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Cirkularna ekonomika z pohl'adu tedrie a praxe?

Miroslav Jurkovic?

Circular Econonomy from the Point of View of Theory and Practice

Abstract

Circular economy is a trend accompanied by a shift from the traditional linear ,,extract —
produce — discard" economic model to an economic model that is renewable. Along with
the interest in the circular economy and its context, critical voices appear during its
development, concerning a number of more or less different theoretical approachces.
The circular economy brings new business opportunities. At present, the transition to
a circular economy is not only a necessity, but gradually becoming a social and economic
paradigm.
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Uvod

Cirkuldrna ekonomika predstavuje trend, sprevadzany odklonom od tradi¢ného li-
nearneho ekonomického modelu "vytazit' — vyrobit' - zahodit" smerom ku ekonomic-
kému modelu, ktory je obnovitelny. Ciel'om je zachovat’ o najvacsiu hodnotu zo zdrojov,
produktov, Casti a materidlov, aby sa vytvoril systém, ktory umozni dihd Zivotnost,, op-
timalne opdtovné pouzitie, renovaciu, opatovni vyrobu a recyklaciu (Lehmann et al.,
2014). Podstatou tohto ekonomického modelu je, Ze zdroje su 'ahko dostupné, bohaté,
I'ahko vytaZitelné a nasledné zneskodnenie produktov nie je finanne naro¢né. Mozno
tak konstatovat’, Ze cirkularna ekonomika vracia spat’ do obehu zdroje, ktoré by inak
neboli vyuzitelné a stali by sa odpadom. Cirkularna ekonomika je tak Casto definovana
aj ako koncept, v ktorom neexistuje odpad.

Nasim zamerom je v predloZzenom prispevku poukazat’ na rozdiely medzi tradicnym
linedrnym a novym cirkularnym ekonomickym modelom a na obmedzenia, suvisiace
s ich teoretickou platformou a praktickym fungovanim.

! VEGA 1/0587/19 Moznosti a perspektivy vyuZitia marketingu v prechodnom obdobi na cirkularnu ekonomiku
v SR ako novy podnikatel'sky model

2 Mgr. Miroslav Jurkovi¢, Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra marketingu, Dolno-
zemska cesta 1, 852 35 Bratislava, externy doktorand, miroslav.jurkovic@euba.sk.
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1 Metodika prace

Cirkuldrna ekonomika nepochybne patri medzi hlavné aktualne témy podnikania
znamnU podnikatel'sku prilezitost'. Jej kl'tCovym prvkom, okrem procesov, technoldgii
a inovacii, je predovsetkym produkt, ktory v sibore marketingovych nastrojov predsta-
vuje najdolezitejsi z nich. Zaobera sa r6znymi podnikatel'skymi pristupmi, ktoré si vyza-
dujd kreativny a inovativny postup na strane vedcov ako aj podnikatel'skych subjektov.
Spolo¢nym menovatel'om uvedenych skutocnosti su kvalitné a disponibilné informacie,
ktoré mozu eliminovat’ existujuce limity a bariéry implementacie teoretickych prvkov mo-
delu cirkularnej ekonomiky do praxe.

Ciel'om predlozeného prispevku je objasnit’ podstatu cirkuldrnej ekonomiky, na za-
klade jej poznania poukazat' na niektoré aspekty, ktoré si alebo m6zu byt vyznamné
z hl'adiska zavadzania prvkov cirkularnej ekonomika do praxe, a to s dérazom na pro-
dukt.

V zaujme dosiahnutia predznaceného ciel'a sme sa najskor zamerali na monitoring
vedeckych zdrojov, pojednavajlcich o predmetnej téme. Nasledne sme tieto zdroje
spracovali do podoby sthrnnej informacie. Vytvorili sme tak teoretickd platformu pre
pochopenie cirkularnej ekonomiky, vratane je prinosov ako aj obmedzeni z pohl'adu
tedrie aj praxe. Uvedenu teoretick(l bazu sme rozsirili o niektoré prvky, ktoré su vy-
znamné z hl'adiska sUc¢asného ako aj budiceho pristupu podnikatel'ov k cirkularnej eko-
nomike, pricom sme sa sustredili najméa na produkt. Produkt povazujeme nielen za naj-
vyznamnejsi nastroj marketingového mixu, ale tiez za najvyznamnejsi nastroj cirkularnej
ekonomiky, prinasajuci nové podnikatel'ské prileZitosti. V prispevku sme tiez formulovali
nase nazory, tykajice sa danej témy.

2 Vysledky a diskusia
2.1 Linearna ekonomika a jej limity prechodu na novy ekonomicky model

Model linearnej ekonomiky je zaloZzeny na predpoklade neustaleho ekonomického
rastu a spotreby prirodnych zdrojov (Ellen MacArthur Foundation, 2013). Jeho fungova-
nie bolo umoznené najma nizkou Uroviou cien surovin v porovnani s cenou prace, ktora
mala za nasledok zvySovanie produktivity prostrednictvom intenzivnejSieho nahradzova-
nia l'udskej prace spotrebou inych zdrojov, najma energiou. Zaroven neboli dlhodobo
rieSené a zohladnené hlavné problémy, ktoré linedarna ekonomika prinasa. St nimi ob-
medzenost’ prirodnych zdrojov, znecistovanie prostredia, sklenikovy efekt, zvySovanie
Co2 v atmosfére, narastajlce mnozstvo komunalneho a priemyselného odpadu a mnoho
d'alSich.
neho ekonomického modelu, ku ktorému vedd sicasné trendy ekonomického rastu
a s tym suvisiaca spotreba prirodnych zdrojov. Ako dovody, pre ktoré linearna ekono-
mika uz nie je udrzatelna, moZno uviest':

1. vyvoj demografie,
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zmenSovanie prirodnych zdrojov,
volatilita na trhu so surovinami,
znecist'ovanie zivotného prostredia,
straty pri likvidacii odpadu.

vhwnN

Uvedené dbvody (faktory) spolu navzajom suvisia a ovplyviiuju sa. Narast poctu
obyvatel'ov a rast HDP priamoumerne ovplyviiuje spotrebu a tazbu prirodnych zdrojov.
Svetova populacia sa od roku 1970 po sUcCasnost’ takmer zdvojnasobila. Rast’ by mala aj
nad’alej, ¢o povedie k rychlemu narastu dopytu po surovinach.

Vyssie uvedené dbvody (faktory) sp0Osobili, ze ceny zdrojov od roku 2000 vyrazne
rastu, zatial’ ¢o v minulom storoci realne ceny zdrojov klesali. Surovinové trhy si menej
stabilng, ¢o predstavuje nebezpecenstvo prerusenia dodavok. Slvisi to najmé s geopo-
litickou situaciou vo svete, napriklad napatim medzi Ruskom a EU, Ruskom a USA, alebo
na Blizkom vychode.

DalSie problémy predstavuji klimatické zmeny, vstup novych investorov na komo-
ditné trhy a straty, ktoré su spojené so vznikom odpadu. Ide o odpad, vznikajuci nielen
na konci materialového toku, ale uz v jeho prvotnych fazach. Je to teda odpad, ktory
vznikol vo faze medzi ziskanim zdroja a jeho kone¢nym spracovanim. Podla odhadov sa
v krajinach OECD jedna o 21 miliard ton materidlu, ktory sa nestane sucastou finalneho
materialu, ale odpadom. Dalej su to prirodzené straty, ked' sa z materidlu stane odpad
namiesto toho, aby bol opatovne pouzity, recyklovany alebo aby z neho bola v spal'ovni
vytvorena energia.

Mozno tak konstatovat’, Ze v sucasnosti je prechod na cirkularnu ekonomiku nielen
nevyhnutnostou, ale postupne sa stava spolocenskou a ekonomickou paradigmou.
Tvori sucast’ politickej agendy na makrourovni, mikrolrovni a je predmetom viacerych
vyskumov. Vyskumy si zamerané predovSetkym na oblast’ odpadu, vyuzivania zdrojov
a ich vplyvu na zivotné prostredie, avSak s minimalnym dorazom na ekonomické a
podnikatelské perspektivy. Takto zamerany vyskum bez poukdazania na ekonomické a
podnikatel'ské vyhody by mohol limitovat’ prechod podnikatel'skych subjektov na cirku-
larnu ekonomiku z dévodu nedostatocnej informovanosti a motivacie. Vyskumy a suvi-
siace procesy Uspesného prechodu podnikatel'skych subjektov na cirkularnu ekonomiku
by sa mali preto zameriavat' na:

1. odpad ako faktor znelistenia a/alebo ochrany Zivotného prostredia a ako
vstupnu surovinu, tvoriacu sucast’ (nového) produktu,

2. regenerativne vyuZzivanie prirodnych zdrojov,

3. ekonomické prinosy pre podnikatelské subjekty,

4. zdkaznikov ako kl'i¢ovych nositel'ov tychto zmien vo vSetkych etapach svojho
nakupného spravania a rozhodovania.

Uvedené styri perspektivy zabezpecCuju sibezné zladenie poZiadaviek na ochranu
Zivotného prostredia so zretelom na obmedzenost’ zdrojov, podnikatel'skych zaujmov a
potrieb a preferencii zakaznikov.

Na to, aby sa zabezpecili zaujmy vsetkych zainteresovanych stran je potrebné vy-
hnat’ sa uprednostiiovaniu urcitej vyhody/vyhod pred inymi. Na makrourovni si to vyza-
duje pripravu kvalitnej legislativy a nastrojov potrebnych na jej implementaciu. Na mi-
krourovni bude potrebné zohl'adnovat' tieto nastroje, technologicky vyvoj a podnikatel-
ské perspektivy, determinované manazérskym a organizacnym rozvojom.
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V rdmci oboch drovni (makroluroven a mikrouroven) bude nevyhnutné implemen-
tovat’ inovativne vzdelavacie pristupy, zamerané na dosiahnutie zmeny vo vnimani od-
padovych surovin, cirkuldrnych produktov a cirkularnych podnikatelskych modelov a ich
konkurencnej vyhody.

2.2 K podstate cirkularnej ekonomiky

Cirkularnou ekonomikou a jej podstatou sa zaoberaju viaceré definicie. V prispevku
dalej uvadzame tie z nich, ktoré podl'a nasho nazoru vyznamne reflektuji kl'icové su-
vislosti cirkularnej ekonomiky a vytvaraju seridznu platformu pre jej d'alsi vyskum a roz-
VOj.

Je zrejmé, Ze téma cirkularnej ekonomiky a slvisiacich oblasti patri k najaktualnej-
§im a zaroven najdiskutovanejSim témam ekonomického Zivota. Na druhej strane vSak
patri medzi najmenej rozpracované témy, a to z najma z hladiska kniznych vystupov
a inych vedeckych publikacii. Napriek vyznamnému zaujmu a pozornosti odbornikov roz-
neho zamerania ako aj podnikatel'skej verejnosti treba poukazat’ na skuto¢nost’, Zze da-
tabaza vedeckych publikacii Web of Science uvadza v roku 2014 len tridsat’ publikova-
nych vedeckych ¢lankov na tému cirkularnej ekonomiky a v roku 2016 bolo uverejnenych
viac ako sto spomenutych vystupov (Kirchherr et al., 2017).

Prvenstvo tykajlce sa autorstva cirkularnej ekonomiky a jej konceptu viaceri od-
bornici (Andersen, 2006; Ghisellini et al., 2015; Su et al., 2013) pripisuju dvojici Pearce
a Turner (1989). Uvedeny koncept vychadza z niekol'kych ekonomickych $kol a tedrii.
NajcastejSie uvadzanou teoretickou platformou je pristup ,cradle to cradle® (,,od kolisky
ku koliske") autorov Braungart a McDonough (2009), ktory sa zameriava najma na di-
zajn. V jeho ponimani vSetky materialy zahrnuté v priemyselnych a obchodnych proce-
soch vnima ako ziviny. Vd'aka vhodnému dizajnu produktu moézu byt’ tieto materialy opat’
pouzivané, o prispieva k znizovaniu vzniku odpadov (Weetman, 2016). Druhym pristu-
pom je tedria ,looped and performance economy" (,uzareta a vykonna ekonomika") od
Stahela (2010). DalSim intenzivne uvadzanym pristupom je tedria ,industrial ecology"
(,priemyselna ekonomika"; Preston, 2012).

Prvy vyskum, zamerany na uzavreté systémy bol publikovany uz v roku 1966 (Bou-
dling, 1966). V ¢lanku sa poukazuje na otvorené a uzavreté systémy s osobitnym dora-
zom na interakciu medzi Zivotnym prostredim a hospodarstvom. Z tohoto pohladu by sa
ekonomicky Uspech nemal merat’ vykonnostou priemyselnej vyroby, ale povahou, roz-
sahom, kvalitou a zloZitost'ou dostupnych prirodnych a l'udskych zdrojov. Boudling bol
jednym z prvych ekondmov, ktori predstavili paradigmu cirkularnej ekonomiky ako dlho-
dobého hospodarskeho systému, sledujlceho rast, udrzatelnost’ a nulové plytvanie.

Najznamejsia definicia cirkuldrnej ekonomiky pochadza od Ellen MacArthur Foun-
dation (2013), ktora predstavila cirkuldrnu ekonomiku ako industrialnu ekonomiku, za-
meranl na regeneraciu a dizajn.

Geng a Doberstein (2017) popisuju cirkularnu ekonomiku ako uzavrety kruh mate-
ridlovych tokov v celom hospodarstve Vel'mi vystizna je definicia cirkularnej ekonomiky
ako regenerativneho systému, v ktorom je Unik vlozenych zdrojov ako i odpadu, emisii
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a energie minimalizovany spomalenim, uzatvorenim, z(zenim materialovych a energe-
tickych cyklov. To m6ze byt dosiahnuté dizajnom, zameranym na dlhodobu spotrebu,
Udrzbou, opravou, opakovanym pouzitim, prepracovanim, renovovanim a recyklovanim
(Geissdoerfer et al., 2017).

Definicia cirkuladrnej ekonomiky v najSirSom slova zmysle je zaloZzend na tzv. zuzo-
vani materialovych cyklov (,narrowing resource flows") v rdmci existujlcej linedrnej eko-
nomiky. Jedna sa o efektivnejSie vyuZivanie zdrojov, a to najma prostrednictvom novych
nejsie vyuzivanie automobilov, kancelarskych priestorov alebo mensie plytvanie potravi-
nami. Tento princip tiez m6ze zahfhat' zmenu spotrebitel'ského spravania vyrobkov a slu-
Zieb smerom k produktom menej zavislym na materidloch. Ako nastroje tu mozno vyuzit’
investicie do vyskumu a vyvoja relevantnych technoldgii, rozvoj zdiel'anej ekonomiky
alebo zvysenie povedomia o dopadoch roznych spotrebitel'skych rozhodnuti.

UZzSim chapanim cirkularnej ekonomiky sa vyznacuje definicia spomal'ovania mate-
rialovych cyklov (,slowing resource loops"), ktora sa zameriava na vyrobu a dizajn vy-
robku. Kladie d6raz na vyrobu odolnych a I'ahko opravitelnych vyrobkov, ktoré v ekono-
mike vydrzia dlhsiu dobu, v dosledku ¢oho dochadza k spomaleniu spotreby novych pri-
rodnych zdrojov. Tento pristup sa da uplatnit’ v tradicnej linearnej ekonomike aj v eko-
nomike s urcitym stupfiom cirkulacie (McCarthy et al., 2018).

Pristupy cirkularnej ekonomiky, akymi s uzatvarania materialovych cyklov a/alebo
okruhov (closing resource loops) alebo vyuzivanie odpadu ako zdroja (using waste as
a resource) predstavuju najuzsi pristup ku chapaniu cirkularnej ekonomiky. Tento model
byva definovany ako protiklad k tradi¢nej linearnej ekonomike, v ktorej sa suroviny vy-
taZia, spracuju sa do podoby vyrobku a potom skoncia na skladke alebo v spal'ovni (Gal-
laud & Laperche, 2016). Dalsim spdsobom méZze byt tiez vytvaranie materidlovych cyk-
lov (creating material loops), ktorého principom je vymena primarnych (novych) surovin
a produktov za sekundarne suroviny alebo pouzité, opravené a prepracované produkty.
Firmy, ktoré sa v tejto oblasti angazuju su zo sektora odpadového hospodarstva, sluZieb,
recyklacie a spracovania sekundarnych materialov.

V definiciach je najvacsi doraz kladeny na recyklaciu a opatovné vyuzivanie, nie-
ktory autori dokonca cirkularnu ekonomiku s recyklaciou stotoznuji. Naproti tomu len
polovica definicii zdoraznuje obmedzenie mnozstva materialu.

Cirkularnu ekonomiku treba chapat’ ako zasadnu systémovd zmenu, a nie len ako
drobné vylepSenia sii¢asného stavu. Rovnako ju treba vnimat’ ako nastroj na implemen-
taciu konceptu udrzatel'ného rozvoja. Len mala Cast’ definicii uvadza vSetky tri aspekty
udrzatel'nosti. Sustredia sa najma na jej ekonomické a environmentalne aspekty, no za-
budaju na socialne aspekty. Definicie taktiez zabldaju na velmi dolezity faktor udrzatel-
nosti, ktorym st buduce generacie.

Cirkularna ekonomika prinasa nové podnikatel'ské prilezitosti. Zapojenie sukrom-
ného sektora a poukazovanie na podnikatelské prilezitosti v priemyselnej vyrobe sa
zdoraznuju od roku 1981 (Stahel & Reday Mulvey, 1981). Hlavnym ciel'om bola podpora
ekonomiky, zaloZenej na systéme sluciek vyrobkov, pozostavajlcich z opakovaného po-
uzitia, oprav a recyklacie. V nasledujucich desatrociach pretrvavavala myslienka
predlzovania Zivotného cyklu vyrobkov s ciefom minimalizovat’ materialové a energetické
toky s ohl'adom na ochranu zZivotného prostredia a podporovat’ prechod k udrZatel'nej
spolocnosti so zretelom na obmezené prirodné zdroje.
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O ’Rorke dalej zdokonalil model cirkularnej ekonomiky na zaklade zasad preven-
tivneho pristupu zavedenim pojmu ,predcyklovanie®, ktory sa vztahuje na vsetky cin-
nosti, realizované v pociatocnych etapach zivotného cyklu vyrobku s cielom predist’ vy-
tvoreniu odpadu (O "Rorke, 1988). Znamena to zavedenie manazmentu spotreby zdro-
jov namiesto koncentracie na nakladanie s odpadom.

Na zaklade analyzy vyssie uvedenych definicii cirkuldrnu ekonomiku je mozné de-
finovat’ ako ekonomicky systém, ktory nahradza koncept ukoncenej Zivotnosti prostred-
nictvom obmedzenia mnoZstva materialu, resp. jeho opatovného pouzitia, recyklacie
a obnovovania v procese vyroby/distribucie a spotreby. Systém funguje na mikro Grovni
(produkty, firmy, spotrebitelia), mezo Urovni (eko-priemyselné parky) a makro Urovni
(mesto, region, stat a d'alSie), s ciel'om dosiahnutia udrzatelného rozvoja, teda vytvorit’
sucasne environmentalnu kvalitu, ekonomickd prosperitu a socialnu spravodlivost’ v pro-
spech sucasnej a budlcej generacie. Je realizovatelny vd'aka novym podnikatel'skych
modelom a zodpovednym spotrebitel'om.

Treba uviest', Ze spolu so zaujmom o cirkularnu ekonomiku a jej stvislosti sa pocas
jej vyvoja objavuju aj kritické hlasy, tykajice sa mnozstva viac ¢i menej odliSnych teo-
retickych pristupov. Kritici modelu cirkularnej ekonomiky vsak nepoukazuiju tak na jej
samotnU podstatu, ako na limity vSeobecného pochopenia a praktického vyuZitia tohto
modelu.

2.3 Cirkularna ekonomika a jej obmedzenia v podnikatel'skej ¢innosti

Cirkularna ekonomika ma nepochybne vyznamny prinos z hl'adiska rozvoja ekono-
mického systému, avsak su s fou spojené aj niektoré limity, viazuce sa k jej implemen-
tacii v podnikatel'skej praxi.

Bariéry implementdcie cirkularnej ekonomiky je mozné rozdelit' do Styroch skupin:

1. kultdrne,

2. trhové,

3. technologické
4. regulacné.

Ako kl'icové su spomedzi uvedenych Casto oznacované najma kultirne a trhové
bariéry (Kirchherr et al., 2017).

Kulturne bariéry sa tykaju spotrebitel'ov aj firiem. Spotrebitelia ¢asto nie st o prob-
lematike a prinosoch cirkularnej ekonomiky dostatocne informovany alebo sa zamerne
drzia linedrnych spotrebnych modelov ako napr. nakupovanie overenej znacky. Na fi-
remnej Urovni sa zamestnanci nechcu prilis podielat’ na ekologickejSom podnikani. Tato
oblast’ je vo firmach ¢asto nepruzna aj preto, Ze spolocenskl zodpovednost’ a udrzatel-
nost’ maju vo svojej posobnosti najma oddelenia ako I'udské zdroje, marketing a ostatné
oddelenia ich povazuju za menej vyznamné.
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Medzi hlavné trhové bariéry patri neistéa ekonomicka Zivotaschopnost’ cirkularnych
podnikatel'skych modelov a vysoké pociatocné naklady spojené s prechodom na takyto
model. Len malo firiem, ktoré maju v sucasnosti fungujlice a ziskové podnikanie je
ochotnych riskovat’ neisty prechod na cirkularny model. Podniky zvycCajne Cakaju, kym
sa v danom odvetvi prechod na cirkularny model overi v praxi a vyuZivanie druhotnych
surovin sa stane beznou zalezitost'ou.

V ramci technologickych bariér je hlavnym problémom zla dostupnost’ technoldgii,
vysoka obstaravacia cena a neinformovanost’ firiem o ich existencii. Prekazkou, je aj ne-
dostatocna spolupraca sukromného sektora s vyskumnymi institciami a vysokymi sko-
lami.

Ako regulacné opatrenia sa uvadzajl najma existujlce nevhodné zakony a regu-
lacie, ktoré vyraznym spOsob komplikuju prechod na cirkularnu ekonomiku (Kle-
pek,2018).

Celkovo mozno konstatovat’ komplikovanost’: modelu cirkuldrnej ekonomiky
z pohl'adu je realnej implementacie v podnikatel'skej Cinnosti. Zjednoduseny model cir-
kularnej ekonomiky, v ktorom sa prirodné zdroje transformujd vyrobnymi procesmi na
vyrobky, urCené na spotrebu, ¢im sa vytvara uZitok a bohatstvo, prinasa Andersen
(2006). Tazba surovin, vyroba a spotreba, ktoré vytvaraju odpad, ktory by sa prostred-
nictvom recyklacie mohol vratit’ opat’ do vyroby ako input.

Od 90. rokov minulého storodi sa oblast’ vyskumu vyrobkov a sluzieb zacina orien-
tovat’ na hospodarsku prosperitu spojeni s manaZzmentom udrzatel'nosti zdrojov. Zvy-
Senie orientacie na sluzby namiesto na vyrobky ma viest' k jednoduchsiemu navrhovaniu
systémov s minimalnymi dopadmi na Zivotné prostredie pri si¢asnom zachovani ekono-
mickej prosperity (Tukker & Tischner, 2006). Postupne sa zd6raziioval posun od vy-
robnej ku predajnej koncepcii, k sluzbam namiesto tovaru. V. modeli prechodu na eko-
nomiku, orientovanu na sluzby je cirkuldrna ekonomika povazovana za kl'iCovy koncept,
ktory zdoraziuje zasadné zmeny v sucasnych podnikatel'skych modeloch (Stahel, 2010).

Zdrojom podnikatel'skych napadov a prileZitosti v cirkularnej ekonomike a jednym
z jej vyznamnych prvkov su produkty. Kazdy produkt prechadza niekolkymi etapami
svojho zivotného cyklu — od vyvoja az po trhovu ,smrt™. Z pohl'adu cirkularnej ekono-
miky je potrebné vnimat’ vplyv Zivotnosti vyrobku prave v kontexte Zivotného cyklu vy-
robku. Podla W. McDonougha a M. Braungarta (2009) je dolezité, aby boli materialy
oddelené do dvoch nezavisle cirkulujlcich okruhov.

V rémci prvého okruhu ide o biologicky systém, pozostavajlci z vyrobkov, obsahu-
jucich iba latky, ktoré je mozné bezpecne vratit’ do biosféry, napriklad kompostovanim.
Patria sem potraviny a napoje, textilie z prirodnych viakien bez Skodlivych farbiv, vy-
robky z dreva a pod. Tieto produkty su vyrobené z obnovitel'nych biologickych materia-
lov, ktoré nie si kontaminované. V zavislosti od typu produktu je mozné kaskadovité
pouzitie pred jeho spracovanim do biosféry. V ramci druhého okruhu sa naklada so
syntetickymi latkami, ktoré by mali byt' do vyrobkov vkladané tak, aby ich po pouziti
bolo mozné ¢o najjednoduchsie z vyrobku vyextrahovat’ a opat’ pouzit'.
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Technické vyrobky su obvykle zloZzené z neobnovitel'nych materialov. Vyrobky tohto
druhu vyzaduji spracovanie pred tym, ako sa mozu vratit’ do biosféry. Vo vacsine pri-
padov nie je mozné tento proces uskutocnit’ bez zataze na zivotné prostredie. Zostat-
kova hodnota vyrobkov alebo jednotlivych dielov sa straca likvidaciou, spalovanim alebo
skladkovanim. V cirkuldrnej ekonomike sa technické vyrobky, komponenty a materialy
je snaha o udrzanie v uzavretych okruhoch ¢o najdlhsie, aby sa predislo strate hodnoty.

Coraz viac produktov je navrhnutych tak, aby pinili viaceré funkcie. Spomenuty
pristup vedie k vyrobkom, ktoré obsahuju vacSie mnozstvo réznych druhov materialov
a aditiv. Komponenty produktu su spajané do jedného celku. V mnohych pripadoch su
integrované do vyrobku s cielom dosiahnut’ mensie rozmery findlneho produktu. Tymto
krokom sa znizuje ich potencial pre opravu a recyklaciu, pretoze odstranovanie nebez-
pecnych latok pred recyklaciou sa stava problematickou. Uvedené technologické inova-
cie st pre vyrobcov vyzvou pridavat’ nové funkcie k uZ existujucim produktom alebo
navrhovat’ nové inovativne produkty, ktoré spliaji oCakavania a potreby spotrebitel'ov.

Multifunkénost’ produktov, ktord je jednou z hlavnych hnacich sil pre zvySenie ich
komplexnosti, prispieva nizSiemu dopytu po materialoch. Désledkom zlozitosti vyrobkov
a novych druhov materidlov je, Ze vyrobky nebudd kompatibilné so sic¢asnymi schémami
recyklacie. Potencialny negativny vplyv mensich a zlozitejSich vyrobkov na recyklaciu by
mohol motivovat’ vyrobcov smerom k demontazi suciastok na opatovné pouzitie alebo k
samotnej recyklacii.

Zvysujlca sa Zivotnost’ produktov ma pozitivny vplyv na opatovné pouzitie v do-
sledku vysSej zostatkovej hodnoty vyrobkov po jeho prvom pouziti. Takéto produkty je
mozné opatovne predat’ alebo pouzivat'.

Zaver

Koncept cirkularnej ekonomiky je novym spésobom hl'adania vztahov medzi jed-
notlivymi trhmi, zakaznikmi a prirodnymi zdrojmi. Predstavuje hospodarsky systém, v
ktorom sa produkty a sluzby obchoduju v uzavretych okruhoch alebo ,,cykloch". Prechod
na cirkuldrnu ekonomiku je spolocensko — politicko— ekonomicky fenomén, ktory si
zasllzi hibSie vedecké skimanie. Ide o zmenu, ktorl mo6zeme svojim rozsahom a
dopadmi prirovnat’ k priemyselnej revollcii. PrindSa nové vyzvy pre podnikatel'ov —
vyrobcov aj poskytovatel'ov sluZzieb.

Cirkularna ekonomika je vyjadrenim navodu, ako pri osobnej ako aj vyrobnej
spotrebe zanechat’ nulovd, resp. aspori minimalnu ekologicku stopu. Do modelu linearnej
ekonomiky vstupuje s principom ,kruhu“, v zmysle opatovného pouZzitia produktu alebo
suroviny, jeho prepracovania a recyklacie Cirkularna ekonomika je tak naplnenim pod-
staty trvalo udrzatel'ného rozvoja.

Transformacia sucasného ekonomického modelu na cirkuldarnu ekonomiku bude
nevyhnutnost'ou vyplyvajlcou z legislativnych zmien ako aj z tlaku verejnej mienky. Sta-
keholderi budi musiet’ trhu a ob¢anom komunikovat’ nevyhnutnost’ a uzitocnost’ legis-
lativnych zmien a poZiadaviek. Zavadzanie novych environmentalnych ciel'ov alebo spris-
novanie uz existujicich bude musiet’ byt komunikované smerom k trhu a verejnosti tak,
aby boli akceptované a implementované.
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Consumer Behaviour and Attitudes by Purchasing of Selected
Food Products 1!
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Abstract

V In this report we are aimed at problems of consumers* behaviour and at factors that
have an influence on it. We are focused on behaviour during purchase and consumption
of bio products that belong to the actual trends. We explain understanding of healthy
lifestyle and we also present abstract of its classifications. The report includes results of
a research the goal of which was to find out preferences of consumers while making
decisions when buying healthy food (farm and bio food). In conclusion we propose rec-
ommendations on possible ways of education and information of consumers on food and
on support to consume products beneficial to our health.
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Introduction

The goal of the report is to point out which facts and factors have an influence on
consumers’ behaviour when choosing healthy food and we aimed at farm and bio food.
We made a survey on consumers’ attitude to food and their opinion on bio food in the
context of healthy lifestyle.

Consumers and their consumer behaviour are variable in permanent process of
changes. It is changing under the influence of many factors that change attitudes, val-
ues, opinions or preferences of people. In present time we can include among them
especially new ways of communication, increasing use of information technologies in all
sectors of life, change of lifestyle and lack of leisure time, increasing interest on health
protection and environmental protection.

Healthy lifestyle is currently more and more widespread and popular. Interested in
it are not only young people but also the older ones that had until now other habits and
they try to learn this lifestyle and thanks to it become healthy and vigorous. State as
well as merchants, have accept requirements of citizens into account and to adapt their
offer and give them sufficient possibilities to live healthy lifestyle. There exist several
factors that - to some extent - have an influence on health of population. Health quality

! VEGA 1/0339/18 Health conscious consumer behaviour: determinants, perspectives and intervention possi-
bilities.

2 Ing. Marina Kor¢okova, PhD., Ing. Miroslava Loydlova, PhD., University of Economics, Faculty of Commerce,
Department of Marketing, Dolnozemska cesta 1, 852 35, Bratislava, marina.korcokova@euba. sk, miro-
slava.loydlova@euba.sk
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is directly influenced by the quality of health care in respective country, though, only by
10 % to 15 %, genetics influences health quality by the same percentage and more
important impact has an environment where we live (20 % to 25 %). Our behaviour,
habits, interests, opinions and complete way how we live is an important factor that has
an impact on our health and health condition (Celedova L., Cevela R. 2010).

Currently it is often a topic of discussion when products are marked by the BIO
symbol. Consumers often have a negative attitude towards such label. It could be a
consequence of various rumours, scandals and unconfirmed information.

1 Methodology

After specifying topic of the report, we made plan according to which act when
working out the report. The first step was to specify the goal and then partial goals;
through fulfilment of these we came to the final version of our report. We have analyzed
the problems through theoretical specification and subsequently through realization of
a quantitative survey which was a practical form. The main goal of the quantitative
survey was to find out attitude of customers to healthy food. Quantitative survey was
made at the Economic university in 2020 (Jasanova, Korcokova 2020) in a form of a
questionnaire. In a survey it took part 115 respondents. We survey behaviour of cus-
tomers through the questionnaire in a following way:

e Addressing of respondents with a request to fill in a questionnaire

e Acquisition of necessary information from respondents

e Processing of acquired information

e Evaluation of questionnaires

e Representation of results and their interpretation in a form of charts with their
description.

We select from the abovementioned questionnaire only a part of questions and
responds that are directly related with the problems of the report. According to the
presented sample the results of the survey are only rough. We compared results of the
survey with two other surveys that also examined problems of bio products consump-
tion. We draw information from domestic as well as from foreign literature, electronic
sources accessible on internet and we also used articles presented in journals and expert
reports in anthologies. When working out the investigated problems we have used wide
spectrum of classical methods of scientific heuristics — analysis, synthesis, concretization,
generalization and comparison, induction and deduction.

2 Results and discussion

2.1 Customers Behaviour and Factors that have an Influence on it

We understand under the name customers behaviour an act that could be ob-
served, i.e. purchase and consumption. These processes occur even before the purchase
(realize the need, information retrieval, assessment of accessible alternatives ...) during
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buying and after purchase (assessment of products and services after purchase, con-
sumption). These processes are influenced by many various factors that we call cultural,
social, personal and psychological factors.

According to TNS Worldpanel company we could classify new and current genera-
tion of customers as 5E that are (Kor¢okova, M., 2016):

e Egoistic — customers for whom it is important authenticity, tradition and local
origin of products.

e Ecological — customers that are interested in environment that search ecologi-
cal products that do not load environment.

e E-consumers (online consumers) — customers who have orientation on internet
and use information technologies to search, compare prices and to buy prod-
ucts on internet.

e Ethnic — consumers that search things that are exotic and different from their
culture

e Ethic — consumers that think about consequences of their consumption on en-
vironment and on animals who search products that are made Fair trade — their
producers guarantee respective earnings to producers and growers from de-
velopment countries.

Customers have currently a possibility to choose from large variety of products -
the ones that fulfil technical, economical but also environmental requirements. That is
why an attitude towards environment in also one of the important factors that has an
influence on a purchase.

At present the preference of healthy lifestyle in one of the important and visible
trends. It could be seen in an increase of customers” interest in their health condition
and an effort to improve it through sport activities and better feeding.

Feeding represents an important part of a healthy lifestyle. Change towards con-
sumption of products labelled as bio, and/or towards products bought directly from their
producers, farm products.

In the field of feeding it could be seen increasing trend to promote veganism and
vegetarianism. Vegetarians are people who do not consume meat and meat products
while vegans do not consume besides meat also any animal products such as eggs, milk,
honey etc. Reasons for this way of lifestyle are religion, ethical and environmental mo-
tives but also health grounds. The World Health Organization states that such rationally
planned way of feeding is healthy, nutritionally balanced and it provides many health
advantages regardless of age of consumers (aktuality.sk). And although in the world
still exist many consumers of meat and milk products, numbers of vegetarians and ve-
gans has been permanently increasing (Leach T., 2016).

2.2 Bio products
On a food market currently exists fierce competition and production of food that is

beneficial to health becomes necessary requirement to break through on domestic and
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on foreign markets. We could state that bio food winning through on a market became
faster and it is a little bit ahead of conventional food.

The study ,,How we buy” of MB Brand Management company presented very inter-
esting results and we selected some conclusions. Survey study that has been made on
a sample of 1,460 respondents that were representative from the point of age, sex,
region, size of settlement and education in the age between 18 and 69 years through
internet questioning, supplemented by personal talks with people that were accessible
on internet only with difficulties, evaluated the following findings
(https://www.mbbm.sk/tlacove-spravy/bio-potraviny-na-slovensku-kamenny-obchod-
alebo-internet/):

e Bio products are purchased by 55 %, 11 % stated that they are bought by their
partner and one third did not buy any bio food.

e People that buy bio food at least occasionally said that they buy them especially
in shops, bio products are bought almost equally by men (48 %) and women
(52 %); while women use to look at offer on internet and then buy it in a shop,
men prefer to look at offer in a shop and then buy it cheaper on internet.

e Most important customers in shops are people from 35 to 44 years old and
people older than 55 years.

e Purchase on internet prefer people that are younger than 34 years but also
people from 45 to 55 years old; among young people most of the customers
are households with no children, people oriented on labels that want to be
trendy and in; among the middle aged most of the customers are people that
have an above-average income and simultaneously they want the highest pos-
sible quality.

Fig. 1 Purchase of bio food

= |dont buythese products
I buy these products

It is bought by another member of household (partner, husband / wife)

55% l,:

u Onlyin a shop

11%

Mostly in a shop, sametimes on the Internet

First I look at the offer on the Internet, later | buy itin the store

First Ilook / try it in the store, later | buy cheaper on the internet
= Mostly on the internet, sometimes in a shop

= Only on the internet

Source: FMCG&RETAIL, 2018
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BIO label is currently often in discussion and media pay attention to this topic.
Customers have often inconsistent, sometimes also negative feelings on BIO label that
result from various unverified reports, food scandals and unconfirmed information.

Association of ecological agriculture in Slovakia defines concept bio products as
“plant and animal products made in a system of ecological agricultural production. Bio
product is e.g. grown cereals, vegetables, additive food, feed, bred animals such as
chicken, sheep etc., but also eggs of ecological hen." (https://www.ecotrend.sk/bi-
oprodukty/co-su-bioprodukty/). These products meet all the regulations of the Law on
ecological agriculture and are regularly inspected on every level. Bio food is made only
of bio products while there are used only components, additives and materials permitted
by a law. They, though, contain at least 95 percent of food components made of bi-
oproducts with certificate on ecological origin.

Currently a threat that represent food to customers, i.e. damage of their health
through ingestion of inconvenient and/or harmful food is a serious problem. There is
a situation on our market when unwholesome food was sold. Despite strict legislation
and measurements realized by respective authorities * violation of legislative regulations
still exists. That is why it is necessary to do radical steps and put into effect measure-
ments that will prevent to product and sell dangerous and harmful foodstuffs. Customer
is, though, in this field often uninformed and uneducated. That is why it is necessary to
inform customer permanently in a way that he/she could avoid possible pitfalls and con-
sequences because of dangerous food purchase because a customer that is educated in
some field could make rational decisions and to choose the right products from the whole
assortment of offered products.

2.3 Results of Survey on Customer’s Behaviour when Buying Healthy Food

The goal for the survey was to find out preferences of customers when making
decision on purchase of healthy food (farm food and bio food). Total 115 respondents
took part in a survey, 72 of them were women and 46 men. Most of respondents were
from the category 31 to 50 years old and least of them from the category younger than
20 years (Figure 2).

Fig. 2 Age of respondents

" 16% = Less than 20 years

20 - 30 years

26%
. 31 - 50 years
32% 51 - 60 years

I = Over 60 years

Source: Own research
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The most numerous segment according to education were people with high school
education — school leaving examination (A level) (39%), percentage of other categories
was similar (Figure 3).

Fig. 3 Figure Education of respondents

20% ‘
= Elementary
= High school without graduation
= High school
University

Source: Own research

When speaking about employment of customers that were asked in a survey the
most numerous segment were employees and smallest group were self employed per-
sons (see Figure 4).

Fig. 4 Occupation of respondents

" = Student
= Employee
= Self -employed
\ 9% Unemployed
- = Retiree

= Maternity leave

Source: Own research

In the category in relation to financial incomes, the biggest group was in the inter-
val 501-700 € (30 % of respondents). The smallest group were people with income more
than 1201 € (9 % of respondents).
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Fig. 5 Net monthly income of respondents

13%‘ = Under 500 €

= 501 - 700 €
= 701 - 900 €
\ 901 - 1200 €

= Over 1201 €

Source: Own research

Most of respondents (77 %) live in a town, while only 23 % of respondents live in
a country.

We also examined number of members in households. Most respondents live in
a household with 3 members (32 %) and with 4 members (31 %).

Fig. 6 Number of household members

4%

= More than 4 members

31% "‘ = One-person household
= 2 members
= 3 members
‘\ ” 4 members

Source: Own research

The following part of the questionnaire was aimed at finding consumers™ attitude
to healthy food. We surveyed behaviour of consumers on a healthy food market, their
preferences and factors that have an influence of consumers™ behaviour on bio food
market and on a market with farm products.

Goal of the question “"Have you ever saw bio food and farm products?” was to find
out if respondents are familiar with and if they saw bio food on a Slovak market.

Among 102 asked 89 % saw bio food on a Slovak market but 11 % of respondents
(13) never saw bio food.
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Goal of the question “Do you buy bio food and farm products?” we tried to find out
how many respondents really buy respective food. According to the survey 49 respond-
ents (48%) buy bio food while 53 respondents (52%) do not buy it. Among respondents
that buy bio food there were 35 women and 14 men. Bio food is mostly bought by
women under 45 years old with university degree with income between 501 and 700
Euro per month and women that live in a town. Among men bio food is mostly bought
by men in the age category 26 to 45 years with A levels that have monthly income
between 701 and 900 Euro, that live in a town.

In a question "What are the reasons why do you buy bio food and farm products?*
respondents could choose more responds. As we can see on a Figure 7, 28 of respond-
ents (53%) presented the reason for purchase their health, 13 respondents (25%) have
chosen quality, 7 respondents (13%) protection of environment and 5 (9%) life style.

Fig. 7 Reasons why respondents buy bio food and farm products

9%
A = Health
= Quality
= Protection of environment
Lifestyle

Source: Own research

The question was: “Which are the reasons why you do not buy bio food and farmer
products?” respondents could choose more responds. As we can see on a Figure 8, 28
of respondents (42%) do not buy bio food because of its price.

Fig. 8 Reasons why not to buy bio and farmer products

14%" = Shortage of information
= High price
v = Scepticism
Disinterest

= Shortage of stores

Source: Own research
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As other reasons 9 respondents mentioned that they are not interested in bio food,
7 of them because of bio shops lack, 10 respondents have no confidence and 12 re-
spondents have no enough information about bio food.

The other question “What bio food and farmer products do you buy most fre-
quently? In this case respondents could choose more responds. Among respondents 33
of them mentioned that they buy most often milk products, 7 of them said they buy fruit
and 7 of them vegetables, 12 respondents presented they buy most bread and bakery
products, 5 respondents mentioned beverages and 4 meat products and sweet. In an
option to other respondents presented they buy pasta, sugar, tea and soya products.

Fig. 9 Most frequently purchased bio and farmer food
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Source: Own research

Through the question “How often do you buy bio food and farmer products?” we
wanted to find out intensity of bio food purchase. As we can see on Figure 10 most
respondents buy bio food weekly (20), several times a week (11) and monthly and daily
9 respondents respectively.

Fig. 10 Frequency of bio and farmer products purchase
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Source: Own research
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Another question was: “"How many percent of your monthly income do you spend
on bio food?" On Figure 11 we can see that most respondents spend on food 10 to 30
% of their income, i.e. 43 % of all asked people. From among asked 14 respondents
(29%) spend on food less than 10 % of their income while 12 respondents (24%) spend
on food 31 to 50% and 2 respondents (4%) 50 % and more of their income.

Fig. 11 Monthly costs of organic food as a percentage of income
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Source: Own research

Thanks to the question *“Where do you most often buy bio food and farm products?”
we found out that most respondents 19 (39%) bought most often in hypermarkets and
17 respondents (35%) in supermarkets. Both in specialized and small shops purchase 6
(12%) respondents. Internet shop is used by one respondent.

Fig. 12 Place of purchase
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Source: Own research

In a question: “What is the biggest influence when you buy bio food and farm
products?” we try to find out what is the most important according to respondents when
doing shopping of bio products. Taste has the biggest influence on respondents, it stated
21 (43%) of them. Price has an influence on 7 (14%) of respondents, 2
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(4%) of respondents are influenced by habit and tradition, 5 (10%) of respondents are
influenced by label and 14 respondents (29 %) by quality.

Fig. 13 Factors, that influence the purchase of bioproduct and farmer foods
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Source: Own research

We asked respondents how much price influences their decision when buying bio
and farmer food. When buying bio food price has an influence on 43 percent of respond-
ents, while 15 percent are strongly influenced and on 28 percent it has an influence, but
it is not critical. Only 6 respondents are not influenced by a price.

Fig. 14 Price influence when buying bio products and farmer food

= Strong influence = Influence but not critical = Not influenced

Source: Own research

Results of a survey proved that 89 % of respondents have some knowledge about
bio food and almost half of respondents (48%) also buy them. Most interested in bio
food were respondents of both genders in the category from 31 to 50 years, so it could
be made a conclusion that bio food attracted more young and middle-aged people.
Women are more interested in the respective segment of food (67%).
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Bio food and farmer products are bought mostly by customers with university de-
gree (59%), 20 percent by customers with high school (A level) degree and 20 percent
by customers with secondary education without A level degree. Bio food and farmer
products are bought mostly by employees (67%), women on maternity leave (20%) and
students (12%).

People have bought bio food because of health (53%) and quality (25%) of bio
food. 42 % of respondents told us that they do not buy bio food because of its high
price. Respondents bought especially assortment of milk, milk products (39 %), bread
and bakery products (14%). Respondents bought most often in hypermarkets (39%)
and in in supermarkets (35%). Abovementioned result is surprising as we presupposed
that bio food and farmer products would be bought by respondents especially in spe-
cialized or small shops. It is a consequence of the fact that there exist smaller number
of specialized shops and prices are higher in them.

When speaking about frequency, respondents prefer to buy once a week (41%),
while both daily and monthly make purchase 18 % of them.

One question was aimed at the share of money from the net monthly income in-
vested into bio food. We have found out that up to 43 % of respondents spend on bio
food 10 to 30 % of their net income while 29 % of respondents spend less than 10 %
of their net income and 24 % spend on food 31 to 50 % of their monthly income. Price
of bio food had an impact on 57 % of respondents but it is not critical for them. This
result is very important, as it is related to the fact that respondents are interested in
healthy food despite high price and they care about healthy lifestyle.

Similar survey was done also in 2015 as a part of a degree work (Bugyiova, D.,
KorCokova, M., 2015). The main goal of the survey was to find out an attitude of con-
sumers to the food, their safety and to bio food. For comparison we choose some of
findings that are connected to the problems of respondents” attitude to bio food.

This survey had interesting results, e.g. under opinion of majority of respondents
(69%) bio food is healthier than food that is commonly accessible. Another interesting
finding was a fact that 76 % inquired sometimes bought quality products from domestic
farmers. Solely such products are bought by only 8 % of consumers (Figure 15).

Fig. 15 Willingness of consumers to pay extra for quality food
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In the survey we have also investigated questions why respondents chose just bio
food. There were presented several possibilities. 17% of respondents stated that they
prefer such food because of health problems. 51 % buy it because they like healthy
lifestyle, for 10 % see it as a part of environmental protection, 20 % of customers buy
it because of their quality and 2% said they buy it for another reasons (Figure 16).

Fig. 16 Reasons to buy bio product
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Source: Bugyiova, Korcokova, 2015

Conclusion

According to the results of abovementioned surveys we can state that consumers
are currently intensively interested in products, especially food that is considered healthy
(bio food and farm products). In the forefront it is especially bio food that have been
still discussed and its consumption has been increasing with increasing trend of healthy
lifestyle of consumers. Survey that we have done in Economic university in the period
February-March 2020 (Jasanova, Korcokova, M., 2020) has many same conclusions as
the survey study How we buy that was presented by MB Brand Management company
in April 2016 and also with survey from 2015 (Bugyiova, D., Korcokova M., 2015). All
the sources present the fact that interest in bio food purchase is high. Also in the ques-
tion, why respondents prefer bio food most of them said that especially because of
healthy lifestyle.

Surveys from 2020 and 2016 state that respondents prefer shops to internet pur-
chase when buying bio food. Most if bio food were milk products.

According to the retail audit of Nielsen company, sales in segment of bio food in
Slovakia from May 2017 to April 2018 reached 25 million 265 thousand Euro what rep-
resents increase by almost 8% compared to the period May 2016 to April 2017, when
sales in segment of bio food reached 23 million 745 thousand Euro. (http://www.niel-
sen.com/sk/sk/insights/article/2018/bio-food-segment.)
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According to the results of individual surveys we came to several important conclu-
sions. Number of people who are interested in healthy lifestyle and who take care about
food selection regularly increases. Respondents are interested in their health and prob-
lems of healthy food and bio food are very close to them. We can compare that high
percentage of respondents are interested in a healthy lifestyle and problems of healthy
food and this trend has been gradually increasing. The goal of this report was to point
out that respondents are interested in the respective topic and this area should be sup-
ported and people should be permanently educated in this area. We would like to pro-
pose several recommendations to improve current situation:

e Bigger support and promotion of domestic food, domestic breeders and pro-
ducers as well as bio farms by the state and EU, help for spot /direct sale of
domestic producers and breeders.

e Increase of subsidies aimed at support of ecological agriculture — especially bio
food production.

e Improve awareness of customers on quality of domestic agricultural products.
Customers are more aimed at country of food origin but many still prefer more
price aspects without regard of a place from which selected food originates.
That is also related to awareness of customers on food labelling and accentu-
ation of important information on packaging such as expiry date/best before
date, date of minimal durability, food composition, allergens etc.

e To improve awareness and education of customers on food and healthy life-
style.

Customer that is sufficiently informed and educated is able through his/her rational
thinking responsibly select food for the needs of his/her family that are benefit and do
not jeopardize health and safety.
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Sustainable fashion as a part of the circular economy concept!
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Abstract

It has been shown that the textile and clothing industry have a negative impact on both
the environmental and socio-economic field. The current trend in fashion, called sus-
tainable fashion, is part of a new concept of circular economy, in which textiles and
clothing are kept in the highest quality throughout their life cycle and then put back into
circulation. The aim of the paper is to focus and evaluate the current knowledge base in
the field of sustainable fashion and to clarify the basic approaches and strategies of
circular fashion. The article uses mainly the description and comparison of theoretical
knowledge and synthesis of analytical data from consulting companies and research
agencies.
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Introduction

Nowadays, people and companies have begun to fight against the rapid consum-
erist lifestyle by slowing down. Whereas conventional retail chains undertake their first
activities towards sustainable production, there are movements and types of businesses
in which a conscious approach is directly in ideological base. They are often called by
the adjective slow, which in this sense does not mean doing things slowly, but doing
them at an adequate pace.

The term SLOW is used as an acronym for: S - Sustainable; L - Local; O - Organic;
W - Whole.

The first pioneer of a lifestyle that prefers a slower approach to various aspects of
life was the Italian gastronome and journalist Carlo Petrini, who founded the Slow Food
movement in 1986. It was a response to the spreading globalization of food, increasing
fast food operations and the gradual disappearance of local culinary traditions. The idea
of "slowness" gradually spread to other areas of life. Slow Traveling, Slow Cities, Slow
Money and Slow Fashion were created.

Slow fashion, as one of the categories of sustainable fashion, points to the slow
process of production, purchase, wearing and subsequent disposal. Its goal is to increase
the lifespan of clothes with an emphasis on quality and longevity, not on quantity and
rapid trends. Slow fashion is becoming an important part of the new concept of circular

! This paper is the output of the project VEGA 1/0587/19 Possibilities and perspectives of the use of marketing
in the transition period to the circular economy in the Slovak Republic as a new business model.

2 Doc. Ing. Monika MatusoviCova, PhD., University of Economics in Bratislava, Faculty of Commerce, Depart-
ment of Marketing, Dolnozemska cesta 1, 852 35 Bratislava, e-mail: monika.matusovicova@euba.sk
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economy, where the product and material are part of the cycle for as long as possible,
thus reducing the amount of waste generated. In addition, it minimizes the negative
environmental impacts of production and makes the industry more sustainable.

1 Methodology

The current trend in fashion, called sustainable fashion, is a part of the philosophy
of sustainable design, where the product is designed and manufactured with the envi-
ronment and social responsibility in mind.

In this context, the paper aims to evaluate and concentrate on the current
knowledge base in the field of sustainable fashion and to clarify the basic approaches
and strategies of circular fashion. At the same time, we intent to draw attention to the
negative effects of the fashion industry on the environmental and socio-economic area.

The article mainly uses the description and comparison of theoretical knowledge
dealing with the subject matter and analysis of the issue of sustainable fashion using
data from studies of international consulting companies and research agencies. We also
synthesized selected partial results of the primary survey on sustainable purchasing. The
method of deduction was used to logically justify the conclusions from the generally
valid pragmatic experience abroad.

2 Results and Discussion
2.1 Categories of sustainable fashion

By completing the process of individualization and democratization of fashion the
so-called fast fashion is created, which is characterized not only by the speed of produc-
tion, but also the speed of consumption. The result is a culture of disposable clothing
that consumers buy at regular intervals and get rid of after several uses (Muthu, 2016).

The fashion industry is a gigantic industry with two to three trillion dollars a year.
It is estimated that $ 500 billion will be used in the global economy to buy unnecessary
clothing that the consumer will barely wear. The life cycle of clothing is dramatically
shortened: the average number of wears is 36 percent lower than 15 years ago (Tvar-
dzik, 2018).

The philosophy of the so-called slow fashion talks about fashion that can afford to
ignore trends. It is an initiative that prioritizes quality over quantity (LeZovicova, 2019).
It includes, on the one hand, slow production but also conscious consumption.

Slow fashion versus fast fashion recognizes a different concept of clothing produc-
tion and use. Slow fashion is characterized by words such as awareness, diversity and
balance. Slow fashion production does not abuse human labour or nature, products have
a longer lifespan and are used for a longer time period compared to fast fashion clothing
(Fletcher, 2007). According to Clark (2008), the movement does not aim to slow down
fashion production, but rather to incorporate a holistic view of the issue. The emphasis
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is mainly on the use of local materials, transparent production and quality products used
for a longer time period.

The authors Jung and Jin (2014) defined five dimensions of slow fashion. The first
dimension is equality and justice, especially in the area of fair remuneration of workers
and the overall improvement of working conditions. Another dimension is authenticity,
which recognizes the quality, traditional techniques and crafts that make the product
unique. Functionality as the third dimension focuses on the maximum use, usefulness
and versatility of the purchased product. Another dimension is the emphasis on locality
in the form of support for local producers using local raw materials in the production.
The last dimension is exclusivity, which aims at unique pieces of clothing with which
consumers express their personality. By exclusivity, we can also understand the joy and
pleasure of fashion, which are associated with responsibility and awareness. An im-
portant aspect of slow fashion is the connection between producer and consumer. Not
only can the consumer support a particular manufacturer, but he can also be a co-
creator of his clothing (Cataldi, 2010).

In the process of slow fashion, the main subjects are consumers, who should lean
towards quality instead of quantity and not be subject to fashion trends when choosing
clothes, but to create their own style. Fashion designers also play an important role,
according to Johansson (2010) to design clothes that arouse emotions in people. At the
same time, it is important to be aware of the environmental and social consequences of
production. Produce locally, thus preserving local traditions, practices and materials.
Produce in small quantities and thus preserve diversity in fashion. Use less stressful
materials and those that do not require washing at high temperatures (Jezkova, 2016).

More environmental and socially friendly, so-called sustainable fashion is currently
referred in various terms: eco-fashion, ethical fashion, or slow fashion (Figure 1). We
use ecofashion in professional terminology, where it emphasizes the quality of materials.
These should be produced with minimal impact on the environment. These are mainly
natural materials from organic production. Ethical fashion involves the same strategy as
eco-fashion, but at the same time integrates social issues into its approach. This con-
cerns not only the working conditions of employees working in all parts of the production
chain, but also the health of consumers. None of these categories, unlike slow fashion,
deals with the role of the consumer in the fashion system. Slow fashion coordinates all
components, from fashion designers, through material suppliers, producers, distributors,
to end customers.
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Fig. 1 Categories of sustainable fashion

Ethical fashion

Slow
fashion

Source: Modified by Salcedo, E. 2014, pp. 32

2.2 Environmental and socio-economic impacts of the fashion industry

The fashion industry contains a wide range of processes from obtaining the primary
raw material to the final product. It is currently one of the most polluting industries in
the world, as it covers the production of materials, their dyeing, sewing, the effects of
wearing clothes, and the problems associated with disposing of them.

According to the French Ministry of the Environment, the textile industry is respon-
sible for six percent of greenhouse gases, 10 to 20 percent of pesticides consumed and
one fifth of water polluted during any industrial production (Radacicova, 2020). The
clothing releases half a million tonnes of microfibers a year into the seas and oceans,
equivalent to more than 50 million plastic bottles. The fashion industry produces more
carbon dioxide emissions than international flights and shipping together. Unless devel-
opments change, emissions from this sector are projected to increase by up to 60% by
2030. Ultimately, this will also affect the climate change and global warming (McFall-
Johnsen, 2019).

From an ecological point of view, the growing amount of textile waste is also a
huge problem. It is more advantageous for consumers to buy a new piece of clothing
than to repair a damaged one. Frequent changes in fashion trends are also one of the
reasons for fast removal of clothing.

Garment production is one of the most complex industries in terms of number of
inputs and production steps. For example, making one pair of jeans requires hundreds
of gallons of water, pesticides, cleaners, and thousands of miles of travel before the
clothes get into the store. Cotton is usually produced in India; fibre spinning takes place
in China. Jeans can be sewn and washed in Guatemala according to Italian design. The
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zipper can come from Germany, the buttons from Great Britain and labels from the USA.
Thus, one pair of jeans can "travel" up to 65,000 kilometres until it reaches Europe. And
all this without taking in mind the production of chemicals used for cleaning, bleaching
and dyeing.

The fashion industry thus not only has environmental impacts, but also f social and
economic impacts. Most clothing is produced in countries with the cheapest labour and
low or no standards in terms of working conditions, safety and environmental standards.
As the use of protective clothing is not common in third countries, health problems are
often associated with the performance of work. And not only by manual work but also
by breathing in fumes. In addition, work in these countries is underestimated and em-
ployees often have to wait several months for pay, forcing them to stay in the factory
longer even in inhumane conditions and continuous working.
Following the collapse of the Rana Plaza textile factory building in Dhaka, Bangladesh,
in 2013, where more than 1,100 employees lost their lives, consumers became more
interested in where their clothes were made (Westervelt, 2015). This tragedy has high-
lighted the indecent conditions of people working on the orders of large textile compa-
nies. The event revealed the state of the fashion industry and why it needs change.

More than 98% of people working in the fashion industry do not earn a living wage
(Thomas, 2019). Over the last few years, the clothing industry has begun to gradually
move from China to other, cheaper countries. Today, China pays workers more, factories
provide better working conditions. A large percentage of them already comply with laws
and standards. Production is therefore moved to Bangladesh, Cambodia or Africa to
maintain high profits (Luptdkova — Males — Csefalvayova, 2020).

2.3 Circular fashion

All the above facts about the negative environmental impact of the textile and
clothing industry are the reasons for accelerated systemic change. If a functioning cir-
cular system could be created in this area, it would bring new economic opportunities.

The linear direction in the consumer clothing chain progresses from the primary
non-recycled raw materials from which clothing is made, through its use to the end in a
landfill or incinerator. By incorporating some green strategies, we can begin to consider
the so-called circular fashion. The essence of the circular fashion lies in the creation of
products adapted for re-use, reparations, transformation to recycling or complete bio-
degradation. Circular Fashion Agency (2016) defines 15 basic principles of circular fash-
ion: 1) to design clothing so that it is not only the object of momentary use and subse-
quent disposal, 2) resistance of clothing, 3) biodegradability, 4) recyclability, 5) use of
local materials and local producers, 6) without toxic substances, 7) energy efficiency in
production, 8) renewable resources, 9) production ethics, 10) customer service, 11) re-
use, recycling and composting, 12) cooperation, 13) pay attention to the appropriate
way of washing and maintenance, 14) sharing, 15) preference for quality over quantity.

The main goal of circular fashion is to extend the lifespan of clothing and materials.
The basic strategies of circular fashion currently include (Luptdkova - Males - Csefal-
vayova):

33



Studia commercialia Bratislavensia Cislo/No.: 45 (3/2020); Rot./Vol.: 13

changes in design and materials,

improvement of consumers' purchasing decisions,
extension of the product usage

efficient collection for reuse, repair and upcycling,
improvement in sorting and recycling.

WLooNOWU

1) Change of design

According to the principles of circular design, products should be durable, timeless,
allowing consumers the opportunity to repair, quilting and reshaping. The most im-
portant principle of circular design is good recyclability of the product.

Recycling is technological processing into the form of fibres of lower quality than
the original textile before processing. A prerequisite for efficient textile recycling is the
production of products from single-species materials. Mixed materials are still problem-
atic for efficient recycling.

2) Improvement of consumers' purchasing decisions

Consumers decide what they buy, what impact it will have on the environment and
the climate. It is therefore important to raise their awareness and offer them clear in-
formation and tools to guide them to make responsible purchasing decisions.

Consumer awareness is especially increased by education, the content of which is
the issue of fashion industry, in the form of online campaigns, lectures and public dis-
cussions.

3) Extension of the product usage

Longer lifespan of textiles and clothing in circulation is key in the context of sys-
temic change. It would significantly increase resource efficiency (Ellen MacArthur Foun-
dation, 2017).

One way to prolong the usage of things is to use the capsule wardrobe philosophy
and slow fashion. Creating a capsule wardrobe is an effective way to wear clothes. Its
principle speaks of a limited number of pieces of clothing (around 20 - 40), which are
easily combined with each other due to their timelessness, cut or colour. It is also rec-
ommended to prioritize quality products that last a long time.

Slow fashion is about voluntary modesty, about rejecting everything unnecessary
and about realizing meaningful values. Despite the higher prices for individual pieces,
the consumer can save money, time and the environment with this approach.

In Slovakia, too, consumers are already beginning to follow the principles of sus-
tainable fashion and declare that their shopping behaviour is influenced by a sustainable
approach to nature. This is also confirmed by the results of a marketing survey focused
on the issue of slow fashion and sustainable shopping (Graph 1). We carried out the
primary survey in question using the standardized survey method in April and May of
2020. We carried out the survey using a questionnaire, which we distributed electroni-
cally. Overall, 214 respondents took part in the survey, of which 149 were women
(69,6%) and 65 men (30,4%).
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Graph 1 How the trend of sustainability affects shopping
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The results of the survey also showed that there is a growing interest in purchasing
sustainable fashion in Slovakia, but there is a lack of basic understanding of the concept
of sustainable fashion, as well as which fashion brands are sustainable. For example,
more than half of respondents (50.2%) do not know the concept of slow fashion and
only 13.4% of respondents know which stores offer products from sustainable brands.
There is also a growing interest in buying Slovak local fashion, but the barrier is the fact
that people do not know where to buy this kind of fashion.

4) Efficient collection for reuse, repair and upcycling

Ensuring collection points for unwanted clothing is an important step in prolonging
the use of clothing and textiles. Some companies have started collecting used clothing
of various brands in their stores, from where it goes, for example, for recycling purposes
or to charitable second-hand for sale.

Second-hands are sought by consumers who want to save money or are looking
for something else that is not normally offered in clothing stores. Customers who want
to reduce the impact of their consumption on the environment also find an opportunity
here. In addition to the traditional ones, luxury, children's and internet second-hand are
also sought after today.

Company GlobalData found that in 2018, 56 million women worldwide bought sec-
ond-hand products, an increase of 12 million new customers over the previous year.
Interest in second-hand shopping is also growing in Slovakia; the largest companies
include four companies: Textile House, Humana, Kilovka and Genesis (Rynik, 2019).
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Another suitable choice for increasing material efficiency is upcycling, i.e. the con-
version of waste into new products with higher value and quality, as well as the repair
of damaged items. Several brands come up with the concept of upcycling in fashion, i.e.
with the transformation of unnecessary or old clothes, which they transform into mod-
ern, re-wearable pieces.

5) Improvement in sorting and recycling

Even if all the above approaches are applied in the field of circular fashion, there
will always be a share of waste that will need to be recycled. Current materials and
product design methods do not comply with the principles of simple and efficient mate-
rial recycling. According to the "Pulse of the Fashion Industry Report 2017" study (The
Global Fashion Agenda & Boston Consulting Group, 2017) only 10 percent of clothing
worldwide is recycled.

At present, almost all input material in the recycling process loses the quality of
textile fibres, and therefore it is no longer possible to produce new textiles from it
(downcycling). However, processors who can recycle fibres more efficiently are also
starting to appear on the market. Recycling textile waste into new fibres without loss of
quality is essential for creation of a closed cycle.

Conclusion

The current fashion paradigm is to see fashion as cheaply produced items available
to a wide range of consumers. Such cheap clothing brings the exploitation of workers
and poor working conditions, the suffering of large numbers of animals, the accumula-
tion of waste in landfills and in the wild, the release of pollutants into the environment,
or the production of greenhouse gases associated with climate change.

The opposite of cheap, fast fashion is slow or sustainable fashion. The characteristic
features of slow fashion include timelessness, long use of clothing, as well as "rescue"
of old clothing in the form of upcycling. The purpose of the slow fashion is to minimize
the generation of textile waste and reduce the demands on production resources. In
recent years, many fashion brands have been introducing products from sustainable
sources as part of their marketing.

All the negative environmental and social impacts of the fashion industry are a
serious reason for accelerated systemic change. The radical change is the transition to
a circular economy, a system in which textiles and clothing are kept in the highest quality
throughout their life cycle and then put back into circulation.

Many studies, analyses and practical examples already show how to create a func-
tional circular system. Specific approaches and proposals mainly concern product design
changes, improvements in the processing and production phase, improved consumer
purchasing decisions, extended product use, efficient collection for reuse and repair of
clothing, as well as improvement in textile sorting and recycling.
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Aktualny stav elektromobility v Slovenskej republike !
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Current state of electromobility in the Slovak Republic

Abstract

The paper deals with the evaluation of the current state of electromobility in the Slovak
Republic. In terms of content, it deals with SWOT analysis of the current state, electric
cars available on the Slovak market, the situation in individual Slovak cities in the devel-
opment of e-mobility, projects for the development of electromobility, action plan to
support electromobility in the Slovak Republic and its measures, which are based on the
list of measures and at the level of the measures in force. The paper is also the initial
output of the VEGA project - Attitudes of consumers in relation to electromobility in the
car market in the Slovak Republic.
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Uvod

Existuje vela pricin, preco je elektrifikacia poslednou dobou vel'mi aktualnou témou.
Je to primarne preto, lebo elektrické vozidla st omnoho efektivnejSie ako vozidla na
konvencny pohon, znizuju zavislost’ od fosilnych paliv a vyZaduji omnoho menej potreb-
nej Udrzby. Medzi elektrickym pohonom a spal'ovacim motorom su urcité rozdiely. Prva
alebo jedna odlisnost’ spociva v tom, ze elektrické vozidla nemaji motor ani prevodovku,
¢o mu dodava vacsi kratiaci moment aj pri nizsich otackach. Na samotny prejazd nepo-
trebuju palivo, ale maju zabudovanu batériu, ktora sa musi neustale nabijat’. Elektromo-
bil bol skonstruovany aj preto, aby bol odliSny od konvencnych vozidiel nielen vzhladom,
technoldgiou, pohonom, ale najma preto, aby sa vozidla stali kompatibilné v ekosystéme.
Najvacsim problémom sucasnej doby je znecistenie Zivotného prostredia (Steinhauser,
D.; Cukanova, M., 2016). Samotné elektrické vozidla su velmi dolezité pre zlepSenie
tejto alarmujlcej situacie a tak sa podiel'aju na plneni globalnych ciel'ov v oblasti rieSenia
klimatickych zmien. Environmentalne vozidla vyprodukuji omnoho niZSie emisie poCas
svojej Zivotnosti ako tradi¢né vozidla s motorom. UZ len tymto elektromobilita splfa
jednu z najdolezitejSich vyziev v si¢asnom obdobi a tym je zniZenie oxidu uhli¢itého v
ovzdusi.

! Prispevok vznikol v rAmci rieSenia grantového projektu VEGA €. 1/0046/20 ,Postoj spotrebitel'ov vo vztahu
k elektromobilite na trhu automobilov v Slovenskej republike®.

2 Ing. Rdbert Rehdk, PhD., Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra marketingu, Dol-
nozemska cesta 1, 852 35 Bratislava, e-mail: robert.rehak@euba.sk

38



Studia commercialia Bratislavensia Cislo/No.: 45 (3/2020); Rot./Vol.: 13

1 Metodika prace

V priebehu pisania prispevku boli vyuzité vedecké metddy, medzi ktoré patrili pre-
dovsetkym metdda abstrakcie, konkretizacie, analyzy, syntézy, dedukcie, komparacie,
vyhodnotenie ziskanych informacii. Tieto boli vyuzité pri spracovani primarnych vysled-
kov z VEGA 1/0380/17 — Ekonomicka efektivnost’ elektromobility v logistike a pri spra-
covani sekundarnych poznatkov aktualneho stavu elektromobility v Slovenskej repub-
like.

2 Vysledky a diskusia

Krajiny V4 maju trhovy podiel ekologickych vozidiel pod eurdpsky priemer. Auto-
mobilovy priemysel na Slovensku predstavuje 13% hrubého domaceho produktu (HDP),
vySka celkovej priemyselnej produkcie je 49,5% a podiel na exporte je 46,6%. Auto-
mobilky na Slovensku vyrobili 1,1 milidona aut v roku 2019. Slovensko sa oznacuje za
lidra v produkcii automobilov na obyvatela. Postupom rokov, by to malo znamenat, ze
rozvoj elektromobility sa rapidne zvysi aj vd'aka automobilovému priemyslu na Slovensku
(TASR, 2020). Zaciatkom roku 2019 sa eviduje na Uzemi Slovenska v kategorii osobnych
vozidiel M1 951 elektromobilov pohananych Cisto na elektricki energiu a 619 plug-in
hybridnych vozidiel. Tento pocet elektrifikovanych vozidiel vyrazne ovplyvnila priama
podpora zo strany Statu z roku 2016. Projekt vlady z roku 2016 a 2019 plnil rovnaku
funkciu a jej cielom bolo poskytnut’ financny prispevok industrialnej spolo¢nosti pri kiipe
a registracii vozidiel na elektricky pohon. Pocet elektromobilov narastol na Slovensku
pomocou poskytnutia opatrenia priamej podpory. Znamena to, Ze zavedenie podpory
malo pozitivny dopad pre rozvoj elektromobility. Pocet elektromobilov sa v priebehu nie-
kol’kych mesiacov zvysil na SR a oCakava sa eSte ovel'a vyssi poCet z dovodu spustenia
priamej podpory na konci roku 2019.

V slvislosti s elektromobilitou je obrovskou témou infrastruktira nabijacich stanic
na Slovensku. Stanice su predovsetkym k dispozicii v hypermarketoch, ¢erpacich stani-
ciach a roznych biznis centrach. Spoloc¢nosti Billa a Lidl uz maju na niektorych miestach
svoje nabijacie stanice a je len otazkou Casu, kedy bude beZné nabijat’ elektrické vozidlo
na parkovisku, pocas nakupovania majitel'a elektromobilu. Na Slovensku vybudovali siet
nabijacich stanic spolocnosti:

ZSE Drive,

VSE - Innogy,

GreenWay,

ABB,

Schneider Electric,

SEAK energetics,

Elmark Plus,

Slovenskeé elektrarne (SE/Enel)
Tesla Supercharger.
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Najviac nabijacich stanic vybudovali spolo¢nosti GreenWay, elektrarne a spoloc-
nosti zodpovedné za distribuciu elektrickej energie. Infrastruktira na Slovensku nie je
stopercentna, pretoze v niektorych Castiach krajiny nabijacie stanice chybaju, ale v po-
rovnani s poctom elektrickych vozidiel je siet’ stanic na dobrej Urovni. Enormny narast
poctu nabijacich stanic je o¢akavany v pomerne kratkej buddcnosti.

SWOT analyza

Termin SWOT analyza sa univerzalne vyuZiva pre komplexnu analyzu silnych a sla-
bych stranok, prilezitosti a ohrozeni tykajlcich sa vopred urcenej oblasti. V tejto SWOT
analyze sa posudzovali atriblty vo vzt'ahu k elektromobilite na Gzemi Slovenska. Analyza
je nastrojom, ktory sa pouziva na vyhodnotenie sticasného stavu elektromobility. Nacr-
tava moznost’ budlceho vyvoja situacie a jej vyuzitie. SW analyza, alebo analyza silnych
a slabych stranok, predstavuje vnutorny stav krajiny v danej oblasti. Na vonkajsie pro-
stredie a jeho sugestivitu sa zameriavaju prileZitosti a hrozby (OT analyza). SWOT ana-
lyza je v podstate kombinacia SW analyzy a OT analyzy. Analyza nacrtava moznosti bu-
ddceho vyvoja. Ciel'om tejto analyzy je postudenie vnutornych predpokladov Uzemia Slo-
venska pre uskutocnenie zameru rozvoja elektromobility a sticasne podrobenie rozboru
vonkajsich prilezitosti a obmedzeni uréovanych trhom. V tabul'ke ¢.1 je uvedena SWOT
analyza pre prilezitost’ rozvoja elektromobility na Slovensku.

Tab. 1 SWOT analyza prileZitosti rozvoja elektromobility na SR

- silné postavenie automobilového priemyslu v narodnom hospodarstve a roz-
vinuta siet’ dodavatel'ov pre automobilové spolocnosti,

- silné postavenie elektrotechnického priemyslu v narodnom hospodarstve,

Silné stranky - dostupnost’ odbornikov v technickych odboroch, vratane informatiky a tele-
komunikacie (IT),

- relativne nizka cena prace v porovnani s inymi trhmi,

- akény plan pre rozvoj elektromobility v SR, vhodny energeticky mix.

- nizke vydavky na vyskum a vyvoj,

- zaostavanie za okolitymi krajinami, okolité krajiny - najma Rakusko a
Ceska republika, zacali podporovat’ elektromobilitu v niekol’korocnom

Slabé stranky predstihu,

- harmonizécia noriem a Standardov,

- nedostatocCna infrastruktira nabijacich stanic, nizka citlivost’ indus-
tridlnej spolocnosti na osvojenie environmentalnych rieseni.

- zZnizenie zavislosti na rope,

- zniZenie emisii a znecistenia Zivotného prostredia z koncentracie do-
pravy nové kvalifikované pracovné miesta,

Prilezitosti - rozvoj vyskumnej zakladne,

- inovacny impulz pre automobilové spolocnosti a ich dodavatel'ov,

- tvorba novych inovativnych obchodnych modelov a sluZzieb,

- vyuzitie smart grids — inteligentné energetické siete

- neefektivne vynaloZené investicie na rozvoj elektromobility,

- zaostavanie za konkurencnymi krajinami,

Hrozby - nizky zaujem o pracovné miesta,

- zrychl'ujica sa technologicka zmena,

- nedostacCujlice pokrytie elektrickej energie.

Zdroj: MH SR, 2013
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Elektromobily dostupné na slovenskom trhu

Ekologické vozidla su z roka na rok popularnejSie doma i v zahraniéi. Pravidelne
narasta zaujem aj zo strany samotnych zakaznikov, kedZe narasta pocet druhov elek-
tromobilov, zlepSuje sa dostupnost, ale aj technologické pokroky samotnych vyrobcov.
Europske krajiny, ako aj krajiny tretieho sveta sa predovSetkym snazia prispiet’ k ekolo-
gickej doprave. Ich snahou je znizit' emisie, ktoré vyprodukuju konvencéné vozidla. Ve-
rejnost’ si stale kladie otazku, i si vybrat’ vozidlo so spalovacim motorom alebo radsej
investovat’ do elektrického vozidla. Pre tato dilemu ich stavia fakt, Ze elektromobil je
financne narocnejsi na obstaranie, avSak cenovy strop neznamena nedostupnost’ vy-
beru. Takmer vsetky automobilky zacinaju investovat' financné prostriedky do vyroby
elektrickych vozidiel a tento krok spdsobil zniZenie cien a cenovu dostupnost’ pre bez-
nych l'udi (Zencevald, P. 2019). Na slovenskom trhu sa ponukaju desiatky elektromobi-
lov, ktoré su pristupné v roznych cenovych kategdriach, od najnizSej po najvyssiu.

Tab. 2 Elektrické vozidla dostupné na slovenskom trhu.

Elektromobily Cena Vykon Dojazd

Audi e-tron od 81.400 € 265 kW 417 km (WLTP)
BMW i3 (120 Ah) Od 38.950 € 125 kW 308 km (WLTP)
BMW i3s (120 Ah) 0Od 42.600 € 135 kW 284 km (WLTP)
Citroén C-ZERO Od 26.990 € 49 kW 150 km (WLTP)
Hyundai IONIQ Electric Od 35.990 € 100 kW 311 km (WLTP)
Hyundai KONA Electric Od 35.890 € 100 kW 327 km (WLTP)
Hyundai KONA Electric 0Od 39.890 € 150 kW 449 km (WLTP)
Jaguar I-Pace 2020 Od 78.969 € 299 kw 470 km (WLTP)
Kia Soul EV Od 30.580 € 81 kW 250 km (WLTP)
Kia e-Soul Od 35.690 € 100 kW 452 km (WLTP)
Kia e-Niro Od 42.580 € 150 kW 455 km (WLTP)
Mercedes-Benz EQC Od 76.800 € 300 kW 316 km (WLTP)
NISSAN LEAF 0d 36.130 € 110 kW 270 km (WLTP)
NISSAN LEAF e+ 0Od 43.930 € 160 kW 385 km (WLTP)
Peugeot e-208 Od 28.990 € 100 kW 340 km (WLTP)
Renault ZOE Z.E. 40 Od 31.300 € 68-80 kW 395 km (WLTP)
Smart EQ fortwo Od 22.139 € 60 kW 155 km (NEDC)
Smart EQ fortwo cabrio Od 25.425 € 60 kW 153 km (NEDC)
Smart EQ forfour Od 22.805 € 60 kW 150 km (NEDC)
SKODA CITIGOe iV Od 17.590 € 61 kW 265 km (WLTP)
VW e-Golf Od 27.990 € 100 kW 231 km (WLTP)
VW e-Up 0Od 17.970 € 61 kW 260 km (WLTP)

Zdroj: Zwingerova, P., 2020

V tabul'ke €. 2 je zameranie na cenovo dostupné elektrické vozidla, ktorych obsta-
ravacia cena neprekroci 36.000 eur. SU to vozidla, ktoré su v tabul'ke zvyraznené zelenou
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farbou. Ide o zaujimavé modely, ktoré spifiaji kritéria technologického pokroku, ale
v porovnani s produktmi luxusnych automobilovych spolocnosti si ich moze dovolit’ SirSia
verejnost’. Obstaravacia cena tychto vozidiel sa este znizi odratanim priamej dopravy,
zlavy od vyrobcov. Podnikatel'ské subjekty, ktoré su platcami DPH, si m6zu odratat’ dan
z pridanej hodnoty. Citroén C-Zero je idedlnym mestskym vozidlom odhliadnuc od situ-
acie na slovenskych cestach. Nenarocni vodici ocenia na tomto vozidle jednoduchost’,
rozmery vozidla a postacujuci dojazd 150 km. Vozidla Kia Soul EV a Renault ZOE Z.E 40
patria medzi zastupcov triedy malych aut. Kia prekvapila najméa svojim dizajnom a slus-
nym dojazdom, Co v praxi predstavuje priblizne 50 km. Velkym lakadlom pre verejnost’
je Renault, lebo garantuje dojazd az 300 km v realnych podmienkach, o pre elektrické
vozidlo je vel’ké Cislo. Za novinku sa mbZe povazovat’ Skoda CITIGOe lv, ktoré je svojim
vykonom, dojazdom a cenou porovnatel'né s VW e-Up. Medzi najdostupnejsie elektrické
vozidla na Slovensku patri aj Hyundai Ioniq. Toto vozidlo zaujalo aj na Slovensku, aj vo
svete svojimi prednostami a kritériami, ktoré sa ocakavaju pri vozidlach s obstaravacou
cenou vo vyske priblizne 36.000 eur. Vozidlo disponuje bohatou vybavou, vykonom, di-
zajnom a r6znymi funkciami, ktoré mnohokrat chybaju v luxusnych vozidlach. Najpreda-
vanejsim elektrickym vozidlom na Uzemi Slovenska a v Eurdpe je Nissan Leaf. Vozidlo je
praktické, pomerne velké, ma postacujlci dojazd a ma prijatelnd obstaravaciu cenu.
Obchodna bilancia Nissanu LEAF je 450.000 predanych kusov na celom svete (PlieSov-
sky, R., 2020).

Situacia v jednotlivych slovenskych mestach v rozvoji e-mobility

Prikladom vo vyuzivani ekologickych vozidiel sa snaZia ist’ aj mesta na Slovensku.
Samospravy nakupuji nové elektromobily a vybudovavaju nové nabijacie stanice. Elek-
trické vozidla su plne vyuzivané zamestnancami mestskych Uradov. Efektivne Setria emi-
sie a dojazd vozidiel je dostatoCny na vybavenie mestskych zaleZitosti. Samospravy sa
snazia kupou elektromobilov znizit' aj prevadzkové naklady. ,Ministerstvo hospodarstva
chce vyznamne prispiet’ k razantnejSiemu rozsireniu elektromobility. Slovensko je auto-
mobilova vel'moc a automobilky postupne prechadzaju na vyrobu elektromobilov. Pod-
pora vystavby siete nabijacich stanic je preto k'iCova na rozsirenie elektromobilov,"
zd6raznil Ziga Samospravy maju taky velky zaujem o rozvoj elektromobility, Ze v roku
2020 spustia druhé kolo dotacii na vybudovanie nabijacich stanic pre elektrické vozidla.
Ministerstvo chce upravit’ podmienky samospravam tak, aby boli jednoduchSie v ramci
rozhodovania sa a, aby mali jednoduchsi pristup k finanénym prostriedkom. Peter Ziga
uviedol ,Jedna nabijacka pre mesto a obec stoji pattisic eur. Ministerstvo obciam po-
nukne dotaciu v tejto vyske s tym, Ze obec zabezpedi pozemok a prevadzku" (Zuffa, R.,
2019).

Koncept Smart City vyuZiva naplno mesto Nitra a zastava funkciu celoslovenského
lidra vo vyuZivani elektromobility. Mesto ziskalo v roku 2019 certifikdt mestského lidra
za svoj iniciativny pristup k smart rieSeniam. Nitra zrealizovala moderné projekty pre
rozvoj Smart city. Mesto ma v plane vyuZivat’ verejné sluzby pomocou najnovsich tech-
noldgii, modernizovat’ technické zariadenia a riesSit’ problémy tykajlce sa parkovania
a dopravy. Mesto Nitra je Specifické nielen ekologickou verejnou dopravou, ale aj rozsi-
renim vozového parku o elektrické vozidla, ktoré st uréené pre Urad, mestski policiu
a stredisko mestskych sluZieb. Mesto ma viziu a budicnost’ vo vyuZivani elektrickych
vozidiel v modernej doprave (Smart City Nitra, 2020).
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Bratislavsky samospravny kraj sa stal Uspesnym Ziadatelom o dotaciu na elektrické
vozidla. Mesto Bratislava o dotaciu poziadalo Ministerstvo zZivotného prostredia SR
v ramci environmentalneho fondu. Bratislava sa m6ze sa pochvalit’ najlepsie vybudova-
nou infrastrukturou nabijacich stanic pre elektrické vozidla, ale je to pochopitel'né, pre-
toze ide o hlavné mesto Slovenska. Aj napriek tomu, je vSak nutné neustdle budovat’
nové nabijacie stanice, pretoze kazdym rokom narastd pocet elektromobilov v meste.
V Bratislave si novovybudované ultrarychle nabijacie stanice s vykonom 350 kW, o v
prepocCte znamena 400 km dojazd za 15 minGt nabijania. AvSak, doposial’ Ziadne elek-
trické vozidlo na slovenskom trhu nedokaze naplno vyuzit' toto nabitie (Kalman, P.,
2019).

Do krajskych miest, ktoré sa snazia rozvijat’ elektromobilitu, patri aj Brezno. Mesto
si zaobstaralo elektrické mestské vozidlo, ktoré bude vyuzivat' radnica. Trnavska samo-
sprava tiez rozsirila svoj vozovy park o 3 elektrické vozidla. Zvyseny dopyt po elektric-
kych vozidlach zaznamenalo mesto Vysoké Tatry, pre vysoky dopyt ma v plane vybudo-
vat’ nové nabijacie stanice v Starom a Novom Smokovci a v Tatranskej Lomnici. Mesto
Topol'¢any vlastni jeden elektromobil. Viziou mesta je zmena z konvencénej hromadnej
dopravy na ekologick(l hromadn( dopravu. Finanénd podporu od Statu na elektrické vo-
zidlo vyuZilo aj mesto Fil'akovo, ktoré bude slUZit’ pre mestské Skoly a drad. Elektromobily
vlastni uz aj mesto Sal'a a vyuziva ich mestska policia. Aj mestska policia v Martine vyu-
Ziva elektrické vozidlo. Krajské samospravy sa pokusaji riesit’ siCasné environmentalne
problémy a snazia sa ist’ v ekologickej modernizacii prikladom. Prechod z konvencnych
vozidiel na ekologické vozidla je nevyhnutny, ale tieZ je potrebné dobudovat’ infrastruk-
tdru nabijacich stanic na celom Slovensku (HI6Ska, R., 2019).

Projekty pre rozvoj elektromobility

Medzi najznamejsie slovenské projekty pre rozvoj elektromobility patria, okrem
Statnej podpory, Slovak electric vehicle association (SEVA), GreenWay, ZSE drive, ACON
Smart Grids a Up!City Bratislava. Ministerstvo hospodarstva SR schvalilo dokument
»Akeny plan rozvoja elektromobility", ktory hovori o priamej podpore zo strany Statu pri
obstarani vozidla na elektricky pohon. Dotacia sa poskytuje len na nové vozidla s alter-
nativnym pohonom. Pod pojmom pohon sa mysli len skvapalneny zemny plyn, biopaliva
a elektricka energia. Zakon Ministerstva hospodarstva SR nadobudol Gcinnost’ v oktdbri
2019 (Krnacova, P., 2013). Vsetky informacie o priamej podpore sa nachadzaju v kapi-
tole Akény plan rozvoja elektromobility SR, v Casti kontinuita priamej podpory na pou-
Zivanie nizkoemisnych vozidiel.

Slovenska asociacia pre elektromobilitu (SEVA) bola zaloZena v roku 2012 v Brati-
slave a jej Ulohou je podpora rozvoja dopravy a infrastruktdry pre vozidla s alternativ-
nym pohonom. Hlavnou myslienkou asocidcie bolo vytvorenie platforiem pre komunika-
ciu a spolupracu s verejnou spravou, vzdeldvacimi institiiciami, podnikatel'skymi sub-
jektmi a zahrani¢nymi partnermi. SEVA pripravuje potrebné dokumenty, projekty a le-
gislativu pre rozvoj elektromobility. Laickej a odbornej verejnosti poskytuje informacie
o seminaroch, Skoleniach a konferenciach pomocou odbornych posudkov a studii. Aso-
ciacia organizuje podujatia aj pre verejnost: eRoadshow Bratislava, eRally Bratislava
a Bratislavsky zraz elektromobilov. Aktivity pre podporu rozvoja elektromobility poskyto-
vané Slovenskou asociaciou pre elektromobilitu (SEVA, 2020):
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e advokacia a popularizacia elektromobility a jej pozitivnych dopadov a perspek-
tiv pre koncovych uzivatel'ov, firmy, Statny a verejny sektor,

e iniciacia a podpora tvorby legislativy potrebnej na rozvoj elektromobility na na-
rodnej a regionalnej Urovni,

e koordinacia aktivit svojich Clenov a partnerov v oblasti rozvojovych projektov
(napr. vystavba nabijacich stanic),

e vytvaranie platformy pre spolupracu medzi verejnou spravou, vzdelavacimi in-
Stiticiami, podnikatel'skymi subjektmi a zahrani¢nymi partnermi,

e podpora vznikajuceho trhu a konkurencného prostredia odvetvia elektromobi-
lity,

e zastupovanie zaujmov odvetvia elektromobility v prostredi SR.

GreenWay spolupracuje s Vykonnou Agentirou pre Inovacie a Sietou (INEA) Eu-
ropskej komisie na dvoch délezitych projektoch. Cielom projektov je minimalizovat’ za-
vislost' na rope, obmedzit’ Skodlivé dopady dopravy na zivotné prostredie a zabezpecit’
majitelom elektrickych vozidiel jazdy na dlh( vzdialenost’ po strednej Eurdpe. Prvym
projektom je NCE-FastEVNet, ktorého cielom je podpora pouzivania elektrickych vozidiel
predovsetkym na Slovensku, Pol'sku a v dalSich krajinach. Vysledkom projektu bude
prepojenie sieti nabijacich stanic s ostatnymi krajinami EU. Ulohou projektu je zabezpe-
Cit' bezproblémové cestovanie na dlhSie vzdialenosti vybudovanim infrastruktary nabija-
cich stanic. Druhy projekt NCE-AdvancedEVNet sa zameriava na rozmiestnenie ultra-
rychlych nabijacich stanic s vykonom az do 350 kW. Projekty implementované spoloc-
nostou GreenWay si zamerané na (GreenWay, 2020):

e vytvorenie plne funkinej a integrovanej siete pre nabijanie elektrickych vozidiel
v Pol'sku a na Slovensku,
inStalacia zakladnej siete v oblastiach, kde momentalne chyba,
posilnenie infrastruktiry na miestach s vysokym dopytom po nabijani, kde st
existujuce nabijacky ¢asto obsadené,

e popularizacia réznych typov elektrickych vozidiel, a to vdaka nabijacim stani-
ciam, ktoré su vyuzitel'né pre akykol'vek model elektrického vozidla,

e znizenie emisii oxidu uhlicitého a zlepSenie stavu ovzdusia.

Elektromobilita uz nie je pre sti¢asn dobu vzdialenou budtcnost'ou. KI'i¢ovou zme-
nou a prilezitost'ou je rozsirené vyuzivanie elektrickej energie. Zapadoslovenska energe-
tika (ZSE) sa snazi podielat’ na rozvoji e-mobility a do budlcnosti planuje byt' lidrom
v tejto oblasti. ZSE drive sa podarilo vybudovat’ jednu z najvacsich sieti v infrastruktire
nabijacich stanic v Eurdpe. Spolocnost’ je sucast'ou skupiny E.ON distribucie, s ktorou
pracuje na spolocnych aktivitdch a projektoch v oblasti elektromobility. Vd'aka spolo¢-
nému projektu sa ZSE podarilo vybudovat' Siroku siet’ ZSE Drive. Ide o verejne dostupné
rychlonabijacie stanice, ktoré su nainStalované na Uzemi celého Slovenska. Okrem
dalSieho budovania rychlonabijacich stanic ZSE drive rozbieha projekt vybudovania
stredne rychlych nabijacich stanic, ktoré sa budu vyuzivat' pre zdiel'ané vozidla. ,,Ciel'om
je vytvorit’ infrastrukturny zéklad pre zdiel'anie elektrickych aut. Zatial’ sme v Stadiu hl'a-
dania a budovania nabijacich bodov, ktoré by mali ¢o najlepSie splfat’ pozadované vlast-
nosti. Pojde o stikromnu aktivitu, kde ale mesto musi byt partnerom, aby zadefinovalo
pravidla hry," povedal Radoslav Markus, Séf pre elektromobilitu ZSE (Kvasnak, L., 2019).

Projekt spolocnych zaujmov ACON Smart Grids sa zameriava na rozvoj inteligent-
nych sieti. Tento projekt vznikol na zaklade spoluprace Slovenskej a Ceskej republiky
prostrednictvom spolocnosti Zapadoslovenska distriblcia (ZSD) a E.ON distribucie. Ide
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o prvy projekt, ktory uspel v regione strednej a vychodnej Eurdpy zo vsetkych doteraj-
Sich projektov spolo¢ného zaujmu EU. Projekt sa sustred'uje na prvky inteligentnych
sieti, ktoré su nasadzované do distribucnych sustav. Pomocou smart technoldgii budu
nasadené nové inteligentné riadiace zat'azenia a komunikacné prvky, ktoré zabezpecia
lepSie prepojenie distribu¢nych sustav a v budiicom obdobi zaistia moznost’ SirSieho vy-
uzivania obnovitel'nych zdrojov. Vyuzivanim obnovitelnych zdrojov sa vyrazne znizia ne-
gativne dopady na Zivotné prostredie. (ACON Smart Grids, 2020).

JedineCnym projektom hlavného mesta Bratislavy je aj projekt up! City, pretoze
spaja samotny mobilitu, modernu technoldgiu a oddychové zony. Ide o vypozicanie si
elektromobilu, bicykla alebo elektrickej kolobezky na urcity ¢as. Na projekte spolupracuje
automobilova spolocnost’ Volkswagen Slovakia a Aliancia Stara trznica. V projekte iSlo
o prepojenie pohybu, relaxu a zabavy na jednom mieste (up!city, 2020).

Pre rozvoj elektromobility su velmi dolezité projekty, ale tiez su velmi podstatné aj
podujatia, ktoré sa na Slovensku organizuju za Uc¢elom poskytovania verejnosti blizSich
informacii o problematike a zvySovanie tejto oblasti do povedomia obyvatelstva.
Presne takymto podujatim sa stala prva vystava, ktord bola zamerana vylucne len na
elektromobily a plug-in hybridy a konala sa v januari 2020 v Bratislave. Salén Elektro-
mobilov 2020 predstavil elektrické vozidla a plug-in hybridy, ktoré su dostupné na slo-
venskom trhu. Okrem vozidiel mali navstevnici moznost’ ziskat' informacie od vyrobcov
a prevadzkovatel'ov nabijacich stanic a oboznamit’ sa so sti¢asnou situaciou infrastruk-
tdry nabijacich stanic. Sicast'ou saldonu bola vystava najnovsich elektrobicyklov, mope-
dov a motoriek. Na jednom mieste sa prezentovali modely elektromobilov a plug-in hyb-
ridov automobilovych spolocnosti Audi, BMW, Mercedes-Benz, Hyundai, Skoda auto,
Volvo, Tesla, KIA, Nissan, Volkswagen a iné. Navstevnikom pripravili odborné prednasky,
prezentacie najnovsich elektromobilov plug-in hybridov a panelové diskusie. Pozornost’
sa venovala aj mytom, a najma faktom o elektrickych vozidlach, ktoré su v sucasnosti
na vrchole rebricka sledovanosti na internete. Salén ponukal verejnosti testovacie jazdy
na vybranych elektrickych vozidlach. Stucast'ou vystavy bol aj zraz sucasnych majitelov
elektrickych vozidiel, ktory mohli poskytnut’ verejnosti svoj subjektivny nazor na elektro-
mobil.

2.1 Akcny plan podpory elektromobility SR

Ministerstvo hospodarstva Slovenskej republiky vnima stéle silnejlci trend elektric-
kych vozidiel. Preferencie spotrebitel'ov inklinuji k postupnému presunu od vyuzivania
a spotreby tradi¢nych fosilnych paliv k alternativnym, udrzatelnym a obnovitelnym
zdrojom energie. Z dévodu zmeny postoja spotrebitel'ov k fosilnym palivam predlozilo
Ministerstvo hospodarstva SR zaciatkom roka 2019 vlade SR ,Akény plan rozvoja elek-
tromobility v Slovenskej republike (d'alej len - Akény plan).

Akcny plan na zaciatku obsahoval 16 konkrétnych opatreni, ktoré mali zabezpecit’
zvySenie poctu elektrickych vozidiel v krajine. Tieto opatrenia by mali prispiet’ k tomu,
aby spotrebitelia vnimali elektrické vozidla ako bezproblémové, a to i s perspektivou
zrychlenia tempa rozvoja prislusnej infrastruktlry. Opatrenia v Akénom plane by mali
viest’ k motivacii kupit’ elektrické vozidlo. Opatrenia odrazaju ciele vyplyvajlice z nasle-
dujlcich strategickych dokumentov, vypracovanych Ministerstvom hospodarstva SR:
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Stratégia rozvoja elektromobility v Slovenskej republike a jej vplyv na narodné hospo-
darstvo Slovenskej republiky a Narodny politicky rdmec pre rozvoj trhu s alternativnymi
palivami. AkCny plan taktiez vychadza zo smernice Eurdpskeho parlamentu a Rady
2014/94/EU o zavadzani infrastruktiry pre alternativne paliva. Cielom je nielen zinten-
zivnit’ pocet elektromobilov na cestach Slovenskej republiky, ale aj neustale rozvijat’ po-
trebnd infrastruktiru a nutnost’ zabezpecit' financné zdroje do vyskumu a vyvoja kom-
ponentov do elektrickych vozidiel. Aj tieto kroky su potrebné na zlepSenie elektromobility
v SR. ,Slovensko je automobilova velmoc, elektromobilita je trendom v tomto odvetvi a
ak chceme zostat’ medzi lidrami, musime podporit’ toto nové smerovanie," zd6raznil by-
valy minister hospodarstva Peter Ziga. Sucastou Akéného planu je aj pokracovanie Us-
pesného projektu podpory kupy elektromobilov. ,Systém podpory by mal byt’ nastaveny
podobne ako pri pilotnom projekte, ktory rezort hospodarstva realizoval so Zvdazom au-
tomobilového priemyslu SR (ZAP SR). Aj touto cestou chceme povzbudit’ l'udi ku kape
tychto automobilov" uviedol minister (MH SR, 2019). Jednotlivé regidny na Slovensku sa
usiluji o podporu elektromobility. Vlada SR suhlasila s Akénym planom pre podporu a
rozvoj elektrickych vozidiel. Zo Sestnastich navrhovanych opatreni Ministerstva hospo-
darstva SR, vlada schvalila 15 konkrétnych opatreni, ktoré planuju zrealizovat’ do dvoch
rokov.

Identifikacia Akéného planu v nadvéaznosti na transpozi¢né dokumenty (Eurdpsky
parlament, 2014):

e Smernica Eurdpskeho parlamentu a Rady 2014/94/EU o zavadzani infradtruk-
tdry pre alternativne paliva,

e Narodna politika zavadzania infrastruktiry pre alternativne palivéd v podmien-
kach Slovenskej republiky,

e Narodny politicky rdmec pre rozvoj trhu s alternativnymi palivami,

e Stratégia rozvoja elektromobility v Slovenskej republike a jej vplyv na narodné
hospodarstvo Slovenskej republiky.

Zadavatel'om Ak¢Eného planu je Ministerstvo hospodarstva Slovenskej republiky.

Zoznam opatreni Akcného planu pre podporu elektromobility

Navrh Akéného planu podpory elektromobility na Slovensku obsahuje nesledujlce
opatrenia (MH SR, 2019):

Zahrnutie témy elektromobility do vSetkych relevantnych stratégii a politik Statu

Neustdle pozorovanie, prijimanie dokumentov, politik, stratégii a zabezpecenie
vSetkych potrebnych stanovisk, alebo odporucani v oblasti problematiky elektromobility.
Koordinatorom medzi jednotlivymi ministerstvami je Ministerstvo hospodarstva SR.
Vel'mi dolezitou nadvaznost'ou v tomto opatreni je legislativa Eurdpskej Unie.

Kontinuita priamej podpory na pouZivanie nizko emisnych vozidiel

Pre pozitivny rozvoj elektromobility je potrebna priama podpora zo strany Statu.
V priebehu obdobia november 2016 — jin 2018 prebiehal pilotny projekt ,Celostatna
podpora Ministerstva hospodarstva a Zvazu automobilového priemyslu Slovenskej re-
publiky (ZAP SR)" na pouZivanie nizkoemisnych vozidiel, ktoré nie st pohanané fosilnymi
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palivami. Tento pilotny projekt mal kladny dopad na rast predaja elektrickych vozidiel.
O tato podporu poziadalo 831 spotrebitel'ov. V roku 2017 bolo novo- registrovanych 617
elektrickych vozidiel. Ukoncenim priamej podpory sa predpokladalo znizovanie predaj-
nosti elektrickych vozidiel s negativnym dopadom pre Slovensko. Novy projekt, ktory
pripravilo Ministerstvo hospodarstva SR, ma moznost’ zachytit' novl generaciu vozidiel
(dojazd viac ako 400 km) a vyuzit' jej potencial. Europske krajiny a ich skisenosti vy-
zdvihuja Uspesnost’ vyuzivania podporného opatrenia. Podpora zo strany Statu je rozho-
dujdcou fazou na trhu s elektrickymi vozidlami. Opatrenie priamej podpory spociva
v tom, ze prispevky budu schvalené len vozidlam, ktoré su v sulade s platnou legislativou
EU. Smernica Eurdpskeho parlamentu a rady 2007/46/ES, zriad'uje vSetky typove schva-
lenia vozidiel, systémov, komponentov, materidlov a vSetkého o musia spifiat’ elektricke
vozidla. Uspesnou realizaciou bude narast poctu elektromobilov a plug-in hybridov.
Zdrojom financovania Ministerstva hospodarstva s predpokladanim kapitadlom 5 miliénov
eur.

Priama podpora pre elektromobily a plug-in hybridy

e Najviac do vysky 10 000 eur, ak ide o vozidla kategérie M1 a N1 (osobné a
nakladné vozidlo do 3,5 t),

e Y4 z celkovej obstaravacej ceny vozidla okrem vozidiel kategdrie M1 a N1,

e 35 % z celkovej obstaravacej ceny vozidla, ak Ziadatel’ sucasne vyradil z evi-
dencie vozidiel, vozidlo so spalovacim motorom starsim, ako 15 rokov a tato
dotéacia nebola ziadatel'ovi uz poskytnuta na iné vozidlo.

Prispevok na ekologické vozidlo moze ziskat' fyzicka osoba, pravnickd osoba, alebo
obec aj vyssi Uzemny celok. Jednoduchsie povedané, dotaciu mozno poskytnut’ beznému
obcanovi, samostatne zarobkovo ¢innej osobe, ako aj obchodnej spolo¢nosti. Pri obsta-
rani elektrického vozidla do vysky 50 000 eur Stat prispeje dotaciou najviac do vysky
8 000 eur pre plne elektrické vozidla a 5 000 eur pre plug-in hybridy. Priamu podporu
od Statu je mozné Ziadat' len na nové elektrické vozidla. Dotacie z roku 2017 neumoz-
novali finanén podporu pre vozidla, ktoré nemali autorizovanu predajiiu na Slovensku.
V Akénom plane rozvoja elektromobility sa zmenila nielen samotna vyska dotdcie, ale
zahfia aj moznost’ obstarania si nového vozidla zo zahranicia. Samotné obstaranie vo-
zidla zo zahranicia je cenovo obmedzené. Znamena to, Ze prispevok od Statu mozu dos-
tat’ aj vozidla znacky Tesla, ale len do vysky 50 000 eur. Elektromobil musi byt’ vo vlast-
nictve 2 roky a musi byt’ havarijné poistené. Dotaciu nie je mozné Ziadat' pre vozidla na
leasing, ani pre jazdené elektrické vozidla (MH SR, 2019).

Dlhodoby finanény mechanizmus na podporu rozvoja nabijacej infrastruktiry
Connecting Europe Facility — Nastroj na prepajanie Eurdpy (CEF) je financna
schéma, podla ktorej Ministerstvo dopravy a vystavy SR realizuje v st¢asnej dobe rozvoj
infrastruktary nabijacich stanic. Podla tejto schémy sa instaluju rychlonabijacie stanice,
zakladné siete TENT-T pre SR . Na vystavbu nabijacich stanic pre vozidla s alternativnym
pohonom je potrebné analyzovat’ moznosti zuZitkovania prostriedkov Strukturalnych fon-
dov EU pomocou financnych nastrojov na podporu rozvoja infrastruktdry nabijacich sta-
nic. Vznik samostatného nastroja rozvoja nabijacich stanic si vyzaduje najma nutnost’
zaobstarat’ proporcionalne rozdelenie nabijacich stanic a pristupu k nim aj v oblastiach
a regidnoch, ktoré neleZia na zakladnej sieti TEN-T. Jednym z najvacsich stimulov roz-
voja elektromobility je vybudovanie spol'ahlivej nabijacej infrastruktiry aj mimo vel'kych

47



Studia commercialia Bratislavensia Cislo/No.: 45 (3/2020); Rot./Vol.: 13

miest. Podl'a Udajov European Alternative Fuel Observatory (EAFO) patri Slovensko v
ramci svojho najblizSieho susedského okolia medzi najlepsie vybavené krajiny so svojimi
viac ako 104 rychlonabijacimi stanicami s vykonom nad 22 kW a 347 verejnymi nabija-
cimi stanicami s nizSim vykonom. Ako vyplyva z udajov EAFO, nabijacich stanic je na
Slovensku na pocet vozidiel s alternativnym pohonom dostatok. Statistické Udaje sice
mozu ukazovat, Ze Slovensko ma dostatok nabijacich stanic, no prax moze byt trochu
odlisna. Pokrytie rychlonabijacimi stanicami je na vacSine Uzemia pozitivna, najmé Co sa
tyka celej trasy dial'nice D1 od cCesko-slovenskych hranic az po Kosice, ¢i uz cez Zilinu,
alebo Bansku Bystricu. Slabsie pokrytie ma zatial juh Slovenska, kde nie je pokryta trasa
cez Nové Zamky a Lucenec. Vd'aka podpore rozvoja nabijacej infrastruktiry sa realizuju
opatrenia na vybudovanie d'alSich nabijacich stanic s cielom zvysit’ narast poctu elektro-
mobilov.

Podpora vyskumu, vyvoija a vyroby batérii

e Dolezitou Ulohou opatrenia je skimanie a podporovanie zivotného cyklu batérii.
Ciel'om je podpora celého ekosystému batérii pre ich udrzatel'nd priemyselnt
vyrobu a konkurencieschopnu vyrobu:

e nové technoldgie tykajlce sa udrzatelnej vyroby, s ¢o najmensou ekologickou
stopou,

e ZlepSenie vyuzivania a recyklacie batérii, ako aj zefektivnenie pouzivania ne-
bezpectnych komponentov pri vyrobe,

e posilnenie domaceho trhu, vyskumu a vyvoja technoldgii v odvetvi batérii,

e zintenzivnit' rozvoj vysokokvalifikovanej pracovnej sily vo vsetkych Castiach
hodnotového ret'azca batérii a to odbornou pripravou, rekvalifikaciou a zvyse-
nie Urovne zrucnosti,

e skonstruovat’ podrobnl analyzu problematiky z hladiska Uzkej nadvaznosti
témy batérii k pripravovanému navrhu surovinovej politiky SR, realizacie po-
stupu a finanénych zdrojov. Potreba vypracovania opatrenia na Zivotné pro-
stredie.

Ministerstvo hospodarstva SR sa snazi o vytvorenie novych pracovnych miest v sek-
tore elektromobility a tiez o vznik ekosystému batérii pre elektrické vozidla.

Informacnd kampan

Ministerstvo hospodarstva SR planuje zrealizovat’ projekt pre objektivnu infor-
macnl kampan na podporu elektrickych vozidiel. Informacna kampan na podporu roz-
voja poznatkov o vozidlach s alternativnymi palivami sa planuje realizovat’ prostrednic-
tvom autosaldnov, vystav a inych existujucich podujati. Ciefom projektu je oslovit’ Siroku
verejnost, laikov aj odbornikov, ¢i podnikatel'sky sektor. Pre environmentalnu dopravu
21. storoCia je potrebné poskytovat’ informacie o elektromobiloch pomocou konferencii
a Skoleni. Déraz sa kladie na osvetu systému zvukovej signalizacie elektrickych vozidiel.
Ide o bezpecnostné opatrenie, ktoré je potrebné vyrobcom instalovat’ do elektromobilov,
aby bolo vozidlo nielen vidiet, ale aj dostatocne pocut’. Vychodiskom informacnej kam-
pane bude zintenzivnenie spoluprace so strednymi a vysokymi Skolami s technickym za-
meranim, ako aj spoluprace so spolo¢nostami, zvézmi a asociaciami automobilového
priemyslu. Okrem toho bude vytvorena internetova stranka plna komplexnych balikov
informacii s neustalou aktualizaciou databaz nabijacich stanic na Slovensku. Podstatou
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informacného balika je environmentalna vychova, osveta, vzdelavanie a skvalitfiovanie
Zivotného prostredia v SR v oblasti udrzatel'nej mobility.

Realizacia pravneho, technického a obchodného prostredia pre elektromobilitu v SR

Vychodiskom je vyhodnotenie realizacie opatreni pre rozvoj trhu s elektrickymi vo-
zidlami. Opatrenie je potrebné realizovat’ priebezne v ramci medzirezortnych pracovnych
skupin k alternativnym palivam. Momentalne prebieha schval'ovaci proces strategického
dokumentu ,Revizia a aktualizacia Narodného politického ramca pre rozvoj trhu s alter-
nativnymi palivami®.

Zrychlené odpisy elektromobilov a nabijacich stanic pre elektrické vozidla

Vychodiskom opatrenia je zavedenie novej odpisovej skupiny v zakone ¢. 595/2003
Z. z. 0 dani z prijmov v zneni neskorsich predpisov. Jednd sa o zvyhodnenie odpisovania
elektrickych vozidiel a to zrychlenim odpisovanim s dobou odpisovania 2 roky. Elektro-
mobily sa dodnes zaclenuju do 1. odpisovej skupiny (4 roky odpisovania) a momentalne
sa neda pre tuto skupinu uplatnit’ zrychlené odpisovanie. Do 2 a 3 odpisovanej skupiny
spadaju nabijacie stanice elektromobilov (6 alebo 8 rokov odpisovania) a pre tieto sku-
piny je mozné poufzit’ zrychlené odpisovanie. Zrychlené odpisovanie bude mat’ kladny
vplyv na rozvoj trhu z elektrickymi vozidlami. Toto opatrenie napomo6ze k motivacii pod-
nikatel'ského segmentu nielen k nakupu elektromobilu, ale aj k nakupu samotnej nabi-
jacej stanice. Ministerstvo financii SR predpoklada narast poctu elektromobilov a nabija-
cich stanic pri Uspesnej realizacii zrychleného odpisovania.

Uplatriovanie principov zeleného verejného obstaravania pri nakupe vozidiel

Uplatnenie zeleného verejného obstaravania je na Slovensku len na dobrovolnej
baze, pretoze momentalne tento nastroj environmentalnej politiky nie je upravovany
zakonom. V roku 2016 vlada schvalila Ak¢ny plan pre zelené verejné obstaravanie v
Slovenskej republike do roku 2020. Do roku 2020 by mala byt’ uloZena povinnost’ uplat-
nenia principov zeleného verejného obstaravania organmi Statnej spravy SR. Ak sa apli-
kuje zakon zeleného verejného obstaravania, Slovensko pojde prikladom, nielen ¢o sa
tyka vyuZivania elektrickych vozidiel, ale hlavne celkovym pristupom reSpektovania vset-
kych ekologickych produktov. Udaje Europskej komisie poukazuju na to, Ze Clenskeé Staty
EU si kaZzdoroc¢ne zadovazia tovary a sluzby za viac ako 2 miliardy eur, v percentualnom
vyjadreni priblizne 14% HDP EU (Eurépska komisia, 2017). Na Slovensku je uplatnenie
zeleného verejného obstaravania prilis nizke. Zelené verejné obstaravanie sa musi vy-
konavat’ spoloCensky zodpovedne a najmé s ohladom na ekologickost' a socialnost'.
Tieto dva aspekty, environmentalistika a socialnost’, tvoria pre Stat strategicky nastroj
verejného obstaravania. V pripade zeleného verejného obstardvania sa zniZuje environ-
mentalny dopad, ktory prispieva k zmierfiovaniu zmeny klimy, ochrany Zivotného pro-
stredia a zdravia obyvatel'stva. Ekologické tovary a sluzby su substitucné z hl'adiska
funkcnosti a vykonnosti s tovarmi a sluzbami s negativnym vplyvom na Zivotné prostre-
die. Avsak ekologické produkty rieSia problémy environmentalnych dopadov. Zakon C¢.
158/2011 Z. z. o podpore energeticky a environmentalne Uspornych vozidiel, poukazuje
na produkty, ktoré maju znizeny dopad na Zivotné prostredie pocas celého Zivotného
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cyklu. Cielom tohto zakona je podporovanie a uvadzanie Cistych a energeticky Uspor-
nych motorovych vozidiel na trh, ¢im sa znizi spotreba paliva, znizia sa emisie oxidu
uhli¢itého a zlepsi sa kvalita ovzdusia odstranenim znecist'ujucich Iatok.

Qdlisitel'né oznacenie elektrickych vozidiel

Okrem alternativneho pohonu v elektromobile, chce Ministerstvo vnutra SR zabez-
pecit’ odliSné ECV pre elektrické vozidla. Format znacky zostane ako doposial, len bude
odlisna farba ECV. Tato odliSnost’ bude platit’ pre vozidla pine elektrické (BEV), ako aj
pre vozidla plug-in hybrid (PHEV). OdliSnost’ elektromobilu ma byt na prvy pohl'ad zjavna
a farebna ECV ma tomu napomoct. OdliSovaci prvok bude sluzit’ ako d'alsie podporné
opatrenie. Jednoducho povedané, tymto opatrenim sa vytvori stala propagacia vozidiel
s alternativnym pohonom. Ministerstvo hospodarstva SR hovori, Ze opatrenie odliSného
oznacenia ,zaroven prinasa synergiu s marketingom elektrickych aut, pretoze isty podiel
kupujucich je motivovany snahou odliit’ sa." (MH SR, 2019)

Vyuzivanie vyhradenych jazdnych pruhov elektrickymi vozidlami

Opatrenie vyuzivania vyhradenych jazdnych pruhov pre elektromobily bolo po-
trebné upravit’ tak, aby cestna premavka umoziovala elektrickym vozidlam vyuzivat’ do-
¢asne vyhradené jazdné pruhy. Opravnenie upravuje zakon o cestnej premavke C.
8/2009 Z. z. a vyhlasky €. 9/2009 Z. z. .Pod vyhradené jazdné pruhy cestnej komunikacie
spada pruh pre autobusy. Vd'aka odliSnému vzhl'adu samotného elektromobilu a farebne
odlisného ECV bude jednoduchsie vyuZivanie vyhradenych jazdnych pruhov, najma vo
vel'kych mestach. Existencia opatrenia sa viaze bud’ na percentualny podiel novoprihla-
senych vozidiel s alternativnym pohonom v danom okrese, alebo na celkovy pocet no-
voregistrovanych elektromobilov. VyuZivanie vyhradenych jazdnych pruhov je Casovo
ohranicené a ak sa nepredlIZi platnost’ opatrenia, bude platit’ len do roku 2022. Toto
opatrenie je preto doCasné, nakol'ko sa oCakava rychly narast poctu elektrickych vozidiel,
¢o moze sposobit’ dopravny kolaps a preplnenie vyhradenych jazdnych pruhov. Hlavnym
cielom vytvorenia opatrenia bola moznost’ vyvarovat’' sa dopravnym zapcham.

Nizkoemisné zény

V roku 2017 Narodna rada Slovenskej republiky prijala zékon ¢. 137/2010 Z. z.
0 ovzdusi v zneni neskorsich predpisov. Zakon sa zameriava na rozvoj Cistej mestskej
mobility formou nizkoemisnych zén. Ulohou nizkoemisnych zdn je, aby sa zamedzilo
prejazdu vozidiel s fosilnym palivom v réznych Castiach mesta. Toto sa tyka aj mobility
vo forme sluzieb, ako su taxi sluzby, zdiel'ané vozidla, ale aj zasobovania pomocou elek-
tromobilu. Efektivne zniZit'" emisie novoregistrovanych vozidiel sa podarilo zavedenim
emisnych Standardov EURO. Pre znizenie emisii v doprave sa najviac osvedcilo zavedenie
nizkoemisnych zén. Nemecko je vel'mi dobrym prikladom zavedenia nizkoemisnych zén,
momentdlne ich ma zavedenych priblizne v sedemdesiatich mestach. Ministerstvo Zivot-
ného prostredia SR planuje zaviest' nizkoemisné zony iba pre vozidla od urcitej emisnej
triedy. Do nizkoemisnych zén budu moct’ vstupit’ len vozidla s najnizSou emisnou triedou
Vychodiskom opatrenia je odportcanie, ktorého cielom je zvysit’ motivaciu obci a samo-
sprav, aby zaviedli nizkoemisné zény v kritickych oblastiach. Zavedenie z6n zabezpedi
okamZité zniZenie emisii, hluku a ochranu zdravia obyvatel'stva. Zavedenim farebne od-
lisnych ECV pre elektrické vozidla, alebo pre vozidla plug-in hybrid, by sa zjednodusil
spdsob monitorovania v regulovani vjazdu do nizkoemisnych zén.
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Zjednodusenie administrativneho procesu pri vystavbe nabijacej infrastruktury

Akény plan pre podporu elektromobilov tiez vyraznym spésobom zjednodusuje ad-
ministrativny proces pri vystavbe nabijacich stanic. Opatrenie predpoklada uplné vypus-
tenie procesu Uzemného konania, ¢o napomoze k zrychleniu a zjednoduseniu vystavby
nabijacich stanic pre elektrické vozidla. V praxi vznikli mnohé vykladové problémy, avsak
aktualne platné usmernenie Ministerstva dopravy a vystavby SR sposobilo prijatie no-
vého stavebného zakona pre zjednotenie a zjednodusenie procesu v tomto smere.

Budovanie nabijacej infrastruktdry pri vystavbe novych parkovacich miest

Ministerstvo dopravy a vystavby SR zaviedol zakon s povinnost'ou vybudovania no-
vych parkovacich miest pre infrastruktdru nabijacich stanic. V ramci ustanovenia budo-
vania novych parkovacich miest, by sa mali v novych bytovych a nebytovych priestoroch
vybudovat’ nabijacie stanice pre elektromobily. Podmienkou je, Ze sa musi vybudovat’
minimalne jedna nabijacia stanica a musia sa pripravit’ trubkové rozvodové elektrické
kable pre neskorsiu instalaciu nabijacej stanice. Nové bytové priestory musia zabezpecit’
infrastruktdru nabijacich stanic pre elektrické vozidla. Do budlcnosti sa pocita so zvyse-
nim poctu elektromobilov, ¢o by znamenalo zmenu tohto ustanovenia v pocte jednej
nabijacej stanice na minimdlne 20 parkovacich miest s nabijacou stanicou v bytovych
a nebytovych priestoroch. Do roku 2025 je potrebné stanovit’ nové poziadavky pre in-
Stalaciu minimalneho poctu parkovacich miest s nabijacimi stanicami.

Instalacia nabijacej stanice na parkoviskach Statnych institdcii

Organy Statnej spravy sa vyjadrili, Ze ,opatrenie je naplnenim premisy, Ze verejna
sprava ma ist’ v oblasti elektromobility prikladom a ma posobit’ osvetovo" (MH SR, 2019).
Opatrenie odporuca vypracovat’ analyzu aktualneho stavu nabijacich stanic, ktoré maju
k dispozicii organy Statnej spravy a ministerstva pre verejnost’. Ak neposkytuju nabijacie
stanice, je potrebné vyhradit’ parkovacie miesta len pre elektrické vozidla. Nabijacia
stanica by mala splfiat’ technické normy a zarover by mala poskytovat' nabijanie pre dva
elektromobily na dvoch nabijacich miestach. Toto opatrenie nie je zavazné, ide len o od-
porucanie, pretoze je len na rozhodnuti konkrétnej Statnej institicie vybudovat’ nabijacie
stanice a disponovat’ vyhradenymi miestami pre elektromobily, avSak nabijacie stanice
by mali byt' dbleZitou sicCast'ou parkovacich miest pred budovami Statnych sprav a mi-
nisterstiev.

Prisposobenie elektrotechnickej kvalifikdcie pre vyrobu a servis elektrickych vozidiel
Elektrické vozidlo je aj z technického hl'adiska odlisné od vozidla s fosilnym pali-
vom, preto je potrebné zabezpecit’ dostatocny pocet vysoko kvalifikovanej pracovnej
sily. Potrebna kvalifikacia je nutna aj z dévodu vyssieho napétia v batériach, a to az do
vySky 400 V, s ktorou je potrebné pracovat, tak pri vyrobe, ako aj v servise. V roku 2017
Ministerstvo hospodarstva SR predlozZilo vychodiska, z ktorych vyplyvalo, Ze je nedosta-
tok kvalifikovanej pracovnej sily s poznatkami o elektromobiloch. Obmedzenia z nedos-
tatku kvalifikovanej sily viedli k navrhnutiu opatrenia, ktoré sa zamerali aj na zmenu
v oblasti vzdelavania a pripravy na povolanie. Narastom digitalneho priemyslu sa musi
zvysit’ odborna priprava, ako aj dudlne vzdelavanie studentov. Napomoct' k tomu maiju
ramcové podmienky, z ktorych bude mozZné vytvorit’ odbornl kvalifikaciu sposobilosti v
oblasti elektrotechniky. Sucastou oblasti elektrotechniky je vyvoj, vyroba, samotna
oprava a Udrzba elektromobilov, preto je vel'mi dolezité vytvorenie novych Studijnych
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a ucebnych odborov pre potrebné kvalifikacie v sektore elektrotechniky, v ktorej si ne-
vyhnutné vedomosti, zru¢nosti, odborné znalosti a kompetentnost’ absolventa vzdelava-
cieho programu.

Ministerstvo hospodarstva SR ma v kompetencii oblast’ elektromobility. Na navrhu
Akcného planu spolupracovalo s pracovnou skupinou zloZenou aj zo zastupcov distribuc-
nych sieti, Zvaz automobilového priemyslu SR, ¢i Slovenskej asociacie pre elektromobi-
litu (SEVA). Ministerstvo hospodarstva SR spolupracovalo aj s prislusSnymi rezortmi a or-
ganmi statnej spravy (Francova, Z., Orgonas, J., 2019).

Platné opatrenia Ak¢ného planu v roku 2020

Vd'aka tymto opatreniam bude na slovenskych cestach Coraz viacej elektromobilov
a plug-in hybridov, ¢o znamena znizenie poctu vozidiel s fosiinym palivom. Podiel elek-
trickych vozidiel na trhu je vyssi iba v tych krajinach, ktoré zaviedli rozsiahle opatrenia
pre rozvoj elektromobility. Na toto tvrdenie poukazali Studie European Automobile Ma-
nufacturers' Association (ACEA, 2019). Slovenska republika disponuje relativne dosta-
tocne silnymi opatreniami, ktoré maju za tlohu napomoct’ k zvySeniu poctu vozidiel s al-
ternativnym pohonom. V tabul'ke ¢. 3 je mozné vidiet, ktoré opatrenia si uz splnené
a ako napomahaju k zvyseniu elektromobility v krajine.

Tab. 3 Plnenie opatreni Akéného planu rozvoja elektromobility na Slovensku v roku
2020.

Zahrnutie témy elektromobility do vSetkych relevantnych stratégii a po- Splnené
litik Statu

Kontinuita priamej podpory na pouzivanie nizko emisnych vozidiel Splnené
Dlhodoby finanény mechanizmus na podporu rozvoja nabijacej infra- Splnené

Struktdry

Podpora vyskumu, vyvoja a vyroby batérii

Ciastocne spinené

Informacna kampaii

Splnené

Realizacia pravneho, technického a obchodného prostredia pre elektro-
mobilitu v SR

Ciastocne spinené

Zrychlené odpisy elektromobilov a nabijacich stanic pre elektrické vo-
zidla

Ciastocne spInené

Uplatriovanie principov zeleného verejného obstaravania pri nakupe vo-
zidiel

Ciasto¢ne splnené

Odlisitelné oznacenie elektrickych vozidiel

Splnené

Vyuzivanie vyhradenych jazdnych pruhov elektrickymi vozidlami

Splnené

Nizkoemisné zény

Ciasto¢ne spinené

Zjednodusenie administrativneho procesu pri vystavbe nabijacej infra-
Struktdry

Ciasto¢ne spinené

Budovanie nabijacej infrastruktary pri vystavbe novych parkovacich
miest

Ciasto¢ne splnené

Instalacia nabijacej stanice na parkoviskach statnych institucii

Ciasto¢ne splnené

Prisp6sobenie elektrotechnickej kvalifikacie pre vyrobu a servis elektric-
kych vozidiel

Ciasto¢ne splnené

Zdroj: Zwingerova, 2020
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Kl'i¢ové opatrenia su dnes uz v pinej miere implementované do praxe. Znamena
to, ze splnené opatrenia uz teraz napomahaju krajine k rozvoju elektromobility. Priama
podpora elektromobilov sa poklada za najuspesnejSie opatrenie, pretoze Sestmilionova
suma, ktora bola vy€lenena Ministerstvom hospodarstva SR v decembri 2019, bola re-
zervovana v priebehu 4 mindt. ,Rezort chcel motivovat’ 'udi ku kupe elektromobilov a
zvysit’ tak ich pocCet na slovenskych cestach. Uz teraz je jasné, Ze tento ciel’ sa podari
bez problémov splnit,* povedal vtedajsi Minister hospodarstva Peter Ziga. Zaujemcovia
mali omnoho vyssi zaujem o dotaciu na plne elektrické vozidlo. Sestmiliénova priama
podpora sa vycerpala pri rezervacii 786 ekologickych vozidiel, z toho 668 Ziadosti bolo
na plne elektrické vozidlo a 97 Ziadosti na plug-in hybrid. O priamu podporu je neustale
velky zaujem, hoci Uspesnou registraciou sa proces nekondi, pretoze je nutné zaslat
skompletizovanu ziadost', ktord musi schvalit’ rezort hospodarstva. Zaujemcovia maji 12
mesiacov na to, aby si zaobstarali ekologické vozidlo a aby im stanovena dotacia bola
vyplatena. Opatrenia, ktoré su CiastoCne schvalené sa planuju spinit’ do konca roka 2020.
Akcny plan rozvoja elektromobility v SR bol prijaty v roku 2019, postupom ¢asu sa uplat-
nilo 6 z 15 opatreni, zvySnych 9 je v procese legislativneho schval'ovania. (MH SR, 2019).

Zaver

Na to, aby sa na Slovensku elektromobilita este viac rozsirila, je potrebné aby au-
tomobilovy priemysel zvysil investicie financénych prostriedkov do vyvoja a vyskumu.
Taktiez je nutné investovat’ financie do technoldgii a vystavby nabijacich stanic, a aby
elektromobilita bola efektivna, je nevyhnutné vyclenit’ potrebny kapital na Statne dotacie
a poskytnit’ benefity pre ti Cast’ populacie, ktord vymenila tradicné vozidla za elektro-
mobily. Slovensko ma vybornu geograficku polohu na to, aby elektromobilita prejavovala
nielen v praktickom vyufZiti elektrickych vozidiel, ale aj vo vyvoiji, vyrobe a exporte elek-
tromobilov do zahranicia. Ked’ze automobilové spolo¢nosti si dokazu vyclenit’ kapital na
vyvoj konvencnych vozidiel, urcite by dokazali vlozit' financné prostriedky aj do vyvoja
elektromobility. Ako sme zistili, obstaravacia cena je najvacsi problém elektromobility na
Uzemi Slovenska. V prezentovanom prispevku sme navrhli odportic¢ania na zmenu su-
Casnej situacie v krajine v oblasti elektromobility. VSetko spociva len v nastaveniach cien
a v tom, ¢i chceme na Slovensku viac podporovat’ tradi¢ny pohon, alebo zacneme vyu-
Zivat’ elektromobilitu, pretoZe elektricka energia znamena budicnost'.
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Research of product design consumer perception !
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Abstract

Professionals perceive product design as an essential factor in product competitiveness,

especially in international markets. To achieve that, customers and buyers must accept
the quality of the offered product design. Especially by mass-produced products are
producers facing a lot of customers with limited knowledge about design requirements.

Appropriate communication is necessary to persuade potential customers about design
quality characteristics. Paper utilizes previously formed customer classification based on
quality perception. It discusses the possibility of applying such classification for product
design perception too. Different methods and tools to prove the relevance of the pre-

sented model are analyzed to form an optimal model for future research. The result of
such research would be the optimization of the use of product design in communication
strategy.
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Introduction

Very soon, economic theory after a period of labor theory and expectation of per-
fect competition adapted the real condition of the imperfect market and tried to develop
a concept that allows simulating real decisions made by market operations (Strhan,
2018). As Bergh at al. state in their contribution information asymmetry, a condition
wherein one party in a relationship has more or better information than another, is a
cornerstone of management research (Bergh et al., 2019, p.123). Their analyses of
leading management journals show the increasing importance of research based on in-
formation asymmetry. They found two articles dealing with information asymmetry dur-
ing the 1980s. The number progressed rapidly to 40 during the 1990s and again to 96
during the 2000s. In the non-finished last decade, they found 85 already published con-
tributions (Bergh et al., 2019, p. 124).
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Reason of such interest is that marketing relationships between buyers and sellers
often are characterized by information asymmetry, in the sense that the supplier pos-
sesses more information about the object of an exchange (e.g., a product or service)
than the buyer (Mishra, Heide, Cort, 1998, p. 277).

Suppliers can opportunistically exploit customers' inability to assess quality accu-
rately. Suppliers without the skills required to provide certain quality levels might mis-
represent themselves by making false quality claims (Eisenhardt, 1989). Besides that, in
some markets, a moral hazard problem might exist. Suppliers can easily influence the
level of quality provided by each transaction (Rao et al., 1997). Adverse selection and
moral hazard problems concern both customers who cannot easily evaluate the object
of exchange and those suppliers whose strategies base on quality but whose offers are
indistinguishable from lower-quality ones (Mishra, Heide, Cort, 1998, p. 277).

Of course, the situation of information asymmetry is well known. The consumer
decision process is complex, and several factors forcing consumers to buy the chosen
product describe it (Zecca, Rastorgueva, 2016, p.19). In table 1, we can see factors,
which influence consumer decisions in the food domain. Almost by all factors, we can
identify the risk of information asymmetry. Sensory factors by packaged goods are base
on existing experience. Psychological factors very often hide intentions and actions.

Tab. 1 The main factors affecting consumer behavior in a food domain

Psychological Factors Sensory Factors Marketing Factors
Attitude Visual Appearance Price

Risk In-Mouth Texture Label

Expectations Flavour Brand
Socio-Cultural Effect Odour Availability
Lifestyle and Values

Source: F. Zecca, N. Rastorgueva 2016, p. 21

The theory describes the way how to diminish the risks and negative impact of
information asymmetry. Signaling theory, as support by information asymmetry, focuses
primarily on the deliberate communication of positive information to convey positive
organizational attributes (Connolly et al. 2011, p.53).

The impact of different signals can differ. The receiver can detect some signals of
quality detect readily than other signals. That is why management scholars sometimes
suggest that signals may be “strong” or “weak” (Connolly et al. 2011, p.53). As we can
find several forms of signaling and different factor where signaling would be important,
it is a natural task for producers to find methods for identification of appropriate forms
of signaling.

57



Studia commercialia Bratislavensia Cislo/No.: 45 (3/2020); Rot./Vol.: 13

1 Methodology

1.1 Consumer classification based on product attributes perception

In previous work, we discussed the possibility of classifying customers according
to the perception of quality signals using a matrix system (Strhan, 2019). We created to
axes, to different four basic types of customers. One axis built on the base of what
types of attributes are for customers more critical. The first row represents customers
who prefer objective attributes, comparison of products, and evaluation ability. The
second row includes customers who tend to evaluate products subjectively, emotion-
ally, and on the base of senses.

The second ax is representing the extrinsic and intrinsic approach of the cus-
tomer. Intrinsic perception of quality is based on an individual view, where the sub-
ject decides without having in mind other products or conditions of the market. Decisions
are made on dual base “accept — not accept.” By extrinsic approach, customers com-
pare conditions of a product purchase, i.e., competitive products, available substitutes,
and place where products are purchased. Quality perception is then partly influenced by
factors, where the producer has limited control.

Using two axes we created four basic types of customers according to the percep-
tion of quality. Short characteristics of every type you can find in table 2. Although we
made some first prove of this classification (Strhan, 2019) we still consider it as a theory
in the verification phase.

As we are working on scientific research concentrated on product design, we ap-
plied this classification on product design perception. There are some similarities be-
tween these two systems although there are differences as well.

Tab. 2 Consumer quality perception matrix

e Rationally and critical customer * Rationally oriented customer

e Does not believe in own ability to

e Looks at product features and other]
evaluate products

attributes

e Trusts in inspection, market
surveillance and self-regulation of the
market

¢ Believes himself to be able to evaluate
products and parameters

eHas not trust in marketing and

: e Searches for labels, certificates,
commercial activities

references

[ew [ ees ]

e Looking at products available on the

e Looks at its/her own pleasure market
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e Sensory attributes are more important] e Popularity considers as best prove of]
that objective parameters quality

o Prefers products he/she has experience] e Believes into limits of marketing
with manipulation

eOral recommendations are more| e Positively reacts by must-have
trustworthy than marketing tools products

Source: Own results

As mentioned above, the range of signaling forms by information asymmetry, limits
company possibility to use them all. Although design perception is subjective, most cus-
tomers do not believe in their ability to evaluate a design. Design is very often declared
as a distinctive attribute of the product and presented as a competitive advantage. The
consumer will accept it only by such communication, which is following their perception
of signals.

We decided to use the analogy method, which is a success story for a cognitive
science success story. The collaboration of data and psychological work with significant
influences from philosophy, linguistics, and history of science, has led to a substantial
degree of theoretical and empirical convergence among researchers in the field (Forbus
et al. 1998, p.231) Analogy takes advantage of similarities between (the base) and a
new domain (the target), using the relational commonalities as a basis for generating
inferences that enhance comprehension of the new product’s benefits. The literature
defines two types of analogy: between-domain analogies and within-domain analogies.
First refers to the transfer of knowledge between two systems or concepts which remote
conceptual domains, but which share a similar explanatory structure. The within-domain
analogy pertains to the knowledge transfer of common surface attributes between con-
cepts within highly similar domains (Ait EI Houssi, 2004, p.18).

We used the customer's classification of quality signals as the base. We expect to
use the same classification for perception (the target). The perception of both quality
and design is very individual. Different forms and content of a communication influence
perception of both quality and design. This similarity allows us to make such expecta-
tions. Of course, by design, the display of different forms of perception will be different.
According that we could characterize four groups of consumer perception of product
design:

'Evaluator’ considers design as a value attribute. He is searching for confirmation
of the effort to make the design as a distinctive attribute. As by quality perception,
'Evaluator' is the person looking for measurable attributes. By design perception, he/she
is looking for a clear declaration of design elements.

'Contestant’ accepts evaluated and awarded design as better than other available
products. We can expect, he/she will perceive as better designs which were winning or
successful at design competition, they were presented on an exhibition or have achieved
other forms of reward.

'Hedonist' is a person who evaluates design by their senses. He positively accepts
information describing sensitive attributes and association with senses. For him/her, sig-
nals should mediate the hidden part of sensitive characteristics.
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'Fashionist' is consumer following in perception of design the principal trends.
He/she is interested in design, which is accepted and recommended by celebrities. Get
an award for good design is not necessary. It is sufficient that a famous designer or
famous brand is creating it.

1.2 Research methods for classification prove

The main goal of contribution is to set appropriate methods for theory adjustment.
Of course, plenty of instruments exists, but in our situation, we must look at financial
and personal capacities that are available. Besides that, we must take into consideration
the sensitivity of the topics. The task of quality, design, and marketing is relatively often
discussed in media with a significantly simplified explanation. People have often ac-
cepted such an approach without using it in their real decision.

As by market research, we can divide the existing methods of proving into two
categories, qualitative and quantitative methods.

Qualitative tools attempt to understand the underlying reasons and motivations
for actions and establish how people interpret their experiences and the world around
them. They concern with the quality of information and attempt to understand the un-
derlying reasons and motivations for actions and establish how people interpret their
experiences. Qualitative methods provide insights into the setting of a problem, gener-
ating ideas and/or hypotheses (MacDonald, Headham,2008, p. 9).

Qualitative research allows us to go better behind real consumer behavior. That
makes is it more critical for the future (Zak, 2015, p. 149). On the other hand, it requires
very often special knowledge about psychology and sociology to react during the re-
search. Social surveys and questionnaires, interviews, discussion groups, workshops,
observation, and visual techniques are the most used methods of qualitative research
(MacDOnald, Headham,2008).

By design, we are very often facing the unconscious by decisions made by custom-
ers. Personal declaration of behavior, attitudes, and values is the base for the explana-
tion of own behavior. Unconsciousness can by there overlapped by rationality and moral
principles. As appropriate methods for our goals, we can regard the observation method
where researchers follow real behavior in a focus group. As the design is tightly associ-
ated with the formal appearance, we assume the use of visual techniques is proper.

Quantitative research is concerned with trying to quantify things; it asks ques-
tions such as *how long,” *how many’ or ‘the degree to which.’ Quantitative methods look
to quantify data and generalize results from a sample of the population of interest. They
may look to measure the incidence of various views and opinions in a chosen sample or
aggregate results (MacDonald, Headham,2008, p. 9).

Quantitative research creates data through a quantitative survey or finds answers
on scientific questions by analysis of secondary data. As we develop a new Methodology,
we can expect a lack of secondary information in that field. We must create our primary
data through a developed survey. Although a quantitative survey expects a lot of cases
representing the population of interest, firms confirm, we can work with smaller sample
group trying to discover elements of an accident by results.
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2 Results and Discussion

According to the marketing literature, the design belongs to the actual level of
product. Is shows how the core customer benefit is manifested or made available for
consumption (Schmidt, 2010). This level of a product is for consumer decisions even
more critical than core products. On the other hand, research of design impact on the
decision process is relatively hard. Although we mentioned product as an essential factor
of competitiveness, the number of researches made in that field does not support that
statement. We assume the problem is the identification of such design impact without
dependence on product category and time.

We used an analogy with another system, where the perception of the product is
limited. E-business is changing the structure of commerce. One of the main barriers for
e-commerce is the fact that consumer perceptions are generally multimodal, where each
sense provides optimal information in specific categories (McCabe, Nowlis, 2003, p.
431). In the case of an E-shop, perception is restricted only at vision in the moment
mainly on a two-dimensional view). Purchase through e-shop eliminates other senses.
By existing experience gathered through other senses by previous purchase, a customer
can replace the actual perception. Without experience, visual perception and rational
evaluation of information will remain the crucial aspect of the decision.

Limited transfer of information transferred toward the customer by E-shop sale is
similar by process of design perception. Through experience with previous consumption,
we can subconsciously evaluate if sounds, smells, or haptic information we have got are
following created expectations. If milk smells like bread, a consumer will reject it not
because of its bad smell, but because the smell is not appropriate. By design items, we
are mainly speaking about a new product and its differentiation from existing market
products. Although senses give us information, a customer (non-expert) lacks experi-
ence with the criteria of good design.

2.1 Verification of classification through quantitative method

The main form of market research recently is quantitative research. As we men-
tioned in the Methodology, we cannot use secondary data as they are missing. Risk by
design perception survey is the use of loaded or leading questions, which hint the re-
spondent on the expected answer. As we can use a word and visual presentation of
product design only and categories are relatively close together, the risk of such fault is
relatively high. It rises especially by the survey in the international environment using
the English language.

One form of a quantitative survey could use a Methodology comparable with the
comparison of product perception by E-shop sold products. In their study, McCabe and
Nowlis selected two products called material product (bath towels and carpeting) and
two geometric (videotapes and film rolls). Such use should reflect the importance of
sensual perception by different categories of products. Respondents had available three
forms of product presentation — actual physical product, picture of a product, and a
written description of a product (McCabe, Nowlis, 2003, p. 431).
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Results showed that the ability to make choices (choose or reject the product) by
material products was much more significant by actual product (95%,9) than by picture
(86,2%) or product description (84,9%). The results were opposite to geometric prod-
ucts, and the actual product allowed the customer to decide in fewer cases (93,1%)
than for example product description (94,5%) (McCabe, Nowlis, 2003, p. 431).

Looking at the developed classification, we can assume that especially the category
of Hedonist will require actual product and ability to check the product by own senses.
By quantitive research, presentation of the actual product is limited possibilities on visual
presentation only. On the other hand, the proposed classification allows us to use dif-
ferent forms of the product description.

In that way, we will prepare four different forms of product presentations that suit
the requirements of different customer categories.

e Hedonists should prefer visual dominated presentations where pictures dom-
inate the message.

e Evaluator should consider as appropriate the combination of visual and in-
formative description with clear visual presentation and formal description of
the product.

e Contestant will accept informative presentation with achievements of the
product, including design awards, presentation of designer name, information
about quality prove.

e Marketing oriented description of products will use celebrity recommendation
and brand ambassador statements, maybe in advertising form. Such a form of
description should be attractive for customers who belong to the category of
Fashionist.

As the first step, we will select different categories of products to avoid the different
perceptions of design by think and feel products, or as mentioned above, geometric and
material products. The second step would be the select product items for description.
To create all forms of description, we should select products which have achieved re-
sponse in several aspects. Products must have an exciting and awarded design, must
be supported by advertising, and, at best, should be promoted by a celebrity. After that,
we can create a questionnaire. We assume the electronic distribution of questionnaires,
as we have only limited sources available and problems to achieve customers in different
countries. For distribution, we will use the electronic form and social networks (Face-
book, LinkedIn).

The survey should present in random order described products. Respondents
should evaluate how they accept the presented product or eventually, how attracted
they are by the product. Different product categories should avoid impact of product
categories on respondent decision.

Our central hypothesis is that respondents will unconsciously prefer such a descrip-
tion, which is more suitable for their consumer category. The evaluation of the product
does not play a role in that case. Significant is the difference between various forms of
presentation. We can expect that people who belong to the Hedonist category will give
higher values to visual presentation, disregarding the product category. We assume that
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belonging to the customer category will lead to a preference for some form of presen-
tation.

Another form of research use would be the use of forms used, for example, by the
research of consumer perceived value by Amini, Falk, and Schmitt (2014, p. 392). Re-
spondents will get a different expression connected with the type of customer group.
They will answer how vital are such expressions by their design perception. At the base
of respondents' answers, we can for every respondent create a radar chart. A compari-
son of the area created inside the radar chart by points related to the customer category
should show the preferred respondent type.

Differences among the area by the respondent show differences in the importance
of diverse design aspects. Variations among respondents could support the idea of the
existence of different consumer classes.

By such a form of quantitative research, we face several problems. The first is the
construction of expression, which will represent every category of assumed classifica-
tion. Such expression must be understandable and related to the expected form of be-
havior. It should reflect the same period of the decision process and must avoid the
imagination of the exact product type. Like the first proposal, we selected the following
expressions:

Contestant evaluation of design

e I consider design award as a good recommendation

e I respect the expert review of product design

e Good design product will award different certificates, formal rewards, and
recognition

Evaluator perception of design

e I need product-related information to evaluate product design
e I like to know the designer declaration of design strategy
e By every category of a product exist criteria for good design

Hedonist evaluation of design:

e When considering a design, I do not look at the opinion of the surroundings
¢ No information is required to assess good design
e Good design is something I will like

Fashionist evaluation of design

e Companies mainly advertise products with good design
e Celebrities like to associate with products that have an exceptional design
e Successful are mainly products with good design

That list of statements if opened for discussion and adaptation. After review, we
plan to use it in the first research. The results of the first survey will be analyzed and
checked. If the result confirms our expectation, we will try to realize the survey in more
extensive international environments and get more relevant customer behavior results.
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The next problem will be how, through the questionnaire, avoid leading through
the statements. One possibility is electronically randomizing statements, which will re-
spondent answer; another alternative is to give expression representing different cate-
gories into one question. The best alternative, which combines both methods, would
probably have software complications by processing. It would require a questionnaire
as a program itself. Such an alternative could be possible in further stages of research.

Another problem which can be technically solved would an area calculation. The
question is if the area should be calculated as area of two triangles or as the area of
quadrilateral. For the first comparison we can use simplified method of average values
to identify differences among respondents.

2.2 Qualitative verification of classification

As we mentioned above, there are several negatives and risks of quantitative re-
search. It requires big samples to get representative results. Even by significant samples,
language or cultural environment can have an impact on the representativeness of re-
sults. By limited financial funds efficiency of such a survey can be very low.

On the other hand, qualitative methods require a lower mass of people working to
achieve reliable results. We are, in a recent moment of research, missing personal
sources to use qualitative verification. Qualitative methods require mainly professional
knowledge in the field of sociology and psychology, which we are missing recently.
Therefore, we expect to use such methods, especially in the second stage of classifica-
tion approval.

As appropriate, we consider mainly the observation method. Comparing with other
qualitative methods, it can follow the real behavior. If we face the quality, environment,
or design questions, the respondent can easily anticipate the expected answers, which
can have negative impacts on results. Observation is recommended as an appropriate
method in case we are looking for observable or hidden details or need to identify group
dynamics (MacDonald, Headham,2008, p. 50). Observation as a method can consist of
a mix of techniques, i.e., informal interviews, direct observation, participation in the
group's life, collective discussions, analyses of personal documents produced within the
group, self-analysis, and life-histories, notes, diaries, or transcripts. The investigator's
task is to synthesize all such information (MacDOnald, Headham,2008, p. 50).

Boote and Mathews expect that observation is an appropriate Methodology when
at least one of the following four criteria is met (Boote, Mathews, 1999, p.17):

1. the phenomenon under investigation is easily observable

2. the phenomenon under investigation is a social process or a mass activity

3. the phenomenon under investigation occurs at a subconscious level

4. the consumers under investigation are either unable or unwilling to communi-
cate directly with the researcher.

Our situation fulfills all most criteria we mentioned. A reference for some design
will be observed through the time spend by the presented product. Using the eyes-
tracking method, we can get even more accurate information about different available
products. Almost all consumers must make a purchase decision on the base of design
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perception. The preference for some design and some form of design presentation is
subconscious, and consumers very often reject to declare their real opinion about design
as they hesitate to be considered as not cultural.

Concerning costs and time sources, we can expect to make such a survey as an
experiment only. The following steps could prepare such an experiment.

The choice of appropriate product categories, which will represent different cate-
gories of consumer products.

e The Selection of appropriate description representing different forms of design
perception. Product characteristics will represent the Evaluator category,
Awards and achievement will represent contestant, and Product advertisement
will represent the Fashionist category of customers.

e Every participant in the experiment will evaluate the product after getting com-
plex information. Besides that, the person will be observed by the camera.

e Behavior of customers will be analyzed by time spent analyzing the different
types of presented information.

e We assume the tested person will take more precise information to agree with
his/her type of design perception. If participants show significant differences
between different types of obtained information, it can support our presump-
tion of different customer categories.

In the moment, such a form of survey is outside our capacities. However, for the
future, it can be the right way of classification approval. Additional financial sources and
technical capacity will be necessary to realize such a survey.

Conclusion

In our contribution, we developed an alternative approach concerning perception
design. Design is considered a subjective product value in marketing literature. A com-
pany declares its design attributes without knowing if customers will accept their design.
We adapted previously developed customer classification of quality perception on the
design perception to get an overview of factor which influence customer perception of
quality. Such knowledge should help the company make its marketing communication
more efficient. An analysis of existing customers allows a company to win an overview
of the focus of loyal customers and sources of competitive advantage. The selection of
appropriate marketing communication can decrease the cost of communication and
achieve the required segment.

In our work, we are in the first phase of work. The next step would be to confirm
the assumption we made by a higher group of respondents representing different social,
cultural, and national segments.
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Pristupy k dizajnu a sposoby merania vplyvu dizajnu
na ekonomickeé vysledky firiem?

Renata Sevcikova?

Approaches to the design and methods of measuring the impact
of design on the economic results of companies

Abstract

Despite the growing interest in design worldwide and its application in innovation, it is
not entirely clear what benefits it brings to the company. Why should companies invest
in design? The aim of the paper Is to define different approaches and views on the
concept of design, its impact on the economic results of companies and various ap-
proaches to its measurement based on an overview and analysis of domestic and foreign
literature. Measuring the financial impact of a design is a complex and long-lasting dis-
cipline. It is difficult to obtain accurate data that demonstrates a direct correlation be-
tween design and increased product sales. The reasons that lead companies to discover
design potential have been related to the interest in gaining a competitive advantage -
increasing revenues, sales and brand value.
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Uvod

Dizajn je v podstate aplikacia I'udskej tvorivosti na urcity Gcel - na vytvaranie pro-
duktov, sluzieb, budov, organizacii a prostredi, ktoré zodpovedaju I'udskym potrebam.
Je to systematicka transformacia myslienok do reality (Bruce, Bessant, 2002)

Priemyselny dizajn sa stava doélezitym marketingovym faktorom, v ktorom Coraz
viac firiem vidi neodmyslitel'ni sicast’ svojej politiky. Hodnota priemyselného dizajnu
ako dolezitého marketingového faktora je zvyraznena v mnohych vyznamnych manazér-
skych a marketingovych publikaciach (napr. Kotler, 2003) a je uz dlhodobo Sirokym
spektrom zahrani¢nych autorov vnimana ako zdroj udrzatelnej konkurencnej vyhody
(Kotler, Rath, 1984). Vyjadrenie byvalého predstavitela firmy IBM T. Watsona na pred-
naske na Harvardovej univerzite v roku 1974: ,Dobry dizajn je dobry biznis" sa stalo
kI'iCom na presadenie sa dizajnu ako faktora konkurencnej vyhody vo vrcholovom ma-
nazmente firiem (Hertenstein et al., 2001). Na obrazku 1 je nacrtnuty model, ktory

! Prispevok vznikol v ramci projektu VEGA 1/0543/18 ,Vyznam dizajnu produktov pri spotrebitel'skom rozho-
dovani a perspektivy zvySovania vplyvu dizajnu na tvorbu konkurenéného postavenia firiem pdsobiacich v
Slovenskej republike"

2 Ing. Renéta Sev¢ikovd, Ekonomickd univerzita v Bratislave, Obchodnd fakulta, Katedra tovaroznalectva a
kvality tovaru, Dolnozemskeé cesta 1, 852 35 Bratislava, renata.sevcikova@euba.sk
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predstavuje koncepciu vztahov priemyselného dizajnu a vstupov a vystupov vo vyvoji
novych produktov a nasledne ich vplyv na financné vysledky.

Obr. 1 Mapovanie vztahu firemnych vstupov, vyvoja novych vyrobkov, firemnych
vystupov, financnych vysledkov a ekonomickej vykonnosti
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Zdroj: Hertenstein, Platt, Veryzer, 2005, s.6

1 Metodika prace

Metodika ¢lanku spociva v dokladnom preskimani literatiry a analyze v oblasti
priemyselného dizajnu, roznych pristupov k meraniu vplyvu dizajnu na ekonomické vy-
sledky firiem a naslednych odporicani. Boli pouzité metddy analyzy teoretickych vstupov
do problematiky a syntéza teoretickych pristupov k danej problematike.

Cielom prispevku je vymedzit' rOzne pristupy a pohl'ady na koncepciu dizajnu, jeho
vplyv na ekonomické vysledky firiem a rézne pristupy k jeho meraniu na zaklade pre-
hl'adu a analyzy domacej a zahranicnej literatury. PoloZili sme si nasledujlce vyskumné
otazky:

1. Aké su aktuadlne pristupy a metodika merania vplyvu dizajnu na ekonomické
vysledky firiem doma a v zahranici?

2. Aké su doterajSie vysledky a zistenia merania vplyvu dizajnu na ekonomické
vysledky firiem?
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2 Vysledky a diskusia

Za Ucelom rieSenia vyskumnych otazok sme analyzovali pristupy r6znych autorov
k dizajnu a jeho vplyvu na ekonomické vysledky firiem.

2.1 Vymedzenie roznych pristupov a pohl'adov na potencial dizajnu

Verganti (2008) zaviedol koncepciu dizajnu ako hnacej sily inovacii (design driven
innovation), tzv. pristup k dizajnu zhora nadol. Namiesto dizajnérskeho pristupu zame-
raného na spotrebitela, stratégiu dizajnu zameraného na inovaciu pouzivaju firmy na
zaklade svojich vizii 0 moznych novych nazoroch a stylov produktov, ktoré by sa mohli
rozvinut’ v spolo¢nosti. Podl'a Verganti (2008) je tento proces zalozeny viac na znalos-
tiach ako na kreativite. Pristupy zdola nahor (alebo zamerané na spotrebitela), ako na-
priklad design thinking (Brown, 2008) a emocionalny dizajn (Norman, 2008), sa obja-
vuju v Severnej Amerike, najma v USA, kde je zameranie na potreby trhu a spotrebitel'ov
spojené s ich histdriou a kultdrou priemyselného dizajnu. Norman (2008) opisuje odbor-
nika v oblasti dizajnu ako osobu zodpovednu za objavovanie potrieb spotrebitel'ov, ktoré
nemozu sami vyjadrit'. Bolo navrhnutych niekol'ko etnografickych metdd a vyuzitie inter-
disciplinarnych timov na dosiahnutie potrieb spotrebitel'ov prostrednictvom design think-
ing (Brown 2009). Norman (2008) rozvija argument, Ze emdcie zohravaju zasadnu tlohu
pre lepSie pouzivanie produktov. L'udia sa citia viac motivovani k rieSeniu problémov
alebo k pochopeniu pouzitia produktov z dévodu emocionalneho vztahu vytvoreného na
zaklade estetiky produktu.

Obr. 2 Rozne pristupy k dizajnu

Dizajnéri/firmy

Pristup zhora nadol

dizajn ako hnacia sila design thinking

inovacii emocionalny dizajn

Pristup zdola nahor

Pouzivatelia

Zdroj: vlastné spracovanie na zaklade Braga (2016)

Rastuci zaujem firiem o vyhody v oblasti dizajnu vedie k vyvoju roznych modelov a
nastrojov, ktorych cielom je porozumiet’ dizajnu vo firmach v zavislosti od toho ako ho

70



Studia commercialia Bratislavensia Cislo/No.: 45 (3/2020); Rot./Vol.: 13

firmy pouzivaji a aky maji k nemu postoj. Ide napr. o Model stupfiov manazmentu di-
zajnu (Kootstra 2009) zobrazeny na obrazku ¢. 3 alebo tzv. Dansky rebrik vyzretosti
(Danish Design Centre 2016).

Obr. 3 Stupne manaZmentu dizajnu a faktory Uspesnosti

> & POZNANIE VYHOD

\_ € PLANOVANIE
. € ZDROJE
< ODBORNOST
\ . € PROCESY

X DM AKO KULTURA
T DM AKO FUNKCIA
\\ . DM AKO PROJEKT
N BEZ DM

Zdroj: Kootstra, G.L. (2009), s. 12

Borja de Mozota (2006) zaviedla koncepciu Styroch uloh dizajnu.

1. Dizajn ako diferenciator - zdroj konkurencnej vyhody na trhu prostrednictvom
hodnoty znacka, lojalnosti zakaznikov, nastavenim cien a orientaciou na zakaz-
nika.

2. Dizajn ako integrator — prostriedok pre zlepSovanie procesov vyvoja novych
produktov a sluZieb.

3. Dizajn ako transformator - prostriedok pre vytvaranie novych obchodnych pri-
leZitosti, na zlepSenie schopnosti spoloCnosti vyrovnat’ sa so zmenami a tiez
ako nastroj pre lepsie interpretovanie spolo¢nosti a trhu.

4. Dizajn ako dobry obchod - zdroj zvySeného predaja a vySSej marze, vacsej

.....

Potencidl dizajnu zavisi od individualnej kreativity, talentu a skisenosti navrhara
(Gemser a Leenders 2001). Délezity potencial, ktory je mozné podporit’ dizajnom je roz-
voj kompetencii a schopnosti firmy zvladat’ zmeny (Borja de Mozota 2006). Na druhej
strane vizia firmy v oblasti dizajnu (Borja de Mozota 2006) a prijata stratégia v oblasti
dizajnu (Gemser a Leenders 2001) alebo dosiahnuta Uroven implementacie dizajnu (Ko-
otstra 2009, Danske centrum dizajnu 2016) definuju obmedzenia potencialu dizajnu pre
firmu.

2.2 Analyza stadii, ktoré skimali suvislost’ medzi dizajnom a ekonomickou
vykonnost'ou firiem

Danske centrum dizajnu (Danish Design Centre, 2003) naslo suvislost’ medzi vyu-
Zitim dizajnu a ekonomickou vykonnostou a makroekonomickym rastom. Firmy, ktoré
vyuzivali dizajn, vytvarali viac pracovnych miest, ich prijmy a vyvoz boli vySsie nez tych
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firiem, ktoré dizajn nevyuZivali. Power (2004) vo svojej porovnavacej Studii zameranej
na sektor dizajnu v piatich severskych krajinach (Svédsko, Dansko, Finsko, Norsko a
Island) dosiel k zaveru, ze napriek malej velkosti priemyslu dizajnu (alebo kreativneho
priemyslu) v tychto krajinach je dizajn vel'mi délezitym pre rast konkurencieschopnosti
firiem v inych odvetviach. Pouzitie dizajnu v severskych podnikoch pomahalo zvysit' ich
zisky a Uroven inovacii (Knoskova, 2014).

Vplyv dizajnu na ekonomické vysledky firiem dokumentuje vyskum Gemsera a
Leendersa (2001), ktory odhal'uje nie vzdy pozitivnu korelaciu dizajnu a firemnej vykon-
nosti. Ich praca naznacuje, ze vplyv priemyselného dizajnu na vykonnost' firmy nie je
bezpodmienecne pozitivny, ale moze zavisiet' od faktorov, ako je vyvoj priemyslu a stra-
tégia priemyselného dizajnu. Nasli dokonca nejaky naznak toho, Ze ,vyhody dizajnu uz
neprevazia naklady". Aj ked’ skimali zaujimavé otazky tykajlce sa prispevku priemysel-
ného dizajnu k vykonnosti firiem, ich vysledky maju obmedzenud zovseobecnitel'nost’. Vo
svojom vyskume porovnavali holandské firmy, ktoré do velkej miery investovali do prie-
myselného dizajnu s firmami, ktoré investovali malo do priemyselného dizajnu len
v ramci dvoch vyrobnych oblasti (vyroba nabytku verzus vyroba high-tech pristrojov).
Zistili Statisticky vyznamnu korelaciu medzi intenzitou investicii do priemyselného dizajnu
a ziskom len v oblasti vyroby high-tech pristrojov v sledovanom roku.

Design Management Institute a Motiv Strategies vytvorili v roku 2003 Index hod-
noty dizajnu, ktory sleduje hodnotu portfélia verejne obchodovanych americkych spo-
lo¢nosti, ktoré splfaju Specifické kritéria manazmentu dizajnu. Sleduje vplyv ich investicii
do dizajnu na hodnotu ich akcii pocas desatro¢ného obdobia v porovnani s celkovym
indexom S&P. Index hodnoty dizajnu (DVI), zaloZzeny na portfoliu 16 verejne obchodo-
vatel'nych akii spolo¢nosti (APPLE, COCA-COLA, FORD, HERMAN-MILER, IBM, INTUIT,
NIKE, PROCTER&GAMBLE, SAP, STARBUCKS, STARWOOD, STANLEY BLACK&DECKER,
STEELCASE, TARGET, WALT DISNEY, WHIRLPOOL) povazovanych za ,dizajnérsky orien-
tované", ukazuje v obdobi 06/2015 narast o 211% oproti S&P 500. Uz treti rok po sebe
je zaznamenany narast o viac ako 200% oproti S&P 500.

Prieskum, ktory uskutocnil tim autorov (Hertenstein, Platt, Veryzer, 2005) skima
vzt'ah medzi priemyselnym dizajnom a ekonomickou vykonnost'ou firmy s cielom posu-
dit’ prinos priemyselného dizajnu k tejto vykonnosti. V rémci vyskumu bola vytvorend
skupina 138 odbornikov v oblasti priemyselného dizajnu, ktora hodnotila iCinnost’ prie-
myselného dizajnu verejne obchodovatelnych firiem v ramci deviatich vybranych prie-
myselnych oblasti. Na zaklade ich hodnotenia bolo vybranych 93 firiem, ktoré boli v
ramci kazdej oblasti rozdelené do dvoch skupin: tie, ktoré boli hodnotené ako vykazujlce
vysoku efektivnost’ dizajnu v porovnani s tymi, ktoré boli postidené ako nizko efektivne.
Na vyhodnotenie ekonomickej vykonnosti sa pouzili auditované finan¢né udaje, ktoré
zachytavali sedemrocné obdobie od roku 1995 do roku 2001. Predpokladalo sa, Ze tie
firmy, ktoré maju vysoku efektivnost’ dizajnu, maju aj vysSie vynosy z predaja, navrat-
nost’ aktiv, mieru rastu predaja, Cistého prijmu a cash flow, ako firmy s nizkou efektiv-
nost'ou dizajnu. Z tejto analyzy vyplynulo, Ze v pripade vSetkych ukazovatel'ov s vynim-
kou ukazovatela tykajlceho sa tempa rastu predaja boli firmy s hodnotenim ,,dobrého"
dizajnu silnejsie.

V stadii ,Design, Creativity and Innovation: A Scoreboard Approach (2009)" sa au-
tori H. Hollanders a A. van Cruysen pokusili kvantifikovat’ vykonnost’ krajin v kreativite
a v dizajne pouzitim zastupnych (proxy) ukazovatel'ov, prostrednictvom ktorych sa vy-
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tvorili zlozené ukazovatele. Tie si potom pouzité pri skimani stvislosti s idajmi z vy-
skumu inovacnej vykonnosti eurdpskych krajin v roku 2008. Subor obsahuje 35 ukazo-
vatel'ov, ktoré su zaradené v 7 rOznych kategdriach, z ktorych 3 zachytavaju kreativnu
klimu a 4 zachytavaju tvorivost' a dizajn.

Obrazok 4 ukazuje celkovl vykonnost' v 7 kategdriach, ktoré predstavuju kreativnu
klimu, ako aj tvorivost’ a dizajn. Dansko, Svédsko, Holandsko, Nemecko, Belgicko, Velka
Britania a Finsko su v skupine najlepsich. Rakusko, Francuzsko, Luxembursko a Irsko sa
nachadzaju v skupine druhych najlepsich. Taliansko, Spanielsko, Estonsko, Slovinsko,
Cyprus, Malta, Ceska republika a Grécko maju priemernd vykonnost’, Portugalsko, Litva,
Mad‘arsko, Slovensko, Pol'sko, Bulharsko a Rumunsko dosahuju najslabsiu vykonnost’
(Knoskova, 2014).

Obr. 4 Celkova relativna vykonnost’ eurdpskych krajin v roku 2008
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Zdroj: Hollanders, H., Van Cruysen, A., (2009), s. 22

Analyza postupov manazmentu dizajnu v Eurdpe (Kootstra, 2009) sa zaoberala Us-
trednou otazkou, ako eurdpske SME riadia dizajn v praxi a ako mo6zu d'alej rozvijat’ svoje
zruCnosti v oblasti manazmentu dizajnu. Model pouzity v tomto vyskume je tvoreny
Styrmi Uroviiami manaZmentu, ktoré su zase zostavené z piatich faktorov. Pre tento
nastroj bolo vytvorenych celkom 18 otdzok, kazdy faktor pozostava z troch alebo Styroch
otazok, z ktorych odpovede st zhrnuté do celkového skore faktora. Pat’ vyslednych skére
faktorov sa zlUcilo do jedného celkového skdre. Toto celkové skdre sa povazuje za uka-
zovatel schopnosti firmy profesiondlne riadit’ dizajnové aktivity. To znamena riadit’ tieto
aktivity sposobom, ktory mozno klasifikovat’ ako vedomy, planovany, Struktirovany,
kontrolovany a opakovatelny. Toto celkové skére sa oznacuje ako DM (design manage-
ment) rating firmy. Najvacsi podiel firiem (36%) dosahuje stupen 1 — tzn. Bez manaz-
mentu dizajnu. Vel'mi malé percento (len 6%) dosiahlo stupen 4 — Dizajn ako firemna
kultura - to naznacuje, ze len vel'mi maly pocet firiem prijal dizajn ako sucast’ jadra svojej
stratégie. Zaroven je povzbudivé, ze velky pocet firiem (35%) sa dostal na stupen 3 —
Dizajn ako funkcia. Tieto firmy dosiahli dobr( Groven manazmentu dizajnu a podarilo sa
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im integrovat’ dizajn do svojich hlavnych obchodnych procesov. Stupen 2 — Dizajn ako
projekt dosiahlo 23% firiem, ktoré ho vyuzivaji v obmedzenej miere. Vysledky dalej
ukazuju, ze podniky s vysSou Uroviiou manazmentu dizajnu (MD) dosahuju rychlejsi na-
rast obratu (o viac ako 25 %) ako podniky s niZzSou Uroviiou MD. Klesajuci obrat alebo
obrat bez zmeny je Casto vysledkom firiem na Grovni MD 1 a 2. Sotva 18 % z firiem na
Urovni 1 udava rychly narast obratu, zatial’ ¢o rychly narast obratu je charakteristicky
pre firmy na Urovni 3 (29 %) a pre firmy na Urovni 4 (33 %). Preto sa zda, Ze ¢im je
vysSia Uroven MD firmy, tym rychlejSie rastie jej obrat. Ak porovname podiel exportu na
celkovom obrate firmy v slvislosti s Uroviiou MD, m6zeme konstatovat/, ze medzi nimi
existuje pozitivna pri¢inna suvislost'. Firmy s vysSou Uroviiou MD uvadzaju vyssi podiel
exportu. Tento zaujimavy vysledok by mohol naznacovat/, Ze medzinarodny trh v oblasti
dizajnu je narocnejsi a firmy, ktoré exportuju, sa jednoducho bez manazmentu dizajnu
nezaobidu (Knoskova, 2014).

Chiva a Alegre (2009) zd6raznuju, Ze vztah medzi investiciami do dizajnu a vykon-
nost'ou firmy nie je bezpodmienec¢ny. Autori popisuju doleZitost’ manazmentu dizajnu a
jeho zrucnosti pre dosiahnutie efektivity dizajnu a dobrych vysledkov pre firmu. Vysledky
stadie naznacujd, po prvé, ze dobry manazment dizajnu zvySuje vykonnost’ firmy. Po
druhé, tento vyskum tiez poskytuje empirické dokazy, ze investovanie do dizajnu pozi-
tivne stvisi s manazmentom dizajnu. Po tretie, manazment dizajnu zohrava vyznamnu
Ulohu pri uréovani Gcinkov investicii do dizajnu na vykonnost’ firmy.

V pracovnom dokumente OECD-STI 2015/01 - Meranie dizajnu a jeho uloha v ino-
vacii su zhrnuté hlavné zistenia projektu OECD, ktorého cielom je poskytnut’ zaklad pre
nasmerovanie d'alSieho Usilia na zlepSenie merania technologickych a netechnologickych
foriem podnikatel'skej inovacie s osobitnym zameranim na ulohu dizajnu. Vysledky Studie
naznacuju, Ze pravdepodobnost’ zavedenia produktovej inovacie je pre firmy, kde je
dizajn integrovany, vysSia o 24%. Vyrazné korelacie je mozné najst medzi dizajnom a
ekonomickymi vysledkami firmy, najmé pridanou hodnotou a rastom produktivity. Zistilo
sa, ze firmy vyuzivajice dizajn ako integrovany prvok maju v priemere o 9,1% vysSiu
mieru rastu zamestnanosti, o 18,7% vysSiu mieru pridanej hodnoty a o 10,4% vysSiu
mieru rastu produktivity ako podobné podniky v ramci svojich sektorov pocas 3 ro¢nej
periody skimania.

Stidia Meranie hodnoty dizajnu ako kl'i¢ového faktora tspesnej inovécie (BEDA,
2017) vychadza z reportu Innobarometer 2016 — Trendy vo firemnych inovaciach v EU,
kde bolo analyzovanych 13 122 firiem z 28 clenskych statoch EU. Celkovo tato sprava
sumarizuje najnovsie zistenia o hodnote dizajnu a chce vzbudit’ kolektivne Usilie pre po-
kraCovanie v praci na merani prinosu dizajnu ako kl'i¢ového faktora UspesSnej inovacie s
ciel'om zlepsit’ politiku a stratégie v oblasti dizajnu a efektivnych inovacii v Eurdpe.

Vysledky Stadie nam prinasaju roznorodé informacie o vztahu medzi dizajnom, ma-
nazmentom dizajnu, inovaciami a finanénymi ukazovatel'mi firiem:

vo viac ako Sest’ z desiatich firiem EU28 zohrava dizajn urcitu Glohu,

73% firiem, ktoré pouzivaju dizajn ako centralny prvok svojej stratégie alebo

pouzivaju dizajn ako nie centrdlny ale integralny, zaviedlo inovaciu vo svojich

produktoch a sluzbach v porovnani s firmami, ktoré dizajn nevyuzivaju (42%),
e viac ako $tyri z desiatich firiem EU investovali ¢ast’ obratu do dizajnu vyrobkov

a sluzieb (42%),
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e na Slovensku investovalo 48% firiem Cast’ svojho obratu do dizajnu vyrobkov
a sluzieb, ¢o predstavuje narast oproti predchadzajicemu roku (2015) o 5 per-
centualnych bodov.

Kramolis, Stafikova (2017) porovnavali ako sa v rozmedzi dvoch obdobi (2014,
2016) zmenili ndzory manazérov ceskych firiem na dizajn a financné vysledky. Z vysled-
kov vyplyva, Ze v roku 2016 firmy vyclenili na dizajn vysSiu Cast’ rozpoctu ako v roku
2014. Predchadzajuci vyskum v roku 2014 uz ukazal, ze takmer vSetci manazéri maju
pocit, ze dizajn ma pozitivny vplyv na ich financné vykazy. Na druhej strane mnohé z
tychto vysledkov vyskumu nemohli Specificky identifikovat’ samotny dizajn ako doévod
financného zisku. Vyskum z roku 2016 vSak ukazuje, Ze sa situacia zmenila. Vysledky
firiem v porovnani s predchadzajlicim obdobim. Firmy v Ceskej republike zvy3ujl svoju
konkurencieschopnost’ investovanim do dizajnu. Takmer polovica skimanych firiem si
uvedomuije, Ze dizajn priamo podporuje dosiahnutie ekonomickych ciel'ov, zvySuje vy-
nosy, objem predaja a hodnotu znacky.

Sprava spoloc¢nosti McKinsey & Company z roku 2018 ,Obchodna hodnota dizajnu*
je jednou z poslednych najkomplexnejsich Studii, ktoré sa tykaju navratnosti investicii
do dizajnu. Sprava komplexne sledovala 300 spolocnosti za patrocné obdobie vo viace-
rych krajinach a viacerych odvetviach (zdravotnicke technoldgie, spotrebny tovar a re-
tailové bankovnictvo). Vo vSetkych skiimanych odvetviach existoval zretel'ne silny vztah
medzi vysokym skoére tzv. indexu dizajnu McKinsey (MDI) a zvySenou vykonnostou pod-
niku. Firmy s najvyssim skore MDI zaznamenali o 32 percentualnych bodov vyssi rast
vynosov a o 56 percentualnych bodov vyssi rast celkovych vynosov akcionarom.

Situaciu v oblasti vyuZivania dizajnu v inovacnych aktivitdich malych a strednych
podnikov v SR analyzovala NARMSP este v roku 2006. 46 % opytanych zastupcov ma-
lych a strednych podnikov potvrdilo, Ze dizajn méZe vyznamne ovplyvnit’ poziciu ich pro-
duktov na trhu a 54 % deklarovalo, ze dizajn nema ziaden vplyv na poziciu ich vyrobkov
na trhu. Podl'a prieskumu, az 52 % opytanych uviedlo, Ze zmeny dizajnu sa vébec ne-
podielaju na inovacii ich produktov a 27 % sa vyjadrilo, Ze iba malo, ale uvedomuju si
vyznam dizajnu pri predaji produktov. Priblizne rovnaky podiel firiem vyuziva pracu di-
zajnéra pri vyvoji niektorych produktov (11 %), resp. pri vyvoji vietkych produktov (10
%). Jednym z hlavnych dévodov, preco firmy nevyuzivaju pracu dizajnéra pri vyvoji
novych vyrobkov je to, Ze nemaju technoldgie, ktoré by umoznili uplatnit’ zmeny v di-
zajne. Uviedlo to 54 % opytanych podnikatel'ov. Podl'a 19 % oslovenych je Gcast’ dizaj-
nérov pri vyrobe novych produktov nakladna a 14 % zastupcov firiem, ktoré sa na prie-
skume zUcastnili, si mysli, Ze prinos dizajnérov je neisty. Pozitivne je, Ze takmer 18 %
podnikov sluzby dizajnérov pri vyvoji novych vyrobkov vyuziva (NARMSP 2007).

Zaver

Dizajn je Uzko prepojeny s inovaciami a potreba objasnit’ jeho koncepciu a vzt'ah
s ekonomickymi vysledkami firiem rastie. Dizajn nielen vedie k vylepSenym produktom
a sluzbam, ale ovplyviiuje aj finanénd vykonnost’ firiem. Dizajn ako inovativny vyrobny
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proces moOze vyrazne znizit' naklady firmy, ale moze tiez viest’ k inovativnym a vylepse-
nym produktom, ktoré mozu zvysit' predaj. Cielom prispevku bolo vymedzit' rozne pri-
stupy a pohl'ady na koncepciu dizajnu, jeho vplyv na ekonomické vysledky firiem a rézne
pristupy k jeho meraniu na zaklade prehl'adu a analyzy domacej a zahranicnej literatury.
Analyzou domacich a zahrani¢nych stadii a prieskumov sme zist'ovali aktualne sposoby
a metddy merania vplyvu dizajnu na ekonomické vysledky firiem a dosiahnuté vysledky.
Vacsina stadii zameranych na analyzu vplyvu dizajnu na ekonomické vysledky firiem,
neskimala len samotny financny ,dopad" a navratnost’ investicii do dizajnu, ale davala
do suvislosti s dizajnom aj d'alSie aspekty, ako je napr. dosiahnuta Urover implementacie
dizajnu, stratégia firmy v oblasti dizajnu, lepSia interpretacia trhu pomocou dizajnu,...

Firmy uznavaju vyznam a dolezitost’ dizajnu ako nevyhnutého prostriedku pre zvy-
Senie svojej konkurencieschopnosti, je vsak vel'mi narocné ziskat' presné Udaje, ktoré
preukazuju priamu korelaciu medzi dizajnom a napriklad zvySenym predajom vyrobkov.
VSetky analyzované Studie preukazali stvislost’ medzi dizajnom a ekonomickymi vysled-
kami firiem, ale zaroven ukazuju, Ze ,dobry dizajn" sa neda dosiahnut’ len jednoduchym
investovanim do dizajnu. Prave manazment dizajnu a samotné prepojenie dizajnu so
stratégiou firmy zohrava kl'ii€ova Ulohu v navratnosti investicie do dizajnu. Meranie fi-
nancného dopadu dizajnu je pomerne zloZitd a dlhotrvajlca disciplina, na Slovensku ab-
sentuje kriticka analyza vplyvu dizajnu na konkurencieschopnost’ a ekonomickd vykon-
nost’ firiem. Buduci vyskum sa mbzZe zamerat’ prave na prieskum vyuzitia dizajnu ako
konkurencnej vyhody v podnikatel'skom prostredi Slovenskej republiky.

Zoznam bibliografickych odkazov

BEDA - The Bureau of European Design Associations. (2017). Measuring Design Value
as a key factor of successful innovation. Dostupné 15.6.2020 na
https://beda.org/wp-content/uploads/2019/01/BEDA-Cluster-Measuring-Design-
Value-Report-2017.pdf

Borja de Mozota, B. (2006). The Four Powers of Design: A Value Model in Design Man-
agement. Design Management Review, 17, 43-53

Braga, M.F. (2016). The value of design: an issue of vision, creativity and interpreta-
tion. In 2016 Design Research Society 50th Anniversary Conference. Brighton,
1865-1881

Brown, T. (2008). Design thinking. Harvard Business Review, 86(6), 84-92
Bruce, M., Bessant, J. (2002). Design in Business. Strategic Innovation Through De-
sign. Harlow: Pearson Education Limited.

Danish Design Centre. (2003). The Economic Effects of Design. Dostupné 15.6.2020
na: https://www.scribd.com/document/346345010/the-economic-effects-of-de-
signn-pdf

Danish Design Centre. (2016). The Design Ladder. Dostupné 15.6.2020 na
https://danskdesigncenter.dk/sites/default/files/pdf/design_lad-
der_2016_eng_0.pdf.

Design Management Institute. (2015). The Power & Value of Design Continues to
Grow across the S&P 500. Dostupné 15.6.2020 na:
https://www.dmi.org/page/2015DVIandOTW

76


https://beda.org/wp-content/uploads/2019/01/BEDA-Cluster-Measuring-Design-Value-Report-2017.pdf
https://beda.org/wp-content/uploads/2019/01/BEDA-Cluster-Measuring-Design-Value-Report-2017.pdf
https://www.scribd.com/document/346345010/the-economic-effects-of-designn-pdf
https://www.scribd.com/document/346345010/the-economic-effects-of-designn-pdf
https://danskdesigncenter.dk/sites/default/files/pdf/design_ladder_2016_eng_0.pdf
https://danskdesigncenter.dk/sites/default/files/pdf/design_ladder_2016_eng_0.pdf
https://www.dmi.org/page/2015DVIandOTW

Studia commercialia Bratislavensia Cislo/No.: 45 (3/2020); Rot./Vol.: 13

European Commission. (2016). Innobarometer 2016 — EU business innovation trends.
Dostupné 15.6.2020 na https://op.europa.eu/en/publication-detail/-/publica-
tion/69e52157-2ba9-11e6-b616-01aa75ed71al

Galindo-Rueda, F., Millot V. (2015). Measuring Design and its Role in Innovation. Do-
stupné 15.6.2020 na: https://www.oecd-ilibrary.org/science-and-technology/me-
asuring-design-and-its-role-in-innovation_5js7p6lj6zq6-en

Gemser, G. & Leenders, M. (2001). How Industrial Design in the Product Development
Process Impacts on Company Performance. Journal of Product Innovation Man-
agement, 1&1), 28 — 38.

Hertenstein, J.H., Platt, M.B. & Veryzer, R.W. (2005). The Impact of Industrial Design
Effectiveness on Corporate Financial Performance. 7he Journal of Product Innova-
tion Management, 22, 3-21.

Hertenstein, J.H., Platt, M.B. & Brown, D.R. (2001). Valuing design. Enhancing Corpo-
rate performance through design Effectiveness. Design Management Journal,
123), 10 - 19.

Hollanders, H. & Van Cruysen, A. (2009). Design, Creativity and Innovation: A Score-
board Approach. Dostupné 15.6.2020 na: http://citeseerx.ist.psu.edu/vie-
wdoc/download?doi=10.1.1.924.793&rep=rep1&type=pdf

Chiva, R. & Alegre, J. (2009). Investment in Design and Firm Performance: The Medi-
ating Role of Design Management. The Journal of Product Innovation Manage-
ment. 26, 424-440.

Knoskova, L. (2014). ManaZment dizajnu. Bratislava: Vydavatel'stvo Ekondm.

Kootstra, G.L. (2009). The Incorporation of Design Management in Today's Business
Practices. Dostupné 15.6.2020 na: https://www.mikepinder.co.uk/download/dme-
the-incorporation-of-design-management-in-todays-business-practices-2010/

Kotler, P. & Rath, G.A. (1984). Design: A Powerful but Neglected Strategic Tool. Jour-
nal of Business Strategy, 5(4), 16 — 21.

Kramoli$, J. & Starnkova P. (2017). Design and its Impact on The Financial Results of
Enterprises (Based on Managers” Opinions). Journal of Competitiveness. X2),
62-77.

McKinsey & Company. (2018). The Business Value of Design. Dostupné 15.6.2020 na
https://www.mckinsey.com/business-functions/mckinsey-design/our-insights/the-
business-value-of-design

NARMSP. (2007). Stav podnikania malych a strednych podnikov na Slovensku 2006.
Dostupné 15.6.2020 na: http://www.sbagency.sk/sites/de-
fault/files/stav_msp_06.pdf

Norman, D. A. (2008). Design emocional: por que adoramos (ou detestamos) os
objetos do dia-a-dia. Rio de Janeiro, Brasil: Rocco.

Verganti, R. (2008). Design, meanings and radical innovation: A metamodel and re-
search agenda. The Journal of Product Innovation Management, 25, 436-456.

77


https://op.europa.eu/en/publication-detail/-/publication/69e52157-2ba9-11e6-b616-01aa75ed71a1
https://op.europa.eu/en/publication-detail/-/publication/69e52157-2ba9-11e6-b616-01aa75ed71a1
https://www.oecd-ilibrary.org/science-and-technology/measuring-design-and-its-role-in-innovation_5js7p6lj6zq6-en
https://www.oecd-ilibrary.org/science-and-technology/measuring-design-and-its-role-in-innovation_5js7p6lj6zq6-en
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.924.793&rep=rep1&type=pdf
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.924.793&rep=rep1&type=pdf
https://www.mikepinder.co.uk/download/dme-the-incorporation-of-design-management-in-todays-business-practices-2010/
https://www.mikepinder.co.uk/download/dme-the-incorporation-of-design-management-in-todays-business-practices-2010/

Studia commercialia Bratislavensia Cislo/No.: 45 (3/2020); Rot./Vol.: 13

Alternative dispute resolution (ADR) for consumer disputes in
the Slovak republic

Lenka Vacokova!

Abstract

This paper aims to analyse alternative dispute resolution (ADR) for consumer disputes
in the Slovak Republic according to Act No. 391/2015 Coll. on consumer alternative
dispute resolution as amended. Through this act Directive 2013/11/EU of the European
Parliament and of the Council of 21 May 2013 on alternative dispute resolution for con-
sumer disputes and amending Regulation (EC) No 2006/2004 and Directive 2009/22/EC
(Directive on consumer ADR) has been transposed into Slovak law. Author of the paper
used scientific methods of analysis, comparison, deduction, induction and synthesis. She
tried to evaluate the application of consumer ADR by Slovak ADR entities, development
of ADR between 2016 and 2019, current situation, and to provide conclusions and sug-
gest changes for future.
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Introduction

Act No. 391/2015 Coll. on consumer alternative dispute resolution (Act on con-
sumer ADR) has been adopted at the end of 2015. This act transposed into Slovak law
two EU legislative acts: Directive 2013/11/EU of the European Parliament and of the
Council of 21 May 2013 on alternative dispute resolution for consumer disputes and
amending Regulation (EC) No 2006/2004 and Directive 2009/22/EC (Directive on con-
sumer ADR) and Regulation (EU) No 524/2013 of the European Parliament and of the
Council of 21 May 2013 on online dispute resolution for consumer disputes and amend-
ing Regulation (EC) No 2006/2004 and Directive 2009/22/EC (Regulation on consumer
ODR). (Huckova, 2016, p. 52)

Both the Directive on consumer ADR as well as the Act on consumer ADR have the
same purpose: Through the achievement of a high level of consumer protection, to
contribute to the proper functioning of the internal market by ensuring that consumers
can, on a voluntary basis, submit complaints against traders to entities offering inde-
pendent, impartial, transparent, effective, fast and fair alternative dispute resolution
procedures. (Article 1 of the Directive on consumer ADR, Explanatory memorandum to
the Act on consumer ADR)

1 JUDr. Lenka Vacokova, PhD., University of Economics in Bratislava, Faculty of Commerce, Department of
Business Law, Dolnozemska cesta 1, 852 35 Bratislava, lenka.vacokova@euba.sk
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This Directive shall apply to procedures for the out-of-court resolution of domestic
and cross-border disputes concerning contractual obligations stemming from sales con-
tracts or service contracts between a trader established in the Union and a consumer
resident in the Union through the intervention of an ADR entity. (Article 2 (1) of Directive
on ADR disputes)

This paper focuses on alternative dispute resolution for consumers in the Slovak
Republic according to Act on consumer ADR, its application by consumers and ADR en-
tities on the results of proceedings of ADR on consumer disputes.

1 Literature review

The main sources of this paper are Explanatory memorandum to the Act on con-
sumer ADR and the Directive on consumer ADR. The web site of the Ministry of Economy
of the Slovak Republic and annual activity reports of ADR entities from the years 2016
— 2019 published on their websites were significant sources of applied research. Other
major sources include Basics of Law in Tourism for Economists by Magurova et al. with
important comparative information concerning consumer arbitration and alternative dis-
pute resolution and paper New Mechanism of Consumer Rights Enforcement by Huckova
who is an excellent author focusing on out-of-court dispute resolution.

2 Methodology

The objective of this paper is not only to describe the ADR procedure in the Slovak
Republic but also to provide an overview of the application of the Act on consumer ADR
by ADR entities, ADR development and use, its advantages and also potential deficien-
cies.

The main subjects of the research are ADR entities performing their activities in
the Slovak Republic and their procedures for dispute settlement. ADR entities are not
only state authorities, but also authorized legal persons such as consumer associations
or associations of legal persons included in the list of ADR entities.

The main methods used in this paper include analysis, comparative method, syn-
thesis, deduction and induction. Firstly, we tried to analyse not only the Act on consumer
ADR together with the Directive on consumer ADR but in particular, information obtained
from annual activity reports of ADR entities solving domestic disputes. After analysis of
annual activity reports, we tried to compare various types of information to find similar-
ities, but also differences, generalizations and conclusions in consumer alternative dis-
pute resolution by using the methods of deduction, induction and synthesis.
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3 Results and discussion
3.1 ADR proceedings

According to Section 2 (3) of the Act on consumer ADR, parties to the dispute are
a consumer who submit an application and a trader against whom the application (com-
plaint) is directed. Consumer means any natural person who acts for purposes which
are outside his trade, business, craft or profession. Trader means any person (natural
or legal) irrespective of whether privately or publicly owned, who acts, including through
any person acting in his name or on his behalf, for purposes relating to his trade, busi-
ness, craft or profession. (Article 4 (1) of the Directive on consumer ADR).

According to Section 1 (4) of the Act on consumer ADR, it shall not apply to:

e disputes initiated by a trader against a consumer,

e communication between consumer and trader for purpose of exercising rights
of a consumer and resolving consumer dispute before the consumer’s request
to remedy is filled,

e disputes resolved by trader or third person, who is with the trader in an em-
ployment relationship or equal legal relationship,

e disputes related to services of general interest carried out free of charge,

e disputes concerning health-care and health-care related services,

o disputes covering further education or university education provided by public
or state providers.

ADR entity is defined as ADR authority listed directly in the Act on consumer ADR
and the authorized legal persons included in the list of ADR entities kept by the Ministry
of Economy of the Slovak Republic. According to Section 3 (2) of the Act on consumer
ADR, ADR authorities are the following institutions: Regulatory Office for Network In-
dustries (Urad pre reguldciu sietovych odvetvi, URSO), Regulatory Authority for Elec-
tronic Communications and Postal Services (Urad pre reguldciu elektronickych komu-
nikacii a postovych sluzieb, UREKPS) and Slovak Trade Inspection (Slovenska obchodna
inSpekcia, SOI). Slovak Trade Inspection plays also the role of the residual ADR entity,
which reflects the requirement for the member states to provide for the creation of a
residual ADR entity that deals with disputes for the resolution of which no specific ADR
entity is competent. Exceptions from the competency of the Slovak Trade Inspection are
disputes arising from the provision of financial services because the authority for con-
sumer protection in the financial market is the Ministry of Finance of the Slovak Republic.
(Explanatory memorandum, Article 24 of the Directive on consumer ADR)

Authorized legal persons are included in the list of ADR entities published by
the Ministry of Economy of the Slovak Republic. As at the date of this paper the list
includes the following entities: Consumer Protection Society (S.0.S.) Poprad (Spolo¢nost/
ochrany spotrebitel'ov (S.0.S.) Poprad); OMBUDSPOT, Association for Protection of Con-
sumers’ Rights (OMBUDSPOT, zdruzenie na ochranu prav spotrebitel'ov, ZNOPS); Slovak
Insurance Association (Slovenska asociacia poistovni, SLASPO); Social and Legal Advi-
sory Services Association for All (ZdruZenie socialno-pravne poradenstvo pre kazdého)
and Slovak Banking Association (Slovenska bankova asociacia, SBA). (MH SR.sk, 2018)
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The only ADR entity included in the list published by the Ministry of Economy of SR but
not in the list of ADR entity drawn up by the European Commission is OMBUDSPOT,
ZNOPS.

ADR entities must ensure that natural persons in charge of ADR processes fulfil the
requirements specified in Article 6 (1) of the Directive on consumer ADR, mainly the ex-
pertise, impartiality and independence. Pursuant to Section 8 (2) and (3) of Act on
consumer ADR natural person in charge of ADR must have full legal capacity and integ-
rity, be credible, have a Master degree in law and at least one year of professional
experience in resolving disputes or Master degree and at least three years of professional
experience in resolving disputes. These persons have to be in an employment relation-
ship or in a civil-servant relationship to the ADR entity or be a member of the ADR entity,
a statutory body or a member of the statutory body of the ADR entity.

According to Section 2 (2) of the Act on consumer ADR, alternative dispute resolu-
tion is a procedure of ADR entity according to this act, the objective of which is an
amicable settlement of a dispute between the parties to the dispute. A consumer who is
not satisfied with the method of handling the complaint determined by the trader or who
has reasonable grounds to believe that his rights have been breached has the right
to request a remedy. The consumer is entitled to initiate the ADR proceedings if the
trader does not accept his request for remedy or if the trader stays passive and did not
answer in 30 days from the date of posting the request for remedy. (Section 11 of the
Act on consumer ADR)

The ADR proceedings start from the date of receipt of a complete application by
the ADR entity. (Section 14 (1) of the Act on consumer ADR) Principles of ADR proceed-
ing include not only dispositive principle, impartiality, independence and expertise of the
natural person in charge of ADR entity, but also the obligation of professional secrecy,
the principle of independent evaluation of evidence, the principle of efficiency and speed
of the procedure and adversarial (contradictory) procedure. The principle of speed
and efficiency of the procedure is connected with 90 days’ period given for ADR
proceedings, which may be in particularly complex cases extended by 30 days, even
repeatedly. This objective should be achieved mainly by telephone contact and electronic
means of communication (Section 16 of the Act on consumer ADR). The Act, as well as
Directive on ADR on consumer disputes, put emphasis on electronic means of commu-
nication such as e-mail, which has to be demonstrably used by the party to the dispute
what is secured by receipt confirmation. The speed and efficiency of proceedings are to
be achieved by the fiction of delivery (in online and offline contact) which means that a
document is deemed to have been delivered within 3 days from its sending. (Magurova,
2016, p. 169, Explanatory memorandum) Effectiveness of the ADR procedure also
means that parties to the dispute are not obliged to retain a lawyer or a legal advisor
and the ADR procedure is free of charge or available at a nominal fee for consumers
(Article 8 of the Directive on consumer ADR). From ADR entities included in the list
maintained by the Slovak Ministry of Economy only one of them, OMBUDSPOT, ZNOPS,
charges the maximum fee of 5 euro.

The alternative dispute resolution proceeding can be concluded in various ways.
An ADR entity can suggest a proposal of agreement between parties to the dispute,
issue a non-binding reasoned opinion or set aside the proposal. The ADR procedure may
also be terminated by one of the other reasons listed in the Act on consumer ADR, such
as death or declaration of the death of the party which is a natural person or dissolution
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of a party which is a legal entity without the legal successor (objective legal facts) or by
removing the authorized legal entity from the register (Section 20 (1) of the Act on
consumer ADR). The expiration of 90 days’ period (or additional period) is also a ground
for terminating ADR proceedings to avoid undue delay. (Explanatory memorandum)

Draft agreement on a resolution of the dispute must contain according to
the Section 17 (2) of the Act on consumer ADR following detailed information: names of
ADR entity and natural person in charge of ADR and names of the parties to the dispute,
subject matter of the dispute, description of the facts and procedure of ADR entity, legal
provisions applied by the ADR entity, proposal for modification of rights and duties of
the parties, information about binding legal force of the consent of the parties with the
draft agreement and date of preparation of the draft agreement. Agreement on a reso-
lution of the dispute should be concluded personally or consent of the parties should be
sent in written form by post or electronically under the principle of speed and efficiency
of the procedure. (Explanatory memorandum)

A reasoned opinion is issued when the agreement on the resolution of the rights
has not been reached and the authorized natural person in charge of ADR reasonably
concludes that the rights of the consumer were breached or violated by the trader. The
reasoned opinion includes also conclusion with a specification of provisions of the Act
on consumer ADR or other specified act and justification of the decision, which includes
a description of circumstances, evidence offered to issue the opinion and procedure of
assessment of evidence by ADR entity. The reasoned opinion is not legally binding and
has just an informal character. However, it may be significant support for consumers
who intend to claim their rights before courts. The purpose of this legal provision is to
strengthen the enforcement of consumer’s rights. (Explanatory memorandum; Magu-
rova, et al. 2016, p. 170)

There are many reasons for setting aside the proposal (postponing) set out in
Section 19 (1) of the Act on consumer ADR. These procedural situations occur after the
opening of the ADR proceeding. It is, for instance, the principle of competency of other
ADR entity, which initiated the proceedings first or situations when the proceedings be-
fore the court, arbitration body or ADR entity have been already terminated (res iudi-
cata). The proposal is set aside also for reasons attributable to the consumer such as
not assisting the ADR entity in solving disputes or decisions of consumers to terminate
the participation in alternative dispute resolution proceedings. (Explanatory memoran-
dum)

3.2 Transparency

Transparency of ADR procedure means that ADR entities are obliged to make pub-
licly available on their websites clear and easily understandable information on:

e their contact details including postal and e-mail address,

e the fact that ADR entity is listed by the Ministry of Economy of SR and also by
the European Commission and the date of the entry in the list,

e the natural persons in charge of ADR (name, surname, academic title including
the length of their mandate),
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e their membership in networks of ADR entities facilitating cross-border dispute
resolution, if applicable,
the types of disputes they are competent to deal with,
the legal provisions and the procedural rules governing the resolution of a dis-
pute,

o the payment-free resolution of a dispute or the costs to be borne by the parties,

o the language in which application can be submitted and the ADR procedure is
conducted,

e the fact that consumer can withdraw from the procedure at any stage of the
proceedings,

e the average length of the ADR procedure (if ADR entity is entered in the list at
least one year),

e the binding force and the legal effect of the outcome of the ADR procedure.

(Section 10 (1) of the Act on consumer ADR, Article 7 (1) of the Directive on con-
sumer ADR)

ADR entities are obliged to publish on their websites annual activity reports which
have to include the following information:

e the number of disputes solved and the types of complaints to which they re-
lated;

e the most frequent problems that lead to disputes between consumers and trad-
ers;

e the rate of disputes the ADR entity has refused to deal with and the percentage
share of the types of grounds for such refusal;

e the percentage share (rate) of ADR procedures which were discontinued and
the reasons for their discontinuation;

e the average time taken to resolve disputes;
the rate of compliance, if known, with the outcomes of the ADR procedures;
cooperation of ADR entities within networks of ADR entities which facilitate the
resolution of cross-border disputes, if applicable;

e measures to ensure advanced training of natural persons in charge of ADR;

e the effectiveness and proposals for improvement of ADR.

(Section 10 (3) of the Act on consumer ADR, Article 7 (2) of the Directive on con-
sumer ADR)

Based on this kind of information publicly available on websites of ADR entities, we
were able to make conclusions regarding the development of ADR procedures in the
Slovak Republic. We focused on all ADR entities operating in this area during the years
2016 -2019.

Social and Legal Advisory Services Association for All has been included in
the list of ADR entities since May 7th, 2018. This is maybe one of the reasons why it
received and solved in that year only one dispute terminated in 12 hours. In the annual
activity report chairwoman Hofmannova stressed the importance of cooperation of con-
sumers, their promptness in responding to the request of ADR entities to submit neces-
sary information or documents to avoid undue delay in proceedings. She noted there
are no administrative penalties imposed on the consumer. In 2019, this civil association
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did not receive any application for ADR proceedings. (mediacnecentrummagnolia.sk,
2020)

Another ADR entity included in the list from 1st January 2017 is the Association for
Protection of Consumers’ Rights - OMBUDSPOT that received only two applications in
2017. The first consumer dispute was dismissed because of an incomplete application
(not amending the application by the consumer). The second one was terminated by
the agreement on the resolution of the dispute. The length of the ADR procedure was 8
hours, its effectiveness 50%. In 2018, OMBUDSPOT, ZNOPS solved two disputes. Both
applications were dismissed, so the effectiveness of the ADR procedure was 0%, the
length of the ADR procedure was 5 hours. The chairwoman Mezenska emphasized the
obligation of a consumer to submit all necessary facts and documents in time and the
question of financing ADR proceedings by entities which are not supported from the
State budget. (Ombudspot.sk, 2020)

In 2019, this consumer association received three applications but none of these
applications was terminated in that year. One agreement on consumer dispute was con-
cluded in 2020, another ADR procedure was leading to the conclusion of the agreement
and in one dispute the complaint was lodged to the Slovak Trade Inspection (because
of failure to provide cooperation by the trader). The average length of the ADR dispute
was 10 hours. (Ombudspot.sk, 2020)

Tab. 1 Number of received applications

ADR entity 2016 2017 2018 2019
URSO 24 22 9 18
UREKPS 18 18 7 8
S.0.S. Poprad 27 28 11 14

Source: Data summarised based on annual activity reports of URSO, UREKPS, S.0.S. Poprad from period of
2016 — 2019

Other three compared ADR entities include two state authorities, Regulatory Of-
fice for Network Industries (URSO) and Regulatory Authority for Electronic
Communications and Postal Services (UREKPS) and one private association, Con-
sumer Protection Society (S.0.S.) Poprad. We chose them together because of the
similarities in the number of cases resolved and some other similar features. As we can
see in Table 1, selected ADR entities resolved a comparable amount of cases in the years
2016 — 2018. The number of disputes resolved by each ADR entity in the period between
2016 and 2017 is very similar; however in 2018 the number of cases reduced radically
(less than a half). Only the annual activity report of S.0.S. Poprad noted this fact and
set itself the task of finding the reason for the occurred situation. In 2019, the number
of cases dealt with by UREKPS and S.0.S. Poprad slightly increased and doubled only in
the proceedings of resolving the disputes by URSO.
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Tab. 2 Number of dismissed applications, postponed applications (including voluntary
acceptance by trader), agreements and reasoned opinions

ADR entity 2016 2017 2018 2019
UREKPS 8/8/1/- 15/3/1/- |1/6/-/- -/9/-/-
S.0.S. Poprad -/?/4)/? -/94+?/4/? |-/4/1/6 1/1/1/9
Source: Data summarised based on annual activity reports of UREKPS and S.0.S. Poprad from period of
2016 - 2019

S.0.S. Poprad is also the only subject from the three compared entities which in
the period between 2016 and 2018 did not dismiss any application (see Table 2). It
terminated the ADR procedure by the most agreements on the resolution of the dispute
(overall 8 in the period between 2016 and 2017). In 2017, this consumer association
prematurely ended nine ADR proceedings when the trader voluntarily accepted con-
sumer’s requirements, and almost 47% of the disputes solved in favour of the consumer
(in the next year it decreased to 27%). They proposed the amendment to the legislation
on ADR procedure by another way of terminating disputes (Section 20 of the Act on ADR
procedure) and that is terminating by the voluntary acceptance of the trader (now it is
included in the reasons for postponing ADR disputes in Section 19 (1) of the Act on
consumer ADR). This consumer association issued several reasoned opinions, too. In
the years 2018 and 2019 reasoned opinions represented more than 50% of cases re-
solved by S.0.S. Poprad. They proposed the reasoned opinion with the legal force of the
arbitration award. (Sosspotrebitelov.sk, 2020)

Tab. 3 Average length of the procedure

ADR entity 2016 2017 2018 2019
URSO 102 days 110 days 110 days 60 days
UREKPS 76 days 75 days 86 days 80 days
S.0.S. Poprad 3 months 3 months 3 months 3 months
SBA 46 days 43 days 34 days 32 days
SLASPO - 70 days 84 days 51 days
SOI 2 months 2 months 2 months 2 months

Source: Data summarised based on annual activity reports of URSO, UREKPS, S.0.S. Poprad, SBA, SLASPO,
SOI from period of 2016 — 2019

According to Table 3, the average length of the ADR procedure of the first three
subjects in the period between 2016 and 2018 is around three months (75 days — 3
months). As we can see from Table 1 and Table 3 the length of the procedure does not
depend on the number of cases dealt with by the ADR entity. Only the average length
of the ADR procedure of URSO was longer, around three and half months (from 102 —
110 days), but in 2019 it was reduced by almost half (60 days) by S.0.S. Poprad. They
proposed a legislative change so that the reasoned opinion would have the legal force
of the arbitration award. (Sosspotrebitelov.sk, 2020)
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Tab. 4 Number of received applications for ADR

ADR entity 2016 2017 2018 2019

SBA 68 176 128 56

SLASPO - 75 133 128

SOI 265 256 279 282

SOI by electronic | 145 126 148 168

means

Source: Data summarised based on annual activity reports of SBA, SLASPO and SOI from period of 2016 —
2019

ADR Institute of the SBA included in the list of ADR entities in April 2016 re-
ceived 68 applications for ADR procedure during the first year (from all 333 applications).
Since July 2016, it has become a member of an international network of entities resolv-
ing disputes alternatively in financial services FIN — NET. In 2017, it received altogether
303 applications, 176 of them as the ADR entity, and the rest, 127 applications derived
from the breach of Code of Conduct on consumer protection. In the next year, the ADR
Institute of the SBA solved entirely 156 disputes, 128 of them as the ADR entity, and
only 28 according to the Code of Conduct on consumer protection. It is interesting to
note that the proportion of application for ADR disputes is increasing in comparison with
the applications for breach of the Code of Conduct on consumer protection. What we
should appreciate are short periods for solving ADR disputes (see Table 3) (Institut-
ars.sk, 2020).

Slovak Insurance Association (SLASPO) has been included in the list of ADR
entities since 4th April 2017 and the Insurance Ombudsman office has been established.
According to Table 3, the average length of ADR procedure in the period between 2017
and 2018 was from 70 to 84 days what was still within 90 days stated in the Act on
consumer ADR. In 2019, the average length of the ADR procedure was considerably
shortened to 51 days. As we can see in Table 4, in the first year, the Insurance Om-
budsman received 75 applications for ADR. In 2018, there was an increase of 62% in
received applications as compared to the previous year. Next year it received a very
similar number of applications.

Tab. 5 Number of terminated ADR disputes by dismissing applications, postponing
applications and concluding on agreements by SLASPO

dismissed postpong d postponed
applications applications applications
SLASPO pp . (consumer PP
(facultative . (voluntary agreements
rights have .
and not been fulfilment of
obligatory) breached) the trader)
2017 42% 27% 14% 10%
2018 54% 20% 13% 2%
2019 57% 25% 11% 4%

Source: Data summarised based on annual activity reports of SLASPO from period of 2017 — 2019
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According to Table 5, we can also note that in the period between 2017 and 2019
from 11% to 14% of terminated disputes represent the voluntary fulfiiment of a trader
in favour of a consumer. These cases were formally included in the postponed applica-
tions (Section 19 (1) of the Act on consumer ADR). For that reason, the Insurance Om-
budsman, similarly to the consumer association S.0.S. Poprad, proposed the possibility
of terminating the ADR procedure by voluntary fulfillment after initiating of the proceed-
ings under Section 20 of the Act on consumer ADR. In general, from 17% to 24% of the
disputes were resolved in favour of the consumer. On the other hand, in 20% to 27%
of the cases, the insurance company did not breach the rights of the consumer. The rest
of the ADR resolution, from 42% to 57%, represent dismissed applications. (Poisto-
vaciombudsman.sk, 2020)

Tab. 6 Number of dismissed applications, postponed applications, agreements and
reasoned opinions issued by SOI

SOI dismissed ap- | postponed ap- | agreements reasoned
plications plications opinions

2016 43 68 47 22

2017 36 96 42 18

2018 41 106 42 16

2019 59 116 28 13

Source: Data summarised based on annual activity reports of SOI from period of 2016 — 2019

Slovak Trade Inspection (SOI) is a residual entity of ADR disputes. It re-
ceived the most applications on ADR disputes, around 50 % of them electronically (see
Table 4). In Table 6, we can see that alternative dispute resolution in the period of 2016
— 2019 had many similarities. A slight increase occurred in the number of terminated
disputes and the number of postponed applications and a slight decrease in the number
of reasoned opinions. Also, the number of concluded agreements between a trader and
a consumer decreased. The main reasons for dismissing applications included lack of
competence of ADR entity, unfounded application (when trader accepted consumer re-
quest in its entirety), incomplete application by consumer, and value of the dispute less
than 20 euros. SOI postponed applications for two reasons - consumer terminated the
participation (for instance because of repayment of purchase price) and because the
consumer rights were not breached by a trader.

Conclusion

This paper aimed to analyse the application of the Act on consumer ADR and the
Directive on Consumer ADR by ADR entities in domestic disputes and its development
in the years 2016 - 2019. Based on the obligation of ADR entities to publish annual
reports of ADR procedures with the mandatory information, we were able to research
ADR procedures in the territory of Slovakia.

As we predicted, the most applications were received and solved by the residual
ADR entity, Slovak Trade Inspection, which in 2016 decided 46% of terminated disputes
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in favour of a consumer, in 2017 it was around 45% and in 2018 around 47% of all
resolved disputes. In 2019, the number of disputes resolved in favour of consumers
decreased by almost 38% (SOI.sk, 2020). Disputes resolved for the benefit of the con-
sumer, include not only agreements concluded between parties to the dispute, but also
postponed proceedings due to withdrawal by the consumer and cases when for example,
ADR entity issued a non-binding reasoned opinion and consequently, a trader repaid a
purchase price to the consumer.

With respect to the proposal of S.0.S. Poprad to change the legal force of reasoned
opinion to a binding act, we think it should stay non-binding. The issuance of reasoned
opinion should be a sufficient reason for traders to meet consumers’ requests.

The decision making of S.0.S Poprad is for the benefit of consumers, they did not
dismiss many applications but they concluded quite a lot of agreements and issued sev-
eral reasoned opinions. We consider their ADR resolution to have a positive impact on
consumer protection.

S.0.S. Poprad and other ADR entities had application problems when after the start
of the ADR procedure a trader accepted the consumers’ requests. These cases were
formally classified as postponing of the application mainly due to the following reasons:
it was not apparent whether the rights of consumer were breached by the trader
(SLASPO), the consumer voluntarily terminated ADR procedure (SOI) or it was a sepa-
rate reason for terminating ADR proceedings not listed in the legislation (S.0.S. Poprad).
In our opinion, the Ministry of Economy of SR should provide guidance for this situation
by the amendment of the Act on consumer ADR or by issuing a measure/methodical act
providing clear solution for this type of situations.

We also suggest unifying the list of ADR entities maintained by the European Com-
mission with the list of ADR entities drawn up by the Ministry of Economy of the Slovak
republic as the consumer association OMBUDSPOT, ZOPS is not included in the list of
ADR entities of the EU.

The alternative dispute resolution under the Act on ADR has many advantages in
comparison with judicial proceedings. It is simpler (the application is submitted in a
simpler form and is available on the websites of ADR authorities), less expensive (from
0 to 5 euro), more flexible (without the physical presence of the parties), and quicker
(the time of the procedure is limited to 90 days; it should be prolonged in 30 days).
(Institutars.sk, 2020)

Generally, we can say that alternative dispute resolution under the Act on consumer
ADR is developing favourable for consumers in Slovakia. We can see from the annual
reports of ADR entities that authorized natural persons in charge of ADR are participating
in many training courses, lectures, workshops, and communication with the Ministry of
Economy of the SR to improve their expertise and professional experiences in solving
ADR disputes. The annual reports on ADR disputes are from year to year better drafted
and concern significant information on ADR procedure in the Slovak Republic.

We are prepared to monitor alternative disputes resolution of consumer disputes
in the next years as well through the annual reports to supplement the research of ADR
in the Slovak Republic.
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