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Multi-criteria decision analysis of supply chain practices
and firms performance in Nigeria

Bilgis Bolanle Amole! - Sulaimon Olanrewaju Adebiyi?
- Olamilekan Gbenga Oyenuga3

Abstract

Companies are facing numerous pressures and challenges in order to be competitive in
the market and meet the requirements of their customers which require an improvement
in the supply chain practices of the firms to be more effective and efficient for sustainable
competitive advantage. This study examines the use of a multi-criteria decision making
method using analytic network process (ANP) to estimate the how supply chain activities
of the selected manufacturing firms’ influences its firm performance in other to enhance
the satisfaction of customers. The population of the study is the manufacturing firms
qguoted in the Nigeria stock exchange. An ANP-based questionnaire was administered to
Managers of selected manufacturing firms for pairwise comparison of supply chain fac-
tors relative influences and dependencies on their customers. A nonlinear network mode/
was built to capture all the factors of supply chain practices and firms performance into
clusters, nodes and dependences for the purpose of estimating various influences supply
chain practices on the performance of the various companies studied.. Data collected
were analysed using software of Super decision 3.0version. The results revealed factors
of supply chain practices that have a great connection with one another and strong
relationship indicating that without the implementing the key factors of supply chain
there would not be a significant improvement in the performance of the organisation
which will also affects the desire of the customers. The ANP model has helped to show
the interdependencies and feedback among the various factors of practices of supply
chain to augment the level of .performance of the firms.

Key words
Analytical Network Process, Supply chain, strategic supplier partnership, supply chain
Iintegration, outsourcing, customer relationship management.
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Introduction

The supply chain management practices are essential concepts that help humerous
companies to integrate and provide quality products and services to their various custo-
mers due to the fact that the needs of the customers changes rapidly. But, the abilities
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of the companies to cope with the various challenges encountered in terms of their cost,
providing quality products and services to their customers depends solely on the stren-
gths and opportunities the companies have over their competitors’ [1].

The main stakeholders of the manufacturing firms are the end users (customers)
in which the companies/firms tries to meet the requirement and demands of their cus-
tomers ensuring that they provide quality products and rendered quality services to
them.

The concept of supply chain management denotes a systemic, strategic coordina-
tion of the traditional business functions and the tactics across these business functions
within a particular company and across businesses within the supply chain, for the pur-
poses of improving the long-term performance of the individual companies and the sup-
ply chain as a whole [2].

Furthermore, numerous scholars have been able to identify various supply chain
management practices used in various organisations / firms for instance, [3] identified
six supply chain management practices which are outsourcing, supplier partnership, in-
formation sharing, cycle time, compression and continuous process flow; [4] recognized
three supply chain management practices to be quality, purchasing and customer rela-
tionship later [5] came up with supply chain integration, information sharing, customer
service management, geographical proximity and Just in Time capabilities has their sup-
ply chain management practices. Also [6] acknowledged the supply chain management
practices to be five which comprise of outsourcing, strategic supplier partnership, cus-
tomer relationship information sharing and modularity. The supply chain management
practices were categorized into two categories quantitative and qualitative measures.
Quantitative measures are cost and resource utilization and qualitative measures are
quality, flexibility, visibility, trust and innovativeness [7].

In spite of all these identified supply chain management practices, this study set
out to explore the use of one of the multi- criteria decision making method (Analytic
Network Process) to model the network relationship among the supply chain manage-
ments practices explored by the manufacturing firms in Nigeria and provide alternative
strategies how those practices can be used to improve their performances so as to en-
hance customers satisfaction.

2 Literature Review
2.1 Theoretical framework

There are several theories associated with supply chain management and firms
performance. In view of this research we are focusing on few of the theories like system
theory, theory of constraints.



System Thinking Theory

The theory underpinning the study is system thinking theory, in the early 50’s the
theory was used to elevate the operations of manufacturing and it further employed the
system approaches to build and restructure the internal procedures of business [8]. The
theory is the trans-disciplinary study of the abstract organisation of phenomena, in-
dependent of their substance, type, or spatial or temporal scale of existence. It investi-
gates both the principles common to all complex entities, and the (usually mathematical)
models, which can be used to describe them. It is an approach to problem solving that
looks at problems not as isolated challenges but rather in the context of the larger sys-
tem in which a particular function or process operates. While working with an organiza-
tional structure, like a supply chain, the system is the combination of the people, structu-
res, processes and environment that work together to create a desired outcome. More-
over, the theory provides a model of decision-making that helps organizations to adapt
to change effectively. Adapting to change helps the organisation to facilitate learning
and the theory has a rational used in analyzing the relationship between the parts of a
system in other to make a meaningful decision when the situation arises. This theory
related to the supply chain management has to do with planning and coordination the
production flow from acquiring raw materials and production through distribution to the
final customer.

Theory of Constraints

This theory is a management philosophy that supports organisation to constantly
accomplish their aims. This theory is based on three key assumption in which organisa-
tion can be measured which are operational expense, through put and inventory. These
three concepts are the critical requirement for making a sound financial decision in an
organisation [9].

Theory of constraints is based on the premise that the rate of goal achievement by
a goal-oriented system that is the system's throughput is limited by at least one con-
straint. These theory is relevant to supply chain in order to establish a competitive ad-
vantage based on extra ordinarily availability by reducing the damaged caused when the
flow of goods is interrupted by shortages and surpluses.

2.2 Concepts of Supply Chain Practices
2.2.1 Supply Chain Integration

Supply chain integration is defined as a process of interaction and collaboration in
which companies in a supply chain work together in a cooperative manner to achieve
mutually acceptable outcomes [10]. However, according to [11] they viewed supply
chain integration concept as the degree to which an organisation strategically collabo-
rates with its partners and manages intra- and inter-organisational processes in order to
achieve efficient and effective flows of products, services, information, money and deci-
sions. In this study supply chain integration is being classified into six which are customer
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integration, technology integration, internal operations, material/service supplier integ-
ration, relationship integration and measurement integration.

2.2.2 Strategic supplier partnership

The strategic supplier partnership identifies optimum practices that can facilitate
supply chain process alignment and integration. In order to further expedite collabora-
tion, it is necessary to implement the latest collaborative information systems that drive
efficiencies, performance, and quality throughout a supply chain [12]. Supply chain part-
nership is defined as a strategic coalition of two or more firms in a supply chain to
facilitate joint effort and collaboration in one or more core value creating activities such
as research, product development, manufacturing, marketing, sales, and distribution
[13] ; [14] The strategic influence and operational capabilities of individual participating
helps to achieve significant benefits for the organisation is major existence of strategic
partnership [15].

However, [16] considered strategic partnership as the ability to coordinate inter-
organizational relationships effectively as one of the important resources of the firms. In
the course of this study the strategic supply partnership is being measured looking at
quality of selecting supplier, solving the problems of suppliers, involving the supplier in
new development process and also including the suppliers in the planning and setting
of goals and objectives of the organisation.

2.2.3 Information sharing

In the view of [17], information sharing is vital concept to successful partnership,
without complete information about the firms business, trade partners cannot work
effectively towards achieving the goals of the companies. Also Information sharing is
viewed as an access to private data between business partners thus enabling them to
monitor the progress of products and orders as they pass through various processes
[18]. The concept information sharing is essential when considering the supply chain
management practices. In the course of this study information sharing is being measured
by having advance notice to trade partners on any changes that arises, keeping each
other informed about what affects their partners, exchanging information on establishing
a business unit and sharing of business unit proprietary information with trade policy.

2.2.4 Customer relationship

According to [19], the success of a firm or company solely depends on the strength
of its relationship with supply chain partners which could reduce or increase revenue.
According to [5], maintaining a long term and good relationship with customers the
organisation needs to strategize on how to manage the complaints of their customers
and provide adequate solutions to their problems. This study set to measure customer



relationship in terms of good communication, conformity, having trust in their customers,
commitment and how complaints of customers are being handled.

2.2.5 Outsourcing

Literally, outsourcing means buying materials for external supplier or making stra-
tegic use of outside resources to perform activities traditionally handled by internal staff
and resources [20]. Outsourcing is an effective cost-saving strategy when used appro-
priately in a situation where it is more affordable to purchase a good from companies
with comparative advantages than it is to produce the good internally. In this
study outsourcing is being measured using this concepts operations reduction cost, ser-
vice level improvement, core competence prioritization, capital cost reduction, employee
based reduction.

2.3 Empirical review of supply chain management practices and firms per-
formance

There is debate of literature on the various articles on supply chain management
practices and firms performance.

[21] empirically investigated the indicators and constructs of supply chain mana-
gement practices of some Brazillain companies, the study was able to achieve four con-
structs which are supplier chain integration for production planning and control support,
information sharing about the products and targeting strategies, strategic relationship
with customer and supplier and support customer order compared with previous studies
that had six dimensions of supply chain management practices.

[22] investigated supply chain management practices in manufacturing companies
in Jordian, how these supply chain practices influences the strategic flexibility of the
selected companies listed in the Amman Stock exchange. He was able to identify four
supply chain practices which are Strategic partnership with supplier, relationship with
customer, information sharing level and quality of information sharing while the strategic
flexibility was broken down into three production flexibility, market flexibility, and
competitive flexibility. He found that the identified practices have a positive impact on
the flexibility with highest relationship with customers and lowest impact on quality of
information sharing. The information sharing level, strategic partnership with supplier
relationship with customers has the greatest influence on market flexibility, production
flexibility and competitive flexibility respectively. In adopting these strategies it enables
the companies to have a sustainable competitive advantage.

[23] conducted a study in Kenya by assessing the level of implementation of supply
chain practices in Haco Industries. However, they identified four key dimension of supply
chain practices as strategic supplier partnership, Information sharing , customer relatio-
nship and training practices in which these factors were used to investigate the level of
influence on the performance of the industries. The findings revealed that there is a
high level of practical implementation of supply chain practices in Haco industries and
these factors have a positive influence on the performance of the organisation in terms



of reducing the lead time lowering the operational cost ,expanding its market share and
sales.

According to [24] reviewed the various factors that determine the supply chain
management practices that organisations adopt. They identified six factors which include
the size of organisation, capital, the organisation structure, government policy; its posi-
tion in the supply chain, the industry firms operates in.

The study conducted in textile and apparel industry in Kenya investigating the sup-
ply chain practices adopted in the industry on lead time, they identified four supply chain
practices as modularity based manufacturing, supply chain integration, supplier chain
relationship management and supply chain responsiveness. From their findings it reve-
aled that modularity based manufacturing, supply chain relationship management and
supply chain responsiveness hals an adverse effect on the lead time while supply chain
integration has a positive effect on lead time [25].

In view of the researches done in supply chain management practices, this study
sets out to use a multi-criteria decision making method named Analytic Network Process
to prioritize the supply chain management practices of manufacturing firms in Nigeria
and provide alternative strategies for the practices to improve their performance and
also enhances customer satisfaction

2.4 Analytic Network Process

Analytical network process (ANP) is one of the multi-criteria decision making
methods used to measure intangible factors which allow for complex interrelationships
among decision levels and attributes [26]. ANP is a simplification of the Analytic Hie-
rarchy Process that deals with decision problems that cannot be structured hierarchically
because of the dependency and interaction between higher and lower level ele-
ments[27].

ANP is a comprehensive decision-making method that elucidates the interdepen-
dencies; reflects the dependencies as quantitative outcome; and simultaneously provi-
des feedback within and between the clusters of elements [28]. ANP is an essential
model used to analyse a decision problem through the use of a control hierarchy or
network. This network is structured into clusters, elements. For each control criterion,
the clusters of the system with their elements are determined. All interactions and fee-
dbacks within the clusters are called inner dependencies whereas interactions and fee-
dbacks between the clusters are called outer dependencies [29]. Inner and outer depen-
dencies are the best way decision-makers can capture and represent the concepts of
influencing or being influenced, between clusters and between elements with respect to
a specific element. Then pairwise comparisons are made systematically including all the
combinations of element/cluster relationships. ANP uses the same fundamental compa-
rison scale (1-9) as the AHP. This comparison scale enables the decision-maker to in-
corporate experience and knowledge intuitively [30] and indicate how many times an
element dominates another with respect to the criterion



3 Methodology
Research Design

This study is a cross sectional descriptive survey design. The population of the
study is the manufacturing firms quoted in the Nigerian stock exchange. There are 12
sectors in which the firms were classified in the Nigerian Stock Exchange. One hundred
and seventy eight companies were listed across the various sectors. Stratified random
sampling technique was used to select the number of manufacturing considered in this
study. [31] stated that since the population of the various manufacturing firms is not of
the same group. This type of sampling technique is used to obtain a sample represen-
tative while according to [32] stated that where the population of the study are hetero-
geneous, a minimum target of 10% is required to represent the sample size of such
population. Copies of questionnaire were distributed to the managers of the selected
manufacturing firms. The data collected were analysed using the Super decision 3.0
version software.

ANP methodology

According to [33] the ANP is a connection of two parts, in which the first aspect
comprises of a control hierarchy or network of criteria and sub criteria that control the
feedback networks while the second aspect consist of the networks of influence that
contains the factor s of the problem by grouping them into clusters. Each criterion has
a feedback network. A super matrix table was constructed showing the priorities of the
factors for each of the network.

The analytic network process has the following procedure

a) Model construction: Determine the network of each control criterion. Deter-
mine all the criteria which affect decision. Determine the clusters for each ne-
twork, one cluster is the alternative and combine all relevant criteria into same
cluster.

b) Formulating the interdependencies and performing pairwise comparison be-
tween the cluster/elements

c) Constructing the super matrix: this super matrix is categorized into two: the
unweighted and weighted. The unweighted super matrix is derived from the
local priority vectors of pairwise comparison matrix obtained from the elements
in the super matrix, and then weighted the blocks of the super matrix by the
corresponding priorities derived from the clusters to translate it into a column
stochastic matrix (weighted super matrix).

d) iv. Select the best alternative: The final phase is to multiply the weighed super
matrix by itself

e) until the row values coverage to the same values for each column of the matrix,
and then yielded the limiting super matrix provided the priorities ranking for
the cluster of alternatives. Therefore, alternatives with the highest value should
be chosen.
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The structure of the ANP proposed model

The aim of ANP model is to choose an appropriate supply chain management

practices of the manufacturing firms selected in which the main goal is evaluating supply

chain management practices criteria. It consist of six factors classified under criteria

cluster, while 27 sub- criteria and six(6) alternatives strategies of supply chain manage-
ment practices. The diagram is shown below.
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Tab. 1 Supply Chain Management Practices

SUPPLY CHAIN INTEGRATION CRITERIA(SCI)

CUI- customer integration

10- Internal Operations

M.S.S.1- Material/ Service Supplier Integration

RE- Relationship integration

MEA- measurement integration

TECH- Technology

STRATEGIC SUPPLY PARTNERSHIP CRITERIA (SSP)

QSS- Quiality of Selecting Suppliers

SPWS- Solving Problems with sup-
plier

ISNPDP- Involvement of key supplier in the new de-
velopment process

ISPSG- Inclusion of supplier in plan-
ning and setting

INFORMATION SHARING CRITERIA (IS)

ANTPCN- advance notice to trade partners on chan-
ging needs

KEICP- Keeping each other infor-
med about the changes that affect
partners

EIEBP- Exchanging information on establishing of
business plan

SBUPTP- Sharing of Business unit
proprietary information with trade

policy

CUSTOMER RELATIONSHIP CRITERIA (CUS. RHIP)

COMM- Communication

CON- Conformity

TRUS- Trust

COMMIT- Commitment

CHC- Customer handling Complain

OUTSOURCING CRITERIA (OUT)

ORC- Operations reduction cost

SLI- Service level improvement

CCP- Core competence prioritization

EBR-Employee based reduction

CCR- Capital cost reduction

MODULARITY CRITER

IA (MOD)

PRM — Product modularity

PCM- process modularity

DYT- Dynamic teaming

12



STRATEGIES OF SCMP
ADDPM - Adopt a demand driven planning and busi- | SCBGIS - Aligning supply chain
ness model with business goals by integrating sa-
les and operations planning with cor-
porate business planning
BAASIE - Build an adaptive and agile supply chain | ESSCO - Embedded sustainability
with planning and integrated execution into supply chain operations
OPPM - Optimize product design and management for | ERPS - Ensuring a reliable and
supply, manufacturing and sustainability to accelerate | predictable supply
profitable innovation.

4 Results

This study explored the use of super decision software to analyse the data derived
from the selected manufacturing firms. The geometric mean of the data obtained from
the questionnaire distributed into the software to obtain a stable limiting super matrix,
weighted matrix and unweighted matrix.

Table 4.1 shows the pairwise comparison of the six main criteria with respect to
the main goal in evaluating the supply chain management practices of manufacturing
firms. Strategic supply partnership (SSP) was given the greatest priority among the six
criteria while the modularity criteria was given the least priority. The inconsistency is
0.04 which is less than 0.1 as stated by Saaty

Tab. 4.1 Comparison Matrix of criteria with respect to the goal: supply chain
management practices

GOAL CUS INFO MOD ouT SCI SSP Normalised | idealized
RE SH

CUS RE 1.0000 | 0.5167 | 1.7188 | 1.8384 | 0.8586 | 0.7505 | 0.1542 0.5836
INFO SH 1.9354 | 1.000 1.7188 | 2.5759 | 1.4507 | 0.4911 | 0.2119 0.8022
MOD 0.5818 | 0.5818 | 1.000 0.5164 | 0.3165 | 0.5188 | 0.0879 0.3326
ouT 0.5440 | 0.3882 | 1.9365 | 1.000 0.9029 | 0.3505 | 0.1110 0.4203
SCI 1.1647 | 0.6893 | 3.1596 | 1.1075 | 1.000 0.6466 | 0.1708 0.6466
SSP 1.3324 | 2.0362 | 1.9275 | 2.8531 | 1.5466 | 1.0000 | 0.2642 1.0000
Inconsistency = 0.0402

Tab. 4.2 Pairwise comparison of customer relationship sub criteria with respect
to customer relationship

CUSTO-

MER RE-

LATION

SHIP CHC COMMIT | COMMU | CONFORM | TRUS Normalized Idealized
CHC 1.0000 1.3797 0.6776 0.6118 0.8900 0.1765 0.7240
COMMIT | 0.7248 1.0000 1.2458 1.1441 0.7137 0.1870 0.7670
COMMU | 1.4758 | 0.8027 1.0000 1.3797 0.7137 0.2045 0.8388
CON-

FORM 1.6345 0.8740 0.7248 1.0000 0.7248 0.1882 0.7719
TRUS 1.1236 1.4011 1.4011 1.3797 1.0000 0.2438 1
Inconsistency

=0.02865
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The table 4.2 displayed the comparison of the sub criteria of customer relationship
factor. The criteria named trust was given highest preferences with priority 0.2438 com-
pared with other criteria in the table followed by communication, commitment and con-
formity has the same level of preference and customer handling complain was given the
least.

The table 4.3 presented the evaluation of the sub criteria for information sharing
factor, it was stated that sharing the proprietary information with trade policy among
business units has the greatest priority of 0.3664 while keeping each other informed
about changes that affect others has the least priority of 0.0941 which indicate that
among the information sharing criteria sharing proprietary information of trade policy is
approximately four times preferred to keeping each informed about changes that affect
the partners .

Tab. 4.3 Comparison Matrix of information sharing sub criteria

INFORMATION SHARING | ANTPCN | EIEBP | KEICP | SBUPTP | Normalized | Idealized
ANTPCN 1.0000 | 0.5253 | 5.1563 0.5818 0.2585 0.7057
EIEBP 1.9037 | 1.0000 | 1.7187 0.7247 0.2810 0.7671
KEICP 0.1939 | 0.5818 | 1.0000 0.2567 0.0941 0.2567
SBUPTP 1.7188 | 1.3799 | 3.8951 1.0000 0.3664 1
Inconsistency 0.1016

The table 4.4 shows the comparison of the factors used in measuring modularity,
it is seen in the table that product modularity was given the highest priority with 0.4494
compared with Dynamic teaming factor with priority of approximately 0.1187 which is
approximately four times preferable than others with consistency ratio 0.007 less than
0.10 percent as prescribed by Saaty.

Tab. 4.4 Comparison matrix of modularity sub criteria

Normali-
MODULARITY DYT PCM PRM zed Idealized
DYT 1 3.3226 1.0515 0.431827 0.9609
PCM 0.300969 1 0.2415 0.118767 0.2643
PRM 0.951022 | 4.140787 1 0.449406 1
Inconsistency 0.00781

The table 4.5 illustrated the comparison of outsourcing sub criteria, the factor that
has the greatest priority was prioritization of core competency with 0.3138 followed by
employee based reduction with 0.2311 and operations reduction cost was considered to
be given the least priority of 0.1157indicating that core competency prioritization is four
times desirable than operations reduction cost factor.

14



Tab. 4.5 Comparison matrix of Outsourcing criteria

Normali- | Ideali-

OUTSOURCING | CCP CCR EBR ORC SLI zed zed
CCP 1.0000 0.8027 2.7131 3.3227 1.7188 0.3138 1
CCR 1.2458 1.0000 | 0.4911 2.6673 1 0.2108 | 0.6718
EBR 0.3686 2.0362 1.0000 1.2457 2.6673 0.2311 0.7363
ORC 0.3010 0.3749 0.8028 1.0000 1.2267 0.1157 0.3687
SLI 0.5818 1 0.3749 0.8152 1 0.1286 | 0.4098
Inconsistency 0.1041

The table 4.6 showed the comparison of the various factors of supply chain integ-
ration. The relationship integration has the highest preference with priority of 0.2783,
followed customer integration with 0.1967, while internal operations integration has the
least preference of priority 0.0805.

Tab. 4.6 Comparison matrix of supply chain integration criteria

SUPPLY

CHAIN

INTEG- Norma- | Ideali-
RATION | CI 10 MEA MSSI RE TECH lized zed

Cl 1.0000 2.8529 2.1084 1.1076 0.7892 1.1076 0.1967 0.7067
10 0.3505 1.0000 0.3807 0.4597 0.6444 0.3942 0.0805 0.2894
MEA 0.4743 2.6267 1.0000 0.6128 0.3749 0.5253 0.1114 0.4002
MSSI 0.9029 2.1753 1.6319 1.0000 0.2294 0.8027 0.1406 0.5052
RE 1.2671 1.5518 2.6674 4.3592 1.000 1.0696 0.2784 1
TECH 0.9029 2.5368 1.9037 1.2458 0.9349 1.0000 0.1923 0.6908
Inconsis-

tency 0.0565

The table 4.7 displayed the comparison of sub criteria of strategic supply part-
nership. From the table, it is observed that solving problems with suppliers (SPWS) has
the greatest preference compared with other factors and the given priority was
0.2905while the least given preference was quality of selecting suppliers with priority
0.2076.

Tab. 4.7 Comparison matrix of strategic supply partnership criteria

Strategic Supply Partnership | ISNPDP | ISPSG QSS SPWS Normalized | ldealized
ISNPDP 1.0000 0.6776 | 2.4085 0.8027 0.2727 0.9388
SPSG 1.4758 1.0000 | 0.6444 | 0.7247 0.2292 0.7890
QSS 0.4152 | 1.551831 | 1.0000 0.7148 0.2076 0.7148
SPWS 1.2458 | 1.379881 | 1.399 | 1.0000 0.2905 1
Inconsistency 0.0967
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The table 4.8 showed the inner dependency among the supply chain management
practices factors with respect to each other using a pairwise comparison

Tab. 4.8 The inner dependency among the supply chain management practices
factors with respect to each other using a pairwise comparison

1. Inner dependency of criteria with respect to Customer Relationship
CuUs IS MOD ouT SSP SCI Weight
IS 1.0000 7.9050 0.5301 1.3371 0.5276 0.1922
MOD 0.1265 1.0000 0.3330 0.2000 0.1100 0.0419
ouT 1.8866 3.0030 1.0000 3.0000 1.0000 0.2803
SSP 0.7479 5.0000 0.3333 1.0000 0.2183 0.1213
SCI 1.8952 9.0909 1.0000 4.5812 1.0000 0.3643
Inconsistency 0.0760
2. Inner dependency of criteria with respect to information sharing
IS CUs MOD ouT SSP SCI Weight
CuUs 1.000 5.000 7.000 1.000 3.000 0.3879
MOD 0.200 1.000 3.000 0.954 0.954 0.1392
ouT 0.143 0.333 1.000 0.200 0.143 0.0409
SSP 1.000 1.048 5.000 1.000 3.559 0.2860
SCI 0.333 1.049 7.003 0.281 1.000 0.1460
Inconsistency 0.0889
3. Inner dependency of criteria with respect to modularity
MOD CUsS IS ouT SSP SCI weight
CUs 1.0000 1.0000 0.3333 0.3355 0.2604 0.0888
IS 1.0000 1.0000 2.0229 0.6354 0.2954 0.1509
ouT 3.0000 0.4943 1.0000 0.4472 0.3864 0.1400
SSP 2.9802 1.5738 2.2363 1.0000 0.7837 0.2580
SCI 3.8407 3.3852 2.5878 1.2760 1.0000 0.3623
Inconsistency 0.0582
4. Inner dependency of criteria with respect to outsourcing
OUTSOURCING CUS IS MOD SSP SCI weight
CUs 1.0000 0.5252 0.7816 0.1110 0.1111 0.0582
IS 1.9039 1.0000 3.0000 1.0000 1.0000 0.2276
MOD 1.2794 0.3333 1.0000 0.2000 0.3330 0.0744
SSP 9.0090 1.0000 5.0000 1.0000 1.0835 0.3389
SCI 9.0009 1.0000 3.0030 0.9229 1.0000 0.3009
Inconsistency 0.0620

5. Inner dependency of criteria with respect to strategic supply partnership

Strategic  supply part-

nership CUS IS MOD ouT SCI Weight
CUs 1.0000 1.0000 7.0000 7.0028 1.0000 0.3028
IS 1.0000 1.0000 5.0000 3.0000 0.2000 0.1796
MOD 0.1429 0.2000 1.0000 1.0000 0.1111 0.0427
ouT 0.1428 0.3333 1.0000 1.0000 0.2797 0.0603
SCI 1.0000 5.0000 9.0000 3.5750 1.0000 0.4146
Inconsistency 0.0767

6. Inner dependency of criteria with respect to supply chain integration

Supply chain Integration CUS 1S MOD ouT SSP weight
CUS 1.0000 3.0000 5.0000 1.0000 1.0000 0.2601
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IS 0.3333 1.0000 4.0028 0.7427 0.1428 0.1013
MOD 0.2000 0.2498 1.0000 0.4453 0.1428 0.0468
ouT 1.0000 1.3464 2.2457 1.0000 0.2003 0.1364
SSP 1.0000 7.0028 7.0028 4.9919 1.0000 0.4554
Inconsistency 0.0768

So the priority weight of the inner dependency for the criteria of supply chain
practices is shown in the table 9

Tab. 9 Inner dependency matrix of the supply chain management practices (factors)

CRITERIA CUS IS MOD ouT SSP SCI
Customer relationship 0.0000 | 0.3897 0.0888 | 0.0582 | 0.3028 | 0.2601
Information sharing 0.1922 0.0000 0.1509 0.2276 0.1796 0.1013
Modularity 0.0419 0.1392 | 0.0000 0.0744 | 0.0427 | 0.0468
Outsourcing 0.2803 0.0409 | 0.1400 | 0.0000 0.0603 | 0.1364
Strategic supply partnership 0.1213 0.2860 | 0.2580 | 0.3389 | 0.0000 0.4554
Supply chain integration 0.3643 0.1460 | 0.3623 | 0.3009 | 0.4146 | 0.0000

The supply chain management practices (factors) priorities is being computed con-
sidering the inner dependency of each of the criterion as shown in table 10 below. After
the computation of the inner dependency of each of the criterion of supply chain mana-
gement practices with the initial priority vector derived, it can be seen that the priority
vector of the each of the criterion has changed. For instance, the Customer relationship
priority vector has changed from 0.1542 to 0.2211, information sharing priority vector
reduced from 0.2119 to 0.1330, modularity changes from 0.0879 to 0.0630, outsourcing
criteria changed from 0.1110 to 0.1033; strategic supply chain partnership changed from
0.2642 to 0.2174 and supply chain integration increased from 0.1708 to 0.2603. Com-
paring these priority vectors it is seen that supply chain integration has the greatest
preference with 0.2603 while the modularity factor has the least preference with the
priority weight of 0.0630.

Tab. 11 Interdependency matrix of the criteria of Supply chain management practices

CUS IS MOD | OUT SSP SCI Priority New  priority
vector vector
CUS | 0.0000 | 0.3897 | 0.0888 | 0.0582 | 0.3028 | 0.2601 0.1542 0.2211
IS 0.1922 | 0.0000 | 0.1509 | 0.2276 | 0.1796 | 0.1013 0.2119 0.1330
MOD | 0.0419 | 0.1392 | 0.0000 | 0.0744 | 0.0427 | 0.0468 | . 0.0879 0.0630
OUT | 0.2803 | 0.0409 | 0.1400 | 0.0000 | 0.0603 | 0.1364 0.1110 0.1033
SSP | 0.1213 | 0.2860 | 0.2580 | 0.3389 | 0.0000 | 0.4554 0.2642 0.2174
SCI 0.3643 | 0.1460 | 0.3623 | 0.3009 | 0.4146 | 0.0000 0.1708 0.2603

The table 11 shows the synthesis priorities of the alternatives strategies for supply
chain management practices of manufacturing firms. It is shown in the table that adop-
ting a demand driven planning and business operating based model on real time demand
insight and shaping (ADDPM) has the greatest preferences with priority of 0.2479 follo-
wed by optimizing the product design and management for supply, manufacturing and
sustainability to accelerate profitable innovation (OPPMPI) for various companies with
priority of 0.2055, followed by building an adaptive and agile supply chain with rapid
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planning and integrated execution with priority of 0.1706, followed by ensuring a reliable
and predictable supply with priority 0.1640 , embedded sustainability into the operation
of supply chain operation of priority 0.1224 followed by and the least preference was
given to aligning the supply chain with business goals and integrating sales and opera-
tions planning with corporate business planning(SCBGIS) with priority 0.0897. Based
on the analysis, it is advisable to all the manufacturing firms to make use of the sugges-
ted best alternative strategy of supply chain management practices in order to improve
their organisation performance and as well enhances the customer satisfaction.

Tab. 11 Overall Synthesized Priorities for the Supply Chain Management Practices
Alternatives Strategies

SCMP (alternatives) Ideals Normalised Raw
ADDPM** 1.0000 0.2479 0.0503
BAASIE 0.6879 0.1706 0.0346
ERPS 0.6614 0.1640 0.0333
ESSCO 0.4935 0.1224 0.0248
OPPMPI 0.8287 0.2055 0.0417
SCBGIS 0.3617 0.0897 0.0182

Conclusion and Recommendations

The managers of the manufacturing firms has been able to prioritize the criteria
of the supply chain management practices in order of importance for stakeholders of
manufacturing firms to abide by in order to improve their performance effectively and
efficiently to better enhance the satisfaction of their customers. The result of multi cri-
teria decision making method used in this study ANP showed the inner dependency
among the criteria and priority vector were derived. It is shown that among six criteria
of supply management practices identified, the supply chain integration criteria has the
greatest preference indicating that managers of the various companies have a social
relationship that guides their interaction in order to have an effective overall of system
approach in their supply chain management followed by customer relationship criteria
specifying that having a good relationship and putting trust in your customers can en-
hances their performance, the third criteria of supply chain management practices that
was given preference to was strategic supply partnership demonstrating to managers
that solving the problems of their suppliers at the right time is very vital followed
information sharing criteria indicating that managers are of the opinion that it essential
to share proprietary information of business unit with trade policy followed by outsour-
cing criteria which showed that managers believed that prioritization of the core compe-
tence of their suppliers needs to considered. The sixth criteria that has the least prefe-
rence was Modularity criteria which showed that managers believed that designing a
product based on well interface may fosters the organizations of complex process design
operation more efficiently by decomposing the complex system to simpler subsystem.
the ranking of the alternatives strategies of supply chain management practices it is
shown that adopting a demand driven planning and business operating based model on
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real time demand insight and shaping (ADDPM) has the greatest preferences with prio-
rity of 0.2479 followed by optimizing the product design and management for supply,
manufacturing and sustainability to accelerate profitable innovation (OPPMPI) for vari-
ous companies with priority of 0.2055, followed by building an adaptive and agile supply
chain with rapid planning and integrated execution with priority of 0.1706, followed by
ensuring a reliable and predictable supply with priority 0.1640 , embedded sustainability
into the operation of supply chain operation of priority 0.1224 followed by and the least
preference was given to aligning the supply chain with business goals and integrating
sales and operations planning with corporate business planning(SCBGIS) with priority
0.0897. Based on the analysis, it is advisable to all the manufacturing firms to make use
of the suggested best alternative strategy of supply chain management practices in order
to improve their organisation performance and as well enhances the customer satis-
faction.
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Shared Service Centers and motives for entering the Central
European market

Dagmar Grachova!

Abstract

Foreign direct investments (FDI) have a great importance for the development and pro-
gress of smaller countries. Foreign investors are motivated by individual properties that
result from the basic characteristics of the country. The article is focused on defining
shared service centres (SSCs) and motives that lead to companies to build centres in the
central Europe and determining the dependence between selected factors and FDI in-
flows in the services sector in examined countries. In the first part of the article, SSCs
are defined, and we also mention basic factors that lead to the building the SSCs in
Central Europe. In the next part of the article, the dependence between selected factors
and FDI is examined. The subject of this article is the examination of three factors,
including the amount of workforce in countries, level of education and last but not least,
the cost of the labor force in the countries under consideration. At the end are confirmed
/ refutable hypotheses on mutual dependence and defined facts that could affect re-
search results.
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Introduction

The benefits of using Shared Service Centers (next *SSCs') have been implemented
in their strategy by a number of transnational corporations around the world. There are
several factors that motivate companies to use them. These motives have evolved over
time. The factors in the countries have changed in quantitative or qualitative terms, and
corporations have also changed the interests they have pursued by placing SSCs in those
countries. Today, corporations are looking for target countries that provide the most
benefits for the placement of SSCs while being efficient in terms of the company's ope-
rations.

The countries of Central Europe, which have several characteristics, play an impor-
tant role in this regard. These characteristics can be considered as incentives for foreign
investors. The amount of foreign direct investment (FDI) is directed to regions in various
areas, with the service sector, of which SSCs are a part, playing an important role. Many
world-famous companies such as DELL, IBM, COVESTRO, Deutsche Telekom, AT&T,
KPMG, and many others have their SSCs in the region. The aim of the article is to identify
the dependencies between FDI flowing into the service sector and selected factors, de-
fined as the motives for building SSCs in Central Europe. To meet this goal, it is first

! Ing. Dagmar Grachova, University of Economics in Bratislava, Business Faculty, Department of International
trade, Dolnozemska cesta 1, Bratislava 852 01, Slovak republic, dagmar.grachova@euba.sk
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necessary to define SSCs and the motives for implementing SSCs in the business strategy
of transnational corporations.

1 Methodology

The article focuses on defining the basic factors that motivate foreign investors to
build SSCs in the region of Central Europe and examines their impact on the amount of
FDI that flows into the service sector in the countries. From the theoretical definition of
SSCs according to several authors in terms of time, through the introduction of basic
motives leading transnational corporations to implement SSCs in their business strategy
and identification of motives for building SSCs in a given region, we move to the practical
part in which we examine the dependence between FDI in the service sector and several
selected factors.

The article uses several scientific research methods. Collection, processing, and
compilation of theoretical sources of literature is the basis for processing the first part
of the article, in which SSCs are defined by various authors from a chronological point
of view. Using the method of meta-analysis of available literature sources and compari-
sons, it was possible to compare the statements of selected authors on SSCs and factors
that are typical for the region.

The clarity of the data is ensured by the use of tables, where the results of the
statistical survey are systematically displayed. Using graphs, we demonstrate the fin-
dings and illustrate the findings on development or dependence.

The mathematical-statistical method is the basis for processing the empirical part
of the article. Using a quantitative method and using the gretl system, we examined the
relationship between FDI flowing into the service sector in the countries studied and
selected factors. In order to ensure a higher informative value of the research, we have
extended the countries of Central Europe (Slovakia, Hungary, Poland, the Czech Repub-
lic), which form the basis of our research, to other countries of the European Union.
Thus, our survey was based on a statistical sample of 22 countries (several EU countries
do not provide any of the necessary indicators in the publicly available OECD database
and are therefore not part of our research). The length of the time series was a minimum
of 3 years and a maximum of 6 years (depending on data available in the OECD data-
base). We worked with 81 observations.

The dependent variable was the amount of FDI flowing into the service sector in
each country and the independent variable was represented by three selected factors:
labor costs, the number of university-educated population and the amount of labor in
each country. A detailed description of the investigated factors is given in the next part
of the article. We always examined the impact of individual independent variables on
FDI with the annual difference between the indicators. We expect investors to take some
time to respond to changing conditions in individual countries.

Using the logarithm function, we provided well-structured data for our research.
The dependent variable as well as the individual independent variables were expressed
in different units and reached different values. We determined the dependence between
the dependent variable and the independent variables by means of a correlation matrix
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and subsequently by means of a model with fixed effects. Our sample of countries does
not represent randomly selected statistical units, we assume that the estimated coeffi-
cients will not change across statistical units and at the same time the constants will be
specific to each statistical unit. Mathematically, this model can be expressed as follows:

Yie = o4 + ByXign + ByXiez + 0 BXiek + Uit

Last but not least, the analytical-synthetic method was used. We first examined the
individual dependencies using the method of analysis and then, using the method of
synthesis, we presented and justified the individual results of research and predictions
towards the future.

2 Results and discussion

In this part of the article, we will focus on defining the SSCs themselves, or the
motives that lead companies to use SSCs, with special attention to the factors that are
typical of Central European countries. We will then examine the relationship between
FDI flowing into the service sector in the countries surveyed and the factors we have
selected.

2.1 Theoretical background of SSCs and motives for entering the markets

Many authors from all over the world deal with the issue of SSCs. Their statements
and opinions on the researched issue can be divided from several points of view (accor-
ding to the regions and countries in which SSCs research, according to the functional
areas of the company and their focus, in terms of time and others). In Table 1, we list
several of our selected authors who defined SSCs, ranking the definitions chronologically.

Tab. 1 Theoretical definition of SSCs from a chronological point of view

Author Definition of SSCs

90s Ulrich 1995 | "...are government units providing support services (hu-
man resources, information and communication technol-
ogies, accommodation, facilities, communications, fi-
nance, audit and procurement) to more than one minis-
try, agency or general government sub-sector’.

Moller 1997 | "...are an independent organizational entity that pro-
vides well-defined services to more than one entity
(which can be a division or business unit) within an or-
ganization. SSC is responsible for managing its costs and
the quality and timeliness of the services it provides to
its internal customers. It has its own specialized re-
sources and will usually have informal or formal contrac-
tual arrangements, often called service level agree-
ments, with its customers’.
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Forst 1997 *...they become an essential part of the global and re-
gional strategy of multinational companies’.
Ulbrich *...they differ from centralized models and outsourcing
2003 models *.
2000 Schuppan *...are an independent organizational units that bring
2010 2009 cross-border services to several internal customers, lead-
ing to the provision of network services'.
Gospel, *...are organizational units that combine company re-
Sako 2010 sources (eg human capital, organizational structure and
IT systems) to perform support tasks and provide ser-
vices to internal customers *.
Brenner, »-.iS @ partially autonomous business unit that operates
Schultz consolidated support activities such as accounting and
2010 human resources and provides services to internal clients
2011 Froud et al. | ,...service functions - previously dispersed within the or-
2021 2016 ganization - were centralized into one department, which
subsequently became an internal service provider”.
Richter, »-.are a new paradigm of companies to increase the ef-
Bruhl 2019 | ficiency and effectiveness of business support activities
Schuppan »-.they are a special form of centralization of sub-func-
2019 tions in which the roles of different bodies merge or

merge. In particular, positive economies of scale are ex-
pected, which should (should) result from a favorable di-
vision of labor”.

Source: processed by the author

Based on the above definitions, it can be stated that the sharing of services and
SSCs can be implemented in both the private and public sectors, while the main goal of
their implementation is to streamline the activities of the company. Based on the above
definitions, SSCs can be characterized as organizational units that provide selected ser-
vices to companies (national companies as well as multinational corporations) around
the world in order to reduce costs, increase quality, ensure added value, or increase
competitiveness. They provide services more efficiently than they would if the companies
provided these services on their own.

In addition to cost savings, the company's leading motives for using SSCs include several
others. These are mainly (Paagman et al., 2015):

access to external resources,

increasing efficiency,

increasing the quality of services,

the possibility of concentrating on core activities,
increasing control,
the possibility of increasing innovation,
increasing customer orientation,
eliminating risk.
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Countries and regions in the world have various factors that represent the motives
for building foreign SSCs for foreign investors. The authors, as well as the organizations
that operate in the countries of Central Europe, have defined several facts that have a
positive effect on foreign investors when deciding on the allocation of FDI. They can
therefore be considered as motives for entering the given markets.

One of the basic factors is cheap and skilled labor. The region has a sufficient
workforce, which is trained and highly skilled. It can provide quality services in several
languages. SSCs are thus able to adapt to the requirements of customers from all over
the world. The most widely used foreign languages are English, German, French, Russian
and Spanish (SARIO, 2020).

However, the workforce is more expensive than India, which is a global leader in
this field. Labor costs in India account for a quarter of labor costs in Western Europe
and half of labor costs in Central and Eastern Europe (Marciniak, 2014).

Another important factor that motivates foreign investors to build SSCs in this re-
gion is the geographical location, which represents proximity to the countries of Western
Europe. The geographical location of the region is also advantageous in terms of time
zones. The centers can provide US services in the afternoon and evening, or Asian coun-
tries in the early morning. They are therefore able to meet the requirements and respond
promptly to the requirements of clients from all over the world, even in hours when this
would be possible in a given country only in a limited form. Culture in the countries of
middle and east Europe is basically not different from the one in western Europe toget-
her with India the culture of this region is more similar to USA (Slusarczyk, 2013).

Graph 1 FDI inflow into services in 2013 - 2019 (in mil. of USD)

Development of FDI in the field of services in Central European
countries in the years 2013 - 2019
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Source: processed by the author on the basis of OECD data (2021)

Last but not least, the countries in the region have a well-developed information
technology infrastructure. All countries in the region create attractive offers and incen-
tives for foreign investors. Strategies for industry and the framework are designed to
help attract and retain investment in the region (Marciniak, 2014).
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The building of SSCs is reflected in the total amount of FDI that flows to individual
countries in the field of services. The development of the amount of FDI flowing into
services to Central European countries is shown in the following chart.

Based on data available in the OECD database, 2021 we can observe the develop-
ment of FDI in the field of services in the years 2013 - 2019 to three countries: Hungary,
Poland, and the Czech Republic. In the case of Slovakia, these data were available only
for the period 2016 - 2018. In the years 2016 - 2018, FDI flowing into the area of
services in the monitored countries ranged differently. Hungary has invested more in
other countries in services than it has accepted. In the case of the other three countries
of the region, a higher FDI income in services can be observed than their investment in
the given area in other countries. In 2017 and 2018, the least FDI went to the area in
Slovakia. On the other hand, most FDI in services flowed alternately to the Czech Re-
public and Poland in the mentioned years, while the Czech Republic was the largest
recipient of FDI in services also in 2019. In the following years 2020 and 2021, the
COVID-19 pandemic came to the fore, which affected all areas of society. There have
also been some changes in the SSCs, but these have been mainly changes in the organ-
ization of the work of the SSCs and therefore we do not anticipate major changes in this
area due to the nature of the work of the SSCs. The impact of the FDI pandemic on the
services sector in the countries under review will be examined in the following article.

2.2 Interdependence between FDI in the services sector and selected mar-
ket entry motives

In the empirical part of the article, we focus on examining the dependence between
FDI flowing into the services sector and selected factors, which several authors cite as
motives for building SSCs in countries.

“FDI is defined as an investment reflecting a lasting interest and control by a fo-
reign direct investor, resident in one economy, in an enterprise resident in another
economy (foreign affiliate)’ (UNCTAD, 2019).

From the OECD data, the amount of FDI can be defined according to individual
sectors of the national economy. They record the value of cross-border investments
received by the reporting economy during the reference period (OECD, 2021). From the
point of view of the researched issue, it is important to distinguish the individual areas
to which FDI is directed. In practice, we distinguish several: industrial production, con-
struction, wholesale, retail, transport, services and more. It is the latter area that is the
subject of this article.

The first step was to use a correlation matrix to determine the dependence between
individual factors and FDI flowing into the service sector in the given countries. We
specified and examined the dependence between FDI flowing into the services sector
and the 3 factors related to the following text.

Educational level of the population was defined on the basis of the percentage
of university-educated inhabitants in individual countries, aged 25-34 years, in the total
population in a given age category. The university-educated population is defined as the
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population with the highest level of education. This education includes theoretical pro-
grams leading to further research or highly qualified professions, e. g. medicine, etc.
The given indicator is measured by the percentage of the population of the same age.
As a result of globalization and scientific and technological progress, the need for mar-
kets around the world is transforming, resulting in a growing demand for employees
with a broader knowledge base but also specialized skills (OECD, 2021). SSCs are cha-
racterized by a workforce ranging in age from 25-35 years, and these employees have
completed at least a first degree of higher education (Marciniak, 2014).

Labour costs were defined by the unit labour costs (ULC). “ULCs are considered
a broad measure of the country's international price competitiveness. They can be defi-
ned as the average labor cost per unit of output produced. They can be expressed as
the ratio of total labour compensation per hour worked to output per hour worked-
which is the labour productivity. The indicator is expressed as a percentage change in
the reference years' (OECD, 2021).

Graph 2 Correlation Matrix
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with tertiary
education
0
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m 1

Population Labour
FDI with tertiary ULC
X force
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Source:processed by the author, based on OECD data (2021) in the years 2013 — 2019

Labour force, which includes the employed as well as the unemployed, who are
actively looking for a job. We consider the working population to be a working popula-
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tion, resp. all persons who meet the requirements for being classified as employed (inclu-
ding civilian and armed forces) or unemployed. Employees include those parts of the
population who work for a salary or profit of at least one hour a week, or who do not
work temporarily due to illness, vacation, or protest. The unemployed are considered to
be those who are currently unemployed but are actively seeking employment and able
to work (OECD, 2021).

Based on the correlation analysis, it can be stated that there is a dependence be-
tween FDI flowing into the service sector in the monitored countries and selected factors.
In the case of independent variables - the university-educated population and the
workforce in the country, a positive dependence can be observed in relation to FDI
flowing into the services sector. On the contrary, in the case of rising labor costs, a
negative development in FDI flowing into the services sector can be expected. The table
also shows that there is a dependence between some independent variables and each
other. In this article, we focus on the dependence of FDI flowing into the services sector
and selected factors, and thus the dependence that arose from the correlation matrix
between the independent variables is not the subject of this article.

The specific values defining the dependence between the dependent variable and
the independent variables are given in Table 2.

Tab. 2 Correlation dependence

Population
L with tertiary Labour force
FDbgB)m”' education clr:;: gy?enazl/y) (in thousands
(24-35 years 9 /| of population)
old) (in %)
) ) ) FDI (in mil.
1,0000 0,0129 0,1607 0,0117 USD)
Population
with tertiary
1,0000 -0,0261 -0,0517 education
(24-35 years
old) (in %)
1,0000 -0,1244 ULC
1,0000 Labour force

Source: processed by the author, based on OECD data (2021) in the years 2013 — 2019

Due to the fact that the subjects of our research are several factors and their impact
on the dependent variable in selected countries, over several time periods, we will exa-
mine the dependence between selected factors and FDI in services in the following text
through panel regression. In the case of proving the dependence (based on the p-value)
between the dependent variable FDI and the given independent variable, we will further
determine the specific influence of the given indicator on the dependent variable.
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We set these following hypotheses for the solution of this subject using panel ana-
lyses based on the theory defined in the first part of this article:

H1: The amount of FDI flowing into countries in the services sector is growing
depending on the growth of the population aged 25-34 with a university degree.

H2: As labor costs rise year on year, the amount of FDI flowing into the services
sector decreases.

H3: As the working age population increases, so does the amount of FDI flowing
into the service sector in individual countries.

Tab. 3 Fixed effects model (FEM)

coefficient Standard error | T-statistics p-value
const -34,8350 22,4987 2,021 0,1272
Population with | 7,1016 2,5366 -2,241 0,0070%**
tertiary educa-
tion in 25-34
years
ULC -0,0061 0,1380 -2,012 0,9646
Labour force 2,0394 2,5193 -0,05563 0,4216

Source: processed by the author based on OECD data (2021)

In the given model, it is statistically significant at the 95% significance level to
determine the dependence between the dependent variable represented by FDI in the
field of services in individual countries and the independent variable defined as the
number of inhabitants with a university degree aged 25-35. Here, the positive relatio-
nship defined by the correlation matrix was confirmed, and thus, as the population with
a university degree in the country grows, so does the amount of FDI flowing into the
service sector.

We accept the first hypotheses. With the increase in population (aged 24 -25 years)
with university education (in %) by one percentage point we expect the increase in
foreign direct investments to service sector in the followed countries by 7,10 %.

We cannot accept or disconfirm the second and third hypotheses. Even though in
the correlation matrix the dependancy of foreign direct investments and to the service
sector in the followed countries and independent variables — change in the costs of the
labor and the quantity of workforce in the given countries was proven, in the model with
fixed effects the interdepencancy is not statistically significant.

Conclusion

SSCs represent an opportunity for larger but also smaller corporations to conduct
their business more efficiently, thus with lower costs and more qualified. In order to
implement the benefits of using SSCs in their business strategy, they must consider
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where to build the center. The authors define several reasons that may influence their
decision. In this article, we examined the dependence between three selected motives:
the educational level of the population in the country, labor costs, the amount of labor
and their impact on FDI flowing into the service sector. When examining the dependence
through the correlation matrix, the dependence of FDI flowing into the service sector on
selected factors was confirmed. Through a panel regression, using the FEM model, only
the dependence between FDI flowing into the services sector and the number of the
population aged 25-34 with a university degree was subsequently confirmed.

The growth of the educational level of the population has a positive effect on FDI
flowing into the country in the service sector. SSCs operating in the Central European
region focus primarily on the provision of services in the areas of finance, accounting,
information and communication technologies, human resources, digitization, research
and development and many other areas. According to a survey by the SARIO agency,
SSCs are mainly young people, whose age is around 30 years. Thus, the FEM model can
confirm the positive dependence between FDI flowing into the service sector and the
number of people with a university degree at a given age level. However, our claim does
not apply to the number of people with a different level of completed education and its
impact on FDI in the service sector in a given country. A skilled workforce is therefore
one of the basic factors that investors examine when deciding on the location of their
SSCs.

Another factor that was defined in theory as the entry motive and market of Central
Europe was the low labor costs. When examining the dependence between the amount
of FDI flowing into the service sector in the countries surveyed and the labor costs in
the country, the dependence between them did not prove to be statistically significant.
However, a number of multinational corporations state this factor as one of the key ones
in deciding on the allocation of their funds in the form of FDI, resp. building SSCs. As
labor costs rise, the country loses its competitive advantage of cheap labor. Foreign
investors are not interested in investing in this country. In this context, however, it must
be borne in mind that circumstances such as the growing educational or economic level
may distort this competitive advantage in the future.

It is also not statistically significant to monitor the relationship between the amount
of labor in a given country and FDI flowing into the service sector in that country. In our
opinion, the decision to allocate funds in the country is influenced by several other
factors at the same time. As we stated in the article, in addition to the factors we exa-
mined, there are several others that motivate investors to inflow FDI into the country.
Such factors include, for example, a favorable tax environment, the political situation or
the currency used in the country. Some of them cannot be quantified statistically, so we
cannot determine the clear dependence of FDI in the services sector on these factors.
We believe that, although there has been evidence of dependence between some se-
lected factors and FDI flowing into the services sector in the countries concerned, these
factors need to be looked at comprehensively. Thus, a particular country must be con-
sidered as a whole that offers several advantages but also disadvantages, all of which
simultaneously influence the decision of large transnational corporations to invest their
funds in the form of FDI and build SSCs in different countries.
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Komparacia exportu sluzieb krajin V4 so zameranim
na cestovny ruch

Ing. Lenka Zemanova! - Ing. Jakub Harman?

Comparison of export of services of V4 countries with a focus
on tourism

Abstract

International trade and related export services are currently becoming more challenging
and a driving force for countries’ economic growth. The aim of the scientific paper is to
evaluate the export of tourism services, compare their situation and to quantify the
economic importance of tourism in the Visegrad region. To achieve this, we examined
the development of exports of services and the trade balance of these countries. To
determine the link and relevance of the link between the international tourism receipts,
GDP and export, an econometric analysis was conducted using the correlation and re-
gression analysis. The paper continues by identifying international tourism receipts gen-
erated from the export of services and dividing them into same-day visitors and over-
night visitors. Lastly, paper presents an overview of achieved results.
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Uvod

V 21. storodi su sluzby hnacim motorom ekonomického rastu vo vSetkych sférach
obchodnej Cinnosti, pricom zohravaju kl'GCovu Ulohu pri zabezpeCovani udrzatel'ného
hospodarskeho rastu krajin a urovani medzinarodnej konkurencieschopnosti.

Medzinarodny obchod a s nim spojeny export sluzieb je v stCasnosti dolezitym de-
terminantom pre vznik novych pracovnych miest a zabezpecCovanie ekonomického bla-
hobytu. V dosledku svetovej globalizacie a technologického vyvoja sa tento sektor neu-
stale rozvija. Rastlci medzindrodny obchod so sluzbami mozno zaradit’ medzi znaky zvy-
Sujliceho sa blahobytu svetového hospodarstva. Vyznam exportu a importu sluzieb sa
stava Coraz viac doleZitejSim z medzindrodného hl'adiska.

Sluzby maju nezastupitelny vyznam v regiéne krajin V4. Sluzby cestovného ruchu
su Specifické tym, ze kym vacsina inych odvetvi sa zaobera relativne Uzkym segmentom
pOsobnosti, cestovny ruch ma interdisciplinarny charakter, o v praxi znamena, Ze spaja
rozne odvetvia a tieZ zahfia viaceré problémy, ktoré mozno riesit’ spolupracou. Priklad
regionalnej spoluprace krajin V4 mozno ndjst’ v spolocnej marketingovej propagacii pod
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znackou 'Discover Central Europe'. Ide o vyjadrenie snahy o rozvoj regionu strednej Eu-
répy v SirSom ramci celoeurdpskej integracie. Krajiny V4 sa prezentuju ako jeden mar-
ketingovy celok. Ciefom spoluprace je rozvoj prijazdového cestovného ruchu, najma z
geograficky vzdialenych destinacii, akymi su USA, Rusko, Japonsko, Cina, India, juhovy-
chodna Azia, Juzna Koérea ¢i Latinskd Amerika (Novacka, 2016).

Predkladany prispevok ma za Glohu zhodnotit’ export sluzieb so zretel'om na sluzby
cestovného ruchu. Predmet skiimania su krajiny VySehradskej Stvorky, ktoré su si blizke
z hl'adiska kultirneho a historického vyvoja, ale aj geografickym postavenim v ramci Eu-
répy. Vyznacuju sa relativne vysokymi prijmami a vysokym indexom l'udského rozvoja.
Ak by sme tieto krajiny povazovali za jednu ekonomiku, predstavovali by piatu najvacsiu
ekonomickl mocnost’ v Eurdpe (Sopkova, 2017).

Dopad, aky moze mat’ odvetvie cestovného ruchu na ekonomiku krajiny je rézny
roStatnych politik, pravny ramec, ale aj stupen rozvoja odvetvia cestovného ruchu. Moz-
nost’ generovat’ prijmy z tohto odvetvia nezavisi len od geografickej polohy, ale aj od
narodnych politik jednotlivych krajin, ktoré rozhoduju o potencidlnych investiciach do
jeho infrastruktury k zvySeniu atraktivity krajiny (Loungani, 2017).

1 Prehl'ad literatiry

Vysledky predchadzajucich prieskumov naznacuju, Ze v stcasnosti existuje makro-
ekonomicky posun smerom k sluzbam. Sektor sluZieb patri medzi najrychlejsSie rastice
odvetvia svetového hospodarstva. Vyvoz sluZieb sa stava Coraz dolezitejSou Struktirou
exportného portfélia krajiny. Rastlci objem obchodovania so sluzbami je nevyhnutny
pre diverzifikaciu konkurencieschopnosti krajin s r6znymi Uroviiami rozvoja (Uppenberg,
2010).

Loungani (2017) prostrednictvom analyzy Gdajov o exportnej Struktire 192 krajin
zistil, Ze podiel sluZieb v roku 2014 tvoril viac ako 20% celkového vyvozu, zatial ¢o v roku
1970 to bolo len 9%. Na zaklade viacerych vyskumov sa vedci zhoduju v tom, Ze export
sluZieb rastie rychlejsie ako vyvoz tovaru. DalSie vyskumy ukazuju, Ze podiel sluzieb na
HDP ma tendenciu vyznamne stUpat’ s rastom Urovne prijmu krajiny. V priemere dosa-
huje priblizne 77% v krajinach s vysokym prijmom v porovnani s Groviiou 47% - 54%
krajin so strednym a nizSim prijmom. Sucasny vyznam sektoru sluzieb sa odraza aj na
zamestnanosti, kedy mozno za posledné dve desatroCia pozorovat' znaCny posun od
priemyselnej vyroby smerom k sluzbam (Wirtz a Ehret, 2015).

Zistenia globalneho vyskumu uskuto¢neného Konferenciou Spojenych narodov pre
obchod a rozvoj (UNCTAD, 2004) indikuju, Ze v poslednom desat’roci zacal vyvoz sluzieb
pre rozvinuté krajiny vykazovat’ Coraz vacsi vplyv na raste HDP. Mishra a kol. (2018) vo
svojom vyskume zaloZenom na analyze Udajov zo 125 krajin odhalili Statisticky vyznamné
vzt'ahy medzi vyvozom sluzieb a HDP na obyvatela. Vedci sa zhoduju v tom, Ze HDP na
obyvatela je jednym z faktorov stimulujicim rozvoj sluzieb. Zaroven tvrdia, Ze vyvoz
obchodu so sluzbami je menej citlivy na hospodarske krizy ako vyvoz tovarov.

Prohorovs (2018) preskiimal zmeny, ktoré nastali v exporte sluZieb eurdpskych kra-
jin v rokoch 2005-2016, pocas ktorych sa vyvoz sluZieb zvysil o 60,1%. Zistil, Ze existuje
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silna pozitivna korelacia medzi mierou rastu vyvozu sluZieb a mierou rastu HDP. Na za-
klade vysledkov dospel k zaveru, ze najvysSia miera rastu vyvozu sluzieb je charakteris-
ticka pre krajiny s nizSou Uroviiou ekonomického rozvoja.

Z geografického hl'adiska Statistiky ukazuju, Ze Eurdpa je lidrom v oblasti exportu
sluZieb. V desiatke najvacsich svetovych exportérov sluZieb patria dihodobo krajiny ako
Vel'ka Britania, Nemecko, Franclzsko, Irsko a Holandsko (Knoema, 2020). V suvislosti
s exportom sluzieb je dolezZité poznamenat', Ze vyvoz sluzieb danej krajiny zavisi nielen
od Urovne jej rozvoja a vysky prijmov, ale aj od jej geografického umiestnenia.

Napriek obrovskému mnozstvu dostupnej vedeckej literatury, vedeckych publikacii
a pripadovych studii zaoberajicimi sa exportom sluzieb, ktory slUzi ako motor ekonomic-
kého rastu krajin mozeme skonstatovat/, ze neexistuje dostatok empirickych vyskumov
zaoberajlcich sa odvetvim cestovného ruchu ako determinantom ekonomického rastu
krajin.

Odhliadnuc od pandémie koronavirusu sa odvetvie cestovného ruchu stalo jednou
z najrychlejSie rastdcich ekonomickych aktivit. Tento fakt verifikuji data Svetovej orga-
nizacie cestovného ruchu a Medzindrodného menového fondu, ktoré ukazuju, Ze ces-
tovny ruch je jednou z piatich veducich ekonomickych aktivit v 83% krajin sveta (Vujo-
vic, 2015).

Ciel' deklarujuci zvysenie podielu exportu tychto sluzieb ma medzi obchodno-poli-
tickymi ciel'mi krajin opodstatnenie. Cestovny ruch je vyznamnym zdrojom zamestna-
nosti v regiénoch. Vzhl'adom na svoj prierezovy charakter podporuje rozvoj komplemen-
tarnych odvetvi akymi st maloobchod, pol'nohospodarstvo, rybolov atd’. Ma tiez poten-
cial napomoct’ k zlepseniu medziro¢ného salda bilancie sluzieb. Vyssi pocet zahrani¢nych
navstevnikov v konecnom dosledku vyvola narast prijmov bilancie sluZieb cestovného
ruchu.

Export sluZieb sa v kontexte cestovného ruchu rozumie ako prijazdovy (zahrani¢ny)
cestovny ruch. Ma rovnaky ucinok ako vyvoz tovaru, kedy tovar a sluzby neprekracuju
hranicu statu, ale zahrani¢ni navstevnici prichadzajd na Uzemie daného Statu, aby uspo-
kojili svoje potreby za financné prostriedky, ktoré si so sebou priniesli (Gucik, 2011).
Export sluzieb v cestovnom ruchu mozno preto kvantifikovat’ aj na zaklade vygenerova-
nych prijmov zahrani¢nych navstevnikov prichadzajucich do krajin V4. Milenkovski a kol.
(2016) sa zaoberaju skimanim prijmov z medzinarodného cestovného ruchu na HDP
Maceddnska, pricom vyuZzivaju komparativnu analyzu medzi balkanskymi krajinami v ob-
lasti prijmov z medzindrodného cestovného ruchu. Prostrednictvom korelacnej analyzy
dospeli k zaveru, ze existuje zavislost medzi vydavkami prichadzajlcich zahrani¢nych
navstevnikov a HDP v skiimanej krajine.

Gucik (2011) uvadza, Ze kvantifikovat’ ekonomicky vyznam cestovného ruchu v kra-
jine je mozné prostrednictvom bilancie cestovného ruchu. Pri skimani priamych vply-
voch cestovného ruchu na platobnl bilanciu, narodny dochodok krajiny ¢i HDP maju
osobitny vyznam prijmy plynice z vydavkov zahrani¢nych turistov, tzv. neviditelny ex-
port. Neviditelny export tak napomaha k vytvaraniu aktivneho salda platobnej bilancie.
Naopak, neviditel'ny dovoz, teda vydavky turistov danej krajiny v zahranici sp6sobuju
pokles platobnej bilancie. Z uvedeného vyplyva, Ze platobnej bilancii napomaha cestovny
ruch predovsetkym prijmami plynicimi z vydavkov zahrani¢nych turistov.
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Sambronska a Senkova (2015) skumali vykonnost cestovného ruchu Slovenska
z pohl'adu vyvoja devizovych prijmov a salda. Aj napriek aktivnemu saldu ju hodnotia
ako slabu v porovnani s ostatnymi krajinami ako Nemecko, Cesko, Pol'sko, Vel'ka Britania
¢i Spanielsko. Zaroven dodavaju, Ze je komplikované kvantifikovat’ celkovy ekonomicky
prinos cestovného ruchu vzhladom na fakt, Ze zasahuje do mnohych odvetvi narodného
hospodarstva. Prave za tymto Ucelom bol zriadeny harmonizovany systém satelitnych
Uctov cestovného ruchu ako medzinarodne uznavany ramec pre meranie aktivit a vy-
znamu cestovného ruchu pre narodné ekonomiky.

V suvislosti s exportom sluzieb cestovného ruchu je dolezité podotknit, ze mnohé
krajiny maju zavedené vo svojich politickych ramcoch a strategickych dokumentoch
plany na posilnenie infrastrukturnej, regulacnej a institucionalnej Grovni, avsak len malo
krajin riesi cestovny ruch ako odvetvie vyvozu. Narodnu stratégiu exportu cestovného
ruchu, ktora Specifikuje plan rozvoja a konkurencieschopnosti cestovného ruchu ako ex-
portného sektoru poskytuje ako navod pre implementaciu Svetova organizacia pre ces-
tovny ruch (ITC-UNWTO Strategies, 2017).

2 Metodika prace

Ciel'om predkladaného prispevku je zhodnotit' a porovnat’ export sluzieb cestov-
ného ruchu krajin V4. Vykonanim analyzy poskytneme prehlad o vyvoji medzindrodného
obchodu so sluzbami v skimanom regidne. Z makroekonomického hl'adiska budeme
prostrednictvom dostupnych dat identifikovat’ vyznam medzinarodného cestovného ru-
chu na zéklade vztahu medzi HDP, exportom sluZieb a prijmov cestovného ruchu. Kvan-
tifikovat’ ekonomicky vyznam cestovného ruchu budeme prostrednictvom platobnej bi-
lancie cestovného ruchu.

Na dosiahnutie stanoveného ciel'a sme pre empiricky vyskum vyuZili sekundarne
zdroje informacii dostupné z databaz Medzinarodného obchodného centra UNCTAD, Eu-
rostatu ¢i Svetovej banky. Pre spracovanie predkladanej prace boli pre nas uzitocné slo-
venské a zahranicné vedecké publikacie a Studie.

Pri spracovani danej problematiky sme pouzili viacero metdd vedeckého badania.
Prostrednictvom komparacie sme porovnali vyvoj medzinarodného cestovného ruchu
krajin V4 v skimanom obdobi. Vdaka metdde kvantitativneho vyskumu sme zozbierali
data z dostupnych databaz a pri kvantifikacii ziskanych Gdajov sme vyuzili matematicko-
Statistické metddy. Ziskané vysledky sme nasledne graficky. Data boli zozbierané v Sta-
tistickom programe Excel, v ktorom sme realizovali korelatné a regresné analyzy.

Z komparativneho hl'adiska sme export sluzieb v cestovnom ruchu kvantifikovali
na zaklade vyvojovych grafov obchodnej a platobnej bilancie v krajinach V4 v ¢asovom
obdobi od roku 2008 po rok 2018. V tejto suvislosti sme skimali aj kauzalitu vyvoju
tychto sluZieb a vzajomne sme dynamicky porovnali tieto zistenia v ramci krajin.

Pre blizSie skimanie problematiky exportu sluZieb z makroekonomického hl'adiska
sme vykonali korelaciu medzirocnej miery tempa rastu HDP a medzironej miery vyvozu
sluzieb. Vyuzili sme parovu korelacnd analyzu, prostrednictvom ktorej sme vyjadrili ko-
relacny koeficient a urcili tak intenzitu zavislosti vztahu medzi dvomi veli¢inami. Rovnako
sme skumali aj zavislost’ HDP od prijmov zo zahrani¢ného aktivheho cestovného ruchu.
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InSpiraciou pre vykonané korelacné a regresné analyzy boli uz zrealizované vedecké stu-
die, ktoré sa tejto problematike venovali.

V neposlednom rade sme sa v predkladanej praci zaoberali hodnotovym vyjadre-
nim exportu sluzieb cestovného ruchu, pricom sme kvantifikovali prijmy zo zahrani¢ného
aktivneho cestovného ruchu v skimanom regidne. Pre dosiahnutie porovnatelnych uda-
jov sme tiez prepoditali prijmy a vydavky pripadajlce na jedného obyvatela danej kra-
jiny. Na zaklade dostupnych Gdajov z harmonizovaného systému turistickych satelitnych
Uctov na eurdpskej urovni sme diverzifikovali vysku prijmov zahrani¢nych jednodnovych
a viacdiovych navstevnikov.

3 Vysledky a diskusia

Pre ziskanie o najkomplexnejSieho pohl'adu na skimanu problematiku sme skd-
mali export sluZieb cestovného ruchu a ich hodnotové vyjadrenie prostrednictvom vy-
davkov zahranicnych turistov krajin Vysehradskej Stvorky, pricom sme sa pokusili vy-
svetlit’ pricinné savislosti empirického vyskumu. Pre ziskanie dat sme vyuzili databazu
Trademap. Pod pojmom sluzby cestovného ruchu databaza rozliSuje ubytovacie, stravo-
vacie, dopravné a d‘alSie sluzby.

Nasledujuci graf zobrazuje vyvoj exportu sluzieb cestovného ruchu pocas jedenas-
tich rokov. Ukazuje zvySujuci sa vyznam cestovného ruchu, ¢o malo za
nasledok medziro¢ny narast turistov a prenocovani v skimanom regione. Cestovny ruch
je odvetvie citlivé na medzinarodné vykyvy, ¢oho prikladom je finan¢na kriza v rokoch
2008-2009, ktora vyrazne ovplyvnila objem vyvozu a dovozu sluzieb cestovného ruchu
a stimila ich rastice tempo. Jej ucinky sa zretel'ne prejavili v roku 2009, kedy obchod so
sluzbami zaznamenal vyrazny pokles. V priebehu nasledujlcich rokov pozorujeme prvé
znamky oZivenia obchodu so sluzbami po hospodarskej krize. Az v roku 2012 s vynimkou
Ceska boli dosiahnuté hodnoty z obdobia pred jej zaciatkom.

Najvyssie hodnoty dosahuje dlhodobo Pol'sko, ¢o znamena, Ze najviac financnych
prostriedkov minuli zahranicni navstevnici prave v tejto krajine. Vyvoj cestovného ruchu
poukazuje na nedostatocné vyuZitie potencidlu cestovného ruchu v narodnom
hospodarstve. Z Grafu mozno pozorovat, Ze miera tempa rastu exportu sa
najdynamickejSie menila v Pol'sku, kedy v skimanom obdobi vzrastla o 17,18%.
Nasleduje Slovensko (16,23%) a Mad‘arsko (5,43%). Cesko ako jedina krajina dosiahla
prepad vyvozu, a to 0 10,24 %.

Cestovny ruch je dolezitou hnacou silou medzinarodného obchodu so sluzbami.
Dokazom toho je obchodna bilancia, ktora odzrkadl'uje rozdiel medzi hodnotou vyvozu
a dovozu sluZieb cestovného ruchu. Jej vyvoj z komparativneho hl'adiska krajin V4 zob-
razuje Graf 2. Pre dosiahnutie porovnatel'nych Gdajov je obchodna bilancia krajin vyjad-
rena relativne, a to na zaklade podielu salda obchodnej bilancie jednotlivych krajin a ob-
ratu zahrani¢ného obchodu sluzieb cestovného ruchu, teda sictu importu a exportu slu-
Zieb v cestovnom ruchu.
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Graf 1 Vyvoj exportu sluzieb cestovného ruchu v krajinach V4 v rokoch 2008-2019
(v USD)
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Zdroj: Trademap, 2020

Objemy vyvozu a dovozu sluzieb cestovného ruchu sa v krajinach rozvijali roz-
dielne. Graf 2 ukazuje, ze v skimanom obdobi bolo saldo obchodnej bilancie v krajinach
V4 kladné. Napriek skutoCnosti, Ze import a export sluzieb dosahoval najvyssie hodnoty
v Pol'sku, kde saldo obchodnej bilancie rastlo najdynamickejsSie, najvyssiu Groven salda
obchodnej bilancie na celkovom obrate zahrani¢ného obchodu dosahuje Mad'arsko. Je
to spGsobené samotnym relativnym vyjadrenim v tom zmysle, Ze Mad'arsko ma najvyssie
hodnoty v aktivnom salde platobnej bilancie, zatial’ ¢o obrat zahrani¢ného obratu dosa-
huje dvojnasobne nizSie hodnoty v porovnani s Pol'skom, ¢o sa odzrkadluje na konec¢-
nom vysledku. Aj ked’ je hodnota salda obchodnej bilancie v Pol'sku a Mad‘arsku priblizne
rovnaka, Madarsko tieto hodnoty dosahuje pri ovela nizSej hodnote obratu. Zjednodu-
Sene povedané, aktivne saldo bilancie obchodu sluzieb cestovného ruchu v Madarsku
sposobila nizsia dynamika rastu vyvozu oproti dynamike rastu dovozu.

Dovod klesajlicej krivky Ceska st zvySené vydavky na zahrani¢ny cestovny ruch
v sledovanom obdobi, ¢o sa prejavilo na zvySovani importu a poklese hodnét v exporte
sluZieb cestovného ruchu. Rok 2018 predstavoval historické maximum, kedy vydavky na
medzinarodny cestovny ruch dosiahli rekordnych vySe 6 miliard americkych dolarov.
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Graf 2 Vyvoj obchodnej bilancie krajin V4 v sluzbach cestovného ruchu
(v tis. dolaroch)
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BlizSie vysvetlenie predchadzajlceho grafu zobrazuje Graf 3 na zaklade ukazovate-
l'ov svetového rozvoja. Uvadza percentualny podiel prijmov z medzinarodného cestov-
ného ruchu na celkovom exporte tovarov a sluzieb a vydavkov z medzinarodného ces-
tovného ruchu na celkovom importe tovarov a sluzieb.

Na zaklade grafu méZzeme skonstatovat’, Ze najvyssi podiel exportu v sluzbach ces-
tovného ruchu dosahuje Mad'arsko, ktoré zaroven dosahuje aj najnizsie hodnoty pri im-
porte. Dévodom tohto stavu je silny vyznam domaceho cestovného ruchu v krajine,
ktory v poslednych rokoch dosahuje vysoké hodnoty, ¢o sa nasledne prejavuje na niz-
kych hodnotach importu sluZieb cestovného ruchu. V praxi to znamenag, Ze priblizne 14,4
miliéna Madarov sa rozhodne stravit' dovolenku vo svojej krajine, ¢o sa odzrkadl'uje na
nizkych hodnotach vydavkov na zahrani¢ny cestovny ruch (OECD, 2020). Napriek znac-
nému prepadu v rokoch 2009-2010 sa odvetvie cestovného ruchu krajin V4 postupne
rozvijalo. Napriek postupnému medzirocnému zvySovaniu salda obchodnej bilancie ex-
port sluzieb na Slovensku vyrazne zaostdva za ostatnymi krajinami. Pod tto skutocnost/
sa podpisuje najma nedostatocne vyvinuty produkt cestovného ruchu, ale aj vyrazne
nizSia intenzita a investovanie do propagacie v zahrani¢i v porovnani s ostatnymi kraji-
nami ako aj zaostavajlca kvalita poskytovanych sluzieb (Ministerstvo hospodarstva SR,
2018).
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Graf 3 Percentualny podiel prijmov a vydavkov z medzinarodného cestovného ruchu
na celkovom importe a exporte tovarov a sluzieb v krajinach v4
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Pre ziskanie komplexnejSieho pohl'adu na export sluzieb cestovného ruchu sme
kvantifikovali indikatory, ktoré slizili na uréenie rastovych trendov vyvozu sluzieb. Kon-
krétne iSlo o mieru rastu exportu sluzieb a mieru rastu HDP. Indikatory boli vypocitané
medziroCne v ¢asovom horizonte 2008-2019 a tieto vypocty boli podkladom pre vykona-
nie korelanej analyzy.

V suvislosti so skimanim vyvoja exportu sluzieb cestovného ruchu bolo nasim
Ucelom zistit', i existuje vztah medzi medzirocnou mierou rastu exportu sluZieb cestov-
ného ruchu a Uroviiou ekonomického rozvoja, o v nasom pripade predstavuje miera
rastu HDP na obyvatela. Aby sme zistili, i existuje korelacia medzi uvedenymi velici-
nami, vytvorili sme bodovy graf rastu HDP a vyvozu sluZieb. Pre odhad korelacie medzi
mierami rastu HDP a rastom exportu sluzieb v ¢asovom rozmedzi od 2008 do 2019 bola
vykonana korelacna analyza.

Vysledky analyzy ukazuji, Ze korelacny koeficient R=0,31 je Statisticky vy-
znamny (Uroven p<0,001). To dokazuje pritomnost’ slabsej pozitivnej korelacie medzi
rastom exportu sluzieb a rastom HDP. Graf 3 predstavuje korelacny rozptylovy graf,
ktory jasne ukazuje, Ze existuje urcity sulad medzi rastom HDP na obyvatela a rastom
vyvozu sluzieb. Vysledkom regresnej analyzy je linedrna zavislost' rastu vyvozu sluzieb
od HDP na obyvatela. Na zaklade vykonanej regresnej analyzy bola zistena linearna
zavislost’ exportu sluzieb cestovného ruchu na HDP na obyvatela. Vysledky regresnej
analyzy rastu vyvozu sluzieb a rastu HDP v rokoch 2008-2018 vyustili do nasledovnej
regresnej rovnice:

y =1,2717x + 0,1218
kde,
premenna x - medzirotna miera rastu HDP na obyvatela

Z regresnej rovnice vyplyva, Ze zvysenie tempa rastu HDP na obyvatel'a o 1% zod-
poveda priemernému rastu exportu sluzieb cestovného ruchu o 1,27%. Vzhl'adom na
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vysledky regresnej analyzy je tento model Statisticky vyznamny (F=6,93). Vysledky ana-
lyzy ukazuiju, ze 13,9% rastu vyvozu sluzieb cestovného ruchu v krajinach V4 je urcova-
nych rastom HDP na obyvatela (R2=0,139) a na zvysnych 86,1% vplyvaju dalsie fak-
tory. Toto zistenie koreSponduje zo zisteniami Prohovorsa (2018), ktory vo svojej Studii
preskimal vzt'ah medzi mierou tempa rastu HDP na obyvatela a exportu sluzieb, pricom
zistil, ze medzi dvomi uvedenymi veli¢inami existuje silna korelacia. V nasom pripade
sme skamali vylucne sluzby cestovného ruchu, pricom vysledkom je slabsia miera zavis-
losti HDP od exportu sluzieb.

Graf 4 Graf zavislosti miery rastu HDP na obyvatela a miery rastu vyvozu sluzieb
cestovného ruchu v krajinach V4 v rokoch 2008-2018
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3.1 Ekonomicky vyznam cestovného ruchu krajin V4

Nasledujlca kapitola skima vplyv cestovného ruchu na platobnu bilanciu krajin V4.
V sUvislosti s platobnou bilanciou cestovného ruchu je dolezité poznamenat, Ze bilancia
zachytava len niektoré platby. Absentuju napr. vydavky na medzinarodnd osobnl do-
pravu, cestovné poistenie, ktoré si zahrnuté v inych bilanciach sluzieb (Gucik, 2013). Za
Ucelom diskusie o priaznivom vplyve cestovného ruchu na platobnu bilanciu musi vyska
devizovych prijmov krajiny presahovat’ sumu devizovych vydavkov (Celik, 2013).

Graf 5 zobrazuje postavenie cestovného ruchu v platobnej bilancii jednotlivych kra-
jin. Nasim cielom bolo preskimat’ vyvoj salda platobnych bilancii. Empirické zistenia
ukazuju, Ze najvyssie prijmy z aktivneho zahrani¢ného cestovného ruchu dosahuje diho-
dobo Pol'sko. Za nim nasleduje Ceska republika, Madarsko a napokon Slovensko. Na-
priek zaostavajlcej pozicii v porovnani s ostatnymi krajinami V4 sa vyznam cestovného
ruchu Slovenska prejavil na zlepSeni medziro¢ného salda bilancie sluzieb.
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Bilancie cestovného ruchu v krajinach V4 st dlhodobo aktivne. Aktivne saldo bilan-
cie cestovného ruchu zlepsuje platobnd bilanciu Statu, prispieva k znizovaniu deficitu
bezného UCtu a tvorbe devizovych rezerv.

Hodnota salda na Slovensku vykazuje z komparativneho hl'adiska opéat’ najnizsie
hodnoty. V praxi to mo6zeme interpretovat’ tak, Ze slovenska ekonomika ma na jednej
strane prijmy od zahranicnych turistov (tzv. vyvoz sluzieb), ale na druhej strane ma
takmer v rovnakej hodnote vydavky, ktoré st sihrnom slovenskych dovolenkarov v za-
hranii za tovary a sluzby (tzv. dovoz sluZieb). Zjednodusene povedané, vel'ku Cast’ fi-
nancnych prostriedkov, ktoré zaplatili zahranicni dovolenkari na Slovensku za tovary
a sluzby su nasledne vyvezené do zahranicia. S vynimkou Ceska mozno vo vsetkych kra-
jinach pozorovat’ pozitivny vyvoj salda platobnej bilancie.

Najdynamickejsi rast zaznamenava Pol'sko, ktoré ako jedina krajina v Eurdpe neu-
padla do recesie pocas hospodarskej krizy (Sambronska, 2014). Pri¢inu priaznivejsieho
vyvoja pol'skej ekonomiky mozno hl'adat’ v raste produktivity prace, ktora bola pozitivne
ovplyvnena rastlcou mierou zahranicnych investicii. Dopad globalnej krizy na pol'sku
ekonomiku bol najslabsi spomedzi krajin V4 aj kvoli skutocnosti, Ze ide o relativne vel'ku
ekonomiku, ktord nie je tak zavisla od zahrani¢ného dopytu v porovnani s mensimi eko-
nomikami zvysSnych krajin (Matouskova, 2020).

Graf 5 Ekonomicky vyznam cestovného ruchu v krajinach V4 (v mil. €)
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3.2 Kvantifikacia medzinarodného vyznamu sluzieb cestovného ruchu
krajin V4

Pre porovnavanie vyznamu exportu sluZieb cestovného ruchu v penaznom vyjad-
reni z dlhodobého hl'adiska sa medzi Statmi pouziva aj prepocCet devizovych prijmov a vy-
davkov na jedného obyvatel'a dosadenim vzt'ahu:

P 1%
P= “;", resp. ”;", kde
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Pazcr — prijmy z aktivneho zahrani¢ného cestovného ruchu
Vpzcr — vydavky na pasivny zahranicny cestovny ruch
O-pocet obyvatel'ov statu

Prijmy a vydavky zahrani¢ného cestovného ruchu na obyvatela v krajinach V4 zob-
razuje Tabul'ka 2. Najvyssie prijmy zo zahrani¢ného cestovného ruchu na obyvatela do-
siahlo Mad'arsko. Naopak, najvyssie vydavky na zahranicny cestovny ruch zaznamenava
Cesko. V kone¢nom désledku mozeme zhodnotit/, Ze neexistuje zavislost' medzi prijmami
a vydavkami na zahraniCny cestovny ruch, ale vydavky na zahrani¢ny cestovny ruch na
obyvatela ovplyvriuje najma HDP daného sStatu (Gucik, 2013).

Tab. 2 Prijmy a vydavky zahrani¢ného cestovného ruchu na obyvatela krajin V4

v roku 2019
Krajina Vydavky (v €) Prijmy (v €)
Slovensko 424,4 524,95
Cesko 493,9 612,58
Pol'sko 217,4 322,65
Mad’'arsko 250,9 666,83

Vlastné spracovanie na zaklade Eurostat, 2020

3.3 Skumanie vzt'ahu HDP a medzinarodného cestovného ruchu

Sluzby cestovného ruchu st zname tym, Ze prispievaju k ekonomickému rastu HDP,
generovanim novych pracovnych miest ¢i stimulovanim podnikatel'ského prostredia a in-
vesticii. Ekonomické impakty cestovného ruchu na hospodarsky sektor delime na priame,
nepriame a vyvolané. Predmetom nasledujlcej analyzy bude preskimat’ priame Gcinky
a ich vplyv na HDP vyvolany prijmami z exportu sluzieb cestovného ruchu. Priame im-
pakty cestovného ruchu na ekonomiku krajiny tvoria prijmy plyntce z ubytovacich, stra-
vovacich, dopravnych, zabavnych, zdravotnych, kultdrnych, Sportovych sluzieb a sluzieb
cestovnych kancelarii (Novacka, 2014). V pripade ekonometrickej analyzy berieme do
Gvahy HDP na obyvatel'a ako zavisll premennu a prostrednictvom korelacnej a regresnej
analyzy analyzujeme vplyv prijmov z medzindrodného cestovného ruchu, t.j. vydavkov
zahrani¢nych prichadzajucich navstevnikov do krajin V4. Analyza bola vykonana za 6
pozorovacich rokov v ¢asovom rozmedzi 2008-2019. Aj ked' sa zda byt pozorované Ca-
sové obdobie kratke, stale poskytuje prehl'ad o vazbe medzi prijmami z medzinarodného
cestovného ruchu a HDP na obyvatela v jednotlivych krajinach.
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Graf 5 Graf zavislosti HDP od prijmov zahrani¢nych turistov na Slovensku
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Z uvedeného pre Slovensko vyplyva, Ze ide o pozitivhu korelaciu, pretoze medzi
skimanymi premennymi existuje silnd vazba. Potvrdzuje to aj korelacny koeficient, kto-
rého hodnota je 0,91.

Graf 6 Graf zavislosti HDP od prijmov zahrani¢nych turistov v Ceskej republike
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Graf 6 podobne ako v predchadzajlicom pripade vykazuje pozitivhu vazbu medzi pre-
mennymi, pricom korelacny koeficient je 0,87.
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Graf 7 Graf zavislosti HDP od prijmov zahranicnych turistov v Pol'sku
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Z Grafu 7 mozno na zaklade korelacného koeficientu ktorého hodnota v pripade
Pol'ska je 0,97 skonstatovat’ silni vazbu medzi skimanymi premennymi.

Graf 8 Graf zavislosti HDP od prijmov zahrani¢nych turistov v Mad'arsku
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Korelacny koeficient Mad'arska skiimanych premennych ma rovnako ako v pripade
Pol'ska hodnotu 0,97.
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Regresna analyza ukazuje, ze medzi skimanymi premennymi (prijmy medzinarod-
ného cestovného ruchu a HDP na obyvatela ) v krajinach V4 existuje silna vazba. Reg-
resiu sme stanovili na linedrnu funkciu predstavovanu rovnicou y (HDP krajiny), ktora je
zaznacena v jednotlivych grafoch. VSetky korelacné koeficienty potvrdzuji fakt, ze v kra-
jinach V4 existuje suvislost’ medzi HDP a prijmami z medzindrodného cestovného ruchu.
Korelacna analyza ukazuje, ze medzi skimanymi premennymi existuje silna proporcialna
zavislost, Co znamena, Ze ¢im vyssie budli vydavky zahrani¢nych prichadzajlcich nav-

.....

Regresné analyzy tiez presli p testom na hladine p<5%, takze m6zeme odvodit,, ze
v spojitosti medzi tymito dvomi premennymi neexistuje ziaden stupen randomizacie,
a ze vazby medzi nimi su konzistentné. Regresna analyza ukazala, Ze existuje vyznamna
suvislost’ medzi medzinarodnymi prijmami z cestovného ruchu a HDP v jednotlivych kra-
jinach V4. Na zaklade zrealizovanej analyzy mozeme zhodnotit/, Ze prijmy z cestovného
ruchu priamo ovplyviiuju rast alebo pokles HDP.

3.4 Analyza ekonomickych impaktov cestovného ruchu krajin V4

Predmetom skiimania nasledujlcej Casti su ekonomické impakty krajin V4. Jednym
z indikatorov pre toto meranie je prave export navstevnikov prostrednictvom vydavkov
zahrani¢nych turistov v tychto krajindch (Novacka, 2014). Tieto vydavky zaroven pred-
stavuju pre krajiny V4 medzinarodné prijmy z cestovného ruchu.

NajrelevantnejSim zdrojom informacii v tejto suvislosti je preto satelitny Gcet ces-
tovného ruchu, ktory patri medzi najsystematickejSie nastroje merania ekonomického
vyznamu a prinosu cestovného ruchu na narodnej Urovni. Z medzindrodného hl'adiska
je porovnatel'nym zdrojom informacii harmonizovany system satelitnych Gctov na eurdp-
skej Urovni. Satelitny Ucet cestovného ruchu predstavuje Specificky nastroj na meranie
makroekonomického vplyvu odvetvi. Unikatnost’ idajov v satelitnom Ucte spociva v tom,
Ze abstrahuje od Udajov domaceho cestovného ruchu, ktoré by Statistiku exportu sluzieb
skresl'ovali, nakol’ko domaci cestovny ruch sa do exportu sluzieb nezaratava.

Nasledujlce grafy zobrazuji vyvoj vydavkov zahrani¢nych navstevnikov, pricom
segmentdcia spociva v kvantifikovani vydavkov jednodiovych navstevnikov a viacdno-
vych turistov. Vydavky zahrani¢nych turistov tvoria v modeli platobnej bilancii cestov-
ného ruchu zlozku na strane aktiv v kategorii prijmy z aktivneho zahrani¢ného cestov-
ného ruchu. Prijmy zahrani¢ného cestovného ruchu st jednou z najvyznamnejsSich su-
Casti neviditel'ného exportu (tvoria priblizne 40% zo sluZieb).

V porovnani s ostatnymi krajinami EU mozno oznadit’ vydavky krajin V4 ako prie-
merné. Z dlhodobého hladiska prudi najviac financnych prostriedkov zo sluZieb cestov-
ného ruchu pri viacdiiovych turistoch do Spanielska, Francuzska, Talianska, Nemecka
a Holandska, ktoré spolu tvoria priblizne 70% celkovych vydavkov v EU (TSA, 2019).
Proces spotrebitel'ského spravania a mifiania pefazi ovplyviiuje vela determinantov, pri-
¢om rozdiely vo vyske vydavkov zavisia aj od zdrojovych trhov danych krajin (Novacka,
2014). Z grafov moZno pozorovat, Ze vyska vydavkov sa odliSuje v zavislosti od dizky
pobytu zahrani¢nych navstevnikov. Vo vSetkych grafoch zaznamenava najvyssie hodnoty
vydavkov Pol'sko v pripade jednodiiovych a viacdiiovych turistov.
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Z hl'adiska Struktiry sluzieb st najdélezitejSimi kategdriami ubytovacie, stravova-
cie sluzby a dopravné sluzby, ktorych podiel na importe a exporte sluzieb byva najvyssi.
Na Urovni ¢lenskych krajin Eurdpskej Unie tvori export dopravnych sluzieb na celkovom
exporte sluzieb v priemere 17% a export ubytovacich a stravovacich sluZieb priblizne
18% (Gall, Kroglakova, 2018).

Graf 9 Vyvoj vydavkov jednodnovych a viacdnovych turistov v krajinach V4 (v mil. €)

9000

8000

7000

6000 /
5000

4000
3000
2000
1000

2009 2012 2014 2017

e Cesko e Pol'sko Slovensko Madarsko

Zdroj: Eurostat (2020)

Graf 10 Vyvoj vydavkov jednodnovych navstevnikov v krajinach V4 (v mil. €)
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NajvysSie pocty prenocovani v ubytovacich zariadeniach zaznamenava spomedzi
krajin V4 dlhodobo Pol'sko. Nasleduje Cesko, Mad'arsko a napokon Slovensko (Eurostat,
2021). V pocte prenocovani mozno pozorovat' trend medziro¢ného rastu poctu prenoco-
vani v kazdej krajine skimaného obdobia. V roku 2017 bol pocet turistov v Pol'sku vyssi
(67 175 700) ako celkovy pocet prenocovani zvysnych krajin dohromady (52 980 312).

Graf 11 Vyvoj vydavkov viacdiovych navstevnikov v krajinach V4 (v mil. €)
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NajnizSie hodnoty vydavkov zahrani¢nych navstevnikov zaznamenava Slovensko.
V tejto slvislosti je dolezité podotknit, Ze kontinualne zvySovanie vykonov v cestovnom
ruchu oslovenim novych trhov a starostlivostou uz o existujlce trhy zavisi vo velkej
miere od primeranosti rozpoctu na propagaciu krajiny ako destinacie. V roku 2016 doslo
k zruSeniu Statnej agentury pre cestovny ruch, a tak bolo financovanie marketingovych
aktivit vyraznym sp6sobom financne obmedzené. V Grafe 10 mozno pozorovat’ zmenu
v pripade Slovenska, ktoré vynimocne nezastava posledné umiestnenie spomedzi krajin
V4 z aspektu vyvoja vydavkov viacdriovych navstevnikov. Dévodom je fakt, Ze Slovensko
spomedzi krajin V4 dlhodobo zaznamenava najvyssi pocet jednodriovych navstevnikov.
Podiel jednodriovych navstev na vydavkoch na cestovny ruch tvori priblizne 19% na
Slovensku, ale aj v Madarsku (Eurostat, 2019). Postupné zvySovanie vydavkov mozno
pozorovat’ pre vSetky skimané krajiny po uplynuti financnej krizy v kazdej krajine skd-
maného regiénu. Na zaklade vysledkov m6zeme zhodnotit', Ze napriek tomu, Ze vyznam
medzinarodného cestovného ruchu skiimaného regionu je znacny, krajiny V4 nepredsta-
vuju turistickd vel'moc Eurdpy. Z dlhodobého hl'adiska je Urover medzinarodnych pri-
jmov cestovného ruchu najvyssia v Spanielsku, Franctzsku, Taliansku, pricom ide o naj-
obl'ibenejsie dovolenkové destinacie pre rezidentov v Eurdpe. Uroven vydavkov zahra-
nicnych turistov dosahuje viac ako 50% medzinarodného obchodu so sluzbami v Chor-
vatsku (72 %), Spanielsku (56 %) a Portugalsku (54 %) (Eurostat, 2018).
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Faktom zostava, Ze napriek vSetkym Statistickym hodnotam, hotelovym a turistic-
kym zdznamom a analyzam je nemozné dosiahnut’ Uplnost’ zdznamov o Ucinkoch ex-

.....

mentacie navstevnikov na domacich a zahranicnych.

Zaver

V zrealizovanom vyskume sme na zaklade stanoveného ciela prisli k viacerym za-
verom plynucich s exportom sluzieb cestovného ruchu.

Jednym z prvych zisteni zrealizovanej analyzy je, ze zahranicny obchod so sluzbami
cestovného ruchu zaznamenal pocas uplynulych rokov obrovsky vyvoj. Tento hospodar-
sky Uspech predstavujlci zvySujuce sa aktivne saldo obchodnej aj platobnej bilancie
sluZieb cestovného ruchu nastalo aj vd'aka rastucej liberalizacie zahranicného obchodu.
Dalsi vyvoj stredoeurdpskeho obchodu so sluzbami cestovného ruchu vratane exportu
zavisi predovsetkym od iniciativy prislusnych krajin a silnej konkurencieschopnosti v pro-
stredi cestovného ruchu. Vyzaduje sa zlepSenie kvality poskytovanych sluZieb, orientacie
na medzinarodné trhy a vysSej odbornej kvalifikacie v tomto sektore. V pripade Sloven-
ska je potrebné zvysit’ jeho konkurencieschopnost’ a zlepsit’ jeho postavenie v ramci kra-
jin V4.

Z pohl'adu vyvoja obchodnej bilancie, vyvozu sluzieb cestovného ruchu ¢i salda pla-
tobnej bilancie a vydavkov zahrani¢nych navstevnikov v krajine dosahuje najnizsie hod-
noty Slovensko. Aj ked' vyznam cestovného ruchu medzirocne stipa, ¢o sa prejavuje
v postupnom naraste pocCtu turistov (s vynimkou roka pandémie), musime skonstatovat,
Ze potencial cestovného ruchu Slovenska je nedostatocne vyuZity. Ekonomika krajiny je
Zndma svojou proexportne orientovanou politikou pre automobilovy priemysel. V porov-
nani s ostatnymi krajinami V4 st poddimenzované a podfinancované aj marketingové
aktivity v tomto odvetvi. Pomoct’ Slovensku ma novozriadenda Statna agentdra Slovakia
Travel.

Na zaklade predchadzajlcich stadii sme sa z makroekonomického hl'adiska zaobe-
rali skimanim koreldcie vztahov viacerych premennych. V prvom rade sme preskumali
vztah medziro¢nej miery rastu HDP a medzirocného exportu sluzieb za krajiny V4 ako
celku v ¢asovom horizonte desiatich rokov. Zistili sme, Ze medzi tymito premennymi je
urcita vazba, ale na slabej urovni, nakol’ko hodnota korelacného koeficientu je 0,3. Pri-
¢inou tejto skutoCnosti je fakt, Ze krajiny V4 nie s eurdpskou velmocou v cestovnom
ruchu. Export sluzieb cestovného ruchu sa v tomto koncepte rozumie ako zahranicny
prijazdovy cestovny ruch.

V sUvislosti s exportom sluzieb cestovného ruchu sme skimali hodnotu prijmov
v platobnej bilancii. Napriek dlhodobému aktivnemu saldu, ktoré dosahuju vSetky krajiny
V4 sa hodnoty prijmov z exportu sluZieb cestovného ruchu v ramci krajin liSia. Preto sme
osobitne skumali stranu aktiv, a to vydavky zahrani¢nych navstevnikov v krajinach V4.
Z komparativneho hl'adiska dosahuje najvyssie prijmy z aktivneho zahrani¢ného cestov-
ného ruchu Pol'sko. Vyska vydavkov je spdsobena réznymi faktormi, ako su hlavné zdro-
jové trhy danej krajiny, pocet medzinarodnych prichodov turistov i priemerna dizka ich
pobytu. Pre blizSie skimanie problematiky prijmov sme sa zamerali na preskimanie ich
vztahu k vyske HDP. Vysledkom bolo, ze korelacné koeficienty vo vSetkych krajinach
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dosiahli vysoké hodnoty, ¢o znamena, Ze vézba medzi prijmami zo zahrani¢ného cestov-
ného ruchu a vyskou HDP bola silng, a teda zahranicné prijmy zo spotrebovanych sluzieb
cestovného ruchu maju schopnost’ priamo ovplyviovat' rast, resp. pokles HDP.

Poslednym zistenim je, ze vydavky zahrani¢nych navstevnikov st vzdy vysSie v pri-
pade viacdiiovych turistov, ktori v krajine stravia minimalne jednu noc. Problém blizSej
Specifikacie komoditnej Struktury sluzieb cestovného ruchu nastava v tom, ze Statistické
macich, a preto jedinym relevantnym zdrojom informacii z ktorého sme vychadzali boli
eurdpske turistické Statistické Ucty, ktoré kvantifikuju vyluéne prijmy a vydavky doma-
cich a zahranicnych ucastnikov cestovného ruchu.

Spracovanim problematiky sme zistili, ze cestovny ruch je odvetvie velmi citlivé na
medzinarodné vykyvy a I'ahko ovplyvnitelné globalnymi krizami, ¢oho dosledkom je aj
finan¢na kriza v roku 2008, ktora sa v nasledujucich rokoch prejavila na znizenej hod-
note vyvozu sluzieb v cestovnom ruchu. Tento fakt nam dava podnet pre d‘alSie spraco-
vanie v suvislosti so skimanim dopadu celosvetovej pandémie koronavirusu na odvetvie
sluzieb cestovného ruchu. Spracovana téma je vhodna pre d'alSie skimanie vyvoja ex-
portu sluzieb krajin V4 v nasledujucich rokoch.3
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Institutional provision of economic diplomacy
in selected countries !

Jan Hrinko?

Abstract

In the context of globalization and the high degree of openness of most countries' econ-
omies, their prosperity is particularly dependent on their ability to advance their eco-
nomic interests in the world. Economic djplomacy is adapted to this, dealing with the
[ssues of the activities of state representatives at the bilateral level as well as at the
multilateral level, The aim of this paper is to compare the management models of eco-
nomic diplomacy and to describe the roles, functions and responsibilities of individual
actors who are responsible for its performance. We focused on the description of the
institutional provision of three models in selected countries, on the example of the Slovak
Republic, Canada, the Czech Republic, Uzbekistan, Austria and the United Kingdom. The
synthesis of the acquired knowledge and their comparison will evaluate the positive and
negative aspects of the three models of economic dijplomacy in the world.
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Introduction

For democratic countries in the current 21st century, military force is no longer a
relevant means of achieving their foreign policy goals. However, reducing the risk of
using force to advance one's own geopolitical and trade interests does not mean that
states stop competing with each other, quite the contrary. In conditions of interdepend-
ence and globalized markets, their competition is being transferred more to the eco-
nomic sphere, and the original military adversaries are becoming more and more eco-
nomic competitors. Given this, economic diplomacy can be considered one of the key
components of the state's foreign policy. Constant changes in the global economic en-
vironment of international relations have resulted in a significant economization of inter-
national relations, which in turn has the effect on changing the priorities of individual
countries' foreign policies. These are moving from the topics of classic diplomacy mainly
to the areas of economic diplomacy. There are many reasons to pay attention to the
process of international economic decision-making i.e., economic diplomacy. As J. Odell

! This article is a partial output of the research project of VEGA €. 1/0777/20: Belt and Road initiative -
opportunity or threat for the EU and Slovak export competitiveness.
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emphasized in his book Negotiating the World Economy (Odell 2000): "Where power
relations are balanced, decision-making and negotiation can determine outcomes." The
review of economic decision-making also sheds light on how governments are working
to make their policies and economic diplomacy more effective. Economic, commercial or
even trade diplomacy does not have a generally accepted uniform and exact definition;
even in the long run, the economic aspect of diplomacy itself has not been discussed or
given importance. However, the globalization of the world economy has severely af-
fected all areas of economic and social life, and its effects have also had a significant
impact on the development and functioning of international relations and foreign trade.
It influenced the foreign policy of the states and thus also its executive component i.e.,
diplomacy itself.

The most significant recent publications on diplomacy (Barston, 2006) and (Ber-
ridge, 2015) mention economic diplomacy, although its definition and interpretation vary
slightly. On the other hand, there are publications by specialists in trade diplomacy
(Bayne-Woolcock, 2004) or (Naray, 2011) and (Ruél, 2012), whose works are supple-
mented at a high professional level by Slovak and Czech authors such as (Téth, 2006)
and (Stouracova, 2012).

In general, economic diplomacy can be considered as a part of diplomacy as a
means to fulfil the aims and objectives of the economic dimension of foreign policy. It is
also a tool for implementing the intentions of the foreign dimension of the state's internal
economic policy, namely pro-export policy, policy associated with the inflow of foreign
investment, investment support programs abroad and, last but not least, support pro-
grams for export activities of small and medium-sized companies. According to the
OECD, economic diplomacy can be defined as a framework of support and services pro-
vided by the state to domestic entities in order to successfully establish itself on the
foreign market. (OECD, 2017). In the 21st century, economic diplomacy is being con-
fronted with new challenges, to which states must adapt to its activities. Russian diplo-
macy expert D.A. Degterev points out that economic diplomacy is currently multi-criteria
and multilevel, and suggests that "macroeconomic diplomacy is inextricably linked to
microeconomic diplomacy in such a way that the former creates international opportu-
nities and scope for the latter" (D.A. Degterev, 2007). Globalization is forcing economic
diplomacy to go deep into domestic decision-making to capture its international implica-
tions. It makes economic diplomacy much more complex, brings more problems and
more actors.

1 Methodology

The aim of this paper is to compare the models of economic diplomacy manage-
ment and to describe the roles, functions and responsibilities of individual actors who
are responsible for its performance. We focused on the description of the institutional
provision of three models in selected countries, on the example of the Slovak Republic,
Canada, the Czech Republic, Uzbekistan, Austria and the United Kingdom. To achieve
our stated goal, selected research methods were used, namely the method of selection,
analysis, induction, deduction and comparison. The paper used mainly secondary
sources obtained from the publications of several domestic and foreign authors dealing
with the issue of economic diplomacy, as well as information provided by recognized

55



international institutions. Due to the constant development of the world economy and
international relations, in addition to the publications of leading economists, up-to-date
Internet sources were used to examine the issue. As the scope of the researched issue
is relatively extensive, the relevant information was first selected using the selection
method to achieve the goal. In the first part, we described two examples of the func-
tioning of a unified model of economic diplomacy management. The dual model in the
second part and the third agency model in the third part. For each of these three models,
we have given two examples of countries that apply the given model of economic diplo-
macy management. We have described in detail the responsible state administration
bodies and other agencies that complete their institutional framework of economic di-
plomacy. The synthesis of these findings evaluates the positive and negative aspects of
the compared models.

2 Results and Discussion

Each country, in pursuing its own international and economic interests in the pro-
cess of development, has begun to apply the institutional model of economic diplomacy
management that suits it best in terms of promoting its interests. In general, three
specific and basic forms of organizational-competence model of economic diplomacy
management are defined, namely:

— unified model

Within this model, all competencies associated with the provision and implementa-
tion of economic diplomacy at the government level are managed by one central state
administration body, most often the Ministry of Foreign Affairs. Such model is applied in
the Slovak Republic, but also in some Scandinavian countries e.g., in Denmark, Sweden,
Finland, but also in Italy and Canada.

— aual model

Dual model is often referred to as the competitive model. The competencies of
direct execution and management of economic diplomacy at the government level are
divided into two state administration bodies, most often between the Ministry of Foreign
Affairs and the Ministry of Foreign Trade, or the Ministry of Economy or the Ministry of
Industry. Currently, this model is applied e.g., in Czech Republic, Hungary, or India and
others.

— shared agency model - third agency mode/

In the model of a shared or third agency, the competencies of the Ministry of For-
eign Affairs remain in the foreign economic agenda at the level of passive monitoring of
the situation and, if necessary, foreign representations provide logistics and political
support. The agency, most often established on the basis of a law or other decision of
an initially authorized state body, covers not only trade diplomatic but also commercial
activities through a network of its branches. The shared agency model is used e.g., in
Austria, Germany, and Singapore.
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2.1 Unified model of economic diplomacy management

Slovak Republic

The Slovak Republic is one of the examples of applying the unitary i.e., unified
model of economic diplomacy management. For Slovak highly export oriented economy,
good-quality economic diplomacy is extremely important. The organization of the eco-
nomic diplomacy management has undergone many changes since the establishment of
the Slovak Republic. Competencies between the key subjects of Slovak economic diplo-
macy, the Ministry of Foreign Affairs and the Ministry of Economy, have been repeatedly
transferred. The first major change took place in 1997, when the integrated model re-
placed the dual model i.e., transferring of some competencies from the Ministry of For-
eign Affairs to the Ministry of Economy. The Trade and Economic Departments (herein-
after OBEO) fell under the Ministry of Economy, but the political management belonged
to the Ministry of Foreign Affairs. At that time, corporate delegates were also sent to
OBEO as representatives of companies and delegates of the Foreign Trade Promotion
Fund. Due to lack of funds, their activities were terminated. Competences passed to
economic diplomats. Another important change occurred in 2011, when the integrated
model of economic diplomacy management, which was applied in Slovakia in 1993-1997,
was re-established. In the current model, the Ministry of Foreign and European Affairs
of the Slovak Republic has a key position in the management of economic diplomats,
while the Ministry of Economy of the Slovak Republic also participates in the performance
of economic diplomacy, which sets professional criteria for selecting economic diplomats.

Due to the aforementioned transfer of competencies in the management of eco-
nomic diplomacy in 2012, the most important actors concluded a memorandum of co-
operation. This memorandum stipulates that economic diplomacy is part of the main
political activity of the embassy, with the head of the mission being responsible for its
performance. Professional and personnel management is in the hands of the Ministry of
Foreign Affairs, based primarily on the concept of pro-export policy and the inflow of
foreign direct investment managed by the Ministry of Economy.3 The priorities, focus
and goals of the foreign trade policy of the Slovak Republic are contained in the docu-
ment entitled Concept of External Economic Relations and Economic Diplomacy of the
Slovak Republic. The latest concept, which should apply for the period 2021 - 2030
(hereinafter the "VEV and ED Concept"), is still in the process of preparation with the
participation of all key central state administration bodies.

Diplomats representing the Slovak Republic to the WTO, who are financed and
managed by the Ministry of Economy of the Slovak Republic, have a special position.
Several analysts point to the aspect of covert dual management and consider it to be
one of the main problems in the development of Slovak economic diplomacy. It is for
this reason that there is a covert battle between the mentioned ministries. The institu-
tional framework of economic diplomacy is a network of 89 foreign missions (of which
64 embassies, 7 missions to international organizations, 8 consulates general, 1 liaison
office, 1 Slovak Economic and Cultural Office and 8 Slovak institutes), whose task is to
implement the concept of VEV and ED abroad. The number of economic diplomats has

3 Memorandum of Cooperation between the Ministry of Economy of the Slovak Republic and the Ministry of
Foreign Affairs of the Slovak Republic in fulfilling the tasks of economic diplomacy in the activities of the
foreign service of the Slovak Republic.

57



been declining since 2011, which only confirms the critical condition of Slovak economic
diplomacy. In 2021, the Slovak Republic is represented abroad by almost 40 economic
diplomats, if we do not take into account the combined exercise of function with consular
and political agenda. In comparison, the Czech Republic has up to 118 economic diplo-
mats abroad, Hungary approximately 140, Denmark 105. Embassies, consulates general
and a network of economic diplomats, together with honorary consuls, are also im-
portant players in the management system of Slovak economic diplomacy. Complemen-
tary actors are the Ministry of Transport and Construction of the Slovak Republic, which
is also responsible for tourism promotion, the Ministry of Agriculture and Rural Develop-
ment of the Slovak Republic, responsible for supporting exports in the agricultural sector
and the Ministry of Finance, which is responsible for financial diplomacy. Departmental
organizations such as the Slovak Investment and Trade Development Agency (SARIO)
and the Slovak Business Agency (SBA), which focus on supporting small and medium-
sized enterprises, also play an important role. The role of SARIO is to provide services
to Slovak companies and entrepreneurs in order to find suitable markets for their prod-
ucts abroad, and at the same time to help potential foreign investors in Slovakia. Its
mission is to accelerate the investment, export and innovative potential of Slovakia with
the intention of increasing the country's attractiveness for foreign investors and potential
business partners. As complementary actors we also include the Slovak Chamber of
Commerce and Industry (SOPK) and EXIMBANKA SR, which are important financial in-
stitutions for export support. The inclusion of EXIMBANKA SR among the main actors of
ED SR is based on the Strategy of External Economic Relations, which defines EX-
IMBANKA SR as one of the institutions whose central task is the implementation of the
state's pro-export policy. EXIMBANKA SR is an export-credit institution and the only di-
rect state instrument used to support exports. It enables Slovak exporters to enter into
trade and investment relations, where the commercial financial sector shows less inter-
est in taking the risk.

Despite the fact that the Slovak Republic is currently applying a unified model of
economic diplomacy under the responsibility of the Ministry of Foreign Affairs of the
Slovak Republic, there is still competition with the Ministry of Economy of the Slovak
Republic. Several analysts point to the aspect of so-called hidden dual management and
consider it one of the main problems in the development of Slovak economic diplomacy.
Another problem is the undersizing of the number of economic diplomats and the cu-
mulation of their functions with the political or consular agenda. As foreign trade is
crucial for the Slovak Republic and its economy, this situation is alarming, all the more
so if the activities of economic diplomacy can bring real results and support to domestic
companies, which is subsequently reflected in the revenue component of the state. The
territorial focus of economic diplomacy is based on export, investment, research and
innovation priorities and goals, and last but not least, it must reflect the real possibilities
of economic diplomacy to influence the export efforts of Slovak companies.
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Canada

As in the case of the Slovak Republic, the Canadian model of economic diplomacy
management is unified i.e., an integrated model is applied. The Department of Foreign
Affairs, Trade and Development (DFATD) has played a key role, having undergone sev-
eral structural changes since its inception. It is currently a strong pillar of the Global
Affairs Canada (GAC).

As the so-called integrated ministry manages Canadian diplomatic relations, pro-
vides consular services to the citizen, promotes the country's international trade, and
coordinates international development and humanitarian assistance. It is also responsi-
ble for maintaining Canadian government offices abroad with diplomatic and consular
status on behalf of all government departments. The GAC includes four ministries, the
Ministry of Foreign Affairs, the Ministry of International Trade Diversification, the Ministry
of International Development and the Ministry of Tourism, Official Languages and Fran-
cophonie. The department has undergone many changes and reorganizations since its
foundation in 1909. Originally established as the Ministry of Foreign Affairs, the depart-
ment was also known as Foreign Affairs, Trade and Development Canada and Foreign
Affairs and International Trade Canada. The department's name was subsequently
changed in 1993 to the Department of Foreign Affairs and International Trade (DFAIT)
formalized by a law of parliament in 1995, about 60 years after Canada gained control
of its foreign policy (1931). In December 2003, two separate departments were estab-
lished, named Foreign Affairs Canada (FAC) and International Trade Canada (ITCan). In
early 2006, under Prime Minister Stephen Harper's new government, Foreign Affairs
Canada and International Trade Canada were reunited to re-create a single department
- Foreign Affairs and International Trade Canada. In 2013, the Act on the implementation
of certain provisions of the budget submitted to Parliament proposing other measures
was included in the comprehensive draft law on the budget of the Conservative Govern-
ment. This specifically concerned a section that formed the Canadian International De-
velopment Agency by merging it into a department, creating the Department of Foreign
Affairs, Trade and Development (DFATD). On November 4, 2015, the new Liberal gov-
ernment of Prime Minister Justin Trudeau changed the name of the ministry again. While
the legal nhame of the department remains the Department of Foreign Affairs, Trade and
Development, its public designation under the Federal Program is Global Affairs Canada.
(Government of Canada, 2021).

The Department of Foreign Affairs and International Trade continues its agenda
under the name of the Department of Foreign Affairs, Trade and Development. Canada's
foreign affairs and international trade mandate is to manage Canada's diplomatic and
consular relations and to promote the country's international trade. Under Global Affairs
Canada, there are several bodies that facilitate Canada's international trade system, in-
cluding: Trade Controls Bureau, Export Development Canada, Canadian Commercial Cor-
poration, Trade Commissioner Service.

The Trade Controls Bureau is responsible for administering the Export and Import
Permits Act. While the economic benefits of free trade are one of Canada's biggest as-
sets, the role of the Trade Controls Bureau is primarily to: regulate trade in military and
strategic goods inside and out and prevent the proliferation of weapons of mass destruc-
tion, as well as obligations under the bilateral agreement and protection of the vulnera-
ble Canadian industries.
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Export Development Canada is a Canadian export credit agency and state-owned
enterprise wholly owned by the Canadian government. Its mandate is to promote and
develop trade between Canada and other countries and to help Canada compete in the
international market. EDC's products and services include trade credit insurance, export
financing for Canadian companies and their foreign customers, international market ex-
pertise, and information on opportunities in international markets.

The Canadian Commercial Corporation is a Canadian federal crown company tasked
with facilitating international trade on behalf of Canadian industry, particularly with for-
eign governments. The CCC supports the growth of international trade by helping Ca-
nadian exporters gain access to foreign government procurement markets. Through a
contractual approach between governments and governments, the CCC qualifies Cana-
dian exporters to win international contracts with governments abroad while significantly
reducing the risks associated with foreign procurement.

The Trade Commissioner Service (TCS) is part of Global Affairs Canada and has a
network of more than 1,000 trade professionals working at Canadian embassies, senior
positions and consulates in 161 cities around the world and with offices across Canada.
Other organizations that assist Canada's international trade and foreign investment in-
clude, for example: the Canada Border Services Agency, Invest in Canada (formerly the
Foreign Investment Review Agency), and the Canadian International Tribunal; which is
an independent more or less judicial body. Since 2006, economic diplomacy has been a
key priority for the Canadian government for economic growth, which underpins every-
thing from domestic immigration and job creation policies to the expansion of duty-free
ports and an ambitious trade agenda. The government's Global Markets Action Plan,
launched in late 2013, aims to ensure that all diplomatic assets support Canadian busi-
ness. In this regard, the Canadian government has a very strong representation of in-
stitutions and agencies for the successful regulation of international trade in economic
diplomacy activities.

2.2 Dual model of economic diplomacy management

Czech Republic

According to the organization of its management system and the implementation
of the economic diplomacy, the Czech Republic belongs to the second mentioned group
— the dual model. Two key ministries have a decisive and priority role in fulfilling the
Czech Republic's economic diplomacy: the Ministry of Foreign Affairs of the Czech Re-
public and the Ministry of Industry and Trade of the Czech Republic. The definition of
their competence in the performance of tasks is regulated by the so-called Competence
Act* and the rules of mutual cooperation are regulated by two agreements® between the

4 Act no. 2/1969 Collection of Laws of the Czech Republic, on the establishment of ministries and other central
state administrative bodies, as amended.

5 Agreement on cooperation between the Ministry of Foreign Affairs and the Ministry of Industry and Trade
in matters related to foreign trade policy, foreign trade and export promotion in the Czech Republic's foreign
service, signed at ministerial level in 1998 and amended in 2000. Agreement between the Ministry of Foreign
Affairs and the Ministry of Industry and Trade on the coordination of the activities of subordinate contribu-
tory organizations whose actions affect foreign economic activity, signed at ministerial level in 1999.
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mentioned ministries, which also include the coordination of the activities of their sub-
ordinate contributory organizations engaged in foreign economic activities.

The Ministry of Foreign Affairs of the Czech Republic is the central state adminis-
trative body for foreign policy, within which it creates the concept and coordinates ex-
ternal economic relations. Embassies are the main implementation site of all segments
of the Ministry's foreign policy. Their key tasks include increased attention to the eco-
nomic dimension of bilateral relations and the practical implementation of economic di-
plomacy through the work of economic diplomats.

The Ministry of Industry and Trade of the Czech Republic is the central state ad-
ministrative body for trade policy in the context of the European Union's single market
and pro-export policy. The position of the Ministry of Industry and Trade of the Czech
Republic is important in terms of the application of economic diplomacy. It systematically
manages economic diplomacy within the framework of the government's pro-export pol-
icy measures, and ultimately bears full responsibility for its implementation. The defini-
tion of their competence in the performance of tasks regulates both the so-called Com-
petence Act and the rules of mutual cooperation, regulated by two agreements between
the mentioned ministries, which also include the coordination of the activities of their
subordinate contributory organizations engaged in foreign economic activities. State
agencies play an important role in the process of implementing economic diplomacy, not
only through their foreign offices, but also thanks to the rich offer of services in the
Czech Republic. It is important to mention CzechTrade first. It is a pro-export agency of
the Ministry of Industry and Trade of the Czech Republic. It is an important element of
the current model of economic diplomacy in the Czech Republic. An important fact is
that the agency's operating model creates space for a functional bond between the
workplaces of the economic diplomatic service abroad (embassies and their commercial
and economic sections) on the one hand and the Czech business and export public on
the other. Another is Czechlnvest, a state-subsidized organization for business and in-
vestment support, and it is subordinated to the Ministry of Industry and Trade of the
Czech Republic. CzechInvest strives to ensure that the Czech Republic is perceived
abroad as a suitable location for foreign investments. Unlike the CzechTrade agency, the
CzechInvest agency is governed directly by law. The contributory organization of the
Ministry of Foreign Affairs of the Czech Republic is the Administration of Czech Centers.
Its activities are concentrated into four main areas: public diplomacy - culture, educa-
tion, science, research and innovation, the promotion of external economic relations and
tourism and the protection of human rights, the transition to democracy. Currently, there
are a total of 26 branches abroad on 3 continents - in addition to the Czech Centers,
they also manage the Czech House in Moscow, Jerusalem and Bratislava. Among the
financial structures supporting exports in the Czech Republic, it is important to mention
the Export Guarantee and Insurance Company (EGAP) in this context. It is a credit in-
surance company focused on market-insurable political and commercial risks associated
with financing the export of goods, services and investments from the Czech Repubilic.
And the Czech Export Bank (CEB), whose mission is to provide financial services related
to exports, to support Czech exports regardless of the size of the contract, to build
awareness of the Czech Republic in the world, and thus strengthen its competitiveness.

The so-called trade and economic sections (OEU) are established at individual em-
bassies, which represent specialized bodies for foreign trade relations. The institutional
framework of economic diplomacy is represented by a network of 109 embassies with a
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wide representation of economic diplomats in the number of 118 economic diplomats, 6
agricultural, 3 economic diplomats for scientific and technical cooperation, 1 diplomat
for defense cooperation and 59 foreign offices, respectively, representations of inte-
grated agencies CzechTrade and CzechInvest. The number of Czech economic diplomats
is thus significantly higher than in the Slovak Republic.

Uzbekistan

To compare the individual models, we have chosen Uzbekistan as another country
that also belongs to the dual model through the implementation of the economic diplo-
macy. The basic institutions governing Uzbekistan's economic diplomacy are the Ministry
of Foreign Affairs of the Republic of Uzbekistan and the Ministry of Investment and
Foreign Trade of the Republic of Uzbekistan and its subordinate agencies. These include:
The Investment Project Development Center, the Export Promotion Agency and the In-
vestment Promotion Agency under the Ministry of Investment and Foreign Trade of the
Republic of Uzbekistan. Uzbekistan pursues an open, mutually beneficial and construc-
tive foreign policy based on the country's national interests. Uzbekistan's current foreign
policy is taking into account the dynamic changes in the world and the region, as well
as the country's extensive reforms.

The Ministry of Foreign Affairs of the Republic of Uzbekistan is part of the system
of the Cabinet of Ministers of the Republic of Uzbekistan, which implements the foreign
policy of the Republic of Uzbekistan in accordance with the principles established by the
Constitution of the Republic of Uzbekistan and international legal norms. The Ministry
operates under the direct supervision of the President of the Republic of Uzbekistan. The
basic role of the Ministry is to promote the principles of state sovereignty and the actual
implementation of the foreign policy of the Republic of Uzbekistan, the protection of
state interests and the rights of the citizens of Uzbekistan in relations with foreign coun-
tries and international and regional organizations. On the basis of the above-mentioned
agenda, the Ministry further develops proposals in matters of foreign policy strategy,
protection and promotion of foreign policy interests as well as general issues of Uzbeki-
stan's international activities; coordinates the work of ministries, institutions in the de-
velopment of international relations with foreign partners and assists in the development
of foreign economic relations, establishing and expanding contacts with international
financial, economic and other organizations and others.

The Ministry is the relevant state body responsible for the implementation of a
unified state investment policy, management of foreign investments, especially direct
investments, cooperation with international financial institutions and international finan-
cial organizations, as well as the formation and management of a unified state policy in
foreign trade and international economic cooperation. The Ministry of Investment and
Foreign Trade of the Republic of Uzbekistan performs mainly these main strategic tasks
and functions, such as implementing a unified state investment policy, ensuring devel-
opment management and the effective implementation of state development programs
and investment programs, including sectoral and regional investment programs; man-
agement of initiatives to attract foreign investment, implementation of effective interac-
tion with international economic and financial institutions, foreign government financial
organizations at bilateral and multilateral level or management of activities of public
authorities and organizations, permanent representatives of the Republic of Uzbekistan
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in international and foreign financial and economic institutions, as well as in cooperation
with the Ministry of Foreign Affairs representatives of foreign economic activity in foreign
institutions of the Republic of Uzbekistan.

Uzbekistan is open to dialogue and seeks to expand cooperation with all partners
in the name of peace, progress and prosperity, based on the following basic principles:
sovereign equality of states, non-use of force or threat, inviolability of borders, interfer-
ence in the internal affairs of other states; fulfillment of international obligations in good
faith, respect for and protection of human rights and other generally recognized princi-
ples and standards of international law.

2.3 Third agency model

Austria

Austria, like the Slovak Republic, is one of the small pro-export countries, where
exports of goods and services account for about 50% of GDP. The management of eco-
nomic diplomacy in Austria is built on a decentralized basis. The competences of the
state in the field of economic diplomacy are largely transferred primarily to government
agencies or other non-governmental entities. In the case of Austria's economic diplo-
macy system, chambers of commerce play an important role. As in the United Kingdom,
Austria applies a third agency model that is specific.

The main body responsible for carrying out Austria's economic diplomacy at gov-
ernment level is the Federal Ministry of Economics, the Family and Youth. The govern-
ment is fully aware of the important role of exports in the Austrian economy, which is
why in 2004 it presented a joint initiative of the Federal Ministry of Economics and the
Austrian Chamber of Commerce - Go international. It is a strategy designed to support
Austria's internationalization. The internationalization offensive supports Austrian ex-
porters and investors, even under difficult conditions of international competition. It does
not limit itself to securing existing markets or entirely new markets, but seeks to build
on the strengths and weaknesses of the Austrian foreign sector in order to create a
sustainable basis for dynamic and globally oriented foreign trade.

The post of Special Representative for Strategic Foreign Trade has been created,
who has his own working apparatus at his disposal within the Federal Ministry of Econ-
omy. The tasks assigned to this unit include "opening the door" to new markets and
deepening emerging contacts, defending and promoting the interests of the Austrian
business sector. One of the main tasks of the Special Representative is the concept and
creation of the aforementioned "Go international" strategy. The program is organized
according to the three basic areas of the country's involvement in international economic
relations, namely: export of goods, services and foreign direct investment by foreign
entities in Austria and domestic entrepreneurs abroad. The program also includes a sys-
tem of state co-financing of export and investment projects. The interests of the busi-
ness community at the national and international level are represented by the Austrian
Chamber of Commerce (Wirtschaftskammer Osterreich, WKO). Within the system of
economic diplomacy, this organization functions as a national organization for 9 regional
chambers (in each of the federal regions of Austria) and 110 trade associations for var-
ious industries. Membership in the chamber is mandatory. Its members are all active
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Austrian companies. Although WKO is established as a public body, its activities are
managed on a commercial basis. An important activity of the WKO is the support of the
foreign economy. This is provided by the specialized department of the AuBenwirtschaft
Osterreich (AWO). AWO has created an international network of economic centers
around the world and a network of specialized experts in all regional chambers. The
WKO/AWO foreign centers act as trade and economic departments of embassies and
consulates, giving them the character of diplomatic and economic bodies.

The so-called third economic diplomacy agency in Austria is the WKO/AWO, which
defines the objectives and is also responsible for their implementation. WKO/AWO's for-
eign offices serve as economic departments of embassies and consulates and compre-
hensively cover Austria's economic diplomacy. In the case of Austria, the Ministry of
Economy (BMWFJ) and the Ministry of Foreign Affairs (BMeiA) do not actively participate
in economic diplomacy, but provide logistics and political support, namely BMeiA through
links to the embassy network. The Austrian Economic Service, the Austrian Development
Agency and the Austrian Control Bank also play an important role in the institutional
system for managing economic diplomacy in Austria.

The Austrian Economic Service (AWS) is a development bank that helps Austrian
entrepreneurs, especially small and medium-sized enterprises. AWS supports companies
with its advantageous ERP loans, grants and company guarantees in financing their pro-
jects. AWS also provides consulting, know-how or service support and can offer support
services from the start of business to international projects.

The Austrian Development Agency (ADA) is the Austrian development cooperation
agency and is responsible for the implementation of bilateral programs and projects in
partner countries with an estimated budget. The main department of ADA is the depart-
ment of international programs and projects. Experts at home and abroad are in direct
contact with partner countries and ensure a consistent and effective course of Austrian
development cooperation.

The Austrian Control Bank (OeKB) is the central body providing financial and infor-
mation services for foreign trade and the capital market. It provides services for export
and foreign investment, such as risk insurance and refinancing of exports and foreign
investment. OeKB is owned by several Austrian commercial banks and, as a result, car-
ries out export promotion activities under a mandate agreement on behalf of the state.
Both exporters and foreign investors, and thus the Republic of Austria, benefit from its
services. It seeks to mitigate risks for exporters and foreign investors, which is why the
Austrian Credit Agency ECA has been set up to minimize political and commercial risks
for exports.

The model applied in Austria is very specific and unique in Europe. Export support
in Austria is much more concerned with the private sector than state institutions.

United Kingdom

A well-developed model of economic diplomacy management with clearly defined
competencies and responsibilities is the model of the United Kingdom, which we classify
in the third mentioned group, but it also has several elements from the previous dual
model.
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Export and investment support in the United Kingdom is provided by the organiza-
tion UK Trade & Investment (UKTI), which reports to two parent ministries, the Foreign
and Commonwealth Office (FCO) and the Department for Business, Innovation & Skills
(BIS). It is interesting that the staff of UKTI consists only of current employees of the
two departments. It is a government professional agency that manages the business
and economic divisions of the British embassies. The agency's domestic operations are
also covered by the activities of 320 international trade advisers, who provide direct
support mainly to small and medium-sized enterprises in 9 English regions. UKTI's main
responsibilities include two main sections, namely promotion of export and foreign direct
investment inflows. The individual services provided by the agency include product pro-
motion, support in entering foreign markets, support for development in the given mar-
ket and expansion to other markets in the region. The UKTI section informs headquar-
ters in London regarding the services provided, significant assistance and business op-
portunities. The results of success in a given country are monitored mainly depending
on the criterion of the so-called Business wins. Following the acquisition of a contract
with significant UKTTI assistance, the client (i.e., the company that actually obtained the
brokered contract) is asked to quantify the value it has obtained through cooperation
with UKTI. The figures are added up for the UKTI section in each country and the result
is compared annually with the commitment made by the section and accepted by the
UKTI headquarters. It is a really well-established support mechanism in order to be as
effective as possible.

UKTT's activities focus exclusively on energy, infrastructure, retail, financial services
and the natural sciences. This professional agency does not operate outside these areas.
Other segments are covered by the British Chamber of Commerce, which operates in
these countries. The Foreign and Commonwealth Office (FCO) cooperates with the UKTI
in the field of economic diplomacy, but presents itself abroad as autonomous. UKTI
sections operate in 102 UK embassies with a number of economic representatives.

An important part of the UK's and Northern Ireland's economic diplomacy apparatus
and export promotion partner is the Export Credit Guarantee Department (ECGD), an
export guarantee and credit agency that provides typical financial services to British
exporters and investors. Another important element of the British concept of economic
diplomacy is the Department of International Development (DFID). Due to its status as
a government agency and establishment, it is the most important element of state de-
velopment aid, which is part of the concept of economic diplomacy in the United King-
dom, operating in 150 countries around the world.

Conclusion

Each of these three models of institutional provision of economic diplomacy man-
agement is unique. The nature and concept of the model is based on the size and nature
of the economies of these countries. Each of the models relies on a permanent dialogue
with the business community, which is an important aspect and basis for the success of
the implementation of economic diplomacy abroad. Based on the observed, we can con-
clude that the key institution in all observed models is the Ministry of Foreign Affairs.
This ministry delegates powers and competencies between other important ministries,
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and other governmental and third agencies to support the country's exports, invest-
ments, development cooperation and promotion.

In the conditions of the Slovak Republic, return to the integrated model in practice
eliminated significant problems that in the conditions of the dual model negatively af-
fected the effectiveness of economic and diplomatic activities of commercial attachés
who are directly subordinate to the head of the foreign mission and as a result their
scope for autonomous operation vanished. The administrative burden associated with
keeping separate accounts has also been removed. We still cannot talk about a perfectly
set up model. The problem is the insufficient budget for economic diplomacy and the
still low level of expertise of diplomats. Their choice is influenced by political pressure,
and their professional readiness to hold the post fade into the background. In practice,
we often encounter examples where their function cumulates with the consular or polit-
ical function. The integrated model seems to be a suitable solution, but this system
should be reworked and there should be a clear awareness of the key role of economic
diplomacy for the highly open pro-export-oriented economy of the Slovak Republic. Can-
ada also applies a unified model, but its model is far better developed with clear institu-
tional competencies. The basic institution that governs economic diplomacy in Canada
is the government institution Global Affairs Canada. The main department of the insti-
tution for economic affairs is the Department of Foreign Affairs, Trade and Development.
In this regard, the Canadian government has a very strong representation of institutions
and agencies for the successful regulation of international trade in economic diplomacy
activities.

An important finding is the fact that there is no room for institutionally unclear
competence tasks of individual actors of economic diplomacy of a given country abroad
in any of the models. And this is the most common problem we have seen. Especially in
the currently set conditions of the system in the Czech Republic. We are talking about
the so-called dual tracks of Czech economic diplomacy. Despite the existence of the so-
called competence act and subsequent agreements between the ministries, there are
problems with the institutional provisions. There is a double subordination of economic
diplomats who are employees of the Ministry of Foreign Affairs, but professional and
methodological management is provided by the Ministry of Industry and Trade. The
problem is the asymmetry in the assignment and evaluation of tasks, as well as the
disagreement of opinions in defining trade and economic priorities in the activities of
embassies, where there are often differing views between the ambassador and the head
of commercial and economic sections.

The last model shared, the third agency model, has clearly set competencies, such
as rights and obligations for individual actors in the institutional provision of economic
diplomacy. Ultimately, a strong government agency provides the necessary processes to
support exports and the inflow of foreign investment. In order for this model to work
flawlessly, it is necessary to ensure the primary precondition for its functioning, namely
the high performance of the government administration, which the aforementioned
United Kingdom meets with the given model. This is also the case in Austria. However,
the model applied in Austria is very specific and unique in Europe. Export support is
much more concerned with the private sector than state institutions. The main pillar is
the Go International Initiative, which creates a strong motivation for exports.

66



References

ADA. (2021). Oesterreichische Entwicklungszusammenarbeit: Austrian Development
Agency. Retrieved November 30, 2021 from http://entwicklung.at/oester-
reichische_entwicklungszusammenarbeit/akteure/ada/

AWS. (2021). Austria Wirtschaftsservice: Uber die austria wirtschaftsservise. Retrieved
November 30, 2021 from http://www.awsg.at/Content.Node/dieaws/46608.php

BMWFJ AU. (2021). Bundesministerium fiir Wirtschaft Familie und Jugend Internatio-
nalisierungsoftensive. Retrieved November 30, 2021 from
http://bmwfj.gv.at/Aussenwirtschaft/internationalisierungsoffensive/Seiten/de-
fault.aspx.

EDC. (2021). About us. Export Development Canada. Retrieved November 27, 2021
from https://www.edc.ca/.

EXIMBANKA. (2021). EXIMBANKA SR - profil. Retrieved November 26, 2021 from
https://www.eximbanka.sk/slovenska-verzia/o-nas/profil.html?page_id=149

CCC. (2021). Role in Government. Canadian Commercial Corporation, Retrieved No-
vember 27, 2021 from <https:// ccc.ca/en/about/our-role.

GLOBAL AFFAIRS CANADA. (2021). About us. Government of Canada, Retrieved No-
vember 26, 2021 from https://www.international.gc.ca/controls-controles/about-
a_propos/index.aspx?lang=eng.

GOV UK. (2021). UK export - finance. Retrieved November 30, 2021 from
www.ecgd.gov.uk.

GOVERNENT OF CANADA. (2021). How government Works. Government of Canada.
Retrieved November 26, 2021, from https://canada.ca/en.html.

GOVERNENT OF CANADA. (2021). Organizational structure: Global Affairs Canada.
Government of Canada. Retrieved November 26, 2021 from https://www.interna-
tional.gc.ca/global-affairs-affaires-mondiales/corporate-ministere/organizational-
organisationnelle/index.aspx?lang=eng.

JUSTICE LAWS WEBSITE. (2021). Department of Foreign Affairs, Trade and Develop-
ment Act, S.C. 2013, C. 33, 5. 174. Justice Laws Website. Retrieved November
26, 2021 from https://laws-lois.justice.gc.ca/eng/acts/f-27.5/fulltext.html.

MFA UZ. (2021). Foreign policy of the Republic of Uzbekistan. MFA. Retrieved Novem-
ber 28, 2021 from https://mfa.uz/en/pages/vneshnaya-politika.

MFA UZ. (2021). Tasks, functions and rights of the ministry. Retrieved November 28,
2021 from https://mfa.uz/en/pages/about-functions.

MH SR. (2021). Memorandum o spolupraci Ministerstva hospodarstva Slovenskej re-
publiky a Ministerstva zahranicnych veci Slovenskej republiky pri pineni tloh eko-
nomickej diplomacie v cinnosti zahranicnej sluzby Slovenskej republiky. Retrieved
November 23, 2021 from http://economy.gov.sk.

MIFT UZ. (2021). Subordinate organizations. Retrieved November 30, 2021 from
https://mift.uz/en/organizations.

MzV CR. ( 2008). £konomicka diplomacie a proexportni aktivity Ministerstva zahranic-
nich véci CR. Retrieved November 28, 2021 from:
https://www.mzv.cz/file/72946/EkonomickaDimenzeZahranicniPolitiky.pdf

67



MzV CR. (2016). Aktudin/ trendy ekonomické diplomacie ve vybranych zemich EU. Re-
trieved November 30, 2021 from https://www.mzv.cz/file/1987915/Ak-
tualni_trendy_ekonomicke_diplomacie_ve_vybranych_zemich_EU.pdf.

MZVaEZ SR. (2014). Ekonomicka informacie o teritoriu. Rakuska republika. Retrieved
November 30, 2021 from https://export.slovensko.sk/wp-content/up-
loads/2015/03/Rak%C3%BAsko-Ekonomick%C3%A9-inform%C3%A1cie-o-
terit%C3%B3riu_November-2014.pdf.

ODELL, 1.S. (2000). Negotiating the World Economy. Ithaca, NY: Cornell University
Press.

OPEN CANADA. (2021). Economic Diplomacy: Time to get down to business. Retrieved
November 28, 2021 from https://opencanada.org/economic-diplomacy-time-to-
get-down-to-business.

PAJTINKA, E. (2007). Hospodarska diplomacia a jej uloha v 21. storoci. Retrieved No-
vember 30, 2021 from file:///C:/Users/Viera/Downloads/278-Article%20Text-542-
1-10-20111115%20(1).pdf.

PAJTINKA, E. (2007). Hospodarska diplomacia: Hladanie efektivneho modelu riadenia,
alebo boj o obchodnych atasé? In: Medzinarodni politika.

SARIO. (2021). Slovenskad agentura pre rozvoj investicii a obchodu - 20 rokov Uspes-
nych pribehov. Retrieved November 26, 2021 from https://sario.sk/sk/o-nas/kto-
sme.

SPCR CR. (2010). Systém Fizeni ekonomické diplomacie v Ceské republice. Retrieved
November 28, 2021 from https://www.spcr.cz/files/cz/dokumenty/analyza.pdf.

STOURACOVA, Judita. Promény ekonomické diplomacie v CR a ve svété. 1. vyd. Praha:
Professional Publishing, 2012.

Trade Commissioner Service. (2021) About the Trade Commissioner Service. Govern-
ment of Canada, Retrieved November 27, 2021 from https://tradecommis-
sioner.gc.ca/index.aspx?lang=eng.

VISITBRITAIN. (2021). Practical information. Retrieved November 30, 2021 from
https://www.visitbritain.com/gb/.

WKO. (2021). Wirtschaftskammer Oesterreich: Aussenwirtschaft Austria. Retrieved No-
vember 30, 2021 from https://wko.at/service/aussenwirtschaft/start.html

68



Approaches to the development of EV infrastructure depending
on the prediction of the development of electric mobility
in the EU

Rastislav Lauko

Abstract

The subject of this article is to better understand the relationship between development
of electric vehicle charging infrastructure in connection with development of electric ve-
hicles sales in Europe. Optimal set-up among these two main elements of emerging e-
mobility sector has principal effect on currently running policy discussions (targets set-
ting within Revision of Directive on Alternative Fuels Infrastructure Deployment), busi-
ness models of charging point operator / e-mobility provider as well as further positive
perspectives of electric vehicle sales in Europe.

Article summarizes key assumptions of methodology used by ChargeUp Europe (profes-
sional association of leading charging point operators) and concludes, that increasing
utilization of EV infrastructure assets is not at the centre of methodology assumptions
nor conclusions (of main scenario), which might collude with sustainability of charging
point / mobility providers business models.

key words
business model of charging point operators, Power / BEV ratio, target setting whithin
AFIR revision

JEL Classification: 033
Received: 20.3.2022 Accepted: 30.3.2022

Introduction

The relationship between the quantity and quality of the charging infrastructure
and the prediction of the development of electric vehicles will fundamentally affect ex-
penditures from public and private funds for further development of the infrastructure,
customer experience of electric vehicles, and its subsequent use. All these factors have
a major impact on the business framework of charging infrastructure operators / charg-
ing service providers.

The identification of approaches in this area within the EU and their critical evalu-
ation, as well as the naming of previous practical experience in the field of electromobility
is the subject of this article in order to provide relevant recommendations for the optimal
development of the sector in the future.

1 Work methodology

The main goal of this paper is to assess the currently discussed methodologies for
the development of charging infrastructure for electric vehicles in order to identify im-
portant assumptions for the development of charging infrastructure in terms of its long-
term sustainability.
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Based on an research of available literature (including studies, articles, publica-
tions), the primary methods of document analysis, interpretation, subsequent synthesis
and deduction are applied in this article. As part of the methodological approaches, I will
analyse selected data sets, while using description and qualitative evaluation.

At the same time, quantitative methods have been used in this article, namely a
regression model of panel data, which evaluated the relationship between the develop-
ment of electric vehicle sales (BEV segment) in relation to the development of charging
infrastructure (separately assessed against AC and DC) in Central Europe.

2 Results and discussion

2.1 The current state of the electromobility sector

In 2021, the situation in the electromobility sector in Europe was positive, despite
the ongoing COVID - 19 pandemic. All relevant car manufacturers are constantly ex-
panding the offer of electrified models, customers started to trust the technology, which
is reflected in a decent growth rate of electric vehicle sales. Electromobility in last quar-
ters of 2021 was accelerating significantly on a global scale as well as in the conditions
of the European Union. As could be seen in Chart 1 below, different types of electrified
drive (BEV - pure electric cars, PHEV - plug-in hybrids, Hybrids and MildHybrids) were
gaining trust among customers, while fundamentally replacing traditional types of drives
- mostly diesel drive, resp. gasoline powered vehicles.

Graph 1 Quarterly sales of passenger cars in Europe by type of drive

Europe Quarterly Powertrain Market Share

Petrol

M Diesel
Other Fuels
o Mild/HEV

W PHEV
m BEV

//\’//
——— e

70


https://cleantechnica.com/files/2021/10/Europe-Quarterly-Powertrain-Market-Share-SQ.png

Undoubtedly, there are several reasons for the positive development of electric car
sales. It is not the purpose of this article to analyse them in detail. The expanding offer
from manufacturers is largely a response to the regulations previously adopted in the
area of tightening emission standards.

At the same time, customers' awareness of the impact of passenger transport on
environment is increasing. In addition, the price level of electric cars as well as techno-
logical progress (for example related to extended range or charging speed) are clearly
positively reflected in customer s purchasing decisions.

Developments in the sale of electric cars are not homogeneous within the European
Union. Electromobility is advancing more strongly in Member States with relatively high
GDP compared to Member States with relatively lower GDP. In these Member States,
electromobility is still in its infancy. (measured in terms of the share of electric cars in
total vehicle sales in a given year).

Among the factors that create the preconditions for the sale of electric cars un-
doubtedly belong the number and quality (we can understand the term quality from
different angles, but above all in relation to the location, availability, price of services,
reliability, charging speed, etc.) of the charging points which form the infrastructure for
charging electric vehicles. The current humbers of electric cars sold in Europe alone
suggest that the infrastructure is built to an extent and quality that does not create
barriers to the normal use of electric cars.

Fig. 1 Distribution of charging points within the European Union

Distribution of electric car charging points across the EU

70% of all charging points are located in just 3 countries

Number of charging points, 2020
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Source: ACEA
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ACEA, the European Automobile Manufacturers Association, has published a study
on the relationship between electric vehicle share in individual Member States and the
number of charging infrastructures and the uneven location within countries. The main
outputs are as follows.

ACEA evaluates that from approx. 250,000 charging points in the European Union,
more than 70% are located in only 3 Member States, namely 30% of the total in the
Netherlands, a further 20.4% in France and 19.9% in Germany, these 3 Member States
occupy only 23% of the territory of the European Union. Romania, which is about six
times larger than the Netherlands, has only 493 charging points, which is about 0.2%
of the total number of charging points in Europe.

Fig. 2 Market share of electric cars in individual countries

Market share of electrically-chargeable cars
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Source: ACEA

Although the presented comparison represents a significant simplification of the
relationship between electric vehicle sales and related charging infrastructure, it is quite
clear from the above map figures (Figure 1 and Figure 2) that in Member States where
electric vehicles have higher market share, there is also significantly more developed
infrastructure.

The simplification of ACEA's output is that, for example, the number of charging
infrastructures is not evaluated for the size of the country, there is no distinction be-
tween different types of charging infrastructure and the output in question equalises AC
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chargers with HPC (ultra-fast) chargers, which is in terms of their use (number of charg-
ing sessions per day) contrary to their purpose for which they were built.

The fact that this simplified view is more complicated in the real world is also indi-
cated by the examples of Portugal and Finland (see Figure 1 and Figure 2), which have
a relatively high market share of electric cars in relation to the European average, as
well as a relatively small number of chargers (compared to countries that are European
leaders in terms of number of charging points).

As can be seen from Figure 3, an interesting example is Slovakia, which has a very
favourable ratio of installed power in the charging infrastructure to the market share of
electric cars. In Slovakia, the number of charging stations (moreover, with a high ratio
of fast charging stations) is disproportionate (high) to the low number of electric cars
and their share in the total fleet taking into account also rather small area of Slovakian
territory.

Fig. 3 The ratio of charging infrastructure installed power
to the number of electric cars
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2.2 Perspectives for electromobility within the EU

The current positive trend in the development of electromobility in the EU and
ambitious goals based on the Green Deal, respectively. Fit for 55 and related legislative
proposals (primarily the Alternative Fuel Infrastructure Directive (AFIR)) lead to a review
of public policies and the setting of new targets for the development of charging infras-
tructure.

Understanding and correctly estimating the number of charging points divided into
public and private chargers, further broken down by charging speed in specific markets
in relation to the prediction of electric vehicle sales and plug-in hybrid vehicles is a key
prerequisite for the development of electromobility.

The relationship between the quantity and quality of the charging infrastructure
and the prediction of the development of electric vehicles will fundamentally affect the
investment in the construction of charging stations, the customer experience of electric
vehicles users, the use of this charging infrastructure. All these factors have a major
impact on the business framework of charging infrastructure operators / charging ser-
vices providers.

The ratio of: Installed capacity / number of BEVs (pure electric cars), alternatively
Installed capacity / number of PHEVs (plug-in hybrids), primarily set for measuring the
status of individual markets (national), is used extensively in public discussions on the
development of charging infrastructure. comparison, or for the purpose of setting tar-
gets.

The ratio of the installed power in the charging infrastructure to the number of
electric cars or pug-in hybrids expresses the intensity and at the same time the quality
(speed) of the built and operated public charging infrastructure that individual drivers of
electrified vehicles can use. The higher the ratio, the more likely it is that drivers can
use (charge) their electric vehicle, as they will have sufficient power in the operating
charging infrastructure needed to extend the range. The indicator at the same time
integrates different charging speeds, which are directly dependent on the installed power
and thus takes into account the quality of the charging infrastructure in terms of char-
ging speed. In simplicity, for the purposes of this indicator, it is equivalent to have one
100 kW fast charger or 5 (five) 20 kW slow chargers in a given area.

However, this indicator also has its inherent shortcomings in assessing the adequ-
acy of the charging infrastructure to the number of electrified vehicles. One of the short-
comings is the concurrent charging. Imagine a situation where five electrified vehicles
arrive at one charging point with a charging power of 100 kW and at the same time the
driver's preference is to start charging their vehicle as quickly as possible, while a char-
ging speed of 20 kW is sufficient for them. As a result, a que of four vehicles will be
created. Naturally, in this situation, drivers would prefer the existence of 5 charging
points with an output of 20 kW / each charging point, which would result in the simul-
taneous charging of 5 electric cars.

Another shortcoming of this indicator is the fact, it does not take into account the
location of charging points in relation to the needs of electric car users. Similarly, it does
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not take into account important aspects that determine the use of the charging infras-
tructure, such as price, charging authorization, operational reliability of the charging
infrastructure, and the like.

Charge up Europe, which brings together major charging infrastructure operators
and charging service providers in collaboration with the consulting company Arthur D
Little, has developed a methodology to set new targets for the update of the Alternative
Fuels Infrastructure Directive (AFIR). whereas this methodology sets minimum capacity
targets for charging infrastructure in Europe by 2030.

The basic logic of this methodology is the assumption that the charging infras-
tructure for electric vehicles and its future development should be derived from the goals
related to the plans for the sale of electric cars on the European market. At the same
time, the different charging usecases of electric vehicle users need to be taken into
account, with different technologies to be used for these different needs. (AC charging,
DC charging (50-150 kW), HPC charging- over 150 kW)

.In line with the already proven solution of the "egg-chicken" dilemma, in which
the development of electromobility in general (especially in Europe) recognizes that the
construction of infrastructure should be ahead in time, and thus create the preconditions
for growth in electric vehicle sales in the period from the present to 2030, the method-
ology envisages the rapid development of the charging infrastructure by 2025, which
will enable the optimal sett-up of the electromobility market in Europe in 2030.

The methodology assumes the following increase in sales of electric cars and their
share in the total fleet of passenger cars in Europe, as shown in Figure 4.

Fig. 4 Forecast of electric car sales within the EU until 2035

In a market-driven scenario we expect that 5% of all new vehicles sold
will be electrified and the xEV fleet will grow to 42 million vehicles by 2030
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At the same time, the methodology assumes that with the growing share of electric
cars in the total population of passenger cars, the number of users living in urban envi-
ronments will increase and thus their charging will be more dependent on the use of
public charging infrastructure, primarily in the fast charging segment (in contrast with
users who have access to home charging in their garages or reserved parking spaces in
parking garages). Similarly, charging requirements will be increasing in places where
electric car users are working.

Another prerequisite for this methodology for calculating the required installed ca-
pacity of the charging infrastructure as well as the total amount of electricity used to
power electric vehicles is the annual average mileage (15,000 km for BEV and 5,000 km
for PHEV), average electricity consumption per 100 km (a declining trend is expected
due to the development of technology and more significant use of smaller cars).

The above-mentioned assumptions result in a significant increase of the required
installed capacity in the charging infrastructure, which will allow the transmission of the
calculated amount of electricity (See figure below)

Fig. 5 Prediction of electricity consumption for charging electric cars within the EU
until 2030

Calculating minimal threshold

Based on our assumptions public charging will generate a total electricity
demand of 10.1 TWh by 2025 and 33.6 TWh by 2030

H Total Electricity Demand EV Charging EU
by Charging Use Case in TWh
M Home
M work
Public AC
Public DC
Il Public HPC

2020 2025 2030

Source: Arthur D. Liftle Analysis

Source: ChargeUp Europe

The methodology used by the Charge up Europe association, uses the following
assumptions to calculate the need for the number of charging stations.
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In the first place, it is based on the assumption of the ratio of charging stations to
the number of electric cars (according to different charging speeds), which reflect the
current situation (reference to EAFO). At the same time, this methodology models the
individual "usecases" of home charging, work charging, public slow charging (AC), public
fast charging (DC), and public ultra-fast charging (HPC). In connection with forecasted
level of EV sales and resulting need of electric energy needed for their charging this
methodology concludes in the main scenario to the required number of charging stations
(according to the charging speed). The assumptions regarding the ratios of the number
of charging stations to the number of electric vehicles are of an arbitrary nature, the
subsequent usability of individual types of charging stations is the result of the calcula-
tion.

In this approach, it is important to be aware of the following aspects. The business
model of charging infrastructure operators as well as charging service providers is signi-
ficantly dependent on the use (utilization) of individual charging points. The sustainabi-
lity of business in this sector is based on the assumption of a growing number of users,
which will result in an increase in the use of existing infrastructure with a consistent
increase in revenues from already implemented infrastructure investments which ena-
bles these subjects to cover fixed expenditures (in terms of financing costs and related
operating costs).

The purpose of this article is not to analyse in detail the economic nature of the
charging infrastructure operator's business model, but the key revenue generating
factors are evident. Charging infrastructure operators who have “outpaced” the growth
of the customer base through their investments in network development (many of them
with the participation of European Union funds) sometimes might have the difficulty to
cover the operating costs themselves (which are significantly affected by the capacity
component of energy distribution tariffs), not to mention the generation of resources for
further network development.

If the ratio of charging stations to the number of electric vehicles currently forms
the starting position for the next 10 years, it is appropriate / necessary to verify the
extent to which these ratios form the basis for an economically sustainable business
model.

There is a significant risk that the right decision regarding the "egg chicken" di-
lemma (infrastructure vs. electric car) will now be evaluated without taking into consid-
eration the sustainability of the economic nature of the business model and only after-
wards, when confirming the business model (and knowing an economically justifiable
minimum utilisation rates in given conditions) without the impact of subsidies, to use
the current ratio of charging infrastructure to electricity as a starting point for the future.

The methodology itself (as shown in Figure 6) predicts an even lower utilization
rate of some segments of the charging infrastructure. This is in contrast to the generally
accepted expectations of higher assets utilisation rates. It is, of course, possible to
achieve higher yields (through increasing unit prices for charging services) even with
lower utilization, but this approach would reduce the competitive advantage of the elec-
tric car over traditional internal combustion vehicles.
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Fig. 6 Prediction of the ratio of the number of charging points to the number of
electric cars within the EU by 2030

Calculating minimal threshold

The electricity demand is divided over indicative numbers of charging
points per 100 BEVs across different use cases
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The result is, in the sense of the assumptions described above, an increase in the
number of charging points as pointed out by Figure 7 below.

Understanding and correctly estimating the number of charging points broken
down by charging speed in specific markets in relation to the prediction of the develop-
ment of sales of electric vehicles and plug-in hybrid vehicles is a key prerequisite for the
development of electromobility itself.

On the one hand, building public charging points in the AC slow charging segment
is significantly easier in terms of the existence of free capacities in the affected part of
the distribution systems and ultimately significantly cheaper (in terms of hardware -
charging station prices, capacity charges), compared to the public DC and HPC fast
charge segment (for the above reasons). This also applies if we compare the equivalent
charging power (eg. 7 x AC charging station with power every 22kW versus 1 X 150 kW
DC charging station). It is clear that AC charging and DC / HPC fast charging have
specific "usecases"
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Fig. 7 Prediction of the number of charging points within the EU until 2030
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I have created two models for further research. The first has the ambition to assess
the relationship between the historical development of the AC charging infrastructure
and the sale of electric cars on the selected market. The second model has the ambition
to evaluate the dependence between the historical development of DC charging infra-
structure and the sale of electric cars on the selected market in the same time horizon.
The selected market is the region of Central Europe, specifically the member States
Slovakia, Poland, Hungary and Austria (Table 1).

For the purposes of model creation, I used a regression model of panel data with
random effects (REM). Using this model, I have examined, on the basis of historical data
(period 2012 - 2021), the dependence between the number of new registered electric
vehicles in a given year in a given country and the number of charging infrastructure
(broken down into AC chargers- stations with an output of up to 22 kW and a DC charg-
ing station with an output of more than 22 kW), which was available to the owners of
electric cars on the relevant market in the given period. GRETL software was used for
model creation and subsequent quantitative analyses. The dependent variable is BEV -
the number of "clean" electric cars, the independent variables are AC and DC charging
stations.
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The selection of the most suitable model of panel data was realized through panel
diagnostics. The random effects model (REM) appears to be a more suitable model in
terms of the results of the Hausman test (Chi-square (2) = 1.39823, statistical value =
0.497026).

The resulting estimate of the regression model is as follows:

Model 1: A random effects model using 40 observations
Comprising 4 cross-sectional units (4 countries)

Time series length = 10

Dependent variable: BEV

Coefficient Standard deviation z p-value
const 714,777 651,187 1,098 0,2724
DC -0,971081  0,292861 -3,316 0,0009 ***
AC 10,0331 1,35229 7,419 1,18e-013 ***

Based on the results of Durbin Watson (DW) statistics, which is a residue autocor-
relation test from statistical regression analysis, as well as on the Woolridge test, I have
evaluated partial autocorrelation (positive). At the same time, I have confirmed the oc-
currence of heteroskedasciticity at the level of significance of 5%, as the result of the
statistics expressed by the p value in the Bresus-Pagan test is 6.43163e-10

In order to modify the model, I have omitted AC as an independent variable in
accordance with original intention, and the modified model demonstrates the following
results:

Model 2: A random effects model using 40 observations
Comprising 4 cross-sectional units (4 countries)
Time series length = 10

Dependent variable: BEV

Coefficient Standard deviation z p-value
const 775,741 845,596 0,9174  0,3589
DC 1,08215 0,144537 7,487 7,05e-014 ***
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This model passed the autocorrelation test, while checking the homoskedasticity of
the linear model at a significance level of 0.05.

Similarly, I have adjusted the model so that I have used only the AC variable as
the independent variable, the resulting statistics are shown below.

Model 3: A random effects model using 40 observations
Comprising 4 cross-sectional units (4 countries)
Time series length = 10

Dependent variable: BEV

Coefficient Standard deviation =z p-value
const 622,829 718,214 0,8672 0,3858
AC 5,77957  0,481243 12,01 3,16e-033 ***

Presented results of Model no. 2 and Model No. 3 show at a level of significance of
5% for independent variables significantly lower values than 0.05, and therefore based
on the above I can conclude that for the variables AC and DC in the coefficient f1 of the
linear regression models (in Model 2 and Models 3) are statistically significant.

One simple but principled conclusion follows from the above. The development of
sales of electric cars (category BEV) based on the assessment of historical data in the
countries of Central Europe is significantly more sensitive to the growth of charging
infrastructure in the AC segment (normal charging with alternating current up to 22kW)
compared to the increase in charging points in Central European countries in the DC
segment (fast DC charging with power greater than 22kW).

Comparing the future needs with the current state of the charging infrastructure is
a necessary prerequisite for determining the right number of charging points divided
into public and private chargers, further broken down by charging speed in specific mar-
kets in relation to the prediction of electric vehicle sales and plug-in hybrid vehicles

The aim of the examination of dependencies within the mentioned models was to
verify the assumptions of the development of the charging infrastructure, which has
been methodologically used by the Charge-Up Europe association in its recommenda-
tions and subsequent possible adjustments of the initial assumptions.

Based on a quantitative assessment and analysis of the current development of the
electromobility sector in selected Central European countries, it appears that the Charge
- Up for Europe association insufficiently evaluated in its methodological approach the
historical dependence between electric vehicle sales and infrastructure development by
individual segments (AC) versus DC).

81



Tab. 1 Number of AC and DC charging infrastructure and number of electric cars in
the period 2011 - 2021 in Slovakia, Austria, Poland and Hungary

Tr——

Source: own research

Conclusion

Despite the positive development of electric car sales in the last quarters of 2021
within the EU, there are fundamental regional differences in individual Member States.
The current debate on the reassessment of binding targets under the motion of modifi-
cation of the Directive on the Deployment of Alternative Fuels Infrastructure is the best
time to take into account regional differences. It is very necessary that economic pre-
conditions for the sustainability of the business models of the key players concerned
(e.g. charging infrastructure operators) must also be taken into account. As further sub-
sidies for charging infrastructure development through public funds are expected, it is
appropriate to assess whether the current setting of charging stations to electric vehicle
ratios (including the setting of the charging station’s structure itself) is sustainable in the
long run.

The article mentions the weaker points of the methodology that is articulated in
the public debate, especially in the area of indicators and assumptions, while the aim is
not to identify these points and make them subject to self-serving criticism, but rather

82



to point out possible consequences that would ultimately affect the entire electromobility
sector in a long run.
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Possibilities of sponsorship in golf

Lucia Malickova!

Abstract

Sports has not already been for a long time only entertainment but business of many
millions. Sports clubs, but athletes themselves want to achieve the best results as much
as possible. When they achieve wished success they bring bigger interest of fans and
this causes increased interest of sponsors and the final consequence is increased income.
Sports institutions are managed like business and to achieve their aims they use similar
marketing tools. Sponsorship creates the big part of sports marketing. Well-elaborated
sponsorship concentrates on emotions and is able to be well-directed. Rise of awareness
of given brand is the biggest contribution . The article brings the base for identification
of sponsorship used in golf branch. We do not only focus on golf sponsorship in the
world but in Slovakia as well from the point of view of golf institutions, events, but mainly
of professional golfers themselves. With the help of regression analysis and we research
aspects that influence sponsors in deciding about support of professional golfer. The aim
of the publication is to give a definition of sponsorship base in golf branch.

Key words

golf, professional athlete, sponsorship, sports marketing

JEL Classification: C12, C21, M31, M37, Z20
Received: 20.3.2022 Accepted: 28.3.2022

Introduction

The rearrangement of financial means in companies from classic marketing
communication into others, less traditional communication tools is one of trends at pre-
sent time in the field of marketing communication. The big companies more and more
often use the sponsorship which becomes more popular communicative tool. The spon-
sorship represents one of ways how to support positive perception and image of the
society. It is the unique form of service and reciprocal service in interest to achieve
marketing intension and goals. Its most frequent display is financing in sports, culture
and social activities. Despite that we have been fighting almost for two years with the
covid pandemic, the companies have not stopped to invest their money for the spon-
sorship. Mostly the big multinational companies sponsor sports teams and stars who
influence their fans and all nations by their performance.

They chose the most often those most successful ones , but last years when there
is an expansion of social networks the companies search among young promising spo-
rtsmen as well. If the companies are at the very birth of the next star they build up their
image far easier what is the smart solution for a small amount of money. Image and
quality are essential factors in sports field. Tiger Woods might be the typical example.

! Ing. Lucia Malickova, Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra marketingu, Dolno-
zemska cesta 1, 852 35 Bratislava, lucia.malickova@euba.sk
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The excellent golfer, but is he still the best? He was not very successful in his career last
years. !

In spite of that his incomes are enormous and they are counted in mil. Euros.
Therefore he has such lucrative contracts with companies that are willing to pay as much
as possible. Thanks to it he has tithes even hundreds another offers that he refuses.
The star like him catches fantastic attention. He is the celebrity and also the social ce-
lebrity. His popularity guarantees his lifetime at market. The bigger it is the more his
value increases — that is image. The power of Tiger is so big that as a matter of fact it
is not important which scores he plays in a particular tournament. Sports stars do not
only serve to media and sports clubs to gain popularity, but they make those companies
which support them more visible. If the companies are strong and they are the same in
their business focus, the hard confrontation begins. We can see the textbook example
in the relationship between Tittles and Callaway companies. While one of them sponsors
golf No.1, the second sponsors No.2. This is the way how companies build their image
in the eyes of their consumers. Not only the sports performance of the sportsman, but
his / her private life is important for sponsors. Publicly presented drug or sexual affairs
of Tiger Woods forced sponsors to threaten with withdrawal from the potential next
cooperation with Woods, because it might damage their reputation.

The publication is focused on the analysis of the sponsorship not only of professi-
onal golfers but also on the most important golf tournaments and the specific golf insti-
tution in Slovakia as well. The aim is to integrate the sponsorship into wider connections
within the bounds of tools of marketing communication, identification of sponsorship
tools in the world and in Slovak conditions.

1 Methods of the work

The sponsorship presents the significant tool within the bounds of communication
mix for provision of increasing in awareness of companies. The main aim of the scientific
contribution is to define the use of the sponsorship in sports field in Slovakia and in the
world on the basis of comparison from accessible information sources. The subject of
the solution is the use of the sponsorship for professional golfers, golf events and insti-
tutions. The outcome is the analysis of the current situation and forms of using this
cooperation. To achieve the aim we have analyzed sports marketing. By means of ab-
straction we have been finding information that were published in various literary works
to be able to define the main concepts of researched problems. We have realized the
analysis by gradual gathering of information, their classification, evaluation and conse-
quent interpretation. We have used synthesis for finding out connections among set
aside components, features and their interconnections and follow-up reproduction of
researched area. By using the regression model we have identified aspects which influ-
ence efficiency of the commercial sponsorship of elite professional golfers. Data for this
study were gathered on the basis of PGA statistics. Participants of this research ( N =
10 ) are the best-paid golfers in 2021.
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2 Results and discussion
2.1 The sponsorship in sport

The sponsorship in sport already appeared in ancient Greece, when winners of
Olympic competitions often got presents , refreshment, lifelong provision within the
bounds of municipal state. The sportsman was supported by the entity which did not
expect countervalue, it was something like the patron act. At the sponsorship it is always
about value and for countervalue, about services for services in return, about the recip-
rocal profit from both sides. At the end of 80 s of the 20th century the term the sports
advertisement was used that was gradually replaced with Anglo-Saxon term sponsorship
(Dvorakova, 2005). Sponsoring within the bounds of sports environment makes an
effective marketing communication tool that is one of the forms in public relations. Com-
panies try to associate their names with the sportsman himself, the club, the tournament
and to get into public awareness and strengthen their image(Tajtakova et al., 2016).

Bouckova (2003) says, the applicant for the sponsorship can be successful only
then if he puts forward to the sponsor his concept about the whole project aim, he
introduces personalities connected with the project, compares his project with similar
even competing ones, prepares his proposals for advertising and public relations activi-
ties and he also determines required amount financial means. Knowing all this the po-
tential sponsor will be able to evaluate easier the presented project from his point of
view to spend his money on a reasonable and purposeful thing for fulfilment of given
communication goals.

By means of the sports sponsorship according to Durdova (2005), teams, clubs,
sports actions institutions, sports sites can be supported , and last but not least the
particular sportsman can be supported by the sponsorship too .Individuals can be sup-
ported not only financially but with material help as well, or they can get the sportswear
or sports facilities. The success of the professional sportsman is then subconsciously
transmitted on products he promotes. The top- level sportsman has to achieve an inter-
national success in his field and he has to be different in some way from his opponents
and his sponsor can identify with him.

Sponsoring of sports team is used from top-level sport to the lowest leagues. The
sponsor provides especially finances, sports facilities, accommodation, transport, cars.
That who is sponsored offers primaril;v/ advertising on his sports dress, advertising by
means of contribution in media etc. (Caslavova, 2009). Sports clubs are sponsored in
similar way. In this case the sponsor wants to be connected with social appreciated
values and success. The sports club has sportsmen, teams, coaches who organize vari-
ous sports actions and their sponsors get opportunity to gain publicity.

A lot of sports actions carry the name of their sponsors. For example in golf it is
almost in all tournaments PGA and LPGA e.g. QBE Shootout , Sony Open Hawaii, The
American Express, AT&T Pebble Beach, Honda Classic and more. Companies gain a lot
of advantages, from admissions, VIP areas, playgrounds’ names, tickets, advertise-
ments during broadcast. Novotny (2011) claims even though this form is highly deman-
ding, very often in millions dollars, where the sponsor pays for all costs or a big part of
costs connected with organizing that event, advertising, the sportsman presence, and
it can bring extraordinary awareness of its brand. Sponsors can support even sports
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institutions, unions, federations, associations or commitees. We know also the sponso-
ring of sports compounds where the sponsor buys his right to mark his chosen sports
compound (Kunz, 2018). It is visible in the golf course not only as a support of whole
golf course but especially of its particular holes.

2.2 The sponsorship of the professional sportsman

In a professional sport the core of the product is made by quality of professional
players. Athletes are the strong marketing tool to ensure a good attendance of sports
events. Famous people have always been excellent sellers. To introduce the known face
is one of the fastest and easiest way how the company can create association of its
brand in the consumer minds. The theory of the human brand (Thompson, 2006) shows
that consumers make their own strong bonds on known people who are attractive, open-
minded, authentic and they bring positive marketing results. Personal brands of spo-
rtsmen belong among their most valuable assets. (Su, Baker, Doyle& Kunkel, 2020) and
the positive associations with brands continue even after the bad sports falls. (Pegoraro
& Jinnah, 2012), or after the sports career is finished .Michal Jordan is a good example
of that. Sportsmen get stimulus to create strong present of the brand in consumers’
minds. One of the omnipresent contexts to build a personal brand are social media.

Stars become famous not because of their extraordinary performance in the playg-
round but because of that fact who they are and how they are perceived by their fans.
(Horne, 2006). The more famous celebrity is for the widest part of population the more
effective his commercial advertisement will be. We try to create the biggest harmony
between the celebrity and the product. It is important to perceive the chosen celebrity
in the general public as to be connected with the product which promotes. The better
reputation the better is the product accepted among people. Advertising market is wild
and it can be very hard to distinguish similar products from each others. It is necessary
to find that way so that the product would be excellent in another tidings in advertise-
ments. ( Orvis, 2016 ) If we want to get the right celebrity for our campaign, in our case
a golfer, we have to look at him from more points of view. What success has he reached
in golf ? We will not be interested only in his sports career, but his private life as well. It
is important to pay an attention to all negative affairs, characteristics that are connected
with the sportsman. Of course every advertising tiding is better to accept when the
sportsman is physically attractive.

The importance of social media in sports business shows how they support mutual
actions among sportsmen and their fans. Social media has changed relationship among
sportsmen and fans, they have decreased some barriers and have made them closer.
(Pegaro, 2010). Sportsmen use social media to share their private lives, developing con-
tacts with fans, obtaining sponsors and advertising (Geurin, 2017). Except for that social
media are not used as a platform for sportsmen to be able to present their image but
they also allow fans to communicate, comment and to be in touch with sportsmen.
(Geurin-Eagleman&aBurch, 2016). As for efficiency of contributions in social media consu-
mers appreciate authenticity, and they are interested in a real, genuine sportsman per-
sonality (Frederik & Clavio, 2015, p.340).
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2.3 The sponsorship of a professional golfer

The personality of a sportsman becomes an administrator of quality and success in
a current product or society. To chose the right sportsman for a promotion of the com-
pany is a very demanding decision because the company has to be mindful of the spo-
rtsman worth, we can connect with the sportsman. The companies have to solve the
question what sportsman to chose, if the starting star or well-time proved successful
one. Tiger Woods who is the best-earned golfer in 2020 with 62,2 mil. dollars is always
a good choice. The operation on his spine and devastating car-accident in February
restricted him only in seven tournaments and financial payment was only 191 000 dol-
lars. In spite of that Woods continues to be a champion because brand keep fighting for
him. He has got in his portfolio Nike, Taylor Made, Hero Motor Corp, Bridgestone and
another dozen brands. Since then he became a professional golfer he has earned on
promotion more than 1,5 billion dollars and in prize money from PGA Tour only 121 mil.
dollars. At the beginning of 2021 he signed a lasting several years pact with franchise
2K company Take — Two Interactive Software for his golf video-game. Before he had
been a face of gaming franchise PGA Tour of company Electronic Arts in 1998-2013. At
the end of the last year he extended the contract with Monster Energy (Badenhausen,
2021).

We have identified determinants that have influenced sponsors of the professional
golfer in the regression linear analysis. (chart 1). We chose top 10 PGA golfers who are
the best-paid sportsmen in their fields in 2021 . By the method of the smallest squares
we researched the influence of the age and the number of years in a professional career.
(chart 4), the number of followers on Facebook and Instagram (chart 5), career victories
(chart 3), victories in the highest competitions of series Major (chart 2) on dependent
variable value of sponsor contributions that is possible to find in the chart 1. Because
we chose only 10 golfers we made the analysis individually to prove the statistical signi-
ficance in particular cases.

Chart 1 The influence of individual factors on sponsor contributions in 2021

PG Face- Caree Ma-
Ag A book Insta. r jor Sponsor

Name e (y.) follow. follow. wins wins 2021

TigerWoods 45 25 3224614 ’ (7)88 82 15 62 000 000
Phil Mickelson 51 29 76 283 1 588 45 6 42000 000
Dustin Johnson 37 14 314 456 1 égg 24 2 16 000 000
Rory Mcllroy 32 14 1367118 ’ (2)88 20 4 28000 000
Jordan Spieth 28 9 589 129 1 ggg 12 3 25000 000
Justin Thomas 28 8 5000 1 588 14 1 7 000 000
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Bryson

DeChambeau 28 5 111 198 811 000 8 1 9 000 000
Xander Schauffele 28 6 2509 253 000 4 0 7 000 000
John Rahm 26 5 99 864 427 000 6 1 6 000 000
Hideki Matsuyama 29 8 0 78 300 7 1 10 000 000

Source: the own chart

Chart 2 The influence of factor of Major tournaments on sponsor contributions

Coefficient  Std. Error  t-ratio p-value Confidence interva
const 7,62668 2,27111 3,358 0,0100 (2,38948,
12,8639)
Major wins 3,99215 0,418856 9,531 1,21e-05 (3,02627,
4,95804)
Mean dependent var 21,20000(S.D. dependent var 18,54005
Sum squared resid 250,3890|S.E. of regression 5,594518
R-squared 0,919062 |Adjusted R-squared 0,908945
F(1, 8) 90,84140|P-value(F) 0,000012
t(8, 0,025) 2,306

Source: the own chart

¥, = 7,62668 + 3,99215x; (1)

Provided on the understanding that the professional golfer does not win either one
Major tournament he obtains on the average 7,6 mil. dollars on sponsor contributions.
When there is one more victory in Major tournament total sponsor contributions incre-
ase on the average almost about 4 mil. dollars. The creation of the prognosis : If the
professional golfer wins 5 Major tournaments , estimated total sponsor contributions will
be 27,58 million. If he won 10 tournaments estimated sponsor incomes from sponsoring
would be 47,53 mil. dollars.

P{3,02627 < B, < 4,95804} = 0,95 (2)

Confidence interval : In 95 % cases of 100 after increase in Major victories about
1, sponsor contributions increase about more than 3 mil. dollars and less than 4,96 mil.
dollars.

Hy: B =0 (3)
Hi:B; #0 4
9,531 > 2,306 (5)

Because the inequality applies, we reject the zero hypothesis, the regression coef-
ficient is statisticaly significant - the number of Major victories influence the height of
sponsor contributions of the professional golfers.

Hy: By = 2,5 )
HO:B]. * 2’5 (7)
[P22525 5 2,306 - 3,56244 > 2,306 ®)

0,418856

89



We reject zero hypothesis HO, that with the increase in the victory of Major tour-
nament about 1, the total sponsor contributions rise about 2,5 mil. dollars. By the reg-
ression model with the independent change the number of victories of Major tourna-
ments, we can explain 91,91 % of variability of total sponsor contributions. The rest
8,09 % of variability of total contributions are caused by factors that are not put into
the regression model and accidental influencers.

Chart 3 The influence of the career victory on sponsor contributions in 2021

Coefficient p-value Confidence interval
Variable const 5,22250 0,1089 (-1,45352, 11,8985)
Career wins 0,719707 4,56e-05 (0,510980, 0,928435)

Source: the own chart

9, = 5,22250 + 0,719707x; (9)

Provided that the professional golfer does not win either one tournament , he ob-
tains on the average 5,2 mil .dollars on sponsor contributions. When he wins one more
in the tournament total sponsor contributions rise on the average almost about 719, 7
thousand dollars. The creation of the prognosis : If the professional player wins 5 classic
tournaments, estimated total sponsor contributions will be 8,82 million. If he won 10
tournaments , estimated total sponsor contributions would be 12,42 mil. dollars from
sponsoring. In 95 % cases of 100 after increase in Major victories about 1, sponsor
contributions rise more than about 511 thousand dollars and less than 928 thousand
dollars.

Hy: B =0 (10)
Hy:B; #0 (11)
7,951 > 2,306 (12)

Because the inequality applies, we reject the zero hypothesis , the regression co-
efficient is statistically significant - the number of victories influences height of sponsor
contributions of professional golfers.

Hy: B, =0,5 (13)
Hy: By # 0,5 (14)
|m| >2306 — 2427 > 2,306 (15)

0,0905148

We reject the zero hypothesis HO that with increasing of the victory in the tourna-
ment about 1 total sponsor contributions will rise about 500 thousands dollars. By the
regression model with the independent change the number of victories in classic tour-
naments we can explain 88,78 % of variability of total sponsor contributions. The rest
11,22 % of variability of total sponsor contributions are caused by factors that are not
put into the regression model and accidental influences.
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Chart 4 The influence of the age factor and the length of the professional career
on sponsor contributions

Coefficient p-value
Const 54,5450 0,1550
Profesionals year 4,65631 0,0240
Age —-2,72944 0,1340
R-squared 0,854361|P-value (F) 0,001179

Source: the own chart

9, = 54,5450 + 4,65631r, — 2,72944v, (16)

Provided that the professional golfer is 30 and his professional career is 10 years,
his sponsor contributions would be 19,22 mil. dollars.

H,: model is not statistically significant (17)
H,:model is statistically significant (18)

Authentication of statistical significance of the model as a whole, where p-value is
0,001179 that is smaller than 0, 05, it means that the regression model is statistically
important. By the regression model with the independent change of the golfer’s age
and the number of years of his professional career , we can explain 85,44 % of variability
in total sponsor contributions .The rest 14,56 % of variability of total sponsor contri-
butions are caused by factors that are not put into the regression model and accidental
influences.

Chart 5 The influence of the factor of followers on social networks and sponsor
contributions

Coefficient Std. Error t-ratio p-value
Follow. Facebook —0,000185240 0,000206657 -0,8964 0,3998
Follow. Insta- —0,000185173 0,000263574 -0,7025 0,5050
gram
P-value (F) 0,581808

Source: the own chart

We evaluate the influence of followers on Facebook and Instagram on sponsor
contributions.
Hy:model is not statistically significant (19)

H;:model is statistically significant (20)

The authentication of the statistical importance of the model as a whole, at p-value
0,58 that is not smaller than 0,05, it means, that the regression model is statistically
insignificant . That fact how many followers the golfer has on social networks is not
statistically important.
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2.4 The sponsorship in a golf field

Golf belongs to 10 sports in the world with the highest number of players and
therefore it attracts the sponsor support. It is inevitable for companies to increase the
value of their brand at a suitable sponsorship at the most suitable sports event. The
choice of the right event creates the way to get a better attitude to the target audience.
(Shani& Sandler, 2006 ). It is important to understand a broad range of marketing ini-
tiative that are connected with sponsoring. Merchants should make every effort to create
the relationship with sports event which is attached to firms by sponsored sport. The
organizers of specialized sports events should realize that sponsoring at their events can
be devaluated. (Miloch & Lambert, 2006 ) . For example for the furniture-making firm is
hard to have a profit from sport. Vice versa, car-maker that makes the important value
to speed and technology can create the positive image in the relation towards to the
furniture-making firm. Therefore the positive changes in a firm value can be add in a
good harmony between the sports event and sponsoring.

The name of the general sponsor in a tournament is held during the whole season
within the highest series of PGA golf events. We can find here such names of car-industry
companies — BMW, Honda but agriculture machinery John Deer as well. IT companies
as AT&T, Sony, Dell are generally big supporters and various companies from the finan-
cial field RSM, American Express, Farmer Insurance, RBC, Wells Fargo, Charles Schwab.
The one of the biggest sponsor within PGA tour is a corporation FedEx and the ranking
of the best golfers in the world holds its name. In Slovakia there is a different situation.
The only one professional golf tournament exists at present in Slovakia - called Slovak
championship open, where IT sector companies , banking and insurance sectors, but
also smaller local enterprises are involved. Golf in Slovakia still is not popular enough to
attract companies with high sponsor contributions. For instance in the USA the general
sponsor has to pay several mil. dollars so that the tournament could have his name.
Within Slovak championship open the general partner has to pay 10 000EUR. The part-
nership at this tournament begins from 1350 EUR when the company gets the logo in
the partner chart, branding on TV Golf channel, branding on the tee, the playing position
in PRO — Am and the logo in Golf magazine.

Sponsoring in golf last but not least makes the sponsorship of sports compound.
The sponsor buys on the golf course the right for marking the whole sports compound
or his hole on the 18-hole course. Only two golf courses in Slovakia have the names of
the general partner. The Sedin golf resort has the name of insurance stockbroking com-
pany Granden and The golf resort Skalica has the name of industry processing Grafobal.
We can see mostly sponsoring of the hole itself in Slovakia and it is on the average 5000
EUR per year. The company ensures that way advertising space on the billboard on the
course, the logo in the score card, tee marking with the company name but also hospi-
tality programme including social events for partners, VIP car-parking but also enlarged
golf service.

National or regional golf institutions can also gain support from companies. On the
territory of The Slovak Republic there is The Slovak golf association active which is sup-
ported by companies. It is interesting to know that this association has not had the
general partner yet. Its main partners are Radio and TV of Slovakia and worldwide ne-
twork of consulting companies that provide service in the field of audit, tax and
consulting KPMG. The media partner is The golf report magazine. The another partners
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are Lucka, 02 business services, Gordana - glass, The national sports center, Ecofis and
the golf booking system TeeTime.

Conclusion

Golf offers for sponsors the extremely attractive demographic group. Companies
connect their names with the professional golfer, the golf institution and the golf com-
pound. When they make the right choice of golfer the company analysis his significance,
relevance, reputation and his difference. At the end of the company decision the com-
pany will decide if the personality of the professional golfer can be the holder of their
message.

We used the regression analysis in our research at identification of determinants
that influence sponsors of top 10 PGA players who are the best-paid golfers in 2021.
Because we watched only a small amount of players we had to find the influence of the
age and the number of years in the professional career, the number of followers on
Facebook and Instagram, career victories, victories in the highest competitions of series
Major individually. The influence of Major victories became the most relevant factor
which has an influence on sponsors in the highest rate. The regression model coefficient
of the value 0,000012 is statisticaly important. By the regression model we can explain
91,91 % of variability of total sponsor contributions. The formulation of the hypothesis
of the number in victories on the amount of sponsor contributions with p-value 0, 000046
is statisticaly important. By the regression model with the independent change the
number of victories in classic tournaments, we can explain 88,78 % of variability of total
sponsor contributions. By checking out of statistic importance of the model as a whole
with p-value 0, 001179 we confirmed statistic importance of the influence of the golfer
age and his number of years in his professional career. By the regression model with the
independent change of the age and the number of his professional career we can explain
85,44% of variability of total sponsor contributions. At p-value 0,58 we proved that the
regression model is statisticaly not important on sponsor contributions at the influence
of followers on social networks.

The value of company can increase in a good harmony between the sports event
and sponsoring. Within the highest series of PGA tour a lot of tournaments have the
name of the general sponsor. We can find here the names of car-industry, IT companies,
financial corporations or the biggest transport company. Because golf is still not suffi-
ciently popular in Slovakia to attract firms or companies with high sponsor contributions,
especially strong companies of IT sector, banking and insurance industry to support it.

The sports compounds have gained the support of companies as well. The sponsor
buys the right to mark the whole of the sports compound, or the particular hole. Only
two golf courses have the name of the general sponsor in Slovakia. The support of the
particular hole is more popular. Last but not least the sponsor can be connected with
socially appreciated value and with success of the golf association of international or
regional importance. On the one hand all these mentioned attributes develop sports field
of golf, on the other hand increase the value of the firm or the company that supports
it. Therefore we consider this form of marketing communication one of the most
effective.
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Abstract

The support of the environmental approach of the automotive industry is represented
by the concept of electromobility, or more precisely production of ecological cars. The
Importance of electromobility in the world has been growing for a long time now. The
main determinants that currently determine the development of electromobility in the
world are mainly the mileage range of electric vehicles, their price and charging speed.
The aim of this paper is to analyze and evaluate the global and European electric car
markets. At the same time, we will be using the PESTLE analysis to identify key factors
that affect the development of electromobility and the number of electric cars.
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Introduction

Today, up to a quarter of global energy production is consumed by transport, which
also accounts for a fifth of global carbon dioxide production. That is why automotive
companies, battery manufacturers, innovators, cities and states are working hard to
make transport greener. Increasingly stringent emissions regulation is forcing the mas-
sive introduction of low- or zero-emission vehicles. The support of the environmental
approach in the automotive industry is represented by the concept of electromobility, or
more precisely production of ecological cars. At present, electric cars are the only com-
mercially available vehicles with zero emissions. Although electromobility is not the only
way to meet emission limits, it is the most ready-to-use solution available for series
production. Other alternative drives (especially hydrogen fuel cell cars) are not yet ready
for mass production.

Because of that, the importance of electromobility at present time is constantly
growing. We call electromobility the whole concept involving battery manufacturers,
electric vehicle manufacturers, cities and states, energy users and distributors
(Janousek, 2014). The central elements of the whole concept are electric vehicles,
supplemented by charging infrastructure, information technology and legislation.

In the upcoming years, electromobility, especially in conjunction with the develop-
ment of smart electric networks, it is expected to provide new jobs and at the same time

! This paper is the output of the project VEGA 1/0046/20 Consumer attitude in relation to electromobility on
the car market in the Slovak Republic.

2 doc. Ing. Monika Matusovicova, PhD., University of Economics in Bratislava, Faculty of Commerce, Depar-
tment of Marketing, Dolnozemska cesta 1, 852 35 Bratislava, e-mail: monika.matusovicova@euba.sk
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contribute to the protection of the earth's climate and reduction of fossil fuel consum-
ption through greater use of renewables.

1 Methodology

The aim of this paper is to analyze and evaluate the global and European electric
vehicle market and using the PESTLE analysis to identify the key factors that affect the
development of electromobility and the number of electric vehicles.

In order to achieve the set goal, the paper uses classical scientific methods such
as analysis, synthesis, description and comparison. We have worked with data and sur-
vey results reported in studies by international consulting companies and research agen-
cies IEA, Statista, Roland Berger&fka and KPMG. For logical justification of the conclusi-
ons was used the method of deduction.

2 Results and Discussion

2.1 Current state of the electric car market

The electric car market is a young and fast-growing segment of the automotive
industry. Even at the beginning of the millennium, electric cars represented a completely
negligible part of the global market with approximately tens of pieces.

A significant rise in the global electric car market can be observed in 2010, when
the total number of electric cars sold more than doubled compared to 2009 and amoun-
ted to approximately 16,500 units. An even more significant increase in sales occurred
in 2011, when the number of electric cars reached just over 55,000, which meant more
than a threefold increase compared to the previous year (IEA, 2017).

Graph 1 Electric car sales worldwide (BEV, PHEV)
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Source: KORDS, M. 2021. Absatz von Elektroautos weltweit bis 2020. Available from: https://de.sta-
tista.com/statistik/daten/studie/406683/umfrage/anzahl-der-verkaeufe-von-elektroautos-weltweit-prognose/.
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In the following years, the number of electric cars sold, as illustrated in Graph 1,
approximately doubled on year-to-year basis. In 2017 more than a million electric ve-
hicles were sold worldwide for the first time, in 2020 sales rose to 3.183 million electric
cars (Kords, 2021).

Since the beginnings of the electric car industry, the United States has played a
major role in the development and number of electric cars. Until 2010, they clearly do-
minated the entire market. Since the "electric car boom" began in 2010, other countries
have begun to join. In 2010, it was mainly Japan and Norway, where electric cars are
very popular. The dynamically developing electric car market in China surpassed the
United States in 2015 and China became a leader in electric car sales. Statistics declare
more than 1.3 million e-cars sold in 2020, making China the clear market leader. Accor-
ding to a study carried out by the International Energy Agency, electric car sales are
currently concentrated in ten countries - China, the United States, Germany, Norway,
the United Kingdom, Japan, Canada, France, the Netherlands and Sweden (IEA, 2021).

The Chinese market is currently the largest electric car market in the world. China
not only sells but also produces more electric cars than in all the other countries in the
world combined. The most populous country in the world is expected to maintain this
significant lead it has gained in electromobility. According to experts from the consulting
firm Roland Berger&fka in their most recent study the E-mobility index 2019, China was
ranked first among the seven most important countries. China is followed by the USA
and Germany.

Graph 2 The most important countries in the global electric car market
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Source: Study E- mobility index 2019. Roland Berger&fka, Munich, November 2019, p. 7. Available from:
https://www.fka.de/images/publikationen/2019/E-Mobility_Index_2019.pdf.

China is currently the world leader in production, sales and number of registered
electric vehicles. The interest of Chinese citizens in electric cars is not only documented
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by the highest number of new electric car registrations, but also for example by the fact
that they have a great choice of vehicles. Chinese customers can choose from more than
75 different models, which is incomparably more than customers in the United States or
Europe (Hertzke - Miiller - Schenk, 2017).

The United States has played a key role in the development of the electric car
market. Initially, they dominated the entire market in terms of production, development
and registration of electric cars. Since 2005, i.e. since the statistics are available, the
United States has been the market leader in electric cars, but in 2015, China came to
the lead. According to an analysis by the company Navigant Research, the number of
electric vehicles in the United States should reach 1.1 million by 2024 (Zuffa, 2018).
Sales are dominated by Tesla. The best-selling model is the Tesla Model 3, followed by
the Model X and the Model S. The Bolt EV model from company Chevrolet (Wagner,
2020) is also successful in sales.

The European electric car market has started to develop more since 2009. Since
this year, the number of electric cars on European roads has been growing constantly.
While in 2013 more than 55,000 electric cars were newly registered in European coun-
tries, in 2015 it was almost 150,000 electric cars and in November 2021, 1 million electric
vehicles were registered for the first time (Hennsler, 2021).

Graph 3 shows the European markets according to the highest number of new
registrations in 2019 and 2020. Germany is currently the leader in electromobility in
Europe with 394,943 newly registered electric vehicles. In 2020, the second highest
number of registrations was reported in France. Specifically, there were 185,719 newly
registered electric vehicles. The United Kingdom ranks third in the number of new reg-
istrations with 175,082 vehicles, followed by Norway with 105,709 registered electric
cars. Sweden closes the top five with 94,077 newly registered electric cars.

Graph 3 Electric car sales in Europe in 2019 and 2020 (newly registered BEV, PHEV)
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As for the best-selling models on the European market, the best-selling electric
model in Europe is, according to current statistics, Renault Zoe, followed by the second
best-selling Tesla Model 3, which is also the best-selling electric car on a global scale.
The third best-selling electric vehicle in Europe in 2020 is the Volkswagen ID.3. (Suhr,
2021).

Regarding the popularity of electric cars in European countries, Norway is clearly
in the first place, with 81 electric cars per 1,000 inhabitants. Iceland, Sweden, Germany
and the United Kingdom follow with a big gap (Janson, 2021).

Slovakia is directly affected by electromobility. However, the number of electric cars
on the roads in the Slovak Republic is very small compared to classic cars. The develop-
ment of sales of electric vehicles in Slovakia was supported by a subsidy scheme that
came into practice in November 2016. As is illustrated in Table 1, interest in alternative
battery drives has increased significantly over the next two years. We can clearly see
from the table that in 2019 no subsidy was available in the Slovak Republic. While in
2017 and 2018 the trend of newly registered cars in the category of electric cars (BEV)
was rising with 209 and 293 vehicles respectively, the year 2019 saw a drop in sales to
165 registered electric cars per year. Compared to the neighboring countries, we were
the only market where sales of electric cars declined in 2019. After the reintroduction of
subsidies, 9,014 electrified models were registered in 2020, and 918 pure electric cars
were sold, which represented 1.2 percent of all registered cars.

Table 1 Sales of electric vehicles in the Slovak Republic

2015 2016 2017 2018 2019 2020
BEV 52 59 209 293 165 918
PHEV+HEV | 131 363 1936 2434 8096
PHEV 202 863

Source: own processing from data: Rocenka ELEKTROMOBILITA. 2020. p. 17. Available from:
https://www.pcrevue.sk/library/PDF%20ARCHIV/Elektromobilita%202020+inz.pdf, Rotenka ELEKTROMOBI-
LITA. 2021. p. 37. Available from: file:///C:/Users/mmatu/AppData/Local/Temp/ELEKTROMOBI-
LITA%?202021v1.pdf.

In 2021, electric cars in Slovakia accounted for only 1.5 percent of hew passenger
car sales, which is very small compared to about eight percent on the European market.
According to the Association of the Automotive Industry, the Slovak Republic, together
with countries such as Poland, Bulgaria and Malta, is one of the few countries where
there is currently no support for their purchase (Turza, 2022).
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2.2 Selected factors of electromobility development

The importance of electromobility has been growing on a worldwide scale for a
long time now. In the coming years it is expected that the field of electromobility will
experience great development, which is supported in all developed countries of the
world. Using the PESTLE analysis will be further identified the most important factors
that affect the development of electromobility and the number of electric vehicles.

Political factors

Government subsidies for the purchase of electric cars and subsidy programs have
a significant impact on the interest in buying electric cars. The competitiveness of the
electric car industry is not yet at a level that can fully compete with the market for cars
with conventional internal combustion engines. For this reason, governments provide
subsidies and other benefits for the purchase and subsequent operation of an electric
vehicle.

As already mentioned, in recent years China has been the leader of electric cars.
The Chinese government is trying to contribute to the improvement of urban air quality
by subsidizing the electric car market. The total amount of subsidies is at the level of
23% of the purchase price of the vehicle. Only vehicles manufactured by Chinese man-
ufacturers are subsidized, which means that only Chinese vehicles are among the best-
selling models on the market. Subsidies are granted not only to regular users but also
to the manufacturers themselves who produce or plan to produce electric cars.

The United States has one of the largest and most developed electric vehicle mar-
kets. The United States government provides various types of financial and non-financial
benefits to support the roll-out of electric vehicles. Since 2010, tax breaks for the pur-
chase of an electric vehicle have been provided in the range of $ 2,500 to $ 7,500,
depending on the size and carrying capacity of the vehicle. More than half of the states
in the USA uses tax breaks, tax exclusions and tax credits to encourage the purchase of
electric vehicles. In addition to financial support, some states allow drivers of electric
cars to use reserved road lanes or vehicles are exempt from registration fees. In selected
states, electric cars are exempt from parking fees or have a toll discount (Zuffa, 2018).

EU countries governments support the purchase of electric vehicles through subsi-
dies to the citizens. Subsidies for electric cars in Europe are the highest in Norway.
Electric vehicles are exempt from VAT, do not pay road tax, are exempt from tolls, have
a 50% discount on ferry transport, can use lanes reserved for public transport, do not
pay fees for parking and entrances to city centers and are also exempt from the regis-
tration tax. Taxation of these vehicles is zero, while vehicles producing increased emis-
sions are taxed at a higher percentage. When buying an electric car in Germany, the
buyer receives a subsidy of 4,000 euros and does not pay road tax for the electric car
for the first ten years. In larger cities, electric cars also benefit from the fact that they
have free parking, reserved parking spaces and can use lanes for public transport. In
France, when buying a purely electric car, the customer receives an environmental bonus
of up to 6,000 euros and 4,000 euros as scrapping fees for old diesel models. In some
cities and regions, electric car owners do not pay property tax or road tax. When buying
a vehicle in Great Britain, a subsidy of up to £ 3,500 is provided for the purchase of an
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electric car or hybrid with electric drive, and they also do not pay registration tax or
other fees (Srpova, 2019).

To the growth in sales of electric vehicles in Slovakia also contributed a state sub-
sidy, as the first specific project in the form of direct support for the purchase of electric
vehicles, which the Ministry of Economy of the Slovak Republic began to provide in 2016.
The last support in 2020 enabled citizens, companies and cities to get a bonus of up to
8,000 euros per electric car and 5,000 euros per plug-in hybrid vehicle when buying an
electric car, up to a maximum purchase price of 50,000 euros with VAT. The develop-
ment of electromobility is also supported by a reduced registration tax, zero road tax,
accelerated depreciation of electric vehicles, the introduction of color-distinguished reg-
istration plates for electric cars and plug-in hybrids, free parking, driving in reserved
lanes or permission to enter low-emission zones.

Economic factors

The economic factors that affect the development of electromobility include in par-
ticular the price of electric vehicles, the price of electricity, the price of petrol and diesel
and the costs of operating and maintaining an electric vehicle.

Currently, the biggest disadvantage of electric cars compared to vehicles with in-
ternal combustion engines is the high purchase price. An electric car can be up to one-
half more expensive than a comparable internal combustion car. The reason for high
prices is mainly low production and expensive batteries. The development of an electric
car is a very expensive process and these costs are logically reflected in the price of the
vehicle. At present, there are also still very few manufacturers of batteries for electric
vehicles, and moreover, their production is quite low and does not allow them to optimize
production costs. For this reason, the prices of batteries are so high that they signifi-
cantly increase the overall production price of electric cars.

On the other hand, electric cars paradoxically have lower operating and service
costs. The operating costs of an electric car depend on its electricity consumption, elec-
tricity prices and service costs. This similar as in the case of internal combustion engines.
However, electric cars have the advantage that the price for electricity per 100 km is
significantly lower than the price of petrol or diesel. The same is true for service visits,
because the drive unit of an electric car is structurally simpler and less stressed. The
maintenance costs of an electric car are very low and account for about half the cost of
a vehicle with an internal combustion engine. This is due to the fact that electric cars
have fewer moving parts in the engine. Electric cars also do not need oil, spark plugs,
pumps, catalytic converters and do not require emission checks. The electric motor
therefore lasts several years even without any maintenance.

Social factors

The decisive social factors include the population's approach to the environment
and trends in the field of automobiles. According to Blahovec (2018), current trends in
the field of automobilism are new materials and electromobility. According to the con-
sulting company KPMG (2020), the key trends are connectivity, digitalization and elec-
tromobility. Another possible trend is, for example, vehicle sharing, so-called carsharing.
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Technological factors

Vehicle mileage range, battery quality and charging time are among the main tech-
nological factors in the development of electromobility. Current electric cars have a real
range of approx. 250 km. Tesla and Jaguar luxury cars offer a range of around 500 km.
Due to the length of charging and the number of charging stations, mileage range is an
important factor that determines purchasing decisions. The electric car is currently an
ideal vehicle for the city. It is quiet and does not produce emissions. On the other hand,
thanks to the new generation of electric cars and the ever-expanding network of charg-
ing stations, it is no longer the case today that electric cars are only suitable for the city.
Electric cars with a range of over 400 km can already be considered a full-fledged re-
placement for a vehicle with an internal combustion engine. The range of the vehicle is
also related to the quality of the batteries, because the better the battery, the longer
the range.

Charging time depends on the selected charging method. The basic type of charg-
ing is home AC charging. This is, of course, slower, but it can also be charged from a
standard 230 V socket or using a home wallbox. The fastest way to recharge the bat-
teries is to use fast charging stations, where charging takes 30 to 50 minutes depending
on the vehicle (PC REVUE, 2020). Charging stations are one of the most important fac-
tors for the charging speed of electric cars. Therefore, their performance is constantly
increasing.

Legislative factors

The main force of today’s transition to electromobility is the pressure of regulators.
The European Union is constantly tightening the amount of harmful carbon dioxide emis-
sions allowed. Currently, an emission limit of 95 grams of CO 2 per kilometer is set. The
intermediate target was set at 2025, when CO2 emissions from passenger cars and
commercial vehicles will have to fall by 15 percent compared to 2021. The final target
for 2030 sets a reduction in CO2 emissions from passenger cars of 37.5 percent com-
pared to 2021.

According to Deloitte, the share of electric cars will have to reach 10 percent in
2025 in order to meet the limits. By the end of the decade, every fifth car sold in the EU
will have to be an electric car. To these limits must be added the restrictions of individual
states and cities. Ireland, the Netherlands and Slovenia plan to ban the sale of internal
combustion vehicles in Europe from 2030. France and the United Kingdom have an-
nounced this measure for 2040. The most ambitious in this regard is Norway, which
plans to ban the sale of combustion cars starting from 2025 (Kvasiak, 2019).

Ecological factors

Air pollution is one of the main global problems. For those who think about pro-
tecting the environment rather than saving costs, it is good to know that electric cars do
not produce emissions during operation. However, this fact is a bit debatable, because
it also depends on what source the energy that the vehicle is supplied with comes from
and how ecological its production was.

102



The use of electric cars will solve several environmental problems, but at the same
time it will create a new one in the form of used batteries. Today, it is clear that used
batteries from electric cars can be recycled in several ways.

The first option is to disassemble the battery and reuse its functional parts. In a
similar way, batteries can be used in households as a backup source. For example, used
Nissan Leaf car batteries are applied as a source of energy to street lighting, for
caravans, apartments and houses, often in combination with solar panels (Niedermeier,
2019).

A new method of recycling was also discovered by Professor Zheng Chen, who
published a method in the journal Advanced Energy Materials, where a certain type of
battery can be used to produce a new functional battery with the same capacity and
performance (Zecha, 2020).

Conclusion

The automotive industry is undergoing a fundamental transformation caused not
only by a new regulatory framework towards emissions and technological innovation,
but also by new trends in areas such as shared economy, urbanization and the new way
of working.

Today, vehicles with conventional internal combustion engines are considered to
be one of the most significant polluters of the environment. This statement is one of the
main reasons why alternative drives, which do not show negative externalities during
the operation of the car, are beginning to come to the foreground. The support of the
environmental approach in the automotive industry is represented by the concept of
electromobility, or more precisely production of ecological cars.

Electromobility is a trend today that is moving from marginal technology for enthu-
siasts to the mainstream. The reason mainly is the activities of regulators, which signif-
icantly tighten the requirements for emissions of new vehicles manufactured by car
manufacturers. As well as support schemes for the purchase of electric cars and at the
same time restrictions on entry to cities, or the sale of vehicles with internal combustion
engines.

China is currently the world leader in the production, sale and number of registered
electric vehicles. The largest markets in Europe are Germany, France, the United King-
dom and Norway. The largest electric vehicle markets are also the most generously
subsidized markets. This leads to the conclusion that electric cars currently still need
support to be competitive compared to classical vehicles with conventional internal com-
bustion engines.

Despite the overall decline in car registrations during the COVID-19 pandemic, the
importance of electromobility in the world has been growing for a long time. According
to the BNEF analysis, the electric vehicle segment was expected to grow by 8.1% in
China and 5% in Europe in 2021 due to financial incentives and infrastructure spending
(Stock, 2021).

103



References

Blahovec, P. (2018). Aktuaini trendy v automobilovém prdmysiu. Available from:
https://www.systemonline.cz/automotive-it-pro-automobilovy-prumysl/aktualni-
trendy-v-automobilovem-prumyslu.htm.

Hennsler, S. (2021). Bis Ende November wurden in Europa 1 Mio. E Auto zugelassen.
In: Elektroauto — News 07.12. 2021. Available from: https://www.elektroauto-
news.net/2021/ende-november-europa-eine-millionen-eauto-zulassungen.

Hertzke, P. — Miiller, N. — Schenk, S. (2017). China’s electric-vehicle market plugs
in.McKinsey&Company 2017. Available from: https://www.mckinsey.com/global-
themes/china/chinas-electric-vehicle-market-plugs-in.

IEA. (2017). Global EV Outlook 2017. Available from: https://www.iea.org/publica-
tions/freepublications/publication/GlobalEVOutlook2017.pdf.

IEA. (2021). Global EV Outlook 2021.

Available from: https://iea.blob.core.windows.net/assets/ed5f4484-f556-4110-
8c5c-4ede8bcbab37/GlobalEVOutiook2021.pdf.

Janson, M. (2021). Wo E-Autos am beliebtestes sind. 30.04. 2021. Available from:
https://de.statista.com/infografik/22833/bestand-an-elektro-pkw-nach-laendern/.

Janousek, R. (2014). Ekonomické a systémoveé aspekty elektromobilid. Ceské vysoké
uceni technické v Praze: Diplomova prace.

KPMG. (2020). Automotive key trends. Available from: https://automotive-insti-
tute.kpmg.de/GAES2019/megatrends-beyond-the-obvious/automotive-key-
trends#automotive-key-trends.

Kords, M. (2021). Absatz von Elektroautos weltweit bis 2020. Available from:
https://de.statista.com/statistik/daten/studie/406683/umfrage/anzahl-der-verkae-
ufe-von-elektroautos-weltweit-prognose/.

Kvasnak, L. (2019). Zacnite si Setrit’ na elektromobil. In: 7TREND 28. marca 2019.

Niedermeierova, J. (2019). Kdyz lidé nevédi, kde si svoje auto dobiji, jednoduse si ho
nekoupi. In: Priloha Hospodarskych novin, 20. srpna 2019.

Rocenka ELEKTROMOBILITA. (2020). Available from: https://www.pcrevue.sk/lib-
rary/PDF%?20ARCHIV/Elektromobilita%202020+inz.pdf.

Rocenka ELEKTROMOBILITA. (2021). Available from: file:///C:/Users/mmatu/Ap-
pData/Local/Temp/ELEKTROMOBILITA%202021v1.pdf.

Roland Berger&fka. (2019). Study E-mobility index (2019). Available from:
https://www.fka.de/images/publikationen/2019/E-Mobility Index 2019.pdf.
Srpova, E. (2019). Podpotte elektromobily, vyzval viadu $éf Skody Auto. In: Hospoda-

Fske noviny, 19. 3. 2019.

Stock, K. (2020). As Covid-19 Hits Electric Vehicles, Some Thrive, Others Die. Available
from: https://www.bloombergquint.com/business/as-covid-19-hits-electric-ve-
hicles-some-thrive-others-die.

Suhr, F. Europédischer Elektroautomarkt nimmt Fahrt auf. 16.02. 2021. Available from:
https://de.statista.com/infografik/24193/anzahl-der-neuzulassungen-von-elektro-
autos-in-europaeischen-laendern/.

104


https://iea.blob.core.windows.net/assets/ed5f4484-f556-4110-8c5c-4ede8bcba637/GlobalEVOutlook2021.pdf
https://iea.blob.core.windows.net/assets/ed5f4484-f556-4110-8c5c-4ede8bcba637/GlobalEVOutlook2021.pdf
https://www.pcrevue.sk/library/PDF%20ARCHIV/Elektromobilita%202020+inz.pdf
https://www.pcrevue.sk/library/PDF%20ARCHIV/Elektromobilita%202020+inz.pdf
file:///C:/Users/mmatu/AppData/Local/Temp/ELEKTROMOBILITA%202021v1.pdf
file:///C:/Users/mmatu/AppData/Local/Temp/ELEKTROMOBILITA%202021v1.pdf
https://www.fka.de/images/publikationen/2019/E-Mobility_Index_2019.pdf
https://de.statista.com/infografik/24193/anzahl-der-neuzulassungen-von-elektroautos-in-europaeischen-laendern/
https://de.statista.com/infografik/24193/anzahl-der-neuzulassungen-von-elektroautos-in-europaeischen-laendern/

Turza, R. (2022). S e-autami meskame, neplnime plany EU. In: Hospodarske noviny
21. — 23. janudra 2022.

Wagner, 1. (2020). Best selling plug - in electric cars in the United States 2019. 25.8.
2020. Available from: https://www.statista.com/statistics/257966/best-selling-
electric-cars-in-the-united-states/.

Zecha, J. (2020). Identifikace trhu s elektromobily v CR. Technickd univerzita Ostrava,
Ekonomicka fakulta. Ostrava 2020.

Zuffa, M. (2018). Elektromobilita. Brno: Masarykova univerzita.

105


https://www.statista.com/statistics/257966/best-selling-electric-cars-in-the-united-states/
https://www.statista.com/statistics/257966/best-selling-electric-cars-in-the-united-states/

Financné sprostredkovanie a tzv. brokerpool

Andrea Slezakoval

Financial intermediation and the so called brokerpool

Abstract

The Financial Intermediation Act represents the fulfilment of the legisiator's intention to
unify the conditions for the distribution of financial services in the insurance or reinsur-
ance, capital market, supplementary pension saving, retirement pension saving, deposit-
taking, lending, consumer credit and housing credit sectors. The regulation of financial
intermediation has evolved dynamically over the last eleven years and has undergone
numerous changes. The increasing regulatory burden can be attributed to the fact that
financial intermediaries make a significant contribution to the conclusion of financial ser-
vice contracts and come into contact with a large number of clients. By distributing
financial products, they contribute to the profits of financial institutions, the financial
intermediaries in the economy, bringing together surplus and scarce funds. Just as the
financial crisis (and, nowadays, the pandemic crisis) has led legisiators, both national
and European, to increase the demands placed on financial institutions, so too, logically,
have the demands on the distributors of their services. The authors reflect on the ‘bro-
kerpool’ model as a way of carrying out financial intermediation.
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Uvod

Regulacia finan¢ného sprostredkovania a financného poradenstva reflektovala i ref-
lektuje na ideu vytvorenia rovnakych poziadaviek na podnikanie, ako aj na potrebu re-
guldcie Cinnosti a zabezpecenia dohl'adu (Slezékova et al., 2020). Zakon ¢. 186/2009 Z.
z. o finan¢nom sprostredkovani a finanénom poradenstve a o0 zmene a doplneni niekto-
rych zakonov v zneni neskorsich predpisov (dalej len ,zakon o financnom sprostredko-
vani) zjednotil podmienky vykondvania finan¢ného sprostredkovania a financného po-
radenstva v oblasti finan¢nych sluzieb v sektoroch poistenia alebo zaistenia, kapitalo-
vého trhu, doplnkového dochodkového sporenia, poskytovania Uverov, Uverov na byva-
nie a spotrebitel'skych Gverov, prijimania vkladov a starobného dochodkového sporenia.
Integrovana regulacia finan¢ného sprostredkovania a finan¢ného poradenstva v roznych
sektoroch neexistuje ani v prave Eurdpskej Unie, ktoré sa vyznacuje prave sektorovym
pristupom, ktory navyse nie je vzajomne plne prepojeny a zladeny, a to ani v priamo
suvisiacich oblastiach, ako je napriklad distribucia financnych nastrojov (podla MiFIDII)
a investi¢nych produktov zalozenych na poisteni (podla IDD)(Slezakova et al., 2020).

1 JUDr. Andrea Slezakova, LL.M., PhD., Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra ob-
chodného prava, Dolnozemska cesta 1, 852 35 Bratislava, andrea.slezakova@euba.sk
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Tento nedostatok konzistentnosti na Urovni eurdpskych predpisov, ktoré s zakladom
pre implementaciu v ndrodnom prave tak predstavuje velkl vyzvu pre tvorcov narodnej
legislativy (Slezakova et al., 2020).

Zakon o finan¢nom sprostredkovani umoznuje uskutoChovanie financného spro-
stredkovania niekol'kym kategoriam financnych agentov, spomedzi ktorych pozornost’
venujeme podriadenym a samostatnym finanénym agentom.

1 Metodika prace

Na zaklade analyzy boli finan¢nopravne rozdelené na jednotlivé prvky. Nasledne
boli relevantné cCasti syntézou zlozené do celku. Z poznania jednotlivych podstatnych
Casti na zaklade syntézy ako vSeobecnej poznavacej metddy mozno dospiet’ k vSeobec-
nému tvrdeniu (Mosny et al., 2018).

2 Vysledky a diskusia
2.1 Podriadeny financny agent

Podriadeny finan¢ny agent vstupuje do zmluvného vzt'ahu so samostatnym financ-
nym agentom (Slezdkova et al., 2016). Zaklad ich spoluprace tvori pisomna zmluva,
spravidla pojde o zmluvu o obchodnom zastupeni. V tom istom ¢ase mdze mat’ uzatvo-
rend pisomnd zmluvu len s jednym samostatnym finan¢nym agentom. Typicky pojde o
fyzick( osobu, ktora pracuje vo velkej distribucnej sieti samostatnych financnych agen-
tov fungujlcej ¢asto na MLM principe (tzv. multi-level marketing), ktory stanovuje del'bu
odmeny medzi viaceré Urovne predaja (Slezakova et al., 2020). Rozsah povolenia na
vykonavanie Cinnosti samostatného financného agenta (zmluvnej strany) a uzatvorené
pisomné zmluvy s financnymi institlciami v prisluSnom sektore priamo determinuje cin-
nost’ podriadeného financného agenta (Sidak et al., 2014). Z ¢oho vyplyva, Ze podria-
deny financny agent teda mo6ze ponulkat’ len tie financné sluzby, ktoré je opravneny
sprostredkovavat’' jeho zmluvny partner. Podriadeni finan¢ni agenti si povinni strpiet’
opravnenia nadriadeného subjektu zabezpecujlce riadny vykon cinnosti, ktoré budu
zmluvne zakotvené (Slezdkova et al., 2020).

Pri zacati vykondvania ¢innosti podriadenym finanénym agentom hra kl'GCovd tlohu
register finanénych agentov, financnych poradcov, financnych sprostredkovatel'ov
z iného Clenského Statu v sektore poistenia alebo zaistenia a viazanych investi¢nych
agentov (dalej spravidla len ,register") (Slezakova et al., 2020). Je vedeny Narodnou
bankou Slovenska. Podriadeny finan¢ny agent musi byt zapisany v registri. Navrhovate-
'om na jeho zapis do registra je samostatny finan¢ny agent (disponuje prihlasovacim
menom a heslom) (Slezakova et al., 2020).

V tomto kontexte vnimame elektronicky navrh na zapis ako vyustenie nadvézujlce
na existujuci zmluvny vztah (Slezakova et al., 2020). Pre uskutocnenie zapisu do registra
je nutné kumulativne naplnit’ dve podmienky, a to Uplnost’ navrhu a uhradenie poplatku

107



(Slezakova et al., 2020). Pripominame, Ze Narodna banka Slovenska pri registracii ne-
skiima ¢i navrhovany podriadeny subjekt spifa zakonné poziadavky na vykon cinnosti,
za spravnost’ a Uplnost’ idajov ex lege zodpoveda navrhovatel'. U podriadeného financ-
ného agenta méZzeme zapis do registra analogicky prirovnat’ ku konstitutivnym Gcinkom
individualneho spravneho aktu vytvarajlici novy pravny stav (Slezakova et al., 2020).
Samozrejme podciarkujeme slovo analogicky, pretoze zapis v registri nie je druhom
individualneho spravneho aktu, avsak ucinky st obdobné, nakol'ko pravna Gprava hovori
o opravneni podriadeného financného agenta na vykon Cinnosti odo dna registracie. Pre
Uplnost’ doplname, Ze o analogickych konstitutivnych Gcinkoch hovorime len vtedy, ak
su naplnené dalSie zakonné podmienky na vykon ¢innosti (poistenie zodpovednosti za
Skodu pri vykonavani finan¢ného sprostredkovania).2

O uskutocneni zapisu Narodna banka Slovenska upovedomi elektronicky samostat-
ného financného agenta - navrhovatela (Sidak et al., 2014). Tomuto ex lege vznika
povinnost’ vydat’ podriadenym subjektom osvedcCenie o zapise (Sidak et al., 2014), kto-
rého vzor ustanovuje opatrenie o registri.3 Ide o pisomny dokument, ktory preukazuje
zapis. SlUzi najma na Ucel legitimacie sa pred klientom (Slezakova et al., 2020).

2.2 Samostatny financny agent

Z hl'adiska moznosti ponukanych zakonodarcom na podnikanie v oblasti finanéného
sprostredkovania, predstavuje samostatny financny agent kategoriu, pre ktoru je pri-
znacna spolupraca s finanénymi institGciami. Samostatny financny agent je opravneny
ponukat’ vzajomne si konkurujuce financné produkty, ergo ma potencial zaujat’ klienta
Sirokou Skdlou financnych sluzieb, kedZe ma moznost’ uzatvarania pisomnych zmliv
s viacerymi finanénymi institlciami posobiacimi v prisluSnom sektore v tom istom case.
Pisomna zmluva, ktoru pravna Uprava uklada uzatvorit®, bude reprezentovana najma
zmluvou o obchodnom zastupeni (Skopova et al., 2006). Zakon o financnom sprostred-
kovani v prechodnych ustanoveniach pretransformoval subjekty, ktoré podnikali podla
osobitnych sektorovych pravnych predpisov Gcinnych do 31. decembra 2009. Do pred-
metnej kategorie boli do zodpovedajlcich sektorov zaradeni poistovaci agent, sprostred-
kovatel zaistenia, sprostredkovatel’ investi¢nych sluzieb a sprostredkovatel’ opravneny
byt’ ¢inny pre dve a viac doplnkovych dochodkovych spolo¢nosti.®

Samostatného finanéného agenta definujeme ako fyzicki osobu — podnikatela
alebo pravnickd osobu disponujicu povolenim na vykonavanie Cinnosti, ktora patri medzi
dohliadané subjekty finan¢ného trhu. Povolenie na vykonavanie cinnosti samostatného

2 Najma povinné profesijné poistenie zodpovednosti za Skodu. Porovnaj ustanovenie § 30 ods. 6 prva veta
a ods. 7 prva veta zakona o finan¢nom sprostredkovani.

3 Porovnaj prilohu ¢. 4 opatrenia o registri.
4 Porovnaj ustanovenie § 7 zakona o finanénom sprostredkovani.
° Porovnaj ustanovenie § 41 ods. 1, ods. 2 a ods. 3 zakona o finanénom sprostredkovani.
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financného agenta udeluje Narodna banka Slovenska. Danej téme sa venujeme v 0so-
bitnej kapitole. Samostatny financny agent je povinny mat’ miesto podnikania, sidlo,
organizacnu zlozku na Uzemi Slovenska.®

Odborna literatdra pri vykonavani podnikania tohto druhu uvadza ako moznu stra-
tégiu tzv. allfinance koncepciu. Ide o diverzifikacnu stratégiu, ktorej cielom je pondknut’
klientovi rozne financné sluzby ,z jednej ruky". Z hl'adiska praxe p6jde o samostatnych
financnych agentov, ktori st opravneni na vykon Cinnosti vo vSetkych Siestich sektoroch.

Samostatnému finanénému agentovi pravna Uprava umoziuje budovanie siete
podriadenych finanénych agentov za splnenia zakonnych podmienok. Samostatny fi-
nancny agent ako nadriadeny subjekt realizuje tzv. ,preneseny dohl'ad" nad podriade-
nymi subjektmi. Je povinny v pisomnej zmluve s podriadenym finanénym agentom za-
kotvit’ sibor prav, ktoré bude vo¢i nemu vykonavat’ za zakonnych podmienok.” Pred-
metné opravnenia samostatného financného agenta vnimame ako subor Specifickych
opatreni sluziacich na zabezpecenie riadneho vykonu cinnosti podriadeného finan¢ného
agenta.

V pripade, Ze na zaklade zmluvného vztahu s finan¢nou institdciou je samostatny
financny agent opravneny inkasovat, mame za to, Zze mu vznikd povinnost’ zriadit’ oso-
bitny ucet sliziaci na tento ucel (Slezdkova et al., 2016). Uvedena Uprava slizi na
ochranu finanénych prostriedkov urcenych financnej institucii alebo klientovi ¢i tretej
osobe opravnenej zo zmluvy o poskytnuti financnej sluzby (Slezakova et al., 2016). Od-
delenie prostriedkov na osobitny Ucet len potvrdzuje fakt, Zze nejde o vlastnictvo samo-
statného financného agenta. Financné prostriedky nie st zahrnuté v pripade vyhlasenia
konkurzu ani do konkurznej podstaty (Slezakova et al., 2016).

Samostatny financny agent zodpoveda za Skodu, ktoru spOsobi pri vykonavani fi-
nanc¢ného sprostredkovania a tento je povinny uzatvorit’ poistenie pre pripad zodpoved-
nosti za Skodu. Z pravno-teoretického hl'adiska Clenenia druhov poistenia podl'a pravnej
Upravy moOzeme v sllade s Obcianskym zakonnikom rozliSit' poistenie zmluvné a za-
konné (Lazar et al., 1994). PriCom poistenie zodpovednosti za Skodu spdsobenu pri vy-
kone finan¢ného sprostredkovania mozeme zaradit’ do podskupiny k povinnému zmluv-
nému poisteniu, kedy zakonodarca prostrednictvom osobitného predpisu uklada fyzickej
alebo pravnickej osobe uzavriet’ poistni zmluvu (Slezakova et al., 2016). UCelom pois-
tenia zodpovednosti za Skodu je zabezpecenie ochrany poisteného pred nepriaznivymi
nasledkami vzniku jeho zodpovednosti, ktoré by mohli mat’ az devastacny charakter, ako
aj zabezpecenie ochrany poskodeného pred negativnymi dosledkami nedostato¢nej sol-
ventnosti subjektu, ktory mu spOsobil Skodu a zodpoveda za fiu (Karfikova et al., 2010).

V nadvaznosti na predmetni funkciu profesijnej zodpovednosti poukazujeme na
zakonodarcom stanovenu minimalnu vysku poistného krytia, aby boli zabezpecené na-
roky poskodenych klientov samostatného financného agenta, ktoré mozu vzniknat’ v bu-
ducnosti a zakonné obmedzenie maximalnej vysky spoluticasti.®

¢ Porovnaj ustanovenie § 6 zakona o finanénom sprostredkovani. V sektore poistenia alebo zaistenia zakono-
darca pripusta u pravnickej osoby i Ustredie a okrem iného prechodny pobyt a miesto podnikania u fyzickej
osoby.

" Porovnaj ustanovenie § 29 ods. 4 zakona o finanénom sprostredkovani.

8 Porovnaj ustanovenie § 30 ods. 2 zakona o finanénom sprostredkovani.
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Zodpovednost’ za Skodu spOsobenl podriadenym finanénym agentom méze pre-
vziat’ zmluvny partner, t.j. samostatny financny agent.® Poistovne na slovenskom poist-
nom trhu reflektuju na ustanovenia zakona o financ¢nom sprostredkovani a ponukaju po-
istenie ,celej siete".

Z hl'adiska praxe mozno konstatovat, Ze najviac zastUpeni si samostatni finan¢ni
agenti, obchodné spolocnosti, konkrétne spolo¢nosti s rucenim obmedzenym. Predmet-
nej pravnej forme a jej budovaniu siete podriadenych finanénych agentov sa budeme
venovat' v dalSom texte.

3 ,Brokerpool"

Ciel' podnikania samostatného finan¢ného agenta tvori neustale rozsirovanie kmena
klientov. Logicky preto bude mat’ zaujem na vybudovani ¢o najpocetnejsej siete podria-
denych financnych agentov, aby tito ziskavali d'alSich zakaznikov.

V zadkone o financnom sprostredkovani absentuje regulacia, ktora by urcovala spo-
sob organizacného usporiadania podriadenych financnych agentov a ich vzajomné
vztahy. V podnikani mnohych samostatnych financnych agentov sa etabloval muiti-level
marketing.

Multi-level marketing je systémom prostrednictvom ktorého dochadza k predaju
produktov materskej spolocnosti prostrednictvom siete obchodnikov (Valentine, 2004).
Multi-level marketing predstavuje metddu predaja vyrobkov priamo spotrebitefom cez
distribUtorsku siet’, vytvorenu z nezavislych distribltorov, ktori zaGcaju d'alSich distribu-
torov, pricom prijem je odvodeny z maloobchodnych a velkoobchodnych ziskov, ktoré
su tvorené platbami za celkovy predaj vyrobkov (Clothier, 1995).

Pri uskutoc¢novani finanéného sprostredkovania muiti-level marketing predstavuje
systém, v ktorom spolocnost’ s ru¢enim obmedzenym vykonavajuca cinnost’ samostat-
ného finan¢ného agenta uzatvara zmluvy s podriadenymi finanénymi agentmi, ktori
sprostredkuvaju klientom uzatvorenie zmluvy o poskytnuti financnej sluzby. Zaroven
podriadeni financni agenti ziskavaju d'alSie osoby majlice zaujem o predmetné podnika-
nie.

V praxi sa v inominatnych zmluvach mozno stretndt’ s dojednaniami, podla ktorych
jeden podriadeny finan¢ny agent (fyzicka i pravnicka osoba) ,manazuje® urcitd organi-
zacnu jednotku tvorenl podriadenymi finanénymi agentmi (moze byt nazyvana aj ob-
chodna divizia). Ide o model pouzivany tzv. brokerpoolmi.

V danom obchodnom modeli ziskava podriadeny financény agent odplatu aj za fi-
nancné sluzby, distribuované podriadenymi finanénymi agentmi, ktorych priamo alebo
nepriamo ,priviedol® do spolocnosti s ru¢enim obmedzenym vykonavajucej ¢innost’ sa-
mostatného financného agenta. NajvysSia odplata je generovana podriadenym financ-
nym agentom, ktori si na vrchole predmetnej pomyselnej pyramidy, resp. tesne pod
nou.

° Porovnaj ustanovenie § 30 ods. 6 a ods. 7 zakona o financnom sprostredkovani.
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Organizac¢nu jednotku (tzv. obchodnu diviziu) tvori sibor podriadenych finanénych
agentov, s ktorymi mala spolocnost’ s ru¢enim obmedzenym prilezitost’ uzatvorit’ inomi-
natnu zmluvu na zaklade pricinenia ,prvotného" podriadeného finanéného agenta, resp.
kazdého d‘alSieho podriadeného financného agenta, ktory je stcast'ou predmetnej divi-
zie.

Aj napriek skutocnosti, Zze kazdy podriadeny financny agent je podnikatel'om a teda
podnikad samostatne, vznika v praxi ret'azenie podriadenych finan¢nych agentov pod se-
bou. Kazdy d'alsi podriadeny finan¢ny agent (okrem ,prvotného") bude mat’' v inominat-
nej zmluve zakotvené ustanovenie o zacleneni sa do organizacnej jednotky vytvorenej
prvotnym podriadenym finanénym agentom (a zaroven definiciu predmetnej organizac-
nej jednotky na Gcely inominatnej zmluvy). Vznik zmluvy, ako dvojstranného pravneho
Ukonu, bude vyzadovat’ dva jednostranné pravne ukony dvoch rozli¢nych stran (spoloc-
nosti s ru¢enim obmedzenym a podriadeného financného agenta), ktoré si vzajomne
adresuju a su obsahovo zhodné (Svoboda, 2005). Z Coho vyplyva, Ze budl existovat’
suhlasné prejavy vole oboch zmluvnych stran ohl'adne postavenia podriadeného financ-
ného agenta (,,neprvotného") v organizacnej jednotke. Ide o model pouzivany tzv. bro-
kerpoolmi.

K pravnej povahe ,manazovania® organizacnej jednotky podriadenych financnych
agentov ,prvotnym" podriadenym finanénym agentom uvadzame nasledovné. Mame za
to, ze ide o zastupenie.

Nevyhnutnost'ou v pravnej kvalifikacii medzi zastupcom, zastipenym a tretimi oso-
bami je rozliSovanie plnomocenstva ako jednostranného pravneho tkonu (vonkajsieho
vztahu) a dohody uzavretej medzi splnomocnitefom a splnomocnencom (vnutornym
vztahom) (Stevcek et al., 2019).

Pravne nazory na ucinky plnomocenstva sa liSia. Plnomocenstvo je osvedcenie,
resp. potvrdenie existencie prava urcitej osoby, zastupovat’ inl osobu (Dvorak et al.,
2016). Plnomocenstvo predstavuje jednostranny pravny tkon, ktorym splnomocnitel’ vy-
hlasuje voci tretej osobe alebo osobam (tzv. vonkajsi vztah), Zze splnomocnil istd osobu
ako opravnen, t.j. ako splnomocnenca, aby ho v rozsahu uvedenom v plnomocenstve
zastupovala (Svestka et al., 2008). Z hl'adiska vzniku opravnenia splnomocnenca vo
vztahu k tretim osobam obmedzit’ (iCinky plnomocenstva na deklaratérne nie je spravne
(Stevcek et al., 2019). De /ege /ata je plnomocenstvo pravnym (konom, ktory zaklada
opravnenie zastupovat'(Stevcek et al., 2019).

Vnutorny vztah je tvoreny dohodou o plnomocenstve. Dohodu o plnomocenstve
moZe reprezentovat’ akakol'vek zmluva, ktora zaklada vnitorny vztah medzi splnomoc-
nitel'om a splnomocnencom (Fekete, 2017).

Inominatna zmluva medzi spolo¢nost'ou s ru¢enim obmedzenym a ,prvotnym" pod-
riadenym finanénym agentom predstavuje podla nasho nazoru dohodu o plnomocen-
stve, slUcastou listiny, v ktorej je obsiahnutd, méze byt aj plnomocenstvo. ,Prvotny"
podriadeny finan¢ny agent a spolo¢nost’ s ru¢enim obmedzenym - samostatny financny
agent spravidla vSak nemaji zaujem na spristupnenie citlivych Udajov v nej obsiahnu-
tych tretej osobe (podriadenému finanénému agentovi z organizacnej jednotky). A preto
bude plnomocenstvo vyhotovené na ingj listine. Vo vzt'ahu k podriadenému finanénému
agentovi (,neprvotnému") bude rozhodujlce plnomocenstvo, z ktorého bude vyplyvat’
opravnenie ,prvotného" podriadeného finanného agenta v uvedenom rozsahu konat’
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za spolocnost’ s ru¢enim obmedzenym (samostatného financného agenta). V predmet-
nom plnomocenstve spolocnost’ s ruc¢enim obmedzenym splnomocni ,,prvotného" pod-
riadeného finanéného agenta spravidla na kontrolou plnenia minimalneho poctu spro-
stredkovanych zmllv o poskytnuti financnej sluzby.

Opatovne uvadzame, Ze zakon o finan¢nom sprostredkovani nezakazuje popisany
obchodny model. Povazujeme ho vSak z dovodu ochrany financnych spotrebitel'ov za
neziaduci, pretoZe je zamerany vylucne na odbyt financnych sluZieb. Uprednostiiuje
kvantitu pred kvalitou. Motivuje podriadenych finan¢nych agentov k sprostredkovaniu
maximalneho mozného poctu zmllv o poskytnuti financnej sluzby. Vyvstava otazka, Ci
tieto skutocne zodpovedaju potrebam klientov, predovsetkym neprofesionalnych.

Zaver

V zakone o finan¢nom sprostredkovani absentuje regulacia, ktora by urcovala spo-
sob organizacného usporiadania podriadenych finanénych agentov. V nadvaznosti na
uvedené sa v praxi etabloval model tzv. brokerpool. Ide o samostatného finan¢ného
agenta vykonavajluceho financné sprostredkovanie prostrednictvom podriadenych fi-
nanénych agentov. Pricom vSak zaroven umoziuje, aby existovala ,vnatornd" organi-
zacna Struktdra, v ktorej dominuje prvotnych podriadenych financny agent a pod nim
hierarchicky usporiadana skupina podriadenych financnych agentov. Prvotny podriadeny
financny agent rozhoduje o rozdel'ovani provizii, kontrolovani plnenia podmienok dove-
ryhodnosti a odbornej spdsobilosti. £rgo mozno konstatovat, ze vznikd autonémna
vetva, v ktorej prvotny podriadeny financny agent plni tUlohy samostatného financného
agenta. V tzv. brokerpoole teda moZzno obchadzat’ zakon o finan¢nom sprostredkovani
tym, ze na zaklade zmluvnych dojednani ukotvenych napr. inominatnej zmluve spolo¢-
nost, ktora disponuje povolenim na vykonavanie cCinnosti samostatného finan¢ného
agenta prizna prvotnému podriadenému finanénému agentovi fakticky postavenie samo-
statného financného agenta. V Casoch pandemickej krizy sa tento spOsob realizacie fi-
nanc¢ného sprostredkovania pouziva predovsetkym v situaciach, ak sa samostatnému fi-
nancnému agentovi nedari, tento disponuje sietou podriadenych finan¢nych agentov a
stane sUcast'ou brokerpoolu, t.j. prvotnym podriadenym finanénym agentom (vo vztahu
k svojim byvalym podriadenym finanénym agentom fakticky vystupuje ako samostatny
finanny agent). ZneuZitie prava je spojené s hladanim hranice medzi vyuZzitim prava
a jeho vykonom neopravnenym sposobom, ktory predstavuje vykon prava v sulade s li-
terou zakona, avsak v rozpore s jeho Ucelom a duchom, zahffiajlc dve roviny zneuZitie
subjektivneho prava a zneuzitie objektivneho prava (Gunarova, 2015). Zneuzitie objek-
tivneho prava, vychadza z rimskopravnej koncepcie /in fraudem legis, ktora vidi rozpor
so zakonom, ak sa niekto pridfza jeho doslovného znenia, avSak obchadza jeho vyznam
(Gunarova, 2015). M6zeme teda konstatovat’, Ze adresat pravnej normy sa sprava v su-
lade s fou, avSak vysledok predstavuje rozpor s ratio legis. Ked’ze vyznamom ani Gcelom
zékona o finanénom sprostredkovani nie je vytvaranie dvoch kategoérii podriadenych fi-
nancnych agentov (prvotnych a neprvotnych).
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Neuromarketing research using method
of electroencephalography

Michael Sagky

Abstract

This article aims to clarify the use and potential of electroencephalography methods in
neuromarketing research. Identify the main advantages and benefits of the method as
well as the prerequisites for its use. The results of research using the EEG method and
their use are a secondary goal of the scientific article. We focus primarily on research
and technology with the use of hardware and software. The article focuses primarily on
the EEG method and its main advantages and functions. Subsequent examination of the
human brain during neuromarketing research focused on consumer behavior. This article
Is intended to point out relevant facts and findings that can be obtained by the EEG
method during neuromarketing research. The output points to the possibilities and ap-
plication of the EEG in the future.
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Introduction

Many scientific studies are carried out in the same way as before. The same pro-
cedures and the same research methods are used, using technologies that require de-
manding service factors, not to mention financial and capacity options. It is also possible
to obtain relevant research results with the help of other devices that fulfill a full-fledged
function and can often replace those original technologies and devices. We are talking,
for example, about EEG devices, ie electroencephalography. The connection using EEG
technology in the brain-computer interface represents a revolutionary way of looking
into the neuro-physiological reactions within the brain, which can be monitored, evalu-
ated, and subsequently clarified. Simplifying research itself is a key option for nheuromar-
keting research as well as neuroscience as such. At the same time, accessibility itself is
much simpler and less costly compared to other types of technology and scientific pro-
cedures. There are many advantages to the EEG research method using a given device,
such as mobility, simplicity, ease, availability, accuracy, immediate real-time evaluation,
tracking and monitoring, and more. Such devices consist of a hardware part that can be
used indoors as well as outdoors. The hardware part is connected to the software, which
records and evaluates reactions and results in real-time.
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1 Methodology

This article aims to clarify the use and potential of the electroencephalography
method in neuromarketing research. Identify the main advantages and benefits of the
method as well as the prerequisites for its use. The article is intended to point out the
possibilities and application of the EEG in the future. Research methods such as syn-
thesis, analysis, and deduction were used in writing the article. Using synthesis, we
explored the links between respondents' relationships and research as such. We used
both basic and advanced technological findings on the EEG method of neuromarketing
research, which led to important results and outputs. Through analysis, we obtained the
most important information and knowledge, which later led to solutions and results in
the future. Subsequently, based on our own experience from neuroscience research
focused on consumer behavior using the EEG method, we clarified the course from the
perspective of both the respondent and the researcher. By clarifying the technological
issue itself, we concluded that the EEG method belongs to the basic and relevant possi-
bilities of neuromarketing research.

2 Results and discussion
2.1 Neuromarketing

"Neuromarketing uses neuroscience to expose consumers' subconscious decision-
making processes. Neuromarketers study brain and biometric responses as well as be-
havior to understand and shape how consumers feel, think and act." (NMSBA, 2021).

It is not possible to observe exactly the interrelationships and influences in consu-
mer behavior by traditional research methods. Neuromarketing originated naturally thro-
ugh development, research, and technological progress. Until then, it has not been pos-
sible to look into the human brain and observe the individual connections and functions
that are related to shopping behavior and decision-making. Thus, a link has been estab-
lished between the biological and social sciences, which lays a solid foundation for future
neuromarketing processes and research. The basic research outputs of neuromarketing
include finding out what product/service is desirable and popular. How the design of a
given product influences consumer behavior and decision-making. Subsequently, we can
observe the strength and importance of the brand and awareness of the brand, the way
of internal (brain) and external reactions of respondents. With neuromarketing, we con-
tinue to track the impact of our ad campaigns, videos, and promotions themselves. We
find out how the given promotions and marketing activities affect emotions and to what
extent they are attractive, concise, and able to attract. The subject of research can also
be deciding between several alternatives of advertising or campaigns, where we can use
a sample of respondents to obtain relevant data, which will then decide on the future
success of the advertising campaign. Among other research options applied to consumer
behavior, we advise observations and findings on the price of products and services
through neuromarketing research. Price is one of the key success factors, especially
when launching a product/service, but also during individual product phases and cycles.
Therefore, one of the ways to find out the optimal price of products and services is to
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use neuromarketing research. If we can use neuromarketing research to identify at least
one component of the marketing "four P's" we can talk about a big step forward in
marketing research with the connection and application of research with real business.
Assuming that consumers behave in the same way and have common and similar pat-
terns of behavior, we dare to say that neuromarketing can recognize these patterns and
then define the interrelationships and connections that can be applied in practice. Ho-
wever, many factors affect the quality and relevance of research results. One of them is
the size of the research sample.

According to Daniel Kahneman, "small samples show extreme results more often
than large samples." Therefore, research conducted on, say, a small sample of respon-
dents, such as 10, is not sufficiently relevant and worthy of a definition of consumer
behavior or patterns of behavior (Kehneman D., 2011).

2.2 Electroencephalography

Electroencephalography is a basic diagnostic neurophysiological method, which is
based on sensing the electrical activity of the brain using electrodes. At the same time,
it is the most widespread and used method of neuromarketing research. Thus, EEG is a
non-invasive electrophysiological technique that examines electrical waves emitted by
the brain, which are measured by sensors (electrodes) mounted on the scalp or special
headsets that perform the same function and are even more practical for the application
part of indoor and outdoor research. The changes observed in brain and brainwave
activity represent changes in cognitive processes and behaviors. Brain wave frequencies
are measured based on two basic metrics, namely performance, and coherence. Perfor-
mance provides a lot of activity of the brainwaves themselves at a given frequency in
real-time. Coherence aims to monitor the correlation between brain wave frequencies
between different parts of the brain. Recording a higher power frequency represents
more activity in the part of the brain in which it was observed. When a situation arises
where individual parts of the brain record activity at once, we say that it is a cognitive
process of communication between them. The research results suggest that the EEG
method of neuromarketing research is inaccurate at some moments and fails to detect
all processes correctly. These are mainly cases that take place inside the brain (emotio-
nal and memory centers). These centers send signals that often cannot reach the level
of the scalp. This means that EEG research methods are not sufficiently relevant in this
case and other neuromarketing research methods such as fMRI and the like are appro-
priate for this purpose (NMSBA, 2021).

The electrodes themselves measure the relationship between voltage voltages and
oscillation frequencies (Hz) in brain activity. EEG recognizes frequency bands such as
delta (0.5—4 Hz), theta (5-7 Hz), alpha (8-14 Hz), beta (15-30 Hz), and gamma (30—
50 Hz). Frequency bands are typical of the specific behavior of respondents (Bazzani A.
et al., 2020).

The EEG neuromarketing research method can process and record brain activity in
a very fast way. At the same time, it should be noted that EEG devices are affordable
(compared to others), they are portable, wireless, and adapted to different conditions
and ways of use. This means that the use of EEG equipment for both scientific and
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commercial purposes is gaining momentum and significantly. The possibilities of con-
necting with virtual reality and new research methods using various technologies are
opening up. Another advantage of EEG devices is compatibility with a wide range of
hardware and software devices and technologies. EEG devices can be combined with
devices to monitor the pupils and their movements. At the same time, it is possible to
observe facial movements and facial expressions. The EEG device can also be combined
with functional spectroscopy (fNIRS), and oxygenation level analysis. It is also possible
to measure the heart rate in real-time, which is used quite often in EEG. By combining
data obtained from neuro-imaging and at the same time from the physiological reactions
of the respondent, we can determine much more accurate results. Monitoring of several
physical activities (whether physiological or neurophysiological, internal or external re-
actions) guarantees higher relevance to the results of neuromarketing research. It is
important to measure and obtain more data at the same time because consumer beha-
vior is a very complex and sophisticated concept of human behavior. With the help of
neuromarketing, we can connect and clarify individual reactions to consumer behavior,
however, it is necessary to obtain them from several research sources using various
methods and equipment. We can monitor the interrelationships between brain activity
and, say, heart rate, and then evaluate impulses to given objects and stimuli. The Neu-
romarketing Scientific and Trade Association says that conducting neuromarketing rese-
arch requires a professional operation, experience, and interpretation of results. He also
informs that the use of devices such as EEG for neuromarketing purposes is conditioned
by expertise at the Ph.D. level.

EEG research allows:

¢ specify background - identify negative/positive associations that are conditioned by
monitoring advertising or marketing activities

* Find out which parts and elements of ads are of interest and which are less attractive
o find out whether, based on the advertising scene and the message, the respondents
are interested in the given product/service

* recognize reactions to a logo or brand

e we can also monitor the impact of price on a given product/service

« identify individual parts of the advertisement that are not sufficiently related to, for
example, the message or are uninteresting

» estimate the expected results of the research subject

» recognize disturbing elements of advertising or sections that may distract from the set
goal (Neurolab, 2021)

2.3 EEG Bitbrain Diadem Device

The brain-computer interface can be divided according to the part in which a spe-
cific EEG measurement takes place. It is primarily the prefrontal and frontal cortex, the
part of the brain responsible for emotional states (Yestherapyhelps, 2021). Subsequen-
tly, the frontal theta/beta ratio where we monitor the ability to remember, frontal alpha
synchronization responsible for attention but also the parts responsible for motor skills.
At the same time, the devices detect the parietal part of the brain together with the
occipital part, ie the main part of the brain.
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Bitbrain has four models in its EEG product and equipment portfolio that differ
slightly in their features. These are EEG devices Diadem, Hero, Air, and Immersive. EEG
Diadem device with 12 sensors in the prefrontal, frontal, parietal, and occipital areas of
the brain. The Hero also contains 12 sensors located in the central part of the brain, the
frontal and parietal parts. The Air model contains 12 sensors that are adapted to the
prefrontal part of the brain and also to the occipital part of the brain. The latest Immer-
sive model has the same sensor layout as the Hero. Very well compatible with the Oculus
Rift and HTC Vive Pro models, which serve as virtual reality glasses. All devices are very
well adapted to research in both interiors and exteriors.

The signal transmission itself is conditioned by the stability of Ag / AgCI sensors
with a double rotating mechanism. Each portable channel provides active shielding and
high input impedance (> 10GQ). In general, this means very low distortion and the
maximum possible fixation and connection of the sensors. This prevents problems cau-
sed by movement or electromagnetic sources. The signal transmission is 24-bit and
256Hz. The improved analog part can also recognize DC signals. It can detect low-fre-
quency waves with a high SNR, ie the signal-to-noise ratio. These indicators tell us how
the devices can perform multifunctional research functions with accurate data detection
(Alda, A. et al. 2019).

The transmitted signal quality of EEG devices intended for neuromarketing research
is crucial, as it is @ major factor in the quality and accuracy of the data obtained. To
ensure the quality of signal transmission, it is necessary to know all the functions and
settings of Bitbrain devices. Before that, however, it is necessary to place the hardware
device correctly on the respondent's head and connect it to the software part. The con-
nection of all 12 sensors guarantees the highest data recording accuracy that the device
can offer.

An experiment was conducted with 10 respondents using an EEG Bitbrain Immer-
sive device and a virtual reality adapted to a game of basketball. Respondents performed
natural movements while playing basketball, while the Immersive device recorded brain
reactions and their activity with 12 sensors. These sensors were exposed to physical
movement and their connection could be interrupted from time to time. During this
research, for example, sensor number 3 suddenly disconnected and lost the connection
that recorded the frequencies. Subsequently, he was able to connect himself and record
the interrupted activity with complete accuracy. In the software part of the Bitbrain Kit,
we can observe the individual sensors and their connections and measurement frequen-
cies. All data are displayed in a graph as well as the measurement of individual sensors
and their connection/disconnection. The green check of the individual sensors signals
the connection and, conversely, the red light indicates that the malfunction resp. a sen-
sor that is disconnected (Alda A. et al. (2019)).

As we mentioned in the previous section, the EEG Diadem device from Bitbrain is
very practical, easy, and effective just for conducting similar research to monitor emo-
tional and cognitive states and responses to the stimuli presented. The technological
part of the research is conditioned by hardware and software. It is a brain-computer
interface that records and evaluates data and brain responses. The software part repre-
sents the part that is responsible for evaluating, storing, and displaying the obtained
data and brain activities of the respondent. For neuromarketing research, it is possible
to use the Bitbrain Kit software, which is adapted to the Diadem device or competing
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software from various manufacturers. The software itself can acquire, process, and pro-
gram EEG signals and data. The advantage is compatibility with platforms and programs
such as LSL, Metlab, Python, BCI200, and OpenVibe. The Bitbrain Diadem EEG device
consists of two parts. The head unit, which is connected to the top of the head, includes
the amplifier, which provides data transmission and frequency measurement. The head
of the Diadem device is 190 g, which means that respondents during the research have
no idea that they have the device attached to their heads. The EEG amplifier has 125g,
a range of 10m using Bluetooth technology, and the ability of 8 hours of continuous
recording. It records EEG signals at a resolution of 24 bits at 256Hz, which is a sufficient
range to conduct neuromarketing research. At the same time, it is possible to use addi-
tional devices for heart rate monitoring, eye pupil monitoring, facial movements, skin
conditions, and the like. Using complementary technologies and hardware devices to
monitor other body functions, we will ensure much more relevant results of neuromar-
keting research itself. The Bitbrain Diadem has 12 sensors that record brain wave acti-
vity. They are located in specific places of the head of the device and are located in the
front middle and back, so they would optimally monitor all brain processes in individual
parts of the brain. The Diadem device is designed to be able to monitor the prefrontal
and frontal parts, the parietal part, and the occipital parts of the brain. This means that
it can recognize internal brain processes and their connections between different parts
of the brain, as we can see in Figure 1.

Fig.1 Bitbrain Diadem device. The top view shows the head (blue) and the layout of
the 12 sensors. The REF mark represents a "pin" attached to the left ear of the
respondent.

Source:Bitbrain.com/maincomponents
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The main advantages of the EEG Bitbrain Diadem device:

e Usability - the device is very quick and easy to set up and prepare for the rese-
arch itself. It is also intended for non-technical professionals and its applicability
is in any conditions

e Portability and wearability - very light and perfectly adapted to each type of
head. The sizes of the arches can be adjusted according to the requirements of
the respondent to ensure maximum comfort

e EEG sensors are perfectly positioned for the maximum possible research result

e The device can perform up to 8 hours of research continuously

e The sensors are stable throughout the research and have the ability to automa-
tically connect in the event of accidental disconnection or signal loss

e Software compatibility is at a high level and also supports Python or Matlab
programmers

e Connect and transfer using the latest Bluetooth technology

e SD storage ensures secure data storage even during long and demanding rese-
arch (Bitbrain, 2021)

2.4 Neuromarketing research using EEG technology

The subject of the research and results will be the experience with the EEG device
from the company Bitbrain in neuroscience research focused on advertising campaigns
of Slovak companies. It should be noted that the research itself was carried out by a
private company for neuromarketing business activities. It is therefore not possible to
specify and refer to the persons, companies, or specific activities in the research and
presentation of the campaigns, videos, and companies that created them. Neuromarke-
ting research focused on companies' advertising campaigns is a very effective way of
finding out the reactions of respondents, ie future consumers, to research subjects. It
can be ads, videos, images, websites, entire campaigns, messages, products and servi-
ces, design, ways of communication, and the like. We can easily research all the marke-
ting activities that a company creates and communicates. Respondents have no idea
what type of video or content will be researched because researchers are trying to pre-
vent unwanted reactions and need to identify truly relevant brain or body responses to
the research content. This means that the respondent has no idea in advance that the
adrenaline advertising campaign of the company XY or, on the contrary, a very emotional
campaign of another company will come at the moment of the research. Before the
research itself begins, the respondent should be calm and undisturbed to avoid any
interruption or lack of concentration in the conduct of the research.

The idea of the implementation of the research is as follows. Companies/firms will
contact a neuromarketing team or neuromarketing research center. The pre-established
agreement, subject to the NMSBA Code of Conduct and the Terms and Conditions, will
be clear, defined, and agreed upon by all stakeholders, including respondents and third
parties. Subsequently, the phase of addressing and obtaining respondents for the rese-
arch begins. Respondents must answer a predefined person according to specified cri-
teria. Researchers need to know the goal and target group of the research and look for
adequate respondents who can provide relevant results and data. If we were to target
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respondents outside the target group, it may happen that the obtained and implemented
outputs would not correspond to relevance and reality. Therefore, it is necessary to
obtain a target sample of respondents that belongs to the category, whether as a future
or current consumer/client or a person who is interested in the issue. The organizational
structure of neuromarketing research must have a precise structure and schedule to
avoid complications and waiting times. Since the most optimal is to conduct research at
once or. during a certain period of time, it is necessary to know and develop a schedule
of respondents based on a predetermined time of one research and all its essentials. It
is possible to optimize the research schedule for 10-12 respondents in one day if the
nature and size of the research allow it. Of course, everything depends on the size and
time required for each research. As we have stated, it is necessary to ensure a sufficien-
tly large sample of respondents to avoid skewing the results on a small sample of res-
pondents. The larger the sample of respondents, the more accurate the relevance of the
results and thus the more professional and credible.

It should be mentioned that before conducting neuromarketing research itself, it is
necessary to clarify the ethical aspects and necessary conditions that govern the neuro-
marketing codes and the neuromarketing scientific and business association itself. Res-
pondents must be provided with all necessary information on the research, experts,
subject matter, technologies used, method of procedures, use and purpose of the results
obtained, data retention, security conditions, rights and withdrawal, and other require-
ments of the neuromarketing scientific and trade association and others. institutions or
regulations. Respondents must participate in the research voluntarily. The research must
be carried out in the professional environment of the designated neuromarketing center
or an external environment if the nature of the research so requires it.

The Bitbrain Kit software launches data calibration and hardware connections to
ensure relevance and accurate activity recording. It can take several tens of seconds for
all 12 sensors to be connected, which must be green. We can do the research itself in
the mode without all activated sensors, say only at 10, but it can affect the quality of
the research itself and the accuracy of the results. Therefore, it is recommended to
calibrate and obtain a signal for all sensors. Activity in the front of the head is called.
forebrain, displayed by four sensors of the Diadem device. The midbrain sensors are
located on the top of the head, two on the right side of the front and back, and two on
the left side of the top of the head, front, and back. The last four activity sensors are
located in the back of the head for optimal monitoring of the hindbrain. The device itself
must be sufficiently fixed otherwise it cannot function properly and record brain activity.
The Bitbrain Diadem must be set up and placed on the respondent's head as it must be
comfortable and the respondent may not experience any signs of pushing or other dis-
comforts during the research. However, this does not mean that after placing and con-
necting the device, the respondent feels some unpleasant feelings of pushing or other
undesirable feelings that could disrupt the peaceful course of the research. Before the
research itself begins, it is necessary to test the correctness of all devices and their
functionality. It is a series of videos that are supposed to arouse emotion, peace followed
by adrenaline and fear, and peace again. Such a test of the correctness of the device is
necessary to recognize the individual emotions and responses of the respondent to sti-
muli such as peace, adrenaline, stress, and positive emotions. Subsequently, the res-
pondent is put to rest with his eyes closed for two minutes. Software that records brain
activity is being prepared for primary research.
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2.5 Process for connecting EEG Bitbrain Diadem devices for neuromarketing
research

1. It is necessary to connect the EEG Diadem to the amplifier, the top and side
strips, which are then placed on the Diadem device on the head. In the middle
of the head part, there is a mark that must be aligned with the respondent's
nose to ensure the correct placement of the individual sensors in their places.
If the headset is in the position and the respondent does not feel signs of
printing or feel right, it is necessary to attach an associated clip in the shape
of a pin to the left ear. It is part of the Diadem headset.

2. There are 12 sensors in the main part of the device that are needed correctly
to require the necessary signal and connection. The initial connection takes
about 10 seconds from startup. Some sensors may have an unconnected state.
The connection/disconnection of the individual sensors is indicated by the
green and red LEDs in the Bitbrain Kit software. If all lights are green, it means
the device is ready for research. If some sensors are not connected / the lights
in the software indicate a red color, then the sensors are in contact with the
contact. This is a common condition for EEG devices that may not support
signal/contact in all sensors. It is simply necessary to ensure direct contact with
the skin and then the device connects itself and records the activity of the brain
waves. This process is required until not all sensors are connected.

3. The phase of the first test consists of physical activities of the face and body.
This simple test is important, especially for the application of the signal tran-
smission quality and the ability of the EEG device to detect movements or
changes in state and to avoid affecting the results. The essence of the test lies
in opening and closing the eyes, blinking, moving the sled, hands, and a short
walk.

4. The device is connected and ready to start research if all the green light sensors
are activated, as we can see in Figure 2. However, it all depends on the nature
of the research and its purpose, as it is possible to carry out research. optimi-
zation processes, for example in the form of videos, which are supposed to
arouse various states such as fear, peace, adrenaline, happiness, rest, pleasant
feelings, and the like. Subsequently, we can find out if everything is working
properly and as expected. This is a much-needed way to test individual brain
reactions as well as external reactions, for example by monitoring eye pupils
and physical activities, including the heart rate. Using a seemingly simple test,
we can recognize that the respondent responds to the submitted videos nega-
tively / positively and his emotions match the subject of the video. (Bitbrain,
2021).
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Fig. 2 The graph shows 12 sensors that record brain activity using EEG. Real-time
brain-computer interface.

Online EEG

EEG filter: 0.5-45Hz; Scale: 7 secs, 60mV

Source: Youtube/Bitbrain

Conclusion

The use of the EEG research method for neuromarketing is one of the
basic methods by which we can carry out the research. Using the EEG method is not
only simple (compared to other methods) but also less costly. This is research that can
be carried out by researchers or a beginning neuromarketing center, and the mentioned
method represents a relevant and high-quality way of obtaining, clarifying, and imple-
menting the brain activities of respondents for the use of neuromarketing in practice.
Linking research to commercial purpose and use is one of how neuromarketing ad-
dresses the problems and challenges associated with consumer behavior. With the EEG
method, we can recognize basic but also deeper neurological relationships and con-
nections within the brain. We dare say that despite the claim that it is a basic method
of neuromarketing research, it is also very accurate and relevant. We can do research
indoors and outdoors, which no other method can do yet. EEG devices, whether helmets,
headsets, or other devices, are adapted to all conditions and activities in real-time and
can record data even during demanding physical activities. This fact represents a revo-
lutionary step in the field of neuromarketing research, as it allows doing research to
experts and researchers or companies that are interested. Consumer neuroscience is not
just a laboratory concept and its results should not be found only in centers or labora-
tories. Consumer neuroscience should be examined where the consumer is in the natural
environment, whether it is making consumer decisions online or offline. The best way to
get relevant data on consumer decisions is in the environment where they take place.
We are talking about shopping malls, shops, brick-and-mortar stores, or a space desig-
nated for that. Online shopping decisions are smart devices that could use sensors and
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cameras to detect consumers' physiological and neuro-physiological responses. The qu-
estion of the future will be how we implement consumer behavior research using EEG
technologies and other devices to monitor behavior and brain responses directly in the
consumer purchasing and decision-making process. We see very great potential for
conducting research directly in establishments and shops where win-win solutions for
consumer behavior take place. It is possible to offer special memberships and rewards,
or discounts, to consumers who are willing to participate in the research and provide
data and findings. The consumer would become a respondent at a certain point in time,
and get a headset or other device to monitor physiological and neuro-physiological re-
actions. Companies and neuromarketing researchers would thus have access to relevant
data and consumer processes that have not previously been possible to monitor in real
terms in a particular store, commercial or other space. At the same time, the consumer
and the future respondent are motivated by a reward, which works very well in most
cases. Where consumers can receive some reward (in whatever form), they rationalize
their advantages and disadvantages in a given situation. We are based on psychological-
purchasing patterns of behavior and decision-making, and we dare to say that a similar
research scheme would be successful and consumers would show interest in it without
the use of coercion and persuasion. In fact, the advantages of the research would out-
weigh the disadvantages. The research itself could be targeted, targeting specific fin-
dings. Such research would focus on a specific segment, product/products, or purcha-
sing behavior and decision-making for a specific purpose e.g. finding out what are the
disruptive elements in the purchasing process, and which parts of, say, the display or
shelf in a given store were completely ignored and, conversely, which attracted the most
attention. Subsequently, the research itself could take place in a regime of complete
freedom, where the consumer would receive a device to monitor physiological and
neuro-physiological reactions on arrival at the store and could freely shop and behave
according to the purpose of arrival at the store. Upon payment, he would hand over the
equipment that monitored the activities and would then be awarded a pre-determined
remuneration for carrying out the research. Using EEG in practice is one of the best ways
we can optimize purchasing processes, the environment, services, and all aspects that
the consumer encounters when making a purchase. We get to the point where the clas-
sic form of shopping is changing, entering the world of automation, digitization, artificial
intelligence, virtual reality, and other technological forms of the future that will not be
avoided by consumers or companies. Therefore, it is essential to obtain and evaluate
responses and consumer behavior to new and future directions and technologies that
will change our daily lives and the world.
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Ochrana spotrebitel'a a reklama
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Consumer protection and advertising
Abstract

This article deals with the issue of consumer protection that is currently under increased
attention. Its aim is to analyse the current legal regulation of advertising in the Adver-
tising Act or in other Slovak legisiation, with a focus on the legal provisions concerning
consumer protection. Advertising is an important source of information for consumers
when deciding whether to purchase goods or services. Through advertising, providers
of goods and services seek to draw attention to their products in order to gain an ad-
vantage for themselves in the market. Sometimes, however, advertising may cross the
line of permissibility, with the result that it is misleading, deceptive and unfair to the
consumer. These circumstances increase the interest in legal regulation that protects
consumers from the negative effects of advertising. In order to prevent the abuse of this
means, certain limits have been set on the legality of advertising. These limits are de-
fined in a number of private and public law provisions. Some of them are discussed in
this article.
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Uvod

Spotrebitel'ské pravo reguluje pomocou pravnych noriem vztahy medzi podnika-
temi a tymi, komu podnikatelia ponukaji svoje vyrobky a sluzby, teda spotrebitel'mi
(Drgoncova, 1., 2007). Zakladnou funkciou spotrebitel'ského prava je ochrana spotrebi-
tel'a ako slabsej strany v upravenom pravnom vztahu medzi podnikatel'om a spotrebite-
'om. SlabSie postavenie spotrebitela stvisi okrem iného aj s Uroviou znalosti o vyrob-
koch a sluzbach, ktoré ponuka podnikatel’ spotrebitel'ovi.

Zrejme kazdy podnikatel’ sa snaZi predat’ ¢o najviac svojich vyrobkov, poskytnut’ ¢o
najvacsie mnozZstvo svojich sluZieb. Za tym Ucelom propaguje svoje vyrobky, sluzby, aby
sa stali pre spotrebitel'ov atraktivnymi. Jednym zo sp&sobov umoziujlcich takito pro-
pagaciu je nepochybne reklama (Jakab, R., 2010). Reklama je ,vSadepritomna®, a preto
je nevyhnutna jej reguldcia. V pravnom poriadku Slovenskej republiky je reklama upra-
vena vo viacerych pravnych predpisoch sukromného i verejného prava.

1 JUDr. Méria Veternikova, PhD., Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra obchodného
prava, Dolnozemska cesta 1, 852 35 Bratislava, e-mail : maria.veternikova@euba.sk
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1 Metodika prace

Tento ¢lanok sa zaobera problematikou ochrany spotrebitela, pricom jeho cielom
je analyzovat’ platnG pravnu Upravu reklamy v Zakone o reklame, respektive v dalSich
pravnych predpisoch, so zameranim na zakonné ustanovenia, ktoré sa tykaju spotrebi-
tela.

Reklama predstavuje jeden z nastrojov, ktorym sa snazia podnikatelia presadit’
svoje vyrobky a sluzby. Niekedy moze prostrednictvom reklamy dojst’ k prekroceniu hra-
nice pripustnosti, ktorého nasledkom je, ze reklama voci spotrebitel'ovi pdsobi klamlivo,
zavadzajuco, nekalosUtazne. Tieto faktory zvysuju zaujem o pravnu reguldciu, ktora
chrani spotrebitel'ov pred negativnymi vplyvmi reklamy.

V zaujme dosiahnutia stanoveného ciela ¢lanku boli pri jeho spracovani pouzité
viaceré metody vedeckého skiimania. Predovsetkym metddy analyzy a syntézy. Na od-
delenie podstatnych informacii od nepodstatnych poslizila metdda abstrakcie. Zaver bol
formulovany prostrednictvom metddy syntézy a indukcie. Informacie si v Clanku zora-
dené tak, aby vytvarali jeden logicky celok.

2 Vysledky a diskusia

Reklama ma dlhodobo svoje stabilné miesto medzi prostriedkami, ktoré vyuzi-
vaju podnikatelia v boji o spotrebitel'ovu penazenku. V snahe zamedzit’ zneuzivaniu
tohto prostriedku, boli stanovené urcité hranice legalnosti reklamy. Tieto hranice su vy-
medzené v roznych pravnych predpisoch (Jakab, R., 2010). Ide najma o Zakon o re-
klame, Zakon o ochrane spotrebitel'a, Obchodny zakonnik ainé pravne predpisy.

2.1 Zakon o reklame

VSeobecnu pravnu Upravu pre oblast’ reklamy v Slovenskej republike predstavuje
zakon ¢. 147/2001 Z.z. o reklame a o zmene a doplneni niektorych zakonov v zneni
neskorsich predpisov, ktory nadobudol ucinnost’ 1. maja 2001. Tento zakon ustanovuje
vSeobecné poziadavky na reklamu, poziadavky na reklamu niektorych produktov,
ochranu spotrebitel'ov a podnikatel'ov pred ucinkami nepripustnej porovnavacej reklamy
a tiez pésobnost’ organov Statnej spravy pri vykone dozoru nad dodrziavanim tohto
zakona. Zakon o reklame je lex generalis v oblasti reklamy, pretoze pravne normy v fiom
obsiahnuté sa pouziju na regulaciu spolocenskych vzt'ahov vtedy, ak osobitny zakon (lex
specialis) neustanovuje inak.

Zakon o reklame v Uvode definuje zakladné pojmy pre oblast’ reklamy, ako reklama,
produkt, Siritel’ reklamy, tabakovy vyrobok, sponzorstvo tabakového vyrobku a objedna-
vatel' reklamy.

Reklama je predvedenie, prezentacia alebo iné oznamenie v kazdej podobe stvi-
siace s obchodnou, podnikatel'skou alebo inou zarobkovou cinnostou s cielom uplatnit’
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produkty na trhu. Ide o pozitivne vymedzenie pojmu reklama, zakon vsak zaroven vy-
medzuje reklamu aj negativne. Reklamou nie je oznacenie sidla pravnickej osoby, trva-
Iého pobytu fyzickej osoby, oznacenie prevadzkarne alebo organizacnej zlozky pravnickej
osoby alebo fyzickej osoby obchodnym menom, ako aj oznacenie budov, pozemkov a
inych nehnutel'nych veci alebo hnutel'nych veci vo vlastnictve alebo v najme tychto oséb.
Reklamou taktiez nie je oznacenie listov a obalok obchodnym menom alebo ochrannou
znamkou, oznacenie produktov alebo ich obalov Udajmi, ktoré sa musia na nich uvadzat’
podl'a osobitného predpisu (napr. identifikacia vyrobcu a dovozcu atd’.). Reklamou ta-
kisto nie je oznacenie ani zverejnenie vyrocnej spravy o hospodareni, Uctovnej zavierky,
auditu podniku alebo inych informacii o podniku, ak povinnost’ ich zverejnenia vyplyva
Z osobitného predpisu.

Pod pojmom produkt je potrebné rozumiet' nielen tovar, sluzbu alebo nehnutel-
nost’, ale aj obchodné meno, ochrannd znamku, oznacenie povodu vyrobkov a iné prava
a zavazky suvisiace s podnikanim.

Siritel'om reklamy je fyzické osoba alebo pravnicka osoba, ktord reklamu $iri.
Objednavatel'om reklamy je ten, kto si objedna u Siritel'a reklamy Sirenie reklamy.

Zakon o reklame definuje aj sponzorstvo tabakového vyrobku, ¢o sUvisi so vSeo-
becnym zakazom reklamy tabakovych vyrobkov v zakone. Sponzorstvom tabakového
vyrobku sa rozumie finanény alebo vecny prispevok alebo iné plnenie pre fyzickd osobu
alebo pravnickd osobu, na podujatie alebo cinnost, ktorého Gcelom alebo vedlajsSim vy-
sledkom je reklama tabakového vyrobku. Sponzorstvom tabakového vyrobku nie je pl-
nenie, ktoré je poskytnuté ako odplata za tovar alebo sluzbu. Zakon sucasne definuje
tabakovy vyrobok ako vyrobok urceny na fajcenie, Snupanie, cmulanie alebo Zuvanie,
ak je Co len ciastocne vyrobeny z tabaku.

Reklama nesmie obsahovat’ Cokol'vek Co znevazuje l'udskd dostojnost’, uraza na-
rodnostné citenie alebo nabozenské citenie, ako aj akukol'vek diskriminaciu na zaklade
pohlavia, rasy a socialneho pévodu. Reklama nesmie urazat’ narodnostné citenie alebo
rasu napriklad odporucanim nekupovat’ vyrobky alebo sluzby od dodavatela urcitej na-
rodnosti alebo rasy. Naopak pozitivna reklama charakteru ,Kupuijte slovenské vyrobky"
je dovolena (Kolembus, J., 2009).

Reklama nesmie propagovat’ nasilie, vandalizmus alebo vulgarnost’ a navadzat’ na
protipravne konanie alebo vyjadrovat’ s nim suhlas. Nesmie tiez prezentovat’ nahotu
l'udského tela pohorsujlicim spdsobom.

Reklama nesmie prezentovat’ produkty poskodzujlce zivotné prostredie alebo pro-
dukty skodlivé Zivotu alebo zdraviu l'udi, zvierat alebo rastlin, bez toho aby sa na Skod-
livost’ vyslovne a zretel'ne neupozornilo. Nesmie ohrozovat’ fyzické zdravie ani psychické
zdravie obCana, prezentovat’ potraviny a vyzivové doplnky tak, akoby mali Gcinky liekov.

Reklama nesmie obsahovat’ osobné Udaje, Udaje o majetkovych pomeroch os6b
bez ich predchadzajiceho suhlasu, odvolavat’ sa na vyhlasenia inych os6b bez ich pred-
chadzajlceho suhlasu a zasahovat’ do prav inych os6b bez ich sthlasu.

Reklama nesmie zneuzivat’ doveru maloletych os6b, najma podnecovat’ na sprava-
nie, ktoré moze ohrozit’ ich zdravie, psychicky vyvin alebo moralny vyvin, zobrazovat
deti v nebezpecnych situaciach.
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Reklama musi spifiat’ poZiadavky na verejné recové prejavy, dodrziavanie zasad
jazykovej kultury, gramatické a pravopisné pravidla, pravidla vyslovnosti slovenského
jazyka a ustdlent odbornd terminoldgiu.

Reklama sa nesmie Sirit’ automatickym telefonickym volacim systémom, telefaxom
a elektronickou postou bez predchadzajuceho sthlasu uzivatela, ktory je prijemcom re-
klamy a zaroven sa nesmie Sirit’ adresne, ak adresat reklamy dorucenie reklamy vopred
odmieta.

Reklama sa nesmie Sirit’ ak je v rozpore s dobrymi mravmi, prezentuje produkty,
ktorych vyroba, predaj, poskytovanie alebo pouzivanie su zakazané (napriklad drogy)
alebo ak nespliia poziadavky podla osobitného predpisu.

Od Ucinnosti Zakona o reklame (zakon €. 147/2001 Z.z.) je mozné vnasat’ do kon-
kurencného boja medzi podnikatel'mi aj prvky porovnavania. Za striktne danych podmie-
nok je povolena aj porovnavacia reklama.

Porovnavacia reklama je reklama, ktora priamo alebo nepriamo oznacuje iného su-
tazitel'a alebo jeho produkty. Porovnavacia reklama je pripustna ak:

1. porovnava tovary, sluzby alebo nehnutelnosti, ktoré uspokojuju potreby alebo
su urcené na rovnaky Ucel,

2. objektivne porovnava jednu alebo viac konkrétnych typickych, podstatnych a
overitelnych vlastnosti tovarov, sluzieb alebo nehnutel'nosti, vratane ich ceny
(pri tovaroch s oznacenim pdvodu porovnava iba tovary s rovnakym oznace-
nim),

3. nediskriminuje ani nehani ochranné znamky, obchodné mena, d'alSie rozliSova-
cie znaky, tovary, sluzby, ¢innosti alebo okolnosti sut'azitel'a,

4. nevyuziva neCestne vyhodu dobrého mena ochrannej zndmky, obchodného
mena alebo inych rozliSujlucich znakov sut’aZitel'a alebo oznacenie pévodu kon-
kurencnych produktov,

5. nepredstavuje tovar alebo sluzby ako napodobeniny alebo koépie tovaru alebo
sluZieb oznacenych ochrannou znamkou alebo obchodnym menom,

6. nevyvolava zamenu medzi obchodnikmi, medzi objednavatel'om reklamy a su-

t'azitel'om alebo medzi ochrannymi zndmkami, obchodnymi menami, inymi roz-

liSujacimi znakmi, tovarmi alebo sluZzbami objednavatela reklamy a sut’azitela,
nie je klamliva,

jej sucast’ou nie je nekald obchodna praktika.

Splnenie vSetkych kumulativnych podmienok na to, aby sa mohla porovnavacia

reklama uskutoCnit’ je v praxi narocné, preto sa s porovnavacou reklamou, aj

ked' je dovolend, v praxi stretneme zriedkavo.

10. V zakone o reklame su osobitné podmienky urcené pre reklamu:

11. alkoholickych napojov — reklama alkoholickych napojov nesmie (1) davat’ do
suvislosti spotrebu alkoholu s priaznivym G¢inkom na telesnd vykonnost' alebo
na dusevnl vykonnost, (2) tvrdit, ze alkoholické napoje maju lieCivé Ucinky,
povzbudzujuci alebo upokojujlci Ucinok alebo Ze pomahaju riesit’ osobné prob-
Iémy, (3) nabadat’ na nestriedme poZivanie alkoholickych napojov alebo pre-
zentovat’ abstinenciu alebo triezvost’ ako nedostatok, (4) zd6raziiovat’ obsah
alkoholu v napojoch ako znak ich kvality, (5) zameriavat’ sa na maloleté deti,

W o N
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12. tabakovych vyrobkov - reklama tabakovych vyrobkov je zakazana (1) na vset-
kych druhoch informacnych nosicov, (2) rozdavanim tabakového vyrobku ve-
rejnosti, (3) na reklamnych veciach, ktoré nesuvisia s fajéenim a ktoré sa roz-
davaju verejnosti, okrem reklamnych veci, ktoré sa rozdavajd na miestach pre-
daja vyrobkov, (4) prostrednictvom sponzorstva tabakového vyrobku, (5) uva-
dzanim ochrannej znamky, emblénu, nazvu alebo iného vyrazného znaku ta-
bakového vyrobku okrem ich uvadzania na miestach predaja tabakovych vy-
robkov,

13. zbrani a streliva - zakon zakazuje reklamu zbrani a streliva. Zakaz reklamy sa
nevztahuje na (1) informacie urcené len pre odbornu verejnost’ vo vyrobe a v
obchode so zbranami a strelivom, (2) reklamu zbrani a streliva v obchodoch
alebo na vystavach Specializovanych na predaj zbrani a streliva vratane ich
vykladov a prieceli alebo v Castiach obchodov uréenych na predaj zbrani a stre-
liva, (4) reklamu v odbornej literatire a v odbornej periodickej tlaci,

14. Jiekov - reklama liekov zahfia akukol'vek formu podomového informovania,
agitacnu cinnost’ alebo podnecovanie smerujlce k podpore predpisovania, vy-
davania, predaja alebo spotreby liekov. Zakazuje sa reklama liekov (1) ktoré
nie su v Slovenskej republike registrované, (2) ktoré obsahuju omamné latky,
psychotropné latky a pripravky, (3) ktorych vydaj je viazany na lekarsky predpis
alebo na veterinarny lekarsky predpis, (4) ktorych vydaj nie je viazany na le-
karsky predpis, avsak sa uhradzaju na zaklade verejného zdravotného poiste-
nia, nepredstavuje tovar alebo sluzby ako napodobeniny alebo kdpie tovaru
alebo sluzieb oznacenych ochrannou znamkou alebo obchodnym menom,

15. Dojcenskych pripravkov a naslednych dopinkovych pripravkov je pripustna len
v publikaciach zameranych na starostlivost’ o doj¢ata a malé deti a vo vedec-
kych publikaciach. M6ze obsahovat’ iba vedecky overené a vecne spravne
Udaje. Nesmie viest’ k zaveru, Ze dojCenské pripravky a nasledné dopinkové
pripravky su rovnocenné s materskym mliekom alebo Ze su lepSie ako materské
mlieko. Reklama dojcenskych pripravkov a naslednych doplnkovych pripravkov
musi obsahovat’ informacie o ich spravnej priprave a ich spravnom uZziti. Zako-
nom sa zakazuje v reklame na dojcenské vyrobky a nasledné doplnkové pri-
pravky pouzivat' slovné vyrazy ,humanizovany", ,maternizovany" alebo ob-
dobné vyrazy. Reklama dojcenskych pripravkov rozdavanim vzoriek, upozorfio-
vanim na zl'avu, pridanim dalSich vyrobkov alebo osobitnou ponukou je zaka-
zana.

Dozor a kontrolu nad dodrZiavanim zakona o reklame vykonavaju organy Uradnej
kontroly potravin — napriklad Statna veterinarna a potravinova sprava Slovenskej repub-
liky, d'alej Statny Ustav pre kontrolu lieCiv nad reklamou liekov, Ustav Statnej kontroly
veterinarnych biopreparatov a lieciv nad reklamou veterinarnych lie¢iv, Urad verejného
zdravotnictva Slovenskej republiky a regionalne urady verejného zdravotnictva nad
reklamou kozmetickych vyrobkov, potravin na osobitné vyzivové Ucely vratane dojcen-
skych pripravkov a naslednych doplnkovych pripravkov, vyzivovych dopinkov a spotre-
bitel'sky balenych mineralnych, pramenitych a pitnych vod, a Slovenskad obchodna in-
Spekcia nad reklamou tabakovych vyrobkov a ostatnych vyrobkov.

Zakon o reklame stanovuje osobitny systém sankcii, ktoré mozu byt’ uplatnené or-
ganmi dozoru. Pri zisteni porusenia zakona organ dozoru Sirenie reklamy zakaze. V roz-
hodnuti o zakaze Sirenia reklamy organ dozoru méze ulozit' povinnost’ zverejnenia tohto
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rozhodnutia alebo jeho Casti a povinnost’ zverejnenia opravného vyhlasenia v hromad-
nych oznamovacich prostriedkoch. Okrem toho méze organ dozoru za porusenie usta-
noveni Zakona o reklame zodpovednému subjektu uloZit’ pokutu. Pokuta sa moze ulozit’
do jedného roka odo dia, ked’ sa organ dozoru o poruseni zakona o reklame dozvedel
(ide o subjektivnu lehotu), najneskér vsak do troch rokov od porusenia zakona o reklame
(ide o objektivnu lehotu). Po uplynuti uvedenej lehoty dochadza k premlcaniu moznosti
udelenia sankcie.

2.2 Pravna Uprava reklamy v niektorych d’alsich pravnych predpisoch

Pravnym predpisom, ktory sa dotyka problematiky reklamy je aj Zakon o ochrane
spotrebitel'a ¢. 250/2007 Z.z. v zneni neskorsich predpisov. Tento zakon chape re-
klamu ako jednu z obchodnych praktik, pre ktoré plati, Ze nesmu byt nekalé, mat’ po-
dobu klamlivého konania alebo klamlivého opomenutia alebo byt agresivne. Klamlivou
obchodnou praktikou je napriklad vyuZzivanie redakéného priestoru v médiach na pod-
poru produktu, ked' predavajuci zaplatil za podporu predaja, bez toho, ze by to bolo
vysvetlené v obsahu alebo obrazom, alebo zvukom jasne identifikovatelné pre spotrebi-
tel'a (skryta reklama), ¢i vyzva na kipu produktov za stanovenl cenu bez toho, Ze by
predavajuci zverejnil akékol'vek rozumné dévody, pre ktoré méze predpokladat, ze ne-
bude schopny dodat’ tieto produkty alebo rovnocenné produkty, alebo zariadit’, aby do-
davku uskutocnil iny predavajuci za tdto cenu, v Case a mnoZstve, ktoré si rozumné
vzhladom na produkt, rozsah reklamy produktu a pontkana cenu (vabiva reklama). Za
agresivnu obchodn( praktiku sa povazuje zahrnutie do reklamného materialu faktdry
alebo obdobného dokumentu, ktory pozaduje zaplatenie sumy a ktory vzbudzuje u spo-
trebitel'a dojem, Ze si uz objednal predavané produkty, pricom tomu tak nie je.

Medzi povinnosti predavajiceho patri v zmysle § 4 ods. 1 pism. j) zakona C.
250/2007 Z.z. o ochrane spotrebitela uviest' v akejkol'vek obchodnej komunikacii vra-
tane reklamy a marketingu tovarov a sluzieb, ktora od spotrebitel'a vyZzaduje, aby na
ziskanie tovaru alebo sluzby kontaktoval predavajliceho telefonicky na Cisle sluzby so
zvySenou tarifou alebo kratkou textovou spravou (SMS), pravdivy a Uplny Udaj o jednot-
kovej cene volania, jednotkovej cene kratkej textovej spravy (SMS) alebo maximalnej
moznej cene volania alebo kratkej textovej spravy (SMS), ktord je povinny spotrebitel
za také volanie alebo kratku textovu spravu (SMS) preskumat'.

Ak sa v reklame uvadza predajna cena vyrobku, musi sa uviest’ aj jednotkova cena
(§ 14a ods. 8 zak. & 250/2007 Z.z.).

Obchodny zakonnik ¢. 513/1991 Zb. v zneni neskorsich predpisov vymedzuje v
§ 45 klamliva reklamu, ako jednu zo skutkovych podstat nekalej stt'aze. Klamlivou rekla-
mou je reklama tovaru, sluZieb, nehnutel'nosti, obchodného mena, ochrannej znamky,
oznacenia povodu vyrobkov a inych prav a zavazkov, ktord uvadza do omylu alebo méze
uviest’ do omylu osoby, ktorym je urcena alebo ku ktorym sa dostane, a ktora v dosledku
klamlivosti moze ovplyvnit’ ekonomické spravanie tychto oséb alebo ktora poskodzuje
alebo méze poskodit’ iného sutaZitela alebo spotrebitela (§ 45 ods. 1 zak. ¢. 513/1991
Z.z.). Klamliva reklama je koncipovana ako tzv. ohrozovaci delikt, to znamena, ze staci
moznost/, Ze by k oklamaniu mohlo dojst. Klamlivost’ je vymedzena ako spdsobilost’
uviest’ do omylu.
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Pri posudzovani klamlivosti reklamy sa zohl'adruju vSetky jej znaky, najma infor-
macie, ktoré obsahuje, o

a) tovare a sluzbach, ich dostupnosti, vyhotoveni, zlozeni, spbsobe a datume vy-
roby alebo dodania, vhodnosti a sp6sobe pouZitia, mnozstve, zemepisnom
alebo obchodnom pdvode alebo o vysledkoch ich skusok alebo kontrol,

b) cene alebo spdsobe, akym je vypocitand, a o podmienkach, za ktorych sa tovar
a sluzby dodavaju alebo poskytuju,

c) charakteristickych znakoch sutaZitel'a reklamy, najmé jeho totoznosti, kvalifi-
kovanosti, jeho chrdnenom priemyselnom prave, dusevnom vlastnictve, oce-
neni alebo vyznamenani (§ 45 ods. 2 zak. ¢. 513/2001 Z.z.).

Pravne prostriedky ochrany proti nekalej sutazi si upravené v ustanoveni § 53
Obchodného zakonnika. Podla uvedeného ustanovenia osoby, ktorych prava boli neka-
lou sit'aZou porusené alebo ohrozen€, mézu sa proti rusitelovi domahat’, aby sa tohto
konania zdrzal a odstranil zavadny stav. Dalej mézu poZadovat’ primerané zadost'ucine-
nie, ktoré sa moze poskytnut’ aj v peniazoch, nahradu Skody a vydanie bezdovodného
obohatenia. NavySe ma osoba dotknuta nekalou sit'azou eSte moznost’ domahat’ sa ako
Uspesny Ucastnik sidneho konania zverejnenia rozsudku podla § 55 ods. 2 Obchodného
zakonnika a za podmienok tam uvedenych. Pravo aby sa rusitel’ protipravneho konania
zdrzal a odstranil zavadny stav méze v pripade klamlivej reklamy uplatfiovat’ aj zdruzenie
spotrebitel'ov.

Osobitn( Upravu tykajlicu sa klamlivej reklamy potravin obsahuje Zakon o potra-
vinach ¢. 152/1995 Z.z. v zneni neskorsich predpisov. Podla § 18 ods. 1 pism. d) tohto
zakona nad dodrZiavanim zakazu klamlivej reklamy potravin sa vykonava Uradna kon-
trola. Pravnickej osobe alebo fyzickej osobe, ktora porusuje zakaz klamlivej reklamy po-
travin hrozi ulozenie pokuty. Osobitny zakaz sa vzt'ahuje na uvadzanie do obehu potravin
klamlivo oznacenych alebo ponukanych na spotrebu klamlivym spdsobom. Klamlivym
sposobom ponukania potravin na spotrebu sa pritom rozumie Ustna alebo pisomna in-
formacia o potravine oznamovana spotrebitel'ovi predavajlcim, ktora je nepravdiva, za-
vadzajlca alebo skresl'ujlica.

Zakon ¢. 129/2010 Z.z. o spotrebitel'skych tveroch a o inych Gveroch a po6zic-
kach pre spotrebitelov a o zmene a doplneni niektorych zakonov v zneni neskorsich
predpisov predpisuje v § 3 ods. 1, aké informacie sa musia objavit’ v reklame spotrebi-
tel'ského Uveru. Iné ustanovenie tohto zakona, ktoré vyslovne obsahuje pojem reklama
(8§ 22 ods. 1) uklada finanénému agentovi povinnost’ uviest’ v reklame a dokumentoch
uréenych pre spotrebitel'ov rozsah svojich pravomoci, najmé Ci pracuje vylucne s jednym
alebo viacerymi veritel'mi.

Zakon C. 308/2000 Z.z. o vysielani a retransmisii a o zmene zdkona ¢.
195/2000 Z.z. o telekomunikaciach v zneni neskorsich predpisov zarad'uje reklamu do
tzv. doplnkového vysielania a na Ucely tohto zakona definuje jednak pojem reklama a
jednak pojem telenakup, pricom obidva tieto pojmy spadaji pod SirSi pojem, a to pojem
medialna komer¢na komunikacia. Na zaklade zakona o vysielani a retransmisii tak exis-
tuje jednak vSeobecnejsia regulacia, ktora sa vzt'ahuje na cel oblast’ medialnej komerc-
nej komunikacie a jednak Specificka regulacia vztahujlca sa iba na reklamu a telenakup.
V ramci Specifickej regulacie reklamy a telendkupu zakon prikazuje vysielatel'ovi zabez-
pecit, aby nim vysielana reklama a telenakup boli Cestné a slusné, neposkodzovali za-
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ujmy spotrebitel'ov a nezneuzivali doveru spotrebitelov. Zakon tiez zakazuje alebo ob-
medzuje vysielanie reklamy a telenakupu (najméa formou obmedzenia vysielacieho ¢asu)
na niektoré druhy vyrobkov, sluzieb ¢i reklamy suvisiacej s nabozenskym citenim. Zakon
dalej stanovuje poziadavky na formu a spOsob uvadzania reklamy a telenakupu vo vy-
sielani, poZiadavky na zarad'ovanie reklamy a telenakupu do vysielania, na ¢asovy rozsah
vysielanej reklamy a telenakupu vo vysielani televiznej a rozhlasovej programovej sluzby
a ustanovuije tiez urcité obmedzenia sponzorovania programov alebo programovej sluzby
tymi subjektmi, reklama produktov ktorych sa zakazuje alebo obmedzuije.

Zakon o elektronickom obchode ¢. 22/2004 Z.z. v zneni neskorsich predpisov
zahrnul reklamu pod SirsSi pojem komeréna komunikacia. Pokial’ ide o komeréni komu-
nikaciu ma poskytovatel’ sluzieb informacnej spolo¢nosti SirSie informacné povinnosti ty-
kajlce sa jeho identifikacie, ako aj povinnost’ rozlisit' vsetky identifikacné informacie od
komercnej komunikacie. To plati aj v pripade, ak poskytovatel’ sluzieb uskutoc¢nuje ko-
mercnd komunikaciu v mene alebo na Ucet inej osoby, musi byt’ tato osoba identifiko-
vana. Zakon tieZ ustanovuje osobitné poziadavky na rozliSenie osobitnej ponuky tovaru
a sluzieb od zadkladnej ponuky, ak sa tovar alebo sluzba ponika v rdmci komercénej ko-
munikacie. Poskytovatel sluzieb informacnej spolocnosti nesmie dorucovat’ informacie
informacnej komunikacie elektronickou postou, ak si ich prijemca sluzby vopred nevy-
Ziadal.

Podl'a § 8 ods. 6 Zakona ¢. 270/1995 Z.z. o statnom jazyku Slovenskej republiky
v zneni neskorsich predpisov vSetky napisy, reklamy a oznamy uréené na informovanie
verejnosti, najma v predajniach, na Sportoviskach, v reStauracnych zariadeniach, na uli-
ciach, pri cestach a nad nimi, na letiskach, autobusovych staniciach a Zelezni¢nych sta-
niciach, vo vozidlach verejnej dopravy sa uvadzaju v statnom jazyku. Ak obsahuju text
v inych jazykoch, inojazy¢né texty nasleduju az po texte v Statnom jazyku a musia byt’
obsahovo totozné s textom v statnom jazyku. InojazyCny text sa uvadza rovnakym alebo
mensim pismom ako text v Statnom jazyku. V napisoch a oznamoch urcenych na infor-
movanie verejnosti v jazyku narodnostnej mensiny a v Statnom jazyku v obciach, kde sa
v Uradnom styku pouZiva jazyk tejto narodnostnej mensiny podla osobitného predpisu,
a v reklame sa poradie textov neurcuje.

Zaver

Reklama je pre spotrebitel'a dolezitym zdrojom informacii pri rozhodovani sa o kipe
produktu ¢i sluzby. Pravnu Upravu reklamy v slovenskom pravnom poriadku obsahuje
cely rad pravnych predpisov sikromného i verejného prava. Verejnopravna regulacia
reklamy je obsiahnutd predovsetkym v Zakone o reklame, ktory je lex generalis v oblasti
reklamy. K pravnym predpisom verejného prava, ktoré reguluji reklamu patria okrem
inych aj Zakon o ochrane spotrebitela, Zakon o potravinach, Zakon o spotrebitel'skych
Uveroch, Zakon o vysielani a retransmisii, Zakon o elektronickom obchode ¢i Zakon o
Statnom jazyku. DodrZiavanie tychto zakonov kontroluju Statne organy, ktoré maju pra-
vomoc sankcionovat’ tych, ktori stanovené pravidla porusuju. Sukromnopravna ochrana
pred klamlivou reklamou je obsiahnuta v Obchodnom zakonniku a spotrebitel’ sa méze
domahat’ ochrany proti porusitel'ovi na sude.
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Discover Central Europe and its target markets

Lenka Zemanova

Abstract

This study presents a brief overview of joint promotional activities in Visegrad region.

The purpose of undertaking the study is to examine the development and diversification
of target markets of Discover Central Europe initiative — China, USA, Japan, Russia, India
and Brazil. Introduction deals with the description of Discover Central Europe initiative
and summarises this initiative from the scientific point of view through the literature
review. Next part focuses on Methodology of the study, which reveals the main goal,

partial goals and calculations used to reach the results. The study continues with the
Results which describe the development of international arrivals from target markets of
examined initiative. The Results show that the highest number of arrivals of Discover
Central Europe initiative throughnut the years has been in Czech Republic. However, the
highest increase of tourist arrivals from above mentioned target markets during the ex-
amined period was in Slovakia. Following this, the share of arrivals from target markets
s calculated in each country of Visegrad and compares the diversification of tourists
from these countries. For completing the results, an evaluation of marketing promotional
program is calculated through cost per inquiry index. The last chapter explains the main
findings and indicates the next research possibilities for this initiative.
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Introduction

The cooperation of V4 countries (Slovakia, Czech Republic, Hungary, Poland) can
be referred as the most clearly profiled initiative in the Central Europe. Cooperation is
an ongoing process which can be seen on both the political and experts” level in all
possible domains of public administration whether it concerns infrastructure, preserva-
tions of endagered species, military issues, sports or tourism. Furthermore, cooperation
is ensured through the number of joint projects implemented in different fields including
culture, environment, internal security, science, education or transportation. In 2002 the
cooperation has been extended to tourism (Meyer, Wanagos, Studzieniecki, 2018).

The objective of this paper is field of tourism, where V4 countries cooperate toget-
her in joint promotional initiative under the name ,Discover Central Europe." Through
this initiative V4 countries form one unique tourist destination. Visegrad countries do not
compete in distant overseas markets. Instead of this thanks to joint promotional activi-
ties third country visitors travelling to Europe choose to visit a region rather than a spe-
cific country. The main goal of this initiative is to stimulate an inbound tourism, especially
tourists from outside Europe. Common tourist promotion is primarily focused on distant
and overseas countries — USA, China, Japan and China. Promotion has later extended to
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countries such as Brazil, India and Latin America. Cross-border tourists products are the
key elements of tourist brand. The Visegrad countries share historical roots, culture,
traditions, common architecture, art, cuisine and landscape which make them as a re-
gion very special. (Discover Central Europe, 2016).

V4 countries cooperate  in tourism marketing and in common promotional me-
asures carried out primary by their national tourist boards. The cooperation is based on
marketing plan which is signed by representatives of these countries every year. The
countries has been using several marketing tools to promote Discover Central Europe
initiative such as roadshows, study tours for operators and travel agencies, industry
workshops, presentations, e-learning platforms and promotional campaigns (Visegrad
fund, 2020). The joint promotional activities are financed through the budget of Visegrad
fund, which comes from equal contributions from the governments of V4 countries (8
million € a year). The product of common V4 marketing campaign are traditional themes
such as Central European cities, culture and history, UNESCO heritage sites, spa tourism,
health tourism, gastronomy, congress and incentive tourism, adventure and luxury ho-
lidays (Czech Tourism Annual Report, 2016).

To fully understand the problematics of this paper we need firstly to define the
following terms. According to UNWTO (2015) destination is a unique place where a vi-
sitor spends at least one night and exhibits tourism products such as attractions, support
services, and tourism resources complete with defined management, physical and ad-
ministrative boundaries and a well-known image. A well-known image of destination is
often linked with destination brand, which makes a destination seem appealing to tou-
rists and build awareness in the mind of consumers. Tourism brand is a result of an
organised effort to communicate a destination “s unique selling point to potential visitors
(Chandler, 2014). Cooperation between V4 countries and creation of destination part-
nerships bring a wide range of advantages such as access to new source tourist markets,
enabling interconnections among stakeholders including tourists, local communities, and
major-decision makers, increase of financial budget through the pooling of financial re-
sources. Common cooperation strengthens the competitiveness of the destination on
global market (Novacka, 2013).

Literature review

When studying the scientific publications related to tourism in V4 countries there
are several authors who deal with these issues.

Bucher (2015) analyses the competitiveness of the V4 countries as a tourist desti-
nation. The author identifies the competitiveness indicators of V4 countries and also
analyses the development of international tourist arrivals among these countries. The
recommendation to increase the competitiveness of Visegrad region is to invest firstly
into air and land infrastructure as well as infrastructure of tourism. As a comparative
advantage of V4 countries the author considers the low prices of accommodation and
hospitality services in comparison with western European countries.

Novacka (2016) through comparative analysis deals with economic impacts of tou-
rism, competitiveness, social influence and digital transformation in V4 countries and
Austria. Through the economic impacts such as direct and total GDP, direct and total
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employment, visitors export and investment she highlights the significant power of travel
and tourism in Austria. Furthermore, she explains the numerous advantages of Visegrad
countries including safety, security, health and hygiene.

Matusikova, Sambronské and Zegleri (2020) analyse the relation between income
from active foreign tourism and number of foreign visitors in V4 countries. The statis-
tically significant relationship between income from tourism and the number of inter-
national tourists has not been confirmed for one of the V4 countries — Hungary. The
study results in recommendations also in Discover Central Europe initiative. The authors
point out the new non-traditional forms of tourism that the V4 countries can offer to
their main source markets should be included in this project. This includes creative tou-
rism, glamping tourism or culinary tourism.

Hurajova and Majerska (2021) study tourism and its impact on economy of V4
countries. Through the multi-criteria analysis of tourism they identify the role of tourism
through selected atributes such as GDP, employment, number of foreign tourists and
the Travel and Tourism Competetiveness Index (TTCI). They sum up that Slovakia has
a potential to increase its level of tourism which is currently at the tail of V4 countries.
Their recommendation to the future is on the basis of the results of TTCI index to work
on a infrastructure as a whole.

However, in connection with Discover Central Europe initiative there is a very limi-
ted number of scientific literature focused on this issue. Meyer, Wanagos, Studzieniecki
(2018) delimite and visualise Central Europe in the academic and tourist approach. They
also study the common and individual tourist products of Visegrad group. They summa-
rise that the biggest beneficiary of common branding is the Czech republic and the smal-
lest one is Poland.

Cechovidové (2007) focuses on cooperation of V4 countries in tourism. She provi-
des a brief overview of principal realisators, marketing activities, main target markets
and tourism products. The paper highlights the meaning of common marketing strategy
and sums up that the brand predecessor of Discover Central Europe — European Quartet
successfully fulfills its goals.

Apart from scientific literature is important to mention a web portal Discover Cen-
tral Europe (http://www.discover-ce.eu/) focused on presentation of joint activities and
projects as one of the results of tourism marketing strategy. However, the data available
at the portal has not been updated since 2016 and the activities related to V4 common
cooperation within Discover Central Europe are not published. Following this, we have
tried to find out available information on marketing tourism national organisations in
Visegrad region, however, there are limited sources informing about this initiative.

We can sum up there is a lack of studies specialized in the Discover Central Europe
brand of Visegrad countries and specialized literature is still very limited. Moreover, the
secondary data used for the analyse are very limited due to out of date data.

1 Methodology

The aim of the study is to analyse the target markets of V4 countries with focus on
Discover Central Europe initiative — China, USA, Japan, Russia, India and Brazil. Since
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the data related to Discover Central Europe brand has not been updated, in this study
we are dealing with the time period of years 2010-2016. For the findings of the scientific
papers dealing with V4 countries provided in the literature review we have used free
and licensed databases such as ResearchGate or Web of Science for theoretical basis of
this study. The basis for the analysis has been secondary data from Discover Central
Europe reports and UNWTO Tourism Highlights. To achieve the main goal, we have set
up several partial goals:

e quantify the share of tourist arrivals from the primary target markets of Dis-
cover Central Europe initiative on total international tourist arrivals throughnut
the years individually in V4 countries

e compare the development of tourist flows of target markets troughnut the ye-
ars in each V4 country

e identify the target markets in V4 countries of Discover Central Europe

e quantify the value of tourism marketing program through the selected conver-
sion study ratio

To accomplish above mentioned goals, several scientific methods have been used
including mathematical-statistical methods, analyse, and comparatitive method.
For own authors s calculations there have been used several ratios:

Y. total tourist arrivals of target markets
x 100

1) share of target markets =
( ) f g Y total international tourist arrivals

Another ratio was used to determine the value of the tourism marketing program:

total promotional program costs

2 ri iry =
( ) cost per inquiry total inquires received ’

while total inquires received consists of calculation of sum of tourist arrivals of target
markets.

2 Results

Before analysing the results of this study, it is important to understand that the
target markets of Discover Central Europe has not been the same since the very begin-
ning. Since the tourism is a sensitive sector to violent events, political instabilities, natu-
ral disasters and calamities as well as economic meltdown it could be argued that tourism
is also highly responsive to dynamics in the tourism market place.

Following this, the identification of target markets of Discover Central Europe ini-
tiative has been changing from geographic point of view. Therefore, the traditional so-
urce markets such as USA, China, Russia, India and Brasil has been throughnut the year
enlarged in new source territories with good access potential such as South East Asia,
Latin America, South Korea and CIS region.

However, the recent events such as global pandemic COVID-19 caused that the
joint promotional activities of Visegrad region has moved the geographic location to
closer European markets due to faster response of opening the national borders and
independence from air connections. Therefore, the main target markets has been the
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new territories such as Scandinavia region, Netherlands or Israel (Czech Tourism,2021).
The questionnable is also Russia as a original target market of this initiative since the
start of current Ukrainian — Russia conflict. However, due to unavaibility of recent data,
this study is aimed at the original target markets of Discover Central Europe initiative.
To determine the importance of Discover Central Europe initiative we have firstly iden-
tified the number of tourist arrivals in V4 countries and the number of tourist arrivals
from target markets of this initiative. In Table 1 there are processed the input data
corresponding to the time period 2010-2016. The results show that the year on year
increase of total international tourist arrivals can be seen in every year of examined time
period. Year on year increase can be observed also in tourist international arrivals from
target markets of Discover Central Europe initiative with exception of 2 years (2014,
2015). Hungary as the only country from Visegrad region recorded the year-on-year
increase of international tourists from target markets. Hungary attracts tourists mainly
with its water attractions, areas of wine and typical food.

Tab. 1 International tourist arrivals in V4 countries

2Tourist arrivals of target markets of Discover Central Europe | >Tourist internatio-
(China, USA, Russia, Japan, India, Brasil,) nal arrivals
Year- Year-
Year Czech
S'I‘(’." 3 | Repub- | HYU" | pojand | sv4 | OMYear svq | OnYyear
ia lic gary increase incre-
ase
1 802 31936
2010 72 533 998 170 412 765 477 841 232 000
1168 2 041 +13,28 34 079 +6,71
2011 | 88172 678 453 188 | 543572 556 % 000 %
103 1501 2 541 +24,49 36 182 +6,17
2012 719 786 518 187 | 694 699 487 % 000 %
124 1621 2 818 +10,91 37 177 +2,75
2013 459 056 597 111 780 451 704 % 000 %
1574 2 654 . o 38 757 +4,25
2014 | 98570 465 627 884 | 717 099 455 5,83% 475 %
115 1475 2 380 - 44 384 +14,52
2015 | 573 554 | 662857 | 630034 | g5 | 10,31% | 000 %
142 1498 2 399 +0,79 46 836 +5,52
2016 271 836 701309 | 706 337 639 % 000 %

Source: UNWTO, 2017; Discover Central Europe, 2016

For more in-depth analyses we decided to examine the total share of tourist flows
from target markets of Discover Central Europe initiative on total international tourist
arrivals. In the following table (Table 2) we can observe the results which show that the
highest share of tourists from China, USA, Japan, Brazil, India and Russia has recorded
in the examined time period Czech republic. The capital city Prague belongs to the most
visited cities in the whole Europe, while the number of tourists in Prague is several times
higher than in the rest of the country. Prague is also easily accessible for tourists from
distant markets thanks to its accessibility and reputation of a safe city and direct flights
connections (Vanicek, 2020). Following this, the Czech Republic was also the initiator of
the whole initiative of Discover Central Europe. The year 2013 has been the most su-
ccessful when it comes to the share of target markets of Discover Central Europe initia-
tive.
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Tab. 2 The share of tourist arrivals from target markets on international arrivals

Year Slovakia Czech Republic Hungary Poland V4 countries
2010 5,47% 11,57% 4,34% 3,83% 6,14%
2011 6,04% 12,96% 4,42% 4,07% 6,61%
2012 6,79% 15,87% 5,01% 4,68% 7,79%
2013 7,53% 18,00% 5,59% 4,93% 8,40%
2014 6,68% 14,83% 5,17% 4,48% 7,79%
2015 6,72% 12,70% 4,63% 3,77% 6,50%
2016 7,02% 12,40% 4,60% 4,04% 6,71%

Source: own calculations based on Discover Central Europe, UNWTO

From the overall point of view is important to examine the development of target
markets. The following Graph 1 shows how the tourist flows from target markets has
been changing over the years with comparison 2010.

Graph 1 Development of target markets in V4 countries (2010-2016)
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Source: own calculations on Discover Central Europe, 2016

As can be seen from Graph 1 the development of tourists from tourists markets of
Discover Central Europe initiative has been changing over the years. The significant drop
can be seen in 2014 in Slovakia, during which the number of tourists from target markets
decreased over 6% in comparison with 2013. From overall point of view the international
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tourist arrivals has been increasing over the years with exception of two years (2014,
2015).

The highest percentage of increase of tourists in comparison with the first base
year can be observed in Slovakia. The increase between 2010 and 2016 together makes
96% which means that Discover Central Europe initiative is for Slovakia important in
terms of attracting foreign tourists from overseas markets.

2.1 Diversification of source markets of Discover Central Europe

Since the tourism is a vulnerable and highly sensitive economic sector, the identi-
fication of target markets has not been the same over the years.. In the following ana-
lyse we are going to examine the TOP target markets of Discover Central Europe initia-
tive. Apart from primary target markets, the cooperation has been expanded into other
countries such as Germany or Austria. Countries geografically closer to Visegrad region
became priority during COVID-19 pandemic.

Graph 2 aims at the most important target markets in terms of tourist arrivals —
USA, China and Russia. As mentioned before, the highest number of tourist inflows ge-
nerates the Czech Republic. However, the tourist flows differ from country to country
regarding the target markets. The leading country in Czech Republic, and Poland has
been Russia. However, in 2016 the USA market has the leading position not only in these
countries, but also in Hungary and Slovakia.

Graph 1 Target markets of Discover Central Europe initiative in V4 countries
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Source: Discover Central Europe, 2016

There are a few reasons why the number of tourist inflows from target markets are
different in each country. First of all, the statistical data show that target markets in
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general are in most cases neighbouring countries. Following this, there can be observed
that the highest number of tourist arrivals in Poland are Russia tourists. Other reasons
can be direct flight connections between the countries. For example, in Czech Republic
can be seen the increase of Chinese tourists in 2016. The reasons for this development
are direct flights between Prague and the Chinese cities of Beijing, Shangai and Chen-
gdu. Another important factor is also the number of foreign offices of national tourist
offices of V4 countries in target markets. Another reasons for attracting the tourists from
target markets are safety situation in the country or visa requirements (Czech Annual
Tourism Report, 2016).

Slovakia is the smallest country of the compared countries, so its number of tourist
inflows is naturally the lowest in absolute terms. However, based on Graph 2, we can
sum up that in comparison with the rest of Visegrad countries the growth of tourist
arrivals from the target markets of Discover Central Europe initiative in the examined
period of time is the highest. The increase of tourists in 2016 in comparison with 2010
has raised in 96,14%. The second highest growth can be seen in Hungary (69,91%),
Czech Republic (50,16%) and Poland (47,81%). From above mentioned results we can
conclude that the Discover Central Europe initiative increased the number of tourists
from its target markets.

2.2 Evaluation of tourism marketing campaign

Evaluation of the marketing promotional programs is required in terms of making
informed decisions whether the entire program should be continued, modified or elimi-
nated. The amount of total promotional costs of V4 countries differs from year to year.
There are different numbers of ratios commonly used to determine the value of the
tourism marketing program. One of the most typical ratio used among tourism busi-
nesses, organisations and agencies is the traditional cost per inquiry (CPI) to determine
the effectiveness in generating inquires of the promotional campaign (Burke, 1989).

Due to the lack of available data related to total promotional costs of Discover
Central Europe initiative we examine these ratios in limited time period from 2014 until
2016. In the Table 3 there are processed data related to the total promotional costs of
each year with calculated the ratio of CPI index.

Tab. 3 Evaluation of Discover Central Europe marketing campaign

Year m.m:gL:r?:;- Total ipquiry CPI index
sts received

2014 367 900 € 2 654 455 0,138

2015 305 000 € 2 380 852 0,128

2016 | 307 000 € 2399 639 1,279

Source: Discover Central Europe, 2016
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As can be seen from Table 3, the highest average cost of generating an inquiry
was measured in 2016. However, CPI index does not provide any information about the
relationship between the expenditures and inquires. To sum up, from Table 3 can be
observed that the higher amount of financial budget generates the higher number of
tourist arrivals (total inquiry received). However, for more in-depth analyse of this eva-
luation we will need more detailed data for longer period of time.

Conclusion

As was pointed out in the beginning of this paper, the research study dealt with
the analyse Discover Central initiative of V4 countries with focus on its primary target
markets related to initiative. Since there is a research gap in scientific literature aimed
at joint promotional activities of Visegrad countries, this study seeks also to make a con-
tribution to the disproportionate in extant literature on this topic. Through the available
statistical data we can sum up several conclusions. As can be seen from the results of
this study, the Discover Central Europe initiative plays an important role in the develop-
ment of tourism in Visegrad region. However, it is important to manage this initiative in
a proper way. Tourism management and tourism policy of joint promotional activities
should be perceived as priority initiative by responsible decisionmakers and authorities.
We highly recommend the responsible stakeholders to update web portal of Discover
Central Europe initiative, because tourism promotion is important when it comes to at-
tracting the potential visitors and the update of this portal has not been done for the
last past years. Moreover, the latest statistical data are not available since 2016, however
the monitoring of incoming foreign visitors is necessary.

The potential of Discover Central Europe initiative can be seen in the number of
tourists from its target markets. Firstly, we have calculated the share of international
tourist arrivals from target markets in total tourist arrivals in time period 2010-2016. As
can be seen from authors “calculations, the highest share of tourists from target markets
occurs in Czech Republic with the average of 16,4%. The second biggest share of these
tourists can be seen in Slovakia. Despite the fact, that in comparison with the rest of
Visegrad countries Slovakia has the lowest number of incoming tourists from target mar-
kets of Discover Central Europe initiative, the role of this cooperation in Slovak area is
important. In comparison with 2010, the number of tourists from examined tourist mar-
kets has raised in 96% in 2016, which puts Slovakia in the first place in terms of increase
of tourist flows during the examined time period. In the other Visegrad countries the
number of tourists has been increasing gradually.

Another important findings which needs to be pointed out is that the diversification
of target markets of this initiative in V4 countries differs from country to country. The
highest number of tourists from USA can be seen in Hungary and Czech Republic. Ho-
wever, the highest share of tourists from Russia can be observed in Poland and partially
in Slovakia. However, in recent years a significant increase of tourists from China can be
observed in Slovakia.

However, when analysing this initiative, is important to consider the fact that tou-
rism is a sector sensitive to a wide range of diverse factors and its development is fun-
damentally influenced by various global and regional events. As mentioned before, the
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number of tourists from target markets has been changing over the years and also the
different nationalities prevails in each year in every country of Visegrad region. However,
there are more reasons for this. The change of tourists inflows in terms of nationality
can be caused by different number of joint promotional activities of V4 countries. The
reason for this is that the focus on attracting the tourists from a given country differs
form year to year depending on presidency program in which the main priorities of Dis-
cover Central Europe initiative are defined. Another point is that, the number of tourists
inflows from a given country depends also on direct flights between the countries, visa
requirements, safety situation of the country or the exchange rates of the country. In
relation with the sensitiveness of tourism as a sector, is important to mention that the
definition of tourist target markets is changing over the time. Visegrad countries has
been also focusing on attracting the new potential target markets. However, due to
recent global pandemic situation COVID-19 the Discover Central Europe initiative has
aimed at geographically closer countries to Visegrad region since the direct flights and
the health restrictions has been very limited in primary target markets. Therefore, the
countries like Germany, Austria or countries of Scandinavia region became a priority in
terms of target markets. In terms of joint promotion activities the amount of financial
budget is a key factor. From available data that can be seen, that the higher financial
budget for joint activities tends to attract more tourists from target markets. Recommen-
dation for the responsible stakeholders of Discover Central Europe initiative is to me-
asure and monitor in detail statistical data and financial budget for joint marketing acti-
vities so the successfulness of this initiative can be analysed more precisely.
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RECENZIA / BOOK REVIEW

KORDOS, M. 2019. EU and Slovak Cluster Policies Interactions
within the Regional Development Enhancement. Centre
of Sociological Research in Szczecin, 207 p.

Ladislav Mura 1

The business environment currently wishes business active and dynamic business
units. As competition continues to gain momentum, businesses need to find ever more
effective means of competition. Slovakia is highly differential  regionalized. Many bu-
sinesses operate in regions and microregions where they interact with many other eco-
nomic operators. The demand for survival and  business success is becoming a priority
in the current business environment. Therefore, we can increasingly observe the efforts
of businesses to engage in cluster initiatives. Cluster policy in Slovakia is not a highly
developed thematic area.

The academic area of the Faculty of Social and Economic Relations of the Alexander
Dubcek University of Trencin is one of the few that systematically through its experts
deals not only with cluster politics, cluster initiatives, but also with the development of
regions in this context. It is therefore welcome that in 2019, in response to the need to
examine these thematic areas, the scientific monograph was created from the pen of
Marcel Kordos, PhD., assistant professor of the Department of Public Administration and
Regional Economy of the above university workplace.

The title of the scientific monograph "EU and Slovak Cluster Policies  Interactions
within the Regional Development Enhancement" appropriately  describes the content
focus of the scientific work. Reader it has the opportunity to orientate in the area to
which the monothematic work is oriented. The title also describes partial parts of the
work, which can only be appreciated. The author focuses mainly on three problem areas:
perspectives, challenges, issues. The monothematic scientific work was published in the
renowned Scientific Publishing House Centre of Sociological Research in Szczecin and
has a range of 207 pages (10.35 Author s Sheet). I consider the scope of the scientific
work to be adequate in relation to the problem addressed. The scope of the individual
chapters corresponds to the relevant partial part of the scientific monograph.

Due to the monothematic nature, sufficient scope, clear structure and difficulty
of processing, the publication fulfils the essence, features and essentials of original mo-
nothematic work of a scientific nature from a particular field of science. The author of
the scientific monograph in each chapter makes appropriate use, analyses and
synthesizes knowledge on the topic under examination, enriching it with new perspecti-
ves, knowledge and approaches resulting from his own scientific research activities, the
result of research in the framework of solving the research projects VEGA and Institutio-
nal Internal Grant, as well as specifically oriented research in the field of clusters, cluster
initiatives and cluster and regional policy of the European Union.

1 assoc. prof. PhDr. Mgr. Ing. Ladislav Mura, PhD., MSc., University of Economics in Bratislava, Faculty of
Commerce, Department of Tourism, Dolnozemska cesta 1, e-mail: ladislav.mura@euba.sk
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The scientific monograph is divided into three larger chapters. In the first chapter,
the author of monothematic scientific work focused on theoretical evaluation and defined
professional terminology related to clustering, cluster typology, regional policy, regional
policy tools and their implementation, as well as the objectives, tools and importance
of regional development. The author also deals with a closer analysis of cluster typology,
limits and conditions for cluster cooperation. In the second chapter, there is a space
devoted to the scientific discussion of the European Union cluster policy, its implemen-
tation, synergistic effects in the context of sustainable economic development. Know-
ledge and control of the entire demanding system of the legislative framework in the
field of regional development is not only interesting, but also quite demanding. In this
context, it is necessary to appreciate the efforts of the author of the scientific monograph
to bring this thematic area closer to readers in an appropriate yet highly professional
way. The third comprehensive chapter focuses on cluster policy in the conditions of
Slovakia and the possibilities of its implementation. The cluster environment is analysed
by the author in relation to regional development and cluster typology. The second part
of the third chapter is devoted to the Slovak concept of cluster politics and its detailed
evaluation. It is clear that these initiatives actively contribute to increasing the
competitiveness of the regions of Slovakia.

The chosen methodology can be assessed as appropriate. Methodological approa-
ches to the problem it can be found in different parts of the work. The author used
standard qualitative and partially quantitative scientific methods that are characteristic
of scientific works of this nature. The textual part of the monograph is supplemented by
schematic representations, tables that increase the comprehensibility of the scientific
text.

The monograph is a welcome current scientific literature covering the latest trends
in the field of clusters and cluster policy, in particular reflecting trends on the part of the
European Union. The main benefit of the monograph is the identification of responses
to key cluster problems EU policy on the establishment and functioning of clusters in
relation to regional development. Formal word processing is very good. The
publication is written in a professional language style; stylistic and grammatical level is
at the required level. With this work, too, the author proves his erudite in foreign-lan-
guage (English) competence. The author correctly and carefully list the paraphrased
and cited sources in the context of citation standard ISO 690-692.

The problem is optimally divided into several problem areas, in particular three
supporting chapters, thereby increasing clarity and logical arrangement for the perci-
pient. The chapters of the monograph logically follow each other, = complemented by
numerous graphical apparatus in the form of tables and graphs. The required professi-
onal level of text was reached by the author combining theory and practice. At the end
of the scientific monograph, the author summarized the most important findings from
his research. He also outlined other  challenges and challenges facing cluster policy
and regional development. The EU stands in relation to the future.

The scientific monograph relies on a sufficient number of domestic and especially
foreign bibliographic Resources. The author used not only book, but also magazine and
other scientific literary sources, including Anglo-Saxon literature. I consider the assessed
scientific monograph to be adequately processed, beneficial and criteria of the original
scientific work. The manuscript is processed at the appropriate level according to requ-
irements for this type of scientific work. From a professional point of view, I evaluate
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scientific work as a quality publication documenting professional erudite and scientific
professionalism of the author. I draw the attention of academics, but also experts from

practice or other interested parties, to this peer-reviewed work as a suitable literary
source of knowledge.
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