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Identifying the testing possibilities for the relationship between ESG and
business performance

Eva Jelinkova, Marta Noskova, Petra Spaékovz’l

Abstract

The paper aims to map the area of ESG and its impact on business performance via systematic
literature review and apply the findings to the Czech environment. The research questions are
stated and answered via systematic literature review of articles indexed in the Web of Science
database. The results show that the data for the existing research come from third-party
databases that have created their methodologies for establishing ESG scores or ratings. The
data in research papers are from large market-listed enterprises or directly from stock market
indicators. The hypotheses of all the analyzed papers were tested using statistical tools, and the
positive relationship between ESG and financial performance was proven, except for the
banking sector. The findings of this research are applied to the Czech environment, a research
question for empirical research is developed, and possible directions are suggested for further
research activities in this area.

JEL classification: M 14
Keywords: ESG score, business performance, Covid, relationship

1 Introduction

The recession triggered by the Covid pandemic and subsequently deepened by the invasion
of Ukraine, which has evolved into a war lasting already more than two years, is reflected in
the economic situation of businesses, institutions and entire national economies across the
globalized world. The crucial question is: What will enable businesses to withstand the crisis
and maintain stable performance despite such significant external impacts from the macro-
environment? One option that can help businesses is taking a sustainable direction and
implementing care for ecological, social and government activities, i.e. ESG, into their business
activities. ESG is an extension of Corporate Social Responsibility (CSR) and Socially
Responsible Investment (SRI) and is globally understood as one of the main pillars of
sustainability. In addition, relatively recently, following the approval of the European
Parliament and the Council's Corporate Sustainability Reporting Directive (valid as of 5
January 2023), the number of companies that will have to provide information regarding
sustainability has been significantly expanded. More detailed reporting requirements have also
been introduced concerning companies’ impacts on the environment, human rights, social
standards and sustainability-related risks, i.e. ESG reporting. The obligation will apply to all
large companies, and small and medium-sized companies listed on the stock exchange. ESG
very clearly represents an urgent step towards a sustainable economy and sustainable
development; however, it remains unclear how to assess or quantify each company's level of
ESG and what impact companies’ positive approach to ESG has on their financial performance.
For this reason, this paper aims to map the area of ESG and its impact on business performance
via systematic literature review of papers contained in the Web of Science database and apply
the findings to the Czech environment.

The structure of the paper is as follows: First, the strategy for conducting systematic
literature review is outlined, including establishing research questions and defining the article
sourcing protocol. Subsequently, using Pareto's 80/20 rule applied according to the frequency
of each paper’s citations, the final number of papers that are subject to further research via
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abstract analysis is selected. Based on the abstract analysis, the relevance of the paper is
evaluated based on the criteria of interest, i.e. whether the paper is related to the relationship
between ESG and business performance; whether it is original data-driven research; whether
the abstract lists information on the performance indicator, the studied period, dataset and
research design, and whether the paper examines performance during the crisis. Based on an
assessment of whether these criteria are met, the articles are categorized into four areas of
relevance, i.e. yes, likely yes, no and likely no. The 11 articles assessed as relevant (yes
category) become the subject of the following step of the research, the content analysis. The
content analysis aims to find answers to the established research questions for the second area,
which encompasses the method in which ESG activities are measured, the method of exploring
the relationship between ESG activities and business performance, and whether this
relationship is confirmed or refuted. In conclusion, the findings are summarized and discussed,
a research question for empirical research is developed and further research activities are
suggested in the studied area.

2 Research Design

Determining the current state of knowledge is done via systematic literature review (SLR).
SLR overcomes the shortcomings of traditional types of literature review such as subjectivity,
bias, lack of rigor or a limited number of reviewed papers (Ahmad et al., 2020; Tranfield et al.,
2003). The procedure for conducting SLR is formed by a combination of the authors' previous
procedures (Manoharan & Singal, 2017; Tomasevié, Stojanovi¢, Slovi¢, Simeunovi¢, &
Jovanovi¢, 2020) and carried out in four phases: keyword definition; database definition and
article sourcing protocol; search for papers; and data analysis of the created portfolio.

The SLR will utilize resources available in the WoS database, which is considered to be the
world's most trustworthy global citation database independent of publishers. The search will be
carried out based on the search protocol listed in Table 1 and will be limited to the title of the
source, abstract and keywords, i.e. “topic”. The first step of SLR is to formulate specific
research questions that will be answered in the conclusion. For this study, specific research
questions were set in two steps - for basic and detailed searches. The basic search maps the
topic of ESG and its impact on business performance in general without considering the further
refining inclusion criteria of the SLR in order to gain comprehensive insight. The main research
question for this area is: What are the characteristics of scientific literature concerning ESG in
relation to business performance? The specific research questions are as follows:

- How have publications in the researched area of the relationship between ESG and
business performance evolved and what types of publications are these?

- In which research areas and categories of WoS does this topic appear?

- Which countries do the published papers come from?

The detailed search focuses on a specific research direction and incorporates into the SLR
process additional inclusion criteria refining the requirements for final SLR outputs. These
criteria include the article document type; WoS categories of Business Finance, Business,
Management; and the Business Economics area of interest. In addition, the year of publication
has been set as 2021 and later due to the interest in post-Covid era outputs in order for Covid
pandemic-era data to be included in the published outputs. The research questions in this area
are:

- How are ESG activities measured?
- How is the relationship between ESG activities and the financial performance of a
company measured?

10
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- Is this relationship confirmed/refuted?

The systematic literature review aims to analyze current literature and provide answers to
these questions.

Table 1
Article sourcing protocol
Database Web of Science
Publication year No restrictions (for basic search), respectively (for detailed search)
2021
Search field Topic, i.e. title, abstract, keywords, keywords plus
Search string | "ESG" OR "Environmental, Social and Governance " AND
combination "business performance" OR "corporate performance" OR "financial
performance” OR "measuring ESG performance” OR "stock
performance"”
Search date 17 April 2023
Inclusion criteria Article document type, WoS categories of Business Finance,
Business, Management, area of interest Business Economics

Source: own source, 2023.

The article search itself was carried out according to the criteria above as of 17 April 2023.
The search results were exported into MS Excel using the Export Records to Excel, All Records
on Page and Record Content Full Content options. This method of reporting makes it possible
to obtain search results including article abstracts, number of citations, year of publication and
other criteria that are important for the following steps of the analysis. Because only one
database was used, no duplicities (which would otherwise have to be removed in this step) were
created during the search. The gathered data was further processed in order to obtain answers
to the set research questions. Thus, as the first step, the complete database of papers containing
709 outputs was processed. Subsequently, papers from the second detailed search including all
inclusion criteria (see Table 1) and publication year 2021 and newer were processed, resulting
in 213 outputs. In regard to the fact that the process of searching, categorizing and reading the
literature is time consuming (Antony et al., 2021) and it is ineffective to include all sources in
the analysis, the Pareto principle of 80/20 was applied while taking into account the frequency
of each paper’s citations — i.e. 80% of the citations account for 20% of the papers. These papers
are the subject of the next step of research — the abstract analysis. The Pareto principle —
specifically the Pareto principle per publisher/journal — has been used in a similar way by e.g.
(Antony et al., 2021; Psomas & Antony, 2019). Times cited, WoS score was chosen as an
indicator of the significance of the paper or published topic. Citations are a means for measuring
the attention and acknowledgment of a paper on a published research topic; they are a basic
metric for authors and researchers, and it is assumed that the higher the number of citations the
published research has, the more attention it deserves (Menegaki et al., 2021). Based on the
abstract analysis, papers are screened in terms of quality and relevance; unsatisfactory articles
are excluded and satisfactory ones become the subject of the next step of the research, i.e.
content analysis, which will make it possible to answer the specific research questions
established for the second area.

3 Research Results

Out of the total of 709 publications from the whole period, Article type publications
predominate (641). In 2015, 2017 and 2022, there was always one paper both — an article and
a proceedings paper (included in the Article category); in 2022, there was one Editorial Material
published, and in total there were 5 review-type documents published over the whole period.

11
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The first two papers date back to 2009; since then, an increasing trend can be observed, with a
peak in 2022 at 220 papers; for 2023, 72 papers were published as of the date of the SLR, and
another 61 are available in Early Access mode.

Figure 1
Number of publications in each year by document type
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Source: own source, 2023.

Figure 2 shows the number of publications according to research areas and WoS category.
With a clear predominance of 64.5% (458), papers appear in the research area of Business
Economics; the second category is Environmental Sciences Ecology (251; 35.4%); and the third
is Science Technology Other Topics (193; 27.2%). The fourth category is Social Sciences Other
Topics (40; 5.6%) and the fifth is Engineering (33; 4.6%).

Figure 2
TOP 5 Research Areas and WoS categories
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Source: own source, 2023.

When divided up according to WoS categories, it is evident that this topic dominates in the
areas of environment and sustainability, specifically Environmental Studies (191; 26.9%) and
Green Sustainable Science Technology (190; 26.8%) in first and second place respectively, and
Environmental Sciences (182; 25.6%) in fourth place. Third and fifth place is held by economic
specializations, specifically Business Finance (188; 26.5%) and Business (160; 22.6%). The
Management category (154; 21.7%) is in sixth place. In terms of country of origin, most entries
come from the USA (97; 13.7%), followed by the People’s Republic of China (78; 11%) and
the United Kingdom (65; 9.2%). Four entries come from the Czech Republic (0.56%).

12
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The search was refined using inclusion criteria, which were: article document type; WoS
categories of Business Finance, Business, Management; Business Economics area of interest;
and year of publication as 2021 and later, making it possible to observe a trend in the number
of publications that to some degree copies the trend from the previous part of the research (see
Figure 3).

Figure 3
Number of publications in individual years
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Source: own source, 2023.

At the same time, Figure 3 shows the output from the Pareto principle applied to the
indicator of the significance of the paper or the published topic, and therefore times cited, WoS
score was chosen. Upon closer examination, it is clear that the 80% of citations are formed by
papers counted into the first 46 most-cited papers according to the WoS score out of a total of
213 papers, i.e. 21.6% of the papers, confirming the Pareto principle. Out of the total of 213
papers, 147 were cited at least once; the remaining 66 have not yet been cited. The specific
distribution of (non-)cited articles and articles belonging to the TOP80/20, i.e. the next steps of
research, in each year is shown in Figure 4. It is interesting to note the number of papers that
are in early access mode but have already become a source for further scientific and research
activity; out of a total of 44 articles, 20 have already been cited at least once and 5 belong to
the 21.6% of most-cited articles; an increase in the number of citations can naturally be expected
for all published papers.

13
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Figure 4
Number of (non-)cited and TOP80/20 contributions in the period under review

80

70

70
wv
c
.2 60
=
©
=2 50
E
240 36
o
s 30 24 24
2 20 21|19 20
[ 16 i
520 L

g al

2

0 ==

2021 2022 2023 Early Access
Year
Cite = not cited TOP 80/20 Yes

Source: own source, 2023.

The abstract analysis focuses on evaluating whether the paper concerns the relationship
between ESG and business performance; whether it is original data-driven research; whether
the abstract provides information on the performance indicator, period of study, dataset and
research design; and whether the paper examines performance during the crisis. If the abstract
fulfilled all the criteria, the article was labelled “yes”, i.e. relevant; if it did not fulfill the first
two criteria, it was labelled “no”, i.e. not relevant for the next step of the research; if it fulfilled
the first two criteria but did not meet any of the others, it was labelled “probably yes” or
“probably no” (depending on the number of criteria that were fulfilled). Papers that were rated
as relevant based on the abstract analysis (yes category) were the subject of the content analysis.

4 Findings

Findings from the content analysis of the 14 most relevant articles listed in Table 2 are
summarized below. The goal of the content analysis was to use the papers to find answers to
the research questions concerning methods of measuring ESG activity, the relationship between
ESG activities and business performance and confirming/refuting this relationship.

Table 2
Most relevant papers for content analysis

Article Title, Authors

Source Title

The role of ESG performance during times of financial crisis:
Evidence from COVID-19 in China (Broadstock et al., 2021)

FINANCE RESEARCH LETTERS

Corporate controversies and company's financial performance:
Exploring the moderating role of ESG practices (Nirino et al., 2021)

TECHNOLOGICAL
FORECASTING AND SOCIAL
CHANGE

Sustainable development, ESG performance and company market
value: Mediating effect of financial performance (Zhou et al., 2022)

BUSINESS STRATEGY AND THE
ENVIRONMENT

Does responsible investing pay during economic downturns:
Evidence from the COVID-19 pandemic (Omura et al., 2021)

FINANCE RESEARCH LETTERS

ESG disclosure and financial performance: the moderating role of INTERNATIONAL REVIEW OF
ESG investors (Chen & Xie, 2022) FINANCIAL ANALYSIS
Environmental, social, and governance factors in emerging markets: | BUSINESS STRATEGY AND
The impact on business performance (Bahadori et al., 2021) DEVELOPMENT

Banks and environmental, social and governance drivers: Follow the | CORPORATE SOCIAL

market or the authorities? (La Torre et al., 2021) RESPONSIBILITY AND

14
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ENVIRONMENTAL
MANAGEMENT

Does a Board Characteristic Moderate the Relationship between JOURNAL OF RISK AND
CSR Practices and Financial Performance? Evidence from European | FINANCIAL MANAGEMENT
ESG Firms (Rossi et al., 2021)

Do sustainability practices influence financial performance? ACCOUNTING RESEARCH
Evidence from the Nordic financial industry (Rabhi et al., 2022) JOURNAL

How do Stock Market Participants Value ESG Performance? GLOBAL BUSINESS REVIEW
Evidence from Middle Eastern and North African Countries (Al-

Hiyari & Kolsi, 2021)

Investigating the marginal impact of ESG results on corporate FINANCE RESEARCH LETTERS

financial performance (Bruna et al., 2022)
Changes in Corporate Social Responsibility and Stock Performance | JOURNAL OF BUSINESS ETHICS
(Tsai & Wu, 2022)
When ESG meets AAA: The effect of ESG rating changes on stock | FINANCE RESEARCH LETTERS
returns (Shanaev & Ghimire, 2022)
Are firms with better sustainability performance more resilient BUSINESS STRATEGY AND THE
during crises? (Lu et al., 2022) ENVIRONMENT
Source: own source, 2023.

Methods of measuring ESG activities

This question was aimed at finding out how ESG is measured; whether any ratings, scores
or indexes are used; or whether the level of ESG is measured e.g. by using an evaluation
questionnaire developed by the researchers themselves. All the papers reviewed were found to
have used data provided by third parties.

In China, data can be obtained from SynTao Green Finance, which has created its own ESG
rating that synthesizes information on companies’ ESG from public sources including annual
reports, sustainability reports, corporate social responsibility reports, environmental reports,
announcements and official websites. The rating framework has three layers. The primary layer
covers the dimensions of Environmental (E), Social (S) and Governance (G). The secondary
layer covers 12 criteria supporting ESG, including environmental management, environmental
disclosure and environmental controversies (under E), employees, supply chain, community,
products, philanthropy and social controversy (under S) and business ethics, corporate
governance and disputes in governance and management (under G). The final layer reflects
300+ tertiary criteria created from roughly 1,000 data points. Each score is made up of a
combination of core indicators shared by all companies and sector-specific indicators that relate
only to companies in a given sector. The ESG score is adjusted downward based on company-
specific controversies stemming from company communication, announcements from
regulators concerning penalties, media articles/news reports and research by non-governmental
organizations. These revisions and downward adjustments distinguish the SynTao’s ESG score
as a measure of ESG performance, not just ESG disclosure scores. The data were used in papers
by authors Broadstock et al. (2021) and Zhou et al. (2022). These data are available in the
WIND database, which was also utilized by authors Chen & Xie (2022).

Another source not only for ESG but also for economic and financial indicators is Thomson
Reuter's Datastream database. Here, ESG controversy data is based on a controversy score,
which is measured based on the number of controversies relating to environmental, social and
governance issues as well as other negative events that companies faced during the year.
According to Thomson Reuters, the ESG controversy score is calculated based on 23 ESG
controversy topics. If a scandal occurs over the course of the year, the company involved is
penalized, affecting its overall score. Data on sustainable practices are based on the ESG score.
The overall ESG score takes three types of elements into account: environmental, social and
governance. The environmental score includes factors such as water waste, pollution, use of

15
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green energy, impact on biodiversity, etc. The social score is based on concerns regarding
community and human rights that are both internal and external to the company. Finally, the
governance score takes into account variables related to management, composition of the board
of directors and remuneration. Authors Bruna et al. (2022), Nirino et al. (2021) and Rossi et al.
(2021) drew from this database.

Another database from Thomson Reuters that offers not only financial data but also ESG
scores is the Thomson Reuters Eikon database, also known as Refinitiv Eikon. Each company's
annual ESG score ranges from 0 to 100 and is calculated by weighing up more than 400
company-level ESG measures, from which they have carefully selected a subset of the 178 most
relevant and comparable data points determining overall company performance. The ESG
scores in the Thomson Reuters Eikon database are designed to be an objective and transparent
measure of a company's ESG performance, which shows how engaged and competent the
company is in three components and 10 fundamental themes (emissions, green product
innovation, human rights, shareholder rights, etc.) based on information that the company itself
reports. Data from this database was extracted for papers by Al-Hiyari & Kolsi (2021), Bahadori
et al. (2021), La Torre et al. (2021) and Lu et al. (2022).

Refinitiv DataScope is another database used by authors Omura et al. (2021) to examine
performance from a different perspective, i.e. according to annualized returns, the Sharpe ratio,
and abnormal revenue from responsible investing before and during the COVID-19 pandemic.
They also analyze the performance of ESG ETFs traded on the US market and the MSCI SRI
net return indexes for the world, US, Japan and Europe. MSCI indexes were also used by
authors Shanaev & Ghimire (2022). Authors Tsai & Wu (2022) gained US data from the MSCI
ESG database (formally known as KLD Research & Analytics). Economic and accounting data
were often drawn from the Bloomberg database (e.g. Broadstock et al., 2021; Chen & Xie,
2022; La Torre et al, 2021). The ESG data gained from all databases are, in most papers, data
from stock-market listed companies or came directly from stock market indicators.

The method of examining the relationship between ESG activities and business performance

Due to the nature of the gathered data, i.e. information on the value of ESG scores obtained
from third parties from the databases mentioned above, the hypotheses that were created for all
the analyzed papers were tested using statistical tools. Authors Broadstock et al. (2021) test the
internal validity of their assumption that ESG factors have a relatively greater significance in
the times of crisis caused by Covid within a multi-factor empirical model of asset pricing.

Furthermore, the hypotheses were tested using panel regression analysis (Bahadori et al.,
2021; Omura et al., 2021); via the ordinary least square (OLS) model (Nirino et al., 2021; Rossi
et al, 2021); and also using the Pearson correlation test (Al-Hiyari & Kolsi, 2021; Bahadori et
al., 2021; Rahi et al., 2022; Zhou et al., 2022) and the variance inflation coefficient (VIF) test
(Zhou et al., 2022). As well the Hausmann test was used to test the regression model (La Torre
etal., 2021; Zhou et al., 2022). Chen & Xie (2022) used benchmark regression using a two-way
DID technique with fixed effects (TWFE).

Confirmation/refutation of the relationship

The positive and significant effect of ESG performance on financial performance was
proven by most papers. Some papers used stock market indicators to examine the relationship
(Broadstock et al., 2021; Omura et al., 2021; Shanaev & Ghimire, 2022), while the remaining
papers measured financial performance using standard financial indicators such as ROA,
market value, etc. Broadstock et al. (2021) show that ESG performance is positively associated
with the short-term cumulative returns of CSI300 stock during the COVID-19 crisis. Their
results are consistent with the view that investors may interpret ESG performance as a signal
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of future stock performance and/or risk mitigation in times of crises. They call it a weak form
of the corporate immunity hypothesis, but not total immunity, as the results document relative
resilience to financial risk during times of financial crisis thanks to high-performing ESG
stocks. The findings of Omura et al. (2021) support the hypothesized outcome of the ESG effect
that SRI investments outperformed conventional investments during the downturn of the
COVID-19 period. They confirmed that the outperformance of SRI indices increased during
the pandemic period. Shanaev & Ghimire (2022) documented the importance of ESG rating
changes rather than ESG rating levels for stock performance. While ESG rating upgrades are
associated with relatively small and sometimes insignificant positive abnormal returns,
downgrades are consistently detrimental for stock performance, leading to statistically and
economically significant negative abnormal returns at -1.0% to -1.4% per month. The effects
are much more prominent among ESG leaders than in companies that lag behind in terms of
ESG, suggesting that performance differences are associated with institutional investors using
best-in-class positive screening. However, ESG rating upgrades demonstrate a very pronounced
positive effect during the COVID-19 period, which can potentially be explained by resilience
signaling or increased use of ESG ratings by individual rather than institutional investors.

Bahadori et al. (2021) proved that the presence of ESG activities is contributing to the ROA-
measured financial performance of companies operating in emerging markets. Tsai & Wu
(2022) also published findings that improvement in overall corporate social responsibility
activities is generally value-enhancing.

Lu et al. (2022) found a positive bidirectional relationship that companies with better
sustainability performance are more profitable in the future and those with better financial
performance have higher subsequent sustainability performance. Their findings also proved that
companies with strong sustainability performance were more resilient during the COVID-19
crisis and their financial performance dropped less than in companies with poor sustainability
performance.

Rossi et al. (2021) indicated a positive effect between CSR practice and business
performance. Higher financial performance is experienced by companies that are more involved
in CSR operations.

The topic of corporate controversies is highlighted by Nirino et al. (2021), who proved the
negative and significant relationship between corporate controversies and financial
performance. They proved that even if a company invests in ESG practices, its performance is
negatively affected by corporate controversies.

Bruna et al. (2022) analyze the impact of companies’ high and low ESG performance on
their financial performance with special consideration for the role of company size as a
moderator in the relationship between ESG performance and business performance. The overall
positive and significant impact of total ESG on market value is indicated. High ESG companies
perform better than ones with low ESG. Firm size also moderates the relationship between ESG
and business performance.

Zhou et al. (2022) prove that an improvement in the ESG performance of listed companies
is conducive to enhancing the company’s market value. Their results show the complete
mediation effect for listed companies whose actual controller is not state-funded and no
mediation effect for listed companies that are state-funded. The issue of funding seems to play
an important role. Al-Hiyari & Kolsi (EA) proved a significant positive association between
companies’ market value and their ESG performance scores. This result suggests that ESG
performance scores convey value-relevant information for market participants in the stock
markets. The results of Chen & Xie (2022) show that ESG disclosure improves corporate
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financial performance. ESG disclosure has heterogeneous effects on financial performance, and
the effect of ESG disclosure is greater in companies with ESG investors and companies with
longer history, high media attention and high agency costs. An examination of the moderating
effect of heterogeneous ESG investors proved that the greater the shareholding of ESG
investors, the more pronounced the effect of ESG disclosure on financial performance. ESG
investors play a positive moderating role.

Negative findings are found in two papers from the banking and financial sectors: (La Torre
et al., 2021; Rahi et al.). La Torre et al. (2021) tested the motivation of banks to undertake
voluntary ESG practices and investigated the presence of sufficient stimuli for the management
in the market to be spontaneously ESG-oriented with the assumption that the presence of a
positive and verifiable relationship between ESG performance and corporate financial
performance would mean that bank management finds strong incentives to adopt such conduct,
including selecting sustainable projects. Thus, a virtuous circle would be set in motion to drive
banks (as companies themselves) to see their sustainability-driven projects funded. The results
do not seem to provide a strong indication of incentives in terms of profitability to direct bank
management towards ESG practices when adopting a short-term vision. According to the
authors, regulatory impulses can help to trigger the virtuous circle that leads bank managers to
a long-term vision consistent with sustainable growth. Another finding from the financial sector
by Rahi et al. (2022) indicates a negative relationship between total ESG performance and
financial performance measured by ROIC, ROE and EPS. Based on the rational financial
perspective, there is a risk that firms in financial sector would choose not to adopt sustainability
practices, as this follows a logic that contradicts purely economic rationale.

5 Discussion and Conclusion

The aim of this paper was to map the area of ESG and its impact on business performance
and to answer the research questions using a systematic literature review of papers contained in
the Web of Science database.

The specific research questions were established in two areas, the first of which was to map
the topic in general regardless of other SLR filtering criteria in order to gain comprehensive
insight into the chosen topic. The results showed that Article type publications dominate
throughout the whole period, with 641 out of a total of 709 papers. The oldest papers date back
to 2009; since then, an increasing trend can be observed with a peak in 2022, when 220 papers
were published. For 2023, 72 papers were published (given the date that the SLR was carried
out, i.e. April 17, 2023), with another 61 papers available in Early Access mode. Papers appear
in the research area of Business Economics with a clear majority of 64.5% (458); the second
category is Environmental Sciences Ecology (251; 35.4%), and the third is Science Technology
Other Topics (193; 27.2%). When divided up by WoS category, it is evident that this topic
dominates in the areas of Environment and Sustainability, specifically Environmental Studies
(191; 26.9%) and Green Sustainable Science Technology (190; 26.8%) in first and second place
respectively and Environmental Sciences (182; 25.6%) in fourth place. Third, fifth and sixth
places are economics-oriented, specifically Business Finance (188; 26.5%), Business (160;
22.6%) and Management (154; 21.7%). The majority of papers come from the USA (97;
13.7%), followed by the People's Republic of China (78; 11%) and the United Kingdom (65;
9.2%).

The second set of specific research questions included refined inclusion criteria specifying
the requirements for final SLR outputs. These criteria include the Article document type; WoS
categories of Business Finance, Business and Management; and the Business Economics area
of interest. Furthermore, the publication year is set as 2021 and later due to interest in post-
Covid outputs so that data from the Covid period is more likely to be included in published
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outputs. From the original 709 papers, 213 are relevant to the second area. In order to make
research work more effective, the Pareto 80/20 rule was applied according to the frequency of
each paper’s citations, and 47 papers were subject to abstract analysis, which focuses on
assessing whether the paper contains criteria that are relevant to research, i.e. whether it deals
with the relationship between ESG and business performance; whether it is original data-driven
research; whether the abstract provides information on the performance indicator, the period
under study, dataset and research design; and whether the paper examines performance during
the crisis. Papers with all of this information were subjected to a content analysis (11 papers).
The content analysis sought out answers to the established research questions, the method of
measuring ESG activities, how the relationship between ESG activities and business
performance was examined, and whether this relationship was confirmed or refuted. The results
show that there is a growing interest in the area of ESG performance and the relationship
between ESG performance and business performance.

The findings illustrate that the data for researching the relationship between ESG and
financial performance come from third parties that have created their own methodologies for
determining ESG scores or ratings. In China, data can be obtained from SynTao Green Finance
via the WIND database, while the Thomson Reuter's Datastream and Thomson Reuters Eikon
are available in Europe. The Refinitiv DataScope database provides investment indexes. In most
papers, ESG data extracted from all databases are those of stock-market listed companies or
directly from stock market indexes. Due to the nature of the gathered data, i.e. information on
the value of ESG scores gained from third parties, the hypotheses of individual papers were
tested using statistical tools, the most common of which was testing the created models using
panel regression analysis, the OLS model, Pearson's correlation test or the Hausmann test. Most
papers proved the positive and significant effect of ESG performance on financial performance,
with the exception of the banking and financial markets (La Torre et al., 2021; Rahi et al., 2022).

The practical impacts of the research findings for the direction of future research activities
in the Czech Republic are limited, primarily because there is no available database that contains
information on the ESG scores of Czech companies. One possibility for future research is the
development of a unique rating model that would allow for the evaluation of companies in the
area of ESG regardless of their size and legal obligation to publish ESG reports. Another
possibility would be to develop an ESG report that could be used to automatically evaluate a
company's ESG score (e.g. using artificial intelligence). Without information on the ESG score,
it is impossible to effectively conduct empirical testing on the relationship between ESG and
business performance. One of the most relevant options for empirical testing that can currently
be performed in the Czech Republic is utilizing the Czech Association of Social Responsibility,
which has long been dealing with the fields of CSR and ESG. The Association brings together
a representative sample of companies across the business spectrum in the Czech Republic, from
small and medium-sized enterprises to large companies or enterprises in the non-profit sector
and, to date, the Association has 514 members. Therefore, for the purposes of future research,
it should be assumed that if an enterprise is a member of the Association of Social
Responsibility, it is because it is led to do so by socially responsible behavior and a commitment
to fulfilling ESG principles, and this fulfillment should result in a higher ESG score than an
enterprise that is not a member of the Association. Based on the findings of this paper, the
presumption that ESG positively affects financial performance and helps to mitigate the impacts
of the crisis was confirmed. Thus, Association members should experience less fluctuation in
financial performance during the Covid crisis than other companies. The research question
would then be as follows: Are Association members more financially resilient during crises
than other companies? Answering this question will be the subject of further empirical research.
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The suggested research overcomes the limitations of the research carried out so far, especially
the limitation of listed companies, company size and forms of governance.
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Spotrebitel’ské spravanie na Slovensku v kontexte udrzatel’nosti
Consumer Behavior in Slovakia in the Context of Sustainability

Katarina Grancicova, Dana HruSovska

Abstract

Sustainability, which is defined as meeting the needs of the present without compromising the
ability of future generations to meet their own needs, is essential across the entire spectrum of
society. A crucial part of this is sustainable/responsible consumer behavior. In line with this,
the aim of this article is to present the current state and development of the attitudes of Slovak
consumers towards issues of sustainable consumption and production (eco-consciousness of
Slovak consumers) based on a conducted survey, and to outline possible directions for
improving developments in the studied area based on the findings. The survey findings indicate
a positive but insufficient development in the studied area, which creates room for proposals
directed at various entities and into various areas, particularly towards increasing awareness
and interest in the studied issue and involving as many entities as possible in addressing
sustainable production and consumption.

JEL classification: D11, M31, M14
Keywords: sustainable consumption, consumer purchasing behavior, Slovak consumer

1 Uvod

Stcasné zadvazné zmeny v oblasti Zivotného prostredia a existujice environmentalne
problémy si vyZzaduju, aby aj podnikové aktivity boli zamerané na trvalo udrzatelny rozvoj. Je
preto potrebné pri pldnovani a realizacii podnikovej Cinnosti klast' vel'ky doraz na snahu
minimalizovat’ vplyvy svojej ¢innosti na Zivotné prostredie - zniZit’ materidlova aj energetickl
narocnost’ podnikovych procesov, rieSit problematiku odpadového hospodarstva, Uspory
zdrojov, zavadzanie environmentalnych manazérskych systémov a pod. Vyznamnu tlohu v
tejto problematike do znacnej miery zohrava aj spotrebitel’ a si¢asné vzorce jeho spravania. Tie
je potrebné menit’ a usmeriiovat’ prave v kontexte udrzatelnej vyroby a spotreby. Z uvedenych
dovodov sa tato problematika stala zékladnou témou vyskumu, ktorého Cast’ je prezentovana
v uvddzanom c¢lanku. Predmetom prezentovanej Casti vyskumu je predovSetkym pohlad na
problematiku spotrebitel'ského spravania v kontexte udrzatelnosti, na tzv. eko-citenie
spotrebitela a v nadvdznosti na to zistovanie urovne znalosti aziujmu slovenského
spotrebitel’a v otdzkach udrzatel'nej spotreby a vyroby.

2 Sucasny stav rieSenej problematiky doma a v zahranici

UdrzateI'na spotreba predstavuje spotrebu produktov takym sposobom, ktory zabezpeci
uspokojovanie potrieb spotrebitelov bez ohrozenia uspokojovania potrieb ostatnych
spotrebitel'ov, sucasnych, aj budtcich. Takato spotreba sa nepodiel’a na degradacii zivotného
prostredia a nespdsobuje problémy s nizSou mierou uspokojenia d’alSich zakaznikov.

Zabezpecenie udrzatelnej spotreby patri v sucasnosti k celosvetovym cielom a tiez k
zékladnym prioritim Eurépskej Unie (EU) a vlad jej jednotlivych &lenskych §tatov. V zaujme
realizacie vyzvy ,,dosiahnut’ viac s menej zdrojmi“ EU zaviedla cely rad politik a iniciativ so
zameranim sa na udrzatel'nii vyrobu a spotrebu. Opatrenia EU sa v tejto oblasti zameriavaju na
4 hlavné ciele: kvalitnejsSie produkty, rozumnejSiu spotrebu, hospodérnejsiu a ¢istejSiu vyrobu
a podporu celosvetového usilia. Spotrebitel'ské ndkupné spravanie je teda jeden zo spdsobov
ako menit’ trh k vysSej udrzatel'nosti. (Sustainable Consumption and Production Policies, 2017)
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2.1 Spotrebitel’ské spravanie v kontexte udrZatel’nosti

Spotrebitel'ské spravanie predstavuje urcity spdsob resp. uréité ¢innosti, pomocou ktorych
su produkty ziskavané anasledne spotrebuvané koneénym spotrebitelom, vratane
rozhodovacich procesov, ktoré tymto ¢innostiam predchadzaju. (Engel,1995) Pre sucasné tzv.
»zapadné“ spotrebitel'ské spravanie je priznacné, Ze narastd celkovy objem vydavkov
domadcnosti, pricom percentudlny podiel vydavkov na uspokojovanie zakladnych potrieb
mierne klesd avyrazne vzrastd objem vydavkov vdaka stile vidcSej tuzbe uspokojit’
potreby va¢sim vyberom produktov, pohodlnejsie, s vys§im stupfiom komfortu. Uvedeny
vzorec spotrebitel'ského spravania stale viac prechadza aj na spotrebitel'ov v krajinach treticho
sveta a je z dlhodobého hladiska neudrzatelny. (Pajtinkova, 2012) Tieto prevladajuce vzorce
spotrebitel'ského spravania preto postupne viedli k formulovaniu konceptu udrZatelnej
spotreby, ktory sa transformuje do tzv. zelenych ndkupov a udrzatel'nej/zodpovednej spotreby.

Kym udrzateI'na vyroba sa sustred’uje na znizenie vplyvu vyrobnych procesov na zivotné
prostredie a na navrhovanie kvalitnejSich produktov, udrzatel'na spotreba sa tyka Zivotného
Stylu, ndkupnych ndvykov a spdsobu, akym vyuzivame a likvidujeme produkty. Udrzatel'na
spotreba zahffia vedomé rozhodnutia s cielom znizit mnoZstvo odpadu, Setrit' zdroje
a podporovat’ environmentalne a socidlne zodpovedné postupy pocas celého zivotného cyklu
produktu. Jej cielom je uspokojit’ potreby, zlepsit’ kvalitu zivota a to tak, aby mali aj budice
generacie k dispozicii dostatok zdrojov a nebolo ohrozené uspokojovanie ich potrieb. (Chen,
2010)

Z hl'adiska spotrebitel'ského spravania je dolezité poznat’ a porozumiet’ faktorom, ktoré
vedu k nakupnym rozhodnutiam spotrebitel'a. Poznanie tychto motivov méze viest’ k Gspechu
aj v oblasti zodpovednej/udrzatel'nej spotreby. VSeobecné faktory determinujtice spotrebitel’ské
spravanie zahfnaju faktory: kultarne, spolocenské, osobné, psychologické a situacné.
(Novotny, 2014). S rastom naliehavosti problematiky udrzatel'nosti su vSak uz dlhodobejSie
predmetom vyskumnych §tadii aj faktory ovplyviiujice udrzatel'nt spotrebu a zodpovedné
nakupné spravanie spotrebitel'ov. Na zaklade viacerych §tadii sa ako motivatory zodpovedného
nakupného spravania oznacuju: zdujem spotrebitela o problematiku Zivotného prostredia,
referenc¢nd skupina (skupina, ktorej hodnoty a postoje jednotlivec pouziva ako zéklad pre svoje
spravanie), environmentalne zdkony a predpisy, propagané nastroje, znalosti spotrebitel’a
o produkte a problematike Zivotné¢ho prostredia, ale aj vnimana spotrebitel'ska efektivita
(sebahodnotenie spotrebitela v kontexte problému, t. j. presvedCenie spotrebitela, Ze jeho
spravanie povedie k pozitivnemu vysledku). (Kianpour, 2014) Podla vyskumnej Studie
Kianpoura (2014) k tym najdolezitejSim z vysSie uvedenych patria predovsetkym propagacné
nastroje, znalosti spotrebitela vratane vnimanej efektivity aenvironmentalne zakony
a predpisy. Poznanie a pochopenie prave tychto kI'i¢ovych faktorov méze napomdct’ ovplyvnit
nakupné rozhodnutie spotrebitel’a, motivovat k ndkupu zelenych produktov, k zodpovedne;j
spotrebe atak vkone¢nom dosledku prispiet’ k rieSeniu environmentdlnych problémov
a k udrzatel'nosti. Uvedené je vyzvou a tlohou aj pre jednotlivé podniky, ktoré moézu tak
aktivne prispiet’ svojou ¢innostou k zmendm v spotrebitel'skom spravani a eliminovani bariér
udrzatel'nej spotreby.

Uvadzané klicové faktory ovplyviiujuce zodpovedné spotrebitel'ské spravanie sa stali
zakladom predovsetkym pre formulovanie odporticani a zaverov v diskusii, v nadvéznosti na
zistenia z prieskumu eko-citenia slovenského spotrebitela, do istej miery ich vSak zahfia aj
realizovany dotaznikovy prieskum.
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2.2 Postoj Eurdpanov k otazkam udrZatel’nej spotreby a vyroby

Cielom trvalo udrzate'ného rozvoja je neustéle zlepSovanie kvality a blahobytu sucasnych
aj buducich generécii. Zuvedeného dovodu trvalo udrzatelny rozvoj patri k jednym
z kPagovych cielov EU. Délezitym nastrojom v tejto oblasti je aj Akény plan pre trvalo
udrzatel'nu spotrebu a vyrobu, ktory komisia predlozila este v juli 2008. V tejto stvislosti bol
v aprili 2009 zrealizovany prieskum Eurobarometer, pod ndzvom ,,Postoj Eurdpanov k otazke
udrzatelnej spotreby a vyroby*, ktorého cielom bolo preskiimat’ znalosti obéanov EU a urovei
ich zdujmu o udrzatel'nt spotrebu a vyrobu. V prieskume sa skiimali otazky tykajuce sa troch
zakladnych oblasti:

1. Vplyv ochrany Zivotného prostredia na spotrebitel'ské spravanie obéanov EU.
2. Problematika environmentalneho oznacovania produktov.
3. Propagacia produktov Setrnych k Zivotnému prostrediu.

Zistovanie sa uskutoc¢nilo na vzorke 26 500 ndhodne vybranych obcanov vo veku 15
a starSich, v 27 ¢lenskych krajindch a Chorvatsku. Hlavné zistenia vyplyvajiuce z prieskumu
Eurobarometer realizované Europskou Komisiou v roku 2009, ktoré umoziuju hodnotit’ nie len
celkovo postoj Eurdpanov k otdzkam udrzatel'nej spotreby a vyroby, ale aj podla jednotlivych
¢lenskych krajin s uvedené v tabulkovom prehl'ade (Tabulka 1) celkovo za EU a samostatne
za SR.!

Tabulka 1
Prehl’ad profilu eko-citenia eurdpskeho a slovenského spotrebitel'a (2009)

Oblast’ hodnotenia

Eurépsky spotrebitel’

Slovensky spotrebitel’

Aktivity s vyznamnym
vplyvom na ochranu
Zivotného prostredia

Minimalizacia odpadu a jeho
recyklacia 30%, nakup produktov
vyrabanych ekologicky 21%.

Nakup energeticky ~ uspornych
domacich spotrebicov 27%, nakup
produktov vyrabanych ekologicky
22% .

Povedomie o vplyve
nakupnych produktov na
Zivotné prostredie

55% spotrebitefov EU je si plne
vedomych avie 0 vplyve
nakupovanych produktov na Zivotné
prostredie.

Nizke povedomie o tychto dopadoch.
44% vie o problematike malo a 10%
nic.

Vplyv produktov na
Zivotné prostredie ako
nakupné kritérium

83% spotrebitelov EU toto kritérium
povazuju za velmi dolezité-dolezité,
rozhodujtcejsie su vsak kvalita (97%)
a cena (89%).

Kvalita (95%) acena (91%)
produktov st vyznamnejSie nakupné
kritéria ako wvplyv nakupovanych
produktov na zivotné prostredie (23%
vel'mi dolezité, 47% skor dolezité).

oznacovania produktov
pri nakupe

ZohPadiovanie Viacsina (77%) vzdy resp. vacSinou | Vacsina vzdy  zohladnuje toto
energetickej ucinnosti zohl'adiuje toto kritérium pri nékupe. | kritérium pri nakupe (81%).
nakupovanych
zariadeni/produktov
Vyznam Najvacsi podiel (45%) povazuje toto | Najvacsi podiel (39%) nikdy necita
environmentilneho kritérium za dolezité. ziadne environmentalne Stitky.

Obsah environmentalneho
Stitku

Prevazuje informacia o moZnosti
produktu recyklovat’ (38%).

30% pozaduje predovsetkym
informacie o moznosti recyklacie
produktu.

! Podrla vysledkov zo zdroja: https://ec.europa.eu/environment/eussd/pdf/FL256_analytical%20report_final.pdf
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Povinnost’ oznacovat’
produkty informaciou
o uhlikovej stope produktu

Podpora tejto
u spotrebitel'a EU az 72%.

myslienky

Podpora zavedenia  povinného
oznacovania produktov z hl'adiska ich
uhlikovej stopy (60%).

Povedomie o znacke
Ecolabel

61% spotrebitelov EU nikdy nepo&ulo
a nevideli znacku Ecolabel.

Viac ako polovica (55%) znacku
Ecolabel nepozna.

Dévera k podnikovym
informaciam
o environmentéalnych
vlastnostiach ich
produktov

Najvécsie zastipenie v kategoriach
skor  doverujem  (45%) askor
nedoverujem (35%).

Skér doveruje tymto informaciam
(52%).

Dovera k

Najvicsie zastupenie 47% nedoveruje

Najvicsie zastupenie skor doveruje

produktov

dani na produkty Setrné k zivotnému
prostrediu a zvySenia dani produktov

podnikovym informacidm | spravam spolocnosti oich | (36%) tymto informaciam. 25% tieto
o ich o environmentalnych | environmentélnej asocialnej | informacie nezaujimaju, rovnaké %
aktivitach vykonnosti. im nedoveruje.
Aktivity maloobchodu Najvicsie zastipenie 31% poskytovat’ | 27% zvysit’ viditelnost’ ekologickych
v oblasti podpory predaja | lepSie informacie, 25% zvySenie | produktov v regaloch, 26%
ekologickych produktov | viditeInosti ekologickych produktov | poskytovat’  spotrebitelom lepSie
v regaloch resp. 24%vytvorit’ zeleny | informacie.
kutik.
Zdanovanie ekologickych | 46% kombinacia zavedenia zniZenia | 36% zavedenie zniZzenia dane na

produkty Setrné k zivotnému
prostrediu, 35% kombinacia

poskodzujucich zivotné prostredie.

Zdroj: vlastné spracovanie

Uvedeny prieskum sa stal vychodiskom pre realizaciu prieskumu na Slovensku s cielom
zistit’ aké je sucasné eko-citenie slovenského spotrebitela a tiez zmeny v tejto oblasti za
uplynulych 12 rokov (vysledky st prezentované v Casti 4 tejto prace).

3 Vyskumny dizajn

Trvalo udrzateny rozvoj astym spojend problematika udrzatelnej spotreby a vyroby
v kontexte spotrebitel'ského spravania je dnes jednou zrozhodujucich otdzok, na ktoré sa
upriamuje pozornost’ celej vyspelej spolo¢nosti, vratane podnikov a ich manazmentu. Uvedené
bolo zékladom pre uskutoCnenie prezentovaného vyskumu a formulovanie jeho cielov.
Hlavnym ciel’om prezentovaného vyskumu bolo zistit' a charakterizovat' sucasny postoj
slovenského spotrebitel’a k otazkam udrzatel'nej spotreby a vyroby (eko citenie slovenského
spotrebitel’a) a na zéklade zisteni vymedzit’ moZzné smerovanie na zlepSenie vyvoja v skiimanej
oblasti. Vychadzajuc zo zakladné¢ho zameru vyskumu bolo formulovanych viacero ¢iastkovych
cielov:

— spracovat’ teoretické vychodiska v ramci skiimanej problematiky — udrzatel'na spotreba
a vyroba; spotrebitel'ské spravanie v kontexte udrzatelnej spotreby;

— charakterizovat’ postoj Europanov k otdzkam udrzatelnej spotreby a vyroby,
vychadzajuc z prieskumu Eurobarometra (2009), ktory sa stal jednym zo zakladnych
vychodisk realizované¢ho vyskumu;

— charakterizovat' a vyhodnotit’ sti€asny postoj slovenskych spotrebitel'ov k otazkam
udrzatel'nej spotreby a vyroby (,,profil“ eko citenia slovenského spotrebitel'a), na
zaklade realizovaného dotaznikového prieskumu,

— vyhodnotit’ zmeny v eko-citeni slovenského spotrebitel’a, v porovnani s rokom 2009;

— navrhnit odporiania na pre rozvoj a zlepSenie urovne eko-citenia slovenského
spotrebitela.
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V ramci prehl'adu pouzitych vyskumnych metdéd mozno uviest’ predovSetkym: vSeobecné
metddy — analyza, syntéza, indukcia, dedukcia, abstrakcia, pozorovanie, komparacia, analogia,
generalizacia; Specifické metdody — dotaznikovd metdda, matematicko-Statistické metody,
grafické metody. Zvolené metddy boli prispdsobené skiimanej problematike a splneniu cielov
vyskumu. Ako rozhodujucu z pouzitych metdéd mozno oznacit dotaznikovy prieskum,
ktorého hlavnym cielom bolo charakterizovat’ aktualny stav v oblasti eko-citenia slovenského
spotrebitel’a a nasledne identifikovat’ vyvoj resp. zmeny v tejto oblasti. Filozofia, Struktura ako
aj zameranie otdzok dotaznika sa opierali o prieskum Eurobarometra realizovaného v roku
2009 (charakterizovany v Casti 2.2) tak, aby umoznil riesit’ hlavny ciel’ prieskumu. Dotaznik
pozostaval z dvoch Casti. Prva Cast’ dotaznika sluzila na charakteristiku respondenta podla
identifika¢nych znakov ako je: pohlavie, vek, vzdelanie, kraj a vel'kost’ obce; je predpokladom
na zabezpecenie reprezentativnej vzorky respondentov a sucasne vytvara priestor pre hl'adanie
suvislosti medzi skimanou problematikou a jednotlivymi zvolenymi charakteristikami. Druhu
Cast’ dotaznika tvorili otazky, ktoré umoznuji skiimat’ eko citenie slovenského spotrebitel’a.
V suvislosti so spotrebitel'skym spravanim v kontexte udrzatelnej spotreby a vyroby na
Slovensku sa tato Cast’ prieskumu zamerala na:

— aktivity s najvac§sim dopadom na ochranu Zivotného prostredia,

— nakupné spravanie s ohl'adom na dopad na Zivotné prostredie,

— environmentalne oznacovanie produktov,

— dovera k informécidm podnikov — vyrobcov/predajcov,

— moznosti podpory predaja produktov Setrnych k Zivotnému prostrediu,
— odpad a jeho recyklacia.

Tieto oblasti sa stali zdkladom pre formulovanie vyskumnych otazok, ktorych prehlad je
uvedeny v tabulke 2:

Tabul’ka 3.1 Prehl’ad vyskumnych otazok zistovanych v ramci dotaznikového prieskumu

VO 1 Aké aktivity maju podla slovenskych spotrebitelov najvicsi dopad na riesenie problémov Zivotného
prostredia ?

VO 2 Ako slovenski spotrebitelia hodnotia svoj prehlad o dopade/vplyve produktov, ktore nakupuju
a pouzivaju na Zivotné prostredie ?

VO3 Aka je pozicia ,, vplyvu nakupovaného produktu na Zivotné prostredie “ v ramci nakupnych kritérii
slovenského spotrebitela ?

VO 4 Aky doraz kladu pri nakupe produktov na ich energeticku ucinnost’ ?

VOS5 Aky vyznam zohrava environmentalne oznacovanie produktov pri ndakupnom rozhodovani
slovenského spotrebitela ?

VO 6 Aké informacie by podla slovenskych spotrebitelov mali environmentdlne etikety obsahovat' ?

VO 7 Aky je postoj slovenskych spotrebitelov k povinnému zavedeniu etikety oznacujucej uhlikovi stopu
produktov ?

VO 8§ Aké je povedomie slovenskych spotrebitelov o symbole environmentdlnej znacky EU ?

VO 9 Aka je wurovenn dovery ktvrdeniam podnikov/vyrobcov, predajcov o environmentdalnych
vilastnostiach ich viastnych vyrobkov ?

VO 10 Akd je uroven dovery k informaciam podnikov o ich viastnych environmentalnych aktivitach ?

VO 11 Ako podla slovenskych spotrebitelov moze vyrobca resp. predajca prispiet k propagacii produktov
Setrnych k Zivotnému prostrediu ?

VO 12 Aky sposob zdarnovania na ucely podpory predaja produktov Setrnych k Zivotnému prostrediu by
slovensky spotrebitelia akceptovali ?

VO 13 Aky podiel z odpadu, ktory produkuje slovensky spotrebitel vo svojej domdcnosti predstavuju
potraviny ?

VO 14 Akd je uroven separdcie odpadu slovenskych spotrebitelov ?

VO 15 Aké faktory by motivovali slovenskych spotrebitelov k vyssSiemu zapojeniu do procesu separdcie?

Zdroj: vlastné spracovanie
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Samotny zber a vyhodnotenie udajov bolo realizované profesionalnou vyskumnou
Agenttirou AKO, s.r.0. (Agentura pre marketingovy vyskum trhu, reklamy a médii). Parametre
prieskumu su uvedené v tabulke 3.

Tabul’ka 3
Parametre dotaznikového prieskumu
Metdéda zberu dat

kvantitativna, CAWI (online panel)

Velkost’ vzorky N = 1000 (respondenti neboli oboznameni s tym, kto je
zadavatel'om prieskumu)
Pocet otazok 15 meritérnych + 5 sociodemografickych

Termin zberu dat 12.7.-19.7.2021

Statistické spracovanie

SPSS, Excel

ZloZenie vyskumnej vzorky

reprezentativna voci dospelej populéacii Slovenskej republiky

Metdéda vyberu vzorky

nadhodny (randomizovany) + nésledne kvotny vyber

kvotne znaky: vek, pohlavie, vzdelanie, kraj

vyskumna vzorka je reprezentativna voci populéacii SR vo vSetkych
kvotnych znakoch, takze vysledky je mozné zovseobecnit’ na celu
dospelu populaciu Slovenskej republiky

www.statistics.sk

Béza pre vyber

Anketovanie profesionalny online panel

Kontrola script, spitna nahodna kontrola

Upozornenie Pri druhostupiiovych triedeniach boli vysledky zaokrahl'ované na
celé Cisla, a preto sa v ich sucte moze prejavit’ odchylka spdsobena
zaokrahl'ovanim.

Zdroj: vlastné spracovanie z informacii poskytnutych agentirou AKO o prieskume

Zlozenie vyskumnej vzorky z hl'adiska pohlavia, veku, vzdelania a kraja charakterizuje
obrazok 1.
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Obrazok 1
Zlozenie vyskumnej vzorky z hl'adiska pohlavia, veku, vzdelania a kraja

MuZ R 48,70%
Zena G 51,30%

Pohlavie

18-25rokov [ 10,1%

26-39rokov [ 25,2%

40-54 rokov [ 27,5%
55aviac rokov [ 37,2%

Vek

Zakladné vzdelanie [ 5,9%

Ucriovské alebo str. odborné vzdelanie bez maturity [ 34,3%
Uplné stredné vzdelanie s maturitou e 37,5%
Vysokoskolské vzdelanie [N 22,3%

vzdelanie

Najvyssie dokoncené

Bratislavsky kraj [ 12,0%
Trnavsky kraj [ 10,5%
TrenCiansky kraj [ 11,1%
Nitriansky kraj [N 12,8%
Banskobystricky kraj [N 12,0%
Zilinsky kraj [ 12,7%
Predovsky kraj [ 14,7%
KoSicky kraj [ 14,2%

0,0% 10,0% 20,0% 30,0% 40,0% 50,0% 60,0%

Kraj

Zdroj: vlastné spracovanie podl'a vysledkov z dotaznikového prieskumu

Pocetnost’ respondentov podl'a vel'kosti sidla — obce/mesta nie je zachytend na obrazku 3.1
Z tohto hl'adiska prevladali respondenti z vidieka 34,6% a mensSieho mesta 30,0%. 26,7% bolo
respondentov  z viacSiecho mesta a 8,7% zhlavného mesta (z Bratislavy). Vyznam
dotaznikového prieskumu mozno vidiet’ najmi v tom, Ze umoznil uskuto¢nit’ primarny vyskum
a jeho vysledky mozno povazovat’ za originalny vystup rieSeného vyskumu.

4 Vysledky prace

Prieskum realizovany s cielom posudit' stiéasny ,profil eko citenia®“ slovenského
spotrebitel’a umoznil vymedzit’ nasledovné zistenia:

— zanajvyznamnejSiu aktivitu, ktord ma dopad na ochranu zivotného prostredia, slovenski
spotrebitelia povazuju ,,minimalizaciu odpadu a recyklaciu“. (VO1) Tuto odpoved
uviedlo 73,9% opytanych. Za touto aktivitou nasledovalo: ,,ndkup ekologickych
produktov 27,7%) a ,,menej cestovania a zavaddzania udrzatelnych druhov dopravy*
(22,4%).

— plné uvedomenie si dopadu kupovanych produktov na zivotné prostredie deklarovalo
27,2% opytanych, vedomost’ o najvyznamnejSich dopadoch kupovanych produktov na
zivotné prostredie (VO2) uviedlo 41,9% respondentov. Malu znalost’ dopadov uviedlo
25,3% opytanych a?2,4% respondentov uviedlo, Ze nemaju ziadne vedomosti
o dopadoch produktov na zivotné prostredie. Zvysni bud’ nevedeli (2,7%) alebo nechceli
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na tato otdzku odpovedat’ (0,5%). Svoj prehl'ad o tom, aky maji kupované a pouzivané
produkty dopad na zivotné prostredie, hodnotili najméd najstar$i, vzdelanejsi
a obyvatelia vacsich sidiel.

z hl'adiska dolezitosti aspektov produktu, ktory nakupuja, respondenti najvacsi vyznam
prikladaji kvalite produktu, za tym nasledovala cena a az potom vplyv produktu na
zivotné prostredie, ¢i znacka produktu. (VO3) Toto poradie bolo zachované vo vsetkych
skimanych socio-demografickych kategoriach.

az 4 z 10 (40,5%) opytanych deklarovali, Ze pri ndkupe spotrebi¢ov na elektrinu alebo
palivo vzdy beri do tuvahy energetickii naroénost. Daliich 42,6% uviedlo, Ze
energetickll narocnost’ bert do uvahy vicSinou alebo casto. (VO4) Len 11,4%
opytanych berie do tvahy energeticki naroc¢nost’ zriedkavo a len 2,9% nikdy. Zvys$ni
na otadzku nevedeli (2,2%) alebo nechceli odpovedat’ (0,4%). Energeticka t¢innost’
zariadeni, , beri do uvahy vo vicsej miere starsi a vzdelane;jsi.

az 43,7% opytanych deklarovalo, Ze environmentalne oznacenie na etikete pre nich pri
nakupe hré déleziti rolu. (VO5) Naopak, 32,1% uviedlo, Ze environmentalne oznacenie
pri ndkupnych rozhodnutiach u nich nehréd déleziti rolu. Zvysni sa k otazke nevedeli
(5,3%) alebo nechceli (0,8%) vyjadrit. Zohl'adiiovanie environmentalneho oznaovania
produktov pri ndkupe deklarovali najméd mladsi a najstar$i opytani, skor vzdelanejsi,
obyvatelia Bratislavského a Trnavského kraja a obyvatelia hlavného mesta Bratislava.
z hl'adiska postoja slovenskych spotrebitelov k tomu, ¢o by mala obsahovat
environmentalna etiketa (VO6) sa najcastejSie vyskytovala odpoved’ — ,,¢i je mozné
produkt recyklovat™ (58,2%), za tym nasledovala odpoved’ ,,potvrdenie, ze produkt
pochadza z ekologickych zdrojov* (34,9%) a ,,potvrdenie, Ze obal je ekologicky*
(28,8%). Muzi by na environmentalnych etiketich mierne viac ako Zeny ocenili
uvadzanie celkového mnoZzstva emisii sklenikovych plynov vytvorenych danym
produktom, rovnako to plati aj o mladych.

povinnost’ pre vyrobcov na etikete uvadzat’ oznacenie o uhlikovej stope produktu (VO7)
by privitalo az 53,3% opytanych. Naopak, 24,3% respondentov ja za to, aby takéto
oznacenie vyrobkov bolo dobrovolné. Zvysnych tato téma bud’ nezaujima (6,9%),
pripadne nevedia (14,9%) alebo sa nechct (0,6%) k nej vyjadrit. Za zavedenie takejto
povinnosti su CastejSie najmladsi alebo najstarsi, skor vzdelanejsi, obyvatelia prevazne
vicsich sidiel, obyvatelia Bratislavského kraja.

celkovo 31,2% opytanych deklarovalo, Ze zaznamenali Environmentdlnu znacku
Eurdpskej Unie. (VO8) 10,5% uviedlo, Ze si aj kupilo produkty s tymto oznagenim.
20,7% tato znacku videlo, ale produkty s tymto oznacenim si nekupili. Takmer 6 z 10
opytanych (58,6%) nikdy o takejto znacke nepoculi, ani ju nikde nevideli. Zvysni sa
k otdzke nevedeli (9,8%) alebo nechceli vyjadrit (0,4%). Znalost symbolu
environmentélnej znac¢ky EU &astejsie deklarovali Zeny, mladsi opytani.

tvrdeniam vyrobcov o environmentalnych vlastnostiach nimi vyrdbanych produktov
(VO9) tplne doveruje 6,2% opytanych. Skor im doveruje 52,7% respondentov, skor
nedoveruje 27,2% a Gplne nedoveruje 6,3% opytanych. Dovera (58,9 %) teda prevazuje
nad nedoverou (33,5%). Dovera tymto tvrdeniam je CastejSia u mladsSich, menej
vzdelanych, obyvatel'ov hlavného mesta.

informéacidm podnikov oich environmentalnych aktivitach doveruje len 3 z 10
opytanych (30,8%). Nedoveru vyjadrilo 44,1% respondentov. V tomto pripade
nedovera prevazuje nad doverou. (VO10) Zvysnych tato téma nezaujima (12,3%),
nevedeli sa k otazke vyjadrit’ (11,9%) alebo nechceli odpovedat’ (0,9%). Ddvera je
vysSia skor u mladych, menej vzdelanych, obyvatel'ov Bratislavského a Nitrianskeho
kraja, obyvatel'ov hlavného mesta.
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za najlepSie rieSenie, ktorym by obchod prispel k propagécii produktov Setrnych
k zivotnému prostrediu (VO11), opytani povazuju ,,zvysit' viditelnost’ ekologicky
Setrnych produktov v regaloch® (46,9%), za tym nasledovalo rieSenie ,,poskytovat
spotrebitel'om lepsie informécie® (38, 4%) a ,,mat’ v predajni vyhradeny priestor iba
s ekologickymi produktami, tzv. zeleny kutik* (36%). Takyto priestor by vo vicsej
miere uvitali Zeny, najmladsi, ¢i obyvatelia skor vacsich sidiel. Poskytovanie lepSich
informécii pre spotrebitelov by si zelali hlavne star$i, respondenti so zikladnym
vzdelanim alebo naopak s najvyssim - vysokoSkolskym vzdelanim.

znizenie zdanenia produktov Setrnych k Zivotnému prostrediu (VO12) by privitalo
42,1% opytanych. Naopak, zvySenie zdanenia produktov, ktoré poSkodzuji Zivotné
prostredie, by prijalo len 10,1% respondentov. Kombinaciu oboch tychto pristupov
zvolilo 28,3% opytanych. 9,8% respondentov si naopak mysli, Ze zaviest' danovy
systém podporujuci produkty Setrné k zivotnému prostrediu nie je dobry napad. Zvysni
sa k tejto téme nevedeli (8,6%) alebo nechceli vyjadrit’ (1,1%). So znizovanim dani na
produkty Setrné k zivotnému prostrediu stihlasia vo vicsej miere muzi, skor mladsi,
obyvatelia hlavného mesta alebo obyvatelia mensich miest.

takmer Stvrtina opytanych deklaruje, Ze do odpadu nevyhadzuju Zziadne potraviny
(24,8%), dalsich 51,7% opytanych uvadza, ze vyhodia menej ako 15% potravin.
(VO13) 15% opytanych uvadza, ze v odpade konc¢i 16 - 30% z ich potravin. 3,2%
vyhodi potraviny, ktoré¢ predstavuju podiel 31 - 50% z celkového objemu ich potravin
a 1,8% vyhodi viac ako polovicu ich potravin. VacSie plytvanie priznali skor Zeny,
mladsi opytani, skor s niz§im vzdelanim, obyvatelia Bratislavského a KoSického kraja.
az 42,5% opytanych deklarovalo, Ze separuju viac ako 50% odpadu. (VO14) Dalgich
15,4% uviedlo, ze znimi vyprodukovaného odpadu vyseparuju 31 - 50%. 12,9%
separuje podiel odpadu zodpovedajuci 16 - 30%. 17% opytanych uviedlo, Ze vyseparuju
menej ako 15% podiel z nimi vyprodukovaného odpadu a 8% opytanych neseparuje
vobec. Zvysni opytani sa k otdzke nechceli (0,8%) alebo nevedeli (3,4%) vyjadrit’.
Viacsiu mieru separovania odpadu deklarovali najmai najstarsi, skor so stredoskolskym
vzdelanim s maturitou a vysokoskolskym vzdelanim.

na zaver si respondenti mali vybrat, ktoré opatrenia by ich presvedc¢ili k tomu, aby
separovali viac odpadu. (VO15) NajcastejSie oznacili moznost’ ,,viac a lepSie miesta
odovzdavania recyklovatelného a kompostovatelného odpadu® (43,6%), za tym
nasledoval ,,vylepSeny separovany zber odpadu uvas doma® (31,9%) a,dane za
triedenie odpadu‘ (23,7%). Viac a lepSie miesta na odovzdavanie recyklovatelného
a kompostovatel'ného odpadu by vo zvySenej miere presvedcili separovat’ odpad najma
mladych, vysokoskolsky vzdelanych, obyvatelov Bratislavského kraja, obyvatel'ov
hlavného mesta Bratislava.

Z hladiska identifikdcie moznych socio-demografickych faktorov, ktoré vyraznejSie
ovplyviiuji urovei eko citenia slovenského spotrebitel’a, vychadzaju predovsetkym vzdelanie

a vek.

Zo zisteni mozno formulovat’ ur¢ité sumarne hodnotenia. Pozitivne mozno hodnotit’ najma:

zohl'adiiovanie energetickej G€innosti produktov pri ndkupnom rozhodovani;
prejaveny zaujem o environmentalne ozna¢ovanie produktov a jeho velky vyznam pri
nakupnom rozhodovani;

akceptécia povinného zavedenia oznacovania produktov informdciou o ich uhlikove;j
stope;
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— podpora zavedenia urcitej formy zdanovania produktov Setrnych k Zivotnému
prostrediu, predovSetkym zniZenie dane takychto produktov, pripadne kombinacia so
zvySenim dane produktov, ktoré maji negativny dopad na zivotné prostredie;

— zaujem o aktivity maloobchodu v oblasti podpory predaja produktov Setrnych
k zivotnému  prostrediu, najmid zabezpecenie vicSej viditenosti ekologickych
produktov v regaloch, ale aj in¢;

— pomerne nizka produkcia potravinového odpadu atieZz pomerne vysoka tUroven
separacie domaceho odpadu.

Naopak ako negativne sa javi:

— slabsie povedomie slovenského spotrebitel'a o dopadoch svojich ndkupnych rozhodnuti,
resp. dopadoch produktov, ktoré nakupuji na Zivotné prostredie;

—  kritériu ,,vplyv produktu na zivotné prostredie® nie je venovana dostato¢néa pozornost’ v
ramci nakupného rozhodovania, je menej vyznamné; stale st ovela vyznamnejSie
kritéria - cena a kvalita;

— vzhladom na casovy horizont zavedenia environmentalnej znacky (narodnej aj
europskej) je povedomie o tejto forme oznacovania produktov nizke.

Z hl'adiska vyvoja a zmien v oblasti eko-citenia slovenského spotrebitel’a zakladom
ktorého boli zistenia realizované prostrednictvom prieskumu Eurobarometer v roku 2009 EK
(¢ast2.2) mozno konstatovat,, Ze za poslednych 12 rokov sa tdroveri eko- citenia slovenského
spotrebitel’a celkovo zvysila, t. j. posunula sa smerom ku konceptu udrZatel’nej vyroby a
spotreby. Konkrétnejsie sa zvySuje predovsetkym povedomie slovenského spotrebitel’a v tejto
oblasti; stale vac¢si pocet spotrebitel'ov si uvedomuje vyznam aktivit s najvacs§im dopadom na
ochranu Zivotného prostredia a tiez si vo védc¢Sej miere uvedomuje aspoil najvyznamnejsie
dopady svojich ndkupnych rozhodnuti na Zivotné prostredie. Vplyv nakupovanych produktov
na zivotné prostredie sa stdva vyznamnejSim kritériom procesu ndkupného rozhodovania
slovenského spotrebitel'a, rastie tiez uvedomovanie si environmentdlneho oznaCovania
produktov a zdujem o informdcie, ktoré mu takéto oznacenie ponuka o produkte. Na druhej
strane vSak klesd povedomie ouz dlhodobo zavedenom environmentilnom oznafovani
produktov Ecolabel. Slovenski spotrebitelia by v skiimanej oblasti privitali aj zavedenie
zakonnych opatreni — ¢i uz povinné oznacCovanie produktov vyrobcom o uhlikovej stope
produktu, ale aj opatrenia v oblasti zdanovania, najméd zniZenia dane produktov Setrnych
k zivotnému prostrediu. Celkovo vSak stagnuje dovera slovenského spotrebitel’a k informéacidm
poskytovanych podnikmi o environmentdlnych vlastnostiach svojich produktov a dokonca
klesa dovera k informaciam, ktoré poskytuju o svojich environmentalnych aktivitach. Napriek
tomu, ze dovera k tymto informdciam klesa, rastie podiel spotrebitel'ov, ktori maju zaujem
resp. sleduju tieto informacie, ¢o v kone¢nom dodsledku predstavuje vyzvu predovsetkym
smerom k podnikom.

5 Diskusia

Zistenia vyplyvajuce zrealizovaného prieskumu dévaji predpoklad pre pochopenie
problematiky eko-citenia slovenského spotrebitel’a a umozituju ho celkovo hodnotit’ pomerne
priaznivo. Zaroven vSak treba konStatovat’, Ze je tu aj obrovsky priestor pre posun v mysleni
slovenského spotrebitela a v jeho spotrebitel'skom spravani. Co je v tejto savislosti dolezité si
uvedomit’, Ze spotrebitel’ské spravanie je vysledkom posobenia komplexného suboru faktorov,
ktoré zahfnaju napriklad verejné politiky, kultarna identita, pokrytie tém o udrzatelnosti
médiami, marketingové faktory vyuzivané podnikmi, tieZ spoloc¢enské skupiny bezprostredne
ovplyviiujiice spotrebitel'a. Odporacania budu preto smerovat a st formulované tak pre
podnikovu prax — vyroba, obchod, ako aj pre tedriu a oblast’ vzdeldvania, institicie/organizacie
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verejnej a Statnej spravy, Ci neziskovej oblasti, tla¢, média, ¢i k SirSej verejnosti.
Z najdolezitejSich odporucani, ktoré vyplyvaju zo zisteni mozno uviest’:

Celkovo pred tedriou (hlavne ekonomickou), ale aj hospodarskou praxou a tiez inymi
subjektami, v ktorych moZnostiach je ovplyvnit’ spotrebitel’ské spravanie, stoji uloha
neustdle a intenzivne vysvetlovat' azdoraziovat’ dolezitost konceptu udrzatelnej
spotreby a tak zvySovat' povedomie v tejto oblasti. Znalosti, ktoré ma spotrebitel’
o udrzatelnosti a environmentalnych problémoch a zaujmoch st povazované za
zakladné stimulatory pri ndkupe ekologickych produktov.

Apelovat’ na potrebu implementovania udrzatelnosti do podnikov, prostrednictvom
zavadzania inovativnych podnikatel'skych modelov cirkularnej ekonomiky. Doévodom
je nielen naliehavost’ rieSenia tejto problematiky, ale aj postupné zmeny
v spotrebitel'skom spravani smerom k udrzatel'nej spotrebe. Neustdle zdoraziovanie
environmentalneho aspektu arastiica snaha o zodpovednejsi pristup k zivotnému
prostrediu, bude nadobudat’ u 'udi narastajtici zaujem. Z tohto dévodu je potrebné, aby
podniky proaktivne reagovali, prinesie im to nie len prilezitost ziskat
konkurencieschopné postavenie na trhu, ale aj vyznamni moznost’ podporit’ udrzatel'ny
vyvoj produktov a prispiet’ k podpore udrzateI'nej spotreby.(Tokarova, 2012)
Vzhl'adom na zistenia ohladom poklesu dovery slovenskych spotrebitelov
k informaciam, ktoré¢ podniky komunikuji predovsetkym ohladom svojich
environmentalnych aktivit, je potrebné budovat’ a zvySovat’ doveryhodnost’ podnikov.
Zakladom jej budovania je nielen samotné implementovanie udrzatel'nosti v podniku,
ale aj nasledné komunikovanie o tychto aktivitach s dérazom na to, aby to, o podniky
navonok deklaruju zérovenn zodpovedalo skutocnosti abolo pre spotrebitel’a
transparentné. Viaceré Studie v tejto oblasti potvrdzuju (napr. Stadia spolo¢nosti Miller
a Merrilees, 2013), Ze existuje vdzba medzi vnimanim praktik podniku v oblasti
udrzatelnosti spotrebitelom a jeho postojom k znacke podniku. Vnimanie podniku
spotrebitel'om vychadza z poznatkov a informadcii, ktoré ma spotrebitel’ o ¢innostiach
podniku a to nasledne moze ovplyvnit jeho postoj a presvedcenie o produktoch podniku
a tak podporit’ ndkup udrzateI'nych produktov. Preto realizacia udrzatelnosti v podniku,
naslednd komunikécia a budovanie povedomia spotrebitelov o environmentalnych
aktivitdich podniku sa povazuje za dolezity faktor ovplyvnujuci koncept udrzatel'nej
spotreby. Ddlezitou sucastou resp. zékladom tejto problematiky, je budovanie
environmentalnej reputidcie podniku. V tejto stvislosti mozno naznacit' zdkladné
faktory, ktoré ovplyviiuji jej formovanie. Ide najmd o hodnotovy systém podniku
v stulade s udrzatelnostou, t. j. podnik musi mat avyznavat udrzatelné hodnoty;
vnimanie podniku spotrebitel'mi ako udrzateného; vnimanie podniku ostatnymi
zaujmovymi skupinami ako udrzatelného a green branding. (Brown,1997; Millers,
2013; Kianpour, 2014; Young,2010)

Z rastuceho zaujmu spotrebitelov o informacie o dopadoch produktov na Zzivotné
prostredie vyplyva potreba zvysit' informovanost’ o atribitoch udrzatel'nosti produktov
zo strany podnikov. Znalosti o produktoch — jeho vlastnostiach st rozhodujicim
faktorom v procese nakupného rozhodovania, teda aj v ramci konceptu udrzatel'ného
spotrebitel'ského spravania. Ak sa ma realizovat ,,udrzatelny nakup* relevantnym
znakom produktu je, Ze musi byt udrzatelny. Za znaky produktu, ktoré maji silny
vztah kudrzatelnosti sa povazuju: recyklacia alebo opakovatelnd pouzitelnost’,
biologickd odburatelnost’ a pozitivne ucinky na zdravie spotrebitela. Tieto atributy
produktu by sa mali zohl'adnit’” a zdoraznit’ v marketingovej stratégii a komunikacii.
(Lu, 2013) Délezitou podmienkou sucasne je, ze produkt musi mat zaroven aj
pozadovanu kvalitu a primerant cenu aj ked je udrzatelny, inak ho spotrebitelia
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nekupia, lebo nebude zodpovedat’ vSetkym ich ocakavaniam. Tiez dostupnost’ hra svoj
vyznam pri nakupe udrzate'ného produktu. A nakoniec asociacia znacky, spotrebitelia
musia doverovat’ podniku a jeho produktom, inak nebudt udrzatel'ne nakupovat'.
Jednym z atributov produktu je aj jeho oznaCovanie. ,,Zeleny* resp. environmentalny
Stitok/etiketa moZe upozornit’ spotrebitel'a na ekologicky produkt, upozorni na eko
atributy, ktoré produkt ma. Pre oblast’ environmentdlneho oznafovania produktov
mozno odporucat’ predovsetkym: Zvysit povedomie o environmentalnej znacke —
eurdpskej aj narodnej. Stcasne riesit’ a prisposobit’ obsah environmentélne;j etikety resp.
Stitku informaciam pozadovanych spotrebitelom, t. j. predovSetkym o moznostiach
recyklovat’ kapeny produkt atiez, z akych zdrojov pochadza, resp. ¢i pochddza
z ekologickych zdrojov. Uvedené opatrenia smeruju predovsetkym do oblasti verejnej
¢i Statnej spravy, pripadne neziskove;.

Zvysit aktivitu maloobchodu v ramci budovania konceptu udrzatelnej spotreby
opatreniami na podporu predaja produktov Setrnych k Zivotnému prostrediu.
Budovanim tzv. zelen¢ho dizajnu obchodu mézu sprostredkovatelia ovplyvnit/prinatit
spotrebitela, aby si vSimol ekologicky produkt arealizoval nakup udrzatelného
produktu. Sprostredkovatel'ov preto mozno rovnako povazovat za faktor ovplyviujici
nakup udrzatenych produktov. Okrem ,zeleného* dizajnu, k environmentalnym
stimulom obchodu patri napr.: pouzivanie environmentalneho oznacenia, tzv. ,,zelené
Stitky; poskytovanie odbornych informécii a poradenstva pri predaji environmentalnych
produktov; zabezpefenie dostupnosti udrzatel'nych produktov v maloobchodnej sieti;
etické praktiky predaja apod. Tieto aktivity moézu nielen upriamit’ pozornost’
spotrebitel’a na, ale aj zvysit pdézitok z nakupu. Z realizovaného prieskumu vyplyva pre
obchod tloha predovsetkym zvysit’ vidite'nost” ekologickych produktov v regaloch.
Vysledky prieskumu naznacili, Ze v pozitivnom ovplyviiovani eko citenia slovenského
spotrebitel’a sa otvara priestor aj pre zavedenie opatreni v oblasti environmentéalne;j
legislativy. Environmentalne zdkony a nariadenia patria k d’al§im motivatorom na
dosiahnutie udrzateI'ného spotrebitel'ského spradvania, mozu teda ovplyviiovat
spotrebitelov nakupovat a pouzivat environmentalne a spolocensky prijatelné
produkty a podporovat’ tak podniky poskytujice takéto vyrobky a sluzby. Slovenski (ale
aj eurdpski) spotrebitelia by v tejto oblasti privitali zavedenie povinného oznacovania
produktov informéciou o uhlikovej stope produktu, tiez zavedenie urcitej formy
zdaniovania na podporu predaja produktov Setrnych k Zivotnému prostrediu - moznost’
znizenia dane pre produkty Setrné k Zivotnému prostrediu, pripadne kombinacia so
sticasnym zvySenim dane pre produkty, ktoré naopak zat'azuji Zivotné prostredie.
Oblast’ odpadu a jeho recyklécie suvisi z mnozstvom problémov a pontka tiez rozsiahly
zaber opatreni. Vychadzajuc zo zisteni realizovaného prieskumu, mozno pre tto oblast’
navrhnat’ opatrenia, ktoré by mali slovenského spotrebitel'a motivovat’ k zniZzovaniu
odpadu a zlepSovaniu urovne jeho recyklacie. Ako rozhodujuce sa javia: zlepsit
organizaciu a zabezpeCenie separovania odpadu, t. j. ,viac alepSie miesta na
odovzdavanie recyklovatelného a kompostovateI'ného odpadu®, ale aj iné opatrenia,
napr. zvysit’ informovanost’ o tom, ako a kde triedit’ odpad, ale aj zdkonné opatrenia:
dane za odpad, ¢i zavedenie zdkonnej povinnosti separovat’.

Ako dolezity faktor ovplyvilujuci udrzatelné spotrebitel'ské spravanie sa javi
predovsetkym vzdelanie - zvySovanie v§eobecnej vzdelanostnej urovne a tiez v oblasti
environmentalnej vychovy by mali byt oblasti, ktorym sa bude venovat’ zvySena
pozornost. Pre zvySovanie tzv. ekogramotnosti je potrebné vytvarat’ priestor v ramci
ucebnych osnov naprie¢ celym vzdelavacim systémom, vratane predskolskych
zariadeni a s dorazom na zakladné a stredné Skoly, a to nielen v zaujme nadobtidania a
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zvySovania znalosti v environmentalnej oblasti a v otdzkach udrzatel'nej spotreby, ale aj
v zaujme formovania a budovania hodnét (individualizmus, kolektivizmus, bezpe¢nost’
a pozitok), postojov (napr. zavaznost problémov zivotného prostredia) a spravania
(recyklécia, separovanie, zohladiiovanie environmentdlnych problémov pri ndkupe
a skutocny nékup) vstlade sudrzatelnostou. Hodnoty, postoje a spravanie
spotrebitel'ov v sulade s udrzatelnostou st jednym z faktorov, ktoré ovplyviuju
spotrebitel'ské spravanie a nakupné rozhodnutie v prospech udrzate'nych produktov.

6 Zaver

V zavere mozno konStatovat, ze z hladiska zmien v postoji slovenského spotrebitel’a
v kontexte udrzatelnosti dochadza celkovo k pozitivnym zmendm, aj ked nie k vel'mi
vyraznym. Nedostato¢nu troveil zmien mozno konstatovat’ jednak vzhl'adom na pomerne dlhy
Casovy horizont hodnotenia vyvoja, ako aj vzhl'adom na naliehavost’ rieSenia problematiky
udrzatel'nosti. V dosledku toho sa tu otvara pomerne velky priestor na zlepSenia a pre navrh
viacerych opatreni, ktoré mozno smerovat’ k roznym subjektom a do r6znych oblasti, ked’Ze na
formovani spotrebitel'ského spravania sa podiela velké mnozstvo faktorov. Priestor na
zlepsovanie je hlavne v praktickej rovine, a to: v zapojeni ¢o najvacsieho poctu subjektov do
rieSenia a dosahovania konceptu udrzatelnej spotreby; v zvySovani povedomia a zdujmu o tito
problematiku a jej rieSenie; v neustalej a intenzivnejSej popularizacii tejto témy v ramci Siroke;j
verejnosti.
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The Hirsch Index: A Metric of Success or a Source of Controversy in
Academic Evaluation?

Zuzana Skorkova

Abstract

The Hirsch index (h-index) is an established metric used to evaluate scientific productivity and
impact by integrating the number of publications with their citations. This article analyzes the
h-index in terms of its strengths and limitations within academic evaluation. Among the primary
advantages of the h-index is its ability to combine quantitative and qualitative aspects of
scientific output, contributing to its broad acceptance across various scientific disciplines.
However, the h-index faces criticism for its inability to differentiate between the quality of
individual publications, its disregard for the context of a researcher’s career development, and
its dependence on specific citation databases, which may yield varying values for this metric.
The article also introduces alternative bibliometric indicators that can serve as supplements or
alternatives to the h-index. Using a specific example of 1,168 documents from the Web of
Science database, authored by individuals from the University of Economics in Bratislava, we
evaluated the authors using the h-index as well as its alternatives—m-index, g-index, and the
total number of citations. We processed the data using Biblioshiny. The aim of this paper is to
provide a comprehensive analysis of the h-index and its relevance in the current academic
environment, which can be beneficial for researchers, institutions, and evaluators within the
scientific community.

JEL classification: A10, Z10
Keywords: Hirsch index, Academic evaluation, Bibliometric indicators, Scientific productivity

1 Introduction

Bibliometrics, informetrics, scientometrics, and webometrics examine the quantitative
aspects of information in the processes of its creation, dissemination, and utilization, with a
particular focus on scientific information. These disciplines provide tools for evaluating
researchers and institutions, which is crucial in the context of supporting and allocating
financial resources to various organizations. While these methods are valuable, they require
contextual knowledge, which is often lacking. Bibliometrics also has broader applications, such
as in exploring the historical development of science or identifying current scientific trends.
The significance of bibliometrics is growing alongside the advancement of information
technologies, which enable the processing of large datasets and the attractive visualization of
results. Knowledge of bibliometrics is beneficial not only for the evaluation of science but also
for the scientists themselves.

Bibliometrics utilizes a variety of bibliometric indices to measure the outcomes and impact
of individual researchers. The measurement of the quality of scientific research becomes even
more crucial in times when scientists increasingly compete for limited financial resources
(Bornmann & Marx, 2011). Since 2005, bibliometrics has employed the so-called Hirsch Index,
commonly referred to as the h-index. It was introduced by Jorge Eduardo Hirsch, a professor
of physics at the University of California. Hirsch (2005) defined the h-index as follows: a
scientist has an h-index of h if h of their total number of publications (Np) have received at least
h citations each, while the remaining (Np-h) publications have no more than h citations
(Ondrisova, 2011). Simply put, we are looking for the value of h where it can be stated that h
of an author’s works has received at least h citations. The h-index can be calculated not only
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for authors but also for institutions, departments, journals, and even countries (Csajbok et al.,
2007). Braun et al. (2006) proposed using the h-index as a suitable alternative to the impact
factor, which is published by Thomson Reuters for its journals.

Despite its relatively short history, the h-index has already had a significant impact. For
example, a study by Bornmann & Daniel (2005) found that more successful applicants for
postdoctoral scholarships had higher h-indexes than those who were unsuccessful. The results
suggest that the h-index is an important measure of the quality of work by scientists, institutions,
and journals across all scientific disciplines, and therefore it is becoming a critical decision-
making criterion. The h-index has brought a significant breakthrough in evaluating the scientific
impact of individuals, journals, countries, and research institutions within the scientific
community (Bihari et al., 2018).

The aim of this paper is to provide a comprehensive view of the h-index as an indicator of
the quality and impact of scientists, scientific institutions, and journals, which should be
considered in the evaluation and rewarding of their work. The paper critically assesses the
positives and negatives of the h-index, while also introducing alternative metrics that can serve
as supplements or even replacements for the h-index. Based on this goal, we have formulated
the following research questions:

e What is the Hirsch index (h-index), and what is its significance in academic evaluation?
o What are the main advantages of the h-index compared to other bibliometric indicators?

We believe that a systematic examination of the Hirsch index will provide a deeper
understanding of its strengths and weaknesses in academic evaluation. The article also offers a
critical analysis and comparison of the h-index with alternative metrics, thereby assisting
academic institutions in the responsible use of bibliometric indicators.

2 Current state of the Topic domestically and internationally

Despite its relatively short history, the h-index has gained considerable popularity. One
reason for this is the growing importance of evaluating researchers’ outcomes, which is crucial
for hiring, academic promotion, or securing research grants (Harzing, 2016). The h-index is
also easy to calculate and understand, which certainly contributes to its widespread use
(Franceschini & Maisano, 2010). The h-index reflects the situation at a given point in time
(Fassin, 2024).

The h-index is based on a researcher’s lifetime citations (Seglen, 1992), encompassing both
productivity (the number of published works) and impact (the number of citations), making it
one of the so-called "all-in-one" metrics. Table 1 illustrates the calculation of the h-index. We
present a model example where a researcher has published 8 research papers, ordered by the
number of citations. The first paper was cited 17 times, the second 11 times, the third 6 times,
the fourth 4 times, the fifth 2 times, the sixth only once, and the last two works have not yet
been cited. From this number of citations and published works, the h-index is at the level of 4.
We conclude that 4 works have 4 or more citations. If the researcher wished to increase their h-
index, the number of citations for the fourth and fifth works would need to rise to 5 for both
cases. In other words, the author would need to have 5 works cited at least 5 times. Additionally,
the higher the h-index, the more citations are required to increase it (Franceschini & Maisano,
2010). It is easier to raise the h-index from 2 to 4 than from 24 to 26. The h-index essentially
aims to identify the most productive core of an author’s output in terms of the highest number
of citations (Burrell, 2007).
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Table 1
Calculation of h-index
Document order Number of citations
1. 17
2. 11
3. 6
< 4. 4_>
5. 2
6. 1
7. 0
8. 0

Source: own processing.

This metric also raises the topic of the impact of individual scientists. Naturally, we expect
that a scientist with a higher impact will have a higher h-index. Several commonly available
databases, such as Web of Science, Google Scholar, ResearchGate, and Scopus, automatically
calculate the h-index for their authors (Costas & Bordons, 2007). However, this leads to the
first issue with the h-index — it varies across different databases because each database covers
only its specific group of journals and different years of indexing. This means that the same
author can have different h-index values in different databases. Therefore, it makes sense to
track publication outputs in a single comprehensive database, such as a university database,
which would then provide a consolidated h-index for each author.

The h-index evaluates the scientific impact of an author's work. It considers two aspects —
productivity (the number of published works) and quality (the number of citations these works
receive). This means that a scientist who has achieved a high number of citations from a small
number of works, or who has published many works with a low number of citations, will not
achieve a high h-index (Costas & Bordons, 2007).

We can also ask what the optimal h-index should be. Hirsch himself argued that an h-index
of 20 is respectable, 40 is excellent, and 60 is exceptional, but only after 20 years of research.
He also pointed out an interesting fact that 84% of physicists who won the Nobel Prize had an
h-index of 30. Of course, h-index values also differ across scientific disciplines.

According to Franceschini & Maisano (2010), the h-index, compared to other competing
indicators, is effective in quickly and easily approximating a researcher's profile. Some studies
suggest that the h-index is indeed a promising (albeit rough) measure of quality; in fact, a
relatively high statistical correlation has been found between the h-index and standard
bibliometric indicators as well as expert assessments (Schreiber, 2007). However, as Hirsch
himself recommends, many other factors should be considered when evaluating the
multifaceted profile of an individual (Hirsch, 2005), because, as Martin (1996) states, research
performance is a complex and multifaceted issue that cannot be adequately assessed using a
single indicator.

2.1 Advantages of h-index

The Hirsch index has sparked a deep discussion among scientists, not only regarding the
validity and applicability of this indicator but also about its advantages and disadvantages in
research evaluation, as it is one of the most widely used metrics for assessing scientific
performance. Among the most significant positives that have contributed to its popularity in the
academic community are:
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Combination of Quantity and Quality (Hirsch, 2005; Mingers, 2009): The h-index
integrates quantitative aspects (number of publications) with qualitative aspects
(number of citations), thus providing a more comprehensive picture of a scientist's
productivity and impact. This implies that a researcher must have a sufficient number
of publications that are also widely cited to achieve a high h-index.

Simplicity and Usability (Hirsch, 2005): The h-index is relatively straightforward to
compute and interpret. Consequently, it has become a popular tool not only among
researchers but also among institutions and grant agencies for evaluating scholars. This
metric is readily accessible through bibliometric databases such as Scopus, Web of
Science, or Google Scholar.

Resistance to Extremes (Mingers, 2009): Unlike other metrics, such as the total
number of citations, the hindex is not unduly influenced by one or two highly cited
papers. Conversely, it is also not affected by papers with zero citations. It accounts for
overall performance, meaning that a researcher with a balanced output of publications
and citations will achieve a better score than one with only a single highly successful
publication.

Wide Applicability: The h-index is applicable across various scientific disciplines and
provides a uniform criterion for comparing researchers from different fields. Although
some disciplines naturally have higher or lower citation rates, the h-index facilitates
comparisons within specific fields.

Support for Long-Term Productivity: Since the h-index increases over time with the
accumulation of cited publications, it supports sustained scientific activity and
continuous research. Researchers are encouraged to produce not only a large volume of
publications but also to maintain the quality of their work to ensure enduring citation.
Low Sensitivity to Self-Citations (Hirsch, 2005): Although the h-index may be slightly
influenced by self-citations, this effect is less pronounced compared to other metrics.
For self-citations to significantly impact the h-index, a researcher would need to cite
their own work repeatedly and extensively, which would be apparent and often subject
to criticism.

These advantages make the h-index a valuable tool for assessing scientific output, although
it is crucial to acknowledge its limitations and complement it with additional metrics.

2.1 Disadvantages of the h-index

Current Literature Discusses the Following Limitations of the h-Index:

1.

Bias Towards Older Researchers (Kelly & Jennions, 2006; Opthof & Wilde, 2009):
The h-index increases over time, leading to naturally higher h-index values for
researchers with longer careers, even if their current productivity and impact have
diminished. This results in an undervaluation of younger researchers who may not have
had sufficient time to accumulate citations, despite potentially high-quality research.
Consequently, the h-index is not suitable for comparing researchers with differing
lengths of scientific careers (Meyer, 2009; Sangwal, 2012). To address this, alternative
indices have been proposed to be independent of career length, such as the age-
independent publication index. For example, Abt (2012) found that dividing an author’s
h-index by the number of decades since their first publication yields a statistically
constant index independent of the author's age. The m-index, which represents the h-
index divided by the number of years since the first publication, is used in practice.
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10.

Inappropriate Cross-Disciplinary Comparisons (Hirsch, 2005): Different scientific
disciplines have varying citation practices. For instance, citations are more common in
the natural sciences than in the humanities. Using the h-index to compare researchers
across different fields can therefore be misleading, as it does not account for differences
in citation dynamics between disciplines.

Neglect of Citation Context: The h-index does not consider the context in which
publications are cited. Citations can be either positive or critical, and not all citations
carry the same weight. A publication with a high number of citations might be cited due
to its controversy rather than its quality and positive contribution.

Focus on Productivity and Impact (Hirsch, 2005; Martin, 1996): The h-index is only
one of many metrics and does not reflect all aspects of a scientific career, such as
teaching activities, leadership in research teams, science communication, or other forms
of societal impact. Therefore, evaluating a researcher’s quality should not be limited to
a single number.

Sensitivity to Self-Citations (Meyer, 2009): Although the h-index is less susceptible to
self-citations compared to other metrics, it can still be influenced by them to some
extent. Researchers who frequently cite their own work may artificially inflate their h-
index, leading to a skewed assessment of their impact.

Failure to Account for Collaborative Work (van der Wall, 2011): The h-index does
not differentiate between solo-authored papers and those produced within large teams.
Researchers who frequently collaborate on major international projects may have a
higher h-index, even if their individual contribution to these publications is relatively
small. Some authors suggest adjusting for the number of authors per paper (Castillo et
al., 2007) or considering author order, as the h-index does not account for variations in
author roles.

Static Nature (Bornmann & Marx, 2011): The h-index is a static metric that does not
reflect the dynamic nature of a scientific career. Simply put, the h-index cannot
decrease. It does not provide information on recent productivity or how scientific
performance has evolved over time. A researcher who was highly active years ago but
has since reduced their activity may still have a high h-index, despite reduced current
research activity.

Exclusion of Diverse Qutputs: The h-index exclusively focuses on articles published
in academic journals and their citations. It does not consider other significant scientific
outputs, such as books, book chapters, technical reports, patents, software, or popular
science articles (Meyer, 2009).

Lack of Comprehensive Overview: Each database (e.g., Scopus, Web of Science,
Google Scholar) has its own collection of scientific publications and citations, leading
to different h-index values for the same researcher depending on the database used. A
researcher may have different h-index values across Scopus, Web of Science, and
Google Scholar, with Google Scholar often yielding higher values due to its broader
coverage. The absence of a unified, comprehensive h-index overview for researchers
poses challenges for obtaining reliable and consistent assessments. Without a central
system aggregating citation from all databases, obtaining an accurate picture of an
individual’s true scientific impact is difficult. This results in potential inaccuracies and
discrepancies that complicate objective comparisons of researchers or evaluations of
their contributions. Meyer (2009) also notes that minor inaccuracies in author names or
changes due to marital status can lead to an incomplete representation of a researcher’s
actual h-index.

Limitation in Reflecting the Impact of Highly Cited Papers: Highly cited works are
important for determining the h-index, but when selected as part of the top h works, the
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number of citations they receive is not as critical. This is a limitation of the h-index that
Egghe sought to address with the g-index (Egghe, 2006). For instance, if an author has
one paper with 250 citations but an h-index of 7, it indicates that the other papers are
not as highly cited. However, the h-index does not reflect the quality and impact of a
single highly cited paper. The g-index, considered a similar synthetic metric, is defined
as the largest number g for which the g most-cited papers together have at least g2
citations (Egghe, 2006). The g-index aims to improve upon the h-index by better
accounting for the citations of the most successful papers. Like the h-index, the g-index
compares the number of papers and the citation rates of these papers and reflects the
size of a particular subset of the most-cited papers. In Table 2, the calculation of the g-
index for the situation described in Table 1 is provided.

Table 2
Calculation of the g-index
Document order Number of Cumulative number of Document order?
citations citations
1. 17 17 1
2. 11 28 4
3. 6 34 9
h-index [4. ) 38 16
5. 2 40 25
Q 1 41 D g-index -
7. 0 73| 49 -
8. 0 41 64

Source: own processing.

G-index = 6, which means that the 6 most-cited papers together have at least 6 citations, it
means, at least 36 citations. As noted by Mingers (2009), it is questionable whether the g-index
should be preferred over the h-index. The g-index is advantageous for those with a single "major
impact," which the h-index avoids.

According to Koltun & Hafner (2021), despite the examination of many variants of the h-
index and the proposal of sophisticated alternatives, none have supplanted the h-index as the
dominant measure of scientific output. The persistence of the h-index can be attributed to the
numerous positive characteristics mentioned above.

3 Objective of the Work, Methodology, and Research Methods

The objective of this work is to provide a comprehensive overview of the Hirsch index (h-
index), including its definition, calculation method, and to analyze its advantages and
disadvantages in the context of academic evaluation. The work focuses on a critical analysis of
the h-index and its role in contemporary bibliometrics. Using 1,168 articles published by
authors from the University of Economics in Bratislava in the Web of Science database, we
demonstrate the assessment of the most influential authors according to selected indices. Our
study employs bibliometric analysis to illustrate the evaluation of the most influential authors
from the University of Economics in Bratislava through selected and commonly used
bibliometric indices.
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Data Collection and Data Cleaning Process: We utilized the Web of Science (WOS)
database. WOS is commonly used in bibliometric analyses due to its reputation as a reliable
bibliographic indexing tool that effectively captures scientific knowledge (Azam et al., 2021).
Articles were searched using the keyword "University of Economics Bratislava" in the
"Affiliation" field, meaning that the system retrieved all registered outputs in the WOS database
where at least one of the authors was employed at the University of Economics in Bratislava at
the time of publication. This search yielded 4,254 results. However, we focused only on outputs
that received more than one citation, totaling 1,168 contributions.

Data Sources and Analytical Tools: For bibliometric analysis, we obtained datasets from
the WOS database and processed them using the Biblioshiny application, which utilizes the R
package tailored for bibliometric research (Ab Rashid, 2023). WOS was chosen for its extensive
coverage of academic literature across various disciplines, including business, finance, and
sustainability, encompassing journals, conference proceedings, and books. Biblioshiny offers
an intuitive interface with advanced bibliometric tools that enhance user accessibility. It
integrates data from multiple databases, including WOS, Scopus, Dimensions, Lens.org,
PubMed, and Cochrane Library. Biblioshiny features organized menus for statistical and
graphical analysis across various metrics and knowledge structures (Aria & Cuccurullo, 2017).
Our methodology primarily involved bibliometric analysis focused on the impact of individual
authors based on the number of registered works, citations, and indices such as the h-index, g-
index, and m-index.

4 Results and Discussion

Our sample includes documents published in the Web of Science (WOS) database where at
least one author is affiliated with the University of Economics in Bratislava, covering the period
from 1974 to 2024. A total of 1,168 documents are available, originating from 474 different
sources, including journals and books. The annual growth rate of documents is 0.81%, with an
average document age of 8.45 years. The average number of citations per document is 8.86,
and the total number of sources is 31,122.

The documents consist of various types, including 869 articles, 271 conference papers, 8
review studies, 6 book articles, 6 articles as conference contributions, 5 book reviews, 1
discussion, and 1 editorial material. The average number of authors per document is 2.96, with
28.17% of documents featuring international co-authorship. Of the total 1,649 authors, 244
documents are the result of the work of a single author. These and other descriptive statistics
are detailed in Table 3.

Table 3
Descriptive Statistics of the Research Sample
DESCRIPTION RESULTS

Timespan 1974:2024
Sources (Journals, Books, Etc) 474
Documents 1,168
Annual Growth Rate % 0.81
Document Average Age 8.45
Average Citations Per Doc 8.86
References 31,122
DOCUMENT CONTENTS
Keywords Plus (ID) 1,371
Author's Keywords (DE) 3,953
AUTHORS
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Authors 1,649
Authors Of Single-Authored Docs 166
AUTHORS COLLABORATION
Single-Authored Docs 244
Co-Authors Per Doc 2.96
International Co-Authorships % 28.17
DOCUMENT TYPES
Article

Article; Book Chapter
Article; Early Access
Article; Proceedings Paper
Book Review

Discussion

Editorial Material
Proceedings Paper

Review
Source: own processing by Biblioshiny.
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Table 4 presents the ranking (P) of individual authors based on their best results in the
categories of h-index, g-index, m-index, and total number of citations (TC). According to the
h-index results, the author E. Baumohl is in first place, with an overall h-index of 16, which can
be interpreted as follows: each of the 16 works by this author published in WOS has received
at least 16 citations. The second place is held by author Lyocsa, followed by Hajduova, Privara,
and Jankelova. Winning in this category indicates that this author is considered a prominent
researcher with a high number of citations in their publications. A high h-index suggests that
the author has numerous publications that have garnered a significant number of citations, thus
being well-known for his/her impact and influence in his/her research field. Shah & Jawaid
(2023) state that an h-index of three to five can be considered a standard for an assistant
professor, eight to twelve for associate professors, and an h-index of fifteen to twenty is a good
standard for promotion to a professor position. However, it is questionable whether the h-index
can be scaled so simply and generally, as it should be noted that comparing researchers from
different fields using the h-index is not only unrealistic but also unfair (Ayaz & Masood, 2020).
We know that fields such as medicine or biology are cited disproportionately more than, for
example, management. Nevertheless, for comparing impact within the same research field, this
metric has high validity.

It is important to mention the previously discussed limitation of the h-index, particularly
when relying solely on the WOS database, which is that it is not a comprehensive indicator.
Even in this case, it can be assumed that the overall h-index for all authors would be higher if
we considered all their outputs, not just those from WOS.

Table 4
Results of Author Evaluation Based on Selected Indicators
P | Author’s name h-ind | P | Author’s name g-ind P | Author’s name m-ind | P | Author’s name Tc

1 | Baumohl E 16 1 | Lyocsa S 27 I | Privara A 1.333 1 | LyocsaS 817
2 | Lyocsa S 15 2 | Baumohl E 24 2 | Baumohl E 1.067 2 | Baumohl E 811

l 3 | VyrostT 21 3 |Lyocsa$ 1 3 | VyrostT 510
4 | Privara A 12 4 19 4 | Dimelis S 1 4 423
5 | Jankelova N 1[5 17 5 | Jasurek I 1 5 | Privara A 324
6 | Vyrost T 11 6 15 6 | Malevris N 1 6 | Molnar P 323

I_I 7 14 7 | Siougle E 1 7 | Jankelova N 292
8 | Blstakova J 8 8 8 0.929 8 | TkacM 243
9 | Pollak F 8 | 9 |Blistakoval 11 9 0.9 I!E

| 10 |\Caplanova AR 7 | 10 | Mihalcova B 11 10 | Pollak F 0.889 [ 10 | Bucek M 232
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11 | Gavurova B 7 11 | Miklosik A 11 11 | Bakalar T 0.833 11 | Smith A 226
12 | Markovic P 7 12 | Labaj M 11 12 | Blstakova J 0.8 12 | Sopkova G 220
13 | Mihalcova B 7 [ 13 [ Tumpach M 11 13 | Cvirik M 08 | 13 _E
14 | Miklosik A 7 14 | Siranova M 11 14 | Prochazkova K 0.8 14 | Pickles J 204
15 | Molnar P 7 15 | Pollak F 10 15 | Molnar P 0.778 | 15 | Puskarova P 196
16 | Paksiova R 7 16 | Markovic P 10 16 | Fessler P 0.75 16 | Verner R 191
17 | Zak S 7 17 | Paksiova R 10 17 | Vyrost T 0.733 | 17 | Luptacik M 173
18 | Brezina I 6 18 | Brezina I 10 18 | Remenova K 0.714 | 18 | HudsonJ 173
19 | Bucek M 6 19 | Lacko R 10 19 | Jankelova N 0.688 | 19 | Miklosik A 161
20 | Daneshjo N 6 20 | Rievajova E 10 20 | Daneshjo N 0.667 | 20 | Valaskova K 159
21 | Dorcak P 6 21 | Bosakova L 10 21 | Gallo P 0.667 | 21 | Tumpach M 158
22 | Furkova A 6 22 | Hudec M 10 22 | Skorkova Z 0.667 | 22 | Kacaniova M 156
23 | Gallo P 6 23 | Servatka M 10 23 | Cupak A 0.667 | 23 | Mihalcova B 154
24 | Kita P 6 24 | Gavurova B 9 24 | Demkova M 0.667 | 24 | Krsak B 153
25| Labaj M 6 25 | Daneshjo N 9 25 | Matlovic R 0.667 | 25 | MuraL 152
[CEpiEovaA 0.33 Blstakova J 140
Pollak F 124

Source: own processing by Biblioshiny.

If we were to evaluate authors based on the g-index, we would observe only a slight change
in the ranking. At the top is author Lyocsa S., with a g-index of 27. This author has a high g-
index, indicating that he has several highly cited publications. The g-index reflects the author’s
ability to produce work with significant impact and is often considered an indicator of
substantial influence within a specific (very particular) field or topic. Upon closer examination
of this author’s work, we see that his most cited works have 123, 81, 65, 58, and 52 citations
(source: WOS), which significantly enhances his g-index. Among the top ten authors according
to the h-index, Pollak F. lags slightly behind in the g-index category, with a g-index of 10. This
result suggests that the author’s works are cited more evenly, meaning there is no single work
cited significantly more than the others. Looking at his most cited works, the citation counts are
quite uniform at 20, 19, 17, 15, 14, etc.

The m-index was developed as a modification of the h-index to create an age-independent
metric. It is calculated as the ratio of the h-index to the number of years of publication. In this
category, we observe a notably altered ranking compared to the results based on the h-index.
There are several reasons for this. For instance, we have new authors who published only in the
past year and their work has already been cited. On the other hand, there are authors who have
been publishing for a relatively long time. A good example from the top list according to the h-
index is author Caplanova A., whose m-index is 0.333 because her first work was published in
WOS in 2004, while her h-index is 7. We can thus conclude that this author achieved her
relatively high h-index over a longer period compared to e.g. author Blstakova J., who has a
comparable h-index but an m-index of 0.8. The drawback of the m-index is that it considers the
first recorded work in the database, which does not necessarily mean that the author has been
active only from that year. Conversely, it could mean that despite a long scientific career, the
author’s first work was registered in WOS relatively late. The m-index also does not account
for the author’s career trajectory (e.g., maternity leave) and similar factors, so it should be used
as a supplementary measure in combination with other factors.

According to the TC column — the total number of citations for an author — the ranking
changes again. Among the top ten authors by h-index, there is a significant change in the
ranking of authors BlStdkova J. and Pollak F., who have a lower total number of citations
compared to others in the top ten. This fact can be interpreted as an advantage of the h-index,
which reflects the balance between the number of publications and the number of citations. A
higher h-index means that the author has more publications with a high number of citations that
are evenly distributed, as is the case with these two authors who managed to achieve a higher
h-index with a relatively lower total number of citations. The total number of citations simply
shows how many citations all of an author’s publications have received together. An author
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with a higher total number of citations may have several highly cited publications, but not
necessarily a large number of publications with high citation counts. Therefore, an author with
a very high total number of citations might have a low h-index.

The significance of supplementary indexes is crucial when evaluating the performance of
scientists, especially in cases like the one observed in our sample, where 8 authors achieved the
same h-index of 7. For more details, see Table 5. To gain further insights into their work, it
would be interesting to compare, for instance, the m-index, which is highest for author Molnar
P. among the selected authors. His first registered work dates to 2016, and he has accumulated
323 citations — significantly more than anyone else on the list. These data suggest that he may
be a highly successful and talented scientist who has gained exceptional scientific recognition
in a very short time. This example illustrates the need to consider other supplementary indexes
as well.

Table 5
Authors with the same h-index of 7.
Author’s name | h-ind | g-ind m-ind TC NP Year of first
publication
Caplanova A 7 15 0.333 236 17 2004
Gavurova B 7 9 0.538 137 9 2012
Markovic P 7 10 0.636 126 15 2014
Mihalcova B 7 11 0.636 154 22 2014
Miklosik A 7 11 0.538 161 19 2012
Molnar P 7 8 0.778 323 8 2016
Paksiova R 7 10 0.636 134 18 2014
Zak S 7 8 0.538 123 8 2012

Source: own processing by Biblioshiny.
6 Conclusion

The aim of this paper was to provide a comprehensive overview of the Hirsch index (h-
index), its definition, calculation method, and to analyze its advantages and disadvantages in
the context of academic evaluation. Our contribution presented a systematic review of the
Hirsch index and provided an overview of its strengths and weaknesses in academic assessment.
Our critical analysis compared the h-index with alternative metrics. Using a specific example
of 1,168 documents from the Web of Science database authored by researchers from the
University of Economics in Bratislava, we evaluated authors using the h-index as well as its
alternatives — the m-index, g-index, and total citation count. We believe that the h-index is an
important metric that could significantly enrich the evaluation tools at the University of
Economics in Bratislava, and other institutions assessing the quality of scientific work, thereby
improving decision-making regarding the evaluation of academic and research institution
performance. University libraries have access to publication information from multiple
databases, enabling them to offer true value for the h-index or other alternative indexes.
Unfortunately, the University of Economics library currently does not provide this data in its
reports.

Currently, there is no single comprehensive bibliometric index that can accurately describe
the quality and impact of the published work of a specific researcher, journal, or research
institution. Therefore, a combination of two or more metrics is generally recommended,
including the h-index. It is debatable whether a researcher with an h-index of 10, where exactly
10 of their works have been cited 10 times each, is better than a researcher with an h-index of
5 who has published only 5 works, but each has been cited 200 times. It is also necessary to
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acknowledge that a researcher’s work is not solely about publication activity but often involves
teamwork, collegial support, mentoring young researchers, or other forms of support that do
not fit into any index. Thus, we do not support the view that indexes (of any kind) should be
the sole criterion for evaluating a researcher’s work. As Albert Einstein said (Schreiber, 2007),
“Not everything that can be counted counts, and not everything that counts can be counted.”

Acknowledgment

This paper is a partial output of the VEGA MS SR project 1/0010/23.

References

Ab Rashid, M. F. (2023). How to Conduct a Bibliometric Analysis using R Packages: A
Comprehensive Guidelines. Journal of Tourism, Hospitality and Culinary Arts, 15(1), 24-39.
ISSN: 2229-8517.

Abt, H. A. (2012). A publication index that is independent of age. Scientometrics, 91(3), 863—
868. https://doi.org/10.1007/s11192-011-0525-4 ISSN: 1588-2861.

Aria, M., & Cuccurullo, C. (2017). bibliometrix: An R-tool for comprehensive science mapping
analysis. Journal of Informetrics, 11(4), 959-975. https://doi.org/10.1016/}.j01.2017.08.007
ISSN: 1875-5879.

Ayaz, S., & Masood, N. (2020). Comparison of researchers’ impact indices. PLoS ONE, 15(5),
€0233765. https://doi.org/10.1371/journal.pone.0233765 ISSN: 1932-6203.

Azam, A., Ahmed, A., Kamran, M. S., Hai, L., Zhang, Z., & Ali, A. (2021). Knowledge
structuring for enhancing mechanical energy harvesting (MEH): An in-depth review from 2000
to 2020 using CiteSpace. Renewable and Sustainable Energy Reviews, 150, 111460.
https://doi.org/10.1016/j.rser.2021.111460 ISSN: 1879-0690.

Bihari, A., Tripathi, S., & Deepak, A. (2023). A review on h-index and its alternative
indices. Journal of Information Science, 49(3), 624-
665. https://doi.org/10.1177/01655515211014478 ISSN: 1741-6485.

Bornmann, L., & Daniel, H.-D. (2005). Does the h-index for ranking of scientists really work?
Scientometrics, 65(3), 391-392. https://doi.org/10.1007/s11192-005-0281-4 ISSN: 1588-2861.

Bornmann, L., & Marx, W. (2011). The h index as a research performance indicator. European
Science Editing. 37 (3), 77- 80. ISSN: 0258-3127.

Braun, T., Gldnzel, W., & Schubert, A. (2006). A Hirsch-type index for journals.
Scientometrics, 69(1), 169—173. https://doi.org/10.1007/s11192-006-0147-4 ISSN: 1588-2861.

Burrell, Q. L. (2007). On the A-index, the size of the Hirsch core and Jin’s 4-index. Journal of
Informetrics, 1(2), 170-177. https://doi.org/10.1016/j.j0i.2007.01.003 ISSN: 1875-5879.

Castillo, C., Donato, D., & Gionis, A. (2007). Estimating Number of Citations Using Author

49



Ekonomika a manazment, Vedecky ¢asopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
rocnik XXI., ¢islo 2, rok 2024, ISSN 2454-1028

Reputation. V N. Ziviani & R. Baeza-Yates (Ed.), String Processing and Information Retrieval
(s. 107-117). Springer. https://doi.org/10.1007/978-3-540-75530-2_10

Costas, R., & Bordons, M. (2007). The h-index: Advantages, limitations and its relation with
other bibliometric indicators at the micro level. Journal of Informetrics, 1(3), 193-203.
https://doi.org/10.1016/}.j01.2007.02.001 ISSN: 1875-5879.

Csajbok, E., Berhidi, A., Vasas, L., & Schubert, A. (2007). Hirsch-index for countries based on
Essential Science Indicators data. Scientometrics, 73(1), 91-117.
https://doi.org/10.1007/s11192-007-1859-9 ISSN: 1588-2861.

Egghe, L. (2006). How to improve the h-index. The Scientist, 20(3), 15—16. ISSN: 1547-0806.

Fassin, Y. (2024). The internal dynamics of journals’ h-cores over time. Journal of Informetrics,
18(2), 101518. https://doi.org/10.1016/j.j01.2024.101518 ISSN: 1875-5879.

Franceschini, F., & Maisano, D. A. (2010). Analysis of the Hirsch index’s operational
properties.  European  Journal of  Operational  Research, 203(2), 494-504.
https://doi.org/10.1016/j.€jor.2009.08.001 ISSN: 1872-6860.

Harzing, A. W. (2016).  Reflections on  the  h-index.  Harzing.Com.
https://harzing.com/publications/white-papers/reflections-on-the-h-index

Hirsch, J. E. (2005). An index to quantify an individual’s scientific research output.
Proceedings of the National Academy of Sciences, 102(46), 16569—16572.
https://doi.org/10.1073/pnas.0507655102 ISSN: 0369-8203.

Kelly, C. D., & Jennions, M. D. (2006). The / index and career assessment by numbers. Trends
in Ecology & Evolution, 21(4), 167-170. https://doi.org/10.1016/j.tree.2006.01.005
ISSN: 1872-8383.

Koltun, V., & Hafner, D. (2021). The h-index is no longer an effective correlate of scientific
reputation. PLoS ONE, 16(6), €0253397. https://doi.org/10.1371/journal.pone.0253397
ISSN: 1932-6203.

Martin, B. R. (1996). The use of multiple indicators in the assessment of basic research.
Scientometrics, 36(3), 343-362. https://doi.org/10.1007/BF02129599 ISSN: 1588-2861.

Meyer, V. R. (2009). The h Index — Help or Hype? CHIMIA, 63(1-2), Article 1-2.
https://doi.org/10.2533/chimia.2009.66 ISSN: 2673-2424.

Mingers, J. (2009). Measuring the research contribution of management academics using the
Hirsch-index. Journal Of The Operational Research Society, 60(9), 1143-1153.
https://doi.org/10.1057/jors.2008.94 ISSN: 1476-9360.

Ondrisova, M. (2011). Bibliometria. STIMUL, Bratislava, 134 s. ISBN 978-80-8127-035-2.
Opthof, T., & Wilde, A. A. M. (2009). The Hirsch-index: A simple, new tool for the assessment
of scientific output of individual scientists. Netherlands Heart Journal, 17(4), 145-154.
https://doi.org/10.1007/BF03086237 ISSN: 1876-6250.

50



Ekonomika a manazment, Vedecky ¢asopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
rocnik XXI., ¢islo 2, rok 2024, ISSN 2454-1028

Sangwal, K. (2012). On the age-independent publication index. Scientometrics, 91(3), 1053—
1058. https://doi.org/10.1007/s11192-012-0628-6 ISSN: 1588-2861.

Seglen, P. O. (1992). The skewness of science. Journal of the American Society for Information
Science, 43(9), 628—638. https://doi.org/10.1002/(SICI)1097-4571(199210)43:9<628::AID-
ASI5>3.0.C0O;2-0 ISSN: 1097-4571.

Shah, F. A., & Jawaid, S. A. (2023). The h-Index: An Indicator of Research and Publication
Output. Pakistan Journal of  Medical Sciences, 39(2), 315-316.
https://doi.org/10.12669/pjms.39.2.7398 ISSN: 1681-715X.

Schreiber, M. (2007). Self-citation corrections for the Hirsch index (arXiv:physics/0701231).
arXiv. https://doi.org/10.48550/arXiv.physics/0701231

Wall van der, E. E. (2011). The Hirsch index: More than a number? Netherlands Heart Journal,
19(5), 209-210. https://doi.org/10.1007/s12471-011-0129-x ISSN: 1876-6250.

51



Ekonomika a manazment, Vedecky ¢asopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
rocnik XXI., ¢islo 2, rok 2024, ISSN 2454-1028

Rozvoj Pudského kapitalu prostrednictvom online platforiem
v pandemickej ére
The Development of Human Capital through Online Platforms in the
Pandemic era

Zuzana Dzilska

Abstract

Today's world is greatly impacted by advances in technology and artificial intelligence (Al).
From the company's point of view, there is a high demand for qualified labor, and on the other
hand, employees are exposed to an intense pressure to adapt to new technology or a new way
of doing business. The aim of this study is to identify whether there has been a shift from the
traditional “in class” training to online training and on the possibility to use LinkedIn Learning
platform as a suitable tool for online training. The paper is based on a study conducted by the
Boston Consulting Group and The Network, and on the information available in the LinkedIn
Learning Report. Due to the pandemic, employees tend to feel insecure and are therefore more
open to the possibility of retraining to expand their professional qualifications. According to
the findings, online training noted a much more significant increase year-on-year percentage
increase between 2018 and 2020 in comparison to the traditional learning such as conferences,
seminars etc. Due to that, LinkedIn Learning is a suitable platform to satisfy the increased
demand for the development of human capital. LinkedIn Learning can simultaneously satisfy
not only the needs of employees, but also the needs of the company. On one hand, employees
can improve their skills and knowledge, while the company is driving this activity using existing
platform. Therefore, there is no need to devote additional resources to cover these needs which
ultimately leads to the development of the company.

JEL classification: L-81, 032, M21
Keywords: employee development, online platform, human capital

1 Uvod

Globalna pandémia COVID-19 mala enormny vplyv na fungovanie ekonomiky, kde
dosledkom ochorenia sa spomalila, az zastavila podnikatel’ska aktivita subjektov vo vicsine
odvetvi. Nasledne museli podnikatel'ské subjekty ¢elit’ rychlemu narastu nékladov, a to hlavne
v oblasti I'udskych zdrojov (Becka, 2020). Pandémia zmenila sposob podnikania a ekonomicky
trend sa vyvija smerom k rozvoju digitalizacie procesov pricom podnikanie sa postupne
presunulo do online priestoru (Pollak et al., 2022). Online podnikanie (online predaj a nakup)
zahina stratégie a procesy, ale aj aktudlne rieSenia, umoznujice vzajomné prepojenie podniku
a zakaznika. Toto prepojenie ponuka Siroké spektrum vyhod nielen pre zadkaznikov v podobe
zvySeného komfortu, ale aj pre podniky v podobe cennych informacii, ktoré sit vhodné pre
naslednt analyzu (Sarug, N., Dor¢ék, P., Pollak, F., 2013). Avsak, postupny presun podnikania
do online priestoru ma za nasledok zmenu v trende v oblasti 'udského kapitalu. Vplyvom
pandémie dochadza k zmene v skladbe povolani, mnohé pracovné pozicie zanikaju alebo
vznikaju nové. Rastie tak tlak na podniky, ktoré Celia zasadnym problémom v manaZzmente
Pudského kapitalu ale aj na zamestnancov, ktori sa musia rekvalifikovat’ a neustale vzdelavat’,
aby si udrzali svoje pracovné miesto (Sutekova, 2020).

Kratko po vypuknuti pandémie mnoho vyznamnych podnikov umoZznilo svojim
zamestnancom pracovat’ z domova za ucelom ochrany zdravia. Praca na dial’ku podnietila
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situaciu, v ktorej sa podniky a zamestnanci museli spoliechat’ na technoldgie. Prave preto
podniky potrebovali zvysit  investicie do technologickych komunikacnych nastrojov (Colak, M.
& Tanyildizi, E., 2023). Rozvoj 'udskych zdrojov sa zakratko stal zdujmom a stratégiou rozvoja
mnohych podnikov. Je to hlavne kvoli tomu, ze I'udské zdroje predstavuju zdroje schopné
vytvarat’ konkurencné vyhody pre podniky. Orientacia na rozvoj kariéry pre zamestnancov je
vnimana ako zaklad pre zlepSenie efektivnosti riadenia pracovného vykonu (Nhung, H. 2023).

Stadia Boston Consulting Group a spolo¢nosti The Network, ktora bola publikovana
autorskym kolektivom Strack et al. v roku 2021, uvadza, ze vplyvom pandémie COVID-19
bolo viac ako tretina pracovnikov na celom svete prepustena alebo musela prijat’ skrateny
pracovny ¢as. V zamestnancoch to vyvolavalo neistotu zamestnania a aj finanéného prijmu. Trh
prace je vysoko konkurencné miesto kde je Coraz t'azsie odliSit’ sa od ostatnych uchadzacov
o zamestnanie. Online platformy ako napriklad LinkedIn mézu byt kI'iC¢ovou sucastou pri
budovani profesiondlnej kariéry (Cooper, B. & Naatus, M., 2014). Podl'a niektorych vyskumov
sa preukézalo, Ze vnimanie vyuzivania socidlnych sieti je u jednotlivych ekonomickych skupin
pomerne rozdielne. Predpoklada sa, Ze tato situdcia moéze byt spésobena rozdielnym vnimanim
rizika a prilezitosti naprie¢ ekonomickymi skupinami zakaznikov (Polldk, F., Markovi¢, P.,
2021).

Nakol’ko v dosledku pandémie COVID-19 pocit'uji jednotlivci neistotu zamestnania, tento
¢lanok sa zameriava na analyzu mozZnosti rozSirenia odbornej kvalifikacie prostrednictvom
online platformy. Téato problematika je vnimana ako vyskumny priestor, ktory je mozné
dodato¢ne preskimat. Nasledne je zdmerom c¢lanku prebadat’ moZnost’ pouzitia socidlnej
platformy LinkedIn za ¢elom rozsirenia kvalifikdcie zamestancov a vzdelavanie sa pomocou
online kurzov.

Cielom tejto Stadie je identifikovat’ ¢i nastala zmena v moZnostiach vzdeldvania sa
v obdobi od vypuknutia pandémie COVID-19, a teda od roku 2019. V pripade, ak m6zeme
pozorovat’ zmenu, d’alej sa pokisime vymedzit’ aka zmena nastala. Ako nastroj sme si stanovili
publikované stadie a ¢lanky, ktoré dokladne preskiimame hlavne v oblasti online vzdeldvania
prostrednictvom pouzivania online platforiem. Na zdklade zisteni, nasledne navrhneme
moznost’ zaClenenia LinkedIn Learning ako online platformy, ktora méze byt vyuZzivani na
rozvoj profesionalnej kariéry ale aj online identity jedinca.

2 Sucasny stav rieSenej problematiky doma a v zahranici

Zatvaranie podnikov v dosledku pandémie COVID-19 negativne ovplyviiovalo trhy prace
na celom svete, ¢o malo za nasledok vysSiu stratu pracovného Casu, nez sa o€akéavalo. Strata
pracovného cCasu ndsledne vedie k zvySeniu nezamestnanosti a nedostatku ekonomicke;j
aktivity. Znizenie pracovného ¢asu ma za nasledok zna¢né straty pracovného prijmu. Na druhe;j
strane existuju dokazy o zvyseni produktivity, najméa pokial’ ide o pracu na dial’ku respektive
zdomu. Jednd sa teda o pracovnikov, ktori su schopni pokracovat’ v praci v podmienkach
pandémie (Dahik et al., 2020).

Naopak, niektoré Studie zaznamenali, ze epidémia COVID-19 mé negativny vplyv na
zamestnancov z hladiska pracovnych sktsenosti. Epidémia vyrazne ovplyvnila zdravie
zamestnancov, najmé na pracoviskach. Toto zdravie sposobilo poskodenie nielen fyzické, ale
aj psychické. Z psychologického hladiska mala pandémia COVID-19 negativne dosledky na
jednotlivcov, ako su napriklad tizkost’ a stres. Prieskum medzi 2 700 zamestnancami zistil, ze
57 percent zamestnancov uviedlo vysSSiu Uroven uzkosti, 75 percent sa citilo socidlne
izolovanejSie a 67 percent pocitovalo vysSiu Groven stresu od zaciatku pandémie (Colak, M. &
Tanyildizi, E., 2023).
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Riadenie l'udskych zdrojov sa od vypuknutia pandémie stalo eSte dolezitejSim pre podniky,
ktoré nechct prist’ o svojich zamestnancov a chcu ich vyuzit' ¢o najefektivnejSie. Pandémia
bola neuveritelne naro¢na pre zamestnavatel'ov aj zamestnancov a jej nasledky pocitujeme
v ekonomike dodnes. Existuje mnoho publikécii zameranych na kariérny uspech a spoésoby ako
ho dosiahnut’. Avsak, to s ¢im sa nedd dopredu pocitat’ je ekonomickd situdcia akl zapri€inila
pandémia. Aj v pripade ak mé jednotlivec nastudované rozne Stidie alebo literatiiru, va¢Sina
znas pravdepodobne pocituje neistotu, pripadne miernu tzkost' ak zacina konverzaciu s
neznamymi 'ud’'mi na preplnenych obchodnych akciach. Profesionalne stranky socialnych sieti
ako napriklad LinkedIn, by mohli byt uzitoénymi nastrojmi, ktoré I'udom pomoézu pri
nadvédzovani kontaktov a vytvdrani profesiondlnych sieti (Baumann, L. & Utz, S., 2021).
LinkedIn je profesionédlna online socialna platforma, ktora vlastni spolocnost’ Microsoft. V roku
2020 malo celosvetovo profil na online platforme LinkedIn viac ako 722 miliénov
profesionélov (Dinath, W., 2021). Profesionalny budovanie siete kontaktov je definované ako
pokus jednotlivca rozvijat’ a udrziavat’ vztahy s ostatnymi, ktori maji potencidl im pomahat’ v
ich préci alebo kariére a je povazovany za ddlezity nastroj kariérneho tspechu. Viaceré studie
odhalili pozitivny vztah medzi profesiondlnymi sietami a vysledkami kariéry (Baumann, L. &
Utz, S., 2021). Profesionalne vytvaranie sieti je kI'ucovou zru¢nost'ou v oblasti riadenia kariéry,
ktorti jednotlivec potrebuje hlavne v obdobi spomalenia ekonomiky. Niekol'ko stratégii
zameranych na zamestnatelnost’ sa usiluje o vytvaranie profesiondlnych sieti vratane
mentoringu, pohovorov s informaciami o kariére, ucenia integrovaného do préce,
elektronickych portfolii a vyziev v oblasti inovacii v priemysle (Healy et al., 2023).

Podla Colak a Tanyildizi, sa takmer 90 percent manazérov pracujicich na oddeleni
Pudskych zdrojov obava fluktudcie zamestnancov. To znamena zvySenu konkurenciu pre
kvalifikovanych a vzdelanych pracovnikov. Aby sme vSak mohli premyslat’ o efektivnejSom
riadeni talentov, oCakava sa, ze sa doraz presunie predovSetkym na zlepSovanie zrucnosti
svojich zamestnancov prostrednictvom manaZzérskeho pristupu zaloZeného na zru¢nostiach. Pre
podnik je vyhodné zamerat’ sa na talenty vlastnych zamestnancov a na ich rozvoj zruc¢nosti.
Nasledne st zamestnancom poskytnuté potrebné kvalifikaéné programy zamerané na rozvoj,
umozni to podniku udrzat’ si kvalitni pracovnu silu (Colak, M. & Tanyildizi, E., 2023).

Vysledkom je, ze ak podniky budi venovat’ vacSiu pozornost’ rozvoju zamestnancov,
poskytovat im moznosti vzdelavania sa, budi vediet' efektivnejSie celit’ ekonomickym
situdcidm ako napriklad pandémia COVID-19. Nésledne budi podniky vediet najst’
flexibilnejsie rieSenia pomocou talent manazmentu a rozvoju kvalifikovanej pracovnej sily.
Podl'a Linda Jingfang Cai (2023) poskytnutie nastrojov zamestnancom na podporu ich
kariérneho rozvoja a ponuknutie ciest k internej mobilite zvySuje angazovanost’ zamestnancov
a rozSiruje zrucnosti pracovnej sily. Zrucnosti potrebné pre akukol'vek danu pracu sa menia
rychlejsie ako kedykol'vek predtym. Udaje zozbierané spolo¢nostou LinkedIn ukazuji, e od
roku 2015 sa zru€nosti pre pracovné miesta zmenili priblizne o 25 percent a ocakava sa, Ze do
roku 2027 sa toto Cislo zdvojndsobi. Priblizne 89 percent profesiondlov suhlasi s tym, Ze
proaktivne budovanie zru¢nosti pomoze ich organizaciam orientovat’ sa v buducnosti prace
(Jingfang Cai, 2023). Autori sa zhoduju, Ze existuje viacero dimenzii celozivotného vzdelavania
v kontexte profesiondlneho rozvoja ako napriklad twloha zamestnavatelov, potreba
personalizovaného vzdeldvania a vznikajucej potreby celozivotného vzdelavania. Ked'Ze svet
prace a vzdeldvania sa pocas pandémie COVID-19 postupne presuval do online prostredia je
mozné oc¢akavat’, ze tento trend vytlaci osobné ucenie v triede skor, ako sa o¢akavalo. Pokrok
v technoldgii tiez urychlil tento posun, o meni ofakévania tykajuce sa flexibility ucenia sa
v pohybe (Yusoff, A., 2022).
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3 Vyskumny dizajn

Analyticka cast’ ¢lanku je zhotovena na zéklade prieskumu spolo¢nosti Boston Consulting
Group a The Network (Strack et al., 2021), a zdroven na zdklade podkladov dostupnych
v LinkedIn Learning Report publikovaného v roku 2023. Spolo¢nost’ Boston Consulting Group
(dalej BCG) a spolocnost’” The Network (spolu so svojimi pridruzenymi organizaciami)
uskutoc¢nili stidiu medzi oktobrom a decembrom 2020. Celkovo sa jej zicastnilo 208 807 T'udi
v 190 krajinach. Vzorka zahtiala priblizne rovnaky podiel muzov a zien, z ktorych véc¢Sina
pracuje v komercnych odvetviach, ale v prieskume je zastipeny aj verejny sektor a neziskové
organizacie. Vicsina respondentov je vo veku medzi 20 a 40 rokov, avSak prieskumu sa
zucastnili aj respondenti vo vysSom veku ako 40 rokov. Z hladiska vzdelanosti sa Stadie
zucastnili respondenti bez ukonc¢eného vzdelania az po vzdelanie treticho vysokoSkolského
stupiia, t.j. s doktoratom.

V kratkosti predstavime dve spolo¢nosti, ktoré¢ sa na §tadii podiel’ali, a to Boston Consulting
Group a The Network. Bostonska poradenska skupina (alebo Boston Consulting Group, d’alej
BCGQG) je globalny konzulta¢ny podnik, ktora spolupracuje s lidrami v oblasti obchodu s cielom
riesit’ ich najdolezitejSie vyzvy a vyuzit' ich najvacsie prilezitosti. BCG bola zalozena v roku
1963 a dnes tzko spolupracuje s klientmi, pricom je zamerand na transformacny pristup
orientovany na prospech vsetkych zainteresovanych stran, a teda z pohl'adu spolo¢nosti je
cielom umoznit’ rast, vybudovat' udrzatelnu konkurenénu vyhodu a podporit’ pozitivny
spolocensky vplyv (Strack et al., 2021),. Spolo¢nost’ The Network je globalnou alianciou viac
ako 60 poprednych naborovych webovych stranok, pdsobiacich vo viac ako 130 krajinach. The
Network bola zalozena v roku 2002 v Bruseli spolo¢nostami StepStone and Totaljobs
a postupne sa z nej stal globalny lider v online nabore, ktory poskytuje sluzby viac ako 2000
globdlnym korporaciam. V sucasnosti spolo¢nost The Network zdruzuje viac ako 60
poprednych svetovych pracovnych portalov, ktoré spolocne pokryvaju viac ako 150 krajin (The
Network, 2024).

Cielom stadie podniku BCG a podniku The Network bolo identifikovat zmeny na
pracovisku, ktoré vyvolala kriza COVID-19, a ktoré pravdepodobne pretrvaju aj po pandémii
(Strack et al., 2021). Skimané boli vyzvy pre zamestnavatel'ov v oblasti rekvalifikécie svojich
zamestnancov, azaroven aj rizikd pre rozne skupiny pracovnych pozicii zo strany
zamestnancov. Nastrojom §tadie bol prieskum so 40 otdzkami k réznym témam. Ako priklad
modzeme uviest ochotu pracovat’ v zahrani¢i, vplyv pandémie na pracovné preferencie zo strany
zamestnancov, ich ochotu rekvalifikovat sa alebo ucit sa nové zrucCnosti. Informacie
zhromazdené v prieskume (vratane narodnosti I'udi a tiroven hierarchie v ich organizaciach)
umoznili analyzovat’ postoje pracovnikov podl'a réznych parametrov. BCG tiez uskutocnila
nasledné rozhovory s vybranymi ucastnikmi Studie (Strack et al., 2021).

Vysledky stadie BCG a The Network (Strack et al., 2021) su nasledne v analytickej Casti
¢lanku doplnené o poznatky publikované spolocnost’ou LinkedIn prostrednictvom Workplace
Learning Report (Workplace Learning Report, 2023). LinkedIn je jedna z najvicsich platforiem
socialnych sieti pre profesionalov, ktord poskytuje uzivatel'om viacero moznosti vzdelavania
sa v ramci LinkedIn Learning (rozumej u€enie sa prostrednictvom LinkedIn). Podl'a najnovsich
udajov dostupnych v "LinkedIn Learning Report" sa stale viac 'udi chce dozvediet’ o tom, ako
pouzivat’ Al (umelu inteligenciu) vo svojej profesii na zlepSenie procesov, ktoré vedu k rozvoju
zamestnancov pomocou ucenia sa a kariérneho postupu, ¢o v konecnom doésledku vedie k
rozvoju spolo¢nosti. LinkedIn dokaze sicasne uspokojit’ nielen potreby zamestnancov, ale aj
potreby podniku, na jednej strane si zamestnanci mézu zdokonal'ovat’ svoje zrucnosti a znalosti,
pri¢om spolocnost’ je schopna tuto ¢innost’ vykonavat’ s vyuzitim existujucej platformy. Preto
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nie je potrebné venovat' dodatocné interné zdroje spoloc¢nosti na pokrytie tychto potrieb.
Prostrednictvom $tadii sme nasledne skiimali problematiku a vyvodili zavery.

V kontexte zmien sposobenych vplyvom pandémie COVID-19 v ramci $tadie h'addme
odpovede na nasledujuce vyskumné otazky:

1. Moézeme vplyvom pandémie COVID-19 pozorovat zvysSeny zdujem o vzdelavanie
prostrednictvom online institacii?

2. Je vhodné odporucit’ LinkedIn Learning ako néstroj na uspokojenie zvysené¢ho dopytu
po online vzdelavani?

4 Vysledky prace a diskusia

Podl'a studie BCGroup a The Network bola viac ako tretina pracovnikov na celom svete
prepustena alebo musela prijat’ skrateny pracovny ¢as vplyvom pandémie COVID-19 a jeho
nasledkov v ekonomike ako napriklad zatvorenie podnikov alebo spomalenie ekonomickej
¢innosti. Této situdcia sposobila, Ze viacerym zamestnancom bol naruSeny profesionalny Zivot
a tym padom vyvolava aj otdzku ¢i praca, ktortl robili v minulosti, bude pracou, ktort budu
chciet’ alebo mdct’ vykonavat’ aj v budicnosti. Pocit, Ze sa treba pripravit' na profesionalnu
neistotu, neprevlada len v skupine zamestnancov, ktori boli najviac ovplyvneni pandémiou
(napriklad poklesom prijmu) ale prevlada v spolo¢nosti celkovo.

V dosledku pandémie COVID-19 mdzu zamestnanci pocitovat’ neistotu zamestnania,
a teda je pravdepodobné, ze sa zamyslaji nad moznost'ou zmeny kariéry respektive rozsirenia
profesionalnej kvalifikacie. Ukazovatel'om flexibility zamestnancov adaptovat’ sa na zmenu
ekonomického prostredia a situdcie na trhu je ochota rekvalifikovat’ sa. Podl'a prieskumu BCG
a The Network sa z celkovo zii¢astnenych respondentov vyjadrilo nasledovne:

- 68 % respondentov je ochotnych sa rekvalifikovat,
- 28 % respondentov ochotnych sa rekvalifikovat’ v pripade potreby,
- 4 % respondentov nie je ochotnych sa rekvalifikovat'.

Graf 1
Ochota rekvalifikovat’ sa - Celosvetovo

Ochota rekvalifikovat’ sa - Celosvetovo

m 'V kazdom pripade ochotny rekvalifikovat’ sa

m V pripade potreby je ochotny sa
rekvalifikovat’

m Nie je ochotny rekvalifikovat’ sa

Zdroj: vlastné spracovanie, BCG/The Network studia

Ochota rekvalifikovat’ na zéklade prieskumu BCG a The Network je zndzornena na grafe
1. Dalo by sa konStatovat, ze takmer 7 z 10 opytanych je ochotnych sa rekvalifikovat.
Nasledne sa Stadia zamerala na ochotu rekvalifikacie respondentov podl'a irovne ukonceného
vzdelania a vekovej skupiny. Ochota je obzvlast vysokd medzi 'ud’'mi v skorSej a strednej Casti
kariéry, a teda 71 percent respondentov vo veku 21 az 40 rokov je ochotnych rekvalifikovat sa.
Nizsia ochota je zaznamenana vo vekovej skupine do 20 rokov, na tirovni 61 percent. Nasledne,
67 percent respondentov vo veku 41 az 50 rokov je ochotnych rekvalifikovat’ sa, skupina
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respondentov vo vyssej vekovej skupine s rozmedzim 51 az 60 rokov vykazuje v porovnani
s ostatnymi vekovymi skupina nizsiu mieru ochoty rekvalifikovat’ sa, na Grovni 59 percent. Ako
poslednd ostala skupina respondentov starSich ako 61 rokov, ta demonstruje ochotu
rekvalifikacie na Grovni 47 percent. Ochota rekvalifikovat  sa podl'a vekovej skupiny je graficky
znazornena na grafe 2.

Graf 2
Respondenti, ktori st ochotni rekvalifikovat’ sa

Respondenti, ktori st ochotni rekvalifikovat’ sa
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Zdroj: vlastné spracovanie, BCG/The Network Studia

Okrem ochoty rekvalifikovat’ sa podl'a vekovej skupiny sa Stadia zamerala aj na meniacu
sa ochotu podl'a trovne vzdelania. Ako mézeme pozorovat na grafe 2, v pripade Ziadneho
formalneho vzdelania je ochota rekvalifikovat’ sa na urovni 65 percent. S vys$§im ukoncenym
vzdelanim, a teda respondenti so stredoSkolskym vzdelanim a s vysokoSkolskym vzdelanim
prvého stupna vykazuji ochotu rekvalifikovat’ sa na Grovni 71 percent. Ochota je nasledne
mierne nizSia v skupine respondentov s ukoncenym vysokoskolskym vzdelanim druhého
stupiia, a to v miere 64 percent. Respondenti s ukonc¢enym vysokoskolskym vzdelanim treticho
stupiia vyjadrili 59 percentni ochotu rekvalifikovat’ sa. Dalo by sa konStatovat’, ze s vyssou
uroviiou vzdelania ochota rekvalifikacie klesd, co moze byt spdsobené tym, ze kvoli vyssej
urovni vzdelania je aj miera Specifikdcie zamerania na urcitli tematickl oblast’ vyssia. V pripade
ak ma respondent ukoncené vysokoskolské vzdelanie treticho stupna alebo doktorat v oblasti
mediciny so S$pecializaciou napriklad na oblast’ chirurgie, pediatrie alebo iné, je uplne
pochopitelné, Ze ochota rekvalifikovat’ sa na iny odbor je nizsia nakol’ko takato rekvalifikécia
by bola ¢asovo a pravdepodobne aj finan¢ne naro¢nd. Na druhej strane, v pripade absolventa
strednej obchodnej Skoly moéze si najst uplatnenie vo viacerych odvetviach, napriklad
v uctovnictve, administrative, poistovnictve alebo aj informatike, pripadne iné. Tym padom,
ochota rekvalifikacie je pravdepodobne vysSia ako v pripade jednotlivca s doktoratom. A
potom su tu l'udia, ktorych ochota rekvalifikovat’ sa nezavisi od ich zamestnania, veku alebo
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vzdelania, ale od individudlnych charakteristik, ako je chut’ na osobnu alebo profesiondlnu
inovéciu.

VysSie uvedend analyza ochoty rekvalifikdcie respondentov je tzko spéta s ucebnymi
navykmi respondenta. Vzdeldvanie arozvoj schopnosti a zrucnosti je prioritou globalnej
pracovnej sily. Na zéklade prieskumu BCG a The Network (Strack et al., 2021), priblizne 65
percent respondentov venovalo zna¢né mnozstvo ¢asu (niekol’ko tyzdnov alebo viac) uceniu.
Je to skor ojedinelé, aby pracovnik netravil ¢as s u¢enim. Podl'a prieskumu, ¢as straveny u¢enim
do znacnej miery sleduje ochotu rekvalifikovat’ sa. Dodatocne, ¢as straveny ucenim sa je
previazany aj s geografickou metrikou, kde africké krajiny st vd¢Sinou na vrchole zoznamu a
europske krajiny sl na konci. Moze to byt Ciastoéne sposobené rozdielnymi vzdelavacimi
systémami, nakolko jednotlivci v zapadnych ekonomikach &asto prechadzaji zdihavymi a
vysoko Struktirovanymi vzdeldvacimi procesmi, ktoré im davaju zrucnosti a znalosti, ktoré
mdzu okamzite uplatnit’ v pracovnom svete. Naopak, pre menej rozvinuté ekonomiky nie je
také bezné mat’ vysokokvalifikovanych absolventov na trhu prace ¢o mdze byt dovodom pre
vyssi zaujem o odbornu pripravu.

Ucebné navyky ovplyviuju okrem domovskej krajiny pracovnika aj iné faktory. Vek je
jednym z nich. Zvyk ucit’ sa je najsilnejsi u tych, ktori st na zaciatku svojej kariéry a neskor sa
vytraca. Uroven dosiahnutého vzdelania je tiez faktorom Gasu straveného uéenim, pricom ti
najvzdelanej$i s vidcSou pravdepodobnostou travia kazdy rok urCité mnozstvo cCasu s
obnovovanim svojich zru¢nosti. Vzdelani l'udia maju tiez tendenciu byt zamestnani v
zamestnaniach zalozenych na vedomostiach (prikladmi st inzinierstvo, veda a pravo), kde sa
neustale neucit’ znamena riskovat’ zastaranie. Vysledky vyskumu st suhrnne prezentované na
grafe 3.

Graf 3
Respondenti, ktori kazdoro¢ne stravia aspon niekol'ko tyzdiiov vzdelavanim sa

Respondenti, ktori kazdoroc¢ne stravia aspoii niekol’ko tyzdiiov vzdeladvanim sa
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Zdroj: vlastné spracovanie, BCG/The Network Studia
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Podla prieskumu BCG a The Network (Strack et al., 2021) v roku 2020 nastala jedna z
najvacsich zmien vo vzdelavani, a to rychly rast online néstrojov na ucenia sa. Pandémia
sposobend ochorenim COVID-19 je len poslednym globalnym Sokom, ktory mal znacné
ekonomické nasledky. Nepredvidatelné situdcie v ekonomike v spojitosti s rastiicou
tendenciou smerom k automatizacii ohrozuju organizacnt stabilitu a vyZzaduju si schopnost’
adaptovat’ sa od pracovnikov na celom svete. Zamestnanci su otvorenejsi ako kedysi uceniu sa
mimo fyzickej ucebne. V skutocnosti to teraz niektori I'udia uprednostiiuju, ¢o spdsobuje, Ze aj
ponuka online kurzov sa zna¢ne zvysila.

Graf 4 znédzoriiuje nastroje ucenia sa, ktoré boli pouzité na tréning alebo rozvoj zru¢nosti
zamestnancov. Ako mozeme pozorovat’, podiel 'udi, ktori pouzivaji na vzdelavanie bud’ online
vzdelavaciu institiciu, alebo mobilna aplikaciu vyrazne vzrastol medzi rokmi 2018 a 2020.
V oblasti online vzdelavacich institucii vidime, Ze narast medzi rokmi 2018 a 2020 je na urovni
18 percent. Co sa tyka mobilnych aplikacii, taktiez méZeme pozorovat' narast z 24 na 36 percent
ateda narast na arovni 12 percent. DalSou zmenou od roku 2018 je zvySené vyuZivanie
vladnych vzdelavacich programov. Vyuzivanie takychto programov sa viac ako zdvojnasobilo,
pravdepodobne kvoli snahdm vlad zvysit kvalifikaciu a rekvalifikaciu pracovnikov pocas
pandémie. V ostatnych oblastiach pozorujeme taktiez zvysSenie pouzivania do rozmedzia 5
percent, okrem oblasti samostidia, ktoré zaznamenalo pokles o 1 percento.

Graf 4
Nastroje ucenia sa, pouzivané v roku 2018 a 2020 na trénovanie alebo rozvoj zru¢nosti

Nastroje u€enia sa, pouzivané v roku 2018 a 2020 na trénovanie alebo rozvoj
zruénosti
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Zdroj: vlastné spracovanie, BCG/The Network Studia

Aby bolo mozné lepsie interpretovat’ zmenu, ktord nastala medzi rokmi 2018 a 2020
vypocitala sa tiroveit medziroc¢nej percentudlnej zmeny. Ked'ze disponujeme idajmi o percente
respondentov, ktori pouzivali urCity néstroj na trénovanie arozvoj zrucnosti v roku 2018
a v roku 2020, vieme vypocitat’ percentudlnu zmenu medzi danymi rokmi. Vysledok by bol
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vyjadreny v percentach a demons$truje mnozstvo zmien medzi dvoma vybranymi rokmi a
vypocita sa takto:

[(Cislo v neskor$om &ase / &islo v skor§om &ase)-1] * 100

Na zaklade vyssie uvedeného je mozné vidiet’ vysledky vypoc¢tu medzirocnej percentudlne;j
zmeny v Tabulke 1 nizsie.

Tabulka 1
Medzirocné percentudlna zmena v ndstrojoch pouzitych na tréninovanie a rozvoj zru¢nosti
Nastroj pouzity na trénovanie a rozvoj zru¢nosti Percentualna
Zmena
Samostadium -2%
Skolenie na pracovisku (vratane kou¢ovania a rotacie medzi 7%
oddeleniami)
Tradi¢né vzdelavacie institicie (akademické a odborné tituly) 9%
Konferencie a semindre 9%
Mobilné aplikécie 50%
Online vzdeldvacie inStiticie 60%
Vladne programy 129%

Zdroj: vlastné spracovanie, BCG/The Network stidia

Vo vzt'ahu k predchadzajucim udajom a na zdklade vypoctu medzirocnej percentudlnej
zmeny moézeme konStatovat’, Ze najvyznamnej$i narast vo vyske 129 percentudlnych bodov
mdzeme pozorovat vo vyuzivani vlddnych vzdelavacich programov. Nasledne,
najsignifikantnejsi percentudlny nérast medzi rokmi 2018 a 2020 mdzZeme pozorovat’ v oblasti
online vzdelavacich institucii vo vySke 60 percent a v oblasti mobilnych aplikacii na urovni 50
percent. Vplyvom pandémie COVID-19 sa na jednej strane snazili vlady reagovat’ na vzniknuti
situdciu a podporit’ rekvalifikaciu a vzdelavanie sa jednotlivcov. Na druhej strane, mézeme
pozorovat’, ze zaujem o online vzdeldvanie ¢i uz prostrednictvom online vzdeldvacich institacii
alebo mobilnych aplikacii vyrazne stipol. Zvys$né nastroje konferencie, Skolenia, seminare
zaznamenali narast v rozmedzi do 10 percent, okrem samostudia, ktoré mierne kleslo.

V kontexte vyskumnej otdzky je na zaklade zisteni mozné zodpovedat’ vyskumnu otazku:

Mozeme vplyvom pandémie COVID-19 pozorovat zvyseny zdujem o vzdelavanie
prostrednictvom online institucii?

Na zdklade vysSie uvedenej Stidie a analyzy dat mozeme konStatovat, Zze vplyvom
pandémie COVID-19 je zvySeny zaujem o vzdeldvanie prostrednictvom online vzdeldvacich
inStitacii. Medzirocny percentudlny narast v oblasti online vzdelavacich institacii je vo vyske
60 percent. Dodato¢ne, mobilné aplikécie, ktoré su pouzité ako néastroj na trénovanie a rozvoj
zruénosti zaznamenali taktiez medziroény percentudlny néarast vo vySke 50 percent.
V porovnani s tym, nastroje na trénovanie a rozvoj ako napriklad (a) konferencie a seminare,
(b) tradi¢né vzdeldvacie institucie (akademické a odborné tituly) alebo (c) Skolenie na
pracovisku (vratane koucCovania a rotidcie medzi oddeleniami) nezaznamenali medziro¢ny
narast vyssi ako 10 percentudlnych bodov. Na zdklade toho, je mozné tvrdit’, Ze sa dopyt po
online nastrojoch na vzdelavanie sa zvysil, a na vyS$Sej trovni ako viac ako dopyt po tradi¢nych
vzdelavacich prostriedkoch ako napriklad fyzické hodiny.

Vyzvy globalnej pandémie, nedostatku zru¢nosti a ekonomickej neistoty mali za nasledok
zvySeny dopyt po online tréningoch, ¢o sposobilo rozvoj viacerych online platforiem, ktoré
tieto sluzby poskytuji. Ako priklad platformy, ktord poskytuje online tréningy mézeme uviest’
spolo¢nost’ LinkedIn. Pandémia spdsobila Sokové viny vratane naruSenia talentov, inflacie,
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nedostatku zrucnosti ato sposobilo globdlne napétie. Kedze si vSak stile viac podnikov
uvedomuje, ze narocné vyzvy si vyzaduju nové zru¢nosti zamestnancov, spolocnost’ Linkedin
vie pokryt zvySeny dopyt po online tréningoch. Podl'a Workplace Learning Report
publikovaného spolo¢nostou LinkedIn vroku 2023 (Jingfang Cai, 2023), az 89 %
profesionalov suhlasi s tym, ze proaktivne budovanie zru¢nosti zamestnancov pomdze
orientovat’ sa v rozvijajucej sa buducnosti prace. Mnoho organizacii sa po pandémii stretavalo
s bezprecedentnou fluktuaciou zamestnancov. Odbornici na rozvoj talentov nad’alej zapasia s
nedostatkom zru€nosti a rizikom fluktuécie kritickych talentov.

Ked’ze podniky hl'adaji spdsoby, ako sa orientovat’ v zmene priorit, rasticich ocakavaniach
zamestnancov a ekonomickej neistote, vzdelavanie vzdy pomodZze vybudovat zrucnosti a
rozvijat' I'udi pre silnejSiu budicnost. Na zdklade LinkedIn Learning Report publikovaného
v roku 2023 (Jingfang Cai, 2023), si profesionali musia najst’ ¢as na budovanie vlastnych
zruénosti. Spolocnost’ LinkedIn uskuto¢nila medzi Septembrom a Oktdbrom roku 2022
prieskum na zaklade Statistickych tdajov o spravani sa, ktoré boli vygenerované z miliardy
datovych bodov vytvorenych viac ako 800 milionmi ¢lenov LinkedIn platformy po celom svete.
Na zaklade prieskumu boli identifikované nasledovné zruc¢nosti ako najddlezitejsie pre rozvoj
profesionéalov:

- Prezenta¢né schopnosti,
- Analytické schopnosti,
- Zakaznicke zrucnosti,

- Opera¢ny manaZment,
- ZlepSenie procesu.

V danych oblastiach nasledne spolo¢nost’ LinkedIn odporucila kurzy, ktoré¢ zodpovedaji
dopytu po najrychlejsie rastiicich zruénostiach. Prehl’ad online kurzov, ktoré st k dispozicii na
online elektronickej platforme LinkedIn v Casti LinkedIn Learning (z anglického nazvu
vzdeldvanie sa) st zhrnuté v tabul’ke 2 nizsie.

Tabulka 2
Odporucané kurzy, ktoré zodpovedaju najrychlejSie rastiicim zru¢nostiam
Zrucnosti Nazov online kurzu InStruktor
Prezentacné Vytvaranie a poskytovanie prezentacnych Jessica Chen
schopnosti nano tipov
Analytické Uvod do obchodnej analyzy John  Ariansen and
schopnosti Madecraft
Zakaznicke Zakaznicka sktsenost: Vytvaranie Myra Golden
zruénosti zakaznickych osobnosti
Operacny Zaklady riadenia prevadzky Eduardo Davila
manazment
Zlepsenie procesu | Vytvaranie kultiry neustaleho zlepSovania | Vincent Mirabelli
sa

Zdroj: vlastné spracovanie, LinkedIn Learning Report 2023

Prehl’ad tychto klI'iCovych zrucnosti je zivotne dolezity pre kazdé podnikanie. Tvorcovia
LinkedIn Learning (Jingfang Cai, 2023) poskytuji zaujimavé lekcie s uZito¢nymi
informaciami. Ako zdkladni zrucnost’ sa povazuje schopnost’ poskytovania efektivnych
prezentéacii v kombindcii s vystupovanim na verejnosti. Online kurz v oblasti prezentacnych
zru¢nosti sa adaptuje na novo vyniknutt situdciu vplyvom pandémie COVID-19 a poskytuje
odporucania ako vytazit maximum z digitdlnych prezentanych platforiem, aby bol vzdy
dosiahnuty pozadovany vysledok, hlavne pocas prace na dialku alebo z domu. Nakol'ko su data
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mimoriadne cennym zdrojom pre fungovanie podniku, je nevyhnutné disponovat’ zru€nostami
potrebnymi na to, aby jednotlivec mohol zacat’ zbierat’, sledovat’ a analyzovat’ rozne tidaje
vratane predajnych ¢i marketingovych metrik, ktoré mozno pouzit’ na vytvorenie stratégie.
Okrem toho, je na dneSnom konkurenénom trhu nevyhnutné poznat svojho zékaznika
a z pohladu podniku je nutné optimalizovat’ zdroje tak, aby sa zacielilo na T'udi, ktori s
najvacsou pravdepodobnost’ou podnietia predaj. Na jednej strane zdkaznici chcli hodnotu a na
druhej strane podniky pozaduju produktivitu. Prave preto, je nevyhnutné identifikovat’ opera¢né
systémy a pouzivat’ nastroje a koncepcie riadenia operacii za tcelom zlepSenia vysledkov,
efektivnosti a inovacii. V stvislosti stym, je dolezité pokryt vSetky aspekty riadenia
prevadzky, vratane progndzovania a riadenia zasob, ndkupnych rozhodnuti, riadenia ¢akacich
radov, kontroly kvality a obchodnych procesov. Na zaver, aby sa podnik udrzal
v konkuren¢nom prostredi s neustale rozvijajucimi sa technoldgiami je dolezité zamerat’ sa na
vzdelavanie I'udského kapitalu vo podniku, vratane timového Skolenia, zmeny myslenia a
modelovania spravania, ktoré prispeje k neustalemu zlepSovaniu. VSetky spomenuté zru¢nosti
su zahrnuté vo vyssSie uvedenych online kurzoch.

V kontexte vyskumnej otdzky je na zaklade zisteni mozné zodpovedat’ vyskumnu otazku:

Je vhodné odporucit’ LinkedIn Learning ako ndstroj na uspokojenie zvyseného dopytu po
online vzdelavani?

Na zéklade vysSie uvedenej Stadie a analyzy dat je m6zné povazovat’ LinkedIn Learning
za vhodny nastroj na uspokojenie zvySen¢ho dopytu po online vzdeldvani. Okrem vysSie
uvedenych online kurzov zameranych na kl'icové zru€nosti, online platforma LinkedIn
Learning poskytuje online kurzy aj zinych oblasti. Na zaklade toho si podniky vedia
prisposobit’ a vybrat' online semindr, ktory zodpovedd potrebam zamestnancov a rozvoju
Specifickych zrucnosti podl'a pracovnej naplne.

5 Zaver

Na zéklade zisteni, m6Zzeme konstatovat’, ze v obdobi od vypuknutia pandémie COVID-19
nastal posun v moznostiach vzdelavania sa a to skor smerom k online vzdelavacim kurzom.
Ako mozeme pozorovat v §tidii BCG a The Network, v désledku pandémie COVID-19
prevlada pocit neistoty zamestnania, a prave preto sa zamestnanci zamysl'aji nad moznost'ou
roz$irenia profesionalnej kvalifikacie. Ukazovatel'om flexibility zamestnancov adaptovat’ sa na
zmenu ekonomického prostredia a situacie na trhu je ochota rekvalifikovat’ sa. Na zaklade
prieskumu, priblizne 7 z 10 opytanych je ochotnych sa rekvalifikovat. V nadvéznosti na to, sa
Studia BCG a The Network d’alej zamerala na mnozstvo ¢asu straveného ucenim sa. VicSina
respondentov (priblizne 65 percent) venovala niekol’ko tyzdiiov uceniu a je to skor ojedinelé,
aby jednotlivec netravil cas sucenim. Do znacnej miery je toto percento ovplyvnené
geografickou lokalitou jedinca, vekom, ale aj ukoncenym stupfiom vzdelania. Nasledne sa
prieskum zameral na néstroje ucenia sa, ktoré boli pouZité na tréning alebo rozvoj zru¢nosti
zamestnancov. Nakol'ko disponujeme udajmi za rok 2018 a 2020, bolo mozné analyzovat’
vplyv pandémie COVID-19 na zmenu v ueni sa. Mozeme konStatovat’, ze jednotlivci st
otvorenejsi uceniu sa mimo fyzickej ucebne v roku 2020 ako boli vroku 2018. Bolo
preukdzané, Ze medziro¢ny narast jednotlivcov, ktori pouzivaji online vzdelavaciu institiciu,
alebo mobilnu aplikaciu za ¢elom vzdelavania vyrazne vzrastol medzi rokmi 2018 a 2020.
V oblasti online vzdelavacich institucii vidime, Ze medziro¢ny percentudlny narast medzi rokmi
2018 a 2020 je na trovni 60 percent a o sa tyka mobilnych aplikacii narast je na urovni 50
percent.

V suvislosti s uvedenym sme d’alej vyskum orientovali na spolo¢nost’ LinkedIn, jednu
znajvacsich online platforiem v oblasti vytvarania profesiondlnych sieti. Podl'a LinkedIn
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Workplace Learning Report az 89 percent profesiondlov suhlasi s tym, ze proaktivne budovanie
zru¢nosti zamestnancov pomdze orientovat’ sa v rozvijajucej sa budicnosti prace. Spolocnost’
Linkedin Learning vie pokryt zvySeny dopyt po online tréningoch. Na zaklade LinkedIn
Learning Report si najziadanejSie zru€nosti v nasledujiicich oblastiach: prezentacné
schopnosti, analytické schopnosti, zdkaznicke zru€nosti, operatny manazment, a zlepSenie
procesu. Niet pochyb o tom, ze LinkedIn je rychlo rastiica globalna profesionéalna siet, ktora
mobze byt cennym nastrojom pre podniky, ale aj pre jednotlivcov. Oblast vzdeldvania
zamestnancov je kI'i€ova pre rozvoj podnikov nakolko l'udsky kapital predstavuje dolezitt
sucast’ podniku. Pradve preto povazujeme za najvacsi prinos pre podnikovll prax moznost
pouzitia platformy LinkedIn Learning za ucelom rozvoja zamestnancov. Oboznamenim
jednotlivcov s moznost'ou rozSirovania si profesiondlnej kvalifikdcie prostrednictvom online
kurzov dostupnych na online platforme LinkedIn Learning m6ze zamestnancom pomdct’ odlisit’
sa, uplatnit’ sa na trhu a rozvijat’ svoje siete, ¢o je v dneSnom konkurenénom pracovnom
prostredi nevyhnutnost’ou.

RieSenie roznych situacii si vyzaduje nové a lepSie zrucnosti a ucenie sa je cesta, s ktorou
sa vedia lahSie prekonat’ rézne situdcie v ekonomike. Velké programy na zvySovanie
kvalifikdcie a rekvalifikacie si vyzaduji cas. Svizné organizacie mdzu inSpirovat’ viac k
budovaniu zru¢nosti na individualnej urovni tym, ze ponukaju prilezitosti na kariérny rozvoj.
Kultara zamerana na l'udi uznédva, ze Uspech organizéacie zavisi od uspechu T'udi. A tato
jednoducha pravda vedie dizajn zamestnaneckych sktsenosti, od nastupu az po vystup, s
Pudskymi potrebami v centre.

Z hladiska obmedzeni vyskumu mozno za jeden z nich povazovat’ zdroj dat pouzitych na
analyzu a vyskumnu cast’ ¢lanku, ktord bola zhotovend na zadklade prieskumu spolo¢nosti
Boston Consulting Group a The Network, a zaroven na zdklade podkladov dostupnych
v LinkedIn Learning Report publikovaného v roku 2023. Inymi slovami, obmedzenim tejto
Studie skutoCnost, Ze vysledky su zalozené prevazne na udajoch dostupnych v spomenutych
reportoch a nezahfiiaju iné zdroje. V dosledku toho sa interpretacie inych autorov mézu lisit’ v
zavislosti od zdroja pouzitého na vykonanie vyskumu stadie.

Z hladiska d’alSieho skumania problematiky povazujeme za potrebné preskiimat’ rdzne
aspekty, ktoré mézu ovplyvnit’ vysledky Studie ako napriklad uzsie Specifikovana geograficka
lokalita skimanej vzorky jednotlivcov, uzsie Specifikovana vekova skupina skimanej vzorky
jednotlivcov, pripadne pouzitie iného zdroja dat. NavySe je mozné skumat’ viacero online
vzdelavacich kurzov, ktoré st dostupné na online platforme LinkedIn, ich spitné védzby ako
napriklad spokojnost’ jednotlivcov, uspesnost’ absolvovania kurzu, pocet jednotlivcov, ktori
kurz absolvovali a pod. Okrem toho sa budice smerovanie vyskumu moze zamerat’ aj na iné
online platformy, ktoré poskytujt sluzby v oblasti online vzdelavania sa.
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Printed Media — Newspaper and Magazines in a Digital World

Miroslav Téoth

Abstract

The topic of this article is newspaper and magazine publishing. The aim of the article is to
examine current trends in newspaper and magazine publishing and to select risk factors that
affect the future of newspaper and magazine publishing. The newspaper and magazine
publishing industry is experiencing significant changes, influenced by technological advances,
changing consumer behavior and evolving market dynamics. Together, these factors contribute
to the continued decline in print copy sales of newspapers and magazines, pushing the industry
towards digital transformation and exploration of new business models. The publishing
industry's adaptive strategies in response to technological advances and changing consumer
behavior aim to create a more sustainable, engaging and inclusive future for newspapers and
magazines. Publishers must constantly innovate their product's path to the customer, diversify
revenue streams, and adapt to changing consumer preferences and technological advances. As
a result of the continued decline in print circulation of newspapers and magazines, the
publishing industry is moving towards a predominantly digital future. These facts also support
the reading habits of individual age groups and their digital skills.

JEL classification: Z10, Z18, F43, L82, O30, 033, O34.
Keywords: newspaper and magazines publishing industry, digitization, changes in publishing
industry

1 Introduction

The newspaper and magazine publishing industry has been undergoing significant changes
in recent years, primarily as a result of technological advancements, innovations, changing
behavior of different age groups of consumers, and the resulting growing market dynamics.
Newspapers and magazines are no longer just traditional print media, but have undergone a
transformation that includes digital formats, multimedia content and interactive elements.

As digital platforms expand and evolve, questions about the relevance of traditional print
formats are becoming more frequent. Rather than becoming obsolete, print newspapers and
magazines are likely to transform and adapt to a changing environment shaped by technology,
economics and consumer preferences.

In the current era dominated by smartphones, social media and instant digital updates, the
meaning and role of printed newspapers and magazines is undergoing a significant
transformation. For decades, print media has been the primary source of news and information,
but the rapid rise of digital platforms has forced the industry to rethink its purpose and
relevance. The decline of traditional print formats is undeniable, but this shift does not mean
the complete demise of print media. Instead, he suggests an emerging field where print remains
viable, albeit in a new form.

The explosion of online platforms has rapidly changed the way people consume news and
entertainment, leading to a decline in print and advertising revenue. However, rather than
signaling the complete demise of print, these changes indicate an evolving media environment
in which print is adapting to new roles and markets. This article examines the future of print
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newspapers and magazines, focusing on their challenges, opportunities, trends, risks and
continued relevance in a digital world.

2 Current State of the Solved Problem at Home and Abroad

At the beginning, we want to explain the differences between newspapers and magazines,
as well as between press coverage, news, and journalism. A newspaper is a printed matter that
informs about current social events through news and publicism (resp. attitude or opinion texts)
takes an attitude towards it, so that the public can find their way in it, or primarily entertain
themselves through these components. Accordingly, we distinguish newspapers for the elite
(Elite Press), or for the masses (Mass Press), also called tabloids in our country. They have a
predominantly universal, exceptionally specialized character. They come out daily, several
times a week, rarely even less often. In addition to journalistic texts (also visual, including
color), non-journalistic texts (e.g. art) bring, in particular, advertising, thanks to which they can
be sold at a lower price than their production costs. Newspapers are divided into thematic
blocks, sections, often with their own pagination. They have a specific newspaper format: world
(broadsheet), Central European (Berlin), tabloid, or "condensed", are folded into several
columns, based on the so-called newsprint. They are exceptionally bound.

In contrast to them, a journalistic magazine is a press that either does not provide news, or
to a negligible extent, but instead relies on journalism. It primarily has a specialized character,
although universal periodicals of this kind were also published in the past. In addition to
journalistic texts, it publishes even more non-journalistic texts than newspapers. Advertising of
all kinds occupies an important place in the magazine as well. The content is also divided into
thematic blocks, which, however, do not have their own pagination. The variety of formats
makes it difficult to sort them from this point of view. It mainly wraps into a single column.
And it is published on high-quality (usually chalk) paper, which allows equally good
reproduction of visual designs (Vojtek, 2011).

Both newspaper coverage, reporting and journalism are journalistic activities that bring new
news and information from the world around us. The news brings bare information or reports
that are presented objectively. In addition, journalism evaluates news and information, it is
interested in the opinion of experts and other interested people, it is subjective - journalistic
reportage usually leans to one side or the other. Publicism (lat. publicus = public, general) is a
designation of the type of journalistic work and the result of such work, which is aimed at the
public and intended for publication. Unlike news, it contains, in addition to information, the
authors' subjective opinion on some current topics (Osvaldova, Halada, 1999).

At the magazine, a digital magazine is distinguished by six key features: it has a beginning,
middle and end; it is edited and curated (has an editorial alignment), is divided into sections
previously established); it has an aesthetic treatment much more appealing than a newspaper;
it's date-stamped (it has series of issues published in a specific date, usually weekly, monthly
or quarterly); its contents are permanent, suffering only minimal corrections; it is periodic
(created to have subsequent issues). Following this, we can conclude that many publishers use
the expression “digital magazine” wrongly, just to characterize a site or the online presence of
a print magazine, evenif they don'have a beginning, a midle or an end or periodic issues (Silva
Santos, 2011).

Gordon (2011, s. 9) lists three characteristics digital magazines: a) interactive digital
magazines are designed to compete for the attention on online readers, not print readers, so
pages are formatted to by viewed on a computer screen whit larger type, contain “digital extras”,
such as flash animation, embedded video, etc.; b) interactive digital magazines are designed for
easy interaction between readers and the magazine. For example, readers can share their
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thoughts, comments, complete a survey, click to play content in the form of digital extras or
click to download additional content, register for membership, share the magazine on social
media, etc.; ¢) interacive digital magazines contain ads that readers can interact whith.

In a world where misinformation spreads rapidly, print media is a symbol of trust and truth.
Print media, with their tangible nature and enduring value, provide a reliable source of
information about the past as well as the future. With print comes confidence. Once printed
media is released, it cannot be changed — while its digital counterpart is ephemeral, available
one minute and gone the next. Print media is specific. In an era dominated by the rapid spread
of misinformation online, the importance of traditional print media cannot be overstated. An
online study by Loughborough University's Center for Civic Culture reveals a worrying trend,
with 42.8% of news sharers admitting to spreading inaccurate or fake news. The emergence of
highly sophisticated "deepfakes" images only exacerbates this serious problem (UPM
Communication Papers 2024).

According to Two Sides (2017), more consumers believe they understand a story better
when they read it from print media (65%) than from online news sources (49%), but
importantly, they trust stories read in print newspapers more ( 51%). than stories found on social
networks (24%). Most consumers (76%) said they were concerned about the "fake news" trend.
In an era where personal data protection is a primary concern, the tangible realm of paper
eliminates concerns about receiving cookies, hacker threats, and provides tangible signature
confirmation.

Waschkova (2012; pp. 15-16) presents selected trends that have an impact on the
transformation of traditional journalism and affect the work of journalists in print and online
media:

- akey factor is the introduction of new technologies that have an impact on the functioning
of the media organization, journalistic work, the form of media content and reading
habits,

- atrend affecting the functioning of the media organization, or of the journalistic routine,
is an acceleration that is concretely manifested by the transformation of the structure of
the journalist's productive day; merging the functions of journalists with a potential
decrease in the quality of content,

- technologies enable the emergence of a trend of interconnection, which manifests itself
mainly at the level of content convergence; flipping content between traditional and
online media; in the strict division of content type for traditional and online media; or in
the pressure of the growing consumption of materials for both types of media,

- technologies, or the interactive form of online media affects the user habits of the recipient
of media messages, which can be summed up in the trend of involvement, which is
manifested mainly by the fact that the agenda is determined by the user; users are
demanding and the distinction between producer and consumer, journalist and user is
blurred.

Tuser (1997) characterizes newspapers and magazines as follows:

Newspapers:

- interms of content, they deal with a wide range of events and phenomena of society's life,
addressing every potential addressee, regardless of demographic characteristics; have
universal content, including some specialized periodicals, such as business newspapers,

- in terms of the frequency of departures, they are characterized by a higher periodicity,
most often daily or bi-daily, but in the case of the mentioned specialized ones (corporate,
possibly also regional and local) often also with a lower periodicity, weekly or bi-weekly,
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- from the point of view of the mutual share of journalistic genres, they publish more news
and other topical informational journalism, or non-journalistic expressions rather than
journalism; it results primarily from the higher periodicity and universality of the content,

- from the point of view of the form of processing, they apply a specific newspaper
typographic arrangement, printing technique (e.g. offset printing), production technology
and use of material, e.g. newsprint with a low pulp content, or well-glued and machine-
smooth offset paper.

Magazines:

- interms of content, they usually deal with a defined topic, higher specialization according
to the focus, interests or demographic characteristics of the audience,

- in terms of departure frequency, they are characterized by lower periodicity, most often
weekly, bi-weekly, but also monthly and lower,

- from the point of view of the mutual share of journalistic genres, there are more
journalistic, or non-journalistic speech rather than news,

- from the point of view of the form of processing, they apply specific magazine
typography, printing technique (e.g. gravure printing), production technology and
material use (e.g. offset paper or low-glued and very well smoothed and supple gravure
printing paper).

Newspapers are the oldest periodical printed matter, which usually has a universal character,
daily periodicity and brings to the widest public information about current events in all areas of
society's life, which it usually comments and analyzes. The four basic features of a newspaper
are (Novinarska prvouka, p. 71): publicity, i.e. public, general availability; 2. actuality, relation
to the present, everything new and current is important; 3. universality — variety of content, no
topic is left out; 4. periodicity — occurrence at regular intervals, or cycles. Additional features:
5. availability, i.e. unlimited use regardless of time and place, or 6. rendering in writing and
print, lost their importance with the advent of internet newspapers.

Magazines are periodically published printed media that are published at longer intervals
than newspapers (Novinarska prvouka, p. 74). At most once a week and at least twice a year.
Compared to newspapers, magazines are not closely related to topicality and their thematic
scope is not as broad as that of newspapers.

3 Research Design

The topic of this article is newspaper and magazine publishing. In the post, we focus on
current changes caused by technological progress, reader preferences regarding the choice of
media in printed or digital form and other facts.

The aim of the article is to examine current trends in newspaper and magazine publishing
and to select risk factors that affect the future of newspaper and magazine publishing.

The initial goals of the research are:

- explain the difference between the main features of newspapers and magazines,

- find and explain the main trends in publishing newspapers and magazines,

- research of literary sources from the academic field,

- research of the resources of specialized institutions in the field of publishing newspapers
and magazines, to search for published opinions and experiences of the professional
public.

The object of investigation is generally the industry of publishing newspapers and
magazines. The form of publication can be physical and digital. For this reason, we examine
selected issues:
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- digital transformation, news and magazine digital publishing,
- personalization of newspaper and magazine content,

- multimedia content,

- adaptation through hybrid models,

- printing as a specialized and luxury product.

The source of information, research samples, are publicly available scientific and
professional articles from the academic environment, research results of relevant institutions
specialized in the field of publishing newspapers and magazines, published opinions of experts
from practice. The results of the work are processed in the form of retrieval.

4 Result of the Paper and Discussion
a) Digital transformation, news and magazine digital publishing.

With the rapid development of information technology and the popularity of the Internet,
traditional media are facing great challenges (Geng, 2024). The circulation and influence of
paper newspapers and magazines is gradually declining, while the rise of digital media has
brought a completely new competitive pattern and development opportunities to traditional
media. Analyzing the process of digital transformation of specific newspapers, the author
concluded that the newspaper effectively used digital technologies to expand multimedia
content and improve social media interaction, and these measures significantly increased its
impact and engagement of readers. It can be seen that digital transformation is of great
importance in optimizing the spread of social information.

Publishers operating on both the print and digital markets are having problems with the
massive decline in sales of printed newspapers and magazines in recent years, they have lost
not only readers, but also many advertisers. Publishers are therefore struggling to make a profit
(Heise, Dennstedt, 2018).

According to Lecner and Appelgren (2007), electronic distribution challenges the
newspaper industry to find new ways of publishing; as a result, news content could be processed
on and for different output platforms. Electronic paper (e-paper) could become the main channel
for publishing newspapers due to its ability to display content in a paper way, with lighter
weight, lower energy consumption and easier handling compared to a computer, but without
large publishing. and distribution costs associated with printed newspapers.

Lewis (2022) highlights that digital content is very different from print on paper.
Developing procedures that exploit the differences is an ongoing process that is still ongoing.
Digital technologies have been used in publishing for over fifty years.

Cherian (2015) conducted a survey on readers' relationship with print and digital
newspapers. He found that the vast majority of respondents, regardless of gender, nationality,
age, education and income, prefer online media, especially the Internet. The only exception is
a pensioner over the age of 50 who still prefers print media, specifically newspapers. It confirms
that there is no statistically significant relationship between reasons and media type preference.
This means that the reasons do not differ significantly by media type. It can be empirically
concluded that online media influence print media. The impact of online media on print media
is reflected in various aspects of print media such as demand, subscriptions, market share, print
revenue, advertising revenue, and profitability.

b) Personalization of newspaper and magazine content.

With the advent of big data and advanced algorithms, publishers are trying to offer
personalized content. By analyzing reader behavior, they can tailor content to their preferences,
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increasing engagement and satisfaction. Readers receive recommendations for articles of
interest based on their past behavior and preferences.

Delivering personalized news content depends on the ability to predict user interests. In
their research, Sela et all (2014) found that satisfaction with all news releases was high, but
participants preferred personalized releases. User interest was weakly correlated with reading
length, article length, and reading order. They propose that personalized newspapers contain
both general information and personalized items selected based on specific combinations of
measurements for each of the different news topics. Content personalization—automatically
modifying text and multimedia features within articles based on the reader’s individual
features—is evolving as a new form of journalism.

Traditional news providers, especially newspapers, continue to be responsible for the vast
majority of original reporting, according to their survey by Thurmarn and Shifferes (2012).
However, this important function (original and local news) is being eroded by declining
advertising revenues and the reluctance of news consumers to pay for online content.
Personalization can help slow, if not reverse, this trend because there is a correlation between
the above-average adoption of personalization and the ability of sites to charge subscriptions,
and secondly, if personalization allows traditional news providers to acquire and control a lot
of data about their readers. Control over such data will be vital as online advertising continues
to become more dynamic, targeted and data-driven.

According to a study by Monzer et all (2020), users cannot distinguish between message
personalization and commercial targeting, which can negatively affect their perception.
Because of this, there is a contradiction in how users see themselves as active participants in
the process, but lack the tools to influence the publisher. User concerns extend beyond privacy
to what information they receive and their right to personal autonomy. The solution is the ability
to dynamically adjust the reader's profiles for interest in news. They found that participants
recognize that message recommendation systems can be useful for filtering the amount of
information online. News personalization can have a positive impact on news consumption by
increasing the likelihood that users will read the news. News personalization further allows
users to spend more time consuming news that is personally or professionally relevant to them.

The introduction of news recommendation technologies has changed the way online news
is viewed today. News content can be tailored to each reader's interests, preferences, values,
location, and other characteristics so that news organizations can tailor their content to meet
individual consumer expectations (Thurman and Schifferes 2012). Sehl and Eder (2023) state
that news recommendation can provide new opportunities to engage readers and promote news
diversity. Personalization has become more relevant due to advances in digital technologies and
intelligence algorithms.

According to Thurman and Schiffere (2012. p. 776), personalization of messages is "a form
of interactivity between users of a system that uses a set of technological functions to adapt the
content, delivery and arrangement of communication to the explicitly registered and/or
implicitly determined preferences of individual users". They further state that it is necessary to
distinguish between two main types of personalization: explicit (also referred to as custom or
direct personalization, meaning that users set their preferred types of content, for example by
selecting keywords or location) and implicit (also referred to as indirect personalization) which
derives preferences from collected data using software that monitors the user's activity, while
these types of personalization allow the user to receive news content tailored to their interests).
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¢) Multimedia content.

Modern newspapers and magazines focus on multimedia content. Videos, podcasts,
infographics and interactive elements have become commonplace in digital publications. These
formats enable a deeper and more engaged connection with readers who expect more than just
static text.

Multimedia journalism is the practice of using different types of media, such as text, audio,
video, graphics, and interactivity, to tell stories and engage audiences. Multimedia journalism
can increase the quality, diversity and reach of journalistic content, as well as the skills and
creativity of journalists. This type of journalism provides audiences with greater variety and
choice of media formats and sources, creating more opportunities for interaction and
engagement between journalists and audiences. In addition, multimedia journalism can
generate more traffic, publicity and revenue for journalistic channels (Wilding et al., 2018,
Soltau, 2019; Otuyemi, 2024; Keriazes, 2013).

Multimedia content mainly consists of: high-quality images and photos, video footage,
audio existing alone or with video media, infographics with hover effects and clickable buttons,
animations or small-scale animations such as GIFs, slideshows or image carousels, augmented
reality (AR) and virtual reality (VR), interactive maps, charts, graphs, quizzes and polls, cross-
references and hyperlinks. Multimedia content has a unique ability to grab and hold the
attention of readers. Able to deliver a stronger and more engaging message than standard text,
it's a great way to break up text and make content more engaging: Multimedia content tells a
story, keeps people interested and encourages them to come back for more. And it encourages
users to interact with interactive content instead of text alone.

Multimedia content increases the level of understanding because: images and videos can
explain complex topics. It will be easier for the recipients to understand the presented content.
Some concepts are best conveyed through dynamic storytelling. Multimedia enables the
presentation of complex ideas, processes or products in a visually appealing way. And it makes
complex information understandable and memorable for the audience (Kubala-Chuchnowska,
2024, similarly Cuenca, 1998 and Wilding et all, 2018).

d) Adaptation through hybrid models.

Hybrid models refer to innovative business frameworks that combine elements of traditional
revenue models with new, often digital, strategies to create diverse revenue streams. These
models allow media organizations to adapt to a rapidly changing environment by merging print
and digital formats, subscriptions, advertising and even events to maximize profitability and
reach. The flexibility of hybrid models helps companies manage challenges while taking
advantage of opportunities in a competitive environment.

News web portals are expected to further strengthen their positions, reports Dolidze (2024).
In recent years, digital media have taken over the place where Internet users spend a lot of time,
e.g. social networks. Online journalism has also strengthened its place in the distribution of
alternative news and so-called in the development of various dimensions of citizen journalism.
The term - online journalism - refers to the publication of journalistic content and news in all
forms on the Internet. It includes various types of messages distributed through websites, social
media, email, newsletters and other channels or forms of online communication. Online
journalism, in stark contrast to the more traditional print-related ways of disseminating
journalistic information, allows journalists and producers to present news in a non-linear way,
meaning that information recipients can choose when and how they want to know the news.
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Norkom (2023) selected important digital trends in the newspaper and magazine publishing
industry. It states the following interesting trends:

a) Mobile-First Consumption. Today mobile-first consumption takes the lead position, as
people prefer scrolling through content on their smartphones or tablets.

b) Curated Content Experiences and Artificial Intelligence (AI). A significant global media
trend is the rise of and machine learning. This technology can be used to create more
personalized content, tailored to each individual's taste. Various internet platforms rely
on Al-powered algorithms to tailor content to their users based on their browsing habits
and personal preferences.

c) Multi-Media and Gamification. A wave of technological innovation has completely
redefined the way we consume media. It integrates with multimedia experiences such as
videos, images and games to enhance the entire reading experience. Messages are only
useful if they form a habit where consumers actually engage, but unless they form the
habit early, it won't have an effect in the long run. Gamification is a key driver for such
habit formation. By incorporating interesting and entertaining content, especially in a
competitive digital environment, publishers can increase their appeal and secure a loyal
audience.

d) Older Average Subscriber Age. Across newspapers globally, one of the main
observations is that the paying subscriber base is skewing older. The young generation is
less inclined to financially commit to a news source, preferring to hunt down their
information from free sources.

e) Inflation Affects Subscriptions. The cost of living is hitting people hard, and many
subscribers are giving their commitments a second thought.

f) Data-Driven Commercial Deals and Subscription Growth. Gamification can be used by
newsrooms to tap into the interests of their readers and gain more sponsors. Known or
registered users, compared to anonymous users, are more likely to become paying
subscribers.

Newspapers and magazines alike offer digital editions to complement their physical
offerings. Available through apps or online platforms, digital newspapers and magazines give
readers the convenience of accessing content on the go while maintaining the aesthetic quality
of print. In addition, many newspapers and magazines have also developed multimedia content
such as podcasts, video series and social media to reach a wider audience (Media Center, 2024).

Mobile news apps are a lure to attract new users to news publishers' websites. shopping
experience based on mobile consumption. This can make shopping easier and give
subscriptions a much-needed boost. Interactive reading experiences are a way to get
information and increase the level of engagement. The best strategy to attract younger people
is gamification. Example: young people are looking for more exciting ways to expand their
financial knowledge. And that's where gamification comes in, making news content easier to
digest and more engaging — especially in areas that are usually hit-or-miss like financial news.
Live streaming platforms are taking the stage and enabling small teams to achieve big feats. As
the media industry navigates the turbulent waters of cost-cutting, live blogs allow small teams
to publish with maximum efficiency and deploy top-notch content without draining resources.

Some subject journals can be taken seriously even after print, and thus such a category will
remain relevant because some, but not all, titles use specific strategies to jump to online or other
digital delivery, with their status and influence intact, Dietzl (2014) argues.

In his study, Sriram (2018, p. 17) states that several studies have attempted to look at the
question of reading news on screens versus print. They show, for example, that print
newspapers and online newspapers are different carriers of information with which users have
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specific experiences. First, while readers perceive the printed newspaper as an object that is
complete in itself, in the case of online artifacts, they lose the sense of the wholeness of the
object. Studies have also shown that people read news differently on smaller screens e.g. mobile
phones, they pay less attention to them.

e) Printing as a specialized and luxury product.

Readership of some print magazines is growing, Media Makers Meet - MX3 (2024) reports.
As the pandemic forced people to stay at home, retailers of home products and services,
including magazines, benefited. Household and food magazines, including those read mainly
at home in print, have proliferated. Consumers fully entrenched in home life, in-home and
home-centered publications that reach them in this central environment and provide value are
likely to continue to engage print audiences. Consumers are attracted to publications from
trusted publishers that provide a wealth of information on a specific topic of interest, e.g.
holiday shopping, life stages, fashion, finance and investing, luxury travel and vacations,
information on digital news and more. This trend reflects a shift towards niche content in print
media, reflecting a greater focus on specific reader interests.

One interesting future trend in print is its growing association with specialty and luxury
goods. With the democratization of content through the Internet, some people now consider the
physical form of newspapers and magazines to be a premium product. Print editions, once
ubiquitous, are becoming more exclusive and focus on higher quality design, paper and
photography. For some publications, print is becoming less about providing up-to-the-minute
news and more about offering a collectible premium product. This is especially true for high-
end lifestyle and fashion magazines, which are considered luxury items. Readers of these
publications therefore appreciate the design, paper quality and exclusive content that print
offers, turning them into keepsakes rather than disposable media (Woodcock, 2022, Ytre-Arne,
2013).

Luxury brands and publishers are leveraging the value of print to continue to reach and
influence their audiences with great success, explains Watkins (2019). The luxury market is
changing. A younger affluent consumer is entering the market with a greater desire for
experience and an interest in sustainability and ethical issues.

While this changes the nature of what is considered a luxury product, it does not affect the
levels to which print is used to convey the value and appeal of these products. The reason is
that readers still want something ambitious, they want to see what to focus on. Magazines offer
something physical, an experience, a 3D opportunity. Print publications are evolving their
approaches to ensure they continue to appeal to a luxury audience, using better and higher
quality paper, packaging treatments, special editions, gift bags, vouchers are now common
features. At the same time, print is becoming increasingly sustainable in its production and
resource use, removing further barriers to its continued success (Print Power, 2023).

For the lucrative luxury market, the idea that print is out of fashion has never seemed more
outdated. There is much more authenticity with print design. With websites, no matter how
amazing the photos or how smooth the transitions are, there is always a glass screen between
the user and the service provider. This gives everything an element of sameness. There is simply
no tangibility, which is essential for luxury brands (Billerud 2024, Swiderska, 2024).

Printing on paper, especially catalogs and direct mail, is a better way to showcase high-end
images. It is easier and much more engaging to appreciate fashion in print than on a computer
screen. For luxury brands that invest in the best artists, photographers and stylists, they prefer
the controlled medium of print over digital devices. On such screens, factors such as brightness,
tint and blue light can reduce the quality of the product's image.

74



Ekonomika a manazment, Vedecky ¢asopis Fakulty podnikového manazmentu Ekonomickej univerzity v Bratislave
rocnik XXI., ¢islo 2, rok 2024, ISSN 2454-1028

Immersing yourself in the world of magazines seems like a good way to get deeper insight
and quality than most digital products. Print magazines also offer more freedom and
experimentation, escaping the standardized feel of much online communication. The aim of
such magazines is to transport the reader beyond the flat digital world to something more
tangible (Blandino, 2022).

A trend that could shape the future of printing is the specialization of newspapers and
magazines. As mainstream publications struggle with shrinking audiences, many have realized
the value of targeting niche interests. Smaller, independent niche publications thrive by
focusing on specific industries, hobbies or communities. Niche magazines carve out their niche
by providing deep dives into topics often ignored by the mainstream media. Such titles
demonstrate that there is still a market for print as long as the content is highly niche, serving
an avid reader or smaller, highly engaged audiences willing to pay a premium for content that
aligns with their personal interests. Independent magazines are also flourishing, supported by
loyal readers and crowdfunding platforms. These offer a more personal, community-focused
experience, often with limited issues that appeal to collectors. This shift towards niche
publishing suggests that the future of print lies not in mass distribution but in highly targeted
markets (Abrahamson, 2009, Brown, 2014).

Some magazines have capitalized on this trend and offer beautifully produced issues that
cater to readers who see print as a tangible collectible rather than a disposable product. These
premium publications provide a tactile experience that digital cannot replicate and appeal to
readers who desire a more immersive and thoughtful reading process. Limited edition
magazines, collaborations with artists and special issues are examples of how print is evolving
into a collector's commodity (Medium, 2024). Print In a fragmented media world where
information flows rapidly across countless digital platforms, print media offers something rare:
a slower, more deliberate pace. The value of long-form journalism, in-depth analysis and careful
curation has never been higher in an era dominated by headlines and soundbites. As digital
media continue to fragment attention and erode trust in news sources, print can carve out a role
as a reliable and reflective counterpart.

This does not mean that print will return to its former dominance, but it does indicate that
newspapers and magazines will continue to exist - just in a more specialized and refined form.
Hybrid models, specialized publications and environmentally conscious practices are likely to
define the future of the industry.

5 Conclusion

The above trends highlight the publishing industry's adaptive strategies in response to
technological advances and changing consumer behavior to create a more sustainable, engaging
and inclusive future for various forms of newspaper and magazine publishing. However, the
newspaper and magazine publishing industry faces several significant risks as it undergoes
developments in media consumption and technological change. The main risks are mainly the
following:

a) Technological changes. The rapid pace of technological change, especially the
integration of Artificial intelligence (Al), presents both opportunities and challenges. While Al
can improve marketing and content creation, many publishers don't feel ready to take full
advantage of these technologies. Al-based generative search could disrupt referral traffic from
search engines, impacting digital readership and revenue. Al offers opportunities, but also risks.
Publishers need to invest heavily to effectively harness the potential of Al, there are concerns
in particular about data privacy and the potential devaluing of human authorship due to
automated content creation.
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b) Changing consumer behavior. Younger generations are more inclined towards digital
consumption of information sharing, personal contact, news and magazines. The habits of
accessing information through smartphones, tablets and computers have reduced the demand
for printed versions. Convenience and accessibility are associated with digital publications,
which offer a greater range of user features such as instant access, searchability, multimedia
content and interactive elements, easy navigation, integrated dictionaries and translators, and
other features not possible with print formats.

¢) Quality of journalism. Ensuring high-quality journalism while combating misinformation
remains a critical challenge. The rise of fake news and misinformation undermines trust in the
media and thus can erode the trust of readers. Publishers must balance speed and accuracy in
their reporting, especially in the highly competitive digital news environment.

d) Protection of personal data. Regulations on the protection of personal data, e.g. GDPR
imposes strict requirements on how publishers collect, store and use personal data. Failure to
comply can result in significant fines and reputational damage. The phasing out of third-party
cookies affects targeted advertising and data analytics, forcing publishers to develop new first-
party data strategies that can be complex and costly.

e) Economic results of publishing houses. Economic downturns and uncertainty can lead to
lower advertising spending and consumer spending on subscriptions, impacting overall
revenue. Inflation and rising costs also place an additional financial burden on publishers. The
decline in print revenue, i.e. print advertising and circulation revenue, continues to decline as
more and more readers switch to digital platforms. This trend has been exacerbated by the rise
of digital alternatives and changes in consumer behavior, which has led to a decrease in demand
for print products. Costs associated with printing, distribution and physical materials have
increased, making it less economically viable for publishers to maintain large print costs,
especially when digital distribution is cheaper and faster.

f) Digital subscription. While digital subscriptions are growing, there is a high attrition rate,
especially among local, smaller and mid-sized publishers. The challenge is retaining
subscribers, many of whom may unsubscribe after initial promotions or because of message
fatigue.

g) Dependence on third-party platforms. Owners increasingly rely on third-party platforms
such as Google and Facebook in terms of traffic and advertising revenue. Changes in platforms'
algorithms, policies or business models can significantly affect publisher reach and revenue
streams.

h) Decrease in income from advertising and sales. The decline from digital advertising in
particular, while crucial, is not growing fast enough to offset the decline in print advertising
revenue. In addition, tech giants like Google and Facebook are gaining a large share of the
digital advertising market, leaving less for traditional publishers.

ch) Message avoidance and fatigue. Many readers experience news fatigue, which leads to
reduced engagement with news content. This is especially challenging because it affects both
ad revenue and subscription renewals. Providing content that overcomes this fatigue while
remaining informative is a very delicate balance.

1) Economic cycle. An economic downturn can lead to reduced advertising budgets and
lower consumer spending on subscriptions. The industry is sensitive to macroeconomic factors
that can affect both consumer and advertiser behavior. The economic downturn and cost-saving
measures have led both consumers and advertisers to reduce spending on print media. The
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financial crisis and subsequent economic pressures accelerated the transition from print to
digital media.

j) The regulatory and legal challenges. The publishing industry faces a variety of regulatory
risks, including changes in copyright laws, data protection regulations and policies affecting
media and advertising. Complying with these regulations can be costly and difficult.

k) Sustainability costs. Implementing sustainability practices, even if necessary, can be
costly. The publishing industry must balance investment in green practices with the need to
remain financially viable. Growing environmental awareness has led to a preference for digital
formats over printed materials to reduce paper waste and the carbon footprint associated with
printing and distribution.

1) Saturation of the market and competition. The market is highly competitive, with
numerous digital news channels and alternative media sources vying for readers' attention. This
competition makes it difficult for traditional publishers, as well as print newspapers and
magazines, to maintain market share and expand their audience.

Finally, we present:

- the above factors are the risks that together contribute to the continued decline in the
number of hard copies of newspapers and magazines in circulation. In this way, they are
pushing the newspaper and magazine publishing industry towards digital transformation
and exploring new business models.

- managing the above risks requires strategic adaptation, innovation and a focus on building
sustainable and diversified revenue models while maintaining high journalistic standards.
Addressing these risks further requires publishers to continuously innovate, diversify
revenue streams and adapt to changing consumer preferences and technological advances.

- the digital transformation is undeniable (Media Center, 2024). Many newspapers and
magazines have adapted to new technologies, adopting hybrid publishing models. They
involve maintaining a print edition for a niche audience while offering an enhanced digital
experience. The combination of traditional print with digital elements, i.e. multimedia
content, podcasts and interactive features, suit the different preferences of readers. These
hybrid strategies involve using the speed and accessibility of digital media for breaking
news, while print is used for in-depth analysis and investigative journalism. The
sustainability of print magazines depends on adaptive business models, creativity and a
balanced balance between new challenges and evolving opportunities. Even in the
magazine industry, business models are moving to combine print with digital offerings.
Print magazines are adapting to the new challenges of the digital era, balancing tradition
with progress. Technological innovations lead to changes in production. Consumer
expectations shape content interactivity. Sustainability and adaptability are vital as the
industry considers its environmental impact and future relevance.
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SOCIALLY RESPONSIBLE SLOW FOOD TOURISM IN THE DANUBE REGION

The main objective of the SReST project is to promote “slow food” tourism in the
Danube region and enhance the employability of vulnerable groups by providing
solutions that enable the valorisation of agrobiodiversity and gastronomic heritage and
a fair distribution of generated benefits, including the well-being of the host
communities.

By focusing on agro-biodiversity, food heritage and local identity, the goal is to broaden
the socially responsible sustainable tourism offer and promote "slow food" tourism based
on the exploration of gastronomic traditions and the local communities that preserve
them. The project will help enhance local agricultural high-value chains while appreciating
natural and cultural diversity of partner regions.

SReST will develop joint solutions to enhance socio-economic development and promote
alternative models and competitive new tourism products of “slow food” itineraries
grounded in agrobiodiversity and food heritage, tested in different territorial contexts of
pilot regions. These solutions will not be limited to the local level, but will have a wider
impact in the Danube area. Therefore, the success of the project will be based on close
cooperation between partners from different countries and regions. You can learn more

about the project partners here.
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Circular design and development of Sustainable products in 4 key sectors in Central

v Europe

The ongoing transition to a circular economy is not only a tedious obligation for the manufacturing industry. It also offers an opportunity to

v develop innovative sustainable products. The CURIOST project helps small- and medium-sized companies in sectors like mechanics, packaging,
plastics, and construction to harvest the potential benefits. They help selected companies to co-develop tailor-made, innovative, sustainable and
circular product prototypes. The learnings are then aggregated into a universal strategy and action plans to accelerate the green transition in the

v manufacturing industry.
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Project partners

Lead partner
Primorje-Gorski Kotar County

Administrative Department for Regional
Development, Infrastructure and Project
Management

Address
Adamiceva 10
51000 Rijeka
Country
Croatia (HR)
Web
www.pgz.hr
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Duration

Start date 06.2024
emase 05,2027

Project partner

Alma Mater Studiorum - University of Bologna

Technical University Ilmenau

bwcon

Chamber of Commerce and Industry of Slovenia

Pannon Business Network Association

University of Economics in Bratislava

Regional Development Agency in Bielsko-Biata

City Lucenec

Project partnership
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< g i University of
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Poiska

Faculty of Business
Management

Address

Dolnozemska cesta 1/B
85235 Bratislava
Country

Slovakia (SK)

Web

fpm.euba.sk
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Total partner budget
286 428,83 €
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Project overview

o Enhancement of capacities of SMEs, public authorities and academia for digitalisation,
digital era-fit management and achievement of digital well-being.

The digital transformation offers new opportunities for companies but also increases complexity. Especially employees over 55 can suffer from

h digital stress or burnout at the workplace. The Digi-B-Well project helps companies to transform and make employees fit for the digital age. The
partners upskill competences of managers, public authorities, and academia to better prevent digital stress and burnout. They develop and test
new tools to self-assess digital maturity and digital transformation models in companies. In addition, a digitalisation strategy and action plans

o ensure the uptake of their innovative solutions into broader policy and business practices.
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