavasani 2012; He, Wong
2011; Ambrozovi, Pokorny, 2012). All demographic
factors impact corporate marketing activities, mainly
in connection with launching new products, for
which have become defined basic market segments
with possible high income.

Methodology

The main objective of the paper is to identify
relationship of the marketing communication
campaigns and individual activities of RL in Czech
market. Main hypothesis is that there is closed
relations in their connection.

In own questionnaire survey there were
questions on which individual respondents had
to answer from perspectives: impact of marketing
communication and activities of reverse logistics.
Main aim of the paperisto find relationship between
marketing communication tool and activities of
reverse logistics on behaviour of final customers in
Czech Republic.

Sample population was created by 1266
consumers’ respondents, which were chosen in
random way. There were returned questionnaires

from 332 respondents (return was 26.22 %). From

the sample of respondents there were 40.70 %

males and 58.14 % females (1.16 % didn’t mention
sex). Questionnaire itself was distributed by only

platform, during June 2016.

Presented paper is based on primary research by
questionnaire survey, conducted in 2016, focused
on activities of reverse logistics in connection
within realization marketing campaigns. To
process the results of the questionnaire survey
there were used both of descriptive statistics and
correspond analysis. The data were processed by
using the statistical program IBM SPSS Statistics
24. The conclusions provide characteristics of
the limitations of our research and its potential
further direction. For purpose of the article
by correspond analysis method the data were
processed. In the fact this method focuses on
the multidimensional observations.

Correspond analysis describes relation between
both two nominal variables in pivot table and
individual categories. In pivot table there is category
combination which should become significant or
not. If any categories are similar or associated, there
are located in graph near themselves. Correspond
analysis itself is focused on association rate, usually
by chi-square measure. There are nominal variables
as input into correspond analysis, and kind of
premise, that there is no ordering between variables
(McGarigal, Cushman, Stratfgord, 2000; Beh, 2010,
2008).

Correspond analysis processes dimensional
homogenous data which consist only positive values
or zeros. Chi-square range has become coefficient
which excludes zeros, and help to define relations
between rows and columns.

Calculation of correspondence analysis includes
three steps (Rezankova, 2010):

1. pivottabletransformation into table with support
of Pearson chi-square;

2. individual value decompositions are applied
into defined table, then there are calculated new
values and new vectors;

3. new matrix operations serve as input to graph
design.

Basis for two dimensional pivot tables is data
matrix n x 2, in which categorical variable A get
r values (a1, ds, ... 4;) and categorical variable B get
svalues (by, by, ... b,). Due realized observation there
is created table by two dimensional separations of
both variables. In the table is used n; frequency,
which represents intersect of both variables This n;
provides number of observations, where are both a;
and b;. Except n; there are used marginal frequency
ni,, where row observation with 4; value are observed
(similar approach is for n;, in column).

In that table are applied relative frequencies (Beh,
2010; Kudlats, Money, Hair, 2014):

S

Dbi=d b= p=1 (1)

i=1 j=1 i=1 =1
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Set structure is described by contingent relative
frequency pj: in two possible ways:

1. frompointofvariable Bview, if variable Areaches
value a;

My by
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Any changes in these values transform variable
dependence, which is usually measured by Pearson
chi-square test (Beh, 2008):
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After estimating the theoretical frequencies
there is designed chi-square statistics. This
statistic has chi-square distribution and number
of degrees of freedom (r- 1) (s - 1). On this basis,
it is decided if exist dependency between variables
in the population, and by using correspondence
analysis is also possible to determine the structure
of dependence.

RESUILTS

At first step there was analysed frequencies of
individual variables ways of purchasing new product
in connection with marketing communication tools
(see Tab. T). Even though the results of the research
show that customers are impacted mainly by sales
communication which includes elements of (1)
return of bought product and (2) repair of bought

product. That elements are most accepted by final
customers because of their preferences in connected
services within purchased products.

From point of view of marketing communication
tools there are the most used: (1) advertising
in media, because of their highest impact on
customers’ decision-making process, (2) direct
contact within customers, and (3) sales promotion.

In RL activities there is observed importance
for: (1) return of purchased / old product; (2) change
of purchased product); (3) repair of purchased
product; (4) return of packaging.

For these activities customers want to have
possibility to arrange next use. However, these
RL activities must be communicated in realized
campaigns (through-out website, printed and
audio-visual ads etc.).

For purpose of statistical processing there is
helpful to do correlation matrix where are showed
individual correlation values of the chosen
indicators.

From these values, listed in the Tab. II, it is
possible to say that correlations exist between all
variables. Evaluation of correspondence analysis is
reached by Chi-square test, which has significance
at acceptable level (sig. = 0.019). Therefore, results
of correspondence analysis are significant for its
application on observed raw data.

Load indicators (Mass) in Tab. II indicate load line
which represents the percentage of information
across the table in appropriate category. That loads
are obtained as the ratios of the row and column
marginal frequencies (n., n.) in whole table of
individual categories (n). The highest proportion of
row variable line can be found at the second category,
which is sales promotion (0.343). From point of
view of column, there is the highest proportion by
variable line, which is return of bought product
(0.400).

Score in dimension describes individual variables
score in two main dimensions. These dimensions
don‘t represent any specific area, because they are
reduced to from multi-dimension space. All data

I Pivot table of marketing communication tools and purchasing new products. Source: own work

Purchasing new products

Returnof  Change of Return Repair of Reverse  motal
abought abought ofaold abought  taking of
product product product product  packaging

« Advertising in media 12 27 6 9 7 61

. é Outdoor advertising 5 9 5 3 5 27

£ £ Dircct contactwithin customers 28 23 18 5 1 85

;’? E Promotional material 5 7 6 5 5 29

E Internet advertising 5 5 5 16 9 40

8 Sales promotion 40 4 5 34 8 87
Total 95 75 45 72 45

Source: own work
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IL: Correlation matrix of marketing communication tools and purchasing new products.

1 2 3 4 5 6 7 8 9 10 11
Advertising Pearson Correlation 1
mmedia i 9 taileq)
3 k%
Outdoor Pearson Correlation ,391 1
advertising g0 (9 tailed) 000
. Pearson Correlation  ,053 ,324*¢ 1
Direct
contact Sig. (2-tailed) 627 003
P . Pearson Correlation ,371%% 493%x 308%** 1
romotion
advertising ;. 9 tailed) 000 ,000 004
Pearson Correlation ,383** ,393*% 081 ,226%* 1
Internet
advertising o, () (siled) 000 000 ,463 036
Pearson Correlation  —-,042 ,069 ,262* ,002 ,006 1
Sales
promotion i 5 tailed) 704 531 015 985 957
Return of Pearson Correlation  ,116 ,045 ,001 ,000 -,004 ,132 1
apurchased
product Sig. (2-tailed) ,300 ,690  ,996 999 971 240
Changeof  Pearson Correlation ,132  ,041 -,009 ,082 ,099 ,119 ,762*¢ 1
apurchased
product Sig. (2-tailed) 236,712 937 467 378 ,289 ,000
Return Pearson Correlation  -,029 ,109 ,121 ,125 ,174 -,024 ,292%% 382*%x ]
ofaold
product Sig. (2-tailed) ;798,335 283,267 ,120 ,831 ,008 ,000
Repair of Pearson Correlation  ,283** 125 ,025 ,123 213  -,001 ,434** 455%x 233* 1
apurchased
product Sig. (2-tailed) ,009 258 ,823 ;264 ,052 ,995 ,000 ,000 ,036
Reverse Pearson Correlation  ,031  ,187 ,133  ,065 ,210 -,143 -,100 -,063 ,292** 111 1
taking of
packaging  Sig. (2-tailed) , 787 ,101 250 ,571 065 ,214 384 585 ,010 ,333

*, Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant at the 0.01 level (2-tailed)
Source: own work

in rows and columns have been usually in multi-
dimension space, which are reduced into two.
Providing information of raw data has not been
modified after multi-dimension space reduction
of these variables. Inertia indicator represents
the share comprehensive information on the profile
(on the relevant point). This characteristic is
independent of the number of dimensions.
Corresponding map includes a  graphical
representation of both row and column categories
according to their dimension scores (Hebék et al.,
2007; D’Esposito, Stefano, Ragozini, 2014).

Results of correspondence analysis are included
in graphs, which illustrate relations between
individual categories and variables. Fig. 1 shows
row and column points of two dimensional

solution. By wusing symmetrical normalization
simplifies examining the relationships between
individual categories of the variables. In graph
there are brightly observed four different groups of
individual categories.

In figure 1 there are brightly observed three
different groups of individual categories. Final
consumers react on individual communication
style within different activities of RL. For activities
(1) reverse-taking of packaging and (2) return of old
productsthere are obvious necessity of direct contact
between seller and final customer throughout direct
marketing activities, in which customers accept or
reject possible benefits. Offer of return of bought
product is feasible for customers mainly during
sales promotions. Last group includes changing
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IIT:  Symmetrical normalization of individual variables. Source: own work

Contribution
Scorein of point to . . . .
Mass dimension Imertia inertia of of dlanSIOI} to inertia of
dimension point
1 2 1 2 1 2 Total

Advertising in media ,229 -,520 -,623 ,085 ,110 ,183 ,410 ,509 ,919

Outdoor advertising ,029 -1,949  -883 ,083 ,192 ,046 ,741 131 ,873

Direct contact within

,314 -,460 ,897 ,163 ,118 ,519 ,229 ,752 ,982
customers

Promotional materials  ,000 - - - - - - - ;

Row points
Marketing communication tools

Internet advertising ,086 -172  -1,195 ,099 ,005 251 ,014 ,598 ,613
Sales promotion 343 973 034 186  ,576 001 984 001  ,985
Total 1,000 617 1,000 1,000

Return of bought 400 622 304 121 274 076 723 149 872
product

Change of bought 257 -1,099 -430 204 551 098  ,858  ,113 971
product

Return of old product ,057 -,815 1,843 125 ,067 ,399 172 ,757 ,929

Column points
Purchasing new products

Repair of bought 257 404 657 105 074 208 226 515 740
product

Reverse taking of 020 -815 1,843 062 034 200 (72 757 929
packaging

Total 1,000 617 1,000 1,000

Source: own work

of bought product, presented in both of outdoor of RL activities, and vice-versa offering of product
advertising and advertising in media. Marketing repairs are made in internet marketing campaigns
campaigns in internet offer various combinations and other communication ways.

Row and Column Points

Symmetrical Normalization

(yMarketing communication
~tools
) Purchasing new product

return

ales promotions

0 N

Proguct chamge
O Advertishg in media
0 -
Outcloor advertising p,‘-j uct repair
o
-1 Internét agvertjging
e}

2

Dimension 2

-3 T T T
- -2 -1 o 1 2

Dimension 1

2: Symmetrical correspond map of row and column points. Source: own work
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CONCLUSION

Marketing communication has become a key field which company must to realize on the way to
reach final customer. A main corporate aim in communication is to make customers such partners
and advocates. These customer’s groups bring to company the highest added value, because they are
the most sought out for other competitive companies. At present time, there is increasing trend of
customers’ behaviour, which are looking for possibility of reusing products or packages and provide
recommendation to other customers (Ferrer, Whybark 2000).

According to observed results there is obvious, that individual activities of reverse logistics are used
in different marketing communication tools. As the most used communication tool there is possible
to mark sales promotion in combination with return of a bought product. The second most used
combination is advertising in media and change of bought product. Corporate management monitors
realised marketing ideas and evaluates them according to financial possibilities, current trends and
own defined goals. By adequate realisation of marketing campaigns all companies could influence
final customers’ knowledge and strengthen market position (Koudelkové, 2014).

Corporate offering of products to final customer must consist an adequate products’ warranty, which
is in connection with repairs of purchased products. According to customers’ requirements on
warranty of products, there is possible to meet three situation for warranty application for repairing
process (Chu, Chintagunta, 2011; Najmi et al., 2014):

basic warranty as inseparable part of purchased product;

extended warranty in which the seller and manufacturer offered for an additional charge and that
type of warranty can be purchased separately depending upon the time period;

repairing after warranty.

Also, warranty for product repairing has become one of the most required RL activities from a point
of view of customers (connected within repair of bought products). Therefore, companies must
prepare good campaigns companies to gain new customers and satisfied all their needs, which lead to
loyal “business partner”. All RL activities must be offer in right way to influence a final customer. All
marketing messages must be created throughout correct marketing communication tool.

The contribution provides an insight into perception of reverse logistics, which influence a decision-
making process of customers during their purchasing process in the Czech Republic.
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