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FOREWORD

For the last 19 years, the Facultygmfonomics in Osijek, Josip Juraj Strossmayer
University of Osijek in Croatia, has had both the tremendous honour and great
responsibility to organize the longesinning scientific and international conference
in the field of business logistics and supplyain management in the Republic of
Croatia. Current 19international scientific conference Business Logistics in Modern
Management continues a tradition of bringing together researchers, academics and
professionals from mainly Central and Eastern Eupentries to Eastern Croatia,
and to city of Osijek. This year 75 authors from Belarus, Croatia, Czech Republic,
Germany, Hungary, Poland, Serbia, Slovakia, and Slovenia present their work in
Proceedings publication . Editorial board received and ass&Sgepers, and among
them 37 were accepted for publication after successfully overcoming two double
blind international reviews. Intending to increase quality and internationality of the
Conference, the review board was extended and it consists of 4dguiished
scientist from Croatia, Germany, Hungary, Poland, Serbia, Slovenia, Ukraine and
United States of America.

Scientific papers in the Proceedings are divided into following seven chapters:
Digitalization and innovations in supply chain, Risk anicefhcy analysis in supply
chains, Transportation, Distribution logistics, Urban, humanitarian and green
logistics, Procurement, and Interdisciplittgrin logistics. Consistent with the
sustained growth of the Eur opgam@tarningtbon o my ,
central logistic and supply chain areas such as transport and various other aspects of
supply chain efficiency. Additionally, many authors perceive innovations and
information technology implementation as a source of impending progreagty
chain management and logistics. Along with particularly interesting topics, articles
in this year 0s Proceedi ngsi frans genemdliyver se
applicative, certain supply chains (industry) connected, to cogpgyifici as well
as different methodology choices: both quantitative and qualitative research methods
appropriate for the field of supply chain and logistics.

There have been numerous challenges in logistical theory and practice during
the past year, but papers publishedtie 19" Proceedings, as well as presentations
and discussions during Conference, demonstrate that scientists from Central and
Eastern Europe meticulously search for successful theoretical conclusions and
practical solutions, suggest further improvemeatsl open new research questions.

In recent years, lectures by invited keynote speakers have become one of the
most powerful elements/aspects of our conference and motivating, driving force for
its participants. Therefore, this year we are particularugrthat two remarkable
researchers and scientists have accepted our invitations and hold plenary lectures. Dr.
Alexander Trautrims from Nottingham University Business School, Great Britain,
was speaking aboutodern slavery in supply chains as immenselyartant, but still
neglected topic in contemporary supply chain management. On the other hand, Prof.
Arthur V. Hill from Carlson School of Management, University of Minnesota, USA,
enriched the Conference by presenting his exciting researcforenastingthe
forecastability quotienfor inventory management.
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For the seventh consecutive year, international scientific conference Business
Logistics in Modern Management and its Proceedings are recognized as a significant
scientific achievement by thklinistry of Science and Educatioof Republic of
Croatia,and therefore we are grateful for their support. Finally,appreciation goes
to all authorsreviewers, editorial board and committee members for their expertise,
time and selfless effort devoténlthe Conference and the publication it provides.

In Osijek, 10 October, 2019.

Davor Dujak,
Editor

Vi
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Abstract

Although innovation in general and logistics innovation in particular have been
discussed in various contexts, there has been a limited amount of empirically based
research on logistics innovation anddtterminants. The purpose of this paper is to
investigate determinants behind the probability of introducing innovations in logistics,
delivery or distribution methods for inputs, goods and services among manufacturing
firms in eight Central and East Euegn (CEE) countriegluring the 2012014
period using the bivariate probit analysis. To this end, the paper uses data from
Community Innovation Survey (CIS), a confidential dataset compiled by Eurostat on
innovation activities of firms in the EU memberteFindings reveal differences in
innovation process among three groups of firms as well as different mediating effects
of selected variables on creation of logistics innovations and combined effects of
public subsidies and procurement. The paper adttetknowledge of determinants
of incremental and radical logistics innovations in @E region.

Key words: innovation, logistics innovation, firm performance, bivariate probit
analysis, CEE region
1. INTRODUCTION
I n order to survive and prosper in tod:

environment, firms increasingly depend on the ability to innovate. Consequently, the
concept of innovation is valued in most organizations to create and sustain
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competitiveadvantge (Soosay & Hyland, 2004) and the same refers to logistics
industry in general. Nowadays, many firms place emphasis on leveraging logistics
capabilities as a source of competitive advantage (Esper et al., 2007). As argued by
Chapman et al. (2002), the Isfics industry is a servideased industry, transformed

from the business concept of transportation to that of serving the entire logistical needs
of customers. Although innovation is a key process for logistics service providers,
Buse & Wallenburg (2011ighlight a high failure in logistics innovation in practice.
According to MannerBell & Lyon (2019), logistics companies have often been
accused by their customer of lacking innovation, while they in turn have levelled
accusations that manufacturers aethilers have been more focused on cost cutting
than creativity. Due to intense competitive and turbulent environment, logistics
service providers have to continuously improve logistics service quality and firm
performance (Panayides, 2007). In that eghtBellingkrodt & Wallenburg (2013)
show that i nnovativeness i s a strong dri
performance. Furthermore, logistics service providers can evoke a higher level of
customer satisfaction when being innovative (Bellinglk& Wallenburg, 2015).

I n broad terms, |l ogistics innovation it:
service from the basic to the complex that is seen as new and helpful to a particular
focal audienceo (Flint e t, inadvatigns car0 kg5 , p .

internally or externally focused, depending on whether the focus is on operational
efficiency or new or improved service to consumers. Therefore, logistics innovation
can be considered service innovations triggered by technologicalations
(Saatcioglu et al.,, 2014). As noted by Lin (2007), the innovation in logistics
technologies can be significantly positively influenced by organizational
encouragement, quality of human resources, environmental uncertainty, and
governmental supportor logistics service providers. In addition, technological
innovationhave to be complemented with atethnological innovation concerning
services, people and organization in order to survive and prosper (De Martino et al.,
2013). Although they can inlwe elements of technologic innovations, many of the
innovations occurring within the supply chain and logistics industry are
organizational. They mainly refer to relationships with customers and suppliers,
operational processes or business models (MaiBedt® Lyon, 2019). Additionally,
Grawe (2009) stresses the importance of logistics innovations primarily due to their
costcutting nature, which can be difficult for competitors to detect and imitate.
Although the issue of logistics innovations has ated the interest of
researchers and practitioners, the lack of knowledge base regarding empirically based
research in logistics innovation has been frequently emphasized (Lin, 2007;
Daugherty et al., 2011; Su et fihthisgap 2011;
in the existing literaturehe purpose of this paper is to investigate determinants behind
the probability of introducing innovations in logistics, delivery or distribution
methods for inputs, goods and services among manufacturing firms in eight Central
and East European (CEE) cou@s$ during the 2012014 period using the bivariate
probit methodology. The paper is divided into four main parts. After a brief
introduction on logistics innovation, determinants of logistics innovation within the
context of literature review are discass Following the literature review, the third
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section explains the empirical strategy whereas the fourth section brings out the
research findings. Finally, in the last section some conclusions have been drawn upon.

2. LITERATURE REVIEW

In general, logitics innovations have been discussed from different perspectives
and in various contexts. Some examples include the following: the effectiveness of
shipping knowledge on organizational innovation and logistics value (Lee and Song,
2015), logistic&lrivenpackagi ng i nnovation in retail
Nilsson, 2011), the process of a logistics innovation in a healthcare supply chain
context (Su et al., 2011), outbound logistics services in the automotive supply chain
(Rajahonka & Bask, 2016), tlienovative strategies in the context of exficiency
innovation (Rossi et al., 2013), the influence of logistics process innovations on
ambidexterity performance (Ardito et al., 2018), etc. However, despite this interest,
there have been limited previmstudies addressing empirical research in the context
of logistics innovations.

I't is generally accepted that firmbés kn
activity (Petrou & Daskalopoulou, 2013) and that knowledge resources play an
important role indevelopment of innovations (Chapman et al., 2003; Nieves et al.,
2014). As firms pursue strategies to innovate, the major resource lies in the people
within the organization (Soosay, 2005). Therefore, the importance of learning in
todayods h y pgobat suppby echaintenvroement has been underlined
(Esper et al., 2007). As stressed by Yazdanparast et al. (2010), the proce&s of co
creation of value in a logistics context has three phases: learning, innovation and
execution, and outcomes. In additiohytry & Griffis (2008) suggest a positive
relationship between logistics innovation and supply chain knowledge development.
According to Hakansson & Persson (2004), the learning associated with the
combination of resources across supply chains leadsraised levels of innovation.

In addition, Panayides and So (2005) affirm that relationship orientation has a positive
influence on organisational learning and innovation. Similarly, Kuhne et al. (2013)
argue that the characteristics of the chain relatipnguality may be important factors

for the improvement of the innovation capacity in chains.

When examining the German transportation industry, Wagner (2008) outlined
the importance of innovation for the competitiveness of logistics service providers.
However, his findings revealed that only 3
innovators with innovation activities mainly including technological advanced
infrastructure and equipment investments. Further, Germain (1996) examined
manufacturers andhé adoption of logistics process innovation. Size and
environmental uncertainty were found to directly predict radical, but not incremental
innovation while specialization predicted both. Additionally, the results revealed that
decentralization of manufaging operations did not predict logistics process
innovation.

Flint et al. (2008) posit that supply chain learning and innovation processes are
driven by processes aimed at studying changes in customer value and contribute to
perceptions of superior orgaational performance. Innovativeness is an important
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determinant of logistics service quality and, consequently, customer value and firm
performance. Panayides (2006) argues that relationship orientation in the logistics
service providerglient relationkip will lead to higher levels of innovativeness,
improvement in the quality of logistics service and improved performance for the
logistics service providers. Similarly, Grawe et al. (2015) highlighted a relationship
between logistics innovation and perfance of service providers and of customers.
Additionally, Ralston et al. (2013) emphasize logistics salience as an important
resource for firms looking to provide differentiated services and innovative logistics
operations to their customers.

Empirical dudies of logistics innovations have focused on the innovation
process. In that context, Grawe et al. (2011) showed that innovative logistics processes
could lead to greater operational flexibility, which could further lead to higher levels
of logistics peformance. Furthermore, Fugate et al. (2010) highlight that logistics
performance positively affects organizational performance. Daugherty et al. (2011)
confirm a positive relationship between logistics service innovation capability and
market performanceHowever, the study by Hazen & Byrd (2012) suggests that
adoption of a logistics innovation by itself may not necessarily produce a sustained
competitive advantage. Instead, when combined with complimentary firm resources,
the innovation may yield a susteid competitive advantage for the adopting firm.
Additionally, Kwak et al. (2018) provide evidence for the importance of supply chain
innovation and risk management capability in supporting competitive advantage.
Golgeci & Ponomarov (2013) suggest thattbfitm innovativeness and innovation
magnitude are positively associated with supply chain resilience.

The environment surrounding firms can a
order to turn environmental problems into business opportunities, mamyacies
are beginning to consider the integration of environmental or green aspects into their
service offerings (Isaksson & Huggrodin, 2013). In that context, Dai et al. (2015)
suggest that green supply chain integration has a positive impact on dieyelop
incremental environmental innovation, while only customer integration has a
significant positive impact on developing radical environmental innovation. Further,
Bj°rklund & Forslund (2018) explored the
emphasizig the process behind its successful implementation, critical factors as well
as challenges whereas Andersson & Forslund (2018) addressed sustainable logistics
innovation and performance measurement. In addition, the role of innovation in
reverse logisticperformance was analysed. Innovation in reverse logistics programs
was found to be related to operational service quality at both small and large firms
(Richey et al., 2005Moreover, reverse logistiégsnovation was positively associated
with environmeral and economic performance (Huang & Yang, 2014).

3. EMPIRICAL STRATEGY

Our analysis aims to investigate determinants behind the probability of
introducing innovations in logistics, delivery or distribution methods for inputs, goods
and services amonmganufacturing firms in eight Central and East European countries
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handle business logistics in efficient and competitive manner requires from them

continuous search for chagle for improvement of this part of business activities

either through indigenous pushing of knowledge and technology frontiers or through
absorption and implementation of knowledge implementation of knowledge

developed by others. Investigation of suctdkinen could help all those businessmen
and policy makers interested in improvements over competitiveness of manufacturing

industry in the region.
The problem with investigations of this type is that they are often faced with

barrier in form of lack of nevant data. One exception from this rule is Community

Innovation Survey (CIS), largest European firm level database on innovation
behaviour of firms. The survey is compiled from data collected through biannual

survey. It covers information on firm innoi@h behaviour in period of two years
prior to survey and latest version of dataset is commonly released within two and half

to three years after the completion. At the time of writing of this article, the latest

available version of survey was the 2014 .00ee characteristic of CIS is that it is
dat abase
or through

highly
Center

conf i

in Luxembourg

denti al

accessi

granted on the basis of research proposal joNa Statistical Offices of each EU
member state and information on some firms can be removed from the sample.

For the purpose of this analysis we were given access to data on eight Central and

East European countries (Bulgaria, Estonia, Croatia, Hyngaatvia, Lithuania,

Romania and the Slovak Republic) covering a total of 17.999 firms. Table 1 presents
distribution of enterprises across countries as well as information on firms that have

been involved in logistics innovations. As it can be seen fitwre, the number of
firms is largest in Bulgaria, Croatia and Romania but lowest in Latvia.

Table 1L Number of firms in the database

Country Number of Logistics Radical Incremental
firms innovators innovators innovators
Bulgaria 7378 194 72 122
Estonia 928 48 15 33
Croatia 1303 146 36 110
Hungary 1121 62 15 47
Lithuania 1026 72 26 46
Latvia 562 40 17 23
Romania 4475 86 16 70
Slovak 1206 66 17 49
Republic
Total 17999 714 214 500

Source: Eurostat Community Innovation Survey

The proportion of firms involved in logistics innovation is very small with only

bl

4% of firms in sample being involved in such type of innovation. The majority of

these innovations are of incremental type meaning that these logistics practices have

been knavn elsewhere in the world but they have been first time applied in surveyed

e

b 3

Eurostato
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companies. This should not come as a surprise since the majority of enterprises, in
general, are involved in incremental type of innovation. It can be expected that such
practice lecomes even more pronounced in countries as CEE ones where domestic
knowledge and technology capabilities are weak and foreign investment has been
found only to raise indigenous production capabilities rather than innovation ones.

The above shows that oimtention is to explore determinants of incremental and
radical logistics innovations in the CEE region. For this reason, a model is constructed
that takes into account number of innovation determinants recognised in the literature
as important for decish of firms to innovate. Hence, we include two categorical
variables for small and medium sized firms since small firms are known to lack human
capital, technology and financial resources for undertaking of innovation on the one
hand but also have been falito anticipate changes faster than large firms and thus
may be also more inclined towards innovations. One categorical variable controls for
membership of firms in enterprise groups. In less advanced countries like CEE such
groups have been found as amportant channel of knowledge and technology
spillovers relevant for creation of innovations. Moreover, being member of a group in
such countries often implies vertical backward and forward linkages with other group
members at home and abroad that mayemee pressure for creation of logistics
innovations.

We also include two categorical variables for previously abandoned and ongoing
innovations since previous innovation experience increases efficiency of existing
innovation processes. One categoricalalde controls for market orientation of firms
and takes value of one if firm is an exporter. Participation in international markets has
been often cited as a source of learning by exporting channel that provides firms with
insights into novel business ptices, enables realization of demonstration effects but
also helps them integrate in production networks of foreign partners or integrate them
into own production networks all of which should increase the need for creation of
logistics innovations. One t&gorical variable controls for firms with 10% or more
employees with tertiary degree. Quality of human capital is a common proxy for
absorptive capacity of firms and their knowledge capabilities. It is expected that
absorptive capacity helps firms implenténcremental innovations present elsewhere
but also more easily develop skills and competences required for development of
radical innovations.

We also control for public support to creation of innovations. Ability of firms to
innovate can be increasdldrough public incentives from either supply (push) or
demand (pull) side. Such incentives provide financial means, signal future market
trends, help firms release their innovations in market in early stages of their
development and generally provide sHidlom competition in early stages of
innovation development. We include two categorical variables, one that takes value
of one if firm received financial support in form of subsidies and another that controls
for firms that received public support throughblic procurement of innovations, a
novel incentive channel whose relevance in the European Union is on the rise. Overall,
one would expect positive effects of public support but it is also known that in
advancing economies such as those in our samgdécppolicies place stronger
emphasis on production than innovation capabilities and even when innovation
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policies exist, they often are constructed in a way that does not yield desired outcome.
For this reason, there are no a priori expectations on tagsdbles.

Need for logistics innovations may also be increased among firms that recently
introduced some new form of product innovation. To control for this we also include
share of revenues coming from incrementally or radically new products. Our model
also includes three variables controlling for different types of enterprise restructuring.
First variable controls for introduction of marketing innovations such as changes in
design and packaging, new techniques for product promotion, new methods at produ
placement and sales channels, and new pricing methods. Such changes may open new
business opportunities that could lead to need for logistics innovations. Second
controlling variable is the one on internal restructuring that takes value of one if firm
introduced organizational innovations such as new practices of supply chain and
quality management, new methods for organization of work responsibilities and
decision making or new methods for organization of external relations since such
practices may immve organizational efficiency, release funds that could be used in
development of different types of innovations including logistics ones or they may
create needs for changes in a way logistics affairs are handled.

Third restructuring variable takes valoEone if firm experienced some type of
external restructuring. Specifically, we control for two types of restructuring, mergers
and takeovers of other enterprises and sales and outsourcing of some of own functions.
Such practices may provide firms witlewa knowledge and resources required for
pursuit of innovations. Finally, one variable controls for collaboration in development
of logistics innovations. Specifically, we control for those firms that developed
logistics innovations in collaboration withhars or those innovations development
has been assigned to external sources. Such practices help firms supplement the lack
of own innovation capabilities and for this reason, a positive effect can be expected.
Model also controls for country specific effeachrough inclusion of country time
dummy variables. Detailed description of variables can be found in Table Al in
Appendix.

Although two types of innovation analysed in our research are distinctive, they
also share many common points. For example, marowledge and technology
capabilities required for one type of innovations are also required for others, changes
in institutional framework or business environment may affect decisions of firms to
pursue both types of innovations etc. As not all such faaan be controlled for, it
is likely that two processes will be codetermined with set of unobservable factors. The
method capable of handling such estimations is bivariate probit methodology. This
methodology allows for correlation in error terms betwwemequations but assumes
that error terms are not correlated with any of explanatory variables. To control for
heteroscedasticity we also employ robust standard errors.

4. RESULTS OF INVESTIGATION
4.1. Baseline specification

As a first step of our analysis, we run model with all previously mentioned
explanatory variables in their original form and without consideration of their
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potential interactions. Table 2 presents marginal effects for those firms that only
introduce increrantal innovations, those that introduce radical innovations only and
firms that introduce both types of innovation. For categorical variables these effects
refer to effect on probability of introduction of given type of innovation as a result of
change fron base level of variable in question while in case of continuous variables
they refer to effect on probability of innovation from unit change in continuous
variable.

Results from Table 2 reveal differences in innovation process among three
groups of firmsThose firms that introduce only incremental innovations that can also
be called imitation have lower chances of innovating if they are part of the group. This
can be attributed to the fact that such activities are undertaken by other group
members. Expé&nce with innovation proess seems beneficial for the emergence of
incremental innovations suggesting that core innovation capabilities are being
developed this way. Strongest effects, however, are found from marketing and
organizational innovations, daboration and turnover from product innovations.
Hence, under pressure of changes in product innovation and as a result of successful
commercialization of such innovations firms look for ways to improve their business
logistics through imitation of pracks of other, more competitive rivals.

Table 2.Results of baseline specification

Variable Incremental Radical Both types of
innovation only innovation only | innovation
Small 0.003 -0.003 -0.003
Medium 0.002 0.001 0.0001
Group -0.01** -0.001 -0.0001**
Abandoned 0.001 0.01*** 0.0002**
Ongoing 0.01** 0.004** 0.0002**
Exporter 0.004 0.003 0.0001**
Hcapital 0.001 0.003** 0.0001**
Subsidies 0.003 0.004*** 0.0002**
Procurement 0.003 0.006*** 0.0002***
Marketinginno 0.02*** 0.005*** 0.0004***
Orginno 0.02*** 0.01*** 0.001***
Restructuring 0.003 0.002 0.0001
Collaboration 0.04*** 0.01*** 0.001***
Innovation turnover | 0.03*** 0.01*** 0.001***
Number of 17.999
observations
Wald test rho=0 69.45%**

Note: *** ** and * denote statistical significance &%, 5% and 10% levels of significance.
Country dummies and constant term included
Source: Authorsd calculations

A far more interesting issue is the one of radical innovations. Here too we find
highly significant and positive influence of previous innésatexperience further
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strengthening our belief that this channel improves indigenous innovation capabilities
within business logistics. As expected, we find positive and significant coefficient on
human capital. This signals that own absorptive capaaityoelied in skilled and
knowledgeable workers increases probability for creation of innovations that are not
imitation of others but those that are truly novel at world level. In case of radical
innovations, we also find positive effects from both chanoélpublic incentives
suggesting that all previously mentioned effects of public support here matter. Finally,
internal restructuring, collaboration and production innovation commercialization
turn out to be the strongest determinants of radical innovatiensell. Findings
among firms that practice both types of innovation are similar to those for radical
innovations. The only exception is that for this group of firms exporting experience
also matters.

4.2.Mediating effect of indigenous human capital and maket orientation on
commercialization of product innovations

We next turn to mediating effects that some of covariates might have on creation
of logistics innovations. Learning by exporting may provide firms with superior
knowledge that could result in st&ss in creation of logistics innovations but this
effect does not necessarily flow directly. Rather, learning by exporting may help firms
in commercialization of their product innovations and in that way influence creation
of logistics innovations. Bothhannels, however, depend on absorptive capacity of
firms embodied in their human capital. To explore existence of such channels we
enrich our model with three way interactions between exporting experience, human
capital and share of turnover coming fronsremental and radical innovations. As
before, we present results for incremental innovators, radical ones and firms engaged
in both types of logistics innovations.

Figure 1. Predictive margins for incremental innovators
less than 10% with tertiary degree more than 10% with tertiary degree

Probability of innovation
1

T T T T T T T
012 3 45 6.7 891 0. 234516 .7 891
% of turnover from product innovations

—®— Nonexporter —®— Exporter

Source: Authors own calculation
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Figure 1 presents predictive margins for incremental innovators from interaction
between human capital, exporting experience and revenues from commercialization
of innovations. For firms with both high and low levels of skilled human capital we
find statigically significant and positive effects. The probability for introduction of
logistics innovation increases as product innovation intensity of firms becomes higher
and this is particularly strong among firms with lower levels of human capital but we
do nd detect significant differences among exporters andexporting firms in any
group at all levels of product innovation revenue.

Figure 2. Predictive margins for radicahnovators
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Effects among radical innovations asemewhat different (Figure 2). We can
see that at lower levels of product innovation intensity in both groups of human capital
we observe statistically significant and positive effects on introduction of radical
innovations. However, for group of n@axpaters this effect seems to vanish at very
high levels of innovation intensity. At these levels, we observe that interaction
between innovation intensity, human capital and exporting matters for introduction of
radical logistics innovations.

12
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Figure 3. Predictive margins for firms with radical and incremental logistics
innovations
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Finally, findings for firms that are involved in both types of innovation do not
find any effect for norexporting firms but we do revepbsitive effect of exporting
at higher levels of product innovation intensity (Figure 3). Tiogetall these findings
suggestthat it is only among those firms most fiercely competing in proeduct
innovation intensive market segment that absorptive capaaitl learning by
exporting play a decisive role in creation of business logistics innovations.

4.3. Effect of public push and pull channels

One channel that may bear particular relevance for creation of logistics
innovations is public support. To explorg ielevance we add to our model interaction
terms between public push (subsidies) and pull (procurement) incentives for
innovations. The reason for inclusion of such interaction lies in the fact that in theory
these two measures should provide strongexceffwhen combined. However, the
lack of coordination between policy makers, inappropriate construction of measures
or information asymmetries may be reasons why they may produce inferior results
than when treated alone.

Figure 4 presents combined effeafgublic subsidies and procurement for our
three groups of firms. Starting with incremental innovators it is evident that the effect
of public incentives is statistically significant and positive. It seems that even those
that do and do not receive proement have higher chances of introducing
incremental innovations than those firms that do not receive subsidies. This finding
questions the validity of subsidy schemes. Among those that receive subsidies for
innovation, effect is again stronger for firmhat complement it with public

13
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procurement but also for those that do not receive such support although we do not
detect differences between two groups.

Figure 4. Combined effects of public subsidies and procurement
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Similar findings can be observed among radical innovators. Here, however, we
find that among nomecipients of subsidies firms that received support through
procurement have higher chances of introducing radical innovation than firms without
any form of pblic support. Finally, once again we find that recipients and non
recipients of procurement incentives have higher chances of introducing innovation if
they also received push incentives. The last segment of investigation is related to the
group of firms bhat introduces both radical and incremental innovations. We find
complementarity effects from procurement suggesting complementarity of public
measures for this group of firms.

5. CONCLUSION

Whereas the literature on innovation in general is waelanced, logistics
innovations in particular have not been dealt with in depth. Although it can be argued
that logistics innovations have attracted considerable interest, there is still a need for
moreempirically based research to broaden current knayeled the field. Therefore,
this presented the primary motivation for our research to fill the mentioned gap. Our
research addressed the lack of empirical researtdyisticsinnovations, placing
emphasis ordeterminants of incremental and radical ldgsstinnovations in the
Central and Eastern EuropeuntriesConsequently, it expands the existing
knowledge about logistics innovation and contributes to providing an empirical
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understanding and valuable insights into the dynamic process of logistivations
in the CEE region.

As regards the innovation process, our findings reveal differences among firms
that introduce only incremental or radical innovations and the ones that introduce both
types of innovation. Further, different mediating effectindigenous human capital
and market orientation on commercialization of product innovations were also found
among the three groups of firms. Taken togettier,resultssuggesthat absorptive
capacity and learning by exporting play a crucial role in @eaif business logistics
innovations among firms intensely competing in prodanbvation intensive market
segment. Finally, combined effects of public subsidies and procurement for our three
groups of firms were also observed.

Overall, the findings pndde grounds for managerial decisions on investments
in logistics innovations and their improvement and development.
Examininglogisticsinnovationprocesses general and such research in particular
may be helpful to executives and policy makers inteckd improvements over
competitiveness of manufacturing industry in the region. However, there are some
limitations that our research could not resolve. Primarily this refers to the inability to
explore effects on particular types of logistics innovatieueh as inventory
management systems;peocurement, digital supply chain management, reverse
logistics or new delivery models. Future research should also address the relevance of
individual motives for introduction of logistics innovations such as costgket
opportunities or regulatory requirements as well as barriers to introduction of this type
of innovations.
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APPENDIX
Table Al. Description of variables

Variable Description

Radical Categoricali 1 if firm introduced radical (new to the worlg
logistics, delivery odistribution method for their inputs, goo
or services

Incremental Categorical 1 if firm introduced incremental (new to the firn
logistics, delivery or distribution method for their inputs, go
or services

Small Categorical 1 if firm is categoried as small firm

Medium Categorical 1 if firm is categorized as medium sized firm

Group Categorical 1 if firm is part of an enterprise group

Abandoned Categoricali 1 if firm has previously abandoned innovatio
(innovation experience)

Ongoing Categorical 7 1 if firm has ongoing innovations (innovatig
experience)

Exporter Categoricali 1 if firm sells all or part of its products i
international market

Hcapital Categorical 1 if firm employs 10% or more staff with tertia
degree of education

Subsidies Categoricali 1 if firm received public financial support fg
development of innovations in three years prior to survey

Procurement Categoricali 1 if firm received public procurement fq
innovation contract in three years prior to survey

Marketinginno | Categorical 1 if firm introduced marketing innovations

Orginno Categoricali 1 if firm introduced internal organization
innovation

Restructuring Categorical 1 if firm experienced merger, take over, sale
contracting out of some of its tagties

Collaboration Categoricali 1 if firm developed logistics innovation i
collaboration

Innovation Continuous- % of revenues from incremental and radi

turnover product innovations

Country18 Categoricali eight categorical variables for eachcountries
in the sample (Bulgaria as reference category)
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Abstract

Scientific literature combining omnichannel and CRM systems is not extensive
(single papers available). The authors' motivation is to expand the state of knowledge
in this field. The goal of the paper is to perfoancomparative analysis of the
functionality of CRM systems used to support several different fields of activity
within one company a perspective of the software service provider.

The featured research tool is a survey questionnaire used with a sdr2p® o
company employees in November 2018. The subject of the analysis is a company that
operates in a range of different branches on the Polish market. The company has a
large collection of various CRM and auxiliary systems used to serve diverse groups
of its customers.

The research results are analysed crosswise: first in ddtaifizontally (the
prism of functionality) and vertically (the prism of the channel tyjhe type of CRM
system), then in generaholistic. The effect of the research is thetatmination of
the company employeesd satisfaction with
system (channel) along with an assessment of the legitimacy of their use.

Only scientific articles from Scopus databases were considered for literature
researh. The results of the practical part are adequate for companies that have many
CRM systems (not one). In the future, the authors plan to repeat the study on a sample
of customers of the compainya look from the second perspective.

After the era of classicustomer relationship management systems (CRM), the
era of omnichannel customer relationship management systems (OCRM) is coming.
This is what the modern market (customers) expects and what is also urgently needed
by companies.

Key words: omnichannel, omi-channel, CRM, customer relationship management,
CRM system, software service provider, functionality analysis
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Omnichanniel CRMystems from the perspective of the software service provider
Roman Doma@EsKki and Przemysgaw Filipiak

1. INTRODUCTION

Organizations operating on the market are aware of the fact that in order for them
to function and make a profit, it ilecessary to attract customers who will buy their
services. In a popular tragpecific opinion, acquiring a new customer costs the
company six times more than maintaining the current one. Therefore, the company's
role is to get to know customer habits andtivate them to make repeat purchases of
their services.

In view of the above, increased knowledge about the customer is needed. Hence,
companies are investing in newer and more advanced technologies in order to manage
customer relations in a better wae development of such technologies has allowed
to create tools that make managing companies easier and more effiitisiy,
companies introduced simple applications that facilitated work with customers. Their
role was to build a database, exchamgermation about customers and prepare
reports on contacts with them. As time went by, new tools were developed that had
new, more extensive functionalities and technologically advanced connections with
other IT solutions. The creation of various modulasilitating customer service
contributed to the emergence of a tool called a CRM system.

In today's business, the customer is not seen as being important only when the
transaction occurs, but also during other forms of contact with the company. CRM
systens allow the customer to feel that he/she is not just one of several million
customers, but rather one of the few.

The research problem of the article is focused on the functioning of CRM
systems in the conditions of implementing a new nulidnnel salestrategyi
omnichannel: selection of the most important functionalities in the CRM system
modules along with their assessment. The goal of the paper is to perform a
comparative analysis of the functionality of CRM systems used to support several
differentfields of activity within one company from the perspective of the software
service provider. The article is important for the design and adaptation of CRM
systems, adequate to the needs and requirements of the modern logistics software
market.

The papersd organized as follows: sectiori lintroduction (research problem,
goal, main contribution of the paper), sectioh r2lationships between omnichannel
and CRM systems (state of art); sectidnsibject of research (company with a large
collection of vaious CRM and auxiliary systems used to serve diverse groups of its
customers that operates in a range of different branches on the Polish market); section
47 evaluation of the functionality of selected CRM systems (research methodology,
profile of the repondents, functional evaluation of individual CRM system modules,
holistic synthesis of the test results); sectiangeneral conclusion (summary).

2. OMNICHANNELING IN CUSTOMER RELATIONSHIP MANAGEMENT
The literature on customer relationship management is definitely more extensive

than the literature devoted to omnichannel (Table 1). A literature search was carried
out on 30 April 2019 in the Scopus abstract and citation database. The Web of Science
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datdase was deliberately omitted by the authors because, as their previous experience
shows (Doma@Eski et al ., 2018) , scientific
in Scopus.

Table 1.Number of articles about omnichannel and customer relationship
manag@ment in the Scopus databaseparation

search omnichannel | customer relationship manageme

1 109 1239

2 112 10 168

3 97 4 359

lor2 158 10 447

lor3 151 4 788

2o0r3 142 11 684

lor2or3 185 11 839
1land? 63 960
land3 55 820

2and 3 67 2 843
land 2 and 3 52 696

Legend: 1- title, 2 - abstract, 3 keywords.
Source: own study

The number of articles (Table 1) should not come as a surprise because customer
relationship management is a historically earlier concept which has esiistedthe
early 1990s. Omnichannel, on the other hand, is a relatively young notion which has
been in existence for only a few years.

A more detailed literature search showed the existence of only 3 articles which
in their content simultaneously take the subject of omnichannel and customer
relationship management (Table 2).

Table 2. Number of articles about omnichannel and customer relationship
management in the 8pus databaseconjunction AND

omnichannel customer relationship manageme| 1 | 2 | 3
1 0[0]|0
2 0[1]|0
3 0|11

Legend: 1- title, 2 - abstract, 3 keywords.
Source: own study

These are respectively (Table 2):
2-2 1 design by companies omnichannel customer experiences aimed at achieving
long-term customer loyalty, provide guidance forobile service providers on
customer experience management strategies and specifically on touchpoint
prioritization, adaptation, monitoring and design (leva & Ziliani, 2018);
3-2 1 the challenges for CRM, how digital transformation changes the flow of
information from customer to company and vice versa, the influence on corporate
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strategy, broader definition of CRM regarding both aspects, the perspective of the

company and the perspective

(and percepti

3-3 1 customers were actively engaging with brands on a number of leVas
complaints to complements and beyond, different sectors had different challenges,
social dancing often requires brands to do a coordinated conga through multiple
channels and complemternal processes (Millard, 2015).
The authors also carried out a literature study taking into account the method of
writing down the concept: omihannel instead of omnichannel, CRM instead of
customer relationship management. The effect of this aplpiedahe extension of the

whole set by two more articles:

- in context of the contact center, the omnichannel approach comes across as an idea
of creating seamless and integrated environment for modern customer experience
through integrated channels, whiallows agents to work on a better interface and to
use a richer set of customer and service data (Picek et al., 2018);
- customers expect seamless interaction with companies throughout all available
communication channels; however, many companies ralydifferent software
solutions to handle each channel, which leads to heterogeneous IT infrastructures and
isolated data sources; onrtiannel CRM is a holistic approach towards a unified
view on the customer across all channels (Carnein et al., 2017).
Lack of a correlation between both concept®mnichannel and customer
relationship managementn the global scientific literature testifies to a clear gap in
the state of knowledge on the subject. A much wider range of knowledge is offered

by not searchinfpr a correlation between these concepts (Table 3).

Table 3.Number of articles about omnichannel and customer relationship in the

Scopus databasealternative OR

omnichanndtustomer relationship management 1 2 3

1 1348 | 10 277 | 4 668
2 1351 | 10279 | 4471
3 1336 | 10264 | 4 455

Legend: 1- title, 2 - abstract, 3 keywords.
Source: own study

Without doubt, the research material (Table 3) seems interesting. It might form
the basis for a separate scientific project that the authors could carntlafiture.
However, for the purpose of this article, due to a large body of sources to analyse, this

thread will not be further developed.

Instead, the authors carried out a literature search in the formalisteact
keywords (omnichannel) AND titleabstractkeywords (CRM)- 9 articles and title
abstractkeywords (omnichannel) AND titleabstractkkeywords
relationship management} 6 articles. It is a development of Tableifs results are

presented in Table 4.
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Table 4.List of articlesabout omnichannel and CRM/customer relationship
management in the Scopus dataliasenjuncton AND: title-abstractkeywords

Author Year Scope of interest Cited
C2r k ov s| 2018 | concept of customer relationship 0
& Maryg management systems usagedomplex

campaigns in health care area
Critchley 2018 | administration of Dynamics 365 Customer| O
Engagement application
Elton 2018 | how ELLE, the global fashion and lifestyle 0
&lLopez magazine, engages its audience across al
platforms to inform marketin@dvertising
and brand management
Heuchert 2018 | entity-relationshipmodel and a linkage 1
et al. model that takes an IS perspective and
thereby enables communication between
marketing and IT
Miell 2018 | need for improvements to 3D visualisation 1
et al. user experience and online customer
relationship management of existing
websites, aligned with omgihannel
retailing practice
Wang 2018 | building brand equity through establishing 0
et al. key resource advantages in different brang
usage situations
Won 2018 | case study of Lotte Shopping which is tryin 0
to reinforce the omnthannel strategy, whic
can create synergy among various
distribution channels based on its core
competencies
Carnein 2017 | three case studies which demonstrate 0
et al. challenges obmni-channel CRM and the
value it can provide
Manser Payne| 2017 | proposed an omsaihannel integrated 16
et al. marketing communications framework for
advancing the field
Niimi 2017 |defined Athe variet 0
& Hoshino collected fromtheir web browsing history
Park 2017 | consumer channel choice behaviour in the] 9
&Lee perspectives of consumer sociodemograpt
information, consumer behaviour and
corporate communication strategies
Pascoe 2017 | adopted a bestorst scalingapproach to 2
et al. better understand consumer choices in an
online/offline branding environment
Aradhana 2016 | identified the level of utilization of various 3
retail technologies by retailers and the

25



Omnichanniel CRMystems from the perspective of the software service provider
Roman Doma@EsKki and Przemysgaw Filipiak

upcoming technologies which will drive
business in the futuiia the Indian context
Kotarba 2016 | strategic actions that need to be undertakg 7
in order to prepare the financial services
industry for managing customer relationsh
in an increasingly technosocial environme

PicotCoupey | 2016 | one of thefirst studies to empirically 23

et al. investigate the challenges of atieéler when
moving towards an omythannel strategy

Cavender 2015 | developed a luxury brand management 3

& Kincade (LBM) framework that accounts for the
changing luxury environment

Hutchinson 2015 | value of a structured, formal CRM system 11

etal. which helps SME retailers compete in a

complex, competitive and omohannel
marketplace

Kijpokin 2015 | roles of corporate marketing strategies an¢ 5
brand management in the global retail
industry

Source: own study

The scope of detailed thematic threads to be discussed (Table 4) is diverse. In
the context of the literature search conducted by the authors, none of the articles
explicitly takes into account (as the main subject) the anadjsie functionality of
the CRM system in terms of the implementation of the omnichannel strategy from the
perspective of the supplier (operator) of this class of application. The authors of the
article had already presented their first view on shapimglalyistics system of
customer service in the conditions of implementing the omnichannel strategy (general
treatment) (DomaGski & Hada$S, 2017).

3. SUBJECT OF THE RESEARCH, ARCHITECTURE OF THE COMPANY
CRM SYSTEM, CHANNELS OF COMMUNICATION (SALES)

The sulfect for analysis in the article is an international provider of services for
individual and business customers. The company operates on the market in many
areas, including: landline telephony, mobile telephony, retail and wholesale internet
services prowion, data transmission, satellite transmission, infrastructure leasing,
electricity sales, gas sales, banking and insurance.

The company has extensive infrastructure in Poland which is necessary to
provide the aforementioned services. The company featwers600 fixed points of
sale throughout the country, a developed network of partner retailers and mobile
salespersons. In Poland, the company employs over 16 000 people.

Due to its large and varied scope of activity, the analysed company had to
implementa wide variety of IT systems that are necessary for the proper functioning
of services provided to customers. The operation of each segment of services is
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possible thanks to the use of appropriate IT systems and tools. In most cases, the main
system, cald the CRM system, is integrated with smaller subsystems and auxiliary
systems. They are designed to fulfill additional, most often complementary, functions
that are not offered by the CRM system and the need for them is business justified.
The most impognt requirements that must be met by the company CRM system or
the company CRM system with support tools are the performance of the following
functions: operational function, analytical function, contact (also called interactive)
function- Figure 1.

Figure 1. Architecture of the company CRM system

ca g
SYSTEM a
s L4 =
OPERATIONAL ANALYTICAL CONTACT
FUNCTION FUNCTION FUNCTION

Source: own study

There are often doubts in the company about the validity of keeping so many
CRM systems instead of one that would replace the others. By analyzing the structure
of the system, it is eagg come to the conclusion that one system will not be able to
function for different profiles and areas of the company's operations. Each of them is
individually personalized for the specific profile of needs.

A very important aspect in the company's fimting is to shape the relationship
with customers through communication channels (sales of services). Currently, in
addition to traditional communication channels, which includead and infoline, it
is also possible to contact the company throughsselfice on a website, mobile
applications, chat, Facebook. The most popular form of contact with the company
infoline - is increasingly being replaced by other communication channels. Customers
currently prefer selfervice channels, including an indluial account on the
company's website. Thanks to such a tool, they have full access to information about
services they are using. Such a solution is being increasingly chosen by customers
because it is them who can decideew is the right time and plader this kind of
interaction. The next evolutionary step is the introduction of a customer account in
the form of a mobile application, the operation of which is even simpler and faster (all
that is required is an Interrebabled phone). An additional canience for the
customer who is interested in simple and fast communication with customer service
staff is a chat (a type of communicator). Thanks to this solution, customers are able to
get in direct contact with a customer service staff member who wlile stheir
problems. An equally innovative contact channel, which is increasingly being chosen
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by customers, is contact via social media, including Facebook. Currently, the presence
of social media in each person's life is growing, so it is importantdiopenies to

use this opportunity as one of many forms of communication with the customer.
Regardless of a communication channel used for the sales of services, it is important
that communication takes place in both ways and does not rely on uploadinigyposts
only one side.

4. EVALUATION OF THE FUNCTIONALITY OF SELECTED CRM
SYSTEMS

4.1. Research methodology

Obtaining information on individual systems and their functionalities was
possible thanks to using a survey questionnaire. The questionnaire waavadable
to the employees of the analysed company in electronic form through an internal
guestionnaire system. The study was conducted among all employees who perform
operations on four key CRM systems: landline services, mobile services, sales of
electicity and sales ofjas. The survey was anonymous.

The questionnaire contained four singl®ice questions and one descriptive
qguestion. The first question concerned
CRM system), the second one related toléngth of time the respondent has served
for the company. In the third question, the respondent marked the most important
functionality in the CRM system module in which he/she works (in accordance with
the answer to the first question) in order to anseetrthis basis, the fourth question,

i.e. to evaluate the selected functionality with respect to four CRM systems (scale
from 1 to 5, 1- the lowest rating, 5 the highest rating). When selecting the lowest
ratings (1 or 2), the respondents had the oppdst to justify their choice in the fifth
question. The survey was conducted between 12 and 30 November 2018. 243
questionnaires were filled in.

The aim of the authors' research was, on the one hand, to diagnose the prevalence
of omnichannel sales in matle CRM systems (tool used systematic literature
search), and on the other hand, to forecast the possibility for omnichannel sales in the
CRM system based on the case study analysis (tool ugeldt survey of its
functionality). From the operator's ppextive, the omnichannel strategy is related to
work in a given CRM system, and within it the operation of given modules of this
system- the authors of the article are aware of having adopted the simplification of
the type of sales channels.

The subsequéranalysis of the results was carried out in a csesdion of
individual CRM system modules it has a simultaneous doullack character:
horizontal- a given functionality versus a given CRM system, vertieafjiven CRM
system versus a given funatimlity. As part of the analysis of the results, attention
was focused on both searching for similarities and differences in assessments (upward
or downward deviations of the assessments). The holistic synthesis of research results
is included in the summrof the research part. The survey allowed to analyse four
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selected CRM systems drawing conclusions about their operation (functional
assessment).

4.2. Profile of the respondents
Table 5 shows modules in which the survey participants work. The mapbrity
the respondents are people performing their daily duties in the customer module

(24%) and the service module (22988 and 54 people respectively.

Table 5. Structure of respondents accordinghe area of work in the company

Module in which the resmdent works No. of people | No. of people
(quantity ) (percentage)
sales module 46 19 %
customer module 58 24%
operational module 54 22%
invoicing module a7 19 %
analytical module 38 16%
TOTAL 243 100%

Source: own study

The next place is taken biye invoicing module and the sales module, which are
used by 19% of the total number of employees, i.e. 47 and 46 people respectively. The
smallest number of respondents work in the analytical modLéé6o of the total, i.e.

38 people. The number of opered in individual modules is correlated with the
number and labour intensity of the tasks being performed.

Table 6 presents the structure of respondents due to the length of work in a
selected area of the company. The largest part of the surveyed penpl@%, are
employees whose experience in the declared area of the company is more than 6 years
(115 people). Another large part of respondents (35%) are employees whose length
of work in the company is betweert65years (85 people).

Table 6. Structure of respondents according to the length of woskgiven area of
the company

How long you have worked in a given| No. of people | No. of people
area in the selected company (quantity) (percentage)
1-2 years 21 9%
3-4 years 22 9%
5-6 years 85 35%
more than 6 years 115 A7%
TOTAL 243 100%

Source: own study

The lowest percentage (9%) is made up by a group of people working in a given
area in the range from 3 to 4 and from 1 to 2 ye&3 and 21 people respectively.
Shorter work experience in a given module, apart from natural staff fluctuations, is
also a manifestation of changes in organizational structures that result from
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implemented changes in company CRM systems (tendencies to automate processes).
The fact that the majority of people (82%) have long, corporate work experience,
raises the validity of theesearch results.

4.3. Functional evaluation of individual CRM system modules
Sales module

For the survey participants, the most important functionality in the sales module
was the introduction of annexes/modifications of contracts. 27 people resganded
this way, i.e. 59% of the surveyed employees of this module (Table 7). Another
important activity that they perform in the sales module was entering orders. 32% of
the respondents, i.e. 15 people, provided such an answer. Monitoring orders was
importart for only 9% of the respondents working in a given area, i.e. 9 people.
Generation of sales documents and integration with the logistics department were
irrelevant to the respondents.

Table 7.Ranking of functionality in the sales module

Sales module No. of people | No. of people
(quantity) (percentage)
entering orders 15 32%
monitoring orders 4 9%
generating sales documents 0 0%
integration with the logistics department 0 0%
introduction of annexes/modifications of 27 59%
contracts
TOTAL 46 100%

Source: own study

Additional information obtained from people working in this area allowed to
draw conclusions that, due to the implementation of an automated process, generating
documents is not important for the respondents because these activitiasiattout
automatically without the need for humans to interfere in it. The same applies to
integration with the logistics department. Previously, it was necessary to prepare a file
in a suitable format that was forwarded to the logistics departmenayTidds done
automatically by the robot.

In the case of entering orders, according to the respondents working in the sales
module, this functionality was rated the highest in the CRM system of electricity sales
- the rating on a scale from 1 to 5 is 4.8. CRM for landline services receiveda ratin
of 2.4, which is the lowest result. In the case of monitoring orders, the highest result
of 4.8 was received by CRM for mobile services. The lowest rating for this
functionality, i.e. 2.1, was obtained by CRM for gas sales. Generation of sales
documentsand integration with the logistics department were not assessed
(appreciated by respondents) for any of CRM systems. The functionality of
introducing annexes/modifications of contracts was assessed the highest in the case
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of a mobile services systerd.7.The lowest rating of 3.2 was received by a gas sales
system. Details of the horizontal assessment are presented in Table 8.

Table 8.Functionalassessment in the sales module

System CRM CRM for CRM for CRM for
for landline mokile electricity gas sales

Functionality services services sales
entering 24 4.1 4.8 3.7
orders
monitoring orders 4.5 4.8 3.4 2.1
generating sales - - - -
documents

integration with - - - -

logistics department

entering 3.6 4.7 4.5 3.2

annexes/modifications

of contracts

AVERAGE 3.5 4.5 4.2 3.0
Source: own study

Continuing the analysis of sassments vertically (Table &nhd taking into
account the entire system of landline services, the respondents indicated monitoring
orders as the highesited fundbnality - 4.5 points. The lowest result was obtained
by entering orders2.4. Monitoring orders was the highaated functionality in the
CRM system for mobile services, while the lowest was entering orders. The
respondents awarded them 4.8 and 4.1 points regplctl he reverse occurs in the
case of the CRM system for electricity sales. Here, the hightest functionality
turned out to be entering orders with a rating of 4.8, while the lowest was monitoring
orders- 3.4. The same situation occurs in the cas€RM for gas sales. However,
the highestated functionality, i.e. entering orders, scored 3.7, while the loivest
monitoring orders 2.1. Taking into account the average rating of all functionalities
for specific CRM systems, the highest rating wasiueckby the system for operating
mobile services average 4.5. The lowest rating, however, was given to the gas sales
system- average 3.0. For both systems, the sales module functions as a separate
system. The respondents expressing a low rating ofytera in the gas category
quoted a noiintuitive interface as the main reason.

Customer module

In the case of the client module, the most important functionality for the
respondents was data modification. 26 people answered in this way, i.e. 45% of the
total number of those responding to this question (Table 9). The creation of a customer
account was indicated by 20 people, i.e. 34%, while the inputting data by only 12,
which is 21% of all responses, and is synonymous with the fact that the respondents
considered it the least important activity.

31



Omnichanniel CRMystems from the perspective of the software service provider
Roman Doma@EsKki and Przemysgaw Filipiak

Table 9.Ranking of furctionality in the client module

Customer module No. of No. of people
people (percentage)
(quantity)
creating a customer account 20 34%
inputting customer data 12 21%
modification ofcustomer data 26 45%
TOTAL 58 100%

Source: own study

In the opinion of respondents working in the client module whose assessments
were presented in Table 7, the functionality of account creation was the higteelst
in the CRM system for gas salesolitained the highest mark on a figeint scale.
The lowest result of 4.4 was obtained by the landline services system. Another
functionality, i.e. inputting customer data, obtained the highest rating, i.e. 4.8 points,
simultaneously in three systems: l&nd services, electricity sales and gas sales. The
lowest rating, not much smaller though, of 4.7 was received by CRM for mobile
services. The functionality of customer data modification had the highest rating in the
case of two systems: electricity sadasl gas sales4.4 points. The lowest rating of
4.1 was received by a system for landline services. Details of the horizontal
assessment are presented in Table 10.

Table 10.Functionalassessment in the client module

System CRM CRM for CRM for CRM for
for landline mobile electricity | gas sales
Functionality services services sales
creating 4.4 4.6 4.8 5.0
a customer account
inputting customer 4.8 4.7 4.8 4.8
data
modification 4.1 4.3 4.4 4.4
of customer data
AVERAGE 4.4 4.5 4.7 4.7

Source:own study

Continuing the analysis of ratings vertically (Table 10) and taking into account
all functionalities in CRM for landline services, the higheged was inputting
customer data (4.8), the lowest was data modification (4.1). The feactenality
obtained the lowest rating in the mobile services system (4.3), while the highest was
inputting data (4.7). In the case of CRM for electricity sales, two functionalities were
assessed the highest: creating a customer account and inputéing fu=y obtained
4.8 points each. The lowest rating (4.4) was given to the modification of customer
data. The respondents assessing all functionalities in the CRM system for gas sales
awarded the highest and at the same time the maximum rating to thiencofed
customer account. The lowest result of 4.4, as in the sif#ems, was obtained by
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the modification of customer data. Taking into account the average rating of all
functionalities in given systems, the highest rating (4.7) was simultaneouaigebt

by two of them: gas and electricity sales. The lowest rating of 4.4 was obtained by
CRM for landline services. This may be due to the fact that gas and electricity sales
is a relatively new segment of services for the selected company and the $gstems
operating them are created with current needs being taken into account.

Operational module

The most important functionality for the surveyed service module staff were
complaints and notifications. 35 people responded in this way, which is 65% of th
total number of respondents answering this question (Table 11). Another important
functionality is history, which was indicated by 16 people, i.e. 30% of all the
respondents. Only 3 respondents chose interaction with customers as the most
important in tleir assessment. This is only 5% of the total number of respondents
working in the service module.

Table 11.Ranking of funtionality in the service module

Operational module No. of people No. of people
(quantity) (percentage)

interaction with 3 5%

customers

history 16 30%

complaints and 35 65%

notifications

TOTAL 54 100%

Source: own study

In the case of customer interactions, it was rated the highest in the CRM system
for gas sales, as it received 4.7 points, and the lowest in electricity- falesThe
respondents were in agreement when assessing the other two functionalities, i.e.
history, complaints and notifications. They were rated the highest in the gas sales
system where they obtained 4.4 and 4.6 points respectively, while the lowest in th
CRM system for mobile services: 2.5 and 2.7. Details of the horizontal assessment are
presented in Table 12.

Table 12.Functional assessmentthe service module

System CRM CRM CRM for | CRM
for landline| for mobile | electricity | for gas
Functionality services services sales sales
interaction with customers 3.7 4.1 2.1 4.7
history 4.2 2.5 3.4 4.4
complaints and etifications 4.1 2.7 3.2 4.6
AVERAGE 4.0 3.1 2.9 4.6

Source: own study

33



Omnichanniel CRMystems from the perspective of the software service provider
Roman Doma@EsKki and Przemysgaw Filipiak

Continuing the analysis of assessments vertically (Table Hi&pry in the
landline system was the highesited - 4.2. The lowest result was obtained by
interaction with customers3.7. In the case of CRM for mobile services, the situation
was the oppsite to that in the aforementioned system, i.e. the highest rating of 4.1
was obtained by the functionality of interaction with customers, while the lowest by
history- 2.5. In the electricity sales system, the surveyed service module employees
rated histoy as the highest at 3.4 points and interaction with customers as the lowest
at 2.1. The highesissessed functionality in the CRM system for gas sales was,
according to the respondents, interaction with customers, which obtained 4.7 points.
History receied 4.4 points, which classifies it in the last position. Comparing the
average rating of all functionalities, the CRM system for gas sales looks best, as it has
an average of 4.6, the lowest is the electricity sales sys@&f The users of the
electricty sales system indicated as the reason for low rating the need to fill
unnecessary fields of the complaint form and the need to set up many filters to read
the history.

Invoicing module

For the survey participants, the most important functionality énitivoicing
module was an invoice preview. 24 people answered in this way, which is 51% of the
surveyed employees of this module (Table 13). Another important activity for many
of them was generating invoices, which was indicated by 14 people and making
carrections, which was important in the assessment of 9 respondents. This is 30% and
19% respectively of the total number of respondents of the invoicing module. Creating
the invoice shipping process was irrelevant to the survey participants as it dithnot ga
any points.

Table 13.Ranking of functionality in the irsicing module

Invoicing module No. of peopldquantity) | No. of peoplgpercentage)
generating invoices 14 30%

making corrections 9 19 %

invoice preview 24 51%

creating the invoice 0 0%
shippingprocess

TOTAL 47 100%

Source: own study

The invoice generating functionality gained the highest number of points, as
many as 4.8, in the electricity sales system, while the lowest number, 3.2, in the gas
sales system. Making corrections and invoice previews were the highest rated for one
system- CRM for mobile services, 4.7 and 4.9 respectively. As regards the lowest
rated functionality, the respondents were no longer so unanimous. Making corrections
was assessed the lowest in the context of gas sales CRM, where it received a rating of
2.4, whie the preview of corrections was the lowesed functionality in the
electricity sales system3.4. The creation of the invoice shipping process was not
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assessed by the survey participants at all. Details of the horizontal assessment are

presented in Te 14.

Table 14.Functional evluation in the invoicing module

System CRM CRM CRM for CRM
for landline | for mobile electricity for gas

Functionality services services sales sales
generating invoices 4.3 4.5 4.8 3.2
making corrections 3.1 4.7 4.4 2.4
invoice preview 3.7 4.9 3.4 4.6
creating the invoice - - - -
shippingprocess
AVERAGE 3.7 4.7 4.2 3.4

Source: own study

Continuing the vertical analysis of the ratings (Table 14), in the CRM system for
landline services, generating invoiogas rated the highest and obtained 4.3 points.
The lowest number of points, 3.1, was obtained by invoicing. In the case of the mobile
services system, the highest rated functionality was the invoice preview, which gained
4.9 points. Generating invoices weated at 4.5 points, which classifies it as the
lowestrated functionality. Employees of the invoice module indicated generating
invoices, which received 4.8 points, as the higlassessed functionality in the CRM
system for electricity sales. The lowastult of 3.4 was obtained by the invoice
preview. In the case of CRM for gas sales, the invoice preview of 4.6 was rated the
highest and the lowest was making correctier’s4. The overall average of all
functionalities indicated CRM for mobile servicas the system with the highest
average of 4.7. The lowest was CRM for gas sal@st. High assessment of the
functionality of the CRM system for mobile services may result from the major update
of the invoicing module which was carried out in July 2018.

Analytical module

Employees of the analytical module answering the third question of the survey
indicated creating summaries as the most important functionality out of all available
there. Such an answer was provided by 71% of the respondents, i.eph¥ ([@able
15). 11 respondents, i.e. 29%, indicated drawing up reports as a significant
functionality in their assessment. Data collection was irrelevant to them because it did
not receive any points.

Table 15.Ranking of functionality in the analyticedodule

Analytical module No. of peoplgquantity) | No. of peoplgpercentage)
data collection 0 0%

creating summaries 27 71%

drawing up reports 11 29 %

TOTAL 38 100%

Source: own study
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The functionality of collecting data in the analytical module naisassessed at
all by the surveyed employees. Creating summaries obtained the highest number of
points in the case of CRM for electricity sale4.6. The lowest rating was in the
context of landline services, as it gained 3.5 points. A similar situataswhen
assessing the functionality of drawing up reports. The highest rating was in the case
of electridty sales- 4.1, and the lowesh CRM for mobile services 3.7. Details of

the horizontal assessment are presented in Table 16.

Table 16.Functional assssment in the invoicing module

System CRM CRM CRM for CRM
for landline | for mobile electricity for
services services sales gas sales

Functionality
data collection - - - -
creating summaries 3.5 4.2 4.6 4.4
drawing up reports 3.7 3.9 4.1 4.0
AVERAGE 3.6 4.1 4.4 4.2

Source: own study

Continuing the vertical analysis (Table 16), in the CRM system for landline
services, the highesissessed functionality was drawing up repeBs/, the lowest
was creating summaries3.5. In thecase of other systems, namely CRM for mobile
services, electricity and gas sales, the respondents unanimously indicated creating
summaries as the highestted functionality in each of these systems. It was 4.2, 4.6
and 4.4 respectively. The lowest waswdrag up reports, which obtained 3.9, 4.1 and
4.0 respectively in individual systems. Taking into account the average rating of all
functionalities for a given system, the highest rating was obtained by CRM for
electricity sales 4.4, and the lowest by CRIKbr landline services 3.6. It can be
assumed that the lowest result is related to several years of functioning of the CRM
system for landline services, which despite hew emerging needs has not been updated.

4.4. Holistic synthesis of the test results

Table 17 presents a summary of the ratings of individual functionalities in
individual modules of four company CRM systems.

Table 17.Summary of the ratings of individual functionalities in individual modules
of four company CRM systems

CRM CRM CfF;:VI CRM Functionality
Sales module for Ianpllme for mqbne electricity for average
services services gas sales
sales
entering
orders 3.7 38
monitoring
orders
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introduction of
annexes/madificatior| 3.6 4.0
s of contracts
AVERAGE 35 4.5 4.2 3.0
CRM
CRM CRM . .
Customer module for landline for mobile elet];(tJrricity for Fugst;?;ggw
services services sales gas sales
creating
a customer account
inputting
customer data
modification
of customer data
AVERAGE 4.4 4.5 4.7
CRM
Operational CRM CRM for CRM Functionality
for landline for mobile - for
module A . electricity average
services services gas sales
sales
interaction with 3.7 a1
customers
history 4.2
complaints a1
and naotifications )
AVERAGE 4.0 3.1
| CRM CRM CRM CRM .
Invoicing for landline | for mobile for_ . for Functionality
module services services electricity gas sales average
sales
generating invoices 4.3 4.5
making corrections 3.1
invoice preview 3.7
AVERAGE 3.7 4.7 4.2 3.4
CRM
Analytical forf’:l?llt\j/:ine forcn?c')\gile for CfELVI Functionality
module services services electricity gas sales average
sales
creating summaries 4.4 4.2
drawing up reports 4.0 3.9
AVERAGE 4.2
SYSTEM
AVERAGE 3.8 4.2 4.1 4.0

Source: own study
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Analyzing the ratings in terms of the average of the CRM system (Table 17), the
total results are similar and they are in the range c#28The difference between
the lowest overall rating of the CRM system and the highest is 0.4 points. Such a result
indicates that the tested CRM systems are similar to each other. This is, however, a
tentative conclusion, because after ad@pth analysis of individual functionalities it
can be concluded that the described CRM systems differ from each other. Therefore
the average should not be taken as a reliable result.

In Table 17, the extreme values of functionalities in individual modules are
marked with colours: greerthe highest, redthe lowest. Thanks to such an operation,
it can be observed that functiditias in the CRM systems for electricity and gas sales
were more often rated the highest in relation to other systems. In the case of the
lowestrated functionalities, the CRM system for landline services is in the first place.

In each of the tested CRM&tems, there is a module that is assessed higher and
one whose assessment is lower. It can therefore be stated that each system has its
strengths and weaknesses. None of the tested systems fully meets the expectations of
its users (operators).

5. CONCLUSION

The question of customer service has been and will continue to be a topical issue
in the area of logistics. In the era of the 4th industrial revolutiariquitous
digitization - providing the level of service expected by customers puts new
challenges ahead of logistics systems. Today, the customer operates in many vendor
sales channels at the same time. For the customer, such possibilities mean the luxury
of choice, and for the suppliers' logistics systems they are the necessity foraignific
modifications to their business strategies.

The outcomes of the goal achieved in the article are assessment of the scale of
omnichanneling in CRM systems (results of secondary research), current state of the
scientific literature on the subject andessment of CRM system functionality in the
context of omnichanneling requirements from the perspective of the use (operator) of
such a system serving its clients (primary research results) and a pilot case study
survey.

The authors consider the followig be valuable elements of the article: an
interesting research subjed gap in the state of scientific knowledge on the subject,
an interesting research objectne organization operating in many different business
lines and offering many different GRsystems, many different functionalities within
each CRM system and the size of the sampiS3 respondents. The research subject
undertaken by the authors, in the light of the state of the world scientific knowledge
(Scopus database), has the hallmaifisriginality and innovation.

Only scientific articles from Scopus database were considered for literature
research (research limitations), because in Scopus it is the same and even more than
in Web of Science database. The results of the practical paradequate for
companies that have many CRM systems (not bseful for people designing and
operating CRM systems (managerial implications). The authors plan to continue the
current course of researthoperators of CRM system modules serving clieats
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also to start research similar to the current study but from the customer's perspective
i a person served in the CRM systera look from the second perspective (future).
How time-consuming, technologically and organizationally complicated and
expensie is transformation of the current customer relationship management systems
(CRM) to the omnichannel customer relationship management systems (OCRM)?
Difficult to say. One thing is certainthis is a forwardooking direction of change.

To summarize, e subject of service level and customer relationship
management is the essence of logistics. It is a timeless dilemma which is still very
important for management and quality sciences.
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Abstract

E-commerce is one of the most dynamic and important sectors of the economy
as well as one of the main factors leading to greater competitiveness. The dynamic
development of @ommerce is driven by rapidly expanding Internet access, but also
by growing mobility and popularity of portable devices, via which customers order
goods and services at a convenient time and place more and more frequently. They do
not only order things, but, more and more often, everyday products to which they want
to have ery fast access. If products do not meet their expectations, they want to return
them. Returns in-eommerce should be seamless and leave a good experience.
Thanks to that, they could add some new value for customers. If online sellers take
returns seriodg, they can gain a competitive advantage in the form of greater
customer satisfaction and loyalty. The subject of value for customersammerce
is a relatively new research area (Francis et al., 2014). Most of the studies conducted
so far have focuseain customeseller relations, excluding the role and participation
of other entities involved in the process of value creation for the customer (Bakker et
al., 2008). The first aim of the article is to present the results of research on value for
customes in ecommerce returns from the different perspectives of: customers, online
sellers, suppliers and complementors. The second objective is to determine the impact
of returns on customer satisfaction and loyalty and, consequently, on consumer
spending anbusiness performance. The research evaluated the significance of factors
evoked by different entities thatreate value for the customarsing empirical
research, on a sample of 800 respondents.

Key words: e-.commerce, returns, value for customer, satisfa, loyalty

1. INTRODUCTION

Supply chains, i.e. the flow of goods from a supplier to a customer, are given a
lot of attention. They most often concern emay flows, e.g. from a manufacturer to
the final customer, through various intermediaries. In the case of return logistics, the
opposite direction of product movement occurs. The problem is that such products do
not return through the exact same entities that they have already passed through. In
other words, redistribution channels rarely coincide with distribution channels. It is
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also problematic to plan and forecast such returns in the supply chain (Mollenkopf et
al., 2007, Srivastav& Srivastava, 2006).

Return logistics in traditional trade is an area which, contrary to appearances, is
quite broad. It does not only include sustdle waste management, but also
management of returns of goods resulting from damage, wear and tear, defects or
surpluses. Some of these returned goods are disposed of and some are repaired or
reused. Each of these processes is complex and requiresf axperience.

In ecommerce, there is another type of return that is not always found in
traditional trade. This is the smlled consumer return (XiaoYan et al., 2012). In the
case of online purchases, the customer has the right to withdraw from thecton
without giving any reason, and return the product ordered. This type of retwn in e
commerce is the most common one, and has been the focus of this study.

There are two goals of this paper. The first one is to present the perception of
returns from he perspective of the customer, seller, product supplier and service
provider supporting-€ommerce (complementors). Another objective is to determine
the impact of returns on customer satisfaction and loyalty and, consequently, on
consumer spending anddiness performance.

For the purpose of this article, research was conducted using the methods of
direct observation and secondary source analysis. Additionally, results of empirical
research carried out separately in the group of customers, sellersesuppfoods
and service providers supportingemmerce in Poland were applied.

2. RETURNS IN EECOMMERCE

The right to return in-eommerce in Poland results from the Act on Consumer
Rights. A person who has concluded a distance epreffnises contraenay withdraw
from it within 14 days without giving any reason. It is noteworthy that not all
customers are entitled to return goods without giving reasons. Only consumers have
such a right. In the case of a purchase of goods by a company, the onilieede&s
not have to accept such a return. Some companies, however, meet such needs and
offer the possibility of returns to companies. Thanks to this, they stand out on the
market and build their competitive advantage.

Increasingly, especially in the clohg and footwear industry, retailers are
extending this statutory return period to 30 or even 100 days. An example of the
former is the Eobuwie shop and the latter may be represented by the Zalando shop. At
the same time, they offer free returns. Resealmws that the longer return terms
make customers feel safer and freer. However, this does not mean that customers take
advantage of this privilege. 84% of shoppers do not use the extended return period
(Klich, 2017).

Internet shopping, as opposed to gbiog in stationary stores, is connected with
convenience, but also with the impossibility to check goods before buying them.
Customers cannot check them organoleptically, so returns at online shops are more
frequent than in stationary shops. A study by@t@amber of Electronic Commerce
(2016) shows that 40% of the returns are due to a different size of the product than the
customer expected. It is therefore important to have a precise description of the sizes
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including the length, width and height of indlual items, or exact parameters of
equipment, e.g. electronics. It is also advisable to present accurate photos without
unnecessary retouch, and thdBmensional visualizations. Thanks to this, the
customer gets more information and can check if theymtofits him, and the seller

can thus reduce the number of returns (Powers & Jack, 2015).

Returns are not pleasant for customers. They take extra time, and customers
often have to pay for them. Besides, the situation can be stressful for some-people
espeially for those who do it for the first time. They do not always know where or
how to report a return, how to prepare and pack the shipment, how to order a courier
or where to bring the shipment. They are not sure if the return will be free, if and when
they will receive the money. So the return should be made easier for the customer.
Most often, the customer will make a return because of the goods, not because of the
salesperson himselffherself. If the customer has decided to return the goods, she/he
will do so regardless of the conditions. If the process is cumbersome, it can cause
additional frustration. A very simple return procedure can leave the customer with a
positive experience that will make them want to return to the same seller. Therefore,
it is important to have an interactive return form and easy email or phone contact with
customers. Unfortunately, a large number of sellers still have very unfriendly return
forms in the PDF format, which are very cumbersome to fill in.

In return logistics of @ommerce, delivery is the biggest problem and the most
expensive process at the same time. In the case ofdle products, some customers
do not exercise their right to withdraw, especially when they have to pay for the
shipment. If shops always covdrall costs, customers would probably order more
goods eagerly. Returns are often only seen as additional costs by shops. This is
understandable because apart from the costs of delivery to the customer, additional
activities have to be taken into accotintetailed quality control of the goods,
reimbursement, preparation of sales documents and other processes similar to those
that are carried out during the receipgobds from a supplier (Bernon et,&016).

3. ECOMMERCE ENTITIES INVOLVED IN RETURNS

Sellers are directly responsible for returns inoenmerce, because customers
buy goods from them. Almost any person who has access to the Internet and financial
resources can be a customer. On the other hand, sellers are mostly companies that
have theirown online stores or cooperate with other intermediaries such as:
marketplaces, auction or group sales platforms. However, there are other types of
entities that have a direct or indirect impact on how a return proceeds. These are both
suppliers of goodsadd through the Internet and providers of services supporting
(complementary to)-eommerce. The former have a significant impact on returns,
because in addition to supplying the goods themselves, they prepare detailed product
descriptions, photos and insttional videos. They also design the packaging that
must be durable during transport and handling. Providers of services supperting e
commerce (complementors) are a special group. These are companies that provide
value (usually by means of additional wér c e s ) to the customer,
suppliers of goods are not able to creat
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providers and courier companies (Bask, Li
financial service providers (e.g. of electronic payts), marketing service providers
(e.g. website positioning and search engine optimisation companies).

The following considerations cover all these types of entities. This is a
completely new approach. Until now, in empirical studies-obmmerce (incluihg
returns), only one type of entities has been analyssakt often sellers or customers.
Usually, authors do not take these two stakeholder groups into account at the same
time. Entities that are not always directly involved in the sale of produetshe
aforementioned suppliers of goods and supporting services, are not taken into account,
either. In such an approach, the issue of returns cannot be captured from several
perspectives.

This study was designed to change this approach and include ey fifre
commerce returns simultaneously from the perspective of the customer, the seller,
the supplier of goods and the complementors (supplier of the supporting services)
(Nalebuff & Brandenburger 1996). The research assumed that the respondent was to
look at returns through the final -cust ome
commerce. The questions addressed to each of these groups were therefore about how
customers perceived the issue of returns (see Figure 1). The main reason of this was
that he central point of the-eommerce system is the customer who ultimately
evaluates the value and converts it into a monetary equivalent for the other network
members (KawaS&cfawpaEGokwaec2018) .

Figure 1. E-commerce entities involved in returns

Complementors

Source: own elaboration

4. RESEARCH METHODOLOGY

CATI (computerassisted telephone interview) was selected as a technique of
information collection, which had been preceded by FGIs (focus group interviews).
The research with the use of qualitativethods was aimed at a preliminary analysis
of the problems of returns and providing information necessary for the proper
organization of the research by the quantitative method, including, most importantly,
the design of a measuatowiecGzcrmepaEN&EAat ERRA@:
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A structured questionnaire was used for the survey. In addition to questions
about the availability of products, delivery time and form, information about the status
of the order, questions were asked about returns, which arefdghe key elements
of the logistics value in-eommerce. In particular, they covered the following aspects
possibly offered by the online retailers: free return of goods, a simple return
procedure, returnable packaging, the possibility to return usedsgand to return
goods after the statutory day limit.

Apart from the issues related to returns, the respondents were asked about
customer satisfaction with the purchases made and their loyalty to the online sellers.
Additionally, all the companies had compare their performance (financial and-non
financial) with that of their direct competitors. These replies can be used to investigate
the impact of returns on customer satisfaction and loyalty and the performance of the
sellers, product suppliers amdmplementors. The customers, in turn, were asked
about their spending on purchases via the Internet.

The database of companies operating@mmerce, suppliers and customers in
Poland was used as the sample. It included, inter alia, data from the dRegbase
kept by the Central Statistical Office in Poland and Polish commercial databases, such
as DBMS, Bisnode. Approximately 10 thousand respondents took part. In all four
general populations, nenandom purposeful sampling was applied. The sample was
selected from those entities that had relevant experience in sellitaglef®s) or
purchasing (customers) products via the Internet, cooperating with online sellers
(suppliers and complementors).

The research was conducted between November 2017 and M8yb204n
external entityi a research and expert agency with extensive experience in empirical
research. In total, 800 correctly completed questionnaires were received (200 records
in each groupi customers, sellers, suppliers, and complementors) (Kawa &
$ vatowiecSzczepa@EGska, 2019).

5. PERCEPTION OF RETURNS IN EECOMMERCE FROM DIFFERENT
PERSPECTIVES

The subsequent parts of this section present the results of the surveys for the
individual groups of the respondents, i.e. customers, online sellers, ssippiie
complementors. These different perspectives are presented to show the common

el ements and differences in the perceptio
expectations and the selleros, product su
them.
5.1. Customerds perspective

The customersd perspective i s most i mpo

then they return part of them. The respondents were asked to evaluate each of the
listed factors (facilities) associated with returns, offered by sellers, i.e. free return,
easy eturn, returnable packaging, return of used items and return after 14 days. For
the statements related to these factors, they were supposed to uspaintivekert
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scale from 1 to 5, where 1 meant "I strong

Figure 2 shows the averaged research results in terms of value. Figure 3, in turn, shows
the same results, but in percentage terms. Thanks to the second figure, it can be found
out what the distribution of the individual answers was. A similar approach was
adopted for the other groups of the respondents, i.e. Internet sellers, suppliers of goods
and complementors.

The most important result of the survey in the group of the customers is that,
contrary to appearances, free return is not most important for(tharage score of
3.83 out of 5.00). The highest rating was given to the possibility of returning goods
after the statutory 14 days (4.19). 78% of the customers agreed with the statement that
they buy from such sellers who allow to return goods after ¥4.dathough the
customers return the goods earlier than that, the extended period is essential for them.
This may be due to a need to create a 'safety valve' for themselves, which they may
use if needed. Other factors such as easy return (3.94) andaktised items (3.77)
were identified as quite important by the customers. Returnable packaging was least
significant (3.35). For 31% of the customers, it was not important whether online
retailers offered returnable packaging or not (Figure 2 and 3).

Figure 22.Cust omer s 6 p e riwvauptasedappraach r et ur ns

Free returm  mm—m———— 3,83
EaSy return 3,94
Returnable packagingueessssssssssssssssssm———— 3 35
Used items return e —— 3 77
Return after 14 dayseeesssssssssssasmn——— 4 19

1 = strongly disagree to 5 = strongly agree
Source: own elaboration

Figure 3.Cust omer s 6 p e ri@aqertagetermsof r et ur ns

0,
Free return = 10% 26% nLEzpomams
- 1 208%

35%

Easy return 6%
42%
9%

22%

Returnable B

i I 0
packaging 15% 30%

. 3%

. %
Used items return fs%/o 5%

38%

1 1%
Return after 14 mein— 1%%/%

dayS I 050,

53%

1 = strongly disagree to 5 = strongly agree
Source: owrelaboration

48



19hinternational scientific conference Business LddistieshiiManagement
October 101, 20190sijek, Croatia

5.2. Sellerds perspective

The sellers were asked to assess whether the customers bought from online shops
that offered facilities for returning goods. The results of the research show that the
sellers think differently from their customehdost retailers agreed with the statement
that online customers buy from such sellers whose return procedure is simple (79%).
This factor was rated at 4.20 (Figure 4). Next came the possibility to return goods after
the statutory 14 days (3.88) and freauret(3.83). The latter was evaluated by the
customers in the same way in terms of value. The return of used items (3.55) was
indicated as quite important for customer ¢
customers, the retailers considered metpackaging to be the least important for
customers (3.35). 37% of the sellers denied that their customers bought from sellers
who offered returnable packaging (Figure 5).

Figure4.Sel | er s 6 per twlpebasedmppmwdch r et ur ns

Free return mammssmammassss 3,83

Easy return massssssssmmna 4,20

Returnable packagingmeesssssssssssmms 3,09
Used items return i 3 55
Return after 14 daysmaasssmmseess 3,88

1 = strongly disgree to 5 = strongly agree
Source: own elaboration

Figure.5.Sel | er s®é per tpepgentagetermef r et urns

N 4%
e 7% El m2m3 E4m5
Free return s 27%

0,

m 1%
Easy return s 21%
37%
e 420
9%
ackaging meeessssssssss———— 230
P ging I 16%

) 6%
Used items ms—— 11%

37%
return I 17%

30%

sl 4%
Return after 14 == 3%

days —— 25%
39%

1 = strongly disagree to 5 = strongly agree
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5.3. Perspective of goods suppliers

Similar to the sellers, the supgis of goods assessed whether customers bought
from online shops that offered facilities for returning goods. The perspective of the
suppliers is a little different from that of the online shoppers. This may be due to the
fact that the suppliers of goodseanot in direct relations with final customers.
However, the results of these surveys are very important for the suppliers, because
they allow them to get to know customers' expectations and verify them against their
own beliefs. All factors were rated it high, at least at 3.5. Free return (4.26) and
easy return (4.26) were rated very high by the suppliers of goods (Figure 6). 78% of
the goods suppliers agreed with the statement that customers bought from online
sellers who offered free return of prodsicand 80% said that a simple return
procedure was important for customers (Figure 7). Return of used goods (3.84) and
returnable packaging (3.64) were indicated as quite important for customers in the
opinion of the suppliers of goods. The possibilityréturn after more than 14 days
was the least important factor (3.56). This is a completely different perception than in
the case of the customers for whom it is the most important aspect of returns.

Figure6.Suppl i er sd p et wwlaegbasedapproaci r et ur ns
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5.4. Complementordés perspective

In the case of the complementors, the results of the research are completely
different than in the case of the customers of online sellers. Apart from returning used
items, all the other factors related to returns were rated below 4.00 (Figure 8).
According to the complementors, customers buy from such online retailers who offer
return of used products (4.00). 70% of the service providers agreed with the statement
that customers bought from online retailers who offered return of used products. Less
important are free returns (3.75), easy returns (3.13) and returns after 14 days.
According to the service providers, returnable packaging is the least important factor
(2.75) (Figure 9).

Figure 8.Comp | ement or s 6 pievalueleaped approachof r et ur ns

[ EEREGU[( I 3,75
Easy return 3,13
Returnable packagingmessssss s 2 75
Used items return s 4,00

Return after 14 dayssssssssssssssssssssss 3, 00

1 = strongly disagree to 5 = strongly agree
Source: own elaboration

Figure 9.Comp | ement or s & pieercermtgpetermsn of r et ur ns

m 3%
I 0%
Free return s
51%
I 27%
I 7%
19%
Easy return
s 13%

I 11%
Returnable massssssss—— 23%

ackaging meesssssssss——— 21%
P ging e 10% ’

34%

. I 7%
Used items mssssss 129%
I
return I 5399

I 17%

I 7%
Return after 14 e 19%
-]
days I 299
I 15%

ml m2m3 m4m5

1 = strongly disagree to 5 = strongly agree
Source: own elaboration

51



Returns inreommerce as a value for customers from different perspectives
Arkadiusz Kawa

5.5. Comparison of perceptions of returns by individal e-.commerce entities

The research has shown some differences in the perceptioitorfiraerce
returns by the different groups of actors. The most important thing for the customers
was the extended period of return of the purchased goods. It was pedifferetly
by the sellers, suppliers of goods and complementors. The further away the entity was
from the final customer, the lower the rating was. The suppliers considered this to be
the least relevant factor for the customers. There were also quitdicsigt
differences in the case of returnable packaging. This factor was rated highest by the
suppliers of goods and lowest by the complementors. Returnable packaging was
generally rated lowest. This may be due to the fact that there are not many solution
of this kind on the market yet, and none of the operators saw such a need for the e
commerce customers (Figure 10).

Free returns were rated very high (at least at 3.75). All entities (except for the
suppliers of goods) rated them in a similar way. Thmeesapplied to the simple return
procedure. Apart from the complementors, it was rated very highly by the remaining
respondents.

Relatively smaller differences were observed in the case of returning used items.
Interestingly, this service is not yet widelged in Poland. Web sites that provide such
services are developing slowly. However, it is very likely that in the future such
services will be commonly provided by sellers. If some of their customers now return
goods that they have already used, and ¢éimelors return all the costs in order to build
their good image in the market, why not make it a paid service? The same concerns
cars, bikes and scooters rented for minutes.

Figure 10.Comparisonof®€ o mmer ce enti ti esd perceptions
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6. RETURNS AND SATISFACTION, LOYALTY AND SPENDING OR
PERFORMANCE

E-commerce research often emphasises that delivering the right value to the
customer increases his/her satisfaction, which in turn translates into customer loyalty
and, furtherjnto repurchasing (Chiou & Pan, 2009; Chiu et al., 2009). However, the
impact of this loyalty on the performance of companies and on customer spending, in
particular in the context of returns, is rarely mentioned. Using one of the statistical
measures, &. correlation, the relationships between the variables connected with
returns and those related with customer satisfaction and loyalty, customer spending
and performance of firms were examined. In other words, it was a question of
checking whether greateattention to returns in-eommerce resulted in greater
customer satisfaction and loyalty, and, in turn, in influence on customer spending and
company performance. In addition, it was examined what direct impact returns have
on spending and performancedéie 12).

Figure 12.Model for testing relationship between returns and satisfaction, loyalty
and spending or performance

Loyality

Performance
/ spending

/

Satisfaction was measured by the customer's happiness with their purchases,
their feeling that the sellamnderstood their needs and that they would recommend
purchasing from the same seller to their family or friends. Loyalty, in turn, referred to
buying again from the same seller in the near future, even if the conditions changed,
i.e. the products, their tieery and payments offered by other vendors would be more
competitive (Cyr, 2008). In the case of performance, the respondents were asked to
compare their parameters with those of their direct competitors in the last financial
year, in terms of revenue,rgdit, ROl and market share. On the other hand,
expenditure related to average customer spendingcomenerce within a month. The
quality of the results was verified using validity and reliability measures (all
Cronbachds al pha catseveré highertham0.85). of t he const

Returns

S

Source: own elaboration

Satisfaction
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The Pearson correlation coefficient was used to study the relationship between
the variables. In addition to the strength of the relationship, it was very important to
determine whether the correlation was statistically siganificIn this way, it was
possible to confirm that the correlations were not accidental and allowed to generalise
the results of the conducted tests with a sufficiently high degree of probability. In
Figures 1316, the statistically significant correlatioase represented by red arrows
and the strength of the relationships is represented by the values.

6.1. Customerds perspective

In the group of the customers, there is a strong link between returns and shopping
satisfaction. The latter, in turn, affectgesding and, to quite a large extent, loyalty.
Confirmation of these correlations means that the more attention a customer pays to
returns, the more satisfaction they get from shopping and the more loyal they are, and
thus the more they spend on shoppiRmre 13). This means that alcemmerce
stakeholders should pay special attention to the issue of returns, because creating
value from them for the customer will bring them benefits.

Figure 13.Customer perspective: confirmed correlations

03087 Loyality

Returns 0,630** Spending

>* Satisfaction 4

Source: owrelaboration
*p<.05, *p < .01

6.2. Sellerbés perspective

In the case of the sellers, all correlations were confirmed. There is a medium
relationship between returns and shopping satisfaction, as well as between satisfaction
and loyalty. Interestinglyall the variables (returns, satisfaction and loyalty) have a
positive impact on performance. This means that, according to the sellers, customers
for whom returns are important are more satisfied and, as a result, more loyal. The
sellers who believe thatustomers attach more importance to returns may expect
better results than their competitors (Figure 14).
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Figure 14.Sel | er s®d perspective: confirmed corre
Loyalit
0,155%* yality 0,289**
-
0,460**
0,169**
Returns Performance

0,268\ Satisfaction 0,309**

Source: own elaboration
*p<.05, **p <.01

6.3. Perspective of suppliers of goods

With regard to the suppliers' perspective, all relationships between the variables
were confirmed. Unlike in the case of the customers and sellers, there was a strong
link between returns and loyalty. Also, all variables (returns, satisfaction and loyalty)
hada positive impact on performance. This meant that, according to the suppliers of
goods, customers who paid more attention to returns were more loyal. The suppliers
of goods who take returns seriously can expect better performance than their
competitors (Fjure 15).

Figure 15.Perspective of goods suppliers: confirmed correlations

Source: own elaboration
*p<.05, **p < .01
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