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Abstract: Nowadays innovation as an important part of bussmeanagement concerns not only the product itsatf,
also increasing customer’s interest. In order toeiase customer’s interest in products it is esdentidentify the
distribution flow of product information within thaistribution logistics of products and innovatiomkerefore, this paper
deals with identifying the distribution flow of iofmation on a specific group of products to finastomer, namely
organic products and their innovations, for theeffre increase of customer’s interest in thesdyats and innovation.

1 Literature review Business innovation management implements

The current market is characterized by customéustainability strategy through innovation leaditg
orientation, rapid product innovation and broadgeanf Sustainable use of resources and materials from the
offered products and services [1]. The only one wh@nvironment, including the growing importance ofise
innovates, whether technology, products, service§COnomic approach as part of a commercial logistits
processes, organization or other activities, can gldition to sustainable use of resources, companigage
successful under condition of strong competitiontie  to the solution of environmental problems in thespit of
market. development and improvement of social conditiortsthe

Distribution logistics and marketing in synergylihe environment itself, which should be a manner tousns
innovation process of the company are certain tails €nvironmental  sustainability ~and  socio-economic
which such a competitive advantage can be achianed development[5]. _
kept for a longer period. Linking product innovation management and corporate

Distribution logistics as a part of the commerciapocial responsibility in the application of envirsental
logistics provides physical, organizational anainfation ~Protection in the course of commercial logisticastéutes
link between the source (business input stock) arfl environmental management system based on three
consumers. The function of distribution logistics to ~ Pillars - environmental product performance, qyabf
ensure the most appropriate way, selection angsisaif innovation and customer value added product.
transportation that is most effective for the tfansof All these innovative activities are a prerequiitethe
manufactured products to achieve no-failure opematif ~commercial success of a business unit for the isadtie
the market [2]. Commercial logistics is a part afrketing, development of its business in the conditions ofkeia
that according to Kotler is a ,social and managemetvhich are connected with commercial - distribution
process in which individuals and groups obtain ugto logistics and marketing. Innovations present anoirtzmt
creating and exchanging products and value whatteed ~dynamising factor of each business, while it contts an
and want“ [3]. important connecting link between the present dral t

Recently, the trend within the resource connedgan  future of any company [6]. .
implement eco-innovations in the meaning of corfora ~ Product innovation management is then focused on
social responsibility and apply the principleswétainable More far-reaching commercialization of the prodacthe
development. The term “eco-innovation" refers tduture direction of the company. It integrates tineducts
innovative products, processes or organizationHIto the overall "green” marketing strategy compativith
innovations that reduce environmental costs inerégae the policy of environmental protection. They aree th
acceptance of society and contribute to sustainapiéivers of environmentally oriented business sgpte
development. The concept is often used in conjancti based on the principle of sustainable developmant i
with "eco-efficiency” and "eco-design" and also @m conjunction with commercial logistics. Green mairkgt
related ideas to environmentally-friendly technatagy Strategy promotes product features with really tpasi

advances and socially acceptable innovative comcepfpact on the environment. It provides informatitm
towards sustainability [4]. create customers” opinion on the innovative “"green”

products and explains the benefits of innovatidn [7

~5~
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According to [6] and [8] understanding of innovatio 3  The results and discussion
by the customer in the context of the innovation Tg reach the objective — to identify the informatio
management issues in conjunction with the distiobut dijstribution flows about organic products and inaans
logistics and marketing is based on the globaliwattiends tg customers — data from 84 Slovak and 91 Swiss
representing modern philosophy of distribution. fTf&2  respondents were processed. The respondents wetedju

based on the following factors: on ways of obtaining information on organic produand
- stable supply and demand in the transport markginovations by the six selected communication cenn
— term structure, informing and supporting these products sale (Taple
- development of transport infrastructure,
networking — spatial structure, Table 1 Basic statistical indicators on the selected incentives
- creation of new impulse structures — boom of within the distribution flows of information about organic
transport market, products and innovations
- a formation of traffic waves unresponsive to each
other — the emergence of clusters, Slovakia
—  creation of spirals and hyper cycles — creation of Absolute  Relative  Variance
the transport chain, logistics from the perspective frequency frequency
of progressive development, Television and radio 19 22,62 0,17503
- rise of deterministic chaos — system failure (Prom 1)
management breakdown. Magaz;nes aznd pres 15 17,86 0,14668
For qrientation in .these .factors. a_rising from Integné?r(grc))m 3) o4 2857 0,20408
globalization trends affecting the innovation ie tharket, Leaflets and 9 10,71 0,09566
it is necessary to know the information chaininghwi the promotional
distribution logistics of innovations and producihis materials (Prom 4)
refers to the time and factual aspect of commerciaFriends and relatives 13 15,48 0,13081
distribution, marketing and innovation contributitigthe (Prom 5)
business competitive advantage. Therefore, theohtiis = Other sources (Prom 4 4,76 0,04535
paper is to identify the distribution flow of infoation 6) ,
about organic products and innovations to the final Switzerland

Absolute  Relative  Variance

customer. frequency frequency
Television and radio 22 24,18 0,18135
2 The methodology (Prom 1)
The paper methodology is based on questioning.dt i - Magazines and pres 11 12,09 0,10627
method by which we can get a wide range of inforonat (Prom 2)
about purchasing consumer’s behavior necessary farlnternet(Prom 3) 34 37,36 0,14367
marketing research. According to [9] questioningais ;?;ﬂgt?oir;? © A0 0:04202

detection method by which we obtain informatiorotigh materials (Prom 4)

questions, written or printed. We obtained infor@@t  chionds and relatives 20 21,98 0,17148
about the distribution flow of organic productsdgfected (Prom 5)
target groups of respondents, where the sample75f 1 Other sources (Promn 0 0,00 0,00000
Slovak and Swiss respondents was queried. 6)

The questionnaire in both language versions was in
electronic form. It consists of two parts — theniifecation Basic statistical indicators indicate that therdsition

data obtaining and the main part identifying thetrihution  flow of information about organic products and thei
flow of information about organic products and theiinnovation to customers in the analyzed countisegery
innovations to final customers. The obtained dataew similar. The differences are more in terms of gitaine
processed in a database and then evaluated bstistdti representation of individual incentives in the wiligttion
indicators and cluster analysis in the programfinformation on organic products and their inrtova to
STATISTICA. Cluster analysis for the evaluation wsed customers. More significant differences can be seen
with respect to the stated objective of the sutvayonitor according to the relative frequencies in obtaining
the clusters of information distribution flow abarganic information from other information sources, intdrne
products and their innovations to final custom8iace as family and relatives, magazines and press, leafieis
stated [10] cluster analysis determines how theistitaal promotional materials. The minimum difference betwe
units should be grouped to ensure the greatesibf®ssthe research subjects can be seen about televasidn
similarity within the groups and the largest diffleces radio. Validity of data is guaranteed due to th& lo
between groups. statistical deviation from the average of analyzizda
within the investigated objects by variance.
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We used cluster analysis with Ward’s method ti

identify the distribution flow of information abootganic
products and innovation to final customer thatespnted
in Figure 1.

Ward's method
Euclidean distance
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Figure 1 Distribution flows of information about organic
products and their innovation to thefinal customer in
Switzerland

We have identified two clusters based on a siganific
diversity of clusters that occurred at a level ohfiere the
increase of values at the Euclidean distance betwee
monitored object has occurred.

Based on the above, we can conclude that th.C

distribution flow of information about organic pnots
and their innovation to the final consumer is catee
within a cluster 1 - television, radio, interneighds and
relatives - and within a cluster 2 - magaziness@rikeaflets
and promotional materials and other informationrses
(none identified by the Swiss respondents).

The distribution flow of information about organic
products and innovation to final customer in Sldosais
presented in Figure 2. More significant diversitglosters
occurred at the level of 3.5 of Euclidean distaacd on
what basis we have identified three clusters: elut -
television, radio and internet, cluster 2 - magegirpress,
friends and relatives and cluster 3 - leafletspmtional
materials and other sources of information abogamic
products and innovation (Slovak respondents idedtifis
a doctors and personal sales).
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Figure 2 Distribution flows of infor mation about organic
products and their innovation to thefinal customer in Sovakia

In conclusion, we can summarize that the main
identified distribution flows of information abootganic
products and their innovations to final customéffeid in
Slovakia and Switzerland, see Table 2.

Table 2 Clusters of distribution flows of information about
organic products and their innovation in Sovakia and

Switzerland
Switzerland Slovakia
Cluster  Television and radio, Television and radio,
1 internet, family and internet
relatives
Cluster = Magazines and press, Magazines and press,
2 leaflets and family and relatives
promotional materials,
other sources
Cluster Leaflets and
3 promotional materials,

other sources

Identified distribution flows of information about
organic products and innovations to the final cusis
create a combination of external impulses and resgzoin
both clusters. In contrary, the Slovak identifiefbrmation
distribution flow is differentiated into three ctaess, which
for organic products and innovation in Slovakia is
disadvantageous condition in terms of the flow of
information about them. Because as stated [3]
differentiated perception, which was also idendifie the
information flow for organic products and their
innovations in Slovakia, distorts the informatiothe
interpretation of the subject and represents artiish of
certain information on the perceptions of individua

In order to generate such an offer of organic pectglu
and their innovations that meets the needs of coass)
marketing incentives in the information distributtiiows
of organic products and innovations should be dstaat
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with its needs, not demand. Because as statedtliil] PDF/KMR/BORGU%C4%BDA_M._KMR.pdf. [24
demand is that part of the needs that motivatesubgct Aug 2012], 2012. (Original in Slovak)

to obtain a specific products or services, and misalso [8] SULGAN, M., GANP, J., MAJERAK, J.: The

recognized as necessary for the company at a given transport rolein logistics Zilina: 2008. (Original in

developmental stage and a certain time period. Ddrma Slovak)

therefore the form of needs expression, but thelsieaee [9] KOCH, J. et al.Marktforschung. Grundlagen und

not the same as demand, but they form its content. praktische Anwendungen, Munich: Oldenbourg

Wissenschaftsverlag GmbH, 2012. (Original in

4  Conclusions German) o .
Innovations are an important part of the market and0] RIMARCIK, M.: Statistics for practice, 2007.

nowadays eco-innovations and products are at thtescef (Original in Slovak) _

interest. To increase customer interest in thisdkif [11] KULCAKOVA, M.: Consumer Demand, Bratislava:

innovation and products, they need to be associaitd ALFA, 1988. (Original in Slovak)

marketing tools that provide necessary informatanm

knowledge to the customers. Therefore, the papalsde

with the identification of the distribution flow of Review process

information about this particular group of products Single-blind peer reviewed process by two reviewers
organic products and to innovate to ultimate cusianin

Slovakia and Switzerland. Based on the obtaine@ dat

comparison, we concluded that in Slovakia the mégtion

distribution flow is more differentiated than in Bxerland

and we recommend streamlining it to avoid the disto

of information about organic products and theiowvetion.
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