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THE IMPORTANCE OF CUSTOMER LOYALTY PROGRAMS
IN THE EUROPEAN AIRLINE INDUSTRY

Mark Wever
Abstract

Despite the market for airline industries seems to be borderless because they offer worldwide
flights, it is a small one, caused in a highly comparative competition. On one hand airlines are
faced with cost reduction to be competitive and on the other they have to build attractive
offers for their customers. Therefore they created customer loyalty programs which should
ensure a winning over the customers. This study deals with the topic of customers loyalty
programs of the European airlines industry and their importance for airlines and customers.

Keywords: airlines, customer loyalty, importance, Europe

1 INTRODUCTION

Many customer loyalty programs exist in the market so there is a great competition among
airliners to build a successful package to satisfy customers. An American study revealed that
only 25% of business travellers and 20% of leisure travellers limited their search to their
preferred airline.* The consumer loyalty although rises when a frequent flyer program exist up
to 80%.>

Ilustration 1: Airlines considered on last tickets purchased by survey respondents

50% -

s

B
(=
=
=

3%

mBusiness

(2]
=
=
=
L
[
-
s

B Leisurs

Percent of Respondent:
B
2

10%,
4% 4%

0% . - .

1 23 4-5 Mo Limit

Airlines Considered

Source: Wessels, D., “Consumer Loyalty in the Airline Industrie”, University of
Pennsylvania, Locust Walk. Online: http://finance.wharton.upenn.edu/~wessels/courses/v
aluation/Sample%20Solution%20-%20Marketing.pdf (last view: 10.04.2015), 2006, p. 6.

Other factors of choosing an Airline are the price, the professionalism of airline personnel, the
ability to chance or cancel plans without paying a penalty and the efficiency of security
checks. In addition, the airport location, the seat and legroom size on plane, the loyalty
program, the ability to upgrade and the quality of meals are considered.® This study deals with

! See Wessels, D., “Consumer Loyalty in the Airline Industrie”, University of Pennsylvania, Locust Walk.
Online: http://finance.wharton.upenn.edu/~wessels/courses/valuation/Sample%20Solution%20-%20Marketi
ng.pdf (last view: 10.04.2015) 2006, p. 5.

2 Ibid, p.5.

3 See Wessels, D., “Consumer Loyalty in the Airline Industrie”, University of Pennsylvania, Locust Walk.
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the topic of customers loyalty programs of the European airlines industry and their
importance for airlines and customers. Customer retention such as client card systems
increased sales up to 25% through payback-cards. According to Ranzinger, companies can
achieve similar results with the customer retention measure, if it is correctly researched and
positioned appropriate for the requirements of the market and strategically aligned.* Customer
retention or customer loyalty refers to the development of potential buyers or clients that
neglect respective goods and services, and can only be hard won as good or regular
customers. To achieve these goals several measures exist, namely bonus programs, discount
cards, customer cards, promotions using stickers, and couponing. Not all of these instruments
are suitable for the image of a company and their target customer group or appropriate for the
market developments in their line of business. Customer orientation mentioned as the silver
bullet towards success and equally as a nostrum for all problems. However, customer loyalty
is not the only key success factor. The path to the customer can also lead through cost or
product optimization. In the case of a cost leader strategy, standardized goods and services are
offered at competitive prices. The focuses of product leadership strategy are products and
services that are positioned as leading innovation in the respective market segment. Another
possibility is provided by customer partnerships, especially through achieving individually
targeted satisfaction of customer needs. For this, markets are being partitioned and customers
are approached in a one to one relationship. The maximum customer value is always strived
for as a goal. Retaining regular customers have top priority in customer loyalty programme.®
This is achieved through two strategies: increase in customer satisfaction and construction of
barriers to change or swap between systems. In the airline industry, the retention of the client
for a particular product is not of first priority.” However, winning the customer for the
company is prioritised, which deals a lot with questions of emotional attachment, the
economy, designing contracts as well as amenities.® The barriers to change are arranged
according to the different phases, as follows: In the acquisition phase, the provision of certain
information for the customer creates change barriers in the short term, while in the customer
retention phase measures such as subscriptions are suited to secure customer sales for a
certain period. Furthermore, particular contract designs in the product policy ensure that there
is no pay-off for the customer to exit. Emotional elements are also incorporated at this stage.’
Customer orientation means to give the customer the feeling of being taken seriously, to be
important. The customer wants to be respected and that his satisfaction is top priority for the
organisation. Creating customer ties as a standard way of dealing with clients is a typical
attribute of successful business. Constant efforts striving for quality, reliability or focus on
services is ultimately the best strategy to retain customers in the long end.'® Winning new

Online: http://finance.wharton.upenn.edu/~wessels/courses/valuation/Sample%20Solution%20-%20Marketin
g.pdf (last view: 10.04.2015) 2006, p. 10.

* See Ranzinger, A., ,Praxiswissen Kundenbindungsprogramme, Konzeption und operative Umsetzung“ 1.
Edition, Wieshaden, ISBN 978-3-8349-2156-7, 2011, p. 5-6.

® See Ranzinger, A., ,Praxiswissen Kundenbindungsprogramme, Konzeption und operative Umsetzung® 1.
Edition, Wieshaden, ISBN 978-3-8349-2156-7, 2011, p. 11-12.

® See Kenzelmann, P., ,,Kundenbindung - Kunden begeistern und nachhaltig binden“, 3. Edition, Berlin, ISBN
978-3-589-23413-4p, 2008, p. 85-86.

’ See Kenzelmann, P., ,,Kundenbindung - Kunden begeistern und nachhaltig binden“, 3. Edition, Berlin, ISBN
978-3-589-23413-4p, 2008, p. 88.

8 See Kenzelmann, P., ,,Kundenbindung - Kunden begeistern und nachhaltig binden“, 3. Edition, Berlin, ISBN
978-3-589-23413-4p, 2008, p. 24-26.

% See Bruhn, M., Homburg, C., ,,Handbuch Kundenbindungsmanagement*, 5. Edition, Wiesbaden, ISBN 3-409-
52269-7, 2005, p. 244.

10 See Peters, T./Waterman, R., “Auf der Suche nach Spitzenleistungen* 7. Edition, Augsburg, ISBN 3-478-
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customers requires much effort, however, customers that are already part of a company's
customer base can be won for an intensified relationship and retained with less expenses
involved. Each unsatisfied customer is essentially a gratuitous management consultant. It is
pivotal to use the opportunity to find out the reasons why a particular customer has left an
organisation. This enables to win the client back, potentially.** In the initial phase of each
customer retention strategy, the choice of the right instruments is essential. However, it is
necessary to research whether the offered product is suitable for the desired target customer
group beforehand.

2 RESARCH OBJECTIVES

Illustration 1: Benefits of frequent flyer programmes for gold and silver status members, Star

Alliance
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81101-5, 1998, p. 189-190.
11 See Kenzelmann, P., ,,Kundenbindung - Kunden begeistern und nachhaltig binden“, 3. Edition, Berlin, ISBN
978-3-589-23413-4p, 2008, p. 98-99.
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Source: Star Alliance, “Beneftis of frequent flyer progammes for gold and silver status
members”, Online: http://www.staralliance.com/assets/doc/en/benefits/frequent-flyer-
programmes/pdf/FFP-table.pdf (last view: 24.04.2015)

3 LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT

Loyalty programmes are directly connected with broad scientific theories. McCaughey &
Behrens asked critically if frequent flier programme status is a kind of paying for status.
They revealed in their study “that the mere existence of FFP leads to higher prices* on an
average airfare of 5-6%.“ “Prior literature relies on publicly available data and the
assumptions of exogenous factors (e.g. network effects) and specific market structures
(competition/monopolistic)...”* According to Ernst & Young, the economical sight of view is
essential. The contract design has to be created, customers have to be identified and
segmented, obligation of contract has to be fixed, and guarantees have been related to
contracts. Moreover, it is to consider if the airline acts as main provider or in the status of an
agency, transaction costs have to be analysed, impact of interests must be objected, valuable
and non-valuable considerations and the costs of contract have also to be reflected.

3.1 Loyalty program measurement models

As loyalty-programs tend to evolve over time, it is essential to reflect the program sponsor’s
goals and needs. PWC* proposed the following examples of measurement:

Illustration 1. Examples of loyalty measurement models

Additional « Adding a new retailer partnership, e.g., dollars spent at restaurants that acerue to an airline
earning options loyalty program;

« launching of a co-brand credit card; and
« Adding hotel properties from which the member can earn points.

Additional e Adding new airline partners to existing airline redemption options;

redemption = Option to use points for "special events” tickets;

options . . .
. =« Option to redeem points for gift cards; and
= Offering a "cash and point™ or "cash and miles" option.
Bonuses and = Offering bonus points to encourage spending on the underlying product; and
promaotions

s Offering promotional redemption program where points have increased value to encourage
redemption and build brand loyalty.

Source: PWC, “Loyalty analytics exposed: What every program manager needs to know”,
Online: www.pwc.com/us/insurance (last view: 25.04.2015), 2013, p. 4

12 See McCaughey, N., Behrens, C., ,,Paying for Status? — The effect of frequent flier program member status on
air fare choice”, Discussion paper 04/11, Monash University, Amsterdam, 2011, Online:
http://www.buseco.monash.edu.au/eco/research/papers/2011/0411payingmccaugheybehrens.pdf (last view:
20.04.2015)

3 1bid, p. 27

“Ibid, p. 28

> Ibid, pp. 27-28

16 See Ernst & Young, “Umsatzrealisierung bei Vertragen mit Kunden. Das Konvergenzprojekt von IASB und
FASB: Was bedeuten die vorgeschlagenen Neuregelungen in der Praxis? Ernst & Young,
Wirtschaftspriifungsgesellschaft, HBO 0111, 2011

7 PWC, “Loyalty analytics exposed: What every program manager needs to know”, Online:
www.pwc.com/us/insurance (last view: 25.04.2015)

-17-


http://www.staralliance.com/assets/doc/en/benefits/frequent-flyer-programmes/pdf/FFP-table.pdf
http://www.staralliance.com/assets/doc/en/benefits/frequent-flyer-programmes/pdf/FFP-table.pdf
http://www.buseco.monash.edu.au/eco/research/papers/2011/0411payingmccaugheybehrens.pdf

To increase the customer’s activities is possible in many ways. As demonstrated in the
illustration above, it can be fulfilled with additional earning options, e.g. with new retailer
partnerships, launching co-brand credit card or adding hotel properties. In addition, it is
possible to add redemption options these can be new airline partners, points for special event
tickets, redeem points for gift cards and also cash and point or cash and miles options.
Furthermore, there can be offered bonuses and promotions to encourage spending on the
underlying product and with a redemption programme where points have increased value to
encourage redemption and build brand loyalty.

Illustration-2: Calculating the program’s liability — equation:

# Points Redemption Rewards

Outstanding Rate Liability

Source: PWC, “Loyalty analytics exposed: What every program manager needs to know”,
Online: www.pwc.com/us/insurance (last view: 25.04.2015), 2013, p. 5

Similar to insurance company reserves the valuation of loyalty programs involves the
projection of future contingent events, considering when or whether not members will redeem
their points. Focusing the redemption cost per point can be estimated in different ways — at
historical cost, the member’s value, at “fair value” or at the accounting standards applicable.
As a certain proportion of the total earned points will not be redeemed caused in point of
expiration, point balances below the minimum reward level, and dormant or cancelled
memberships the program’s breakage rate can be considered.

Table 1: Literature review airlines industry

Research Autors

An Empirical Study of Cost Divers in the U.S. Airline Industry Banker & Johnston (1993)*°
Dynamic oligopoly behaviour in the airline industry Brander & Zhang (1993)%

The econometrics of Airline Network Management Grammig et al. (2000)*
Competition and Regulation in the Airline Industry Gowrisankaran (2002)%
Maximising Revenue in the Airline Industry Under One-Way Pricing Anjos et al. (2003)%

Measuring Competition in the US Airline Industry using the Rosse-Panzar Test and Cross- . 2%
Sectional Regression Analyses Fischer & Kamerschen (2003)

% Ibid, p. 4

19 See Banker, R., D., Johnston, H., H., “An Empirical Study of Cost Drivers in the U.S. Airline Industry”, The
Accounting Review, Vol. 68, No. 3, July, 1993, pp. 576-601

20 See Brander, J.A., Zhang, A., ,,Dynamic oligopoly behaviour in the airline industry*, International Journal of
Industrial Organziation, 11, 1993, pp. 407-435

2! See Grammig, J., Hujer, R., Scheidler, M., , The Econometrics of Airline Network Management“, Goethe
Universitat, Frankfurt, 2000

22 See Gowrisankaran, G., ,,Competition and Regulation in the Airline Industry*, FRBSF Economic Letter, No.
01, January 18, 2002

2 See Anjos, M., F., Cheng, R., C., H., Currie, C., S., M., “Maximising Revenue in the Airline Industry Under
One-Way Pricing”, Operational Research Group, Faculty of Mathematical Studies, University of
Southampton, UK, 2003

2 See Fischer, T., Kamerschen, D.R., ,,Measuring Competition in the US Airline Industry using the Rosse-
Panzar Test and Cross-Sectional Regression Analysis”, Journal of Applied Economics, Vol VI(1), May 2003,
pp. 73-93
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Star Alliance, 2000 Marchand (2004)*
Does Price Matter? Price and Non-Price Competition in the Airline Industry Gayle (2004)%
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Jarach (2004)%

Jet Fuel Hedging Strategies: Options Available for Airlines and a Survey of Industry Practices

Cobbs & Wolf (2004)*
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Consuegra et al. (2006)%
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Fernando (2006)*
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Hirsch (2006)*

% See Buhalis, D., ,.e-Airlines: Strategic and tactical use of ICTs in the Airline Industry*, University of Surrey,
Guildford, 2003

% See Rust, T., ,,How does Marketing Strategy Change in a Service-based World? Implications and Directions
for Research”, University of Maryland, Maryland, 2004

%" See Carlsson, F., Lofgren, A., , Airline choice, switching costs and frequent flyer programs®, Working Papers
in Economics no. 123, January 2004, Gothenburg University, Gothenburg

%8 See Sullivan, U., Y., Coughlan, A., T., “Alliance Structure and Success in the Global Airline Industry: An
Empirical Investigation”, (2004)

» See Knorr, A., Zigova, S., ,,Competitive Advantage Through Innovative Pricing Strategies: The Case of the
Airline Industry”, Berichte aus dem Weltwirtschaftlichen Colloquium der Universitdt Bremen, Nr. 93,
November 2004, ISSN 0948-3829

%0 See Marchand, S., ,,Star Alliance, 2000, Brandeis University, 246-001, Waltham, Mass, 2004.

3! See Gayle, G.P., ,,Does Price Matter? Price and Non-Price Competition in the Airline Industry”, Kansas State
University, Manhattan.

%2 See Dodge, M., Kitchin, R., ,,Flying through code/space: the real virtuality of fair travel“, Environment and
planning, Vol. 36, 2004, pp. 195-211

%% See Jarach, D., ,,Future Scenarios for the European Airline Industry: A Marketing-Based Perspective”, Journal
of Air Transportation, Vol. 9(2), 2004

% See Cobbs, R., Wolf, A., ,, Jet Fuel Hedging Strategies: Options Available for Airlines and a Survey of
Industry Practices”, 2004, Online: https://www.kellogg.northwestern.edu/research/fimrc/papers/jet_fuel.pdf
(last view: 24.04.2015)

% See Trozzi, A, Serna, B., Platero, D., C., Petrov, D., ,,Final project: The Air transportation industry”, NYU
Stern, New York University, New York, May 2, 2005

% See Clausen, J., Larsen, A., Larsen, J., “Disruption Management in the Airline Industry — Concepts, Models
and Methods”, Technical University of Denmark, Lyngby, 15" April 2005
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Table 2: Anual report of EU Airport Transport Market

World Europe Units Source
2, 9 billion - . ICAQO for World
Passengers (+5,5%) 0,8 billion Passengers carried Eurostat for Europa (EU 27)
Airline Demand Revenue Passenger
0, 0,
(RPK) +5.3% *51% Kilometres IATA
- . Available Seat
0, 0,
Airline Capacity +3,9% +29% Kilometres IATA
Commercial Air Transport 55,5 million 16,0 million .
Moverments (+ 0,8%) (-1,5%) Airport Movements ACI
Cargo (FTK) -1,5% -2,9% Freight Tonne IATA
Kilometres
GDP growth
0, - 0,
GDP +3,2% 0,3% (Europe=EU27) IMF
Airline Profitability $ 7,4 billion $ 0,4 billion Net Profits IATA
. . Atlanta, U.S. Heathrow, UK
Busiest Airport (Passengers) (95,5 million) (70,0 million) Passengers ACI
Western and
Commercial Jet Aircraft fleet 23.611 6.808 Russian-built Civil Flightglobal
Airliner Jets
Commercial Airline
21 accidents 0 accident (>5.700 kg)
Safety 426 fatalities 0 fatalities Fatal Accidents EASA
& Fatalities

Source: MacDonald, M., “Annual Analyses of the EU Air Transport Market 2012. Executive
Summary”,  Online: http://ec.europa.eu/transport/modes/air/internal_market/observatory_m
ark et/doc/annual-2012-summary.pdf, (last view 10.04.2015), 2013, p. 9.

3.2 Research questions and hypothesis

The current market situation in the airline-industry based on pressure of the competitors and
the customer’s expectations lead to the following research questions.

The central research question:
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Do customers prefer loyalty programs or low-ticket prices?

The central research question leads to the following three sub-questions:
1. Focussing the customers’ expectations and the airlines cost structures what can be
realized.
2. What should be the benefits for loyalty programs for clients and for airlines?
3. lIs it timely tying customers or to respect the free choice in our information era?

The central research question and the three sub-questions induce the research hypothesis:

What is more profitable for airliners to intend loyalty programs or to invest in
marketing and p.r.?

In the following chapter, the way of research is presented.

4 RESEARCH METHODOLOGY

The research is divided into 4 chapters:
1. Introduction
2. Literature Review
3. Empirie
a. Online questionnaire
b. Key-words online-check
c. European bonsu programmes revisited and compared
4. Aknowledgment

4.1 Literature review

In scientific literature a plethora of studies on customer relationship management (CRM) are
available. The first part of this study investigates analyses and assesses theoretical approach.”
Emphasis is placed on particularly suited CRM instruments for airline companies such as
miles & more. A consideration of different international airline companies follows, for
example, they fly directly to Frankfurt (FFM) or Munich (MUC). Besides illustrating specific
ideas about a particular market and a short presentation of the general options to communicate
with customers, the art of customer retention is being investigated in detail behind the scene.
The bottom line is winning regular customers, which can be primarily achieved through
customer satisfaction and service quality. Cross selling for example has been identified by
airline companies as an effective strategy for customer retention and is successfully utilised in
their offering. Examples will be presented and discussed.®

4.2 Independent online research

In independent research on internet, portals should ensure to get a general view. Additionally
through messages, analyses and commentaries on different media and comments and accounts
from customer's review sites will be embedded.

7 See: bibliography in the attachment
8 See Kenzelmann, P., ,,Kundenbindung - Kunden begeistern und nachhaltig binden“, 3. Edition, Berlin, ISBN
978-3-589-23413-4p, 2008, p. 116.
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4.3 Survey using a survey portal

The portal http://www.g-set.de offers a fast and cost-saving option to achieve as valid as
possible results. The results and analyses of the survey will show specifically and concretely
how customer loyalty programs and their benefits to customers can be appraised. To ensure
that the number of participants of the online survey is maximized, many different portals will
be used to advertise it. Possibly Lufthansa itself will be directly interested in this survey and
might hence be willing to provide technological assistance and organizational support. The
first step in establishing contacts has already been taken. The results of the simulated conjoint
analysis based on brainstorming will be compared with actual survey results. From this,
further desires and preferences of customers can be deduced from which airline companies
can benefit and profit. In this respect, this work is a composition of customer retention
systems in the area of airline companies as well as a critical assessment of current CRM
instruments with the emphasis on the miles & more programme of the German company
Lufthansa.

4.4 Checking Google AdWords

Key words for customer’s expectations and satisfaction will be researched at Google
AdWords to get percentage and figures with consumer revelation. The planned content of this
survey will be presented in the next chapter.

5 ACTUAL STATUS OF WORK - RESULTS

The actual scientific literature has been reviewed. The literature review relating to frequent
flyer programmes consists of 59 studies, from 1993 till 2009. Actually the online-survey is
prepared and the key-words for the independet online research, based on google adverds, are
researched.
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ANALYTICKY POHEAD NA SOCIALNU SIET FACEBOOK AKO
MARKETINGOVEHO NASTROJA

ANALYTICAL PERSPECTIVES ON THE SOCIAL NETWORKING
SITE FACEBOOK AS A MARKETING TOOL

Ludovit Nastisin

Abstrakt

Tento prispevok je zamerany na analyzu potencialu marketingového vyuZitia aktudlne
najvicsej socialnej siete Facebook a to v podmienkach slovenského trhu. V prispevku je
prezentované aj teoretické pozadie danej problematiky a zakladné vychodiska. Dalej st
uvedené aj vysledky uskuto¢neného prieskumu a z neho vyplyvajuce zévery a odporacania. V
stvislosti s nimi je uvedena aj pouzita metodologia vyskumu. Zistené vysledky odzrkadl'uju
aktualny stav potencialu vyuZitia socialnej siete Facebook na marketingovd komunikaciu
firiem, priCom existuje predpoklad, Ze vysledky mozu byt generalizované aj na okolité
Krajiny.

Krucové slova: socialne siete, Facebook, marketing

Abstract

This paper is focused on the analysis of the potential marketing use of currently the largest
social network Facebook within the conditions of Slovak market. In the paper, there are
presented the theoretical background of this issue and its fundaments. Next of it there are also
showed the results of performed survey and the resulting conclusions and recommendations.
In connection with them there is mentioned the research methodology used. Findings reflect
the current status of the potential use of Facebook in marketing communications of companies
while there is a presumption that the results can be generalized also to the neighboring
countries.

Key words: social network, Facebook, marketing

UuvoD

Komunikacia prostrednictvom socialnych sieti je v dneSnej dobe povaZzovana za rutinu. Tato
skuto¢nost’ umoziuje aj prenesenie marketingovych aktivit i do tohto noveho prostredia.
Tieto nastroje sa okamzZite stali plne akceptovanym marketingovym néastrojom. NajznamejSou
a najvyuzivanejsou platformou tohto typu komunikacie na internete je bez pochyby socialna
siet’ Facebook. Pre marketingovych pracovnikov je Facebook UZasny propagacny nastroj,
ked’ze tato siet’ denne navstivi priemerne 618 miliénov 'udi. Na zaklade tohto faktu sa radi na
druhé miesto v navstevnosti. Facebook prezentuje reklamny kanal, ktory ma v pripade
propagécie vel’ky potencial a ponika mnoho vyhod, ktoré je len tazké dosiahnut’ vyuzitim
inych kanélov.

1 MARKETING

Tento termin je v sucasnosti vel'mi Casty predovSetkym v ekonomickej sfére, kde je Casto
spajany s dosahovanim prosperity firiem. Stretavame sa s r6znymi ndzormi na obsah pojmu
marketing, a tym aj nejednotnost’ v definicii. Preto sa mdzeme, ¢i uz v odbornej literature
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alebo hospodarskej praxi, stretnit’ s velkym mnozstvom exitujucich vysvetleni terminu
marketing. (Zamazalova a kol. 2010).

Viacero autorov sa zhoduje v definicii, Ze marketing je riadiaca ¢i manaZzérska Cinnost’
respektive proces, ktory je orientovany na trh a zakaznika. Autorizovany institat marketingu
definuje tento pojem takto: ,,Marketing je manazérsky proces, ktory je zodpovedny za
vyhl'adavanie, prijimanie a uspokojovanie poZiadaviek zdkaznikov spdsobom, pri ktorom
vznikne zisk®“ (Dubinskd a kol. 2000, s 7). S tuto definiciou sa v beznej literature a
ucebniciach stretdvame najcastejSie, je jedna z najstrucnejSich. Tato definicia sice opisuje
vlastny proces, ale neinterpretuje vyznam pojmu v celej jeho Sirke (Dubinska a kol. 2000).

1.1 Marketingova komunikacia

Ide o jeden z hlavnych faktorov ovplyviujicich aspech marketingovej stratégie v podniku. V
stcasnosti je v prostredi trhu obrovska konkurencia medzi firmami a preto je uplatiiovanie
marketingovej komunikécie nevyhnutné. Ide o jednu z najdolezitejSich a najviditeI'nejsich
zloZiek marketingového mixu. Je to kazdy jeden spdsob riadenej komunikécie, ktory firma
vyuZiva na prildkanie, oslovenie a udrZzanie spotrebitel'a. Je to zamerna forma vytvarania
informacii urcend pre trh, spdsobom ktory je pre cielovy segment prijatelnd (Bouckova
2003).

Jej hlavnym cielom je teda ovplyvnit' d’alSie chovanie a rozhodovanie prijemcov tejto
komunikacnej spravy. Pre ¢o najvacsSiu efektivnost marketingovej komunikacie je nutné
reSpektovat’ niekol'ko principov. Predovsetkym sa je treba zamerat’ na to, ako bude vysledna
sprav vnimana cielovym skupinou. Taktiez je nutné brat’ ohl'ad na marketingovy plan, a oba
planovacie procesy je nutné dokonalé zladit’ (Kralicek, Kral’ 2011).

1.2 Internetovy marketing

Struéne a jednoducho ho mdzeme definovat’ ako aplikéacie internetu a pribuznych digitalnych
technolégii v spojeni s tradi¢nou komunikéciou k dosiahnutiu marketingovych cielov. Tieto
digitalne technologie pozostavaju z internetovych médii ako webové stranky a emaily, ako aj
iné digitalne media, ako bezdrotové ¢i mobilné. V praxi, internet marketing pozostava z
vyuZivania web stranok v spojeni s on-line propaga¢nymi technikami (Chaffey a kol. 2009).

Internetovy marketing byva Casto oznacovany tiez ako e-marketing, web-marketing ¢i on-line
marketing. M6zeme ho teda chapat’ ako vsetky aktivity na internete. On-line marketing tento
pojem rozSiruje 0 marketingové aktivity pomocou mobilného telefénu a d’alsich pribuznych
zariadeni (tablet, smartphon...).

1.3 Viralny marketing

Ide o formu marketingu, ktora sa samovolne Siri medzi zakaznikmi. Obsah alebo informacia
viralnej spravy je natol’ko zaujimavé, Ze sa §iri sama a to medzi zakaznikmi navzajom. Sirenie
viralnej spravy moéze mat’ formu obrazka, videa, zvuku ¢i textu alebo ind multimedialnu
formu. Tento druh marketingu sa Siri prostrednictvom internetu. V zakladnom chéapani ho
delime na pasivnu (neovplyviiuje spravanie zakaznika) a aktivnu (priamo ovplyviuje
spravanie zakaznika) formu. (Dor¢ak, Pollak 2010)

2 SOCIALNE SIETE

Tento termin definujeme ako weboveé sluzby, ktoré povoluji jednotlivcom vytvorit' verejny
alebo Ciastocne verejny profil v ohranicenom systéme, vycClenit' si zoznam ostatnych
uzivatel'ov s ktorymi zdielame spojenie, a vidiet' a prechadzat’ zoznam svojich spojeni a

-30-



spojeni, ktoré vytvorili iny uzivatelia systému. Druh a nazov tychto spojeni sa moze siet’ od
siete lisit’ (Boyd, Ellison 2007).

Prostrednictvom socialnych sieti sa dnes moézeme spojit a komunikovat’ s priatelmi
jednoducho a lacnejSie, dokonca v stcasnosti uz aj zadarmo. Socialne siete ako Facebook,
Twitter alebo MySpace poskytuji neuveritelne bohati komunikaciu, obrazky, audio
nahravky, video nahravky, o ktoré sa uzivatelia m6Zu medzi sebou podelit’ (Ryan 2011).

Rychlo sa stlali velmi uznavanym marketingovym nastrojom, kde akakol'vek spravne
umiestnena reklama, moze byt ucinnejsia ak kedykol'vek predtym. Niektoré organizécie alebo
firmy, ktoré maju vel’ké mnozstvo zakaznikov, maju dokonca aj svoje vlastné podstranky na
najvacsich socialnych sietach. Udrziavat’ kontakt so svojimi zakaznikmi, upozornovat’ ich na
novinky ¢i robit’ cieleny marketing nebolo esSte nikdy I'ahSie. Socialne siete vyrazne zmenili
jednoducho vyzerajuce webové stranky, ktoré iba prinéSali informécie, na nejaky dynamicky
systém, ktory sa d’alej vyvija (Pollak 2013)

2.1 Facebook

Facebook je pre marketing vel'mi efektivnym nastrojom. Najma tym, Ze uzivatel o sebe
zadava celu radu osobnych informacii od pohlavia, veku, bydliska, cez ich koni¢ky a zaujmy
¢o su data, ktoré Facebook poskytuje svojim zaujemcom o reklamu, a tieZ tym Ze socialne
siete si ideAlnym miestom na $irenie viralnych obsahov. Dalsia tizasna prileZitost’ pre
marketing je v tom, Ze kazdy priemerny uzivatel ma na Facebooku okolo 130 priatelov, ¢o je
130 moznych prilezitosti pre tzv. brand marketing, teda podporu budovania povedomia o
znaCke a moznost kontaktu s potencidlnymi zakaznikmi. Ako vyplyva zo vSetkych
zmienovanych marketingovych technik a trendov, tak i tu sa potvrdzuje, Ze pri marketingu na
Facebooku, nie je kI'icova propagacia ale komunikacia (Treadaway, Smithova 2011).

3 ANALYZA SOCIALNEJ SIETE FACEBOOK

Cielom tejto Casti bolo analyzovat pouZivanie socialnej siete Facebook jej uzivateI'mi, zistit’
ako reaguji na reklamu v tomto prostredi a do akej miery st ovplyviiovani. Okrem tychto
zisteni sU uvedené aj data o vSeobecnych priemernych ukazovateloch vo vztahu k tejto
socialnej sieti.

3.1 Metodoldgia vyskumu

Vyskum bol realizovany prostrednictvom on-line dopytovanie v intervale niekol’kych tyzdniov
na vzorke takmer 200 respondentov. Nieco cez dve tretiny respondentov tvorili respondenti
zenského pohlavia. Najvicsie zastupenie mali 'udia vo veku od 20 do 25 rokov s ukoncenym
alebo aktualne prebiehajucim vysokoSkolskym vzdelanim. Otazky pozostavali z niekolkych
demografickych deleni, z otazok zameranych na spravanie sa v prostredi socialnej siete
Facebook a tak isto na vnimanie reklamy v tomto prostredi.

3.2 Vysledky a zistenia

Na zéklade vykonanej analyzy bolo jednozna¢né, Ze respondenti venuju internetu obrovské
mnozstvo svojho Casu. AZ 66 % z nich tomu obetuje 4 az 6 hodin denne. Okrem tohto faktu
bolo jednoznacne potvrdené aj zistenie kazdodennej interakcie s Facebookom a to az na
urovni 97 % respondentov, pri¢om 52% respondentov tam travi od 3 do 5 hodin denne. Ako
je vidiet' na nasledujicom grafe, pocet prepojeni na svojich znamych a teda dalSich
uzivatel'ov je rovnako naozaj vysoky.
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Graf 1: Pocet priatelov na socidlnej sieti
Zdroj: vlastné spracovanie

So zameranim na efektivitu reklamy na Facebooku bolo zistené, ze pozornost venovana
reklamam na pravej ¢asti uzivatel'ského rozhrania tejto socialnej siete je skor priemerna. Je
mozné konStatovat’, ze uzivatelia si ich vS§imaja, ale nie neustdle. Az 55 % z nich uviedlo
odpoved "Obcas", kde odpoved’ "Velmi casto" uviedlo len 10 % z nich. Vo vztahu k
uskutocneniu ndkupu na zdklade danych reklam je vidiet’ na nasledujucom grafe, ze drviva
vicSina az 68 % neuskutocnila Ziaden realny ndkup na zaklade tychto reklam.
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Graf 2: Kupa produktu na zaklade reklam
Zdroj: vlastné spracovanie

Pri otazkach smerovanych na marketingovi propagaciu vo vztahu k budovaniu dobrého mena
a lojality zdkaznika k znacke alebo produktu sa ukazalo, ze kazdy z opytanych ma nastavené
odoberanie zo stranky niekol’kych spolo¢nosti. Ukazala sa aj tendencia uzivatel'ov prihlasovat’
sa na odbery ak tak urobilo uz viacero ich zndmych. Nie je to vSak podmienkou pre osobnu
angazovanost, pretoze najviac opytanych 35 % sa len mélokedy zapéja do diskusii na tychto
strankach. AvSak je tam obojstranny vztah medzi produktom a jeho Facebook strankou, ako
mozete vidiet z nasledujuceho grafu. Ak maji uzivatelia pozitivnu sktisenost’ s produktom
Casto si ho na socialnej sieti vyhl'adaju a podporia ho svojim odporacanim.
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Graf 3: Skusenost' s produktom a odporucanie na Facebooku
Zdroj: vlastné spracovanie

UZivatelia sa na zaklade vysledkov len priemerne nechaju ovplyvnit' pri ich rozhodovani
reklamou na Facebooku, o nieco viac efektivne si odporacania znamych. Je to aj z toho
dovodu, ze az 41 % z opytanych oznacilo, Ze samotné reklamy si v§Simnu iba obcas a navyse
ani nie vzdy updtaju ich pozornost. K podpore vSak slazi fakt, Ze len mald Cast’ z nich
aktudlne vyuziva blokovanie reklam, takze prilezitost’ je stale dostatocnd. Podporuje to najma
fakt, ze efektivita reklamy na Facebooku je v porovnani s inymi druhmi stale o nieco
efektivnejSia a to najmé pre mladSiu generéciu.

4 ZAVER

Na zaklade uskuto¢neného prieskumu sa potvrdilo, ze v naSich koncindch je Facebook
jednoznacne najpouzivanejSou socidlnou sietou. Cudia na nej trdvia hodiny casu a maju
stovky d’aldich prepojeni. Dalej bol preukdzany aj pozitivny trend stranok na socialnych
sietach, ktoré si schopné vyznamnej podpory znacky. Na zdklade ziskanej vzorky sa vSak
naskyta aj priestor pre d’al$i vyskum a to so zameranim na iné vekové kategorie, ktoré¢ mozu
vykazovat’ iné vysledky, pretoze v tomto pripade prevazovali mladi I'udia. Ak ide o priamu
kapu produktu, ktory je propagovany na Facebooku, z prieskumu vyplyva Ze pomer medzi
tymi, ktori si kipili produkt na zaklade reklamy na Facebooku aspon jedenkrat a tymi, ktori
tak neurobili je 1:2. No zéaroven si uzivatelia pri kupe produktu nechaju poradit’ inymi
uzivatel'mi, ktori sa o svoje skusenosti s produktom podelia na strdnke Facebooku. Preto by si
mali firmy nechat zalezat na tom, aby si zaloZili strnku na Facebooku a aktivne
komunikovali so svojimi potencidlnymi zakaznikmi. Po vyhodnoteni dotaznika méZeme
zhodnotit’, Ze uZivatelia socialnych sieti maju radSej formu propagacie a komunikacie na
socialnych sietach, do ktorych sa mézu aspoii ¢iastocne zapojit’ prostrednictvom ,,paci sa mi‘,
»wzdielat™ ¢i ,,komentovat™ alebo kde je asponi nejaky kontakt s ostatnymi Clenmi, kde sa
moézu o produkte ¢i spolocnosti dozvediet' viac, mézu sledovat’ novinky a zapajat’ sa do
diskusii.
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ZVYSOVANIE KVALITY SLUZIEB — MODIFIKACIE MODELU KANO

SERVICES QUALITY IMPROVEMENT - KANO MODEL
MODIFICATIONS

Peter Madzik
Abstrakt

Predkladana Studia pojedndva o modeli Kano, ktory sliZi na kategorizaciu poZiadaviek
zékaznikov. StGdia obsahuje charakteristiku troch najvyuZivanejsich modifikacii modelu
Kano a systematickym sposobom analyzuje ich kI'ai¢ové prvky z pohl'adu ich opodstatnenosti.
Nésledne je navrhnuty novy pristup — Typ IV. — prostrednictvom ktorého je mozné
eliminovat’ nedostatky, ktoré boli v zauzivanych pristupoch identifikované — presnost’ metody
pre producenta (organizaciu) a jej narocnost’ pre zakaznika. Navrhnuty pristup je nésledne
validovany na priklade kategorizacie poZiadaviek na popredajné sluzby v automobilovom
priemysle. V ramci validacie bolo tiez preukazané, Ze postupy navrhnuté v tejto Stadii vyrazne
zlepsia presnost’ kategorizacie poziadaviek a zaroven nebudu predstavovat’ zvySent naro¢nost’
pre zékaznika.

KUrucové slova: Poziadavky, kategorizacia, model Kano, kvalita

Abstract

This study discusses about the Kano model, which is used to categorize customer
requirements. The study contains the characteristics of the three most used modification of
Kano model and systematic analyzes of their key elements in terms of their legitimacy. A new
approach is proposed — Type IV. — through which it is possible to eliminate the lacks that
have been identified in the common approaches — accuracy of this method for producer
(organization) and difficulty of this method for the customer. The proposed approach is then
validated by example of requirements categorization in after-sales services in automotive
industry. The methods proposed in this study significantly improve the accuracy of
requirements categorization, while not an added burden for the customer — this was proved
within of validation of proposed method.

Keywords: Requirements, categorisation, model KANO, quality

1 UvOD

Rastuci doraz na poziadavky zakaznika ako zakladného predpokladu jeho spokojnosti patri
v modernom manazmente medzi aktudlne trendy nielen v priemyselne orientovanych
odvetviach, ale aj vsluzbach (GOFFIN, 2012). Posun poznania Vv oblasti empirickeho
skumania poZiadaviek zakaznikov vel'mi vyrazne ovplyvnil profesor Noriaki Kano, ktory
spolu so spolupracovnikmi vytvoril rovnomenny koncept popisujuci dolezitost’ poziadaviek —
model Kano. Kano rozvinul dvojdimenzionalny model, ktory vychadzal z Herzbergovej
motivacnej tedrie (KANO, 1984). Tento model sa pre svoju zrozumitel'nost’ a jednoduchost’
vel'mi rychlo etabloval v ,,kvalitarskej komunite* a vyuZival sa predovSetkym na interpretaciu
poZiadaviek v teoretickej rovine (WITELL, 2007). Napriek evidentnej vhodnosti modelu
Kano bolo jeho empirické vyuZitie vyrazne menSie ako pri inych konceptoch kvality.
Vyraznym nedostatkom sucasnych pristupov je spdsob kategorizacie poziadaviek, ktory
kazdl poZiadavku priradi do prave jednej kategorie (atraktivne, jednorozmerové, nutné,
indiferentné, reverzné). Pritom kazda poziadavka nemusi byt jednozna¢ne priraditelna do
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jednej konkrétnej kategorie, ale kategoérie sa moézu prelinat. Prvym problémom je teda
dosiahnutie presnosti.

Pbévodny pristup navrhnuty profesorom Kanom je az po sucasnost’ zdokonal'ovany, pricom
vécsina usilia sa zameriava na eliminaciu nepresnosti kategorizacie poziadaviek (LEE, 2009)
(KUO, 2012). Az do sucasnosti bol model Kano nametom na rozvoj tedrie z oblasti
marketingu, kvality a opera¢ného manazmentu (WITELL, 2007). Koncept Kano bol preto
postupne integrovany do technik navrhu produktu (CHEN, 2008), do metodiky QFD
(TONTINI, 2007) (FAHARJO, 2009) (CHAUDHA, 2011), ¢i bol nametom pre vyuZzitie
hibkovych statistickych Setreni s cielom eliminovat’ nepresnost’ (LEE, 2009) (LIN, 2010).
V odbornych zdrojoch je tak mozné najst’ rad studii, ktoré su orientované na vyuzitie fuzzy
pristupu pri kategorizacii poZiadaviek (CHEN, 2009) (LEE, 2008), ¢i sa sustredia na zvysenie
presnosti pomocou regresie (LIN, 2010) (CHEN, 2012).

Ako uZ bolo spomenuté, Usilie o zlepSenie metodiky modelu Kano sa v sucasnej odbornej
komunite sustredi predovSetkym na zvySovanie presnosti metédy (CHEN, 2009). ZvySenie
presnosti so sebou vSak nesie aj vySSie poZiadavky na mnoZstvo dat, ktoré sa v pripade
modelu Kano ziskava formou dotaznika. Ak aj autori vyvinuli pristup na zvySenie presnosti
metody, nieslo to so sebou vy3Siu naroénost’ pre zakaznika — asova zataz pri vyplhani
dotaznika (LEE, 2011). Kde je teda optimalny pomer medzi naro¢nostou a presnostou
metody? Existuje sposob, akym dosiahnut’ dostato¢nti presnost’ kategorizacie poziadaviek
a zaroven minimalizovat’ naro¢nost’ metody pre zakaznika?

Predkladana Studia si kladie za ciel’ vyplnit’ tato vyskumnu medzeru a empirickym spésobom
eliminovat’ tento metodologicky nedostatok tak, aby bolo mozné prostrednictvom modelu
Kano mozné kaZdU z analyzovanych poZiadaviek vyjadrit’ formou spojitej ékély (a zabezpeéit’
Navrhnuta metodologia bola pouZitd na priklade zvySovania kvality popredajnych slu2|eb
automobilky KIA, ktory bol rieSeny v ramci sutaze ,,KIA Innovation Award 2014* vyhlasene;j
spolo¢nostou KIA Motors Slovakia.

2 MODEL KANO A JEHO ZAKLADNY UCEL

Primarnym téelom modelu Kano bola klasifikacia poZiadaviek a ich nasledné posudzovanie
vo vztahu k spokojnosti zdkaznika (KANO, 1984). Neskor sa viaceré Studie zamerali SirSie
pouZitie modelu Kano, ktory bol aplikovany do strategického myslenia, business planning,
vyvoj produktu atiez posluzil ako navod na zvySovanie inovacii, konkurencieschopnosti
a zhody poziadaviek s produktom (WATSON, 2003). Viaceré empirické Stadie tiez
preukazali, Ze Kano metodoldgia je vyhodna pri priorizacii poziadaviek zakaznikov (LEE,
1997) (TAN, 2000) (WITELL, 2007). V Standardnej metodoldgii sa na klasifikaciu
poZiadaviek vyuZiva pozitivna a negativna formuléacia poziadavky, pricom na jej zaradenie
sluzi tzv. hodnotiaci harok (ang. evaluation sheet). Tento harok ma 25 (5x5) poli, v ktorych su
uvedené jednotlivé kategorie poziadaviek. (LEE, 2011) napriklad zvysil presnost
kategorizacie poziadaviek prave prostrednictvom Upravy hodnotiaceho harku. Podla
Stadardného hodnotiaceho harku je mozné kategorizovat’® poziadavky do nasledovnych
skupln/kategorn (KANO, 1984):
»Must-be* (M): su tie, ktoré nie st zdkaznikom vyjadrené a ich splnenie by malo byt
automatické, no splnenie iba tychto poziadaviek nevedie k spokojnosti zakaznika.
= ,,One-dimmensional* (O): zvySuji spokojnost’ linearne a su zakaznikom spravidla
vyjadrené explicitne.
=  “Attractive” (A): predstavuju potencidl zvySovania spokojnosti, avSak su tazko
identikovatel'né a su latentné — tieto poziadavky maju tendenciu nadchnut’ zakaznika
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a exponencialne zvysuju jeho spokojnost. Spravidla tvoria zlomok ceny produktu
a ich funkciou je pozitivne prekvapenie zakaznika.

= Indifferent” (I): poziadavky, o ktorych nie je mozné povedat’, Ze vnimanu kvalitu
zvySuju €1 znizuju.

= Reverse” (R): poziadavky, ktoré zdkaznik nechce aak ich produkt ma, zniZuje to
spokojnost’ zdkaznika.

= ,Questionable* (Q): poziadavky, ktorych vyznam zakaznik zrejme nepochopil (napr.
uviedol, Ze bol by vel'mi spokojny, ak by poziadavka bola splnend, no tiez ak by
nebola splnen4)*

Na to, aby bolo mozné ur¢it' kazdi poziadavku kazdého zakaznika do jednej ztychto
kategorii, navrhol Kano Specialny postup, ktory ma formu prieskumu uréeného zakaznikom
a pracuje s ohodnotenim dvoch hypotetickych situacii — jedna pozitivna, druhd negativna.
Pozitivne formulovana otazka je zamerana na posudenie spokojnosti zakaznika v pripade, Ze
by konkrétna poZiadavka bola splnend, negativne formulovand otazka v pripade, Ze by
konkrétna poZiadavka splnena nebola. Na zaklade urcenia spokojnosti pri nastati tychto dvoch
hypotetickych situacii a vyuZitia hodnotiaceho harku, je mozné zaradit’ konkrétnu poziadavku
do jednej z uvedenych Siestich kategorii. Priklad tohto postupu uvadza aj Wittel vo svojej
Stadii — obrazok 1.

Ak by ste si mohli objednat listky Pacilo by sa mi to. . \
1 do kina online, ako by ste sa citii? Otakaval by som, Ze to bude takto. + Spokojnost
’ . 3. Mal by som k tomu neutralny postoj. A zakaznika
(Pozitivna formulacia) 4. Mohol by som to takto akceptovat.
5- Nepédilo by sa mi fo. Reverzné poziadavky
|__| Ak by ste si nemohli objednat Ijstky 1. Pagilo by sa mi to.
do kina online, ako by ste sa gitili? 2. Ocakaval by som, Ze to bude takto.
B ) 3. Mal by som k tomu neutralny postoj..
(Negativna formulacig) Mohol by som to takto akceptovat.
Nepagilo by sa mi to.
/ |
Poziadavka za- / Negativna form&écla i i
kaznika — online ¥ Mler?_ spinenia
objednavka 1 2 3| 4|5 | :} poZziadavky
& >
- 1l Q| AafA o |2 - e
g ® g +
= 2 R | ! | M
E
2 3 [ R 1 | ™ ;
g 8 Jednorozmerové
= 4 R | / | M 3
i poziadavky
& 5 | R|[RVR Q
Poziadavka ¢
el A M o R Q 1 Vysledok
Online objednavka 1 A . . o i A
> Povinné poziadavky Indlfezentge
poziaaavky
/ . Megs cg Lzt we .
Obréazok 1 Priklad pouZzitia Kano modelu pre Klasifikdciu poZiadaviek

Zdroj: Upravené podla (WITELL, 2007)

2.1 Typy modelu Kano

Typ I. (Obréazok 1): Ide o prvy a zakladny typ modelu Kano, ktorého zakladné prvky ostavajd
nezmenené od jeho navrhu prof. Kanom (KANO, 1984). Ide o dvojdimenziondlny model,
ktory zohl'adiiuje vplyv miery (ne)naplnenia poziadaviek na (ne)spokojnost’ zadkaznikov. Je
stanovenych Standardnych 5 kategorii: Attractive, Onedimmensional, Must-be, Reverse,
Indiferent. Cast autorov zastiva nazor, ze indiferentné poziadavky by nemali byt
znazornované ako kruh so stredom v priese¢niku osi x a y, ale malo by ist’ 0 priamku totoznd
sosou X (CHEN, 2008). Na vysledok hodnotenia konkrétnych poZiadaviek vsak tato zmena
nema vplyv.

! vo vi&sine odbornych $tadif sa tato kategdria poZiadaviek neuvadza, ked’ze ide o kategériu, ktoré sa z d’alsieho
postupu vyluéuje a nepracuje sa s iou d’alej
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Spokojnost’ PoteSenie

Paci sa

Vysoko pridavajlice
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"’ — Nizko pridavajtice Ty p | I I . \\\

," hodnotu \\
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~==--
=
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<
Nevyhnutné — \\\
Kritické = \\\

Nepaci sa

Nenaplnené

Nespokojnost Zavazna
nespokojnost’

Obrazok 2 Dva d’al8ie typy modifikacii modelu Kano
Zdroj: (SHAHIN, 2013)
Typ Il. (Obrézok 2): Pridanim délezitosti atributov kvality vytvoril Yang (YANG, 2005)

vylepSeny Kano model. Pévodné kategdrie boli rozSirené na osem: highly attractive, less
attractive, high value-added, low value-added, critcal, necessary, potential and care-free.
Kategorizaciu jednotlivych poziadaviek vysvetluje Shahin vo svojej Studii nasledovne
(SHAHIN, 2013): ak je poZiadavka kategorie ,,nutna“ zakaznikom ohodnotena ako doblezita,
tak je ju mozné povazovat' za KritickG poziadavku/potrebu a ak je ohodnotena ako menej
délezita, tak ide o poziadavku, ktora je nevyhnutna. Napiianie jednorozmerovej poziadavky
zvySuje spokojnost’ zakaznika preto je v rdmci tohto modelu povazovana za ,,pridavajuca
hodnotu®. Atraktivne poziadavky, ktorym zakaznik priradil vys$iu doleZitost’ st nazyvané
viac atraktivne atie s nizSou ddlezitostou st nazyvané menej atraktivne. Podobne je to aj
s klasifikaciou indiferentnych poZiadaviek — ak maju nizku doélezitost’, ide o nepodstatne
poziadavky, ak vysoku, tak ide o potencidlne poZiadavky, ktoré sa m6zu v budlcnosti stat’
poZiadavkami kategorii, ktoré boli uvedené vysSie. Tento typ Kano modelu je zaujimavy tiez
tym, kde sa nachadzaju Startovacie a koncové body konkrétnych poZiadaviek. PoZiadavky,
ktorych dolezitost’ je vySSia maju strmsi sklon voci osi y, teda ich splnenie vyraznejSie
ovplyviiuje vyslednu hladinu spokojnosti zakaznika.

Typ Il1. (Obrazok 2): Tretia kategdgia modelu Kano je zaloZena na predpoklade, Ze kazdy
zdkaznik posudzuje kvalitu produktu na zaklade vnimanej miery splnenia vlastnych
poZiadaviek. Niektoré z nich v8ak mézu byt viac a niektoré menej dolezité, ¢o zohladiuje
prave tento treti pristup k ich kategorizacii (YANG, 2005). Tato modifikacia ma vSak zéklad
v skorSich pristupoch — Pouliot uz v roku 1993 (POULIOT, 1993) integroval dolezitost’ do
modelu Kano, pricom spresnil kategorizaciu poZiadaviek. V porovnani stypom Il je tiez
potrebné podotknut, Ze Startovacie resp. koncové body jednotlivych kriviek su totozné,
pricom Al znamena menej atraktivna, A2 atraktivna a A3 viac atraktivna poziadavka a M1
znamena menej must-be, M2 must-be a M3 viac must-be. Ako je mozné vidiet' z obrazka,
tento pristup tieZ rozSiruje kategdriu poZiadaviek ,,Reverse* o zaporné ekvivalenty ,,Must-be“
a ,,Attractive®.

3 VYMEDZENIE PROBLEMU

3.1 Prva rovina problému — Presnost’

NajcastejSie vyuzivanym postupom kategorizacie poziadaviek v praxi je Typ I. Tento postup
je vSeobecne akceptovany odbornymi kruhmi ako osved¢ena metdda klasifikacie poziadaviek
zédkaznikov (SHAHIN, 2013).
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Z6na nepresnosti

Poziadavka 1 -
Standardny
postup

Spokojnost’ >
zakaznika +

Priklad vysledku ¢. 1: :
Cislopoz. | A|M|O|R | Q| I [Vysledok

Poziadavka 1|84 0 o[ofo] A

Priklad vysledku ¢. 2:
Cislopoz. |[A[M|O|R|Q Vysledok
Poziadavka 1[84)| 0 [(O] o Jo o] A

Rozdiel = 84

Miera spinenia
poziadavky +

PoZiadavka 1 -
Odhadovana
skutoénost’ -

Obrazok 3 Graficka interpretacia problému na priklade jednej poZiadavky
Zdroj: Vlastné spracovanie

Ked’ze vSak ide o nastroj, ktorého primarnym tc¢elom je kategorizacia, je s tym spojena jedna
nevyhoda: kazda poziadavka je jasne zaradena do jednej z kategoérii, pricom 0 zaradeni
rozhoduje pocetnost’ (napr. stava sa, ze ¢islo udavajice pocetnost’ kategorie ,,Atraktivna® je
len o0jeden vysSie ako Ccislo udavajuce kategoriu ,,Samozrejma/jednorozmerova®). Pri
niektorych poZiadavkach je teda diskutabilné, ¢i je konkrétnu poZiadavku mozné s urcitostou
zaradit medzi jednu z piatich uvaZzovanych kategorii. Standardny postup — Typ |. —
neumoziuje, aby boli poziadavky hodnotené na spojitej Skale. Ak by bolo mozné poziadavky
determinovat’ na spojitej Skale, prinieslo by to predovSetkym vyhodu toho, Ze v ramci jednej
kategérie by bolo mozné urcit prioritné poziadavky podla ich vnimanej dodlezitosti
zakaznikom. Ak by totiZ nastala situacia, Ze organizacia identifikuje napr. 7 poZiadaviek typu
»atraktivne®, ako zisti ktoré z nich su ,,najatraktivnejSie”“? Hlavnym problémov Standardného
Kano modelu (Typ I. aciasto¢ne aj Typ II.) je jeho diskrétna kategorizacia — viaceré
modifikované pristupy sa zameriavaji na to, aby sa odstrdnila nepresnost’ kategorizacie
pozZiadavky u jedného respondenta (nie u vSetkych respondentov stucasne) (LEE, 2009).

Zobrazka 3 je mozné vidiet, ako ovplyviiuje volba Standardného postupu vypoctu
poziadaviek presnost’ zaradenia konkrétnej poziadavky. Na priklade vysledku ¢. 1 je mozné
vidiet, Ze Poziadavka 1 bola zaradena medzi atraktivne poziadavky, kedze pocetnost
prislusnych odpovedi bola v pri tejto kategorii najvysSia. V skutocnosti je ale poziadavka
niekde medzi poZiadavkami typu Atraktivne a poziadavkami typu Samozrejmosti, ked’Ze bola
zaradena do oboch kategorii v takmer rovnakom pocte (84 vs. 83). Na to, aby sa dokazal
presnejsie vyjarit' skutony vplyv poziadaviek na spokojnost’ zdkaznika je vhodnejSie
uvazovat' o poziadavkach ako veliine, ktora ma spojity charakter (od Must-be aZ po
Atraktivne).

3.2 Druha rovina problému: Naroénost’ vyplnenia dotaznika pre zakaznika

V pévodnom modeli Kano sa na kategorizaciu poZiadaviek vyuzivala dvojica otazok —
pozitivne a negativne formulovana (napr. Uved’te Vasu spokojnost 1. Ak by ste mali pri
¢akani v kadernickom salone Kk dispozicii TV; 2. Ak by ste nemali pri ¢akani v kadernickom
salone Kk dispozicii TV). Na zaklade vysledkov zodpovedania takychto dvojic otazok
zdkaznikom sa néasledne dané poziadavky kategorizovali do piatich kategorii. Tento postup,
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ktory je zaroven zakladom pre Typ I. modelu KANO, nebol ¢asovo naro¢ny pre zakaznika,
pokial’ pocet poziadaviek, na ktoré sa producent v dotazniku pytal nebol vysoky.

Pri Type Il. modelu KANO sa ku kazdej takto formulovanej dvojici pridava eSte hodnotenie
dolezitosti kazdej poziadavky. Narocnost' vyplnenia tohto dotaznika je vysSia, kedze ku
kazdej poziadavke je potrebné uviest' tri stanoviska — spokojnost’ pri naplnenej poziadavke
(pozitivna formulécia), spokojnost’ pri nenaplnenej poZziadavke (negativha formulacia)
a dolezitost’ poziadavky. Zaroven je vSak mozné vyuzit viaceré moznosti urCovania
doleZitosti faktorov (HRNCIAR, 2014), &o tiez moze zvysit narocnost’ vyplnenia dotaznika
pre zékaznika.

Pri Type Ill. je sp6sob zberu dat rovnaky ako pri Type Il., no spdsob ich spracovania je
rozdielny — vyuziva sa iny hodnotiaci harok akrivky sa rozdielne zobrazuji. Naro¢nost’
vyplnenia dotaznika pre zakaznika je teda rovnaka.

3.3 Presnost’ vs. naro¢nost’ — kde je optimum?

Ako dosiahnut’ ¢o najviac Gzitku s o najmensim usilim? V riadeni kvality sa na tento
problém ¢&asto pouziva Pareto diagram (HRNCIAR, 2014). Okrem jeho priméarneho uéelu —
oddelenie dolezitych veci od nedblezitych — je v tomto kontexte vhodné uviest aj jeho
podstatu, ktort mozno volne zhrnut nasledovne: ,,Staci len mierne usilie na to, aby sme
dosiahli vicsinu toho, ¢o chceme®. V nami rieSenej téme je tento predpoklad vel'mi vhodny
a je ho mozné zobrazit’ nasledovne.

©
<A
2 Typ IIl.
Typ II.

= Typ IV.

=

[

o

=}

=}

e

o

o

=]

%

2

% Typ L.

g
. -
/ef? Vysoka

Narocnost (pre zakaznika)
Obrazok 4 Vzt'ah medzi presnostou metédy Kano a jej naro¢nost'ou pre zakaznika

Zdroj: Vlastné spracovanie

Je mozné vytvorit’ novy typ modelu Kano — typ IV. — ktory by zabezpecil relativnu presnost’
a zaroveni nepredstavoval vysoku naro¢nost pre zakaznika pri vyplhani Kano dotaznika?
V nasledujucich ¢astiach tejto Studie je predstaveny koncept — Typ IV. — eliminujlci niektoré
nedostatky najpouzivanejSich modifikacii modelu Kano.
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4 POUZITAMETODIKA

K vytvoreniu nového pristupu bolo potrebné preskimat charakteristiky najpouzivanejSich
modifikacii Kano modelu. Ako referen¢ny model bol pouzity Typ 1., teda pévodny model
vytvoreny profesorom Kanom. Zaroven boli preskimané prvky, ktoré ovplyviiuju presnost’
anarocnost’ z pohladu ich nevyhnutnosti. Vysledky tohto preskiimania sa nachadzaju

Vv nasledovnej tabulke.

Tabul’ka 1 Vysledky posudzovania charakteristickych prvkov modelu KANO
Vplyva na: Integrovany v:
Charakteristicky prvok 5 . =3 = Je prvok nevyhnutny?
82| 2% 2| g| 8
Se| & | F | F|F
Dvojica otézok (pozitivna, negativna) X X X X /(Aknlz &Ct))ei 51862)0 nie je mozné ur¢it’ ziadnu poziadavku
Skor nie — dolezitost’ je mozné uréit’ aj zo samotnych
Hodnotenie doélezitosti X X X X | kategdrii poziadaviek (napr. Must-be s vel'mi délezité)
(KANO, 1984)
Hodnotiaci formular X X X X ﬁarlgg—o |»S|1|u(z|i EE z;gaﬁ ())Vanle poziadaviek do piatich
L , - . Ano - poskytuje celkovy prehlad o vyzname jednotlivych
Ezzi;%azcgi;amziﬂsde celkovej pocetnosti X X X X | poziadaviek celej skupiny zakaznikov (KANO, 1984)
(SHAHIN, 2013)
N . R Nie — Kano metdda ma byt’ nastroj na komplexné
;tzgr?irlg:r?a na zaklade hodnotenia jednym X X | postdenie poziadaviek zakaznikov s cielom ich
integracie do produktu (KANO, 1984)
R, . P . Ano - zvyiuje presnost’ a umoziuje rozlisit vyznam
Spojita Skala pri kategorizacii poziadaviek X X | boziadaviek i v ramci jednej kategérie (LEE, 2009)

Zdroj: Vlastné spracovanie

5 MODEL KANO-TYP IV.

Na zéklade tohto postupu bola vytvorena metodika — Typ 1V. modelu Kano — ktora eliminuje
nedostatky uvedenych troch predoSlych typov a vyuZiva ich prednosti. Nasledovny model méa

tieto charakteristiky:

= Kk zberu dat pouziva Standardny Kano dotaznik s dvojicou otazok (pozitivna,
negativna), no bez urcovania ddlezitosti samotnym zakaznikom,
= pre kategorizaciu sa vyuZiva Standardny hodnotiaci formulér, pricom sa
zaznamenavaju celkové pocty kategorii poziadaviek v ramci vSetkych zakaznikov,
= celkové hodnotenie kazdej poziadavky sa urcuje na zéklade pocetnosti kategorii
»atraktivna, jednorozmerova, nutna, indiferentna a reverzna“
o kategoria: atraktivna pozZiadavka — pocetnost’ sa vynasobi hodnotou 3

O 00O

O O

kategoria: jednorozmerova poziadavka — pocetnost’ sa vynasobi hodnotou 2
kategodria: nutnd poziadavka — pocetnost’ sa vynasobi hodnotou 1

kategoria: indiferentna poziadavka — pocetnost’ sa vynasobi hodnotou 0
kategoria: reverzna poziadavka — pocetnost’ sa vynasobi hodnotou -2 (opak
jednorozmerovej poziadavky)
nasledne sa vykona sucet sucinov
vypocita sa vazeny priemer kazdej poziadavky — na zaklade neho je mozné

priradit’ kazdej poziadavke prave jednu hodnotu, ktora reprezentuje kategoriu

poZiadavky na spojitej Skale

Ako je mozZné z charakteristik tohto modelu vidiet, jeho rozdielnost’ spociva v spOsobe
spracovania ziskanych udajov. Oproti referencnému modelu (Typu I.) sa z pohl'adu zakaznika
ni¢ nezmeni, teda to pre neho nebude predstavovat’ zvySenu narocnost. Rozdielny spOsob
spracovania Udajov ziskanych Kano dotaznikom vSak pomoéze zvysit' presnost’ kategorizacie
poZiadaviek tym, Ze im priradi hodnotu reprezentujlcu kateg6riu poZiadavky.
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6 IMPLEMENTACIA MODIFIKACIE TYPU IV. MODELU KANO

Navrhnuty postup bol implementovany na rieSenie praktickej Ulohy v ramci sttaze KIA
Innovation Award 2014. Do sut'aze sa zapojila skupina Studentov pod vedenim autora tejto
Studie. Nova metodika modelu Kano (typ I1V.) bola pouzitd na zvySovanie kvality
popredajnych sluzieb. Skupina Studentov najprv pomocou brainstormingu vygenerovala stubor
poZiadaviek na popredajné sluzby v automobilovom priemysle. Nasledne sa tieto poZiadavky
spracovali prostrednictvom Afinity diagramu a bol vytvoreny subor 28 poZiadaviek. Z tychto
poziadaviek bol nasledne zostaveny Kano dotaznik, prostrednictvom ktorého mali respondenti
uviest’ ich spokojnost, ak by poziadavka bola/nebola splnend. Nésledne boli poziadavky
kategorizované podl'a Standardného hodnotiaceho formulara (nachadza sa na obrazku 1).

Tabul'ka 2 Vysledky kategorizacie poziadaviek podl'a modifikacie modelu KANO —typ 1V.
- z - }z - 7
poi(i:alzlao viy Znenie otazky obsahujtice poziadavku Vysledok kategorizécie (;E ;g g % h\(:ziljtde rr]fie
A[O|M|I [R]|Q @ =3

P1 Pravidelna servisna prehliadka zahrnutd v cene vozidla po¢as zaruénej doby (km alebo ¢as)? 16(/46| 3|4 |03 143 | 69 2,07
P2  |Ak by Vam boli pontiknuté drahsie a zérovei originalne diely v pripade poruchy po zaruénej lehote? 7113/ 9[24|18[1] 20 [ 1 0,28
P3 Ocenili by ste, keby ste dostali nahradné vozidlo bezplatne pocas dlhsieho servisovania v ramci zaruky? 22140 1|1 |35 141 | 67 2,10
P4 Ak po servisnej prehliadke dostanete vy¢istené auto? 25|30 3[9|0]5] 138 | 67 2,06
P5 Ak by Vam servis pocas kratkeho servisovania ponukol miestnost’ pre zakaznikov (wifi, oberstvenie)? 261164 (19| 0| 7| 114 | 65 1,75
P6 Ak by bola umoznena pritomnost’ pri vykonavani opravy? 12|31 2|21 4|2] 92 70 1,31
P7  |Ak by Vim bola ponitknuti moznost’ vybrat' si medzi zérukou na KM alebo POCTOM ROKOV pri kiipe vozidla? |15[42| 2 [ 9| 1| 3| 129 [ 69 1,87
P8 Ak by Vam bola pontknuté prediZena zaruka za priplatok pri kiipe nového auta? 18(19|1]28{1|5] 91 67 1,36
P9 Ak by VAm bolo pontiknuté vybavenie SPZ pri kipe nového vozidla? 21130 1 (11| 2] 7] 120 | 65 1,85
P10  |Ak by Vas obsluhoval kvalifikovany personal? 9144|169 |0[4] 121 | 68 1,78
P11 | Ak by Vas pracovnici kontaktovali ohl'adom servisnej prehliadky prostrednictvom SMS alebo mob. aplikacie? 28(24| 1|15/ 04| 133 | 68 1,96
P12 |Zapozi¢anie nového vozidla na testovaciu jazdu (vikend) pre stalych zakaznikov? 32|20/ 0[14)2[4] 132 | 68 1,94
P13  |Ak by Vam bola pontiknuta Skola $myku? 26/19| 1 (18] 2[6] 113 | 66 1,71
P14 Ak by Vam bola ponaknuta moZnost’ z(i€astnenia sa pretekov na okruhu na vlastnom aute? 20193 |31({3|6] 75 66 1 s 14
P15  |Ak by Vam bola poniknuta zPava na prestizny autosalon (Geneva, Pariz, Frankfurt)? 21113|1(30|3|[4]| 84 | 68 1,24
P16 |Usporiadanie dia otvorenych dveri VaSou automobilovou znackou? 25(12|2|27({0[6] 101 | 66 1,53
P17  |Ocenili by ste sluzby zadarmo v pripade zak(penia produktu v servise (napr. pneumatiky + prezutie zdarma) 20(39]1])9(0[3] 139 ]| 69 2,01
P18  |Ocenili by ste, ak by Vasa automobilka venovala vel'ké usilie budovaniu a propagacie vlastnej znacky. 1519|3311 [ 3] 84 69 1,22
P19  |Akby boli servisy v blizkosti Vasho bydliska? 11(41]1 (13[4 |2 108 [ 70 1,54
P20  |Ak by Vam bol ponaknuty vernostny program (vernostna karta + bonusy)? 15|126| 3 (24| 1[3] 98 | 69 1,42
P21 | Ak by Vas servis kontaktoval ohl'adom Vasej spokojnosti po uréitej dobe (6 mesiacov)? 2115|231 2|1] 91 71 1,28
P22  |Ocenili by ste asistenéné sluzby automobilky v pripade poruchy/havarie? 14(43|4)10{0[1] 132 | 71 1,86
P23  |Ak by Vam automobilka aktualizovala GPS mapy zadarmo? 16(37| 2 |11{1|5]| 122 | 67 1,82
P24 | Ak by ste si mohli vybrat’ zo vietkych moznosti vybavy vramci Vami preferovanej triedy? 19135{4 (1202|131 ] 70 1,87
P25  |Ak by po wkonani servisu bol doloZeny protokol o oprave (spolu so starymi dielmi)? 1314718 |1]|2] 132 | 70 1,89
P26  |Ocenili by ste servisn(i mobilnd aplikéciu? 22|23 1[20)/0[6] 113 | 66 1,71
P27 |Akby bola kvalita autorizovanych servisov nezvisle preverovana? 14(36|0|13| 4[5 106 | 67 1,58
P28 | Ak by automobilka zverejnovala vysledky vlastnej vykonnosti (poruchovost, trhovy podiel, financovanie, emisie)?| 14| 30| 4 | 18| 3 | 3] 100 | 69 1,45

Legenda:

A - Attractive (atraktivna); O - onedimensional (jednorozmerovd); M - must-be (nutnd); I - indifferent (indiferentnd); R - reverse (reverznd); Q - questionable

(otazna)

Zdroj: Vlastné spracovanie

Pocetnost’ poziadaviek bola nasledne prepocitana hodnotami 0, 1, 2, 3 resp. -2, v zavislosti od
kategorie poziadavky. V ramci tohto zistovania bolo zozbieranych 72 Uplnych dotaznikov, na
ktoré bol nasledne pouzity vysSie uvedeny postup — vysledky spracovania je mozné vidiet’
v nasledovnej tabulke. Tento postup pomaha kategorizovat poziadavky pomocou spojitej
Skaly, ¢ize bezné kategorie je treba vnimat’ skdr ako pomenovanie konkrétnych celych &isel (0
— indiferentna poziadavka; 1 — nutna; 2 — jednorozmerova; 3 — atraktivna; - 2 reverzna). Napr.
poziadavka PS5 Miestnost’ s obCerstvenim a wifi dosiahla hodnotu 1,75, teda ide o poziadavku,
ktord je ,,medzi* kategOriou nutné poZiadavky (hodnota 1) a kategoériou jednorozmerové
poziadavky (hodnota 2). Takto je mozné interpretovat’ kazda poziadavku.

Interpretacia poziadaviek na spojitej Skale predstavuje presnejSi spésob ich kategorizacie
a eliminuje nedostatky klasickej Kano metddy (Typ 1.). Z vysledkov prieskumu s vyuZitim
Kano dotaznika bolo vSak moZné data spracovat aj klasickou Kano metodou (Typ I.).
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Vysledky porovnania tychto dvoch typov sa nachadzaju v nasledovnej tabulke a nasledovnom
obrézku.

Cislo Vysledné hodnotenie Rozdiel medzi
poziadavky Typ IV. Typ . pristupmi
P1 2,07 jednorozmerova (2) 0,07
P2 0,28 indiferentnd (0) 0,28
P3 2,10 jednorozmerova (2) 0,10
P4 2,06 jednorozmerova (2) 0,06
P5 1,75 atraktivna (3) -1,25
P6 1,31 jednorozmerova (2) -0,69
P7 1,87 jednorozmerova (2) -0,13
P8 1,36 indiferentnd (0) 1,36
P9 1,85 jednorozmerova (2) -0,15
P10 1,78 jednorozmerova (2) -0,22
P11 1,96 atraktivna (3) -1,04
P12 1,94 atraktivna (3) -1,06
P13 1,71 atraktivna (3) -1,29
P14 1,14 indiferentna (0) 1,14
P15 1,24 indiferentna (0) 1,24
P16 1,53 indiferentnd (0) 1,53
P17 2,01 jednorozmerova (2) 0,01
P18 1,22 indiferentna (0) 1,22
P19 1,54 jednorozmerové (2) -0,46
P20 1,42 jednorozmerova (2) -0,58
P21 1,28 indiferentnd (0) 1,28
P22 1,86 jednorozmerova (2) -0,14
P23 1,82 jednorozmerova (2) -0,18
P24 1,87 jednorozmerova (2) -0,13
P25 1,89 jednorozmerova (2) -0,11
P26 1,71 jednorozmerova (2) -0,29
P27 1,58 jednorozmerova (2) -0,42
P28 1,45 jednorozmerova (2) -0,55
Priemerny rozdiel z absoltnych hodnét 0,61

+

Lig 0(9\

95 ¢

:, g =

Miera spIneni;
poZiadavky > +

Obrazok 5 Tabul’kova a grafickd interpretacia rozdielnosti Standardného (Typ I.) a nového (Typ IV.)
pristupu
Zdroj: Vlastné spracovanie

Priemerny rozdiel medzi klasickym (Typ 1.) anavrhnutym pristupom (Typ IV.) je 0,61
(priemer absolutnych hodnét), ¢o znamena, ze bola eliminovana relativne vysoka nepresnost’
— kazdé zvySenie hodnoty o1 totiz predstavuje prechod do inej klasifika¢nej kategorie.
Zvysenie presnosti metody je tymto preukazané. Ked'ze sa Kano dotaznik nemenil ale menila
sa len metdda spracovania Udajov, pre zakaznika tato zmena ostane latentna, preto mézeme
povazovat aj dodrzanie nizkej narocnosti za preukazané. Vyhodou postupu navrhnutého
v tomto novom pristupe je predovietkym to, Ze poziadavkam je mozné priradit’ prioritu
a podl’a nej jej rieSeniu venovat’ pozornost’.
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7 ZHRNUTIE

Model Kano preSiel od svojho vzniku viacerymi Upravami s cielom eliminovat jeho
pociato¢né nedostatky. Zakladnd myslienka rozliSovania dolezitosti atributov kvality, ktort
predstavil profesor Kano, bola vedeckymi kruhmi adoptovana relativne dobre abola
predmetom uprav, ktorych vysledkom je viacero relativne unikatnych modifikacii Kano
modelu. Kym v teoretickej rovine je priestor na skimanie aspektov a systemovych vazieb
prvkov modelu Kano relativne Siroky, v praktickej oblasti nardZaju komplikované modifikécie
modelu na vyrazne prekdzky — naro¢nost metody pre zakaznika. Kedze bez aktivneho
zapojenia zakaznika (subjekt vyskumu) do procesu zberu idajov nie je mozné urcit’ dolezitost’
jednotlivych aspektov kvality (objekt vyskumu), je naroc¢nost’ jednym z najdélezitejSich
kritérii vyuZzite'nosti metody.

Predkladana Studia prezentuje novy modifikovany pristup, ktorym sa zabezpeci vysSia
presnost’ kategorizacie poziadaviek a zaroven sa nezvySi ndrocnost metddy pre zékaznika.
Novy typ modelu Kano — Typ IV. — predstavuje navrat k pévodnému modelu navrhnutému
profesorom Kanom, ktory zohladnuje stcasni mieru poznania v danej problematike. Jeho
hlavnym prinosom je vysSia miera presnosti klasifikacie poZiadaviek so zachovanou relativne
nizkou mierou naro¢nosti. | ked’ bolo v rdmci tejto Studie poukéazané na viaceré nedostatky
inych pristupov (Typ Il. a Typ III.), nie je mozné suhrnne oznacit’ nové pristupy za nespravne
alebo nevhodné. Prave naopak — nové modifikacie modelu Kano predstavuju vo vedeckej
oblasti pomerne Siroké moznosti multidisciplinarnej indpiracie, ktora je pre vedecké skimanie
vel'mi podstatna.

Taktiez aj tuto $tadiu je mozné povazovat' za predmet vedeckej diskusie a konStruktivnej
kritiky, ktorej vysledkom mézu byt nové poznatky v oblasti poZiadaviek zakaznikov.
Orientacia predstaveného pristupu mala predovsetkym praktické pozadie, o ktoré sa model
Kano ako vSeobecny koncept opieral len vel'mi zriedka.
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PROCES VYBERU ZAMESTNANCOV VO VYROBNOM PODNIKU
RECRUITMENT PROCESS IN A MANUFACTURING CORPORATION

Patrik Richnak
Abstrakt

Sucasné 21. storocie je charakterizované ako storocie poznatkovej ekonomiky, ktord povazuje
I'udské zdroje za najdolezitej$i konkurenény faktor rozvoja podniku. Prave prostrednictvom
schopnych a oddanych zamestnancov, ktori disponujii znalostami a vedomostami, zAvisi
uspech a rozvoj kazdej spolo¢nosti. Viaceré podniky presadzuji myslienku, Ze inteligentna
pracovnad sila moéze byt ich konkuren¢nou vyhodou, pretoze predstavuje najvyznamnejsi
potencial na tvorbe zisku. Ciel'om prispevku je priblizit’ vybranu personalnu ¢innost’ — proces
vyberu zamestnancov vo vyrobnom podniku, nach&dzajicom sa na Uzemi Slovenska. Tuto
personalnu ¢innost sme preskimali nielen zteoretického hl'adiska, ale aj zpohladu
podnikovej praxe. Z praktickej stranky je proces vyberu zamestnancov zanalyzovany vo
vybranom vyrobnom podniku. Hlavnym zdmerom prispevku je poukazat na dolezitost
vyberu, ¢o najlepSich zamestnancov, pretoze na zaklade toho, akych zamestnancov si
podnikatel'sky subjekt vyberie, bude zavisiet jeho dlhodoba a stabilnd prosperita a
taktiez konkurencieschopnost’ na trhu.

Krucové slova: persondlna cinnost, proces vyberu zamestnancov, vyrobny podnik

Abstract

Today, the 21st century is seen as a century of knowledge economy, that considers human
resources to be the most important competitive factor of company development. Success and
development of any company is strictly related to skilled and dedicated employees who have
adequate pieces of knowledge and information. Most companies promote the idea that it is
exactly the intelligent labour itself that can be seen their competitive advantage. As it
represents the most important basis to profit-making. The aim of this article is to present the
chosen personnel activity - recruitment process in a manufacturing corporation situated in
Slovakia. This personnel activity was studied not only from a theoretical point of view, but
also in terms of business practice. Recruitment process in the chosen manufacturing
corporation is analysed from a practical view point. The main in this article is to emphasize
how important the best employee selection, regarding the fact what employees the business
entity chooses, its long-term and permanent prosperity and its market competitiveness will
depend on.

Key words: personnel activity, recruitment process, manufacturing corporation

1 UvOD

V stc¢asnom tvrdom konkurenc¢nom prostredi sme svedkami toho, ze tispech podnikatel'ského
subjektu zavisi od mnohych faktorov. Medzi ne patria materidlne, finan¢né, informacné
zdroje a v neposlednom rade aj l'udské zdroje. Prave im sa Castokrat nevenuje dostatocna
pozornost’, a preto sa z nich stava nedoceneny faktor v podniku. Cudské zdroje — zamestnanci
by sa nemali povazovat’ iba za pracovnu silu, ale za zdroj Gspechu kazdého podnikatel'ského
subjektu. G. Wohe tvrdi, ze ,,podnik méze dosiahnut’ konkuren¢nti vyhodu prostrednictvom
kvalifikovanych aspravne motivovanych zamestnancov, ktori su povaZzovani za faktor
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Uspechu ato vo vsetkych oblastiach, v ktorych maji zamestnanci vyznamnu Glohu, teda od
manazmentu az po kvalifikovanych zamestnancov vo vyrobe.” [5]

Hlavnym ciel'om prispevku je na z&klade literatdry a analyzy vybranej personalnej ¢innosti vo
vyrobnom podniku, priblizit komplexne proces vyberu zamestnancov nielen z teoretického
hl'adiska, ale aj z hladiska podnikovej praxe. Svoje rozhodnutie, preco sa zaoberame
procesom vyberu zamestnancov odovodnujeme tym, Ze prave tato personalna Cinnost' je
jednou 1z délezZitejSich, pretoze na zéaklade spravne vybranych zamestnancov, moZze
podnikatel'sky subjekt v dneSnej turbulentnej dobe napredovat’ a konkurovat” ostatnym
podnikatel'skym subjektom. Prinos prispevku spoéiva Vv navrhnuti vlastného pohladu na
proces vyberu zamestnancov, ktory by mal podl'a nds pozostavat’ z nasledovnych faz —
zaslanie pozadovanych dokumentov zamestnavatel'ovi, analyza dokumentov od uchadzacov,
testy pracovnej spodsobilosti, vyberovy pohovor a kone¢né vyhodnotenie a podpisanie
pracovnej zmluvy. V dalsej Casti prispevku sme analyzu tejto personalnej ¢innosti uskutocnili
vo vyrobnom podniku, ktory sa nachadza v priemyselnom parku, v nemenovanom krajskom
meste na Uzemi Slovenska.

2 PROCES VYBERU ZAMESTNANCOV

Vyber zamestnancov je obojstranny proces, pri ktorom si podnikatel'sky subjekt vybera
svojho budiceho zamestnanca a ten naopak vybera spolo¢nost’, Vv ktorej by chcel pracovat’.
Tato personalna ¢innost’ neméze fungovat’ bez spoluprace a nadvaznosti na predchadzajuce
¢innosti, medzi ktoré patri planovanie zamestnancov, analyza prace a ziskavanie
zamestnancov.

Proces vyberu zamestnancov je postupnost’ urcitych krokov, ktoré smeruju k rozhodnutiu,
ktorého z uchadzacov podnik vyberie na obsadzované pracovné miesto. Tento proces sa
za¢ina od momentu, kedy uchadza¢ zasle do podniku poZadované dokumenty a kon¢i sa, ked’
podnikatel'sky subjekt rozhodne, kto bude prijaty.

Cielom vyberu zamestnancov podla Z. Dvotakovej ,je identifikovat a vybrat medzi
uchadza¢mi o pracu takych, ktori budu nielen vykonni, ale budi pre zamestnavatela pracovat
po dobu, ktord sa od nich oc¢akava a nebudu jednat’ spésobom, ktory by znizil produktivitu
prace a jej kvalitu.” [1]

M. Szarkova vyber zamestnancov charakterizuje ,,ako proces, ktorého strategickou ulohou
Vv spolo¢nosti je na zaklade Sirokej $kaly postupov, metod a minimalnych ekonomickych
vstupov vybrat’ spravneho uchédzaca, resp. vacsi pocet uchadzacov na vykon danej profesie
alebo funkcie.” [4]

Odbornici zaoberajuci sa personalnym manazmentom prezentuji tento proces ako proces
niekolkych na seba nadvazujicich faz. Ich pocet sa odlisuje, podl'a pohl'adu jednotlivych
autorov. E. Hvizdova a M. Matusovicova spajaju proces vyberu zamestnancov do jedného so
ziskavanim a rozliSuju tri jeho hlavné fazy — definovanie poziadaviek, prilakanie uchadzacov
a vyber uchadzacov. [2] Z. Dvorakova vyber zamestnancov vratane vytvorenia metodiky
vyberu chape ako postup, ktory sa sklada zo Styroch casti — predvyber uchadzacov na zaklade
ich materialov, testovanie, assessment centre avyberovy rozhovor. [1] Proces vyberu
zamestnancov podl'a R. Kocianovej sa sklada z nasledovnych ésmych krokov — skimanie
dokumentov od uchadzaCov, prvy kontakt uchadzaCa s organizaciou v procese vyberu,
zhromazd’ovanie a analyza d’alSich informacii o uchadzacoch napr. testovanie sposobilosti,
assessment centre, vyberovy rozhovor, skimanie referencii, predvedenie pracoviska
uchadzacom aich predstavenie potencidlnym spolupracovnikom, rozhodnutie o prijati
pracovnika, informovanie uchadzac¢a o prijati. [3]

Z nasho vlastného pohl'adu sme v prispevku proces vyberu zamestnancov rozdelili do piatich
faz — zaslanie poZadovanych dokumentov zamestnavatelovi, analyza dokumentov od

- 48 -



uchadzacov, testy pracovnej sposobilosti, vyberovy pohovor, kone¢né vyhodnotenie
a podpisanie pracovnej zmluvy.

Obrazok ¢. 1: Proces vyberu zamestnancov z nasho pohl'adu

Zaslanie Analiza .
pozadovanych N Co N Testy pracovnej
N » dokumentov od » spasobilosti
dokumentov ) . P
. uchadzacov
zamestnavatel’'ovi
Koneéné
Vyberovy pohovor . vyhodnotenie

a podpisanie
pracovnej zmluvy

Zdroj: vlastné spracovanie

Prva faza je zaslanie pozadovanych dokumentov zamestnavatel'ovi. Ak uchadzaca zaujala
ponuka prace, tak nasledne na fiu reaguje zaslanim poZadovanych dokumentov, Kktoré
zamestnavatel' vyzaduje. Medzi dokumenty zarad’'ujeme — motivacny list alebo ziadost
0 miesto, Zivotopis, osobny dotaznik, doklady o nadobudnutom vzdelani, predchadzajuce
referencie, vypis alebo odpis z registra trestov. Len maloktori zamestnvatelia vyZaduju
vSetky dokumenty, zvdcsa sa predklada iba motivacny list a Zivotopis. Po odoslani
dokumentov musi uchadza¢ ¢akat’, pokym neprejde obdobie, pocas ktorého mézu kandidati
reagovat’ na pracovnu ponuku. Nasledne po tomto obdobi zaslané dokumenty od vSetkych
uchadzacov zacne personélny (tvar spracovavat’.

Ako druhu fazu v procese vyberu zamestnancov sme zaradili analyzu dokumentov od
uchadzacov. V tejto faze sa vSetky dokumenty zhromazdia v persondlnom Utvare, kde sa
venuje pozornost preverovaniu informacii o vzdelani, zru¢nostiach, schopnostiach, ateda
nastava personalna anamnéza. Jej hlavnou tlohou je zanalyzovat’ vSetky zaslané dokumenty
a zistit’, ktory z uchadzacov je najvhodne;jsi a ktory je nevyhovujuci.

Objektivne porovnanie viacerych uchadza¢ov umoziuju testy pracovnej sposobilosti, ktoré sd
tretou fazou Vv procese vyberu zamestnancov. Realizuju sa vtedy, ak je potrebné odborne
posudit, ¢i ma uchadza¢ pozadované schopnosti a vlastnosti, ktoré ma uvedené v Zivotopise
ainych zaslanych dokumentoch. Pri testovani ide o komplexné posudenie odbornej,
psychickej a inej spbsobilosti. Existuji rézne druhy testov a v praxi sa rozne kombinujud, aby
sa zabezpecCili, ¢o najspolahlivejSie informacie, ktoré sa pri vyberovom pohovore nemdézu
zistit. Testy pracovnej spoOsobilosti si povazované za pomocny nastroj pri vybere
zamestnancov a pri ich zadavani a vyhodnocovani by mali byt’ iba odbornici, ktori dokladne
poznaju oblast’, z ktorej idu testovat’ uchadzaca. Vyuzivaju sa najmd pri obsadzovani
veducich pozicii, vysoko kvalifikovanych Specialistov, manazérov atd’. Zarad’ujeme sem testy
odbornosti, testy psychologické a assessment centre.

Vyberovy pohovor méze mat’ rézne synonyma, teda mdzeme sa stretntt’ s pojmami pracovny
pohovor, vstupné interview alebo vyberovy rozhovor. V3etky pojmy znamenaju to isté, avSak
zalezi od samotného podniku, ako si tito ¢ast’ procesu vyberu zamestnancov nazve. My sme
vyberovy pohovor uréili ako Stvrtd fazu v procese vyberu zamestnancov. Jeho cielom je
ziskat' také informacie o kandidatovi, ktoré pomdzu personalistom usudit, ¢i je na
obsadzované pracovné miesto vhodny. Na vyberovom pohovore sa sice vychéadza
z informécii, ktoré su uvedené v dokumentoch, ktoré uchadza¢ zaslal, avSak zamerom je
doplnit’” tieto udaje podrobnejsimi a konkrétnejSimi informéaciami o schopnostiach,
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skusenostiach, postojoch, zruc¢nostiach a osobnych charakteristikach. lde teda o cielenu
konverzaciu, ktord je naplanovand, riadend a kontrolovand. Obom strandm poskytuje
neocenitelnu prilezitost’ ziskat informacie, podla ktorych sa podnik rozhoduje, ¢i adeptom
obsadi pracovné miesto, alebo ¢i uchadza¢ pontiknut ponuku prijme.

Poslednou piatou fazou v procese vyberu zamestnancov je podla nasho pohladu konecné
vyhodnotenie a nasledne podpisanie pracovnej zmluvy. Po ukonceni vyberového pohovoru sa
zostavi konecné poradie uchadzacov. Je vhodné, aby sa zostavilo na druhy deni po ukonceni
pohovoru, pretoze je potrebné si poradie zodpovedne premysliet’ a zvazit. O konetnom
vyhodnoteni rozhodne bud’ manazér oddelenia, veduci pracovnik oddelenia na ktoré ma byt
prideleny novy pracovnik alebo personalny uUtvar, zaleZzi to od obsadzovanej pracovnej
pozicie.

Nasledne pracovné miesto bude ponuknuté tomu uchddzacovi, ktory na zaklade vsSetkych
informécii a hodnoteni sa prejavil ako najlepsi a najvhodnejsi kandidat. Kazdy podnik by mal
vSetkym zucastnenym uchadzaCom vyberového pohovoru oznamit konecné rozhodnutie
a vyjadrit’ vd’aku za zaujem pracovat’ v podniku. Uchadzac, ktory je v koneénom poradi na
prvom mieste, dostane ponuku na uzatvorenie pracovnej zmluvy. Pred samotnym
uzatvorenim pracovnej zmluvy je dolezité oboznamit’ budiceho zamestnanca s jeho pravami
a povinnostami, mzdovym ohodnotenim a i.

3 PROCES VYBERU ZAMESTNANCOV VO VYROBNOM PODNIKU

Z praktickej stranky v prispevku priblizime proces vyberu zamestnancov vo vybranom
vyrobnom podniku, ktory sa nachadza v jednom z najviacSich priemyselnych parkov,
v nemenovanom krajskom meste na Uzemi Slovenska. Tato spolo¢nost’ patri nielen vo svete,
ale aj na Slovensku medzi najvacsich vyrobcov elektroniky a zaobera sa vyrobou niektorych
komponentov, pouZivanych pri vyrobe LCD televizorov, ale najmé finalnou montazou
kompletnych LCD televizorov. Kapacitou vyroby ajej objemom patri k najvac¢sim
dodévatel'om LCD televizorov pre cely europsky trh.

Na zéklade informécii od vyrobného podniku, mal v roku 2010 — 3 024 zamestnancov, v roku
2011 — 1 722 zamestnancov, v roku 2012 — 983, v roku 2013 — 928 zamestnancov a 953
zamestnancov Vv roku 2014. Ztychto udajov moézeme usudit razantné zniZzovanie poctu
zamestnancov v rokoch 2010 — 2013. Dévodom je stale pretrvavajuca hospodarska kriza,
ktord zasiahla priemysel celosvetovo a vynimkou nebol ani tento vyrobny podnik. V roku
2014 sa situdcia stabilizovala a podnik znovu zacal pomaly zvySovat’ po¢et zamestnancov.

Graf ¢. 1: Pocet zamestnancov vo vyrobnom podniku za posledné roky
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Zdroj: vlastné spracovanie
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Proces vyberu zamestnancov sa vo vybranom vyrobnom podniku zacina od zverejnenia
pracovnej ponuky. Od tohto momentu zadina persondlne oddelenie prijimat’ pozadované
dokumenty od uchadzacov a zac€ina ich postupne triedit, analyzovat’ a vyhodnocovat’. Podnik
necaka, pokym sa ukonci cely proces ziskavania zamestnancov a snazi sa priebezne
uskutociovat’ jednotlivé fazy procesu vyberu zamestnancov.

V roku 2014 vyrobny podnik uskuto¢nil najviac vyberov v pracovnej pozicii vyrobny
pracovnik ato 557 a najmenej vyberov sa zrealizovalo v pozicii asistent manazéra. Musime
avSak zdoraznit’, Ze vo vyrobnom podniku su aj iné pracovné pozicie, ale u tych minuly rok

~

nenastal vyber pracovnikov, pretoZe nebolo potrebné obsadit’ Ziadne pracovné miesto.

Graf ¢. 2: Pocet uskutoénenych vyberov za rok 2014 v hl'adanych pozicidch
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Zdroj: vlastné spracovanie

Na zéklade preskimaneho sme zostavili schému, ktora je na obrazku ¢. 2. Na nej mbzeme
vidiet, ze proces vyberu zamestnancov sa vo Vybranom vyrobnom podniku sklada z
reagovania na pracovnu ponuku, tym ze uchadza¢ zasle pozadované dokumenty. Nasledne ich
podnik spracuje a zanalyzuje. Ozve sa iba vybranym kandidatom, ktorych preskusa pomocou
testov pracovnej spdsobilosti a nasledne pokracuje pracovny pohovor. Ak uchadza¢ vyhovel
v testovani a preSiel jednotlivymi kolami pracovneho pohovoru, stava sa najvhodnejSim na
obsadenie pracovnej pozicie a nasledne mu je ponuknuté praca, prostrednictvom uzatvorenia
pracovneho pomeru.

Obrazok ¢. 2: Priebeh procesu vyberu zamestnancov vo vyrobnom podniku
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Zdroj: vlastné spracovanie
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3.1 Vysledky

Cely proces vyberu zamestnancov vo vyrobnom podniku sa sklada z jednotlivych faz, ktore
predstavuji neodmyslitelnt sucast’ tohto procesu, a prave preto jednotlivé fazy priblizime
V nasledujucej Casti prispevku.

Na z&klade grafu ¢. 3 moézeme vidiet percentudlny podiel UspeSnosti, podl'a pohlavia
v jednotlivych fazach procesu vyberu zamestnancov v pracovnej pozicii vyrobny pracovnik.
Dévodom, preco sme zistovali uspe$nost’ procesu vyberu v tejto pozicie je ten, Ze podnik
v roku 2014 uskuto¢nil najvacsi vyber zamestnancov v pozicii vyrobny pracovnik. Podnik
zaznamenava vacsi zaujem v niom pracovat’ zo strany zien a to az 70 %, pretoze spolo¢nost’ sa
zaoberd vyrobou LCD televizorov atato praca je vhodna aj pre Zeny, ktoré motivuje
zaujimavé platové ohodnotenie a benefity podniku. V druhej faze a to v analyze dokumentov,
ktoré uchadzaci zasielaju opdt’ dominuji Zeny s 90 %. Do6vod je ten, Ze si nechavaju viac
zalezat’ na dokumentoch, ktoré do podniku zasielaju. V testoch pracovnej spdsobilosti, ako
tretej faze lepSie uspeju muzi s 85 %, pretoZze maju lepsie technické znalosti a zrucnosti.
V pracovnom pohovore dominuju opat’ Zeny s 95 %, ktoré maji lepSie komunikaéné
a prezenta¢né zru¢nosti. V poslednej faze a to pri podpise pracovnej zmluvy s 95 % zostavaju
v popredi Zeny, pretoZe su rozhodnejSie a zodpovednejSie pristupuju k celému procesu vyberu
noveho zamestnanca.

Graf ¢. 3: Percentuélna UspeSnost’ v jednotlivych fazach vyberu zamestnancov v pozicii
vyrobny pracovnik
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Zdroj: vlastné spracovanie

Ak zverejnend pracovnd ponuka na internetovej stranke profesia, internetovej stranke
vyrobného podniku, cez letaky avyvesky a veltrhy prace zaujala uchadzaca, ktory spina
poziadavky, zaSle vyrobnému podniku dokumenty, ktoré vyZaduje a nastava prva faza vyberu
zamestnancov — reagovanie na pracovnu ponuku a zaslanie pozadovanych dokumentov.
Vyrobny podnik vyZaduje zaslanie Strukturovaného Zivotopisu, motivaéného listu alebo
Ziadosti 0 miesto.

Druhé faza je analyza dokumentov od uchaddzacov. Zacina sa tym, Ze personalista ¢ita zaslané
dokumenty a zacina ich triedit na zaklade analyzy. Pri prvotnom analyzovani vychadza
z toho, ¢i kandidat zaslal vSetky potrebné dokumenty. Nasledne sa skima, ¢i ma predpoklady
a vzdelanie na obsadzovani pracovni poziciu. Stava sa, Ze uchadza¢ so stredoSkolskym
vzdelanim bez maturitného vysvedCenia sa uchadza o manaZzérsky post. V tomto pripade
a v d’alsich podobnych sa zaslané dokumenty automaticky vymazavaju zo systému podniku,
pretoZe nie je dévod, aby ich vyrobny podnik archivoval. Pri analyze zaslanych dokumentov
uprednostiiuje podnik originalitu a vynimocnost’. Prave preto dava moznost uchadzacovi
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zaslat’ spolu so zivotopisom, bud’ motivaény list alebo ziadost’ o miesto, v ktorych by sa mal
uchadza¢ ¢o najlepSie ,prezentovat™. NajcastejSie chyby, ktoré v tychto dokumentoch
figuruja je opakovanie slov, prezentovanie iba kladnych vlastnosti a i.

Ako spbsob overenia vedomosti u uchadzacov vo vyrobnom podniku sa vyuZiva forma
testovania, tato faza sa nazyva testy pracovnej spdsobilosti. Testy vypracovava oddelenie,
ktoré vyZaduje nového pracovnika. Su rézne a liSia sa od pracovnej pozicie. Z testov vyuZiva
vyrobny podnik testy odbornosti, pri ktorych preveruje uchadzacove vedomosti a zru¢nosti,
ktoré uviedol v zaslanych dokumentoch. TaktieZ chce personalne oddelenie prostrednictvom
testovania zistit, &i splha poziadavky, ktoré si zadané z oddelenia, na ktorom by mal
uchadza¢ pracovat. Testy odbornosti sa obsahovo liSia v zavislosti od obsadzovanej
pracovnej pozicie, moze ist o kombinované testy, kde sa preveri odborna znalost' napr.
cudzieho jazyka, alebo méze ist' iba o Ustne preverenie vedomosti na zéklade vopred
pripravenych otdzok z danej oblasti, v ktorej by mal uchadza¢ v podniku pracovat’.

Tato faza procesu vyberu zamestnancov sa zarad’uje ako tretia faza, pretoze je potrebné
pripravit’ si v dostato¢nom predstihu jednotlivé druhy testov, podl'a poziadaviek na obsadenie
pracovnej pozicie. Ale realne sa uskuto¢nuje vramci Stvrtej fazy ato v druhom kole
pracovného pohovoru, kedy sa najprv testuju pracovné pozicie, od ktorych sa vyzaduju
vedomosti a zruénosti podla poziadaviek na obsadzované miesto aaZz po vyhodnoteni
testovania sa uskuto¢ni pohovor.

Pri Stvrtej faze — pracovny pohovor personalne oddelenie postupuje podla vopred
stanovenych poZiadaviek zo strany jednotlivych oddeleni vo vyrobnom podniku a
manazmentu. Na pohovor sl pozvani iba ti kandidati, ktori najlepsie spiiiajti poZiadavky na
obsadzovanu pracovnu poziciu. Na z&klade typu a roznorodosti vol'ného pracovného miesta,
pracovny pohovor pozostava z jedného az troch k6l. Na zéklade prieskumu sme zistili, Ze
v prvom Kkole vyberového pohovoru je 70 % uspesnost. Prekvapilo nas vysoké percento
uspesnosti, ale uspesnost’ je odévodnena tym, Ze v ramci prvého kola su vyberani pracovnici
S niz§imi poziadavkami zo strany zamestndvatela, tym je aj percento uspeSnosti vyssie,
pretoZze pracu ziska kazdy, kto ma adekvatne vzdelanie, prax ama zaujem pracovat’ vO
vyrobnom podniku. Avsak pri druhom kole vyberového pohovoru je uz uspesnost’ 50 %.
Vradmci druhého kola sa uZz preveruju vedomosti azru¢nosti uchadzacov prostrednictvom
testovania. Tam viaceri kandidati neobstoja, pretoZe nezvladnu testovanie, a tym nemdzu byt
prijati. V rdmci tretieho kola je Uspesnost’ 25 %, pretoze podnik ma vysoké naroky na obsadenie
manaZérskych postov a aj hibkovo preveruje kandidata a nie kazdy spini predstavy podniku.

Graf ¢. 4: Percentudlna tspesnost’ pracovného pohovoru podla jednotlivych kol
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Na zéklade prieskumu, ktory sme uskutoénili v roku 2014 vo vyrobnom podniku sme
zistovali, kritéria vyberu pri pracovnom pohovore. Z 589 vyberov, ktoré sa zrealizovali v
roku 2014 v r6znych pracovnych poziciach nas zaujimalo, ¢o preferuje vyrobny podnik pri
vybere uchadzaca. Zo vSetkych uskuto¢nenych vyberov v danom roku vyrobny podnik
oznacil ¢islom 3 (predstavuje najvacSiu vahu) nasledovné kritéria — vysokoSkolské
a stredoSkolské vzdelanie v danom odbore, jazykové vedomosti — anglicky jazyk, prax
v danom odbore aovladanie PC. Ich percentudlny podiel pri pracovhom pohovore
uchadzacov predstavuje 90 %, zvysnych 10 % predstavuje ako sa sam uchadza¢ odprezentuje,
pretoze nie vzdy vzdelanie a jazyk musia uchadzaca predurcit’ na vol'né pracovné miesto.
Cislom 2 ohodnotil vysokoskolské a stredoskolské vzdelanie mimo odboru, ovladanie
strojopisu a hospodarskej koreSpondencie a certifikaty, vyhlaSky a osvedéenia. Percentualny
podiel tychto kritérii je 50 %, av8ak uchadza¢ stale méze podnik presvedéit, Ze je na
obsadzované pracovné miesto najvhodnejSi kandidat. Zo skusenosti vyrobného podniku sa
stava, ze uchadza¢, ktory ma vzdelanie mimo odboru, ale ma certifikaty, vyhlasky a
osvedcenia v odbore, na ktory sa hlasi je UspeSnejSi v pracovnom pohovore, ako uchadzag,
ktory ma absolvovanu iba Skolu v danom odbore, pretoZze podceni svojich konkurentov.
Najmensiu vahu priradil nemeckému a francizskemu jazyku apraxi mimo odboru. Ich
percentuadlny podiel pri pohovore je 20 %. Nizky percentualny podiel je z dévodu, Ze
uchadza¢ dané jazyky vo vyrobnom podniku nevyuzije, pretoze komunikacny jazyk v
podniku je anglicky. TaktieZ sa tazko zaskol'uje pracovnik, ktory nikdy nepracoval v danom
odbore a nema4 Ziadne skdsenosti s pracou, na ktoru sa hlési.

Tabul'ka ¢. 1: Kritéria vyberu pri pracovnom pohovore

Kritérium Hodnotenie
Vysokoskolské vzdelanie v danom odbore 3
Vysokoskolské vzdelanie mimo odboru
Stredoskolské vzdelanie v danom odbore
StredoSkolské vzdelanie mimo odboru
Jazykové vedomosti — anglicky jazyk
Jazykové vedomosti — nemecky jazyk
Jazykové vedomosti — franclzsky jazyk
Prax v danom odbore
Prax mimo odboru
Ovladanie PC
Ovladanie strojopisu a hospodarskej koreSpondencie
Certifikaty, vyhlasky a odborné osvedcenia

Zdroj: vlastné spracovanie
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Graf €. 5: Percentudlny podiel kritérii vyberu pri pohovore
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Zdroj: vlastné spracovanie

Ako posledna faza v podniku nasleduje — kone¢né vyhodnotenic a podpisanie pracovnej
zmluvy. Po ukonceni pracovného pohovoru, personalista spolu s priamym nadriadenym
uchadzaca zostavia ich konecné poradie. Hlavné rozhodnutie ma priamy nadriadeny, pretoze
bude zodpovedat’ za nového pracovnika. Po zostaveni poradia uchadzacov personalista
informuje kazdého =zuacastneného kandidata, o0 koneénom rozhodnuti procesu vyberu.
Zrealizuje to prostrednictvom zdvorilého e-mailu, v ktorom pod’akuje za prejaveny zaujem
pracovat’ v podniku, straveny Cas a ochotu sa zucastnit” pracovného pohovoru. Vybraného
uchadzaca kontaktuje nielen e-mailom, ale aj telefonicky. Prostrednictvom telefonického
rozhovoru sa snazi personalista dohodnut’ €as a termin stretnutia, na ktorom sa dohodnu
podmienky uzatvorenia pracovného pomeru a podpiSe sa pracovna zmluva.

Prieskumom sme zistili, ze ¢astokrat nastava situacia, kedy uz vybrany uchadza¢ nakoniec
pracovnli ponuku neprijme. Ako dévod odmietnutia kandidat uvadza napr. Ze od iného
podniku dostal vac¢sie mzdové ohodnotenie, pripadne zistil, Ze pracovni naplii na danej
pozicii by nezvladol. V tomto pripade personalne oddelenie oslovuje druhého najlepSieho
kandidata z pracovného pohovoru. Vzniknuta situdciu musi prekonzultovat’ aj s priamym
nadriadenym, ktory bude zodpovedat’ za uchadzaca.

Tymto sa proces vyberu zamestnanca v nemenovom vyrobnom podniku ukon¢i. Pred
podpisanim pracovnej zmluvy novy zamestnanec absolvuje povinna lekarsku prehliadku
u podnikového lekara a vstupné skolenia, ktoré sti zamerané na bezpe¢nost’ a ochranu zdravia
pri préci a pracovny poriadok.

Napriek nepriaznivej situacii na svetovych trhoch bola spolo¢nost vroku 2014
konkurencieschopnd a na rok 2015 ma lepsie vyhl'ady. V tomto roku vybrany vyrobny podnik
planuje vyrobit' viac ako 2 miliony LCD televizorov, ¢im sa zabezpeci zvySenie poctu
zamestnancov. Podobny trend sa ocakava aj v nasledujdcich rokoch, tym by sa vyrobny
podnik opét’ zaradil medzi vyznamnych vyrobcov a zamestnavatel'ov na uzemi SR.

4 ZAVER

Uspech kazdého podniku je zalozeny na P'udoch — zamestnancoch aich vedomostiach,
a zruénostiach. Investovanim do pracovnikov, vo forme podpory a zveladovania ich
potencialu, ako aj zruénosti a vedomosti prepojenych so stratégiou a zaujmami podniku
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prestavuje spdsob, ktorym si firma zabezpeci dlhodobt prosperitu a konkurencieschopnost’ na
trhu.

Prispevkom sme chceli priblizit' jednu z dbleZitych personalnych ¢innosti. Myslime si, Ze na
zaklade zhromazdenych informécii a udajov sa nam podarilo komplexne vytvorit obraz
procesu vyberu zamestnancov. K tomu ndm pomohla podnikova prax vo vybranom vyrobnom
podniku, nachadzajucom sa na Uzemi Slovenska, kde sme urobili analyzu procesu vyberu
zamestnancov. Na zaklade skuto¢nych zisteni a poznatkov sme priSili k zaveru, Ze spravnym
vyberom Tudskych zdrojov bude ovplyvnend prosperita, konkurencieschopnost
a napredovanie podniku v neustale sa meniacom ekonomickom prostredi, ktoré je ovplyvnené
mnohymi nastrahami napr. v sicasnosti neustale pretrvavajiucou hospodarskou krizou.
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SIRENIE POVEDOMIA EKOINOVACNYCH PROCESOV
S PODPOROU DIGITALNEHO MARKETINGU

SPREADING KNOWLEDGE ON ECO-INNOVATION PROCESSES
SUPPORTED BY DIGITAL MARKETING

Lukas Grib, Anna Zauskova

Abstrakt

Ekoinovacie sa zdaju byt lickom pre rieSenie nepriaznivej situdcie vo vietkych oblastiach
priemyslu a v podnikatel'skom prostredi, avsak musia byt podporené vhodnou komunika¢nou
stratégiou, ktora nasmeruje zakaznika na spravnu cestu, vybuduje vnom ekologické
povedomie apomdze mu rozhodnut’ sa pre spravne komodity, ktoré su v sulade s trvalo
udrzatenym rozvojom. Na druhej strane stoji firma, ktora by nemala podcenit’ uvedomelych
zdkaznikov a taktiez sa sustredit’ na komunikaciu, ktora zakaznika presved¢i o tom, Ze jej
ekologické produkty su tou spravnou alternativou k beZznym produktom. Vedecky prispevok
poukazuje na vyznam ekoinovacnych procesov za podpory digitdlneho marketingu.

KPucové slova: ekoinovacie, ekoinovacny proces, marketingova komunikacia, digitalny
marketing

Abstract

Eco-innovation seems to be the medicine for solution of unfavorable situation in all fields of
industry and in business environment, but they must by supported by communication strategy,
which will directs customer to the right way, builds ecological awareness in it, help him to
decide for the right commaodities, which will in accordance with sustainable development. On
the other hand, company stands that should not to undertake conscious customers and also
focus on communication that convinces the customers about it that her ecological products are
the right alternative to common products. The contribution focuses on importance of eco-
innovation processes with support from digital marketing.

Key words: eco-innovation, eco-innovation process, marketing communication, digital
marketing

UvoD

Do6raz na ohl'aduplny pristup k Zivotnému prostrediu sa prelina ¢oraz viac vSetkymi
oblastami zivota. Podniky inovuju vyrobné technolédgie s cielom znizit’ ich Skodlivost’. Stale
viac vyrobkov je produkovanych ztzv. ekomaterialov tak, aby ich produkcia bola ¢o
najmenej $kodlivé pre Zivotné prostredie.*

Zvysend ucinnost pri vyuzivani zdrojov, navratnost’ investicii, zvySenie predaja,
rozvoj novych trhov, zlepSenie firemného imidzu, diferencia vyrobkov a lepsia konkurenc¢na
vyhoda su priklady vyhod, ktoré mozu firmy ziskat' pri integracii otdzok environmentalnej
udrzatel'nosti podnikania.

! BEZAKOVA, Z.: Zelené inovécie — vyzva pre trvalo udrzatelny rozvoj Slovenska. In Trvalo udrzatelny rozvoj
regionov a podnikov pomocou inovativnych a zelenych technoldgii. Trnava: FMK UCM, 2012, s. 45.
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1 EKOINOVACIE

Konzumny spdsob Zivota a neustdly boj o hmotneé statky aich zhromazdovanie,
vytvorili v zivotnom prostredi vel’ku nerovnovahu. Priamym vysledkom je vycerpanost
prirodnych zdrojov, stym suvisiaci ich nedostatok, ¢i uz stfasny, alebo ocakavany,
znecistenie prostredia, vody, ovzdusia, taktiez aj nadmerna spotreba, s ¢im suvisi enormna
zataz vyrobnych systémov, tovarni, neustadle drancovanie prirodnych zdrojov. Tento stav je
pri¢inou uvedomenia si potreby zmenit’ toto spravanie sucasnej populdcie a nahradit’ ho
alternativami, ktoré st priaznivejSie pre Cloveka a samotné Zivotné prostredie, v ktorom
Zijeme. Ekoinovécie su jednou z moznosti ako prispiet’ ku zmene konkrétnymi krokmi, ktoré
smeruju k naprave stavu, ale aj ku zmene I'udského zmysl'ania.

Definicia ekoinovéacie vychadza z definicie inovacie, pricom berieme do uvahy d’alsi
rozmer, ktorym je priaznivy vplyv na Zivotné prostredie, ¢i uz ako priamy vysledok
inova¢ného procesu, alebo ako vedrlajsi efekt zavedenia nového podnikatel'ského procesu, ¢i
sluzby. Existuje viacero definicii tohto pojmu, ktoré sa svojou formulaciou odlisuju, avsak vo
svojej podstate su stale rovnaké. Uvadzame niektoré z nich:

Podl'a Europskej komisie: ,,ekoinovacie su akékolvek inovacie zamerané na vyrazny
aviditelny pokrok smerom k cielu udrzatelného rozvoja ato prostrednictvom zniZovania
dopadov na Zivotné prostredie alebo dosiahnutia efektivnejSieho a zodpovednejSieho vyuZitia

prirodnych zdrojov vratane energif.*

Fussler aJames pod pojmom ekoinovacia rozumeju: ,,zavedenie novych alebo
vyznamne zlepsenych vyrobkov, vyrobnych procesov, marketingovych alebo organizacnych
metdd, ktoré vytvarajl pozitivny prinos pre Zivotné prostredie.®

Ritomsky definuje ekoinovécie ako: ,,inovdcie zamerané na preukdazatelny pokrok,
ktory smeruje K trvalo udrzatelnému rozvoju ato predovSetkym prostrednictvom znizenia
negativnych vplyvov na Zivotné prostredie, alebo Kk dosiahnutiu vdicsej efektivnosti
a zodpovednosti pri vyuzivani prirodnych zdrojov, taktie? aj energii*.*

Na zéklade vyssie uvedenych definicii mozno konstatovat,, Ze pojem ekoinovacia sa
vzt'ahuje na inovativne produkty, procesy, inovacie marketingovych aktivit alebo organiza¢né
inovécie, ktoré zniZzuju environmentalne néklady, zvysSuji akceptovanie spolo¢nost'ou
a prispievaju k udrzateI'nému rozvoju.

Ekoinovacie mézu mat’ r6znu podobu, ich nosnou myslienkou je vSak podla vacSiny
autorov pozitivna zmena pre zivotné prostredie. Tato zmena, ¢i uz sa tyka produktov alebo
podnikovych postupov je v stacasnosti velmi potrebnd. Moze sa zdat, Ze na vrchole
pomyselnej pyramidy stoja ekoinovacie suvisiace so Setrenim prirodnych zdrojov, energii,
inovacie suvisiace so zmiernenim znecistovania ovzdusia, avSak aj bezna Cinnost’ akou je
separacia odpadu, méze priniest’ osoh v podobe zmenSenia skladok odpadu, vzhl'adom na
nasledne vyuZitu recyklaciu.

2 Competitiveness and Innovation Framework Programme — Eco-innovation. Dostupné na: <http://www.ec.eu
ropa.eu/environment/ecoap/pdfs/guidelines_for_cip_eco_innovation.pdf> [18.5.2015].

® FUSSLER, C. — JAMES, P.: Driving Eco-Innovation: A Breakthrough Discipline for Innovation and
Sustainability. London: Pitman, 1996, s. 36.

* RITOMSKY, A.: Reflexie inovagnych aktérov ako metodologické in$piracia. In Socialne a politické analyzy,
2009, ro€. 3, €. 2, s. 21.
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2 EKOINOVACNY PROCES

Pripravu a postupné uskuto¢novanie inovaénych zmien v oblasti ekologie predstavuje
ekoinovaény proces. Jeho vysledkom je inovacia ako realizovand, vyuzivana pozitivna zmena
v praxi. Ulohou ekoinovaénych procesov je cielavedomé ovplyviiovanie reprodukcie
vSetkého podnikania v sulade s rastucimi potrebami a poZiadavkami zakaznikov atrhu ako
celku s pozitivnym dopadom na Zivotné prostredie. Ekoinovaéné procesy v podnikatel'skych
¢innostiach chapeme ako realizaciu jednotlivych inovécii alebo ich suborov, ktoré
zabezpecuju kvantitativnu a kvalitativnu zmenu v produktoch, procesoch a Strukture vyrobno-
technickej zakladne s ekologickymi sGvislostami. V $irSom slova zmysle st ekoinovaénymi
procesmi aj velké programy a projekty ekonomického rozvoja, vedeckovyskumné ¢innost’,
vyznamné akcie, ktoré zasahujl cely podnikatel'sky proces a v ilom reprodukcny proces.

Podstatou celého ekoinova¢ného procesu je zmena myslenia, smerovanie invencii
v podnikoch k snaham prispiet’ k ochrane n&sho prostredia a Setreniu energii a zdrojov, kde je
prioritou okrem zisku aj snaha o trvalo udrzatel'ny rozvoj.

3 INTERAKCIA EKOINOVACII A MARKETINGU

Utelné a efektivne zameranie inovacii nie je mozné bez dostatoéného rozvinutia
marketingovych aktivit afunkcii firmy.®> Inovatny proces sa nezaobide bez podpory
marketingu a jeho nastrojov. Prebiehajuci ekoinovaény proces by mal byt’ v kazdej jeho faze
podporeny vhodne zvolenou marketingovou komunikaciou, aby bol zabezpe¢eny jeho tspech
a nasledne Gspesna konecna faza, ktorou je difuzia inovacie. Kazdy podnik ma k dispozicii
Siroku Skalu nastrojov, ktorych spravna volba a naasovanie, v rdmci inovacného procesu, by
mala byt’ sucast’ou ich inovaénych planov a projektov.

Aby bola ekoinovacia uspes$na, nestaci priniest’ na trh novy vyrobok, ¢i sluzbu ako
vysledok inovaéného procesu, dat’ mu dobri cenu a spristupnit’ ho zakaznikovi. Zakladom
uspechu ekoinovéacie je komunikacia so zakaznikom. Prostrednictvom vhodne zvolenej
marketingovej komunikacnej stratégii firma oznamuje spotrebitelom, ze ponuka produkt,
ktorym mozu uspokojit' ich potreby a zaroveii spiiia atribut pozadovanej kvality, ¢omu
v pripade ekoinovacie zodpoveda cena.® Sposob, akym sa spréava k spotrebitelovi dostane,
aby nezanikla v spektre informécii a aby ho zaujala, vyzaduje pruzné myslenie, tvorivost,
neustale hl'adanie a ndpady. V pripade ekoinovacii to plati dvojnasobne, ked’ze ekologicky
produkt si eSte stale hlada svoj segment spotrebitelov, ktory méze v zavislosti od
konkrétneho produktu variovat’ a preto je vzdy potrebné velmi citlivo vyberat' jednotlivé
nastroje marketingovej komunikécie, ktorych vyuzitie musi byt’ zaroven spravne nacasovaneé.

Marketingova komunikacnd stratégia pri zavadzani ekoinovacii je vel'mi dolezitd
asavisi s celkovou environmentalnou orientaciou a komunikaciou podniku. Podla Borgulu
pocet podnikov zohladiujicich environmentalne kritéria pri rozhodovani sa o nakupe
neustéle rastie.’

Délezitost” marketingovej komunikacnej stratégie pri zavadzani ekoinovacii je
nesporna a savisi s celkovou environmentalnou komunikaciou podniku. Pocet konzumentov
a podnikov zohl'adiiujucich environmentalne kritéria pri rozhodovani sa o kipe postupne

®> CIMO, J.: Uloha inovativneho marketingu v komplexnej inovacnej stratégii. In Ekonomické rozhlady, 2010,
ro¢. 3, ¢. 3,s. 118.

® KENDER, S.: Marketingova komunikécia a komunikaény mix. In Transfer inovécii, 2005, ¢. 8, s. 28.

" BORGULA, M.: Ekologicky marketing: prileZitost pre inovicie. [online]. Dostupné na:
<http://of.euba.sk/zbornik2011/ZBORNIK%20VEDECKY CH%20STATT%202011PDF/KMR/BORGU%C4%

BDA_M._KMR.pdf>. [cit. 20.4.2015].
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rastie. Podniky, ktoré ponuknu ekologickejSiu alternativu beznych produktov moézu ziskat
prilezitost’ atiez konkuren¢nu vyhodu. Jednotlivci a podniky v mnohych pripadoch uz
nenakupuji len znadku, ale aj filozofiu spolo¢nosti a jej politiku.® Ekoinovécie st nesmierne
dolezité, preto by mali podniky bez ohl'adu na velkost’ venovat’ zna¢nt Cast’ financii, usilia
aenergie prave tvorbe invencii anasledne ekoinovaénému procesu, za masivnej podpory
marketingovej komunikacie. Predpokladom efektivne fungujuceho dialogu za wéelom
vymeny informacii medzi podnikom a stakeholdermi st techniky urychlujuce prenos
informécii. Touto vlastnostou v sucasnosti disponuju techniky digitdlneho marketingu.
Digitalny marketing mozno povazovat za vhodny nastroj marketingovej podpory inovacii
V sti¢asnosti.

Svet digitdlnych médii sa meni obrovskou rychlostou. Jeho neustale sa vyvijajluce
technologie asposob, akym ich [ludia pouZivaju, menia nielen fakt, ako sa Tudia
k informaciam dostavaju, ale aj to, akym sposobom ich vyuZivaju a komunikujd medzi sebou.
Internet adigitalne média st potencialom pre napredovanie snad’ pre kazdy sektor
a Specializaciu. Prinasaju so sebou jeden klucovy efekt — zlepSovanie informatizacie
a zvySovanie povedomia. Online komunikéaciu, kombinovanie prvkov a najmé inovativnych si
ako zdroj marketingovej podpory a diferenciacie uvedomuje stale viac spolo¢nosti. Podniky si
musia uvedomit’, Ze aby mohli vypracovat’ zivotaschopnu a UspeSnU stratégiu a efektivne
alokovat’ zdroje, je nevyhnutné, aby pochopili aposudili efektivnost svojho pdsobenia
v novych podmienkach digitalneho sveta.

Digitalny marketing je nesporne u¢innym ndastrojom, ktory ulahcuje a zefektiviiuje
komunikaciu medzi firmou azakaznikmi. Vyvojové trendy poukazuji na narastajlcu
tendenciu uplatiiovania online marketingovych kampani a online marketingovej komunikécie.
K monitoringu aktivit na socidlnych sietach sa vyvijaji Coraz dokonalejSie technologické
nastroje. Mobilny marketing je vdaka stdle novym moznostiam mobilnych zariadeni
vyuZivany knovym aplikaciam, ako st geolokacné sluzby ardzne aplikacie na mieru.
K novym avelmi perspektivnym predajnym kanalom sa zaclenili tablety. Stale viac sa
uplatituje personalizovany obsah e-mailovych kampani a vyuZzivaju sa geoloka¢né aplikacie
integrované v mobilnych zariadeniach a tabletoch, ktoré oslovuji zakaznikov cielene podla
aktuélnej polohy.? Menej atraktivne sa stavaji dnes klasické online marketingové néstroje,
napr. bannery atextové reklamy. V stucasnosti je tieZ trendom inbound marketing, ktory sa
ststred’'uje na spravne umiestnenie zaujimavého obsahu. VyuZivaju sa socialne siete, blogy,
SEO. Trendom v stcasnom digitallnom marketingu je tiez tzv. SOLOMO. Je to skratka
SOcial, LOcal, MObile.*

Existuju agentdry, ktore ponukaju okrem tvorby webovych stranok aj realizaciu inych
marketingovych aktivit ekologicky zmyslajucim firmam s environmentalnymi iniciativami.
Tieto agentlry neustdle sleduju trendy, ktoré ,hybu svetom marketingu“ a jednotlivym
firmam ponukaju realizaciu marketingovych aktivit a prilezitosti, ktorych ciel'om je jednotlivé
firmy vhodne prezentovat' v podnikatel'skom prostredi. Tieto agentiry pritom vyuZzivaju
a realizuju viacero metdd, nastrojov a technik digitalneho marketingu, medzi ktore patria:

= Online marketing — v rdmci online marketingu zastava nezastupitel'né miesto SEO
(search engine optimization). Potreba optimalizacie vznikla enormnym narastom
webovych strdnok na internete. SEO mozno chédpat’ ako subor praktik, vdaka

8 BEZAKOVA, Z.: Marketingova komunikacia pri zavadzani zelenych inovacii. In Mezinarodni Masarykova
konference. Hradec Kralové: Magnanimitas, 2012, s. 884.

% RAJCAK, M.: Marketingova komunikécia v digitdlnom veku: Vybrané trendy, metédy a techniky. Trnava:
FMK UCM, 2013, s. 16.

0 CHATFIELD, T.: 50 Digital Ideas You Really Need to Know. London: QUERCUS, 2013, s. 65.
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ktorym sa webové stranky usporiadaji a prisposobia Standardom.** Pre
environmentalne orientované spolo¢nosti je dolezité, aby boli najdené ich vyrobky,
sluzby aznacky, ktoré reflektuji ich environmentalne iniciativy. V online
marketingu ma vyznam aj blogovanie. Blog moze byt venovany zelenym,
environmentalnym, ekologickym vyrobkom, sluzbam alebo znackam, ktoré buda
reflektovat’ ekoinovacné aktivity jednotlivych subjektov. Ked je vytvorené zelené
posolstvo, je dblezite, aby sa toto posolstvo dostalo ,,do sveta“. Tomu moze
napomoct’ tieZ online tlaCova sprava, pretoze dobre napisana tlacova sprava, ktord
je Sitd na mieru cielovej skupiny, moze ziskat pozitivny ohlas a zvySenie
povedomia, ¢i dobrého mena.

= Socialne média — socidlne média sluZia na zdruZovanie a rozvijanie spolo¢enskych
kontaktov. Ich vyhodou je, ze ich obsah moze vytvarat, upravovat, alebo
komentovat’ kazdy registrovany uzivatel. Do popredia sa dostdva interakcia
navstevnikov, ¢o je pridanou hodnotou socidlnych médii. Socidlne média
poskytuju velky priestor pre kreativitu andpady kaZzdej, aj environmentélne
ladenej spolo¢nosti. TaktieZ video marketing moze byt dblezitym néstrojom. Je
jednym z najsilnejSich nastrojov obsahu podnikov v ich online marketingovych
kampaniach. Socidlna siet YouTube dlhodobo patri medzi najnavstevovanejSie
vyhladavacie siete. Kvalitné video dokaze, aby komunikovany obsah navstevnik
lepSie pochopil, nez je tomu v pripade ¢lanku na webovej stranke. Tato technika
digitalneho marketingu poskytuje idedlnu platformu na to, aby sa spolo¢nost
ukézala v zaujimavej aatraktivnej prezentacii vtom, ¢o robi. V pripade
environmentalne orientovanej spolo¢nosti ide o prezentovanie environmentalnych
aktivit a jej iniciativ.

= Mobilny marketing — z hl'adiska nakladov je velmi efektivny, pricom zaroven
prindSa takmer dvojnasobnu mieru konverzie. Mobilny marketing zaznamenéva
neustaly narast inzerentov, ¢o len podmieniuje zvySujaci vyznam tejto techniky
digitdlneho marketingu. Je len na spolo¢nostiach, ako dokazu prezentovat’ a predat’
posolstvo tomu, komu je urdené. *?

Inovativne prostredie je typické svojou dynamickostou. Tuto dynamickost
V suCasnosti reprezentuju online komunikacné kandly, nové firemné inovacné nastroje
avneposlednom rade pristup kinforméciam prostrednictvom r6znych digitalnych
technolégii.*® Digitalny marketing moZno v kone¢nom désledku povazovat za doleZity
nastroj marketingovej komunikaé¢nej podpory v ramci ekoinova¢ného procesu.

4 ANALYZA SUCASNEHO STAVU V OBLASTI TVORBY
A REALIZACIE EKOINOVACIT V MALYCH A STREDNYCH
PODNIKOCH NA SLOVENSKU

Hlavnym prvkom inova¢ného podnikania na Slovensku st malé a stredné podniky
(d’alej ako ,,MSP*). Je to preto, Ze je pre ne charakteristicka vysoka flexibilita akou reaguju na
situdciu na trhu. Na druhej strane tieto podniky nemaju vo vicSine pripadov dostatok
finan¢nych zdrojov na realizdciu inovacii. Vhodnym rieSenim je Stitna podpora spolocne

11 SEQ optimalizacia. [online]. Dostupné na: <http://www.optimalizaciaseo.sk> [18.5.2015].

12 Green digital marketing. Mobile marketing. [online]. Dostupné na: <http://www.greenlightdigital.com/digital-
marketing/mobile-advertising/> [18.5.2015].

3 PFEFERMAN, N. — MINSHALL, T.: Strategy and Communication for Innovation. Berlin: Springer, 2013, s.
241,
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s nastrojmi Eurépskej tnie.** Podl'a Inovacénej stratégie Slovenskej republiky na roky 2014 —
2020 ma Slovensko preukazatelny inovacny potencial, ktorého rast je potrebné stimulovat’
a podporovat’.

V ramci analyzy sucasného stavu ekoinovacii na Slovensku sme v obdobi mesiacov
februar — marec 2015 realizovali prieskum, ktorého realizdcia a vyhodnotenie je jednou
z ¢iastkovych etap prvého roka riesenia projektu VEGA 1/0640/15. V tomto pilotnom
prieskume bolo zamerom zistit’, ktoré z dopytovanych MSP realizovali ekoinovacie, a ¢i tieto
realizované ekoinovécie podporili néstrojmi marketingovej komunikécie. Spolu bolo
distribuovanych 200 dotaznikov, pri¢om ich navratnost’ bola na trovni 90 %.

Prieskumom sme zistili, ze 57,22 % dopytovanych spolo¢nosti realizovalo za
stanovené obdobie rokov 2011 — 2014 ekoinovacie. Spolo¢nosti v odpovediach uvadzali, Ze
najcastejSie realizovali:

= zavedenie recyklacie produktov — 56,31 %;

= zavedenie novych technoldgii Setriacich Zivotné prostredie — 47,57 %;

= zavedenie vyrobného procesu, ktory vyzaduje menSie mnoZstvo prirodnych

zdrojov — 15,53 % a d’alSie, medzi ktoré patrili napr. nové sposoby vyroby energie,
zavedenie novych ekologickych materidlov, vyroba bioproduktov, implementacia

ekologickych automobilov do vozového parku, ¢i uplatnenie novych stavebnych
materialov Setriacich Zivotné prostredie.

Snazili sme sa taktieZ najst vztah firmy smerom k ochrane Zivotného prostredia
v beznej dennej realite a skuto¢nostou, ¢i maju vobec vedomost’ o termine ekoinovécia.
Prieskum ukazal, Ze:

= 45 9% vsetkych dopytovanych spolocnosti zastava aktivne stanovisko k ochrane
Zivotného prostredia;

= 26,67 % zastava preventivna postoj;
* 6,11 % podnikov zastava reaktivne stanovisko, a
= 3,33 % proaktivne stanovisko.

Kumuléciou tychto stanovisk sme dosli k zéveru, Ze 81,11 % podnikov zastava
pozitivny postoj smerom k ochrane Zivotneho prostredia.

Termin ekoinovacia je v sucasnosti trendom, pri¢om tato skutocnost’ je potvrdena aj
vedomostou spolo¢nosti o samotnom termine. AZ 86,67 % spolo¢nosti poznd pojem
ekoinovacia, resp. sa snim uz stretla. Vychodiskové poznanie pojmu a aktivny pristup
K ochrane zivotného prostredia su tak predpokladom pre to, aby sa ekologicky zmyslajuce
firmy rozhodli realizovat’ svoje ekologické iniciativy.

Prieskum ukéazal, Ze podniky pri marketingovej podpore ekoinovéacii viac vyuZivaju
online prostredie — 51,43 % ako offline prostredie — 48,57 %. Len 35 podnikov, ktorée
realizovali ekoinovéacie, vyuZili na podporu svojich eko-aktivit niektory z néstrojov
marketingovej komunikacie. Medzi najcastejSie vyuZivané patria:

= digitlny marketing — 51,43 %;
= reklama - 34,29 %;
= 0sobna komunikacia — 34,29 %;

14 ZAUSKOVA, A. - LOUCANOVA, E.: Inovacny manazment. Zvolen : TU Zvolen, 2008, s. 29.
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= podpora predaja — 22,86 %;

= PR-20,00%,a

= direct marketing — 2,86 %.

Spolo¢nosti, ktoré pri podpore ekoinovacii uplatiiuji digitdlny marketing si
uvedomuju jeho potenciél a vyhody, ktoré z neho plynd. Z technik digitdlneho marketingu su
najcastejsie vyuzivané:

= online marketing — 54,29 %;

= socidlne média — 34,29 %, a

= mobilny marketing — 11,42 %.

Prieskumom sa zistilo, Ze 51,11 % planuje realizovat komunika¢ni podporu
ekoinovacii prostrednictvom technik digitdlneho marketingu. 48,89 % spoloc¢nosti vSak od
tohto kroku ustupuje, pri¢om pre tito skutocnost’ spolocnosti uviedli viacero dévodov:

= celkovy nezaujem o ekoinovacie;

= personalne doévody (neexistencia marketingoveho oddelenia);
= zbytocnost realizovania vzhl'adom na oblast’ podnikania;

= ndrocnost’ na realizaciu digitdlneho marketingu, ale aj

= skutoCnost’, ze nie je taky rozsah ekoinovacii, aby si zaslizili komunikac¢nti

podporu.

Realizovanim tohto pilotného prieskumu sa nam podarilo zistit’ dolezité skuto¢nosti,
ktoré ndm pomdzu pri d’alSom rieSeni vyskumného projektu.

ZAVER

Ekoinovacie su momentdlne oblastou, ktord sa stdva prirodzenou sucastou zivota
podnikov. Vyznam ekoinova¢nych procesov mozeme chapat’ vo viacerych rovinach, napr.
vV budovani konkuren¢nej vyhody, zlepSovani imidZzu podniku, vytvarani pridanej hodnoty
atd’. V prvom rade vSak ide o spravnu vec smerom k udrzatel'nosti podnikania ako aj samotnej
planéty, na ktorej Zijeme. Realizacia ekoinovacii a efektivna marketingova komunikécia
zamerana na tieto inovacie — to sU vyznamné faktory Uspechu. V stéasnosti tomuto javu
prispieva, ked’ nastroje marketingovej komunikacie si doplnené technikami digitalneho
marketingu.
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AUTOPOIETIC ELEMENTS IN THE TOMAS BATA SHOE COMPANY

Jakub Chvatal

Abstract

The Bata Company, which manufactured shoes and other products in the 1930s in Zlin,
Czechoslovakia, had a visionary management system, now referred to as the Tomas Bata
Management System, which contained specific features of Fordism and Taylorism adjusted
for the specific context of Zlin. The system was also embodied with Asian techniques and
emphasised individual moral values and high quality. This article describes the Bata
Management System and then uses surveys to conclude that exhibited signs of autopoiesis
and was a "living organisation™.

Key words: Tomas Bata, autopoiesis, social experiment, transformation, amoeba

1 INTRODUCTION

The Tomas Bat'a company (hereinafter TB) and particularly its system of management has
been the focus of many publications. Research into this system results in a scientific paradox:
The more that is known about it (in terms of management), the more complicated it seems and
the more difficult it is to model. Theoretical reasoning, which deals with the TB management
model as only a whole, not its parts, defines it as "a kind of living structure" (ZELENY
1995). From the sources, it can be deduced that the Bata phenomenon is possible to be
defined as a "historically bounded social experiment," - which includes an infinite quantity of
theoretical starting points (MARSALEK, 1992, p. 128).

Barvii (2000) has long dealt with the application of dynamic laws to the structure of TB. His
theoretical starting point underpins the existence of some theoretical corpus occurring in this
historical system, e.g. Kaizen System, Balanced Score Card, Just-in-Time System and the
feedback mechanisms of the Total Quality Management (SODOMKA, 2010, p. 182). Zeleny
(1995) defines it as an Amoeba System, which itself creates autopoietic elements of the whole
system. However, Trunecek (2008) does not agree with this and considers these elements as
unconvincing. Theoretical research has led to two essential starting points (CHVATAL,
2014). It was unable to prove that the theoretical foundations of TB management were laid on
the basis of a learning organisation but it was able to prove a link to the Amoeba System,
which has been intensified to perfection by the Japanese company, Kyocera. It is consists of
countless theoretical starting points and approaches to TB management. (ZELENY, 2011, p.
109) states that TB company existed as a living organism - learning, adaptive and self-
organizing organism. (SODOMKA et. al., 2010) states that TB company as a modified hybrid
system - both argue that the system was autopoietic (created itself and internally produced).

At the 2014 Bata Conference held at Tomas Bata University, the following statement was
made by lecturer: "Bat’a's supporters were so good that they could succeed at everything, not
only shoes. They were top in all the branches, starting with agriculture and ending with IT
research." Bat’a's system worked on the principles of Asian access, which were combined
with Fordism (CHVATAL, 2014). The entire structure of the Bata company was based on
solutions of modern management. The reason for existence of these modern principles are
already evident in the thirties - a combination of an ad hoc system which consisted of long-
time employees and trials and errors. An extreme information gathering (VALUSEK, 2012)
quite inevitably had to converge into a modern functional complex. Knowledge was mined
almost exponentially, and therefore the Bata company broke well-established systems. An
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autopoitetic system which later evolved into the Bat'a company could be described as a social
experiment (JAKLIN, 2006). This system had to develop necessarily into an historical
amoeba structure at the time when an amount of information exceeded usual former limits.
Transformation into a living amoebae was unavoidable (CHVATAL, 2014).

2 MATERIALS

2.1 Enterprise as a living structure

The issue of a living company is characterised by an interdisciplinary scope. Markus Schatten
(2011) lists a total of eight research approaches and their possible benefits to the theory and
practice of regarding of a company as a living structure. Zeleny (2011, p. 108) summarises
insights reflecting the conditions of the formation of a "living company". He contends that the
basic principles of the 'resurrection' of a company are as follows: "Suggest and organise less,
but implement more. Give time to things, a living organism must grow, develop and ripen.”
These thoughts also appear as a kind of generalisation in Bat’a's memoirs (2002).

Kovat (2007) claims that the mission of a company is to maintain or correct the entropic
growth of a directed project. The entire critical opinion on the global paradigm for an
organisation based on the behavioural principles of the form of a living organism is
summarised by Trunecek (2008). He arises from Kuhn's theory (1962), which claims that:
"every significant breakthrough in a branch of scientific effort is the first violation of the old
principles of 30 — 50 years' thinking, so basically takes a long time to grow and be enforced
by the new scientific generation that is able to absorb new knowledge and promote new
thinking." (TRUNECEK, 2008, p. 93).

2.2 Paradox of new economic enterprises and transformation of living into functional
units

At the end of the eighteenth century, the principles of the management system of an
organisation began with the classical hierarchical structure arranged in a steep pyramid
(Taylor, Fayol, and Weber). "From this time, the model was honed, improved and remodelled,
but the philosophy of an access based on a division of work principles has not changed."”
Here Trunecek quotes one of the greatest theoretical protagonists of the new economic
paradox, Klaus (2000), who claims, "In the economic view of the world I couldn't find a
hypothesis that the entrance of Information Technology could change the economic
mechanism.”" Everything was stated long ago. Even if there are new phenomena, old
economic problems remain. The same opinion is shared, for example, by Zeleny (2011, p.
130), who claims that new technology only makes sense when it improves the degree of user
freedom and does not increase traditional dependence on the centralisation source — it is a
total global view. That the effect of modern technology and its phenomenon of economic
perception is at least controversial, is also insisted on theory by Antonio Cordella (2006). He
assumes that increasing ICT occurs primarily in order to increase the complexity of the
information content in volume and interconnections. Trunecek further describes paradigmatic
changes in management organisation. In the second half of the 1980s, confusion increased to
the border of chaos and there was a need to change the overall conception: a new management
philosophy was established in response to the recent, an company has to be means not a
machine, but a living organism. The basic characteristics of such an approach are comprised
of self-reproducing, in-house market, top management is elected by a representative of a
specific organisational unit, reviews according to the added value, creation of a company
knowledge culture and systematic management knowledge (TRUNECEK, 2008). Bata's
management system fulfilled all these characteristics many years before the break date of
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those paradigms happened. Thomas Bat'a was therefore also a visionary. At the beginning of
this article, there was the term "Bat’a's social experiment." Actually, Thomas Bata started to
experiment with the creation of a living organisation long before there were any stated
theoretical assumptions. At this time, the possibility that the TB organisation was a typical
learning organisation can be excluded, whereas it can be affirmed that it was an Amoeba-type
of "experimental living organisation.”

2.3 Amoeba-type organisation

The characteristics of Amoeba is that an employee has no fixed classification in a company
and continuously gravitates towards other Amoebas, who are together transformed and
compete on the same project (ZIKMUND , 2010). The performances are measured according
to the added value possible to the level of units' production regardless of their size and what
they produce (TRUNECEK, 2008). "It is only one value of performance and it is the added
value of human work" (MIYA, 1998). Kyocera Kyoto Ceramics (2013) is a typical example
of Amoeba. It asserts the 12 basic principles of management.

In his personal Article no. 25, Barvit (2000) describes the mathematical application of
workroom management by TB: "Generalised forces of production were financial costs — unit
price. Size of production was predestined by a capital input FF(t). By workshop machinery,
classification of employees a certain product was achieved gF(t). Dynamics of production
were determined by inertia workroom parameters MF(t), the unit costs of production DF(t)
and the unit costs for production speed BF(t)".

2.4 Autopoiesis

"An autopoietic system is organised as a network of processes in the production of
components that produces the components that: through their interactions and transformations
continuously regenerate and realise the network of processes (relations) that produced them.
And constitute it (the machine) as a concrete unity in the space in which they (the
components) exist by specifying the topological domain of its realisation as such a network."
(VARELA, 1979, s. 13), (WHITAKER , 2001). The term “autopoiesis” was developed to
characterise living systems. But it is also applicable to non-living structures. It is important to
know the notions of organisation and the structural concept of this theory: Organisation —
description of abstract relationships between components and structure — actual physical
relationships between components (HAVLASKOVA, 2008).

Six simplified criteria determine whether a system is autopoietic: (1) Does the system have
identifiable boundaries? (2) Does it have constituent elements or components? (3) Is it
mechanistic (subject to cause and effect)? (4) Are the boundaries self-produced? (5) Are the
components of the boundaries self-produced? (6) Are the rest of the components self-
produced? Under these criteria, not only are biological organisms autopoietic, but so is
cognition, society and many institutions within it (NEILL, 2009). According to Luhmann's
theory of social systems (1995), autopoietic systems develop from themselves and therefore
virtually all social systems with politic, economic and business units should be considered as
autopoietic. Markus Schatten (2011) deals with autopoietic systems in terms of their
contribution to the theory and practice. He compares the differences between the processes in
a biological entity and in a company. He concludes that although there is no practical benefit,
there is a theoretical one. The principles of autopoiesis can provide us with actual methods to
analyse and understand any organisational phenomenon.

Research of possibilities to use this system in today's modern age actually leads experts in
consensus that it would be impossible to practise (the TB system). Zeleny mentions that there
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is the impossibility of "bank independences”, legislative restrictions of all kinds and
globalisation that would negate the possible benefits of this system. In his article for the
economic portal, Euroekonom, Jiti Jaklin (2006) writes: "The building of their own city can
motivate employees in developing countries. It is also the question of whether young people
could be motivated by a nearly military education in a time of uncertainties and great
depression. Orientation towards a certain region only for one branch of production may have
a negative effect in a time of decay of the industry, for example, the Ostrava region after
1989."

3 METHODS

From the above text it follows that the TB organisation was provably an autopoietic system as
a whole. Zeleny (1995) defined Bata's organisation as 'living'. This statement will be
considered as a premise. A research questions will be defined: (RQ1) Is it possible to
demonstrate some existence of elements there which could disturb the autopoietic processes?
(RQ2) Did the TB organisation contain an element that could destroy this premise?

3.1 “Organisation” - from autopoietic conception

Sources I Bata's own Corporate Bank Uses

‘ Quotation ‘ ‘ Planning ‘ ‘ Flexible changes, activity, overall philosophy of Bata ‘
‘ COMPANY ACTIVITIES MONITORING ‘ COMPOSITE APPLICATIONS ‘
% UNIFIED EMTERPFISE INTEGREATION PLATFORM I ‘ Marketing f Information transmission from the practice back into production ‘
{ APPLICATIONS / TECHNOLOGY i | Production PROCESSES / WORKING PROCEDURES ‘ ‘ Repair and products service ‘

I
1
1
:
Alliary operations | |
1

1

1

:

1

Maintenance :
1

1

1

1

1

1

1

1

1

1

1

1

‘ DATA COORDINATION | I Work-rootn control ‘

Eaw materials production ‘

1 /L

Semi-products production ‘

Own stores

Foreign stores

Bata School of Wark

Package production

Data store DATA | I Self storage and transport ‘
|
Technological eguipment production
‘ Laboratory H Research Institute H Research and development H Technological equipment development ‘
‘ Machines developrment I ‘ Ra\lr material development ‘ ‘ Pilot plants 'J ‘ Pattern shu|gs ‘

Figure 1 -Organisation scheme of TB Company (from an information view). Source:
(CHVATAL , 2014)
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An organisation from the autopoietic viewpoint (chapter 2.4): The autopoiesis checklist
(WHITAKER , 2001) of the TB system: (1) - Does the system have identifiable boundaries;
YES. (2) - Does it have constituent elements or components; YES, almost all. The basic
constituent element is a production bracket as mentioned in the schematic figure. (3) - Is it
mechanistic (subject to cause and effect); YES. A Unified Enterprise Integration Platform. It
is, in terms of organisation (Sec. 2.4), connected to the data, processes and coordination. (4) -
Are the boundaries self-produced; YES. On the basis of controlled expansion. (5) - Are the
components of the boundaries self-produced; and the rest of the components; YES. Every
element in the above scheme was absolutely autonomic and self-produced.

3.2 ,,Structure* - from autopoietic conception

Principles of 88 (TRUNECEK, 2003, p. 284). These principles form the basics of the TB
management system from an autopoietic viewpoint (see Structure, chapter 2.4). (1) World
class (Svétova tiida). This includes high quality, modern policy and a large dimension of
expansion. From the autopoietic viewpoint — it is necessary that the system produces its own
structure, not a reproduction. Exact replicas of the system were expanded abroad, no element
was found in defence of autopoiesis. (2) Cooperation (Spoluprace). Cooperation includes a
psychological view and simultaneously a system of flexible management organisation.
Cooperation has no effect of preventing autopoiesis. (3) Self-management (Sebetizeni).Self-
management is an important element of the TB system. It includes restraint, a moral aspect
and a decentralisation element. Moral aspects have a neutral effect on autopoiesis. But they
can deform a successful process of replication and the production of a new structure
(MCMULLIN, 2000) (a homeostatic system has its own individual identity/unity). The
principle of self-management is a fundamental central feature of the TB system. (4)
Complicity (Spolutcast). Complicity has a huge psychological effect. | think that this aspect
has a beneficial effect on the system's development. Strengthening of complicity will
strengthen the system boundaries. Complicity functions very well for autopoiesis. (5)
Ownership (Spoluvlastnictvi). This term implies the joint circulation of goods in each
Amoeba and cash ownership of a share of the workroom profits. It is a combination (2)
Cooperation + (4) Complicity. (6) Single management (Samostatné fizeni). Single
management versus self-management. On first appearance, these seem identical. In the 8S
principles, however, these terms are different. Self-management places greater emphasis on
morality, with self-control on quality and decentralisation. It is therefore (3) Self-
management, enriched by an element of decentralisation. There is no negative impact on
autopoiesis. (7) Joint ventures (Spole¢né podnikani). Joint ventures imply the notion that
every employee is simultaneously a businessman and also a customer. And that all employees
together deal with each other. This is an extension of (5) Ownership with a system of mutual
stores. (So it is (2) Cooperation + (4) Complicity + (7) Mutual stores). There is no negative
impact on autopoiesis. (8) Competition (Soutézivost). Competition is very important and all
new management theories place great emphasis on competitiveness. In itself, it is very
inspiring. From the perspective of autopoiesis, it has a neutral effect. It is connected to (4), but
complicity is only a small subset of competition. The problem of the definition of autopoiesis
is by no means obsolete. Razeto Barry (2012) published an insight into "Autopoiesis 40 years
later” in which he summarises the modern reformulation of this phenomenon. He states that, if
the organisation, in terms of the company, fulfils the denotation of a Multicellular Company,
then it is on the 1st level of autopoiesis. It is the thought that 100% satisfies the condition
(Ibid., p. 558).
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4 RESULTS

If the management system by Thomas Bat’a should endure and continue to exist into modern
times there could be deduce how it would appear today — the TB system would have passed
through the necessary transformation, ‘absorbed' the current aspects of modern globalisation
and probably would not be so specific and outstanding. All the findings really suggest that TB
system deal with a social-autopoietic management-based experiment of unprecedented size.

4.1 Partial results

(RQ1) It has not been adequately confirmed that one disruptive element would weaken the
autopoiesis. (RQ2) In light of the fact that it most likely was a historical-social experiment
which did not survive in a physical form, this has raised speculations about the possible
disruptive effects on society. A further research also derives these conclusions: (RQ3)
Confirmation that the TB company was an autopoietic system. (RQ4) Confirmation that all
the elements contribute to strengthening the coherence of the system and to creating
synergies. (RQ5) Confirmation that Multicellular Companies may have such processes, in
terms of autopoiesis, that enhance the formation of boundaries and the self-production of
boundaries.

4.2 Theme for further work

The TB management system set up internal structures to eliminate the destructive effect of
poor morale throughout the company, even throughout the whole of society. These structures
should result an increase of the forces of decomposition. Entire society should conduct a
deliberate 'conspiracy' to destabilise the TB system and the subsequent growth of the system
doomed to extinction

5 DISCUSSION

A historical source (CEKOTA, 2004), (KRECEK, 1992) describes an understandable function
of the whole TB system and its sub-systems. From the psychological aspects of employees,
the healthy competition associated with the constant refining of the moral principles of each
individual comes to the forefront. The system could not allow the entrance of an immoral
human. The system of control within a given time period ensured that the moral values of the
human would not deteriorate. The system did not register any subversive process. There
cannot be found any weaknesses anywhere in the literature. From the available information,
can be deduced that the TB management system was very ineffectual in reducing the
penetration of debilitating effects. It could not deal with conspiracy, the concealment of
conspiracy or with envy. All these threats were faced by individuals, despite its internal
structures being set to high moral values. However, the speed of the transformation of the
individual was not the same speed as the opposing disruptive effects on the morale of the
whole company. Conclusion on this assumption is: "The TB Management System could
function correctly only for a certain size. Only for an indefinite number of people who were
part of it. Disruptive effects then had to prevail and gradually destroy the system until its
collapse”.

Thomas Bat’a (2002) said that real financial crisis did not exist, but only a crisis of moral
aspects. His system was designed so that a moral crisis could not emerge. Moral crisis should
be a component of history and the cyclicality of time. According to all the available
information, this is unfortunately the case. Even a system as powerful as the TB system was
not able to reverse this cycle.
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ONLINE MARKETING NA SOCIALNEJ SIETI FACEBOOK
ONLINE MARKETING ON THE SOCIAL NETWORK FACEBOOK

Martina DrahoSova

Abstrakt

Socialne média a hlavne socidlne siet’ Facebook sa stali v dneSnej informatizovanej dobe
stCastou kazdodenného zivota I'udi. V kazdej volnej chvili sa l'udia pripdjaju na socialne
média a spajaju sa so svojimi priatelmi a vyuZivaju funkcie a sluzby, ktoré im socialne média
poskytujli. Preto sa tieto nové média stali dolezitymi komunika¢nymi kandlmi marketérov.
Socialne siet’ Facebook je podl'a prieskumov najpouzivanejSou socidlnym meédiom a preto je
nevyhnutné byt oboznameny s funkciami socialnej siete Facebook uréenymi na marketing.
Pre efektivne propagovanie produktov a sluzieb spolo¢nosti je potrebné vediet' ako tieto
funkcie pouzivat’ a zahrnit’ ich so marketingovej stratégiu spolo¢nosti. V ¢lanku so podrobne
rozoberieme jednotlivé funkcie socialnej siete Facebook uréené na marketing a propagaciu.

KUPucové slova: online marketing, socidlne média, socialna siet’ Facebook

Abstract

Social media and especially social network Facebook has become in today's informatised time
part of people's everyday lives. In every free moment people are connecting on social media
and connect with their friends and use the functions and the services that them provide social
media. Therefore, these new media have become an important communication channel for
marketers. Social network Facebook is according to the surveys the most common social
media and it is therefore essential to be familiar with the functions of the social network
Facebook intended for marketing. To promote the products and services effectively it is
necessary to know how to use these functions and include them in the marketing strategy of
the company. In the article we analyze the individual features of social network Facebook
designed for marketing and promotion.

Key words: online marketing, social media, social network Facebook

1 UVOD

V dnednej dobe informaénych technologii, kedy sU Internet a vyuZivanie socialnych médii
Uzko spojené skazdodennym zivotom l'udi, je pre marketérov dolezité ist' tak ako ich
spotrebitelia s dobou. Preto sa nové spdsoby propagacie ich znacky alebo produktov na
internete ana socialnych médiach stali velmi popularnymi a uc¢innymi. Nakolko je na
strakach socialnych sieti zaregistrované velké mnozstvo ich spotrebitelov, kde zverejnuju
svoje osobné informécie asvoje predmety zaujmu, je pre marketérov jednoduchsie cielit
svoju reklamu na vybrant cielovia skupinu, ktora je pre nich zaujimava.

Cely Internet sa vyvija obrovskym tempom. Akékol'vek odhady do budicnosti mézu byt
preto zavadzajuce. Preto sa uz dlhSiu dobu v spojeni s Internetom pouziva termin Web 2.0,
ktory naznacuje smer jeho vyvoja.

Termin Web 2.0 popisuje trendy a cesty, ktorymi sa bude pravdepodobne web uberat’.
Niektori vSak tvrdia, Ze Web 2.0 je len bublina — marketingovo vytvoreny termin, ako
ohromit’ a ziskat’ zakaznika nie¢im, ¢o neexistuje. Druhi v tom naopak vidia novu kvalitu a ini
zase hovoria, Ze Web 2.0 = socialne médiad. Napriek tomu neexistuje Ziadna konkrétna
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definicia. Nazory mnoZstva odbornikov zaoberajdcich sa marketingom a technolégiami na
Internete sa daju zhrnit’ do niekol’kych bodov:

» Budtcnost mézeme vidiet v socidlnych médiach, kde l'udia zdielaji informacie
a vytvaraju komunity (Facebook, Flickr, YouTube, Twitter).

» Ako vyznamna sa tiez javi zvySena aktivita uZivatel'ov Internetu, a to prostrednictvom
Wikis, tz. stranok, ktoré dovoluji navstevnikom pridavat’ a editovat’” obsah a tym sa
podiel'at’ na jeho vytvarani s inymi uzivate'mi (Wikipedia, Google Knol).

* Meni sa aj pouzivanie komunika¢nych nastrojov. S tym aj ziskava novy vyznam e-mail,
podcasting, instant messaging a zjednoduSenie tokov informacii smerom k uZivatelovi,
napriklad prostrednictvom RSS.

= Anakoniec folksonomies, ¢o st wuzivatel'sky generované Kkategorizaéné systémy
pouzivané na triedenie, zdiel'anie, komentovanie stranok, fotografii, videi, odkazov
(napriklad socialne zaloZzkovanie).

2 SOCIALNE MEDIA

Kazdodenne miliony pouzivatel'ov publikuji svoje ¢lanky, fotografie ¢i videa za pomoci
sluzieb ako YouTube, Flickr alebo WordPress adelia sa one s ostatnymi. Fenomén
pouzivatel'sky tvoreného obsahu sa dostal do centra pozornosti priblizne v roku 2005
s prichodom viny tzv. Webu 2.0. Mnohi odbornici na ¢ele s Timom O'Reillym poukazovali
na nastupujuci trend zapdjania pouzivatel'a priamo do tvorby webu. Takto tvoreny web sa stal
adresnejsi a pouziteI'nejsi. Najlepsie to vidno na weboch, ktoré su dnes symbolmi socidlnych
médii: Facebook (* 2004), YouTube (* 2005) a Twitter (* 2006). Zrejme s najlepSou
definiciou prisSli Andreas Kaplan a Michael Haenlein, ktori socidlne média oznacili za .,
skupinu internetovych aplikécii, vybudovanych na ideologickych a technologickych zékladoch
Webu 2.0, ktoré umoznuju tvorbu a vymenu pouZivatelsky generovaného obsahu “.

Najlepsi spbsob, ako definovat socialne média je rozdelit’ toto spojenie a priblizit’ si kazdé
pomenovanie zvlast. Média st néstroj na komunikaciu, ako st noviny, televizia alebo radia,
takze socidlne médid mézeme charakterizovat’ ako spolo¢ensky nastroj komunikacie.

Socialne média umoznuja 'udom vymienat’ si myslienky a nazory, spolocne preberat’ obsah
stranok a nadvéazovat’ kontakty online. LiSia sa od klasickych médii v tom, Ze ich obsah mdze
vytvarat kazdy, rovnako don prispievat’ ¢i komentovat’ ho. M6zu mat’ textovl formu, moze
ist’ o audio, video alebo fotografie a iné obrazové formy, ktoré spajaju komunity, vychadzajd
Vv tstrety 'ud’'om, ktori sa chct zdruzovat.

Cize socialne média mozeme charakterizovat' ako online média, nakolko konzumenti sa
stretavaju iba na Internete, kde prostrednictvom webovych stranok medzi sebou komunikuju.

Socialne média sa nepretrZite menia tym, ako sa meni ich obsah a tiez priddvanim viacerych
funkcii. Marketéri' mozu na socialnych médiach priamo zistovat, o zdkaznici pozaduju, aké
zaujimaju postoje voci znacke alebo firme, alebo naco sa st’azuju.

Stali sa miestom s ,kolektivnou mudrostou®, kde nazor vytvoreny na urlity produkt je
vacsinou pravdivy. Preto maju vacsiu obl'ibenost’ a doveru ako tradicné média.

Sposobili revoliciu vo vyuZivani Internetu ako nastroja na propagaciu produktov a podporu
ich predaja. Otvaraju moznosti menej finanéne narocného a zaroven efektivnejSieho online

marketingu, ponukaju nové pristupy priameho kontaktu s potencialnymi zakaznikmi,
inSpiruju pri tvorbe obchodnej a komunikaénej stratégie.

! Marketéri — 'udia pracujici v marketingovej oblasti
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Aby bolo jednoduchs$ie im porozumiet’ je ddlezité si vSimnut’, ze existuju dva terminy, ktoré
zneju podobne a mnohi si ich mylia, su to: socialne média a socialne siete. Termin socialne
média je nadradeny a zahffia rozli¢né média, ktoré I'udia pouzivaji na online komunikaciu
a zdruzovanie sa alebo taktiez na rozvijanie spolo¢enskych kontaktov (sociabilita). Socidlne
média su blogy, wiki stranky, webové stranky na preberanie videi ¢i fotografii a d’al'Sie iné
Veci.

Vytvaranie socidlnych sieti patri pod socialne média a tento termin pouzivame vtedy, ked” ide
0 isty sposob vzajomnej interekcie I'udi, napriklad Facebook, LinkedIn, MySpace a pod.
O vytvarani socialnych sieti hovorime vtedy, ked’ si 'udia vytvaraji osobné profily a vstupuju
do vzajomnej interakcie s cielom stat’ sa sucastou komunity priatelov a l'udi, ktori maja
,rovnaku krvna skupinu®, maji zaujem spolu komunikovat’ a vymieiiat’ si informacie.

2.1  Benefity socialnych médii v oblasti marketingu

V nasledujucej cCasti si povieme nieCo o benefitoch, ktoré prinaSaju socidlne meédia
marketérom pri uskuto¢iiovani ich marketingovych aktivit na tychto médiach.

Obrazok 1. Benefity socidlnych médii a ich vyuzitie

Benefits of Social Media Marketing

0%  M% 22% 33% 44%  56%

67%  78%  89%  100%

increased exposura
increased traffic |8

developed loyal fans

provided marketplace insight \
generated leads

improved search rankings
grown business parinerships
reduced marketing expenses

improved sales

2014 Social Media Marketing Industry Report via SocialMediaExaminer.com
© 2014 Social Media Examiner

Vo vysSie uvedenom obrazku 1, je znazornené ako socialne média poméahaju marketérom pri
komunikacii s fanusikmi a potencialnymi zékaznikmi a ziskavani si cielovych skupin. Blizsie
si Specifikujeme prvych 6 benefitov, kde si bliZSie opiSeme ako socialne média pomahaju
marketérom.

= ZvySovanie expozicie — 92% marketérov vyuziva marketing socialnych medii
k zvySeniu expozicie. Percentualny podiel tohto benefitu je preto taky vysoky, lebo
marketéri sa snazia byt pritomni ablizko ku cielenému publiku. Tym, Ze maju
zadefinované cielové skupiny, vedia aky obsah pouzit’ na socidlnych médiach, aby si
ziskali uzivatel'ov alebo potencialnych zakaznikov.

= ZvySovanie navstevnosti — 80% marketérov vyuziva socialne média na zvySenie
povedomia o ich produktoch a sluzbach. Toto povedomie si zvySuju na zéklade toho, Ze
maju spravne zacielené skupiny, ktoré chcu oslovit. Tym padom vedia naplnit’ socialne
média kvalitnym a patavym obsahom, ktory zaujme ciel'ové skupiny a na zaklade toho,
sa ku nim ich zakaznici stale vracaju a tym si zvySuju navstevnost’.

= RozSirovanie spektra vernych fanusikov — 72% marketerov vyuZziva socialne média na
zvySovanie si mnozstva vernych fanuSikov. Podporou z&kaznikov, ktori si uz od Vas
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zakupili produkt alebo sluzbu si zvySujete hodnotu mena Vasej znacky a zvySujete si
tak pravdepodobnost’, Ze si U Vas znova zakupia produkt.

» Nahliadnutie na ,trhovisko* — 71% marketérov vyuZziva socidlne média ako taky
prehlad ,trhoviska®“. Toto trhovisko si mézeme charakterizovat' ako miesto, kde sa
mozu zoznamit’ s konkurenciou, spoznat’ novych obchodnych partnerov, zistit’ potreby
potenciélnych z&kaznikov.

= Generate leads — 66% marketérov vyuZziva socialne média na zvySovanie kapnej sily ich
produktov a sluzieb a na zistovanie potrieb cielovej skupiny.

= Byt vyssie vo vyhladavacéi — 61% marketérov sa snazi pri vyuzivani socialnych médii,
aby boli na poprednych prieckach vo vyhl'adavacoch. Tym spdsobom ziskavaji viac
a viac novych zékaznikov. Ked’ chcu byt podnikatelia vysSie vo vyhl'adavacoch musia
tomu prispdsobit’ aj obsah, ktorym zapliaju svoje stranky na socialnych médiach.

2.2 Socialna siet’ Facebook

Najobl'ibenejsia socidlna siet. Ma az 1.39 miliardy aktivnych uzivatelov (aktivita aspon 1x
mesacne) najmid zo Severnej Ameriky a Europy. Na Facebooku maju vytvorené osobné
profily ako l'udia, tak aj spolo¢nosti. Pre svet marketingu st na Facebooku zaujimavé 3
pojmy: reklama, profil spolo¢nosti a skupiny.

3 ONLINE MARKETING NA SOCIALNEJ SIETI FACEBOOK

Na Slovensku je vSeobecne zname, Ze Facebook je najsilnejSie socidlne médium. Preto je tu
mozné zacielit’ takmer akukol'vek cielovu skupinu.

Facebook sa d4 vyuzit' na marketing Gplne zadarmo, no taktiez ponuka aj platené formy.
Bezplatny marketing na Facebooku sa predovSetkym vyuziva na budovanie vztahu s
potencidlnymi zdkaznikmi a utuZovanie vztahu s uZ existujucimi zakaznikmi. TaktieZ je
mozné ho vyuzit na zvySovanie poznatelnosti znacky, podporu predaja, vzdelavanie
zékaznikov a I'udi, ktori st v kontakte so znackou, alebo ju asponl poznaju.

Zakladom je zaloZenie firemnej stranky na Facebooku. Pri zakladani je dobré vyplnit' ¢o
najviac zakladnych informacii o firme vratane kontaktnych informacii. Niektoré vécsie
spolo¢nosti ako Adidas si dokonca zakladaju mimo hlavnej firemnej Facebook stranky aj
vedl'ajsie ako napriklad ,,Adidas Running“, ,,Adidas Originals“, Adidas Basketball a
mnozstvo d’alSich. Na tychto vedl'ajSich Facebookovych strankach sa nasledne venuju urcitej
téme, ktoru nasledne spajaju so svojimi produktami, alebo svojim zakaznikom a potencialnym
zdkaznikom ponudkaju nejaku pridand hodnotu, v pripade Adidas Running su to napriklad
typy, ako behat’ v zime, typy akt hudbu pocuvat pri behani a podobne.

Obrézok 2. VyhPadavanie podstranok Adidas na Facebook.com

Eu Cl iEan-:'

Stranky

TYP adidas @
T3 -9 Spolofnost
T Poudi vatefom Patrik Warga, Kristina Hledikovd a 20.121. 788 dalBim s..

adidas Originals @
Spolotnost

adidas Basketball &
Spolocnost

=1 adidas Football @

c&‘as Spolotnost
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Po zaloZeni stranky nasleduje nastavenie profilovej a titulnej fotografie, najlepSie tak, aby
vSetci hned’ vedeli o aktl znacku ide. Nasledne je nutné vytvorit’ si publikum, ¢ize I'udi, ktori
klikna na danu stranku a zaradia sa medzi jej odberatel'ov po kliknuti na tlacitko ,,paci sa mi
to“. D4 sa to robit’ platenou formou, ktorej sa budeme venovat’ neskor, alebo neplatenou. Pri
neplatenej forme sa najcastejSie vyuziva takzvana shareovacia sut'az, alebo takzvany content
marketing. Shareovacia siitaz stoji na principe zdiel'aj nas obrazok, daj nam ,,paci sa mi to“ a
vyhraj. Predpoklad je ze po stut’azi si I'udia nechaju zakliknuté ,,paci sa mi to‘“ na danej stranke
a nezrusia ho. Nasledne je dblezité si dobre naplanovat’ content marketing, ¢ize aké prispevky
budete v akom cCase pridavat’ v mene svojej spolo¢nosti.

Na analyzu dosahu prispevkov a vyhodnocovanie bezplatného, ale aj plateného marketingu
sluzi funkcia Facebook Insights, ktort mate hned’ po zaloZeni firemnej Facebook stranky
zadarmo k dispozicii.

Plateny marketing na socialnej sieti Facebooku ma rézne formy. V prvom rade je dolezité si
najprv stanovit’ ciel kampane. Facebook pontka hned niekol’ko ciel'ov:

. Podpora prispevku — cielom zabezpecit' ¢o najvacsi dosah prispevku medzi
pouzivatemi. PouZzivatelia, ktori V&s nesleduji, budd taktiez osloveny VaSim prispevkom.
Pri tomto modely sa nastavi, kol’ko penazi chcete na tento prispevok minit’ v konkrétne
casové obdobie (napriklad 10€ denne po dobu troch dni).

. Promovanie firemnej Facebook stranky — cielom je zabezpecit' ¢o najviac
l'udi, ktorych by mohla aspon raz zaujat’ Vasa firma v akomkol'vek kontexte a primét’ ich, aby
si Vasu stranku zaradili medzi svoje odberané stranky.

. Poslat’ 'udi priamo na firemnu webstranku — je to v podstate banerova
reklama pretransformovana na Facebook, pri ktorej sa vyuziva PPC. NajcastejSie sa banery
zobrazuju na pravej strane.

. Navysenie konverzii na webstranke - pri tejto forme sa da nastavit’ viac
konverzii, ako registracia na webstranke, pocet vlozeni do koSika, pocet zrealizovanych
obchodov cez e-shop, pocet videni kI'i¢ovej stranky, pocet prezreti podstranok, a iné.

. InStalacie Facebook aplikacie — tu je mozné po vytvoreni Facebook aplikéacie
navysit’ pocet 'udi, ktory si Vasu aplikaciu zapnu aspon raz.

. Vytvorenie vztahu k aplikacii — v tomto pripade je moZzné po vytvoreni
Facebook aplikacie navysit’ pocet I'udi, ktory sa pripoja na Vasu aplikaciu a urobia si k nej
vzt'ah, ¢o znamen4, Ze si ju zapnu viac krat, pripadne pravidelne.

. Zvysenie ucasti na podujatiach — zakladom je vytvorit’ si udalost, na ktoru
pozvete I'udi. Nasledne tuto udalost’ spropagujete aj medzi 'ud’'mi, ktori VVas nesleduju.

. Zvysenie poctu I'udi, ktori prijmu Vasu ponuku — tu sa promujd napriklad
Specidlne zlavy. Pod prispevkom sa nasledne zobrazi call-to-action tlacidlo, ktoré¢ VasSich
potenciondlnych zdkaznikov presmeruje na V&S web s konkrétnou ponukou. TaktieZ sa tu
vyuziva platobny model PPC.

. ZvySenie poctu videni videa — ak chcete aby si ¢o najviac 'udi pozrelo Vase
video, tento format je pre vas na Facebooku najlepsi. V prvom rade je vSak potrebné¢ mat
video nahraté priamo na Facebooku. Tym, Zze Facebook svojim uzivatelom automaticky
zacne prehravat’ video priamo na ich néstenke je tento format zaujimavejsi. Platobny model tu
zatial’ plati taky isty ako pri podpore prispevku.
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3.1  Facebook Groups

Skupiny na Facebooku spdjaja T'udi so spoloénym presved¢enim, zaujmom. Kazdy den do
nich jednotlivy l'udia priddavaji svoje otdzky, postrehy, zdiel'aji svoju spokojnost’ alebo
prezeraju novinky v danej téme. V samotnych skupinach by mal marketér zistovat' aké su
poZiadavky a trendy trhu, a nasledné sa prispdsobovat’ tak, aby si udrzal zakaznikov, pripadne
oslovil novych. Skupiny st sukromného charakteru, preto v nich 'udia zvyknt pisat’ o svojich
problémoch otvorenejSie ako na inych priestoroch Facebooku.

3.2  Facebook FanPage

Dal$ou kategoriou st stranky, ktoré st verejne pristupné kazdému pouzivatel'ovi. Spoéiatku
slizili na podobny ucel ako dnes skupiny, postupne sa vSak zmenili na akysi profil
spolo¢nosti. Marketér tu vypliia za svoj podnik zakladné udaje, ktoré slizia ako vizitka na
Internete. Potom moéze zacat’ pridavat’ prispevky, ktorymi sa snazi propagovat’ svoj produkt
alebo znacku. Na rozdiel od skupin sa na strankach da vyuzit' plateny prispevok, ktory sa
potom podla vysky rozpoctu zobrazuje zvolenej skupine uzivatel'ov. UZzivatelia ho vidia na
svojej stene, vramci otvorenia domovskej stranky Facebooku.

Obrazok 3. Ukazka plateného prispevku na Facebooku od spolo¢nosti 02 SLOVAKIA

Ema Cepkova, Jano Achberger and 34 others like 02 SK

02 SK 1 2 il Like Page
02| : " e 3

Preneste si €islo k 02 Pausalu a darcek 150€ dame vam aj vasmu 3
blizkemu. Nevahajte

02 rozdava bonus 150+150€

Preneste si éislo do O2 a daréek 150 € k 02 Paudalu dame vam aj vasmu
blizkemu. Bonus 150 € vam obom budeme postupne odratavat vo viske 5 €
potas nasledujicich 30 mesiacov. 4

|L|I.e Comment - Share - ¢59 I._;

Z ukazky na obrazku 3 mézeme vidiet’ pat’ hlavnych bodov plateného prispevku:

1. Je to znak plateného prispevku (z anglictiny: sponsored). Neplatené prispevky nemaji
takéto oznacenie.

2. Pozvanka na odoberanie propagované¢ho profilu firmy, ¢im sa buda prispevky
zobrazovat’ uzivatel'ovi aj bez nutnosti platenia.

3. Text pridany do prispevku marketérom, zvycajne kratka sprava, ktora ma presved¢it’
uzivatel'a a zaujat’ jeho pozornost’, pripadne donutit” ho kliknat na prilozeny link.

4. Prilozeny link, optimalizovany priamo zo stranky spolo¢nosti. Facebook automaticky
vybera obrdzok vhodnych rozmerov aprepaja prispevok so strankou marketéra.
Miesto odkazu moze byt tiez vhodne pouzita fotografia, video, zvukova stopa alebo
podobne. Kazdy prispevok nemusi obsahovat’ prilozeny link, marketérovi to vSak
umoziuje dostat’ pouzivatela z Facebooku na jeho stranku.
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5. Priestor pre uzivatel’a na socialnej sieti vyjadrit’ svoj sthlas (sympatie) tla¢idlom Like,
okomentovat’ alebo sa opytat’ pod prispevkom tlacidlom Comment, pripadne zdiel'at’
prispevok tla¢idlom Share (¢im posuva reklamu svojim dal§im priatefom na
Facebooku bez potreby marketéra za i platit).

Pri dobre fungujucich Facebookovych strankach je vhodné propagovat rozne sutaze,
novinky, polozit’ otdzku, alebo nadviazat’ interakciu so zdkaznikom tak, aby ho to donutilo
reagovat’. Tym dosiahneme viralnost’ prispevkov, a na tejto velkej socialnej sieti je to najlepsi
spdsob ako sa dostat’ do podvedomia zakaznikov.

3.3 Facebook PPC reklama

PPC je skratka odvodend od Pay Per Click, o v preklade znamena "plat' za klik". Je to
reklamny model, kde zadavatelia reklamy platia iba vtedy, ked’ niekto na reklamu klikne
narozdiel od starSicho modelu, kde sa platilo v zavislosti od toho, kolko krat sa reklama
zobrazi.

V momentalnom dizajnovom prevedeni ich moéZeme najst’ na pravej strane domovskej stranky
(1, obrdzok 4), pricom na mobilnych zariadeniach sa PPC reklama zobrazuje medzi
prispevkami ostatnych uzivatel'ov.

Obrazok 4. Ukazka PPC reklamy na Facebooku

Ema Cepkovd, Jano Achberger

o 02 5K e Like Page
2

Preneste si Cisko k 02 Pausalu a darfek 1508 dame vam &) vasmu
vlizkemu. Nevahajte

a

s

=l

MRP - Reptstradng
mip ok

TR o da (12 a darfnk 150 € k 02 Pauddiu dime vim aj vitmo
Bblizkamu Bones 150 € vim obem budnme posipns sdritwat vo viikn 5 €

podas nagleduicich 30 mosiacoy

1

PPC reklma na Facebooku obsahuje klasicke parametre ako PPC reklama umiestnena inde na
internete — teda obrazok (2, obrazok 4) a text so stru¢nymi informaciami, ktoré maju za ciel
uputat’ pouzivatela (3, obrazok 4). Cela sluzi ako link, ktory presmeruje pouzivatela po
kliknuti na strdnku reklamujiceho. Na Facebook vieme umiestnit PPC reklamu tak ako
z externej stranky ponukajucej takéto reklamy (na Slovensku napriklad sluzba
www.etarget.sk), tak aj priamo cez Facebook. Tato moznost nam je ponuknutd pri kazdej
reklame (4, obtazok 4).

4 ZAVER

Ako bolo v ¢lanku identifikované, existuje niekol’ko foriem propagacie alebo marketingovych
aktivit, ktore m6Zu marketéri uskuto¢novat’ na socialnej sieti Facebook. Prvym krokom na
ceste zvidite'nenia sa na socidlnej sieti Facebook je vytvorenie si FunPage danej spolo¢nosti
a ziskanie si publika. Dalej je uz na marketérovi a vybere jeho marketingovej stratégie, Gi
bude na zacCiatok vyuzivat neplatené formy propagécie jeho znacky alebo spolo¢nosti alebo
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bude vyuzivat’ obe platent aj neplatent formu. Pri neplatenej forme propagéacie je doleZité si
uvedomit’ ze, ¢im zaujimavejs$i obsah bude na svoju FunPage umiestiiovat, tym ma vicsiu
pravdepodobnost’ uspiet’ a ziskat' si publikum, teda svojich sucasnych aj potencidlnych
zakaznikov.
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ANALYTICKY POHEAD NA MODEL PODNIKOVEJ REPUTACIE
Z ASPEKTU ZVYSOVANIA VYKONNOST]

ANALYTICAL VIEW ON THE BUSINESS REPUTATION MODEL
FROM THE ASPECT OF INCREASING PERFORMANCE

Nella Svetozarovova

Abstrakt

Problematika podnikovej reputacie patri k rychlo sa rozvijajucim a napredujdcim oblastiam v
stcasnom hyperkonkurenénom prostredi. Podnikovad reputécia je nepochybne dbleZzitym
aktivom v otdzke budovania si a udrZania konkurenc¢nej vyhody a zaroven potencialnym
zdrojom organiza¢nej vykonnosti ako celku. Ugelom predmetného prispevku je poskytnit
analyticky pohl'ad na model podnikovej reputacie z perspektivy zvySenia vykonnosti.

KUPucové slova: vykonnost, reputacia, dovera, reputacny model, podnikanie

Abstract

The issue of Business Reputation belongs to quickly developing and proceeding fields in
condition of current hypercompetitive market. Undoubtedly business reputation is an
important asset which could be used as a competitive advantage and a source of corporate
performance. The purpose of presented paper is to provide an analytical view on the business
reputation model from the aspect of increasing performance.

Key words: performance, reputation, trust, reputation model, business

1 TEORETICKE VYMEDZENIE PROBLEMATIKY PODNIKOVEJ
REPUTACIE

Vyznam konceptu reputicie permanentne narasta ato obzvlast v sucasnom
konkurenénom podnikatel'skom prostredi, kedy sprdvnym nastavenim dokaze prispiet
k celkovej prosperite, ako aj ovplyvnit' trhovd hodnotu firmy. Navodov, ¢i postupov ako
reputaciu koordinovat’ uspeSnym smerom je mnozstvo, potrebné je vSak uvedomit’ Si, Ze
uspech nespociva len v dobrej technoldgii ¢i portfoliu ponukanych produktov.

Polemiky o rentabilite investicii vynaloZenych na implementaciu a riadenie konceptu
reputacie do podnikovej praxe su ¢astym predmetom zaujmu. Podl'a Reputation Institute (In:
e-trend, 2013) sa az 89% spotrebitel'ov rozhoduje medzi dvoma porovnatelnymi produktmi
pri kupe na zaklade reputacie firmy alebo znacky. Az 72% opytanych zaroven uvadza, ze
reputicia spolo¢nosti vyznamnym spdsobom ovplyviiuje ich obchodné alebo investi¢né
rozhodnutia. Je faktom, Ze dobrud reputaciu si prosperujuce podniky snazia udrzat’ za kazdu
cenu, Co predstavuje skuto¢ne velka vyzvu. Z pohladu dlhodobého vyvoja nie je mozné
reputaciu ignorovat’, nakol’ko ide v istom zmysle o pridanu hodnotu podniku, respektive je
mozné reputaciu vnimat ako kritérium, ktoré odlisi neuspesné firmy od UspeSnych
v globalizovanom prostredi, ktoré vytvara vytvorila nové podmienky a prilezitosti pre
fungovanie (Cocul'ova, 2014).
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Podnikovu reputaciu Fombrun a Van Riel (2004, s. 37) definuju ako hodnotu, ktora
odliSuje firmu od ostatnych, je viazana na vykon strategickych opatreni a ¢innosti, je tazké ju
napodobnit’. Pri vymedzeni problematiky reputdcie autori Castokrat sklonuju spolo¢nych
menovatel'ov a tymi si dbvera a kooperacia. Reputation Institute (2011) vymedzuje pojem
reputacia ako suhrnnu reprezentaciu vnimani a interpretacii vnemov u spotrebitel'ov 0 konani
a vysledkov firmy v minulosti a o¢akavani d’al$ich akcii a vysledkov do buducnosti. Podl'a
American Heritage slovnika (In: Ozturk, 2013) termin reputacia je definovany ako celkove
stanovisko zainteresovanych stran o spolo¢nosti. Avsak, reputacia vyjadruje doveryhodnost’
vo vztahu k zakaznikovi a celkové zvySenie trhovej hodnoty, zaroveit ma vplyv na postavenie
na trhu podniku tym, Zze ovplyviiuje rozhodovanie zainteresovanych stran (Dentchev a Heene,
2004, s. 59). Zakladom jej budovania je samotné vnimanie vonkajSich pozorovatel'ov, teda
spotrebitel'ov resp. zékaznikov. Za zé&kladné vychodiskové tézy Fombrun (2004) dalej
naznacuje - byt spolahlivy a vierohodny vo vzt'ahu ku zainteresovanym subjektom a ich
vnimaniu obchodnej znacky, €o tvori zdklad dobrého mena. Vnimanie je spolahlivé a
vierohodné, vytvorené na zaklade I'udskej vizualizécie.

V kontexte spotrebitel’ského vnimania Budd (1994, s. 11-12) poznamendva, ze je velmi
tazké zmenit’ vnimanie obchodnej znacky, napriek faktu Ze je tvarovatelné, prispdsobuje sa
faktorom, ktoré prichadzaji z vonku. Fakt, Ze podniky doslova bojuji o svoju reputéciu,
nakolko jej efekt dokdze zmenit’ postoje, rozhodnutia a spravanie spotrebitelov analyzuje
mnozstvo autorov vo svojich Stadiach (Mui, 2002; Dewan, Hsu, 2001; Houser, Wooders,
2000; Frooman, 1999; Shapiro, 1983; In: Schnake, 2005). Vysoka reputacia dokaze zvysit
déveru zdkaznikov v ich ndkupnom rozhodnuti, ktora zniZzuje ndkupna disonanciu a vedie k
zvysenému uspokojeniu a zakaznickej vernosti (Lafferty a Goldsmith, 1999, s. 110).

Reputacny manazment sa stal integrovanou sucastou a zarovenl charakteristickym
znakom nielen kamenného, ale aj virtualneho sveta znameho ako online reputacny
manaZment alebo Search Engine Reputation Management. Kym niektori uZivatelia internetu
st opatrni a zameriavaju sa vyluéne na konkrétne cielové aktivity, ostatni pouZivatelia
internetu maji otvoreny pristup na zdielanie informécii bez obmedzenia, ¢o zdiel'aju.
Vyhl'addavace a socidlne siete zohravaju klicova ulohu v budovani reputacie, ¢i uz fyzickej
osoby, alebo v ponimani podnikového kontextu (Madden, Smith, 2010). Konkrétne online
reputa¢ny manazment je tvoreny nasledujicimi aspektmi:

online monitoring internetu a uzivatel'ov;
komunikacia s verejnostou a klientmi;
vyhodnocovanie vysledkov;

krizovy reputaény manazment.

Na margo online reputacného manazmentu podnikov aich vyvojovych preddispozicii
Vv podmienkach konkurenénych trhov Sasko (2014 In. Podnikajte.sk) uvadza, ze ,,sledovanie
online reputdcie by malo byt pre kazdu firmu dodlezitou sucastou marketingu. Online
monitoringom sa mozu firmy dozvediet’ vel'a o tom, ¢o si o nich myslia ich klienti, partneri ¢i
zamestnanci. Odhalenim zlej reputacie v pravy €as sa da zabranit' rdznym stratam, ktoré zo
zlej reputacie vyplyvaju.” Faktom ostava, Ze budovanie dobrej reputacie je dlhodobym
procesom, avsak s rizikom straty doslova v priebehu sekundy.

1.1 Model podnikovej reputacie z aspektu zvySovania vykonnosti

Pri poukazovani na problematiku reputacie sa Coraz viac zacina sklofovat’ aj pojem
vykonnost. Na mieste je teda otazka vyberu spravnych parametrov alebo ukazovatelov,
prostrednictvom ktorych by bolo mozné reputaciu v kontexte celkovej vykonnosti
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kvantifikovat’ spdsobom adekvatnym pre konkrétnu organizaciu. Zohladiiovand modze
byt Siroka Skéla faktorov akritérii a to z pohladu tak finan¢ného, ako aj nefinan¢ného
charakteru. KIai¢ovy faktor tispechu je najéastejie spajany s vystupom — teda vysledkom
prace. Fombrun (2004) vymedzuje metodiku, ktorej cielom je meranie vnimania spolo¢nosti
prostrednictvom akcionarov. Uvadza 20 faktorov, ktoré ovplyviiuju reputaciu na zaklade 6
kritérii ato konkrétne emocionalne faktory, produkty a sluzby, viziu a vedenie ¢i socialnu
zodpovednost’ podniku. V poradi d’alsi z modelov reputacnych faktorov popisuje Turner
(2004). Nie len, Ze definuje osem hlavnych faktorov povesti, ale pre kaZzdy z nich tiez uvadza
zdroje informaécii, ktoré ich ovplyviiuji. Okrem toho sa tieto faktory delia na racionalne a
emocionalne (Turner, 2004). Z pohl'adu vymedzenia faktorov virtualnej reputacie Dorc¢ak
a Pollak (2010) uvadzaju zistenie, Ze napriek dostatku analyz sa mnohi autori domnievaju, Ze
reputacia je omnoho viac dblezitd von-line ako v off-line kontexte, nakolko faktory
determinujuce dbveru v off-line kontexte absentuju a nie su doposial’ zname.

Reputation Institute (2011) vymedzil sibor siedmych hlavnych faktorov vplyvajucich na
podnikovu reputacu a to produkty (Products), inovacia (Innovation), pracovisko (Workplace),
vlada (Governance), obcianstvo (Citizenship), vodcovstvo (Leadership) a nakoniec
vykonnost' a vysledky spolo¢nosti (Performance) ako zobrazuje grafika suhrnne tvoriaci
model firemnej reputacie RepTrak. Je modelom a systémom pravidelného merania reputacie
nadnarodnych korporacii spolo¢nost'ou zaoberajiicou sa vyskumom reputaciec — Reputation
Institute.

Obr. 1. Model podnikovej reputacie
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Zdroj: Reputation Institute, 2011

Na zaklade série vykonanych monitorov podnikovej reputicie Reputation Institute
konstatuje, Ze tychto sedem faktorov, dosahuje rozne vahy respektive koeficienty dolezitosti
kladene do pyramidového tvaru, pricom zaklad tvori kvalita tovaru alebo sluzieb a stym
spojeny poskytovany zdkaznicky servis, v poradi druhy stupen je integrita podniku (v zmysle
splnenia deklarovanych prisl'ubov a etické spravanie), a napokon, vSetky ostatné atributy,
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zaviSujuce pyramidu. Inymi slovami, na ¢om zalezi najviac, je portfolio produktov a
poskytovanych sluZieb, pricom ale komeréné premenné nie su dostato¢né na dosiahnutie
dobrej obchodnej povesti (asi 70% zavisi od dalSich premennych). Nasledujuci obrazok
prezentuje, ako sa predmetné faktory reputacie spravajd v mysli spotrebitela.

Obr. 2. Pyramida faktorov podnikovej reputéacie
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2 DISKUSIA A ZAVER

Prepojenie pojmov reputdcia a vykonnost' podniku sa v suéasnosti stava Coraz viac
aktualnou témou. Integrécia vsetkych oblasti podnikovych &innosti, ktoré je nutné skibit’ tak,
aby bol vysledkom fungujtci a prosperujuci podnik s dlhoro¢nou perspektivou, si vyzaduje
désledné nastavenie nastrojov, ako aj celkovej podnikovej politiky s cielom dosahovania
prosperity na trhu. Vol'ba efektivnych a optimalnych nastrojov merania a riadenia vykonnosti
Vv podniku st naro¢nou a zlozitou vol'bou, ktora v plnej miere zavisi od charakteru ako aj
cielov samotnej organizacie. K jednym zo strategickych nastrojov je reputaény manazment.
Reputacia, zvlast’ v on-line prostredi okamzitych rozhodnuti, je casto kritickym faktorom pre
zakaznika prirealizacii kapy vyrobkov, navStevy institucie, ¢i objednani sluzieb. Popri
dlhoro¢ne budovanom pozitivnom imidzi, je preto dblezité pravidelné overovanie Urovne
reputécie a eliminacia negativnych sprav (Pollak a kol., 2014). Reputa¢ny manazment je preto
jednou z najdodlezitejSich sucasti budovania dobrého mena kazdého podniku bez vynimky.

Prispevok je vypracovany v ramci vyskumného grantu: VEGA 1/0145/14 s nazvom "On-line
reputacny manazment (ORM) ako nastroj na zvysenie konkurencieschopnosti slovenskych
MSP a jeho vyuZitie v podmienkach stredoeuropskeho virtualneho trhu.*
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CREATING VALUE THROUGH PROCESS VALUES -
IMPLEMENTATION THE ACTIVITY-BASED COSTING (ABC)
METHOD INTO MANAGEMENT SYSTEM

Beata Dratwinska-Kania

Abstract

The main goal of accounting is utilization of a system that measures achievements and helps
manage enterprise value, including the value of its assets. An extremely important issue is
effective cost management. Therefore, information about costs should indicate the processes
that are a source of profit. Then, through supporting the effectiveness of individual processes,
we can achieve effectiveness of the activity undertaken. Without identification, classification
and measurement activities, it is not possible to control individual actions. Lack of control of
individual actions hinders the control of the enterprises (business management, value
management enterprises). In recent years one can notice a tendency to favor activity based
costing over the traditional systems of costs calculation, also for the needs of education
quality validation. This paper presents theoretical and practical methods using which the ABC
analysis can be implemented in higher learning institutions, for example, in the students’
service department. The research methodology is descriptive analyses and quantitative
analyses of case study.

Key words: The Activity-Based Costing method (ABC)

1 Introduction

Too much emphasis on generating positive and constantly growing financial performance
has caused a lot of damage, especially in recent years. This trend has reached the point of
absurdity, meaning, that if no increase in return rates has been treated as an anomaly. The
pressure resulted in better results generating profit growth at any cost; numerous methods
were used including fraud, manipulation and violation of the law. In the pursuit of profit, it
was forgotten that profit levels were associated with the actions / transactions undertaken by
the company while the best method of efficiency management is to achieve a greater output.
In 1985, M.E. Porter popularized a concept of a value chain claiming that every company
operating in a specific industry performs in order to deliver a valuable product or service for
the market. The idea of the value chain is based on the process view of organizations, the idea
of seeing a manufacturing (or service) organization as a system, made up of subsystems each
with inputs, transformation processes and outputs has gained considerable recognition.

The quality management in the education process should be based on an appropriate system
of costs calculation capable of delivering adequate information. These systems are almost
always based on a form of fund accounting and are intended to satisfy legal and donor
stipulations rather than to provide information for administrative decisions [8, p. 6]. In recent
years one can notice a tendency to favor activity based costing over the traditional systems of
costs calculation, also for the needs of education quality validation [8, 3, 13, 1].The present
paper discusses theoretical and practical methods using which the ABC analysis can be
implemented in higher learning institutions, for example, in the students’ service department.
The research methodology is descriptive analyses and quantitative analyses of case study.
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2 From values to activity — the value of financial statements and value management as
motives for ABC implementation

In market economies, investors were invariably interested in the amount of market returns.
The concept of profit and loss account has always been of interest not only for accountants,
but also for economists and financiers. A. Smith described an income as wealth’s increase
(today we would define it as capital growth). A. Marshall introduced an extract profit from the
capital providing rules for its implementation. Based on the work of J. Fisher and others, J.
Hicks introduced the concept of well-offness as the basis for rough approximation of personal
income. He defined income as the maximum which can be consumed by a person in a defined
period without impairing his “welloffness” as it existed at the beginning of the period. There
are many concepts and theories of profit, but the general pattern of earnings as revenue, net of
the corresponding part of the cost, is usually not sufficient to measure performance.

The primary objective of each and every enterprise is to maximize its market value. This
aim requires a definition of “value” and application of a new set of value’s measures and tools
for value management. But what is value? Is it measurable? There has been no consent
regarding both value measurement and the definition of value itself. Value can be defined as
arbitrary and desirable items, ideas or institutions which play an important role in life. Value
can also be understood as a set ofoutstanding qualities of someone or something. The external
manifestation of value is the observable behaviour.There is also the concept of economic
value that results in the exchange of economic goods. It is believed that value is an artificial
notion; we know nothing about objective value and can only give a subjective judgment of
reality. For example, G. G. Berkeley argues: “ ... apparently it turns out that we have no
substances other than spirit; someone who can perceive” [2].

The theory of finance and the theory of management have developed different approaches
to measuring the value and have highlighted the need for business management - oriented
value. In the first stage of this process, the emphasis was primarily placed on the need to
increase the value for the company owners which has become the primary objective of the
company in the long term. If increasing the value is the primary goal, it also translates into a
sub-objectives and individual decisions and actions. On the other hand, value management
involves several concepts of value measurement, eg.: Shareholder Value Creation,
Shareholder Value Added, Value Return on Investment, Total shareholder return, Economic
Value Management, Economic Value Creation, Warranted Equity Value, Value Based
Management, Value Creation Index, Residual Income Measures, Value Based Measures,
Value Added Metrics, Business Value Added, Economics Value Added, Refined Economics
Value Added.

Enterprise strategy of value management, such as the valuation process, combines two basic
areas of financial decisions, ie., the financing of economic activity and investment, and thus
the efficient use of the company’s capital. In order to achieve a higher value of the company,
it is necessary to look for more economical sources of funding and obtain a surplus to spend
on productive investments. The objective, which is equity value maximization, requires the
generation of the greatest cash flows possible. Generally, the company is able to increase its
value if the profitability of invested capital exceeds the rate of capital. Value management
requires that the company should introduce criteria to evaluate the effectiveness and identify
all factors that might affect the growth of value. In addition, it seems necessary to use
measures of assessing the rate and method of shaping values. Managing enterprise value is the
link between the strategy of the company and its financial performance. On the other hand,
the desire to maximize the value might have negative consequences such as moral hazard and
agency problems. Moral hazard problems generally refer to two kinds of enterprises:

= Corporations in which there is a separation between owners and managers,
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= Companies which invest individuals’ money, for example, investment funds (hedge
funds), banks, insurance funds and trade unions.

Institutions which manage our pension funds, mostly focus on their own rewards. When
investing our own money we behave much differently than when we invest other people’s
money. Similarly, managers are interested in premiums that are associated with the
achievements, especially financial results (profits).The problem with inappropriate bonus
system is that managers or traders act in a manner that enhances their own bonuses while
destroying shareholder value. The moral hazard arises because when institutions make huge
profits, managers or traders take the lion’s share of those profits but when losses occur,
managers or traders simply move out of the firm. There is a great temptation to invest
aggressively and hide failure. Such behavior is considered to be the primary cause of the
collapse of many enterprises, including well-known and large enterprises. Therefore, two
issues are of primary importance:

* meticulous care of the proper culture of the organization, compliance with standards
and good patterns of behavior among stakeholders and co-stakeholders. There is a
growing relationship between social awareness and changes in systems management.
This is evidenced by the assessment of ethical and social audits. The companies create
ethics programs called the organization’s DNA. Accounting problems have become
particularly important in business accounting.

= an appropriate quality of financial reporting system, resulting from precise, clear and
relevant regulations and the use of appropriate cost accounting system.

Currently many concepts of value creation include a broader range of stakeholders.
Therefore the company should be accountable not only to the owners, but also to employees,
customers, the public and the environment. Thus, the concept of value management overlaps
at some points with the concepts of sustainable development and corporate governance.

The main goal of accounting is to create a credible image of an economic enterprise based
on its financial statements. Accounting should utilize a system that measures achievements
and helps manage enterprise value, including the value of its assets. An extremely important
issue is effective cost management, which requires the development of appropriate policies
and methods aimed at improving cost efficiency. Cost management requires continuous
improvement. Therefore, information about costs should indicate the processes that are a
source of profit. Then, through supporting the effectiveness of individual processes, we can
achieve effectiveness of the activity undertaken. Without identification, classification and
measurement activities, it is not possible to control individual actions. Lack of control of
individual actions hinders the control of the enterprises (business management, value
management enterprises).

3 Theoretical background about the ABC method

Traditional accounting has been governed by the fiduciary duties of managers and the
objective to maximize shareholder wealth. Management accounting is concerned with the use
of accounting information for decision making. Thus, from the accounting point of view,
there is a need for an appropriate costing system in responsible enterprise segments, which
may be integrated with processes (activities).

The Activity-Based Costing method (ABC) became popular in the early 1980s largely
because of growing dissatisfaction with traditional ways of allocating costs. The ABC was
first formulated and published by R. Cooper and R. Kaplan in 1998. Since that time, the
method has gained tremendous popularity [ 10, 11, 12].
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The ABC is a method of assigning costs to products or services based on the resources that
they consume. The ABC method is an alternative to traditional accounting in which a
business’s overheads are allocated in proportion to an activity’s direct costs which is
dissatisfactory for management and decision making.

Adopting process-driven orientation in management triggers off the need to remodel the
hitherto existing informative systems for managerial personnel in the direction of
accumulation and delivery of cost information in the process arrangement [14, p.57]. In the
ABC method, we focus on activities that are perceived as factors which generate costs and
cost drivers. An activity is perceived as a unit of performed work. That is why we attribute
costs to identified activities, using suitably chosen cost drivers, most often the number of
executed operations.

There are six steps for implementing Activity-Based Costing method [15]:
1. Identify and define activities and activity pools.
Wherever possible, directly trace overhead costs to activities and cost objects.
Allocate costs to activity cost pools.
Calculate activity rates.
Assign costs to cost objects using the activity rates and activity measures.
. Prepare management reports.

In the traditional cost accounting, multiple billing of indirect costs influences the results of
cost allocation to products or other cost drivers.

In the traditional cost accounting only manufacturing cost are assigned to products. In
contrast, in the ABC method products are assigned all of the overhead costs (non-
manufacturing as well as manufacturing costs). In traditional cost accounting, costs are
allocated across all products based on machine hours while in the ABC product costs are
allocated to a product only if they use particular resources. It is so, that in traditional cost
accounting the entire facility may have only one overhead cost pool and a single measure of
activity such as direct labor-hours; in the ABC method there are a number of overhead cost
pools, each of which has its own unique measure of activity. In the ABC method, cost
allocations (i.e. measures of activity) often differ from those used in traditional cost
accounting [ 15,16].

Implementing the ABC method can be expensive. When making the decision to change the
system of cost accounting, one should pay attention to the scale and complexity of business
processes in terms of the types of activity and the amount and diversity of indirect costs.
Furthermore, to be worth the cost, the system must actually be used to make decisions and
increase profits.

o gk w

4 Implementation of the ABC method into management system

The key to preparing a profit and loss statement (comprehensive income statement) for a
manufacturing organization is accounting its cost of product sold, which means that the cost
of product manufacturing must be determined first. Managers also use information about
operating costs to plan, perform, evaluate, and communicate the results of operating activities.
All organizations use cost information to determine profits and selling prices and to value
inventories.

In a management information system, the primary focus is on the management of activities,
not on costs. By focusing on activities, a management information system provides managers
with improved knowledge of the processes for which they are responsible [15]. The ABC is a
method for developing cost estimates and thus a management decision-making tool. It is used
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in combination with Activity-based management (ABM) to identify areas that would benefit
from process improvement, to actually improve processes, and to reduce costs.ABM is
defined as approach to management that aims to maximize the value adding activities while
minimizing or eliminating non-value adding activities. ABM is aimed at improving
efficiencies and effectiveness of a company. In addition to information about the costs of
activities and processes, the ABM system should also provide information about the
effectiveness of processes, which is seen as doing the right thing at the right time. Information
about the total cost of production in the traditional system of cost accounting is insufficient to
determine the effectiveness of activities (processes) and further process management. The
following performance measures determine how well action was taken: productivity, process
quality, execution time and customer satisfaction.

Improving process efficiency is the primary goal of many initiatives to improve the
functioning of the company. Enterprises, whose process quality is the highest, the time of
these processes is the shortest and the costs are the lowest, have the greatest chance for
success. As a pro-effective concept, the ABC method provides an adequate basis for
identifying changes in the company. Measuring the effectiveness of information regarding the
efficacy of efforts aimed to improve efficiency is an integral part of the process of continuous
improvement. In terms of efficiency, the ABC method interacts with other concepts such as
TQM, change management, TBM, target costing, Business Process Reengineering [15, 16].

We recognize the following specific uses and effects of ABC and ABM implementation:
determination of the cost of product (service), improving the efficiency of processes and
activities, benchmarking, outsourcing, selection of strategic actions (areas) that should
streamline and improve quality, supporting the implementation of the strategy, promoting
liability for the actions and processes, improvement of the system for measuring the
effectiveness, differentiation between value-creating activities and those which do not result
in value creation, cost reduction, reduction of the volume of business, identification and
elimination of cost drivers that are not needed and do not support value creation, the method
of accounting for indirect costs of basic operations, support for a comprehensive quality
management, analysis of the target cost, management of projects and contracts, measurement
of results to improve efficiency, valuation of enterprises.

For the needs of a school management, the ABC method has essential advantages. We are
able, for example, to identify changes which have been introduced to the processes, assign
costs to these changes and compare them with the costs incurred before. We can include the
estimated cost of future processes in the budget, and supervise the performance of processes,
in terms of costs incurred. We might also keep track of any deviations from the budget on a
day-to-day basis, review and modify the budget appropriately and introduce improvements to
the processes which occur in our enterprise.

The ABC method enables monitoring and improvement of individual processes, and, at the
same time, increasing efficiency and improvement of the whole organization [5, 6, 7, 17]. It
should help obtain greater added value via: matching the utilization of resources with
departmental mission, reaching better efficiency of faculty members’ time and effort
allocation within the department, choice of the most efficient allocation of resources to meet
the needs of the department and school [4, pp.1],more adequate settlement of the costs of
educational and other services realized atthe school, the size of indirect costs included.

From the point of view of educational services quality, the elimination of processes and
activities which do not create value and an attempt to optimize the quantity of processes and
supporting activities open new areas of a higher school efficiency growth.
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5 Adopting the ABC method into calculating the costs of the educational process

The university usually attributes costs to educational, scientific and economic activities,
mainly associated with the university or resulting from cooperation with business and
operational services. When determining the unit cost of each of the above, one should take
into account the sum of direct costs and a reasonable portion of indirect costs. In the case of
teaching cost accounting, the primary cost driver is the student, but the costs can also be
grouped together as semester, course or department costs. Table 1shows an example of cost
calculation in Accounting and Marketing University Departments supported by one Dean’s
Office according to the traditional system of cost accounting.

Tablel. Cost’s classification and cost’s calculation in traditional cost’s accounting system

No. Cost’s classification Cost’s calculation in EURO
Accounting | Accounting Marketing
centre and centre centre
Marketing
centre
1. | Directly costs involved in student’s 500 000,00 240 000,00 260 000,00
education
a) | Remunerations and payroll 380 000,00 180 000,00 200 000,00
deductions
b) | Other directly costs 120 000,00 60 000,00 60 000,00
2. | Indirectly costs involved in student’s 650 000,00 325 000,00 325 000,00
education
a) | Remunerations and payroll 500 000,00 250 000,00 250 000,00
deductions
b) | Depreciation 140 000,00 70 000,00 70 000,00
c) | Energy usage 2 000,00 1 000,00 1 000,00
d) | Material usage 2 000,00 1 000,00 1 000,00
e) | Third party services 4 000,00 2 000,00 2 000,00
f) | Other indirectly costs 2 000,00 1 000,00 1 000,00
3. | 1+2 1 150 000,00 565 000 585 000
4. | Student’s volume 6 000,00 2 000,00 4 000,00
5. | Cost’s per student 428,75 282,50 146,25

Source: own study.

Examples of indirect cost allocation student ‘s department of the ABC method given in
Table 2.

Table 2. Cost’s activity specification revolved of work’s time

No | Processes | Activity of student’s % of | Costs for | Costs for | Costs
of department work’ | 6000 Accountin | for
student’s stime | students | gcenter: | Marketi
department [EURO] | 2000 ng

students | center:
[EURO] | 4000
students
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[EURQ]
1. | Communic | Providing oral and 40% | 260 000,0 | 86 667,00 173
ations with | telephone information, 0 333,00
students receiving/issuing
applications documents:
evidence of student’s
practices, semester’s cards
and others
2. | Reckoning | Checking and reckoning 40% | 260 000,0 | 86 667,00 173
semesters | semester’s and practices 0 333,00
3. | Credits Creation of credits cards of | 10% | 65 000,00 | 10 833,00 21
activity study and protocols of 667,00
credits
4. | Provisions | Checking documents 5% | 32 500,00 | 21 666,00 | 43 334,0
of the which applications for the 0
semesters, | next semesters, save an
speciality | additional objects and
objects and | seminars
seminars
5. | Payment Receiving and recording 5% | 32 500,00 | 10 833,00 21
records fees for exam’s repetition, 667,00
semester’s repetition, copy
of the diploma and other
100% | 650 000,0 216 433
0 666,00 | 334,00

Source: own study.

Comparison of student learning unit cost , calculated according to the ABC method are
presented in Table 3.

Table 3. Unit cost of education student , calculated according to the ABC method

No. | Cost’s classification Accounting center Marketing center
[costs in EURO] [costs in EURO]

1. | Directly costs 240 000,00 260 000,00

2. | Indirectly costs 216 666,00 433 334,00

1+2 456 666,00 693 334,00

Unit cost 228,33 173,33

Source: own study.

In the present study, unit costs calculated according to the traditional cost accounting
system were different compared to the costs calculated using the ABC method. According to
the ABC method, the Marketing Division cost is higher than that yielded by the traditional
cost accounting system. However, due to the greater number of students admitted to the
Accounting Division, the Accounting Division cost per student is smaller compared to that
obtained using the traditional cost accounting system. Resulting from cost allocation to
individual activities, the efficiency of these activities can be measured. It is also possible to
determine which activities mainly affect value increase. Introduction of the ABC method may
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be beneficial if the information derived from the analysis will be used to manage action costs,
in other words, if it can result in enterprise improvement. This costing methodology probably
provides better cost control in comparison with the traditional costing system and - usually -
improves the quality and efficiency of activity [5, 9, pp.331-350].

6 Conclusion

The ABC method seems to provide more precise cost accounting, and especially regarding
indirect costs (based on a better potential of cost driver selection). It is universally
acknowledged that traditional systems of costs accounting have tendency to burden larger
costs onto services repeating in standard offers than actually born costs. However, the costs of
new, specific services might be underestimated. This means that costs of developing, for
instance, a new educational offer, ie. costs of new core curricula preparation, devising the
teaching hours network for individual study subjects, arrangement of detailed teaching
programs for these subjects as well as costs of new processes organization might not be
accurate. Usually smaller exactitude of the indirect cost accounts is considered the main
defect of the traditional systems of cost calculation. However, and especially in the case of
higher education institutions, two issues should be taken into consideration:

= information gaining cost — especially adaptation of data from the traditional system to
the activities costs calculation for the needs of services quality management [1, pp.15],

= the purpose, utilization and utility of such information about activities. There is a risk
that universities will begin to withdraw from unique majors in favor of standard
program paths, which mostly pertains to the market of private educational services.
The level of educational services and motivation to introduce innovations will
decrease. Hence, the additional customer value will be reduced.
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MOZNOST TRANSFORMACEVERQONOI\/IICKEHO PROGRAMU
SVYUZITIM IMS

THE POSSIBILITY OF TRANSFORMATION ERGONOMIC
PROGRAM USING IMS

Petra Markova, Peter Szabo, Rastislav Berio, Jozef Sablik, Jana Samdkova

Abstrakt

Clanok je zamerany na definovanie moznosti vyuzitia integrovaného systému
QMS/EMS/HSMS na transforméaciu obsahu ergonomického programu do Struktury aktivit
manazeérstva podniku. Predpoklada sa vytvorenie podmienok pre také zdokonalenie priebehu
pracovnych procesov, ktoré umozni dlhodobo garantovat’ vysoku uroven pracovnych
vykonov pri minimalnom riziku ohrozenia bezpec¢nosti prace a zdravia zamestnancov v stlade
s filozofiou udrzateI'ného rozvoja. Prostrednictvom transformdacie ergonomického programu
do Struktiry manazérstva podniku vyuZitim integrovaného manazérskeho systému vytvori
podmienky pre zdokonalenie priebehu pracovnych procesov a umozni zabezpecit
ergonomicky akceptovateIné pracovné podmienky a nastavenia parametrov pracovného
prostredia pre zabezpecenie efektivity l'udskej prace v sulade s filozofiou spolocensky
zodpovedného podnikania.

Kli¢ova slova: IMS, ergonomicky program, SZP, efektivita lidské prace

Abstract

The article is focused on defining the possibilities for using the integrated system QMS / EMS
/ HSMS to transform an ergonomic program into the structure of assets management
company. It is expected also to create conditions for the improvement of work processes that
will enable long-term guarantee a high level of job performance and minimal risk to safety
and health of employees in accordance with the philosophy of sustainable development. By
transforming the structure of the ergonomics program management company using an
integrated management system will create conditions for the improvement of work processes
and to ensure ergonomically acceptable working conditions and working environment
parameter settings to ensure the efficiency of human labor in line with the philosophy of
corporate social responsibility.

Key words: IMS, ergonomic program, SZP, effectiveness of human work

1 UVOD

Aktualny, celosvetovy a turbulentny trend akceleracie ekonomického rastu sprevadzany
prudko rastiicou konkurencnost'ou ekonomického prostredia vyzaduje od podnikov rychlo a
pruzne reagovat' na meniace sa poziadavky trhov dodavkami inovovanych vyrobkov a sluZieb
poZadovanej kvality a za primeranu (rozumnu) cenu.

K dosiahnutiu konkurencie schopnosti na globalnom trhu musia podniky venovat’ zvySent
pozornost’ adaptacii na podmienky ponuky a dopytu. Jednym z najdolezitejSich parametrov
vyrobkov z hl'adiska ich konkurencie schopnosti na trhu je ich kvalita, ktorti okrem iné¢ho
ovplyviuju aj zamestnanci. Skisenosti z praxe ukazuju, Ze kvalitny pracovny vykon mozno
dlhodobo ocakavat’ len od zdravych, odpocinutych a spokojnych zamestnancov. To je
doévodom preCo je treba venovat’ pozornost zdraviu zamestnancov a prevencii chordb

-05-



suvisiacich s pracou. Vo vyspelych krajinach je toto zabezpeCované systematicky v ramci

programov zameranych na bezpecnost’ a ochranu zdravia zamestnancov pri praci, ktorych

stiCastou st aj ergonomické programy zaloZené na ucastnickom principe [6].

Tento, stale aktudlny trend vyvoja svetovej ekonomiky stale nalichavejsie vyzaduje pripravit

a realizovat’ zdsadné zmeny vo filozofii podnikania. Okrem plnej zodpovednosti za vlastné

podnikatel'ské rozhodnutia sa od podnikov v sucasnosti ocakava:

— priprava a realizacia vyrobkov progresivnej koncepcie, spolahlivych vlastnosti,
materidlovo a energeticky nenaro¢nych a environmentélne prijatel'nych;

— uskutociiovanie takych procesov vyroby, ktoré su ¢asovo a energeticky usporné a ktorych
realizécia je environmentalne vhodné (vytvarajica optiméalne pracovné podmienky);

— aplikacia takych principov a postupov manazérstva podniku, ktoré zabezpecia naplnenie
podnikatel'skych zdmerov s minimalnymi nakladmi.

To znamena, ze podniky musia vypracovat a realizovat’ taku stratégiu podnikania, ktora bude

pruzne reagovat’ na vyssie uvedené poziadavky tym, Ze:

— vyrobna stratégia podniku bude reSpektovat’ nielen ekonomické ciele, ale aj aspekty
kvality a environmentalnej nezavadnosti produkcie a vylicenie jej negativneho vplyvu na
bezpecnost’ a ochranu zdravia pri praci (BOZP);

— organizacna Struktara a filozofia podnikového manazmentu bude schopné reflektovat
naroky na kvalitu vyrobkov, ich environmentalnu vhodnost a bezpecnost’ ich vyroby a
vyuZivania;

— informac¢ny systém podniku a sposoby manazérskej komunikacie budi zabezpecovat
podnikovy manazment relevantnymi a vierohodnymi informéciami v poZadovanej
Struktare a v poZzadovanom case;

— pozadované zmeny obsahu, Struktiry a realizdcie podnikatel'skej stratégie podniku sa
uskutoc¢nia rychlo a na vSetkych urovniach podnikového manazmentu.

RieSenie tychto narocnych koncepénych zmien podnikového manazmentu je realizovatelné

implementaciou prvkov systému manazerstva kvality (QMS), systému environmentalneho

manazérstva (EMS) a systému riadenia starostlivosti o bezpecnost’, hygienu a ochranu zdravia
pri praci, vratane starostlivosti o bezpecnost’ a spolahlivost’ fungovania vyrobnej techniky do
systému manazeérstva podniku.

2 PRINCIPY A VYCHODISKA INTEGRACIE FUNKCIT
PODNIKOVEHO MANAZMENTU

Vycélenovanie jednotlivych oblasti (funkcii, aktivit) podnikového manazmentu z jeho
zéakladnej organizacnej Struktary, ich normativne definovanie sustavou noriem (ISO noriem
alebo noriem zodpovedajldcej Urovne) a stanovenie predpisov pre ich fungovanie bolo
pri¢inou vzniku (relativne) samostatnych modulov (subsystémov) podnikového manaZzmentu:
QMS, EMS, HSMS. Proces dekompozicie systému manazérstva podniku pokracuje pomerne
rychlym tempom, takZe je takmer isté, Ze v blizkej budlcnosti budu takymto spésobom
vy€lenené d’alSiec moduly (subsystémy) a bude ich Struktara a sp6sob implementacie oSetreny
suborom (medzin&rodnych) noriem.

Velmi silne akcentovanym atributom sucasného systému manazérstva podniku je
reSpektovanie principu spolocenskej zodpovednosti v podnikani. Implementicia tohto a
pripadne aj dalSich novych principov manazmentu vyZzaduje (predpoklada) vytvorenie
raciondlnej metodiky (sustavy metdd a postupu) budovania a vyuZivania integrovanych
manazérskych systemov.

Akcelerdtorom potreby a determinantom obsahu integracie existujucich, samostatne alebo
Ciastoéne integrovane vyuzivanych modulov komplexného systému manazérstva podniku sd
existujice normy ISO a nimi predpisany obsah dokumentacie (priruciek) systémov QMS,
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EMS, HSMS. Z pracovnych reglementov jednotlivych modulov (QMS, EMS, HSMS) mozno
vyexcerpovat’ ich spolocné prvky a vézby (oblasti prekrytia), ¢o ulahcuje identifikaciu
integrovatel'nych (prepojitel'nych) Casti (prvkov) uvedenych modulov (napr. aspekty tvorby a
ochrany Zivotného a pracovného prostredia tvoria 21. kapitolu ,,Prirucky kvality").

Tab. 1 Podniky s urCitou uroviou realizacie IMS (Kucerova, vlastné spracovanie 2014)

rozvadzace

I1ISO I1ISO
. OHSAS
Podnik Odvetvie 9001 | 14001 | 45001 Iny IMS
Vyr. program : : 2008
2008 | 2005
Z0S Trnava, a.s. Strovjar. oprava, vyroba X X
vozZnov
ISOTS
16949:2009
Faurécia Slovakia, s.r.0. . y FES
0Z Seating Trnava Strojar. Sedacky pre PCA X X X Faurecia
Execellence
System
PrOtherm Production, s.r.o., Strojar. kotle X X Pripravuju
Skalica
ZF SACHS Slovakia, a.s., . . ISOTS
Trnava Automotiv. spojky X X X 16949:2009
Er?e%fjgt?gliz’or%?inaiérsk ISOTS
geticky y X X X 16949:2009
systém
Lamely, ocel'ové disky pre 1SO TS
Miba Steeltec, s.r.o. Vrable | staveb., po'nohosp., X 16949:2009 X
automob.
Miba Sinter Slovakia, s.r.0. StOIArStvo X X X ISOTS
Dolny Kubin ) 16949:2009
SKODA SLOVAKIA, a.s. | Zariadenia pre energet. X X "
Trnava priemysel
BS
EMERSON Network Klimatiz. zariad. Elektrické 16001:2009
Power, Zalo3né zdroie Energeticky X
Nové Mesto n.V. ) manazérsky
systém
TRW Automotive
Slovakia, s.r.o. Nové strojarstvo X X X
Mesto n.V.
FREMACH Trnava, s.r.0 FREMACH Trnava, s.r.0 X X ISO TS
P P 16949:2009
. ISOTS
INA Skalica spol. s r.o. X X 16949:2009
TATRAMAT - ohrievace strojarstvo X X X
vody, s.r.o. Poprad
Viena Inernational, spol. s L TS 16949 X
. strojarstvo
r.o., Martin
Continenta Automotive IS0 15
Systems Slovakia s.r.o., Automotiv X X 16949:2009
Zvolen
JOHNSON CONTROLS . ISOTS
Trenéin, s.r.0. Automotiv X X 16949:2009
GloboPlast s.r.o., KoSice X X X X
Ojgla}VS lovakia, s.r.o., Strojarstvo X X
Krivan
SLOVEDQ, a.s. Trnava Energet. sluzby pre PCA X X X X
ProCS, s.r.o. Sal'a Priemysel. automatizacia, X X « X
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Bratislavska vodar.

. X . X X X X
spolo¢nost), a.s., Bratislava
TEHO KoSice Vyroba tepla, (Z. vody X X X X
BEMACO’ spol. sr.o, Ochranné prostriedky X X X X
PreSov
Cromwell a.s., Bratislava Polygraf. \{yroba, posta, X X X I1SO 27000 X

dorucovanie

ASA Slovensko X X X X

Viaceré podniky sa pokd3aju o integraciu modulov QMS, EMS, HSMS formou Uprav
(korekcii) pracovnych reglementov jednotlivych subsystémov IMS. Je to iba docasné,
nesystémové rieSenie, ktoré nemdze zabezpeCit oCakavané profity takto zvedeného IMS.
Podniky s urcitou uroviiou realizacie IMS st uvedené v Tab. 1.

Zé&kladnym principom pre systémovu integraciu modulov QMS, EMS, HSMS je definovanie
(identifiké&cia, stanovenie)

— moznosti (oblasti) integracie,

— spobsobu (formy) integracie (prepojenia)

a to bud’ dvoch alebo aj viacerych z doteraz vSeobecne zndmych modulov systému
podnikového manazmentu.

3 ERGONOMICKY PROGRAM V STRUKTURE MANAZERSTVA
PODNIKU

V stCasnosti na rozvijani pristupu kazdodenného rieSenia problémov podnikov
prostrednictvom preventivnych ergonomickych programov v ramci vyskumnych projektov
pokraduje ergonomickd pracovna skupina na Ustave priemyselného inZinierstva a
manazmentu (d’alej UPIM) Slovenskej technickej univerzity v Bratislave (d’alej STU) na
Materialovotechnologickej fakulte (d’alej MTF) so sidlom v Trnave v spolupraci s pracovnou
zdravotnou sluzbou (d’alej PZS) PRO BENEFIT [6].

V3Seobecna forma modelu ergonomického programu, ktory pouzivame na Slovensku, dostala
pracovny ndzov HCS 3E a vznikla v ramci rieSenia projektu Slovensko — USA spoluprace ¢.
019/2001 ,,Transforming Industry in Slovakia Through Participatory Ergonomics® za
projektove obdobie 2002 — 2006 [4, 5]. Jeho rieSenie skomplikovali organiza¢né zmeny na
UPKM v Bratislave tak, Ze sa ho nakoniec podarilo uspesne ukonéit’ az na terajsom UPIM na
MTF v Trnave.

RieSenie uvedeného projektu spocivalo v overovani moznosti uplatnenie modelu
ergonomického programu zalozeného na ucastnickom principe pouzivaného v USA v
podmienkach priemyselnych podnikov na Slovensku. Uvedeny program sa overoval spolu v
18-tich podnikoch, v ktorych sa do projektu na zéklade informovaného suhlasu zapojilo a
bolo vysetrenych spolu 3059 zamestnancov [6].

Pri zbere déat sa uplatnili [6]:

— antropometrické merania podl'a Hanulika a kol. [1], doplnené o vlastnu metédu merania
rozmerov pracovisk.

— ,,Nordic Questionnaire* (d’alej ,,NQ), ktory bol modifikovany pre ucely ergonomického
programu [5].

— V ramci zberu dat podas vyskumov na UPKM v Bratislave sa okrem toho zistovali aj
Udaje o chorobnosti a praceneschopnosti zamestnancov zo zaznamov pracovnych lekarov
v podnikoch.
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— Na zaklade poznatkov o vyskyte a intenzite tazkosti PPS zamestnancov sa uplatiiovali
cielené rozhovory so zamestnancami na pracoviskdch zamerané na priiny tazkosti
uvedenych v dotazniku.

— Zaroven sa vyhotovila fotodokumentacia a videozdznamy pracovnych cyklov jednotlivych
pracovnych pozicii v prevadzkach podnikov zahrnutych do naSich stadii.

Ergonomicky program by sa mal vo vSeobecnosti realizovat’ v patkrokovych cykloch (obr. 1)

[6]:

— Identifik&cia problému — vyskyt indikatorov nedostatkov pracovisk z hl'adiska ergonémie,

ako napr. vyskyt a intenzita tazkosti PPS, praceneschopnost’, fluktuacia a absencia,

nepodarkovost’ a pod.;

— Analyza problému — zistovanie pri¢in vyskytu tazkosti PPS a aj ostatnych indikatorov
pomocou epidemiologickych metdd, pri iniciacii ergonomického programu formou
retrospektivnej kohortovej Stadie po realizacii navrhnutych opatrni formou kohortovych
studii [2];

— Samotné rieSenie zistenych problémov — uplatituje sa technické rieSenie v kombinacii
s administrativnymi opatreniami;

— Implementacia rieSenia na pracovnych poziciach;

— Hodnotenie dopadov na vyskyt tazkosti PPS a prinosy z vynaloZenych nékladov.

~~ Proces
ergonomického[% \

\
Q‘,/g
)‘é&
2
2
s

[ 4 riesenia
r :'\“\ 7 o \

Obr. 1 Cyklus vSeobecnej formy procesu ergonomického rieSenia

Uvedend vSeobecnu formu ergonomického programu je potrebné modifikovat’ na podmienky
jednotlivych podnikov ako to odporucaju Markova a Hatiar na obr. 2 [8].
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Vyvolanie Zaujmu o iniciovanie
ergonomického programu v
nod_llﬂtu

/ Ergonomicka analyza /

[Prezentécia vysledkov ergunomickej]

analyzy top manazmentu

Rozhodnutie top manaZmentu
o realizovani ergonomického

ANO

nterny sposob
realizacie

Dodavatelsky sposob

Faza iniciacie
ergonomického programu

Faza rozbehu
ergonomického programu

o)
)

opatreni

Faza realizacie
ergonomického programu

Zlep$ovatelské hnutie
Realizacia organizaénych
Realizacia organizaénych

opatreni su¢asne so
zlepSovatelskym hnutim
Realizacia technickych a
organiza&nych opatreni

.{
.
.t
{

Rozbe
ergonomického
programu

koncéenie zavadzania ergonomického
programu do podniku

Obr. 2 - Grafické znazornenie modifikovaného metodického postupu [8]

Prezentované metody su dostatocne flexibilné na to aby sa mohli prispdsobit’ na podmienky
prevadzok v podnikoch, kde boli realizovane Stadie. V ramci rieSenia bola navrhnuta vlastna
metdda vypoctu hodnotenia uhlov telesnych segmentov pri préci [3], priCom sa vychadzalo z
antropometrickych rozmerov, rozmerov pracovisk a goniometrickych funkcii (hlavne cosinus
a sinus). Hlavné principy uvedenej metody sa uplatnili uz pri priprave navrhov expertiz pre
Hlavného hygienika v rdmci pracovnych skupin, navrhoch pre legislativu (napr. Vyhlaska MZ
SR 542/2007 Z.z.) k uplatneniu a pri navrhoch rieSeni Uprav konkrétnych pracovisk v
podnikoch zahrnutych do uvedeného projektu. Na UPIM STU v Bratislave, na MTF so
sidlom v Trnave pokraCuje rieSenie v ramci projektov kde sa uplatituje zber dat a navrhy
rieSeni aj cez dizertacné, bakalarske a diplomové prace. V sucasnosti rieSenie pokracuje v
ramci projektu VEGA ¢. 1/0448/13 (interné oznacenie - Uloha ¢. 1428) ,,Transformacia
ergonomického programu do Struktary manazérstva podniku integraciou a vyuzZitim modulov
QMS, EMS a HSM*.

4 VYSLEDKY

Nové moderné tedrie manazérskeho myslenia a konania kladu na prvé miesto uplatnenie
synergického efektu. Osoba manazéra alebo vrcholové vedenie je integrované do systému
integrovaného manazmentu vychadzajuceho z principov procesného riadenia, zalozenom na
trvalom riadeni zmien [6].

Organizacia pri svojom raste Standardizuje Svoje procesy, a organizaciu mozno
charakterizovat' ako systém pevnej Struktary, deklarovanych pravomoci a zodpovednosti,
ktora za jadro svojho tuspechu pokladda minimalizdciu nakladov, vysokt vykonnost' v
prichl'adnych procesoch a flexibilny informacny systém. Zabezpecenie uspesnosti organizacie
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roznymi druhmi manazérskych budovanych systémov sa v dnesnej zloZitej ekonomickej
situdcii stava Coraz viac samozrejmost’ou podl'a medzinarodne uznavanych Standardov [6].
Integrované systémy st velmi vyhodnym spOsobom vytvorenia systému riadenia, ktory
zohladiiuje nielen kvalitu vyrobkov a sluzieb, ale aj pristup k Zivotnému prostrediu a
bezpecnosti a ochrane zdravia pri praci. Okrem toho systémovy pristup zaru¢i orientaciu v
legislativnych poziadavkach a ich naplneni, znizuje administrativnu naro¢nost’ a Setri finan¢ne
zdroje. Napriklad integrovany systém riadenia podl'a ISO 9001, ISO 14001 a OHSAS 18001
(Obr. 3) je vyhodné zaviest’ a integrovat’ do jediného fungujiiceho systému riadenia, ktory sa
tak stane funkénym ndastrojom riadenia a zabezpe¢i predchadzanie vSetkym rizikdm
v ¢innostiach organizacie.

ISO 9001:2008 Systém manazér- IS0 14001:2004 Systém environmentalne-
stva kvality. Poziadavky. ho manazérstva. Specifikacia s navodom
na pouzivanie.

T

QMS EMS

HSMS
Oblast’ integracie

OHSAS 18001:2007 Systém manazérstva ochrany
zdravia a bezpeénosti pri praci. Poziadavky.

Obr.3 IMS [7]

5 DISKUSIA

Prostrednictvom transformacie ergonomického programu do Struktdry manazérstva podniku

integraciou a vyuzitim modulov QMS, EMS, HSMS sa vytvoria podmienky pre zdokonalenie

priebehu pracovnych procesov a umozni zabezpedit' ergonomicky akceptovatelné pracovné

podmienky a nastavenia parametrov pracovného prostredia pre zabezpeCenie efektivity

Pudskej prace v kontexte s filozofiou spolocensky zodpovedného podnikania a udrzateI'ného

rozvoja. Tym sa predpoklada dosiahnutie zvySenia pracovneho komfortu zamestnancov.

Integracia modulov systému podnikového manazmentu nie je teoreticky experiment, nie je

samoucel. Aktualnost a potreba takéhoto pristupy tvorbe (projektovaniu) a vyuzivaniu

podnikového manazmentu vyplyva z:

— nutnosti reSpektovat’ zdvidzné (eurdpske, medzinarodné) normy (normy radu ISO, resp.
modifikovaného radu EN-ISO);

— moznosti vyuzit' synergicky efekt vyplyvajlci z integracie samostatnych (izolovanych)
modulov podnikového manazmentu.

Vicsina podnikov je presvedCena o tom, Ze integraciou jednotlivych modulov podnikového

manazmentu (aj ked’” samostatne, izolovane, postupne) sa im podari efektivnejSie dosiahnut’

stanovené podnikatel'ské ciele.

V sucasnom obdobi st normativne oSetrené a samostatne (a uz aj CiastoCne integrovane)

uplatiiované moduly podnikového manazmentu:

— QMS (Quality Management System) - systém manazérstva kvality vyroby a vyrobkov
(sluzieb);

— EMS (Environmental Management System) - systém manazérstva procesov tvorby a
ochrany Zivotného prostredia;
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— HSMS (Health and Safety Management System) - systém manazérstva hygieny,
bezpecnosti a pracovnych podmienok.
Systém manazérstva kvality (QMS) je orientovany na zabezpecenie kvality vyrobkov a sluzieb,
kvality a stability procesov a systémov ich riadenia. Pre tto oblast’ platia normy radu ISO 9000.
Je to subor odporacani pre pripravu, zavedenie a certifikiciu systému manazérstva kvality.
System environmentalneho manazérstva (EMS) predstavuje nastroj na riadenie aktivit
podnikov spojenych s realizaciou ich environmentalnej politiky. Pre tito oblast’ plati sistava
noriem radu ISO 14000. Je to subor odporucani (dobrovolne prijimané normy)
vypracovanych a zavadzanych na zéklade konsenzu.
Systém manazérstva bezpecnosti, hygieny a ochrany zdravia pri praci (HSMS) je zamerany
na vytvorenie jednotného systému riadenia bezpecnosti a ochrany zdravia pri praci (vratane
bezpecnosti a spol'ahlivosti vyrobnej techniky). Pre tento systém manazérstva bola (oficialne)
vydana iba smernica OHSAS 18000 (v roku 1999), ktora je vSak kompatibilna so sustavou
noriem radu 1SO 9000 a ISO 14000.

Podstata integracie jednotlivych, samostatne fungujucich modulov (subsystémov) systému
podnikového manazmentu spociva v identifikacii systémového prekrytia jednotlivych
modulov, t. j. existencia prvkov a vazieb pre dva i viac modulov, ktoré znamenaju duplicitu:

— aktivit v jednotlivych moduloch,

— databézy pre rozhodovanie v jednotlivych moduloch,

— narokov na technické zabezpecenie fungovania samostatnych modulov,

— narokov na personalne zabezpecenie fungovania samostatnych modulov.

Integracia vo svojej podstate znamena vzajomné prepojenie (spojenie, zjednotenie)

spolo¢nych prvkov a vizieb samostatnych modulov (subsystémov) generelu systému

manazérstva podniku. To znamena, Ze isty prvok zo stiboru spolo¢nych (prekryvajucich sa)

prvkov bude obsahom iba jedného zo subsystémov integrovaného manazérskeho systému

(IMS), so v8etkymi konzekvenciami, ktoré z toho vyplyvaju:

— vylucdia sa duplicitne vykonavané (rovnaké, podobné) manazérske aktivity,

— znizia sa ndklady na vykon (zabezpeCenie funkcnosti) jednotlivych modulov
(subsystémov) integrovaneho manazérskeho systému;

— zjednodusi sa dokumentécia jednotlivych subsystémov IMS;

— zjednodusi sa projektovanie a zavadzanie jednotlivych subsystémov IMS;

— zjednodusi (zrychli, zlacni) sa vykon certifikaénych a auditorskych tkonov.

Obsahom integrécie su v stcasnosti samostatne alebo s ¢iasto¢nou integraciou uplatiiované (pilotné,
normami oSetrené) subsystémy podnikového manazmentu (QMS, EMS, HSMS). Prepojenie tychto
subsystémov tvori obsah (Strukturu) integrovaného manazerskeho systému (IMS).

Poziadavka (legislativne podporovand) venovat zvySent pozornost l'udskému faktoru
v pracovnych systemoch formulovanad ako ,,Ergonomicky program™ (EP) zaklada potrebu
skaimat’ moznosti transformécie (integracie, implementacie) ergonomického programu do
Struktary systému podnikového manazmentu.

Na obréazku 4 je graficky znazorneny postup tvorby integrovaného manazérskeho systému so
zaClenenim ergonomického programu do Struktiry manazmentu podniku.

Pre konkrétne podmienky podnikov na Slovensku je vhodné adaptovat’ a modifikovat’ vyssie
uvedeny zakladny model ergonomického programu HCS 3E, pricom vychadzame z
modifikacii podl'a Markovej a Hatiara [8].

Na zéklade poznatkov z podnikov sa zistilo, Ze ergonomicky program mozno UspeSne
iniciovat’ len v takom podniku kde je podpora top manazmentu. Navrhnuté opatrenia je
potrebné realizovat’ postupne, tak aby to nenarusilo objem vyroby.

-102 -



njuzwzeuew upod
awa)shs A
Sl aweazni

NjuBWZEUELW olgaoyiupod
aowsa)shsqns op
AOINPOW e USR] chu

(031 elped) SWSH - SN3 - SWD
NUBIZEUEW oyaAoyiupod
aojnpow erelbayuy

B174UNy ‘BINIYNNS “eriuysp - waisks Honuouobiz
weuzhx ‘aj212 ejerspod - weibord Ayanuouohig
EIUaS3L Y21 EXYsIpoyafa ayonaioa) B acwaqord elpeimuio

g
=4
e
g2
=
o
P
™
M
- @
% g
3B =%
] ol
g ® i
L £
[ |
R
m
&
Ilruﬂ
e -
=
Bt
=]
]

Obr. 4 - Schéma postupu tvorby integrovaného manazérskeho vyrobného systému (Sablik,
vlastné spracovanie)
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6 ZAVER

Skusenosti z uplatiovania ergonomickych programov na ucastnickom principe v podnikov na
Slovensku ukazali, ze je mozné realizovat’ prevenciu choréb z DNJZ bez neziaducich
ekonomickych dopadov v podniku [6].

Z hladiska novych metdd a ich skvalitiiovania je potrebné, aby sa v podnikoch realizovali
retrospektivne kohortové a kohortove epidemiologické Studie zamerané na zdravotné dopady
pracovnych poldh ako je to dokumentované napr. v publikacii NIOSH 1997 ktor( je moZno
priamo stiahnut' ako PDF stubor na internetovej adrese http://www.cdc.gov/niosh/docs/97-
141/). Na zéklade zistenych (dajov potom bude moZné Konkretizovat a d’alej priebezne
upresiiovat’ kritické hodnoty a postupy v metodickych i legislativnych materidloch, tak aby
umoziovali zvySovat kvalitu a efektivnost’ 'udskej prace v priemysle [6].

Pokial’ sa pristapi k novelizacii legislativnych materidlov pre hodnotenie zataZenia a
namahania pri praci, bolo by vhodné popri naro¢nych metddach pre expertizy uplatnit’ aj
aproximativne - orientacné postupy s vyuzitim jednoduchsich metod, ktoré by dokazali v
podmienkach podnikov pod dohl'adom napr. PZS uplatiiovat’ aj Skoleni a informovani laici.
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THE USING OF GAMES IN EDUCATION OF PROJECT
MANAGEMENT

Jana Samakovad, Jana §ujanovd, Rastislav Berio, Petra Markovd, Peter Szabo

Abstract

Project management is a key subject for graduates of industrial engineering and management
at universities because project management and project are not used only in large enterprises,
but also in medium-sized and small industrial enterprises. These enterprises accept project
manager and project team members as people who have sufficient knowledge, skills and
abilities in project management. If the students want to court for these positions, it is
necessary to teach them the subject — project management at universities effectively, but
especially creative. Therefore, it is necessary to focus project management not only on theory
but in particular on the practical exercises using didactic games. Nearly 97 % of students who
passed the subject - project management on the base of the game, they consider the
knowledge, skills and abilities from project management as useful and understandable. The
aim of this paper is to analyze the teaching of the subject - project management.

Key words: project management, didactic games, method, education

1 INTRODUCTION

Projects and project management are daily using not only in large enterprises as well as in
small and medium-sized industrial enterprises. Projects in these days have huge dimensions.
They need a lot of time and resources for implementation. Projects require a lot of capital and
therefore it is unrealistic to manage each employee by himself. Therefore the projects are
managed by project managers. A good project manager must be able to organize resources, to
plan and prepare workflows and manage everything: project scope, cost, schedule, quality,
team performance and risks.

Project management is defined as the application of skills, tools, knowledge and techniques to
project work activities to meet project requirement. Project management is accomplished
through the use of processes such as initiating, planning, executing, controlling and closing. A
project is a temporarily effort undertaken to attain a unique goal under the constraints of time,
resources and costs [5]. Planning of projects uses the estimators of the duration of project
activities, their sequence, amount of required resources, etc. [10]. Project management a
company can use to develop new products [8]. Project success or failure depends on many
critical factors, such as the kind of project, access to resources, methods of project
management, and environment [9].

From the definitions it is follow, that project management is difficult but very important area.
Therefore it is necessary that future project managers but also project team members have
sufficient knowledge, skills and abilities in the field of project management. Teaching of
project management only through the lectures or interpretation is not effective. To the
teaching of project management should be involved also the didactic game.

A gap exists between the skills taught in a project management at university and the skills that
are actually desired of a project manager. This problem seems to stem from the way project
management is typically introduced to students. Theory and concept are presented in lectures
with examples drawn from case studies. There is little opportunity for students to apply the
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concepts in a classroom setting. Although lectures and case studies are essential in knowledge
transfer, they lack a practical, in-depth treatment of the overall process of project
management. Lectures usually limit the amount of interaction — teacher to students — allowing
only passive learning. The size and scope of cases are often too constrained to exhibit many
of the fundamental characteristics of real-world project management issues [7]. Therefore,
during the teaching of project management it is necessary to use also the game as a teaching
method.

Games are becoming increasingly popular for teaching. They are considered to result in a
wide range of learning benefits like, increase of learning effectiveness, increased interest and
motivation, and reduction of training time and instructor load [13].

1.1 Game as a teaching method - didactic game

To designate the game as teaching method is used the name - didactic game. Didactic game
objectively contributes to the development of student's personality, his knowledge and skills.
The game has an impact on several areas. Several authors describe its main functions as
follows [4]:

= motivation and activation,

= fixation of knowledge and skills,

= relaxation,

= socialization of students,

= communication,

= development of creativity,

= establishment and development of knowledge and skills,
= integration of knowledge into the system,

= feedback and so on.

1.2 The role of games in learning

Gaming has replaced case study method as a pedagogical tool, due to the fact that individual
behaviour differs from group behaviour, and games stimulate emotional components of
people. Gaming is considered a modern pedagogical tool, but its origins can be traced to the
mammal “education” of brood by means of games.

Some definitions of games, from the pedagogical point of view, are [13]:

= A game is a closed formal system that subjectively represents a subset of reality.
Every time a game is played, a new version of the history is completed. The final
result of the game depends on the global conditions of the game, the features other
participants, and the relationships among them;

= A game is a learning rule-guided format, and it fosters competition against
competitors, machines, or previously stated standards;

= A game as an interactive activity for simulating real-world conditions in order to
stimulate decision making learning. Games are competitions where people agree with
certain rules of behaviour, and where people make decisions for changing self and
each other states.

-107 -



1.3 Research questions and aim of the paper

The aim of this paper is to analyze the teaching of the subject - project management and to
highlight the importance of linking the theory with practical exercises using didactic games.
This article is aimed at determining whether students consider didactic games as effective for
acquisition of knowledge, skills and abilities of project management. The aim of the paper
was also to find, how many industrial enterprises in Slovakia use project management. This
quantitative research was chosen in order to determine whether enterprises in Slovakia utilize
project management, and therefore they need employees who have the knowledge, skills and
abilities from project management.

In this contribution were chosen three research questions, which will be pursued in the
following, practical part of the article:

1. Do the students consider the knowledge, skills and abilities from project management,
gained through the teaching with didactic games as useful and understandable?

2. Which teaching methods the students consider for to acquisition of knowledge of the
subject - project management as effective and beneficial?

3. Do the industrial enterprise in Slovakia use project management for management of
project?

In the contribution were used empirical methods as quantitative researches, which are
processed in the Materials and Methods section.

2 MATERIALS, METHODS AND RESULTS

The analytical part of this paper is focused on the analysis of the teaching of project
management and to highlight the importance of linking theory with practical exercises using
didactic games. The analysis was realized through quantitative researches.

2.1 Quantitative research - teaching of project management

The first quantitative research was focused on teaching of project management. The
quantitative research was chosen because it is very good and easily quantifiable. Information
about teaching of project management was surveyed by questionnaire. On the research
participated 68 students (96 respondents) who passed the subject - project management which
was taught not only on the base of lectures and exercises, but also on the base of didactic
game. Data were collected in February 2015.

The aim of the questionnaire was to analyse, whether the students consider the knowledge,
skills and abilities from project management, gained through the teaching with didactic games
as useful and understandable. The aim of questionnaire was also analyse, which teaching
methods the students consider for to acquisition of knowledge of the subject - project
management as effective and beneficial.

One of the most important questions of the questionnaire was: do the students consider the
knowledge, skills and abilities from project management, gained through the teaching with
didactic games as useful and understandable? As show Figure 1, 75 % of respondents
“strongly agree”, 22 % “agree” and only 3 % of respondents “disagree” with this statement.
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3%

m Stronly Agree (51 = 75%)
Agree (15 = 22%)
B Partly Agree and Partly Disagree (0)
W Disagree (2 = 3%)
H Strongly Disagree (0)

Fig. 1: Knowledge, skills and abilities from project management are useful and
understandable (own processing)

The aim of the questionnaire was to determine, which teaching methods the students consider
for to acquisition of knowledge of the subject - project management as effective and
beneficial. On the base of the survey (Fig. 2) can be concluded, that the best method is
teaching with didactic games (82 % students) and teaching with software support (81 %
students).

Teaching with didactic games: lego, simulation...

(56 = 82%) %

Software support: MS Project, Superproject,

SAP... (55 = 81%) %

Case studies (43 = 63%)
Lectures (28 = 41%)
Theory (6 = 9%)

Other (2 = 3%)

0 20 40 60

Fig. 2: Teaching methods (own processing)
Basis formulated on the base of first quantitative research — teaching of project management:

= Nearly 75 % of students strongly agree and 22 % agree that teaching of subject —
project management on the base of didactic games can be regarded as useful and
understandable.

=  Only 3 % of students disagree with this statement.

= As effective and useful teaching methods of project management respondents -
students considered: teaching with didactic games (lego, simulation), software support
(MS Project, Superproject, SAP...), case studies and lectures.
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2.2 Quantitative research - using of project management in industrial enterprises

The second quantitative research was focused on analysing whether industrial enterprises use
the project management to management the projects. This quantitative research was chosen in
order to determine whether enterprises in Slovakia utilize project management and therefore
they need employees who have the knowledge, skills and abilities from project management.
Data were collected in January 2012. The aim of questionnaire was to analyse how many
small (number of employees from 1 to 49), medium-sized (number of employees from 50 to
249) and large industrial enterprises (over 250 employees) use the project management. On
the research participated 653 small, medium and large industrial enterprises from 1763
contacted enterprises (Tab. 1).

Contacted enterprises: 1763
Enterprises participated on research: 653
Percentage of responses: 37 %

Small enterprises Medium-sized enterprises | Large enterprises

321 281 51

Use of PM

N Y N Y N Y
(Y)
Do not use
of PM (N) 273 48 220 61 32 19
Confidence | <82;88>" | <12;18>" <75;81>" <19;25>" | <60;66>" | <34;40>"
interval:

*For statistical processing was chosen 95% confidence interval
Tab. 1: Processing of data form quantitative research (own processing)

Basis formulated on the base of the second quantitative research — using of project
management in industrial enterprises:

- Project management is used by 20 % of industrial enterprises in Slovakia.
- Inyear 2013 it was 24 % and in year 2014 it was 28 % of industrial enterprises.

- Not only large enterprises use project management, but also medium-sized enterprises
and positive finding is that small enterprises as well.

3 DISCUSSION

On the base of the researches, we can state, that students consider the knowledge, skills and
abilities from project management, gained through the teaching with didactic games as useful
and understandable. Therefore, we propose that it is necessary to use different methods of
teaching during education process of subject — project management (Tab. 2).

On the lectures we propose to use mainly the theory, case studies and various practical videos
and presentations from enterprises, which are dealing with project management and projects.
The exercises we propose to teach trough didactic games and simulations. With the game
students understand the process groups of project management: initiating, planning,
executing, monitoring and control of the project and also the closing of project. During the
process of teaching each process group, teacher can complement the knowledge of students
by funny way - the didactic games.
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Lecture: 2 hours per week

Topic: Didactic method

Lecture and discussion (50 %)

Theory about project management
(project, process, life cycle, Case studies or simulation games (25 %)

process groups of project management...) Video, presentations from enterprises which
use the project management (25 %)

Practice/Seminar: 2 hours per week

Topic: process groups Didactic method or games
Game: PM Master

1. Initiating of project
Case studies and software support

2. Planning of project » | Game: Lego for teaching of project
\ management and software support
Games in operational analysis

Games for effective communication

3. Executing of project
Team building games
Simulation games and software support

4. Monitoring and Controlling of project } Earned Value Management Board Game

5. Closing of project Detective Game — What killed the project?

Tab. 2: Proposal for teaching the subject - project management (own processing)

4 CONCLUSION

The present economy is full of turbulent changes, both social and technological, which create
completely new conditions for a company’s activity [2, 3,11]. Company need a new way for
management and it is project management. Therefore it is important to have a good strategy
for teaching of project management. Strategy is a high-level plan to achieve one or more goals
under conditions of uncertainty [6]. On the base of the results from the empirical research can
be concluded that enterprises in Slovakia, but also worldwide, use the project management for
management of projects. According to a survey in Slovakia 20 % of industrial enterprises use
the project management. However, in Slovakia, and also around the world, there are many
enterprises and organization which have to start to use the project management if they want to
be successful. Therefore it is necessary to teach the subject - project management at
universities effectively and creatively. To the education process it is necessary to include not
only theory but also creativity, for example - didactic games. Nearly 97 % of students
consider the knowledge, skills and abilities from project management, gained through the
teaching with didactic games as useful and understandable. Didactic games can we use during
lessons by explaining, proving, fixating of knowledge as well as to enrich the lessons and
motivate students.

This article follows to the articles: “The Project Management Education in the Slovak
Republic’[1] and “Project management certification approaches in Slovak industry
enterprises” [12].
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SOUCASNE VYTVARNE UMENI JAKO NESTANDARTNI TRZNI
KOMODITA

CONTEMPORARY ART AS A NONSTANDARD MARKET
COMMODITY

Olga Trékovéa

Abstrakt

Nésledujici ¢lanek se zaméiuje na oblast trhu s uménim a zejmeéna pak s uménim soucasnym.
Trh se souc¢asnym umeénim zaziva obrovsky boom a piitahuje stale vice investora a shératelu.
V tomto piispévku, se zamétuji na problematiku vytvarnych dél jako nestandartniho a
luxusniho zboZzi, jehoZ hodnota je velmi obtizn¢ stanovitelna. S pojmem hodnota souvisi i
termin cena, jejiz vySe je v piipad¢ produktt umélecké povahy zévislda na mnohdy
nevyzpytatelnych faktorech. Nasledujici text si klade za cil ptiblizit problematiku
ohodnocovani umeéleckych dél na trhu s uménim a také piedstavit hlavni aktéry tohoto
sektoru.

Kli¢ova slova: soucasné umeni, trh s umenim, nestandartni produkt, cena, hodnota

Abstract

The following article focuses on the art market and especially on the market with
contemporary art. The contemporary art scene is experiencing a huge boom and it is attracting
a growing numbers of investors and collectors. In this article, | consider contemporary art
works a non-standard and luxury goods, whose value is very difficult to predict. The term
value is related to the term price. The price of the art works often depends on unpredictable
factors. The following text aims to explore the issue of the evaluation of works of art in the art
market as well as to introduce the main players in this sector.

Key words: contemporary art, art market, nonstandard product, price, value

1 UvOD

Umélecké dilo se da charakterizovat jako objekt, ktery je zamérné vytvoien ¢lovékem a jeho
zakladni funkci je vzbuzovat estetickou libost. Poznavacim znamenim jakékoliv formy
uméleckého dila je jeho zdmérnost a autonomie. Kazdy umélec tvoii s néjakym konkrétnim
cilem vytvotit smysly vnimatelny objekt, ktery neni definovan t¢elovym vyuzitim. Hodnota
uméleckého dila se zpravidla neodviji od politického ¢i nabozenského vyznamu, ale je
ztélesnénim tvarci sily umélce a reprezentaci centralni myslenky naSi kultury— svobody
jednotlivce.

Trzni prostredi Ize charakterizovat jako misto vymeny zbozi, ve kterém véci nabivaji svou
hodnotu aktem smeny. Dle této definice Ize tedy piedpokladat, Ze na trhu s umé&nim bude
hodnota dila zredukovana na “sumu penéz, kterou je kupujici ochoten za dané dilo v daném

1 KOTLER, P. (2005) Inovativni marketing, Grada, Praha, str. 38.
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case zaplatit.”? Unikatnost uméleckych d&l spo&iva v tom, Ze si drzi hodnotu i v piipadg, kdy

se s nimi neobchoduje a nejsou uvedena do trzniho prostredi. Obecné jsou umélecké objekty
vnimany jako dila, ktera nabizeji svym konzumentim vice nezZ jen béznou spotiebni funkci.

2 UMELECKE DILO JAKO NESTANDARTNI PRODUKT

Vzhledem k tomu, Ze umeéleckd dila jsou definovana svou jedinec¢nosti, originalitou,
unikatnosti a jakousi neuchopitelnou “aurou”, je extrémné sloZité je jakkoliv ekonomicky
vymezit. Proces finan¢niho ohodnoceni uméleckych dél je dale ztizen i faktem, Ze za
umélecky produkt muaze byt v dneSni dobé povazovano téméi cokoliv, co umeélec
vyprodukuje. Gombrich chape uméni jako zastupce “imaginarni, iracionalni a nemateriélni
fise, ve které vladne nesrozumitelnost, originalita a svoboda”. Nasledujici ¢lanek se zaméti na
dila vytvarného umeéni, splniujici prave tato kritéria.

Specificky charakter umeéleckych dél znesnadnuje jednoznacné snavoveni ceny. Proces
evaluace je velmi individuélni a zpravidla probihd v uzavienych kruzich uméleckého svéta,
které jsou pro laickou veiejnost nepiistupné a pomérné obtizng pochopitelné. Tyto kruhy jsou
tvoreny experty jako jsou galeristé, kritici, kuratoti, sbératelé a samotni umélci a také
institucemi jako jsou aukcni domy ¢i muzea. Jsou to praveé tito odbornici, kteti diktuji hodnotu
jednotlivych dél. Vychazime-li z tohoto piedpokladu, mazeme fici, Ze hodnota uméleckého
dila je jakousi socialni konstrukci, jejiz tvorba je zavisla na souhie vSech klicovych aktéra
umélecké sféry, jejichz odborny Usudek je vSeobecné respektovan a bran jako smérodatny.

Umeni jako zbozi, ztélesiuje nehmotné koncepty a napady, a pievadi je do hmotnych statkii,
které se svym zhmotnénim stavaji obchodovatelné a prodejné. Interakci s globalni
ekonomikou je uméni ohodnocovano také vnéjSimi vlivy jako jsou penézni hodnota, celebrity
kapitél, redefinice skrze kritiku a specifika nédkupu, prodeje ¢i statnich dotaci. Predméty
umélecke povahy vSeobecné splnuji zakladni podminky obchodovatelnych statkd, které jsou
ovliviiovany vnéjSimi makroekonomickymi vlivy. Trh s uménim Ize nicméné definovat jako
jakysi sub-trh, ktery se odliSuje od trhi se spotiebnim zbozZim originalitou obchodovanych
objektd. Z&kladem smeény na trhu s uméleckymi piedméty je nalezeni vhodného kupce pro
jeden jediny konkrétni piedmét. Tedy nékoho pro nejz je hodnota objektu takova, Ze je
ochotny za n¢j zaplatit. Jinak feceno nabidka najde svou poptavku a dochézi tak k obchodu.
Vlastnosti jako originalita a unikatnost definuji charakter trhu s uménim. Na jednu stranu je
Ize povaZovat za piinosné, nicmén¢ na stranu druhou je Ize vnimat jako negativni. Ptikladem
muze byt omezend nabidka (jen jeden jediny originalni kus) ale i poptavka. Umeéni je
povazovano za luxusni statek, a pravé diky svému jedineénému charakteru je casto
nedostupné a piedurcené pouze pro velmi zky okruh potencialnich kupca.* Dali specifickou
vlastnosti trhu s luxusnim zboZim je omezeny pocet nabizenych statki. Tento fakt je klicovy.
V piipadé vytvarného umeni jde tedy o nabidku jednoho kusu o ktery projevi zajem vice
kupci. Nasledujici graf zobrazuje vySe popsanou situaci.

2ANDERSON, R. C. (1984) Paintings as an Investment. Western Economic Association International, rog. 12, &.
1,s.13-26.

® KUNI, V. (2000), ‘Kunster als neue Medien. Der Kunstler als Medium der Gesellschaft’ in Kunst and
Gesellschaft, University Heidelberg,s 136.

* BEHAMOU-HUET, J. (2001). The Worth of Art. Pricing the Priceless. 1. vyd., University of New York, s.34.
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Nestandartnost uméleckych dél zpusobuje piekazky spojené s jejich uvedenim na trh,
propagaci a prodejem. V piipadé standartniho zboZzi nepredstavuje tento proces tolik
komplikaci. Zpravidla se vybere vhodné cilovéa skupina a je zvolena standartni marketingova
strategie. V piipadé luxusniho zbozi, za které povaZzujeme i vytvarné umeéni je nalezeni
vhodné marketingové strategie sloZit¢jsi. Luxusni zbozi je vZdy spojovano se znackou.
Znacka garantuje kupujicimu kvalitu a dodavd mu jistotu. | ve vytvarném umeéni lze najit
ekvivalent znacek. Muze se ji stat jméno autora, galeristy ¢i aukéni sing. Samotné tvrzeni, Ze
autorem obrazu je Picasso jeSté ale neznamend, Ze tomu tak skute¢né je. AZ po odborném
posouzeni a schvaleni kli¢ovych expertt, obraz skutecné nabyva své hodnoty a kupujici méa

jistotu, Ze investuje své penize do originélu.®

Trh s uméleckymi objekty ovlada hned nékolik typti obchodnikt. Mezi hlavni hrace patii
aukeni domy a galerie, nicmen¢ i banky jsou v soucasnosti nepotradatelnou souc¢asti tohoto
sektoru. Ve svem ¢lanku Ashenfelter a Graddy poukazuji na to, Ze umélecky objekt se v ramci
trhu chova stejné jako predméty standartnéjSi povahy a zahrnuje vse od “konzervativniho
zabezpeceni kapitéalu, rizikovych vkladi a? po vysoce spekulativni investice.” ® Za
konzervativni investici do uméni muzeme oznacit nakup uméleckého dila starych mistra ¢i
autoru pochazejici z doby, kterou dnes oznacujeme jako klasiskou modernu. Nakup takovych
dél je povaZovan za nerizikovy. Investice, ktera se jevi jako vice rizikova je nakup soucasnych
umélca, ktefi jsou na vrcholu své kariéry. Nakup dila autora, ktery je jiz etablovany v
uméleckych kruzich a ma vybudovanou reputaci a tedy i jakousi znacku, nese VEtSi rizika,
nicméné za nejspekulativnéjSi investici do uméni se povazuje nakup mladych sou¢asnych
umélcu, ktery jesté nemaji vybudouvanou stabilni pozici v umélecké sféfe. Jak uvadi Simmel:
“pro rozptyleni rizika se doporucuje diverzifikace ve smyslu teorie portfolia, ktera se aplikuje
ve finanénich trzich, do praci riznych umélci a riznych epoch.”’ Je tedy jasné, Ze k
maximalizaci hodnoty své shirky, by sbératelé méli nakupovat dila od renomovanych umélca,
ale také strategicky vybirat a investovat do uméni mladych umélcu, s potencidlem stat se
hvézdou v blizké budoucnosti.

® MEGEHEE, C.M., SPAKE, D.F. (2012) Consumer enactments of archetypes using luxury brands, Journal of
Business Research, ro¢. 65, ¢. 10., s. 1434-1442.

® ASHENFELTER, O.C., GRADDY, K. (2011). Sale Rates and Price Movements in Art Auctions. New working
paper series, National Bureau of Economic Research.

" SIMMEL, G.(2001). Philosophie des Geldes, Deutcher Taschenbuch Verlag, Koln, vyd. 1., 5.297.
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3 ATRIBUT NOVOSTI A SLOZITE ROZPOZNATELNOSTI
UMELECKYCH DEL

Trh se sou¢asnym umeénim zaziva v poslednich letech obrovsky boom. Soucasna spolecnost je
velmi zamétrend na koncept novosti. Neustaly piisun nového, mladého umeéni zpuasobil, Ze
soucasné umeéni vévodi. Vytvarné umeéni je zboZi slouZici mimo jiné k naplnéni estetickych
hodnot. Z tohoto piedpokladu tedy vyplyva, Ze rozhodnuti kupujicich je ¢asto zaloZeno na
osobnich preferencich a vkusu. Ze studii Ize vycist, Ze velkd vétSina investora se pti nakupu
dél stale z vetsi casti spoléha na intuici a strategie tykajici se trzniho chovani bere v potaz jen
okrajové & viibec.® Jinak fedeno nakupujici zpravidla kupuji pouze takové umeni, které je
né¢jakym zpuasobem oslovi a které se jim libi. Plati ale také pravidlo, Ze investovat do
“hlavniho proudu” se vyplati.> Do uméni co m4 rada vétsina je dobré investovat také. Vznika
tak ptirozena konkurence, trh se neustale proménuje, je v pohybu a ceny vzrustaji. Je
nezbytné neustale sledovat déni v uméleckém sektoru a naugit se piedvidat trendy. Cim
pozdgji po umélcove uvedeni na trh sbératel zacne dila kupovat tim vétSi obnos musi zaplatit.
Mezi kupujicimi tak vznikd napéti, které vede k narustu cen jednotlivych uméleckych dél.
Stejné tak tento tlak kladné prispiva k upevnéni pozice umeélce na trhu a k posilnéni jeho
reputace. VySe zminény proces predvidani trendt je spojeny se schopnosti hlavnich aktéra
uméleckeho sektoru rozlisit umélce, ktefi piinasSi trhu néco noveho a zajimaveho. Galeristé Ci
aukéni siné se daji oznacit za takzvané “gatekeepers” na poli vytvarného umeni. Jsou to praveé
tito experti ¢i instituce, kdo rozhoduji o tom ktefi umélci budou Uspésni a ktefi ne. Tito
odbornici hledaji naméty a témata, které maji potencial se stat znackou a tedy i zarukou
kvality, do které jsou nasledné¢ investofi ochotni vloZit svou daveéru a financni prostiedky.
Nejvetsi poptavka v oblasti sou¢asného umeéni je po umeélcich se zvu¢nymi jmény. Umélci
jako jsou Damien Hirst nebo Jeff Koons se pravidelné¢ umistuji na vrcholu Zebii¢ku
nejprodavanéjsich a také nejdrazsich soucasnych umélcu a kazdy jejich projekt je netrpélive
ocekavan.

4 CENA UMELECKYCH DEL

Umelecka dila nejsou povaZzovana za bézné spotrebni zbozi a jsou hodnocena z né¢kolika
raznych aspektd. Prvnim je jiz zminovana estetickd hodnota, kterd je ovSem zavisla na
individualnim vkusu investora. DalSimi faktory které ptispivaji k ohodnoceni dila jsou
aktualni ekonomicka situace ale také material z jakého je dilo utvoreno ¢i renomé autora nebo
galerie, ktera dilo nabizi k prodeji. Hodnota dila se vycisluje do konkrétni ceny. Trzni hodnota
je tedy dana penéznim obnosem, ktery je nakupujici za objekt ochoten zaplatit. Do tohoto
obnosu jsou také zahrnuty poloZzky jako prace pii instalaci, transport apod. Otazkou je jak to,
Zze se za umeéleckd dila plati astronomické c¢astky, piitom technikd hodnota dila je
mnohonasobn¢ niZsi. Material ani pocet hodin stravenych nad tvorbou dila se nikdy nepiiblizi
castkdm, za které jsou dila nasledné na trhu prodavana. Zde se opét dotykdme konceptu
znacky, kdy jméno autora a nazor renomovanych experta vyrazné zvysuji hodnotu a tedy i
cenu dila. Obklopovat se uméleckymi predméty je také otazka spolecenské prestiZe a proto se
na aukcich ceny stanovené experty casto prekonaji a dilo je prodano za daleko vétsi sumu.

& Art and Finance 2014, Deloitte Luxembourg report.
® GONZALES, T., WEIS R. (2000). Kunst-Investment: Die Kunst mit Kunst Geld zu verdienen. Lengerich:
Gabler,s. 26.
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Podobna situace opét pozitivné piispiva k reputaci daného umélce, jehoZ dila budou s nejvétsi
pravd&podobnosti v pristi aukci experty ohodnocena vy3si vyvolavaci cenou.™® Tvorba cen v
prabéhu aukce je ¢asto nepiehledna. Aukéni domy byvaji obvinovany z toho, Ze k dosaZeni co
nejvétSich ziska vyuzivaji fiktivni drazitele na telefonu ¢i online. Vyhnat cenu uméleckého
dila na jeji maximum se snazi i razni sbératelé. Strategické prihazovani se vyplaci sbératelim
v piipadé, Ze chtéji zvysit hodnotu své vlastni shirky ve které jiz maji dila od stejného autora,
jehoZz dilo je prave draZeno. Galeristé se k podobnym strategiim uchyluji v ptipadg, Ze nechtéji
aby cena za drazeného ume¢lce byla niz8i nez za jakou se prodava v jejich galerii. Bézny
model trznich zakonitosti tykajicich se vztahu nabidky a poptavky se v uméleckém sektoru
neda obecn¢ uplatnit. Piikladem muize byt obraz v galerii o ktery nejevi zajem Zadny kupujici,
piesto galerista jeho cenu nesniZi a vy¢kava na investora jeho osobni motivace pro koupi bude
natolik silna, Ze bude ochoten poZzadovanou ¢astku zaplatit.

Ceny na trhu s uménim odpovidaji toku finanénich prostiedki. Tak jako “se jackpot zvySuje s
piihozy hraca” tak ¢im vice kupujicich se ucastni prodeju, tim draz$i se umeéni stava.
Nestandartnost uméleckych dél spociva také v tom, Ze se cena dila odviji od toho kdy a kde je
prodané. Dvoji cena za stejny produkt je fenomen, ktery se nejlépe da vysvétlit na konkrétnim
piikladu. Digitalné¢ zpracované fotografie némeckého umélce Andrease Gurskyho ve tiech
variantach vypodobnuji zbozZi v obchod¢ znacky Prada. Fotografie se jménem Prada | byla
vroce 1999 v aukeni sini Christie’s v New Yorku vydrazena za 173.000 dolara. O néco
pozd¢ji stala tato fotograficka prace v galerii Matthewa Markse okolo 50.000 dolard. Prada 11
byla ptivodné nabizena v galerii Matthewa Markse za 20.000 dolart ale v listopadu 2000 byla
vydraZzena v aukeni sini Christie’s za 270.000 dolara. Prada 11, byla prodana v aukci o rok
pozdgji za 310.500 dolarii.*? Podobné situace nejsou na trhu s uménim vyjimeeéné. Ceny v
galeriich jsou stabiln¢jSi. Naopak ceny uméleckych dél v aukenich sinich maji dynamictejsi
povahu a maji potencial prudkého narastu.'® Jaké jsou tedy pravé piiciny toho, Ze se stejné
dilo prodava za rozdilné ceny v galerii a v aukeni sini? A pro¢ galerie nereaguji pruznéji na
nabidku a poptavku?

Nizozemsky sociolog Olav Velthuis zabyvajici se problematikou trhu s uménim tyto
nesrovnalosti odivodiuje nasledovné. Podle jeho ndzoru se galeristé a aukeni siné neustale
nachazeji na hranici mezi dvéma hodnotovymi systémy: uméleckou a trzni hodnotou, ktere se
snazi co nejlépe vybalancovat.'* Velthuis spattuje stranu galeristii jako tu, ktera se vice
priblizuje umelecké sfére, zatimco prostiedi aukénich domut operuje spiSe na bazi trznich
mechanismu. Galerie reprezentuji umeélce a zajiStuji jejich uvedeni na trh. Galeristé maji
piimy kontakt s ume¢lci a k uméleckym dilam pristupuji jako ke kulturnimu zbozi. Aukeni
domy se specializuji piedevSim na zprostiedkovani prodeje. Toto odliSné zaméteni a vnimami
obchodu s uménim se pfirozené promita do cen, za které si potencialni kupec muaze umeni
zakoupit. Aukeni domy operuji v masoveéjSim meritku a k prodeji nabizeji jen objekty jejichz
kvalita byla predem provéiena pravé galeristy. DalSim davodem pro¢ se umeéleckd dila

19 ASHENFELTER, O.C., GRADDY, K. (2011). Sale Rates and Price Movements in Art Auctions. New
working paper series, National Bureau of Economic Research.

1 BONUS, H., RONTE, D. (1997). Credibility and Economic Value in the Visual Arts, Journal of Cultural
Economics, ro¢.21,s. 112.

12 Studie od Kusin and Company, cit. in: FESEL, Bernd: Der Kunstmarkt in Europa. Ein internationale Boom
und viele nationale Krise, 1.vyd., Buro fur Kulturpolitik und Kulturwirtschaft Bonn, Kolin, 2006.

B HUTTER, M. et al. (2007) Two games in town: a comparison of dealer and auction prices in
contemporary visual arts markets, Journal of Cultural Economics, ro¢. 31, ¢.4, 5.247-261.

Y VELTHIUS, O. (2005). Talking Prices. The Symbolic meanings of Prices in the Market for Contemporary Art,
University Princeton Oxford, s. 79
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prodavaji za vysSi ceny je princip aukce, kde v podstaté probihd jakysi souboj mezi
kupujicimi, ktery je mnohdy spiSe otdzkou spolecenské prestize a umélecke dilo jako takové
je upozadnéno. V prostiedi galerii jde piedevSim o odbornou znalost, zatimco v piipadé aukci
jde predevaim o finaneni silu jedince.”® Z cen uméleckych d&l prodanych v aukcich se da
utvorit ptiblizny odhad o tom jak trh s uménim funguje. Informace o cenéach dél v aukcich
jsou veiejné, zatimco prodeje uskute¢néné v ramci galerii jsou ¢asto tajné. Tento fakt ztézuje
analyzu trhu s uménim a piispiva k jeho relativni netransparentnosti.*®

Ceny za které se prodavaji umélecka dila na aukcich indikuji jejich hodnotu a také postaveni
umélca na trhu. Mazeme ale Fici, Ze jsou aukéni ceny objektivngjsi nez ty v galeriich? Podle
Bretta Gorvy, vedouciho oddé¢leni pro souc¢asné umeni v aukeni sini Christie’s se jedna o
demokratickou formu tvoteni ceny i pies fakt, Ze obchodovani v aukcich se potykd s
nejve&tsimi cenovymi vykyvy.*’

5 ZAVER

Hodnota a cena vytvarnych dé¢l zustava otaznikem a jakekoliv pokusy o konkrétni vycisleni
jsou riskantnim podnikem. Tobias Meyer z aukéni siné Sotheby’s shrnuje problematiku
nasledujicim vyrokem “nejbohatsi clovek vyhréava, tak jednoduché to je.”*® Z tohoto vyroku
Ize tedy vyvodit, Ze nejvyssi nabidnuty obnos penéz urcuje to, jak drahé umeélecké dilo bude a
jak posléze naroste uméleckd hodnota dalSich dél vyprodukovanych stejnym umélcem. Trh s
uménim je autonomni a svobodna jednotka do které je ale tezké proniknout a jesté t&ézsi se
udrzet. Bariery, které nejsou oficialné¢ pojmenované, jsou prakticky stejné tak ucinné jako
formalni konktrola vstupu na jiné trhy.*® Mnoho umélca si téchto bariér neni védomo a narézi
na tvrdou realitu trzniho prostiedi, kterou se nechaji odradit. | presto ale soucasné umeni
zaziva sviij nejvétsi rozkvét. Reditel mezinarodniho veletrhu s uménim Art Basel, Samuel
Keller, vysvétluje tento vzrast zajmu kupct nésledovné: “Soucasné umeéni vyvinulo globalni
te¢, kterd je srozumitelna i bez vzdélani v oboru dg&jin uméni.”?® Diky tomu, Ze sougasné
umeéni ma nejraznéjsi formy, je velmi rozmanité a ¢asto reflektuje nasi dobu, jevi o néj zajem
SirSi veiejnost a nikoliv pouze experti vzdélani v oboru. Z predchoziho textu vyplyva, Ze
hodnota a cena uméleckych dél je zavisla piedevsim na lidskem faktoru a ¢im vice jedinca

souc¢asné umeni bude zajimat, tim vice bude trh vzkvétat.
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KOMPARACE HODNQTQVE AN@L’YZY A ALTMANOVA INDEXU
PRI POSUZOVANI FINANCNIHO ZDRAVI PODNIKU

COMPARISON OF VALUE ENGINEERING AND ALTMAN’S INDEX
DURING COMPANY’S FINANCIAL HEALTH ASSESSMENT

Martin Skalicky, Hana Zahorska, Bohumil Puchyv, Vit Hromddka

Abstrakt

Prispévek se zabyvda komparaci hodnotové analyzy V podob& Ivanovi¢ovi odchylky
a bankrotniho modelu v podobé Altmanova indexu pii posuzovani finanéniho zdravi podniku,
ktery ma ve vlastnictvi 3 malé vodni elektrarny. Cilem ¢lanku je ovéfit za pomoci hodnotové
analyzy nejvyhodnéjsi financni situaci podniku. Autofi posuzovali 3 stavy, které v podniku jiz
nastaly. Dané stavy ovliviiuji jednotlivé vstupy pro vypocet Altmanova indexu a stim se
zarovenl méni vstupni hodnoty pro vypocet Ivani¢ovi odchylky.

Kli¢ova slova: Altmaniiv index, hodnotova analyza, financni situace, efektivnost

Abstract

The paper deals with comparison of value engineering using lvanovic’s deviation and
bankruptcy model using Altman’s index during assessment financial health of company. The
company owns three small hydropower plants. The aim of the paper is identification the most
efficiency financial situation of company by value engineering. Authors evaluated 3 situation
which in the company already occurred. Mentioned situations affect individual inputs for the
calculation of Altman’s index and simultaneously inputs for the calculation of Ivanovic’s
deviation.

Key words: Altman’s index, value engineering, financial health, efficiency

1 UVOD

Béhem celého zivotniho cyklu stavby dochdzi k riznym vykyviim ¢i zménam oproti
ocekavanému stavu. Prispévek navazuje na ptedchozi clanek autorii, ktery se zabyval
podnikem, jenZ ma ve vlastnictvi tii malé vodni elektrarny a s riziky spojenymi s uvedenym
podnikem. Pfedmétem c¢lanku je za pomoci hodnotové analyzy ovérit nejvyhodnéjsi finanéni
situaci podniku. Pro potvrzeni spravnosti piedpokladu budou vysledky z hodnotové analyzy
porovnény s vyslednymi hodnotami z vybraného bankrotniho modelu. Aby bylo moZné
objektivné tyto hodnoty porovnat, budou v obou pfipadech pro vypocty pouzity stejné vstupni
hodnoty. Autofi vychazeji z dostupnych dat a situaci, které u elektraren skute¢né nastaly.

2 LITERARNI RESERSE

2.1 Altmantv index
Altmantiv index je bankrotni model, vychazejici z propoctu globalnich indext. Je stanoven

jako soucet hodnot péti béznych pomérovych ukazatell, jimz je pfirazena vaha. Pro vypocet
vychazejici z piedeslého ¢lanku byl pouzit Altmaniv index v podobé Z-skore. Tato podoba je
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vhodna predevs§im z toho duvodu, Ze bankrotni model neni vazan na znalost trzni hodnoty
spolecnosti, ale vyuziva informace ze zakladnich ucetnich vykazu. [1]

7 = 6.56 :: NWC ) 326 (zadr‘iené z[sl{y) 672 ( EBIT ] 108
T iva celkem "0\ aktiva cellkem oo celkovi aktiva L

(ucetm hodnota vlastniho l{apltalu]
i dé¢etni hodnota zdvazkd

1)
Interpretace:
Z-skore > 2,6 uspokojiva finanéni situace,
1,1 < Z-skore <2,6 “Seda zona” nevyhranénych vysledki,
Z-skore< 1,1 firma je ohroZena vaznymi finan¢nimi problémy [1].

2.2 Hodnotova analyza

Hodnotova analyza je definovana jako ,,icelné sestaveny soubor metod, jehoz smyslem je
hledani a navrhovani zlepseného nebo zasadné nového reseni funkci analyzovaného objektu s
cilem zvysit efektivnost.” [2]

Hodnotova analyza vyuziva pro své feSeni mnoho metod. Pti vybéru nejvhodnéjsi varianty
dochazi k postupnému konkretizovani a upiesiiovani problematiky. Pfedmétem ¢lanku neni
popisovani jednotlivych variant, tudiz se autofi zaméfili na diskriminaéni analyzu
S Ivanoviéovou odchylkou které patﬁ spoleéné s metodou indexovych koeficientii a metodou

v

2.2.1 Diskriminacni analyza s Ivanovi¢ovou odchylkou

Vyse zminéna metoda je metodou vicerozmérné statistické analyzy. Metoda je pouzivana pro
stanoveni uzitecnosti v podobé odchylky a je vhodna v piipadech, kde dochazi k porovnani
velkého mnozstvi variant. Kazda varianta je popséna n¢kolika kritérii, jejichz hodnoty se lisi.
Mnozina rozdilt mezi kazdymi dvéma variantami piedstavuje celkovy diskrimina¢ni efekt.
Oproti jinym variantdm uvazuje Ivanovicova odchylka s tim, Ze mohou byt jednotliva dilci
kritéria vzajemné statisticky zavisla.

Diskrimina¢ni metoda je zalozena na myslence rozdvojovani statistickych mnozin, na
problému urCovani piislusnosti zkoumanych prvka k danym mnozindm a na problémech
klasifikace téchto mnozin podle vice znak. Fiktivni varianta je tvofena nejhor§imi hodnotami
dil¢ich kritérii daného souboru.

Jednotliva kritéria jsou zanesena do vypoctu s ohledem na vyznamnost vlivu danych kritérii
na analyzu podniku. Souhrnnou funk¢nosti je pak mozno vyjadrit jako Ivanovicovu odchylku

D;. [2]
D, - |x1f x1}| lei} ‘f| 1_[(1— |7 1)

(2)

Kde:
Xif (uif ) hodnota fiktivni varianty i-tého kritéria,
Xij (Uij) je hodnota i-tého kritéria u j-té varianty,
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X —X; =d; je rozdil hodnot dané a fiktivni varianty,

S, smérodatna odchylka,
M korela¢ni koeficient dvou porovndvanych kritérii k a j,
n pocet kritérii. [2]

U ptipadl s velkym poctem hodnoticich kritérii se pro pouzivani uvedené¢ho vztahu snizuje
vyznam funkci s jejich pofadim. Kritéria s vy$§im pofadovym ¢islem uz nemaji vétsi vliv na
celkovy vysledek. V takovém pfipadé je mozné pouzit modifikované Ivanovic¢ovi odchylky,
kde je misto korela¢niho koeficientu dosazen koeficient determinace ijx = ri2. Modifikace
tohoto vzorce zavadi do vysledku vliv daleko vétsiho poctu dil¢ich kritérii. Tento vzorec je
dalezity predevSim u ptipadi, kde vetsi mnozstvi kritérii ovliviiuje kvalitu hodnoceného
pfedmétu. V téchto piipadech lze pouzit vzorec:

L i=1
DI = —|x1f; wul Z—'x”:_x"f| [ Jea- r2an
1 i=z I k=1

3)

3 KOMPARACE MODELOVYCH SITUACI

Pro aplikaci teorie si autofi zvolili podnik, ktery ma ve vlastnictvi 3 malé vodni elektrarny.
V ramci podniku doSlo v minulosti ke 3 nasledujicim stavim:

Stav 1, ktery spociva v:
e navySeni kratkodobého financniho majetku o 5%,
¢ navyseni dlouhodobého hmotného majetku o 5%.

Stav 2 nastane v ptipadé¢, kdy dojde ke:
e snizeni vykonu o 5%,
e sniZeni kratkodobého financniho majetku o 10%.

Stav 3 nastane v piipadé:
e zvySeni vykonu o 5%,
¢ snizi dlouhodobych zavazkl o 10%.

V ramci vypoctil je provedena komparace vyse uvedenych stavii pomoci hodnotové analyzy
a Altmanova Indexu.

3.1 Pocatecni stav
Hodnoty uvedené v tabulce 1 Pocate¢ni stav vychazi z Gcetnich vykazi podniku provozujici
3 malé vodni elektrarny. Tyto hodnoty slouzily jako pocatecni udaje. V Clanku je dale

pocitano s jiZz upravenymi hodnotami dle jednotlivych stavi, viz kapitola 3.

Tabulka 1: Pocate¢ni stav; Zdroj: Vlastni zpracovani

Kritérium Slovni popis m.j. m.j.
K1 NWC tis. K¢ 683,00
K2 Ucetni hodnota zavazka tis. K& 6 927,00
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Kritérium Slovni popis m.j. m.j.
K3 EBIT tis. K& 1 899,00
K4 Aktiva celkem tis. K¢ 9 086,00
K5 Ucetni hodnota VK tis. K& 2 099,00
K6 Zadrzené zisky tis. K¢ 1 099,00

3.2 Vstupni matice

V fadcich jsou uvedeny vzestupné podle dilezitosti jednotliva kritéria vstupujici do

vvvvvv

kapitdl (NWC) a naopak jako nejméné dulezité kritérium byly zvoleny zadrZené zisky.
K volb¢ dilezitost kritérii doSlo na zakladé diskuze autorti. Sloupce tvofi jednotlivé vzniklé
stavy (1 az 3).

Tabulka 2: Vstupni matice; Zdroj: Vlastni zpracovani

Kritérium Slovni popis m.j Stav
pop - Stav 1 Stav 2 Stav 3
K1 NWC tis. K& 724,35 683,00 305
K2 Ugetni hodnota tis. K& 7 320,40 6 844,30 6 342,60
zavazku
K3 EBIT tis. K& 1 899,00 169,60 2 105,40
K4 Aktiva celkem tis. K& 9 479,40 8 796,90 8 708,00
K5 Ucetni hodnota VK | tis. K& 2 099,00 1 892,60 2 305,40
K6 Zadrzené zisky tis. K& 1 099,00 896,20 1 305,40

3.3 Fiktivni matice

V tadcich jsou uvedena kritéria a ve sloupcich varianty feseni. V kazdém tadku z tabulky 2
Vstupni matice se vybere nejhorsi hodnota zkoumaného kritéria. Tato hodnota se napise do
fiktivni matice (viz tabulka 3).

Tabulka 3: Fiktivni matice; zZdroj: Vlastni zpracovani

Kritérium Slovni popis m.j. Stav
Stav 1 Stav 2 Stav 3
K1 NWC tis. K¢ 305,00 305,00 305,00
K2 Ucetni hodnota zavazka tis. K¢ 6 342,60 6 342,60 6 342,60
K3 EBIT tis. K¢ 169,60 169,60 169,60
K4 Aktiva celkem tis. K¢ 8 708,00 8 708,00 8 708,00
K5 Utetni hodnota VK tis. K¢ 1 892,60 1 892,60 1 892,60
K6 Zadrzené zisky tis. K¢ 896,20 896,20 896,20

3.4 Matice absolutnich hodnot (d)

V tabulce 4 jsou znazornény absolutni rozdily d hodnot kritérii vstupni matice od hodnot
Kritérii fiktivni matice.

-124 -



Tabulka 4: Matice absolutnich hodnot d; Zdroj: Vlastni zpracovani

Kritérium Slovni popis m.j Stav
Pop J Stav 1. Stav 2. Stav 3.
K1 NWC tis. K& 419,35 378,00 0,00
K2 Ucetni hodnota zavazka | tis. K¢& 977,80 501,70 0,00
K3 EBIT tis. K¢ 1729,40 0,00 1935,80
K4 Aktiva celkem tis. K¢ 771,40 88,90 0,00
K5 Ugetni hodnota VK tis. K¢ 206,40 0,00 412,80
K6 Zadrzené zisky tis. K¢ 202,80 0,00 409,20
3.5 Vypocet smérodatné odchylky (s)
Smeérodatna odchylka vychazi z tabulky 4.
| ]
ST %
(4)
Kde:
S je smérova odchylka,
n je pocet variant,
dp je aritmeticky primér stanoveny ze souctu rozdilt pro jednotlivda d, = 1;2 d,
y je ¢len vyjadreny jako: y= %E d®,
d je absolutni rozdil vy¢isleny v tabulce 4.
Tabulka 5: Vypocet smérodatné odchylky s; Zdroj: Vlastni zpracovani
Kritérium |  Slovni popis m.j. d, dp’ y S
K1 NWC tis. K¢ | 265,783 | 70640,780| 106246,141| 188,694
ko |Uetmihodnota .o pil 493167 243213,361| 402598,577| 399,231
zavazki
K3 |EBIT tis. K¢ | 1221,733| 149209255 | 2240046.09 | g7 o6
K4 Aktiva celkem tis. K& | 286,767 | 82235,121| 200987,057 | 344,604
K5 Ugetni hodnota VK |[tis. K& | 206,400| 42600,960| 71001,600| 168,525
K6 Zadrzené zisky tis. K¢ | 204,000| 41616,000| 69524,160| 167,057
3.6 Matice podilia d/s

Matice podila je zndzornéna v tabulce €. 6. V fadcich jsou uvedena kritéria Altmanova indexu
a ve sloupcich jsou uvedené jednotlivé varianty.

Tabulka 6: Matice podili d/s; Zdroj: Vlastni zpracovani

Kritérium Slovni popis m.j. Varianty
Stav 1. Stav 2. Stav 3.
K1 NWC tis. K¢ 2,222 2,003 0,000
K2 Ucetni hodnota zavazki tis. K¢ 2,449 1,257 0,000
K3 EBIT tis. K¢ 1,992 0,000 2,230
K4 Aktiva celkem tis. K¢ 2,239 0,258 0,000
K5 Ucetni hodnota VK tis. K¢ 1,225 0,000 2,449
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K6 ZadrZené zisky

tis. K¢

1,214

0,000

2,449

3.7 Vypocet kovariace w

Vypocet kovariace ,,w* vyjadiuje vzdjemnou zavislost jednotlivych kritérii mezi sebou.

V tabulce €. 7 jsou ve sloupcich vyjadreny ¢initele z, u, w, které predstavuji:

z — soucet soucinu rozdilt d porovnavanych kritérii K v jednotlivych variantach,

U — soucin aritmetickych praméru rozdilu do porovnavanych kritérii,

w — kovariace, coz predstavuje rozdil mezi Cinitelem z a w.

Tabulka 7: Vypocet kovariace w; Zdroj: Vlastni zpracovani

Dvojice 1

kritérii ZZEZ“‘:‘M; U= dp X dp w=z-u

K1- K2 199894,343 131075,481 68818,863
K1- K3 241741,297 324716,358 -82975,061
K1 - K4 119030,263 76217,801 42812,463
K1- K5 28851,280 54857,680 -26006,400
K1- K6 28348,060 54219,800 -25871,740
K2 - K3 563669,107 602518,156 -38849,049
K2 - K4 266292,017 141423,761 124868,256
K2 - K5 67272,640 101789,600 -34516,960
K2 - K6 66099,280 100606,000 -34506,720
K3 - K4 444686,387 350352,396 94333,991
K3 - K5 385348,800 252165,760 133183,040
K3 - K6 380950,560 249233,600 131716,960
K4 - K5 53072,320 59188,640 -6116,320
K4 - K6 52146,640 58500,400 -6353,760
K5 - K6 70258,560 42105,600 28152,960

3.8 Vypocet korela¢niho koeficientu (r)

Korelacni koeficient je statistickd mira vzajemné zavislosti kritérii. Vyjadiuje se jako podil
kovariace w a souc¢inu S, smérodatnych odchylek s, pro dvojnici porovnavanych kritérii.
Vypocet korela¢niho koeficientu je proveden v tabulce 8.

S — soucin smérodatnych odchylek ,,s* (tab. 4) dvou porovnavanych kritérii.

I — je korelacni koeficient.
t — je ¢len pro vypocet diskriminujiciho Cinitele

Tabulka 8: Vypocet korelacniho koeficientu r; Zdroj: Vlastni zpracovani

Dvojice kritérii 5 =5 x5 r = ; t=1-|rl
K1 - K2 75332,3839 0,9135 0,0865
K1-K3 163785,4085 -0,5066 0,4934
K1-K4 65024,6529 0,6584 0,3416
K1 - K5 31799,6073 -0,8178 0,1822
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Dvojice Kkritérii 5 = s; X85 = ; t=1—|rl
K1- K6 31522,6918 -0,8207 0,1793
K2 - K3 346530,5527 -0,1121 0,8879
K2 - K4 137576,5345 0,9076 0,0924
K2 - K5 67280,3250 -0,5130 0,4870
K2 - K6 66694,4383 -0,5174 0,4826
K3 -K4 299114,7728 0,3154 0,6846
K3 - K5 146278,8636 0,9105 0,0895
K3 - K6 145005,0463 0,9084 0,0916
K4 - K5 58074,3573 -0,1053 0,8947
K4 - K6 57568,6374 -0,1104 0,8896
K5 - K6 28153,3232 0,999987 0,000013

3.9 Vypocet diskriminujiciho Cinitele I

Diskriminujici Cinitel I se vypocte pro kazdé kritérium jako soucin ¢lenit t. Vypocet je
proveden nasledovné:

I, proK1=1
I, pro K2 =ty
I3 pro K3 =113 X ta3

l4 pro K4 =114 Xtog X tgy
|5 pro K5 = f15 X tog X t35 X tss
lg pro K6 = t16 X tog X t35 X tag X t56

Tabulka 9: Vypocet diskriminujiciho ¢initele I; Zdroj: Vlastni zpracovani

Kritérium Slovni popis [
K1 NWC 1,0000000
K2 Ucetni hodnota zavazkt 0,0860000
K3 EBIT 0,4380000
K4 Aktiva celkem 0,0220000
K5 Ugetni hodnota VK 0,0071100
K6 Zadrzene zisky 0,0000001

3.10 Vysledna matice pro stanoveni odchylky D

Posledni tadek v tabulce 10 ptedstavuje Ivanovicovu odchylku. Odchylka se pro danou
variantu stanovi jako soucet odchylek jednotlivych kritérii. Ivanovi¢ova odchylka vyjadiuje
celkovou uzite¢nost varianty hodnoceného predmétu D = U.

Tabulka 10: Vypocet Ivanovi¢ovi odchylky; Zdroj: Vlastni zpracovani

Kritérium Slovni popis Stav
Stav 1. Stav 2. Stav 3.
K1 NWC 2,22238324 | 2,00324518 | 0,00000000
K2 Ugetni hodnota zavazkt 0,21176790 0,10865612 0,00000000
K3 EBIT 0,87282980 0,00000000 | 0,97700007
K4 Aktiva celkem 0,04835778 0,00557299 0,00000000
K5 Ugetni hodnota VK 0,00870288 0,00000000 | 0,01740576
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K6 | Zadrzené zisky

0,00000011

0,00000000

0,00000022

Ivanovifova odchylka (D)

3,35500000

3,36400000

2,11700000

3.11 Vyhodnoceni optimalniho FeSeni

V posledni ¢asti vypoctu je tieba stanovit miru efektivnosti E, viz tabulka 11, ktera se vy¢isli
U

dle vzorce & = ¢, kde u vyjadiuje celkovou uZite¢nost a ¢ vyjadiuje vykony.
Tabulka 11: Stanoveni miry efektivnosti; Zdroj: Vlastni zpracovani
Stav
Stav 1. Stav 2. Stav 3.
U=D 3,364 2,117 0,994
C 4,128 3,922 4,334
E=U/C 0,815 0,540 0,229

3.12Vypocet Altmanova indexu pro jednotlivé stavy

Vypocet Altmanova indexu pro jednotlivé stavy, které jsou popsany v kapitole 3, vychazi ze

vzorce (1) z kapitoly 2.

Tabulka 12: Vypocet Altmanova indexu pfi jednotlivych stavech; Zdroj: Vlastni zpracovani

Vstupni parametry Stav 1 Stav 2 Stav 3
NWC 724,35 683,00 305,00
Aktiva celkem 9479,40 8 796,90 8 708,00
ZadrZené zisky 1 099,00 892,60 1 305,40
EBIT 1 899,00 1 692,60 2 105,40
U¢. hodnota VK 2 099,00 1 892,60 2 305,40
U¢. hodnota zavazkl 7 320,40 6 844,30 6 342,60
Altmantv index 2,526501 2,423444 2,724865

Z tabulky 12, kde jsou provedeny vypocty Altmanova indexu pro jednotlivé stavy, je patrne,
ze pti Stavu 1 doslo K situaci, kdy se podnik nachazel v tzv. ,,8edé zon¢* pii hodnoté 2,527.
V ramci Stavu 2 dosahoval Altmantiv index hodnoty 2,423, coz znamend, Ze se podnik
nachazel opét v Sedé zoné, stejné jak je tomu v prvnim piipadé. Ve 3. Stavu dosahoval
Altmantv index hodnoty 2,725, coz znamena, ze se podnik nachazel v uspokojivé finan¢ni
situaci.

4 ZAVER

Autofi clanku si dali za cil ovéfit pomoci hodnotové analyzy nejvyhodnéjsi financni situaci
podniku. V prvni ¢asti ¢lanku pouzili autofi kritéria, vstupujici do Altmanova indexu, do
vypoctové tabulky Ivanovicovi odchylky. Tato kritéria se 1iSi v zavislosti na dil¢ich zménach
V podniku, vyjadienych ve formé¢ stavi. V druhé ¢asti autofi spocitali Altmantv index pro
jednotlivé stavy v podniku. Z vysledki vyplyva, ze pomoci Ivanovi¢ovi odchylky nejsme
schopni dostate¢né piesné vyjadrit financni situaci firmy a stim spojenou nejoptimalné;jsi
variantu z jednotlivych stavii. Tato skuteCnost souvisi s jiz samotnym sestavenim matice,
ktera byla sestavovana na zdkladé expertniho posouzeni. Ddle je tfeba upozornit na
skutecnost, ze kazdy podnik je ve své podstaté origindl a po vypoctu Ivanovicovi odchylky
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nelze tvrdit, Ze stanovené hodnoty jsou pro podnik nejlepsi, ackoliv tato odchylka pocita
s nejlepSi moznou variantou.
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RODOVA PROBLEMATIKA NA TRHU PRACE. PRIPAD
SLOVENSKEJ REPUBLIKY

GENDER ISSUE IN THE LABOUR MARKET. THE CASE OF THE
SLOVAK REPUBLIC

René Pawera, Zuzana Smehylova

Abstrakt

Hlavnym cielom tohto ¢lanku je pochopit’ podstatu problému a manazment rovnosti
prileZitosti Zien a muzov na trhu prace v Europskej unii a analyzovat’ stc¢asnu situaciu v
Slovenskej republike. Stucasny slovensky trh prace vykazuje zndmky oZivenia v roku 2014,
ale nezamestnanost’ zostava aj nad’alej vysoka. Demotivujlci prvky v systéme socidlnych
davok, boli zniZené a niektoré pozitivne vysledky boli ziskané pri zniZzovani nezamestnanosti
mladych l'udi, ale dlhodoba nezamestnanost’ zostava velkou vyzvou. Navyse, Slovensko ma
jednu z najvyssich rodovych rozdielov v odmetiovani v celej EU-28.

KUrucové slova: rod, nerovnost, trh prace, mzda

Abstract

The main objective of this article is to grasp the essence of the gender issue and management
of equal opportunities in the labor market of the European Union and analyze its current
situation in the Slovak Republic. The current Slovak labor market showed signs of recovery
in 2014, but unemployment remains high. Disincentives in the social-benefit system have
been reduced and some positive results have been obtained in reducing youth unemployment,
but long-term unemployment remains a major challenge. What is more, Slovakia has one of
the highest gender pay gap in the EU-28.

Keywords: gender, inequality, labour market, wage

1 SLOVAK LABOR MARKET

Slovakia's recovery from the economic crisis was one of the strongest and fastest in the EU,
but the recovery of domestic demand lingered as both private consumption and investment
stayed below their 2008 levels in real terms. In 2014, domestic demand recovered and growth
gathered more pace. (Vojtech, 2013)

According to the Commission 2015 Winter forecast, real GDP grew by 2.4 % in 2014, as
compared with 1.4 % in 2013. Both private consumption and investment rebounded after
several years of decline. (Stachov4, P., Suplata, M., 2013)

The export from Slovakia to EU represents over 80 % and total export to European countries
exceeds 90 %. The volument of exports to OECD countries is above 85 %. Such a
concentration of the export structure may influence the vulnerability of the Slovak economy.
(Jancikova, 2014).

The unemployment rate decreased slightly in 2014 but remains above the EU average (12.5 %
vs 9.9 % in the EU-28 in December 2014) and is mostly structural and long-term in nature.
Weak labour demand and a low number of vacancies, in conjunction with one of the lowest
labour turnovers in the EU, give rise to one of the highest long-term unemployment rates in
the EU (10 % vs 5.1 % in the EU-28 in 2013). (European Commission, 2015)
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Figure 1. Unemployment rates in Slovakia
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Source: OECD, 2014.

The labour market is a major weakness of Slovakia, and growth is hampered by poor
employment prospects. Unemployment in general, for the young and the share of long term
unemployed are high (Table 1).

Table 1. Labour Market Performance in Slovakia

Slovakia OECD (average)
Total (15-64) 14.0 8.1
Long term 8.9 2.7
Youth (15-24) 34 16.1
Women 14.6 8.2
Old (55-64) 11.2 5.7

Source: OECD, 2014.

Slovakia has the highest long term unemployment rate among the OECD countries. This may
have long lasting effects and raise concerns about the prospects of job-searchers. School-to-
job transition is not working well and the segmented school system does hinder more
youngsters to acquire employable skills. (OECD, 2014)

The employment rate for women (20-64) remains well below the EU average (53.4 % vs 58.8
% in 2013). Estimates show that increasing women’s labour force participation to the EU-15
average could increase Slovakia’s GDP by 1.6 percentage points (26).

The gender employment gap for young women (20-29) remains high and the impact of
parenthood on female employment increased in 2013 and is among the highest in the EU. The
employment rate for women (25-49) with children below six years of age is under 40 %,
while it is 83 % for men of the same age and marriage status, reflecting the insufficient
provision of good quality and affordable childcare services and relatively lengthy parental
leaves. (OECD, 2014)
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2 WOMEN IN THE LABOR MARKET

According to the Council of Europe, the equality between women and men means “equal
visibility, equal power and equal participation of men and women in all spheres of public and
private life (Council of Europe, 1998)

This phenomenon of income inequalities between men and women is continuing, even though
women’s employment rates, job opportunities and levels of education have increased in all
States, and despite the fact that girls do better than boys at school and make up the majority of
those completing higher education. (European Commission, 2010)

The pay gap issue is complex, and has many causes. The aim of this report is to highlight the
factors explaining the pay gap in the European Union. Those factors mainly reflect
inequalities between men and women on the labour market.

Eliminating the pay gap, and consequently eliminating professional inequalities between men
and women, remains a major challenge, not only in order to achieve the objective of equality
between men and women, but also to ensure smart, sustainable and inclusive growth and to
attain the European Union’s objectives of economic and social cohesion and a high level of
employment. (Stefancova, 2014)

Discrimination against women is evident when we look at the statistics and analysis of gender
differences. The most common indicator which measures the difference in wages between
men and women in the EU is called "Gender pay gap".

The Gender pay gap equals to:

M = average gross male pay
F = average gross female pay

The gender pay gap is the difference between men’s and women’s pay, based on the average
difference in gross hourly earnings of all employees. On average, women in the EU earn
around 16% less per hour than men.

The gender pay gap varies across Europe. It is below 10 % in Slovenia, Malta, Poland, Italy,
Luxembourg and Romania, but wider than 20 % in Hungary, Slovakia, Czech Republic,
Germany, Austria and Estonia. (EUROSTAT, 2012)

Although the overall gender pay gap has narrowed in the last decade, in some countries the
national gender pay gap has actually been widening (Hungary, Portugal). The gender pay gap
exists even though women do better at school and university than men. (EUROSTAT, 2012)

On average, in 2012, 83 % of young women reach at least upper secondary school education
in the EU, compared to 77.6 % of men. Women also represent 60% of university graduates in
the EU. (EUROSTAT, 2012)

Table 2. Gender pay gap 2012 (GPG) EU-28. The countries with the biggest GPG in the EU

EU member state The highest ratio of GPG
1. Estonia 30
2. Austria 23,4
3. Germany 22,4
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4, Slovakia 215
S. Hungary 20,1
Source: Eurostat

The impact of the gender pay gap means that women earn less over their lifetimes; this result
in lower pensions and a risk of poverty in old age. In 2012, 21.7 % of women aged 65 and
over were at risk of poverty, compared to 16.3 % of men. (Filo, Levicky, 2010)

The overall employment rate for women in Europe is around 63 %, compared to around 75 %
for men aged 20-64. Women are the majority of part-time workers in the EU, with 34.9 % of
women working part-time against only 8.6 % of men 5.

This has a negative impact on career progression, training opportunities, pension rights and
unemployment benefits, all of which affect the gender pay gap (EUROSTAT, 2012)

Table 3. Gender pay gap 2012 (GPG) EU-28. The countries with the lowest GPG in the EU

EU member state The lowest ratio of GPG
1. Malta 6,1
2. Poland 6,4
3. Italy 6,7
4. Luxemburg 8,6
5. Romania 9,7

Source: Eurostat

The gender pay gap in Slovakia is above the EU average despite the higher educational
attainment of women compared to men in Slovakia and is linked to gender inequalities in the
labor market and longer career breaks.

2.1 The main reasons for unequal treatment

Discrimination in the workplace. In certain cases, women and men are not paid the same
wages although they carry out the same work or work of equal value. Discrimination is
prohibited under EU law, but are unfortunately still present in some workplaces.

Different jobs, different sectors. Women and men carry out different jobs and often work in
different sectors. Sectors where women are in the majority have lower wages than those
dominated by men.

Workplace practices and pay systems. Women and men are affected by different workplace
practices, such as access to career development and training. This so-called “glass ceiling’
prevents women from reaching the highest paid positions.

Few women in senior and leadership positions. Women are under-represented in politics and
in the economy.

Gender roles and traditions. Gender roles and traditions shape women’s and men’s roles in
society from a very early age.

Balancing work and family responsibilities. Women work shorter hours and often part-time in
order to combine their family responsibilities with paid work. (European Commission, 2014)
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Greater equality between men and women would bring benefits to the economy and to society
in general. Closing the gender pay gap can help to reduce levels of poverty and increase
women’s earnings during their lifetimes.

This not only avoids the risk of women falling into poverty during their working lives, but
also reduces the danger of poverty in retirement.

2.2 Slovak women on the labor market

The gender pay gap in Slovakia is above the EU average despite the higher educational
attainment of women compared to men in Slovakia and is linked to gender inequalities in the
labor market and longer career breaks.

According to a survey (mojplat.sk, 2014%), women in Slovakia would have to work two hours
a day more to make the same amount of money as Slovakian men.

Figure 2. Average monthly salary by age groups
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According to the survey mojplat.sk, the average gross monthly salary in Slovakia was € 846
in 2014. Men earned € 946, women 18% less (€ 775).

Women lag behind in each age group (Figure 2). The smallest pay gap between men and
women is in the group of fresh graduates with 10.5 %. The major differences are in the age
categories 25-54 years. The biggest difference in gross wages between the sexes is in their
forties, up to 24 % with 231 euros difference per month.

Even if Slovak women are well-educated, the difference does not stop growing. Women earn
less despite good education. With increasing education, wage differences even increase. They
are highest for people completing their tertiary education (PhD), where the difference is up to

! Data collection conducted between 2012-2014, data are evaluated on a sample of 1,659 observations for a
population of 17 to 69 years.
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21 % (235 euros). The smallest difference between women and men, 9.8 % (€ 58) are among
the Slovaks with basic education. (mojplat.sk, 2014)

The pay gap between men and women exists despite the high proportion of women with
higher education. The labor market does not provide women the same opportunities as men.

Figure 3. Average monthly salary by completed education
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The differences between men and women also rise because of the longer working hours for
men. They work an average 42.5 hours per week, while women about 1.8 hours
less. However, even if we take into account this difference, hourly wage for women is lower
by 14.5 %.

According to the survey mojPlat.sk, women are discriminated as mothers with children, the
average wage of ,,mothers* is 723 euros, while childless women have a wage of 80 euros
higher.

Women are becoming a particularly disadvantaged group in connection with pregnancy and
maternity. Employers in women involves higher costs associated with less time flexibility and
mobility in childcare.

Women-mothers during maternity or parental leave lose contact with their work. It affects the
lower setting of wages, but also reduced the chances career, or selecting employees by the
employer to further education or training.

The principle of equal pay for equal work is necessary, but by itself is not enough. For real
equality of opportunity, it is necessary to ensure an equal distribution of tasks between men
and women in the care of the family and household. Only then will women be able to fulfill
their career plans as men do.

3 CONCLUSION

We have been reviewed the current situation of women in the labor market of the Slovak
republic.

Women have rising expectations for their working lives and, if companies want to attract the
best talent, equality at work is a must. It is essential to creating quality jobs and a highly-
motivated workforce.
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Quality jobs, in turn, are crucial to building a positive working environment where all workers
are valued for their work. Employers can benefit from using women’s talents and skills more
effectively, for example by valuing women’s skills and through introducing policies on work-
life balance, training and career development.

Companies that build equality plans and strategies into their workplaces create the best
workplaces for everyone, male or female, to work in diversity. Having a positive working
environment helps a business to attract customers, improve performance and boost
competitiveness.

Workers who feel more confident and valued for the tasks they carry out are also more likely
to be innovative and productive at work.
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VYSKYT META-KOGNITiVNYCH OMYLOV VO VZTAHU KU
VYBRANYM KOMPETENCIAM A INTELIGENCII

OCCURENCE OF META-COGNITIVE BIASES IN RELATION WITH
SELECTED COMPETENCES AND INTELLIGENCE

Rébert Modransky, Valéria Parova
Abstrakt

LCudskd mysel musi vediet do akej miery Siahajl okrem jej inteligencie aj zrucnosti,
kompetencie a readlne moznosti ktoré su jej k dispozicii. AvSak vybudovat si adekvatnu
predstavu o rozsahu svojich schopnosti a schopnosti ostatnych, znamena mat’ vedomosti o
existencii javu, porozumiet’ mu, mat’ dostatok predoslych skusenosti a kvalifikaciu. Nie vzdy
vsak ¢lovek disponuje tymito informaciami, o ma tendenciu viest’ ku skresl'ovani hodnotenia
svojho aj cudzieho vykonu. Znalostou tohto iluzérneho seba-nadhodnocovania, ktoré je
prikladom meta-kognitivneho omylu m6Zeme dospiet’ ku mnohym zlepSeniam v pracovnom
zivote, zru¢nostiach a schopnostiach. Autori opisuju suhrn zisteni vybranych experimentov,
ktoré sa snazili poodhalit pozadie dramatickych dopadov vyvolanych nespravnym
ohodnotenim svojich schopnosti, ¢i vlozenie dovery do rik nespravnej osobe.

Krucové slovd: kompetencie, meta-kognitivne omyly, Better than average efekt, Dunning
Kruger efekt, iluzorna nadradenost

Abstract

The human mind needs to know the degree which extend beyond its intelligence and skills,
competencies and real possibilities that are available to it But to build up an adequate idea of
the extent of their capabilities and skills of other means to have knowledge of the existence of
the phenomenon, understand it, have plenty of previous experience and qualification. Not
always, however, a person has this information, which tends to result in wrong assess of own
performance and performance of others. By acquiring knowledge about this illusory self-
superiority bias, which is a common example of meta-cognitive error we can come to many
improvements in own working life, skills and abilities.Authors describe a summary of
findings within selected experiments that sought to reveal the background of dramatic effects
caused by the incorrect assessment of one”s skills, or repose to wrong person.

Key words: competence, meta-cognitive errors, Better than average effect, Dunning Kruger
effect, illusory superiority

1. META-KOGNITIVNE OMYLY A ICH PREJAVY

Dovodom publikacie tohto ¢lanku je snaha autora o popularizaciu idey, ktord sa modze
povazovat’ za univerzalny psychologicky konStrukt a zaroven pri¢inu pocetnych zlyhani a
nekompetentnosti v kazdodennom Zivote. Tento fenomén sa prejavoval pocas celej historie,
no z hl'adiska vedeckého pristupu bol definovany a podrobeny vyskumu len relativne neddvno
- na prelome 20. a 21. storoc¢ia. V roku 1999 americki behavioralni ekonoémovia Justin Kruger
(University of Illinois) a David Dunning (Cornell University) publikovali legendarnu Stadiu,
pricom ku jej vypracovaniu ich viedol kontroverzny pribeh svojrazneho bankového lupica
McArthura Wheelera. Tento muz pocas jedného dna vylupil dve banky bez akejkol'vek
znamky maskovania pred bezpecnostnymi kamerami. Prirodzene, eSte v ten deii ho na zaklade
zaznamov z videokamery policia zatkla, no pocCas zasahu sa McArthur Wheeler neobvykle
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cudoval. Podl’a jeho svedeckej vypovede, sa okrem doznania ku spachaniu lipezi riesil aj jeho
spOsob prevedenia. McArthur sa podl'a svojej vypovede polial citronovou $t'avou, o ktorej bol
presvedCeny, ze kyselina rozostri kontiry jeho tvare a ochrani ho pred identifikdciou
pomocou kamerového systému.

Na prvy pohlad moéze ist o komickdl prihodu, no je mozné na fenomén nazerat aj
psychologicky, pricom vSak znalost' existencie tohto fenoménu moéze potom analogicky
nejednej osobe, manazmentu, ¢i celej organizacii pomoct pripomenut, ako predchadzat
neuspechu, alebo priam Uplnej katastrofe sposobenej vioZzenim dovery do rdk nespravnemu
¢loveku. Dunning a Kruger (1999) na zéaklade uvedeného prikladu vyvodili tri hlavné zavery.
Prvé dva neprindsaju Ziadne zasadne novinky - skor argumentuju, Ze v mnohych oblastiach
I'udského Zivota je ku uspechu a saturdcii potreby nutné mat’ znalosti, popripade vediet’,
akymi stratégiami a pravidlami je potrebné sa riadit’. Nie vSetky znalosti povedu jedinca ku
spravnym reakcidm a vytvoreniu spravnych vzorcov spravania, naopak mozu dostat’ psychiku
cloveka do patovej situacie, alebo zviezt’ na scestie, ako tomu bolo v pripade ,,citrénového*
maskovania. KontroverznejSim a pre prax viac doleZitejSim zaverom, je tretia idea
vyplyvajlica z pribehu. Ak st l'udia nekompetentni v stratégiach, ktoré prijimaju za ucelom
dosahovania Uispechu, obt'azkajl sa spravidla na nevedomej irovni dvojitym bremenom.
Nielenze dospeji ku chybnym zéverom, ale ich nekompetentnost’ ich okradne o moznost’ si
tento fakt uvedomit’. Chybny dojem, Ze Cinia spravne teda pretrvava. KI'aicovym elementom je
teda existencia tych schopnosti, ktoré je potrebné vlastnit’ ku osvojeniu kompetencii su
nevyhnutné, aby doty¢nd osoba mohla spravne posudit’, Ze kona sam nespravne, alebo konaju
nespravne osoby v jeho okoli. Preto bolo potrebné empiricky overit’ akym sposobom l'udia
sami seba hodnotia v réznych oblastiach schopnosti a zruénosti, aku tlohu v tom zohrdva
vlastna uroven danych schopnosti a zru¢nosti a ak s vystaveni porovnavaniu - ¢i st jedinci
schopni svoj odhad prehodnotit. Vysledky viacerych S$tadii hovoria jasne v prospech
existencie tohto fenomeénu, teda predpoklad sa nemyli. Z analyzy vyplyva, ze [ludia,
dosahujuci nizSej urovne v danej schopnosti maji vSeobecnu tendenciu uroven svojich
vlastnych schopnosti nadhodnocovat. Naopak Tl'udia, ktori dosahuju vysokej trovne maju
tendenciu sa podhodnocovat. Zaroven - l'udia s niZSou uroviiou horsie odhaduju drovne
druhych a ak st vystaveni porovnavaniu vysledkov svoje hodnotenie prili§ nemenia. Cudia s
vySSou uroviiou svojich schopnosti a zrucnosti zaroven maji tendenciu hodnotit’ vykony
ostatnych presnejSie, resp. nadhodnocuju vykony inych a po porovnani vysledkov svoje
hodnoty upravujd. Fenomén tak ziskal svoje oznac¢enie Dunning Krugerov efekt. U odbornej
verejnosti ziskala Stadia znacny ohlas a na tato tému boli vytvorené viaceré replikacie a
alternativne interpretécie.

K svojej pévodnej stadii pristupovali Dunning a Kruger (1999) s celkom Styrmi tézami. Po
prvé, Ze nekompetentni jedinci v porovnani s kompetentnejSimi vrstovnikmi dramaticky
nadhodnotia uroven svojich schopnosti a vlastny vykon v tilohach vzhl'adom k objektivnym
kritériam. Po druhé, Ze nekompetentni jedinci budt trpiet’ nedostatkom metakognitivnych
schopnosti, ¢im budi menej schopni nedostato¢nou kompetencii rozpoznat’ ako pri sebe, tak
aj u druhych. Po tretie nekompetentni jedinci budd po porovnani s ostatnymi menej schopni
ziskat’ pohl'ad na svoju kompetenciu, ktory by viac zodpovedal realite tym, ze nebudt schopni
rozpoznat” uroven kompetencie u ostatnych, nebuda schopni ziskat informaciu, ktora by
mohli uzit’ k prehodnoteniu vlastnej tirovne. Po Stvrte, Ze nekompetentni jedinci budd méct
ziskat' realnejsi pohlad na svoju uroven kompetencie paradoxne tim, Ze sa stanu
kompetentnejSimi, ¢iZze ziskaji potrebné metakognitivne schopnosti nutné k tomu, aby si
svoju niz§iu trovenn uvedomili. V celkovo Styroch experimentalnych ulohach tcastnici seba
hodnotili v troch odlisSnych schopnostiach a zru¢nostiach: humor, logické uvazovanie a
anglicki gramatiku. Problematiku humoru sami experimentatori spochybiiuju. K ucelom
experimentu bol vytvoreny test, ktory meral, nakol’ko sa zhoduje vnimanie humornosti
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jednotlivych testovych poloziek respondentmi v porovnani s hodnotiacim ramcom
zostavenym skupinou profesionalnych komikov. Autorsky kolektiv priznava nizku reliabilitu
a spornost otazok, preto sa sekciou nebudeme blizSie zaoberat. VysSiu exaktnost’ uz
predstavovala druha Gloha obsahujuca logické uvaZzovanie ktoré obsahovalo hned’ dve série
uloh.. Na rozdiel od spornych poloZiek testu pre humor mal test pre logické uvaZovanie
vyhodu v tom, ze mal jasne danu spravnu odpoved’. Anglick4d gramatika bola tretou tilohou
respondentov Anglickd gramatika je vSak oblast, ktord vyzaduje znalost’ kulturneho a
empirického podtextu, preto sa pre charakter ¢lanku a jeho koncentraciu na aspekty fluidnej
inteligencie javi ako nevhodna. Analyza dat testov logiky zozbierand D. Dunningom a J.
Krugerom poukazala na fakt, Ze mnohi sucasni l'udia nie su zbehli v detekcii limitov svojich
situacnych vedomosti a odbornosti. V skutoCnosti si l'udia v mnohych socidlnych a
intelektualnych poliach pdsobnosti neuvedomuju svoje nedostatoéné kompetencie. Stadium
predpokladaného hypotetického socialno-psychologického javu ukazalo prekvapivo vysoku
frekvenciu vyskytu nadhodnocovania odbornosti a talentu, pricom si subjekty experimentov
spravidla mysleli, Zze konaji spravne, no v skutocnosti bol ich objektivhe merany vykon
relativne zly.

2. NEZNALOST OSOBNYCH LIMITOV SVOJEJ KOMPETENCIE

Na konci predndsSky psychologie zadali vyskumnici 141 Studentom S3pecifické logické
experimentalne Ulohy do zapoctovej previerky. PresnejSie sa jednalo o vyplnenie testu
obsahujlceho dvadsat’ vybranych otazok namierenych na logické uvazovanie (LSAT), ktory v
zamori slizi ako komparaény test pre prijimacie konanie v pravnych odboroch. Tesne pred
odchodom Studentov z triedy Dunning a Kruger pozbierali reakcie respondentov, ktori pred
opustenim miestnosti uéinili tri odhady - examinatori zist'ovali:

a) Ako Studenti odhadli svoje vykony - do akého percentilu sa sami zarad’ujt. b) Individualny
odhad ich hrubého skore dosiahnutého v teste- kol'’ko otazok budi mat’ spravne. ¢) Subjekty
mali nakoniec odhadnit’ mieru zvladnutia preberanej latky spominaného kurzu ostatnymi
pokusnymi osobami, ktoré sa zacastnili na ulohach. Obrazok ¢.1 zobrazuje data ziskané z
odhadov miery zvladnutia preberanej latky ostatnymi. V grafickej forme autori rozdelili
respondentov na Styri skupiny (kvartaly) v zavislosti od ich objektivheho akademického
vykonu (kazdy kvartal predstavoval rozdelenie vzorky po 25% - od 0s6b z najniZzSou
uspesnost'ou v previerke po najvyssiu). Ako mbézeme vycitat’ z uvadzaného grafu, Studenti s
hodnotenim v najnizSom kvartali mali tendenciu vysoko nadhodnocovat’ svoj vykon v teste.
V niektorych pripadoch $lo o skutoéne vysoko nadhodnotené odhady - Studenti, ktori ziskali
iba dvanast’ percentné hodnotenie popisovali svoje 0sobné hodnotenie az na 60%. Obrazok 2.
poodhalil podobny vzorec vykonov - tentokrat s hodnotami hrubého skore v previerkach
nadhodnotili respondenti svoje vykony o priblizne 30%.

Uvéadzané pripady nepatria medzi ojedinelé. Subjekty experimentu boli v podobnych
prieskumoch testované s intenciou zistit a zmerat' ich schopnost’ logického myslenia,
gramatickeho prejavu a detekciu humoru v texte. Autori po analyze primarnych dat prisli k
nazoru, ze subjekty mali v akcentovanej miere tendenciu vysoko precefiovat Svoje
percentualne umiestnenie v komparacii s rovesnikmi (v niektorych poloZzkach dotaznika
priblizne o 40 - 50 percentualnych bodov), respektive prechovavali domnienku, Ze vykonovo
predbehnti vacsinu svojich rovesnikov, no v skutoCnosti boli oni tymi, ktorych ostatni
predbehli (Kruger & Dunning, 1999).
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Obrazok 1 Individualne vnimanie percentualnych hodnét miery zvladnutia (odhad osvojenia)
preberanej latky kurzu ostatnymi respondentmi a odhady vysledkov (vykonu) v previerke ako
funkcie objektivne hodnoteného vykonu (vysledkov previerky).
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Obrézok 2 tento krat s hodnotami hrubého skoére (max. hodnota = 45) v previerkach
zobrazuje, ako respondenti (poor performers) nadhodnotili svoje vykony o priblizne 30%,
pricom osoby podavajuce najvysSie vykony (top performers) maji tendenciu podcenovat
svoje akademické uspechy.

Samozrejme je tato hypotéza spojend s paradoxom: Ak osoby so slabym vykonom (poor
performers) mali zru¢nosti potrebné na rozliSenie spravneho od chybného, tak by tiez v prvom
rade mali aj schopnosti vyhniit’ sa slabému vykonu. Uz by neboli inkompetentni. Aj napriek
tomuto paradoxu sa examinatori pokusili podrobit’ hypotézu experimentdlnemu testovaniu
(Kruger, Dunning, 1999). Na zaciatku §tidie boli pokusné osoby testované v ramci ich
schopnosti vyrieSit' stanoveny typ logického problému. Nebolo prekvapenim, Ze najmenej
Uspesni rieSitelia poriadne nadhodnotili svoj vykon v teste. Potom, v druhej faze Studie dostala
zhruba polovica pokusnych os6b mini lekciu o tom, ako rieSit’ stanoveny typ logického
problému, ¢im ziskali (z okolia) kompetenciu a zru¢nost' potrebni pre metakognitivne
rozhodovanie o spravnosti resp. nespravnosti odpovedi. Po nahliadnuti a preskimani svojich
vypovedi v povodnom teste poskytli respondenti (absolventi lekcie a ¢iastocne aj jedinci z
pomedzi 0s6b so slabym vykonom) markantne presnejSie seba-hodnotenie ako mali pévodne.
Ich reakciou pri konfrontacii s vlastnym zlyhanim byvalo casto pomerne kruté seba-
odsudzovanie, resp. zniZenie sebavedomia v oblasti vSeobecnej schopnosti logickeho
uvazovania, no aj napriek tomu potvrdzovali, Ze mini lekcia posilnila ich rozumové
schopnosti (neoslabila ich).
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3. REPLIKACIE A ROZSIRENIE DUNNING KRUGER EFEKTU

Dunning Kruger efekt sa dockal hned niekolkych replikdciou a pokusov o alternativne
vysvetlenie javu. Napriklad Pavol, Robertson a Harrison (2012) vykonali replikaciu pévodnej
Studie v prostredi leteckej Skoly. Najskor otestovali Studentov na gramatické znalosti, kde
Studenti prakticky odkopirovali scenar z Dunning- Krugerovho pristupu. V druhej faze potom
mali Studenti odhadovat’, ako skdrovali v leteckych skuskach, ktoré sluZia ako kritérium pre
udelenie pilotnej licencie.

Aj v tejto faze skorovali ve’'mi podobne, rozdiel priemerov odhadu a skuto¢ného skére bol v
spodnom kvartali podobne signifikantny, ako vo faze, ked’ sa testovala gramatika. Autori z
tejto Stadie implikuju praktické pouzitie vedomosti skreslenia seba hodnotenia, akym je
,,Better than average* efekt a Dunning-Krugerov efekt, pretoZe licencovany pilot, ktory si je
isty kompetenciami, ktoré v skuto¢nosti neovlada, moze predstavovat’ vel'ké bezpecnostné
riziko. Sami autori Dunning a Kruger sa zt¢astnili tvorby rozSirujdcich stuadii na tému (2008),
v ktorych sa vyjadruji k moznym alternativnym explandciam efektu. Hlavnd explanécia
povodnej Studie stoji na téze, Ze nekompetentni Tudia postradaju st mnoZinu
metakognitivnych schopnosti na to, aby si svoju nizku urovenn kompetencie uvedomili.
Oponentov nasli autori v rétorike Muellera a Kruegera (2002), ktori vidia hlavné vysvetlenie
v kombinécii ,,Better than average* efektu (BTA, resp. BTAE) a regresie. Better than average
efekt je jeden z Castych javov, pri ktorom sa jedinec dopusta skreslenia pri seba hodnoteni
(Alicke, 1985, Krueger, 1998, Gunther, 2009). Tendencia hodnotit’ sa nad ramec priemeru
bola identifikovand v rade psychologickych aj interdisciplindrnych vyskumov v oblasti
osobnostnych ¢it (Alicke, 1985, Brown, 1986; Gunther, 2009) resp. schopnosti (Campbell,
1986). Odbornici sa zhoduju na interpretacii, Ze BTA odrazZa iracionalne myslenie, pretozZe pre
vacsinu l'udi nie je logicky mozné, aby boli lepsi nez priemer (Taylor, Brown, 1988). Krueger
a Mueller tvrdia, Ze kombinacia BTA a regresie moze vysvetlit’ asymetrické chybové odhady
a demonstruju svoje uvaZzovanie o regresii na Galtonovej ilustracii otca a syna (Galton, 1886).
Ked’ sa nasledujuca generacia stava vysSia postavou, najmensi otcovia maju synov, ktori su
omnoho vy$8i nez oni, avSak najvyssi otcovia st len o nieCo malo vyssi nez ich synovia.
Manipulacia s moderatormi mdze byt obcas komplikovand. pre ucely Stadie zvolili mierne
odlidny systém hodnotenia. Testovanie prebiehalo pomocou pocitatového programu, v
ktorom respondenti rieSili test, ktory sa skladal z podobnych dloh, ako v pripade Studie
publikovanej Dunningom a Krugerom. pri Glohach nasledne respondenti rovno ur¢ili, nakol’ko
su si svojou odpovedou isti na Skale 1-8. Na rovnakej Skale potom odhadovali svoje
presvedéenie o tom, ¢i by vdcSina univerzitnych Studentov otdzku zodpovedala sprévne.
respondentov bolo ndhodne rozdelenych do skupin podla zlozitosti testu. Podl'a autorov bola
jednoduchsia verzia na drovni tej, ktord bola pouzitd Dunningom a Krugerom pri Glohach
hodnotiacich logické uvazovanie. Z vysledkov vyplyva, Ze respondenti nadhodnocovali svoju
kompetenciu iba v pripadoch, kedy bol test zloZity. Napriek tomu vSak pri jednoduchSom
teste odhadovali svoj vykon na vyssom percentile, ako pri zloZitejSich tlohach.

Vysledky novsej Stadie boli zrovnané s pbévodnymi vysledkami Dunninga a Krugera.
Nasledne boli rozdelené do jednotlivych kvartalov a podobne ako v legendarnej Stadii
vysledky naznaCovali jasny trend, teda ze horny kvartdl sa v hodnoteni podhodnocuje a
spodny kvartal nadhodnocuje. Ulohy metakognitivnych schopnosti (oznaené Kruegerom a
Mullerom ako socialna projekcia) sa vSak nepotvrdila, naopak oponovala nedostatkom v
definicii meta-kognitivneho pristupu. Metodika nedokazala jednozna¢ne vysvetlit' existujuce
rozdiely i vo vnatornych kvartaloch. Krueger a Muller sa priklanaju ku vysvetleniu fenoménu
pomocou kombinéacie ,,Better than average” efektu a regresiou k priemeru pomocou
opakovaného merania. Opakovanym meranim sa vysoké a nizke skore pribliZuju ku priemeru,
vel’kost regresného efektu je proporcionalna ku velkosti rozptylu chyb a extremicite
pdvodného skore.
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Na oponentiru Kruegera a Mullera (2002) reagovali autori povodnej Stidie Dunning a Kruger
(2002) spochybnenim reliability testu a metddy, ktort sme si rozobrali vySSie. Zaroven booli
odmietnuté tvrdenia o moznosti interpretacie dat pomocou Better than average efektu v
kombinécii s regresiou generovanou odhadovo nespravnou Kkalibraciou mediatora
metakognicie a socialnej projekcie. Autori Dunning a Kruger v komplexnej3ej Stadii, ktora
vySla v roku 2008 (Ehrlinger a kol, 2008) pridali rozSirenia teorie, i experimenty z
praktického aspektu vytvorené na baze realnych kompetencii ako je debata, strel'ba, znalosti
faktov a ucebnej latky. Prvé rozsirenie v Studii (celkove zo Styroch), sa tykalo testovacieho
néstroja, kedy autori testovali schopnost’ odhadnat’ mieru svojich schopnosti v teste, ktory bol
znamkou hodnotenou stucastou psychologického kurzu, ¢im manifestoval readlnu motivaciu
Studentov

Zaroven sa zbieranie dat opakovalo po piatich tyzdnoch, kedy Studenti pisali d’alsi test. Tohto
porovnania vyuZili na overenie predikcie Kruegera a Muellera (2002), ¢i sa opakovanym
meranim posund extremne hodnoty blizSie k priemeru. Predikcia sa vSak nepotvrdila. V
alternativnom experimente pridali vyskumnici motivaciu finanénym ohodnotenim.
Respondentmi experimentu boli Sportovci v streleckych disciplinach (Tap a Skeet), do akej
miery dokazu odhadnit’ svoju schopnost’ spravne odpovedat’ na testové otazky, tykajuce sa
bezpecnosti zbrani. Uloha mala dve varianty, pri prvej davali ako odmenu za spravny odhad
kompetencie 5 dolarov, v druhej variante 100 doléarov. Z vysledkov viak vyplyva, Ze vyska
odmeny nemala vplyv na presnost’ odhadu vlastnych schopnosti. Roz$irend Studia ponukla
odpovede aj na niektoré otazky tykajlce sa zdrojov nepresnosti v odhadoch a regresnou
analyzou bolo vypocitané do akej miery dokazu l'udia ohodnotit’ svoje vlastné odhady o vyske
skore svojich testov a ,,priemerného ¢loveka® v komparécii s ostatnymi. Vysledky naznacuju,
ze participanti byvaji obetou nespravneho presvedCenia o svojom vlastnom vykone
kompetencie, ako tym, Ze by nespravne uchopili hodnotenie vykonu ostatnych.

Burson a kolektiv (2006) vytvorili replikéaciu, ktor obohatili o dve Urovne naro¢nosti Gloh. V
pripade T'ahsich Gloh vysledky kopirovali tie, ktoré priniesla pévodna Studia Dunninga a
Krugera. Pri tazsich otazkach vSak rozdiel poklesol a asymetria vysledkov zmizla. V ramci
publikdcia vytvorili eSte dve experimentdlne situécie, obe kopirovali vysledky tej prvej.
Vystupom z ich replikécie bolo predstavenie teoretického modelu (noise-and-bias model),
nazvaného model hluku a skreslenia, ¢o mozno chapat’ ako formu skreslenia odhadu a
znizenia miery jeho kvality, spdsobeného nadmernou zlozitost'ou testovanych tloh. Krajc a
Ortmann (2008) kritizuju Dunning Krugerovho pévodnu Stadiu prevazne kvoli ich orientaciu
na respondentov z radov Studentov. Studenti Cornellovej univerzity, ktori tvoria vacsinu
respondentov Dunningovych a Krugerovych Stadii, su vo vSeobecne povazovani za elitu a
Uzky, teda neodrédzaju realne naroky kladené na reprezentativnost’ vzorky, resp. suboru.
Alicke (1985) referuje, Ze reprezentativn plosna Stadia vykonana v roku 1976 v Spojenych
Statoch americkyc (Scholastic Aptitude Test) prevedena na takmer jednom milione Studentov
odhalila, Ze 70% zo vSetkych skimanych Studentov umiestnilo svoje hodnotenie nad median
(tj. vrchnych 50 %) vo vodcovskych schopnostiach, 60% nad medianom vo svojich
atletickych schopnostiach a 85% z nich hodnotilo nad median svoju schopnost’ dobre
vychadzat’ s druhymi. ESte prekvapivejSie je zistenie, Ze az 25% Studentov v uvedenej Stadii
samych seba hodnotilo, Ze patria medzi najlepSie 1%.

Ina Studia (Cross 1977) uvadza podobné hodnotenie vykonané na jednej z fakult prestiznej
Statnej univerzity vo federdlnom State Nebraska, kde az 95% fakulty oznadili nad median
svoju schopnost’ ucit’ a 68% oznacili, Ze ich schopnost’ u¢it’ patri medzi vrchnych 25%
(Swenson 1981). Studentom, ktorym boli dané nespravne proporcie poétu inych $tudentov
angaZujdcich sa v pozitivnom spravani (ako napriklad spolupraca). V skuto¢nosti boli tieto
nespravne parametre tymi istymi Cislami, ktoré ti isti Studenti pouzili na popis svojho
vlastného spravania v Studii, ktord prebehla niekolko tyzdiov pred tym. Stale sa popisovali
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pozitivnejSie v pozitivnom spravani ovela CastejSie ako ,,priemerny* Student (Alicke a kol.
2001) Studenti manazmentu konzistentne precefiovali svoje schopnosti. V jednom
marketingovom cviceni napriklad naznacovali Ze hypoteticka firma, ktorej manazérmi predaja
mali byt, by rychlo predbehla etablovani konkurenciu a vykonni predajcovia dokonca
predpovedali nadmerny Uspech (Larwood a Whittaker 1977).

88% z americkych a 77% zo $védskych Studentov strednych $kol sa v otdzke bezpecnosti za
volantom domnievalo, ze patria do skupiny nad pat'desiatym percentilom (Swenson 1981
Ludia maju tendenciu verit’, Ze vic¢Sie mnoZzstvo pozitivnych zZivotnych sktisenosti (napr. mat
nadpriemerne inteligentné diet’a, ¢i to, Zze sa doziji vysokého veku) a mensSie mnoZstvo
negativnych Zivotnych skudsenosti (byt” obetou trestného ¢inu, alebo vazne ochoriet)sti pre
nich viac pravdepodobné v porovnani s inymi 'ud'mi (Helweg-Larsen a Sheppard, 2001;
Weinstein, 1980; Weinstein a Klein, 1995). Tento nerealisticky a nadmerne optimisticky
pohlad je rozsireny, aj ked’ v redukovanejSej podobe na druhych, ktori st blizko prepojeni s
osobou jedinca ako su napriklad priatelia, znami, rodinni prislu$nici, preferované spolo¢nosti
a organizacie a podobne. (Regan a kol. 1995). Na dbvazok, l'udia zaroven preceniuju ich
schopnost’ predpovedat’ budicnost’ (Vallone a kol. 1990) a podcetiuju ako dlho im bude trvat’
urobit’ rézne tlohy (Buelher a kol. 1994). Aby toho nebolo malo, experimenty poukazuju na
fakt, Ze T'udia maju tiez tendenciu preceiiovat’ presnost’ ich osobnych socidlnych predikcii
(Dunning a kol. 1999).

4. METAKOGNITIVNE PROCESY A ICH VAZBA NA
INTELIGENCIU

Dunning a Kruger v svojej pbvodnej Studii argumentuju, Ze spravne sebahodnotenie
kompetencie zavisi na metakognitivnych schopnostiach. V tejto perspektive s akcentom
vzt'ahu s inteligenciou prichadza so zaujimavymi vysledkami autorskd dvojica Veenman a
Spaas (2004a), ktori skumali previazanost duSevnych schopnosti a metakognitivnych
psychickych aspektov v oblasti vyvoja a ucéenia. Autori poloZili prieskumnl otazku a
overovali si hypotézu, ¢i je metakognitivne hodnotenie intelektudlnych Cinnosti spité s
vlastnou troviiou inteligencie. Veenman a Spaas (2004) merali vztah metakognitivnych
procesov pocas rieSenia matematickych dloh a nameranym skore dosiahnutym v
inteligen¢nom teste u Ziakov prvého a druhého stupna zdkladnej Skoly. To moze naznacovat,
Ze sa metakognitivny vyvin u dietata vyvija vedla inteligencie, ale nemusia byt’ na seba
nutne naviazané. Tiez zistili, Ze metakognitivne schopnosti su silnejSim prediktorom vykonu
pri uceni ako uroven vseobecnej inteligencie. TUto tedriu potvrdzuju aj u d’alsej vyskumy so
star§imi det'mi, mladistvymi a univerzitnymi Studentmi Veenan a kol.,(2004).

Zaujimavym je tvrdenie Albrechta (2006) v suvislosti so socidlnou inteligenciou, podla
ktorého socidlna inteligencia zahffia viac nez len byt sam sebou. Je to tieZ o schopnosti
skuto¢ne spojit’ sa s inymi I'ud’'mi, ¢o vyzaduje nutntt ddvku empatie a sucitu. PoCas skimania
inteligencie sa vytvoril uZsi aSirSi pojem inteligencie. V uzSom chapani je inteligencia
vnimana ako dispozicia k mysleniu. V SirSom chapani je to schopnost’ ziskavat’ a uplatiovat’
skusenosti. (Nakonecny, 2009)

Kazdy clovek disponuje urcitymi vrodenymi a menitelnymi zlozkami inteligencie. V tomto
kontexte R. B.Cattell (1950, in Ri¢an, 2010) rozlisuje dve zlozky inteligencie: Fluidnd —
vrodenq, ktord sa vyznacuje pruznostou, bystrost’ou, ktorou nas dokdzu prekvapit’ uz aj deti.
Fluidna inteligencia vekom rapidne stupa, svoj vrchol dosahuje okolo 14-teho roku Zivota
apo 20-tom roku zacina klesat. Krystalicki — ziskanG napr. vzdelanim. Krystalicka
inteligencia stupa ovela dlhsie u l'udi, ktori su intelektovo ¢inni aj po 50-tom roku Zivota.
Vel'mi dolezita oblast’ pri predikcii a vysvetl'ovani spravania ¢loveka tvoria interpersonalne
situécie, prezivanie tychto situécii a spravanie sa ¢loveka v tychto situaciach, resp. zvladanie
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a rieSenie problémov, v ktorych najddlezitejsim faktorom je faktor socialneho kontaktu I'udi,
socialnych konfliktov, presadzovania vlastnych zdujmov, ovladania, manipulovania ludi.
(Birknerova, Frankovsky, 2011) Thorndike (1920, in Nakone¢ny, 1998, s. 104) odlisil od
vSeobecnej inteligencie tzv. socialnu inteligenciu, ktort zadefinoval ako ,,schopnost’ mudreho
jednania v medziludskych vztahoch.” WNakone¢ny (2009) spresnil vztah vseobecnej
inteligencie a socialnej inteligencie, kde plati to, Ze ak niekto ma vysoku uroven vSeobecnej
inteligencie, eSte neznamen4, Ze disponuje aj rovnako vysokou sociélnou inteligenciou. Autor
upozorfiuje na to, ze podstatou socidlnej inteligencie su Specifické verbalne, behavioralne
a percepcné schopnosti, predovsetkym schopnost’ psychologicky primerane posudzovat’ iné
osoby, primerane jednat’ s druhymi atd’.

Na vzajomnu stvislost’ medzi socialnou a vSeobecnou inteligenciou reagovala aj VVagnerova
(2010, s. 263), podla ktorej ,,aroven socialnej inteligencie nemoze byt zdsadne odlisnd od
celkovej urovne rozumovych schopnosti daného jedinca, pretoZe iona zavisi na schopnosti
adekvatnym sposobom uvazovat’ a ucit’ sa zo skusenosti.”

5. IMPLIKACIE ZISTENI V KONTEXTE KOMPETENCIi VODICA
OSOBNEHO MOTOROVEHO VOZIDLA

Mozno ste tento jav spozorovali aj Vy - Soférujete vo svojom aute, idic za svojim cielom, a
naraz, pocas toho ako vchadzate do krizovatky sa z ni¢oho ni¢ objavi auto - Ak by ste
nezabrzdili, bola by to kolizia. Pytate sa sami seba - preco povolia takymto individuam pohyb
po cestach? Klasicka Studia je predstavena Swensonom (1981), ktory skumal Studentov vo
Svédsku a v Spojenych §tatoch, poziadal uéastnikov prieskumu porovnat’ ich bezpeénost’ a
zrucnost’ v jazdeni v osobnom automobile v porovnani ostatnymi I'udmi v experimente.
Skuste sa zastavit’ a chvilu porozmyslajte, ako by ste najpravdepodobnejsie odpovedali vy
sami.Ked sa pozrieme na vysledky Swensonovej Stadie je jasné, Ze sa prejavuje ista forma
skreslenia. Vysledky totiz odhal'uju, ze 60% z americkych Studentov radi svoju bezpecnost’
pri Soférovani medzi najbezpecnejsich 20%. V pripade Soférskych zrucnosti - takmer cela
(93%) americka vzorka a 69% Svédskej vzorky zaradzuje svoje vlastné zru¢nosti ku vrchnym
50%. Swenson prizvukuje, Ze: ,byt medzi vrchnymi 50%* je odlisné, ako byt ,,nad
priemerom®. Uvadzané priklady st dnes zndme ako iluzia nadradenosti (illusory superiority,
alebo superiority bias) Uvedeny fenomén sa ¢asto v anglickej literatdre, ktord sa meta-
kognitivnymi omylmi v minulosti najviac zaoberala vyskytuje pod oznaCeniami ,,Lake
Wobegon effect”, ,,Better-average-effect (efekt nadpriemernosti) a ,,Iluzérna nadradenost™
(Illusory superiority), vSetky oznaCenia poukazuju na kuriézny atriblt mysle - casto
neuvedomené prehananie toho, co vieme a bagatelizovania resp. zlahcovanie miery SVOjej
vlastnej nevedomosti o ideach, ktoré nevieme resp. nepozname. Problematiky savisi s
nerealistickym (iluzornym) vnimanim svojich schopnosti, ¢i atributov osobnosti a s témou
kognitivnych omylov.

Zatial’ ¢o Swenson skimal dimenzie zru¢nosti a bezpe¢nosti, ina Stadia skimala hodnotenia
ucastnikov prieskumu v oOsmych réznych dimenziach sdvisiacimi so Soférovanim
(McCormick a kol., 1986). Uastnici mali o sebe prezradit, kde sa ,,nachadzaju* na $kale
medzi: nebezpecny - bezpetny ; ohladuplny - bezohladny atd. Z celkového poctu 178
examinovanych 0s6b, len minimum odpovedi bolo pod priemerom a pre niektoré merania
vysledky ukazali, Zze valna véacSina sa hodnotila nad priemerom. Ak by sme vzali vSetkych
osem dimenzii do Uvahy - takmer 80% o0s6b dimenzie svojho Soférskeho vykonu hodnotilo
ako vykony nad priemerom ,,priemerného* Soféra. Inym, eSte mocnejSim argumentom
podporujucim existenciu metakognitivnej iluzornej nadradenosti mozno detegovat’ v studii,
ktord inSpirovala Swensona k jeho vyskumu. Preston a Harris (1965) zbierali data formou
rozhovoru s 50 Soférmi, ktori boli v nemocnici po autohavarii - v 34 pripadoch bola
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autohavéria zapri¢inena ich chybou. V pisanom ohodnoteni svojich vlastnych zrucnosti si
sami dali rovnako oslnivé seba-ohodnotenie ako ini Soféri.

V praktickom Zivote cestnej premavky sa dopady iluzérnej nadradenosti manifestuji tym, Ze
Soféri nie su dostato¢ne obozretni. Podl'a Lewina (1982) len 10-15% cestnych neh6d ma svoj
povod ¢isto v mechanickom faktore, alebo vo faktore okolia, ¢i kombindacia tychto faktorov.
Ostatnych 85 - 90% su spdsobené bud T'udskou chybou (nedostatok zrucnosti, alebo
pozornosti), alebo kombinéciou faktorov. Dal3ou manifestaciou je, Ze $oféri ignoruju znacenie
tykajice sa bezpecnosti jazdy, lebo si myslia, Ze je zamerana viac na ,,podpriemernych®
Soférov ako na nich. Daldim moznym a frekventovanym skreslenim v hre je ilizia kontroly
(illusion of control), pri ktorej maja Soféri nerealistické o¢akavania o ich schopnosti vyhnat
sa nehode. Ide tiez o formu meta-kognitivneho omylu. McKenna (1993) zist'oval u subjektov
prieskumu do akej miery je pravdepodobné, ze by zapriCinili odlisné spdsoby autohavarii.
Niektoré z tychto scenarov zahfnali situacie, kedy ma Sofér mnozstvo kontroly (napr.:
,,Nehoda, sp6sobend narazenim Vasho vozidla do zadnej ¢asti vozidla stojaceho pred vami®).
Iné nehody niesli charakter nizkej kontroly nad situaciou (napr.: ,,Nehoda pri ktorej iné
vozidlo vrazi do zadnej casti Vami Soférovaného auta.” Vystupy ukazali, Ze scenare, kde ma
Sofér viac kontroly nad situaciou st menej pravdepodobné, ¢o znamena, ze Soféri si myslelli,
ze ich vlastna schopnost’ vedenia osobného motorového vozidla nie je pravdepodobnym
doésledkom automobilovej havarie.

Clanok poskytuje nahlad do problematiky meta-kegnitivnych skresleni, ktoré stoja za
mnozstvom nespravnych rozhodnuti a skresleni. Ich pritomnost’ pocitujeme v kazdodennom
Zivote, ale aj v Specializovanych Ukonoch tykajdcich sa manaZzmentu, alebo napriklad
vodicskych, ¢i inych potrebnych kompetencii. Uvedené fenomény je potrebné akceptovat’ ako
mozny zdroj kognitivnych omylov, nakol’ko sa zda, ze stoja za neadekvatnym
interpretovanim reality spdsobenym skreslenim. Ich nasledky vSak m6zu mat’ d’alekosiahle
negativne dopady, preto je potrebna osveta v problematike, ¢im sa tieto metakognitivne javy
zaroven mozu CiastoCne eliminovat’. Tematika si vyZaduje hlbSiu analyzu do buducnosti, lebo
jej dopady v praxi su obrovské, no v Europe ma jej vyskum zatial’ len sporadicky charakter.
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VYBER ZAMESTNANCE - KLICOVA ZMENA V ZIVOTE PODNIKU

SELECTION OF AN EMPLOYEE - KEY CHANGE IN LIFE OF A
COMPANY

Zbynék Jeribek

Abstrakt

Clanek vychazi z dat, ktera byla autorem sbirdna v pribéhu tfinacti let, celkem od 188
uchazecli o zaméstnani na obchodni pozici ve velkoobchodni spole¢nosti. Je piedstavena
mysSlenkova linie zdrojovych dat, provedena jejich kategorizace na vystupni hodnoty a
pouZita input - output analyza. Zdrojova data a vychodiska jsou konfrontovana s autory
obdobnych vyzkumii. Vzhledem k rozsahu vyzkumu budou po tomto uvodnim clanku
nasledovat dalsi ¢lanky zamétfené na jeho jednotlivé Casti.

Klicova slova: vyber zaméstnance, kategorizace vyberu, délka pracovniho poméru, povyseni

Abstract

The article is based on the data, which was collected by the author throughout the last thirteen
years, from 188 applicants for an employment in a wholesale company. In the text the line of
thoughts of the resource data is introduced, their categorization on account of the outcome
values is executed and the output-input analysis is used. Resource data and the outcomes are
confronted with the authors of similar researches. Due to the extent of this research other
articles will succeed the initial one, aiming at each individual part of it.

Key words: employee selection, categorization of selection, length of employment, promotion

1 UVOD

Vybér kazdého zaméstnance je klicovou zménou v podniku ovliviiujici jeho hospodaiské
vysledky. Ro¢né podniky vynakladaji obrovské sumy na vybér svych zaméstnancti. Bohuzel
ziejmé svym soustfedénim se na predmét podnikdni pozaduji pouze vysledek a to vybér
zamestnance na konkrétni pozici. Mnohem méné pozornosti je soustiedéno na definovani
pozice, kterou podnik potfebuje obsadit a na zlepSeni vybérového fizeni (Wright, 2011).
Autor se setkdva i1 ve své praxi s tim, ze podniky opakuji stejné chyby pii vybérovych
fizenich. Neanalyzuji fadné ani zadani ani proces vybéru zaméstnance, délaji stejné chyby pfi
svych rozhodnutich (Sutherland, 2011). Pfitom v souvislosti s nespravnym vybérem
zaméstnance vznikaji podniku ptimé ndklady. Omyly a kompromisy, které podniky béhem
svého ptisobeni na trhu ud¢laly, se pak projevi béhem krize, kdy je piehodnocovana ucelnost
vynakladani veskerych vydaju, tedy i na jednotlivé zaméstnance (Jefabek, 2013).

Autor Clanku se ve svém vyzkumu zaméiuje na vybérova fizeni na obchodni pozice ve
velkoobchodni spole¢nosti. Pripravuje proces sbéru dat o uchazecich, standardizuje strukturu
pohovoru s uchaze€i, definuje co nejvice vypovidajici vystupni hodnoty, které jsou
samoziejm¢ také v centru zdjmu podniku. Na tyto vystupni hodnoty se pak zaméfuje nejen
jako odpovédna osoba za nabor zaméstnancii, ale také jako vyzkumnik, ktery ovétuje
relevantnost celého postupu.

Segmentacni kritéria jsou Cerpana z zivotopisii, Stavové otazky zaméfené na zjisténi
pokrocilosti v pouzivani obchodniho procesu jsou pokladany béhem osobniho pohovoru.
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Obdobn¢ zjistovaci otazky zaméfené na rozpoznani piedpokladii pro vybér optimalniho
uchazece jsou pokladany na osobnim pohovoru.

Délka vyzkumu, tfinacti let, umoziuje testovat na vystupnich hodnotach jednotliva kritéria a
ziskat tak informace pro praxi i vyzkum. Osobni Uc€ast autora na pohovorech s uchazeci o
zaméstnani usnadiiuje autorovi praci pii interpretaci dat.

2 CIL PRACE A METODIKA

Cilem c¢lanku je konfrontace zdrojovych dat a vychodisek s autory ¢lankd a vyzkumi na
obdobna témata, zpiisob jejich zpracovani a vyhodnocovani.

Data byla sbirdna pii vybérovych fizenich na obchodni pozice ve velkoobchodni spole¢nosti
od 188 uchazecii a jejich kariéra byla tfinact let sledovéna. Zdrojem dat pro segmentacni
kritéria jsou zZivotopisy uchazecli o zaméstnani. Ostatni data byla ziskana z odpovédi béhem
piijimaciho pohovoru. Uchazec¢im byla kladena stejna sada otazek zaméfend na zjisténi
pokrocilosti v pouzivani obchodniho procesu a na rozpoznani piedpokladid pro dosazeni
vystupnich hodnot, ktera byla podnikem vyZadovana.

Byla provedena kategorizace zdrojovych dat na vystupni hodnoty a pouZzita input - output
analyza (Leontief, 1986).

3 TEORETICKA VYCHODISKA

Mira pravdépodobnosti uspésné kariéry uchazede o zaméstnani by se méla disledné zjist'ovat
jiz pii vybérovém fizeni (Ababneh 2013, Fahed 2012, Klupakova 2013). Spravné vybraného
uchazece je mozné dale vzdélavat a rozvijet tim jeho kompetence (Owen 2012, Plaminek
2011, Zounkova 2013). U vysSich pozic je vhodnym zplisobem rozvoje a ziskdvani
kompetenci koucovani (Jefabek 2014, Owen 2012, Whitmore 2009). Chyby pfi vybérovych
fizenich podniky Casto opakuji, neanalyzuji netuspéch svych manaZzera, ktefi tato vyberova
fizeni potradaji. Sutherland (2011) ve svém vyzkumu uvadi, Ze se podniky pohybuji v
zaCarovaném kruhu, jehoz pocatecni pfi¢inou je Spatny vybér zaméstnance a dusledkem je
snizeni konkurenceschopnosti kviuli jeho nizkému vykonu, ktery sniZzuje vynosy podniku a
zvysuje naklady na opakovany proces vybéru a adaptace uchazece.

3.1 Kategorizace segmentacnich Kritérii

Pomoci segmentacnich kritérii byla zakladni data rozdélena dle véku, pohlavi, vzdélani a
praxe na obdobné pozici. Data byla ziskéna z Zivotopisti uchazecti. Hodnota IQ byla pocitana
na zakladé testu zaméfreného na vSeobecnou inteligenci (Kolektiv autorti, 2003). Do tabulky
¢islo 1 byla doplnéna vstupni data.

Tabulka €. 1: Segmentacni kritéria, cast tabulky zdrojovych dat

Uchaze¢/Kritérium Segmentacni kritéria
Popis vek pohlavi | vzdélani | praxe v letech hodnota 1Q
1 25 M S 6 111
2 24 M S 0 124
3 32 M S 5 116
4 35 M S 11 115
5 21 M S 0 121

Zdroj: Vlastni zpracovani
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Respondenti byly rozdéleni do kategorii dle véku do 25 let, 25 az 30 let a vice nez 30 let.
Podle pohlavi na muze a zeny, dle vzdélani na stiedoskolské a vysokoskolské, dle praxe v
letech na kategorii praxe do 2 let a praxe 2 roky a vice. Podle 1Q pak podle vypocitané
hodnoty méné nez 111, 111 az 119 a 120 a vice. Vystupnimi hodnotami je pfijeti/nepfijeti
uchazece, setrvani v podniku mén¢ nez 3 roky a 3 roky a vice, postup v podniku o 1 pozici
nebo o 2 pozice. Vystupni hodnotou mohou byt také hospodaiské vysledky, jak o tom hovofi
Sutherland (2011), coz mize byt méfeno pomérem vykonu celé ekonomiky k ekonomickému
vykonu daného podniku. Vliv na sprdvné rozhodnuti o pfijeti/nepfijeti uchazeée je dan nejen
pouzitou metodou, ale 1 sebereflexi odpovédného manazera (Sutherland 2011). Spravedlivé,
objektivné vyhodnocené vybérové fizeni je dilezité i pro porozuméni piijatych uchazeci, pro
které jde o prvni zkuSenost s podnikem, podle které pak predikuji dalSi chovani podniku a je
tim ovlivnéno jeho vnimani (Ababneh, 2013). Data Zeny/muZi byla testovana na vystupni
hodnoty, véetné postupu o 1 pozici/postup o 2 pozice. Pomérné rozsahly vyzkum na toto téma
provedl v posledni dob¢ také (Schuh, 2014).

3.2 Kategorizace stavovych otazek

Pomérné podrobné se vyzkum vénuje kategorizaci stavovych otazek na pokrocilost uchazece
v obchodnim procesu. Obchodni proces ve firm¢ byl rozdélen do deviti zkuSenostnich stavi
dle pokroéilosti v procesu: stav 1 - vyhledavani kontaktt, stav 2 - planovani cest, stav 3 -
sjednani schiizky, stav 4 - pfiprava na jednani, stav 5 - cile jednani, stav 6 - prace s
obchodnimi podminkami, stav 7 - interni vyjednavani o obchodnich podminkéach, stav 8 -
vyhodnocovani aktivity zadkaznika, stav 9 - zkuSenost s podporou prodeje. Posledni hodnota je

Tabulka €. 2 Deklarovana pokrocilost v procesu, ¢ast tabulky zdrojovych dat

Deklarovana pokrocilost v procesu
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Popis| A/N [1| A/N |[2| A/N |[3]| A/N |[4] A/N |[5] A/N |6] A/IN |7] A/N |8] A/N |9

1 A 1] A |2 A |3] N |3] N [3] A |6] A |7 N |7 N |7| 7
2 N |[0] N |[0] N |[Of N [0Of N |O] N |O] N |[0] N |0] N |0 O
3 N |[0] N |[0] N |Of] N [0f A |[5] N |5] N |5] A [8] A |9 9
4 A |1l A |2] A 3] A |4 A |5] A |6] A |71 A |8] N (8| 8
5 N [0] A |2] N |2 N (2| N |2] N |2] N |[2] N |2] N |2 2

Zdroj: Vlastni zpracovani

nejvyssi dosazenou stavovou hodnotou pro konkrétniho uchazece. V tabulce cCislo 2, ve
sloupce A/N (ano/ne) podle zaznamu vyzkumnika je nebo neni uchazeci pfiznand dosazena
pokrocilost v obchodnim procesu. Timto zptisobem dochazi autor k zdkladni informaci, do
jaké trovné uchaze¢ napliuje tyto kvalifika¢ni pozadavky podniku.

Inspiraci pro definovani téchto stavi je nejen dlouhodobé obchodni zkusenost autora, ale také
publikace autori zamétenych na fizeni (Owen 2012, Plaminek 2011). Na zaklad¢ vysledki z
pohovort byli uchaze¢i rozdéleni do dvou skupin. Skupina zacate€nici, ktera dosahla
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maximaln¢ stavu 3 a skupina pokro¢ili, ktera dosahla vyssi stavové hodnoty nez 3. Kategorie
zacatecnici 1 pokrocily jsou opét testovany na vystupni hodnoty pfijeti/nepfijeti uchazece,
setrvani v podniku méné nez 3 roky a 3 roky a vice, postup v podniku o 1 pozici nebo o 2
pozice. Piedevsim praci s pokroCilymi uchazeéi se vénuje fada autord. Hovofi o subjektivni
pracovni zkuSenosti, potfebé zachovani talentovaného manazerského potencidlu a o citlivém
posuzovani vnitini kariérni orientace zaméstnancu, které poskytuji cenné informace tykajici
se motivu a hodnot fidicich jejich kariéru (Melinde 2010, Klupakova 2014).

3.3 Kategorizace zjiSt’ovacich otizek

Pomoci zjistovacich otazek byly testovany kvalifikacni ptedpoklady jednotlivych uchazeci.
Cilem je co nejvice porozumét kazdému uchazeci (Ababneh, 2013). Bylo investovano
dostatek Casu pro co nejpodrobnéjsi zjisténi profilu kandidata (Melinde 2010). Nejprve byly
na Skéle 1 aZz 5 hodnoceny tyto postoje: zajem, pohotovost, sebevédomi, dynamika, stabilita a
cile. V tabulce ¢islo 3 jsou jednotlivé postoje definovany.

Tabulka ¢. 3 Kvalifika¢ni predpoklady - postoje

Postoj/Skéla 1 2 3 4 5
., uchaze¢ ma <
uchaze? uchaze¢ zna zakladni uchaze¢ ma
p uchaze¢ zna ! informace z . hlubsi informace
ZAJEM . zna pouze . informace « . .
pouze firmua| . prospektt, reklam p . o firme ziskané
(MOTIVACE) . informace , S ziskané z .
pozici . . ziskanych tésné | . S z internetu a
Z inzerétu . internetu a jinych | " e
pred pohovorem . jinych zdroja
zdrojl
uchazeé uchazeé uchazeé uchaze¢ uchaze¢
nevyjmenuje | vyjmenuje vyjmenuje bez vyjmenuje vice | vyjmenuje bez
POHOTOVOST 3 své 3 své vahani 3 své nez 3 své vahani vice nez
pozitivni pozitivni pozitivni pozitivni 3 své pozitivni
vlastnosti vlastnosti vlastnosti vlastnosti vlastnosti
uchazeé
uchaze¢ odpovi: "to y
. . odpovi: by mé&l mél | uchaze¢ odpovi: | uchaze¢ odpovi 1};1}3%60 dbez .
SR "nevim, posoudit | "myslim, Ze ano" | ANO nebo uréité vahani odpov
PP N URCITE
uvidime nékdo
jiny"
uchaze¢ L
ravidelné aktivni
DYNAMIKA uchazet uchaze¢ uchaze¢ < é’rtu.e s dosal | sportovec, v
HOUZEVNATOST, " | nepravidel ravidelné portje a minulosti byl
nesportuje P p osobniho y
SOUTEZIVOST) portu) né sportuje sportuje . y vykonnostni
uspéchu, napf. Snortovec
ubéhl maraton P
o uchaze¢ se
uchazec se L
s zajimd o 2
zajima o 3 pibuzné
pibuzné obor uchaze¢ kromé uchazec se uchazec se
STABI LITA obory mimo mim())/ sportu nemana | zajima alespofi o | zajima alespofi o
(VSESTRANNOST) |  predmt mimo portu nem Jima a‘esp yima a‘esp
I predmét konicky cas 2 rizné obory 3 rizné obory
podnikani |4 iyeang
zameéstnavatel "
e zamestnav
atele
- > - uchaze¢ ma uchazed wr:(l)l(?izrf:éné?lé) Olrl(fe uchaze¢ ma za cil uchaze¢ mé za
CILE (ZIVOTNI rsoks ity | mépouze | 2L 1n§ni o cil uspét v
PLANY) Y rodinng | JVIN#SPT petv zaméstnani +
jiném oboru . musi uspét v zameéstnani A
cile L, rodinné cile
zamestnani

Zdroj: Vlastni zpracovani
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V tabulce Cislo 4 je ¢ast vyplnénych zdrojovych dat dle vyjadieného postoje uchazece.
Tabulka byla vypliiovana dle principu Likertovy skaly.

Tabulka ¢&. 4 Ciselné vyjadieni hodnoty postojti, &ast zdrojovych dat

Postoj/uchaze¢ Zjistovaci otazky - predpoklady
Popis zajem pohotovost | sebevédomi | dynamika | stabilita cile
1 4 5 5 4 5 5
2 5 5 4 3 4 5
3 1 1 3 3 4 2
4 3 1 3 3 4 2
5 4 2 3 3 4 3

Zdroj: Vlastni zpracovani

Kategorizace jednotlivych postoji je provedena tak, Ze se spole¢né vyhodnocuji vysledky na
Skale s hodnotou 4 a 5 jako nejvyhodnéjsi pro podnik, 3 jako neutrdlni a nakonec 2 al jako
nejmén¢ vyhodné pro podnik. I tyto kategorie jsou testovany na vystupni hodnoty
pfijeti/nepfijeti uchazece, setrvani v podniku méné nez 3 roky a 3 roky a vice, postup v
podniku o 1 pozici nebo o 2 pozice.

4 VYSLEDKY A DISKUSE

V tabulce Cislo 5 jsou testovana vstupni data dle véku na vystupni hodnoty. Nejvice ptijatych

Tabulka €. 5 Kategorizace dle v€ku, vystupni hodnoty v %

% z celkového %z
pocet poctu prijatych

méné nez 25 let: 54 | Nepftijato: 17 31,5%

Prijato: 37 68,5%

Prace ve firm¢ mén¢ nez 3 roky: 4 7,4%

Prace ve firmé déle neZ 3 roky: 33 61,1%

Postup o 1 pozici: 25 46,3% 67,6%

Postup o 2 pozice: 17 31,5% 45,9%
25 az 30 let 80 | Nepiijato: 17 21,3%

Prijato: 63 78,8%

Prace ve firm¢ mén¢ nez 3 roky: 9 11,3%

Prace ve firmé déle neZ 3 roky: 54 67,5%

Postup o 1 pozici: 9 11,3% 14,3%

Postup o 2 pozice: 13 16,3% 20,6%
vice nez 30 let: 54 | Neptijato: 27 50,0%

Prijato: 27 50,0%

Prace ve firmé mén¢ nez 3 roky: 16 29,6%

Prace ve firmé déle neZ 3 roky: 11 20,4%

Postup o 1 pozici: 5 9,3% 18,5%

Postup o 2 pozice: 1 1,9% 3,7%

Zdroj: Vlastni zpracovani
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je v kategorii 25 az 30 let 78,8%, v kategorii méné nez 25 let byla dosazena hodnota 68,5% a
pracovali zaméstnanci z kategorie 25 az 30 let 67,5%, dale pak z kategorie méné nez 25 let
61,1,% a z kategorie vice nez 30 let pouze 20,4%. Piekvapivé jsou vysledky na vystupnich
hodnotach postupu. Nejvyssi hodnotu postupu o jednu pozici ma kategorie méné nez 25 let
46,3%, nasleduje kategorie 25 az 30 let 11,3% a vice jak 30 let 9,3%. Postup o dv¢ pozice ma
stejné poradi s hodnotami 31,5%, 16,3% a 1,9%. O vyuziti potencidlu, o kterém hovofi

vekové kategorii.

Vysledky testovani zacatecnikli/pokrocilych na vystupni hodnoty v tabulkach ¢islo 6 a 7
potvrzuje oc¢ekavani vyrazné vy$s$iho procenta piijatych pokrocilych 83,2% proti 51,6% u
zacatecnikli. Obdobné je to zaméstnancti pracujicich ve firmé déle nez 3 roky, kde pokrocili
dosahli 69,5% a zacatecnici jen 34,4%. Postup o 1 pozici dosahlo 22,1% pokrocilych a 19,4%
zacateCnikli. Pfi pfepoCtu na pocet piijatych uchazect vychazi vysledky ve prospéch
zacateénikli s 37,5% vucéi pokro¢ilym s 26,6%. Postupu 0 2 pozice dosahlo 23,2%
pokrocilych a jen 9,7% zacatecniku.

Tabulka €. 6 Zacatecnici, vystupni hodnoty v %

pocet | % z celkového poétu | % z piijatych
zalateénici pocet: 93 | Nepfijato: 45 48,4%
Prijato: 48 51,6%
Prace ve firmé méné nez 3 roky: 16 17,2%
Prace ve firmé déle neZ 3 roky: 32 34,4%
Postup o 1 pozici: 18 19,4% 37,5%
Postup o 2 pozice: 9 9,7% 18,8%

Zdroj: Vlastni zpracovani
Tabulka ¢. 7 Pokrocili, vystupni hodnoty v %

pocet | % z celkového poétu | % z pFijatych
pokroéilych pocet 95 | Nepfijato: 16 16,8%
Prijato: 79 83,2%
Prace ve firm¢ mén¢ nez 3 roky: 13 13,7%
Prace ve firmé déle neZ 3 roky: 66 69,5%
Postup o 1 pozici: 21 22,1% 26,6%
Postup o 2 pozice: 22 23,2% 27,8%

Zdroj: Vlastni zpracovani

Jiz z téchto prvotnich vysledl je ziejmé, ze je dobré, aby se podnik orientoval i na pokrocilé
zamé&stnance a vyuzil jejich potencialu (Melinde 2010). S tim souvisi i délka praxe v oboru,
ktera dosahla mirné lepsich vysledkd. Na druhou stanu dobfe vybrani zacatecnici mohou
dosahnout uspéchu i ve formé postupu.

V tabulce ¢islo 8 je testovan zajem na vystupni hodnoty. Zde jsou nejvyznamnéjsi hodnoty v
kategorii Skaly 4 a 5, kde bylo ptijat dokonce 98% uchazec¢t, 89,1% jich v podniku pracuje
déle 3 roky, o jednu pozici postoupilo 37,6% a o dvé pozice 30,7%.
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Tabulka ¢islo 8 Zajem, vystupni hodnoty v %

%z
celkového
pocet poctu % z prijatych
naskalela?2 45 | Nepfijato: 37 82,2%
nizké hodnoty Piijato: 8 17,8%
Prace ve firm¢é méné nez 3 roky: 45 100,0%
Prace ve firmé déle neZ 3 roky: 0 0,0%
Postup o 1 pozici: 0 0,0% 0,0%
Postup o 2 pozice: 0 0,0% 0,0%
na $kale 3 42 | Neptijato: 22 52,4%
neutralni hodnota Piijato: 20 47,6%
Prace ve firm¢é méné nez 3 roky: 12 28,6%
Prace ve firmé déle neZ 3 roky: 8 19,0%
Postup o 1 pozici: 1 2,4% 5,0%
Postup o 2 pozice: 0 0,0% 0,0%
na skéle 4,5 101 | Neptijato: 2 2,0%
vysoké hodnoty Ptijato: 99 98,0%
Prace ve firm¢é mén¢ nez 3 roky: 9 8,9%
Prace ve firmé déle neZ 3 roky: 90 89,1%
Postup o 1 pozici: 38 37,6% 38,4%
Postup o 2 pozice: 31 30,7% 31,3%

Zdroj: Vlastni zpracovani

Dalsi tabulky zakladnich vystupii neni mozné vzhledem k rozsahu c¢lanku prezentovat.
Zajimavé jsou také vysledky na vystupu muzi/Zeny, kde bylo pfijato 72,7% Zen proti 66,5%
muzd, avsak déle nez 3 roky v podniku pracovalo 52,9% muzt a 48,5% zen. Postup o jednu
pozici dosahlo 21,3% muzt a 18,2% zen, o dv¢ pozice pak 18,7% muzi a pouze 6,1% zen. V
této Casti se vyzkum shoduje S pomérné rozsdhlym vyzkumem, ktery prezentoval Schuh
(2014), kde vysledky jednozna¢né ukazuji na vy3Si vykonnost u motivovanych muzi nez u
zen.

5 ZAVER

Naléhavost spravné porozumét uchaze€i jiz v ramci vybérového fizeny lze povazovat za
zaklad vybéru optimalniho kandidata (Ababneh, 2013). Do vybérového fizeni je tieba
odpovidajicim zpusobem investovat nejen ve smyslu spravného procesu, ale také v ramci
podpory kompetenci manazerti, ktefi tato vybérova fizeni potadaji a délaji rozhodnuti. (Fahed
2012, Jetabek 2014, Sutherland, 2011).

V kategoriich tykajicich se véku bylo dosazeno nejvyssi hodnoty postupu o jednu pozici u
kategorie mén¢ nez 25 let 46,3%, nasleduje kategorie 25 az 30 let 11,3% a vice jak 30 let
9,3%. Postup o dvé pozice ma stejné potfadi s hodnotami 31,5%, 16,3% a 1,9%. O vyuziti
potencialu, o kterém hovoii (Jetabek 2014, Melinde 2010, Whitmore 2009) by tedy podnik
mél uvazovat jiz v nejnizs§i vékové kategorii. Tito zaméstnanci se rychle posouvaji od
kategorie zacatenik ke kategorii pokro€ily a je tedy vhodné se vénovat velmi zéhy jejich
kariéfe. Pii pfepoc¢tu na pocet piijatych uchazecu vychazi vysledky vystupt na postup o jednu
pozici ve prospéch zacateénikti s 37,5% vici pokrocilym s 26,6%.
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Krom¢ standardnich segmentacnich kritérii, ktera vychdzi ze Zivotopisu by se manazeti méli
rozhodovat také dle postojii uchazece (Wright, 2011). Pii testovani kategorii zajem byly
nejvyznamnéjsi hodnoty v kategorii Skaly 4 a 5, kde bylo pfijato dokonce 98% uchazect,
89,1% jich v podniku pracuje déle 3 roky, o jednu pozici postoupilo 37,6% a o dvé pozice
30,7%. Data jsou zpracovana mnohem podrobnéji, ale vzhledem k rozsahu ¢lanku jich neni
moZné vice prezentovat.

DalSim planem autora je vyhodnotit kvalifika¢ni pozadavky, kvalifika¢ni pfedpoklady a jejich
vazby mezi nimi.
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FACEBOOK AS A TOOL OF TECHNOLOGICAL AND NON-
TECHNOLOGICAL MARKETING INNOVATION AND THEIR
PRACTICAL APPLICATION ON THE CZECH MARKET OF
BRANDED GOODS

Jitka Novotova

Abstract

The following paper deals with innovation as one of the most significant subjects of modern
business management. New Internet technologies have entered this problematic with a great
number of tools that could become an eminent asset in innovative initiatives or be perceived
as innovation themselves. Facebook currently represents the most widely used social network
in the world. This article, via case studies presents two possible outlooks on Facebook. From
one perspective, this social network can be understood as an innovative instrument through
which companies can engage their potential and formal customers in various events. On the
second point, Facebook may be used to obtain useful information from customers that can be
subsequently implemented by companies in the process of product or marketing mix
innovation. The aim of this paper is to outline, by analyzing realistic case studies, the
possibilities of Facebook use and application in the field of innovation design by trademarks
both at a theoretical and practical level.

Keywords: branded goods, Facebook, marketing communication, marketing of innovations,
non-technological innovations, technological innovations

INTRODUCTION

Innovation nowadays belongs worldwide among the top areas of interest for managers of both
small and international enterprises. Ever still evolving global market is forcing companies to
innovate constantly (SvatoSova, 2010). Despite the high risk of failure, innovation is today
regarded as the key to the entrepreneurial success (Damanpour, et al., 2009). The scientific
community has been as well for decades engaging in the innovation processes and searching
for methods of its successful management. Innovation is perceived as the figurative step
forward fueling the progress of the whole society. Innovation is considered to be an
endogenous growth factor allowing the expansion of the whole economic unit and changing
its structure on social, work, environmental and economic level (Vicek, 2008).

The Internet undoubtedly still represents an amplifying phenomenon. The Internet not only
allows the transfer of an almost unlimited amount of information but helps companies to
facilitate the very important two-way communication with customers together with potential
clients and accelerates the transactions. Companies often built common communication
channels with suppliers and distributors in order to send and receive information, orders and
payments in a more efficient manner. In addition, the Internet serves as medium for thorough
market research which is essential for the success of the company. The extraction of the
desired data is done in a real time via organized discussions, evaluation groups or by e-mail
(Kotler, et. al, 2007, p. 28-29). Social networks along with the leading site - Facebook
represent in this area the most innovative game-changer of the present time.

To link innovation with social networks, in this case with Facebook, is the main objective of
this paper. The theoretical base discussing the topic of innovation is already extensive,
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represented by a great number of Czech and foreign publications. Scientific articles focus on
the application of innovation theory in numerous practical areas. In marketing, however,
innovations and their practical application are very often neglected. This neglect is usually a
result of a fundamental misunderstanding of the innovation process, which ends with
transferring, placing, innovation on the external market or by its implementation in the
organization (Ja¢, et al., 2005, p. 65-66). It is exactly the marketing department who is
responsible for the successful implementation of innovation. Analyzing innovations from a
marketing perspective offers new possibilities how to study this topic. Marketing department
should be included in the creative process right from the very conception of the innovation
since obtaining information from potential customers at the initial stage is regarded as a
crucial prerequisite for success. For these purposes, social networks, namely Facebook,
represent the best suited tool whose advantages will be discussed in the chapter “Facebook —
the source of user information”.

On the other hand, innovation constitutes an important component of marketing as such.
Without new ideas and communication channels marketing strategies cannot succeed in the
current market setting. Facebook belongs in the category of new marketing tools and, in the
Czech Republic, it is still rather underexploited and many companies persistently do not
understand its true potential which will be further discussed in the chapter “Using Facebook
as an innovative marketing tool”.

Logical structure of the paper is illustrated in Fig.1. From the image, it is evident that this
paper focuses mainly on the technological and non-technological innovations and their
implementation in marketing, specifically in social networks such as Facebook. Facebook can
facilitate the generation of technological innovations by extracting the opinions of its users.
Non-technological innovation is then Facebook itself enabling the creation of innovative
marketing campaigns.

Fig. 1: Breakdown structure of the paper

[ INNOVATIONS J
Technological 1 [ Non-Technological ]

v v

[ Marketing of Innovations ]

v

[ Facebook

Facebook— the source of user Using Facebook as an
information innovative marketing tool

Source: Author

1 DEFINING THE TERM “INNOVATION”

Joseph Alois Schumpeter, Austrian economist, was the first to explore the topic of
innovations when in his work The theory of economic development published in 1912
introduced the concept of innovative behavior. Schumpeter described innovation as: “Any
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change in the company organism, which leads to the establishment of a new state”. His
definition was therefore very general (Schumpeter in Matéjovska, 2012, p. 14). Furthermore,
Schumpeter in his book “Essays: On Entrepreneurs, Innovations, Business Cycles, and the
Evolution of Capitalism,” explains the origin of economic cycles using the frequency of
occurrence of innovations, where the short cycles are the result of small (incremental)
innovations and long cycles are the result of the progressive (radical) ones (Schumpeter,
2009). After Schumpeter, innovation has become an area of interest to many scientists. Each
of the followers grasped the concept of innovation in their own way and thus we may find
many definitions concerning this subject (Mat&jovska, 2012, p. 14).

According to another important theorist, Drucker P. (1993), innovation represents “a specific
instrument, a means that is used by entrepreneurs to embrace the changes as an opportunity
to do business in different areas or to provide different services. Innovations may be
presented as a theoretical discipline that can be learned and practically applied.
Entrepreneurs need to purposefully search for the source of innovation, meaning the changes
and their symptoms that signalize the opportunity for successful innovation.” (p. 39). Drucker
adds that the biggest innovations were connected to the discovery of techniques how to utilize
natural resources - minerals, oil and Penicillium mold. Many world innovations thus arose
mainly thanks to the discovery of these methods of processing natural raw materials (Drucker,
1993, p. 39-44). Trommsdorff and Steinhoff (2009, p. 3) define innovation as “a type of
company-subjective object (product or process) that is not only necessary to”” invent ““ but
that must prove itself both internally and externally.”” As completed can be considered only
such innovation that was introduced on the market, which is task that is usually secured by the
marketing department of the company or by an external marketing agency.

1.1 Classification of innovations

Most authors generally agree on the following classification of innovations:

a) Product innovations - including both products and services. By innovation belonging in
this category we understand more advanced, technologically improved product or a
completely new design.

b) Process innovations — describe new ways of production, innovative technological
processes, innovations in management of production, distribution, marketing, sales, etc.

The OECD's “Oslo Manual Innovation” (Prnka, et al. 2003 in OECD) currently divides
innovations in technical and non-technical.

a) “Technical innovations gather product and technological innovations consisting in the
introduction of new products, technologies and significant technological improvements of
manufactured products and implemented technologies. Innovation is found to be finished by
the application of a new or improved product on the market or by using the new or improved
production technology.”

b) “Non-technical innovations are mainly organizational and business (management)
innovations, new organizational structures, implementation of new corporate strategies or
changes in marketing and finances.” (Prnka, et al. 2003 in OECD) While technical
innovations have been subject of research for several decades, non-technological innovations
dealing with management processes have become more prominent just recently (Gallego,
Rubalcaba and Hipp, 2013).

Already in the 80s of the last century, Drucker stressed the importance of innovations related

to other aspects than the product itself. He argued that behind the rise of the United States in
the 80s of the 20th century were not innovative technologies that were oriented rather toward

- 159 -



future by creating new work opportunities but contrarily, it was the ability to control and
optimize all company activities. By this justification, he evaluates innovations not just as a
matter of new products, but also as the implementation of modern organizational practices
and new management control systems. For demonstration, he describes the example of the
most worldwide famous fast food company, McDonald's that was founded in 1948 by Ray
Kroc. Kroc did not invent the hamburger as such, but instead, a way of cooking that was very
fast and guaranteed constant quality. Next, he came up with a new approach of HR
management and proved that staff throughout the world may keep the same values and thus
maintain a constant corporate identity (Drucker, 1993, p. 13-29). Speed and standard quality
available worldwide along with smiling staff have remained the main attributes of
McDonald's identity until today (Aaker, 2003).

2 MARKETING OF INNOVATIONS

Looking for innovations in marketing is considered to be an indispensable activity for any
enterprise that desires to be successful in the current and future market conditions, satisfy
customer requirements and reach the anticipated profit (SvatoSova, 2010, p. 98). Over forty
years, marketing has undergone significant changes: from a field of predominantly
normatively oriented decisions and formal scientific disciplines (Applied Mathematics) to a
discipline focusing more on behavior patterns of the targeted customer, his needs and desires.
Nowadays market may be summarized by on word — change. This “change” is caused mainly
by evolving target groups, transforming media landscape and by disappearing differences
between ATL (Above the Line) and BTL (Below the Line) communications. The environment
and relationships on the market are quickly evolving, the major players are no longer rigid in
the long term, in short, everything around us changes (Frey, 2008, p. 12). Increasing education
of the population and the growing number of possibilities how to acquire information may be
labeled as phenomena of a great importance. Power has shifted from manufacturers to
customer - the customer has become the "king" (Kotler, 2005, p. 5).

At present, we many say that the impetus for innovation arises from the actual market needs
and customer requirements. The trend of increasing consumer demands is caused by constant
changes in population lifestyles and forces the companies to adapt by implementing
continuous innovation processes. The main source of information leading to innovations is the
customers themselves. This information is collected via marketing research. The endeavor to
maximize customer value necessitates involving potential customers directly in the
development process, and primarily facilitates the incremental innovation process
(Trommsdorff, Steinhoff, 2009, p. 5; VIcek, 2008, p. 208).

Authors Trommsdorff and Steinhoff (2009, p. 6) underline the importance of marketing
research in their definition: “Marketing of innovations cannot avoid consumer research, since
the adoption of a new product by the market is, after all, an important success factor.”

The content of Innovative Marketing was defined by Susen (Susen, 1995, p. 26 in
Trommsdorff, Steinhoff, 2009, p. 6), “Marketing of innovations includes all tasks of
innovation management that are market oriented and besides the use of strategic and
operational marketing tools for market processing, marketing of innovations also has a
coordinating function which lies in harmonizing all the stakeholders and coordinating
activities according to the market needs during the innovation process.” Innovation marketing
is thus a set of many activities whose purpose is to, with respect to market requirements,
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manage the entire innovation process and ensure smooth introduction of the innovation to the
market (Trommsdorff, Steinhoff, p. 6).

3 FACEBOOK

Facebook was founded February 1, 2004 by Mark Zuckerberg, a student at Harvard
University. In the early days, the site was used for getting classmates. Once half of the
students at Harvard created their profile on Facebook, Facebook spread to other prestigious
universities, then to high schools and finally to leading corporations. The initial strategy of
exclusivity granted Facebook a significant advantage, which consisted in the possibility of
improving the network before releasing it on the market. In 2006, Facebook opened to other
users who could register if they were more than 13 years old. Despite the fact that Facebook
was conceptually very similar to other already existing social networks, thanks to the
standardization of shared data Facebook became very quickly a leading website (Treadaway,
Smith, 2011, p. 28-29).

Worldwide, the number of Facebook users continues to grow. The latest data speaks about
1.28 billion of users who connect at least once a month. This is a 4% increase in comparison
to 2013. Then, 802 million users visit Facebook daily (an increase of 5.7%). Biggest revenues
of this social network come from advertising. For the first quarter of 2014 the total was $ 2.27
billion which represented an increase of 82% compared to the same period of the previous
year (Janu - Mlada fronta, 2014). The number of Czech Facebook users over the last year has
increased by about a tenth and currently is around 4.2 million which is approximately two-
thirds of the domestic Internet population (CTK, 2014).

3.1 Using Facebook as an innovative marketing tool

Facebook is currently discussed in the context of its effectiveness in marketing
communication. Company fan sites help to establish and maintain positive relationship
between the customer and the brand. Brand today represents a company’s name or a product
line. Guru in the field of brands, LK Keller presented the following definition: “Brand is a
product, but such a product, which adds another dimensions that distinguish the brand apart
from other products created to satisfy the same needs.” (2007, p. 34) Social networks have the
ability to expand brand awareness and bring added value to fans that follow the brand’s
website. This issue is slowly starting to be addressed in a growing number of academic
articles. Most of them are trying to identify what factors form the loyalty of Facebook users,
specifically the followers of brand sites. Generally speaking, the social network contributes
significantly to the creation of a positive brand image, which is an essential component of
building long-term brand loyalty and leads to repeated purchase (Aaker, 2003, p. 23).

Juhe Kang confirmed this supposition in his article “Enhancing consumer-brand relationships
on Facebook fan pages restaurant: Maximizing Increasing consumer benefits and active
participation”. The study identified two benefits that lead the users to the adoption of brand
pages on Facebook which are socio-psychological and hedonic benefits. Socio-psychological
benefit demonstrates the fans” need to engage in a certain community and then share their
experience and interact with other members. Hedonic benefit describes the members’s need to
gain more knowledge about their interests, relax and have fun. On the other hand, the study
failed to demonstrate that users would have added a corporate site for the purpose of
functional benefits and because of possible future purchase of a company’s product. It was
thus proven that Facebook “fan pages” are not suitable for searching information about
products and services neither for the actual purchase. However, Facebook is a good tool for
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increasing customer loyalty, strengthening brand awareness and building trust in the brand
(Kang, et al., 2013).

The author also points out the limitations of his research and data interpretation. One of them
is the sample of respondents, which consisted of 331 college students not older than forty
years. For this group of users it is typical that they visit Facebook daily for several hours and
generally have a greater tendency to search for a connection with other social groups.
Furthermore, the research aimed only at fan-sites of restaurants and fast foods. The author
raises a presumption that in other business sectors the user benefits may differ eg. users can
become followers of a bank site in order to obtain information about financial products (Kang,
etal., 2013).

The above described journal article serves as a theoretical introduction to the following case
study “Staropramen is celebrating the 140th anniversary.” The author believes that by
respecting the same business sector (gastronomy - beverages) the previous research may be
considered as relevant for practical application on an example of Czech social networks such
as Facebooku used as an innovative marketing and branding tool.

3.2 Digital PR of the Staropramen 140th anniversary campaign

In autumn 2009, Staropramen Brewery celebrated 140th anniversary. With respect to the
advertising slogan “When did you last do something differently?” it was necessary to come up
with a truly original celebration. The aim was to appeal to beer fans primarily aged 18 to 24
years, secondarily to 35 years and locally target Prague and Central Bohemia. The campaign
was supposed to be original but at the same time with a very favorable budget. Although
Staropramen until then did not participate actively on social media, after an audit, which
showed a clear potential, the company agreed with digital PR campaign that, given the
budgetary limits offered the best price / performance ratio. Facebook has become its flagship
communication platform, supported by other channels in the area of social and traditional
media. The main principle of the campaign consisted in the ever popular geocaching - looking
for hiding places according to GPS coordinates. Overall, 140 caches were designed on the
territory of Prague and its surroundings in places exclusively associated with the history of
Staropramen where coupons to 140 barrels of self-cooling Staropramen were hidden (Stary,
2010).

After the initial campaign, during three weeks, every weekday ten coordinates with a
description (clue) and photos of the destination were revealed on Facebook. “Cache” took the
form of a plastic tube containing a unique voucher with protective elements on the basis of
which the barrels of beer were handed over. The main task for the fans was to find the
“cache”, take a picture with it and put the photo on Facebook. The speed of seekers far
exceeded all expectations. Thanks to the mobile Internet and extensive social networks, most
“caches” disappeared within ten minutes! Throughout the contest, the organizers were
constantly communicating with fans via their fan page. In less than two months, their fan page
on Facebook got more than 3,000 followers, most of them aged 18 to 34 years, male mainly
(70%). It was recorded 890 “thumbs up” and 488 user photos. The ongoing competition
captured the attention of many media, such as newspaper Metro, Novinky.cz or other tabloid
press (Stary, 2010).

This campaign was one of the firsts in the Czech Republic to use social networking site

Facebook to communicate with the contestants and the entire public. Given that in 2009,
Facebook has not yet been in the Czech Republic so widespread, the achievements can be
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considered to be a great success. It was demonstrated that communication via Facebook is
very efficient and fast. For this competition, Facebook was chosen as ideal option, also thanks
to the facilitation of real-time information dissemination among a great mass of people.
Another contribution of using Facebook was the increase in awareness of the brand
Staropramen, which, thanks to the photographs of the cache seekers greatly expanded. For
such a type of competition Facebook therefore presents an optimal communication channel.
Based on the previous success, the company reiterated the original competition in 2014 to
celebrate its 145th anniversary. The concept has been extended to the whole Czech Republic
and re-implemented Facebook as an information channel. The campaign had a big impact as
well and helped Staropramen fan page to reach the current number (280,000) of followers
(Hoi¢ica, 2014).

3.3 Facebook — the source of user information

The pursuit of innovative approaches forces organizations to try to get involved the customers
in the innovation process. The customer evaluates these efforts as an increasing brand value
for him, and thus his loyalty strengthens. The customer then becomes an active subject of co-
creation process with unique customer value. This gradually increasing groundbreaking
phenomenon is shifting the center of origin of innovation and increasing the value for the
customer ceases to be purely “business and corporate” matter. On the contrary, "customer and
customer thinking" is gaining more and more importance in this process (Vléek, 2008, p.
187). Customers today are not waiting for the company to develop the desired product for
them, but they want to cooperate with the company on product innovation. New widespread
term “leading users” describes a specific group of users, individuals or organizations. This
type of customer is able to accurately describe and specify his needs and requirements, which
the ordinary customer will come to know only in future. Many large companies have realized
the need to cooperate with these advanced users who are not only a source of unique
solutions, but also timely indicators of weak signals on the market. The companies do not
longer marginalize the role of customers as in past years, but they engage them in active co-
creation (Prahalad, Ramaswamy, 2005).

According to a survey carried out by IBM, which involved 765 companies, there are three
main sources of information for innovation which are: the company's employees (42%),
followed by business partners (36%), and last but not least, customers themselves (35%)
(IBM in Lindi¢, et al., 2011). For reaching to customers and ascertaining their views or ideas
for new products there is a great number of communication channels, the most recent and
highly effective being social networks that in the Czech Republic are in majority represented
by Facebook.

3.4 Designing the Fénix bottle

Pilsner Urquell beer company with its brand Fénix became a local innovator in terms of
obtaining opinions from customers. The fact, that there was a gap on the market with beer
drinks was demonstrated by the success of fruit beers, called Radlers. These had unlike Fénix
wheat beer lower alcohol content and fruity flavor component. Fénix can be best compared to
Belgian beer Hoegaarden. Prazdroj introduced this novelty on the market only in the version
of draft beer and started an extensive campaign in bars and restaurants. At that time, a
Facebook page of the Fénix was created. During the first year on the market almost 2 and a
half million liters of this Urquell beer were tapped (Mediaguru.cz, 2013).
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After the first year of sales, the company decided to extend the product line and introduce
beer in 0.4 liter bottles. In order to get the most original looking bottle, a public competition
for the best design was thrown. The competition was launched via Facebook page with the
slogan “The Fénix gives you space ”promising as the main prize for the best three designers
an annual rent of a studio, 20 thousand crowns and to use their drafts as labels on the new
bottles. With the help of various spots and posters this contest was expanded on Facebook
while detailed information and rules were available on the web page www.fenixatelier.cz
specially created for this purpose. Four hundred competitors with their original designs
participated in the contest. The professional jury headed by Milan Cais, artist and member of
the Tata bojs, selected 12 best designs that made it to the grand final. Facebook users could
subsequently vote in two final rounds for the best 2 designs, which were going to be
implemented. Jury chairman Milan Cais chose another design, which also got into the stores.
Motivation for the users who voted was the chance of winning beer Fénix for the whole
“gang” (Mediaguru.cz, 2013).

This Facebook campaign fulfilled expectations and helped get many new fans to the corporate
site of Fénix beer. The page currently has 36,000 fans. Design Fénix bottles are highly visible
in shops and at the same time appeal to the targeted group of customers, from whom came the
ideas and who voted for them. Cooperation with customers also helped to successfully build
an image of a brand that wants to listen to its customers and their opinions. This campaign
started among Czech companies a wave of enterprise-customer cooperation using social
networks, currently there are many similar competitions on Facebook. Facebook can therefore
be described as a place where it is possible to find out information for the innovation process
directly from fans in a very entertaining and unobtrusive way.

CONCLUSION

This article summarizes the current findings on the field of innovations and also examines the
issues of innovations in marketing. The emphasis was put on technological and non-
technological innovations and in the second part of the paper, on connecting them with a
relatively new communication channel - the Facebook social network. The author attempted
to highlight the importance of non-technological innovations as the new driving force of many
businesses and then the need to involve existing customers, organizations and the general
public in the innovation process of products and services since these basic ideas can bring
unique competitive advantage and thus long-term success on the market. From a scientific
point of view, Facebook as an innovative marketing tool has been appearing for several years
as a main topic in various scientific articles. However, most studies of marketing
communication using Facebook were published abroad and it cannot be assumed that their
conclusions are fully applicable to Czech firms or to the Czech customer. To Facebook, as to
an instrument of the innovative process is being paid virtually no attention. Most scholarly
articles dealing with Facebook aim to map the user behavior and the relationships between
them. Further articles explore the possibilities of using Facebook and related tools for
effective corporate communication. Involving the user in the company innovation process,
determining customer attitudes and opinions on current and future products is now being done
rather on a practical level and is not scientifically investigated. Inalienable advantage of
Facebook social network lies also in its ability to promote awareness and create brand loyalty.
By the involvement of followers of corporate websites in the innovation process positive
image of the brand is being strengthened. In addition, the presentation of benefits on the
company’s profile helps build current and future customer loyalty. Companies should
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therefore devote more attention to innovations with the help of Facebook and try to extend
their fan base on this social network.
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KLUC EFE’KTiVNEJ INTERNEJ KOMUNIKAC[E SPOCIVA
V ZAUJME A ZRUCNOSTI JEJ UCASTNIKOV

THE KEY OF THE EFFECTIVE INTERNAL COMMUNICATION LIES
IN THE INTEREST AND SKILLS OF ITS PARTICIPANTS

Daniela Hrehova, Andrea Seriova

Abstrakt

Vizia: Porady, jednania, schddze zamestnancov neodmyslitel'ne patria k fungovaniu kazdej
firmy a tvoria vyznamnu sucast’ internej komunikacie firmy a riadiaceho procesu. Sluzia k
vymene informdcii, rieSeniu problémov, k rozdelovaniu uloh, hodnoteniu prace apod.
Komunikac¢né a prezentacné zrucnosti ti€astnikov sa stavajii jednym z kl'aCovych stavebnych
kamenov efektivnosti porad pri napliiovani poslania a vizie firmy a zvySovani vykonu. Ciel’
analyzovat’ podstatu pordd, zistit' postoje a spokojnost’ zamestnancov k uskutochiovanym
poradam manazérmi, zmapovat’ na zaklade d’al$ich vyskumnych $tudii nazory na pripravu a
kvalitu pordd vo firmach a stanovit' odporti€ania, ktoré pomo6zu zefektivnit’ identifikované
nedostatky v procese internej komunikacie. Zaver: Stadie a vyskum poukazuju na fakt, Ze
porady by nemali byt len povinnym pracovnym stretnutim, ale miestom odovzdavania
informacii, vyjadrovania nazorov a rieSenia problémov vSetkymi ucastnikmi. Prax presviedca,
ze efektivnost’ pordd moéze zvysit' tréning komunikacnych a prezentacnych zru¢nosti
zamestnancov firmy, avSak s ich rozvojom je treba zacat’ uz u pripravujtcich sa jedincov na
vstup na trh préce.

KUrucové slova: porada, pracovné stretnutie, manazér, zamestnanci, komunikacia

Abstract

Vision: Consultations, negotiations, meetings of the employees are necessary parts included
in functioning of each company and represent an important part of internal communication of
the company and management process. They are the means used to share information, solve
problems, to do distribution of the tasks, job evaluation, etc. Communication and presentation
skills of the participants are becoming one of the key building blocks of the effectiveness of
the consultations in fulfilling the mission and vision of the company and improving its
performance. Objective: to analyze the substance of work consultations, determine attitudes
and employee’s satisfaction to the implementation of consultations of the managers. On the
basis of further research studies to map out the views of the preparation and quality of
consultation in companies and make recommendations to help streamline the identified
deficiencies in internal communications. Conclusion: Studies and research indicate the fact
that meetings should not only be mandatory work meetings, but also a place of sharing
information, expressing opinions and solutions to problems of all participants. Practice
confirms that the effectiveness of meetings may be increased by training of the
communication and presentation skills of company employees; however the development of
the skills should be started as early as in the individuals preparing to enter the labour market.
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1 UVOD

Informovanost’ a komunikacia so zamestnancami st formami vytvarania pozitivnych vztahov
zamestnanca k podniku a k jeho ciel'om, formujt pracovna schopnost’ a ochotu k aktivnemu a
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kreativnemu pristupu k plneniu pracovnych uloh. Bez dobrych komunikacnych vézieb su v
podniku ohrozené faktory zvySujuce efektivnost” pdsobenia I'udského potencidlu. Kvalitna
informovanost’ a komunikacia st st¢astou tspesného Stylu vedenia. (Blaskova, Hitka, 2011).
Manazment firmy ma k dispozicii zna¢né mnozstvo moznosti, akymi je mozné realizovat’
informaéné stratégie a ovplyvilovat’ komunikaciu v podniku. Porada je komunikacia skupiny
ucastnikov, organizovana za iéelom vzniku synergického efektu. Podstatu porady tvori nadej,
7e spolo¢na komunikacia a zdiel'anie nazorov budu viest' k priaznivému vysledku, ktory
vyplynie zo spolo¢nej snahou ucastnikov porady. Termin ,,porada®“ nepochddza zo slova
»poradit™, ale z vyrazu ,,poradit’ sa*“. Porozumenie tomuto na prvy pohlad velmi jemnému
vyznamovému rozdielu je kl'Geom k efektivite porad i spokojnosti jej Gcastnikov. Uspech sa
moZe dostavit iba vtedy, ked ucastnici porady zdiel'aju rovnaké predstavy o ciel'och a cestach
a pritom sa nevzdavaju svojej l'udskej jedinecnosti ani rozmanitosti svojich roli. Podstatou
pracovnych porad je dévod, Ze znalosti a skusenosti potrebné v Specifickej situacii nie su k
dispozicii v jednej hlave, ale musia byt poskladané zo znalosti a skuisenosti niekol'kych I'udi
(Drucker, 2008).

2 TEORETICKA PRACOVNE PORADY

Pracovné porady prepdjaji l'udi, ktori zdielaji urcity ucel ahodnotu (Auger, 1964).
Nunamaker et al. (1991) definuju pracovnu poradu ako ,,akukol'vek ¢innost, kde sa l'udia
stretdvajl, ¢ uz na rovnakom mieste v rovnakom ¢ase. Provaznik (2003) dopliiia tuto
definiciu, Zze porada je ,stretnutie vdcSiecho poctu l'udi organizované k vyrieSeniu dopredu
ur¢eného ciel'a” a aby bola efektivna

* musi mat’ plan a ciel’ jasny, u€astnici musia byt’ pripraveni a konverzacia dynamicka
(Walters, 2003);

= musi sa zredukovat' na tri veci (Hrehova, Ziaran, 2011): Dosiahnutie ciela. Vyuzit
minimélne mnozstvo ¢asu. Odchadzajuci ti¢astnici maju mat’ pocit, ze postup a obsah

bol dodrzany.

Porada sa zaklada na komunikacii, ktora predstavuje nevyhnutnd zloZku interakcie vo firme.
Komunikacia je definovava ,,ako proces, vramci ktorého sa oznamujd a prijimaja urcité
informacie potrebné na vykonanie ur¢itych pracovnych tuloh* (Majtan, 2007). Porady su vZdy
stiCastou SirSieho procesu. Vymena skusenosti, prezentacia nazorov a zaujatie postojov k
pracovaym problémom zvySuje informovanost’ pracovnikov, motivuje ich k prejavom
individualnej aktivity ainiciativy, to vSetko napoméha Kk pocitu zainteresovanosti
zamestnanca na riadeni podniku (Wieke, 2006). Autori sa zhodujt, ze vyber ucastnikov je
kI'ai¢om tuspechu rokovani (Kemp, 1996, Bischof, 2003, Sulet, 2008, 2001, Doyle, Straus,
1982). Cim menej l'udi je na porade, tym je efektivnejsia (Heller, 2005). Autori sa zhoduju na
optimalnom poéte siedmich T'udi (Provaznik, 2003, Jay, Templar, 2006, Doyle, Straus,
1982). Vyhody vidia vtom, Ze ucastnici mbézu l'ahko presadit’ svoje myslienky. Volba
zasadacej miestnosti ma vyznamny vplyv na celkovu kvalitu pracovnych porad. Okrem iného
miestnost mOze zvyraznit' alebo potlacit produktivitu, podporovat alebo odradit
komunikéaciu, podporovat’ alebo potlacat’ kreativitu, a prispiet’ k tomu, aby sa ucastnici citili
uvolneni alebo napéti.

Viaceré literarne zdroje (Bischof, 2003, Jay, Templar, 2006, Pavlica, 2010, Sulef, 2008,
2001, Plaminek, 2007, Nagyova, 1999) uvadzaju r6zne delenie porad

» podla stupna hierarchie vo firme - pravidelné porady oddeleni, projektovych timov,
timové brifingy;
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= podrla periodicity (pravidelné / nepravidelne), miery formalnosti (formalne s dopredu
stanovenym programom /neforméalne zamerané predovsetkym na diskusiu), miery
pripravenosti (pripravené, planované porady / situa¢né pripadne krizové porady);

* podla ciela aucelu (riesitel'ské - cielom je vyrieSenie problému alebo produkcia
novych napadov; informa¢né - sluZia k odstraneniu vedomostného deficitu
spolupracovnikov), a d’alsie typy krizova, kontrolna, manazérska, vyrobna, operativna.

3 METODOLOGICKA CAST

3.1 Metody, ciel’ vyskumu

Zamerom bolo zhodnotit’ a analyzovat’ su¢asny stav pracovnych porad a zistit’ pri¢iny, ktoré
znizuju ich efektivnost’. Na zaklade zistenych skutocnosti navrhnit’ mozné alternativy rieSeni
zistenych nedostatkov a napomoct’ tak zefektivneniu porad.

Ciel'om je na zaklade dotaznikového prieskumu analyzovat’ su¢asny stav pracovnych porad —
postoje a spokojnost’ ucastnikov — zamestnancov - s uskuto¢novanymi poradami manazérmi
v troch firméach v KoSiciach velkost'ou do 50 zamestnancov zameranych na dopravnu oblast’.
Hypotéza: Predpokladali sme, Ze Gi¢astnici porad prejavuju negativne postoje a nespokojnost’
s realizovanymi poradami manazérov vzhladom na obsah, prezentaciu, formu, technicko-
Casovu realizaciu pre naplnenie ciel’'a porad.

Na ziskanie d’alSich potrebnych tidajov bol uskutocneny dotaznikovy prieskum v roku 2014.
Pre ucely prieskumu bol pouzity Struktdrovany dotaznik, obsahoval 17 poloZiek, ktoré
pomenuvali tie informécie, ktoré sme povazovali za najdolezitejSie realizaciu porad. Na
zaklade udajov ziskanych z dotaznikov bola zostavena tabulka pocetnosti. K spracovaniu boli
vyuzité nasledujuce Statistické veli¢iny avzorce. Reprezentativnhu vzorku tvorilo 113
respondentov (z celkového poctu 150) zo sekcie ekonomiky, dopravy, I'udskych zdrojov.
Svoje nazory deklarovali na Skéle 1 — vyborne, 2 — vel'mi dobre, 3 — dobre, 4 — dostato¢ne, 5 —
nedostatocne.

3.2 Interpretacia vysledkov

Vzhladom na Siroka bazu ziskanych vysledkov uvadzame len kl'ucové zistenia. Vysledky
ziskané z dotaznikov boli spracované pomocou Statistického balika MS Excel. Ziskané
hodnotiace Udaje s uvadzané v tabulke 1. Z celkového poctu respondentov ekonomicku
sekciu reprezentovalo 31 respondentov (27%), sekciu dopravy 37 respondentov (32%)
a sekciu l'udskych zdrojov 45 respondentov (40%). Z toho bolo 65 muzov (58%) a 48 Zien
(42%). Najvicsie zastiipenie mala vekova kategoria od 40 do 49 rokov.

Tab.1 Pocetnosti odpovedi ucastnikov pracovnych porad

n;j Nj fj Fj
1. Ako zamestnanec dostavate program porady v dostato¢nom predstihu
ano 86 86 76% 0,7611
nie 27 113 24% 1,0000
spolu 113 100%
2. Priprava na poradu trva zo strany zamestnanca
bez pripravy 8 8 7% 0,0708
do 0,5 hodiny 65 73 58% 0,6460
do 1 hodiny 40 113 35% 1,0000
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viac ako 1 hodina 0 113 0% 1,0000
spolu 113 100%

3. Zvoleny ¢as porady

vyborne 32 32 28% 0,2832
vel'mi dobre 33 65 29% 0,5752
dobre 39 104 35% 0,9204
dostato¢ne 9 113 8% 1,0000
nedostatoCne 0 113 0% 1,0000
spolu 113 100%

4. Presny koniec po

\yborne 30 30 27% 0,2655
vel'mi dobre 14 44 12% 0,3894
Dobre 44 88 39% 0,7788
Dostatocne 14 102 12% 0,9027
nedostatocne 11 113 10% 1,0000
spolu 113 100%

5. Cas trvania porady

do 0,5 hodiny 0 0 0% 0,0000
0,5 -1 hodina 20 20 18% 0,1770
1-1,5hodiny 30 50 27% 0,4425
1,5 - 2 hodiny 27 77 24% 0,6814
2 — 4 hodiny 26 103 23% 0,9115
viac ako 4 hodiny 10 113 9% 1,0000
spolu 113 100%

6. Zasadacia miestnost’ pre poradu

vyborne 37 37 33% 0,3274
vel'mi dobre 54 91 48% 0,8053
dobre 15 106 13% 0,9381
dostato¢ne 7 113 6% 1,0000
nedostatocne 0 113 0% 1,0000
spolu 113 100%

7. Jasnost’ ciel’a porady

vyborne 56 56 50% 0,4956
vel'mi dobre 14 70 12% 0,6195
dobre 31 101 27% 0,8938
dostato¢ne 12 113 11% 1,0000
nedostato¢ne 0 113 0% 1,0000
Spolu 113 100%

8. Ostava sa pri tém

vyborne 21 21 19% 0,1858
vel'mi dobre 39 60 35% 0,5310
dobre 31 91 27% 0,8053
dostato¢ne 22 113 19% 1,0000
nedostato¢ne 0 113 0% 1,0000
spolu 113 100%

9. Jednoznacnost’ prijatych rozhodnuti na porade

vyborne 36| 36| 32% | 0,3186
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vel'mi dobre 36 72 32% 0,6372
dobre 26 98 23% 0,8673
dostato¢ne 15 113 13% 1,0000
nedostatocne 0 113 0% 1,0000
spolu 113 100%

10. Ako vnimate pripravenost’ manazéra porady

vyborne 73 73 65% 0,6460
vel'mi dobre 22 95 19% 0,8407
dobre 14 109 12% 0,9646
dostato¢ne 4 113 4% 1,0000
nedostato¢ne 0 113 0% 1,0000
spolu 113 100%

11. Pripravenost’ ostatnych tcastnikov porady

vyborne 27 27 24% 0,2389
vel'mi dobre 43 70 38% 0,6195
dobre 31 101 27% 0,8938
dostato¢ne 12 113 11% 1,0000
nedostatocne 0 113 0% 1,0000
spolu 113 100%

12. Moznost vyjadrit’ svoj nazor na porade

vyborne 63 63 56% 0,5575
vel'mi dobre 32 95 28% 0,8407
dobre 11 106 10% 0,9381
dostato¢ne 7 113 6% 1,0000
nNedostato¢ne 0 113 0% 1,0000
spolu 113 100%

13. Najcastejsi typ porady, na ktorych sa ako zamestnanec zucastnujete

informativna 53 53 47% 0,4690
riesitel’'ska 51 104 45% 0,9204
rozhodovacia 6 110 5% 0,9735
Ind 3 113 3% 1,0000
spolu 113 100%

14. Celkova uc¢innost’ porady, prinos pre zamestnanca

vyborne 29 29 26% 0,2566
vel'mi dobre 43 72 38% 0,6372
dobre 25 97 22% 0,8584
dostato¢ne 16 113 14% 1,0000
nedostatoCne 0 113 0% 1,0000
spolu 113 100%

* Absolutna pocetnost’ (n;j), udava pocet Statistickych jednotiek suboru, ktoré nadobudaji dant hodnotu znaku.
Absoliitna kumulativna pocetnost’ (N;), vyjadruje sucet absoliitnych pocetnosti vSetkych hodndt znaku. Stcet
vSetkych absolutnych pocetnosti sa rovna rozsahu suboru. i, Relativna pocetnost’ (f;), vyjadruje podiel

N; :Zn]
j=1

n;

- - v . , f; = 7 . v H H 7~
absolltnej pocetnosti a rozsahu siboru. ' n  Relativna kumulativna pocetnost’ (F;), vyjadruje sidet

relativnych pocetnosti vSetkych hodnét znaku. Sucet vsetkych relativnych pocetnosti sa rovna 1, resp. 100%
n
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Z vypovedi respondentov (tab. 1) mozno konStatovat’, Ze 76% ucastnikov dostava program
pracovnej porady Vv dostato¢nom predstihu na to, aby sa mohli kvalitne pripravit. Pozitivom
je, ze Gcastnici prejavuju snahu pripravit’ sa na predkladany program - obsah porady, 58%
ucatnikov sa pripravuje maximalne pol hodiny, 35% do 1 hodiny. Napriek tomu, ze 73%
ucastnikov pracovnych porad povazuje svoju ucast’ na nich za potrebnu, ostavajtcich 27% je
opa¢né¢ho nazoru. Zvoleny cas porady je podla jej ucastnikov zvoleny v celku vhodne,
odpovede osciluji na Skale vyborne az nedosto¢ne s podobnym percentudlnym zastdpenim
(rozpétie 28% - 35%), Vv tejto oblasti sa ukazuji eSte zna¢né rezervy. Celkovo az 68%
opytanych hodnoti zac¢iatok pracovnych stretnuti, na ktorych sa zacasthujt ,,vyborne* alebo
,velmi dobre®, problém sa ukézal pri otazke presného konca porad (respondentov 39%).
Respondenti travia na pracovnych poradach pol hodiny, dve az Styri hodiny (v rovnakom
percentudlnom zastupeni 23% - 27%). Len 33% respondentov prejavilo spokojnost’
s priestorom uskuto¢iiovanych porad bez vyhrad. Ciel’ porad je stanovany jasne, tento nazor
zdiela len 50% respondentov, 19% respondentov vnima odbocovanie od rieSenej témy, o ma
za nasledok nejednoznacnost’ prijatych rozhodnuti. Tu mozno opat vidiet rozlozenie
hodnoteni od ,,vyborne* po ,,dostato¢ne* (okolo 32% respondentov). Nejednotnost’ odpovedi
sa prejavila (opat’ na celej skale) aj na otazku pripravenosti manazéra na poradu (maximalnu
spokojnost’ vyjadrilo 24% respondentov, o nie¢o mensiu 38%, priemer 27%). 56% ma
vytvoreny priestor pre vyjadrenie vlastného nazoru, no z celkovou uc¢innostou a prinosom
porad vyjadrilo spokojnost’ okolo 50% respondentov (vyborne — 26%, vel'mi dobre 38%). Aj
ked’ sa ucastnici nezhoduju v ndzore na tato otazku, rovnako obstala informativna (47%)
ariesitel'skd porada (45%). Rozhodovacia ainé typy porad obdrzali zanedbatelne malé
hodnotenie.

4 DISKUSIA

Oblasti pracovnych porad vSeobecne boli venované viaceré Stadie, ktoré koreSponduju
z vysSie uvedenymi vysledkami. Porady su dolezité z hl'adiska zamestnancov, ako aj vedenia,
S0 dolezité pri budovani kvalitného komunikaéného systému vo firme, napriek tomu je
nedostatone prepracovana tato forma internej komunikacie. Zamestnanci opovrhuju poradami,
vyjadrujd v skutoénosti len svoju frustraciu ztoho, ze musia sediet na dlhych
a neproduktivnych poradach, kde sa plytvd minatami a nikdy sa nedosiahne nie¢o zmysluplné
(McKenna, Maister, 2005). Usporiadanie porady mimo pracovnd dobu ¢i v pracovnych
prestavkach, nardza na antipatiu pracovnikov zucastiiovat’ sa porad (Wieke, 2006). Cudia
Kritizuju pracovneé stretnutia, porady nevedl k rozhodnutiam, zameriavaju sa na banality,
marnia ¢as, st ¢asovo aj finan¢ne naro¢né (Armstrong, 2006). Z 200 respondentov si viac ako
% mysli, ze polovica Casu, ktory stravia na porade je zbyto¢na (McKenzie, Nickerson, 2009).
Vyskum Stadie 3M priSiel s vysledkom, Ze najastejSie sa v podnikoch konaji organizacné
porady (45%); jedna tretina ucastnikov pracovnych porad sa stazuje, Ze ma maly alebo Ziadny
vplyv na vysledok rokovani (Monge at al., 1989).

Odlisné vysledky sa odzrkadlili v niektorych krokoch poréad v porovnani s Studiou Mongeho,
McSweena aWyera (1989). Vyhodnoteniu predchadzalo 903 stretnuti, ktoré boli
sformulované do zaverov: rieSitel'ska a informativna, skon¢ili na druhom a trefom mieste;
89% respondentov uviedlo, Ze miestom ich stretnutia bola niektora z miestnosti firmy,
najCastejie firemna konferenéna miestnost’ (74%); viac ako polovica respondentov (51%)
uviedla diZku trvania ich stretnuti medzi 30 minttami az 1,5 hodiny; (33%) respondentov
nema Cas na pripravu, Styridsat’styri percent (44%) tiou stravi jednu hodinu.

Hoci existuje zhoda medzi odbornikmi, Ze porady by mohli byt’ viac produktivne, ve'mi malo
Z nich javi ochotu zaviazat’ sa k ich zlepSeniu. Existuje vela dovodov pre tento nedostatok
odhodlania: viacsina l'udi nikdy nezazila skutoéne efektivnu poradu a preto nepovazuju za
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doélezité to, aby boli lepSie; pre mnoho z nich je pohodIné pokracovat’ v uz zauzivanom
systéme bez ohl'adu na efektivitu; vi¢Sina zamestnancov ma pocit, ze ma sotva dost’ Casu na
dokoncenie zakladnych uloh, preto nemaju Cas a energiu, aby sa zaviazali zlepSit' pracovné
porady (SMART Technologies).

5 ODPORUCANIA PRE PRAX

Kazda l'udska ¢innost, aby bola efektivna, by sa mala pohybovat’ podla tzv. zakladného
konceptu riadenia (Sulef, 2001). To si viak vyzaduje vediet, ako viest, organizovat,
obsahovo naplnit’ porady tak, aby skuto¢ne davali zelané vysledky. Na z&klade skimania
mozno konStatovat, ze je potrebné smerovat kroky na vylepSenie efektivnych porad, ktoré
dopomdZzu k odstraneniu niektorych zistenych bariér. Z ¢oho vyplyvaji pre firmy, manazérov,
ale i zamestnancov ur¢ité odporacania:

Vedenie firiem by malo intenzivnejSie komunikovat' na poradich o vnimani problémov
zamestnancami, zacat” sa vydavat prip. neperiodicky informaény casopis, prostrednictvom
ktorého by sa udelovali pochvaly, informovalo sa o si¢asnom stave firmy, ¢i o buducich
perspektivach a zameroch, spétna vazba z porad a pod.

Na spolocnej porade neriesit’ individudlne problémy, zamedzit' osobnym invektivam, konat
na zaklade faktov, nie domnienok, netolerovat’ skakanie do reéi, ani znevazovat' myslienky
druhych, aj ked’ ich Gcastnici pracovnej porady nakoniec odmietnu.

Porady pre riadenia firmy realizovat' ich na vertikalnej, horizontdlnej aj medzifunkcnej
arovni.

Podklady na poradu rozosielat’ u¢astnikom vopred, vyberat’ vhodné prostredie podl'a toho, na
ako dlho a za akym ucelom bude stretnutie. Vopred stanovit' ¢asovy ramec na zaciatku
rokovania a dodrzat’ ho, ako aj véasny prichod vsetkych zacastnenych.

Dat’” zamestnancom priestor na to, aby vyjadrili svoje postoje k jednotlivym problémom.
Viest’ zamestnancov k priprave na porady, k diskusii o témach programu pracovnej porady,
naucit’ ich pocavat’ a nevyvodzovat’ vlastné zavery bez §irSej analyzy a potrebnych informacii
(predovsetkym o buducich planoch firmy, postupoch).

Robit’ ,,meetingy“ len v pripade potreby a nezat'azovat’ pracovnikov zbytocnymi poradami.
strategické témy, kde je potrebné vlozit’ kreativne napady riesit’ a analyzovat’ na poradach
organizovanych aj mimo firmy. Pri témach, ktoré vyzaduji dlhsi Cas, organizovat’ skor tzv.
workshopy, pripadne aj s obéerstvenim ¢i malymi fyzickymi aktivitami.

Vo firmach klast vacsi doraz na intenzitu spolo¢nych porad, nakolko pri ich spravnom
nacasovani budu efektivnejsie a napomozu fungovaniu firemnej komunikacie.

Starostlivo vyberat’ aj terminy a trvanie porad. Konat’ v prvej polovici tyzdna a ¢as len zriedka
presiahne jednu hodinu.

Dbat’ na to, aby sa poradami zbytone nezatazovali uz aj tak dost’ vytazeni zamestnanci.
Zaviest pravidla v ramci systému: piatky ako dni bez porad, porady sa nezaéinat’ pred 9. h a
skonéit’ po 18.h., dizku stretnutia minimalizovat’ na 30 min(t, na kaZzdu poradu stanovit
vopred agendu, zaslat’ relevantné podkladové materialy.

Vyuzivat' viaceré druhy pordd, zasadou je, aby boli ¢o najkratSie, najudernecjSic a
najefektivnejSie. Najskoér oboznamovat’ s pozitivnou informaciou ako negativnou, ¢o ma vplyv
na vaésiu mieru spokojnosti zamestnancov.

6 ZAVER

Pracovné stretnutia nemaju len informativny charakter, na niektorych sa diskutuje, dohaduje,
dochédza k vymene nazorov, cielom d’alSich je urobit’ délezité rozhodnutia, riesit’ problémy
alebo prezentovat’ produkt. Ak im sa uz hovori gulaté stoly, mitingy, porady - vSetky tieto
stretnutia majt spolo¢né urcité pravidla, ktoré umoznuju, aby podporovali zdravl a otvorend
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komunikaciu medzi vSetkymi jej ucastnikmi. Uz zo strany zamestnavatel'ov sa nachadza
takmer v kazdej ponuke prace klauzula komunikativny pracovnik, t.j. zdoéraznuju fakt, aby uz
absolvent vysokej Skoly (platiaci aj pre rolu samozamestnavatel’a) disponoval kompetenciami,
ktoré sa nevzt'ahuju iba na oblast’ odbornych vedomosti a zru¢nosti. V sti€asnosti sa rozvijaju
najCastejSie pomocou rozmanitych aktivnych foriem, nacviku a tréningového procesu vo
firmach a vychovno-vzdeldvacom procese na vysokych Skolach. Vyznam ich rozvijania vedie
k strategickym cielom nielen v oblasti vzdelavacich programov, v oblasti zamestnatelnosti
jednotlivcov, ale rozvoj l'udskych zdrojov ma dlhodoby dopad na Uspech samotnej firmy.
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ORGANISATIONAL CLIMATE - LINKS TO MANAGERIAL
PRACTICES AND INNOVATION

Manuela Varsani

Abstract

This paper provides an overview of the role of organisational climate in context with
managerial practices and innovation. Based on existing studies this paper explicates the
mediating role that climate plays between leadership as an antecedent factor influencing the
intervening variable of climate, which, in turn, affects innovation. The purpose of this paper
was to discuss on how leaders and managers affect innovation and creativity through their
efforts to deliberately foster a work climate that supports creative thinking. The first section is
an explaining the general concept of organisational climate. In the second section
organisational climate will be linked to leadership and innovation. The final section is
conclusion in a manner of discussing the following Thesis: ,,Leader must learn how to create
an organisational climate where others apply innovative thinking to solve problems and
develop new products.*

Keywords: Leadership, organisational climate; climate for innovation

1 INTRODUCTION

Not only productivity but also innovation performance got critical components for the
competitive advantage of organisations. Innovation is important, because the market situation
became uncertain and complex. As a consequence organisations are forced to adopt on market
conditions in the form of innovation. In the literature, numerous factors are discussed that
have an impact on the innovation capability of organisations (Crossan and Apaydin, 2010). So
organisational structure, organisational culture and organisational climate are analysed as
relevant variables for fostering the organisations performance. “Studies on organisational
climate are a proven instrument for measuring the effectiveness of leadership, "says Jorg
Hull, Vice President Leadership Transformation of Hay Group. The organisational climate
can determine whether employees experience is a motivating or demotivating of the work
environment. This results in direct conclusions about the performance of a company. But
many scientific studies show that there exists a lot of issues that need to be overcome before
using the organisational climate as an indicator for conclusions about companies performance.

2 ASPECTS OF ORGANISATIONAL CLIMATE

As part of the literature review, it always comes back to overlap the topics organisational
culture and organisational climate. Often the two terms are also used interchangeably but in
this cases the terms didn’t get their real importance (Nerdinger et al., 2014).

Different research perspectives. Both concepts come from different scientific developments.
The climate concept is based on the psychological field theory of Lewin (1939). Aspects of
culture traditionally addressed by the scientific discipline of anthropology. It can be deduced
also that these studies were carried out using different methods. In his comparison of the two
literature of culture and climate Denison (1996) stated, that traditional methods of studying
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culture relates to qualitative perspectives and studies of organisational climate are based on
quantitative research designs (Denison, 1996). Different implications. The term climate
consciously perceived processes and factors of the environment are described that can be
controlled by the organisation. The focus of climate is on the situation and its link to
perceptions, feelings, and behaviour of employees. It can be viewed as relatively temporary
and as subject to direct control, that means also as subject to manipulation by authority figures
(Denison, 1996), (Weiner, 2012). The term organisational culture, however, deeply rooted
values and assumptions are addressed, which are often not aware of (Schneider and Barbera,
2014), (Amjad and Bhaswati, 2014), (Nerdinger et al., 2014). ,,Meaning is established
through socialisation to a variety of identity groups that converge in the workplace.
Interaction reproduces a symbolic world that gives culture both a great stability and a certain
precarious and fragile nature rooted in the dependence of the system on individual cognition
and action“ (Denison, 1996, pp.624). In Table 1 Denison (1996) presents a summary of
differences of research perspectives.

Differences Culture Literature Climate Literature

Epistemology Contextualized and Comparative & nomothetic
idiographic

Point of View Emic (native point of view) Etic (researcher’s viewpoint}

Methodology Qualitative field observation Quantitative survey data

Level of Analysis Underlying values and Surface-level manifestations
assumptions

Temporal Orientation Historical evolution Ahistorical snapshot

Theoretical Foundations Social construction; critical Lewinian field theory
theory

Discipline Socioclogy & anthropology Psychology

Table 1: Contrasting Organisational Culture and Organisational Climate Research Perspectives
(Source: Denison. 1996)

In summary it can be said that a lot of overlap between the two concepts and relationships, as
well as differences exist. In research, often both terms are not sufficiently differentiated or
used interchangeably. In contrast to the organisational culture is stronger in the organisational
climate of the focus on the individual level and involves psychological concepts of
perception, attitude, motivation and emotion (Ashkanasy et al., 2011); (Nerdinger et al.,
2014).

2.1  What is organisational climate?

Studies on organisational climate are a proven instrument for measuring the effectiveness of
leadership, says Jorg Hull, Vice President Leadership Transformation of Hay Group (HayGroup,
2013). The organisational climate can determine whether employees experience a motivating or
demotivating a work environment. This results in direct conclusions about the performance of a
company can be drawn as many scientific studies show. Organisational climate is a central
concept in organisational psychology. Scientific knowledge are rooted in the 30s of the last
century on the Hawthorne studies. Here for the first time the employee was seen as a social being.
As part of the human relations movement then the influence of social relationships and informal
groups was analyzed as a key way to improve the performance of the company(Bungard et al,
©2007); (Nerdinger et al, 2014). Kurt Lewin, Ronald Lippitt, and Ralph White (1939) were the
first to use the term climate in psychological research. In their view ,,social* climate stands for the
relationship created between leaders and followers as a function of a leader’s behaviour. B = f(p,e)
- B being the function between the person (p) and their environment (e) (Ashkanasy et al., 2011).
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Following the work of Lewin, research in the late 1950s through the early 1970s emphasized
the human context of organisations have been concentrated on:
= individual-level and organisational outcomes; Studies of: Argyris (1964); Likert
(1967), McGregor (1960).
= consistency between climates and the needs or personalities of individuals within
them; Studies of: George & Bishop (1971); Pervin (1967).
= the impact that climates have on the performance and attitudes of individuals that
work within them; Studies of: Litwin & Stringer (1968); Schneider & Bartlett (1968)
(Weiner, 2012); (Schneider et al., 2011).

2.2

How to define organisational climate?

Organisational climate is to be understood as a theoretical construct used to describe the
perceived patterns in experience and behaviour of members of an organisation. These are very
abstract components for developping a commonly accepted definition. Followig table shows
different approaches to define the meaning of organisational climate.

Forehand & Gilmer,
(1964)

the set of characteristics that describe an organisation, that distinguish one
organisation from other organisations are relatively enduring over time influence the
behaviour of the people in the organisation

Tagiuri (1968)

a relatively ending quality of the internal environment that is experienced by the
members, influences their behaviour and can described in terms of values of a
particular set of characteristics of the organisation.

Litwin and Stringer
(1968)

the set of measurable properties of the work environment that is either directly or
indirectly perceived by the employees who work within the organisational
environment that influences and motivates their behaviour is the sum of individual
perceptions working in the organisation

Schneider (1974, 1983)

concepts, climate perceptions are meaningful abstractions of sets of cues, the cues
being the many specific events, conditions, practices, and procedures that occur in
the daily life of an organisation; concepts, climate perceptions help individuals
reduce information overload and function as frameworks against which people
identify behaviours that will adapt them to their situation

Payne , Pughes (1976)

produced by objective context and structure of organisation (size, hierachy etc.)

James (1974, 1981,
1989, 1990)

collective perception of the work environment by the individuals within a common
system.

Wiener, (1988)

stable organisational characteristic that is maintained overtime and which gains
considerable inertia as generations of workers come and go

Denison (1996)

the way in which organisational members perceive and characterize their
environment in an attitudinal and value-based manner

Litwin (2001)

a group of measurable characteristics that members could perceive directly or
indirectly in the work environment, a description of environmental factors, it could
help researchers ascertain the effects of environment on employee motivation

Patterson, Warr & West
(2004)

those aspects of the social environment that are consciously perceived by
organisational members

Rosenstiel, Nerdinger
(2011)

the relatively enduring quality of the internal environment of the organisation that is
experienced by the members, influences their behaviour and can be described by the
values of a certain set of characteristics of the organisation.

Table 2: Definitions of Organisational Climate based on (Amjad and Bhaswati, 2014), (Holloway, 2012;Weiner,
2012) and authors source analysis (own illustration)
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After analysis of the different approaches to definition, the following differences in the
viewing can be identified (Bungard et al., 2007).
= Structural approach. Concentration to the consideration of structural and above all
objectively observable facts in an organisation (size, hierarchy, span of control,
resources, and rate of turnover).
= Subjective approach. The climate is conceptualized and measured at the individual's
point of view in an organisation.
= Cognitive approach. Socially shared perception, cognitive interpretations of the
context from the interactions of the organisation's members on selection and
socialisation processes.
Despite the differing views on the definition of organisational climate can be stated as
common. The internal environment is the relatively enduring quality of the internal
functioning of an organisation; said quality arises largely from the behaviour, the rules and
regulations in such a way as perceived by the members of the organisation; it can serve as the
basis of the description of the internal situation of the organisation. Accordingly, the
organisational climate can be defined:
= as the sum of perceptions of organisational conditions by the organisation's members,
= jtis essential descriptive,
= it refers to the entire organisation or sub-systems and has
= impacts on the behaviour of the members.

2.3  Concept of organisational climate

The practical benefit of measurement of organisational climate is immense for businesses.
With the result, the effects of organisational climate on the behaviour of organisationmembers
can be analyzed. However, the effects due to the influence of the individual or other factors
on organisational climate itself (Nerdinger et al., 2014).

Influences on climate Level of Perception and Behaviour

External y
- Physical environment . Motivation

- Socio-cultural environment Individual
Organisational
climate

Figure 1: Causes and consequences organisational climate

Satisfaction

Organizational

- Structure

- Technology

- Managerial behaviour
- Leadership pattern

Group ~ Performance

Organisational climate as dependent variable.

The organisational climate can be made dependent on organisational objective conditions
such as the size of the organisation, the organisational and operational structure, the relative
number of hierarchical levels of formalisation, standardisation and centralisation of decision-
making, but also on the prevailing technology in the organisation and the type of tasks. But
the internal environment is also dependent on behaviour of organisation members, for
example, of leadership behaviour, behaviour among employees or individual characteristics of
the organisation members (Nerdinger et al., 2014); (Krause, 2013).

Early research of a similar sort was conducted by Chris Argyris (1957), who inferred a
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climate existed for hiring only “right types,” and by Douglas McGregor (1960), who
presented the thought that the fairness with which managers treated subordinates yielded a
“managerial climate.” In both cases, the climate was, as in Lewin and colleagues, inferred
and unmeasured. (Ashkanasy et al., 2011, pp. 30)

Organisational climate as independent variable

Looking at the organisational climate as an independent variable, so it is likely in the present
empirical studies that work motivation and performance, leadership, decision-making style,
innovative behaviour of organisation members, job satisfaction, are influenced by the
organisational climate (Nerdinger et al., 2014); (Krause, 2013).

Organisational climate as intervenered variable

Based on the theory to be discussed the organisational climate can also be regarded as an
intervening variable that represents a moderating size, it must be examined between a cause
and a consequence adopted (Kuenzi, 2008). The organisational climate as an intervening
variable between leadership behaviour and innovation will be discussed later see therefore
chapter - organisational climate- links to leadership and innovation (Isaksen and Akkermans,
2011).

Level of analysis problem
In organisational research of cognitive schema approach and the shared perception approach
are paramount. The cognitive schema approach analyses the concept of climate from the
individual level of perception and cognitive representation of the work environment. From
this perspective climate assessments should be conducted at an individual level. The shared
perception approach regards that the members of the organisation show characteristics that
define and differentiate it (Weiner, 2012). A clear separation between personal and
organisational variables is therefore hardly possible. L. R. James and Jones (1974) and also
Ostroff et al. (2003) had disproved this apparent contradiction by declaring that the
organisational climate can be described on an organisational level as well as at the individual
level,depending on the target of the investigation. The latter refer to them as psychological
climate (Fleskes, 2006). Only on condition that a significant consensus on the individual
subjective perceptions of climate member organisations which individual psychological
climates can be aggregated into an organisational climate (but not in the sense of
objectification of perceptions). How big should this inter-subjective agreement is
scientifically still unclear, as is the appropriate method for determining such compliance
(Langford, 2009), (Schneider and Smith, 2004).
The issue is whether climate is an individual experience construct and/or one that assesses
unit-organisational attributes. In other words, there was confusion between the level of the
theory and the level of data and its analysis. The “problem’ was that researchers were not
clear about whether they were conceptualizing organisational climate as an individual
differences variable representing individual experiences or as an attribute of the setting
being described via the perceptions of those in the setting. (Ashkanasy et al., 2011, pp. 33).

2.4 Climate Measurement - Dilemma of Climate-Dimensions

It is difficult to challenge specify what exactly describes organisational climate and which
dimensions are important for this. For companies, this question is crucial because only in the
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defined dimensions effects can be measured and analyzed*. Some developed and applied in
practice climate dimensions are briefly:
Core dimensions of the psychological climate of Jones and James (1979)

1

2.
3.
4.

Characteristics of the work and the role (autonomy, variety of tasks, role clarity)
Characteristics of Leadership (support, confidence, workload)

Characteristics of the working group (cooperation, warmth) and

Characteristics of the organisation and its subsystems (openness, fairness and
objectivity of the reward system, possibilities of development) (Carr et al., 2003),
(Schneider and Barbera, 2014).

Dimensions of the psychological climate of Koys and DeCotiis (1991)

NN E

Autonomy (in terms of level of responsibility)

Cohesion (in the sense of cooperation, friendliness, warmth)

Confidence (in the sense of openness)

Pressure (in terms of labor and time pressure, role conflict, role overload)
Support (in terms of workload by the supervisor)

Recognition (in terms of feedback, reward, development opportunities)
Fairness (in terms of objective and fair reward systems, target transparency)
Innovation (in terms of flexibility, risk-taking) (Carr et al., 2003; Crossan and
Apaydin, 2010).

Climate-Taxonomy of Ostroff (1993)
Ostroff (1993) ranked 12 climate-dimensions to three major facets:

1.

2.

3.

(Schneider et al., 2000) has just realized that in the development and measurability of the
dimensions of a problem (Schneider et al., 1995). Often all sorts of performance factors of a
company are used. On the other surveys in research and practice are more likely to corporate
and situation-specific designed so that other substantive dimensions are considered
significant. Schneider and other experts from research and practice argued for the
organisational climate should be considered to be multi-specific, for example as a climate in
relation to something, e.g. Climate for innovation or for leadership. Only by this specific
viewing the concept, in the first step and precise be operationalised meaningful results and
then also meaningful interpretation and action implications are derived (Schneider et al.,

The affective facet refers to interpersonal and social relationships among employees
and includes the dimensions of participation, warmth, social recognition and

cooperation (Carr et al., 2003).

The cognitive facet describes the degree of involvement awareness, commitment of its
employees. Among the dimensions fall growth, innovation, autonomy and intrinsic

reward (Carr et al., 2003).

The instrumental facet concerns the work process itself and includes the dimensions of
power, hierarchy, structure and extrinsic reward (Schneider and Barbera, 2014), (Carr

et al., 2003).

1995; Bungard et al., ©2007; Krause, 2013).

The development of this more focused approach also resulted in the climate construct being
more available to practitioners because it literally focused on important organisational
processes and outcomes and indicated specific actions that might be taken in organisations

1 Many methods have been developed to measure climate, only to improve the weaknesses detected by
measure. In practices almost used the questionnaire-technique for this purpose com (2013).
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to enhance performance in those areas. (Ashkanasy et al., 2011, p. 31)
There exists a lot of issues that need to be overcome in studies referring the organisational
climate. Summarized they can be named as followed:
= Cognition schema or shared perception. That means a differentiation between the
aggregation of individual perceptions ("Psychological climate™) or shared perception
(Schneider and Barbera, 2014), (Weiner, 2012), (Langford, 2009).
= The sense of measuring one organisational climate or different climates, the
communication climate, service climate, the climate for creativity, etc. (Schneider et
al., 1995).
= The increased conceptual complexity in studying climate as a potential mediator and
moderator variable. Five of the most significant achievements (Ashkanasy et al.,
2011).

2.5  Organisational climate — links to leadership and innovation

The purpose of this chapter is to discuss on how leaders and managers affect innovation and
creativity through their efforts to deliberately foster a work climate that supports creative
thinking.

,.Leader must learn how to create an organisational climate where others

apply innovative thinking to solve problems and develop new products.*
Based on the above-described theory of organisational climate, discussion thesis is divided
into two parts. So that initially Thesis 1 will be discussed:
Thesis 1: Leader must learn how to create an organisational climate.
@ Has Leadership an influence on the organisational climate?
(b) Can Leaders create an organisational climate?
Thesis 2: Organisational climate applies innovative thinking to solve problems

and develop new products.

Thesis 1: This question has already adopted a number of researchers, key
statements and are summarized in the table below:
Kozlowksi & Theorists e.g. Blake & Mouton (1964), Lewin (1951), Likert (1967), Litwin & Stringer

Doherty (1989) (1968), McGregor (1960) analysed in their studies that leadership is one of the most
important organisational factor that affected employees’ perceptions of climate.; study in
non-profit organisation; relations-oriented leadership behaviours have a positive and
significant relationship with the organisational climate dimensions reward and warmth.

Kouzes and Posner | Leader’s behaviour explains nearly 25 percent of the reason that people feel productive,

(2010) motivated, energized, effective, and committed in their workplaces

McClelland, David | Concluded that right managerial style is an important ingredient in the profile of an

C., & Burnham, effective manager; study conducted on 50 managers in a large, highly hierarchical

David H (1995) * | organisation.; better organisational climate is strongly related to democratic and coaching
style.

Ingles, S. & Strong relationship was found between styles and climate. Total climate correlated

Moreno (1998)* positively with the Authoritative, Affiliative, Democratic and Coaching style.

Mulrooney,C.& Test on 61 mangers in 25 health care systems located in 15 US states. Each style

Sala,F (2002)* dimensions correlated with each organisational climate dimensions. Coercive and Pace-
setting Democratic and Coaching tended to correlate positively.

V.S.R. Vijay While directive style results in unfavorable climate perceptions, diversity tolerance and

Kumar (2007) * individual orientation moderate by reducing the unfavourable perception and its effects

are enhanced by diversity tolerance and team orientation.
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Holloway (2012) | Survey on 303 employees; web-based questionnaire consisting of 79 questions;result
indicate a positive and significant relationship between relations-oriented leadership
behaviours and the organisational climate dimension reward and warmth

Momeni (2009) Leader’s behaviour has a great influence on employees’ attitudes, behaviours, emotions,
morale, and perceptions; more than 70% of employees’ perceptions of organisational
climate are shaped directly by their leader’s style of leadership and behaviour: Results of
the study: the higher a manager’s El, the better that manager’s OC. indicate OC is more
influenced by self-awareness and social awareness, e.g. good communication skills,
interpersonal expertise, and mentoring abilities.

Table 4: Relation between Leadership/-style and organisational climate; based on (Kozlowski and Doherty,
1989), (Holloway, 2012), (Kouzes et al., ©2010), (Momeni, 2009); * cited in (Balameenapriya and
Krishnapriya, 2014); own illustration

Answering the Thesis 1:

Based on the identified results from the studies can be said in summary that (a) Leadership a
strong influence on the organisational climate. Overall, it is clear from the studies that
different leadership styles are perceived differently. (b) the relationship-oriented leadership
styles have a positive influence on the organisational climate.(Momeni, 2009) comes to the
conclusion that regarding following aspects, leaders can create a positive working
environment, perceived by the employees as positive organisational climate:

Developing and improving face-to-face communications; Giving enough information;
Fostering ethical behaviour; Showing care for and respect to employees by expressing
appreciation and gratitude; Handling grievances seriously and fairly; Integrating employees in
solving organisational problems; Being receptive to new ideas, and caring about the
employees’ problems; Showing fairness through fair salaries and rewards; Encouraging and
facilitating teamwork; Creating situations in which employees get a sense of pride about
working as a members of the organisation; Making the work environment friendly through
sincerity and sympathy, all of which increase employees’ loyalty to the organisation.

Thesis 2: Organisational climate applies innovative thinking to solve
problems and develop new products
To be able to operationalise and interpret the organizational climate plausible meaning, it is as
described by Schneider discussed (Schneider et al., 1995), are not considered a molar rather
than specific climate for innovation. Organisational climate for innovation has been identified
as a productive concept to use in preliminary and sustained organisational diagnosis for
development or improvement efforts (Isaksen and Akkermans, 2011). Organisational
innovation depends on a climate that supports innovation. Only a few models explicitly
explain the content and functional importance of innovation climate. Following model is one
of the most used and refined model for measuring climate for innovation. Ekvall (1996) has
found that measures of creative climate have significantly differentiated innovative from
stagnated organisations (number of patents obtained, technical and market originality,
business strategy, success in developing and launching new products and services) (Ekvall,
1996).

2.6 Creative Climate Questionnaire (CCQ)- Ekvall (1991)

Ekvall (1991) defined climate as the observed and recurring patterns of behaviour, attitudes,
and feelings that characterize life in the organisation.(Isaksen and Akkermans, 2011). During
the 1980s Ekvall developed a measurement tool to study whereby creativity / innovation is
influenced in organizations. He developed 10 dimensions that can be grouped into three areas.

- 183 -



Resources: Idea Time; Idea Support; Challenge
Motivation: Trust and Openness: Playfulness and Humor; Conflicts
Exploration: Risk-taking; Debates; Freedom, Dynamism
As the main results of the studies it can be summarized, that climate dimensions assessed by
the instrument make a difference between innovative and stagnated organisations. Between
the climate dimensions Risk Taking, Dynamism, Freedom, and Debates is a strong correlation
for radical innovation (opposed to incremental innovation) behaviour. The leadership style of
the manager has substantial correlations with the climate dimensions. Creative climate is
positively caused by change-oriented leadership style and task- and structure-oriented style
has weak or zero correlations to creative climate-dimensions.
,» The conclusion should be that the climate to a fairly large extent is in the hands of the
manager* (Ekvall, 1996, pp. 122).

Answering Thesis 2:

Numerous conducted by Ekvall (1983, 1987, 1991) studies show that certain dimensions such
as Risk Taking, Dynamism, Freedom and Debates have a strong relationship with a positive
innovative behaviour. It could also be noted that change-oriented leadership style has an
positive impact on climate for innovation. Now the mediating role that climate plays between
leadership as an antecedent factor influencing the intervening variable of climate, which, in
turn, affects innovation become evident. A few studies have examined how climate intervenes
between leadership behaviour and innovative outcomes.

Ekvall and Ryhammer CCQ, Responses from 130 faculty members (Sweden); high evidence for the
(1998; 1999) intervening role of climate for innovation

Jung, Chow, and Wu  Transformational leadership was significantly and positively related to organisational
(2003) innovation and support for innovation. Both climate variables of empowerment and
support for innovation were found to moderate the effects of transformational
leadership on organisational innovation.

Table 5: climate for innovation as moderating variable; based on (Isaksen and Akkermans, 2011); (Wu and Shi);
own illustration

Both researchers detected the high evidence for the intervening role of climate for innovation.

3 CONCLUSION

Since leadership behaviour has such an influence on climate, and climate influences
innovation, this discussion unrolled the intervening nature of creative climate between
leadership behaviour and innovative productivity. The previous analysis of the theses has
shown that there is a high correlation between leadership support for innovation and the
climate for innovation. That means as the level of leadership support for innovation increased,
there would be a corresponding increase in the positive aspects of creative climate. It was
further determined that climate, as an intervening variable, moderate or mediate the
relationship between leadership behaviour and innovative productivity. Although one must
say that leadership behaviour is clearly one of the key influencing factors affecting
organisational creativity and innovation. Some literature points to the kinds of leadership
behaviour that is more likely to positively effect these types of organisational outcomes. Thus,
it was found that especially relationship-oriented leadership styles have a positive influence
on the organisational (Momeni, 2009). Especially with this style one of the ways leaders
influence innovation is through creating a climate that encourages creativity and the
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implementation of creative ideas. That comes to the conclusion that regarding following
aspects, leaders can create a positive working environment, perceived by the employees as
positive organisational climate for innovation.
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RiZENI NAKLADU PRODUKTU S OHLEDEM NA ZIVOTNI CYKLUS
VYROBKU

COST MANEGEMENT DUE THE PRODUCT LIFE CYCLE

Monika Maiikova, Jan Horejc

Abstrakt

Sledovani Zivotniho cyklu produktu v kazdé jeho etapé piinasi pro podnik (jako pozorovatele)
informace a je na kazdém subjektu, jak je zuroCi, vyuzije ¢i nikoliv. Moznosti jak vyuzit
podkladu ze sledovani, pozorovani a vyhodnocovani je samoziejmé né€kolik. Mezi zékladni
faktory, které muze spole¢nost vyuzivat, patii informace typu uspora nakladt, naskok oproti
konkurenci, organizace produktu v ramci celé organizace, vnimani produktu managementem
spole¢nosti, atd. Z praxe spole¢nosti v Ceské republice je sniZeni nakladil nejéast&jsi efekt
sledovani zivotniho cyklu vyrobku, dale mizeme najit dalsi divody sledovani Zivotniho cyklu
produktu a témi je také eliminace rizik (snizovani rizik souvisi také se snizovanim nakladd,
protoze pokud je spoleCnost schopna vytvofit rezervy na rizika, které znd, je schopna néklady
predikovat a ptipadné i diky znalosti rizik snizit).

Kli¢ova slova: rizeni nakladu, zivotni cyklus vyrobku, uZitek

Abstract

Each phase of product life cycle has the concrete specifics. For the company are these
specifics challenge, how to improve itself. We can find more possibilities how to apply the
results from analysis - f. e. cost decrease, competitive advantage, better product management,
etc. One of the most used trend in the Czech Republic, is the minimizing of the costs.
Nevertheless the second, in these days with the same importance, we can see the trend of
determination and elimination of risks.

Key words: costs management, product life cycle, utility

1 RiZENi NAKLADU PRODUKTU S OHLEDEM NA ZIVOTNI
CYKLUS VYROBKU

vvvvvv

pritom podstatné, co je ptredmétem vyroby podniku, zda to jsou jednoduché vyrobky nebo
sofistikované celé technické systémy. Zatimco diive byla métitkem tspéSnosti doba, jakou se
dany vyrobek udrzel na trhu (viz napt. Fordiv model auta T), dnes — v dob¢ CastéjSich a
radikalng&jSich inovaci a tedy i rychlejsi obmény s ohledem na nejen fyzické, ale i moralni
zastaravani — je spise méfitkem tspésnosti, jak dokaze dany vyrobek uspokojovat nase naroky
a jak narofné je zachazeni s nim. Aspekt ndkladovy — pii rostouci sile koupéschopnosti
zakaznikd — pfitom nemusi byt vzdy rozhodujicim faktorem. Naklady jsou sice jednim
Z nejsledovanéjSich parametrit vyrobnich podniki, ale v posledni dob¢ se vSak pohled na né¢
trochu pozménil, a to diky jejich sledovani v pritbéhu tzv. zivotniho cyklu vyrobku.

1. 1 Zivotni cyklus vyrobku

Tak jako lidsky zivot se rodi, Zije a koni, tak i produkt ma svij kolob¢h Zivota, tj. uvedeny
Zivotni cyklus produktu (ve zkratce ZCV) nebo v cizojazyéné literatuie product life cycle (s
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dnes jiz standardné pouzivanou zkratkou PLC). Zivotni cyklus vyrobku pfedstavuje proces
vzniku népadu, tvorby (tj. technického definovani) vyrobku, jeho realizace v produk¢énim
podniku, distribuce zakazniku, jeho vlastni vyuZivani a v neposledni fadé i naslednou
likvidaci. A zatimco dfive tviirce (projektant, konstruktér, producent atd.) sledoval zejména
potencialni zisk, dnes je nutné pii tvorbé produkce myslet na cely Zivotni cyklus tohoto
produktu. Nasledujici ¢lanek by mél odpoveédét na zékladni otazky tykajici se zivotniho cyklu
produktu, a to: K ¢emu je vlastné definovani zivotni cyklus vyrobku uzite¢né? A pro¢ by ho
podnik mél sledovat? A jaké jsou piistupy? Jak je to vlastné s ndklady v jednotlivych fazich
ZCV a s moznosti jejich ovlivnéni? Teorie dnes pojmenovavéa tyto piistupy jako Fizeni
Zivotniho cyklu vyrobku (v anglické literatufe je bézné vyuzivan pojem PLM — product
lifecycle management).

1. 2 Rizné pristupy k Zivotnimu cyklu vyrobku

Literatura zabyvajici se zivotnim cyklem produktu vSak uvadi Sirokou Skalu pfistupti a
pohledii, mezi né patii:

= Marketingové vnimani Zivotniho cyklu produktu

= Zivotni cyklus s ohledem na Zivotni prostiedi (LCA analyza)

= Zivotni cyklus produktu jako technického systému dle mista realizace

= Zivotni cyklus produktu z pohledu jednotlivych transformaénich procest

Kazdy piistup sleduje odlisné efekty pro podnik. Zalezi na tom, jaké aspekty vyrobni podnik
sleduje.

Marketingové pojeti piedstavuje podnikatelsky p¥istup k ZCV, kdy podnik zejména sleduje
velikost ndkladl a trzeb v pribéhu vzniku a uplatnéni vyrobku na trhu, pficemz obvykle
rozli$uje faze ZCV, jimiZ jsou zavedeni, riist, dospélost, nasyceni a Upadek (viz obr. 1, kde je
zachycen jak pfimy vztah mezi trzbami a stavem, v jakém se produkt nachazi, tak i adekvatni
vyvoj nakladd, spojenych s tvorbou a realizaci tohoto vyrobku).

Problémem je zejména nutnost vynalozit nejprve naklady, potfebné na vznik vyrobku, pred
tim, neZ je vyrobek uveden na trh. Jde jednak o néklady spojené jak s navrhem vyrobku, tak i
o naklady spojené nasledné s realizaci tohoto vyrobku a s jeho uvedenim na trh. Mezi ty prvni
patii napt. ndklady na prizkum trhu, naklady na patentovou reser$i, naklady na vyzkum ¢i
vyvoj nebo experimentalni ovéfeni nového principu, obecné tedy néklady projektu noveho
vyrobku. Mezi ty druhé lze zatadit samotné naklady na vyrobu, distribuci k zakaznikovi
piipadné celni poplatky. Hlavnimi naklady pro uvedeni vyrobku na trh pak jsou naklady na
reklamni kampaii, POSM?, vyzkumy preferenci trhu atd.

! Point of sales materials
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Obrazek 1: Nesoulad nakladi a vynosi dle Tomek, G., Vavrova, V., Vyrobek a jeho
uspéch na trhu. Praha: Grada Publishing, 2001.

Pii sledovani Zivotniho cyklu s dopadem na Zivotni prostfedi spole¢nost hlida dopady,
které zptuisobuje jeji vyrobek pii ve vSech fazich svého zivota. Pti v€asné predikci je schopna
snizovat naklady, které vznikaji pfi vyvoji, vyrob¢€ a likvidaci. Tento Zivotni cyklus sleduje
VYVoj vyrobku ve vazbé na ckologické dopady a snazi se o optimalizaci nakladi v tomto
sméru. Umoziuje davat uritd doporuceni, je vSak na producentech (¢i dokonce na $irSim
spolecenském koncensu), jak tato doporuceni piijmou a uplatni. Hlavnimi sledovanymi
naklady v tomto pfistupu jsou naklady spojené s recyklaci materialu (nedokoncena vyroba,
zmetky), plytvani energiemi, fizeni emisi a odpadu.

Zivotni cyklus produktu jako technického systému dle mista realizace odrazi aktualni
situaci v podniku. Produkt je sledovan podle mista aktualni realizace, stiediska anebo
oddéleni, kde podle ¢innosti transformuji vyrobek. Toto pojeti ma vyznam zejména z hlediska
produkéniho a podniku umoziiuje nalézt soulad mezi hodnocenim ekonomické efektivity
jednotlivych produktti a efektivity jednotlivych vnitinich organiza¢nich jednotek podniku.
Néklady se daji alokovat a piifadit vzdy ke stfedisku, kde vznikaji. Diky tomu lze mj.
definovat, jak se jednotlivé Gtvary podileji na pfidané hodnoté, zahrnuté ve vyrobku.

Piistup Zivotni cyklus produktu z pohledu jednotlivych transformaénich procesi je
zejména uZzivan v konstruovani a konstrukéni nauce. Vyrobek je sledovan jak z Uhlu
transformacnich procest, tak i nositeli vstupt resp. operatort téchto transformacnich procest:
Clovek, technicky systém, informacni systém, manazersky systém. Jednotlivé faze tohoto
procesu jsou pojimany jako soustava na sebe navazujicich transformacnich procest, kdy
kazdy tento proces je vyhodnocovan jak z hlediska efektivity splnéni cile (acelu) tohoto
procesu, tak z hlediska ucinnosti transformace pouzitych vstupti na potfebné vystupy, a
kone¢né i z hlediska nakladi na tyto transformacéni procesy a z hlediska efektivity jejich
vynaloZeni. Clenéni Zivotniho cyklu vyrobku z tohoto pohledu je patrné z obrazku 2, kde jsou
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zékladnimi transformacnimi fazemi Zzivotniho cyklu vyrobku: jeho planovani, konstrukcni
priprava, technologické a organiza¢ni pfiprava, vyroba, distribuce, provozovani a likvidace.

4
[
i

— o ———

\d

Zaméry
Patfety

Planovani wvzniku TS®

i

Stav problému

Popis wychoz, TS

Popis wychiechnol.

T

!

¥
Konstruovani TS[I]

|

[

-3

¥
Technalogicka a organizacni

%"J“

Popis vich.org.zab. LBHDr viroby a ost. Ziv. proc. TS

Paolotarvary

Hotowe soucasti

Popiz wich technol,

Popis wich.org.zab.

Distribunvani TS

Premenovang

vt baleni. skladqlv.. instaf%vém’. an.

!
"

M,E I
ve vst. s’lﬁ%

Provozovani TS,

¥
Pfidavné Likvidace TS
ms?rEenay—”' vi. demont., separace, recyklace

Pozadavek na TSm
Zpravaotrhu
Ipravaotechnicke
@ ekonomicke
proveditelnosti

Popis konstruk-
Eniho navrhu,
TSm we farme
konstrukEni
dokumentace

Popiz technologie a
organiz. zahezped.

wyrohy & daldich Ziv.

procesu TSm wE
formé dokumentace

Realizovany TS o

Instalovany TSch

Premenovang

MEI
%vew‘st.staw

ciL!

Pouzity TS,
histerial

Obrazek 2: Zivotni cyklus technického systému; Hosnedl, S., PfednasKky z piedmétu

ZKM. Plzen: autor neznamy, 2009

1. 3 Naklady jednotlivych fazi ZCV

Plvodni obrazek, znazoriujici €lenéni zivotniho cyklu do zékladnich fazi je doplnén o
nakladovou stranku na obrazku ¢. 3. Je nutné vzit vyrobek od samotného jeho vzniku a
planovani a snazit se zkalkulovat mozné oc¢ekavané ndklady. Mozny plan kalkulace nakladt
propojenych k Zivotnimu cyklu vyrobku muze vypadat takto:
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ZIVOTNI CYKLUS TECHNICKEHO SYSTEMU (Hosnedl, S., Prednagky z predmétu ZKM.
Plzefi : autor neznamy, 2009.
Eder, E., Hi dl, S., Design i ing. misto amé : Taylor and Francis, 2008.
ISBN 979-1-4200-4765-3.) | &innosti, které podmifiuji naklady hodnota nakladd
‘|, nl
¢ naklady na pracovniky, n2
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Obréazek 3: Zivotni cyklus technického systému dle Hosnedl, S., Pfednasky z pfedmétu
ZKM. Plzeii: autor neznamy, 2009

Pivodni obrazek, znazormujici Clenéni zivotniho cyklu do zakladnich fazi je doplnén o
nakladovou stranku.

Ekonomicka teorie uvadi jako jednu z moznosti kvalifikace ptidané hodnoty pro uZivatele
uzitek. Pojem uzitek Ize podle mikroekonomt spocitat pomoci pfidané hodnoty, kterou
danému uzivateli pfinasi, ale v obchodnim prostiedi je zapotiebi kvantifikovat, CO nam nas
vyrobek ptinese, jak ovlivni nase trzby. Proto je vhodné se opfit o zdkladni nerovnici, a to tu,
Ze vynosy z produktu musi byz vétsi nez ndaklady. Celkovy uzitek ma ovSem dvé slozky (viz
obrazek 4), a to slozku zakaznickou, pro kterou si vlastné¢ zakaznik produkt potizuje, a slozku
producentskou, jejiz piidand hodnota se pak d€li mezi vlastni tviirce a podnik jako celek. Toto
schéma musi mit v8ichni tvirci podvédomé zakddované a musi je respektovat pii vytvareni
novych hodnot. Mj. tedy musi uznavat i respektovat onu podnikovou sloZzku uZitku, kterd
realné existuje (muze to byt napt. odraz firemniho know-how, vliv pouZiti ochranné znamky,
odraz celkové image podniku apod.) a promita se ekonomicky zejména do podoby zisku
s jeho moznosti pro vicero-nasobné pouZiti v podniku.
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Obrézek 4: Schéma tvorby hodnoty (uZitku) pro zdkaznika a firmu

1. 4 MoZnosti Fizeni nakladi v jednotlivych fazich ZCV

V jednotlivych etapach zivotniho cyklu vznikaji rtizné naklady o rGzné vysi. Ale vynosy
(trzby), které determinuje produkt, nekopiruji kiivku nakladové funkce. Na rozdil od vynost,
néaklady se vyskytuji uz v dobé projekce a planovani produktu. Vynosy do podniku za¢nou
plynout at’ uz z prodeje samotnych vyrobki, ndhradnich dilti nebo licenci spojenych.

Standardni a bézné pouzivany zpusob, jak sledovat naklady je tradi¢ni zptlisob fizeni nakladu.
Néklady jsou kontrolovany dle riznych rozdéleni, a to bud’ dle ndkladovych druhti (spotieba
materidlu ¢i energie, odpisy, mzdy atd.), dle nakladovych mist (ve vyrob&, v administrative,
Vv konstrukci, ...) nebo podle nositelli nakladti (nositeli nékladl jsou podnikové vykony — at’
uz hlavni spojené piimo s vyrobou nebo vedlejsi, jeZ nejsou navazany na hlavni ¢innost
podniku) nebo moderné s vyuzitim tzv. ABC-costingu, tj. pfifazovani nakladi hlavnim
¢innostem, podilejicim se na vzniku daného produktu.

Neni podstatné, zda firma je prosperujici anebo se potyka na kraji ziskovosti, trend ke
snizovani naklad by mél byt zakladnim kamenem politiky podniku. Moznosti, kde hledat
usporu ve snizovani ndkladi se nabizi pfi hlubSim pohledu hned nékolik. Pokud budeme
vychazet z obrdzku 5 niZe, moznosti snizovani nakladd je nutné zacit hledat jiz pti planovani
a konstruovani vyrobku, protoZe v téchto dvou etapach je mozné ovlivnit az 70 % vSech
nakladi spojenych s produktem. Proto by v téchto etapach mél byt vénovan nejvétsi dohled
na vhodny vybér materiali, dostupnosti ndhradnich dilii a také provoznim nékladtim, které
nese na bedrech z&kaznik. V etapach ptipravy vyroby a samotné vyroby vznika nejvice
nakladi, jez v celkovém souctu tvoii 70% nakladi odrazenych v cené produktu. Plati tedy
pravidlo, Ze naklady produktu Ize nejvice ovlivnit ve fazi vyvoje produktu (tj. na obrazku 5
v etapach planovani a konstruovani), ale jejich nejvétsi podil ve skute¢nosti vznika ve
vyrobnich etapach.
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Obrazek 5: Vliv nakladi na produkt a pomér nakladi

Projektanti a konstruktéti by si tedy méli uvédomit, Zze svymi rozhodnutimi a po¢iny ovliviiuji
vyrobu, uzivani, distribuci a likvidaci vyrobku. Sami ptipadné pod systematickym vedenim
managementu by méli hledat feseni, jez povedou k eliminaci ndkladi. Veli¢iny, které by mély
byt v etapé konstrukce a planovani vyroby a ovliviiuji vyrobni naklady, 1ze nalézt v obrazku
¢. 5.

Uvedeny nesoulad nakladi na danou fazi zivotniho cyklu vyrobku a moZznosti ovlivnéni
celkovych nékladii daného produktu v dané etapé tedy nutné musi vést k tomu, Ze je tieba pii
tvorbé produktii skute¢né definovat a vymezit jednotlivé faze Zivotniho cyklu produktu a
planovat pro né¢ obé uvedené nakladové polozky, a to zejména ve fazich koncipovéni a
navrhovani produktu. Dusledné piremyslet 1 o fazich, kdy naklady sice jiz nejsou naklady
producenta (distribuce, provoz, likvidace), ale jejichz vysi muze tvlrce, resp. producent
vyrazn¢ ovlivnit jejich vhodnym predikovanim. Navic tato anticipace nakladi dnes jiz
ovlivituje 1 chovani a vybér potencidlnich zadkaznikli pfi soucasnych akcentovanych
zpusobech podpory prodeje (napt. postoupeni dosluhujiciho vyrobku producentovi jako casti
protihodnoty pfi koupi nového vyrobku, likvidace dosluhujiciho produktu samotnym
producentem apod.), kdy koup¢ produktu neni determinovana jen vlastni prodejni cenou, ale
spiSe celkovymi naklady, spojenymi s provozovanim daného produktu tzv. TCO (total cost of
ownership).
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SUCASNY STAV RODINNEHO PODNIKANIA V POHOSTINSTVE A
HOTELIERSTVE NA SLOVENSKU

CURRENT SITUATION OF FAMILY OWNED HOSPITALITY
BUSINESSES IN SLOVAKIA

Ludmila Smardova, Jana Kucerova

Abstrakt

Rodinné podnikanie ma v mnohych rozvinutych krajinach dlhoro¢nt tradiciu. Osobitny
vyznam mu je pripisovany najma v podnikoch sluzZieb, v ktorych prave proces zapojenia
rodinného prislusnika vyznamne ovplyviuje kvalitu ich poskytovania. Prispevok sa
zameriava na stcasny stav podnikania v pohostinstve a hotelierstve v Slovenskej republike.
Na vzorke 297 podnikatel'skych subjektov poskytujucich sluzby v pohostinstve a hotelierstve
v Slovenskej republike analyzuje ich Struktdru z hl'adiska zapojenia rodiny do riadenia
podniku, skima kol’kymi generaciami rodiny preslo vedenie podniku, planovanie odovzdania
podniku rodinnym prislusnikom aich ochotu prevziat rodinny podnik. Skima aj vnimané
pozitiva a negativa rodinného podnikania z pohl'adu uvedenych subjektov.

KUlucové slova: rodinné podnikanie, hotelierstvo a pohostinstvo, Slovensko.

Abstract

Family owned businesses have long tradition in many developed countries. The involvement
of family members significantly affects the product quality, especially in enterprises
providing services. The paper focuses on the current situation of hospitality business in the
Slovak Republic. On a sample of 297 business entities providing hospitality services it
analyzes businesses™ structure in terms of family involvement in the management of the
company; it examines how many generations of family have passed management, plans to
pass the business to next generation and willingness to continue in doing business. It shows
the perceived positives and negatives of the family business from the perspective of those
entities.

Key words: family business, hospitality, Slovakia

UvoD

V sucasnosti rodinné podniky vyznamne prispievaji k ekonomickému rastu, najmid v
krajinach s trhovou ekonomikou, kde su podnikatel'ské aktivity vyrazne podporované.
Niektore Stadie tiez uvadzaju, Ze rodinné podnikanie je hlavnou hnacou silou ekonomiky v
byvalych socialistickych ekonomikéch, resp. v tzv. transformujucich sa krajinach (Duh -
Tominc, Pistrui a kol., Poutziouris a kol., Vadnjal, In Duh, 2012). Spolo¢enské a ekonomicke
zmeny v byvalych socialistickych krajindch v strednej a vychodnej Eurdpe predstavovali
prilezitost’ pre vznik sukromnych podnikov a politické opatrenia sa zacali zameriavat' na
dynamicky rozvoj malych a strednych podnikov (Duh, 2012). Az 95 % podnikatel'skych
subjektov v cestovnom ruchu v Eurdpe, ktoré generuju priblizne jednu tretinu prijmov z
cestovného ruchu, zarad’'ujeme medzi mikro podniky a vicsina z nich su rodinné (Middleton,
In Getz a kol., 2004, s. 2). V Slovenskej republike ¢elia v sucasnosti podnikatel'ské subjekty
viacerym vyzvam, ktoré vyplyvaji zo zmien v neustale sa meniacom prostredi.
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1 SUCASNY STAV SKUMANIA RODINNEHO PODNIKANIA

Viacsinu podnikov poskytujacich sluzby v pohostinstve a hotelierstve zarad'ujeme do
kategorie malych a strednych podnikov. Prave tieto skupiny podnikov povaZuje Eurdpska
komisia za nositelov ekonomickych inovacii a zdroje pracovnych miest. Zaroven hodnoti
podmienky podnikania v jednotlivych castiach Eurdpskej tnie ako znacne rozdielne. Za
vychodisko skumania rodinného podnikania v pohostinstve a hotelierstve na Slovensku
povazujeme najméa vymedzenie rodinného podnikania, pre ktoré je typicka defini¢na
nejednotnost’. DoleZity je aj stav podnikania v hotelierstve a pohostinstve na Slovensku.

1.1 Rodinné podnikanie

Vzt'ah medzi podnikom a rodinou formuje $pecificku podnikatel'sku kultaru a filozofiu, ako
aj proces podnikania, ktoré su v rodinnom podnikani jedine¢né (Hammer - Hinterhuber, 1994,
In Peters - Buhalis, 2004). Problematike rodinného podnikania sa v zahrani¢nej literatare
venuje zna¢na pozornost’. Napriek tomu neexistuje jednotna definicia rodinného podnikania,
ktora by bola univerzéalne aplikovatel'na na kazdii moznu oblast’, ako na Grovni verejnych a
politickych diskusii, tak aj v oblasti prijimania legislativnych opatreni, uplatnenia
podpornych nastrojov, poskytovani Statistickych udajov, ¢i akademického vyskumu. Vo
vyskume v oblasti spoloCensko-ekonomickych vied, ako aj na udrovni prijimania
legislativnych opatreni sa pouziva velké mnozZstvo rdznorodych definicii (Mandl, 2008).
Sharma a kol. a Chua a kol. komplexne zhrnuli literdrne zdroje a identifikovali 34 r6znych
definicii rodinného podnikania. Birley tiez uvadza, Ze v niektorych krajinach sa pojem
,rodinné podnikanie“ nepouziva a nie je ani pochopeny (In Getz a kol., 2004). Rakusky
institut pre vyskum malych a strednych podnikov (Mandl, 2008) identifikoval vo svojej
analyze 90 definicii rodinného podnikania pouZivanych v eurdpskych krajindch v réznych
oblastiach.

Napriek rbéznorodosti definicii sa rodinné podnikanie vo vSeobecnosti spdja s troma
zdkladnymi pojmami, ktorymi su rodina, podnikanie a vlastnictvo, ktoré sa vzajomne
prelinaju. Prvykrét boli tieto prvky spojené do systémového modelu troch kruhov rodinného
podniku, ktoré vyvinuli autori Tagiuri a Davis v roku 1982 (Tagiuri - Davis, 1996).
Kdekol'vek vzajomne pdsobi rodina s podnikanim, vykazuje podnikatel'sky subjekt Specifické
znaky rodinného podniku. Harveston a kol. (1997) uvadzaju, ze rodinné podniky st jedine¢né
institacie prave preto, Ze sU v nich tieto dva zjavne protichodné prvky vyrazne integrované.
Okrem prvku rodiny a podnikania je déleZité vlastnictvo, ktoré je zaroven tretim kruhov v
systtmovom modeli troch kruhov. Expertna skupina Eurdpskej komisie pre vyskum
rodinného podnikania vo svojich vystupoch uvadza, ze prave aspekt vlastnictva umoziuje
jasné odliSenie rodinného podniku od ostanych. Tiez uvadza, Ze zohl'adnenie tohto aspektu je
pre pochopenie fenoménu rodinneho podnikania nevyhnutné a dolezitejSie ako prihliadanie na
velkost” podniku (Final Report of the EU Expert Group, Overview of Family—Business—
Relevant Issues: Research, Networks, Policy Measures and Existing Studies, 2009).

Americki autori Astrachan a Shanke (2003) uvadzaju, Ze pri vymedzeni rodinnych podnikov a
ich odliSeni vychadzaju odbornici z roznych kritérii, ako je percentualny podiel rodiny na
majetku podniku, strategickd kontrola, zapojenie viacerych generécii a umysel zotrvania
rodiny v podniku. Uvedeni autori v roku 1996 defini¢cne vymedzili rodinné¢ podnikanie na
troch tirovniach v zavislosti od zapojenia rodiny do podnikania. Podl'a ich najvSeobecnejsej
definicie ide o rodinné podnikanie vtedy, ked je rodina aspofi minimalne zapojena do
podnikania a ma kontrolu nad strategickym smerovanim podniku (prostrednictvom
majetkového podielu v podniku a pod.). Ich druha definicia zuZuje vymedzenie rodinného
podniku, na taky, v ktorom zakladatel’ (majitel') podniku planuje odovzdat’ podnik rodinnému
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prislusnikovi (ma timysel zachovania podniku v rukach rodiny) a zaroven sa tento zakladatel
(majitel’) alebo iny rodinny prislusnik podiel'a na riadeni chodu podniku (okrem rozhodovania
na zaklade majetkového podielu v podniku priamo pracuje v riadiacej funkcii). Ich najuzsia
definicia vymedzuje rodinné podnikanie ako také, v ktorom je zapojenych viac generécii
rodiny, ktoré maju kontrolu na strategickym smerovanim podniku (majetkové prava) a na
riadeni chodu podniku sa podiela viac ako jeden ¢len rodiny. V takychto podnikoch su Casto
zamestnani viaceri rodinni prislusnici aj mimo riadiacich pozicii (Astrachan a Shanke, 2003).

V teorii ngjdeme aj iné definicie rodinného podnikania. Za déleZitu povazujeme definiciu
rodinného podnikania formulovand expertnou skupinou Europskej komisie v roku 2008, ktoru
odporuca komisia pouzivat' aj na Urovni Clenskych Statov. Zameriava sa najmé na aspekt
vlastnictva podniku a z neho vyplyvajaceho vplyvu na rozhodovanie rodinnych prislusnikov.
Podnik je rodinnym, ak vécsinu rozhodovacich pravomoci ma fyzicka osoba (osoby), ktora
podnikatel'sky subjekt zalozila, nadobudla, alebo ich maju jej surodenci, rodicia, deti alebo
priami potomkovia deti. Tieto vacSinové prava moézu byt priame alebo nepriame. Zaroven
definicia uvadza, ze aspon jeden Clen rodiny alebo pribuzny je zapojeny v manazmente alebo
do administrativy podniku (Final Report of the EU Expert Group, Overview of Family—
Business—Relevant Issues: Research, Networks, Policy Measures and Existing Studies, 2009).

1.2 Ekonomicky vyznam rodinnych podnikov

Analyza realizovana Eurépskou komisiou v roku 2008 a publikovana v roku 2009 ukazala, Ze
v Eurdpe zarad’'ujeme medzi rodinné podniky 65 % az 80 % podnikatel'skych subjektov, ktoré
vytvaraju v priemere 40 % aZz 50 % vSetkych pracovnych miest (Final Report of the EU
Expert Group, Overview of Family—Business—Relevant Issues: Research, Networks, Policy
Measures and Existing Studies, 2009).

V niektorych dostupnych Stadiach dosahuje podiel zamestnanosti, ktoré rodinné podniky
generuju, uroven 70 % alebo viac. Vztah medzi podielom rodinnych podnikov na celkovom
pocte podnikov a podielom zamestnanosti, ktort generuj, zatial’ nebol preukazany. Niektoré
analyzy poukazuju na vel'mi vysoky podiel rodinnych podnikov na celkovom pocte podnikov
a zaroven aj ich vysoky podiel na zamestnanosti v State. Vysledky inych narodnych analyz
poukazuju na nizky podiel rodinnych podnikov na zamestnanosti napriek ich vysokému
podielu na celkovom pocte podnikov v state (Mandl, 2008). V Rakusku je podiel rodinnych
podnikov na celkovom pocte podnikov viac ako 80 % a generuju 70 % az 75 % pracovnych
miest v State. V budicnosti vSak viaceri experti predpokladaju pokles poctu rodinnych
podnikov v tejto krajine dosledku socio-ekonomickych zmien a poklesu zaujmu rodinnych
prisludnikov o prevzatie podniku (Mandl - Obenaus, 2008). Podiel rodinnych podnikov na
celkovom poéte podnikatel'skych subjektov je vo Finsku 91 % a v Spanielsku 85 %.
Zamestnanost’, ktor generuju, ma na celkovej zamestnanosti v State podiel okolo 40 %
(Family Business International Monitor, 2008). Na zéklade vysledkov analyzy expertnej
skupiny Europskej komisie pre vyskum rodinného podnikania maju na celkovom pocte
podnikatel'skych subjektov rodinné podniky v SR podiel okolo 90 %, v Ceskej republike
podiel 84 %, v Pol'sku do 75 % a v Mad’arsku okolo 70 % (Mandl, 2008). V USA je tak ako v
europskych krajindch podiel rodinnych podnikov vel'mi vysoky, a to 80 % az 90 % na ich
celkovom pocte a vytvaraju 62 % pracovnych miest v krajine (Astrachan — Shanke, 2003).

Na globalnom hrubom domacom produkte sa rodinné podniky ro¢ne podiel’aja 70 % az 90 %
(Family Firm Institute Inc., 2013). Analyzy rodinného podnikania realizované v niektorych
eurdpskych krajinach poukazuju na to, Ze rodinné podniky sa na celkovom obrate
sukromného sektora podielaji priblizne 40 %. Ich podiel na tvorbe hrubého domaceho
produktu a pridanej hodnoty je v rozpiti od 20 % do 70 % v zévislosti od ich defini¢ného
vymedzenia a ukazovatel'a pouzitého v analyze (hruby narodny produkt verzus hruby domaci
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produkt verzus pridana hodnota) (Mandl, 2008). V USA sa rodinné podniky podielaji na
tvorbe hrubého doméaceho produktu priblizne 64 % (Astrachan — Shanke, 2003).

Rodinné podniky prispievaju aj k uplatiiovaniu spolo¢enskej zodpovednosti. Rakusky institut
pre vyskum malych a strednych podnikov uvéadza, Ze rodinné podniky uprednostiiuji
zodpovednejSie financovanie investovanim zisku pred dlhovym financovanim; v nadvéznosti
na stratégiu dlhodobého rozvoja podniku sa vlastnici rodinného podniku spréavaju
zodpovednejSie voc¢i vSetkym zainteresovanym, vratane zamestnancov, zakaznikov,
spoluvlastnikov (podielnikov, akcionarov) a miestnych komunit a maji osobitny zaujem o
miestny a regionalny potencial. V rodinnych podnikoch dochadza k prenosu rodinnych
hodnét do podnikania, ¢o vedie k spolocensky zodpovednému spravaniu. Rodinné podnikanie
umoziuje prenos ekonomického a socidlneho kapitalu z generdcie na generéciu, rodinné
podniky zaroven predstavuju prirodzeny inkubator pre rozvoj podnikatel'skej kultary, ktoré
podporuju d’alSie generacie podnikatel'ov (In European Family Business, 2013).

1.3 Podnikatel’ské subjekty v pohostinstve a hotelierstve na Slovensku

Statisticka evidencia podnikatel'skych subjektov v cestovnom ruchu v Slovenskej republike
vychadza z ich evidencie podla prevazujiceho predmetu ¢innosti. Subjekty v pohostinstve a
hotelierstve zarad’'ujeme podla predmetu ¢&innosti vramci Statistickej klasifikacie
ekonomickych ¢innosti SK NACE rev. 2 do sekcie | — ubytovacie a stravovacie sluzby,
skupina 55 a 56. S prevazujucim predmetom c¢innosti v tejto skupine podnikalo v roku 2013
spolu 20 071 subjektov a roku 2014 to bolo 20 441 subjektov (tabulka 1).

Tabulka 1 Pocet podnikatel’skych subjektov v pohostinstve a hotelierstve na Slovensku

Skupina SK NACE rev. 2 / Rok 2013 2014
55100 Hotelové a podobné ubytovanie 765 802
55200 Turistické a iné kratkodobé ubytovanie 965 1044
55300 Autokempingy, tdboriska a miesta pre karavany 29 31
55900 Ostatné ubytovanie 1737 1679
56100 Restauracné ¢innosti a mobilny predaj jedal 11437 11855
56200 Dodavka jedal a iné sluzby 894 857
56300 Sluzby pohostinstiev 4244 4173
Spolu 20071 20441

Zdroj: Statisticky Grad SR, 2015.

V roku 2013 aj 2014 patrili takmer vSetky podnikatel'ské subjekty do kategdrie malych
podnikov s po¢tom zamestnancov do 49 (takmer 99,5 %). Z hl'adiska pravnej formy podnikali
subjekty ako fyzické osoby - podnikatelia podnikajlci na zéklade Zivnostenského opravnenia,
ato cca 67 % av pravnej forme spolo¢nost’ s ru¢enim obmedzenym (d’alej s.r.o.) cca 31 %,
len necelé 2 % subjektov podnikali v inych pravnych formach. Obdobne to bolo aj v roku
2014, kedy v pravnej forme fyzicka osoba podnikalo takmer 65 % a v pravnej forme s.r.o.
podnikalo cca 33 %.

2 CIEL, MATERIAL A METODIKA SKUMANIA

Cielom prispevku je preskimat’ stéasny stav podnikania Vv pohostinstve a hotelierstve
v Slovenskej republike a analyzovat' jeho Strukturu zhladiska zapojenia rodiny do
podnikania. Subjektom skimania je rodinné podnikanie v pohostinstve a hotelierstve
Vv Slovenskej republike. Objektom skimania su podnikatel'ské subjekty poskytujice sluzby
v pohostinstve a hotelierstve. V analyze vychadzame z teoretického vymedzenia rodinnych
podnikov podl'a zahrani¢nych autorov.
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Vyuzijeme primarne asekundarne zdroje Udajov. Sekundarne informacie sme vyuzili pri
spracovani teoretickych vychodisk skumania pri vymedzeni rodinného podnikania a jeho
ekonomickych prinosov na zaklade zahrani¢nej literatury. Sekundéarne Statistické tdaje sme
vyuzili pri analyze poctu skumanych subjektov v Slovenskej republike, z ktorého vychadza
urCenie reprezentativnosti vyberového suboru. Primarne udaje sme ziskali primarnym
prieskumom medzi podnikatel'skymi subjektmi.

Primarny prieskum sme uskutoc¢nili v roku 2013. Zakladny subor tvoria vSetky podnikatel'ské
subjekty poskytujuce sluzby v pohostinstve a hotelierstve (ubytovacie a stravovacie sluzby).
Podl'a Statistickej evidencie bolo na Slovenku vroku 2013 stakymto prevazujucim
predmetom ¢innosti spolu 20 071 subjektov. Podla zahrani¢nych prieskumov az 95 %
subjektov prevadzkuje rodinny podnik. Vyberovy subor tvorilo 297 subjektov. Vyberovy
stbor je reprezentativny z hl'adiska velkosti a pravnej formy. Na vzorke podnikatel'skych
subjektov poskytujucich sluzby v pohostinstve av hotelierstve v SR sme zistovali ich
Strukturu z hladiska zapojenia rodinnych prislusnikov do riadenia podniku, kolkymi
generdciami rodiny preSlo vedenie podniku, planovanie odovzdania podniku rodinnym
prislusnikom aich ochotu prevziat' rodinny podnik. Skimali sme aj vnimané pozitiva
a negativa rodinného podnikania. Vyskum sme robili na takych podnikoch, ktoré povaZzujeme
za rodinné podniky podl'a najv§eobecnejSej definicie autorov Astrachan, Shanke (2003), ktora
uvadza, Ze o rodinné podnikanie ide vtedy, ked’ je rodina asponn minimalne zapojena do
podnikania a ma kontrolu nad strategickym smerovanim podniku (prostrednictvom
majetkového podielu v podniku a pod.). V 67 % skimanych subjektov v pravnej forme
fyzicka osoba podnikatel’, s absolitnou kontrolou nad podnikanim a v ostatnych skimanych
subjektoch v pravnej forme s.r.o. rozhoduje v pripade viacerych spolo¢nikov, viac ¢lenov
rodiny. Skiimali sme, ako uvedené subjekty plnia vymedzenie rodinného podnikania podla
uzSej definicie, ato ¢i zakladatel' (majitel') podniku planuje odovzdat podnik rodinnému
prislusnikovi (ma timysel zachovania podniku v rukach rodiny) a zaroven sa tento zakladatel’
(majitel’) alebo iny rodinny prislusnik podiel'a na riadeni chodu podniku.

3 VYSLEDKY SKUMANIA

Tradicia podnikania v Slovenskej republike je relativne kratka. Je to spdsobené tym, Ze
ekonomika Slovenska presla transformaciou z centralne planovanej na trhovu az po roku
1989. U vicsiny skimanych podnikatel'skych subjektov vedie podnik prvéa generacia rodiny,
ato v pripade 81 % subjektov. Druhou generaciou rodiny preslo 18 % skumanych subjektov
atroma generdciami rodiny preSlo len 1 % zo skimanych subjektov. Priemerna doba
podnikania skimanych subjektov je 11 rokov.

Skumané podnikatel’ské subjekty st v pravnej forme fyzicka osoba — podnikatel’, podnikajlca
na zaklade zivnostenského opravnenia (oznacovany aj ako zZivnostnik) a spolo¢nost’ s ru¢enim
obmedzenym. Z hl'adiska vlastnickej Struktary st zivnostenské podniky v Uplnom vlastnictve
fyzickej osoby. V takychto podnikoch je Statutarnym zastupcom fyzicka osoba. Ked'Ze ide
prevazne o mikro a malé podniky, vécSina nevyzaduje zlozitl organiza¢nt Struktiru
S viacerymi stupnami riadenia. V 46 % skimanych subjektov podnikajdcich v pohostinstve
a hotelierstve sa rodinni prislusnici nepodiel’aji na riadeni podniku na Ziadnej Grovni, t.].
ziaden rodinny prisluSnik majitel'a, resp. spolo¢nika nie je v riadiacej pozicii na drovni
nizSieho, stredného alebo vrcholového manazmentu. V podnikoch poskytujacich sluzby
v pohostinstve a hotelierstve ide v pripade nizSieho manazmentu o pozicie veducich smeny.
v pripade stredného manazmentu ide o pozicie prevadzkarov, manazérov Useku a pod.
a v pripade vrcholového manazmentu o pozicie riaditel’ a pod..
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Graf 1 Riadenie podniku rodinnymi prislusnikmi.
Zdroj: Vlastné spracovanie na zaklade vysledkov prieskumu, 2014.

V 54 % skiimanych podnikov sa rodinni prislusnici podiel'aju na riadeni podniku na jednej
alebo viacerych udrovniach riadenia. Zapojenie prislusnikov rodiny do viacerych drovni
riadenia moze byt spdsobené aj kumulovanim pracovnych funkcii a pozicii v takomto type
podnikov, ¢o je jednou s charakteristickych ¢ft manazmentu podnikov v pohostinstve a
hotelierstve.

Vo vztahu kroznym definiciam rodinného podnikania je taktiez doélezité urcit, &i je
v skimanych sluzbach plan odovzdat’ podnik potomkovi, resp. inému pribuznému a ¢i su tito
pribuzni ochotni v podnikani pokracovat. Vécsina, az 75 % skiimanych subjektov, planuje
podnik odovzdat’ svojmu rodinnému prislusnikovi, konkrétne 71 % priamemu potomkovi
a4 % inému mladSiemu rodinnému prisludnikovi. Jedna Stvrtina subjektov neplanuje
odovzdanie podniku rodinnym prislusnikom. Na druhej strane, v takmer polovici podnikov
maju rodinni prislusnici zaujem pokracovat’ v podnikani (47 %), v 36 % podnikov sa zatial’
rodinni prisludnici nerozhodli (vratane pripadov, kedy nedosiahli vek, v ktorom uvazuju o
svojom zamestnani a realizacii) av 16 % skumanych podnikov nemajd rodinni prislusnici
zaujem v podnikani pokracovat’ (tabul’ka 2).

Tabulka 2 Struktira skimanych subjektov podla ochoty pokracovat v rodinnom podnikani

Plan odovzdania podniku rodinnému | Neplanuje odovzdat’ | Planuje odovzdat
prisludnikovi | podnik rodinnému | podnik rodinnym

Ochota rodinnych prisludnikovi prisludnikom
prisludnikov podkracovat’ v podnikani
Rodinni prislusnici 13 % 2%
nemaju zaujem pokracovat’ v podnikani
Rodinni prislusnici 3% 45 %
su ochotni pokracovat’ v podnikani
Rodinni prislu$nici sa zatial’ nerozhodli 9 % 28 %

Zdroj: Vlastne spracovanie na zaklade vysledkov prieskumu, 2014.
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Aj napriek tomu, ze sme neskumali Statisticka zavislost medzi planom odovzdania podniku
a ochotou rodinnych prislusnikov pokracovat’ v podnikani, vysledky prieskumu naznacuju, ze
vo vécésine subjektov, kedy su rodinni prislusnici ochotni prevziat’ podnik, majitel’ podniku ho
aj planuje d’alSej generacii odovzdat’.

Neochota pokracovat’ v rodinnom podnikani zo strany stcasnych majitel'ov podnikov alebo
rodinnych prislusnikov méze byt spdsobena aj vSeobecne negativne vnimanymi
podmienkami podnikania na Slovenku a obzvlast' v pohostinstve a hotelierstve, ¢o naznacuju
aj vysledky prieskumu a zaroven potvrdzuje naSe predchadzajuce prieskumy podmienok
podnikania v pohostinstve a hotelierstve. Takmer polovica skimanych subjektov (47 %)
nepovazuje podnikanie v pohostinstve a hotelierstve na Slovensku v si¢asnych podmienkach
za perspektivne a vicsina subjektov (53 %) nepovazuje toto podnikanie za perspektivny zdroj
prijmov rodiny. Podnikanie v skimanych sluzbach povaZzuje za perspektivne a za dostato¢ny
zdroj prijmov na zabezpeCenie rodiny len jedna Stvrtina skimanych subjektov. Ostatné
subjekty nevedeli situaciu vo vztahu k perspektive podnikania arodinného podnikania
posudit’.

Z hl'adiska skimania stCasného stavu a perspektivy sme skumali aj pozitiva a negativa
rodinného podnikania vnimané subjektmi poskytujacimi sluzby v pohostinstve a hotelierstve.
KaZdy z analyzovanych subjektov uviedol miniméalne jedno pozitivum rodinného podnikania,
pricom vicsina subjektov pozitivne vnima osobny vztah rodinného prislusnika k podniku
ajeho okoliu (72 %) alepsiu kontrolu ¢innosti v podniku prostrednictvom rodinného
prislusnika (58 %) (Graf 2).

priestor pre realizaciu rodinny ch prislusnikov
prehl'adné riadenie podniku

vy §§ia motivacia pracovat’

pozitivna pracovnd atmosféra

vy$sia kvalita poskytovanych sluZieb

lepsia kontrola ¢innosti v podniku

osobny vztah k podniku a jeho prostrediu
72 %

Graf 2 Pozitiva rodinného podnikania vnimané subjektmi pohostinstve a hotelierstve.

Zdroj: Vlastné spracovanie na zaklade vysledkov prieskumu, 2014.

Negativa rodinného podnikania nepocituje 17 % skumanych subjektov. NajCastejSie
vnhimanou slabou strankou rodinného podnikania je prenos problémov podniku do rodinného
Kruhu a opacne, a to v pripade az 73 % subjektov.
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blokovanie pracovného miesta, ktoré by mohlo byt’ 0
TP ) 7%
obsadené kvalifikovanej$im pracovnikom

porusovanie pracovnej discipliny [N 12 %
rivalita a konlikty medzi rodinnymi prislusnikmi - 13%
nekritickost vedenia vodi élenom rodiny _ 25%
riesenie konfliktov emotivnym, nie profesiondlnym _ 25%
spdsobom ?

prenos problémov podniku do rodinného kruhu a 739%
opatne — 6

Graf 3 Negativa rodinného podnikania vnimané subjektmi pohostinstve a hotelierstve.
Zdroj: Vlastne spracovanie na zaklade vysledkov prieskumu, 2014.

Najmenej skimané subjekty vnimajua, resp. pocituji blokovanie pracovného miesta, ktoré¢ by
mohlo byt obsadené kvalifikovanejSim pracovnikom (7 %). To moéze byt spdsobené aj
velkostou podniku aj skuto¢nostou, ze v podnikoch cestovného ruchu na Slovensku je
typicka vysoka fluktuacia zamestnancov. Preto je zamestnanie rodinného prislusnika v tychto
podnikoch vyhodou.

ZAVER

Cielom prispevku bolo preskimat’ stcasny stav podnikania v pohostinstve a hotelierstve
v Slovenskej republike a analyzovat' jeho Strukturu zhladiska zapojenia rodiny do
podnikania. Subjektom skumania bolo rodinné podnikanie v pohostinstve a hotelierstve
Vv Slovenskej republike. Objektom skiimania boli podnikatel'ské subjekty poskytujiice sluzby
v pohostinstve a hotelierstve v Slovenskej republike. V analyze sme vychadzali z teoretickeho
vymedzenia rodinnych podnikov podl'a zahrani¢nych autorov.

Z hladiska Statistickej evidencie nie je mozné presné urcenie poctu rodinnych podnikov. Je to
spbsobené nejednotnym obsahovym vymedzenim tohto pojmu. Preto sme na reprezentativnej
vzorke subjektov v hotelierstve a pohostinstve z hl'adiska velkosti a pravnej formy skdmali,
do akej miery tieto podniky spiiajii znaky rodinného podnikania.

Z vysledkov vyskumu vyplynulo, Ze vicésina subjektov je vedena prvou generaciou rodiny
(majitel'om), o je spojené s relativne kratkou tradiciou podnikania na Slovensku. Vo vacsine
podnikov sa rodinni prislusnici podielaju na riadeni podniku na réznych drovniach riadenia,
najmé na drovni stredného manazmentu. V zahraniénej literatare je rodinné podnikanie ¢asto
chapané aj ako také, ktoré preSlo viacerymi generaciami rodiny. Z vysledkov vyskumu
vyplynulo, ze vacSina majitelov podnikov planuje odovzdat podnik svojmu rodinnému
prislusnikov (potomkovi alebo inému c¢lenovi rodiny), pricom ich rodinni prisluSnici su
ochotni podnik prevziat' alebo sa zatial’ rozhoduju. V nadvéznosti na definicné vymedzenie
rodinného podnikania podl'a zahrani¢nych autorov mézeme zhrnut stav rodinného podnikania
v pohostinstve a hotelierstve na Slovensku nasledovne:

= vo vSetkych skimanych podnikoch ma rodina kontrolu nad smerovanim podniku (z tohto
predpokladu sme vychadzali pri vymedzeni vyberového suboru);
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* vo vicSine podnikov (54 %) sa rodinni prislusnici okrem majitel'a podiel’aji na riadeni
podniku;

* vo vicsSine podnikov (75 %) planuje majitel odovzdat’ podnik rodinnému prislusnikovi,
ktori st ochotni v ¢innosti pokracovat’ alebo sa zatial’ nerozhodli.

Sktimané subjekty vidia viaceré pozitiva rodinného podnikania, najma vo vzt'ahu k riadeniu
podniku, avSak vd¢Sina z nich nepovaZzuje rodinné podnikanie za perspektivny zdroj prijmov
rodiny. To Uzko suvisi aj s negativnym vnimanim perspektivy podnikania v pohostinstve
a hotelierstve, ¢o je spdsobené predovSetkym vysokou néaro¢nostou vykondvania
podnikatel'skej ¢innosti, ktora vyplyva z platnej legislativy. Mézeme preto konstatovat’, Ze aj
napriek pozitivam, ktoré rodinné podnikanie vo vyspelych ekonomikdch prindsa, je
perspektiva jeho formovania v Slovenskej republike otazna.
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VLIV HOSPODARSKEI:IO,CYKLU NA BUSINESS MODEL: STUDIE
SPOLECNOSTI PUSOBICICH V OBLASTI SLUZEB IT

THE IMPACT OF THE ECONOMIC CYCLE ON THE BUSINESS
MODEL: ASTUDY OF COMPANIES OPERATING IN THE IT
SERVICES FIELD

Simona Megova

Abstrakt

Clanok sa zaobera problematikou vplyvu hospodarskeho cyklu - intervaly rastu a poklesu
celkovej produkcie na vybrany prvok business modelu spolo¢nosti navrhnutého A.
Osterwalderom a Y. Pigneurom poOsobiacich v oblasti sluzieb oboru informacnych
technologii. Sleduje vplyv a vztahy v krajnych bodoch hospodarskeho cyklu a zmenéch vo
vybranom stavebnom prvku — kl'aicové zdroje, ktory je tvoreny hmotnymi, nehmotnymi a
Pudskymi zdrojmi. V ¢lanku st pouzité metddy primarny a sekundarny vyskum. V ramci
sekundarneho vyskumu je preStudovanie materidlov spolocnosti a Statistickych Gdajov. V
rdmci primarneho vyskumu je prevedené dotaznikové Setrenie na vzorku podnikatel'skych
subjektov otazkami, ktoré su postavené na vysvetlenie vplyvu vykyvov hospodarskych cyklov
na podnikatel'ské modely tychto konkrétnych spoloénosti.

Kli¢ova slova: business model, ekonomicky cyklus, sektor IT

Abstract

The article deals with the issue of the impact of the economic cycle - periods of growth and
decrease in the total production of the selected elements of the business model of companies
designed by A. Osterwalder and Y. Pigneur, who are both active in the field of information
technology services. It follows the influence and relations in the extreme points of the
economic cycle and in the changes of selected building element - key resources, which is
composed of tangible, intangible and human resources.The article uses the methods: primary
and secondary research. There is a study of materials of firms and statistical data within the
secondary research. The primary research however carries the questionnaire survey of sample
of businesses issues by questions, which are built for explanation of the impact of business
cycle fluctuations on the business models of these particular companies.

Key words: business model, economic cycle, sector IT

1 UvOD

Moznost’ vyuzitia podnikatel'ského modelu je v poslednej dobe obl'ibenou témou jednak z
pohladu vlastného usporiadania modelov, tak aj v moznosti uplatnenia v ramci zivotného
cyklu podniku a aj pri planovani stratégie alebo zmien vyvoja podnikov.

Vo svojom ¢lanku sa chcem venovat’ novému pohladu na uplatnenie podnikatel'ského
modelu, a to vo vztahu k hospodarskemu cyklu. Vplyv hospodarskej krizy je pre firmy
obecne vnimany ako negativny jav. Pre jasnejSie znazornenie tohto vplyvu som sa orientovala
na konkrétnu oblast’ podnikania — na oblast’ informaénych technologii, ktora je v tomto
pripade Specificka.

Podnikatel'sky model je podl'a roznych teorii popisany mnozinou prvkov na sebe vzajomne
nadvézujucimi s definovanou rolou v tomto celku. Pre I'ahSie vyjadrenie sledovaného vztahu
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vyberam k teorii podla A. Osterwaldera a Y. Pigneura (2012) prvok kl'a¢ové zdroje. Tieto
zdroje sa d’alej ¢lenia na hmotné, nehmotné a 'udské.

Pre vyber prave tohto prvku som sa rozhodla z dovodu najlepSej moznosti zachytit'” a vyjadrit’
jeho reakciu na fungovanie pri hospodarskom cykle, konkrétne v hrani¢nych hodnotach
hospodéarskeho cyklu.

Pre ziskanie dostatoéného mnozstva podkladov pre sledovanie vztahov jednotlivych
klaCovych zdrojov tohto prvku v hraniénych hodnotach hospodarskeho cyklu som previedla
podla metdd primarneho a sekundarneho vyskumu dotaznikové Setrenie u skupiny strednych
a velkych firiem. Otdzky v ramci tohto Setrenia boli rozdelené do skupin podla prvkov a
smerovali na vrcholovy management. Cielom bolo ziskat' reakciu skimanej firmy na
skutoénosti, ktoré ovplyvnili ich chovanie v priebehu nedavnej hospodarskej krizy a na
chovanie v teoretickych podmienkach vrcholu hospodarskeho cyklu.

Jednym z hlavnych dévodov, preCo som sa venovala tejto téme je jednoznacny vplyv
hospodarskeho cyklu na nas kazdodenny zivot. Velky rozsah tohto vplyvu i nasledky, ktoré
hospodarska kriza v naSich Zzivotoch zanechava. Skuto¢nost hospodarskeho cyklu je
dokazana, mozno teda oCakavat, Ze po dosiahnuti maximalnej hranice pride opét’ k prepadu
do hospodarskej krizy. Snahu o podchytenie a definovanie chovania v tychto hrani¢nych
situaciach za uc¢elom Co najlepSej reakcie povazujem za zmysluplnd myslienku, ktorej sa
chcem venovat.

Moznost’ praktického vyuzitia je pre firmy pohybujice sa v danom odvetvi pri situacii, ktora
sa priblizuje hrani¢iacim hodnotam hospodarskeho cyklu. Z vysledkov vyskumu mézu firmy
cerpat’ preventivne opatrenia alebo predikcie pri situacidch bliziacich sa hrani¢énym hodnotam
hospodarskeho cyklu a mat’ pripravené opatrenia pre eliminaciu moznych zapornych vplyvov.
Vyskum moze narazat' na obmedzenia limitujuceho poctu firiem v danej oblasti (sluzby
informacnych technologii) a vplyvu poctu hrani¢nych hodnot v obmedzenom case.

2 EKONOMICKY CYKLUS A BUSINESS MODEL

2.1 Ekonomicky cyklus

Odkedy zacali Burns a Mitchell (1947) pracovat na téme ekonomicky cyklus, mnohi
ekondmovia interpretovali hospodarske vykyvy z hl'adiska faz hospodarskeho cyklu.
Hospodarske cykly su typy kolisania v celkovej hospodarskej c¢innosti narodov, ktoré
organizuju svoju pracu hlavne v obchodnych firmach: cyklus pozostdva zo zvySenych
ekonomickych aktivit, ktoré sa vyskytuju priblizne v rovnakom ¢ase, pokra¢uju recesiou, po
nej nasleduje obnova, ktora sa zluCuje do fazy rozsSirovania d’alSicho cyklu. Tento proces
zmien sa opakuje. (Burns a Mitchell, 1964)

Kazdy hospodarsky cyklus zvycajne pozostdva zo Styroch hlavnych faz: expanzia, vrchol,
recesia a dno. (Uramova, 2000) Faza ekonomického cyklu medzi dnom a vrcholom je faza
nazyvana expanzia a faza hospodarskeho cyklu medzi vrcholom a dnom je recesia. (Moore,
1967) Dno a vrchol predstavuji body obratu a expanzia s recesiou st hlavnymi fazami cyklu.
(Beazdry a Koop, 1993)

Layton a Banerji (2003) recesiu definuju ako vyznamny pokles hospodarskej aktivity
hospodarstva, ktory trva dlhSie ako niekolko mesiacov, zvy€ajne zviditelneny v redlnych
prijmoch hrubého domaceho produktu, v zamestnanosti, v priemyselnej vyrobe a
vo vel’koobchode s maloobchodom.

Banerji, Layton a Achuthan (2012) tvrdia, Ze expanzia trva zvycajne ovela dlhSie ako recesia,
hoci ked’ nastane recesia, toto obdobie je vel'mi bolestivé, rastie nezamestnanost,, ktora moze
trvat’ mnoho rokov aj po tom, ¢o nastane expanzia.
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2.2 Business model

Mnoho literatlry sa zameriava na definovanie a popisovanie business modelov (Chesbrough a
Rosenbloom, 2002) a identifikuja ich prvky (Osterwalder, Pigneur a Tucci, 2005). Business
modeli su popisané ako pribehy (Magretta, 2002), schémy (Clarke a Freytag, 2011), mentalne
modely (Storbacka a Nenonem, 2011) a navody (Baden-Fuller a Morgan, 2010).

Business model nie je ni¢ iné ako architektura firmy a jej siete s partnermi pre vytvaranie,
tvorbu a predavanie hodnoty a vztahy so zakaznikmi, pre vytvaranie zisku a udrzatel'nost
zdrojov prijmu. (Dubosson-Torbay, Osterwalder a Pigneur, 2002)

R&zni autori popisuju business model odlisne. Definicia modelu, s ktorym pracujem, je vSak
nasledovna: Business model je zakladnym principom, ako firma vytvara, predava a ziskava
hodnotu. (Osterwalder a Pigneur, 2010) Business model je jednym z najnovsich hitov na
internete a v elektronickom podnikani na svete. (Dubosson-Torbay, Osterwalder, Pigneur,
2002) Struktdra uvedeného business modelu je nasledovna: zakaznicke segmenty, hodnotové
ponuky, kandly, vztahy so zékaznikmi, zdroje prijmu, klacové zdroje, kl'icové Cinnosti,
kla¢ové partnerstva a zdroje prijmu.

Vo svojom ¢lanku pracujem s jednym s jednym prvkom business modelu, v ktorom sa najviac
prejavuju priznaky hrani¢nych hodnot hospodarskeho cyklu. St nimi kI'acové zdroje.

Ak chcete vytvarat hodnoty, firma potrebuje zdroje (Wernefelt, 1984). Grant (1995) rozliSuje
hmotné, nehmotné a l'udské zdroje. Hmotné zdroje zahihaju zariadenie a pehazné rezervy.
Nehmotné zdroje zahifiajii patenty, autorské prava, povest, znacku a obchodné tajomstva.
LCudské zdroje tvoria Tudia, ktorych firma potrebuje na vytvorenie hodnoty hmotnych
a nehmotnych zdrojov.

3 VYSKUM

Samotny vyskum bol rozdeleny do dvoch etap. Prva etapa mala formu mapujiceho vyskumu
a ulohou bolo zorientovat’ sa v problematike a ndjst’ pripadné nejasnosti.

Kvantitativne dotaznikové Setrenie malo za ciel' zmapovat’ sucasnu situaciu v oblasti vplyvu
posobenia hospodarskeho cyklu na spolo¢nosti. Zistené¢ vysledky boli konfrontované s
teoretickymi zakladmi.

Druh& etapa vyskumu bola zamerana na Strukturované projektivne rozhovory vo vybranych
spolo¢nostiach. Projektivny rozhovor bol vyuzity ako proces, ktorého cielom bolo zdmerne
vyvolat' prostriedky interakcie medzi tdzatelom a respondentom k ziskaniu informaécii
potrebnych k pochopeniu danej problémovej oblasti.

Vyhodnotenie vyskumu spocivalo v aplikacii induktivnych metdd a v uplatneni deduktivneho
sposobu hladania skutoc¢nosti. Touto kombinaciou bolo mozné zhrnut a upresnit’ obecné
fakty na zéklade empirickych vysledkov vyskumu.

Sktimanou oblastou je vplyv krajnych bodov hospodarskeho cyklu na firmy v reSpektovani
jedného prvku (kPaéové zdroje) business modelu. Pdsobnostou je Ceska republika a
respondenti boli zvolené spolo¢nosti posobiace v oblasti informacnych technologii spliujuce
poziadavky poétu zamestnancov a dizky posobenia.

Cielom tohto vyskumu bolo analyzovat’ vplyv krajnych hodnot hospodarskeho cyklu na
zmeny vplyvu na kl'a€ové zdroje. Cely vyskum bol orientovany v ramci hraniénych hodnét
hospodarskeho cyklu, hlavne na dno hospodarskeho cyklu. Tato orientécia bola z logickych
dévodov — jednak nedavneho posobenia tejto skuto¢nosti na spolocnosti (2008 — 2010),
jednak z dovodu vel'mi negativneho dopadu tohto javu na spolo¢nosti oproti javu opaénému —
vrcholu hospodarskeho cyklu. Z dévodu tazko zistitelnych hodnét z obdobia vrcholu
hrani¢nej hodnoty hospodarskeho cyklu autor povaZuje za vrchol obdobie pred vypuknutim
hospodarskej krizy, teda rok 2006 — 2007. A prave z tohto stavu vychddzam pre zistenie
zmeny prvku podnikatel’ského modelu.
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Ako optimalnu vzorku pre vyskum som zvolila firmy velkostou 100 — 250 zamestnancov,
ktoré podl'a niektorych meradiel povaZzujem za stredné az vel’ké. Vsetky skiimané spolo¢nosti
posobia najmenej po dobu 10 rokov v oblasti informaénych technoldgii. Z celkového poctu
firiem definovanej velkosti pdsobiacich na ¢eskom trhu som vyskum previedla v 22
spolo¢nostiach. Na zaklade informacii ziskanych zo zdroja SystemOnLine je to priblizne 30%
z celkového poctu.

Dotaznik bol orientovany na klIiCovych manazérov vybranych spolo¢nosti, ktori posobili
v tychto funkciach v priebehu minimélne 10 rokov. Prave ich postrehy mdzu najlepSie
odhalit’ realny dopad posledného intervalu hospodarskeho cyklu z rokov 2008 — 2010 na
chovanie spolo¢nosti.

Vyskum bol prostrednictvom dotazniku rozdeleny na niekolko cCasti. V prvej Casti boli
ziskavané obecné informacie o skamanej spolo¢nosti, ktoré potvrdzovali jej spravnu
Klasifikaciu pre hodnotenie vyskumu. V d’alSej Casti som sa orientovala na otazky, ktoré
charakterizovali vplyv hrani¢nych hodnoét hospodarskeho cyklu na kl'u¢ové zdroje aich
zmeny Vv skimanych spolo¢nostiach. Zistovala som hlavne zmeny vV oblasti poctu
zamestnancov, narastu alebo ubytku hmotnych a nehmotnych zdrojov.

4 VYSLEDKY VYSKUMU

Na zaklade vyskumu v priebehu dna hospodarskeho cyklu som zistila vel'mi rozdielne
posobenie na jednotlivé Casti kIiovych zdrojov. Jedna sa o hmotné, nehmotné a l'udské
zdroje.

4.1 Hmotné zdroje

Pri pdsobeni dna hospodarskeho cyklu dochadza v sledovanych firmach k minimalnemu
vplyvu. Je nutné brat’ do tivahy skumany sektor IT firiem, ktory nie je vyrobnym segmentom.
Tato okolnost’ bola zrejma aj z faktu, ze z vyskumu bolo zrejmé, ze IT firmy sledovali trend
presunu moznosti realizovat’ obchody zo sféry vyroby a priemyslu do oblasti Statnej spravy a
programov uvolniovanych Eurdpskou tniou. K tymto skuto¢nostiam logicky dochadza ako
reakcia Statov a EU za ucelom naStartovania ekonomiky smerom k priemyslu a vyrobnym
spolo¢nostiam. VSetky tieto podnety st realizované na tGrovni projektového riadenia, ktoré je
vzdy podporené informacénymi technoldgiami.

Z vyskumu tiez vyplyva, Ze v okamziku vrcholu hospodarskeho cyklu oblast hmotnych
zdrojov sledovanych firiem kopiruje v mensej miere spravanie spolo¢nosti v ostatnych
sektoroch. Dochddza k néarastu hmotnych zdrojov v oblastiach zvicSovania priestorov ako pre
zamestnancov, tak aj pre skladové zasoby, vybavenia priestorov, narastu poctu aj kvality
vozového parku a d’al$ich hmotnych zdrojov.

4.2 Nehmotné zdroje

Ani v tejto oblasti nie je vramci sledovanych firiem ziadny vyrazny vplyv na tato Cast
v obdobi dna. Nedochadza k zmene imagu sledovanych firiem, ani know-how. Dochadza
k miernemu narastu poctu licencii pre prevadzkované softwary, ktoré su viazané na kazdého
zamestnanca danej spoloénosti. Ziadne d’alsie vplyvy v tejto oblasti z vyskumu nie s zrejmé.
Pri pdsobeni vrcholu hospodarskeho cyklu na nehmotne zdroje IT spolo¢nosti dochadza
v prieskume k nérastu know-how v oblasti vyvoja a implementacie softwaru. Dalej dochadza
rovnako V kopirovani spravania spolo¢nosti v ostatnych sektoroch. VyraznejSi je rovnako
narast po¢tu nakupovanych licencii pre software, hlavne v oblasti vyvoja a grafickych
programov. Tiez pocet patentov v oblasti hardwarovych aj softwarovych rieSeni (vynalezov)
zaznamenava narast.

-208 -



4.3 Ludské zdroje

NajzaujimavejSou ¢ast'ou v rdmci méjho vyskumu sa 'udské zdroje. Na zaklade vyskumu je
zrejmé, ze navzdory oCakavaniu dochddza k narastu poctu zamestnancov v tejto oblasti.
Skiimané spolocnosti doplnovali, ako zvyskumu vyplyva, zamestnancov s vysokou
Specializaciou v oblasti IT, ako napriklad programatori, veduci projektov, analytici
a architekti softwarovych rieSeni. K tejto okolnosti doslo zvlastnym javom, kedy vplyvom dna
hospodarskeho cyklu dochadza ku zniZzovaniu zamestnancov tychto profesii v sektore
vyrobnom alebo inom, priamo zasiahnutym hospodéarskou krizou.

Pri pdésobeni hospodarskeho vrcholu oblast T'udskych zdrojov v ramci business modelu
pozorujem na zéklade vyskumu narast problému v tejto oblasti. Na trhu pracovnych sil
dochddza k nedostatku kvalifikovanych pracovnikov v oblasti IT nutnych pre vyvoj
spolo¢nosti v tomto obore. Potencidlni uchadzac¢i sa mézu rozhodovat’ na zaklade finan¢nych
ponuk spolo¢nosti zo vSetkych sektorov avyberaju podla najvys$Sej ponuky. Zaroven
spolo¢nosti  dopytujiice kvalifikovanych zamestnancov nemdézu vcas odlisit kvalitnych
zamestnancov od uchadzacov bez skuto¢nej praxe, zodpovednosti, lojality a odbornikov, ktori
svoju kvalifikaciu vykazuju iba v tabulkach excelu. Pri sucte vSetkych tychto faktorov
celkom paradoxne spoloc¢nosti pdsobiace v IT v obdobi vrcholu hospodarskeho cyklu maja
znacné problémy s dostupnost’ou kvalitnych 'udskych zdrojov.

5 ZAVER

V ¢lanku bola vymedzena pomerne Specificka problematika suvisiaca s prostredim strednych
a velkych spolocnosti z oblasti IT a vplyv hospodarskeho cyklu na jeden z prvkov business
modelu — na kI"aCové zdroje, ktoré sa d’alej ¢lenia na hmotné, nehmotné a l'udské zdroje.

Na zéklade vyskumu mozno definovat’ vzorec chovania spolo¢nosti pdsobiacich v oblasti IT v
krajnych hodnotach hospodarskeho cyklu. Tiez som popisala odliSnosti v chovani tychto
spoloé¢nosti v ramci portfolia spolo¢nosti z celého trhu.

Z vysledkov je zrejmé, Ze vplyv hospodarskeho cyklu na business model spolo¢nosti
posobiacich v oblasti IT je vo vysokej miere opacny, ako na spolo¢nosti pOsobiace v
ostatnych sférach. To sa prejavilo hlavne v oblasti I'udskych zdrojov, kedy je v ¢ase vrcholu
nedostatok kvalifikovanej pracovne;j sily a v ¢ase dna dochadza naplneniu kapacit. Tym boli
splnené vsetky definované ciele prace.
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MEDZINARODNY MARKETING A JEHO ZAKLADNE KONCEPCIE
INTERNATIONAL MARKETING AND BASIC CONCEPTS

Barbara Baloghova

Abstrakt

V poslednych desatrofiach je mozné badat intenzifikaciu hospodarskeho zivota
v celosvetovom meradle. V stcasnosti narastd pocet podnikov, Kktoré uvaZzuju resp. sa
pripravuji vstipit na zahrani¢ny trh. NajpodstatnejSou podmienkou pre takyto podnik
snaziaci sa o uplatnenie marketingu Vv medzinarodnom rozsahu je podrobna znalost
marketingu ako takého.

Kli¢ova slova: marketing, marketingové prostredie, zahranicny trh

Abstract

In recent decades, it may be seen intensification of economic life in a global benchmarks. At
present a growing number of business who consider respectively. Prepare yourselves entry
into foreign markets. The most essential conditions for such an enterprise that strives for the
application of marketing at international level a detailed knowledge of marketing as such.

Key words: marketing, marketing environment, foreign market

1 MEDZINARODNY MARKETING

Marketing mozno charakterizovat’ ako umenie spravneho vyberu cielového trhu a ako vedu
0 ziskavani, udrziavani a nadvdzovani vztahov so zékaznikmi prostrednictvom vytvarania,
komunikovania a poskytovania mimoriadnej hodnoty.! Specifickou problémovou oblastou
medzindrodného marketingu podl'a E. Urbana je orientacia na $irSie dimenzie ako si dimenzie
doméceho trhu.?

V odbornych publikaciach sa moézeme stretnt’ s viacerymi definiciami pojmu
medzinarodny marketing. V. Terpstra ho klasifikuje ako marketing presahujuci narodna
hranice, pricom pozostava z ciel'avedomej a uvedomelej kombinécie nastrojov podnikového
riadenia. Predstavuje pevny bod, na ktory je potrebné zamerat vSetky aktivity podniku
fungujiceho v medzinarodnych podmienkach.® Ina definicia hovori, Ze medzinarodny
marketing je suhrn aktivit spojenych s planovanim, vyrobou, ocefovanim, podporou
a distribtciou vyrobkov asluzieb k spotrebitefom vo viac ako jednej krajine, s cielom
dosiahnutia zisku prostrednictvom uspokojovania potrieb zékaznikov. Jediny rozdiel
v definovani doméceho a medzinarodného marketingu je v teritorialnom rozsahu pdsobenia.*
Podla J. Dad’a je medzindrodny marketing marketing presahujuci hranice jedného §tatu. Pre
uspech firmy je nevyhnutné, aby si osvojila kultirne, ekonomické, politické a geografické
odli$nosti daného trhu.’

Zo spomenutych definicii vyplyva spolo¢na Crta, t.j. zdkladna marketingova zasada,
ktorou je uspokojovanie potrieb, vytvaranie hodn6t a ich poskytovanie zakaznikom.®

! DUDINSKA, E. - RUCINSKY, R. - SIMEGH, P. Medzinarodny marketing. Bratislava : Ekoném, 2004. s. 5.
2 URBAN, E. Medzinarodny marketing. Bratislava : Alfa, 1992. s. 8.

* TERPSTRA, V. International Marketing. Orlando : The Dryden Press, 1997. s. 5.

* CATEORA, P. - GRAHAM, J. L. International Marketing. Boston : Irwin McGraw-Hill, 1999. s. 6.

> DADO, J. Medzinarodny marketing. Banskéa Bystrica : ESOX Consulting, 1997. s. 2.

® DUDINSKA, E. - RUCINSKY, R. - SIMEGH, P. Medzinarodny marketing. Bratislava : Ekoném, 2004. s. 18.
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Tabulka ¢. 1: Porovnanie domaceho a zahranicného trhu

Cinnost’ na domacom trhu

Cinnost’ na zahraniénom trhu

Rovnaky jazyk a kultura

Multijazy¢né, multindrodné, multikultirne
prostredie

Relativne homogénny trh

Fragmentované a rozdielne trhy

Lahsie ziskavanie idajov, jednotné
Statistické vykazovanie

Naro¢nejsie zhromazd’ovanie Udajov z
rozpoctového hladiska, problém ziskavania
relevantnych udajov

Relativna neddlezitost’ faktorov politického
prostredia

Faktory politického prostredia su pre
podnikanie ¢asto rozhodujtice

Relativne nezavislost’ podnikatel'skej
¢innosti od vladnych zasahov

Vlada casto vplyva na podnikatel’ské
rozhodovanie

Jednotlivé podniky maju pomerne maly
vplyv na prostredie

Skresl'ovanie prostredia vel'kymi
korporaciami

Relativne stabilné podnikatel’ské prostredie

Viacero prostredi (vel'a z nich nestabilnych,
ale potencialne ziskovych)

Jednotna finanéna klima

Rozdielne finan¢né klimy (od vel'mi
konzervativnych az po vysoko inflacné)

Jedna mena

Viaceré meny s rozli¢nou stabilitou a
hodnotou

Vyuzivajui sa obchodné obycaje a zvyklosti,
ktoré su pre subjekty zrozumitel'né

Pravidla v obchode sa liSia, ¢asto menia a su
nejasné

Manazment znasa zodpovednost’ spolocne

Manazment je ¢asto autonomny

Zdroj: SKORVAGOVA, S. — ZORKOCIOVA, O. Perspektivny vyvoj medzinarodného marketingu. Bratislava :

Ekonom, 2009. s. 14.

2 ZAKLADNE KONCEPCIE MEDZINARODNEHO MARKETINGU
V praxi sa vykrystalizovali tri zakladné koncepcie medzinarodneho marketingu:

" exportny marketing,
. globalny marketing,
" interkultdrny marketing.’

2.1 Exportny marketing

Ide o tradi¢na, niZ§iu a najmenej komplikovana formu medzinarodného marketingu.® Podstata
spo¢iva vo vyrobe vyrobku v domécej krajine (v materskej krajine) ajeho naslednom
predavani mimo domaceho trhu. Produkty su teda po ukonceni vyroby premiestiiované na iny
trh. Marketingové stratégie st orientované na predaj produktu a jeho distribtciu.’

Pri exportnom marketingu sa podnik snazi adaptovat obchodnu politiku podla
podmienok jednotlivych trhov. Exportny marketing realizuji podniky, ktoré zacinaji rozvijat’
medzinarodné aktivity avstupuji na zahrani¢ny trh postupne. Tato koncepcia je
charakteristicka pre malé astredné podniky, ktoré nemaji velké zdroje ani dostatok
skusenosti s medzinarodnym trhom. Castokrat byva oznaGovana za postupny vstup na

! I}/IA?HKOVA, H. Medzinarodni marketing. Praha : Grada Publishing, 2006. s. 15.
S DADO, J. Medzinarodny marketing. Banska Bystrica : ESOX Consulting, 1997. s. 2.
9 HORSKA, E. Medzinarodny marketing. Nitra : Slovenska polnohospodérska univerzita v Nitre, 2007. s. 16.
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zahraniény trh. Firmy sa spravidla orientuju na geograficky blizke trhy. Casto sa tieto podniky
zameriavajd len na jeden trh.'°

Podl'a hodnotenia aktivit, ktoré podnik v oblasti exportného marketingu vyvija,
rozoznavame 3 Urovne exportného marketingu:

" nepriamy exportny marketing — pre podniky na tejto Girovni exportna ¢innost’
nepredstavuje podstatnl zloZku z celkovej aktivity, ktora podnik vyvija. Zvy¢ajne predstavuje
len plnenie ndhodnych objednavok, ktoré sa vyskytn vd’aka dobrého mena podniku,

. nepravidelny exportny marketing — export predstavuje odbyt neZiaducej
nadvyroby. S rastom domaceho odbytu sa postupne znizuje aj zahrani¢no-obchodna aktivita
podniku,

" pravidelny exportny marketing — podnik produkuje uréita Cast vyroby pre
zasobovanie zahrani¢nych trhov. Prvoradad pozornost’ je venovana domécemu trhu. Napriek
tomu sa srastom dopytu zo zahrani¢nych trhov zvySuje snaha podniku zamerand na
uspokojenie potrieb jednotlivych zahrani¢nych trhov.™

Z hladiska rozsahu exportnej ¢innosti a schopnosti zmeny ponuky pre zahrani¢ného
odberatel’a mozno definovat’ 5 vstupov na zahrani¢ny trh formou exportu:

1. stupeni — Ciasto¢ny zaujem na exporte — podnik pIni len ndhodné objednéavky,

2. stupen — rozvijajuci sa export — podnik postupne rozvija exportné ¢innosti, ale
vyvaza menej ako 5% z celkoveho predaja,

3. stupen — experimentdlny exportér — podnik vyvaza na experimentalnej baze do
krajin, ktoré st geograficky aj kultarne blizke jeho materskej krajine, priCom export tvori viac
ako 5% z celkového predaja,

4. stupen — skuseny exportér s obmedzenymi moznost'ami — podnik vyvaza viac ako
5% z celkového predaja. Prisposobuje exportnii ponuku zahrani¢nému prostrediu a jeho
zmenam, no stale vyvéaza len do geograficky a kulturne blizkych krajin,

5. skuseny exportér — podnik vyvadZza viac ako 5% z celkového predaja, avSak
realizuje exportndi ¢innost’ aj do krajin, ktoré su vzdialené alebo kultirne odligné.*?

Pri realizacii exportného marketingu sa podniky spravidla riadia nesledujucim

postupom:
. vytypuju niekol’ko zahrani¢nych trhov a prevedd vyskum,
. zvolia si jednu krajinu, resp. geograficku zonu, kam za¢na vyvazat,
" zvolia si obchodnu metodu,
" zvolia si obchodnu politiku a definuju marketingovy mix,
. vypracuje konkrétnu ponuku zvolenému trhu.*®

2.2 Globalny marketing
Podniky uplatitujice globalny marketing povazuje svet za jeden globalny trh. Tieto firmy
tvoria marketingovu stratégiu, ktora vyuziva spolo¢né znaky trhov a poziadavky spotrebitel’'ov
s cielom maximalizovat zisk prostrednictvom globalnej Standardizacie podnikatel'skych
aktivit. Globalny aspekt sa prejavuje aj v oblasti manazmentu a financovania.**

Koncepcia globalneho marketingu je zaloZena na troch predpokladoch:

. na svetovom trhu dochadza k homogenizécii potrieb a spravania spotrebitel’a,
. spotrebitelia uprednostiiuji priemerne kvalitné vyrobky za prijate'né ceny,
. velkosériova vyroba a uplatnenie na svetovom trhu znizuju naklady. ™

19 MACHKOVA, H. Medzinarodni marketing. Praha : Grada Publishing, 2006. s. 15, 16.

1 CATEORA, P. R. - GRAHAM, J. L. International Marketing. Boston : Irwin McGraw-Hill, 1990. s. 18.

2 HORSKA, E. Medzinarodny marketing. Nitra : Slovenska polnohospodarska univerzita v Nitre, 2007. s. 16,
17.

¥ MACHKOVA, H. Medzinarodni marketing. Praha : Grada Publishing, 2006. s. 15.

“ HORSKA, E. Medzinarodny marketing. Nitra : Slovenska polnohospodarska univerzita v Nitre, 2007. s. 18.

> MACHKOVA, H. Medzinarodni marketing. Praha : Grada Publishing, 2006. s. 16.
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Zéaklad vyuzivania globalneho marketingu tvori existencia velkych a homogénnych
segmentov. Globalny koncept sa uplatituje hlavne pri spotrebnej elektronike, kozmetickych
vyrobkoch apri nealkoholickych napojoch. Vyuzivaji ho prevazne velké nadnarodné
spolocnosti. Tento sposob realizdcie medzindrodného marketingu ma vSak aj svoje slabé
stranky: neberie na zretel' socidlno-kulturne odliSnosti spotrebitel'ov, neumoznuje promptni
reakciu na spravanie sa konkurencie améze byt do urlitej miery domotivujice pre
manaiérO\ll6 v zahrani¢nych filidlkach, ktori maji za ulohu realizovat koncept dany
centralou.

2.3 Interkultarny marketing

Z&sadny rozdiel medzi globalnym a interkultirnym marketingom spociva v tom, Ze kym
globalna koncepcia posicla na medzinarodny trh vyrobky povodne uréené pre trh v tuzemsku,
interkultdrny marketing vyuZiva a priori medzinarodny pristup. Podnik uz vo faze vyskumu
avyvoja novych vyrobkov pocita sich uplatnenim na zahrani¢nom trhu. Vyvija
predovsetkym medzindrodné vyrobky, napr. automobily, ktoré¢ je jednoduché prispdsobovat’
poziadavkam cielového trhu. Interkultirny marketing najvystiznejSie charakterizuje slogan:
.Mysli globélne, konaj lokalne.«.*

Ked’ze adaptacia na kazdu jednotliva krajinu by bola ndkladna, marketingové riadenie
podniku vyuziva koncepciu socialno-kultirnych zén. Tato koncepcia ma zéklad
v predpoklade, Ze jestvujt uréité geografické zony s podobnym socialno-kultarnym zazemim.
Krajiny sa delia do jednotlivych zon podl'a jazykovej pribuznosti, ndboZenstva, spotrebnych
zvyklosti alebo pracovného rezimu. Eurdpske krajiny sa delia do nasledujucich socialno-
kultarnych zon:

" sever zapadnej Europy,

- anglosaské krajiny,

" luteranska stredna Europa,

" Stredozemie,

" stredna Europa,

. sever vychodnej Eurdpy,

" slovanské krajiny vychodnej Europy,
. primorské $taty vychodnej Eurépy.®

3 MEDZINARODNE MARKETINGOVE PROSTREDIE

Marketingove aktivity s0 vnemalej miere ovplyvilované prostredim, v ktorom sa
uskutoCiuj.  Preto  medzinarodné  podnikatel'sk¢  aktivity podliehaju  vplyvom
medzinarodneho prostredia, respektive vplyvom Specifickych prostredi jednotlivych
zahraniénych trhov.'® Marketingové prostredie predstavuje sthrn nekontrolovatelnych
faktorov, ktoré ovplyvituji marketingové aktivity organizacie ajej schopnost’ realizovat
Gspesné vymenné vztahy.”® Podnikatel'ské prostredie by mohol byt definované ako vietky
relevantné fyzikalne a socialne faktory mimo organizacii, ktoré su zaradené do
rozhodovacieho procesu.?

* DUDINSKA, E. - RUCINSKY, R. - SIMEGH, P. Medzinarodny marketing. Bratislava : Ekoném, 2004. s. 26.
" MACHKOVA, H. Medzinarodni marketing. Praha : Grada Publishing, 2006. s. 16.

¥ DUDINSKA, E. - RUCINSKY, R. - SIMEGH, P. Medzinarodny marketing. Bratislava : Ekoném, 2004. s. 26,
27.

¥ HORSKA, E. Medzinarodny marketing. Nitra : Slovensk4 ponohospodarska univerzita v Nitre, 2007. s. 22.

2 §iBL, D. a kol. Velkd ekonomickd encyklopédia. Bratislava : Sprint, 2002, s. 474.

2l REMENYI, D.. ECRM 2007: 6th European Conference on Research Methodology for Business and
Management Studies. Dublin : Academic, 2007. s. 230.
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Pred vstupom do medzinarodné¢ho prostredia musia firmy previest mnoho analyz,
ktoré budut tvorit’ zaklad pre rozhodovanie o stratégii medzindrodného marketingu. Zaroven
musia vyhodnotit’ rizika, ktoré s medzinarodnym podnikanim bezprostredne suvisia.
Zakladnym néstrojom analyzy medzinarodného makroprostredia je tzv. PEST analyza®, tj.
analyza politického a pravneho prostredia, ekonomickeého prostredia, socialno-kultirneho
prostredia a technologického prostredia.?

Kazda skupina prostredia v sebe zahffia mnozstvo faktorov, ktoré v rozlicnej miere
dokézu podnik ovplyvnit. Tento pristup sa zvykne oznaCovat’ taktiez ako strategicky audit
vplyvu makroprostredia. Dolezitost’ jednotlivych faktorov méze byt pre podniky rdzna.
V zaciatkoch 90.-tych rokov bola pre investorov prvoradd politickd stabilita krajiny.
V sucasnosti k najdolezitejsSim kritériam patria danové zvyhodnenia. 24

PEST analyza predpoklada, Ze Specifické vonkajSie a nepriame okolnosti, ktoré
charakterizujt podnikatel'ské prostredie, su schopné ovplyvnit® organizacné schopnosti
vytvarat’ cenu. Preto PEST analyza poskytuje ,,satelitny pohl'ad” na posudenie vonkajSieho
prostredia. To je obzvlast' dolezité, ked sa podnik snazi z0zit velmi vel'ké obchodné
prostredie. PEST analyza bola tradi¢ne pouZivand v dvoch roznych spdsoboch:

" analyzovala postavenie konkrétnej organizécie alebo priemyselného odvetvia v
ramci ur¢itého podnikatel'ského prostredia,
. analyzovala  Zivotaschopnost  vSeobecnych  manazérskych rieSeni v

podnikovom prostredi.?®

Marketing je vo svojej podstate univerzalny, teda rovnaky. Je vSak prirodzene, Ze sa
v niektorych aspektoch bude v roznych krajinach 1isit’, pretoze aj krajiny anarody sa
navzajom odliSuju. Tieto odliSnosti spbsobujd, Ze marketing Uspesny v jednej krajine nemusi
byt’ automaticky Uspesny aj v inej. Preferencie spotrebitel’a, konkurencia, distribu¢né kanaly
a prostriedky komunikacie sa mozu v jednotlivych krajinach odliSovat’.?

Vecné ahodnoverné informéacie o cielovom trhu a podnikatel'skom prostredi st
cennou devizou kazdého podniku. SU potrebné pre strategické a taktické rozhodovanie.
Umoziuja:

. znizovanie podnikatel'ského rizika,
. vyuZivanie situacie na trhu,

" budovanie pozicie na trhu

. rozvijanie prosperity podniku.?’
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THE DESIGN OF A VEHICLE POOLING SYSTEM: A SOUTHERN
ITALIAN UNIVERSITY APPLICATION SCENARIO

Roberto Palmieri, Carlo Giglio

Abstract

This work aims at describing the innovative architecture of the CityRide [2] vehicle pooling
platform. The scope of this study is broader than the traditional carpooling initiatives, since it
involves any kind of vehicle and is the first, to authors’ knowledge, to be specifically
addressed to vehicle pooling platforms. It consists of a hither-to not existing integration of
two modules - i. e. the logistics (LOE) and social networking (SE) ones. The design process is
innovative, since it is determinant-driven and the main features of the SMOB project [2] are
associated with key social innovation user-related factors. The introduction of the platform in
a Southern Italian university is used as application scenario. By a methodological standpoint,
it is a qualitative research about carpooling with a case study approach. Ultimately, scholars
are provided with a novel architecture and an original social innovation-driven design.

Keywords: carpooling, vehicle pooling, social innovation, Southern Italian university
application scenario, SMOB project, CityRide case study

1 INTRODUCTION

In the last decade a shift towards a Collaborative Consumption philosophy is emerging.
People are escaping from a hyperconsumeristic society [1] [2] [4] [5] [6]. The new approach
to resource consumption is becoming an economic model based on sharing, exchanging,
negotiating or renting goods, rather than buying their property. Such an approach existed also
before the formation of the Consumer Society, but it is furthermore boosted by the new
opportunities provided by the Social Technology and the categorical imperatives about the
current economic and environmental issues. Therefore, there is a continuous shift towards a
new consumer model involving the concepts of trust and shared access. Such a model is a
new way to reinvent creatively what existed before the arrival of the Consumer Society.
Among the number of collaborative consumption projects, carpooling and similar initiatives
are becoming even more widespread. It is thus interesting to analyze the general concepts and
functionalities of carpooling platforms. Such a study is conducted by means of a qualitative
research approach consisting of a literature review of the research field at hand. Moreover,
such features are linked to key social innovation factors concerning individual and collective
needs of the community of users. The University of Calabria, a Southern Italian institute, is
taken as a case study, thus providing the context for the application scenario of the platform.

2 MAIN CONCEPTS AND FEATURES OF CARPOOLING SYSTEMS

In the following some very communal characteristics and functionalities of such services are
reported and discussed based on the perspective of the stakeholder-oriented value of
innovation [3].

Driver and passengers generally know before starting the trip that they will share it and the
approximated time they will leave. Both the driver and the passengers are considered,
generically, as “carpoolers”. The service is based on a driver who offers a ride in his/her
private car and some people that need a lift (riders).

Then, the carpooling is defined as an initiative of sustainable mobility aimed at reducing the
number of low-occupancy private vehicles circulating along the main traffic tracks by means
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of the sharing of a trip by several people.
Sharing the use of a car with other people, with the same transportation requirements (time
and place of departure/arrival, etc.) offers significant benefits for both the environment and
for crew members as in the following:

1) fewer vehicles are expected to be on the road at the same time, since ridesharing

2)

3)

4)

5)

6)

7)

8)

initiatives tend to reduce the vehicle occupancy rate and, hence, to increase the
number of persons per vehicle;

less pollution, since by lowering the number of vehicle overall utilized by users means
reducing the total amount of emissions in terms of CO, and other harmful substances.
Moreover, decreasing the number vehicle results in a long-term effect of reducing the
inclination to utilize low-occupancy vehicles. This way people discover new ways of
moving by sharing trips with each other and become aware overtime that they could
avoid to own several cars in the same family. This may lead them to decide to
maintain fewer cars than in the past. This may result in an overall reduced number of
cars and, thus it would further contribute to protect the environment;

lower transportation costs, by dividing the cost of fuel and any tolls or parking fee
between the traveling companions. This is one of the monetary incentives coming
from inside the carpooling initiatives, since people are provided with additional,
monetary reasons in order to share trips;

less wear and tear issues for the private car, thanks to the possible alternation of
private cars used by community members. Likewise the previous point, also in this
case additional monetary incentives coming from inside the ridesharing process are
recalled. In particular, amortization costs of private cars are significantly reduced by
owners, since each potential shared vehicle tends to be utilized less than in the past.
Moreover, this would save cars from fast obsolescence, thus reducing the negative
environmental effects likewise the pollution reduction;

less physical and psychological stress and decrease in the risk of accidents due to the
possibility of resting and alternating drivers. This a kind of comfort- and safety-related
benefit coming from carpooling initiatives, since participants may alternate while
driving for a limited mileage, thus ensuring an always relaxed and well-trained driver,
especially during dangerous and long-distance trips. This, in turn, would reduce the
risk of accidents, thus ensuring a higher level of perceived safety among crew
members and a higher satisfaction for a more relaxing trip;

improved parking facilities, due to the lower number of cars in circulation. Since
carpooling increases the vehicle occupancy rate, it contributes to reduce the number of
cars on the road at the same time. Likewise the above mentioned points, reducing cars
and increasing parking availability, both in urban and extra-urban contexts, would lead
to a higher perceived satisfaction by users. Moreover, they are expected to be
encouraged to develop overtime a greener culture towards the environment, since they
may appreciate the several benefits coming from carpooling initiatives and change
their lifestyle and daily ways of moving;

availability of alternative service mobility for remote areas not or insufficiently served
by public transportation systems if compared to the needs of citizens. Also in remote
areas, which are not (well) connected to the most populated ones, sharing the few
available transportation means could be a viable solution for satisfying citizens needs.
This way social exclusion phenomena would be reduced or deleted and local
communities could learn how to utilize efficiently and sustainably their vehicles;

high "flexibility" with respect to public transportation. Since users are not subject to
planned and fixed timelines, as it happens in the case of public transportation services,
they decide together what the trip conditions and timing are. This way they have much
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more flexibility also during the transfer from the origin to the destination point, since
they could agree to change the fixed route, picking up or dropping off other crew
members or simply in order to avoid possible traffic jams;

9) socialization among traveling companions. This is one of the most winning non-

monetary incentive strategies for the new generation of carpooling platforms, since the
opportunity to meet and socialize with new friends is perceived as a value-added
benefit by carpoolers. Moreover, they have the opportunity to share their trips with
people sharing their same interests. This is made possible also thanks to an advanced
module of social networking including social rating, reputation management,
rewarding and recommendation systems.

Also some issues inhibiting carpooling initiatives exist:

1)

2)

3)

rigid planning. Despite carpooling is much more flexible than public transportation,
sometimes, users require a higher flexibility than the one provided by the platform;
missing matching. If the critical mass is not reached or there are no trip offers/requests
for a specific origin-to-destination transfer, users may experience a useless carpooling
platform. Therefore, they may decide to not to come back to utilize this matching tool;
missing commute trip flexibility. Especially for specific trips, such as home-to-work
or long-distance ones, users may desire more flexibility in the trip planning activities,
also due to the need of interconnecting with other transportation means and mobility
platforms. By this standpoint, they may experience a lack of flexibility;

4) social issues and differences among systems of values. Users may experience cultural

or social barriers, which are difficult to overcome during a shared trip and may
generate significant issues. Such issues could be reported as an overall negative
experience about the platform and tend to generate a negative word-of-mouth
hindering the development of the platform.

Carpooling services are internationally widespread, especially in Northern American
countries and in Central and Northern European countries (e. g. Austria, Germany, Sweden,
Norway) and in the Iberian Peninsula (e. g. Portugal).

According to recent studies [1] [2] [4] [5] [6], each locally-specific carpooling service
developed devoted features, which resulted in different platform variants. Moreover, when it
comes to deal with locally-specific application scenarios, it is very difficult to find significant
contributions in literature, which are devoted to deepen very similar contexts. In detail, four
different categories of carpooling variants are considered:

1)

2)

corporate. Such a variant is linked to many initiatives taking place in the private
sector. Most of the times, it is geared to facilitate employees’ transfer from home to
work and vice versa. Moreover, such an initiative leads to a higher level of satisfaction
of human resources, since they are provided with an additional service, whose effects
can be compared to those of a common company benefit. Finally, they have also the
opportunity to share a trip with their colleagues, thus increasing socialization and team
building skills;

university. It is a very specific carpooling service, but it is also widespread in many
European and Northern American countries. Despite its geographic distribution, such
variants are only limited to the adoption of university communities and their primary
stakeholders. In this context, carpooling services make it easier for students and
university employees to move from home to their university and vice versa. Likewise
corporate variants, this is perceived as an additional service, which contributes to
improve the appeal of the university and to increment hike up its talent
attraction&retention rate. University carpooling offers many opportunities to enrich
individuals’ social networks thanks to shared trips among people belonging to the
same academic community;
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3)

4)

family. This kind of carpooling platform is specifically geared to provide family
members with the opportunity to utilize only one vehicle, instead of contributing to
increase the occupancy rate of their family cars. This thus leads to a significant cost
reduction in terms of oil consumption and car amortization. Moreover, it incentives
families to increase their inclination towards environment protection and to develop a
greener culture compared to the past;

random. In this category are included all those carpooling initiatives not listed above.
In this category we may find some very general pros and cons, which are already
mentioned in the first part of this section, and, eventually, some context-specific
issues. In this group are generally included generic carpooling services.

The features of carpooling services in connection with the above mentioned carpooling
variants are discussed below [1] [2] [4] [5] [6]:

1)

2)

social benefits. Since family members do not have to utilize carpooling in order to
socialize with each other, corporate and university platforms tend to be more likely to
provide socialization opportunities for participants. Random systems tend to ensure an
intermediate level of socialization for participants, since people initially do not trust
the other members of the crew - this is actually an issue inhibiting many potential
carpoolers -, but many advanced systems with rating, reputation and recommendation
sub-systems tend to increase the level of trust among members overtime. In this sense,
the standard-use trust induced by such sub-systems mediates the scepticism of
potential users in the first phase;

monetary incentives. In this context, distrust of people obliges designers and managers
to realize subsidiary programs in order to ease the adoption of the platform by users.
In fact, this issue is in common among corporate, university and random systems. It is
a relevant action to tackle the lack of confidence of users, especially those without an
already existing social relationship in the real world. For this reason, this policy does
not work in family-oriented carpooling systems, since users in this context do not need
any monetary incentive in order to be encouraged to utilize carpooling services;

3) spatial flexibility. Such a factor impacts particularly on random systems, since generic

carpooling services always involve people with significantly different needs, also in
terms of spatial flexibility. On the other hand, corporate-, university- and family-
oriented services bring a high degree of similarity among users in terms of transfer
needs, since these three categories of services serve specific segments of potential
carpoolers;

4) socio-demographical factors. Likewise the spatial flexibility factors, such determinants

5)

are low for corporate and university carpooling systems, since they serve specific
clusters of user profiles with similar needs resulting from similar socio-demographical
configurations. Nonetheless, things change when it comes to consider how such
factors impact on family-oriented services. Since families are not characterized by
similar socio-demographical factors among their members, such determinants thus
mediate the corresponding carpooling variants. On the contrary, likewise the spatial
flexibility, the high difference among random carpooling users leads to a high
relevance of socio-demographical determinants;

pool-size effects. It concerns with how many people take part to the shared trip. In
random and family carpooling services, such a number is not very relevant for the
resulting carpooling system, since the average occupancy is lower than the average
available seats in a car. In fact, people in random systems tend to not to overfill the
car, also due to the inhibiting factors mentioned above. In family systems the results Is
very similar, but it is simply due to the high likelihood that average number of family
members participating in a trip is very low. On the contrary, corporate and university
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services are geared to satisfy specific segments of users and thus have a strong
tendency to agglomerate people with similar needs in terms of spatial and temporal
flexibility. Therefore such factors have a stronger impact on these kinds of carpooling
variants;

6) temporal configuration. It is a very important factor for both corporate- and university-
oriented systems, since each of the corresponding segments of users have the same
needs in terms of temporal configuration. For example, they have to go to work/study
or back home in the same time windows than each other traveling with them.
Moreover, also in the random systems, time has a medium relevance, due to the fact
that people can agree to travel in a specific time interval for a generic trip, but each
members of the trip crew has to meet the deadline for the starting or the pick-up/drop-
off during the trip. In family contexts, temporal configuration is not so relevant, since
people may agree with more flexibility;

7) role of distance. Distance has an intermediate role in corporate- and university-
oriented systems, since users sharing trips to their workplace/university are mainly
commuters, which live relatively near these places and cover daily average distances.
Random systems are associated with people having an interested in covering more
than average distances, thus revealing a key role for this factor. Families generally do
not cover long distances for daily transfers of their members;

8) programming. Since trips of corporate and university employees and students concern
with meeting job and study deadlines, such a factor is always relevant in these
contexts, while it loses of importance when it comes to consider family contexts,
whereby members adjust among themselves to share a trip together. An intermediate
position is held by random carpoolers, since they may agree likewise family members,
but have to strictly meet those agreements about spatial and temporal configuration of
the trip;

9) carpooler categories. Finally, family members have an intermediate impact, but less
than the other categories, since they can always place their own trust in flexibility
among members. On the contrary, the other categories have a higher impact because
they are more demanding — e. g. to meet work/study deadlines or agreement with non-
family members - and thus affect more significantly the features of the carpooling
system.

In order to choose the most suitable area to implement a carpooling service and determine the
number of potential users, some preliminary analysis is required. First, it is important to take
into account the peculiarities of the region, city or urban area, the existing facilities, the
mobility patterns of citizens and the social target.

Therefore, it is essential the interaction with public and private. For example, through the
interaction with local public administrations (such as the offices of the city's urban planning
and statistical offices, etc.), police, public transportation companies it is possible to get a set
of information useful for the design of such a system. In fact, if the results of the analysis
refer to a residential area characterized by widespread use of low-occupancy private vehicles
and oriented traffic flows directed towards well-identified destinations, it should be well-
suited for the implementation of such services.

3 THE APPLICATION SCENARIO

Based on the above mentioned concepts and features, the university-oriented carpooling
platform has been designed and implemented in the urban context of a Southern Italian
university.
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A peculiar feature of the platform is the tight integration between the social networking and
the logistics components representing the synthesis and strengthening of the best practices
found in many existing carpooling systems. Figure 1 shows the logical architecture of the
platform.

Presentation Layer

User Administrator
Web Web mobile Mobile apps

Application Layer

Core sub systems Support sub systems
Social Engine Logistics Ancillary Engine
Optimization Engine
Recommender Optimal Routes Registry
System Generation Management
Reputation Passengers Energy Saved
Management Allocation Counter
- Geographic ) .
Soc_lal Information Vehicle Sharing
Rating System
Logging Connector Notifier
Data Layer
Database

FIGURE 1: LOGICAL STRUCTURE

The objective of the Social Network component is to extend the assessment criteria through
the implementation of specific reputation and recommendation algorithms. The platform is
designed to become the community reference for vehicle pooling services offered in a given
territory. The possibility of inheriting the social relations inside the most popular social
networks — e. g. Facebook, Twitter — allows the platform to use pre-existing relationships on
the platform in order to achieve a rapid growth of the internal social graph and a greater
effectiveness of the solution provided. Each solution is always obtained through the
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cooperation with the logistics optimization component offering some complementary services
(e. g. calculation of the shortest path between a source node and a destination node, display of
the routes on georeferenced maps) and the provision of advanced vehicle routing algorithms.
The problem of the assignment is addressed in an integrated manner involving the
optimization problem intrinsic in the vehicle pooling process, i. e. the generation of routes to
be carried from source to destination. The ability to manage on call services (i. e. dial a ride)
completes the set of features offered by the system and granting it a strongly innovative
connotation. From the perspective of the software architecture model, it reflects the structure
of the multitier applications accessible through the Internet and uses the mechanisms of inter-
process communications typical of enterprise solutions. The choice was that of decoupling
functionally independent components of the system. Internal communications are entrusted to
a bus-based set of services available within the development frameworks (i. e. Switchyard
JBoss 0.7.0 - SY7) of the logistics optimization component.

1.1 The module of Social Networking

In the following a general description of the internal architecture of the module of social
networking is reported. It is based on the above mentioned development framework and the
architectural pattern MVC. Communications with Logistics Optimization Engine (LOE)
module is entrusted to the services offered by the ESB and the MOM. The interaction with the
modules of Social Rewarding and Recommender Manager is assigned to a server side API
level. The objective of the module of Social Engine is the extension of basic mechanisms for
the management of social graphs so as to model the relationships inherent to the activities of
sharing travels through the platform. The Social Rewarding module is geared to the
valorisation of the behaviours of very virtuous users. The module of the Recommender
Manager has to support decision-making onto the assignment of users to vehicles, which
characterizes the operation of the carpooling system.

1.2 The module of Logistics Optimization

The logistics optimization component is the engine that concerns both the optimal allocation
of passengers to vehicles and the determination of routes at the minimal cost. The LOE
component fits within the architecture as a software module that can process independently
and on the basis of a well-defined communication interface. It relies on the support of a set of
open source frameworks, which support the realization of custom services that operate on the
basis of a specific business logic. These services are provided to the technology platform on
request. The main feature of the optimization module is the ability to interpret the set of
constraints arising from both the preferences expressed by users and the social activities.
Through interactions with the modules of the Social Network component it is possible to
identify a set of constraints derived from Recommender Manager and Social Rewarding
systems. Among the explicit constraints arising from the profile information of users it is
possible to highlight: type of vehicle; ability to load passengers; ability to load luggage; time
windows; vehicle for smoking users; minimum rating for passengers; favourite users; black
list.

The objective is to provide an optimization engine able to support in the search for a vehicle.
Through different search mechanisms based on specific heuristic procedures, each specific
request is evaluated on the set of available deals compatible according to the specified
constraints. The objective of the LOE is to maximize the quality of service perceived. This
index can be considered as the level of quality of the travel experience that each participant,
be it driver or rider, experiences and can be influenced by a number of measurable
parameters. Among these parameters there are:
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1) cost, one of the most important metrics; usually a user is interested in minimizing
travel costs, but often this logic collides with other types of metrics such as, for
example, duration or total mileage;

2) saving on the cost; in this context is generally referred to the possibility, for the driver,
to reduce the costs of travel thanks to the payment received for the transport of riders,
while the rider is referred to the possibility of obtaining a more convenient form of
transport compared to others;

3) duration of the trip; each user wants to reach the destination as soon as possible; many
factors can affect the time dilation of travel, first of all the traffic must be taken into
account;

4) saving on travel time refers to the ability to shorten travel times compared to
alternative modes of transportation, such as public transportation;

5) distance covered; generally it is better to do the shortest distance possible, but
everyone should keep in mind that this does not necessarily means a saving on travel
time;

6) reliability of the user is an indicator that is relevant for both drivers and passengers; it
may be a single metric that summarizes the quality of the user in terms of reliability or
a set of metrics differentiated by type as: reliability and compliance with
commitments, punctuality and compliance schedules.

Moreover, some constraints can be defined as:

1) change in the duration of the journey; a user may be interested in putting a limit to the
change in total travel time compared to the direct estimated time between source and
destination. As the routes are changed as a result of insertions or removals of
passengers in vehicles, the duration of such trip routes changes as well; therefore, each
total journey time of each user changes;

2) variation on the distance; in this case a driver might be interested to put an upper limit
on the variation of the total covered distance than the direct estimated path between
source and destination. As the routes are changed as a result of insertions or removals
of passengers in the vehicle, the distance covered changes as well. Among the choices
made in the architecture of the platform, it was decided to confine to an external
module the management of all the trip requests/offers together with the state of the
requests and the results of calculations performed. In particular, with regard to the
requests the following information are identified: set of deals; set of travel requests
assigned to a vehicle and confirmed; set of travel requests assigned to a vehicle, but
not confirmed; set of travel requests unassigned.

The module LOE optimizes preconceived routes for which the crews are already formed;
optimizes unconfirmed requests within the constraints specified in the data input; optimizes
on-the-fly requests by ensuring a dynamic allocation in real time; shows routes on an
interactive map; calculates CO2 saved for a given route and aggregated by geographic areas.
Thus, the component LOE exposes, via suitable web services, the set of features offered to the
other modules of the system.

4 THE BUSINESS MODEL WITH VIRTUAL CREDITS MECHANISM

The business model of the platform is based on advertising agreements with partners and third
parties geared to cover partially the overall costs, but it has been developed according to a
non-profit philosophy until the achievement of the critical mass. The idea in the second step is
that of considering possible changes in the business model. However, in the first step, a
system of virtual credits has been designed and implemented. This way users do not pay for
registration, shared trips and use of the platform. They can win virtual credits by participating
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actively in the rides and in the social network and also by showing a positive behaviour in the
real-world carpooling activities. As an example, they can get virtual credits by commenting or
posting in the social network, by providing feedback for the rest of the crew after a shared
trip, by receiving positive feedback and building a strong reputation in the virtual community,
etc.. On the other side, best users will be socially rewarded and recommended to those
offering or requesting new trips on the platform This way they could be the first ones to catch
a new trip opportunity. Moreover, they would be the more likely to win the green prizes
geared to those users saving more CO, over a limited time horizon. Finally, since the platform
signed some partnership agreements with public institutions, private firms and commercial
centres, they would be able to spend their virtual credits by getting back free toll and/or
parking hours from partner municipalities, free gadgets from private firms, discount tickets
for commercial centres, etc..

5 CONCLUSIONS

This work deals with a novel architecture and advanced functionalities of a vehicle pooling
system, which is, to authors’ knowledge, among the most innovative platforms in this field
and provides scholars with new concepts, features and research issues. This paper aims at
describing a novel, free and open source-based design approach to vehicle pooling, which is a
more comprehensive mobility solution than the extant ones in literature — e. g. carpooling.
Another innovative feature is the hither-to not existing integration among logistics and social
networking engines, which is an all-in-one solution providing a higher perceived satisfaction
to potential users. CityRide is not limited to the matching of trip offers and requests: its novel
architecture includes the SE, which recommends the best members to complete the trip crew
depending on customized user preferences, while the LOE minimizes travel time and/or cost.
It includes also an advanced virtual credits mechanism, which incentives ridesharing and a
greener approach towards the environment in the overall community. It is also among the first
systems worldwide to manage real-time requests by means of geo-referencing and geo-
locating systems. Since the current vehicle occupancy rate in the region at hand is about 1.3
users per vehicle [2], such a platform is expected to be very promising. If the novel
architecture and the innovative functionalities described above include many interesting
research topics for the scientific community in this field, it is also important to mention how
this paper provides an advanced approach to develop vehicle pooling platforms. As a matter
of fact, the design process was based on a determinant-driven approach taking into account
key social innovation user-related factors. It is among the few examples worldwide of
carpooling system carried with a social innovation perspective and designed by involving a
non-profit approach. Since each application scenario influences the corresponding platform,
this work is affected by some limitations in terms of missing contributions in literature, which
are related to similar contexts. For this reason, this work is mainly based on benchmarking
studies and competitor analysis realized during the SMOB project and does not consider most
of the existing contributions in literature, which do not deal with the locally-specific factors of
the application scenario at hand. Moreover, the available works in literature are not so high in
number. In addition, despite carpooling is not innovative as a transportation phenomenon, it
becomes hard when it comes to find consolidated and recent academic studies in this field. As
a matter of fact, research community started to pay much more attention to this area only after
the current crisis and the diffusion of the Collaborative Consumption philosophy. An
additional limitation for the adoption of existing researches in literature is that the architecture
of this platform differs from the rest of the carpooling services - as mentioned above - and it
has been realized with a hither-to unexplored design process driven by key social innovation
user-related factors. The remaining issues are related to the project sustainability - which
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requires support by partners for making the virtual credits mechanism viable overtime - and to
the overcoming of possible cultural barriers about ridesharing.

Sources
1.

FERREIRA, J., TRIGO, P., FILIPE, P. (2009) Collaborative Car Pooling System,
World Academy of Science, Engineering and Technology, International Science
Index 30, Vol. 3, No. 6, pp. 365-369.

GIGLIO, C., CARROZZINO, G., CERAVOLO, R., COSMA, A. M. 1. (2012) Social
MOBIlity — SMOB, Italian Ministry of Education, University and Research (MIUR).
PALMIERI, R., GIGLIO, C. (2014), Seeking the stakeholder-oriented value of
innovation: a CKI perspective, Measuring Business Excellence (ISSN 1368-3047),
Vol. 18, No. 1, pp. 35-44.

GIGLIO, C. (2014), Profiling the Innovation Management discipline: a
comprehensive perspective focused on creativity-based vs. knowledge-based
strategies, PhD Thesis, University of Calabria.

MCKINSEY&COMPANY (2012), The social economy: Unlocking value and
productivity through social technologies, McKinsey Global Institute.

TAFARO, S. (2012), “Modelli di e-business e analisi di servizi per sistemi di
carpooling”, MScEng Thesis, University of Calabria.

Project, grant

The SMOB project (code PONO4a3_00164) and the resulting vehicle pooling platform - i. e.
CityRide -, have been realized with E.U. funds thanks to the Italian Ministry of Education,
University and Research, based on the tender notice D.D. n. 84/Ric. - March 2nd , 2012
“Smart Cities and Communities and Social Innovation” of the “Research&Competitiveness
2007-2013” - Convergence Regions - National Operational Programme. The technical reports
of the project are the main sources of information and data used in this paper.

Contact

Prof. Roberto Palmieri

Researcher in Economics and Management Engineering

Adjunct Professor of Innovation Management

Department of Mechanical, Energy and Management Engineering (DIMEG)
University of Calabria

Ponte Pietro Bucci, cubo 42/C, VIl piano, Rende (CS), Italy

Tel: +39 0984 494775

email: roberto.palmieri@unical.it

Dr. Carlo Giglio

Postdoctoral Researcher in Industrial Engineering and Management
Department of Mechanical, Energy and Management Engineering (DIMEG)
University of Calabria

Ponte Pietro Bucci, cubo 42/C, VIII piano, Rende (CS), Italy

Tel: +39 0984 494775

email: carlo.giglio@unical.it

-226 -



ZNACZENIE | CHARAKTERYSTYKA STRUKTURY
ORGANIZACYJNEJ W METODOLOGII SIX SIGMA

THE IMPORTANCE AND THE CHARACTERISTICS OF SIX SIGMA
ORGANIZATIONAL STRUCTURE

Marcin Migza

Abstrakt

W pracy w skrocie scharakteryzowano popularne systemy zarzadzania jakoscig oparte o
normy ISO serii 9000 oraz koncepcje Total Quality Management (TQM). Nastepnie szerzej
opisano filozofi¢ Six Sigma i przytoczono najwazniejsze zalozenia tej metody. Glownym
tematem pracy jest charakterystyka struktury organizacyjnej w metodologii Six Sigma.
Przyblizono réwniez kompetencje niezbedne dla osiagnigcia poszczegdlnych szczebli w
hierarchii Six Sigma. W posumowaniu przedstawiono znaczenie struktury organizacyjnej Six
Sigma dla efektywnego funkcjonowania metody.

Stowa kluczowe: kompetencje, zasoby ludzkie, struktura organizacyjna, Six Sigma

Abstract

The paper briefly characterizes popular Quality Management Systems based on the 1ISO 9000
series and the concept of Total Quality Management (TQM). Then, the philosophy of Six
Sigma has been more fully explained. The paper describes the assumptions of the Six Sigma.
The main issue of the paper is characteristic of the organizational structure of Six Sigma
methodology. Furthermore, the required qualifications to each levels of the organizational
hierarchy have been presented. To sum up, the importance of the Six Sigma organizational
structure has been demonstrated.

Key words: competence, human resources, organizational structure, Six Sigma

1 WPROWADZENIE

Sposoby i1 koncepcje zarzadzania przedsigbiorstwami zmienialy si¢ wraz z rozwojem
gospodarczym, cywilizacyjnym, kulturowym 1 spotecznym. Dzisiaj kluczowym czynnikiem
decydujacym o sukcesie przedsigbiorstw jest jako$¢ ich wyrobow i uzaleznione od niej
zadowolenie klienta. Dlatego tez wspdlczesng erg w orientacji strategicznej przedsigbiorstw
czgsto nazywa si¢ orientacja na klienta, a era w rozwoju koncepcji zarzadzania —
zarzadzaniem przez jakosc.

Niniejsza praca skupia si¢ na metodologii Six Sigma, a w szczegdlnosci na bardzo
charakterystycznym dla tej metody podejsciu do hierarchii organizacyjnej i kompetencji
poszczegdlnych pracownikow. Praca ta wpisuje si¢ w ogolny trend wigzacy metodologie Six
Sigma i inne koncepcje optymalizacji produkcji (jak np. Lean Manufacturing) z metodami
i technikami majgcymi swoj rodowod w klasycznie pojmowanym zarzadzaniu jakoscig.

W pracy przyblizono w skrécie popularne koncepcje zarzadzania jakoscia takie jak System
Zarzadzania Jakoscig oparty o normy ISO serii 9000 oraz filozofiec TQM (Total Quality
Management) i na ich tle przedstawiono metode¢ Six Sigma.
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Glownym celem pracy byto scharakteryzowanie struktury organizacyjnej Six Sigma oraz
wykazanie jak wielkie znaczenie ma ona dla funkcjonowania samej metody i organizacji
stosujacych ja w swojej praktyce produkcyjnej.

2 POPULARNE KONCEPCJE ZARZADZANIA JAKOSCIA

Najpopularniejsza koncepcja zarzadzania jako$ciag w przedsigbiorstwach niewatpliwie jest
system oparty o normy ISO serii 9000.

System Zarzadzania Jako$cig zbudowany w oparciu o normy ISO serii 9000 stosuje sie, gdy
organizacja potrzebuje wykaza¢ zdolno$¢ do ciaglego dostarczania wyrobu spetniajacego
wymagania klienta i wymagania majacych zastosowanie przepisOw prawnych oraz innych, a
takze dazy do zwigkszenia zadowolenia klienta przez skuteczne stosowanie systemu, tacznie z
procesami dotyczacymi ciaglego doskonalenia systemu i zapewnienia zgodnosci z
wymaganiami klienta i wymaganiami majacych zastosowanie przepiséw prawnych i innych
(PN-EN I1SO 9001:2009).

System norm ISO 9000 opracowano w celu wspomagania organizacji, wszelkich rodzajow i

wielkosci, we wdrazaniu i skutecznym dziataniu systemow zarzadzania jako$cig (PN-EN ISO
9000:2006):

= w normie ISO 9000 opisano podstawy systeméw zarzadzania jakos$cig i okreslono
terminologi¢ dotyczaca systemow zarzadzania jakoscia,

=  w ISO 9001 zostaty wyspecyfikowane wymagania dotyczace systemu zarzadzania
jakoscia, w przypadku gdy organizacja potrzebuje wykaza¢ swoja zdolno$¢ do
dostarczania wyrobow, ktore spelniaja wymagania klienta i majace zastosowanie
wymagania prawne oraz w celu zwigkszenia zadowolenia klienta,

= w ISO 9004 podano wytyczne, w ktorych wzigto pod uwage zaréwno skutecznos¢,
jak 1 efektywno$¢ systemu zarzadzania jakoscig. Celem tej normy jest
doskonalenie funkcjonowania organizacji oraz zadowolenie Klientow i innych
stron zainteresowanych.

Podsumowujac, normy ISO serii 9000 okreslaja przede wszystkim wymagania, jakie musi
spetni¢ przedsiebiorstwo, aby udoskonali¢ swoje procesy jakosciowe, a co za tym idzie
uzyskac¢ certyfikat zgodnosci z dang norma.

Odmienng koncepcja jest Total Quality Management (TQM). Nie jest to zamknigty zbidr
metod i procedur, lecz styl zarzadzania jakoscia o bardzo klarownych i nieskomplikowanych
ogolnych zasadach. Filozofia TQM polega na dazeniu do maksymalizacji zadowolenia
konsumenta poprzez ciagly rozwoj produktu, doskonalenie procesu ochrony jakosci w sferze
poprodukcyjnej, a takze, poprzez kompleksowa obstuge nabywcy, az do likwidacji zuzytego
produktu wiacznie.

Podstawg strategii TQM jest stynne 14 punktow Deminga (Iwasiewicz 1999):

= spraw, by ulepszanie produktu i obstugi (konsumenta) byto statym celem dziatan
pozwalajacych przedsiebiorstwu by¢ konkurencyjnym, utrzymaé si¢ na rynku
i dawa¢ zatrudnienie,

* przyjmij nowa filozofie. Zyjemy w nowej epoce ekonomicznej stworzonej przez
Japoni¢. Zachodnie zarzadzanie musi by¢ podjgciem wyzwania, nauczeniem si¢
odpowiedzialnos$ci i przewodzenia zmianom,
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= skoncz z masowg kontrolg (inspekcja) jako sposobem zapewnienia jakosci. Nie ma
potrzeby, by ciagta kontrola byla podstawowym sposobem kreowania jakos$ci
produktu,

= skoncz z praktyka kooperowania z najtanszymi dostawcami. Staraj si¢
minimalizowa¢ cate koszty. Wybieraj dostawcow z mysla o dtuzszej wspotpracy
opartej na zaufaniu i lojalnosci,

» ulepszaj zawsze i wszedzie system produkcji i obstugi (konsumenta) — w celu
podniesienia jakos$ci i zwigkszenia produktywnosci — 1 w ten sposob stale obnizaj
koszty,

= wprowadz ciggte szkolenie wszystkich pracownikow,

=  wprowadz przywodztwo jako metode zarzadzania. Powinno ono by¢ pomocne
pracownikom w lepszym wykorzystaniu maszyn i urzadzen,

= usun strach w celu umozliwieniu kazdemu efektywnej pracy dla przedsigbiorstwa,

» zlikwiduj bariery migdzy wydzialami. Pracownicy komoérek badawczych
i projektowych, dziatu sprzedazy i wydziatow produkcyjnych, muszg pracowac jak
jeden duzy zespdt mogacy przewidywaé problemy, jakie moga si¢ pojawic
w produkcji 1 obstudze,

* wyeliminuj slogany i apele o lepsza prace,

= wyeliminuj ilo$ciowe normy pracy. Wyeliminuj zarzadzanie poprzez podawanie
zadan ilo$ciowych,

= usun bariery, ktére odbierajg robotnikowi, inzynierowi lub managerowi poczucie
dumy z dobrze wykonanej pracy,

= wprowadz radykalny program ksztatcenia i samodoskonalenia,

= gspraw, by kazdy wlaczyl si¢ w program transformacji. Jest ona zadaniem dla
wszystkich.

Podejscie TQM opiera si¢ wigc na bardzo ogoélnych zasadach, co zapewne w duzym stopniu
utatwito implementacjg tej strategii do wielu polskich przedsigbiorstw.

3 METODA SIXSIGMA

Six Sigma rdzni si¢ od innych koncepcji zarzadzania jakoscig gtownie tym, iz jest traktowana
nie tylko jako metoda projakosciowa, ale rowniez jako narzedzie redukcji kosztow i
zdobywania trwatej przewagi konkurencyjnej. Ponizej zaprezentowano najwazniejsze
definicje tej metody.

Harry i Schroeder wykazuja, iz Six Sigma jest procesem gospodarczym umozliwiajagcym
radykalng poprawe wynikéw finansowych przedsiebiorstwa, co dzieje si¢ dzigki planowaniu i
kontrolowaniu przebiegu pracy w sposob, ktory pozwala zminimalizowaé zuzycie surowcoOw
1 powstanie odpadow, a jednocze$nie prowadzi do wigkszej satysfakcji klientow (Harry,
Schroeder 2005).

Inng ciekawg definicja jest ta przytoczona przez Brayfogle’a, zgodnie z ktorg Six Sigma jest
Scisle zaplanowanym procesem prowadzacym do coraz wyzszej jakosci w czasie krotszym niz
konkurencja (Czarski 2005).

Wedhug K. Torczewskiego Six Sigma jest dtugoterminows strategia, koncepcja prowadzenia
biznesu. Jest pewng filozofia, okre§lonym sposobem dziatania, metoda radzenia sobie z

-229 -



problemami. Jest rOwniez miarg, celem i synonimem jakosci. Trudno o jednoznaczng, petng i
uniwersalng definicj¢, gdyz Six Sigma bardzo silnie oddzialuje z kulturg organizacyjna
przedsigbiorstwa i w kazdej firmie przyjmuje inng, zindywidualizowang forme¢. Jako recepte
na sukces zaleca si¢ wrgez stworzenie wlasnej ,,$ciezki Six Sigma”, gdyz podjete projekty,
szkolenia, czy stworzona infrastruktura, powinny by¢ dostosowane do potrzeb i mozliwosSci
danej organizacji (Torczewski 2004).

Metodologia Six Sigma dysponuje kilkoma algorytmami postepowania w zaleznosci od
rodzaju prowadzonego projektu. Kazda firma moze dostosowaé narze¢dzia tej koncepcji do
swoich indywidualnych potrzeb, lecz generalna zasada ich dzialania si¢ nie zmienia.
W przypadku projektowania nowych procesow tak, by spelnialty wymagania Six Sigma
stosuje si¢ najczesciej algorytm DMADV (Define, Measure, Analyze, Design, Verify). Gdy
zmysla o Six Sigma projektuje si¢ nowy wyrob, najczesciej stosowanym programem
dziatania jest DFSS (Design for Six Sigma) (Bogacz, Migza 2011).

Najwazniejszym narzedziem stosowanym w metodologii Six Sigma jest algorytm
doskonalenia DMAIC (Define, Measure, Analyze, Improve, Control). Stosuje si¢ go w celu
usprawnienia istniejacych juz proceséw. Algorytm ten jest rozwinigciem i rozszerzeniem kota
PDCA (Plan, Do, Check, Act) Deminga (Chraponski 2010).

4 STRUKTURA ORGANIZACYJNA W SIX SIGMA

Mocng strong koncepcji Six Sigma jest klarowny podzial odpowiedzialnosci i obowigzkow
miedzy pracownikami, szczegdtowo okre§lone wymagania stawiane kandydatom na dane
stanowisko w strukturze organizacyjnej oraz rozbudowany system szkolen (Bogacz, Migza
2011). Typowa strukture organizacyjng w Six Sigma przedstawiono na rysunku 1.

™,
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Rys. 1. Struktura organizacyjna w metodzie Six Sigma

Zrodto: Opracowanie wiasne na podstawie: Harry, Schroeder (2005)

Naczelne kierownictwo w strukturze Six Sigma odpowiada przede wszystkim za
motywowanie, przewodzenie, zapewnienie dlugoterminowej wizji, przelamywanie barier
I pelni nadzor nad projektami (Torczewski 2004).

W metodzie Six Sigma niezwykle wazne jest odpowiednie motywowanie przez najwyzsze
kierownictwo. Jako przyktad moze postuzy¢ przypadek wdrazania Six Sigma w General
Electric w 1986 roku. Prezes Jack Welch napotkal wowczas na opdr swoich menadzerow.
Kiedy ci zalozyli, ze Six Sigma jest po prostu czym$§ chwilowym, Welch zakomunikowat
wszystkim pracownikom, iz awans w sfer¢ kierownicza jest mozliwy jedynie dzieki
osiggnigeciu poprzez szkolenia poziomu Black Belt (poprzez wcze$niejsze osiagnigcie
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poziomu Green Belt) do roku 1988. Managerowie szybko zorientowali si¢, ze Welch méwi
serio, a Six Sigma nie jest jakas mglista polityka (Dragun 2005b).

Lider jest odpowiedzialny za zapewnienie zasoboOw niezbgdnych do realizacji projektow,
wybor 1 selekcje kandydatow na Black Belt oraz przebieg wdrozenia metodologii
(Torczewski 2004).

Lider programu Six Sigma zazwyczaj jest wiceprezesem, jedna z kluczowych osob
W zarzadzie organizacji. Takim liderem powinien zosta¢ kto$, kto peil juz stanowisko
kierownicze wyzszego szczebla, osiggat dobre wyniki 1 cieszyt si¢ szacunkiem
wspotpracownikow 1 podwladnych. Osoba petnigca obowigzki lidera musi mie¢ umiejgtnosci
niezb¢dne do tworzenia warunkéw sprzyjajacych wdrazaniu w trwaty sposdb programu Six
Sigma; musi to by¢ osoba nie obawiajaca si¢ ryzyka zwigzanego ze zmiang (Eckes 2011).

Za wybor i szkolenie kandydatéw na Black Belt, doradzanie Black Belts, nadz6r nad
projektami i nadzér nad szkoleniami Green Belt odpowiada Master Black Belt (Torczewski
2004).

Master Black Belt dysponuje najwigkszymi umiejetnosciami, jesli chodzi o narzedzia,
techniki 1 koncepcje zwigzane z Six Sigma. Osoba noszaca ten tytul funkcjonuje jako
wewnetrzny konsultant do spraw jakosci, szkoli zespoly, udziela wskazdéwek, moderuje
spotkania zarowno zespotéw projektowych jak i cztonkoéw kadry kierowniczej. Umiejetnosci
konieczne do wuzyskania tego stanowiska majg zarowno charakter techniczny, jak
I strategiczny. Podstawa sa jednak zawsze umiejetnosci techniczne (Eckes 2011).

General Electric, podobnie jak kilka innych organizacji, rozwingta grupe przysztych liderow
biznesowych (Black Belts), ktdrzy w stu procentach koncentruja si¢ na podnoszeniu jakosci.
Ci przyszli liderzy biznesowi pracuja w pelnym wymiarze czasu jako liderzy zespotow,
ktorzy dbaja o przestrzeganie wiasciwej metodyki 1 pomagaja zespotowi w osiggnigciu jego
celéw (Eckes 2010).

Black Belts sg trzonem kazdego wdrozenia Six Sigma. Firma Motorola okresla taka osobe

jako jednostke, ktora potrafi znakomicie potaczy¢ 1 wzajemnie uzupeti¢ doskonate
umiejetnosci 1 wiedzg techniczng z okreslonego tematu razem ze strategia, taktyka
I narzgdziami Six Sigma (Dragun 2005b).

Black Belts sa taktycznymi liderami zespotéw usprawniajagcych procesy. Sa oni
pelnoetatowymi liderami projektowymi, ktéorych jedynym obowigzkiem jest kierowanie
trzema lub czterema zespotami w ciggu roku, by osiagnety one zalozone cele dzigki metodyce
usprawniania DMAIC lub metodyce projektowania procesow DMADV (Eckes 2011).

ASQ (American Society of Quality) definiuje certyfikowanego Black Belt jako specjalistg,
ktory potrafi przedstawi¢ filozofi¢ 1 glowne zatozenia Six Sigma wiaczajagc w to uzycie
odpowiednich narzedzi 1 metod oraz potrafi je zaimplementowac¢ do procesOw biznesowych
firmy. Black Belt powinien mie¢ cechy lidera zespolu, powinien czu¢ irozumie¢ jego
dynamike 1 umie¢ przypisywa¢ cztonkom zespoldéw odpowiednie role 1 zakres
odpowiedzialnosci. Black Belt cechuje si¢ bardzo dobrym rozeznaniem we wszystkich
aspektach modelu DMAIC. Posiada on rowniez podstawowg wiedze z zakresu koncepcji
Lean Manufacturing i bezbtednie potrafi okresli¢ dziatania, ktoére nie przynosza wartosci
dodanej do produktu lub ustugi (Dragun 2005a).

W niektérych firmach nadaje si¢ tytul Black Belt menagerom i liderom, ktoérzy majg za
zadanie rozpocza¢ i1 zrealizowa¢ wazny dla firmy projekt. Laczy si¢ to z dodatkowymi
szkoleniami i pozyskaniem wiedzy w zakresie Six Sigma (Dragun 2005a).
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Green Belt to funkcja, ktérej poswigca sie jedynie czg$¢ czasu pracy. Zazwyczaj peini ja
manager $redniego szczebla, ktory prowadzi jeden lub dwa projekty w roku w zalezno$ci od
tego, czy procesy mu podlegajace zostaty wytypowane do usprawniania (Eckes 2011).

Green Belts rowniez uczestnicza w projektach doskonalacych, czesto na zasadzie wsparcia
dla Black Belt. Maja oni podstawowg wiedze w zakresie metod statystycznych stosowanych
w Six Sigma oraz wiedzg w zakresie calej metodologii opartej na algorytmie doskonalenia
DMAIC (Dragun 2005a).

Dragun (2005a) przytacza réwniez stowa pracownika z tytulem Green Belt z amerykanskiej
firmy branzy telekomunikacyjnej: Nasza organizacja wymaga, aby kandydat na Green Belt
prowadzit wczesniej przynajmniej jeden projekt doskonalacy w roli lidera, wspotuczestniczyt
w przynajmniej jednym wydarzeniu Kaizen, zdat trzy pisemne egzaminy na r6znych etapach
szkolenia Six Sigma i wykazat si¢ praktyczng wiedza w szerokim zakresie narzedzi i metod
Six Sigma.

Rola licznych szkolen w Six Sigma jest bardzo duza i nie dotyczy tylko Green Belts, ale
pracownikdéw wszystkich szczebli w strukturze organizacyjnej tej koncepcji. Wymagane
kwalifikacje i szkolenia dla poszczegblnych stanowisk w hierarchii Six Sigma przedstawiono
w tabeli 1.

Tab. 1. Wymagane kwalifikacje i szkolenia w Six Sigma

Stanowisko | Wymagane kwalifikacje Wymagane szkolenia
Champion/ | Cztonkowie wyzszej kadry kierowniczej, np. Tngdnlqwe szk(_)_lenle
. . .. . w zakresie funkcji
Lider dyrektor dziatu produkcji lub marketingu .
Championa
Wyzsze wyksztalcenie techniczne, funkcje moze
petni¢ naczelny inzynier lub kierownik dziatu Dwie tygodniowe sesje
Master obstugi klienta, perfekcyjne opanowanie szkoleniowe, zalecane
Black Belt | podstawowych i zaawansowanych narze¢dzi szkolenie w zakresie
analizy statystycznej funkcji Black Belt
Wyzsze wyksztatcenie techniczne lub Cztery tygodniowe sesje
doswiadczenie kierunkowe, funkcje tg moze szkoleniowe,
petic inzynier lub pracownik dziatu trzytygodniowe okresy
Black Belt | rachunkowosci z co najmniej pigcioletnim przeznaczone na
doswiadczeniem zawodowym, perfekcyjne prowadzenie kolejnych
opanowanie podstawowych narzedzi analizy faz projektow
statystycznej szkoleniowych — ocena
Doswiadczenie techniczne lub doswiadczenie w . . .
: o . Dwie trzydniowe sesje,
dziale obstugi klienta, s rekrutowani ze . .
. . . . jedna trzytygodniowa
Green Belt | stanowisk bezposrednio zwigzanych z danym .
) . e przerwa na projekt
przedmiotem projektu, znajomos$¢ podstawowych .
. . ) szkoleniowy — ocena
narzedzi analizy statystycznej

Zrodto: Opracowanie wlasne na podstawie: (Harry, Schroeder 2005)

5 PODSUMOWANIE

Mimo niewatpliwych korzys$ci jakie niesie ze sobg wprowadzenie do praktyki produkcyjnej
filozofii Six Sigma, niewiele polskich firm zdecydowato si¢ na ten krok. Stosowanie tej
metodologii wigze si¢ z koniecznoscig przebudowy struktury organizacyjnej, wymusza na
managerach znajomo$¢ wielu narzedzi statystycznych i analitycznych, a na wyzszym
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kierownictwie ciagle, rzeczywiste angazowanie si¢ w biezacg dziatalno$¢ przedsigbiorstwa.
Skutecznie zniechgca to polskich przedsigbiorcow do stosowania Six Sigma, co jest
zjawiskiem zdecydowanie negatywnym (Migza, 2011).

Istota metodologii Six Sigma bezsprzecznie jest wykorzystanie narz¢dzi statystycznych,
analitycznych 1 metod modelowania matematycznego w celu eliminacji zmiennosci, a co za
tym idzie poprawy jakos$ci i1 optacalno$ci prowadzonych proceséw wytwarzania. Jednak o jej
popularnosci 1 wysokiej skutecznosci w rownie wysokiej mierze decyduje $cisle okreslona
hierarchia, wymagane kwalifikacje i sposoéb prowadzenia projektow doskonalgcych. Six
Sigma jest jedyng tego typu koncepcja, ktora poprzez nacisk na kwalifikacje 1 szkolenia, sama
zapewnia sobie wysoko wykwalifikowang kadre do jej fachowego stosowania.

Wzajemne uzupehianie si¢ narzedzi twardych i1 kultury organizacyjnej Six Sigma tworzy
jedyng w swoim rodzaju przewage konkurencyjna, tak skutecznie wykorzystywang przez
takie firmy jak General Electric, Motorola czy Alied Signal.
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VNIMANI POJMU ,,SOCIALNI MARKETING* V CASE
PERCEPTION OF “SOCIAL MARKETING” IN TIME
Tomas Rygl

Abstrakt

Cilem piredkladaného védeckého clanku je zmapovani vyvoje uzivani pojmu socialni
marketing. Taktéz se jedna o vytvofeni ¢lanku o socialnim marketingu jako takovém. Divod
je jednoduchy. V Ceské republice neexistuje zadny komplexni védecky ¢lanek, ktery by se
timto tématem zabyval. Za dalSi se tento pojem v ¢ase vyviji a jeho uzivani taktéz.
Metodologie/metody zahrnuji pfedev§im obsahovou analyzu, analyzu védeckych ¢lanku,
respektive védeckych zdroji. Dale jsou vyuzity kvalitativni metody, konkrétn¢ individualni
hloubkové rozhovory. Cilem ¢lanku je hlub$i porozuméni jiz zmifovanému tématu a jeho
dulezitosti. Vysledky slouzi pro dalsi rozvijeni diserta¢ni prace autora.

Klicova slova: marketing, socidalni marketing, spolecenska odpovédnost firem, marketing
socialnich siti, caused related marketing, Ammann, Mautilus

Abstract

The aim of the research article is to describe the evolution of the use of the concept of social
marketing. Also, it is creation of an article about social marketing itself. The reason is quite
simple. In Czech Republic is no comprehensive scientific article about this term. For further
this concept evolves over time ant its use as well. Methodology/methods mainly include
content analysis, analysis of scientific articles and resources. There are also used qualitative
methods, namely individual in-depth interviews. The aim of this article is understand of the
previously mentioned topic and its importance. The results are used for further development
of the doctoral thesis of the author.

Key words: marketing, social marketing, corporate social responsibility, social media
marketing, caused related marketing, Ammann, Mautilus

1 UVOD

Védecké ¢lanky na téma socidlniho marketingu je v ¢eském jazyce velmi malo, respektive
zadny komplexni. Konkrétn¢ pii vyuziti univerzalniho nastroje pro zpravu vétSiny
informacnich zdrojii (Primo?) zadame kli¢ové slovo ,,socialni marketing® a pomoci filtrace
vybereme védecké Clanky v cesting, ziskame 0 Vysledkﬁz. Pod timto klicovym slovem je v
ceském jazyce pouze jedna zavérecna prace. Pro porovnani s jazykem anglickym, dostavame
pocet &lankd 12325,

Problematika socialniho marketingu je velice vyznamna a ve své zakladni podobé napomaha
zvySovat socialni blaho vSech lidi. V dneSni dob¢ uz také uz bohuzel nestaci nabizet kvalitni

vyrobky a sluzby s pfijatelnymi néklady pro zakaznika. Je nutné se odliSit a dé€lat aktivity
navic. V kontextu socialniho marketingu mluvime o zapojovani spole¢nosti do spoleensky

! Primo je univerzalni nastroj, ktery umoziuje prohledavat vétsinu informaénich zdroj, které mé student &
zaméstnanec VUT v Brné k dispozici.

?K datu 18. kvétna 2015

*K datu 18. kvétna 2015
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prospésnych aktivit, které si kladou za cil prospét celé spolecnosti. V tomto piipadé se jedna
napiiklad o vyrobu kosmetiky Setfici zivotni prostiedi. Ve své nejzékladnéjsi podstaté jde
piedeviim o primarni socialni aktivity, napiiklad kampané proti koufeni. Clanek taktéz
mapuje historicky vyvoj, ktery sahd az do poloviny 20 stoleti. Dale jsou zminény mozné
kontexty vyuZiti tohoto pojmu a aktualni uzivani v kontextu socialnich siti.

2 VYVOJPOJMU SOCIALNI MARKETING

Socialni marketing neni nejmladSim druhem marketingu a s jeho otdzkami se setkavame vice
az v poslednich n€kolika letech. Znali pfipisuji zacatek socialniho marketingu ke ¢lanku z
roku 1951, ve kterém G. D. Wiebe polozil zasadni otazku. Pro¢ lidé neuméji prodavat
bratrstvi stejnym zpusobem jako mydlo? V originale pak "Why can’t you sell brotherhood
and rational thinking like you can sell soap?”. (Wiebe, 1951-1952) Otdzka nevedla k nazvani
socialniho marketingu timto terminem, nybrz k diskusi o vyzvé k ,prodeji* bratrstvi
aracionélniho uvazovani, jako by se jednalo o produkt. O nékolik let pozdé&ji doslo
k ,,prodeji“ presidenta. Kniha ,, The Selling of The President 1968* popisuje tvorbu image.
Akomuze? Jedné z nejmocnéjSich funkci svéta, tedy prezidentovi Spojenych statl
americkych. V té dobé se jednalo o 37 prezidenta Richarda Milhouse Nixona (McGinniss,
1968). Kotler a Zaltman tento akt vidi jako vyrok: ,,You can sell a presidential candidate like
you sell soap®. (Kotler, & Zaltman, 1971). UZ v téchto letech si lidé pokladali otazky o tom,
jakym zplisobem ,,prodat™ néco jiného, nez jen pouze produkt, respektive néco jiného nez
»jen* vyrobek nebo sluzbu.

K prvnimu oznaceni socidlniho marketingu timto terminem doslo az o 20 let pozdé&ji, tedy v
roce 1971 Philipem Kotlerem a Geraldem Zaltmanem (Kotler, & Zaltman, 1971). Ve svém
¢lanku si polozili zékladni otdzku, zdali je mozné marketingové koncepce a techniky
efektivné aplikovat k propagaci socialnich zamért jako je jiz dfive zminované pratelstvi,
marketingové analyzy, planovani a kontrole v otazkach socialnich zmén (Kotler, & Zaltman,
1971)

Jiz ve stejném roce autofi uvedli, Ze socidlni marketing je mnohem vétsi myslenka nez jen
socialni propagace dokonce vétsi nez socialni (spolecenska) komunikace. Na tomto zaklade
socidlni marketing definuji jako navrh, implementaci a kontrolu programii vypoctenych k
ovlivnéni pfijatelnosti socidlnich myslenek a zahrnuje Gvahy o planovani produktu, jeho ceny,
komunikace, distribuce a take marketingového vyzkumu. (Kotler, & Zaltman, 1971).
Postupem casu se pristupy a mySlenky autort vyvijely a v roce 2004 pojal Kotler definici vice
zam&fenou na chovani. Respektive socialni marketing vidél jako strategii, Kterd pouZziva
marketingovych principt a technik pro podporu zmén chovani cilovych skupin. Tato strategie
si kladla za cil zlep$eni spole¢nosti a budovani trhi vyrobki ¢i sluzeb (Kotler, & Lee, c2008)

V roce 2006 doslo k dalsi inovaci, ve které jiz mizeme vidét zaméteni k celospolecenskému
dobru. Socialni marketing je proces, ktery aplikuje marketingové principy a techniky k
vytvareni, ke komunikaci a k doruceni hodnot tak, aby doslo k ovlivnéni chovani cilového
publika. A také aby doslo k prospéchu spoleCnosti, jako takové, stejné jako publiku
samotnému. Mezi spolec¢ensky prospéch se fadi vefejné zdravi, bezpecnost, Zivotni prostredi
atd. (Kotler & Lee, & Rothschild, 2006) in (Kotler, & Lee, 2008)

2.1 Kontext socialniho marketingu

Aktualné je vidét Casta zameéna socialniho marketingu s Caused Related Marketingem. CRM
ve své podstaté¢ znamend spojeni vetejn¢ prospéSnych udélosti s marketingovymi aktivitami
firem. Cilem socialni kampané je ziskdni vys$i atraktivity a vynosd, nez u kampani
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standardnich. Dilezitym cilem je také zaméteni na socialni prospeéch. (Pokorna, & Kalousova,
2007). Praktické vyuziti CRM provedla spolecnost American Express, kdy svym zakaznikim
nabidla, ze na ucet Restoration of the Statue of Liberty Found pievede 1 cent za kazdou
provedenou platbu jejich kartou a 1 dolar za kazdou novou Zadost o kreditni kartu. V
kone¢ném diisledku bylo vybrano 1,7 miliont dolarii a spoleCnost American Express vyuzitim
CRM ziskala také obchodni tspéch. Pouzivani kreditnich karet narostlo o 27 % a pocet
novych Zadosti o tyto kreditni karty vzrostl o 45 %. (,,Cause Marketing Pioneer”, 2010).
Z vyse uveden¢ho mizeme vidét, Ze spojeni aktivit podnikatelskych a socialné prospésnych
se jevi jako velmi Gspésné.

Socialni marketing neboli Cause Related Marketing Ize také zahrnout do oblasti podpory
spolecnosti ze strany organizaci ze soukromého sektoru. Pomoc neziskové organizaci ¢i
ur¢itému vetejné prospéSnému projektu. Nejzndméj$im piikladem socidlniho marketingu jsou
reklamni kampané soukromych spole¢nosti, které daruji urCitou ¢astku z prodeje kazdého
produktu ve prospéch néjaké charitativni organizace. Zde také mizeme vidét vytvareni dobré
povésti za celem podpory spolecenského jevu (Pavlik, & Bélcik, 2010)

Pro vymezeni tématu a jeho pochopeni je také nutné uvést pojem spole¢enska odpovédnost
firem, tedy CSR - Corporate Social Responsibility. SpoleCenska odpovédnost firem
pfedstavuje dobrovolny zavazek firem chovat se v rdmci svého fungovani odpovédné k
prostiedi i spole¢nosti, ve které podnikaji. Jedna se piedev§im o stanoveni vysokych etickych
standardi (CSR, 2012), nezakladat profit na nakladech, nybrz na diaveére (HSBC, 2014),
zlepSovan blaha obchodnimi postupy a za piispéni firemnich zdroju (Kotler, Lee, 2005),
dobrovolna integrace sociélnich a ekonomickych hledisek (European Commission, 2001)
a interakce s firemnimi stakeholdery (European Commission, 2001). Na zaklad¢é socialniho
uceni cirkve je dodano, ze blaho jedné skupiny nesmi vyvolavat boj o blaho druhé skupiny
(Pavel, 1991). Vsechny aktivity jsou provadény dobrovolné a nad ramec zakona (CSR, 2012)

Kotler a Zaltman v roce 1971 uvedli, Ze socidlni marketing je vétsi pojem nez jen socialni
(spolecenskd) komunikace (Kotler, & Zaltman, 1971) Nyni mizeme vidét, ze nékteré odborné
¢lanky odkazuji na komunikaci, respektive socialni marketing v kontextu socialnich siti. Pod
pojmy ,,Social Marketing* vidi autofi v kontextu vyuzivani blog (Berkowitz, 2010) taktéz
socialnich siti (Waxer, 2013). Socialni marketing tedy zahrnuje primarni socialni kampat,
CRM, SCR a vnovém pojeti stale Cast&ji socialni sité¢ ((Juraskova, & Hornak, 2012);
(Horndk, c2010); (Kotler, 2001))

Spolecnosti vyuzivaji socidlnich siti k vytvareni fizenych vztahti se stakeholdery. Vysledek je
vyuziti socialné marketingovych programu, které vytvareji povédomi a budovani firemni
znacky. Ve skute¢nosti podle prizkumu Social Media Examiner v dubnu 2012 vyuZzivaji B2B
socialni sité daleko déle a vyrazné&ji Castéji nez B2C. (Waxer, 2013) Vyuzivani socialnich sit
je mozné podpofit spolecnosti DELL. B2B jsou vztahy mezi spole¢nostmi, nicméné stale jsou
to vztahy mezi lidmi. Spole¢nost Dell se snazi vychovavat Cleny tymu, kteti pisi své blogy
a maji ucty na Twitteru. Pomoci téchto médii pisi o svych rodinach, dovolenych, koniccich
respektive o vSem o ¢em se chtéji podélit. Tyto informace z osobnich zivotl poté napomahaji
budovat pevnéjSi a hlubsi vztahy v zivoté profesiondlnim. Opodstatnéni je jednoduché,
jestlize domlouvame obchod s nékym po telefonu, koho dobie zname z jeho ptedchozich
informaci, tak mu véfime vice. V piipadé trhti spolecnosti je obchodni partner spise
dlouhodoby pfitel a je vhodné budovat dobré vztahy. (Paul Gillin, 2011) B2B trhy vyuzivaji
pfedevsim LinkedIn s meziro¢nim ristem vyuziti o 91 %. Nésleduje Twitter s naristem 85 %
a Facebook s 81 % (,,B2B Content Marketing”, 2014)

Zajimaveé zkoumani sociélniho marketingu je z pohledu vlivu zkuSenosti na hodnotu, ktera je
pfinaSena. V minulém roce byl proveden online vyzkum u vzorku 853 australskych zen za
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ucelem zkouméni vlivu urovné zkuSenosti na vnimani hodnoty, kterd jim je pfindSena
socidlnim marketingem v podobé preventivni zdravotni péce. Vysledky odhalily, ze
Tyto Zeny taktéz maji zamér tuto sluzbu vyuzit opakované. Vysledky poukazuji na potiebu
pochopit cilovy segment hlubSim zplisobem nezli jen tradiéni rozd€leni na zakladé
demografické segmentace. Je nutné pochopit pfindsenou hodnotu cilovému publiku. Z toho
V chapani socidlniho marketingu v roviné hodnoty a perspektivy pifi poskytovani dalsi
zdravotnické sluzby. Marketéii mohou zkoumat rozdily ve zkuSenostech cilové skupiny a to
podle toho, zda jsou uZivatelé novi a neznali nebo jsou sezndmeni s problémem. DalSi
vyznamny aspekt Clanku je zameétfeni socidlniho marketingu na zdravi spolecnosti.
(Zainuddin, 2013)

V navaznosti na piedchozi c¢lanek a jeho zdravotni zaméfeni muzeme taktéz zminit
listopadovou kampaii. Movember”, konkrétng svétovy lidr v boji za zménu tvafe muzského
zdravi je kampai zaméfenda na preventivni vySetieni muzské prostaty. Tuto kampan doprovazi
mésicni noSeni knirku. VSem s udivem pfihliZzejicim poté jeho majitelé vysvétluji, za co bojuji
a ¢eho tim chtéji dosahnout (Movember Foundation, 2014). Kniry na rakovinu prostaty
zabiraji a muze vodi k Iékaii (MF DNES, 2014). CRM mizeme vidét u spolecnosti Allianz.
Jde o0 ,,kniratou soutéz*“. Neni v§ak uvedeno zdali spole¢nost bude pfispivat néjaké penize na
ucet kampan€, nicméné alesponn tim, Ze se snazi zviditelnit soutézi, muze napomoci
Kk rozsifeni tohoto pojmu a problematiky celkové. (Allianz CZ, 2014). Produktem u socialniho
marketingu je pfedev§im zména chovani. Pro zlep3eni Zivotniho stylu je tedy nutné se vzdat
volného Casu a chodit cvicit. A pro sniZzeni nebezpeci tykajici se koufeni je nutné se vzdat
chtice a potéSeni (uspokojeni) z cigaret. K témto aspektim je doporucovano vyuzit socialné
marketingovych programi zaloZzenych na jiz zminovaném produktu, cené, mistu prodeje
a propagaci. Dale vSak také na partnerstvi a vztahy s kliCovymi segmenty. (Suarez-Almazor,
2011). Kanadska reklamni agentura podtrhuje koufeni svym vyjadienim v podobn¢ sloganu.
»For more information on lung cancer, keep smoking“, tedy pokud chcete ziskat vice
informaci ohledn¢ rakoviny plic, kuite dal (,,BC Lung Association”, 2008)

3 KVALITATIVNI VYZKUM

V ramci ¢lanku a budouci piipravy byl proveden kvalitativni pfedvyzkum, respektive dva
individualni hloubkové rozhovory se zastupci firem.

Obor, ve kterych firmy pusobi, je zamérné odlidny. Prvni firma je z oblasti té¢zkého primyslu
(Ammann, a. s.), kdezto druha se zaméfuje na oblast IT (Mautilus, s. r. 0.). Obé zminéné
spole¢nosti tvoii vice nez 80 % obratu v zahrani¢i. Kladené otazky byly o zptusobu vnimani
pojmu socialniho marketingu a stim v navaznosti vyuzivani socialnich kampani, socialni
odpovédnosti, Caused Related marketingu a socialnich siti.

Odpovédi byly ve své podstaté¢ velmi podobné. Jak bylo vySe uvedeno, termin socidlni
marketing tihne v dnesni dob¢ k vnimani spiSe v kontextu socialnich siti a jejich vztaht, tedy
jakéhosi socialniho kontaktu. Jelikoz se jedna o spolecnosti B2B® tak vyuZivaji s nejvétsim
potencialem socialni sit’ LinkedIn. Nékteré ostatni sit€ maji taktéz, ale spiSe doplitkové nebo
pro projekty B2C® (naptiklad Facebook). V navaznosti na spole¢nost DELL jsou vyuzivané
taktéz blogy. Také vyuzivani LinkedIn je vice zaméfené na vyuZzivani jedincd nezli
spolecnosti jako takové. Respektive spolecnost jako takova ma na této socialni siti profil kvili

* odvozeno od November - listopad
% Business-to-business
® Business-to-consumer
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prezentaci, propagaci a v neposledni fadé HR' ugely. Zastupci spolecnosti taktéz zdaraznili,

vvvvvv

vvvvvv

dopliiovan. Z ostatnich moznosti socialniho marketingu tyto spolecnosti vyuzivaji socialni
odpovédnosti a to vici vSem stakeholderiim spolecnosti.

4 DISKUSE

Zamg¢fieni socidlniho marketingu je mozné vidét v nékolika kontextech, které jsme si uvedli
vyse. V poslednich letech muzeme vidét socidlni marketing v odlisném kontextu. Konkrétné
se jedna o socidlni sité. Pokud se nad tim zamyslime, tak socialni marketing a v angli¢tiné
Social Marketing je totozny. Nicméné marketing na socialnich sitich bychom poté méli
nazyvat Social Media Marketing. Socialni marketing mtze byt v kontextu socialnich siti
nazyvan z divodu budovani a udrzovani vztaht s klicovymi zajmovymi skupinami. V druhé
fad¢ poté mizeme socialni sit€¢ vyuzit k distribuci jakehokoliv druhu socidlniho obsahu. Tyto
aspekty a specifika jsou velmi zajimava pro dalSi zkoumani.

5 ZAVER

Socialni marketing ve své nejzakladnéjsi podstaté znamena vyuZiti marketingovych technik k
ovlivnéni socidlniho chovani. Nicméné je mozné vidét i dal$i moznosti zaméteni. Nejstarsi
zamgéteni (jiz od roku 1951, respektive 1971) je samostatna socialni kampan. Tim je mysleno,
7e se jedna predevsim o praci neziskového sektoru, ktery si klade za cil zlepSeni sociélnich
podminek, ptipadné fesi néjakou socidlni (zdravotni) situaci. Vysledky maji napomoct ke
zméné chovani lidi, nejlépe celé spolecnosti. Napiiklad se miize jednat o kampané proti
koufeni.

Druha myslenka je velmi Siroce pojata. Jedna se o doprovodné socialni aktivity k aktivitam
komer¢nim. Nékdy miizeme tyto aktivity najit pod nazvem CRM (Caused Related
Marketing), tedy spojeni vefejné prospéSné akce s marketingovou aktivitou. MiZze se
naptiklad jednat o aktivity americké banky, kdy ptispivala na opravu Sochy Svobody. Za tim,
ze se zachova a opravi velmi vyznamnéa pamatka tak také komercni subjekt ziskd néjaké

vyhody pro sebe.

Déle zde také mozné vidét otazky CSR (Corporate Social Responsibility), neboli
spolecenskou odpovédnost firem. Tyto otazky se zabyvaji taktéz prospéchem celé spole¢nosti.
Prakticka aplikace je naptiklad vyroba kosmetiky Setfici zivotni prostiedi.

Cast posledni je nejmladsi, nicméné v ni miZzeme taktéZ vidét ¢ast socialniho marketingu.
Socialni marketing muaze byt v kontextu sociélnich siti nazyvan z dtvodu budovani
audrzovani vztahu klicovymi zajmovymi skupinami. Za dal§i mizeme socidlni sit€¢ vyuzit
k distribuci jakéhokoliv druhu sociélniho obsahu. Tuto vyznamnost také potvrdil provedeny
predvyzkum.
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SOCIALNA KONCEPCIA ETICKEHO LEADERSHIPU

THE SOCIAL CONCEPT OF ETHICAL LEADERSHIP

Terézia Horna

Abstrakt

V poslednom obdobi koncept zavadzania etiky do riadenia, manazmentu, vedenia sa pomaly
dostava do popredia. Mnoho doterajSich vyskumov naznacuje, ze etickeé vedenie pozitivne
ovplyviuje cely rad nasledovaniahodnych postojov. Vysledky vyskumov dokazuju, ze etické
liderstvo implikuje uspokojenie z prace, organiza¢nu studrznost’, doveru medzi zamestnancami
a jednotlivymi stupfiami riadenia. Je vyzvou pracovat’ na d’alSich aspektoch v oblasti etického
vedenia a riadenia — a pokusit’ sa vytvarat' socialnu koncepciu etického liderstva, ktort
reflektujeme v naSom prispevku.

Klicova slova: eticky lider, eticke liderstvo, socialna koncepcia

Abstract

In the recent times the concept of the introduction of ethics in governance, management and
leadership is slowly coming to the fore. Many existing researches suggests that ethical
leadership positively influences to the following a variety of attitudes. Results of researches
prove that ethical leadership implies job satisfaction, organizational commitment, trust
between employees and the different levels of governance. It is a challenge to work on other
aspects of ethical leadership and management and try to create a social concept of ethical
leadership that reflect our contribution.

Key words: ethical leader, ethical leadership, social concept

1 PROBLEMATIKA A TEORIA ETICKEHO LIDERSTVA

Leadership koncept alebo koncept liderstva zaznamenal za posledné desatrocie velku
pozornost’ ako naznacuje mnozstvo existujucich ¢lankov a knih z akademického prostredia
ako aj praxe. Napriek tomu vSak nendjdeme jednotnt definiciu tohto pojmu. VacSina definicii
stavia na predpoklade zamerného vplyvu jedného c¢loveka nad druhym v usmernovani,
organizacnej Struktire, vztahoch v skupine alebo v pomahani. Naprieck mnohoro¢nému
Stadiu, stale jasne nevieme, ¢o znamena byt lidrom a ako sa ziskava. Okrem toho existuje
vela teorii, ktoré vysvetl'uju rozli¢né jeho aspekty ale neposkytuju spolo¢né stycné plochy,
ktorymi by ho vysvetlili ako celok.

Skoré sociologické teoérie vysvetlovali liderstvo bud’® pomocou pojmu o0soby alebo
prostredia. Tebrie vytvorené vprvej polovici minulého storo¢ia zdoraznovali
charakteristické znaky lidra a beznou praxou bola redukcia na jeden signifikantny znak ako
napriklad povahové vlastnosti, spravanie alebo moc. Neskdr sa zacalo liderstvo vnimat’ cez
prizmu socialnych roli alebo ako vysledok procesov socialnej interakcie. Teorie ponukali
konceptualizéciu tychto Styroch procesov vzniku liderstva:

» intra-individuélny proces, ktory sa zameriava na jednotlivca;
» dyadicky proces, ktory sa zameriava na vztah medzi lidrom a ostathnym
jednotlivcom, vacsinou nasledovatel'om,;
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= skupinovy proces so zamerom na prirodzenost’ veducej role v skupine a ako lider
ovplyviiyje efektivitu skupiny;
» organizacny proces, ktory sa zameriava na liderstvo ako proces, ktory sa
vyskytuje vo vi&Som otvorenom systéme kde st skupiny subsystémové prvky.*
Vicsina tedrii sa zameriava na jednu Uroven procesov. Dovodom je narocnost
vytvorit’ presved€ivii mnoho Groviiovu tedriu a zaroven ju aj aplikovat’. Hlavnym problémom
pritom je perspektiva sktimania, teda ¢i liderstvo ma byt videné ako Specializovana rola -
lider alebo ako proces zdiel'anych vplyvov — liderstvo ako socialny proces. Tak ako
vyskumnici nie su jednotni v identifikécii a definovani lidrov a procesov ich vzniku, rovnako
nie suU jednotni vo vybere javov, ktoré by skumali a nevyhnutne v interpretécii vysledkov
skimania. Ak by sme sa predsa len pokusili o definiciu, liderstvo mézeme povazovat
Ciasto¢ne ako vysledok skupinového procesu, osobnostnych dispozicii, vplyvu, spravania,
schopnosti presvedcovat’, mocenskych vztahov, nastrojov dosiahnutia vytycenych cielov,
vysledok interakcii, diferenciaénych roli ardznych kombinacii tychto definicii. Ak sa
pokusime analyzovat’ vyvoj definicii liderstva v 20. Storoci, pomdze ndm to pochopit’ sicasny
stav, jednotlivé Styly liderstva a v neposlednom rade vplyv liderstva na etickd klimu podniku.

Rok Definicia liderstva

Liderstvo je vorova schopnost’ ¢loveka zaposobit’ na tych, ktorych riadi,
1920 feer e SRR L .

vynutit’ si ich poslusnost’, respekt, lojalitu a spolupracu.
1930 Liderstvo je proces, v ktorom k_onanie mnohych je organizované jednotlivcom
jednym smerom.
1940 Liderstvo je vysledok schopnosti _preSVed_éit’ alebo viest’ I'udi, nezavisle od
prestiZze alebo moci, ktora je udelend z vonka.
1950 Liderstvo je konanie lidra v skupine. Autorita lidra je spontanne reSpektovana
ostatnymi ¢lenmi skupiny.
1960 Liderstvo je konanie jednotlivca, ktoré ovplyviiuje ostatnych zdiel'anim smeru
a ciel’a.

Liderstvo je definované v terminoch akéhokol'vek vplyvu. Referuje na tie

1970 druhy spravania, ktoré st pod kontrolou lidra a mézu variovat’ od jednotlivca

k jednotlivcovi.
Bez ohl'adu na komplexnost’ $tadia liderstva, jeho vyznam je relativne
1980 jednoduchy. Znamen4 inSpirovanie druhych k prebratiu foriem ucelovych
a efektivnych vzorcov spravania, ktoré zaviedol lider.
Liderstvo je vzt'ah vzajomného ovplyviiovania medzi lidrom
1990 a spolupracovnikmi so zdmerom realnych zmien, ktoré reflektujt ich spolo¢ny
zaujem.

Pri detailnejSom nazerani na jednotlivé definicie zistime, Ze implicitne za kazdou jednou
Z nich je moralny alebo eticky hodnotovy ramec vo vzt'ahu lider ajeho nasledovnici.
Rozpoznanie presvedceni, hodnot a potrieb spolupracovnikov je ddlezitou ¢astou, ktora robi
liderstvo efektivne a zaroveti prijimané a vitané. > Kazdéa z definicii je ovplyvnena teériou,
ktora v danom obdobi prevladala. Pre nas ¢lanok je potrebné charakterizovat’ chronologicky
jednotlivé teorie a zastavit’ sa pri stcasnych, z ktorych vychadzaju aj zakladne rozdelenia
Stylov liderstva.

'Meda, K.A.: The Social Construction of Ethical Leadership, 2005, str. 38;
2 Meda, K.A.: The Social Construction of Ethical Leadership, 2005, str. 40;
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Rok Teodria liderstva

Prvé dve Tzv. teéria vel'kého muza (Great Man Theory)
desatroc¢ia
20. storoCia
1930 < Teoérie zdoraziujice osobnostné Crty

e McClellandova tedria UspesSnej motivacie
e Teoria profilu lidra z pohl'adu motivacie

e Houseova tedria charizmatického liderstva
e Teoria flexibility liderstva

1940 < Teorie zdoraziujiice spravanie

o Studie Univerzity $tatu lowa

Stadie Michiganskej Univerzity

Stadie Univerzity 3tatu Ohio

Mriezka liderstva, Teorie ,,High - High* lidra
e Mintzbergovych desat’ manazérskych roli

1950 < Teorie zdorazinujuce situacnost’ a nahodnost’

Fiedlerova tedria nahodnosti efektivity liderstva

Teoria liderstva ,, cesta — ciel’

Hersey-Blanchardov model situa¢ného liderstva

e Model normativneho rozhodovania Vrooma, Yettona a Jaga
e Teoria a model kontinualneho liderstva

1970 < Neocharizmatickeé tedrie

e Teoria charizmatického liderstva

e Transformacné a transak¢éné liderstvo

e Teodria liderstva zaloZeného na hodnotach

1980 < Sucasné teodrie liderstva

e Dyadicka tedria

Teoria vertikalnej dyadickej vazby
Teoria zameny lidra za ¢lena
Teoria implicitného liderstva
Relacna tedria

Model spojitého liderstva
Sluzobné liderstvo

Etické liderstvo

e Dyadicka tedria sa na rozdiel od dbérazu na samotné liderstvo, venuje konceptu
interakcie medzi lidrom a spolupracovnikmi a pokasa sa vysvetlit, preCo spravanie
lidrov variuje pri rozli€nych spolupracovnikoch. Dyadicka teodria je zaloZena na tychto
predpokladoch:

a) Velkost' dvojitého ¢lenenia sa rozsiruje z “jeden na jedné¢ho” na siet’ medzi
lidrom a spolupracovnikmi s kazdym Stadiom vyvoja.
b) Kbvalita kazdého dyadického vztahu ovplyviuje vykon.
¢) Kombinované dosledky rozsirujicich sa vztahov ako aj kvalita takychto
vztahov vo vacsich struktarach, zlepsuje vykon podniku.
Treba doplnit’, Ze jednotlivymi stadiami v dyadickom pristupe su vertikalna dyadicka
vazba (VDL - Vertical Dyadic Linkage), lider — ¢len zdmena (LMX — Leader Member
Exchange), team building, systémy a siete.
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Teoria vertikalnej dyadickej vazbysa pokasa pochopit’ ako lidri vytvaraju vzt'ahy
pomocou dvoch druhov skupin tzv. in-groupsa out-groups, do ktorych zarad’uju
spolupracovnikov a ako tieto skupiny ovplyvilujii moc a taktiku lidrov.

Teoéria zameny lidra zacdlena sa pokusa pochopit’ kvalitu vSetkych dyadickych
vzt'ahov aich vplyvov na podnikové vysledky. Teoria skima javy ako frekvencia
v komunikécii, vyznam dohody, charakteristika spolupracovnikov, spokojnost’
s poziciou, vykon, pracovnd klima aangazovanost. Lidri maju zvicSa tendenciu
vytvarat’ in-group skupiny so spolupracovnikmi s podobnymi charakteristikami a ktori
vykazuju vysoka uroven kompetencii azaujem o pracu. Stddie ukazuju zavery,
v ktorych in-group skupiny vykazuji vysSiu kvalitu vzajomnych vztahov medzi
lidrami a ich spolupracovnikmi.

Teodria implicitného liderstva sa zameriava na vyhodnotenie nézorov, ktoré maju
zamestnanci o svojich lidroch ana kognitivne procesy, ktoré stoja za takymito
nazormi. Podl'a tejto tedrie st predstavy liderstva formované prostrednictvom
zamernych  akontrolovanych  zdverov alebo automatickych a spontannych
rozpoznavacich procesov. Ak sa raz sformovali, poskytuju kognitivny ramec pre
hodnotenie budiceho spravania sa ako aj vykonov. Priamy ucel tejto tedrie je odlisit’
lidrov od ostatnych, odlisit” efektivnych lidrov od neefektivnych a odlisit’ rozli¢né typy
lidrov.

Rela¢na tedria napriek prevaZzujucemu modelu pojednavajucemu o dosiahnutie
zrelosti, zaloZeného na charakteristikach ako separéacia, individualizacia a nezavislost,
navrhuje alternativny model tzv. zrelosti v spojitosti(growth-in-connection), ktory ma
pbvod v sukromnej sfére charakterizovanej spojitostou, nezavislostou a kolektivitou.
Zasadou teorie je, ze zrelost’ — ako z&kladna charakteristika liderstva — sa nevyskytuje
v akomkol'vek zavizku alebo vztahu ale prostrednictvom jedineénych druhov
vzajomnych interakcii zaloZzenych na vzajomnej empatii a podpore. Pojem vzt’ahov —
relacii je nosnym v tejto tedrii a vyplyva z nej zaver, Ze jedine¢nost’ a individualita
prichadza prostrednictvo participacie sostatnym - rodinou, komunitami,
organizaciami, podnikmi, pracovnou skupinou, vybormi atd’.

Model spojitého liderstva postuluje tedriu, v ktorej je efektivnejsi lider ten, ktory
vyuZiva viac Stylov vedenia a je flexibilnejsi pri ich vybere a pouZiti. Jednotlivé Styly
rozdel'uje do troch kategorii:

0 priamy — je Gzko previazany, na spolocenskej rovine, s rozlicnymi formami
diverzity, ktoré nabadaju k individualizmu.

0 relaény — zdoraziiuje identifikaciu s ostatnymi. Orientovany je voci cielom
druhych a jednoduchSie preberd Glohy ostatnych v skupine ako aj prispieva
k dosiahnutiu ciel'ov ostatnych.

0 inStrumentalny — poskytuje subor postojov, ktorymi pomaha harmonizovat’
rozliéné protikladné sily diverzity a nezavislosti reprezentované suborom
priamych arelaénych $tylov. Styly patriace do instrumentéalnej kategrie sa
snazia uchopit’ vSetko — jednotlivca, vzt'ahy, situacie, zdroje — ako néstroje na
dosiahnutie svojich ciel'ov.

SluZobné liderstvo predstavuje zmenu paradigmy od lidra k spolupracovnikom.
Predpokladom tedrie je téza, Ze liderstvo ma menej doCinenia s riadenim l'udi a viac so
sluzbou vo¢i nim. Ide o tzv. formu liderstva zamerani voc¢i zamestnancom, ktora
transcenduje osobné zaujmy pre potreby ostatnych na posilnenie spolupracovnikov pri
rozhodovani a kontrole nad svojou pracou. V takomto modely vzajomnych vzt'ahov,

v v

poziciach a poméahaju k dosiahnutiu ciel'ov organizacie.
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e Poslednou teodriou je etické liderstvo. Na zaciatku je potrebné poznamenat, ze

neexistuje jednotnd a vSeobecne uznavana teoria etického liderstva, ani empiricky
vyskum ako sa lidri zGc€astiiuju pri tvorbe etického podniku. Empiricky zalozené
poznanie o vykonnom etickom liderstve ajeho vplyvu je znaéne limitované. Ak
zoberieme do Uvahy dimenzie, ktoré by sme mali zahrnut' pri skimani liderstva
v kontexte etiky, vynoria sa ndm témy etického rozhodovania, podnikatelskej etiky,
etickych hodnét, etickych perspektiv, moralnych Uvah, etického vedenia,
podnikovych etickych programov a etickej pracovnej klimy.
Etické liderstvo bolo charakterizované napriklad ako ,,zameranost spravnych lidrov na
spravne veci*, ,,sposob ako lidri vnimaji a pomenuavaju svet okolo nich®, ,,skér proces
ako viastnost' zahrnajuci vztahy mordlnych lidrov aich spolupracovnikov* a ,,ako
potrebu stalej pritomnosti etickych lidrov v pracovnom prostredi“.® Zaevidovanych je
niekol’ko pokusov definovat’ etické liderstvo a popisat’ ich dopad na podnik. Jednym
z nich je navrh tedrie zaloZenej na dvoch premisach. Prvou je, Ze etické liderstvo je
systém uvazovania vyplyvajici zo stanovenych pravidiel ¢o robit’ a nie ¢o nerobit.
Druhou je, ze definicia liderstva musi zahfnat' etické konanie nie preto, Ze je
prirodzene dobré samo osebe, ale hlavne kvéli pragmatickym dovodom.*Inym
pokusom je definovat' etické liderstvo ako ,,demonstraciu normativne vhodného
vedenia prostrednictvom osobného konania a interpersondlnych vztahov*.> Koncept
etického alebo moralneho liderstva v praxi je komplikované obsiahnut, pretoze
oznacuje vela rozlicnych veci pre rozli¢nych l'udi.

Napriek rozli¢nej skusenosti, vda¢$ina I'udi ma tendenciu rozhodnut sa k vyberu
niektorej z kombinacie §tylov pre dosiahnutie ciel’a. Kvalita, ktora jasne odlisuje lidrov v tejto
teorii, je ich inStrumentalna virtuozita. Lidri pouZivaju komplexnejSie stratégie na integraciu
svojich vlastnych priamych arelaénych postojov aich charakteristickd ¢rta je vysoko
rozvinuta senzitivita na podnety z okolia, ktora im umoziuje slobodne a okamzite menit’ §tyly
podl’a potreby.

1.1 Koncepcia etickeho liderstva

Pri Stadiu odbornej literatary a inych literarnych a vedeckych zdrojov sme nezaznamenali
jednozna¢nu definiciu etického liderstva a ani jednoznacnu tedriu etického liderstva, preto
sme sa zamerali na opis a charakteristiku jednotlivych Stylov liderstva, ktoré s vSeobecne
akceptovatelné a vyuziteI'né pri socidlnej koncepcii etického liderstva:

1. Kompletné — univerzéalne liderstvo
Je dolezité charakterizovat’ si, akymi vlastnostami sa vyznacuje univerzalny lider.
V prvom rade sa vymedzuje vo¢i manazmentu oblastou svojho zaujmu na hornt
roveit® organizacie. Dalej ovplyviiuje spravanie ostatnych v podniku, rozdeluje
odmeny prisluchajldce jeho postaveniu a garantuje férovy distribuény systém. Jeho
ucelom je pochopit potreby svojich spolupracovnikov azahrnat ich do

® Meda, K.A.: The Social Construction of Ethical Leadership, 2005, str. 36;

*Rubenstein, H. (2003). Ethical leadership. Conservative Monitor. 1-4;

5Trevino, L. K, Brown, M., & Hartman, L. P. (2003). A qualitative investigation of perceived executive ethical
leadership: Perceptions from inside and outside the executive suite. Human Relations, 56(1), 5-37.

®Hornii uroveti, alebo top line méZeme chapat’ ako celkovy zisk podniku podla reportov o celkovom obrate.
Simultanne s tym, sG aktivity spojené so znizovanim nakladov, iniciativ ako inovacie produktov, vyvoj sluzieb
zameranych na tvorbu hodnotnejSich pontk zvySujucich zisky. Okrem toho st¢ast'ou hornej trovne je pozornost’
na l'udsky a prirodny kapital ako aj finanény kapital. Zdroj: http://valuestream2009.wordpress.com/2010
106/29/finding%E2%80%9Ctop-1line%E2%80%9D-business-value-through-sustainability/
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rozhodovacieho procesu. Dalfou vlastnostou je vzdelanie. Vzdelany lider je lepsi
spolupracovnik, pretoze lepSie artikuluje ucel svojej skupiny, je viac stotozneny
s ciel'mi skupiny a mé viac vOle a ¢asu sa jej venovat. Skuto¢ny lider zlepSuje kvalitu
Zivota svojich spolupracovnikov a ma vieru v ich schopnosti. Kompetentni lider sa
neobava odbornikov, ktori vedia viacej ako on sam. Musi byt rozhodny a dojst’
k jasnym zaverom. Lider potrebuje schopnost’ rozpoznavat' problémy a nachadzat
rieSenia na tieto problemy s asistenciou spolupracovnikov. Okrem toho musi dané
rieSenia vediet aplikovat. Lider potrebuje inteligenciu, zmysel pre humor
a imaginéciu.’

2. Situacné liderstvo
Hlavny znak situa¢ného liderstva je vtom, ze v&acSinu Casu splyva s pracovnou
skupinou, je nevidite'ny a len v ur¢itych $pecifickych pripadoch vykazuje znaky lidra
podla charakteristiky univerzalneho liderstva. V tychto pripadoch sa podiela na
pomoci manazérom byt efektivnejsi a zlepSovat’ produktivitu a kvalitu pracovného
zivota. Tu mézeme identifikovat’ dve odlisné pristupy spravania:

a) jednosmerna komunikécia, pri ktorej spolupracovnikom jasne uréi co
a ako to robit. V tomto pripade sa vyZaduje spravanie definované tromi
kla¢ovymi slovami: Struktara, kontrola, dozor.
b) dvojsmerna komunikécia, Vktorej lider najprv pociiva nazory
spolupracovnikov atie potom zahrnie do rozhodovacieho procesu.
V tomto pripade su klI'icové slova: chvala, pozitivne hodnotenie a pomoc.
Vysledkom obidvoch pristupov spravania by mala byt maximalizicia cielov,
spokojnost, rast avyvoj Vv kazdej zo situacii, ktoré si vyZaduji rolu lidra. Inak
povedané efektivnost’ liderstva je mozné merat’ vhodnostou pouzitého spravania
Vv danej situacii. Teda skuto¢né liderstvo je kontextove, Co znamend, Ze ten isty pristup
mdze byt v jednom pripade povaZzovany za efektivny a v druhom pripade nie.

3. Transakc¢né liderstvo
Transakéné liderstvo referuje na vymenné vztahy medzi lidrom a spolupracovnikmi v
prospech ich osobnych zaujmov. Tento Styl ma Styri fazy:

a) Laissez-faire je prvou fazou bez vyskytu lidra. Ten ma snahu vyhybat’ sa
akémukol'vek zasahovaniu do dolezitych veci. ViacSinou absentuje
v situaciach, kedy je potrebné jeho rozhodnutie, ktoré okrem toho aj
odklada. Lider tejto fazy je povazovany za slabeho a nerozhodného. Takéto
liderstvo plodi stres apsychologické nepohodlie na pracovisku
prostrednictvom konfliktnych roli, dvojznaénych roli a konfliktov so
zamestnancami.

b) Pasivny manazment ma tendenciu reagovat’ jedine ak sa problémy stavaji
vaznymi, inak sa snazi vyhybat’ rozhodnutiu ako sa len da. Spolu s laissez-
faire ide o tzv. pasivnu/vyhybajicu (passive/avoidant)® sa fazu, ktora sa
neodporuca tak pre neziskové ako aj ziskové organizéacie kvoli vysokému
riziku negativnych dosledkov pre jej fungovanie.

c) Aktivny manaiment je faza transakéného liderstva, zamerana na
monitorovanie vykonavanych uloh kvoli prevencii pred problémami, ktoré
by sa mohli objavit’ neskor a kvoli korekcii uz vzniknutych problémov na

"Marshal, K.: Leadership styles and ethical views of presidents of small community colleges, Preston 1993,
str.17-18;

®Bocoum, A.: Correlation Between Leadership styles, emotional intelligence, projects” nature, and funds raised
in a nonprofit organization, University of Phoenix June 2010, str. 35;
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udrzanie doterajSej efektivity. Lider v tejto faze teda vystupuje proaktivne
kontrolou chyb a nezrovnalosti.

d) Pravidelné odmernovanieje najvyssou fazou transakéného liderstva. Lider
ma v nej tendenciu zakladat’ $pecifické pracovné ciele, objavovat’
schopnosti spolupracovnikov a vytvarat’ rozne kompenzacné
a odmenovacie politiky pri ispesnom zaviSeni ciel'a. Pravidelné
odmerovanie je konStruktivnou formou transakéného liderstva. Podporuje
nlou svojich spolupracovnikov za ich tUsilie.

4. Transformaéné a transformativne liderstvo
Vychadza z povodnej tedrie Burnsa® azakladnym vychodiskom je tvrdenie, Ze
ulohou lidrov je motivovat spolupracovnikov urobit’ viac ako sa od nich ocakéva,
teda transformovat’ spravanie a konanie spolupracovnikov k lepSim a efektivnejSim
pracovnym vykonom.Transformaéné liderstvo ma tyri hlavné atribaty:

a) ldealizovany vplyv (Idealized influence) moZeme chapat’ aj ako charizmu.
Spolupracovnici hl'adia na lidra idealizovanym sposobom a maju tendenciu
sa identifikovat' s viziami a misiou lidra a rovnako su nim motivovani
acerpaju od neho energiu. Ak je transformacny lider aj vykonnym
riaditel'om, modze pozitivne ovplyviiovat spravanie top manazmentu.
Takéto prejavy sa potom prenaSaju na cell organizaciu.

b) InSpirujdca motivacia (Inspirational motivation) umoziuje
transformaénym lidrom sprostredkovat ich vizie jasnym spdsobom
a inSpiruje k naplneniu vizii konanim, ktoré spolupracovnici imituju.

c) Intelektualna stimulécia (Intellectual stimulation) je d’alSou vlastnost'ou,
ktora sa ocCakava od transformacného lidra. Ide o schopnost’ ponukat
svojim spolupracovnikom odlisné perspektivy, nachadzat’” nové rieSenia
a konstantne vylepSovat’ existujuce rieSenia. Predpokladd sa teda
otvorenost’” mysle a Siroky priestor na kreativitu pre nachadzanie novych
moznosti v kazdej myslienke.

d) Zohladnovanie individualizmu(Individualized consideration)je videnie
kazdého spolupracovnika ako individualitu so svojimi schopnostami
a slabymi strankami. AngaZovani zamestnanci su pre uspech podniku
dolezity, preto je pozitivne, ak sa im umozni vyjadrit svoje nazory
apostoje. Tie potom vedu Kkspominanej vdcSej angazovanosti
a aktivnejSim pracovnym postojom.

Medzi hlavné nedostatky aobmedzenia transformacného liderstva patri vagnost
atribatov (okrem zohladnovania individualizmu), ktorych definicie sa prekryvajua, ¢o
vedie k spochybneniu spol'ahlivosti a hodnotnosti tohto konstruktu ako Stylu. Preto sa
pontka niekol’ko alternativnych pohl'adov. Jednym z nich je relaény model charizmy
a vizie."'Tento model viak este nie je uplne akceptovatelny a potrebuje sa otestovat’
v empirickom vyskume.

Napriek tomu je to prave tento Styl, ktory vo vyskume zostadva najrelevantnejSi
a najpouZivanejsi pre oblast’ vztahov medzi liderstvom a efektivitou podniku.*?

Burns, J. M. (1978). Leadership. New York: Harper & Row.

9Ciulla, J.B.: Ethics and Leadership Effectiveness, str. 316-319;

11Khatri, N.: An alternative model of transformational leadership. Vision, 9(2), 2005, str. 19- 26;

2Bocoum, A.: Correlation Between Leadership styles, emotional intelligence, projects” nature, and funds raised
in a nonprofit organization, University of Phoenix June 2010, str. 39;
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5. Autentické liderstvo

Autentickych lidrov mozeme charakterizovat’ ako tych jednotlivcov, ktori s si
hlboko vedomi a presvedéeni o spravnosti svojho myslenia a spravania a ktori su
ostatnymi vnimani ako ti ¢o maju svoju moralnu a hodnotovu perspektivu na rozdiel
od tych ostatnych, svoje vlastné poznanie, silu, sebad6veru, nadej, optimizmus,
odolnost’ a vysoky moralny kredit. Niektori teoretici etického liderstva povazuju tento
Styl aj za tzv. zékladn( kondtrukciu®®, ktorda moZe zahrnGt ostatné §tyly.
Sebavedomie, otvorenost, transparentnost’ a konzistencia su jadrom autentického
lidra. Okrem toho je esencidlna aj vlastnost motivacie pozitivnymi hodnotami
a zaujmom o druhych a schopnost’ riesit’ rozne dvojznaéné etické problémy, vidiac
ich z rozliénej perspektivy v sulade so svojim hodnotovym ramcom. Je dodleZité
poznamenat, ze tento S$tyl vychadza ztedrie etického liderstva apreto sa casto
prekryva s vyrazom eticke liderstvo. Nejde vSak o identicky pojem a skor by sme
charakteristiky autentického a etického lidra mali povazovat’ za prienik vychadzajaci
z rovnakého teoretického vychodiska.

6. Spiritualne liderstvo

Spiritualne liderstvo sa sklada z hodnét, postojov a spravania, ktoré maju spiritualny
zmysel a zahfnaji nabozensku etiku a hodnotovy pristup k liderstvu. Podobne méze
byt spiritudlne liderstvo opisané ako stelesnenie spiritualnych vlastnosti ako integrita,
uprimnost’, pokora, sebazobrazenie ako osoby, ktorej sa moze doverovat, spolichat’ sa
na fiu aobdivovat ju. Rovnako sa demonStruje prostrednictvom konania, ¢i uz
z pohl'adu individualnej reflexie alebo v etickom, sdcithom a reSpektujicom
zaobchadzani s inymi. Nastroj na urovanie spiritualneho liderstva pozostava z troch
dimenzii: a) vizie, ktord opisuje vizie a identitu organizécie, b) nadej a viera, ktora
reflektuje dbveru v zrealizovanie vizie, c) altruizmus, ktory Usti do starostlivosti
0 pracovné prostredie. Pri otazke ¢o odliSuje a Specifikuje tento Styl od inych su
v prvom rade na mieste vyrazy ako vizionarstvo avolanie alebo poslanie, ktoré
charakterizuja spiritualny model ako nepragmaticky Styl na rozdiel od autentického
alebo transformacného $tylu. Spiritualny lider vnima svoju rolu ako poslanie a sluzbu
od Boha alebo Pudstva.™

Ak si zhrnieme, ¢o sme si doteraz povedali k problematike etického liderstva a rozsirime
kontext o etick( Klimu respektive etické prostredie v podniku, ukazu sa nam tieto zakladné
principy liderstva, ktoré moézu sluzit' aj ako meratelné parametre etického prostredia
v podniku:

Respekt voc¢i ostatnym znamena pristup na zaklade vychodiska deontologickej etiky
ako ucelu anie ako prostriedku. Ide o pIné reSpektovanie spolupracovnikov ako
Pudskych bytosti, majacich svoje vlastné ciele a ambicie ako aj pridand hodnotu pre
podnik. Nepriamymi znakmi takéhoto pristupu je empatia, aktivne pocuvanie
a tolerancie pre protikladné nazory.

Sluzba pre ostatnych je altruistickym parametrom liderstva, ktory uprednostiiuje
a podporuje svojich podriadenych. Prejavuje sa znakmi spravania ako mentorovanie,
budovanie timu a prerozdel'ovanie svojej moci.

3 1de o tzv. “root construct”.
Brown, M.E., Treviiio, L.K.: The Leadership Quarterly 17 (2006), str. 599;
¥ Brown, M.E., Treviio, L.K.: The Leadership Quarterly 17 (2006)
15
Brown et al., 2005
'8 Trevino et al., 2003, s. 6
" Bandura, 1977, 1986
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e Spravodlivost’ pre ostatnych, teda férovost je centrdlnym motivom pri procese
rozhodovania sa. Znamena spravat’ sa ku vSetkym podriadenym rovnako, s vynimkou
nevyhnutnej potreby zaujat’ odliSné stanovisko vratane transparentnosti, preco je
takato potreba nevyhnutna. Okrem toho, logika takéhoto odlisSného pristupu musi byt
moralne zdovodnitel'na a rozumna.

e Uprimnost’ voti ostatnym je d’alsim nevyhnutnym parametrom pretoze opak ni¢i
dbveru, ktora je kritickou charakteristikou pre akykol'vek vztah, vratane vzt'ahu lider
— spolupracovnici. Uprlmnost tieZ znamena otvorenost” ku ostathnym vyjadrovanim
svojich myslienok a nasej reality plne ako nam to moznosti dovol'uju. To znamena
otvorenost’ do takej miery ako je to v danom kontexte vhodné. Mdézeme to zhrnut’ ako
potrebu zaistit’ vnutornu konzistentnost’ lidrov medzi tym v ¢o veria, ¢o si myslia, ¢o
hovoria aco robia. Takato vnutorna konzistentnost' spolu s otvorenostou buduje
déveru medzi spolupracovnikmi voci lidrovi.

e Budovanie komunity s ostatnymi je dolezity parameter, ktory ukazuje na tspe$nost’
etablovania spolo¢nych cielov medzi pracovnikmi. Znamend to, Ze lider vytvoril
podnikové alebo timové ciele, ktoré su vhodné tak pre neho ako aj pre jeho
spolupracovnikov a podriadenych. V takom pripade by tieto ciele mali oslovit’ ¢o
najvacsi pocCet I'udi alider je toho schopny dosiahnut' ak zoberie do uvahy ciele
kazdého ¢lena timu alebo podniku.

Eticky rozmer liderstva je "jednoznacne dolezny, 5pozitivne vplyva k vykonnostnému
potencialu a celkovému organizaénému spravaniu. *° Eticki lidri sa vyznaluju cnostami
poctivosti, doveryhodnosti a nestrannosti, ktora robi z lidra spolahlivého vodcu a vzor pre
ostatnych®® Cestnost’ a bezihonnost’ st doleZité rysy etického lidra. Sucasné tedrie socialneho
ucenia podporuju etické liderstvo zavadzanim zékladov pre to, ako lidri moézu ovplyvnit
modelovanie svojej role na pomoc svojich nasledovnikov, aby sa mohli rozvijat’ intelektualne
a posiliiovat spravanie a socialne kompetencie prostrednictvom modelovania roli.t’
Manazment riadenia, ktory sa zameriava na modelovanie Uloh zékladného spravanie lidra
a stavia etické liderstvo do popredia plne integruje perspektivu socialneho etického liderstva s
doérazom na vztah lider — nasledovnik - organizécia. Podla tohto pohl'adu, nasledovnici st
pritahovani k etickému vodcovi, pretoze ich vnimjau legitimne, a mdzu efektivnejSie
ovplyviovat’ organizaciu v spolo¢nosti i mimo nej.
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THE MAIN PROBLEMS OF MAKING STRATEGY OF SLOVAK
HOSPITALS

Rastislav Briestensky

Abstract

This article discusses the current state of strategy management and Slovak hospitals. The
article discussed the theoretical basis for strategy development and strategic direction. This is
followed by analysis of current situation based on statistics and available resources. After
that, there are identified weaknesses and problems in the management and strategy making.
Finally, they are discussed options for mentioned problems as well as areas that should be
further explored.

Key words: management, strategy, strategic management, slovak hospitals

1 INTRODUCTION

The strategically important sector are health and medical care. The issue of decision-
making in health care is currently one of the most discussed issues that have taken on the
professional circuit and become the subject of discussions also in public life. Managers are
searching for effective ways to make effective their management and to prevent indebtedness
hospitals. The poor conditions of hospital management also shows a number of surveys and
analytical reports which were among the main points for the treatment of the subject with this
issue.

Today, management decision-making is largely influenced by changes in the market
environment, which by its turbulence is placing ever greater demands on the performance of
various functional areas of management.

In the public and also the private sector is faced with new influences, something that is
currently causing some changes in the concept of managerial functions in the future. The
health sector is more specific in the sense that "manager” are working with the greatest value
from every angle - of course the "health value

Aware of this fact by the increased demands and "pressure” which mentioned "health
value" must resist at present. It is clear that decision making by managers still gaining more
weight than it was several years ago. When making a decision, it can be clearly seen increased
need not only information, but also the knowledge that serve as inputs to decision-making,
especially in the provision of services such as health. Decision theory provides a highly
developed framework that serves to solve decision-making tasks in companies of any type, in
the hospital. However, it deserves much more attention. Effectiveness or ineffectiveness of
implementation of decisions taken are in fact a straightforward impact on the patient and his
health.

2 LITERATURE REVIEW

Decision-making in general can be supported by many models and techniques that are
used in the literature. However, if managers want to achieve long-term goals, they must focus
on creating a strategy that could decide the future of their guide.

Known fact becomes a statement that "the health and especially hospitals today are
unprofitable.” While they are manageg by managers and not doctors, their condition is usually
better, but still not satisfactory. It is therefore necessary to create long-term strategic
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objectives which will lead managers in their work in order to move forward and not only
partially solve the problems. Systematic view of problem solving can bring greater results. If
it is created and implemented the right strategy, management decision will be made in high
quality and relevant staff can effectively understand the benefits of implementing them.
Public discontent, as well as health workers with the status quo may be in addition to
economic impacts also affect the managing of health care system in hospitals. Therefore it is
in the public interest and the problem at least partially resolved or suppressed to avoid
worsening.

In a continuously changing environment it is necessary that each company has a
future-oriented strategy enabling it to advance in the competitive environment. Strategy is
therefore essential to success of every company.

Porter defines strategy as a "wide concept which determines the competitiveness of the
company and what objectives and policies are needed to achieve the objectives” [4]. In
addition to Porter, Fotr refers to strategies such as the inseparable part of management and
management processes, which at the beginning of the mission statement of the company and
at the end of the desired outcomes in terms of fulfilment of the objectives [2]. The concept of
strategy is more or less efficient manner where indicated the various phases that follow on
each other.

Papule also describes as a strategic management process. According to him, it consists
of four steps which are part of any other elements and tasks for managers leading to the
fulfillment of the strategic objective. [3] In a continuously changing environment it is
NECESSARY that each and every company has a future-oriented strategy enabling it to
advance in the competitive environment. Therefore Strategy is essential to success of every
company.

Decision-making is a key factor to successful management of every company. If the
managers wish to make efficient decisions to achieve long-term goals it is necessary that they
have a suitable strategy. Strategies thus serve as an auxiliary tool for decision-making.
Strategy-making can be considered an essential part of management of any business. A
company without a strategy has no specific direction and thus also uncertain future.

Along with strategy-making and implementation as well as evaluation it is equally
necessary to make decisions in its individual processes. Decision-making and strategy are
therefore closely interconnected.

If managers wish to manage their companies efficiently in a continuously changing
competition environment they have to focus on long-term goals. They have to make decisions
about situations which might not be expected. Therefore it is necessary to have a strategy so
that decision-making does not focus only on short-term problems but on achieving future
strategic goals. It is needed much energy to make successful strategic plan.

3 IDENTIFICATION OF PROBLEMS OF MANAGEMENT AND
STRATEGY

In 2009 and 2011, the government financial assistance to medical institutions for their
debt elimination, which explains the decline in debt. 2013 is determined by the date of
06.30.2013 and year-end can be predicted its growth. [4]

Failing to stop borrowing hospitals, it will of course have a relatively significant negative
impact on the economy of public finance, which can be very uncomfortable in terms of
attacking another boundary debt brake. And at the same time, patients will experience long-
term debt of hospitals, lower quality and poorer access to health care. Deterioration of quality
of health care can manifest itself in various ways, for example: waiting longer for treatment,
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leaving top experts in the private sector or abroad, the low number of nurses that miss, the
lack of some medicines and special medical supplies, outdated technologies and treatments.
lack of investment in buildings, poor hygiene and so on.

Another fact is the statement Colomba, which states that the health system in Slovakia
can be characterized as financially unsustainable, as promised patients comprehensive
coverage of medical services, while no resources are not sufficient. The gap between income
and expenditure is increased, resulting in an increase in the indebtedness of medical devices

[1].
In addition, the Health Policy Institute also points to the challenges hospitals in
Slovakia, notably:

= Buildings from the period of "socialist realism”

= Upgraded technical equipment randomly rather than conceptually

= High level of domestic debt capital

= The real financial indebtedness

= [Insufficient internal control processes

= The lack of information for establishing rigorous financial management
= Open and hidden dissatisfaction of employees

= A limited impact on filling management positions

= Poor choice of skilled workers

= Cumbersome process of handling its own property

= Lack of expertise and material assistance to the founder on the rational attempts to
solve real problems [6]

The calculation of these fundamental issues, it is clear that they are not a medical nature,
but they also require deep knowledge in management decision making and extensive
management skills and experience. Effective decision reduces the negative impacts.
Management activity consists of a number of partial performance, the implementation of
which is affected not only by theoretical knowledge, skills, and practical skills of each health
manager. As reported by the statistics of HPI, in Slovakia 86% of doctors work as managers.
[6] This is not excluded by the existence of good directors - doctors who are simultaneously
excellent manager. It is largely this is not the case, rather the opposite. Unless director is not a
manager, but the doctor, it can be a problem not only for itself Director (not knowing of the
issue), but also for the hospital ( financial problems). Thus, they can lose both.

4  SUGGESTIONS

The most problematic area appears in indebtedness. However, this is the result of
inefficient management. Hospital management in Slovakia is poor in the strategy. Therefore,
managers should focus on strategy as a supporting tool for decision making for managers. The
strategy would help managers to solve complex problems and to seek not only to the lack of
solutions in the form of deleveraging hospitals debt. Hospital management would so become
more prospective. Even with frequent changes of directors of hospitals could continue to
fulfill strategic objectives. This would eliminate other problems caused by the frequent
changes of management relating to the regular changes in the political situation.
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Another problem is the task of manager. The aim of health managers at every level of
management in the organizational unit should make continual effort to improve the quality of
services to patients and ensure the competitiveness of the medical devices to maximize human
potential. Healthcare professionals should not only be knowledgeable experts, but also
managers able to perform management functions, to lead employess and effective use of
resources (financial, human, information, etc.). Ensuring and improving the quality of
healthcare are among priority tasks in the process of transformation of health.

Hospital managers are not motivated to achieve better results, and to suggest better
solutions. It is important to examine this area and to establish a support mechanism of
motivation to contribute to achieving better results.

Theory says: one of the strategic key for success in the health care organization's focus on
service quality and customer satisfaction, which has become a necessity because of the
process of managing healthcare organizations influenced by factors of economic efficiency,
effectiveness and safety of services. These areas should also be subject to independent
research.

5 CONCLUSION

Strategic management of hospitals in Slovakia is at a very low level. Instead of searching
for strategic solutions for managers focus on the elimination of consequences. When
developing strategies, it need to take into account all the key areas that are used in the
evaluation of the organization. Based on the art it will understand what the actual causes of
the problems.

All the problems mentioned in the article can be considered to be essential. After solving
them it is necessary also to focus on other areas such as customer satisfaction, quality of
services, public relations, etc. Each area should be further examined in terms of a particular
hospital because results and the proposed solutions can vary significantly.
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KNOWLEDGE AS A BASIS FOR SELECTING STRATEGIES

Zuzana Skutchanovd, Katarina Pickovd, Michal Bizik

Abstract

In today’s market, economic companies must constantly strive to gain greater market share
and beat their competitors. Therefore they shouldnt ,oversleep on laurels”, but must
constantly think about their development and future direction. Currently the strategic
direction of companies should be based on knowledge of their employees. Equally important
is the readiness of the neighborhood to event (knowledge environs, especially customers).
The article discusses the use of various types of knowledge workers and their combination
with the knowledge of customers, so the company could correctly identify their direction and
choose the appropriate strategy.

Key worlds: nuclear, advanced, innovation knowledge, strategy

1. INNOVATION

Innovation is commonly described as ‘creating value by doing things differently’ or
‘creating value through doing something in a novel way’. A simple version is ‘good ideas put
to work’ (Culter and company, 2008)

As the first definition of innovation, innovation must be used in practice, otherwise
they remain only invention.

While inventions may occur anywhere, for example, on universities or research institutes,
innovation takes place mainly in companies (although they are possible in other types of
organizations). To transform invention to innovation, enterprise must combine different types
of knowledge, skills, abilities, and resources, for example production capacities, knowledge
of markets, well-functioning distribution system, sufficient financial resources, etc.

However, many other definitions of innovation consider expertise as their essence. We
consider innovation as fundamental change, which in economy is connected with
implementation of knowledge, which causes an increase the value of the company-wide. The
result of innovation is positive change, leading to efficient use of resources. The innovative
potential of enterprises is the basis of wealth creation is dependent on the formation of their
knowledge strategy.

Innovation also means obtaining of knowledge from within the existing organization,
combining of information, data or previous experience and generation of new uses for the
resources (Nonaka, Takeuchi, 1995)

Kosturiak and Chal’ claim that innovation is learning, obtaining of knowledge and experience,
creativity and persistence, enjoying work and enthusiasm for change — all depending on
people, their trust and cooperation. (Kosturiak, Chal’, 2007)

Overleaf, the results of the innovation management of the firm create new explicit
knowledge on products and technologies and also lead to the accumulation of tacit
knowledge As a consequence, a firm’s innovation efforts lead to an increased knowledge
base. (Gomez, Manzanares)
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Figure 1 Relationship between knowledge and innovations

2. KNOWLEDGE

Cutting knowledges utilized in enterprises introduced Gottschalk and Zack.
Knowledge divide to nuclear, and enhanced innovative.

According to Gottschalk nuclear knowledge is basic knowledge necessary for the firm to
remain in business. This is the type of knowledge that can create effective barriers to new
entry, also prevent competition accelerate core business processes. (Gottschalk, 2007, 36)

Furthermore, according to Zack nuclear knowledge they are minimal scale and mainly
serve to make the company managed to "play their game". Only have this knowledge, ensures
long-term competitive viability. On average, jointly owned by members of the industry.
Companies can do the same business may use the same technology, but knowledge
individualities are different, and therefore the company can do more to compete than that
which produces the same (Zack, 1999).

Employees can improve the internal process. Tiwana argues that nuclear knowledge
is the basic level of knowledge required to "play the game".

Furthermore, according to Gottschalk improved knowledge makes companies a
competitive visible and active. Such knowledge enables the enterprise to distinguish its
products and services from the competition through the application of better knowledge in
certain areas. Such knowledge enables the company to compete with competitors in the same
market as the same group of customers (Gottschalk 2007). According to Zack improved
knowledge will be competitively viable enterprise. An enterprise may generally have the
same degree, extent or quality of knowledge as competitors but there is a specific knowledge
of enterprise content that is differentiated between competitors.

According to Zack innovative skills are those that enable the company to lead the
industry and competition and very different company from the competition. Innovative
knowledge often allows the company to change the "rules of the game" by introducing new
business practices (Zack, 1999). According to Gottschalk such knowledge enables companies
to expand market share by obtaining new customers and increasing the level of services for
existing customers (Gottschalk 2007).

3. STRATEGY

According to Johnson, strategy it expresses the direction of the organization providing
a competitive advantage by organizing resources in the turbulent environment in order to
meet market needs and stakeholders (Johnson 1999). Author Zack inclined to the definition if
it adds that it is a balancing act between the external environment and internal capabilities of
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the company. The traditional model of strategic management defines the strategy in terms of
product - market, but in terms of the knowledge society it is necessary to focus more on the
company's resources, which are more durable and therefore a strategy based on enterprise
resource has a long-term impact than the traditional approach (Zack, 1999). Importance of
long-term action strategies shared by the author Finlay, who writes that the strategy reflects
the long-term direction of the company and exploiting the opportunities in which it can be
something to do or something to develop (Finlay, 2000).

The transition to a new way of strategy is the transition to a knowledge-based society.
According Smida creation strategy in the past, the role of top management. He collected the
information, evaluate it and develop strategies which then communicates with employees in
the form of jobs. The role of employees was not a strategy to express themselves, but realize
commanded task. Thus, at the time of the knowledge society, which is starting to take
account of the potential (knowledge) workers, they are gaining weight to considerations of
strategy development (Smida 2003).

4. SELECTION STRATEGIES BASED ON KNOWLEDGE

For effective decisions about strategic direction is a methodology based on enterprises
with knowledge. Separation of knowledge on nuclear, advanced and innovative became the
basis of the entire decision-making process. Research has confirmed the effectiveness of the
strategic direction depends on the use of knowledge workers and customers within consumer
and employment policy.

Separation of the individual policies were created under the generic classification of
knowledge. Customers may carry innovative ideas, advanced or nuclear. To this they were
created following key responses:

- Nuclear: Elementary activity - customers are just carriers of ideas that probably saw
in competition.

- Advanced knowledge: Advanced Activity - customers are carriers of ideas that
probably saw in the competition and they can suggest some improvements.

- Innovative Knowledge: Innovation activity - customers are carriers of new ideas in
any sense (processes, products, technologies).

Also, employees may carry innovative ideas, advanced or nuclear. To this they were
created following key responses:

- Nuclear knowledge: Employees are trying to perform your job well and sometimes
they convey ideas, improvements that have seen probably in competition.

- Advanced knowledge: Employees suggest various improvements, optimization
based on their experience.

- Innovative knowledge: employees are owners of entirely new ideas in any sense
(processes, products, technologies).

For the following defined access to knowledge could create several combined
employee and customer knowledge activities.

customers activity staff activities

nuclear nuclear
advanced % advanced
innovative innovative

Figure 2 Customer and staff activities
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After confirming that the effectiveness of the strategic direction depends on the
combination of knowledge activities of employees and customers, it was necessary to model
the complex will provide information that is a matter for the strategic direction of the
particular combinations of knowledge. It was used correspondence analysis, the statistical
form groups with common similar results. Red circles are based on the tightest of dependence
between a combination of knowledge and strategic direction type (type of policy). The results
are reported in Figure 3.

Symmetrical Noermalization

O ARDDDO
W AR00002

Dimension 2

=3 T T T

T
3 -1 -1 a 1 2

Dimansion 1

Figure 3 Corresponding maps for identification of the appropriate strategic routing for some
combination of knowledge

Note
VARO00001 - is a combination of the use of knowledge workers and customers
Where 1 = innovative customer knowledge and innovative knowledge workers
2 = innovative knowledge and advanced customer knowledge workers
3 = innovative customer knowledge and core skills of employees
4 = Advanced knowledge of customers and innovative knowledge workers
5 = advanced knowledge and advanced customer knowledge workers
6 = advanced knowledge of customers and core knowledge workers
7 = nuclear knowledge of customers and innovative knowledge workers
8 = nuclear knowledge and advanced customer knowledge workers
9 = Customer nuclear knowledge and nuclear knowledge workers
VARO00002 - denotes the strategic direction
Where 1 assignment of new markets and segments
2 = Use of new technological solutions and technologies
3 = Creating new products
4 = Restructuring, change of business
5 = change operations within the process

From the creation of correspondence analysis get summary results presented in Table 1.

- 260 -



Table 1 Effective strategic direction resulting from a combination of knowledge
assets

Types of customer activities

nuclear advanced innovative
New markets x New markets and
Nuclear and segments segments
Types of staff activities
x New technological New technological
solution solution
Advanced
Innovative X New operation New products

Furthermore, using correspondence analysis found the following condition:

Symmetrical Normalization

ChwARDOOO G
WARCOD0DS
0,57
o™
=
o
£ 0,0
T
E
(o]
0,57
-1.,0 T T T
-1,0 -0.5 oo ns 1,0

Dimension 1

Figure 4 Corresponding maps for insertion of strategic direction into type of strategy

Note

VARO00004 - expresses the type designation Strategy
Where 1 business growth

2 = Consolidation Company - as empowerment

3 = stabilizing companies - such as conservation status
4 = Attenuation market

VARO00005 - denotes the strategic direction

Where 1 assignment of new markets and segments

2 = Use of new technological solutions and technologies
3 = Creating new products

4 = Restructuring, change of business

5 = change operations within the process
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Image of the classification reflects the strategic direction to the most appropriate type
of strategy. According to the analysis, we can say the following:

- The most effective type of strategic guidelines for the growth strategy is the creation
of new products.

- The most effective type of strategic guidelines for the consolidation strategy is a cast
of new markets and segments.

- The most effective type of strategic guidelines for the stabilization strategy is the use
of new technological solutions and technologies together with the change of operations
within the process.

The combination of individual knowledge assets will then determine whether the
company chooses the way of growth, consolidation, stabilization and depression. The results
of the combination can be seen in the Table 2.

Table 2 Determine the type of strategies based on a combination of knowledge assets

Types of customer activities

nuclear Advanced Innovative
Types of staff activities nuclear Consolidacion X Consolidacion
advanced X Stabilization Stabilization
innovative X Stabilization Growth

5. CONCLUSION

Knowledge is not static, it means that today innovative knowledge can be nuclear
knowledge tomorrow. Therefore Lenin’s old familiar “learn, learn, learn” can be applied in
the corporate practice. Improving the competitive position in the market requires continuous
learning and knowledge creation based on the experience and skills. Company’s strategic
direction is often based only on employees’ knowledge. It is important to take into account
also the readiness of the market and hence the knowledge of customers. Only combination of
customers” and employees” knowledge can be essential for success.

Based on the analysis of the type of employees” and customers™ knowledge, it is
possible to determine the direction of the company. Direction of the company is the way,
which the company has to go, but company need other analysis and audits to identify the
individual steps.
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CENTRALITY MEASURES FOR AN ENTERPRISE 2.0-BASED R&D
PROJECT: A CASE STUDY IN THE AUTOMOTIVE INDUSTRY

Roberto Palmieri, Carlo Giglio

Abstract

This work aims at providing an overview of the centrality measures potentially involved in
the design and implementation process of an Enterprise 2.0-based platform in the Italian
automotive industry. Such a study is aimed at identifying pros and cons of each centrality
measure in order to implement an efficient skills management and rewarding system. The
solution proposed is tailored to the case study at hand and the design process has taken into
account the specific features and needs of automotive firms. By a methodological standpoint,
this paper adopts a case study approach with a qualitative research about centrality measures.
To authors’ knowledge, it has a relevant scientific interest since it is among the few applied
studies on centrality measures geared to the automotive industry and proposes an unexplored
solution for skills management and rewarding system in the context at hand.

Keywords: Enterprise 2.0, Italian automotive industry case study, centrality measures, social
network analysis, R&D project

1 INTRODUCTION

An effective reward system, addressed both to individuals and working groups, must have as
its primary purpose the incentive to collaboration and knowledge sharing, by means of taking
advantage of the collaborative features arising from the paradigm of Enterprise 2.0 [17] [18]
[19] [20]. This contributes to make organizations more creative and innovative [32].

For the achievement of such results the following activities have been carried out: analysis of
traditional reward policies; identification of the best workers by means of SNA methods;
analysis of Work Life Balance and Total Reward System methodology; application of SNA
techniques to the automotive industry [17] [18] [19] [20].

The objective of this work is to analyze the most relevant centrality measures suitable for the
setting up of skills management and rewarding methodologies and techniques in the
automotive industry. On the one hand, centrality measures could serve as a tool to incentive
the improvement of workers’ performance and the quality and efficiency of business
processes. In particular, given an Enterprise 2.0 context, we can adopt methods based on
Social Network Analysis (SNA) to analyze social networks, and identify and reward users
with a central position in them.

On the other hand, the analysis of centrality measures is aimed at determining an efficient
system for the identification of a set of skills characterizing each worker. Such social network
techniques and tools allow us to obtain information about employees and to describe the skills
needed for each specific job position.

2 NETWORK-BASED POSITIONING TECHNIQUES AND
CENTRALITY MEASURES

The determination of user’s position and degree of centrality in the network and, hence, the
consequent identification as a deserving worker or not, are essential for the proper
implementation of a rewarding system in business contexts.

The techniques that refer to the user's position in social networks in the literature are
described below [17] [18] [19] [20] [30]:
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1)

2)

Degree Centrality [14] [30]. This measure of centrality is based on a fundamental
assumption, namely that the node object of measurement has a degree of importance
equal to the number of adjacent nodes (Figure 1 and Figure 2) according to the

following formula:
CD(l) = C; = Zaij
J
where:
- CD (i) and c; represent the degree centrality of the i-th node of the network;
- ajj takes the values 0 and 1 and indicates the actual existence of the arc (i, j) in the
network. In particular, it is zero if the arc does not exist, one otherwise.

FIGURE 1: DEGREE CENTRALITY: YELLOW ADJACENT NODES AND
EDGES [14]

c}=2£uh

Highest
Degree
Centrality

FIGURE 2: FINDING THE NODE WITH THE HIGHEST DEGREE
CENTRALITY [36]

So, it is a purely quantitative measure and does not dwell on qualitative elements. This
technique of calculating the centrality assumes that there is only one criteria to be used
for the identification of the most deserving users, namely having the maximum
possible number of connections, without taking into consideration the nature and
intensity of the social relationships established within the network.

Besides giving an indication of the quality of the connection of a node with the rest of
the network, it aims to provide an assessment of the direct influence that a user is
potentially able to exert on another member of the same network, as well as its
communicative potential.

Closeness Centrality [15] [31] [38] [27] [10] [30]. The concept of Closeness Centrality
refers to the proximity between nodes in the same network. In particular, it refers to
the geodesic distance, which identifies the shortest path between nodes (Figure 3 and
Figure 4). More precisely, the closeness of a node with respect to all others in the
same graph is measured as the inverse of the sum of the geodesic distances of such a
node from all others. This amount is defined "farness”, F (i), of the node. So, in order
to calculate the closeness centrality of node i considering the geodesic distance, we
obtain:
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As an alternative to the determination of Closeness Centrality, it is possible to
calculate the normalized Closeness Centrality of the i-th node, shown as nCC (i). It is
obtained as the ratio between the maximum possible value of the Degree Centrality of
the i-th node and the sum of distances of node i from all the other nodes, i. e. the
farness of node i:

o e-1
e =5 awn
lel-1
— F()

where:
- C is the set of nodes of the graph;
- d (i,j) is the distance between the nodes i and j.
This is equivalent to calculate the product between the Closeness Centrality of i and
the maximum possible value of the Degree Centrality of the same node.
Even the Normalized Closeness Centrality is always expressed in percentages.
Consequently, the concept of farness of node i from all the other nodes can be
expressed mathematically as it follows:

FO) =) dGi.))

jeC\i

Moreover, it is worth to specify how, unlike the Degree Centrality, the Closeness
Centrality is a measure of the inverse degree of centrality.

“Highest”
Closeness
Centrality

FIGURE 4: FINDING A NODE WITH THE BEST POSITIONING IN TERMS
OF CLOSENESS CENTRALITY [36]

3) Betweenness Centrality [15] [31] [38] [27] [10] [30]. The Betweenness Centrality is
linked to the concept of potential of control of communication in a network. In fact, it
evaluates as more important those nodes that are more frequently placed on the
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4)

shortest paths between two nodes of the graph. The assumption behind this technique
Is consistent with the view that the central users of the network are those located in
strategic locations to spread communications. Moreover, in line with these
observations, we must specify how users identified as central have to be considered as
important intermediaries in the network (Figure 5 and Figure 6).

FIGURE 5: MEASUREMENT OF BETWEENESS CENTRALITY: YELLOW
NODES CONSIDERED [14]

ngh(sf
Betweenness
Centrality

FIGURE 6: EXAMPLE OF FINDING A NODE WITH THE BEST
POSITIONING IN TERMS OF BETWEENESS CENTRALITY [36]

In formulas:

CB() = Z S—ig)”‘
jEizkeC Jk
where:

- SP (i) jk is the total number of shortest path between each pair of nodes (j, k) that
passes through the node 1, j, k € C;

- SPjk 1s the total number of shortest path between each pair of nodes (J, k), with j, k €
C.

This measure of centrality usually involves the computation of shortest paths in the
network. In this regard different algorithms have been developed over time [23] [21]
[9] [4] [12] [31] [35] [25] whose goal is to improve the computational burden of these
measurements.

Eigenvector Centrality [38] [33] [6] [8] [1] [36] [24] [26] [22] [30]. The Eigenvector
Centrality is also known as Rank Prestige. According to this measure the centrality of
a node is determined as a function of the relationships that it has with the other nodes
of the graph. Therefore, an edge is central if it connects central nodes. Likewise, a
node is central if it is affected by central edges. This assumption is known as
“mutually reinforcing relationship” [28]. In summary, we can say that the Eigenvector
Centrality can be seen as an iterative version of the Degree Centrality. In fact, in this
case, the centrality of a node is proportional to the sum of the centrality of all the other
nodes with which it has linkages in the graph, and this proportion is determined as a
function of the centrality of such nodes (Figure 7). In order to better understand the
importance of this measure, it is useful to refer to concrete examples. The Eigenvector
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Centrality considers, in fact, that is not so important how many people (other nodes)
knows an individual (node in question), but how many people know the people with
whom he/she is in direct contact. Google PageRank is based on a similar assumption
[2], assigning a high appreciation of each page that is in turn connected to other pages
with a high ranking. From the mathematical point of view, this kind of centrality is
defined as the principal eigenvector of the adjacency matrix. An eigenvector of a
symmetric square matrix is a vector that satisfies the following condition:

e; =?\_1*Zaij * e
J

where:
- A 1s a constant called eigenvalue;
- a;j Is the generic element of the binary adjacency matrix. It is 1 if there is a
connection between nodes i and j, while it becomes zero if a such relationship does not
exists;
- ej provides the value of the centrality of the i-th node.

Highest
eigenvector
Centrality

FIGURE 7: EXAMPLE OF FINDING A NODE WITH THE BEST
POSITIONING IN TERMS OF EIGENVECTOR CENTRALITY [36]

3 THE APPLICATION SCENARIO

The communities of workers in various sectors are becoming more important and aim to
produce new knowledge in a collaborative way and to encourage the development of new
kills in specific areas of cognition or application domains. However, such collaboration, as in
many social networks, is often hampered and few people work by sharing and collaborating in
the development process of new knowledge and skills.

A community with a focus on skills is generally characterized by different themes and
contributions provided by users of the social network that originate from and are strongly
related to very different backgrounds [32].

Being informed about issues and authors that provide contributions aimed at developing
certain business skills appears to be a fundamental aspect of such a community of users [29].
On the basis of these assumptions, it can be argued that the very concept of centrality is what
allows us to better analyze the issues mentioned at the beginning of this paragraph, even by
virtue of its main features [15].

However, there is no universally shared definition of what exactly the centrality of social
networks is [41], so that there are several versions of centrality widely discussed in the
literature.

For example, Closeness Centrality is based on the distance of a node from all others in the
same graph, like Graph Centrality [34]. In contrast, Betweenness Centrality and Stress
Centrality are based on specific measurements of relations between pairs of nodes [41].
Furthermore, there is another measure of centrality defined “Prestige Rank™ or "Eigenvector
Centrality”, which is based on the assumption that a node is much more central as it is in
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relation with other central nodes [15] [5]
In addition, it should be specified as the models based on graphs are not suited to represent
the complex relationships, such as those over-dyadic, up to the point of suggesting the
adoption of hypergraphs as the basic logical structures to conduct this particular type of
analysis [3] [7] [13]. In this perspective, the hypergraphs/multi-hypergraphs are the most
appropriate to represent multiple and weighed relationships.
By using these logical structures it is possible, for example, to group the authors by
category/cluster of skills/lknowledge, encouraging the identification, mapping, classification,
updating and qualification of specific areas of expertise within an organization. To this end, it
is extended both theoretical and practical application of Eigenvector Centrality, by proposing
an algorithmic approach specifically aimed at promoting research, creating, sharing,
evaluating and updating skills [37].
Below such an approach is introduced.
A multi-hypergraph is an extension of a multi-graph in which the edges, called "hyperedges"”,
can connect any number of positive vertices [3]. A multi-hypergraph K is a pair (V, E) where
V = {vy, ..., vm} is the set of vertices, and E = {Eq, ..., En} is the multi-set of non-empty sets
V, said hyperedges.
Since E is a multi-set, a hyperedge can be contained several times in E.
In such a weighed hypergraph, each pair (vj, Ej) €E;jis such that it can be assigned a positive
weight.
Let wij €R+the weight given to the pair vertex-hyperedge (vj, Ej) where W = wij, with wij =0
if vi¢ Ej is an incidence matrix for the weighted vertex-hyperedge hypergraph K. Finally, W
is the incidence matrix of classical weighted vertex-hyperedge for the hypergraph K when wij
=0 or when wij= 1.
At this point, in order to analyze the centrality of vertices and hyperedges in (K, W), we can
make the well-known assumption of the so-called "mutually reinforcing relationship™ [38]:
"an important hyperedge is a hyperedge whose vertices are important elements; an important
vertex is a vertex that belongs to many important hyperedges".
The mathematical expression of this assumption is shown below.
Xiis the importance of the vertex viand yi the importance of the hyperedge E;.
The simplest mathematical version of the assumption of "mutually reinforcing relationship™
is found in the following equations [7]:

n

X; = Cq * Zwi]-* Y; peri=1,..,m
j=1
where the constant of proportionality c1> 0 is independent of i.
m

Yj = Cp* Zwi]-* X; perj=1,..,n
i=1

where the proportionality constant c2 > 0 is independent of j.
In matrix notation, let x = (X1, ..., Xm) and let y = (y1, ..., yn):
WWx = Ax
WtWy =Ly
where y = c1* cz.
Furthermore, WWrand WTW share minimum eigenvalues (m, n), which are all non-negative.
By the theorem of Frobenius-Perron it exists, therefore, an eigenvector of the maximum
eigenvalue with only non-negative values [11].
Therefore, the linear algebra leads us to state that the system of equations above is a solvable
system. One of its solution is given by:
* A =\*, the dominant eigenvalue di WTW (equal to the dominant eigenvalue of WWr);
* X = X*, a non-negative eigenvector of WWr in the eigenspace associated to A*;
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* y = y* anon-negative eigenvector of WTW in the eigenspace associated to A*;
where:
- X * is defined as "a measure of normalization of Eigenvector Centrality” of vertices (K, W);
-y * is defined as "a measure of normalization of Eigenvector Centrality" of hyperedges in
(K, W).
In essence, the concept of Eigenvector Centrality just introduced for the multi-hypergraph
weighed is the extension of the same case of hyper-graph centrality [7]. In light of these
results it can be concluded that in order to calculate the Eigenvector Centrality of vertices and
hyperedges in (K, W), the algorithm HITS (Hyperlinked-Induced Topics Search) of Kleinberg
[28] can be tailored.
Below the basic algorithmic approach is showed.
In order to analyze the centrality of authors and topics in a social network where skills can be
extrapolated, we consider a multi-hypergraph with weighted vertices and hyperedges. Its
components are:
- D ={d, ..., do}: an ordered set of documents of various nature;
- T ={t1, ..., tm}: an ordered set of subjects/skills/knowledge;
-R ={r1, ..., m}: an ordered set of publishers/content provider, or users spreading skills;
- A ERmxp: a binary matrix representing the relationships between authors and documents
generated by them and published in the social network. The element aik = 1 if the user is the
author of the document dk, aik = 0 otherwise;
- B €Rpxn: @ non-negative matrix that provides a measure of how many papers are devoted to
a particular topic/skill. The element bkj measures the portion of the document dk covering
issues related to tjand requires that 0 <by; <1V j,kechesiaY’ , by; =1 Vk.
- C €(cy, ..., Cp): a positive vector in which the generic element ck provides a measure of
popularity [16] of dk within the social network.
By instantiating the model to the specific context, the hypergraph is to be described
mathematically as follows:

K (R, E)
where:
-R={n, ..., m};
-E={Ey, ..., En} with Ej=E (tj) = {ri €R: 3k | aik=1 and bkj> 0}.
This model is based on the view that the expertise of a document reflects the interests and
skills possessed by the authors of the article published in the social network. Also, the
knowledge can be more easily identified, classified, clustered, updated, evaluated and shared
within a group that shares specific skills.
Clearly, an author can appear in different groups of topics, that is having more skills and
interests with respect to a specific topic, as well as several clusters of skills can have as
protagonists the same set of user-authors. Precisely for these reasons, it is easily understood
that K is a multi-hypergraph.
The analysis of the relationships between the various sets of skills (T), authors (R) and
documents (D) shall be carried necessarily by means of techniques and models for analyzing
documents and corresponding contents.
In order to assign weights to the model instantiated on the specific context, we must make
some assumptions:
- the content of a document is due in equal measure to all the authors. The ratio aik/hk, where
hk is the number of authors of dk, aims to provide a measure of the portion of the document
attributed to the user ri and skills/topics of the document dk most interesting to all the authors
of that particular document;
- the product bkj*ck measures the share of popularity of the document dk attributed to the
competence tj;
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- the mathematical expression (aik/hk)*(bkj*ck) gives cognizance of the contribution given by
the portion of the document dk attributed to the author ri having competence tj to the popularity
of the same document dk.

Based on these assumptions, it is possible to provide a mathematical formula for estimating

the weight associated with the pair (ri, tj):
14
Aik
Wi = h; * bkj * Cp
k=1 k

4 CONCLUSIONS

This paper is based on qualitative research focused on the analysis of centrality measures in
order to identify a viable solution for an Enterprise 2.0-based platform in the Italian
automotive industry. In particular, such a study is geared to identify adequate features for
skills management and rewarding systems in the context at hand. It is one of the first studies,
to authors’ knowledge, to be specifically centred on the analysis of centrality measures and it
is also very specific to the automotive industry. Such elements make the research appealing
for those scholars willing to deepen the relationship between centrality studies and the design
and implementation process of skills management and rewarding systems. In detail, this work
provides a research background to scholars and managers about the adoption of innovative
Enterprise 2.0-based paradigms for identifying, mapping and updating factory workers’ skills,
especially in big companies. This works carves out a research niche and is expected to give
scholars and managers an insight into the fields of rewarding and skills management for
automotive workers. Therefore, such a tailored research helps managers to increase
employees’ satisfaction and, thus to achieve a higher productivity. An additional element of
usefulness and originality is the uncommon target of employees for which such an advanced
Enterprise 2.0 model has been designed, that is the workers of the production lines. This
makes the research at hand very tailored to an industry - i. e. automotive -, to firms with a
certain size - i. e. medium-big - and to a homogeneous and unusual target of employees - i. e.
production/assembly line. Despite its very high degree of specialization - which leads authors
to not to generalize results, since they are based on a specific case study -, this work can be
considered also as a replicable experiment. As a matter of fact, it may encourage scholars and
managers to further conduct researches in this field and to realize advanced Enterprise 2.0-
based solutions for rewarding and skills management systems in other industries.
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TALENT MANAGEMENT AS PRECONDITION FOR SUSTAINABLE
PERFORMANCE OF INDUSTRIAL COMPANIES

Zuzana Betinova, Zdenka Gyurak Babel’ova, Andrea Chlpekova

Abstract

The paper is based on assumption that use of comprehensive and systematic talent
management strengthens the competitiveness of the enterprise by increasing performance
efficiency of key employees. The paper describes findings from empirical research, divided
into two phases, carried out in industrial enterprises in Slovakia. The aim of first one was to
explore the extent and level of talent management in industrial enterprises in Slovakia. The
second phase of research represents analysis of methods, tools and processes used in the talent
management in industrial enterprises in Slovakia. The goals of the research were aimed at the
main objective of talent management exploitation, talent management strategies, Talent
Management audit, its implementation and findings how human resource managers in
industrial enterprises are familiar with use of talent matrix.

Key words: talent, talent management, industry, performance

1 INTRODUCTION

Consultancy organizations constantly come up with new tools and approaches, which
according to them, guarantee to lead to the management improvement and business
performance increase. Currently, talent management it is one of such approaches. Some
surveys and professional studies from reputable organizations (e.g. Deloitte, Hay Group,
McKinsey) describe the influence of talent management system in organizations on their
performance.

One of these studies, from organisation McKinsey, says that comparable organisations with
established system of effective talent management and all its instruments reach after three
years on the 22% higher profitability than other organizations in the same sector (Michaels,
Hanfield-Jones and Axelrod, 2001).

Published results of such reputable enterprises motivated us to carry out research to analyse
the application of talent management in industrial enterprises in Slovakia.

2 TALENT AND TALENT MANAGEMENT

To create a unite definition of talent, valid for all enterprises is almost impossible. Each
enterprise operates in different conditions, which confirms that a different type of person will
be successful in a given environment. That argument also underlines that the professional
terminology lists various explanations and definitions of the concept of talent:

Michaels, Hanfield-Jones and Axelrod (2001) define the talent as a "summary of
competencies, inner gifts, skills, knowledge, experience, intelligence, judgment, personal
attitude, character and motive power. Talent also includes the ability of humans to learn and
the ability of humans to grow".

Makhijani, Rajendran, K. and Creelman, J. (2009) define the talent as "someone who has the
necessary skills, abilities and attributes to perform his current job and also has the ability to
develop into future roles". Such people by the authors can bring excellent coordination and
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are highly motivated. In short, they are beneficial for the enterprise today and also in the
future.

Hronik (2007) defines talent as follows: "Talent is not limited by age, but performance and
respect are criterion of talent. Talent is also characterised by perspective. It has not only high
performance in the given moment, but also the perspective for this performance to be
increased."

Vodak and Kucharcikova (2007) in the definitions of talent point out that: "Talent can be seen
as a rare, at the same time, however, often untapped or sleeping presumption of employees.
Most frequently as ability to solve specific, professionally challenging tasks, to take over a
higher responsibility, to work with the initiative, quickly learn and adapt to the new
requirements."

As followed from preceding definitions, there is a number of views and opinions on what or
who is the talent. In addition to the above definition, further we are working with the
definition that "talent is the one who has a highly developed summary of knowledge, skills,
abilities, which are used in work performance, and those differ him, pointing out above the
average, then he or she has a certain potential, which indicates that today performance will be
also achieved in the future.” Key elements in the definition of talent are performance and
potential.

After the clarification and definition of talent, it should be closer explained systematic work
with it, what discusses talent management. There is a different understanding of the concept
of talent management in the world. Some organizations understand that talent management
represents individual development activities, others understand it as placing right people on
the right place, planning of ingoing, a complex work with talents, or other.

However, if we look at the talent management from the perspective of the long-term
performance of the enterprise, it should be accessed systematically and complexly. It often
happens that organizations claims "we have implemented talent management” reveals that it is
limited only to educational activities and organizations have drawn up no strategy of talent
management at all, which is fundamental to the functioning of talent management. Here is the
question: "Is such a solution effective from the perspective of achieving a long-term
performance?”

As the term talent management should be generally understood any work with talents, which
is the systematic, planned and leads to the fulfilment of the strategic objective.

We understand as the talent management “complex and systematic management of the talents,
leading from the identification, attracting, development, use and retention of talented
employees with the use of simple, understandable methods, processes and tools."

3 TALENT MANAGEMENT FROM PERSPECTIVE OF HR

As mentioned above, various authors, surveys, researches and studies declare the importance
given to the issue of talent management. Many of empirical outcomes points out that
enterprises have a problem with complex approach to talent management. The biggest lacks
are seen in identifying, attracting and keeping talented employees.

Research of organization Hay Group (2007) revealed that less than one quarter of leaders
believe that Talent Management processes in their organization can provide leaders they need.
In fact, only 70% of them believed that their Talent Management needs to change. In many
organizations, the problem lies in general approach that has been adopted: instead of
identification and providing exactly what the business actually needs they focus on general
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improvement of the overall “stock” of talents with hope that in the future they will fill their
requirements. Experience of Hay Group with working with organizations in different sectors
shows that this approach is not sufficient.

The report by Deloitte (2004) confirmed that the recruitment and stabilization of talented
employees is a critical issue of Human Resource Management in organizations around the
world. A major problem of organizations is to recruit new talent (84%) and their stabilization
(58%) for all industrial sectors.

Amrop Hever Slovakia survey carried on a representative sample of 65 personnel managers
confirmed that more than half of them believe that they should be more proactive in searching
the leaders. Currently, in organizations intensified the feeling that it is necessary to focus on
work with internal talents and identify leaders and talents. But only some of them have
redesigned system how this potential discover and how to further work with it. A formalised
system of identification of leaders is introduced in less than one-third (29%), of surveyed
organizations. (Sulik, and Hybska, 2008)

As describe Michaels, Hanfield-Jones and Axelrod (2001), McKinsey & Co. study
investigated the views and the status of the 77 enterprises and 6,000 managers. Convincingly
argues that firms have good ideas and ready capital to finance and investment — but still
cannot realise their plans. They have lack of people, or they lose more or less strategic people.
It is a silent war, which is reason why businesses and their managers can't sleep because it is a
huge challenge for recruitment teams and requires a change in the internal cultures and
adapting internal regulations in order to retain their best talent in the business. It is a fight, in
which the enterprises not only want to get the best, but in which they must be good enough to
the best to stay with them for longer than half a year, and to not lose all their previous efforts
by at the same time.

Study of Talent Mobility 2020 by PwC (2010), which was attended by over 5700 respondents
from 113 countries, presents a vision for the year 2020. This study confirms that the
organization that wants to succeed in the fight for talent in the current conditions of constantly
changing environment, but also in terms of the expected conditions in 2020, and at the same
time achieve sustainable development, must focus on its people. Results of the study show
that 55% of the participating directors considered as critical point for the growth of enterprise
fact, whether they will have the right talent in the right place..

4 TALENT MANAGEMENT RESEARCH

A comprehensive and systematic approach to the managing the talents is a key for the long-
term performance achievement according to many consultancy organisations. Based to the
statement, that those enterprises with introduced system of effective talent management do
achieve higher profitability and on the basis of interesting outputs from the above described
studies, research and surveys; we carried out an empirical research in industrial enterprises in
Slovakia. Aim of the research was to determine the scope and level of talent management
principles application in the industrial enterprises in Slovakia.

1.1 Characteristics of research

As the base set in this research were considered industrial enterprises in Slovakia. From the
basic set of enterprises we randomly determined sample set. The sample was a purpose-built
and selected with regard to focus on small, medium as well as large enterprises.

The research was carried out in two phases. There were questioned 203 industrial enterprises
operating in Slovakia in the first phase. From these 203 enterprises were 98 enterprises from
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different industries involved into research. We analysed the scope and level of talent
management, also we analysed the most common issues in connection with talent
management in the first phase of research. Then was launched second phase of research also
using questionnaire method. Addressed were 532 industrial enterprises in Slovakia but only
66 enterprises participated in this research. The aim of the second phase was to analyse the
methods, tools and processes, which are used by enterprises in Slovakia when working with
talent management.

1.2 Research outcomes

As carried out research showed, enterprises are interested in the implementation of talent
management in the human resources management process. HR managers are aware of the
importance of the complex talent management as one of the instruments for increasing the
performance of enterprise.

"Complexity” means that talent management strategy is based on the strategy of enterprise
and management work with talented employees systematically, and programmable, according
to pre-established procedures and criteria.

From the total number of questioned enterprises, more than half (66%), provides activities
related to talent management. Only 37% of them provide these activities on the basis of the
strategies and policies of talent management and 29% only provide them intuitively. 34% of
questioned enterprises fail to provide any activities related to talent management and as a
main reason indicated that they do not have the support of the senior management and,
moreover, a talent management is for them financially demanding. It is interesting that no one
respondent identified that talent management is not considered as important.

Figure 1 shows what issues identified respondents from industrial enterprises in connection
with talent management. As biggest issue they identified the retention of talents and
fluctuation, identifying and attracting talent. Further as issue they consider assessment of
performance and potential and talent development. Partially it is influenced by the lack of
talent management strategy and the lack of a comprehensive approach when managing the
talents in enterprises.

Evaluation of performance, potential 10%
Development of talent _’J 6%
Stabilization of talent, fluctuation | J 17%

1 [ [

Recruitment of talent J 21Y
[ [ [ |

Identification of talent ‘ ‘ ‘ ‘ ‘ ‘J 319

i i i i i i

0% 5% 10% 15% 20% 25% 30% 35%

Fig. 1: Talent Management issues (Source: own)

Research showed that more than half of enterprises have introduced talent management, but
we cannot say that talent management is used comprehensively, since only 39% of them
perform work with talents on the basis of the strategies and policies of talent management.
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Here it is important to realize that for achievement of long-term performance of enterprise is
necessary just a comprehensive approach to talent management, otherwise the achievement of
performance may not be guaranteed.

5 MODEL OF TALENT MANAGEMENT AS A KEY FOR
SUSTAINABLE PERFORMANCE

Based on research results, for enterprises is important to have complex approach to managing
the talents due to achieve sustainable performance. The intention of the paper was to present
a model of talent management (Figure 2), and describe the methodology of implementation
and providing talent management in industrial enterprises in Slovakia based on this model.

To achieve a long-term performance of the enterprises through talent management is
organizationally demanding and time consuming process. It means a major change for
enterprises that will have an impact on all employees. Many enterprises consider
implementation of the talent management as actual. It is therefore important to set up a talent
management on strategic goals and the needs of the enterprise. Otherwise, the achievement of
performance may not be guaranteed. There is below described the methodological procedure
of application of talent management as one of the instruments for achieving and sustaining the
performance in industrial enterprises.

The model represents a comprehensive and systematic work with the talents which is one of
the ways for achieving the long-term performance. In the next part of the article are described
individual steps of the method, and recommended procedures, methods, tools, activities,
which are in our point of view the most appropriate to be used in talent management.
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Figure 2. Model of Talent Management in Industrial Enterprises (Source: own)

In such a way talent management application can be considered as successful due to long-
term performance.

5.1  Drawing up the Plan of Talent Management

The initial step of the methodology is to develop plan of talent management, in accordance
with the strategy of enterprise. Within this step management will describe reasons for the
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need to implement a talent management and will formulate the benefits that will bring
implementation of talent management in enterprise. Management will thoroughly consider
and prepare appropriate arguments, results and will formulate the expectations from
leadership. Within the intention of talent management, there will be determined the objectives
to be achieved by the implementation of talent management. This step also includes a creation
of the team responsible for the preparation and progress of the implementation of the talent
management. The plan will be used as the basis for evoking interest in enterprise and
preparation possible future project of talent management.

5.2 Analysis of preconditions for Talent Management implementation

The analysis is focused on the examination of factors affecting the implementation of talent
management, as are available resources, relations, processes, procedures, methods and tools,
which are currently used. It is important to find out what options, opportunities and reserves
has enterprise due to talent management implementation. After examining the internal
environment of the enterprise shall be confirmed the accuracy, or any lacks in the use of some
of carried out activities, methods and tools. The analysis is important to implement also in
connection with the assessment of benefits, what talent management really brought to
enterprise.

5.3 Development of Talent Management Strategy

On the basis of the plan of talent management and outputs of the analyses of the internal
environment of the enterprise managers can prepare talent management strategy. In our
opinion, the strategy of talent management consists of two key components: there must be set
clear talent management objectives, which are something what implies that they have to be
achieved and there must be a plan of actions, by which to achieve the objectives mentioned
above. In this step it is important to focus on the achievement of the long-term performance of
the enterprise and adapt individual objectives to this purpose. Appropriately set strategy of
talent management of the enterprise ensures raising the performance of employees, business
processes, increase competitiveness and stable position on the market. All of this will mean
profit for the enterprise.

54  The Talent Management Project

Preparation of talent management project is the fourth step of the methodological procedure.
In this step we recommend to enterprises to develop the project, specifying the particular
areas in which they will be able to effectively implement talent management. The project
should complement the strategy of talent management created in the previous step. After
elaboration of the project itself, implementation of individual activities can be carried out.
Such implementation begins with identification of talent and attracting, developing, and
retaining talented employees.

55 Identifying and attracting the talents

In the context of talent identification we describe the process that consists of the following
five steps:

- Identification of key competencies,

- Performance assessment,

- Identification and assessment of potential,
- Creation of a talent matrix,

- Inclusion in the talent pool.
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Firstly, it is necessary to identify the key competencies of employees on current work
positions. Through a competency model is required to assess the performance of the employee
and to compare it with the performance criteria set in competency model. Subsequently, there
will be identified and assessed the potential of employee and on the basis of information on
the performance and potential of the employees can be employees divided to the respective
groups, which form the individual categories of talent matrix. Talent matrix is a key tool of
talent management in the process of identification talented employees. It also can be used as a
basis for the development not only talented, but all employees enterprise has. From the
perspective of talent management is a priority for the enterprise such employees which are
located in the categories of talent, and a promising talent. Such staff members will be
preferred to be nominated to the talent pool.

5.6  Talents development

Next step of a methodology is developing and use of talent or employees who were in the
previous step included into the talent pool. In the framework of development we can identify
two types of development programmes - the Talent Development and the Trainee Program
with the difference that the Talent Development is oriented on the employees of the enterprise
and Trainee Program is oriented on students and graduates of colleges and universities. In this
step it is necessary to reflect the actual need for the development of talented employees, to
plan and implement it correctly. The result is a set of individual development needs,
educational needs, improving performance and effective use of the potential of talented
employees.

5.7 Retention of talents

Retaining the talents is the last step of the proposed methodology. I in this step it is difficult to
achieve the desired efficiency especially for enterprises that don't access to talent management
systematically. Enterprises should create a system for retention of talented employees in order
to keep them in the organization. The foundation of correct retention of talented employees is
a meticulous and suitably chosen strategy of stabilisation of talented employees, which is of
course linked to other strategies (recruitment, rewarding, motivating, etc.) and linked to the
overall strategy of enterprise, its objectives and future performance. In addition, if
management works with talented employees systematically it has a good starting position and
is relatively quickly to cope with the possible loss of talented employee. Department of
human resources has the option to prepare the retention plan for every talented employee, in
which can be identified all aspects and impacts which may lead to departure of employee.

6 CONCLUSIONS

Carried out research confirmed that enterprises want to begin to apply the talent management
and see it as a sphere for improvement of individual but also of overall performance of the
enterprise. At the same time, however, research results have indicated that enterprises are not
familiar with the implementation of a complex approach to talent management. Respondents
in research expressed interest in cooperation in the design of a methodology that will create a
sort of methodological framework for the implementation of the talent management for the
purpose of achieving the long-term performance of the enterprise.

Given that the principles of talent management does not function within the enterprises
operating in Slovakia complexly, as it requires achievement of long-term performance, we
decided to present concrete steps for implementation of the talent management in the article.
Described steps can be regarded as a comprehensive approach to talent management and their
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application to the processes of human resources management can ensure the achievement of
long-term performance.

The effective application of the methodological procedure for talent management
implementation can increase the performance of employees and ensure the achievement of the
enterprise long-term performance.

On the basis of the research outcomes we can conclude that level of talent management in
industrial enterprises in Slovakia has begun to get higher. Its development has been
influenced by crisis, during which organizations were trying to minimize all costs as far as
possible. Talent management has undergone none notable change and its objectives are the
same as in the period of growing economy before crisis.

Human resource managers have expressed interest in implementation of talent management
into human resource management in industrial enterprises. The results confirmed, that there is
an absence of a coherent and systematic approach to the managing the talents in industrial
enterprises. Interest in development of methodological procedure for effective implementation
of talent management was confirmed from the side of industrial enterprises.

Enterprises nowadays often face situations in which may be compromised their future
development and prosperity. Exploitation of talent management in industrial enterprises
currently has a growing trend. For enterprises, to be competitive, to perform the long-term
performance, is needed to tend towards the achievement of the strategic goals is the talent
management meaningful strategic alternative. Talent management today becomes a driver of
efficiency in business processes. Successfully implemented talent management can also help
to improve the other activities, what is the nature of synergy effect of talent management.

It should be noted that it is necessary to have in the hands an instrument which can manage
and improve the performance of employees and thus the efficiency of the entire enterprise.

In order to achieve high performance, enterprises need to have a strong and credible strategy,
set an appropriate corporate culture, innovative products, services and processes, but, in
particular, must be able to attract, develop and retain talent. This is possible only with
systematic and planned approach to talent management. The article presents a methodological
framework of successful implementation of talent management, as one of the instruments for
the achievement of long-term performance. In other words, this approach points to what must
be the management of the enterprise do in connection with talent management to ensure long-
term performance growth.

References

1. It's 2008: Do you know where your talent is? [online] Deloitte, c2004 [vid. 2005-
11-02]. 20 p. (PDF). Available from: http://www.deloitte.com/assets/Dcom-
SlovakRepublic/Local%20Assets/Documents/DTT_DR_Talent_final%2005%281%2
9.pdf.

2. HRONIK, F. Rozvoj a vzdelavani pracovniki. Praha: Grada Publishing, 2007. 240 p.
ISBN 978-80-247-1457-8.

3.  KOLTNEROVA, K. and SAMAKOVA, J.: The necessity of personnel planning in
the project management in industrial enterprises. In: Annals of DAAAM and
Proceedings of DAAAM Symposium. - ISSN 1726-9679. - Vol. 22, No. 1. Annals of
DAAAM for 2011 & Proceedings of the 22nd International DAAAM Symposium
"Intelligent Manufacturing & Automation: Power of Knowledge and Creativity", 23-
26th November 2011, Vienna, Austria. - Vienna : DAAAM International, 2011. -
ISBN 978-3-901509-83-4, pp. 1593-1594.

-282-



4.  MAKHIJANI, N. and RAJENDRAN, K. and CREELMAN, J. Managing Human
Capital in Indonesia: Best Practices in Aligning Peoples with Strategics Goals.
Jakarta: Azkia Publisher, 2009, 196 p. ISBN: 978-979-18673-2-0.

5. MICHAELS, E., HANFIELD-JONES, H. and AXELROD, B. The War for Talent.
Boston, MA: Harvard Business School Press, 2001. 240 p. ISBN: 1-57851-459-2

6.  Potential for what? [online] Hay Group c2007, [vid. 2008-1]. 24 p. (PDF). Available
from: http://www.haygroup.com/downloads/au/AU_Potential _for_What-col.pdf

7. SULIK, I. and HYBSKA, E. Nalichavy rozvoj lidrov. TREND Special -
Poradenstvo, 2008, Iss. 41, ISSN 1336-2674.

8.  Talent Mobility 2020 [online]. PwC, ¢ 2010 PwC. 36 p. (PDF). Available from:
http://www.pwc.com/gx/en/managing-tomorrows-people/future-of-work/pdf/talent-
mobility-2020.pdf.

9.  VODAK, J. and KUCHARCIKOVA, A. Efektivni vzdélavani zamé&stnanci. Praha:
Grada Publishing. 2007, 212 p., ISBN 978-80-247-1904-7.

Acknowledgements

This work was supported by the VEGA, a scientific grant agency of the Ministry of Education
of the Slovak Republic (ME SR) and of Slovak Academy of Sciences (SAS) under Grant
1/0055/13 “Systematization of the impact of factors and conditions of knowledge
management in the context of business strategy on work incentives and its reflection in
growth efficiency, respectively sustainable level of business*.

Kontaktni tdaje

Ing. Zuzana Betinov4, Ph.D.

Slovenska technicka univerzita v Bratislave
Materialovotechnologicka fakulta so sidlom v Trnave
Paulinska 16, 917 24 Trnava

Tel.: +421 918 646 032

e-mail: zuzana.betinova@stuba.sk

Ing. Zdenka Gyurak Babel'ova, Ph.D.

Slovenska technicka univerzita v Bratislave
Materialovotechnologické fakulta so sidlom v Trnave
Paulinska 16, 917 24 Trnava

Tel.: +421 918 646 032

e-mail: zdenka.babelova@stuba.sk

Doc. Ing. Andrea Holkova, Ph.D.

Slovenska technicka univerzita v Bratislave
Materialovotechnologické fakulta so sidlom v Trnave
Paulinska 16, 917 24 Trnava

Tel.: +421 918 646 032

e-mail: andrea.chlpekova@stuba.sk

-283 -



VYMAHANIE NEZLUCITEENEJ STATNEJ POMOCI
RECOVERY OF INCOMPATIBLE STATE AID

Jana Juhasova Golian

Abstrakt

Pokracujuca prevadzka stratového podniku viedla k akumuldcii verejnych zavazkov na ukor
slovenskych danovnikov. Podl'a osobitného zakona musel podnik NCHZ platit’ iba cast’
prispevkov do socidlneho zabezpeCenia a na zdravotné poistenie, ateda bol nedovolene
zvyhodneny v porovnani s konkurentmi, ktori si museli v plnej miere plnit’ svoje povinnosti.
Tato vyhoda dosahuje priblizne 4,8 mil. EUR a teraz sa musi vratit’ spat’. Komisia v priebehu
vysetrovania zistila, Ze podnik NCHZ bol predany ako jeden balik investorovi, ktory prevzal
velku vacsinu zamestnancov a pokracoval v uplatiiovani tej istej obchodnej stratégie, aka
uplatiioval podnik NCHZ. Kupujuci, podnik Fortischem, je preto hospodarskym néstupcom
podniku NCHZ, na ktorého sa stale vztahuje nedovolené zvyhodnenie v dosledku ziskania
nezlucitel'nej pomoci.

Kli¢ova slova: slovenska spolocnost, Statha pomoc, kartel, pokuty

Abstract

The continued operation of the loss-making company led to an accumulation of public
liabilities at the expense of the Slovak taxpayers. Under the special law, NCHZ was only
required to pay social security and health insurance contributions in part and therefore
received an undue advantage over competitors who had to meet their obligations in full. This
advantage amounts to around €4.8 million and now needs to be returned back. The
Commission's investigation established that NCHZ was sold in a bundle to an investor who
took over the large majority of the employees and continued the same business strategy as
NCHZ. The buyer, Fortischem, is therefore the economic successor of NCHZ who still
retains the undue advantage procured by the incompatible aid.

Key words: Slovak company, state aid, cartel, fines

1 COMMISSION ORDER TO RECOVER INCOMPATIBLE STATE
AID

1.1 Loss-making company

The European Commission has concluded that the Slovak chemical company Novackeé
chemické zavody a.s. (NCHZ) benefitted from incompatible state aid during its bankruptcy
procedure and that this aid has to be paid back. Moreover, the investigation showed that
Fortischem, who acquired practically the entire NCHZ business, is the economic successor of
NCHZ and thus also benefitted from the aid. Therefore, both NCHZ and Fortischem are
liable to pay back the aid.

NCHZ was a chemical company in Slovakia with around 2000 employees. In October 2009,
the company filed for bankruptcy. In November 2009, Slovakia adopted a law requiring
administrators to ensure the continued operation of strategic companies during bankruptcy
proceedings. In December 2009, NCHZ was proclaimed by the Government to be a strategic
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company. The law expired in December 2010 and NCHZ is the only company to which it
ever applied.

The Commission opened an in-depth investigation into the measures in favour of NCHZ in
July 2013.* The investigation related to two periods:

i.December 2009 — December 2010 when NCHZ continued its operations by virtue of
the application of the special law; and

ii.January 2011 — July 2012 when NCHZ continued its operations based on the decision
of the creditors.

In both periods, the continued operation of the loss-making company led to an accumulation
of public liabilities (e.g. social security and health insurance contributions) at the expense of
the Slovak taxpayers.

In relation to period (i) the Commission has concluded that the special law deprived the
administrator and the creditors of their discretion to decide whether the continued operation
was economically beneficial. The administrator only ordered a comprehensive economic
analysis and called a meeting of the company's creditors to decide whether to operate NCHZ
further or not when the special law was about to expire. Under the special law, NCHZ was
only required to pay social security and health insurance contributions in part and therefore
received an undue advantage over competitors who had to meet their obligations in full. This
advantage, in the form of the accumulated public liabilities, amounts to around €4.8 million
and now needs to be returned to Slovak taxpayers.

In relation to the second period, the Commission found that none of the public creditors had a
veto right in the creditors' committee. Therefore they could not block the other creditors or
take decisive influence in the decision whether to continue operations. This decision is
therefore not imputable to the state. Moreover, the creditors' decision was based on a detailed
economic analysis prepared by the administrator, which concluded that it was in the interest
of the creditors to continue operations and sell the business as a going concern. The proposal
was accepted by all creditors (public and private). The different state entities represented in
the creditors' bodies thus behaved as any private creditor would have done in the same
circumstances in accordance with the so-called market economy investor principle. For these
reasons the continued operation of NCHZ in the second period did not involve state aid.

Finally, the Commission's investigation established that NCHZ was sold in a bundle to an
investor who took over the large majority of the employees and continued the same business
strategy as NCHZ. The buyer, Fortischem, is therefore the economic successor of NCHZ who
still retains the undue advantage procured by the incompatible aid.

1.2 Economic continuity

In 2009 the Commission fined NCHZ for participating in a cartel on the markets for calcium
carbide.? NCHZ appealed the fine and at the same time filed for bankruptcy. In 2012, the EU
General Court upheld NCHZ's fine.®

In 2012 NCHZ was sold to Via Chem Slovakia, a Czech company. One day later, Via Chem
Slovakia sold the chemical division business of NCHZ (with more than 95% of the
employees) to Fortischem.

! See IP/13/638
2 See 1P/09/1169
% See MEMO/12/985
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To comply with a Commission decision ordering the recovery of incompatible aid, it is well
established EU court jurisprudence that insolvent beneficiaries have to be wound up in
accordance with national bankruptcy procedures, the liabilities relating to the repayment of
the aid must be registered in the schedules of liabilities, and their assets have to be sold under
market conditions, provided that the bankruptcy procedures lead to their exit from the
market.

The EU courts have also made it clear that, when the aid has not been entirely recovered from
the insolvent beneficiary and a company has been created to continue some of its activities,
the pursuit of these activities (so-called "economic continuity™) may prolong the distortion of
competition brought about by the advantage that the incompatible aid had procured.
Accordingly, the newly created company may, if it retains that advantage, be required to
repay the aid in question.

To determine whether aid has been passed on to new owners in an asset sale, the Commission
assesses whether there is economic continuity between the new and previous owner. The
Commission uses a set of indicators, such as the scope of the sold assets (assets and
liabilities, maintenance of workforce, bundle of assets), the sale price, the identity of the
buyer(s), the moment of the sale and the economic logic of the operation.

Public interventions in companies that carry out economic activities can be considered free of
state aid in the meaning of the EU rules when they are made on terms that a private player
operating under market conditions would have accepted (the market economy investor
principle — MEIP).

If the MEIP is not respected, the public intervention constitutes state aid because it procured
an economic advantage to the beneficiary that its competitors did not have. The Commission
will then proceed to assess, whether such aid can be found compatible with the common EU
rules that allow certain categories of aid.

2 IN-DEPTH INQUIRY INTO STATE MEASURES IN FAVOUR OF
COMPANY

2.1 Accumulation of public debt

The European Commission has opened an in-depth investigation to verify whether the non-
payment of social security contributions and other liabilities due to the Slovak state during
the bankruptcy proceedings of NCHZ was in line with EU State aid rules. The opening of an
investigation gives interested third parties the opportunity to submit comments; it does not
prejudge the outcome of the investigation.

NCHZ was a chemical company in Slovakia with around 2000 employees. In October 2009,
the company filed for bankruptcy. In November 2009, Slovakia adopted a law requiring
trustees to ensure the continued operation of strategic companies during bankruptcy
proceedings. In December 2009, NCHZ was proclaimed by the Government to be a strategic
company. The law expired in December 2010 and NCHZ is the only company to which it
ever applied.

During the bankruptcy proceedings NCHZ did not pay social security contributions for its
employees and other liabilities towards various state entities, as its revenues did not cover its
operating costs. After the expiry of the law, the creditors' committee decided to continue
NCHZ's operations, although its results continued to be loss making, which led to an
accumulation of public debt for the period 2009-2012. In 2012 NCHZ was sold in a tender to
Via Chem, a Czech company.
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The Commission's preliminary view is that Slovakia protected NCHZ from the results of
standard bankruptcy proceedings through the application of the law on strategic companies.
There are also indications that the decision of the creditors to continue NCHZ's operations
after the expiry of the law was attributable to the State. The Commission will now verify
whether any of these measures gave the company an economic advantage over its
competitors and therefore constitute state aid. If this is the case, the Commission will then
ascertain whether such state aid could be compatible under the EU guidelines on state aid for
rescuing and restructuring firms in difficulty.

Moreover, the Commission has doubts whether the NCHZ assets were sold at the market
price, which would ensure a maximisation of revenues to satisfy the company's creditors,
including the State. An analysis of the sale also indicates that the business was sold as a
going concern, including the potential advantages that NHCZ received from the State. As a
consequence, if the Commission finds that NCHZ received unlawful state aid, the new owner
of the business could be liable to pay it back.

In July 2009 the Commission fined NCHZ EUR 19.6 million for participating in the calcium
carbide cartel.”

2.2 Antitrust and fines imposed

The European Commission welcomed the judgments by the EU General Court (GC)
upholding the fines imposed in 2009 on Novacke chemické zavody (NCHZ), Ecka Granulate
and Almamet for participating in a cartel in the sector of calcium carbide and magnesium
based reagents. This judgment is important, because it confirms the validity of the
Commission's approach for the finding of an infringement and the setting of the fines of these
companies.

In 2009, the Commission fined several producers of calcium carbide and/or magnesium
based reagents a total of €61 million for having participated in a price fixing and market
sharing cartel between 2004 and 2007.

The GC confirmed both the fines imposed by the Commission for this serious infringement
of EU antitrust rules, and the Commission's assessment of the claims that these companies
were unable to pay the fines (ITP claims).

The GC also confirmed that the investment company 1.garantovana was jointly liable with
NCHZ for the payment of the fine.’

These judgments confirm the Commission's reasoning for rejecting the ITP claims and the
validity of the fines imposed.

The Commission's decision of July 2009 addressed 9 companies for having colluded, directly
or as liable parent company, on prices and customers for the sales of calcium carbide powder,
calcium carbide granulates and magnesium granulates in a substantial part of the European
Economic Area (EEA). Calcium carbide powder and magnesium granulates are used for
desulphurisation or desoxidation purposes in the steel industry; calcium carbide granulates
are used for the production of acetylene, a welding gas.

Paragraph 35 of the Commission's guidelines on fines foresees the possibility for a company
to apply for a reduction of a cartel fine, when payment of the full fine would irretrievably
jeopardise a company's economic viability and cause its assets to lose all their value. In the

% See 1P/09/1169
5 Case T-392/09
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investigation under review, the Commission did not reduce the fines pursuant to Paragraph
35 of the guidelines on fines.

3 PRICE FIXING AND MARKET SHARING CARTEL

3.1 Anticompetitive behaviour

The European Commission has imposed a total of € 61 120 000 fines on nine companies —
Almamet, Donau Chemie, Ecka Granulate, Holding Slovenske elektrarne (for its former
subsidiary TDR Metalurgija), Novacke chemické zavody and its former parent 1.garantovana,
SKW Stahl-Metallurgie and its former parent companies Evonik Degussa and Arques
industries — for violating the EC Treaty’s ban on cartels and restrictive business practices
(Article 81). Akzo Nobel also participated but was not fined because it revealed the existence
of the cartel to the Commission. Between 2004 and 2007 the companies fixed prices and
shared markets for calcium carbide powder, calcium carbide granulates and magnesium
granulates in a substantial part of the European Economic Area (EEA). Calcium carbide
powder and magnesium granulates are used in the steel industry for desulphurisation or
deoxidation purposes. Calcium carbide granulates are used for the production of acetylene, a
welding gas. The fine for Evonik Degussa was increased by 50% because it had previously
taken part in similar infringements.

Competition Commissioner Neelie Kroes said: “Industrial customers all over Europe suffered
from this cartel for several years. The Commission will not tolerate such economic damage to
Europe's industrial base”.

The Commission's investigation started with surprise inspections in January 2007, prompted
by an application for immunity lodged by Akzo Nobel under the 2002 Leniency Notice.®

Calcium carbide powder and magnesium granulates are essential products in the steel
production process. They remove oxygen and sulphur impurities from molten steel and
improve the quality of the final product. Calcium carbide in granular form is used to produce
the welding gas acetylene by adding water. Acetylene is usually used in the form of cylinder
gas for cutting and welding metal. The combined markets of calcium carbide powder, calcium
carbide granulates and magnesium granulates in the EEA are estimated to be worth some 175
million euros.

From April 2004 to January 2007, Akzo Nobel, Almamet, Donau Chemie, Ecka Granulate,
Novacke chemické zdvody, SKW Stahl-Metallurgie and TDR Metalurgija operated an EEA-
wide cartel, except in Spain, Portugal, Ireland and the UK. They shared the market, allocated
customers and agreed price increases for calcium carbide powder in at least twelve
multilateral meetings, first at the premises of a participant and later at hotels in Germany,
Austria, Slovakia and Slovenia. During those meetings, participants also agreed their
respective market shares.

The calcium carbide granulates producers (Akzo Nobel, Donau Chemie, Novacke chemické
zavody and TDR Metalurgija) used the same multilateral meetings to coordinate their
behaviour and exchange anticompetitive information.

As a consequence of the collusion on calcium carbide powder, Almamet, Ecka and SKW
Stahl-Metallurgie started colluding on the supplies of magnesium granulates, a possible
substitute for calcium carbide powder. They organised at least five separate meetings in hotels
in the neighbourhood of Salzburg, usually shortly after the calcium carbide powder meetings.

® See IP/02/247 and MEMO/02/23
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The mechanism for the calcium carbide powder cartel served as an example, including the use
of a market sharing table that was named the 'Bible".

3.2 Setting the fines

In setting the fines, the Commission took into account the respective affected sales of the
companies involved as well as the very serious nature of the infringement and the
geographical scope of the cartel agreements. The Commission increased the fines for Akzo
Nobel by 100% and Evonik Degussa by 50% because they had already been fined by the
Commission for previous cartels (Akzo Nobel - sodium gluconate, organic peroxide, choline
chloride and MCAA; Evonik Degussa - animal feed. However, Akzo Nobel received full
immunity from fines because it was the first company to come forward with information
about the cartel under the Commission's 2002 Leniency Notice.

The Commission also took into account the cooperation of Donau Chemie and Evonik
Degussa in the investigation and reduced their fines by 35%, and 20% respectively.

The fines in this case are based on the 2006 Fines Guidelines’, in force at the time the
Statement of Objections was notified.

The fines imposed are as follows:

Reduction under the Reduction under the Fine* (€)
Leniency Notice (%) Leniency Notice (€)
Akzo Nobel (The
Netherlands/Sweden) 100 17400 000 0
Almamet (Germany) 0 0 3040 000
Donau Chemie (Austria) 35 2 700 000 5000 000
Ecka Granulate (Germany/Austria) 0 0 6 400 000
Novécke chemlgke zavod_y and 0 0 19 600 000
1.garantovana (Slovakia)
SKW Stahl-Metallurgie and
ARQUES Industries (Germany) 0 0 13 300 000
Evonik Degussa (Germany) 20 1170 000 4 680 000**
HSE (Slovenia) 0 0 9 100 000
TOTAL 61 120 000

(*) Legal entities within the undertaking may be held jointly and severally liable for the
payment of the fine

(**) of which 1 040 000 jointly and severally with SKW Stahl-Metallurgie

Any person or firm affected by anti-competitive behaviour as described in this case may bring
the matter before the courts of the Member States and seek damages. The case law of the
Court and Council Regulation 1/2003 both confirm that in cases before national courts, a
Commission decision is binding proof that the behaviour took place and was illegal. Even
though the Commission has fined the companies concerned, damages may be awarded
without these being reduced on account of the Commission fine.

’ See IP/06/857 and MEMO/06/256
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CONCLUSION

The long process over incompatible state aid from Novacké chemické zavody a.s. (NCHZ)
and Fortischem has come to conclusion at the end of the year 2014.

The European Commission has decided that the Slovak chemical company NCHZ benefitted
from incompatible state aid during its bankruptcy procedure. The Fortischem, as the
economic successor of NCHZ also benefited from the aid. Therefore, both NCHZ and
Fortischem are liable to pay back the aid.

According to Commissioner in charge of the competition policy “Fair competition and the
application of EU competition rules cannot be circumvented by special laws. The state aid
granted to NCHZ must now be recovered.™
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VZTAH OSOBNOSTNYCH CHARAKTERISTIK A PRACOVNEJ
ANGAZOVANOSTI

RELATIONSHIP BETWEEN PERSONALITY TRAITS AND
EMPLOYEE ENGAGEMENT

Zuzana Lazistanova

Abstrakt

Pracovnd angazovanost’ zaujima Coraz viac profesiondlov v oblasti riadenia 'udskych zdrojov,
liniovych manazérov, aj vrcholovy manazment firiem. Podla Eurdpskeho modelu
angazovanosti z Univerzity v Utrechte je pracovnd angaZovanost pozitivny a napliajuci
psychicky stav savisiaci s pracou, charakterizovany energickostou, oddanostou a zaujatim.
Tento prispevok sa zameriava na vztah medzi pracovnou angaZovanostou a vybranymi
dispozi¢nymi charakteristikami (model Piatich velkych faktorov, sebaucta, vSeobecna
sebaucinnost, miesto kontroly). Zaver je venovany dosledkom pre prax v oblasti vyberu a
rozvoja pracovnikov.

KPucové slova: osobnostné charakteristiky, model Piatich velkych faktorov, pracovna
angazovanost

Abstract

Employee engagement is a concept that catches growing attention of HR professionals, line
managers and CEQOs over the last years. According to the European Engagement Model
created by researchers from the Utrecht University group, it is understood as a positive,
fulfilling, work-related state of mind that is characterized by vigor, dedication, and
absorption. This article is focused on the relationship between employee engagement and
dispositional characteristics such as Big five personality dimensions, self-esteem, generalized
self-efficacy, locus of control. Subsequently, consequences for employee selection and
development are discussed shortly.

Key words: personality traits, Five-Factor Model, employee engagement

1. UvVOD

Pracovnd angazovanost je v organizatnej praxi Coraz CastejSie sklofiovanym pojmom.
Zameriavaju sa na fiu prieskumy renomovanych medzinarodnych konzultacnych spolo¢nosti a
HR profesionali, aj liniovi manaZéri sa zaujimaju o to, ako pracovni angazovanost’ zvySovat,
resp. udrzat’. Vrcholovy manazment firiem vnima pracovnu angazovanost ako ukazovatel
previazany s finan¢nymi vysledkami.

Vzt'ah medzi faktormi pésobiacimi v organizatnom kontexte (na Urovni prace samotnej,
pracovnej skupiny, ako aj systémov v organizacii) a uroviiou pracovnej angazovanosti bol za
posledné dve desatro¢ia bohato preskimany (napr. Kahn, 1990; May a kol., 2004; Rich a
kol., 2010). Posledné roky sa pozornost zafina venovat vztahu medzi osobnostnymi
charakteristikami a pracovnou angazovanostou, avSak vyskumov v tejto oblasti je zatial
pomerne malo. Hoci sa Kahn vo svojom vyskume pracovnej angaZzovanosti snazil najst’ také
psychologické podmienky jej vzniku, ktoré by boli dostatocne vSeobecné a univerzalne platné
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bez ohladu na individualne rozdiely (1990, str. 695), nepopieral vyznam individualnych
(dispozi¢nych) rozdielov pre vznik a preZivanie pracovnej angazovanosti (tamze, str. 718).
Vyskumy v tejto oblasti ukazujii, Ze na pracovni angaZovanost moézu mat vplyv
demografické charakteristiky ako vek, rasa a pohlavie (bliZSie pozri Jeung, 2011, str. 61), ako
aj rbzne osobnostné charakteristiky — od ¢t a temperamentu, aZz po fyziologické ,,nabudenie*
(arousal).

2. PRACOVNA ANGAZOVANOST: DEFINICIA POJMU

Akademicka diskusia o pracovnej angazovanosti a jej prinosoch pre organizacie zacala v USA
zaCiatkom 90-tych rokov minulého storo¢ia. Autorom jednej z prvych prac venovanej tejto
problematike je William A. Kahn z Bostonskej Univerzity. Pracovnu angazovanost' chapal
ako zapojenie a vyjadrenie nasho ,,preferovaného self* (do pracovnych aloh) podporujuce
spojenie s pracou as ostatnymi, ,,duchompritomnost™ (nasadenie s plnym vyuZitim naSich
fyzickych, kognitivnych aemocionalnych zdrojov) aaktivny, plnohodnotny vykon
v pracovnych rolach (Kahn, 1990).

V stcasnosti v Eurdpe prevlada chapanie pracovnej angaZzovanosti vytvorené tzv. Utrechtskou
skupinou. Vyskumnici posobiaci v Holandsku sa spociatku zameriavali na skimanie
syndromu vyhorenia a postupne, najskér ako ,,vedlajsi produkt™ ich vyskumov, vznikla
pozitivne formulovana definicia pracovnej angaZzovanosti vratane modelu jej vzniku.
Pracovnul angazovanost’ definuju ako samostatny koncept nezavisly od vyhorenia (Schaufeli,
Salanova, Gonzélez-Roma, Bakker, 2002, str. 74): je to pozitivny a napliajici stav mysle
tykajici sa prace, charakterizovany energickostou (vigor), oddanostou (dedication)
a pohltenim (absorption). Ako poznamenava Truss (podl'a Jenkins, Delbridge, 2013, str.
2672) uvedené chapanie pracovnej angazovanosti ako konstruktu sivisiaceho s pocitmi,
mySlienkami a spravanim jednotlivcov v interakcii sich pracou, vytvorené Utrechtskou
skupinou, je v sucasnosti dominantnym pohladom. Na zaklade mnohych vyskumnych prac
Utrechtskej skupiny sa ich definicia pracovnej angazovanosti stala referenénym modelom
(European Engagement Model; podla Yalabik akol., 2013, str. 2801) reSpektovanym
v akademickej obci.

3. PATFAKTOROVY MODEL OSOBNOSTI A TEMPERAMENT AKO
PREDIKTORY PRACOVNEJ ANGAZOVANOSTI

Pitfaktorovy model osobnosti je celosvetovo popularny arozSireny model osobnostnej

Struktury vychadzajuci z patdesiatich rokov vyskumu. Jeho uzito¢nost’ spo¢iva v tom, Ze

poskytuje systematicky spdsob, akym mozno popisat’ individualne rozdiely v socialnom

spravani — prava vd’aka tomu sa stal vychodiskom pre modernti psychologicku diagnostiku

(Hogan, Hogan, Warrenfeltz, 2007). Tento model normalnej osobnosti je postaveny na piatich

dimenziach (Ruisel, Halama, 2007; Hogan, Hogan, Warrenfeltz, 2007):

* neurotizmus (vSeobecna tendencia prezivat’ negativne afekty — strach, smuatok, ohrozenie,
hnev a vnimat’ svet ako ohrozujlci, mimo kontroly; sklon slabsie kontrolovat’ vlastné
impulzy),

= extraverzia (orientdcia na vonkajSi svet, potreba socialnej pozornosti a interakcie,
energickost’),

= otvorenost’ (potreba intelektudlnej stimulécie, zmeny a pestrosti, ochota prijimat’ nové
myslienky),

= privetivost’ (potreba prijemnych, harmonickych vztahov s inymi, tendencia k spolupraci),

= svedomitost’ (ochota respektovat’ pravidla, konvencie, kontrola impulzov, cielavedomost’,
spol'ahlivost).
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V tejto oblasti dospela k zaujimavym zisteniam uz spominana Utrechtska skupina. Na zéklade
analyzy osobnostnych rozdielov (pouZili NEO-FFI) 572 holandskych pracovnikov dospeli
k zaveru, Ze pre pracovnl angazovanost je charakteristickd nizka uroven neurotizmu
sprevadzand vysokou uroviiou extraverzie a vysokou troviiou mobility nervovych procesov
(,,mobility”“; podl'a Pavlovovho chapania temperamentu). Spominané tri osobnostné
charakteristiky signifikantne predikovali pracovni angazovanost’ nezavisle na veku, pohlavi
aurovni vzdelania (Langelaan akol., 2006, str. 528). Uroveii neurotizmu bola jedinou
kl'u¢ovou premennou charakterizujicou vyhorenych pracovnikov a najvyznamnejSou
premennou charakterizujicou pracovnikov s vysokou uroviiou pracovnej angaZzovanosti.
Extraverzia bola druhym vyznamne rozliSujucim faktorom iba v pripade pracovnej
angazovanosti (tamze, str. 528, tabul'ka 2).

Co sa tyka temperamentu, ,,mobilita“ bola tretim vyznamne rozlidujucim individualnym
faktorom predikujicim pracovnu angazovanost. Tato osobnostna charakteristika ,,dofarbuje*
obraz pracovnikov s vysokou uroviiou pracovnej angazovanosti a mdze byt vyznamnou
z hl'adiska ich retencie: podla vysledkov vyskumu angaZovani jednotlivci (majd vysoku
»~mobilitu”“ a preto) sa rychlo adaptuji na zmeny v prostredi aI'ahko prechadzaju z jednej
aktivity na inu (¢o mdze znamenat aj to, Ze ich pokojné prostredie bez vyziev za¢ne ¢asom
nudit’). Z predchadzajucich vyskumov vyplyvaju podobné kvalitativne popisy angaZovanych
pracovnikov, ako aj zaver, ze pokial’ aktualna praca uZ neponuka dostato¢ne zaujimavé
zadania, vyzvy, je velmi pravdepodobné, ze zamestnanci s vysokou uroviiou pracovnej
angazovanosti budu hl'adat’ zmenu (tamze, str. 529).

4. OSOBNE ZDROJE AKO FAKTOR PRIAMO OVPLYVNUJUCI PRACOVNU
ANGAZOVANOST

,»,0Osobné zdroje* (personal resources) definuja Hobfoll akol. (2003, podla Xanthopoulou
a kol., 2007, str. 123-124) nasledovne:
,.---aspects of the self that are generally linked to resiliency and refer to individuals'
sense of their ability to control and impact upon their environment successfully.*

Xanthopoulou a kol. (2007) pouzili pojem ,,0sobné zdroje* pri rozSirovani ich Modelu
pracovnych poZiadaviek a zdrojov/ Job Demands-Resources Model (JD-R model; Demerouti
a kol., 2001) o osobnostné charakteristiky zohravajlace Ulohu pri pracovnej angaZzovanosti a
burnoute achapu pod nimi nasledujice konStrukty: ,,organizational-based self-esteem®,
»optimism®, , generalized self-efficacy” (str. 124). Ich vyskum potvrdil (str. 137), Ze osobné
zdroje su délezitym predpokladom vzniku pracovnej angaZzovanosti a ziskavania pracovnych
zdrojov (job resources). Pracovnici s dostato¢nymi osobnymi zdrojmi majua déveru vo vlastné
schopnosti a optimisticky pohlad na svoju budicnost. Takéto nastavenie im umoziuje
rozpoznat’ (resp. dokonca vytvorit) v prostredi viac ,,prvkov®, ktoré im pomdézu dosiahnut
ciele, ¢o nasledne vedie k vySSej Urovni pracovnej angaZzovanosti.

Zaroven sa ukazalo, ze tito pracovnici nevnimali v prostredi menej pracovnych poZiadaviek
ako ostatni, tzn. napriek rovnakému mnozstvu a naro¢nosti poziadaviek sa s nimi vedeli lepSie
vysporiadat’ a neprezivali taku Unavu, ako pracovnici s mensimi osobnymi zdrojmi (tamZe,
str. 137). Osobné zdroje teda zohravali Glohu ,,tlmi¢a* naro¢nych poziadaviek prace, ¢im
chranili jednotlivcov pred vycerpanim azaroven mobilizovali jednotlivca k hl'adaniu
spdsobov ako splnit’ ciele.
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Rich akol. (2010) vyskumne overovali tlohu d’alSich pribuznych konstruktov zoskupenych
v tzv. jadrovych sebahodnoteniach/ core self-evaluations ako faktora vplyvajuceho na vznik
pracovnej angaZovanosti, konkrétne: sebaucty/ self-esteem, vSeobecnej sebaucinnosti/
generalized self-efficacy, miesta kontroly/ locus of control a stability/ emotional stability. Ich
zistenia potvrdzuja (str. 626-627) to, ¢o zistila Utrechtska skupina: osobné zdroje boli
jednym ztroch faktorov spriamym dopadom na pracovnii angazovanost a pracovnu
spokojnost’ a s nepriamym vplyvom na vykon.

Oba spominané vyskumy vychaddzaju z pohladu na osobnost’ ako ,socialne ucenie*
avyuZivaju koncepty Banduru, Seligmana, Rottera a d’alsich (pozri napr. Hall, Lindzey,
1999). Na rozdiel od ,.értového* pristupu s dérazom na relativne nemenné osobnostné
charakteristiky (ako napr. model ,,Velkej piatky*) je chapanie osobnosti ako socidlneho
ucenia optimistickejSie, pretoZze je prislubom mozZnosti ,tvarovat* ur¢ité osobnostné
charakteristiky (osobné zdroje) scielom podporit’ a rozvinat' tie, ktoré st dolezité pre
dosiahnutie pracovnej angazovanosti.

5. DOSLEDKY PRE PRAX: VYBER A ROZVOJ PRACOVNIKOV

Poznanie savislosti medzi réznymi aspektmi osobnosti a pracovnou angazovanostou ma pre
organizécie, hlavne v oblasti riadenia lI'udskych zdrojov, vyznam v troch oblastiach: pri
vybere arozvoji pracovnikov apri intervenciach zameranych na podporu pracovnej
angazovanosti v organizécii ako celku.

Ak by bol jednym z kritérii vyberu pracovnikov osobnostny profil priaznivy pre pracovnd
angazovanost’ Z perspektivy modelu Piatich vel’kych faktorov (tzn. nizky neurotizmus/ vysoka
stabilita a vysoka extraverzia), mohli by sme sa pri vybere na niektoré pozicie dostat’ do
konfliktu s poZiadavkami na zamestnanca vyplyvajucimi z opisu prace (napr. vysoka miera
extraverzie pri uctovnickych a manazérskych pozicidch). Preto by sme zistenia o vztahu
pracovnej angaZzovanosti a modelu Piatich velkych faktorov mali brat’ skor informacne
a vyuzit’ ich hlavne pri rozvoji pracovnikov.

Rich akol. (2010) pri vybere pracovnikov odpori¢aji zamerat’ sa na kandidatov s vysokou
uroviiou jadrovych sebahodnoteni a s hodnotovym profilom, ktory je v stlade s hodnotami
organizécie (str. 631). Tento pristup by bol spravodlivejSi aj k pracovnikom, ktori nemajd
vhodny osobnostny profil z hl'adiska ¢rtového, ale osvojili si vhodné ,,copingové® stratégie.
Testy na meranie sebahodnotenia, sebaucinnosti a pribuznych konstruktov nemaju skore
socialnej desirability (,,1Zi skore*) a preto ich pouzitie pri vybere moze byt len doplnkové,
orienta¢né pre d’alsi rozvoj a pracovnu adaptaciu.

Uz Kahn (1990, str. 718) reflektoval na potrebu skiimania stratégii, ktoré umoziuji 'ndom s
»hepriaznivym* dispoziénym nastavenim (z hl'adiska pracovnej angazovanosti) najst’ odvahu
a ,,vlozit* sa do prace naplno napriek tomu, Ze situdcie nevnimaju ako bezpecné (pocit
bezpeCia vlastného prejavenia sa jednotlivcov vnimal ako jednu ztroch kIicovych
podmienok vzniku pracovnej angazovanosti). Okrem poznania vplyvu dispozi¢nych faktorov
na pracovnu angazovanost’ je rovnako doélezité najst’ vhodné ,,copingové™ stratégie, ktoré by
Pudom umoznili prekonat’” nepriaznivé osobnostné nastavenie a dosiahnut’ vysSiu Groven
pracovnej angaZovanosti. Prave vyskumy, ktoré sa zaoberaju osobnymi zdrojmi moézu byt
dispozi¢né osobnostné charakteristiky nie st z hl'adiska pracovnej angaZzovanosti priaznive
(napr. neurotizmus, negativne emocionalne ladenie/ negative trait affect) je vhodné zamerat
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sa na posilnenie ich osobnych zdrojov (Xanthopoulou a kol., 2007, str. 138). Tzn. v ramci
vzdelavania arozvoja pracovnikov je potrebné naucit’ pracovnikov takym stratégiam
interpretovania situécii a spravaniu, ktoré im umoznia vo véc¢Sej miere prezivat' psychicke
stavy kl'ucové pre vznik audrZanie pracovnej angaZovanosti. V pripade spominanych
osobnych zdrojov by to znamenalo naucit’ pracovnikov vicsej dovere vo vlastné schopnosti
uspesne zvladnut’ rozne situdcie (Bandurov koncept sebaucinnosti, napr. Hall, Lindzey, 1999,
str. 429-431) a optimistickejSiemu nazeraniu a reakcidam na udalosti (Xanthopoulou a kol.,
2007, str. 138), tzn. naucit’ ich reagovat’ na udalosti adaptivnejSim spdésobom upravou ich
,vysvetlujuceho stylu® (Hall, Lindzey, 1999, str. 443). Intervencie v tejto oblasti by sa mali
tykat' aj manazérov, nakolko prave oni do velkej miery svojim spravanim vplyvaju na
pracovnikov a formujt ich pocit bezpec¢ia (May a kol., 2004). Vzdelavanie manazérov by
malo byt zamerané na to, ako budovat’ vzt'ahy s podriadenymi zaloZené na dovere a reSpekte,
ako podporit’ sebadoveru pracovnikov a viest’ ich ku proaktivite a konstruktivnejSim reakciam
na pracovné situacie.

6. ZAVER

Z hladiska pracovnej angazovanosti idealny osobnostny profil sdm osebe nie je ,,spdsonosny*
apre jej vznik arozvoj je potrebné, aby organizacia poskytovala pracovnikom dostato¢nu
podporu v podobe primeranej Urovne kontextovych faktorov na Grovni prace samotnej, timu,
aj na organizacnej urovni. Na toto reflektuju aj Rich a kol. (2010), ked’ vo svojom vyskume
poznamendvaju, Zze po vhodnom vybere by mali nasledovat vhodné formy rozvoja
pracovnikov (napr. mentoring), prilezitosti na socialnu adaptaciu a zdruZovanie sa s kolegami
a praktiky v riadeni l'udi (vratane systému riadenia vykonnosti poskytujuceho rozvojovd
spatnu vazbu) v stlade s hodnotami organizacie (tamze, str. 631).
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DLHOVE NASTROJE ISLAMSKEHO FINANCOVANIA -
ALTERNATIVA K STANDARDNEMU SPOSOBU FINANCOVANIA
PODNIKOV

DEBT INSTRUMENTS OF ISLAMIC FINANCE - ALTERNATIVE TO
CONVENTIONAL WAY OF FINANCING OF ENTERPRISES

Lenka Kalusova

Abstrakt

V sucasnej ekonomickej a hospodarskej situécii, v ¢ase, ked’ podniky bojujti o svoju zachranu
a hl'adajui sposoby, ktorymi by mohli financovat’ svoje aktivity, sa do popredia dostava téma
islamského financovania. Hoci nejde o Uplne novy aneznamy sp6sob v oblasti ziskavania
finan¢nych zdrojov, v kontexte stiasnej ekonomickej situdcie predstavuje moznu alternativu
k tradicnym spdsobom financovania podnikov. Cielom tohto prispevku preto bude
analyzovat’ islamské financie ako mozny nastroj financovania. V prispevku identifikujeme
vybrané typy islamského financovania a poukazeme na zakladné charakteristiky.

Kli¢ova slova: islamské financovanie, hlavné principy islamského financovania, dlhové
néstroje islamského financovania, murababh, istisna's, salam

Abstract

In the temporary economic position, at a time when enterprises are struggling for their rescue
and they are looking for ways to funding their activities, to focus on an issue of Islamic
finance. Although it is not a completely new and unfamiliar way of obtaining financial
resources, in the context of the temporary economic position it is a possible alternative to the
traditional way of funding enterprises. The aim of this paper is therefore to analyze Islamic
finance as a possible tool of enterprises. We identify selected types of Islamic financing and
point out their main characteristics.

Key words: Islamic finance, the main principles of islamic finance, debt instruments of
islamic finance, murababh, istisna's, salam

1 VYMEDZENIE ISLAMSKEHO FINANCOVANIA

PribliZzne v rokoch 1000 — 1500 nasho letopo¢tu zacalo dochadzat’ k postupnému formovaniu
islamského spdsobu financovania. Obchodnici na strednom vychode, ktorych obchodnymi
partnermi boli asto Spanieli, zadali vyuZivat' finanény systém obchodovania bez urokov
zaloZzeny na spolo¢nom zdielani ziskov a strdt. Nasledne srozvojom poctu obchodnych
partnerov v eurdpskych krajinach, mnohé eurdpske banky si zacali zakladat’ svoje pobocCky
v krajinach stredného vychodu a Azie. Ked’ze neskér globalnu ekonomiku zaéali ovplyviiovat
predovsetkym zapadoeurdpske krajiny a USA, ¢o spdsobilo aj dominanciu vyuzivania
Standardnych zdrojov financovania, islamské financovanie ostalo koncentrované iba
v relativne malej geografickej oblasti.

Prvé finan¢nd spolocnost’ zalozena na principoch Shari'ah bola Mit Ghamr Local Savings
Bank v Egypte. ISlo o prosperujicu spolo¢nost  fungujucu na zaklade islamského
naboZenského prava Shari‘ah. Nésledne v roku 1967 vznikla prva socialna banka Nasser
Social Bank. Z relativne malého poctu bank na zaciatku 70 — tych rokov 20. stor. (vratane
Islamic Development Bank a Dubai Islamic Bank) dochadzalo postupne k vyraznému rastu
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v oblasti islamského financovania (v 90 — tych rokoch 20. stor. vykazoval medziro¢ny narast
pribliZzne 10 — 15 % kazdy rok).*

Rapidny rozvoj v oblasti islamskych financii nastal na zaciatku 21. storo¢ia, kedy dochadzalo
k spdjaniu moslimov anemoslimov ak spolo¢nej spolupraci v oblasti vyvoja vyrobkov
a sluzieb. Islamské financovanie preSlo vyznamnym vyvojom, v sucasnosti je uz uznavanou
formou financovania zo strany globalnych finan¢nych organov a je na kvalitativne dobrej
arovni  voblasti poskytovania sofistikovanych alukrativnych finanénych sluzieb
s konkurenénymi cenami a dodrZiavanim Shari‘ah.?

Islamské financovanie predstavuje spésob financovania, ktory vychadza z dvoch hlavnych
zdrojov, a to:

- z0 zé&sad svétej knihy moslimov a
-z islamského nabozenského prava, Shari‘ah.’

1.1 Hlavné principy islamského financovania

Hlavny rozdiel medzi tradi¢cnym (konvenénym) a islamskym systémom financovania je
vtom, Ze islamské financovanie je zalozené na dosiahnuti uréitych socialnych ciel'ov
v prospech celej spolo¢nosti. Je to z toho dovodu, Ze islamske financovanie je povaZzované za
eticky systém a v ramci neho vSetky aktivity, vratane obchodu a podnikania, su sprevadzané
etickym kddexom. Islamské financovanie je zaloZzené na rovnosti medzi jednotlivymi
partnermi vzt'ahu. Vopred stanoveny urok z kapitalu je v islamskom spdsobe financovania
zakadzany z dovodu, ze podla islamskej viery by sa vyprodukované bohatstvo nemalo
hromadit’, ale malo by sa d’alej pouzivat’ na produktivny ucel, z ktorého vyhody by mali byt
d’alej zdiel'ané aj ostatnymi.

Hlavné principy islamského financovania by sme mohli zhrnat’ do piatich zakladnych bodov,
a to:

- existuje prisny zékaz platenia, resp. prijimania urokov,

- riziko nepodstupuje sam prijimatel’ kapitalu, v ramci islamského financovania vzdy
dochadza k del'be podnikatel'ského rizika medzi prijimatel’a kapitalu a poskytovatela
kapitalu,

- je zakdzana akdkol'vek forma Spekulativneho spravania sa — je zakdzané podstupovat
extrémne alebo nadmerné riziko,

- peniaze su vnimaneé ako potencialny kapital a podobu skuto¢ného kapitalu mozu mat’
iba v pripade, Ze su pouzité vo vyrobnej kapacite alebo v kombinacii s pracou,

- pripusta sa vykonavanie iba takych ekonomickych ¢innosti, ktoré nie sU v rozpore
alebo zakazané Shari‘ah. °

Ako je z predchadzajiceho textu zrejmé, principy islamského financovania sa tocia okolo
vyvazeného vztahu medzi rizikom avynosom. Pravidld islamskeho financovania jasne

! Corporation Essvale. Business Knowledge IT in Islamic Finance. London: Lightning Source Ltd, 5 p. ISBN
978-19-060-9662-5.

2 AYUB, M. 2007. Understanding Islamic finance. West Sussex: John Wiley and Son, Ltd., 2007. ISBN 978-0-
470-03069-1.

® VISSER, H. Islamic Finance. Principles and Practice. Edward Elgar Publishing Limited: Massachusetts,
2009. ISBN 978-1-84542-525-8.

* VENARDOS, A. M. Islamic Banking and Finance in South-east Asia. Its Development & Future. Singapore:
World Scientific Publishing Co. Pte. Ltd., 2005. 59 s. ISBN 981-256-152-8.

> SAID, P. Islamic Alternatives to Conventional Finance. In Islamic Finance: A Guide for International Business
and Investment. London: GMB Publishing Ltd., 2008. 13 — 14 s. ISBN 978-1-84673-078-8.
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stanovuju, ako by malo byt riziko kompenzované vo vztahu k vynosu a vlastnictvu. Autori
Archer, S. aKarim, R. A. A® wuvadzaju, 7e okrem GZery su tromi najdoleZitejsimi
ustanoveniami, ktorymi sa v islamskych financiach riadia rizika, nasledujuce sucasti:

zakaz nadmerného riskovania a hazardu — hazard je v ramci islamskych financii
striktne zakazany. Vo vSeobecnosti je charakterizovany ako hra s nulovym suctom
avelmi neistym vysledkom. VsSeobecnejSou formou rizikovych transakcii je
tzv. gharar — ide o transakciu, pri ktorej riziko straty je vysSie alebo sa nanajvys rovna
moznému zisku. VSetky hry s nulovym suétom, v rdmci ktorym zisk jednej strany
transakcie je rovny strate druhej strany transakcie, su nie len rizikové, ale v tomto
pripade riziko vyplyvajace z transakcie je aj neoprdvnené, pretoZe nedochadza
k tvorbe ekonomickej hodnoty,

vyvdZenost’ prdav a povinnosti — hovori o tom, ze ak hospodarsky subjekt znasa rizika
spojené s drzbou nejakého majetku (t.j. napr. riziko poSkodenia alebo straty majetku),
ma pravo ziskat’ vynos z drzby tohto majetku. Narok na vynos z vlastnictva vyZaduje,
aby subjekt znasal aj zodpovednost’ za stratu alebo poskodenie majetku, pricom tento
princip sa oznacuje ako ,,al — kharaj — bidhaman®.

zisk a zodpovednost’ - zisk alebo vynos su odbévodnené len v pripade vlastnictva
podkladového aktiva. Znamend to, Ze nie je mozne, aby sa vytvoril zisk
z obchodovania s majetkom bez toho, aby ste boli ako majitel' zodpovedny za tento
majetok. V ramci tejto zasady sa zakazuje branie uUroku ako cena za poziCanie
kapitalu. Dosahovanie zisku z pozic¢ania penazi by teda porusilo tato zasadu. Napr.
veritel’, ktory pozi€ia dlznikovi 1 000 €, prenasa tym, ze mu pozical peniaze, riziko
vyuzitia peilazi na dlznika. Preto podla tejto zasady kazdy vynos, ktory dlznik ziska
pouzitim pozi¢anych penazi, patri iba jemu, ked’ze znésa riziko transakcie. Nakol'ko
veritel’ neznasa riziko, fakticky neexistuje narok na urok. Ak chce veritel’ na transakecii
zarobit’, mal by postupovat’ nasledovne: ktpit’ tovar alebo sluzbu, a potom ho predat’
zakaznikovi za oCakavant cenu. Cena by zahfiiala naklady finanénika, ato vratane
nékladov na kapital. Casovéa hodnota je povolena len v obchode, v pripade Gverov nie.

NiZSie riziko spojené s islamskych financovanim bolo viditené aj po€as obdobia svetovej
ekonomickej krizy, kedy doSlo k znaénym stratam a rapidnemu poklesu hodn6t akcii na
globalnych svetovych trhoch, avSak islamské banky boli krizou zasiahnuté v podstatne niZ3ej
miere, a to z dévodu, Ze neboli vystavené stratdm z investovania do toxickych aktiv, pretoze
takéto aktivity maji zakazané.’

1.2 Investi¢né principy Shari'ah

V pripade rozhodovania sa 0 investovani penaznych prostriedkov islamské nabozenské pravo
Shari'ah stanovuje prisne podmienky pre spoloc¢nosti, ktoré mozu byt prijimateI'mi tychto
zdrojov. Pri rozhodovani o investovani sa posudzuju dve hlavné oblasti:

1. predmet podnikania - v prvom rade sa vylucuje moznost’ investovania do spolo¢nosti,

ktorych primarny ucel podnikania je v rozpore s islamskych prdvom. Pre investi¢né
ucely nie su vhodné spolo¢nosti, ktoré dosahuju viac ako 5 % zo svojich trzieb
z vyroby a predaja alkoholu, tabaku, produktov z bravéového misa, poskytujtacich
tradi¢né finan¢né sluzby (bankovnictvo, poistovnictvo), zbrane a obrana a podniky
posobiace v oblasti hazardnych hier a i.

® ARCHER, S., KARIM, R. A. A. Islamic Finance. The New Regulatory Challenge. Singapore: John Wiley and
Sons Singapore Pte. Ltd., 2013. ISBN 978-1-118-24706-8.

” Corporation Essvale. Business Knowledge IT in Islamic Finance. London: Lightning Source Ltd, 10 p. ISBN
978-19-060-9662-5.

-299 -



2. finanéné ukazovatele, ktoré sa posudzuju na zaklade udajov vykazovanych
V uctovnictve - cielom tohto kroku je odstranenie moznosti investovania do
spolo¢nosti s neprijatelnou uroviiou zadlZenosti a S neCistymi urokovymi vynosmi.
Sledujii sa tri hlavné finan¢né ukazovatele, priCom s stanovené hranice, ktoré
hodnoty tychto ukazovatel'ov nemdzu prekrocit’:

o pomer celkového dlhu na priemernej 24 — mesacnej trhovej kapitalizacii

spoloc¢nosti nesmie prekrocit’ 33 %,

0 celkovy podiel penazi aurocenych cennych papierov danej spolo¢nosti na

priemernej 24 — mesacnej trhovej kapitalizacii spolo¢nosti nesmie prekro€it’ 33
%,

0 musia byt vylucené spolocnosti, ktorych pomer pohl'adavok na priemernej 24

— mesacnej trhovej kapitalizacii spolo¢nosti prekracuje 33 %.°

Uvedené podmienky, teda Ze sledované finan¢nti ukazovatele musia byt’ na nizSej urovni ako
33 %, vychadzaju pravdepodobne z ,,hadith“, podl'a ktorého Abu Bark sa spytal proroka, aki
Cast’ z jeho bohatstva by mal dat’ na charitu, aten mu povedal, Zze by mal darovat’ jednu
tretinu, Ktord predstavuje znaéné bohatstvo. V pripade, Ze spolo¢nosti nedodrzuji stanovené
pravidla, dozorna rada pre dodrziavanie tychto pravidiel spolo¢nosti z obchodovania Vyhiéi.9

2 DLHOVE NASTROJE ISLAMSKEHO FINANCOVANIA

Islamsky spdsob financovania ponuka vo vSeobecnosti rozmanit( Skéalu nastrojov, ktoré mézu
byt’ pouzité. Mohli by sme ich rozdelit’ do troch hlavnych skupin, a to:

- dlhoveé nastroje:

0]

0]

0]

- kvazi -

o

murabaha — predstavuje jeden z najjednoduchSich spdsobov financovania
v ramci islamskych financii. Ide o transakciu, v ktorej banka kupi v mene
svojho klienta tovar a nasledne ho tomuto klientovi preda za nakupnu cenu
tovaru zvysen( o obchodné rozpétie, °

istisna’a — je dohoda o vymene s odkladom doby dodania tovaru, pricom sa
zvy&ajne jedna o pecificky tovar vyrobeny na zakazku,**

salam — ide o spdsob financovania, pri ktorom sa dodavka tovaru odklada na
nejaky presne vymedzeny termin v buducnosti, je vyuZivany najmé na nakup
pol'nohospodarskych produktov. 12

dlhové nastroje:

ijarah — predstavuje vo svojej podstate prenajom, popr. predaj. Najomné
adoba, na ktord sa dany predmet prenajima, musia byt dohodnuté a
odsthlasené oboma stranami kontraktu eSte pred podpisom samotnej zmluvy.

- zisk a stratu zdiel’ajiice ndstroje:

8 S&P Dow Jones Indices. Dow Jones Islamic Market Indices. 2014. Methodology. [online]. [cit. 13. 3. 2015].

Dostupné  na

internete:  <https://www.djindexes.com/mdsidx/downloads/meth_info/Dow_Jones_Islamic_

Market_Indices_Methodology.pdf>

¥ VENARDOS, A. M. Islamic Banking and Finance in South-east Asia. Its Development & Future. Singapore:
World Scientific Publishing Co. Pte. Ltd., 2005. 67 s. ISBN 981-256-152-8.

19 Financial times lexicon. [online]. [cit. 13. 3. 2015]. Dostupné na internete: <http:/lexicon.ft.com/Term?term

=murabaha>

11 yslamic finance. [online]. [cit. 16. 3. 2015]. Dostupné na internete: <http://www.islamic-finance.com/item_

istisna_f.htm>

YFinancial dictionary. [online]. [cit. 16. 3. 2015]. Dostupné na internete: < http:/financial-dictionary.thefreedic
tionary. com/salam>
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0 musharakah — ide o0 majetkov ucast dvoch alebo viacerych partnerov na
financovani Specifickych projektov, podiel partnerov na dosahovanom zisku,
resp. ucast’ na vykazanej strane jednotlivych partnerov kontraktu je dana
podielom ich prispevku na celkovom objeme prispevkov partnerov kontraktu,

0 mudarabah - ide o spolupréacu, v ramci ktorej jedna strana poskytuje svoje
volné finan¢né prostriedky a druha strana sa podiel'a na projekte poskytnutim
pracovnej sily. Zisky st rozdelované podla vopred stanoveného kluca
(obvykle je to 50:50), straty vSak znaSa samotny poskytovatel finan¢nych
prostriedkov.*?

MURABAHA

Patri medzi dlhové nastroje. Predstavuje nakup tovaru bankou a nasledny predaj tovaru druhej
zmluvnej strane, pricom nakupna cena tovaru je zvySena o obchodné rozpatie. Tymto
sposobom je mozné zaobstarat’ hotové vyrobky, nespracovany material, stroje a zariadenia.
Zvycajne je vyuzivany na kratkodobé financovanie.

Niektoré délezZité ustanovenia pri Murabaha:
- komodity, ktoré st predmetom predaja, musia banky fyzicky vlastnit’,

- uzatvoreniu zmluvy predchadza ponuka a jej prijatie, pricom ponuka musi povinne
obsahovat’ informacie o cene, mieste a datume dodania tovaru akedy bude cena
zaplatena,

- nékup tovaru bankou a nasledne predaj tohto tovaru kone¢nému klientovi by mali byt
dve nezavislé transakcie, ktory by mali byt’ zvlast dokumentované,

- pocas obdobia od ndkupu tovaru az po jeho predaj znasa riziko drzby tovaru banka,
-V pripade uzatvorenia zmluvy uz dohodnutd cena nemdze byt zmenena,

- v pripade, Ze sa klient omeské s platbou a v zmluve je zakotvena klauzula o povinnosti
platit’ penale z omeskania, cela takto ziskand suma bude presunuta do nada¢ného

fondu banky,

- moze byt vyzadovana zzibezpeka.14

Tabulka ¢. 1: Porovnanie konvencnych uiverov a murabaha

Konvencné uvery Murabaha
banky poskytuju peniaze vypozi¢iavatelom najskor dochadza k predaju hmotneho
majetku
st uctované fixné arokové sadzby je stanovené ziskové rozpatie
v pripade nedodrZania podmienok sa banky nemézu v pripade zlyhania zakaznika
vyrubuju penéle vyrubovat’ penale
banka je vystavena urokovému riziku

13 KASTFELT, N. Scriptural Politics: The Bible and the Koran as Political Models in the Middle East and
Africa. 2003. UK: C. Hurst & Co. Ltd. p. 78. ISBN 1-85065-443-3. [online]. [cit. 13. 3. 2015]. Dostupné na
internete:  <https://books.google.sk/books?id=Zm_5QCZFoX0C&pg=PA78&dg=murabaha+istisna+salamé&h
I=sk&sa=X&ei=_JgAVavvD-GqygPfvIKwDw&ved=0CC8Q6AEWAg#v=0nepage&g=murabaha%?20istisna
%?20salam&f=false>

¥ SAID, P. Islamic Alternatives to Conventional Finance. In Islamic Finance: A Guide for International
Business and Investment. London: GMB Publishing Ltd., 2008. 16 s. ISBN 978-1-84673-078-8.
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banky su vystavené averovému riziku

v uctovnych zavierkach bank vystupuju ako pohl'adavky

na zabezpecenie dlhu sa vyZaduje zlozit’ kolateral

Zdroj: Islamic Finance Information Service. [online]. [cit. 16. 3. 2015]. Dostupné na internete:
http://www.islamic  financeservice.com/Article/3321016/Islamic-Finance-Basics-Part-3-Making-sense-of-mura
baha.html

ISTISNA'A

Istisna’a predstavuje kontrakt, v ktorom jedna strana kontraktu sa zavézuje vyrobit’ $pecificka
tovar na zéklade vopred Specifikovanych podmienok za dohodnutl cenu a v dohodnutom
termine. Tato zmluva moze zahtiat akykol'vek spracovatel'sky proces, vyrobu, montaz alebo
balenie. Istisna’a je dlhodobym nastrojom financovania podnikatel'skych potrieb, jedna sa
najma o financovanie priemyselnej, stavebnej techniky, strojov, zariadeni, nakladné lode,
ropné tankery, potrubia pre rozvod vody a ropy, ai.™

Zakladné poziadavky pri financovani prostrednictvom Istisna’a moézeme zhrnut' do
niekol’kych bodov:

cena a Specifikacia tovaru musia byt’ stanovené hned’ na zaciatku,
- dohodnuta cena je splatna zvyc¢ajne po Castiach, nie jednorazovo,

- hoci nie je podmienkou dohodnut si presny Cas dodania tovaru, ak si kupujici
stanoveny termin, do ktorého ma byt tovar dodany, apredavajlci tento termin
nedodrzi, kupujuci nie je povinny po termine dodania tovar prevziat’ a zaplatit’ zai ,

- vzmluve moézu byt zakotvené ustanovenia tykajuce sa nahrady $kod v pripade
neskorSieho dodania tovaru, ich cielom je motivovat dodavajice nacas odovzdat
predmet dodavky.®

SALAM

Salam predstavuje typ forwardového kontraktu, pri ktorom je islamska banka v pozicii
kupujuceho komodity. Banka sa tymto spdsobom vystavuje nasledujdcim rizikam:

- musi akceptovat’ dodanie tovaru aj v skorSom ako dohodnutom termine, ¢o pre banku
moZze znamenat’ dodatoéné naklady napr. v podobe nékladov na skladovanie, poistenie
alebo dokonca zni¢enie tovaru (napr. ak ide o dodavku rychlo sa kaziaceho tovaru),

- v pripade paralelnych kontraktov salam sa kupujaci (banka) vystavuje riziku, Ze
v pripade nedodania tovaru jednou stranou v dohodnutom ¢ase nebude moct’ plnit
zavézky druhej strany paralelného kontraktu.’

> The Islamic Development Bank. Istisna’a mode of financing. [online]. [cit. 13. 3. 2015]. Dostupné na
internete: <https://faculty.fuqua.duke.edu/~charvey/Teaching/BA456_2002/isdb_intisna.pdf>

1 |slamic Banker. Sukuk al-Istisna. [online]. [cit. 13. 3. 2015]. Dostupné na internete:
<http://www.islamicbanker.com/education/sukuk-al-istisna>

Y ARCHER, S., KARIM, R. A. A. Islamic Finance. The New Regulatory Challenge. UK : Jon Wiley and Sons,
2013. ISBN 978-1-118-24704-4.
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Pri salam kontraktoch musia byt’ splnené nasledujuce podmienky:

je nevyhnutné, aby bola presne stanovene doba dodania tovaru,
kvalita, mnozstvo a miesto dodania tovaru musia byt’ jasne vymedzené,

kontrakt nesmie byt zaloZeny na jedine¢ne definovanych podkladovych aktivach (ide
0 podkladové aktivum, ktoré pochadza priamo z ur¢itej oblasti),

nakupna cena by mala byt v plnej vy$ke zaplatena priamo pri uzatvoreni kontraktu. *°

Tento spdsob financovania sa vyuZiva najma pri pol'nohospodarskych komoditach - banky
mozu obchodovat’ s farmarmi oc¢akavajucimi bohati trodu. Takisto slGzi na financovanie
obchodnych a priemyselnych aktivit, obzvlast v predvyrobnej faze apri exporte komodit.
PouZiva sa taktieZ na financovanie remeselnikov a malych vyrobcov.®
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,MULTI COUNTRY” AKO FORMA lSPOI'_UPRACE V OBLASTI
POLITIKY KVALITY ZALOZENA NA TRADICII

,»,MULTI COUNTRY” AS A FORM OF COOPERATION IN QUALITY
POLICY BASED ON TRADITION

Tatiana Kosutova

Abstrakt

Spotrebitelia na vnliitornom trhu ¢oraz viac pozaduju kvalitné a tiez tradi¢né vyrobky. Z toho
vyplyva dopyt po pol'nohospodarskych vyrobkoch alebo potravinach s identifikovatelnymi
$pecifickymi vlastnostami. Ziadosti o zapis nazvov do registra podla systémov kvality mozu
podavat’ iba skupiny, ktoré pracuju s vyrobkami, ktorych nazov sa ma zapisat’ do registra. V
pripade nazvu, ktory je ,.chranenym oznafenim povodu* alebo ,.chranenym zemepisnym
oznacenim* a ktory oznacuje cezhrani¢nu zemepisnu oblast’, alebo v pripade nazvu, ktory
oznacuje ,,zarucenu tradicnu Specialitu®, moze viacero skupin z réznych cClenskych Statov
alebo tretich krajin podat’ spolo¢nu Ziadost’ o zapis do registra.

KPucové slova: Spolocnd polnohospodarska politika (SPP), politika kvality, Zarucené
tradicné Speciality, Chrdanené oznacenia poévodu, Chranené zemepisné oznacenia, ,,multi
country* - spolocna zZiadost o zdpis do registra

Abstract

Consumers in the internal market increasingly demand quality as well as traditional products.
This generates a demand for agricultural products or foodstuffs with iden tifiable specific
characteristics. Applications for registration of names under the quality schemes may only be
submitted by groups who work with the products with the name to be registered. In the case
of a ,,protected designations of origin* or ,protected geographical indications” name that
designates a trans-border geographical area or in the case of a ,traditional specialities
guaranteed“ name, several groups from different Member States or third countries may lodge
a joint application for registration.

Key words: Common Agricultural Policy (CAP), Quality policy, Traditional specialities
guaranteed, Protected designations of origin, Protected geographical indications, ,,Multi
country“ - joint application for registration

1 SPOLOCNA POECNOHOSPODARSKA POLITIKA A POLITIKA
KVALITY V EU

Vyznam polnohospodarstva v zivote vSetkych obyvatelov planéty je nespochybnitelny.
Zakladné existenéné potreby kazdého jednotlivca zabezpeCuje prave toto odvetvie
hospodarstva. Spotrebitelia v su¢asnosti pravom pozaduju na trhu bezpec¢né potraviny vysokej
kvality, pricom v ich ponimani ide v mnohych pripadoch predovsetkym o zdravé a vyzivné
potraviny, idedlne vyprodukované ekologicky alebo tradiénymi sposobmi bez pouzitia
chemickych prostriedkov.

»Produkcia bezpecnych a kvalitnych potravin je nie len prvoradou poZiadavkou pre
ucastnikov potravinového retazca, ale taktiez zakladnym pravom spotrebitel'ov. Zasadou,
ktora urcuje smerovanie politiky Eurdpskej tunie v oblasti bezpeCnosti potravin je
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uplatnovanie integrovan¢ho pristupu ,,z farmy na stol“, ktory zahfiia vSetky ucasti
potravinového retazca vratane vyroby krmiv, zdravia rastlin a zvierat, Zivotnych podmienok
zvierat, prvovyroby, spracovavania potravin, uskladnenia, prepravy, maloobchodniho predaja,
dovozu a vyvozu* (Lackova, 2011).

RieSenie problematiky v oblasti potravin sa neustale meni a dopiiia o nové poznatky. Z tohoto
dévodu je nevyhnutné predmetné poZiadavky neustale spresiiovat’, aby Ulohy pre vSetky
zainteresované subjekty na trhu s pol'nohospodarskymi vyrobkami a potravinami boli
zrozumitel'né a transparentné. Z pohl'adu bezpe¢nej konzumacie potravin ponukanych na trhu
su doleZité poziadavky najmé na vysledovatel'nost’ potravin, skisanie a fungovanie rychleho
vystrazného systému pre potraviny a krmiva (Kristova et al., 2013).

Okrem produkcie potravin ako prvoradej tulohy pol'nohospodarstva verejnost’ zaroven
ocakava, Ze sa polnohospodarstvo bude starat’ aj o krajinu, pomdze v boji proti zmene klimy
a vyznamnym spdsobom bude participovat’ pri zachovavani pol'nohospodarskej biodiverzity.
Néro¢né potreby 500 milibnov obyvatelov Eurdpskej tunie, ktori vyuzivaji vyhodu
vnatorného trhu, mé& pomodct polnohospodarom uspokojit’ spolo¢na polnohospodarska
politika, ktord od svojho vzniku v roku 1962 presla uréitym vyvojom. Zamerom reformy z
juna 2013 je, okrem snahy zabezpecit' predovSetkym udrzatelnu produkciu potravin a
udrzatel'né hospodarenie s prirodnymi zdrojmi, podporovat’ rozvoj vidieckych oblasti v celej
EU. Vidiecke oblasti totiz zaberaju viac ako 77 % tzemia EU a na tomto Gzemi Zije priblizne
polovica obyvatel'ov EU (EK, 2015).

Hlavnym cielom eurdpskeho modelu polnohospodarstva je teda zabezpecit' stabilné¢ a
udrzatelné zésobovanie obyvatel'stva potravinami tak, aby ponuka na trhu s potravinami
zodpovedala potrebam v oblasti vyzivy a najmé bezpecnosti, a aby boli potraviny dostupné v
pozadovanej kvalite a primeranej cene. Pri napiiani tohto ciel’a je potrebné chranit’ Zivotné
prostredie a zaroven zabezpeCit' aj primeranu Zivotnu uroven polnohospodarov, najmé
zvySenim ich prijmov. Dolezité je vykonavat vSetky c¢innosti, ktoré si v sulade s
deklarovanymi ciel'mi spolo¢nej pol'nohospodarskej politiky, s ohladom na celkovu
udrzatelnost’. Aj ked vzhladom na obmedzené moZnosti rozsirenia vyrobnych kapacit
vnutorného trhu v oblasti pol'nohospodarstva je dolezitym aspektom rastu produktivity
vyskum a vyvoj novych technologii, spolo¢nd polnohospodarska politika reSpektuje a
podporuje aj roznorodost’ eurdpskych pol'nohospodarskych tradicii.

Potraviny a pol'nohospodarske vyrobky, ktoré su vyrabané tradicnymi metédami, je mozné na
vnatornom trhu chrénit’ ako zarucené tradicné Speciality. Spolu s chranenym oznacenim
povodu, chranenym zemepisnym oznacenim a najnovsie aj nepovinnymi vyrazmi kvality
vytvaraju jednotny systém ochrany pol'nohospodarskych vyrobkov a potravin. Tzv. politika
kvality je ,,filozofiou rozvoja kvality originalnych, tradi¢nych pol'nohospodarskych vyrobkov
a potravin a podpory kultarnych tradicii a regionov, v ktorych sa tieto vyrobky vyrabaja.
Systém bol vytvoreny ako odpoved’ na narastajuce falSovanie vyrobkov a zneuzivanie
tradiénych nazvov, ktoré stavali na dobrej povesti tradicnych regiondlnych vyrobkov”
(MPRV SR, 2015).

1.1 Chranené oznacenia pre potraviny a pol'nohospodarske vyrobky v ramci politiky
kvality EU

Podmienky ziskania prava na ochranu oznacenia povodu vyrobku, zemepisného oznacenia
vyrobku, zarucenej tradi¢nej Speciality, alebo podmienky pouzivania nepovinnych vyrazov
kvality na vnatornom trhu upravuje europska legislativa Nariadenim Eurdpskeho parlamentu
a Rady (EU) ¢&. 1151/2012 z 21. novembra 2012 o systémoch kvality pre pol'nohospodarske
vyrobky a potraviny.

Podl’a ¢lanku 5 tohto nariadenia je ,,0znacenie povodu nazov, ktorym sa identifikuje vyrobok:
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a) pochéadzajuci z konkrétneho miesta, regionu alebo vo vynimo¢nych pripadoch z krajiny;
b) ktorého kvalita alebo vlastnosti v podstatnej miere alebo vyluéne zavisia od osobitného
zemepisného prostredia s jemu vlastnymi prirodnymi a I'udskymi faktormi a

c) ktorého vSetky etapy vyroby sa uskuto¢iiuju vo vymedzenej zemepisnej oblasti.

Zemepisné oznacenie je nazov, ktorym sa identifikuje vyrobok:

a) pochéadzajuci z konkrétneho miesta, regionu alebo krajiny;

b) ktorého danu kvalitu, dobri povest alebo iné vlastnosti mozno podstatne pripisat’ jeho
zemepisnému povodu a

c) ktorého aspon jedna etapa vyroby prebieha vo vymedzenej zemepisnej oblasti®.

V registri zaevidované chrdnené oznacenie povodu alebo chranené zemepisné oznacenie je
opravneny pouzivat’ drzitel’ osvedCenia o zapise (zdruzenie alebo zvdz vyrobcov) a pouzivatel’
(Clen takéhoto zdruzenia alebo zvizu vyrobcov). Doba trvania prava na ochranu zapisaného
oznacenia pévodu a zemepisného oznacenia nie je ¢asovo ohranic¢ena.

Oznacenie zarucena tradicnd Specialita bolo zavedené v ramci systému politiky kvality s
cielom chranit’ tradi¢né sposoby vyroby a recepty prostrednictvom pomoci vyrobcom tychto
tradicnych vyrobkov pri ich uvadzani na trh a pri informovani spotrebitelov 0
charakteristickych znakoch ich tradi¢nych receptov a vyrobkov, ktoré predstavuju pridand
hodnotu. Tradi€ny vyrobok je taky vyrobok, ktorého pouzivanie je preukazatené na
domécom trhu pocas obdobia, ktoré umoznuje prenos medzi generdciami. Tymto obdobim sa
rozumie obdobie najmenej 30-tich rokov.

Podl’a ¢lanku 18, ods. 1 Nariadenia EP a Rady ¢. 1151/2012 je ,,ndzov vyrobku oprévneny na
zapis do registra ako zarucena tradicnd Specialita, ked opisuje Specificky vyrobok alebo
potravinu, ktoré:

a) su vysledkom spdsobu vyroby, spracovania alebo zlozenia zodpovedajuceho tradicnému
postupu pre tento vyrobok alebo potravinu alebo

b) sa vyrabaju zo surovin alebo zloziek, ktoré sa tradi¢ne pouzivaju.

Na to, aby bol nazov zapisany do registra ako zarucena tradi¢na Specialita, musi podl'a ods. 2
toho istého ¢lanku:

a) sa tradi¢ne pouzivat’ na oznacovanie Specifického vyrobku alebo

b) identifikovat’ tradi¢ny charakter alebo Specificky charakter vyrobku®.

Zarucena tradicna Specialita na rozdiel od vyrobkov s oznaceniami chranené zemepisné
oznacenie a chrdnené oznacenie pdvodu sa moze vyrabat’ kdekol'vek pri splneni podmienok
technoldgie vyroby, uvedenych v Specifikacii. Vyroba zaruenych tradi¢nych Specialit totiz
nie je legislativne viazana na zemepisnu oblast’.

V pripade, ak sa podl'a ¢lanku 18 ods. 3 Nariadenia EP a Rady ¢. 1151/2012 ,,v ramci
namietkového konania preukaze, ze nazov sa pouziva aj v inom ¢lenskom S§tate alebo v tretej
krajine, v rozhodnuti o zapise do registra sa s cielom odlisit’ porovnatelné vyrobky alebo
vyrobky s rovnakym ¢i podobnym ndzvom moze ustanovit, zZe k nazvu zarucenej tradicnej
Speciality sa pripoji tvrdenie ,,vyrobené podla tradicie®, po ktorom bezprostredne nasleduje
nazov prislusnej krajiny alebo regionu.”

Aktualny stav (k 1. 5. 2015) vSetkych zaevidovanych chranenych oznaceni v registri DOOR,
ktory spravuje EurOpska komisia dokumentuje tabul’ka ¢. 1.

Najviac zaevidovanych vyrobkov (633) je v kategérii chranené zemepisné oznacenia, v tejto
kategdrii ma zaevidované nazvy v registri aj najvyssi pocet krajin (33). Podanych je aktudlne
79 novych Ziadosti a uverejnenych je 27 Ziadosti o zapis. (Pozn.: Po podani Ziadosti nasleduje
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jej uverejnenie, a v pripade, Ze Ziadost' spifa vsetky naleZitosti a neboli vznesené Ziadne
namietky proti zépisu, sa nazov zaeviduje. Databdza DOOR pouZiva termin zaevidovat, ale
pravny predpis pouZziva pre ten isty ukon termin zapisat’)

Druhym v poradi podl'a poctu zaevidovanych vyrobkov do registra je chranené oznacenie
povodu, kde je aktualne zaevidovanych 590 nazvov vyrobkov. Zaevidovanych nazvov v
registri s tymto chranenym ozna¢enim ma 22 krajin. Podanych je aktualne 43 novych Ziadosti
a uverejnenych je 26 Ziadosti.

Vyrobkov chrdnenych na vnatornom trhu ako zarucené tradi¢né Speciality je zaevidovanych v
registri 49. Ziadosti o zapis tychto nazvov, ktoré s v su¢asnosti uz zaevidované, podalo 17
krajin. V tejto kategérii chranenych oznaceni je aktudlne podanych 9 novych Ziadosti a 5
Ziadosti 0 zapis do registra je uz uverejnenych.

Celkovy pocet zaevidovanych vyrobkov v registri ako chranené zemepisné oznacenie,
chranené oznaéenie povodu a zaruéena tradi¢na $pecialita je aktualne 1272. Ziadosti o zapis
vSetkych chranenych oznaceni, ktoré st uz v sti€asnosti v registri zaevidované odoslalo spolu
34 krajin. Okrem ¢lenskych $tatov EU chrania svoje vyrobky v ramci systému politiky kvality
na vnutornom trhu aj niektoré z tretich krajin, tak ako to umoziiuje platnd eurdpska
legislativa. Medzi tieto krajiny patria: Cina, Vietnam, Andora, Kolumbia, India, Thajsko a
Turecko.

Tab. &. 1: Aktudlny stav zaevidovanych chranenych ozna¢eni (CHZO, CHOP, ZTS) v registri
k1. 5.2015

Chréanené Chréanené Zarucena
zemepisné oznacenie tradi¢na Spolu
oznacenie povodu Specialita
CHzO CHOP ZTS
Pocet zaevidovanych
nazvov vyrobkov v registri 633 590 49 1272

Pocet krajin,
Ktoré maju zaevidované 33 22 17 34
ndzvy vyrobkov v registri
Zdroj: Spracované podl'a udajov z databazy DOOR, dostupnej na:
http://ec.europa.eu/agriculture/quality/door/list.ntml

1.2 Spolo¢ne podané zZiadosti o zapis chranenych oznaceni do registra

Ulohou spoloénej eurdpskej politiky kvality je poskytovat vyrobcom v jednotlivych §tatoch
vhodné nastroje na lepSiu identifikaciu a presadzovanie vyrobkov so Specifickymi
vlastnostami, a zaroveil chranit’ tychto vyrobcov pred nekalymi praktikami. Dodrziavanie
ustanoveného postupu v celom procese od podania Ziadosti o zapis niektorého z chranenych
oznaceni, uverejnenia ziadosti, zaevidovania nadzvu vyrobku do registra, aZ po pouzivanie
chranenych oznaceni na eurépskom trhu je predpokladom spravodlivej hospodarskej sut'aze
medzi vyrobcami pol'nohospodarskych vyrobkov a potravin a tieZ predpokladom
reSpektovania prav duSevného vlastnictva. ,,Ochranu vyrobkov s chranenymi oznaéeniami
v systéme politiky kvality mozno zaroven chapat’ aj ako ochranu spotrebitel'ov, pretoze
transparentné oznacovanie vyrobkov umozni spotrebitelom prijimat informované
rozhodnutia o vyrobkoch na trhu* (Jarossova, 2013).

V mnohych ohl'adoch a zvlast’ aj v niektorych historicko-geografickych savislostiach moze
byt’ pri ochrane svojich vyrobkov racionalne zvolit’ si cestu spoluprace, ako to umoziuju aj
ustanovenia platnej eurdpskej legislativy. Podla ¢lanku 49, ods. 1 Nariadenia EP a Rady ¢.
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1151/2012 moézu ziadosti o zéapis nazvov do registra chranenych oznaceni podavat’ iba
skupiny, ktoré pracuju s predmetnymi vyrobkami. ,,V pripade ndzvu, ktory je ,,chrdnenym
oznacenim pdvodu®“ alebo ,,chranenym zemepisnym oznacenim*“ a ktory oznacuje
cezhraniénil zemepisnu oblast, alebo v pripade nazvu, ktory oznacuje ,,zarucenu tradi¢nu
Specialitu®, moze viacero skupin z roznych clenskych Statov alebo tretich krajin podat’
spolo¢nu ziadost’ o zapis do registra.”

Zo vsetkych 34 krajin, ktoré maju v registri zaevidované nazvy vyrobkov chranené niektorym
z oznadeni CHZO, CHOP a/alebo ZTS vyuzili moznost’ podat’ spolo¢nt Ziadost' o zapis do
registra len Slovenska republika a Ceska republika. Z pohl'adu vietkych 1272 zaevidovanych
nazvov vyrobkov s oznaéenim CHZO, CHOP a ZTS su to 4 nazvy vyrobkov zaevidované ako
zaruCené tradicné Speciality — Liptovska salama/Liptovsky salam, Lovecky salam/Lovecka
salama, Spisské parky a Spekacky/Spekacky. Tieto spolo¢ne podané Ziadosti a uz zaevidované
nazvy vyrobkov, ktorych v databaze chranenych oznaCeni charakterizuje vyraz ,multi
country”, predstavuji len 0,314 % zo vSetkych zaevidovanych nazvov v registri. Zo 49
zaevidovanych ZTS predstavuju tieto 4 ,,multi country” nazvy vyrobkov 8, 16 %.

Vsetky ,,multi country” zaevidované zaruc¢ené tradi¢né Speciality patria do triedy 1.2 Mésové
vyrobky (tepelne spracované, solené, udené, atd’.) 22. februara 2011 boli vydané nariadenia
Komisie, ktorymi sa do registra zaruCenych tradi¢nych Specialit zapisuji nazvy Liptovska
saldma/Liptovsky salam, Lovecky salam/Loveckd saldma, Spisské parky a Spekacky/Spekacky.
V sulade s (v tom ¢ase platnym) Nariadenim (ES) ¢. 509/2006 boli ziadosti o zapis do
registra, ktoré spolo¢ne predlozili Ceska republika a Slovenska republika, uverejnené v
Uradnom vestniku Eurdpskej Unie. Uverejnenim Ziadosti o zapis sa ostatnym krajinam
poskytlo pravo vzniest' namietky proti ziadosti o zapis. Kedze Komisii neboli ozndmene
Ziadne namietky, nazvy sa zapisali do registra. Ziadosti o zapis podali Slovensky zvéz
spracovatel'ov mésa a Cesky svaz zpracovatelti masa. Ziadosti o zapis nazvu Loveckej salamy
a Spekaciek sa netykali ochrany uvedenej v ¢lanku 13, ods. 2 Nariadenia (ES) &. 509/2006.
Prislusné ustanovenie uvadza, Ze nazov zapisany v registri sa méZe pouZivat' na oznacenie
takého pol'nohospodarskeho vyrobku alebo potraviny, ktoré zodpovedaju Specifikacii. ,,Nazvy
zapisané v registri sa vSak mozu nadalej pouzivat na etiketdch vyrobkov, ktoré
nezodpovedaju Specifikaciam, ale bez moznosti uvadzat’ na nich oznacenie ,,zarucena tradicna
$pecialita®, skratku ,,ZTS*“ alebo prislusny symbol Spoloenstva.“ Znamena to, Ze v pripade
Loveckej saldamy a Spekaciek i§lo o Ziadot bez vyhrady ndzvu. S vyhradou nazvu boli podané
Ziadosti o zapis Liptovskej salamy a SpiSskych parkov. Ako uvédza prislusné ustanovenie
nariadenia, zarufena tradi¢na Specialita vSak méze byt zapisana v registri aj s vyhradou
nazvu, pokial’ o to skupina poziada a pokial’ nie je mozné preukazat, ze nazov sa legélne
pouziva, je vSeobecne znamy a hospodarsky vyznamny pre podobné pol'nohospodarske
vyrobky alebo potraviny. ,,Nazov zapisany v registri sa uz nesmie pouZzivat na etiketach
podobnych  pol'nohospodarskych vyrobkov alebo potravin, ktoré nezodpovedajd
Specifikaciam zapisanym v registri, ani ked’ nie je sprevadzany oznacenim ,,zaru¢ena tradi¢na
$pecialita®, skratkou ,,ZTS* alebo prislusnym symbolom Spolo¢enstva.”

Oznadovanie vyrobkov so zaevidovanymi nazvami a skratkou ZTS vsak odhalilo niektoré
nedostatky, ktoré pramenili najmd z nepochopenia prislusnych ustanoveni nariadenia.
Zamerom novej pravnej upravy bolo o. i. zruSenie moznosti zapisat' do registra nazov ,,bez
vyhradenia ndzvu”. Prax ukazala, Ze by bolo jednoduchSie a transparentnejSie, keby systém
umozinoval zapisat’ nazvy vyrobkov iba ,,s vyhradenim nazvu”. Podl'a Nariadenia EP a Rady
¢. 1151/2012, ,.funkciu identifikacie tradicnych vyrobkov mozno lepSie splnit’ na narodnej
alebo na regionalnej urovni v ramci uplatnenia zasady subsidiarity. Nova pravna Uprava tak
zavadza postup, podl'a ktorého sa umozni zépis do registra ,,s vyhradenim nazvu” pre nazvy
vyrobkov, ktoré su uz zaevidovaneé v registri ,,bez vyhradenia nazvu”.
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1.3 Specificky charakter zaevidovanych zaru€enych tradi¢nych Specialit ,,multi country”

Lovecka salama, Liptovska salama a SpiSské parky su Specifické samé o sebe, pretoze su
spajan¢ s konkrétnym druhom polnohospodarskeho vyrobku alebo potraviny. Na tzemi
Slovenskej republiky a Ceskej republiky su ich nazvy zauZivané a zname, maji dlhoro¢nu
tradiciu a reputaciu. Nazov Spekdacky alebo Spekacky, ako uvadza 3pecifikacia vyrobku,
vyjadruje Specificky charakter polnohospodarskeho vyrobku alebo potraviny, pretoze je
odvodeny od pouzitych kuskov bravcovej slaniny (,,Speku‘), ktoré su nepravidelne rozlozene
v hrubsej spojke s mensim podielom kolagénnych ztn.

Vsetky $tyri ,,multi country” vyrobky su na uzemi SR a CR pomerne zndme. Liptovska
salama sa zacala pripravovat’ v roku 1956 v maésiarskej prevadzke v Dubnici nad Vahom.
Ostatné uvadzané vyrobky s chranenym ozna¢enim ZTS maji viac ako 100-roénu tradiciu.
Spisské parky sa spajajii s menom Stefana Varsanyiho, ktory za¢al ponukat svoju $pecialitu
na jarmokoch pod Spisskym hradom. Uspech a vynimoénost’ Spisskych parkov, ktoré si
obl'ibila aj madarskd Slachta, mozno uz v tych Casoch pripisat’ sprdvnemu namieSaniu
korenin, sladkej a palivej papriky. Virsle, ako sa v minulosti nazyvali, boli a su na prvy
pohlad odliSite'né od inych druhov parkov svojou hribkou (mésova zmes sa plni do tenkych
baranich &riev). Lovecka salama bola vyrabana na tizemi terajsej CR pred viac ako 100 rokmi
spociatku len v zimnom obdobi. Vyrobok, charakteristicky svojim tvarom plochého hranola,
méa v chladnejSom obdobi lepSie podmienky pre zreci proces, ktorého Uspech zavisi od
spravnej upravy surovin miernym zmrazenim. Celoro¢ne sa Lovecka salama zacala vyrabat’
neskor, az po zdokonaleni potrebnej chladiarenskej technologie. Spekacky boli prvykrat
prezentované v roku 1891 v tom case netradicnym spdsobom na Zemské jubilejni vystave
v Prahe. Tento kvalitny mésovy vyrobok bol priamo na mieste vystavy plneny do hovédzich
krazkovych Criev, udeny a predavany v teplom stave s chrenom a slanym rozkom.

Specificky charakter polnohospodarskeho vyrobku alebo potraviny (Lovecka salama,
Liptovska salama, SpiSské parky, Spekacky) uvadza Specifikacia vyrobku, ktora je sucastou
Ziadosti 0 zapis do registra ZTS takto:

,Liptovskd salama alebo Liptovsky saldm sa od ostatnych vyrobkov odliSuje pouzitim
bravéovej slaniny Cerstvej, ktora v kombinacii s ostatnymi surovinami podporuje méasovu
chut a taktiez sa odliSuje charakteristickou vofnou, ktorti jej doddva muskatovy kvet,
muskatovy orech, zdzvor a jemné udenie. Rovnako Specificky je aj homogénny vzhl'ad na
reze vyrobku, pruzna konzistencia, dobréa krajatelnost’ a sudrznost’ pri krajani.“ (Ziadost’ o
zapis do registra zaru¢enych tradiénych Specialit ES ¢.: SK-TSG-0007-0042-04.08.2006)

,,Lovecky saldm alebo Lovecka salama sa od ostatnych trvanlivych fermentovanych mésovych
vyrobkov odliSuje jednak charakteristickym tvarom plochého hranolu, ktory vyrobok ziskava
tvarovanim v priebehu zrenia. Dalej je to $pecifickd chut’ vyrobku definovana predpisanou
skladbou hlavnych surovin, korenia, ale taktiez aplikovanym fermentaénym procesom.*
(Ziadost’ o zapis do registra zaruéenych tradi¢nych $pecialit ES &.: SK-TSG-0007-0044-
04.08.2006)

~Specificky charakter Spisskych parkov alebo Spisskych pdrkii vyplyva zo zloZenia a pomeru
surovin a korenin, jemnosti homogénneho diela, plnenia do baranich ¢riev a ich fyzikalnych,
chemickych a organoleptickych vlastnosti. Specificky charakter Spisskym parkom alebo
SpiSskym parkim dodavaju pouzité suroviny podla dlhoroéne pouzivanej receptiry a to:
hovédzie a bravcové miso spolu s bravéovymi koZami vypracované na jemné homogénne
dielo, ktorého jemnost’ sa jasne odliduje od jemnosti diel ostatnych parkov. Specifické je tiez
pouzitie zmesi sladkej a palivej mletej Cervenej papriky, tak ako je uvedené v recepture.
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Specifickym znakom Spisskych parkov alebo Spisskych parkd je aj to, Ze st plnené do
baranich Criev, €o zaruc€uje, ze su jasne vizualne odliSiteI'né od inych parkov.

Specificka je tepelna Gprava pred konzumaciou. Voda, v ktorej sa vyrobok tepelne upravuje
nesmie vriet’, lebo prirodny obal by mohol popraskat’. Popraskanim baranich Criev vyrobok
moze stratit’ §tavnatost’, ktora ho charakterizuje. Po tepelnej tprave je pre SpiSské parky
charakteristickym znakom §tavnatost’ a jemne pikantna chut’ po paprike. Vzhl'adom na presne
urcené pomery surovin, pouZitych pri vyrobe, maju Spisské parky Specificky praskavy zvuk,
ktory vydaju pri prelomeni alebo na skuse (po zahryznuti) a ktorym sa jasne liSi od ostatnych
druhov péarkov.* (Ziadost’ o zapis do registra zaruenych tradi¢nych 3pecialit ES ¢&.: SK-TSG-
0007-0051-18.01.2007)

Spekacky alebo Spekacky sa od ostatnych tepelne opracovanych méasovych vyrobkov
odliSuji najmd nerovnomernym rozptylenim castic bravcovej slaniny (,,Speku) v hrubsej
spojke s mensim podielom kolagénneho zrna, ktoré st pri¢inou Specifického vzhl'adu vyrobku
na reze. Dal§im charakteristickym znakom vyrobku je suvisly pramefi v prirodnom &reve, v
ktorom sU jednotlivé Spekdcky alebo Spekacky oddelené previazanim $pagatom. Dolezitym
odliSujacim znakom je tiez vyvazena skladba korenia, ktord je spolu s danym obsahom
hovddzieho misa a bravcovej slaniny zdrojom nezamenitelnej vone a chuti vyrobku po
tepelnej Gprave.” (Ziadost' o zapis do registra zaru¢enych tradi¢nych $pecialit ES &.: SK-TSG-
0007-0055-21.05.2007)

Vyroba Loveckej salamy, Liptovskej salamy, Spisskych parkov a Spekaciek je zalozena na
tradicii, ktora bola zdokumentovana v ziadostiach o zépis zaru¢enych tradicnych Specialit do
registra, a ktord je aj nevyhnutnou podmienkou zapisu. Znamost’ a obl'ibenost’ vyrobkov na
trhu sa vlastnosti, ktoré mozno zistit' spotrebitel'skym prieskumom. Z kratkeho
spotrebitel'ského prieskumu, ktorého sa elektronicky zucastnilo 100 respondentov
(najpocetnejsie bolo takéto zastupenie — 66 % Zien, 47 % respondentov bolo vo vekovej
kategorii 21 az 30 rokov, 63 % respondentov bolo z Bratislavského kraja) vyberame dve
otazky, ktoré sa tykaji zaruCenych tradi¢nych Specialit.

Na prva otazku: ,,Poznate pojem Zarucend tradicnad Specialita?” odpovedalo kladne 46 %
respondentov, 47 % respondentov tento pojem nepozna a 7 % o ZTS sice poculo, ale nevie,
¢o znamena. Dalsie dopytovanie vak ukazalo, Ze respondenti, ktori odpovedali na otazku
kladne, mali problém pri zaradeni konkrétnych vyrobkov do skupiny ZTS (najéastejSie
spravne odpovede: Liptovska salama a SpiSské parky, najCastejSie nespravne odpovede:
Skalicky trdelnik, Slovenska bryndza, Oravsky korbacik).

Druha vybrana otizka z prieskumu bola zamerana na hodnotenie oblibenosti vyrobkov ZTS:
Loveckej salamy, Liptovskej salamy, Spisskych parkov a Spekaciek. Respondenti hodnotili
obl'ibenost’ jednotlivych vyrobkov podla stupnice 1 az 5, priCom 1 — bolo hodnotenie pre
najoblibenejsi vyrobok. Vysledky prieskumu dokumentuje graf €. 1.

Z odpovedi respondentov vyplyva, Ze najoblibenejsim vyrobkom z uvedenych §tyroch ZTS
s SpiSské parky, ktorym v subjektivnom hodnoteni priradil znamku 1 najvy$s$i pocet
respondentov (35). Znamku 5 priradil najvyssi pocet respondentov (35) Spekadkam. Najvyssi
pocet respondentov (32) priradil pri hodnoteni Liptovskej salamy znamku 4. Rovnaky
najvyssi pocet respondentov (32) priradil pri hodnoteni Loveckej salamy znamku 3. Osloveni
respondenti v kratkom elektronickom prieskume tak zostavili na zaklade priemernych znamok
podla ich subjektivneho hodnotenia takéto poradie obl'ibenosti vyrobkov: 1. Spisské parky
(2,4), 2. Lovecka salama (2,6), 3. Liptovska salama (3,3), 4. Spekacky 3,7).
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Graf ¢. 1: Oblibenost’ zaru¢enych tradiénych specialit: Loveckej salamy, Liptovskej salamy,
Spisskych parkov a Spekaciek podl'a hodnotenia oslovenych respondentov
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Obl'ubenost’ Spisskych parkov mozno pripisat’ vyraznej chutovo-pikantnej odlisiteI'nosti od
ostatnych druhov parkov. Pri¢inou mensej oblGbenosti Spekadiek je pravdepodobne
skuto¢nost’, Ze prieskumu sa zacastnili prevazne mladi respondenti, ktori preferuju racionalnu
stravu, a ktorych ,,Spek neoslovil. Porovnanie oblibenosti dvoch porovnatel'nych masovych
vyrobkov — Liptovskej salamy a Loveckej salamy ukazalo, Ze osloveni respondenti obl'ubuju
viac Lovecku saldmu (priemerna znamka 2,6), ako Liptovskd salamu (priemerna znamka 3,3).

Pol'nohospodarstvo nepochybne zohrava zasadnu tlohu v kazdej spoloc¢nosti. Niektoré
prieskumy EU vsak ukazuj(, Ze obyvatelia miest nepocit'uju spojenie s vidiekom ako zdrojom
ich potravin. Do tejto skupiny obyvatel'ov patri aj mnoho mladych T'udi, pre ktorych toto
odvetvie nie je vo viacerych smeroch pritazlivé. Sektory polnohospodarstva a
agropotravinarstva pritom poskytuju 46 milionov pracovnych miest a tvoria 6 % HDP
Eurdpy. V sucasnosti v§ak zo vSetkych zamestnanych v polnohospodarstve ma len 6 % menej
ako 35 rokov (EK, 2015). Je nevyhnutné zatraktivnit’ toto dolezité odvetvie hospodarstva aj
vzhl'adom na demografické prognozy, aby dokazalo nielen v sucasnosti, ale aj v buducnosti
zabezpecCit’ kvalitné a bezpecné potraviny pre obyvatel'stvo, a zaroveii, aby poskytlo pracu a
spravodlivi odmenu vSetkym zamestnanym v pol'nohospodarstve a agropotravinarstve.
Jednou z ciest, ako udrzat’ a d’alej rozvijat pol'nohospodarstvo a vidiek zaroven, je aj stavat
na vynimocnosti a tradicii niektorych pol'nohospodarskych vyrobkov a potravin,
spolupracovat’ a hl'adat’, o nas sp4ja, so vSetkymi zainteresovanymi subjektami.
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MOZNOSTI ROZVOJA A PODPORY FARIEM NA SLOVENSKU

DEVELOPMENT OPPORTUNITIES AND SUPPORT FARMS IN
SLOVAKIA

Ingrid Potiskova

Abstrakt

Rodinné farmy, ktoré st kostrou zapadoeurdpskeho pol'nohospodarstva, tvoria na Slovensku
stale len vedl'ajsi prad podnikania na pode. Cudia by sa do gazdovania aj na malych vymerach
pody urcite pustili, keby boli jasnejSie definované pravidla, ¢o je to vlastne rodinna farma.
Nové programovacie obdobie do roku 2020 prichadza s jednoduchSou podporou malych
pol'nohospodarov. Malé farmy pracujii vac¢Sinou na ekologickych principoch a to méze byt
dovod pre vacsi zaujem o ich produkciu. Cielom prispevku je na zaklade dostupnej literatdry
a vlastnych poznatkov zhodnotit’ moznosti rozvoja a podpory malych rodinnych fariem na
Slovensku.

Kli¢ova slova: rodinné farmy, podpora rodinnych fariem, ekologické polnohospodarstvo

Abstract

Family farms, which are the backbone of Western European agriculture in Slovakia are still
only a side stream of business on land. People would work on small acreage, though they
were clearly defined rules, which is actually a family farm. The new programming period
2020 comes with simpler support for small farmers. Small farms are working mostly on
ecological principles and it may be the reason for the greater interest in their production.

Key words: family farm, support for small farmers, organic farming

1 SUCASNY STAV RIESENEJ PROBLEMATIKY

Slovenska republika je povazovand z hl'adiska tradicii za polnohospodarsku krajinu. Sucasny
upadok pol'nohospodarstva je podmieneny transformaénym vyvojom ekonomiky, v rdmci
ktorého dochadzalo k procesom reindustrializacie a deagrarizacie. Tieto procesy
a prisposobenie ekonomiky tzv. zapadnému modelu, t.j. vysoky podiel sluzieb na ukor
tradiénych odvetvi hospodarstva, vSak dohnali sektor pol'nohospodarstva na hranicu jeho
rentability a atraktivnosti.

Viaceri slovenski a zahrani¢ni autori analyzuju vykonnost’ pol'nohospodarstva z réznych
aspektov. Poukazuju na to, Ze polnohospodarske odvetvie ¢eli po vstupe SR do EU vyzve
udrzat’ si konkuren¢nu schopnost’ predovsetkym na doméacom trhu a vytvorit’ si pozicie na
velkom europskom trhu. Doterajsi vyvoj naznacuje, Zze sa mu to dari len ¢iasto¢ne. Sposobuje
to naro¢né podnikatel'ské prostredie, ktoré¢ho vyvoj nie je vzdy priaznivy na rozvoj agrarnych
aktivit, ale aj malo flexibilna podnikatel'ska prax a legislativa.(1)

Hoci za posledné Stvrt'storocie preslo slovenské pol'nohospodarstvo vel’kymi zmenami, stale
si uchovava velkovyrobny charakter. Podl'a posledného Strukturalneho cenzu fariem v roku
2010 sa sice na Slovensku evidovalo 26 463 fariem, ale na 80 percentach pody hospodarili
druzstvd, akciové spolocnosti alebo spolo¢nosti s ru¢enim obmedzenym. Ide ani nie o desat’
percent vSetkych fariem. Typické rodinné farmy, aké poznéd Rakusko ¢i zapadné Nemecko, st
na Slovensku v podstate stadle bokom hlavného diania v pol'nohospodarstve. Domnievame sa,
ze pri vacsej podpore by rodinné farmy vznikali rychlejSie. Na Slovensku vSak stale napriklad
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nie je zadefinovany ani pojem, ¢o to vlastne rodinna farma je. K rodinnym farmarom by
mohli mat’ najbliZSie samostatne hospodariaci rolnici (SHR). Nejde pritom uz 0 malt skupinu
rolnikov. V roku 2010 cenzus fariem napocital 6008 samostatne hospodariacich rolnikov,
ktori dovedna obhospodarovali 316 370 hektarov pol'nohospodarskej pddy, ¢o je v prepocte
na jedného 526 hektarov. Tazko povedat, ¢ s samostatne hospodariaci rolnici typickymi
predstavitelmi slovenskej rodinnej farmy, aku si predstavovali jej protagonisti po roku
1990. Ved’ v Rakusku pripada na rodinnu farmu zhruba 30 hektarov pody, kym na Slovensku
je to v pripade SHR fariem sedemnastnasobok tejto plochy. Mnohi samostatne hospodariaci
rol'nici sa stali ispeSnymi modernymi agropodnikatel'mi, prebrali skrachované hospodarske
dvory po druzstvach a Statnych majetkoch, ale tento novy typ podnikov, €asto orientovany len
na intenzivne pestovanie obilnin ¢i olenin, sa ani zdaleka nepriblizuje klasickej
zapadoeurdpskej rodinnej farme, kde pracuje cela rodina. LenZze pomimo dominantnych
druzstiev, obchodnych spoloc¢nosti a ,,SHR farmaroch® je tu prehliadand, ale predsa len
zrejma masa 16 179 malych fariem, ktora patri neregistrovanym fyzickym osobdm. Dovedna
na tieto malé farmicky s priemernou vymerou tri hektare pripada len 50 047 hektarov, ale aj
tato pdda modze produkovat’ a zamestnavat’ viac I'udi ako v sucasnosti. Zuzana Homolova
z Ekotrendu si mysli, Ze v malych farméach je skryty rezervoar okolo tridsat'tisic pracovnych
sil. Ak mame na Slovensku 2 891 obci, v kaZzdej z nich by sa mohlo okolo desat’ Tudi
zamestnat’ v pol'nohospodarstve a keby sa k tomu pridali r6zne sluzby, vytvorilo by sa eSte
viac pracovnych miest.(4)
Vyznam malych, mladych a rodinnych farmarov z pohl'adu narodného hospodarstva, ako aj
z pohladu udrzatelnosti pol'nohospodarskej vyroby spociva predovsetkym v tychto
Strukturalnych vlastnostiach (2):

= vy3Si, spravidla az 100 % podiel vlastnej pddy a prace, atym lepSie odolavanie

ekonomickym vykyvom;
= vicSia pruznost’ vyuzitia vlastnych zdrojov zakladnych vyrobnych faktorov atym
vySSia miera kooperativnosti;
= vys$$i prispevok ku konceptu multifunkéného charakteru pol'nohospodarstva; a
» internalizacia dosahov podnikania do vlastnej pody a Zivota na dedine.

1.1 Podpora pre malych farmarov

LCudia by sa do gazdovania aj na malych vymerach pddy pustili, keby boli jasnejsie
definované pravidla, ¢o je to vlastne rodinnad farma. Dnes si rodicia S detmi ¢i surodenci
musia zalozit’ spolo¢nost’ s ru¢enim obmedzenym na to, aby mali rodinny pol'nohospodarsky
podnik. Malo by to byt’ jednoduchsie. Treba prihliadat’ na to, Zze chovatel'mi a pestovatel'mi st
Casto l'udia so zakladnym vzdelanim. Nejde pritom len o vedenie podniku, jeho uctovnictva,
ale aj o predaj produktov z dvora. Tie stale zatazuje prili§ komplikovana administrativa a
kontrola zo strany Statnej veterinarnej a potravinovej spravy. Mali polnohospodari a mladi
farmari by od roku 2015 mali dostat’ finanéna podporu. Farmari s malymi vymerami pody
(zhruba do 5 hektarov) by mohli dostat’ kazdoro¢ne do roku 2020 pausalnu dotaciu 1250 eur a
k tomu jednorazovu Startovaciu podporu 15-tisic eur napriklad na ndkup strojov, zvierat, ale
aj prikapenie ¢i prenajom pody. (2)

Podla $titneho tajomnika rezortu pddohospodérstva, Stefana Adama, ma Brusel zaujem
zjednodusit’ vyplacanie podpor malym farmarom, ktori tvoria v rdmci Eurdpskej Unie az jednu
tretinu poberatel'ov podpor. V odbyte produkcie ovocia, zeleniny a zemiakov by mali pomoct’
malym pol'nohospodarom tri odbytové centra, ktoré¢ sa planuju vybudovat’ na zapadnom,
strednom a vychodnom Slovensku. Prave tieto centrd by mali umoznit' predaj hotovej
produkcie malych farmarov obchodnym systémom.
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Domaéca produkcia potravin dnes kryje len zhruba polovicu doméceho dopytu. Ciel’ Statu
zvysit’ zastupenie domacich potravin do roku 2020 az na 80 percent celonarodného dopytu je
atraktivny, no zdé sa nerealny. Stat sice v Bruseli vyjednal moznost’ zvyraziiovania domacich
potravin osobitym ozna¢enim ,,slovenské“, no kupujucich zaujima hlavne slusna kvalita za
dobrd cenu. Kvalitu Slovaci zvladaju, no na nizku cenu im Casto chybaju efektivnejSie
technoldgie a Uspory z rozsahu.

Vicsine slovenskych potravinarov sa da trochu vycitat’ aj to, ze nemyslia globalnejSie. Na
vyzvu slovenského Tesca, ktoré od domécich producentov chce vo viacSom zdsobovat aj
ostatné jeho predajne v stredoeuropskych krajinach, zatial’ akénejsie reagovali len dve firmy —
Tatranska mliekaren Tami a dodavatel’ ovocia a zeleniny Vitazel.

1.2 Hospodarsky prinos rodinnych fariem

Rodinné farmy podporuju miestne a regionalne hospodarstvo tym, Ze zaistuji zamestnanost’
v polnohospodarstve a potravinarstve, vratane ¢innosti a sluzieb pri spracovani, distribucii,
marketingu a predaji. Maji mimoriadny vyznam v odlahlych vidieckych oblastiach,
primestskych aj horskych oblastiach, zranitelnych a znevyhodnenych oblastiach. Su
podnetom na zhodnotenie miestneho potencidlu a cinitelom zlepSujucim obraz menej
znamych a Casto zanedbanych tzemi.

Prijmy vynaloZené na miestnej drovni na miestne vyrobené potraviny, zostavaju v regiéne a
maju trojnasobne silny vplyv na regiondlny prijem v porovnani s beznymi obchodnymi
sietami. Investicie do rodinnych fariem tak vedu k oZiveniu hospodarstva, vys§im prijmom
pre miestnych vyrobcov potravin, intenzivnejSej spolupraci zucastnenych stran, oZziveniu
podnikania, lepSiemu pristupu k miestnym trhom, zvySeniu zamestnanosti, niz§im nakladom
a zachovaniu miestnych sluzieb a zariadeni.

1.3.  Spolocensky prinos rodinnych fariem

Kratke distribu¢né kanaly vedu k vicsej interakcii a vzajomnému poznavaniu a porozumeniu
medzi spotrebitelmi a vyrobcami potravin. Vdaka osobnym kontaktom s vyrobcami
vytvaraji vzt'ahy zalozené na dovere a umoziuji spotrebitelom okamziti vysledovatelnost’
vyrobkov. Poskytuju tiez zakladnt uroven potravinovej sebestacnosti.

Ponuka miestnych vyrobkov, ktoré maji autenticky, tradicny, origindlny, udrzatelny,
sezonny, alebo iny miestne ceneny charakter, podporuje socidlnu sudrznost’ a pocit
spolupatri¢nosti a povzbudzuje miestne spolocenstvo k tomu, aby sa spravalo ohl'aduplne k
Zivotnému prostrediu. Miesta, kde sa predavaju miestne vyrobky, napr. stanky priameho
predaja, alebo trhoviskd, su Casto stcastou procesu socidlneho a profesijného zacleniovania
spotrebitel'ov, vyrobcov a predajcov. Mame za to, Ze spotrebitelia majd zakladné pravo na
miestne vyrobené, chutné a zdravé potraviny. Dostupnost’ Cerstvych vyrobkov v kratkom case
v ramci predaja miestnych vyrobkov prispieva k zlepSovaniu verejného zdravia vd’aka
rozmanitosti stravy a uchovavaniu vsetkych organickych vlastnosti potravin, ktoré sa
dlhodobym skladovanim narusuju.

Nakoniec aj celosvetova potravinova bezpecnost’ sa opiera o udrZzanie schopnosti miestnej
vyroby potravin.

-316 -



2 DOMACE EKOLOGICKE POECNOHOSPODARSTVO

Ekologické pol'nohospodarstvo je "win- win-win" model, kedy ziskavaju vSetky zucastnené
strany - producenti, konzumenti i S§tit. Samotni pol'nohospodari, lebo s ekologickou
produkciou budt zarucene konkurencieschopni, l'udia, ktori budi moct vo vécSej miere
konzumovat’ zdravé biopotraviny a v dlhodobom dbsledku nepochybne aj Stat, pretoZe sa
zachova trodna poda, obmedzi sa znecistovanie riek a ovzdusia, zvysi sa biodiverzita, zvysi
sa potencial pre agroturistiku a atraktivita byvania na vidieku.

Okrem toho kupovanim biopotravin podporujeme aj mnohé dalSic dobré veci -
ekopolnohospodarstvo je SetrnejSie k pode, nezneCistuje vody chemikéliami, vytvéra
rozmanitejSiu krajinu a napomaha rozvoju vidieka; v biopotravinach nie su pouZzité zdraviu
Skodlive chemikalie. Nakoniec, prave biopotraviny su tie normalne potraviny, ktorymi sa
I'udia stravujui odjakziva, teda okrem poslednych asi 100 rokov.

Zaujem o produkty z ekologického pol'mohospodarstva na trhoch Eurdpskej tnie stipa.
Narastd aj vymera pody a pocet subjektov v systéme ekologického pol'nohospodarstva na
Slovensku. Zial’, velka viésina bioprodukcie ide na vyvoz vo forme suroviny na dalsie
spracovanie. Ekologické polnohospodarstvo ako oficidlny a kontrolovany systém mé na
Slovensku dlhoro¢nu tradiciu. Slovenski ekologicki polnohospodari produkuju obilie
vSetkych beznych druhov, zemiaky, strukoviny, zeleninu i ovocie. Pestuji sa i liec¢ivé rastliny
a rastliny na kozmetické ucely. Pomerne silne je zastdpeny chov zvierat na ekologickych
farméach. PrevaZzuje vak chov prezuvavcov - hovédzieho dobytka, oviec a kbz. Velké rezervy
méa Slovensko v chove oSipanych a hydiny, pricom zaujem spotrebitel'skej verejnosti (i
zahrani¢nej) je velky a to najmi o vajcia, bravéovinu a o miso hrabavej i vodnej hydiny v
kvalite BIO.(3)

Co urobit’ pre zviditelnenie a podporu domaceho eko polnohospodarstva?

NasSej spolo¢nosti chyba filozofia preco to vSetko robit’ alternativne ¢i ekologicky. Nové
myslienky by sa lepsie presadzovali, ak by [l'udia vedeli, preo konve¢nU produkciu nie a
preco ekoprodukciu ano. Ak sa pozrieme na eko vyucovanie principov, spésobov, technoldgii
a podobne. od zakladnych, cez stredné az po vysoku Skolu u nas, pochopime, Ze ani v
budicnosti nie je mozné ofakavat’ iné citenie-vzt'ah k tejto téme v celej spolo¢nosti.

Pre podporu ekologického pol'nohospodarstva vel'a robia a mézu urobit’ ob¢ianske zdruzenia
alebo neformalne iniciativy nadSencov - organizovanim infostankov, ochutnavok, vyletov na
ekofarmy, Sirenim letakov alebo distribuciou ¢erstvych bioproduktov z ekofariem - napr.
prostrednictvom klubov priatel'ov ekologického pol'nohospodarstva. Tu je vel'a ¢o zlepSovat’ -
roz§irit’ spolupracu aj mimo rdmec environmentalnych, ochranarskych organizécii - prizvat’ k
spolupraci aj materské centra, zdruzenia l'udi s chronickymi ochoreniami a podobne.

Najviac marketingovych moznosti méa stat. Mohol by napriklad:

= uskutocnit’ medidlnu kampan na podporu produktov ekologického pol'nohospodarstva
a znacky EKO pol'nohospodarstvo prostrednictvom STV a Radia Slovensko - tak ako
v pripade podpory slovenskej produkcie a Znacky kvality;

= zaplatit’ ekofarmarom nédklady spojené s certifikdciou bioproduktov a biopotravin, ako
jetov USA;

= finan¢ne podporit’ osvetove podujatia typu tyZdei alebo mesiac biopotravin, ako je to
v CR;
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» zvyhodnit’ ekologickych pol'nohospodéarov znizenim DPH na certifikované produkty
ekologického poI'nohospodarstva;

V navrhu ak¢éného planu rozvoja rodinnych fariem do roku 2020 zverejneného na stranke
Zvizu ekologického pol'nohospodarstva sa v ramci cielov okrem iného uvadza (5):

- potreba podporovat’ trh s produktami z dvora a zvysit’ doveru spotrebitel’a,

- podporovat’ odbytové zdruZenia pre predaj z dvora —
vytvorit’ v kazdom kraji Odbytové zdruzenie pre predaj vyrobkov rodinnych fariem,
ktoré pomdzu zabezpeCit spravodlivé prijmy pre polnohospodarov a obnovit
rovnovahu sil v potravinovam retazci. KedZe globalizdcia a zvySend koncetracia
distribdcie potravin viedli k vzniku rozdielov medzi rastom vyrobnych nakladov
( 3,6% rocne od roku 1996), spotrebitel'skych cien ( 3,3% rocne) a cien pre
pol'nohospodéarov ( 2,1% rocne), su vitané systémy, ktoré zlepSuju rokovacie
schopnosti pol'nohospodarov ako su Odbytové zdruzenia.

- zabezpeCit' nezédvislé multidisciplindrne vSetkym dostupné poradenstvo pre spravnu

pol'nohospodérsku prax ako aj celozivotné vzdeldvanie

- vytvorit’ priame prepojenie producenta a spotrebitela s dorazom na priame zasobovanie

potravin, ktoré su kI'icové pre stabilizaciu populacie a udrzatel'nost’ vidieka na Slovensku.

Je potrebné zviditelnovat’ a podporovat’ ekologické pol'nohospodarstvo a domacu spotrebu
jeho produktov. Nie nadarmo hovoria ekologicki pol'nohospodari na celom svete: Ochutnajte
ten rozdiel!

3 ZAVER

Analyza sucCasného stavu vyuzitia zdkladnych vyrobnych faktorov v pol'nohospodarstve
spracovana ministerstvom p6dohospodarstva a rozvoja vidieka SR ukazala, Ze z hladiska
optimalizacie stavu vyuzitel'nosti tychto zakladnych vyrobnych faktorov, pre cielova skupinu
pol'nohospodarskych subjektov, bude nevyhnutné realizovat’ nasledovné opatrenia (2):

= ulahcit’ cielovej skupine pol'nohospodarskych subjektov pristup ku vhodnej
pol'nohospodérskej pode tak, aby dostupnost’ tohto zdkladného vyrobného faktora
nepredstavovala zasadni prekazku zaCatia alebo pokraCovania podnikania
V pol'nohospodarstve; a

= podporit’ zacatie podnikania pre cielovl skupinu pol'nohospodarskych subjektov tak,
aby vstupné néklady podnikania v pol'nohospodarstve neobmedzovali volu cielove;j
skupiny subjektov zalozit’ si pol'nohospodarsky podnikatel’sky subjekt;

» znizit’ ndklady na zamestnavanie pre cielovu skupinu pol'nohospodarskych subjektov
osobitne motivacnym spdsobom tak, aby zaCinajici a existujuci pol'nohospodarski
podnikatelia neniesli pInG vahu osobnych nakladov na seba a svojich zamestnancov
a mohli rozhodujtcu ¢ast’ svojho vstupného kapitalu pouzit’ na zacCatie a zvel'ad’ovanie
svojho podnikania;

= zlep$it' pristup cielovej skupiny pol'nohospodarskych podnikatel'ov k moZnostiam
Cerpania projektovych podpdér PRV SR 2014 - 2020 tak, aby sa zvysila ich
konkurencieschopnost’ v trhovom prostredi SR a EU;

* umoznit’ pristup cielovej skupiny zacinajiicich pol'nohospodarskych podnikatel'ov
k Gverovému predfinancovaniu svojich prevadzkovych a kapitalovych potrieb tak, aby
Casovy nesulad vydavkov na podnikatel'sku ¢innost’ a prijmov z realizacie vystupov
Z podnikatel'skej ¢innosti neviazali zdsadnu Cast’ vstupného kapitalu podnikatel’ského
subjektu, ktort by inak pouzili na zvelad’'ovanie svojho podnikania;
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» podporit’ pre cielova skupinu pol'nohospodarskych podnikatel'ov, vyrobu, odbyt a
ozna¢ovanie pol'nohospodarskych vyrobkov a potravin, tak, aby tieto aspekty
podnikatel'skej cinnosti stimulovali pridavanie hodnoty do pol'nohospodarskych
produktov a sluzieb; a

= ulah¢it pre cielova skupinu polnohospodarskych  podnikatelov  pristup
k neprojektovym opatreniam Programu rozvoja vidieka a podpordm v ramci priamych
platieb tak, aby bola pomerna vybavenost’ prevadzkovym kapitdlom porovnatelna
s referencnymi pol'nohospodarskymi subjektmi na Slovensku.

Slovensko zaplavili retazce. Uz v kazdom menSom meste stoji predajia aspon jednej velkej
obchodnej siete. Ponukaju najma priemyselne vyrabané a pestované potraviny z celého sveta.
Nakupuju vel’ké mnozstvd, co im dava priestor na stldanie cien. Spotrebitel’ si celorocne
moZe vyberat z bohatej ponuky. V zime zoZenie paradajky zo Spanielska, uhorky z Grécka a
iné typicky sezénne potraviny. Druhou stranou mince su chutové vlastnosti takychto a
podobnych produktov. Inou kapitolou je minimalne diskutabilny vplyv pridavnych latok
pouzivanych v potravinarskom priemysle na zdravie. I ked’ aj obchodné siete uz zaraduju
lokalne potraviny, Cast’ spotrebitel'ov si d4 namahu a vyhl'adéva ich inde.
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PRINOSY ENVIRONMENTALNEHO MANZERSTVA PRE
ORGANIZACIU

THE BENEFITS OF ENVIRONMENTAL MANAGEMENT SYSTEM
FOR THE ORGANIZATION

Marta Karkalikova

Abstrakt

Pozitivne prinosy zo zavadzania systémov environmentalneho manazérstva v organizacii
prispievaju nielen kochrane Zivotného prostredia, ale sa prejavia aj vekonomickych
ukazovatel'och, ato najmé ako je Uspora energie, vody, minimalizicia odpadu a zniZenie
nékladov na kvalitu ako sU interné, externé, na hodnotenie aprevenciu. K pozitivnym
prinosom mo0Zeme zaradit aj vAa€Siu zainteresovanost zamestnancov do procesu
environmentalneho manazérstva, ¢i zvySovanie environmentalneho povedomia organizacie.
Zavedeny systém environmentalneho manazérstva zvySuje konkurencieschopnost
organizacie, vztahy s prisluSnymi organmi Statnej spravy as dotknutou verejnostou. Je
doélezitym indikatorom preukazovania schopnosti splnit’ poziadavky svojich zakaznikov.

KPucové slova: systémy environmentalneho manazérstva, Zivotné prostredie, kvalita,
technicka revizia, zakaznik, zainteresované strany

Abstract

Implementation of the enviromental managemen system brings many side-effect benefits for
the organization such as savings of energy, water, minimization of waste and lower internal
and external costs spent on the quality, evaluation and prevention. Among other positive gains
belong greater involvement of the employees in the process of environmental management,
or increased environmental awareness of the organization. The introduced environmental
management system enhances the competitiveness of the organization, relations with
respective state administration bodies and the concerned public. It is an important indicator
for proving the ability to fulfil the requirements of its clients.

Key words: environmental management system, environment, quality, the technical Revision,
customer, involved parties

UuvoD

Néstrojom environmentalnej politiky organizacii st systémy environmentalneho manazérstva,
ktoré hl'adaju vSetky zdroje negativnych vplyvov podniku na Zivotné prostredie. Systém
environmentalneho manazérstva predstavuje v podmienkach Slovenskej republiky jeden z
najviac zavadzanych a vyuZzivanych néastrojov na environmentalne riadenie organizacie.
Vyuziva sa spolu s ostatnymi manazérskymi systémami a to hlavne so systémom manazérstva
kvality a tiez so systémom manazérstva bezpecnosti a ochrany zdravia pri praci. V sucasnosti
sa stavaju UspeSné tie podniky, ktoré Setria prirodné zdroje, ponlkaju vyrobky vyrabané
ekologicky a obmedzuju odpad. Preukazanim GspeSnej implementacie normy 1SO 14001
Systémy environmentdlneho manazérstva. PoZiadavky s pokynmi na pouZitie. moze
organizacia presvedcit’ zainteresované strany, ze je ekologicka a sprava sa Setrne k zivotnému
prostrediu. Systém environmentalneho manazérstva je ucinnym nastrojom pre zlepSenie
environmentalnej vykonnosti a zdokonalenia obchodnych procesov. Zavedeny a nasledne
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certifikovany systém environmentalneho manazérstva minimalizuje environmentalne dopady,
Specifikuje nastroje systému riadenia organizacie so zamerom zlepsit' profil organizacie vo
vztahu k Zivotnému prostrediu. Environmentalne manazérstvo predstavuje subor
dobrovolnych néstrojov environmentalnej politiky umoziiujucej zavedenie systémového
pristupu do rieSenia problémov ochrany Zivotneho prostredia a realizacie environmentalnych
cielov.

Organizacia implementaciou normy ISO 14001 dosahuje ekonomické prinosy vo vztahu
k zniZovaniu spotreby prirodnych zdrojov, prinosy sa prejavia aj lepSim postavenim na trhu,
pouZivanim alternativnych technologii a postupov. Nemalym prinosom je aj skvalitnenie
vzt'ahov so zamestnancami a verejnostou

1 VYZNAM SYSTEMU ENVIRONMENTALNEHO MANAZERSTVA

Cielom environmentalneho manaZzérstva je zabezpecit' presadzovanie zakladnych principov
udrzatelného rozvoja v podnikani. Zameriava sa na spotrebu prirodnych, ekonomickych
a l'udskych zdrojov pri sti¢asnej snahe o ochranu a zlepSovanie Zivotného prostredia. Systém
environmentalneho manazérstva zahifia aj ochranu produktu, spotrebitel'a a pracovnikov
podielajucich sa na vyrobe (Mangra, 2014). Systém environmentadlneho manazZérstva
poskytuje formalny rdmec pre integraciu politik, programov a postupov v oblasti ochrany
Zivotného prostredia (Prajogo, 2014). Tvori sucast’” celkového systému riadenia a zahfiia
organiza¢nu $truktaru, planovanie, zodpovednost’, postupy a praktiky, procesy a zdroje na ich
rozvijanie aimplementaciu, preskimanie a udrZiavanie environmentalnej politiky. Je
zalozeny na vzajomne prepojenych prvkoch, pomocou ktorych moze organizacia kontrolovat
a analyzovat’ vSetky procesy a tym znizovat’, pripadne. eliminovat’ ich negativne vplyvy na
Zivotné prostredie. Systém environmentalneho manazérstva je postaveny na sustavnej analyze
a planovani, napomaha neustéle zlepSovat’ podnikové ¢innosti vo vztahu k ochrane Zivotného
prostredia. Zaviest' systém manazérstva moze akakol'vek organizicia bez ohladu na jej
vel'kost’ a formu podnikania, bez rozdielu ¢i patri do sukromného alebo verejneho sektora.
Organizacie si zavadzaju systém environmentalneho manazérstva z dévodov ( Karkalikova
,Lackova,Krnacova 2012):

= ekonomickych - zniZenie nakladov z hl'adiska eliminacie pokut, znizenia spotreby energie,
moznost’ vstupu na nové trhy,

= technickych - technické inovécie,

» organizacnych- proaktivny pristup k rieSeniu problémov, dodrZiavanie environmentélnej
legislativy, eliminécia environmentalnych rizik.

Vyznam systému environmentalneho manazérstva je v tom, ze podporuje riadit’ v organizacii
environmentalne aktivity planovanym a systematickym sposobom, identifikovat’” procesy k
neustdlemu zlepSovaniu environmentalneho podnikového spravania. Cielavedomym
zlepSovanim jednotlivych procesov, mdéZe organizacia prispiet k zlepSeniu Zivotného
prostredia, znizovaniu nakladov na spotrebu energie, vody, plynu alebo vypustanim emisii, o
sa vV konecnom dosledku pozitivne prejavi na efektivnom riedeni organizacie.

V stcasnosti su systémy environmentalneho manazérstva rozSirené nielen medzi malymi a
strednymi podnikmi, ale aj v oblasti verejnej spravy ako sU napriklad mesta ¢i obce.
Organizécie k zavedeniu systému environmentalneho manazérstva pristupuju dobrovolne, ich
systémy sa navzajom od seba lisia, ked’ze kazda organizacia ma vypracovany svoj vlastny
systém a program zamerany na environmentalnu politiku, ciele a opatrenia. Environmentalna
politika organizécie je verejny dokument, ktory je spristupneni verejnosti, ako aj kontrolnym
orgdnom a organom Statnej spravy v pisomnej forme. Stanovenie environmentalnej politiky
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v organizacii je vyznamnym krokom tak pri implementacii systému environmentalneho
manazérstva, ako aj pocas jeho prevadzky.

System environmentalneho manazérstva sa zavadza do organizacii a nasledne sa certifikuje
podl'a normy ISO 14001:2004 Environmental management systems. Requirements with
guidance for use . Do tejto normy boli zapracované poziadavky normy 1SO 9001:2008 a je
vydana ako dodatok 1SO 14001/AC. Norma ISO 14001 3pecifikuje poZiadavky na systém
environmentalneho manazérstva, umoziuje organizacii vytvorit’ politiku a ciele, priCom berie
do Gvahy legislativne iné poZiadavky, a tieZ aj informéacie o vyznamnych environmentélnych
aspektoch. Vychadza z troch koncepcii — plnenia legislativnych a inych poZiadaviek,
prevencie zneCistovania (ovzdu$ia, vody, pddy, atd.) a neustdleho zlepSovania.
Prostrednictvom tohto systému by sa mali sledovat’ a dodrziavat’ legislativne poziadavky v
oblasti ochrany zivotného prostredia, riadit’ environmentalne aspekty, vytvarat’ a zvySovat
environmentalne povedomie zamestnancov, monitorovat a merat’ vlastnosti Cinnosti pri
realizécii produktov, ktoré moézu vyznamne ovplyviiovat Zzivotné prostredie, znizovat
produkciu odpadov, hladat’ mozZnosti recyklacie a znizovat spotrebu energie. K hlavnym
principom systému environmentdlneho manazérstva mozeme zaradit' sulad s narodnou
environmentalnou legislativou a prdvnymi predpismi, uprednostiiovanie prevencie v oblasti
ochrany Zivotného prostredia, identifikciu environmentalnych aspektov a ich riadenie,
neustale zlepSovanie environmentalneho profilu a environmentalneho spravania organizacie.

Norma ISO 14001 je v procese revizie, vykondva ju 1SO- Medzindrodna organizécia pre
normalizéciu, technicka komisia ISO/TC 207/SC1, ktord sa sklada z odbornikov, ktorych
vymenovali prislusné narodné normalizacné organy. Norma spaja vsetky aspekty Zivotného
prostredia (vodu, vzduch, klimu, pédu), cielom je, aby organizacie postupovali k ochrane
Zivotného prostredia na zaklade celosvetového principu. Zmeny sa tykaju (iso.org):

= zlepSenie environmentalneho manazérstva v strategickom riadeni organizacii,

= zavedenie principov vodcovstva v procesoch environmentalneho manazérstva,

= doraz na proaktivny pristup k ochrane Zivotného prostredia,

= presun od zlepSovania systému manazérstva k zlepSovaniu vplyvov na Zivotné prostredie,

= rozSirenie ramca aspektov ochrany Zivotného prostredia na Zivotny cyklus vyrobkov a
sluzieb.

Nova Struktara normy je vsulade snovym ramcom pre tvorbu noriem ISO, vychadza
z prilohy Annex SL smernice pre vypracovanie ISO noriem pre manazérske systému, ¢o
umozni jej jednoduchsiu integraciu s ostatnymi normami systémov manazerstva. Predpoklada
sa, Ze norma po revizii by mala byt vydana aj s normou ISO 9001, ktoréa tiez podlieha revizii,
v septembri 2015 (iso.org). Medzinarodna norma ISO pre oblast’ environmentalneho
manazérstva ma poskytnat’ prvky efektivneho systému environmentalneho manazérstva a tak
pomahat’ organizaciam dosiahnut ich environmentalne a hospodarske ciele.

Zaujem zéakaznikov o ochranu Zivotného prostredia ma za nasledok sprisnend reguléciu
organizécii v oblasti Statnej environmentalnej politiky. Vydanie zakonov z oblasti Zivotného
prostredia zabezpecuje vyssiu zodpovednost’ organizacii za ich vplyv na Zivotné prostredie.
Spolo¢nosti sa usiluju o efektivne prejavovanie environmentalnych vysledkov z externych
(napr. regulacie vlady) a internych (napr. firemné politika) zaujmov. Coraz viac organizacii
zarad’'uje environmentdlne otdzky do jednotlivych podnikovych Ccinnosti ako ddsledok
legislativnych zmien. Realizuji to v suvislosti so sprisiiujucou sa legislativou, s rozvojom
hospodarskych politik a s d’al§imi opatreniami podporujiicimi ochranu Zivotného prostredia a
S0 vSeobecne narastajucim zaujmom zainteresovanych stran o environmentalne otazky a
udrzatel'ny rozvoj.
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Organizacie vykonavaju environmentalne preskimania alebo interné audity, aby posudili
svoje environmentalne spravanie. Tieto audity mozu sluzit' ako zaklad pri vyhodnocovani
zhody samotnou organizaciou, neposta¢uji na to, aby organizacie poskytli istotu, Ze ich
spravanie nielen spifia, ale aj nad’alej bude spiiiat’ legislativne a environmentalne poZiadavky.
Aby boli tieto aktivity efektivne, je potrebné ich vykonavat' v radmci Struktirovaného systému
manazeérstva, ktory je jednotny pre celt organizciu. Environmentélny audity sa realizuje za
ucelom objektivneho posudenia systému environmentalneho manazérstva v organizacii,
zahfiaju systematické, zdokumentované, periodické a objektivne hodnotenie vykonnosti
organizacie, manazmentu a postupov pre ochranu Zivotneho prostredia.

Organizacia si zavadzaju viaceré systémy manazérstva a navzajom ich integruju, prispésobuju
ich vlastnym potrebam. NajpraktickejSi je jeden Ginny nastroj riadenia vnutornych a
vonkajSich vztahov organizacie, ktory zahrnie v sebe tri manazérske systémy a zaroven sa
spolo¢ne realizuju niektoré poziadavky, ktoré z tychto systémov vyplyvaja (Veber2010).
Vzhladom Kk tomu, Ze hlavnym poslanim systémov manazérstva je uspokojovanie potrieb
zédkaznikov, ktoré sa s vyvojom trhu neustale menia, je doélezité, aby organizacia zavedeny
systém manazérstva prispdsobovala meniacim sa podmienkam trhu, konkurencie a chapala
ho ako system dynamicky.

1.1 Prinosy zo zavedeného systému environmentalneho manazérstva

Prinosy implementécie systému environmentalneho manazérstva st v plneni legislativnych
poZiadaviek, neustalom zlepSovani environmentalneho spravania, ktoré je zaloZené na
proaktivnom pristupe a zniZovanie environmentalnych rizik. Zaroven sa zlepSuje postavenie
organizacie na trhu i z celospolo¢enského hladiska, ¢o umoziuje ziskat’ nové moznosti na
domécich aj zahrani¢nych trhoch, zvySuje hodnotu a hospodarnost’ organizacie, zvysuje sa
dbvera zo strany zakaznikov. Prinosom méZe byt aj zefektivnenie internych ¢innosti, ziskanie
marketingového nastroja v podobe certifikatu, zlepSenie vztahov s dodavatel'mi, zlepSenie
environmentalnej vykonnosti organizacie. Hlavnym cielom systému environmentalneho
manazérstva je systémovy pristup Kk riadeniu ochrany Zivotného prostredia v dosledku
znizenia negativnych vplyvov svojich ¢innosti na zivotné prostredie

Za najvacsi prinos povazuje Heras-Saizarbitoria dodrziavanie zakonov a predpisov z oblasti
Zivotného prostredia. Hoci z jeho prieskumu vyplyva savislost’ systému environmentalneho
manazeérstva s dodrZiavanim legislativy z oblasti Zivotného prostredia, norma ISO 14001
nestanovuje presné poZiadavky na dosahovany vykon organizacie v oblasti ochrany Zivotného
prostredia, akym je napr. zavizok plnit’ vSetky poziadavky vyplyvajtce z platnych predpisov.
(Heras-Saizarbitoria, 2011) PoZiadavka v sulade s plnenim platnych predpisov v oblasti
Zivotného prostredia nevedie k vyraznému zlepSeniu organizécie, pretozZe, organizacie by mali
podnikat’ v stlade s legislativou uz pri zavedeni normy.

System environmentalneho manazérstva je manazérskym nastrojom, vytvara podmienky na
udrZiavanie a neustale zlepSovanie efektivnosti organizécie. Ked’ze uplatnenie organizacii na
trhu zavisi aj od zavedeného systému environmentalneho manazérstva, ktory je dokazom a
zarukou kvalitnej produkcie a splnenia legislativnych poziadaviek z hladiska zivotného
prostredia, organizicie maju zaujem implementovat’ manazérsky systém. S implementéciou
systému suvisia vyhody aj nevyhody. Realizovany prieskum (v ramci prieskumu bolo viacero
otazok kladenych respondentom), bol zamerany na zistovanie prinosov systémoveho riadenia
ochrany Zivotného prostredia v organizaciach so zavedenym systémom environmentéalneho
manazérstva podl'a normy ISO 14001. Prieskum sa realizoval na vzorke 103 slovenskych
podnikatel'skych subjektov so zavedenym systémom environmentd