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Abstract: This paper focuses on marketing and informatitritiution logistics within it, which is one of thmost
important elements in online sales as well as bugness.The paper also brings knowledge about mpevation
system in e-business with inbound marketing usi@gen innovation system is connected to the phase of
commercialization and communication with customarshe subjects of the innovation process. It ples/information
about all stakeholders’ needs in the innovatiorcgss. The aim of the open innovation process éféatively identify
valuable and profitable innovation in businesswelt as problems related to management decisiodgeactices in the
innovation process.

1 Introduction development and their marketing, where the distigou

Nowadays marketing presents a tool of businedggistics plays a decisive role and it mainly aimts
linking with its environment and customers to migesir  information. So the open innovation system usesuntd
needs. In a rapidly changing market conditionsjtsge Mmarketing and new innovative forms of marketing
necessary to react to changes and customer requitgm communication that are already based on two-way
as quickly as possible. That can be realized througommunication within th_e information distributiomang
involving them directly into marketing using theStakeholders (see the Figure 1).
innovative tools that fall into the open innovatisystem Two-way ~communication within the Inbound
of businesses and provides two-way communicatigh wimarketing is provided by social media, so the camgpa
customers. The open innovation system in this satee receives from customers feedback on innovation els w
ability to share information among different subjein  @s on chosen marketing campaign. Another advardage
the network [1]. Snyman et al. [2] mention thatgpen two-way marketing are lower costs.
innovation system represents a significant conipetit ~ Inbound marketing is focused on the getting
advantage with respect to the limited access gadlwdual attentiqn._This Can be achi_eved by Skmadla
information in the context of in-house innovatiamgess, and content publishing that is attractive and &ggng for
known as closed innovation system. Real-time intiowa customers. It includes blogging, educational aicl
process operates on five basic principles of cayragPublishing, publishing the troubleshooting guidetmo
openness, realism, influence and sustainability (§len and contributing to forums. This presents produdiney
innovation system is connected to the phase &Pntentthathas a certain value and benefitshiertarget
commercialization and communication with custonmess customer. Moreover, it is available free of changhich
subjects of the innovation process, so it providedlso creates a positive brand link with the custoribe
innovators with information about their needs a#l ws likelihood that so involved customer buys the godsls

needs of all stakeholders in the innovation pracess growing. The whole process is cheaper and hastehig
As Wu et al. [4] state, the aim of the open innimrat effect [5], [6], [7], [8]. [9]. _ .
process is to effectively identify valuable and fijable Inbound marketing is based on two-way, interactive

business innovation, as well as problems related &@Mmmunication with customers coming through search
management decisions and practices within thefngines, social networks and different links. Thre and
innovation process. It brings knowledge about opefffort of inbound marketing is to entertain or wueate
innovation practices at the project level and pjegi an the customer. Wlthln. this kind of communication the
enlarged model of market opportunity analysis faghh Customer gets a certain value. .
technology markets. In the future it is gxpected_ that 61 % of m_arketmg
Therefore, the open innovation process is a multtmployees are planning to increase expenditures on

disciplinary tool that concentrates on new product§bound marketing next year. It is confirmed thiae t
average budget of companies allocated for blogs and
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social networks doubled during last two years.ak hlso of all companies have obtained a customer through a
doubled the number of marketing employees who thintorporate blog. The answer to the question whyunbo
that Facebook is irreplaceable in their businessthk marketing is becoming so significant is that thécer
global market 67 % of B2C (business to customergspectively the costs used to address one pdtentia
companies and 41 % of B2B (business to businessistomer is about 62 % lower compared to traditiona
companies have gained customer by Facebook, aftl 57outbound marketing [5].

Open innovation system

L

Two-way commun|cation of Inbound marketing

Innovator > Marketing tools Customers
One-way communication of Outbound marketing
Closed innovation
I \
Innovator < > Mgglzt'ng < > Customers

Figure 1 Information flow within the open innovatieystem for marketing effectiveness
Source: Own processing

2 Logistics of the open innovation system and so on. In this paper we will focus on marketmgl

in e-bussines with inbound marketing distribution logistics of information within it, with is
using one of the most important elements in online satewell

as e-business itself. E-business and all its comeisn
At t e-busi h bia b due t rovides entrepreneurs with a variety of choicew o
present €-busineéss reaches a big boom dué 1o iness online that can be described by a 4-level

Ilmltless posslbllltles of the electronic wor.ld,ngang in maturity model of e-business by Madlenak [10], see
different business areas such as electronic sabestol, Figure 2

electronic commerce management, logistics, margetin
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Integrate
Transact

Commercial efect

Broadcast Interact

User omfort

Figure 2 E-business levels
Source: Lodanova et al. [11]

The first level of e-business is called “Broadcast” involving directly into marketing using the innoixet
represents the elementary level of maturity mode¢-o tools that fall into the open innovation system of
business and it is characterized by a basic ondetess businesses. It offers the company the two-way
of selected information by customer. communication with customers, see Figure 3.

The second level is “Interact” and it presents an These innovative forms of marketing communication
extension to the first level with the possibilityf o are the part of inbound marketing. Feedback pravioe
interactive communication through various applwasi the innovative forms of marketing communication

such as Public Relations, respectively on-line farm provides the company with a source of ideas for the
The third maturity level “Transact” provides innovation process.
customers with the opportunity of ordering, resjety Within the level of e-business it is possible tee us

complete products purchasing through the onlinpsho them at all its levels. However, it should takeiatcount

The highest level from the point of e-businesshat present consumers are more demanding andusfeen
maturity is the fourth level "Integrate”, which limsed on more comfortable shopping possiblities. This aksates
the involvement of business into virtual businestwork, to e-business.

respectively electronic shopping center, also dadtenall We have to consider that in order to increase ousto

[10, 12]. comfort it also increases our business influenchion It
These levels can be developed further with regard ts due to the fact that if the entrepreneur has éiis

possibilities of the Internet. business at a higher level, then his actual e-mat

However, the ability of the entrepreneur to offecommerce center provides customer with various oo
products on the internet at different levels ofusibess inbound marketing. The entrepreneur is also pravide
does not insure him certainty of his products salevith these services, so the comfort of his business
Therefore it is appropriate to encourage the sale Increasing and he also has a feedback from customer
effective marketing. (Figure 3).

However, e-business can use only marketing toals th Then feedback may be used to improve the products
can be put into electronic form. This fact does Inatm and services through their innovation in the contéxthe
electronic business, on the contrary, it providesiith innovation process, where its first part “Invention
new opportunities to constantly develop new manigti creation” is provided according to specific custome
tools that can quickly ensure feedback and effenttg¢s requirements. They are evaluated by e-shop corthecte

of these tools. with e-mall or more e-malls (such as electroniciress
E-business is not longer dependent only on the searenters) through reports.

of so-called outbound marketing, which is basedoe- The advantage in terms of innovation process is the

way communication (such as billboards, televisiomdata (information) gathering within the e-business.

commercials), but it uses inbound marketing anchés Is also has a significant importance also in teohs

innovative forms of marketing communication andiming, because the time of the innovation launghis

distribution logistics of information for marketing getting shorter due to accelerated invention gatheand

Today, marketing is a business linking tool with it they can be quickly included into new forms of inhd
environment and with customers to meet their ndeds. marketing, where Content Marketing, Viral Marketing
rapidly changing market conditions, it is necesgarpe Social Media, Gameadvertising, Astroturfing, Markgt
able to respond to changes and customer requirerasnt Search Engine White Paper and e-newsletters belong.
quickly as possible. This can be realized throughirt
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Open innovation system in the e-mall

Innovation process ....

Inovator Customers

Content
marketing
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Figure 3 Information logistics with open innovatisystem, e-mall and inbound marketing
Source: Lodanova et al. [11]

The Internet marketing communication complex is anplementation and distribution logistics accomplibat
specific action plan aimed at achieving the comp@mnybusinessmen discover at the right time and on itjte r
objectives by its implementation on the Internet. Iplace what the market requires. This ability idezhlFIT
contains traditional communication tools, such afflexibility, innovation and implementing activiseat the
advertising, sales promotion, public relations, edir right time). All outputs of mentioned functions of
marketing, personal selling, sponsorship and modedistribution logistics must be in required quantapd
possibilities associated wih the Internet (corporsite, quality when managing innovation in business [1#3],
content sites, portals, banners, virtual commuisecial [16], [17].
networks, forums, message boards, search engittss, e
They use Internet technology (social media marketin Conclusion

viral marketing, product placement, lead generation cCurrent sales statistics indicates increasing
search engine optimization, targeting, etc.). Camisa consumption. Marketing employees follow new trends
Internet communication complex uses a branded SE{d look for incentives that motivate customersbixy
optimized website, analytical materials, contextuand to consume (despite their reluctance towaraissici
advertising, banner advertising, various thematterhet advertising forms). The companies have at thepatial a
resources (portals, forums, electronic bulletin rlsa |arge number of tools to reach and influence thstaruer.
etc.). All of them help to adjust analytical and/edising  They choose among classical tools, but in an effogain
subject content and personal communication [13]. a competitive advantage they use even less known bu
In the meaning of logistics of the open innovationnere innovative forms of marketing communicatioatth
system in e-bussines with inbound marketing usimg iare supposed to be more effective. It is diffictdt
innovation creation, the distribution policy casiaut tWwo  determine which of marketing communication tools ca
tasks. The first one is associated with the creadiothe be considered to be the most effective' becauspatuze
innovation value. That means creating the quaiv#at of products and services is variable. On the otfaerd it
and qualitative purpose-built changes. The secamel Ojs necessary to take into account different expiects
focuses on realization of distribution flows in @smess and needs of our customers. Therefore distribution
and innovation process by creating the balancedstw |ogistics has a significant role in this processjiol

supply and demand, that means the flows realizatigftovides very important information in the open
between sources and consumers. Finally, innovation
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innovation system that uses innovative forms of
marketing in e-business.

Similarly open innovation system within this[9]
information distribution brings information diregtfrom
customers, which is very appreciated by them. Their
direct entry into the process of meeting their hemments
creates them the opportunity to become an actemaht
of the process.

[10]
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