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Vyuzivanie elektronického podpisu podnikmi pésobiacimi na Slovensku
The Use of Electronic Signatures by Enterprises Operating in Slovakia

Benita Belanova, Anna Hamranova

Abstract

The Article deals with the approach of companies operating in Slovakia towards the use of
electronic signatures for signing electronically sent documents. It contains summarized results
of surveys conducted in 2008, 2012, 2015, 2017 and 2020. The main objective of the article is
to map the use of electronic signatures in small and medium enterprises doing business in
Slovakia, to identify problems and examine the parameters that affect the use of electronic
signatures. The results of our research showed that the approach of companies operating in
Slovakia to the use of electronic signatures in electronic services was chaotic and
uncoordinated. Following the introduction and publication of the Digital Economy and Society
Index (DESI) in 2015, Slovakia ranged from 20th to 22nd place, below the EU28 average.
Addressing most of the shortcomings and causes of Slovakia's underperformance is the
responsibility of the Slovak government and relevant ministries. Universities can help in the
business area by further research, identifying obstacles and barriers to digitalization. At the
same time, in our case, they can play a significant role in raising the digital literacy of future
entrepreneurs and managers.

JEL classification: M15, M21
Keywords: electronic communication, electronic signature, SMEs in Slovakia

1 Uvod

Informacno — komunikaéné technoldgie st v sti€asnosti jednym z hlavnych generatorov
inovacii vo vSetkych odvetviach (Mihalikovéa et al., 2016; MikuSova Meric¢kova et al., 2017,
Rusko, 2019; Trebuna et al., 2020). Elektronickd vymena informécii urychlila obchodné
transakcie a prostrednictvom elektronickych sieti rozsirila trhovy priestor. Okrem toho Coraz
viac spolocnosti prihliada na zodpovedné spravanie sa v oblasti ekologie a snaZi sa papierova
formu vymeny informécii minimalizovat’ (Lovciova, 2021). Digitalizacia tychto procesov teda
ovplyvnila aj klasické podpisovanie papierovych dokumentov a vytvorila tlak na zmenu
tradicne pouzivanych postupov v kupno-predajnom akte, ako st napr. verifikacné techniky
(podpis, podpisové pravo, overovanie podpisu, overovanie totoznosti). Podpisovanie tlacenych
dokumentov postupne nahradza elektronicky podpis. Hoci nie je na trhu Ziadnou novinkou, jeho
pouzivanie v praxi sa stale stretdva s viacerymi problémami. Z tohto dévodu zdmerom nasho
prispevku je preskimat’ pristup k vyuzivaniu elektronického podpisu a elektronicky
podpisanych dokumentov v podnikoch na Slovensku, zistit' vyvoj nazorov na elektronicky
podpis a identifikovat’ problémy spojené s jeho vyuzivanim.

2 Sucasny stav rieSenej problematiky doma a v zahranici

Elektronicky podpis je vo vSeobecnosti technika, ktorou sa podpisuju dokumenty,
vyhotovené v elektronickej forme a pomocou ktorej je mozné dodatocne overit, ¢i v danom
elektronickom dokumente neboli vykonané neopravnené zmeny (Budi§ & Stedron, 2008). V
nasej legislative sa udomacnil pod oznacenim zaruceny elektronicky podpis, ktory bol neskor
— vplyvom legislativy Eurdpskej unie, nahradeny pojmom kvalifikovany elektronicky podpis
(EUR-Lex, 2022).

Vyuzivanie elektronického podpisu uzko suvisi s celkovou trovitou poskytovania
a prijimania sluzieb eGovernmentu, ¢i uz v pripade jednotlivcov alebo podnikov. Eurdpska
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unia monitoruje digitdlny pokrok jednotlivych ¢lenskych Statov prostrednictvom indexu
digitalnej ekonomiky a spolo¢nosti (DESI), ktory bol zavedeny v roku 2014 a je pravidelne
publikovany od roku 2015 (MIRRI, 2020). Index DESI vyuziva kombindciu 37 indikatorov v
piatich hlavnych dimenziach merania s r6znou vahou. Hlavnymi dimenziami su:

1. konektivita - dostupnost’ internetového pripojenia (vaha 25%),
2. l'udsky kapital — digitalne zruénosti (25%),

3. vyuzivanie internetovych sluzieb obcanmi (15%),

4. integracia digitalnych technolégii v podnikoch (20%),

5. digitalne verejné sluzby (15%).

Podl'a tohto indexu Slovensko vroku 2020 a2021 kleslo na 22. miesto, ked
v predchadzajucich rokoch obsadzovalo 20. a 21. miesto (Tabulka 1).

Tabulka 1

Hodnoty indexu DESI za Slovensko a priemer EU 28 za roky 2015 -2021
Ukazovatel _ Slovensko : Eur(')pska unia

Poradie skore skore

DESI 2021 22. 43,2 50,7
DESI 2020 22. 45,2 52,6
DESI 2019 21. 42,9 49,4
DESI 2018 20. 41,9 46,5
DESI 2017 21. 38,6 43,4
DESI 2016 21. 34,9 41,4
DESI 2015 20. 33,1 38,9

Zdroj: vlastné spracovanie podla MINDOP (2021) a European Commission (2022)
2.1 Legislativa v oblasti elektronického podpisu na Slovensku

Stcasne s vyvojom poskytovania a prijimania elektronickych sluzieb, prebiehal aj vyvoj
Vv oblasti elektronického podpisu, kedy bolo potrebné upravit’ najprv legislativu. Problematika
elektronického podpisu sa na Slovensku zacala rieSit’ v maji 1999, kedy bola na Ministerstve
hospodarstva SR vytvorena Pracovna skupina na pripravu zdkona o elektronickom podpise.
Vypracovala navrh zakona, ktory bol schvaleny vladou SR a nasledne predlozeny na rokovanie
Néarodnej rady SR. Zaroven sa koncom roka 2000 vytvorila odborné skupina pri Slovenske;j
informatickej spolo¢nosti, ktora vytvorila alternativny navrh zakona, ktory bol v aprili 2001
predlozeny na rokovanie NR SR ako poslanecky navrh. Po viacerych néavrhoch na
prepracovanie tohoto zakona sme sa 15. marca 2002 dockali schvélenia tohoto zdkona. Zakon
o elektronickom podpise vstupil do platnosti 1. maja 2002 (Slov-Lex, 2021). Tento zakon bol s
uc¢innost'ou od 18. oktobra 2016 zruSeny a nahradeny zakonom ¢&. 272/2016 Z. z. — Zakon o
doveryhodnych sluzbach pre elektronické transakcie na vnutornom trhu v zneni neskorsSich
predpisov (Slov-Lex, 2022). Tento zakon vSak neobsahuje definiciu kvalifikovaného
elektronického podpisu, ale odkazuje na jeho definiciu v pravnych predpisoch Eurdpskej tnie.
Definiciu kvalifikovaného elektronického podpisu obsahuje ¢lanok 3 odsek 12 nariadenia
Eurdpskeho parlamentu a Rady (EU) &. 910/2014 z 23. jala 2014 o elektronickej identifikécii a
doveryhodnych sluzbach pre elektronické transakcie na vnitornom trhu a o zruSeni smernice
1999/93/ES v zneni neskorSich predpisov, ¢im sa terminoldgia zosuladila s terminologiou
pouzivanou v Eurdpskych predpisoch (EUR-Lex, 2022).

Kvalifikovany elektronicky podpis je mozné pouzivat na podpisovanie elektronickych
dokumentov rovnako ako vlastnoru¢ny podpis v pisomnych dokumentoch. Znamena to, Ze s
kvalifikovanym elektronickym podpisom moéZete napriklad podpisovat’ obchodné zmluvy s
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obchodnymi partnermi, podpisovat’ pracovné zmluvy so zamestnancami, podpisovat’ Gctovné
dokumenty, podpisovat’ rozhodnutia tykajice sa fungovania obchodnej spolo¢nosti a podobne
(Background, 2017). Pravny ucinok podpisu a jeho pripustnost’ ako dokaz v sidnom konani sa
nesmie odmietnut’ z dovodu vyhotovenia v elektronickej podobe, Co je upravené spominanym
Zakonom ¢. 272/2016 Z. z. o doveryhodnych sluzbach pre elektronické transakcie na
vnutornom trhu, Obcianskym zakonnikom ¢. 40/1964 Zb. §40, ods. 4. a Nariadenim
Eurdpskeho parlamentu a Rady (EU) eIDAS. Nazov eIDAS vznikol zo skratky eID a
eSignature, teda elektronicka identifikacia a elektronicky podpis. Tato eurdpska regulécia ma
odstranit’ cezhrani¢né bariéry, umoznit’ Uplné elektronické podania v inych ¢lenskych Statoch a
riesit’ bezné obchodné a pravne ukony na dialku (TUV SUD, 2022; eIDAS, 2022).

Aby bol kvalifikovany elektronicky podpis pravne zarueny, musi spiiat’ nasledujuce
zékladné atributy (Budis, 2008):

* integrita, tzn. zaruka, ze v zasielanych informaciach (dokumente) nebolo ni¢ nelegalne
menené, napr. pocas cesty k adresatovi;

» autentickost, tzn. istota, ze autorom spravy je prave ten, kto je pod fiu podpisany, a nejde
o ziaden podvrh;

* nepopieratelnost’ — autor nemdze tvrdit’, ze nevyhotovil dany podpis elektronického
dokumentu;

* uctovatelnost’, ktora je potrebna najma pri bankovych transakciach, znamena ischovu
informadcii o prijatych/odoslanych spravach, poskytujuc dokazovy material pred sidom
v pripade nejakého sporu.

Pouzivanie kvalifikovaného elektronického podpisu nie je narocné na technické vybavenie
a nevyzaduje si Specidlne pocitacové zrucnosti. Na vytvorenie kvalifikovaného elektronického
podpisu je potrebné mat”:

* pocita¢ s operacnym syst¢tmom Windows, Mac alebo Linux, vybaveny kompatibilnou
¢itackou Cipovych kariet;

» obciansky preukaz s ¢ipom (eID karta) a 6-miestny bezpecnostny osobny kod — BOK,

* na Cipe obcianskeho preukazu nahraty platny certifikdt na podpisovanie, ktory sa da
ziskat’ bud’ pri osobnej navsteve oddelenia dokladov alebo cez online funkciu Aplikacie
pre elD;

* nainStalovant Aplikéciu pre elD (na prihlasovanie do elektronickej schranky);

* nainStalovant aplikaciu pre podpisovanie D.Suite/eIDAS pre OS Windows, alebo
D.Launcher pre Mac alebo Linux.

2.2 Vyhody vyuZivania elektronického podpisu

Kvalifikovany elektronicky podpis a s nim spojena elektronicka vymena udajov prindsa pre
jednotlivcov aj spolo¢nosti mnohé, najméd ekonomické vyhody. Z tych najpodstatnejSich
mozeme spomenut’:

e Uspora prace — konvenény systém zaloZeny na papierovych dokumentoch je pomaly a
pracny. Elektronické dokumenty pripravené v jednom pocitaovom systéme mozu byt’
prenesené elektronicky do pocitacového systému obchodného partnera.

e Uspora &asu — transakcie su okamzité, umoznia lepsie a efektivnejsie planovanie.
Odburaju sa také neprijemné povinnosti, ako je napr. povinnost’ chodit’ podpisovat’
zmluvy k notarovi, chodenie na postu odosielat’ stovky doporucenych listov a i.

e Znizenie nakladov — elektronicka vymena dokumentov zabezpecuje znizenie nakladov
tykajicich sa prace s papierovou dokumenticiou, vstupom dat, stykom s postou,
notarskym turadom a s tym spojenymi poplatkami.
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e Redukcia chyb — Vylucia sa chyby z titulu posty a redukuja sa chyby plynuce z pripravy
udajov.

e ZlepSenie sluzieb pre zdkaznikov — Elektronické prostredie na komunikéciu skracuje
vybavovacie ¢asy, organizacia sa stava pruznejSou k potrebam zakaznikov, zlepSuje si
svoj imidZ voci konkurencii, ktora pracuje klasickymi metodami.

e Rozsirenie podnikatel'skych moznosti — Elektronicka vymena dokumentov ponuka
organizaciam moznost’ rozsirit’ ich podnikatel'ské aktivity do vacsich dial'ok bez toho,
aby sa im prediZil ¢as ohlasu - to umoZiiuje komunikacia v ramci elektronickej siete i
medzi sietami navzajom.

Psychologické vyhody elektronickej komunikécie spocivaji v odstraneni komunikaénych
bariér a stresovych situdcii s nimi spojenymi. Okrem podstatnych vyhod, prinasa pouzivatelom
elektronicky podpis aj zodpovednost’ za bezpeéné ulozenie osobného kl'i¢a. Spominany zdkon
totiz robi zodpovednych za neopravnené pouzitie elektronického podpisu jeho majitel'a. Pokial
totiz podpis na papieri niekto sfalSuje, pravne dosledky nesie falSovatel’ a samotny podpisany
dokument sa po preukazani neoprdvnené¢ho podpisu stdva nepodpisanym.. Ak vsak niekto
pouzije neopravnene na$ elektronicky podpis, dosledky voci tretim osobam nesieme my.
Dokument, podpisany elektronickym podpisom, ma rovnakd pravnu silu ako dokument
podpisany legalne, pretoze bol vlastne pouzity rovnaky podpis (,,original®). Porovnanie
podpisov vo fyzickej a elektronickej podobe je uvedené v Tabul'ke 2.

Tabul’ka 2
Porovnanie podpisov vo fyzickej a elektronickej podobe
Fyzicka podoba podpisu Ekvivalent podpisu v elektronickej podobe
Vlastnoru¢ny podpis Jednoduchy elektronicky podpis
Zdokonaleny elektronicky podpis
Vlastnoruc¢ny, tiradne osvedc¢eny podpis Kvalifikovany elektronicky podpis
s ¢asovou peciatkou

Zdroj: SBA, 2019
2.3 Moznosti vyuZitia elektronického podpisu v sektore MSP

Okrem uz spominaného vyuzitia kvalifikovaného elektronického podpisu v kuapno-
predajnom akte mozu spoloCnosti e-podpis vyuzivat' aj v styku s viacerymi S$tatnymi
inStitciami. V niektorych pripadoch je tato elektronickd forma dokonca jedinou alternativou.
Vyuzivanie elektronickych sluzieb verejnej spravy nemozno vnimat’ len ako moznost, no v
niektorych pripadoch tieZ ako povinnost’, kedy podnikatel’ nema na vyber a musi urcity tikon
vykonat’ vzdy elektronicky.

Typickymi prikladmi, kedy aj MSP musia povinne vyuzit elektronicka formu ukonu, su:

* komunikacia s daflovymi a colnymi Gradmi,

* komunikdcia MSP (zamestnivatelov) so zdravotnymi poistovilami, pokial
zamestnavaju aspon troch zamestnancov,

* komunikdcia so Socidlnou poistoviiou prostrednictvom portalu elektronickych sluzieb
Socialnej poistovne pri vacSine ukonov spojenych so socidlnym poistenim a
zabezpecenim,

* prijimanie podani zasielanych do elektronickych schranok MSP,

* vyuzivanie portdlu Elektronicky kontraktany systém, pokial sa MSP uchadzaju o
zakazky zverejnené v elektronickom trhovisku.

Aj ked’ hlavny vyznam elektronizacie ostava aj v takomto pripade rovnaky, teda Gspora casu
a prostriedkov, na ddlezitosti ovela viac nabera sposob, akym sa prislusné elektronické ukony
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realizuju. Je preto nevyhnutné, aby portdly verejnej spravy, prostrednictvom ktorych sa
vykonavaju povinne elektronické tikony, fungovali spol'ahlivo a jednoducho.

Kvalifikovany elektronicky podpis je mozné vyuzit’ pri komunikacii s tymito insStiticiami:

Danovy urad — zasielanie sthrnného vykazu o dodani a prijati tovarov a sluzieb do/zo
zahranicia, ziadosti o vratenie DPH zo zahranicia, priznani k DPH, priznani k dani z prijmu
pravnickych osob, dane z motorovych vozidiel, a viacero d’alSich formularov.

Colna spréava - pri podavani colnych vyhlaseni do rezimu tranzit, pri ukon¢eni rezimu tranzit
a pri sprave zaruky s uradom prijimania zaruk v syst¢tme NCTS, colnych vyhléseni vo vyvoze
a predbeznych colnych vyhlaseni pri dovoze a vyvoze, Ziadosti o informaciu o stave
zabezpecenia dovoznej platby pri dovoze (GDS), a prijimanie sprav pri preprave tovaru
podliehajuceho spotrebnej dani v rezime pozastavenia dane v rdmci systému EMCS.

Obchodny register - podavanie navrhov na zapis spolo¢nosti s.r.0., k.s., v.o.s., a.s., pobociek
zahrani¢nych spolo¢nosti, podnikatel’a - fyzickej osoby, zmien v spolo¢nostiach - napr. sidla,
predmetov podnikania, Statutdrnych orgdnov, imania a vkladov na euro, spolo¢nikov, vymaz
zapisanych subjektov a pod.

Sudy - zasielanie navrhov na obciansko-pravne, obchodné, platobné rozkazy, upominacie
konania a ostatné konania.

Kataster - podavanie navrhov na zapis zmeny vlastnika(ov) nehnutel'nosti(i), zapis a vymaz
zalozného prava, tarchy, vecného bremena alebo predkupného prava, vyhlasenia vkladatel’a o
vlozeni majetku do pravnickej osoby, zmluvy o vystavbe, nadstavbe, vstavbe, dohody
manzelov o vysporiadani bezpodielového spoluvlastnictva manzelov, o predaji podniku podl'a
§ 476 Obchodného zakonnika a d’alSich.

2.4 Bariéry vyuZivania elektronickych podpisov

Ked'Ze elektronicky podpis sa na Slovensku vyuziva uz viac ako 10 rokov, bolo
realizovanych viacero vyskumov a dotaznikovych prieskumov jeho vyuZzivania. Jednym z nich
bol prieskum Slovak Business Agency z roku 2019, ktory bol zamerany na bariéry malych
a strednych podnikov v oblasti digitalizacie (SBA, 2019). Vysledky vyskumu konStatuju, ze
napriek tomu, Ze Slovensko v otazke pokracujucej informatizacie a zlepSovania pristupu k
internetu nezaostava, jeho pokrok v tejto oblasti nie je velmi markantny av roéznych
hodnoteniach urovne e-Governmentu sa dokonca nachadza pod eurépskym priemerom (United
Nations, 2019). Podl'a SBA (2019), pri¢iny vzniku bariér st najviac ovplyvnené nasledovnymi
faktormi:

e Vytvaranie navzajom neprepojenej infrastruktiry elektronickych sluZzieb — rdzne
elektronické sluzby boli po€as uplynulych rokov vytvarané nezévisle od seba, t. j.
vyuzivajl sa navzajom neprepojené systémy a databazy, vysledkom ¢oho je nasobenie
administrativnych povinnosti MSP a nedostatky v komunikacii medzi organmi Statnej
spravy.

e Nedostato¢na spoluprdca medzi stkromnym a verejnym sektorom pri definovani
Struktary e-Governmentu — nedostatocnd spolupraca medzi sukromnym a verejnym
sektorom pri priprave legislativy a jej naslednej implementacii do praxe. Prikladom je
zékon €. 305/2013 Z. z., zékon o elektronickej podobe vykonu pdsobnosti organov
verejnej moci (d’alej len ,,zakon o eGovernmente®), ktory sa za dobu svojej existencie,
t.J. od 8. 10. 2013, menil uz 16-krat.

e Nedostatocnd konkurencia — aby sa prostredie digitalizaicie mohlo vyvijat
dynamickejSie, prospelo by spristupfiovanie aplikacnych rozhrani (API),
prostrednictvom ktorych by sa aj konkurencia mohla zapajat’ do d’alSieho vyvoja.
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e Presuny kompetencii v oblasti elektronizacie — nedostatocna politicka zodpovednost’,
prejavujica sa neustalym presiivanim kompetencii (Ministerstvo financii, Urad vlady
SR, Ministerstvo investicii, regionalneho rozvoja a informatizacie).

e Pristup jednotlivcov — skutoCnost, ¢i konkrétna elektronicka sluzba bude fungovat’
bezproblémovo, zavisi aj od pristupu a irovne digitalnej gramotnosti uradnikov a
podnikatel’'ov, ktori budi konkrétne systémy a elektronické sluzby vyuzivat.

Bariéry spojené s elektronickymi podpismi a zaru¢enou konverziou dokumentov:

e Mald wuznatelnost jednoduchého a zdokonaleného -elektronického podpisu -
elektronicky podpis bez osobitného zabezpecenia, t. j. napriklad naskenovany podpis,
nie je v pravnom poriadku SR vyslovne upraveny. Rovnako nie je v slovenskom
pravnom poriadku upraveny zdokonaleny elektronicky podpis, ktory definuje eurépske
nariadenie eIDAS.

e Zmena formatu dokumentu pri podpise kvalifikovanym elektronickym podpisom a
neuznavanie vizualizovaného podpisu.

e Velké mnozstvo rdznych podpisovych certifikatov a r6zna doba ich platnosti.

e Vysledny format zarucenej konverzie dokumentov.

e Obmedzeny pristup k zaru€enej konverzii dokumentov.

Odburanie tychto bariér je jednym zo zékladnych predpokladov dalSieho rozvoja
elektronickej vymeny dokumentov asStym spojenym vyuzivanim kvalifikovaného
elektronického podpisu.

3 Vyskumny dizajn

Hlavnym cielom prispevku je zmapovanie vyuzivania elektronického podpisu v malych
a strednych podnikoch posobiacich na Slovensku, identifikacia problémov a preskimanie
parametrov, ktoré vyuzivanie elektronického podpisu ovplyviiuju.

3.1 Metodika prace a metody skumania

Objektom skumania bol sektor malych a strednych podnikov posobiacich na Slovensku,
kde sme sa zamerali na vyvoj nazorov respondentov z MSP na vyuzivanie elektronického
podpisu, identifikaciu problémov a bariér jeho aplikovania v praxi.

Pracovny postup pozostaval zo stanovenia vyskumnych predpokladov a vyskumnych
hypotéz (podkapitola 3.2). Na ich verifikéaciu bol stanoveny vyskumny model (podkapitola 3.3),
ktory obsahoval parametre a tri skupiny vyskumnych ukazovatel'ov (Tabulka 2).

Zdrojové udaje boli ziskané prostrednictvom dotaznikového prieskumu, ktory bol
realizovany od roku 2008 do roku 2020. Respondentmi boli manazéri ndhodne vybranych
podnikov, priom pocty podnikov v jednotlivych rokoch boli takéto: v roku 2008 — 202
podnikov, v roku 2012 — 129 podnikov, v roku 2015 — 183 podnikov, v roku 2017 — 196
podnikov a v roku 2020 — 248 podnikov.

3.2 Vyskumné predpoklady a vyskumné hypotézy

Predpokladali sme, Ze vyuzivanie elektronického podpisu, ktoré prirodzene suvisi
s uroviiou digitalizacie spolocnosti, sa v jednotlivych rokoch zvySuje a sti¢asne je vyznamne
ovplyvnené nariadeniami vynutenymi zo strany Statu. Na overenie predpokladov sme stanovili
3 skupiny hypotéz, formulované ako nulové a alternativne hypotézy:

1Ho: Uroven vyuzivania elektronického podpisu v malych a strednych podnikoch na
Slovensku sa od roku 2008 do roku 2020 nezvysila.
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1H;: Groven vyuzivania elektronického podpisu v malych a strednych podnikoch sa od roku
2008 do roku 2020 sa Statisticky vyznamne zvysila.

2Ho: malé a stredné podniky na Slovensku sa neodliSuju v odpovediach na vyuzivanie
elektronického podpisu.

2H1: stredné podniky na Slovensku maji vacsi zaujem vyuzivat' elektronicky podpis ako
malé podniky.

3Ho: uroveil vyuzivania elektronického podpisu v malych a strednych podnikoch na
Slovensku nezavisi od nariadeni zo strany Statu.

3Hi1: uroven vyuzivania elektronického podpisu v malych a strednych podnikoch na
Slovensku najviac ovplyvituju nariadenia zo strany Statu.

3.3 Vyskumny model

Vyskumny model pozostaval z parametrov atroch skupin vyskumnych ukazovatelov.
Vsetky ukazovatele vyskumného modelu boli nominalne premenné, priCom ukazovatele EP1
az EP4, K1 az K3 a F1 az F3 boli premenné dichotomické (odpovede ano — nie). Podrobny
popis vyznamu parametrov a vyskumnych ukazovatel'ov je uvedeny v Tabulke 3.

Tabulka 3
Vyskumny model
Parametre
P1 rok (2008, 2012, 2015, 2017 a 2020)
P2 vel'kost’ podniku (maly, stredny)
Vyskumné ukazovatele
., . EP1 ano
Vyuzwap © EP2 nie, ale predpokladdme jeho vyuZitie v horizonte jedného roka
elektronického ; . NP , :
podpisu EP3 nie, ale pre’dpokladame V}ZUZIQG nlekedv}{ v buducnosti
EP4 nie a zatial’ nepredpokladdme jeho vyuZitie
Typ K1 interna komunikacia v rdmci nasej organizacie
podnikovej K2 externa komunikdcia so Staitnymi organmi, inStituciami
komunikacie a znamymi obchodnymi partnermi
s vyuzitim EP | K3 externd komunikécia s nezndmymi subjektami
Faktory, ktoré | F1 vicSia osveta
urychl'uja F2 moznost’ konzultécie Specializovaného pracoviska
implementaciu | F3 dostupnost’ vi¢Sieho mnozstva pouzite'nych aplikacii
EP F4 sprisnené povinné nariadenie zo strany $tatu

Zdroj: vlastné spracovanie
Poznamka: zvyraznené bunky predstavuju ukazovatele, na ktoré sme sa zamerali pri vyhodnoteni odpovedi
v kapitole 4.

3.4 Pouzité metody

Na spracovanie prispevku boli pouzité okrem Standardnych metod vedeckej prace, ako st
analyza, komparacia a syntéza, aj Specifické metody. Ide predovSetkym o metédy na zber
udajov (dotaznikovy prieskum), Statistické metoddy na ich spracovanie ako aj na vyhodnotenie
a Statisticku verifikaciu vysledkov. Na vyhodnotenie vysledkov boli pouzité metody popisnej
Statistiky a kontingenc¢né tabulky. Hypotézy boli overované Statistickymi metédami a
koeficientmi vhodnymi na meranie vztahov medzi nomindlnymi, prip. dichotomickymi
premennymi: chi square a Cramer’s V. (Handk, 2016). Vysledny dataset tvorili zosumarizované
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odpovede respondentov za jednotlivé roky. Statisticka verifikacia bola realizovana $tatistickym
softvérom PSPP.

4 Vysledky vyskumu a diskusia

Vysledky vyskumu uvadzame v Struktire: percentudlne podiely odpovedi respondentov
podl'a ukazovatel'ov vyskumného modelu a vysledky Statistickej verifikacie hypotéz.

4.1 Percentudlne podiely odpovedi
Vysledky vyhodnotenia st uvedené v Tabulke 4. Zamerali sme sa na ukazovatele

vyuzivania elektronického podpisu je zaznamenany v pripade malych a strednych podnikov
(EP1) a odmietanie elektronického podpisu (EP4) kleslo len v pripade malych podnikov.
Stredné podniky dokonca deklarovali vroku 2020 zvySené % odmietania vyuzivania
elektronického podpisu. Tato skutocnost’ mohla byt spésobena viacerymi faktormi, napriklad
subjektivitou odpovedi respondentov, ako aj tym, ze sa uz viac prejavili bariéry vyuzivania
elektronického podpisu, ktoré boli pomenované a zosumarizované v literature (SBA, 2019).
Z druhej skupiny ukazovatel'ov je pre podnikatelov najdolezitejSia externd komunikacia so
Statnymi orgdnmi, inStitliciami a zndmymi partnermi (ukazovatel’ K2), ktorého % zastupenie sa
Vv priebehu rokov ocakavane zvysilo (malé podniky z 51% v r. 2008 na 62% v roku 2020;
stredné podniky zo 68% v roku 2008 na 75 % v roku 2020). V tretej skupine ukazovatel'ov sme
oCakévali vyrazny narast ukazovatel'a F4 (urychlenie implementacie EP vplyvom sprisnenych
nariadeni zo strany $tatu), ¢o sa vSak na naSej vyskumnej vzorke nepreukdzalo. Percentualny
narast sice zisteny bol, ale nie vyrazny.

Tabul’ka 4
Percentualne podiely odpovedi respondentov
ROK 2008 2012 2015 2017 2020
Velkost’
(maly/str
edny) M S M S M S M S M S
% podiel
podnikov | 54% 46% 57% 43% 60% 40% 60% 40% 56% | 44%
Vyuzivane elektronického podpisu:
EP1 26% 29% 35% 55% 30% 36% 47% 58% 53% | 66%
EP2 13% 9% 5% 4% 12% 12% 5% 5% 7% | 18%
EP3 33% 45% 28% 24% 32% 26% 23% 22% 20% | 15%
EP4 28% 17% 31% 18% 26% 26% 25% 15% 0% | 25%
K akému typu komunikacie vyuZziva alebo bude podnik vyuzivat’ elektronicky podpis:
K1 10% 22% 12% 20% 11% 20% 19% 21% 17%| 26%
K2 51% 68% 54% 56% 60% 54% 63% 76% 62% | 75%
K3 14% 11% 11% 7% 10% 8% 9% 10% 13% | 13%
Ktory faktor by urychlil implementaciu elektronického podpisu:
F1 26% 18% 28% 24% 15% 18% 14% 21% 14% | 23%
F2 21% 16% 15% 15% 20% 12% 19% 21% 20% | 19%
F3 37% 35% 32% 27% 39% 41% 27% 32% 29% | 34%
F4 16% 26% 32% 29% 24% 19% 28% 27% 28% | 27%

Zdroj: vlastné spracovanie
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4.2 Vysledky Statistickej verifikdcie hypotéz

Vysledky $tatistickej verifikacie prvej skupiny hypotéz st uvedené v Tabulke 5. Statisticka
vyznamnost’ sa preukazala len v pripade ukazovatel'ov EP1 a EP4, aj ked’ sila vztahu ur¢ena
koeficientom Cramer’s V nie je velka. Na zaklade toho prijimame hypotézu 1H; a zamietame
hypotézu 1Ho, teda konStatujeme, Ze Groven vyuzivania elektronického podpisu v malych a
strednych podnikoch sa od roku 2008 do roku 2020 sa Statisticky vyznamne zvysila.

Tabul’ka 5

Vysledky Statistického overovania odlisnosti podla roku
Vzt'ah Chi square df p Cramer's V
EP1/P1 20,88 4 0,000 0,14
EP2/P1 neuvedené neuvedené neuvedené neuvedené
EP3/P1 12,95 4 0,012 0,11
EP4/P1 25,21 4 0,000 0,16
K1/P1 5,55 4 0,235 0,007
K2/P1 12,57 4 0,014 0,11
K3/P1 2,14 4 0,710 0,05
F1/P1 8,35 4 0,079 0,09
F2/P1 1,71 4 0,788 0,04
F3/P1 5,24 4 0,264 0,07
F4/P1 6,20 4 0,184 0,08

Zdroj: vlastné spracovanie

Podobnym spdsobom bola overovana Statistickd vyznamnost' druhej skupiny hypotéz
(Tabul’ka 6). V tomto pripade sa Statistickd vyznamnost’ preukazala v pripade 3 ukazovatel'ov
tykajucich sa vyuzivania EP atypov podnikovej komunikacie s vyuzitim EP. Statistick4
vyznamnost' ukazovatela EP4 sa nepotvrdila a aj sila vztahu je nizka. Z tohto dovodu
prijimame hypotézu 2Ho a zamietame hypotézu 2Hi, aj ked” konStatujeme, Ze isty vztah tam
nepochybne je. Znamena to, Ze na zéklade naSich udajov sa malé a stredné podniky neodliSuju
Vv pristupe k vyuzivaniu elektronického podpisu a ochota vyuzivat’ ho je vyssia ako 50%.

Tabul’ka 6
Vysledky Statistického overovania odliSnosti podl'a vel'kosti podniku
Vztah Chi square df p Cramer’s V
EP1/P2 18,05 1 0,000 0,13
EP2/P2 neuvedené neuvedené neuvedené neuvedené
EP3/P2 1,10 1 0,295 0,03
EP4/P2 0,13 1 0,720 0,01
K1/P2 11,14 1 0,001 0,10
K2/P2 7,69 1 0,006 0,09
K3/P2 0,01 1 0,938 0,00
F1/P2 0,29 1 0,588 0,02
F2/P2 0,64 1 0,423 0,02
F3/P2 0,10 1 0,750 0,01
F4/P2 0,04 1 0,839 0,01

Zdroj: vlastné spracovanie

Statisticka  verifikacia tretej skupiny hypotéz Statistickii vyznamnost Ziadneho
z ukazovatel'ov nepotvrdila, preto prijimame hypotézu 3Ho a zamietame hypotézu 3Ha.
Konstatujeme, Ze sa nepotvrdil predpokladany vztah, Ze Grovenl vyuZivania elektronického
podpisu v malych a strednych podnikoch na Slovensku vyznamne ovplyviiuji nariadenia zo
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strany $tatu. Odpovede respondentov ziadnemu z pontiknutych faktorov urychlenia vyuzivania
EP (vicsia osveta, Specializované pracovisko, viac pouziteI'nych aplikacii, Statne nariadenia)
neprikladaji va¢si vyznam. Tato skutoCnost’ koreSponduje aj s aktualnou situaciou — datové
schranky.

5 Zaver

Hlavnym cielom prispevku bolo zmapovanie vyuzivania elektronického podpisu v malych
a strednych podnikoch pésobiacich na Slovensku, identifikicia problémov a preskiimanie
parametrov, ktoré vyuzivanie elektronického podpisu ovplyvnuju. Na zéklade
zosumarizovanych vysledkov dotaznikovych prieskumov v rokoch 2008 az 2020 konstatujeme,
ze elektronicky podpis bol v malych astrednych podnikoch prijimany chaoticky
a nerovnomerne. Statistickd vyznamnost’ vysledkov prieskumov bola potvrdena len v pripade
zékladného predpokladu, a to, ze v roku 2020 sa uroven vyuZzivania elektronického podpisu
v sektore MSP na Slovensku oproti roku 2008 zvysila, sila vzt'ahu vsak nie je velka (<0,2).
Tento vysledok je v stilade s publikovanou literatarou (index DESI). Dalsie skimané vztahy,
ktorymi sme pristup podnikov k vyuzivaniu elektronického podpisu chceli preskimat
podrobnejSie, Statisticki vyznamnost nepotvrdili. ISlo o skimanie typu komunikécie
s vyuzitim elektronického podpisu a faktorov, ktoré implementaciu elektronického podpisu
urychl'uju.

Nekoordinované zavadzanie a vyuzivanie elektronickych sluzieb (vratane elektronického
podpisu) potvrdené aj vysledkami naSich prieskumov od roku 2008 do roku 2015 malo viacero
pricin, ¢i uz legislativnych, technologickych alebo z dovodu neochoty pouzivatelov, ktori
napriek publikovanym vyhodam neboli nlteni spdsoby doterajSej komunikicie menit
a elektronicky podpis vyuzivat. Chybala aj jednotna metodika na monitorovanie a hodnotenie
napredovania jednotlivych krajin v oblasti digitalizacie. Tento nedostatok vyrieSila Europska
komisia v roku 2014 zavedenim indexu DESI, ktorého vysledky boli prvy krat publikované
v roku 2015. Slovensko sa v roku 2015 umiestnilo na 20. mieste, so skore 33,1 (priemer EU bol
38,9). V roku 2021 sa DESI skére Slovenska zvysilo na 43,2 (priemer EU 50,7), Slovensko
vSak kleslo na 22. miesto. Znamena to, Ze pokrok v tejto oblasti zaznamenava aj Slovensko, ale
vécsina krajin EU napreduje rychlejsie.

RieSenie vicSiny nedostatkov a pri¢in zaostavania Slovenska je v kompetencii vlady SR,
prislusnych ministerstiev a odbornych organizacii a institacii. Vysoké Skoly moézu pomodct
V podnikovej oblasti d’al§im vyskumom, v naSom pripade napr. v oblasti urovne digitalnej
intenzity podnikov, trovne elektronického zdiel'ania informécii, vyuZivania socialnych médii,
vyuzivania elektronickej fakturacie, elektronického obchodu, a pod. Sucasne sa vyznamnou
mierou moézu podielat na zvySovani digitalnej gramotnosti buducich podnikatel'ov
a manazerov.

Poznamka o rieSenom projekte

Tento prispevok je &iastkovym vystupom rieSenia projektu VEGA MS SR &. 1/0388/20
,=Manazment IT v podnikoch v SR: medzindrodné Standardy a normy verzus individudlne
podnikové procesy* v rozsahu 100%.
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Perceived Usefulness of VVarious Types of Customer Feedback Viewed by
Managers of SMEs in the Czech Republic

Petr Cizek, Veronika Zemanova

Abstract

The article consists of preliminary research on different approaches to customer feedback on
a product and its perceived usefulness. The research was conducted by sending a web
questionnaire to selected managers of SMEs. The results show that there is a statistically
significant positive perception of customer feedback with a positive influence on product
improvement and marketing communication by managers of SMEs based in Prague or Brno.
The second part of the research found that from all examined customer feedback approaches,
only the social media approach is not perceived as (positively) useful by managers of SMEs.
The final part of the research found that there is a statistically significant correlation between
the results of the question “Does customer feedback improve your product?” and the perceived
usefulness of every individual customer feedback. To calculate the results, the One-Sample
Wilcoxon Test was primarily used along with Pearson’s correlation which was used to identify
correlations between selected variables.

JEL classification: M31, L10, M20
Keywords: customer feedback, user experience, small and medium enterprises

1 Introduction

In the current hyper-competitive environment, the customer has never been as important as
it is nowadays. Contemporary approaches in product design and innovation are centred on
customers and their needs (Olsen, 2015; Krug & Matcho, 2010; Sharon & Gadbaw, 2016;
Osterwalder et al, 2010; Goodwin, 2009; Nunnally & Farkas, 2017).

Petri & Jacob (2016) add that customers are also important in co-creating process. Bulsara
& Thakkar (2016) argue that customers provide value to the company not just by buying the
product but also through feedback leading to innovation and improvements. Therefore,
customer feedback is utterly essential in product management within the company. This applies
not only to large companies but also for small and medium entreprises.

Customer feedback is ubiquitous in companies which are trying to maximise their profits
through product improvement and therefore growth of sales. Furthermore, it is not only true in
the for-profit world, but for non-profit organizations as well (even though only 13% of them
use customer feedback as a top source of insight for improving products) (Twersky &
Reichheld, 2019). Oelke et al (2009) add that in general, customer feedback is underutilized -
even though it is essential to the success of a business.

From the current work it is evident that customer feedback plays important role in the
current management of the companies. The article is trying to examine to which extend
managers of small and medium enterprises perceive customer feedback as useful and to which
extend these managers perceive that customer feedback has positive influence on the
improvement of products and marketing communication.

Moreover, because there are many different approaches how to gather customer feedback,
the article is focused on the answering the question to which extend is general view on the
customer feedback usefulness correlated with the individual customer feedback approaches.
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The article is focused on the management of small and medium entreprises as SMEs are
important part of the economy in the most of the countries in the world. The increasing
innovation and competitiveness of small and medium entreprises are cornerstone to any
economy. The SMEs have (in general) more potential in their flexibility in terms of developing
a product and they are more competent to implement changes faster than large companies.
Worku, Z. (2019) add that especially in small entreprises product involvement is vital factor
that affect customer loyalty.

Therefore, the research is based on the data which are gathered from managers of SMEs
based in the selected large cities (Prague and Brno) in the Czech Republic.

2 Current State of the Solved Problem at Home and Abroad

Rosestain (2016) explains the four-stage cycle of the customer feedback process — listen,
interpret, act, monitor. The article is mainly focused on the first step, which is listening to your
customers where the journey of receiving relevant information about the product begins. On
the other hand, only listening to customer feedback on its own won’t provide sufficient value
(and benefits) as it is derived from the whole process, which is interpreting feedback, acting on
the insights and letting customers know that their feedback helped improve the product. Fundin
& Bergman (2003) add that the crucial part of customer feedback is the learning aspect, which
should lead to the transition of knowledge.

The ability to acquire customer feedback is key for generating ideas for improvement of the
product. The term product is viewed (for the sake of this article) as a physical product or service
(Birch-Jensen et al, 2020). Figure 1 shows how the customer perception of quality is influencing
improvements of the provider of the product. It shows that the interfaces can be both digital and
human. Gill et al (2019) add that customer insight and ideas which are shared lead to innovation.
Information gathered should be shared amongst team members of the company to help with
further improvement of product.

Figure 1
Feedback interfaces connecting the customer’s perception of quality and the provider’s product
improvement

Interfaces for feedback
Digital (D) and Human (H)

Provider Customer
D |« » D
Perception
Improvements :
of quality
H & »| H

Source: Birch-Jensen et al (2020)

Fundin & Elg (2006) divide feedback into an active and passive form of gathering. Active
feedback is when a company directly asks for feedback from its customers. On the other hand,
passive feedback is when feedback on a company is available for customers, however it is
initiated by the customers themselves.

Bhandari & Rodgers (2017) argue that customer feedback can have an indirect positive
effect on brand awareness (i.e., on purchase intentions). Especially in the online world, any
even minor cue about potential post-purchase problems can vastly influence brand trust and its
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awareness. Urasova et al (2020) explain that managing a company's online reputation plays a
significant role as it is based on customers who leave feedback on the Internet. Basu & Bhola
(2015) add that close relationship with customers and company s ability to use feedback to react
and solve customers” problems improve overall perceived image.

Mir Djawadi et al (2018) add that customer feedback is not always accurate. There can be
situations where customers purchase something and provide dishonest feedback or (in more
likely situations) customers do not have appropriate skills to judge product quality correctly.
This inaccuracy is more common in selected industries such as hotel and restaurant services,
cloud services (IT) or electronic devices.

Ringler (2021) add that customers often tell “white lies” which is to knowingly inflate their
attitude. The current work suggest that some modes of communication encourage customers to
tell “white lies” more than others. There are many different reasons why customers tend to
inflate their attitude — such as altruism, conflict avoidance, self-gain and others. It is interesting
that customers tend to tell more self-centred lies than other-oriented lies.

According to Rosestain (2016), the outputs of customer feedback are mostly as follows:

— Billing and accounting problems.

— Problems using the system.

— Suggestions for improving the product.
— Compliments or other positive remarks.

Novotova (2016) mentions two major approaches to gather customer feedback — social
media and ad hoc surveys sent by email. Rosestain (2016) enhances this list by defining five
essential qualitative feedback approaches on how companies can receive information about
whether customers are satisfied and how to identify potential problems.

— Customer calls — calling customers to ask for feedback.

— Social media mentions — using social media (such as Facebook, Instagram etc.) to
receive feedback.

— Ad hoc surveys — a one-time survey sent to several customers at once.

— In-product feedback surveys — asking customers for feedback during product use.

Rosestain (2016) adds additional details on the validity, delivery, retainability, usability,
scalability and contextuality of these approaches. Figure 2 shows the determined characteristics
for each approach.

Figure 2
Cﬁqaracteristics and which approaches to collecting user feedback work best
Validity Delivery Retainability Usability Scalability — Contextuality
Customer calls O O . O
Social media mentions . . . O O
ad hod surveys O ® e O O
In-product feedback surveys . . . . . .
e

Source: Rosestain (2016)

Hertzum (2016) also adds usability testing to the list as a great source for companies to
receive high-quality feedback.
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2.1 Customer calls

Rosestain (2016) states that getting customer feedback by using customer calls is a great
approach to creating a personal relationship with customers. The disadvantage is that the
customer calls approach is expensive to perform. Moreover, many companies schedule calls
with customers beforehand by email, which adds to the complexity and costs.

Caemmerer & Wilson (2010) add that customer calls have a low involvement in content
from managers and employees and low satisfaction with knowledge gained through data.

In his thorough research Ringler (2021) states that some communication modes can
determine customers” likelihood to lie. Telephone modalities (and face-to-face modalities) are
more likely to encourage customers to use lying behaviour. On the other hand, written feedback
is less likely to encourage customers to tell lies. It is in correspondence with Rosestain (2016)
who determine customer calls with worse validity than other customer feedback approaches.

2.2 Social media mentions
The internet and social media are currently integral parts of the current world.

Breckova & Karas (2020) introduce the social media as essential tools for contemporary
companies. The authors state that “digital knowledge and competence are considered essential”
not only for large companies but also for SMEs. Kazmaier & Vuuren (2020) explain that with
the explosive growth of the Internet, social media has become an extraordinarily important
source for customer feedback.

Currently, it is possible to acquire the opinions of a vast pool of customers, not only
professional critics, which helps to gather relevant data from actual users of the product. Pisat
& Tomaskova (2020) add that “companies using social media as a main component of their
business, are active at using modern technologies and are declaring the importance of social
networks to develop innovation potential” which (in other words) means that garthering data
from social network has positive influence on innovation of the product. The drawback of
feedback by using social media is firstly that reviews are written by users that are not necessarily
actual customers, therefore the opinions are not necessarily valid and therefore the result can
be questionable (Rosestain, 2016).

2.3 Ad hoc surveys

Rosestain (2016) describes ad hoc surveys as a scalable approach which could be much
more efficient than customer calls and sharing the results within the company would be quite
easy. The disadvantage is that ad hoc surveys are difficult to use for continual customer
feedback on account of their ad hoc nature.

Ringler (2021) states that on one hand, written (or online) surveys are more likely to
generate accurate and honest feedback, it is harder to form a relationship with customer which
is a key component for customer loyalty.

2.4 In-product feedback surveys

Whether it is the introduction of a new product or service or its innovation, in all cases it is
necessary to know the reactions of end customers to the product/service. This type of feedback
is a tool to find out what users/consumers think about the product/service, what they want and
need (typeform.com, 2021; zoho.com, 2021).

For surveys, the most frequently used is questionnaire survey, which asks, for example,
about:

— What do you think about the product?
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— What would you improve on the product?

— What do you dislike about the product?

— How often do you use the product?

— Would you recommend the product to your friends? (Delighted.com, 2021;
typeform.com, 2021)

These surveys provide valuable knowledge that can be used to create new products/services,
grow business, change design, and last but not least, succeed in a competitive market
(surveymonkey.com, 2021).

Product feedback gathered within a product interface is most likely the best approach for
receiving relevant information from the view of validity, deliverability, retainability, usability,
scalability and contextuality (Rosestain, 2016).

2.5 Usability testing

Tworek (2019) argues that user experience is more important in cases where the user is
performing unique and complex tasks, therefore usability testing is a suitable approach for fully
understanding customer views. Hertzum (2016) explains how usability testing is different from
an interview (or other similar customer feedback). In usability testing, users interact with a
product and give feedback relevant to their actual tasks. On the other hand, users talk about the
experience with a product during an interview, but are detached from the concrete situation.

The output of usability testing is mostly in the form of qualitative insights. However, many
studies recommend (in software development) to use a standardized IBM Computer Usability
Satisfaction questionnaire to gather quantitative data which can be used for further statistical
examination (for example in Pal & Vanijja, 2020 or Lewis, 1995).

Usability testing also has its drawbacks. Molich (2020) argues that the quality of feedback
(and research) heavily depends on the skills and abilities of a moderator. Liu et al (2012) add
that usability testing can be costly and the effort required to perform tests can be prohibitive.

Bastien (2010) adds that costs can be reduced by using the remote usability testing method.
2.6 The impact of GDPR

Since 2018, the regulation on the protection of personal data, which is generally known as
the GDPR, has been in force. This Regulation applies in general to all types of online marketing
that are not anonymous and refer to personal data. Names, addresses, e-mail addresses,
telephone numbers are considered as a personal data (Netigate, 2021).

The company can only contact the consumer with his consent. Without his consent, the
company may contact consumers only, for example, if the services or goods offered are directly
related to a product or service already purchased from the company (mesec.cz, 2018).

According to the regulation, consent must be "freely given, concrete, informed and
unambiguous” (Exin, 2020).

3 The aim and method of research
3.1 The aim of research

According to the literature review, the goal of the research was set to examine the perception
of the usefulness of customer feedback in general, the examination of the perceived usefulness
of individual customer feedback approaches and a correlation between the general view and
individual approaches.
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3.1 The method of research

The research is focused on selected managers of small and medium enterprises which are
located in Prague or Brno.

The research methods were chosen to answer the following research questions.

1. Research question
The first research question is divided into two sub-questions:
a. Do managers of small and medium enterprises perceive a positive influence of
customer feedback for the improvement of their products?
b. Do managers of small and medium enterprises perceive a positive influence of
customer feedback for better marketing communication?

2. Research guestion

a. To which extent do managers of SMEs perceive customer feedback as useful?

3. Research question
a. Does a correlation between a general perception of customer feedback
usefulness and the perception of the individual customer feedback approach
exist?

The research was conducted by using the web questionnaire, which was sent to selected
managers of small and medium enterprises in Prague or Brno. The sample was created by
finding small and medium enterprises (by the definition of SMEs) which are located in Prague
and Brno. The main source for this were the websites startujob.cz and startupMap.cz.

The research was conducted between October 2020 and January 2021 and was sent to 492
selected managers of SMEs. The number of managers that replied with the filled in
questionnaire was 34 which makes the response rate 6.9%.

The questionnaire consists of 27 questions, which 16 were closed and 11 open and where
16 questions were mandatory and 11 voluntary. The closed questions occurred throughout the
guestionnaire, in the part concerning the general information about the subject, which is data
that is very important for the evaluation, as well as in the part concerning the influence of the
feedback. The 11 closed questions were accompanied by a follow-up question, which was open
and served to voluntarily express the reason "why" they have an opinion on the influence of
individual types of feedback, what is specific to their business. These open-ended questions
serve primarily to better understand the answers, and thus better future evaluation of research.
The average time to complete the questionnaire was estimated for 5 minutes.

The normality of the results was analysed by using Shapiro-Wilk test and the results was
that the results were not normally distributed. Therefore, non-parametric One-Sample
Wilcoxon Test was primarily used to answer the research questions along with Pearson’s
correlation which was used to identify correlations between selected variables (with p < 0.05).

4 Results

Initially there were 34 respondents, three of them had to be rejected because they were
answered from a large enterprise or company that wasn’t based in Prague or Brno. Therefore,
31 respondents were used as data for the analysis.

In terms of sample composition, the respondents stated that 22% of them are producing a
physical product and 78% of them are offering a service. 64% of the companies are based in
Prague and 36% are based in Brno. In terms of the size of the company, 87% are small
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enterprises and 13% are medium enterprises. 58% of the companies considered themselves to
be a “start-up”.

To the question “On average, how often do you gather customer feedback”, the respondents
answered that 45% of respondents gather customer feedback daily, 19% weekly or monthly and
36% quarterly or less frequently. The results show that managers take customer feedback
seriously (at least in terms of collection).

The first part of the questionnaire was focused on the research question whether managers
of small and medium enterprises perceive a positive influence of customer feedback for better
marketing communication. The results are shown in Table 1, where the results of the
questionnaire were analysed with the goal of answering whether customer feedback can
significantly improve marketing communication and product. One-Sample Wilcoxon Test was
used to determine whether the results are significantly different from the neutral response (10
=4).

The results show that on the one hand, managers of SMEs in the region Prague or Brno see
that there is a significantly positive perception of customer feedback that can improve the
company’s product. There is also statistically significant proof that managers of SMEs based in
Prague or Brno think that customer feedback can improve marketing communication, however
with a lower average score. An interesting insight would be a comparison of whether there is a
different perception by managers of SMEs based in Prague and managers of SMEs based in
Brno (or the division based on industry). However, due to the size of the sample, it would not
provide relevant results.

Table 1
One-Sample Wilcoxon Test of the usefulness of the individual customer feedback approach
Average St.

Deviation
Does customer feedback improve your 6,32 1,35 17,5 0,000
product?
Does customer feedback improve your 5,09 1,79 64,5 0,005
marketing communication?

Source: own processing, 2022

In the following open question, the respondents also stated that customer feedback can
significantly help a company with innovation, can find bugs and errors that their QA department
missed and that customer feedback helps the company to focus on a customer’s real needs.

The second part of the research was focused on the research question - to what extent do
managers of SMEs perceive individual customer feedback approaches as useful?

Figure 3 shows on the box-plot chart that most of the results (from 1 to 7) are oscillating
around the neutral response (4), therefore the box-plot chart is not sufficient to determine
whether the results are significantly positive or negative in terms of the perceived usefulness of
individual customer feedback approaches. Moreover, the standard deviation of the results
shows that the managers’ responses vary significantly.
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Figure 3
Perceived usefulness of individual customer feedback approach

i T

[=3]

L,
O
]

F=.
T

useless- 7 very useful)
o

—

Perceived usefulness {1 very

—

Usefulness of in-product approach

_’.:
(&)
m
(=]
—_
(=%
o
m
=

=
[ 4]

=
[&]
(=]
w

b
(=]
w
w
@

=
=

—
@
w

>

Usefulness of customer calls approach
Usefulness of ad hoc surveys approach
Usefulness of usability testing approach

Source: own processing

For further examination the results (shown in Table 2) was again analysed by One-Sample
Wilcoxon Test where it was tested whether the values are significantly different from neutral
answer (i.e. 4). The results demonstrate that most of the types of customer feedback are
considered as statistically significantly useful to the managers of SMEs based in Prague and
Brno with the only exception being the perceived usefulness of the social media approach.

Table 2
One-Sample Wilcoxon Test of the usefulness of the individual customer feedback approach
Average St. T p
Deviation

Usefulness of social media approach 4,29 1,86 120,5 0,399
Usefulness of customer calls approach 5,19 2,10 79 0,014
Usefulness of ad hoc surveys approach 5,16 1,86 40 0,005
Usefulness of usability testing approach 5,38 1,93 65 0,002
Usefulness of in-product approach 5,32 1,81 47,5 0,001

Source: own processing, 2022

The third part of the research was focused on answering the third research question i.e. does
a correlation exist between the general perception of customer feedback usefulness and the
perception of the individual customer feedback approach? To answer this question, the
Pearson’s correlation analysis with p < 0.05 was performed.

The results presented in Table 3 show that there is a correlation between the results of the
question “Does customer feedback improve your product?” and the perceived usefulness of
each individual customer feedback approach. The strongest (positive) correlation is with the
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perceived usefulness of the usability testing approach. However, the correlation is not strong
(0,60).

On the other hand, in case of the question “Does customer feedback improve your marketing
communication?” and the perceived usefulness of the customer feedback approach, no
statistically significant correlation was found.

Table 3
Correlation between the general perception of customer feedback usefulness and the perception
of the individual customer feedback approach

Usefulness Usefulness of Usefulness  Usefulness  Usefulness

of social customer of ad hoc  of usability of in-
media calls surveys testing product
approach approach approach approach  approach

Does customer 0,358 0,399 0,535 0,603 0,541

feedback

improve  your

product?

Does customer 0,270 0,074 0,115 0,104 0,225

feedback

improve  your

marketing

communication?

Source: own processing, 2022

According to the results, the conceptual framework was presented in Figure 4, where
different approaches are clearly shown including their p significance and average score of
perceived usefulness by managers of SMEs in Prague and Brno.

Figure 4
Conceptual framework of the individual customer feedback approach
Usefulness of social Usefulness of customer Usefulness of ad hoc
media approach calls approach surveys approach
| T |
AVG=4,29 AVG=5,19 AVG=5,16
| I |
p=0,399 p=0,014 p=0,005
v + 12

Perceived usefulness

* f
p=0,002 p=0,001
AVG=5,38 AVG=5,32
Usefulness of usability Usefulness of in-
testing approach product approach

Source: own processing. 2022
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5 Discussion

The results show that that there is a significantly positive perception of customer feedback
that can improve the company’s product by managers of SMEs in the region Prague or Brno.
This is in agreement with Birch-Jensen et al (2020) who states that customer feedback is key
for generating ideas for improvement of the product or service.

Respondents also state that cutomer feedback is perceived that it has positive influence on
marketing communication which is also supported by Bhandari & Rodgers (2017) who argue
that customer feedback can have a positive effect on brand awareness (i.e., on purchase
intentions).

Rosestain (2016) argues that the important types of customer feedback for the company are
customer calls, social media mentions, ad-hoc surveys, and in-product feedback surveys. The
results are not able to support the statement whether those types are important for companies
(because the research was focused on percieved usefulness), however from the results it is
possible to state that social media mentions are not statistically significantly percieved as useful
in contrast to the rest of the types of customer feedback.

The article also focused on the correlation between percieved usefulness of particular types
of customer feedback and perception whether respondents agree that customer feedback can
lead to improvement of company’s product and marketing communication. There was no
similar literature found on this topic, therefore it cannot be compared with another foreign
research.

6 Conclusion

The aim of the article is to examine customer feedback in general and its perceived positive
influence on product improvement and marketing communication by using preliminary pilotage
research performed on the managers of SMEs in Prague and Brno. Moreover, the research is
focusing on the individual approaches in terms of perceived usefulness and its correlation with
perceived influence on product improvement and marketing communication.

Customer feedback plays a major role in contemporary product management within every
company. The literature review suggests that customers provide value to a company not just by
buying the product, but also through feedback leading to innovation and improvements.
Moreover, customer feedback is an essential source for product innovation including idea
generation. The literature also identifies several possible approaches for gathering feedback
from customers - customer calls, social media mentions, ad hoc surveys and focus groups, in-
product feedback surveys and usability testing.

The research was performed by using an electronic questionnaire and it was sent to
managers of small and medium enterprises based in Prague or Brno in the Czech Republic. The
results show that the answer to the first part of the study is that there is a statistically significant
positive perception of customer feedback with a positive influence on product improvement
and marketing communication by managers of SMEs based in Prague or Brno.

The second part of the research found that from all examined customer feedback
approaches, only the social media approach is not perceived as (positively) useful by managers
of SMEs. The final part of the research found that there is a statistically significant correlation
between the results of the question “Does customer feedback improve your product?” and the
perceived usefulness of every individual customer feedback approach especially in case of the
perceived usefulness of the usability testing approach.
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The conclusions which can be drawn from the results show that, according to preliminary
study, the SMEs based in large cities which have positive perception of the role of customer
feedback also have positive perception of its influence on product improvement. Also, it is
possible to state that amongst these SMEs, a social media approach is not perceived as useful
as other means of customer feedback.

The research was focused on small and medium enterprises based in Prague or Brno. It
introduced some interesting insights for this sample, however, in future research, we would like
to focus more on individual industries (as they were not considered in the current research).

Moreover, a comparison between companies based in Czech and surrounding countries
(such as Germany, Austria, Slovak Republic, Poland) could provide an interesting view. The
expected results could reveal remarkable differences between the small and medium companies
in these countries.

There are several limitations of the research. Firstly, the paper is focused on the selected
types of customer feedback listed by Rosestain (2016), although the theory gives many other
types of customer feedback. This represented the effort to maintain clear boundaries within the
focus of the study.

Despite the fact that the research is designed to be a preliminary pilotage, the smaller sample
of respondents is a limitation of the study. However, this is designed to be addressed in the
future research.

Moreover, the sample of respondents which the research is focused on is based on SMEs
from large Czech cities, which can affect the results and conclusions. Nevertheless, the results,
which are given by respondents are still able to provide interesting insights into the approaches
of SMEs.
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Development of technologies as a driving force to support the acceleration
of innovation change in enterprises

Klaudia Gubova

Abstract

High-tech production is the result of high R&D intensity. Although only a small part of Slovak
production is high-tech, high-tech services have been successfully launched in Slovakia in
recent years. These are mainly knowledge-intensive computer programming and consultancy
and information services. Digitalization is transforming our world so fast that we can barely
keep up. Smartphones, the internet and computers are changing our lives for the better in so
many ways, knowledge of the world is just a click away, digital innovations are making our
daily lives easier, and thanks to digital advances, scientists are doing great things every day.
The main objective of the paper is to investigate the extent of high-tech technology use
depending on the size of the enterprise and then to summarize its impact on the innovation
potential of the studied enterprises on the basis of the summarized theoretical and practical
results of empirical research studies. The methods used in approaching the respondents were
as follows: PAPI (Pencil and Paper interviewing), CATI (Computer assisted telephone
interviewing), CAWI (Computer assisted web interviewing). Mathematical-statistical methods,
methods of synthesis, deduction, analogy, association were used in the evaluation and
interpretation of the results. Individual questions of the questionnaire survey were graphically
presented. Subsequently, the statistical methods used were Pearson Chi-Square test, Fisher's
exact test (Freeman-Halton test), Analysis of variance, Correlation analysis (Pearson's
correlation coefficient).

JEL classification: 031, 033, D83
Keywords: high-tech, innovation, digitization

1 Introduction

Currently, it is difficult to define and recognize the innovation potential of an enterprise in
the market environment. It is about identifying the components, relationships and understanding
the concepts, linkages and achieving the expected economic, social, environmental
consequences resulting from the introduction and management of innovation. Examples include
the implementation of a new technology, which involves problems with the complexity of
understanding the concepts underlying each component of the technology and the relationships
between the components; the complexity of linking these components, which should result in
lower costs, a differentiated product or a completely new product that customers want. The
complexity of identification can be attributed to two factors. The first factor is uncertainty,
which often disrupts the development of innovation, especially in its early stages. There is
usually a lack of information as to what technologies will be needed to complete the product or
service based on customer expectations. Businesses need to collect as much good quality
information as possible and process it in order to increase the reliability of forecasts on the time-
to-market and other relevant parameters in the planning phase of the innovation and product
life cycle. Forecasts are considered to be the most important step in the preparation phase of a
new product or service in the context of innovation management in an enterprise. The reliability
of forecasts depends on the quality and quantity of information collected on a given parameter.
The extent of the past period examined in order to obtain relevant information must be at least
twice the extent compared to the future time period analysed. The second factor is the capability
of the enterprise. Profitability is attractive to an enterprise if it has the capabilities needed to
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create a low-cost differentiated product or service offering in a given location, or if it can build
such capabilities very quickly. The third is the innovation cycle. Given the industrial structure
and the innovative capabilities of enterprises that are needed for the industry to progress
successfully in the development of innovation, profit generation must also depend on the
development of the enterprises' underlying innovation status.

Many goods that used to be traded physically in the past - such as books, magazines, games,
films on VHS, DVDs - are now delivered digitally via the Internet, with virtually no distribution
and transport costs. Although most digital goods are consumed in the country where they were
produced, a growing proportion of customers are abroad. "Netflix, for example, which provides
movies and TV programmes online, has become an increasingly international business. In 2014,
one-third of streaming customers were outside the U.S., which speaks to the speed with which
companies can establish a global footprint through digital technology (Lund & Manyika,
2016)."

Digital commerce represents an important, albeit hard step, of these global streams. As it
grows, evolves and takes on new forms, it facilitates the integration, globalization and
transformation of businesses. Digitization reduces the cost of production and distribution while
expanding access to global trade. The cost of doing business is decreasing not only for large
enterprises, but also for individuals, small and medium-sized enterprises. This is already
spurring businesses to innovate business models and implement them in micro-businesses,
supply chains that, which can take advantage of global opportunities.

Digitalisation is opening the door for SMEs (small-medium enterprises) and even the self-
employed to do business with foreign countries, which may result in a new era of 'micro-
enterprises’. "McKinsey research has shown that the internet is doubling the export share of
SME sales. It is a valuable resource in emerging markets where traditional transport costs are
relatively high. For example, small sellers on eBay in Chile sell goods from an average of 28
different countries, compared to three different merchants for traditional exporters (Lund &
Manyika, 2016)." Digitization has also reduced the fixed costs of starting a business for
entrepreneurs, as more and more inputs can be purchased on a marginal basis. In the past, online
businesses needed to buy servers and hire large engineering teams to build their systems
virtually from scratch.

2 Current State of the Solved Problem at Home and Abroad

The innovation process usually starts with the idea of how to use new technological or
market knowledge to offer a new product or service. To determine the feasibility of this idea,
the business must collect and evaluate information about it. Enterprises use a variety of
information sources in their data collection. According to Szabo, L. et al. (2017) without
information and the use of information and communication technologies it is currently
impossible to manage enterprises, organizations and make professional decisions. The sources
from where the enterprise collects the necessary information are information channels. Each of
these channels usually contains much more information than the enterprise needs at a given
moment in solving a problem. Given this, the enterprise must filter the given information
through information filters to determine the preference of the information obtained. When an
enterprise chooses the right information channel and has the right filters to obtain the necessary
information, it still may not be able to obtain enough of the required information to solve its
problem because it is costly to acquire, transmit, and use. These channels depend on the stage
of the value chain and vary from industry to industry. For example, at the level of idea
generation in the R&D stage for cholesterol-lowering drugs, pharmaceutical companies may
seek new knowledge, potential ideas through life sciences publications; an automobile
manufacturer may seek information, new ideas for improving fuel efficiency, in the engineering
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department, in a research university; when an employee has a software problem, he calls a group
of computer specialists in his company; at the development level, firms may turn to competitors
or to a repertoire of expertise within the firm. The solution to the problem of collecting and
processing information is to know where to look for information (information feeds), how to
control it (information filtering), and how to process it (information processing). We consider
the patent database to be one of the largest databases of information on competitive innovative
products. The enterprise must also deal with the costs of obtaining, transferring and using the
required information. According to Romanova A. et al. (2016) IS/IT implementation must be
in line with the business activities of the enterprise.

The second factor stems from the complexity of recognizing innovation potential, namely
the way companies collect and process information. We argue that because of differences in
their managerial logics, strategies, structures, systems, people and local environments, firms
turn to different sources of information, consider only relevant parts of this information as
relevant and are limited. Depending on the type of innovation, different firms will 'see' the
information differently and therefore perceive the feasibility and benefits of the innovation
differently.

Another reason why enterprises have difficulties in recognizing innovation potential is the
uncertainty associated with innovation. Recognizing the potential of an innovation consists of
two parts: understanding the nature of the invention and what is needed to commercialize it,
and identifying the different application areas in which the new product or service can be
placed. The principle of determining the application area of the innovation is to identify only
those components that form the essence of the product and their interconnection in order to
bring low-cost risk and differentiated functionality to customers from a value analysis
perspective. The value analysis also quantifies the qualitative parameters of the individual
components and, based on the inter-comparison of the product components under consideration,
a priority component can be identified. The value analysis is based on an analysis of both the
functional and cost relationship of the implemented change. The effects of the change are
expected to be higher than the cost component. However, there are exceptions within market
externalities where there is a decrease in cost when the functionality of the product decreases.
For the consumer, a progressive increase in functionality is more acceptable from a functional
point of view, but a certain market segment requires an easy to use and functional product. An
example is a mobile phone for the older generation, which contains large keys and the main
function is to make calls.

Another part of the recognition of the innovation potential is the usability of the new
application, the function of the innovated product. This is the decision whether the new product
with the new application will be allocated to new markets or also to existing markets. For
example, will the new Bluetooth speakers equal the original transistor radios in both sales and
success; will they be sold to the same market segment where transistor radios were sold
successfully or will they create a new market for portable radios with Wi-Fi connectivity? There
are three categories of situations that are realistic for this kind of new application allocation. In
the first case, the innovation replaces an old solution to an old problem because it has either a
lower cost or better features than the old innovation. In the second category, the innovation
solves an old problem as well as a new one, such as a personal computer replaces the typewriter
as a document writing product and also proves useful in other applications such as document
storage, electronic distribution, electronic merging, editing, and processing. Since innovations
are not only "brand new" products but also solve old problems on a much larger scale, existing
marketing capabilities may not be sufficient to exploit the full potential of an innovation. An
innovation can have a completely new application. In this respect, the market knowledge and
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relationships that the firm has accumulated in providing the old application may not only be
useless, but may actually be a handicap.

In this case, we say that the information is "coherent”. E. Von Hippel (1994) suggests three
factors that contribute to better information: the nature of the information, the amount of
information that must be transmitted, and the attributes of the providers and receivers of the
information. The nature of the information refers to the form in which the information is
processed i.e., tacit versus explicit. The nature of tacit information lies in the individual
experiences, which include intangible factors such as the value system, beliefs, opinions of the
subjects. They are difficult to encode, but must be transformed into words, models and numbers
before they can be processed. As an example, in addition to books, doctors for diagnosing
diseases have to practice to get information from real cases. The amount of information needed
by a business affects the complexity of the process of obtaining and transferring information,
for example, the amount of data needed to diagnose a heart attack may be greater than the
amount of information needed to diagnose a broken arm. A final factor is the dependence of
information on providers and recipients. In this case, information is less coherent when it is
transferred to an entity that does not have knowledge of the subject matter. Receiving new
knowledge requires knowledge. Thus, it is easier for a novice practitioner to understand the
diagnosis of a fracture than, for example, for an electrical engineer.

A company's ability to gather and process information is also a function of its innovation
strategies, structures, systems and people in the corporate environment.

Based on knowledge-based theory, the study seeks to deeply uncover the relationship
between innovation and new product innovation in terms of two innovation factors, market
orientation and technological opportunity. This study assists enterprises in more accurately
obtaining market information and technological information, transforming the available
knowledge into their own absorptive capacity, so as to improve the performance in new product
innovation to achieve a competitive advantage of absorptive capacity.

An enterprise with high market orientation will have more market knowledge in terms of
customers and competitors; in this case, the external market knowledge acquired by the
enterprise will vary in the amount of information, information channels and degree of difficulty,
making it easier for enterprises and enterprise members to obtain more external relevant
information (Castro, 2015).

The combination of high market linkage and high market turbulence can enhance the
performance of new product development (Chen et al. 2016). Conversely, when market
turbulence is low, customer preferences often do not change, even when market orientation is
high, team members will think that customer demand is the same or similar, and will reduce
members' motivation to absorb information.

Are the insights gained, correct? Does the employee absorb the knowledge? Do new
products or new services meet consumer needs? These factors will influence the process from
knowledge acquisition to knowledge assimilation, development and application. Consequently,
the stronger the market turbulence, the weaker the relationship between market orientation and
absorptive capacity.

This research proposes that the process from innovation to product performance is achieved
through absorptive capacity, that is, absorptive capacity plays the role of a mediator.

Enterprises should be market-oriented and constantly understand changes in customer
needs. In order to seize opportunities, enterprises and managers need to pay attention to market
insights, to understand changes in the market. Business leaders are also positive in their market
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orientation and are prepared for risks. They can only win in a competitive market and gain a
competitive advantage by continuously acquiring the information that businesses need.

Beijing, Shenzhen, and Shandong Province are important for the high-tech industry or
Internet enterprise, and the sample selection is similar to other studies (Atuahene-Gima &
Yinghong, 2011). The study focuses on market and technology opportunity as the innovation-
based factors, which are the two main critical factors for an enterprise to gain competitive
advantage and improve its performance and profits. Based on knowledge-based theory, a
questionnaire survey of 335 high-tech and Internet companies in China was conducted to
empirically analyze the relationship between innovation and absorptive capacity and new
product innovation performance. Innovation drives enterprises to improve new product
innovation. The study focused on market orientation and technological opportunities as factors
based on innovation, the discussion of the relationship between innovation, absorptive capacity
and new product innovation performance proved that enterprises driven by market orientation
can master the needs of customers and cultivate their own absorptive capacity, which are
conducive to improving the innovation performance of new products (Chen et al. 2016).

Market turbulence has a significant and positive impact on absorptive capacity, which
means that the stronger the change in customer demand, the more information the firm gains
about consumers and competitors, which is very beneficial for knowledge absorption by the
firm. However, the amount and complexity of information that customers obtain from their
customers and competitors will face many uncertainties in the acquisition process.

New technologies, business model innovations and regulatory changes are transforming the
competitive landscape of the raw materials sector. Related raw materials sectors are emerging
in the market with valuable technology linkages that increase material supply efficiency and
reduce waste and material use, such as:

- Industry 4.0 technologies for mining and processing companies;

- Advanced sorting, dismantling and recycling technologies;

- Materials management for e-waste, precious metals and specialty metals;

- New usage models that turn products into services, virtualize or distribute products.

Companies that are pioneers of the digital era, such as HP and IBM, are driving the
development of new technologies that implement the circular economy. Data management and
fusion, machine learning and artificial intelligence are finding their way from optimizing
processes in industry towards optimizing product and waste management systems. The use of
an open innovation approach in manufacturing technologies such as 3D printing is leading to
better availability of technology and accelerating progress in material efficiency and
dematerialization. Innovative start-ups, SMEs are entering the circular economy and Industry
4.0 in a big way by providing new digital platforms and solutions to service gaps in order to
maximize the value of products and materials. Industry 4.0 provides the technological engine
for circular innovation, while the circular economy is seen as the driving force for envisioning
an industrial framework in 2030. Without the 4th Industrial Revolution, we cannot have a
circular economy - we cannot have a socially useful and sustainable 4th. Industrial Revolution
without the support of the circular economy. The circular economy, like any eco-innovation,
brings business opportunities and benefits for SMEs. The technology can be the initiator (a
company picking up a particular technology) or the technology can be the result of an activity
(the development and marketing of a new technology).

The amount and range of goods that can be traded digitally is expanding rapidly. It is worth
considering how e.g., 3D printing technologies can change the flow of physical goods. Instead
of businesses producing goods in one location and shipping them around the world, businesses
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could send digital design files over the internet and then use 3D printers to produce products in
small batches locally. This method would also benefit the environmental policy of the company
and the country. For example, spare parts, medical prostheses and industrial components are
already produced in this way. Over time, the range of goods produced using this method and
technology could also be applied in other industrial areas.

In the context of digitization with an environmental aspect, it is currently a valuable source
of information, especially in the area of the physical flow of goods by means of 'digital
packaging’. The potential for digital packaging has existed for some time, but its importance
has been growing rapidly in recent times. One example is the use of Radio Frequency
Identification (RFID) technology to track the movement of physical goods in digital packaging
across global trade flows. This type of sensor is a key component used in 1oT. RFID wireless
radio-frequency communication, which aims to uniquely identify objects, collect information
about a product, location, time or transaction. RFID has a variety of applications including
access in logistics. The growth rate of the use of the above sensors grew at 20 percent per year
between 2005 and 2012, which was significantly higher than the growth rate of 13 percent
growth rate than the growth rate of trade with a 7 percent growth rate (Das & Harrop, 2013).

"In particular, the use of RFID in logistics has delivered tremendous value by improving
inventory management in long global supply chains, helping to reduce inventory costs by up to
70 percent while improving the service offered. Digital tracking of physical shipments also
reduces the volume of goods lost in transit, enabling higher volume and higher value goods to
be traded. A study of four major RFID implementations in Germany, including the logistics
centers of Hewlett-Packard, GmbH and BMW, found that the technology reduced shipping
losses by 11 to 14 percent (Sarac et al. 2010)." It is estimated that 0.5% of packages are lost in
transit in developed economies and 3% are lost in developing countries. Prioritizing the use of
RFID sensors over barcodes, which must be scanned on packages, can reduce the number of
lost packages by 30 percent.

"A pilot study of RFID in the country found that the technology significantly increased
export efficiency by reducing turnaround time by 45 percent, greatly benefiting trucking and
freight owners (Siror et al. 2010)."

Bendova A. (2018) summarized the characterizing situations of industrialization
development in 2018 in six points as part of the Industry 4.0 assessment. She states that the
number of companies implementing Industry 4.0 elements is growing and there has been a
progressive shift in the implementation of the elements. A positive finding is that the state is
creating the first conceptual steps to support the 4th Industrial Revolution and mainly for the
purpose of supporting SMEs in Slovakia. There is also progress in the field of robotization and
automation in SMEs. A negative situation was noted in the area of research and development,
which Slovak industry continues to lack, as well as a lack of skilled labour on the market. The
way of obtaining information on the introduction of the new trend of Industry 4.0 and
communication was assessed as insufficient in this area.

The business environment in the Slovak Republic has undergone major changes in recent
years. The expansion of the automotive industry, a higher degree of digitalization in business
activities and the creation of an appropriate e-business environment have led to a restructuring
of customer expectations and requirements (Macikova et al. 2017).

Based on a study of current domestic and foreign literature, we can conclude that innovation
and the innovation potential of enterprises is a fundamental competitive tool of the enterprise.
Achieving profit as the main objective of the enterprise as a factor of success in the competitive
market is currently a dilemma of various conversations and researches, however, by unifying
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views and approaches we can conclude that profit is only a supporting tool for achieving success
in the market. Innovations, new approaches, technologies require a large financial capital,
however, the carrier of success is the specific changes and new approaches, technologies
introduced into the enterprise. "Innovation moves the world, but innovation moves investment."
Investment is an input factor in the development of an enterprise, but at the same time it can be
seen as an output element in the form of profit reflecting the success of the introduced change,
the activity of the enterprise. The rate of innovation introduced into an enterprise is a trigger for
the development of the enterprise's innovation potential. As we have presented various aspects,
approaches, sources of innovation, we have come to the conclusion that without chaining and
linking the relationships between investment - human capital - innovation, there is no success.
Even the circular economy can be seen as an innovation within the economy of a country and
as a creditworthy tool within the framework of efficient spending of funds to achieve the
environmental reputation of the enterprise in the national or international scale.

Piao and Zajac (2016) identified two types of innovation exploitation: reuse (repeating
existing designs for existing products) and incremental exploitation (creating new designs for
existing products) and recognized that these two types of exploitation have different effects on
exploration. Exploitation can be defined as the incremental improvement of an existing product
venture aimed at improving an existing product market domain, and exploration can be seen as
the development of new products aimed at new product market domains.

3 Research Design

The main objective of the paper is to investigate the extent of high-tech technology use
depending on the size of the enterprise and then to summarize its impact on the innovation
potential of the studied enterprises on the basis of the summarized theoretical and practical
results of empirical research studies.

The fulfillment of the main objective of the paper was conditioned by the setting and
addressing of partial objectives leading to the achievement of the primary research objective.
To the sub-objectives we assign the following research areas:

- research, analyze and map the current state of innovation development at home and
abroad,

- to synthesize domestic and foreign theoretical knowledge and their mutual comparison,

- synthesize the knowledge of digitalization and its connection with the field of
innovation development,

- to draw up a summary overview of the results of the survey of the innovation potential
of enterprises in Slovakia,

- identify sources, opportunities and shortcomings in the implementation of innovations
in the enterprise,

- to determine the causal links of the phenomena under study and their correlation in the
enterprises under study,

- statistically verify the established hypotheses, determine the dependence of individual
variables,

- to contribute with proposals, model solutions to improve the situation in the field of
innovation development in the future in enterprises in Slovakia.

The object of the survey was 385 Slovak enterprises, of which 135 Slovak enterprises
participated in the survey, representing a return rate of 35.1%. Purposive sampling was used to
select from the experimental set. The research subject consisted of Slovak enterprises of
different industries, size, territorial scope and ownership structure.
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The questionnaire was anonymous. Outreach and distribution of the questionnaires was
done through an electronically created Gmail Drive questionnaire, direct personal contact with
business managers and telephone contact. The methods used in approaching the respondents
were as follows: PAPI (Pencil and Paper interviewing), CATI (Computer assisted telephone
interviewing), CAWI (Computer assisted web interviewing).

Mathematical-statistical methods, methods of synthesis, deduction, analogy, association
were used in the evaluation and interpretation of the results. Individual questions of the
questionnaire survey were graphically presented. Subsequently, the statistical methods used
were Pearson Chi-Square test, Fisher's exact test (Freeman-Halton test), Analysis of variance,
Correlation analysis (Pearson's correlation coefficient). The above methods were chosen
depending on the type of questions in the questionnaire survey. Among the hypotheses
determined, the following hypothesis was statistically significant:

HO: There is no relationship between firm size and high-technology utilization rate.

H1: There is a statistically significant relationship between firm size and high technological
level of high-tech technology utilization rate.

Table 1
Statistical verification of high levels of high-tech usage and enterprise size

Utilisation rate High-tech
21%- 41-| 61%-| 81%-
0%) 1-20% 40% 60%| 809%)| 100%| Total
Size of the enterprise
Micro enterprises (0 - 9 employees)| Frequency 15 2 1 0 0 0 18
Expected 7,74 3,98 1,47 1,88 2,72 0,21
Small enterprises (10 — 49 employees)| Frequency 15 8 1 1 1 0 26
Expected 11,19 5,74 2,12 2,72 3,93 0,30
Medium-sized enterprises (50 — 249| Frequency 5 5 3 4 5 0 22
employees)| Expected 9,47 4,86 1,79 2,30 3,33 0,26
Large enterprises (250 and - more)| Frequency 2 4 2 4 7 1 20
Expected 8,60 4,42 1,63 2,09 3,02 0,23
Total Frequency 37 19 7 9 13 1 86
Frequency Missing = 49

Source: author’s calculations

Since more than 20% of the cells (theoretical abundances) do not satisfy the condition
Eij>=5, it is not possible to perform the Pearson Chi-squared test, and therefore we choose its
extension, the Fisher exact test (Freeman-Halton test).

Table 2

Fisher's exact test of high high-tech utilization and firm size
Utilisation rate High-tech

21%- 41-| 61%-| 81%-
0%) 1-20% 40% 60% 809%)| 100%| Total
Size of the enterprise
Micro enterprises (0 - 9 employees) Percent 17,44 2,33 1,16 0 0 0] 2093
Small enterprises (10 — 49 employees) Percent 17,44 9,3 1,16 1,16 1,16 0 30,23
Medium-sized enterprises (50 — 249
Percent
employees) 5,81 5,81 3,49 4,65 5,81 0| 2558
Large enterprises (250 and - more) Percent 2,33 4,65 2,33 4,65 8,14 1,16| 23,26
Total Frequency 37 19 7 9 13 1 86
Percent 43,02 22,09 8,14 10,47 15,12 1,16 100

Frequency Missing = 49

Source: author’s calculations
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Table 3

Significance level - Fisher's exact test of high level of high-tech utilization and firm size
Fisher's Exact Test

Table Probability (P) <.0001

Pr<=P <.0001

Statistic Value ASE

Pearson Correlation 0,607| 0,0656

Spearman Correlation 0,6212| 0,0679

Source: author’s calculations

Decision/interpretation: we do not reject the hypothesis that there is a significant
relationship between firm size and the rate of high-technology utilization. The larger the
enterprise - the greater the rate of high-tech utilization and vice versa.

4 Research Results

The innovativeness of enterprises nowadays also depends on the degree of use of High-tech
technology, which results in satisfying the growing demands of customers for quality, cost
reduction, rapid implementation of products. It is one of the solutions to the dynamic
development of industries at home and abroad. High-tech is closely connected with smart
technologies, Internet of Things (IoT), digitalization from primary production - raw material
processing to product recycling. The use of high-tech technology is currently associated with
the trend towards greening. We can conclude that high-tech manufacturing is not as eco-friendly
as it seems. Even the production of smart devices uses and consumes a lot of raw materials and
materials that leave an ecological footprint on the environment. This is precisely the goal of the
circular economy that businesses should address. It is the scarcity of raw materials that is
particularly important for high-tech products and new innovations, as technological progress
and quality of life depend on access to an increasing number of raw materials. It is not in vain
to introduce different eco-approaches into the various processes of a company when the initial
step is already eco-dependent. The first step of an effective circular economy is to ensure the
supply of raw materials to eco-characters, e.g., the exchange of raw materials for renewable
resources.

Enterprises use high-tech to varying degree: 15.12% of Slovak enterprises have a high-tech
utilisation rate in the range of 61%-80%. In the largest extent in the range of 1% - 20%
enterprises use low technological level of high-tech in 35.22% enterprises. Almost 43% of
enterprises do not use high level of high-tech technology at all. Moderately low high-tech
technological level in the range of 1%-20% is registered by 28.73% enterprises and 22%
respondents register moderately high high-tech level in the range of 21%-40%. Based on the
statistical verification, the enterprises with medium high level of high-tech and high level of
high-tech are statistically significantly dependent on the size of the enterprise.

Depending on the size of the enterprise, we find that large enterprises with a share of 32%
use high high-tech technology in the range of 61%-80% and with a share of 18% in the range
of 41%-60%. Medium-low level of high-tech technology is used by large enterprises by a share
of 27% in the range of 1% - 20% and 21% - 40%. Moderate level high-tech is applied by 32%
of enterprises in the range of 21% - 40% and 23% in the range of 41% - 60%. Low technology
level is registered by 23% of large enterprises in the range of 61% - 80%.

Small enterprises in the proportion of 16% apply high high-tech technology in the range of
1% - 20%, medium-low level of technology in the range of 1% - 20% is applied by almost 14%
of enterprises, medium-high level of high-tech is registered in 16% (1% - 20%) of enterprises
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and low level is up to 28% of enterprises in the range of 1% - 20%. As we can see, small
enterprises are at a low level in the use of high-tech technology. This fact can be attributed to
various factors that affect this state and mainly finance, competitive power, market position,
territorial scope. A significant figure we found in comparison with the ownership structure is
that small enterprises with predominantly and exclusively foreign ownership possess high-tech
technology. And the same situation is also true in terms of the territorial scope of enterprises in
the market, namely small enterprises with high-tech are characteristic of international and
national/international enterprises. Micro enterprises hardly possess high-tech technology at all.

Medium enterprises in the share of 15% possess high-tech technology in the range of 1%-
20% and 61%-80%. Medium-low technology is used by 18% of enterprises at a rate of 21% -
40%. A medium-high level of use in the range 21% - 40% is registered by 24% of medium
enterprises and a low level of technology is registered by 15% of enterprises in the range 61%
- 80%. The surveyed enterprises import 12.14% of high-tech technology on average.

The surveyed enterprises are planning future activities to introduce high-tech technologies
in order to be competitive in the market. Noteworthy is the share of 35.60% of enterprises that
would like to reach a medium high-tech technological level in the near future. Based on the
findings of the high-tech development of enterprises so far, we can conclude that the enterprises
that realistically have the opportunity to achieve the set goal will include large and medium-
sized enterprises with foreign capital and international and national/international localization.
The low technology level according to the findings has been achieved by the majority of
respondents and in view of this, the lowest proportion is 10.40% of enterprises that perceive the
above level as a target. This includes enterprises that do not possess high tech technology at all.

The results of the research showed that the size of the enterprise influences the innovation
potential of enterprises. Micro and small enterprises are the least active in innovation
development. Medium-sized enterprises are characterised by a strong innovation base. The
sector in which an enterprise operates also influences its innovation activity. Also, the size of
the enterprise strongly influences the rate of high-technology use, regardless of the level of
high-tech. The development and implementation of innovation is strongly influenced by
whether an enterprise exports and what share of its output it exports.

5 Discussion, Conclusions and Recommendations

When we think about the future, we hope for a future of progress. Technology offers
businesses a new and better way of doing things better and more efficiently. After examining
the various aspects influencing innovation potential, we can conclude that, in the narrowest
sense, the development of technology is one of the directions of expected progress in
innovation, and globalisation is the second most broadly conceived factor. Both ways of
progress are able to be used by enterprises to advance business at the same time, separately and
simultaneously with each other.

We see the future direction of innovation development in the development of technology,
i.e., high-tech. High-tech makes use of new materials, technologies from the fields of, for
example, chemistry, aerospace, automotive, computer science, clothing. In the clothing
industry, the use of high-tech materials and new production technologies brings new fashion
approaches. The new trend in the fashion business is high-tech fashion. This direction of
progress in the garment industry is of considerable importance in the elimination of waste and
in the hierarchisation of waste policy. The difference in traditional technology compared to
high-tech technology is not only in the way of production but also in the usability. High-tech
fashion is adaptable to the figure. Traditionally woven garments are made and tailored to suit
the clients, but high-tech fashion products are suitable and adaptable to all figures. Their uses
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are endless. However, this development will not drive the traditional way of making garments
out of the market, but quite the opposite. Traditional techniques remain in demand in different
countries where the combination of traditional way and high-tech technology is giving rise to
new developments of the times.

- The vision in the development and success of start-ups lies in the boundless creativity
of entrepreneurship. Small businesses are also more creative as there is close
collaboration within teams.

- Industry 4.0 will be closely linked to the Big Data trend in logistics in the future as the
number of internets connected devices is increasing.

- The digitalisation of businesses will change the nature of work and the demands and
requirements for skilled workers will increase.

- The challenge for new farm business in the future in the development of agricultural
technology is the development of technology and the development of digitalization of
Industry 4.0, which will prevent the production of more waste in higher food production.
This is a major population problem at present, which requires necessary steps and
measures to eliminate food waste.

Innovations in computerisation and communication are making huge strides in research and
technology development. Various applications, social sites allow us to communicate from
different parts of the world, businesses are doing marketing, screening competitors and
competing products. These information flows allow customers and businesses to provide,
distribute, purchase and establish business contacts. The future of services provided by brick-
and-mortar restaurants and entertainment businesses, due to the rapid development of virtual
communication and the high demand for it, will cause their demise and the emergence of virtual
cafes, restaurants at the same time. From the point of view of value analysis, it would mean a
large investment for enterprises to acquire technology, but in terms of long-term returns,
enterprises would achieve success. At a minimum, the cost of renting buildings, premises would
come down. A similar situation may arise in the tourism sector. Maybe we will visit holiday
destinations virtually.!?

Given the current age of great digitalisation, the question arises whether human labour will
still be needed in the future. It can be argued that it certainly is, but we need to look for ways
to be in demand and continuously educate ourselves in the field of technology already today.
Various studies estimate that 70% to 80% of jobs will disappear in the next 20 years. But, to be
in that remaining 30% we need to keep up to date with the modern trends of the modern
revolution. In 2030, computers will be smarter than humans. But how is a human being better
than artificial intelligence?

The digitalisation of businesses will change the nature of work and will increase the
demands and requirements for skilled workers. The demand for labour will continuously
increase as new professions will emerge in enterprises with requirements reflecting the
digitalisation of production and logistics. We see great potential in the use of Industry 4.0 not
only in agricultural enterprises in Slovakia. People in industry such as farmers, food producers
must take into account the trends of digital transformation in agriculture. By using technology
in agricultural enterprises in Slovakia as a sustainable resource, we will be able to develop and
move agriculture to higher levels of development in the future.
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The impact of product knowledge factors on satisfaction and sustainable
consumption

Dana HruSovska

Abstract

In this paper, we would like to point out the partial results of a survey of consumer behaviour
depending on product knowledge and the link between product satisfaction and sustainable
consumption. The consumer survey was conducted in 2020. Non-alcoholic, alcoholic
beverages, dairy products, perishable foods, snacks and racio foods were included here. The
aim was to identify the most important determinants influencing consumer satisfaction and to
determine the degree of dependence of individual determinants and to examine the connection
with sustainable consumption. 2,353 consumers were involved in the research in the
preparatory phase and 1,806 consumers were included in the database, of which 937 were men
and 869 women.

JEL classification: K13
Keywords: consumer satisfaction, sustainable consumption

1 Introduction

The concept of sustainable development speaks of a way of economic growth that covers
the needs of society by creating conditions for well-being in the short, medium, but especially
in the long term. Development must meet today's needs without compromising the potential for
continued growth for future generations. Sustainability is unthinkable without balance, but at
the same time a certain balance in the environmental, social and economic field. The essence
of sustainability is the fulfillment of three basic goals, effective environmental protection,
careful use of natural resources, maintaining a high and stable level of economic growth and
employment with good conditions, in accordance with social development. Sustainable
development is based on three basic pillars: social, economic and environmental.

Figure 1
Sustainable development

Economic Sustainability
pi||ar'/
Environ- _
mental Social
_ pillar
pillar

Source: Kocmanova, A., Hrebicek, J. (2013)

Sustainable development became a priority of European Union (EU) policy following the
Council of Europe Summit in Cardiff in June 1998. The European Council in Géteborg in 2001
adopted the first EU Sustainable Development Strategy, which was complemented in 2002 by
the European Barcelona Council on the third structural socio-economic pillar. The Council of
Europe has set another strategic goal, namely the introduction of a new economy based on
greater competitiveness and knowledge dynamics with the capacity for sustainable economic

51



Ekonomika a manaZment, Vedecky Casopis Fakulty podnikového manaZzmentu Ekonomickej univerzity v Bratislave
rocnik XIX., €islo 2, rok 2022, ISSN 2454-1028

growth with a positive impact on employment and social cohesion one year after the Lisbon
Summit. At the meeting in Stockholm, this goal was supplemented by an environmental
dimension. In 2010, the European Council endorsed the Europe 2020 Strategy and subsequently
the Europe 2030 Strategy. By 2030, the countries had committed themselves to meeting the 17
objectives of the program and their progress was being monitored on an ongoing basis on the
basis of pre-established indicators. Corporate social responsibility (CSR) significantly
contributes to the fulfillment of the goals. In an effort to offer a framework for businesses
striving to invest in sustainable development, the European Union published a Green Paper in
2001, which states: environment and stakeholder relations (Commission of the European
Communities, 2001). The International Organization for Standardization (ISO) has defined
corporate social responsibility in its ISO 26000 standard as follows: “CSR means the
responsibility of an organization for the impact of its decisions and activities on society and the
environment, through ethical behaviour and transparency that contributes to sustainable
development, including the health and well-being of society; takes into account stakeholders'
expectations; it complies with applicable laws and international standards of conduct and is
applied throughout the organization and integrated into its relationships. The Corporate Social
Performance concept is directly linked to corporate social performance. It is a kind of practical
extension of the Corporate social responsibility concept with an emphasis on the achieved
results. The focus on CSP performance is to indicate that what really matters is the results and
outputs of CSR initiatives (Carroll, 2018). The CSP refers to the principles, practices and
outputs of social, economic and environmental relations concerning actions taken by companies
towards social actors and also includes unintentional corporate activities (Battaglini, 2019).

If we want to combine product knowledge with product satisfaction and sustainable
consumption, it is essential to define consumer attitudes and behaviours.

Consumer attitudes and behaviours. Consumers are increasingly concerned about
environmental, social and economic issues, and increasingly willing to act on those concerns.
Consumer willingness often does not translate into sustainable consumer behaviour because of
a variety of factors — such as availability, affordability, convenience, product performance,
conflicting priorities, skepticism and force of habit.

Consumer groups say that business has a key role to play in providing the most sustainable
products and editing out “unsustainable” ones. Studies over time have shown that there is a
limit to how much we can expect from consumer choice alone. Consumers are not willing to
pay significantly more for “green” products (sustainable products currently come at a premium
price). Consumers currently lack useful guidance on which products and services are more
sustainable.

2 Current State of the Solved Problem at Home and Abroad

Since the 1970s, researchers in consumer behavior and marketing in developed countries
have begun conducting comprehensive studies on consumer satisfaction (Oliver, 1997),
(Churchill, et al., 1982), (Spreng, et al., 1993). The first system for measuring consumer
satisfaction was built by Fornell in 1989 at the University of Michigan in Sweden Swedish
Customer Satisfaction Barometer - SCSB (Fornell, 1992). Later in 1994, the American
Customer Satisfaction Index (ACSI) was developed and marketed (Fornell, et al., 1996).

Using the Customer Satisfaction Index (CSI) tool, it is possible to measure consumer
satisfaction with a product, service or with the company itself. Sweden (SCSB), Norway
(NCSB), Switzerland (SWICS), Korea (KCSI) and Malaysia (MCSI) have CSls at the national
level. SWICS was published in 1998 for the first time. Based on 7,400 telephone conversations
with approximately 3,800 customers, it presents satisfaction results of consumers in 20 sectors,
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as well as an analysis of the relationships between latent variables in individual sectors. Brazil,
Argentina, Mexico, Canada, Australia, Hong Kong and some regions as well as Taiwan are
trying to build their own CSI systems. These CSls are essentially similar measurements, yet
they have obvious differences in model structure and choice of variables. It follows that they
cannot be compared with each other.

Within national satisfaction assessment models, the first system to measure consumer
satisfaction at the national level was the Swedish Customer Satisfaction Barometer (SCSB,
1992). Inr. In 1994, the American Customer Satisfaction Index (ACSI) was developed, based
on the Swedish customer satisfaction barometer. The index was developed to provide
information on the satisfaction of the quality of products and services to consumers. The
Norwegian Customer Satisfaction Barometer (NCSB) was identical to the original US model,
but included the company's image and its relationship to consumer satisfaction and loyalty. In
r. 2000 EkI6f introduces another variation of the ACSI model, the European Customer
Satisfaction Index (ECSI). It is an extended performance or customer satisfaction index. It
monitors areas that have a decisive impact on consumer satisfaction, namely product / service
/ company image, consumer expectations, consumer quality perceptions, consumer perceived
value, consumer satisfaction, consumer complaints and consumer loyalty. ECSI was later
renamed EPSI, which stands for European Performance Satisfaction Index.

3 Research Design

The aim of the paper is to point out the impact of product knowledge (PK) factors on
customer satisfaction and subsequently on the sustainability of consumption based on the results
of the statistical survey. From the group of product knowledge factors, we focused on five
factors, how well you know the product (PKx1), the image with respect to the brand (PKx>), the
image with respect to the overall quality (PKxs), the image with respect to the price (PKx4) and
research image with respect to marketing communication (PKxs). An image is a complex image
formed by a number of factors that represent a complex set of ideas, impressions and feelings
that a person or group associates with a particular subject. This affects the behaviour of
consumers and the public in retail. They guide purchasing decisions based on how they perceive
the retail unit and what ideas they have formed about it.

Figure 2
The influence of product knowledge factors on overall consumer satisfaction

PKy,
PK,;
PK,, | Productknowledge Total satisfaction

PKy,

PK s
Source: Own processing.
Following the defined problem and goals, we formulated the following research question:

Research question: We assume that there is a relationship between consumer
satisfaction and product knowledge factors and the link with
sustainable consumption.

The object of the study was consumers, who evaluated the quality of selected food products.
Consumers were selected by simple random selection. We chose a quantitative research method
in the form of a questionnaire. The research took the form of personal interviews, and the results
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of the interviews were entered into online questionnaires. Questionnaire research was
conducted in the Slovak Republic. 2,353 consumers participated in the study in the preparatory
stage; 1,806 consumers were included in the database, of which 937 were men and 869 were
women. Consumers were from all over the Slovak Republic. In this part of the research, we
examined the evaluation of consumer satisfaction with food products. The aim of this research
was to determine the influence of groups of factors on consumer satisfaction and to measure
the strength of determinants affecting customer satisfaction with selected food products in
Slovakia. The research was focused on monitoring satisfaction with soft drinks Kofola, Rio
fruit juice, with dairy products yogurt Holandia, Parenica cheese, with durable food biscuits
Horalky, chocolate Student seal, Hamé pates, oil Palma, nuts Ensa, mustard, Marlenka and
cheese Tofu. We examined consumer satisfaction with a total of 15 selected products. To find
the answer for the research question, we used the descriptive statistics.

4 Results of the Paper and Discusion

We will explain the evaluation of the influence of product knowledge factors on the Kofola
product. Multiple linear regression analysis was used to determine the relationships between
the dependent variable (consumer satisfaction) and the independent variables. The output of
regression and correlation analysis is shown in Table 1.

Table 1
The output of regression and correlation analysis for the product Kofola according to product
knowledge factors

SUMMARY OUTPUT

Regression Statistics

Multiple R 0.69017
R Square 0.47633
Adjusted R Square 0.45864
Standard Error 1.47359
Observations 154
ANOVA

df SS MS F Significance F
Regression 5 292.33548  58.4670 26.92501 2.67470E-19
Residual 148 321.37880 2.171478
Total 153 613.71428

Standard
Coefficients Error t Stat P-value Lower 95% Upper 95%

Intercept 2.40267 0.62426 3.84883 0.0001 1.16905 3.63628
PKx1 0.01651 0.07438 0.22209  0.82454 -0.13046 0.16350
PKx2 0.25352 0.08753 2.89643  0.00434 0.08055 0.42649
PKx3 0.42331 0.09012 4.69713  0.00000 0.24522 0.60141
PKx4 —0.10289 0.06876 -1,49632 0.13670 —0.23877 0.03299
PKx5 0.07067 0.07674 0,92081  0.35864 —0.08099 0.22233

Source: Own processing.

The first part of the Regression Statistics output is the results related to correlation analysis.
The value of Multiple R (correlation coefficient) is equal to 0.6901725. The dependence is
tighter, which brings the value closer to 1. In our case, it is a high degree of tightness of the
relationship between consumer satisfaction and the observed factors of product knowledge. The
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value of R Square is the value of the coefficient of determination; it is the value of 0.47633808.
The value after multiplication by 100 indicates that the chosen regression line explains the
satisfaction variability to approximately 48 %. The other part represents unexplained
variability, the influence of random factors and other unspecified influences. Adjusted R-square
takes into account the number of estimated parameters and the number of measurements.
Standard Error should be as small as possible. An analysis of the relationship between
satisfaction and product knowledge factors was found in 154 consumers (Observations -
number of measurements).

In the ANOVA section, we test the null hypothesis, which states that the model we have
chosen to explain the dependence (in our case, a linear regression line) is not suitable (the
alternative hypothesis states the opposite). The F test is used to evaluate this statement.
Significance F = 2,674671-19 < 0,05 (a - significance level), a correlation between satisfaction
and product knowledge factors PKx1, PKx2, PKxs, PKxa and PKxs. is statistically significant,
i.e. we reject HO, which means that the model was chosen correctly.

The relationship of the variables for the tested Kofola product is shown as follows:
y = 2.40267 + 0.01652 PKx1 + 0.25353 PKx2 + 0.42332 PKxs— 0.10289 PKx4 + 0.07067 PKxs

At Intercept = 2.40267, if product knowledge were zero, consumer satisfaction would be
2.4 points out of 10. By increasing product knowledge by 1 unit of measure (1b.), satisfaction
will increase by 0.01652 points. The zero hypotheses tested in this analysis relate to the
significance of the location constant and the regression coefficient, with the zero-hypothesis
claiming the insignificance of the coefficient concerned and the alternative hypothesis of its
significance. P-value (P-values) will serve to evaluate these claims. The locating constant is a
statistically significant P-value of 0.000176041 < 0.05, as well as the P-value for the regression
coefficient is 2.67471E-19 < 0.05, which also confirms the significance of this coefficient. By
increasing product knowledge by 1 point, satisfaction will increase between 0.13 and 0.16. The
results analysed are in Table 1.

The results of the summary of the regression model and the ANOV A model for the selected
products are given in Table 6.8 for the correlation coefficient Multiple R and Significance F.

At Intercept = 2.40267, if product knowledge were zero, consumer satisfaction would be
2.4 points out of 10. By increasing product knowledge by 1 unit of measure (1b.), satisfaction
will increase by 0.01652 points. The zero hypotheses tested in this analysis relate to the
significance of the location constant and the regression coefficient, with the zero hypothesis
claiming the insignificance of the coefficient concerned and the alternative hypothesis of its
significance. P-value (P-values) will serve to evaluate these claims. The locating constant is a
statistically significant P-value of 0.000176041 < 0.05 as well as the P-value for the regression
coefficient is 2.67471E-19 <0.05, which also confirms the significance of this coefficient. By
increasing product knowledge by 1 point, satisfaction will increase between 0.13 and 0.16. The
results analysed are in Table 1.

The results of the summary of the regression model and the ANOVA model for the selected
products are given in Table 2 for the correlation coefficient Multiple R and Significance F.
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Table 2
Regression and correlation analysis output values for selected product of Multiple R and
Significance F factors according to product knowledge and consumer satisfaction

PK - Product knowledge Multiple R Significance F
Kofola 0.69017 2.67471E-19
Rio 0.64411 2.85161E-10
Yogurt 0.72343 1.20471E-16
Biscuits 0.70456 6.38173E-17
Chocolate 0.64679 3.61808E-12
Nuts 0.66921 3.36502E-11
Tofu 0.69983 1.73E-13

Source: Own processing.

Since Significance F is less than 0.05 for all the products studied, it is statistically significant
and the multiple R regression coefficient is greater than 0.25. This is a high tightness of
dependence for all products studied.

Consequently, we examine P-value for all product knowledge factors studied. P-value for
PK x3 (image with respect to overall quality) is statistically significant for all products examined
except biscuits, P-value for PKxs (image with regard to marketing communication) is
statistically significant for four of the seven products examined. For the price-related image
factor (PKxa), the P-value is higher than 0,05, which confirms the insignificance of this value.
The independent variable PKxs, PKx2 and PKx; are statistically insignificant and should be
excluded from further investigation.

Table 3
P-value of regression and correlation analysis output for selected products of Multiple R and
Significance R factors according to product knowledge and consumer satisfaction factors

How well you | Image with | Image with | Image with An image with
PK know the respect to the |respect to respect to respect to
Product product brand overall per price marketing.
knowledge quality communication
P le P Kx2 P Kx3 P Kx4 P Kx5
Kofola 0.82455 0.00435 0.00001 0.13670 0.35864
Rio 0.44820 0.13597 0.00029 0.30448 0.14316
Yogurt 0.07710 0.24953 0.00001 0.11822 0.04242
Biscuits 0.00048 0.07470 0.08268 0.96474 0.03905
Chocolate 0.18869 0.22169 0.00054 0.58644 0.08972
Nuts 0.01196 0.19918 0.00128 0.98433 0.03535
Tofu 0.46066 0.01628 0.02058 0.45441 0.00432

Source: Own processing.
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Detailed results of the P-value from the regression and correlation analysis for selected
products of product knowledge and consumer satisfaction factors are given in Table 3. The
results of the multiple linear regression analysis confirmed the significant impact of the image
factor with respect to overall quality (PKxs), the image factor with regard to marketing
communication (PKxs), and confirm the research question that there is a relationship between
consumer satisfaction and product knowledge factors.

The impact of knowledge on environmental participation and environmentally responsible
behaviour is further borne out by the results of the multiple regressions and correlation analyses.
Specifically, the study found that knowledge does correlate positively with environmental
attitudes, behaviours and participation. Thus, if public environmental knowledge is improved,
there is a good chance that public sustainable consumption behaviour will be increased (Haron,
2005). Consumer education is undeniably crucial to establish sustainable quality of life. In
addition to encouraging public voluntary actions through education, the government should also
discourage unsustainable behaviour by way of law and regulations, or through enforced choice.

6 Conclusion

As we have pointed out, there are several models for evaluating customer satisfaction. These
models have obvious differences in the structure and choice of variables and it follows that they
cannot be compared with each other. The essence of this research was to delve deeper into the
issue of linking product knowledge to customer satisfaction and sustainable consumption. Our
research presents the findings of a survey conducted on a sample of 1806 respondents in the
Slovak Republic. The research clearly showed a statistically significant relationship between
the groups of product knowledge factors. As a result, we recommend that companies focus on
product knowledge activities. Due to market and company developments, we would especially
recommend the promotion and information of products in the online environment. The number
of Internet users is growing and the influence of social networks, online user opinions or review
portals will continue to increase. The process of moving a large number of activities to the
online environment is irreversible, and therefore we recommend companies to pay increased
attention to the online environment and the way they present their products in it. It is necessary
to incorporate the monitoring of consumer satisfaction and loyalty from a long-term perspective
into the company's philosophy, vision, long-term strategy and to constantly communicate with
the employees and the company's surroundings. The business should use tools that affect the
overall consumer value perceived by the consumer and focus on perceived value factors to
make consumers willing to pay significantly more for "green™ products and more sustainable
products and services. We recommend that companies pay more attention to Corporate social
responsibility and Corporate social performance. Emphasized on the positive effect on the
image and reputation of the company. While the image can change in a short time, the reputation
is built on personal experience with the company, evolves over time and is influenced by the
company's consistent behaviour towards stakeholders (Michelon, 2011). We recommend that
the evaluation based on CSP and financial results as well as CSR reports happen common
practice. In the interests of sustainable consumption, we recommend signing international codes
of conduct, such as the UN Global Compact or the Principles of Responsible Investing (PRI),
and taking Environmental, Social and Governance (ESG) factors into account when evaluating
a company (Scholtens, 2014).
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Aplikacia ambidexterity v riadeni podnikov
Application of ambidexterity in business management

Veronika Bednarova

Abstract

Ambidexterity is the ability to both explore and exploit at the same time. Nowadays, with the
increasing dynamism in the business environment, ambidexterity is becoming a critical asset.
Entrepreneurs should establish companies that can explore and exploit simultaneously.
Aspirate to achieve ambidexterity is hard to realize. Exploration and exploitation are resource-
intensive and require different ways of managing. The key is to find the symbiosis in managing
it with appropriate practices and tools. The main aim of the paper is to introduce ambidexterity
as a necessary capability for competitiveness and business success, especially for innovative
companies and to examine it through factors directly influencing the possibilities of achieving,
maintaining, and further developing this capability.

JEL classification: M13, 030, 032
Keywords: ambidexterity, expoitation, exploration

1 Uvod

V roku 1991 Jim March, americky vedec, socioldg, ekoném a profesor na Stanfordskej
univerzite poznamenal, Ze zdkladom dlhodobého prezitia podniku na trhu je zapojit’ sa do
dostato¢ného vyuzivania (zuzitkovania) zdrojov pre zabezpecenie sucasnej zivotaschopnosti
a zaroven sa stbezne zapojit do vyskumu pre zabezpeCenie uspechu aj v buducnosti.
Neexistuju slova, ktoré by lepSie vystihovali podstatu toho, ¢im ambidexterita vlastne je.
O’Reilly a Tushman (2013) uvadzaju, ze ambidexterita je 0 tom, ako sa IBM posunulo od
vyrobcu hardvéru Kk softvéru a k sluzbam, ako sa spolo¢nost HP posunula od vyrobcu
elektronickych pristrojov k minipoc¢itaom a k tlaciariam a teraz zlyhava pri prechode
k sluzbam, ako sa spolo¢nost’ Hearst Corporation zmenila z vydavatel'a novin na poskytovatel'a
udajov alebo ako sa Fuji posunul od vyrobcu fotografii k poskytovatel'ovi Cistych chemikalii.
Ide o to, preco vel'ké spolo¢nosti ako Polaroid, Kodak, ¢i Smith-Corona nedokazali uskuto¢nit’
tieto prechody. Prave tieto priklady z podnikatel'skej praxe dokazuju prakticky rozmer témy,
ktord si jednoznacne zasluzi pozornost’ zo strany vyskumnych pracovnikov a manazérov
podnikov. Vyznam pojmu v sGcasnosti reflektuje aj stale silnejuci zaujem o vyskum v tejto
oblasti zo strany vedeckych pracovnikov. Ak vyhladdme tento pojem v Google Studovni,
najdeme 51 300 vedeckych ¢lankov, pri€om viac ako polovica z nich mé ako datum publikacie
uvedeny rok 2018 a novsi. Uvedené dokladuje, Ze zaujem o skiimanie ambidexterity je stale
aktualny, dokonca ziujem vedeckej obce v tejto stvislosti exponencidlne narasta.
Ambidexterita je fenomén a koncept stvisiaci S podnikatel'skym vykonom a uzko prepojeny
s dlhodobo udrzatelnou konkuren¢nou vyhodou. Zatial' ¢o ambidexterita zohrava vyznamnu
ulohu z hladiska dlhodobého prezitia a uspechu podniku na trhu, tak prdve manaZéri na
vsetkych turovniach riadenia s ti, ktori st zodpovedni za aktivizaciu podniku a jeho
zamestnancov Vtomto smere, oni formuluji a nésledne implementuju stratégie, oni s
nosite'mi zmeny a pokroku.

2 Sucasny stav rieSenej problematiky doma a v zahranic¢i

Ambidexterita je slovo, ktorého povod mozeme najst’ v latin¢ine. Ambid v preklade
znamena oboje, na obe strany a dexter znamena pravak, priCcom pripona -ty sa pouziva na
vyjadrenie schopnosti. Ak by sme mali doslovne prelozit’ tento pojem v stlade s jeho povodom,
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tak by i§lo o tzv. obojru¢nost’, schopnost’ orientovat’ sa na obe strany. Vo v§eobecnosti mdzeme
ambidexteritu vymedzit' ako schopnost’ subezne vykonavat’ dve aktivity, siCasne vykonavat
dve tulohy, alebo sa naraz venovat plneniu dvoch cielov. V podnikovej, podnikatel'skej
a manazérskej praxi sa v suvislosti s tymto pojmom stretdvame so subeznym vyuzivanim,
zuzitkovanim, cerpanim (exploitation) a skimanim, vyhl'addvanim, objavovanim, prieskumom
(exploration).

2.1 Vyznam a podstata ambidexterity

Pojem ambidexterita sa prvykrat objavil v diele autorov Tushman a O’Reilly (1996)
S nazvom Ambidexteritné organizacie: Manazment evolucnych a revolucnych zmien, kde tito
autori navrhli, aby organizacie vyuzivali a skimali sicasne. Ambidexteritu definuja ako
schopnost’ organizicie objavovat a vyuzivat subezne, s cielom konkurovat vo vyspelych
technologiach na trhoch, kde sa oceniuje efektivnost’, kontrola a postupné zlepsovanie a tiez
sutazit’ v novych technologiach na trhoch, kde je flexibilita, autonomia a je potrebné
experimentovat. Odvtedy je ambidexterita predmetom zaujmu velkého poctu vedeckych
pracovnikov, pricom hlavnymi témami v tejto stvislosti st technologické inovécie,
organizacny dizajn, strategicky manazment, spolupraca, strategické spojenectva
a medziorganiza¢né siete, ¢i manazment znalosti. Garcia- Lillo, Ubeda-Garcia a Marco-Laraja
(2016) uvadzaju, ze k najviac citovanym autorom vo vedeckych ¢lankoch zaoberajucich sa
tymto pojmom patria autori March (1991), Gibson a Birkinshaw (2004), Tushman a O 'Reilly
(1996). Najviac ¢lankov sa vyskytuje v odbornych ¢asopisoch Organization Science, Strategic
Management Journal a Academy of Management Journal.

Asif ade Vries (2015) vo svojom vedeckom ¢lanku charakterizuju ambidexteritu ako
schopnost’ zosuladen¢ho a efektivneho riadenia aktudlnych obchodnych poziadaviek
(vyuzivanie) a tiez prispdsobenia sa zmendm v prostredi (objavovanie). Podpora ambidexterity
umoziuje podnikom prechod na novu technologiu vyuzitim cennych uz existujucich schopnosti
a znalosti.

Podla autorov Raisch, Birkinshaw, Probst a Tushman (2009) existuju Styri zakladné
dimenzie stvisiace s ambidexteritou. Tymito dimenziami su diferencidcia verzus integracia,
individualny aspekt verzus organiza¢ny aspekt, statickost’ verzus dynamickost’ a interné
prostredie verzus externé prostredie. Ambidexterita si vyzaduje aktivne zvladanie napitia
medzi diferenciaciou a integraciou. Vyskumné zistenia rieSenia napdtia medzi diferencidciou a
integraciou ukazuju, ze ambidexterita je podporovand Gzkymi vzdjomnymi vztahmi medzi
existujucimi a novymi poznatkami. Synergicky efekt mozno dosiahnut plnym vyuzitim
existujiicich zdrojov na ziskanie novych schopnosti a tieZ umoZnenim integracie novych
vedomosti do uz existujucich zdrojov. Preto pre vyuzitie potencialu ambidexterity musia
existovat’ diferenciacné pristupy v kombinécii s integraénym uUsilim. Ambidexterita prinaSa
vysledky na individudlnej rovni atiez na organizacnej urovni. PriCom tieto Urovne
ambidexterity si uzko prepojené a individudlne zvladanie a vyuZivanie tejto schopnosti sa vzdy
odzrkadli na schopnosti ambidexterity podniku ako celku. Ambidexterita je dynamicky proces,
ktory zahfiia neustdlu sii€asne venovanu pozornost’ vyuZivaniu a objavovaniu. Zavisi od
schopnosti integracie internych a externych znalosti pre vytvorenie synergie.

2.2 Organizacna ambidexterita

Vrontis, Thrassou, Santoro a Papa (2017) charakterizuju organizacnii ambidexteritu ako
schopnost’ podniku usilovat’ sa subezne o vyuZzivanie a objavovanie. Vyuzivanie je podla
tychto autorov urcené na rozsirenie sucasnych znalosti s cielom dosiahnut’ vyssiu efektivitu a
zlepSenia umoziujuce prirastkovll inovéaciu. Objavovanie zahfiia rozvoj novych poznatkov,
hl'adanie varidcii a vylepSenia potrebné pre radikalnejSiu inovaciu. Vyuzivanie si vyzaduje
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efektivnost’ a konvergentné myslenie s cielom vyuzit' si¢asné moznosti a rozsirit' inovaciu
produktov kontinudlne, =zatial ¢o objavovanie naopak =zahffia Tusilie o hl'adanie,
experimentovanie a vytvorenie novej kombindcie vedomosti pri hladani novych
podnikatel’skych prilezitosti.

Empirické studie poskytuji nespochybnitel'né dokazy pozitivneho u€inku ambidexterity na
vykon podniku, ale zaroven zdoraziuju a upozoriiuji na tazkosti spojené s budovanim tejto
schopnosti. V sulade s tym sa vécSina $tadii ambidexterity zameriava na organizacné
mechanizmy a systémy riadenia, ktoré podnikom umoziiuji vybudovat takato schopnost'.
Nestaci iba tuto schopnost’ vybudovat’, podniky a ich manazéri si ju musia aj udrzat’ a d’alej ju
rozvijat. Luger, Raisch a Schimmer (2018) zd6raziuju jej dynamicka perspektivu, nakol’ko
ambidexterita sa v ¢ase vyvija a tento vyvoj nasledne ovplyviiuje dlhodobt vykonnost’ podniku.
Podl'a autorov Soto-Acosta, Popa a Martinez- Conesa (2018) dynamické prostredie vytvara pre
ambidexteritné podniky prilezitosti prekonat’ svojich konkurentov, preto by mali priebezne
sledovat’ zmeny v prostredi, pohotovo na nich reagovat’ a vytvarat’ si tak v podnikatel'skom
prostredi trvalé konkuren¢né vyhody.

Vysledky stadie Petrusa-Ortega, Molina-Azorin (2018) zaoberajicej sa analyzou internych
faktorov ako diferenciacia, centralizacia a formalizacia a vonkaj$ich faktorov s hlavnou
premennou dynamikou prostredia, ich vplyvom na organizaéni ambidexritu a nasledne na
vykonnost’ podniku ukazuju, Ze podniky v dynamickom prostredi dosahuju v tomto kontexte
lepsie vysledky. Zistenia dokladuj, Ze decentralizacia, diferencidcia a formalizécia, podporuju
vyvoj organiza¢nej ambidexterity, ktord néasledne prispieva k vysSiemu vykonu podniku ako
celku. Manazéri musia byt’ schopni rozpoznat’ potrebu ambidexterity v podniku podl'a stupnia
dynamiky prostredia, implementovat vhodné organiza¢né charakteristiky a rozvijat ju.
Manazéri by tiez mali pouzivat’ organiza¢nt Struktiru ako urychlova¢ ambidexterity, v tomto
ohl'ade dbat’ na to, aby podniky boli viac diferencované, decentralizované a formalizované, nie
vSak donucovacim spdsobom. Diferenciacia zabezpecuje Strukturdlne oddelenie vyuZivania
a objavovania v réznych organizacnych jednotkéach, ¢im sa podporuje ich simultdnny rozvo;.
Decentralizacia rozhodovania zlepSuje identifikdciu novych prileZitosti na objavovanie alebo
vyuzivanie a umoznuje podniku reagovat na nové prilezitosti. Formalizdcia poméha
jednotlivcom rieSit’ pracovné problémy a zlepSovat pracovné procesy a ¢innosti spojené
S objavovanim a vyuZivanim.

Andriopoulos, Lewis (2009) poukazuji na to, Ze na udrZanie a posilnenie organizacnej
ambidexterity posobia faktory ako synergia ucenia, viactiroviiovy systém a doplnkové taktiky.
Viactroviiovy pristup odraza skutocnost’, Ze s organiza¢nou ambidexteritou sa spaja viacero
vzajomne sa prelinajucich paradoxov. Tato zlozitost' si vyzaduje skimat’ viacero Urovni.
Vrcholovi manazéri strategicky riadia podnik ako celok, projektovi manaZéri usmerniuji
konkrétne projekty a znalostni pracovnici vyberaju sami, kedy a ako najlepSie uplatnit’ svoju
disciplinu a ambicie na zlepSenie vyvoja produktov. K doplnkovym taktikdm na podporu
ambidexterity patria integracia a diferenciacia. Ich vzdjomna kombinacia maximalizuje efekt
oboch polov ambidexterity. Synergia ucenia v sebe zahfiia viacero vzdelavacich aktivit, pricom
kl'a¢ k tspechu spo€iva v ich simultdnnosti.

2.3 Manazérska ambidexterita

Ambidexteritu moZzno vymedzit' aj na individualnej Grovni prace manazéra. Manazérska
ambidexterita sa definuje ako schopnost’ vykondvat oboje, objavovanie a vyuZivanie s
rovnakou obratnostou. Podl'a Raisch, Birkinshaw, Probst a Tushman (2009) takito manazZéri
prejavia osobitnu schopnost’ vykonavat’ dve rozdielne ¢innosti, napriklad efektivnost’ verzus
flexibilita, stabilita verzus adaptabilita, realizacia verzus experimentovanie, ¢i kratkodoba
optimalizdcia verzus dlhodoby vyvoj. S vyuzivanim suvisia dimenzie ako kratkodoba
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perspektiva, spolahlivost’, efektivnost’ a S objavovanim dimenzie ako dlhodobé perspektiva,
alternativy a podstupovanie rizika. Z takéhoto ponimania je zrejmé, Ze manazérska
ambidexterita zavisi od osobnych charakteristik manazéra a taktiez je uzko prepojena
s podnikom ako celkom. Skiimanie ambidexterity na individuédlnej Grovni vyvolava otazku o
tom, kto vykonéava kontrolu nad podnikatel'skym spravanim, aby bola umoznena ambidexterita.
Z pozorovani vyplyva, Ze prieskumné a vyuzivacie ¢innosti su z vel’kej Casti riadené manazérmi
samymi od seba, vysokd troven vlastného podnetu bola pozorovana u vSetkych manazérov.

Tabul’ka 1
Manazérske aktivity spojené s vyuzivanim a objavovanim
VyuZivanie Objavovanie

Spol'ahlivost’ v manazérskej préci Rozmanitost’ v manazérskej praxi
Prehlbovanie, zdokonal'ovanie a vyuzivanie | Ziskavanie novych vedomosti a zru¢nosti,
existujucich vedomosti a zru¢nosti rozSirovanie skladby vedomosti a zru¢nosti
Optimalizécia a stabilizacia organizacnych | Vyhl'adavanie novych organizacnych
noriem, rutin, Struktir a systémov noriem, rutin, Struktir a systémov
Uplatnovanie a zlepSovanie existujucich Experimentovanie s novymi pristupmi
kompetencii, technologii, procesov k technoldgiam, obchodnym procesom,
a produktov trhom
Osvojenie si skor kratkodobej orientacie Inovacia a osvojenie si dlhodobej orientacie
Rozpracovanie existujucich presvedceni Prehodnocovanie existujucich presvedceni
a rozhodnuti a rozhodnuti

Zdroj: VOLERY, T. - MUELLER, S. — VON SIEMENS, B. (2013). Entrepreneur ambidexterity: A study of
entrepreneur behaviours and competencies in growth-oriented small and medium-sized enterprises [online].
International Small Business Journal. 6 May 2013,p.115.D0I:10.1177/0266242613484777,[accessed 16.06.2022].

Vyskum Volery, Mueller a Von Siemens (2013) zaoberajlici sa pozorovanim S$iestich
poprednych uspesnych podnikov orientovanych na rast z pohladu manazérskych aktivit
a spravania manazérov v kontexte ambidexterity zistil, Ze manazéri v priemere 78 percent
svojho Casu venovali ¢innostiam suvisiacim s vyuzivanim a 20 percent Casu aktivitam
tykajicim sa prieskumu, pricom zvySok bol prideleny na cestovanie. Podstatnym zistenim bol
rozptyl Casu prideleného na vyuzivanie alebo objavovanie medzi pozorovanymi manazérmi.
Percento Casu vycleneného na prieskum sa pohybovalo od 11 percent do 36 percent, zatial’ ¢o
percento Casu pridelené vyuzivaniu sa pohybovalo od 64 percent do 89 percent. Vyskum
identifikoval spravanie a kompetencie umoziiujlice manazérovi udrziavat’ medzi vyuZzivanim
a objavovanim dynamickt rovnovahu, a to budovanie audrziavanie vztahov a partnerstiev,
vyhybanie sa uviaznutiu vylu¢ne vo vyuZivani, s vyhradenim si ¢asu na objavovanie,
vytvorenim suboru néstrojov pre diskusiu o konkrétnych aktivitdch stvisiacich s vyuzivanim
a prieskumom, zapojenie sa do konvergentného a divergentného myslenia, prepinanie medzi
ulohovo orientovanymi aktivitami a aktivitami orientovanymi na zmenu a napokon presun
taziska podniku z prieskumu na vyuZivanie a naopak, podl'a toho, ako si to vyZaduje konkrétna
situacia.

2.4 Vybrané formy ambidexterity
2.4.1 Inovacna ambidexterita

Inovacie su v stcasnosti povazované za jeden z kIicovych faktorov prezitia podniku
v trhovom prostredi a jeho rastu. Podniky by v tejto suvislosti mali vyuzivat existujuce
inovacné kapacity azaroven vyhladavat, objavovat, podporovat arozvijat' inovacné
prilezitosti. Podniky, ktoré si schopné sucasne vyuzivat’ existujice inovacné kapacity a skimat’
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potencidlne inovacie, dosahuju vyssi vykon v porovnani s podnikmi, ktoré len vyuzivaja
existujuce inovacné kapacity alebo skiimaju potencialne inovécie.

Jansen, VVan Den Bosch a Volberda (2006) zdoraznuju, Ze zatial’ ¢o vyuZzivanie sa vztahuje
na technologicki inovaciu zalozenti na vyuZzivani sucasnej technologickej zakladne, pri
objavovani ide o technologickll inovaciu zaloZenu na novom technologickom zaklade.

Na zéklade Wiratmadja, Profityo a Rumanti (2020) inova¢ni ambidexteritu mozno
charakterizovat’ ako proces riadenia zamerany na najdenie rovnovahy medzi prieskumom a
vyuzivanim inovacii. Ide o dynamicku schopnost’, ktora ma potencial zabezpecit' konkurencnu
vyhodu. Vyuzivanie kapacit sa tyka prisposobenia existujucich produktov a obchodnych
konceptov, zatial ¢o prieskum predstavuje zdsadni zmenu, ktora vedie k posunu od
existujiceho produktu alebo konceptu k tplne novému. Sustredenie sa na jedno bez druhého
moze priniest’ iba kratkodobé vysledky, preto mozno dospiet’ k zaveru, zZe podniky, ktoré maju
z dlhodobého hl'adiska dobru konkurencieschopnost’, st podnikmi, ktoré st schopné sticasne
vyuzivat’ existujice inovacné kapacity a zaroven sucasne skiimat’ nové inovacné prilezitosti.
Vyskum Zang a Li (2016) zaoberajtci sa inova¢nou ambidexteritou preukazal interaktivnu rolu
technologickych kapacit a marketingovych kapacit pri posiliiovani inova¢nej ambidexterity,
pricom tiez dokazal jej prinos vo vzt'ahu k podnikovému vykonu.

Autori M. Hughes, P. Hughes, Morgan a Hodgkinson (2020) vo svojom vyskume klada do
popredia fakt, Ze inova¢na ambidexterita je obzvlast' zlozitd pre mladé firmy zalozené na
technologiach, pretoze su narocné na zdroje a chybaji im strategické znalosti. V tomto smere,
ale maju obrovsky potencial vyuzivat’ vSetky vyhody ambidexterity, pricom hlavnt rolu v nich
zohravaju zakladatelia a manaZéri, ktori maji velky priestor vytvorit' z tychto podnikov
ambidexteritné podniky.

2.4.2 Sekvencna ambidexterita

Sekvencna ambidexterita umoziuje objavovanie a vyuzivanie prostrednictvom docasného
oddelenia. Chen (2017) vyzdvihuje fakt, Ze tato forma ambidexterity je zaloZend na myslienke,
ze podniky moZu zamerat’ svoju pozornost’ na vyuzivanie pocas niektorych ¢asovych obdobi
ana objavovanie pocas inych ¢asovych usekov. Toto ¢asové oddelenie umoZiiuje podnikom
dosiahnut’ zameranie vo velmi Specifickom ¢asovom obdobi a zaroven dosiahnut’
ambidexteritu v dlh§om ¢asovom horizonte. So sekven¢nou ambidexteritou sa najéastejSie
stretdvame pri  projektoch, pretoze umoziiuje vyuzZivat rdézne manazérske postupy
Vv jednotlivych fazach zivotného cyklu projektu. Uvedena skutoc¢nost’ je ale zdroven aj
najvacsim limitom tejto formy ambidexterity, nakol’ko je sice efektivna na irovni projektu, ale
vel'mi problematickd na organiza¢nej Urovni. Na jej dosiahnutie na organizacnej Urovni,
podniky potrebuju prepinat’ tam a spit’ medzi reZimami prieskumu a vyuZivania, prestavovat’
stratégie, Struktiry a procesy. Takéto zmeny mdzu sposobit’ v podnikoch dislokaciu a mozu
dokonca znicit’ ich zakladné organizané schopnosti. Ak podniky prepinaji medzi reZimami
prilis Casto, nemusia byt schopné prezit’ z kratkodobého hl'adiska, nieto z dlhodobého hl'adiska.

2.4.3 Strukturdlna ambidexterita

Strukturalna ambidexterita kladie podl'a Chen (2017) prieskum do $trukturalne oddelenej
podnikatel'skej jednotky, ktorti potom koordinuju vrcholovi manazéri. Umoziiuje lokalizovat
vyuzivanie na niektoré obchodné jednotky, obmedzit’ prieskum na iné obchodné jednotky a
koordinovat’ dosiahnutie oboch vrcholovymi manaZzérmi. UmozZiuje tieZ rdznym
podnikatel'skym jednotkam pouzivat’ rdzne stratégie, Struktiry a procesy. Je to najsl'ubnejsie a
najpraktickejSie rieSenie pre ambidexteritu podniku ako celku. Aj napriek tomu je nevyhnutné
si uvedomit’, ze takyto spdsob kladie obrovské naroky na pracu manazérov. Vyzaduje od
vrcholovych manazérov nutnost’ riadit’ r6zne jednotky s réznymi Strukturami, vytvarat' nové
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jednotky, v pripade potreby zasahovat’ do tychto jednotiek a vSetky tieto jednotky vzajomne
koordinovat’. Je potrebné si uvedomit’, Ze vrcholovi manazéri Celia v tejto suvislosti mnohym
prekazkam a obmedzeniam, ¢o mdze viest’ k zlyhaniu v dosiahnuti Strukturalnej ambidexterity.

Strukturalna ambidexterita v tomto kontexte znamena vytvorenie odli$nych odmien,
vedenia timov, timovych Struktur a organizaénych procesov, ktoré moézu podporovat
koexistenciu vyuzivania a objavovania. Podl'a Chandrasekaran (2009) sa Strukturdlna
ambidexterita dd rozc¢lenit' do organizaénych makroekonomickych a mikroekonomickych
kontextov. Napriklad timové odmeny, timové vedenie a Struktiry projektovych timov spolo¢ne
predstavuju mikroekonomicky kontext, ktory sa liSi v rdmci timov, v rdmci divizie alebo
Vv ramci podniku a ovplyviiuje projektové timy. Organizacné procesy, kultury a Struktury, ktoré
st v ramci timov, v radmci divizie alebo vramci podniku nemenné, predstavuju
makroekonomicky kontext. Organizacny mikroekonomicky aj makroekonomicky kontext
ovplyviuju to, ako sa riadia projekty v suvislosti s ambidexteritou.

3 Vyskumny dizajn

Hlavnym ciel'om prispevku je zdoraznit’ potrebu ambidexterity ako schopnosti nevyhnutne;j
pre uspech predovsetkym inovativnych podnikov zaloZenych na novych technoldgiach na trhu
a preskimat’ poznatky suvisiace s faktormi bezprostredne ovplyviiujicimi moznosti jej
dosiahnutia, udrzania a d’alSiecho rozvoja. Hlavny ciel' je konkretizovany prostrednictvom
Styroch Ciastkovych ciel'ov:

1. Preskiimat’, analyzovat’ a zoskupit’ nastroje a praktiky umoznujice podporu ambidexterity
podniku.
2. Presktimat’ a popisat’ vzt'ah medzi individualnou ambidexteritou na trovni prace manazéra

a organizacnou ambidexteritou podniku ako celku.

3. Preskimat’ a popisat’ vztah medzi podnikatel'skym modelom podniku a ambidexteritou
podniku.
4. Preskiimat’ a popisat’ vztah medzi ambidexteritou podniku a manazmentom zmien.

V prispevku je zachyteny prehl'ad dostupnych vedeckych zdrojov zaoberajicich sa
vyskumom ambidexterity, praktikami a nastrojmi podporujiucimi tiito schopnost’ a jej vplyvom
na vykon, predovSetkym inovativnych podnikoch zaloZenych na technologidch. Vedecké
poznatky boli analyzované a nésledne boli vybrané kl'icové témy ambidexterity vzhl'adom
k dolezitosti prispievania k vykonu podniku ako celku. KI'ai¢ové poznatky boli prehl'adne
zoskupené, tak, aby bolo mozné vzdjomne porovnat’ ndzory rdznych vyskumnych pracovnikov
a poskytnut’ uceleny a Struktirovany prehl'ad poznatkov, nastrojov a praktik vplyvajicich na
moznosti dosiahnutia ambidexterity, zabezpecenia jej udrzania a d’alSieho rozvoja.

4 Vysledky prace
4.1 Nastroje a praktiky na podporu ambidexterity

Manazéri nadobudajti fundamentalnu tlohu pri podpore ambidexterity v podniku. Podl'a
Venugopal, Krishnan, Kumar, Upadhyayula (2017) by manazéri mali ist’ prikladom a vytvorit’
kontext spravania, ktory si integracia vyuzivacich a objavovacich ¢innosti vyzaduje, ktory buda
nasledovat’ manazéri niz§ich Grovni riadenia a zamestnanci. Riadenie ambidexterity vyzaduje
od manazérov zabezpecenie toho, aby podniky aich zamestnanci skimali nové poznatky,
vyuzivali existujuce znalosti a koordinovali tieto znalostné zakladne smerom kich
nepretrzitétmu zosulad’ovaniu. V takomto ponimani ide o to, prostrednictvom praktik,
nastrojov, prvkov a funkcii riadenia dosiahnut’ rovnovahu medzi zdanlivo protichodnymi
poziadavkami a prispiet’ tak k lepSiemu vykonu podniku ako celku.
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Vyskum nastrojov a mechanizmov, ktorymi moézu manazéri podporit’ vyuZzivanie,
Baskarada, Watson, Cromarty (2016), identifikovali tri kIticové oblasti, a to vzdelavanie
a rozvoj, riadenie vykonu a manazment znalosti. Vzdeldvacie programy st postavené na ziskani
a upeviovani poznatkov, zru¢nosti a posiliuju to, o com je zname, ze funguje. V konecnom
dosledku je vzdelavaci proces o povzbudzovani I'udi, aby tieto poznatky a zru¢nosti vyuzili.
Ocakavania a Standardy manazérov pre podriadenych zamestnancov mozno nastavit pomocou
riadenia vykonnosti. Manazéri musia zabezpecit', ze pre riadenie vykonu sa dodrziavaji urcité
principy, ale zaroven by tiez mali prejavovat empatiu a brat’ ohlad na individualitu
zamestnancov, mali by byt’ schopni motivovat’ a povzbudzovat’ zamestnancov, a to napriklad
vysvetlenim vyznamu ich prace. Manazment znalosti vyuZziva existujuce znalosti
0 prebiehajucich procesoch a aktivitach ako podklad pre podobné procesy a aktivity. Uvedeny
vyskum identifikoval pat atributov manazérskeho spravania podporujucich objavovanie,
konkrétne zavidzok, viziu, pohodlie zrizika, splnomocnenie a inkluzivnost. Kultara
objavovania je spojend s vodcom, ktory sa zucastiiuje, ddva jasne najavo, ze t0zi po
inovativnych vysledkoch a vedie ku konstruktivnym pristupom. Zapojenie vodcu je spdsob
zabezpecenia, ze vystup ma hodnotu. Preto, aby sa podporilo skimanie, veduci predstavitelia
musia preukdzat’ svoje osobné odhodlanie. Takyto zavdzok je zvyCajne podporovany
schopnostou vidiet' organizaciu z novej perspektivy s pokorou a otvorenostou k uceniu.
Spolo¢na vizia spaja, dava najavo, ze ni¢ sa nedeje neumyselne, ze vSetko ma svoj zmysel a
pripravuje scénu pre akékol'vek prieskumné aktivity. Pohodlie z rizika je nevyhnutné pre kazdé
objavovanie nového, pretoze nové sposoby vzdy prinesu riziko. Vyzvou novych spdsobov, ako
robit’ veci, je identifikovat’ a zmiernit’ rizikd. Manazér so schopnost'ou raciondlne akceptovat’
riziko mdze vstepovat’ medzi svojich zamestnancov kulturu skimania. Manazér by tiez mal
podporovat’ zamestnancov, ukazovat’, ze im doveruje, umoznovat’ im s jeho odbornou pomocou
napredovat. Manazéri by mali nacivat’ svojim podriadenym a uéit’ sa z ich skisenosti. Manazér
ako taky musi dat’ jasne najavo, Ze tim je inkluzivny a preukézat’, Ze nazor kazdého ¢lena je
vyznamny. Ak zamestnanci citia, Ze st zahrnuti do procesov, tak potom je pravdepodobnejsie,
ze rieSenia, ktoré prindSaju na zvéazenie budi nové a prelomové. Na zaklade vyskumu sa
ukazuje, Ze transformacné vedenie je vhodné v kontexte objavovania a transakéné vedenie
Vv kontexte vyuZivania, zaverom preto je, Ze efektivne vedenie si vyZaduje rovnovahu medzi
transakénym a transformacnym pristupom.

Iny vyskum, Chandrasekaran, Linderman, Schroeder (2012), navrhuje na podporu
schopnosti ambidexterity mechanizmy, akymi st integracia, diferenciacia, zosuladenie a
prisposobivost’. Pri technologickych podnikoch rozvija ambidexteritu na vrcholovej Grovni
rizikové rozhodovanie, na strednej tirovni riadenia je to kontextové usporiadanie a na zakladnej
urovni riadenia Strukturdlna diferencidcia. Schopnost’ rizikového rozhodovania povzbudzuje
manazerov, aby sa zapojili do divergentného myslenia. Podporuje vodcovstvo prostrednictvom
pochybnosti a povzbudzuje manazérov, aby sa vysporiadali s protichodnymi myslienkami,
paradoxmi a nejednozna¢nostami. Manazérom vrcholovej trovne umoziuje presnejsie posudit’
rizikd medzi prilezitostami na vyuZivanie a objavovanie. Kontextové usporiadanie sa tyka
synchronizicie medzi zmenami cielov na strategickej urovni a aktivit na urovni projektov.
Strukturalna diferenciacia podporuje koexistenciu vyuZivania a objavovania projektov
prieskumu vytvaranim pragmatickych hranic medzi projektovymi aktivitami. Integricia,
diferenciacia, zosuladenie a adaptabilita ako vysledok, nie st konkurenéné mechanizmy, ale
skor mechanizmy, ktoré sidlia na r6znych urovniach manazmentu podniku na podporu
ambidexterity.

Stadia Zhang, Wang, Wei (2019) zaoberajiica sa ulohou manazérskych vizieb na
zmiernenie napétia medzi vyuzivanim a objavovanim skiimala odvetvové vizby, ktorymi chape
vzt'ahy s dodavatel'mi, zakaznikmi a konkurentmi a mimoodvetvové vizby, ktorymi oznacuje
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vztahy sorganmi samospravy, s priemyselnymi zdruzeniami, s univerzitami a vysokymi
Skolami, s organizaciami vyskumu avyvoja, smedidlnymi organizaciami, s podnikmi
ostatnych odvetvi a s inymi spolocenskymi organizaciami. Z prislusného vyskumu vyplyva, ze
odvetvové vizby oslabuji ambidexteritu, zatial' co mimoodvetvové vizby posilituji pozitivne
efekty inovacnej ambidexterity na rast firmy. Zdroje mimoodvetvovych vizieb nie su viazané
na existujicu zdrojovu zékladnu, a preto umoziujua podniku vyvazit' vzt'ahy medzi vyuzivanim
a objavovanim. Okrem toho, mimoodvetvové vizby zvySuju vystavenie podniku réznym
perspektivam, socidlny vplyv z tychto vézieb vedie podniky k tomu, aby venovali vac¢siu
pozornost’ rozvijajicim sa trhom a znizili ich vnutorny odpor k zmendm. Manazéri, ktori sa
sustredia na spravny typ vézieb, tym zvysSuju pozitivne G¢inky ambidexterity vzhl'adom na rast
podniku.

Manazéri vyuzivaji cely rad praktik a néstrojov na podporu ambidexterity. Podl'a in¢ho
vyskumu, Havermans, Den Hartog, Keegan, Uhl-Bien (2015) praktiky stimulujice objavovanie
sa tykaji spajania roznorodejSej skupiny l'udi a napadov, pricom k preklenutiu rozdielov
dochadza prostrednictvom hodndt ako je transparentnost, ocenovanie rozmanitosti
a prepojenosti, teda manazérskych postupov na ulahcenie spoluprace. Na rozdiel od toho,
stimuldcia vyuzivania zahffnia znizenie interakcie a obmedzenie rozmanitosti 'udi zapojenych
do procesu. Jedna sa o zvySenie vyznamu hodndt stivisiacich s vyuZivanim, ako je dodrZiavanie
dohdd a opatrnost’ pri riskovani. Manazéri vo vSeobecnosti znizuju zlozitost’ c¢innosti
presadzovanim prisnejSich obmedzeni vzhl'adom k spésobom prace a znizovanim mnozstva
moznosti rieSenia problémov. Vysledky vyskumu naznacuju, Ze riadenie ambidexterity je
dynamicky proces s nutnostou manazérov reagovat’ na vnimanu zlozitost’ prostredia a pomocou
spravania a konania riadit’ smerom k posunom v doéraze na stimulaciu vyuzivania alebo
objavovania. Tieto posuny, ako reakcie a adaptacie na komplexnost’ stimulov, mézu zvysit
alebo znizit' potrebu vyuZivania alebo objavovania, zatial' ¢o to druhé, zostava udrziavané
a sucasne riadené na vysokej trovni.

4.2 Vzt'ah individudlnej ambidexterity a organizacnej ambidexterity

Vyskum Perry-Smith, Mannucci (2017) zaoberajuci sa ambidexteritou vo vztahu
k manazérom na zakladnej urovni riadenia identifikuje niekol’ko praktik zvySenia prilezitosti
k dosiahnutiu ambidexterity. K tymto patri ucast’ na rozhodovani, zdiel'anie poznatkov a
podpora napadov. Svojou ufastou na rozhodovacich procesoch mozu presvedCit
Vv organizacnej Struktire vysSie postavenych manaZérov, aby vyclenili dostatocné zdroje na
realizaciu svojich iniciativ na zavedenie novych produktov a sluzieb, ako aj na zlepSenie tych
existujucich. Uast’ na rozhodovani prispieva k vznikajucemu procesu ambidexterity podniku
a posiliuje vzostupny vztah medzi ambidexteritou manazéra a ambidexteritou podniku ako
celku. Zdielanie informacii im umoznuje koordinovat’ a zosuladit’ vyuzivacie a objavovacie
¢innosti so zakladnymi manazérmi z r6znych jednotiek a spolocne vytvérat’ nové prileZitosti na
obohatenie a rozSirenie Usilia v rdmci inovacnych procesov organizacie. Podporou napadov od
zékladnych manazérov mozu vrcholovi manazéri zvysit’ pravdepodobnost’, Ze uspeju v premene
ich tUsilia na hmatate'né inované vystupy, ktoré moézu byt nasledne rozsirené aj v ramci
podniku. Podporou vysielaji signal ostatnym c¢lenom podniku, ze sicasné objavovanie a
vyuzivanie je dolezité. Zistenia tohto vyskumu naznacuji, Ze jednym zo spdsobov, ako zvysit
ambidexteritu podniku ako celku, je zleps$it’ schopnost’ ambidexterity u manazérov zakladne;j
urovne riadenia.

Podl'a Mon, Chang, Cholakova, Jansen (2019) by vrcholovi manazéri mali prijat’ subor
postupov riadenia, ktoré vytvaraju pracovné prostredie umoziiujuce zvladat konflikty a
flexibilne rozdelit’ svoj Cas medzi vyuzivanie a vyskum. Takéto postupy v oblasti I'udskych
zdrojov by sa mali zameriavat’ najmé na rozvoj prislusnych zru¢nosti a kompetencii, ako aj na
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vnitornil motivaciu zapojit’ sa do naro¢nych tloh a ¢innosti. Uvedené naznacuje, ze pre podnik
je rovnako dolezité implementovat postupy riadenia, ktoré stimuluju interakciu medzi
zakladnymi manazérmi navzdjom ako aj medzi tymito manazérmi a vrcholovym vedenim

podniku.
4.3 Ambidexterita a podnikatel’sky model

Podnikatel'sky model zachytava podstatu podnikania, jeho zakladne principy a mozno ho
vnimat’ ako stavebny pilier uspesnosti podnikania. Podnikatel'ské modely moézu tiez byt
ambidexteritné, to znamena, ze moézu v sebe zahinat' jednak prvky podnikatel'ského modelu
riadeného trhom a jednak prvky riadenia trhu modelom. Takéto podnikatel'ské modely maju
silnej§i pozitivny vplyv na vykonnost' podniku ako jednostranne zamerané podnikatel'ské
modely. Podnikatel'sky model riadeny trhom znamena prispdsobovanie spravania podniku trhu
a existujucim poziadavkam na trhu. Umoznuje stabilitu obchodného spravania ucastnikov
trhovej vymeny. Mechanizmus stability je dolezity pre efektivnu tvorbu zisku. Podnikatel'sky
model riadenia trhu sa zameria na buducu konkurenciu a nové trhové prilezitosti.

Zavery vyskumu Suqin, Zhiying, Shanshan (2018) zaoberajuceho sa podnikatel'skym
modelom vo vztahu k skimaniu ambidexterity 201 technologickych podnikov v Cine
naznacuju, ze podnikatel'sky model méa vyznamnu sprostredkovatel’ski ulohu medzi vztahom
inovacnej ambidexterity a vykonnostou podniku. Podla tohto vyskumu by manazéri
jednozna¢ne mali zvazit zoskupenie organiza¢nych zdrojov a schopnosti riadit’ rdzne
podnikatel'ské modely. Pristupy k zdrojom by mali byt navrhnuté tak, aby zabezpecili
komplementarnost’ tychto podnikatel'skych modelov.

4.4 Ambidexterita a manaiment zmien

Stadia Binci, Belisari a Appolloni (2020) skumajica tri projekty business process re-
engineering (BPR) a devit projektov total quality management (TQM) ukazuje, Ze simultanny
prieskum (BPR) a projekty orientované na vyuzivanie (TQM) boli ovplyvnené vstupnymi
premennymi, ktorymi s Specializacia uloh a interoperabilita systémov (znalosti procesov
prenosu), identita a vedenie (proces konverzie znalosti) a dvomi vystupnymi premennymi
(nejednoznacnost’ a reakcia na zmenu), ktoré vzajomnou interakciou umoznuju dosiahnut’
ambidexteritu. Takato interakcia si vyzaduje pozornost manazmentu zmien na riadenie
prepojeni medzi tvorbou a zdokonalovanim znalosti a naopak. Interakcia zavisi najma od
procesu konverzie znalosti, ktory umoziuje flexibilna timova kultira. Stadia tieZ preukazala,
7ze manazment podnikovych procesov je dolezitou moznostou, ktord treba zvazit' v rdmci
ambidexterity, koncepéne koncipovany ako pristup, v ktorom sa TQM a BPR navzijom
dopliiiaju, a preto su uZitoéné na riadenie dvoch protikladnych poziadaviek na vyuZzivanie
a objavovanie. Na zaklade vysledkov stadie je zrejmé, Ze pre prijatie a zachovanie schopnosti
ambidexterity si musia manazéri byt vedomi zmien, ako premennych, ktoré umoziuji
efektivne prepojenie rdznych krokov stratégie ambidexterity. Okrem toho by sa mali brat’ do
uvahy aj kontextové faktory, ako je vodcovstvo a identita zamestnancov ako dolezité premenné
stivisiace so zmenou.

5 Diskusia

Dosiahnut’ rovnovahu medzi subeznym vyuZzivanim a objavovanim nie je jednoduché.
Vysledky takéhoto snaZenia vSak jednoznacne stoja za vynalozené usilie. Prijatim principov
ambidexterity mozu manazéri vytvarat’ konkurencné vyhody z principov, ktoré maju na prvy
pohl'ad konfliktny charakter. Na posilnenie vplyvu a prinosov tychto principov by mali
manazéri vyuzivat’ vysSie popisané praktiky a ndstroje. Manazéri by mali viest’ prikladom,
podporovat kreativnu podnikovai kultaru, delit’ sa o svoje znalosti a vizie, vymienat si
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informacie S vonkaj$im prostredim, s ostatnymi manazérmi a podriadenymi zamestnancami a
navzajom spolupracovat’.

Inovativne podniky zalozené na technoldgiach su nositeI'mi potencidlu ambidexterity.
Vyznacuju sa vSak nedostatkom finan¢nych zdrojov a persondlnych zdrojov, ¢o na druhe;j
strane vystupuje ako prekazka vyuzivania tejto schopnosti. Na zdklade prezentovanych
poznatkov z analyzovanych vedeckych ¢lankov sa ako najdoleZitejSie z hladiska podpory
dosiahnutia, udrzania a rozvoja ambidexterity so zohl'adnenim S$pecifik tohto typu podnikania
ukazuja:

e Dominantné postavenie nadobudaju zakladatelia, ktori by mali svojou osobnou ucastou
preukazat' odhodlanie dosiahnut, udrziavat' a rozvijat ambidexteritu na individuadlnej
urovni a na urovni podniku ako celku. Mali by viest tim manazérov a zamestnancov
prikladom, byt zainteresovani na rozhodovani o vyuZivani a objavovani, pretoze tym
signalizuju, Ze snaha o oboje naraz prinasa vysledky a tieto vysledky maji hodnotu.

o Vzdjomnd interakcia medzi zakladatelmi, manazérmi a zamestnancami zvySuje prilezitosti
Kk subeznému objavovaniu a vyuzivaniu. Zakladatelia inovativnych podnikov by mali dbat
na moznost’ timu zucastnovat’ sa na rozhodovani. Zakladatel' by mal preukdzat, Ze nazor
kazdého clena timu je vyznamny.

e Partnerstvad, kooperacia a vdzby su pre inovativne podniky s nedostatkom viastnych zdrojov
financii a poznatkov nevyhnutnostou. Nemenej dolezité postavenie nadobudaju aj vo vztahu
k podpore ambidexterity, pricom sa ukazuje, Ze mimoodvetvové vizby posiliiuji pozitivne
efekty inovacnej ambidexterity na rast firmy.

e Samotny podnikatelsky ndpad zaloZeny na technoldgii nie je zarukou uispechu na trhu. Bez
ohladu na vynimocnost' technologie, je potrebné dalej ju zdokonalovat' a nestaci iba
vyuzivat' tuto inovativnu technologiu, ale je nevyhnutné aj vyhladavat a objavovat nové
inovacné moznosti. Podporu ambidexterity vtomto ohlade poskytuje kultura neustaleho
ucenia. Pokora a otvorenost k uceniu umoznuju vidiet podnik ako celok z inej perspektivy.

e Podnikatel’sky model, zohrava na zaklade vyskumov pri technologickych podnikoch ulohu
sprostredkovatela medzi ambidexteritou a vykonom. Tieto podniky by mali svoje
podnikatelské modely inovovat' azvazovat mozZnosti riadit' viaceré komplementdrne
podnikatel'ské modely.

o Trhové prostredie, v ktorom sa tieto podniky nachadzaju sa vyznacuje zloZitostou
a dynamikou, na ktoré treba reagovat. Reakciou na zmeny, ako premenné vplyvajiuce na
ambidexteritu, moze byt kratkodobé zvySenie alebo zniZenie potreby vyuzZivania ci
objavovania. To druhé, ale musi ostat’ udrziavané a sucasne riadené na vysokej uirovni.

Je dolezité upozornit’ na to, ze manazéri by snahu o zostiladenie vyuZzivania a objavovania,
mali prispdsobit’ aj meniacim sa podmienkam prostredia. Takéto dynamické vyvazenie je vSak
nesmierne narocné, pretoZze manazérov nuti ujat’ sa a snazit' sa harmonizovat’ konflikt medzi
vyuzivanim a objavovanim, nuti ich odolavat’ pokuseniu pokracovat’ v sucasnych zabehnutych
konceptoch a skimat’ nové a narocnejsie koncepty, ale najméa manazérom ukazuje, Ze sa na toto
zosulad’ovanie je potrebné ststredit’ dlhodobo a vSetky ¢innosti a poziadavky v tomto kontexte
neustale prispdsobovat’ stale rychlejSie sa meniacemu trhovému prostrediu.

6 Zaver

Ambidexterita so sebou prinasa preukazatelné a nespochybnitelné prinosy vo vzt'ahu
k aspechu podniku na trhu. Dosiahnutie konkuren¢nej vyhody, vysokého vykonu, rozvoj a rast
podnikania vZdy boli a budi ambiciami podnikov, ich zakladatel'ov a manazérov, vzh'adom ku
ktorych napinianiu budu viest’ vietky podnikové ¢innosti. Prave ambidexterita na organizaénej
urovni podniku ako celku atieZz na individudlnej Grovni prace manaZéra, je vyznamnym
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determinantom napliiiania tychto odvaznych, ale nevyhnutnych ambicii v si¢asnom vysoko
konkurencnom trhovom prostredi. Vyzaduje si to mat dokladne vypracovanu stratégiu
a dosledne ju za pomoci prislusnych nastrojov, praktik a manazérskych funkcii implementovat’
tak, aby kazdy jeden manazér a zamestnanec podniku chépal jej vyznam a prinos. Strategické
riadenie vtomto smere je nesmierne naro¢né na zdroje. Prave zdroje byvaju klIiCovym
dévodom rezignacie podnikov, ich zakladatelov a manazérov na ambidexteritu. Vzhl'adom k
obmedzenosti zdrojov namiesto formulacie a implementécie inovacnej stratégie vacsina z nich
nakoniec zvoli bud’ stratégiu vyuZzivania sicasnych inovacii alebo stratégiu objavovania novych
inovacii a nevykonéva obe stucasne.

Poznamka o rieSenom projekte

Tento prispevok je Giastkovym vystupom rieSenia projektu VEGA MS SR & 1/0006/22
,»Akceleracia rastu inovativnych podnikov — Skadlovanie scale-upov a podnikov zaloZenych na
novych technologiach (NTBFs)*“ v rozsahu 100%.
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Reporting udrzate'ného spravania podnikov v kontexte ESG
Reporting Sustainable Behavior of Enterprises in the Context of ESG

Jana Kissova, Gabriela Dubcova, Lubica Foltinova

Abstract

The interest in the transparency of sustainable and socially responsible practices is gradually
increasing. Companies are increasingly aware of their responsibility to stakeholders such as
employees, customers, investors and NGOs that seek to assess the company's impact on the
world. Sources of valuable information to help create long-term value for stakeholders can
provide environmental, social and management analyzes and ESG reports.

The purpose of the scientific article is to present the current state and method of reporting and
current legislation. At the same time, it also presents the latest method of reporting ESG data
and the related legislative framework, implementation procedure, trends and practical
examples.

JEL classification: G3, M2
Keywords: reporting, sustainable business, standards

1 Uvod

Zaujem o transparentnost’ udrzate'nych a socidlne zodpovednych postupov zaznamendva
postupny ndarast. Spolo¢nosti si ¢oraz viac uvedomuji zodpovednost’ voci zainteresovanym
skupindm ako sii zamestnanci, zdkaznici, investori ¢i mimovladne organizécie, ktoré maju
snahu zhodnotit’ vplyv spolo€nosti na svet. Zdroje cennych informécii napomahajuce vytvorit’
dlhodobt hodnotu pre zainteresované skupiny dokdzu poskytovat environmentalne, socialne
a riadiace analyzy a spravy ESG.

Zamerom vedeckého €lanku je prezentovat’ existujlci stav a sposob reportingu a aktualnu
legislativu. Zarovei priblizuje aj najnovsi sposob reportovania idajov ESG a s tym stvisiaci
legislativny ramec, postup implementécie, trendy a praktické priklady.

2 Sucasny stav rieSenej problematiky doma a v zahranici

Reporting v ramci institucionalizacie podnikovej stratégie patri dlhodobo k dolezitym
nastrojom jej formovania. Poskytuje komplexné zhodnotenie vykonu zodpovedného
podnikania predovSetkym pomocou reportu alebo adekvatnej informécie na webovych
strankach. Primarnou a nevyhnutnou stucast'ou s informécie o naplneni naplanovanych cielov
zéaroven vSak aj novych ciel'ov vo forme operativnych ¢i taktickych ciel'ov. (Dubcova, G. 2014)

ESG reporting vychddza ztzv. Eurdpskej zelenej dohody (EU GREEN DEAL), ktorej
cielom je zlepsit’ kvalitu zZivota l'udi. Zamerom dohody je zmenit' Eurdpu na klimaticky
neutralnu v prospech 'udi, planéty a hospodarstva. (EK, 2019)

Zakladné prinosy uvedenej dohody maji pomoéct’ v nasledujucich oblastiach a tak
zabezpecit’: (EK, 2019)
— (Cisté ovzdusie, Cista voda, zdrava poda a biodiverzita,
— obnova budov v zaujme energetickej efektivnosti,
— zdravé a cenovo dostupné potraviny,
— rozS$irenie verejnej dopravy,
— CistejSia energia a inovacie vd’aka Spickovym ¢istym technologiam,
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— dlhSia zivotnost’ vyrobkov vd’aka moznosti ich opravy, recyklacie a opatovného
pouzivania,

— pracovné miesta odolné voci budicim zmendm a vzdeldvanie v oblastiach, ktoré
budu potrebné pre buducu transformaciu spolocnosti,

— globalne konkurencieschopny a odolny priemysel.

Teoreticky ramec reportovania udrzateInych aktivit vytvara najmi prislusna legislativa
V podobe usmerneni a Standardov EK. Povinnost’ reportovat’ zodpovedné aktivity pre ¢lenské
staty v EU vychadza zo Smernice Eurdpskeho parlamentu a Rady 2014/95/EU z 22. oktdbra
2014. Na narodnej urovni v SR sa premieta do novelizacie Zakona ¢. 434/2002 Z. z.
0 uctovnictve, ktory nadobudol platnost’ 1.1.2017. Zakon presne vymedzuje spolo¢nosti, ktoré
maju povinnost’ zverejiiovat’ informacie 0 zodpovednych aktivitach. Aktualne sa tato povinnost’
vztahuje na spolo¢nosti vo verejnom zaujme nad 500 zamestnancov a podniky na burze s viac
ako 250 zamestnancami.

Pre dany ucel su stanovené viaceré metodiky a Standardy reportovania, pricom je potrebné
reSpektovat’ ich zdkladné principy. V rdmci reportingu pouzivajii spolocnosti najcastejSie
standardy GRI tvorené 3 univerzalnymi $tandardmi a 33 tematicky — $pecifickymi Standardmi.
Vyuzivanymi metrikami pre reporting st aj Standardy SASB, Down Jones Sustainability
Indexes, Integrovany reporting.

NajcastejsSie pouzivané metddy st uvedené v obrazku 1.

Obrazok 1
Relevantné metddy pre udrzatel'ny reporting ESG
Rok Cielova Forma .
N T . Zamerani
zaloZenia yp skupina reportu ameranie
Investori
CDP 2000 zverejnenie a aro.statne' Dotaznik CDP I.’osk.ytnu.t investorom udaje ’
hodnotenie zaujmové 0 klimatickej zmene, vode a uhliku
skupiny
Hodnotit’ vykonnost’ najvacsich
. Investori Dotaznik 2 500 S&P firiem v oblasti
s 1999 hodnotenie Robecco SAM udrzatelnosti prostrednictvom
skupiny indexov
Investorrl Steward $tandard hodnotenia ESG
a ostatne Centrum na urychlenie prispevku
GISR 2011 hodnotenie Zaujmoveé hodnotenia or anizéciyi K trvalopu drl;atel’nému
skupiny excelentnosti & .
rozvoju
S s s Posilnit’ udrzatel'né rozhodnutia
Siroka skala . b . ,
. L , Udrzatel'ny prostrednictvom zavedenych
GRI 1997 zverejnenie zaujmovych . O . ,
. report noriem a globalnej siete viacerych
skupin . , .
zainteresovanych stran
Integrovand . , , .
Poskytovatelia vyroc¢na V}fwom integr ovane p (.)da‘fan,le
B < . sprav a myslenie v rdmci beznych
IIRC 2010 zverejnenie finanénych sprava , .,
g . | obchodnych postupov pre verejny
kapitalov 0 samostatnej T ,
. aj sukromny sektor
sprave
Investori do . . .
o ) ) Vytvorit a zlepSit metriky
SASB | 2012 zverejnenie americkych | SEK-10K, 20- | o 355 ks pre jednotlivé odvetvia
verejnych F podani . PR
N . pre investorov v Spojenych Statoch
spolo¢nosti

Zdroj: spracované podl'a: Deloitte (2016). Sustainability disclosure: Getting ahead of the curve.
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V suvislosti s udrzatelnost'ou a reportovanim ESG st prijaté legislativne nastroje EU platné
pre Clenské krajiny v nasledujicom obdobi (Sphera, 2021; Girasekova, S., Radi¢, L. — Fokova,

V. 2022, Gregor, F. 2022:

— Smernica o reportovani udrzatel'nosti (CSRD).
— Smernica 0 nalezitej starostlivosti v oblasti udrzatel'nosti (CSDD).

— Nariadenie o0 zverejniovani v odvetvi finan¢nych sluzieb (SFDR).

— Nariadenie 0 zriadeni ramca pre podporu udrzateI'nych investicii (EU Taxonomia).

V zmysle prijatej legislativy EU sa bude ESG reporting vztahovat’ na vietky vel'ké podniky,
ktoré spiiiaji aspoii 2 z 3 podmienok:

1. maju viac ako 250 zamestnancov

2. maju aktiva vyssie ako 40 000 000 eur

3. dosahuju obrat vyssi ako 20 000 000 eur

Z hl'adiska povinnych Standardov a KPI bude ESG tvorené pre oblasti: strategické
informacie ariedenie; klima a energia, environmentalne vplyvy (materialy, odpad, emisie,
voda, biodiverzita); zamestnanci a pracovnici; l'udské prava; protikorupcné a etické opatrenia.

Obsah uvedenych smernic a nariadeni je blizsie Specifikovany v obrazku 2.

Obrazok 2

Legislativny ramec EU pre ESG reporting

Smernica 0 reportovani
udrzatePnosti
(CSRD)

Nariadenie o zriadeni ramca pre
podporu udrzatel’nych investicii
(EU Taxonémia)

Smernica o nalezitej
starostlivosti v oblasti
udrzatel’nosti

(CSDD)

od roku 2023/2024

od roku 2022

od roku 2024

Vsetky vel'ké podniky
spinajtice aspoti dve z troch
podmienok:

= pocet zamestnancov > 250
= aktiva > EUR 40 000 000
= obrat > EUR 20 000 000

Definicie 98 udrzatel'nych aktivit v
9 oblastiach;
vyuziteI'né pre akukol'vek firmu
Povinny reporting pre firmy podl'a
NFRD (CSRD) a velkych
investorov podl'a SFDR

Firmy z viac ako 500
zamestnancami a prijmami
vy$$imi ako 150 mil. EUR.
Firmy z viac ako 250
zamestnancami, ktoré podnikaju
v rizikovych sektoroch

*Strategické informacie a
riadenie

*Klima a energie
*Environmentalne dopady
(materialy, odpad, emise,
voda, biodiverzita)
*Zamestnanci a pracovnici
*Ludské prava
*Protikorupcné a etické
opatrenia

Povinné standardy a KPI pre:

Technické kritéria, ktoré musia
individualne projekty alebo Cinnosti
spinat’, aby mohli byt klasifikované
ako udrzatelné aktivity ,,Do No
Significant Harm* (DNSH) kritéria
Minimum safeguards (due
diligence) KPI:

1. Podiel Taxonomy-aligned
¢innosti na obrate

2. Podiel Taxonomy-aligned
¢innosti na CapEx

3. Podiel Taxonomy-aligned
¢innosti na OpEx

“Tvrda” povinnost

* identifikovat’ zdvazné dopady
na l'udské prava a zivotné
prostredie v dodavatel'skych
retazcoch

* snazit’ sa dopadom predist’
alebo ich zmiernit

Zdroj: spracované podl'a: Gregor F. ESG management a reporting, 25.3.2022 (prezentacia)

V danom kontexte pdjde o ESG reporting, ktory zahfiia spravu o udrZatel'nosti. Je takisto
presne stanovené, ktorych spolo¢nosti sa reporting tyka. ESG zahfna 3 aspekty (kritérid)

udrzatelnosti (Sphera, 2021):

— Environment (ochrana zivotného prostredia) — zohladnuje, ako spolo¢nosti
vyuzivaju energiu a riadia svoj vplyv na Zivotné prostredie ako spravcovia planéty,
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ako vyuzivaju zdroje plosne. Hodnotené faktory su energeticka G¢innost, zmena
klimy, emisie uhlika, biodiverzita, kvalita ovzduSia avody, odlesiiovanie
a odpadové hospodarstvo. Spoloc¢nosti, ktoré uvedené environmentdlne rizika
nebert do tvahy, moézu celit nepredvidanym finanénym rizikim a kontrole
investorov.

— Social (socialna spravodlivost’) — skima, ako spolo¢nost’ podporuje svojich l'udi
a kultaru a aky to ma efekt na SirSiu komunitu. Uvazované faktory st inkluzivnost’,
pohlavie a rozmanitost, angazovanost’ zamestnancov, spokojnost zakaznikov,
ochrana udajov, sukromie, vzt'ahy s komunitou, 'udské prava, pracovné normy.

— Governance (svedomité riadenie spolo¢nosti) — berie do ivahy vnutorny systém
kontroly, ¢innosti a postupov spolo¢nosti, ako si organizacia dokaze udrzat’ naskok
pred poruSovanim. Zabezpecuje transparentnost’ a osvedCené postupy v odvetvi
a zahfia dialdg s regulacnymi organmi. Medzi sledované faktory patri vedenie
spoloc¢nosti, zlozenie predstavenstva, odmenovanie veducich pracovnikov, Struktira
vyboru pre audit, vnitorné kontroly a prava akcionarov, tplatkarstvo a korupcia,
lobing, politické prispevky a programy informatorov.

Princip udrzatelnosti v kontexte ESG sa tak nevzt'ahuje len na zivotné prostredie a jeho
ochranu, ale aj na sposob akym je spoloCnost’ riadena, ako zaobchddza so svojimi
zamestnancami alebo ako riesi otazky l'udskych prav. V tej suvislosti zohrava dolezita stcast
ESG reporting ako sprava o udrzatelnosti, ktora zahfiia kvalitativne metriky a zverejnenie
0 ekonomickych, environmentdlnych a socialnych vplyvoch. Mala by sa tykat’ vykonnosti
spolo¢nosti v oblasti udrzatelnosti a to nielen jej cielov, ale i zamerov v tejto oblasti. (ARTS,
2021)

ESG reporting by mal poskytovat’ doleZité informdacie internym, ale i externym skupinam
0 vykonnosti spolo¢nosti aj vo vztahu k cielom udrzatelného rozvoja. Kvalitné zverejnovanie
informécii v rdmci ESG reportingu by malo spolo¢nostiam priniest’ (Girasekova, S., Radi¢, L.
—Fokova, V. 2022):
1. interné vyhody:
a. lepSie pochopenie rizik a prilezitosti
b. prepojenie medzi finan¢nou a nefinan¢nou vykonnost'ou
c. benchmarking a hodnotenie vykonu
d. zeefektivnenie procesov, znizenie nakladov a zlepsenie efektivity
2. externé vyhody:
a. zlepSenie reputécie a lojality znacky
b. zmiernenie / zvratenie negativnych ESG vplyvov
C. umoznenie externym stranam pochopit’ skutoénti hodnotu podniku
d. preukazanie ako firma ovplyviiuje a je ovplyvnena ofakavania o TUR

3 Vyskumny dizajn

V rdmci nasich vyskumnych ¢innosti sme realizovali aplikaciu trojrozmernej perspektivnej
logiky vyskumného procesu (obrazok 3).
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Obrazok 3
Trojdimenzionalna perspektiva vyskumného procesu

PRECO REALIZOVAT VYSKUM?
Predmet vyskumu

AKO REALIZOVAT VYSKUM?

Metodika vyskumu _— CO SA MA SKUMAT?

Ciele vyskumu

Zdroj: vlastné spracovanie
3.1 Systematika vyskumnych ciel’ov

Hlavnym cielom vedeckého Clanku je prezentovat existujici stav a spdsob reportingu
vratane sucasnej legislativy. Zarovenl je zamerom poskytnut’ najnovsi spdsob reportovania
udajov ESG a s tym suvisiaci legislativny ramec, postup implementacie, trendy a praktické
priklady.

Ciastkovymi cielmi su:

— prezentovat’ sucasny stav v ramci reportingu a doterajsiu legislativu,

— priblizit relevantné metody vhodné pre reporting ESG,

— prezentovat’ najnovsie poznatky v oblasti reportingu ESG a jeho legislativny ramec,
— priblizit’ tvorbu a postup implementacie ESG, trendy a praktické priklady.

3.2 Predmet vyskumu

Predmetom skiimania je reporting a spravy ESG a objektom skiimania st spoloc¢nosti, ktoré
nastupili cestu udrzatel'nosti a na ktoré sa vzt'ahuje povinnost’ reportu ESG.

3.3 Metodika vyskumu

Vzhl'adom na komplexnost’ a integralnost’ Specifickych atributov témy bola pouzita taka
kombinacia viacerych relevantnych metod, ktora je adekvatna na dosiahnutie naro¢nych ciel'ov
(z dovodu priestorovej Uspory, uvddzame iba najdolezitejSie — obrazok 4). Dominantne ide
0 metaanalyzu -udaje k spracovaniu danej témy st ziskané najma prostrednictvom dostupnych
a relevantnych internetovych zdrojov, médii a podkladov z odbornych prednasok expertov z
praxe.

Obrazok 4
Adekvatne vedeckovyskumné metody pouzité pri vyskume

APLIKACIA KOMBINACIE METOD PRE UCELY VYSKUMU

Vseobecné metody Specifické metody
= analyza— syntéza = metaanalyza
= indukcia — dedukcia = benchmarking
= abstrakcia— konkretizcia ® situaénd analyza
= analdgia = orafické metody
= synergia = simula¢né modelovanie
= pozorovanie = metodika logického systémového ramca

= aplikdcia informaénych a komunikacnych technoldgii

Synergia (interakcia)

Zdroj: vlastné spracovanie
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4 Vysledky prace a diskusia
4.1 Reporting v kontexte ESG

Pojmy ,,udrzate'nost™ a ,,ESG* sa prevazne zamienaju - pouzivaji sa ako identické najma
Z hl'adiska porovnavania a zverejiiovania udajov. Udrzate'nost” zahfna zelené koncepty
a zodpovedné podnikanie, pricom ESG je preferované najmi z pohladu investorov a pre
kapitalové trhy. I ked’ zdmerom iniciativ je snaha o udrzatel'nost, zahfna viac postupy ESG,
vykonnost’, podavanie sprav a relevantnost’ pre kapitalové prileZitosti. Udaje ESG pomahaju
identifikovat’ vynosy upravené o riziko. (Sphera, 2021)

V poslednom obdobi dochadza k postupnému narastu zverejiiovania informacii ESG, ktoré
si spolo¢nosti integrujii do vyro¢nych sprav, aby prezentovali akou mierou je udrzatelnost
zakotvend v ich podnikani. Napriek tomu, Ze ESG reporting je vo vicSine krajin eSte stale
dobrovolny, postupne pribuda stile viac globalnych predpisov suvisiacich s vykazovanim
podnikovych informacii ESG (obrazok 5). Podavanie takychto sprav ukazuje investorom ako
spolo¢nost’ zmierfiuje rizikd a vytvdra udrzatelné dlhodobé finanéné vynosy. Pri
spolo¢nostiach, ktoré takéto informécie neposkytuju, posobia v ociach investorov ako mene;j
doveryhodni resp. s nizkou mierou transparentnosti. (Sphera, 2021)

Obrazok 5
ESG a udrzatel'né financovanie

AbN

[ CUDIA A PLANETA "]

AL

Koneéni prijlemcovia

o B

: 3?00 ’J‘ﬁ\e :

L %

oy
= M W Governance

% Report —_ FIRMY
(Data and strategy)
INVESTOR, BANKY A PDISTENIA I_I l_l n Dozornd rada, ciele,
L

; ; isteni model
investori, banky a poistenia A

o EU FRAMEWORKS -oooooiiiiimiiii ittt it it ettt

: Corporate Sustainability Reporting Directive

Taxonom ¢
Y + Sustainable Corporate Governance

Zdroj: spracované podl'a: Gregor F. ESG management a reporting, 24.3.2022 (prezentacia)
4.2 Tvorba ESG reportingu

V snahe ponuknut’ a zverejnit’ ¢o najkvalitnejSie informacie v ramci ESG reportu je vel'mi
podstatné dodrzat’ urcity postup. Pre spolo€nosti pri priprave, vyvoji a zacleneni vyvazenych
stratégii ESG do ich celkovej vykonnosti je vhodné spolupracovat’ s odbornikmi.

Tvorba ESG reportu si vyzaduje dodrzat’ systémovy pristup pri realizacii nasledujucich
aktivit: (Sphera, 2021)
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— zostavenie timu odbornikov na vytvorenie ramca reportingu, ktory zahfnia problémy,
ciele a iniciativy ESG, metriky vykonu, interné a externé Standardy,

— posudenie zévaznosti a meranie dolezitosti otdzok udrzatelnosti pre rozne
zainteresované skupiny,

— spolupréca s odbornikmi na rieSenie ESG, ktori m6zu poskytnit’ idaje v redlnom
case na zmapovanie potriecb ESG; poskytnit zdroje a prehlady na splnenie
poziadaviek na podavanie sprav, ktoré st v sulade so zainteresovanymi stranami
a Standardmi,

— tvorba efektivnej komunikacénej stratégie na prezentaciu riadenia ESG a reportingu

pre externé a interné zainteresované strany,

zverejnenie vykonu ESG a prezentovanie, ako je v stlade s obchodnou stratégiou,

neustale zlepSovanie vykonu ESG zapojenim zainteresovanych stran a pochopenim

vznikajucich problémov udrzatel'nosti ovplyviiujliicich podnikanie.

4.3 Postup implementdcie ESG

Efektivne a kvalitne zakomponované ESG témy do reportingu si vyZaduje riadit’ sa
viacerymi krokmi, ktoré vyrazne napomdzu a prispeju k spravnej implementacii ESG. Cely
proces implementacie ESG by mal obsahovat’ viacero nadvézujticich krokov a ¢innosti, ktoré
zjednodusene uvadza nasledujuci obrazok 6.

Obrazok 6
Implementécia ESG

N
eUrcenie podstanych - kl'icovych tém
~
w eNastavenie zberu udajov
w *Rozhodnutie o nastaveni cielov a opatreniach
eImplementicia due diligancie pre riesenie dopadov v dodavatel'skom retazci
-
M *Reporting podla $tandardov EU
J

Zdroj: spracované podla: Gregor F. ESG management a reporting, 24.3.2022 (prezentacia)

Konkrétne by mali jednotlivé kroky pozostavat’ z viacerych Cinnosti, ktoré prezentuje
nasledujuci obrazok 7.

79



Ekonomika a manaZment, Vedecky Casopis Fakulty podnikového manaZzmentu Ekonomickej univerzity v Bratislave
rocnik XIX., €islo 2, rok 2022, ISSN 2454-1028

Obrazok 7
Postup implementacie ESG

POSTUP IMPLEMENTACIE ESG

1. krok = ESG reporting sa odvija od tzv. “materiality determination” - identifikacie
a posudenia dopadov a rizik za i¢elom vyberu “podstatnych tém”.

Postup:
) URCENIE | * Zmapovanie hodnotového retazca a posudenie typickych dopadov s
KEUCOVYCH TEM ohl'adom na vyuZzivané suroviny

= Zosuladenie s obsahom ESG standardov
= Analyza obchodnych rizik suvisiacich:
o s fyzickymi dopadmi klimatickej zmeny a “transakénymi” rizikami
(regulacné a trhové zmeny)
o identifikovanymi dopadmi
2. krok = Pripravit’ zoznam hlavnych KPIs
o pozadovanych Standardy
o dodato¢nych KPIs s oh'adom na svoj vlastny kontext
NASTAVENIE ZBERU | = Skontrolovat, ktoré data su uz k dispozicii
UDAJOV| = Pripravit metodiku vypoctu dat
o podstatné najmé pre vypocet emisii sklenikovych plynov
= Nastavit systém zbreu chybajucich dat
o pre data o dodavate'skom retazci nutné pocitat s dlhodobym
procesom
3. krok = Je vhodné nastavit’ ciele v identifikovanych témach, ale nie je to povinné.
= Legislativa, investori i S$tatne zakazky budu vyzadovat nastavenie
“climate transition” planu.

ROZHODNUTIE O | Postup:
NASTAVENI CIECOV A| = analyzovat mieru a mozny dopad zmeny klimy na udrZitelnost
OPATRENIACH obchodného modelu a stratégie
= stanovit ciele zniZzenej uhlikovej stopy s ohladom na dekarbonizaéné
scenare
* zniZenie priamych emisii
» znizenie uhlikovej ndarocnosti pouzivanych materidlov a sluzieb a
energetickej Gispory
= OZE projekty
= stanovit implementacné a investicné plany
4. krok = Proces naleZitej starostlivosti pre identifikaciu a rieSenie moznych
negativnych dopadov a integraciu do riadenia
IMPLEMENTACIA DUE| = Compliance politiky v ramci kIi¢ovych ESG tém
DILIGANCIE PRE| = Wahistleblowing systém za Gi¢elom detekcie porusenia l'udskych prav
RIESENIE DOPADOV V| = Poziadavky na dodavatel'ov s ohPadom na
DODAVATELSKOM o poskytovanie tidajov
RETAZCI o dodrziavanie Standardov
= RieSenie systémovych problémov:
o identifikacia sektorovych iniciativ
o vyuzitie certifikacnych mechanizmov
5. krok = Informacie maji byt uvedené vo vyroénej sprave
= Europské Standardy urc¢i povinny format (v niekolkych variantoch) a
REPORTING PODLA sposob oznaCovania informacii
STANDARDOV EU| = Report bude musiet’ byt zverejneny v elektronickej podobe (vo formate
XHTML v sulade s nariadenim ESEF).
= Nezavislé overenie (audit) tret'ou stranou bude povinné, zo zaciatku bude
pozadované “limited assurance”.
Zdroj: spracované podl'a: Gregor F. ESG management a reporting, 24.3.2022 (prezentéacia)

V ramci procesu implementicie je udrzatelny reporting ESG ddlezitou sucastou
integrovaného reportingu, ktory ma byt ucelnou a efektivnou kombindciou parametrov
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finan¢ného reportingu a reportingu ESG. Integrovany reporting je komplexny a priamo
generovatelny a splia vysoky stupeii naroCnosti spracovania udajov, z aspektu etického
a ekonomického, pricom tvori podstatu oboch parcidlnych reportingov.

Dolezité sucasti a Specifika jednotlivych reportingov si definované v obrazku 8.

Obrazok 8

Podstata a Specifika integrovaného reportingu a jeho sucasti

KOMPARACIA CHARAKTERISTIK
INTEGROVANEHO REPORTINGU A PARCIALNYCH REPORTINGOV

Charakteristika

Integrovany
reporting

Parcidlne reportingy

Financny
reporting

Reporting
ZP

informovat’ ako stratégia,
riadenie, vykony
a perspektivy podniku

pravdiva a realna
informacia

informacia o vykonnosti
podniku v ekonomickej,

1.1.2023

Ciel’ e L o aktivach spoloc¢nosti, . o
prispievaju k vytvaraniu R environmentalne;
- finan¢nej situdcii a jeho N . .
jeho hodnoty v kontexte , Lo a spolocenskej oblasti
- ) vysledku hospodarenia
vonkajsieho prostredia
Perspektlva_ holistické ckonomické ekonomlf:ka, spol(?censka
reportovania a environmentalna
Faza vyvoja od 2011 cca od XVI. storoéia cca 60 rokov
Stupeii , , ,
formalizcie stredny vysoky stredny
Forma regulacie pokyny smernice pokyny
. investori L . stakeholderi,
Adresat a ostatni stakeholderi predovSetkym investori vratane investorov
. reporty o ¢innosti v oblasti
Pramei integrovany report finanéné vykaz ekonomickej, spolo¢enske;j
informacii & yrep yrazy 7K€), SPolocenske)
a environmentalnej
Povaha retrospektivne retrospektivne retrospektivne
zverejnenych dat a vyhladové idaje udaje a vyhl'adové udaje
N kratkodoby, strednodoby . s S
Orientacia a dlhodoby horizont kratkodoby horizont dlhodoby horizont
P inna podl'a o povinna podl'a
Verifikacia ., bovina po povinna podla . , .
informacii $pecifickych subjektov od specifickych subjektov $pecifickych subjektov od

1.1.2017

Zdroj: vlastné spracovanie

Vo vizudlnom vyjadreni ide od 1.1.2023 0 generovanie nefinan¢ného reportu (obrazok 9):

Obrazok 9

Generovanie nefinancného reportu

SPRAVA
ozp

WEB
STRANKA

VYROGNA
SPRAVA NEFI-
NANGNY:

RERORT

SPRAVA
ozpP

LFAZA

PARCIALNY REPORTING

KOMBINACIA

INTEGRACIA

IR - AKO PRIMARNY
HOLISTICKY REPORTING

Zdroj: vlastné spracovanie
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4.4 Trendy z hl’adiska reportovania ESG

Podavanie sprav ESG na baze dobrovol'nosti aktualne nie je vel'mi rozsirené. Z dostupnych
Statistickych udajov vSak vyplyva, ze az 90% spolo¢nosti v indexe S&P 500 od jula 2020
zverejnilo svoje vyrocné spravy o podnikovej udrzatelnosti (Spravy ESG). Zaroven sa
potvrdilo, Ze spolocnosti so silnym vykonom ESG preukdzali vysSiu navratnost’ svojich
investicii, nizsie rizika a lepSiu odolnost’ pocas krizy.

Na nadchadzajtice obdobie je mozné predikovat’ trendy v oblasti ESG, ktoré sa postupne
stanu realnymi: (Gregor, F. 2022)

— vel'ké banky a investori budu preferovat’ zelené investicie — odhad 1 bilion eur
poskytovanych ro¢ne,

— ESG sa premietne do kl'aicovych ekonomickych rizik a prilezitosti,

— spolocnosti, ktoré budu riesit’ udrzatelnost, budi dosahovat’ lepsie ekonomické
vysledky — poziadavka ESG implementovat’ ako integralnu stcast’ dobrého
manazmentu,

— spolocnosti budu musiet’ riesit’ najzavaznejsie dopady v hodnotovych retazcoch ako
napr. due diligenciu, l'udské préva,

— bude zvySeny dopyt po odbornikoch a expertoch v oblasti ESG - predpoklad, ze az
50 000 spoloénosti v krajinach EU bude musiet’ reportovat’ ESG data.

4.5 Priklady spolocnosti reportujucich ESG

V nasledujticej Casti uvddzame praktické priklady spolocnosti, ktoré buda v nasledujucom
obdobi vyuzivat novy legislativny ramec a reportovat ESG (Girasekova, S., Radi¢, L. —
Fokova, V. 2022)

Spolo¢nost’ ESET:

— prijala vSetky nové arevidované Standardy a interpreticie vydané Radou pre
medzindrodné Uctovné Standardy (IASB) a Vyborom pre interpreticie
medzinarodného a finan¢ného vykaznictva (IFRIC),

— prijala nasledujice nové Standardy: Dodatky k IAS 1: Prezenticia Uctovnej
zavierky; IAS 8: Uétovné zasady, zmeny v uétovnych odhadoch a chyby a Dodatky
k IFRS 3: Podnikové kombinacie.

Spolo¢nost’ Plzefisky Prazdroj:
— pouziva vlastnli metodolégiu, ktoru si sama vytvorila,
— pracuje na integrovanom reporte pre SR a CR,
— svoju stratégiu udrzate'ného rozvoja uzko koordinuje so spolo¢nost’ou Asahi,
— vSetky jej aktivity smeruju k redukcii uhlikove;j stopy.

5 Zaver

Zodpovednost’ a udrzatelnost’” st Coraz viac sklonované, nadoblidaji postupne na
vyznamnosti. Spolo¢nosti stoja v danom obdobi pred vyzvou nielen zakomponovat’ udrzatel'né
aktivity postupne do celej svojej Cinnosti s cielom SetrnejSiecho vyuzivania vzacnych
a obmedzenych zdrojov a ochrany planéty, ale zaroven ich vediet aj spravnym sposob
zverejiovat. Uvedené aktivity a reporty v podobe sprav udrzatelnosti - spravy ESG sa tak
postupne stani nevyhnutnou stcastou nielen podnikov priméarne orientovanych na Zivotné
prostredie, ale aj inych spoloc¢nosti, ktoré priamo nepracuju s danymi zdrojmi.

Cielom vedeckého ¢lanku bolo prezentovat existujuci stav a sposob reportingu a aktudlnu
legislativu. Zaroven bolo zamerom priblizit' a prezentovat' najnovsie informacie v oblasti

82



Ekonomika a manaZment, Vedecky Casopis Fakulty podnikového manaZzmentu Ekonomickej univerzity v Bratislave
rocnik XIX., €islo 2, rok 2022, ISSN 2454-1028

reportovania ESG a s tym suvisiaci legislativny ramec, postup jeho implementacie, trendy
a praktické priklady.
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Ako funguje umela inteligencia z pohfladu
spolo€nosti a €loveka

Nazor generalneho riaditefa spolocnosti Mortoff Ltd. Madarsko - Zoltana Beke

Umela inteligencia (Al) je teraz vsade okolo nas a ovplyvriuje mnohé aspekty nasho Zivota, takze nase znalosti o
Al su doélezité a klucové nielen pre projekty, vratane aktivit vyrobnych spolocnosti, ale aj v nasom kaZdodennom
Zivote. S ohfadom na tuto skuto¢nost sme sa opytali Zoltana Beke, $éfa madarskej spolocnosti Mortoff IT
Consultant Ltd., ¢o sa oplati vediet'a na ¢o si dat’pozor pri technolégiach zaloZenych na Al, ich vyvoji a rozSireni.

Aky vztah by mali mat’ fudia k strojom vyuzivajacim Al?

Myslim si, Ze niektori Ffudia sa umelej inteligencie boja, ¢o méze byt sposobené tym, ze maju nedostatok
informacii. Vela ludi sa obava, Ze im Al zoberie pracu, ale ja to vidim tak, ze nam Al pomdze robit hasu pracu.
Umela inteligencia moze v zasade zohravat ulohu v dvoch typoch prace: v praci, ktora uz fudia vykonavaju, a v
praci, ktort nedokazali vykonat kvoli mnozstvu alebo povahe udajov.

Ktoré oblasti podnikania vyuzivaja Al najviac?

Pouzite ho tam, kde to ,boli*. Co tym myslime? Pre firmy je jednym z citlivych bodov kvalita produktu, jeho
nepretrzita kontrola a ciel produkovat o najmenej nepodarkov z vyrobeného produktu. Dal$ou klGéovou oblastou
je zabezpe€enie dostupnosti stroja, t. j. véasné rozpoznanie, kedy stroj potrebuje Udrzbu alebo sa mbze
pokazit. Okrem toho sa bezpeénost' a ochrana zdravia pri praci nedavno objavila ako oblast vyuzitia Al v
priemyselnych podnikoch (napr. kamery na kontrolu, ¢i vSetci zamestnanci nosia ochranné prostriedky alebo i
fudia nechodia po uréenych trasach automatickych vysokozdviznych vozikov).

Aké su podla vas najvyraznejsie vyhody Al?

Jednou z najvacsich vyhod je, ze sa Al neunavi, takze kvalita
vykonu pocas 10. alebo 12. hodiny je rovnaka ako pocas prvej.
Okrem toho méze Al vykonavat ulohy, ktoré ludia nedokazu (ako
uz bolo spomenuté, napriklad kontrola kvality za 0,5 sekundy).

Mézu si malé a stredné podniky dovolit’ kapit' nové systémy
Al alebo su tieto rieSenia len pre velké spoloénosti?

Postupom ¢asu bude na trhu dostupnych stale viac rieSeni aj pre
MSP. Naklady budu urcené podla toho, €i rieSenie vychadza z
hotového modelu (vytrénovaného alebo postaveného inymi), alebo
¢i pojde o rieSenie na mieru.

Dostupné rieSenia pre MSP vzdy vyuzivaju existujuce modely. Na \ /
trhu je stéle viac existujucich modelov a stale viac profesionalov,
ktori ich vedia aplikovat, takze naklady na vstup sa vyrazne {
znizuju. »

Cely rozhovor najdete TU. (Anglicky) Obrazok:

Zoltan Beke (ZB), CEO, Mortoff Ltd




Prehlad vyuzitia umelej inteligencie v nasom projekte

RieSenia umelej inteligencie (Al) su Coraz rozSirenejSie, Coraz viac formuju nas
kazdodenny zivot a prenikaju aj do operativnych obchodnych rozhodnuti. Al rieSenia
dokazu urobit’ velku sluzbu pri vykonavani opakujucich sa a €asovo narocnych uloh,
pocas ktorych sa snazia napodobriovat ludské spravanie a rozhodnutia. Nastroje,
ktoré sme v priebehu projektu vyvinuli a podstatne zdokonalili, su zamerané prave
na takuto automatizaciu. RADAR je napriklad schopny autondmne identifikovat
obchodné sluzby ponukané spolo¢nostami skiumanim obsahu ich webovych stranok.

V uréitom zmysle mozno stroje naucit vykonavat konkrétnu ulohu podobne ako ludi,
a to tak, ze im poskytneme priklady. Aby sme mohli proces analyzy webovych
stranok spolocnosti automatizovat, museli sme zhromazdit' vysledky tisicov analyz
réznych webovych stranok spolo¢nosti vykonanych fudmi. Po zbere udajov
nasledovala takzvana faza trénovania naSich modelov umelej inteligencie, ktorej
cielom bolo pokusit sa ¢o najvernejsie napodobnit rozhodnutia fudskej kontroly.

Nasa faza zberu udajov odhalila, Zze uloha skumania celych webovych stranok
spolo¢nosti a hladania druhu sluzieb, ktoré ponukaju, je pre ludi skutoéne ¢asovo
naroc¢na, kedze priemerny C€as, ktory naSe subjekty stravili skimanim webovej
stranky, bol priblizne 15 minuat, nehovoriac o tom, Ze fudia vykonavajuci tuto ulohu sa
mézu pri tejto vysoko repetitivnej ulohe lahko rozptylit. Vytvorenim modelu umelej
inteligencie na vykonavanie tejto ulohy sme dokazali skratit ¢as potrebny na
spracovanie webovej stranky spolo¢nosti na menej ako minutu, a to bez badatelnej
straty kvality identifikovanych sluzieb v porovnhani s fudskou pracou! Toto vyrazné
zrychlenie nam umoznilo vykonavat analyzy na velkom pod&te spolo¢nosti patriacich
do konkrétnych regionov.
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A round table on “Support and promotion of export
services and sending workers to the EU in practice”
took place 20. 10. 2021 at JHK premises. Jhk presented
to participants the tool Service Export Radar. During
the course participants could test the radar and some
of them provided feedback. Also interesting was the
topic of Sending workers to the EU practically, which
provided companies with an overview of the current
applicable conditions.

INVITATION TO THE CONFERENCE
How to Boost Service Performance & Service Export
Trends in AMs

§/ SAVE THE DATE

|Slovenia - Ljubljanal

REGISTRATION

Read more:
https://www.interreg-central.eu/Content.Node/Invitation-letter.pdf
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Prosper success

On 3rd and 4th November the 28th Polishess-German®™m-Czeching
cooperation forum for Enterprises took place in Szklarska Poreba in

Poland.
Great success at the [CMarktech conference! & Bautzen Innovation Centre presented the project and especially the
Current participation in the ICMArktech conference in Spain, Tenerife: Service Export Radar to several German enterprises during the event in
Our paper "Find me if you can! Identification of services on websites bilateral talks and at the exhibition booth.

by human beings and artificial intelligence” (written by FHOO,
University of Passau and University of Szeged) was awarded as BEST
PAPER among all submitted papers. ¢

@ http://icmarktech.org/index.php/en/

ProsperAMnet booth - Biz-up & FHOO
At the ‘Smart Automation Fair’ in Linz, we invited manufacturing

companies to test the Service Export Radar and attracted interested
§ participants for the Austrian online Round Table on 9.11.2021.

@ProsperAMnet
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ProsperAMnet v CISLACH

Trvanie projektu:
1.4.2019 - 31.3.2022

Skupinova fotografia partnerstva na dvodnom
stretnuti ProsperAMnet 6. - 7. maja 2019

Rozpocet: Zdroje EFRR :
1.9m. € 1.5m. €

Nasi pridruzeni partneri nam pomahaju Uspesne realizovat’ projekt v kazdom zGc¢astnenom regione
poskytovanim odbornych znalosti lokalnych pokrocilych vyrobcov a know-how v oblasti vyvozu a
exportnej politiky.

 Rakuska obchodna komora pre zahranic¢ny obchod a medzinarodn( technologicku spolupracu
» Technicka univerzita v Liberci, Ekonomicka fakulta

 Europsky region Dunaj-Vltava (ERDV)

» VDMA - Asociacia nemeckého mechanického inzinierstva a strojarstva

+ Slovenska marketingova asociacia

 Region Furlansko-Julske Benatky, Taliansko

« JihoCeska agentura pro podporu inovaéniho podnikani, Ceska republika

 Fakulta informacnych studii Novo mesto, Slovinsko

» Obec Szekesfehervar, Mad’arsko

 Ministerstvo narodného rozvoja, digitalnej ekonomiky a inovacii, Mad'arsko

ZISTITE VIAC O PROJEKTE
www.interreg-central.eu/ prosperamnet Imprint

www .facebook.com/ prosperamn et Ekonomicka univerzita v Bratislave
. . Fakulta podnikového manazmentu

Dolnozemska cesta 1/B, 852 35 Bratislava
www.fpm.euba.sk
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