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POSTAVENIE BOTSWANY V REGIONE
SUBSAHARSKE] AFRIKY

POSITION OF BOTSWANA IN THE REGION
OF SUB-SAHARAN AFRICA
Boris BAUMGARTNER

Katedra medzinarodného obchodu, Obchodna fakulta,
Ekonomicka univerzita v Bratislave

Abstract

Botswana is a land-locked country in sub-Saharan Africa. This location
predestined that Botswana would be one of the poorest and least developed countries
in the world economy. Several circumstances influenced the development of Botswana.
The country belongs to the most successful sub-Saharan African countries today.
It achieves one of the highest rates of GDP per capita and it is one of the largest
exporters. Botswana has achieved very good results in the fight against corruption
and it belongs to the countries with the most developed infrastructure in sub-Saharan
Africa. On the other hand the export of the country is concentrated on one commodity
and there is a very high unequal distribution of income of the population. Botswana
has to diversify its economy and lessen dependence on the production of diamonds.
At the same time it needs to improve and build up the infrastructure to enable
further development of the country in the future.

Key words: Sub-Saharan Africa, diamonds, corruption, infrastructure

Abstrakt

Botswana sa nachadza vo vnutrozemi subsaharaskej Afriky. Tato nevyhod-
nd poloha predurcovala krajinu na jednu z najchudobnejsich a najzaostalejsich krajin
v rdmci svetového hospodérstva. Viaceré skutocnosti ovplyvnili rozvoj Botswany
a dnes patri k najispesnej$im zo vsetkych krajin subsaharskej Afriky. Dosahuje
jednu z najvyssich hodnot HDP na obyvatela, patri k najvacsim exportérom, dosahuje
velmi dobré vysledky v boji s korupciou a patri ku krajindm s najlepsie vybudova-
nou infrastruktdrou v subsaharskej Afrike. Na druhej strane ma koncentrovany
export na jednu komoditu a je tam vel'mi nerovnomerné rozloZenie prijmov oby-
vatel'stva. V budicnosti musi Botswana diverzifikovat svoje hospodarstvo a znizit
zavislost od produkcie diamantov. Sticasne musi zlepsit a dobudovat’ infrastruktiru,
¢o umozni rozvoj krajiny aj v budtcnosti.

Klacové slova: Subsaharskd Afrika, diamanty, korupcia, infrastruktiira

JEL Classification: 055, 010, F19




Uvod

Viacsina krajin subsaharskej Afriky patri v ramci svetového hospodarstva
k najzaostalej$im a najchudobnej$im krajindm. Potvrdzuje to aj fakt, Ze zo 49 krajin
tohto regionu je az 34 zaradenych k najmenej rozvinutym krajinam (dalej len
“LDCs”) v ramci OSN. Do tejto skupiny patri v sticasnosti 48 krajin svetového hos-
podarstva. Len 4 krajinam sa podarilo dostat’ z tejto skupiny - Botswane, Kapverdam,
Maledivam a Samoe.

Botswana bola prvé krajina, ktord spliala kritéria na vyradenie z LDCs
a v decembri 1994 bola zo skupiny aj vyradend. Je to vnuatrozemska krajina v
subsaharskej Afrike, ktord ma velmi malo vhodnej polnohospodérskej pody na
obrébanie, ¢o ju predurcuje byt jednou z najchudobnejsich krajin sveta. Dlhé roky
flou aj bola. V stcasnosti je ekonomicka situdcia v tejto krajine ovela lepsia ako
v inych vnatrozemskych krajinach, ale aj niektorych krajinach subsaharskej Afriky
s pristupom k moru. Stcasné postavenie Botswany v ramci subsaharskej Afriky,
dovody jej aspechu v rozvoji hospodarstva a mozné rizika jej d'alsieho vyvoja buda
predmetom skiimania v ramci tohto ¢lanku.

Material a metody

Ako bolo uvedené, predmetom skimania bude postavenie Botswany
v subsaharskej Afrike. Potrebné podklady na vyhodnotenie jej postavenia sa ziskaji
z databaz medzinarodnych ekomickych organizacii, ako je Medzindrodny menovy
fond, Svetovéd banka, Konferencia OSN pre obchod a rozvoj, UN Comtrade a inych.
Dalsimi zdrojmi budd vedecké ¢lanky a stadie, ktoré sa zaoberaju Botswanou a
regionom subsaharskej Afriky.

Na rieSenie danej problematiky sa pouziju viaceré vedecké metédy. Analyza
a kompardcia sa pouzije pri hodnoteni postavenie Botswany v regiéne z hladiska
jej tvorby HDP na obyvatela, velkosti a $truktiry exportu pripadne jej postavenia
v porovnani s ostatnymi krajinami regionu z hl'adiska vnimania korupcie. V zavere
sa na zaklade syntézy urci, aké je sti¢asné postavenie Botswany v subsaharskej Afrike.

Vysledky a diskusia
Charakteristika regionu subsaharskej Afriky

Vsetky krajiny regionu subsaharskej Afriky zarad'ujeme k rozvojovym
krajindm. Tato skupina krajin je velmi heterogénna, ale mozeme pre ne ndjst
niektoré spolo¢né charakteristiky, ktoré platia na velka cast z nich. Profesor Vita-
zoslav Balhar uvadza pri rozvojovych krajindch také charakteristiky, ako je ich
zavislost od zahrani¢ného kapitdlu, minimalne vyuZzivanie vedecko-technického
pokroku, nedostato¢né predpoklady rastu produktivity v polnohospodarstve, ale
aj v inych vyrobnych sférach (Balhar, V., 1982). Paul R. Krugman pri rozvojovych
krajindch rozozndva spolo¢né charakteristiky, ako je dlha histéria rozsiahlych
priamych zasahov vlady do hospodarstva, vo velkom pocte krajin vlada nebola
schopnd zaplatit za svoje vydavky a straty v statnych podnikoch a stucasne vlady
neboli schopné efektivne vyberat dane, pricom jediné rieSenie na splacanie dlhov

videli vlady v tlaceni novych penazi, ktoré vsak rychlo stracali hodnotu. To viedlo
k vysokej miere inflacie - hyperinflacii (Krugman, R., Obstfeld, M., Melitz, J., 2012).

Niektoré rozvojové krajiny v minulosti zachytili vedecko-technicky pokrok
a v stcasnosti patria k vysoko konkurenénym hospodérstvam, ktoré mozu konku-
rovat najvyspelej$im rozvinutym trhovym ekonomikdm. Na druhej strane je vsak
velka cast rozvojovych krajin, ktoré st malo rozvinuté a velmi malo konkurencie-
schopné. K takymto krajindm mozeme zaradit' va¢sinu krajin subsaharskej Afriky.
Tento regién tvori 49 samostatnych krajin s poctom obyvatel'stva bliziacim sa k
1 miliarde (KPMG, 2014a). Aj ked' je tento region tvori vel'ky pocet krajin s relativne
velkym pocétom obyvatelstva, tak sa na tvorbe svetového HDP, pripadne na
svetovych exportoch a importoch, podiela len velmi malou mierou. Podla Statistiky
Konferencie OSN pre obchod a rozvoj sa subsaharska Afrika podielala v roku 2014
na tvorbe svetového HDP len 2,23 %, na celkovom exporte sveta 2,1 % a importe
2,24 % (UNCTAD, 2016). Velmi nizky je aj podiel na celkovom prileve priamych
zahrani¢nych investicii, kde je tento podiel na trovni 3,5 %. Na porovnanie region
rozvojovej Azie pritiahol 37,8 % a region rozvojovej Ameriky 12,9 % vsetkych pria-
mych zahrani¢nych investicii (UNCTAD, 2016).

Vel'mi nizku hodnotu v porovnani s ostatnymi regiénmi dosahuje aj uka-
zovatel HDP na obyvatela, ktory v tomto regione je na trovni len 1 792 USD, tak ako je
zobrazené v tabulke 1.

Tabulka 1 Hruby domdci produkt na obyvatela vo vybranych skupindch krajin v USD

Skupina 1990 2000 2014
Rozvinuté krajiny 19 853 26 325 43 393
Rozvojové krajiny 978 1483 4959
Subsaharska Afrika 729 584 1792
Rozvojova Amerika 2630 4229 9828
Rozvojova Azia 759 1235 5009

Pramen: vlastné spracovanie na ziklade tidajov UNCTADstat, 2016.
Dostupné na: http;//unctadstat.unctad.org/wds/TableViewer/table View.aspx

Velkym nedostatkom tohto regiénu je mald konkurencieschopnost vy-
roby na svetovych trhoch. Najvic¢si podiel na vyvoze z krajin subsaharskej Afriky
ma ropa a zemny plyn, ktoré sa v roku 2014 podielali na celkovom vyvoze regiénu
45,6 %. Ostatné vyznamné komodity v exporte vSak tvoria bud nerastné suroviny
alebo polnohospodarske produkty. Vyrobky s vyssou pridanou hodnotou - osobné
a nakladné automobily - sa podielali v roku 2014 na celkovom exporte subsaharskej
Afriky len 2,1 % (UNCTAD, 2016). Komoditna Strukttira krajin subsaharskej Afriky
naznacuje, ze velka cast krajin méd export tvoreny len nerastnymi surovinami
a polnohospodarskymi produktmi, ktoré st c¢asto vystavené cenovym fluktudciam
s nepriaznivymi dosahmi na vysku prijmov z exportov.

Maly prilev priamych zahrani¢nych investicii, jednostranne zamerany
export a malo diverzikované hospodarstva krajin subsaharskej Afriky zapri¢inuja,
ze velka cast z nich patri stile k malo rozvinutym a chudobnym krajindm. 34
krajin tohto regiénu je preto zaradenych v rdmci OSN k LDCs. Tieto krajiny maja
velké zvyhodnenia v rdmci svetového hospodarstva a cerpaju najvicsie vyhody od



rozvinutych trhovych ekonomik pri exportoch na ich trhy. EU im déva v rdmci systé-
mu EBA bezkvétovy a bezcolny pristup na trhy s vynimkou zbrani a municie.

Zatial sa len $tyrom krajindm z LDCs podarilo nastartovat svoj rozvoj tak,
Ze boli z tejto skupiny vyradené. Historicky prvou z nich bola v roku 1994 krajina
subsaharaskej Afriky - Botswana.

Postavenie Botswany v ramci subsaharskej Afriky

Botswana je vnutrozemska krajina v subsaharskej Afrike. Jej poloha ju
predurdila na jednu z najchudobnejsich krajin v ramci svetového hospodarstva. Paul
Collier identifikoval polohu bez pristupu k moru ako jednu z rozvojovych pasci,
ktoré zapri¢ifiuji zaostavanie najchudobnejsich rozvojovych krajin za ostatymi
krajinami (Collier, P., 2009). V minulosti tomu aj tak v Botswane bolo, kedze v roku
1966 dosahoval HDP na obyvatela len 70 USD (Svetova banka, 2016a). Aj z tohto
doévodu bola krajina v roku 1971 zaradena do zoznamu najmenej rozvinutych krajin.

To, ze Botswana je v stcasnosti jednou z najlepsie fungujucich krajin
subsaharskej Afriky, je sthrou viacerych skuto¢nosti. V minulosti patrila dlho do
kolonialnej sféry vplyvu Vel'kej Britadnie, ktord si tam zabezpecila vplyv protekto-
ratom. Samostatnost’ ziskala az v roku 1966. V pripade protektoratu Velka Britdnia
nemala taky zaujem o toto tizemie, ako tomu bolo v pripade inych krajin v Afrike.
Pri osamostatneni mala Botswana relativne dobre fungujtce institticie, mala dobré
vztahy so susediacimi $tdtmi a rozvijajice sa hospodarstvo. Od osamostatnenia sa
tam konajt pravidelne kazdych pat rokov demokratické vol'by, aj ked v nich vzdy do-
minuje jedna strana. V roku 2014 vladnuca strana znovu vyhrala volby, aj ked
ziskany podiel oproti minulosti klesol (Poteete, A., R., 2015). Stvisi si to aj so zlozenim
obyvatel'stva krajiny, kde hlavna skupina obyvatel'stva - Tswana - tvori skoro 80
percent (Cook, A., Sarkin, J., 2010).

Najdolezitejsim rokom pre hospodérsky vyvoj Botswany bol rok 1967,
ked' geologovia zo spolo¢nosti De Beers objavili obrovské zasoby diamantov. Pre
rozvoj krajiny bol tento nalez velmi dolezity, lebo krajina ma mélo trodnej pody
(len 0,65 percenta), ¢asto ju trapia velké suchd, ¢o ma za nasledok obmedzenie
polnohospodérskej produkcie a vyvozu. Botswana v stcasnosti stale patri k piatim
krajindim s najva¢sou produkciou diamantov podla hodnoty na svete tak, ako je
uvedené v tabulke 2. V roku 2014 bola, ¢o sa tyka hodnoty vytazenych diamantov,
druhé za Ruskou federaciou. Produkcia diamantov dosiahla 3,6 mld. USD.

Tabulka 2 Najvicsi producenti diamantov podla hodnoty vytaZenych diamantov za rok 2014

Poradie Stat Hodnota vytazenych diamantov v USD
1. Ruska federacia 3733262 920
2. Botswana 3 646 952179
3. Kanada 2003 267 161
4. Angola 1317 456 071
5. Juhoafricka republika 1224 311 494

Prameri: vlastné spracovanie na ziklade Kimberley Process Certification Scheme. Dostupné na:
https.//kimberleyprocessstatistics.org/static/pdfs/public_statistics/2014/2014Global Summary.pdf
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Velkou vyhodou po néjdeni zasob bolo vytvorenie spolo¢ného podniku medzi
Botswanou a spolo¢nostou De Beers s nazvom Debswana. Vldda si tym zabezpecila
kontrolu nad prirodnym bohatstvom krajiny.

Dalsfm krokom na zachovanie bohatstva z tazby diamantov bolo zriadenie
investi¢ného fondu, do ktorého sa uklada ¢ast prijmov z exportu diamantov. Tento
fond bol zriadeny v roku 1994 a ma zabezpecit prostriedky budicim generaciam (Bank
of Botswana, 2015a).

Na rozvoj hospodarstva Botswany mala velky vplyv vnatropoliticka
stabilita a solidna hospodarska politika. Vysledkom bolo, ze medzi rokmi 1966 az
2002 patrila Botswana ku krajindm s najvy$sim prirastkom hrubého néarodného
dochodku na obyvatel'a vo svete a stc¢asne v tomto obdobi prirastky hrubého domé-
ceho produktu boli v priemere 10 % ro¢ne (Svetové banka, 2016b).

V budtcnosti sa uz taky vysoky rast hospodarstva rocne neocakava. Me-
dzinarodny menovy fond vo svojej predikcii na roky 2016 az 2020 predpoklada,
Ze Botswana bude rast kazdy rok rychlejsim tempom, ako st 3 %. Na druhej strane
sa predpoklada, Ze region subsaharskej Afriky bude rast kazdy rok rychlejsie ako
hospodarstvo Botswany, tak ako je to uvedené v tabul'ke 3.

Tabulka 3 Rast HDP subsaharskej Afriky a vybranyjch krajin regionu v rokoch 2016 aZ 2020 v %

Krajina 2016 | 2017 | 2018 | 2019 | 2020
Botswana 3,2 3,5 3,9 4,2 4,4
Konzska demokraticka republika 7,3 6,8 6,2 6,5 5,2
Etiopia 8,0 7,6 7,5 74 74
Kena 6,8 7,0 7,0 6,9 6,8
Mozambik 8,2 7,9 8,0 7,9 7,5
Niger 54 8,0 7,5 7,4 9,0
Rwanda 7,0 7,5 74 7,5 7,5
Tanzénia 7,0 6,9 6,8 6,8 6,9
Subsaharska Afrika 4,3 49 4,9 49 5,1
Svet 3,5 3,8 39 39 39

Prameni: vlastné spracovanie na zdklade tidajov Medzindrodného menového fondu.
Dostupné na: http,/fwww.imf.org/external/pubs/ft/weo/2015/02/weodata/index.aspx

Vysoky ro¢ny rast HDP v minulosti znamenal pre Botswanu aj narast
HDP na obyvatela. Ked' si porovndme vybrané ukazovatele tejto krajiny s ostatnymi
vnatrozemskymi krajinami subsaharskej Afriky v stcasnosti, zistime, Ze dosahuje
niekolkonasobne lepsie vysledky ako ostatné vnuitrozemské krajiny regiéonu. V ta-
bulke 4 st vnuatrozemské krajiny susbsaharskej Afriky a porovnanie vybranych
ukazovatelov za rok 2014. Botswana pri ukazovateli HDP na obyvatel'a niekol'’kona-
sobné prevysuje vSetky ostatné vnitrozemské krajiny Afriky.
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Tabulka 4 Vmitrozemské krajiny subsaharskej Afriky a ich vybrané charakteristiky za rok 2014

Krajina Pocet obyvatel'ov HPD v USD HDP na obyvatela
Botswana 2220 000 15 703 000 000 7703
Burkina Faso 17 589 000 13 181 000 000 757
Burundi 10 817 000 2900 000 000 277
Cad 13 587 000 11 385 000 000 862
Eti6pia 96 959 000 54 255 000 000 562
Juzny Sudéan 11 911 000 9599 000 000 818
Lesotho 2109 000 2151 000 000 1025
Malawi 16 695 000 5621 000 000 334
Mali 17 086 000 11 647 000 000 739
Niger 19 114 000 7 820 000 000 422
Rwanda 11 342 000 8 007 000 000 662
Stredoafricka republika 4 804 000 1812 000 000 385
Svazijsko 1269 000 3360 000 000 2651
Uganda 37 783 000 28 429 000 000 732
Zambia 15721 000 22384 000 000 1503
Zimbabwe 15 246 000 13 650 000 000 935

Prameri: vlastné spracovanie na zdklade tidajov UNCTADstat,
dostupné na: http;//unctadstat.unctad.org/wds/TableViewer/tableView.aspx

tela ako Botswana - Rovnikova Guinea, Seychely, Mauricius a Gabon (UNCTAD,
2016). Zaroveni dosiahla Botswana 4,2-nasobne vyssi HDP na obyvatela, ako je prie-
mer za celt subsaharska Afriku.

Co sa tyka velkosti exportu, tak Botswana patri k desiatim najvacsim ex-
portérom regiénu s podielom 1,9 % na celkovom exporte subsaharskej Afriky, tak
ako je to zobrazené v tabulke 5.

Tabulka 5 Najvicsi exportéri subsaharskej Afrika za rok 2014 a ich podiel na exporte subsaharskej
Afriky

Poradie Krajina Hodnota v mld. USD P(;i::::: ch{ll:‘),v‘;:n
1. Nigéria 97,0 24
2. Juhoafricka republika 91,0 22,5
3. Angola 62,4 15,4
4. Ghana 13,2 3,3
5. Pobrezie Slonoviny 12,7 3,1
6. Rovnikova Guinea 12,6 3,1
12

Pokracovanie: Tabulka 5 Najvicsi exportéri subsaharskej Afrika za rok 2014 a ich podiel na
exporte subsaharskej Afriky

Poradie Krajina Hodnota v mld. USD P(e)iliafr?: chlli«:,v;fl
8. Gabon 8,9 2,2
9. Kongo 8,2 2,0
10. Botswana 7,8 1,9

Prameri: vlastné spracovanie na ziklade tidajov UNCTADstat, 2016.Dostupné na: http://
unctadstat.unctad.org/wds/TableViewer/table View.aspx

Pri posudzovani exportu krajiny je dolezitd jeho komoditnd Struktira.
Treba zistit, aka je miera koncentrdcie exportu v ramci exportovanych skupin
vyrobkov. Cim je koncentrécia exportu na jeden produkt vyssia, tym hovorime
o vdcsej monokultdrnosti exportov. Staré teérie medzindrodného obchodu (ako
merkantilistickd a Richardova) a nové (Hecksher - Ohlin) preukazali, Ze velmi malo
krajin sa rychlo rozvijalo na zéklade vyvozu len jednej primarnej komodity. Je to
preto, lebo vac¢dmi diverzifikovany export znizuje zranitelnost na strane dopytu
a riziko z fluktudcie cien a zlepsuje prileZitosti na regiondlnom, ako aj na svetovom
trhu (Fonchamnyo, C. D, Akame, A.R, 2016).

Dolezitym ukazovatelom je aj miera pridanej hodnoty v exportovanych
produktoch. Krajiny subsaharskej Afriky maji ¢asto vel'mi nevyhovujicu Struktaru
exportov, lebo st monokultirne a vyvazaju sa len nerastné suroviny a polnohospo-
darske produkty s vel'mi nizkou pridanou hodnotou.

V tabulke 6 je zndzornena komoditna $truktira vyvozu Botswany v ¢le-
neni SITC za rok 2014. Z uvedenych hodnot je zrejmé, ze export Botswany je vysoko
koncentrovany na export v ramci skupiny 6 (priemyselny tovar), ktord sa na celko-
vom exporte krajiny podiela 85,41 percentami. Ak by sme vsak urobili podiel
najdolezitejsej exportnej komodity diamantov, tak podiel ich exportu je az 84,43
percenta. Taka vysokd koncentrdcia na jednu komoditu svedéi o stdle vysokej
monokultdrnosti exportu Botswany. Bez Strukturdlnych zmien a diverzifikdcie hos-
podarstva moézu krajine v budtcnosti hrozit ekonomické problémy stvisiace ¢i uz
s poklesom cien diamantov pripadne v mensej miere s vytazenim ich zasob. Vyta-
Zenie zasob diamantov podla Nérodnej banky Botswany zatial nie je aktudlne, kedze
podla jej najnovsich predikcii, aj ked sa v Botswane nenajde nové velké lozisko
diamantov, tak sticasné zasoby postacia na vyznamnu tazbu najmenej do roku
2050 (Bank of Botswana, 2015b).
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Tabulka 6 Struktiira vijvozu Botswany v cleneni SITC za rok 2014

SITC Hodng;a;) v mil. Podiel ‘r:e;/oexporte
Potraviny a zivé zvierata 0 147,8 1,87
Napoje a tabak 1 5,0 0,06
ISJ::);ailr;‘); nepozivatelné > 561 7,09
Niemepmeads | 3 | sos
Rastlinné oleje a tuky 4 0,9 0,01
Chemikalie 5 81,7 1,03
Priemyselny tovar 6 6760 85,41
Diamanty 6672 6 682 84,43
Sl doprane :
Ro6zne hotové tovary 8 39,6 0,50
Tovar a transakcie 9 80,9 1,02

Prameri: vlastné spracovanie na zdklade tidajov UN COMTRADE. Dostupné na: httpy//
comtrade.un.org/db/

Mat komodity je pritazlivé, ale nebezpecné. Ked su ceny vysoké, politici
v krajindch exportujticich komodity maji velké prijmy do rozpoctu. Mézu vytvarat
dobre platené miesta. To v8ak moze viest k zanedbavaniu rozvoja v ostatnych ¢astiach
hospodarstva. Ked' ceny prudko klesnu, tak krajina pociti dosledky jednostranne
zameraného hospodarstva (The Economist, 2015a). Botswana aj pre tento pripad
zriadila fond, do ktorého uklada cast prijmov z predaja diamantov a tak nechava
¢ast prostriedkov na vydavky do budtcnosti. Podla institatu SWFI tento fond v
stcasnosti spravuje aktiva v hodnote 5,7 mld. USD (SWFI, 2016). Velmi dolezité
pre Botswanu je, ze sa prostriedky z tazby pouzivaji aj na rozvoj infrastruktary
a na rieSenie problémov spojenych s liecbou infikovanych HIV, ktorych percento
patri k najvy$§im na svete (The Economist, 2016). Co sa tyka infrastruktary, tak
od osamostatnenia sa v krajine vybudovalo 6 000 km spevnenych a 12 000 km
nespevnenych ciest. Zelezni¢na trat je prepojend so Zimbabwe a Juhoafrickou re-
publikou. Telekomunika¢ny trh patri k najviac liberalizovanym v Afrike a Botswana
patri ku krajindm s najlep$im pokrytim mobilnou sietou v Afrike (KPMG, 2014b).

Pre budtdcnost bude doélezité, aby sa export, ktory je v stcasnosti
monokultirne zamerany na vyvoz diamantov, viac diverzifikoval. Vladda sa snazi
budovat' infrastruktiru a rozvijat cestovny ruch, ¢o by mohlo v budtdcnosti znizit
jednostrannu zavislost hospodarstva od tazby a exportu diamantov. Dalgie investicie
ida aj do rozvoja polnohospodérstva. Aj ked v Botswane je velmi malo trodnej
pody, tak velka cast obyvatelstva mé stale prijmy len z neho. Napriklad chov
dobytka predstavuje hlavny prijem pre viac 40 % obyvatelstva a jeho vlastnenie
predstavuje dolezity ukazovatel postavenia a blahobytu pre velka ¢ast obyvatelov
Zijtcich v oblasti ptste Kalahari (Serdeczny, O. a kol., 2016).
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Dolezitou oblastou bude aj zlepSenie finan¢nych sluzieb v krajine, ktoré
by mohli pomoct zabezpetit udrzatelny rozvoj krajiny, diverzifikaciu, zvysenie za-
mestnanosti a znizenie chudoby (Mmolainyane, K.K., Ahmed, A.D., 2015).

Dalgou prednostou Botswany oproti inym krajindm Afriky je boj s korupciou.
Korupcia je velkym problémom v tejto ¢asti sveta a st rozne predstavy a programy,
ktoré vyuzivaja prostriedky na rieSenie tohto problému (Gillanders, R., 2015).

Kazdoro¢ne vydava Transparency International rebri¢ek krajin, kde
st zoradené podla indexu vnimania korupcie. Botswana je kazdoro¢ne najlepsie
hodnotenou krajinou Afriky. V tabulke 7 je hodnotenie vybranych krajin Afriky. V
roku 2015 bola Botswana na 30. mieste. Dalsia najlepsie hodnotena krajina z Afriky -
Kapverdy - bola na 40. mieste. Najhorsie je kazdoro¢ne hodnoteny Juzny Sudan, Sudan
a Somalsko.

Tabulka 7 Postavenie vybranyjch krajin Afriky v rebricku Transparency International podla
indexu vnimania korupcie

Poradie

Krajina 2015 2014 2013 2012
Botswana 28. 30. 30. 30.
Kapverdy 40. 42. 41. 39.
Mauricius 45. 47. 52. 43.
Juzny Sudan 163. 171. 173. -
Sudan 165. 173. 174. 173.
Somalsko 167. 174. 175. 174.

Prameri: vlastné spracovanie na zdklade tidajov Transparency International, Corruption
Perceptions Index - 2012 - 2015.

Najlepsie hodnotenie Botswany vzhladom na korupciu v ramci Afriky
ma viaceré efekty na jej hodnotenie aj v inych ukazovateloch. Organizacia The
World Justice Project vyhodnotila Botswanu ako najlepsiu krajinu pri dodrziavani
prava v Afrike. Okrem korupcie organizacia hodnoti obmedzovanie zo strany vlady,
otvorenost verejnej spravy, dodrziavanie zakladnych prav, poriadok a bezpecnost,
obcianske a trestné pravo. Botswana sa desatrocia povazuje za jednu z najstabilnej-
Sich krajin regiénu (The Economist, 2015b). Botswana je vysoko hodnotena aj podla
indexu GASI (The Good African Society Index), ktory hodnoti krajiny Afriky podla
arovne demokracie, infrastruktury, bezpec¢nosti, vzdelania a dalsich vybranych uka-
zovatelov. Botswana sa zo 45 hodnotenych krajin Afriky umiestnila na tretom mieste
(Botha, F., 2015).

Politickt stabilitu a vladnutie uvadza aj COFACE ako jednu z hlavnych
silnych stranok krajiny, tak ako je uvedené v tabul'ke 8.
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Tabulka 8 Silné a slabé stranky Botswany podla spolocnosti COFACE

Silné stranky Slabé stranky
Dostatok nerastnych surovin - Zavislost od tazby diamantov (tvori
diamanty, uran, uhlie a med’ 80 % a 30 % rozpoctovych prijmov
Stéle nedostato¢na infrastruktira
UdrzateIny verejny a zahrani¢ny dlh (produkcia a distribtcia vody
a elektriny)

Vysoky podiel chudoby, nerovnosti

Politicka stabilita a vladnutie ,
a nezamesnost

Prameri: spracované na zdklade tidajov COFACE. Dostupné na: http.//www.coface.con/
Economic-Studies-and-Country-Risks/Botswana

Ako bolo uz uvedené, medzi rokmi 1966 az 2002 patrila Botswana ku kraji-
nam s najvyssim prirastkom hrubého narodného dochodku na obyvatela vo svete.
Na druhej strane Botswana stéle patri ku krajindm s velkym rozdielom v distribtcii
prijmov medzi obyvatel'stvo. Podla Medzinarodného menového fondu dosahuje
Giniho koefiecient 0,52 (MMF, 2012). Ak to v8ak porovname s krajinami zdruzenymi
v Juhoafrickej colnej anii, tak je najnizsi. Tabulka 9 porovndva Giniho koeficienty
medzi tymito krajinami a krajinami s podobnou vyskou hrubého domaceho produktu

nerovnost v distribudcii prijmov medzi obyvatel'stvom.

Tabulka 9 Giniho koeficient v clenskych krajindch Juhoafrickej tinie

P ] Porovnanie s inymi
. . . | Historicky najnizsi za o n g
Krajina Priemerny 20 rokov krajinami s podobnym
HDP/obyvatel'a
Botswana 0,522 0,485 0,427
Juzna Afrika 0,527 0,417 0,432
Lesotho 0,610 0,503 0,412
Namibia 0,739 0,421 0,433
Svazijsko 0,617 0,436 0,470

Prameri: Medzindrodny menovy fond. Botswana. IMF Country Report No. 12/235.

Nerovnomerné rozdelenie prijmov méze v dlhodobom horizonte spo-
sobovat’ problémy v rozvoji hospodarstva. Vytvorenie vhodnych mechanizmov na
zniZenie prijmovej nerovnosti pomoze vytvorit lepsie prerozdelenie prijmov a tym aj
rast dochodkov vicsej Casti obyvatelstva. V zaujme Botswany by malo byt zniZenie
relativne vysokej miery chudoby, ktord podla Medzindrodného menového fondu
dosahuje 19 % z populéacie Botswany (MMF, 2014).
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Zaver

Vsetky krajiny subsaharskej Afriky v sacasnosti zarad'ujeme k rozvojovym
krajindm. Velka ¢ast z nich patri k najchudobnejsim a najmenej rozvinutym krajindm
svetového hospodérstva. Najvicsie problémy s rozvojovom v tomto regione maju
vnutrozemské krajiny. Poloha krajiny ma zésadny vplyv na jej rozvoj, kedze ak je
vo vnutrozemi, ma vel'ké problémy dostat sa so svojou produkciou na regionalne a
svetové trhy.

Botswana je vnitrozemska krajina v najchudobnejSom z regionov roz-
vojovych krajin. A aj napriek tomu patri v sti¢asnosti k najlepsie fungujtcim krajindm
subsaharaskej Afriky. Jej sti¢asné postavenie ovplyvnili viaceré faktory. V minulosti
patrila dlho do koloniédlnej sféry vplyvu Velkej Britanie, ktora tam mala zabezpe-
¢eny vplyv vytvorenym protektoratom, kedze nemala velky zaujem o toto tzemie.
Od osamostatnenie ma Botswana relativne dobre fungujtce instittcie, pravidelné
demokratické volby, politickd stabilitu a dobré vztahy so susediacimi $tatmi.

To napomohlo tomu, Ze Botswana aj napriek nevyhovujticej polohe
patri v niektorych ukazovateloch k najlepsie hodnotenym krajindm regiénu. HDP
produkt na obyvatela patri k najvyssim zo vsetkych krajin subsaharskej Afriky, je
10. najva¢sim exportérom regiénu a je to krajina s najnizSou vnimanou korupciou
zo vetkych statov Afriky.

Nalez diamantov v roku 1967 bol zakladnym faktorom, ktory umoznil rast
hospodérstva Botswany v dlhom ¢asovom obdobi. Casto sa stava, ze krajiny, ktoré
objavia velké zdsoby dolezitych nerastnych surovin, zanedbaju rozvoj ostatnych
¢asti hospodarstva Stcasne vysoké prijmy z ich predaja neinvestuji a celé ich mintd
na nakup spotrebnych tovarov.

Botswana postupovala ovel'a racionalnejsie a prebytky z predaja diamantov
zaCala odkladat do fondu pre budtice generdcie. Na druhej strane hospodérstvo
Botswany je aj v stucasnosti velmi zavislé od produkcie diamantov a prijmy z ich
exportu tvoria 84 % vsetkych exportnych prijmov. Vysoka koncentracia exportu na
jednu surovinu jej moéze sposobit vdzne problémy v hospodarstve. Velka fluktuacia
cien komodit na svetovych trhoch sposobuje vel'ké vykyvy pri exportnych prijmoch
krajiny.

Riesenim do budtcnosti by mala byt diverzifikacia hospodarstva krajiny a
zniZenie zévislosti od produkcie diamantov. Vlada si to uvedomuje a snazi sa inves-
tovat' aj do inych odvetvi hospodarstva. Investicie idd hlavne do rozvoja infrastruk-
tary a scasti aj do polnohospodérstva. Rozvoj infrastruktiry moéze v budtcnosti
podporit rozvoj obchodovania a rozvoj cestovného ruchu.

Zavazné problémy, ktoré sa zatial Botswane nepodarilo odstranit, je vy-
soky podiel obyvatel'stva infikovanych HIV, relativne vysoka miera chudoby spojena
s vysokou nezamestnanostou a vysokou nerovnomernostou v rozdeleni prijmov.

Silné stranky krajiny, ako je dostatok nerastnych surovin, udrzatelny
verejny a zahrani¢ny dlh, politickd stabilita a vladnutia, st predpoklady, ktoré ak
sa vhodne vyuZija, tak krajine mozu zabezpetit dalsi rozvoj hospodérstva. Je pred-
poklad, Ze pri vhodnej hospodérskej politike a vnutropolitickej stabilite krajina
bude patrit k najlepsie fungujtacim ekonomikam subsaharskej Afriky aj v budtcnosti.
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Abstract

There is a wide range of studies on development in the talent management,
knowledge management and assessment in the literature. This study intents to
provide an approach, that indicates the dynamics of personal development during the
career path. After summarising the related literature of assessment and personality
development we introduce an analysis of career development consultancies and
interviews of applicants. This analysis points out the importance of crises during their
development progress.
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Introduction

A significant part of the research focuses on measuring competencies
among HR functions. The value of appointing the appropriate person to different
positions is increasing as the business competition is intensifying. On the one hand,
some studies clarify the adequate methods to assess the candidates along well-defined
skills and competencies. On the other hand, one of the basic personality development
approaches of Erikson (1956) shows the life pass stages identifying the typical crisis
at the given stage. This study intends to add an own research of ours that attempts
to identify people’s possible development stages during the maturing processes by
applying Erikson’s logic. We would be able to understand the applicant’s suitability
better by concentrating on the role that represents a group of competencies. The study
has analysed interviews with 51 top-3 candidates applying for different positions
and 50 personal development progress consultations on career opportunities at a
company. When analysing the professional experiences and applying Erikson's
approach it is useful to point out the typical challenges and the winning answers for
the crisis or the ones that lead to the person’s stagnation or regression. Depending
on the sector and the position some specific and common stages are recognised.
Describing these stages and their crises there is a qualitative content that can be the key
to assessment and development methods and a tool for the management. In addition,
the employees could better recognise the hidden psychological part of the challenges
that can generate or block their personal development.

Setting up the job descriptions, recruitants usually collect the necessary
competences before selection process. Since the most important goal is to better predict
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the future performance it is not easy to differentiate the detected potential skills and
the manifest competences. That's why we were interested in how these competences
open out. A manifested competence better ensures the required later performance
as a reference. But what happens if we detect a potential but it didn’t appear in
practice with success? What kind of crisis can lead to development of a skill? To better
understand the maturing process, it could be useful to describe the possible stairs
of personal development in work and the characteristics of these stairs.

Theoretical background and Methods

Personality development

Existential opening is a very important part of the personality development
(Sanford, 2006). Sanford uses Erikson’s logic (1956), and emphasises, that the
development process needed some stressful expectation. This challenge produces a
crisis that should be solved by the person. Erikson says, that during the life there were
8 stages built on each other. Every stage presumes the solution of the previous one.
One of Erikson’s stages from this lifelong development dedicatedly belongs to career
development. The solution of ego identity vs confusion of role (fifth stage) ensures
the vocational choice and an optimally specialised career plan. Following Erikson’s
model maybe the career development can represent analogous solvable crises.

Assessment

Some researchers emphasises the usage of psychological testing (Carless,
2009), to detect potentials and competencies for a better prediction of the candidates.
Some others, like Jones and his colleagues (Jones et al., 1991) revealed that the well-
established assessment center can successfully predict the performance of the
candidates but they concentrated to static state of competencies.

However, the method is suitable for observing the competence’s manifestation
in practice (Eurich et al., 2009), which can provide opportunity to understand if some
development is blocked. We wanted to examine if the bed solutions of a stage can
block the further progress in career. Better understanding of this process can help in
prediction in case of assessment goals. To detect the process there are possibilities
during structured interviews as well (Konig et al., 2007), especially because sometimes
assessment center follows interview(s). However the validation of the prediction has a
crucial problem. There are control groups missing in all patterns of the researches, due
to the practical limit of the examinations. We are able to analyse only the candidates
who won the application. We can’t also give the opportunity of the positions to the
underestimated applicants from a control group just in order to be able to compare
their performance with the appointed ones.

Personal progress

Meyer (1965) pointed that the superior’s coaching role is more effective if
the objection setting is based on a common understanding. If the appraisal and the
belonging personal targets point the position’s challenge, it has the point to realise
the blocking effects of the unsolved crisis of the given position. Beer (1981) emphasises
the importance of the appraiser’s responsibility in intimate awareness of appraisee’s
main frustrations and difficulties. Recognising the career stairs as crisis stages can
provide a focused coaching in case of developmental goals.
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Methods

Pattern

In this study we had two groups of pattern. There have been analysed
conversations with 50 persons who applied to personal career development
consultancy at a multinational business concern in the first group. The one-on-one
session’s process was at first identifying the possible ambition, at second, analysing
the necessary and extant competencies, at third realizing the most important crisis,
and finally setting up an action plan within the frame of current position. On the
other hand the study has analysed 51 candidates applied for different positions at
different companies. The current or latest crises had been also analysed.

Questioning method

The method of analysis was different in the groups of pattern. On the
one hand there are differences between the intention of candidates and carrier
consultancy applicants to unveil their crises. On the other hand the applicants of
consultancy are partner in finding their blocks on their career without risk of losing
the position or not win the other.

Interviews
Asking to describe the authority and scoop of activities.

The answer can indicate the perspectives and attitudes which can inform
about the actual stair of career identity.

Asking to describe successes and failures

Not rarely the successes belong to a maturing process, sometimes the
challenge makes the candidate exceed his or her comfort zone. The description informs
us about the regression or improvement. Without the opportunity of regression
there is no crisis. An authentic reference for a cross functional, higher level of solution
indicates the won crises. Sometimes assessors need to check if the self-esteem builds
in the success in a right way. The attribution (Covington & Omelich, 1988) of success
can show differences according to control attitude (Rotter, 1975). There are some
examples for the candidates meet the extra expectation, he or she is successful, but
the regression still exists as he or she aims to go back to comfort zone. Recognizing
the unknown skill does not widen the comfort zone.

Signs for the meeting with a crisis.

The most informative answers describe a frustration - it is a necessity of
crises - that makes one to create the conditions of his job. Employees often need to
have a deeper insight and wider perspective for that. We should find the items allude
to regression or improvement.

Stress to authority exceeding

Higher responsibility means higher insight. If this deeper understanding
is new it causes stress. Assessors should find the signs of regression or stress
resistance. The coping strategy can be the most informative.

Asking about the role of duty of the superior can inform us about this
insight. Before meeting the crisis applicants cannot describe this with insight. They
describe the boss’s higher responsibility stereotypically but without practical ex-
perience.
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Defence mechanisms about a role

Improvement of a crisis changes the applicant’s identification with their
roles. The defence mechanism mostly belongs to the actual challenge (current or
desired position) that can lead to regression or development.

Understanding that all the frustrating factors are parts of the game means
accepting the role; and it initiates the improvement of the crisis.

Career consultancy, personal progress discussions

The method is different because the employee and his or her superior have (or
should have) an intimate relationship. The leader is mostly aware of the subordinate’s
weaknesses, potentials and possible ambitions. In practice leader collects evidence
during the year about these crises, but in this conversation he needs to identify and
nominate them. In this case the employee has no interest to hide his or her limits, but
the awareness and the consciousness are never as high as from the leader’s point of
view. The performance appraisals could focus on the same crises and role regressions.
The most informative conversations analyses the interpretation of achieving or failing
the personal objectives.

Results and Debate
Description of crisis progress
Identifying career stairs
After analysing the 101-member pattern the following possible stairs can be
identified as it is indicated in the figure 1 below. The stairs more or less belong to some
positions, but it is not a must. The stair is more dedicated to the typical crisis of the

person. The kind and the progress of the crisis determine the stair rather (Chart 1).

Chart 1 Possible progress of career stairs
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Task oriented Applicator
— J
; & g
Professional associate 11— Operative leader Operative
_ — = J
4 ‘ )
Strateglc_ partner N
\ Middle management
Project manager ||- Strategic leader
N\
- J
( )
Top manager Top management
J

Source: own edition, 2016
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The standard crisis belongs to the development stair can be described on the

one hand with the shifting of the next career stairs role.

Chart 2 Way of crisis

Level of knowledge

Table1  Defence mechanisms of enriching roles - the development stairs of career
Career development stairs Self-defence attitude Subject of shifting
Applicator (who is task Let the task be obvious! Shifting of complexity,

oriented and completes what
he exactly has to even without
understanding the reasons)

I don’t want to decide
between quality and
quantity (production
example).

contradicted information,
decisions

Experienced subordinate

Let the task be obviously
a professional question! I
don’t want to depend on
others cooperation.

Shifting of contradicted
interests and deeper insight in
other processes.

Lev | ot ] | a4 |

el of Potential, Routine competence,
con Before crisis, not conscious Won crisis

scidg
usi] [

esg Q2 Q3
Firs§frusigation of challenge Progresged crisis Active crisis

Operative leader

Let the task be obviously a
leadership problem! I need
a target, and I organise the
completion. I don’t want
to be expected to set up
business objectives.

Shifting of strategic role.

Middle manager / strategic
partner / key specialist with
strategic responsibility

Let the task be obviously a
strategic business problem!
I don’t want to worry about

Shifting of political sensibility
and networking.

any hidden interests of
some top managers.

Top manager Although in this stair of career can have crises, unsolved
challenges, because appointing to this level of positions does
not ensures winning all career crises.

Source: own edition, 2016

On the other hand the stabile position in the current stair can mean all won
crises of the current and previous challenges (Table 1).

Consciousness and knowledge factor of crisis process

The crisis more declares the career development stair. Each stair has the
typical challenge as it seems above. The progress of crisis happens among two
dimensions - the level of consciousness and the level of the improving knowledge.
Before the challenge appears the person is not aware of his or her necessary
competence as it seems figure 2 below (Q1). It is just a latent ability. As he or she
faces with the challenge’s frustration factor at first time, the low level of knowledge
comes to surface (Q2). This is the first active part of the crisis. Due to the stress and
the frustration the progress can develop to regression - that causes block in career
development. The optimal way to winning continues to Q3 part as person develops
his competences to manifestation. He or she still has to be aware, the stress and the
concentration level is the highest in this part (Chart 2).
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Source: own edition, 2016

The person solves the challenge and after a few successes he become self-
confident and steps to the Q4 as the challenge comes inside the comfort zone and
the task becomes routine - that’s why the lower level of consciousness again. The
employee won his or her crisis.

Facts in the study
The study categorised the candidates and the career development
consultancy’s applicants to 7 different levels (Table 2, Table 3). The groups of the
pattern have a different partition as the rows show. The left column indicates the

level of identified crisis.

Table 2 Participants of career consultation

g . =& _| & _ |
[ 1S g3 28 5 v | JE| &
() = e Q= ° Sf’ - 8 o} s
7 9 — P ® = 9 b = ‘5 & 8 S
S | 23| 2% | Ef| | Ez | EBf| E°
Po| B2 | Fi | fE| T |2 %E| g
& ~ & =
confcoitous 2 ! 0 ! 0 0 0
o 12%? 8% 50%
8%
First
7 7 2 1
frustration o o N 0 o 0 0
349 41% 54% 20% 25%
rogroned |6 ’ P IO B ! 0
progresse 35% 23% 40% 50% 50% 25%
crisis 34%
Won crisis 2 2 4 0 1 3 0
24% 12% 15% 40% 25% 75%

Remarks: ! Rate of the 50 — member carrier consultancy-group, * Rate of the 17 — member task
oriented person Source: own edition, 2016
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For example there was no top manager among career consultancy’s
participants and there was no task oriented person (applicator stair) among candidates.
The possible reason for this later fact is, that the companies do not have resource head
hunters to recruit an applicator candidate.

Table 3 Top 3 candidates

3 3 g s | | 2| =
_ - —
g 2 T8 | £ Sl 2] 8| s
3 2 £ o 8~ 5 & g &
7 28 | £5 | 28 5 = g £
& g 28| ® 5 B | £ £
: s |fif: || f| L 5
A~ & & = & E ]
Not conscious 2 3 1
0 0 0 0
12%! 100%2 15% 14%
First frustration 0 5 7 2 2 0
36% 25% 54% 29% 50%
Active progressed crisis 0 5 2 4 2 2 0
30% 25% 15% 57% 50% 40%
Won crisis 0 7 4 0 0 1 1
26% 35% 31% 20% 100%

Remarks: 1 Rate of the 51 - member candidate-group, > Rate of the 2 - member task oriented
person  Source: own edition, 2016

The most interesting relationship between the persons’ success and the
progress of their career development stair’s crisis can be seen in Chart 3.

Chart 3 The correlation of the workout level of the current stair and the career development

40%
35%
30%
25% ——
B Consultancy participant
20% —
= appointed in one year
0 |
R ] Candidate
10% = . won the position
5% - = = e
0% - ‘ = = ‘

Not conscious First frustration Active Won crisis
progressed
crisis

Source: own edition, 2016

26

Some of 44% of career consultancy-group appointed to a further position
in the company within one year; while only 17% of other employees of the company
were appointed in the same interval. Some of 2% of the counselee’s group has finished
the career initiated by the company from the Q2 part of the crisis. Some of 2-2% left
the organisation. All the appointments of the group belonged to the active and the
won part (Q2-Q3) of the current or the following (!) career development stair as it is
indicated in black columns in Chart 3.

The appointments of top-3-candidate’s group come from the higher
knowledge parts of the stair’s crisis since the consultants don’t have to take risk with
the further progress of the crisis (grey columns in Chart 3). The point is that sometimes
the assessment tests indicate the competence in the first crisis part too but with a very
low predictive value.

Conclusions

To evaluate the predictive factor of analysing the crisis and declaration of
career development stair would need a further follow up. All the candidates who
won the position worked in charge after one year. A further study can compare the
relationship between the performance and the crisis in the stair. The present one
year experience is not enough to say the won crisis ensures the performance of the
position but in lower positions we can think it. In the group of career development
consultancy the next appointment means to step to the next stair of career development
or rotating on the same level helps to progress their own current crisis. As it has been
experienced, preparing for the next positions challenge pays.

After analysing the conversation and the interviews with the two groups of
pattern, a tendency has been set up, which shows the progress of crisis. In the pattern
no candidates won the position from the first two groups. In the consultancy group,
the career changing can be understood. The interpretation of result can be influenced
by some possibilities. These could mean the limitations of this research. For example
we cannot exclude that the candidates was already planned to appoint at the time
they attended the consultancy sessions. It is not easy to organise the follow up the
winner candidates, because they did not start their new job at the same time. It makes
sense to think over, that there are different time-period can be relevant for different
positions to decide about fitting the expectation of the position. There are plenty of
areas to utilize the results. Understanding the progress of the crisis can give tools and
inputs to superior to develop the person. The prediction factor of assessment methods
can increase with the new information comes from the crisis’ process, its prognosis
related to career development stairs.

The further possibilities of the usage may be specific developmental or
leadership tools dedicated to each part of the progressing crisis and also linked to
career development stairs, we could work out. A further study can find which tools are
pays in development.
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Abstract

A possible alternative of involving resources required for carrying out the
municipal tasks is to introduce local taxes which allows the municipalities to manage
themselves financially alone. Aim of the treatise is to present the development in
number of municipalities introducing local taxes, the role of own revenues and local
taxes in the budget of municipalities, highlighting the development in amount of
the business tax by settlement type. Based on the data, it can be stated that there
has been a significant change in the structure of budget of municipalities since 2008,
the local taxes play a decisive role, those ones serve as important sources of funding
in addition to the decreasing state aid.

Key words: budget of municipalities, own revenues, local taxes.

Abstract

Az onkorményzati feladatellatashoz sziikséges erdéforrasok bevonasdnak
egyik lehetséges alternativdja a helyi adok bevezetése, amely lehet6vé teszi az on-
kormanyzatok szamadra, hogy pénziigyileg onalléan gazdalkodjanak. A tanulmany
célja bemutatni a helyi adét bevezeté onkormanyzatok szamanak alakuldsét, a sajat
bevételek, a helyi addk szerepét az onkormanyzatok koltségvetésében, kiemelve
az ipartizési ad6 Osszegének telepiilés tipusonkénti alakuldsat. Az adatok alapjin
megéllapithatd, hogy 6nkorményzatok bevételének szerkezetében jelentés véltozas
kovetkezett be 2008-6ta, a helyi adok meghatarozoé szerepet toltenek be a teleptilések
koltségvetési bevételei kozott, a finanszirozas fontos forrdsdul szolgalnak a csokkend
allami tdmogatasok mellett, ezzel egytitt csokkent az 6nkorményzatok pénziigyi
onalléséga is.

Kulcsszavak: dnkormanyzati koltséguetés, sajit bevételek, helyi adok

JEL Classification: G28, H26, H61

Bevezetés
Az elmult években kiemelt figyelem ovezte a helyi onkormanyzatok gaz-

dalkodasét az EU és az OECD orszagokban egyarant. Egyrészt a 2008-ban kirobbant
pénziigyi valsag a legtobb orszdgban az onkormanyzati szektort is érintette, masrészt
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a kozponti és a helyi kormanyzati szintek kozott a feladat- és forrdselosztds rendsze-
rében atalakuldsok mentek végbe a legtobb orszagban. A téma hazai és nemzetkozi
tapasztalatait szamos szerzd feldogozta (Bordas, 2015; Fellegi, 2012; Halmosi, 2013;
Horvath etal., 2014; Lentner, 2015; Sivak, 2014; Charlot, 2013; Bailey etal, 2009). A kutatas
sordn bemutatjuk a magyar onkormanyzatok helyi adéztatdsanak f6bb jellemz6it,
elemezziik az dnkormanyzatok koltségvetési bevételének alakuldsat, kiilon vizsgaljuk
a helyi addk, illetve az ipartizési adok szerepét, ramutatunk a helyi adéztatas néhany
sajatossagdra. Az elmult években tobbszor tortént az onkormanyzatok gazdalkodasat
érint6 torvényi valtozds, azonban nem toreksziink a szabalyozas véltozasanak - annak
Osszetettsége miatt - részletes bemutatdsdra. A magyar onkormanyzati rendszer
szabélyozasat korabban a forrasok és feladatok decentralizacidja jellemezte, 2011-
t6l egyre inkabb az allami szerepvallalas keriilt el6térbe, ezzel is csokkentve a helyi
onkormdnyzatok pénziigyi onall6sagat.

Anyag és moédszertan

A tanulmany elsésorban hazai és kiilfoldi szakirodalmi bazisra, valamint a
témahoz kapcsolo statisztikai adatok feldolgozasara, elemzésére épiil.

Az EU-hoz val6 csatlakozds a magyar jogrendszer harmoniziciéjat ko-
vetelte meg, ezért roviden bemutatjuk a kozvetlen és a kdzvetett adok esetében az
unids elvarasokat. Ezt kovetSen a helyi adéztatas f6bb lépéseit, illetve a helyi addkat
bevezd onkormanyzatok szdmat, a helyi adok formadit, az onkormanyzatok é&ltal
bevezetett adénemeket ismertetjiik. A helyi adok egyre nagyobb szerepet jatszanak az
onkorményzatok koltségvetésében, ezért elemezziik a helyi adok, a sajat bevételek, a
koltségvetési bevételek 0sszegének és aranyainak alakulasat, rdimutatva az eltérések
okaira. A helyi ad6kon beliil jelent6s szerepe van a véllalatok 4ltal fizetett helyi
ipartizési adénak, statisztikai adatok alapjan telepiilés tipusonként megvizsgaljuk
az adonem osszegének alakuldsat, valamint régionkénti eltérésekre is rdmutatunk.

Az elemzés az Orszagos Teriiletfejlesztési és Teriiletrendezési Informacios
Rendszer (TEIR), a Magyar Allamkincstar (MAK) és az Allami Szémvevészék adatai
alapjan késziilt.

Eredmények
1. Adéharmonizacié

A nemzetkozi adézas egyik legfontosabb fogalma az adéharmonizacié. Az
1990-es évek maésodik felétdl felgyorsult a magyar adoépolitika tudatos alkalmazasa
az Eurdpai Unié kovetelményeihez, ami az els6 1épés volt a csatlakozasi targyaldsok
elkezdéséhez. A jogharmonizacié soran torekedni kell arra, hogy a hazai ad6zasi
feltételek alakitdsa az eurdpai tagorszagok adépolitikai megoldasaihoz ne csak kolt-
ségvetési érdekbdl torténjen, hanem a gazdasagpolitika mas teriileteinek a prioritasat
is titkrozze. Az adéharmonizédcié tobb torvénynél megjelenik, nem csak a kozvetlen
adokndl (4fa, jovedéki add), hanem a kozvetett adoknal, a koltségvetési tdmogatasok-
nal is. (Foldes, 2005)

Az eurdpai harmonizacié sarkalatos pontja a kozvetlen adék harmoniza-
cidja teriiletén a karos adéverseny elleni fellépés a tagallamokban. Az adéharmoniza-
ci6 célja, eredménye a nemzetkozi kapcsolatokbdl és a nemzeti adérendszerek kii-
lonbségébdl vagy éppen azonos médszerek alkalmazasabol ered6 addjogi konfliktu-
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sok felszamolasa az egységes piac kialakitdsa és miikodése érdekében. Az Eurdpai
Unié a tagallami adérendszerekbe teljes beavatkozast nem gyakorol, de negativ
folyamatok és a kett6s adoéztatds elkeriilése, valamint az egységes belsé piac
miikodésének biztositdsa érdekében él a jogharmonizacié befolydsol6é eszkozeivel.
(Erdés, 2012; 2009)

A kozvetlen adok vonatkozasdban a szabalyok kevésbé harmonizéltak,
mint a kdzvetett adok esetében. Ezen addk kapcsan nem a harmonizacié, hanem a
koordinaci6 a jellemz6, aminek oka az, hogy az Eurépa Bir6sag hatdrozatai mutatnak
irdnyt arra vonatkozéan, hogy hogyan lehet, vagy éppen nem lehet a kozvetlen adét
szabalyozni. Azért fontos megemliteni, mivel a kozvetlen addk esetén - kiilonos
tekintettel - a helyi ad6k terén nincsenek unids elvarasok a négy szabadsag elv
érvényesiilésén kiviil. Ez az oka annak, hogy a helyi ad6 az egyik legfontosabb eszkoz,
minden tagallam szdmadra szandékainak megfelel6en alakithatja ki sajat adérendszerét.
A helyi adokra a diszkriminacion tal mas elvards nem is vonatkozik, ami nagy
mozgasteret ad a jogalkotok, illetve a telepiilések szamara. (Deak, 2013; Hamburger,
2002; Erdés, 2009)

A helyi adok jelent6sége az OECD-orszagokban is jelentds, a helyi ad6zas-
ban a vagyonaddzas kertilt el6térbe. A helyi ad6-reformok kozponti kérdése: egyrészt
hogyan lehet az egyes adénemek és az igénybe vett szolgéltatasok kozott kapesolatot
teremteni, mdsrészt a kozponti és a helyi adok kozotti egyensily megteremtése.
(OECD, 2013a) Emellett az OECD-orszdgok tobbségében kiemelt kérdés pl. az okta-
tasi feladatok decentralizacidja is.(OECD, 2013b)

2. Helyi ad6k bevezetése

A helyi adé bevezetésének célja az onkormanyzat onéllésaganak biztosita-
sa és a helyi addztatési jog gyakorlasa. Az 1990. C. torvény a helyi ad6krdl (Htv.)
felhatalmazta az onkormanyzatokat a helyi adéztatasi jog gyakorldsara. A torvényben
meghatarozott addénemeket, illetékességi teriiletiikon rendelet tutjan vezetik be.
Az 1j rendszer az onkormanyzatokat nagyobb onallosagra és tobb feladatelldtasra
kényszeritette. Az onkormanyzatok szdmara nélkiilozhetetlen volt egy Gj rendszer ki-
dolgozasa, melynek kiépitése sordn figyelemmel kellett lennitik a helyi sajatossagokra,
hogy a Htv. alapjan megalkossédk a sajat rendeleteiket. A rendeletek megalkotasa soran
meg kellett hatarozniuk a bevezetend$ adénemeket, az adémértékeket, valamint ki
kellett jelolnitik az adémentességet érintettek korét. Tehat a helyi adék megallapi-
tasi joga 1990-t6] mondhatni hagyomanyok nélkiil tortént.

A torvénynek koszonhetSen 1991-ben 308 onkorményzat vezetett be helyi
adot (1. dbra). Dont6en megyei jogt és nagyobb varosok voltak, amelyek ipartizési
adot, vallalkozok kommunalis adéjat és idegenforgalmi adot vezettek be. A folyama-
tos gazdasagi helyzet véltozasa azonban megkovetelte, hogy egyre tobb tnkormany-
zat vezessen be helyi addkat, ezen beliil is els6sorban az ipartizési adét. 1992-ben
jelentds véltozas kovetkezett be, mivel mar 1 461 onkormanyzat vezetett be helyi adot,
illetve a helyi adé bevétel is szamottevéen megugrott. Mig 1991-ben 4 millidrd forint
volt, addig 1992-ben mar 17 milliard forint folyt be a helyi adébevételekbsl. 1993-ban
a helyi adét bevezeté nkorméanyzatok szdimaban nem tortént valtozas, viszont a helyi
ad6kbol szérmazé bevétel mar elérte a 27,1 milliard forintot (ON-KOR-KEP, 1997).

Az 1994-es évet a valasztdsok jellemezték, melynek hatdsira az Gjonnan
megalakulo képvisel6-testiiletek éltek a helyi adé bevezetésének lehetSségével. Ennek
koszonhetSen a helyi adét bevezet6 onkorményzatok szama 1 578-ra emelkedett.
Erdekes az a tény is, hogy azon ¢nkorményzatok, amelyeknél igen csekély volt
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a helyi adokbol szdrmazé bevétel, nem tudtak réla lemondani. 1995-ben tovébb
novekedett a helyi adoét bevezet6é snkorményzatok szdma, mivel a hatranyos helyzetti
onkormanyzatoknak is sziikséges volt bevezetniiik valamely helyi adénemet az élla-
mi tAmogatas miatt.

1996. janudrjaban a helyi adokrol sz6l6 torvényt moédositottak, amelynek
értelmében a mentességek, kedvezmények sztikiiltek és az adomértékek emelkedtek,
2001-re megtizszerez6dott a helyi adét bevezeté onkormanyzatok széma (3027db)
1991-hez képest. 2013 végéig tovabbi 127 6nkormanyzat vezetett be helyi adét. Ma-
gyarorszagon jelenleg 3178 telepiilési énkormanyzat mtikodik, melyb6l 2015. januar
1-t61 3135 vezetett be valamilyen tipust helyi adét. Ez 98,6%-os aranyt jelent.

1. dbra: Helyi adot bevezetd onkormdnyzatok szama 1991-2015 kozott Magyarorszdigon
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Forrds: Magyar Allamkincstdr, 2016 (1)

3. Helyi ad6k formdi

Az elmult években egyre meghataroz6 szerepe van a sajit bevételeken
beliil a helyi adébdl szarmazé bevételeknek, az snkormanyzatok térekednek az ado-
bevétel novelésére. Ez egyrészt megnyilvanul a helyi adék mértékének folyamatos
emelésében, valamint a korabban be nem vezetett adénem bevezetésében. A helyi adék
csoportositdsat a 2. szamu dbra szemlélteti.

A 3. abra adatai alapjan lathato, hogy 2015-ben magénszemélyek kommu-
nalis adéjat a helyi onkormanyzatok 72 %-a, helyi ipartizési ad6t az 6nkormanyza-
tok 88 %-a vezetett be. A helyi ipartizési ad6 a vallalkozasokat terheli. Az ad6 alapja
a nett6 arbevétel (csokkentve a torvény altal el6irt kozvetlen koltséggel pl. az eladott
aruk beszerzési értékével, kozvetitett szolgaltatdsok értékével, anyagkoltséggel
stb.), tehat nem a jovedelem adézik, ezért a veszteséges vallalatoknak is meg kell
fizetnitik a gazdasagi tevékenységiik utan az adot. Ervényesiil az az elv, miszerint a
vallakozas hasznalja az un. kozjavakat (infrastruttrat, szolgaltatdsokat), akkor annak
fenntartasahoz, mtikodéséhez is jaruljon hozza fiiggetleniil attol, hogy nyereségesen
vagy veszteségesen végzi a tevékenységét.
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2. dbra: A helyi adok csoportositisa
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Forrds: Heirich, 2016

A statisztikai adatok alapjan megfigyelhetS, hogy az iparilag fejlettebb
varosokban a vallalkozasok adoztatdsat helyezték el6térbe. Az idegenforgalom
szempontjabol frekventalt teriileteken els6sorban idegenforgalmi adoét vezettek be,
ami nem a helyi lakosokat, hanem a teleptilésre érkez¢ turistdkat terheli. A nagy
1udolé korzetekben pl. Balaton melletti teleptiléseken az 6nkorményzatok egyik
legfontosabb bevételi forrdsa az idegen forgalmi adé. Ahol sem az ipartizési ado,
sem az idegenforgalmi addztatds nem jellemz6, ott a lakossag kotelezhetd helyi ado
fizetésre. A kommunadlis adé a magénszemélyeket terheli, az ad6 alanya az épiilet, a
telek ingatlan-nyilvantartdsba bejegyzett vagyoni értékd jog jogosultja vagy annak
tulajdonosa.

3. dbra: Kivetett helyi adok szama adonemenként (2015)
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Forrds: Magyar Allamkincstdr, 2016 (11)

33




A helyi adok kivetése azonban sohasem volt korlatok nélkiili, térvényben
rogzitett, hogy milyen tipust és mértékd adé vetheté ki, mekkora a mértékének a
hatdra, valamint az is, hogy milyen kedvezmények, mentességek érvényesithetSk.
(Bordés, 2015) Ugyanakkor a helyi adok novelésének lehet6ségét szdmos, egymast
er6sité gazdasagi, politikai koriilmény korlatozza.

Lérant mar 2008-ban megfogalmazta, hogy az egyre szigorod6 gazdasagi
kortilmények mértéktartasra intik a helyi adé rendeleteket alkoté képvisel6-testiile-
teket. A potencidlis addalanyok (véllalkozdsok és magénszemélyek) adéterhelését
a kozponti adok, a munkanélkiiliség, az inaktivak szamanak gyarapodasa, a real-
jovedelmek csokkenése is egyardnt befolyasolja. Az egyes helyi adok bevezetésénél
is komoly mérlegelésre késztetik az onkormanyzatokat az adéalanyok kivalasztasa
(vallalkozok és/vagy lakossdg), valamint az adémérték, a kedvezmények és men-
tességek meghatarozdsa szempontjabol. (Loérant, 2008) A helyi adék a vallalkozésok
szamara Ujabb terheheket jelentenek, a lakossdg addztatdsa a haztartasok kiadasait
noveli, az Gjabb adok bevezetése politikai ellenallasba is titkozhet.

4. Helyi ad6 bevételek szerepe

Az onkormdnyzatok Gsszes bevételének osszege 2008-ban meghaladta a 4
ezer milliard forintot, vélsagot kovetSen jelentSsen visszaesett, 2009-re 8,5 %-kal, 2011-
r6l 2012-re kozel 15 %-kal, majd 2013-ra tovabbi 15 %-kal, 2,8 ezer millidrd forintra
csokkent (4. abra). A bevételek csokkenését a 2011-ben elfogadott 6nkormanyzati
torvény (Motv.) egyik legjelentSsebb valtozédsa, a feladatrendszer atrendezédése
magyarazza. Megszlint az énkorményzatok kordbban kotelez6 feladatai kozé tartozo
alap- és a kozépfoku oktatds és az egészségiigyi feladatok helyi szintre torténd
decentralizécioja, az allam vette at ezeket a feladatokat. [gy jelent6s bevételektsl estek
el az onkormanyzatok, megvaltozott a koltségvetésiik kiadasi szerkezete is, s egyben
sztikiilt a kotelez6 feladatainak a kore is. (Sivak, 2014)

4. dbra: A magyar onkormdnyzatok helyi ado bevételének alakuldsa
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A feladatok atrendez6désével egyidejlileg megvéltozott a forrdsok szerke-
zete is. A leglényegesebb elem a személyi jovedelemad¢ kikeriilése a forrasok koziil,
valamint az allami hozzéjaruldsok és tamogatdsok csokkenése a kotelezd feladatok
egy részének centralizacidja miatt. A sajat bevételek dsszege 6 év alatt kozel 4 %-kal
csokkent, ezzel szemben a helyi ad6 bevétel 2008 és 2013 kozott folyamatosan - ki-
véve 2010. évet -, Osszesen 111 milliard forinttal, kozel 16,5 %-kal novekedett.
Ezzel egyiitt a helyi ad6k részesedése a bevételbdl jelentésen novekedett a vizsgalt
években. A helyi adok sajat bevételen beliili aranya 54 %-161 65 %-ra, a koltségvetéshez
viszonyitott ardnya 14 %-r6l 23 %-ra nétt. Az adatok azt igazoljak, hogy az onkor-
manyzatoknak magmaradt feladataik elldtdsahoz egyre névekvd sajat bevételre van
sziikségiik.

Horvéth és szerzétarsai kutatdsai alapjan a tertileti adatokbdl a nyugat-
keleti, az egyes nagy régiok gazdaséagi fejlettségi szinvonaldban meglévé kiilonbsé-
gek is lathatok (Horvéth et al, 2014). Az 6nkormanyzatok Kozép-Magyarorszagon és
Dunantdl fejlettebb részein képesek kihasznalni a sajat bevételi lehetSségeiket, mig
a tobbi régioban joval kisebb az dsszes bevételen beliil a sajat forrdsok aranya. A sajat
bevételek ardnya az Osszes bevételbsl 2010-ben a legmagasabb Kozép-Magyarorsza-
gon (44,2 %) és Nyugat-Dunantalon (33,6 %), a legalacsonyabb az Eszak-Alfsldon
(22,2 %) és Eszak-Magyarorszdgon (21,8 %), mikozben az orszagos atlag 31,9 %.
A szerz6k ramutatnak az urbanizaciés kiilonbségekre is, miszerint Budapesten az
orszagos atlag kétszerese a helyi ad6 egy fére juté Osszege, mig a tizezer f6 alatti
telepiiléseken rohamosan csokken a helyi adébevétel, az egy f6re juté Osszege alig
néhany ezer forintot tesz ki.

5. Ipartizési ado

A helyi ado6k a sajit bevételek kozel két harmadat, az dsszes bevétel egy
negyedét teszik ki (4. dbra). Az onkorményzatok leggyakrabban az ingatlanhoz
kapcsolodé (kommundlis, vagyon) adé mellett a véllalkozdsok altal fizetett helyi
ipartizési adot vezették be. Az 1. szamu tablazat adataibol lathato, hogy az ipartizési
adobol szarmazo bevétel 2010-ben 472 milliard forint, 2013-ban 501 milliard forint, ami
a helyi adobevételek kozel 85 %-at teszi ki. A tobbi adonem 15 % koriil részesedik az
onkormanyzatok helyi adé bevételéb6l. (Allami Szamvevészék, 2010) Fellegi (2012)
tanulményaban a helyi adoztatas fiskalis szerepét hangstlyozza, amit alatamaszt
az ipartizési ad6é meghatdrozé szerepe a helyi adobevételek kozott. Ugyanakkor ra-
mutat arra is, hogy a magyar vallakozasok versenyképessége jelentésen fiigg a
helyi adé6ztatas jellegétSl és mértékétol.

Az orszag tertileti koncentraci6jabdl fakadéan az ipartizési ad6 tobb mint
60%-at a févaros és kertiletei, valamint a megyei jogt varosok szedik be. A févérosban
telepedtek le a legnagyobb cégek és itt mtikodik a legtobb vallalkozés, igy a HIPA
bevétel is ide koncentralodik. Az egy telepiilésre juté bevétel osszegében is jelentSs
eltérések mutatkoznak. Mig orszagos éatlag telepiilésenként 2013-ban 159 millié
forint, addig Budapesten 99 milliard forint, a f6véros kertileteiben és a megyei jogt
varosokban 4-5 milliard forint. A 2074 kozségi onkormanyzat éltal beszedett ado
csak tizede (16 milli6 forint) az orszagos atlagnak.

Ha a lakosok szamat, aranyat tekintjiik, a févaros és keriiletei, valamint a
22 megyei jogt varos teriiletén - ahol az dsszlakossag kb. 37 %-a él - a helyi ipartizési
ado kozel 61 %-at szedik be. Ezenkiviil még néhany magas adders-képességii tele-
ptilés (pl. Paks, Budaors) esetén jelentés az ipartizési ad6. A kozségek, nagykozségek
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és a kisvéarosok - legalabb 3000 ezer telepiilés - szdmara az ipartizési ad6 nem jelent
meghatarozo bevételi forrast, a finanszirozasi problémajuk megoldasdra nem nydujt
val6di megoldast. (Fellegi, 2012)

1 tdbldzat: Helyi onkormanyzatok helyi ipariizési bevételei telepiilés tipusonként

Telepiilés Lakosok . Egy HIPA Egy
Zama HIPA % telepiilésre milli6 % telepiilésre
S b5 | millio Ft juté HIPA - juté HIPA
czerto milli6 Ft milli6 Ft
2010 2013**
Févaros 1705 94431 | 20 94 431 99554 | 20 99 431
Keriilet (23) 10859 | 23 4722 95650 | 19 4159
Megyei jogd 1986 | 103874 | 22 472 113084 | 23 5140
véros (22)
E——
8YEb varos 3089 | 122760 | 26 462 140650 | 28 528
(266)
Nagykozség
- 643 14165 | 3 9% 10232 | 2 67
Kézség (2704) 2702 28329 | 6 11 42065 | 8 16
Orszag 10125 | 472155 | 100 150 501238 | 100 159
osszesen (3145)

Forrds: Allami Szamvevdszék, 2010-2013, Magyar Allamkincstir

* HIPA: helyi ipariizési ado.

**2010-r6l 2013-ra Magyarorszagon a népesség szdma kozel 216 ezer fovel csokkent,
ami elsésorban a sziiletések és a haldlozdsok szamdnak kiilonbségébdl fakad. Ugyanakkor
megfigyelhetd, mig a kozségekben lako népesség szama csokkent, addig a févdrosi és a vdrosi
lakossig szdma valamelyest novekedett.

A kis létszamu telepiilések gyakran versenyeznek egy-egy tizem, telep-
hely nyitdsa, nagyobb beruhédzas megvaldsitasa érdekében, mert helyi ad¢ fizetként
szamolhatnak veliik, az onkormdnyzat bevételi forrasat novelik. Természetesen
ellenkezéleg is igaz, ha pl. megsziinik egy nagyobb ad6z6 telephelye az adott telepii-
lésen, akkor az onkormanyzat koltségvetésére hatdssal lehet. Tehat az 6nkormdny-
zatok koltségvetése jelentGsen a fligg az ipartizési adotol, 2010-ben a helyi adé be-
vétel 92 %-at a vallalkozasok fizették.

6. Telepiilési ado

2015. januar 1-t6l az onkormanyzatok mar nem csak helyi adékat, hanem
teleptilési adokat is bevezethetnek, amennyiben mas torvény nem tiltja, illetve a
teleptilési ad6 targyat kozteher nem terheli. 2015-ben 128 helyi adofizetési kotelezett-
ség djonnan kertilt megallapitasra. A meglévé helyi adok koziil a legtobben a helyi
ipartizési adot vezették be (66 telepiilés). A MAK (Magyar Allamkincstar) adatai
szerint az Gjonnan megallapitott teleptiilési adét 98 onkormanyzat vezette be, ami
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116 adofizetési kotelezettséget jelent. Az tjonnan megallapitott teleptilési adok kozé
tartozik a legtobb onkormaényzat altal kivetett foldado, tovabba a jarmtiad6, magas
épitményado, ebadd és az utadé. A foldadé térgyat az ingatlan nyilvéntartasban
szantd, sz6l6, gytimolesos kert, nddas, rét, legeld, fasitott tertilet, halasté és mtivelési
agban nyilvéantartott terméfold képzi. (MAK, 2016)

Miel6tt bevezetésre keriilne egy telepiilési add, minden képvisels-testiilet-
nek mérlegelnie kell, hogy van-e értelme bevezetni tjabb adéterhet, és mekkora
forrast biztosit a telepiilésnek, mit tudnak bel6le finanszirozni. Stanford mar 1987-
ben hét kovetelményt fogalmazott meg a helyi adék bevezetésével kapcsolatban,
melyek a kovetkezék: a helyi ad6 legyen széles és viszonylag egyenletes eloszlasu,
az adoteher a helyi lakosokat érintse, a beszedett ad6 legyen magas, és lehetéleg
allandé hozamot biztositson, beszedés koltsége legyen gazdasagos, legyen igazsa-
gos, atlathato, és biztositsa az elszamolhatésagot helyi szinten. Bordés tovébbi el-
varasként fogalmazza meg, hogy ne lehessen az adét masra terhelni, azaz az ado-
exportélas korlatozasa érvényesiiljon. (Bordas, 2015)

A magyar gyakorlatban a tapasztalatok szerint a vallalatok a piaci arak
meghatarozéasakor a helyi adokat koltségként tekintik, az arba bekalkulaljék, igy a
fogyasztokkal fizettetik meg. A telepiilési ad6 tobbsége (foldado, jarmtiadd) a me-
z6gazdasagi tevékenységhez kapcsolodik, ami ellentétes a kézponti kormanyzat po-
litikajaval, mivel mez6gazdasagi termelSket terheli. A telepiilési adébodl szarmazo
bevétel csak szocialis ellatdsok finanszirozasara és telepiilésfejlesztésre hasznalhato
fel, igy ezen adokbol szarmazoé bevétel csak azoknak az 6nkorményzatoknak kedvez,
akiknek nincs elég forrasuk ezen feladatok finanszirozasara. A telepiilési adoval
szemben a helyi ad6 2015-ig szabadon felhasznélhaté volt, ezért egyfajta rugalmas-
sagot is biztositott az onkormanyzatoknak. Ett6l az évtél a klasszikus adoék
felhasznélasaban valtozéds tortént, a helyi ipartizési adobdl befolyé bevételeket a
képvisel§ testiilet hataskorébe tartozé szocialis ellatasok finanszirozasara és a hiva-
tali dolgozok bérkoltségére kell/lehet felhasznalni.

Osszefoglalas

Az onkormanyzatisdig a demokratikus dllamok nélkiilozhetetlen sajétos-
saga, egylitt jar a decentralizdciéval, a szubszidiaritds élvének érvényesiilésével, vala-
mint a kozponti intézkedések helyi szinten torténé megvalésitasaval. Vannak olyan
orszagok, ahol az onkormanyzatok dontési jogositvanyai korlatozottabbak, a helyi
hatosagok szigort ellenérzés alatt allnak, mas orszagokban (pl. Anglia) a koziigyek-
ben val6 részvétel joga szinte teljes kortien érvényesiil. (Paulo et al, 2013)

Magyarorszagon a helyi adokrol sz6l6 1990. évi C. torvény lehetSséget
biztosit az 6nkorméanyzatok szdmdéra adoztatdsra. Az adoézési kotelezettség akkor
all fenn, ha az adott telepiilés képvisel§ testiilete élni kivan az addztatds jogaval és
errdl rendeletet alkot. A rendeletalkotédst kévetSen az énkorményzatok szabad kezet
kapnak abban, hogy a torvényi keretek kozott mely adonemet, milyen feltételekkel
vezetnek be. Ez az oka annak, hogy a kiilonboz6 telepiiléseken eltéré adonemekkel
és mértékekkel taldlkozunk. Ezek meghatdrozasanal célszerti az adott telepiilés,
régié gazdasdgi lehet6ségeit és adderd képességét figyelembe venni. Az onkor-
manyzatok tobbsége a vallalkozasok adéztatasat helyezi el6térbe, ezzel csokkentve
a versenyképességiiket. Mellette sz616 érv azonban, hogy a helyi adéfizeté beazono-
sithatd, az tizleti forgalmat az adott telepiilésen végzi, hasznalja az infrastruktarat.
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2015-re az 6nkormanyzatok csaknem 99 %-a vezetett be a helyi adok koziil egy vagy
tobb adénemet. Telepiilési adot csak 98 onkormanyzat valasztott bevételi forrasként,
az adonembdl befolyé bevételt kototten hasznalhato fel, a motivacié csupan abban
rejlik, hogy a telepiilések el6teremtsék az allam altal el6irt kotelez feladatok pénz-
tigyi forrdsait. Bordas szerint egy szabadon felhasznélhaté telepiilési ad6 6sztonzébb
lenne az onkormanyzatok szamara, nagyobb motivacidja lenne az onként vallalt
feladatok ellatasa érdekében. (Bordas, 2015)

A MAK adatai szerint 2008 és 2013 kozott a magyar nkorményzatok
forrasait tekintve a sajat bevételek tsszege valamelyest csokkent, a helyi adé bevé-
telek osszege folyamatosan nétt, mikozben a koltségvetési bevételek Gsszege jelen-
tésen, kozel 30 %-kal csokkent, ami részben annak kdszonhets, hogy a kotelezd
feladatok egy részét (pl. kozoktatast) az allam atvallalta. A helyi adok aranya a sajat
és a koltségvetési bevételbdl folyamatosan nétt, ezzel is erdsitve az onkormany-
zatok un. bevételi rugalmassdgéat (Vasvari, 2013). Sivak szerint a feladatok dtrende-
z6désével egyidejlileg megvéltozott az nkorményzatok forrasszerkezete. A leglé-
nyegesebb valtozés a személyi jovedelemado kikeriilése a forrasok koziil, valamint az
allami hozzajarulasok és tamogatésok csokkenése.(Sivak, 2014)

A helyi onkormanyzati rendszer az elmult negyedszdzadban tobbszor
atalakulason ment at, de egy dolog nem valtozott, megmaradtak a helyi addk, a
bevezethet§ adénemek szama novekedett. Megéllapithatd, hogy a koltségvetésen
beliili sulyuk folyamatosan novekedett, mivel a kordbbi tdmogatasigényes feladatok
jelent6s részét kozpontositottak. Az els6 tapasztalatok szerint azonban a telepiilési
ado bevezetésével és a helyi ipartizési ado felhasznalasanak korldtozasaval elindult
a helyi adék atrendezédése. A magyar énkorményzati rendszerre jellemz6 decent-
ralizacié helyébe a forrasok és a feladatok centralizacidja lépett, az allam olyan
feladatokat vett 4t, mint a kozoktatds, az egészségellatas egyes teriiletei, melyek a
legtdbb orszagban a helyi szint feladatai kozé tartoznak.

Osszeségében megallapithato, hogy a hazai rendszer véltozésiban egy-
fajta kett6ség figyelhet6 meg. Egyrészt a helyi feladatok atrendezdédésével, a koz-
ponti tdmogatasok csokkenésével a helyi ad6k erésebb szerepet kapnak a helyi
koltégvetésben. Masrészt a bevételek felhasznaldsanak kotottsége gyengitette a helyi
adok altal kordbban biztositott pénziigyi autonémiat.
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Abstract

The foremost purpose of this research was to evaluate the level of influence
coming from owner family on business succession processes in various successor
modes. The targeted population was selected were the successors of family owned
businesses that contain between 50 and 149 employees and who were involved in
a business succession process within the last 10 years. Sample units were selected
through simple random sampling method and consist of 128 units. The main data
collection modes were a structured research questionnaire mail-out, and also in-
depth discussions held on successors. All factors have a positive relationship to Initial
satisfaction in Business Succession Process. However, the relatively important factor
is family harmony. When succession is conducted with family member successors,
the most important factor for success is family harmony. In practice business
succession process encourages stakeholders to work for higher levels of satisfaction
for the successor. Furthermore, the study recognizes Unrelated Manager Successor
as a suitable alternative succession mode for family owned business.

Keywords: Owner Family, Business Succession, Satisfaction, business Performance

JEL Classification: L21, L.26, L1

Background of the Study

When the incumbent is getting close to retirement, the Family Owned
Business (FOB) and the owner-family is in a dilemma about the new successor
appointment, and the success after the new appointment. If this process fails, that
occurs just occasionally, it is the biggest loss in the entire life of the business entity.
It is clearly not a regular incident in these generic types of businesses. Succession in
FOB usually means one generation handing management to the next generation. If
one or few families have the majority of ownership and the controlling power of the
company, then simply it can be identified as a FOB (Shanker and Astrachan,1996).
Astrachan et al (2002) developed a new model for assessing to what extent family
influence has on business organizations, using three dimensional powers, experience,
and culture. Klein et al (2005), developed another scale named “F-PEC” to measure
family influence on power, experience, and culture within a firm. Chrisman et al (2003),
defined FOBs based on “familiness” which is current and next generation business
control of a firm. Carsrud (1994), defined FOBs as when “A firm’s ownership and
policymaking are dominated by members of an ‘emotional kinship group” whether
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members of that group recognize the fact or not.” Globally, FOBs are the prevalent
form of business organizations, and they represent 60% to 75% of all worldwide
enterprises - from the most developed countries to developing countries. However
according to Ward (1987); Davis and Harveston (1998); and Kets de Vries (1993)
“only 30% of FOB survive into the second generation, and 15% survive into the third
generation.” As per Miller et al (2003) poor Business Succession Process (BSP) is the
central cause for this and factor behind this failure is stakeholders influence is one
of the factor to the unsuccessful BSP. Successor, Incumbent and Owner family are the
most influential stakeholders for the succession process (De Alwis, 2012).

As a group, family members are the most important internal stakeholders
in FOBs because the successor must continually deal with families in financial and
social transactions (Sharma et al., 2001) throughout succession process and after.
Therefore successful continuation of the business, family managers must accept
each other’s role, and if they reject the successor, it hurts to the entire BSP. If owner-
family act against the BSP, it will block the entire process of the BSP (De Massis et
al., 2008; Lansberg, 1983). The challenges running the business for the successor are
somewhat complex, especially when family members have different expectations for
what they must do for the FOB. For instance, some family members may be directly
involved with the FOB, and some not. However, all of them may have hidden or open
expectations of goals for the FOB. The worst situation happens when the successor
cannot accomplish those expectations from other family members, and then family
members will go against the BSP as well as the successor. This encourage to appoint
an outsider as a successor. Therefore their commitment, trust and agreement to
work is very important for a successful BSP. Churchill and Hatten, (1987) believed
that family harmony helps the succession process be successful because it brings great
trust and mutual understanding among participants (Dyer, 1986 and Handler, 1990).
Malone (1989) included mutual respect, trust, understanding among family members,
and the presence of open lines of communication as the main features to help family
harmony. This brings a shared vision for their future (Sharma, 2001).Further, Morris
et al. (1997) confirmed that the quality of family relationships is a reliable indicator
of whether a BSP will be successful, more reliable than either succession planning or
preparing heirs. If there is family disharmony, it will badly affect the business such
as discontinuing business involvement, put family stakes into jeopardy, and cause
stakeholder powers to be dysfunctional. Those badly affected must still attempt to
successfully continue on with the business. If the family chooses not to continue the
FOB, the BSP cannot be seen to implement this decision. In some instances, children
of the owner do not have any interest to join the FOB due to various reasons because
family relationships are complex and people conflict with each other, which then
damages the continuity of the business.

According to research findings, FOBs give foremost preference to hand
over the business to family members because their ambition is to preserve family
company ownership. To achieve this, they transfer management and control to the
next generation (Morris et al., 1997; Lansberg, 1999), without considering the level of
competence of the successor. The leading argument for this generational succession
is the belief that family members can gather social capital, resources and specific
knowledge on running the firm in a more efficient and profitable manner (Bjuggren
and Sund, 2001). According to Davis et al (1997) “the family successor could perform
better than other managers because they are exposed to higher non-monetary
rewards associated with the firms” success that other successors do not share.” They
further argue “to get solid, specific knowledge and high levels of trust from key
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stakeholders is very difficult to outsiders.” However due to the failures with family
successor, BSPs have gone beyond that stage by considering alternative succession
modes, not for family control but for the survival of the organization as a FOB.
Nelton (1997) expressed that “families are now starting to recognize that it is not the
end of the family enterprise if you bring in a non-family executive to lead the firm”. In
other words, at present there is a trend to be a FOB as a “family owned - non-family
managed” model, not as a “family owned-family managed” model. Therefore, the
business succession process of FOBs is better defined as “the passing of the leadership
baton from the founder/owner or incumbent owner to a competent successor, who
will be either a Family Member Successor (FMS) or a non-family Unrelated Manager
Successor (UMS) (De Alwis, 2011).”This paper defined FMS as “individuals who
have a relationship with the incumbent and family by blood or by law (De Alwis
2012).” In general, the transition will come from generation to generation, but
sometimes, due to the unavailability of blood relations; there is consideration given
to whether the business should be handed over to more distant, legally binding
relations. Thus, this study considers both types of successors. The adoption of UMS
signifies the separation of ownership and control, or at least it dilutes the family
control in the actual management of the business. Under these circumstances, the
UMS is defined in this paper as “an individual who takes full charge of the day-to-
day operations while retreating to the board of directors to assume advisory and
supervising duties (De Alwis 2012).”

A successful changeover is extremely dependant on two foremost decisions.
The first one is choosing the appropriate successor, and the second one is managing
influential factors so as to maximise successor satisfaction because this directly affects
PSP of the business unit. Under these circumstances, the author was in a conceptual
puzzle: What are the family related factors influencing successful business succession
process, and so on. Finally, this motivated the author to conduct empirical study to
investigate that question.

Research Problem

As explained previously, BSPs of FOBs have become a serious issue for the
longevity of this business entity. Therefore, there is a high tendency among researchers
and practitioners to find feasible solutions to this succession issue, however in FOB
literature; no one has researched owner family influences under the same conditions
with different succession alternatives. This study aims to develop an understanding
of this phenomenon, identified in the previous section. Hence, the research problem
can be stated as follows: “What are the influences from owner family members on a
successful business succession of a family owned business in generally and under
alternative type of succession modes? How is the influence different with each type
of succession mode?” The aim of this study is to examine the influence of owner
family member’s related factors to the success of the BSP under different succession
modes.

Therefore, the objective is:

To compare influences from owner family relevant factors of the BSP with
different successor modes: family members and non-family unrelated managers.
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Methodology
Conceptual framework

This conceptual framework has identified family related factors of the BSP
as the independent variables and the Post Succession Business Performance (PSBP)
and Initial Satisfaction on Business Succession Process (ISBSP) as dependent variables
of the study.

Independent variables
e Family Harmony

The factors carrying a high level of influence on the BSP include family
members’ commitments to the business (Dyck et al., 2002); their trust in the successor’s
capabilities (Dyck et al., 2002; Sharma, 1997; Sharma et al., 2001); and their mutual
agreement to accept the new successor and continue the business (Sharma et al.,
2003). Churchill and Hatten (1987); Dyer (1986); Handler (1990) all identified the
combination of these qualities as increasing family harmony, and this generates a
shared vision for every participant (Sharma et al., 2001). This study defines family
harmony as “the level of trust, commitment to business and mutual agreement among
family members.” Therefore, this study was measured “family harmony” through
three indicators: “trust, commitment to the business”, and “mutual agreement.”

e Willingness to support succession process

According to Tagiuri and Davis (1992), “an overlapping and interdependent
relationship can be seen between the FOB, the owners of the business, and the family
that controls the business.” If family members are not committed to the succession,
it blocks the opportunity to demonstrate the requisite management abilities of the
successor (De Massis et al., 2008). Moreover, most frequently, family members are
more willing to offer higher positions to their relatives than to outsiders. In addition,
they should be very willing to share their knowledge and portfolio of professional
capabilities with relatives. However, in some instances, family members that hold
important roles in the company may threaten to leave the company because of
dissatisfaction with the selection. Under this background, this study defines family
member’s willingness to the successor as “how much family members conform to
the selection of the successor” and the study was measured it through two indicators:
“sharing knowledge freely among members”, and “continuing the family role of doing
business without any disconnection.”

e Family involvement to the management

Generally, the director of the board of any type of company is consisted the
owners of the entity. It is not dissimilar with FOBs, and based on the level of ownership,
family members take positions on the board of directors. If the business is totally
owned by one company, on most occasions, the entire board is represented solely by
family members. If a high percentage of family members are in executive positions,
they have the power of decision making. In other words, without interference, they
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can decide the future direction of the company. This study defines family involvement
in management as “family member’s active contribution toward decision making”.
Therefore this study was measured this through two indicators: “expert evaluation vs.
criticism of successor’s decisions”, and “the supportive role of being members of the
board”.

Dependent variables
e Satisfaction

There is no definite agreement among researchers about what contributes
to the successfulness or effectiveness of BSP in FOB. Some researchers suggest
“satisfaction of the BSP from the incumbent, the successor and other family members,
as the indicator of the perceived success” (Cabrera-Suérez et al.,, 2001; Dyer, 1986).
Sharma et al.(2003) employed this performance indicator for their research on
“predictors of satisfaction with the succession process in family firms.” Under this
study framework however, this study has collected data from FOBs who had their
BSP within the period from 2000 to 2013.Therefore, it has failed to collect data from
incumbents and their family members. Therefore, this study has come to the decision
to measure ISBSP of the successors of various business units. This study defines ISBSP
as “perceived satisfaction of succession before post succession FOB performance is
accurately known.”

o Business Performance

Apart from that, others have used “successors’ ability to keep the FOB
healthy”as the measurement to appraise the business unit. Venter et al.(2005) and
Sharma and Irving (2005) express the perceived success of the BSP is determined by
the extent of satisfaction with the process and continued profitability. This study
used Post Succession Business Performance (PSBS) as the second dependent variable.
Business performance has several related terms such as business development, and
business improvement. Riding (2005) illustrates that business performance can be
divided into four categories: financial performance, customer base performance,
employee base performance and environmental base performance. Jarvis et al (1996)
have revealed in their organizational theories and accounting literature, that profit
maximization is the central goal of firms. In that way, some studies have included
both objective measures, which are obtained from organizational records (Seashore
and Yuchtman, 1967) and subjective measures, which are perceptions collected
from organizational members and stakeholders (Campbell, 1977).

In order to be objective, this study considered financial performance the same
as business performance. Furthermore, Zahra (1991) emphasises that growth measures
for performance may be more accurate and available than accounting measures of
financial performance. Rosemond (n.d) (cited in Etzioni, 1964) has reported that
performance should be viewed in relation to one or more goals in an organization,
and has suggested percentages to measure performances for businesses. In this context,
this author agrees that business performance is a valid indicator for assessing the
effectiveness of BSP (Morris et al., 1997; and Goldberg, 1996).Hence, this has been used
to compare pre and PSPs of FOBs.
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In various literature, relatively few papers endeavour to address this issue
empirically, but most attempts focus on the comparison between family and non-family
businesses (Daily and Dollinger, 1992) instead of the different modes of successes.
Academics and researchers argue that business performance is a multi-dimensional
construct (Fitzgerald and Moon, 1996 as cited in Wang et al., 2004).There are two highly
recognise business performance modes for the evaluations named: the European
Foundation Quality Management model and the American Malcolm Baldrige National
Quality Award model. These provide a comprehensive framework that assesses
companies directly and compares them with others. However, these two models are
only highly appropriate for large-size companies and not medium and small sized
organizations (Wang et al., 2004).

Financial outcomes enable managers and business owners to make decisions
and plan business development (Jenkins, 1995 as cited in Wang et al., 2004).Financial
outcomes are broadly utilized in the SME and entrepreneurship literature (Morris et
al., 1997).However, there is broad agreement that no one single financial indicator
can accurately and comprehensively capture business performance, particularly in
the scope of small firms (Daily and Dollinger, 1992).Taking this into consideration,
it is preferable to devise a multiple measure of financial performance and interpret
the results based on one indicator in conjunction with other indicators. This study
used business performance as a second dependent variable.

There are a number of performance evaluation tools available for profit-
oriented organizations. Most of these techniques directly relate to the financial
performance of the organization. “Profitability” and “management efficiency” are the
indicators commonly used. Return on Equity (ROE), Return on Sales (ROS), Return
on Assets (ROA) and Earnings per Share (EPS) are some common examples of
profitability indicators. After considering the study population, this study expected
to use Average Returns on Assets (ROA) and Average Returns on Sales (ROS).
Handler (1989) and Morris et al. (1997) also mention that “success has two interactive
dimensions: satisfaction with the process and the effectiveness of succession.”
Chrisman et al.(2005) express the importance of family relations and the effectiveness
of the business entity, and they identified two perspectives to measure the success
of the process: business performance and family harmony, and named these as
“two pillars for family firm performance.” The author agrees with Cabrera-Suarez et
al.(2001) ; Dyer (1986); Handler (1990); Morris et al.(1997); Sharma et al.(2001) and they
believe that the success of the BSP is defined as “the subsequent positive performance
of the firm, the ultimate viability of the business and the satisfaction of stakeholders
with the succession process.” At last, a conceptual argument can be brought toward
as an interactive relationship between these two dimensions of success in the BSP of
FOB. According to Sharma et al.(2001) “...performance may also alter family member’s
satisfaction with the succession process even in the absence of any changes in the
relationships among family members.”
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Chart 1: Conceptual Framework

Family
Harmony Initial satisfaction
on business
succession process
Willingness to
support
Successor Post succession
> business
performance
Family
involvement for
the management

Successi
on mode

Source: Designed by the author based on exploratory study

In order to be subjective, further, this study considered to use a scale to
measure successor’s perception about business performance. For that, this study used
scale named “the perceived success of the succession process” developed by Venter el
al in 2005.

Hypothesis of the Study

Alternative hypothesis (H1.al): Family harmony significantly correlates with
the ISBSP.

H, P #0

Tal : FHAR2SSP

Where:

FHAR2SSP = Family harmony influences to the level of initial satisfaction
business succession process

Alternative hypothesis (H1.b2): Family harmony significantly correlates with
PSBP.

H _,:P #0

1.a2 : FHAR2BP
Where:
FHAR2BP = Family harmony influences to the PSBP.
Alternative hypothesis (H2.b1): Family member’s willingness to support
successors significantly correlate with the ISBSP.
H,, :P #0

2.b1 FSUP2SSP

Where:
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FSUP2SSP = Family members” willingness to support the successor influences
to the level ISBSP.

Alternative hypothesis (H2.b2): Family members” willingness to support the
successor significantly correlates with PSBP.
HZ.bZ : P FSUPZBP¢ 0

Where:

FSUP2BP = Family members’ willingness to support the successor influences
tithe PSBP

Alternative hypothesis (H3.c1): Family involvement in management signi-
ficantly correlates with the ISBSP.

H, :P #0

3.cl : FMGT2SSP

Where:

FMGT2SSP = Family involvement in management influences to the level of
ISBSP.

Alternative hypothesis (H3.c2): Family involvement in management signi-
ficantly correlates with the PSBP.

H,,:P #0

3.2 7 FMGT2BP

Where:
FMGT2BP = Family involvement in management influences to the PSBP.

Sample Design

This study screened the population of “FOBs that have done their BSP within
the period from 2000 to 2010”.Under these circumstances it assumes that memories
of the BSP are relatively fresh in the minds of the successors and that their responses
will be accurate. Due to a national database for screening being unavailable, SME
database was used because according to the literature, the majority of SMEs are
FOBs (Commission, 2006).Author preferred to use only the “number of employees”
for identifying FOB units for their study. According to Sumanasena (n.d) “The most
common categorization based on employees in Sri Lanka is 4 to 49 employees for
small-scale enterprises, 50 to 149 for medium scale enterprises and more than 149
employees for the large scale.”

Thus, for this study, the population is defined based on the following
criterion: The sample unit must fit into the aforementioned definition; the SME has
had a succession within the period 2007 to 2013; a FMS or an UMS has been appointed
to the top executive senior position (CEO/ Chairman).The database managed by the
National Chamber of Commerce in Sri Lanka used to distinguish FOBs from SMEs.
For selecting sample units, the following procedure has been applied.

A structured research questionnaire that has developed by combining
with universal accepted scales and author developed scales. This questionnaire was
basically divided into two sections by considering the following objectives: Section
1designed to collect demographic information about FOBs. This section also helped
collect data on pre and post business performance. Owner family related factors were
measured by the scales originally developed by the author based on the exploratory
study. In addition to the financial data, the study used Venter et al.(2005) “the
perceived success of the succession process” scales for collecting business performance
information subjectively. The original alpha values for this scale was 0.84.Initial
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satisfaction with the succession process was measured through the scale developed
by Sharma et al.(2003). This instrument was constructed by 12 statements which were
equally weighted. Every independent variable was also a construct calculated as an
equally weighted average of the relevant indicators. The original alpha values for this
scale was 0.93.

This study utilized postal and electronic mail surveys simultaneously
as the data collation method. The questionnaire was sent with a covering letter and
return-paid envelope to ensure it was convenient for the respondents to submit their
information. The first reminder was sent three weeks after the initial mailing and
the second reminder was sent after six weeks. In addition, selected FOBs were
personally visited to some selected FOBs in order to get a deeper understanding about
their BSPs.

The Bivariate Pearson correlation was used as the statistical tool for
measuring hypotheses 1 to 3.Tests of significance for the first above-mentioned
hypotheses developed to understand the nature and relationship either positive
(+0.1) or negative (-0.1) between independent variables and dependent variables,
those were designed on an interval scale and measured by denoting “two tailed.” The
generally accepted conventional level of significance, denoted by ‘sig’ or ‘p” value is
0.5 in social science researches (Shekaran, 2009).In this study also the degree of
correlation was accepted if the variables had a significance of p < 0.5, which reflected
95 or more times out of 100 make sense of relationship existing among the variables
were fallen true.

Reliability and validity

For the pilot survey, 10 successors were selected from the population, and
the survey instrument was a structured questionnaire. Each successor took about
20 to 25 minutes to complete the questionnaire after the study objectives were
explained. The author directly assisted the respondents to fill in the questionnaire by
clarifying instructions and explanations. As a result of the pilot survey, a number of
changes were made to improve the clarity of the questionnaire and to improve the
construct validity of the questionnaire. This helped to increase the efficiency of the
questionnaire and survey data.

Moreover, to test the internal consistency and reliability of the study, it
used Cronbach’s alpha. The study employed the scales developed by Sharma et
al.(2003) and Venter et al.(2005) for the present study. Sharma (2003) and Venter et
al (2005) have confirmed that the scales were reliable (Cronbach’s alpha values were
within the acceptable range).However, these scales were translated to Sinhala and
Tamil languages. Therefore, again a reliability analysis was done and all independent
and dependent variables were within the acceptable range.
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Table 1: Reliability analysis

Construct Variable Cronbach’s alpha
Family related factors Family Harmony 729
Willingness to support the 766
successor ’
Family involvement in the 754
management ’
Business performances 821
Initial satisfaction with business succession process 721

Source: Pilot survey

Data Analysis and Discussion
Family harmony directly influences the family member successor because
if the family refuses to accept their appointment, or do not believe in their competence,

or do not trust them, then the successor is unable perform well.

Table 2: Family harmony

Ezpothesm Relationship Correlation | M | SD | N | Sig.
H lal With initial satisfaction | = yypue | 999 | 0,60 | 128 | .000
(All successors)

H1.a2 With PSP (All 384 | 299 | 0.60 | 128 | .000
SuCcessors)

H 1al With initial satisfaction | G150 | 301 | 59 | 86 | .000

(Family successors)

H1.a2 With PSP(Family 443+ 301 | 59 | 86 | .000
SUCCESSOrs)

H1al With initial satisfaction 0% 205 | & 1 | 546

(Unrelated successor )

H1.a2 With PSP (Unrelated 254 295 | 62 | 42 | 104

successor )

** Denote significance at 1 percent level (2-tailed)
Source: Survey data

In the Sri Lankan context, family harmony and willingness to support the
successor have not become strong issues because they are highly emphasis collectivism.
Individuals are not working for their own self-esteem. They highly concern about
people around him. Under this background, that family harmony and willingness
to support a successor do not have identified as a big issue. In cases of UMSs, most
families have taken the decision to appoint them due to a serious lack of alternatives
within the family, and therefore they must learn to trust an outsider and give their
commitment to their role in order to encourage maximum results.
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e Willingness to support the new successor

Table 3: Willingness to support successor

gzpothesm Relationship Correlation M SD N Sig.
H2.b1 With initial satisfaction (All 37 287 | 054 128 | 000
SUCCessors)
H2.b2 With PSP (All successors) 129 287 | 054 | 128 | .146
H2.b1 With initial satisfaction (Family 446+ 084 5 36 000
SUCCessors)
H2.b2 With PSP (Family successors) 241%* 284 | 52 86 .025
H2.b1 With initial satisfaction 135 204 55 0 305
(Unrelated successor )
H2.b2 With PSP (Unrelated successor) .064 2.94 .55 42 .689
** Denote significance at 1 percent level (2-tailed) Source: Survey data

Willingness to support the new successor is statistically significant with
the ISBSP, but there is no statistically significant relationship with the PSP for all
successors. If family members are not content with the new appointment, they
have the opportunity to work against successor and his appointment. In Sri Lankan
culture though, in most families, the eldest son has more appreciation than any other
family members and it is second only to respect for the father. Most of the time, the
eldest son is directly involved in decision-making at home when the father is absent.
Sometimes the father discusses issues with the son before making a decision. He has
sacrificed lots of resources such as time and money in order other family members
develop. In most cases, the eldest son does not get married until his younger sisters
get married. In such a situation, he has automatically become the most powerful
member in the family. If the circumstances are like this, then willingness to support the
successor is not identified as highly important because family members are generally
committed to the business and are happy to follow instructions given by the eldest son.

e Family involvement in management

Table 4: Family involvement for the management

LR Relationshi Correlation M SD N Sig.
No p 8
Ha.cl With mlgﬁ‘ij:s‘;f;c)“on (Al 405+ 312 | 067 | 128 | 000
H3.c2 With PSP (All successors) .238** 312 | 0.67 | 128 | .007
H3.cl With m‘“a;lfjct;f;;t;)"“ (Family 460% 304 | 62 | 86 | 000
H3.c2 With PSP(Family successors) .345%* 3.04 .62 86 .001
H3.cl With initial satisfaction 209 3.9 75 4 184
(Unrelated successor )
H3.c2 With PSP (Unrelated successor) .263 3.29 .75 42 .093
** Denote significance at 1 percent level (2-tailed) Source: Survey data
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Family involvement in management positively correlates with the successor’s
ISBSP and post succession performance under the sample categories of all (combine)
and FMS. It is statistically significant with both the Initial satisfaction with business
succession process and post succession performance concerning the combine and FMS.
The presence of the family in the governance structure of the firm may be another source
of strength. Consequently, the high percentage of family members sitting on the board
of directors and in executive positions give more decision power to the family because
altruism is expected from members toward one another due to kinship obligations.

Table 5: Acceptance and rejection of null hypothesis (influential factors and initial satisfaction
about business succession process)

. Unrelated
c Family Member
Hypothesis No. All successors managers
Successors

Successors

Hl.al Rejected Rejected Accepted

H1.a2 Rejected Rejected Accepted

H2.b1 Rejected Rejected Accepted
H2.b2 Accepted Accepted Accepted
H3.c1 Rejected Rejected Accepted
H3.c1 Rejected Rejected Accepted

Source: Survey data
Conclusion

If family members decrease their commitment to the FOB and their
involvement in its activities and/or resign from holding company positions during
the business succession process, it shows their unwillingness and dissatisfaction
with the new appointment. It could also be a sign of their lack of trust about the
business future with the new successor. On the contrary, if family members continue
in their positions and are committed to supporting the successor, it shows a
willingness and trust with the new appointment. If family members give their
undivided support to the new successor, willing to share knowledge without
hesitation, to help them during difficult situations, and to stand with the successor
to protect the company, then it increases the successor’s satisfaction and also
increases PSP. Family harmony is the relatively important factors to increase level of
satisfaction.

Recommendations for future research

This study presents a generic model to evaluate the relationship between
family related influential factors and PSP. However, future research may well focus
on confirming these results by analysing a larger sample. Furthermore, research is
better conducted in diverse countries which have a dissimilar cultural background.
This may be done by dividing the total sample into segments: first generation to
second succession, and also second generation to third succession etc...
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This model considered only 03 independent variables: three factors related
to the family. Researchers though may identify other influential factors relating to each
stakeholder by scrutinizing various literatures. They can then include these factors
into the research framework and testing process. This model is only based on family
concerning the BSP. Additionally, Successor related, incumbent related factors, the
succession plan, taxation regulations and mode of legislations can all influence the
BSP. It is therefore better to develop a conceptual framework with that all and test
the factors influencing the BSP.
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Abstract

The paper aims at characterizing of financing of the education in the
communes in Poland. This especially concerns the functioning of the primary and
lower secondary school, which are managed by the local authorities there. First and
foremost, the author presents various approaches in the field of financing of the
education and some statistics of the OECD countries. Then, it is shown the creation
of the actual system of the financing of the primary and lower secondary schools
and the other activities. Therefore, some major financial ratios concerning the revenues
and the expenditures are analysed. In the article, it is especially examined the
conditions of an educational subsidy, which is the major source of financing of
the education and upbringing in Poland. These state budget funds are calculated
individually for each type of the commune. Nevertheless, some irregularities in this
field are appeared, that are presented in the paper.
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Introduction

In literature there is a notion that the education is necessary for the survival
of the society (Taneja 2008). Simultaneously, it is a dynamic and continuous process,
which is affected by the political, social or economic factors (Pathak 2007). Education
is also understood as a system of institutions, in which the education and upbringing
are carried in order to provide citizens with comprehensive development and
successful existence (Kurzyna-Chmiel 2013). However, for the proper functioning
of the education sufficient funds should be ensured in the system. Therefore, public
financing of the education ensures proper quality and fairness (Berryman 2000).

In the world there is no one model of financing the education. Lots of
them introduced the system of decentralisation to strengthen the accountability
and to produce some positive incentives of all parties in the education process.
This decentralisation can be classified into three broad categories, i.e.: education
deconcentration, education devolution and education delegation (Werner and Shah
2006). In education deconcentration the central ministry of education shifts some
responsibility to its own regional or local offices, which are the part of the central
administration. In turn, education devolution includes the transfer of accountability
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from central government into independent and elected local or regional authorities.
Education delegation, by contrast, means the transfer of certain decision-making
powers to educational institution, mainly schools. However, the responsibility still
belong to this tier of government, which initiated this process.

The public financing of the education may be accompanied by the private
funding. The difference between these sectors refers to a distinction in governance
of schools. While private schools are governed by private local autonomous school
board (foundations, associations, trustees etc.), the public units are administrated by
local as well as higher level authorities or any other appointed institution (Hofman
and Hofman 2005). Nevertheless, the public financing of the education is commonly
implemented. This is due to the concept of fiscal neutrality, which specifies that
no connection should exist between the education of children and the property
wealth or any other fiscal capacity (BenDavid-Hadar 2016). For example: in the United
States, public primary and secondary school districts receive funding from local, state
and federal sources (Herrington 2015).

In 2012, in OECD countries public expenditure on primary to tertiary
education as a proportion of Gross Domestic Product was on average 4.8%. In
most countries, more than two-thirds of total public expenditure on primary to
tertiary education as a percent of total public expenditures was devoted to primary,
secondary and post-secondary non-tertiary education. Moreover, public funding is
more centralised at the tertiary than at lower levels of education. Hence, in 2012 in
OECD countries almost 53% of public funds for education (without tertiary education)
came (before transfers) from the state budget. Nevertheless, there were, as it was
mentioned before, significant differences in these financial systems. On the one hand,
in some countries the share of initial public funds from central government was less
than 10%, i.e. in Canada - 3.6%, Switzerland - 3.6%, Poland - 4.8%, Denmark - 7.4%,
Germany - 7.4% and in Norway - 9.3%. On the other hand, more than 90% of initial
public funds from the central government were in Chile - 94.9%, the Netherland -
91.0%, Portugal - 90.6% and in Slovenia - 90.4%. Simultaneously, some changes in
this proportions appears when transfers among tiers of government are taken into
account. The difference after this more than 40 percentage points were, inter alia, in
Slovak Republic (OECD 2015).

In Poland, to provide citizens with access to the education is one of the
main tasks of the state (Constitution 1997), carried out largely by local governments,
i.e. voivodships (regions), provinces and communes. In this system local governments
manage the funds for the education, which mainly come from the state budget.
Furthermore, the communes have the largest share in the spending on the education.
Therefore, the aim of the paper is to analyse the financing of the education in these
units.

Material and Methods

The article presents the essence of financing of the education in the
communes in Poland. It is conducted a study of the literature and regulations as
well as some reports concerning the audits of the use of educational subsidy and its
calculation. The author analysis major ratios, which characterizes the significance of
expenditures on education and main revenues in this field there. Some information
from the Local Data Bank of the Central Statistical Office of Poland are used to study
a conditions of the financing of the education at the local level in Poland. Moreover,
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some expert opinions are also presented in order to outline the conditions of financial
functioning of the primary and lower secondary schools in Poland.

Results and Debate

Educational tasks of the local governments in Poland at the background of
revenues and expenditures in this field

In 1990 in Poland, together with the reactivation of the functioning of
communes there were implemented changes to the regulations (Teachers” Charter),
which transferred to the units commitments of the state in the area of wages and
other benefits for teachers. Whereas in 1991 the educational tasks of the communes
were detailed. Their budgets have therefore become a fundamental instruments
for the planning and financing of kindergartens, primary schools and a variety of
extracurricular tasks in the educational system there. The communes began taking
over schools, along with the variety of their commitments, such as: outstanding
payments for energy supplies (Levitas and Herczyriski 2012). Furthermore, the ratio
of teachers” wages to the average wage has fallen between 1989 and 1994, that was
typical in some Central and Eastern European countries, such as: Slovakia, Romania or
Albania (Laporte and Ringold 1997). It resulted in some tensions in process of the
restructuring of the educational system there. For instance: Slovakia witnesses massive
reduction of kindergartens, abolishment of traditional school clubs and external
activities (Mihalik and Klimovsky 2014). Regardless of that all these countries tried
to led to decentralization and liberalization in educational management by breaking
down the state monopoly. The idea was to improve the quality of curricula and
examinations as well as the in-service training of the teachers (Ivanenko 2014).

In Poland the real breakthrough came in 1999, along with the introduction
of provinces (and cities with the province status) and voivodships, when the
communes were obliged to modify their school system, as a result of a creation of lower
secondary schools. In many cases, they had to make numerous investments (e.g. an
adaptation of buildings, equipment and other infrastructure) but did not receive
additional funds from the state budget for this activity. In the field of own task the
communes were obliged to set up and manage kindergartens (including special ones
and with integration classes and other forms of pre-school upbringing), primary
and lower secondary schools, except of the special schools, art schools, schools in
prisons, correctional and juvenile shelters. In turn, the newly created provinces have
taken over most of the secondary schools and almost all special schools, as well as
responsibility for the majority of non-school educational tasks, e.g.: the maintenance
of youth hostels, cultural and sport centres or psycho-pedagogical centres. In
contrast, the voivodships have taken responsibility for medical schools, teacher
training colleges, regional methodical centres and educational libraries (Levitas and
Herczynski 2012).
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Figure 1. Sources of financing of the education in local governments in Poland in 2013 (%)

state budget grants and EU funds - 3.2

Source: (NIK 2015b)

In Poland in all local governments the above educational tasks are financed
from the three main resources, i.e.: educational subsidy, own resources (mainly from
the local taxes in the case of communes and shares in Personal Income Tax and
Corporate Income Tax) as well as state budget grants and EU funds (figure 1). However,
the educational subsidy is the major source of financing of the education there. In
2013 it amounted to 65% of 61 billion PLN revenues aimed at financing of the
education in local governments.

Figure 2. The expenditures of the local governments for the education
in Poland in 2013 (billion PLN)
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In 2013 in the system of education the majority of expenditures were
executed by the 2 479 communes and then by 66 cities with the province status (realize
tasks both communes and provinces) 314 provinces and 16 voivodships (figure
2). These expenditures consist of current expenditures (mainly wages and salary
contributions) and capital expenditures (investment activity). Moreover, in 2013 in the
local governments the share of spending on the education in total budget expenditu-
res was 33.2%. It means that these expenditures crucially determine the financial
conditions of local governments. It should be mentioned that in Poland expenditures
on the education are included in two budgetary divisions, i.e.: division 801 - education
and upbringing, and chapter 854 - educational care (Tomczak 2008). Expenditures in
division 801 concern: kindergartens, primary and lower secondary schools as well
as tasks in the field of transport of pupils to schools and teacher training. In turn,
in chapter 854 most of expenditures for extracurricular activities are involved, such
as: after-school clubs, financial assistance for pupils or supporting early childhood
development (Smotkowska 2010).

Educational subsidy as the main source of financing of the
education in the communes in Poland

Genesis and the essence of the educational subsidy in Poland

Since the beginning of the reactivation of local government the financing
of primary and secondary schools come mainly from the state budget in the form of
educational part of the general subsidy (educational subsidy). In the early 90s, it was
measured by the education authorities, separately for each commune, which decided
to take control over certain schools. These authorities calculated the total value of the
financial plans of the schools located in the communes in order to determine, taking
into account an inflation, the basis for measuring the educational subsidy. However,
the final amount of this subsidy was negotiated between the central government and
local governments. On the one side, the central government encouraged communes
to take responsibility for educational institutions. On the other side, local government
frequently questioned the calculations of the educational authorities. Between 1994
and 1995, the level of educational subsidy based on historical costs and still was
negotiated with each commune separately. However, at the end of 2015 a new
mechanism for the allocation of educational subsidy for local governments was
introduced in Poland. It was determined that the total amount of this subsidy cannot
be less than 6.6% of the state budget revenues and had to be divided between the
units on the basis of common and transparent rules, i.e. according to an algorithm
determined by the Ministry of National Education, in an agreement with the local
governments. Until 1999 all versions of this system included issues related to: salaries
of teachers, number of pupils and the historical costs of the functioning of the schools.
In 2000 a new calculation of the educational subsidy was introduced, which based
primarily on the number of pupils and their characteristics.

As a result of this reform it was implemented the system of financing of
educational tasks in communes in Poland in which the amount educational subsidy
for all local governments is set in the state budget. Furthermore, the Ministry of the
National Education divides this subsidy between the types of local governments
(mentioned communes, provinces and voivodships), taking into account the extent
of their educational tasks and some parameters, especially: types of schools and
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institutions, the number of pupils and institutions and professional advancement
degrees of teachers (LGRA 2003). The idea is to provide a relatively greater amount of
the subsidy to the local governments, in which the shares of teachers with the highest
levels of professional advancement are relatively larger (MEN 2015b).

In order to clarify the method of measuring the extent of educational
tasks of the communes, and adjust to them the amount of the subsidy, the algorithm
incorporates many weights (Ofiarski 2012). Higher weights are used especially for
pupils in schools located in rural areas and in small towns or in the case of pupils
with certain degrees of disabilities (MEN 2015a). The application of so-called “rural
weights” fulfils some functions. First and foremost, they increase budgetary revenues
in rural communes, in which there are smaller class units. Furthermore, they
stimulates greater pedagogical effort there (Herczyriski and Gorzelak-Siwiriska 2010).
Besides, the amount of this subsidy is affected by the number of pupils attending
sport classes or belonging to national minorities (Swirska 2008). In 2015, there were
47 different weights. In practice, the schools have to feed data into the System of
Educational Information, which characterizes their institutions. Simultaneously, it is
the basis to calculate the level of the educational subsidy for the commune (Lachiewicz
and Pawlikowska 2015).

Irregularities concerning the determination of educational
subsidy at the local level

In the period of insufficient budgetary revenues in local governments
the system of weights in the field of setting of educational subsidy may cause
some irregularities. In many cases local authorities can classify some pupils to the
inappropriate group that is characterized by a higher weight. In Poland according
to the audits of Treasury Control Offices conducted between 2009 and 2012,
the information provided by local governments under a System of Educational
Information was often inaccurate. The auditors discovered mainly the incorrect
classification of pupils to a particular category of disability and the classification of
children into the group of early-assisted development without the required opinions
that increased the educational subsidy (MEN 2014). A major problem was in fact
taking into account the pupils to the group with a multiply disability (the presence of
several disabilities), which until 2009 was not defined in the regulations. Hence, the
schools diagnosed pupils into this group by their own. It resulted from the fact that
the educational subsidy for pupils with multiple disability was ten times higher than
in the group of healthy ones (Anannikova and Suchecka 2014). Consequently, this type
of misinformation in the years 2008-2010 determined a significant growth of decisions
of the Minister of Finance from 39 to 308 to reduce the size of educational subsidy in
these communes. At the same time the number of decisions requiring the return of
these funds grew (NIK 2011). Only in 2014, the Minister of Finance issued 261 decisions
concerning the return of 90.29 million PLN in these cases (NIK 2015a). These types of
irregularities may result also from the pupils. In order to classify them to groups of
disabilities they are obliged to bring appropriate certificates every year until a certain
date. So, any delays result that schools cannot calculate the higher educational subsidy
or are forced to refund it. In turn, in the case of sport classes the minimum number
of pupils is 20. Therefore, if the pupil resigns to attend that type of class during the
year, and the number of students falls below 20, the school has to pay back the higher
educational subsidy (Gmina 2016). These types of irregularities are often unveiled
by the mentioned System of Educational Information. As a result of incorrect data in
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this system only in 2010, 290 local governments had to returned to the state budget over
45 million PLN (Lex 2012).

Moreover, there were issues of illegal use of educational subsidy. The
auditors unveiled the cases that it financed the budget deficit, which in Poland is
forbidden by the provisions of the Public Finance Act (PFA 2009). For example, these
funds received in December to finance the tasks in the next year covered the budget
deficit of an actual year (NIK 2014).

The educational subsidy at the background of the expenditures
for the education in the communes

In Poland from the beginning of the functioning of the educational subsidy
their amount rose significantly, i.e. from 1.3 billion PLN in 1995 to 18.3 billion
PLN in 2014. Therefore, it has also become an important source of revenues of the
communes. In 2014 its share in total revenues was 21.6% (table 1). On the other side,
the spending on education (division 801) in these units increased from 3.1 billion
PLN to 30.4 billion PLN. Therefore, the share of the educational subsidy in the
expenditures for the education rose from 42.6% to 60.0% between 1995 and 2014.
Simultaneously, between 2008 and 2014 expenditures of communes for educational
care (division 854) increased from 0.9 billion PLN to 1.1 billion PLN. An increase
of these two groups of expenditures appeared during the period of a decline of the
number of pupils in Poland. Between 1998 and 2014 the number of pupils in primary
schools decreased from 4.8 million to 2.3 million. In 2014, in the communes the
revenues from the educational subsidy allowed to cover only 62.8% of current
expenditures on the education and upbringing, in which 73.8% was for the spending
on wages and salary contributions. The second highest group of these current
expenditures was the purchase of materials and services, i.e. 13.3%. A decrease of
a level of the coverage of current expenditure on education by educational subsidy
was accompanied by a growth of the salaries of the teachers. Between 2000 and 2012
the average salary of the teacher increased by 125% there (Czechowicz 2014). It is
indicated that growing subsidizing of educational tasks in the communes resulted
from: increasing spending on teachers’ salaries, constantly rising costs of transport of
pupils to schools and additional extracurricular activities. Therefore, the communes
had to finance the education in a greater extent from other own resources. However,
between 2008 and 2014 in Poland in the communes the amount of educational subsidy
per pupil of primary and lower secondary school rose (table 1). During this period it
was also observed an increase of spending on education (divisions 801 and 854) from
23.5 billion PLN to 31.6 billion PLN, and their share in total budgetary expenditures
was about 37% in 2014.

Between 2008 and 2013 in Poland the investment activity of communes in
the field of the education (share of capital expenditure in the total expenditure in this
division decreased from about 7% to about 4%) decreased. However, it was observed
a growing amount of expenditure on educational tasks, both per one child attending
primary school, lower secondary school and kindergarten, and per one public
educational institution (table 1).

As far as the types of the communes are concerned it is seen the highest
educational subsidy to educational current expenditures ratio in rural communes.
Between 2008 and 2013 it was on average 71.8% in relation to 63.6% in urban-rural
communes and only 56.4 in rural communes. In this period in rural communes a greater
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investment activity was also appeared. However, in the each type of the commune it
was observed a similar share of wages and salary contributions in current expenditures
on education (table 3, table 4 and table 5).

Table 1. The significance of the educational subsidy and expenditures on education in communes
in Poland between 2008 and 2014

Details | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014
Educational subsidy:

bilion PLN 14.5 15.5 16.2 17.0 18.1 181 183
in relation to total revenues (%) 232 239 225 224 23.1 226 21.6

in relation to expenditures on the education and

RN 61.6 61.2 59.1 59.0 60.1 59.2 57.9
upbringing (%)

in relation to current expenditures on the

education and upbringing (%) 69.0 68.4 66.4 64.7 65.0 64.0 62.8

per pupil in primary and lower second. schools

(without the special ones) (thou. PLN) 42 47 50 53 59 6.0 58

Expenditures on education and upbringing:

billion PLN 235 253 275 287 30.1 30.6 31.6

in relation to total expenditures (%) 374 36.2 345 36.1 38.4 385 37.1

per child in prim., lower sec. schools and

kindergart. (without the s. ones) (thou. PLN) 58 63 70 74 79 8.1 8.2

per one prim., lower sec. school and kindergart.

(without the s. ones) (mIn PLN) 1o 1o 11 12 13 13 14

current expenditures on the education and
upbringing in total edu. exp. (%)

Source: Own study based on (Local Data Bank 2016)

929 925 922 94.4 95.6 96.0 95.5

Figure 3. The chosen financial ratios in the field of the education in urban communes in Poland
between 2008 and 2014 (%)
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Figure 4. The chosen financial ratios in the field of the education in urban-rural communes in
Poland between 2008 and 2014 (%)
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Figure 5. The chosen financial ratios in the field of the education in rural communes in Poland
between 2008 and 2014 (%)

80 71.7 72,6 73,3 75.3 75.2 74,6 74,1

70 66_7{____(15_,1._ 64,2 62,8 63,0 61,8 61,0

60 T SeTeosemsssesses

50

40

30

20

N —

0 e —— — — —— — — —
2008 2009 2010 2011 2012 2013 2014

----- educational subsidy to educational current expenditures ratio

wages and salary contributionsin current expenditures
— — investment expenditures in total expenditures

Source: Own study based on (Local Data Bank 2016)

Conclusion
Educational subsidy is an important source of financing of educational

tasks in communes in Poland and ensures the fiscal neutrality of this sector. From
the beginning of the reactivation of the activity of local government in Poland,
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conditions of the educational subsidy were numerously modified. Nowadays, the
system of its calculation plays a crucial role, especially weights for specific groups of
pupils, which determine its value. In the period of limited resources from this subsidy
to cover the increasing educational expenditures some irregularities may appear,
mainly inappropriate classification of pupils in order to increase amount of this
source of revenue. Moreover, its value is not sufficient to cover current expenditures
on the education, in which dominate wages and salary contributions. Therefore,
in the communes the significant portion of the educational tasks is funded by other
budgetary revenues.

In Poland it is also observed the differences of the level of the coverage of
the current expenditures by the educational subsidy among the types of communes.
The highest ratio is in rural ones, which results inter alia from mentioned higher
rural weights. In addition, in Poland in the communes growing expenditures per
pupils and a school appeared in examined period. It is determined by the decreasing
number of pupils and increasing costs of the functioning of educational institutions.
In such circumstances, it is reasonable to take measures to adjust the amount of these
expenditures to the current situation in education. However, such modifications
should not decrease a quality of the education and upbringing as well as an access to
the primary and secondary schools.
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Abstract

Brands play an important role in differentiating one company to another. At
the beginning brands are used for large enterprises. But now it is also worn for Small
and Medium Enterprises (SMEs). The purpose of this paper is to investigate how
branding is exercised in a SMEs and which steps they must followed for improved
results. Research conclusion pointed out of the impact and benefit of using these
strategies. Lastly, this review paper will help the managers of SMEs launch a product
in the market and to make a brand that will develop and mature in a saturated
marketplace.

Key words: Branding strategy, SME, Corporate brand, Brand equity.

JEL Classification: M33, M21, L26

Introduction

SMEs have long history and famous products or techniques passes down
from generation to generation, and their brands are full of traditional cultures but their
production and operation are of small-size (Chakraborty et al., 2013). SMEs include
family businesses, startups, spin-offs and a variety of others (Sadi and Henderson,
2010). The definition of SMEs differs from country to country; however, Hibbert
point out that “as a class SMEs are clearly distinguishable in any country, either
developed or developing. The factors that set them apart are essentially qualitative
and comparative” (Harvie et al., 2008). However, not even this is consistence as
some countries may” define SME to be an enterprise with less than 500 employees,
while another country may define the cut-off to be 250 employees” (Chakraborty et
al., 2013). SMEs can be classified by the number of employees, annual turnover, and a
combination of employee and turnover metrics (Hutchinson et al., 2006).

Brand management, or branding that it is commonly referred to, is the way
companies use their brands to expose an image. There is general agreement in the
literature that the brand is more than a name given to a product; it embodies a whole
set of physical and socio-psychological attributes and beliefs (Ahonen, 2008). Brands
have traditionally been considered to be property provided by the firm developed
and managed within a company to facilitate transactions with customers (Malaska
et al., 2011). Branding strategy is a policy for creating and nurturing sustainable
competitive advantage. It consists of “the development and maintenance of sets of
product attributes and values which are coherent, appropriate, distinctive, protectable
and appealing to customers”. (Abimbola, 2001)
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This study is conducted as an extensive literature review, it aims to clarifies
the role of branding among academic SME’ studies. Many interesting questions pop
up given by this approach of branding. However, this research has been related to
SMEs and the question we raise here is the following: How do SME managers respond
to the branding strategy?

Background Research and Definitions

Possibly due to SME branding being a quite novel research topic, there
seems to be confusion about definitions of brand and branding. As is often the case
in academic journal articles, in these studies it was rarely clarified how the concept
brand or branding was defined, or how it was defined in that particular studies. In
addition, brand was often considered as a strategy to distinguish a company’s offer
and to create and maintain customer confidence. The literature review revealed that
SME branding has adapted several issues from the traditional product branding
perspective. However, in empirical studies services companies were more often
examined than manufacturing companies. (Ahonen, 2008)

So, what means by brand and branding? Very basically, a brand is a pro-
prietary name for a product, service, or group. On a more multifaceted level, a brand
is the sum total of all functional and emotional assets of the product, service, or
group that differentiate it among the competition (Landa, 2010). As well as, Kapfere
define brand as “a symbol serving to distinguish the products and services of one
company from another” (Ahonen, 2008). Usually, brand is a quality which ensures that
consumers ‘desire” a consumable product or service being offered. Put simply, a brand
gives an irresistible identity to a business. Consumers ‘buy not only the product or
service but also the brand.

Based on the literature review and three case studies of Indian brands, the
conceptual model for brand building in competitive markets, known as PCDL Model,
has been proposed by Ghodeswar (2008). The four elements of this model, namely,
positioning the brand, communicating the brand message, delivering the brand
performance, and leveraging the brand equity.

Branding Strategy for SME

Very often, small and medium businesses that are in their early days of
growth and evolution tend to view branding as an aesthetic cost-exercise- one that
involves creating some or all of the brand components (Name, logo, sound, colors...).
It is viewed as a reductive concept involving only the logo, the product, the service
or the technology they sell (Inskip, 2004). Once they’ve gotten themselves this kit,
most of them tend to forget all about branding and focus their energies and spend
on infrastructure and processes, in their quest for greater business results.

The interest is on the SME’s particularly with the knowledge that there
are certain limitations that they have in terms of growth and success. While large
corporations have access to funding for their research and development department
as well as to gaining the needed expertise and know-how for setting up a skillful
marketing and branding plans, SME’s tend to have limited access to both. Small
businesses are more likely to struggle with the credibility as they are usually much
high risk investments to banks and the establishment of a solid reputation in
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relation to bigger companies is much less visible. This will affect their division of their
current resources and with organizing and prioritizing them. If management skills
are limited as the staff is rather small, it may occur that there are no needed skills to
effectively market a product.

In 2005, Krake developed a management model named “the funnel
model” which illustrates how brand management or branding affects SMEs. This
model point up the influence of some factors (market elements, company structure
and the entrepreneur) on the SME’ branding strategy. It demonstrates also that both
marketing creativity and available budget directly affect the marketing activities
and messages communicated. For SMEs, the creativity can determine how many
marketing activities they have. The budget can moreover influence how much they
can invest in marketing activities and what messages they have received from the
customers. Finally, in the funnel model, the marketing activities and messages
communicated are influenced by turnover and brand recognition. The aim of marketing
activities and messages communicated is to gain the turnover and create the brand
recognition.

Characteristics of Corporate Brand in SMEs

The essence of corporate brand is to be found from the core values which
are associated with the brand. Corporate brand values reflect the identity of an
organization and guide the brand building process conducting the organization’s
leadership, strategy, product development, communications, etc. The organizational
structure, physical design and culture further help to support the meaning of the
corporate brand both internally and externally. Some of the unique characteristics that
differentiate the nature of corporate brand of SME may be determined by the inherent
personal characteristics and behaviors of the entrepreneur (Mildska et al., 2010). In
SME companies, the corporate identity and the core values as the essence of the brand
are often solely defined by the owner-manager and further, at large, attached with
his/her own vision, philosophy and personality (Abimbola, 2001). Based on a
quantitative research study, Krake (2005) elucidates some aspects distinguish the
SME:s from large companies in term of branding strategy:

1. Branding is not a priority for many SMEs, they pay less or no attention to brand
management in their daily tasks.

2. In many SMEs, the director or owner is the key person in determining brand
policy, changing brand names and brand logos. However, in the balance of the
companies, nobody was specifically concerned with brand management, and
no one discussed brand management in the company, not even the director
and owner.

3. In SMEs, entrepreneurs are the visionary individuals who are the focal points
for brand building and identity creation.

4. The company name and brand name are often different. However this situation
can lead SME to reduces its chances of gaining people’s attention and reduces
their business.

5. Most small and medium companies do not pay attention to co-branding and
working with other companies to gain more brand value and make their business
successful through brand management.
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Importance of Branding Strategy for SME

With the right branding, a company can increase its sales. Problem is, most
SMEs undervalue the importance of branding, and fail to market their companies
effectively. There are many similarities in the way large and small entrepreneurial
organizations achieve success. All require a well established “brand name” in
order to create incremental value and effectively market their products or services.
The process for establishing a strong brand name is fundamental to any small
business in order that it may compete and grow.

Brand-building plays an important role of defining the company in the
public eye. It is an integral part of the SME’s marketing mix and expenditure, which
should also include direct marketing strategies for lead generation and sales entry,
as well as social media marketing for consumer engagement strategies. Successful
SMEs traditionally display a strong entrepreneurial spirit, and leverage that spirit
through a defined culture in order to provide innovative services and products.

According to Keller (2003), brand strategy is the way the brand elements
are employed throughout and across the company’s products or services. As it should
be clear to the manager that having a clear brand strategy might be something essential
for their company’s success, it still might get less attention and understanding due to
its abstract essence.

Procedures for Building a Strong SME Brand

Many enterprises have successfully created brands that are an indication to
the enormous impact that a branding policy can have on competitiveness. Strong brands
such as Microsoft, Gap, Starbucks, and Dell Computer are all SME brands created and
nurtured from the scratch by small businesses and individual entrepreneurs. These
brands represent some of the well-known icons of entrepreneurship branding at its
best. But, they represent a very small percentage of enterprises that could benefit from
branding policy. (Abimbola, 2001)

While a systematic approach to formulating and implementing branding
strategy may improve its effectiveness, the success of a brand is not guaranteed. The
high failure rate of brands launched by larger firms is an indication to the influence
of customer as a democratic purchaser. However, the long term prediction for most
brands is better than the short-term measure of success or failure. This may even be
more important for SMEs as they have to build extensive network for new brand
introduction over a relative longer-term compare to larger firms with large budgets to
create ‘spectacular” launching for brands.

In the same context, Lassen et al. (2008) recognize the following guidelines
for brand management in SMEs:

1. Identify the brand essence: What makes the brand unique? What is the personality,
culture and values of the brand? This is about identifying the soul of the brand.
Managers need to understand the underlying character of the brand.

2. Focus on the right target group Lassen, et al. argue that it is better to have a big
influence on a small number of people rather than having a small influence on
a large number of people. When the marketing resources are limited it is much
better to attract a certain group.

3. Select the right media: With branding in SMEs a lot comes down to handling
with small means. By choosing a small target group it enables the company to
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use its marketing as value-enhancing initiatives, by addressing the same media
continuously.

4. 4. Devise a consistent concept: Formulate a concept statement that drives all the
communication towards the same goal.

5. 5. Keep all communication consistent: The values and concepts the company
wants to be affiliated with need to be consistent. This consistency needs to be
sustained with a long-term focus. Branding does rarely give short-term gains; it
should be considered a long-term process.

6. 6. Renew the brand over time: It is important to constantly renew the brand.
Make the brand feel alive, with creative ideas and make the customer feel that the
brand is improving over the years.

Conclusion

Effective branding and value creation continue to represent the cornerstone
of every successful company. But results are not immediate. There is a misconception
by many companies who view branding as a marketing function or a tactical approach
that will produce fast results. The brand can be viewed as a philosophy to be applied to
a company’s functions, and like a promise that the business gives to its customer

This paper has argued that branding is a marketing practice highly
relevant to the SME. Our analysis exposes an argumentation structure which tends
to clarify the benefits of using branding purpose. The paper concludes highlighting
the importance of linking SME management to branding strategy. In doing so, it is
hoped that these SMEs will be able to use the full potential of their brands as a strategic
tool to power the growth of their businesses.

To build a stronger brand, SMEs need to know much more than the size
and shape of the market and customer base. They need to understand how well their
brands are performing in terms of endearing loyalty. They need also to identify the
competitive strengths and weaknesses that may be helping their brands in the battle
for increased loyalty.
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PREDPOKLADY UCHAZECE PRO PRACI - VYHODA
PRO PRIJETI I DELKU PRACOVNIHO POMERU

PREDISPOSITIONS OF AN APPLICANT FOR AN EMPLOYMENT -
ADVANTAGE FOR GETTING HIRED AND FOR THE LENGTH
OF AN EMPLOYMENT

Zbynék JERABEK

Katedra fizeni, Provozné ekonomicka fakulta, CZU v Praze

Abstract

The research was concerned with a group of 188 applicants for an employment
on a sales position in a sales company, which sells industrial material. The levels of
predispositions are determined on a scale from 1 to 5.The predispositions are defined
as Interest. Self-confidence, Readiness, Dynamics, Stability and Goals. The outcome
values are acceptance and length of an employment. Two values, length of an
employment up to three years and length of an employment lasting over three years,
are monitored. The highest dependence for acceptance was found out at the factors
Interest V=0.734, Self-confidence V=0.755 and Goals V=0.755. A high dependence was
also found out at the factor Readiness. Other factors show medium dependence. The
highest dependence for length of an employment was identified by the research at the
factors Interest V=0.800, Self-confidence V=0.788 and Goals V=0.893. Other factors
show medium dependence, except for the Readiness factor with a high dependence
V=0.712.

Key words: Predispositions, length of an employment, an applicant, selection procedure

Abstrakt

Vyzkum probihd na souboru zahrnujicim 188 uchaze¢t o zaméstnani na
obchodni pozici v obchodni spole¢nosti, ktera obchoduje s prémyslovym zbozim.
Zjistuje se uroven Predpokladii uchaze¢ti na skéle 1 az 5. Predpoklady jsou definovany
faktory Zajem, Sebevédomi, Pohotovost, Dynamika, Stabilita a Cile. Vystupnimi
hodnotami je pfijeti a délka pracovniho poméru. Jsou sledovéany dvé hodnoty a to
délka pracovniho poméru do ti let a délka pracovniho poméru 3 roky a vice. Nejvyssi
zavislosti na piijeti byly zjistény u faktorti Zajem V=0,734, Sebevédomi V=0,734 a
Cile V= 0,755. Vysoka zavislost V=0,713 byla naméfena také u faktoru Pohotovost.
Ostatni faktory vykazuji stfedni zavislost. Nejvyssi zavislosti na délce pracovniho
poméru vyzkum identifikoval u faktorti Zajem V=0,800, Sebevédomi V=0,788 a Cile V=
0,893. Ostatni faktory vykazuji stfedni zavislost, kromé faktoru Pohotovost s vysokou
zéavislosti V=0,712.

Klic¢ova slova: predpoklady, délka pracovniho poméru, uchaze¢, vybérové fizeni

JEL Classification: J53, M12, M21
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Uvod

V predeslé &asti vyzkumu Jefabek, Caposova (2016) je pozornost zaméfena
na pozadavky podniku, které vychazeji z jeho podnikatelské ¢innosti, coZ je obchodni
¢innost. S tim také souvisi kategorizace uchaze¢ti, dle pokrocilosti v obchodnim
procesu (Jefdbek , 2015a). Pokrocilost v obchodnim procesu je méfena u vybérového
fizeni a patii k vyznamnym faktordm pro pfijeti uchazece. Nésledna ¢ast vyzkumu
zkouma postoje a zaméry kandidata, které jsou v ¢lanku nazyvany Piedpoklady pro
praci. Koncepce vybérového fizeni je pro podnik soucasti tispésné strategie, jejimz
cilem jsou kvalifikovani a konkurenceschopni zaméstnanci. Proto je tfeba poskyt-
nout vétsi vyznam vybérovym kritériim pro uchazece a zkoumat zejména postoje
kandidatd, jejich motivaci, odhodlani k praci, k celozivotnimu vzdéldvani, odolnost
vici stresu a pocitatové dovednosti (Zaharie, 2013). Zéaroveri nedostate¢na praxe,
ktera kratkodobé snizi ndklady ve formé nastupni odmény za praci, znamena pro
podnik zvysené nédklady v dlouhodobém horizontu ve formé skoleni, pomalejsiho
zapracovani a tedy i pomalejsiho pfinosu pro podnik ve formé vysledkd prace. Toho
véeho by si méli byt personalisté védomi. Zaharie (2013) klade diiraz na motivaci
kandidati do prace obdobné jako autor této prace. Ke shodé dochazi i pii vybéru
vystupni hodnoty, kdy #ikd, Ze pouze doba zaméstnéni, tedy pracovniho poméru, ma
vypovidaci hodnotu o tom, zda personalista u¢inil spravné rozhodnuti ¢i ne. Vysledky
jeho vyzkumu ukazuji, Ze neexistuje zadny vztah mezi zisky organizace a sloZzitosti
procesu piijimani uchazecti. Zaharie (2013) na 92 spole¢nostech testuje pfedpoklady
uchazect, které od nich podniky ocekavaji. Na skale 1 az 5 je jim pfifazovana konk-
rétni hodnota. Pfedpoklady s nejvyssimi hodnotami v jeho vyzkumu jsou: pohotovost
a efektivita, zajem o praci, zajem ziskat zaméstnani, pracovni motivace, optimismus,
dtvéryhodnost, zdjmy souvisejici s kariérou, nadseni a pracovni zkusenosti.

Tabulka 1 Kuvalifikacni Predpoklady - postoje

Postoj/Skala 1 2 3 4 5
ZAJEM uchaze¢ zna uchaze¢ uchaze¢ zna uchaze¢ ma uchaze¢
(MOTIVACE) pouze firmu a zna pouze informace z zakladni mé hlubsi
pozici informace z prospekti, informace informace o
inzeratu reklam ziskané z firmé ziskané
ziskanych internetu a z internetu a
tésné pied jinych zdroja | jinych zdroja
pohovorem
POHOTOVOST uchaze¢ uchazec uchaze¢ uchazec uchaze¢
nevyjmenuje 3 vyjmenuje 3 vyjmenuje vyjmenuje vyjmenuje
své pozitivni své pozitivni bez vahani 3 vice nez 3 bez vahani
vlastnosti vlastnosti své pozitivni své pozitivni vice nez 3
vlastnosti vlastnosti své pozitivni
vlastnosti
SEBEVEDOMI uchaze¢ uchaze¢ uchaze¢ odpovi: uchaze¢ uchaze¢ bez
odpovi: “nevim, odpovi: “to “myslim, ze odpovi ANO | vahani odpovi
uvidime” by mél mel ano” nebo urcité URCITE
posoudit nékdo
jiny”
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Pokracovani - Tabulka 1 Kvalifikacni Predpoklady - postoje

Postoj/Skala 1 2 3 4 5
DYNAMIKA uchaze¢ uchaze¢ uchaze¢ uchazec aktivni
(HOUZEV- nesportuje nepravidelné pravidelné pravidelné sportovec, v
NATOST, sportuje sportuje sportuje a minulosti byl
SOUTEZIVOST) dosal osobniho | vykonnostni
tspéchu, napi. sportovec

ubéhl maraton

STABILITA uchazed se uchazec se uchazec kromé uchazec se uchaze¢
(VSESTRAN- zajimé o 3 zajima o 2 sportu nema na | zajima alespon se zajima
NOST) piibuzné obory | piibuzné obory konicky cas 02 rtzné alesporn o 3
mimo pfedmét | mimo pfedmét obory rtizné obory
podnikéni podnikani
zaméstnavatele | zaméstnavatele
CILE uchaze¢ ma uchaze¢ ma uchaze¢ ma uchaze¢ ma uchaze¢ ma
(ZIVOTNI vysoké cile v pouze rodinné pouze rodinné za cil uspét v za cil uspét v
PLANY) jiném oboru cile cile pro zaméstnani zaméstnani +
jejichz splnéni rodinné cile

musi uspét v

zaméstnani

Zdroj: Jefdbek (2015a)

Nejednoduchym cilem spolecnosti, kterd se neustéle rozviji, zvySuje nejen
svlij obrat, ale také pocet zaméstnanctl, rozsifuje teritoridlni piisobnost, rozsituje
sortiment, je ziskat co nejvétsi pocet zaméstnancti, pro své soucasné i budouci
pusobeni. Zvlasté narocny tkol je to v obdobi s nizkou nezaméstnanosti, kde je,
kromé jiz zminénych faktord, tfeba pouzit vhled do uchazece (Gro , 2011). Harold
a kol. (2016) hovoti o tom, Ze se standardné zkoumaji pravé kandidatské postoje
¢i zdméry, ale ne rozhodnuti uchazece o pfijeti nabizené pozice. Zaméfuje se na
rozsiteni porozuméni chovéni uchazece prostfednictvim uchazecovych viema a
chdpani spravedlnosti, kterou oznacuje jako vyznamny faktor. Na tomto zakladé
se uchaze¢ rozhoduje pro pfijeti nabizené pozice. Zkouma tento “prediktor”, ¢ili
ukazatel, tedy v tomto pfipadé proménnou dspésnosti. Zminény rozsitujici pohled
na vybérové fizeni nelze opomenout i z finan¢nich dévodd, kdyz nedavné odhady
sdéluji, ze americké spole¢nosti investuji v primeéru, kolem 3500 $ za naklady na
vybérové fizeni (O’Leonard, 2011). Nabor muze byt také definovan jako organizacni
¢innosti, jejichz cilem je ovliviiovat rozhodovani aspésného uchazece o zaméstnani,
zda pfijme nebo nepfijme nabizenou pozici. Vybérové fizeni spoluutvaii kvalitu
podniku, kvalitni pracovni sila je povazovdna za jednu z jeho nejdtlezitéjsich
strategii (Ababneh, 2013). Harold a kol. (2016) se domniva, ze kromé pfilezitosti fadné
prokazat své znalosti, dovednosti a schopnosti, ma existovat néjaky mechanismus
pro uchazece napadnout vysledek vybérového fizeni. Podnik ma také jasné vysvétlit
proces vybérového fizeni tak, aby demonstroval, Ze je spravedlivy. Veskerd komuni-
kace s uchazeci je vedend s respektem a vcas poskytuje diilezitou zpétnou vazbu
tak, ze podporuje pfiznivé vnimani spravedlnosti mezi jednotlivymi uchazeci.

Instituce vybérového fizeni sehravd dle vyzkumu Becker a kol. (2010)
dalsi vyznamnou roli a to v ¢ase, ktery podnik potfebuje na vyhodnoceni pohovort
a administrativé vedouci k nabidce zaméstnani uchazeci. Rozhodnuti zaméstnavate-
le nabidnout uchazeci préci jesté automaticky neznamenad, Ze ji uchaze¢ pfijme. Tento
faktor je zkoumdn na vzorku 906 studenti a vzorku 2106 zkuSenych kandidati
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(Becker a kol. 2010). V dobé studie podnik rychle roste, obdobné jako podnik zkoumany
autorem této prace a hleda uchazece pro viechny organiza¢ni arovné. Dle vysledki
uchazeci, ktefi obdrzi nabidku na zaméstnani diive ji castéji také pfijimaji. Kdyz
dochazi ke zpozdéni nabidek, at uz v disledku nerozhodnosti manaZzera nebo jinych
diivodii, mliZe se stit, ze uchaze¢ pfijme nabidku od jiného zaméstnavatele. Podniky
mohou zménit svlij proces a zvysit efektivitu a rychlost mezi svym rozhodnutim a
ozndmenim o nabidce zaméstnani uchazeci. Mohou toho dosahnout minimalnimi
zménami v procesu, které si vyzadaji jen minimalni naklady na tyto zmény (Owen,
2012, Plaminek, 2011, Wawrosz, 2010). Na druhou stranu se tim generuji vyznamné
dlouhodobé tspory pro podnik z hlediska ¢asu a také penéz vynalozenych na
vybérové fizeni novych zaméstnancti (O'Leonard, 2011) a také tspory ze zkraceni
doby neobsazeného pracovniho mista. ZkuSeni kandidati ptijali 88,2% nabidek,
zatimco studenti jen 67,2%. Studentim pfisly nabidky na zaméstnani 23 dni po
pohovoru a zkuSenym kandidatim 14,7 dni po pohovoru. Zkuseni kandidati ptijali
takovou nabidku jiz za 3,1 dne po obdrzeni, kdeZto studenti az po 21,0 dnech po
obdrzeni nabidky. Nabidky studentiim na prvni zaméstnani tedy pfichazeji pozdéji
a studenti na né také pozdéji reaguji. Je to dano pravdépodobné tim, Ze nejsou pod
velkym c¢asovym tlakem. Naopak zku$eni kandidati védi pravdépodobné mnohem
vice o pracovnim trhu a Zadaji o konkrétni pracovni misto, které odpovida jejich
zkudenostem. Vykonnostni hodnoceni zaméstnancti po pfijeti jsou na stejné trovni
bez ohledu na to, zda byli pfijati dfive ¢i pozdéji (Becker a kol. 2010). Pfesto je tfeba
nabidnout uchaze¢im zaméstnani co nejdfive po rozhodnuti, aby bylo zachovani
pozitivni vnimani organizace uchazecem a nevznikaly naklady z “uslé pfilezitosti”.
Nabidku miize ucinit dfive konkuren¢ni podnik nebo ekonomicky znevyhodnény
uchazec radéji pfijme jinou nabidku ¢isté z ¢asovych - finan¢nich dtvod.

V casti vyzkumu tykajictho se predpokladd uchaze¢i neni vystupni
hodnota povyseni ze statistickych dtvodt slozena z kategorii nepovyseni, povyseni
a povySovani. Vystupni hodnota je agregovdna a definovand jako piijati. Vliv
systému organizace povy$eni zaméstnancti na vykon je pfedmétem vyzkumu v péti
nejvétsich inovacnich podnicich na Tchaj-wanu v roce 2011 (Hsin-Hsi, 2012). Jsou
zkoumdny 3 zdvislé proménné: finan¢éni vykonnost, vykonnost podniku a provozni
ucinnost. Mezi nezavislé proménné fadi: osobnost, senioritu, efektivitu prace, osobni
talenty a znalosti. Hsin-Hsi (2012) pfedklada navrhy pro zvyseni vykonu organizace.
1) Dtikladna analyza osobnosti povySovaného. A) Povinné vyhodnoceni osobnosti
zaméstnance v praxi - jeho chovani pfi praci. B) Hodnoceni osobnosti pfi plnéni
tkold, kvalita jejich splnéni, viile ke spInéni tkold a reakce zaméstnance pii fedeni
naléhavych tkol. Bude zaméstnanec reagovat okamzité a klidné? C) Hodnoceni
osobnosti zaméstnance ve vztahu k jeho povésti a ve vztahu k zisku. Hodnoti se postoj
k podpote, klid, uptfimnost, pokora a schopnost vyhodnocovat situace ve prospéch
podniku. 2) PovySeni orientované na schopnosti. Tradi¢ni systém povySovani
je zaloZzen na spravedlnosti a je Fizen ptisné schopnostmi kandidatt. Za dcelem
zjisténi kvality povysenych kandidat(i je seniorita az na druhém misté. 3) Systém
odmén je orientovany na vysledek. Zaméstnanci si musi uvédomit ocekavani
podniku a s tim souvisejici méfeni vykonnosti. Hypotézy souvisejici se zavislymi
proménnymi jsou podporovany obdobné jako Jetdbkem (2016). Hypotézy souvisejici
s vékem, pohlavim a vzdéldnim jsou castecné podporovany. Jefdbek (2015b) ani
¢astecné souvislosti s vékem a pohlavim ve svém vyzkumu nepotvrzuje. Vysledky
jsou vsak ovlivnény osobou personalisty, pracovni pozici a ndroky na inovativnost
kladené podnikem. Zhou a kol. (2012) prokazuji souvislost zvyseni rozhodovaci
volnosti a intelektudlni stimulace na kreativité zaméstnanct, ktera je u zaméstnancti
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na obchodnich pozicich zadouci a mtze byt tedy také jednim z faktord ovliviujici
povyseni.

Material a metody

Primarnimi zdroji je zakladni soubor zahrnujici 188 uchaze¢ti o zaméstnani
na obchodni pozici v obchodni spole¢nosti, ktera obchoduje s primyslovym zbozim,
segment: elektro, dievo, textilie, plasty, chemie. Zdrojem pro data jsou Zivotopisy a
pohovory s uchazec¢i. Vyzkum zjistuje troven Pfedpokladdl uchaze¢t na skale 1 az
5. Pfedpoklady jsou definovany faktory Zdjem, Sebevédomi, Pohotovost, Dynamika,
Stabilita a Cile (Jetdbek, 2015a). Vystupni hodnota povyseni tvoii ¢tyti kategorie:
nepftijati, nepovyseni, povyseni a povysovani (Agresti, 2007, Jetfdbek 2016). Zde je
nutné agregovat vystupni hodnoty pouze na nepfijaté a ptijaté, abychom ziskali
relevantni statistické tdaje. Druhou vystupni hodnotou je délka pracovniho poméru
(Jetdbek, 2015c, Zaharie, 2013). Jsou sledovény dvé hodnoty a to délka pracovniho
poméru do tif let a délka pracovniho poméru 3 roky a vice. Podnik povazuje
zaméstnance s délkou pracovniho poméru 3 roky a vice za zapracované, u kterych
se vratila investice do jejich Skoleni, stabilizované a podavajici optimélni vykon.
Cilem préce je tedy zjistit zavislosti definovanych faktortt na vystupnich hodnotach
piijeti a délka pracovniho poméru.

Data jsou dale zpracovavana statistickym programem Statistica 12. Pro
vypocet zavislosti je pouzit Pearsontv chi-kvadrat a Cramérovo V. Vysledky jsou
doplnény o hodnotu p, kterd se porovnava s chybou prvniho druhu ¢0,05. Nasledné
je zamitnuta nebo piijatd nulova hypotéza Ho a urcena zavislost dle Cramérova V
pro obé vystupni hodnoty, tedy pfijeti a délka pracovniho poméru. Hodnoty V nizsi
nez 0,300 jsou oznaceny jako nizka zévislost, hodnoty 0,300 az do 0,700 jsou oznaceny
jako stfedni zavislost. Hodnoty 0,700 a vyssi jsou oznacovény jako vysoka zavislost
na vystupni hodnoté. Timto zptsobem jsou Pfedpoklady testovany na vystupni
hodnoty pfijeti a délka pracovniho poméru.

Vysledky a diskuse
Zavislosti pfedpokladt na vystupni hodnoté pfijeti

Tyto vysledky vyzkumu zkoumaji postoje a zaméry kandidata, které
jsou v ¢lanku nazyvany Predpoklady pro préci tak, jak je popisuje Jetabek (2015a) v
kategorizaci. Obdobné chape piedpoklady pro préci také Zaharie (2013). Oba autofi
hodnoti faktory na gkdle 1 az 5. V tomto vyzkumu bylo nutné piistoupit k agregaci
faktort pro ziskani odpovidajicich vysledk.

Tabulka 2 Cetnosti nepfijatych a prijatyjch uchazecii na skdle Zdjmu

Zajem/pfrijeti neprijat prijat soucty
la2 37 8 45
3 22 20 42
4a5 2 99 101
celkem 61 127 188

Zdroj: Vlastni zpracovini
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Tabulka 2a Statistika nepfijatyjch a prijatych uchazecii dle Zajmu

Chi-kvadrat P
Pearsontv chi-kvadrat 101,2511 p=0,00001*
Cramérovo V 0,734

Zdroj: Vlastni zpracovini

Ho: Piijeti do pracovniho poméru neni zavislé na Zajmu uchazece.
p<aﬂ,05

H, se zamita.

*Hodnota p je jesté nizsi nez p=0,00001.

V=0,734 vysoka zavislost

Mezi piijetim a Zajmem uchazece existuje vysoka zavislost.

Z celkového poctu uchaze¢ti se na stupnich 8kély 4 a 5 pohybovalo 53,7%
uchazect, 23,9% se pohybovalo na stupnich skaly 1 a 2 a 22,3% na stfedni hodnoté
skély 3. Z celkového poctu piijatych uchaze¢t se 78% pohybovalo na stupnich gkaly
4 a5, 15,7% na stfedni hodnoté gkaly 3 a 6,3% na stupnich gkaly 1 a 2. Z celkového
poctu nepfijatych uchazec¢t se jich 60,7% pohybovalo na stupnich skaly 1 a 2. 36,1%
na stiednim stupni $kaly 3 a 3,3% na stupnich 8kdly 4 a 5. Zaharie (2013) naméfil
u faktoru Zijem ve svém vyzkumu na stupnich gkaly 1 az 5 hodnotu 4,69 a tim je ve
shodé s autorem této prace.

Tabulka 3~ Cetnosti nepfijatyjch a prijatych uchazecii na skdle Sebevédomi

Vysledky faktoru Zajem a Sebevédomi jsou velmi podobné. Z celkového
poctu uchaze¢t se na stupnich 3kély 4 a 5 pohybovalo 53,2% uchazect, 23,4% se
pohybovalo na stupnich gkaly 1 a 2 a 23,4% na stfedni hodnoté 8kaly 3. Z celkového
poctu pfijatych uchazec¢i se 76,4% pohybovalo na stupnich skédly 4 a 5, 18,9%
na stfedni hodnoté skdly 3 a 4,7% na stupnich 8kdly 1 a 2. Z celkového poctu
nepiijatych uchazecd se jich 62,3% pohybovalo na stupnich skdly 1 a 2. 32,8% na
stfednim stupni 8kaly 3 a 4,9% na stupnich 8kaly 4 a 5. Nejblizsi faktor, ktery Zaharie
(2013) ve svém vyzkumu méfil je faktor Optimismus, kde na stupnich skaly 1 az 5
naméiil hodnotu 4,61 a tim je ve shodé s autorem této préce a to i ve smyslu obdobnych
hodnot naméfenych mezi Zajmem a Sebevédomim resp. Zajmem a Optimismem.

Tabulka 4 Cetnosti nepfijatijch a prijatyjch uchazecii na skdle Cile

z:;;:;édomi/ neprijat prijat soucty
la2 38 6 44
S) 20 24 44
4a5 3 97 100
celkem 61 127 188
Zdroj: Vlastni zpracovini
Tabulka 3a Statistika nepfijatyjch a prijatych uchazecii dle Sebevédomi
Chi-kvadrat P
Pearsontv chi-kvadrat 101,3125 p=0,00001*
Cramérovo V 0,734

Zdroj: Vlastni zpracovini

H_: Pfijeti do pracovniho poméru neni zavislé na Sebevédomi uchazece.
p<a0,05

H, se zamita.

*Hodnota p je jesté nizsi nez p=0,00001.

V=0,734 vysoka zavislost

Mezi pfijetim a Sebevédomim uchazede existuje vysoka zavislost.
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Cile/pftijeti nepiijat piijat soucty
laz3 54 14 68
4a5 7 113 120
celkem 61 127 188
Zdroj: Vlastni zpracovini
Tabulka 4a Statistika nepfijatych a ptijatych uchazecii dle Cilii
Chi-kvadrat P
Pearsontv chi-kvadrat 107,2051 p=0,00001*
Koeficient asociace V 0,755

Zdroj: Vlastni zpracovani

H,;: Pfijeti do pracovniho poméru neni zavislé na Cilech uchazece.
P<qs

Ho se zamita.

*Hodnota p je jesté nizsi nez p=0,00001.

V=0,755 vysokd zavislost

Mezi pfijetim a Cili uchazece existuje vysoka zavislost

Mezi Cili a pfijetim existuje jesté vétsi zdvislost nez mezi ostatnimi
zkoumanymi faktory a ptijetim. Skala Cil&i se po agregaci jesté vice zazila a to
na stupné $kély 1 az 3 a stupné skaly 4 a 5. Z celkového poc¢tu uchazeci se na stupnich
8kaly 4 a 5 pohybovalo 63,8% uchazect, tedy nejvice ze vsech faktor a 36,2% se
pohybovalo na stupnich skély 1 az 3. Z celkového poctu piijatych uchazecii se 89,0%
pohybovalo na stupnich gkaly 4 a 5 a 11,0% na stupnich skaly 1 az 3. Z celkového
poctu nepiijatych uchazeci se jich 88,5% pohybovalo na stupnich skaly 1 az 3. 11,5%
na stupnich skaly 4 a 5. Nejblizsi faktor, ktery Zaharie (2013) ve svém vyzkumu
méfil, je faktor Pracovni motivace, kde na stupnich gkdly 1 az 5 naméfil hodnotu
4,61, to znamend stejnou hodnotu jako u Optimismu. Autor této prace naméfil u
Cild o néco vyssi hodnotu zavislosti V=0,755 vic¢i V=0,734 u Sebevédomi. Vzhledem
k naméfenym hodnotdm Ciléi, predevsim na stupnich skaly 4 a 5 lze Cile povaZzovat
za jeden z faktort, ktery nejvice ovliviiuje piijeti uchazece.
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Tabulka 5 Sila zavislosti prijeti na jednotlivych faktorech

Faktor/ sila zavislosti v

Zajem 0,734
Pohotovost 0,713
Sebevédomi 0,734
Dynamika 0,486
Stabilita 0,653
Cile 0,755

Zdroj: Vlastni zpracovini

Vyzkum identifikoval nejvyssi zavislosti na pfijeti u faktortt Zajem V=0,734,
Sebevédomi V=0,734 a Cile V= 0,755. Na tyto faktory se vyzkum soustfeduje.
Pro dalsi vyzkum lze doporucit faktor Pohotovost, u kterého byla také naméfena
vysokd zévislost V=0,713. Ostatni faktory prokazuiji stfedni zavislost.

Zavislosti pfedpokladt na vystupni hodnoté délka pracovniho poméru

Zaharie (2013), obdobné jako autor této prace, pii vybéru vystupni hodnoty
dochazi k poznéni, Ze pouze doba zaméstnani, tedy pracovniho poméru (PP), ma
vypovidaci hodnotu o tom, zda personalista béhem vybérového fizeni u¢inil spravné
rozhodnuti ¢i ne. I zde bylo potieba piistoupit k agregaci skl jednotlivych faktorti tak,
abychom dospéli k relevantnim vysledkém.

Tabulka 6 ~ Cetnosti dle délky PP uchazecii na skdle Zdjmu

Zajem/délka PP délka PP do 3 let 3 clhe] PI,’ soucty
roky a vice

1az3 79 8 8

4 38 45

celkem 90 98 188

Zdroj: Vlastni zpracovini

Tabulka 6a Statistika délky PP uchazecil dle Zajmu
Chi-kvadrat P
Pearsontv chi-kvadrat 120,3184 p=0,00001*
Cramérovo V 0,800

Zdroj: Vlastni zpracovini

H_: Délka pracovniho poméru neni zavisld na Zajmu uchazece.

p<a0,05
Ho se zamita.

*Hodnota p je jesté nizsi nez p=0,00001.

V=0,800 vysoka zavislost
Mezi délkou pracovniho poméru a Zajmem existuje vysoka zavislost.

Z celkového poc¢tu uchaze¢ti se na stupni 5 skaly pohybovalo 29,8%
uchazec¢ti, na stupni 4 8kdly 23,9% a na stupnich 1 az 3 46,3%. Z celkového poctu
uchazect pracujicich v podniku 3 roky a déle se 53,1% pohybovalo na stupni 5 kaly,
38,8% na stupni skaly 4 a 8,2% na stupnich skély 1 az 3. Z celkového po¢tu uchazecti
pracujicich v podniku méné nez 3 roky se jich 87,8% pohybovalo na stupnich gkaly 1
az 3. 7,8% na stupni skély 4 a 4,4% na stupni 8kély 5. Zaharie (2013) naméfil u faktoru
Zajem ve svém vyzkumu na stupnich $kaly 1 az 5 hodnotu 4,69 a tim je ve shodé s
autorem této prace.

Tabulka 7 Cetnosti dle délky PP uchazecii na skile Sebevédomi

Sebevédomi/délka | délka PP do 3 let délka PP soucty
PP 3 roky a vice

la2 41 3 44

3 38 6 44
4a5 11 89 100
celkem 90 98 188

Zdroj: Vlastni zpracovini

Tabulka 7a Statistika délky PP uchazecii dle Sebevédomi

Chi-kvadrat P
Pearsontv chi-kvadrat 116,802 p=0,00001*
Cramérovo V 0,788

Zdroj: Vlastni zpracovini

H_: Délka pracovniho poméru neni zavisld na Sebevédomi uchazece.
p<a0,05

Ho se zamita.

*Hodnota p je jesté nizsi nez p=0,00001.

V=0,788 vysoka zavislost

Mezi délkou pracovniho poméru a Sebevédomim existuje vysoka zavislost.

Vysledky faktoru Zijem a Sebevédomi jsou i p¥i vystupni hodnoté délka
pracovniho poméru velmi podobné. Zijem V=0,800 a Sebevédomi V=0,788. Z celkového
poctu uchaze¢ti se na stupnich 3kély 4 a 5 pohybovalo 53,2% uchazect, 23,4% se
pohybovalo na stupnich 8kély 1 a 2 a 23,4% na stfedni hodnoté skaly 3. Z celkového
poctu uchazec¢t pracujicich v podniku 3 roky a déle se 90,8% pohybovalo na stupnich
skély 4 a 5, 6,1% na stiedni hodnoté gkaly 3 a 3,1% na stupnich 8kaly 1 a 2. Z celkového
poctu uchaze¢t pracujicich v podniku méné nez 3 roky se jich 45,6% pohybovalo na
stupnich gkaly 1 a 2. 42,2% na stfednim stupni 8kély 3 a 12,2% na stupnich 8kély 4 a 5.
Nejblizsi faktor, ktery Zaharie (2013) ve svém vyzkumu méfil je faktor Optimismus,
kde na stupnich $kéaly 1 az 5 naméftil hodnotu 4,61 a tim je ve shodé s autorem této
prace a to i ve smyslu obdobnych hodnot naméfenych mezi Zajmem a Sebevédomim
resp. Zajmem a Optimismem.
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Tabulka 8  Cetnosti dle délky PP uchazecii na skdle Cile

Cile/piijeti délka PP do 3 let délka PP soucty
3 roky a vice

laz3 85 5 90

4a5 5 93 98

celkem 90 98 188

Zdroj: Vlastni zpracovini

Tabulka 8a Statistika délky PP uchazecii dle Cilii

Chi-kvadrat P
Pearsontv chi-kvadrat 150,0628 p=0,00001*
Koeficient asociace V 0,893

Zdroj: Vlastni zpracovini

H,: Délka pracovniho poméru nenf zévisld na Cilech uchazece.
P<Cy

Ho se zamita.

*Hodnota p je jesté nizsi nez p=0,00001.

V=0,893 vysokd zavislost

Mezi délkou pracovniho poméru a Cili existuje vysoka zavislost.

Mezi Cili a délkou pracovniho poméru existuje jesté vétsi zavislost nez mezi
ostatnimi zkoumanymi faktory a délkou pracovniho poméru. Skéla Cilt se po agregaci
jesté vice zuzila a to na stupné skaly 1 az 3 a stupné skaly 4 a 5. Z celkového poctu
uchazeci se na stupnich $kély 4 a 5 pohybovalo 52,1% uchazec¢ti a 47,9% se pohybovalo
na stupnich 8kaly 1 az 3. Z celkového poctu uchaze¢ti pracujicich v podniku 3 roky
a déle se 94,9% pohybovalo na stupnich skaly 4 a 5 a 5,1% na stupnich skély 1 az 3.
Z celkového poctu uchaze¢t pracujicich v podniku méné nez 3 roky se jich 94,4%
pohybovalo na stupnich skély 1 az 3. 5,6% na stupnich skély 4 a 5. Nejblizsi faktor,
ktery Zaharie (2013) ve svém vyzkumu méfil je faktor Pracovni motivace, kde
na stupnich skaly 1 az 5 naméfil hodnotu 4,61, to znamena stejnou hodnotu jako u
Optimismu. Autor této prace naméfil u Cilt o néco vyssi hodnotu zavislosti V=0,893
vaci V=0,800 u Zajmu a V=0,734 u Sebevédomi. Vzhledem k naméfenym hodnotdm
Cila, ptredev$im na stupnich $kédly 4 a 5 lze Cile povazovat za jeden z faktord,
ktery nejvice ovliviiuje piijeti uchazece.

Tabulka 9 Sila zdvislosti délky PP na jednotlivych faktorech

Faktor/ sila zavislosti v

Zajem 0,800
Pohotovost 0,712
Sebevédomi 0,788
Dynamika 0,538
Stabilita 0,683
Cile 0,893

Zdroj: Vlastni zpracovini
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Vyzkum identifikoval nejvyssi zévislosti na délce pracovniho poméru u
faktort Zdjem V=0,800, Sebevédomi V=0,788 a Cile V= 0,893. Jde o stejné faktory jako
u piedeslé vystupni hodnoty (pfijeti), a proto se na tyto faktory vyzkum soustfeduje.
Hodnoty vysokych zévislosti pfijeti jsou u vystupni hodnoty délka pracovniho poméru
jesté vyssi. Pro dalsi vyzkum lze doporucit faktor Pohotovost, u kterého byla také
naméfena vysoka zavislost V=0,712, tedy téméf shodna jako u predeslé vystupni
hodnoty. Ostatni faktory prokazuji stfedni zavislost.

Z vysledkti vyzkumu Pfedpokladd na vystupni hodnoty piijeti a délka
pracovniho poméru mizeme odvodit potvrzeni skal tak, jak je autor navrhl. Nutnost
agregace $kal pro relevantni statistické vysledky signalizuje, Zze uchazeci nékteré
stupné skaly, na rozdil od autora, vnimali jako shodné.

Zaveér

Koncepce vybérového iizeni je pro podnik soucasti tspésné strategie, je-
jimz cilem jsou kvalifikovani a konkurenceschopni zaméstnanci. Vysledky vyzkumu
ukazuji, Ze neexistuje zddny vztah mezi zisky organizace a sloZitosti procesu piijimani
uchazecti (Zaharie, 2013). Standardné se zkoumaji kandidatské postoje ¢i zdméry,
ale ne rozhodnuti uchazece o pfijeti nabizené pozice. Rozhodujici pro piijeti nabidky
uchazecem je také ¢as mezi poslednim kolem vybérového fizeni a sdélenim nabidky
k ptijeti do zaméstnani (Harold a kol., 2016).

Z vlastniho vyzkumu byly zjistény nejvyssi zavislosti na piijeti u faktort
Zajem V=0,734, Sebevédomi V=0,734 a Cile V= 0,755. Na tyto faktory se vyzkum
soustied'uje. Vysoka zéavislost V=0,713 byla naméfena také u faktoru Pohotovost.
Ostatni faktory prokazuji stiedni zavislost.

Doba zaméstnani, tedy pracovniho poméru, ma vypovidaci hodnotu o
tom, zda personalista ucinil spravné rozhodnuti ¢i ne. Vyzkum identifikoval nejvyssi
zavislosti na délce pracovniho poméru u faktort Zajem V=0,800, Sebevédomi V=0,788
a Cile V=0,893. Jde o stejné faktory jako u predeslé vystupni hodnoty (piijeti). Hodnoty
vysokych zévislosti piijeti jsou u vystupni hodnoty délka pracovniho poméru jesté
vyssi. Ostatni faktory prokazuji stiedni zavislost, kromé faktoru Pohotovost s vyso-
kou zavislosti V=0,712.

Pro dalsi vyzkum lze doporucit pravé faktor Pohotovost, u kterého byla také
naméfena vysoka zavislost, témét shodna jak pro vystupni hodnotu pfijeti, tak pro
vystupni hodnotu délka pracovniho poméru.

Omezeni vyzkumu je prostiedi rychle rostouciho podniku, ktery neustale
vytvéii poptavku po obsazeni pracovnich mist. Dalsim omezenim je zaméfeni na
obchodni pozice.
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Abstract

USA and China are key players in the world trade and therefore are a
significant potential for market entry. The paper deals with identifying the individual
policies of the marketing mix (product, price, distribution and communication) in
order to emphasize the importance of transport and logistics as an effective way for
entry foreign markets, for example exports to the USA and China. Through LPI index
compare the logistics performance of these two countries, also evaluate opportunities
and risks linked with export to the market. Based on the survey “Allianz Risk Barometer
2016” identifying the greatest risks of entrepreneurship according to countries, in the
USA and China the top risk is business interruption related to interruption the supply
chain, or the actual market trend.

Key words: marketing mix, distribution strategy, risk

Abstrakt

USA a Cina predstavuju klacovych hradov vo svetovom obchode, preto
s vyznamnym potencidlom pre vstup na trh. Prispevok sa zaobera identifikovanim
jednotlivych politik marketingového mixu (produktovej, cenovej, distribu¢nej a
komunikacnej) s cielom zdoraznit vyznam prepravy a logistiky ako efektivneho
sposobu prenikania na zahrani¢éné trhy na priklade exportu do USA a Ciny.
Prostrednictvom LPI indexu sa porovnaju logistické vykony tychto dvoch krajin,
taktiez sa zhodnotia prileZitosti a rizika spété s exportom na dany trh. Vychadzajtc z
prieskumu ,, Allianz Risk Barometer 2016” identifikujaceho najvacsie rizika podnika-
nia podla krajin, v USA a Cine top rizikom je prerusenie prevadzky stvisiace prave
s prerusenim dodavatel'ského retazca, ¢i samotnym vyvojom trhu.

Klacové slova: marketingovy mix, distribucnd stratégia, riziko

JEL Classification: D39, M31, O57
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Uvod

Stcasné neustile silnejice trendy ako globalizécia, internacionalizacia
vedt mnohé spolo¢nosti ku expandovaniu podnikatel'skych aktivit a prenikaniu na
zahrani¢né trhy. Taktiez zna¢nd konkurencia na domacom trhu niti firmy rozsirovat
svoj exportny potencidl. Uvedené skutocnosti tak formuji marketingovy mix v sulade
s poziadavkami zahrani¢nych trhov.

Cielom prispevku je poukdzat na vseobecnu charakteristiku marketingo-
vého mixu medzinarodne &nného podniku a jeho identifikaciu pri exporte do Ciny a
USA. Vybrané krajiny predstavujt spolu s Eurépskou tniou triddu silnych ekonomik
a kla¢ovych hracov vo svetovom obchode. Ide o trhy s potencialom pre rast a vyuZitie
existujucich distribu¢nych kanalov, popripade ich rozsirenie, ¢i samotné zaloZenie
novych. Skiimana problematika je centrom pozornosti viacerych $tadii zameranych
na podporu exportérov ako napriklad: Manualov pre exportérov, Doing Business,
BusinessInfo, ¢i ako sti¢ast vedeckych prac, ¢i publikacii od R. J. Stock, M. D. Lambert,
J. C. Johnson a ini., v ktorych déraz sa kladie na vyznam prepravy a logistiky
predstavujicej jeden z potencidlov internacionalizécie a efektivneho prenikania
na zahrani¢né trhy.

Material a metody

Prispevok sa zaoberd potencidlom exportu na vybrané zahrani¢né trhy
z hl'adiska najvyssieho hrubého doméceho produktu, kde top predstavuje USA a
Cina. Vychédzajic zo sekundérnych ddajov sa prostrednictvom syntézy pecifikuja
zakladné prvky marketingového mixu (produkt, cena, distribtcia, komunikécia), a to
z hladiska prepravy a logistiky, ¢o znamena doraz sa kladie na distribu¢né stratégie
tvoriace zéklad vstupu na zahrani¢né trhy. Vyuzitim metédy komparacie sa pomocou
indexu logistickej vykonnosti (LPI index) porovna aktualny stav a potencial vybranych
ukazovatel'ov logistiky v Cine a USA. Nasledne vyuzitim met6dy indukcie sa vyvodia
véeobecné zévery marketingového mixu pre export do Ciny a USA a zdoraznia
najdolezitejsie Specifikd danych krajin.

Vysledky a diskusia
Vseobecna charakteristika marketingového mixu

Marketingovy mix tzv. 4 P (produkt, cena, propagécia, miesto) definoval
v roku 1960 americky profesor marketingu E. J. McCarthy vo svojom diele Basic
Marketing: A Managerial Approach a nésledne spopularizoval P. Kotler. Cielom
medzinarodne aktivneho podniku je vytvorenie t¢inného marketingového mixu,
ktory kombinuje vsetky svoje zlozky tak, aby na jednej strane sa maximalizovala
hodnota pre zédkaznika a na druhej strane splnili marketingové aj logistické ciele.
Nasledne sa zameriame na zakladné prvky marketingového mixu z pohl'adu prepravy
a logistiky:

a) Produktova politika: zahfila najmd rozhodnutia tykajice sa vlastnosti

vyrobku, ¢i balenia. Stock a Lambert (2001) uvéadzajt, Ze $pecifika samotného produk-
tu vyrazne ovplyviiuju $truktdru logistického retazca. Rozlisuju devit zakladnych
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charakteristik, ktoré sa najcastejsie posudzuji, a to: hodnota (Produkty s vysokymi
jednotkovymi nékladmi vyzaduju znaéné investicie do zésob. Cim je hodnota
produktu vyssia, tym sa uplatiiuju kratie logistické retazce.), technické vlastnosti
(V ramci logistického retazca je dolezité upriamit pozornost na zasoby nahradnych
dielov a promptnost ich dorucenia za tcelom uspokojenia potrieb zdkaznika a na
zvy$ovanie kvality pozédruénych sluzieb.), trhovd akcepticia (Ak vyznamni vyrobcovia
okrem svojej znacky investuja prostriedky i do zna¢nej propagacie produktu, zvysuje
sa nielen zdujem kone¢nych spotrebitelov o kupu produktu, ale i samotnych
prostrednikov o obchodovanie s nim, ¢im sa moZze zvySovat pocet ¢lankov v logistic-
kom retazci.), nahraditelnost (Cim je vys$ia moznost substiticie daného produktu,
tym sa vyzaduje i intenzivnej$ia distribucia. To znamend nadvézovanie spolu-
prace s velkoobchodnikmi, maloobchodnikmi, a tak rozsirovanie predajnych miest
- byt blizsie ku zdkaznikom, vdaka ¢omu je mozné poskytovat vyssie zlavy, ¢
dosahovat vyssie marze.), hmotnost, objem (Objem a hmotnost produktu vyrazne
ovplyviiuje nielen vyber dopravnej modality, ale i samotné ndklady dodania.),
kazenie sa (Pri rychlo-kaziacich produktoch sa preferuje priamy predaj, rychly
pohyb v rdmci logistického retazca, pricom musi byt retazec zaroven i kratky,
aby sa eliminovali rizikd z moznych strat pokazenych zasob.), trhovd koncentricia
(V pripade ststredenia sa na urciti geografickt oblast sa preferuju kratke logistické
retazce. Cim sa snazime pokryt viac trhov, tym sa pocet tcastnikov v retazci zvysuje,
a to nielen o obchodnikov, sprostredkovatelov, ale i o dopravcov, ¢ samotnych
logistickych partnerov.), sezonnost (Pocas sezony sa predaj zintenziviiuje i ndroky
na distribticiu a mimo sezény musia vyrobcovia pocitat’ so zostatkovymi zdsobami
alebo poskytovanim zliav.), sirka a hibka sortimentu (Vyrobcovia s tizkou produk-
tovou liniou sa véc¢sinou snaZzia pokryt Specificky trh, dosiahnut dany segment
prostrednictvom vel'koobchodnikov.). Preprava a logistika tak zohravaju pri roz-
hodovani o produkte kld¢ova tlohu a to nielen z hladiska ceny, ale i kvality
prostrednictvom hl'adania dspor, znizovanim nakladov pozdiZ i naprie¢ celym do-
davatel'skym retazcom.

b) Cenova politika: predstavuje pruzny nastroj medzinarodného marke-
tingového mixu, pretoze zmeny je mozné realizovat pomerne rychlo a prisposobit
sa tak podmienkam trhu. Podl'a Srstiovej a Fiizyovej (2003) rozhodovanie o cenovej
politike zahffia ur¢ovanie vysky ceny pre vyrobok a uréitd krajinu, cenové varidcie
$pecifické pre krajinu, ¢i cenové stratégie pre vybrané zahrani¢né trhy. Cenova
politiku ovplyviiuja interné a externé faktory. Medzi interné faktory mozeme zaradit
organizacnt Struktdru, nakladova a finanént situdciu podniku, transferové ceny.
Externé faktory zahffiaju napr. politické, hospodarske, ¢i pravne faktory, preferencie
zakaznikov, $truktiru konkurencie. Uvedené faktory ovplyviluji metédy urcovania
cien, priom rozliujeme tri zakladné spodsoby cenotvorby, a to orientdciu na nak-
lady, orientaciu na dopyt a orientaciu na konkurenciu. Specifickost cenovej politiky
pri exporte spociva v eskaldcii ndkladov, tzn. ide o postupné zvySovanie ceny
exportovaného vyrobku sposobené faktormi stvisiacimi napr. s prepravnymi
nakladmi, ndkladmi na modifikaciu exportného balenia, s marketingovymi naklad-
mi, s obchodnymi bariérami (clo, spotrebna dar), ¢i v stvislosti s po¢tom medzi¢lan-
kov v dodévatel'skom retazci - sprostredkovatel mi.

¢) Komunika¢na politika: je zamerana na vytvorenie ziaducej predstavy o

firme, jej vyrobkoch a znac¢kach. Komunikacné stratégie st podla Machkovej (2006)
ovplyviiované i samotnou distribuénou politikou, tzn. komunikacia vychadza z
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dvoch zékladnych koncepcii, a to push stratégie (komunikécia sa realizuje za po-
moci distribuéného medzi¢lanku vyuzitim napr. informaénych letdkov, reklamnych
stojanov) a pull stratégie (komunikdcia sa zameriava na kone¢nych zakaznikov
prostrednictvom reklamy, podpory predaja).

d) Distribu¢na politika: pozostdva podla Johnsona a Wooda (1990) z
rozhodnuti o distribu¢nych kandloch (vybere marketingovych kanaloch - ¢ vyuzit
sprostredkovatela, predavat prostrednictvom maloobchodnikov, velkoobchodnikov)
a o fyzickej distribtcii na zahrani¢nych trhoch - o medzinarodnej preprave medzi
vyrobcom a koneénym spotrebitelom (tzn. ako ¢o najefektivnejsie tovary prepravit
z miesta vyroby na miesto spotreby).

Kotler (2007) uvéadza, ze z hladiska poétu prostrednikov v logistickom
retazci rozlisujeme nasledovné distribuc¢né cesty: priama distribucna cesta (predstavuje
priamy kontakt medzi vyrobcom a koneénym zakaznikom, tzn. bez vyuzitia
prostrednikov), nepriama distribucnd cesta (znamenda distribu¢ny systém s jednym
alebo viacerymi prostrednikmi - v pripade spotrebnych vyrobkov ide najmid o
velkoobchodnikov a maloobchodnikov a pri priemyselnych vyrobkoch sa stretava-
me s obchodnymi zéstupcami).

Podla Machkovej (2006) v oblasti distribtcie sa vyuzivaju tri zakladné
distribu¢né stratégie: intenzivna distribiicia (predstavuje predaj prostrednictvom
vicsieho poctu predajnych miest v urcitej oblasti, ide o $iroku distribticiu vhodnua
pre rychloobratkové tovary), selektivna distribiicia (znamena predaj prostrednictvom
obmedzeného poc¢tu predajnych miest, vyrobca si vyberd predajcov na ziklade
naro¢nych kvantitativnych a kvalitativnych poziadaviek, stratégia je vhodnd najmé
pre znackové vyrobky, ¢i produkty dlhodobej spotreby), vyhradndi (exkluzivna)
distribiicia (predstavuje predaj prostrednictvom obmedzeného poctu predajnych
miest, Castokrat vyuzitim len jedného distribtitora obchodujiceho s vyrobkami
na vymedzenom trhu, stratégia je vhodnd napr. pre farmaceutické produkty).

Dolezité je sa zamerat nielen na distribticiu ako takd, ale cely dodéavatel'sky
retazec a jednotlivé prvky v mom, vztahy a vizby. Hofer (2015) uvadza podla
Petersena (2008), ze filozofia riadenia zasobovacieho retazca predstavuje zavislost
firiem na ostatnych ¢lenov dodévatel'ského retazca, aby dosiahli svoje ciele zamera-
né na vysoku troveti zékaznickeho servisu s minimalizovanim celkovych nakladov.

Podla Ozsakalli a kolektivu (2014) nakladovo efektivnym riadenim logis-
tiky moze byt vyuzivanie poskytovatelov tzv. tretich stran, tj. 3PL za ucelom
maximélneho vyuZivania fyzickej kapacity vozidiel.

Export do USA a Ciny

Vychadzajuc zo vSeobecnej charakteristiky marketingového mixu medzi-
narodne aktivneho podniku sa nésledne zameriame na prakticka aplikaciu jeho
vybranych prvkov na priklade exportu do ekonomik, ktoré st top hospodarstvami
vo svete. Z hl'adiska hrubého doméceho produktu uvedeného v americkych doldroch
v beznych cenéch bolo podla Svetovej Banky (World Bank) za rok 2015 na prvom
mieste USA, kde hruby doméci produkt predstavoval 17 968 milidrd USD a na druhom
mieste Cina s hrubym domacim produktom 11 385 USD.

Uplatnenie a aplikdcia samotného marketingového mixu na zahrani¢cnom
trhu vychadza z hodnotenia prilezitosti a rizik danej krajiny, ¢i samotného podni-
katel'ského prostredia alebo logistického potencidlu krajiny. Logistické vykony (resp.
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prileZitost pre export z pohl'adu prepravy a logistiky) v USA a Cine mozeme zhodnotit
prostrednictvom indexu logistickej vykonnosti (LPI - Logistics Performance Index)
publikovaného Svetovou bankou (World Bank). LPI index hodnoti vykonnost logistiky
od 1 (¢o znamend najslabsi rating) az po 5 (najsilne;jsi rating). Medzinarodny LPI index
je vazenym priemerom Siestich ukazovatelov, a to: efektivnost procesov colného
konania (jednoduchost, rychlost), hrani¢né kontroly vratane colnych prehliadok,
colnych poplatkov, kvalita obchodnej i dopravnej infrastruktiry (Zeleznice, cesty,
pristavy, informacné technolégie), jednoduchost dohodnutia konkurencieschopnych
cien za prepravu zasielok (logistické ndklady), sposobilost a kvalita logistickych
sluzieb (kvalita poskytovanych sluzieb colnymi agentmi, operatormi a pod.), moznost
sledovania zésielky, spolahlivost dodania zésielok prijemcovi na dohodnuté miesto
v stanovenom case.

Z celkovo hodnotenych 160 krajin sveta v roku 2014 bola Cina na 28 mieste
s LPI indexom 3,53 a USA na 9. mieste s LPI indexom 3,92 z hl'adiska efektivnosti
logistickej vykonnosti krajiny (Na prvom mieste bolo Nemecko s 4,12 LPI indexom
a na poslednom Somélsko s 1,77 LPI indexom.). Nizsie uvedeny graf poukazuje
i na skuto¢nost, ze klucovu tlohu v podnikatel'skom prostredi zohrdva v USA
infrastruktura (s LPI indexom 4,18) a v Cine dorucenie zésielok na ¢as (s LPI indexom
3,87), ¢o vyrazne vplyva i na samotnt distribu¢nti politiku medzindrodne ¢inného
podniku.

Graf1 LPI index v Cine a USA za rok 2014
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Zdroj: Vlastné spracovanie podla: WORLD BANK. 2016. Logistics Performance Index.
[online]. 2016. [cit. 2016-25-03]. Dostupné na internete: <http.//lpi.worldbank.org/
international/global>
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Preprava a logistika v Cine je ¢astokrat oznadovand za tazkopadnu, ¢oho
dokazom je i niz$i index logistickej vykonnosti oproti USA. Inymi slovami ide o
neefektivnost organizacie tzv. domacej logistiky, ¢i vydavkov do infrastruktary. Pod
pojmom logistika sa chdpe nielen preprava z bodu A do bodu B, ale i skladovanie ¢i
riadenie toku zasielok. Logistické vydavky predstavuji v Cine priblizne 18% hrubého
domaceho produktu, ¢o je takmer dvojnasobok oproti USA ako mozeme vidiet na
grafe 2. Vacsina skladov v Cine je zastarang, taktiez zasielky su astokrét prekladané
z jedného dopravného prostriedku na druhy naprie¢ krajinou, pricom najvéacsou
prilezitostou by bolo vytvorenie distribu¢nych centier (uplatfiovanie cross-dockingu)
a upriamenie pozornosti na moderniziciu distribticie a dosahovanie tspor z rozsahu.

Graf 2 Logistika z A do B
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Zdroj: NO AUTHOR. 2014. Logistics: The flow of things. In The Economist [online]. 2014,
12 July, Vol. 410, No. 8891 [cit. 2016-20-03]. Dostupné na internete: <http//www.economist.
com/news/china/21606899-export-superpower-china-suffers-surprisi ngly-inefficient-logistics-

flow-things?zid=302&ah=601e2c69a87aadc0ccOcadf3fbc1d354> ISSN 00130613

Stcastou distribu¢nej politiky tak byva i rozhodovanie o vyuziti terminalov,
ktoré st miestom prekladiska ndmornej / rie¢nej - Zelezni¢nej - cestnej nakladnej
prepravy, ¢o vedie k rozmachu intermodalnej prepravy, kde potencial ¢inskeho trhu
je ovela nizsi ako americky. Roso, Brnjac a Abramovic (2015) uvadzajt, Ze vyuZzivanie
intermodélnych terminalov stvisi s organizaciou sluzieb spitych s prepojenim fy-
zického umiestnenia zdvodu a podnikatel'skych potrieb, ¢o je ovplyvnené viacery-
mi faktormi ako blizkost do pristavu, alokdcia vzhladom na vzdialenost od Zeleznic-
nej infrastruktary a podobne.

Dolezitti tlohu v sticasnosti tak zohrava nielen doraz na eliminaciu nakla-
dov ale i ekologiu, tzv. zelend logistiku, ¢i zelent distribtciu, ¢o predstavuje zna¢nt
vyzvu a zaroven aj prileZitost najma pre ¢insky trh. Podla Xu Dongmin, Dingyi,
Huang Youfang a Yang Bin (2016) rieSenim je vyuZzivanie inteligentnych prepravnych
systémov, ktoré predstavuji uzitoény ndstroj na prepravu Setrnt k Zzivotnému
prostrediu a bezpecnost’ nielen v rdmci vnitrozemia ale i pri medzinarodnej prepra-
ve a logistike.
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Podl'a Joonhwan a Bell (2015) je d6lezité zamerat sa v rdmci zelenej logistiky
i na vyuzivanie alternativnych paliv, ¢o si vyzaduje brat do tvahy dostupnost paliva
a infrastruktury, ¢oho doésledkom je minimalizovanie emisii.

So samotnym exportom a zhodnotenim prileZitosti z pohladu prepravy
a logistiky tizko suvisi i analyza rizik v danych krajindch, tj. makroekonomické i
mikroekonomické vplyvy na distribu¢nu politiku. Vychadzajtc z prieskumu , Allianz
Risk Barometer 2016” identifikujuceho najvicsie rizika podnikania podla krajin,
mozeme skonstatovat, Zze v USA top rizikom je prerusenie prevadzky stvisiace s
prerusenim dodavatel'ského retazca, popripade vzrastaju rizikd ako kradeze, ¢i
korupcia. Pri exporte do Ciny je dolezité ststredit pozornost na eliminaciu rizika
spatého s kybernetickymi hrozbami ako napriklad kybernetické ttoky, strata dat,
zlyhania informa¢no-komunikaénych technolégii, ¢i porusenie ochrany osobnych
tudajov, pricom top rizikom v Cine v st¢asnosti je samotny vyvoj na trhu, tzn. trhové
vykyvy, tvrdd konkurencia alebo samotna stagnécia trhu na ¢o poukazuje i nasledov-
na mapa, kde ¢islom jeden je vzdy oznacené top riziko a v zatvorke vzrastajtci podiel
inych rizik.

Graf 3 Top rizikd vo svete 2016
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Zdroj: Vlastné spracovanie podla: ALLIANZ. 2016. Allianz Risk Barometer. [online]. 2016.
[cit. 2016-25-03]. Dostupné na internete: <http://www.agcs.allianz.com/assets/PDFs/Reports /
AllianzRiskBarometer2016.pdf>
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Na zdklade uvedenych skuto¢nosti tykajticich sa faktorov ovplyvtiujacich
podnikatel'ské prostredie krajiny (ako droveni distribtcie, logistiky, ¢i rizika spété
s korupciou) mozeme vo vSeobecnosti $pecifikovat marketingovy mix medzinarodne
&inného podniku exportujticeho do USA a Ciny nasledovne:

Graf4 Marketingovy mix - export do USA a Ciny
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Zdroj: Vlastné spracovanie

a) USA

Podla Czech Trade pri exporte do USA je dolezité sustredit pozornost
na energetiku (rastica tazba zemného plynu a ropy zvysuje dopyt po strojoch a
technologickom vybaveni ako napriklad potrubia, tazobné stpravy). Co sa tyka
potravindrskeho priemyslu, dolezité je upozornit na skuto¢nost, ze do popredia
sa dostava trend tzv. ,zdravej Ameriky”, tzn. zvySuje sa ponuka bezlepkovych a
lahko stravitelnych potravin, cerealii. Kedze vybudovanie vlastnej znacky v USA
predstavuje znacné investicie, je efektivnejie sa presadit s vyrobou pre odberatela
s vlastnou obchodnou znackou. V sticasnosti aktualnou sektorovou prilezitostou je i
automobilovy priemysel, kde potencidl predstavuju produkty ako elektrické motory,
generatory a akumulédtory. Eurépske produkty maja na americkom trhu dobra
reputédciu, preto je efektivne zdoéraznit i samotny povod tovaru spity s kvalitou
produktu. Americky zakaznik ¢astokrat nebyva zdsadovy, takze cenova konkurencia
zohrédva dolezitt ulohu, kedy importovany lacnejsi produkt je uprednostiiovany
pred domécim, ¢o si v3ak vyzaduje i zna¢nu propagaciu najmé prostrednictvom
efektivnych webovych stranok.

Podla Ministerstva zahrani¢nych veci Ceskej republiky (MZV CR) export
do USA sa realizuje formou priameho predaja, prostrednictvom distribtitora alebo
i zalozenim dcérskej spolo¢nosti, obchodnej spolo¢nosti nakolko americké pravne
predpisy st pomerne liberdlne, avsak dolezité je poznamenat, Ze v USA neexistuje
jednotna tprava obchodnych spolo¢nosti, pretoze jednotlivé staty maja vlastné za-
kony.
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b) Cina

Podla Czech Trade najperspektivnejsimi tovarmi pre export do Ciny sa
spotrebny tovar a potraviny. Ide najmi o tradiéné eurdpske potraviny a potraviny
s vysokym akostnym Standardom ako napriklad vino, ¢i pivo, taktiez za kvalitné
produkty povazuja mlieko, ktorych spotreba sttipa. Taktiez sa do popredia dostavaji
potravinové doplnky, vyrobky zdravej vyZivy, ktoré Cifiania vnimaju ako sofistiko-
vané a tc¢inné zahrani¢né produkty. V stc¢asnosti konkrétnou prilezitostou pre vstup
na dany trh st i vyrobky z keramiky, skla, stroje na spracovanie, tpravu celulézo-
vych materidlov, taktieZ environmentalne technoldgie, ktoré si vsak vyzaduju
nadviazanie kontaktu so spolahlivym a vyznamnym ¢inskym partnerom. Pri cenovej
politike je dolezité brat do tvahy skutocnost nizkej kupyschopnosti ¢inskeho
obyvatel'stva.

Podla Ministerstva zahrani¢nych veci Ceskej republiky (MZV CR) naj-
efektivnej$im vstupom na ¢éinsky trh je vyuzitie agenta (ktory dostdva proviziu z
predaného tovaru, ale nie je vlastnikom tovaru) alebo distribttora (stava sa vlastni-
kom tovaru, ¢o predstavuje pre exportéra nizsie finan¢né nédklady). Vyuzitie me-
dzi¢lanku - nepriamej distribu¢nej cesty eliminuje sice rizika stivisiace s neznalostou
trhu, neefektivnym riadenim predajnej siete, avsak nevyhodou moze byt riziko
podvodu, ¢i riziko dopadu na povest znacky.

Zaver

Marketingovy mix medzinarodne ¢inného podniku by mal vychadzat z
dokladnej analyzy prilezitosti a rizik na zahrani¢nych trhoch. Z pohladu prepravy
a logistiky ide najmd o zhodnotenie efektivnosti fungovania a prepojenia ¢lankov
distribu¢ného retazca, spolahlivosti (dodania zésielok v stanovenom case), ¢i zo
samotnej kvality infrastruktary. Vyuzitim indexu logistickej vykonnosti (LPI) mo-
Zeme skonstatovat, ze Cina i USA predstavujt vyznamny potencial pre export, resp.
vstup na tieto trhy i vd'aka vysokému hodnoteniu medzinarodnej logistiky, kde USA
je na deviatom a Cina na dvadsiatom 6smom mieste zo 160 krajin sveta.

Obe krajiny sa vyznacuju postavenim lidra vo svetovom obchode, pricom
rozdielnost’ pri $pecifikovani zloziek marketingového mixu spoc¢iva najmi v cenovej
politike, kde je dolezité brat do tivahy nizku kipyschopnost ¢inskeho obyvatelstva a
na druhej strane pri zamerani sa na amerického zédkaznika vyuzit zna¢né prostriedky
do propagacie, pretoze konkurencieschopnost vo¢i domacim americkym produktom
zohrava dolezitd dlohu. Inymi slovami, prenikntat na ¢insky trh je sice obtaznejsie
ako na americky, ale vsak nie nemozné. DoéleZité je nasmerovat marketingovy mix
na tradiéné produkty (ako napriklad franctuzske vino, talianska méda), alebo na
technolégie (pokrocilé informa¢no-komunikacné systémy), ¢i samotné potravindrske
a polnohospodarske produkty. Taktiez z hladiska distribu¢nej politiky je vyznamné
upriamit pozornost najmi na nepriame distribu¢né stratégie (vyuzitie agenta, dist-
ribtitora) na rozdiel od amerického trhu, kde potencial predstavuje i zaloZenie samot-
nej obchodnej spolo¢nosti.

Celkovo moézeme skonstatovat, ze ¢insky i americky trh predstavuju
znaény potencial pre vstup na dany trh, ¢o si vSak vyzaduje dokladnt analyzu makro-
ekonomickych i mikroekonomickych faktorov vplyvajacich na efektivnost fungova-
nia na zahrani¢nom trhu a nasledne ich implementaciu pri realizacii samotnych
prvkov marketingového mixu.
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Tento prispevok je publikovany ako stucast VEGA ¢. 1/0391/13: Vyznam

tretich krajin pre strategické rozvojové zamery EU v pokrizovom obdobi (s implikécia-
mi pre slovenskt ekonomiku).
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Abstract

Research on family businesses has undergone rapid development since
2000 however most of studies reflect American or Western European enterprises.
However, comparison of the results and the conclusions should not be fully identified
with the Central Eastern European family entities, because they were created and were
developing under different market conditions. This article deals with the relationship
between family ownership, family involvement in management and the financial
performance of family enterprises in Poland. In the following study, the author
investigates the ROA, ROE, ROS indices as well as the asset performance of the family
businesses listed on the alternative market during the period of 2009 - 2013. The studies
carried out indicate a lack of a statistically significant family influence on profitability of
family companies; such significance only appears in case of the asset performance.

Key words: Family business, Financial performance, Poland, Alternative market
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Introduction

The world of contemporary enterprises in market economy is very
complex, therefore unambiguous definition of the purpose of their activity is not
possible, while the proposed by the neo-classic theory of economics rule of profit
maximization as an enterprise’s only target does not explain the behavior of many
types of business entities observed nowadays. It seems that currently three trends
are of bigger significance: the theory of a satisfactory conduct, according to which
enterprises aspire to obtain satisfactory profits; management theories, which
emphasize diversity of the economic interests on the part of the capital owners and the
managers; as well as the theories of market value, which assume maximization of an
enterprise’s market value as its target. Family businesses, in which decision-making
is influenced not only by economic logic, but also by emotions, are an example of
enterprises whose owners not only declare, but also implement objectives other than
maximization of the profit or an increase of the company’s value. This results from
the fact that family enterprises are a particular type of business entities, the essence
of which can be described using two subsystems - a family system (family) and an
economic system (enterprise) (Gersick 1997). Strong relations between those systems
determine the enterprise’s and the family’s targets as well as the manner of their
functioning. In order to achieve the non-economic objectives, family units forgo the
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maximum profit and settle for a certain level of the profit considered as sufficient (Hall,
Astrachan 2014). This has been confirmed by the studies, which often indicate that
importance of non-economic targets in an enterprise often is much higher than in non-
family units, and this is a significant difference between the two (Chrisman et al. 2012;
Sharma, 2004; Westhead, Howorth 2006). According to Safin (2007) a traditional family
enterprise is characterized by achievement of the objectives usually associated with
the social side of business activity, while profit is only one of the family’s goals. The
family nature of these entities causes durability and stability to be the main objectives
of their activity (Safin 2007; Byrne 2008; Kowalewska 2009; Floren 2009). This is due,
among other things, to the interdependence between the owning family’s situation and
the enterprise’s condition. It results in reluctance to take risk, which leads to lower
attention on growth (Szczepkowska 2009). Additionally, the system of values observed
in an enterprise is an element distinguishing family entities, resultant from a value-
system proper for a given family, which also determines an enterprise’s objectives,
for example harmony in the family (Astrachan, Jaskiewicz 2008) or the social status
(Dyer, Whetten 2006; Zellweger, Astrachan 2008; Webber 1984). Polish studies on
family enterprises confirm that economic targets, that is maximization of the profit and
of the enterprise’s value, are not the most important objectives. Important strategic
goals include self-realization and keeping the business in the hands of the family, as
well as increasing participation in the market and satisfying the needs of the customers
(Safin 2007). Some authors also point to the fact that an enterprise’s objectives are also
affected by its emotional value for the owners (Astrachan, Jaskiewicz 2008; Zellweger,
Astrachan 2008) and by the social capital of the owning family. The hierarchy of
the activity goals in family enterprises, however, can change when their values are
subjected to public circulation. Entrance of a family enterprise on the capital market
most often is associated with its development and thus with an increased demand
for capital. It can bring tangible benefits for the company, which include: access to
large capital resources, possibility to exploit favorable trends on the capital market,
greater liquidity of the shares, increasing the company’s value, involvement of talented
external managers, solving the problems related to succession, improvement of the
company’s image in the environment (Marchisio, Mazzola 2002; Jaskiewicz et al. 2005;
Winnicka - Popczyk 2012), facilitation of the company’s internalization (Marchisio,
Mazzola 2002). These benefits for the family-owners may cost them limiting the
family’s influence on the enterprise’s functioning, the changes in the management
structure, pressure from the stockholders for higher current profits, divergence of the
attitudes towards risk, asymmetry of information, the need for greater transparency
on the information about the company, separation of the family’s assets from the
company’s assets, a change of the company’s tax policy (Marchisio, Mazzola 2002;
Winnicka - Popczyk 2012). What is more, when the owners of a family enterprise
decide to enter the capital market, they must bear in mind that the enterprise’s
objectives must comply not only with their expectations, but also with the interest of
the potential capital providers, who analyzing various possibilities of investing their
financial assets choose the most effective ventures. Despite this, as shown by research,
entrance of a family enterprise on the capital market is viewed positively by the market
participants (Jaskiewicz et al. 2005). This is another stage of family a enterprise’s
development, not necessarily causing loss of the family nature by a given entity. It
should be noted that the studies cited in the article refer to family enterprises from
Western Europe and from North America, where these enterprises are characterized
by a significantly longer period of activity, they were created and were developing
under different market conditions than Polish family entities. Hence the comparison
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of the results and the conclusions should not be fully identified with the Polish

reality. Safin even states that “the attitudes of Polish family enterprises, manifesting

themselves in their objectives, in the practice of economic life, have a diverse nature and

are difficult to fit in the universally applicable standard” (2007).

In Poland, entrance of the NewConnect market - an alternative system of
trade - is one of the possibilities to make a family business public. One advantage the
NewConnect market provides for family entrepreneurs, in relation to the regulated
market (The Warsaw Stock Exchange), is the possibility to transact a private offer
addressed to a specified number of investors. This means that the owning family
can control who will be the company’s shareholder. The NewConnect market was
launched on the 30th of August 2007 by the Warsaw Stock Exchange (WSE) as a
platform for trading equities, dedicated to innovative entities seeking capital. It
operates in the form of an alternative trading system (ATS), that is, as a multilateral
system coupling the offers of purchasing and selling financial instruments, organized
outside the regulated market by an investment company or by an entity running a
regulated market (Ministry of Finance 2005). Functioning of NewConnect is primarily
based on the principles specified in the Rules of the Alternative Trading System
as well as in the current resolutions of the Board of the Warsaw Stock Exchange Inc..
Compared with the main trading floor, NewConnect is characterized by simplified
procedures of introducing and trading financial instruments as well as by lower fees.

The aim of this article is to evaluate efficiency of the family enterprises listed
on the NewConnect market, which would allow answering the following research
questions:

1. Is family’s involvement in management of an enterprise associated with
achievement by these companies of averagely higher profitability indices (ROA,
ROE, ROS) and a higher asset performance index?

2. Does the level of family enterprises’” efficiency change along with a change of the
family’s share in the company’s ownership?

Financial results of the family enterprises listed on the NewConnect market
for the years 2009 - 2013 will be analyzed.

Material and Methods
1.1. Literature Review

The issue of family entrepreneurship appeared in scientific discussions
during the 1980’s, however, a significant increase of the interest in the subject did
not come until after 2000. Most often this subject has been explored in the United
States (around 60% of all publications), while in Europe and in Great Britain (8% of
all publications), in Spain (3.8% of publications) (Benavides-Velasco et al. 2013). It
should be noted that this study-area is featured in reputable journals in Central-
Western European countries to a still small extent. Such statement is confirmed by
the results of the studies carried out by Benavides-Velasco, (Benavides-Velasco et
al 2013) published in the journals indexed in the JCR as well as by the results of a
meta-analysis of the bibliographic databases and of the most important journals in the
field of family entrepreneurship (Wagner et al. 2015). Publications on financial
performance of family enterprises in Central-Eastern Europe most often concern the
Czech Republic (Petlina, Korab 2015; Machek, Hnilica, Brabec 2013; Macheck, Hnilica
2015) and Russia (Buccelatto, Fazio, Rodionova, Vereshimima 2015).
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Analysis of the Polish literature in the field of family business finances allows
distinguishing two main publication trends. The first concerns the sources of financing
for this group of entities (Winnicka - Popczyk 2008; Stradomski 2010; Winnicka -
Popczyk 2011; Martyniuk 2014; Stefanski 2014; Socha 2015; Katdonski, Jewartowski
2012). The second is the studies on efficiency of Polish family enterprises (Socha, Majda,
2015; Lipiec 2014; Kowalewski, Talavera, Stetsyuk 2010; Winnicka - Popczyk 2008)
involving comparison of these entities with non-family enterprises or comparison of
the performance of family enterprises managed by the owners with those controlled
by external managers.

Although researchers from various countries, for over three decades, have
been trying to answer the question - what is the relation between the family’s share
in ownership as well as in management and the company’s performance, it is still
difficult to establish an unequivocal answer. However, meta-analysis of international
research in the field of financial analysis of family enterprises, indicating that in
61% of the studies their performance indicates a positive influence of the family on
the financial results of family entities, can serve as summary of these considerations.
This influence is statistically significant, but relatively low in terms of value (Wagner
et al. 2015). Positive influence of family on efficiency of enterprises has been found
by, inter alia, (Villalonga, Amit 2006, Poutziouris, Savva, Hadjielias 2015; Maury 2006;
Berg 2014; Allouche et al. 2008; Kachaner et al. 2012). Positive impact of family on the
results of a family enterprise has also been identified in Polish studies on family firms
(Kowalewski, Talavera, Stetsyuk 2010; Majda, Socha 2015; Lipiec 2014). Furthermore,
results of international analyses indicate that in case of the companies managed by
their founders (the first generation), positive influence of the family is much stronger
than in case of the companies managed by successive generations (Anderson, Reeb
2003; Villalonga, Amit 2006, Poutziouris, Savva, Hadjielias 2015). In Poland, majority
of family companies is still run by the founding generation, which is characteristic
for Central-Eastern European countries, where dynamic development of family
entrepreneurship occurred after 1989. Therefore, studies in this filed have not yet been
carried out.

The subject of the research on family enterprises in Poland in the field of
financing comprised the companies listed on the primary market - the Warsaw Stock
Exchange (Lipiec 2014; Kowalewski, Talavera, Stetsyuk 2010; Katdoniski, Jewartowski
2012), the entities from the SME sector (Stefanski 2014; Predkiewicz, Predkiewicz
2014), and general family entities (Socha, Majda 2014; Socha, Majda 2015). In the
article, family companies listed on the alternative capital market - NewConnect - will
be subjected to analysis. Pioneering studies on family enterprises on the NewConnect
market were carried out by Popczyk (2013). They indicate high attractiveness of this
source of financing in activity of family firms. The family companies listed on the
NewConnect market were also the subject of the Author’s studies on the structure of
capital (Martyniuk, Gierusz 2014) and on investment risk (Martyniuk 2014).

1.2. Methods of the empirical studies

One of the research problems which emerge in case of family enterprises are
methodological issues associated with defining a family enterprise. It is not, in fact, a
subject to separate legal regulations and is not used in the statistics. Publications on
family entrepreneurship lack an unequivocal definition of a family enterprise that
would be accepted by majority of the researchers. Difficulties in defining primarily
arise for two reasons:
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e family enterprises are very diverse, there are no established criteria to distin-
guish what causes this group of enterprises to include entities of various legal,
ownership forms and of various sizes, using different management methods;

e the concept of a family enterprises combines two terms differing in the purpose,
social acceptance, history and in ancestry, i.e. the family and the company (Safin
2007; Sulkowski, Marjanski 2009).

In the study the following definition of a family enterprise, by Popczyk, was
adopted: “a company of any legal form, whose entire capital or its decisive part is in
the hands of the family, at least one member of the family exerts a decisive influence
on the management or exercises a managerial function himself/herself with the intent
to permanently keep the venture in the hands of the family” (2013). The criteria
cla551fy1ng a given entity as a family company were as follows:

the number of the stocks belonging to one person or to few family members is

higher than 50%,

e the number of the votes belonging to one person or few family members is higher
than 50%,

e atleast1 family member is a member of the management board or the supervisory
board.

Similarly, as in Popczyk, there have not been any attempts to establish a
permanent intention to keep the company in the hands of the family (2013). This results
from the fact that in majority of Polish family enterprises the process of succession
is still at the , thinking-of-succession” stage - 70.4% of the researched (Lewandowska
2013).

The first part of the study involved analysis of the companies listed on
the NewConnect market at the end of 2013, paying special attention to their family
nature. At the end of 2013, 445 companies were listed on the NewConnect market.
The companies of a family nature listed on NewConnect included a total of 90 entities.
This means that family companies constituted 20% of the total entities listed on the
NewConnect market, as of the 31st of December 2013. Analysis of family and non-
family companies, in terms of the industry in which an enterprises operates, indicates
that family entities operate in traditional industries more often than non-family
entities. In the study, the largest group entailed trading companies (23%) and service
companies (23 %, excluding financial services).

Companies which at the day of testing had not published data for at least 3
years (2009-2013) were excluded from the group of the family entities subjected to the
study. Ultimately, the size of the survey sample was 60 companies. In the researched
companies, averagely 70.53% of the company shares belonged to the owner’s family
members. Most often, one representative of the family was a member of the board,
holding a position of a Chairman (77%). Only 23% of the companies were managed by
an external manager.

The second part of the study involved analysis of selected profitability
indices (ROA, ROE, ROS) and productivity indices (productivity of the assets) for
family companies. These indices were used in national and international studies.
Summary in Table 1, however, confirms the lack of explicitness of the results assessing
the relations between the family’s share in management and in ownership with the
company’s efficiency.
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Table 1. Selected indices

Index Studies (positive effect) Negative effect Mixed / neutral influence
International studies International studies
Allouche et al.(2008), . ) Sacristan-Navarro,
Sraer and Thesmar International studies Gomez-Anson and
(2007), Martinez, Stohr Ibrahim and Samad Cabeza - Garcia (2011),
and Quiroga (2007), (2011), Bennedsen et al. Minichilli et al. (2010),
Maury (2006), Favero, Chiung-Wen, Shyh-Jer,
Giglio, Honorati (2007), Pere% - Gonzalez Chiou-Shiu and Hyde
e ' and Panunzi (2006), (2006), Filatochev, (2009), Randoy et al (2009),
€ u:;gl;?sse S Barontini and Capiro Lien and Piesse (2005), Silva and Majluf (2008),
(2006), Lee (2004), Cronqvist and Nilsson Miller and LeBreton-Miller
Anderson and Reeb . (2006), Villanoga and Amit
(2003), McConaughy (2003), Smith and (2006), Chua et al (1999),
and Phillips (1999), Amoako-Adu (1999) Chaganti and Damanpour
McConaughy et al. Poland (1991)
(1998), Beehr et al. (1987) Majda , Socha (2015) Poland
Poland Kowalewski, Talavera and
Majda, Socha (2015) Stetsyuk (2010)
International studies
i:ll(:luchezeot 02;314(25008), International studies International studies
annd fl"elfe(smar)(,zor(?;)r Ibrahim and Samad Chiung-Wen, Shyh-
Marti Stoh d’ (2011), Sciascia and Jer, Chiou-Shiu and
o 0, Mo Mazzola (2008), Hyde (2009), Miller and
Return on equi ltgg()ge: (Lee ()2'0 oj)u Ty Bennedsen et al. (2007), LeBreton-Miller (2006),
(ROE)q L7 And ’ 4R lb Perez - Gonzalez (2006), Ng (2005), Galve and
zgloseriingn ei Filatochev, Lien and Sales (1996), Chaganti and
(an J i,’hmci :r(‘la;g%)y Piesse (2005), Holderness Damanpour (1991)
McCon ph ¢ 1' an Sheehan (1998) Poland
( 1998C) Boeeal-nurget};le (i 9'87) Poland Kowalewski, Talavera and
Poland Majda, Socha (2015) Stetsyuk (2010)
Majda, Socha (2015)
International studies International studies
Chrisman, Chua, - International studies
i e eEles (0k) Kellermanns, Chang Poland Yammeesri, Lodh (2004)
(2007) Majda , Socha (2015)
Asset productivity . . .
index

Source: own elaboration based on Garcia-Castro, Aguilera (2014) and on national surveys

The asset productivity index was not previously used in the studies on
family enterprises. Justifying the choice of this index, the Author would like to point
to the nature of family enterprises’ objectives, in which the most important aim is not
maximization of the net profit, but achievement of a satisfactory profit (Hall, Astrachan
2014), allowing development of the company and realization of the non-economic
targets. According to the studies carried out among the largest family enterprises in
the wolrd 60% of the respondents describe the expected profit growth rate at a level
lover than 11% (Hall, Astrachan 2014). Lesser significance of the net financial result
for the companies” owners may also result from the fact that the company’s assets are
often used by the family for private purposes. The desire to reduce the tax burden
seems to be another reason. Thus, it can be assumed, that productivity of the assets
has bigger influence on the family’s share in ownership and in management than the
assets” profitability.
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In the first stage of this part of the study, measures of a central tendency
(the mean, the median) were estimated, in order to determine the average level of the
tested performance indices for the years 2009-2013. Next, the values of the statistics
describing the shape and symmetry of the distribution were estimated, in order to
determine whether distribution of the studied observations had the characteristics of
a normal distribution. Since analysis using the Kolomogorov-Smirnov test showed
that the variables do not have a distribution similar to a normal distribution, it was
decided to use a non-parametric correlation coefficient (Rho-Spearman) in the
analysis. Additionally, in order to assess whether the family companies managed
by a family-member Chairman were characterized by higher efficiency than other
companies managed by an external manager, due to a small sample and the distribution
of the variables that was not close to normal, a U Mann-Whitney test was used.

Results and Debate

Analysis of the ROE, ROA, ROS indices as well as of the asset productivity
of the family enterprises listed on the NewConnect market did not indicate significant
differences in the level of these indices, depending on the family’s share in company
ownership and in management. The descriptive statistics for the analyzed indices are
presented in table 2.

In addition, after determining the average level of the ROA, ROE and ROS
indices, for all researched firms over the analyzed period, no trend in the increase of
individual indicators has been noted. In most cases, the year 2013 proved to reduce the
potential increase of the indices over the years.

Table 2. Descriptive statistics for the variables analyzed in the study

Table 3. The correlation coefficient between the ROA, ROE, ROS indices, the asset performance,
and the family’s share in ownership

Variables Mean | Median Star.lda'lrd Minimum Maximum K-S .
deviation value value

ROA 0.02 0.03 0.21 -1.14 0.69 0,21 | <0.001

ROE 0.06 0.07 0.80 -7.45 5.56 0.28 | <0.001

ROS 0.02 0.03 0.97 -5.69 7.83 0.36 | <0.001

Asset | s | 118 216 0.00 2811 025 | <0.001

productivity

K-S results of the Kolmogorov-Smirnov test, checking the normality of a variable’s distribution
p- the significance level for the K-S test
Source: own elaboration

The family’s share in ownership

It was assumed that along with the growth of the family’s share in
ownership of an enterprise, the company would achieve a lower level of profitability
and a higher level of performance. The results of the studies carried out in this field
are presented in table 3.
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Variables Rho-Spearman Significance level
ROA -0.03 0.603
ROE -0.04 0.505
ROS 0.02 0.771
Asset performance -0.16 0.13

Source: own elaboration

The analysis performed indicated that there is a lack of a statistically
significant correlation between the profitability of family companies, measured by
the ROE, ROA, ROS indices, and the level of the family’s share in ownership of the
company. In earlier studies on the family enterprises listed on the WSE (Kowalewski,
Talavera, Stetsyuk 2010), a significant interrelation of the ROA to a certain level of
family’s engagement in ownership was found. However, after crossing this limit,
such interrelation became statistically insignificant. Unfortunately, the Authors of the
study carried out at the Warsaw Stock Exchange do not provide the level of ownership,
from which correlation between the ROA index and the family’s share in ownership
becomes insignificant. It should be noted, that in the study on the companies listed
on the WSE, a 25% family’s share was adopted as a defined criterion qualifying a
given entity as a family unit, while in the study on the companies listed on the
NewConnect market, this threshold was 50%. Perhaps, if the same definition of an
enterprise had been adopted in both studies, the results would have been similar.

The results of the performance of own capital also did not show a
statistically significant interrelation between the level of the ROE index and the share
in ownership in the analyzed firms (table 4), as opposed to the results obtained for the
Polish family entities (Majda, Socha 2015) and for the Polish family companies listed
on the WSE (Kowalewski, Talavera, Stetsyuk 2010).

It was found, however, that there is a statistically significant relation
between the level of asset productivity and the family’s share in ownership. Along
with the increase of the family’s share in ownership of a family company listed on
the NewConnect market, productivity of its assets decreases. In addition, in order to
check whether there is a relation between the level of asset productivity and the value
of the assets, an analysis of the rho-Spearman correlation was carried out. Table 4
presents the results obtained through the analysis.

Table 4. Coefficient of the correlation between the asset productivity and the value assets’ value

Variables

Asset productivity

rho-Spearman

Significance level

The assets’ value

-0.22

<0.001

Source: own elaboration

Analysis of the correlation showed that there is a relation between the asset
productivity and the value of the assets in the analyzed firms. This means that the
higher the level of the assets’ value in the analyzed firms, the lower the level of the asset
productivity.
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The family’s share in management

It was assumed that along with an increase of the number of family members
in company’s authorities, its profitability, measured by the ROA, ROE, ROS indices,
decreases and the asset productivity increases. The results of the studies carried out in
this area are presented in table 5.

Table 5. Coefficient of the correlation between the ROA, ROE, ROS indices, the asset productivity
and the family’s share in the company’s authorities

Variables Rho-Spearman Significance level
ROA 0.05 0.452
ROE 0.06 0.336
ROS -0.01 0.936
Asset productivity 0.17 0.008

Source: own elaboration

The study found no statistically significant interrelation between the
profitability of family companies and the number of the persons in company’s
authorities. The results obtained do not confirm the results of the studies carried
out by (Kowalewski, Talavera, Stetsyuk 2010) and (Majda, Socha 2015), for which a
statistically significant relation between the ROA, the ROE, and the share of the
family in enterprise management was noted. The studies carried out only confirmed
that participation of the family in governing the company has a positive effect on its
asset productivity. This means that the bigger number of the persons in the authorities
of the analyzed companies, the higher the level of the asset productivity.

Further, the Authors examined whether the firms managed by a Chairman
who is a family member differed from the firms managed by an external manager, in
terms of the ROA, ROE, ROS indices. For this purpose, the U Mann-Whitney test was
used, due to small in number groups and the fact that the distributions of the variables
were not close to a normal distribution. Table 6 presents the results of the analysis in
this regard.

Table 6. The level of the ROA, ROE, ROS indices, divided according to the manner of managing
the company

Standard Result of the | Significance

Index | Management Mean deviation U M-W test level

External manager -0.01 0.13 0.94 0.345
ROA i

Cha}rman from the 0.02 017

family

External manager -0.06 0.77 0.16 0.875
ROE i

Cha}rman from the 0.09 036

family

External manager 0.24 0.88 0.21 0.834
ROS i

Cha}rman from the 2001 0.95

family

Source: own elaboration
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The analysis carried out using the U Mann-Whitney test did not indicate
statistically significant differences between the firms managed by a family-member
Chairman and those managed by an external manager, in terms of the ROA, ROE, ROS
indices. Such interdependency, in turn, was shown by the study carried out by (Majda,
Socha 2015), which indicated that the units in which the owners are the managers, on
average, achieve higher values for the ROA index than the entities employing external
manager.

Conclusion

The studies carried out indicate a lack of a statistically significant influence
of the profitability of the family companies listed on the NewConnect market. It only
appears in case of the asset performance. The obtained results differ from the results
for the companies listed on the main floor. This is probably due to the difference in the
definition of a family enterprise adapted in both studies. Problems with the definition
of a family enterprise have been indicated as a limitation in numerous studies on
family enterprises. The thresholds for the level of ownership and shares held (min
50%), adopted in the study, could have caused the companies in the sample, being
under a significant influence of the family (70.53% the average share of the family
in ownership), to be more strongly affected by the consequences associated with the
familiarity, than in case of the study on the Warsaw Stock Exchange companies, where
the threshold for the ownership level was 25%. One can only wonder if such company
still can be classified as a family enterprise. Surely it is worth verifying if adaptation
of the same definition of a family enterprise in the studies on the family enterprises
listed on the main and on the alternative markets would provide similar results. In
addition, the companies listed on the alternative market are smaller than those listed on
the main floor, which also can influence the results.

In terms of the asset productivity indices, it is difficult to unequivocally assess
the situation. Lower asset productivity for family companies in which the family has
greater share in the assets, at a simultaneous higher asset productivity of the companies
in which the share of family in management is greater, is difficult to assess. Considering
the fact that asset productivity lowers along with an increase of the asset value, it can
only be assumed that some family companies, after making their shares public and
after recapitalization, purchased assets which at the time of the analysis were not
used in full. For further analysis, detailed information on the investment policy of the
entities would be needed.

Since the results of the studies are different for the profitability and
productivity indices, subsequent studies should be oriented at determining the
profitability indices in relation to other levels of the financial results (the profit on
sales, the profit on operational activity, the profit on economic activity), which could
help in explaining the differences between profitability and productivity.
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Abstract

Global inequalities between countries are large, wage inequalities between
developed and developing countries are on the rise (Report of the European
Commission, 2011). Attainable wages in Europe are approximately thirty times as
high as the average in African countries. Income concentration, increase of economic
inequalities are not just unfair but unbearable, too. The article will account for the
objective status of economic inequalities within the European Union in the NUTS 2
regions. From an economics standpoint it can be proven, that migration between
countries is currently a highly significant method of reducing the income differences.
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Introduction

Formulated images of poverty are important projections of a country’s
wealth culture. To advance the global combat and investigation of poverty, the
International Bank of Research and Development (IBRD, World Bank) announced the
formation of a new expert committe in 2015. Changes in income distribution, wealth
perception of various social groups, poverty and social exclusion are major goal
areas of the EU2020 strategy. Besides research on measuring poverty, its variation, its
causes and consequences, work focusing on inequalities is relatively scarce, however
it has already become the center of recent researches. Econo-political tasks in relation
with this issue also demand investigation in the topic, in accordance with scientific
requirements.

It is evident from an economics standpoint that migration (excluding
refugees of war) is one of the most significant current methods of reducing wage
inequalities. In the hope of a better life, people today don't consider inner-country
migration, but think about mobility between countries or even continents. In the
majority of the world, social and economic segmentation is based on inequality and
is rigid. However, the extent of this varies for countries, regions and areas. Inequality
spreads to all social and economic aspects. Recent years have shown a definite increase
in economic inequality, which - in my opinion - has yet to receive the attention it
deserves in economic literature.
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Material and Methods

Empirical study of inequality has first grasped the attention of sociologists
and statisticians. At the beginning of industrialisation, inequalities have grown in
Western countries, and even in Japan, too. Based on this, it was hypothesized that
the cruel exploitation of poor social groups was a condition of growth (Myrdal,
1974). Following World War I, large-scale political ideas have been formed towards
equality. These countries today are so-called wealthy countries. However it has also
been proven through the example of socialism that complete equality is irrealistic
and not realizable.

Nehru, the first prime minister of the independent India, has the following
opinion on equality-inequality in The Discovery of India (1965): ,To a certain extant,
increased economic inequality is unavoidable in a growing economy. Steps, however,
have to be taken to prevent it. If we let matters progress on their own, wealth
grows to even more wealth.” (Nehru, 1965). Inequality can have very different forms.
Social and economic inequality can be differentiated. Economic inequality means
the differences in wealth and income. Relationship between the two is quite close,
however, since the social inequality is the major cause of economic inequality, although
economic inequality supports social inequality. The economic theory of centrum-
periphery (or dependence theory) is attributed to Raul Prebisch (Argentinian) and
Hans Singer (German-English) economists. According to their thesis, the world can be
divided into rich (centrum) and poor (periphery) countries (Toth, 2016). Wealth
polarization means is the movement of the two ends of the social ladder from the
average and the percentage of the rich and poor groups grows simultaneously in a
region. The question arises: why are the social and economic gaps sustained, or even
deepened? Maybe the answer is simple: a ,growth point” created by an expansion
phenomenon attracts other businesses, educated workforce and capital in the region.
For these exact reasons, it has retroactive effects which do not let the periphery develop,
or even, make it poorer. Prebisch’s opinion is that all development centers affect
countries on the periphery (Myrdal, 1974).

Jozsef Nemes Nagy, one of the most outstanding researchers of regional
development, has defined unique regional types based on the coexistence of the
geographical and developmental centrum-periphery relations.

Table 1 Region types in the geographical and developmental coexistence

Region types in the geographical and Developmental
developmental coexistence Centrum Periphery
Geographical Centrum Central core Inner periphery
Periphery Dynamic border Outer periphery

Source: Nemes Nagy |. (2009)

The centrum-periphery duo is a relative and multi-layered relation. It is
evident from the table that some location, business unit, social group, institution
playing a centrum role on a certain level, can be periphery in another relation system.
Four region types were defined in the simple system: central core, inner periphery,
dynamic border and outer periphery.

Multiple fields of science have noticed the problem of separation into levels
in a geographical unit, a country or a society. Control over property, employment,
patterns in income and distribution, different factors of influence all create bands. It is
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to be noted though, that these structures are not constant, but changing with the social
and economic situation. Not only is this change expressed in the appearance of new
and in the disappearance of old bands, but also in the changes of the relative breadth of
some social bands and in their social weight as well.

However it is also evident that previous centrum regions have become
or are becoming part of the periphery and have separated from their previous
agglomeration (or from a part thereof).

Inequalities on various regional levels:

*  Global inequalities

*  Differentiation in the EU

*  Regional differences within countries

*  Articulation within settlements (village-city duality)

*  Segregation within settlements

*  Personal level

Development map of the European Union is very colorful. Within the EU,
both between each country and within the countries themselves, huge developmental
differences can be found. The richest, most dynamically developing, most populated
and most urbanized region of the EU is the so-called , Blue Banana”. Spanning from
London through the Benelux states, the Ruhr-region and Southern Germany to Milan,
the region is characterized by high rates of employment and a high income level
as well.

The study is based on the 2. level of the NUTS (Nomenclature des Unités
Territoriales Statistiques - Nomenclature of Territorial Units for Statistics) system,
which was formed as a system of planning and statistical regions to aid the integration
into the European Union’s regional politics. Geographical regions formed by the
EU are comparable in population size. In the hierarchical system currently 3 levels
are defined, the NUTS 2 discussed here means the second level of regional division
within the countries. This is an investigative study, focusing on the understanding
and analysis of mechanisms behind the regional differences.

Foundation of the study is the Eurostat database. Their most recent findings
are the source of the qouted data. 28 EU countries have created the database. Last
year’s average economic development indicator, the GDP has been collected. The
following table shows the statistical indicators of local inequalities, which are capable
of investigating multiple phenomena. There are three main groups: local polarization
indicators, standard deviation type indicators and regional distribution difference
indices. ,Some of the indicators require absolute data, while others need specific,
however from a measurement level point of view most require data on a relative
scale” (Makszim, 2012).

Table 2 Grouping of statistical indicators of local inequalities

Index of regional polarization Spread type indices Indices measuring regional spreads
Dataset range Spread Koncentration-index (Hirschman-Herfindahl)
Spread range Relative spread Koncentration ratio

Relative range Middle-difference Redundance-indicator (Theil-index)
Interquartal range Absolute mean difference GINI-index

Quartal difference Regional difference Boldrini-index

Dual-index (Elteté-Frigyes index) Logarithmic spread Hoover-index (special case: Robin Hood index)

Source: Makszim (2012)

111



Data preparation and calculation of basic statistical indicators (average,
standad deviation, maxima, minima) was carried out in Microsoft Office Excel 2007.
SPSS 23.0 statistical program bundle was used for further data analysis.

Goal of the study is the exact investigation of inequalities between the
NUTS 2 regions within the EU, as well as the complex evaluation of results. Formulated
hypothesis in relation with the study of macroeconomic processes affecting local
inequalities is, that large-scale economic inequalities can be seen betwen the regions
in the European Union.

Results and Discussion

Looking out into the world, we are witnessing a very unique phenomenon:
international wage inequality has been on the rise for a while now, and it s still growing.

The study was looking for the answer to see how economic inequality is
developed in the European Union’s NUTS 2 regions. Since quality of life can be compared
more easily using a common exchange base currency, the so-called Purchasing Power
Standards (PPS) - which measures the price of a select number of goods and services
against the available income in the countries in question - PPS was used in many of
the calculations. Comparison of income measured on PPS provides an overview of the
differences in standards of living within the EU.

Table 3 Eltetd-Frigyes index

Indicator GDP (million PPS)
Average wage below the average 23 531
Average wage above the average 101 577
EltetS-Frigyes index 43

Source: own compilation based on Eurostat data

The Eltet6-Frigyes index shows that the average wage of those above the
average is almost four times as much than that of those living under the average. This
could also mean that the standard of living of those above the average is more than
300% higher than the standard of living of those under the average in the EU.

With an improved version of the index, the relations of the wages in
different quantiles within the EU was studied. While the average income of the top
fifth (GDP per inhabitant, PPS) is 2.9 times as much as it is in the regions in the lowest
fifth, the ratio of the top and bottom decile is 4.1 - therefore, the wage difference is
more than four-fold.

On the Lorenz-curve above the regional income inequalities are displayed.
It shows the cumulative regions from the direction of lower wages and their r
elationship to the owned capital fraction. In case of a perfect equality, the graph would
show a 450 straight line. Generally, the farther the Lorenz-curve is from the diagonal,
the bigger the scale of wage inequality. Based on the curve, 60% of the regions owns
only 40% of the total capital. The Lorenz-curve is one of the most common analysis and
display tools of relative concentration, where the bigger the concentration, the further
the curve is from the straight diagonal. One of the disadvantages of this method is
that there is no accepted value, based on which the obtained result could be evaluated.
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With the help of cluster analysis, the larger section of the obtained data could
be grouped into smaller units, with which the centrum-periphery relation could be
determined.

Graf 1 Lorentz-curve of NUTS 2 regions
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Graf 2 Clusters in the NUTS 2 regions of the European Union
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Graf 2 shows the box-plot of the clusters, clearly presenting the differences
between the groups. The following table collects the most important basic statistical
indices for the five groups.

Table 4 Basic statistical indicators of the clusters and the Centrum-periphery relation (PPS)

the average, meaning that there are more regions below the average.

In the following, the Gini-index will be introduced in relation to Graf 3 as
the economic indicator measuring the distribution of income and wealth. It measures
the equalities of the statistical distributions, therefore is an ideal tool in research
pertaining income inequalities. Its value can be between 0 and 1. When 0 (meaning
0%), all members of the populations possess equal income, thereby there is a perfect
equality. If it is 1 (100 %), on the other hand, then all income is concentrated in the
hands of a single person, meaning complete inequality. A value of 0.4 is normally
understood as significant inequality. The smaller the index’s value, the less income
inequality is in a country. In light of the above, the current investigation aims to provide
some comparison based on the Gini-index about the income differences between
various countries.

Graf 3 GDP and GINI-index in EU countries, 2014

Centrum-
Cluster | N | Average | Median | Minimum | Maximum | Other details | periphery
relation
Inner-London
East, Old
Bruxelles/ Central
1 4 60675 56800 56100 73000 Brussels core
Gewest,
Hamburg,
Luxembourg
2 | 38| 30274 | 3sa00 | 30800 49100 - Dynamic
border
3 189 | 25249 24600 13700 51200 - Inner
periphery
4 44 | 14705 | 14800 8200 20900 - Outer
periphery
Inner
5 1 | 148000 | London- | Central
West core

Source: own table based on Eurostat data

In my view, the dependance relations creating the centrum-periphery
relationships is a valid model for the description of the geographical organisation of
the global economy. Obtained results will be evaluated based on this model in the
following paragraphs.

Results of the investigation’s statistics show that there is a significant
inequality on a regional level in the EU. The Inner London-West region is well known
to be the richest region in Europe, where the GDP per capita is 148 000 PPS. With over
200 000 businesses and around 2 000 000 employees, as part of the ,Blue Banana”
it really plays a central core role in the EU’s life. It is a unique region with such
exceptionally high levels of indicators. In the previous box plot it was also evident
that the economic indices of cluster 1. are significantly higher compared to the other
groups. The four regions - Inner-London East, Old Bruxelles/Brussels Gewest,
Hamburg, Luxembourg - show not only within Europe, but globally too, one of the
largest concentrations in population, capital and industry, so within the EU it can
clearly be called a central core region. Cluster 2 is a dynamic border, located near
,growth locations”, attracting other businesses, skilled workforce and capital into the
region. Clusters 3 and 4 with their smallest economic power are defined as periphery.
While Wallerstein differentiates semi-periphery, J. Nemes Nagy inner- and outer
periphery. Inner periphery can be cluster 3, while cluster 4, the outer periphery is
exemplified by eastern regions.

Difference between the mean and median is also worth analysing. Median
is a notable local middle value in statistic, it is the value separating our ordered data
into two equal parts, meaning that not more than 50 % of the data is either smaller or
larger than this value. For almost all of the clusters calculated, median is smaller than
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Graf 3 shows the GDP per capita and the Gini-index in the European
Union. Some countries have low GDP per capita and low Gini-index (green marking),
whereas others realize more than twice as much income with the same Gini-index (red
marking). Another group is formed by countries with low GDP and above average
wage inequalities (blue marking).

Graf 4 shows a summarizing picture about the current income status of
the geographical units within the European Union, calculated on PPS. Noticeable
tendency with poor countries is that regional differences in income distribution are
larger, than in richer countries. In the most developed countries, these differences
are mostly decreasing because the higher the standards of living, downstream effects
become stronger and the reactions weaker.
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Graf 4 GDP and GINI-index in EU member countries, 2014
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In reference to the problems with global flow, numerous articles in journals
and books discuss economic growth, and they mean that economic growth
clearly requires a paradigm shift. Change is not easy, however. Arguments and
counterarguments have lined up alongside each other. Mainstream directions unani-
mously prefer economic growth, governments in power support growth-oriented
politics, because in the rich world, growth is needed for development, employment,
while in the poor world, this growth is regarded as the only way out of poverty. Quite
probably in the case of some countries and regions, slow and restricted growth has
to take place, while some locations can benefit greatly from growth on any little scale.

Conclusion

Views regarding inequality have been oppressed in recent years by questions
of economic growth, democratisation and standards of living. But today the world
has reached a stage of social development, when discussion about equality and
inequality has earned actuality with new content.

The article accounts for the objective relations of economic inequality within
the European Union.

In my view, the current economic and social stratification is the product of
history. Generally, poorer countries have a tendency to display greater levels of income
disparity regionally, than in wealthier countries.

Today, developed countries are developed and solid politically partly
because during recent historical event, they have directly intervened into the game
of market powers, and formed politics that has counteracted and modified the
disadvantages of these powers.
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Current economic politics simply should have the task to avoid unreasonably
large inequalities, since wealth concentration, growth of economic inequalities is not
only unfair but also unbearable.

Real developments demanding greater equality need to be beneficial for the
poorer masses. Wealthy citizens are highly ,indebted” to their poorer compatriots, and
this debt needs to be paid back somehow.

I believe that with reforms seeking social equality, the socioeconomic system
can be improved and fairer, if and when science and politics collaborate strongly
together.
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_ CATEGORY MANAGEMENT
AKO UCINNY NASTROJ RIADENIA VZTAHOV
SO ZAKAZNIKOM.

CATEGORY MANAGEMENT AS A EFFECTIVE
INSTRUMENT OF RELATIONSHIP MANAGEMENT.
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Univerzita Mateja Bela v Banskej Bystrici

Abstract

In the Relationship Managemet use the firms miscellaneous art of Instruments
of Key Account Management. One of this is Category Management. Category is a
exclude type of product or all of product groups, which have a common marks and
so also consumer groups. They are independent strategic unit. The article deals about
heart of this instrument, process of creation and appraisal of categories, these strategies,
tactics, implementation. Exercitation of this instrument by Relationship Management
goes from customer behavior.

Key words: Relationship management, Category management,categories, products, strategies

Abstrakt

V ramci riadenia vztahov so zdkaznikom vyuZzivaja firmy rézne druhy
nastrojov Key Account Management - Manazmentu kltucovych zdkaznikov. Jednym
z nich je Category management. Kategériou rozumieme vybrany typ produktu alebo
celej produktovej skupiny, ktora sa vyznacuje spoloénymi znakmi a tiez cielovymi
skupinami. Stavaju sa strategickymi jednotkami. Prispevok sa zaobera podstatou
tohto nastroja, procesom tvorby a hodnotenia kategorii, ich stratégiami, taktikami,
realizaciou. Uplatiiovanie tohto nastroja pri riadeni vztahov so zakaznikom vychadza
z0 spotrebitel'ského spravania zakaznikov.

Klacové slova: Riadenie vztahov so zikaznikom, Category management, kategorie, produkty,
stratégie

JEL Classification: L21, M21, M31

Uvod

Pojem Category Management sa coraz castejSie objavuje v stvislosti s
uplatiiovanim riadenia vztahov so zdkaznikmi, ako velmi efektivny néstroj. Je
vytstenim spoluprace jednotlivych prvkov logistického retazca s ohladom na
potreby a poziadavky kone¢nych uzivatelov - zdkaznikov. Kategdriou rozumieme
,definovatelnd, nezavisld, kontrolovatelnt skupinu produktov, ktoré vidi spotrebitel
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ako nahraditelné alebo spolu stvisiace. Kategérie st tcelovo vybrané skupiny
poloziek sortimentu, majtice spolo¢né znaky a respektujtice rozhodovacie mechanizmy
zakaznikov” (Dudinska, Spavelko, [3]). Kategoriu mozno v tom pripade definovat
ako mnozinu produktov, uspokojujticich rovnakd potrebu. Manazmentom na trov-
ni kategorii, ako samostatnych strategickych jednotiek, rozumieme sledovanie vy-
konnosti kazdej kategérie samostatne. To znamena, Ze kazda takto definovana mno-
zina produktov md vlastné ciele, cielovy trh, taktiku a stratégiu, sleduje sa jej obrat,
naklady a vysledok hospodarenia.

Jedna z historicky prvych definicii Category Managementu ho definuje
ako proces spoluprace medzi dodavatelmi a distribttormi, pri ktorom st jednotlivé
kategorie tovarov definované ako strategické podnikatel'ské jednotky. Lepsie obchod-
né vysledky sa pritom dosahuja tym, Ze sa cely proces zameriava na hodnoty, na
ktorych zalezi zdkaznikovi (Singh, 1997).

L. Prazska a J. Jindra [6] popisuju Category Management ako ,proces pre-
biehajtci medzi dodavatelom a maloobchodnikom spocivajici v riadeni kategorie
ako strategickej podnikatel'skej jednotky za tc¢elom lepsich obchodnych vysledkov”.

Category Management je schopnost predajnej jednotky zvysit efektivnost
a znizit naklady pomocou nového a efektivneho chdpania prace so sortimentom za-
lozenom na respektovani zakaznickeho vnimania sortimentnych kategorii. V komp-
lexnom chapani zahriiuje pat riadiacich krokov (Kita, Reiff, [5]):

*  riadenie sortimentu (akym sortimentom disponovat, aky sortiment vy-

lacit z ponuky a preco),

* riadenie vystavenia sortimentu (ako velky priestor dat jednotlivej

kategorii alebo znacke na vystavnych zariadeniach),

3 tvorba ceny,

*  riadenie ¢innosti podpory predaja (ako Casto, ¢o, ako, s akou zl'avou),

*  riadenie inovacie (uvadzanie novych vyrobkov na trh).

Bokorova [1] hovori, Ze ,Category Management je v prvom rade proces
orientovany na spotrebitela a spokojny spotrebitel je cielom snaZenia kazdého
podnikatel'ského subjektu. Riadenie tovarovych kategorii je aj koncepcia tizkej spo-
lupréace medzi vyrobou a obchodom a je hfadanim spolo¢nej cesty, ako sa uchddzat
o doveru u kone¢ného spotrebitela”, ¢im sa Category Management stdva vyznam-
nym obchodnym néstrojom.

Cielom Category Managementu je dosiahnut’ spokojnost’ spotrebitela prost-
rednictvom optimalnej ponuky sortimentu v jednotlivych kategéridch, umiestnenim
kategorii produktov v ramci danej predajnej plochy, promovanim produktov a
cenovou politikou kategoérii s respektovanim potrieb a preferencii spotrebitela. Vys-
ledkom by malo byt dosiahnutie vyssej spokojnosti spotrebitela a vyssieho obratu
alebo marze obchodnika v danej kategorii. Snahou Category Managementu je zvy-
Sovat podiel spokojnych zakaznikov, tym i zisk, znizovat ndklady a optimalizovat
logistické procesy prostrednictvom ndkupného spravania zédkaznikov a ich potrieb.
Vsetky definicie vychadzaju z filozofie ECR, pricom Category Management mozeme
chapat ako marketingovt podobu tejto koncepcie.

V suvislosti s Category Managementom je spravne polozZit' si otdzku, preco
je riadenie na trovni kategérii dolezité. M. Heskova [4] uvddza niekolko dovodov,
preco je tento, este relativne mlady, stéle sa vyvijajici sposob prace so sortimentom,
efektivnejsi ako predchadzajiice pristupy, napr. Brand Marketing.
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e Kategoéria je tvorena skupinou vyrobkov, ktoré uspokojuju podobné potreby
a priania zakaznikov. Z tohto dovodu existuje i zhodné priestor zdujmu ako
dodavatel’a, tak maloobchodného retazca.

e Zakaznici nakupuju podla jednotlivych kategorii, v ktorych hl'adaju v ramci
jednej ucelenej ponuky jednotlivé zna¢ky a nakupovanie je pre nich jedno-
duchsie. Maloobchodnici mézu pontknut zdkaznikom v rdmci kategérie taku
strukttru & segment vyrobkov, ktory bude najlepsie spinat ich ocakévania.

3 Klasické riadenie celého oddelenia daného sortimentu je prilis siroké, zatial co
individualnych znaciek zase tizke. Z tohto doévodu sa Category Management
javi ako optimalny kompromis.

Riadenie tovarovych kategorii so sebou prindasa mnozstvo vyhod, ktoré
st podmienené spolupracou obidvoch partnerov. Uplatityje sa tu princip win-win-
win, to znamenad, ze profituju vsetky tri zticastnené subjekty tohto procesu. Zo strany
vyrobcu ide o optimalizaciu riadenia produktovych radov znaciek, zatial ¢o pri
obchodnikovi moézeme hovorit o zefektivneni riadenia vyuZzivania vystavnych
zariadeni a zvySenie lojalnosti zakaznika (Dano, Kita, [2]). Obidvom obchodnym
partnerom umoziuje lepSie reagovat na ocakavania spotrebitela, optimalizovat
ponuku tovarov a logistiku a znizovat pocet pripadov, kedy je tovar vypredany.
Ked'Ze hovorime o zakaznicky orientovanom pristupe, vyhody systému pocituje aj
zakaznik, ¢o je v kone¢nom désledku primarnym poslanim Category Managementu
a cielom obchodnych partnerov. Spotrebitel ma pri nakupovani vac¢si komfort a
usporiadanie predajnej plochy s aplikdciou Space Managementu a Shelf Mana-
gementu umoznuje rychlejsi ndkup. Zakaznikovi to v kone¢nom désledku prinasa
vicsie celkové uspokojenie a posiltiuje sa jeho lojalita.

Material a metody

V nasledujicom prispevku sa zameriame na obsah a doleZitost naplitania
jednotlivych krokov. Priblizime Category Management ako obchodny proces a postup
jeho zavedenia. Jeho cielom je vytvorenie obchodného planu/plénov jednotlivych
kategérii. Riadenie tovarovych kategérii - Category Management ma dlhodoby
charakter a nejednd sa o jednorazovy projekt ¢i program. Predpoklada sa vytvorenie
strategickych vizieb medzi jednotlivymi trovilami podniku a vytvorenie adekvatnych
podmienok na strane vrcholového manazmentu. Standardny postup riadenia to-
varovych kategorii pozostava z dsmich krokov. Niektori autori povazuji osem casti
za komplikované a uvadzaju variant s tromi krokmi, konkrétne definovanie kate-
gorie, implementécia a periodické hodnotenie. My si v8ak myslime, Ze tento postup
je prili§ zjednoduseny a preto sa budeme venovat postupu $tandardnému, ktory za-
viedol priekopnik Category Managementu J. Singh [5] a ktorého jednotlivé casti st
zobrazené na nasledujticom obrazku.
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Obrizok1: Proces Category Managementu

’

Definovanie kategérie

'

Rola kategorie

'

Posudenie kategorie

v

Meranie vykonnosti kategdrie

v

Stratégia kategorie

v

Taktika kategorie

'

Implementdcia planu

Prameri: Singh, 1997., vlastné spracovanie

Prehodnotenie kategtrie

Vysledky a diskusia
1. Uloha kategorie

Ulohou tohto kroku stanovit prednosti a dolezitost kazdej kategérie a
sklada sa z troch zékladnych ¢innosti. Prvou je rozhodnutie o tom, aké dlohy buda v
podniku pouzité, nasledne sa priradi tloha ku kazdej kategérii. V poslednej etape sa na
zaklade priradenych roli - tiloh alokuji zdroje medzi jednotlivé kategérie. Uvadzame
ich prierez.

Cielovi kategoria - produkty v tejto kategorii maju vo vnimani kone¢ného
spotrebitela odlisovat’ obchodnika od konkurencie a prinasat’ trvalo vysoka hodnotu
pre spotrebitela, najmé vysokou kvalitou. Kategéria by mala do predajne prilakat
spotrebitelov a v porovnani s inymi tlohami mat najvac¢si obrat, obchodnd marzu a
prinasat’ najvyssie uspokojenie zédkaznika. Vé¢sina obchodnikov prirad'uje tato alohu
5-7% zo vSetkych kategorii.

Preferovand kategoria - jedna sa o rychloobratkovy sortiment, to znamend,
ze produkty v takejto kategorii maju charakter dennej potreby s vysokou frekvenciou
predaja a obchodné marze st nizke. Vyraznd pozornost sa zameriava na odstranenie
nadbyto¢nych nakladov v zasobovacom retazci. Kategoria sa hodnoti na zaklade
zisku, cash-flow a ROA (nédvratnosti aktiv). Do tejto tlohy obchodnik zahftia 55-60%
kategorii.

PrileZitostnd kategdria - mozeme ju oznacit aj ako sezénnu. Prinasa zakazni-
kovi produkty, ktoré s relevantné na urcité obdobie. Prikladom moéze byt obdobie
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Velkej noci, Vianoc alebo zaciatok skolského roka. Kategéria posiltiuje image ob-
chodnika, je nidro¢na na promotion a obchodnd marza je vyssia. Do tejto dlohy sa
védsinou priraduje 15-20% kategorii.

Nahodnd kategoria - tento typ ma zakaznikovi zarucit uceleny ndkup. Ne-
vyzaduje si vel'ky priestor, prikladom mozu byt kategéria s nazvom Starostlivost o
domadce zvieratd. Obchodnd marze st zvysené a sleduje sa tvorba zisku. Rola zahrriuje
15-20% kategorii.

Ulohy kategorii musia byt vyvijané na zaklade zdkaznickej orientacie, mu-
sia odrézat typické nakupné spravanie zdkaznika a maja byt logickou osnovou pri
rozhodovani o alokécii zdrojov obchodnika medzi jednotlivé kategorie.

KI't¢om a vysledkom tohto kroku je vyvazené priradenie tloh medzi vetky
kategoérie. Je chybou, ak sa obchodnik zameria len na jednu, pretoze kazda z nich ma
svoje $pecifické ciele a tlohy. Pri ur¢ovani tlohy kategorie sa najcastejsie vyuziva cross-
category analyza, ktora odhal'uje poziciu kategérie na zédklade porovnania s ostatnymi
kategoriami. Priradenie tlohy ma vplyv na d’alsie kroky a to na meranie vykonnosti,
stanovenie stratégie a taktiky.

2. Posudenie kategorie

V tomto kroku Category manazér a zastupca dodavatela posudzujt stcasnu
vykonnost kategorie a jej komponentov (subkategorie). Identifikujui sa rozdiely medzi
planovanym a skuto¢nym stavom a odhalia sa prileZitosti kategérie, na zédklade ktorych
sa potom rozvija stratégia. Zastupcovia obidvoch stran zbieraji ¢o najvécsie mnozstvo
informdcii a samotny proces posudenia kategérie prebieha v niekolkych, na seba
nadvézujucich krokoch. Najprv sa hodnoti zakaznik, jeho spokojnost a lojalita. Skiima
sa aky zdkaznik kategériu nakupuje, preco ju nakupuje a ako sa pri ndkupe obvykle
pohybuje. Nasleduje hodnotenie trhu, to znamena, aky je trhovy podiel obchodnika a
hlavného dodavatel'a na urcitej kategérii, ako sa lisia ceny obchodnika od konkurencie
a podobne. Tretim krokom je hodnotenie obchodnika, jeho nakladov, drovne sluzieb,
efektivita promotion a aké st jeho predajné vysledky. Poslednym krokom je hodnotenie
dodavatel'a. Zistuje sa spolahlivost jednotlivych dodavatel'ov, ziskovost jednotlivych
znaciek dodavatel'ov a ich inova¢na schopnost. Posudzuje sa aj ich prinos a podpora
pri tvorbe a realizacii komunika¢ného mixu. Pre kompletné postdenie kategorie je
potrebné zistit, ako ovplyvnili vykon kategérie aj jednotlivé casti marketingového
mixu, preto sa analyzuje kazda ¢ast samostatne a hl'adaju prilezitosti pre zlepSenie.

Obrizok 2: Priklad na posiidenie kategorie - tistna hygiena

Ustna hygiena

Zubné pasty ‘ Zubné kefky ‘ Ustne vody ‘ Starostlivost pre deti ‘

Pramei: Vlastny vyskum
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Obrizok 3: Priklad na posiidenie subkategorii — zubné pasty
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Prameri: Vlastny vyskum

Obrizok 4: Priklad na posiidenie subkategorii - tistne vody

— Cenavs. velkost balenia
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Prameri: Vlastny vyskum
3. Meranie vykonnosti kategorie

Meranie vykonnosti kategérie urcuje planované ciele, ktoré budt stanovené
obchodnikom a dodavatelom. Ciele kategérie musia korespondovat s priradenou
ulohou kategérie, z ¢oho vyplyva, Ze ciele preferovanej kategérie budu klast doéraz
na rast zisku a navratnosti aktiv, kym kategoéria s ilohou ndhodnéd bude zamerana na
tvorbu zisku. Ciele sa obvykle stanovuji na obdobie jedného roka a st kontrolované
kvartalne.

Meranie vykonnosti respektuje:

*  VyvaZzenost navrhnutych ukazovatelov. Meranie by malo byt orien-

tované kratkodobo - operativne ale aj na dlhé ¢asové obdobie - stra-
tegicky.
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*  Komplexny systém merania, ktory by mal nadvézovat na predchddza-
juce fazy riadenia kategorie.

*  MozZnost porovndvania vykonov v c¢ase, to znamend porovnavanie
aktuélnych vysledkov s predpovedami alebo s vysledkami minulych
obdobi.

3 Aktualne, presné a zrozumiteIné hodnotenie, ktoré bude dovolovat
manazérom ¢init' kvalifikované rozhodnutia.

*  Meranie vykonu kategérie musi umozitovat hodnotenie podnikovych
cielov a stratégii.

4. Stratégia kategorie

V tomto kroku mézeme hovorit o procese vyvijania stratégii, vychddzajtc
z tlohy kategérie a z hodnotovych cielov, stanovenych v predchddzajtcej faze. V
tejto faze uz obchodnik aj vyrobca poznaju tlohu kategorie, jej sicasni vykonnost a
st zname aj cielové hodnoty. Primarnym cielom obidvoch partnerov je vyvinut stra-
tégiu, zaloZenud na vyuziti prilezitosti kategorie a efektivnej aplikécii disponibilnych
zdrojov pre tato kategériu. Urcenie stratégie mozno rozdelit na stanovenie zasobo-
vacej a marketingovej stratégie. Stratégia zdsobovania vychadza z principov koncepcie
ECR. Marketingové stratégia hfada odpoved na otazku, akou formou spolupracovat
s dodavatel'mi na uspokojovani potrieb zakaznikov. Pre jej stanovenie mozno vyuZzit
7 najtypickejsich stratégii:

Traffic Building - cielom je prilakanie zakaznika do obchodu, resp. do
niektorej z jeho Casti.

Transaction Building - zameriava sa na zvyS$enie priemernej hodnoty néku-
pu (transakcie) v kategorii a orientuje sa na ziskovo najzaujimavejsie polozky.

Turf Defending - tato stratégia agresivne umiestriuje vybrané ¢asti kategérie
s ciel'om ochranit obchodnika pred hlavnymi konkurentmi v tejto kategorii.

Profit Generating - stratégia je zamerana na td Cast kategérie, ktora ma
najvyssiu marzu a je teda generatorom zisku.

Cash Generating - orientuje sa na polozky kategérie, ktoré vytvaraju cash-
flow pre obchodnika, to znamena produkty s vysokou obritkovostou a frekvenciou
nakupov.

Excitement Creating - cielom je vyvolat u zdkaznika naliehavost ndkupu
a jedine¢nu prilezitost kupit urcity produkt kategérie, t. j. podmientuje impulzivny
nakup a zameriava sa na urcity zivotny styl.

Image Enhancing - stratégia pomaha obchodnikovi vytvorit si image u
zakaznika v jednej alebo vo viacerych oblastiach, ktorymi st cena, kvalita, sluzby a
rozmanitost ponuky.

5. Taktika kategorie

V tomto kroku sa identifikujt a vykonaju jednotlivé opatrenia a postupy,
ktoré su prijaté na tspesnu implementéciu stratégii. Obchodnik a dodavatel sa na
zaklade analyz rozhoduju, aké postupy je potrebné ucinit aby stratégia a ciele kategorie
boli naplitané. Pri uréovani taktiky st hodnotené 3tyri oblasti, ktorymi st sortiment,
cena, promotion a prezentacia, resp. usporiadanie jednotlivych produktov v regali, tzv.
Shelf presentation.

Zéaveretnym krokom pri definovani taktik kategérie je zostavenie sthrn-
ného rozvrhu taktik, a to vo vsetkych styroch oblastiach. Je potrebné pripomendt, ze
musi byt vykonané zhodnotenie dopadu zvolenych taktik na ukazovatele vykonnosti.
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Zisteny stav je nutné porovnat s navrhnutymi cielmi pre vykon kategérie. Ak bude
zistené, Ze taktika nedostatocne napliia ciele, musi byt upravena.

6. Implementacia planu

V tejto faze st schvélené jednotlivé plany kategérii a dochddza k imple-
mentacii, ktord sa realizuje zvyc¢ajne na operativnej drovni. Pri realizacii obchodného
planu sa vyuZivaji systémy na podporu rozhodovania a vymeny informacii. Uspes-
nost planu vo vel'kej miere zavisi od jeho implementécie, ktord je rozdelena do troch
Casti - stanovenie planu, priradenie zodpovednosti a harmonogram realizacie.

Aby mohol byt plan schvialeny, obchodnik i dodavatel musia najprv
stanovit kritérid pre samotné schvélenie. Jeho schvélenim sa obidvaja partneri za-
vdzuja investovat do tspesného splnenia schvélenych procesov. Skiima sa, ¢i plan
naplfia stanovené stratégie a jeho dosah na dalsie oblasti obchodnika a dodévatela.
Priradenie zodpovednosti zahitia delegovanie kazdej taktickej ¢innosti jednotlivcovi,
pri¢om samotné delegovanie je na Category manazérovi. Na strane dodavatela sa
moze jednat aj o Key Account manaZzéra, ak spolo¢nost nema vytvorent samostatni
poziciu na realizdciu Category managementu. Obidve strany tak vytvoria multifunké-
né timy, ktoré s schopné obsiahnut problematiku vsetkych ¢innosti, konkrétne pre-
daj, marketing, store management a logistiku. V zéverec¢nej féze tohto kroku sa zostavi
harmonogram realizécie, ktory obsahuje ¢asovy a vecny prehlad tloh, terminy pre
vstupy a vystupy ¢innosti a kontrolné terminy.

7. Prehodnotenie kategorie

Poslednym krokom procesu Category managementu je monitorovanie, vy-
hodnocovanie, kontrolovanie a navrhovanie pripadnych korekcii povodného planu a
zamerov. Stanovuje sa, ako ¢asto bude plnenie planu sledované a kontrolované. Plany
maju zvycajne ro¢ny ¢asovy horizont, preto by mali byt kontrolované ro¢ne, pripadne
kvartélne. V tejto faze obchodnik a dodavatel navrhuja formét hodnotenia vsetkych
planov, ktory md eliminovat nezrovnalosti a komplikécie. V pripade zistenia od-
chylok skuto¢ného stavu od planovaného sa zistuja pri¢iny ich vzniku a na zaklade
vzajomnej spoluprace obchodnych partnerov sa tieto odchylky odstranuja.

Zaver

Riadenie vztahov so zdkaznikom je nédroény proces, vyzadujuci citlivy
pristup k zakaznikovi. Ak ma byt ale dspesny, musf naplitat i obsahovt stranku,
teda ziskanie takych informadcii, ktoré vzdjomny vztah upevnia, vylepsia, dostant na
kvalitativne vy$si stupeil a prirodzene prinasaju i ekonomické efekty spoluprace. Jeho
vyslednicou ma byt spokojnost a prospech vsetkych zicastnenych stran - vyrobcu,
obchodnika i zakaznika. Pre podnik rasttci obrat a zisk, pre zdkaznika spokojnost a
opakovany ndkup. Category Management je nastrojom, ktory umoziiuje naplnenie
tychto poziadaviek. Predpokladd ale dodrziavanie stanovenych postupov, pravidiel,
zber a spracovanie relevantnych informaé¢nych podkladov.

Tento prispevok bol spracovany v ramci projektu VEGA 1/0802/16 - Vplyv
inovativnych marketingovych koncepcii na spravanie vybranych trhovych subjektov
na Slovensku.
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Abstract

Small and medium-sized enterprises are regarded as the main drivers
of economic growth and employment. In spite of rich empirical evidence of the
determinants of customer loyalty, as one of the main precursors of enterprise’s
profitability, this research topic has been largely neglected in emerging economies.
Therefore, this study aims to propose and empirically examine a model of SMEs’
customer loyalty in Serbia, based on previously established relationships among the
determinants of customer loyalty and their effects on loyalty. Proposed conceptual
model was examined by means of structural equation modelling (SEM). Findings
of the study indicate direct and most significant impact of customer satisfaction on
loyalty, followed by market orientation and service quality as indirect determinants
of customer loyalty. Theoretical and managerial implications and limitations of
study findings are discussed and directions for future research are highlighted.

Keywords: market orientation, service quality, customer satisfaction, loyalty, SMEs

JEL Classification: M31, D12, M21

Introduction

Small and medium-sized enterprises (SMEs) are regarded by the European
Commission as the main driver of economic growth, innovation and job creation
in the EU. European Commission defines SMEs as enterprises which employ fewer
than 250 persons, generate an annual turnover of up to 50 EUR million and have an
annual balance sheet total of up to EUR 43 million (http://ec.europa.eu/eurostat).
This category of enterprises comprises 99,8% of total number of enterprises active in
non-financial business economy and provides employment to around two-thirds
(67.1%) of the EU-28's non-financial business economy workforce and their share in
value added in 2012 was 57,3% of the EUR 6.18 billion (http:/ /ec.europa.eu/eurostat/
statistics). Micro enterprises, employing fewer than 10 persons, account for 92,7% of
enterprises within non-financial business economy, whereas their relative shares in
workfore and value added are significantly lower, being 29.1% and 21%, respectively.

According to the Report on SMEs and enterpreneurship of the Ministry of
Economy of the Republic of Serbia for 2013, SMEs account for 99.8% of non-financial
business economy and provide employment to two-thirds of workforce in non-
financial business economy, whereas their contribution to GDP equals to 34% (Report
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on SMEs, 2014). This category of enterprises is considered crucial for economic growth
and balanced regional development in Serbia.

However in order to take more active role in economic progress of Serbia
SME sector has still to resolve certain issues. The level of competitiveness of Serbian
SME sector significantly lags behind the European average and most comparable
countries (Report on SMEs, 2014). According to the study of the Ministry of Economy
on the status, needs and problems of SMEs and entrepreneurs in Serbia, conducted
on a sample of 10.000 economically active SMEs in 2013, high competitive pressures
have been recognized as one of the main obstacles towards better business performance
(Report on SMEs, 2014). Lack of finance (30%) and unsatisfactory market position (25%)
are regarded as leading impediments towards better business performance. In order
to improve business position it is of key importance to obtain solid knowledge of the
factors that influence customer decision-making process and which contribute to the
development of loyal customer base, as the construct of customer loyalty has been
generally regarded as the proxy for profitability (Fornell et al., 1996; Johnson et al.,
2001; Chiu et al., 2011).

Building a loyal customer base is considered as an important source of
sustainable competitive advantage (Mandhachitara, Poolthong, 2011). Loyal customers
are willing to recommend a product or service (Zeithaml et al., 1996; Reichheld, 2003)
and generate higher revenues for companies due to their readiness to repurchase and
buy additional goods and services from the same company (Gounaris et al., 2010;
Evanschitzky et al., 2012). Building and maintaining customer loyalty also impacts
company’s future profitability, as it is five to nine times more expensive to attract
a new customer than retain a loyal customer (Chiu et al., 2011). Previous studies have
reported that the reduction of customer churn by 5% can yield profit improvements
of 25% to 85% (Reichheld, 1996). Customer loyalty can offset competitors” efforts in
attracting new customers and boost employees’ morale and productivity (Lewis,
Soureli, 2006). Due to its relevance for companies’ performance the construct of
customer loyalty has been the subject of extensive examinations in previous empirical
studies. Most studies investigating the determinants of customer loyalty have reported
significant impact of the delivery of high quality service and satisfying customers on
building loyal customer base (Choi et al., 2004; Brady et al., 2005; Zabkar et al., 2010).
Recent empirical evidence also provides support for the impact of company’s market
orientation on customer retention and business performance (Chen, Quester, 2009;
Wang et al., 2012). However the studies on the determinants of customer loyalty have
been mainly conducted in the context of the US economy and Western Europe. Great
attention has been also paid over recent years to the influential factors of customer
retention in developed Asian economies, whereas the determinants of customer
loyalty in the context of emerging market economies have been largely under-studied.
This is especially pertinent to Serbian economy and its SME sector. Due to the fact
that SMEs generate one third of Serbian GDP, and expectations regarding their even
more prominent role in the revival of Serbian economy, it is especially relevant
to investigate the determinants of customer loyalty as the proxy for enterprises’
profitability. Therefore by examining relationships among key determinants of
customer behavioral intentions and their impact on customer loyalty this study aims
to fill this void in the literature. Examination of dependence relationships among the
constructs will be performed in the context of retailing, as almost one third of SMEs
in Serbia (30%) operates in the field of wholesale and retail trade.

The remainder of the paper is organized as follows. The following section
provides theoretical background of market orientation, service quality, satisfaction,
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their interrelatedness and impact on customer loyalty. Methodology is discussed
subsequently, followed by the results of the empirical examination of hypothesized
relationships. Implications of the study are highlighted and limitations and suggestions
for future research are indicated.

Conceptual Framework

Service quality, its traits and effects, have been regarded as the most exten-
sively studied topic in Services Marketing literature to date. The construct of service
quality, according to the most widely accepted conceptualization, is defined as ,the
customer’s judgment about an entity’s overall excellence or superiority” (Parasuraman
etal., 1988; p.15). It has been generally regarded as the construct which is particularly
arduous to define and measure, as it is not based on some objective criteria, but
service quality impressions depend on a discrepancy between customer’s expectations
formed before service experience and his perceptions of delivered service. This
construct is related to, but not equivalent to satisfaction, which is defined as ,the
summary psychological state resulting when the emotion surrounding disconfirmed
expectations is coupled with the consumer’s prior feelings about the consumption
experience” (Oliver, 1981; p.27). A number of studies on service quality measurement,
conducted in a wide range of service industries, have been dominated by Parasuraman
et al’s (1988) multiple-item scale. According to this approach service quality is a
multidimensional constructs whereas customers’ expectations and perceptions
regarding five service quality dimensions, reliability, responsiveness, assurance,
empathy and tangibles, shape customers’ impressions of service quality. Numerous
empirical studies have found support for significant impact of service quality on
customers’ willingness to repurchase and recommend the service provider to a
friend (Cronin et al., 2000; Brady et al., 2005). Based on previous research findings the
following hypothesis is proposed:

H1: Service quality is positively related to customer loyalty.

Due toits potential influence on customer purchase intentions and willingness
to spread positive word-of mouth, the construct of customer satisfaction has also
been the subject of much research attention. A considerable number of authors have
argued that service quality, in addition to its direct impact on customer loyalty, adds
to future behavioral intentions of customers through its positive influence on customer
satisfaction. Results of the study conducted in the context of high-contact service shops
in Hong Kong provide evidence of significant impact of service quality on customer
satisfaction, which further leads to customer readiness to consider the service shop
as the first choice in future purchases, say positive things and recommend the service
shop as well as encourge others to use the services of the same provider (Yee et al.,
2010). Positive effect of service quality on customer satisfaction and its relatedness to
customer behavioral intentions, i.e. revisit and repurchase intentions and customer
willingness to recommend, have been also supported in a number of studies conducted
across service industries (Brady et al., 2001; Choi et al., 2004; Brady et al., 2005; Gounaris
et al., 2010; Zabkar et al., 2010; Set6-Pamies, 2012; Calabuig Moreno et al., 2015).
Therefore, the following hypotheses are proposed:

H2: Service quality is positively related to customer satisfaction;

H3: Customer satisfaction is positively related to customer loyalty.

Small and medium-sized enterprises are usually regarded as more innovative
and flexible than their larger counterparts. Establishment and maintenance of close
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relationships with customers is one of the key distinctive traits of small companies.
Adoption of market oriented practice is what enables SMEs to compete effectively
with larger companies (Raju et al., 2011). The construct of market orientation first
emerged in the 1990s. According to one of the most widely accepted conceptualizations
of the construct, market orientation is , the business culture that most effectively and
efficiently creates superior value for customers, (Narver, Slater, 1990; p.20), whereas
the delivery of superior value is considered to be the cornerstone of true customer
loyalty (Reichheld, 1996). A meta-analytical study of market orientation, conducted on
a sample of 53 empirical studies from 23 countries, spanning 5 continents, provides
evidence of its significant impact on business performance (Cano Rodriguez et al.,
2004). Market orientatation implies sufficient understanding of target buyers, their
current and latent needs, knowledge of short-term strengths and weaknesses and
long-term capabilities of current and potential competitors and concerted efforts of
all company’s departments in the creation of superior value for customers. There are
a number of positive effects of market oriented business practice. Review of recent
studies conducted in the context of SME sector provides support for positive impact
of market orientation on a firm performance, i.e. revenue growth, market share, return
on investment, new product success rate (Raju et al., 2011). In addition to its impact on
financial performance, market orientation also exerts positive influence on customer-
related outcomes. A number of studies provide empirical support for the positive
influence of adopting market orientation on customers’ service quality perceptions
and satisfaction (Webb et al., 2000; Bigne et al., 2005; Chen, Quester, 2009; Kirca, 2011;
Wang et al., 2012). On the basis of aforementioned arguments, the following hypotheses
are proposed:

H4: Market orientation positively affects service quality;

H5: Market orientation is directly related to customer satisfaction.

Conceptual model comprising hypothesized relationships is presented in

Figure 1.
Figure 1. Conceptual model
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Methodology

The study has been performed on a convenience sample of non-specialized
grocery retailing customers in Serbia. Data have been collected in personal
interviewing, by means of structured questionnaire. After brief explanation of the aim
of the study, respondents have been asked to rate the retailer at whose stores they
make majority of family purchases for groceries and related assortment. As it has
been the part of a larger study, only responses relating to small and medium-sized
retailers have been taken into account for the examination of proposed hypothesis.
The deduction resulted in 276 usable responses, out of 568 complete questionnaires.

The questionnaire consisted of five sections. First section dealt with
respondents” overall perceptions of service quality whereas in the following sections
respondents were asked about their satisfaction with service provider, loyalty
intentions and perceptions of retailer’s market orientation. Final section of the
questionnaire consisted of demographic questions. A number of previous studies
were based on multidimensional conceptualization of service quality construct.
However, literature provides evidence of modelling multidimensional constructs as
unidimensional, if the construct is not the focal variable in the model, but the study
aims to examine causal relationships among multiple constructs (Blocker, 2011).
Therefore respondents in this study were asked to indicate their overall quality
perceptions, by rating on a seven-point semantic differential scale four pairs of
attributes adopted from previous service quality studies (Cronin et al., 2000; Brady et
al., 2001). As for customer satisfaction, the construct was measured by adapting three
items used in previous studies (Brady et al., 2005; Set6-Pamies, 2012). Respondents
were asked to indicate the extent to which they find that the retailer meets their needs
and to what extent they find that they are satisfied, i.e. very satisfied with the service.
Customer loyalty was measured on a 4-item scale, adapted from previous studies
(Zeithaml et al., 1996; Brady et al., 2005; Lewis, Soureli, 2006). Respondents were asked
to indicate likelihood of saying positive things about the retailer, recommending the
retailer to a friend, buying again from the same retailer and likelihood of buying from
the same retailer in future household purchases, even if the prices were somewhat
higher than competitors’ prices. Market orientation was measured on a 3-item
scale. Whereas customers are not in a position to perceive the level of retailer’s
interfunctional coordination, other two traits of the constructs were measured by
asking respondents to indicate their level of agreement with the statements regarding
retailer’s understanding of customers’ needs, its continuous commitment to meeting
customer needs and retailer’s superiority in meeting customer needs in comparison
with competitors’ efforts. With the exception of service quality, all constructs were
measured on 7-point Likert-type scales ranging from 1-strongly disagree to 7-strongly
agree.

Relationships among the constructs were examined by means of structural
equation modelling (SEM), using maximum likelihood as the method of parameter
estimation. Two-step procedure proposed by Anderson and Gerbing (1988), implying
estimation of measurement model, followed by the examination of structural
relations, was utilized. Data analysis was performed using SPSS 18 and LISREL 8.80.
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Results

Confirmatory factor analysis (CFA) was performed for the estimation of
measurement model. The overall model fit as indicated by the x2 statistic (x2 = 186.83,
df = 69, p <.01) was unsatisfactory. However, given the sensitivity of x2 test to sample
size, attention was paid to other absolute and incremental fit measures, namely,
goodness-of-fit index (GFI), adjusted goodness-of-fit index (AGFI), root mean square
residual (RMSEA), standardized root mean square residual (SRMR), comparative fit
index (CFI), normed fit index (NFI), non-normed fit index (NNFI). Whereas SRMR
and RMSEA values up to 0.08 indicate acceptable fit of the proposed model, values
of other fit measures equal to or higher than 0.90 indicate that specified model fits the
data (MacCallum, Browne, 1993; Hu, Bentler, 1999). Fit indices of the proposed model
and their recommended values are presented in Table 1.

Table 1. Measurement model fit

Fit indices GFI | AGFI | RMSEA | SRMR | CFI NFI | NNFI
Ml s 091 | 086 0.08 0.05 0.96 0,94 0.95

model

Recommended | ., 4, | 090 [ <080 | <080 | 2090 | =090 | 20.90
value

Acceptable fit of the proposed model allowed for the assessment of
construct validity, which refers to the degree to which a set of measured variables
appropriately represent the latent construct they are designed to measure (Hair et
al., 2010). Construct validity entails the assessment of convergent and discriminant
validity. Strong evidence in support of convergent validity is provided by average
variance extracted (AVE), i.e. a measure of convergence among a set of items repre-
senting the same construct, being higher than 0.50 (Bagozzi, Yi, 1991). All constructs,
except market orientation with slightly lower than recommended AVE (0.49), fulfill
this condition. Statistically significant factor loadings higher than 0.50, as presented
in Table 2, also indicate convergent validity of the constructs. Indirect evidence
in support of convergent validity is provided by internal consistency (Cronbach
alpha>0.70) and composite reliability (0p>0.70) of the constructs.

Table 2. Assessment of convergent validity

Constructs St. factor t-values Cronbach Composite
loadings alpha reliability
Market orientation 0.68-0.73 10.02-10.70 0.74 0.75
Service quality 0.68-0.90 13.11-19.08 0.89 0.88
Customer satisfaction 0.88-0.91 21.07-22.37 0.92 0.92
Customer loyalty 0.68-0.94 14.18-27.39 0.90 0.90

Discriminant validity refers to the degree to which two conceptually similar
constructs are different (Hair et al., 2010). Evidence is support of discriminant validity
of the constructs is provided by squared correlations among the constructs which are
lower than AVEs. Matrix of squared correlations together with AVEs on the diagonal is
presented in Table 3.
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Table 3. Assessment of discriminant validity

Figure 2. Structural model

Market Service Customer Customer
Orientation Quality Satisfaction Loyalty
gllflizl:;;tion 049
(S;ur:l‘ft; 0.46 0.65
Gustomer 0.48 057 0.79
f:;;‘l’t‘;‘er 038 0.48 0.69 0.69

Note: Correlations are significant at the 0.01 level (2-tailed)

Due to acceptable fit indices of the measurement model and fulfilled
conditions of convergent and discriminant validity, structural model was assessed
in the following stage. In spite of statistically significant and thus unacceptable value
of chi-square test (x2=169.69, df=69, p<0.01) structural analysis yielded an excellent
overall fit of the model as indicated by other absolute and incremental fit indices. Fit
statistics are presented in Table 4.

Table 4. Structural model fit

Fit indices GFI AGFI | RMSEA | SRMR CFI NFI NNFI
Measurement model 0.92 0.88 0.07 0.05 0.99 0,98 0.98
Recommended value >0.90 >0.90 <0.80 <0.80 20.90 >0.90 >0.90
Hypothesis testing St. estimates t-value Results
H1: Service quality — Customer loyalty 0.05 0.51 Not
supported
H2: Service quality — Customer satisfaction | 0.63 491 Supported
H3: Customer satisfaction — Loyalty 0.89 8.14 Supported
H4: Market orientation — Service quality 0.87 14.38 Supported
H5: Market orientation — Satisfaction 0.29 225 Supported

Given the satisfactory fit of the model structural relationships were then
examined. Structural model is presented in Figure 2. Contrary to what was predicted
in Hypothesis 1, service quality did not exert significant impact on customer loyalty
(p=0.05, t=0.51). The results showed that customer satisfaction was directly influenced
by service quality (f=0.63, t=4.91) and that customer satisfaction was a significant
direct determinant of customer loyalty ($=0.89, t=8.14), thus supporting hypotheses
H2 and H3. Examination of structural relationships indicated significant impact of
market orientation on service quality (y=0.87, t=14.38) and its somewhat lower but
still significant influence on customer satisfaction (y=0.29, t=2.25), thus supporting
hypotheses H4 and H5. The estimated R2 values of dependent variables in the model
were quite high (R? =0.66; R? =0.75; R? =0.86) thus indicating high predictive power
of the model. Results of the study indicated the most significant impact of satisfaction
on customer loyalty (0.89), followed by the impact of market orientation (0.73) and
service quality (0.56).

134

o
@
o
2
AN
E

Chi-Square=169. €9, df=€8, P-value=0.00000, RM3EA=0.073

Discussion

The main aim of this study was to examine the determinants of customer
loyalty in the context of Serbian SMEs and determine their relative impact on
loyalty. The conceptual model was based on established relationships among market
orientation, service quality, customer satisfaction and loyalty across service industries.
Research findings indicate customer satisfaction as the most significant antecedent
of loyalty. However, due attention should be also paid to market orientation and
service quality which exert significant influence on customer satisfaction and further
add to the development of loyalty intentions. As such, findings of this study bear
theoretical as well as managerial relevance. From the theoretical perspective this
study adds to the growing body of knowledge on SMEs’ customer loyalty, especially
addressing this significant issue in thus far under-researched context. As meeting,
i.e. exceeding customer expectations, significantly affects customer loyalty, managers
of SMEs are strongly advised to probe more deeply into the domains of service
delivery deemed as satisfiers from customers” perspective. This is not expected to be
an especially troublesome requirement, owing to the fact that SMEs usually establish
closer communication with customers and know them personally. SMEs which are
market oriented and devoted to understanding, anticipating and meeting customers’
needs better than competitors are in a position to improve customers’ perceptions of
service quality and via customer satisfaction build a truly loyal customer base, which
is expected to further add to company’s future profitability.

In spite of its contribution, this study is not bereft of limitations either.
The main drawback of the study is the size and scope of its sample. Findings of this
study should not be generalized, due to the size and scope of the sample as well as
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cross-sectional design of the study. Therefore, in order to improve generalizability
of the findings, research should be replicated on a more representative sample of
SMEs’ customers. Furthermore, it is advisable to perform research on a longitudinal
basis, in order to reach more generalizable inferences. Whereas majority of previous
studies were based on a multidimensional conceptualization of service quality (Choi
et al., 2004; Set6-Pamies, 2012), this study opted for customers” overall impressions of
service quality. However, taking into consideration significant effect of service quality
on customer satisfaction and indirect influence of quality on customer loyalty, due
attention in future studies should be paid to the dimensionality of service quality
construct and the examination of relative importance of service quality dimensions on
customer satisfaction and their contribution to the development of loyalty intentions.
Another fruitful avenue for future research would be more thorough examination
of specific traits of the construct of market orientation, especially as shared variance
among the traits used in this study was somewhat lower than 50%. Moreover, previous
studies provide evidence in support of multidimensional nature of the construct of
market orientation (Pe™na et al., 2012), which is an avenue worthy of further examination.
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