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TheHiring-Overtime Decision and the Working Time Arrangement

*Lucia Murinova
*University of Zilina, Faculty of Management anddmmatics, Department of Macro and Microeconomics,
Univerzitna 1, 010 26 Zilina, Slovakia, {murinowacla}@gmail.com

Abstract. This paper deals with the decision making prodessrds working time arrangement. It is
focusing on the situation when a company is conéwmwvith an extra workload and the managementdias t
decide whether to hire people or work overtime. Taper introduces quantitative approach of E. F.
Lundgren and J. V. Schneider to this decision mwblwhich is based on cost minimization and asswanes
known increase in demand. The main aim of this p&péo suggest an analytical tool as an aid in the
decision process involving the hiring-overtime demn.

Keywords: Working Time Arrangement, Decision, Decision MakiRrocess, Working Time, Overtime,
Hiring, Cost Analysis.

1. Introduction

Working time arrangement defines where, when and twork gets done. The changes of
external or internal conditions can cause thataatorking time arrangement will not meet new
requirements. In this case the management of coynpas to design an adjustment of actual
working time arrangement, which will be more suleaio changed conditions.

According to the Slovak Labour Code the labourtr@abetween employer and employee can
be characterized by several characteristics. Tlobseacteristics represent individual employer
decisions towards certain working time arrangemdiiey involve the form of a labour law
relation, the duration of a labour law relationg tvorking time per week, the distribution of
working time, the basic working time per day, time account balancing period, the overtime
work, the alternation of employees at the same plade and the workplace. [1, 4]

The adjustment of working time arrangement canrbgiged because of different reasons, but
the most frequent is the change of workload. Inclee an extra workload occurs, the management
of company has to make certain decision that widltde effective processing of this work. It can be
solved by hiring new employees or by overtime work.

In general a solution of this problem depends omxdant of a extra workload. The large extent
is solved by hiring new employees and short exiensolved by overtime work. However
management of a company has to determine a boubeéamgen large and short extent of an extra
workload.

The cost model designed by E. F. Lundgren and &ctineider can be helpful in a process of
the determination of this boundary.

2. The Cost Modd for the Hiring-Overtime Decision

Authors E. F. Lundgren and J. V. Schneider designetbdel for the hiring-overtime decision,
which represents quantitative approach to thissi@tiproblem. They assume that a decision to hire
new people or to work overtime has to be made, veheaomber of expected time hours needed to
complete production is larger than the total avdddime hours. [2]

They distinguish two major cost areas — hiring s@std costs of overtime. Hiring costs include
direct and indirect costs. The direct costs represeage costs of new employees required to
completion of a required production. The indireosts represent costs of personal department,
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accounting cost to place a person on the payrallteaining. Then the equation of the hiring costs
is following:
C,=hxw+K (1)
Where
h - an excess workload in time hours
w - wage cost per hour
K - total indirect hiring costs

Costs of overtime include wage costs and the owerforemiums. Then the equation of the
overtime costs is following:

C; =hx(w+wp) (2)
Where
h - an excess workload in time hours
w - wage cost per hour
Wp - overtime premiums per hour

In the case when different rates of the overtinerpums are distinguished, the equation of the
overtime is following:

C2=h1X(W+W1)+h2X(W+W2) (3)
h = h; +h, (4)

Where

h - an excess workload in time hours

h1; h2- a number of hours worked during week; a numbéroairs worked during weekend
w - wage cost per hour

w1,wz2 - overtime premiums per hour for week; overtimenprens per hour for weekend

The objective function of this model is to minimigtal cost subject to a fixed production
output or demand at the end of some time span:

f=h; xw+K+h, x(W+w;)+ hs X (W+w,) (5)
Subject to:
hy +h, +hs; > h (6)

Where

h - an excess workload in time hours

hi- a number of hours worked by new employee
hz2- a number of hours worked during week

hs- a number of hours worked during weekend

The cost minimization will cause that alternativelmthe lowest cost will be chosen. Authors
wanted to design practical model that will be ablgrovide a relatively quick and easy analysis
and they made following assumptions in designedetod

*» The demand increase is known
= The time span is finite
= No capital expenditures for new equipment will lreessary if new personnel are hired.

12



= There are no differences in efficiency between eyg#s and newcomers.
= No additional supervision will be needed to haraitg required number of new employees or
overtime hours.

3. TheHiring-Overtime Boundary

The cost model designed by E. F. Lundgren and BdWineider can make easier the hiring-
overtime decision. The management of a companplesta determine an exact boundary between
an extent of the extra workload, which should Heexbby overtime work and an extent of the extra
workload, which should be solved by hiring new deophe main condition consists in comparison
of overtime costs and hiring costs. The overtimeusth be chosen when overtime cost are lower
and the new employee should be hired when hirirsgscare lower.

From equations (1) a (2) the hiring-overtime bougdan be calculated.

€1 =0 (7)
hxw+K=hx(Ww-+w,) (8)
h=K/w, 9)

The comparison of overtime and hiring costs cambéde also graphically (Fig. 1). In the case
we will assume that new employee has the same peagkeour as employee working overtime, the
function of overtime costs is steeper. The functadrhiring costs is starting at a level of total
indirect costs.

Costs A Overtime
[€] Costs

Hiring
Costs

|

|

|

I -

h* An extra workload

[hours]

Fig. 1. The Hiring-Overtime Boundary, source: author

We can see that hiring new people will be moreatife in the case the extra workload will be
longer than h* time hours.

4. Extensions of the Cost Model for the Hiring-Overtime Decision

Although the approach of authors E. F. Lundgren and/. Schneider to hiring-overtime
decision is very practical and enables easy andkagamnalysis, it does not encompass different
working efficiency. The working productivity differbetween employees and is also reduced
because of the extended hours. [3]

Another extension of previous model can be madeassumption that a wage rate isn’t
identical for all employees.
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For example new employee mostly doesn’'t have theesaage rate as permanently employed
employees working overtimes.

If these assumptions will be included into a pregionodel, the hiring-overtime boundary can
be expressed in units of production:

C, =G, (10)
EXW1+K=£X(W2+WP) (12)
P1 b2

K
P=W2+Wp_m 12)
b2 P1

Where

P - an excess workload in units

wi1;,w2 - wage cost per hour of newcomer; wage cost per tioqpermanently employed employee
Wp- overtime premiums per hour

p1; p2- productivity of newcomer; productivity of permantly employed employee

The graphical expression is similar as in previcase, only the extra workload is expressed in
units. The gradient of curves depends on basic watgs, overtime premium and working
productivity. Generally a newcomer makes spoilagas his/her working productivity is lower. In
the case where this assumption is true, the gradiehiring costs is higher. On the other hand
newcomer has mostly the lower basic wage rate. Thergradient of hiring costs is lower. The
final gradient of these functions depends on qubté wage rate and working productivity.

5. Conclusions

In the case where a given demand increase ovaita fime span is known and exceeds current
production capacities, a total cost analysis caavige decision criteria for working time
arrangement adjustments. In the case where oveisinverked, one can also determine the type of
overtime. The cost model for the hiring-overtimeid®n facilitates a quantitative approach to the
hiring-overtime decision. However it does not enpass differences in wage rates and working
productivity. This paper suggests extension of tha&lel, which can be used as an analytical tool
for the hiring-overtime decision.
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Monitoring Competitorsas One of Prerequisitesfor Game Theory
Application in Management Decision M aking
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Abstract. This article is mainly devoted to the process ohitoring competitors in a company. This process
should be divided into four parts which are grafjudlescribed. The most exacting are the phases of
collecting information and of converting informatiinto intelligence. These stages can be facititatsing

the company’s information system with the intentadrcompetitive intelligence. The process of moritg
competitors represents a key part of the supermrgss of game theory application in managemerisidac
making. Game, which represents a strategic deeis@king situation, requires competitive intelligerfor

its formulation.

Keywords: game theory, decision making, competitor analysisypetitive intelligence.

1. Introduction

The aim of this article is to present key approached methods concerning collection and
utilization of information about company’s compets. It is dealt in the context of game theory
application in management decision making. The ntgj@f game-theoretic techniques which
improve the process of decision making requiretinadly elaborated information about company’s
competitors. These are in game-theoretic pointi@i/\considered as other players. The knowledge
of all significant game players and of their chebhracteristics is absolutely essential for tharfut
success of game theory application in decision-ngpRrocesses.

2. Game Theory in Management

Game theory, originally branch of applied matheostiprovides an effective framework,
which helps decision-makers during the processeaisibn making. In the area of management,
decision-making processes may be very exacting.y Tére usually connected with money
expenditures, representing one of the basic vaduadninpany resources. This is one of reasons why
the process of decision making has a key importame®ery company. It is necessary to improve
such processes and perform them effectively. levalent that a success of one company or
organization on the market depends on behaviouwtloér market participants, especially other
companies and organizations, usually regarded agetitors. Game theory offers descriptions,
methods, techniques and models which enable siratieigking in such multi-decision-makers
settings.

When applying game-theoretic approach it is necgdedollow several steps. These steps are:

= key game elements determination,

* monitoring competitors,

= game classification,

= formal game representation and model formulation,
= optimization,

= application of selected decision,

= process feedback.
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3. Monitoring Competitors

The initial rough estimation about who are compangompetitors is dealt in the first
phase of the process of game theory applicatiomamagement decision making which is
about key game elements determination. One of thase& elements is a number of game
players. The identification of possible competit@presents an input to the second phase. But
it has not to be considered as a final propositiomay be further adjusted during the phase of
monitoring competitors which also provides a viewtlbe whole business background.

This article is mainly focused on the second phakehe process which is about
monitoring competitors. This part is about gathgr@amd structuralization of information about
competitors, i.e. game players. It is a key premat for further classification and
representation of the whole game for example byayofh matrix or a decision tree and for
model formulation.

The process of monitoring competitors has to belempnted in every company which
becomes aware that its success also depends @iodsodf other's market participants. There
are four main stages in monitoring competitors [3]:

= collecting information,

= converting information into intelligence with seskrpartial steps like collate and
catalogue information, integrate it with other @ecof information and analyze and
interpret it,

= communicating intelligence,

= countering any adverse competitor actions usingntiiedligence.

3.1. Collecting Information

It is important during the step of collecting infeation to keep in mind that the objective
is not to collect as much information as possiklednly to acquire information which will be
really used. Such scope is usually derived frontablpm formulation which represents the
true beginning of every decision-making processni@mnagement and which introduces key
areas of concern. Rather than collecting infornmatio a random or haphazard manner, the
search needs to be focused, planned and aimed sateang the various intelligence
requirements of the business [3].

Sources of information for competitor analysis nieygrouped to three main categories:
recorded data, observable data and opportunidiac[@a5].

Recorded data are easily available in published form eitherinédly or externally. In this
group belong annual reports, brochures, presssedeanewspaper articles, analysts’ reports,
regulatory and government reports, industry souqmesentations and official speeches. [5].

Observable data which have to be actively gathered and often abkainfrom several
sources include competitor's web-sites, price lisslvertising campaigns, organization
structures, promotions, tenders and patent appitat licensing agreements, sponsoring
events, alliances and partnership agreements, saibgns and mergers information, joint
venture agreements or government antitrust actions.

Opportunistic data possession requires a lot of planning and organizabecause much
of them come from discussions with suppliers, ausis, employees and previous managers.
They may be acquired from meetings with supplierdustry experts, trade shows, sales force
meetings, seminars, conferences, recruiting ex-@yepl, discussions with shared distributors
or from social contacts with competitors. [5]. Iviews with customers made by sales
representatives and customers surveys are verablallbecause customers are usually aware
of the good points or bad points of every compamy at the same time information is easily
achievable because customers usually do not winoytathe revelation of some competitor’s
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secrets. As customers are important for every compmdfering products or services, such
surveys represent really high valuable source &drimmation. The main disadvantage of
opportunistic data is that they need to be attehtistructuralized because they may have
rather subjectivity character.

Internet is a very powerful instrument in the psxef gathering information. It is useful
to know how to use search engines and search diesirdormation using key words. Many
paid or even free databases full of competitor&rimation are available. The most famous are
global Dialog offering many particular databasealeGGroup F&S Index, D&B commercial
database, Hoovers or Factiva. In central Europgea &or example Europska databanka
Business to Business Information Provider or Korspadl offer many search options which
enable obtainment of various business records. Boe® simple competitive intelligence
magazines, discussion forums, blogs or customegamndrnmental sites are also useful.

Davidson compares the process of gathering conyeetitata to a jigsaw puzzle. Each
individual piece of data does not have much sigaift value. The important skill is to collect
as many of the useful pieces as possible and thgendble them into an overall picture of the
competitor. [5].

3.2. Converting Information into I ntelligence

This part of monitoring competitors is even moraaing than the previous one. It leans
on the total collation and structuralization ofalahd information gathered. As a matter of fact
it is necessary to avoid repetition of informatiots wrongness, unreliability, inaccuracy,
incompleteness and misleading [3].

It is necessary to find information’s connectioiméerpretations and possible future trends
and competitor's moves. From the game-theoretintpufiview the monitoring of competitors’
behaviour is essential. It is crucial to detect axglore such phenomenons like rivalry,
cooperation or retaliation. In game theory, thecpss of converting information into
intelligence gains demanding and significant psimfical and sociological aspect. Using
game theory in management decision making requé@ty deep expert information analysis
which enables view the situation in the profountspective.

The information need to be indexed and catalogoeskdo in case of the new information
come, it should be quickly linked to similar infoation that had previously been found. It may
be stored in a custom-built or dedicated competitarabase accessible via the company
intranet, although it can also be stored in musl kophisticated forms. Finally, the relevance
and importance of each piece of information needset interpreted and analyzed on its own
and in conjunction with other information. This mifies the start when information becomes
intelligence. [3].

It is appropriate to perfect this phase by sevewahpetitor and internal analyses like
Stakeholder analysis, Porter's Diamond model f@& tbmpetitive advantage, Porter's Five
forces model, model of Four trajectories of indysthange, PEST analysis, Root cause
analysis, Scenario planning or Influence maps J4$6ch analyses may provide company with
valuable implications and they enhance the ovenadlerstanding of the company’s strategic
position.

In general competitor analyses have several impbrtales in company’s strategic
planning [5], they:

» help management to understand their competitivarstdges or disadvantages relative to
their competitors,

= generate understanding of competitor's past, ptesenl most importantly future
strategies,

= provide an informed basis to develop strategieactieve competitive advantage in the
future,
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» help to forecast the returns that may be made frdure investments which are affected
by how will competitor respond to a new strategy.

The development of company’s competitive intelligennformation system should be a
strategic advantage for future. Company informatsystem CI (Competitive Intelligence)
acquires and analyzes data and information froniladola sources about market and branch
trends, which enable quick advanced identificatbrisks and opportunities [1].

3.3. Communicating I ntelligence

The core of this phase consists in the communicatb ascertained intelligence to
responsible decision-makers. Probably, they werdicgating on previous phases of
monitoring process but in some companies the taskdde delegated.

At this stage it must be easy to respond questiabsut competitors’ strengths,
weaknesses, vulnerabilities, secrets, overall lpgfattitudes, contemplations, threats that they
pose, their objectives, failures and successestegic alliances, business partnerships,
probable moves and countermoves on company’s dasisi

3.4. Countering Competitor Actions

This phase is very significant in game theory ahdluently passes to the game
classification and formal game representation pheise decision-makers have to develop and
predict probable competitor's strategies and elaieorown appropriate countermoves or
strategies which should totally prevent compet#tamdesirable moves.

Managers also have to be aware that on today’s etsik is very probable that their
companies meet their competitors in future decisi@aking problems. In other words, players
of the game will solve other mutual problems in fineire. Games are often played repeatedly.
This is also the reason while in light of game tlyesbme psychological or social phenomena
of players have to be analyzed. It would be thé fesevery company to keep its competitive
intelligence systems up-dated and continuously Isapgnt real consequences and findings of
decision-making situations.

4. Conclusion

This article is focused on the process of monigpraompetitors. This process can be
transparently divided into four important stagesolhtshould be fulfilled in every company in
order to monitor competitors correctly. It is evidéhat each one of these stages can be further
described by several more exact internal stepstbsitbeyond the scope of this article. The
issue of ethical information gathering should moalealt in each company.

The significant connection between the processesarfitoring competitors and of game
theory application in management decision makinghswn. It is not possible to apply game
theory in management without elaborated processaniitoring competitors.
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Abstract. This article addresses the problem of inventorpagament along the all supply chain. It refers to
methods by which it is possible to reduce stocklin the chain. This methods can connect the wkitgy
the decoupling point in any of the links in the ich& he use of these roads is needed to tierseothiain
between them to communicate and collaborate. Thigenis necessary to have support in information
systems, the right information at the right timel &now their use.
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1. Introduction

Executive normally expect that people at the slegugh know what they are doing. Of course,
they do — well, almost. However, in inventory cohthere could be items where the records don't
agree exactly with the real quantities held in blsiness; alternatively, sometimes the quantity is
correct — it is just finding where the items aredt®d that is the problem. Life at the sharp end is
usually a mixture of operating the system and regdb situations. Often there is great pressure to
achieve customer service, delivery on time, respaagjueries, meetings etc., which results in the
“quick fix” rather than solving the problem. Thisespecially true for inventory records.
Record accuracy has become the focus of attermiomény businesses because customers are
more demanding, expecting the right item to beveedid on time, and competitive pressures don't
allow that extra bit of stockholding. Businessegsehbeen offered the opportunity to become much
more effective, as long as they are allowed:
- the correct information
- the development of better communication and
- integration of systems,

but often organizations fail on the first point.

At the same time, inventory management is undesspire (in most companies) to become
more efficient by giving better availability and ldmg less inventory — and any inventory
inaccuracy has a direct effect on these two kejopeance measures, not to mention long-term
survival.

Where there is a large amount of data there iogp®rtunity for many errors, some of them
majors. Usually this is the case with inventorycsi many items, large varieties of different items,
and fast-changing inventory are involved. The @mk is to measure how much there is —
especially where inventory changes rapidly in besses like consumer retailing and manufacturing
processes. With large warehouses there is alsoigkeof inaccurate recording so that items are
missing or not in the right place.

2. Lowinventory levels

It a first you don't succeed — try some thing ddfé! The way to improve the accuracy
situation may not be to work on the control of intay itself; it may be to avoid the problem
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instead. Is the inventory really necessary to th&ress? If there is nothing there, then it is ¢asy
count! What opportunities are there to avoid ownmgentory in the first place?

For retailers, there has to be a selection onhib# so that the customers have choice. In many
other situations, the inventory can ideally be kaptero until the item is needed. The easy way to
ensure that records are accurate is to have natonein stock — it is easy to count and it takps u
no space! This is similar to the principle of lesaupply, which sets out the ideal situation and then
heads towards it by successively eliminating theswvaspects that block improvements.

This may seem a bit theoretical, but there is goomant principle here. There are several ways
of using the inventory reduction approach, inclgdibl:

- lean stock levels

- just-in-time (JIT)

- vendor-managed-inventory (VMI).

The overall principles for decreasing the problee waell known. The level of inventory can
be reduced through more effective control techragureeluding [1]:

- communication
- coordination
- forecasting
inventory management techniques
supply control.
Often time is wasted by having to count excessabsblete stocks. These are a result of poor
forecasting and inventory level control. This cam improved by better supply and inventory
management.

The ultimate technique could be JIT — no inventoxy problem, except that there is demand to
support at the same time. On the way towards J€radptions can be considered — such as VMI,
where the challenge of maintaining accurate reccadsbe transferred to suppliers.

3. Zeoinventory

The concept of a supply chain is to have items ifigufrom one stage of supply to the next,
both within the business and along the supply chay stock in the system is caused by delay
between the processes (demand, distribution, ggneécording and production) [4]. The more
stock there is in more locations the more diffiguls to count, and therefore one of the technsque
that should be considered when reducing inventsryto eliminate stockholding processes.
Eliminating stock can be achieved by:

- linking processes

- making the same throughput rate on processes
- locating processes near each other

- coordinating plans.

3.1. Conditionsfor reducing stock

It may not be possible to eliminate stockholdingmiany cases, but the stock level can be
reduced, and with it the amount of time taken atktcounting and the accuracy of the count. Stock
reduction will result when the causes of stockhadddisappear. The issues to resolve often arise
from the unreliability of [2]:

- product quality — rejects

- process capability — breakdown

- supplier delivery — shortages

- consistency of information — reactive operating

- customers changing their demands — poor forecasting
- quality of communication — shortage of information
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- the mismatch of supply and demand, caused by Imafalp and the economics of processes
(distribution and conversion).
Changes to the way in which we organize the presessll give significant benefits in
accuracy. The way to make improvements is throwymal lean supply methods [1]:
- simplification
- failsafing — Pokeyoka
- Kanban - fixed quantity in box (for A class items)
- Cando.
Consider how these can be used for record accufdege form a very important basis for the
improvement of accuracy, and should be the bedobeky improvements which are devised.

4. Vendor managed inventory (VMI)

Instead of avoiding inventory, it could be transéerto the control of the supplier. This doesn't
make the records more accurate, but passes thieprod the supplier and so gets it out of the way.

Where there is continuous demand for an item, éspansibility for controlling inventory can
be transferred to the supplier. The definition diMs: “inventory at the customer's promises, but
controlled by the supplier” [1]. This doesn't isatf avoid the counting problem, but if the onus is
put on the supplier to maintain an adequate invgn@vel, the problem for the customer goes
away.

In fact, the challenge of counting can be avoideiit@y if the items are low value, consistent
movers. As long as the supplier comes along relgudard maintains a suitable stock level, there is
no need for counting. This approach is suitablere/metailers are providing shelf space for their
suppliers, and in manufacturing and warehousingfatass items.

The basic of the approach is to acknowledge treatebords have to be sufficiently accurate to
ensure supply, low inventory value, and at a mimmuf operating costs. For many C-class items
the inventory cost is low, but the cost of contrmlithem could be relatively high unless short cuts
are taken. VMI is one potential short cut.

For retailer, as well as in warehousing of manuwfacg, the supplier can provide items directly
to the area where they are to be used, thus elimg&ansaction recording except for the actual
usage. This approach has saved businesses a maportpn of transaction recording and has not
affected the availability of the inventory (in onase, the work reduction was 78% of transaction
recording eliminated). [3]

When running VMI, there has to be an element o$ttihat the supplier will provide the
recorded quantity. This should be backed by formpifront agreement on how potential conflict
situations can be resolved. The approach is aswsl[1]:

1. Agree a contract. The supplier and the customdaddeogether on:

- the inventory level required to maintain supplliig should be modified according to
demand levels)

- the inventory availability level (since the reador the stockholding in the first place is to
provide high availability)

- invoice and payment terms (because regularipagment supports the continuing supply).

2. Share information. The customer provides informmagout demand and inventory holding,
and the supplier identifies if there are potergladrtages.

3. Monitor the process. The supplier makes regulassitnreviews of inventory levels for each
VMI item at an agreed frequency.

4. Replenish inventory. The supplier restocks inventimr an appropriate level. There is an
agreed procedure for removing damaged or outdatemhiory, and there is also an agreement
on who pays for inventory that goes missing.

5. Payment. A process is agreed for recording debge(if necessary) and recording usage.
There is an agreement for payment terms and dealthgdisputes.
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VMI can be a simple way to reduce the control woakl and therefore enable those
responsible for inventory accuracy to concentratéhe higher priority items.

5. Conclusion

The primary aim of all supply chains is the prosisbf goods and services to customers. This
aim must be made precise to the particular proditcghould be aligned to the marketing strategy
of the focal company. Then the specific servicelesuch as delivery in full on time or correction
invoicing, should be measured and positively cdletdo

Supply chain concepts are very important in supptr@anufacturer and service organizations
for inventory of goods, for the use of informati@amd for coordinating companies in several links
along the chain. Service companies require sophistil information communication systems to
receive date and information to assist in making@nous strategic and management decisions
along the supply chain.
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Abstract. The article deals with description of warehousenaggment systems. Warehouse stocks from a
logistical standpoint, should represent a costnaptn. Therefore it is very important to determine th
optimal amount of stored material and insurance warhof stocks that we know at all times to respond
flexibly to the customer. Warehouse managementsyss helpful in these issues. Basic use and main
objective of the warehouses management is deschibdt first section of this article. In the scheihis
shown where the warehouse management systemsaaedph the concept of managing systems used in
companies at various levels of management. Furibrermn article it is described the basic inputadat
necessary for the proper functioning of the warekomanagement. Conclusion outlines the benefits tha
should be achieved after the integration of warehauanagement and its subsequent use.

Keywords: Warehouse, system, management, data , ERP system

1. Introduction

Warehouse management generally means the conttob@imization of complex warehouse
and distribution systems. In addition to the eletagnfunctionality of an inventory management
like the management of quantities and storage imtst the control and planning of transport
means according to this principle warehouse managemso comprises methods and means to
control the system status and to choose an opgratid optimization strategy. For this reason the
system preferably has to be called internal systerthe control and optimization of material flows
or system for the control and optimization of thetgrnal) material flow. For the reason of
simplicity we have chosen the term warehouse manage

2. Warehouse management system

Deployment of Warehouse Management Systems (WM$yairehouses has been forced by
constantly increasing pressure on enhancement wéniary turns, requirements on better
warehouse space optimisation, mistakes and comisisEduction in picking and not least also by
requirement on increase in operations effectivityd dabour productivity. Along with the
development of wireless technology enabling on-limerconnection of mobile computer
technology with ERP system, there is a signifidantlency to shift from ,paper* managed systems
to on-line systems based on wireless Wi-Fi network warehouse and handheld terminals with
integrated barcode scanner. Warehouse Managemstensyis a key part of supply chain and
primarily aims to control the movement and storafenaterials in stock as well as processing
related activities, including orders, receipt, atggr and picking. Systems can directly based on real
information on the state to optimize use of storaggeplies in stock. As can be seen in figure 1 in
stock management systems may be independent systantdules of ERP system.
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Fig. 1. Software for supply chain managment[5]

The logistics are very diverse business requiresjeatising from the specifics of the
department and very diverse logistical processeseBkary to consider the current but also future
business processes. The company must realizenthaystem is flexible enough that it was possible
to convert any changes easily, quickly, without asd without consequences for the user. It can be
noted that specialized application usually compavéti the general module of ERP system has
much wider functionality and addresses the issuetail. [L]

In real terms this means that if the warehouse afeapproximately 500 m 2, where two
parallel working warehouse, are used rack storaggtipn and is stored about 1,000 types of
material, it is appropriate to implement a spezediWMS system.

Storage modules integrated into ERP systems, utiikeautonomous WMS, usually fail to
make full use of automatic identification technolofyorking with a handheld, wireless data
transmission between terminals and systems, opliné¢ labels with barcodes, using RFID readers
and portals), their functionality and is usuallyniied to the minimum possible parametric
configurations. Relatively low is the flexibilityif necessary, modifications and adjustments of
investments tend to be higher than in a separate&S\§dlutions.

Advanced WMS solutions have standard data intesfa@e@advanced ERP systems, this means
that in case of ties in these ERP systems is agdynthe configuration data interface. Ideallythé
firm has provided a solution capable of seamlessneonication with all applications and databases
- that some integration platform. Added module wita comprehensive ERP is a very simple
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matter, precisely because it does not solve théiadal problems of communication between the
new module and each interface is already create@gpect the process already in place in the
enterprise, irrespective of the moduley. [

2.1.Basic data of warehouse systems

The planning and design of warehouse and distobhwuystems is highly complex so that it is
nearly impossible to describe all relevant systetated parameters. Basic data are also called
absolute numbers and directly result from measunéneounts, summations or differences of
certain units or they are recorded as master ddtahe same time, they also represent the
requirements and basic information to be providgd bystem.J]

Master data

Master data are statical data which are not chaoged a longer period of time. The master data
contain all important information about the badiamcteristics of an article, loading aid, etc. The
most important master data in a warehouse arertiodeanaster data because all main warehouse
functions and control mechanisms are based thereon.

| nventory data

This data group informs about the quantities atkas stored or provided over a longer period of
time. The up-to-dateness and accuracy of this kindata collection is of special importance to
ensure the readiness to deliver and to dimensienMirehouse system. Since these data change
continuously they are also called dynamical data.

Movement data

The second group of dynamical data are the movematat which represent all main physical
warehouse processes. These are basic processegolkis receipt and issue and warehouse
operations as well as order-picking processes el @xecution.

Other system data

Other elementary system data are among others
— Structural space and room data

— Structural manpower data,

— Cost data

—Unit load and packaging master data, etc.

Master data Inventory data Movement data Otheegystata
Article number Total stock Good receipts /day Osdgpes
Description Average stock Good issues/day Unit loadter data
Article weight, length,| Minimum stock Orders/day Storage capacity
height, width

Type unit load Available stock Storages/day Padkggnaster data

Tab. 1. Example basic data.
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3. Conclusion

Recent trends in logistics are gradually appliedenrconditions of Slovak companies in view
of constantly increasing competitive pressure. Tisatwhy it is necessary to introduce new
knowledge into practice. One of knowledge is thehoé used in article warehouse management
system, which is used for rapid and efficient realaf goods, better goods receiving, but also for
order processing and tracking of goods in the taggichain. With this technology we can remove
defectiveness in storage and reduce storage tirhaswe ultimately reduces storage costs and also
the total cost.
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Abstract. This paper deals with models going out of simolatimodels, so called metamodels. They
represent one of possible ways how to increasetefémess of simulation optimization, how to redtice
requirements of time-consuming simulation of mantufang systems and how to make simulation cheaper.
The heart of the paper describes steps of a me&muaking process and approximation of a real dsitag
regression analysis and method of least squares.
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1. Introduction

Currently, it is axiomatic to solve complex probkeiny an appropriate computer model that
reflects characteristics of a real system or hétpéind a solution close to optimal, or directly
optimal, for existing or conceptual systems. Thamefa computer simulation is still gaining major
importance. It allows quick testing of various waatis of solutions and it minimizes the risk of
wrong decisions. This is reflected to considerasienomic benefits. However, decision making
support, exploratory analysis and rapid adaptivécutations often require simplicity for
understanding and explanation of representationgality. Therefore, there are often constructed
simpler approximations - models of simulation modet metamodels which are used for studying
of a computer simulations' behavior.

2. Computer simulation of manufacturing processes

Simulation is an experimental method in which tlk@eziments with a simulation model of
manufacturing system are make on a computer. dt rasks among statistical methods because it
works on the same theoretical basis as methodsattiematical statistic. The analyst conducting
simulation experiments selects a sample (statisteraple) that represents characteristics of whole
examined file. Such sample is statistically anallyaed the results are applied to the whole file
(population). Similarly, simulation also replacée treal system with its simulation model. This
model includes only those characteristics of rgaltesn which the analyst is interested. After
evaluation of results the analyst makes conclusiabsut the whole real system, based on
experiments with the model [7].

Simulation runs are usually computationally diffic@nd it is not unusual for complex
simulation models that they last for hours. Fagtical applications of simulation optimizationst
important that the optimization process is cons@di within reasonable time limits and the
efficiency of the optimization process is cruci@ne of the possible ways how to enhance
effectiveness of simulation optimization and redtleerequirements of time-consuming simulation
is to use computationally cheap metamodels [8].
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3. Simulation metamodelling

Simulation metamodel [2] is a model of simulatiomdal and it explains the fundamental
nature of the system’s input-output relationshipsuigh simple mathematical functions:

Y= f(),<7,,8)+£ )

Y= f(X,,B) - regression function,
Y — dependent variable,

X — vector of values of input factors,
¢ - vector of random numbers.

This relationship is the regression model that espes free (stochastic) dependence between
explanatory variableX and explaining variabl¥. It means that for one particular combination of
values of independent variablEsnay depend variabM acquire different values. It is caused by an
influence of random events Thus, it is possible to assign count distributidrdependent variable
Y, called conditional count distribution, which hesown mean and variance.

According to the type of the regression functi@gression models are divided into:
= linear models with linear regression function.nétinear regression model has one independent

variable k=1), the regression function is a line.K£2, the regression function is a plane. If
k=2 , we are talking about hyperplane.
= linear-able models that may be adjusted to thetifiem by simple transformation:

= non-linear models in the independent variabledibaar in parameters,

= non-linear models in the parameters,
= non-linear (no linear-able) models which cannoilgdse transformed into a linear form. Their

regression function is e.g. modified exponentialzeu

n =By+pB.5y, (2)
logistic curve (S-curve that is symmetrical abauirglection point):
B
= 3)
1+ 5.5,
Gomperz's curve (S-curve that is asymmetrical abmuinflection point):
n, = PrBE (4)

or curve with such recipe:

M =N Bo+ By + BoXy + B ()

Regression analysis of nonlinear models uses diffemethods and procedures than linear
models [10].

3.1. Metamodel creation

The metamodel creation (see Figure 1) begins wshmaulation model which is preceded by
defining the problem, defining the scope of inpatiables, the draft of the plan of experiments.
After construction of a computer simulation modeis validation and verification is made, so
logical structure of the model with respect to regstem is proved. Then predefined number of
replications for different input values is executeith the simulation model. In order to continue in
metamodel making process we must be sure thaadatsufficiently independent.
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Fig. 1. Metamodel Making Process

Output analysis

In the next step, output data from the simulatioa eollected. In order to simplify the
metamodel it is possible to combine some of theemand remove those which have proved to be
needless. These results are used for derivingiatstal model in the form of regression.

The heart of metamodelling is to determine a vecﬁor(ﬂ ,ﬂz,...,ﬂp)Twhich is a set of

coefficients that determine regression functionm8&oof these coefficients, perhaps all, are
unknown and they have to be estimated by adjustinghe regression function to observed
simulation results. Method of least squares istlost common method for estimation of regression
functions. It is used for calculation of functiomsoviding its estimation is linear in parametersto

can be achieved by simple transformation. The niettietermines the estimation of of the
regression functiony

Y[ = f(xlj,xzj,...,xkj;bo,bl,...,bp) (6)
where coefficientdy,b,...,b, are estimations of unknown paramet@&s4,,....3,. The difference
between empirical and theoretical value of the ddpat variable is the random error [1]:
e =Y. =Y (7)
i i I

Least-squares condition is that sum of squarearmadam errors (residual deviations) of dependent
variable has to be minimal:

F(b07b1"--:bp)ZZ(Yj _Yj')2 =min (8)
j=1
Coefficientsby,b,,...,b, have to be suitable to this requirement. If alsgpecific type of function

(6) is known, it can be inducted into relationsf8) and look for a minimum of the function. The
result of the partial derivations of the functiétb,,by.....b, ) is then set up to be equal to zero:

oF (g, by,....b, )
db,

=0 i=0,1,2,...p (9)

and the unknown coefficients,b,,...,b, are calculated by solving of a system(pf+ 1) equations
about(p + 1) unknown quantitiedy;,by,...,b, . A main disadvantage of the method of least sspiar
is its sensitivity to extreme values and the ontg outlier can change a direction of the regression
line. Therefore the regression analysis should ydvesart with looking over X-Y chart [9].
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The values of the vect@grare used for creating of curves that describerteamodel. In order
to check a suitability of the metamodel for intethdmurposes, validation of the metamodel (by
comparison of metamodel with simulation output datang mathematical statistics) is done. The
graphical representation of metamodel's inputs +puds relationships provides a simple
presentation of expected system behavior, oftenvkras the approximate control.

4. Conclusion

Simulation metamodelling is an appropriate managamgl optimizing tool for complex
manufacturing systems. The research work [6] wasedat the Department of Industrial
Engineering of the University of Zilina and it dealith the system analysis of input factors
influence on the performance of manufacturing syst€his approach uses computer simulation
and metamodelling principles, and proposed metheoele verified in practical conditions. Other
publications focus on metamodelling as a suppast o the frame of Digital factory [4], as a
practical approach for a statistical summary ofudation results [3], [5], or as a support tool for
designing and testing the control principles in darction [11]. Theoretical assumptions and
developments were validated on the chosen produstistem.

The authors”™ future research is focused on thegdeand verification of algorithm for
approximate production control using simulation aneddelling. It will be proposed detailed
procedure for the metamodel's design and evolutyomeethods, namely neural networks, will be
used in order to improve optimization. It will albe designed system for automatic generating of
metamodel and proposed solution will be verifiedha framework of the ZIMS research project
(Zilina Intelligent Manufacturing System).
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Abstract. The paper explains the concept of the Alumni Card with examples and try to identify the specific
actions as a marketing tool.

1. Introduction

Maintaining positive relationships with customers is one of the main objectives of companies
operating in the contemporary economy. Increasing competition between operators of the market
environment has caused these companies competed in the ways how to attract and keep client and
how to follow clients market behavior.

This situation can also be seen in the education market. Universities although its renown and
offered fields of study are forced to search of new ways of attract client — student and also
graduates. The labor market shows a demand for certain professionals. Ministry of Science and
Higher Education for minimalism amount of unemployed graduates forces the necessity of testing
by university graduates how they coped and they found job along their education. It wouldn’t be
surprising if the fact that with the most of graduates schools don't have contact. That way
universities are searching the ways to interest and attract their ex-students.

Alumni card:

One of the new ideas, widely functioning on the Polish market is a graduate card. Several
universities as The Nicolaus Copernicus University in Torufi, Warsaw School of Economics, The
University of Humanities and Economics in Lodz, Kozminski University in Warsaw, standing in
front of difficulty of re-attracting its students attention, established within its duties “Alumni Card”
within “Graduates Program”. Its main target is to re-maintain contact between university and
graduate. Offering the Alumni Card as a product, universities have current contact, year by year,
with increasing amount of ex-students.

The Card allows its owners on preference conditions can use the offer of trainings and studies,
library or the services of universities partners. Logged in graduates can use many discounts offering
by partners as a languages courses, fitness clubs, restaurants and bars. Thanks to logged in database
school can inform the graduated what is happening in their former place of study, and can take part
in support events.

The card is also a tool created for product promotion partners. So far only one university
offered this kind of its graduates’ enterprise promotion.

Knowledge of the Graduate cards in Poland, however, is still very small. Potential interested
entities can't strict describe what the Alumni Card is — benefit, partnership or loyalty program, or
maybe the new form of university promotion. According to the research conducted on Szczecin's

! More: O Karcie Absolwenta : www.absolwenci.kozminski.edu.pl/pl/O-Karcie-Absolwenta-ALK.html,
www.absolwent.umk.pl/mod.php?mod=userpage&menu=8&page id=1&PHPSESSID=9969¢43389fbe6e6942c996¢7¢097103
kariera.sgh.waw.pl/ankiety/karta-absolwenta-sgh, www.puw.pl/art.html?akcja=Promocja&P%5Baid%5D=677 20.03.2011 r.

2 More: O Karcie Absolwenta : www.absolwenci.kozminski.edu.pl/pl/O-Karcie-Absolwenta-ALK html,
www.absolwent.umk.pl/mod.php?mod=userpage&menu=8&page id=1&PHPSESSID=9969¢43389fbe6c6942c996¢7¢097103
kariera.sgh.waw.pl/ankiety/karta-absolwenta-sgh, www.puw.pl/art.html?akcja=Promocja&P%5Baid%5D=677 20.03.2011 r.
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University doctors, that considered creation of this Card.3

In the beginning of March 2011 researched the Szczecin's University doctors. The main target
of research was to recognize the interest of product — Alumni Card in case of introducing it by
universities. Research also allowed to observe how the product is considered in concept.

Czy styszat Pan/ Pani o karcie Absolwnet?

tak, styszatem/tam o
takiej karcie

nie, nie
styszatem/tam o
takiej karcie

Rys. 1 Zrodto: opracowanie wiasne

Only 3 % answered YES on question “If you ever heard about Alumni Card”, the rest of
researched, 97% never heard about Card.

Attempt to define and give new meaning Alumni Card

Considering the location of Alumni Card in marketing tools, and treating to the research results,
concepts as loyalty program, multi-partner program, benefit card or form of promotion, should be
described at first. Loyalty program is a group of planned by produce actions aimed at binding the
consumer to the brand for a long time. It's based on repeated, long-term, interactive and consequent
communication between company and important clients. The most popular condition of
participation in program is repeating and regular purchase.’

In the literature are found several definitions of loyalty program, but the most accurate seems to
be that loyalty program is a strategic tool of relation management, directed to give both-side
profits.’

The idea of multi-partner program is to gather points from purchasing in deferent sectors with
one card. Companies use loyalty programs to establish emotional relation with clients, create
positive associations and attachment to its brand and product. There are many tools helping process,
but the final must always be the measurable element for client — the award.

If we take, that an essential component of loyalty programs is to purchase the company's
products or purchasing in selected place, and gathering points from above, the Alumni Card can’t be
any of named tools. Thus, the emerging players in these activities in various sectors of the economy
can't be partners in the program offering only discounts.

Reading the definition of constant client card (discount card), can be recognized that
describing in this paper Alumni Card isn't exactly tool of this kind. Its consists on rewarding for
purchasing within discount or benefits.

Should be also considered the concept of consumer club, that require long-term engage from
the consumer and organization. To the club enjoyed a welcome interest, offer is very important. It
can include different kind of discounts, advises for club members about selecting proper products,
possibilities of purchasing special editions of products (available only to club members), offers of

? The survey was conducted 03.2011r. among the graduate students of the Faculty of Management and Economics of Services, University of
Szczecin. Adopted a group of people constituted the Szczecin University graduates who have decided to continue studies at stage I11. For the study 60
people were admitted to which was conducted a survey and then a short interview a group of randomly selected people.

M. Testawski, K. Ziewiec: Programy lojalno$ciowe: zalety i zagrozenia, ,,Marketing w praktyce” 2000, nr 8, s.17.
3 P, Kwiatek: Programy lojalnosciowe. Budowa i funkcjonowanie, Wyd. Wolters Kluwer Polska, Krakow 2007, s.72.
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enjoying free time (club voyages), seminar, club meetings, cultural offers. Club offer can be strict
related to the product. But it isn't necessary if harmony between club offer and its target.’

Among the Graduate School offering the card meets the definition of it as just a discount card.
In the doctor opinion this products is often describe as a form of school promotion — but can it be
taken as a correct?

Speaking of promotion, adopted a set of measures (instruments and its tools)within company
sent information about products or itself, thus creating the interest in company in potential receiver.

Considering Alumni Card as a interpretation of promotion it can't be unambiguous described
that its actions connected with Alumni Card are its full form.

It could be described as a support tool of promotion of graduated and school as well. But
named situation is possible only if graduated company's mark would be placed on card.

Promoting students by schools, who have established a relationship again, or else with the unit
after the end of college would correspond to the typical behaviour of image, and thus the full
promotion.

Supporting action of those two objects that aren’t competitions would allow universities to
apply in practice this form of promotional activity that is cross-promotion.

Cross-promotional activities create a great way to effectively distinguish themselves and their
products. Promotion of one mark can be done by using another,’ uncompetitive giving the
opportunity to achieve better outcomes and actions than for their own. Cross —marketing allows to
reach the client of another company that cooperate with.®

As it can be seen from above considerations, unambiguous description of what the Alumni
Card is, and if it's worth to introduce to the universities, isn't that clear. Universities to take up such
activities must first consider what should it serve — if its only kind of simplifying students access to
discounts instead of access to their data, or would it serve the university and student for a longer
time to shape the opinion and build brand of two entities.
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Abstract. The aim of this article is to present the chargés the Recycling fund of Slovak Republic. It
describes the payment system of these chargesrfible characterizes the persons who are reqtored
pay these charges, charges rates and charged catesidd addition presents current charges ing th
Recycling fund of Slovak Republic for selected w2007 to 2009.
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1. Introduction

In several countries of the European Union certgpes of products, materials and
supplies are charged with regard on necessityaif gftocessing at the waste stage. In various
countries the types of charges are different. Taggse of paying is that producers and
importers in developed countries pay for their fatwaste. Every country in EU can use its
own charging waste system, but is very importaat turopean directives and criteria have
been observed during the system application.

Many countries apply different types of environnatmharges in [2]:

» the creation of charges rates,

» the range of emissions charging,

» the burden types of harmful products.

2. The charges into the Recycling fund of Slovak Reblic

The current Slovak tax legislation applies someneadc tools, like charges or payments
with character of environmental taxes. These atdigad tools to ensure the environmental
protection through the financial — economic toasnely in the form of charges, payments and
incomes.

These tools can be characterized as product chaspese choice is not associated to the
providing of specific environmental service to @&yer, but their intention is to stimulate the
transfer of consumption to non-chargeable subestand in addition to create financial source
to ensure the implementation of environmental dbjes (battery charges, the bottles,
recyclable packaging, plastics, tires, oils, flgment lamps containing mercury, paper, motor
vehicles etc.).

Achieved sources from environmental taxes and @saage paid into the recycling fund,
the territorial budgets, and the national budgetnto the private sector, which ensure the
products liquidation for which taxes are levied.
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3. The Recycling fund of Slovak Republic

The Recycling fund of Slovak Republic is the legatity registered in Business register.
The fund was established as non-governmental dgaaipose fund which entered into force
on the 1 July in 2001. From the 1 January 2002 nep® and producers are required to pay the
charges for commodities prescribed by law.

The purpose of fund is to concentrate a financergdsain accordance with Slovak
Program of waste economy and with commodities pnogrof funded sectors. Under current
Slovak legislation the sources of Recycling Furel[3f:

a. Charges from producers and importers for seleaeathwodities,

b. Donations and contributions from domestic and fprdegal entities and natural
persons
Charges from penalties,

Interest of loans granted by Recycling fund,
Incomes from owns property,

Interest from Recycling fund deposits in banks,
Others sources prescribed by law.

The 88% of these sources flow into the sector whbey have been created. (used
baterries and accumulators sector, , waste oil®isagsed tires sector, multilayer combinated
materials sector, electrical equipment (EEE) segilastics sector, paper sector, glass sector,
motor vehicles sector, metal packaging sector) 8% of these sources flow into the general
sector. Then the obtained sources are used to duppacollecting, recovering and processing
of these commodities [3]:
used baterries and accumulators,
waste oils,
used tires,
multilayer combined materials,
electrical and electronic equipment,
plastics,
paper,
glass,
motor vehicles,
metal packaging.

@~ooo

R R

4. Who is required to pay the charges into the Recling fund of Slovak
Republic

The producers and importers of selected commoditiesequired to pay the charges into
the Recycling fund. They are too required to regist Recycling fund within 30 days from
production starting or importing of charged comntiedi The producer pays the charge for
calendar quarter and the amount of charge dependsab output in this quarter. The importer
pays the charge for calendar quarter and the anafwttarge depends on real import in this
quarter. The producers and importers are resp@ngblcharge payment and for accuracy of
charge calculation. [4]
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5. The charge calculation

The charge into the Recycling fund is calculatedvinjtiplying the quantity or weight of
products or materials for which is charge paid ap@ropriate rate. The Slovak Ministry of

environment enacts by ordinance rate calculatighisway [5]:

Type of product or material €/kg
a/For batteries and accumulators:
weighing less than 1 kg/pc 681
weighing more than 1 kg/pc oR7
b/For mineral lubricating oils to internal combustiengines, for gear oils,
for turbine oils or hydraulic oils 0,&7
c/For tires of motor vehicles and non-motor velscle 0,27
d/For multilayer combined materials 03
e/For electrical and electronic equipment:
1. large household appliances
1.1. refrigeration equipment 0,03
1.2. others 0,53
2. small household appliances 0666
3. information technology and telecommunicationsigaeyent
3.1. personal computers 166
3.2. others 1,3
4. consumer electronics
4.1. TVs 1,66
4.2. others 1,38
5. fluorescent lamps
5.1. fluorescent lamps mercury free 133
5.2. fluorescent lamps containing mercury ¥66
6. electrical and electronic tools in additiondoge-scale stationary
industrial tools 0,66
7. toys, facilities for sport and recreation ,66€
8. medical devices in addition to implanted an@adatéd products 1,33
9. instruments for monitoring and control 1£€33
10. vending machines 0,66
f/For products of polyethylene terephthalate (PEpbt)yethylene (PE),
polypropylene (PP), polystyrene (PS) and producBuC 0,17€
g/ For paper and cardboard from amount of 10 tony@ar 0,02 €
h/For glass (including packaging and plate windp&ass)
from amount of 10 tons per year 0,02 €
i/For vehicles 66,39 €/pc
j/For metal packaging:
1. for iron and steel 0,84
2. for aluminum and its alloys 0,£4



6. Recycling fund sources for different types ofammaodities in years 2007

to 2009 (in €)

The commodity/year 2009 2008 2007

Baterries and accumulators 459 410 519 611 549 740
Oils 802 049 1354106 1660313
Tires 242 903 520 114 1425491
Multilayer combined materials 27 324 69 688 50 028
Electrical and electronic equipment (EEE) 199 793 220 220 404 474
Plastics 666 233 859 343 1160 339
Fluorescent lamps containing mercury 0 0 0

Paper 421 129 940 909| 1 802 544
Glass 618 725 857801 1041819
Motor vehicles 10 611 516 13 002 087 11 410 037
Motor vehicle of natural person 5110 443 6591308 5778024
Metal packaging 117 527 175 687 188 416

The sourceThe annual report of Slovak Recycling fund per y&G09
7. Conclusion

The constantly growing population development presea major threat for the
environment, whose consequences we are not abjgatatify, neither to fully minimize them.
Importance of this issue confirms the fact that ynaountries in the world included
environmental protection among the priority objees$i in its economic policy.

One of the basic conditions which led to the eofrthe Slovak Republic to the European
Union was to increase the level of environmentaé @nd improvement of the contemporary
situation to such an extent that will satisfy tleguirements of the environmental law of the
European Union. At first it concerns these econopmarautions and tools which can greatly
help to eliminate the environmental burden andlitmieate sources of pollution. Charges to
the Recycling Fund the SR mentioned among econamstcuments, which are used within
economic policy of the Slovak Republic. Their maipjective is to tax the consumption of
mentioned commaodities and then use them to protheteollection, recovery and processing
of these commodities.

References

[1] Bielikova, A., Stofkova, K.: Dane v tedrii agxi. Zilina. EDIS — Vydavatistvo ZU 2010., 180 s., ISBN
978-80-554-0169-0

[2] Romartikova, E.: Finatino - ekonomické aspekty ochrany Zivotného prosiretli Vydanie, Bratislava:

ECO INSTRUMENT 2004, 270 s., ISBN 80-967771-1-4,
[3] http://www.recfond.sk/index.php?www=sp_detailii2&navigation_main_id=3&navigation_id=-1

[4] http://www.recfond.sk/index.php?www=sp_detaifi&i199&navigation_id=4&navigatio_main_id=4

[5] http://www.recfond.sk/index.php?www=gfetail&id=308&navigation_main_id=0&navigation_id22

[6] The annual report of Slovak Recyclfogd per year 2009 available at:
http://www.recfond.sk/index.php?www=catalog_list&ichtalog=4&navigation_main_id=3&navigation_
id=3

38



Transcom 2011, 27-29 June 2011
University of Zilina, Zilina, Slovak Republic

Virtual Communities and Their Role in Consumer Decsion Process

) "Angela Podperovéa
"University of Zilina, Faculty of Operation and Eawnics of Transport and Communcations, Department of
Communications, Univerzitna 8215/1, 01026 Zilinlv&kia, angela.podperova@fpedas.uniza.sk

Abstract. This paper investigates the issue of virtual comities and their role in consumer decision
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communities have their own cultures and expectatibmthis article there is virtual community’s lurnce
on the consumer decision process and the isswiall gontracts and trust theory analyzed.
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1. Introduction

Internet enables knowledge exchange that was nssilde before. Information exchange
between consumers on the Internet continues to grsgwnentially. In general, consumers attach
importance to the opinion of others while makingghase decision and they can turn to the virtual
community to gather information, to review opinipis to ask for advice. Bickhart and Schindler
assume that online information produced by othersumers is perceived more credible and
relevant and results in more empathy than marlggaerated information.

2. Virtual Communities and Their Impact on Consumers

Virtual communities have profoundly changed conswneurchase decision—making process;
many people nowadays examine other consumers’'wewvaad experiences before purchasing new
products. Members engage in knowledge sharing dacee their uncertainty. Virtual community
members share an interest, which produces affanity it makes virtual community a powerful
platform for exploring consumer-to-consumer recomdaions.

2.1.Virtual Community as a Reference Group

Following (Kannan et al., 2000) and (Rheingold, 39%irtual communities are defined as
aggregations of Internet users who form webs cqaal relationships. [4]

Virtual community is a cyberspace supported bynmiation technology; it is centred upon the
communications and interactions of participantgémerate specific domain knowledge. Virtual
community is a valuable business medium in respéaisseminating information and retaining
customers. Virtual community serves social andrmss functions. From the social perspective, it
provides a platform for communication and a soe&tivork that enables interaction among people.
The community members come together to develomdskip, share interests and exchange
information. The community stays together by adigeto the values and norms of the group.

From the business perspective, a virtual commuergbles commercial interaction between
sellers, buyers and intermediaries; it comprisesragling and marketing platform for their
interactivity.

A virtual community provides three major businassctions [3]:

» Virtual communityallows e-vendors to leverage customers’ ideaterms of designing
and customizing new products; e.g. the rich infdromaflow provides valuable insight
that can help organizations continuously improwedpcts.
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» Virtual community can serve as an operational mechanism through which
organizations can pursue targeted marketiregg. a detailed customer transaction
history can help to identify current and potentiastomers thanks to rich data.

» Virtual community represents a greggportunity to reach a critical mass of purchasing
power at minimum cost

A reference group is any person or group of pewgie influences person’s behaviour. There
is a difference between virtual and traditionalerehce groups — involvement in virtual
communities is a voluntary and conscious choicegredis membership in traditional reference
group may be imposed. [1]

2.2.Virtual Community’s Influence on the Consumer Decison Process

Virtual community members are different from thengentional e-shoppers. The social groups
are able to balance the power associated with yeradal customers through release and exchange
of information. [3]

The influence of virtual communities on the consumecision process is generally a broad
concept. When making purchase decisions, consugteterough seven stages; need recognition,
search for information, pre-purchase evaluationattérnatives, purchase, consumption, post-
purchase evaluation and divestment. Virtual comtyumiembership may influence each of these
phases, but most relevant in the context of intemacand interpersonal influence based on
information exchange between virtual community merabare need recognition, search for
information, pre-purchase evaluation and post-pasetevaluation.

Fig. 1 shows that the level of community influemg@ssociated with [1]:
» membership related factgrse., members’ attachment to the community,
» factors related tanember’s actual interaction behaviowith the community, i.e., the
frequency and duration of community visits or tieéwaties undertaken online,
» general consumer characteristicsuch as age, education, members’ internet
proficiency, opinion-leadership etc.,
These factors together determine how members udevalue the virtual community as a
reference group.

Virtual Community
Influence
Membership Need Recognition
Characteristics >
Search for Information
Consumer Interaction
Characteristics > )
Pre-purchase Evaluatior]
General Consumer Post-purchase
Characteristics > Evaluation

Fig. 1. Community influence on the consumer decision pgsde]

v" Membership characteristics
More experienced members may use and/or valueittwmlcommunity very differently from less
experienced members in the context of purchaseideemaking. When people first enter a virtual
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community, they are not familiar with the envirommerules, and the other members, knowledge
accumulates over time. Virtual community membespldiy different interaction profiles, which is
a result of their orientation towards the commusitgpic of interest.

v' Consumer interaction characteristics
The frequency and duration of visits are likely affect the extent of community influence.
Member’s interaction profile is also determinedtbg kind of activities they undertake while they
are online. There are three types of online behavielevant to virtual community’s influence on
the consumer decision process, i.e., retrieve, g discuss information.

v General consumer characteristics
The level of community influence is also associatgth general consumer characteristics, i.e.,
consumer’s Internet profile, orientation toward$ers, opinion leadership and expertise with
respect to the community’s topic of interest. [1]

2.3.Trust and Social Contracts in Virtual Community

The success of a venture into a virtual communégehds on the ability to work with that
community. Community members express rejectioniwh factivity by different manners, e.g.
ignoring or ostracizing the firm, abandoning themoounity, or speaking out against the firm.
Therefore, continued presence and action of a fitna community can be considered as an
evidence of success.

To understand why some business activities areptadend others are not, it is important to
comprehend social contracts and trust theory. Iddals who do not understand the social contract
are often suspicious and can be excluded fromdhexanity. [4]

v Social contracts
All communities including virtual communities arebgect to social contracts. A social contract is
an implicit or explicit agreement to give up righte other benefits such as power and social
relationships. [4]
In many communities the social contract is enfortebugh the actions or reactions of the
members of the community. Explicit rules descrilmevhio join the community and how to act;
implicit rules govern how a member should partit#pa

v' Trust
Trust among members in virtual community positivaffects members’ behaviours. According to
McKniht et al. (2002), four basic concepts of trhglp to explain online behaviour. First, each
person has a disposition to trust. It is hardegam the trust of individuals and groups that assl|
inclined to trust. The other three concepts areiged into trusting beliefs that refer to the user’s
perception of the other party’s competence, bemewa and integrity. So in general, a user is more
likely to trust if he is more disposed to trust drab a belief that the other party has competence,
benevolence and integrity. Trust in members padiigignificantly influences the desire to get and
give information in virtual community. [4]

2.4.Word-of-mouth Communication

The potential impact of virtual communities is lkergRecommendations can be made at
virtually no costs and spread quickly. Virtual coomities can be considered word-of-mouth
networks. Word-of-mouth is the informal transmissiof ideas, comments, opinions, and
information. Online forums function as alternatared influential sources of information.

The impact of reference group influence and wordrofith recommendation depends among
other things on tie strength. More impact on consubghaviour have strong tie sources than weak
tie sources.

The existing literature about word-of-mouth comnuarion states that consumers are more
likely to search for and accept (negative) onlinerdvof-mouth communication in a situation in
which they lack information and experience, as wadl when their risk is higher. It is also
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interesting that negative reviews have strongeecefthan positive reviews. Word-of-mouth
recommendations have a financial impact and revémeeasting potential. Chevalier and Mayzlin
show that the number of online consumer reviewsiabome product is related to its sales. [1]

3. Conclusion

Thanks Internet, information can be transmittedoakr the world at virtually no cost. In the
context of virtual communities, influence amonggranembers takes place via online interaction.
Virtual communities may act as important referegiemips for their participants and membership at
such a community influences decision in a positiwvenegative way. The extent of community
influence differs across various phases of the woes decision process and it is interesting to
know which factors are associated with virtual camity influence.
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1. Introduction

We start by analysing the RFID value chain. Figudeshows the basic components in context. Here we

do not devote any attention to production of thednated circuits (ICs), which in this case areREhips,

but instead focus on the subsequent stages: produst the inlays (chip plus antenna) and tagsatisl
integrated into housings, smart cards and the,like) of course production of reader software, farally
system integration. The RFID market is still stawed such that enterprises can focus on a singieegit of

the value chain. Here we can start with tag pradonciThe basis for this is an IC, which is a sitidoased
semiconductor device. Semiconductors are produtespecial fabrication units in the form of wafess.
wafer is a disc that can contain around 60 000 d&pending on the size of the IC (up to 1 mm2 fBIOR
applications) and the diameter of the wafer (8-ingtiers are currently standard, but 12-inch wafélisbe
used in the future).

THE RFID MARKET

System integration

Assembly  Labels &

ALl & inlays tags
RFID :
middleware & Entei;E:rlse
Gates, edgeware
Reader IC Reader printers,

module handheld
readers

Fig. 1.1.. RFID value structures

The advantage of tags is that they are sufficiemtlyust for the intended use, they have
surfaces that can be printed, and they can behatido objects. Tag producers usually work closely
with tag users and supply the components necessansing RFID tags in the subsequent overall
system. The market on the reader side is similami€nductor manufacturers supply reader ICs,
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which are highly integrated circuits for analogoedigital conversion of the received signals. The
next stage consists of producing reader moduleg;hwdtiffer in terms of their intended working
range and operating frequency. They form the bfmsiglevelopment of the final stages of the
system, such as antenna gates (gate solutiong)hamgrdevices (which combine an antenna, reader
and display in a single unit), and printers withbemided RFID components. The same types of
modules can be built into merchant devices andgmin These are the links in the value chain of
the hardware components of an RFID system.

Readers are usually connected to a server hostegREID middleware. This is the first
processing level for the data acquired by the Réié¢ices. The software components dedicated to
the readers are also called edgeware. The edgewawdes the communication between the
hardware and the middleware. There are two typewidflleware here: the previously mentioned
RFID middleware communicates with the IT systemthi@enterprise application integration (EAI)
middleware, which in turn supplies data to the biglevel ERP systems. These layers are shown in
simplified form in Figure 1.2.

Business Intagration
Managed serices

Application software
SCM, ERP, WMS, MES

Middlewara
EAl, BPM
RFID RFID business process -
middlewars Device administration

Device management

m
o
=
2
&
-
@

Data management

P —

HW davicas
Readars, printars, handhald devices, etc.

IG5, inlays, labals, tags

Fig. 1.2. Simplified RFID layer model

2. Trendsinthe RFID Market

As already mentioned, the RFID market is in a stafteflux. This raises the issue of
consolidation. In discussions with market playdrattcould potentially be partners, one often
encounters a tendency to set up barriers in siigtivhere cooperation would be more reasonable.
For instance, a tag producer may regard a systégrator as a competitor even though the two
parties have essentially complementary roles inDR&istems. There are two possible causes for
this situation:

* The roles of potential suppliers are still uncleathe present market environment. This uncertainty
leads to a tactical endeavour to assume overgflorssbility or the prime contractor role for
projects, even when this does not correspond toctre competences of the enterprise or its
provisional strategic positioning in the value chai
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» Customers want to obtain everything from a singleree and cannot assess the risks, so RFID
suppliers assume opportunistic roles that they taanot fulfil properly.

I L
J ERP
ERF # aA \
system
; ; System
intagraton
? i Intagraticn
p———— demands; i E N
Application + Avallabiity QA Application {
Y Sanvice 247 il |
.---HFID.-. + Indemnification T ARD
againat third ,
middlewara cﬂhﬂg = oA rnicdcllawiara
e sMatura products ] |
Davicas and eyetams O ¢ Devices
e +Standard products ;
e S from single-acume
Labeltag or best-price A, Labaltag
e auppliers i -
»Compliance / . /
“f Chip | Q Chip Q
f
QA& Quality assurance Subeorractr

Fig. 2.1. Market consolidation and assumption of respoliibi

Figure 2.1 shows the current situation from thespective of suppliers of enterprise resource planni
(ERP) systems, which are the central organs ofdigagal nervous system of an enterprise. It is thus
understandable that users often approach ERP supplith the expectation that they will provide RFI
solutions that match the IT structure of their E$yBtems.

3. Apli cation-Specific Trendsin the RFID Market

How can a supplier of RFID products optimize it§\aites in the current environment? Which
application structures must users take into accoumirder to obtain realistic project plans? The
previously described obstacles arise primarily fromo market barriers: a structure barrier and a
cost barrier. The quadrant chart shown in Figutes8intended to illustrate how these barriers work
and how they arise from various types of busingesgsses. In the vertical direction, the business
processes shown on the chart are divided into dius®p and open-loop types. ‘Closed loop’
designates a closed system in which the respomgifor all material, information and financial
flows is internal to the enterprise. Fleisch usks term ‘unitary balance boundary’ in this
connection [Flei2005]. By contrast, ‘open loop’ gemtes a process that extends across two or
more enterprises. Agreement between these enespasthus necessary in order to optimize the
entire process, distribute the costs and allocppeogriate benefits to all participants. This ig th
classic case with a supply chain in the consumedggector.

The form of use of RFID tags is shown on the hariabaxis of Figure 3.1. ‘Reusable’ means
that the tag remains attached to the product ®erttire lifetime — such as a tag attached to a
container, tool or library book. By contrast, tags retail items are ‘disposable’ because they
remain attached to the product as far as the comsand pass through the logistics process only
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once. In the case of reusable tags (such as tagstomable containers), the tag costs can be
apportioned over their frequency of use and are thignificantly lower per pass through the
process than the acquisition costs of the tags.

Cost barrier
|

i
Asset management | Supply chain
§. 1 integration
&« Retumabla ransport & Pallats ! casas
(pool systame) I (itemlavel) @
1 @
L
Process control & i Supply chain =
asset managament | management g
§' Documents & media I +Hitech {ﬁ
.I [ ] Ubrﬂﬂﬁs l - Garmgnt_s
T« Offices ...
S Producton & logistics |

: E.I'_ﬁﬂcpiece cariars .: .

Reousable transpondars | Disposable transponders

Fig. 3.1. Market structure and application areas for RFID

The coordinate scheme shown in Figure 3.1 yields dmadrants, with each pair divided verticallyeby
cost barrier and horizontally by a structure barridhe tags to the left of the cost barrier areseel) so tag
costs on this side approach zero due to repeatdQrse-time use is necessary to the right of thaedoa
which means the cost is incurred anew for each thasagh the process.

4. Conclusion

The media hype around the use of RFID in the suppbin (quadrant IV) overshadows its economic
successes in the asset management and process aosis (quadrant 1). RFID is already a basicrieldgy
in the latter area due to the relatively low inflae of the cost and structure barriers. Howevés,dbes not
mean that suppliers or users should limit theioréd$fto ‘cherry picking’ in the first quadrant. Teeonomic
success of small-scale RFID projects not only asta motor for evolution of the technology in terofis
functionality and cost, but also gives an additidraost to the standardization process. EPCglagaksents
the essential standardization process that is sape® release the extraordinary potential ofiappbns in
the fourth quadrant and thus enable suppliers ticjgate in the resulting market. The quadrantthhown
in Figure 3.1 can also help RFID users decide whittny scenario best matches their situation anighwh
steps can be planned to ramp up their activities.
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1. Introduction

Regulation (EC) No 1370/2007 of the European Rasiat on public passenger transport
services by rail and by roads has become effectiveth December 2009. The main aim of the
Regulation is to define the process under whiclctmapetent authorities to act in urban public
transport because of providing rendition of pulsicvices. Even though legislation of the EU
establishes the same conditions for acquisitiontrafisport performance, there are some
differences between acquisition of performancefarahcing of services in:

* organizational arrangements of the transport servic

* range of contracts

» the way how to specify performance

» risks which are taken by the operator

Of the basis of the analysis conditions which exighe cities of EU it is possible to state,
that if the contract between authority and operatast, transport service is ensured to be more
effective. Therefore it is necessary to sign a ramtbetween authority and operator in case of
direct award.

2. The plan of awarding contract

Before awarding procedure, it is necessary from ploint of authority to realize
responsibilities which are directed to transpomvise specification and the manner of its
assurance. Figure 1 shows the view of main stafj@svarding procedure and suggests the
responsibilities of authority. Identification of @s, conduct, award and monitoring of contract
belong to the responsibilities of authority.
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Fig. 1. The main tasks of the contractual authority.

3. Identification of goals

Clearly defined aims are the base to achieving gpality services. The first step is to
identify political goals of the contracting authgriwvhich are based on needs of passengers.
The political goals can be divided to various fgldtransport policy, social policy,
environmental policy, structural policy and economolicy and budget options. The political
objectives are always necessary to be confrontddlagal conditions. Conditions influence is
transportation of these objectives into tactical ange (design lines, timetables, etc.).
Identification of objectives should be respected rogin local conditions. E.g., power
authorities in an acquisition of transport servidegal restrictions, market structure, existing
transport system and geographical restrictions,ngnothers. After confrontation between the
political objectives and the local conditions oren qroceed with elaboration of transport
services. Two different ways are possible to stiedefinition of transport services:

« functional planning- ( if authority offers the higbvel of power to operator- for
example design lines and connections, draft timetaic.)- in this case it isn't
necessary to describe transport service from tuet pf authority in detail. But it is
necessary to realize that, then it will have taabhaé with adequate contractual stimuli
because of the operator which must be forced teestie demand of passengers and to
realize policy objectives (it has implications fbe contract type and extent of the risk
of the acquiring operator),

e constructive planning- in this case authority matarly defines transport service
(design lines, connections, tariffs, timetables,)dBy the contract operator usually isn’t
responsible for the number of passengers (confirgcin price per km, authority takes
revenues), because of this fact it is necessargetocontractual relationship so that
realized performance will be within quality.
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4. Contract drafting

The next task is development of contract. It isessary to realize, that there exists an
applicable contract for each authority. Contracdsda on the extent of the risk imparted to
operator:

e the operator doesn’t take any risk- managementracin in which operator manages

assets of authority, but cost and income risk tdiethe contracting authority,

» the operator carries cost risk-contract with intrcitbn of gross cost, it means in
contract there is a price in €/km. Authority hagp#y this price to operator. Cost risk of
higher costs is carried by the operator. Incomk igscarried by the authority. The
authority takes all revenues from transport.

» the operator carries cost risk and income risk; tatled contract with introduction of
net costs, in which operator takes transport reegenkrom the point of authority in this
case exist stimuli for realization of services: fxample payments for number of
passengers, payment for reduced fare etc.

In the development of contract is also necessadetd with extent power of the operator.
The power of the operator should come out of theeslof risk carried by operator and next
with extent of contract (whole network, the partnaftwork or only one line), and period of
contractual relationship (with acceptance of ecodife of investment operator), too (fig. 2).

Total level of risk
borne by the operator
$

Management contract

Gross cost contract
Net cost coniract

Expected risk of the contracts
{contracts without incentives)

Fig. 2. Contractual relationship of risk and form of contran providing transport service.
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5. Control of performance — monitoring

The control of performance relates with fact ofypding financial remuneration, sole right
or another benefit from authority to operator. sually compensates commitments which are
defined by authority. The control of realizatioh tbese commitments is necessary. This
control can be realized through stimuli(more osleglependently operating contract elements)
and/ or monitoring (classical control of servicdsietn are provided). If the contract defines the
penalty for breaching the contract, it is necessarthe event of breaching contractto be
enforced, otherwise authority losses seriousnessation to the operator and the conditions of
sanctions in contracts are not of concern.

6. Conclusion

To apply the requirements of the Regulation (EC)QL3007 is also needed in Slovakia. In
the Slovak republic, in urban public transport emg of performance is realized on the base
of contract. However these contracts are not peadr within the best practical experience
from abroad. Firstly on Slovakia the fair profitafi operator doesn’t relate with the risk which
is carried by operator.

Therefore in Slovakia it is necessary to deal wibsign of methodology. The
methodology should be presented by level of faifipm relation to the realized performance
and the level of risk, which is carried by operator
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distinguish the concept of price from value. Pigcéhe term basically used in content of offeredyuired or
paid amount of money for a specific good or serviehile value is a subjective expression of the
relationship both investor and valued assets.
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1. Introduction tothevaluation

Valuation of the enterprise is perceived differgmil the literature according to subject matter.
In a broad sense we can define the functional qunmievaluation (Matschke, Brosel, 2007) as a
holistic process of valuation, including all stépsm the choice of the category values in relatmn
the award entering through the selection and adyeofldata, their use to estimate the category
value to the use of the results and their integpit.

Valuation in the strict sense is only a phase faansation of data into the value category.
There is need to take into account the causaligoafe problems that arise in practice, because the
valuation process is usually reduced to just a Enmmpechanical application of basic textbook
devices (Krabec, 2009).

When valuing enterprise we are facing the concéptatuation standards, under which the
valuation is carried out mainly in the form of exjme and the role of expert is pricing for a
particular purpose specified. This process is gdlyecalled “Business Valuation”. As conclusion
there is a value estimation of a certain categ@agzyonil, 2008). If the value category is chosen,
the choice must be in accordance with the purposewhich the award is made. Every value
category has explanatory ability, interpretatiod applicability of the outcome of such awards.

In the Slovak Republic only small numbers of comesrdeal with company valuation. The
risk is important to consider into account assedavith a business valuation. It is necessary to
measure and quantify.

1.1. Factors affecting the valuation of the company

Sum price of business assets gives an answer tguéstion, how much capital would be
needed to build a company with the same produgiassibilities. Pricing of individual assets and
the sum must be taken into account in particular:

« the procurement prices of individual equity compasencluded in the balance sheet,
« degree of fixed assets depreciation,

« development of market prices of the equity comporsence their entry to the time of
valuation (replacement price development),

« costs of setting up business in raising capital,
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« financial structure of the firm (proportion of etyuiand foreign capital to cover business
property),
« current and expected return on the company (aalrfagtor affecting its market value).

The factor of profitability usually relies on thafinite time duration of the company. It is
general true that the life of the business is kahiin time (for example by the lack of raw matesjal
based on which company is built) (www.derivat.sk).

2. Qualitative valuation methods

These methods provide relevant and useful infoonasibout the importance of incorporeal
property in development planning, decision makiag ivestment needs, the need and scope of
legal protection.

Simply we distinguish:

1. Methods using point scales - different variantpaihts systems, which examines key value
factors and their weight (valuation point mark, #adue of corporate identity),

2. Combined approach determining the value of intdegalssets - represents a combination of
qualitative and quantitative determination of thelue of intangible assets (method
VALCALC; a method based on the use technologicatdid; a method using a pricing
matrix),

3. Method based on the use of technological fact@ a icombination of quality and yield
methods used in particular to the valuation of técdl solutions. The main advantage is that
it takes into account the aspects which searchonghfe incorporeal property as the most
important, the future income, as well as the assedirisk, because it isolates incorporeal
property value from the value of the whole entegrand enables to apprise it either as
individual.

3. Valuation methods of the company

We recognize following methods and variations:
- Method based on state variables
0 the method of book value,
0 value method of substance,
0 method of liquidation.
- Yields Methods
0 the method based on the capitalization of profits,
0 the methods of return based on discounted caslsflow
0 the method of economic value added.
« Combined Methods
0 method of weighted mean,
0 the method of over profit.
For each method is used different input value.i{k&2007)
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3.1. Comparison of different methods

The company is applying the above methods whegtstits value. Valuing the undertaking
equity method are time consuming. Within the propealuation is each property business
component valued separately. After aggregatiomaividual property values there is the sum of
components of asset company valuation given. Iwaract that value from the value of all
commitments the value of equity is calculated.

We get three different assets: financial, substara liquidation value. Accounting value is
easily available from the balance sheet, but taleetsubstance and the liquidation value is time-
consuming. Labor and coordination is necessaryusecthe individual components of property are
valued separately. This requires the cooperatiaxpérts from various areas.

Equity method foresees the future development efabmpany. In the method of substance
value is a correction of the accounting values gmeslt provides reliable and relatively easily
verifiable results. Its disadvantage is that it<loet reflect the goodwill and future prospectshef
company.

Method of liquidation value of assets allows thke s# components individually, which value
may be some proprietary components to decreasdicagntly. It is used especially when a limited
life company, or in consideration of his rehabilda. As the above figure is higher than the
profitable value, owners should think about liqtiig the company.

More preferred is the use of yield methods for beiss valuation, because it takes into account
future expected development company. Choosing tecpkar method is dependent on the yield of
target valuation range of information available wasl as experience appraiser. The quality of the
outcome depends not only on the choice of calargtrocedure and the accuracy and feasibility of
the projected data for expected future developnoérihe enterprise. While detailed analysis is
labor intensive and time, but allows you to acaelyadissess the return on a proposed investment.
We know the basic yield methods: a method of chpétthon of profits, the discounted free cash
flow and economic value added (EVA below). Beneditsl problems of yield methods:

« are able to capture the dynamics of the companyttendalue of intangible assets,
« are currently most commonly used in businesses,
« are susceptible to subjective influences,

« major problem is the accuracy of the input datadymtion of future returns, taking into
account the risk and time horizon going concern,

« measure of value are future earnings, taking intmant the time and risk.

Method of capitalization profit is preferable tesdbunt free cash flows, in particular because of
the difficulties in determining free cash flow exped in each future period, resulting from planning
for future capital expenditures.

Method of discounted cash flows in calculating ttadue of the company based on free cash
flow. Recently the method was applied mainly in U8SAd UK, but gradually the influence of
globalization has been spread to Europe. The adgantf this method is its low influence of the
application of accounting procedures. Its disadagatis the impossibility of accurate planning for
future capital expenditure and thus free cash flow.

Use of the method of economic value added has nag@mjications. It may be applied in
evaluating business performance, in the rating @mpin analyzing the effectiveness of
investment projects, and in stimulating enterprgakers. By using this method are potential
company’s shareholders valued while wishing to st\beir available capital in selected company
(Harum, 2002).
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EVA is a business management tool, which aims weld@ and increase its market value.
Although the evaluation of the holding is not ofibcus on it is necessary to predict the future
development of the company.

The method tries to overcome problems that appeaaccounting (such as activation of
goodwill or expenditure on research and developjnent

This may follow other subjective approaches:

« Distinction between operational and inoperativeisibn of assets and impact on the
calculation of operational profit,

« Distinguish of normal and abnormal profit composent

« Uncover hidden reserves, which are added to a &requity capital,
« Activation of the leased asset,

« WACC calculation.

Combined yield methods are methods that are a c@tibn of substance and the yield method,
which presents the results of the input data tdua@ the company. They are used in the synthesis
results of the assessment enterprise.

We distinguish methods of balancing the mean vame the method of over profit.
Method of balancing the mean value is applied pripmén Germany and count it as a weighted
average yield and the substance's value with thghtge depend on the setting in the industry
attaches greater importance. If the difference betwthe yield and value of a substance's capital is
too great, should be given to yield value. Thathuodtis used quite often in practice, because it
combines the calculation of market values on a ndigised stocks and flows.

Responds to the shortcomings of substance methwtaccepted in the final half of the value
and goodwill.

The over profit method of enterprise value is dateed as the sum of the substance's value and
the value of the fact that the company makes higheiits than those that would result from the
alternative risk-free rate of interest.
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Abstract. This article was prepared based on the answerswafvay consolidated from the various types of
industries and confirms the fact that organizatiamgly new methods and tools in order to improwgsiics
processes in practice. Mapping logistics processiién organizations of various types of industiies part
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1. Introduction

Nowadays, the organizations are in a turbulentrenment and under strong competitive
pressure. Successful organizations react flexiblyhe market requirements and produce high-
guality products at low prices. In a new age ofreeoy, with short product lifecycles, demand can
change quickly from one day to the next and theawizations need to be ready for a quick
turnaround and a prompt delivery. Therefore, meégessary to seek new opportunities in logistics
management in an organization.

1.1. Methods and toolsin Logistics

There are currently several methods and toolsgisfics management. Back in September and
October 2010, | conducted a questionnaire surveya sample of 32 companies operating in
Slovakia and Czech Republic. A questionnaire suway conducted in different industries and it's
one of a kind. From the results we can say, théG 68businesses operate in the global market with
a various types of industries, mostly from autonmtindustry, followed by electrical and IT
industry. Although there are many industries, ig@®d to see that logistics processes are essential
for improving their businesses and provide a coitipetadvantage. As for the organization size,
the vast majority are medium and large organization

2. Using of new possibilitiesin practice

Respondents had the possibility to choose methnddaols to improve logistics processes. |
consolidated the list form several sources - lttegy internet, managers and my own practical
experience.

Selected methods and tools:

* Lean

* Process mapping

* Six Sigma

* VSM (Value Stream Mapping)

* Logistic audit

* TPM (Total Productive Maintenance)

* Reengineering

* TOC (Theory of Constrains)

* other
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The below figure 1 shows that only 2% of responsleised other methods which confirms that
the list of the methods for the selection was cdaapivell.

Methods and tools to improve logistics
processes

Lean

5% 2%

24% M Process mapping

[ Six sigma

HVSM

9% M Logistics audit
M

M Reengineering

mTOC

others

14%

Fig.1 Methods and tools in Logistics

47% of respondents provided the specific percenteighe amount of the financial savings by
using various methods. Those respondents are niostlty the automotive and IT industries with
250 or more employees and apply Six Sigma, Leao¢e®s mapping and Logistics audit. The
savings are 10-30% of total costs. Businesses égweessed a financial indicator; say that amount
is worth about 2 million Euros per year. Quantifica of savings is very important and helps
businesses to evaluate the success of the prbjecall benefits are measurable, however, they can
bring the significant improvements, such as theéebetommunication and collaboration between
departments, relationships in the buying procedsaanoverall business culture increase.

In Figure 2, we can see that 44% of businessesadisfied with the speed of implementation of
the methods and tools to improve logistics processhis value represents 14 companies. Almost
the same percentage, 41% (13 companies) are digstilt follows that despite efforts to improve
logistics business processes with their resultsgawernmental satisfactions. Five respondents did
not reply to this question, or could not indicatbether they are satisfied with the speed of
implementation.

Satisfaction with speed of implementation in organization

14
Satisied Unsatisfied

Fig.2 Satisfaction with speed of implementation
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When implementing the methods and tools for imprgubgistics processes more than half of
the respondents replied that they met with relusdn adopt these processes at work. Frequency of
66% is well represented. Only 22% of responderdsived the processes with enthusiasm. In case
an employee is open to change, it is easier tdhese processes and its success probability is high
Changes and preparing projects must have the suppoand everyone must believe in the success
of the project. 12% of respondents did not answéhis question.

3. Conclusion

Finally, 1 noticed from the survey that mainly largrganizations use methods to improve the
logistics processes within the organization. Orgations, however, not fully exploit the scope of
processes. More than a half of all companies havee@asurable impact of the implementation of
these methods, which means that they can not gletalm that these methods improved the
processes. Using of these methods should be as=sbaisth measurable goals and tied for the
mapping process.

Further results show that in case the meithotiosen and the company management believes in
its success and supports its implementation, tkaltee were positive. Employees are not very
pleased with the introduction of changes and estaikent of the processes and show the lack of
support for the introduction of new products. Ttdey not welcome the implementation of new
methods and tools.

This research is unique. So far | have nohébanywhere — neither in literature nor in anyeoth
professional articles - the comparison of the weiondustries and their focus on improving
logistics processes
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Abstract. Operations function is usually the most expendiwaction of a company. The purpose of
operations is to add the value to customers. Opesasignificantly contribute to building the contipige
advantage of the company. Operations strategy plajgnificant role in this process, because itgdfarms
corporate and business strategy to operations. dtiisle deals with types of strategy from top-done
perspective. The objectives of operation strategyckser discussed.
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1. Introduction

Operations manager is responsible for effectivelpction of goods and services of company.
This responsibilities can be divide into followirgategories [4]:direct responsibility (for the
activities which deals with production of productsrvices)jndirect responsibilities (which deal
with other functions of company) abdoad responsibility (to deal with appearing challenges).

This article focuses on direct responsibility ofeogtions manager, especially operations
strategy issues. These issues are providing byféllmving steps: understanding the operation’s
strategic objectives and developing an operatitnaseg)y for the company.

It is necessary to describe term ‘strategy’ at.fivde can find many different definitions. For
purpose of this article it can be utilized thedoling definition: “Strategy is thdirection andscope
of an organization over theng-term: which achievesdvantage for the organization through its
configuration ofresources within a challengingenvironment, to meet the needs afarkets and to
fulfill stakeholder expectations.”[7]

This definition contains (or highlights) some keyms. Each of them must be closer discussed.
The direction defines the long-term inclinationafsiness. The scope deals with identifying the
proper markets and the definition of required am#g on these concrete markets. Because of
competition it is necessary to build the compeatittmlvantages. Competition advantages are closely
related with the company possibilities; in otherre with company’s resources (information,
knowledge, skills, finance, technology, marketiats;.). Company as open system, that means it is
part of a higher system and company influence {andfluenced by) the environment. It is very
hard to identify (or grasp) all significant relat® between company and environment in today
hyper-competitiveness era. The last highlightethtef the definition is the stakeholdefo fulfill
the stakeholder expectations it is necessarysttifientify the values and predict expectations.

! A stakeholder can be described using the follodesthition. Stakeholder is ,a person, group, orasrigation that has
direct or indirect stake in an organization becatisan affect or be affected by the organizati@tsons, objectives,
and policies. Key stakeholders in a business org#éion include creditors, customers, directors, leyges,
government (and its agencies), owners (sharehg)darppliers, unions, and the community from whilsl business
draws its resources. “[8]
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2. Levels of strategy from ‘top-down? perspective

At first it must be mentioned that we can dividenganies on two main types. The first type
consists from different profit centers or strate@pgsiness units (SBUs) because of different
character of product groups or direction of busind$e second are single product companies [6].
The SBU concept was invented by General Electricn@any to identification of independent
market/product segments, because of different cteraof segments. Each SBU must have
indentified market/product segment and defined @raogirategy and also allocates the required
resources. This business level strategy is betweryorate and functional level strategies.

“In these organizations, corporate level strategyyes the whole business” [6] and the strategy
are adopted at the lower level and create fundtsmategies.

We distinguish following categories (or levels) sifategy: (i) corporate level strategy, (ii)
business level strategy and (iii) functional lesthtegy.

Corporate Corporate centre
strategy of organisation
e ———

\ \ |
Business Strategic business Strategic business Strategic business
strategy unit unit unit

I

\ \ |
Functional Financial strategy Marketing Human resources| g¢c
strategies strategy strategy

Fig. 1. Organization chart showing corporate, strateggirmss unit and functional strategies. [9]

Corporate level strategyis the top level strategy and it deals with thesralt scope of
company and how could the different parts of congpereate the value. The decision making is
usually about choosing the correct geographicabregliversity of products/services or business
units, relations with key external stakeholdersciswas investors, government and regulatory
bodies), decisions to embrace new technologiesi€ldpment of corporate policies on issues such
as public image, employment practices or inforrmasgstems” [3] and how to allocate required
resources [2]. The decisions are made by top mamagteof the company and usually deal with
structural redesign, diversification, acquisitietg.

According to Norton and Hughes [3] the corporatategyy deals with overall purpose and
scope of business and the target is to meet stilerhexpectations. Corporate strategy can be
explicitly expressed in a “mission statement”.

The degree of concreteness of corporate leveksglyas lower than on the other two levels. In
case of small and medium enterprises (SMES) hassttuation very similar; decisions are made by
general manager and strategic manager. Most obraigp strategies are futuristic and innovative.
Decisions at corporate level are complex in natoeeause they deal with high level of uncertainty.

Business level strategyrises from corporate level strategy and it isualoe question: “How
to various businesses included in the corporatéegty should compete in their particular markets?”
[2] In literature it is also called ‘competitiverategy’. In very small companies are the corporate
and business strategies are very similar or sonestigentical.

Business level strategy is usually a comprehengiae to achieve objectives of the concrete
part of company and it describes how to allocagerdqguired resources for functional areas. This
plan must contain the way how to coordinate thectional areas to achieve the long term

2 We can find many different views and definitiorfsoperations strategy. Generally speaking (accordin[4]) the
operations strategy can be viewed from 4 main petsges: (i) top-done (it means that operationsatsgy is reflection
of what business wants to do), (i) bottom-up §itan activity where operations improvement builctegy), (iii)
market requirements (operations strategy involvasstating customers requirements into operati@wstbns) and
(iv) capability of resources (operations strategyolves exploiting the capabilities of operatioesaurce in chosen
market).

60



objectives, which emerged from corporate stratdégyther words, the corporate strategy defines
“what” and business strategy “how” [6].

Business strategy provides framework fionctional strategies From ‘top-done’ perspective
functional strategies need to consider what pach danction should play in contributing to the
strategic objectives of the business. Each funstimf company (operations, marketing,
product/services development etc.) must consider they could support the business. Different
business objectives may result in a very diffegrgrations strategy.

3. Strategic and operational objectives

From fundamental point of view we can distinguisanufacturing system odescriptive and
prescriptive models. Generally speaking, descriptive models simplifgmplex realities to
emphasize the essential behavior/character of bbfggence is based on this type. Because
management is objective-oriented discipline it natsth second type of models. The prescriptive
models help to quality increase of decision making

From prescriptive point of view on manufacturingstgyn and related objectives, because
operations management is applied discipline aneéstands the behavior of manufacturing system
is important. So it is necessary at first formuldite clear objective and then we are able to etalua
policies.

3.1.Hierarchical objectives

To achieve the fundamental objective, it is impartalso to identify narrow objectives
Example of a narrow objective can be “Make a ‘gomturn on investment (ROI) over the long
term.” [1] This statement satisfied many stakehad@wners, employees and also custom)ers
ROl is related taevenue, costs andassets. All this measures are closely related to openstiand
operations strategy.

Generally speaking we have two main ways of opamatistrategy: (i) the way of low costs
production or (ii) the way of high sales. Eachlwége two ways of choosing the suitable operations
strategy offers additional possibilities, which cbe seen in the following table. The decision
making must always take existencepoinciples into consideration. Character of principles is enor
long-term than rules. Hierarchical objectives imanufacturing company are in following table.

1% step of choosing alternatives 2" step 37 step p—T"
High throughput
[ ilizati Less variabilit
Way of low costs Low units costs |-19n utilization y

Low inventory

Product quality Short cycle time

Way of high sales

High customer

. Fast response Low utilization
service

High inventory

3 Typical example of prescriptive models is a setrafthematical assumptions. Operation managememited in
operations research and it contains many desceiptiodels. Little [1] shows that “many mathematicaldels used in
operation management and industrial engineeringaatelogies’. It means that théruth is self-contained. Little adds
that also ‘Little’s law’ “is not a law at all, bug a tautology” [1].

* We can find many examples of fundamental objestivemazon.com formulate mission by following wortis:We
seek to be Earth’'s most customer-centric company tioee primary customer sets: consumers, sellensl
developers...”[5] “...to buy online at a great pricd].[ This implies the importance secondary objestiveprice and
service.

® Customers must be satisfied because if not thefgtiod’ ROI cannot be achieved for long time.
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Many products

More variability

Tab. 1. Operational strategy dilemma of company [1]

It is not possible to provide more detailed desmipof these alternatives, because of length
and the focus of this article. But it must mentidntnat this hierarchy contains some conflicts that
implies manytrade-offs to resolve the conflicts [1].

4. Conclusion

Generally speaking operations function is usudiby ithost expensive function of organisation.
It is caused by two types of assets: fixed assefgaCity) and current assets (inventory). These two
types of assets are closed interrelated. The pearpbsperations is to add the value to customers
and it help to build the competitive advantage lo¢ tompany. Operations strategy plays a
significant role in this process, because it tramss business strategy to operations. It is redlize
by setting broad policies and plans to support amygis long-term strategy.

Epilogue

Japanese firms showed the power of the operateffedtiveness in the 1970s and 1980s that
was caused by adopting principles of total quatignagement, continues improvement and just-in-
time. Nowadays many concepts and ideas are oftpfemented in many companies. Despite the
need to change the company culture and solve maolylgms, the operational effectiveness
inspired by best practices is usually relativelgyet achieve. Operational effectiveness became no
so important because of its massive implementatibrall competitors in an industry. These
competitors focus on maximization of added valuest aeduction etc. Many organizations are
limited by the broadly available technology, commamanagement practices. Widely used
benchmarking techniques foster the convergencedegtwompanies and it resulted in escalation of
uniformity. Each company may learn how to build 'srm@oduction system like Bata or Toyota and
not only to follow the “best practices”.
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Abstract. A whistleblower is a person who raises a conceroualalleged wrongdoing occurring in an
organization. The alleged misconduct may be cliaskih many ways, a violation of a law, rule, regidn

or a direct threat to public interest, such as drahealth and safety violations, and corruption.
Whistleblowers may make their allegations integnalithin the organisation or externally to regulator to
the media. The term whistleblower derives fromghectice of British police officers, who would blaweir
whistles when they noticed the commission of a eriffihe whistle would alert other law enforcement
officers and the general public of danger. Persacwf whistleblowers has become a serious issumany
countries. Although whistleblowers are often pragdaunder law from employer retaliation, there hbgen
many cases where punishment for whistleblowing desurred, such as termination, suspension, wage
decreasing or mobbing by other employees. In Sliayakere is still no specifical law regulationearted on
whistleblowing.

Keywords: whistleblowing, corruption, persecution, Sarba@ssey Act, whistleblower’s protection

1. Introduction

There are nowadays lots of companies in Slovakiaiwhave not yet implemented an internal
reporting system focused on work-related problemswvall as any kind of wrongdoing at the
workplace. If the employees encounter a serioubleno (illegal or unethical activity within the
organization, corruption etc.), they do not knowvhto approach this situation and even if they do
decide to act, they prefer notifying external imgions such as the media, the police or non-
governmental organizations. If, however, a compaay established reporting processes regarding
the aforementioned workplace problems, the intedmadiness ethics is strengthened. Small
problems can be thus resolved before they are rpatdic and the company reputation gets
damaged.

Internal and external reporting of any kind of wgdoing at the workplace is called the
whistleblowing. This term cannot be translated itite Slovak language comprehensibly, which is
why it is commonly used in its original form by tiheedia. The word ,whistleblowing“ came to
existence in the 1970s and is derived from the weottbcation ,to blow the whistle”. It is meant to
evoke blowing a whistle when the rules of the garenot followed, and in historical context, it
came from the situation when the British policemesuld blow their whistles anytime they saw
somebody breaking the law and they needed to oalbéckup and warn the passersby of the
possible danger.

A whistleblower is a person who points out a sesiptoblem, regardless of their own personal
safety, family well-being or a possible threat @$ihg their job as a consequence, especially when
huge-scale problems are brought to light. In corgsanspecial phone lines along with the
electronic and real post office boxes have beenupefor this purpose. Alot of international
companies operating in Slovakia have the compuysestablished whistleblowers™ phone lines and
the rules for their protection. Employees musteyadithat their reporting activities are useful. 8om
companies make aterrible mistake when the managereeeives anonymous information and
instead of looking for the problem solution, a sédor the identity of the information disseminator
is immediately launched. Such practice makes thelevivhistleblowing system inefficient and
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discourages the employees from internal reportingjemal and unethical behaviour in the future.
Anonymity is regarded as the best protection by leyges. If an employee publicizes the
information externally, he/she comes directly ungierat pressure of the media. It should be noted,
though, that in some cases nobody but the joutsadi®e willing to offer help with their activities
leading to the proper investigation. Revelation reata are not always simple and black and white.
The personal revenge is sometimes the issue andatlitie often lies in a forever-complaining
employee, too. Many times, employers can preveatsttandal just by listening to the staff and
eagerness to solve problems.

Whistleblowing is one of the most powerful tools fraud and corruption detection both in the
private and public sector, it helps detect abusauthority, economic crime, any kind of illegal
action. In addition, it enhances business transggrand improves business culture. In Slovakia,
opinions about the whistleblowers differ. Havingpexenced the socialist regime with the practices
of State Security (STB), many people do not appaweporting about another citizens™ behaviour
to state authorities whatsoever. Any kind of reipgrtto the authorities is considered to have
a negative connotation in Slovakia — a whistleblows often labelled as an informer or
a denouncer. On the other hand, many people fintistleblower to be a hero or a fighter, who is
not afraid of the threat of retaliation — many tsne the form of dismissal or a negative reactibn o
her/his colleagues. A whistleblower is in this seraften considered a windmill fighter since
someone who is involved in a dispute with the comype not likely to succeed, even though
his/her assertions are fully justified. In a gloh@w, whistleblowers are people who have, for
instance, alerted the public to car system faulégal actions in some tobacco and pharmaceutical
companies and who have also helped reveal plentgrofiption scandals.

2. How to Create A Corporate Culture Which EncouragesThe Staff to Report
Wrongdoing at The Workplace

Whistleblowing should be formally embodied and dedl either in the corporate code of ethics
or in a separate document. The basic procedurksigic

» establishment of an anonymous phone line and agfiost box for this purpose

» clear and comprehensible procedure of internal rteygp and the person in charge (an
ombudsman, a member of HR personnel, top level gaaretc.) to whom the problems are to be
reported

» if an employee helps to prevent huge company pnablérough reporting, a reward or a prize
can be awarded as a form of encouragement

» top level management should act as an advocateHmstleblowing practices and should adapt
an open-door policy so that the employees arefraitlaof reporting any problem

* it is necessary to often repeat the whistleblowurgs to the personnel, top management should
address the whistleblowing issue at annual meegtingsompany brochures etc.

» adeadline for a responsible person to act ingdbee should be exactly stipulated

Despite having their codes of ethics, corruptighfiinitiatives of many companies usually end by
placing the codes on the intranet. Ethical rules aot followed in a daily practice and the
employees who poke their noses into the compangrecimore than they should are squeezed out
of the company either through mobbing or bossinactices, or they are forced to leave for
»organizational reasons”.

Yet neither the corporate support nor the law viotathreat does guarantee sufficient prevention,
as evidenced by the examples from the past (ecanonme committed by white-collar workers
from Enron or Parmalat). In the wake of these saldarbanes-Oxley Act (SOX) — one of the
most influential and controversial acts in the nradémerican history - was enacted in 2002. The
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Act is aimed to increase transparency in the adoogynimprove quality of the financial statements
as well as the quality and effectiveness of corgoirgernal control mechanisms.

3. Practice Examples

In 1972, Thomas A. Robertson, the head of R&D af dar tyre manufacturer Firestone,
warned the top management about the poor qualityadrtain tyre type which might cause severe
problems at high speeds. His warnings remainedréghand Firestone kept selling the tyres on the
market despite receiving negative feedbacks frorstocoers, such as General Motors. As
a consequence, the tyres caused the death of $lepmad hundreds of injuries, with the company
having to change 3 million tyres and pay millioriglollars as a legal penalty. Had Robertson been
taken seriously by the management or had he gobkcpthe disaster could have been avoided.
One of the most famous whistleblowers in recentiohysis David Graham who warned about the
dangerous medicine marketed by a big pharmaceuwarapany. A British scientist and a former
UNO inspector specializing in Irag and weapons assndestruction issue, David Kelly, drew the
public attention to the false reasons of invasibirar. He eventually committed suicide but the
exact circumstances still remain unclear. In Sliwvaiktense media interest was generated in 2009,
when the employees of a public institution Foredtthe Slovak Republic sent an open letter to the
institution director, then Prime Minister and teetMinister of Agriculture, in which they made a
complaint about an irresponsible and inefficienndumanagement and they also criticized
suspicious property sales, bad contracts and rehtiating grounds. Transparency International
Slovakia nominated the initiator of the complaid&n Micovsky, for a state medal for his civil
bravery. The movies Erin Brockovich or Insider wbesed on true whistleblowers™ stories.

4. Slovak Legislation

In the Slovak Republic, there is currently no a#ficact aimed at whistleblowing matters in
place. Neither the term whistleblowing nor any &mterm which would function as a synonym is
directly used in any valid and effective legal a€tSlovak Republic. Slovak legal system does,
however, include several clauses in some provisiwhgh either guarantee a whistleblower's
protection or state his/her legal duties.

4.1. The Public Sector

Act No. 312/2001 Coll. on Civil Service (hereinafiéct on Civil Service “) as amended by
later legislation regulates rights and duties dblgusector employees. These employees are not
subject to the Labour Code.

Pursuant to Act on Civil Service Par. 52 Sectiog),16é civil servant shall have the right to file
complaints to the Service Office in matters regagdgperformance of civil service. Beside this right,
public sector employees are obliged to report éar tbuperior or to the criminal justice agencieg an
loss or damage of the property in ownership or uradiministration of the Service Office. The
legislation allows right to file a complaint. AchcCivil Service also refers to the Labour Code
which guarantees roughly the same level of praiaadf the public sector employees as the private
sector employees are provided with.

A similar approach is used in regulation the grofiemployees in civil service. Act No. 552/2003
Coll. on Performance of Work in the Public Interastamended by later legislation (hereinafter
»Act on Performance of Work in the Public Intergsstates in Par.13 that, if an individual or
a private entity reports the employee’s violatidrdaties or restrictions pursuant to this Act, the
employer is obliged to discover whether the empddyas in fact violated the duties or restrictions,
and is obliged to inform the reporting individualaprivate entity of the result as well as measure
taken not later than after 30 days.
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4.2. The Private Sector

The private sector follows in particular the Lab&wde. Within the meaning of Section 13,
Par. 3 of the Labour Code, the exercise of rightd abligations arising from the labour
relationships shall be in accordance with good imdx® one may abuse these rights and
obligations to the detriment of another participahthe labour relationship or co-employees. No
one can be persecuted or otherwise sanctionec atdrkplace in connection with the exercise of
labour relationships for filing a complaint, action petition for the commencement of prosecution
against another employee. This provision may beerstdod as a certain principle valid for the
entire area of labour relationships, thus alsattier application of the whistleblowing system. The
provision of Section 81 (f) of the Labour Code rslgematic and also conflicting to certain extent.
According to this provision the employee shall Indigeed to “keep confidential the facts he/she has
learnt during the execution of employment and whitdy not be, in the interest of the employer,
disclosed to other persons”. Of course, there isegal definition of the “fact which may not be
disclosed to other persons in the interest of thpleyer”.

Also Section 340 of the Criminal Code is interegtitom the perspective of the issue of
whistleblowing. Within its meaning a person whortes in a trustworthy manner, that other person
has committed e.g. one of the crimes of corruptiang fails to immediately notify the law
enforcement authority or police forces of such éfe or crime, shall be sentenced to imprisonment
of up to three years. This provision may be regards the laying down of the general
whistleblowing obligation in the case of the criiacts reaching a certain level of social danger a
specified in the provision in question, under tla@ction of imprisonment of up to three years.
However, the provision in question is double-edgace it might also function as a threat against
the whistleblower, in the case she/he only makestiification within the organization and fails to
notify the law enforcement authorities. Restriciomoncerning the obligation to provide
information follow from several legal regulation® @he protection of secrecy, personal data
protection. Certain restrictions for an employemaksult from the Labour Code as specified above

[2].

5. Conclusion

The stories of Slovak and worldwide-known whisttelérs emphasize the great heroism and
huge psychic pressure the whistleblowers and taaiilies have to face. In order to be proactive
and report illegal or unethical behaviour in thenpany without the fear of losing their job, Slovak
employees need to have inspirational heroes andl legal protection, too. It is good news that the
current Minister of Interior, Daniel Lipsic, hasramunced that new legislation on whistleblowing is
in preparation. He even considers giving financedards to whistleblowers in cases when the
report proves to be justified. Act proposal is seggal to be finished by the second half of 2011.

References

[1] HOREJS, N.Hrdinové nebo dona&® In: Psychologie Dnes 11/2010, Praha:Portal, pBRASSN 1212-9607.

[2] Pravna ochrana whistleblowerov na Slovensktansparency International Slovakia. Bratisla2@0Q9 [online].
Retrieved on:<http://transparency.sk/wp-contentags/2010/02/PravnaochranawhistleblowerovnaSlovepdk>

[3] RAVISHANKAR, L.: Encouraging internal whistleblowing in organizat®an2003 [online]. Retrieved on:
<http://lwww.scu.edu/ethics/publications/submittelistieblowing.html>

[4] www.whistleblowing.sk

66



Transcom 2011, 27-29 June 2011
University of Zilina, Zilina, Slovak Republic

Analysis of the value of reputation and brand power based on
Theranking of Polish brands

*Grazyna Rosa
*University of Szczecin, Faculty of Management ardvi8es Economics, Department of Marketing of
Services, 8 Cukrowa St., 71-004 Szczecin, Polaradyga.rosa@wzieu.pl

Abstract. Analysis of the value of reputation and brand polased on the ranking of Polish brands.
The article analyzes the value of the brand's poWese aim of the paper is an analysis of the market
transformation of Polish brands, the analysis pkirags in various categories, evaluating the caaoses
changes in the market. The results of the analgtagties come from the Ranking of the most valuable
Polish brands.

Keywords: brand, value of reputation, brand power, The ramkihPolish brands

1. Introduction

A brand is a name, term, sign, symbol, drawing,aocombination of these elements
created or developed to identify the product (evise) and to distinguish it from competitors'
offers [1].

The importance of brands in the development of etarg activities is undisputed. Brand
is the determinant of the value of a product, ie@s the sales volume and consumer market.
The article analyzes one category associated wathdo- its power. The aim of the paper is the
analysis of the polish brands’ market transfornmgtithe analysis of rankings in various
categories, evaluating the causes of changessmthrket. The results of the analyzed studies
come from the Ranking of the most valuable Poligtnts [2].

2. Brand power

Brand Power is a measure of management efficierthg relationship of its value to the
volume of annual sales. In the ranking all branalgeha chance because size of business is not
taken into account.

Prestge This indicator shows the relative users ratingsands’ prestige in different
categories. They estimate, what is the prestigheobrand over other brands of this type on the
market.

Perceived qualityThis indicator shows the relative users' assessofeperceived quality
of brands, which is a consumers’ judgment aboutotherall excellence and superiority of the
brand. This is not always an objective assessmeiepends on the consumer's personal
feelings. It often differs from the actual qualitgustomers evaluate the product basing on the
subjective feelings, signals and symbols. Wherditgua difficult to assess in the absence of
relevant criteria, the main signal of quality maythe price.

Brand awarenesss its recognition. The study uses two measungsparted memory and
spontaneous memory. Brand awareness increasei&kehbdod that the brand will be taken
into account by the purchase of the product.
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Category 2010 2009 2008 2007 2006
Sweets and ice cream Wede Wedel Wedel Wedel Wedel
Other food products Pudliszki  Pudliszki Bebiko
Soft drinks Zywiec Zywiec Zywiec Zywiec Zywiec

Zdrgj Zdrgj Zdrgj Zdrgj Zdrgj
Alcoholic beverages Tyskie Tyskie| Zywiec
Clothing and footwear| Reserved Reserved WoalczankaodlcXsnka Apart
Other non-food Apart Apart Apart
products
Cosmetics and hygienf Luksja Dr Irena Luksja

Eris

Tab. 1. The winners of the title strongest brand ovenyars.
Source: A. Bltaszczalkotwica w trudnych czasach, Ranking of most vakiftdlish brandsRzeczpospolita,
Appendix "Polish Brands" ISSN 0208-9130, Decemhe&t®.0, p.4

In the following part of the article detailed ctsam selected categories will be presented.
First place in the category of sweets has belorfgedjears to brand Wedel, which very
intensively invests in brand building. Next onesaw¢l and Goplana are both at the similar
level, but distant from the leader.

l.p. Brand Brand | Brand | Brand | Perceive| Prestig| Perceive| Brand
name power | power | strength| d value e d quality | awarene
2010 | 2009 | (0-100) | (0-100) (O- (0-100) SS
100) (0-100)
1 Wedel 855 846 81 62 94 93 88
2 Wawel 673 676 61 62 83 82 61
3 Goplana 664 667 60 66 74 77 69
4 Solidarno| 660 653 60 60 80 81 51
SC
5 Koral 640 653 69 70 77 79 75
6 Zielona 623 610 67 66 81 81 63
Budka
7 Mieszko 613 639 55 60 74 77 43
8 Jutrzenkg 609 623 55 69 69 74 46
9 Lajkonik 605 589 65 72 83 85 56
10 Odra 576 586 52 62 70 73 22

Tab. 2. Sweets and ice cream.
Source: K. KucharczylkCzekoladowy nestor nie do pobicia, Ranking of maltable Polish brands
Rzeczpospolita, Appendix "Polish Brands" ISSN 02080, December 2, 2010, s.15.

According to information presented in Table 4,ighdly different are the ratings in terms
such as perceived value, perceived quality, prestigl brand awareness.
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l. Brand Brand | Brand | Brand | Perceived| Prestig| Perceived| Brand
p. name power | power | strengt| value (O- e quality (O- | awareness
2010 | 2009 | h (O- 100) (O- 100) (0-100)
100) 100)
1 | Pudliszki 683 682 75 62 87 87 84
2 | Sokotow 650 663 71 58 87 86 74
3 | Kujawski 643 645 70 57 85 85 66
4 Hortex 638 666 69 57 88 85 76
(frozen
food)
5| towicz 638 640 69 65 84 84 73
6 | Bakoma 630 644 68 71 81 82 73
7 | Bobovita 620 647 67 65 88 86 77
8 | Morliny 617 622 67 56 83 83 67
9 taciate 612 639 66 62 82 84 67
10| Bebiko 608 620 65 66 85 86 85

Tab. 3. Food products.
Source: B. Drewnowsk&floc wycinieta z pomidoréw, Ranking of most valuable PolismbsaRzeczpospolita,
Appendix "Polish Brands" ISSN 0208-9130, Decemh&X@0, p.16-17

Pudliszki, Sokotow and Oil Kujawski, Hortex, LowicBakoma and BoboVita are
included to the strongest among the other food ymtsd The highest perceived value reached
towicz, prestige - BoboVita and Hortex, and thehaist brand awareness - Bebiko. Table 4
shows the ranking of alcoholic beverages.

l.p. Brand Brand | Brand| Brand | Perceived| Prestige| Perceived| Brand
name | power| power| strength| value (0- | (0-100) | quality | awareness
2010 | 2009 | (0-100) 100) (0-100) (0-100)
1 Tyskie 624 630 65 67 83 81 82
2 Zywiec 615 613 64 58 85 81 80
3 Lech 597 591 62 59 79 79 78
4 Warka 582 574 60 67 78 77 70
5 | Zubréwka| 580 - 60 67 78 78 65
6 | Zotagdkowa| 558 - 57 68 72 73 63
Gorzka
7 Pan 555 - 57 52 83 83 50
Tadeusz
8 Zubr 554 544 57 70 72 71 70
9 Sobieski 540 - 55 56 74 73 60
10 Gin 516 - 52 52 75 76 33
Lubuski

Tab. 4. Alcoholic beverages.
Source: B. Drewnowskalgska ikona podbija Polgk Ranking of most valuable Polish branB&zeczpospolita,
Appendix "Polish Brands" ISSN 0208-9130, Decemh&@.0, p.17-18

Among the alcoholic beverage Tyskigywiec and Lech have the greatest power, which
are beer brands. The average Pole consumes abditér8%f beer per year, although the last
two years the demand is falling slightly. Only heftfifth place is the vodka brandubréowka.

In the case of this ranking the remaining categdoek similarly. Table 5 presents the ranking
of soft drinks.
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l.p. | Brand name| Brand Bran| Brand | Perceive| Prestig| Perceive| Brand
power | d strength| d value e d quality | awarenes
2010 | pow | (0-100) | (0-100) (O- (0-100) S
er 100) (0-100)
2009
1 Zywiec 726 | 728 72 63 88 87 84
Zdrgj
2 Tymbark 720 691 72 64 87 87 80
3 Hortex 700 696 70 56 89 87 77
(juices)
4 Kubus 645 649 63 72 84 85 64
5 Fortuna 619 620 60 56 80 80 66
6 | Cisowianka 618 625 60 76 75 74 71
7 | Nakczowian| 606 616 59 63 78 75 68
ka
8 Garden 594 589 58 61 73 74 61
9 | Muszynianka 591 589 57 67 72 74 53
10 Kropla 588 601 57 61 77 74 59
Beskidu

Tab. 5. Soft drinks.

Source: B. Drewnowska\Voda zZywca dystansuje konkurentéw, Ranking of most véuRblish brands
Rzeczpospolita, Appendix "Polish Brands" ISSN 02080, December 2, 2010, p.18

The greatest power belongs fywiec Zdrdj, Tymbark, Hortex, Kulsy Fortuna. The
greatest perceived value reached Cisowianka. Vi&atbee third most popular drink in Poland.
According to research made by agency Nielsen, Psgend about 2.5 billion Zloty each year
for it. The Poles spend most money for juices, arscand drinks - more than 3.8 billion Zloty.
The market leader is Maspex group, which possdsskss and Tymbark. Table 6 shows the
ranking of clothing and footwear.

l.p. Brand Brand | Brand| Brand | Perceived Prestige| Perceived Brand
name | power| power| strength| value (O- | (0-100) | quality | awareness$
2010 | 2009 | (0-100) 100) (0-100) | (0-100)
1 | Reserved 546 574 60 54 77 77 40
2 Gatta 535 551 59 57 81 84 24
3 | Wdlczanka 533 559 58 50 81 80 42
4 Bytom 517 530 56 56 78 79 22
5 Diverse 516 533 56 54 78 77 30
6 Atlantic 514 550 56 53 77 77 29
7 House 509 529 55 52 77 75 18
8 Tatuum 500 534 54 47 80 73 29
9 | Top Secret 499 514 54 56 73 75 36
10 Vistula 498 536 54 48 81 78 26

Tab. 6. Clothing and footwear.
Source: B. Drewnowsk#&olska moda wwiatowym stylu, Ranking of most valuable Polishnois
Rzeczpospolita, Appendix "Polish Brands" ISSN 020890, December 2, 2010, p.19

The greatest brand power have brands: Reserveth &ad Wolczanka - leaders of the
Polish market. Ranking shows the competition od"dbrands, with a long tradition and
history and makes the "new" ones, which have beemuite a short period on the market,
successfully fighting for the top places in thekiags, for example, Diverse, House, Tatuum.
Top places in the ranking are clothing brands. flisé footwear brand - Gino Rossi is only in
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13th place (outside of the presented table). Taldbhows the ranking of brands specialized in

cosmetics and hygiene products.

l.p.| Brand | Brand| Brand| Brand | Perceived| Prestige Perceived Brand
name | power| power| strength| value (0- | (0-100) | quality | awareness
2010 | 2009 | (0-100) 100) (0-100) | (0-100)
1 Luksja 557 562 57 73 72 74 54
2 Ziaja 540 552 55 71 74 76 47
3 | Drlrena| 526 570 53 50 81 79 37
Eris
4 Soraya 517 554 52 56 76 74 46
5 | Colodent| 516 534 52 70 65 68 48
6 AA 508 522 51 62 76 78 29
7 Lirene 492 535 49 52 76 75 28
8 Ingot 490 526 49 53 75 77 20
9 | Polsilver| 482 503 48 62 64 65 44
10 | Joanna 482 503 48 68 66 69 38

Tab. 7. Cosmetics and hygiene.
Source: A. Bltaszczak, Popula&tastuzy mocy, Ranking of most valuable Polish brands,d2pespolita,
Appendix "Polish Brands" ISSN 0208-9130, Decemh&f®0, p.21

The greatest power of the brand have: Luksja, ZamDr Irena Eris. The largest prestige
has Dr Irena Eris. The statement shows that loweslines were experienced by the most
popular, mass and cheap brands, which have atactlationship of perceived value to the
offered prices.

3. Conclusion

The analysis showed that the leaders on the Poletket are mainly traditional brands,
brands that are committed permanent creating oir tineage and attach importance to
promotional activities. The strongest Polish brarae: Orlen, Polish Bank PKO, PZU,
Telekomunikacja Polska (Polish Telecom), Era, Bleéln, TVN, Bank Pekso, Plus, Bank
BPH. The most valuable brand for five years hasnbb@den. The methodology used in the
analysis contains certain simplifications, whicham® that a professional valuation with the
usage of more precise methods might give differesilts. The differences between brands are
often small. Analyzed were consumer brands. Assaltietheir value does not reflect sales
targeted to corporate customers.
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1. Introduction

Brand is the determinant of the value of a prodit@ffects the sales volume on the consumer
market. The article analyzes one of the categal@ssribing the brand - brand strength. The aim of
the paper is an analysis of transformations omithaeet of Polish brands, evaluation of causes of
these changes, analysis of factors determiningstitemgth of the brand and how the rankings are
being made. The results from the included studeeecfrom the Ranking of the most valuable
Polish brands [1]. The primary selection criteritonthe ranking of brands is a place of their birth
Polishness.

2. Analysisof brand strength

Brand strength can be determined by comparing tis#ipns of competing brands, using the
marketing research. The study cited from the nepsp&dRzeczpospolita” was conducted by direct
personal interviews in October 2010 on a randomD1r28pondents aged over 15 years from the
cities over 20 thousand citizens. Questions adddessrespondents included: knowledge of brands,
purchase and recommending brands, brand evaluatiifferent categories [2].

Based on the results of the studies, an assessshéim¢ brands in the following areas has been
made: market position, customer behaviour towaedbttand, its perception and the kind of market
where the brand operat¢3].

Position in the markeindicates how strongly a brand set on the markeit is evidenced by
the three factors: the rate of consumer prefere(roasket share), knowledge of brand name and a
priority in awareness (brand remembered as thg.firs

Relationships with customershow how consumers behave towards brands, how dogahey
by repeating purchase or recommending purchadeedirand to family and friends.

Brand evaluatiorreflects the perception of the brand, how custorseesone brand compared
with others.

Type of markeis an important factor in determining the brancemsgth. Brands are more
important and have greater impact in categorief siscluxury goods and consumer goods, much
less in the case of intermediate goods. Even thabaeships to a particular product category have
a significant effect on the brand strength.

73



Factors of a brand Weight Indicators We_lght of
strength indicators
Position in the market 21 Consumer preferences 0-15
Brand awareness 0-3
Awareness priority 0-3
Relationships with 24 Customer loyalty 0-16
customers
Reference rate 0-8
Brand evaluation 45 Prestige 0-20
Perceived Quality 0-20
Perceived value 0-5
Market 10 Type of market 0-10
Sum 100 Sum 0-100

Tab.1. Factors influencing the brand strength.
(Source: G. Urbanek, Calculating brand strengthnKiag of the most valuable Polish brands, Rzeczagiap
Appendix "Polish Brands" ISSN 0208-9130, 2 Decer2bé0, p.27)

Consumer preferencég4|

The indicator of consumer preferences gives anveexgrof the industry's opposition among
national brands. This indicator is obtained by pasing preferences of consumers and enables to
determine the approximately relative market shiaie.calculated separately for each product
category.

Brand awareness

Brand awarenesss its recognition. The study uses two measurappa@rted memory and
spontaneous memory. Brand awareness increasesehbood that the brand will be taken into
account by the purchase of the product.

The priority in the awareness

This means that the brand is mentioned as firs f®gpondent in the test of the memory brand.
This is a strong source of competitive advantage.

Loyalty indicatorshows the extent to which users will take it intsnsideration at the next
purchase of a product in a given category. Custdmglty is one of the main determinants of
competitive advantage for the brand.

Reference rate

The indicator determines the percentage of custemeady to recommend it to others. Which
one from the given brands would they recommendieg friends or relatives? Reference customers
purchase under the influence of family, friends;. eihe development of the Internet greatly
influenced the use of references.

Prestige

This indicator shows the relative users ratingbrahds’ prestige in different categories. They
estimate, what is the prestige of the brand ovegrdbrands of this type on the market.

Perceived quality.

This indicator shows the relative users' assesswifeperceived quality of brands, which is a
consumers’ judgment about the overall excellenaksauperiority of the brand. This is not always
an objective assessment; it depends on the consupasonal feelings. It often differs from the
actual quality. Customers evaluate the productnigasin the subjective feelings, signals and
symbols. Where quality is difficult to assess ie #tbsence of relevant criteria, the main signal of
guality may be the price.
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Perceived value

Was constructed as the ratio of perceived quahty perceived brand price. This is a general
assessment of the usefulness of the product bgahgumer. Contains a choice between "get" and
"give" (money, time wasted in exchange for bengfgatures). The higher the ratio, the higher the
assessment of consumer value which provides thwellvedative to the price.

Table 2 presents the ranking of the strongest lsranBoland.

Position Brand Brand strength  Change since 2009
1 Wedel 81 1
2 Winiary 78 3
3 Lubella 75 0
4 TVN 75 0
5 Pudliszki 75 0
6 Apart 73 3
7 Zywiec Zdrdj 72 -1
8 Tymbark 72 3
9 Sokotéw 71 -2
10 Saga 70 0
11 Olej Kujawski 70 0
12 Hortex (juices) 70 0
13 Koral (ice cream) 69 -2
14 Hortex (frozen products) 69 -4
15 Biedronka 69 1
16 t owicz (food) 69 -1
17 Kamis 69 0
18 RMF FM 69 0
19 Bakoma 68 -2
20 Ludwik 68 0
21 Zielona Budka 67 1
22 Allegro.pl 67 1
23 Neptun 67 -3
24 Polsat 67 -1
25 Bobovita 67 -4
26 PWN 67 -2
27 CCC 67 -1
28 Morliny 67 -1
29 Orlen 66 1
30 W.Kruk 66 -1

Tab. 2. The strongest brands 2010.
(Source: G. Urbanek, Sweet success of the chodelggéed, Ranking of the most valuable Polish brands
Rzeczpospolita, Appendix "Polish Brands" ISSN (2083, 2 December 2010, s.26)

Once again in the ranking of brand strength predaWedel, whose strength was rated at 81
points. A small group remained the strongest bramdise consumers' ratings, while the perception
of the majority of brands was significantly detesited. This regularity can be attributed to the
Pareto rule, in which approximately 20% of the bspnds has gained in 2010, and 80% lost in the
eyes of buyers. Table 3 shows the leading brandarious product categories.
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I.p. | Brand namg Brand Brand Brand Perceived | Prestige| Perceived Brand
power | power | strength value (O- (0-100) | quality (O- | awareness
2010 | 2009 | (0-100) 100) 100) (0-100)
1 | Wedel 855 846 81 62 94 93 88
2 | Pudliszki 683 682 75 62 87 87 84
3 | Tyskie 624 630 65 67 83 81 82
4 | Zywiec 726 728 72 63 88 87 84
Zdrgj
5 | Reserved 546 574 60 54 77 77 40
6 | Luksja 557 562 57 73 72 74 54
7 | Allegro.pl 508 504 67 95 87 84 81
8 | Nasza- 468 - 61 84 80 76 82
Klasa.pl
9 | PKO Bank 514 524 57 57 77 71 80
Polski

Tab. 3. Leading brands (leaders) in the various categafipsoducts.
(Source: own study based on: Ranking of the mdetkée Polish brands, Rzeczpospolita, Appendix ihoBrands"
ISSN 0208-9130, 2 December 2010)

Taking into account the results obtained in varicaiggories, it should be noted that the leader
remains Wedel, dominant in most of the analyzetbfac
The most popular brands arBiedronka, TVN, Wedel, Winiary, and Orlen.
The highest customer loyalty enj@WwN, Wedel, Winiary, Pudliszki, and Lubella.
The highest rate of reference achiev@dV. Construction, Benefis, Toya, Dom Development
Apart.
The greatest prestige reachaffedel, Apart, Kler, Gerda, Hortex, PWN, W. Krand Empik.
The highest perceived quality reach®dedel, Apart, Kler, Gerda, Winiary, TVN, and Lllze
The largest brand awareness record€dlen, Biedronka, Polsat, TVN, TVN 1, and TVN 2.
The highest awareness priority reachdgiedronka, Orlen, Bebiko, gbica, PZU, Wedel, and
PWN.
The highest perceived value reach&¥N, Biedronka, Allegro.pl RMF FM, and Onet.pl.

3. Conclusion

The strength of the brand is the determinant ofptteelucts position against competitors; affect
the volume of sales on consumer market. The stneofthe brand is affected by many factors,
which can be grouped into: creating a market pmsitrelationships with the customers, perception
of the brand and type of market. The analysis skiothat the leaders on the Polish market are
mainly traditional brands, brands that are commiitte forming a permanent image, attach
importance to promotional activities. The strondastnds are: Wedel, Winiary, Lubella, TYVN,
Pudliszki, and Apart.
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“ The bitterness of the poor quality ig lef
long after it, when the sweetness of the minimuioegawvas forgotten”
Stebbing L.

1. Introduction

Contemporary companies are trying to attract comsarfor various methods, presenting one's
products and services in maximally for the mostative form. Entrepreneurs to consolidate one's
market position, they are perfecting technologmssing the commodities quality and offered
services and they are adapting themselves bef@tbing to more rigorous standards. They are
supposed to be the confirmation of these achieveanen

= certificates,

= recognizing the certificate,

= control symbols,

= quality marks,

= as well as quality prizes [1].

Currently more medical posts are undertaking theisden about to introduce the quality
management system to put up oneself the purposastrtion effective methods, tools and
procedures of actions which they would ensure enotie hand that the medical service offered by
them is answering with one's quality level andatality for patients’ stand-bies, from other wherea
will tolerate such decrease in expenses (througitymg the rational economic policy) that the
offered service was competitive by the price, teamgnproved solutions.

2. DEKRA Award

International multiple-branch prize in the DEKRA aAml management field, both in Poland,
and border countries, is considered as the hugerable mention from many years. DEKRA
Award is the prize organized from 1999 through DEEKRone of leading expert organizations in
the world, serving from the range of certificatif#]. The prize is being granted the determined
company yearly for standing out, model effectdatrealization the Complex Management System.
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Company to be able to forestall oneself for theghas to fulfill occurring conditions:
» to possess the ISO 9001 management system withetti@icate or to be during suitable
procedures,
= didn't receive within three last DEKRA Award years.
A number of certification according to ISO 9001:306tandards executed by DEKRA in
Poland [3] in the health care was presented infithee 1. DEKRA Intertek [4] Certification is
numbered among excelling units certificating onittternational market [5].
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0 ‘
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Years

Fig. 1. Number of certification executed according to 1SI8:2000 standards in Poland through DEKRA in thalth
care.
(Source: Own study basis on: http://www.dekrairgknl/polish/index.html)

It can be seen on the basis of the figure 1 thahi@mest in certification according to the 1ISO
9001:2000 standards requirements is increasingikirtg about the quality management system
implementation it is necessary to determine ob\woasange of this system. The system isn't able
to interfere in directly medical procedures. Thsteyn isn't able to dictate to the surgeon whershe i
supposed to carry the operation out, doctor hosufgposed to execute the patient's examinations
and to make a diagnosis, nurse how is supposed tbhedpatient's boost. And so the system refers
to the sphere of the medical center managemerdrrdtan the activity strict medical.

Benefits from ISO 9001 to the health service alefong:

. Tolerating for easier gaining money from NFZ anldeotbudgetary funds.
2. Permitting to raise the provided services standard.

3. Protecting hospital before legal processes.

4. Required when containing agreements with contrggiarties from UE.
5. Increasing patients' confidence.

6. It is the standard during going by oneself for mopfiem the European Union [6].

The company size doesn't have importance in regaparticipation in the competition. Clear
making the estimation for DEKRA Award purposes isalding all participants the direct
comparison achievements to other companies posgessitificates - irrespective of state frontiers
and branches.

Active endeavor at the DEKRA Award prize is suppaytevery company participating and its
workers during introducing or applying the commes$ive management system. Companies going
by the prize are making self-assessments basifgFQM Excellence model. Six thematic blocks
are evaluated in the prize:

= workers' and customers' satisfaction,

* managing to workers' needs,

* management,

= strategy,

* management system,

[ —
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= processes and criteria tied with the economy amghfiial effects.

The self-assessment by workers' groups coming fvanous departments is using as the
practical tool for determining strong sides and plmgential to the improvement. Then DEKRA
Certification assessors are carrying out an atdwvéng objective and full image of strong sides
and potential chances to the organization improven#s a result of audit, assessors are choosing
winners in three categories:

= DEKRA Award winner,

= DEKRA Ethics Award - prize for ethical managemeittvcompany,

= DEKRA Innovation Award - prize for innovations. TBEKRA Innovation Award category

is very important because the company innovativelles deciding repeatedly about the
success or the market failure of the product or deevice. Innovations are the factor
deciding about getting the leader's positions greaped markets (be different or die).

The winners of each competitions are:

DEKRA Award 2008
= Clinic St. Marien Amberg,
= ABB Automation Products GmbH,
= Trenkwalder Deutschland.

DEKRA Ethics Award 2008
= Voss AG.

DEKRA Innovation Award 2008
= Karl Meyer Umweltdienste GmbH.

3. Characteristic of the test object

A St. Marien Amberg clinic in Germany got the fiBEKRA Award 2008 prize. It was
appreciated the consistent quality management enctmic and directing the hospital both to
patients and workers. Decision-makers confrontedalternative at the beginning of 90 years: to
liquidate or to sell the metropolitan hospital he frivate investor. The mayor and the management
of the clinic decided on investing 250 million eunathe infrastructure and the hospital equipment.
Consistently it was being compared to other centard were being oriented at the quality
management system. Activities were crowned witlcess: 580 beds of the clinic are imposed to
85%, the company is generating profits and emptpvi extra workers. Reports from the quality
researches made regularly are providing documentdtr the high quality standard in the clinic
from quality examinations. On the base of high fyatandard and obtaining strategy of company
development were established three operating ierjteo how:

* medical treatment,

* human treatment,

» and spirituals support.

The clinic is going an aim consistently puttingrtheto practice in order to become the best
provider at the region of medical services. Pasiemé anticipating the best medical treatmenteat th
hospital of such size.

It is necessary to realize also two remaining psiigan order getting the position of the market
leader. Companies were written down in the stratdgyompany development, that "having rights
to the worker's privacy on the remark they arenglavery patient's individual problems up" that is
guaranteeing the best maintenance - both on theopalr surface, and humanitarian. The clinic
management isn't limiting itself only to the dealson in writing, but is supporting this process
actively. Patronages between workers of each besnstiengthen coexisting feeling at the hospital.
Profitable adjustments referring to work in the amplete measurement of hours, 30 various
models of the working time and destination paynaetbeing caused to work to high employing
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of workers and the increase in efficiency. The sggeemark is devoted to the behavior oneself
of workers at the hospital. All head of hospitalrdsawere accepted few days training in this range.
Moreover the quantity of sickness days and the débotorkers' rotation are being registered in the
pointer system. St. Marien Amberg clinic is conwumgc himself through specialist maintenance

of patients, but also thanks to utilizing effectimed thrifty teleinformatic systems. Incessant

development of the technology is reducing the emitassignment considerably in the field of lead
of the operating documentation.

Putting into practice pro quality actions haverbstarted already in 1999, in accordance to
guidelines the centre of quality monitoring in thealth care what was confirmed with the next
accreditation certificates from 1999, 2002, 2008 2008. The implementation quality management
system in accordance to the ISO 9001 standard wgisal continuation of this process, and
therefore also in 2005 the hospital obtained th@ t®rtificate. Recertification of the system take
place in the default year. The hospital joined BeKRA Award competition at the same time
obtaining 5. place. The status of the Accreditedpital, the 1ISO 9001:2000 certificate, the Dekra
Award 2008 prize, high positions in rankings of pites in Poland and positive opinions are the
confirmation of full professionalism in patientgioion polls and safety provided by the medical
centers. The quality of services provided by tteagch object is on the high level. The hospital is
the leader in the discipline of the medical sersipsovision at home.

4. Conclusion

In the age of the health care reform systems, @wngethods of financing and functioning
units and forming market of services, and whicHolowing it of striving for the customer -
patient, the concern for the high quality of seegiovill become the basic deciding element about to
be or not to be of providers. Increase demand famwkedge from the range of modern quality
management, methods the assurance high level miggoonsideration and introducing as well as
developing effective mechanisms raising the qualftynaintenance and care of the patient. To the
most known effective and checked methods belongd¢hkesditation system as well as the ISO 9001
guality system. But hospitals being careful aboighér level of offered services are still
forestalling for the DEKRA AWARD prize, underlininthe same that they are careful and they
have on the remark the client's/patient's health

It was noticed that the most beautiful is the that by Award a virus "Best Excellence"” spread
itself [7, 8]. DEKRA Award is judged as the metdérorganization future.
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1. Introduction

In the current global competitive environment thep@y Chain Management assumes an
important role, as companies are challenged wittr-dging customer expectations with minimal
possible costs. To do so, businesses are searfcingw ways how to approach the Supply Chain
Management subject. Parts of these initiativescaneerned with the combination of improvement
tools and philosophies that were successfully agpin internal processes, mostly manufacturing.
Nowadays the main drivers for the transformatioa bBecoming the customers. Learning and
adaptability of the manufacturers to the customemahd becomes one of the key business
enablers. These enablers improve the overall Kidy Performance Indexes) of the businesses and
help to define the strategies and tactics used hey drganizations managements. Given the
increasing focus on SCM in correlation with Lean &ix Sigma philosophies, | will concentrate in
this article on the main definition blocks of theigply Chain Management term, and its
interrelation with Lean Management definition.

As for this study, the purpose is to:

= Define the supply chain management term basic imgjldlocks

= Explore the possibility of the Lean Managementriiation with the SCM basic areas

2. Supply Chain Management, its definition and its main building blocks

The term SCM has been approached and interpretecgtiqus researchers in many articles
throughout the time. The views on SCM definitioe aliffering from the network point of view
where organizations perform the functions of lagsst like procurement of raw materials,
transportation, transformation processes and tegilglition to customers [1]. On the other hand
Christopher [2] is approaching this issue fromhkie creation point of view. Mentzer [3] defines
the SCM as “The systemic, strategic coordinatiorthaf traditional business functions and the
tactics across these business functions withinracpkar company and across businesses within the
supply chain, for the purposes of improving thegiderm performance of the individual companies
and the supply chain as a whole.” [3] This articies to analyze the main field definitions andithe
interpretation into main building blocks. The nexfction is not written to be a precise catalogue,
nor does it try to grasp all the definitions aviaiéa Rather it is an attempt to cover most of the
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approaches and main views covered in the literadmeous connotations were decomposed. This
decomposition is shown in Tab. 1.

Supply Chain Management blocks Lean Management blocks
1. | Interconnections and Networks Elimination of setygres of waste
2. | Systematical and strategic coordination | Systematical and strategic coordination
3. | Business processes, functions and tactiq Business processes, functions and tacticg
4. | KPIs Improvement KPIs Improvement
5. | Flow Flow
6. | Transformation process Transformation process
7. | Information process Elimination of variability ingply chain
8. | Value creation Value creation
9. | Customer satisfaction Customer satisfaction
10. | Distribution Quality
11. | Management

Tab. 1. Main definition blocks.

We can see the interrelations between the maimitiefi building blocks of the terms of Lean
Manufacturing and Supply Chain Management (greysjovAccording to these main building
blocks a matrix of incidence between the blocks tedarticles was defined. This matrix is shown
in the Tab. 2.

Building blocks of Supply Chain
Management term definition incidence
matrix

Business processes, functions and ta

Interconrections and Networks
Systematical and strategic coordina

KPIs Improvemer
Information proces
Customer satisfacti
Distributior
Managemer

Flow

[Transformation proce
Value creatio

[3] Mentzer et al. (2001)

[4] Handfield & Nichols (1999)

[2] Christopher (1998)

[5] Chopra and Meindl (2001)

[6] Scott & Westbrook (1991)

[7] Lee & Corey (1995)

[1] Ganeshan and Harrison (1995)
[8] Cooper & Ellram (1993)

[9] Novack & Simco (1991)

[10] Cavinato (1992)

Number of occurences 5 |2 |6 [1 |4 |3 |1 |2 |8
Occurence rating 3 |6 |2 |7 |4 |5 |7 |6 |1 |4 |5

Tab. 2. Incidence matrix of the building blocks of Supplizd@n Management definition

N
w

The table includes also the number of occurrenies.rating of occurrence in the table shows
which block is the most common. As for the matror ISCM, it shows that the Customer
satisfaction is covered in most of the definitiaafsSupply chain management. Right after the
Customer satisfaction, the Business processestiduscand tactics form a strong block. The
Interconnections & Networks, Flow and Distributiotakes a separate group split through out the
definitions. The rather surprising outcome is thalty few definitions are concerned with the Value
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creation, Information processes, and KPIs improvegmesomewhere between the last two groups
are the transformation processes.

From this outcome we can say that the biggest esiplia the literature right now is on the
Customer satisfaction combined with the businesscgsses, functions and tactics. The
Interconnections & Networks, Flow and Distributisna group of idea blocks that emerged before
Supply Chain Management and are remnants of thesticgyscience research, that the researchers
are trying to incorporate into the newly establgtseience of Supply Chain Management. The
emerging blocks represented also in Lean and $m&ithat are also a concern of this article are
rather a partial field at this time.

3. Lean management, its definition and its main building blocks

Principles of the Lean Management have been apipedaby many manufacturers and have
been applied across many disciplines [11]. Whileyn@search papers and practical applications of
lean manufacturing exist, authors define this tdiffierently.

Building blocks of Lean Management term
definition incidence matrix

Elimination of variability in supply ctin
Business processes, functions and ta

[Transformation proce
Customer satisfactic

[12] Shah and Ward (2007)

[13] Liker and Wu (2000)

[14] Worley (2004)

[15] Hayes and Pisano (1994)
[16] Sanchez and Pérez (2001)
[17] Karlsson and Ahlstrom (1996)
[18] Womack and Jones (1994)
[19] Wong et al. (2009)

[20] Forza (1996)

[21] Kasul and Motwani (1997)
Number of occurences 6 |1 |6 |4
Occurence rating 1 |5 3
Tab. 3. Incidence matrix of the building blocks of Lean Maement definition

[N

According to Tab. 3, the most anticipation of threah Management is in Elimination of seven
types of waste and the Transformation process. tRadfler these, the Quality and Customer
satisfaction are incorporated. Only after, the ¥atweation with KPIs improvement and Flow are
mentioned. This indicates more anticipation onapplicability of Lean tools, rather than Lean as a
management approach. This copies the historicduteo of Lean management. Only after these
there are mentions of Business processes, Elimmati Variation and Systematical and strategic
coordination. This implicates the Six Sigma apphodbat is concerned with the variability
elimination and Business process standardization.
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4. Conclusion

The implications of this article show that theree anterrelations between Supply Chain
Management and Lean Management initiatives defimiti These should be reviewed in further
research for next knowledge base development, anld tead to synergic effects of the initiatives.
Also some implications for Six Sigma initiative geaand interrelation exist, but right now these
are not very strong. This should not prevent tharturesearch from examining these interrelations
further.
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1. Theimportance of ergonomicsin work process

Man as the heart of every company is central tstleeess of each company. It is necessary to
control the incidence of risk factors for healthrisgrs. It is, because only healthy operator make
quality and productive. That one could make effectise of their workforce and their personality,
must have for professional activity created optig@tditions, which are a prerequisite for growth
performance, and thereby productivity of work.

The objective of ergonomics is the preservatiomexlth, namely physical, mental and social
wellbeing of man, creating optimum conditions famtan activity, as well as creating a sense of
comfort in the workplace. Implementation of ergomomrinciples into practice has resulted in the
creation of wellbeing, the humanization of work awdhile delivering the economic effect.
Ergonomics is a very difficult adopted a multid@eiary scientific discipline that is difficult to
comprehensively manage also for scientists.

1.1. Official definition of ergonomics

Official definition of ergonomics (IEA in San Dieg@000) tell, that ergonomics is a scientific
discipline, which focuses on understanding therauiions between humans and other parts of the
system and also the profession that uses the thpongiples, data and design methods to optimize
human comfort (health and wellbeing) and of the ilsystem performance.

Modern ergonomics deals with the effectiveness whdn work in complex organizational
system of labor-man - machine - working environménbugh relationships subsystems human —
machine, human - work organization and human etmglitions of the working environment. [1]

1.2. Ergonomics at us

On Faculty of Mechanical Engineering of Universii Zilina, in Department of Industrial
Engineering is largely devoted an experts to télel fof ergonomics.

Ergonomics in industrial engineering is considesedcientific discipline aimed at creating
optimal conditions for the performance of a worlethe collateralizing maintaining health worker,
that his physical, mental and social wellbeing golrlsatisfaction. In addition to these factors, the
use of ergonomic principles has a positive impattegconomic indicators. These are directly
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affected by reducing the cost of incapacity for kyanjures, increase efficiency and hence growth
of productivity of work. [2]

In the laboratory ergonomics, work measurementaaradysis use different measuring devices,
software tools and other equipment for researcheghatation. For effective implementation and
presentation of known and lesser known methods amalyzes the ergonomics are the new
technologies and various ergonomic modules of soBwpackages. In implementing of certain
analysis, such as RULA (Rapid Upper Limb Assesmemtpresentations ergonomic analysis of the
Department of Industrial Engineering we startechgistereoscopic records. It's because we have
actually seen an enormous effort to develop andnoermialize 3D imaging technologies based on
the principle of stereoscopy. [3]

In this modern times with the maximum demands féiciency and productivity of work no
longer sufficient basic knowledge of ergonomicg, jost the possibility of the addition of modern
ergonomic tools for digital factory. At presentag 3D laser scanning, planning, interactive design
planning, virtual reality or the latest contributido the creation and active use of stereoscopic
records. All these options enhance and more effficievaluation and ergonomic design of
workplaces. [4]

2. One of the solutions to research problems in the ergonomics of the
Department of Industrial Engineering in the last year.

One of the recent problems in the field of ergoreamat us concerned the absence of
information about available software support ergoins, the absence of options analysis software
support ergonomics and the need for comparisorptbras in relation to specified requirements.
This research problem has been solved for seveoaltthm and is described below, resulted on
several points:

= In terms of ergonomics needs further developmetit us.

= In terms of the absence of a comprehensive congparig available software support

ergonomics.

= In terms of further development of the researchbiemm of analyzing the impact of

increasing labor productivity of work through ergamc solutions for the humanization of
work.

= In terms of current demand for ergonomic solutionisidustrial enterprises in Slovakia

Fig. No. 1 is shown the steps that were taken t@tmequirements, a comprehensive
comparison of software ergonomics.

| 1l.ststep

Exploration in this area
~

Comprehensive comparison of = : s ;
P P i B { Collection of information

software y N
5.th stgf)- - S { 2.nd step

Specification of criteria for
comparison

N Verification of information
4.th step ‘ - | 3.rd step

Fig. 1. Five steps of a comprehensive comparison of sofvwegonomics.

The first three steps have been made on the b&si®mestic and foreign resources and
expertise by working with some software and adwcasers of the software. Detailed information
was collected several months of specialized putddica in Poland, the Czech Republic, Greece,
France, Italy, Croatia, USA, UK, Germany, Serbid #re like.

If we continue to deal with research, informatiatl@ction and verification, we can go to 4.th
step - specification criteria for a comprehensiomparison of software.
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Individual criteria were specified based on theeignce of solving projects in the field of
ergonomic design work, current needs of industgcpice and in particular on the ergonomic
factors of labor productivity of work.

Ergonomic factorsinfluencing

Criteriafor complex comparison of software oroductivity of work

Possibility of creating a 3D manikin and its looatin space
Number of segments manikin /I
Number of joints manikin 4 Movements at work
Possibility of creating simulation
Analysis of visual space
Analysis of the manipulation space ( Spatial subdivision
Collision detection
Fatigue analysis

Analysis OWAS, NIOSH, RULA 4 Load at work
Analysis of energy consumption

<——

<—

Time analysis (MTM, MTM UAS and etc.) Time and naootistudies
Using data from anthropometry Anthropometry
Other options for the ergonomic support |

Tab. 1. Influence ergonomic factors influencing productnitf work and criteria for complex comparison ofta@re.

o Analysis of R N .

Possibility . . . . I | Analysisof | M

Name of software of man(;pqlahon CoII|S|_0n Fat|gu_e U o energy 1
simulation and visual detection | analysis | L S | expenditure | M

space A H

Delmia DPE N Y N N N | N N Y
Delmia V5 Human Y Y Y N Y|Y Y N
TX —Jack Y Y Y Y Y |Y Y Y
eM-Human Y Y Y N N|Y N Y
TiCon N N N N N|Y N Y
EnvisionErgo Y Y Y N Y|Y Y Y
MASSoft Y Y Y N Y |Y N N
ErgoMAS Y Y Y N Y |Y N Y
RAMSIS Y Y Y N N |Y Y Y
3D SSPP Y Y Y N N |Y Y N
HumanCAD N Y N N N|Y Y N
MVTA Y N N N Y | N N Y
Anthropos ErgoMAX Y Y Y Y N | N N N
ErgoEASE N Y Y Y Y |Y Y N
SAMMIE Y Y N N Y |Y N N
Ergointelligence N N N N Y |Y Y N
BHMS Y Y Y N N | N N N
MANECROS Y Y Y N N | N Y Y

Tab. 2. Comprehensive comparison of software support engics.

On tab. 2 is a simplification of the large tableaanprehensive comparison of software support
ergonomics. The left side of the table is variocoftvgare that was compared on the bottom they are
some of the criteria under which they were compaledters in the table marks are the first letter
of the answer YES / NO to the question, if thewsafe contains specific ergonomic analysis.

3. Conclusion

At the end of this article is important to writectéimer approach in dealing with research.
Detailed and comprehensive information about softi8awere used for educational purposes and
were issued as university textbooks titlddethods and software support in ergonomi@SBN
978-80-970525-6-0).
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Results of output will be further used to constraigtalgorithm for choosing the right software
tool for designing ergonomic industrial workstasoror effective assessment of software options
with regard to practical use in real company wil ised except other for example, the weight
evaluation.

Real industry factory on base of the outputs ofaligerithm will be able to choose the software
suitable just for her.
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1. Essenceof e-learning

Recent development in technology and informatirasocioeconomic life leads to more and
more popularization of using virtual communicati@echniques for the enterprise development. It
does not refer only to opportunities, which arevited by Internet in terms of sale of products or
services. It also refers to internal function o# tompany, including its development by training
with assistance of the electronic network. Thishudtof knowledge acquisition is defined as e-
learning training or course.

Expression “e-learning” means “electronic teachjrigit the verb “to learn” means “to acquire
knowledge”, so from the student’s point of viewjritlicates process of acquiring knowledge and
skills.

Literature on the subject provides many broad aadomw definitions describing e-learning
process. Broad definition indicates that e-learnimgudes all types of the computer network used
for providing knowledge and information. Howevercarding to narrow definition, e-learning
provides training and control over their teachimpgess using specialist information systems,
which use e-learning platforms.

15" Generation

= Scripts and manuals — printed materials.
Correspondence model
2" Generation = Lessons on the audio and video tapes,
Multimedia model = Computer discs with software.
3 Generation = Audio-conferences,
Synchronized tele-education model = Video-conferences,
= Radio and TV lessons.
4™ Generation = Interactive multimedia, CD and DVD ROMSg,
Asynchronous model via computer network = Materials presented in Intranet and Internet,
= Tele-education with a computer as medium|.

Tab. 1. List of features in the consecutive generatiothefDistance Education.

(Source Galwas B.A. (red.): Edukacja w Interne@srodek Ksztatcenia na Odlegto Politechniki Warszawskiej,
Warszawa 2001 za: K. Nikiaki, E-learning w: IV Studencka Konferencja Infotpzana 2002 w:
http://icis.pcz.pl/ski/ski02/)

Distance education, i.e. outside of the lectureepasany time, without direct supervision, is
not a new phenomenon. | was invented nearly 106s\ag0. At the beginning it involved exchange
of mail correspondence between a recipient, a studend institution running the course. This
method of knowledge acquisition has been populandiv. Also, “educational radio” appeared in
1920s. In 1945, “educational television” createdthy University of lowa started operations. In
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1990s, popularization of the Internet and the beigi of 2F' century together with emphasis of the
“‘information society” development, “learning econghtrend and an expression the “information
society era” resulted in situation that the distalgarning becomes equal with traditional, statipna
education, and in some aspects it may be evenisugerit. More and more natural and legal
persons use this method of learning due to itsradges. [1]

2. Benefitsand barriersin use of e-learning for the entrepreneur and the
employee

Study on effect of e-learning on development o&mgiible resources in business entities was
conducted on 158 enterprises in SME sector in Zamlopomorskie Province, which were
randomly selected under consideration of the pwmdsthe studies. Out of all, 134 questionnaires
were qualified for the evaluation. Slightly overhalf of examined responders were service
providers (57 %). 55 % of enterprises focused tbparations on local and regional markets. Other
offered their services or products at national iabernational markets.

Analysis of data gathered during the study andespwnding literature on a subject indicated
that the first basic factor, which justifies rungioourses using the virtual platform, is their loast
on a long-term basis. It was a response of 40%ubjests. The employer do not need to rent
conference and education rooms, and do not nebitedecturers or contract training company to
organize training based on outsourcing. Runningnentourses do not disorganize work in the
company, because it does not need to consolida¢enployees at the same time at the same place
(conference room) in order to transfer the knowée@0% of evaluated entrepreneurs). The next
advantage, which was pointed out by the subjentdudes opportunity to use e-learning in the
company, which eliminates expenses related to detaygof the employee for training in other
place and corresponding costs of allowance, tlgagings. Also, the employee does not need to be
concerned about bearing additional costs of trgimelated to a trip, lodgings and other costs. It
also eliminates so called barriers related to “ginkts”. Costs of running e—learning courses are
advantageous for this type of employee in-servia@ing, because cost of training 5 or 150 persons
is the same, despite initial investment outlaysictvithe employer has to spend in order to create
such course and provide possibility to execut@ctording to the entrepreneurs’ opinion, it allows
educating practically unlimited number of employeéshe same time. The only limitation results
from computing power of the equipment, which w#l ervicing center of e-learning program and
flow capacity of connections, which will deliveretlcourse.

The employer does not need to bear any additimstaelated to absence of the employee and
repeated necessity to hire a replacement for th@loy®e. Moreover, the training is organized in
such time, when the employer sees necessity tadgaa On the other hand, the employees do not
need to interrupt work, which influences and faaiks many processes in functioning of the
business entity. Knowledge transferred to employeessthe same substantive and cognitive value
for each the course participant. [2, 4, 5, 6] Femtiore, online courses eliminate barriers in tevs
knowledge acquisition for the employer, as welf@she entrepreneur: geographic, time, personal,
and health barriers. The next benefit for the eglas monitoring of work progress (refer to the
table 2).
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Benefits Barriers

» complementing conventional training * high price of system implementation
» cost reduction of the employee training * no direct contact with a coach
» adjusting education for the needs and abilities « difficulties in motivating employees to
of the employee complete the training
 possible defining of the employegs’ <« the employees’ concerns that results of e-
knowledge level learning will be used against them
« time saving for the employees e limited ability to learn in the team, in the
* increase in speed of knowledge acquisition by group
the employees e necessity to provide suitable computer base
* increasing the group of trained employees e necessity to update purchased training content
* repeatable training quality « limited employee integration as it is during
» possible use of support tools (chat, discussion trips
forum) e prolonging time of work in front of the
» possible provision of an additional attractipn computer
for the employees « technical problems with functioning e-
e training management learning
« possible defining the degree of knowledge < and overload of the computer network
acquisition and progress e long-term implantation of e-learning platform

e time consuming design of ordered content
(scenario, etc.)

e necessary high level of self-discipline of
learning persons

Tab. 2. Benefits and barriers in development of e-learia@ source of knowledge in SME sector.
(Source: own analysis)

As it was noticed during discussions with the emeaeurs, they believe that possibility of
constant improvement of the program is the advantdig-learning. Each year, when the training is
used, it may be better and more effective, becausensiders suggestions and comments of
previous training participants. Moreover, each ipgrant may adjust speed of knowledge transfer
to his/her own needs and ability to learn. The @yg is able to integrate training system with
other systems: library, accounting and payroll oéafship, social and othg®,4,5,6]

However, it is worth indicating that subjective irapsions of the subjects provide that the most
important factors are so called “soft” benefitslated to competition, resulted from integrated
education. It is difficult to specify value of sudienefits, as: directness, uniform execution,
certification and knowledge transfer, feedback,ufig on missing qualifications, constant
acquisition of control information, and higher mleraf the employees, which often become
factors, which decide about competitive advantget, 5, 6]

The literature on the subject provides that e-iegrnwhich characterizes with complex
environment, is significantly superior to other M of training. Also subjects agreed that
supporting human resource management processtrenigdacilitatesimprovement of economic
factors of the organization, precise managemembofpetencies and skills of the trained persons,
organizing process of preparation of teaching nmedtef any kind, management of any form of
training, communication and cooperation in distarfeffective “education” of the customers,
servicing products, distant support), management tloé corporate database, carrying
multidimensional evaluation of the learning pro¢egssblishing training resources via different
media.[3]

Main disadvantages of e-learning mentioned by tin@leyers include, among other things,
mental concerns. Older employees are concernedhdiwte limitation resulted from necessity of
skillful use of the computer and surfing througk thternet. It is also disadvantage that initiadtco
of e-learning course preparation is high. The @néeeur bears costs related to necessity to
purchase software for training provision, as weleaploying the personnel, who will be involved
in technical preparation of the platform, as wesllbateam of teaching method specialists and experts
taking care of the substantive accuracy of thaiingi material. It is worth mentioning that efficacy
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of the training depends on the subject specifidsiclvthe course is related to. For the trained
persons, limited contact with other participantstioé training, usually possible only with the
educational platform tools such as chat, discusiamm or videoconference, is also an important
barrier. However, the most important disadvantag@leasized by e-learning participants is self-
discipline and internal motivation problem whiclstdacts active participation in trainirj§]

3. Conclusion

Detailed analysis of e-learning use in Poland shtwed despite high costs borne at the
beginning of the investment, it may provide hugerggs for the company in short period of time.
Investing in e-learning education is very profialbbr employers with over 50 employees, because
it reduces training costs. In case of smaller corigsg it may turn out to be less beneficial form,
because in case of 5 persons, cost of sending fibretraining session is much lower than investing
in e-learning system. Solution for this situatiar fmicro entrepreneur may be use of e-learning
courses using platforms available at educationectenSuch investment in small enterprise may
return over many years, but in large company, netdicosts may be seen as early as after 2 years.

Undoubtedly, e-learning education is not going limi@ate conventional training from the
market, because many persons do not become codvimgarticipate in training with the computer
and Internet. People used to traditional trainingdel and the most often they do not want to
replace presence of the coach, with presence afaimputer. As a conclusion, it may be said that e-
learning has a significant chance to takeover agddraining market; however, it does not replace
traditional training due to unquestionable advaesagf direct contact with other human.
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1. Introduction

Goals of Managemenin everyday practice, managers face finding sohstido three
fundamental questions: what, how and where to me@dWDeciding between alternatives requires
the assessment and it requires the measurememt.itfld@nes to another problem: what to measure
alternatives, respectively which rate to use aemai ratio? If managers choose as their critexi@ r
ROI, which means return on invested capital, tHaea tan be called as management by ROI,
(MBROI).

2. by ROI

MBROI can be only used in such a company, whickséz maximize ROI, and all employees
are aware of and motivated to such a mode of mamagteand respect the decisions taken on the
basis of this management style. MBROI is necesganyse when searching for opportunities to
improve, deciding on the implementation of new 8ohs and controlling reality generating
incentives to change.

The enterprise has only one general and naturdl gmaassess the maximum of invested
capital. ThIS objective is characterized by (Ma#gjR0O05):

universality - apply to businesses of any size @asion,

» timelessness - valid not only in the past, but &happly now and in the future,

= synthetic - ROI is reflected in all the economigpontance not only internal but also
external,

= existential meaning - businesses with high ROlkaiag developed, on the other hand
companies with low or negative value gradually §teri

= MBROI is the sole concern of investors and the harark assessments.

Management by ROI has a justification, respectiwtloosing the ROI as the criteria for an
enterprise level. It is not appropriate or helgtuthoose more criteria ratios, because what may be
one rate’s of improvement could be one’s degradaBelecting a single ROI as the criteria ratio
should be applied to all business processes, dasisibout resources and products. Different sub-
criteria lead to different product, processes aodree solutions. However, they share a basic
disadvantage: focusing on sub-criteria does nagymiany business objective — such a maximizing
capital investment. If the value of ROI is develgppositive, growing, then the deterioration of the
values of some other partial ratios is to be seeinseparable elements of the overall positive
changes. MBROI application in all management aspecimanagement with a single, synthetic
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criteria measure, which is also used in financeM&ROI is management with fully integrated
financial criteria, respectively integrated finaalananagement.

The ROIl-value of an enterprise doesn’t get maxiedliby managing the average values of
sub-criteria, but through managing of sub-ROI valaed capital (Matejka, 2005).

3. Partial criteriain management

Managerial accounting is the accounting disciplioeused on financial information for
management of products, business processes andaesoA key category is therefore costs.

Criteria ratios processes for a particular produet

- cost of product units (pieces, tones, kWh)

Criteria ratios of product are:

- Cost ratio (1), i.e. cost / unit of product foetprice of unit product

- Profitability (2), i.e. ratio of profit per undf product to product price,

- Rentability - Cost-effectiveness (3), i.e. ratigorofit to the unit product cost of the product.

Costs 1
C io =
ost ratio Price ( )
e bl Profit  Price — Costs Costs - 2)
itability = = =1- =1—Costrati
refita Y= Price Price Price ost rane
Profit  Price — Costs  Price 1
Rentability = = = —1= ——1
Costs Costs Costs Cost ratio 3)

Cost ratio, respectively profitability does not yide any information about the capital demand
of business processes and neither does any infoman the capital-demand of processes defined
by different types of products. Capital demandisaf number of reasons often a trade off relations
with a cost criteria, therefore the management bgt ccriteria is generally different from
management by ROI. The most of managers in thainbases use only one of the three mentioned
cost-income indicators as financial criteria, amgldo not distinguish between those criteria on one
hand and ROI on the other. They incorrectly idgngfofitability and theROI and believe that
processes with the highest profitability are in faene time, the most profitable processes for the
company. Different sub-criteria lead to differemogiuct, process and source solutions. Also
Management by ROI leads to a different portfoligpadducts, different processes and hence to the
different structures of corporate resources. Prisuprocesses and resources determine the
character of business and also modify the managebyeROI. If managers manage the business
according to several criteria, they cannot avodlit@ria problem. They either observe a number of
different sub-criteria, without attempt to theimslyesis, or even provide a method of synthesis. In
the first case the criteria problem is not resoj\eattl decision is left on the manager, who prefers
selected criterion in specific contexts and as alevivorks with all criteria. In the second case the
multicriteria are formed, subjectively determinesdathey are fragmented, non-complex.
Multicriteria are sub-criteria with unclear sigw#ince, which intransparently expand the number of
sub-criteria used in the criteria function. Managemby ROI takes into account also sub-ratios.
These ratios have cause-related, respectively @ralybut not criteria function. Their values, in
the management by ROI, are optimized but not exaedn (i.e. maximized or minimized).
Optimum values of partial ratios are these whickxim&e ROI.

! Trade-off relationship (something for somethingnproving the value of some ratio is insepardisiged with
worsening the value of another ratio, respectigelyeral indicators. In other contexts, this retatup does not apply,
i.e. it is a trade-off-free relationship (withaadmpensation).
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Management by ROI is a real, timeless future mamage; there is no argument that would be
against it. Why hasn’'t the management by ROI bessul so far? For such concept of management
there was insufficient amount of information andoalack of methodology. Information systems
and managerial theory have not been prepared fir aumanagement. ROI is the rate of profits
(income) to the capital. While the profits of preses, divided according to products, are normally
calculated in the information systems as the diffiee between prices and costs of the processes,
the information about capital for the processes ma@spresent. Therefore also the information on
the ROI for process was missing. The capital inpitteess and ROI in the process both objectively
exist therefore can be measured. These measurestda@ conducted with the traditional one-
dimensional types of (measurements) ratios thatraneanagement and finance in general use (in
money, time, material or other one-dimensionalg)niCapital in the process is measured by two-
dimensional cash-time ratio. Mathematically, itsiategral for the capital function by the process
time. ROI is then measured as a ratio of one-dimaeat profit share to two-dimensional
measurement of capital.

4. Principlesof capital management by investors

Management by ROI represents a fundamental chante iprevious management thinking, so
that it aligns with the general mind of investonsl @evelops it in the company. At the same time it
eliminates the difference in the thinking of manageho think as investors- when outside the
company, while inside they think in capital managaftrin business processes on extremalization of
different sub-ratios and they disregard ROI. Thsibaeason for people to invest in banks is an
interesting investment return. It is natural, there it is illogical begin to think otherwise whetep
through the company door. Portfolio managers wheshcapital in several areas, divide capital in
areas with specific revenues, they continuouslp¥okthe ROI-values in each area, seek and assess
new investment opportunities, detect their potémi@l-values and compare this ROI-values with
the values of each ROI in the areas of investmetd) modify the structure of capital with the
investment in new areas and leaving several afdas. may include changing capital structure
between some areas so that the aggregate retaapitél would be the highest.

5. Conclusion

Also due to the nature and logic management by iR@ifficult for knowledge management.
This stems from the complexity of the ROI, its gaT to anything that happens within the
enterprise, and to the external factors affectugjiess results.

Managers should understand that ROI is one ofahesr by which has the objective capability
to compare different products and process alterestior each product. They need to get rid of the
stereotype thinking, that any improvement sub-ra#éi@. cost reduction, shortening the interim
periods, reducing the error rate, is positive. Mpemaent by ROI does not have any equivalent
competition in other management methods, wheth@&obthey are explicitly linked to the criteria
ratios. MBROI will therefore become a temporary patitive advantage for businesses, which
apply it in advance to others.
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introduce more than ten channels in the same freyugvaveband (until now occupied only by a few
channels). Each channel can be given to anothdesen
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1. Introduction

One of the major media markets is the televisiahraio market. Its peculiarity lies in the fact
that television and radio are the most opinion-fagnmedia. This follows from the forms of
communication, cost of ownership of these mediaaswkssibility to the media in Poland as well
as in other countries.

Aim of this paper is to present the situation ie terrestrial market in Poland and to draw
attention to the nature of the market organizatramgch limits its rapid integration with other medi
markets, particularly with the dynamically develogpitelecommunication markets.

2. Organization of theterrestrial market

Terrestrial television market is one of the mogjutated markets in the economy. It is mostly
motivated by technical reasons, in which the mgidrtant is the fact that terrestrial broadcasting
uses a restricted frequency band, which shouldkpied as efficiently as possible. However, for
many countries particular importance had mediarobuiue to the transfer of information and its
importance in shaping political relations in thesetyy. TV, as the most popular news medium has
become a tool for influencing public opinion. Taken supports and even creates statesmen, the
victims, heroes and losers. It has a special ml¢he building and breaking down authority.
Therefore, the power to affect the television boaet is desired by everyone in authority, and
freedom of expression in the most popular medidnéssubject of the defense and / or attack of
almost all political and social forces in the cayniThese conditions cause that television market,
besides the usual technical, organizational anth@uoccal restrictions, is so specifically regulated
in the European countries, including Poland.

Influence of social and political interests is sceal that economic interests are often
subordinated to the general, resulting in consilderimitation of activity.

The laws strictly determine what the obligationgle# broadcaster are. The public broadcaster
needs to pursue the so-called public service misdih and only subsequently can be guided by
economic calculation in broadcasting a televisiangpam. Commercial operators have more
freedom in broadcasting, but the same as publevigbn have to keep the proportions of the
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sources of the program, particularly programs peceduby European operators or in co-productions
with European subjects [2].

The scope, detail and control of terrestrial tedmn market regulation are far more extensive
than any in other electronic media, particularigulations relating to telecommunications markets.
The spontaneity of the emergence of the projecthendT market, changing the profile of activities
and offered content on the television market iy \kificult.

A special place in the market takes its controlidrich in Poland is the National Broadcasting
Council (Figure 1). This is a subject of long-teduration (6 years); it has become independent
from political influence. Its functions are: autlring senders to the market, controlling of the
broadcasters, keeping the license fee, delegatmgjarity of members to the supervisory boards of
public companies in the media (TVP PR regional PRgany). This entity has guaranteed the
freedom of action even in the Constitution. Othelitgal and regulatory bodies have a much
smaller impact on the functioning of the media (Bvd radio). UKE fulfills the role of
intermediary in the provision of free frequencies.

President of the Office
of Electronic
Communications

J L
Office of
Electronic

Communications
“— vy

Sender: public, social, commercial

Fig. 1. Regulatory authorities in the television markePwiand.
(Source: own)

Public service broadcaster in Poland has a priedegosition with regard to terrestrial
broadcasting, because its own three programs hawagagteed priority in the allocation of
frequencies, which gives them a significant advgataver competitors in the market. Thus,
receiving range of public television is the largesthe country. In return, the public broadcasser
in responsibility to fulfill the mission, which mes, inter alia, to guarantee the right of free shee
to political parties, especially the chief authpif government and social organizations, including
trade unions. Simultaneously, the law provides taalthl funding for public broadcasters from the
proceeds of the subscription fee, which is to campee for the costs of the imposed obligations
[3]. In other markets of electronic media, the publiodaicaster operates independently, which
means that in e-business there is not as strongsdpm as on the primary market.

Commercial broadcasters on the terrestrial TV etarkay appear only when they receive a
license to broadcast issued by the regulatory aiyhd he regulatory authority determines the
number and scope of issued licenses to broadclestisien. The result is that the number of
broadcasters for years is strictly limited to a feuwbjects (Polsat, TVN, TV4, and TV Puls). The
scope and status of commercial broadcasters isnqiegbin Table 1.
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Scope (proportion of Polish
Broadcaster residents that can receive the Status nadawcy
signal station)
Polsat 85,6% nationwide broadcaster
TVN 47,1% cross-regional broadcaster
TV4 26,7% cross-regional broadcaster
TV Puls 25,1% cross-regional broadcaster

Tab. 1. Availability of commercial broadcasters’ programmhan terrestrial television in Poland.
(Source: Information compiled on the basis of the fundamental problems of radio and television in 2008. The National
Broadcasting Council, Warsaw 2009, p. 42)

Such a large restrictions in the possibility ofnsmission mean that many of the terrestrial
broadcasters are seeking of distribution chanmelgd programs in satellite and cable networks. At
the end of 2008 Polsat had six licensees to breadchlitional programs in these networks, and the
ITI Group (TVN broadcaster) - 14 licenses. Even thilic broadcaster had four licenses to
broadcast programs on satellite and cable netwdhes satellite and cable networks are developing
much larger number of broadcasters, the largesthach is a group CANAL +. In the markets for
electronic media is the most important is the Gri@uvhich has control over the portal Onet.pl.

The strict limitation of access to the frequencgpg@ndent mostly technical conditions) resulted
in stagnation in the Polish television market oa $lupply side. An opportunity for expanding the
competition can be only digitization of terrestrdidital television, which will enable activity of
dozens of broadcasters / programs in the Poliskeharowever, it should be taken into account
that many broadcasters have already made a big &fenter the satellite or cable systems and is
totally or partially not interested in the develogmh of digital terrestrial television, which is
specifically regulated by the law.

Funding of public media is a problem for every doynthat has established an own
broadcaster. Mostly the public tribute is colle¢tethich aims to fund public service activities and
ensure its independence from other funds and deemiakers. In Poland such a tribute to the
public media is a subscription to television andidaThe majority of users of public television den
not to pay subscription and this tendency is stealdicreasing. It is so, because there are ndy fair
efficient procedures for the collection of an umpaiibscription. The income from the subscription
fees in the years 1994-2009 is shown in Figure 2.

1500
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min zt
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300

0

1994/ 1995 1996 1997 1998 1999 2000 2001 2002 2003 [2004 2006 | 2007, 2008
—e—nominally | 430,7 524,2 633,9 703,0 766,8 803,5 803,7 867,5 898,7 QGBI 892,9 888,8 8872 726,0
—=—really 1237,]1178,11188,{1147,(1119,(1092,¢ 992,8 1015,710321031,{ 989,8 963,2 949,3 9245 726,0

Fig. 2. Income from subscription fees in Poland in 199880
(Source: Report of the National Broadcasting Council of the activities in 2008. The National Broadcasting Council,
Warsaw 2009, p. 106™)

Public television in Poland has an additional lasgarce of funding - the fees for broadcasting
television commercials. Commercial broadcastersratpemainly from the incomes from the
advertising market, sponsoring and own funds. R#ist technical conditions for licensing,
privilege arising from the prescription of the meirkthe two sources of funding gives the Polish
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Television a maintaining dominant position in thenwstic television market. Shares in the
television market are presented in the Figure 3.

other cable and
satellite TV stations

Mini Mini; 0,9%
TVN7; 1,6%
TV4; 1,8%

TWN24; 2,7%

TVP INFO; 4,3%

TVP2; 16,8%
Polsat; 15,4%

TWN; 16,7%

Fig. 3. Shares in the television market of the terrestcable and satellite subjects in 2008.
(Source: Information on the basic problems of radio and television in 2008. The National Broadcasting Council,
Warsaw 2009, p. 112"

This division of the market means that the pubhgadlcaster has the greatest possibilities on
other news markets, but since it was establisheaapity to the mission of public service, its media
activities in new markets are limited.

3. Conclusion

Petrifaction of positions on terrestrial televisimarket has existed for many years, but changes
may be forced by digitalization of terrestrial T. offers the opportunity to bring dozens of
channels in the same range of frequencies, eaathioch can be used for any other broadcaster. The
regulatory body will have to allow greater numbésubjects to enter the market. The only problem
might be interests of broadcasters to appear integhestrial television. Many broadcasters are
present on cable and satellite television. Theegfimterest in the development of digital terrestri
television may be limited. However, it creates appaties for the new subjects to enter the
market, which should intensify competition in tmerket. No change in the liberalization of the
terrestrial TV market will cause most of the sulgego remain outside the main trends of e-business
markets due to meet the regulatory requirementsg operate in a second separate business, which
will suit the dynamics of development and the regmients of e-business.

References
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1. Introduction to thetopic

Nowadays development on the markets is stronglyded on new technologies and where
they are used. Idea is always the main point buketiaag is sometimes left behind. Of course, the
product and its parameters are a crucial part gbarate strategy. Without relevant information
about market and customers and without funds tha,ido matter how good it is, is doomed to
oblivion. Education institutions play an importaate in society, should therefore also contribuate t
the growth of innovation, creative solutions ane ithcreasing competitiveness of the nation [11].

Present markets have also a lot of opportunities dooperation and partnership, e.g.
entrepreneurial and technological incubators, sfad subvention funds, etc. There are a lot of
possibilities how to bring an idea on the markéte problem is often not the lack of opportunities
but the lack of information. There are a lot of keding publications oriented on planning and
strategy. This works are often of high quality eithscientific value and the amount of pages are
great. Creative people want to work on their idealy as they are not interested in marketing plans
structures and competition analysis methods.

Let us introduce a fictive but realistic exampletiersity is a great environment for new ideas.
A few young scientists have made an improvementechnology with high possibility to be
successful on the market. Yet the inventors areimetrested in marketing. They just want to
develop their product. What would they do? Thekegitcan offer their idea to the people who have
some marketing notion or they can start studyingketang or they just can start using logical and
critical thinking and relevant information.

Elaborated marketing structure is a logical cormsion. It is an approach which enables, by
using relevant information and critical stance,ntake simple but accurate marketing plans and
strategies.

2. Theoretical background

According to the marketing management literaturéa@ns” there are some rules bound to the
market success. One of the main current marketipgroaches iscustomer orientation.
Satisfaction of customers is a never-ending prosdssh depends on various factors. Management
must define these factors precisely. The main anes

1
See the references.
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- Relevant informatiomabout customers which must lead to appropriatensatation.

- Quickandappropriate reactioron customers” needs opinions and demands.

- Effective use of company’s resourteterms of customer’s satisfaction.

Other approaches are more oriented to single magketreas. For exampla@nalysis of
competition is focused on a deep study of company’s rivalshem strengths and weaknesses. The
main goal of this method is to have actual infoioratabout competitors and to know how to be
better or differentMonitoring of relevant environment is a method for gathering significant
information. Every business exists in specific emwment. For example, for a software
development company the progress in software tdobies is crucial. They have to watch this
development and try to use the acquired informafidrere are, of course, a lot of other analysis
methods, e.g. product and portfolio analysis, nwimt of marketing communication effectiveness,
balanced scorecard, etc.

3. Marketing planning for business start-ups

The following structure is a modification of standianarketing planning structures in terms of
simplicity. There are provided 11 questions conmsmdemarketing planning. All these questions are
logical constructions for basic marketing analy3isis method is intended to be used in small and
medium enterprise start-ups, particularly in theddfiof technological innovations marketing. The
application of this method consists in respondiogali the questions raised using relevant and
significant data.

Know your product! Obviously it is not a question. It is a must. Déepwledge of the product is
an essential part of marketing process. The masmehts of knowledge about product are:
technical and other parameters; production proaadstransformation processes; production costs;
possibilities for savings in productions, e.g. watligher production, etc.; complexity of a product
— warranty, packing, servicing, etc.

Who isthe customer of this product? It cannot be said that there is a business witkelling. If
there is no demand for the product, the produnbtsrelevant for the market. One of the marketing
methods used for customer analysis is callegimentation. It refers to the arrangement of
customers to groups which are homogenous insidédatvdeen each other heterogeneous as much
as possible. Segmentation is based on the us@wfesgation criteria. These are picked in order of
their relevance for the case given: economical @grage income), industrial sector (for selecting
only the companies from the relevant sector), teldgy usage level (for some companies
technology is more crucial), etc. The primary segimag segments should be specific as much as
possible — in b2b there should be specific comanie

How, where and when will the customers know about your product? The whole industrial
branch nowadays is marketing communication. Masslianere the most expensive ones.
Traditional communication channels are overloaddéth wommunication. If | know my primary
segment, | can be precise and specific and | cawseh media and techniques which are “for
optimal price”. In some cases it could be just elnma event presentation. Content of
communication should be adapted for the tastege styld tendencies of target group (primary
segment). For example, there is a huge differeet@den marketing communications of products
of the same brand to various segments: cameraades consumer segment are advertised on TV,
radio and newspapers; cameras for professionaannoal expositions, professional magazines and
webzines, etc. It is also necessary to know the sumch could be used for marketing
communication. Simple decisions on marketing comation can be performed through
answering the following questions: Who do | wanatiress?; How much money do | have for it?;
What do | want to say?; Which techniques will bed®% Which media do | chose?; What will be
the time and frequency framework?; What can | haraaid what do | need any help with?; What
kind of effects can be expected?
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How will your product reach the customers? We are speaking about distribution, which should
have exact parameters. We also speak about the plaere the customer meets the product or
consumes it (the point of purchase, web pages, letorder to ensure the customer’s satisfaction it
is necessary to reach comfort, security and spégdoduct delivery. The company’s goal should
be the same in order to gain payment and also meste satisfaction.
How much will your product cost? Price of the product can be simple set by respunthe
following question: How much do you have to earrh&ve a profit? There is crucial to know the
production costs. It is not only the productioncould also be energies, rent, licenses, taxes|fetc
there is a profit, it is good to know how to us¢eixpand, invest, etc). There should be a system of
discounts (quantity, closeness of delivery, proraggnof payment, the way of payment, reciprocity
— barter, etc). It is also good to know the prioésompetitors. So, the final price could be set by
counting all costs for production with the projetf@ofit.
Who are your competitors, what are they good at and why isthat so (and vice versa)? We are
talking about the substitution — your competitisreverything that can replace your product by the
customer. So, competition is not only homogenouke-same or similar products as yours — but
also substitution — different products assignedtlier same group of consumers. It is necessary to
have a deep interest in competition. We can lesmm fcompetition. We can find their strong and
weak sites and use it in our strategies.
Who can be your partner? Currently, partnership and cooperation are consdlén be business
strategies. It is always possible to use some-gm@ftinding mechanism, incubation, join the cluster
or network. These opportunities could raise youngetitiveness. In business partnership is always
important one question: What benefits can | getwhdt do | have to offer?
What else opportunities, threats or limitations exist on the market where you want to realize
yourself? If we are talking about business we must also idensmpacts from wider environment.
Mostly they are: legislature (civil law, businessv| taxes, charges, judicial system, etc); macro-
economical stage of market (average salaries, iacper capita, willingness to investments,
willingness to buy, GDP, GNP, etc); technology, R&&vailability, access, stage, prices, etc);
cultural and social issues; natural environmentaiotg, etc.
What are your business goals? Your goals should reflect the answers to the previquestions.
You can set your goals properly after you havevasleinformation about market. The goals should
be set within theSM.A.R.T. method. This method tells us that every goal mustspecific,
measurable, attainable, relevant and time-bounded
What are your plans and strategies for reaching your goals? In terms of simplification here you
can just work out your approaches for reaching gmals. There are a lot of methods in the field of
strategic management and marketing literature youuse. To do it simple follow these rules:

- Logical structure. Allocate main processes and eonthem in order to achieve your goals.

- Time limitations. Every process should be perfornmedelimitated time.
Setting of competencies.
Setting of budged or expenses.

- Use of visualization — e.g. Gantt charts.
Control! We have started with the command and finish aléb another one. When all plans are
made you are ready to launch them on the markeeénwbu have set your plans and strategies into
logical processes you will be able to control thdust mark the main points or parts of your plan
and control if the reality responds to the projéicthere are any differences you can learn aboait t
reasons and make corrections.

2 More information to the S.M.A.R.T. method herepHitvww.projectsmart.co.uk/smart-goals.html;
http://en.wikipedia.org/wiki’/SMART _criteria
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4. Conclusion

It is always good to know the successful marketeumceptions. All the questions are
elaborated from the main planning approaches asel staidies of successful start-ups. To use these
guestions for planning of marketing process it @sassary to be critical — critical in the way of
approach. Answers of single questions should beiggeand accurate. There should be used
arguments and facts. All data used for answeringtibe relevant and actual. Simplification doesn’t
mean easiness. Questions and approach are simmpladerstanding - for performing it is a quite
hard work. There are a few recommendations for avipg marketing planning:

- Consulting with people who are relevant or havevaht information and are accessible

- Be critical to your projects

- Use information and criticism to your advantage

- Be interested in the market, about all relevanheand information

- Watching the competitors

- Listen to your customers and potential customers
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Abstract. There is a very significant trend in increase dficli companies decide to carry out their
commercial activities not only in domestic markbtd also abroad. This article highlights the spesibf
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1. Introduction

Acting in foreign markets in various forms of tramional cooperation (direct/indirect export,
expansion, fusion, acquisition, etc.) becomes maimi big companies with sufficient capital an
important factor to survive and to be successfaiwkler, when doing this, it is important not to
concentrate only on financial-commercial aspecis, bald-headed to expand and extend the
activities, but at least from the medium term aspgoint of view, it is necessary to consider
specifics of the particular country, its economacial, political-legislative, demographic, cultyral
mass medial and also religious aspects. Partiguthd impact of culture in a broad sense is the
most principal for the long-lasting success of $raational companies.

2. International marketing environment

Thanks to progress in technology, communicatiorts teemsport, in particular, our world has
greatly declined. We got up to the time when iraéional trade is growing rapidly. Many
companies intend to enter and entering new markdtsn outside their "national territory” —
beyond the boundaries of their country. Nearly g\ersiness, whether big or small, must deal with
the international marketing. The manager must Idareign languages, manage international
business operations. Businesses no longer have anly analyze the home environment, but also
potentially foreign environment, where you wantewoter. Therefore, it is necessary that these
businesses know the specifics of the businessjgadland legislative environment, the economy,
as well as the local culture, traditions, valueg geligion. 'Know what to do in a foreign countiy,
as important as knowing what not to doft is important that the companies have triechdapt
their products or services to the different neeu$ expectations of customers. Companies which
are not willing to do business outside the domesgileere are risking failure, weakness in the future
against the competition, or even extinction.

Businesses entering foreign markets, they mudtdimgerstand international trade policy. The
selling products abroad often faced with many trbdeiers as a duty, quota, embargo or non-
monetary barriers. To do the business in an interma environment easier so as to assist
international organizations and regional agreemarftee trade zones. It should be here to mention
the General Agreement on Tariffs and Trade GATTictvltaims to promote trade by reducing
customs duties. The World Trade Organization WTantled during the so-called the Uruguay

WILK, R.: Emulation and Global Consumerism. 19@8line]. Available on the Internet:
<http://www.indiana.edu/~wanthro/nrc2.html>.
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Round of interview, in addition to the reductioncofstoms duties takes care of the compliance with
the rules and provisions, and addresses the irtk@nad disputes that occur in the shop at the
international level. Free trade zones constitutmemic communities with a common foreign trade
policy. This includes the European Union with theef movement of products and services, people
and capital, the NAFTA (the agreement on the Ndéuherican Free Trade Agreement) between
USA, Canada and Mexico that MERCOSUR between Brézigjentina, Uruguay, Paraguay and
Venezuela.

3. Marketing Communications Mix in an Inter national environment

International communication policy is the most bigiand also the most culturally conditioned
function of marketing enterprise. Communicationi@plas part of international marketing is a
combination of the global strategy and local tacend its purpose is usually to create a desired
vision of the company, its products, or services.

This objective, the target group and the ways ghmaonication for the individual markets
differ, depending on how different is the cultusald social environment.

Presentation of the communication of the concepparticular, this affects the cultural factors:
approaches, consumer preferences and prejudiedsy#tues, standards, practices, habits, feelings,
motives, way of thinking, mentality, temperamengraiity and aesthetic sensibility, context and
manner of use of the product.

3.1 Advertising in an inter national environment

"Advertising is one of the oldest, the most visdohel most important tools in the marketing
communications mix. It helps to create a fixed ienafjthe product/brand or enterprise and can
also be quickly applied to the purchase of the witis ">

Advertising is a good tool to keep marketing commations and to persuade the people,
regardless of whether it supports the product,isemr idea.

Advertising has the ability to influence the formoat and change of needs, the demand, but
also interests, habits, traditions. It has many®and uses. It is therefore difficult to generlis
different characteristics. Basic characteristicthefads are:

+ public presentation,

+ the effectiveness,

- discontented nature.

Probably none of the instruments of internationarkating communications does not require
such attention than just advertising. When commatitig with foreign market advertising means
there are risk incorrect translated messages iectyrunderstanding the culture of the nation er th
disproportionate rate of standardising the messages

"International advertising represents the dissertiora of commercial messages, notice of the
target group in more than one country. The targetugs vary from country to country within the
meaning of perception and understanding of the sysnéand incentives, reacting to the humour
and emotional appeal and level of literacy”.

Many businesses doing mistakes in the translatiadweertising messages from one language
to another. This error was relatively widespreatha1960s of last century, wharandationsinto
the other language have done mechanically. Although in the rest ef tiilme such mistakes occur
less, it is necessary for the international commation strategy to devote attention to the language

2BIRNEROVA, E. — KRIZANOVA, A.: Zaklady marketingll., 2008, str. 96
3 DOUGLAS, S. P. - CRAIG, C. S.: International Adwging. [online]. Available on Internet:
<http://pages.stern.nyu.edu/~sdouglas/rpubs/intiadh
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Businesses are trying to eliminate the risk in #msa by the communication mix involving local
advertising agencies or local independent distoiksuin the target market.

Some of the undertakings active on the internatiomarket is also committing mistakes in
communicating the fact thato not accept the local culture and selected appeal incoherence
motivation which results from a given culture. TREE objective is appeal even if, because of
cultural differences be taken into account theaatse of the presented product.

An important feature of the application of the sfeities of culture and a tendency to delete
some cultural differences is also the performanic¢éhe actors in advertising. If we talk about
personalities in the world of advertising, so ibsld be noted that the greater the success and the
effect reaches advertising, in which stars worldspeality. The personality that you know almost
all over the world. This is only the top of the W% top athletes, singers, actors or models.

One of the important decisions of enterprises,vdelng the goods on the international market,
is to determine theegree of standardisation of advertising messages (themes) and its creative
application. In the post-war period, had an extignaestinguished swagger his ad campaign for
each market. In the 1960s, particularly in Europere the efforts of advertising significantly to
standardise. Based on the fact that European cessaare living in similar conditions, even though
they speak different languages. Their consumpsoconsidered to be international and mass. It is
therefore considered necessary to differentiatativertising for the market of each country.

Businesses are looking to advertising sometimaslatdized on the grounds that they do not
have enough skills to creatively apply or it is fibem economically more advantageous as
compared e.g. with twenty different notices. Somes it is motivated by the efforts of the
normalization of the promotional notice on the aotbf the trade name of the enterprise global or
its product.

Not only has the customer decided whether advengses will be standardised. Often decide
to legislative or other restrictions of the country

Under close scrutiny of the laws of individual $&ais advertising for cigarettes and tobacco
products. From the countries of the EU only Greleae the advertising of cigarettes allowed. In
some countries, such advertising is prohibited @evtsion or radio, but not on posters. The
European Parliament has been prohibited in 19@0adivertising of cigarettes and tobacco products
in EU countries. The enterprise sometimes succgeducth restrictions not to circumvent the
advertising-oriented product-cigarettes, but thgmlor trade mark of the product.

A second area where the business to the rightstactor prohibit the operation of advertising
is advertising-oriented for children. Some coustpeohibit the advertising of toys with a military
theme, ad multi-vitamin preparations, etc. Evedeneloped countries, for example advertising on
television is limited by the number of channelsttitamay broadcast, or the time at which
advertising may be broadcast or its total time aitydroadcasts. In Belgium or in Sweden are not
television commercial channels aimed at broadcdst ln Norway and Sweden are not allowed
billboards around the roads. These can be placBdoonthe buildings in the cities. A number of
countries limit the transmission time for advertgsiin the course of the day (Turkey) or the total
volume of expenditure for the ad campaign (India).order to protect the consumer in the
Scandinavian (but also other) countries createdhleyOmbudsmargssessing the clarity of the
advertising message. Special restrictions adopyeithd European Union in the field of regulation,
or restrictions on the advertising of cigarette2002. Between théurther restrictions on the
advertising of include the prohibition of:

- the use of foreign language texts and foreigndsor

- application of a foreign environment and backgbof the presentation of the product,

- sex in advertising

- comparative advertising,

- foreign advertising agencies or at the property,

- use superlatives "best",

- use the Western style of dress of women in athhegtin some Islamic countries and others.
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4. Conclusion

In the international environment there are more armte companies, which have increased
enormously the need for international communicatiaternational marketing communications is
not without problems, because it takes place ineamironment with different demographic,
economic, geographic, political, technological dagislative terms. Cultural differences give rise
to the need to change the access from the "whsaydto "how to say". It is therefore necessary
that businesses understand the basic elementseofertkironment of foreign markets, local
customers and partners in the business sphereedhsnknowing what they are interested in what
you most cherish, whether it is for them to pricel guality are important and what are the words,
colors, characters and other components of thereuitis necessary to be avoided.
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Abstract. The decision in the building process carried oytthe chosen enterprise of the construction
industry was the object of the analysis in thechatiThis enterprise specializes in residentialst@ction
and the construction of public buildings. The mpaints of that kind of process were identified hog
analysis of presented process.
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1. Introduction

The building practice indicates an increase inrthmber of irregularities in the construction
process. Design errors, tight execution deadlilzes, of qualified staff and the savings associated
with the quality level of used building materiatgnsequently cause the appearing of defects in
buildings.

Construction process is carried out under spedfénditions, because it is closely linked
with the implementation terms. The inherent elemantompanying building processes is
the quality control. The contractor is responsibibe carrying out works in accordance with
the contract terms and the quality of materials padormed works for their compliance with
the design documentation, client requirements agdlatory bodies, the proposed organization of
work developed by the contractor and the instrustiengineer / project manager. The company
seeking a high service quality level must timeleritify quality problems appearing during
the construction process.

2. Research analysis

The enterprise, which leads production and seraicivity in the sphere public buildings,
industrial buildings and housing since 1992, isrdsearch object. The plant conducts construction
and renovation works in industry, steel and reicddr concrete constructions. It also conducts
works: plumbing - plumbing, heating and other (rde).

All offer inquiries, the information about the tergdorder forms being received by an analyzed
enterprise are registered by the site manager aected directly at the owner who takes a decision
about preparing the offer (of cost estimate), feareining the order. Preparing the offer (cost
settlement) or contract depend on the kind of tivestment. In the situation of the offer preparing
the site manager checks the offer and takes desisio accordance with all organizational cells
which are involved in the investment process, oteoto consult the offer. The building works offer
is hereby approved, and then transferred to tlemtclif the client introduces changes to the offer
there offer shall be re-examined in the frame efiisues that have been modified.

In the case of the order adoption, the appropriaigganizational units, prepare and verify
the documentation necessary to implement the ser@pecific client requirements are verified
during the review before approving it offers nearsgd works in progress - in case of changes made
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by the client. Responsibility for the correct cau action in the review and revision of the bid
contract is on the side of the construction managdrthe building owner.

Product information shall be provided in the foriboochures, descriptive documentation,
and/or photography. The client inquiries for pragucan be obtained in the form of a letter by
e-mail, fax, telephone. The feedback and compldiots the client may have either of the above-
described forms, they are subject of registratiod directed to implementation by a designated
organizational units. The algorithm of decision-makprocess concerning the implementation of
the construction project has been presented inr&ijuServices/products providing by the analyzed
company are realized basing on the documentatioviged by the client or own documentation.
The main task of the owner and construction managéo coordinate all activities related to
the contract implementation since its approval joocessing until the completion and sale.
The construction manager and/or persons pointekirhy shall prepare a set of records based on:
the contract / agreement, technical documentatiegptiated with the client, on-site inspection of
work.

Full documentation must include: a signed contrgetformance documentation, bill of
materials, prefabricated products, componentsstadli principal deliveries (equipment, blanks,
etc.), quality control plan. The course of techhi@ad contract documentation was presented on
Figure 2. The duties of a construction managerttagefollowing: drawing up a construction plan
and schedule and preliminary cost estimate of weogether with a list of materials needed for
their implementation. On the basis of these docuséme investor has a clear picture of how much
time and money must provide for the implementatainthe various stages of construction.
The construction works schedule is essential torthestor due to the fact, that it allows monitgrin
of the works progress and the financial settlenoétihe contract, while it allows for the planninfy o
expenditure. The costs of various construction warksult from the financial cost estimation.
The estimate also allows for planning of materigby, irrespective of whether the materials
ordered the contractor, or investor. The schedogains all jobs in order of their execution.

The date of starting and ending date of the coastn project and its duration are marked in
the construction works schedule (Table 1). Takégdfantity) of the works and the hours required
for their implementation shall be based on datenftbe shedule. The construction worsk schedule
is performed assuming a certain number of workagaged in construction work, from this fact
depends on the duration of individual works. Anrapée of the construction Schedule was show on
the table 1.
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the works stage the execution deadline the exeauti deadline
months — 2008 year months — 2009 year
1] 2[3]4[ 5] 6] 7] 8 9 10 11 1p B P 3 4 [5 [6 [7 [8 ]9 Ji0 [np
1 Preparing the ground X X
2 Utilities X| X
3 Excavation, X| x| x
earthmoving
4 Foundations X
5 Basement walls X K X K
6 horizontal and X| x| X
vertical isolations
7 the ceiling over X| x| x
the basement, cellar
stairs
8 external walls X X X
9 external, X| x| x| X
construction
and partition walls
10 | ceilings, stairs, X[ X| X| X| X| x| x| X
landings
11 | the roof construction X X |x
12 | the roof cover K X X X
13 | insulation: damp x| x| x| x| X
proofing, thermal
14 | the central heating x| X X X X X X x| x| X
installations
with accessories
15 | the electrical x| x| x| x| X X X
installations.
and teletechn.
with accessories
16 | the water, sewage X X X X x| x| X
and gas pipes
17 | internal plasters, x| x| x| x| x X
screeds
18 | the external joinery
19 | external doors X [X |X
20 | floors, carpets, tiles X [X [X
21 | painting works X X X X X X
22 | the whiteware X |X K
23 | the plastering and X X X x| X
other work elevation
24 | different external x| X| X
finishing works
25 | arrange land, small X x| X X X X X
architecture

Table 1.The construction works schedule
Source: own study on the base of analyzed enteris

3. Conclusion

In the analysis of decision-making process regartle construction project there is the need
of analysing of the following parameters such & investment execution time, the cost of
implementing the various building works, numbeipefsons engaged in the work, the number and
quality of building materials and those responsifole preparing the appropriate documentation.
These factors determine the overall cost of thestment and its duration.
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Quality, safety and durability of the building degdenot only on the proper execution, but to
a large extent on the quality of building materiaé®d. Products used in improper way may affect
the users health and safety threat. To avoid thes,quality control should be periodically used
during the building investment project.
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Abstract. In accordance with current view of the contemppraanagement, the priority of the organization
action is not only searching of economic effecte®s) but it is also the reply to essential and tiahail
needs of customers through best organized procbasexy on the criteriofHigh Technology”. It is stated
that economic results are the consequence of atimmmand right computerization. As a result of the
inevitable expansion of enterprises and the ndgesithe service of large amounts of customerg/els as

the progressing financial crisis, a tendency ohgsihe newest achievements in the field of computer
technologies appeared.

Keywords: computerization, bank

1. Introduction

This instruction file can be used as a template darticipants who use MS Word for
manuscript preparation. All the authors are askegrépare their papers in compliance with the
following guidelines. The most often recalled fastdeciding about success of the computerization
are: the selection of the technology, experiencerofect participants (staff, Software Company
and users), the size of the project, the time efgioject realization, the cost of the realizathonl
appropriate management. Most often recalled fastappropriate selection of technology solution,
appropriate to needs of business organizations (8D#e answer in the research questionnaire).
On the second place, experience of participangsoiated. It is connected with the attitude to
changes, which is accompanying the computerizg®%o of the answer). These are most often
organizational changes, which are usually connewsféd a reduction in the employment. There is
this adverse phenomenon, mainly because of rengpimiarkers. However, a possibility of
gualifications improvement and level of the knowgedimprovement, according to the idea
“the next project, the new knowledge, new experemew ideas”, seems to be beneficial (15% of
the reply). The time of project lasting is an etyuahportant criterion, what remaining (15% of
the reply). Because it turns out, that often, i@ pinocess of technological solution implementing,
a possibility of introducing the newer technologypaars (solution, which parameters more meet
needs of the enterprise than so far implementdwn;Tirrespective of incurred costs so far, current
project is rejected (example of projects carried authe PKO BP Bank S.A. in period: 2000 -
2008). It is the problem connected with the procefs$ast “growing old” oneself of computer
technologies.

The other problem connected with computerizatioojgut is disagreement of views as for
the criterion of the project success assessmehieba the executor and the user (10% of the
reply). The crucial factor, which is not even mentng in literature, not even in press publications
is a role of shareholders and their attitude tojgats carried out from the scope of IT
implementations (5% of the reply). They often héive final word in taking decisions concerning
the bank computerization. It is also happening; tina realization of the project is staying given u
because of the change in the structure of sharef®lgt is connected with a change of capital
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management participation in the bank), who oftguregent approach of IT selection - different
from its predecessors.

1.1. Determinants of bank computerization process

Defining business needs, which should serve a pepof bank development strategy, is a
base of the completion of the entire process. Tauges of preparing the project of IT implementing,
following after oneself are:

1. Analysis of costs and benefits.

2. Organization of the project (determining the wocke and the persons responsible for its
realization).

3. Trainings and trainings, being aimed at preparisgysifor using the implemented solution.

4. Choice of the computer solution, made on the ddfibesiness needs and choice of the
development team.

A reorganization of business processes is acconmpgngtroducing computer technologies
(Eng. business process reengineering), which cagseeérally the higher quality of enterprise
functioning, the action effects improvement. Busgprocess reengineering (reengineering), it is an
idea consisting in radical restyling of processes the organization, causing the crucial
improvement in its realization, results at usingtemnporary measures achieved (costs, the quality,
the speed, the service).

Economic aspects of bank computerization are glosehnected with the subject matter of
introducing of computer technologies, because @®w@s connected with the purchase and
exploitation of computer solutions are preceded witultifaceted analysis of the legitimacy of its
taking. It is possible to divide factors having thBuence on the assessment of the computerization
on:

= technical, which are connected with a computer hardwareaasaftware

= economic, which appoint the profitability level (measureth yndicators and comparative
analysis of prices and costs),

= organizational (in particular philosophy of management and orgainonal structures),

= sociological, concerning on one hand directing the style, thiue of the organization and
on the other the side - the preference and neeatla &festyle of customers.

Factors mentioned above appear in different cdrogls, and from it of also a reason the
economic assessment is never synonymous. The ¢jeadrassessment of the computerization is
carried out on the basis of the rate of effectigsneomprehended as the relation between total
circulations and effects. It is difficult to estiteabecause of the need of effects and investments
assessment, what is named as a technical and paganal progress. The other problem of
effectiveness estimation is connected with commagon effect estimation, what is represented by
information value.

Assessment of information system influence on degdion activity is made by using factors
like: the sale value, the gross profit, the ecomowailue added, the market value of the enterprise,
the productivity of human resources (understoothasale value with reference to the employment
level), the rate of the assets profitability, tiffeetiveness of the equipment (understood as value
the gross profit for equipping value), the rateéhaf profitability of the sale etc.

Determining the level of computer technology usiagapplied: expenses of the computer
technology, other expenses after subtracting exgsemm$ computer systems, materials, assets.
Sometimes econometric models take into considera#iiso strategic indicators of computer
investments, which are ranked among others: thetpality, the service improvement, the comfort,
the diversity.

It is also important, in the process of the comprétion effects analysis, meaning of both
the effect and implemented usefulness. On the wliderwe are dealing with the effectiveness, on
the other - with the usefulness, where the resilts calculation of applied computer solutions are
assessment subject. There are barriers, imporsgecaof analysis, which are the point of decision
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process in the bank computerization. The most lestabarriers are: financial (prices of IT
solution), technical (luck of appropriate infornmati solution), organizational (structure of
organization, responsible structure), human ressur¢qualifications, need of procedures
implementing, resist of people, client resist relger new solutions awareness), law (procedures,
need of client safety in Internet, providing withetsafety of the transaction and protections of
personal details).

2. Analysis of computerization activities and costsin the chosen banks

The fast access to bank services, possible owingntme services and modernization of
computer systems, became the most important clgagiéefor the retail banking in Poland. Chosen
banks offering bank retail services with the coasadble share of foreign capital (of, Italian, Dutch
and American German) were the subject of the rebe# problem of bank equipment modernity
and service improvement is connected unavoidabtiy thie development of the retail banking in
Poland, what is contributing for lowering both &sif the client service and costs of action of
banks. The issue of implementing new computer mriatbecame the critical factor of not only
a development, but staying at the market of bankises. Banks made themselves aware of
the need of implementing new computer solutiongiqdarly under the influence of rival west
banks, which its agencies and units started opaniRgland in the nineties of the 20th century.
The assessment of bank investments size in new wemfechnologies isn't a simple matter,
because banks not always reveal the unabridgedmatmn about already carried out or also
planned investments, whereas data published byeatisbgealing with examinations in this area
often seems to diverge. Five banks from the grodptweenty respondents, determined
the information about the computerization as canftchl. When it results from examinations,
expenses of the computerization are diversifiey weuch. In 1996 it developed on the level from
10 up to the 25% of action costs, what expensesthef so-called hardware constitute
the considerable part from. In consecutive yea®971- 2001, according to data announced by
the companyD sharp the computer expenditure of banks grew incesgantie biggest and fastest
increase in expenses of new computer technologasswade a note in 1998 and of 2001 (height till
previous years by the 57% in 1998 and the 82% 0120and freest in 2000 - on average 6.8% in
comparing to the previous year.
In the period 2002-2008, in polish financial ingtibns, realization of many different IT
projects were planned and carried out, like e.g.:
= creating the network by the intranet, what pulleé structure of the extensive web of the
electronic service system of orders and constroaifgortals for corporate and retail customers.
(BRE Bank S.A)),

= implementation the integrated and shared for baihkbé, the ICBS system of the Fiserv
company, creating of system of corporate bankindg?bisoft for need of the new bank of the
Minibank24 introducing the system of the own economyplications Oraclethrough
Computerland,

= beginning of the credit information system’s coustion (information about small and
secondary companies), called Office of the Credarimation,

= introducing the system with mobile phones in th&KS&chnology (SIM ToolKit) for needs of
bank services, implementing of analytical systemebéng the assessment of the products and
clients profitability (nteligo S.A),

= creating the integrated Base of Economic Data; emginting the system of the home banking
for over 3 thousand budget individuals; preparingoducing the integrated System of the
Accountant (for internal use and for the exchangergas part of European Central Banks
System (National Bank of Poland).

Banks more and more often spend money for compet®ices improvement and the software
solutions implementing. However the participatidrequipment purchases is slowly falling, what
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caused growth of banks interests in outsourcingices. It is one of main factors of the market

development of the computer science in Poland, &tilexample in 2008, almost 85% of computer

services in Poland was carried out by outside comegabut value of the outsourcing market were
assessing at the about 5 bln PLN. The bank sepemds more on providing software than on

average in different sectors. For comparison, il lést years, in the entire economy averages
expenses of the software constituted 15 - 18% @fwthole expenditure of the computer science,
however a dozen per cent was already spent onagglyqué software in the banking. Expenses of
the software consist: the 10% expenses allocatdaetsystem and office software (e.g. editors,

spreadsheets), what in the process determinestheept of banks expenses of the software, which
are developing on the level of the 30% of the ahaypenditure on the computer science.

According to analysts of Boston Group Consultar®g€@), three sorts of the bank attempt at
investment in IT became apparent. The first groulpamks isaggr essive investors, who clearly are
increasing expenses on IT, at the lack of it dcstineight of incomes. These are usually large
investments in the restructuring of the IT systena mew IT implementatiorM oder ate investors
(the group largest of examined banks) are alsodipgra lot on computer solutions, but at the
stable rise of incomes. Investments result shinfladapting the need for Basel requirements IlI.
And finally the third group banks actively seeking the savings - are aspiring for lowering IT
costs to the appropriate level up to get incomekercourse of 3 last years.

According to results of bank expenses analysis,ntlost important positions in budgets of
computer banks were the equipment and the infretsirel expenditure, in particular servers of the
Internet network and intranets. PKO BP S.A. wasceotrated on Zorbas system implementing,
which was connected with system integrating afteganization modernization. This process
improves bank service and owing to it is the nunmdfezash machines grew. Devices, system and
management software constituted almost 20% of th@erbank expenditure.

Table 1 presents ranking of banks in Poland withare to level of incomes and expenditures
connected with information solutions at the begngnof 2000.

3. Conclusion

The main investment project of banks, realized ra600 year, were connected with
information technology implementing and these semvainly for: new distribution channels
implementing or modification of old channel struetucash machines, modification of call —
centre), client need analysis (CRM system and BMGystems), safety improvement, information
system stream ling or unit work improvement (in $oepe of bank — office).

Strategies, realized by banks in this period, wenenected with bank modernization. It was
linking with activity improvement and creates nevusture, which are still elastic for market needs
and requirements. These activities have charattetrategy based on low costs, because these are
concentrating above of all on effective and “leanjanizational structure maintenance. So it means
liquidation of unprofitable institutions, reorgaation of departments or operational system
improvement (e.g. PKO BP S.A., Volkswagen Bank SaAd BZ WBK S.A)).
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Abstract. This article is focused on indication of the importe of Collaborative Manufacturing strategy.
This is strategy by which supply chains can effedyi compete. In CM people and the systems working
together to support critical business processescéimpanies are very important have data in read-tnd
online from all their parts. Without real-time imfoation they can’t have good overview about what is
happening in their company. To have real-time imiation is just one of other conditions of collalimna.
This requirement can be assured by an applicatioinformation systems Manufacturing Execution
Systems. MES provide many sources of informatiocesgary to build closer relationships and to real-
time/on-line information from plant floor to sholpdr.

Keywords: Collaborative Manufacturing, integration of infortima systems, Manufacturing Execution
Systems.

1. Introduction

Orientation business to global processes brings\éeel to produce more efficient with regard
to all the critical factors of corporate compettness. With a changing conditions of markets and
customers requirements, enterprise began to thow hest to adapt their conditions of this
situation. Ambition to be successful, reduce castgease of productivity, orientation of customers
and their needs and much more other aspects aresg@parable part of the business environment.
Successful are only those, who can quickly adagtaar able to exploit the opportunities that are
available. Ensuring that data are available atritjiet time, place, scale and quality is becoming
certainty. In consequence of this requirement entas significantly focus on production
management through mutual cooperation of all itdspand the foolproof transfer of information
subject to right functioning of information systems

2. Collaborative Manufacturing

Many companies have increased their productivitd a&fficiency by implementing new
strategies, business processes and new IT solufidns approach have brought to them more
visibility, consistency and efficiency. Companieavé started to appreciate importance of the
relation between all entities inside and outside tbnterprise. To maintain a corporate
competitiveness must be synchronized all of differganizations (distributors, logistics partners,
materials suppliers etg4} These assignments have given impulse to formatioB@atlaborative
Manufacturing. This strategy can help a companyimepe effectiveness of its value chain to
better control profits and reaction of changing keardemands. MESA International defined
Collaborative Manufacturing ag]: “A strategy by which all appropriate individuakEnd
organizations - both internal and external to #gal enterprise - work together.” These strategies
will play important role in helping to internatidnaompanies increase business value in the
emerging global economy. Manufacturers should erbasiness processes that are based on shared
information.

119



A correct Collaborative Manufacturing applicatiofig. 1) structure combines real-time
operational information with supply chain, entespriplanning, product lifecycle and customer

relationship management.
BUSINESS

SERVICES

SUPPLIERS
SYANOLSND

DESIGN
MANUFACTURING

Fig.1. Collaborative Manufacturing application [3]

The end result of this strategy is responsive, higlocity supply chain performance. It
provides rapid collaboration to resolve issues h&y tarise in design, planning, operations and
execution. Manufacturing are driving of a varietyarket drivers toward Collaborative
Manufacturing. The impact of each organization \Wiparticipates of manufacturing is increasingly
obvious. This approach of manufacturing will havéifferent emphasis for companies in different
industries that hold different positions in the glypchain[2] In consequence of customer many
companies are moving from its manufacturing stnategdemand strategies for example from mass
customization, to make-to-order (MTO), or make-tvind strategies. These strategies provide
them many advantages and move them closer to ad&mahnd. Functional boundaries within a
corporation are also becoming blurred because tadayecessary that the information in
collaborative groups is up-to-date and timely.

2.1. Aimsof Collaborative Manufacturing
A Collaborative Manufacturing strategy is simplens as:

1. Identification of critical business processes agrasmanufacturing company and in its
outside environment,

2. Making those business processes efficient anddllexdo as possible to the market demands

of today and of future.

This strategy for many companies means not onlgtifieation of critical processes but also
identification of people and information system @hisupport them. Individual systems should be
configured so that can work together and can belsgnized. The flow of date and information
between the systems and people should be shareehtime. Critical business processes are
different in variety industry. A process cannotjbéged whether it is critically if it has not mesi
to its measure. A successful Collaborative Manufdaty strategy wills re-exanimate those metrics
to understand which processes (or parts of prosgsskate to those metrics. It also identifies thei
main factors to search other metrics. To the keeets for business process implementation or
change to execute a Collaboration Manufacturirafestyy include:

* Who: Definition groups which have impact on process laow is their impact.
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« What: Common designing the process, setting up plans pedormance targets,
appropriate exception limits, roles and responsigsl and common metrics.

*  Where: Definition all of the sources of data for each dem in process.
* Interactions. Mapping common dependencies between processes.
* How: Definition key points to monitor process and depelg measurement systems.

* When: Definition for which changes and exception eacle sided to be alerted.
Success with this strategy rests firmly on havingcpsses, exceptions and metrics established up
front. Implementing of Collaborative Manufacturirsgrategy is a policy for the efficiency and
agility of a company today and into the future.t®afe systems infrastructure to its support must
combine supply chain, enterprise, plant floor, gesngineering, product lifecycle and customer
relationship. In every group from this group we &reling a lot of manufacturing enterprise
solutions. Some of these solutions support collimn directly; others solutions provide basic
information from which is collaborative processependent.

3. System support of plant floor visibility

Collaboration will drive manufacturing in the 21séntury. On this approach are based
Collaborative Manufacturing Execution Systems (c3JEThis system is very important part of
Collaborative Manufacturing. MESA International é®ped c-MES model as a requirement of
market. Offered systems solutions are more cordiglerand designed to integrate and provide data
in useful forms to other systems. Model of c-ME&aduce "Next Generation" of MES.

3.1. Next generation of MES (c-MES)

Collaborative MES is more effective in sharing mf@ation with other systems. This extended
systems reference of available capacity (what)aci#yp (how much), schedule (when), and quality
(available value) directly into supply chain andegprise decision. They are supplemented beyond
traditional MES role of productivity optimizatiothe requirement to exchange accurate, detailed
and timely data with systems also about peopléehevalue chainjl] C-MES applications help
companies improving high quality product in shodehvery dates and provides more value-added
services to their customers and suppliers. TrattidES was defined by MESA as: “systems that
deliver information enabling the optimization ofoduction activities for order launch to finished
goods. Using current and accurate real-time dataS Muides, responds to, and reports on plant
activities as they occur. The resulting rapid resgoto changing conditions, coupled with a focus
on reducing non-value added activities, drivesatiffe plant operation and processes.” Exchange
of some data has been shared through traditiomahwmications but the Internet and web-based
technologies such as XML and web services provisigrficant leap in accuracy and timeliness of
communications. Although the MES as defined byNMEESA. The final character and usually part
in these systems and those that are offered asabdpaystems were determined by the market.
Each enterprise need different functions and ttseplly have different priorities depending[an

1. the vertical industry,

2. the production process (discrete, batch, continyous

3. the production mode (make-to-stock, make-to-ordeengineer-to-order).
C-MES model (Fig. 2) includes eight major functidhat interact with other systems and people
both inside the enterprise and in the extendedlgugbain.
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Fig. 2 c¢-MES model [5]

MES are built with their functionality to suppoticp floor operation and integration facilities for
connection this level with enterprise floor. Goamhsidered integration of MES in organization IT
landscape offers plant floor visibility: top-downmnda near real-time insight in status and
performance of the operation.

4. Conclusion

C-MES is a core system to support Collaborative Macturing. This model is not a plan for
what manufacturers need for information systemgraduction operation, but rather a framework.
For businesses is becoming approximate to real-tmhere is an ambition to data are timely and
available from the production level. As a result,is important deployment and use of MES
systems, which play an important role in companies.
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Abstract. Paper examines evolution in measuring and evalyathe airport economic performance
worldwide. In past, the measuring of airport ecoimoperformance was not widely discussed issue. The
airports were publicly owned entities built to sftia social welfare. With the boom of privatizatiand
commercialization they turned into separate emstitigith the only goal; to maximize profit. The
benchmarking has become very important manages@! it peer-to-peer comparisons. Since the one-
dimensional approaches had not been sufficientgimauaulti-dimensional approach came into pracfides
Data Envelopment Analysis (DEA) as the most applieanethod is a non-parametric approach for the
estimation of production frontier. The main advgeteof this practice is its ability to easily recagn
efficiency frontier and consequently adjust stepsrmprovement of parts which realized inefficient.

Keywords: Economic performance, Efficiency, Airport, DataviElopment Analysis, Key Performance
Indicators.

1. Introduction

In recent years is the economic performance ofodispone of the most debated issues in air
transport industry. The commercialization and giaagion of airports in 1980s gave rise to
revolution in the field of economic comparisons &emchmarking of economic performance in the
airport’'s market. The fact that airports have bee@ophisticated business-oriented enterprises with
very specific operational and economic features seimber of questions how to measure and
compare their economic performance.

2. Airport as a subject of economic research

Because each airport is made up of the system riduginput (employees, costs, etc.) and
output (passengers, cargo tones, aircraft movemevsnues, etc.) indicators the determination of
its performance turned into difficult issue. Nowgslairports are more and more considered as a
subject of economic research and therefore sevesaarch laboratories (ATRS, TRL) and air
transport organizations (IATA, ACI, ICAO) focusingn application of different methodology
approaches to the sample of airports worldwide.

3. Economic performance measurement

There is strong effort to asses and consequentby adpest practices for the purpose of
economic performance evaluation.
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ECONOMIC PERFORMANCE

BENCHMARKING
One-dimensional approaches Multi-dimensional approaches
v v
Frontier Average
Non-parametric Parametric Parametric Induced
h 4 i
h 4 ; ; h 4 h 4
Partial Data Stochastic Stochastic The least Total Factor
performance Envelopment DEA (SDEA) Frontier square Productivity
mdicators Analysis Analysis method (TFP)
(DEA) (SFA) (OLS)

Fig. 1. The methodology approaches widely used to asses®mic performance.

3.1.0ne-dimensional approaches

The one-dimensional methodology approach is basegantial efficiency ratios, which are
input and output-components airports. In the pasttracientific studies analyzed airport efficiency
with use of the key performance indicators (KPRheTmost popular partial indicators of efficiency
are given in publications of authors Graham (2083) Doganis (1978). Using these indicators,
managers are able to easily identify the strengihd weaknesses of airports under analysis.
Graham (2003) in its publication "Managing airpprés international perspective" states the
economic performance indicators into several economectors: cost efficiency, labour
productivity, capital productivity, revenue geneaat commercial performance and profitability

[5].

Fundamental shortcoming of this practice has bdeserved in the evaluation of economic
performance by the assessing of several econongimesgs partially. The partial performance
indicators can provide useful insight into partasuareas of inefficiency; however they can also
provide a distorted picture of performance by igmgrthe interaction between inputs used and
outputs produced [1].

3.2.Multi-dimensional approaches

As far as the analyses using partial indicatorseweot sufficient enough due to their
inconsistent conclusions economic research hasssilemore attention to application of multi-
dimensional approaches widely used in other econissgtors.

There are several approaches used for the multidiimeal assessment of the effectiveness of
airport:

= Data Envelopment Analysis

= Stochastic Frontier Analysis

= Total Factor Productivity

3.2.1. Data Envelopment Analysis

The Data Envelopment analysis (DEA) is a populad drequently used technique to
encompass the relative efficiency of airport. THeADmodel was formulated in the 1970s (Charnes
et al., 1978), building on the ideas of Farrell9%7) non-parametric production frontier function.

The general purpose of DEA by providing a compaeatirport performance analysis is to
determine decision making unit (DMU) while payingeation to discover how to improve airport
efficiency and how to reach efficiency frontier t®gucing the inputs or increasing the outputs.
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As was aforementioned, the DEA is non-parametrfr@gch that uses linear programming to
construct linear “efficient frontier” that envelopise data based on multiple inputs and multiple
outputs. Efficiency measurements are then calaliieiative to this frontier.

Mainly two up to five DEA models are commonly usky airport managers to stipulate
relative efficiency. These are the CCR (Charnealget1978) based on constant return to scale
measurements, and the second model is BCC (Bankadr, 4984) focusing on variable return to
scale measurements.

Regarding many advantages, the approach becamépapd used by economists all over the
world. Some of the benefits of DEA are:

= No need to explicitly specify a mathematical foron the production function

= Proven to be useful in uncovering relationships temain hidden for other methodologies

= Capable of handling multiple inputs and outputs

= Capable of being used with any input-output measarg

= The source of inefficiency can be analysed and tfiethfor every evaluated unit

The main criticism of DEA is that as it is not atsdtical estimation technique it does not offer
a diagnostic statistic for determining whether ot the chosen model is appropriate [2].

3.2.2. Stochastic Frontier Analysis

In comparison to DEA and TFP, the Stochastic Fesrdnalysis (SFA) has been only used in
very scarce occasions. The reason for this cheipersonal beliefs and competences of researchers
as well as availability of data.

The SFA is an econometric method which is usugbyliad by airports to estimate technical
efficiency. According to Coelli (1998), the mainvatitages of this approach are [7]:

= |tis easy to deal with environmental variables

= |t allows to conducting statistical tests of hypsbs concerning any parameter restrictions

associated with economic theory

= |t allows an easier identification of outliers

3.2.3. Total Factor Productivity

Factor Productivity (TFP) index is rather as popall@ong economists as DEA does. The TFP
is variable which accounts for effects in totalpuitnot caused by inputs. The approach is often
considered as the real driver of growth within exmog. However, some economists believe that the
method and its results are invalid [1].

4. Application of the methodology approaches

In recent years valuable source of literature dismg airport economic performance has arise
worldwide. More and more research laboratories andransport institutions have taken part in
airport economic performance evaluation.

Studies differ by several features set in the e@lyg. chosen methodology approach, given
input and output variables, influencing factors etakinto account, sample of airports under
analysis).

Following table will give the overview of the stegiin chronological order examining airport
economic performance by applying different methodglapproaches.
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METHODOLOGY

AUTHOR INPUTS OUTPUTS APPROACH
Vasigh/Hamzaee (1998) Neuvéadza sa PAX, ATM, Aeronautical OLS
revenues, Non-
aeronautical revenues,
Total operating revenues,
Operating expenditures
Pels/Nijkamp/Rietveld (2001) Size of Airport, ATM, PAX SFA, DEA
Aprons, RWYs, check
in desks, Employees
Francis/Humphreys/Fry (2002) | Size of airport, PAX, Cargo Best Practice
employees, RWYs Benchmarking
Humphreys/Francis (2002) Employees, Costs, PAX, Cargo DEA, TFP

terminal area

Thompson (2002)

RWYs, Gates,
Employees, Total cost

5

ATM, PAX, Cargo

KPI — One-dimensional
approach

Sarkis/Talluri (2004)

Operating costs,
Employees, gates,
RWYs

Operating revenues, ATM
PAX, Cargo

DEA

Huh (2006)

Costs, RWY Capacity,
Employees

PAX, Cargo, ATM,
Operating profit, Net
profit, Revenues

One-dimensional
approach based on partia
performance indicators

Lin/Hong (2006) Check-in desks, gates| ATM, PAX, Cargo DEA
employees, aprons,
RWYs, parking lots,
terminal area

Oum/Adler/Yu (2006) Labour, Purchased ATM, PAX, Cargo, DEA, TFP
material and services | Concessions

Oum/Yan/Yu (2008) Labour, Purchased ATM, PAX, Cargo, Non- | SFA
material and services | aeronautical revenues

Tseng/Ho/Liu (2008) RWYs, aprons, airport| ATM, PAX, Cargo DEA

size, employees

Muller/Ulku/Zivanovic (2008)

Gates, Length of
RWY, terminal area,
employees, total costs

PAX, Cargo, ATM, total
revenues

PFP, DEA, SFA, ¥ Stage
Tobit Regression

Curi/Gitto/Mancuso (2009) Labour, Invested Number of aircraft, PAX, | DEA
Capital, Operating Cargo, Aeronautical
costs income, non-aeronautical
income
Suzuki/Nijkamp/Pels/Rietveld RWYs, Gates, Labour] ATM, PAX, Cargo DEA
(2009) Purchased material and
services
Martin/Roman/Voltes-Dorta Labour, Purchased ATM, PAX, Cargo SFA

(2009)

material and services

Assaf (2009)

Employees, total

assets, operating costs

D

Operating income

Metafrontier method

Tab. 1. Studies review
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5. Conclusion

The main objective of this paper was to summartieepgast and present state of the field and
establish the best practice method. The one-dimaerakiapproach is based on the use of patrtial
indicators and therefore in the field of economésearch is used only as a complementary
approach. Increasing interest of the professiooalmunity and airport managers draws to evaluate
the economic performance by using multi-dimensi@gproaches. Among the best known is data
envelopment analysis (DEA), followed by method$SBA and TFP.

In general, the attention is mainly devoted to fivain factors influence the performance of the
airport. These factors are the size of airport oglme form, the region's economic growth, the
competitive environment and attractiveness of dggan where the airport is located.

By the application of both methodology approachestrauthors in the world conclude that the
large international airports are much more effitigran smaller airports. Privately owned airports
usually work more effectively as airports ownedmanaged by state authorities. Airports located in
regions with higher GDP growth are significantly nm@owerful than those found in areas with low
economic growth. It is similar to airports locatedthe tourist or work-attractive areas as opposed
to airports located in areas with sparse populaimhweak competitive environment.

Since it is necessary to fill the gap in econon@search and contribute to resolving issues
relating to the questionable assessment of econperiormance abroad, it is assumed that the
concept of airport economic performance will be slbject of future discussions in air transport
industry.
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Abstract. Recent trends in logistics are gradually applieden the conditions of Slovak and Czech
companies in view of the ever increasing competipivessure. There is a wide range of methods, which
are still more widely applied. If the company watttgroceed with any changes in the logistics figld

is necessary to consider whether it really knoves dhrrent state, can describe deficiencies, problem
areas and propose optimization steps.
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1. Introduction

Specific activities and functions that involve therporate logistics include: customer
service, demand forecasting, information flow, nmoeat of goods amongompanies,
management and service life of machines, ordergssiog, packaging, warehousing, decision
support, choice of location of machines, productioes, warehouses, acquisition logistics,
transportation management, distribution and warsbeunanagement. These activities must be
linked and precisely coordinated.

2. Financial indicatorsand logistics
It is essential to realize that the logistics ldygdfects important financial indicators in the
companies. Additional logistics costs increaseammunt of company’s costs by up to 10 %
and therefore reduce the value of profits. Anddfae the given selected financial indicators:
- ROl - Return On Investment

_ net profit
total invested capital

[2]

- ROE — Return On Equity

_net profit
equity

ROE 2]

- Indicators of Liquidity

rrent asset
1. Instance= curren S [2]

current liabilities
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rrent assets— k
2. Instance= curren S~ Stocks [2]

current liabilities

prompt payment resources
outstanding liabilities

3. Instances

[2]

Financial Result - surplus logistics costs, buttipalarly those associated with the
destruction idle good (the scrapping of surplus angblete inventory, disposing of idle goods,
consumed in production) and logistics complaing\ige customer service, increase transport
costs - additional supplies to customers, imprgpselected system supply and storage costs
due to inappropriate ordering policy).

Economic outcome is largely influenced by the amaifirstock purchased, unfinished and
finished products. Stocks are “necessary evil”jrtheintenance costs are 15 to 25 % of all
costs, do not contribute to value added productml, bind final appropriation in the amount
of 15 to 40 % of financial resources. Material sogbnstitute 30 to 60 % of the total value of
the product.

3. Optimization in logistics

At the present time, a key role in the Slovak azé¢h companies from the view of the
need for a rapid trend of reducing input costs pliagrease of profits. Another key task is to
ensure the coverage of the production of mateteahs required for the requested period,
minimizing the input value of storage and transpoosts. When we realize the fact of
continuous rise in prices of raw materials anddiversity of delivery dates of the individual
components, it is clear that at the present time ot possible to order input components
without satisfactory with the management system.

3.1. Optimization of purchasing and war ehousing logistics

Management of supply logistics is in the hands ofmpanies units - manufacture,
purchase, trade, which often work by the date te@tniee qualifying limit of stocks but
essentially does not control them. Management shdn@ sectional, for example in the
Logistics Department of Industrial Engineering orniis order to optimize the entire value chain
in companies - from purchasing to sales. Managemgestpply logistics is in many Slovak
and Czech businesses non-systematic, inefficierdering of material items are only intuitive,
which is associated with other problems in productManagement realizes this fact and often
when costs rise prohibitively, and the company geats financial crisis or pressure from the
owner.

The main issue of supply logistics is now, how metbck company must maintain in
order to best meet two opposing requirements - ptaompliance with the requirements of
customers and the related increase in inventonescasts on the one hand, minimizing the
value entry stores on the other side. Administeativanagement system to reduce operating
costs, higher utilization of machinery and staffreamlining the planning system and
production management, increase productivity, ahds tbetter indicators of economic
enterprise.

The mistakes which often happen when optimizing:

1. Unaware of that the project entrance logistfmsnaization solution is not only for the
individuals, but it is a project that would addréss project team, consisting of the
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representative of the production planning, producthanagement, purchasing and also
representatives of the external consulting comganie

2. Inaccurately defined the main objective and gbjectives (desired outcomes of the
project),

3. Uncertainty of input data - incomplete, inacterar otherwise as required, given in
different units (eg. kg, m, pc), valued at differprnices (cost, market price),

4. System of project team — inner employees arénwotved in the whole company,

5. Workshops are not organized by regular team,

6. Performance targets are not controlled,

7. It does not make the tasks arising from the gsafs interim measures,

8. If the project team assigned tasks, their peréorce is not controlled or not enough,
9. Lack of interest in addressing the challengedoye members of the team,

10. Weak support of senior management.

3.2. Production logistics

Nowadays increasing competition is accompaniedrbjnereasing emphasis on the area
of manufacturing logistics. The main tasks are écuse the reliability of machines and
handling equipment, records capacitive load of isensystems, Make or Buy production
planning and control, structuring of productionnfra logistical standpoint.

Several trends are currently realized in manufawulogistics. The first and the most
important step, which is not taken into accounsbgne entrepreneurs, is a detailed analysis of
the present state.

3.3. Distribution logistics

Distribution logistics deals mainly with addressitige following areas: where terminals
are located and how, as storage and distributistesys will be used, the supply of goods in
terms of 4P, the scope and depth of distributidwaek management chains.

The activities of distribution logistics can be is@m the strategic level, management level
and also on the operative level.

On the strategic level:

1. Choice of distribution network

2. Building distribution channels

3. Decision on the structure of vertical and haniabstorages
4. The choice of organization and technical medirssovages
5. The choice of commissionable items

On the management level:

1. Handling of orders

2. Choice of carriers of transport and handling
3. Route planning

4. Planning and management of stocks

5. Planning Sales

On the operative level:

1. Commissionable and packing of goods

2. Output of goods and ensure distribution of goods
3. Transport of goods to the customers

4. Verification of goods delivery by 4 P
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The current trend is the establishment of largeridigion centers and outsourcing of
distribution carries a significant risk. It is nesary to consider all costs and risks associated by
the outsourcing of activities and to set a turnpagnt for the company before it decides to
move.

4. Conclusion

Recent trends in logistics are gradually appliedeurthe conditions of Slovak and Czech
companies on the basis of constantly increasingpeditive pressure. There is a wide range of
industrial engineering methods, which are still enaidely applied. If the company wants to
carry out any changes in logistics, it is necesgargonsider whether it really knows the
present state, can describe the deficiencies astulgmn areas and proposes optimization steps.
Every defined project about changes must be timeapesly, supported by the top
management, accurate and well defined, with walh&d and interested staff team; otherwise
we do not get the expected benefits. The failurprofect in its beginnings, can only lead to
unnecessary distrust of possible changes in thegiream and the team can finally refuse any
changes in the future. Every company has the pbgse# of optimization of logistics; you
need only reflect on whether it is appropriate &y pore attention to them and what we could
bring.
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Abstract. The initial phase of a project consists of a défin of the project scope (WHAT), a definition of
a project organization (WHO) and a budget apprpwatess (HOW). The selection of an integrationrgart
as a part of the initialization phase has two ngaials: to find a partner who delivers a desiredtsmh in the
required time, quality and budget and to find anmmrwho can maintain and extend the IT solutioemvthe
solution is fully operable. The stability of the plfamentation partner plays a key role for a longate
cooperation. In this paper we describe the maiarimétion categories and their purpose for the selec
process. Selected areas can be transferred infortneof a questionnaire, which has to be filled by an
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to select an implementation partner, who can dadféng-term cooperation and also reduces the fiskeo
partner going into bankruptcy once the projectlieen completed.
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1. Introduction

Information technology (IT) is relatively new to@uting the concept of project management.
Today more than ever before, organizations are rdbge on the successful execution of IT
projects in order to be competitive. The IT progedirectly influence the organization’s
performance and thus successful IT project managemkys a key role in the evaluation,
integration and maintenance of an IT solution. Mmn@ the complexity in IT projects plays a
central role and we therefore distinguish two mijpes of challenge on IT projects: standard
project management challenges and IT-specific ptoj@nagement challenges.

Sandard project management challenges
We aim to achieve specific goals (WHAT), in a sfiedudget, time and quality (HOW).

| T-specific project management challenges

IT is not yet mature: The IT landscape consistsafited islands of standardization surrounded by
a huge number of new still-maturing technologieseduires additional effort to pick up the correct
pieces and put them together so that the finakisoldulfills a company’s requirements.

Over the next decade, new IT projects will betsthrmany will be successfully completed but
some will fail. The reasons for failure depend oariaus internal and external factors.
Organizational structure, size of the enterprisgjlable resources and the scope of requirements
for the new IT solution belong to the internal tast External factors such as the maturity of an IT
technology, the number of productive installatiared the financial stability of the integration
partner also play a key role in successful prajgghagement.

New research from Computer Associates, conductethbyindependent research company
Loudhouse, reveals that poor visibility of an I'Dject’s status and the lack of management control
over them is costing over a quarter of a billiorupds sterling per year. A third of all projects
implemented each year end up over budget with igdlpver-spending of between 10% and 20%
of the original budget. The survey also highlightked increased complexity of IT projects, with a
typical company running 29 projects at any one tané an average IT budget of between £1m and
£5m.
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The primary reasons for exceeding the budget agerdéisult of poor forecasting (50%),
increasing the project scope during implementa(®26) and issues of interdependencies and
conflicts between multiple projects (36%). This'isrelped by the lack of visibility and control tha
ClOs have over their project portfolios - 40% ofdifectors don’t have complete visibility over the
initiatives they are running, and thus cannot seema project threatens to run over budget.

As we can see, the scope of the project is ondefriost important parts of the project and
should therefore be addressed from the very beggnni

2. Challenges

After analysis of eight different IT projects, whifailed from the owner perspective, we have
tried together with the project manager to find the phase, where the failure of the project could
be addressed properly in the future:

Project phase Reason Number of project failures, wbh
could be addressed in this phase
Init Phase Wrong contract 4 [50.0%)]

Wrong technology

Improper scope

No management attention
Wrong implementation partner

Do it Project out of control 2 [25.0%]
Test it Wrong test setup 1[12.5%]
Run it Production environmentl [12.5%]

underestimated

Our thesis is that almost 50% of failures couldabddressed in the init Phase of the project and
therefore we have analyzed the init phase of evaitgd project and have tried to find some
common points. All projects have almost the sandeoof first steps in the init phase:

Customer Process Documents exchanged (Potentialp@ractor Process
3. | Project selection
5. | Request of proposal (RFP) -> Statement of work nalysis and calculation
6. <- Proposal/Bid Submission of proposal
8. | Selection of contractor
9. | Contract negotiations Contract negotiations
11.| Signature of the contract <-> Project Contract Signature of the contract
12.| Project initiation <-> Project Scope Statement Project initiation

After the project was selected a RFI was writted sent to maximal two potential contractors.
The contractors sent the proposals, which reflethed customers’ requirements. The customer
selected one contractor and a contract has beestiaiegl. After the sign off of the contract the
initial activities on the both side — on the clisrdand on the contractor’s — have been started.

This process was too simple and additionally owalysmis showed, that the RFI was a weak
point of the init process as well. We have analytheaiefore all possible risk and came up with an
advanced form of the init phase (additional neesteds marked irtalics):

Customer Process Documents exchanged (Potential) Contractor Process

1. | Sakeholder analysis'

2. | Satement of customer’

3. | Project selecticn

4. | Contractors evaluation

5. | Request of proposal (REP) | -> Statement of work Analysis and calculafion
6. | Contractor pre-selection” <- Proposal/Bid Submission of propdsal
7. | Short-list™? -> |nvitation to presentation Project team proposal**

8. | Selection of contractbf Presentation”

9. | Contract negotiatioh$* Contract negotiatiods®"
10. | Budget decision Budget decision®
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11. | Signature of the contract(s) <-> Project Caritra Signature of the contract
12.| Project initiation <-> Project Scope Statement Project initiation
T technical unit 4 marketing unit
2 management level ® technical unit
3 legal & compliant department ® management level
’ legal & compliant department

From the big perspective three major points cante ou

1. the RFlis a key document and must have a verg stilucture

2. without key phases as Stakeholder analysis andr8éait of customer a complete RFI is not
possible to write

3. every step is done by different groups of peoplee Transformation of information in
general, the understanding of different point cfws and management levels enormously
increase understanding of the entire process atber lbesults

3. RFI

The request for information (RFI) was as well defiras a weak point of the selection process.
On one hand some financial information was missinghe other hand not all aspects of offered
solution were clarified.

We propose to build up every RFI of two parts: thenpany’s profile (analysis of a partner’s
strengths) and a product information document {enalof the strength of a solution reflecting the
project scope). The split makes sense for two reaso

1. The groups which evaluate the documents have diffepositions within the company.
Management and accounting departments analyze paconprofile, whereas the product
information document is a technical document aredylzy the technical IT department.

2. The Chinese wall allows a separate analysis ofctirapany and its technical solution,
without influencing one another. After both anal/$ave been completed, the reviews can
be put together and the best partner selected.

After analyzing of missing information in the RFlewound out the main categories of the
company profile, how they are linked and what psgdhey should serve. This standardized
approach allows the analysis of the financial gtierof the integration company from a theoretical
and practical point of view.

The company profile should have the following stue:
Company’s profile
Areas
General company information
Information about subcontracting partners
Company’s financial statement
Description of offered products and services
Description of implementation, consulting, trainiagd support services
Type of contracts offered
Reference installations

and the product profile of RFI should have thedwihg structure:
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Company’s profile

Areas

Architecture, Design, GUI, Workflows

Data interfaces in/out

Security, 7x24, Fallback scenarios

Multiple organization units, multi language

Auditing, data aging management

Performance, hardware/software platform

Usage of internal enterprise infrastructure (Bachvpnitoring, SAN)

The usage of such structured documents helps sthrelathe questionnaire, make them
comparable and cover all critical points of thé process.
More detailed structure of the RFI with an exanmikkbe published in our following paper.

4. Conclusion and comments

A properly structured init phase of an IT projecthna properly written RFI - with a company
and a product profile — helps gather informatioedesl for a qualified decision of WHAT will be
implemented, WHO will implement it and HOW it wibe implemented. Comparison and a
selection process based on this model reduce thhecprisk and contribute to a smooth transition
from the project into the production phase, whées IT solution is fully operable. We believe that
the failure of IT projects can be nowadays reducealmost zero, if experienced project managers
are in charge of a project initialization phasehiol we believe is crucial for the project and dgri
which a technology and an integration partner atecsed. A global operating enterprise can apply
standard project management tools and methodoldgresll IT projects, but should be aware of
some specific areas described in this paper, wifigroperly implemented clearly decrease
potential project risks.
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Abstract. All activities of companies are based on theiatsfgy. Business success is an effect of its good
definition and implementation. Companies can bepmsad of many business units, shapes, departments,
positions, etc. In each part some group of empleysmk. These people are responsible for all pEEHh

the company. They must cooperate together. ltgeal way to positive outcomes of each company. But
many companies have got a problem to communicatedbtivities and strategy to all parts of the pamy.
Therefore, this article is about alignment of emgples, processes and systems at the company with its
strategy.

Keywords: Alignment, Balanced Scorecard, Strategy maps.

1. Introduction

The problematic of alignment is based on usingesydBalanced Scorecard (BSC) and strategy
maps. BSC is the approach, system and conceptroméasuring organizational performance. It
translates the company’s strategy to the objectivesmsures, targets, initiatives and budgets in fou
BSC perspectives. [2] The strategy map is a frannewt integrates all strategies in the company.
It helps to describe the strategy and it descritmes the companies create value. A creation of BSC
and strategy maps is a part of strategy plannBig. [

Authors R. Kaplan and D. Norton classified the fiey management processes which are very
important for successful strategy implementatiomp[13]:

- Mobilization: implementation of changes through @xeve leadership.

- Strategy translation: creation strategy maps astesyBSC.

- Organization alignment: aligning corporate, bussnesits, support units, external partners

and boards with the strategy.

- Employee motivation: education, communication, gating, incentive compensation and

training.

- Governance: integrating strategy into planning, daithg, reporting, and management

reviews.

2. Stepsof Organization Alignment

Business units communicate their strategy witkeadployees to understand it and they
participate in strategy implementation. They creagecustomer value proposition and bring the
customer derived-value their companies. Companiest align operating and service units and then
they can achieve a synergy. When some companysdlgnactivities of its business units and
support units, it will create the enterprise-dedivalue. The customer-derived value with the
enterprise-derived value creates a value for thelevbompany. We can use for it a simple equation

(Fig.1).
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Value creation _ Customer-derived N Enterprise-derived
value value
Value creation _ Customer-value N Enterprise-value
strategy B proposition proposition

Fig. 1. The equation of the value creation in the comgdanp. 5]

The process of system alignment of company stdnmenwhe corporate headquarters creates its
system BSC and the enterprise strategy map. BSGteateégy map are transmitted to other parts of
the company. It is important that companies peeéneir system of alignment as a cyclic process
and it has a top-down bias. It should be a parthefannual governance cycle. When they are
changes in the plans in some level of the comptmeysystem should be realigned. Fig. 2 shows
sequent steps of system alignment.

The aligning is divided into three parts, which aegy closely related and they have a direct
impact one to another. The process includes [13{.4]:

- Aligning enterprise headquarters with operatingsini

- Aligning internal support and service units.

- Aligning external organizations.

Because the system BSC is used, it is necessasglign all processes through all BSC
perspectives. Here it is a combination of alignmé&ior example, each unit should be aligning its
system BSC and strategy map to next unit and dpealagning all processes in each perspective of
BSC.

Corparate Support Linie

o Emtarprins

E-'Il-rlmuny Map -.Hl_.! Sirmiagy Map HR Caorporate
— Planning
Board of r’:"] Enterprise L?EJ Functional Process
Directors o Strategy Update e Strategy Update
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il 03] PRl O3] Bt
Efrategy Mao v | Stralagy Map Strategy Map | Fenclional Map
Financa
[?] Sl Strategy
Customers - L HA iul::rl:lz:;
I — sBU GJ Support Unit or 9
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Strategy Update - Strategy Update
VendorsiAlliances | +=—— ave e R
.l‘,“] Euppasi Unit
L_,.- Sarvices Suppori Units

l/x\l = Algnment Checkpoim
e

Fig. 2. The sequent steps of alignment

It is recommended to use eight alignment checkpdimt the annual planning process  (Fig.
2). By using these control points, company can omeaand manage the degree of alignment. The
checkpoints of alignment are [1, p. 16]:
1. Enterprise value proposition: The corporate offareates the value proposition. It is
important for other levels of company, which forael their strategies.
2. Board and shareholder alignment: Shareholders omm@view and approve the corporate
strategy.
3. Corporate office to corporate support unit: Thepooate strategy is changed to the practices
for the support units.
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4. Corporate office to business units: The corporaieriies are transmitted to the business
unit strategies.

5. Business units to support units: The prioritie®wa$iness units are transmitted to the support
unit strategies.

6. Business units to customers: Company communich&esalue proposition to its customers.
Very important is their feedback. It can help t@meve company’s value proposition and to
find some mistakes in the system.

7. Business support units to suppliers and externdin@e: The business unit strategies
contain the priorities of suppliers and externaftipers. It is represented by the same
sequence as by the step before.

8. Corporate support: Each business unit has got owppast unit. To these units are
transmitted the priorities of the corporate suppaits.

By managing strategy, by implementing of BSC systmma by creating strategy maps is
common that companies start-up new unit — officstoditegy management (OSM). This unit has
got its role by the work with the alignment in tbempany, too. It coordinates all activities within
the alignment process and has got a responsifwlitthis process.

2.1. Cascade Transmission of the Alignment Processto Another Levels

Methods of transmission can be different. Some @mgs start at the enterprise level and then
progress to the lower level of company. Companas start in the middle level, in all space of
company or can start in one or two business umts then go with alignment up. There is no
correct answer. Each company must have own metifiddansmission to next levels. In the
following text it is described how companies camsimit their systems of BSC and strategy maps.

Homogeneous retail or geographic units as quickicerestaurants, hotels and motels, bank
branches and regional distribution centers are pls1of the transmission alignment from up to
down. The project team creates the system BSCeiretiterprise level and then it is transmitted to
the lower levels — to each unit. Information cansbhared by the statements, newsletters, website
and intranet. Each employee should get the sameniation as the other employees. Measures of
BSC make easier a comparison of units.

Generally diversified companies start with the mingnt at the level of business unit or they
can start at the first level under the enterpresesll Couple of business units usually starts the
process and they change information and experigtogegher. Then they transmit their materials
and information to the other business units antieaenterprise level.

Some companies start with the alignment at theremge level and transmit the process up to
down. Sometimes, their system of BSC of enterpiesel is not complete. Business units must
create their systems of BSC and then the enterpaisalevelop its complete system of BSC and its
strategy map.

3. Conclusion

The alignment is the important process for each psom. When the enterprise does not
cooperate with its business units and business aiaitnot cooperate together, it can bring many
problems. Each part of the company has little mi@tion and the different parts cannot change
their experiences. It reduces a possibility to ewhithe synergy effect and to increase the
enterprise-derived value.

Companies must align their employees with the estyatlt is ineffective when all processes are
aligned all processes but employees do not knowdhgany’s strategy and they are not motivated
to cooperate on its implementation. Companies sh@aoimmunicate with their employees and
should do continuing education, motivation andrahg programs.
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Abstract. To promote transformation within the North Atlanfireaty Organization (Aliance, NATO)
nations have agreed to take advantage of natiowhiltinational Centres of Excellence (COEs). hbe
NATO Command Arrangements are supported by a n&twafr COEs which are nationally or
multinationally managed and funded and open fatiggpation by all member states. The paper desstibe
arrangements for NATO - accredited Centre of Ercele (COE). It covers the definition of a COE,
principles, COE accreditation, and relationshipswveen COEs and strategic commands (SCs), NATO
agencies, schools, non-NATO nations, and externtifies. The paper also provides suggestion ofllega
arrangements of COEs development.
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1. Introduction

To promote transformation within the Alliance, Meaits have agreed to take advantage of
national and multinational Centres of Excellenc®ES) which could be offered to NATO. The
new NATO Command Arrangements (NCA) are supportgdabnetwork of COEs which are
nationally or multinationally managed and funded apen for participation by all member states.

The aim of this paper is to define a decisive aspeicCOEs development, including guidelines
on legal arrangements between the strategic comsr@#MATO and sponsoring Nations.

This paper describes the arrangements for NATQredded COE. It covers: the definition of
a COE, principles, COE accreditation, and relatigps between COEs and the two strategic
commands, NATO Agencies, Schools, non - NATO Naj@and External Entities. The paper also
provides guidance on legal arrangements.

2. Definition and decisive aspects of Centre of Excellence development

A COE [1] is a nationally or multinationally spomsed entity, which offers recognized
expertise and experience to the benefit of theaAle, especially in support of transformation. It
provides opportunities to enhance education andhitigg to improve interoperability and
capabilities, to assist in doctrine development/@ndo test and validate concepts through
experimentation. A COE is not part of the NATO Coamud Structure (NCS), but forms part of the
wider framework supporting NATO Command ArragemgNEA).

2.1. Principles of activities

The following principles apply to COE [1]:
a. Participation.
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1. Involvement in COE activities is open to all AllieSccess by Partners, other nations and

international organisations to COE products andises is the responsibility of sponsoring
Nations, taking into account security requirements.

2. Manning of a COE is national and/or multinationsldecided by the sponsoring Nations.

b. Added Value and No Duplication. A COE should noplitate assets and resources, or

compete with capabilities that already exist witthie NCA. One mandatory purpose of a
COE is to provide tangible improvement to NATO daiptes, thereby adding value. The
activities of COE shall be consistent with NATOqets.

Resources. COE infrastructure, operating and mzamie costs are nationally or
multinationally funded; COE can be manned on aonali or multinational basis.
Sponsoring nations are encouraged not to popul@@m’ at the expense of NATO billets in
the NCS [2].

NATO Standards. A COE is to conform with appro@i&fATO procedures, doctrines and
standards. However, a COE is encouraged to suggestovements and propose
amendments to doctrines, procedures and standaiasdavhen appropriate, for subsequent
endorsement by SCs and/or NATO HQ.

Clear Relationships. Clear relationships are test@blished between sponsoring Nations
and the appropriate SCs through Memorandum of Waleding (MOUs) and Technical
Arrangements (TAS).

2.2. Accreditation and furher development

SACT is responsible for the accreditation proceB<COE and to prepare candidates for

Military Council (MC) approval. Upon MC approval,naaccredited COE receives final
endorsement from the Council.

CENTRE OF EXCELLENCE

Accreditation

Center for Analysis & Simulation for the Preparatif Air Operations - CASPOA

YES

Civil - Military Cooperation - CIMIC COE

YES

Cold Weather Operations - CWO COE

YES

Combined Joint Operations from the Sea - CJOS COE

YES

Command & Control - C2 COE

YES

Confined and Shallow Waters - CSW COE

YES

Cooperative Cyber Defense - CCD COE

YES

Counter Improvised Explosive Devices - CIED COE

NO

Defense Against Terrorism - DAT COE

YES

Explosive Ordinance Disposal - EOD COE

NO

Human Intelligence - HUMINT COE

NO

Joint Air Power Competence Center - JAPCC COE

YES

Joint Force Training - JFT COE

YES

Joint Chemical, Biological, Radiological & Nuclear Defence - Joint CBRN Defence COE

YES

Logistics Operatin Global - LOG COE

NO

Maritime Interdiction Operational Training - MIOFOE

YES

Military Engineering - MILENG COE

YES

Military Medical - MILMED COE

YES

Military Police - MP COE

NO

Modelling and Simulation - M&S COE

NO

Mountain Warfare - MW COE

NO

Naval Mine Warefare - EGUERMIN COE

YES

Tab.
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a. Accreditation. To become a COE, a Centre, offeneddmnsoring Nations, must be assessed
against a set of MC approved criteria in order ¢hieve accreditation. Supreme Allied
Command of Transormation for NATO (SACT) is respblesfor developing these criteria,
based on the principles outlined in 1.2. Upon atitagon status as a NATO organization
under the Paris Protocol may be granted by the BIC [

b. Periodic Assessment. A COE will be screened peradlyi by SACT to ensure it still meets
these criteria. If a COE fails to meet the appmtgricriteria, SACT will recommend the
necessary steps to be taken in order to regaiadtreditation.

c. Development. In his regular report, SACT identifegas of military activity where there
are gaps in expertise which existing COE shouldetaor where a new COE might be
appropriate. SACT also focuses attention on pak@ODE overlap and duplication so that
this be avoided.

2.3. Reationship

COEs are co-ordinated by SACT in a supporting nekwthereby encouraging internal and
external information exchange to the benefit of &lkance. SACT’s subordinate entities will
participate in this network as appropriate. COHati@nship within the Alliance and beyond are as
follows [3].

a. Relationships with SCs. Clear relationships aral#ished between the COE and the
appropriate SC through agreed legal arrangemehts.oVerall responsibility for COE co-
ordination and employment within NATO lies with SAC

b. Relationships with NATO Agencies. Agencies alreadgke an important contribution
towards Alliance transformation. A close relatioipshetween a COE and the appropriate
Agencies is therefore desirable in order to avaiglidation of effort and to fully profit from
the synergy that can be reached by working in cl@asenony. SACT will co-ordinate this
effort.

c. Relationships with NATO Schools. A close relatiopshbetween COE and NATO Schools
(for example in the field of education, trainingperimentation and concept development)
is encouraged in order to ensure synergy betwesm tb the greatest extent possible. HQ
SACT plays a co-ordinating role in order to avdid tisk of duplication.

d. Relationships with non-NATO Nations. Relationshipstween COE and Partnership for
Peace (PfP) Nations (including Russia and Ukraame) Mediterranean Dialogue countries
are encouraged. In the context of the Enhancedvamrd Operational Partnership (EMOP),
a COE should make use of ongoing developmentsaiiticplar in the Training Education
Enhancement Programme (TEEP), which includes PffaAckd Distributed Learning and
Simulation and co-operation with PfP Training Cestr Relations with “Triple Non”
Nations may be developed on a case by case bamtsandance with NATO policies.

e. Relationships with External Entities. COEs are emaged to establish and maintain
relationships with other external entities (intéio@al organisations, industry, private
companies, schools, universities, research inefituetc.).These relationships are to be
managed by (the) sponsoring Nation(s), keeping A@drmed and taking security aspects
into account.

2.4. Legal Arrangements

MOUSs are to be established between the sponsoratipmé and the appropriate SC to ensure
the activities of a COE are accredited, co-ordidatad mutually reinforcing. SACT will assume
the lead on behalf of NATO for MOUs development. WEOwill define the service delivered by the
COE, under what circumstances, the roles, respititiskand lines of authority between the COE
(structure) and NATO (i.e. clear relationships).[4#he administrative arrangements regarding
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manning, funding and support between the sponsbparticipating nations need specification as
well, but may be part of a separate MOU [5].

Technical Arrangements are to be established tolifymgnd provide additional details not
covered in the more general MOU. Specific detarscapabilities and resources offered shall be
addressed in the TA, including the accreditatiaqunements, monitoring expectations and quality
control assurance practices. Additionally, a TAllsleaver specific administrative and logistic
arrangements to be provided by the COE as agredtegppropriate SC [6].

3. Conclusion

Between the most importatnt requests of NATO taoacof creating and activity of COEs
belong accreditation criteria approved by MC NAMich are obligatory for all COEs without
difference. The obligatory criterria for accredat within the structure of COEs in NATO have to
be continually properly subserved and used in thelevsupporting of individual COE. The article
dealed with definition of priority criteria for amditation within the structure of COEs, which
should be claimed all the time and in the biggdégtassible measurre to all COEs. The periodic
evaluation of all COEs within accreditation purSA&CT.
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Abstract. Every business and each person is confronting sgthevery day. But what does it mean risk?
People have different attitude to risk. For some natural self-preservation instinct, which catiss they
are using all accessible resources to save themsagajure or loss. If we push individual to orgeation,
standards and rules are more complex and formaliseause of activity complexity is risk increasing,
instinctive and institutional examples of behavijowhich are base for personal risk management atre n
adequate and decisions are more complicated. HEnemnany authors in our national literature dealut
risk management, but reader should have some pnshlégth sources dealing with VAR methodology and
their application in practice. This issue is widalorked up in foreign publications, concretely in
publications from USA, which is birthplace of tmsethodology.

Keywords: quantification, risk management, VaR, comparatibnsk methods.

1. Introduction

Risks are inevitable component of every businesisigc In finance markets exists finance
risks, which can we classify to general groups:

» Market risk — risk of portfolio value losses awaked with raplthnges of assets price in
finance market is named market risk, whereas tbeistence is bound up with assets
pricing in market. Sometimes is called systemaigk rand is distinguished by not
diversifying. Specific risk follows from concretéusation in concrete firm, market risk is
influenced by macro-economic events. Market peréoroe is influenced only by macro-
economic condition, because specific (micro-ecomdpnaonditions are averaged by
thousands of firms and bond paper — no influencaacdket performance. Specific risk is
risk of firm solvency loss, market risk influencely price of bond paper ejected by firm in
the market. Market risk has two forms: absoluteneasured in money expression or
relative — measured by relation to market averageome index. Factor which most
influence to market risk value is assets volati(tige size of price movements in time
about average price in portfolio assets.

» Credit risk — arise from the fact, that debtor is not willing is not able to pay the
liabilities. Amount of risk is exposition, which tialebtor to pay (repayment of principal
and loan interests, obligation outstanding paymelejreased in recovery rate. More
general should be credit risk define as potentiss$ lof market value, which will have the
company providing financial sources to debtors fribi credit event reason. Credit event
is capability of debtor fulfil their liability whic is present by market value of provide
loans, changing of debtor rating, or changing a#nts default possibility. There is also
necessary to say that exist covering of marketcaedit risk.

» Liquidity risk — there is number of risk liquidity sorts in fir@al institution. To well-
known grout belong:

= Product/market liquidity risk: originate with reasthat bank is not able to sell their

145



assets because of huge size, which are in theoportft means liquidity risk is
caused non-liquid market with this products

= Cash — flow risk: originate with the reason of ipahility synchronize incoming and
outcoming payment, which bank has to perform. Ifsge the problem in portfolio
optic, we are solving synchronizing of paymentsjolvtbank as order is paying in
sort position case, against payments which bankagedn owner of assets — long
position.

» Operational risk — risk of direct (indirect) losses, which were ammfed because of
inadequate or incorrect internal process, systemmam resources behaviour or because of
external occasion. In the past were operate risMsulated in the base of expert
speculation and there were not integrated quangtatstruments to measuring this risks.
Nowadays we can use sophisticated quantitativeuims&nts for measuring of these types
of risks.

» Legislative risk — is very nearly bound up with credit and operatlomsk. This type of
risk rise, if the debtor, which loss money fronngactions, which interpose the bank, want
to avoid to payment of transaction in the baseeafching mistakes in agreement through
law base. Legislative risk rise also in that cafsexists indication, that debtor do not have
competency to enter to the arranged business.i$tisiction file can be used as a template
for participants who use MS Word for manuscriptgar@tion. All the authors are asked to
prepare their papers in compliance with the follogvwguidelines.

1.1.The Evolution of Analytical Risk Management Tools

Risk management takes important place from the losigry to today. It was developing from
basic theories to modern sophisticated models. IDpaeent steps are:

»1938: Bond duration

» 1952: Markowitz mean-variance framework
»1963: Sharpe’ s single-factor beta model

» 1966: Multiple factor models

» 1973: Black-Scholes option-pricing model, “Greeks”
»1983: RAROC - risk adjusted return

»1986: Limits on exposure by duration bucket
»1988: Limits on “Greeks”

»1992: Stress testing

»1993: Value at Risk

» 1994 RiskMetrics

»1997: CreditRisk

»1998: Integration of credit and market risk

» 2000: Enterprisewide risk management.

2. The Risk Management Revolution — Value at Risk (VAR

Risk management made very important revolution méda last few years. This revolution
was started with VALUE at RISK method, new method finance market risk measuring, which
was develop as answer to finance disasters fronbéiggnning of nineties. During this time the
VAR methodology was broaden to derivatives andlljotzhanged movement and approach of
institutions to financial risk. In the beginning svenethod used only for measuring market risk, but
nowadays is using for active control and managingsk. VAR methodology helps us in credit and
operational risk measuring.
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VAR method has origin in non-famous financial disasn the early nineties. The basic lesson
is that billions of dollars should be lost becawddow control and managing of risk. VAR is
method for valuating of risk, which is using starttlatatistics process. These can be used often in
other brands. Simplified told VAR summarize the stopossible loss, which do not overcome
assigned probability level. For instance bank stha@#y that daily VAR of their portfolio is 50
million dollars with the 99 per cent probability the other hand said there is only one chance from
one hundred that loss will be higher than 50 millemllars. This one number substantiates exposure
of bank to market risk, as well as the possibitityadverse movement. Shareholders and managers
should than make decision if they have save feluit this level of risk. If the answer is no, than
is possible to use VAR methodology to decision, ierehould be the risk decreased.

In comparison to traditional methods to risk me@mgy VAR provides overall view to
portfolio risk. VAR is not applicable only for degsdtives, but also to financial tools and there is
possibility to use this methodology also in othgres of financial risk (not only in market risk).

3. VAR methodology in Practice

VAR methodology should use practically every ingtdn, which is exposure to financial risk.
We could divide application of VAR methodology tbléwing approaches:

> Passive — information messages: first applicatibWAR is to measuring total risk. VAR
should be used to inform management about riskscashmercial and investments
operations, also tells to shareholders about fimhmisk of corporation in non-technique,
basic terms.

» Offensive — control of risk: next step for using RAs specifying of limits for business and
entrepreneurial subjects. The advance of VAR id timaates simply denominator with
which is possible to compare risk activities inafsify markets.

» Active — risk managing: VAR is by increasing volumee in allocation of capital through
business and enterprise units, products and agtwalble institution. This process begins in
risk adjusted earnings. Risk-adjusted performaneasures — RAPMs automatically correct
stimulus for merchants to risk based on obtainirfg future higher profits. VAR
methodology should also help to portfolio manageeke better decisions by supply of
comprehensive view of business influence to padfdkk. In the end helps to make better
value added for shareholders.

VAR became important part in decision making predes institutions in worldwide view for
example:

» Financial institutions: banks with huge amount oftfwlios became avant-garde in risk
management implementation. Institutions, which arerking with many sources of
financial risk and difficult tools, are implemengircentralized system of risk management.
Those which do not implement systems of centraliiekl management are exposure to
expensive fails.

» Regulators: the regulation of financial institutsorequires the maintenance of minimum
levels of capital as reserves against financiddsrisThe Basel Committee on Banking
Supervision, the U.S. Federal Reserve, the U.Suries and Exchange Commission and
regulators in the European Union have converged/AR as a benchmark risk measure.
Because VAR provides a risk-sensitive measuressf it helps to deal with moral-hazard
problems that are so prevalent in financial markets

» Nonfinancial corporations: centralized risk managems useful to any corporation that has
exposure to financial risks. Multinationals, forsiance, have cash inflows and outflows
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denominated in many currencies and suffer from e#veurrency swings. Cash flow at risk
analysis can be used to tell how likely it is thdirm will face a critical shortfall of funds.

» Asset managers: individual investors are now tyminVAR to manage their financial risk.

VAR has also impact to Asia crisis. Interpretatielts about it that a crisis was exacerbating by
blind and low practice risk management of finanaiatitutions. If theory is accurate, VAR systems
should help.

4. Conclusion

VAR has also many critics. In second half of niegtassumed that if the VAR systems would
be implemented in banks and others institutionsy hould prevent to big losses and tension in
financial markets. Critics of VAR dispute that mstitution fail risk managing and critical situatio
would uncover also others instruments for risk maag. VAR has also disadvantage that in using
same methods is possible to calculate differenilies- if the difference is in implementation of
VAR method calculating, are using different riskcttars, in different time period, etc. VAR
opponents argue especially not realized assumptidnish are necessary in calculating.

Acknowledgement

Prispevok je vystupom vedeckého projektu VEGA 17085 KLIESTIK, T. a kol:Vyskum
moznosti aplikacie fuzzy-stochastického pristupDosporateMatrics ako nastrojov kvantifikacie a
diverzifikcie podnikovych rizik

References

[1] JORION, P.: Value at risk: The New Benchmark forndging Financial Risk, New York, 2007. ISBN 0-07-
146495-6

[2] MINA, J. — XIAO, J.:Return to RiskMetrics: The Evolution of a Stand&tkMetrics Group: New York, 2001
[3] HOLDON, G.:Value-at-Risk: Theory and PracticAcademic Press, 2003, ISBN 0123540100
[4] CROUHY, M. — GALAI, D. — MARK, R.:Risk ManagemenNew York, 2001, ISBN 0-07-135731-9

[5] KLIESTIK, T. — BIRTUS, M.:Analysis and Diversificiation of Risk at investmBeicision — Making in the Road
Traffic, In 8th Confereence of Young Scientists of LithaaWilnius 2005, ISBN 9986-05-849-X

[6] KLIESTIK.: Models of Company Effectiveness Evaloatin Road Transportation Companies by Means daDa
Envelopment Analysis, projekt VEGA 1/3777/06 , ¥Ziline, FPEDaS

148



Transcom 2011, 27-29 June 2011
University of Zilina, Zilina, Slovak Republic

Definition and History of Social Network Sites

"Katarina Taranova
"University of Zilina, Faculty of Operation and Eaonics of Transport and Communications, Univerzitna
01026 Zilina, Slovakia, katarina_taranova@yahoo.com

Abstract. Social network sites are attracted increasingntitte not only of current users, but also of
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1. Introduction to social network

While social networking has gone on almost as lasgocieties themselves have existed, the
unparalleled potential of the Internet to promotehs connections is only now being fully
recognized and exploited, through Web-based grestablished for that purpose.

Social networking is all about communication. Sbaetwork sites have attracted millions of
users. During of writing of this paper, there arerenthan 175 of social network sites. People with
varies interests are able to share information eétth other via a huge variety of social networking
sites, sites created specifically to make sharognmunicating, and creating information in real
time.

Social network sites are used not only by curresers; but also by academics and researchers.
Specific social network site could be used by acade and researchers to solve their research
activities. The senior researchers, young reseescli®hD students can create their own online
"profile” with biographical data, research actegj pictures and any other information they choose
to post. They communicate with each other by makiar latest thoughts public in a blog-like
format or via e-mail, instant messaging, voice idewconferencing to selected members.

Social network sites are also used by teacherssaménts as a communication tool. Many
students are already using a wide-range of so@&larking sites. Teachers have begun to
familiarize themselves with this trend and are nming it to their advantage. Social network sites
are also being used to foster teacher-parent coneation. These sites make it possible and more
convenient for parents to ask questions and vaoeerns without having to meet face-to-face.

2. Definition of social network sites

The term “Social network sites” was first coined Pyofessor J. A. Barnes in the 1954, who
defined the size of a social network as a grougboiut 100 to 150 people [1].

Dr. Craig Calhoun, president of the Social ScieResearch Council and University Professor
of the Social Sciences at New Your University defirsocial network sites in 2003 like:

"Looking at informal, transient forms of association, such as the flow of gossip, the
mobilization of social movements and political campaigns, and the maintenance of patron-client
relations. Such networks are groups of persons who do not necessarily know each other or share
anything outside the organizing criteria of the network” [2].
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| define the social network sites as a social stimecconsisting of nodes and ties. Nodes in the
social network are the people, organizations, gsaml the ties are the relationships between them.
Simply said, a social network is a map of specified, such as friendship, between the nodes being
studied.

As you can see at the figure 1, the graph of tleeaboetwork is often very complex. There
can be many kinds of ties between the nodes. Rds@aia number of academic fields has shown
that social networks operate on many levels, framilies up to the level of nations, and play a
critical role in determining the way problems aodved, organizations are run, and the degree to
which individuals succeed in achieving their goals.

You

f_.

Fig. 1. Example of individual - person al social network

Facebook offers a tool for visually mapping youciabconnections, and low and behold, it is
called the social graph (Fig.2). This app was eedb provide users with a clear illustration of
their relationships and the interconnections ofrtheder social graphs. The Social Graph tool was
developed at MIH Swat Labs, a research and devedoproranch of Naspers, a leading multi-
national media group in South Africa.

The program began as an experiment which develdigedsso much they made it available on
Facebook. Swat's chief technical officer Jacques Yaekerk said that one day they had been
surprised to find the social graph application’ages had increased tenfold- as Facebook founder
and CEO Mark Zuckerberg was using the program aochpting many others to do the same [3].

Fig. 2. Example of using the facebook tool for visually-rpm of the social connection
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3. Typical structure of social network sites

3.1. Conventional features

Social networking sites tend to share some conwealifeatures. Most of the social network
sites usually offer following features:

= Individual users are encouraged to create profilestaining various information about
themselves.

= Users can often upload pictures of themselvesdio gnofiles.

= Users can post blog entries for others to read.

= Users can search for other users with similar et

= Users can compile and share lists of contacts.

= User profiles often have a section dedicated torsents from friends and other users.

= To protect user privacy, social networks usuallyeheontrols that allow users to choose who
can view their profile, contact them, add themhimirtlist of contacts, and so on.

* In recent years, it has also become common forde wariety of organizations to create
profiles to advertise products and services. [4]

3.2. Additional features

Some social network sites have additional featlfesexample:

= Ability to create groups that share common interestaffiliations.

= Upload or stream live videos.

= Hold discussions in forums.

= Geosocial networking co-opts internet mapping sewito organize user participation around
geographic features and their attributes.

= There is also a trend for more interoperabilitywsstn social networks led by technologies
such as OpenID and OpenSocial.

= Mobile social networking has become popular. In trmasbile communities, mobile phone
users can now create their own profiles, make disearticipate in chat rooms, create chat
rooms, hold private conversations, share photosvahebs, and share blogs by using their
mobile phone. Some companies provide wireless @gwvhich allow their customers to
build their own mobile community and brand it, lome of the most popular wireless services
for social networking in North America is Facebddkbile [5].

4. History of social network sites

The first recognizable social network site was Sigiees.com. SixDegrees launched in 1997.
Of course some of the similar dating sites and camity sites existed before SixDegrees.

For example on most dating sites and community $ite users were able to create the profiles.
AIM and ICQ buddy lists supported lists of friendgdthough those friends were not visible to
others. On another way, Classmates.com the useltd effiliate with the colleagues from their
high school or college and surf the network foreashwho were also affiliated, but they could not
create profiles or list friends.

Only SixDegrees allowed users to create profilss,their friends and surf the friend’s lists.
This social network site was first able to comhbatiehese features.

The SixDegrees failed to become a sustainable éssialthough attracted millions of users. In
2000 closed the service.

From 1997 to 2001 began number of social netwaigssiAsianAvenue, BlackPlanet, and
MiGente allowed users to create personal, profaasi@nd dating profiles.

The Korean virtual worlds site Cyworld was startedl999 and added social network sites
features in 2001, independent of these other sites.

151



In 2001 launched the social network site Ryze.conhelp people leverage their business
networks and the new wave of social network sieggabh. Behind Ryze, Friendster, Tribe.net and
LinkedIn were tightly entwined personally and pss®nally. Linkedin became a powerful
business service.

The most popular social network sites like MySpateuTube, Facebook, Twitter and many
others launched from 2003 to 2006.

The most popular and oldest Slovak social netwaekis Pokec.sk. The Pokec.sk launched in
1999. In 2007 were registered around 10 millionrais®]. It's very interesting when you
considered that Slovak Republic has got about Sl®minhabitants.

Like any brief history of a major phenomenon, isessarily incomplete.
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Fig. 3. Timeline — launch dates of major social netwotéss

5. Conclusion

The paper points to the significance of social mekwsites for the users and as a topic of
research. Academic researchers have started stuthygnuse of social networks sites. The paper
deals with the short introduction to social netwaikfines definition of social network sites and
focuses on the conventional and additional featafescial network sites. The paper also presents
a brief history of social network sites.

In my future research | would like to focus on, howuld be social network sites effectively
used by researchers to help them solve their relseativities.
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Abstract. Industrial robots are currently used primarily tgndling operations, by operations of coupling
between which we classified welding, soldering,ding and for application of protective coatingspauts,

as well as in assembly. Automation of assembly atjpmrs, priority depends on the individual compdeen
making up the assembly of the product, becausdeif fuantity, quality, design, technology and othe
features affect the implementation of the assembBlyen before the design of the workplace must we
subordinate to analysis the assembled componemthvdefine the possibility to implement the indiadtr
robot in to the assembly process. To speed up thedardization process and design of assembly
workstations could keep use of intelligent system.
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1. Introduction

The current development of automation in manufaotuand non-production processes shows
that robotic devices still remain a fundamentalt pirthe development of automation of these
processes. The main causes that affect the develdpof robotics are especially productivity
growth and the associated competitive, of work huigaion and creating conditions for rapid
change of production. Currently represents robdéeices fully developed technical systems that
are normally deployed for production systems inustdy and extending their application to non-
productive and non-industrial sectors and begirr ttignamic penetration into service activities.
Current production of robotic devices has achieaddgh technical level, further increases in the
range of the impact of continued development oif thebsystems, but also the extent of functional
innovation mechanism principles and elements ir@lin the architecture and morphology of
these device$l]

Industrial robots are currently used primarily anling operations, by operations of coupling
between which we classified welding, soldering éwhding, as well as for application of
protective coatings on parts. Very important anthatsame time one of the most difficult areas of
use of industrial robots are for assembly operatidifor these activities are placed on industrial
robots very specific requirements, and thereforghim wider industrial scale are beginning to
promote in recent years.

1.1. Assembly

Assembly can be defined as a set of different dietsy through which is from individual
components created a functional unit. With a deeishanner influence not only the quality and
reliability of products, but also for continuousguction, productivity and efficiency of the system
Assembled product is analyzed in terms of its divisinto assemblies, and sub-components.
Machines and equipment represent the system of @oemts, whose relative position is defined by
ties (connections). In terms of assembly is adwgeuas to consider the product as a system with
the following structuref2]

» Component is the initial article of assembly, it is an elarheonstituting the non-releasing

whole, for example shaft, gear, engine block arldvioe
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* Subassembly is a unit formed by combining two or more parts, matter what kind of
connections it contains.

« Mounting is a separate assembly entity, which in conjunctwith other assembly’s
components creates a product (machine, equipmtent, Mounting is set of components or
subassemblies. Assembly independence resulted tremtechnological excellence of
assembly and allows the assembly of other partiseofnachine (engine, gearbox).

Automation of assembly operations, priority depeadghe individual components making up

the assembly of the product, because of their gyaqguality, design, technology and other features
affect the implementation assembly. But not all éksbly applications can be used as a robot
performing member of assembly operations. They aotvities where a greater number of
asymmetrical components with complicated shapebeafound, where it is necessary to define the
exact location of individual components in the adsky itself. All applications, in which are used
industrial robots, are very limited carrying capgacand also the manipulative skills of the robots.
For robot interaction with the manipulation subje@spectively. to realization a technology in
terms of robot applications are used so. effectwtsch represent functional ending of the robot.
Effector is a functional robot subsystem that adoay the character and requirements of the
application specifies the uses of robot action raadm.[1]

2. Workplacesdesign

Design of robotized workplaces for assembly openatis very difficult for various respects. In
consideration of the wide range of components srge¢he assembly process and the large number
of assembled products can be assumed that eachizesbavorkplace will be a unique to a
particular type of assembly operation. Howevergdain similarity between workplaces could we
recorded, particularly in the assembly solutiomaiponents with same shape, or similar assembly
operations. For this reason, we can use by desgneats of group technology. The basic principle
of group technology is relatively simple and based the classification and linking similar
components or processes so that they can be nfarerfto work during all phases from design
through evaluation and planning to actual producti®efore the design it is necessary to answer
several questions. (Fig. 1.)

Will be possible to make a automated assembly through an industrial robot?

What kind of method will be used for transporting the assembly parts to the
different worplaces?

‘What kind of robot will be best to use?

‘What kind of other equipment should be used?

How many robots should be used?

It is necessary to use multiple effectors with exchange system or a one multi —
functional?

And more ...

Fig. 1. Necessary question before design a robot workplace
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Even before the design of the workplace must weolibate to analysis the assembled
component, which define the possibility to implemdne industrial robot in to the assembly
process. In addition to the robot as a majoritycake key member its necessary by the automatic
assembly to use other peripherals devices, whiehwil be depend on the particular application.
This includes devices such as effectors, conveymssors, industrial cameras, and many others.
Especially these devices have experienced higmtededevelopment, consequently it is possible
to automate more complex operations.

2.1. Intelligent systems

To speed up the standardization process and desagsembly workstations could keep use of
intelligent system. Artificial intelligence trie® tmodel cognitive processes. The aim of Al is to
imitate various human abilities such as problenviagl Today we know several intelligent systems
for solving various complex problems. However, by tlecision which specific devices to use such
as best phenomena is the use of expert system.

Expert system is an application program or systéraooperating programs that decides or
resolves problems in some specialized field of giginowledge and rules defined by experts from
the field. Expert systems are created for solviagnttive problems at the expert level. These are
also issues for which there are no known solvimgpr@ihms. Algorithms embodied in expert
systems complying with the general methods suitédilesearch solving procedurds] Figure 2
shows the architecture of extended expert system.

Domain expert

Knowledge

engineer

Inference I
Interface to | mechanism Base of

other systems I Working knowledge
. memory .

Interpretation
modul

User interface |

Data base

Fig. 2. Extended expert system architect{stke

After the expert system trough basic question gdnowledge base defined devices necessary
for realization of assembly operations it is pokestb design the spatial solutions.
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2.2. Modding and simulation

In designing of spatial solution is appropriateuse the 3D modeling environment, which can
thereafter create also simulation. The advantagauoii a process design is to eliminate the risks
arising from the introduction and implementationsath a system into an enterprise in which the
devices work. Most simulation programs for indwdtmobots includes its own 3D modeling
environment, which can be modeled their own objeots use the libraries included in the
simulation program(s]

In the modeling environment is thereafter possibledit individual deployment of components so
that thereafter the whole installation processflsient as possible. Individual objects can then b
used in the simulation itself.

Upward trend in the use of industrial robots alaosed the development of systems providing
access to the simulation in this environment. Téitsiation was caused by the increase in
applications of industrial robots in industry, whiestimated the number could be achieved in 2011
by IFR (International Federation of Robotics) valy36,008. [6] Systems allowing design in the
virtual reality environment can be divided into st groups. Most of assembly operations can be
classified among the most difficult and complex ofacturing operations, it is therefore necessary
to take it if we decide to create simulations thbw these assembly operations, as also the
activities of other peripheral devices to simuldter the proposal itself of spatial solution ar¢ sm
demanding these rights.

3. Conclusion

The field of automation of assembly operationsoisplicated for several reasons. Between the
major we could include a high diversity of indivadlucomponents entering the assembly, the
complexity of some of assembly operations etc. atieent of new technology such as industrial
cameras, sensor systems and powerful control oftsplcan be implemented into ever more
complex assembly operations. Using intelligentesys for the selection of equipment could be
simplify and accelerate the own process. In th&peet, it appears the most appropriate use of
intelligent expert system which could define vasaqguipment needed, for a particular assembly
operation. Spatial resolution of the workplacepgrapriate to create in the modeling environment
allowing rapid change and modifications layout desiincluding the possibility of creating a
simulation that can be used to verify all the atés in the phase of solution.
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1. Introduction

Modern rules of market economy and necessity ofingadtifficult economical decisions result
in constant rise in the demands on the contentcaadity of financial statements. The demand
aiming at improving the quality of statements alsquires information on unusual stream flow in
economic activity to be provided in a faster manitevould be appropriate to include the problems
of risk, financial difficulties and even bankruptitgelf in a numerical image of history and resflt
economical activity drawn up by accountancy.

Developing accountancy ideas should include recoifdsotal bankruptcy cost in financial
statementsThe goal of such presentation is to avoid falseeetgiions and unexpected market
response due to lack of provided information.

Financial statement of bankruptcy cost should ifler@nd classify such costs. User of such
information will be able to evaluate the influenok bankruptcy cost on total cost and income
presented in financial statement.

2. Bankruptcy cost in regard to current law

The bankruptcy and reorganization law act incorgmracourt fees and other expenses
necessary to reach the proceeding goal into batdgrymoceeding cost ( art. 230, par. 1 of the
bankruptcy and reorganization law). Expense stdmdexpenditure of cash. Not all expenses can
be qualified as costs, but every cost means expardAll expenses which have not turned into tax
deductibles undergo capitalization, meaning theysimown in balance. Capitalized costs become
tax deductible with their sale and clearance. 280, par. 1 of the bankruptcy and reorganization
law does not make it clear, since it is writtersigh a way that is possible to make an assumption
that expense entails cost clearance, but bankrugsy can be cleared out sooner and it entails
expense as stated in par. 2 and 3 of the bankrapitt reorganization law. Law imposes separation
of notions into expenses and bankruptcy proceeciisgs. It means that occurring bankruptcy costs
should be treated as expense, but there is a gigsith time span between cost and expense.
Subsequently, art. 230 of the bankruptcy and ssorgtion law became imprecise because of
incorporation of the word ‘expense’ in paragrapbf the aforementioned article.

Accountancy in bankruptcy proceedings is conduai@oh Accountancy Act and art. 6 of this
Act is superior in regard to cost clearance. Assult, art. 230, par. 1 of the bankruptcy and
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reorganization law should state: 'bankruptcy prdoess costs include court fees and costs
necessary to reach the goal of these proceedings'.
Bankruptcy costs appear before bankruptcy prodéssy can incorporate costs that are directly
connected to appearance of difficult financial aiton. These may be:
» costs of interest on past due payments
» costs of agreeement renegotiation
» costs of law counseling
» costs of plegde assets evaluation
» costs of active assets loss due to their sale
» other costs, for example court and baliliff
» costs of changes in agreements
Apart from that, costs prior to bankruptcy proceas also include so-called indirect costs, also
known as bankruptcy costs which consist of :
» contract costs resulting from investment changes
* loss of sale and profit
» costs of financial restrictions imposed on entsgsiwhich have difficult financial situation
* loss resulting from other companies lack of willvegs to cooperate with such an enterprise
» reduction in standards of work
» costs resulting in depreciation of managementgaibnal prestige- managers are said to
run the company in a wrong way.
Most important bankruptcy costs appear when a goityi of actions rule is disrupted- that is
in bankruptcy process itself. Then, bankruptcy £esin be divided into:
- costs prior to bankruptcy, so-called symptomatisteahat incorporate aforesaid direct and
indirect costs of bankruptcy
- costs of bankruptcy proceedings which incorporate:
1. preparation costs
2. court proceedings costs
3. bankruptcy proceedings costs
a) Receiver office administrative costs
- fees and overhead
o receiver and overhead
0 board of creditors
0 receiver's employees
- costs of announcements
b) Liquidation costs
- employee fees (including reimbursement and severpag)
- property evaluation costs
- bidding costs
- law and civil costs
- interest costs
- Bailiff's costs
- other bankruptcy costs
Bankruptcy costs can be perceived through varioa8lgs. Apart from their profile, rules of
costs classification should remain the same. Tadithese costs, a system of connections between
costs and bankruptcy process area can be used. thiusllowing can be distinguished:
- bidding costs
- employee fees (including overhead, reimbursemeshsanerance pay in regard to
termination of work agreements)
- costs of penalties, reimbursements and fines
- taxes
- bailiff fees
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- permanent value loss deductions due to sale ofsasse
- permanent value loss of resources deductionsals&é¢ of resources
- employee fees paid by Employment Fund , not inadudeunning costs before
announcement of bankruptcy
» Bankruptcy administrative costs
- Receiver’s salary, board of creditors salary , eygés hired by the receiver to conduct
bankruptcy salary, announcements costs, court fees
- other Recevier's Office costs
» costs of bankruptcy activity including debt intdres
court interest , administrative costs, investmeti® loss due to sale of investment
other financial costs
Judging from the aforementioned, bankruptcy coatslie defined as probable economic gain
reduction of credible value, resulting in weakenofgcompany's financial status and connected
with appearance of additional charges which detsenthe following bankruptcy process as
reduction of assets value or increase of obligatmnreserves.

3. Analysis and presentation of bankruptcy costs

Tool that best describes and classifies bankrugsys is called the profit and loss statement.

Incorporation of bankruptcy costs statement in aerprise enables to make financial
statements more accurate through means of refiebankruptcy costs which take part in: running
costs, other operational costs and financial costs.

Table 1 presents financial statement incorporatoggs of bankruptcy in an enterprise.
Specification
A. Net income from sale
and joint enterprises

I. Net income from product sale
Il. Change of product status

Ill. Cost of product manufacturing for enterprisseds
[ll. Net income from sale of goods and materials
B. Running costs

I. Depreciation

[l. Material and energy consumption

[ll. Outsorucing

IV. Taxes and deductables

- excise tax

V. Salaries

VI. Social security and other expenses

VII. Other expenses

VIIl. Value of products and materials sold

B.l. Basic activity bankruptcy costs

1. Receiver’s salary, salaries of receiver's emplegs and employees hired prior to
bankruptcy announcement
2. Receiver's office costs

3. Data archive

4. Cost of press announcements

5. Taxes and notary fees

6. Social security and other expenses
7. Evaluation and security of property
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8. Other basic activity bankruptcy costs
C. Profit (loss) from sales (A-B)

D. Other activity income

l. Profit from sale of non- cash assets

Il. Grants

[ll. Other financial income

E. Other activity costs

I. Loss from sale of non- cash assets

Il. Update of non-cash assets value

[ll. Other matters

E.l. Remaining activity banckruptcy costs
1. Court proceedings costs

2. Dismissal reimbursements

3. Property liquidation costs

4. Asstets value loss

5. Other activity bankruptcy costs

F. Profit (loss) from running activity

G. Financial income

I. Dividends and income share including income from
- joint enterprises

. Interest, including interest from:

- joint enterprises

. Profit from investment sale

IV. Investment value update

V. Other matters

H. Financial costs

I. Interest, including interest from:

- joint enterprises

Il. Loss from investment sale

[ll. Investment value update

IV. Other matters

H.l. Bankruptcy financial costs

1. Past- due interest

l. Profit (loss) from running business activity &-H)
J. Result of an exceptional occurrence (J.1.}J.11.
|. Exceptional profit

Il. Exceptional loss

K. Gross profit or loss (I+/-J)

L. Income tax

M. Other mandatory decrease in profit ( increadess)
N. Net profit and loss (K-L-M)

Table 1.Profit and loss statement including bankruptcy €oa$tan enterprise
Source: S. Sojak, M. TrojaneRachunek kosztow upagéi, [in:] S. Sojak Zatazy¢ firme i nie
zbankrutowa- studia przypadkowDifin, Warszawa 2010, p. 101-103.

Incorporating bankruptcy costs in profit and losgesment would not interfere with the rules of
creating such statement, on the other hand it coeldf crucial value in presenting information to
users.
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Implementing a bankruptcy costs statement in darprise enables to create an accurate
specification of incurred costs, including bankayptosts.

Moreover, implementation of bankruptcy costs stateimwhen suitable conditions occur
enables to undertake certain countermeasures teergrébankruptcy, and when such a thing
happens, it would also ensure the incurred costt b@wvest level possible and liabilities be sagidfi
at highest level possible.

Knowledge of economical content of each portionenferprise costs statement enables to
analyze information it provides. Analysis of costatement means interpreting each of its elements,
thorough evaluation of changes and proportiondhe$é¢ elements and exact establishment of what
these changes may mean and how they affect thepaagefinancial economy. This analysis should
include comparative evaluation and costs structuralysis Comparative evaluation consists of
establishing and overall evaluation of growth oclohe in costs of each element. On the other hand,
structural analysis leads to establishment anduatran of how each of the elements affects the
whole structure.

Financial analysts are seeking right and credildgsnof evaluating and measuring bankruptcy
costs which could sooner indicate the right montenindertake corrective actions in order to avoid
all of the costs mentioned above, let alone bartkyuipself.

Development and implementation of financial indexesich could reflect the build-up of
bankruptcy costs and actual financial status isrg serious problem in enterprise management.

Having made the right decision in choosing the syged construction of indexes, an enterprise
is able to receive proper image of its financiatiss$. These indexes may be:
bankruptcy costs/assets
liabilities / total assets
bankruptcy costs / fixed assets
bankruptcy costs / total costs
bankruptcy costs / current assets
costs of bankruptcy / liquid assets
bankruptcy costs / total revenues
. costs of bankruptcy / financial result (profit, $ps

Growmg bankruptcy costs are inexpedient for ammgmises. This is why their amount should
be monitored to ensure the enterprise is able temake corrective action preventing these costs
from growing.

Apart from that, financial statements are the basiarce of information and evaluation of an
enterprise. Financial statements include only setemdexes in a short form, in contrary to dethile
data.

Enterprise analysis including bankruptcy costs @tected indexes enables to reflect their
influence on an economic entity and make bankruptogess visible.

ONOOAWNE

4. Conclusion

Risk and lack of certainty have become everydayufea of modern competition. It is thus
necessary to foresee future, own potential andilmibgss. It requires an enterprise to create a
suitable information system which is necessarypfoper management. Accountancy being one of
the information sources is an important elemenswth a system. It is information that decides
about success of an enterprise in market econamfgrnhation is the key in making decisions. It is
information that can lead an enterprise to sucaess, on the other hand, it also is informatiort tha
can ruin an enterprise.

Integrating bankruptcy costs into the profit ansisietatement does not affect the principles of
creating this report. What is more, it may be ajndicant value to the users. Information
concerning bankruptcy costs should also appeamiradditional information and explanations
report.
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Implementation of bankruptcy costs account into ghefit and loss statement would require

right economical knowlegde and precise interpretatif enterprise costs.

A significant aspect of creating and running a prahd loss account including bankruptcy

costs would be to point out costs directly andraxtly connected with bankruptcy out of basic
selection of costs.
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1. Introduction

Poland has been granted over 85.6 billion of Ea&uropean aid for the years 2007 — 2013.
It comprises almost 1/5 of the total amount earmarfor the Cohesion Policy of the European
Union for the years 2007-2013. The funds shall Wéized by Polish enterprises, local
governments, non-governmental institutions and rotéetities. Subsidies received from the
European Union constitute non-returnable finanaidl granted from the public funds to various
organisational and legal entities, which may supfinancing a particular activity as well as their
day-to-day operation. Thus, the funds may be e&malafor the purchase of some tangible assets,
application of novel technologies, planning and lenpentation of quality management systems,
improvement of staff's professional skills as waslfor other ventures.

The main aim of the article is to present views apthions of Polish entrepreneurs of the
Kujawsko-Pomorski region regarding both viable Bgmeand occurring barriers of projects
financed with the European funds.

2. European Funds for enterprises in the financial franework for the years
2007 — 2013

For the years 2007-2013 Poland has been grantedooé than 85.6 billion of Euros as
European aid and that includes:

= €67.3 billion allocated from EU budget,

= €11.9 billion allocated from domestic public funfiscluding circa €5.93 billion from the

state budget),

= about €6.4 billion to be allocated from private iness entities.

Poland has been a major beneficiary of the Eurofigaats among the ,new” member states of
the European Union and the aid for entreprenewshan granted within Operational Programmes.
The detailed division of the structural funds arah€sion Funds in Poland in reference to particular
operational programmes is as follows:
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Programme Financial Financial resources Source of financing
resources €) (% of the total
amount)
Operational Programme| 27.9 billion 41.9% European Regional
Infrastructure and Development Fund (ERDF),
Environment (OPI&E) Cohesion Fund
16 Regional Programmes 16.6 billion 24.9% ERDF
(ROP)
Human Capital 9.7 billion 14.6% ESF
Operational Programme
(HCOP)
Innovative Economy 8.3 billion 12.4% ERDF
Programme
Operational Programme| 2.3 billion 3.4% ERDF (including €992 million
Development of Eastern granted by the European
Poland (OP DEP) Commission)
Technical Assistance 0.5 billion 0.8% ERDF
Operational Programme
(TAOP)
European Territorial 0.7 billion 1.12% ERDF
Cooperation Operational
Programme

Table 1.Division of Structural Funds and Cohesion Funcbading to operational programmes.
Source own work based oiational Strategic Reference Framework 2007 — 28dy3porting economic growth and
employment, Ministry of Regional Development, Wavs2007, p.115

The remaining financial resources within both dwel funds and Cohesion Fund are
earmarked for the creation of national performameserve (2% of the total value of the allocation,
i.e. €1.3 billion).

Each particular name of the programme immediateiggest their purpose. The general
assumption has been that each programme defineffispgoals, means of their achievement,
viable to finance costs and the scope of operabengficiaries (recipients of the operations) and
the implementing entities (institutions and orgatians which are eligible to apply for financing)
[1]. Moreover, the inclusion of the European funds the state budget as budget revenues
constitutes a principle amendment in the finanttahework for the years 2007 — 20013 [2].

All projects financed with the means of the Européands must bear an added value, i.e.
produce additional results, such as changes intdblenological process, innovative operation,
rendering novel services or offering uncommon raafjeroducts or creation of new workplace.
Additionally, the enterprises may be granted subsido co-finance the ongoing projects in the
form of reimbursements or advance payments.

National Cohesion Strategy (NCS) for the years 2602013 (National Strategic Reference
Framework) sets forth the directions and the amadirthe financial support earmarked for the
implementation of development processes on the gfathe European Funds. It is a strategic
document stipulating the priorities and areas tisation as well as the methods of implementation
of the European Regional Development Fund, Eurofsesmal Fund and Cohesion Fund in Poland
within the European Community budget for the yedi87 — 2013. According to NCS, creation of
favourable conditions for the Polish economy contigehess increase based on know-how and
entrepreneurship, providing employment growth ammteéase of the level of social, economic and
special development cohesion, constitute stratagjectives.
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3. Benefits and barriers of financing projects with the European Funds in the
opinion of entrepreneurs of Kujawsko-Pomorski regim

Co-financing of the project implementation with tineeans of European funds involves
numerous benefits. The primary benefit is the thett subsidies constitute additional lucrative
source of financing for enterprises, which enalifleem to accomplish an investment at a
significantly lower cost than if they utilised othe@urces such as a credit or a lease. Such fianci
means which need not to be returned certainly datestan alleviating factor for one of the most
serious side effects of the economic downturn aaghestricted access to financial means in the
economy. Entrepreneurs are well aware of the fad @eadily reach for the European funds
support. Apparently, even the restrictions in baidksding do not hamper the process. The
opportunity to use advance payments not only irsggaccess to cash but also lowers the costs of
its gaining. The entrepreneurs learnt that Europeswls are a splendid way to develop their
businesses. Subsidies allow to implement the inveist faster and purchase and utilize state-of-
the-art technologies, which otherwise an enterpfisancing the purchase only with its own
contribution could not afford. They also allow toeate new jobs. Moreover, European funds
favourably influence companies’ development and rowp their competitiveness in the
international markets. The funds enable enterprisesbecome more innovative and gain
competitive edge. The wide range of aid providedHgyEU funds is a crucial factor here as well.
An enterprise may apply for co-financing of progctlating to various fields. Beginning with the
purchase of tangible assets, through land purcbhasmmaterial and legal assets purchase up to
consulting and training activities (via subsidizipgrsonal development and improvement of
vocational trainings of staff).

It shall be noted that financial means EU fundseamenarked not only for existing enterprises
but also for start-up companies entering the maiKeds, subsidies may significantly contribute to
jobs creation and as a result to unemployment temucThat is why, it is essential to utilize EU
financial means granted Poland for the years 20PG13 in an effective and efficient manner.

Nonetheless, apart from benefits related to thesidids’ utilization, some drawbacks may be
pointed out. That includes:

= Formalism and complexity of the application proaedu In the first place, one should
emphasise too tight deadlines for application ssbimns as well as difficulties in both
completing application forms and submitting the uieed documents. Enterprises have
considerable difficulty to submit application formpsoperly. The application forms are too
complex and additionally they require numerous agmes, which may be obtained no
sooner than after several months. Appropriate dectation submission entails dozen or so
of weeks of concerted effort of a team of peopte.atdition, frequent changes in the
competition documentation; including changes ofnopg dates, changes in guidelines for
applicants or alterations of instructions for apaiions’ completion, incomprehensible and
unintelligible language of the applications, aktimakes the interpretation of regulations even
more difficult. All the above generates the needetsort to help of consultancy firms, whose
services are expensive and do not guarantee ggatiitensubsidy. Many enterprises cannot
afford their services anyway. It must be also emspgeal that when it comes to the initial
assessment of the application, especially its fostage, it is marked by significant formalism
and bureaucracy, which causes that any amendmeike tapplications frequently concern
irrelevant matters. That results in prolonging leé assessment procedure itself and generates
additional costs or, in some cases, it results aoraplete application rejection. The formal
criteria at the regional level are too complex &nclised upon requirements of bureaucratic
nature. Additionally, they are subject to specatian within check lists, which in return
causes the formal assessment scheme to be uncldacamplicated. For example, in

Kujawsko-Pomorski region a 31-pages long table feets the formal criteria. It is also worth

mentioning that the time between the documentatidimission and receiving the information
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on positive application assessment is relativehgland varies from several months to even a
year.

Lack of clear information concerning deadlines andtitutions servicing specific EU
programme as well as complicated guidelines caomogra given programme. Each
programme usually has separate guidelines andresuét an entrepreneur has to familiarise
themselves with a number of requirements refetiong specific project completion.

More than 170 institutions are involved in the Euhds utilisation. In most cases, the
potential barriers relate to human factors and adtnative work. The people servicing the
EU funds pile up the procedures.

Insufficient financial means allocated from the &ugan Union to the entrepreneurs and fears
that the resources may deplete much sooner thhasitbeen stipulated in the operational
programme timeframe. For instance, government éxgeedict that the financial resources
within HCOP will suffice until the end of the yea®11 if the number of applications keeps
increasing at such a rate as we have seen reckntbality, it means a significant dominance
of EU funds demand over their supply. The intensityfinancial means allocation for the
projects’ completion within programmes deviseddaterprises is far too small in relation to
the needs, which is reflected in the number of iappbns submitted. Frequently, allocation
of financial means within a specific programmexseeded several or even more times. That
causes disgruntlement among entrepreneurs who,ueged to utilize the EU support
programmes, decided to submit the applicationftéroturns out that once the competition is
closed the budgets of the programmes have been wgedue to a large number of
applications submitted by the entrepreneurs.

Difficulties in classifying costs as those eligilite reimbursements from the EU funds.

Many programmes require own contribution and assalt, due to lack of some of financial
means, some entrepreneurs are unable to applypposg and resign at a very initial stage of
applications. Most projects are subsidized on thecple of a refund, i.e. an enterprise
receives a subsidy in tranches, providing thatdirgtained expenditures have already been
settled. That requires additional means duringgmtagompletion in the form of pre-financing.
As we frequently learn from experience, a tranch#ansferred after a few months after the
costs were sustained. Moreover, it is impossibl®tesee even a rough date of the tranche
transfer, which hinders proper financial planningd amay influence the higher risk of
financial liquidity loss.

Formal requirements concerning business plan aplicapon for the EU subsidy frequently
constitute a considerable barrier, especially i@ thse of micro businesses or individuals
commencing their economic performance for the firse.

Obstacles related to the so called “human factod’ @articularly:

— carelessness while preparing the application dootsnand disregard for the
guidelines for compiling of particular documents;

— difficulties in supervising timelines of the suppoontract fulfilment;

— lack of habit of becoming acquainted with the sijoentracts and difficulties in the
contracts comprehension,;

— inability to plan crucial stages of the project ismpentation and ineptitude to
foresee possible ways of the enterprise developmasntting from the venture;

— lack of sufficient knowledge in the field of finaat planning. That particularly
concerns micro enterprises which are unable tosagbe project within its financial
perspective and its possible outcome. Entrepremaarsly have a business idea and
the required resources. However, when one takeadhentage of European funds,
they have to plan everything precisely. Failurattain the objectives or inability to
sustain them, results in the necessity to retuerfuhds;

- lack of sufficient synergy effect between projects/aluation conducted by the
institution managing the operational programme #mel projects’ attainability



verification conducted by the bank granting thenloAs we learn from experience,
numerous ventures, which have been granted a prfaj@aancing commitment from
the bank, are not approved by the experts as psopéceconomic viability;

— insufficient “business culture” such as not keepaggdlines or lack of supervision
over documentation and correspondence;

= Extended waiting period for the financial means,jolhresults in subsidy final settlement

difficulties. Obtaining the decision on the subsapproval and signing the project financing
commitment agreement does not end the applicatimteps. Lack of clearly stated
regulations concerning the subsidy settlement ahd &mount and complexity of
documentation which must be collected and submliiethe entrepreneurs to the institutions
managing a specific project, constitutes a sigaiftaiobstacle which hampers access the funds
at the stage of their settlement;

= European funds are subject to taxation, hence theuat of the received EU subsidy

constitutes a tax base for the income tax;

= If an entrepreneur takes the opportunity to utiksgopean funds, they are obliged to perform

economic activity for at least 5 years, which maydifficult to fulfil in the case of small scale
ventures. If a project has been devised to sustaimvestment or jobs, the period amounts to
3 years counting from the date of the project’s plation.

Summing up, it may be stated that despite all tficdties in applying for the European funds
Polish entrepreneurs display a growing interesthisorbing the financial means year by year. That
comes as a great merit and EU subsidies are catcéonbe exceptionally attractive among other
sources of financing of economic activity. The danare nonreturnable and constitute a crucial
factor in alleviating one of the most severe drasiisaof the economic downturn, namely the
restricted access to financial means in the economy

4. Conclusion

So far, Poland has been granted €85.6 billion abpean aid within European Social Fund,
European Regional Development Fund and Europeait#giral Fund for Rural Development to
implement a variety of projects. The money has baghzed by Polish enterprises, local
governments, non-governmental organizations aner atistitutions.

The current experiences of acquiring financial nseiom EU funds by Polish entrepreneurs
indicate their substantial impact on the increasecampetitiveness in the European markets.
Considering the economic downturn, EU subsidiesrameh their weight in gold as subsidies may
support enterprises in hard times. They are nomrable and constitute a crucial factor in
alleviating one of the most severe drawbacks ofd@benomic downturn, namely the restricted
access to financial means in the economy. Unfotélyathe satisfaction is blurred by numerous
barriers mentioned above in the article. Howevacheannounced competition held within specific
programmes and operations not only raises awar@messg entrepreneurs regarding requirements
set by the implementation entities, but also impeoattitudes of these entities towards their
beneficiaries.

According to the data generated from the KSI SIMKF13 National Information System,
since the start of programmes until 27th Febru®i/12 162.9 thousand applications (correct from
the formal point of view) were submitted for thelghl amount of co-financing (both Community
and national funds) of PLN 374.2 billion.

During the same period, 52 167 contracts for carfaing were signed with beneficiaries for
the amount of PLN 232 billion of expenditures, imtihg EU funds in the amoun of PLN 160.3
billion, which accounts for 62% of the total alltica for the 2007 — 2013 period.

The value of beneficiaries’ expenditures recogniasceligible, resulting from the submitted
payment claims amounted to PLN 68.7 billion, andha part of EU co-financing — PLN 49.6
billion. At this point it is difficult to draw anyunequivocal conclusions regarding the
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accomplishments of the projects’ objectives andetffieiency of utilizing of the granted subsidies
within particular programmes. Such analysis wiVédeen feasible once the programmes’ period
is completed. Then, we will be able to clearly poout the arisen obstacles and formulate
recommendations concerning ways of their possilirir@ation in future. Nonetheless, Polish
entrepreneurs display a growing interest in absgrthe EU financial means year by year, which is
noticeably confirmed by the possibility of the fahdepletion much sooner than it was stipulated in
the current programmes’ duration period.
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Abstract. It is essential in every hotel to have a motivatgystem that is efficient and accepted by the
employees. Such a system should, most of all, m@diugh commitment to realize objectives in the
employees. The motivation system should not onliggripossible to improve the financial situatidittoe
employees but should also offer them the potefuiaindividual development, thus inducing the enygles

to bind their future careers to the given company.

The efficiency of motivation programs for hotel doyees depends most of all on a thorough evaluation
their individual needs. Such evaluation will makepossible to use a proper mix of financial and-non
financial incentives.
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1. Introduction

Human capital is not only the source of costs Hsb @n element of resources that has a
specific, yet very difficult to measure, strategadue for the company. These resources are unique
due to the knowledge and practical experience gdim®ughout the years. It is the hotel staff who
determines the level and manner of service as aglthe atmosphere and the impression guests
have. If employees are unreliable and do not ifentiemselves with their company, all the
organizational and financial effort together witlibfic relations campaigns may prove ineffective.

People are at the core of the hotel business amd rtiust be properly shaped by means of
appropriate motivation to be able to accomplishabmpany’s economic goals.

Motivating is a process aimed at evoking and sostgispecific attitudes (patterns of behavior)
of the employees as a response to certain neegs qelf-accomplishment, recognition) [1].
Motivation effects are obtained through various nseaf financial and non- financial incentives

2.

2. Motivation factors

Financial motivation factors are most of all wa@sfThis means a basic salary adequate to the
position held, irrespective of the season or thalmer of guests at the hotel. The basic salary must
be neither too high nor too low. If too low, it Wiliscourage the employee from work but too high
a salary loses its motivational function. An emgleywho always enjoys high basic remuneration
will not pay attention to the satisfaction of gugstor will try to win new customers because his/he
salary remains the same at all times, regardlesBisgher work quality, commitment and the
number of guests at the hotel.

Other financial components of remuneration haveuamstronger motivational function. These
components are: commissions, bonuses, rewards. ake @n employee more active in winning
guests and increasing the number of reservatibasmployer can introduce a commission system.
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The commission should be paid to employees whaitrenfluence reservations, i.e. receptionists
and reservation department workers and personnéheoffood department: waiters, bartenders,
banquet managers etc.

Bonuses are motivation factors for employees whoatdhave direct contact with guests, e.g.
of the marketing, administration or accounting depants. Bonuses depend on the financial result
and on the quality of work of those employees. éogmition bonus, awarded to an individual and
fully justified as to what he/she receives it floas the highest motivating function.

The next motivation factor is a reward, awardedsjpecial cases, e.g. when the employee
behaved exemplarily during a so called extraordieent — a guest’s sudden disease, thetft, fire.

Other material, but not financial motivation fact@re working conditions (e.g. proper lighting
of the workstation, modern equipment in good wagkorder), healthcare (e.g. a contract with a
private clinic, the services of which may be usgdh®e employees and their families), insurance,
and the possibility to work abroad within the samoéel group.

An effective motivation system cannot be basedlgala financial and material incentives.
Other features of the job, e.g. the atmosphereeaivbrkplace, bear the same or even a higher value
for many people. This can be observed in the resnfita research conducted in the hotels in
Gdansk, Gdynia i Sopot [4], which shows that 60%hef employees surveyed would be willing to
work for their company despite low salary if themqmany satisfied at least three of their needs.
Table 1 presents a list of the factors which cammensate for a low salary most often mentioned
by the respondents.

Motivation factors Percentage of
responses®

Social aid

(e.g. savings and loan association, holiday vowgleer-financing children’s holidays) 100,00 %
Open-ended job contract 91,66 %
Good atmosphere 83,33 %
Stable employment 78,33 %
Recognition of the employee by employer 76,67 %
Recognition bonuses and medical services 75,00 %
Convenient working hours 73,33%
Real possibility of promotion 70,00%
Potential for development 65,00%
Language and training courses financed by the caynpa 61,66%
Friendly attitude towards maternity 58,33%
Comfortable working conditions 51,67%

*results do not sum up to 100%; respondents couldsghmore than one response
Table 1. Non-financial motivation factors in the hotel mess
Source: own on the basis of: D. Szczepaniltkzyma® gascia, zatrzymujc pracownika Hotelarz 2010, nr 3, s. 14.

employees, the employer can expect his staff tlmoys and committed to their job. As results
from the survey conducted, non-financial factordiiov do not demand high costs from the
employer, have a great significance for the majarftemployees.

Meetings with managers of tourist companies alsy jpl great role in motivating employees.
During such meetings the employees, especiallyetinds have direct contact with guests, are told
that they are responsible for making the first &sd impression of the company, informed about
the marketing activities and taught how to behavalifficult situations with guests which may
sometimes happen. The opinions of guests are akllyz&d (e.g. on the basis of questionnaires).
The meetings influence not only the quality of wbik also the level of staff satisfaction from thei
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job. The employees feel appreciated and respeaeduse the managers discuss the problems of
the job with them. The employees can express tdmirions or suggestions, learn how to cope with
difficult situations (e.g. theft, very upset guesihe staff members know that if there is a prohle
they can always ask their supervisors for help. Meetings also integrate the employees because
they provide opportunities to exchange experiences.

To sum up, we should say that by providing socid] atable employment, creating a good
atmosphere and appreciating

3. Motivation system in the Radisson BL U hotel in Szczecin

Radisson BLU hotel has a thoroughly developed matitw system. Material remuneration in
this hotel is a basic salary coupled by differeindk of rewards, special motivation programs and
other benefits resulting from the job contractd ir@ awarded to the employees on the basis of the
principles defined in the Remuneration Rules ofiszh BLU Hotel.

The basic salary is specified according to the gmte of the position held. Positions are
categorized on the basis of the criteria concergungjification requirements of the employees such
as: education, experience and additional skillpedding on the type of job, such as: knowledge of
foreign languages, handling office devices, requgemputer applications, technical qualifications,
required courses, etc. The hotel has twenty twegoaites of remuneration and each of them has its
own appropriate monthly gross rate of basic pay.

The basic salary can be raised or categorized wiberon the basis of assessment of the
performance of an employee. Remuneration raises fd#ice annually following motions by
department managers to the General Director.

The following allowances constitute additional reraration of the employees of the Radisson
BLU Hotel:

« Seniority allowance — awarded to every employeer d&tyears of work (the employee can lose
the entitlement to this allowance for a given modtie to an unexcused absence at work, theft
of property or drinking alcohol on the hotel prees}

+ Rewards and distinctions: Employee of the Monthfyd##éanager of a Quarter of the Year,
“Key Program”;

+ Rewards and distinctions within the special motoratprograms developed for specific
departments: “Best Maid” program, motivation pragrafor the Sales and Marketing
Department;

« Overtime remuneration;

« Allowance for night shifts;

« Retirement gratuity.

Radisson BLU Hotel also uses non-financial motatinstruments. First of all, the hotel
provides stable employment — the majority of emp&s/have open-ended contracts. The hotel has
a company social fund to organize parties for th@leyees and their families (picnics, trips, Santa
Claus parties for children, New Year’s Eve party).

Staff members can anonymously express their den@md=rning changes of certain practices
or events in their place of work which the emplay/éad negative. Once a year, the employees of
the whole chain of Radisson BLU Hotels particip@tean anonymous questionnaire called Work
Atmosphere Analysis, the results of which are aredyand compared to those of the past years,
and afterwards discussed jointly in each department

Employees of the whole Radisson chain who studhotdl industry schools can take advantage
of financial aid within the Per Axel Bromesson Seship Fund. Employees can attend free
English language courses at different levels olaadement. The best employees can be employed
(on exchange) abroad in one of the hotels of tlagnch

Moreover, employees are entitled to different kinflgiscounts, e.g. 50% on the dry cleaner’s,
10% on the Polonia Unity Line ferry tickets, disotaion rooms in all Radisson BLU hotels all
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over the world. The staff can use the fitness diab of charge (at specified hours) and go to the
nightclub once a week1.

As can be assumed, one of the main problems wétimibtivation system in the Radisson Hotel
is that it is uniform with regard to all the empémgs. We must keep in mind that each individual is
sensitive to a different range of incentives resgltfrom the extent to which their needs are
satisfied at a given moment. Therefore, the mopt@piate solution would be to personalize the
ways of influencing employees as much as possible.

4. Conclusion

It is essential in every hotel to have a motivataystem that is efficient and accepted by the
employees. Such a system should, most of all, g@tigh commitment to realize objectives in the
employees. Radisson BLU hotel has a thoroughly Idped motivation system. This motivation
system makes not only it possible to improve tmaricial situation of the employees but also
offers them the potential for individual developmetihus inducing the employees to bind their
future careers to the hotel.
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1. Introduction

The warning of risks, uncertainties and turbulengesrecent years create important
components of the strategic management literaideselopment of strategic management theory
which would respond to the current situation to@agourage top managers and academic staff.
new situation arose today - a coup for the ovenalhagerial theory and management practices.

An intellectual interest in strategic managemenkta new direction is focused more in depth,
and offers better and more humane management.Wdheftmore new lines are described in the
article.

1.1. Dynamic strategic consideration

The methodological construction of strategic thimtkhas been stagnanted for a long period.
PhDr. Ilvan Fiser, the faculty member of the CMC dii@e School of Business, suggests a new
method of strategic thinking which ware succesgfutsted in practise. The internationally
recognized publications and the practice are lagld-tview using SWOT analysis, combining
strengths and weaknesses with the opportunitieslaedts. Its users are faced with doubts if the
strategy designed on the basis of SWOT analysieegponds with today's dynamic reality. This
fact should reflect the new method of strategiokimg, ie. Dynamic strategic consideration (DSC),
which was successfully validated in teaching andpplications to business situations. Experience
shows that the method is accepted as a positigeggdloand practical approach. After the initial
training individuals and businesses are able &the method , without continuous, and therefore
expensive mentoring. They can independently araiva serious strategic recommendations and
decisions. Dynamic nature of strategic balance (D&St describes the following fig.1.
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Fig. 1. Dynamic Strategic Consideration [1]

Fig. 1 is based on a simple and logical idea thatliasis of strategic decision-making sub-
scenarios are essential factors for future ent@ector (action 1-6). They must be interconnected
and within the field of business must be transfetreda comprehensive assessment of future
development in competitive business field (step Afjer that it makes sense to use a SWOT
analysis, however consistently in the context ef slrengths and weaknesses of major competitors
(step 8). The next step in the fore sheet outlthesprogress which would occur if the company
continues without changes in the implementatioitsofurrent strategy (step 9). If this development
leads to the threats of the enterprise or inadequs¢ of his opportunities it is needed to creat an
innovative active strategy for the company (step. However it is necessery to confront the
likelihood of counteraction competition (step 1And it is a counteraction of competitors and other
players in the field to the new company's own cditipe strategy may lead to new hazards plan.
Therefore, it is necessary either to enhance lerate and to become more protect active against
premature disclosure or to choose any of the kn@ireating business tactics.

Advantage of DSC is the use of knowledge frombdhgeline analysis and forecasts of the field
because they will significantly alleviate and imypeothe estimation of dangerous rival actions
upgraded to business strategies. The basis ofndus methodis a spiral process of creative
thinking and combining that use its practical imagination and graduativation with the gradual
addition of new knowledge and information. Therefan the name of the method used the phrase
"dynamic balance consideration,” which appropnatidscribes the procedure of our thinking. The
future is not mechanically possible to calculatg, ibis necessary to estimate the uncertaintyén t
complex. DSC does not lead to a dangerous situdtibrthe decision maker reduces only those
elements that can measure and calculate trendsomyast, it issncourages the full usage of all
the strengths of our thinking, including intuition and imagination. However leaves them at the
mercy of uncontrollable spontaneous mental prosedset provides them with support system
similar to the basic methods of decision-makingcpss. DSC that interconnect the individual,
often also common elements in a natural logicalisege, therefore allows even less experienced
strategic decision-makers successfully cope wiith gradual derivation and combination of
strategic thinking. The advantage is the quick lizeation the first strategic balance sheet.
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Subsequently, in the next steps in a real timeaamdasonable cost to refine or fundamentally alte
the basis of new information and new experiencdb thie application of DSC. Strategic thinking
as quickly cultivates and becomes more flexibl@adyic and even freer. [1]

2. Theory of strategiccircle

Businesses need be flexible to meet their cus®meéients. This means that managers must
be able to respond to the basic principles in nasdpossible. Enterprises need to rethink their
strategies and react to changes in global econ@mvtronment. The next image of "Strategic
circle” illustrates the need of changes in majaonponents of corporate strategy. [2]

“ M arkets and Products

Operational activitiesand innovation

Strategy and competition

I dentity and businessreputation

Organization and people

Markets and Operational Strategy and I dentity and Organization
Products activities and competition business and people
innovation reputation .
Focus on Adapting Review the
underserved Simplifying the strategies to Building a stron; functions of
segments of the  supply chain local identity managers
market anywhere differences
in the world Acceptance of Contribution to  Performing a
innovation Beware of restoring the  new
Cultivating processes in competitors reputation of the deployment of
diversity needed ~ emerging from emerging business  key functions
economies markets

Fig. 2. Strategic round [2]

3. Conclusion

It is clear that a typical global enterprise intpossis world needs more liberal approach to
strategic management. Corporate strategy forms the basic frameworkstoategic management.
The strategy defines business objectives and wayshieving themlts main function is the
synthesis of various business strategies to develop a joint strategy for the entire enterprise and
to decide on joint actions aimed at business efficiency.

DSC significantly helps cultivate participation tes on strategic business management and
rational use of hitherto commonly used methodsufipsrt strategic thinking and decision making
proces. The theory of Strategic wheel warnes ghontant component in the strategic management
and makes recommendations that companies should @wtspecific components.
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1. Introduction

Since Vargo and Lusch (V&L) published their firstiecle on service-dominant logic (S-D
logic) in 2004 [1] a number of articles relatedSeD logic emerged. Reason of such interest in a
new way of thinking among scholars is dominatiorgyobds over services (especially till eighties).
Contemporary goods-dominant logic, as Vargo stessais article [2] is a consequence of natural
evolution of theory from far history, through daylsAdam Smith till now. Goods — only tangible
outputs were considered as valuable entity, wharnyahe value and therefore could be exported.
In spite of Adam Smith’s notion that whole proce$sexchange is powered by knowledge and
skills, these operand resources [3] were considasedomething unproductive, something which
does not create anything tangible.

S-D logic is based on formerly eight foundationsrpises (FP’s) published in [1] which were
later modified and supplemented by V&L [4], [5] tvitwo others FP’s. Basic ten FP’s are in brief
as follows: fundamental basis of exchange is senmirect exchange masks that basis, goods are
distribution mechanism for service provision, operaesources (knowledge) are source of
competitive advantage, all economies are servioa@uies, the customer is always a co-creator of
value, enterprise can only offer value proposit{oot deliver value), a service-centered view is
inherently customer oriented and relational, atli@loand economic actors are resource integrators,
value is determined by the beneficiary. Comprehenskplanation of FP’s could be found in [5].

This new concept could be a basis for marketingrmadagement science. As V&L noted: “we
believe that the ten FPs can be used to derivabiespropositions and hypotheses” [6]. However
there is still an infinitesimal amount of empirictldies. Thus, the evidence of appropriateness of
theory is missing.

Basically S-D logic offers a shift in a way whattiee main issue. Most frequent term in last
decades is a quality. Quality is considered as etithge advantage, as something what can reduce
the costs and make the firm succeed. There area gumber of empirical researches on quality of
goods and services or effects of improved quaBiyt in case of value centered logic empirical
papers are missing. Knowledge about competitiveaathge acquired by increased customer’s
value is not yet sufficiently explored.

2. Valuethinking
Prior to papers and empirical studies focused dmevareposition and value gained by goods

or service it is wrathful to analyze former studfesm value point of view. There was a study
conducted by Project Center of Faculty of Managdan$saience and Informatics in 2010 [7]. The
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goal of the study was to evaluate customer’s saficfn with Slovak Post services. Results were
analyzed by neural network and the analysis isrtedon [8]. According to study findings there are

two main parts of service which the most affectrallequality of the service. They are: behavior of

personnel (clerk or postman) and waiting time teefget a post.

2.1. Waiting time

Uniqueness of service is that a customer has tofgragervice in advance, prior to service
provision. In fact, it means that a customer waiiima waiting line need to spend his/her timedo b
able spends his/her money for guarantee that higaplp will get a service in certain way and
quality. A customer is willing to pay for a valueat a post office can give him, however except of
money he has to spend his/her time too. The custararts to buy a value, however in case of
peak hours and waiting lines, the price of valw\(ge) is higher. Saying “time is money” is inghi
case valuable. The FP6 says, the customer is alavagscreator of value. But waiting lines issue is
not in accordance with FP6. In case of postal serthe customer waiting to get a post is probably
also willing to co-produce a part of service. V&kgae “co-production as a component of co-
creation” [5]. It seems that better idea than just let cm&lis wait in a passive manner is to
integrate customers into processes. It stronglyedép on what customers really want. Further
investigation about customer interest in partiégrais needed. Postal service is a type of service
where customers are not affecting overall value #red presence of customer during service
provision is not required. Sometimes the customéeginning and at the end of service is needed
but usually not. In case of personal visit of poffice is thereby customer’s involvement optional.
Provider often does try to enter customer’s proeesand provide for customer higher value.
However involvement of waiting customer in copradiiut of service and co-creation of value leads
to much higher value both for customer and provider

2.2. Behavior of personnel

Second, the most affecting overall quality (satisém) of service is behavior of personnel.
Customer’s satisfaction with postman and clerk weresstioned separately in the survey.
Customers were basically more satisfied with postriean clerk at post offices. This finding is
probably linked with time consumption needed tothetsame value. If the customer wants to get
the post and postman deliver it personally, theacner is saving own time so he/she gets the value.
This value is decreases if the customer has to pist office personally. Moreover the recipient is
seldom a customer. He does not pay for servicarslbst sensitivity is much higher than in case
of sender. This notion is supported also by thesrofinding of survey. One of the most frequent
complaints of recipients related with postal sezvis that they receive the notice of getting a
registered post even if at that time the recipisnpersonally at the place of deliver. Therefore
customers are more satisfied if they meet postinan tlerk but it probably has nothing to do with
actual behavior of postman. Customers are justradgeecause they have to visit post office so
they are strict when they judge behavior of cletld aonsequently they are less satisfied with them
in general.

FP9 says that organization integrate micro speedlicompetences into complex services.
Clerk and postman offer to organization (post effibis/her specialized competences. Organization
integrates it together with other employee’s corape¢s so more sophisticated service can be
delivered to customer. Usually the more complexsen@ice is the less involvement (interest) of the
employee in the final value is present. Complexiseris more similar to assembly line production
so employees lose touch with real value. Theypuostide their partial competence to organization.
They consider organization be responsible for fuzdlie so they feel less responsibility for success
of whole organization and high satisfaction of ous¢r with value created by provider. Finally
behavior of personnel is not consistent with gdagbravider which is to co-create value with the
customer. Employee does not feel that he/she isgih@ service for service, because organization
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(post office as a company) acts like agent (integyaSo clerk or postman feels committed to
company not to customer. Indirect exchange mas&sfuhdamental basis of exchange because
service is provided through complex combinationgadds, money and institutions [5].

3. Co-creation of value

Co-creation of value suggests that enterprise céyn mmake value propositions (FP7). Goods
dominant logic (G-D logic), basic contemporary @ based on notion that value is accompanied
in goods which is consequently transferred to eusto Product is delivered to customer so the
value is delivered to customer. However value i ecreated just by exchange itself, which is
responding to value-exchange tenet (G-D logic).u¥ak created after product is used which is
formulated as value-in-use, the main concept of I8git. Goods can just render the service which
can create value to the customer (FP3).

So the question is: What in fact a customer wards fthe provider of postal service? The
customer wants to buy (get) value which can beaghiny service. Imagine the situation that the
man (sender - customer) wants send a spray of @ses valentine to his girlfriend (recipient).
Company used to deliver consignment try to creatgraat value as is possible. For the company is
essential to determine how to create the greatasiev It means understand authentic rational
motive of customer’s acting. Man wants to pleagewoman. He wants woman to know that he is
thinking of her. It looks egoistic but the man oftexpects the response (external compliment). If
response is positive then his ego and respect fHmes he is satisfied and assured that his aesvit
made an impression. This assurance that customerdaiag well can be delivered by provider.
After delivery the provider can send a message&e&ilaphone to customer (sender) that the spray of
roses impressed her (message would be like thise ¥as pleased and looks so happy”). Value
delivered by provider in this manner is probablycmbigher than just a sole delivery.

4. Conclusion

G-D logic separates the provider and the custontertivo single entities. However without a
mutual conversation, cooperation and co-creatios difficult to set up high value comprise of
synergy effect for both parties. If the providerntsato know what the customer really need, how
value can be created, he has to use knowledgés skl competence of both subjects. The provider
should know customer’s intentions and motives. Qualf service can be delivered just by the
provider. The provider first gets information frahe customer, interpret his requirements and then
he is trying to design and deliver the servicepgdrapriate level of quality. G-D logic is based on
such a scenario which is based on split of par@see of major service features is simultaneity of
production and consumption of service. This featgréanterpreted as a complication during the
providing of service. In factory is production pess separated from the customer so to deliver
quality is easier then to provide it through sesvi€o it looks that if service provider wants to
“produce” equal quality similar to factory produti he should to separate the customer as far out
of the provision process as is possible. Postalicgelis among other types of services providing
rather without presence of customer. So in meaairigst sentences it is less demanding to deliver
guality to customer. In spite of that customerspite employees’ behavior as crucial.

Technique how to measure level of value createdeexded rather than to measure level of
quality. Delivering quality is the way of separatj@reating value is the way of cooperation.
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1.Introduction

Value added tax (short VAT) has been a part oftéxepolicy of Slovak Republic since
1.1.1993 and by its introduction was met also dnth@ essential requirements of joining the
European Union. Revenue from the value added tanismportant financial resource for
national budgets of all countries in the world. Maladded tax is one of the indirect taxes
which include the excise tax too.

2. Basic concepts

Value added tax is taxed on each sale of goodsamites at each stage of production and
distribution. It is collected gradually and patiyabnly from that value, which was added to the
price of the purchased goods or services in theesponding stage of production or
distribution.

While there is free movement of goods, servicepitaband labour between companies in
the European Union — there is an exemption, gooaissdnto the territory of another member
state without any tax and the taxation of good®daglace in the country of its delivery.
However, the facts stated above do not always appber all circumstances. For proper
application of value added tax it is important tstidguish taxation under the principle of
country of origin and the principle of destinati®).

Body of value added tax:

a) taxpayer — consumer,

b) taxable person - any person who independentlyesaout economic activity, business;
any person who occasionally delivers a new vehlrcign domestic country to another
member state,

c) taxpayer — registered taxable person.

Subject to tax:

- provision of goods for consideration within the destic country realised by a taxable
person,

- provision of services for consideration within th@mestic country realised by a taxable
person,
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- acquisition of goods for consideration in the dotieesountry from another EU member
state,

- import of goods into the domestic country.

Tax administrator:

- competent Tax Office, exception is the determimatd a tax administrator on import
goods from third countries which are not EU mempers that case, the tax
administrators are competent customs authorities.

Tax documents:

- current (invoice),

- simplified (sales receipt, travel ticket),

- special (lease, customs declaration),

- individual (corrective tax receipt).

State Budget:

The state budget is a balance of state incomeseapdnses expressing the relations
connected with the performance of state functidims,plan of its incomes and expenses. The
state budget is the most important financial tdahe national economic policy. The types of
state budget are deficit, surplus or balanced.

3. Progress of VAT in Slovak Republic

VAT rates have changed in different directions sia®93. There were two types of VAT
rates; reduced tax was applied to the socially ise@sgoods and services, such as food,
construction work, medical devices and more...

In 2004 — by joining the European Union VAT wasfigd and was 19%. In early 2007,
there was again introduced the lower rate of vahleed tax of 10%, which was applied mainly
to medical devices and equipments, such as (1):

* saccharin and its salts,

« antibiotics,

* pharmaceuticals,

* picture books, patterns for drawing and paintingctaldren,

e music, printed or manuscript, either bound or thated,

* hosiery with graduated compression (such as stgsKor varicose veins),

» walking sticks, sticks to the saddle, whips, ridaugps and similar productsonly for

blind and partially sighted persons.

In May 2010 another VAT rate was introduced. 6% nats added to the rates of 10% and
19%. Preferred rate of 6% was applied to goodsriftbe yard”. The government’s intention
to establish this tax was to favour its own producbf specific types of food products.

It was the following products (2):

* meat of bovine animals, fresh, chilled or frozen,

* meat of swine, fresh, chilled or frozen,

« meat from sheep and goats, fresh, chilled or frozen

* meat and edible offal,

» other meat, fresh, chilled or frozen,

* meat from domestic rabbits,

 live fish, fresh or chilled fish,

e raw milk,

* bird eggs, in shell, fresh,

e natural honey.
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Image nr.1 Progress of VAT in Slovak Republic

Reduced VAT Increased VAT

1.1.1993 5% 23%
1.8.1993 6% 25%
1.1.1996 6% 23%
1.7.1999 10% 23%
1.1.2003 14% 20%
1.1.2004 19% 19%
1.1.2007 10% 19%
1.5.2010 6% and 10% 19%
1.1.2011 10% 20%

Source: Own processing of more resources

Since January 2011 new changes in VAT have beewdinted. Increase of the basic VAT

rate is temporary — as long as the governmentitédits below 3% of GDP (Gross Domestic
Product).

Image nr. 2 VAT in the world

Slovak Republic 20% 10%
Czech Republic 20% 10%
Hungary 25% 18% and 5%
Austria 20% 10%
Poland 23% 8% and 5%
Ukraine 20% 0%
Great Britain 20% 5%
Russia 18% 10% and 0%
France 19,60% 5,5% and 2,1%
Ireland 21% 13,50%
Iceland 24,50% 7%

Source: Own processing of more resources

Chart shown above clearly indicates different tates in various countries, where the
lowest percentage of increased VAT is in Russiathadighest percentage is in Hungary.

The lowest percentage at reduced VAT rate is inaldler and the highest one is in
Hungary. Our tax rates are comparable with CzegiuBlee and Austria.

4. VAT and public finance deficit

Government expenses of Slovak republic grow in {&sirs despite the passing of the
global crisis. On the second hand incomes grow esldihan expenses caused of balance with
negative numbers — government deficit. The govemrdeficit in the 2010 is 7,9% of GDP.
The one of the important conditions for euro zooendries is the deficit, which represents 3%
of GDP therefore the Slovak government seeks taaedhis deficit by various saving
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measures as reducing public sector wages, gramtddtising, TARS, etc.) or saving in health
care. The opposite situation is in incomes sectind Slovak government seeks to improve
them for example by VAT increase from 19% to 20%.

Planned return to the 19% tax is to be expectestage when the government deficit of
public finances falls below mentioned 3% of GDPhattis according to Ministry of Finance
estimated in year 2013. Results of declining GDPstmie confirmed by the European
statistical office Eurostat which could evaluaterthjust in 2014. VAT could return to current
level at the earliest orf*Danuary 2015.

At the same time the reduced tax rate of 6% forcalled “sale from the yard” was
cancelled from 1.1.2011. This tax rate was valitasiMay 2010. Tax rate of 10% for specific
medical devices and books remains maintained al2011.

Image nr. 3 Development of the state budgétit

Year | | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 | 2002 | 2003
Deficit % z HDP 12,3
_-
Deficit % z HDP 2,2 6,8 7,9(odnhad

Source. Eurostat

As we can see in the table, the lowest percenthtfee aeficit was in 2007 and the highest
in 1996.

5. Conclusion

The aim of this contribution was to put into attentthe short progress of VAT rates,
which was for such a short time (18 years) quiteidie. Value added tax is one of the most
important tax revenues of national budget. We ail p when purchasing most of goods and
services and therefore it is sometimes referrexbta universal tax.

In the present situation, when we still feel théees of global financial crisis, the
government of Slovak Republic has decided on thstiag budget deficit to “mend” it with
incomes accruing from VAT in the way of increasthg basic VAT rate from 19% to 20%
and cancelling the reduced tax of 6%, which wadiegpo “sale from the yard”.

This has increased state budget revenues, andttasprices of goods, to which the
increased tax is applied, and thus final consummarst be paying more and more money for
the same purchase, which they could makéeyear cheaper. The good thing about the fusure
the fact that the increased VAT rate which is aottye20%, will return to the original rate of
19%. The question is whether the reduction of VAT result also in reducing prices of goods
and services.
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Abstract. This paper deals with corporate crisis. It dratterdion to the failing firm strategy in times of
crisis. The corporate crisis is an important patusiness life cycle. Properly manage of crisinasessary
for the survival of a competitive fight and stayioig the market.
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1. Introduction

The current period is characterized by many chan@esstantly creating new products, new
markets bring new opportunities but also threat&hEcompany tries to cope with the competitive
environment and deliver the best possible competjpiosition. For success in business areas is not
enough to accurately know business' environmendetdtanding of internal processes is crucial to
maintain a successful operation on the market. Mteasent of corporate performance can be seen
as a key factor in achieving a stable positionha market and gaining competitive advantage.
Analyses of selected indicators help managers ngakel decisions with full knowledge of each
other.

Achieved business results are diversed in markat@ment. Business success is contingent
upon the choice and implementation of strategiesrfaintaining and growth of competitiveness.
An appropriately chosen strategy leads to the prdpection of the company, respectively at the
time of corporate crisis to save the company itself

Detailed analysis of corporate performance canragte the situation, the company is in.

According to Figure 1 three main states of theanrgation have been generated:

» a company with a favorable state of performance,

« a company with less favorable state of perforreanc

* a company with poor results in performance.

{ AUDITING ]
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Financial [:>W3mmg Detailed
anabsls

Valorization

of the <

condition \

Favorable Less Bad
ctate favorable state
state
Continuance Strategies without Destruction

and impl juridical destructi

Fig. 1. Scheme of the decision (Blasko, 2009)
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2. Company with a favorable state of performance

The business environment is constantly faced wethpeting and fighting with a commitment
to stay on the market. Company performance baseth-aiepth analysis is finding favorable
situation a positive sign of the strategic actiohghe management. To maintain and to improve
achieved state it is necessary to continue in poead strategic decisions improvement, which
relates to enterprise focus, changes of range, et&grkechnologies, capacity and resources. As
Blasko (2009) introduces, one of the possible wWlay® to ensure the effective course of the
enterprise in a changing competitive environmestihe management based on an appropriate
forecasting of future activities in the long tim&ms. He designed a supportive decision-making
system that was developed for the managers andesobthe crucial systems supporting good
decisions making. The structure of the system ples/ia good set of tools for creating and
evaluating potential alternative solutions of r@&lations.
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Fig. 2. Scheme of the decision (according to Blasko, 2009)

This model can be recommended for firms situatedthe good values of corporate
performance. The system allows a quick and effeatimnitoring of the production and economic
activities and their multilateralism enables makofgstrategic decisions aimed at the maintaining
and improving the current situation.

3. Enterprisewith lessfavorable state of performance

Any company receives into bankruptcy from day tg, daut it is a longer process, during which
certain characteristics and phases can be monitdsee8ynek (2001) introduces, for the first phase
of business crisis is mainly typical decrease affggmance. In the second phase decrease of
profitability follows, the next phase is charactes by increased need of working capital, anden th
fourth phase the adjustment of capital structur@iing. In the last phase the company denotes
insolvency hence lack of liquidity of the compang. order to do the various measures, it is
necessary to determine the specific case-histotlgeoEompany, hence identification of the causes,
nature and development stage of the crisis.
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Zivéak (2009) characterized predicamental enterpride\selopment as a time series of
predicamental conditions that obtain a continuoature and to a large extent they represent
predetermined orientation of their next movemerthattime.

Primary
reason

Crisis UinION

Phase without crisis X Potential crisis Latent crisis Acute crisis

! ! ; g ) ]
| ; Phase
Phase of detection Phase of i
Phase of precaution . o= of crisis

[ and underpinning |dent|f|cat|onI e e ]

CRISIS IN THE TIME

X Crisis resolution >

Fig. 3. Crisis at the time (Zigék, 2009)

The formation of the crisis is subject to causegiwvican be divided into internal and external.
It is possible to affect on internal causes by @aremt analyses and evaluations within a company.
These causes are for example decreasing outpgisdity problems, reducing of profit margins
etc.. More complicated situation is when crisissesi because of external factors. In such case
obviously do exist factors that a company cannfacaf but their influence has a major impact on
the overall economic situation. Such factors inel@tonomic factors (such as life-cycle phase),
financial (development of financial market instrurts), or monetary factors (changes in interest
rates).

The second step is needed to define the natuteeadrisis, whether it is a strategic crisis, crisis
caused by economic results, or a liquidity cris&Pategic crisis is a crisis caused by wrong
strategic decisions, such as improper allocatioareés of business, improperly selected portfolio
of products, or investment strategy which causegssive production capacity. Causes of the crisis
created by the action of profit are high priceshwitspect to the absorption ability of the market,
high personnel costs, and errors in business fingnor inappropriate target of investment. The
liquidity crisis is usually caused by prolongedlaimn of fundamental rules of financial balance, a
low level of receivables and inventory managememecor large investments in excess of the
company ability.

The most common symptoms that can be seen, whathpany is in the state of treat, are the
loss of liquidity, a temporary decrease in salegxxessively high gearing ratio. If early deteatio
of threats state is done, strong likelihood of rigbrrective arrangements respectively survival
strategies exists. The task of the survival stiateis to ensure existence of a company and prevent
the possible extinction.

Enterprise located in a state of emergency may beaged using the survival strategies
without the legal and property extinction of entesg.

Basic survival strategies without possibility ofyé¢ and property extinction of a company
consider:

* consolidation,

* restructuring / judicial restructuring,

* re-engineering,

* rehabilitation,

* management based on control contract,
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* management based on the method of tolling securit

4. A company with poor resultsin performance

Business solution of the crisis may be a stratedl e legal dissolution of the company.
Such approaches is used in a situation when b i®mger possible to apply the above - mentioned
reorganization strategies of a company. This ginaludes:

« transformation,

« fusion,

e acquisition.

5. Conclusion

Managerial decision making is complex issue whasesequences are wide and directly affect
the entire enterprise. Only detailed knowledge mkrinal links within an organization helps
managers to make good decisions. Currently, aftereconomic crisis, many companies found
themselves in an unfavorable financial situati@spectively business on the brink of crisis. Crisis
solution is possible make by various strategigbeeiwith a change of property and legal form, or
destructive policies. Properly chosen strategy ¢l company to gain a market position and
continue in struggling in a competitive environment
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Abstract. This article presents theory of knowledge from tinees of Greek philosophers to recent
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Aristotle’s Nicomachean Ethics is the key to untierding theory of knowledge creation.
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1. Introduction

Every theory has its background in philosophy. & want to understand knowledge and
its creation and sharing, we have to understanarigén. We have to realize that knowledge is
rooted in ancient philosophy. Ancient Greeks wdre first who realized the power of
knowledge. But first notions about knowledge weiftetkent as the recent understanding of
knowledge but the differences are not so significéindepends on authors how they see
knowledge and what they think the knowledge is. id&s philosophers, the first who
mentioned about knowledge was Peter Drucker. Hsidered knowledge as most important
resource which supersedes the traditional manage®®vurces of land, capital and labor.

2. Philosophical Background of K nowledge M anagement

Ancient philosophers defined knowledge many yeas dheir definitions are basis for
recent authors. For example Polanyi’s taxonomy mdwedge is fundament for Nonaka’s
theory and we can say that not only his. For andémeek philosophers (Socrates, Plato and
Aristotle), knowledge was a homogenous construat thtimately was representative of the
truth. Thus knowledge was truth. [2]

Plato was one of the first philosophers who emgeathe importance of knowledge. He
stressed the importance of dialogue as a procedardfing the essence of things in the search
for new knowledge. Dialogue is an effective methodarticulate one’s tacit knowledge and
share the articulated knowledge with others. [1]

The Aristotelian perspective on knowledge is venportant for today’s authors. They use
his concept to explain knowledge. We can find hesspectives in book of Nicomachean
Ethics. The most important phronésisor practical wisdom. Nonaka use this practicaldeis
to explain his theory of knowledge.

At the beginning there ispistéméor scientific knowledge or factual knowledde&chnés
action oriented knowledge which is based on skills.

Phrénésids practical wisdom based on experience or thigyatn understand and bring to
fruition that which is considered good by indivitleastomers in specific times and situations

[1].
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It is not a utilitarian concept, as practical wisd@lso involves value judgments about
what customers and society really want. It is @ siiich needs to be distributed throughout
the organization. [1]

Phrénésisis the ability to grasp the essence of a situaitioprocess and take the action
necessary to create change. The concephainésisis generally understood as the ability to
determine and undertake the best action in a spesitbiation to serve the common good.
Phronésiss concerned with values. It goes beyond analyte@entific knowledgedpistém
and technical knowledge or know-hotec¢hné. It is the high-quality tacit knowledge acquired
from practical experience that enables one to npakdent decisions and take timely action
appropriate to each situation, guided by valuesathids. [1]

Nodsis intuition andsophiais theoretical knowledge about universal truthog?e often
change this term witphrénésis

Other schools of thoughts look at the knowledgenfidifferent point of view. The most
significant perspectives summarizes following tafi?¢

School of Thought Basic Ideas on Knowledge Some proponents

Positivism Knowledge is gained from the observatibn Comte
objective reality.

Constructivism Knowledge is constructed in our msirtthus is not| Erlangen school
objective.

Critical Theory Uses knowledge to integrate thesiem between | Habermas, Horkheimer
reality and society and the real societal functbn
science.

Critical Rationalism All knowledge must be operetapirical Popper
falsification before it can be accepted.

Empiricism Knowledge can be created from experisiesntd | Locke, Russel
thus only mathematics and natural science can
provide secure knowledge.

Sociology of Knowledge is a socially constructed reality. MarinheScheler

knowledge

Pragmatism Knowledge represents a local realitgdas our | Dewey
experiences.

Tab. 1. Different perspectives on knowledge.
Source: Schwartz

Other philosophers, who mentioned about knowledgere Rousseau and Kant. They
confirm the importance of knowledge of individugB]

| know is what | have words for. If we cannot pbings into words, we cannot know
them. We can know more that we can tell. Knowledigereases when wisdom increases. [2]

Descartes, Leibnitz and Locke challenged the idédsiowledge as faith and developed
ideas of knowledge as accurate, provable facts.eHagd Kant defined knowledge as
divergent meaning or justified true beliefs. [2]iF Hefinition also uses Nonaka.

Michael Polanyi stands in opposition to the objegtianalytical view that sees knowledge
as something human beings obtain by analyzing bjecbas a thing that exists separately and
beyond the self. He argues that human beings ob&ainknowledge though their individual,
active, and subjective shaping and integrationxpeeence, which he calls “tacit knowing”.
For Polanyi, objective, analytical and explicit kviedge is a logic void of meaning that is no
more than “knowledge without a knowing subjectthaligh he does not deny the significance
of objective, explicit knowledge. Knowledge is fiemd foremost an issue of how we position
that reality within ourselves. It is the issue ofalhwe exist as individuals. [1]

Polanyi asserts that all knowledge is tacit or a®ted in tacit knowledge and no
knowledge is fully explicit. The source of knowledgreation is the process of interaction
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between tacit and explicit knowledge. Tacit andliekpknowledge do not exist separately.
Because they are opposite in character, they ittt@raa creative process that is dynamic. It is
within this dynamic that new knowledge is born. [1]

3. Recent Understanding of Knowledge M anagement

The current state of knowledge differs from authets define it. As it is mentioned
above, the first notion about knowledge comes fReter Drucker. He had been dealing with
knowledge workers not knowledge itself. The maid fandamental ideas about knowledge
have Nonaka, Schwartz and Zeleny. Their view on\tedge is very progressive.

The recent perception of knowledge is influenced pbyiosophy. All authors try to
integrate philosophical thoughts and concepts tp Hevelop process theory of knowledge-
based firm. Existing theories do not explain adéglyahe process of knowledge creation.

While physical resources such as capital, raw nageand manufacturing equipment can
only be used by their owner and depreciate with kiIsewledge does not decline in value, can
be reproduced and shared by multiple users, abdoedly available. Moreover, the value of
physical resources can increase when combinedkndtvliedge. [1]

“Knowledge assets” has affinities with the termtéitectual capital”. Knowledge assets
include patents, licenses, databases, documentither so-called knowledge capital, as well
as skills, social capital, brand equity, designately, organizational structures, systems,
routines and cultures. [1]

The theory of knowledge creation is based on vigvilmee world and all things in it as
a continuous flow. Knowledge is more than a simpddection of information. The most
prominent feature of knowledge is that it is bofinoman interaction. It is not a self-contained
substance waiting to be discovered and collectethvKedge is created by people in their
interactions with each other and the environmeijt. |

Davenport and Prusak posit that knowledge is al flaix of framed experience, values,
contextual information, and expert insight that yides a framework for evaluating and
incorporating new experiences and information.rigioates and is applied in the minds of
knowers. In organizations, it often becomes embeahae only in documents and repositories
but also in organizational routines, processestizes, and norms. [2]

Heidegger and Gadamer sketch out the ontologicsisbaf knowledge. They describe
knowledge management as an integrated, systen@tioach to identifying, managing, and
sharing all of an enterprise’s information assetsluding databases, documents, policies, and
procedures, as well as previously unarticulatededige and experience held by individual
workers. (Schwartz)

Information is not knowledge. Although informatiae an enhanced form of data,
knowledge is not an enhanced form of informationoWledge is not and cannot be the same
as information, not even a special form of inforimat It cannot be handled as information,
does not have the same uses. Having informatiootishe same as knowing. Not everybody,
who read cookbooks, is necessarily a great chgf. [3

Knowledge can be demonstrated though action, timbugh doing. Knowledge is action,
not description of action. [3]

Knowledge is purposeful coordination of action. Asiing an intended purpose is the sole
proof or demonstration of knowledge. Its quality dee judged from the quality of the outcome
(product) or even from the quality of the coordioat(process). [3]

Knowledge is an embodied complex of action enabstrgctures, externalized through
a purposeful coordination of requisite activitig.
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4. Conclusion

Importance of philosophical roots is undeniableexplaining knowledge. Many authors
draw on Aristotle’s concept of phronésis. All ofeth use Polanyi’'s taxonomy of tacit
knowledge. Some of them deny existence of exphicdwledge, because they think that this
kind of knowledge is not knowledge, it is just infaation. One uses tacit knowledge to explain
SECI process of knowledge creation, another toagxpgmportance of individual knowledge
which is in head of individuals. Every theory hshbackground in philosophy. If we want to
understand knowledge deeper, we need to study ptsoephilosophers.

The differences between views on knowledge arehmitsignificant. It depends on how
we perceive various interpretations. But the funelaimis still the same. It is because
knowledge was and still is something what is prynarour heads and it is difficult to describe
it. This article provides various definitions ofcemt authors and philosophers. As we could
see, most of the definition did not change durhmgyears.

The main comparison between ideas of proponengstaiol of thought and recent authors
are in following table. We can see that most ofréeent authors still use the same definitions
or explanations. They still have the same view movdedge and its impact on firm.

School of Thought | Basic Ideas on Knowledge Comparison with recent ideas
Positivism Knowledge is gained from the Nonaka mentioned that we can gain
observation of objective reality. our knowledge by observing reality
and also master.
Constructivism Knowledge is constructed in our | All authors assert that knowledge is
minds, thus is not objective. subjective.
Critical Theory Uses knowledge to integrate the | Although any author did not mention

tension between reality and society | about this, we can say, that it is true.
and the real societal function of

science.

Critical All knowledge must be open to Nonaka explains that practical

Rationalism empirical falsification before it can bereasoning occurs as a sequence of
accepted. thoughts and actions toward a goal.

Empiricism Knowledge can be created from This is not true that only natural
experiments, and thus only sciences can provide secure
mathematics and natural science cgrknowledge. Their knowledge is very
provide secure knowledge. specific but is not the only one which

IS secure.

Sociology of Knowledge is a socially constructed| This is the Nonaka’s process of social

knowledge reality. validation of truth.

Pragmatism Knowledge represents a local realityBecause knowledge is subjective, it
based on our experiences. Fhas to be based on our experiences.

Tab. 1. Different perspectives on knowledge - before aoa.n
Source: Own elaboration based on Schwartz
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Abstract. Communication is necessary part of everyday ldeamly for humans but also for companies or
universities. If companies or universities wantémmunicate they can use various tools. One ottturss
are Public relations. But laic public often makestakes because many people interchange term Public
relations and term advertising. The following pap&tow the differences between these two termsiaiie:
same time it is focused on importance of Publiatiehs as communication tool and why they are so
important for communication of universities in tBlmvak republic.
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1. Introduction

The word Public relations (or abbreviation PR) mentioned everywhere in these days. Many
of companies establish their own departments ofAiRR a goal to create a positive image about
company. If there is somebody who doesn’t know albéireviation PR means, he doesn’t go with
times.

The importance of this communication tool is stiltreasing, namely in these days when
customers start being oversaturated by (more @) legeresting advertising. Customers often
consider advertising as disturbing and don’t psgnéibn to it. And mainly confidence of customers
in truthfulness of advertising is rapidly decreagsiit often comes from poor ethics in advertising,
when an offering product often didn"t meet the paeters, which have been guaranteed.

And also a Harvard professor T. Levitt marks (atemparison of PR and advertisement) PR
as more reliable source of information. He claitingt if information is formulated by reliable
journalists and reporters, by detached persossuids more reliable.

2. Public relations — a tool of marketing communicann

PR are one of a tool of marketing communication ey can’t work alone. This
communication tool has to be combined with oth@isobecause it is integrated not only with
marketing but also with zone of production or finan

It is not possible for PR to work effective and [icitbelieves to it, if they aren’t based upon
truth. If people can’t trust a product, trade marrla whole company, it doesn’t have any sense to
use tools of PR, because just PR are related $b, tsacial responsibility and ethic behavior and
who will believe to a company that behave unethicats customers or even it impair them by its
products? And this fact is also valid for Univeest

Also universities in the Slovak republic have tantounicate with their surroundings when
they want to be successful in competitors fighte Tight communication is a secret of success. If a
university doesn’t communicate nobody will know #uiyg about it. One of the basic rule of
successful communication is (according to Miroskoret) credibility. Actually he mentions this
rule first and foremost. And as it was mentionedvabPR are related to credibility. (Foret, 2006,

pg. 10)
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We know that PR are one of the very important tifoinarketing communication but on the
other hand they are different in some things. Miankge communication is orientated mainly
commercially and on a short-term basis. And becaisthis only a small group of marketing
managers are ready to sacrifice present profiawodr of long-term return, which is on the other
hand a goal of PR managers. PR managers take aotmum@t an importance of satisfying of
customer’s needs and making profit but on the dilhed they are mainly focused on very good
long-term relationships and building of a good naand good reputation. (Pelsmacker, 2007, pg.
302)

Each marketing manager should take care of theok@pmmunication with its surroundings
and shouldn’t be short-sighted in communications Mery good to achieve specified turnover in
short-term period but it isn"t convenient to makatithe expenses of for example quality, because i
can turn to him as boomerang. Universities canrassome for example students in this way but
not for a longer time. Present students have maoyces how to satisfy their needs (educational
needs) and if one university disappoints theirtttiisre is no way back. And the worst thing is that
they share their bad experience with other pedgdeause of this the universities should adjusted
their communications with public. It is much mogeser to use PR as one of the tool that can bring
support of public and assurance of market posiiothe market of education.

2.1.Public relations and advertising

Public relations are a tool of marketing communarat PR is used with other tools of
marketing communication to achieve the final gomtisch were set before. Company (in this case
university) has to combine these tools very sergitiand care about their harmony. For example
specialists in the field of marketing advise to gamy which is in the stage of product leading - at
first to use tools of PR (and create good namepasitive relation of customer to company) and
after this use an advertising (abbreviation ad).

Nowadays more and more companies starting to usearRRoften this tool is used at the
expense of the others communication tools (mangis8ts, which shows that at the time of
economic crisis the companies use more and moréoP8&xample instead of ad, are proof). The
main reason of its increasing usage is that PRe&gr expenses and on the other hand it is more
effective because this tool speak to bigger grdygeople.

Laic public thinks that PR and ad are the same tdalbe they are very similar in some points
but there are a lot of differences between theke, flor example:

= paid space or free coveragefollowing a definition of ad (it's any paid forai company’s

presentation or presentation of its product) iblwious that the company has to pay for
space and it creates costs. But on the other h&hddesn’t create these costs, because
company doesn’t pay anything to publish somethlmguaitself. There are some costs of
course but these costs are related to salary sh&kager, repayment of PR agency etc.

= creative control vs. no contrel as it was mentioned above, when company useteing

it pays for the space. It means that company hestige control of what is presented, when
it is presented, how and where. On the other haRde uncontrolled because company
doesn’t paid anything so the company can’t makec#sidn what, when and where it is
presented because media needn’t to publish anytdiogt you just because you send
something new about your company.

= shelf life— in this case ad is more effective because youus it as long as you have

money. So you can use it over and over if you revaeugh money. But if you use PR it
realizes in press only once because editor isrlingito press the same news more than
once.

= wise customef customers are oversaturated by ad. But oftem’it only oversaturation by

ad, the consumers are many times sick of the pttoc @ ad (many times they bought
a goods which was different from what was promisedd). So they are getting more and

194



more cleverer and skeptical towards ad. On therdthed there is PR and for example
article in newspaper which seems to be more digsted and true.

= creativity and nose for newswhile you can use (and very often you have i want to
attract customers attention) a lot of creativityaoh when you use PR it is more about nose
for news. You exercise your creativity in the wapuysearch for new news to release to the
media.

= writing style— nowadays we can see very creative ads. Mangaee full of ideas and try
to attract customers. We can say that there aladalers for your imagination. But in PR it
is different. You have to attract customer’s attenby interesting story but it's up to editor
what he or she will publish from your story.

3. Importance of Public relations for universities inthe Slovak republic

In the Slovak republic the companies have beeingettirough turbulent changes in the last 20
years. But this statement isn’t valid only for Imesis but it is also valid for whole economic and
social life. So these changes have striked alé dieuniversities in the Slovak republic.

Present-day universities have to face to compstiight, because opening of frontiers hasn’t
meant only incoming of foreign students but simmdiausly possibility of Slovak students to travel
abroad where they can study or on the other hasslipbties for foreign universities to work in our
county.

The proof of these statements is fact that Minisfrizducation, Science, Research and Sport of
the Slovak republic register 20 public, 3 statepfi@ate and 4 foreign universities in our courgoy
when a university wants to be successful it hags® various marketing tools, but their using is
determined by a level of financial resources.

J. Swtlik defines marketing of school (and also of unsiy) as process which result is to
managing that influencing and satisfying need ¢iost in effective way. And he also shows that
marketing of a school is a mix of two theories —rketing of non-profit organizations and
marketing of services. And like companies fight tieeir customers, universities also fight for their
customers which are in this case students. Andusecaf the fact that education is a service, which
is characteristic by its untangibility, it is vedyfficult to persuade student to study at the cetecr
university. Many students make decision based tereeces, information from friends, ratings of
universities etc.

Each potential student makes its own decision basexhme factors — external or internal. And
one of the important factors for decision makingasnmunication of the universities. But as it was
mention above universities have limited budget Hrey have to use communication tools in the
most effective way. And PR seems to be the ond@fmost effective way how to communicate
with public.

We have spoken about customers of universities aslgtudents, but target groups are varied.
We can speak about potential or present studentplogees of the university, civil service or
sponsors.

Universities can use a lot of PR tools within tihanfe of creation good relationships with
public, to inform public about its activities, rdisuin education, research, cooperation with fareig
universities etc. And many universities can alspoad to untrue information published in medias
just by using of PR.

4. Conclusion

PR are very important tool of marketing communmatiThis communication tool is associated
with credibility and good image. They can’t be usadated from the others communication tools
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but on the contrary they have to be tuned with themachieve unit goal of marketing
communication.

PR are often the only possibility how universit{egich nowadays are facing to competitors)
can communicate with their target group that canfdreexample students, civil services or
Sponsors.
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Abstract. The article is focused on the corporate socialaesibility and points to specifics of this concept
in a postal sector. It is really topical issue heeaof the impact of the postal sector on our $pckrom its
social role of providing communications servicesjmpacting the lives of the many employees (thstgdo
operators are still the largest employer in mamyntges) and the environment (with varied transgtooh
means and large sorting offices, the impact oretharonment is important). This article deals vatialysis

of implementation of corporate social responsiiiit strategies of postal operators all over theldvarhe
main aim is to determine the status of corporatéasoesponsibility in this business.

Keywords: Corporate social responsibility, postal operatstakeholders, sustainable development,
environmentfriple-bottom-line.

1. Introduction

Corporate social responsibility (CSR) is a concgpereby organizations integrate social and
environmental concerns in their business operatmasin their interaction with their stakeholders
on a voluntary basis. Through CSR, enterprisedl@&izes, in cooperation with their stakeholders,
can help to reconcile economic, social and enviremal ambitions. [1]

One of the earliest books of CSR, “The Social Raesjmlities of the Businessman”, was
written by Howard Rothman Bowem 1953. Bowen argued that since social instingishaped
economic outcomes it was to be expected that bssifiens as an economic outcome of societal
interests should consider the social impact ofrimss activity. [2]

Definitions of CSR are presented in Table 1.

Author Definition

Operating a business in a manner that meets oedsdhe
Business for Social Responsibility ethical, legal, commercial and public expectatithag
society has of business.

A set of management practices that ensure the agympa
The Canadian Centre for Philanthropyminimises the negative impacts of its operationsaciety
while maximising its positive impacts.

CSR integrates the interests of stakeholdersofaliose

affected by a company's conduct - into the comgany'

business policies and actions. CSR focuses orottial s

environmental, and financial success of a compahg -

triple bottom line, with the goal being to positigémpact
society while achieving business success.

The CSR Newswire Service

Corporate Social Responsibility is the continuing
commitment by business to behave ethically andritnrie
to economic development while improving the quatityife
of the workforce and their families as well astu# tocal
community and society at large.

The World Business Council for
Sustainable Development

Tab. 1. Definitions of CSR.
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The Green Paperdefines CSR as a “concept whereby companies decidientarily to
contribute to a better society and a cleaner enment.” Many factors are driving this move
towards CSR:

o new concerns and expectations from citizens, coessinpublic authorities and investors in
the context of globalisation and large scale ingaisthange;

o social criteria are increasingly influencing theveastment decisions of individuals and
institutions both as consumers and as investors;

o increased concern about the damage caused by emoactiwity to the environment;

o transparency of business activities brought abguhb media and modern information and
communication technologies. [3]

On the basics of these definitions, following kégneents of CSR can be presented:
versatility - valid concept for all types of business;

voluntariness - voluntary commitment of corporations strain anpwf the legislative
obligations;

triple bottom line - concept that indicates financial, social andiremmental performance
(Figure 1) [4]

Triple bottom line

How the corporations

The management of influence application of
physical facilities CSR to investment in
and liquid assets LEADERSHIP emerging markets
Integrating CSR
JFOOTPRINT* BUSINESS factors into

investment
strategies and
transactions

Fig. 1. Triple bottom line — economic, social and enviremtal factors of CSR.

stakeholder involvement - stakeholders are all the individuals and growgso see
themselves as potentially affected by the operatioh a facility, whether on a local,
national, or international scale. [5]

2. Importance of involving the postal operatorsto CSR practices

Every business day, postal operators play a saamfi role in helping managers conduct
business affairs, ship goods around the world amdinecunicate with one another through a variety
of world-class innovative physical and electrongdivkery solutions.

Increasingly postal operators share a common visibrsustainable development and are
committed through social and environmental programsmatch their customer’s and other
stakeholder’s strategy and expectations in thia. dtds also expected that postal operators will
work together through different programs to expkyhergies in their management approach to
climate change.

Benefits for social responsible postal operatoes ar

economic by reducing fuel, energy and resourcesuwaption;

regulatory by anticipating the evolution of ‘greeagulation;

scientific by encouraging innovative technologies;

social by demonstrating postal operator’s goodwilddress their social responsibility. [6]
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The concept of CSR is formed by social, economid anvironmental areas (Table 2)
according to the structure triple bottom line.

Main areas of CSR
economic social environment
- code of conduct - corporate philanthropy - ecologic services and
- code of ethics - employee’s involvement in products
- transparency health and safety - corporate environmental
- corporate governance - human resources development policy
- rejection of corruption - compliance with labour - reducing environmental
- shareholders dialogue standards impacts
- stakeholders dialogue — - work-life balance - protection of natural
customers, suppliers, investorg - workplace diversity resources
- protection of intellectual - laid-off workers retrain - alternative sources
property - human rights

Tab. 2. Key areas of CSR.

Caring for the health of employees, customers aedenvironment is high on the agenda of
PostEurop Members with the creation of the Soced@®nsibility Committee.

3. Participation of postal sector on CSR activities

PostEurop has been active in promoting CSR in thefean postal sector and raising its
Members awareness on the issue since 2005. In N2&@® PostEurop was the first European trade
association to support the European Alliance foR@&nched by the European Commission.

Postal operators and organizations are increasiagtive in social responsible practices.
International Post CorporatiolPC)* has been nominated for ‘innovative reporting’ lire 2011
Responsible Business Awards for the Postal InduSugtainability Report 2010 on IPC’s
Environmental Measurement and Monitoring Systen€C HRember United States Postal Service
also nominated in separate category. The pressgmowards celebrate leaders in sustainability and
corporate responsibility and are organized by Bih{Corporation, the independent organization
promoting responsible business practices. [7]

Participating postson this report are:

B An Post - Ireland
* Australian Postal Corporation — Australia
® bpost — Belgium
* Canada Post Corporation — Canada
P Correos y Telégrafos — Spail
B CTT Correios de Portugal — Portugal
b Entreprises des Postes et Poste Italiane
Télécommunications Luxembourg - Posten Norge — Norway
Luxembourg ® Royal Mail Group Plc - United Kingdom
B Posten Norden - Denmark and Sweden ® Swiss Post — Switzerland
® United States Postal Service - United B TNT - The Netherlands
States

Groupe La Poste - France

Hellenic Post-ELTA — Greece

Itella Ltd — Finland

Magyar Posta Zrt — Hungary

New Zealand Post Ltd - New Zealand
Osterreichische Post

! International Post Corporation is the postal ind(s partner company that provides leadership fiwimy service
quality, interoperability and business-criticaldligence, and gives its members an authoritaihnggpendent and
collective voice. More than 75 percent of globastaboperators participating in the IPC.
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A lot of world postal operators implement the piobes of CSR into their strategies are active
members of th&JN Global Compact Initiativewhich covers the United Nations. InternationastPo
Corporation and operators - Post Danmark, DeutBas¢ DHL, Hungarian Post, Japan Post Group,
Business Post Group, Royal Mail Group, AustriantP@soupe La Poste, Albanian Post, Iceland
Post, An Post are associated in this initiativeis Tihitiative covers the basic principles defining
environmental and social standards. It relies amcpples of public accountability, transparency and
open dialogue with stakeholders.

Carbon management and environmental sustainalah¢yissues that fall under the wider
framework of a company's corporate social respditgiframework, but in postal sector are these
issues the most important.

PostEurop’s Environment Working Groufunder the Social Responsibility Committee)
supports the actions against climate change anpopes the introduction of a Greenhouse Gas
Reduction Programme to help Member postal operatoastify and mitigate its impact and exploit
opportunities provided by progressing to a low oarleconomy. In January 2007 the Commission
unveiled its awaited energy proposals in a movédpefully, “set the pace for a new global
industrial revolution”. [6]

The postal industry today became the first servéeesor to set a global emissions target for its
industry when the IPC, which represents the wotkbsling post operators, today announced that
20 member postal operators will work together tdlectively reduce their carbon emissions by
20% by 2020, based on 2008 levels. [8]

4. Conclusion

The postal sector is one of the most importantofacof strengthening national and political
uniformity of the country, development of intermetal relations, economic development and also
an important part of the production process.

These characteristics pose claim of corporate soesponsibility with respect to the external
environment and all stakeholders on the postal atpes. The aim of socially responsible
corporation is not only to maximize profit or inase the value of the corporation, but its goals are
based on the needs of the environment in whiclpérates, and include social and environmental
aspects of its operations.
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