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The Plastic Age: Evaluation of Green Marketing 
Communication of Infiberry s.r.o. - Frusack  

 
 
Abstract 
 

This diploma thesis sets two objectives. The first aim is to evaluate the current 
marketing communication of Infiberry s.r.o., specifically of their pilot product Frusack,  
to identify its deficiencies and to subsequently propose a set of measures that will lead  
to more effective communication. The second partial aim of the thesis is to determine  
the level of consumers’ awareness of the problem with disposable plastic and whether  
it corresponds to their purchasing behaviour.  

The theoretical part of the diploma thesis is based on the literature review.  
It introduces an overview about the principles of green marketing, marketing 
communication, communication mix and an introduction to the problematics related  
to the practical part of the thesis. 

In the practical part of the thesis, an overall characteristic of the company  
is elaborated and its current situation evaluated. To achieve a complete analysis  
of marketing communication, a semi-structured interview with the CEO of Infiberry s.r.o. 
was conducted. For the analysis of consumers’ behaviour and the influence of Frusack’s 
marketing communication, method of quantitative data collection with the use  
of questionnaire was used. 

The outcome of the questionnaire of this diploma thesis could serve the company  
as a basis for future business negotiations with retail stores. The overall outcome  
of the thesis is a proposal for improving marketing communication and it will be submitted  
to the management of the company.  

 
Keywords: Green Marketing, Marketing Communication, Communication Mix,  
Green Consumer, Environment,  Disposable Plastics, Start - up, Reusable Bags 
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Doba plastová: Zhodnocení zelené marketingové 
komunikace Infiberry s.r.o. - Frusack  

 
 
Abstrakt 
 

Tato diplomová práce si stanovuje dva cíle. Prvním cílem je zhodnotit současnou 
marketingovou komunikaci společnosti Infiberry s.r.o., konkrétně jejího pilotního produktu 
Frusack, identifikovat její nedostatky a následně navrhnout opatření, která povedou  
k efektivnější komunikaci. Druhým, dílčím, cílem diplomové práce je zjistit úroveň 
informovanosti spotřebitelů o problému s jednorázovým plastem a to, zda tomu odpovídá 
jejich nákupnímu chování. 

Teoretická část diplomové práce vychází z literární rešerše. Představuje přehled  
o principech zeleného marketingu, marketingové komunikace, komunikačního mixu  
a úvod do problematiky související s praktickou částí práce. 

V praktické části práce je zpracována celková charakteristika společnosti  
a vyhodnocena její současná situace. Pro dosažení kompletní analýzy marketingové 
komunikace byl veden polostrukturovaný rozhovor s CEO společnosti Infiberry s.r.o..  
Pro analýzu chování spotřebitelů a vliv marketingové komunikace Frusacku byla použita 
metoda kvantitativního sběru dat s využitím dotazníku. 

Výsledek dotazníku této diplomové práce by mohl sloužit společnosti Infiberry 
s.r.o. jako podklad pro budoucí obchodní jednání s obchodními řetězci. Celkový výsledek 
práce je návrhem na zlepšení marketingové komunikace a bude předložen managementu 
společnosti. 
 
Klíčová slova: zelený marketing, marketingová komunikace, komunikační mix,  
zelený spotřebitel, životní prostředí, jednorázový plast, start - up,  znovupoužitelné sáčky 
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1 INTRODUCTION  

Environmental pollution of plastics is becoming a greater problem year on year. 
Despite the considerable initiatives of various organizations, it is still not possible to stop 
damaging the environment. Plastic litter pollutes not only the world's oceans but also  
our immediate surroundings. The excessive consumption of plastic resulting in a serious 
problem started to be discussed not only by small NGOs but also in politics all around  
the world. In 2018, Earth Day Network focused its annual event called “Earth Day”  
on topics related to plastic. Also the European Union, specifically the European 
parliament, at the end of October 2018 voted on a proposal by the European Commission 
to reduce the most widespread waste in the oceans, i.e. single-use plastic products  
such as bottles and lids, cotton buds, plastic cutlery etc.. This proposal has been accepted 
and some products should be forbidden or environmentally friendly alternative should  
be introduced. A significant reduction in the use of plastic bags and an ecological  
end of life cycle are the attributes that resonate with the principles of circular economics. 

Marketing is inherent to any business of any size. Nowadays, when the world  
is facing various environmental problems, marketing communication focused  
on the environment is implemented in more and more organization as the companies  
are becoming aware of such problematics. Green start-ups, using innovative environmental 
technologies, are experiencing significant growth. They provide at least some optimism  
to many unpleasant environmental predictions. But not only environmentally oriented 
companies and NGOs are implementing green marketing into their strategies. Large 
corporates are also aware of the strength and benefits of implementing corporate social 
responsibility initiatives focused on the environment in company’s core activities. 

I have chosen the topic of green marketing communication for several reasons,  
but mainly due to my personal interest in marketing and the environment in general.  
This focus on the problems associated with disposable plastic, specifically light plastic 
bags, was driven by its actuality as this topic is currently being highly discussed. 

The green marketing communication of Infiberry s.r.o with its pilot  
product – Frusack will be evaluated, and subsequently a proposal of improvements shall  
be recommended. 
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2 OBJECTIVES AND METHODOLOGY  

This chapter is divided into two subchapters. The main and partial objectives  
of the thesis are defined in the first chapter. The methodology of the thesis, including  
a detailed description of both the quantitative and qualitative methods, is described  
in the second one. 

2.1 Objectives 

This diploma thesis sets two objectives. The first objective of the thesis  
is to evaluate the current marketing communication of Infiberry s.r.o., specifically of their 
pilot product Frusack, to identify its deficiencies and to subsequently propose  
a set of measures that will lead to more effective communication. The proposal will  
be submitted to the management of the company. The second partial objective of this 
diploma thesis is to determine the level of consumers’ awareness of the problem  
of disposable plastic and whether it corresponds to their purchasing behaviour.  
The outcome of this objective could serve the company as a basis for future business 
negotiations with retail stores. 
 

Aim 1: Evaluate the company’s current marketing communication strategy, identify  
its deficiencies and formulate a proposal to improve them. 
 

Aim 2: Identify consumers’ awareness of the problem of disposable plastics, and consider 
how this impacts purchasing behaviour. 

2.2 Methodology 

Firstly, the theoretical part of the diploma thesis, based on the literature review,  
is elaborated. It introduces an overview of the principles of green marketing, the marketing 
mix, marketing communication, the communication mix and an introduction  
to the problems related to the practical part of the thesis.  

In the practical part of the diploma thesis both quantitative and qualitative methods 
were used. A questionnaire was used for the former; and the later used a semi-structured 
interview with the CEO of the company. Other methods used were the analysis of internal 
documents. Lastly, the thesis used the method of the author’s own evaluation  
of the acquired data. The methodology is described in detail in the following two pages. 
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QUANTITATIVE METHOD – Questionnaire  
 

For the analysis of consumers’ behaviour and the influence of Frusack’s marketing 
communication, the method of quantitative data collection with the use of a questionnaire 
was used. The questionnaire was converted into an online form and was available  
on the web page vyplnto.cz from 18.2.2019 to 3.3.2019.  The questionnaire was completed 
by 283 respondents. It was initially distributed through the author’s personal social 
networks to friends and family, who helped gain a further reach by sharing the link.  
The CEO of the company, Hana Fořťová, as well shared the link on her personal Facebook 
profile. The whole questionnaire can be found in Appendix F - J . It was distributed  
and filled in using the Czech language as it focuses on the Czech environment. 

 

• Research questions 
Prior to the questionnaire, two research questions were stated. These questions will 

be subsequently answered, according to the results of the questionnaire.  
 

I. Research question: How many respondents would purchase a reusable bag  
for fruit/vegetables/pastries if the plastic one bags incurred a charge? 
 

II. Research question: How important are Frusack’s influencers when addressing 
respondents aged 25 – 34 years old?   

• Structure of the questionnaire 

When designing the questionnaire, it was important to first define what information 
the author wanted the questionnaire to provide. In this thesis, the main aim was firstly  
to find out the general awareness about the problem of plastics and secondly to determine 
brand awareness and how consumers perceive the different channels of marketing 
communication used by Frusack. The questionnaire was supplemented by questions  
that Infiberry s.r.o. wished to know the answer to.  

The questionnaire was composed of 22 questions, which were gradually opening  
in response to previously ticked answers. The questionnaire consisted of closed,  
semi-closed, open and filtering questions (Appendix F - J). The results are presented 
mainly by pie charts, bar graphs and tables. 
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• Operationalization 

Operationalization of the questionnaire allowed the author to filter individual 
questions in order to construct the questionnaire and to divide the questions into several 
groups (Appendix D) 

 

• Pilot study 

A pilot study took place before the questionnaire was officially published  
and shared. Its task was to find out if all the questions were understandable  
to the respondents and whether the respondents understood to respond. The pilot study 
took place with a sample of ten people – friends and family members.  

 

QUALITATIVE METHOD – Interview  
 

To achieve a complete analysis of marketing communication, a semi-structured 
interview with the CEO of Infiberry s.r.o. Hana Fořtová was held on the 21st of January, 
2019. The interview took the form of a personal conversation, for which a framework  
of themes of questions were prepared in advance. During the interview these questions 
were adapted and supplemented according to the development of the conversation 
(Appendix E). 

. 
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3 THEORETICAL PART  

This part of the thesis is based on the literature review. It introduces an overview 
about the principles of green marketing, marketing mix, marketing communication, 
communication mix and an introduction to the problematics related to the practical part  
of the thesis. 

3.1 Marketing 

There are many definitions of marketing and every author defines it a little 
differently. Many people think that the concept of marketing only includes advertising  
and sales, which in fact represent only two marketing tools (Kotler, Keller, 2007). Foret 
(2012) defines marketing as "a set of tools and practices that help us increase  

the likelihood of succeeding in the market and achieving our goals".  
In marketing are integrated all activities that build strong relationships with 

customers, as well as activities influencing the company's overall strategy and market 
position. Marketing focuses on pre-sales activities and the identification of customer 
segment needs. These affects company’s product strategy, product and service 
development and pricing (Foret, 2012). 
 

Marketing in 21 century 
The marketing management concept has gone through different phases  

that corresponded to the historical events of each period. Today's marketing is primarily 
about meeting customer needs (Kotler, Armstrong, 2011). The holistic marketing 
orientation leaves the customer at the centre of attention, but at the same time is interested 
in the good of the company, its stakeholders, shareholders and the environment (Kotler, 
Keller, 2012).  

Nowadays, the environment, which is an integral part of any activity that  
an individual, a group of people or even businesses perform, is becoming more and more 
emphasized. The environment includes: animals, plants, natural resources, soil, air,  
and people, and the relationships between them (Veber, 2004). 

In the early stages of marketing thinking, companies have been working with  
the idea that natural resources are unlimited and that production, distribution  
and consumption have no impact on the environment. This has resulted in a consumer 
lifestyle which believes in the idea that by satisfying all customer’s wishes and needs,  
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that is buying certain products, the customer will achieve personal satisfaction  
and happiness. Nowadays, there is no doubt that natural resources are decreasing,  
the amount of waste is rising uncontrollably and greenhouse gases are contributing  
to climate change. Philip Kotler invites his colleagues for change: "With growing 
awareness of limited resources and high environmental costs, marketers have to review 
their theories and practices. (Kotler, 2011). 

3.2 Green Marketing 

Green ideas have evolved and have gone through different levels of importance  
in society during the history. There were periods where people were feeling indifferent 
about the environmental topics which were later followed by the waves of healthy lifestyle 
where in contrast the interest was increasing. Following trends, media's interest in this 
issue was changing. Green ideas are based on the philosophy of a certain group of people 
who belief that everything that man does, how he behave and what he consumes should  
do with respect to his environment. 

3.2.1 Definitions 

The concept of green marketing emerged since it was first described in the book 
“Ecological Marketing” published in 1976 by Hennion and Kinnear. “Green marketing 
 is concerned with all marketing activities that have served to help cause environmental 
problems and that may serve to provide a remedy for environmental problems” 
(Dangelico, 2017). 

In an article called “An Introduction to Green Marketing”, Michael Polonsky 
(1994) state the following definition of green marketing: “Green or Environmental 
Marketing consists of all activities designed to generate and facilitate any exchanges 
intended to satisfy human needs or wants, such that the satisfaction of these needs  
and wants occurs, with minimal detrimental impact on the natural environment”. 

Ecological marketing is a responsible and holistic process that anticipates  
and at the same time looks for ways to meet consumers' needs. It looks for ways to meet 
society's needs in a sustainable and effective way, with the emphasis on not having  
a negative impact on the environment (Dahlstrom, 2011). As society is becoming more 
concerned with the environment, it forces companies to change their business strategy  
and adapt to this new trend by creating new strategies and concepts (Gupta, 2007).  
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In the literature there is also a division into a narrower and wider concept. Zhang  
in his article “A Noticeable New Trend of International Business”, states that in a narrower 
sense, green marketing is based on classical marketing, with a focus on green products.  
In a broader sense then, it is a whole set of ideas, methods and processes leading  
to the realization of the goals of the enterprises (Zhang, 1999). 

The characteristics of green marketing are also examined by John Grant (2007).  
In his book, he introduces five key points (“Five I’s) that enable the development  
of an efficient green marketing. 

Intuitive: Persuade consumers to start perceiving the green products as something normal 
that can become a part of their everyday life. Many people feel that shopping, working, 
traveling and living in general in an environmentally friendly way is something very 
complex and demanding. They do not want to give up on their comfort and make 
concessions of their standards. The challenge for companies is to create alternatives  
to existing products, which would be easily accepted by the consumer. The task  
for marketers is to make people feel that it is normal to live in an environmentally friendly 
way and commonly use these products. 
 
Integrative:  Combine trade, technology, ecology and social impacts in order to improve 
the quality of life with the means of sustainable development. In other words, it consist  
of the combination  of economic development with social and environmental development.  
 
Innovative: Creating new products and new lifestyle. With these innovations the term  
g-commerce (analogous to the word e-commerce) was introduced. Actually, some steps 
towards business ecology are done with the use of the Internet - for example, the ability  
to collaborate on product design, build ecological communities, eco-friendly websites, etc. 
With the use of the Internet, there is less need for bureaucratic paperwork which  
is environmentally and economically demanding.  
 
Inviting: To involve as many people as possible. It is a difficult task both for marketers  
and producers. They need to convince consumers in what is green better – healthier, lasting 
longer, more economic and environmental friendly. Another challenge is to create  
a new attractive concept of “green lifestyle” people could identify with and perceive  
it as something fun. 
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Informed: Green marketing is mainly about educating and making people to participate. 
The greatest problem is the lack of knowledge. If people do not have enough information, 
they tend to have some fears and doubts towards the unknown situation or product. Green 
marketing does not try to deceive customers with branded product without any knowledge 
of the product itself. On the contrary, it wants to involve them, educate them and give them 
all the necessary information in order to be able to assess any product objectively. It should 
promote clarity, sincerity and truthfulness. 

3.2.2 Objectives  

Green marketing has direct and indirect objectives. The direct goals focus  
on significant, active change. These include, for example, limiting the resources used  
per product, increasing the use of secondary raw material, the use of renewable energy, 
reducing energy consumption etc. The indirect goals include increasing awareness  
of ecological and environmentally – friendly products and improving the environmental 
services for customers (Kramer, Strebel, Jílková, 2005).  

3.2.3 History 

In the early 1950s, the economic situation of many countries was very good.  
The company's production capacities have steadily increased, resulting in a significant 
increase in the living standards of the population. On the other hand, the growth  
of the population and their increasing demand led to a heavy environmental burden. Along 
with this, the first problems appeared, such as ozone holes, greenhouse effect, acid rain  
and increasing soil, air and water pollution (Zhang, 1999). 

The increasing severity of the environmental problems was introduced on the first 
United Nations Summit which took place in Stockholm in 1972. The UN Conference  
on the Human Environment, also called Stockholm conference, put this issue  
on the international political agenda (Handl, 2012).  

The roots of green marketing, as we know it today, date back to 1975, when  
the American Marketing Association (AMA) organized the first conference about 
ecological marketing. Its goal was to bring together academics and the general public  
and examine the impact of marketing activities on the environment. At this congress,  
the first definition of green marketing appeared - it was described as dealing with  
the positive and negative aspects of marketing activities on pollution, the use of energy  
and other natural resources (Polonsky, 1994).  
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Although the environmental issues have been influencing marketing practices  
for a long time, especially in Europe, their importance has increased mainly over the last 
decade. With widely published activities associated with “The Day of Earth” in April 1990 
in USA, the green marketing movement was born. There has been an explosion  
of environmentally friendly products and marketing programs which were trying to earn 
more money on the higher sensitivity of consumers towards environmental issues (Kotler, 
Keller, 2007).  

3.2.4 Evolution 

When a company is considering implementing environmental activities into  
its strategy, marketing also needs to be adapted. Since the 70’s, green marketing became  
a social issue and has been through several development phases. Peattie identified three 
ages of development: Ecological, Environmental and Sustainable (Dangelico, 2017). 
 

First Age: Ecological green marketing 
Ecological marketing is the first phase of the development of green current  

in marketing. Its beginning was identified by Peattie from the definition of green marketing 
by Hennion and Kinnear (Dangelico, 2017).  

The first book that put the environment in the context of marketing has been 
released in 1974. In his book Marketing and the Ecological Crisis, George Fisk focuses  
on the relationship between marketing and responsible consumption in the context  
of serious environmental problems that have an increasing impact on corporate 
governance. His work promoted the interest of professionals and began to explore  
the positive and negative aspects of marketing activities related to the reduction of air 
pollution and consumption of natural resources (Katrandjiev, 2016). 
 

Second Age: Environmental green marketing 
In 1995, Peattie described environmental marketing as a holistic, responsible 

management process that identifies, anticipates and fulfils the needs of customers  
and society in a profitable and sustainable way (Peattie, 2001). 

 This age is characterized by a move towards clean technology. In the 80s and 90s 
the number of consumers and companies whose decisions are guided by ethical  
and environmental criteria is rising. Companies that are aware of this trend and can offer 
their customers more ethical or greener alternative have the opportunity to differentiate 
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themselves. There is a belief that the socio-environmental performance of firms can 
become a competitive advantage (Dangelico, 2017). 

Fuller believed that satisfying customer needs and company goals are not the only 
needs which need to be contented. He introduced the third condition to satisfy: Ecosystem 
sustainability. He was convinced that sustainability should have its place among the key 
commitments of companies, such as achieving corporate goals and customer satisfaction. 
(Fuller, 1999). 

 

Third Age: Sustainable green marketing 
The goal of each state is to develop its economy and to provide its inhabitants with 

good conditions for life. Those conditions are related to the good health of the population 
(clean water, clean air, food sufficiency, etc.), therefore it is necessary for states  
to  implement sustainable development, taking into account the burden on the world's 
environment. 

Marketing experts, according to Peattie, should compensate all environmental costs 
of production and consumption in order to create a sustainable economy. There  
is a  number of elements which have to be changed. This includes moving from product  
to services, from purchasing to consuming, from linear supply chains to supply loops, from 
international distribution networks back to local suppliers  and to emphasise cost instead  
of price (Peattie, 2001). 

3.2.5 Types of Green Consumers 

Every company operating in the market must have a well-thought out strategy 
before starting its business. Market segmentation plays an important role that contributes  
to the right targeting of customers who will be willing to buy company’s product  
or service. The market consist of different buyers who have different needs, different 
resources, live in different places, and thus have different buying behaviour (Kotler, Keller 
2007). 

Groups of customers who share similar needs and wishes form so-called market 
segments. There are many market segments, therefore the main challenge for the marketer 
is to correctly identify the most profitable segment for his business and try to adapt  
its products to this segment (Kotler, Keller 2007). 

According to J. Ottman, there exist five shades of green consumers. Consumers 
differ in attitude to the environment, willingness to pay for the green product and attitude 
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to production impact issues. The consumers are divided into the following five groups: 
LOHAS, Naturalites, Drifters, Conventionals and Unconcerneds (Ottman, 2017). 

• LOHAS 

LOHAS is an abbreviation for Lifestyles of Health and Sustainability. It represents 
the segment of the most environmentally conscious consumers. The largest part of this 
segment are married middle-aged women, who are considered to be the richest group  
of all five groups of green consumers. They are willing to pay for greener products. They 
are more loyal and often promote companies that reflect their personal attitudes and values 
to their friends and family. 

LOHAS consumers have a strong tendency to verify information to make sure that 
the product they buy is truly environmentally friendly and meets their standards  
and values. They carefully examine the information on product labels and consume  
the largest amount of organic food. They gain the information from the Internet or directly 
from the company, as they do not trust the paid media (Ottman, 2017).  

• Naturalites 

Naturalists want to achieve a healthy lifestyle. They believe in the philosophy  
of body, mind and spirit. This segment tries to avoid products that contain harmful 
chemicals which might appear, for example, in some cosmetics or food. They quickly 
choose a safer alternative for themselves and their children. They consider important that 
organic food are available in stores. 

Naturalists are seen as green consumers, even though they are not as decisive  
as LOHAS. They are trying to be more active in protecting the environment and their 
health. Among naturalists, there are mostly people with college education and low incomes 
(Ottman, 2017). 

• Drifters 

The second largest group of green consumers are drifters. These are the consumers 
who see buying a green product rather as a new trend or fashion. They feel eager about 
recycling, they buy hybrid cars or use a cloth shopping bag not because of saving money 
but for how their attitude towards environment will look like, because being ecological  
is “in”. They are willing to boycott companies that have a bad environmental reputation, 
but only on the basis of media information, not by themselves verifying the truth.  
This segment includes financially secure families with a large number of children. This  
is why they are a very attractive segment for green traders (Ottman, 2017). 
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• Conventionals 

The segment of conventionals knows about the environmental issues, but is not 
motivated to buy organic products for better health or environmental protection compared 
to LOHAS. Conventionals are represented by fathers from families who are trying to save 
money by purchasing energy-efficient products, such as energy-star labelled refrigerators, 
which will provide them with a lower electricity bill or who encourage their children  
to rather put a sweater on than turning up heating. This segment recycles or reuses things 
to save on waste and new purchases (Ottman, 2017). 

• Unconcerneds 
Unconcerneds is a group with the least responsibility towards the environment. 

Only a quarter would be willing to boycott a company that does not meet their 
environmental beliefs. Even though 61% of this segment says they are not indifferent  
and try to protect nature, only less than a quarter of them (24%) recycle. This group  
is represented by young men with slightly below average wages and lower levels  
of education (Ottman, 2017). 

According to J. Ottman, the segmentation of green marketing can be even more 
detailed. In line with personal interests of green consumers she distinguishes another four 
subsegments which are: Resource Conservatives, Health Fanatics, Animal Lovers  
and Outdoor Enthusiastic (Ottman, 2010). 

• Resource Conservatives – a group of people who most hate waste. They often wear 
classic style clothes and when going out they do not forget their cloth shopping bags 
and reusable water bottles. They use recyclable material and try to avoid unnecessary 
waste of resources. For example, they read news on the Internet to save trees or they 
buy energy-star labelled bulbs and switch the light on only when necessary, trying  
to reduce waste of energy and save money on electricity. 

 

• Health Fanatics – this subsegment is characterized by a great interest in their health. 
People are worried about the toxic substances as well as pesticides or overexposure  
on sun, therefore they are willing to pay more money for organic food, natural 
cosmetics and harmless products. The example here might be toys for children that  
do not contain toxic substances, non-toxic cleaning product or natural products for their 
pets. 
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• Animal Lovers – as the name implies, they are mainly lovers of animals. A large part 
of this group consists of vegetarians and vegans who want to avoid unnecessary killing 
of animals for human benefit. They refuse to buy products whose production process  
is associated with the use of an animal; they are  looking for product labelled  
as “cruelty free”. This group is also worried about the marine life, accordingly they 
refuse plastic bags. They are likely to participate in volunteer events. 

 

• Outdoor Enthusiastic – this group of people likes to spend their vacation in nature, 
where they can enjoy various activities such as camping, hiking or skiing.  
This segment is trying to minimize its impact on nature while doing its favourite 
activities. For example, they bring reusable bottles to eliminate the waste production  
on the trek or use environmentally friendly soap to wash dishes. When buying  
an equipment for their outdoor activities, they prefer to buy those which is made from 
recycled materials. 

3.2.6 Problems of Green Marketing 

Green washing 
Green marketing can easily be misused to deceive consumers. With growing 

awareness and interest in green activities, some companies started to build a green image 
from which they could benefit. They have begun to offer green products and services  
but in fact, these products have not been environmentally friendly (Halada, 2015). 

The term greenwashing was derived from "white washing", which indicates  
an attempt to make a better impression than in reality, and "brain washing”, describing  
a situation where a certain thoughts and beliefs are repeatedly said to a person, preventing 
his own critical thinking (Ross, Deck, 2011).  

Greenwashing is a set of deceptive practices whose aim is to convince  
the consumer that company’s activities, products or services offered are environmentally 
friendly (Delmas, 2011). According to Grant (2007), greenwashing is trying to make 
something ordinary look greener. 
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The problem of greenwashing is also examined by the agency Terrachoice. They 
wrote a report called “The 7 Sins of Greenwashing” which includes 7 basic mistakes  
of greenwashing companies made (Greenwashing report, 2010). 

 

1. Sins of the hidden trade-off – companies claim that their product  
is environmentally friendly on the basis of one or very few criteria, regardless other 
important environmental problems.  

2. Sins of no proof – a claim without substantiated evidence. For example, company 
claims that their product consist of a certain percentage of recycled material  
but we can find no information about it. 

3. Sin of vagueness – a statement that it is not possible to determine whether  
it is a green product or not. A typical example is the statement: “All-natural” that 
producers put on their products. Not always natural origin means green  
and ecological as in the nature we may find as well poisonous substances 
dangerous for human organism. 

4. Sin of irrelevance – a claim that may be true, but in most cases it has no meaning, 
and it only tries to confuse the buyer. The example here could be “CFC-free”.  
This is a meaningless claim because the use of CFCs has been already banned. 

5. Sin of lesser of two evils – in most cases, this is a true statement that applies only 
to the product category. It tries to distract the consumer from other negative effects 
of the product. An example might be natural cigarettes, which, although they  
are made from natural tobacco, still cause addiction and harm to the organism. 

6. Sin of fibbing – the least frequent type of greenwashing are false claims.  
It includes different certifications or registrations of products that , in fact, are not 
true. 

7. Sin of worshiping  false labels – the last sin committed by companies is the use  
of fake labels on their products. Through words or images, companies give  
an impression of being environmentally friendly but that is not true. 
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3.3 Corporate Social Responsibility  

As a result of increased awareness about environmental issues, it has become 
important for companies to decide on how to approach to this topic, in other words, firms 
started to focus on how a firm is viewed in approaching environmental issues. To succeed 
in this field, corporate social responsibility (CSR) with environmental behaviour  
had to be implemented in a company’s core activities. 

Already in the interwar period there have been companies that have tried  
to contribute to the long-term development not only of themselves but also of their 
surroundings. This idea concerned in particular the areas of staff qualification, health care 
or sports and cultural activities. Businesses thus contributed to the development  
of municipalities, cities and regions and, in fact, the whole society (Petříková, 2008).  
CSR is a concept of corporate philosophy that takes into account the general benefits  
of a company or seeks to eliminate negative externalities in its own production (Halada, 
2015). The main areas of the CSR are included in “triple-bottom-line” which correspond  
to characteristics of the 3P – People, Planet, Profit. Their aim is to measure the economic, 
social and environmental performance of the corporation (The Economist, 2009). 

With the introduction of CSR come many non-financial benefits that  
are an important part of the long-term business operation. Nowadays, people  
are increasingly asking for information about corporate behaviour, so they can decide 
which company to invest in, where to work or where to buy (Kotler, Keller 2007). 
 

Cause Related Marketing  
Cause related marketing (CRM) is the tool of CSR. Companies create a customer 

relationship management system where all information about the customer and the places 
where they meet with them are collected (Kotler, Keller, 2007). CRM could be defined  
as a management approach with a focus on creating, developing and maintaining 
relationships with carefully selected customers. It is perceived as a strategic set of activities 
that closely corresponds to the business strategy. CRM is a key condition for creating value 
for both the customer and the enterprise (Jurášková, Horňák, 2012). 

Many managers often believe that marketing is primarily focused on attracting new 
customers. However, the core of all activities should be to build a quality relationship with 
existing customers.  
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For these purposes, the customer relationship management was introduced as a long-term 
relationships with customers is very beneficial for companies. Especially, for the reason 
that the costs of acquiring a new customer are generally much higher than maintaining  
an existing customer (Karlíček, 2013). 

3.4 Marketing Mix 

A marketing mix is a set of marketing tools that a firm uses to adjust its supply  
by target markets, and also includes everything a firm can do to influence demand  
for its product (Kotler, Keller, 2007). The marketing mix includes 4P – product, price, 
place and promotion (Foret, 2005). When creating a marketing mix, it is necessary to take 
into account the relationships between the different tools and their correct combination 
with respect to the target customers. It is made primarily for the customer and therefore  
it must be taken into account exactly for whom and how to be set up to be sold (Foret, 
2012). The goal of the marketing mix should be customer satisfaction (Urbánek, 2010).  

There are several different approaches to the marketing mix, but the most basic 
model is the 4P model, which is the classic form of the marketing mix (Foret, 2012).  
In the article written by Kotler for AMA’s Marketing Journal is stated that marketing 
practices within 4P should be modified to be more environmentally oriented (Kotler, 
2011). 
 

Product 
The product is the most important tool of the marketing mix, as it is the basis  

for the market offer (Srpová, Řehoř, 2010). The product can be anything that satisfies 
customer’s needs. It does not have to be only material things, but also services or content 
provided on the company’s website. The product is selected by the customer according  
to his needs. The need is spontaneous or based on an external stimulus, which is caused  
by the advertising or other communication activities (Foret, 2012). 

The quality of the product is the value the product brings to the customer  
and the degree of satisfaction of his needs. It is recognizable through price, packaging, 
marketing communications and distribution channels (Jakubíková, 2008). 

Companies should consider several aspects of the product development,  
for instance, the materials used, their sources and the amount of harmful gases produced 
during their production (carbon footprints). Packaging should be degradable or recyclable. 
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Service companies can demonstrate their interest in the environment by saving energy, 
stock or financially contributing to environmental protection (Kotler, 2011). 

 

Price 
The price is the amount of money the customer has to pay to obtain a product  

or service (Kotler, Armstrong, 2011). It expresses the monetary value of products, which  
is derived from the ability to satisfy the wishes and needs of customers. It may differ from 
actual value as it depends on the interaction of supply and demand for the specific product, 
it’s  profitability and on the willingness of the customer to pay for the product.  
The company’s goals in determining the price are primarily profit, market share, sales 
growth, return on investment, high quality product etc. (Světlík, 2005). Price is the only 
tool of a marketing mix that is a source of revenue for the company (Foret, 2012). 

It is usually determined by several steps the company must carry out. These steps 
include, for example, defining the objectives of the pricing policy, setting the lower  
and upper price limits, knowing the prices of competitors, choosing a specific pricing 
method and deciding on the price level. Pricing and price levels are influenced by factors 
such as corporate goals, price policy goals, costs, demand, competition, other marketing 
mix tools, product lifecycle, and regulatory arrangements (Srpová, Řehoř, 2010). 

Urbánek (2010) distinguishes between internal and external factors influencing  
the price. Internal factors include business objectives, pricing strategy, marketing mix, 
product differentiation and innovation, and cost. External factors include demand, 
competition, distribution network, political situation, economic conditions and measures  
of central or managing authorities. 

Within a marketing mix considering an environmental issues, price is a critical  
and important factor. Companies should price their product according to their level  
of environmental friendliness. Those environmentally involved customers should  
be willing to pay higher price. Marketers should take into consideration potential costs  
of legal regulation, requiring, for example, compensation of externality costs they caused 
(Kotler, 2011). 
 

Place 
Distribution includes activities that make the product available to the customer. 

These activities depends on when and how products or services reach its end customers. 
Distribution includes the individual steps of delivering a particular product from  
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the manufacturer to the consumer. Company has to decide which distribution route  
is the best for the particular situation (Urbánek, 2010). The goal is to deliver the product  
to the customer in the right place, at the right time, in quantity and quality the customer has 
ordered (Jakubíková, 2008). 

Foret (2011) divides distribution into direct and indirect, which are determined  
by the number of interfaces. Direct distribution is free of intermediate interfaces,  
the product goes directly from the manufacturer to the customer. Examples of direct 
distribution are personal selling, own network of shops or selling via Internet. Indirect 
distribution goes from the manufacturer via one or more intermediaries and then  
to the customer. 

In the case of organic products, it is very difficult to create an unified distribution 
strategy because of consumer’s preferences and product popularity (Soundarapandian, 
2007). It could be beneficial for companies to focus on local production and distribution. 
Locally based production would require more decentralized production. Kotler also 
propose that companies could improve their online selling and make the purchase of their 
products easier for their customers (Kotler, 2011). 
 

Promotion 
Through promotion, companies provide information to customers, business partners 

and key public about their products, their prices and places of sale (Foret, 2012). 
According to Foret (2012), promotion, marketing communication and communication mix 
are synonymous. 

Promotion includes all the activities where consumers are informed about  
the products and are invited to purchase them. If consumers do not know about  
the company, it is as it does not even exist, and for products, this rule applies even more. 
Within the communication mix, we distinguish five basic tools: advertising, sales 
promotion, public relations, personal sales and direct marketing (Urbánek, 2010). 

Companies should be aware that print promotion requires more resources compared 
to online activities and therefore should gradually shift from print to the Internet. 
Marketers should communicate better company’s engagement towards sustainability  
in their advertisement as well as adding more specific information into labelling of their 
products (Kotler, 2011). 
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3.5 Marketing Communication 

“Communication has an essential function in marketing. The common mistake  
is that many people perceive marketing communication as advertising which on the one 
hand is not completely wrong but it is necessary to highlight that there are many types  
of communication and advertising is just one of them” (Stejskalová, 2015).  

Marketing communication is considered to be all form of communications that  
the company uses to inform, persuade or influence customers and other public groups.  
It is a certain form of message that is intended to address the target group in some way.  
It should communicate information in a clear form, in order to be understandable  
for the target group (Boučková, 2003). It is not enough to make the product, an important 
role plays how to present it to customers correctly and efficiently (Foret, 1997). 

For consumers, marketing communication has a great benefit because it performs 
several functions. Consumers are told how and for what reason the product is used,  
for whom the product fits, and when and where should they use it. Thanks to marketing 
communication, the customer gets all information about the product. It also makes  
it possible for the company to combine product with specific feelings, people, places, 
events or perceptions of other brands, and thereby contribute to place the product into 
customer’s mindset. If marketing communication is done correctly, it may lead  
to an increase in product value (Kotler, Keller 2013). According to Přikrylová  
and Jahodová (2010), marketing communication represents a complex communication 
program of the company, so called communication mix, which consists of individual 
communication tools or their combination. When a company focuses its marketing 
communication on environmental topics, trust and credibility are fundamental elements 
(Ham, 2011). Detailed aims of green marketing communication will be introduced  
in chapter 3.5.2 Aims of marketing communication. 

3.5.1 Communication Process 

Communication is divided into personal and impersonal one. Personal 
communication is characterized by the physical presence of the subjects of communication 
and the possibility of immediate feedback evaluation. This include especially 
communication face-to-face, via phone, e-mail, online chat or word-of-mouth.  
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Impersonal communication, also called mass communication, is done through media that 
can be broadcast, print or in electronic form (Hesková, 2009). 

The communication process is a set of components that link to each other. It consist 
of the sender (source) of communication → encoding → message → channel→ receiver 
→ decoding message → feedback. During the communication, there is a high risk  
for misinterpreting or misunderstanding. These interruptions are called communication 
noise (Vysekalová, 2007).  

The sender is the person or organization that wants to share a set of information  
or ideas with another person or group, for what the communication process begins (Ardura, 
2007). It is the sender who is the initiator of communication relationship. The message  
is a summary of the information that the sender is trying to transmit to the recipient 
(Přikrylová, Jahodová, 2010).  Communication begins when the company is engaged  
in the process of coding, by which it transforms the content that wishes to transmit into  
a set of words, images, sounds and other symbols. In this way, it expresses the information, 
ideas or feelings in a symbolic way that is understandable to the target audience (Ardura, 
2007). Decoding is a process of understanding the encoded message by the recipient. 
Feedback is a message sent by the recipient back to the sender. It is a form of reaction  
to received information (Přikrylová, Jahodová, 2010). The process of decoding is strongly 
influenced by the experiences, perceptions, attitudes and values of the receiver, which  
is known as the frame of reference. For a communication to be really effective, meaning 
that the receiver interprets what the sender initially intended, it is required that both share  
a common frame of reference (Ardura, 2007). 

In the preparation of the message, the communicator must know what to say  
and how to say it to catch the attention. The message should follow the AIDA model.  
It is a simple model of consumer reaction to the marketing communication (Kotler, 2007): 

A – Attention: to get consumer’s attention  
I  –  Interest: to arouse the interest in the product 
D – Desire: to create a desire to own the product 
A – Action: to purchase the product. 
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3.5.2 Aims of Marketing Communication 

Goal setting is always one of the most important managerial decisions. It must  
be based on strategic marketing goals and clearly leads to strengthening the company’s 
reputation (Přikrylová, Jahodová, 2010). Marketing goals deals with markets and products 
and are related to the marketing mix. The aims of marketing should be determined based 
on understanding customer’s needs – specifically and clearly. At the same time, they 
should be appropriate, real, measurable, acceptable and hierarchically ordered 
(Zamazalová, 2010). 
Fiedler (2005) introduce the following marketing communication goals:   

• Create brand awareness – fundamental information about the company  
and its product or service 

• Increase the demand – achieved through successful marketing communication, 
publicity 

• Differentiation – offering exclusive product or service compared to competing 
company 

• Emphasise the value and usefulness of the product – pointing up the benefits 
when owning the product  

• Stabilise the turnover – eliminate the influence of the season on the sales turnover.  
 

Aims of Green Marketing Communication 
Lately, companies started to implement the communication of responsible topics 

and sustainability into their CSR activities to improve brands image. Therefore, it was 
necessary to come up with the new communication goals that apply to the whole area  
of modern green marketing. The goal now is not only about the quantity of products sold, 
and short-term profit is not the only measure of success. There are three main objectives 
that a responsible company should try to achieve. The first is to raise the awareness  
of the problem, then comes the change of attitudes by presenting an achievable solution 
that should lead to the ultimate long-term change in behaviour (UNEP, 2005). 
Raise awareness 

First of all, it is important to raise the awareness of the selected environmental 
problem in society, especially if it is not a well-known problem. For this purpose,  
it is necessary to provide information to consumers, to expand their knowledge or create 
new knowledge (UNEP, 2005). 
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Change attitudes 
Even when people are well informed about the problem, they may not change their 

attitude immediately. Attitude change has an important role in the preparation of new 
policy initiatives. At this stage, it is advisable to encourage people to believe that change  
is possible and achievable (UNEP, 2005). 
Change behaviour 

The most complex is the last stage of the change in behaviour that many 
organizations strive for. They are trying to convince consumers to change their behaviour 
in day-to-day activities, to achieve long-term sustainable development goals (UNEP, 
2005). According to Vysekalová (2011), the important role in changing customer 
behaviour plays motivation. The sources of motivation are customer’s needs, emotions, 
habits, values and interests. 

The marketer must find an appropriate style that will make the message reach  
the target and evoke its reaction. It has been proven that green marketing communication  
is more effective if includes concrete example of the problem rather than general 
information (Ham, 2011).  Picture of a seabird with a stomach full of plastic will reach 
people’s emotion and will have a bigger impact on their change of behaviour rather than 
statistic showing how many plastic will be in the oceans by 2050. 

3.5.3 Communication Strategies 

Based on what communication tools are used and what target audience  
the company focuses on, we distinguish two basic communication strategies – the push  
and pull strategy. 
 

The push strategy – involves pushing the product through distribution channels to the final 
customer. The company focuses its marketing activities primarily on sales promotion  
and personal selling (Foret, 2011).  
 

The pull strategy – the manufacturer directs through the advertisement and sales promotion 
to target customers in order to sell the product. If this strategy is effective, customers start 
asking the retailers for the product and then they demand it from the manufacturer (Kotler, 
Keller 2013). 
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3.5.4 Integrated Marketing Communication  

“One of the great challenges for the marketer in green marketing is to find  

a suitable promotional mix that will make the desired message reach the targeted 

consumers and induce the desired reaction. In this sense, it is necessary to apply  

the integrated marketing communications concept” (Ham, 2011).  

Integrated marketing communications (IMC) can be understood as a combination  
or merger of various marketing tools into one unit. According to Foret (2011), by mutually 
interconnecting each of the marketing communication tools, we should achieve maximal, 
mutually multiplying and enhancing synergic effects. IMC could be defined  
as a comprehensive process involving the analysis, planning, implementation and control 
of all personal and impersonal communication, media, communication, and sales 
promotion tools that target the selected audience of customers" (Picton, Broderick, 2005). 
With another definition comes Kotler (2007), who describe IMC as a concept in which  
the company carefully integrates and coordinates the volume of its communication 
channels to bring the organization and its products a clear, consistent and convincing 
message. The benefits of integrated marketing communication are according  
to Vysekalová (2010) the following: 
- addressing each target group in different way, 
- cost-effectiveness and efficiency achieved by a suitable combination of communication 

tools, 
- creating a clear positioning of the brand, i.e. the formulation of a single image  

in the minds of customers, 
- interactivity, dialogue and listening to the opinions of the recipient of the message. 

 

The key trends of integrated communication are the loss of confidence in mass 
communication, the rise in media prices, the need to increase efficiency and impact,  
the small differentiation of brands, the communication knowledge of the audience,  
the technological development, etc. (Pelsmacker, 2003).  

With technological development are related new, digital media which provide 
businesses and organizations with the opportunity to communicate more transparently  
and make more active contact with consumers. It is as well helping to build a brand-new 
relationship with the customer. The greatest benefits of new media include sharing large 
amounts of data, transparency and interactivity. Castro González (2017) claims that 
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nowadays, online and offline marketing cannot be separated. She says that digital 
marketing is not about any new marketing, but the same marketing implemented through 
new tools. Castro highlights that the key is to integrate these new possibilities of digital 
marketing with the formats and media that have been demonstrating their efficiency  
for years. This statement is described as well by Coto Alonso (2008) who claims that  
the combined use of online and offline tools in the same marketing campaign enhances  
the memory of brand values by up to 18%, which confirms the Internet as a very profitable 
and inexcusable mean, but in no case exclusive to all marketing, communication  
and advertising campaign. 

On the Internet, it is possible to compare offers, prices, rate products or buy. 
Communication via the Internet is two-sided, as companies have information about their 
customer  and customers have information about the company (Janouch, 2014). Among  
the positive aspects of online communications are relatively low costs, accurate targeting, 
personalization, interactivity, the use of multimedia content, and easy measurability.  
The main and most used tools are web sites and social media (Karlíček, Král, 2011). 

3.6 Communication Mix 

The communication mix forms a part of marketing mix, specifically the promotion 
which was described in chapter 3.4. Marketing Mix, therefore it is sometimes called 
promotional mix. It consists of tools, by which the company tries to persuade potential 
customers to buy their product or service. According to Kotler (2007), the communication 
mix is a specific mix of 5 tools - advertising, personal selling, sales promotion, public 
relations, and direct marketing that the company uses to achieve its advertising  
and marketing goals. The communication mix can be divided into a personal  
and impersonal form. The personal form includes only personal selling and non-personal 
forms include advertising, sales promotion, direct marketing and public relations 
(Přikrylová, Jahodová, 2010).  

Each author divides the mix differently. Přikrylová and Jahodová (2010) are adding 
to Kotler’s 5 tools as well sponsoring, fairs and exhibitions. Karlíček and Král (2011)  
is adding event marketing, sponsoring and online marketing. Kotler and Keller (2013) 
subsequently also expanded the basic marketing mix of five tools with three other 
elements: event and experiences, interactive marketing and word-of-mouth (WOM). 
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There are many advantages and disadvantages in each of these tools. The company 
must decide on how to combine the tools appropriately so that the resulting communication 
mix is as effective as possible for a particular company and situation. Within the concept  
of green marketing, environmentally oriented communication mix consists of the same 
tools as classical communication mix but besides presenting the products to the market,  
it also presents the importance of certain environmental problems and builds a green image 
of the company (Ham, 2011).  
The communication tools related to the practical part of the thesis are described as follows: 
Advertising 

Advertising is one of the best-known and most visible tool of the communication 
mix. It is a paid form of impersonal mass communication that is carried out through 
various media (Boučková, 2003). The goal is to inform customers and convince them  
of the usefulness of their products, services and ideas (Přikrylová, Jahodová 2010).  
It is used to communicate a certain information to a large number of people, but this 
impersonal form of communication is considered less convincing. Also, this tool is referred 
to as a one-way form of communication that often does not have the needed response. 
(Zamazalová, 2010). 

Advertising can be one of the tools that will build on the long-term image  
and positive perception of companies. If the products are perceived positively,  
the company will also be positively perceived. When creating advertising, it is necessary  
to take into account the rational and psychological factors of the target segment (Kotler, 
Keller, 2007). The advertisement can be divided into three categories according  
to the primary goal of the message (Přikrylová, Jahodová, 2010): 

 

• Informative advertising - used when new products are introduced, where primary 
interest and demand are needed. 

• Convincing advertising - used when competition grows and the company needs  
to increase demand. It is often used in the growth phase and in the early stage  
of maturity life cycle of the product. 

• Reminding advertising – builds on previous advertising activities. It is used  
in the stage of maturity and decline in product life cycle and serves to remind 
customers of an existing offer. 
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Types of media are divided into electronic, printed and outdoor and indoor ones. 
Electronic media include television, radio, internet and cinema. Printed media  
are represented by newspapers and magazines. Indoor and outdoor advertising includes 
billboards, posters, flyers etc. (Přikrylová, Jahodová, 2010). In green marketing 
communication, electronic media are preferred form of communication because  
of the limited resources which are required for printed media. 

Lately, storytelling has become the basis of many successful advertising campaigns. 
Its success is in building a relationship with customer and communicating complex 
information in a simple way, using concrete examples and real situations.  
It is the interactive art of using words and actions to reveal the elements and images  
of a story while aiming at human emotions and encouraging their imagination (Toro, 
2018). Therefore, storytelling is a convenient tool when creating an advertisement  
for environmentally focused company as it is important to reach people’s emotions  
to encourage them to action. The influence, on how successful the advertisement will  
be, is in company’s slogan. The strong slogan of the campaign can leave a big impression  
on the consumer and make the campaign memorable (Ham, 2011). 
 

Sales promotion  
Activities aimed at increasing sales, especially in a particular place. It consist  

of short-term sales incentives which are increasing sales volumes of products or services. 
Sales promotion is used to market new products, seasonal sales, last-minute purchases, etc. 
(Boučková, 2003). In contrast to advertising, sales promotion is well measurable. It is easy 
to evaluate the campaigns or test the effectiveness of individual tools. The disadvantages 
are high costs, temporary effects and distortion of the long-term brand strategy (Karlíček, 
Král, 2011). Since sales promotion is costly, it can only be used for a short period of time 
(Foret, 2012). 

Sales promotion may take the form of competitions , lotteries, exhibitions and fairs, 
educational events, entertainment events, samples, gifts, bonuses, coupons, discounts  
or various loyalty programs (Přikrylová, Jahodová, 2010).  

According to the target group to which sales promotion is focused, 3 types of sales 
promotion can be structured (Vysekalová, 2007): 
Consumer sale promotion – By using a variety of methods and tools, often  
in combination with advertising, consumer sales promotion should lead to increased sales 
volumes and market share, give an incentive to buy a new product that is in the maturity 
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stage, or to respond to competitors' activities (Přikrylová, Jahodová, 2010). It includes 
discounts, gifts, prizes, consumer competitions, vouchers or samples (Vysekalová, 2007). 
Commercial sales promotion – This type of sales promotion is focused on business 
interconnects, i.e. on wholesale and retail networks. The goal is to persuade these 
intermediaries to sell the particular brands or certain products (Přikrylová, Jahodová, 
2010). This promotion includes shop facilities, extraordinary conditions for customers, 
business agreements, small gifts in the form of pencils, diaries as well as more valuable 
prices, and also business meetings, trade exhibitions, conferences etc. (Vysekalová, 2007). 
Sales promotion of business personnel - It should motivate both internal and external 
business personnel as well as external sales representatives to increase their performance. 
Competitions relating to volume of sales or gain of new customers, training, motivation 
incentives, and advertising and sales aids are used (Přikrylová, Jahodová, 2010). 
 

An important element of sales promotion is product placement (PP). It is a non-
violent form of advertising in movies, series, music videos or video games. In this case,  
the products of the company are often used and promoted, for example, by the celebrity 
that adds the attractiveness to the product (Přikrylová, Jahodová, 2010). 

In green and sustainable marketing communication, sales promotion is not the most 
utilized tool but it has its benefits as well. It may offer an additional value through which  
it encourages the sustainable consumption. An example could be the system of returning 
the product after its lifetime and giving the customer money back (Ham, 2011).  
 
Public relations   

Public relations means building a good name, creating good relationships  
and communicating with the public (Foret, 2012). It is the most trusted tool  
of communication mix. It is suitable for expanding promotional activity, and in unpleasant 
situations the company can be protected from bad image. In many cases, PR activities  
are full of advertising, but PR does not sell anything, it only provides relevant information 
for a particular target segment (Vysekalová, 2009). For companies which are offering 
green products, it is an appropriate tool because through PR they can provide all necessary 
information and build a strong relationship based on trust with their customers.  

Kotler and Keller (2013) define PR as a wide range of programs aimed internally 
on employees of the company or externally to consumers, other companies, government  
or the media to promote or protect the image of the company or to communicate  
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its particular products. Boučková (2003) divides PR activities into positive and negative 
ones. Through good PR, negative publicity could be controlled (Ham, 2011). 

The basis of PR activities is knowledge of target groups that are divided into 
internal and external. Internal public (primary stakeholders) is a group that includes 
employees, owners (shareholders), suppliers and customers. External public is called 
secondary stakeholders and includes publicists, teachers, civic and trade associations  
and banks (Přikrylová, Jahodová, 2010). 
PR activities include (Clow, Baack, 2008): 

• Identification of interest groups - The most important task of the PR department  
is to ensure that all forms of communication with interest groups remain consistent 
with the company's integrated marketing communications plan and the desired 
corporate image 

• Evaluating the company's reputation - consists of monitoring people's views  
on the company through interviews or surveys 

• Audit of corporate social responsibility - companies that promote activities against 
discrimination, harassment, environmental pollution, etc. are perceived positively 
and have a greater chance of success 

• Creating a positive corporate image - influencing consumer views through: 
 Cause related marketing - linking the company with a charity project 
 Green marketing - production of environmentally friendly products 

• Defending corporate image from damage - negative event caused by the company, 
customer dissatisfaction or negative publicity are responded by damage control 
 

Kotler (2007) described the main tools of marketing public relations as follows: 

• Publications - annual reports, brochures, articles, etc. 

• Events - organizing popular events and sponsoring for the target audience 

• News - reports on the companies, its products and its staff 

• Speeches - communication with editors and speeches at business meetings  

• Public Services - contributions for charity purposes 

• Identity Media - brochures, business cards, employee clothes 
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Personal selling  
As the name of this marketing communication tool suggest, there is a direct contact 

between the customer and the firm. The goal is to sell the product offered, to effectively 
and individually access each of the customers, to respond immediately to any questions 
and to create a good relationship between the company and customers. It is one of the most 
effective and for the longest time used tool. In green marketing, it is commonly used tool 
because it gives the marketer the possibility to explain the complexity of issues regarding 
the product which might be difficult to present in advertising (Ham, 2011). 

Personal selling is two-way communication between the customer and the seller, 
either personally, by telephone or via video conference. In the case of personal selling,  
the level of professionalism, knowledge of the product offered and overall performance  
is very important (Foret, 2012).  

Kotler and Keller (2013) describe personal selling as an interaction face to face 
with one or more potential customers to present the product, answer questions, and accept 
orders. Personal selling is characterized by relatively low overall costs, as it only address  
a small number of customers, but on the contrary, high unit costs and a great amount  
of time the seller spends by building customer relationships (Karlíček, Král, 2011). 

Přikrylová and Jahodová (2010) divide personal selling for field sales, counter sales 
and telemarketing. Sales in the field are carried out in such a way that the vendor visits 
buyers directly in their homes. Counter sales is a retail and buyers choose where to make  
a purchase. Telemarketing is done through a phone where the seller is connected with 
buyers. 
As the advantages of personal selling, Jakubíková (2007) states the following: 

• the vendor is able to observe customer responses to the target set and, if necessary, 
change the sales approach 

• the vendor can establish a long-term relationship with the customer with a view  
to further sales 

• the customer feels obliged to respond, positively or negatively, to the vendor's 
suggestions. 
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Direct marketing 
Direct marketing puts an emphasis on direct contact with the customer.  

It is primarily used to build relationships with current customers. As a frequent form 
of direct marketing may be listed the birthday greetings, often with a small gift  
in the form of discounts on purchases. In past, direct marketing has been characterized  
as sending products to the consumer without any distribution channels, later it was 
mediated by post through which catalogues or even products were sent (Boučková, 2003). 
Kotler and Keller (2013) define direct marketing as the use of post, telephone, fax, e-mail, 
or the Internet to communicate directly, request a response, or induce dialogue with both 
current and potential customers. It focuses on individual carefully selected customers  
and direct communication with them. The goal is to trigger an immediate response  
and build long-term relationships with them (Přikrylová, Jahodová, 2010). 

The impact on successful direct marketing has the right choice of product to target 
customers. Very important is customer database, choosing the right distribution channel, 
the right target customers, and selecting an effective way of communication (Pelsmacker, 
2003). According to Foret (1997), it is a great advantage that the customer does not have  
to personally go to the market, but the offer comes to him at home. Direct marketing tools 
include telemarketing, mail order sales, catalogue sales, teleshopping and direct mail 
(Přikrylová, Jahodová, 2010).  

Nowadays, in direct marketing, especially computers are being used. With the use 
of the Internet it is simple to target customers and it is easy to communicate with them 
(Foret, 2011). The advantages of direct marketing on the Internet include narrow segment 
targeting, personalization, low cost, and proximity to personal communication. 
Disadvantages are the need for a good database, addressing only via the Internet  
and the use especially for existing customers (Janouch, 2014). The role of the Internet  
and direct communication represent a very important part of green marketing  
as the communication can be precisely focused on a selected target and because there  
is no need for using limited resources. 
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3.7 Current trends in Marketing Communication 

• Event and Experiences 

Event marketing, or sometimes so-called experience marketing, is such a marketing 
that mediates to its customers and target audience experiences that are usually emotional 
and associated with the brand of the company. The goal is to encourage positive feelings 
and increase brand popularity. The most frequent marketing events take the form of sports 
matches, artistic experiences or gastronomic programs. Marketing events have the power 
to strengthen brand association with positive experiences, to increase brand awareness  
and to generate a positive word-of-mouth (Karlíček, Král, 2011). 

 

• Word – of – mouth (WOM) 

WOM is a very powerful and influential tool (Kotler, Keller, 2012). It is a personal 
form of communication between customers, where they exchange the information about 
the  product. Customers exchange information about the product within their social group, 
family, friends, colleagues and neighbors. This type of communication is very effective 
because personal recommendations have a great impact on customer decisions, especially 
when compared to traditional forms of communication such as advertising in TV.  
In connection with WOM, it is very important for marketers to keep in mind that negative 
experiences are shared by consumers several times more than the positive ones 
(Přikrylová, Jahodová, 2010). 
 

• Viral Marketing 

According to Přikrylová and Jahodová (2010), viral marketing is such a way  
of communication when the message with the advertising content seems to the recipient 
that interesting that it is spontaneously and by its own means spread further. Viral 
marketing works efficiently on the Internet, as there is no cost of forwarding an attractively 
processed advertising message. Before the emergence of social networks, viral marketing 
was spread primarily through emails. Nowadays, there are much more Internet channels 
available - social networks, blogs, or discussions. The messages are in the form of pictures, 
texts, audio etc. (Janouch, 2014). In order for advertising message to become viral, it must 
meet several conditions that will encourage the recipient of the message to forward it.  
Such a message should therefore be very original, entertaining and emotional. 
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• Influencer Marketing 

Engaging bloggers, youtubers and other influencers is very popular today. 
Influencer marketing is described by Přikrylová and Jahodová (2010) as identifying  
and influencing of opinion leaders (e.g. leaders in their fields, celebrities) who are likely  
to talk about the product and have the ability to influence the opinions of other consumers. 
That bloggers have a big influence on their followers is seen from the research conducted 
for the purpose of author’s bachelor thesis. It was found that over 66 % of the respondents 
already bought some product according to bloggers recommendation. This research also 
confirmed the efficiency of cooperating with bloggers in brand’s marketing 
communication. Over 63 % of respondents stated they believe bloggers more than other 
forms of marketing communication as advertisements in TV, radio or magazines. 
(Stejskalová, 2015). Broad public reach and the power of bloggers can be used to raise  
the awareness about environmental issues. Some companies are aware of this fact  
and use bloggers in their marketing communication to promote company’s sustainable  
and environmentally friendly activities.  
The Czech bloggers who speak the most about these topics or/and collaborate with some 
company are the following: 
Veronika Šubrtová  (Weef’s World) 
The claim of her blog could be translated as “Less things, more experiences”. One section 
of her blog focuses on the environment and she adds there different articles with ideas  
and advice on what her readers could do to start living environmentally friendly. A brand 
she is cooperating with is for example 4Ocean which is an organization that helps cleaning 
beaches and from the waste makes bracelets (Weefsworld.eu, 2018). 
Kamila Randusová (Kamu) 
Kamila, called Kamu, is a Czech food blogger and author of her two cookbooks.  
She is travelling around the world a lot, she shoot cooking show in Vietnam and Mexico 
for Czech television. She is active on Instagram where she can be found as chefkamu,  
and on Facebook as Kamu’s Mise en Place. On her social media she speaks a lot about  
the environment. She started to use a hashtag #neplastuj on a posts concerning  
the problems of plastic where she encourage people to change their behaviour.  
This hashtag was spread among people and on the 14.1.2019 was already used in 4.574 
posts on Instagram (Instagram.com, 2019). For years 2019-2020 she is planning even 
bigger campaign to increase the awareness about the plastic pollution. New NGO should 
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be established for this purpose and its target would be children who are according  
to Kamila our future who will be influenced about our current behaviour  towards  
the environment the most (Instagram.com, 2019).  
Lucie and Nicole Ehrenbergerová (A Cup of Style ) 
Lucie and Nicole are sisters who are among the most famous Czech bloggers and with 
their blog and YouTube channel have won various competitions. In 2017, they cooperated 
with the organization Zachraň jídlo, into English translated as Save Food, which  
is an organization that aims at reducing food wasting. It helps farmers with fruit  
and vegetable which was not accepted by the supermarkets because of its shape or weight. 
They as well collaborate with cosmetic brand Yves Rocher which came up with  
a campaign called I love my Planet. By a purchase of any product from the “I love  
my Planet” range, the brand will plant one tree. Their cooperation with Frusack will  
be described in practical part of the thesis (acupofstyle.com, 2017). 

3.8 Online Communication 

The Internet is becoming part of the everyday life of most of the developed 
economies. People use it to communicate with the outside world, to buy goods  
and nowadays, the most of jobs could not exist without its existence. Since most 
publications are translated into electronic form, the Internet is slowly becoming the main 
source of information. 

Janouch (2014) characterized Internet marketing as the way in which the desired 
marketing goals can be achieved through the Internet and includes, like traditional 
marketing, a whole range of activities related to influencing, persuading and maintaining 
customer relationships. For the thesis, website and social media were described more  
in detail as they currently represent the most important forms of communication. 
According to Janouch (2014), Internet marketing has several advantages over classic 
marketing: 

• monitoring and measurement 

• available 24 hours a day and 7 days a week 

• complexity 

• possibilities of individual approach 

• dynamic content 
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Like classic marketing, online marketing uses a variety of activities to reach 
marketing goals. However, it’s scope is only within online environment. The environment 
makes this type of marketing more interactive and interconnected with customers. Online 
marketing is a continuous activity, it creates conversation, strengthens the customer's 
position and enables him or her to participate in the process of product and service 
development (Janouch, 2014). 

Online Marketing, according to Jurášková and Horňák (2012), is an ideal marketing 
solution for small and medium-sized businesses. With online marketing, even small 
businesses can reach visible results with a small budget. They also highlight another 
advantage. With accurate targeting, ads can be highly relevant to the target audience. 
Therefore, assuming that the campaign is properly built, conversion costs are minimal. 
 

Website 
Creating a website is nowadays almost a must for any company. It is the primary 

source of information where the customer can find the overall information about  
the company. In many cases, the customer's first contact with the company is via website 
and, according to the website, he will create an idea about how the company looks like. 
Businesses should try to make the web as simple as possible and up-to-date. 

The website of the company is the basis for communicating with the public  
on the Internet. It should include links to articles, discussions, or news (Janouch, 2014). 
Websites represent their owners, they need to be clear, usable, intuitively manageable  
and creative. Target users must get engaged with the site. The most important part  
of the website is the homepage, which is what users see first when they enter the site.  
The website must be consistently logical whole, i.e. must have a clear structure (Karlíček, 
Král, 2011). 
 

Social media 
Social networks are currently one of the most popular sections of the web,  

and in recent years have experienced a real boom. Many businesses, communities,  
and families use social networks to make them more visible, communicate with each other, 
and engage their audience (Peacock, 2012). Nowadays, they form a part of the daily life  
of most of the population. They also serve to sell and purchase goods and promote  
and share almost anything what the internet world offers. Social networks have become  
an important tool in both business-to-consumer (B2C) and business-to-business (B2B) 
marketing (Kotler, Keller, 2012). It is necessary to emphasize that on social networks  
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all information (whether positive or negative) spreads much faster than in times when they 
did not exist. However, this fact can be turned into its advantage in the form of so-called 
viral marketing that spreads spontaneously and without the help of its creator. 

Research focused on the use of digital media showed that in the Czech republic, 
Facebook is the leading social networking in terms of traffic. Approximately 60%  
of the population aged 12-29 visit it on daily basis (MediaGuru, 2016). Interesting 
information from the research is that on average 30% of users up to 39 years old find social 
networks as a first source of information. 

The most popular social networks are Facebook, Instagram, YouTube, Twitter  
and LinkedIn. For the limited extend of the thesis, Facebook, Instagram and YouTube were 
selected to be described as they represent the largest and most popular social networks  
and Frusack has its account on them.  

• Facebook 

Facebook is one of the largest social networks in the world. It enables its users  
to communicate with each other, share multimedia messages, and present their business. 
Creating a custom page provides companies with a lot of management tools. These  
are, for example, publishing tools where the company can schedule posts and create 
concepts. It also displays complete reports about promotion, followers and events. 

Compared to traditional advertising, marketing communications with  
the use of Facebook or other social networks, saves the company's cost on advertising.  
On Facebook, Facebook Ads (the right column of the page), sponsored posts (anything that 
may be shared on Facebook) and much more can be used to advertise.  
Lance (2017) has 5 tips on how to increase interest in business Facebook pages: 

§ Stay relevant – when sharing post, it is necessary to remember at what time we add 
it so that the content correspond with the current situation. Up-to-date information 
will raise more attention and engage people more in the content 

§ Include humour – a bit of fun should be included in the posts. It is a good way  
to establish a relationship with people  

§ Brief is better – posts between 100 to 250 characters get about 60% more likes, 
comments and sharing than posts  which are longer 

§ Don’t post too often – to have a content strategy is the key, company should 
consider what and when to add  
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§ Photos (and videos) are still king – posts containing photos or videos gain  
up to 120% more attention 

• Instagram 

Instagram is a social network which belongs to Facebook. It allows its users  
to share photos, videos, send messages, and provide businesses with the ability to create  
a business profile. Companies can through Instagram sponsor their own posts to reach 
more users. In biography, company can introduce link to their website, e-mail,  
and company phone numbers. 

Several reasons why having a profile on Instagram is important for a company  
are introduced by Robertson (2018). First reason he introduce is that visual content  
is essential for brand marketing strategy. He believe that it is a great opportunity to engage 
different groups of people and as well to see what the competition is doing. Lastly, it gives 
the company the ability to reach many people and to have a feedback from them. 
 

• YouTube 
This site was founded in 2005 by three former PayPal employees - Chad Hurley, 

Steven Chen and Jawed Karim. Today, it is the largest social network site for video sharing 
and the second largest online search engine, right after Google (Miller, 2012). 

Creating a business YouTube channel has many advantages. With the help  
of this platform, the company can reach extremely large audience with minimum costs. 
Some money may be spend on the production of the video but effective videos can be shot 
also without any professional equipment and actors, the original idea and authenticity  
are often more effective than expensive videos. Nowadays, people tend to rather watch  
the advertisement than read it (Edmondson, 2018). Another great advantage is that 
YouTube works as a two-way communication channel and is very well measurable.  
If the company wants their videos to be seen by as many people as possible, YouTube 
offers an interesting opportunity which is a paid promotion of video content (Appendix A). 
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3.9 Introduction to “The Plastic Age”  

“It’s light, it’s cheap, it’s everywhere and we can’t live without it. Plastic is fantastic,  
but it has serious downsides as well”(European Commission, 2018). 

Environmental topics started to be highly discussed in the majority of developed 
countries. Lately, TV, newspapers, magazines and Internet are full of information about  
the environmental problems such as global warming, pollution, climate change or waste. 
Waste, in particular the overproduction of plastic waste, is nowadays seen  
as one of the most serious issue. Plastics contaminate all components of the environment, 
so-called microplastics have been found not only in the water but as well in the stomachs 
of animals such are birds, fish, etc. The current issue being highly discussed are single-use 
plastic. Single-use plastics are plastic items that are usually thrown away after one brief 
use. They are rarely sorted, have limited recyclability and are prone to end up as litter  
in the environment or nature. This problematic and alarming situation are described  
by many ecologist, NGOs, as well as politicians, and many documents and also movie 
called A Plastic Ocean (2016) were done on this problematic. The awareness about  
the problem is raising and many (not only) start-up companies around the world  
are coming up with ideas how to solve it.   

3.9.1 Global environmental situation  

In the report of Bio Intelligence Services for European Commission, the authors 
highlight the rise in global plastics production. In 1950, this indicator was 1.5 Mt , while  
in 2008 the number grew to 245 Mt of plastics produced (Bio Intelligence Services report, 
2011). The European Parliament has supported a set of measures that constitute the first 
European strategy for the fight against plastic waste – “The Plastic Strategy”. The directive 
approved by the European Parliament covers ten groups of disposable plastic products. 
These items, according to the European Commission (EC), represent most of the trash 
found on European beaches (ČTK, 2018). The most significant directive would affect 
plastic plates and cutlery, straws, cotton buds, or balloon sticks. The European 
Commission wants to banned these products from the EU market by 2021 because they 
believe there exist cost-effective and more environmentally friendly alternatives for them. 
MEPs approved the extension of the list of banned products for food and drink containers 
from expanded polystyrene and products from so-called oxo-degradable plastics (European 
Parliament, 2018). 



 
 
 
 

 48 

The EU new strategy wants to change the life-cycle of plastics. The aims for plastic 
are to last longer, to be easier to reuse & recycle, and easier to recollect. EC warns  
that the majority of raw material is fuel based and if the current production trend continues, 
by 2050 there could be more plastics in the oceans than fish (ec.europa.eu, 2018).  

Picture 1 Single-use plastic waste on beaches 

 
Source: ec.europa.eu, 2018 

The Plastic Strategy is an essential part of the transition of Europe towards circular 
economy (ec.europa.eu, 2018). The circular economy is one of the European Union's 
priority themes. It brings an opportunity for material self-sufficiency, creates new jobs  
and opens space for investment in sustainable innovation. In 2009, world demand  
for commodities has reached 1.5 times the amount that the planet is able to secure  
and recover at a sustainable pace. Current consumption patterns, combined with  
an estimated population increase of up to 10 billion people by 2050, mean that global 
demand will reach three times the sustainable production of our planet. Only Europe 
produces 2.5 billion tonnes of waste per year, of which about 50% end up in landfills  
or incinerators. The most material flows are linear in nature - primary raw materials such 
as petroleum, metals or trees are extracted, transformed into products, and end  
up in a landfill or incinerator at the end of their life cycle. Therefore, the attention has 
recently turned to the concept of a circular economy, due to the seemingly contradictory 
combination of economic gain and environmental protection.  
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Circular economy could be defined as a concept in which there is no waste. Basic 
principles that the circular economy defines include: closing material flows in functional 
and endless cycles where they do not lose value, drawing on energy from renewable  
and sustainable sources, and designing products and services that do not have a negative 
impact on natural ecosystems and human resources (incien.org, 2016). 

Picture 2 Circular economy 

 
Source: ec.europa.eu, 2017 

The evidence that environmental topics, especially those related to plastics, became  
highly discussed topics in the society is their presence in many events. In 2018, Earth Day 
Network focused its annual event called “Day of Earth” on topics related to plastics.  
The campaign “End plastic pollution” aimed to draw attention to the non-ecological nature 
of disposable plastics. The Earth Day Network pointed out that plastics pose serious global 
problems, including health risks associated with the use and disposal of plastics  
or in general polluting the environment with plastics (earthday.org, 2018). The Cannes 
Lions, an international festival of creativity, has dominated in year 2018 campaigns that try 
to do good or bring practical solutions to problems. Most awarded campaign became Palau 
Pledge project by Australian agency Host / Havas. In cooperation with local authorities,  
it managed to get tens of thousands of tourists engaged in the environmental protection  
of the island state in the Pacific ocean (Hořčica, 2018). 
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The ban of plastic bags  
EU countries have to drastically reduce the consumption of lightweight plastic 

carrier bags (wall thickness < 50 um). In respect to tackling resource waste and littering, 

EU governments had (by 27th of November 2016) to adopt measures to cut  
the consumption of lightweight plastic carrier bags. This is required by the EU Plastic Bags 
Directive. Member States must ensure that by the end of 2019 no more than 90 of these 
bags are used per person a year. By the end of 2025 that number should be down  
to no more than 40 bags / person. In many EU countries plastic bags are no longer 
available at grocery stores for free. Some Member States, such as Denmark, Finland  
and Luxembourg, have already achieved great results. In Ireland, for example, since  
the introduction of the levy in 2002, the annual consumption of single-use plastic bags has 
decreased from 328 per person to just 18 – a reduction of nearly 95 %. The UK  
and the Netherlands have also brought in charges on bags. A small charge on all plastic 
bags proved to be equally effective there. Some countries have opted for mandatory 
charges, others for voluntary agreements with the retail sector, such as Germany. France 
and Italy, in turn, have decided to ban all single-use plastic bags, apart from those that  
are biodegradable and compostable (Frusack - Internal documentation, 2019).  

The strictest measure about plastic bags is in Kenya. They have completely banned 
plastic bags. Anyone who sells, manufactures, or carries plastic bags, risks a fine  
of up to $ 38,000 or a jail for up to four years. The government is convinced that the ban 
will help protect the environment (BBC, 2017).  

In Italy, as of 1 January 2018, a new law banned the use of plastic bags for food. 
When Italians want to buy fruit, vegetables or pastries, they have to buy compostable bags 
for a few cents. This new law provoke mixed reaction, many people were not aware of this 
change and therefore they were expressing their outrage in the supermarkets as well  
as on social networks. The major problem was that the government has wrongly dealt with 
this new law; they made the latest law become the object of a political conflict (The New 
York Tines, 2018). 

Austria as well wants to ban most plastic bags and light plastic bags for fruits  
and vegetables from 2020. An exception should only be those that are biodegradable.  
The new law was approved by the government in December 2018. Austria after France  
and Italy is only the third EU member state, which plans to ban the plastic bags 
(Dailymail.co.uk, 2018).  
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The ban of plastic bags is not the only ban of single-use plastic products.  
For example, in New York City, on the 1st of January 2019 were banned single-use 
styrofoam products such as cups, plates or bowls. Business have six month to stop using 
them, after the 1st of July those who won’t accept the Styrofoam ban will be fined (The 
New York Times, 2018). 

Around the world exist many organization which focuses its activities on finding 
solutions for the problem with plastic waste. It is worth mentioning “The Ocean Cleanup” 
which is a concept of Boyan Slat from Netherland who has come up with an idea how  
to get rid of plastics from the oceans. He designed a floating system in the form of massive 
pipes located on the surface in the Great Pacific Patch, which, thanks to highly resistant 
nets, would trap waste and prevent it from spreading (The Ocean Cleanup, 2019). Another 
famous NGO focusing its activities on plastic pollution is called Plastic Ocean. Its aim  
is to create the awareness about the problem and make people to be the part of the solution. 
To increase the awareness, they have made a movie “A Plastic Ocean” which has been 
screened in more than 70 countries and many screenings were done as well at schools, 
universities and different institutions (plasticocean.org, 2018). The third famous 
organization 4Ocean was founded by two surfers who went for a surf trip to Bali and were 
shocked by the amount of plastic waste on the beaches as well as in the ocean. The idea  
is that by purchasing a bracelet, people support the cleaning of 1 pound of waste.  
The bracelets are made of 100% recycled materials. The beads are made of recycled glass 
bottles and the string is made of recycled plastic water bottles. Contributing monthly  
for ocean cleaning, people can also receive a unique bracelet every month. Its colour 
always varies according to which aquatic animals that specific month is focusing  
on (4ocean.com, 2019). 

3.9.2 Situation in the Czech republic  

Czech MEP (Member of European Parliament) and Vice-President of the European 
Parliament Pavel Telička has been intensively focusing on the so-called circular economy 
and its greater awareness in society. He is also one of the reporters of the proposal  
for a directive on limiting the impact of disposable plastic products on the environment. 
The Czech Republic, according to Telička, could become one of the leaders in the circular 
economy. However, there is a need to change the mindset of not only consumers  
and companies, but politicians in particular (Danda, 2018). 
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The Ministry of the Environment came with the #Dostbyloplastu campaign, which 
involves 17 companies, including IKEA, Czech Railways, Lidl, Relay, Starbucks  
or the Czech University of Life Sciences. The goal is to reduce the amount of single-use 
plastic waste and offer alternatives (mzp.cz, 2018). 

The Greenpeace campaign, called “Plast je past”, is also fighting against plastics 
pollution. Its aim is to point out the overuse of unnecessary disposable plastic products. 
They propose the use of reusable products and products made from recycled materials,  
for example, the introduction of deposit return on PET bottles or tax advantages  
for environmentally-friendly packaging is what are they fighting for (plastjepast.cz, 2019).   
 
Supermarkets and elimination of plastics 

Czechs have started to wear their own bags again in grocery stores. This habit was 
common in times of socialism when everyone who went shopping wore his or her stringy 
net bag. Paper bags, which are gradually replacing those plastic, are sold much less than 
previous plastic ones. Nowadays, business chains are looking for an alternative to plastic 
bags for pastry and vegetables (Aktuálně.cz, 2019). 

Lidl  was the first supermarket which ended the sale of single used plastic bags  
in March 2017. Lidl confirms that when plastic bags have been abolished, alternative 
variants are sold far less than plastic bags in previous years, which is considered  
to be a positive trend (Aktuálně.cz, 2019). Now, Lidl is coming up with an ambitious plan 
to reduce plastics in their stores. By 2025, they want to reduce the amount of plastics  
in their private brands by 20%, and have all plastics 100% recyclable. With this decision, 
Lidl continues to meet the goals set as a socially responsible company in the environment 
(Lidl.cz, 2019). 

Penny Market is no longer selling any single-use plastic bag. Instead, they offer 
reusable bags of alternative materials such as paper, cotton and polyester. The assortment 
is also supplemented with reusable bags for fruit, vegetables or pastry. The current 
campaign is highlighted with celebrities who supported the chain's efforts against 
excessive use of plastics. They include band Lucie, Ivana and Karel Gott, Monika  
and Leoš Mareš, Taťána Vilhelmová and Vojtěch Dyk or trio 3v1. All of them  
for Penny created a limited design edition of cloth bag (Mediář.cz, 2019). 

 
 

 
 



 
 
 
 

 53 

Makro as well wants to inspire and support their customers in the area  
of sustainability. They have changed the concept of shopping bags. Instead of plastic bags 
they now provide bags made from recycled PET bottles and the assortment within this 
series called “Byla jsem petkou”, if translated “Once I was a PET bottle”, should gradually 
expand. They also offer alternatives to plastic dishes. Their assortment of single-use 
disposable dishes is completely decomposed in nature. Currently, in Makro they have 
implemented sales of reusable cloth bags to purchase fresh goods such as fruit  
and vegetable (Makro.cz, 2019).  

Internet supermarkets are as well concerned about the environment and overuse  
of plastic. Košík.cz intends to gradually move towards a “no-packaging” future. 
Meanwhile, it begins by selling selected products on weight in recycled bags. Those 
products include for example legumes, rice, flour, dried fruit, nuts, flakes or pasta as these 
ingredients can be easily weighted and purchased without packaging. Customers receive 
the ingredients in a paper bag from carefully managed forests. The same material is used 
for bags when purchasing from Rohlík.cz. The company also gradually eliminates 
disposable plastics. In order to ensure proper recycling of the said paper bags, Košík.cz 
couriers will pick up the packing material at the next purchase. Košík.cz wants  
in the future daily save tens of percent of plastic waste (CzechCrunch, 2019). 
 
Zero waste stores 

Zero waste is a lifestyle that has become more and more popular in recent years  
and many people got interested in it all over the world. This trend is beginning to take 
place in the Czech Republic as well. The Zero Waste lifestyle philosophy is to produce  
as little waste as possible, therefore if people go grocery shopping to zero waste stores, 
they have to bring their own bottles and containers to purchase what they need.  
These stores sells all their products without unnecessary packaging; by piece or weight. 
The first store opened in 2017 in Prague is Bezobalu (idnes.cz, 2017). 
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Other plastic elimination concerned initiatives  
There are several gastronomy companies which are reducing the consumption  

of disposable plastics due to voluntary agreements with the Ministry of the Environment, 
thanks to the #dostbyloplastu initiative. Many coffee places have switched the plastic cups 
with those eco-friendlier and provide a discount if the client comes with its own cup 
(Vaškevič, 2018).  

Otoč kelímek is the first Czech system of deposit on coffee cups based in Olomouc 
in July 2018. It works as follows: Whoever buys coffee to go into the recyclable cup can 
give the cup back in any coffee place involved in the programme and get the deposit back. 
According to the company, it is simple, environmentally friendly and sustainable 
(otockelimek.cz, 2019). 

We-Straw is a new project, currently running crowdfunding campaign  
on hithit.com. Its founders would like to substitute plastic straws with straws being made 
of rye straw, which is 100% degradable. The company wants to improve the environment 
and not pollute the planet with unnecessary plastic straws. Their straws are ecological, 
organic, disposable, sterilized, certified and compostable (we-straw.com, 2019). 

In the Czech republic, various bloggers express their self-interest in environmental 
topics and some of them started the cooperation with brands which are involved  
in activities protecting the environment, producing environmentally friendly products etc. 
This topic was described more in detail in chapter 3.7. Current trends in marketing 
communication. 

In past years, there started to appear new companies concerned about the excessive 
use of light plastic bags for fruit, vegetable and pastry. In 2016, the current CEO  
of Infiberry s.r.o. realized that there was no alternative to replace them, and therefore  
she and her friend invented Frusack. The practical part of this thesis will describe the 
company in detail. In 2018, with the same aim of eliminating plastic waste, Saaczech 
company was founded. Saaczech is made from old military parachute, therefore there  
is no need for new material and this way they as well help to prevent the generation  
of waste. Saaczech is a product of circular economy sewn in the Czech republic 
(saaczech.com). 
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4 PRACTICAL PART  

In the practical part of this thesis, the selected company is firstly presented  
and its current marketing situation described. The primary method used is the analysis  
of the company’s marketing communication tools used. Both quantitative and qualitative 
methods are applied in this part. For a quantitative method, a questionnaire for consumers 
was conducted. For a qualitative method, a semi-structured interview with the owner  
of the company was held. Other method used include the analysis of internal documents. 

4.1 About the Company 

Frusack is the first product of the company Infiberry s.r.o. which was founded  
in March 2016 with the ambition to significantly contribute to the reduction of disposable 
plastic food packaging by offering innovative solutions for buying and storing groceries. 
The idea to create an ecological substitution of plastic bags for fruit, vegetables  
and pastries came from Hana Fořtová. She didn’t like how many plastic bags she used 
from stores, and the unnecessary waste gathering at her home. Hana Fořtová and her friend 
Tereza Dvořáková, at the time both medical students, decided to stop using plastic bags 
once and for all but there was no alternative to replace them, and therefore they invented 
Frusack (seznamzpravy.cz, 2018).  

As a start-up company, they introduced this innovative product first with a B2C 
approach. After a successful market introduction facilitated by a crowdfunding campaign 
on Hithit.com, they received support from European Investment Fund - InnovFin SME 
Guarantee to meet the growing demand. They have identified a growing demand from both 
consumers and retail chains over the last two years. A growing number of green consumers 
are looking for sustainable shopping solutions while retail chains are forced to change their 
approach to single-use packaging by legislation, therefore it is the optimal time to take 
advantage of this change (H. Fořtová, personal communication, January 21, 2019).  

Nowadays, Infiberry s.r.o. would like to increase its impact of Frusack with a B2B 
approach. Cooperation with retail chains (e.g. supermarkets) is where they would like  
to expand. Infiberry, s.r.o. has the ambition of becoming the global leader in efficient  
and ecological solutions that both the environment and economy will benefit from while 
having a strong impact on reducing plastic packaging (H. Fořtová, personal 
communication, January 21, 2019).  
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4.2 Marketing Mix  

This chapter will describe the marketing mix of the Infiberry s.r.o., Product, Price 
and Place. Promotion is included under the chapter 4. 3. 4. Communication mix. 

4.2.1 Product 

Frusack (Picture n.5) is the pilot product of Infiberry s.r.o. It was developed  
and designed as an alternative to disposable plastic bags that are used worldwide  
for buying loose items such as fruit, vegetables or pastries. Frusack is an innovative 
product made from a PLA (polylactic acid), transparent fabric which allows their bags  
to be reusable, user-friendly and most importantly 100% compostable at the end of their 
lifecycle, meeting the criteria of the circular economy (no waste created during  
or at the end of the life cycle). Polylactic acid is a widely used biodegradable aliphatic 
polyester. It is produced via the fermentation of glucose, which can be obtained from 
various sources of sugar (e.g. corn). Depending on the thickness of the material,  
it decomposes within a few weeks in an industrial composter. Frusack decomposes 
completely in less than two weeks (Frusack - Internal documentation, 2019).  

Picture 3 Frusack 
 

 
Source: frusack.com, 2019 

 
Frusack is transparent, therefore cashiers and customers can easily see what  

is inside. It is wash friendly; it can be hand washed or it is machine washable at 30°C.  
Frusack is easy to maintain as the material has a non-absorbing texture, therefore  
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the impurities do not stick to the fabric. During the manufacturing process, local industries 
are supported. The fiber is made in Switzerland and the rest of the production is set  
in the Czech Republic. Another advantage of Frusack is its weight. It is very light (8-10g). 
Goods can be weighed while in the bag as the supermarket scales rarely pick  
up the difference; that is to say the customer does not pay extra money for the additional 
weight of the bag.  Frusack as well prevents food waste by offering optimal storage 
conditions – the fabric is dense enough to offer protection, yet still permeable to avoid food 
decaying due to humidity and bacterial growth. From the beginning, an attractive design 
and bright colors were the attributes which make Frusack easy to notice and increased  
the attractiveness of the product for customers. Nowadays, only the strings remain colored 
due to previous problems with coloring the fabric. Lastly, Frusack is user and store friendly 
as it can be easily stored e.g. in a handbag, making it easy for the customer to develop  
a habit of bringing it with them (Frusack - Internal documentation, 2019).  
Logo 

The logo of the company is in simple black and white color and represents  
the product itself and the name of the product. Sometimes it is bounded by a circle.  

Picture 4 Frusack’s logo 

 
Source: frusack.com, 2019 

Slogan 
Frusack’s slogan on packages is the following: “Act today, change tomorrow.” 

However, it is not used consistently in all the company’s marketing communication.  
On the website, in Czech it states: “Nakupujte po svém. Bez plastu.” yet in English  
it states: “Sorry, plastic bags”. On their  Instagram account, the slogan stated  
is: “Say no to plastic bags”. 
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4.2.2 Price 

The price of Frusack is quite high when compared to a free, single-use plastic bags. 
It can be purchased in different packages which are the following (frusack.com, 2019): 

• Frusack Ocean Guru White 4+1: colorful strings, packaged using recycled paper,  
4 x 5l bags, max. load 1.5kg, 1 x 15x15cm bag, costing 490 CZK 

• Frusack Fancy Orca 4+1: black strings, packaged from recycled paper , 4 x 5l bag, 
max. load 1.5kg, 1 x 15x15cm bag, costing 490 CZK 

• Frusack Duo Green + Blue / Green + Yellow: colorful strings, packaged from 
recycled paper, 2 x 5l, max. load 1.5 kg, costing 270 CZK 

• NEW Frusack Knit Duo Peach/Pink/Yellow/Blue: the newest package launched  
in January 2019 with a bigger size - 2 bags 32 x 32cm, max. load 5kg, not using 
packaging from recycled paper, costing 210 CZK 

 

Picture 5 Frusack package from recycled paper 
 

 
Source: frusack.com, 2019 

4.2.3 Place 

Infiberry’s s.r.o. office is located in Prague 1, where they share offices with their 
investor’s (Martin Stránský) company WBTCB. They do not have their own  
brick & mortar shop, therefore they use different distribution channels.  

Frusack is mainly sold online through their website, which serves as an e-store  
at the same time. They offer Czech customers three possibilities of delivery and for Slovak 
one possibility, all charged. Foreigner customers, using the English version of their 
website, are redirected to purchase the product via Amazon.co.uk. (frusack.com, 2019).  
As of the 30th of January 2019 the offer on Amazon.co.uk only includes the Frusack 4+1 
with colorful strings and the Frusack X Double Pack (Amazon.co.uk, 2019). Czech 
customers may purchase the product also on the e-store Mall.cz .  
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Apart from the Internet, people from the Czech Republic and Slovakia can buy 
Frusack in various partner shops such as Nila store or World vegan in Prague, Place store 
in Brno, Ty Identity in Ostrava or U Dobrožrúta in Bratislava (frusack.com, 2019).  

As Frusack has an attractive design, Infiberry s.r.o frequently participates in various 
events which take place several times a year. These include sales exhibitions  
such as Dyzajn market, Mint market or Lemarket where the product can be directly 
purchased (H. Fořtová, personal communication, January 21, 2019). 
 

4.3 Evaluation of current marketing communication 

The interview with Frusack’s CEO revealed that marketing communication does 
not have a long-term or defined concept. It is based on responses to emerging situations 
and ideas that seem appropriate for use in a given time or situation.  

4.3.1 Aims of marketing communication 

The goal of marketing communication is primarily to reach potential customers and 
to sell them the product. The partial goals corresponding to the aims of green marketing 
communication, are to raise awareness of the problem and to educate society with the aim 
of changing their attitudes and behaviour.  

4.3.2 Target market 

Frusack focuses mainly on the Czech environment. The target group are young, 
educated women aged 25 to 35, living in bigger cities and interested in ecological topics. 
Since the bags falls into a higher price range, not everyone is willing to spend that amount 
of money, therefore Infiberry s.r.o. is targeting this segment. In connection  
with the theoretical part of the thesis, specifically the Chapter 3.2.5 Types of Green 
consumers, the target is formed by three groups. First are members of LOHAS,  
who are truly concerned about environmental problems. The second group are Naturalites 
who are a bit less decisive compared to LOHAS but still active in protecting  
the environment. The last group are Drifters, who buy the product because they perceive  
it as something trendy. Statistics from Frusack’s social media are shown within  
the communication mix. 
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4.3.3 Budget on marketing communication  

For the year 2018, a marketing communication budget of 10.000 CZK  
per month was set. As Infiberry does not focus on print advertising, the budget is mainly 
used for social media, specifically Facebook and Instagram. In December 2018, the budget 
was doubled to increase collaborations with influencers during the Christmas period.  
The following table shows individual costs of marketing communication in a selected 
month - December 2018. 

Table 1 The cost of marketing communication in December 2018 
 

Place Activity Expenses (in CZK) 
Instagram – Influencer A Cup of Style 10.000 
Instagram – Influencer Time To Fit 5.000 
Instagram – Influencer DavidakCZ 2.500 
Instagram – Influencer Nicole Kudelková 1.500 
Facebook Advertisement (1 week) ($15 per day)             2.400       
TOTAL  21.400 

Source: Author’s own creation, 2019 

4.3.4 Communication  mix 

This chapter will analyse in detail the tools of Frusack’s communication mix, which 
informs the marketing mix, specifically the promotion. The tools described  
are Advertising, PR, Online communication encompassing Influencer marketing, Sales 
promotion and lastly Events under which Personal Selling is included. 

4.3.4.1 Advertising 

Infiberry’s s.r.o. attitude towards advertisement corresponds to the theoretical part 
of the thesis, specifically that in green marketing electronic advertisement is preferred  
to the print one as no limited resources are needed. They have not done any large printed 
advertisements in the form of posters or flyers, only a limited number of information sheets 
about Frusack were printed for the purpose of sales exhibitions for passing customers  
to take for more information about the product. Frusack does not use any form of paid 
advertising, such as TV advertising, due to its high cost. Frusack advertisement is done 
mainly online via social networks which is described later in the chapter. Recently, there 
has been many offers to participate in an interview or a report, which is a very effective 
unpaid advertisement for such a company.  
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4.3.4.2 Public relations  

As said above, PR is a very good unpaid form of advertisement. For Frusack  
it is one the most used tools of the communication mix. Since entering the market,  
the founders of Frusack have appeared in many printed and online newspaper  
and magazines as well as taking part in reports and conferences.  

It is worth mentioning the report for DVTV in 2016, a video for European 
Investment Fund from the 2017, the newest 26 minutes long report for TV Seznam 
#ZDAVUVEN from the 2018 and international report on Euronews - Business planet from 
last year as well. 

Frusack had various interviews in different online newspapers and magazines such 
as lidovky.cz, ihned.cz, respekt.cz, magazine Studenta from March 2018 or the special 
edition of Forbes Women from April 2018. 

In the middle of January 2019 the awareness about Frusack increased thanks  
to its founder Hana, who won an award in the category of start-ups in the competition “Top 
ženy Česka” (topzenyceska.cz, 2019).  

4.3.4.3 Online communication  

As stated above, Infiberry s.r.o. is focusing its marketing communication mainly  
on the  online environment as there is no need for the use of finite resources.  
Frusack’s website and social media will be introduced. 
 

• Website 

The website has a new design since the end of 2018 and its appearance is available 
in the Appendix B and C. Their domain is frusack.com. It is possible to switch  
the language of the website from Czech to English and vice versa.  

The Czech version of the website has a menu bar header with three tabs linking  
to the Frusack’s “Home page”, “Shop” and “Frusack” (product itself). The names  
are written in English. On the right side, behind the three tabs, there is a rolling menu bar 
icon including another 5 tabs linking to “Shop”, “The story of Frusack”, “About Frusack”, 
“Brick & Mortar shops” and “Press”. In this rolling menu, some names are written  
in Czech, and some in English.  

The Frusack’s homepage contains a horizontal section linking to their e-store. 
Following this, there is a guide showing the advantages of the product and another link  
to make a purchase. Another section includes photos from their Instagram  
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and a link to follow them. The tab “Shop” serves as their e-store where the customers may 
purchase a Frusack. Under the tab “Frusack” there is information on the characteristics  
of the product, its advantages and why to use it.  

Below the rolling menu bar, the "Shop" and the “About Frusack” tabs include  
the same information as in the horizontal tabs. The new tabs are “About Frusack” which  
is in few phrases describing how the idea of Frusack evolved, then “Brick & Mortar shops” 
which includes a map with the partner shops where the product can be purchased  
and a contact for shops which would like to join as well, and finally a new tab with  
a rolling menu includes “Press” which contains 4 videos.  The website has a fixed header 
and footer section. The header section includes a picture of the product and the footer 
section includes links to the homepage, payment and delivery terms, terms and conditions, 
and contact and icons of Instagram and Facebook. These two section are present when 
clicking any tab from the menu bar. 

The English version of the website has a menu bar header with three tabs linking  
to the “Shop”, “Frusack” (the product itself) and “For Business”. The rolling menu bar 
icon is as well present and includes another 7 tabs linking to “Shop”, “Frusack” and “For 
Business” which are already present in horizontal menu bar; the new tabs are “Our Story”, 
“Retailers”, “Press” and “Contact”. The tab “For Business” does not have any content yet. 
Clicking on the “Shop” in English version redirects the consumer to Amazon.co.uk. 
Compared to the Czech version of the website, all the tabs include very similar 
information, except the “Our story”, which in English version contain much more details. 
The whole website, both in Czech and English is designed with yellow and light green 
colouring (frusack.com, January 2019). 
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• Facebook 

As of the 30th of January 2019, Frusack’s Facebook page has 9,909 followers.  
The majority (7,797 followers) are followers from the Czech republic followed  
by Slovakia with 1335 followers. Less than 100 followers/per country comes from 
countries such as Germany, the UK, Austria, the US, Norway or Spain. When analysing 
the statistics from which cities the followers come from, the majority of them live in bigger 
cities such as Prague (3,466 followers), Brno (773 followers) or Bratislava  
with 592 followers, (Frusack’s Facebook statistics, January 30, 2019).  

 

Picture 6 Summary about demographic of Frusack’s followers on Facebook 

 
Source: facebook.com, 2019 

 
The Facebook page contains basic information about the product and a link  

to the website. Frusack’s posts are always accompanied with high quality, professionally 
looking photos of the product. When new packaging or new sizes of bags are launched,  
it is announced via this platform. Currently, the post about the new bag sizes from  
the 5th of February 2019 is pinned at the top of the page. When there is no new features  
of the product being announced, posts are seasonal for example Christmas, St. Nicolas  
or St. Valentine are used to promote the product for such celebrations. When attending 
sales exhibitions or markets, this information is published with a link to the event.  
Also, Frusack often shares links to articles, videos and news related to environmental 
problems, especially those related to plastics. Content is added often, however,  
not on a regular basis. 

 
 
 
 
 
 
 
 
 
 

 



 
 
 
 

 64 

• Instagram 

Instagram is another social network where the Frusack profile is created.  
This account was established in September 2015, and the number of followers  
on the 7th of February 2019 is 7,799 followers. Similar to Facebook, their Instagram 
account has 77% of its followers from the Czech Republic and its capital, Prague. Women 
represent 90% of its followers. When analysing the age of Instagram followers, the range  
is the same as on Facebook, meaning the strongest group are women aged 25 – 34  
but compared to Facebook, the second largest group are women aged 18 – 24. This might 
be an indicator that, amongst females, Instagram is used more by a younger generation. 
Surprisingly, more men aged 35+ follow Frusack on Instagram than women of the same 
age. 

  

Picture 7 Example of Instagram posts 
 

 
Source: Author’s own creation, Instagram.com, 2019 

 
 

Frusack post photos and videos on Instagram which are somewhat interesting  
and have a creative composition. Some photos are possible to tap on, to view the product 
and be redirected to the website where it can be purchased. They also take advantage  
of so called instastories, they add 24-hour stories to alert its followers about current events, 
articles or new photos added to their feed. Compared to Facebook, photos are added  
on Instagram more frequently (Instagram.com, 2019). 
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• YouTube 

Frusack created its account on YouTube in September 2018, however they  
are not very active there. As of the 11th of February 2019, they have uploaded  
only 3 videos. One of them is a video which was shot for Euronews Business Planet.  
The newest video published on the 19th of November 2018 with 196 views (YouTube, 
11.2.2019) is their most watched video. 
 

4.3.4.4 Influencer marketing 

Lately, influencer marketing has become a widely used tool which can be termed  
as online marketing, and forms a part of sales promotion. For the purpose of this thesis,  
it is introduced as a separate subchapter.  

In Frusack’s marketing communication, the power of bloggers and influencers  
is actively used. The cooperation works on the following basis: The influencer receives  
the product (Frusack) and based on the previous agreement, he or she writes an article  
on the blog or posts a picture or video on their Instagram feed or to Instastories.  
With influencers who have less than 2000 followers, the cooperation works on a barter 
basis, meaning that the influencer gets the product for free in return for an article or photo 
published, depending on the agreement. The collaboration with those influencers who have 
greater reach is paid. On average, the pay ranges from 1500 CZK to 5000 CZK.  

In order for Frusack to collaborate with bloggers and influencers, they must meet 
their requirements. These include, in particular, non-promotion of plastics (not using 
plastic bottles, plastic cups etc.) and also maintaining a healthy lifestyle, which usually 
goes hand in hand with buying fruit and vegetables. Under these conditions, Frusack  
is accepting and seeking new collaborations (Jan Veselý - Frusack’s PR activities, e-mail 
communication, February 25, 2019).  
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In 2018, Frusack collaborated with the following bloggers: 
A Cup of Style (ACOS)  

Frusack participated twice in ACOS’s competitions. The first one was  
in September. The aim was to send a photo on holiday using Frusack and after, five 
winners were announced. The second collaboration was in their “Vlogmas” – ACOS’s 
annual event taking place in December, which is based on shooting daily vlogs  
on YouTube until Christmas comes, and each day announcing one competition. One day, 
Frusack was mentioned in such a vlog, an article on ACOS’s blog was written about  
it and four instastories were shoot, based on the previous agreement. Four fans could win  
a Frusack if they had written a comment below the article on blog. The bloggers were also 
given a code “acosvanoce” which their followers could use when purchasing the product  
to get a 10% discount.  

This Christmas’s collaboration payed 10.000 CZK as the blog A Cup of Style  
is one of the most famous in the Czech republic and has a high reach.  
The collaboration with ACOS was paid off, the sales of Frusacks with the discount code 
“acosvanoce” reached 60 purchases and the revenue reached 55.000 CZK.  
 

Picture 8 ACOS's Vlogmas 
 

 
Source:YouTube.com, 2019 
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Time to Fit  
In December, Frusack started the collaboration with Eliška Hudcová.  

They provided her two packages of Frusack, one for her and one which her Instagram 
followers could win by commenting below her Instagram post. This collaboration payed 
5.000 CZK. The agreement was based on Instagram and included four instastories  
and one picture on the feed. The sales of Frusacks with the discount code “timetofit” 
reached 40 purchases and the revenue reached 23.000 CZK.   

 

Picture 9 Timetofit Instagram cooperation 
 

 
Source:Instagram.com, 2019 

 
Davidakcz 

The collaboration with sportsman David Pártl also started in December. Frusack 
provided him two packages of Frusack, one for him and one for his followers.  
This collaboration payed 2.500 CZK and included 4 instastories, one per week,  
and a picture on the main feed. 
 
Stylish white rabbit 

Collaboration with Nicole Kudelková was also Instagram based and started  
in December. The agreement was the same as with Davidakcz but she did not organize  
any competitions, therefore she received only one package of Frusack. This collaboration 
payed 1.500 CZK. 
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My Cooking Diary  
The collaboration with Kateřina Saint Germain was different to those previously 

mentioned. In June, Frusack was asked to participate in her “Food Blog Market”  
in Vnitroblock. The purpose of the market is to give readers the opportunity to taste what 
they see all year long on blogs and social networks of their favourite food bloggers.  
In 2018, Kateřina addressed not only bloggers but also a few other brands  
and organization,  including Frusacks. She decided to reduce the amount of plastic  
to a minimum and to serve food in decomposable or glass returnable materials, therefore 
she addressed Frusack to participate as it was connected to her idea and food topic  
in general. 

As the company’s statistics of sales have shown the effectiveness of this marketing 
tool, Frusack wants to continue with the current collaborations and in future plans to start 
new ones.  

4.3.4.5 Event marketing  

Frusack do not organize any of their own events but they regularly participate  
in various events such as selling exhibitions or markets. Participation in these events forms 
part of another two communication tools - which are sales promotion and personal  
selling - as the seller meets directly with its customers. In 2018, Frusack was present  
at the Food Blog Market organized by Kateřina Saint German, the author of blog 
Mycookingdiary.cz. Their stand could be as well found in Mint Market, LeMarket, private 
Christmas market for KPMG or in “Czech Christmas” at Výstaviště Holešovice.  
All events took place in the Czech republic, in Prague.  
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4.4 Evaluation of the questionnaire  

The entire process of creating the questionnaire is described in detail under  
the chapter 2.2. Methodology. For clarity, the stated research questions are recalled here. 
 

Research question I.: How many respondents would purchase a reusable bag  
for fruit/vegetables/pastries if the plastic one bags incurred a charge?  
Research question II.: How important are Frusack’s influencers when addressing 
respondents aged 25 – 34 years old?  
 

Characteristics of selected sample: 
The identification questions were asked at the end of the questionnaire, however, 

for evaluation purposes they are introduced as the first. The questionnaire was completed 
by 283 respondents, of which 196 were women and 87 men. The collected data shows that 
the number of female participants to male participants is significant. One reason may  
be the fact that women are usually those who are in charge of grocery shopping in families 
and are generally more interested in environmental issues compared to men (KPMG, 
2016). 

The most frequent respondents were in the age category 25 – 34 years old which 
accounted for 52.6% and then, with greater distance, follows those aged 35 – 44 years  
old (15,2%). Other categories were represented as follows: 18 – 34 years old (14,8%),  
55 – 64 years old (8,5%), 45 – 54 years old (5,7%), more than 65 years old (2,8%).  
The least respondents were in the age category less than 18 years old (1,4%).  

Graph 1 Age category 
 

 
Source: Author’s own creation, 2019 
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In terms of education, the questionnaire was completed mostly by educated people 
with university degree (69,7%), followed by respondents with a high school diploma 
(25,1%). Respondents who attended high school (without diploma) were represented  
by 2,8% and elementary school by 1,4%. 

Most respondents live in Prague, 185 of the total 283, representing 65.3%. 
Following this with 13,4% are people living in cities (over 10.000 inhabitants), followed 
by 9,5% of respondents living in small towns (under 10.000 inhabitants). Village 
inhabitants (under 2000 inhabitants) are represented by 7,8%. Least represented were 
people from big cities (over 100.000 inhabitants) who account for 3,9%. 

Within the questions of customer’s preferences, the respondents were asked where 
they prefer to do their grocery shopping. They could choose from one to four options.  
The most popular supermarket amongst the respondents was Lidl (192 respondents, 
representing 67,8%). Second was farmers markets (101 respondents, representing 35,7%) 
followed by Albert (91 respondents, representing 32,2%), Tesco (70 respondents, 
representing 24,7%) and Globus (57 respondents, representing 20,1%). Shops “without 
packaging” were mentioned by 46 respondents (16,3%). Some respondents mentioned they 
prefer to do grocery shopping in small local shops, e.g. bakery, butcher shop, green grocers 
etc. 
 
1. Awareness about the problem: 

The first block of questions, focusing on general awareness about the problem  
of disposable plastic, consumer’s personal interest and behaviour was put  
to all respondents. This first block ends with a filtration question which divides  
the respondents into two groups:  
1) Those who know Frusack – these respondents continued to the second block  

of questions   
2) Those who do not know Frusack – these respondents skipped the second block  

of questions and continued to the identification questions  
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Question n.1: Do you notice any changes or initiatives in the Czech Republic that try  
to reduce disposable plastics with their product or specific behaviour? (You can provide 
both a specific product or company or any personal insight.) 

On the first, semi-closed question, only 55 respondents (19,4%) have responded 
that they do not notice any changes concerning the elimination of disposable plastics  
in the Czech republic. These respondents include 39 people who do not know Frusack; 
leaving 16 people who probably do not consider Frusack as an initiative which tries  
to reduce disposable plastics. More than 80% (228 respondents) included various 
examples. 

Graph 2 Consumer's consciousness 
 

 

Source: Author’s own creation, 2019 

The most frequent examples was the shop “Bezobalu” (without packaging) which 
was mentioned by 42 respondents. Many people also remembered various campaigns, 
which were introduced in the theoretical part of the thesis. The most repeated campaigns 
were #Dostbyloplastu by the Czech Ministry of the Environment Greenpeace  
(14 respondents), “Plast je past” or #neplastuj. Respondents also mentioned various retail 
chains which in their opinion fight against disposable plastics. The retail chains mentioned 
most frequently were Penny, Lidl, Tesco, Ikea and online stores Košík.cz and Rohlik.cz.  

Respondents have also noticed the change concerning cups, especially regarding 
outdoor events such as festivals, 15 people noticed that single used plastic cups for beer 
were replaced by reusable ones. Coffee shops and their replacement of plastics takeaway 
cups for recyclable alternatives were mentioned as well as one specific organization “Otoč 
kelímek” which was mentioned by 6 respondents. From bigger coffee chains, Starbucks 
and Costa Coffee were spoken of, equally by 4 respondents each. 
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In connection with coffee shops, 25 respondents noticed the elimination of plastic 
straws and their replacement with other materials such as metal, paper, bamboo or pasta. 
Probably the most visible change for all respondents was the introduction of charging  
for plastic bags in supermarkets, with 30 respondents noting this. From 228 respondents, 
19 of them wrote Frusack and one person wrote the product Saaczech. 
 

Question n.2: Are you interested in topics related to the problems of disposable plastics? 
The aim of this semi-closed question was to determine the types of green 

consumers interested in the problems of disposable plastics. The data obtained revealed 
that 123 respondents (43,9%) are interested in such topics on a long term basis and actively 
search and verify information available. Based on the literature review, these 
characteristics correspond with LOHAS group. Almost equally represented, with 115 
respondents (41,1%) is a group of respondents who are interested in this problem 
especially for the past two years and believe that “Thinking ecologically is the trend  
of today’s world”. According to the theoretical part of the thesis, these characteristics 
correspond to Drifters group. 

Graph 3 Personal interest 
 

 

Source: Author’s own creation, 2019 

Respondents who are not interested in the problem represent only 6,8% from which 
the majority were men. For this segment it is neither decisive if the product is packed  
in an excessive amount of plastics, apart from one respondent, and nobody knew Frusack. 
These respondents, according to the theory, belongs to Unconcerneds. Within other 
responses people have mostly stated that they find themselves somewhere in between  
the first two groups (Naturalites). They are interested in such topics but are not actively 
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searching for information and would not call themselves as “fanatical activists” but they 
do not see these topics as something “in” or “trendy”. Few people pointed out that  
they were influenced by their maturation process or that these topics forms part of their 
profession. 
 

Question n.3: Is the product packaging the decisive factor for you? For example,  
if the product is packed in an excessive amount of plastic, you will not buy the product. 

This closed question revealed that for 194 respondents (68,6%) the packaging  
is the deciding factor when purchasing the product, however, if the store does not offer  
any alternative they will still buy it. From the 194 respondents, for 182 of them it would  
be welcomed if the retails stores implement measures eliminating plastics; giving them  
the possibility to choose between the plastic packaging and an environmentally friendly 
alternative. 

Graph 4 Product packaging 
 

 

Source: Author’s own creation, 2019 

 
For 52 respondents (18,4%), the plastic packaging is not an important factor.  

On the contrary, the remaining 37 people (13,1%) are highly concerned about the problem 
and would never buy product packaged in an excessive amount of plastics. 
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Question n.4: Will your loyalty to the retail chain be increased if the shop introduces 
measures eliminating plastics? 

The loyalty of 241 respondents (85,2%) would be increased if the selected retail 
chain implement measures concerning the excessive use of plastics. This group  
of respondents prefer to do grocery shopping in the following places:  
Lidl (164 respondents), Farmer’s markets (94 respondents), Albert (71 respondents),  
Tesco (55 respondents), Billa (51 respondents), Globus (49 respondents),  
Kaufland (45 respondents), Rohlik.cz (27 respondents) and Penny (18 respondents).  
(In the question asking for favourite retail stores, the respondents could choose up to four 
options.)  
 

Graph 5 Consumer's loyalty 
 

 

Source: Author’s own creation, 2019 

 
Question n.5: When grocery shopping, are you thinking whether it is necessary to put your 
purchased goods in light plastic bags? For example, fruits and vegetables that have their 
natural packaging (orange, banana, lemon, avocado, etc.). 

The aim of this semi-closed question was to understand the respondent’s 
purchasing behaviour. From the total of 283 respondents, 179 (67,8%) are rationally 
thinking whether it is necessary to put the goods into plastics bags; they never put fruit  
and vegetables which have their own natural packaging into plastic bags. This group  
of people are represented mainly by two types of green consumers: LOHAS and Drifters, 
in other words, consumers who are aware of the problem. 
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There were 63 respondents (23,9%) aware of the fact that specific fruit  
and vegetables do not need to be put into plastic bags, however they still use them.  
More than 70% of this group would stop using light plastic bags if supermarkets started 
charging for them. This group revealed interesting findings, from the total  
of 63 respondents, half were people aged 18 - 34 years old, 43 of them were graduates  
of universities,  47 were Prague inhabitants and 41 of them have never heard of Frusack. 
Almost 90,5% of the respondents from this group are green consumers, therefore  
it is surprising that despite the fact their awareness of the problem is high, when  
in supermarkets they behave differently, in other words, their purchasing behaviour does 
not corresponds with their knowledge. 

Graph 6 The use of light plastic bags  
 

  

Source: Author’s own creation, 2019 
 

Respondents who input an answer, mainly appointed that they are mostly forced  
to use plastic bags when purchasing greater amounts of goods (e.g. oranges) because  
it makes the carrying and especially weighing easier. Few respondents wrote  
that they bring their own reusable bags, nor would they reuse a plastics one. 
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Question n.6: Do you bring your own shopping bag for your purchase? (optional: What 
motivated you? / Why not?) 

From all the 283 respondents, 98,6% bring their own bag for purchases  
and only 4 (1,4%) do not. To summarize answers for the optional question, these three 
responses reflect the majority of opinions about what motivates people to bring their own 
bags with them:  
 

1. “I was motivated by the amount of plastics bags that started accumulating at home”. 
 

2. “I find it silly to buy a new plastic bag every time I go to the supermarket,  
not to  mention the financial aspect, buying a new bag every time gets expensive”. 

 

3. “A cloth bag is a nice accessory, it is firmer and I'm not like a walking advertisement”. 
 
 

Graph 7 Own bags for purchase 
 

 

Source: Author’s own creation, 2019 
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Question n.7: Do you bring your own bags for fruits / vegetables / pastry when going  
for grocery shopping (an alternative to light plastic bags)? (optional: What motivated you? 
/ What would motivate you?) 

Compared to the previous question, where 98,6% respondents said they bring their 
own shopping bag, only 38,5% (109 respondents) bring a bags for fruit / vegetables  
or pastries. The remaining 174 respondents (61,5%) do not own a reusable alternatives  
to the light plastic bags. From the total of 174 respondents, 106 of them had never heard  
of Frusack. 

Graph 8 Own bags for fruit/vegetables/pastries 
 
 

 

Source: Author’s own creation, 2019 

Within the optional questions, for the thesis it is preferred to focus on the second 
group of respondents and what would be a motivation for them to purchase reusable bags. 
Amongst the most repeated answers were the following: charging (or absence) of light 
plastic bags, the possibility to buy a reusable bag in the store and a more affordable price 
for the reusable bag. An interesting comment about what would motivate one respondent 
to be highlighted here was: “Some information/sign in the store informing  

that the supermarket would appreciate if we brought our own bags”. Few people 
commented that they have never thought about this before, however, while filling this 
questionnaire, it made them realize their excessive consumption of plastics. One example 
which summarize similar opinions was: “Now, I am motivated by this questionnaire!  
I think it would be a good idea to create a media campaign because, like in my case,  
it (the idea of having a reusable bag) does not occurs to everyone by itself”. 
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The questionnaire showed that people are used to bringing their own shopping 
bags, therefore it is only the matter of accepting new habit of bringing their reusable bags 
for loose items too. To achieve this, it is necessary to increase the awareness  
of the problem. 
 
Question n.8: If in the future the plastic bags for fruit / vegetables / pastries were  
to be charged, would it persuade you to buy a reusable one (an alternative to a light 
plastic bag)? 

The results of this question confirm respondent’s most frequent answer for previous 
optional questions about their motivations. From the total of 174 respondents (not owning 
reusable bags), for 138 people (78,9%) charging light plastic bags would increase their 
likelihood to buy a reusable bag. This result answers the first research question stated: 
“How many respondents would purchase a reusable bag for fruit/vegetables/pastries 
 if the plastic bags incurred a charged?” 
 

Graph 9 Charging light plastic bags 
 

 
Source: Author’s own creation, 2019 
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Question n.9: Do you know Frusack?  
In this filtration question, the questionnaire ended for 133 respondents (47,0%). 

These respondents skipped the second block of questions and continued  
to the identification ones. An interesting finding was that 100 out of 133 respondent 
(75,18%) were green consumers belonging to LOHAS or Drifters, meaning that those 
consumers are interested in the problem Frusack deals with. By gender, the number  
of respondents (environmentally conscious) who did not know Frusack were 60 women 
and 40 men. By age, more than the half (62%) were respondents in these  
two age categories: 25 – 34 years old (40 respondents from which 26 were women)  
and 35 – 44 years old (22 respondents from which the half were women). 

 
Graph 10 Brand awareness 

 

 
Source: Author’s own creation, 2019 

 
The second part of the questionnaire was completed by 150 respondents  

from which 119 people (42,0%) knew Frusack but did not own a product,  
and the remaining 31 respondents (11,0%) were already owners of this product. 
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2. Frusack’s marketing communication 
Question n.10 & n.11: Where did you buy the product? / Why did you not buy the product? 

Respondents, who already own Frusack, were asked where they purchased it.  
As there was a possibility they own more than one, they could choose up to 3 answers  
for this semi-closed question.   

Graph 11 Frusack’s purchase places 
 

 

Source: Author’s own creation, 2019 
 

The data revealed that 40% of the respondents received a Frusack as a gift,  
23% purchased it directly from the website (e-shop), 17% bought it at retailers,  
11% got the product by supporting its emergence in crowdfunding campaign at hithit.com 
and the remaining 9% visited one of the events where Frusack was participating  
and bought it directly there. 

Respondents who know Frusack but are not its owners could, in this semi-closed 
question, introduce up to 3 answers explaining why they did not purchase one (Graph 12). 
The most frequent responses were the following: 

1) They already own different reusable bag. (46 respondents) 
2) They have never thought about it, in other words, it did not occur to them. (27 

respondents) 
3) They found Frusack quite expensive. (27 respondents) 
4) They have made their own bags; DIY (Do It Yourself). (6 respondents) 
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Graph 12 Reasons of not purchasing Frusack 
 

 

Source: Author’s own creation, 2019 

 
Question n.12: Do you know what makes Frusack unique compared to other reusable 
bags? 

From the total of 150 respondents, 63,3% (95 respondents) did not know the answer 
to this question. The majority (93,7% ) was those respondents who do not own  
the product.  

Graph 13 Frusack’s uniqueness 
 

 

Source: Author’s own creation, 2019 

Respondents who have written that they know Frusack’s uniqueness were in most 
of the cases correct. Their most common responses were: unique material, degradability 
and that it is made in the Czech republic. Few responses also ironically pointed  
out that the uniqueness is in Frusack’s price (overpriced) and marketing. One respondent 
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stated that it is made from a parachute which is also a characteristic of a reusable bag  
but from another brand - Saaczech. 
 

Question n.13: How did you notice this product? 
The aim of this semi-closed question was to find out through which communication 

channels the respondents noticed Frusack. Subsequently, based on the answers,  
the effectiveness of the individual tools of the existing communication can be determined. 
Most of the respondents noticed Frusack on Facebook (38,7%) or heard about it from  
a friend or family. WOM was considered to be the most effective tool for 38%.  
With greater distance follow: Website (15,3%), Interview or report in media (15,3%), 
Instagram (14,7%), Influencers (14%) and Events (2,7%). Three respondents  
also mentioned the campaign on hithit.com (2%). 

Graph 14 Communication channels 
 

 

Source: Author’s own creation, 2019 

This question should have provided answer for the second research question which 
was the following: “How important are Frusack’s influencers when addressing respondents 
aged 25 – 34 years old?”. From the data obtained, this age category was the most 
represented (146 respondents), however, the requirement for this research question was  
to know Frusack, and it was accomplished by 89 respondents. From these 89 respondents, 
only 11 respondents (all women) mentioned influencers as a source which raised their 
awareness of Frusack.  
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Based on the interview with Hana Fořtová, women within this age category  
are Frusack’s main target and this question revealed that for them, the most effective tools 
of Frusack’s marketing communication were not influencers but the following:   
Facebook (37 respondents), WOM (22 respondents) and Instagram (12 respondents).  
(The total number of women in the age category 25 – 34 who know Frusack was  
72 respondents, from the total of 104, meaning that there were 32 women in this age 
category who have never heard of Frusack.) 
 
Question n.14 & n.15: Are you following Frusack on Social networks? On which social 
media do you follow Frusack? 

From all the respondents, there were only 12% who follow Frusack on its social 
media. The majority was represented by women in age group 25 – 34 years old.   

 
Graph 15 Frusack's social media 

 

 

Source: Author’s own creation, 2019 

 
The questionnaire revealed that from those respondents, who follow Frusack  

on social media, 88,9% of them follow Frusack’s Facebook page, Instagram followers 
were represented by 50% and YouTube channel was mentioned by 5% of the respondents.  
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Question n.16 & n.17: Have you ever visited Frusack’s website? Rate the website (1 = very 
satisfied, 4 = very dissatisfied) 

The last two questions were asking the respondents about Frusack’s website.  
From the total of 150 respondents who know Frusack, there were 49 respondents (32,7%) 
who had visited the company’s website at least once, the remaining  
67,3% (101 respondents) have never visited it, therefore they did not evaluate it. 

In the very last question, respondents were asked to evaluated the design, clarity, 
content and overall impression using a scale from one to four, where 1 meant very satisfied 
and 4 very dissatisfied. Results of absolute frequencies is also supplemented by the average 
(Table 2). 

Table 2 Evaluation of the website 
 

 

Source: Author’s own creation, 2019 

 
The rating of the Frusack’s website turned out to be quite positive. Despite the fact 

that the most frequently chosen mark was 1, the clarity was the worst rated aspect  
of the website, with an average rating of 1,8. For this aspect, six people have chosen  
a rating of 3 and three respondent were very dissatisfied (rate 4) with the website clarity. 
Therefore, when editing a website, the Frusack’s management should focus primarily  
on making the site clearer. The overall impression was the best evaluated aspect, only two 
people evaluated it with rate 4. 
 
 
 
 
 
 

1 2 3 4
Design 27 16 4 3 1,66
Clarity 22 19 6 3 1,8
Content 24 19 3 4 1,74
Overall impression 25 19 4 2 1,66

Absolute frequency Average
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4.5 Summary of the questionnaire 

A concise summary to conclude the questionnaire will be introduced in this chapter.  
It will be divided into two parts; the same way as it was done in the evaluation process. 
Awareness about the problem: 

The questionnaire revealed that the awareness of the problem of disposable plastics 
is quite high in the Czech republic. The majority of the respondents were interested  
in environmentally oriented topics. Respondents try to buy products which are not packed 
in an excessive amount of plastic, however if the retail store does not provide them such  
a possibility, they tend to buy what is available, even if it includes high amounts of plastic. 
Therefore, it would be welcomed if the retail stores implement measures eliminating 
plastics, since loyalty of their customers would increase. The questionnaire showed that 
Czechs are used to bringing their own shopping bags when going for grocery shopping but 
they have not developed a habit of bringing a reusable bags for fruit and vegetables yet. 
The majority of these respondents would be persuaded to buy a reusable bag if the plastic 
ones incurred a charge in the future. If such a legislation enters into force, it would give 
Frusack the opportunity to negotiate with retail stores and provide them their product as an 
alternative to the free plastic bags we have today. 
Frusack’s marketing communication: 

The questionnaire showed that the uniqueness of the product is not sufficiently 
presented as more than 60% of the respondents did not know it. Facebook and WOM 
appeared the strongest communication channels. Influencers did not have much impact  
on the respondents participating in the questionnaire, however the internal analysis 
revealed different outcomes which were already described in a previous subchapter  
and will be discussed in the following. Based on the questionnaire, Frusack’s social media 
did not prove very successful as only 12% of the respondents are their followers be that  
on Facebook or Instagram. Respondents’ answers confirmed that their YouTube channel  
is not actively used as only one person mentioned this social network. Compared to social 
networks, the company’s website is visited more, however the number of respondents who 
visited the website at least once is relatively low. The rating of the Frusack’s website 
turned out to be quite positive however its clarity should be improved. The data collected 
revealed that the majority of the Frusack’s owners received the product as a gift, therefore 
they did not have to pay for it. Actually, the price was among the most commonly 
mentioned barriers to purchase.  
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5 DISCUSSION OF RESULTS AND RECOMMENDATIONS  

In relation to the outcome of the marketing analysis, including a questionnaire  
and interview, the improvements for marketing communication of Infiberry s.r.o. will  
be proposed in this chapter. The analysis showed that the selected tools of Frusack’s 
marketing communication works quite well, however, some changes and further steps need 
to be taken to make it more efficient. Therefore, the following recommendations have been 
made to strengthen the position of Frusack in the market. 

First of all, the following general improvements to build a stronger brand position 
are proposed: 
 

Creating  memorable slogan  
It is recommended that the company uses one, memorable, slogan. Currently,  

on the website frusack.com appears “Nakupujte po svém. Bez plastu.” in Czech,  
and “Sorry, plastic bags.” in English. On their Instagram account, it uses “Say no to plastic 
bags.” but in some posts and instastories it uses “ACT TODAY, CHANGE 
TOMORROW”. This last quote is also written on Frusack’s packaging. The author 
recommends the use of this last quote as the slogan of the brand and recommends  
a consistent use in all marketing communications.  
 

Increased promote of the uniqueness of the product  
The questionnaire revealed that the uniqueness of the product is not sufficiently 

presented since more than 60% of the respondents were not aware of it. It is recommended 
that the company promotes the uniqueness of Frusack more intensively. The company 
could create an advertisement containing elements of storytelling. Through storytelling, 
Frusack could build a stronger relationship with their customers and communicate complex 
information about the manufacturing process in a simple way. The advertisement could 
show the entire production process; from the fibre development in Switzerland  
to the sewing process in the Czech Republic and the final deliver to the customer.  
The advertisement could take the form of short videos, being released gradually.  
These short videos should be entertaining and thrilling so that the customers would  
be eager to see the following episode. The advertisement should touch their feelings  
and make them sympathize with the narrator who could guide the whole story. 
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This advertisement could be shared on all Frusack’s social media, but especially  
on YouTube. It should be published in the company’s website as well. If the storytelling  
is executed well, the advertisement could go viral, meaning that people would 
spontaneously and by their own means spread it further. This campaign of stressing  
the uniqueness of the product could be complemented with various pictures, each one 
connected to one video released. On these pictures could be shown a specific part  
of the production process of Frusack and in the same way as the videos, it should  
be simple, creative and include elements of storytelling. These pictures  
should be published on Frusack’s social media as well. In general, all the advertisement 
should meet the requirements of green marketing communication, meaning that limited 
natural resources should not be excessively used, therefore all the advertisement should  
be conducted in the online environment. 

 

In future, the company should focus and improve especially their online marketing 
communication, particularly the following: 

 

Website  
The website was updated in 2018, but the company’s CEO Hana Fořtová admitted 

that they are not very active there. It is appreciated that the website is in two languages - 
Czech and English, therefore it is also adapted to foreigners. Unfortunately, certain items 
in the menu bar are displayed in English even when switching to the Czech language.  
It is recommended to fix this and translate these words into the Czech equivalents  
so as to not combine Czech and English names together. Based on the website analysis 
described in chapter 4.3.4.3. Online communication, the author also recommends  
the correction of the duplicity of tabs in horizontal and vertical scrolling menu bars, 
specifically the tabs “Shop” and “About Frusack” which include the same information.  
In the Czech version, under the tab “About us” content must be revised as there  
is incomplete phrase present. It is also recommended to add more information in this 
section, the same way as it is written in the English version. The company should as well 
revise the typographic errors (Appendix K). 

In general, the questionnaire revealed quite positive results, however the Frusack’s 
website clarity should be improved as it was the worst rated aspect. The author 
recommends a focus on improving the above mentioned deficiencies as the company’s 
website is an important communication channel representing the company. 
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Social media  
As already mentioned, Frusack actively uses just two social networks - Facebook 

and Instagram. The majority of their communications with their customers is through 
Facebook.  
On Frusack’s Facebook page, they give followers information about the release  
of new product and special offers, about which events they will participate in, or they share 
articles about the problems Frusack deals with. Posts are added irregularly. On Instagram, 
Frusack is more active. They use Instastories quite often and high quality photos  
are published on their feed with a creative concept.  

It is recommended for Frusack to be in contact with customers through social 
networks more often and add Facebook posts regularly, i.e. at least once a week.  
For example, they could add photos or videos from the Frusack production process  
as discussed above regarding advertisements. They could also write their own educational 
articles, not only share the already published ones. By implementing these proposals, 
Frusack could achieve their aim which as well corresponds to the aim of green marketing 
communication, specifically to raise the awareness of the problem and educate society with 
the goal of changing their attitudes and behaviour. 

On Instagram, it is recommended to use paid advertisements, for example,  
in the form of Instastories, which are displayed to users based on the specified criteria  
(i.e. age, gender, interests or location). Thanks to these activities, Frusack could reach 
more fans and increase engagement on both social networks. 

• YouTube  
Frusack is not very active on its YouTube account. It is proposed to take advantage 

of what this social network offers by creating an advertisement. One possibility could  
be creating new videos about the uniqueness of Frusack, which has been described above 
under the heading “Increased promote of the uniqueness of the product“.  

The second possibility would be easier and it could be implemented sooner  
as the video which could be used for the advertisement already exists. It is recommended 
to use the newest video called “Shopping with Frusack! (CZ)” which is already uploaded 
on the channel, and to create an advertisement from it. From the YouTube advertisement  
formats (Appendix A), the author would recommend the use of either a skippable video 
(pre-roll) or non-skippable video (bumper) or a combination of both. 
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Influencer marketing  
Despite the fact the respondents participating in the questionnaire did not state 

bloggers and influencers in general as the main communication tool through which they 
noticed Frusack, based on the internal analysis and information revealed from  
the interview, the author believes that the use of influencers to promote Frusack  
is an effective and inexpensive tool, therefore she would recommend to continue  
the current collaborations. For future, the author proposes the following bloggers  
and influencers who already, in some way, have spoken about environmental issues  
or/and have the same target market, therefore could bring new customers for Frusack.  
The influencers proposed are Veronika Šubrtová (@_weef_), Kamila Randusová 
(@chefkamu), Kateřina Kuranová (@Smoothcooking) and Nikol Štíbrová 
(@stibrovicnikolka). 
  
Email marketing   

Social media is popular within the field of marketing communication, however they 
might be perceived slightly impersonal. Therefore the author recommends e-mail 
marketing. In the field of direct marketing, the company could focus on distributing 
newsletters by email to customers who have already purchased their product. With these 
newsletters they could achieve one of their goals which is to increase the awareness  
of environmental problems and educate society as well as building and strengthening  
a long-term relationship with their customers. To increase their loyalty, they could also 
send birthday wishes and provide discount codes. This proposal would require the creation 
of a database including the customer’s name, date of birth and e-mail address. 

Picture 10 Example of a birthday wish 

 
Source: Author’s own creation, 2019 

ACT TODAY, CHANGE TOMMOROW.

HAPPY BIRTHDAY, XY!
SINCE TODAY IS YOUR DAY, WE HAVE A PRESENT FOR YOU. 

WE ARE GIVING YOU A 15% DISCOUNT CODE FOR YOUR PURCHASE! 

SHOP NOW

Use code: BDAY-XYU8NQP
Hurry!  Valid only until the end of month
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Despite the fact that the online marketing communication is a preferred form  
of communication within the green marketing, offline activities should not be forgotten 
and should go hand in hand with the online activities. The author recommends  
the following: 

 
Events – “roadshows”  

To increase the brand awareness, it is recommended for Frusack to go directly  
to their potential customers. The idea proposed is to introduce Frusack to people  
in the supermarkets’ carpark. The company could build a simple stand with Frusack’s 
banner which would include the logo of the company and basic information. For this 
roadshow, Infiberry s.r.o. should find volunteers who would help them with the event.  
This event could last two weeks during which the stand could move from one supermarket 
to another. At the beginning, it is recommended to focus on Prague and if successful, there 
might be the possibility of expanding to other cities in the future as well. 

The main idea behind this proposal is not only promoting the brand but especially 
educating people on their purchasing behaviour; showing them where the problem  
is and providing them a solution – Frusack. The event could work on the following  
basis: The volunteers would be looking inside shopping trolleys of those customers  
who have already done their grocery shopping. They would focus on fruit and vegetables 
and for customers who have used an excessive amount of plastic bags they could explain 
the environmental impact of such purchasing behaviour and show them there exists 
alternatives. For customers who are about to enter the supermarket, Frusack could provide 
their product for a refundable deposit. This way, the customers could try the product  
and decide if they find it practical compared to the plastic bags. After finishing the grocery 
shopping, the customers could decide whether they would like to purchase Frusack or not. 

This roadshow could be accompanied with a contest with a certain amount  
of Frusacks. The volunteers would be equipped with tablets and the requirement would  
be for customers to answer a simple question on such tablets, attach their email address  
and when the event ends, winners would be announced. By obtaining customers email, 
Frusack could maintain relationships with these new potential customers and send them 
newsletters to keep them up to date on environmental awareness or provide them with 
special offers. This activity is connected with previously mentioned email marketing  
and would require the creation of a database. 
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Entering retails stores  
As resulted from the interview with Hana Fořtová, Infiberry s.r.o. would like  

to focus on the B2B market, in particular to introduce their product Frusack to retail stores 
such as supermarkets. The questionnaire revealed that the respondents would appreciate  
if supermarkets would implement measures concerning the reduction of an excessive  
use of plastic. Customers’ loyalty towards the supermarkets would increase, therefore  
it would be beneficial for both parts as the sales of the supermarkets could increase due  
to more loyal customers and customers would not have to search for more environmentally 
friendly alternatives in various shops. Respondents were repeatedly mentioning that they 
would appreciate the possibility of purchasing Frusack directly in the shops because 
nowadays, they find this product not easily available for them. However, based  
on the interview with a marketing employee of the supermarket Lidl, currently,  
the supermarkets are not ready for such a change of implementing Frusack in their stores 
as the management of the majority of supermarkets are mostly international  
and the decision therefore must be done and applied in all countries where the supermarket 
operates. For a start-up company, it would be unattainable to supply such a demand, 
especially considering the cheap competition which is represented by China. This country 
would be the preferred choice of the majority of supermarkets as the price plays the most 
important role in the decision making process for them (Interview with a marketing 
employee of Lidl, 30.1.2019). 

Despite the fact the respondents would appreciate supermarkets eliminating  
the overuse of disposable plastic, from the point of view of the supermarkets, the Czech 
republic is not ready for such a change yet. First of all, the legal changes  
by the government need to be done, therefore, for now, the author would recommend  
not such an ambitious goal. Negotiations with smaller and local shops which  
are autonomous and independent from transnational consent is proposed. These might 
include for example the shop Delmart or Bezobalu which are Czech, therefore it could  
be easier to enter there, compared to the transnational supermarket chains. Another 
opportunity is seen in the farmers markets which are currently seeking an alternative  
to plastic bags, specifically speaking the farmers market taking place in Prague  
at Náplavka (farmarsketrziste.cz, 2019) and Jiřího z Poděbrad (trhyjirak.cz, 2019).  
The questionnaire revealed that farmers markets are very popular amongst the respondents, 
therefore, offering Frusacks to particular farmers (sellers) or directly participating  
as a brand and selling Frusacks in these markets is seen as highly convenient. 
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6 CONCLUSION  

Marketing is a constantly evolving discipline which in the 21st century  
is increasingly used as more and more organizations have found it advantageous.  
In the past, companies have been working with the idea that natural resources are unlimited 
and that production, distribution and consumption have no impact on the environment. 
Nowadays, there is no doubt that natural resources are decreasing, the amount of waste  
is rising uncontrollably and therefore many companies all around the world have started 
implementing so called green marketing in their marketing strategies.  

The main subject of this thesis was the start-up company Infiberry s.r.o.,  
in particular its pilot product Frusack. To achieve the stated goals of the thesis, there was  
a need to carry out a situational analysis including the questionnaire and a semi-structured 
interview. The questionnaire was conducted electronically and its results became the basis 
for further analysis. It focused on the marketing communication of Frusack, especially  
on the brand awareness and currently used communication channels. As part  
of the questionnaire, prior to the Frusack’s marketing communication, the respondents’ 
awareness about the problem of disposable plastic and their purchasing behaviour  
was analysed.  

The questionnaire revealed that Czechs are aware of the problems associated with 
disposable plastic and they are used to bringing their own shopping bags when going  
for grocery shopping, however they have not developed a habit of bringing their reusable 
bags for fruit and vegetables yet. The majority of these respondents would be persuaded  
to buy them if the plastic ones were to be charged for in the future. The results  
of the questionnaire showed that the uniqueness of the product is not sufficiently presented 
since more than 60% of the respondents did not know it. 

Based on the evaluation of the current marketing communication consisting  
of the questionnaire, the semi-structured interview with company’s CEO and the author’s 
analysis of internal documents, deficiencies were found in the communication strategy  
and recommendations for its improvement were subsequently proposed.  
It was recommended to modify the website, especially its clarity and fix typographical 
errors. It was proposed to communicate more frequently with their customers via social 
networks such as Facebook and Instagram and to become more active on YouTube.  
The advertising campaign, promoting the uniqueness of Frusack, was suggested.   
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Since collaborations with influencers are a key pillar of Frusack’s marketing 
communication, various bloggers and influencers were proposed who Frusack could 
address in future. Another proposal was to create a customers’ database and with such  
an instrument implement email marketing in the company’s communication activities  
and consequently build a stronger relationship with their customers through regular 
newsletters and birthday wishes. It was as well proposed to combine online activities with 
offline activities. For this proposal, a particular event was designed. Lastly, the possibilities 
of entering certain retail stores were mentioned. 

Finally, it can be stated that the research questions posed for the questionnaire  
were answered and both the main and partial objectives of the thesis were fulfilled.  
The author of the thesis assumes that the suggested proposals will help Frusack  
to successfully improve their marketing communication and that the outcome  
of the questionnaire could serve the company as a basis for future business negotiations 
with retail stores. However, due to the limited extent of this diploma thesis, only part  
of the possible research of Infiberry s.r.o. is presented and it could serve as an incentive  
for further research and study in this area. 
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