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Editorial
Vazeni Ctenafi,

aktualné mate vruce druhé Cislo védeckého
¢asopisu Trendy v podnikani, ktery jiz sedmy rok
vydava Fakulta ekonomicka ZCU. V tomto &isle
jsou publikovany pfispévky z riznych oblasti
podnikani se zaméfenim na management,
marketing a uCetnictvi. Tyto pfispévky jsou
obohaceny rovnéz o problematiku IT a doplnény
zajimavym ekonomickym pohledem na teorii
spotreby.

V pfehledové stati kolektivu autorti z Mendelovy
univerzity se dozviddme zé&kladni informace
omife predpojatosti CEO ve vybranych
podnicich, kterd& miZe vyrazné ovlivnit jejich
rozhodovani v oblasti dividendové politiky,
inovacnich procest nebo vybéru novych
zaméstnancu.

Dal$i dva prispévky reflektuji aktualni a nyni
velmi  Siroce  diskutovanou  problematiku
internetu véci a konceptu ,big data“ v kontextu
Primyslu 4.0. Autor Martinovsky popisuje
moznosti vyuZiti cloudu pro efektivnéjsi fizeni IT
zdroji v podniku, které mohou pfispivat
po produktech. Autorka Noskova se vénuje
tématu business intelligence a mife jejiho
vyuzivani pfi fizeni vmalych a stfednich
podnicich. Uvedena témata maji potencial
pro dalsi prohloubeni vyzkumu v kontextu CR.

Ze zkuSenosti nigerijskych bank v obdobi recese
vychazi ve svem pfispévku zaméfeném
na strategii snizovani nakladi a ziskovosti
podniku autofi Adeniyi a Adeniran. Mimo jiné
ukazuji, jaky je vliv organizacni struktury
avybéru pracovniki na cisty zisk malého
podniku.

Prispévek autor( Andrlika a Fialové se zabyva
dafiovou podporou vyzkumu a vyvoje v CR
ve srovnani se situaci ve svété. Tato
problematika je v soucasnosti velmi aktualni,
optimalizace dafového zatizeni podniku v této
oblasti muze vyrazné pfispét k rozSifeni
spoluprace mezi soukromou a vefejnou sférou.
Nasledujici dva pfispévky spadaji do oblasti
marketingu. Autofi Stros, Lee a Riha se vénuiji
problematice marketingu v oblasti farmacie, a to
konkrétné marketingovym faktorim ovliviiujicim

uspésnost prodejl. Druhy pfispévek od Kutlaka
a Tau$l Prochazkové obsahuje reSersi a dilCi
vysledky prizkumu zaméfeného na komunikaci
CSR  aktivit vCetné jejich  reportingu.
Problematika CSR predstavuje problematiku,
které je vCR vénovana vysoka Urover
pozornosti.

Posledni pfispévek je zaméfen na moderni teorii
spotieby, ktera vyvozuje jeji specifika podle
doby trvanlivosti.  Mimo jiné  popisuje
problematiku zavedeni Srotovného a jeho vliv
na poptavku po produkci automobilt.

Pfijemné chvile plIné inspirujicich podnétl
pfi Cteni tohoto Casopisu za redakéni radu preje

Jarmila Ircingova
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Abstract: This systematic review deals the overconfidence bias. It is a cognitive bias which is described
as the tendency of people to overestimate their abilities, prospects and chances of success. For the
purpose of the research we chose to examine the influence of overconfidence bias on CEQOs’ decision-
making and their work in a company. The systematic review followed three main situations revealing
CEOs’ overconfidence within a company — dividend policy, innovative processes and hiring new
employees. According to the review of the literature, there is no obvious connection between CEOS’
overconfidence and a generous dividend policy. However, as for the innovative processes, it seems that
overconfident CEOs are more willing to support a higher number of innovations. In the final situation, the
literature does not yet provide decisive guidance on the relationship between CEOs’ overconfidence and

the process of managing employees and hiring new ones.

Keywords: CEO, decision-making, overconfidence bias, top management teams

JEL Classification: D21, L20, D70

INTRODUCTION

Human decision-making is often influenced
by various types of heuristics, i.e. simple rules
of thumb, and resulting biases that might make
a judgment worse. One of these biases is
overconfidence, which is described (Kahneman,
2011) as the most serious type of bias due to the
fact that people's judgement is very susceptible
to it. Siwar (2011) states that overconfidence is
often defined as the tendency of individuals
to overestimate the precision of the available
information. The overconfidence bias may affect
all spheres of our lives including important
decisions in a company, with a significant impact
on areas such as investments or other
managerial decisions (Prims and Moore, 2017).
That is the reason why it is important to pay
attention to this type of bias and to make an effort
to find appropriate ways to prevent people from
being overconfident, as overconfidence might
adversely affect their judgement during
the decision-making process. The importance
of this issue is further strengthened by the fact
that experts are victims of overconfidence too,
as is pointed out by Dobelli (2013).

Overconfidence in relation to decision-making
and economics was probably used for the first
time by Adams and Adams (1960). Moore and
Healy’'s (2008) study divides it into three types.
The first type is called overestimation and refers
to situations when a person overestimates her or
his abilities. The next type of overconfidence
bias is named better-than-average
or overplacement. It is a person’s belief that she
or he is better than average. The last type
of overconfidence bias is overprecision. In this
case, a person’s confidence is expressed using
numbers, usually with unrealistic percentages or
intervals. Other used forms of overconfidence
(Herzet. al., 2014) are overoptimism (a tendency
to overestimate one’s chances of success) and
judgemental  overconfidence (a tendency
to overestimate the precision of information).

When studying this concept on subjects within
a company, then in the case of a company’s
founders, the overconfidence bias may influence
them when they evaluate their entrepreneurship
and their chances of successfully establishing
a company in a specific market segment (Zika
and Koblovsky, 2016). In the case of CEOs, their
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confidence may have a significant impact
on a company's operations, while they are also
in charge of both the decision-making
concerning everyday procedures and decisions
about the company's future development.
For example, acquisitions are usually carried out
by CEOs whose precision of judgement about
the value of an acquired company, and
especially about the value of its shares, might be
biased (Skala, 2008). Moreover, CEOs’
confidence is also closely related to confidence
of their employees (Zika and Koblovsky, 2016).
This systematic review is aimed at the
overconfidence bias in CEOs’ decision-making
within @ company. The main reason
for examining this specific area is the fact that
CEOs’ decision-making has a great influence not
only on the companies themselves, but also
ontheir products, services, employees,
procedures and other important factors.

1. METHODOLOGY

With regards to the issue under research
formulated in the end of Introduction, the
following research question was chosen:

How does the overconfidence bias affect CEOs
in companies?

The methodology chosen for answering this
research question was a systematic literature
review. A systematic review differs from
a classical narrative  review  through
a systematic, transparent and reproducible
process. Such an approach minimizes
differences in reviews through a detailed
literature search and a listing of used decisions
and procedures. The sources for the review are
recent academic articles written in English. The

exact time span set for the sources was between
2011 and 2017 (May). The articles were found
inthe following databases: EBSCOhost,
ResearchGate and Google Scholar according
to the combination of the following keywords
selected based on the research question:
‘overconfidence” AND “management” AND
‘CEO” AND “company” AND ‘“bias” NOT
“‘medicine” NOT “government” NOT “stock”. The
aim was to focus on sources about CEOs
of companies. Excluding the terms with NOT
was necessary for the elimination of sources
which would have been outside the scope of the
topic and would deserve its own research.

More accurately, the terms “medicine” and
‘government” were excluded because the
articles with these terms do not deal with
overconfidence in business or even economic
settings. The term “stock” is more problematic
because it might be helpful in finding articles
about overconfidence bias in business (mainly
its impact on managerial decisions affecting the
stock market). However, the vast majority
of these articles is focused on the role
of overconfident managers in the financial
crises, which is a slightly different and self-
contained topic.

Besides the keywords, a couple of other criteria
had been set for selecting the articles. Articles
that just mention the keywords but do not explain
the overconfidence bias further or just mention
the topic very briefly (meaning it is not their main
focus) were excluded. The same applies
for articles which focused on overconfidence
in areas other than business. The result of this
process was that 17 articles were used
to answer the research question (an overview is
contained in Tab.1).
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Tab. 1: Reviewed articles

Authors (year)

Topic

Methodology

Azouzi and Jarboui (2012)

Impact of overconfidence on dividend
policy (positive)

Empirical research — quantitative

Eichholtz and Yonder (2015)

Impact of overconfidence on investment
activities of CEOs (positive)

Empirical research — quantitative

Frese and Gielnik (2014)

Impact of overconfidence during
establishment of a new company

Literature review

Herz et al. (2014)

Connection between overconfidence and
innovation activity (mixed)

Empirical research — qualitative

Hirshleifer et al. (2012)

Connection between overconfidence and
innovation activity (positive)

Empirical research — quantitative

Chen et al. (2014)

Impact of overconfidence on R&D
expenditure (positive)

Empirical research — quantitative

Kausel et al. (2016)

Impact of overconfidence on personnel
selection

Empirical research — qualitative

Lee etal. (2017)

Differences in confidence between
company founders and professional CEOs

Empirical research — quantitative

Navis and Volkan (2016)

New opportunities followed by
overconfident managers are often not the
most suitable ones

Literature review

Malmendier and Tate (2015)

Overconfidence bias of CEOs

Empirical research — quantitative

Mohammadinasab and Rezaei
(2016)

Relationship between overconfidence and
dividend policy (not found)

Empirical research — quantitative

Robinson and Marino (2015)

People with higher confidence are more
likely to establish a new company and put
themselves in a leadership position

Empirical research — quantitative

Schrand and Zechman (2011)

Impact of overconfidence

Empirical research — quantitative

Simon and Shrader (2012) Overconfidence during the introduction of | Empirical research — quantitative
a new product
Yu, J. (2014) Hiring overconfident employees Literature review + algebraic

methods

Yu, CH.F. (2014)

Impact of overconfident management on
perceived value of a company

Literature review + algebraic
methods

Zika and Koblovsky (2016)

Impact of overconfidence by different
subjects in a company and impact on their
subordinates

Literature review

2. LITERATURE OVERVIEW
The literature review identified three areas
where the recent literature examines the
influence of overconfidence bias on CEOS’
decision-making: (i) dividend policy, (i)
innovation activities and (iii) human resource
management, especially recruitment.
Starting with dividend policy, there is no clear
evidence concerning the impact
of overconfidence. According to Schrand and
Zechman (2011), overconfident managers
underestimate risks, and therefore they set out

Source: Literature search by authors

too generous dividend policy at the expense
of reserves or investment. Azouzi and Jarboui
(2012) supported this claim in their research
of 100 companies in Tunisia which showed that
executives' overconfidence positively impacts
on their dividend policy. On the other hand, the
authors Malmendier and Tate (2015) claim that
management overconfidence correlates with the
decision to pay lower dividends. Another study -
by Mohammadinasab and Reazaei (2016) - did
not find that overconfidence bias had any
significant impact when it came to the decisions
about a company’s dividend policy. Therefore,
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the findings are mixed and it appears that there
are other factors affecting this relationship.

The literature distinguishes between two types
of overconfidence that have an impact
on company innovation activity: overoptimism
and judgemental overconfidence (as explained
in Introduction). According to Hirschleifer et. al.
(2012), managers who are overoptimistic about
the company's future look for innovation more
often, change the technological direction and
hold more patents. Contrastingly (Herz et al.,
2014), judgemental overconfidence has the
opposite effect and decreases innovation
activity. Herz et al. (2014) offer the conclusion
that the aggregate effect of overconfidence bias
on innovation depends on the dominant type
of overconfidence. However, as has been stated
in other publications (e.g. Hirschleifer et. al.,
2012; Schrand and Zechman, 2011; Eichholtz
and Yonder, 2015), most of the time the final
effect of overconfidence on innovation is
positive.

Therefore, the question is often raised whether
the overconfidence of managers can sometimes
be desirable due to its positive impact
on innovation. Reasoning in favour
of overconfidence is offered by Hirschleifer et. al.
(2012) - overconfident executive employees
tend to push for innovation more frequently and
are better at persuading investors to invest
in higher-risk projects, which can enable further
growth in innovative industries. A study by Yu
(2014) complements this theory by finding that
overconfident managers are sometimes
intentionally  hired in  highly competitive
industries to push for more R&D investment and
to gain a competitive edge. Similarly, Eichholtz
and Yonder (2015) found that overconfident
CEOs have a greater tendency to invest, leading
a company to gain more assets and total equity.
Although in their research Chen et. al. (2014)
concluded that a relationship between CEOs'
overconfidence and a significant increase
in R&D spending does exist, the positive impact
of overconfidence on the value of a company
in the long term was not found. Navis and Volkan
(2016) support this by claiming that innovation
opportunites  which are  pursued due
to overconfidence are not usually the most
suitable ones.

One specific type of innovation which is
important to consider in this topic is the
introduction of a new product to the market
(Simon and Schrader, 2012). A study by these
authors, examining 55 small companies, showed
that the more innovative and resource-intensive
a new product is, the greater the company
managers' optimism and confidence of success.
It connected overoptimism with entry to a hostile
market (with a large amount of competition which
endangers successful entry and the sales of the
product in a new market). The acquisition
of confidence and optimism leads managers
to push for successful entry into new markets.
One reference study (Frese and Gielnik, 2014)
argues that even though overconfidence may
lead to successful entry into a new market, this
entry has (mainly in its later stages) lower
chances of survival and moreover causes the
company to remain in an unsuccessful market
for an excessive amount of time.

The impact of overconfidence on human
resource management is already seen during
the recruitment stage. Although this area has not
yet been researched thoroughly, Kausel et. al.
(2016) argue for the existence of this effect and
its possible negative impact when assessing an
employee’s performance in a job interview. It is
supposed to depend on whether an interview is
structured — the lower structuralization of a job
interview adversely affects the assessment due
to the overconfidence bias. According to the
authors, this topic has not been previously
researched and none of the articles which were
found expand upon this issue. Another human
resource management decision that can be
subject to the overconfidence bias is choosing
who will be responsible for leading a company.
A study by Lee et al. (2017) deals with the choice
of whether the leadership of a company should
remain in the hands of its founder or whether it
should be allocated to a professional manager.
According to the researchers, company founders
are more susceptible to overconfidence bias
than professional managers. Therefore, the
founders are more disposed towards optimism
which may affect the company's entire strategy,
its investors and employees. On top of that, the
manager influences the confidence of his
subordinates (Zika and Koblovsky, 2016). If
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a manager is too confident, it may motivate his
subordinates on the one hand, but on the other,
it may lead them to overestimate their abilities.

Some researchers have also been interested
in the question why overconfident people are
often to be found amongst a company's
executive staff. According to Yu (2014a), in the
short term an overconfident CEO may improve
the employees’ perceived value of a company,
as well as its market value. It has also been
shown that overconfident people establish their
own businesses more often and put themselves
in charge of companies (Robinson and Marino,
2015). Another reason may be the
aforementioned dedication to innovation.
Nonetheless, the perceived short-term success
in each aspect is mainly caused by a common
trait amongst overconfident CEOs - greatly
underestimating the risks. This underestimation
may lead to company bankruptcy or even
greater economic problems (Yu, 2014b), and
therefore  suggests it is irresponsible
to deliberately employ overconfident managers.

3. DISCUSSION

The main advice for the management
of a company stemming from this review
of overconfidence, is to analyse the risks and
impartially compare the various alternatives
before making a decision. For making more
unbiased decisions, it is recommended to use
structured and more objective methods,
for instance, structured interviews for hiring new
employees (Kausel et al., 2016). However,
despite  the fact that the impact
of overconfidence bias on people within
companies has been demonstrated, further
research is necessary to improve our
understanding of this phenomenon and its
possible prevention.

This review is only aimed at a few of the
numerous areas  where the  effect
of overconfidence occurs. In order to clarify the
influence of overconfidence bias on CEOs, it
would be appropriate to focus on diverse factors
which could cause the overconfidence bias
on CEOs to have different levels of impact
intensity. Different researchers who have
examined the influence of  personal
characteristics on overconfidence, for example,

Mishra and Metilda (2015), have discovered that
men are more overconfident than women and
overconfidence also increase with the level
of education and with the individual’s growth in
investment experience. The influence of gender
on overconfidence bias also appeared in the
research of Singh et al. (2016) who showed that
investment decision-making is not as completely
rational as is generally assumed, and instead it
is affected by a great number of biases including
overconfidence bias.

As mentioned earlier (Mishra and Metilda, 2015),
education is also an important factor. The
connection between education and
overconfidence was studied by Margolin (2014)
who looked at the individual's area of study
as well as their level of education. Margolin also
called for further research into this area as it has
not yet received sufficient attention.
Furthermore, there might be a connection
between various types of overconfidence and
how old an individual is, as was observed
by Prims and Moore (2017). However, their
findings do not show any obvious connection
between the age of a person and his or her
tendency to overestimate or overvalue. The
study at least proves that in some cases
judgemental precision may worsen with age,
although the authors recommend further
research in this area.

It seems highly probable that there is a great
number of different factors that might be
connected to people's tendency to be affected by
overconfidence, and which have still not been
researched. For example, social background
and family position (including the number
of siblings or children) might be one of them.
Additionally, company-level factors (size,
organizational culture, market sector, etc.) might
yield interesting insights. Moreover, there is
always the question of the existence of the
influence of a broader national culture on CEOs’
tendency to be biased by overconfidence.
Finally, aspects of decisions themselves
probably affect overconfidence, as the bias
might change with the financial stakes,
importance, time and the attention dedicated
to decision-making and other factors.

The limitations of this article stem from the
methodology chosen - the key words used and
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the search through a limited number
of databases. In particular, the exclusion of a key
word “stock” might reduce the number of studies
related to the topic of dividend policy and related
issues. Another limitation was the focus
on studies written in English.

CONCLUSION
The goal of this article was to review the recent
literature on the topic of the cognitive bias
of overconfidence, specifically in the case
of CEOs. In the literature review, three main
areas of decision making were identified. The
first one was the influence of CEOs’
overconfidence on dividend policy, the second
was innovative processes within a company,
while the third was human resource
management. While there is no unequivocal
support for the effects on these relationships (the
opinions of the authors differed or there were not
enough sources to confirm the hypothesis), the
relationship between CEQs’ overconfidence and
the mentioned research areas was firmly
supported. In the discussion, the article reflected
other possible approaches to this topic and
proposed various agendas for further research.
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CLOUD COMPUTING: VYVOJ A SOUCASNY STAV
CLOUD COMPUTING: EVOLUTION AND CURRENT STATE

Vaclav Sova Martinovsky'
"Ing. Vaclav Sova Martinovsky, ZapadoCeska univerzita v Plzni, Fakulta ekonomicka, martv@kpm.zcu.cz

Abstract: This article introduces the area of cloud computing with emphasis on businesses and
organizations. It includes research of published papers on topic of cloud computing based
on metaanalysis and SLR. Summary of relevant advantages both from the user and provider perspective
was assembled as well as a list of barriers to even broader adoption of the cloud computing technology.
Three databases (EBSCO, ProQuest and Web of Science) were used as a source of data for the literature
review phase. An analysis of the number of articles dealing with the cloud computing top has been carried
out to date. The annual number of publications is compared to the size of the cloud computing market.
Frequency analysis at a keyword level was performed in the 25,000-records dataset gathered from the
WoS database. This analysis was conducted over the entire monitored period, and only for 2017,
to capture the latest trends. There were identified the most frequently used key words in publications
about cloud computing: virtualization, security, big data, mobile cloud computing and internet of things.
For each of these keywords, a brief summary is given based on the literature search, with an emphasis
on the outlook for the future and market position.

Keywords: Big data, cloud computing; cloud security, mobile cloud computing, internet of things

JEL Classification: M15, 014, 033

uvob
Cloud computing (zkracené také cloud) se stal 1. METODOLOGIE A CiL
za posledni dvé dekady jednim z nejvice

sklofovanym pojmem v oblasti informacnich
technologii. Jeho vliv v8ak jiz davno pfesahl
hranice oboru a pronikl do zivota béznych lidi
ido firem po celém svété. Cloud umoziuje
organizacim i spotfebitelim vyuZivat pres
internet vzdalené vypocetni zdroje (vykon,
ulozisté, ...) nebo dokonce celé aplikace
za pfiznivych cenovych podminek a platbou
za skuteCné spotfebované zdroje. (Armbrust et
al., 2009)

Diky cloudu mohou organizace efektivngji fidit
své IT zdroje, dynamicky reagovat na ménici se
trh a také nabizet produkty Ci sluzby, které by
byly dfive nemyslitelné. Rada novych (zejména
startupovych) firem by bez cloudu ani nevznikla.
Cloud je nyni globalnim  byznysem
s odhadovanou velikosti 90 miliard dolart v roce
2016 a setrvalym tempem rustu o vice nez 30 %
roéné (MarketLine, 2016)

Ugelem nasledujiciho  vyzkumného Setfeni
realizovaného ~ pomoci  metaanalyzy je
zmapovani  vyskytu pojm0  souvisejicich
s tematem cloud computingu ve vybranych
zdrojich.

O oblasti cloud computingu existuje velké
mnozstvi publikaci. Prozkoumat veskeré z nich
je vzhledem k rozsahlosti nepraktické a pfili§
nakladné. Identické problémy nastavaji pfi
pokusu o provedeni komplexniho pfehledu
literatury na dané téma. Pro ucely tohoto ¢lanku
bude vychazeno pfi vyhledavani publikaci
0 cloud computingu z metody SLR (Systematic
Literature Review), ktera pomaha prozkoumat
literaturu transparentnim a jasnym zptsobem.
Jako zdroj odbornych publikaci budou vyuZity
databédze Ebsco, ProQuest a Web of Science,
pficemZz vyhledavani bylo omezeno pouze
na publikace psané v angli¢tiné. Prohledavani
probéhlo od srpna do zafi 2017.
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2. CLOUD COMPUTING

Pojem cloud computing byl v akademickem
svété pouzit poprvé pred 20 lety (Chellappa,
1997), av8ak nejvétSiho rozmachu se mu
dostava teprve v posledni dekadé. Pfi pohledu
na presnou definici cloudu se jednotlivi autofi
mirné liSi, Ize vSak nalézt vSeobecnou shodu
vtéchto zakladnich charakteristikach: (Etro,
2011; Vaquero, Rodero-Merino, Caceres,
& Lindner, 2008)

e UZivatelska pfivétivost,

e virtualizace,

e dostupnost po internetu,

e Skalovatelnost a optimalizace zdrojd,
e platba dle skutecné vyuzitych zdrojl.

Autofi z Vysoké Skoly ekonomické navrhli
nasledujici definici: ,Cloud Computing zahrnuje
dodavku virtualizovanych IT zdroji jako sluzby
pfes interet. Sluzby Cloud Computingu jsou
dostupné  Skalovatelnym a  bezpeCnym
zplsobem ze vzdalenych datovych center a jsou
placeny podle spotfeby (pay-as-you-use).
Sluzby jsou kategorizovany jako SaaS, PaaS,
laaS.” (Feuerlicht, Burkon, & Sebesta, 2011)

Jak uvadi vySe uvedena definice, cloud mize
obvykle poskytovat tfi zakladni typy sluzeb:
(Chang, Abu-Amara, & Sanford, 2010):

e laaS (Infrastructure as a Service) —
pronajem virtualizované infrastruktury
(tedy ekvivalent béznych serverl
a sitovych prvk);

e PaaS (Platform as a Service) -

pronajem vyvojového prostfedi
pro podporu vyvoje a béhu cloudovych
aplikaci;

e SaaS (Software as a Service) -
pronajem kompletni aplikace z cloudu

(Google Docs, Office 365, Google
Mail,...).

Dle vystupu (MarketLine, 2016) o globalnim trhu
s cloudem je mezi firmami nejpopularnési
Software as a Service s 59% podilem. To je
pochopitelny vysledek, nebot SaaS je ze své
ktefi nemusi disponovat vysokymi odbornymi
znalostmi. Typy sluzeb laaS a PaaS na rozdil
od SaaS nejsou ur€eny primarné pro koncové
uzivatele, ale zejména pro systémové inzenyry
a dodavatele, ktefi na jejich zakladech teprve
stavi cloudové aplikace.

2.1 Ekonomické
a bariéry

Jak bylo zminéno v tvodu, cloudové technologie
maji diky své povaze a mnoha moznostech
vyuziti fadu pfesahd do jinych obord.
Z ekonomického  pohledu jsou  zajimavé
zejména publikace od Federica Etra (Etro, 2009,
2011), ktery se zabyva dopady cloudu do mikro
i makroekonomie.
Nésledujici tabulka €. 1 shrnuje nejCastéji
zminované vyhody cloudu z pozice firem
(uzivatell cloudu). NejéastéjSim argumentem
pro vyuziti cloudu jsou nizké investiéni naklady.
Diky platbé pouze za spotfebované zdroje
odpadé nutnost vynakladat pocateéni investice
za nakup hardwaru a technologii. Jedna se tak
opfeménu  kapitalovych  vydaju  (CapEx)
na provozni (OpEx). Podniky, které chtéji zacit
podnikat s vyuzitim cloudu, tak nemusi
disponovat pfili§ vysokou zésobou kapitalu.
(Armbrust et al., 2009)
Dalsi ¢asto zmifiovanou vyhodou je snadna
Skalovatelnost (moznost flexibilné navySovat
potfebné zdroje), coz mohou ocenit zejména
start-upové firmy, které dopfedu nedokazi
odhadnout poptavku po svych sluzbach.

dopady,  vyhody
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Tab. 1: Vyhody cloudu z pozice firmy-uZivatele

Dojem neomezenosti vypocetnich
zdroju

(Armbrust et al., 2009)

Snadna Skalovatelnost, flexibilita

(Hogan, 2008) (Armbrust et al., 2009) (Zhang, Cheng, & Boutaba,
2010) (Marston, Li, Bandyopadhyay, Zhang, & Ghalsasi, 2011)
(Christauskas & Miseviciene, 2012)

Platba za skute¢né vyuzité zdroje

(Armbrust et al., 2009) (Marks & Lozano, 2010) (Zhang et al., 2010)
(Zaslavsky, Perera, & Georgakopoulos, 2013)

NiZ&i investi¢ni néklady na pofizeni,
snizeni bariéry vstupu na trh daného
odvétvi

(Hogan, 2008) (Armbrust et al., 2009) (Etro, 2009) (Zhang et al.,
2010) (Marston et al., 2011) (Laverty, Morris, Wood, & Turchek,
2014) (MareSova & Plzova, 2014)

Snadny pfistup pres internet

(Linthicum, 2009) (Zhang et al., 2010) (Christauskas & Miseviciene,
2012)

Snizeni rizika vypadku (transfer rizika
na poskytovatele)

(Zhang et al., 2010) (Zaslavsky et al., 2013)

SnadnéjSi moznost inovovat a
nabidnout zcela nové produkty Ci
sluzby pro zakazniky

(Linthicum, 2009) (Marks & Lozano, 2010) (Marston et al., 2011)

Vly83i bezpe€nost

(Christauskas & Miseviciene, 2012) (Laverty et al., 2014)

Tabulka €. 2 shrnuje nékteré vyhody pro firmy,
které se zabyvaji poskytovanim cloudovych
sluzeb. Poskytovatele konvencnich sluzeb trapi
fakt, Ze museji své technologie naddimenzovat
pro pokryti Spicek, které se mohou objevit. To
vede k tomu, ze vétSinu Casu je Cast vykonu
serveru nevyuzita. Harms & Yamartino (2010)
uvadi, ze je nevyuZito dokonce 90 az 95 % z jeho
celkove kapacity. Cloudova feSeni jsou zalozena

Zdroj: vlastni zpracovani

na faktu, Zze na jednom misté dochazi
ke koncentraci velkého mnozZstvi zakaznikl
s riznorodymi potfebami. Dochazi k agregaci
zatéZe (napf. zatimco aplikace pro vysilani
konferenci bude mit Spi¢ku pres den, aplikace
pro vysilani filmd naopak veder; ucetni firmy
budou generovat nejvétsi zatéz pred darovym
pfiznanim, kdezto elektronické  obchody
pfed Vanoci).

Tab. 2: Vyhody cloudu z pozice firmy-poskytovatele

Uspory z rozsahu diky vystavbé
velkych datacenter

(Armbrust et al., 2009) (Laverty et al., 2014) (Harms & Yamartino,
2010)

LepSi vyuziti kapacity technologii diky
smiSené zatézi riznych sluzeb

(Armbrust et al., 2009) (Marks & Lozano, 2010) (Zhang et al., 2010)
(Zaslavsky et al., 2013) (Laverty et al., 2014) (Martinovsky, 2016)

Snizeni nakladl na préaci

(Laverty et al., 2014)

S nasazenim cloudového feSeni je znama také
cela fada bariér, kterd brani vétSimu rozsifeni

Tab. 3: Obavy ¢i bariéry nasazeni cloudu

Zdroj: vlastni zpracovani

cloudovych sluzeb. Tabulka €. 3 shrnuje nejvice
frekventované.

Bezpecnostni obavy

Akbari, 2013) (Jelonek & Wystocka, 2014) (Veber, 2013)
Feuerlicht et al., 2011)

NedostateCna dostupnost sluzeb

Akbari, 2013) (Jelonek & Wystocka, 2014)

—_

Zavislost na konkrétnim dodavateli,
ztrata kontroly

Akbari, 2013) (Veber, 2013) (Feuerlicht et al., 2011)

ZvySeni nakladu

(Jelonek & Wystocka, 2014) (Veber, 2013)

2.2 Analyza publikaci
Pro ziskani zakladniho pfehledu o trendu pouZiti
daného pojmu byl zvolen jako prvni krok

Zdroj: vlastni zpracovani

vyhledani publikaci, které obsahuji slovni
spojeni ,cloud computing® v nazvu (titulku).
Zaznamy byly filtrovany po jednotlivych letech,
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pficemz prvni vyskyt se objevil az v roce 2007.
Pro ziskani dat byly vyuzity databaze Ebsco,
ProQuest a Web of Science.

Obr. 1: Pocet publikaci obsahuijici ve svém nazvu cloud computing

16000

14000

12000

10000

8000

6000

4000

Kumulovany pocet publikaci

2000

1969

3 1151

2008

0

2007 2009 2010

Ebsco ® ProQuest

Z grafu na obr. 1 je az do roku 2015 viditelny
jasné rostouci trend. PrestoZze v roce 2016
nastal pokles poctu publikaci, stale se jedna
0 aktualni téma, kterému je nadale vénovana
pozornost i v akademické sféfe. Obr. 2
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Zdroj: vlastni zpracovani

zachycuje srovnani s realnym nasazenim cloudu
podle vysledki studie (MarketLine, 2016)
zaroky 2012 az 2016. Je patrné, ze zatimco
pocet védeckych publikaci byl na vrcholu v roce
2015, velikost globalniho trhu stale roste.

Obr. 2: Srovnani velikosti globalniho trhu s cloudem a poétem védeckych publikaci
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Dil¢im cilem bylo identifikovat, které témata se
nejCastéji objevuji v publikacich spolecné
s oblasti cloud computingu. Pro bliz§i analyzu
nejpouzivangjSich klicovych slov byl pouzit
export publikaci obsahuijici slovni spojeni ,cloud
computing“ v nazvu, abstraktu nebo klicovych
slovech. Byla vyuZita databaze Web of Science,
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Védecké publikace (pocet)

2015 2016

Védecké publikace (pocet)

Zdroj: vlastni zpracovani

ktera jako jedina z pouZzitych nabizi hromadny
export po 500 zaznamech. Celkem bylo
analyzovano 25 402 zaznamu.

Ze zaznamU exportovanych z Web of Science
byl sestaven jeden soubor a z néj extrahovan
sloupec s kliCovymi slovy. Na ten byla
aplikovana frekvenCni analyza na Urovni
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slovnich spojeni tvorici jedno kliové slovo (tedy
napf. ,mobile cloud computing” jsme povazovali
za jedno slovni spojeni). Z vysledki bylo
vynechano slovni spojeni ,cloud computing®.

frekventovanych slovnich spojeni a relativni
cetnost vyskytu slovniho spojeni v klicovych
slovech u sledovanych publikaci. V levé Casti
nalezneme vysledky za vSechny zéznamy,

Tabulka 6. 4

zachycuje

pét nejvice

v pravé pak pouze za rok 2017.

Tab. 4: Analyza vyskytu slov v nazvech publikaci obsahuijici cloud computing

Cely rozsah zaznamu Pouze rok 2017
Klicové slovo Relativni ¢etnost | Klicové slovo Relativni ¢etnost
virtualization 3,9 % big data 4,5 %
security 3.7 % virtualization 3,4 %
big data 31 % mobile cloud computing 3,4 %
mobile cloud computing 25% security 3,0 %
cloud 2,4 % internet of things 2,4 %

Z vystupll je patrné, Zze v roce 2017 byl
zaznamenan narist u kliovych slov ,big data*
(z 3,1 % na 4,5 %) a ,mobile cloud computing*
(22,5 % na 3,4 %). Naopak mirny pokles jsme
zjistili u tématu virtualizace (z 3,9 % na 3,4 %)
a bezpecnosti (z 3,7 % na 3,0 %). Divodem
tohoto poklesu muze byt fakt, Ze jsou tato témata
podrobné popsana a védci se zaméfuji na nové

vivs

Mezi nejcastéji pouzivanymi kliCovymi slovy se
nové objevuje oblast internetu véci (Internet
of Things).

2.3 Internet of things, big data

Pojem internet véci (loT) se stale Castéji
objevuje v souvislostech s koncepty jako chytra
domacnost, chytré mésto. Zakladni myslenkou
loT je, Ze budeme obklopeni Sirokou $kélou véci
nebo objektt (RFID tagy, senzory, mobilni
telefony, ...), které jsou v néjaké formé pfipojeny
do sité (at uz internetové, nebo jiné) a jsou
schopny spolu navzajem komunikovat. (Giusto,
lera, Morabito, & Atzori, 2010)

Prvky zapojené do loT generuji velké mnozstvi
dat, které je tfeba nékam prepravit, ulozit
azpracovat. Nejsou ale jediné. Nedavny
rozmach socidlnich siti a multimedialniho
obsahu zpusobil, ze objem dat roste
exponencidlnim tempem. Big data Ize
charakterizovat tfemi aspekty: (a) objem dat
naristd  exponencialngé, (b) data jsou
nestrukturovana, rdznorodd a nelze je
jednoznacné kategorizovat; (c) data jsou

Zdroj: vlastni zpracovani

generovana rychle a je Casto nutné je okamZité
zpracovat. (Aldana, 2017)

Jak uvadi (Hashem et al., 2015), internet véci,
big data a cloud computing jsou velmi Uzce
propojené oblasti. Ukladani velkého objemu dat
vyzaduje snadno $kalovatelné systémy a jejich
zpracovani se diky velkému rozsahu neobejde
bez urité formy paralelismu. To vSe velmi
snadno zajistuje cloud computing.

U obou obor je ocekévan velky rist. Nedavna
studie IDC uvadi, ze trh s big data poroste z 130
miliard dolard v roce 2016 na 203 miliard v roce
2020. Boston Consulting Group odhaduje u loT
setrvaly rlst ve vysi 20 %, pfiCemz velikost trhu
vzroste z 69 miliard USD v roce 2015 na 267
miliard USD v roce 2020. (Hunke, RiRmann,
Schmieg, Bhatia, & Kalra, 2017; IDC, 2016)

2.4 Mobile cloud computing

Chytré telefony a dal$i mobilni zafizeni (tablety
apod.) jsou stale popularnéjsi a tvofi jiz
neodmyslitelnou soucast kazdodenniho Zivota
uvelké casti populace. Tato zafizeni vSak
disponuji omezenymi zdroji (kapacita baterie,
ulozisté¢ a rychlost pfenosu dat), coz brzdi
zvySeni  kvality  sluzeb.  Vyuziti  cloudu
v mobilnich zafizenich se tak jevi jako logicky
krok, kterym Ize outsourcovat vypocetné
naro¢né ulohy do cloudu (coz vede ke snizeni
spotfeby; navic neni nutné, aby koncové
zafizeni  disponovalo  velkym  vykonem)
a zpfistupnit datové Ulozisté, které neni
omezeno kapacitou konkrétniho zafizeni. (Dinh,
Lee, Niyato, & Wang, 2013)
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Autofi (Khan, Othman, Ahmad Madani, & Khan,
2014) definuji mobile cloud computing jako
Lpropojeni  technologie  cloud  computingu
s mobilnimi zafizenimi.“ Jako dlleZity aspekt
zminuji, ze ackoliv se cloud jiz relativné bézné
pouziva pro outsourcing vypoCetniho vykonu
a ukladani dat, pro mobilni vyuziti nemusi byt
bézné pouzivané techniky vhodné vzhledem
k omezenym zdrojum (baterie zafizeni, rychlost

pfenosu dat). VétSina souCasnych aplikaci
pro mobilni zafizeni pracuje pouze lokalné a jen
mélo z nich vyuziva vybrané cloudové
technologie. Pfi navrhu téchto aplikaci je tak
tfeba mit na paméti specifika mobilnich zafizeni.
Tabulka €. 5 shrnuje z&kladni rozdily.

Tab. 5: Srovnani cloud computingu s mobile cloud computingem

Problém / otazka Cloud Mobile cloud
computing computing

Energeticka naroCnost NefeSi Resi
Néklady na prenos dat NefeSi Resi
Sitové pfipojeni NefeSi Resi
Mobilita Nefesi Resi
Povédomi o kontextu, ve kterém se zafizeni Nefesi Resi
nachazi

Povédomi o geografické poloze NefeSi Resi
Bezpeénost Resi Resi

S dal§im rGstem vyuZivani mobilnich zafizeni
Ize oCekavat, ze bude nadéale stoupat vyznam
cloud computingu.

2.5 Security

Otéazka bezpecnosti nejen cloudovych feSenich
je C¢im dal diskutovanéjSim tématem. Nedavny
prizkum British Telecomu (BT) mezi osobami
zodpovédnymi za rozhodovani o nakupu
technologii (decision makers) v organizacich
ukazal, ze 49 % z nich je ,velmi nebo extrémné
zneklidnéno® bezpecnosti cloud computingu. To
poukazuje na narlst o 39 % oproti identickému
pruzkumu v roce 2012. Z téhoz prizkumu plyne,
Ze ffi Ctvrtiny respondentl povaZuje bezpeénost
za dUlezity aspekt a celych 41 % se domniva, Ze
cloudové sluzby nejsou bezpecné. (Lonergan,
2015)

Pfesto je vSak neustale dokazovano, Ze cloud je
Casto bezpeCnéjSi nez klasicka ,on premise*
feSeni, pfi kterych si firma spravuje vlastni
infrastrukturu. DlOvodem je, Ze poskytovatel
cloudu ma zpravidla vlastni bezpecnostni
architekty a tym specialistd, ktefi se staraji
vyhradné o bezpecnost. Maloktera firma (zvlasté
v sektoru SME) si mize obdobnou pozici dovolit
zfidit.

Zprava z roku 2016 od Cloud Security Alliance
na druhou stranu uvadi, Ze riziko cloudu spociva

Zdroj: (Khan et al., 2014)

v tom, Ze jedina bezpe€nostni chyba muze
ovlivnit stovky az tisice zakazniku; tedy rozsah
pfipadnych Skod je mnohem Vé&tSi. (Leap
consulting, 2017)

Vzhledem ke stale rostoucim obavam
0 bezpeCnost Ize oCekavat, Ze toto téma
pfedstavuje velkou vyzvu k pfekonani, zejména
pro poskytovatele cloudovych sluzeb.

ZAVER

Cloud computing je relativné nova a stéle se
rozvijejici oblast. Teprve v nékolika poslednich
letech se docCkava SirSiho nasazeni napfi¢
firmami i domacnostmi. UZivatelim pfinasi fadu
benefitu, at uz ve formé financnich & Casovych
uspor, zvySené bezpecnosti a pohodli nebo
moznosti  uzivani zcela novych sluZeb.
Na druhou stranu méa pfed sebou stale fadu
vyzev, zejména v oblasti bezpeénosti, kde Celi
velkym obavam ze strany uzivatelt. Ti se boji
zejména o bezpec€nost a dostupnost svych dat,
velmi Casto je citlivym tématem, Ze data nejsou
pod fyzickou kontrolou uzivatele.

Vzhledem ke stéle rostoucimu trhu je vSak trend
jasny. Poskytovatelé cloudu se budou snaZit
zmirnit € zcela odstranit bariéry (zejména
v otazkach bezpecnosti), které zatim brani
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SirSimu rozSifeni. Jak se jim to bude dafit, ukaze
az cas.

Se stale se zlepSujicim vysokorychlostnim
pfipojenim pres sité Ctvrté generace bude
velkym tématem vyuziti cloudu v mobilnich
zafizenich. Velky nérust slibuje také oblast
internetu véci a s nim souvisejici fenomén big
data. Obé oblasti jsou Uzce spjaty s cloud
computingem a Ize tedy oCekavat, ze porostou
spole¢né.

Grantova podpora

Tento clanek byl vytvofen s podporou projektu
SGS-2016-057 Current trends in the management
of organisations and in entrepreneurship solved
na Fakulté ekonomické ZCU v Plzni.

ZDROJE

Akbari, M. (2013). Cloud Computing
Adoption for SMEs: Challenges, Barriers and
Outcomes. Dublin Institute of Technology.

Aldana, J. F. (2017). Big Data. New
approaches of modelling and management.
Computer Standards & Interfaces. 54, 61-63.

Armbrust, M., Fox, A., Griffith, R., Joseph, A.
D., Katz, R. H., Konwinski, A., & Zaharia, M.
(2009). Above the Clouds: A Berkeley View of
Cloud Computing. Retrieved from:
<http://lwww2.eecs.berkeley.edu/Pubs/TechRpt
s/2009/EECS-2009-28.html>.

Dinh, H. T., Lee, C., Niyato, D., & Wang, P.
(2013). A survey of mobile cloud computing:
architecture, applications, and approaches.
Wireless ~ Communications and  Mobile
Computing. 13(18), 1587-1611.

Etro, F. (2009). The Economic Impact of
Cloud Computing on Business Creation,
Employment and Output in Europe. An
application of the Endogenous Market
Structures Approach to a GPT innovation.
Review of Business and Economic Literature.
LIV(2), 179-208.

Etro, F. (2011). The Economics of Cloud
Computing. The IUP Journal of Managerial
Economics. IX(2), 7-22.

Feuerlicht, G., Burkon, L., & Sebesta, M.
(2011). Cloud Computing Adoption: What are
the Issues? Casopis Systémové Integrace.
18(2), 187-192.

Giusto, D., lera, A., Morabito, G., & Atzori, L.
(2010). The Internet of Things: 20th Tyrrhenian
Workshop on Digital Communications. Vasa.
https://doi.org/10.1007/978-1-4419-1674-7.

Harms, R., & Yamartino, M. (2010). The
Economics of the Cloud. Redmond, WA, USA.
Retrieved from:
<http://www.microsoft.com/presspass/presskits/
cloud/docs/The-Economics-of-the-Cloud.pdf>.

Hashem, I. A. T., Yaqoob, I., Anuar, N. B.,
Mokhtar, S., Gani, A., & Ullah Khan, S. (2015).
The rise of “big data” on cloud computing:
Review and open research issues. Information
Systems, 47, 98-115.

Hogan, M. (2008). Cloud Computing &
Databases: How databases can meet the
demands of cloud computing. Retrieved from:
<ftp://ftp.cs.sjtu.edu.cn:990/lu-
cjldbsc/CloudComputingDaaS.pdf>.

Hunke, N., RuBmann, M., Schmieg, F.,
Bhatia, A., & Kalra, N. (2017). Winning in loT: It's
All About the Business Processes. Retrieved
from:
<https://lwww.bcgperspectives.com/content/artic
les/hardware-software-energy-environment-
winning-in-iot-all-about-winning-processes/>.

Chang, W. Y., Abu-Amara, H., & Sanford, J.
F. (2010). Transforming Enterprise Cloud
Services. Dordrecht: Springer Netherlands.

Chellappa, R. (1997). Intermediaries in
cloud-computing: A new computing paradigm. In
INFORMS Annual Meeting, Dallas. Retrieved
from:
<http://meetings2.informs.org/Dallas97/TALKS/
MD19.html>.

Christauskas, C., & Miseviciene, R. (2012).
Cloud - Computing Based Accounting for Small
to Medium Sized Business. INZINERINE
EKONOMIKA-ENGINEERING ~ ECONOMICS,
23(1), 14-21.

IDC. (2016). Worldwide Semiannual Big Data
and Analytics Spending Guide. Retrieved from:
<https://lwww.idc.com/getdoc.jsp?containerld=p
rUS41826116>.

Jelonek, D., & Wystocka, E. (2014). Barriers
to the development of cloud computing adoption
and usage in SMEs in Poland. Advances in
Information Science and Applications. 1, 128-
133.

Trendy v podnikani - Business Trends 2017/2 16



Trendy v podnikani, roc¢. 7, &islo 2, s. 10-17, 2017.

Business Trends, vol.7, no. 2, p. 10-17, 2017.

Khan, A. ur R., Othman, M., Ahmad Madani,
S., & Khan, S. (2014). A Survey of Mobile Cloud
Computing ~ Application ~ Models.  IEEE
Communications Surveys & Tutorials. 16, 393—
413.

Laverty, J. P., Morris, R., Wood, D. F., &
Turchek, J. (2014). Micro and Macro Economic
Analysis of Cloud Computing.

Leap consulting. (2017). A Guide to Cloud
Security vs. On-Premise Security.

Linthicum, D. S. (2009). Cloud Computing
and SOA Convergence in Your Enterprise: A
Step-by-Step Guide. Addison-Wesley
Professional.

Lonergan, K. (2015). From emotional to
rational — is it time to rethink how we deal with
the dreaded APT?

MareSova, P., & Plzova, K. (2014).
Application of the Cost Benefit Analysis Method
in Cloud Computing in the Czech Republic.
Procedia - Social and Behavioral Sciences. 109,
674-678.

MarketLine. (2016). Cloud Computing
Industry Profile: Global. 1-36. Retrieved from:
<http://search.ebscohost.com/login.aspx?direct
=true&db=bth&AN=121615891&lang=cs&site=e
host-live>.

Marks, E. A., & Lozano, B. (2010).
Executive’s Guide to Cloud Computing. Wiley
Publishing.

Marston, S., Li, Z., Bandyopadhyay, S.,
Zhang, J., & Ghalsasi, A. (2011). Cloud
Computing - The Business Perspective. Decis.
Support Syst. 51(1), 176-189.

Martinovsky, V. S. (2016). Economic aspects
of the use of cloud computing. In Proceedings of
the 28th International Business Information
Management Association Conference - Vision
2020: Innovation Management, Development
Sustainability, and Competitive ~Economic
Growth 2390-2398.

Vaquero, L. M., Rodero-Merino, L., Caceres,
J., & Lindner, M. (2008). A Break in the Clouds:
Towards a Cloud Definition. SIGCOMM Comput.
Commun. Rev. 39(1), 50-55.

Veber, J. (2013). Sluzby cloud computing v
Ceské republice. Vlysoka kola ekonomicka v
Praze.

Zaslavsky, A,  Perera, C, &
Georgakopoulos, D. (2013). Sensing as a
Service and Big Data. Retrieved from:
<http://arxiv.org/abs/1301.0159>.

Zhang, Q., Cheng, L., & Boutaba, R. (2010).
Cloud computing: state-of-the-art and research
challenges. Journal of Internet Services and
Applications. 1(1), 7-18.

Trendy v podnikani - Business Trends 2017/2 17



Trendy v podnikani, roc¢. 7, Cislo 2, s. 18-27, 2017.
Business Trends, vol.7, no. 2, p. 18-27, 2017.

BUSINESS INTELLIGENCE A JEHO VYUZITi PRI RiZENi MSP
BUSINESS INTELLIGENCE AND ITS APPLICATION IN THE
MANAGEMENT OF SME

Marta Noskova'
"Ing. Marta Noskova, Zapadoceska univerzita v Plzni, Fakulta ekonomicka, mnosk@kpm.zcu.cz

Abstract: The article discusses the attitude of selected small and medium-sized enterprises towards
Business Intelligence Systems. Business Intelligence System can draw data from a variety of internal and
external sources (mostly from enterprise information systems) and automatically obtain and analyse data
about specific facts and provide information to help with decision making of management on specific
issues. The goal of the article is to provide an overview of the opinions and acquaintance of Business
Intelligence Systems among selected group of Small and Medium-Sized Enterprises in the Czech
Republic (mainly from primary and secondary sector), to find out the barriers to its implementation and
vice versa the level of Business Intelligence utilization by those who have already implemented it. The
article briefly introduces Business Intelligence concept and its potential to improve performance and
management of an enterprise. Then a questionnaire survey is presented as well as its methodology and
also the results. The results revealed that the Business Intelligence Systems are not too widespread
or familiar among the selected group of Small and Medium-Sized Enterprises. The research also shows
a rather negative attitude towards its implementation. Businesses are used to their way of processing
information and do not see significant benefits in Business Intelligence implementation. In addition, they
do not have enough money to carry out this implementation. On the other hand, those businesses that
have already implemented Business Intelligence are satisfied. It is clear, therefore, that most Small and
Medium-Sized enterprises will not be interested in implementing Business Intelligence themselves and
will not benefit from it, which for those who does means a potential competitive advantage.

Keywords: Business Intelligence, Bl, Small and Medium-Sized Enterprises, Management

JEL Classification: M15

uvob
Prace s velkym mnoZzstvim dat a informaci neni
dnes vysadou jen velkych podnikd, ale i malé
astfedni podniky (MSP) se musi umét
orientovat v obrovském mnozstvi dat z internich
i externich zdroju. Spravna orientace v datech a
ziskani informaci je dulezita pro kazdodenni
rozhodovani managementu podniku. Zdrojem
téchto informaci jsou &asto rGzné podnikové
informacéni systémy, jako napf. ERP (systém
pro planovani  podnikovych  zdroju), CRM
(systém pro fizeni vztahu se zakaznikem), HRM
(systém pro fizeni lidskych zdroji), SCM
(systém pro Fizeni dodavatelskych fetézcl). Ty
vétSinou generuji pouze obecné reporty
a pravdépodobnost, ze  budou  schopny
poskytnout informace zaméfené na identifikaci

specifickych problém( a pfilezitosti je nizka
(Vinekar a kol., 2009). Tuto schopnost vSak maji
systémy Business Intelligence (Bl), které Cerpaji
data ze vSech podnikovych informacnich
systému (ale i externich zdroju), a umoZziuiji tak
automaticky ziskavat data a informace, které
mohou pomoci managementu pfi rozhodovani.

Systémy Bl byly nejprve implementovany
bankami,  pojistovnami, telekomunikacnimi
spole¢nostmi, dale energetickymi spoleCnostmi,
dopravnimi spole¢nostmi a nasledné vyrobnimi
podniky (Olszak & Ziemba, 2007). VétSinou tedy
velkymi  podniky s mnoha zaméstnanci
avysokym obratem. Lze pfedpokladat, ze
pouzivani Bl systémd je stale jejich dominantou,
av8ak najdou se jisté i malé a stfedni podniky
(dale jen MSP), které si uvédomuji dllezitost
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svych vlastnich dat a rozhodnou se Bl
implementovat.

Hlavnim cilem tohoto Clanku je proto zjistit,
do jaké miry dnes vyuZivaji Bl i MSP v Ceské
republice. Dil¢im cilem je zjisténi, zda podniky
plné vyuzivaji vSechny funkce BI, a které jsou
nejCastéjsi faktory branici nasazeni BI.

V ¢lanku je nejprve stru¢né pfedstaven koncept
Bl a jeho potencial pro zlepSeni vykonnosti
afizeni podniku. Dale je predstaveno
dotaznikové Setfeni mez MSP, jeho metodika
a vysledky. Nakonec jsou shrnuta hlavni zjisténi
a vyvozen zaver.

1. SYSTEMY BUSINESS
INTELLIGENCE

Pojem ,Business Intelligence nebyva obvykle
prekladan do Ceského jazyka, Ceskym
ekvivalentem v8ak mlze byt oznageni
,podnikova inteligence®. V tomto Clanku vSak
bude pouZivano anglické oznaceni a ustalena
zkratka Bl. Pro definovani Bl je vhodné zamyslet
se obecné nad slovem inteligence. Tu lze
definovat dle autor(i Vinekar a kol. (2009, s. 147)
jako ,pfizplisobené informace zaméfené na
identifikaci konkrétnich problému a pfileZitosti*,
pfiCemz inteligence (na rozdil od informaci) se
zaméfuje na vztahy mezi informacemi
a umozfiuje jejich komplexnéjsi pochopeni. Pak
Ize Bl systémy definovat jako ty, které poskytuji
inteligenci (Vinekar a kol., 2009).

Obecnou definici Bl pfinasi (Howson, 2014,
s. 1), kterd tvrdi, Zze ,Business Intelligence
umozriuje lidem na v8ech urovnich v organizaci
pfistup, interakci a analyzu dat, za uCelem fizeni
podniku, zlepSeni jeho vykonu, objevovani
pfilezitosti a  zajisténi  jeho  efektivniho
fungovani“. Bl Ize blize definovat jako
Jntegrovanou sadu nastrojli, technologii
a softwarovych produktl, které se pouZivaji
ke shromazdovani heterogennich dat
zrozptylenych zdroju za UCelem integrace
aanalyzy dat tak, aby byly béZzné dostupné*
(Olszak & Ziemba, 2007, s. 138). To vSe
za UCelem ziskani informaci a nalezeni skrytych
znalosti z riznych zdroju dat (Surbakti, 2015). Bl
kombinuje data z transakCnich systémd
(vétSinou ulozena v datovém skladu) s grafikou,
dashborady, vystrahami a  schopnostmi
analyzovat problémy do hloubky (McHenry,

2016). Obdobné definuji BI Gadu a kol. (2014,
s.102), ktefi tvrdi Ze ,umozfiuje ukladani,
pfistup a analyzu dat v datovych skladech (DW),
véetné reportovacich a analytickych nastroju,
vizualizace dat, nastroju online analytického
zpracovani (OLAP) a dolovani dat. Bl rovnéz
podporuje ,analytické, planovaci a rozhodovaci
¢innosti  organizaci na v8ech urovnich
a ve vSech oblastech podnikového fizeni, fj.
prodeje, nakupu, marketingu, finanéniho fizeni,
controllingu, majetku fizeni lidskych zdrojd,
vyroby a dalSich* (Pour a kol., 2012, s. 16).

Jak jiz bylo naznaCeno, Bl se tedy sklada
z nékolika komponent. VétSinou (v zavislosti
na rozpoCtu a pozadavcich podniku) obsahuje
datovy sklad, nastroje k ziskani, transferu
anahrani dat (tzv. ETL), nastroje pro online
analytického zpracovani (OLAP), nastroje
pro dolovani dat, nastroje pro reportovani
a prezentacni vrstvu. Diky tomu je mozné
vytvafet  dotazy, reporty,  dashboardy,
upozornéni Ci vizualizovat data z rGznych
funkénich oblasti podniku (finance, vyroba,
nakupy, prodeje, logistika, lidské zdroje apod.).
Howson (2014) uvadi i moznost provadét
pokroCilé a prediktivni analyzy, avSak poukazuje
na to, Ze nebyvaji béznou soucasti Bl feSeni.
Nékteré z téchto funkci nabizi i samotné
transakcni systémy (napf. ERP), ze kterych Bl
Cerpa data, avsak jejich pouziti pro analyzu Ci
planovani je omezené, zejména z toho divodu,
Ze transakéni systémy jsou primarné urCeny
k pofizovani a aktualizaci dat a analytické Ulohy
tyto systémy zatéZuji, popf. nejsou vibec
mozné, rovnéz nelze pruzné ménit kritéria
proanalyzy a je obtizny okamzity pfistup
k agregovanym datim (Novotny a kol., 2005).
Za hlavni pfinosy Bl Ize oznait: usporu nékladu
z ddvodu sjednoceni dat, usporu Casu
pro dodavatele dat i uzivatele, ziskani vice
a lepSich informaci, lep$i rozhodovani, zlep$eni
podnikovych procesii a podporu dosazeni
strategickych  podnikovych  cili  (Watson
& Wixom, 2007). Jak v8ak podotykaji Horakova
& Skalska (2013) stejné jako u ostatnich investic
do IT, mOze byt i v tomto pfipadé problematické
zmeéfit pfinosy implementace Bl. Nevyhodou Bl
mlZe byt kromé zjevnych vysSich nakladu
i neaktualnost analyzovanych dat, protoze
ve vetsiné Bl aplikaci se data aktualizuji jednou

Trendy v podnikani - Business Trends 2017/2 19



Trendy v podnikani, roc¢. 7, Cislo 2, s. 18-27, 2017.

Business Trends, vol.7, no. 2, p. 18-27, 2017.

denné (popf. jednou za par hodin). Resenim
v tomto pfipadé navrhuje Watson a kol. (2006),
ktefi popisuji implementaci Bl, jez funguje
v reélném cCase.

Z uvedenych informaci je zfejmé, Ze Bl systémy
mohou byt velmi ddlezit¢é pro podporu
rozhodovani managementu, a to nejen
vrcholového, ale na vSech  urovnich.
Na operativni Urovni mUZe pomoci pfi kazdo-
dennich rozhodnutich tykajicich se vyroby,
plateb, dochazky pracovnikd, finanéni situace
atd. Na taktické drovni miZe Bl poskytovat
informace o prodeji, financich, vyrobé
a nastrojich a muze vyhodnotit trover dosazeni
kratkodobych cili. Na strategické urovni Bl
umoziuje zhodnotit dosaZeni strategickych cilG.
Je mozné analyzovat, které hospodarske
jednotky nebo které Cinnosti nejvice pfispivaji
k dosazeni cili a které ne. Bl umoZiuje
monitorovat souCasné udaje a porovnavat je
s historickymi daty, navic umoznuje vytvaret
simulace nebo predpovédét budoucnost.

Bl ale neni samospasné a jeho pouha
implementace nezlepsi podnikovou vykonnost.
Jak upozorfiuje Howson (2014), neni rozhodujici
samotny lepSi pfistup k datim, ale to, jak
podniky data vyuzivaji. Za faktory, které ovlivni
uspésnost Bl, povazuje napf. podporu vedeni
podniku pfi zavadéni BI, analyticky naladénou
kulturu podniku, kvalitni data, Bl podporované
oddélenim informacnich technologii, vhodné
organizovani a vybér spravnych Bl nastrojd.
Boyer a kol. (2010) pfedpokladaji, Ze
pro uspésné Bl je potfeba, aby podnik mél
sladénou obchodni strategii (za Ucelem
efektivity), organizaéni strategii (za ucelem
obchodni vykonnosti) a strategii v oblasti
technologie (za uc¢elem IT vykonnosti). Mesaros
a kol. (2016) povazuji za faktory UspéSnosti
existenci vize, strategie, cill, integraci Bl
strategie, kvalitu zdrojovych dat, rozsah BI
projektu, segmentaci uzivatell, existenci
sponzora, podporu top managementu, spravny
tym Bl pracovnikd, neustalou podporu
a otevienou korporatni kulturu.

Tyto faktory mohou rozhodnout o uspésnosti Bl
ve chvili, kdy padlo rozhodnuti o jeho
implementaci. Otazkou vSak zustava, jak velka
Cast podnikd Bl neimplementuje, co je k tomu
vede a zda je implementace Bl zavisla

na velikosti podniku. Castednou odpovéd na tuto
otazku muze dat vyzkum, ktery provedia
Howson (2014) mezi uZivateli Bl (vétSina
respondentdl pochazela z USA, ale cCast
izEvropy, Asie a Kanady). Jednalo se
o dotaznikové Setfeni mezi Bl uzivateli, které
bylo distribuovano pfes rlzné oficialni
informacni  kanaly souvisejici s Bl. Z 634
uzivateld Bl bylo 36 % zastupcl velkych
spolecnosti, 27 % zastupcu stfedné velkych
a 26 % malych podniki (zbylych 11 % neni
ve vyzkumu specifikovano). Je tedy zfejmé
pomémé velké zastoupeni malych a stfednich
podnikG ve vyzkumu, coz mize naznaCovat
moznou odpovéd na tuto otazku. K feSené
problematice se pokusi pfispét i tento ¢lanek

2. METODIKA VYZKUMU
Za ucCelem zjisténi vySe uvedenych otazek
probihalo v ¢ervnu a Cervenci roku 2017 on-line
dotaznikové Setfeni mezi malymi a stfednimi
podniky CR. Jednalo se o podniky vybrané
pomoci databaze Bisnode Magnusweb, kde byly
vyhledany podniky dle pravni formy (FO
podnikajici, z pravnickych osob pak osobni
spolecnosti, druzstva, kapitalové spolecnosti
a evropské obchodni spole¢nosti), dle obratu
(podniky s kladnym obratem v poslednim roce,
aby byly vyfazeny ,neZivé* podniky), dle poctu
pracovniku (10 — 249 pracovnikl) a dle sektoru
(primarni, sekundami a z terciarniho sektoru
pouze doprava a skladovani). Z hlediska sektoru
byl vyzkum zaméfen spiSe na primarni
a sekundarni sektor, u kterych Ize pfedpokladat
vy$8i Urover prace s daty i v pfipadé MSP (napf.
z ddvodu nutnosti evidence vyroby), coz
uvetsing MSP z tercidlniho  sektoru
pfedpokladat nelze (za vyjimku je povazovan
sektor doprava a skladovani, ktery byl pro svuj
menSi rozsah zafazen do tohoto vyzkumu
a sektory maloobchodu a velkoobchodu, které
jsou v8ak natolik rozsahlé, Ze se zdalo vhodnéjsi
jejich postoj k Bl zkoumat zvlast — coz bude
pfedmétem budouciho vyzkumu). Pokud by byl
pfidan tercialni sektor cely, byly by analyzovany
rovnéz takové sektory jako vzdélavani, zdravotni
a socialni péce ¢i kulturni, zabavni a rekreacni
¢innosti, u kterych nelze predpokladat (v pfipadé

vvvvvv

bylo rozhodnuto, Ze bude tercialni sektor
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vyfazen, az na vyjimku (doprava a skladovani),
ktera je sice sluzbou, ale jevi se jako logicky
doplnék k vyrobé.

Zadanym kritériim pfesto odpovidalo 23 494
subjektd, coz bylo pfili§ velké mnozstvi. Bylo
tedy nahodné vygenerovano 1 500 subjektd,
které byly osloveny prostfednictvim e-mailu se
zadosti o vyplnéni dotaznikid. Dotaznik byl
dostupny na webu a vytvofen tak, aby jej mohl
vyplnit jakykoliv zaméstnanec podniku, avSak
pozitivni je, Ze VvétSinou (v 63 %) jej vyplnili
pracovnici nejvy$Siho vedeni, zbylych 27 %
vyplioval stfedni nebo niz§i management
apouze 10 % bylo vyplnéno pracovniky na

Tab. 1.: Charakteristiky respondentt

jinych pozicich. Dotaznik se skladal ze 7
polouzavienych ¢&i uzavienych otazek (odpovédi
byly definovany na zékladé poznatku ziskanych
z literatury tykajici se Bl). Z 1 500 oslovenych
vyplnilo dotaznik 101 subjektd (134 emailli se
vratilo zpét jako nedorucitelnych), mira
navratnosti je tedy 7,4 %. Z celkového poctu bylo
5 vypinénych dotaznikd vyfazeno
(pro neuplnost, i uvedeni kategorie podniku
jako mikro) a zbylych 96 vstoupilo do analyzy
(jedna se 0 0,41 % celkového souboru, coz byva
v obdobnych  vyzkumech  povazovano
za statisticky vyznamny vzorek). Charakteristiky
respondentt ukazuje tab. 1.

pocet zaméstnancl
10az49 | 50 az 249 | celkem
Primarni sektor 15 6 21
druh Sekundarni 32 20 52
ekonomické | sektor
¢innosti Terciarni sektor 16 7 23
celkem 63 33 96
Zdroj: dotaznikove Setreni, 2017
) ) ) dotazanych subjektd pouze 25 % BI znalo
3. VYSLEDKY DOTAZNIKOVEHO apouze 6 pouzivalo, coz o znamosti ani
SETRENI pouzivani prili§ nesvédei.

Hlavnim cilem Setfeni bylo zjistit rozSitenost Bl
ve vybrané kategori MSP v CR. Z 96

Obr. 1: Znalost Bl dle velikosti podniku
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Zdroj: dotaznikové Setfeni, 2017
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Obr. 2: Znalost Bl dle sektort
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Obrazek €. 1 a €. 2 ukazuje znalost Bl (dle
velikosti podniku a dle sektor(). Lze pozorovat,
Ze vétsi znamost ma Bl u stfednich podnik
a u podnik( sekundarniho a tercialniho sektoru.
Obrazek Cislo 3 ukazuije, ktery software podniky
nejCastéji pouzivaji pfi praci s daty. Nejvetsi
zastoupeni zde ma Ucetni software a MS Excel.
Podnikové informacni systémy jsou zastoupeny

Sekundarni sektor

Clne

Bano

Terciarni sektor

Zdroj: dotaznikové Setfeni, 2017

spiSe okrajové (kromé ERP a CRM bylo mozné
zvolit je$té SCM, avSak zadny z dotazovanych
podniki jej nepouziva). Je tedy ziejmé, ze
ivdnesni dobé, kdy je na trhu nepfeberné
mnozstvi softwarovych produktd pro préaci
s daty, si vétSina MSP vystaCi s kombinaci
ucetniho softwaru a tabulkového procesoru.

Obr. 3: Nejcastéji pouzivany software pfi praci s podnikovymi daty

|poéer odevédi|

85 83
24
14
6
—
Ucetni softvare ~ MS Excel ERP CRM BI

Dale bylo zjistovano, jaké cinnosti podniky
nejCastéji pomoci softwaru vykonavaji, a to
zejména z dlvodu posouzeni toho, zda ti, co
implementovali BI, vyuZivaji pIné jeho funkce.
Vlysledky na obr. €. 4 ukazuji, Ze elektronicky
sbér dat je pro analyzovana MSP
samoziejmosti. Dale v 79 pfipadech dochazi
k pravidelnému reportovani podnikovych Udajd,

Zdroj: dotaznikové Setfeni, 2017

vice jak polovina podniku analyzuje rizna data
dle konkrétni potieby, vice jak tfetina pravidelné
kontroluje aktualni hodnoty s hodnotami
planovanymi a analyzuje historicka data.
Naopak nejméné podniki pouziva software
k simulacim (2), tvorbé dashboardi (3) Ci
forecastingu (8).
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Obr. 4: Cinnosti nej¢astgji vykonavané pomoci softwaru
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znich  (u skupiny podnikd, které Bl
neimplementovaly, se jedna pouze 1 %),
hodnoceni rizik polovina z nich (u ostatnich jen
6 %), analyzu konkurence 33 % (u ostatnich
1 %), podnikové planovani, vizualizaci dat,
analyzu historickych dat a pravidelnou kontrolu
hodnot 67 % z nich (u ostatnich 37 %, 27 %,
27 % a 34 %), analyzovani dat dle konkrétni
potreby 83 % procent z nich (u ostatnich 58 %)
a pravidelnou tvorbu vykazl a elektronicky sbér
dat pouzivaji vSichni (u ostatnich 81 % a 100 %).
Pfekvapivé se muze jevit, ze tvorbu dashboard
a simulaci neprovadi Zadny z podniku, které maji
implementovano BI, ale naopak jej z 11 a 13 %
provadi ti, co jej implementovany nemaji.
U dashboard, které byvaji standardni soucasti
dodavanych BI, je to zvl&stni situace, avSak
pro simulace toto neplati a je mozné, ze je
podniky neprovadéji proto, Ze k tomu nemaji v BI
vhodny nastroj. Kromé této odchylky je vSak
zfejmé, Ze ty MSP, co Bl implementovaly,
znacné vyuzivaji pokroCilejSich analyz, které jim
nabizi.

Déle bylo cilem zjistit mozné divody branici
zavedeni Bl (zde jsou zafazeny odpovédi pouze
téch MSP, které Bl nemaji). Byl zjistovan postoj
podnikd ke tfem skuteCnostem, které byly
vybrany jako mozné pfiiny toho, pro¢ podniky

Zdroj: dotaznikove Setfeni, 2017

neuvazuji o Bl (Ize namitnout, ze z vysledkd
vyzkumu vyplynulo, Ze 75 % dotézanych BI
nezna, avdak lze pfedpokladat, Ze i kdyby jej
znaly, davody pro neuskute¢néni jeho
implementace by zlstaly stejné). Jednalo se
o postoj ke sbéru elektronickych podnikovych
dat,

k drovni provadénych podnikovych analyz
ak volnym finanénim prostfedkdm, které by
mohly byt investovany do analytickych
softwarovych néstroji. Vzdy bylo uvedeno
pozitivni tvrzeni ve smyslu, ze jsou tyto Cinnosti
provadény dostatecné, resp. u posledniho, Ze
existuji volné finanni prostiedky a respondent
mél oznacit, do jaké miry s nim souhlasi. Obr.
€. 5 ukazuje odpoveédi jiz ve formé, kterd ukazuje
mozné divody nezavedeni Bl (tzn., u dvou
otazek doslo k pfevraceni hodnot). Z vysledku je
zfejme, Ze podniky jsou velmi spokojené s urovni
analyz, které provadéji (80 % respondentl
zvolilo, Ze souhlasi nebo spiSe souhlasi
s dostate¢nosti analyz a pouze 3 % respondentu
zvolila moznost ,nevim®). Pokud jsou tedy
podniky se soucasnymi analyzami spokojeny,
nemaji zadny duvod néco ménit. DalSim
podstatnym faktorem jsou nedostate¢né finanéni
prostfedky, které pocituje 57 % podnikl. Je
pravda, ze investice do IT nemivaji vétSinou
pfili§ velkou prioritu, a proto bude tento faktor
hrat rovnéz vyznamnou roli. Poslednim
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faktorem, ktery muze implementaci Bl ovlivnit, je
nedostatecna uroven sbéru dat. Tento problém
vSak pocituje jen 36 % odpovidajicich podnikd.

Obr. 5: Mozné duivody branici zavedeni Bl

Je tedy zjevné, Ze podniky s elektronickymi daty
pomérné znacné pracuji a Bl by mohly vyuzit.
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prostredky

Doplrikové bylo zjistovano, zda se po zékladnim
pfedstaveni konceptu Bl jevi respondentim
tento nastroj jako pfinosny. Celkové 39 %
souhlasi Ci spiSe souhlasi, ze by byl Bl pro jejich
podnik pfinosny, av8ak 33 % nesouhlasi nebo
spiSe nesouhlasi. Ti, co Bl maji zavedeny,
jednotné souhlasi, ze je pro né pfinosny. Pokud
jsou ale jejich odpovédi odecteny, previada
spiSe nesouhlas s pfinosnosti B, to samé plati,
pokud jsou vysledky ocistény o odpovédi téch
subjektd, které Bl znaji. Lze tedy logicky vyvodit,

Zdroj: dotaznikove Setfeni, 2017

Ze management podniku nevidi pfinos v tom, co
pfili§ nezna a nema vyzkousené, coz je ostatné
obecné znamy aspekt lidského chovani.
Obrazek 6 a 7 jesté ukazuji rozdéleni odpovédi
dle velikosti podniku a sektord, zde je opét vidét
vétsi pfizefi vO¢i Bl u stfednich podnikd
(relativné, tzn., sloupec grafu pfedstavuje pocet
odpovédi za skupinu podniku dle velikosti, resp.
dle sektor(). Dale se Bl téSi relativné vétsi
davére u tercialniho a sekundarniho sektoru.

Obr. 6: Odpovéd na otazku, zda by byl Bl pfinosny (dle velikosti podniku)
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Zdroj: dotaznikove Setrfeni, 2017
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Obr. 7: Odpovéd na otazku, zda by byl Bl pfinosny (dle sektoru)
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4. SHRNUTI VYSLEDKU

Analyza odpovédi dotaznikového  Setfeni
odhalila, Ze systémy podnikové inteligence
nejsou ve vybrané kategori MSP v CR pfilis
rozSifené ani znamé. Pouze 6 podnik{
z celkového poétu 96 respondentd mélo BI
implementovano a jen 25 % ho znalo. Kromé
toho, u téch subjektd, které Bl nemaji, pfeviadal
(po strutném seznameni s jeho funkcemi) spise
nesouhlasny nazor na jeho pfinosy pro podnik.
Davody spiSe negativniho nahledu na Bl Ize
vyCist z postoji k nékterym tvrzenim.
Z provedeného vyzkumu vyplyva, Ze vétSina
podniki  nema  potfebu  implementovat
sofistikovanéjsi softwarové nastroje, protoze
analyzy, které provadéji, managementu pIné
vyhovuji a zadné lepsi nepotfebuji. Velka Cast
podnikd si vystai s tabulkovym procesorem
a ucetnim programem a jiné nastroje jim
pfipadaji zbyteCné. Aby se situace mohla
zménit, musel by byt management podniku
nejprve pfesvédcen o vhodnosti a pfinosnosti BI.
Pro lepSi povédomi o Bl je tedy potfeba, aby
dodavatelé Bl systém( aktivné Bl propagovali
mezi MSP a prezentovali moznosti, které by jim
implementovany Bl nabizel.

Dale se mohou podniky potykat s nedostatkem
finanCnich prostfedku ¢i nevoli investovat pravé
do Bl (vice, jak polovina respondentl uvedla, Ze
nemaji  dostateCné  finanéni  prostfedky
pro investici do analytickych  softwarovych

Terciarni sektor

Zdroj: dotaznikove Setfeni, 2017

nastroji). Pokud ma podnik finan¢ni problémy,
je zfejmé, Ze nebude investovat do Bl, avSak
softwarové nastroje pro analyzu dat byvaji Casto
az jedny z poslednich véci, do kterych podniky
investuji i v pfipadé volnych penéznich
prostfedkd. Vzhledem k tomu, Ze vyClenéni
financnich prostfedku na implementaci Bl je pIné
v kompetenci top managementu podniku, jedna
se opét o bariéru, ktera plyne spiSe
z nedostateCné podpory managementu. Ta je
vSak pro uspésnou implementaci Bl zasadni
v kazdém sméru.

Tfeti moznou bariérou byla neexistence
dostateCného mnozstvi elektronickych dat,
kterym by byl pfipadny Bl naplnén. AvSak tato
moznost se jako bariéra pfilis nepotvrdila,
protoze ji pocituje jen 36 % respondentu.

Na druhou stranu, ty MSP, které BI
implementovaly, jsou s nim spokojené a shoduji
se na tom, Ze je pro jejich podnikani pfinosny.
ViyuZivaji jej nejen ke sloZitéjSim analyzam, ale
ik pravidelnému reportovani dat, béznemu
analyzovani skute¢nosti ¢i ke kontrole vyvoje
néktery veli¢in. Vzhledem k velmi malému
mnozstvi odpovédi od podniku, které maiji Bl
implementovany (6), vSak nelze Cinit obecné
zavéry o tom, zda vyuzivaji pIné jeho funkce.

ZAVER
Bl systém muze byt pro MSP neocenitelnym
pomocnikem. Umozriuje organizacim vysokou
vykonnost, diky tomu, Ze dokéZe dodat
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relevantni a cilené informace a minimalizovat pfi
tom snahu pracovniklG pfi jejich hledani
(Weidong a kol., 2010). Podniky tak mohou
ziskat pfehled o prodeji svych produktd, o jejich
vyrobé, o jejich mnozstvi na skladé, o materialu,
0 svych  zaméstnancich o  hlavnich
ekonomickych ukazatelich a dalsi. Z téchto
Udaju lIze provést historickou analyzu nebo
porovnat soucasné Udaje s planovanymi. Data
Ize sledovat pro jednotlivé obchodni jednotky
nebo pro cely podnik a je mozné je zobrazit
ruznymi zpUsoby (napf. narust, ubytek, stav,
nastavit rizné méfici jednotky atd.). Uvedené
informace Ize samozfejmé ziskat i jinak, ale
obvykle za mzdové naklady pracovnika, ktery je
bude sloZité vyhledavat. Kromé toho by tyto
informace byly v dobé poskytnuti jiz zastaralé,
vzhledem k dobé nutné k jejich zpracovani.
Vzhledem k témto faktim by se dalo oCekavat
znacné rozsifeni Bl i mezi MSP. Proto bylo cilem
¢lanku poskytnout pfehled o rozsifenosti Bl mezi
vybranymi MSP v CR a zjistit nazory na néj.
Z vyzkumu vyplyvd mald rozSifenost Bl mezi
zkoumanymi MSP a spiSe odmitavy postoj
kjeho implementaci. Ten vyplyva zejména
z toho, Ze podniky jsou zvyklé na svij zpusob
zpracovani informaci a nevidi v implementaci Bl
zasadni pfinosy. Na druhou stranu, ty podniky,
které Bl jiz implementovaly, jsou s nim velmi
spokojené, coz je znacné pozitivni.

Je tedy zfejmé, Ze vétSina MSP se sama
ozavedeni systtm( Bl zajimat nebude
anezjisti, jaké moznosti jim nabizi, pokud
nenastane jejich vétsi propagace a nebudou
vice znamy jejich hlavni pfinosy (tuto propagaci
by méli zajistit dodavatelé systémda, ¢i rizné
asociace a sdruzeni). Na druhou stranu, pfi
sou¢asném stavu véci, maji ty podniky, které Bl
implementovali, lep§i pfistup k informacim, lepsi
moznost rozhodovani a tim padem i konkurencni
vyhodu ve srovnani s ostatnimi.
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INTERNAL CONTROL FOR SUSTAINABLE DEVELOPMENT OF SMALL
SCALE ENTERPRISES IN LAGOS STATE: A STUDY OF SELECTED
LOCAL GOVERNMENTS
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Abstract: The study examines the influence of internal control system on small scale enterprises
sustainable development. The specific objective is to determine the influence of organizational structure
and recruitment of personnel in small scale enterprises on their net profit margin. The study adopted
survey design. Questionnaires were employed for gathering primary data and secondary data was
obtained from the books of account. The researcher employed the purposive sampling technique
in selecting participants for the study. Linear regression technique was employed as the basic statistical
tool for data analyses in this study, with the aid of SPSS 20.0 software. We discovered significant
relationship between organizational structures and recruitment of personnel in small scale enterprises
and net profit margin. We recommend that there should be no fusion of personality between the owner
of the business and the business. This will encourage the business owner to have good organization
structure. Once there is separation of duties among the personnel, it will induce efficient and effective

internal control in the organization.

Keywords: Internal control, sustainable development, organization structure, net profit margin.

JEL Classification: M21, G21

INTRODUCTION

According to Solomon (2004), entrepreneur start
- up small scale business for survival purpose.
This intent spur the entrepreneur to design
strategies for the survival of the business. Many
scholars agreed that small scale enterprises
serve as an engine room for economic growth
of Nigeria economy. Coleman and Cohn, 2001;
Gunu, 2004; and Aremu, 2010; asserted that
small scale enterprises have contributed greatly
to job creation, revenue mobilization and poverty
alleviation.

Federal government of Nigeria recognized the
vital roles played by small scale enterprise
for the economic development of the economy.
Government provide an enabling environment,
like establishment of micro finance banks,
establishment of agencies and programme
to provide consultancy services , for their
business to survive.

Mutezo  (2005) opines that  majority
of entrepreneurs are concerned with their
turnover and profit made from the business.
They place emphasis on sales rather than
putting internal control mechanism on ground —
eventually leading to business failure.
Aremu,(2010) noted that small scale business is
characterized by high rate of failure that could be
reduced if the businesses were properly
managed. Many literatures attribute the main
reasons for their failure ass lack of effective
internal control. Campbell and Hartcher (2006)
affrmed that for any business to operate
effectively, personnel in the business should
ensure adequate internal financial controls are
maintained.

However, many scholars are silent about the
influence of organization structure, segregation
of duties and employment of personnel on small
scale enterprises sustainable development.
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When there is no proper organization structure,
it may be difficult to separate duties among the
personnel and it is likely to increase the risk
of fraud in the organization. This may be due
to informal means of recruiting their staffs.
Therefore, when the organization is not properly
structured, it may have adverse effect on the
implementation of adequate internal control
system.

However, despite the importance of small scale
enterprises, there is limited empirical research
on the influence of organization structure,
segregation of duties and employment on small
scale enterprises sustainable development
in Lagos State. Hence, this study stands to fill
the gap.

The main objective of the study is to examine the
influence of internal control system on small
scale enterprises sustainable development. The
specific objective is to determine the influence
of organizational structure and recruitment
of personnel in small scale enterprises on their
net profit margin.

The research question to be answered by the
study is; to what extent does organizational
structure and recruitment of personnel influence
net profit margin of small scale enterprises
in Lagos State? Therefore, the study will be
guided by a hypothesis that there is no
significant relationship between organizational
structures, recruitment of personnel and net
profit margin of small scale enterprises in Lagos
State.

1. OBJECTIVE OF THE STUDY
The main objective of the study is to examine the
influence of strategic cost reduction techniques
used by banks on their financial performance.
The specific objective is; to ascertain the
influence of downsizing of staff and reduction
of staff salary on bank profitability.
The study will be guided by this hypothesis:
Ho: downsizing of staff and reduction of staff
salary does not significantly leads to increase
in return on asset.

1.1 Scope of the study
The study will cover internal control measure
taken by small scale enterprise for sustainable
development. Our focus will be Lagos Island

Local government Area, Lagos Mainland Local
Government Area, Apapa Local Government
Area and Oshodi - Isolo Local Government Area
of Lagos State. These four local governments
were  selected because they  serve
as commercial nerve centre of Lagos State.

2. LITERATURE REVIEW

2.1 Conceptula framework
Internal control
Nweke, Ekwueme and Okoye (1997) describe
internal control as a measure established
by management with a view to carrying the
corporate activities of the organization in an
orderly manner, safeguarding the company’s
assets and securing the completeness and
accuracy of the records. Song (2008} define
internal control as a way of assisting the
business to provide an efficient and effective
management of company assets. Therefore,
internal control is a mechanism designed
by management to guide business properties
and harmonize its resources with the sole aim
of achieving organization goals.
Statement of Auditing Standards No. 115,
Communicating Internal Control Related Matters
Identified in an Audit, defines internal control as
‘a process, effected by those charged with
governance, management, and other personnel,
designed to provide reasonable assurance
about the achievement of the entity's objectives
with regard to the reliability of financial reporting,
effectiveness and efficiency of operations, and
compliance with applicable laws and regulations.
Integrated Framework issued by the Committee
of Sponsoring Organizations of the Treadway
Commission (2013) affirms that the key objective
of internal control is the effectiveness and
efficiency of the organization. Thins encompass
financial performance and operational goals,
and safeguarding assets against loss.
Campbell and Hartcher (2003) opine that many
small business enterprises are known for having
weak internal control. Jackson and Stent (2007)
posit that majority of small scale enterprises do
weigh the cost of implementing internal controls
against the expected benefit to be derived from
proper implementation of internal controls.
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Sustainable Development

Stark (1982) describe sustainable development
as a development that “meets the need
ofpresent generation without compromising the
needs of future generations’.

Sustainable Development is a process
of change in which the exploitation of resources,
the direction of investment, the orientation
of technological Development, and institutional
change are all in harmony and enhance both
current and future potential to meet human
needs and aspirations.

2.2 Empirical review

Ifekwem and Adedamola (2016) investigate the
survival strategies and sustainability of SMEs
using selected small businesses in the Oshodi-
Isolo Local Government Area, Lagos State. The
study discovered that maintaining small but
committed and motivated employees is critical
in guaranteeing the survival of the SMEs in
a volatile economy

Lyndon, Lisa and Juan-Pierré (2012) studied
internal  financial controls and informal
businesses sustainability in the Cape Town
Central Business District of South Africa. The
study makes it clear that informal businesses do
not regard internal control as an integral part
of management for the  business to survive.
A similar study by Oseifuah and Gyekye (2013)
agreed with the findings of Lyndon, Lisa and
Juan-Pierré (2012). In the study Oseifuah and
Gyekye sought to establish the effectiveness
of internal controls in SMEs in South Africa. The
study found that there is inadequate internal
control measure among small scale enterprises.
Nyakundi et al (2014) study on management
practices in Nigerian private companies
indicates that Nigerian firms use some financial
control  techniques occasionally. ~ Similarly,
Siwangaza et al, (2014) examine the degree
of fit between size and structural variables
insmall and medium enterprises also
recommend increase in the use of control
measures  toachieve  high  economic
performance in these enterprises.

A study by Njaramba and Ngugi (2014) in Kenya
which sought to establish the influence
of internal control on growth of small business
by analyzing the relationship between human

resource practices, entrepreneurial  skills,
managerial skills as internal control factors
on the growth of small and medium enterprise
in the errand services businesses in Nairobi. It
was established that entrepreneurship skills,
managerial skills, human resource practice and
technology as internal control factors have
a positive correlation with growth of errand
service providers in Nairobi.

Concluding the review of empirical studies, we
found that there is no empirical evidence on the
influence of organizational structure and
personnel recruitment as internal control
mechanism on small scale sustainable
development in Lagos State, this form the thrust
of this study.

3. METHODS AND DESIGN

The study adopted survey  design.
Questionnaires were employed for gathering
primary data. The use of questionnaires
promises a wider coverage since it helps
researchers to approach respondents more
easily than other methods (Amadahe,
2002).This ensured a holistic and an in-depth
examination into the internal among small scale
enterprises in selected local government area
in Lagos State. Secondary data was obtained
from their books of account.

The population of the study comprises of small
scale enterprises owners in the selected areas.
The small scale business are categorized into;
clothing and textile, food and beverage stores,
general merchants, foot wears, cosmetics and
house hold appliances. The justification for these
business owners as participants for the study
was based on its role in economic development
of the selected local government area.

The researcher employed the purposive
sampling technique in selecting participants
for the study. This sampling technique was used
for convenience sake. This sampling technique
was used because the researcher wishes
to focus on owners of small scale enterprises
that are knowledgeable about organization
structure and keep their financial records up
to date. 240 participants were judgmentally
selected as a sample size from the population.
Five Likert Scale was used for the structured
questionnaire. The score was assigned to Likert
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scale as follows: Very Correct (5), Correct (4),
| am not sure (3), at times (2), and Not Correct
(1). Internal control will be measured by;
organization  structure and  recruitment
of personnel while Sustainable development will
be measured by net profit margin.

The reliability and validity of the instrument
for the study was determined by using the test
re- test technique. Moreover, the instrument was
scrutinized and properly validated for its face
contents by five experts from accountancy
department and business administration
department of Lagos State University.

3.1 Model Specification
In order to test the above hypothesis, the
relationship between the dependent variable
(Npm) and the explanatory (independent)
variables (MgtSr and Rpl) was estimated in the
following models specified

Npm = f (MgtSr + Rpl) (1)
The model to be used to confirm this proposition
is presented below:

Npm = B0 + B1 MgtSr + 2 Rpl + eit (2)
Where:

Npm = Net profit margin

MgtSr = Management structure

Rpl = Recruitment of personnel

B0, B1, B2 = Regression Coefficients,

eit = Error term.

4. DATA ANALYSIS, RESULTS AND
DISCUSSIONS
Linear regression technique was employed as
the basic statistical tool for data analyses in this
study, with the aid of SPSS 20.0 software.

Tab. 1: The sample size of 240 selected from the population was tabulated below

S/N | Respondents type of Business | Total
1 clothing and textile 40

2 food and beverage stores 40

3 general merchants 40

4 foot wears 40

5 Cosmetics 40

6 house hold appliances 40
Total 240

Source: Field survey, 2017

Two hundred and forty copies of questionnaires were successfully retrieved from respondents.
were  purposively administered by the This represents 80.8% of the number
researcher. One hundred and Ninety four copies of questionnaire administered.

Tab. 2: Administration of questionnaire details was tabulated below

S/N | Administration of questionnaire | Number of copies | Percentage (%)
1 Copies administered 240 100
2 Copies returned 194 80.8
3 | Wrongly filed/unreturned copies | 46 19.2

Source: Field survey, 2017

of personnel influence net profit margin of small

5. RESULTS AND DISCUSSIONS scale enterprises in Lagos State

Analysis of response
Research question: To what extent does
organization  structure and  recruitment
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Tab. 3: The effect of organization structure and recruitment of personnel on net profit margin of small

scale enterprises

Organization structure =lsls |8 = x
>0 P <€ Qg o8 &8s
2 55E3ZZ 5° 285
SlOo|© = o Dy
1 [The business is controlled mainly by the family. 130 |40] 14 |06] 04 [194|4.47 |Accept
2 [The chairman of the firm is the director and human| 140 [30| 15 |08| 01 |194|4.55 |Accept
resources manager
3 [The firm accountant also perform the duty of audit 160 {20 09 |05 00 |194|4.73 |Accept
manger
4 The head of marketing/sales department control 170 {15 05 (02| 02 |194|4.80 |Accept
purchasing activities of the firm
5 [The head of marketing/ sales department is a blood| 120 [30| 14 |20 10 |194| 4.19 |Accept
relation of the firm accountant
6 [The chairman of the firm is a close relation of the firm| 145 {25/ 14 |08| 02 |194|4.56 |Accept
accountant.
Recruitment of personnel
7 [The chairman of the firm recruit personnel for the firm | 154 |25 05 |05 05 [194|4.28 | Accept
8 [Recruitment of personnel are done within the kinsmen| 160 {20 10 [04| 00 |194|4.73 |Accept
to strengthen family tie
9 [The recruitments are done through our religion| 100 |50 25 |11/ 08 |194|4.31 |Accept
denomination of the chairman.
10Employment of staff is based on recommendation off 150 [30| 10 (04| 00 [194|4.68 |Accept
respected personality within the family and religious
circle.
11[The firm do not engage consulting firm for stafff 160 |25 04 (01| 00 [194|4.71 | Accept
recruitment because of their consultancy fees.
12The firm do not advertise their job vacancies 165 [20] 09 |00 00 |194]4.80 |Accept
Profit margin
13Managers collect kickbacks from the firm suppliers,| 120 {40{ 15 |15] 04 |194|4.32 |Accept
This leads to increase in price of goods purchased
14There is outright cash thefts by employee 145 135] 10 |04]| 00 |194]|4.65 |Accept
15The employee use false invoice to create a false| 130 {40| 15 (05| 04 |194|4.48 |Accept
payment obligation for the firm
16The marketing manager sometimes ordering un — 130 {50{ 10 (04| 00 |194|4.58 |Accept
needed inventory because of personal gain
17Unauthorized disbursement of fund for family activities| 110 {60 14 |09 01 |194|4.39 |Accept
18The accountant does under state turnover by not 140 {30| 10 10| 04 |194|4.51 |Accept
capturing all revenue that accrues to the firm.
Source: field survey, 2017
Table 3a shows the opinion of different structure. However, from the responds

respondents as well as their mean score
on organization structure, recruitment
of employee and its influence on firm profitability.
From the table above, it shows that majority
of the respondents agreed that small scale
enterprises are family oriented in term of their

to questions on organization structure of small
scale enterprises, there is over lapping of duties
by employee. For example, question 3 and 4
shows that accountant does the work of auditor
and marketing/ sales manager also perform the
work of purchasing manager. This is supported
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by 4.73 and 4.80 mean scores which are
accepted. Moreover response to question 6
shows that the chairman, who owns the
organization, entrust the account of the firm
to their relations. This is the clear evidence
of 4.56 mean score, which is accepted.

With respect to questions, 7 to 12, on how small
scale enterprises employ their employees, it was
discovered that, personnel are employed based
on family ties, religion affiliation of the proprietor,
recommendation from respected personalities
without engaging consulting firms for the
recruitment. These were supported by the mean
scores; 4.28, 4.73, 4.31, 4.68, 4.71 and 4.80
which are accepted.

The issues concerning net profit of small scale
enterprises was addressed in question 13 to18.
From the response of the respondents, majority
of the respondents agreed that organization
structure and the means of recruiting employee
in small scale enterprises have negative impact
on their net profit. There always are cases
of outright cash theft by employee. This opinion
is supported by 4.32 mean score of the response

Tab 3b: The model summary

and it is accepted. Managers collect kickbacks
from the firm suppliers and this act leads
to increase in price of goods purchased. This is
supported by mean score of 4.65, which is
accepted. Unauthorized disbursement of fund
for family activities and under state turnover
by accountant because he is to examine the
books of account that he prepare is well
pronounced among small scale enterprises. This
is supported by the response mean score of 4.39
and 4.51 which are accepted.

Our decision is that, organization structure and
personnel recruitment process among small
scale enterprises have negative effect on the net
profit of the business.

Testing of hypothesis

The hypothesis formulated for the study is tested
with the use of regression analysis. If the
regression is less than the critical value, the null
hypothesis (Ho) will be accepted and the
alternative hypothesis (Hi) will be rejected and
vice versa.

Model Summaryb

Model
R R Adjusted R | Std. Error of the | Sig. F | Durbin-
Square | Square Estimate Change Watson
710 | .504 A73 3.38206 1.523b 1.674

Dependent Variable: Net profit Margin

1
a. Predictors: (Constant),, recruitment of personnel, management structure
b.

In the first table (3) entitled the model summary,
the value of R value =.710; however R2 = .504
shows that 50.4% of the dependent variable (Net
profit Margin) has been explained by the
independent variables; recruitment of personnel
(Rpl) and management structure (MgtSr).
However, the unexplained variation is 0.496
which is about 49.6%; thus we can understand

Source: Authors own study 2017

that the model is providing a good fit to the data
since the unexplained variation is 0.496. This
clearly shows that the regression line fits the
data and Durbin Watson (Dw) suggests that the
model is serially correlated since 1.674 lies
between 1.635 to 1.679.
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Tab 4: ANOVA and the significance of the model

ANOVADb
Model Sum of Squares | df | Mean Square | F Sig.
1 | Regression | 34.833 2 | 17417 1.523 | .350b
Residual 34.315 3 | 11.438
Total 69.148 5
a. Predictors: (Constant), recruitment of personnel, management structure
b. Dependent Net profit Margin

ANOVA results (specifically f-ratio) test the
overall significance of the model. The f-ratio
(1.523) shows that the variables (Rpl and MgtSr)
are the major determinants in explaining net
profit margin.. It can be observed that the
independent variables do not have a significant
effect on the dependent variable based on the
f-ratio suggesting that; overall, the model in the
study is significantly good enough in explaining
the variation on the dependent variable. The
independent variables are statistically not
significant because its significance value is
0.350, that is P>0.05. So the alternate
hypothesis is rejected while null hypothesis is
accepted. Therefore, there is no significant
relationship between organizational structures
and recruitment of personnel in small scale
enterprises and net profit margin.

6. CONCLUSION AND
RECOMMENDATION

Small scale enterprises have  been
acknowledged as an engine room to economic
development of Nigeria. Therefore, both the
federal government of Nigeria and State
governments in the country have been creating
an enabling environment for its sustainability.
Despite the efforts to promote sustainable
development among small scale business
enterprises, there is high incidence of business
failure among them. It was discovered that
business owners have responsibility for their
business sustainable development in Nigeria.
One of the key ingredients for its sustainable
development is by maintaining efficient and
effective internal control procedures in their
organization.

This study investigates the influence of internal
control mechanism on small scale enterprises

Source: Authors own study, 2017

sustainable development. It was discovered that
many small scale enterprises have difficulty
in maintaining  effective  internal  control
measures of their informality in their
management method and procedures. In many
of the organization structure, the relations of the
owner of the business are put in the key
positions. The belief is that relations will always
see to the success of the business. There is no
separation of duties among staff, and most
cases, the staffs are relations of the owner of the
business or they are member of the same
religion.

We found out that recruitment of personnel
among small scale business owner deviate from
modern recruitment procedures. Employment
of staff is based on recommendation
from areliable and respected person. Most
times, it is based on kinship, which is usually
restricted to the nuclear family, and not extended
family. There means of recruiting staff is not
expensive and less stressful.

We recommend that small business owners
should see their business as an entity that can
stand on its own and they should stand on their
own as an entity. There should be no fusion
of personality between the owner of the
business and the business. This will encourage
the business owner to have good organization
structure. Once there is separation of duties
among the personnel, it will induce efficient and
effective internal control in the organization.
Though, the modern procedures of recruiting
staffs may be expensive for small scale
enterprises owner; they should ensure that
qualified staff are employed. This can be done
through engaging small scale consulting firm
for their recruitment. Relations that are engaged
as staff do work contrary to the objectives of the

Trendy v podnikani - Business Trends 2017/2

34



Trendy v podnikani, roc¢. 7, Cislo 2, s. 28-35, 2017.

Business Trends, vol.7, no. 2, p. 28-35, 2017.

organization because of greediness and too
much familiarity.
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Abstract: The paper deals with the issue of support of research and development in the Czech Republic
and abroad. Support for research and development is generally divided into direct support and indirect
support, where we will focus on the practical implications of indirect R & D support. Indirect support for
research and development is implemented through tax instruments leading to a reduction of the tax base
of income tax in the conditions of the Czech Republic. Within the chapters of the paper, an evaluation
of the use of this instrument by entrepreneurial subjects is carried out according to the legal framework
of Section 34 of Act No. 586/1992 Coll., On Income Taxes, as amended, where this instrument is
designated as a deductible item for research and development. The contribution also solves what must
be done by the entrepreneur who uses this form of tax support and what are the merits and risks of the R
& D projects that are the basis for determining the specific amount of the deductible item of research and
development. It also includes a look at the international situation in other countries, and the specific forms
and tools of R & D support that countries use under their tax jurisdictions.

Keywords: deductible item to support research and development, income tax, research and development
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uvob
O skuteCnosti, Ze podpora vyzkumu a vyvoje je
smérodatnou oblasti uréujici urover jednotlivych
zemi, svéd¢i i rozhodnuti Evropské unie. Ta
v ramci strategie Evropa 2020, usiluje o to, aby
Clenské staty vynakladaly na vyzkumné,
vyvojové a védecké ¢innosti 3 % svého hrubého
domaciho produktu. Ceska republika si je
dulezitosti vyzkumu a vyvoje taktéz plné
védoma, o CemZ vypovidaji i kazdorocné
vynaklddané  vysoké Castky sméfované
do téchto oblasti (jejich konkrétni vySe bude
uvedena nize). V ramci Ceské republiky je
podporovan vyzkum a vyvoj dvéma zpusoby.
Prvni zpusob predstavuje pfima podpora neboli
financovani z vefejnych zdrojl, a to predevsim
ve formé grantd a dotaci. Druhy zplsob
predstavuje nepfima podpora vyzkumu a vyvoje,
kde se vlada snazi dostateCné motivovat
podnikatelské ~ subjekty  k investicim
do vyzkumnych, vyvojovych a védeckych
oblasti. Z hlediska danové teorie podpora

vyzkumu a vyvoje souvisi se stimulacni funkci
dani a podporou podnikatelskych subjektu
smérem k vynakladani prostfedki na vyzkum
avyvoj. Hlavnim ucelem téchto odpoCtd je
podpofit Zadouci chovani poplatniki dané
z pfijma.

Prispévek se zabyva problematikou nepfimé
podpory vyzkumu a vyvoje, a to konkrétné
uplatnénim odcitatelné polozky na podporu
vyzkumu a vyvoje, ktera byla v Ceské republice
zavedena od roku 2005. Problematika
odcitatelné  polozky na podporu vyzkumu
a vyvoje (dle VaV) je ovSem stale pro nékteré
podnikatelské subjekty znaCné neprihledna
avykazuje fadu skrytych rizik. Soucasné
nedisponuje problematika odCitatelné polozky
na podporu VaV komplexnosti, jelikoz je
upravena ve vice pravnich predpisech. Cilem
pfispévku je s vyuzitim analyzy stavu vyuzivani
odcitatelné polozky vyzkumu a vyvoje zhodnotit
souCasny stav aplikovatelnosti tohoto néastroje
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shizovani danové povinnosti podnikatelskych
subjektt v Ceské republice i v zahraniéi.
Vlymezeni samotného pojmu VaV Ize dle OECD
(2002) definovat jako tvlrci Cinnost, ktera je
provadéna systematicky za ucelem zvySeni
urovné znalosti souvisejici s ¢lovékem, kulturou
a spoleCnosti, a nasledném vyuziti téchto
védomosti s cilem vymysleni novych aplikaci.
Pojem VaV Ize definovat také oddélené.
Halasek, Lenert (2009) nahlizi na vyzkum jako
na poznavaci tvaréi Cinnost  konanou
systematicky, objektivng, prikazné a pfesné
scilem  objevovani  novych  skuteCnosti
a dosazeni novych znalosti. Tato Cinnost muze
byt vykonavana i opakovang, ovéem vzdy musi
vzniknout néco nového. Naopak vyvoj je dle
Kovalikoveé (2006) tvarci technicka €innost, ktera
se zakladd na systematickém vyuZivani
poznatkl  ziskanych  vyzkumem, slouZici
k vytvofeni  technicky a  ekonomicky
nejucinnéjdimu postupu. Dle Jilkové (2010)
asoucasné v souladu s § 2 odst. 1 zakona
¢.130/2002 Sb., o podpofe  vyzkumu,
experimentalniho vyvoje a inovaci z vefejnych
prostfedkll se vyzkumem pro Ucely zakona
rozumi zakladni nebo aplikovany vyzkum
a vyvojem experimentalni vyvoj. Z uvedenych
vykladi jednotlivych autord je zfejmé, ze jiz
vlastni definice VaV neni jednoznacné
stanovena.

1. PRIMA A NEPRIMA PODPORA
VYZKUMU A VYVOJE

V Ceské republice je mozné VaV podpofit
pfimou ¢i nepfimou cestou. Mezi témito
zplsoby, jak motivovat podnikatelské subjekty,
aby vice investovali do této oblasti, existuji urcité
odliSnosti. A to jak ve zplsobu jejich
poskytovani, tak i v pozitivech, které s sebou
pfinaSeji, ale i nedostatcich, jez musi byt v ramci
daného typu podpory strpény.

V ramci pfimé podpory VaV je jsou poskytovany
vefejné neboli statni  finanéni  prostiedky
za Ucelem podpory Zadoucich aktivit. Jedna se
napfiklad o institucionalni podpory, Ucelové
podpory grantovych a programovych projektd,
podpory mezinarodni spoluprace ve VaV a tak
dale. Prinos této podpory je spatfovan
v moznosti zaméfeni podpory na pfedem zname
cile. OvSem vyhoda této podpory je soucasné

do urcité miry i jeji nevyhodou, ¢imz je myslen
selektivni pFistup, ktery muaze byt ovlivnén
subjektivnimi i skupinovymi zajmy. Soucasti
byvaji i vysoké naklady spojené s administrativni
¢innosti, ktera zahrnuje napfiklad hodnoceni
a kontrolu projektl (Janecek a kol., 2012).

V rdmci nepfimé podpory VaV existuje mnoho
nastrojl, které vlada vyuziva. Jedna se
napfiklad o darové pobidky a ulevy, urychlené
odpisovani, zvyhodnéné uvéry a podobné.
Hlavnim argument, proC stat poskytuje tato
zvyhodnéni, spodiva v tvorbé podnéti
a podminek Ginicich investice do VaV
pro podnikatelské subjekty  atraktivngjsi
a zajimavéjsi (Adamkova, 2008).

V' nésledujicich odstavcich jsou dle JanecCka
a kol. (2012) definovany klady a zapory, které
tento typ podpory s sebou pfinasi. Vyhody
nepfimé podpory VaV (orientované predevsim
na odCitatelnou poloZku na podporu VaV) jsou
rozsahlé. Lze fici, Ze jeji zavedeni povzbuzuje
a stimuluje investice do VaV a inovaci.
Nenaruuje konkurencni prostfedi v pfipadé
plosné aplikace, a to z dlvodu existence
rovnych a stejnych podminek pro vSechny
subjekty. Z pohledu spravy pfinasi nizsi
administrativni naklady v porovnani s nastroji
pfimého financovani, jelikoz dochazi ke zruSeni
administrativnich nakladl, které jsou spojené
s procesem zadosti o dotaci. Rovnéz snizuje
nejistotu  podnikatelskych subjektl a vytvafi
jistotu pro spolecnosti pfi financovani vyzkumu.
Problémem ke kterému u nepfimé podpory vSak
ktera se odchyluje od poZzadavk( kladenych
na jednoduchost, transparentnost a neutralitu
dani. K dosaZeni naroku na odcitatelnou polozku
na podporu VaV vede dlouha cesta, ktera
vyZzaduje pomérné narotné a komplexni
zpracovani. Jelikoz je tento odpocet pouZivan
plosné, pfichazi vlada o moznost cilit
na konkrétni vyzkumna feSeni
celospole¢enskych témat. DalSim problémem je
nutna vazba na zisk respektive skutecnost, ze
Ize tento odpoCet vyuZit pouze v pfipadé
kladného hospodéarského vysledku, coz je Casto
problémem a brani tak vyuziti zejména malym
astfednim  podnikim.  Hrozi i riziko
neopravnéného vyuZiti tohoto odpoctu, k Cemuz
mlze dojit v pfipadé nepfesnych formulaci
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v danové legislativé ¢i nedostatenych vazeb v
Ggetnictvi. V této souvislosti Gasto dochazi v CR
k tomu, Zze v ramci hodnoceni projekti VaV
danovymi Ufedniky, je Casto zpochybnén tzv.
prvek novosti, ktery je zakladnim parametrem
VaV viz nize.

2. LEGISLATIVA UPRAVUJICI
ODCITATELNOU POLOZKU
NA PODPORU VAV V CR
Podnikatelsky subjekt usilujici o ziskani naroku
na odpocet polozky na podporu VaV od zakladu
dané se neobejde bez zékladni trojice prévnich
dokumentd upravujici tuto oblast. Prvni kliCovy
pravni dokument pfedstavuje zakon ¢. 586/1992
Sb., o danich z pfijmd, ve znéni pozdéjSich
pfedpisU, ktery uvadi moznost snizeni zékladu
dané prostfednictvim odpoctu na podporu VaV.
Tato problematika je feSena od § 34a az
do § 34e véetné. V § 34a mluvi zakon o vysSi
odpoctu na podporu VaV, § 34b obsahuje vycet
vydaju vynaloZenych na VaV, které Ize zahrnout
do odpoctu. V § 34c Ize nalézt definice projektu
VaV, a to véetné potfebnych naleZitosti. Reeni
odpoctu na podporu VaV u spole¢niku osobnich
obchodnich  spoleCnosti  zékon  taktéz
neopomina, tato problematika je vytyCena
v § 34d. Na zadost poplatnika mize byt taktéz
provedeno zaévazné posouzeni vynalozenych
vydaju na VaV zahrnutych do odpoctu, coz fesi
§ 34e. Druhy zékon vychazejici z terminologie
pfirucky Frascati manual OECD (2002) je zakon

¢. 130/2002 Sb., o podpofe vyzkumu,
experimentalniho vyvoje a inovaci z vefejnych
prostfedki a o zméné nékterych souvisejicich
zakonu. Tento zakon byl povazovan za kli¢ovy
hlavné z dlvodu pfesné definice pojmu ,vyvoj*,
kterou v souCasne dobé& ovSem obsahuje
i posledni z trojice pravnich norem. Tim je
metodicky pokyn Ministerstva financi CR D-288
slouzici k jednotné metodice pfi uplathovani
ustanoveni § 34 odst. 4 a 5 zakona €. 586/1992
Sb., o danich z pfijm0, ve znéni pozdgjSich
pfedpisu. (Ministerstvo financi, 2005) Tento
pokyn neni povazovan za pravné zavazny, je
pouhym navodem pro danové subjekty
a pracovniky finanéni spravy, ktery by mél byt
napomocen pfi posuzovani, zda je mozné
povazovat vydaje (nédklady) odecitané
od zakladu dané za vydaje (néklady) vynalozené
na VaV. Za dalSi metodické pomlcky jsou
povazovany DoporuCeni Rady pro vyzkum
avyvoj k aplikaci zakona €. 586/1992 Sb.,
o danich z pfijmi Ci pfimo Frascati manual
(Orlova, 2015).
"""" Cast celého procesu je
povazovano stanoveni hranice, ktera rozdéli
¢innosti na dva celky. A to na Cinnosti, které je
mozné povazovat za Cinnosti souvisejici
s projektem VaV (na zakladé, kterého dochazi
k uplathovani odcCitatelné polozky na VaV)
a takzvané ostatni pfibuzné Cinnosti, Cimz
mohou byt napfiklad inovace, které v sobé
ovéem nezahrnuji vystizeni VaV. Nasledujici
(Tab. 1) zachycuje nékteré z téchto Cinnosti.

Tab. 1.: Cinnosti, které (ne)lze zahmout mezi ¢innosti VaV pro iéely odpoctu od zakladu dané z pFijm

Cinnosti, které Ize povazovat za VaV

Cinnosti, které nelze povazovat za VaV

- experimentalni, vyvojové Ci teoretické préace
vlastnich vyrobk a sluzeb

- administrativni a

pravni  ukony  souvisejici
s patentovou a licenéni innosti

- projekéni a konstrukéni prace

- informacni sluzby

- navrhy technologii

- vzdélani a vycvik pracovnikl

- unikatni zakazkova vyroba

- stalé analyzy

- vytvareni a zavadéni procest

- udrzovaci Slechténi

- vyvoj a Upravy informacnich systémd, jejich
databazi, ...

- b&Zné pouZiti lékafskych znalosti

- vyvoj specifického softwaru  slouzZiciho pro
ovladani a fizeni strojd, technologii

- standardni vyvoj softwaru a pocitacova Udrzba

- pouZziti novych technologii a jejich nasledné
zavadéni do praxe

- pfibuzné védeckotechnické Cinnosti

- vyroba prototypl a zkuSebnich vzorki

- administrativa a ostatni podpdrné ginnosti

- ovéfovani prototypd, testovani a vyroba
funkénich vzork( ¢&i prototypu produktu

- Cinnosti s inovacnim charakterem postradajici

prvek novosti

Zdroj: Ministerstvo financi, 2005
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Dle Pokynu D-288 (2005), Clanek 2, existuji
i takzvana zakladni kritéria napomahajici odlisit
VaV od ostatnich pfibuznych ¢innosti. Projekt je
dle Rydl (2014) povaZzovan za projekt VaV
v pfipads, Ze:

e \V sobé obsahuje ocenitelny prvek
novosti, ktery je chapan, jako cinnost
vramci které spolecnost ziskava nové
zkuSenosti. Je nutné posoudit, zda je
projekt pro firmu rutinni zaleZitosti nebo
se prostfednictvim ného zvySuje interni
know-how.

e A soucasné dochazi k vyjasriovani
vyzkumné nebo technické nejistoty. Tim
je na mysli nutnost existence rizika, ze
nemusi dojit k dokonCeni projektu dle
stanoveného planu. V takové situaci je
potfeba posoudit, jaké faze projektu byly
pro spolecnost evidentni
a naplanované, a soucasné v jakych
fazich projektu se objevovala nejistota
ohledné jejich dokonceni.

Linie mezi vySe zminénymi Cinnostmi je mnohdy
velice tenka, Cemuz nasvédCuje i prohlaSeni
predsedkyné Technologické agentury Ceské
republiky Rut Bizkové (2015), ktera na podzim
roku 2015 vydala tiskovou zpravu, kde hodnoti
odborné znalecké posouzeni jako nedostate¢né.
Pric¢innou jsou nejasnosti ohledné toho, co Ize
v konkrétnich projektech jesté povazovat za VaV
a co uz za VaV povazovat nelze. Tento problém
by mél byt vyfeSen odpovidajicim systémem,
vramci kterého dojde k posuzovani projektu
pomoci  instituci  disponujicimi  znalci
v jednotlivych oborech. UrCité kroky v ramci
feSeni tohoto problému jiz byly realizovany. 200
zaméstnancl Generalniho finanéniho feditelstvi
a finan¢nich ufadu pro$lo Skolenim zabyvajicim
se touto problematikou, a souCasné byly
vypracovany metodické pomucky FeSici otazky
ohledn& novosti a technické jistoty. CR hleda
inspiraci napfiklad ve Velké Britanii, kde probiha
posouzeni vyzkumnych projektl kvalifikovanymi
odborniky v dané oblasti, ktefi vyuZivaji
i katalogu s pfiklady a podobné.

K posouzeni, zda v sobé projekt VaV obsahuje
ocenitelny prvek novosti, a sou¢asné v ramci
tohoto projektu dochazi k vyjasfiovani vyzkumné
nebo technické nejistoty, byvaji vyuzivana

takzvana dopliujici neboli pomocna kritéria,
ktera jsou obsazena v nasledujicim vyctu:
e stanovené cile projektu (dosazitelnost
a zhodnotitelnost po ukonceni projektu),
e prvek novosti a novatorstvi (v ramci
moznych informaci, které mulze mit
poplatnik k dispozici v dané dobé),
e hledani dfive neodhalenych jevd,
struktur nebo vztahu,
e aplikace poznatk( nebo techniky novou
cestou,
¢ vysledek obsahuje nové, hlubsi chapani
jevl, vztahu, principl s vyznamem
SirSim neZ pro jednoho poplatnika,
e oCekavany pfinos, napfiklad patent,
licence, chranény vzor a podobné,
e pozadované  znalosti  pracovnikl
pracujicich na projektu,
e vyuzivané metody,
e souvislost s vétSim celkem (napfiklad
s programem, s ¢innosti podniku),
e mira  obecnosti  predpokladanych
vysledkd,
e souvislost projektu S jinou
veédeckotechnickou ¢innosti.
Neni podminkou splnit vSechny doplfujici
kritéria, aby byly Cinnosti povazovany za VaV
(Ministerstvo financi, 2005).

3. VYVOJ NEPRIME PODPORY VAV
V CESKE REPUBLICE A
V ZAHRANICI
PrvopoCatek formy nepfimé podpory VaV
v podobé odpodtu od zakladu dané z pfijmu je
datovan jiz v roce 1944 v Kanadg, ze které se
postupem Casu rozsifil do Evropy. Odpodet
na podporu VaV v rlznych obdobach byl
zaveden prakticky ve vSech evropskych zemich,
s vyjimkou Némecka, které podporuje VaV
vyhradné pfimou formou. V Ceské republice ma
v soucasnosti podpora VaV pfimou podobu,
konkrétné financovani z vefejnych zdroju
ve formé grantd a dotaci, kde je cil stanoven na
1 % hrubého domaciho produktu a nepfimou
podobu napfikiad i ve formé odpoctu
vynaloZenych vydaji na VaV od zékladu dané
z pfijmu, kde je cil stanoven na 2 % hrubého
domaciho produktu. Lze vidét, Ze je cileno spiSe
na nepfimou podporu VaV neboli podporu
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ze soukromych  zdroji. MysSlenka  dafové
podpory formou odcitatelné polozky na VaV
od zakladu dané zaCala nabyvat na sile jiz
na podzim roku 2004, kdy se tento odpocet
dostal do projednavani v ramci pozménovacich
navrhd k novele zakona o danich z pfijm0 (dale
ZDP). Do konce roku 2004 byla dafiové podpora
VaV predstavovana osvobozenim od dané
z pfijm0, které bylo vyuzito na podporu této
oblasti, dale méla podobu dafovych odpist
nehmotnych vysledkd VaV a v neposledni fadé
existovala moznost odecCist bezuplatné pinéni
na VaV. Zajem na pfijeti upravy ZDP, ktery by
upravoval odcitatelnou polozku na VaV, byl vSak
vymezeno nedostatecné, a tim padem vyvstalo
mnoho otazek a problémd, které byly spojeny
s praktickou aplikaci tohoto odpoc¢tu. Od 1. ledna

Ceské republiky (dale CR) a ristu soukromych
vydaju do této oblasti (Drab a kol., 2005);
(Charvatova, 2006); (Orlova, 2015).

Vyvoj nepfimé podpory VaV v CR je znazomén
na nize uvedené desetileté Casové fadé.
V pocatecnich letech se dafovi poplatnici stavéli
k vyuZiti moznosti tohoto odpoCtu viceméné
skepticky, Cemuz nasvédCuje prvni rok
zavedeni, kdy se pouze 452 podniku odhodlalo
uplatnit si dvakrat vydaje (néklady) vynaloZené
na VaV. OvSem s delSim obdobim, vzristal
zajem danovych poplatniki o vyuziti odpoctu
na podporu VaV, a to meziroéné v priméru o
15,3 %. To potvrzuje i kaZdoro¢ni narUst jak
poCtu podnikd, které odpocet vykazuji ve svych
danovych pfiznanich, tak narlst celkové vyse
uplatnénych vydaji (nakladd). Po deseti letech
od spusténi se pocet danovych poplatniki

2005 se stala moznost uplatnéni odCitatelné vyuzivajici danou danfovou Ulevu témér
polozky na podporu VaV ucinng, pfiCemz ztrojnasobil, viz (Obr. 1).
hlavnim divodem zavedeni tohoto odpoctu byla
podpora  konkurenceschopnosti  ekonomiky
Obr. 1: Vyvoj odpoétu na podporu VaV v Ceské republice (2005 — 2014)
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Komplexni zpravu s nazvem ,Nepfima vefejna
podpora vyzkumu a vyvoje v Ceské republice*
vydava Cesky statisticky Gfad kazdoroéné
v pribéhu mésice brezna. V ramci této zpravy je
analyzovan vzdy pfedminuly rok a jsou
pfedkladany veSkeré dostupné informace
tykajici se odCitatelné poloZky na podporu VaV.
Tento Casovy odstup je zpusoben Casové velmi
naroénym zpracovanim udaju, jejichz zdrojem
jsou dafova pfiznani dafovych poplatniki
uplatiujici odCitatelnou polozku na podporu
VaV. Dle Ceského statistického tfadu (2017) se
celkovy objem odectenych vydaju (nakladu)

Zdroj: Ayming, 2016

spojenych s vykonavanim VaV vySplhal v letech
2010 - 2015 na 64,3 miliardy korun. Ve spojeni
s aplikaci dariové sazby ve vysi 19 %, ziskaly
pravnické osoby danovou Usporu ve vysi 12,2
miliard korun, které mohou efektivné vyuZivat
pro dalSi aktivity v ramci VaV.

Cesky statisticky ufad bohuzel nedisponuje
konkrétnimi daty tykajici se fyzickych osob. Jeho
zacileni je pfevazné na pravnicke osoby,
u kterych je pfedpokladana vetsi
pravdépodobnost vynakladani vydaju (nakladu)
na provadéni védecké, vyzkumné Ci vyvojové
¢innosti. Avsak i fyzickeé osoby vyuZivaji podporu
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VaV. V roce 2015 si fyzické osoby odecetly
vydaje (naklady) na VaV v celkové vysi
30 milionGi korun a dosahli tak dafové ulevy
ve vy$i 5,7 miliond korun. Cesky stat poskytuje
celkové soukromému i vefejnému sektoru
na podporu VaV kazdorocné horentni sumy. Dle
poslednich  dostupnych  informaci  bylo
vynalozeno v roce 2015 formou pfimé a nepfimé
podpory celkem 88,7 miliard korun, pfiCemz
soukromé podniky meély na této sumé téméf
poloviéni podil, respektive 46 miliardy korun.
Cesky stat poskytnul na podporu VaV primou
a nepfimou cestou celkem 31,1 miliard korun.
Z této sumy pfipadlo nepfimé podpore VaV vice
nez jedna tfetina a dvé tfetiny z této Castky
naleZi pfimeé podpofe, z ¢ehoz Ize usoudit, ze
tato forma podpory, i nadale zlstava Cislem
jedna v podpofe VaV.

K poslednimu analyzovanému roku 2015, Ize
konstatovat, Ze odpoCtu na podporu VaV
vyuZivaji nejvice stfedni podniky. V celkem 471
pfipadech vyuzily danovou podporou v celkové
vy$i 567 miliond korun. CoZ je pochopitelné,
vzhledem k tomu, ze pocetné prevazuji mezi
ucetnimi jednotkami provadgjici VaV na Uzemi
CR. Malé podniky jsou v zavésu za stfednimi
podniky, které uplatnily odpocet na podporu VaV
ve 343 pfipadech a ziskaly tak dafiovou podporu
ve vySi 181 miliond korun. Podrobngjsi Udaje
uvadi (Obr. 2). Levy obrazek znazorriuje sloZeni
podniku dle jejich velikosti, pravy obrazek pak
zobrazuje celkovou vysi podpory v milionech
korun.

Obr. 2: Soukromé podniky vyuZzivajici nepfimou podporu VaV dle velikosti (2010 — 2015)

a) Slozeni podnikd
(pocet)

b) vy$e podpory v mil. Ké

Mikro podniky
(0-9 zam.)
Malé podniky
(10-49 zam.)

u Stfedni podniky
(50-249 zam.)

mVelké podniky
(250+ zam.)

27% 26%

18% 14%

2015

2010 2010

Co se tyCe ekonomické Ccinnosti, kterou
vykondvaji podniky vyuzivajici nepfimé podpory
VaV, zde bez pochyby dominuji spoleénosti
podnikajici ve zpracovatelském primyslu. 785
soukromych spole¢nosti Zadalo o odpocet
vydaji na podporu VaV k roku 2015, cozZ je
dvakrat vice nez v roce 2007. V ramci
zpracovatelského pramyslu pfevladaji
spolecnosti, které podnikaji ve strojirenském
prumyslu. Zde téméF polovina podnikli vyuziva
nepfimou podporu VaV. Strojirensky primysl
nasleduje  vyroba  kovovych  konstrukci
avyrobkd, elektrotechnicky  primysl  &i
elektronicky prumysl. SkuteCnost, Ze odpocet
na podporu VaV je v hojné mife vyuzivan

2011

2014

2012 2013 2015

Zdroj: Cesky statisticky urad, 2017

pfedevsim spolecnostmi, které maji co doCinéni
s technikou, jesSté vice zddrazfuje nutnost
zkuSeného technického konzultanta, ktery
dokaze spravné identifikovat, co je, respektive
neni VaVv.

Informaéni a komunikaéni ¢innost, ale také
profesni, védecka a technicka Cinnost se
umistila s vétSim odstupem za zpracovatelskym
pramyslem. Ze strany penéznictvi
a pojistovnictvi se stal prekvapenim zajem
0 nepfimou podporu VaV, kde podniky preferuji
vyuziti tohoto nastroje pfed pfimou podporou
VaV, kterou v roce 2015 nevyuZzil ani jeden

Vv
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Obr. 3: Soukromé podniky vyuzivajici nepfimou podporu VaV dle odvétvovych sekci klasifikace CZ -

NACE (pocty, struktura v %), 2010 a 2015

® Zpracovatelsky primysl (sekce C)

a) pocet podniku

® Informaéni a komunikaéni €innosti (sekce J)

» Profesni, védecké a technické ¢innosti (sekce M)

Ostatni ¢innosti

2015

2010

2015

151 209
|
106 92
:
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b) vySe podpory v mil. Ké
165

2010

V rdmci mezinarodniho srovnani zemi OECD je
velikost nepfimé podpory VaV uvedena na (Obr.
4). Nejlepsi pozici zaujima o pouhé dvé setiny
procenta Irsko nad Francii, kterd Irsko
nasleduje. Francie, jako jedna z mala zemi
dosahuje vysSich hodnot v ramci nepfimé
podpory VaV nez prostfednictvim pfimé formy
podpory ze statniho rozpoétu. Co se tyée CR, ta
se nachazi na velmi zajimavé pozici, ktera je
totozné s Danskem, Spojenymi staty americkymi
a Cinou. Vezmeme-li v potaz staty, které

Zdroj: Cesky statisticky ufad, 2017

pfistoupily do Evropské unie v roce 2004, tedy
ve stejném roce jako CR, lepsi pozici vykazuji
v porovnani s tuzemskem pouze Madarsko
a Slovinsko. V' ramci asijskych ekonomik
vykazuje nejlepSi pozice Jizni Korea s 0,19 %
a Japonsko s 0,14 %. Tato skutecnost je velmi
zajimava, jelikoz vydaje (naklady) vynalozené
na VaV v Japonsku v roce 2014 byly bezmala
trikrat vétsi nez v Jizni Koreji.

Obr. 4: Podil nepfimé podpory VaV na HDP ve vybranych zemich OECD v roce 2014

0,29%
0,27%

xR °
S =
=} S 2
o‘.o\oo\ooo EI.;O\OQ
o b v > & ;= b %
o oo R @ g F
g T RS 6w © g X X e e
O O v v o 2R ~ R~ S S e
5 o 8 b b R S S8 8 T XX
©c° o d88s R 2SS 3T h ey
g Q- = SRig e 26 ind w
& B et 19 Qg & 5 &
. c oo =
lAIIYllilItbillllllvlvrikbllllll
—~ o~ - —~ —_ —_ - =l
e gL zg22¢02202¢8°¢ o3 o LB Lwe e
m““ewmmwmw:owmm._ ‘-‘—(UU)‘_QN‘_O‘_'_:‘_.C
=2 2 £ 3 2 £ g £ 2 O 5 £ € d 2 Q9 c c Q -5 8 02 8 S O
g a9 8 o & = ® 3 £ 3 ¥ & N 2 28 £ & 3 d
T 0 g = [=)] a [~ 2 vggvz = 3 = g ~—
@ N ® & 3 0O < £ &= =
2 o o8 t 5z o o 5 c 9 T < «© L ¢ %
SR & SWe T 0 14 NS ] £ Nw 8
& zZ 2 a X - = © 8 X 5
& m S » 7] e 3
w = o)) = mEg
5 © = g9
n £
3
14

Cil nastaveny Lisabonskou strategii se tyka
Clenskych zemi Evropské unie, ktera usiluje
o0 zvySovani vydaju na VaV, a to minimalné
vevysi 3 % hrubého doméciho produktu

Zdroj: Cesky statisticky trad, 2017

Clenskych zemi. Ackoliv je témito vydaji minéna
suma pfimé podpory VaV i nepfimé podpory
VaV, nebyl v CR za celou dobu existence
podpory VaV tento cil naplnén, z Cehoz Ize
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usuzovat, ze k jeho dosazeni vede dlouhé cesta. tfi procent, jak je vidét na nésledujici tabulce
AvSak ani ostatni clenové Evropské unie dle C. 2.

udaju z roku 2014 nedosahli onéch zminénych

Tab. 2: Podil pfimé a nepfimé podpory VaV na HDP u podnikii — mezinérodni srovnani

Celkova vefejna Nepfima vefejna Pfima vefejna podpora
podpora VaV podpora VaV vaV

EU
Francie (2013) 0,39% 0.27% 0,12%
Irsko (2014) 0,36% 0.29% 0.07%
Madarsko (2014) 0,31% 0,15% 0,16%
Belgie (2012) 0,30% 0,20% 0,10%
Rakousko (2014) 0.27% 0,13% 0,14%
Slovinsko (2014) 0.24% 0,10% 0,14%
Spojené kralovstvi (2014) 0,23% 0,13% 0,10%
Nizozemsko (2014) 0,17% 0,15% 0,02%
Ceska republika (2014) 0,16% 0,05% 0,11%
Portugalsko (2014) 0,15% 0,10% 0,05%
Sveédsko (2014) 0.,13% 0,00% 0,13%
Dansko (2014) 0,10% 0,06% 0,04%
Spanéisko (2014) 0,09% 0.03% 0,06%
Recko (2014) 0,08% 0,05% 0,03%
Estonsko (2014) 0,07% 0,00% 0,07%
Némecko (2014) 0,07% 0,00% 0,07%
Finsko (2014) 0,07% 0,01% 0,06%
ltalie (2013) 0,05% 0,00% 0,05%
Polsko (2014) 0,05% 0,00% 0,05%
Rumunsko (2014) 0.04% 0,01% 0.03%
Litva (2014) 0,02% 0,01% 0,01%
Slovensko (2014) 0,01% 0,00% 0,01%
Lotyasko (2014) 0.01% 0.00% 0.00%
Zdroj: Cesky statisticky urad, 2017
Podrobna data od roku 2005 do roku 2015 dochazi k linearnimu trendu s minimalini oscilaci,
tykajici se pfimé respektive nepfimé podpory a to jak smérem nahoru, tak dold. Soucasné Ize
VaV vyjadreny jako podil na hrubem domacim videét, Ze cili nastaveného Lisabonskou strategii
produktu CR v procentech jsou uvedeny se CR ani zdaleka nepfiblizila.

v (Tab. 3). Z udaju je mozne konstatovat, ze )
Tab. 3: Financovani VaV v soukromych podnicich CR — podil na HDP CR v %

rok pfiméa podpora nepfima podpora celkem domaci zdroje
2005 0,09 0,03 0,12
2006 0,10 0,03 0,13
2007 0,09 0,03 0,12
2008 0,08 0,03 0,11
2009 0,09 0,03 0,12
2010 0,09 0,03 0,12
2011 0,11 0,05 0,16
2012 0,11 0,05 0,16
2013 0,10 0,06 0,15
2014 0,09 0,05 0,14
2015 0,07 0,06 0,12

Zdroj: Cesky statisticky tfad, 2017
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4. PODPORA VAV V ZAHRANICi
K vyznamnému vynakladani vydaju do oblasti
zakladniho vyzkumu dochazelo jiz od poloviny
80. let 20. stoleti. Zakladni vyzkum mél pfednost
pfed aplikovanym vyzkumem a experimentalnim
vyvojem, z Cehoz Ize usoudit, zZe mnohé viady
kladly ddraz na financovani védeckého
vyzkumu. Za jasné vitéze ve financovani
zakladniho vyzkumu je povazovana Korea
a Cina. Dariové pobidky na VaV jsou pomémé
Siroce rozSifené zejména ve vyspélych
ekonomikach. Za vid¢i zemé v této oblasti jsou
povazovany  Spojené  staty  americké
a Japonsko. V ramci Evropské unie nemaji
v soucasné dobé pouze Némecko a Estonsko
danovou  politku  zaméfenou  nepfimo
nastimulaci VaV a inovaci (European
Commission, 2014). Investice do této oblasti se
stupfuji, Cemuz odpovida i skutecnost, Zze v roce
2013 vzrostly celkové vydaje v zemich OECD
v redlném vyjadreni o 2,7 %, ovSem v poméru
k hrubému narodnimu produktu zlstaly vydaje
stejné jako v roce 2012, a to na urovni 2,4 %.
Inovace nespoCivaji pouze Vv investicich
dooblasti VaV, ale také na vzajemné se
doplfujicich aktivech, jako jsou software, design
nebo lidsky kapital respektive znalostni kapital
(OECD, 2015b). V roce 2013 bylo pfiblizné

6,9 % z podnikového VaV pfimo financovano
vladami, pficemz danové pobidky predstavuji
ekvivalent dodateCného vefejného financovani
ve wsi 5,2 %. VyuZivani dafovych pobidek na
VaV vSeobecné narista vzhledem k rdznym
formdm pfimé podpory. Mezi zemé patfici
k nejvétSim  poskytovatelim  kombinované
podpory pro podnikovy VaV jako procento
hrubého doméciho produktu k roku 2013 patfi
Korea Ci Ruska federace. Naopak k nejvétSim
poskytovatelim dafové podpory se fadi
Spojené staty americké, Francie a Cina. V roce
2015, 28 zemi OECD vyuZivalo darnové pobidky
na podporu podnikatelského VaV, pficemz tato
podpora tvofila v roce 2013 téméf 50 miliard
USD a v ¢ase neustéle roste (OECD, 2015a).

Co se tyCe Clenu Evropské unie, nékteré staty
maji stale daleko k dosaZeni determinovaného
cile ve vy8i 3 % vydaji z hrubého doméciho
produktu Clenskych stati sméfovanych do VaV.
Dosud bylo dosazeno pouze malého pokroku
od spusténi strategie Evropa 2020, avSak tento
nepfilis lichotivy vyvoj podnécuje viady k o to
vétsi stimulaci soukromych vydaji na VaV
prostfednictvim dafovych pobidek. Tento
systém zaroven pfispivd k vétsi odolnosti
spoleCnosti béhem krizovych let (Garnier a kol.,
2014).

Obr. 6: Hrubé doméci vydaje na VaV v Clenskych zemich Evropské unie v %
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V' Evropské unii, jsou vladni ufady nuceny
pfijmout aktivni opatfeni s cilem podpofit
¢innosti v oblasti VaV. Od roku 2011 doslo
ke zvySeni poctu Elenskych stati Evropské unie
aplikujici danové pobidky z 10 na 20 k roku 2013
(Trandafir a Ristea, 2014). V ¢lenskych zemich
Evropské unie funguji rizné druhy danovych
pobidek, proto budou v nasledujicim textu
pro lepSi pochopeni predstaveny rezimy, které
jednotlivé zemé aplikuji v ramci podpory VaV.

1. Dle vypoctu zakladu pro darovy odpocet

a) Vysledky VaV - danovy odpocet se vypocita
pouzitim sazby do vySe a struktury zpusobilych
vydaji na VaV.

b) Vydaje na VaV - dariovy odpocet se vypocita
pouzitim sazby do vySe a struktury zpUsobilych
vydaji na VaV.

¢) Kombinace

2. Dle opravnénych vydaju

a) Kapitalové vydaje - danovy odpoCet se
vypocita pouZitim sazby na kapitalové vydaje.
b) BéZné vydaje — dafovy odpocet se vypocita
pouzitim sazby na bézné vydaje, nejcastéji se
jedna o personalni vydaje.

c) Kombinace

3. Dle dariového odpoctu

a) Dodate¢ny odpocet ¢i osvobozeni — vyhoda je
spatfovana ve snizeni nékterych platebnich
povinnosti, ktera ma podnikatelsky subjekt ke
statnimu rozpoctu.

b) Hotovostni nahrada — vyhodou je moZnost
hotovostni nahrady, ¢imz se pozitivné ovliviiuje
skuteéné cash flow podniku.

c) Kombinace

4. Dle dynamiky darového odpoctu

a) Plochy systtm - spoCivd v pouziti
konstantniho danoveho odpoc¢tu bez ohledu
na vySe vydajl vynalozenych na projekt VaV.

b) Progresivni systém — spociva v pouZiti vySsi
mezni danové sazby pro prebytek.

c) Regresivni systém — spociva v pouZiti nizsi
mezni danové sazby pro pfebytek.

5. Dle pfijemce diferenciace

a) Nediferencovany - pouziji se stejné
podminky, které plati pro vSechny podniky.
b) Diferenciace podle velikosti - spoCiva

v pouZiti vySSich pobidek pro malé a stfedni
podniky (Popa a kol., 2012).

PouZiti reZimi darfiovych pobidek na VaV
ve vybranych statech Evropské unie zobrazuje
nize uvedena (Tab. 4).

Tab. 4: ReZimy danovych pobidek na VVaV ve vybranych statech Evropské unie

zemé 1. 2. 3. 4. 5.
Rakousko vydaje kap. v. hotovost. plochy s. nedifiren.
Belgie komb. komb. odpocet plochy s. nedifiren.
Ceska republika vydaje kap. v. odpocet plochy s. nedifiren.
Francie vydaje kap. v. odpodet regres. s. nedifiren.
Madarsko komb. komb. odpocCet plochy s. nedifiren.
Irsko vydaje kap. v. odpocet progres. s. nedifiren.
Malta komb. kap. v. odpocet plochy s. nedifiren.
Nizozemsko komb. bézné v. hotovost. plochy s. nedifiren.
Polsko vydaje kap. v. odpocet plochy s. diferen.
Portugalsko vydaje komb. odpocet progres. s. nedifiren.
Spanélsko komb. komb. odpocet progres. s. nedifiren.
Velka Britanie vydaje komb. komb. plochy s. diferen.

Dilezitym faktorem zvySujicim konkurence-
schopnost, produktivitu, hospodarnost je rozvoj

Zdroj: vlastni Setfeni a Taxand, 2012

VaV, tento rozvoj soucasné vede k dosazeni
dlouhodobého hospodarského ristu, protoze
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napomaha k feSeni dalSich souvisejicich
problému. Jako pfiklad lze uvést vysokou
nezaméstnanost. Ta mulze byt snizena
prostrednictvim investic do VaV, které povedou
k lepSim a rozmanit&j§im vyrobkim, vyssi
poptavce, a tim padem pravdépodobné
i k tvorbé novych pracovnich mist (Hurduzeu,
Lazar 2016). Kazdad zemé& méa pravo si vybrat,
zda bude podporovat VaV pfimou nebo
nepfimou formou dafové pobidky. Zemé, které
se rozhodnou vydat touto cestou zvySuji své
narodni a mezinarodni investice. Dle Hodzi¢
(2012) ovSem druhy dafovych pobidek zavisi
i na urcitych politickych cilech a typu danového
systému. Zavedeni danovych pobidek umozniuje
pokles nedostatkl v urcitych oblastech fiskalni
struktury a podporuje soukromy sektor, jakozto
iuCast v  ekonomickych a  sociélnich
programech.

ZAVER
Autofi se domnivaji, Ze v ramci cesty ke zvySeni
podilu VaV na HDP v CR a nasledné moznosti
uplatnéni odcitatelné poloZky je nejdilezitéjsi,
aby podnikatelsky subjekt disponoval takovou
podplrnou a smluvni dokumentaci, ktera poda
jednoznacné informace o Cinnostech, které
vychazeji z technické nejistoty, a soucasné
obsahuje ocenitelny prvek novosti. PodpUrnou
dokumentaci se rozumi zejména projekt VaV,
ktery slouzi jako osvédCeni, ze Cinnosti, které
byly vykonané podnikatelskym subjektem
v daném zdanovacim obdobi, obsahuji dvé vyse
uvedend zakladni kritéria. A pravé odliSeni
c¢innosti  VaV od ¢innosti  rutinniho  nebo
administrativniho charakteru (viz Tab. 1) se
rizni z pohledu technika, ekonoma a taktéz
spravce dané, coZz v konecném vysledku vede
kriznym rozpordm mezi podnikatelskymi
subjekty a jejich spravci dané, které mohou
vyustit, az k soudnim sportm. Ackoliv Pokyn D -
288 slouzi jako podpirna  metodika
pro posouzeni ¢innosti, které Ize povazovat
za souvisejici s projektem VaV, neni zdaleka
mozné zahrnout do tohoto pokynu veSkeré
moznosti. SouCasné Ceska legislativa a praxe
neobsahuje moznost odpocet na podporu VaV
prokonzultovat se spravcem dané predem.
Podnikatelsky subjekt vsak mize dle § 34e ZDP
poZzadat spravce dané o zavazné posouzeni

vydaji na VaV, ovdem fada podnikatelskych
subjektd tuto sluzbu nevyuziva, a to zejména
zdlvodu, ze spravce dané posoudi pouze
informace, které mu podnikatelsky subjekt
poskytne a také kvlli nemoznosti odvolat se
proti rozhodnuti. Divodem dle autord muze byt
i skuteCnost, Ze zavazné posouzeni je zpravidla
zdlouhavy proces trvajici nékolik mésicu,
ve kterém  dochazi k posouzeni pouze
zpUsobilych vydaji (nékladd), nikoliv €innosti.
V neposledni fadé je toto posouzeni
zpoplatnéno  sprédvnim poplatkem ve vysi
10 000 Ke.

Ministerstvo primyslu a obchodu (2011) uvadi
pfehled pochybeni, kterd byla detekovana
pracovniky tohoto ministerstva pfi kontrolach
projektu primyslového VaV. Jedna se o Cetné
chyby, které vychazi napfiklad
z nedostateCného zpracovani internich
pfedpisu, z nepfipustnych postupl pfi Cerpani
apouziti dotace Ci z vykazovani nakladu
(vydaju), které nejsou uznatelné ve smyslu
projektu  VaV. Ugelem pfispévku tohoto
ministerstva je  zredukovat nespravnosti
v projektu VaV jiz ze strany podnikatelského
subjektu, a tim padem zefektivnit kontrolu
provadénou pracovniky pfislusného
ministerstva.

Jak bylo zminéno vy3e, mezi spravci dané
a danovymi poplatniky panuje v souvislosti
s uplatnénim odcitatelné polozky na podporu
VaV fada nejasnosti. Tyto rozpory mohou
v koneéném dusledku vyustit az k soudnim
fizenim, coz dokazuije i fakt, Ze od vzniku tohoto
odpoCtu az do soucCasnosti probéhla fada
soudnich sporl, a to jak na urovni krajskych
soudl, tak na urovni Nejvy$Siho spravniho
soudu, ktery z logiky véci disponuje vétsi vahou.
Na strané zalobce se VvétSinou nachazi
spoleCnost, jez se citi byt poSkozena
dodateénym vyméfenim dané z pfijmu
pravnickych osob (z ddvodu neuznaného
odpoCtu na VaV), a souCasné i vzniklym
penalem (z duvodu nezaplaceni vySe zminéné
dané). Spravce dané pfislusného finan¢niho
Ufadu stoji na strané obZalovaného, tento
spravce  odUvodriuje  neuznani  odpoctu.
Pfikladem mlZe byt rozsudek Nejvy$siho
spravniho soudu (2017) 9 Afs 144/2016 - 51
zroku 2017, kdy spravce dané dodatecné
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doméfil DPPO vcetné penéle v celkové vysi
1021 320 K& Divodem rozepfe bylo
nedostatecné prokazané dikazni bfemeno
na strané stézovatelky, tykajici se vylozenych
osobnich a provoznich nakladi na ucely
definované v projektu VaV. Tato pochybnost
vyplyvala zejména z neprlkazné evidence
téchto nakladi. NedoSlo tedy k evidentnimu
oddéleni  nakladi  vynaloZenych  vylu¢né
na projekt VaV, a proto poZadoval spravce dané
zaplaceni dodate¢né vyméfené dané vcetné
penale. Co se tyCe jinych divodu, které vedou
kneuznéni odpoCtu na VaV, ty souvisi
ve vétsiné pfipadu s projektem VaV. Problém
nastava, jestlize je projekt VaV nedostatecné
zpracovan, to znamena, Ze neobsahuje vSechny
zakonem stanovené néleZitosti. Probléemem je
také pozdni vypracovani projektu VaV, jelikoz je
nepfipustné vypracovat zminény projekt az
po zahajeni realizace daného vyzkumu i
vyvoje. OvSem ani sprévci dané nejsou
neomylni, coz potvrzuje napfiklad NejvysSi
spravni soud (2016) rozsudek 1 Afs 174/2016 -
38 z roku 2016, kdy Nejvyssi spravni soud zrusil
rozhodnuti krajského soudu o dodatecném
vyméfeni DPPO. Spravce dané se tehdy mylné
domnival, Ze projekt VaV neobsahuje ocenitelny
prvek novosti, coz bylo zplsobeno jeho absenci
technickych znalosti nutnych k posouzeni
existence prvku novosti. Rozsudky probéhlych
soudnich  fizeni jsou vefejné dostupné
na webové strance
https://www.danovykonzultant.cz/reserse.

Pfed sestavovanim projektu VaV a souvisejici
projektové dokumentace rozhodné nebude
na $kodu prostudovani  téchto  rozsudku
danovymi poplatniky usilujicimi o ziskani
danového odpoCtu na podporu VaV, jelikoz to
mlze byt rozhodujicim pfinosem k ziskani
naroku na odpocet. Darové poplatniky navedou
na spravnou cestu pfi vytvafeni potfebné
dokumentace a upozorni, jakym chybam se maji
vyhnout ¢i jak chyby co nejvice eliminovat, aby
byla zajiSténa jistota pfi ziskani naroku na tento
odpocet.

Na zavér je nutné pfipomenout, ze CR mé
rozhodné zajem podporu VaV a aktivity
podnikatelskych subjektt v této oblasti je snaha
podpofit. Na druhou stranu u vlastniho urceni
podstaty VaV se nejedna o zcela exaktni védu

a pfi hodnoceni projektt VaV dochazi k rozepfi
se subjektivnimi nazory darovych ufednikd,
ktefi posuzuji jednotlivé projekty VaV a nasledné
vznikaji rozepre Ustici ve vySe uvedena soudni
jednani. Problematika vlastniho uplatnéni
odCitatelné  polozky na VaV, mysleno
mechanismu pfi stanoveni darové povinnosti je
pouze procesovou  zalezZitosti.  Nicméné
z pfispévku jednoznacné vyplyva, ze mnohem
vétSi komplikaci je vytvofeni podkladd pro jeji
stanoveni a dodrzeni vSech nezbytnych
podminek v ramci vytvareni projektl VaV, které
jsou zakladem pro nasledné rozhodovani
spravce dane.
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Abstract: The purpose of this paper is to determine the factors in marketing most relevant to achieving
pharmaceutical sales success and their interrelations, as well as providing a prescription-pharmaceuticals
sales process model. This will enable scholars to obtain a better understanding of the marketing process
for prescription pharmaceuticals, as well as enabling marketers to apply more efficient marketing
approaches. The study uses a unique data set, combining primary data and secondary data from the
Swiss prescription-pharmaceuticals market. The data is analysed using a multiple-regression based
model. A multi-level data structure is found, suggesting that factors concerning the specific brand and
also the pharmaceutical substance itself are relevant to sales success. It is revealed that the factors most
relevant to sales success are: order of market entry, perceived product-quality, average price, and
marketing expenditures, leading to practical recommendations for scholars and marketing professionals.
The study focuses only on the Swiss prescription-pharmaceuticals market, investigating five medical drug
classes. The assumption is made that these results can be generalised to similar markets and drug
classes. The study develops a conceptual prescription-pharmaceuticals sales-process model; offers
practical guidelines and a good basis for further scholarly research are provided; and identifies several
research gaps by giving proposals for future research.

Keywords: Pharmaceutical marketing efficacy, Product design, Pricing, Promotion, Sales model
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INTRODUCTION

Pharmaceutical companies are increasingly 1. MARKETING IN THE PHARMA-
facing pressure to compete. As a result, for many CEUTICAL SECTOR
pharmaceutical companies, the revenues have In pharmaceuticals marketing, marketers are

been reduced resulting in smaller profit margins generally considered to work within McCarthy’s
(Bush et al., 2002; Gonzalez et al., 2008). (1960) conceptual framework. This refers to the
Because the efficacy of marketing spending is four marketing instrument areas: product

being questioned (Morgan et al., 2002; Sheth (includes product design, packaging), place

and Sisodia, 2002), pharmaceutical marketing
managers are under increasing pressure
to assess, justify and communicate the impact
of marketing ~ expenditures on financial
outcomes” (Lehmann, 2004, p. 75), and
therefore need to improve the efficacy of their
marketing activities in order to reduce their
marketing spend.

(distribution channels), promotion (personal
selling, advertising, sales promotion) and price
(see Frey, 1956; Kotler, 1976). In the
pharmaceutical business, it is clear that the sale
(prescription decision) is to a greater or lesser
extent influenced by the doctor's personal
medical-drug preference (prescription habit).
Prior work has found that the prescription habit
is guided by the order of market entry (OE)
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(Coscelli, 2000). Therefore, an early market
entry leads to that product gaining a market
advantage, as found in a large number of prior
studies (Berndt et al., 1997; Coscelli, 2000;
Golder and Tellis, 1993; Kalyanaram and Urban,
1992; Bond and Lean, 1977; Urban et al., 1986).
Most of the current literature on pharmaceutical
marketing presupposes the order of market entry
model (OE) as a starting point in the conception
of a marketing strategy (see also Castro and
Chrisman, 1995; Rodriquez-Pinto et al., 2008).
While it can be seen that there is some
conflicting research, it can be said in general that
the OE plays a crucial role in the development
of the marketing strategy (see Castro and
Chrisman, 1995; Rodriguez-Pinto et al., 2008). It
can therefore be formally stated that ceteris
paribus:

H1: The earlier (in regard to other
competitors) a market entrant enters the market,
the higher the sales will be.

Of course, in a prescription-pharmaceuticals
market, the product features of a medical drug
play a central role in the physician’s prescription
decision (sales) (Cooper and Kleinschmidt,
1993; Flechter, 1989; Kotler and Keller, 2006;
Sharp and Dawes, 2001; Dogramatzis, 2002).
For Cooper and Kleinschmidt (1993), product
differentiation can be reached by the design
or physical quality of competing products, by the
efforts of sellers to distinguish their products
through  packaging and innovativeness,
designed to win the allegiance and loyalty
of potential buyers” (Bain 1956, p114; see also
Chen and Burgers, 2007 and Kotler, 1998).
In the product design area of pharmaceutical
products, product innovativeness, efficacy and
qualities such as safety (including tolerability)
appear to be the key success factors (Smith,
1983; Flechter, 1989; Dogramatzis, 2002).
Product quality (efficacy, safety (including
tolerability) has also been shown to play an
important role in pricing. Consequently, if the
approved product has an advantage relative
to other products, its market share increases
(Berndt et al., 1997). Within this context, several
researchers (Smith, 1990; Flechter, 1989;
Dogramatzis, 2002) describe the medical-drug
interactions (IA), side effects (SE), efficacy and
packaging as the most relevant product features.

Taking these product-related factors together,
anumber of specific hypotheses can be
generated:

H2: Medical drugs with fewer IAs are
more likely to be prescribed by practitioners.

H3: Medical drugs with fewer SEs are
more likely to be prescribed by practitioners.

H4: The better the medical drug’s

expected efficacy and effectiveness, the more
likely it is that the medical drug will be
prescribed.
Furthermore, packaging is a part of product
design that enables the manufacturers
to distinguish themselves from the competition.
Evidence suggests that doctors tend to prescribe
the product with the most convenient package
size, e.g. by choosing the most economical
option for their patients. In addition to this it is
suggested that producers with a wider range
of different packaging have a benefit on market.
This is supported by Wansink (1996) who
concludes that the package's size influences
usage volume. This is support of Elliot (1993)
who states that increased competition is forcing
brand managers of consumer goods to alter the
portfolio of the package sizes they offer. It is
therefore hypothesed:

H5: Medical ~ drugs  supplied

in a packaging more convenient for the user are
more likely to be sold.
The influence of pricing in the pharmaceutical
sector has been investigated by several
researchers. Lexchin (2009, p145) highlighted
that doctors are generally ignorant both about
the relative and absolute prices of medications”.
Despite the contradicting evidence provided
by the literature, it seems likely that in some
manner, the price of a medical drug will be
an important variable in any medical pricing
policy. Even so, the influence of price on sales
still remains quite unclear, and further research
is thus required. As a baseline then, and in line
with general market theory (see Arnold, 2008),
a negative relation between the price level and
the prescription decision is suggested:

H6: Medical drugs with a lower price
(price of medication) are more likely to be sold.
In order to ensure that a product is known
by physicians and, in turn, that prescriptions are
made (see Brassington and Pettit, 2007), it is
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important to market this product. Previous
research has also shown that marketing
expenditure (MA) has a significant and positive
effect on sales in pharmaceutical markets. The
relevance of promotion in pharmaceutical
marketing has been described by Bond and
Lean (1977), who found a linear function
between sales (revenue) and promotion. These
findings are supported by Kremer et al. (2008,
p244), who showed that ‘promotional
expenditure have a significant and positive effect
on sales in pharmaceutical markets’. However,
this has also been questioned by Kremer et al.
(2008, p235), who concluded that the ‘main
conclusion from studies on the product and
disease category levels is that the effectiveness
of promotional instruments remains unclear’.
In addition, another aspect to be considered is
the informational content of promotion and its
role in prescription behaviour. Azoulay (2002,
p551) revealed that product market competition
in the pharmaceutical industry is shaped by both
advertising rivalries and scientific rivalries”.
However, Schwartz et al. (1989, p281) revealed
that physicians also sometimes prescribed drugs
at a rate far greater than that warranted
by scientific evidence of their effectiveness”.
As a result, the following hypothesis is proposed:
H7: More (DTP) promoted medical
drugs are more likely to be sold.
The place of distribution (place) in the model is —
like DTC advertising — usually dependent on the
characteristics of the market itself. It should be
noted that place (distribution), as a marketing
instrument, does not appear to play an essential
role in marketing success, according to some
researchers (Cooper and Kleinschmidt, 1993;
Ghosh et al., 1983; Smith, 1983). In many

markets, pharmaceuticals are tightly controlled
by governmental regulations, meaning that no
variations are made regarding the distributional
marketing  activittes by  pharmaceutical
companies.  As  such,  considerations
of distribution are removed from the model —
while recognising that in a less restricted market,
the distribution variable may play a different role.

2. RESEARCH METHODOLOGY AND
DATA PREPARATION

This study uses a unique set of primary and
secondary data from the Swiss pharmaceutical
sector. The applied secondary data were
collected by a market-research company,
viaanetwork  of  associated  doctors,
pharmacists and wholesalers, by gathering data
from the medical drugs sales transactions
on a monthly basis. The data set covered a total
of five prescription-drug classes, containing
sales information on 37 substances from 108
products (brands) in Switzerland for the period of
1995 to 2005. As a result, approximately 2.5%
of the total Swiss prescription market [total
market volume: 4052 million Swiss Francs
(Kaech, 2005, p68)] are investigated. The Swiss
market is an appropriate one, because its
characteristics of governmentally-fixed pricing,
the lack of price awareness of the prescribers
and the patients when a drug choice is made,
restrictions to certain promotional measures,
and the almost non-existent competition from
other markets, replicate many other large
pharmaceutical markets (e.g. Dogramatzis,
2002). In Table 1, a short description of the
market segments and data is given.

Tab. 1: Prescription Pharmaceutical Market Segments Data

Market Segment | Description

Beta Blockers
products in total.

The dataset of Beta Blockers contains eight pharmaceutical substances and 25 medical

ACE Inhibitors

The market dataset of ACE inhibitors contains eight pharmaceutical substances and 30
medical products (brands) in total.

Antagonists medical products (brands).

ATIIR The data of Angiotensin Il Antagonists contain six pharmaceutical substances and 10

PDES Inhibitors | The market dataset of the therapeutic category phosphodiesterase type 5 inhibitors
contains six pharmaceutical substances and 60 medical products in total.

Statins The dataset of Statins (members of the lipid lowering class) contains five pharmaceutical
substances and 20 medical products.

Source: Own procesing, 2017
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The variables described in Table 2 covered each
of the previously described markets segments
shown in Table 1. However, because of the fact
that the data did not contain specific product
properties, data regarding the defined daily
(drug) dose (DDD) were taken from the World
Health Organization (WHO) database, while
data about drug IAs and SE profiles were taken
from a database provided by the Swiss
prescripton  drugs  approval  authority
(Swissmedic). In addition to this, because of the
fact that no information regarding physicians’
expected efficacy and effectiveness was
available, we gathered primary data from Swiss
physicians using a questionnaire.

In the first section of this questionnaire, a brief
introduction to the research and survey was
made. In the second section, the participants

Tab. 2: Description and Statistics of Individual Scales

were asked to rank the medical substance
on a semantic scale (1-9, not efficient to highly
efficient, or no answer) as perceived by the
participants and a comment section was
included. These questions were then
implemented using an online survey tool,
inorder to enable an email-directed survey
approach. For this purpose, an online
questionnaire was then distributed via a Swiss
market research agency, reaching 6,000
medical doctors (this is approximately
a complete census of Swiss GPs). In total, 165
completed questionnaires (response rate 2.5 %)
were returned. It needs to be stated, at this point,
that a low response rate to surveys among
medical doctors is not unusual (Asch et al., 1997;
Sloan et al., 1997).

Variable Description Hypotheses

(OE) Orderof  |This variable indicates the order of market entry of a specific product within a HA

Market Entry specific medical drug class.

(IA) Drug This variable indicates the ,interaction between a drug and another substance Ho

Interaction that prevents the drug from performing as expected” (Day, 2007, p53).

(SE) Drug Side  |This variable indicates the ,adverse effect that can be termed as a side-effect

Effects when judged to be secondary to a therapeutic effect. Adverse effects may cause H3
complications of a disease or procedure and negatively affect its prognosis (Day,
2007, p196).

(EEE) Expected |This variable indicates the efficacy of a specific medical drug as perceived by

efficacy and prescribers in relation to other medical drugs within a specific drug class. H4

effectiveness

Packaging This variable indicates the number of available package sizes. H5

Alternatives (PA)

(AP) Average A price standardisation procedure was conducted to perform a price comparison

Price between the different substances in terms of their efficacy, different dosages and
packaging units within a medical drug class was conducted. The standardised He
price, for one day’s therapy is based on the defined daily drug dose (DDD),
described as the ,assumed average maintenance dose per day for a drug used
for its main indication in adults’ (www.whocc.no).

(DE) Detailing | This variable indicates the monthly personal selling (detailing) expenditures for a

Expenditures specific product (brand). )

(ME) Mailing This variable indicates the monthly direct mailing expenditures for a specific

Expenditures product (brand).

(AE) Advertising |This variable indicates the monthly advertising expenditures for a specific product

Expenditures  |(brand). )

(MA) Marketing | Total monthly marketing expenditures, derived by the addition of detailing H7

Expenditures expenditures (DE), mailing expenditures (ME) and advertising expenditures (AE).

(AS) Average This variable indicates the stated real average sales of a specific medical drug

Sales per month.

(BS) Beta Sales |This variable indicates the slope (beta value) of sales.

Source: Own procesing, 2017
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Before building our model, we explored the data
set for potential multicollinearity, given the
likelihood of this occurring amongst key
independent variables. In particular, a high
correlation was observed between the marketing
variables [detailing expenditures (DE), mailing
expenditures (ME), advertising expenditures
(AE)], indicating a high level of multicollinearity
(Kleinbaum et al., 1998), which results
in unstable statistical results (Cohen and Cohen,
1975; Kleinbaum et al., 1998). Therefore, these
variables were combined by calculating the
monthly average, creating a composite
marketing expenditures (MA) variable for further
use.

As a further descriptive investigation, a sales-
time diagram was produced in a next step.
For this purpose, data from two medical drug
class markets, ATIIR Antagonists and Statins,
were analysed. Different slopes between the
sales (revenue) curves were observed. Drawing

Fig. 1: Multi-Level Market Data Structure

from this, the variable beta sales (BS), as an
indicator for the slope of sales (i.e. beta value),
was introduced as a dependent variable
to represent the growth (decline) of sales over
time (see Table 2). While this seems relatively
innovative in a marketing context, in economics,
the idea of beta (slope) as a decisive factor is
widely used (see Arnold, 2008).

Furthermore, taking into consideration that some
of the brands use the same substance (multiple
brands can use the same substance, e.g.
Paracetamol), a hierarchical two-level data
structure is suggested, indicating a brand (first)
and a substance (second) level. The substance
level includes EEE, IA, and SE variables. The
brand level, on the other hand, contains OE,
packaging alternatives (PA), average price (AP)
and MA as independent variables, whereas
average sales (AS) results in a dependent
variable (see Figure 1).

Level2- Substance

Expected Efficacyand
Effectivenass (EEE)

Drug Interaction (14)

Drug Side Effects (SE)

/

/

Packaging
Alternatives
(PA)

Order of
Market Entry
(QE)

Average
Price

(AP)

Marketing
Expenditures
(MA)

3. REGRESSION ANALYSIS
Because of the multi-level data structure,
a hierarchical linear model (HLM) was
considered (see Leeuw and Kreft, 1986;
Longford, 1993; Kozlowski and Klein, 2000).
However, in order to run a hierarchical linear
model, methodological literature suggests

Source: Own, 2017

a minimum sample size per level and group of 2
and 30 respectively (Bell et al., 2008; Hox and
Maas, 2002; Moineddin et al., 2007; Wieseke et
al., 2008). Unfortunately, our data set does not
reach this threshold, and because of the
secondary nature of the market data set, the
sample size cannot be expanded. We therefore
used a multiple-regression analysis method
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to conduct analysis for each level separately.
The application of regression analysis is viewed
as the best strategy for testing the given
conceptual model. According to Hair et al. (1998,
p. 20) a general statistical technique used
to analyse the relationship between a single
dependent variable and several independent
variables”. The conducted regressions were
based on the sample of 37 substances from 108
brands. Since it is necessary for a separate
multiple-regression analysis to be conducted for
both levels, the data needed to be aggregated
for the second level (Hox, 2010). For this
purpose, first level (brand) data were taken and
their average value for every single substance
was calculated.

For the analysis of the first-level model, the
following  independent  variables  were

introduced: OE, AP, PA, MA, using AS
as a dependent variable. For AP, support could
be found (beta = 0.11; sig. = 0.08). For MA,
strong support can be afforded by the results
(beta = 0.42; sig. = 0.00). This means that
an increase in AP and MA will lead to higher
sales (revenue). Furthermore, it can be seen that
hypotheses H1 and H5 do not find support.
In other words, OE and PA do not influence the
prescribing decision (see Table 3).

For the second level (substance) multiple-
regression model, aggregated data were used.
The analysis has shown that SE (beta = 0.42;
sig. = 0.03) and EEE (beta = 0.37; sig. = 0.04)
are significantly positively related to sales.
On the other hand, no significant relationships
were found for drug IA (see Table 3).

Tab. 3: Results of the Multiple Regression Model of Average Sales

Dependent Variable: Average Sales (AS)

First Level (Brand) Regression Analysis

Model Data: R?=0.330; F =4.854; Sig. =0.000

Independent Variable Beta Sig. Hypotheses
Order of Market Entry (OE) -0.08 0.44 H1
Packaging Alternatives (PA) 0.11 0.25 H5
Average Price (AP) 0.11 0.08 H6
Marketing Expenditures (MA) 0.42 0.00 H7

Second Level (Substance) Regression Analysis

Model Data: R?=0.341; F =3.962; Sig.=0.021

Independent Variable Beta Sig. Hypotheses
Drug Interaction (IA) -0.06 0.76 H2

Drug Side Effects (SE) 0.42 0.03 H3
Expected Efficacy and Effectiveness (EEE) | 0.37 0.04 H4

Source: Own, 2017

The third model analysed the relationship
between marketing factors and BS on the first
level (brand). The analysis shows that OE (beta
= 0.19; sig. = 0.07), EEE (beta = 0.46; sig. =
0.00) and average MA (beta = 0.22; sig. = 0.03)
are significantly positively related to sales (H1,
H4, H6). On the other hand, no significant

The fourth model analysed the relationship
between marketing factors and the BS on the
second level (substance), using aggregated
data. The analysis indicates that IA (beta = -0.28;
sig. = -2.06), SE (beta = 0.32; sig. = 2.34) and
EEE (beta = 0.67; sig. = 0.00) are significant
related to the sales slope (see Table 4).

relationships were found for AP and PA (see
Table 4).
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Tab. 4: Results of the Multiple Regression Model of Average Sales

Dependent Variable: Beta Sales (BS)

First Level (Brand) Regression Analysis

Model Data: R?=0.335; F =5.608; Sig. =0.000

Independent Variable Beta Sig. Hypotheses
Order of Market Entry (OE) 0.19 0.07 H1
Packaging Alternatives (PA) 0.08 0.40 H5
Average Price (AP) 0.05 0.65 H6
Marketing Expenditures (MA) 0.22 0.03 H7

Second Level (Substance) Regression Analysis

Model Data: R?=0.625; F =12.771; Sig. =0.000

Independent Variable Beta Sig. Hypotheses
Drug Interaction (IA) -0.28 0.05 H2

Drug Side Effects (SE) 0.32 0.03 H3
Expected Efficacy and Effectiveness (EEE) 0.67 0.00 H4

The outcome of the multiple-regression analysis,
leading to the hypothesised antecedents to AS

Source: Own, 2017

and their expected direction of influence is
shown in Table 5.

Tab. 5: Hypothesised Independent Variables of Average Sales

Hypotheses Independent Variable Expected Direction of Support of
Relationship (Sales) Hypotheses
H1 Order of Market Entry (OE) - N
H2 Drug Interaction (IA) N
H3 Drug Side Effects (SE) - N
H4 Expected Efficacy and Effectiveness (EEE) + Y
H5 Packaging Alternatives (PA) + N
H6 Average Price (AP) - N
H7 Marketing Expenditures (MA) + Y
Source: Own, 2017
variable [BS] was introduced, indicating the
4. DISCUSSION slope and capturing the overall sales trend,
The outcome of the analysis suggests a number whereas the mean AS over the whole sales
of novel contributons to literature period is indicated by the AS variable.

on pharmaceutical marketing. First, we uncover
a multi-level structure, containing a brand (first)
level and a substance (second) level. In practical
terms, this distinction is highly relevant
as companies are only able to actively influence
non-substance level-related variables through
their marketing activities. This means that
marketers can only influence brand-related
factors, whereas substance-related factors are

mainly  attributed when the outcomes
of companies’ research and development are
presented.

Furthermore, our descriptive analysis suggested
that during the early stage of market entry, sales
appeared to increase immediately, but once
a product is established on the market, no effect
can be observed. Therefore, an additional

As a result, it can be concluded that promotional
efforts in general are of importance during the
medical drug introduction phase
as an extraordinary sales increase takes place.
The investigation of the OE has not revealed
a significant relationship to AS, but a positive
significant relation to BS. This means that a later
market entrant is more likely to have a higher
increase in sales during the market introduction
than an earlier entrant. Even more interesting is
the fact that AS is not related to OE. At first
glance, it appears that OE is not necessarily
a decisive factor for long-term market success
(sales). This finding is also in contrast to the
findings presented in the scientific literature (see
Urban et al, 1986; Berndt et al., 1997;
Kalyanaram and Urban, 1992; Bond and Lean,
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1977; Golder and Tellis, 1993). However, in the
present context, additional factors such
as governmental bodies are involved in the
medicines-launching process. Consequently, an
early entry does not necessarily lead to higher
sales.

The analysis of the MA has revealed a high level
of multicollinearity between the initial DE, ME
and AE variables. This result suggests that little
distinction in regard to the specific spending
on marketing activities appears to be made by
the pharmaceutical companies in the studied
market.

As an additional theoretical implication, this
research has shown a negative significant
correlation between the order of market entry
(OE) as well as marketing expenditures (MA)
(pears.corr = -0,349; sig = 0.001) as well
average price (AP) (pears.corr = -0,451; sig =
0.000). According to these data, for a later

market entrant, less marketing expenditures are
required but also a lower price is required.
Therefore, marketing expenditures and average
price are the mediators, whereas the order
of market entry is the moderator. This is inline
with the scientific literature (Bond and Lean,
1977, Bowman and Gatignon, 1996;
Kalyanaram, 2008). Furthermore, as positive
significant correlation between the marketing
expenditures and average price (pears.corr =
0,549; sig = 0.000) was found. This means that
higher marketing expenditures lower the price
sensitivity allows therefore a price increase (see
also Narayanan et al., 2004; Rizzo, 1999). In this
case, marketing expenditures are the moderator
whereas the average price is the mediator.
Based on the results of the regression analysis,
the following conceptual model can be
presented (Figure 2):

Fig. 2: Two-Level Conceptual Model of Prescription-Pharmaceuticals Marketing in a State-Controlled

Market
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For drug interaction (IA) the analysis did not
reveal a significant relation to average sales (AS)
but a negative relation to beta sales (BS). This
means that more indicated drug interactions
would result in a lower sales (revenue) increase
(beta). While somewhat counter-intuitive at first
glance, these findings are in support of the
scientific literature. According to Berndt et al.

Source: Own, 2017

(1997), sales (revenue) will increase if the
approved product has an advantage relative
to other products. However, this relationship
may fluctuate in absolute magnitude across time
was well as within and between various product
classes. As such, the effect on BS indicates that
over time, drugs with more indicated interactions
have a generally decreasing sales trend. Yet,
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their absolute sales may fluctuate to the extend
that a relationship with average sales is not
significant in our analysis.

However, in support of previous research
(Brassington and Pettit, 2007; Kremer et al.,
2008; Bond and Lean, 1977), a highly significant
positive relation of MA to AS and BS found,
emphasizing the importance of promotional
activities for the sales success.

The analysis of the product-related drug IA
variable has revealed a negative relation to BS.
This means that a higher number of drug |1As
result in a lower increase of sales. These
findings are in support of the scientific literature,
as sales will increase if the approved product has
an advantage relative to other products (Berndt
etal., 1997).

Of particular interest however is that a positive
relationship between medical SE and both AS
and BS was found. While this seems
contradictory to logic, Denig et al. (1988, p. 82)
revealed that for the acute disorder, efficacy is
valued the most, followed by experience and
only then are side effects taken into account”.
Furthermore, Denig et al. (1988, p. 83) deduced
that mild side effects seem to play a minor role
in the assessment of medical drugs”. Of course,
in the present context it needs to be stated that
the data here do not distinguish between serious
and mild SE. However, medical drugs that
knowingly contain a seriously harmful SE profile
are not normally introduced to the market.
Consequently, in practical usage, it seems that
practitioners do not take (mild) SE into account
when prescribing a medical drug. Furthermore,
a positive significant relationship between EEE
and AS and BS was indicated. These findings
are in line with Flechter’s (1989) conclusion that
product confidence is relevant for the physician’s
prescription decision (sales).

For PA, no significant relationship with AS was
found. These findings for the investigated market
are not surprising, as many physicians also sell
the prescribed medical drugs directly to their
patients (see Kocher and Oggier, 2007).
Therefore, economic packaging does not really
play a role when a medical prescription is being
made.

In the light of the results, it appears that in regard
to medical drug quality (product property), drug

prescription  decisions are made either
on a prevailing misconception, such as lack
of knowledge, or wrong or biased information, or
prescription habit (see Denig et al., 1988).
In other words, it is suggested by these results
that practitioners are not always well informed
and therefore do not prescribe the most suitable
medical drug.

Next, a significant relationship between AP and
AS was found, revealing that higher medical
drug prices result in higher sales. This is
in contrast to the price elasticity of demand
theory (see Arnold, 2008) that in a market with
freely available substitutable products, a higher
price will lead to lower sales. However, these
results can be explained by the fact that
prescribers seem not to be motivated
to prescribe cheaper medical drugs. This is
insupport to other research conducted
by Lexchin (2009) as well as Cooper and
Kleinschmidt (1993) who concluded that a low-
price strategy is generally not effective.
Furthermore, self-dispensing doctors, in order
to maximise their profit (Kocher and Oggier,
2007; Sutherland et al., 2008), are motivated
to prescribe more expensive drugs. On the other
hand, patients do not appear to be very cost-
sensitive either, as they do not have to cover the
costs (see Newhouse and Marquis, 1978). This
result is likely to be relatively unique to markets
where patients do not contribute significantly
to healthcare costs directly (e.g. markets where
government subsidies from tax are high) — such
as many European contexts.

5. PRACTICAL RECOMMENDATIONS
FOR MARKETERS
Based on the research findings, the following
important practical recommendations are given,
enabling pharmaceutical marketing-managers
to improve the efficacy of the applied marketing
activities and therefore to justify their marketing
spending.
e |t is not essential to be first to market:
A later market entrant can benefit from
the early entrants’ market experience.
e Implementing strong marketing
activities during the launch phase is
crucial: The study has revealed that
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a higher increase in sales is usually
gained during the product launch phase.

e Enhance the prescriber's expected
efficacy and effectiveness: Marketers
need to ensure that prescribers think
highly of the quality of a specific medical
drug, by conducting suitable marketing
activities.

e A high-price policy is beneficial in the
right market: The circumstances
in which those who receive a service
and/or pay for it are not identical with
those who make the decision (Harms et
al., 2002) justify this effect. Furthermore,
self-dispensing  physicians increase
their profits by selling the prescribed
medication. Physicians are, therefore,
not motivated to prescribe less
expensive medical drugs.

Apply the promotional activities more
specifically: The promotional efficacy could be
improved by implementing more target-oriented
promotional activities.

6. LIMITATIONS AND DIRECTIONS FOR
FUTURE RESEARCH

Like any study, the present research has some
limitations. This study was designed so that
individual medications could be compared
effectively with each other (same product class
and same indication), leading to a limited
number of medications available and a resulting
small data set. Furthermore, the assumption is
made that the presented results could be
generalised for prescription-pharmaceuticals
markets that are similar to the Swiss market.
Of course, this might not necessarily be true
(Kremer et al., 2008), especially because only
five medical drug classes have been
investigated. In addition, due to the fact
of unavailable market data, we were unable
to include a key aspect of sales success, namely
patent protection, was not included in the study.
Moreover, for the same reason, we were unable
to collect data on some key controls (such as the
equality of promotional budgets across brands.)
for the investigated categories. Future work
should, where possible, remedy these limitations
(although in many cases it will be difficult
to impossible to derive this data). It is important

to study the effects of pharmaceutical marketing
within a regulated prescription-drug market;
however, it is often the case that the answers
to research questions regarding marketing
factors lead to new research questions.
Consequently, this work delivers implications
from which academics and marketers can
benefit. However, this work has also revealed
research gaps that interested scholars can
follow in their research. Nevertheless, it should
be highlighted at this point that the ‘primary goal
of scholarship in pharmaceutical marketing
should perhaps not be to derive theories that can
be generalised perfectly to all situations’,
as suggested by Stremersch (2008, p233).
Rather, the goal should be to develop theories
and reveal findings with explicit reference to the
context (Steenkamp, 2005). In addition,
academics should also gain unique overall and
independent knowledge about a state-regulated
pharmaceutical market and its specific
behaviour, in order to be able to deliver
recommendations  to  marketers  and
policymakers (Steenkamp, 2005). As a result,
the following six research gaps are indicated.

e Factors influencing expected efficacy
and effectiveness: The prescriber's
perceptions of quality are of high
relevance. However, the actual factors
influencing the EEE still remain unclear.
Therefore, additional research
regarding the role and the guiding
criteria behind EEE should be
conducted.

e Price elasticity of prescription-
pharmaceutical marketing-demand
models: More research regarding the
price elasticity that would cover more
markets as well as the relevant guiding
factors could be performed. This would
be in support of Kremer et al. (2008,
p. 236), who concluded that, in the
literature, there is little consensus on the
price elasticity of demand”.

e Generalisation of the research results:
This research is based on data taken
from five prescription-pharmaceutical
medication classes. However,
according to Kremer et al. (2008,
p. 244), the effects of the promotional
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instruments vary considerably across
disease  categories’. Therefore,
additional research could investigate
whether the presented findings relate
only to these five investigated medical
classes, or if they can be generalised
to the entire market.

e The role of distribution and order-of-
market entry: There is room for further
research regarding distribution and the
relationship between order-of-market
entry and distribution in prescription
pharmaceutical marketing, as this is
widely uncovered by the scientific
literature (e.g. to be in hospital first).

e The aspect of sales- patent protection
can be investigated.

o Marketing-mix concept: In addition
tothese five suggested research
directions, it might be worth
reconsidering the validity of the 4Ps
Marketing Mix concept for prescription-
pharmaceuticals marketing.
Alternatively, concepts such as 3Ps
(product, price and promotion) might be
suggested.

o Despite of the fact that in the
investigated market direct DTC
measures cannot be conducted, the
relevance of indirect DTC measures
in pharmaceutical marketing could be
investigated in a future study.

This paper aims to shed light on the sales
process in the pharmaceutical industry and
to provide some managerial guidelines. The
authors hope that this study provides a point
of departure for further scholarly work in this
fascinating and important area.

REFERENCES

Aesch, D., A., Jedrziwski, M., K., &
Christakis, A. (1997). Response rates to mail
surveys published in medical journals. Journal of
Clinical Epidemiology. 50(10), 1129-1136.

Arnold, R., A. (2008). Economics. California
State University, San Marcos, CA: Cengage
Learning.

Azoulay, P. (2002). Do Pharmaceutical Sales
Respond to Scientific Evidence? Journal of

Economics & Management Strategy. 11, 551-
594.

Bell, B., A., Ferron, J., M., & Kromrey, J., D.
(2008). Cluster Size Multilevel Models: The
Impact of Sparse Data Structures on Point and
Interval Estimates in Two-Level Models.
Proceedings of the Joint Statistical Meetings,
Survey Research Methods Section. Alexandria,
VA: American Statistical Association, 1122—
1129.

Berndt, E., R., Bui, L., T., Lucking-Reiley, D.,
H. & Urban, G., L. (1997). The roles of
marketing, product quality, and price competition
in the growth and composition of the US antiulcer
drug industry, In: Bresnahan, T.F. and Gordon,
R. J. The Economics of New Goods, NBER
Studies in Income and Wealth. Chicago:
University of Chicago Press. 58, 277-322.

Bond, R., S. & Lean, D., F. (1977). Sales
Promotion and Product Differentiation in Two
Prescription Drug Markets. Washington, DC:
Federal Trade Commission.

Bowman, D., & Gatignon, H. (1996). Order of
Entry as a Moderator of the Effect of the
Marketing-mix on Market Share. Marketing
Science. 15(3), 222-242.

Brassington, F., & Pettitt, S. (2007).
Essentials of Marketing. Harlow, England:
Prentice Hall.

Bush, A., J., Smart, D., & Nichols, E., L.
(2002). Pursuing the concept of marketing
productivity, Introduction to the JBR Special
Issue on Marketing Productivity. Journal of
Business Research. 55(5), 343-347.

Castro, J., O., D., & Chrisman, J., J. (1995).
Order of market entry, competitive strategy, and
financial performance. Journal of Business
Research. 33(2), 165-177.

Chen, J., & Burgers, W., P. (2007). Winning
the China vitamin war by building a strong brand.
International Journal of Pharmaceutical and
Healthcare Marketing. 1, 79-93.

Cohen, J., & Cohen, P. (1975). Applied
Multiple Regression/Correlation Analysis for the
Behavioral Sciences. Hillsdale, NJ: Lawrence
Elbaum and Associates.

Cooper, R., G., & Kleinschmidt, E., J. (1993).
Major new products: what distinguishes the
winners in the chemical industry? Journal of
Product Innovation Management. 10(2), 90-111.

Trendy v podnikani - Business Trends 2017/2 60



Trendy v podnikani, roc¢. 7, ¢islo 2, s. 50-62, 2017.

Business Trends, vol.7, no. 2, p. 50-62, 2017.

Coscelli, A. (2000). The importance of
doctors' and patients' preferences in the
prescription decision. Journal of Industrial
Economics. 48(3), 349-369.

Denig, P., Haaijer-Ruskamp F., M., & Zijsling
D., H. (1988). How physicians choose drugs.
Social Science in Medicine. 27(12), 74-85.

Denig, P., Haaijer-Ruskamp F., M., & Zijsling
D., H. (1988). How physicians choose drugs.
Social Science in Medicine. 27(12),. 74-85.

Dogramatzis, D. (2002). Pharmaceutical
Marketing: A Practical Guide. Englewood, CL:
Interpharm Press.

Elliott, S. (1993). The Famous Brands on
Death Row. New York Times, November 7, p. 4.

Flechter, K. (1989). Marketing strategy and
planning in the UK pharmaceutical industry:
Some preliminary findings. European Journal of
Marketing. 24(2), 55-67.

Frey, A., W. (1956). The Effective Marketing
Mix. Hannover, NH: Amos Tuck School,
Dartmouth College.

Ghosh, A., Neslin, S., A., & Shoemaker, R.,
W. (1983). Are there associations between price
elasticity and brand characteristics. AMA
Educator's Proceedings. Chicago IL. American:
Marketing Association, 226-230.

Golder, P.,N., & Tellis, G., J. (1993). Pioneer
advantage: Marketing logic or marketing
legend? Journal of Marketing Research. 30(2),
158-170.

Gonzalez, J., Sismeiro, C., Dutta, S. & Stern,
P. (2008). Can branded drugs benefit from
generic entry? The role of detailing and price in
switching to non-bioequivalent molecules.
International Journal of Research in Marketing.
25(4), 247-260.

Harms, F., Rohmann, S., Heinrich, M.,
Druener, M., & Trommsdorff, V. (2002).
Innovative marketing. Pharmaceuticals Policy
and Law. 5, 135-149.

Hox, C., & Maas, J., M. (2002). Sample sizes
for multilevel modeling, In: Jorg Blasius J., H., de
Leeuw, E., & Schmidt P. (Eds.) Social Science
Methodology in the Millennium: Proceedings of
the Fifth International Conference on Logic and
Methodology. Opladen, Germany: Leske &
Budrich Verlag.

Hox, C., & Maas, J., M. (2002). Sample sizes
for multilevel modeling, In: Jorg Blasius J., H., de

Leeuw, E., & Schmidt P. (Eds.) Social Science
Methodology in the Millennium: Proceedings of
the Fifth International Conference on Logic and
Methodology. Opladen, Germany: Leske &
Budrich Verlag.

Hox, J. (2010). Multilevel  Analysis,
Techniques and Applications. Oxford, UK:
Routledge, Taylor & Francis Group.

Kaech, S. (2005). Pharma-Markt Schweiz.
Basel, Switzerland: Interpharma.

Kalyanaram, G., & Urban, G., L. (1992).
Dynamic effects of the order of entry on market
share, trial penetration, and repeat purchases for
frequently  purchased consumer  goods.
Marketing Science. 11(3), 235-250.

Kalyanaram, G., K. (2008). The Order-of-
Entry Effect in Prescription (Rx) and Over-the-
Counter  (OTC)  Pharmaceutical  Drugs.
International Journal of Pharmaceutical and
Healthcare Marketing. 2(1), 35-46.

Kleinbaum, D., G., Kupper, L., L., Muller, K.,
E., & Nizham, A. (1998). Applied Regression
Analysis and Other Multivariate Methods. Pacific
Grove, CA: Duxbury.

Kocher, G., & Oggier, W. (2007).
Gesundheitswesen Schweiz 2007-2009: Eine
aktuelle Ubersicht. Bern, Switzerland: Verlag
Hans Huber.

Kocher, G., & Oggier, W. (2007).
Gesundheitswesen Schweiz 2007-2009: Eine
aktuelle Ubersicht. Bern, Switzerland: Verlag
Hans Huber.

Kotler, P. (1976). Marketing Management.
Englewood Cliffs, NJ: Prentice-Hall, Inc.

Kotler, P., & Keller, K., L. (2006). Marketing
Management. Englewood Cliffs, NJ: Prentice-
Hall, Inc.

Kozlowski, S., W., J., & Klein, K., J. (2000). A
multilevel approach to theory and research, in
organizations:  Contextual, temporal, and
emergent processes, In: Kozlowski, W., J. (Ed.).
Multilevel Theory, Research and Methods in
Organizations, Foundations Extensions, and
New Directions. San Francisco: Jossey-Bass. 3—
90.

Kremer, S., T., M., Bijmolt, T., H., A,
Leeflang, P., S., H., & Wieringa, J., E. (2008).
Generalizations on the effectiveness of
pharmaceutical ~ promotional  expenditures.

Trendy v podnikani - Business Trends 2017/2 61



Trendy v podnikani, roc¢. 7, Cislo 2, s. 50-62, 2017.

Business Trends, vol.7, no. 2, p. 50-62, 2017.

International Journal of Research in Marketing.
25(4), 234-246.

Leeuw, J., & Kreft, 1. (1986). Random
coefficient models. Journal of Educational
Statistics. 11(1), 55-85.

Lehmann, D. (2004). Metrics for making
marketing matter. Journal of Marketing. 68(4),
73-75.

Lexchin, J. (2009). Pricing of multiple dosage
prescription medications: An analysis of the
Ontario drug benefit formulary. Health Policy.
91(2), 142-147.

Longford, N. (1993). Random coefficient
models. Oxford, England: Clarendon Press.

McCarthy, E., J. (1960). Basic Marketing: A
Managerial Approach. Homewood, IL: Irwin.

Moineddin, R., Matheson, F., |., & Glazier, R.
H. (2007). A simulation study of sample size for
multilevel logistic regression models. BMC
Medical Research Methodology. 7(34), 1-10.

Morgan, N., A., Clark B., H., & Gooner R.
(2002). Marketing productivity, marketing audits,
and systems for marketing performance
assessment integrating multiple perspectives.
Journal of Business Research. 55(5), 363-375.

Narayanan, S., Desiraju, R., & Chintagunta,
P., K. (2004). Return on Investment Implications
for Pharmaceutical Promotional Expenditures.
The Role of Marketing-Mix Interactions. Journal
of Marketing. 68(10), 90-105.

Newhouse, J., & Marquis, S. (1978). The
'Norms' hypothesis and the demand for medical
care. The Journal of Human Resources. 13(5),
159-182.

Rizzo, J., A. (1999). Advertising and
Competition in the Ethical Pharmaceutical
Industry. The Case of Antihypertensive Drugs.
Journal of Law and Economics. 42(1), 89-116.

Rodriguez-Pinto, J., Rodriguez-Escudero,
A., I, & Gutiérrez-Cillan, J. (2008). Order,
positioning, scope and outcomes of market
entry. Industrial Marketing Management. 37(2),
154-166.

Schwartz, R., K., Soumerai, S., B., & Avorn,
J. (1989). Physician motivations for nonscientific
drug prescribing. Soc Sci Med. 28, 577-582.

Sharp, B., & Dawes, J. (2001). What is
differentiation and how does it work? Journal of
Marketing Management. 17(7-8), 739-759.

Sheth, J., N., & Sisodia, R., S. (2002).
Marketing productivity issues and analysis.
Journal of Business Research. 55(5), 349-362.

Sloan, M., Kreiger, N., & James, B. (1997).
Improving response rates among doctors:
randomised trial. British Medical Journal.
315(7116), 1136.

Smith, M. (1983). The Principles of
Pharmaceutical Marketing. Binghamton, New
York: Haworth Press.

Steenkamp, J. (2005). Moving out of the U.S.
silo: a call to arms for conducting international
marketing research. Journal of Marketing. 69(4),
6-8.

Stremersch, S. (2008). Health and marketing:
The emergence of a new field of research.
International Journal of Research in Marketing.
25(4), 229-233.

Sutherland, K., Christianson, J., B., &
Leatherman, S. (2008). Impact of targeted
financial incentives on personal health behavior:
A review of literature, Medical Care Research
and Review Supplemen. 65(6), 36S-78S.

Urban, G., L., Carter, T., Gaski, S., & Mucha,
Z. (1986). Market share rewards to pioneering
brands: An empirical analysis and strategic
implications. Management Science. 32(6), 645—
659.

Wansink, Brian (1996). Can package size
accelerate usage volume? Journal of Marketing.
60(3), 1-14.

Wieseke, J., Lee, N., Broderick, A., J.,
Dawson, J., F., & Dick, R., V. (2008). Multilevel
analysis in marketing research: Differentiating
analytical outcomes. Journal of Marketing
Theory and Practice. 16(4), 321-339.

Trendy v podnikani - Business Trends 2017/2 62



Trendy v podnikani, roc¢. 7, Cislo 2, s. 63-74, 2017.
Business Trends, vol.7, no. 2, p. 63-74, 2017.

KOMUNIKACE CSR AKTIVIT: CSR REPORTING
COMMUNICATION ABOUT CORPORATE SOCIAL RESPONSIBILITY
(CSR): CSR REPORTING

Jifi Kutlak’, Petra Taus| Prochazkova2
"Ing. Jifi Kutlék, University of West Bohemia, Faculty of Economics, kutlak@kpm.zcu.cz
2|ng. Petra Tausl Prochazkova, Ph.D., University of West Bohemia, Faculty of Economics,
pprochaz@kpm.zcu.cz

Abstract: This paper focuse on CSR reporting. The aim of this paper is to discuss several aspects
influencing the CSR reporting in details and get more precisely information regarding CSR reporting topic
in general. Firstly, there is a theoretical part aimed at general explanation of CSR issues such as definition,
arguments for and against CSR and CSR reporting. In the next part, particular aspects which influence
CSR reporting are discussed. The analysis is conducted on basis of important research papers, studies
and standards available in the discussed research area. The results of the analysis indicate not only past
and current level of knowledge in CSR reporting, but also the future trends. The paper contributes
to research stream in the CSR communication, more precisely reporting, and indicate future steps

for authors ‘further research.
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uvob
Pfispévek se zabyva oblasti spoleCenské
odpovédnosti  firem  (Corporate  Social
Responsibility - CSR), konkrétné se zaméfuje
nareporting CSR. Vzhledem k zaméfeni
pfispévku uvedeme v uvodu struény teoreticky
vstup k vymezeni oblasti CSR. Samotny po¢atek
teoretického vymezeni CSR je datovan do druhé
poloviny 20. stoleti v USA. Mezi prvni, ktefi se
zabyvali CSR, patfi Bowen (1953) &i Eells
(1956). V této dobé se CSR feSilo predevsim
z hlediska odpovédnosti  podnikatelll  vici
spolecnosti. Tento smér vychazel z pfesvédceni,
Ze nékolik stovek nejvétsich a nejvykonnéjsich
firem je schopno svou silou a rozhodnutimi
ovlivnit spole¢nost v fadé ohledt (Carroll, 1999).
Nasledné byla v CSR zaznamenana silna
tendence v oblasti formalizace a definovani, co
koncept CSR ve své podstaté znamena a jak
teoreticky tento pojem vymezit. Davis (1960)
mluvi o rozhodnuti a Cinnostech podnikatele,
které jsou realizovany alesponn Castecné
z duvodu presahuijicich ekonomické a technické
zajmy firmy. Walton (1967) zmifuje sloZku
dobrovolnosti, na které by mélo byt CSR

postaveno, a  komplikovanost ~ méfeni
ekonomické navratnosti téchto aktivit. Johnson
(1971) popisuje spolecensky odpovédnou firmu
jako tu, jejiz vedouci pracovnici respektuji
mnohostrannost zajmd. Mezi dalSi vyznamné
autory, ktefi se zabyvali definovanim konceptu
CSR, patfili dale napfiklad Steiner (1971), nebo
Manne a Wallich, (1972).

V dalSich dekadach dochazi k Ustupu
od definovani konceptu CSR a do popfedi se
dostava analyza alternativnich pojeti a témat,
jako je napfiklad spoleCenska vykonnost firem,
firemni obc&anstvi, teorie, zainteresovanych
stran, spoleCenska vnimavost firmy i
spole¢enské poctivost firmy (napfiklad Moon
a ostatni, 2005; Johnson, 1971; Epstein, 1987).
V souCasné dobé nelze najit jak v globalnim, tak
v Ceském méfitku, jednotné pouzivanou definici
spoleCenské odpovédnosti firem. Na tomto faktu
se podili hned nékolik skute¢nosti jako napfiklad
aspekt dobrovolnosti uplatiovani  konceptu,
mnoZzstvi terminologickych zmén pfi postupném
teoretickém vymezeni CSR, nebo $ife konceptu
CSR souvisejici prirfezové s celou fadou
disciplin (Carroll, Buchholtz, 2015; Kunz, 2012).
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Na problematiku rozlicnych definic upozoriuje
Dahlsrud (2008). Ten zmifuje skuteCnost, Ze
v definicich se objevuji nejcastéji nasledujici
pojmy: environmentalni, socialni, ekonomicka,
stakeholders a dobrovolnost. Dokonce uvadi, ze
Ctyfi z péti uvedenych pojmu se objevuiji v 80 %
definic. Z uvedeného Ize vyvodit zavér, ze i kdyz
existuje fada rozdilnych definic konceptu CSR,
vkoneéném faktu jsou definice velice
homogenni.

Carroll a Shabana (2010) napfiklad
pojmenovavaji CSR jako zévazek firem pfijimat
takova rozhodnuti a realizovat takové postupy,
které jsou Zadouci z hlediska hodnot a cilu
spole¢nosti.  World  Business  Council
for Sustainable Development (2017) chape CSR
jako kontinualni zavazek podniki chovat se
eticky, pfispivat k ekonomickému rGstu
a zaroven se zasazovat o zlepSeni kvality zivota
zaméstnancu a jejich rodin, stejné jako lokalni
komunity a spoleénosti jako celku. Evropska
komise (2011) definuje zas CSR jako
odpovédnost firem za sv(j vliv na spoleénost.
Samotny koncept CSR, Clenici se standardné
na ekonomicky, socialni a environmentalni pilif,
ma fadu zastancu i odparcu. Ve vétsing diskusi
na toto téma se rozebira mnoho aspektl
zriznych Ghld  pohledu. Pro prosazovani
pfistupu CSR hovofi fada argumentl a fada
autor( (napfiklad Werther a Chandler, 2006; Jo
a Na, 2012, nebo Mirvis, 2012). Mezi nejCastéji
ze zmifovanych argumentl pro uplathovani
CSR pristupu patfi pfedevsim oblasti moralni,
ekonomické a racionalni. Do téch oblasti pak
spadaji jiz podrobnéjsi aspekty v podobé
napfiklad ziskani konkurencni vyhody a zvySeni
logjality zakaznikt, fizeni rizik podlozené
konstruktivni a  dlouhodobou  komunikaci,
uplathovani  moralnich  standardl, etiky
avzajemny vztah k tvorbé zisku s pfidanou
hodnotou, nebo zvySovéni firemni reputace,
hodnoty znacky a ziskani loajalnich
a spokojenych zaméstnancu.

Na druhou stranu se akademickou obci i Sirokou
verejnosti nesou argumenty proti uplatiiovani
CSR pfistupu. Mezi prvni autory zmifiujici
negativni aspekty CSR patfil Milton Friedman.
Friedman (2002), ktery zmifuje zajmy
stakeholders. Uvazuje chovani primarniho
stakeholdera, jednatele spoleCnosti, ktery se

musi chovat tak, aby jeho chovani nebylo
v rozporu s ostatnimi stakeholders. Pokud tedy
jedna v ramci spoleCenské odpovédnosti
ve vefejném  zajmu, snizuje tak vynosy
akcionar(, nebo utraci penize svych zakaznika,
a snizuje tak samotny ucel podnikani (pokud se
za zakladni povazuje dosazeni zisku). Odpurci
CSR konceptu se nejCastéji ptaji na to, co je
cilem podnikatelské €innosti a jak ma byt CSR
vymezeno v podnikovych sméricich. Negativni
postoj k CSR je pak zmiflovan v dusledku
nékterych z uvedenych nazorl napfiklad jako
tvrzeni, Ze firmy vyuZivaji koncept pouze
ke zlepSeni obrazl v ocich spoleCnosti; ze CSR
je pfili§ specializovand na ur€ity okruh
anezabyva se otazkami kliCovych aspektu
podnikani v dnesni spoleCnosti, nebo ze je
nedostatecna (spiSe Zadna) zakonna regulace
naplnovani spoleCensky odpovédnych strategii
a cili (napfiklad Karnani, 2010; Blowfield
a Murray, 2008). Neexistence zakonnych
regulaci by ovSem popirala jeden ze zakladnich
piliti CSR, a to jeji dobrovolnost. Urgitym
feSenim by napfiklad mohla byt nabidka
danovych vyhod pro organizace. Organizace by
v tomto pfipadé podiéhaly nezavisiému auditu
tfetich stran a bylo by v tomto pfipadé
verifikovano skute¢né napinéni odpovédnych
cilu. Pravé tato kontrola je smyslem metodik
jednotlivych standardd uréenych k reportovani
CSR (Kuldova, 2010; Carroll a Buchholtz, 2015).

1. REPORTING
Ruku v ruce se zvySujicim se zajmem o CSR
roste také mira reportovani o téchto aktivitach.
Ze strany zajmovych skupin je podnétem
pozadavek na vy$Si transparentnost podnik,
pfedevsim téch velkych. Ty si zas postupné
uvédomuji, ze zplsob sdéleni a frekvence
uvefejiiovani pozadovanych dat mohou mit
znaCny dopad na vnimani konkurence-
schopnosti a celkové udrZitelnou existenci
podniku  (Bons6n,  Bednarova,  2015).
Reportovani se nej¢astéji vymezuje jako
komunikaéni a manazersky nastroj, ktery je
uréeny k prezentaci CSR aktivit cilovym
skupindm, a k hodnoceni a méfeni spoleenské
angazovanosti (Kuldova, 2010). Za zaklad
k CSR reportingu je nejcastéji povazovan
pfistup Graye a ostatnich (1987), ktefi
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reportovani CSR  vymezili jako proces
komunikovani socialnich a environmentalnich
dopadi zplsobenych hospodarskou Cinnosti
organizace urCitym  zajmovym  skupinam
a spole¢nosti jako celku. Jejich pfistup vychazi
z principl dvou zakladni teorii, a to z tzv.
legitimacy teorie (vychazi z pfesvédCeni, Ze
organizace je ovlivnéna spolec¢nosti a sama ji
také ovliviiuje) a stakeholderské teorie (kazdy
stakeholder ovliviiuje  organizaci  odliSnou
intenzitou a silou). SouCasné s tzv. positive

accounting teorii (pracuje s konkrétnimi tc¢etnimi
metodami vedeni organizace) patfi tyto pfistupy
k z&kladnim teoriim pouzivanych k vysvétleni
motivace organizaci k nefinannimu reportingu
(KaSparova, Kunz, 2013).

Samotny reporting CSR aktivit je ovlivnén fadou
aspektd. Vybér z téch nejzakladnéjSich uvadi
tabulka Cislo 1. V tabulce jsou zarover stru¢né
vysvétleny divody, pro€ maji uvedené prvky viiv
na CSR reportovani.

Tab. 1: Prvky ovliviujici CSR reportovani

Prvek Vysvétleni
Sektor Sektor pusobnosti hraje v pfipadé CSR reportovani dulezitou roli. Vétsi mnozstvi
asobnosti CSR reportl Ize predpokladat v sektorech, kdy se organizace vystavuje vétsi
P pravdépodobnosti ohroZeni opravnénosti plsobni ve spole¢nosti.
Viastnicti RozliSovani vlastnictvi a fizeni organizace mize mit vliv na obsah uvefejiovani
Foen informaci o CSR aktivitach. Zpravidla napfiklad tim, Zze za uéelem snizeni asymetrie
oraanizace informaci mezi vlastniky a manaZery se zvySuji i informace o CSR aktivitach
9 organizace.
Velikost Velikost je Casto spojovana s viditelnosti CSR aktivit. Logicky mize byt totiz
organizace zainteresovano Vetsi mnozstvi stakeholderd.
Uzemni Uzemni plsobeni organizace hraje také svoji roli. Tento ohled je v kontextu CSR
wmezeni reportingu pak dale propojen napfiklad s otazkou mistni kultury, legislativniho
y nastaveni, pozadavkl spoleCnosti atd.
Na reportovani (respektive i na méfeni) CSR maji vyznamny vliv samotné standardy
a normy upravujici tuto problematiku. Smyslem standard je poskytnuti urcitého
Standard navodu i postupu, jakym smérem by se mély aktivity organizace vyvijet. Standardy
y Ize povazovat za metodiky Ci nastroje, jejiz pomoci Ize spoleCenskou odpovédnost
normy’ p y |€, J€JIZ P p p

fidit a méfit. PoCet standard( ov8em roste. Za problém se zacina povaZovat jejich
porovnani, zhodnoceni ¢i systematizace standardu, stejné tak jako chybéjici nastroje

ke zpétnému auditu Ci zavadéni pro forma.

Zdroj: vlastni zpracovani, 2017; Leipziger, 2010; ZadraZilova, 2011; KaSparova a Kunz, 2013,

2. CiL VYZKUMU A METODOLOGIE
Cilem tohoto ¢lanku bylo zjistit stav sou¢asného
poznani reportovani CSR s ohledem na vybrané
prvky, které toto reportovani  ovliviuji.
Na zékladé literarni reSerSe byly identifkovano
nékolik prvku, které maji vliv na CSR
reportovani. Ty se nasledné staly pfedmétem
diskuze predevSim prostfednictvim analyzy
dostupnych svétovych studii a veédeckych
¢lanku. Pro dosazeni stanoveného cile byla
vyuzita predevS§im sekundarni data, ktera
po nasledné analyze, syntéze a v nékterych

Ka$parova, 2012, Tagesson, 2009

oblastech komparaci vytvofily kvalitni zaklad
pro zmapovani soucasného stavu poznani
reportingu CSR v kontextu definovanych prvkd.
Je nutné podotknout, ze ucelenych studii
mapujicich z  globalniho  hlediska  tuto
problematiku neni velky poCet a je nutné
vychazet z dostupnych zdroji. Zde Ize spatfit
prostor dalS$iho vyzkumu autord.

3. VYSLEDKY A DISKUZE
Jak jiz bylo predeslano vySe, existuje mnoho
aspektd, které maji urcity vliv na reportovani
0 CSR. Kupfikladu na jeho formu, Cetnost,

Upro Ucely tohoto ¢lanku neni mezi pojmem standard a norma zadny definiéni rozdil.
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frekvenci aj. Nelze ovSem fici, Ze se jejich vyCet
v pribéhu let nebude nikterak ménit, spise
naopak. Koncept CSR prochazi postupem Casu
rdznymi vyvojovymi fazemi. Na tyto faze mize
mit vliv napfiklad automatizace Ci elektronizace,
kterd ma Ci v blizké dobé bude mit dopad
na formu komunikace CSR aktivit. Pfedmétem
nasledné diskuze jsou tedy vybrané aspekty
ovliviujici  reporting (respektive komunikaci)
CSR. Pro podrobngj$i analyzu danych aspektl
bylo vyuzito dostupnych, celosvétovych studii,
které demonstruji globalni pohled na tuto
diskutovanou oblast. Tyto aspekty maji logicky
nasledné vliv na samotnou obsahovou napli
CSR reportingu, které je zminéna v zavéru této
kapitoly.

3.1 Sektor
Je logické, Ze nejvétsi oCekavani v oblasti CSR
reportingu bude kladeno na odvétvi, které ma jiz
ze své podstaty preduréené znacné dopady
na spoleCnost ¢i  Zivotni prostfedi. Tuto
racionalni hypotézu potvrzuji zanalyzovana data
v tabulce €. 2 opirajici se o celosvétové studie

KPMG (2011, 2015). Z té Ize napfiklad odvodit,
Ze organizace operujici v oblasti dulni ¢innost,
vykazuiji nejvétsi podil reportujicich spolecnosti
na celkovém poCtu v daném odveétvi. V roce
2008 to bylo pfesné 67 % firem, mezi lety 2011-
2015 pak konstantné 84 %. Mirné slabsi
vysledky (cca 80 %) vykazuji spoleénosti
v oblasti poskytovani sluzeb, v tomto pfipadé
konkrétné distributofi vody, plynu, topeni Ci
elektfiny. Mezi dalSi oblasti primyslu Ize zminit
zpracovani ropy a zemniho plynu (75 % v roce
2015) ¢&i automobilovy pramysl (79 % v roce
2015). Za zminku nicméné stoji také nizky 67%
podil reportujicich organizaci v oblasti dopravy,
ipfesto, Ze napfiklad emise vznikajici
spalovanim paliv maji zna¢ny dopad na kvalitu
Zivotniho prostfedi. Dluzno ovSem dodat, Ze
organizace operujici v sektoru dopravy jsou
vibec nejlepsi co do kvality poskytnutych
informaci v tzv. carbon reportech. Naopak
zpracovatelé ropy a plynu jsou v tomto ohledu
fazeny mezi nejméné iniciativni (KPMG 2011;
2015).

Tab. 2: Procentni podil reportujicich organizaci dle sektoru/odvétvi v obdobi let 2008—2015

Sektorové zarazeni r.2008 | r.2011 | r. 2013 | r. 2015
Automobilovy pramysl 49% 78% 79% 79%
Chemicky pramysl 62% 68% 68% 74%
Doprava 39% 7% 67% 67%

Informacéni a komunikaéni innosti

58% | 69% | 74% | 79%

Lesnictvi a zpracovani papiru

65% | 84% | 75% | T1%

Maloobchod

26% | 52% | 60% | 55%

PenéZnictvi a pojistovnictvi

49% | 61% | 74% | 5%

Primysl zboZi pro osobni potfebu a domacnosti - - 63% 73%

Stavebnictvi

32% | 65% | 65% | 70%

Stravovani a pohostinctvi

47% | 67% | % | 75%

Tézba a dobyvani

67% | 84% | 84% | 84%

Vyroba a distribuce vody, elektfiny, plynu, tepla

62% | 1% | 79% | 81%

Zdravotni a socialni péCe

25% | 64% | 62% | 66%

Zpracovani kovl

41% | 61% | 68% | 65%

Zpracovani ropy a plynu

59% | 69% | 70% | 75%

Nejvy$S§i narust podilu reportujicich firem byl
zaznamenan mezi lety 2008 a 2011, kdy doslo
kristu napfic¢ vSemi sledovanymi sektory

Zdroj: viastni zpracovani dle KPMG (2011; 2015), 2017

ekonomiky. Nejmens$i narist byl okolo 6
procentnich bodu, nejvétsi pak dokonce 39
procentnich  bodu. Situace se vyrazné
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stabilizovala mezilety 2013 a 2015, kdy se sedm
z patnacti zkoumanych oblasti udrZelo nad %
procentnim podilem reportujicich spole¢nosti
anarGsty byly pouze v jednotkach procent.
Nicméné mezi zminénymi lety 2013 a 2015
doslo take k prvnim poklesu poctu reportujicich
firem v daném odvétvi, konkrétné pak v sektoru
lesnictvi a zpracovani papiru, zpracovani kovu
a maloobchodu. Pravé maloobchod je ve vSech
sledovanych letech od roku 2011 sektor
snejmen$im  podilem firem  reportujicich
0 spole¢ensky odpovédnych aktvitach.
Z nejnoveéjSich udaju dosahuje tento podil pouze
55 %. Mira dopadu spoleCenské odpovédnosti
v maloobchodnim sektoru neni nikterak rozdilng
od ostatnich, nicméné je zde problém
s ohraniCenim aktivit, které se déji s danym
vyrobkem ¢i sluzbou jak pred, tak po vlastni
¢innosti maloobchodnika (KPMG, 2015).

3.2 Vlastnictvi

Nejcastéji reportuji o CSR organizace kétované
na burze (69 %). Tato pozice vyplyvé z logického
zajmu a tlaku investori a dalSich klicovych
stakeholders. Nicméné tuto skuteCnost nelze
chapat tak, Ze naopak soukromé podniky budou
tuto ¢innost vykonavat v menSi mife. Existuje
mnoho soukromé vlastnénych spoleCnosti,
unichz je znatelna Cisté dobrovolnd (mysleno
bez tlaku zajmovych skupin) tendence o vécné
a dlouhodobé  vyobrazovani pozice firmy
v oblasti spoleCenské odpovédnosti. Statem
vlastnéné spolecnosti Ci organizace zaujimaji
druhou pozici s 57 % (KPMG, 2015).

Tato hodnota je zna¢né posilena predevsim
situaci v Nizozemi, Svédsku a Dansku. V téchto
zemich doSlo na zakladé politické aktivity
ke stanoveni Urovné komunikovani o CSR, coz
ma slouzit v koneéném dusledku jako inspirace
pro celé trzni prostfedi. Svédska vlada
kupfikladu v roce 2007 stanovila povinnost
méfeni a vykazovani spolecensky odpovédnych
aktivit statem vlastnénym spolecnostem dle
metodiky GRI. DalSim krokem pak bylo v roce
2012 stanoveni  konkrétnich, méfitelnych
a relevantnich cilil kazdou z téchto spole€nosti,
pficemz od roku 2014 dochazi k jejich
postupnému dosahovani. Cile byly stanovovany
s durazem na rozmanitost, otazky Zvotniho
prostfedi, lidska prava, pracovni podminky,
protikorupéni  opatfeni, podnikatelskou etiku

a rovnost zen a muzl (Swedish Institute, online,
2016).

3.3 Velikost

Je prokazatelné, Ze reportovani CSR je devizou
pfedevsim velkych spolecnosti (Gordon, 2007;
Kori, 2007). Pro malé a stfedni podniky (MSP) je
Casto typicky niz8i pocet zainteresovanych
stran, tim padem niZsi tlak na CSR reportovani.
Na druhou stranu je ¢im dal tim vice typicke, ze
nové podniky jsou v soucCasnosti zakladany
i s vidinou uspokojeni spoleCenskych potieb
narozdil od penézni motivace v Casech
minulych. Velice dlleZity vliv na stav méfeni
a komunikovani o CSR maji pfedevSim
kapitalové prostfedky malych a stfednich
podnikG. Uréita administrativni a finanéni
narocnost a tristni personalni zajisténi starajici
se 0 spoleCenskou odpovédnost maji
zanasledek  znacné  nizSi  frekvenci
komunikovani o CSR, a to i pfesto, Ze zminéna
skupina podnikl se v této problematice aktivné
iniciuje. Rostouci podil reportujicich firem mezi
MSP je pak Casto zpusoben zvySovanim
pozadavk( od velkych spoleCnosti na cely
hodnotovy fetézec, kam jako dodavatelé Ci
odbératelé tato skupina podnikli ¢asto spada
(Smith, 2013).

Jeden z mala relevantnich zvefejnénych
vyzkuml (KPMG, 2011) tykajici se velikosti
organizace a CSR reportovani vyuzivd pro
porovnani organizaci ukazatele velikosti obratu.
U organizaci s obratem 50-500 mid. § (dle
metodiky EU velké podniky) nereportuje zhruba
pouze kazda desata spolecnost. U obratu
zhruba odpovidajicimu stfednim podnikim (10—
50 mid. $) je podil vykazovani Ctyfpétinovy.
U malych a mikropodniki je pak znatelna
sestupnd  tendence podilu  reportujicich
spoleCnosti,  pfiemz u  zkoumanych
mikropodniki.  méfi a  vykazuje svou
spoleenskou odpovédnost pouze kazda druha
organizace.

3.4 Uzemni vymezeni
Aktualni vyvojové trendy v Uzemnich rozdilech
vyplyvaji z vyzkumu spolecnosti KPMG (2015),
kterd porovnava procentni podil reportujicich
navzorku 4 500 firem dle metodiky vybéru
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N1002 . Na obrazku Cislo 1 Ize vidét znatelny
narust asijskych firem reportujicich o svych CSR
aktivitach, ktery je zplsobeny prevazné situaci
v Indii, Taiwanu Ci Jizni Koreji. V téchto zemich
doslo za posledni roky k zdkonnym Upravam
v povinnosti méfeni a zvefejfiovani CSR dat.
Na Taiwanu se jedna o zakonny poZadavek
tykajici se firem kotovanych na taiwanské burze.
Nejdfive se povinnost tykala od roku 2014
zhruba 200 firem z chemického sektoru Ci
finanénictvi, od roku 2016 zasahla povinnost
také podniky v t&€Zkém primyslu i mensi
spolecnosti. Podobna situace se tykéa i Indie, kde
tamni vlada nafidila velkym spolecnostem
odroku 2013 vydavat mandatorni reporty
osvych spoleéensky (pfedevSim socialné)
odpovédnych aktivitach. V dusledku tohoto
opatfeni, které se dotklo vSech sledovanych
firem, se stala Indie v ramci méfeni zemi
s nejvétsim (100%) podilem reportujicich firem
(Eccless a ostatni, 2014; KPMG, 2015).

Mensi narGst vykazuji také Evropa a severo
i jinoamericke staty. Slabsi vysledky evropskych
firem jsou ovlivnény pfedevsim rozdilnou situaci
v zapadni a vychodni Evropé. Pokud by doslo
k separaci téchto region, zapadoevropské staty

Obr. 1: Podil reportujicich organizaci ve svété v letech 20,1 1,20

mze o i

Na uzemni diferenciaci Ize nahlizet také dle
objemu reportovani v danych regionech
vyjadfené poétem  zvefejnénych  reportu.
Teritoriélni rozdily potvrzuji statistiky spole¢nosti

2 100 nejvétsich firem (dle vynost) v kazdé ze 45
vybranych zemi z celého svéta.

by dosahovali 79 % reportujicich firem, naopak
vychodoevropské  pak pouze 61  %.
Do budoucna by ovsem mél byt takto markantni
rozdil smazan v dlsledku zavedeni povinnosti
nefinan¢niho reportingu (zasahne zhruba 6 000
firem) dle Evropské komise (KPMG, 2015).

Tato smérnice zavadi povinnost zvefejfiovani
nize vymezenym ucetnim jednotkam ve svych
vyrocnich zpravach data a informace z oblasti
environmentalni, socialni, zaméstnaneckych
otazek, lidskych prav, korupce a uplatkarstvi.
DalSim z pozadavk( je sdileni informaci
o diverzité (vék, pohlavi, vzdélani, profesni
zku$enosti) spravnich, fidicich a dozorgich
organl organizaci a jejich ¢innosti. Organizace
maji také mimo jiné povinnost zvefejiovani
popisu politik (strategii) v uvedenych oblastech,
vysledkd téchto politik (strategii), hlavnich rizik
negativnich dopadu a nefinanénich kliGovych
ukazateld vykonnosti, které se vztahuji
k pfislusné podnikatelské €Cinnosti. Smérnice
nabyva ucinnosti k 1. 1. 2017, tudiz prvni
nefinancni reporty za ucetni obdobi roku 2017

budou zvefejiiovany pocCatkem roku 2018
(Smérnice 2014/95/EU, 2014).
13, 2015 (v %)
W 2011
W 2053
2015

Zdroj: viastni zpracovani dle KPMG (2015), 2017

Corporate Register (2017), kterd se snaZi
celosvétove dokumentovat a archivovat veskeré
nefinancni (CSR) reporty. V soucasnosti eviduje
pfiblizné 84 000 reportl o spoleCenské
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odpovédnosti od necelych 14 000 firem a je tak
nejvetsi svetovym adresafem tohoto typu.
Dosavadni vyvoj dle poslednich znédmych
statistik spoleCnosti z let 2000-2012. V téchto
analyzovanych letech do$lo nejvétSimu nardstu
objemu vydanych zprév v Evropé (az 3 500
zprav za rok), ktera je nasledovana Severni
Amerikou a Asii (kazda pfes 1 000 zprav za rok).
| pfesto, Ze nejsou v soucasnosti k dispozici
aktuédini data o poctu reportujicich firem
dle jednotlivych  regionli, ~ spojenim  vy3e
uvedeného Ize predikovat znaény narlst poCtu
dostupnych reportl pfedev§im v asijskych
zemich. Tato predikce je podloZzena take
aktualné znamymi daty o konkrétnich statech
z databazi Corporate Register, kde napfiklad
mezi lety 2011-2015 vzrostl pocet roCnich
reportl indickych firem o 40 %, hongkongskych
frem o 50 % ¢&i taiwanskych spoleCnosti
dokonce 0 74 %. V téchto letech doSlo naopak
pouze k mirmému narlstu (cca 20 %) u firem
z USA, Brazilie ¢i Velka Britanie (dale ,UK").
Mezi staty s nejvétSim podilem reportujicich
firem na zkoumaném vzorku patfi dlouhodobé
Japonsko, UK a Brazilie, v soucasnosti pak prvni
pficky zaujiméd zmifovana Indie, Indonésie Ci
Malajsie. (KPMG, 2011; 2015; CR, 2017).

3.5 Standardy a normy

V' souCasnosti existuje cela fada standardd
upravujici CSR. Tato rozmanitost je podpofena
pfedevsim zvySenym zajmem a nejednotnosti
teoretického ukotveni konceptu CSR. Pfi studiu
literatury Ize ovSem dojit k zavéru, Ze nejCastéji
je aplikovano zakladni déleni dle Leipzigera
(2010), ktera rozdéluje standardy na procesné
avykonnostné  orientované.  V/ykonnostni
standardy jsou koncentrované na formulaci
méfitek spoleCenské odpovédnosti, naopak
procesni standardy se spolu s touto formulaci
zaméfuji také na vymezeni oblasti, jako
napfiklad  reportovani,  komunikace  se
stakeholdery aj.

Pro ucely tohoto pfispévku byly podrobeny
analyze a komparaci Ctyfi Siroce rozSifené

standardy, konkrétné pak
AccountingAbiliti/Assurance  Standard ~ (AA
1000), Global Reporting Initiative (GRI),
Mezinarodni norma pro socialni odpovédnost
(ISO 26000), Social Accountability (SA 8000).
Viybér vypsanych standardi je zvolen
na zakladé  dostupnosti a  relevantnosti
poskytovanych dat a s ohledem k mife vyuzivani
standardu.

Dle dat uzivani standardd a norem v praxi Ize
vysledovat vySSi zajem o procesni standarty.
Tento fakt je ovSem podpofen predevsim
vyuzivanim standardu GRI. Mezi vibec
nejvyuzivangjsi standard patfi zmifiovany GRI
(KPMG, 2015) Tento standard vyuziva 60 %
ze vSech zkoumanych reportujicich organizaci
na celém svété. Pfi zkoumani miry uziti
u samostatné vykazovanych CSR reportd,
dosahuje podil dokonce 72 %. Nejvice je
standard GRI vyuzivdm v Americe (74 %
tamniho podilu), mezi 50-60 % vyuZiti je pak
u organizaci z ostatnich Casti svéta.

Vysledky srovnani standardi z obecnych
hledisek jsou vyobrazeny v tabulce €. 3, ktera je
rozdélena na dve ¢asti. Horni Cast se zaméfuje
na obecné charakteristiky, spodni pak na oblasti
s vlivem na méfeni a vykazovani spolecensky
odpovédnych aktivit. VVSechny standardy jsou
sestaveny tak, aby vyhovovaly organizacim
riznych velikosti, z riznych sektor( ekonomik,
a to po celém svété. Zaroven je u vSech norem
vyslovné vymezeno fizeni na zakladé
konzultace se stakeholders. VSechny standardy
obsahuji ve svém obsahu pozadavek
na vykazovani reportd. Stejné tak vSechny
standardy zahrnuji detailni pokyny a indikatory
k implementaci a méfeni vykonnosti. | pfesto, ze
normy jsou vefejné pfistupné, jejich aplikace se
jiz muze finan¢né lisit. Napfiklad certifikovana
norma SA 8000 doporucuje ovéfeni minimalné 3
externimi subjekty, coZ se prokazatelné odrazi
na nakladovosti. Rozdilna je také situace
unéroku na verifikaci vykazované zavéreCné
zpravy &i u vymezeni pozadavku na jeji obsah.
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Tab. 3: Komparace standardu dle obecnych kritérii a oblasti méfeni/reportovani CSR

Standard/norma

Oblast komparace AA 1000 GRI 1SO 26000 | SA 8000
Velikost organizace vée vie vse vée
Uzemi uplatnéni celosvétové | celosvétové | celosvétové | celosvétove
Sektorova omezeni vse vse vse vse
Interakce zajmovych skupin

pozadovano | pozadovano | pozadovano | pozadovano

Reportovani pozadovano | pozadovano | pozadovano | pozadovano
Pokyny implementace ano ano ano ano
Ukazatelé vykonnosti ano ano ano ano
Verifikace reportu ano ano vyzva ne
Pozadavky na obsah véeobecné | vSeobecné | konkrétni konkrétni

Zdroj: vlastni zpracovani, 2017 dle AA 1000, 2008; GRI, 2016, ISO 26000, 2017 a SA 8000, 2014

Nésledné Ize vybrané standardy analyzovat normy SA 8000, pokryvaji standardy kaZdou

a komparovat i z hlediska obsahové napiné (dle oblast.

pilifd CSR) a jednotlivé obsahové ¢asti dale jesté

vice rozebrat. Tabulka Cislo 4 ukazuje, ze kromé

Tab. 4: Komparace standardl dle obsahové naplné

Pilif CSR

Standard/norma Ekonomicky | Environmentalni | Socialni
AA 1000 v v v
GRI v v v
ISO 26000 v v v
SA 8000 Gastecné X v

Zdroj: vlastni zpracovani, 2017 AA 1000, 2008; GRI, 2016; ISO 26000, 2017 a SA 8000, 2014

Pfi hlubSi analyze ekonomické oblasti (viz
tabulka Cislo 5) Ize kontakt, Ze nize uvedené
ekonomické oblasti (které jsou nejCastéji
spojovana s CSR reportingem) jsou pokryty
pouze standardem GRI a ISO 26000. V pfipadé
Tab. 5: Komparace standard( dle ekonomického pilife

standardu SA 8000 je vysvétleni prosté, tento
standard se zaméfuje hlavné na socialni oblast.
Norma AA 1000 zas pracuje pouze s pojmem
hospodarské vykonnosti bez dilich podoblasti.

Podoblasti ekonomického pilife
Standard/norma Ho§podarska Oblast investic S¥§ter1)y Financn’l vyv9j a
vykonnost Fizeni platebni moralka
AA 1000 v 4 X X
GRI v v v v
IS0 26000 v v v v
SA 8000 X X v X

Zdroj: vlastni zpracovani, 2017 AA 1000, 2008; GRI, 2016; ISO 26000, 2017 a SA 8000, 2014

GRI a ISO 26000 je rozdil pouze u podoblasti
dopadu produktl a sluzeb na Zivotni prostredi.

NesourodéjSich  vysledkl  je
pfi komparaci environmentélniho pilife.

dosazeno

SA 8000

nepokryva ani jedno z dilCich témat, stejné tak
jako AA 1000. Pfi vzajemné komparaci norem
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Tab. 6: Komparace standardu dle environmentalniho pilife

Podoblasti environmentalniho pilife
Standard/norma — - - - - -
Materialy a zdroje | Dopad produkti a sluzeb | Emise a recyklace odpadtu
AA 1000 X v X
GRI v J v
ISO 26000 v X v
SA 8000 X X X

Zdroj: vilastni zpracovéni, 2017 AA 1000, 2008; GRI, 2016, ISO 26000, 2017 a SA 8000, 2014

Nejvétsi mnozstvi podoblasti je u vybranych
standard( diskutovano v pfipadé socialniho
pilife. Mezi oblasti, které jsou pokryty vSemi
standardy, patfi lidska préva, vztahy se
zaméstnanci. Norma 1SO 26000 nedefinuje
a neposkytuje metodiku méfeni u podoblasti
osobni  rozvoj  zaméstnancl,  nicméné
v zaméstnanecké  problematice  vymezuje
podoblast vztahu zaméstnanci a vedeni
organizace. Na rozdil od GRI se pak zaméfuje,
stejné jako standard SA 8000 na sféru komunita.

Celkové Ize fici, Ze pfedevsim v oblasti obecné
a v narocich na reporting jsou vSechny normy
podobné. Pfi evaluaci jednotlivych podoblasti
CSR lIze ale zaznamenat rozdilné vysledky.
Nejvétsi pokryti je u standardu GRI (13 ze 14
podoblasti) a ISO 26000 (11 ze 14 podoblasti).
|dentifikovany byly pouze dvé podoblasti, jimiz
se zabyvaji vSechny standardy, obé tyto
podoblasti vychazeji ze sociélniho pilife CSR.
Ur€itym trendem souCasné doby se stava
propojovani riiznych standardu (napf. GRI a ISO
26000), coz muze mit v budoucnu pozitivni vliv
pfedevsim na rozsah pokryti jednotlivych pilifd.
Naopak spoleCnym nedostatkem
pro porovnavané formy je jejich rozsahlost, kdy
napfiklad metodika k normé GRI ¢ita zhruba 200
stran.

3.6 Obsahova napln
\lySe uvedené aspekty mohou mit za nasledek
odliSnou obsahovou napl konkrétnich CSR
reportl. Takika vSechny vySe zminéné
diference) maji znaCny vliv jak na reporting
obecné, tak na samotnou oblast méfeni
a komunikovani.  Tendence v obsahu
vykazovanych zprav se postupné ménily.
Pocatky méfeni a vykazovani spoleCensky

odpovédnych  aktivit  organizaci  jsou
analyzovany od 80. let 20. stoleti, kdy naprosta
vétsina zprav byla zaméfena na oblasti tykajici
se ochrany Zivotniho prostfedi. Postupny odklon
pouze od této tématiky je znatelny od pocatkl
90. let. Od roku 1992 kleslo zaméfeni reportu
pouze na environmentalni oblast z Ctyf pétin
na necelou polovinu. Tento trend se vyrazné
potvrdil i 0 dalSich deset let pozdéji (2012), kdy
tvofil podil pouze environmentalni tématiky
necelych 10 %. Podobnou situaci Ize
zaznamenat u reportll zaméfujici se na ochranu
Zivotniho prostfedi a zdravi a bezpecCnost (Kolk,
2010; CR, 2013).

Naopak rostouci oblibu Ize od prelomu tisicileti
zaznamenat v zaméfeni na tzv. oblast
Sustainability a CR reportd. Tento rostouci trend
ve vykazovani ovSem za posledni 5 let stagnuje
a naopak dochazi k velice mirnému, nicméné dle
mnoha studii do budoucna dulezitému, trendu
integrovanych  (kombinovanych)  reportd.
Za pocatek Ize povaZovat rok 2010, kdy doSlo
ke vzniku mezinarodniho vyboru
pro integrované  vykaznictvi  (International
Integrated  Reporting  Committee  (IIRC).
Integrované reporty zahrnuiji jak finanéni vykazy,
tak vykazy nefinancniho charakteru. Dle studie
spoleCnosti GRI  (2015), jez se zaméfuje
na oCekavane trendy do roku 2025, se oCekava
integrace reportl z duvodu potfeb financnich
investor. Jejich potfeba komplexnosti informaci
by méla mit za disledek zminéné provazani
vykazovanych zprév. Integrace zprédv by
nasledné méla mit dopad na penézni
kvantifikovatelnost jak kladnych, tak zapornych
externalit souvisejicich s CSR (GRI, 2015; IIRC,
2017).
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Znacny narlst kombinovanych zprav potvrzuiji
idalsi studie (KPMG, 2015; Bartels, 2015).
V soucasnosti dle metodiky N100 reportuje
o svych spoleCensky odpovédnych aktivitach
pomoci integrovanych  reportdi 56 %
zkoumanych spolecnosti, prestoze v roce 2008
byl tento podil pouze 4%. Dle Bartelse (2015) je
kromé vySe zminéného dlvodu za timto
narustem také pozadavek &i zakonna povinnost
ze strany burz a vladnich rozhodnutich. | zde je
tedy patrny vliv vySe popsanych rozhodnuti
regulatorl a vladnich predstaviteli napfiklad
na Taiwanu ¢i v Jizni Koreji.

ZAVER

Z analyzovanych dat je patrné, ze celosvétové
dochazi k rGstu zajmu o reportovani CSR, kdy
nejznatelnéjSi rozdily jsou v poslednich letech
zaznamenany pfedevSim na uzemi Asie.
Zatimto narGstem u asijskych statl, ale nejen
unich, stoji predevsim postupna zakonna
regulace aktivit. Na zakladé odvétvového
porovnani ze dospét k zavéru, Ze v soucasnosti
jsou sektorové rozdily (v podilu reportujicich
firem) spiSe smazany a vétSina odvétvi vykazuje
spiSe stagnujici charakter. Nejvétsi prostor
krdstu vykazuje sektor maloobchodu, ktery
v porovnani se zbytkem sektorl dlouhodobé
zaostava. Znacny vliv na reportovani je patrny
také v oblasti vlastnictvi a velikosti organizaci.
VEétsi iniciativu Ize zaznamenat u podnik{
pod vefejnym zajmem. Co se velikosti tyCe, je
zde patrna sestupna tendence spolu se
zmensujicim se obratem (velkosti) organizaci.
Po obsahové strance je identifikovan postupny
pfechod od jedno-pilifového  zaméfeni
ke komplexnimu CSR reporting. Spolu s touto
tendenci je potfeba zminit také trend v podobé
integrovaného  reportingu, tedy spojovani
zavérenych ucetnich vykazu s daty o CSR
aktivitach.

Nejasné vymezeni a dobrovolnost méfeni
a reportovani dala za vznik nespoctu standardu,
které se k tomuto Ucelu vyuzivaji. | pfes Siroké
spektrum moznosti, které se organizacim ve
volbé naskyta, patfi mezi nejvice vyuzivany
nastroj standard GRI. Mirna uskali vSech
standardd jsou znatelnd v Sirokém rozsahu
metodik, které mohou v kone¢ném dlsledku
spiSe odradit z ¢asovych divodi pfedevsim

malé a stredni podniky. DalSim problematickym
aspektem se mlZe v blizké budoucnosti stat
oblast integrovaného (kombinovaného)
reportingu.  Pravé  postupné propojovani
ucetnich a CSR vykazli nabyva v poslednich
zhruba 5 letech na vyznamu. Pro spole¢nosti
vytvarejici standardy bude dulezitd Uprava
téchto nastrojd, ktera bude usnadrovat pfechod
a vykazovani pomoci integrované formy.

Za poméré znaCnym narlstem podilu
reportujicich firem, i za narGstem vyuZivani
integrovaného reportingu, stoji mimo jiné také
aktivity jednotlivych stati & uskupeni statl
(napf. EU). Jedna se predevSim o postupny
trend v oblasti zékonnych regulaci, které
v rlznych formach nafizuji vybranym subjektim
reportovat o svych spole¢ensky odpovédnych
aktivitach. Reportovani je pak ¢asto profilované
pouze na jednu oblast. Tato povinnost je
v soucasnosti znatelna pfedevSim u asijskych
statd, o CemZ svédCi také podil reportujicich
organizaci, ktery mnohdy dosahuje v danych
statech takrka 100 %. Kromé asijskych statu se
od roku 2017 tyka povinnost také vybranych
tuzemskych firem, a to na zakladé rozhodnuti
Evropské Komise o povinnosti nefinan¢niho
reportingu. Tyto statni Ci unijni regulace nicméné
narusuji jiz zminovanou dobrovolnost, na které
byl  koncept spoleCenské  odpovédnosti
postaven.

Celkové Ize zhodnotit, ze oblasti reportingu CSR
prochazi neustalym vyvojem. Jedna se o zivou
oblast, kterda se musi pfizplisobovat
pozadavkim spolecnosti, stakeholderim, ale
i samoziejmé moznostem samotné organizace.
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Abstract: In this paper we are interested in the effects of the durable consumption. Main idea is about
the so called Mankiw puzzle verification on the data sample of the current time series from Germany and
the Czech Republic (quarterly data 2004Q1-2016Q4). In other word whether or not the observed durable
consumption tends to spontaneously disappear in the economy. We have statistically tested the stochastic
process ARMA (1,1) on the given time series. Concretely whether autoregression parameter is less than
one and at the same time if the more important deprecation parameter is equal to one (MA parameter
equal to zero).

In original analyzes performed so far, the time series from the United States of France, demonstrated the
statistical significance of the values of the mentioned coefficients. Mankiw's puzzle has been proven,
which has led to arguments for the introduction of scrapping subsidies in France and many other European
countries in the 1990s. More, demand growth was expected to increase in the ten-year cycle of new car
consumption. We have run analysis, in which we concluded about falsification of the Mankiw puzzle. We
used the current data samples from the Czech Republic and Germany (2004Q1 to 2016Q4). In general,
innovation (parameter MA is non-zero) does not affect but affects durable consumption over a longer
period of time. The analysis results argue against the introduction of scrapping subsidies based on current
data.

Keywords: Durable consumption, Mankiw puzzle, scrapping subsidy, ARMA stochastic process
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uvop
Standardni ekonomické teorie, napf. Cochrane
(2009), rozviji teorii makroekonomické spotfeby
bez ohledu na hlubSi Clenéni. V tomto Clanku
pfineseme specifika, ktera moderni teorie
spotfeby vyvozuje pfi rozdéleni spotfeby podle
jeji trvanlivosti. Clanek se predevim zabyva
,Mankiw  Puzzle, Mankiwovou zahadou
dlouhodobé spotfeby. Dlouhodoba spotreba
domacnosti podle statistika narodnich Gétu CSU
Cinila v roce 2016 8,85% celkové spotieby
domacnosti. Spotfeba doméacnosti v roce 2016
k HDP vydajovou metodou tvofila 46,38%.
Dlouhodobé spotieba je 0,041% HDP v CR
vroce 2016, coz neni pfilis. Kdyz ovSem
uvazujeme, 7e znadnou Gast exportl CR
do zahrani¢i Cini zbozi pro dlouhodobou

spotfebu (prfedevsim automobily, bila technika,
aj.) je analyza dlouhodobé spotfeby a jejich
anomalii o to uziteCnéjsi.

Cilem ¢lanku je ovéfeni existence Mankiwovy
zahady dlouhodobé  (trvanlivé)  spotieby
na aktualnich Casovych fadach z Némecka a
zCR.

Pro Uplné porozuméni kratkodoba spotfeba
ovliviuje uzitek v obdobi, kdy k ni dochazi.
Zatimco dlouhodoba spotfeba ovliviuje uzitek
nejen v obdobi, kdy je vykézana, ale zvySuje
uzitek i v dalSich obdobich. Pro UpInost musime
poznamenat, ze zahrnuti ,zvykového* chovani
do funkce uzitku umoZiuje pozorovat
déletrvajici efekty i u kratkodobé spotfeby anebo
u sluzeb. Znacnou Cast textu bude imliplicitné
ovliviovat model reprezentativnino agenta, jak
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je  pfedstaven u Mankiwa (Cambell
Mankiw,1989). DuleZitost poznani fundament(
dlouhodobé spotfeby zdlraziiuje jeji mnohem
vétsi zavislost na ekonomickém cyklu (vétsi
volatilita dlouhodobé neZ kratkodobé spotieby).

1. HYPOTEZA PERMANENTNiHO
DUCHODU V MODELU
DLOUHODOBE SPOTREBY

ZaCnéme standardné s popisem reprezentativni
domécnosti, kterd vlastni bohatstvi ve vysi A
A, = R(AI =6 _plel)

ale takeé plati akumula¢ni vztah pro
dlouhodobou spotiebu:

D,=D/(1-6)+e

kde & je mira depreciace kapitalu (dlouhodobé
spotieby). Pokud déle neni explicitné zapséan
index Casu, uvazujeme ho v Urovni soucasné
vysvétiované veliCiny. UZitek reprezentativni
domécnosti plyne z objemu nakupt (kratkodobé
spotieby) a ze sluzeb plynoucich z vlastnictvi

(pfipadné zhodnocené hrubou vynosnosti R),
urCity podil dlouhodobé spotfeby D a bézny
disponibilni diichod y. Tato doméacnost financuje
svymi aktivy A a dlchodem y své vydaje
na spotfebu ¢ a objem dlouhodobé spotieby e
za relativni cenu p. Jinymi slovy plati akumulacni
vztah:

(1)

(2)
fyzického  kapitalu, ktery je  zajiStény
dlouhodobou spotiebou. Pfedpokladejme, ze
dlouhodoba spotfeba zakoupena dnes zajistuje
tok sluzeb od pfistiho obdobi. Za pfedstavenych
podminek je Bellmanova rovnice
pro dynamickou optimalizaci nasledujici:

V(A,D,y,p)z gzli)ju(caD)'i_ﬂEyz,pﬂyl,pl V(AzaDzaJ/ppz) (3)

pro vSechna A, D, y a p. Pracujeme
s operatorem ocCekavani E a predpokladame
racionalni tvorbu oCekavani. Dale
predpokladédme diskontni faktor 3. Dosazenim

A
c:A1+y1—E2—p(D2—(l—5)D1)

vysledkem dynamické optimalizace jsou
nasledujici nutné podminky:

uc(c’Dl):ﬂEyz,pz\yl,prA(AZ’D29y2)
(5)

puc(caDl):/BEyz,pz\y],plVD(AzaDzayz)

V obou pfipadech jde o podminku vyrovnani
meznich pfinost s meznimi naklady. Ve vztahu
(5) jde o vyrovnani efektu ubytku soucasné
kratkodobé spotfeby (stale vétsiho) se stale
mensim efektem z nardstu budouci spotfeby,
ktery je samoziejmé zhodnoceny na finan¢nim
trhu a diskontovany k porovnani soucasnosti
diskontnim faktorem . Identické souvislosti
popisuje  podminky (6) pro dlouhodobou
spotfebu  (sluzby plynouci z akumulace

MC(CI’DI): ﬂEyz,p2|yl,pluc(c2’D2)

vztahu (2) do vztahu (1) a drobnou Upravou.
Ziskame rovnici (4), kterd je souhrnnym
omezenim pro optimalizaci:

(4)

(6)
fyzického kapitalu v Case). Pro zjednoduSeni
vobou podminkdch neuvaZzujeme realnou
vynosnost, ktera tam samoziejmé je. Obvykle se
v dlouhodobé rovnovéaze vyrusi s diskontnim
faktorem a pozorujeme model martingalu.
Nicméné Mankiw originalné odvozuje takto
a proto se toho drzime.

Za dodate¢ného pouziti funkce (3) modifikujeme
nutné podminky dynamické optimalizace
nasledovné:

(7)

pu. (Cl D, ) = ﬂEyz,pz\yl,p] [”D (CzaD2)+ P (1 _5)”c(czaD2 )] (8)

Podminka (7) bude srozumitelna bez zapojeni
dlouhodobé spotieby. Mezni pfinos ze zvySeni

souCasné spotieby je kompenzovan Ubytkem
financnich aktiv, a tedy snizenim spotieby
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v budoucnosti. V takovém pfipadé mezni uzitek
z kratkodobé spotfeby zavisi na aktualnim stavu
statkl  zajistujicich sluzby z dlouhodobé
spotfeby. Musime tedy uvazovat propojeni
vramci funkce uzitku mezi kratkodobou
a dlouhodobou  spotfebou.  Jinymi  slovy
nemlzeme analyzovat efekty dlouhodobé
spotieby oddélené od kratkodobé spotreby.
Viztah (8) pfiblizuje mezni naklady a mezni
pfinosy nakupu jednotky pro dlouhodobou
spotiebu. Mezni pfinos nabyva dvou podob.
Zaprvé jde o pfimy dopad na uZitek
v nasledujicim  obdobi, zadruhé standardni
Eulerova rovnice je oslabena. Musime uvazovat,
Zze meznim nakladem dodateéné nakoupené
jednotky dlouhodobé spotieby je obétovana
pfileZitost ve formé nakupu jednotky kratkodobé
spotieby (druhy ¢len na pravé strané rovnice
(8)).

Zavérem model uvazuje, Ze sluzby plynouci
z dlouhodobé spotfeby se projevi ihned.
V takovém pfipadé je zavérem standardni
Eulerova  rovnice  vyhlazovani  spotfeby
pro kratkodobou i pro dlouhodobou spotfebu.
V pfipadg, ze soucin diskontniho faktoru a hrubé
vynosnosti je roven jedné, pak mezni uzitek
z dlouhodobé spotieby sleduje stochasticky
proces nahodna prochazka (coz by ovSem
platilo i pro standardné pojatou kratkodobou
spotiebu). Mankiw (1982) doSel k zavéru, ze
vydaje na dlouhodobou spotfebu sleduji
stochasticky proces ARMA (1,1).

Zde a1=BR, tedy autoregresni parametr je roven
soucinu diskontniho faktoru a hrubé vynosnosti.
Zatimco MA ¢len je parametrizovan mirou
depreciace kapitalu pro dlouhodobou spotfebu.
Na datech z USA doSel Mankiw k zavéru, Ze

parametr a1 je statisticky signifikantné mensi
nez 1, ale hlavné ze parametr depreciace 0 je
statisticky signifikantné roven 1. V takovém
pfipadé by dlouhodoba spotfeba automaticky
konvergovala k nule (dlouhodobé by
neexistovala zadna dlouhodoba spotfeba). Adda
a Cooper (2000) podrobili zavéry Mankiwa
vlastni analyze za pouziti dat z USA a Francie.
Slo 0 data US za dlouhodobou spotiebu v USA,
pocet registraci novych aut v USA, dlouhodoba
spotfeba ve Francie, pocet registraci novych aut
ve Francii a vydaje na nova auta ve Franci.
Mankiwova zéhada se na zakladé jejich
vyzkumu potvrzuje na robustnim datovém
souboru. Nezévisle na zemi, na kategorii
dlouhodobé spotfeby, pfipadné frekvenci dat,
ale nezavisle na metodé detrendovani. Mira
depreciace je odhadovana ve vysi 100 procent
(1), dlouhodoba spotfeba samovolné zanika.
Statisticky fe¢eno nemuizeme o&ekavat jeji
zvySeni na zakladé ,inovace® et. Predstavena
zahada byva dodate¢né vysvétlena za pomoci a)
adjustment cost (nakladi na pfizpsobeni), b)
na zakladé jinych okl nez Soku v disponibilnim
ddchodu. DalSi vyzkum, napf. Bar-llan a Blinder
(1992), resp. Bertola a Caballero (1990) feSi
zahadu za vyuziti diskretizace ve vydajich
na dlouhodobou spotfebu doméacnostmi.

2. MOZNOSTI PRO HLUBSI
TEORETICKE UVAHY O
DLOUHODOBE SPOTREBE

Bernanke (1985) rozSifuje pfistup kvadratického
uzitku o flexibiini ceny a o naklady
na pfizplsobeni.  Pfedpokladejme rozSifeny
problém dynamické optimalizace.

V(A,D,y,p) = gzli‘)ziu(c,D, D2)+ ﬁEyz,pQ\yl,p] V(Az,Dz,yz,pz) 9)
pro vSechna A, D, y a p. Bernanke(1985) kvadratickymi naklady na pfizplsobeni
pfedpoklada kvadratickou funkci uZitku s v podobé:

u(c,D,Dz):—%(E—c)z—%(E—D)z—g(Dz—D)z (10)

v tomto pfipadé jsou naklady pfizpisobeni
dulezitgjSi nez samotné rozpoCtové omezeni.
Kvadraticka struktura modelu zajistuje jeho
feSitelnost explicitné jako nelinearni funkci
s parametry. SouCasna kratkodoba spotieba
zavisi na zpozdéné hodnoté kratkodobé
spotieby, na souCasné a zpozdéné hodnoté

dlouhodobé  spotfeby a na inovacich
(stochasticky proces bily Sum), které se projevuji
u disponibilniho dichodu.

Dlouhodobé spotfeba zavisi na minulé hodnoté
dlouhodobé spotfeby (objemu nakoupenych
kapitalovych statkd, které umoziuji sluzby
dlouhodobé spotfeby) a ,inovacich® (Socich)
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v disponibilnim dlichodu. Pfedstavené rozsifeni
je vSeobecné zamitano, protoze neodpovida
z&vérim z empiricky ziskanych dat (Bernanke,
1985). Bernanke (1984) testuje
na mikroekonomické Urovni na panelovych
datech US domécnosti jejich vydaje na pofizeni
automobil(i. Nicméné i zde nenachazime odraz
v ekonomické realite, protoze model
pfedpoklada spojité pfizplsobeni ve vyvoji
vydajl na pofizeni automobill, zatimco v realité
pozorujeme pausalni rozhodnuti o vydajich
na dlouhodobou spotfebu.

Dodatetné muzeme opustit zavéry ziskané
nabazi modeli typu reprezentativni agent.
Musime pfipustit, Ze pfes velmi precisni
teoretickou eleganci predstavené modely
neodpovidaji empiricky naméfenym datim, coz
je problém. Mankiw odhadl miru depreciace
na Urovni 100 %, déle je zfejmé, ze domacnosti
nepfizpusobuiji naklady spojené s dlouhodobou
spotiebou spojité. Domacnosti spiSe své vydaje
na dlouhodobou spotrebu realizuji
nepfedvidatelné (Lam, 1991). SpiSe diskrétni
povaha statkl pro dlouhodobou spotfebu
a nevratnost pfipadného rozhodnuti o koupi
ve svétle nedokonalych informaci o kvalité zboZi
pro dlouhodobou spotfebu zplsobuje onu

a také naklady na pfizpisobeni (amortizaci).
Bar-llan a Blinder (1992) popisuji model
neaktivity domacnosti, pokud je hodnota
kapitalové statku pro dlouhodobou spotiebu
zdaleka klidné neoptimélni. Zde jsou naklady
na pfizpisobeni brany jako fixni naklady, které
se mohou objevit kdykoliv v Case, ale pravé vzdy
pokud stav sluzeb plynouci z dlouhodobé
spotreby klesne pod limitni dolni mez.

3. PROBLEMATIKA (NE)VRATNOSTI
NAKUPU/PRODEJU ZBOZi PRO
DLOUHODOBOU SPOTREBU

Zapojeni nevratnosti nakupt do naSeho modelu
aplikujeme nasledovné. Z divodu informacnich
nedokonalosti a frikci na trzich domécnosti
obvykle nabyvaji pfesvédceni, ze si nekoupili
takovy produkt dlouhodobé spotfeby, ktery si
pfali. Jde samoziejmé o variaci na Akerlofiv
popularni problém citront (Akerlof, 1970).
Popisovany fakt rozviji napf. House a Leahy
(2000) ve formé endogenni prémie ,citronu® pro
model  dlouhodobé  spotfeby.  Prakticky
pfedpokladejme, Ze cena zbozi
pro dlouhodobou spotfebu je normalizovana
na p=1, nicméné kdyz je zbozi prodavano je
cena mensi p<1.

nepfedvidatelnost objemu dlouhodobé spotreb
V(4,D,y)=max(v*(4,D,y | V*(4,D.y iV"(A,D, y) (11)
kde

b A2
V'(4,D,y)= rgixu(/l - y—?—e,Dj+ BE, , V(4,,D(1-5)+e,y,) (12)
V*(4,D,y)= dry-ta D |+pBE, V(4,,D1-5)-s,y,)

9 ’y —IE[%ZXU +y R +pss’ +ﬂ Yalm 29 ( ) S7y2 (13)

i A2

Vi(4,D,y)= maxu| A+y==2.D |+ fE,, V(d4,,D(1-05),y,) (14)

pro vSechna A, D a'y. Jde o komplexni problém
diskrétni volby. Ve své podstaté rozdil mezi
nakupni a  prodejni  cenou  statkl
pro dlouhodobou spotfebu determinuje
rozhodovani  domacnosti. Predstavme si
doméacnost, ktera s ur€itou Urovni statkd
pro dlouhodobou  spotfebu, ktera ocCekava
propad disponibilniho pfijmu z divodu ztraty
zaméstnani. Za predpokladu nevratnosti
nakupu/prodeje mize domacnost prodat urcity
dil ze svého zbozi pro dlouhodobou spotfebu.

Jakmile ovSem doméacnost znovu ziska pracovni
misto, objem zbozi pro dlouhodobou spotfebu
navySuje na pavodni uroveri. Pokud je ovSem
odlisnd nakupni a prodejni cena zbozi
pro dlouhodobou spotfebu, domécnost nebude
reagovat popsanym  zplsobem  zménou
dlouhodobé spotfeby na Soky v disponibilnim
ddchodu.

Grossman a Laroque (1990) predstavuji model
dlouhodobé spotreby v ramci optimalni struktury
portfolia. ZboZzi dlouhodobé spotfeby neni
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likvidni z divodu nutnych transakénich nakladu
pfi zpétném prodeji. V podstaté reprezentativni
domacnost sleduje podil aktiv a zboZi
pro dlouhodobou spotfebu a zaroven miru
opotfebeni zboZi pro dlouhodobou spotfebu.
Tuto nepfedvidatelnou miru opotfebeni chce
tato domécnost udrzet nad minimalni hodnotou
a optimalné na primémé hodnoté opotiebeni.
Rozhodnuti samoziejmé podléha podmince
neménného  poméru aktiv a  zbozi
pro dlouhodobou  spotfebu.  Tedy finalni
podmince A/D=s*.

Eberly (1994) pfinadi empiricky test modelu
Grosmanova a Laroqua (1990). Za pouziti dat
,ourvey of Consumer Finances“ o aktivech,
dichodech a hlavnich vydajich domacnosti
odhaduje rozpéti s a S (podle pozorovani
ve vyvoji A/D). Dale odhaduje s* jako primérmy
podil veli¢in. Navic dochézi k zaveéru, Ze rozptyl
v dichodu a tempo ristu dichodu velmi silné
ovliviiji Sitku zminéného pasma S, s. Attanasio
(2000) zapojuje pro odhad pasma heterogenitu
domacnosti. Tato heterogenita je projevena tim,
Ze nekteré doméacnosti pfi stejném podilu aktiv
k zbozi dlouhodobé spotfeby jsou neaktivni
prodalsi  zapojovani novych statku
pro dlouhodobou spotrebu. Nevnimaji
amortizaci, nepfizplsobuji dusledné zasobu
aktiv pro dlouhodobou spotiebu. Popsané
odlisnosti domacnosti jsou determinanty pasma
aktiv pro dlouhodobou spotfebu stejné jako vék
Ci rasa obyvatelstva. Findlné tedy vlastné
odvozujeme agregatni poptavku po zboZi
pro dlouhodobou spotfebu. Navic musime
predpokladat neseparovatelnost funkce uzitku
amusime tedy vnimat faktory dlouhodobé
a kratkodobé spotfeby dohromady.

Caballero (1993) shrnuje pfedchozi teorie, kdy
mlzZeme pfijimat zavery hypotézy
permanentniho dichodu v modelu dlouhodobé
spotieby pouze pfi neexistenci transakénich
nakladl. Jakmile uvazujeme kladné transakéni
naklady, musime pfedpokladat fungovani
modelu tak, jak jsme popsali v pfedchozich
odstavcich. Tedy se zapojenim pasma aktiv s,S.
Jde o neménny pomér aktiv (resp. zboZi
pro dlouhodobou spotfebu) kde musime rozlisit
,Cilovy* stav a skute¢ny pomér (s,S), ktery se mu
pfiblizuje.

Dodatecné Ize fict, ze cilovy objem aktiv
pro dlouhodobou spotfebu (tfebaZe je v nasich
uvahach spie virtualni prani domacnosti nez
realita) sleduje popsany stochasticky proces.
Agregéatni poptavka po aktivech dlouhodobé
spotieby je soucet vSech kupuijicich, ktefi se
vdaném obdobi  odhodlali  pfizplsobit
(renovovat) sva dlouhodoba aktiva. Je ziejmé,
Ze takto definovana agregatni poptavka bude
vykazovat velmi sloZité vlastnosti ekonomické
dynamiky.

4. METODOLOGIE A DATA

V tomto Clanku jsme motivaci (resp. cil ¢lanku)
Cerpali na zakladé zavéri o dlouhodobé
spotfebé v ekonomickém modelu
reprezentativniho  agenta (doméacnosti).
V predchozi teoretické Casti jsme predstavili
komplexni pfistupy k analyze dlouhodobé
spotreby. V nasledujici empirické Casti ovefime
model ARMA (1,1), resp. SARIMA (1,1)
na zkoumanych datovych fadach. DalSi vyzkum
se muze ubirat smérem zapojeni ,hazard
funkce®, kde bychom zkoumali stav a strukturu
vozového parku. Konkrétné stafi aut (aktiv
pro dlouhodobou spotfebu), které maji byt
vyfazeny.

V  Clanku velmi implicitné dost Casto
zaménujeme dlouhodobou spotfebu doméacnosti
a vydaje na pofizeni automobili domacnostmi
v ekonomice. Samo sebou vnimame odliSnosti
mezi témito dvéma pojmy, nicméné s ohledem
na empirickou argumentaci pro/proti Srotovnému
se takového zjednodu$eni mezi dlouhodobou
spotfebou, trvanlivou spotfebou a vydaji
na pofizeni aut domacnostmi dopoustime.
Laskavy Ctenar at prosim promine. Prestoze
jsme predstavili i dodate¢na rozSifeni
teoretickych Uvah tykajicich se dlouhodobé
spotfeby v  prakticke Casti  standardné
otestujeme dlouhodobou  spotiebu  pouze
stochasticky proces ARMA(1,1) resp. SARIMA
(1,1).

Samotnou empirickou analyzu postavenou
nacili z teoretického ramce prozkoumame
na zakladé metody analyzy stochastickych
procesl Box-Jenkinsovou metodou, predevsim
pujde o metodu ARMA stacionarnich ¢asovych
fad. UZ jen okrajové se zabyvame kointegraci
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¢asovych fad, metodou vektorové autoregrese,
resp. modelem korekce chyby.

S ohledem na cile Clanku, kdy se zabyvame
efekty dlouhodobé spotfeby  (Srotovného)
v Némecku a v Ceské republice, mame riizné
zdroje dat. Databaze Eurostatu nenabizela
vhodné dlouhé cCasové fady ani vhodnou
frekvenci dat. NaStésti je proménna nové
registrovand auta zachycovana spolehlivé
statisticky u narodnich profesnich svaz(. Nové
registrovana auta na mésicni frekvenci jsme
vramci CR ziskali ze statistiky Svazu dovozci
automobill.  Stejné tak udaje o nové
registrovanych autech v Némecku byly ziskany
z databaze European Automobile Manufactures
Association. U obou €asovych fad jsme data
z mésicni frekvence prevedli na kvartalni udaje,
ziskali jsme tedy 52 pozorovani od 2004Q1
do 2016Q4. Byli jsme omezeni pfedevsim
nedostupnosti dat z CR. Vydaje na dlouhodobou
spotfebu v Némecku a poCet nové

registrovanych aut veliCiny nejsou korelované
veli¢iny (korelaéni koeficient 0,25). Naopak v CR
vydaje na dlouhodobou spotfebu a pocet nové
registrovanych aut vykazuiji korelaéni koeficient
0,67. Do analyzy jsou vzdy zafazeny nejen
veli€iny  reprezentujici  finan¢ni  vyjadfeni
dlouhodobé spotfeby, ale také veliiny
reprezentujici realné nakupy zbozi
pro dlouhodobou spotfebu.

Data o vyvoji dlouhodobé spotieby jsme ziskali
pro CR (v mil. K&) z databaze CSU (v Eurostatu
chybéli Udaje) a pro Némecko (v mil. Eur)
z Eurostatu. Je v béZnych cenach opét kvartainé
na stejné Casové fadé 2004Q1 do 2016Q4.
Dodate¢né  informace o  vlastnostech
pfedstavenych ¢asovych fad pfinasi nasledujici
tabulka Tab. 1. Pro lepSi pfedstavu pfidavame
grafy v8ech zkoumanych veli¢in, kde je patrna
sezonnost (jde o kvartalni data).

Obr. 1: Zkoumané Casove fady graficky (Ctvrtletné), zleva dlouhodoba spotieba v Némecku, nove
registrovana auta v Némecku, dlouhodoba spotfeba v CR, nové registrovang auta v CR
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Tab. 1: Charakteristiky zkoumanych ¢asovych fad
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Zdroj: vlastni zpracovani v Eviews

Primér sm.odchylka p(Jarque-Bera) jednotkovy koren
CZdur 40995 6768 0,95 nestacionarni, (1)
Gdur 39621 3478 0,76 nestacionarni, I(1)
CZnewreg 43029 12075 0,019 nestacionarni, (1)
Gnewreg 804205 88793 0,000 stacionarni, 1(0)

Zdroj: vlastni zpracovani v Eviews
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Zaprveé ovefime Mankiwovu zahadu dlouhodobé
spotieby. Pfipomerfime, Ze jde o testovani
predstavenych casovych fad na stochasticky
proces ARMA (1,1), pfedevsim jde o komentafe
€ = 50{0 Tae &~ (1- 5)‘9;
, kde et je dlouhodoba spotieba v Case
taparametr & je mira depreciace zboZi
pro dlouhodobou spotiebu. Je nutné zduraznit

k autoregresnimu parametru a k parametru
depreciace u procesu MA. Stejné jako Mankiw
otestujeme model ARMA (1,1) pro pfedstavena
data v nasledujici podobé

(15)
v jaké algebraické podobé parametr depreciace
d v ndmi pfedloZenych testech vystupuje (15).

Tab. 2: Testovani pfedstavenych ¢asovych fad na stochasticky proces ARMA(1,1) ,Mankiw Puzzle*

Parametr MA/ | autokorelace
Konstanta parametr AR | parametr depreciace | residui
CZdur 47340 (0,00) 0,967 (0,00) | -0,997 (0,00)/0,003 ANO (DW 2,558)
Gdur 53691 (0,0294) 0,987 (0,00) | -0,953 (0,00)/0,047 ANO (DW 2,575)
CZnewreg 29234 (0,00) 1,05 (0,00) -0,802 (0,00)/0,198 ANO (DW 2,468)
Gnewreg 804967 (0,00) 0,200 (0,85) | -0,074 (0,95)/nelze NE (DW 1,984)

Zdroj: vlastni zpracovani v Eviews (v zavorkach p-values)

Nejprve tedy k autoregresnimu parametru.
Podle teorie Mankiwovy by mél byt vyznamné
menSi nez 1. Na stochasticky proces ARMA(1,1)
jsme zkoumali Ctyfi Casové fady: a) vydaje
na spotfebu v CR (CZdur), a b) v Némecku
(Gdur), c) poget nové registrovanych aut v CR
(CZnewreg), a d) v Némecku (Gnewreg).
Nejprve je nutno komentovat, ze kromé nové
registrovanych aut v Némecku jde
0 nestacionarni Casové fady. Na kterych je velmi
rizikové pouZivat standardni metody statistické
analyzy. Vhodnéjsi je pouzivat metody
kointegrace Casovych fad anebo metodu
vektorové autoregrese. Zakladnim méfitkem
uziteCnosti modelu je pfipadna
neautokorelovanost residui modelu. Parametr
depreciace u Gnewreg nemuzeme vyCislit
protoZe ¢len MA, z kterého bychom ho spocitali
neni statisticky signifikantné zafazen do modelu.
V' naSem pfipadé autoregresni koeficient
nedosahuje hodnoty vyznamné mensi nez jedna
(viz tabulka) navic parametr depreciace neni 1,
ale je ma spiSe nulovou hodnotu (opét
v tabulce). NemUzeme se tedy ztotoznit se
zavéry  Mankiwovy  zahady dlouhodobé
spotfeby. Podle této teorie by pfiristek
k dlouhodobé spotfebé konvergoval k nule, az
by dlouhodoba spotfeba uplné zanikla. Takovy
zavér  je  opodstatnénim  Srotovného
v devadesatych letech ve Francii za vlad
Balladura a Juppého.

NaSe empirické analyza na ¢asové fadé 2004Q1
az 2016Q4 prokazuje Uplné opacné zaveéry.
Dlouhodobd spotfeba nestagnuje a neklesa,
nesleduje predstaveny model ARMA (1,1).
Pro spravnost  sleduje  model ARMA(1,1)
s pro Mankiwa nevhodnymi parametry
autoregrese a depreciace.

Pro statistickou spravnost jesté rozvedme, Ze
pfedstaveny model je nevhodné aplikovat
na nestacionarni Casové fady. V takovém
pfipadé se ovéfuje pfipadna autokorelovanost
residui, kterou je potfeba doprovodit pfipadnymi
vysledky za pomoci modelu korekce chyby.
V/ naSem pfipadé pozorujeme na nestacionarni
Casové fadé autokorelaci residui, hrozi, ze
vmodelu mame faleSnou regresi. Statisticka
teorie navrhuje diferencovat Casové fady
a pouzit model pro nestacionarni ¢asové fady
ARIMA. V naSem pfipadé neuvadime vysledky,
ale Slo o absolutné neuziteCné vystupy
v kontextu tohoto Elanku.

Nicméné je urCité opodstatnéla kritika, ze
diferencovanim pfichazime o urcité informace.
Na druhou stranu opomenutim nestacionarity,
pfipadné autokorelace residui se vystavujeme
nebezpeCi  faleSné  autokorelace.  Tento
ekonometricko-statisticky problem je znamy
a jeho uspokojivé feSeni nabizi zapojeni modelu
VAR, resp. VECM.
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5. DISKUZE

Pro diskuzi nad vysledky vyzkumu nabizime
srovnani s vyzkumem Addy a Coopera (2000b).
Zamyslime se nad moznosti odstranéni
linedarniho  trendu a  sezonnosti, dale
pfedstavime moznosti pro dalSi vyzkum
a prodiskutujeme zavéry modelu s ohledem
naintenzivni  produktové inovace, které
pozorujeme ve vyvoji automobilt.

Adda a Cooper (2000) provedli obdobny vyzkum
jako my na Easovych fadach 1970-1997 (roCni
data) pro proménné: dlouhodoba spotieba
v USA, dlouhodoba spotfeba ve Francii, vydaje
na pofizeni aut ve Francii, nové registrovana
auta ve Francii a v USA. Jde o pét Casovych fad.
Autoregresni parametr je odhadnuty vzdy nizsi
nez jedna a pouze u nové registrovanych aut
v USA je vyznamné nizSi nez jedna (0,36).
DulezitéjSi je parametr depreciace, ten je
u vSech fad odhadovany vétsi nez 1, ale mensi
nez 1,5. Mankiwova zéhada je pro zkoumané
Casové fady potvrzena; dlouhodoba spotfeba
stabilné klesa. Nicméné odhadnuté koeficienty
nenaplfuji mirl  statistické  vérohodnosti.
Na zakladé popsaného vyzkumu, bychom mohli

argumentovat pro zavedeni Srotovného, které
bylo nejprve zavedeno ve Francii, a pozdéji také
v Italii a ve Spanélsku.

Balladurova viada nabidla vSem ob¢anim 5000
franku (desetinu ceny nového auta), pokud své
staré nechaji zlikvidovat. Trzby za nové auta
po pfedchozich propadech dosahli v roce 1996
svych maxim. Cilem viady bylo zesilit potencialni
nové cykly v poptavce po autech. Jakmile bylo
Srotovné zruSeno, poptavka po autech se
ustalila na své puvodni urovni. Bylo o¢ekavano,
Ze deset let poté bude opét cyklus poptavky
po autech ve Francii (v Evropé) na svém vrcholu,
coz neoCekavané docela dobfe koresponduje se
zaCatkem ekonomické krize 2008, coz déle
pusobilo jako rozumny argument pro tehdejsi
zavedeni Srotovného v Evropeé.

V nasledujici tabulce Tab. 3 jsme se zabyvali
testovanim plvodni &asové fady pro CR
aproNémecko  2004Q1 az  2016Q4
pro promeénné noveé registrovana auta a vydaje
na dlouhodobou spotfebu. Samoziejmé pro obé
zemé. Jak je z tabulky patrné, zamitli jsme
linearni trend ale i pfipadnou sezonnost.

Tab. 3: Testovani predstavenych ¢asovych fad na stochasticky proces ARMA(1,1) ,Mankiw Puzzle® -

vCetné testovani sezonnosti a trendu (SARIMA)

Konstanta parametr AR Trend
CZdur 35221 (0,00) -1,007 (0,00) 231,64 (0,00)
Gdur 34960 (0,00) -0,988 (0,00) 182,58 (0,00)
CZnewreg -715710 (0,97) 0,99 (0,00) 5477,5 (0,93)
Gnewreg 834564 (0,00) 0,163 (0,89) -1147,5 (0,297)
Parametr MA/ o
Sezonnost , autokorelace residui
parametr depreciace
CZdur Zamitame 0,997 (0,00)/1,997 ANO (DW 1,1815)
Gdur Zamitame 0,958 (0,00)/1,958 ANO (DW 2,575)
CZnewreg Zamitame -0,737 (0,00)/0,263 ANO (DW 2,524)
Gnewreg Zamitdme -0,074 (0,95)/nelze NE (DW 2,003)

Zdroj: vlastni zpracovani v Eviews (v zavorkach p-values)

Nyni jiz jen struéné okomentujme predchozi
tabulku, kde jsme do samotné analyzy zapojili
Uvahu nad pfipadnym linearnim trendem
a sezonnosti. U prvnich dvou ¢asovych fad, tedy
u vydaju na dlouhodobou spotiebu doméacnosti
v CR a v Némecku alespoii odhadujeme
koeficienty s uspokojivymi  p-hodnotami
(zamitdme Mankiwovu zahadu). Model jako
celek je potfeba podrobit podobné Uvaze jaka jiz
byla pfedstavena dfive. Nicméné u dalSich dvou

Casovych fad, tedy u poCtu noveé registrovanych
automobiltl v CR a v Némecku nenalézame ani
uspokojivé p - statistiky pro trend a ¢leny ARMA
(1,1). Tento model je absolutné nevyuZitelny.

Pro Uplnost dodejme, Ze v ramci zavérl Addy
a Coopera (2000b), ktefi provedli podobnou
analyzu na Casovych fadach 1970 az 1997
(sroCni frekvenci dat), tito autofi dospéli
k potvrzeni Mankiwovy zahady
i na detrendovanych ¢asovych fadach
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(s problematickymi p - hodnotami koeficient(
a nejspise i s autokorelaci residui).

S ohledem na zminéné zavéry analyzy vyvstava
otazka, kam by se dala sméfovat budouci
analyza  dlouhodobé  spotfeby.  Adda
s Cooperem (2000) provedli robustni strukturalni
analyzu. Jednodu$e feCeno, na zakladé
teoretického modelu dynamické diskrétni volby
odhaduji distribuci rizika likvidace aut. Jde
0 ,hazard function“ pro Francii a pro USA. Ve
své podstaté vysvetluji pravdépodobnost
likvidace aut na zakladé stafi auta. Dospivaji k
zavéru, Ze parametr depreciace pro relativné
nova auta dosahuje hodnot mezi 5 a 10
procenty. Vyznamné tedy vysvétluji Mankiwovu
zahadu a jejich  zavéry  argumentuji
proti existenci Srotovného.

ZAVER

Cilem &lanku bylo ovéfit existenci Mankiwovy
zahady dlouhodobé  (trvanlivé)  spotfeby
na aktualnich Casovych fadach z Némecka
azCR (étvrtletni data 2004Q1-2016Q4).
Jednodu$e fe¢eno, zda pozorovana dlouhodoba
spotfeba ma v ekonomice tendenci samovolné
zanikat anebo nikoliv. Terminologicky jsme
testovali, zda stochasticky proces ARMA (1,1)
na danych ¢asovych fadach obsahuje
autoregresni  parametr mensi nez jedna
azaroved a jestli vice dulezity parametr
depreciace je roven jedné (MA parametr roven
nule).

V' dosud provedenych analyzach byla
na ¢asovych fadach z USA z Francie, které se
tykaly  dlouhodobé spotfeby, prokazana
statisticka ~ signifikance hodnot zminénych
koeficientl. Mankiwova zahada byla prokazana,
coz vedlo k argumentaci pro zavedeni
Srotovného ve Francii i v mnoha dalSich
evropskych zemich v devadesatych letech.
Nem(zeme tvrdit, ze by v takovém pfipadé
(ve Francii) dlouhodoba spotfeba
bez Srotovného zanikla, nicméné nerostla by tak
jak by bylo z&douci s ohledem na vyvoj HDP.
Déle bylo ocekdvano zesileni poptavky
v desetiletém cyklu spotfeby novych aut. V nami
pfedstavené analyze, ktera byla postavena
na Ctvrtletnich datech 2004Q1 aZz 2016Q4, bylo
stejné statisticky prokazano, ze v Némecku
a v CR pozorujeme jiné hodnoty autoregresnich

parametrl a parametrl depreciace nez by
naznacovala Mankiwova zahada. Obecné Ize
fici, Ze inovace (parametr MA je nenulovy)
neodezniva, ale ovliviiuje dlouhodobou spotrebu
po delSi dobu. Vysledky analyzy argumentuji
proti zavedeni Srotovného na zakladé aktuélnich
dat.
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