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Domestic camping tourism and environmental awareness in the
former socialist member states of the EU!

Zsuzsanna BACSI? - Angéla SZANATI3

Abstract

Issues related to the environment are of major global concern. Tourism, as an industry
whose key resource is the natural landscape, will have to respond to environmental
challenges, and action is expected not only from service providers, but from tourists,
too. The paper assesses the relationship between concern for the environment and the
preference of camping tourism as a form of nature-based tourism. The paper deals with
the former socialist countries of the EU. and focuses on domestic tourism because we
intend to reveal what tourists think about their own country and how it is reflected in
their leisure behaviour. Results revealed, that higher preference for camping holidays
among domestic tourists was negatively associated with the environmental concern of
the population. Campers in the analysed countries are likely to assume a well maintained
environment and environmentally responsible behaviour that puts less threat on the
environment.
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Introduction

Issues related to environmental degradation have become one of the leading global
issues of our times. Global warming, rising sea levels, loss of forests and natural ecosys-
tems, air and water pollution have become increasingly visible for the everyday citizen,
but action to prevent further deterioration is far from being sufficient. The European
Union regularly surveys its population by the Eurobarometer surveys, asking them,
among other topics, about what they consider the most crucial issues for their country.
Issues related to climate and the environment have been among the main concerns for
European citizens, as survey data show (EC, 2012-2019).

Tourism, as an industry relies heavily on the natural landscape as a resource. Na-
tural beauty or nature-based services are among its main appeals. Therefore environ-
mentally conscious behaviour both by tourist service providers, and by tourists themsel-
ves, is crucial for the future sustainability of the tourism industry. Soft tourism is a form
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of tourism, that does not put too much load on the environment, and offers services and
experiences that are sustainable compared to popular mass tourism activities (Bacsi &
Toéth, 2019). Nature-based tourism includes such activities, and provides services that
satisfy the requirements of environmentally sustainable tourism.

The offer and choice of campsites as tourist accommodation establishments fits to
the concept of soft tourism, as tourists staying in campsites and caravan parks usually
feel more attached to nature and pay more attention to environmental protection (San-
dell & Ohman, 2010). Campsites are usually associated with lower environmental impact
per tourist night than other types of accommodations. Indoor heated and cooled areas
per number of guests are much smaller than in hostels, guest houses and hotels.
Campgrounds are not directly involved in laundering bedclothes and towels, and if cam-
pers use on-site laundry machines these are typically small-scale ones. Camping holidays
are usually classified as holidays with low environmental burdens, though they can be
associated with habitat damage and increased fire risk (EC, 2013).

The present research focuses on the relationship between concern for the envi-
ronment and choice of camping grounds as tourist accommodation places in the former
socialist member states of the European Union, in the years 2012-2018.

The former socialist countries of the EU have much in common regarding their 20t
century history associated with travel restrictions, which has considerably influenced
their domestic tourism patterns. The research focuses on domestic tourism because we
intend to reveal what tourists think about their own country and how it is reflected in
their leisure behaviour and choice of travel destinations. The proportion of domestic
tourist nights spent in camping grounds is compared to the proportion of people who
look at environmental issues as major challenges that their countries face now and in
the near future. Other control factors, such as the income levels, and availability of
campsites as tourist accommodation are also included in the analysis.

Mass tourism, characterised by the presence of a large number of visitors at the
same time and same place enjoying the same standardised experiences does not care
for the tourist’s individual preferences. It usually exploits the resources of the destination
to a damaging level, risking the future availability of these very attractions themselves.
Sustainable tourism, however, which is often called alternative tourism, caters for much
smaller numbers of visitors at the same time, and often involves ‘green’, low impact
activities (Weaver & Lawton, 2007).

The carrying capacity of a destination refers to the maximum number of tourists
arriving at the same time to the destination without causing permanent, irreversible
damage to the natural, economic, and socio-cultural environment, without an unaccep-
table decrease in visitor satisfaction. Sustainable tourism keeps the caused damages
low, well below the carrying capacity of the destination area. During the past decades
the popularity of sustainable tourism has been steadily growing, and is widely discussed
in contemporary tourism research (see e.g. Weaver & Lawton, 2007). The idea of 'soft
tourism’ emerged in the first years of the 1980s, at first in Germany, Austria, Switzerland,
in the Alpine tourism destinations (Pearce, 2004), and has gained ground during the
past decades, mainly in Europe. According to the definition soft tourism, it is a form of
tourism that creates mutual understanding between the local population and the visitors,
and does not endanger the cultural identity of the host region nor the local natural and



built environment, using infrastructures destined for the local population and not requ-
iring tourist facilities harmful to the environment (Broggi, 1985). The two main strands
are nature-based activities (hiking, biking, ecotourism, water and ground sports), and
cultural tourism based on local traditions and resources.

Camping tourism is fundamentally determined by the flexible, temporary and mo-
bile nature of its accommodation facilities and by its inseparable relationship with the
natural environment (Blichfeldt & Mikkelsen, 2015). In recent years, camping tourism
is recognized as a growing segment of the broader tourism industry evolving from an
inexpensive stay in a rural environment into a highly fragmented niche tourism sector
(Brochado & Pereira, 2017; Brooker & Joppe, 2014). A study from campsite facilities in
the coastal part of Croatia (Mikulic et al., 2017) revealed that safety and ecological
standards are among the most important attributes for both campsite choice and for the
camper’s experience. A survey conducted in a camping area in Apulia, South Italy sho-
wed that local culture, and refreshment were positively related to tourist satisfaction in
the camping area (Peluso et al., 2019). Nature, as a main appeal is equally important
for more demanding tourists. Glamping — a combination of the words ‘glamour’ and
‘camping’ — is an emergent concept in camping that combines comfort and direct contact
with nature, often with luxurious elements in its facilities, linking indoors and outdoor
hospitality offers (Brochado & Pereira, 2017; Brooker & Joppe, 2014). Camping is an
essential element of rural and wilderness recreation.

Camping is a part of the outdoor hospitality industry. Besides travelling with a tent,
recreation vehicles and caravans have become an increasingly important area of focus.
The demand for more luxurious and larger caravans is growing. Camping grounds must
now deal with the new demands of their customers, who wish to have more comfortable
and luxurious options. In 2020, during the Covid-19 crisis, tourists are likely to spend
most of their holidays in their home countries, underlining the importance of domestic
tourism for 2020. Camping, and in fact the outdoor hospitality has become a main-
stream, versatile recreation experience. In Europe overnight stays on camping grounds
are rising. There were about 28 thousand camping grounds registered in 2018, with a
total of 397 million guest nights spent there. Camping holidays are becoming increasin-
gly comfortable, most European campers use a caravan or recreation vehicle, tents are
not anyone’s favourite kind of camping (Sommer, 2020).

A study conducted in 81 wilderness campsites in the USA revealed that campers in
the wilderness may have a considerable negative long-term impact on the environmental
conditions in the campsite area (Eagleston & Marion, 2017). Camping facilities in wilder-
ness and backcountry surroundings should be as simple as possible, all facilities should
follow principles of environmentally sensitive design. Different types of campers use
campsites in different ways. Residents live permanently in caravans or recreation ve-
hicles staying at a camping grounds. Travellers also live permanently in a caravan or
recreation vehicle, but they move around from site to site, and they have a home. They
travel long distances with their vehicle for seeking out warmer weather or work, but
always return to their home after a period of time. Short-term campers are vacationers,
who enjoy outdoor want to spend their holiday time close to nature. Their main motiva-
tions ara social contact, freedom, reconnection with nature, fun and adventure, or stress
reduction. Although campers and glampers are rather similar, there are differences in
their main motivations. Both seek out authenticity by experiencing nature as a kind of
escapism, but they do that in a different way. Campers like to interact with nature and



are looking for adventure, while glampers want to experience nature as a spectator
watching a kind of fairy tale (Sommer, 2020).

The environmental awareness of the EU population has been regularly surveyed by
the Eurobarometer surveys (EC 2012-2019). These surveys ask the population about the
most important issues that their countries — and the EU as a whole — will have to face
in the near future. As the published surveys reveal, the proportion of citizens considering
the issues of environment, climate or energy the most important issue for their country
has considerably increased from 2012 to 2019. Bacsi (2020) analysed the environmental
awareness of the EU population, with regard to the cultural traits of various countries,
and by country groups of Mediterranean, former socialist, Scandinavian and other Wes-
tern countries of the EU. She found that countries being more long term oriented and
indulgent are usually show more concern for their environment, but country groups,
including former socialist countries, do not differ much in this regard.

Nature-based attractions have been increasingly important tourist motivators, as
the Eurobarometer surveys underline. For the European tourist the main reasons for
going on holiday are often related to environmental attractions: 'sun or beach’ was the
most important motivator (for 44.8 % of the inhabitants), while 'nature’ (30% of the
inhabitants) was the third in importance, following ‘visiting friends or relatives’ (35.8%),
and followed by ‘culture’ (25.8%) and ‘city trips’ (24.26%). Natural features are main
reasons for returning to a previously visited place. In comparison, cultural and historical
attractions, though also important, are considered by about 10 % less tourists as at-
tractions generating returning visits (EU, 2013; EU, 2016; EU, 2018).

The geographical area of the research is the post-socialist Central and Eastern Eu-
rope, that was created as the result of the separation of Western Europe from the Soviet
sphere of influence after the Second World War, whose boundaries were marked by the
influence of the USSR. The Eastern Bloc includes the Baltic States (Lithuania, Latvia and
Estonia), today’s Ukraine and Belarus, Poland, Czechoslovakia, Hungary, Bulgaria, Ro-
mania, and the successors of the Socialist Republic of Yugoslavia. The former East Ger-
many, united with West Germany no longer belongs here. In these countries sovereignty
was largely limited, but they were governed by quasi-independent authorities. The Eas-
tern Bloc was largely heterogeneous: some countries enjoyed greater political or econo-
mic freedom (e.g. Hungary) others had more features of a totalitarian system. Travelling
was constrained by political positioning and citizenship, rather than personal economic
wealth. Within the socialist countries much of the domestic tourism was regularized as
‘social tourism’, holidays being assigned according to one’s employment or Party posi-
tion, rather than bought for their true price (Banaszkiewicz et al., 2017).

Between 1945 and 1991 due to lack of freedom of movement outside the Eastern
Bloc, difficulty in obtaining a passport, visa restrictions and financial limitations, people
of Central and Eastern Europe did not participate massively in foreign tourism. In the
centrally planned economies the activities of travel organizers were controlled by the
state, although in some countries the private sector developed, especially in mountain
and seaside resorts (Banaszkiewicz et al., 2017). Strong domestic tourism was one of
the outstanding features of tourism before the transition in 1989-1990. Citizens were
encouraged to travel within their own country, and were supported in their domestic
tourism activities. Most companies — being state-owned had their own holiday resorts
where they offered their employees holidays with their families at affordable prices, and
trade unions provided cheap domestic holiday offers, too. Youth camps, and educational
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trips for children were organised. The tourism infrastructure was of mixed quality, often
with very basic accommodation. Although the citizens of socialist countries were allowed
to travel to the *friendly’ countries of the CMEA (Council for Mutual Economic Assistance),
domestic tourism was the preferred choice of holiday-making. After the transition in
1990 social tourism collapsed, borders opened, and domestic tourism suffered a great
loss (Horakova, 2010).

Following the political transformation there has been a dynamic development of
the tourism industry, residents of post-socialist countries were traveling increasingly,
foreign tourists started to increasingly visit these countries, especially after the enlarge-
ment of the European Union (Banaszkiewicz et al., 2017). After 1990, however, the
Central and Eastern European countries quickly they lost their appeal for the ‘Western’
tourists and also for visitors from other socialist countries, as for the latter group it
became possible to travel to countries outside Central and Eastern Europe. The social
tourism schemes have been abandoned or changed. This lead to considerable decreases
in domestic tourism. However, the revival of inbound tourism was helped by the EU
accession and the introduction of low cost airlines opened new markets for the former
socialist countries (Horakova, 2010). In line with the trends in European and worldwide
tourism, sustainable tourism development has evolved, including the promotion of na-
tural and cultural heritage. (Banaszkiewicz et al., 2017, Fodranova& Kubickova, 2016).

In the past, the rural areas were predominantly dominated by agriculture, animal
husbandry, and minor industries in Central and Eastern Europe. Moreover, these areas
were integral part and target of domestic tourism, which comprised individual ownership
of second homes (cottages, weekend houses and cottages) or corporate establishments
as holiday camps and recreational resorts during the socialist era. In most of the region
the phenomenon of second home ownership was associated with the most common way
of domestic leisure. Since the 1990s rural space has emerged as a significant element
of incoming tourism, with new, alternative forms of tourism such as ecotourism, green
tourism, or international nature-based tourism, together with the decline in farming,
followed by population loss, lack of public services, economic deprivation, and environ-
mental degradation. (Hanakova, 2010). Comparing the motivations of camping tourists,
a research in Latvia showed that while campsites are very popular in Germany, Nether-
lands, France, and are associated with relaxing in nature and enjoying the contact with
the landscape, in Latvia, though these traditions have started to develop, the abundance
of natural countryside and the relatively low population density make people less in-
terested in the attractions of natural landscape and environmental endowments. 1t is
typical, that visitors coming in camper vans do not park in campsites by the train station,
or somewhere else, where they don't have to pay to park overnight (Serdane, 2017).

1 Materials and Methods

Standard Eurobarometer surveys from 2012 to 2018 contain data about the impor-
tance that European citizens attribute to issues related to climate, environment and
energy. Based on these surveys the following variable was created:



e ENAW: it measures the proportion of the population who consider, that envi-
ronment, climate and energy are among the most important issues for their
country countries (EC, 2012-2019).

Data on tourism accommodations were collected from the Eurostat database (Eu-
rostat, 2019b), for 2012-2018, for the 28 EU-member states. The same database was
used to collect data on tourist nights spent in each of the EU member states (Eurostat,
2019a; Eurostat, 2019c), for 2012-2018. Two variables were created from this database:

e CampGrPct: this variable measures the proportion of campsites within total
commercial accommodation establishments available for tourists.

o CampNiDoPct: domestic tourist nights spent in campsites as a percentage of all
domestic tourist nights in the analysed countries

The average income level of the countries was also used in the analysis as a control
variable, for the same years collected from Eurostat (Eurostat, 2019d).

e GDPperCal1000. The control variable measures the GDP per capita value for the
particular country and year measured on the purchasing parity basis.

The countries included in the analysis were: Bulgaria, Czechia, Croatia, Latvia,
Lithuania, Hungary, Poland, Romania, Slovenia and Slovakia; Estonia was omitted from
the analysis due to the high proportion of missing data about domestic campsite tourism.
As the database contains panel data, multiple regression was done by statistical software
developed for panel data analysis to account for spatial and temporal effects. The most
appropriate package was the PLM package (Croissant & Millo, 2008) developed in ,R”
(R Core Team, 2013), dealing with fixed and random effects. The applied multiple reg-
ression model structure is the following:

Y=a+B xX +&,

where Yis the dependent variable (i.e. domestic campsite nights as % of total
domestic nights), X'is the set of variables describing the independent and control va-
riables (year, environmental awareness, campsite percentage, and GDP per capita), ais
the constant value, B is the vector of regression coefficients for the independent and
control variables, respectively, and £is the error term of the regression estimation.

2 Results and Discussion

The climate and the environment are among the main concerns of the European
citizens. In the Eurobarometer survey of 2018 (EU, 2018) respondents were asked about
their concerns for the EU and their countries. Choosing from a list containing immigra-
tion, terrorism, public finances, the economic situation, climate change, unemployment,
the EU’s influence in the world, rising prices/inflation/cost of living, the environment,
crime, pensions, energy supply, taxation, respondents were asked to choose the two
most important issues.

Survey data indicate an increasing consciousness about environment, climate
change and energy issues, which were mentioned among the most important issues by
4.27 % of the population in 2012 and 13.5% in 2018 for the whole of the EU, and 1.48%
and 5.77% in the former socialist member states, respectively (Figure 1). The increase
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is substantial, 316% in the whole EU, and 389% in the former socialist countries during
the analysed 7 years.

Figure 1 The proportion of citizens considering the issues of environment, climate or

energy the most important issue for their country (2012-2019)

25

20 ™
15

10 n
[ ]

5 [ | [ ] o 20
<& O ¢

ENAW %, average
|

< <
2012 2013 2014 2015 2016 2017 2018

¢ FSoc mEUAII

Source: Author’s own construction, data: EC, 2012-2019)

Table 1 Tourist nights in campsites/caravans/trailer parks and campsite
establishments in the EU

Domestic campsite nig[lts, All campsite nigth h;z:‘t';sti oe/it(a,? Itiost-al
Year as % of tt_)tal domestic as % of_total tourist |, irist a'c commodation
nights nights- establishments
2012 14.8% 12.8% 4.90%
2013 14.4% 13.6% 5.03%
2014 13.3% 10.6% 5.06%
2015 13.3% 11.2% 4.94%
2016 12.3% 10.2% 4.66%
2017 11.6% 8.7% 4.33%
2018 14.0% 10.0% 4.08%

Source: Authors’ own computation, data: EUROSTAT, 2019b; EUROSTAT, 2019c¢

As it was seen in the Literature review section, camping is a popular form of ac-
commodation for nature-motivated tourists. In the seven years between 2012 and 2018
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approximately 10% of the tourist nights by EU citizens in rented accommodation were
spent in campsites, caravans or trailer parks. The proportion of this type of accommoda-
tion showed a slight decrease from 2012 to 2018, with the lowest share experienced in
2017. Campsites, caravans and trailer parks, however, represent a considerably higher
proportion of tourist nights in domestic tourism (approximately 13-14 %). As Table 1
shows, the share of campsite establishments has slightly decreased in the European
countries, being of 4 — 5% of total tourist accommodation establishments.

Multiple regression analysis was carried out to see if there exists any relationship
between the domestic tourist nights spent in campsites and the environmental concern
or the environment-related motivations of tourists in the 10 former socialist countries of
the European Union. For the multiple regression analysis the following variable structure
was used:

e Dependent: Campsite nights by domestic tourists as the percentage of total
domestic tourist nights (CampNiDoPct)

¢ Independent: the percentage of the population who consider environmental
issues among the first two most important issues of their countries (ENAW)

e Control:
o Campground sites as the percentage of all tourist accommodation establis-

hments (CampGrPct)

o GDP per capita in thousand EUR, PPS (GDPperCal000)
o Year (from 2012 to 2016)

Table 2 Descriptive statistics for the variables in the multiple regression model

ENAW CampNiDoPct | GDPperCa1000 | CampGrPct
Average 3.10 4.89 11.75 4.08
Std deviation 2.19 4.64 3.64 3.88
Min 0.09 0.29 5.35 0.25
Max 9.27 15.12 20.17 17.41
CV% 70.89 94.91 31.00 95.18
No. of observations 70 70 70 70

Source: Author’s own computation

Table 2 presents the descriptive statistics for the model variables. Table 3 gives the
pairwise correlation coefficients of the variables. The proportion of domestic camping
nights shows a medium positive correlation with GDP per capita (0.661), suggesting that
in countries of higher GDP values relatively more domestic tourist nights are spent in
campsites. This contradicts to the image of camping holidays as cheap holidays preferred
by the poorer segments of the population, and indicates the changing profile of camping
tourism. The number of campsite grounds positively correlates with the number of do-
mestic camping tourist nights, too, but not with the per capita GDP value (Table 3).
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Table 3 Correlation coefficients for the model variables, 2012-2016

Year ENAW CampNiDoPct | GDPperCal1000 | CampGrPct
Year | 1.000 0.627 -0.059 0.220 -0.142
ENAW | 0.627 1.000 -0.136 0.262 -0.146
CampNiDoPct | -0.059 -0.136 1.000 0.661 0.314
GDPperCal1000 | 0.220 0.262 0.661 1.000 0.002
CampGrPct | -0.142 -0.146 0.314 0.002 1.000

Source: Author’s own computation based on EUROSTAT, 2019b; EUROSTAT, 2019c

Turning our attention to the environmental awareness of the population, the pro-
portion of people considering environmental issues among the most important issues in
their countries only slightly correlates with the level of GDP (0.262), and there is
practically no correlation with the share of camping grounds, and with the proportion of
domestic camping nights. However, these pairwise correlations may be misleading, as
they do not reflect the panel structure of the data — 10 countries and 7 years — but
handle the observations as a pooled dataset. Therefore a multiple regression analysis
was performed to reveal these more complex relationships.

Table 4 Result of the pooled OLS model, dependent variable: CampNiDoPct

Estimate | Std.Error | t-value | Pr(>[t]) Sig level VIF
(Intercept) 0.1190 462.4 0.000 0.9998
Year -0.0028 0.2297 -0.012 0.9903 1.665
ENAW -0.6107 0.2133 -2.863 0.0057 *k 1.704
GDPperCa1000 0.9374 0.1024 9.154 | 2.66e-13 Rk 1.082
CampGrPct 0.3218 0.0936 3.436 0.0010 *k 1.028
Multiple R?: 0.6111
Adjusted R?: 0.5871
F(df: 4, 65) 25.53
p-value: 9.78%-13

Note: Signif. codes: 0 “***’(0.001 “**’ 0.01 *' 0.05".’

Source:Author’s own construction

First, a simple Ordinary Least Squares (OLS) multiple regression model was con-
structed, which handled the data as pooled data (Table 4). As these results show, the
dependent variable is significantly, but negatively influenced by the environmental awa-
reness, and positively by the GDP level and by the share of campsites among ac-
commodation places — as is seen in the ‘Estimate’ column of Table 4. This means, that
with larger income levels, and with more campsite accommodation places relative to all
accommodation places, the proportion of camping nights is higher among domestic tou-
rist nights, but where environmental concern is higher, relatively less domestic tourist
nights are spent in camping sites. The expanatory power of the model is quite good,
with adjusted R? being 0.5871. The model fit is illustrated by Figure 2.
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Figure 2 The fit of the pooled OLS model of Table 4, with the 1:1 line.
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Source:Author’s own construction

However, as our data are panel data, OLS may not be appropriate, because it fails
to take into account the common properties of the countries and of the years. Therefore
the PLM (Croissant and Millo, 2008) model of panel data analysis was applied for multiple
regression analysis to assess the relationship of the specified variables. The model used
data of 10 countries and 7 years, where the fixed effects of the temporal variable (the
year) and the spatial variable (the country) were taken into account.

Table 5 The PLM fixed-effects model, dependent: CampNiDoPct, fixed effects: Year

Estimate Std.Error t-value Pr(>|t]) Sig level
ENAW -0.6620 0.2287 -2.8940 0.0053 *k
GDPperCa1000 0.9409 0.1059 8.8857 1.537e-12 rx
CampGrPct 0.3197 0.0975 3.2784 0.0017 *k
Fixed effects of Year

2012 -0.0542 1.53989 -0.0352 0.9720

2013 -0.1721 1.5858 -0.1085 0.9139

2014 0.5271 1.6469 0.3200 0.7500

2015 -0.4588 1.6297 -0.2815 0.7793

2016 -0.0203 1.7475 -0.0116 0.9908

2017 -0.3528 1.82756 -0.1930 0.8476

2018 0.5310 2.0271 0.2619 0.7943
Multiple R?: 0.6146
Adjusted R: 0.5568
F (df: 3,60) 31.898
p-value: 1.8677e-12

Note: Signif. codes: 0 “***"(0.001 “**'(0.01 ‘*' 0.05".,

Source:Author’s own construction
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The first PLM version considered the fixed effects of the Year variable. The reg-
ression coefficients of ENAW, GDPperCa1000, and CampGrPct are very similar to those
in the pooled OLS model. The fixed effects of the model were tested, but none of the
years showed any significant fixed effects (see Table 5). The second PLM version con-
sidered the fixed effects of the countries. The regression coefficients of ENAW,
GDPperCal1000, and CampGrPct are again rather similar to those in the pooled OLS
model, none of the countries resulted in any significant fixed effects (see Table 6).

Finally a random-effects PLM model was applied, with Year and country being the
tested temporal and spatial effects. The results are shown in Table 7.

The coefficients of the multiple regreesion relationship are again rather similar to
the pooled OLS model, and all the independent and control variables show significant
relationship with the dependent variable. The model fit is the best of all the four model
versions, with an adjusted R? value of 0.5933.

Table 6 The PLM fixed-effect model dependent: CampNiDoPct, fixed effects: Country

Estimate Std.Error t-value Pr(>|t]) | Sig level
ENAW -0.5568 0.2306 -2.4143 0.0189 |*
GDPperCa1000 0.9364 0.1067 8.7771 3.577e-12 | ***
CampGrPct 0.3235 0.0982 3.2940 0.0017 |**
Fixed effects of Country
Bulgaria 0.0076 1.6478 0.0046 0.9963
Czechia 1.6562 1.6981 0.9753 0.3335
Croatia -1.1552 1.6812 -0.6871 0.4948
Latvia 0.4998 1.7736 0.2818 0.7791
Lithuania 0.4951 1.8205 0.2720 0.7866
Hungary | -0.5432 1.8395 -0.2953 0.7689
Poland -0.0094 1.8463 -0.0051 0.9959
Romania -0.8221 1.8762 -0.4382 0.6629
Slovenia 0.5129 2.1066 0.2435 0.8085
Slovakia -0.6418 2.2441 -0.2860 0.7759
Multiple R?: 0.6255
Adjusted R?: 0.5466
F(df: 3,57) 31.7301
p-value: 3.4071e-12

Note: Signif. codes: 0 “***’(0.001 ***’ 0.01 *' 0.05".",
Source:Author’s own construction
The final step in our analysis is to decide whether one of the fixed effect

models or the random effect model is more appropriate. The Hausman-test was
used for this purpose, with the following results:

o Fixed-effect model with Year as fixed effect variable: Ch/-Square value =
0.14122, df = 3, p-value = 0.9865

o Fixed-effect model with country as fixed effect variable: Ch/-Square value
= 0.14709, df = 3, p-value = 0.9856
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Table 7 Result of the PLM random effects panel model, dependent: CampNiDoPct,
random-effect variables: Year and Country

Estimate | Std.Error | t-value Pr(>|t]) Sig level
(Intercept) -5.5496 1.2858 | -4.3162 | 1.587e-05 |***
ENAW -0.6123 0.1700 | -3.6010 0.0003 Fkk
GDPperCa1000 0.9372 0.1013 9.2505 <2.2e-16 | ***
CampGrPct 0.3218 0.0927 3.4716 0.0005 ok
Multiple R%: 06111
Adjusted R 0.5933
Chi-Square (df: 3) 103.688
p-value: <2.22e-16

Note: Signif. codes: 0 “***’(0.001 “**’ 0.01 *’' 0.05".",

Source:Author’s own construction

As the p-values are much larger than the preferred probability of 0.05, this means
that both fixed-effect models are less appropriate than the random effect model. There-
fore, our best model is the one presented in Table 7, and the resulting model equation
is the following:

CampNiDoPct = -5.5496 - 0.6123 ENAW+ 0.9372 x GDPperCal1000 + 0.3218 x CampGrPct

Figure 3 The fit of the random-effect PLM panel model of Table 6

projected

0 3 10 15
obsenved

Source:Author’s own construction

Figure 3 illustrates the fit of the random effects model. This figure is nearly identical
to Figure 2 of the OLS model. These results show, that when year and country are used
as temporal and spatial panel variables, the proportion of domestic tourist nights is po-
sitively influenced by the share of campsites and by the per capita income levels, and
negatively impacted by the proportion of environmentally concerned citizens. In other
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words, where the population is more affluent on average, and a relatively higher pro-
portion of tourist accommodation places is available in campsites, then more domestic
tourist nights are spent in campsites; while where the higher proportion of the popula-
tion is concerned about the environmental conditions of the country, domestic tourists
tend to spend less time in camping holidays. The impact of the year did not seem to be
a significant influencing factor, and there are no significant differences among countries
regarding this relationship.

Conclusions

Our research question was whether the concern for the environment is related to
the preference for camping tourism within the tourism sector in the former socialist
countries of the European Union. This question is interesting, because if such a relatio-
nship exists, then the importance of camping tourism within the tourism sector may
change as concern for the environment increases.

The model versions presented in the former section underline that the importance
of domestic camping tourism within the tourism industry of a country is related to the
environmental sensitivity of the population, i.e., to the percentage of people who put
the environmental issues among the most important concerns of the country. The supply
of campsite tourism services, namely the propotion of campground establishments
within tourism accommodation establishments was found to have a positive relationship
to domestic campsite demand. This means that more more orientation of the tourism
accommodation sector towards camping tourism goes together with higher preference
of domestic tourists for camping holidays. Higher per capita incomes are also positively
associated with higher preference for camping holidays. A 1% increase in the relative
share of campsite establishments led to a 0.3% increase in the share of domestic tourist
nights spent in campsites, while a 1000 EUR increase in the per capita GDP produced a
0.9% increase in the share of domestic tourist nights. While higher preference for cam-
ping holidays is positively associated with higher incomes and higher campground sup-
ply, surprisingly, higher environmental concern was negatively associated with camping
holidays among domestic tourists. A 1% increase in the environmentally conscious pro-
portion of the population goes together with a 0.6% decrease in the share of domestic
tourist nights spent in campsites. The explanation for these results is rather complex.

The average per capita income level of the former socialist member states of the
EU is rather low, in fact, this value was only about half of the EU average for the analysed
countries and time period. The population, being relatively poor, is likely to consider
economic and social issues more pressing than environmental ones, as is supported by
Serdane (2017). As Bacsi (2020) showed, environmental concern in the former socialist
countries was considered only by 3.1% of the population of major concern, while the
same figure is 7.4% in the EU on average. Our correlation analysis showed that more
affluent countries express more preference for domestic camping holidays. The multiple
regression results revealed that more income is associated by relatively more domestic
tourist nights spent in campsites, and domestic camping tourism is also encouraged by
the existence of more campsite establisments. However, concern for the environment
reduces the preference for camping among domestic tourists. As it was established in
the literature survey (Peluso et al., 2019), the environmental beauty is a significant
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component of the appeal of camping holidays. Therefore, where the environment is seen
as being in good shape, domestic camping nights may be high, but in such conditions,
there is no reason to worry about the environment. When the people are more concer-
ned about environmental issues it is reasonable to assume that the natural conditions
are rather bad, and then nature is not attractive enough to encourage camping among
the domestic population.

All this has a special message for the tourism industry. With increasing incomes,
and diminishing economic and social problems the environmental awareness will pro-
bably increase in these countries, too. The preference for camping, this sustainable na-
ture-based holiday type, will probably rise, too. To be able to utilise this increasing pre-
ference the environmental conditions should be improved, not to frighten away potential
tourists from the domestic campsites. Conscious efforts for protecting the environmental
endowments cannot be neglected any longer.
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Belt and Road Initiative trends in the European Union and Iran?

Zuzana Borovska?

Abstract

As a turning point in the functioning of the world economy so far, we can consider the
Belt and Road Initiative (BRI), led under the auspices of China (PRC), which promises
to establish a world trade order and transport and logistics networks between Asia and
Europe. Aim of the presented article is to identify current BRI trends in the EU and Iran.
Through analyses of the presence of Chinese BRI investments in EU countries involved
in the BRI project, the author found that most Chinese BRI investments are monitored
in Italy, Luxembourg and Portugal. The presence of Chinese capital in the EU is partic-
ularly evident in the energy sector, transport and in the financial sector. Author also
identified declining trend of the inflow of BRI foreign investments of the PRC to EU
countries in the monitored period. In the case of the Iranian economy, an analysis of
the available data revealed that Chinese BRI investments are mainly presented in sectors
such as transport, energy and utilities.
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Introduction

The PRC has an almost thousand-year history with Europe through the ancient
network of trade routes of the original Silk Road. However, these efforts have redoubled
in recent history. Partly as a result of the debt crisis in the euro area in 2008, continuing
deindustrialisation and China's drive to acquire a European brand and technology
(Mayer, 2018). According to the author, it took some time for Europeans and Chinese
to work together. During the three decades of the "open door policy" (1978-2008), the
PRC was originally only a manufacturing country, attracting European companies to in-
vest in Chinese industries. In the PRC, foreign partners are required to set up joint
ventures with domestic companies, which is the basis for obtaining natural resources in
Australia, Africa and Latin America. The PRC only started investing abroad 15 years ago
and became a European country as its destination (Mayer, 2018). According to Mayer
(2018), culture and language represent a huge obstacle to the PRC's trade in Europe.
The changes that can lead in the framework of the Belt and Road Initiative (BRI) project
in main areas of cooperation of which is the support of cultural and academic stays,

! This paper is a part of a research project of the Ministry of Education, Family and Sports of the Slovak
Republic VEGA (in the period 2020 - 2022) No. 1/0777/20: Belt and Road initiative - opportunity or threat
for the EU and Slovak export competitiveness?

2 Ing. Zuzana Borovska, University of Economics in Bratislava, Faculty of Commerce, Department of Interna-
tional Trade, Dolnozemska cesta 1, 852 35 Bratislava 5, Slovak Republic, zuzana.borovska@euba.sk
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media cooperation and volunteering, which can be partially eliminated by the cultural
gap between Europe and China.

The Middle East is of strategic importance to the PRC in the second decade of the
21st century. The region has long been perceived as a battleground for power competi-
tion and it is in China's interest for its growing power to manifest itself here as well. The
Middle East is a major source of imported energy raw materials and an important region
for Chinese trade and investment. This region is becoming a strategic global crossroads
for the PRC and the most important region outside of neighbouring Asia and the Pacific.
The importance that the PRC attaches to Iran stems from the need to import energy
raw materials. Iran is a Chinese source of oil and a host country for Chinese investment,
particularly in the development of Iran's oil and gas infrastructure (Xuanli, 2013). These
include investments by the Chinese state-owned Sinopec in the National Iranian Oil
Company, which built the Yadavaran oil field, and investments by the Chinese National
Oil Company in the Iranian Azadegan oil field. Chinese investment in Iran is also directed
to the modernization of Iran's transport infrastructure (Scobell, 2018).

1 Methodology

The main aim of the presented article is to identify current BRI trends in the EU
and Iran. To achieve our goal, we use a simple method of analysis and synthesis of
Chinese investment data in EU countries and Iran. Using the available data of the Euro-
pean Court of Auditors (2020), IMF (2020), IMF - Coordinated Direct Investment Survey
(CDIS) (2019) and American Enterprise Institute (2021), we constructed graphs identi-
fying the nature of Chinese investments covered by the BRI project in the monitored
countries.

Through the obtained data, we were able to present the development of the inflow
of Chinese investments into EU countries in the years 2013-2019, as well as the areas
with the highest value of the presence of Chinese capital. In the case of analysis of the
BRI project’s trends in Iran, we decided to provide data not only of an investment nature
but also capital in the form of construction contracts, as the value of Chinese investments
is negligible according to available data.

As a limitation of our research, we consider the lack of available data, which is
often incomplete or not very transparent in relation to the BRI project.

2 Results and Discussion

At the end of 2013, the new Chinese President, Xi Jinping, presented a proposal
for the 21st Century Silk Road and Maritime Silk Road, which was recently known as
"One Belt, One Road", or as the "New Silk Road". Today, the project is particularly known
as the "Belt and Road Initiative", which has quickly gained widespread international
economic and political support. The construction of new strategic transport routes and
logistics should address the most significant causes of instability in individual regions, as
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well as poorly developed mutual economic and political relations between Asian coun-
tries. This project is also seen as a new tool for economic, political and cultural unification
of all parts of Asia. Cooperation between the countries in the field of the project is
ensured by the PRC through Memoranda of understanding and cooperation. Participation
in the project has already been confirmed by more than 140 countries, including Belarus,
Iran, Kazakhstan, Pakistan, Russia and the EU (Green BRI, 2021). It is logical that the
Iranian economy, which for political reasons is unable to realize its huge economic po-
tential in the long run, expects that the implementation of this project will help mitigate
the negative effects of the measures in place, especially by the US. Among other things,
Iran believes that it will be able to activate its own production base, supply the world
with strategic raw materials and other commodities, and be able to revitalize its econ-
omy.

The OECD report (2018) includes in its statistics the 65 countries that are part of
the BRI project, as it characterizes the economies that were officially included in the
Chinese BRI Action Plan published in March 2015 and the 7 countries that were included
in the project later. Nevertheless, China signed a Memorandum of Understanding with
140 countries around the world by 2021, making them part of the project (Yidaiyilu,
2021). BRI contains:

40 countries in sub-Saharan Africa;

34 countries in Europe and Central Asia (18 EU countries);
25 countries of East Asia and the Pacific;

17 countries in the Middle East and North Africa;

18 countries in Latin America and Caribbean;

6 countries of Southeast Asia.

For the purposes of the article, we have decided to list the 18 EU countries that are
part of the initiative as of January 1, 2021 (Green BRI, 2021). Listed countries are Lux-
embourg, Austria, Italy, Malta, Cyprus, Slovenia, Estonia, Czech Republic, Portugal,
Greece, Lithuania, Slovak Republic, Latvia, Hungary, Poland, Croatia, Romania and Bul-
garia.

2.1 Analysis of current BRI trends in the EU

The BRI is the China’s most important investment strategy for economic growth.
One of the political goals is to increase China’s influence abroad and thus also in EU
countries. The initiative supports China's geostrategic ambitions to expand globally by
sustaining domestic growth, developing regional and global connectivity, introducing
Chinese standards in less developed countries and providing further trade facilitation
between markets along the initiative (European Court of Auditors, 2020).

The international as well as the European community praises but also criticizes the
BRI project. China’s strategy can have positive effects on both the European and global
economies, for example by supporting employment growth. However, the EU has ex-
pressed concern about the dependence of Chinese investment in strategic sectors, their
concentration in sensitive or strategically important sectors and the non-reciprocity of
access to the European single market (European Court of Auditors, 2020). However, we
also see a problem in the heterogeneous perception of the PRC and the BRI project in
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EU countries. Member States often have different preferences when it comes to estab-
lishing partnerships with China. Pagan Sanchez (2020), also noticed this problem in his
research, noting the heterogeneity of member states’ attitudes towards the BRI. We
monitor heterogeneity not only in the perception of the project but also in the structure
of the EU countries that participated in the BRI project with the PRC.

In terms of population in 2019, the largest EU country joined in the BRI is Italy
(60.36 million), followed by Poland (37.97 million), Romania (19.41 million), Greece
(10.73 million), and the Czech Republic (10.65 million). According to IMF forecasts
(2020), in 2025 the countries: Italy, Poland, Romania, the Czech Republic and Greece
will be the most populous BRI economies in the EU. In terms of the economic level of
individual countries, measured by GDP p.c., the BRI includes a diversified group of coun-
tries. The most developed BRI economy in the EU is Luxembourg with a level of
$ 115,838.77 million, Austria ($ 50,380 million) and Italy ($ 33,159.07 million). The Slo-
vak Republic is in 12th place in the ranking of the economic level with the level of GDP
p.C. in the amount of $ 19,344 million. The IMF (2020) predicts a high level of GDP p.c.
by 2025 in Luxembourg, Austria, Malta and Italy. HDP p.c. of the Slovak Republic should
increase to the level of $ 27,172.06 million. The initiative's investment projects can ac-
celerate economic growth, yet some countries are exposed to debt risk. EU countries
with the biggest amount of gross government debt in 2019 involved in the BRI project,
Greece (180.92% of GDP), Italy (134%) and Portugal (117.74%) have the highest in-
debtedness. The IMF (2020) predicts a reduction in Greece's government debt to
165.91% by 2025. Debt is also projected to decline in Portugal, Cyprus and Hungary.

Graph 1 Overview of the development of FDI volumes of the PRC in selected EU
countries involved in the BRI project in the years 2009-2019 (in millions of $)
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According to Graph 1, the largest volumes of Chinese FDI (2019) are in
the Czech Republic ($ 672.52 million), Poland ($ 393.40 million), Bulgaria ($ 132.69 mil-
lion) and Romania ($ 101.81 million). It is followed by Croatia ($ 78.47 million), Estonia
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($ 36.39 million) and Latvia ($ 30.33 million). The outflow of Chinese FDI to the Slovak
Republic in 2019 amounted to $ 21 million with a year-on-year decrease (18/19)
$ 3.90 million. We noticed less Chinese investment in Lithuania ($ 9.07 million), Slovenia
($ 4.78 million) and Hungary, with a negative value of $ 54.45 million. We can also note
an increase in the volume of Chinese investment since 2013 and thus since the an-
nouncement of the implementation of the New Silk Road project by the Chinese Presi-
dent, Xi Jinping. The highest volume of Chinese investments in selected EU countries
involved in the project is observed in 2017 with a slightly declining trend until 2018 and
a further increase in 2019.

In the case of the Slovak Republic, data from 2016 are absent from IMF statistics,
but we nevertheless observe an increase in the volume of Chinese investments in the
Slovak Republic from 2009 to 2012, when we recorded a maximum of Chinese FDI in
2012 of $ 62.12 million In the year of the announcement of the initiative (2013), we
observe a decrease in the state of investments of the PRC by $ 27.39 million to the value
of $ 34.47 million. The recovery took place in 2014, but in the following year the stock
of Chinese FDI in the Slovak Republic decreased again and thus reached its minimum in
the monitored period, amounting to $ 15.02 million. In 2017, the investment position of
the PRC in the Slovak Republic strengthened again and in the given year the volume of
Chinese FDI reached the level of $ 36.07 million. Until 2019, however, we see a renewed
decline in the volume of investments. Based on the above, we state that the presence
of Chinese investments in selected EU countries involved in the BRI project is not very
significant in the Slovak Republic compared to other economies. On the contrary, we
observe that of the countries under comparison, the presence of the PRC through in-
vestments is significant, especially in the Czech Republic, Poland, Bulgaria and Romania.

Graph 2 Development of the PRC's foreign investment inflow within the BRI project
in the EU in 2013-2019 (in millions of $)
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According to the European Court of Auditors (2020), Chinese FDI sectors in the EU
between 2000-2019 include strategically important areas such as transport and infra-
structure (29.1%), information and communication technologies (ICT) (12.4%), energy
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(10.1%) and automotive industry (14.1%). This is followed by investments in real estate,
hotels and restaurants (11.2%), industrial machinery and equipment (6.7%), agriculture
and food (5.9%). It is transport and infrastructure that are the basic pillars of the BRI
project, which corresponds to the attention of Chinese investors in EU countries.

In connection with the analysis of the PRC's foreign investments in the EU, which
fall under the implementation of the BRI project, we constructed a Graph 2 using data
from the American Enterprise Institute (2021), which illustrates the development of Chi-
nese BRI investment inflows to EU countries in 2013-2019. It follows from the above
that within the BRI project we observe a sharp year-on-year increase in Chinese invest-
ment in the years 2013/2014, which amounted to $ 11,370 million. The following years
2014 and 2015 are characterized by an increased inflow of investments in BRI projects
within the EU countries. In 2015, we monitor the maximum inflow of Chinese foreign
investment, the value of which reached $ 11,840 million. In the following years, there
was a decline and the inflow of investment in the EU was not as high as in previous
years. Based on data from the American Enterprise Institute (2021), we finally state a
declining trend in the inflow of foreign investments of the PRC within the BRI project to
EU countries in the period under review.

Graph 3 Overview of the state of foreign investments of the PRC within the BRI
project in selected EU countries in the years 2013-2019 (in millions of $)
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Under the BRI initiative, in 2013-2019, the PRC began to implement various invest-
ment projects in EU countries. For the purpose of examining this issue, we work with
the available data of the American Enterprise Institute (2021) as well. During the period
under review, the highest cumulative Chinese investments were in Italy ($ 22,190 mil-
lion), Luxembourg ($ 4,680 million), Portugal ($ 4,330 million) and Greece ($ 3,840 mil-
lion). In the period from 2013-2019, 58 Chinese investments have been made in the EU
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in connection with the BRI project so far, of which only 7 of them were greenfield in-
vestments.

In the case of foreign investment in Italy, the PRC invested mainly in energy, fi-
nance, technology and transport. The largest investors were the Chinese companies
SAFE, Shanghai Electric, State Grid, ChemChina, Three Gorges, Fosun and Huawei. The
inflow of Chinese investment into Luxembourg was mainly in the areas of transport
(aviation), logistics, finance and public services. The largest investors were the Chinese
companies Henan Civil Aviation, China Minsheng Investment, Schadong Heavy, Legend
and Southern Power. In Portugal, the PRC has invested the most in the finance,
healthcare and energy sectors. Fosun, SAFE, China Reform Holdings, Haitong Securities
and Three Gorges are among the largest Chinese investors in Portugal. Chinese invest-
ments in Greece went mainly to the areas of transport (logistics and aviation), energy
and technology, while the largest investors in Greece include the Chinese companies
State Energy Investment, China Ocean Shipping, Shanghai Gongbao, KaiXinRong and
State Grid.

Graph 4 Structure of the state of foreign investments of the PRC within the BRI project
in EU countries by sectors in 2013-2019 (in%)
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Source: Author’s own processing according to American Enterprise Institute (2021)

Since the beginning of the BRI initiative, most Chinese investments in EU countries
have been directed mainly in the energy sector (oil industry and renewable energy
sources), accounting for 35% of all Chinese BRI investments in the EU. The PRC invest-
ments were further attracted by the transport sector (automotive, aerospace) with a
share of 18%. About 17% of Chinese investments were reported in the financial sector,
mainly in banking and investment sub sector. A relatively high percentage of Chinese
investment in the EU went to technology (6%) and real estate (6%). It is clear from the
above that the PRC is strengthening its position mainly through investments in energy,
transport and finance, the mainstays of the BRI investment project.
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2.2 Analysis of current BRI trends in Iran

Despite Chinese significant energy dependence on Iran, it is in the PRC's interest
to improve the country's position in the world economy. As one of the BRI's goals is to
increase economic growth in the countries on the project axis, China's foreign capital is
also channelled to other, vital sectors of the Iranian economy. In order to analyse Chi-
nese capital in Iran, we constructed a Graph 5 using available data, which indicates
Iranian sectors with a share of Chinese capital not only in relation to investment but also
the presence of Chinese capital in Iran through the implementation of construction con-
tracts.

According to available data, by 2019, only 4 Chinese investments totalling
$ 4,720 million had been recorded in Iran. In 2007, the Chinese oil company Sinopec
invested $ 2,010 million in the National Iranian Oil Company (NIOC) and secured a stake
valued in 51%. According to the American Enterprise Institute (2021), it was reported
as greenfield investment. In January 2009, the National Oil Company of China (CNPC)
invested $ 1,760 mil. As in 2007, this investment was also greenfield in nature. Both
investments went to the Iranian energy sector, specifically to the oil industry.

Since the announcement of the BRI, 2 Chinese investments have been recorded in
Iran, a total of $ 950 million. In May 2014, the Chinese Metallurgical Group Corporation
(MCC) invested $ 350 million in Iranian economy. In November 2016, before the French
oil company Total left Iran, CNPC invested $ 600 million and bought a 30% stake. The
French oil company Total announced its departure from Iran in August 2018 after US
President D. Trump threatened that under no circumstances would any company trading
with Iran be able to trade with US. Both investments were made as part of the BRI
project and went to the metallurgical industry, specifically to the production and pro-
cessing of steel and the energy sector, specifically to the extraction of natural gas.

Graph 5 Overview of Chinese investments and construction orders of the BRI project
in Iran in the years 2014-2019 (in%)
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As the presence of Chinese capital through foreign investment in Iran is quite neg-
ligible, we have also decided to compile an overview of construction contracts in which
Chinese companies participate in. Between 2013-2019, the BRI project carried out
15 construction contracts in Iran in cooperation with Chinese business partners (Ameri-
can Enterprise Institute, 2021). The total value of these contracts is $ 10,930 million.
The main Chinese suppliers include Chinese companies: China Energy Engineering, Nor-
inco, Sinopec, Genertec and Beijing Power, operating in the areas of transport, in par-
ticular the railway construction and the energy sector (oil and coal processing).

Graph 5 shows the presence of Chinese capital through BRI investments and con-
struction contracts in Iran in 2014-2019. Cumulatively, most Chinese capital in Iran is in
the area of transport, specifically in rail transport (40%), followed by energy (in the area
of processing of oil, natural gas and coal; hydropower) valued as 20% of Chinese capital,
in Iranian public services (17%), in the chemical industry (13%) and in the metallurgical
industry (production and processing of aluminium and steel) valued at 9%. Of the total
amount of Chinese capital in Iran, the lowest value is in construction and real estate
(1%).

The success of the BRI initiative depends to a large extent on the participation and
support of Iran, especially in terms of geopolitical and logistical aspects. For this reason,
the PRC will make a great effort to meet the needs of its Iranian counterparts. On the
contrary, Iran will try to do everything in the future to attract Chinese investors and
benefit from participating in the project.

Conclusion

In the case of EU countries, the BRI project is particularly relevant in the field of
the development of European railway networks and in the involvement of European
construction companies, operators, logistics network shippers in transport and infra-
structure projects. However, the implementation of the initiative also poses threats to
cooperation with the PRC for EU countries associated with insufficient screening of Chi-
nese investments, possible indebtedness of the participating economies and the protec-
tion of strategic sectors of the EU. In the practical part of the work, we identified current
trends in the BRI project in the EU in terms of the presence of Chinese investment in
the countries under review, as a result, we found that in 2013-2019 most Chinese BRI
investment went to Italy ($ 201,190 million), Luxembourg ($ 4,680 million) Portugal
($ 4,430 million) and Greece ($ 3,840 million). BRI investments in EU countries were
noticed mainly in the energy sector (36%), transport (18%), the financial sector (17%),
technology (6%) and real estate (6%).

In the case of the Iranian economy, we perceive the importance of the BRI project
in the modernization of the country. Through Chinese investment, Iran has the oppor-
tunity to rehabilitate its transport and technology infrastructure and integrate into the
world economy. The importance of the BRI initiative is indeed important to Iran, but this
relationship is directly proportional to the PRC's efforts to secure a stable supply of oil
and other minerals. Between 2014-2019, Chinese BRI investments in Iran aimed mainly
to the renewal of transport infrastructure, especially rail transport (40%) and to the
energy sector in the field of oil, gas and coal processing (20%). Chinese investment
went further into Iranian public services (17%), the chemical industry (13%) and the
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metallurgical industry (9%). As Chinese investments in Iran are mainly reported in the
transport, infrastructure and energy sector, a partnership between these countries is
essential for both countries in terms of the BRI infrastructure project.

The results of the research on the BRI project confirm that it is a project of a global
nature and that the positive and negative consequences of its implementation can now
only be generally predicted. Its success depends on many other socio-political, economic
and cultural processes taking place throughout the world economy. At the political level,
it can be seen as a tool to unite all parts of Asia and, ultimately, to move global economic
lines to this region of the world. The group of countries involved in the current form of
the BRI project consists of economies that can ensure re-exports between Asian and
European countries located on this transport axis, accelerate various specialization pro-
cesses and expand international industrial cooperation.
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Postoj studentov k nakupu produktov setrnych k Zivotnému
prostrediul

Petra Garasova?

Students’ attitude to buying environmentally friendly products

Abstract

Today's world faces the challenges of climate changes and the negative impact of the
production and consumption of most products. The transition to a green economy and
a dircular economy has become a response to the deteriorating situation and ensuring
sustainable development. The aim of the paper is to clarify the attitude and behavior of
students during environmentally friendly products purchasing. The primary data was
obtained by using the standardized query method. Descriptive statistics, cross-tabula-
tions were used to process the results from the questionnaire. We analysed the relation-
ship between some selected variables and the perception of the positive perception of
environmentally friendly products with using mathematical-statistical methods of calcu-
lating regression analysis. Students are most often considered as occasfonal consumers
of environmentally friendly products. The positive perception of environmentally friendly
products is directly influenced by the offer of environmentally friendly products and mar-
keting.

Key words

consumption, environmentally friendly products, student’s behaviour

JEL Classification: M30, Q50
Received: 26.2.2021 Accepted: 13.3.2021

Uvod

Dnesny svet Celi vyzvam spojenych s klimatickymi zmenami a negativnym dopa-
istenie trvalo udrZatel'ného rozvoja sa stal prechod na zeleného hospodarstvo a cirku-
larnu ekonomiku.

Trvalo udrzatelny rozvoj si kladie za ciel’ zmenit' spravanie a zvyky obcanov vo
vzt'ahu k spotrebnym a vyrobnym cinnostiam a je zaloZeny na troch hlavnych pilieroch
udrZatel'nosti: ekonomickom, environmentalnom a socialnom (Santana, 2018). Takyto
vyvoj vSak vyZaduje rézne interpretacie podl'a analyzovanej perspektivy, a preto uvazuje

1 Prispevok vznikol v ramci grantového projektu VEGA 1/0543/18 ,Vyznam dizajnu produktov pri spotrebi-
tel'skom rozhodovani a perspektivy zvySovania vplyvu dizajnu na tvorbu konkurencného postavenia firiem
posobiacich v Slovenskej republike®

2 Ing. Petra Garasova, Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra tovaroznalectva a kva-
lity tovaru, Dolnozemské cesta 1, 852 35, Bratislava, petra.garasova@euba.sk
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o reSpektovani rozmanitosti, pretoze kazdy jednotlivec ma svoju subjektivnu formu in-
terpretacie udrzatel'nosti podl'a jeho hodnét (Dubey, Gunasekaran & Deshpande, 2017;
Lopez-Cabrales & Valle -Kabrera, 2019).

Pri trvalo udrzatelnom rozvoji je cielom kvalita Zivota pre kazdého, dnes aj v bu-
ducnosti. Aby sa zabezpecilo, Ze dizajn vyrobkov postupuje spravnym smerom musi za-
hriat’ holistickd perspektivu, ktora zahfna zivotné prostredie, I'udi, ekonomiku a kulttru
(Von Matern, 2020).

Problémy spojené s podmienkami Zivotného prostredia a klimatickymi zmenami si
vyzaduju vznik novych pristupov k podnikaniu a sposobuju, ze povedomie spotrebitel'ov
a zodpovedné spotreba budl coraz dolezitejsie. Zahfiaju mnoho réznych foriem spra-
vania, ktoré sa okrem iného prejavuju v odmietani nadmernej spotreby, v neprijati vy-
robkov s vysokym negativnym dopadom na Zivotné prostredie, ako aj uprednostiiovanie
zelenych vyrobkov a vyrobkov, ktorych predaj zahfia aj socialne ucely (Chamorro, Pa-
lacios-Gonzalez, 2020).

Dosiahnutie prechodu na zelené hospodarstvo a cirkularnu ekonomiku znamena,
Ze sa spolocensky zodpovedna spotreba zovSeobecni a segment zodpovedného spotre-
bitel'a prestane byt na trhu mensinovym segmentom. Spolocensky zodpovedného spo-
trebitel'a mozeme chapat’ ako niekoho, kto pretransformuje svoje obavy zo socidlnych
a environmentalnych problémov do svojich nakupov a spotrebnych akcii, a berie do
Gvahy nielen tradicné nakupné kritéria (ako su cena, kvalita a iné) ale aj socidlne a en-
vironmentalne aspekty spojené s vyrobkom a spolocnost'ou, ktora ho vyraba a predava
(Frangois-Lecompte, Roberts, 2006).

Sucasny stav riesenej problematiky

Maccioni, Borgianni, and Basso (2019) skumali vnimanie hodnoty ,zelenych pro-
duktov". Ekologické produkty, pri ktorych musia respondenti vynaloZit' viac Usilia na hl'a-
danie relevantnych informacii, zvySuju hodnotu pripisovanu kreativnym rieSeniam, kto-
rym stale veria. Tento efekt je vyraznejsi pri respondentoch, ktori prejavuji mimoriadny
zaujem o problémy s udrZatel'nost'ou. Naopak, alternativne produkty sa vyznacuju vac-
Sim vnimanim hodnoty, pretoze s uznavané ako funkcné a spolahlivé.

Haned (2015) vo svojom prieskume zistil, Ze pre 45 % respondentov ma ekodizajn
pozitivny vplyv na konecny vysledok v absolutnych dislach, zatial’ Co efekt bol neutralny
pre 51 % respondentov. Zo socidlneho hl'adiska je ekodizajn rieSenim prospesnym pre
obe strany, pretoZe generuje environmentalne vyhody pre vSetkych bez negativnych
dopadov na ziskovost'. Pre vel'kl Cast’ spolocnosti ma pristup k ekodizajnu tiez pozitivne
nefinanc¢né dopady, napriklad zlepSenie reputacie a uznania.

Cerri (2018) zdo6raznil dolezitost’ pristupu k informaciam o udrzatelnosti produktu,
najma preto, Ze nedostatok informacii je v sticasnosti vnimany ako hlavné obmedzenie.
Vyskum ukazal, Ze ked’ s potencialni spotrebitelia vyslovne dopytovani o udrzatelnosti,
deklarovany zaujem o otazky Zivotného prostredia a skutotné nakupné spravanie su
Casto nekonzistentné (Buerke, 2017).

Autori do Prado a Moraes (2020) vo svojej stadii potvrdili vztah medzi vplyvom
environmentalneho povedomia a zamerom nakupovat’ ekologické produkty, ktory je
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ovplyvneny aj podla pohlavia spotrebitel'ov. Je viac pozitivny efekt a intenzita pri kipe
organickych produktov zenami.

1 Metodika prace

Cielom prispevku je objasnit’ postoj a spravanie Studentov pri ndkupe produktov
Setrnych k Zivotnému prostrediu. Na dosiahnutie stanovaného ciel'a bol realizovany pri-
marny prieskum prostrednictvom metddy Standardizovaného dopytovania a zucastnilo
sa ho celkovo 51 respondentov — Studentov z Ekonomickej univerzity.

Na vyhodnotenie primarnych Udajov ziskanych z nasho prieskumu sme pouzili po-
pisnu Statistiku. Vysledky sU prezentované prostrednictvom grafov a tabuliek. Krizové
tabulky sme vyuzili na zistenie rozdielov medzi vybranymi segmentacnymi kritériami
a deklarovanym spravanim.

V prispevku sme analyzovali vztah niektorych vybranych premennych a vnimania
produktov Setrnych k Zivotnému prostrediu. Na urcenie vzajomného vzt'ahu sme pouzili
matematicko-statistické metddy vypoctu regresnej analyzy a prostrednictvom dedukcie
sme vyslovili zavery.

2 Vysledky a diskusia

Prieskumu sa zUcastnilo celkovo 51 respondentov. Z celkového poctu respondentov
bolo 39 (76,5 %) Zien a 12 (23,5 %) muZov. Vek respondentov sa pohyboval od 20
rokov do 27 rokov, priCom najviac respondentov 21 (41,2 %) malo 21 rokov. Druha
najpocetnejsia skupina respondentov, 12 (23,5 %), mala 20 rokov, a tretie najpocetnej-
Sia skupina 9 (17,6 %) respondentov mala 22 rokov.

Popri Studiu pracuje 39 (76,5 %) respondentov. Medzi najCastejSie zal'uby respon-
dentov patria: Cas straveny s rodinou/priatelom/priatel'kou, chodenie do prirody, pocu-
vanie hudby/chodenie na koncerty, festivaly, Sport, Citanie knih, travenie ¢asu s doma-
cimi zvieratkami, vzdelavanie sa a nakupovanie.

Respondentov sme sa pytali na ich postoj k nakupu produktov Setrnych k Zivot-
nému prostrediu. Produkty Setrné k zivotnému prostrediu st produkty, ktoré maju nizsi
negativny dopad na Zivotné prostrediu pocas vyroby, pouZzitia a likvidacii v porovnani
s inymi produktami. Na zaklade postoja mohli byt’ respondenti zaradeni do nasledujlcich
stupniov spravania (Flash Eurobarometer, 2012):

e Pravidelny — respondent Casto nakupuje produkty Setrné k Zivotnému pro-
strediu,

e Prilezitostny — respondent niekedy nakupuje produkty Setrné k zivotnému pro-
strediu,

e Pripraveny — respondent nekupuje produkty Setrné k Zivotnému prostrediu, ale
urcite to ma v Umysle urobit’ v buducnosti,

e Zvazuje pripravenost’ v buducnosti — respondent nekupuje produkty Setrné k Zi-
votnému prostrediu, ale mozno tak urobi v budicnosti,
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e Nakupoval, ale prestal — respondent nakupoval produkty Setrné k Zivotnému
prostrediu, ale prestal,

e Neochotny — respondent nekupuje produkty Setrné k Zivotnému prostrediu
a nema v Umysle tak urobit'.

o Iné.

Z vysledkov Flash Eurobarometra (2012) vyplynulo, Ze najviac respondentov naku-
puje produkty Setrné k zivotnému prostrediu prilezitostne (graf 1). V EU sa 54 % res-
pondentov oznadilo za prileZitostnych spotrebitel'ov, na Slovensku, bol vysledok takmer
rovnaky (56 % respondentov). V nasom vyskume sme zistili, ze 63 % Studentov si nie-
kedy kupuje produkty Setrné k zivotnému prostrediu. Ak sa pozrie na vysledky spolu so
segmentom pravidelnych spotrebitelov produktov Setrnych k Zivotnému prostrediu je to
Cislo vyssie. V ramci EU nakupuje produkty Setrné k Zivotnému prostrediu 70 % respon-
dentov, na Slovensku viac ako 70 %. V nasom prieskume vyslo, Zze az 80 % Studentov
nakupuje produkty Setrné k Zivotnému prostrediu, ale st skor prileZitostny spotrebitelia.
Studenti ako mladi l'udia, si méZu viac uvedomovat’ dolezitost’ ochrany Zivotného pro-
stredia a znizenie negativneho dopadu na Zivotné prostrediu spdsobené spotrebou zlych
produktov. Avsak Studenti maju vel'akrat nizsi prijem ako pracujuci 'udia, ¢o moze vy-
svetl'ovat’ preCo nakupuju produkty Setrné k zivotnému prostrediu len prileZitostne.

Graf 1 Nakup produktov Setrnych k Zivotnému prostrediu
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Zdroj: vlastné spracovanie na zaklade Flash Eurobarometer (2012) a vlastnom prieskume

Na zaklade ziskanych dat z nasho prieskumu sme zistili, Ze prileZitostnymi a pravi-
delnymi spotrebitel'mi produktov Setrnych k Zivotnému prostrediu su viac Studenti, ktori
pracuju popri Studiu, avSak nemo6zeme to tvrdit’ so Statistickou vyznamnost'ou. Takisto
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pohlavie nemalo Statisticky vyznamny vplyv na nakup produktov Setrnych k Zivotnému
prostrediu.

Priblizne viac ako polovica obyvatelov EU (51 %) si mysli, Ze produkty $etrné k Zi-
votnému prostrediu su l'ahko odliSitelné od ostatnych produktov (graf 2). Slovensky
spotrebitelia mali takmer rovnaky nazor, az 52 % si mysli, ze produkty Setrné k Zivot-
nému prostrediu su lahko odliSitelné od ostatnych produktov. V naSom prieskumu sih-
lasilo s tvrdenim len 41 % respondentov. O nieCo viac ako polovica EU obyvatel'ov (54
%) si mysli, Ze produkty Setrné k Zivotnému prostrediu su I'ahko dostupné v obchodoch,
avsak suhlas s tvrdenim je o nieo nizsi u slovenskych obyvateloch (49 %). Z nasho
prieskumu si len 24 % Studentov mysli, Ze produkty Setrné k Zivotnému prostrediu su
I'ahko dostupné. To moze byt aj dovod preco su Studenti len prileZitostnymi spotrebi-
tel'mi produktov Setrnych k zivotnému prostrediu. Dévod moze byt aj spésob zivota mla-
dych l'udi, ktory je uponahlany, ¢i obmedzena ponuka tovaru obchodoch v blizkosti $kol,
internatov.

Graf 2 Postoj k nakupu produktov Setrnych k zivotnému prostrediu
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Zdroj: vlastné spracovanie na zaklade Flash Eurobarometer (2012) a vlastnom prieskume

Vysvetlivky: 1 — je I'ahké odliSit’ produkty Setrné k Zivotnému prostrediu od ostatnych produktov. 2 — produkty
Setrné k Zivotnému prostrediu st 'ahko dostupné v obchodoch. 3 — Produkty Setrné k Zivotnému prostrediu
poskytuju dobr(i hodnotu za peniaze. 4 — Rodina alebo priatelia si myslia, Ze je dobré pouzivat’ produkty Setrné
k Zivotnému prostrediu. 5 — Nakupovanie produktov Setrnych k Zivotnému prostrediu je dobrym prikladom pre
ostatnych. 6 — PouZivanie produktov Setrnych k Zivotnému prostrediu je spravna vec.
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S vyrokom produkty Setrné k Zivotnému prostrediu poskytuju dobrd hodnotu za
peniaze suhlasi viac ako polovica EU obyvatel'ov (graf 2). Na Slovensku suhlasilo s tvr-
denim 49 % obyvatel'ov a 45 % Studentov. 80 % obyvatel'ov EU si maju rodinu alebo
priatelov, ktori si myslia, Ze pouZivanie produktov Setrnych k Zivotnému prostrediu je
spravna vec, na Slovensku si to tvrdi o nieco viac obyvatel'ov a to 90 %. Z nasho prie-
skumu suhlasilo s vyrokom len 64 % Studentov. Viac ako 90 % obyvatel'ov EU, obyva-
telov Slovenska a Studentov si mysli, Ze nakup produktov Setrnych k Zivotnému pro-
strediu je dobrym prikladom a takisto si myslia, Ze je to spravna vec.

Najcastejsie Studenti nakupuji produkty Setrné k zivotnému prostrediu v nasledov-
nych produktovych kategériach — potraviny (70,6 %), drogériovy tovar (60,8 %), textil
a odevy (33,3 %), elektronika (13,7 %), bytové doplinky (7,8 %), nabytok (1, 96). M6-
Zzeme vidiet, ze najviac Studentov si nakupujeme produkty Setrné k Zivotnému prostrediu
v produktovej kategorii potraviny a drogériovy tovar, ¢o suhlasi aj s pozitivnym rastom
zdravého Zivotného Stylu. Takisto su to aj produktové kategodrie, ktoré su Studentom
najdostupnejsie, ked’ze vacsina Studentov byva so svojimi rodicmi, ¢i na internatoch.

2.1 Vplyv vybranych faktorov na vnimanie produktov Setrnych k Zivotnému
prostrediu

Ekonometricky model vo forme jednoduchej linearnej regresie popisuje vzajomny
vztah medzi vybranou hodnotou a pozitivnym vnimanim produktov Setrnych k Zivot-
nému prostrediu. V tomto vztahu je zavislou premenou vnimanie produktov Setrnych
k Zivotnému prostrediu a nezavisle premenné su: ponuka produktov Setrnych k Zivot-
nému prostrediu, cena produktov, kvalita produktov, znacka produktov, vplyv produktov
na Zivotné prostredie, informacie o produkte, referencie, marketingova kampan, dizajn
produktu.

Zakladnymi vystupmi analyzy (Tab. 1) je koeficient korelacie, ktory nam vyjadruje
mieru linedrnej zavislosti dvoch premennych. Cim viac sa jeho hodnota priblizuje k 1,
tym je silnejSia zavislost’ medzi premennymi. V naSom modeli linedrnej regresie je naj-
vysSia hodnota koeficientu korelacie v pripade premennej ponuka produktov Setrnych
k Zivotnému prostrediu, ide o miernu korelaciu (hodnota 0,46154449). Nizka korelacia
bliziaca sa k miernej koreldcii bola zistena pri dvoch premennych marketingova kampar
(0,27609230), vplyv produktov na Zivotné prostredie (0,25201707). V ramci jednotlivych
linedrnych modelov nadobudli P-hodnotu nizsiu ako 0,05 len dve premenné. NajlepSie
hodnoty sme namerali pri premennej ponuka produktov (p-hodnota 0,0007) a marke-
tingova kampan (0,0499).

Koeficient determindcie vyjadruje akd Cast’ variability zavislej premennej vieme vy-
svetlit’ regresnym modelom. Najvyssiu hodnotu pri Statisticky vyznamnych premennych
sme dosiahli pri premennej ponuka produktov, ktorou vieme vysvetlit' 21,3 % variability
premennej vnimania produktov Setrnych Zivotnému prostrediu.
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Tab.1 Vysledky jednoduchej linedrnej regresie pre zavisli premennu

Koeficient

Koeficient | determinacie P-hod-
Nezavisla premenna korelacie R2 nota
Ponuka produktov 0,46154449 0,213023 0,0007
Cena produktov -0,02917823 0,000851 0,8389
Kvalita produktov 0,19468929 0,037904 0,1710
Znacka produktov -0,09384536 0,008807 0,5125
Vplyv produktov na Zivotné 0,25201707 0,063513 0,0744
prostredie
Informacie o produkte -0,01910006 0,000365 0,8942
Referencie 0,09194950 0,008455 0,5210
Marketingova kampan 0,27609230 0,076227 0,0499
Dizajn produktu -0,00482574 0,000023 0,9732

Zdroj: vlastné spracovanie
Zaver

Cielom prispevku bolo objasnit’ postoj a spravanie studentov pri nakupe produktov
Setrnych k Zivotnému prostrediu. Na zaklade prieskumu sme zistili, Zze vacSina Studentov
sa povazuje za prilezitostnych spotrebitel'ov produktov Setrnych k zivotnému prostrediu.
Ale len 24 % Studentov si mysli, Ze produkty Setrné k Zivotnému prostrediu st I'ahko
dostupné v predajniach, ¢o mbZe sposobovat’ aj preo nenakupuju produkty Setrné k Zi-
votnému prostrediu pravidelne.

NajCastejsie si Studenti kupuji produkty Setrné k zivotnému prostrediu v produkto-
vej kategorii potraviny a drogériovy tovar. Takéto produkty si dennej spotreby, a preto
si pri ich nakupe bert viac ohl'ad na zivotné prostredie. Takisto to suvisi s rasttcim tren-
dom zdravého Zivotného Stylu. Nizsi nakup inych produktov Setrnych k Zivotnému pro-
strediu méZe byt’ zapricineny zdiel'anim domacnosti s rodinou, priatel'mi, ¢i spoluziakmi,
a tym padom rozhodnutie o kdpe inych produktov nie je len ich individualne.

Priamy vplyv na pozitivne vnimanie produktov Setrnych k Zivotnému prostrediu ma
ich ponuka a marketingové kampane. ZvysSenie ponuky produktov Setrnych k Zivotnému
prostrediu a spravne zvolena marketingova komunikacia, by mohla viest' k zlepseniu do-
stupnosti v predajniach. Ak by Studenti mali lepsi pristup k produktom Setrnych k Zivot-
nému prostrediu mézeme predpokladat’, Zeby sa zvysila ich spotreba a z prileZitostného
nakupu produktov Setrnych k Zivotnému prostrediu by sa mohli stat’ pravidelné nakupy
produktov Setrnych k Zivotnému prostrediu.
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Neuroveda ako vychodisko pre neuromarketing
a jeho implementaciu

Raébert Hula!

Neuroscience as a starting point for neuromarketing
and its implementation

Abstract

Neuromarketing and neuroscience help us to examine and describe how the consumer
behaves and who he is. The interaction between the two sciences helps to deepen
knowledge about the consumer. This has led to the creation of a separate department
abroad, namely consumer neuroscience. The article discusses the role of non-science
and non-marketing and identifies the expectations that neuroscience can bring to re-
search. The reader of this article can also get acquainted with the basic methods that
marketing uses to get to know the consumer perfectly, in addition it provides an over-
view of the progress that neuroscience has made in recent years and thus can increase
the outlook and use of neuromarketing for readers themselves. This article introduces
the reader to the basic ethical principles in consumer research in neuromarketing.
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Uvod

Vedci a odbornici v oblasti marketingu a spotrebitel'ského vyskumu sa snazia od-
halit’ tajomstva umenia a vedy UspesSného marketingu, produktov a sluzieb pre spotre-
bitel'ov. Usiluju sa tiez porozumiet’ spravaniu svojich spotrebitel'ov, aby im poskytli pri-
jemnu skusenost’ s procesom spotreby. Aj ked' uz existuju desatrocia vyskumov zame-
ranych na skimanie réznych aspektov spotrebitel'ského spravania, stale sme vel'mi
vzdialeni od pochopenia toho, ako sa spotrebitel’ sprava sp6sobom akym sa sprava.

Manazéri znaciek sa neustdle snazia porozumiet’ potrebam a tizbam svojich zakaz-
nikov, vytvorit' jedinecny potesujuci zazitok, ale nové produkty uvedené na trh vacsinou
nestihaju prildkat’ pohl'ad spotrebitelov, nieto este ich pozornost. Jednym z dévodov
neuspechu marketérov v porozumeni spravania ich spotrebitel'ov je skutocnost, Ze exis-
tuje nesulad medzi postojom a skutocnym nakupnym spravanim spotrebitela. Tradi¢né
metddy prieskumu trhu sa pokdsaju zmerat' pristup spotrebitel'ov k znackam, ktoré sa
nemozu zmenit’ na skutocné spravanie v mieste nakupu.

Viac ako 90% informacii sa spracovava podvedome v l'udskom mozgu (Zurawicki,
2010). Toto podvedomé spracovanie informacii v mozgu spotrebitela hra velkd dGlohu
pri rozhodovani spotrebitela. Tradicné metddy prieskumu trhu, ktoré sa pouzivaji na

! Ing. Robert Hula, Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra marketingu, Dolnozemska
cesta 1, 852 35 Bratislava, e-mail: robert.hula@euba.sk
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pochopenie spravania spotrebitela, nedokazu preniknit’ do podvedomych procesov pre-
biehajucich v mozgu spotrebitel'ov. To vedie k nestladu medzi zisteniami prieskumu trhu
a skuto¢nym spravanim, ktoré prejavuju spotrebitelia v mieste nakupu. Marketéri a vy-
skumni pracovnici preto musia prehodnotit’ svoje metddy prieskumu trhu, aby lepsie
porozumeli spravaniu spotrebitel'ov.

V nasledujlcich Castiach prispevku predstavime rozvijajlcu sa oblast’ neuromarke-
tingu a spotrebitel'skej neurovedy. Nasou ambiciou je poukazat’' na moznosti vyuzitia
neurovedy v marketingu a jej pravdepodobny vyvoj v budulcnosti. Prispevok sa tiez ve-
nuje zakladnym principom ochrany spotrebitela z pohladu neuroetiky ako novovznika-
jucej oblasti vyskumu.

1 Metodika prace

Prispevok je zamerany na podstatu neuromarketingu a stucCasnej spotrebitel'skej
neurovedy vo vztahu k marketingovej vede. Jeho cielom je poukazat’ na moznosti, ob-
lasti a perspektivy vyuzitia neuromarketingu a najnovsich poznatkov spotrebitel'skej neu-
rovedy v skimani spotrebitel'ského spravania a v marketingu. Na zaklade porovnania
pohladov autorov na oblast neuromarketingu definuje jeho poslanie, smerovanie a
efekty pre marketingovu vedu a prax z pohladu stcasnosti ako aj z hl'adiska trendov a
budlceho vyvoja v skimanej oblasti.

Pri vypracovani tohto prispevku sme sa najskor sustredili na systematické zhromaz-
d'ovanie teoretickych poznatkov z danej problematiky, ktoré sme s vyuzitim metody des-
kripcie popisali. Nasledne sme z dévodu ich absencie v domacej odbornej a vedeckej
literatdre tieto pojmy objasnili. Metddou analyzy, syntézy a abstrakcie sme definovali
zakladné pojmy, ktoré sme vysvetlili. Pri hodnoteni nazorov expertov sme k vypracova-
niu prispevku vyuzivali metédu komparacie. Pouzité metddy v tomto prispevku sme do-
plnili aj vlastnym nazorom k rieSeniu danej problematiky.

2 Vysledky a diskusia

V poslednom obdobi sa objavila velka snaha o hibsSie pochopenie 'udského pozna-
nia a spravania. To viedlo k vzniku synergie medzi biologickymi a socialnymi vedami.
Tieto spolocné vyskumné snahy biologickych a socialnych vedcov pomohli pri podpore
vel'kého pokroku na roznych platformach socidlnych, behavioralnych, biologickych a
manazérskych vied. Neuroekonémia a neurologické vedy o rozhodovani poskytli cenné
teoretické poznatky o rozhodovani Cloveka, ktoré zohl'adruju individualne volby aj neu-
ralny mechanizmus, ktory je zakladom tychto volieb (Shiv a Yoon, 2012).
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2.1 Spotrebitel'ska neuroveda

Spotrebitel'ska neuroveda je rozvijajuci sa interdisciplinarny odbor, ktory kombinuje
psycholdgiu, neurovedu a ekondmiu s cieflom Studovat, ako je mozog fyziologicky
ovplyvneny reklamnymi a marketingovymi stratégiami (Lee a kol., 2007). Za posledné
desat’roCie urobila oblast’ spotrebitel'skej neurovedy zmysluplny pokrok pri vytvarani po-
znatkov tykajucich sa marketingu a spotrebitel'ského spravania (Plassmann a kol,.
2015). Aj ked' sa spotrebitel'ska neuroveda a neuromarketing ¢asto v marketingovej li-
teratlre zamienaju, prvy odkazuje na akademicky vyskum v priese¢niku neurovedy, psy-
choldgie a marketingu, zatial' o druhy sa vSeobecne tyka lekara — neuroldga alebo za-
ujmu o neurofyziologické nastroje - ako je sledovanie oci, vodivost’ koze, elektroencefa-
lografia (EEG), event related potential (ERP) a funkéné zobrazovanie pomocou magne-
tickej rezonancie (fMRI), ktoré sa pouzivaji na vykonavanie prieskumu komeréného trhu
(Plassmann a kol., 2011).

Spotrebitel'ska neuroveda je preto doslednejSou verziou neuromarketingu, ktorej
poznatky sU zakomponované do tedrie. Neuromarketing a spotrebitel'sky neurovedecky
vyskum odhal'uju realitu lepSie ako tradi¢né metddy vyskumu zalozené na dotaznikoch
a rozhovoroch (Falk a kol., 2012). Zistilo sa tiez, Ze poskytuje informacie o preferenciach
spotrebitel'ov, ktoré nie je mozné dosiahnut’ konvenénymi metddami (Ariely a Berns,
2010). Nervové opatrenia su lepSim prediktorom Gdajov na Urovni populdcie ako vlastné
hlasenia. Schopnost’ tychto neurovedeckych pristupov predpovedat’ volby v kontextoch
skuto¢ného sveta ma pre marketingovych pracovnikov obrovské dosledky (Plassmann
a kol., 2015). Obchodnici m6zu tieto nastroje pouzit' na ziskanie prehl'adu o imysle spo-
trebitel'ov zamerat’ sa na ich vyrobky a sluzby a m6zu im pomdct’ otestovat’ ich znacky
a marketingové stratégie skor, ako ich skuto¢ne implementuju na cielovom trhu. Mar-
ketéri si mozu zvolit’ najlepsiu stratégiu prezentacie svojich produktov, napriklad pod-
poru celebrit alebo asociaciu so socidlnymi alebo environmentalnymi pri¢inami (marke-
ting suvisiaci s pri¢inami). To by pomohlo konkrétnej znacke usetrit' naklady, ktoré by
sa inak mohli premrhat’ na neefektivnu kampan alebo na nelspech celebrit.

Neuroveda moéze pridat’ hodnotu sti¢asnému spotrebitel'skému vyskumu v mnohych
ohladoch. Shiv a Yoon (2012) spominaju niekol'ko oblasti, v ktorych sa ocakava, Ze neu-
roveda prinesie hmatatelné vyhody, a to: poskytovanie prileZitosti a pokynov na ulah-
Cenie teoretického vyvoja, ul'ahcenie novych empirickych testov Standardnych teoretic-
kych tvrdeni, vysvetlenie pozorovanej heterogenity v ramci skupin spotrebitel'ov a medzi
nimi a nové mechanizmy na zohladnenie fyziologického kontextu a Ulohy mnohych bio-
logickych faktorov, vratane hormoénov a génov, na preferenciach a rozhodovani spotre-
bitel'ov (Shiv a Yoon, 2012). Neuroveda moze formovat’ budicu teériu a modely v roz-
hodovani spotrebitelov a navrhovat’ sposoby, ako je mozné tieto modely pouzit’ na vy-
skum rozhodovania.

2.2 Nastroje spotrebitel'skej neurovedy a neuromarketingu
Spotrebitel'ska neuroveda pomohla vedcom v skiimani spotrebitel'a vytvarat’ novy

pohl'ad na r6zne aspekty znacky, ako je vnimanie znacky (Litt a Shiv, 2012; Milosavljevic

40



a kol., 2012), hodnotenie znacky (Esch a kol., 2012; Estes a kol., 2012; Saad a Sten-
strom, 2012), vztahy so znackou (Aggarwal a Larrick 2012; Reimann a kol. 2012), pre-
ferencie znacky (Venkatraman a kol., 2012; Berns a Moore, 2012; Yilmaz a kol., 2014),
ceny (Plassmann a kol., 2007), balenie produktu (Reimann a kol., 2010; Stoll a kol.,
2008), pomenovanie znacky (Hillenbrand a kol., 2013), zelena spotreba (Lee a kol.,
2014), osvetlenie obchodu (Bercik a kol., 2015), reklama (Treleaven-Hassard a kol.,
2010; Vecchiato 2011) a novy vyvoj produktu (Ariely a Berns, 2010).

Obr. 1 Klasifikacia neuromarketingovych nastrojov

Nastroje neuromarketingu

Pozitrénova emisna ""Steady-state" topografia Kédovanie tvare
tomografia (PET) (SST)
| | |

Funkénd magneticka Transkranidlna magnetickd e T —
rezonancia (fMRI) stimuldcia (TMS) P Y v
| |
Magnetoencefalografia (MEG) Vodivost koze
| |
Elektroencefalografia (EEG) Sledovanie o¢nych zrenic
| |

Funkéna "near-infrared"

spektroskopia (fNIRS) Tepova frekvencia srdca

Meranie fyziologickych
reakcii

Elektromyografia tvare

Zdroj: Quantitative versus Qualitative in Neuromarketing Research (Bercea, 2013)
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Neurovedci skiimajlci spotrebitela maju Sirokd Skalu nastrojov, ktoré maja k dis-
pozicii na metodické skiimanie svojich vyskumnych problémov. Tieto nastroje funguju
podl'a zaznamov metabolickych aktivit prebiehajlcich vo vnitri mozgu spotrebitel'a alebo
uskutoCnuju zaznamy elektrickych, respektive magnetickych vlastnosti neurénov v
mozgu alebo inych fyziologickych Cinnosti l'udského tela. Tieto nastroje pracuju na pri-
ncipe zaznamu metabolickych ¢innosti, zahfhaju funkénd magnetickd rezonanciu (fMRI)
a pozitrénova emisna tomografia (PET).

Nastroje na zaznamenavanie elektrickych aktivit pozostavaju z elektroencefalografu
(EEG), alebo (ERP), magnetoencefalografu (MEG), topografie (SST) a transkranialna
magneticka stimulacia (TMS). Nastroje na meranie inych fyziologickych aktivity zahfmaju
sledovanie oci, galvanickl reakciu pokozky, kddovanie tvare a elektromyografiu tvare.
Na nasledujucom obrazku prezentujeme rozdelenie neuromarketingovych nastrojov.

Spotrebitel'ska neuroveda je definovana ako oblast’ vyskumu, ktord hl'ada vysvet-
lenia spotrebitel'ského spravania zalozené na Cinnosti mozgu pomocou sucasnych neu-
rovedeckych metdd. Spotrebitel'ska neuroveda je jedinecna v tom, Ze sa zameriava na
spotrebitel'a a na to, ako rozne reklamné vyzvy ovplyviuju jeho individualne preferencie
a nakupné spravanie na neurofyziologickej Urovni. Aplikacia neurozobrazovacich technik
na marketing a spotrebitel'ské spravanie si ziskala znacnl popularitu a vyskumnici sa
zacali zaujimat’ o ziskanie dokladného pochopenia nervovych a kognitivnych procesov,
ktoré su zakladom pri rozhodovani spotrebitel'ov o nakupe.

Na hodnotenie vplyvu reklamného dizajnu na podporu predaja spotrebitelom sa
zvyCajne pouzivaju metddy, vyuzivajlce spatnl vazbu samotnymi spotrebitel'mi (self-
reporting), avsak tieto pristupy su zat'azeni chybovost'ou. Tradi¢né nastroje, ako napri-
klad prieskum, umoznuju ziskat’' isudok subjektu hned’ po dokonceni Ulohy (,,postcondi-
tioning™), a su zaloZené na schopnosti a ochote respondenta presne uviest’ svoje postoje
alebo predchadzajlce spravanie. V tejto suvislosti si potrebné automatické technolégie,
ktoré by stanovili najdolezitejSie aspekty v preferenciach zakaznikov a dokazali lepsie
zacielit’ dizajn reklamy.

Neuro-zobrazovacie metédy umoznuja vyskumnikom zhromazd'ovat’ signaly a in-
terpretovat’ psychologické procesy v mozgu, zatial ¢o l'udia vykonavaju ulohy alebo za-
Zivaju marketingové stimuly s cielom ozrejmit’ suvislost’ medzi spotrebitel'skym sprava-
nim a nervovym systémom. Dalej je mozné pouZit’ automatické technoldgie na predpo-
vedanie preferencii zakaznika, a to za predpokladu, Ze tato technoldgia je vhodna na
marketingové Ucely.

Na sledovanie pozornosti zakaznikov v neuromarketingovych Studiach sa pouzilo
niekol'’ko typov nastrojov - monitorovanie biometrickych reakcii, vratane sledovania po-
hybov odi (eye-tracking), elektroencefalografie (EEG) a zobrazenia mozgovej Cinnosti
pomocou funkcénej magnetickej rezonancie (fMRI). Ziskané informacie z biometrickych
odpovedi mozu byt spolahlivejsie ako dotazniky, ktoré st nachylné na chybovost'. Autori
delia typy nastrojov pouzivanych pri vyskume neuromarketingu na nastroje, ktoré za-
znamenavaju metabolicku aktivitu, potom tie, ktoré zaznamenavaju elektrickd aktivitu v
mozgu a ktoré nezaznamendvaju elektrickd aktivitu v mozgu.
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2.3 Buducnost’ spotrebitel’'skej neurovedy a neuromarketingu

Ludsky mozog je sofistikovana siet’ sto milidrd neurénov a momentalne ndm chyba
hibSie pochopenie toho, ako funguje mozog a ako funguje spotrebitel'ské rozhodovanie.
Nejasnosti vytvaraju vysoko Specializované l'udské spravanie (Donoghue, 2015) a l'udské
rozhodovacie vzorce. Tento nedostatok vedomosti o I'udskom mozgu nas do istej miery
v sUcasnosti obmedzuje na Studovanie spravania spotrebitela na najjednoduchsej
Urovni. Sucasné neinvazivne neurozobrazovacie techniky (EEG, MEG, fMRI atd’.) nemo6zu
zachytit’ ¢innost’ mozgu na individualnu neuronalnu Uroven; teda pre nuansu pochopenia
zlozitych kognitivnych procesov v mozgu spotrebitela. My sme v stcasnosti uprostred
neurotechnologickej revollcie, ktora umoznuje merat’ a stimulovat' tisice a potencialne
milidny neurdnov sucasne (Shenoy, 2015).

Nastastie poslednych par rokov doslo k niekol'kym skvelym projektom zameranym
na rieSenie problému vedomostnej priepasti v naSom chapani fungovania mozgu. Nie-
ktoré z tychto projektov, ako napriklad ,Projekt Eurdpskej Unie pre f'udsky mozog" a
iniciativa BRAIN (Brain Research through Advancing Innovative Neuro technologies) sl'u-
buje prelomové pokroky v zakladnej neurovede, ktoré by pomohli vedeckym pracovni-
kom v skimani spotrebitela zaplnit’ si¢asné metodologické medzery vo vyskume spo-
trebitel'skych neurovied. Aj ked' tieto vyskumné iniciativy v stcasnosti nie st priamo
zamerané na rieSenie neuromarketingu, respektive na spotrebitel'ské neurovedecké vy-
skumné otazky, znalost' anatémie l'udského mozgu a lepSie pochopenie kognitivnych
schopnosti, ktoré budu k dispozicii vedcom z inych vyskumnych oblasti vratane vedcov
skiimajlcich spotrebitel'a by pomohlo ziskat' hibsi pohl'ad na spotrebitel'ské spravania,
ktoré v sucasnosti nie je mozné prostrednictvom dostupnych technoldgii presne defino-
vat'. Napriklad Uloha, ktort zohrava kazdy spotrebitel’ v zmysle pri vytvarani svojich vy-
robkovych preferencii a nakupnych preferencii. Mame niekol'’ko poznatkov o Ulohe zmys-

.....

vSetkych zmyslov su zatial’ len na zaciatku.

Vedci urcite potrebuju viac poznatkov o tom, ako ndm nase zmysly pomahaju pri
vytvarani rozhodnutia pre vyber produktu; napriklad ¢o je najlepsSia voia, ktora sa ma
nastriekat’ v maloobchode zameranom na starsich spotrebitel'ov? Alebo ako mozog spo-
trebitel'ov spracovava chut’ jedla podavaného v lietadle leti vo vySke 30 000 stop? Aké
sU skusenosti spotrebitel'ov s prislusnou leteckou spoloc¢nost'ou a ¢o konkrétne vedie k
spokojnosti / nespokojnosti spotrebitelov voci znacke leteckej spolocnosti?

Pokrok v nasom chapani spracovania zmyslovych vstupov mozgom urcite pomoze
neurolégom a tym aj v spolupraci pracovnikom marketingu vytvarat’ produkty a sluzby,
ktoré by vyhovovali vedomym a nevedomym poziadavkam spotrebitel'ov. Neuromarke-
ting a spotrebitel'ska neuroveda ocakava, Ze bude hrat’ Coraz dolezitejsiu Ulohu pri rie-
Seni problému vyskumnych otazok marketingovej vedy a spotrebitel'ského spravania.
Spotrebitel'ska neuroveda okrem tvorenia vyskumu v oblasti skiimania spotrebitel'a po-
maha v rozvoji tedrie marketingu, zatial’ o neuromarketing bude prospesny pri zvySo-
vani efektivnosti marketingovych odbornikov. Sucasné spotrebitel'ské neurovedecké stu-
die, najma tie pomocou fMRI, si zamerané na reverznd inferenciu, t.j. uvazovanie
spatne od konkrétnych mozgovych aktivacii ku konkrétnym dusevnym funkciam (Pol-
drack, 2006) alebo korelacny vztah medzi mozgovymi aktivaciami a konkrétnym spra-
vanim, alebo skusenosti spotrebitela — a nevytvara Ziadne predpoklady o pricinnej
suvislosti vztahu (Plassmann, a kol., 2015). Napriklad ak sa ventromedialna prefrontalna
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koéra (vmPFC) a dorsolateralna prefrontalna kéra (dIPFC) aktivuju, ked’ Gcastnici hlasia
svoju ochotu, vedci mozu tvrdit, ze existuje suvislost’ medzi tymito mozgovymi oblas-
tami (Plassmann a kol., 2007), alebo ak vedci nasli aktivacie v oblasti mozgu, ktora je
spojena s pozitivnymi emdciami a poteSenim pre silné znacky, a aktivaciou oblasti
mozgu, ktora je spojena s negativnymi emociami, pre slabé a nezname znacky potom
mozu vedci tvrdit, ze existuje suvislost’ medzi tymito oblastami mozgu a preferenciami
spotrebitelov na prislusné znacky. Avsak nedavne dokazy naznacuju, Ze obrovska vza-
jomne prepojena siet’ ludského mozgu je zodpovedna za nasSe kognitivne schopnosti ako
jednoduché rozsirenie Specializovanych oblasti mozgu, ako napriklad prefrontalna kora
(Hawrylycz a kol., 2015).

Ked' technoldgia umozni podrobnejsie skimanie mozgovych procesov, bude pokrok
I'ahsi a bude mozné otestovat’ konkrétnejsie hypotézy, ktoré sa vo vyskume dennodenne
ponukaju pomohli by v konkurenénom boji, pripadne by pomahali predchadzat’ mnohym
nezdarom, ktoré so sebou prinasa vyroba novych a novych produktov. Ciel'om by bolo
zmapovat’ mozog na konkrétne vysledky v experimentalnej stadii (Esch a kol. (2012)

Sietova neuroveda, odvetvie neurovedy, ktora pracuje s mozgovymi sietami, uro-
bila pokroky v rieseni problému ,reverznej inferencie® v neurovedeckych experimentoch.
Tato vetva neurovied Studuje siete fungujlce v mozgu, o ktorych sa teraz predpoklada,
Ze sl zodpovedné za kognitivne spravanie Cloveka, a skimanie je orientované na pre-
frontalnu kore - pallidum. S vzhladom na nedavny pokrok v technoldgii bude ¢oskoro
mozZné ziskat’ schému zapojenia mozgu pri rozliSeni jedného neurdnu (Zador, 2015). To
si neurovedecka komunita pomaly uvedomuje a prakticky vSetky aspekty integracnych
funkcii mozgu uz dnes zavisia od pbsobenia sieti, vytvorenych spojeniami medzi neu-
ronmi a oblastami mozgu (Sporns, 2015). Tieto spojenia sa teraz povazuju za Zivotne
dolezité pre spracovanie informacii a vypocCty v 'udskom mozgu, su tiez zodpovedné za
vSetky Cinnosti spojené so spotrebou informacii. Tieto spojenia nam poskytuju informa-
cie o preferenciach produktov, o vybere produktov a o ndkupnych rozhodnutiach. Oca-
kavame, Ze ,,connectomics" bude hrat’ nevyhnutn( Glohu v budicom vyvoji neuromar-
ketingu a spotrebitel'skej neurovedy, ktora bude nadalej odhal'ovat’ bioldgiu, ktora lezi
za dusevnymi a fyzickymi procesmi potrebnymi na vykonavanie zloZitych uloh a nakoniec
odhali nervovy zaklad nasho kognitivneho spravania.

Vyskumnici spotrebitel'ského spravania v st¢asnosti Studuju proces rozhodovania
spotrebitel'a vo fazach, a preto doteraz neexistuje jednotny model 'udskej mysle, ktory
ukazuje Ciastkové procesy ako napriklad pozornost, pamat a spracovanie odmeny /
averzie. Tieto procesy su integrované a fungujlce sticasne pre rozhodovanie a rieSenie
problémov (Block et al. 2015). Je potrebné vybudovat’ integrovany model, ktory nam
poméze porozumiet’ rozhodovaniu spotrebitela holistickym spdsobom. Ocakava sa, ze
buduci vyskum v tejto oblasti vrhne svetlo na integrovany model spracovania informacii
v mozgu spotrebitel’a.

2.4 Etika neuromarketingu a marketingového vyskumu

Akademické sStudie a literatara nacrtli kI'iCové obavy tykajlce sa etiky vyskumu.
Niektoré z tychto problémov su zloZité a si predmetom neustalej diskusie (Rice, 2008;
Dover, 2012). Spotrebitel'sky marketingovy vyskum sa pravidelne stretava so zloZitymi
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etickymi vyzvami. Zameranie na etické zaujmy a potreba harmonizacie postupov v tejto
oblasti existuje kvoli rastucemu zaujmu a aplikacii neurovedeckych metod pri vyskume
spotrebitel'ov. Dalej, bezprecedentna fascinacia neuroetikou je Ciastocne sposobena pre-
diktivnou hodnotou vysledkov, tazkostami so zabezpecenim informovaného sthlasu a
problémom narusenia a ochrany sukromia (Illes et al., 2003).

Etické hodnotenie vyskumu a inovacii pomocou neurovedeckych metdd jasne iden-
tifikuje problémy tykajlice sa okrem iného reSpektovania autondmie, dovery, sikromia,
vedeckej integrity, ochrany a informovaného sthlasu. Etické priestupky su v tychto pri-
padoch obcas vsadepritomné a tazko identifikovatel'né. Globalne etické hodnotenie a
zasady sU uz vo vel'kej miere zavedené a je potrebné studovat’ a preskimat’ tieto nové
vyskumné metddy. Rovnako prebiehaju medzinarodné diskusie o etike, neurovedeckych
metddach - neurozobrazovani, neurotechnoldgiach, skimani neurdnov. Otazkou, na
ktor( je potrebné odpovedat’ je eticky zaklad tychto metdd, ked’ st predmetom vyskumu
napriklad deti.

Zaujem a prava deti je potrebné chranit’ vo vSetkych stddiach z dévodu ich zrani-
tel'nosti. Mnoho faktorov v takomto vyskume (s Ucastnikmi detského vyskumu) dava do
popredia problémy — proceduralne a metodické, ¢i otazky suhlasu a nesuhlasu. Aj ked’
vSeobecnym cielom vyskumu, ktory sa tyka deti, je dospiet’ k uzitoénym vedeckym in-
formaciam, ktoré im umoznia rozsirit vedomosti o nich, v procese vyskumu musia byt’
chranené ich prava. Je potrebné vydat’ informovany suhlas, ktory poskytuje prislusné
informacie veduce k dobrovol'nej Gcasti. Opravnenie rodiCov udel'ovat’ prava a povolenia
na Ucast’ na vyskume Casto vedie k naruseniu stkromia dietata. KI'iCovymi kontroverz-
nymi dosledkami vyskumu je tiez to, Ze deti su ¢asto neimyselne ignorované alebo sa
im pocas procesu vyskumu nevenuje osobitna pozornost'.

Neuroetika sa vztahuje na etiku neurovedy, to znamena na pravne a spolocensky
spravne postupy a na dopad neuro-vyskumu a nano-vyskumu zahffajuceho l'udské sub-
jekty. Roskies (2002) ju definuje ako ,Etika neurovied" a ,neuroveda etiky". Ini neuro-
vedci a neuroetici definovali neuroetiku ako integraciu etiky do neurovednych aktivit
(Tlles, Kirschen a Gabrieli, 2003; Moreno, 2003). Roskies (2002) a i. Definicia neuroetiky
zahfiia moralnu a praktickd aplikaciu etiky neurovedy. RozSiruje sa o etické problémy
vyplyvajlce z neurotechnoldgie a inych vedeckych technik. Neuroetika pokryva vsetky
zname dosledky a nie priliS zrejmé potencidlne zneuzitie alebo vplyv vedeckého vy-
skumu. Jeho rozsah a limity sa zdaju nejasné, ale tyka sa etickych otazok pred pouzitim
neurotechnoldgii, ako si neurozobrazovanie, psychofarmakoldgia, mozgové implantaty,
rozhrania mozog-stroj a d'alSie.

Etické problémy vyplyvajlce z neustdle rastucich vplyvov neurdlnych Specifickych
aspektov spravania, vedomia a osobnosti su stiCastou neuroetiky. Nemozno vylucit' vzni-
ako disciplina zamerana na dosledky neurovied (konkrétne porozumenie, sledovanie a
ovplyviovanie mozgu), kritici ju povazuju ako odvetvie badania (Conrad a Vries, 2011).

Existenciu neuroetiky nemozno popriet’ vzhfadom na mnoZzstvo vyskumov, zaujmov
a zdruzeni v tejto oblasti. Medzi neuroetické asociacie patri Americka asociacia pre rozvoj
vedy (Casopis je Neuron), Nadacia Dana; Society for Neuroscience, Center for Neuro-
technology Studies (Potomac Institute for Policy Studies) alebo napriklad Royal Society.
Ciel'om tychto zdruZeni je vo vSetkych ohl'adoch zabezpedit', aby pokrok a vyvoj v oblasti
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vied a jej Cinnosti v podnikani podporovali zodpovedné aplikacie a zavazky v prospech
spolocnosti.

Zaver

Posledné desat’rocie poloZilo pevné zaklady neuromarketingu a spotrebitel'skej neu-
rovedy, ktoré sa maju stat’ vedeckou disciplinou Studia a vyskumu. Po celom svete exis-
tuje niekol’ko interdisciplinarnych skupin, ktoré sa zaoberaju tymto vedeckym odborom
a neustale pracuju na narocnejsich marketingovych problémoch.

Tato oblast’ si neustale ziskava uznanie aj medzi hlavnymi pradmi akademickej
pody. Vidime coraz viac ¢lankov o spotrebitel'skych neurovedach, ktoré sa objavuju v
medzinarodne uznavanych Casopisoch o marketingu a v spotrebitel'skych ¢asopisoch.
Mnoho renomovanych ¢asopisov 0 marketingu a spotrebitel'skych ¢asopisoch bud’ ohla-
sovalo Specialne Cisla spotrebitel'skej neurovedy, alebo uz s takymito Cislami prisli, napr.
jeden z najuznavanejSich marketingovych Casopisov, Journal of Marketing Research
(JMR), priSiel so Specidlnym cislom o neurovede a marketingu, ktoré vydali Colin Ca-
mererand Carolyn Yoon (Camerer and Yoon, 2015). To nas vedie k presvedceniu, ze
spotrebitel'ska neuroveda uz zacala podstatnym sp6sobom prispievat’ k hlavnej marke-
tingovej literatdre. Ocakdvame, Ze narast tychto Cisel budeme sledovat’ v inych marke-
tingovych Casopisoch, ako aj viac ¢lankov s aplikaciami spotrebitel'skej neuroldgie v pra-
videlnych Cislach ¢asopisov.

Spotrebitel'ska neuroveda by sa v pravy Cas integrovala so suc¢asnymi hlavnymi
prudovymi metddami prieskumu trhu, ako su kvantitativny vyskum a kvalitativny vy-
skum. Marketingova disciplina by tak bola schopna vyvinut' nové tedrie, ktoré by boli
zaloZzené skor na dokazoch viacerych metdd, ako len na vysledkoch prieskumu alebo
vysledkoch rozhovorov, alebo vysledkoch neurovedeckého zamerania. Celkovo by to
viedlo k lepSiemu porozumeniu trhov, spotrebitel'ov, ich spotrebitel'ského spravania a
rozhodovania spotrebitelov. Okrem toho by tieto modely marketingu a spravania spo-
trebitela mali tieZ potencial byt Skalovatel'né podla skutocnych vysledkov, ktoré by po-
skytli prileZitost’ na hibSie pochopenie spotrebitelov a na informovanie marketingovych
rozhodnuti s praktickymi a ekonomicky vyznamnymi désledkami. (Plassmann et al.
2015).

Rovnako ako vsetky ostatné vedné discipliny nejde o to, Ze spotrebitel'ska neuro-
veda nema kritikov, bola kritizovana za svoje metodologické nedostatky, ako je napriklad
Jreverzna inferencia®, ktord poskytuje skor korelacné dokazy nez dokazy kauzalne a za
otazky zovSeobecnitel'nosti a spolahlivosti neurovedového vyskumu (Plassmann et al.
2015). Kritici akejkol'vek vedeckej discipliny pomahaju tejto konkrétnej discipline vyvijat’
sa a budovat’ silné piliere, na ktorych sa buduci vyskumni pracovnici m6zu rozvijat' na
tejto zakladni. Spotrebitel'ska neuroveda nastastie dokazala do znacnej miery vyriesit’
vSetky obavy kritikov a slubuje, Ze sa bude dalej javit' ako jej doslednejSia vedecka
neuroveda v buducnosti interdisciplinarnejSiu povahu, aby hl'adela nad ramec stcasnych
metdd EEG a fMRI.

Fyziologické a mozgové reakcie mozu pomdct’ identifikovat’ procesy, ktoré su za-
kladom spravania spotrebitelov, ako su vzrusenie, odmena, pozornost’ a prijemnost.
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Jednym z doleZitych cielov aplikovanej spotrebitel'skej vedy a marketingového vyskumu
je vyvodit’ zaver o spravani beznej populacie nad ramec vzorky zhromazdenej v rdmci
jedného projektu. Nazhromazdené dokazy naznacuju, Ze fyziologické a mozgové mera-
nia zaznamenané u malej skupiny Ucastnikov doplfiaji samohodnotiace / behavioralne
nos dalSej prace v skimanej oblasti spociva v rozvoji tedrie spotrebitel'skej neurovedy a
neuromarketingu.

Zoznam bibliografickych odkazov

Agarwal S & Xavier MJ (2015) Innovations in consumer science: applications of neuro-
scientific research tools. In: Brem A, Viardot A (eds) adoption of innovation: ba-
lancing internal and external stakeholders in the marketing of innovation. Sprin-
ger International Publishing, Switzerland

Ariely D & Berns GS (2010) Neuromarketing: the hope and hype of neuroimaging in
business. Nat Rev Neurosci 11(4): 284-292

Bercea, P., et al. (2017), Quantitative versus Qualitative in Neuromarketing Research

Bercik J, Horska E, Wang WY & Chen YC (2015) How can food retailing benefit from
neuromarketing research: a case of various parameters of store illumination and
consumer response.

Donoghue J (2015) Neurotechnology. In: Marcus G, Freeman ] (eds) The future of the
brain: essays by the world’s leading neuroscientists. Princeton University Press,
Princeton, NJ, pp 219-233 Esch FR,

Moll T, Schmitt B, Elger CE, Neuhaus C & Weber B (2012) Brands on the brain: do
consumers use declarative information or experienced emotions to evaluate
brands? J Consum Psychol 22(1):75-85 Estes Z,

Gibbert M, Guest D & Mazursky D (2012) A dual-process model of brand extension:
Taxonomic feature-based and thematic relation-based similarity independently
drive brand extension evaluations. J Consum Psychol/ 22(1):86—-101

Falk EB, Berkman ET & Lieberman MD (2012) Effects from neural responses to popula-
tion behavior: neural focus group predicts population-level media. Psychol Sci
235):439-445

Hawrylycz M, Dang C, Koch C & Zeng H (2015) Building atlases of the brain. In: Mar-
cus G, Freeman ] (eds) The future of the brain: essays by the world’s leading
neuroscientists. Princeton University Press, Princeton, pp 3-16

Lee N, Broderick AJ & Chamberlain L (2007) What is ‘neuromarketing? A discussion
and agenda for future research. Int J Psychophysiol 63(2):199-204

Lee EJ, Kwon G, Shin H], Yang S & Lee S, Suh M (2014) The spell of green: can frontal
EEG activations identify green consumers? J Bus Ethics 122X3):511-521

Litt A & Shiv B (2012) Manipulating basic taste perception to explore how product in-
formation affects experience. J Consum Psychol 22(1):55-66

47



Milosavljevic M, Navalpakkam V, Koch C & Rangel A (2012) Relative visual saliency
differences induce sizable bias in consumer choice. J Consum Psychol 22(1):67—-
74

Plassmann H, O’'Doherty J & Rangel A (2007) Orbitofrontal cortex encodes willingness
to pay in everyday economic transactions. J Neurosci 2A37):9984-9988

Plassmann H, Venkatraman V, Huettel S & Yoon C (2015) Consumer neuroscience: ap-
plications, challenges, and possible solutions. J Mark Res 52(4):427-435

Poldrack RA (2006) Can cognitive processes be inferred from neuroimaging data?
Trends Cognit Sci 10(2):59-63

Reimann M, Zaichkowsky J, Neuhaus C, Bender T & Weber B (2010) Aesthetic package
design: a behavioral, neural, and psychological investigation. J Consum Psychol/
20(4):431- 441

Stoll M, Baecke S & Kenning P (2008) What they see is what they get? An fMRI-study
on neural correlates of attractive packaging. J Consum Behav A4-5):342-359

Vecchiato, G, Toppi J, Astolfi L, Fallani FDV, Cincotti F, Mattia D & Babiloni F (2011)
Spectral EEG frontal asymmetries correlate with the experienced pleasantness of
TV commercial advertisements. Med Biol Eng Comput 495):579—- 583

Zador A (2015) The connectome as a DNA sequencing problem. In: Marcus G, Free-
man J (eds) The future of the brain: essays by the world’s leading neuroscien-
tists. Princeton University Press, Princeton, NJ, pp 40—49

Zurawicki L (2010) Neuromarketing, exploring the brain of the consumer. Springer,
Berlin

48



Current State of the Absorption of EU Funds during
the 2014-2020 Multiannual Financial Framework
of the European Union in Slovakia

Tomas Kajanek!

Abstract

The European Union ‘s budget and the Multiannual Financial Framework are the EU s
main instruments for financing European policies. Currently, we witness a low intensity
of absorption of the financial resources allocated under these instruments in selected
Member States through the broad variety of operational programmes that vary from one
Member State to another. In the past years, such trend has also developed itself in the
Slovak Republic. In the middle of 2020, the Slovak Republic is one of the worst drawers
of EU funds. The first part of the paper provides a brief description of the functioning of
these financial instruments, an analysis of the absorption of the financial resources of
European structural and investment funds in Slovakia during the past multiannual frame-
works and a brief literature review. The other part of the paper presents the current
possibilities of drawing financial resources according to the new drawing rules introduced
due to the outbreak of the current global pandemic of SARS-CoV-2 and identify some of
the causes that, to a greater or lesser extent, contributed to low absorption level of EU
funds in Slovakia. The paper contains two graphs and one table with data depicting EU
funding and individual operational programmes in Slovakia.
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Introduction

The European Union 's budget, together with the Multiannual Financial Framework,
are the main instruments for achieving the objectives of the European Union through
the revenue and expenditure of the individual Member States. Thanks to the large num-
ber of programs implemented through the Structural and Investment Funds and other
funding schemes, the European Union redistributes funds each year to implement indi-
vidual European policies to promote the essence of European integration. With the ever-
growing agenda of the European integration project, the annual budget and the individ-
ual Multiannual Financial Frameworks naturally also increase. Given the number of Mem-
ber States participating in the European integration project, finding common compro-
mises on how to finance policies is a very complex political process, lasting several
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of International Political Studies, Dolnozemska Str. 1, 852 35 Bratislava, Slovak Republic, tomas.kaja-
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months in the case of the EU budget negotiations and several years in the case of the
negotiations of Multiannual Financial Framework respectively.

The promotion of national interests and many other factors that play an important
role in the negotiations on the financing of European policies often result in dissatisfac-
tion of some Member States with the final shape of the European Union budget. An
integral part of the Union's budget has become the slow uptake of funds in some Member
States, which for various reasons do not use the available resources provided by the EU
budgets. Over time, the Slovak Republic has become an example of such a state. The
level of uptake of available budgetary resources is one of the lowest in recent years
compared to other Member States. At the same time, the intensive uptake of resources
in some Member States has the exact opposite effect, which is to widen the gap in
European cohesion. The beginning of the new Multiannual Financial Framework for the
period 2021-2027 foreshadowed the low level of utilization of available financial re-
sources approved for the Slovak Republic for the period 2014-2020. The outbreak of the
SARS-CoV-2 virus pandemic at the beginning of 2020 brought several changes in pump-
ing, resp. drawing on unused funds from previous years, thanks to which there could be
an increase in the drawing of funds in Slovakia in the near future. The aim of this paper
is to quantify the current level of absorption of financial resources from the European
Union budget in Slovakia after the main seven-year period for which funds were allo-
cated in the past multiannual period and contribute to the scientific discussion on why
Slovakia falls behind in drawing available resources compared to other EU Member
States.

1 Literature Review

The financing of EU policies has become a sensitive issue for the public and also
an equally important topic of research articles. The Multiannual financial framework, the
one-year budgets, the financial instruments and the ways in which the funding is used
have been the subject of research by a large number of scholars and experts. Existing
literature and scientific contributions can be categorized according to a wide range of
criteria such as individual countries, individual European Structural and Investment
Funds, methods of financing, specific operational programs, etc.

The drawing and absorption of EU funds in Slovakia has recently been dealt with
by both domestic and several foreign authors. Comparative studies are also available
providing comparative analysis of the use of EU funds in Slovakia in comparison with
either neighbouring countries or EU Member States in general. (Skabic¢ et al. 2017; Aiva-
zidou et al., 2020) Several contributions focused on the drawing of funds in Slovakia
promote a regional approach by providing analysis of the drawing of contributions in
individual regions of the country. (Frank et al., 2017; Churski et al., 2014; Pawera et al.,
2014; Smehylova et al., 2014). Some of the most recent studies contributing to the
expert discussion on the state of drawing of EU funds in Slovakia can be considered, for
example, special reports of Euractiv (2020) or the reports of governmental think-tank
Institute for Strategies and Analysis (ISA, 2020). In the past, reports providing a regular
overview of the drawing of funds were issued mainly by individual ministries (especially
the Ministry of Finance), which supervised individual operational programs and the Office
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of the Government of the Slovak Republic. The newly established Ministry of Invest-
ments, Regional Development and Informatization of the Slovak Republic has become
an institution that has partially taken over the auspices of information and supervision
associated with the implementation of payments from the European budget over the
past year.

2 Methodology

The aim of this paper is to quantify the current level of absorption of financial
resources from the European Union budget in Slovakia after the main seven-year period
for which funds were allocated in the past multiannual period (2014-2020) and contrib-
ute to the scientific discussion on why Slovakia falls behind in drawing available re-
sources compared to other EU Member States. To fulfil the main goal, the paper is based
primarily on data retrieved from EU institutions and managing authorities of European
funding in Slovakia, especially ministries and the Office of the Government of the Slovak
Republic. The paper consists of the latest up-to-date data available at the end of the
regular period of the EU's Multiannual financial framework, 31 December 2020. The
second part of the paper analyzes the potential benefits of changes in spending resulting
from prompt negotiations of European elites on circumstances arising from the gradual
spread of a new virus pandemic in the world economy during 2020. The final part of the
paper aims to contribute to the scientific discussion by illustrating some shortcomings
associated with the current level of absorption of EU funds in Slovakia, synthesizing
some major shortcomings in comparison with other Member States of the European
Union. Therefore, in order to meet the main goal of the paper, we used several scientific
heuristic methods, especially analysis, synthesis and deduction.

3 Results and Discussion

3.1 On the Multiannual Financial Framework and the European Union’s
Budget

The current form of the Multiannual Financial Framework (MFF) evolved from an
initial interinstitutional agreement aimed at resolving the growing mismatch between
available resources and the European Communities' actual budgetary requirements in
the 1980s. Following the first four interinstitutional agreements on the multiannual fi-
nancial perspective (1988-1992, 1993-1999, 2000-2006, 2007-2013), the nature of the
MFF has been changed to a legally binding act under the Lisbon Treaty. The first MFF
adopted under the new criteria is the previous MFF for the period 2014-2020. (European
Parliament, 2020) The Treaty of Lisbon itself defines the MFF primarily as a tool to en-
sure the systematic spending of Union expenditure within its own resources, which is
established for a period of at least five years. (MZVaEZ, 2008) This tool for strategic
planning of the EU budget is generally adopted currently for a period of seven calendar
years. The individual annual EU budgets adopted (as in the case of the MFF) by the EU
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Council and the European Parliament (EP) must meet the ceilings for commitment ap-
propriations by category of expenditure and the ceiling for expenditure appropriations.
The validity of the medium-term period of EU budgeting stems mainly from the financing
of multiannual programs. The seven-year budget period therefore provides a reasonable
period for complex investment programs, the implementation of which is not possible
within one calendar year. Therefore seven-years of MFF also provide more time to design
and implement strategic investments, evaluate them and carry out their revisions. (Eu-
ropean Parliament, 2017)

More than 76% of the payments and commitments of the EU s budget are imple-
mented through the 5 Structural and Investment Funds, commonly known as “EU
Funds”: (I) European Regional Development Fund (ERDF); (II) European Social Fund
(ESF); (III) Cohesion Fund (CF); (IV) European Agricultural Fund for Rural Development
(EAFRD); (V) European Maritime and Fisheries Fund (EMFF). The rest of the budget is
managed directly by the EU in the form of grants for the implementation of specific
policies and public procurement by the EU institutions. (European Union, 2020)

The recently completed, fifth MFF for 2014-2020 was approved in early December
2013. Initially, the volume of commitments and payments was not the highest ever MFF,
as EU legislators reduced it to slow down the economic growth of Member States due
to the financial crisis that hit (not only) the EU in 2008 and the pressure to maintain
balanced national budgets. The seven-year plan set the level of commitment appropria-
tions (commitments) at EUR 959.99 billion and the level of payment appropriations at
EUR 908.4 billion (in current 2011 prices). Compared to the previous MFF for the period
2007-2013, there was a planned decrease of 3.5% and 3.7%, respectively. (Council of
the EU, 2013) The last annual budget under the MFF for 2020 reached EUR 168.797
billion in commitment appropriations and EUR 172.420 billion in payment appropriations
at current prices. (European Parliament, 2020)

3.2 State of Absorption of EU Funds in Slovakia

Since its accession to the EU, Slovakia has always been one of the net recipients
of funds from the EU budget. Cumulative revenues from the EU budget from 2004 to
the present have exceeded the level of contributions to the budget by more than € 18
billion (see table below). The net financial position of the Slovak Republic currently re-
sults mainly from a lower level of income than the European average and the depend-
ence of Slovak agriculture on agricultural subsidies. However, the level of annual Slo-
vakia's receipts from the EU budget at around 2.27% of GNI is likely to decline in future
multi-annual plans. Given the levels of economic growth achieved since EU accession, in
the next MFF 2021-2027, which has been under discussion since 2018, according to
some scenarios, Slovakia's net financial position may decline by up to 1% of GNI over
the next seven years. (Darvas, 2019)
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Tab. 1 The level of revenues and contributions of the Slovak Republic to the EU
budget in mil. EUR

Year Revenue Contributions Budget balance (% of GNI)

2004 388,1 200,4 0,51%
2005 609,5 314,9 0,71%
2006 696,2 346,5 0,73%
2007 1082,6 428,7 1,13%
2008 1241,8 483,2 1,13%
2009 11924 628,0 0,85%
2010 1905,0 540,1 2,06%
2011 17851 576,3 1,69%
2012  2286,8 646,1 2,26%
2013  2026,1 713,4 1,78%
2014  1668,8 736,5 1,35%
2015 37348 713,8 4,04%
2016  2662,8 745,5 2,53%
2017  1645,2 693,1 1,17%
2018 2457,2 857,0 1,90%
2019 23044 834,5 1,65%

Source: Author s own work based on data European Commission, 2020f.

The Slovak Republic began to draw EU funds in an aliquot amount resulting from
EU membership in a shortened period from 2004 to 2006. The following MFF period
2007-2013 thus represented the first programming period during which the Slovak Re-
public used the financial resources of the Structural and Investment Funds and additional
budgetary resources for the implementation of specific policies throughout the seven
years of the MFF. It was also the first MFF, in which the representatives of the Slovak
Republic actively participated in the negotiations. The total level of commitment appro-
priations for the Slovak Republic in the period from its accession to the EU to the end of
2020 represents a total of more than EUR 30 billion provided through the Structural and
Investment Funds and other additional resources.

Within the EU funds earmarked for the financing of projects in the Member States
in the period of the MFF 2007-2013, Slovakia used EUR 11.331 billion. In total, by the
end of 2016,2 the rate of drawings reached 97.53% from the total commitment of EUR

2 Based on the so-called N + 3 rule in the case of (not only) Slovakia, it is possible to draw on the EU funds
of the programming period within three years from the end of the MFF. In practice, this means that the
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11.618 billion. Within this programming period, funds were drawn through fourteen op-
erational programs. (Government Office of the Slovak Republic, 2017) Data on drawing
are recorded in Graph 1. In the case of the operational programs Transport (T), Com-
petitiveness and Economic Growth (CaEG), Informatization of Society (IS), Research and
Development (R&D), Bratislava Region (BR) and Interact II (IN II), there was a higher
drawdown than was total average drawing under the MFF 2007-2013 (97.53%). On the
other hand, the remaining eight operational programs Employment and Social Inclusion
(EaSI), Environment (En), Regional Operational Program (ROP), Education (Ed), Cross-
border Cooperation SR - CR (SR-CR), Technical Assistance (TA), Health (H) and Fisheries
(F) had lower levels of depletion of EU resources.

The origin of the high percentage of implementation of the total commitment of
more than € 11.5 billion under the MFF 2007-2013 stems from the high uptake of funds
in the period N + 3 until 2016. However, the rapid uptake of funds in the period 2013-
2016 had negative consequences. resulting from the report of the European Anti-Fraud
Office (OLAF). According to the OLAF report published in 2017, the Slovak Republic
became the Member State with the 2nd highest level (1st being Hungary) of detected
errors in drawing the so-called EU funds and agricultural subsidies. (OLAF, 2017) In the
period 2013-2016, there was a total of 1360 errors in drawing funds. As a result of errors
found by national authorities, Slovakia lost 13.14% of payments from the Structural
Funds.

Graph 1 Allocation and drawing of EU funds within the operational programs in the
period of the MFF 2007-2013 in mil. EUR.
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funds allocated to a Member State in the last year of the MFF 2007-2013 could be used up until 2016.
Analogically in case of the MFF 2014-2020, it is possible to use up the funds until 2023.
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Based on the investigations carried out by OLAF, the Slovak Republic had to repay
a further 2.55% of the funds disbursed in the period. (OLAF, 2017) Over time, Slovakia
has become one of the worst Member States in drawing funds with a high degree of
correction of their disbursements after the process of their evaluation and revision. The
total amount of drawn MFF 2007-2013, which Slovakia had to repay due to various
errors, was calculated at almost EUR 1 billion. (TASR, 2020)

As in the case of the previous MFF, the Slovak Republic may draw the resources
set for the MFF 2014-2020 for three years longer, ergo until the end of 2023. However,
towards the end of the regular MFF period in December 2020, Slovakia lags behind in
drawing funds from the total allocation for 2014-2020 exceeding 15.3 billion eur. As of
December 31, 2020, 41.94% of the allocation was drawn, which represents a total of
EUR 6.434 billion. Resources were channeled through eleven operational programs.
While the managing authority of the Rural Development Program is the Ministry of Ag-
riculture and Rural Development of the Slovak Republic, other operational programs fall
under the Ministry of Finance of the Slovak Republic. In the case of five programs -
Technical Assistance (TA), Rural Development Program (RDP), Interact III (IN III), Hu-
man Resources (HR) and Effective Public Administration (EPA), at the beginning of May
the drawdown was higher than the total drawdown average in under the seven-year
MFF (41.94%). In the case of the other six operational programs - Environmental Quality
(EQ), Integrated Infrastructure (II), Integrated Regional Operational Program (IROP),
Interreg SK-CZ (SK-CZ), Interreg SK-AT (SK-AT), Fisheries (F), the level of resource
utilization was lower at the beginning of the new multiannual period starting in January
2021.

Graph 2 Allocation and drawing of EU funds within the operational programs in the
period of the MFF 2014-2020 in mil. EUR
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3.3 The Covid-19 Crisis as a Unique Opportunity to Draw on Unused EU
Funds?

The outbreak of the SARS-CoV-2 coronavirus pandemic in Asia at the end of 2019
gradually began to affect the individual economies of the EU Member States. The adop-
tion of a wide range of restrictive measures to minimize societal harm has brought a
number of challenges that will be faced by the Member States themselves, but also by
the EU as a whole. Due to different measures, procedures, restrictions and legislation
adopted in individual European states, the constantly changing situation, further waves
of growth of infected Europeans in the autumn and winter months at the turn of 2020
and 2021, estimates of the decline in European output for 2020 also differed signifi-
cantly. It is clear that (not only) Europe was hit by a decline in real GDP in 2020, which
de facto led to a recession in the world economy. The initial, quite moderate forecasts
of several international institutions as well as many Slovak forecasts published at the
beginning of 2020 lost their credibility over time with increasing restrictions and
measures taken. Many forecasts from the later months of 2020 predicted the deepest
recession since the 1930s, accompanied by a high rise in unemployment and other ac-
companying phenomena. (CRS, 2020) In its May 2020 forecast, the European Commis-
sion (EC) expected the biggest economic crisis in the history of the EU and the overall
economic downturn in the EU in 2020 at almost 7.5% and 6.75% in the case of the
Slovak Republic respectively. (European Commission, 2020a) Equally pessimistic were
the International Monetary Fund (IMF) forecasts that, for the first time since the Great
Depression, forecasted a general recession in both developed and developing countries
of the world economy. Overall, the world economy is facing an economic downturn of
3% of world GDP. (Gopinath, 2020) The latest estimate of the Statistical Office of the
Slovak Republic from December 2020 predicted a decrease in the GDP of the Slovak
Republic at the level of approximately 6%.

Following the evolution of the pandemic situation, European leaders and EU legis-
lators have begun to discuss their action, modify existing rules and coordinate joint ac-
tion to combat a new virus affecting the entire world economy. The issue of financial
assistance to compensate the damage caused by a wide range of restrictions has also
become part of the main negotiations between the highest authorities. The system of
financial assistance to mitigate the effects of the virus in the Member States can be
divided into two basic categories according to the origin of the resources:

¢ Part of the unspent financial resources allocated to the European Structural and
Investment Funds for the MFF 2014-2020;

e Future financial resources approved for the MFF 2021-2027 period, together
with additional financial instruments to address the crisis, such as the newly
created Next Generation EU Fund.

It is the first category of financial resources that currently represents an oppor-
tunity, thanks to which the Slovak Republic can additionally draw on those EU funds of
previous MFF that have not yet been used. The EC approved such possibility by creating
a so-called Coronavirus Response Investment Initiative (CRII). The total amount of fi-
nancial resources that the EC will release according to the calculation is EUR 36.751
billion. Approximately 8 billion comes from the unspent resources of the European
budget from 2019 and the rest from the funds earmarked for 2020. (Euractiv, 2020a) In
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the case of Slovakia, the available funds amount to EUR 2.475 billion of unspent re-
sources from the EU budget. The determination of the CRII resources available for each
country has triggered a wave of criticism from some Member States regarding the fair-
ness of resource allocation. For a better imagination, the arisen situation can be illus-
trated on example of the sum of resources earmarked for France and Germany (1.476
billion euros), which represents only about 60% of resources earmarked for the Slovak
Republic. (European Commission, 2020b) The explanation for these abysmal differences
is the fact that the total amount of resources available is based on compliance with the
basic principles of cohesion policy and the level of resources that Member States did not
use before the corona crisis. (Surubaru, 2020) In general, the "worst EU funds drawers"
and the poorest EU Member States can receive the biggest funding. However, given the
level of absorption of resources in Slovakia stated in the previous section (41,94% as of
December 31, 2020), doubts about the actual intensity of absorption of these resources
may come to the fore. More intensive drawing in the current period could occur mainly
due to the changes introduced by the EC within CRII:

¢ Allowing Member States to request EU co-financing of cohesion policy programs
up to 100% of the investment;

e Facilitating transfers of allocated resources between funds as well as between
categories of regions;

e Providing full flexibility in the redistribution of resources to the areas most af-
fected by the current crisis;

o Simplification of procedures related to program implementation and audit.

As mentioned above the additional use of unspent resources can benefit in partic-
ular those EU Member States which, before the outbreak of the current corona crisis,
used the allocated resources less intensively. Due to the adopted changes, by which the
EC within the framework of CRII facilitated the drawing of resources by the state in an
unprecedented way, is the use of almost 2.5 billion available to Slovakia important for
minimizing the economic and social impacts of the corona crisis. In particular, facilitating
the transfer of resources provided according to the real needs of individual states rep-
resents a unique opportunity to support small and medium-sized enterprises in Slovakia.
An equally important measure of the EU Council in the composition of ECOFIN was the
historically first suspension of budgetary rules by using the crisis exemption of the Sta-
bility and Growth Pact, which also aims to reduce the effects of the crisis by increasing
public spending. (Euractiv, 2020b)

The final phase of negotiations on the future MFF for the period 2021-2027 was
largely influenced by the outbreak of a new coronavirus pandemic and its spread (not
only) to all EU Member States. A new financial instrument created to finance the recovery
of the European economy after the damage caused by the virus has become the EU's
Next Generation Fund, approved in the total amount of EUR 750 billion. The approved
recovery fund will provide funding for projects through grants (€ 390 billion) and loans
(€ 360 billion) and the first payments are planned for the second half of 2021. (Repub-
blica, 2020) Proportion of financial resources attributable to the Slovak Republic from
the fund represents approximately EUR 7.5 billion. The proposed MFF was also approved
in 2020, despite a momentary veto of the proposal by Hungary and Poland due to the
criteria governing the use of funds by maintaining democratic principles and the rule of
law. The approved MFF budget of EUR 1,074.3 billion together with the Next Generation
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EU Fund, it represents the historically largest comprehensive financial package for fi-
nancing European policies in the total amount of more than EUR 1,800 billion (at current
prices in 2018). The MFF is divided into seven expenditure headings by the areas of
expenditure:

Single Market, Innovation and Digital;

Cohesion, Resilience and Values;

Natural Resources and Environment;

Migration and Border Management;

Security and Defence;

Neighbourhood and the World;

European Public Administration. (Council of the EU, 2020)

3.4 Issues Associated with the EU Funds Absorption in Slovakia

The level of intensity of absorption of EU structural and investment funds varies
from one Member State to another. As in the case of other EU Member States, the
drawing of EU funds in Slovakia faces several difficulties. The level of their drawing in
Slovakia has been steadily declining in recent years. In the search for causal factors of
this trend, a broader view of the problems associated with drawing funds from the EU
in Slovakia is needed. In the next part, we present several points that to a greater or
lesser extent affect the actual drawing of funds from the EU structural and investment
funds in Slovakia:

1.

Corruption and corruption scandals have become an integral part of the per-
ception of EU funds among the general public. The high level of corruption
growing during the first governments after the independence of the Slovak
Republic began to gradually decline with the beginning of Slovakia's accession
processes to the EU. (Fazekas et al., 2014) However, since the accession to
the EU in 2004, there have been several financial frauds, including EU funding.
It is in such cases that there is an additional non-payment of funds from the
EU institutions, or their (national) enforcement and subsequent return to the
EU budget. (European Commission, 2020d) Probably the most well-known cor-
ruption cases in Slovakia in recent years have included financing of science and
research and agricultural subsidies provided to support agriculture. It is, of
course, impossible to quantify the overall level of corruption associated with
the use of EU funds. In its annual report on the Slovak Republic, the EC re-
peatedly points to the lack of progress in detecting and prosecuting corruption
and the need to improve public procurement. (European Commission, 2020e)
In the overall assessment of the presence of corruption in individual member
states, the Slovak Republic, together with the Balkan states, ranks among the
lowest ranks. The World Economic Forum (WEF) also evaluates the level of
corruption in Slovakia negatively. (WEF, 2019) Since 2004, EU structural and
investment funds alone have been additional financial sources to government
expenditure. The growing incidence of corruption in connection with the financ-
ing of EU policies is pointed out, for example. (Fazekas et al., 2014)

Sectoral and regional focus of operational programs. The eleven oper-
ational programs under way in the previous programming period differ in their
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sectoral focus. A wide range of these programs is implemented throughout the
whole area of Slovak Republic. The choice of operational programs in some EU
Member States currently prioritizes the focus of programs on individual regions
(France, Poland, Portugal, etc.) over sectoral focus. from the EU structural
funds. The only regionally focused operational program of the Slovak Republic
running during the previous multiannual periods is the OP Bratislava Region
(2007-2013). Given the level of development of the capital region, the funds
of the program represented only approximately 1% of the total funds allocated
to the territory of the Slovak Republic in the period 2007-2013. (SME, 2009)
While the capital region can generally be ranked among the richest regions in
the EU, the regions of western, central and eastern Slovakia are below the
European average by the competitiveness index. (European Commission, 2019)
The preference for the regional aspect in the choice of operational programs
over the sectoral one could thus partially contribute to reducing regional dis-
parities between regions and streamlining the absorption of funds in individual
regions.

Institutional management of the use of EU funds. The administrative
burden associated with the use of funds and the number of intermediary bodies
that assist in their use have become part of the criticism of the recipients of
funds from the EU budget. Until 2020, the ongoing operational programs, ac-
cording to their sectoral focus, fall under the individual ministries and the Office
of the Government of the Slovak Republic, which delegate part of the compe-
tencies to intermediate bodies. Ultimately, some operational programs have an
above-standard number of offices involved in the management of EU funds.
(Euractiv, 2020c) In order to unify the management of EU funds, the newly
elected government in the parliamentary elections in February 2020, created a
new Ministry of Investment, Regional Development and Informatization of the
Slovak Republic. According to the government's program statement, the newly
created Ministry has become the sole managing authority for operational pro-
grams under the MFF 2021-2027. (Urad vlady SR, 2020a) The Ministry is ex-
pected to reduce the administrative burden associated with drawing of EU
funds and to rapidly shorten the assessment of applications due to the reduced
number of intermediary offices. Equally important issue of the procedure for
approving applications for financial support has become double-checking public
procurement. In practice, the approval process of individual ministries and the
Public Procurement Office often brought different results, which slowed down
the public procurement process.

Qualified staffing. As another reason for the low level of absorption of EU
funds can be considered insufficient qualification of official staff in cities, mu-
nicipalities and various regional offices. Due to insufficient qualification of staff
and lack of agenda in training of qualified experts for individual regions, many
offices according to the Association of Towns and Municipalities of Slovakia rely
on the assistance of consulting firms. Due to the necessary external assistance,
when applying for financial support, there are currently additional costs for the
applicants themselves, which increase the final costs for cities, municipalities,
etc. (Euractiv, 2020d) In future, the agenda of the newly created ministry
should include increasing the professionalisation of administrative capacities,
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regular training of experts and the involvement of regional structures to elimi-
nate the involvement of consulting firms and additionall increase in costs for
applicants. (Urad vlady SR, 2020b)

5. Stability of political development. The practice of recent decades shows
that the preferences of individual political parties, which are responsible for a
particular state department, also have a significant impact on the intensity of
drawing funds from the EU budget. E.g. Hagemann (2019) points out the in-
fluence of the intensity of drawing funds through the rotation of government
political parties in the leadership of individual ministries, which are responsible
for selected operational programs. Frequent changes in the control and deci-
sion-making of EU funds at national level often result in interruptions in the
implementation of projects and changes in priorities, which ultimately contrib-
utes to reducing the level of absorption of available funds. Political instability
at the regional level, caused by the frequent alternation of local and regional
priorities of individual offices and changes in staffing, can also play a significant
role in influencing absorption performance. (Aivazidou et al., 2020) Based on
WEF data assessing the stability of political developments, the Slovak Republic
has been ranking on the tail of EU member states in recent years. (WEF, 2019)

Conclusion

Financial resources available from the EU budget and MFF respectively, represent
additional funds for the Slovak Republic significantly supplementing government expend-
itures. The use of these funds over the past 16 years of EU membership has undoubtedly
complemented state budget expenditure on the construction and modernization of
transport infrastructure, science and research, support for farmers and a wide range of
other sectors of the economy. However, the level of drawing funds from the EU struc-
tural and investment funds in Slovakia has fallen below the European average in recent
years. There are several factors that have influenced and continue to influence this
trend. The situation poses a risk for Slovakia and the EU as a whole in terms of meeting
one of the main objectives of creating these financial instruments. The low uptake of
available EU funds in some Member States runs counter to one of the basic principles of
cohesion policy - cohesion. The continuing under-execution of potential financial assis-
tance in poorer Member States may exacerbate existing disparities between European
regions. There are several main reasons for the low absorption rates in the Member
States, but also several country-specific characteristics.

After the parliamentary elections at the beginning of 2020, a new ministry was
established in Slovakia, the most important aim of which is to simplify the entire spec-
trum of procedures associated with drawing EU funds. Its origin comes at a very im-
portant time, when the project of modern European integration is experiencing the deep-
est recession in its history. The outbreak of the new coronavirus pandemic and its spread
to all EU Member States is marked by ever-increasing social and economic damage. The
EU therefore came up with the historically largest package of funding. The current period
of the MFF 2014-2020 in Slovakia is marked by a very low rate of absorption of financial
assistance - 41.94% at the beginning of 2021. However, the current literature does not
provide a comprehensive analysis that would evaluate the main causes of low intensity
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of absorption of available funds in Slovakia, or provided a comparative analysis of these
causes with disbursements in other EU Member States.

However, the current crisis has led the EC to adopt crisis solutions, aim of which is
to simplify the drawing of additional funds and to enable the drawing of unused forfeited
funds. In addition to the standard seven-year MFF, funding for European policies in the
coming period in amount of more than EUR 1074 billion will also take place through the
newly created Next Generation EU Fund in the amount of EUR 750 billion for the recovery
of the European economy after the outbreak of the so-called corona crisis. Drawing
funds from the European Structural and Investment Funds thus awaits the most im-
portant, but according to the changes made by the EC, also the simplest period ever.

In case of Slovakia, EU Funds represent on average up to 80% of government
investment and continuously contribute to reducing the gap between GDP per capita in
Slovakia and the European average from the original approximately 55% at the time of
Slovakia's accession to the EU to more than 75% currently. (MIRRI, 2018) In the forth-
coming programming period, approximately EUR 7.5 billion is earmarked for Slovakia
from the new Next Generation EU recovery fund and more than EUR 18 billion within
the MFF 2021-2027. In order to ensure the further reduction of economic disparities
between Slovakia and other EU countries, institutional, personnel and implementation
reform is therefore necessary, that will really initiate drawing available funds from future
EU budgets and minimize the level of decommitments.
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Patri pripravenost na krizi mezi klicové indikatory aktivit
podniku? Srovnani postojti rodinnych a nerodinnych podniki.?

Marie MikusSova?

Is crisis preparedness one of the key indicators for business activity?
Comparison of attitudes of family and non-family businesses.

Abstract

The aim of the article is to find out whether family businesses are more accountable
than non-family businesses in preparing for crises, i.e. in order to make their business
economically sustainable. Preparedness for crises thus becomes one of the key indicators
of business activity. On the basis of the questionnaire investigation in 2019, 2300 replies
were received. The respondents were managers and owners of family and non-family
businesses from the manufacturing industry throughout the Czech Republic. The hy-
potheses were tested and research questions answered by statistical data processing (t-
test, chi-square). Family businesses have been found not to be more prepared for crises
and experience crises as often as non-family businesses, and are no more responsible
than non-family businesses in preparing for crises. Furthermore, crisis prevention has
been identified as one of the key indicators that management of both types businesses
takes into account when planning and deciding on the future of the business.
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Uvod

Pfedmétem clanku je problematika rodinnych a nerodinnych podnikd ve vztahu
k ekonomické udrzitelnosti podnikani. Udrzitelnost podnikani je strategie, ktera upred-
nostnuje dlouhodobé preZiti podniku (Kulhavy, 2007). Pomineme-li nenadalé situace
jako napf. zhrouceni financnich trhd nebo pandemie ohroZujici preziti podniku, Ize oce-
kavat, Ze podniky budou vystaveny stale rostoucimu konkurencnimu tlaku a rostouci
potfebé prizpdsobivosti. Na trhu se objevuji ¢asto a necekané nova nebezpedi a vykyvy,
na néz musi podniky rychle reagovat, pokud si budou prat zachovat svou prosperitu a
Casto pouhou existenci. Z vySe uvedeného autofi odvodili vztah: ekonomicka udrZitelnost
podnikd je v silné kladné korelaci s pfipravenosti na ohroZujici udalosti. Pfipravenost na
krize se tak stava jednim z klicovych indikatord nejen pro vykonnost, ale Casto pro sa-
motné preZziti podnik. Postup vyzkumu byl nasleduijici:

! Projekt Balanced Scorecard jako metodika Fizeni podnikové Cinnosti se zaméfenim na vybrané KPI v kon-
textu pandemické situace, SP 2021/56

2 doc. Ing. Marie Mikudova, Ph.D., VSB-Technické univerzita Ostrava, Ekonomicka fakulta, Katedra ma-
nagementu, Sokolska tf. 33, 701 00 Ostrava, marie.mikusova@vsb.cz
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Po identifikaci mezery ve vyzkumu, kterou je nezmapovana oblast rozdild v odpo-
védné pripravé na krize mezi rodinnymi podniky (dale RP) a nerodinnymi podniky (dale
NRP), byl formulovan cil vyzkumu. Po vytvoreni teoretické zakladny znalosti, formulaci
vyzkumnych otazek a hypotéz byl vybran vzorek respondentt, kterymi byli vlastnici nebo
manazefi RP a NRP plsobicich ve zpracovatelském priimyslu ve vSech regionech Ceské
republiky. Po predbézném testu a pilotnim testovani dotazniku byl sbér dat proveden
elektronicky metodou CAWI. Od 8900 dotazanych respondentd bylo ziskano 2300 odpo-
védi. Po statistickém zpracovani Udajli a ovéfeni hypotéz byly zodpovézeny vyzkumné
otazky. Relevantnost stanoveni vyzkumnych otazek a odpovédi byla predlozena k dis-
kusi. Byly také formulovany navrhy na dalsi vyzkum v této oblasti.

1 Metodika prace

Pred popisem vlastni metodiky je dllezité se seznamit s teoretickymi vychodisky
vyzkumu.

1.1 Strucné shrnuti soucasnych znalosti a formulace hypotéz

Nejdfive je nutno vyjasnit koncepci krize. Chapani krize je nejednoznacné (Shriva-
stava, 1993). Pro Ucely tohoto vyzkumu je krize chapana (a vysvétlena respondentim)
jako vice ¢i méné pravdépodobna udalost s vyznamnymi dlsledky, je zGCastnénymi stra-
nami vnimana jako ohroZujici Zivotaschopnost organizace, rozhodovani je pod tlakem
nedostatku ¢asu a neuplnych informaci, kde jsou zazité hodnoty, nazory a predpoklady
zniceny (Bertrand & Lajtha, 2012).

Pokud jde o legislativni rdmec, v celé Evropé nelze uvazovat o rodinnych podnicich
jednotné. V nékterych zemich je termin rodinny podnik zminén v rlznych pfedpisech,
aniz by vsak poskytl vysvétleni, jak rodinny podnik chapat. Existuji dva ddlezité prvky,
které odlisuji RP od firem, které nejsou rodinnymi podniky, a to vlastnictvi a fizeni /
strategicka kontrola. Pouze velmi mdlo z definic neodkazuje na vlastnicky aspekt. V né-
kterych definicich neni toto kritérium dale specifikovano, pouze je uvedeno, Ze podnik
ma byt vlastnén rodinou. Vétsina analyzovanych definic odkazuje na dominantni vlast-
nické postaveni tim, Ze vyZaduje vétSinu hlasovacich prav nebo vlastnictvi (Mandl, 2008).

I kdyz se definice rodinného podniku v jednotlivych zemich lisi, vzdy zohledriuje
pocet rodinnych prislusnikdl zapojenych do podnikani, vysi zakladniho kapitalu vlastné-
ného rodinnymi pfislusniky, zastoupeni rodiny ve vrcholovém fizeni, a predevsim zamér
predat podnik nastupnické generaci. NejdlleZitéjSim rysem je, Ze podnik je zaloZen na
osobnosti zakladatele/-lky a intenzité zapojeni rodiny do podniku, coz je predpokladem
Uspéchu v budoucich generacich (Hubler, 2018).

Pfipadné rozdily v pfistupu vlastnikl a manazerl k predchazeni krizim budou vy-
plyvat z rys@ rodinnych podnikd a podnikd, které nejsou rodinnym typem. Uvniti rodin-
ného podniku existuji specifické atributy, které maji potencial stat se jak vyhodou, tak
nevyhodou, jsou patrné ve vSech oblastech Cinnosti a pravdépodobné ovlivni také pfistup
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k predchazeni krizim. Dle Aronoff a Ward (2016) jsou nejcast&jsimi oblastmi, kde existuji
rozdily mezi ne/rodinnymi podniky, oblast personalni a ekonomicka.

Pokud jde o Fizeni lidskych zdrojt, rodinné podniky Celi slozitosti zplisobené inte-
graci rodinnych, podnikovych a vlastnickych systémi. V centru jejich pozornosti jsou
rodinné hodnoty a vize (Schuman et al., 2016). Nevyvazenost rodinnych a podnikovych
zajm{ se odrazi prostrednictvim fizeni lidskych zdrojd v hospodarském vysledku (Daspit,
2018). Spravedinost v procesu Fizeni lidskych zdrojl zajisti soucinnost mezi rodinou a
podnikem. Podminkou této spravedinosti jsou jednotna pravidla fizeni pro nerodinné i
rodinné prislusniky (Sharma, 2012).

Rys rodinnych podnikd, ktery by mohl byt velkou vyhodou v dobé krize, je jejich
socio-emocionalni bohatstvi (SEW). Lze konstatovat, Ze kontrola a vliv rodiny, identifi-
kace rodinnych pfislusnikl s podnikem, socialni vazby, citové pouto, obnoveni rodinnych
vazeb vidi podniku prostfednictvim dynastické posloupnosti jsou vyznamnymi prvky,
které mohou prispét k Usili na pfipravu na krizi a které nerodinny podnik nema (Dou et
al., 2020).

Empirické znalosti o vykonnosti rodinnych podnik{ jsou rozdilné. Néktefi autofi po-
tvrdili vyssi vykonnost rodinnych podnikd ve srovnani s nerodinnymi podniky (San-Mar-
tin-Reyna & Duran-Encalada, 2012). Naopak jiné studie, napfiklad Lin a Chen (2012),
vykazuji negativni dopad rodiny na vykonnost podniku. Dalsi odliSny vysledek predsta-
vuje Zellweger (2017), ktery nenasel vyznamny vztah mezi vlivem rodiny a vykonnosti
podniku. SkuteCnost, Ze rodinny podnik je zdrojem Zivobyti rodiny, znamena, Ze top
management sloZeny z rodinnych pfislusnikd nerad podstupuije rizika (Molly et al., 2010).
Rodinné podniky jsou pomérné konzervativni, maji vyssi averzi k riziku (Craigh & Moores,
2017). Otdzkou je, do jaké miry averze k riziku ovlivni postoj vrcholového managementu
k pfipravé na krize.

Néktefi odbornici poznamenavaji, ze rodinné podniky si béhem hospodarské krize
vedou lépe nez NRP (napf. Schambers, 2018; Allouche & Amann, 2008). Amann a
Jaussaud (2012) vSak ukazuji negativni dopad rodinného vlastnictvi na ziskovost pod-
nikd, zejména béhem akutni faze krize. Cesaroni et al. (2017) zaznamenal odpovédny
pristup vlastnikd rodinnych podnik{ k investicim, kdyZ se snaZi zajistit dostatek likvidnich
zdrojt béhem krize. Zhou et al., (2017) tvrdi, Ze diky vyssi Urovni schopnosti rodinnych
podnikd obnovovat vlastni financovani jsou tyto Iépe schopny vyrovnat se s krizi a jsou
schopny absorbovat Soky, jako jsou financni poklesy. Allouche et al. (2008) také tvrdi,
Ze rodinné podniky dosahuji lepSich vysledkli, maji vétsi schopnost mobilizovat své
zdroje a jsou schopny pfizpUsobit své chovani v dobé blizici se krize. S podobnou argu-
mentaci pozitivniho vlivu soudrznosti rodiny a prizplsobivosti na vykonnost podnikd v
obdobi krize pfichazi i dalsi vyzkumnici (napf. Casillas et al., 2013; Olson et al., 2003;
Kepner, 1991).

Dalsim prvkem ovliviiujicim pfipravenost na krizi je vztah podniku se zG¢astnénymi
stranami. Poech a Kriwanek (2011) dospéli k zavéru, ze rodinné podniky vice respektuji
prava zuCastnénych stran, na rozdil od podnik{ nerodinnych, jejichZ zajem je soustfedén
na vlastniky. Rodinny podnik kombinuje finan¢ni a nefinancni cile vice nez podnik nero-
dinny. Jejich manazefi sméfuji k pokracovani v podnikani napti¢ generacemi a maxima-
lizaci dlouhodobé hodnoty podniku (McCormick, 2016). Cilem nerodinnych podnik{ je
predevsim navratnost investic viastnikl (Nacht, 2018). Znamena to, Ze tyto zasadné
odlisné cile maji dopad na pfipravu na krizi?
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Po prostudovani literarnich zdrojd autofi vytvofrili nasledujici skupiny prvkd, které
pfimo nebo nepfimo ovliviiuji ochotu a schopnost pripravit se na krize: lidské zdroje
(nehmotny aspekt podnikani), vykonnost podniku a odolnost béhem krize (fyzické a fi-
nancni aspekty) a z(Castnéné strany (vztahy jako nehmotny aspekt) (Obr. 1). Tyto ob-
lasti se odrazeji v dotazniku.

Obr. 1 Faktory ovliviujici schopnost pfipravit se na krize a vyzkumné otazky z nich
vyvozené

rodinné podniky nerodinné podniky

Lo

rysy rodlnnych podnl kl‘.’l

Jsou rodinné podniky pfipraveny na krize lépe neZ nerodinné podniky, takze jim predchazeji
Cast&ji nez podniky nerodinné?
Pokud zazily krizi, jsou timto zaZitkem rodinné podniky k pfipravé na budouci krize motivovany
vice nez podniky nerodinné?
Povazuji rodinné podniky pfipravu na krizi za dilezitéjsi nez nerodinné podniky?

-~

zajmove skuplny

Zdroj: vlastni vyzkum

Cilem vyzkumu je zjistit, zda jsou pfi pFipravé na krize, tedy ve snaze o ekonomic-
kou udrZitelnost svého podnikani, rodinné podniky odpovédnéjsi nez nerodinné podniky.

Autofi vyhodnotili vystupy z uvedenych a dalSich zde neuvedenych studii a formu-
lovali vyzkumné otazky, na zakladé kterych byly stanoveny hypotézy:

Rodiny povazuji své podniky za zdroj svého Zivobyti. Znamena to, Ze se RP pfi-
pravuji na krize usilovné&ji nez podniky nerodinné? ProtoZe diky prevenci pfece nemusi
krize v jejich podnikani vlibec nastat:

o WWzkumnd otdzka 1. Jsou RP pripraveny na krize |épe nez NRP, takze jim
predchazeji Castéji neZ podniky nerodinné?

H1 Rodinné podniky Celi krizovym situacim v mensi mife nez nerodinné podniky.

Uspésné preiti krize méize vést k poklesu Usili o proaktivni pristup (napt. argu-
ment byli jsme Uspésni, krize se nevrati):
o VWzkumnd otdzka 2: Pokud zazily krizi, jsou timto zazitkem RP k pripravé na
krize budouci motivovany vice nez NRP?

H2 Po zkuSenostech s krizovou situaci jsou ke zlepSeni procesu pfipravy na bu-
douci krize RP vice motivovany nez NRP.

Ochrana zdroje obZivy je zasadni:
o VWzkumnd otdzka 3. Povazuji RP pripravu na krizi za ddlezitéjsi nez NRP?
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H3 Podniky ve vlastnictvi rodiny povazuji pfipravu na predchazeni budoucim kri-
zim za ddlezit&jsi nez podniky, které nejsou rodinnymi.

Pro odpovédi je tfeba provést vyhodnoceni postojti viastnikl a manazerd rodinnych
a nerodinnych podnikd k pripravé na krizi a identifikovat potencialni rozdily v téchto
postojich. A konecné, na zakladé zjisténych vysledkd vyzkumu zjistit, zda Usili o hospo-
darskou udrZitelnost, tj. odpovédna pfiprava na krize, je u rodinnych podnik{ intenziv-
néjsi nez u podnikd nerodinnych.

1.2 Metodika

Mezi odvétvi, v nichz jsou rodinné podniky nejcastéji aktivni, patii zemédélstvi, ob-
chod, doprava, potraviny, stavebnictvi a zpracovatelsky prdmysl (Anonymous, 2016).
V prezentovaném vyzkumu byl zvolen zpracovatelsky prdmysl, a to z dlivodu jeho nej-
vétsiho podilu na vyrob& investicnich statkl. V roce 2018 vytvofil 2 % hrubé pfidané
hodnoty a v tomto sektoru bylo zaméstnano 27 % zameéstnanci v Ceské republice. Podle
Udajd Ceského statistického Gradu v roce 2018 plsobilo ve zpracovatelském priimyslu
179 567 podnikd. K identifikaci nerodinnych podnikd byla pouZita Databaze spoleCnosti
v Ceské republice. Bylo obtizné identifikovat rodinné podniky, protoze v dobé vyzkumu
neexistovala Zadna oficialni databaze rodinnych podnikd. Pro Gcely identifikace autofi
vyuzili obecnou definici rodinného podniku, kterd zahrnuje aspekt podilu rodinnych pfi-
slusnikl na vlastnictvi a Ucast rodinnych pfislusnikd na fizeni a kontrole podniku. Pro
tento vyzkum autofi stanovili, ze musi byt spinéna alespon jedna z téchto podminek:
nejméné dvé osoby se stejnym prijmenim jsou mezi vlastniky podniku nebo jsou ve
vykonnych nebo kontrolnich organech; nebo kombinace min. jednoho majitele + min.
jeden ve vykonném nebo kontrolnim organu. Respondenty jsou tedy manazefi nebo
vlastnici podnikatelskych subjektl plsobicich ve zpracovatelském prémyslu. Zakladni
soubor pro vybér vzorkd byl 106 709 nerodinnych podnikd a 4 396 rodinnych podnik(,
zbylé podniky nebylo mozno zatadit. Osloveny byly vSechny identifikované RP, z NRP byl
nahodné vybran stejny pocet respondentd. Celkovy pocet adresatli byl 8 792. Primarni
kvantitativni vyzkum byl proveden na jafe 2019 prostiednictvim elektronického dotaz-
niku (CAWI).

Konec¢na podoba dotazniku se sklada ze 4 hlavnich témat (zkusSenosti s krizi, po-
souzeni vyznamu pripravy na krizi, pro€ je zbytecné pripravovat se na krizi, polozky pro
pripravu na krize), ve kterych je celkem 21 polozek. V tomto ¢lanku jsou prezentovany
pouze vybrané vysledky vyzkumu.

Pfi vytvareni dotazniku byly vzaty v Gvahu jeho psychometrické charakteristiky.
Dotaznik byl anonymni a byl implementovan metodou CAWI. Timto byla zajiSténa ob-
Jektivita. Validita obsahu (content validity) byla konzultovana s osmi odborniky z vyso-
kych skol. Tito hodnotili validitu kazdé polozky ve vztahu k cili dotazniku a nasledné byl
vypocitan index validity obsahu na drovni polozky (Content Validity Index I-CVI). Priimér
I-CVI je 0,9. Je vyssi nez 0,78, ¢imz spliuje doporuceni Lynn pro pfipad Sesti nebo vice
hodnotitel (Polit, Beck, 2006). Dostatecna spolehlivost je predpokladem validity dotaz-
niku. Pro stanoveni spolehlivosti metodou split-half se autofi Fidili Klinovym pravidlem,
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tj. reliabilita musi mit hodnotu minimalné 0,7 (Kline, 1993). Vysledna korelace byla upra-
vena pomoci Spearman-Brown ukazatele (Eisinga, 2013). Spolehlivost prekrocila 0,7,
z Cehoz vyplyva, Ze dotaznik je zpUsobily ziskat cenné Udaje.

Dotaznik byl formulovan tak, aby byl co nejkratsi a nejjednodussi, aby prolomil
obecnou neochotu podnikateld reagovat na podobné dotaznikové akce, a zaroven ziskal
cenné Udaje. Po navrhu dotazniku byl proveden pre-test s péti osobami z cilové skupiny.
Pro pilotni priizkum stacil vzorek tficeti respondentt z cilové skupiny.

Pro méfeni pfistupu rodinnych a nerodinnych podniké k pfipravé na krizi byla pou-
Zita Sestistupfiova Likertova stupnice s nasledujicimi Grovnémi: 1 = rozhodné ne, 2 =
vétsinou ne, 3 = spiSe ne, 4 = spiSe ano, 5 = vétSinou ano, 6 = rozhodné ano. Ucelem
Skalovani je prifadit specifické Ciselné hodnoty rdznym Grovnim zkoumanych postojd tak,
aby mohly byt dale vyhodnocovany a porovnavany pomoci statistickych nastrojd (Fried-
rich, 2017). Stupnice Likert je symetricka a obsahuje stejny pocet pozitivnich a negativ-
nich postojd. Vzdalenosti mezi jednotlivymi hodnotami stupnice jsou respondenty vni-
many jako stejné. V tomto vyzkumu byla pouZzita stupnice s 6 hodnotami, aby bylo za-
branéno respondentlim v neutralnich postojich k otazkam.

K porovnani postojli Ize pouzit dva typy testd:

e parametricky dvou-vybérovy t-test;
e neparametricky Pearsonlv test nezavislosti chi-square.
Nulova hypotéza Ho v obou typech testl predstavuje identické postoje (statisticky

nevyznamné rozdily), alternativni hypotéza Hi odpovida réiznym postojlim v obou skupi-
nach.

T-test slouzi k testovani statistické vyznamnosti jednotlivych polozek u rodinnych
a nerodinnych podnikd.

Je definovan vzorcem

[ = =X
2 2
S A
02
n n
1 2 (1)
kde

X1, X2 prdmérné hodnoty v obou skupinach

s1, S2 smérodatné odchylky vzorku

ni, n2 velikosti vzorku

Pokud je nulova hypotéza Ho platna, ma test Studentovo t-rozloZeni se stupném volnosti

de=ni + n2—2 (2)
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Test nezavislosti chi-square porovnava rozdéleni frekvenci jednotlivych hodnot v
postojich rodinnych a nerodinnych podnikd. Je definovan vzorcem

G_z;(”fj _eéf)

(31...

/ (3)
kde

njj predstavuje pozorované Cetnosti (dany experimentem)

ejj jsou Cekavané Cetnosti (kalkulované za predpokladu platnosti Ho).

Prvni index / predstavuje jednotlivé Urovné Likertovy stupnice (1-6), druhy index j
rozliSuje obé porovnavaci skupiny (i = 1 pro nerodinné podniky, j = 2 pro rodinné pod-
niky).

V pripadé platné nulové hypotézy Ho ma statistika testu G Pearsonovo rozdéleni s
dr = 3 stupni volnosti. Vzhledem k velkému poctu pFipadd je "kvantitativni" pfistup pou-
Zivajici parametricky t-test legitimni (Friedrich, 2017). Jak Friedrich (2017) uvadi, vy-
sledky obou druh( testl (parametricky a neparametricky) jsou srovnatelné. Proto vy-
stupy obou testl jsou zde prezentovany pouze pro jedno srovnani, v dalSich pfipadech
jsou prezentovany pouze vysledky dvou-vybérovych t-testd.

Vysledky t-testl i chi-square jsou prezentovany podle p-hodnoty (vyznamnosti).
Hodnota p > 0,05 znamena, Ze nulovou hypotézu Ho nelze odmitnout (identické postoje).
Naproti tomu p < 0,05 znamend, ze nulova hypotéza Ho je odmitnuta a alternativni
hypotéza H;: je prijata (rdzné postoje).

Vyznam alternativni hypotézy Ize vyjadrit pomoci znakového schématu. Oznaceni
+ az +++ predstavuje vyznamny rozdil v postoji ve prospéch nerodinnych podnikd,
zatimco - az --- naznacuji vyznamny postoj ve prospéch rodinnych podnik{, sign 0 ne-
predstavuje Zadny vyznamny rozdil, tj. Ho neni vyloucena.

S cilem potvrdit nebo vyvratit souvislost mezi minulou krizi a naslednym usilim o
zavadéni preventivnich opatreni byl proveden test predpokladi:

Kritérium pro zjisténi relativni frekvence (0):

m
;_Po
U=—n__
pn(l - po)
n 4)
kde

n pocet podnikd, které zazily krizi
m pocet podnikd, které nasledné zacaly zavadét preventivni opatreni

po (relativni frekvence)
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2 Vysledky a diskuse
Po charakteristice respondentt bude pfistoupeno k vysledkdim vyzkumu.
2.1 Charakteristika respondentfi

Vysledky vyzkumu byly ziskany z celkem 2 266 platnych odpovédi: 1 118 (49 %)
nerodinné podniky a 1 148 (51 %) rodinné podniky. Nejvice podnikl ma rocni obrat 5-
20 miliond K¢ (443 NRP a 479 RP). Pokud jde o ¢lenéni podle poctu zaméstnanct, nejvice
respondentl bylo v kategorii do 50 zaméstnanct. Konkrétné se to tykalo 79 % podnikd,
které nejsou rodinnymi podniky, a 91 % rodinnych podnikd. Pouze 1 % NRP uvedlo, ze
ma vice nez 500 zameéstnancl. Neexistovaly zadné rodinné podniky s vice nez 500 za-
méstnanci.

V historickém kontextu existuji rysy specifické pro postkomunistické zemé. Prudky
narlst soukromych podnik{ po "sametové revoluci" v listopadu 1989 je ziejmy (Graf 1).
90. |éta oteviela stavidla pro Ceskoslovenské (pozdéji ceské) podnikatele a pro zakladani
soukromych podnik{. Prudky pokles zakladani novych podnikd po roce 2010 Ize pfipsat
globalni financni krizi. Kromé dopadt financni krize byly v roce 2015 zavedeny zvysené
administrativni poZzadavky na podnikatele, coz rovnéz prispélo ke snizeni chuti k zakla-
dani podnikd. Je vSak tfeba poznamenat, ze nové administrativni poZzadavky odrazely
pozadavky jiz zavedené v okolnich zemich.

Autofi by radi zd(raznili, Ze zakladatelé podnik{l vytvorenych po roce 2015 (a ¢asto
i po roce 2010) si Casto nejsou jisti, zda jsou schopni oznacit své podnikani jako rodinné.

Graf 1 Pocet zaloZenych podnikd (zpracovatelsky primysl)

Orodinné podniky ~Enerodinné podniky B celkem

(o}

O
™M
—

DO 1989 1990 - 1999 2000-2009 2010-2014 2015 -

1578
I 790

—1 140
B 75
Bl 215

Zdroj: vlastni vyzkum
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2.2 Hypotéza 1 — prezentace vysledkii

Prvni ¢ast dotazniku byla zamérena na zjisténi, jak podniky vnimaji krize: Zazili jste
krizi, tedy udalost, ktera ohrozila existenci vaseho podnikani?

Hypotéza 1: Rodinné podniky Celi krizovym situacim v mensi mife nez nerodinné
podniky.

Pouze 13 % nerodinnych podnikd (147 respondent(l) a 15 % rodinnych podnikd
(178) si je jistych, Zze dosud nemusely Celit situaci, ktera by ohrozila jejich existenci. Na
druhé strané 39 % nerodinnych podnik{l (440) a 38 % rodinnych podnik{ (434) oteviené
pfiznava, zZe takovou krizi jiz proslo. Celkové 63 % vSech respondentl (rodinnych i ne-
rodinnych) se rozhodné nebo spiSe nesetkalo s dosud nebezpecnou obchodni situaci.

Primérné skore (1 = rozhodné ne, 6 = rozhodné ano) a testovani rozdilu mezi
rodinnymi a nerodinnymi podniky je v Tab. 1.

Tab. 1 Za7ili jste krizi, tedy udalost, ktera ohrozila existenci vaseho podnikani?

Typ podniku Pearson x? independence Comparison of means
NRP RP test t-test
mean 2.86 2.87 Pearson Chi-Square 4.687 t statistics 0.201
std.. . 1.08  1.09 p-value 0.196 p-value 0.841
deviation
Sign 0 sign 0
N of valid cases 2,266 N of Valid Cases2.266

Zdroj: vlastni vyzkum

Mezi rodinnymi a nerodinnymi podniky nebyl identifikovan zadny vyznamny rozdil
v Cetnosti proZiti krize (sign = 0 u obou testd).

Hypotéza 1 se odmita.

2.3 Hypotéza 2 — prezentace vysledkdi

Autofi se zajimali o to, do jaké miry proZita krize motivovala podniky k tomu, aby
zvysily usili o pfipravu na potencialni krize v budoucnu: Motivovala Vds proZita krize ke
zvysenému Usili o pfipravu na potencidini krize v budoucnu (4. vypracovanim variant
rozhodnuti, rezervnich pland, krizovych pland, vytvorenim krizovych tymd, systémi
vcasného varovani, monitorovani hrozeb a slabych stranek, navazani kontaktd s odbor-
niky na reseni problémdj atd.)?

Hypotéza 2: Po zkuSenostech s krizovou situaci jsou ke zlepSeni procesu pripravy
na budouci krize RP vice motivovany nez NRP.

Vysledky ukazaly, Ze po proZiti krize maji oba typy podnikl tendenci zvysit Usili
k vybudovani preventivnich krizovych opatfeni (72 % NRP a 74 % RP). Je vsak tfeba
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poznamenat, Ze NRP jsou ve svych odpovédich méné jednoznacné nez rodinné podniky.
Pouze 26 % uvadi, Ze ve svych rozhodnutich tykajicich se krizové prevence bylo prozitou
krizi rozhodné ovlivnéno (rozhodné ano), ve srovnani se 48 %, které odpovédély, ze
jsou spiSe naklonény (spiSe ano) k budoucim preventivnim opatrenim v disledku prozité
krize. To je rozdil od rodinnych podnik{, kde jsou odpovédi vyvazenéjsi. 36 % uvadi
vahavéjsi odpovéd’ (spiSe ano, vétSinou ano), stejné jako stejné mnozstvi odpovédi (36
%) poskytuje definitivni odpovéd’ (rozhodné ano). Primérné skore a testovani rozdilu
jsou v Tab. 2.

Tab. 2 Motivovala Vas prozita krize ke zvySenému Usili o pfipravu na potencialni krize
v budoucnu?

An average score (1 = definitely not, 6 = defi- Testing the difference between family

nitely yes) e )
NRP RP and non-family companies

Mean 2.93 3.02 t statistics -1.030

Std. Deviation 0.84 0.92 p-value 0.304

sign 0
N of Valid Cases 1,417
Zdroj: vlastni vyzkum

Mezi rodinnymi a nerodinnymi podniky nebyl identifikovan zadny vyznamny rozdil
v pfipravé na budouci krize motivovany prozitou krizi (sign = 0). Hypotéza 2 se odmita.
Autofi proved|i test predpokladll s cilem potvrdit nebo vyvratit souvislost mezi mi-
nulou krizi a naslednym usilim o zavadéni preventivnich opatfeni. Vzhledem k tomu, Ze

autofi si nejsou védomi podobného vyzkumu pro srovnani, sami stanovili limit relativni
frekvence po 0,7 a kriticky obor W = Wo,05 = {U = uo,e5} = {U = 1,645}.

Ho: Nejméné 70 % RP, které zazily krizi, je timto motivovano k tvorbé preventivnich
opatieni proti potencialnim budoucim krizim (p = po pfedpoklad se rovna realité)

Hi (p + po predpoklad se lisi od reality)

Dosazenim do vzorce bylo zjiSténo, Ze kritérium pro zjisténi relativni frekvence U =
1,647 {U > 1,645}.

Lze tedy konstatovat, Ze vice nez 70 % rodinnych podnikd, které zazily krizi, na-
sledné zavadi preventivni opatfeni proti potencialni krizi v budoucnu.

Stejné prohlaseni Ize provést pro podniky nerodinné. To odpovida vysledkiim rela-
tivni frekvence po = 0,71 (U = 1,705). Tento rozdil potvrzuje vySe uvedenou bezvyznam-
nost rozdilG v pripravé na budouci krize v ddsledku krize prozité.
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2.4 Hypotéza 3 — prezentace vysledkii

Dalsi ¢ast vyzkumu se zaméfila na hodnoceni dllezitosti pfipravy na krize: PovaZu-
Jjete pripravu na krize za dileZitou?

Hypotéza 3: Podniky ve vlastnictvi rodiny povazuiji pfipravu na predchazeni budou-
cim krizim za ddlezitéjsi nez podniky, které nejsou rodinnymi.

Byla zjisténa Uplna prevaha pozitivniho postoje k vyznamu pfipravy na krize. Pouze
1,6 % RP a NRP rozhodné nepovazuji pripravu na krize dlleZitou. Primérné skore a
testovani rozdilu jsou v Tab. 3.

Tab. 3 Povazujete pripravu na krize za ddleZitou?

An average score (1 = definitely not, 6 = defini- Testing the difference between fa-

tely yes) NRP RP mily and non-family companies
Mean 3,34 3.21 t statistics 2.638
Std. Deviation 0.71 0.77 p-value 0.008

sign ++

N of Valid2,266

Cases

Zdroj: vlastni vyzkum

PFi hodnoceni vyznamu prevence krizi byl mezi rodinnymi a nerodinnymi podniky
identifikovan velmi vyznamny rozdil, a to ve prospéch nerodinnych podnikd (sign = ++).

Hypotéza 3 je odmitnuta.

2.5 Diskuse

Na vyzkumu se podilel téméF stejny pocet respondentd z nerodinnych podnikd (1
118) a z rodinnych podnik{ (1 148). Pfevazna vétsina podnik{ z obou skupin vznikla v
90. letech, zaméstnavala az 50 zaméstnancl (91 % u rodinnych podnikd) a dosahla
rocniho obratu 5-20 mil. K¢. Vice nez tretina respondentd v kazdé skupiné prosla krizo-
vou situaci, ktera ohrozila existenci jejich podnikani. Poté vice nez 70 % respondentd v
kazdé skupiné bylo motivovano ke zvySenému Usili v prevenci krizi.

Odpovédi na oteviené otazky lze rozdélit do nékolika oblasti. V prvni oblasti, nej-

méné zastoupené, respondenti uvedli, Ze méli dostatek smluv a objednavek i pres krizi.
Druha oblast obecné zahrnuje nazor, ze hospodarské krize jsou vysledkem politickych

.....

spondenti byli toho nazoru, Ze krize nejsou predvidatelné, jejich vyskytu nelze zabranit,
stejné typy krizi se nebudou znovu vyskytnout, a proto neni nutné provadét preventivni
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opatreni nebo se jakymkoli zplisobem pripravovat na krize jinym zplsobem nez Setfit
penize.

Nyni autofi predkladaji k diskusi relevantnost svych tvah pfi vytvareni vyzkumnych
otazek, a tedy relevantnost zjisténych vysledkd vyzkumu.

e Vyzkumna otazka 1: Jsou RP pripraveny na krize Iépe nez NRP, takze jim pred-
chazeji Casté&ji nez podniky nerodinné?

Podnéty k formulaci této otazky:

Nejsilnéjsi pozitivni argument ma osobni povahu: vétsina rodin povazuje své pod-
niky za zdroj svého zivobyti (Molly et al., 2010), jsou vazany silnymi pokrevnimi vazbami
(Aronoff & Ward, 2016), existuje snaha prenést podnik na dalsi generaci (Schuman et
al., 2016; Molly et al., 2010; Carlock & Ward, 2001). Osobni rys je spojen s financni
podporou podniku: zahajeni ¢innosti a rozvoj jsou nejcastéji financovany z rodinnych
zdroj& (Aronoff & Ward, 2016; Zhou et al., 2017; Carlock & Ward, 2001). Snaha o
Uspésné predani podniku nastupnické generaci je spojena se snahou o maximalizaci
dlouhodobé hodnoty podniku (McCormick, 2016; Carlock & Ward, 2001). Ddlezitou vlast-
nosti, kterou NRP nemaii, je socio-emocionalni bohatstvi (Dou, 2020; Cleary, 2019). Po-
kud maji jednotlivé polozky SEW vysoké hodnoty, mlize soudrZnost a prizplsobivost
rodiny vyznamné ovlivnit udrzitelnost jejich podnikani (Casillas et al., 2013; Olson et al.,
2003; Kepner, 1991).

Autofi povazuji nékteré faktory za nejednoznacné. Mohou byt jak vyhodou, tak ne-
vyhodou pro pfipravu na krizi:

RP maji averzi k riziku (Molly et al., 2010; Craigh & Moores, 2017). Je investice do
krizového fizeni vhodna k ospravedInéni Utraty? Koneckoncd, tato investice nevytvari
hmotnou hodnotu ani nezajisti prijem pro podnik. Jaké je vétsi riziko: potencialni plytvani
finan¢nimi prostredky a jinymi aktivy vynaloZzenymi na budovani preventivnich opatteni,
ktera mohou nakonec selhat, nebo riziko kratkodobé zachrany financnich prostfedkd na
Ukor nepfipravenosti na krizi, a tedy moznosti nezmirnéni potencialniho dopadu? Prevazi
sen o predani podnikani budoucim generacim nepfijemnosti s provadénim neproduktiv-
nich investic do preventivnich opatfeni? Otazkou tedy je, do jaké miry averze k riziku
ovlivni postoj rodinného vrcholového managementu k pfipravé na krize.

Nefinancni a rodinné cile. Nefinancni cile mohou naznacovat vétsi odpovédnost vici
zajmovym skupinam. Cile zaméfené na rodinu mohou rodiné poskytnout vétsi zdroje
nebo jiné vyhody. Na druhé strané mohou mit negativni dopad na ziskovost podnikd,
zejména béhem akutni faze krize (Amann & Jaussaud, 2012). Oba typy mohou pfispét
k nezodpovédnému pfistupu k podnikani. Pravé nevyvazené rodinné a podnikové cile
mohou byt pFicinou krize (Daspit et al., 2018; Carlock & Ward, 2001).

Prolinani rodiny a podnikani. Loajalitu rodinnych pfislusnikl nelze zarudit. Rodinni
prislusnici mohou mit réizné zajmy (Aronoff & Ward, 2016; Mikusova, 2018), které mo-
hou narusit ziskovost podnik& (Amann & Jaussaud, 2012), vykonnost (Lin & Chen, 2012)
nebo dokonce samotnou existenci podniku (Aronoff & Ward, 2016; Carlock & Ward,
2001; Mikusova, 2018).

Navzdory tomu je vSak obecné mozné uvazovat o vétSim Usili RP o hospodarskou
udrzitelnost, o Usili o preZiti. To znamena, Ze se RP |épe pripravuji na krize, nebot’ diky
prevenci nemusi krize v jejich podnikani viibec nastat.
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Jaké byly vysledky vyzkumu?

Byla pfijata nulova hypotéza: "Rodinné podniky Celi krizovym situacim ve stejném
rozsahu jako nerodinné podniky".

Odpovéd’ na vyzkumnou otdzku 1: RP se nepfipravuji na krize tak kvalitné a inten-
zivné, aby se jim vyhybaly castéji neZ podniky, které nejsou rodinnymi. RP aplikovaly
krizové Fizeni a potykaly se se zavaznymi problémy ohroZujicimi existenci podniku ve
stejném rozsahu jako podniky nerodinné (souvisi' s hypotézou 1).

Autofi soudi, Ze navazujici vyzkum by mél byt sméfovan nejen na fizeni podniku,
ale na rodinu, jeji socio-emocionalni bohatstvi, soudrznost a s tim souvisejici pripadné
konflikty, at’ uz mezigeneracni nebo sourozenecké. VSechny tyto oblasti souvisi s proli-
nanim hodnot rodiny a podniku. Emocionalni, psychologické chapani viastniho podniku
jako podniku rodinného ovlivni snahu rodinnych pfislusnikd o zachovani jeho kontinuity.

e Vyzkumnd otdzka 2: Pokud zazily krizi, jsou timto zazitkem RP k pfipravé na
krize budouci motivovany vice nez NRP?

Podnéty k formulaci otazky:

Mlze nastat situace, ze podnik Celi krizi, protoze pfiprava na krizi neexistovala nebo
nebyla dostatecna. Co se stane béhem Uspésného preziti krize a po ném? Uvédomi si
majitelé hrozbu ohrozeni svého podnikani do budoucna? Nebo budou fikat — prezili jsme
krizi, mame vynikajici stabilni podnik, nemusime se starat o budoucnost?

Toto mylné presvédceni mizZe mit fada vlastnikd RP (Mitroff et al., 1989). Nékteré
vyzkumy poukazuji na odpovédny postoj vlastnikli RP béhem krize pfi hledani likvidnich
zdrojl (Cesaroni et al., 2017), mobilizaci zdrojt (Allouche et al., 2008), lepsi hospodar-
skou vykonnost béhem krize (Schambers, 2018; Allouche et al., 2008). Ochota vlozit
rodinné prostfedky zvySuje schopnost vyrovnat se s krizi (Zhou et al., 2017; Gallizo et
al., 2014). Tuto Sanci nerodinné podniky nemaji.

Jaké byly vysledky vyzkumu?

Z dAvodu stejnych postojd rodinnych a nerodinnych podnik{ je pfijata nulova hy-
potéza: "Po zkuSenostech s krizovou situaci jsou ke zlepSeni procesu pfipravy na budouci
krize RP stejné motivovany jako NRP",

Odpovéd’ na vyzkumnou otazku 2: Ani konkrétni rysy, jako je viastnictvi nebo bu-
doucnost rodiny nemaji vliv na majitele RP pripravovat se na budouci krize intenzivnéji
neZ NRP. Postoje RP vici budoucimu predchazeni krizim v ndvaznosti na zkuSenosti
Z krizi proZitych jsou stejné jako podnikd nerodinnych (souvisi s hypotézou 2).

Zde se nabizi otazka, jaky vliv ma rodina na svij podnik. Do jaké miry jsou aktivné
zapojeni ¢lenové rodiny do fizeni, kontroly nebo jinak do chodu podniku? Spoléhaji na
to, Ze rodina je financné silna (ma dalsi zdroje) tak, aby mohla svij podnik delsi dobu
podporovat? Nevytvorili si ¢lenové rodiny nebo top management néjaké obranné me-
chanismy pro pfipravu na krize do budoucna?

e Vyzkumna otdzka 3: Povazuji RP pfipravu na krizi za dlleZit&jsi neZ NRP?
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Podnéty k formulaci otazky:

Rodinny podnik je c¢asto jedinym zdrojem obzivy pro celou rodinu (Molly et al.,
2010). Ostatni klady a zapory jsou jiz uvedeny vyse. Teoreticky je v zajmu celé rodiny
chranit zdroj svého Zivobyti. Mohou vSak prevazit jiné (osobni) zajmy (Aronoff & Ward,
2016).

Jaké byly vysledky vyzkumu?

Predpoklad autord, Ze rodinné podniky maji tendenci vice se zajimat o to, jak snizit
zranitelnost svého podnikani pro zajisténi, ze rodinny podnik zlistane na trhu a mdze byt
predan budoucim generacim, musel byt odmitnut.

Odpoved’ na vyzkumnou otdzku 3: Ani chapani rodinného podniku jako zdroje ob-
Zivy neprinutilo jejich viastniky, aby ohodnotili vyznam krizové pripravenosti vyse neZ
NRP. RP povazuji pfipravu na krizi za stejné vyznamnou jako NRP (souvisi s hypotézou
3).

Podle nazoru autord by odpovéd’ mohla byt hledana v oblasti spravcovstvi rodin-
ného podniku. Do jaké miry chapou soucasni vlastnici RP svaji roli spravce, jehoZ hlavnim
Ukolem je predat podnik v dobré kondici dalsi generaci? Ulohu mlze také hrat pocet
aktivné zapojenych ¢lenl rodiny, ktefi jsou existencné zavisli na svém podniku. Pfic¢inou
mdZe byt i nedostate¢na Uroven top managementu, neznalost nebo podcenéni strate-
gického fizeni.

Nastinéné oblasti dalSiho vyzkumu u jednotlivych vyzkumnych oblasti jsou samo-
ziejmé orientacni @ mohou se prolinat. Jesté navic musime uvaZovat se skutecnosti, Ze
se priciny krize mohou fetézit.

Zaveér

Odpovédi na vyzkumné otazky ukazuji, ze rodinné podniky nepredchazeji krizim
Castéji nez podniky nerodinné, nepfipravuji se na né Castéji a/nebo kvalitné&ji, nekladou
vyssi dliraz na dilezitost pfipravy na krize nez podniky nerodinné. Soucasné je prozita
krizova situace motivuje na pfipravu na budouci potencialni krizi stejné, jako podniky
nerodinné. Tento rovnovazny stav, pripadné pozitivni vykyv u nerodinnych podnik{ v pfi-
padé hodnoceni vyznamu prevence krizi, je dokumentovan vysledky hypotéz.

Podle vysledk{ hypotézy dva, které ukazuji, Zze po proZiti krize maji oba typy pod-
nikd tendenci zvysit Gsili k vybudovani preventivnich krizovych opatfeni (vice nez 70 %),
Ize usuzovat, Ze diky této motivaci se posunuje krizova prevence mezi klicové indikatory,
které bere management v Gvahu pfi planovani a rozhodovani o dalsi budoucnosti pod-
niku.

Na zakladé odpovédi na vyzkumné otazky a testovanych hypotéz Ize dojit k zavéru,
Ze Ceské rodinné podniky plsobici ve zpracovatelském préimyslu nejsou v oblasti krizové
prevence odpovédnéjsi neZz Ceské nerodinné podniky ve stejném odvétvi. Toto zjisténi
je odpovédi na stanoveny cil vyzkumu.

Ekonomicky udrzitelné podnikani je velkou vyzvou pro vSechny typy podnikl bez
rozdilu vlastnik( nebo velikosti. Autory necekané vysledky u ¢eskych RP mohou vyplyvat
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z nasledujiciho omezeni: Zaméreni se pouze na zpracovatelsky prlimysl: V jinych oblas-
tech se mize zastoupeni rodinnych podnikd liSit. Nepfesna definice rodinného podniku:
Identifikace stejnym pFijmenim nutné neznamend, ze je rodinnym prislusSnikem nebo
naopak, rodinny pfislusnik mdze mit jiné pfijmeni.

Prispévek Clanku z praktického hlediska Ize spatfovat v tom, Ze jiz pouhé zod-
povézeni na otazky dotazniku donutilo respondenty zamyslet se nad stavem svého pod-
niku v oblasti pripravenosti na krize a pfipadné je motivovat ke zlepSeni.

Prispévek z teoretického hlediska Ize spatfovat ve dvou vyzkumnych oblastech a
jejich propojeni. Prvni z nich je vyzkum v oblasti rodinného podnikani. Tato oblast je
zatim v Ceském prostiredi nedocenéna. Uvedeny vyzkum mdze pfispét k vypliiovani této
vyzkumné mezery. Druhou vyzkumnou oblasti je krizovy management. Zde jiz vyzkum-
nici i praktici nasbirali z ceského prostiedi fadu zkuSenosti. Propojenim rodinného pod-
nikani a krizového managementu bylo komparaci s nerodinnym typem podnikani dosa-
Zeno synergického efektu, jehoZ vysledky mohou byt inspiraci pro dalsi, hlubsi zpraco-
vani jednotlivych zkoumanych oblasti (napf. fizeni lidskych zdrojd, vykonnost atd.) a
jejich komparaci v rodinnych a nerodinnych podnicich.
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Udrzatel'né odievanie ako novy trend v kontexte principov kru-
hovej ekonomiky 1!

Zdenka Musova — Jennifer Drugdova 2

Sustainable clothing as a new trend in context of the circular
economy principles

Abstract

The paper deals with sustainable concepts of buying clothes and textile products, which
are following principles of the new economic model — circular economy. The aim of the
paper is to present selected results of primary research, which was focused on Slovak
respondents ~ knowledge about selected new concepts in clothing buying and their will-
ingness to support these. Secondary data analysis is supplemented by results of online
questionnaire research, which was realised in 2019. Research sample consisted of 468
respondents. Results of research show that most of the respondents have knowledge
about slow fashion, patchwork and swap. In contrary the less known concepts are cloth-
ing rental, Gots Certification and lease of jeans. Women have higher knowledge about
new concepts of buying clothes and textile products and higher willingness to support
these concepts in comparison with men. Knowledge and willingness to support these
concepts increase towards the younger generations (Y and Z) in comparison with older
generations (Baby Boomers and X).
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Uvod

Vysoka spotreba neobnovitelnych surovin je podstatou zisku suc¢asného, linearneho
modelu ekonomiky ,zober-vyrob-zahod'. Tento model riadi zdroje, tovary a sluzby s hlav-
nym ciel'om podpory kratkodobej spotreby, ktora vedie planétu k neudrzatel'nej situacii.
Protiklad linearnemu modelu predstavuje kruhova (cirkularna) ekonomika nazyvana aj
obehové, zelené hospodarstvo. Model kruhovej ekonomiky ma za ciel’ ,zaistit’ konkuren-
cieschopnost’ krajin, ekonomicky rast a zdravé Zivotné prostredie® (Cséfalvayova et al.,
2017). Ako uvadza Male$ (2017), odpad pre kruhovi ekonomiku predstavuje zdroj —
bioodpad sa stava zdrojom pre pol'nohospodarstvo, textil pre stavebny priemysel, potra-
vinovy odpad pre papierensky priemysel. Cirkuldrna ekonomika je systém vyroby ale aj

1 Prispevok vystupom rieSenia projektu VEGA 1/0705/19 Zodpovednost' vybranych trhovych subjektov ako
vyznamny determinant aplikacie principov kruhovej ekonomiky na Slovensku

2 doc. Ing. Zdenka Musova, PhD., Univerzita Mateja Bela v Banskej Bystrici, Ekonomicka fakulta, Katedra
ekonomiky a manazmentu podniku, Tajovského 10, 975 90 Banska Bystrica, zdenka.musova@umb.sk

Ing. Jennifer Drugdova, Univerzita Mateja Bela v Banskej Bystrici, Ekonomicka fakulta, Katedra ekonomiky
a manazmentu podniku, Tajovského 10, 975 90 Banska Bystrica, jennifer.drugdova@umb.sk
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spotreby s minimalnymi materialovymi a energetickymi stratami prostrednictvom roz-
siahleho opatovného vyuzivania, recyklacie a obnovy (Dano et al., 2020; Ruiz Real et
al., 2018).

Textilny priemysel sa povazuje za druhého najvacsSieho znecistovatela Zivotného
prostredia (prvenstvo ma ropny priemysel). Camacho-Otero et al. (2019) uvadzaju, zZe
z celkového mnozstva textilnych vldkien je 73 % spalenych a 12% je recyklovanych,
priCom podla Henniger et al. (2019) by aZ 95 % mohlo byt' vratenych do obehu — opd-
tovnym nosenim, recyklaciou alebo opravou. Camacho-Otero et al. (2019) d‘alej dopl-
naju, Zze podla najnovsich Statistik sa produkcia textilu zvysila dvojnasobne a opatovné
vyuzitie kleslo o 36 % (za poslednych 15 rokov). Celosvetovo sa momentalne vrati do
obehu menej nez 15 %. Textilny priemysel vsak disponuje vysokym potencialom efek-
tivneho vyuzivania zdrojov, pretoZe textilny odpad z vel'kej Casti tvori oblecenie a textilné
produkty zachovalej hodnoty (zasoby ktoré sa nepredaji, nenosené oblecenie atd'.).
Disponuje tiez vysokym potencidlom pre zapojenia spotrebitela a pretvorenia ponuky
textilnych produktov v budicnosti tak, aby boli I'ahko opatovne pouzitelné.

Moorhouse a Moorhouse (2017) vo svojej studii uvadzaju, ze integracia obehového
hospodarstva (kruhovej ekonomiky), snaha o znizovanie tvorby odpadov a negativneho
vplyvu na Zivotné prostredie si nielen rieSenim problému vycerpavania zdrojov ale aj
moznost'ou ako vytvarat’ nové podnikatel'ské prileZitosti a budovat” konkurencieschop-
nejSie ekonomiky. Eurdpska Unia, prostrednictvom programu LIFE, ktory sluZi ako na-
stroj financovania EU pre Zivotné prostredie a opatrenia v oblasti klimy, vytvorila eurdp-
sky akény odevny plan (European Clothing Action Plan — ECAP), ako jeden z prvych
projektov zamerany na podporu udrzatel'ného odievania (ec.europa.eu). Jeho cielom
bolo priniest’ environmentalne a ekonomické benefity do odevného sektora.

ECAP uvadza schému kruhového modelu v textilnom odvetvi, v ktorom sa Uloha
spotrebitel'a radikalne meni. Braam et al. (2018) definuju spotrebitela v kruhovej eko-
nomike ako ,prosumera"“, ktory ovplyviiuje produkciu, ¢im sa stava vyrobcom (producer)
a spotrebitel'om (consumer) v rovnakom Case. Matejov a Varova (2018) chapu prosu-
mera v zmysle bud/alebo a teda prosumer vznikne, pretoze zakaznik bude spotrebite-
'om alebo vyrobcom v zavislosti od okolnosti. Autori dalej uvadzaju pojem hodnotova
ponuka (value proposition), ktory v marketingu vyjadruje hodnotu pre spotrebitela,
ktora by ho mala presvedcit’' o kupe produktu alebo sluzby. V kruhovej ekonomike ale
hodnotova ponuka predstavuje iné vyjadrenie. Na rozdiel od sUcasnej situacie, kedy
vznika na l'udi tlak potreby recyklacie a inych Cinnosti, ktoré zabezpecia nizSiu ekologickl
stopu, podstata problému spociva v mnozstve nakupovanych produktov a sluZieb. Ma-
tejov a Vanova uvadzaju, ze vytvaranie tlaku je Ucelné avSak v kontexte hodnotovej po-
nuky v kruhovej ekonomike je potrebné tento tlak smerovat’ efektivne. Je treba zamerat’
pozornost’ na produkty s dlhou Zivotnost'ou, produkty trvacne, kvalitné, s moznostou
opatovného vyuzitia, resp. na moznosti spravnej recyklacie. Hodnotova ponuka v kruho-
vej ekonomike potom znamena vytvorenie takej udrzatel'nej hodnotovej ponuky, ktora
~podnieti zakaznika pozerat’ sa nielen na kratkodoby pocit uspokojenia z vyhodnej kipy,
ale predovsetkym klpy produktu Gcelného a v budicnosti I'ahko opatovne pouzitel'ného
(Matejov & Vanova, 2018). Podl'a Hankammer et al. (2019) prave spotrebitel’ zohrava
vyznamnu a aktivnu rolu pri uzatvarani kruhu. Spotrebitel’ sa stava stUcastou kruhu, v
Casti ktora predstavuje ,zber" odevov a inych textilii za Ucelom ich prinavratenia do kru-
hového modelu, v ,spotrebe" a pri ,znovu-vyuziti a oprave" (Obrazok 1).
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Obr. 1 ECAP - Kruhovy model
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V uvedenych suvislostiach zacali na trhu vznikat’ viaceré nové koncepty, ktoré fun-
guju v rdmci principov kruhového modelu (kruhovej ekonomiky), avsak vyzaduju aktivnu
spolupracu a zapojenie spotrebitela. Jednym z novych konceptov, ktoré vznikli na mys-
lienke vyuzivania odpadovych textilnych materidlov a tzv. ,opravy" tychto materidlov je
upcycling. Han et al. (2017) definuji upcycling ako prepracovanie odpadu, ¢im sa obno-
vuje vnutornad hodnota. Vnimaju ho ako vyborn( prilezitost’ pre dizajnérov chopit’ sa
podnikatel'skej moznosti, ktora vyriesi problém s nadmernym mnozstvom vznikajlceho
textilného odpadu a uspokoji potrebu zakaznika vlastnit’ nové maddne kasky. S tymto
tvrdenim suhlasia aj Singh et al. (2019), ktori upcycling chapu ako moznost’ zvySovat’
kvalitu materidlov a produktov, ktoré si uz v obehu. Podla nich hodnota vznika na za-
klade spoluprace so spotrebitelom (od ktorého su prevzaté nechcené textiiné produkty),
z ktorych dizajnéri dokazu vytvorit’ nové kusky. Tato spolupraca zamedzuje vzniku tex-
tiiného odpadu, ktory by inak skoncil na skladkach. Okrem toho podpora vytvarania ta-
kychto cyklov vo vyrobnom a kreativnom priemysle ma potencial vytvarat’ nové pracovné
prilezitosti. Jednoducho povedané, metdda upcycling vytvori zo starého nové (napr. pod-
nik NOSENE vytvara kolekciu Renewals by Nosene, v ramci ktorej preSiva a preraba
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poskodené panske kosele, denim, zvyskové latky, materidly a tvori Gplne nové mddne
kisky (www.nosene.sk). Upcycling ¢asto vyuziva i techniku patchwork, ktora nadobuda
na popularite. Ide o origindlny spdsob zosivania réznych malych (Casto inak nevyuzitel-
nych) kusov latok roznych farieb a vzorov, ktoré v kone¢nom vysledku vytvaraja rozne
geometrické vzory (www.dictionary.cambridge.org). Doraz sa ale opat’ kladie na spolu-
pracu so spotrebitel'mi a aktivnu podporu ich zapojenia do tohto kruhu cez zber a odo-
vzdanie nepotrebnych textilnych kusov vyrobcovi.

V ramci spotreby v kruhovom modeli sa venuje pozornost’ dosahovaniu udrzatel-
nosti. V tomto kontexte vznikla tzv. pomala méda - slow fashion. Ide o zivotny styl, ktory
dba na kvalitu a ohl'aduplnost’ k zivotnému prostrediu, podporuje lokalne znacky, miest-
nych dizajnérov. Bojkotuje masovu produkciu, medzinarodné ret'azce a sezénnu produk-
ciu. Medzi jej priaznivcami sa v sucasnosti zacal vyvijat’ trend tzv. kapsulového Satnika.
Ide o Satnik, ktory pozostava z obmedzeného mnozstva (zvycajne 40 kusov) oblecenia,
ktoré je nadcasové a I'ahko kombinovatel'né.

Pri nakupe textilnych vyrobkov sa spotrebitel’ méze spol'ahnut’ na certifikaciu, kto-
rej cielom je zabezpedit' ekologické a socialne kritéria pri spracovani textilu pre orga-
nické vlakna - Globalna organicka textilnd norma (GOTS). Ide o vyznamnd normu, ktora
sa opiera o nezavislu certifikaciu celého textilného dodavatel'ského ret'azca. Ciel'om tejto
normy je vymedzit’ celosvetovo uznavané poziadavky, ktoré zabezpecuju ekologicky stav
textilii, od zberu surovin, cez ekologicky a spolocensky zodpovednu vyrobu az po ozna-
Covanie. Jej cielom je poskytnit’ konecnému spotrebitel'ovi vierohodné uistenie
(www.global-standard.org).

S cielom zabezpetit’ d'aléie vyuzitie odevov a textilnych vyrobkov, resp. predizit’ ich
Zivotny cyklus zacali vznikat' i radikalne odliSné koncepty, na ktoré spotrebitelia doposial’
neboli zvyknuti - ponuka odevov a textilnych vyrobkov, ktora nefunguje v klasickom
~predajnom zmysle" ale predaj nahradza sluzbou. Prieto-Sandoval et al. (2018) odporu-
¢aju podporovat’ biznis stratégiu, v ramci ktorej podnik ponika ,pouzivanie fyzickych
produktov" namiesto ich vlastnictva. Tento nazor potvrdzuje i Matejov a Varova (2018).
Autori uvadzaju, Ze pri prechode priemyselnej praxe z linedrneho na cyklicky systém je
vyzadovana zmena obchodnych modelov, kde cenova ponuka je zamerana na prechod
od predaja fyzickych produktov k poskytovaniu pristupu k funkénosti produktu. V tomto
kontexte zacali vznikat' nové obchodné modely ako napr. prendjom obleCenia a predaj
na lizing. Na principe prendjmu odevov vznikla na Slovensku kniznica oblecenia Sumné,
cielom ktorej je prostrednictvom prendjmu lokalneho a kvalitného oblecenia priniest’
dalsiu alternativu k udrzatelnému obliekaniu. Zaroven chce kniznica obleCenia spristup-
nit modu slovenskych vyrobcov, teda podporit primarne slovenskych dizajnérov
(www.sumne.sk). KniZnica oblecenia bude poziCiavat i darované oblecenie, ktoré bude
v procese opotrebenia opravovat’, ¢im bude prispievat’ k predlZeniu Zivotného cyklu pro-
duktu.

V rdmci vyuzitia /izingového predaja odevov je vhodnym prikladom podnik MUD
Jeans, ktory prenajima spotrebitelom dzinsy. Cez vlastny prepracovany lizingovy systém
podnik ziskava spat’ cenné textilné vlakna ako aj kazdy jeden kus noseného odevu.
Opravy sU beznou sUcastou tohto systému a su poskytované zadarmo. Spotrebitel’ ma
dve moznosti — nosit’ dzinsy tak dlho, ako mu je po voli alebo ich po istom ¢asovom
intervale vymenit’ za nové (www.mudjeans.eu).
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V kontexte ,znovu-vyuzitia® odevov vznikol modny swap (swapping, vymena oble-
¢enia), ktory dokaze redukovat’ dopyt po novych textilnych produktoch. Mozno ho defi-
novat’ ako vymenu veci, napr. oblecenia, medzi dvomi a viacerymi jednotlivcami, pricom
nie je spajany s penaznymi prostriedkami (Camacho-Otero, 2019). Henninger et. al
(2019) deklaruju, Zze okrem swapu existuju i iné sposoby ako znovu-vyuzit' nechcené
odevy, resp. ako sa zo spotrebitela moze stat’ predajca: darovanie nechceného oblecenia
(priatel'om, znamym), darovanie obleCenia charite alebo priamo predaj nechcenych ku-
sov. V ramci moznosti vytvorenia fungujliceho kolobehu textilii uvadzaja aj moznost’
vratenia nechceného oblecenia do predajne, kde sa nasledne spracuju pouzitelné
vlakna, modny kisok sa opravi, upcycluje alebo recykluje.

Naznacené nové trendy pri nakupe odevov a textilnych vyrobkov mézu vyznamne
prispievat’ k dosahovaniu udrzatel'nosti a vytvaraniu kolobehu fungujiceho podl'a princi-
pov kruhovej ekonomiky. KedZe novy ekonomicky model predstavuje paradigmaticku
zmenu, aj tieto nové postupy so sebou prinasaju nutnost’ zmeny myslenia a nakupnych
zvyklosti spotrebitelov. Z tohto dovodu je zamerom prispevku analyzovat’ povedomie
spotrebitel'ov o novych konceptoch a trendoch a s tym suvisiacu ochotu podporit’ novy
typ ponuky pri nakupe obleCenia a textilnych vyrobkov.

1 Metodika prace

Cielom prispevku je prezentovat’ vysledky primarneho skiimania o znalosti novych
konceptov a trendov pri nakupe oblecenia a textilnych vyrobkov spotrebitelmi na Slo-
vensku a ich ochote tieto koncepty podporit’. Pri skimani problematiky a vymedzeni te-
oretickych vychodisk sme vychadzali z dostupnych sekundarnych zdrojov domacich aj
zahraniCnych autorov. Pri ich spracovani sme pouzili analyticko-synteticku metodu, in-
dukciu, dedukciu a generalizaciu. V sUvislosti s naplfanim vyssie uvedeného ciela sme
realizovali aj SirSie koncipovany primarny spotrebitel'sky vyskum zamerany na vnimanie
a postoje slovenskych spotrebitelov k novému ekonomickému modelu — kruhovej eko-
nomike. V prispevku budeme prezentovat’ len vybrané vysledky s ohladom na jeho za-
meranie na znalost’' @ moznu podporu novych konceptov pri nakupe oblecenia a textil-
nych vyrobkov spotrebitel'mi v kontexte principov kruhovej ekonomiky.

Empiricky vyskum kvantitativneho charakteru sme realizovali prostrednictvom on-
line dotaznika v mesiacoch oktéber a november 2019. Pri zbere primarnych dat sme
zvolili kvotny vyber s cielom zabezpedit’ reprezentativnost’ vyskumnej vzorky (podla po-
hlavia a veku). Ziskané Udaje sme vyhodnocovali pomocou Statistického programu IBM
SPSS a graficky spracovali pomocou tabul'kového procesora MS EXCEL.

Vyskumnu vzorku tvorilo 468 respondentov. Z toho bolo 223 muzov (47,6 %) a 245
Zien (52,4 %). Podla prislusnosti ku generacii mala najvacsie zastupenie generacia Y
(f'udia narodeni v rokoch 1977 — 1994) — 169 respondentov, do generacie Baby Boomers
(1946 — 1965) sa zaradilo 136 respondentov, 100 respondentov bolo z generacie X (1966
—1976) a 63 z generacie Z (1995 — 2001; vyskumu sa zucastnili len dospeli spotrebitelia
starsi ako 18 rokov). Reprezentativnost’ vzorky podla uvedenych dvoch kritérii sa potvr-
dila Chi-kvadrat testom (p-hodnota 0.408 pri pohlavi; 0.088 pri veku/prislusnosti ku ge-
neracii; na hladine vyznamnosti a = 0,05).
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2 Vysledky a diskusia

V zaujme naplnenia ciela prispevku prezentujeme len Ciastkové vysledky vyskumu,
pricom pozornost sustred'ujeme na identifikovanie rozdielov v poznani novych koncep-
tov pri ndkupe obleCenia a textilnych vyrobkov spotrebitemi a ochote podporit’ ich
s ohl'adom na pohlavie a vekovu kategoriu (prislusnost’ k niektorej z generacii).

Respondentov sme sa pytali ,ktoré z uvedenych novych konceptov/trendov pri na-
kupe oblecenia a textilnych vyrobkov poznaju* a ,ktoré z nich by boli ochotni podporit™
(napr. zucastnit’ sa podujatia, kupit' produkt s danou Specifikaciou, zmenit' navyky...).
V oboch pripadoch sme respondentom uviedli 8 novych konceptov/trendov — swap, kap-
sulovy Satnik, prenajom obleCenia, predaj rifli na lizing, GOTS certifikat, upcycling, pat-
chwork a slow fashion (vratane kratkej charakteristiky konceptu). Respondenti mali
oznacit' odpoved’ na 5-stupnovej Likertovej Skale (od urcite ano po urcite nie, pricom
k dispozicii mali tiez moznost’ ,neviem, potrebujem viac informacii*). Pre Ucely naSej
analyzy a s ciel'om zabezpecit’ prehl'adnost’ prezentovanych tdajov, sme kumulovali po-
zitivne (urcite ano a skor ano) a negativne (urcite nie a skor nie) odpovede. Podrobné
Udaje o odpovediach respondentov st zobrazené v tabulke 1.

Tab. 1 Znalost’ novych konceptov pri nakupe oblecenia a textilnych vyrobkov a ochota

podporit’ ich
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Urcite nie/skor nie
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Neviem

PODPORIL/A BY | Urcite ano/skor ano
SOM 360 |309 |307 |350 |280 184 292 101

Urcite nie/skor nie
81 122 |144 |88 |160 |253 126|330

Zdroj: Vlastné spracovanie vysledkov vyskumu

Pozitivnu znalost’ a ochotu respondentov podporit’ nové koncepty pri nakupe oble-
Cenia a textilnych vyrobkov (vSeobecne) zobrazujeme aj graficky pomocou spojnico-
vého grafu, pricom z hl'adiska poznania su jednotlivé koncepty usporiadané od najzna-
mejSich po najmenej zndme (Graf 1).
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Graf 1 Znalost’ a ochota podporit’ nové koncepty pri nakupe oblecenia a textilnych

vyrobkov
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Zdroj: Vlastné spracovanie vysledkov vyskumu

Z grafu 1 vyplyva, Ze najviac respondentov (priblizne 200) pozna slow fashion, pat-
chwork a swap, naopak najmenej znamymi si prendjom oblecenia (96 respondentov),
Gots Certifikat (69 respondentov) a predaj rifli na lizing (31 respondentov). Ochota res-
pondentov podporit’ jednotlivé koncepty je znacne vysSia ako ich znalost. Tvar Useciek
zobrazujucich znalost’ resp. ochotu je vel'mi podobny, objavuju sa len dve vyraznejsie
odchylky a to pri upcyclingu a GOTS Certifikate (ochota podporit’ tieto koncepty je vy-
razne vySSia ako samotna znalost’). Respondenti by v najvacsej miere (priblizne 34 opy-
tanych) podporili koncept slow fashion (360 respondentov) a upcycling (350 responden-
tov), dalej nasleduje patchwork (309 respondentov) a swap (307 respondentov). Naj-
mensSiu ochotu podporit’ novy koncept v odievani respondenti vykazuju pri prenajme ob-
leCenia (184 respondentov) a pri koncepte predaja rifli na lizing (101 respondentov). V
graf tiez zobrazujeme tzv. neutralne odpovede (neviem, potrebujem viac informacii),
pricom najCastejSie tuto moznost’ volili respondenti pri Gots Certifikate (v pripade zna-
losti 38, v pripade moznej podpory 50 respondentov, Co su pomerne nizke hodnoty a
preto sa neutralnym odpovediam v d'alSej analyze dat nebudeme venovat).

Podla vysledkov dotaznikového prieskumu existuje vola zo strany spotrebitelov
podporit’ vybrané nové koncepty a trendy pri nakupe obleCenia a textilnych vyrobkov.
S tymto suhlasi aj Grebosz-Krawczyk a Siuda (2019), ktori vo svojej studii uvadzaju, ze
respondenti sU ochotni participovat’ na uzavretom cykle recyklacie oblecenia a textilnych
vyrobkov, avsak problémom je absencia propagacie. Riesenim je podla tychto autorov
efektivne smerovana marketingova komunikacia. ZvySovat’ povedomie by mali masové
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média, udrzatelne orientované organizacie a podniky, ktorych ciefom je ochrana Zivot-
ného prostredia (tieto si takymto sp6sobom mo6zu posilnit’ lojalitu zakaznika a podnikovy
imidz). Uvedenému naopak protirecia Camacho-Otero et al. (2019), ktori uvadzaju, ze
napriek narastajicemu zaujmu podnikov a vlad o vytvorenie obehového hospodarstva,
myslienkou systému v ktorom sa vyrobky, komponenty a materialy pouZzivaju viackrat
pred tym, ako sa zlikviduju, su spotrebitelia menej nadseni.

Nasledne sme data analyzovali podrobnejsie s cielom zistit’ rozdiely v znalostiach
resp. v ochote podporit’ koncepty medzi muzmi a Zzenami. Vysledky zobrazuje Graf 2.

Graf 2 Znalost' a ochota podporit’ nové koncepty podl'a pohlavia

250
200
150
100
o e On o - == -
50 ~
\ as ea»0 e - o
0 - - o
: 3 & g £ = g5 ¢
o = = = = w = N
; (:F') wn (@) < >Q L 4
T < > >U) L |: —
o w O N =1 o <<
= o ; o w =
< = ] o) o O —
o (@] = s s @
) 2 o = =
D o <
a < 3
< Z <
o w
a =4
a
POZNAM (zeny) =0 @ POZNAM (muZi)
PODPORIL/A BY SOM (Zeny) e=mOmms PODPORIL/A BY SOM (muzi)

Zdroj: Vlastné spracovanie vysledkov vyskumu

Pomer oboch pohlavi vo vyskume bol takmer rovnaky (52,4 % Zien a 47,6 % mu-
Zov). Z vysledkov a grafu vyplyva, Ze Zeny maju vysSsie povedomie o novych konceptoch
pri nakupe oblecenia a textilnych vyrobkov a zaroven vykazuju vyssiu ochotu tieto kon-
nez muzom, ¢o zrejme tlto skutoCnost’ ovplyvnilo. Pre Zeny je najznamejsim konceptom
patchwork (137 respondentiek) a slow fashion (132), avSak najskor by podporili koncept
slow fashion (200) a pre nich menej znamy upcycling (197). Muzi rovnako v najvacsej
miere poznaju slow fashion (77 respondentov), nasledne upcycling (76) a rovnaké
trendy by v najvdcsej miere aj podporili (slowfashion = 160, upcycling = 153). Opat’ pre
obe pohlavia je najmenej znamy koncept predaja rifli na lizing (muzi = 6, Zeny = 25) a
Gots certifikat (muzi= 21, Zeny = 48). V ramci podpory prejavili obe pohlavia najnizsiu
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ochotu podporit’ koncept predaija rifli na lizing (muzi = 38, Zeny = 63) a koncept prena-
jmu obleéenia (muzi = 67, zeny = 117).

Ked'ze sa domnievame, Ze vnimanie environmentalnych problémov a tomu zodpo-
vedajuce nakupné spravanie ovplyviuje aj ¢asové obdobie a jemu Specifické podmienky,
v ktorych ten ktory jednotlivec (spotrebitel’) vyrastal, vek respondentov sme zist'ovali
podla jednotlivych generacii a rozdiely v znalostiach a moznej podpore sme analyzovali
podl'a zaradenia respondentov do jednotlivych generacii. Kompletné vysledky zobrazuje
Tabulka 2. Okrem poctu respondentov, ktori konkrétny koncept poznaji a poctu res-
pondentov ochotnych tento koncept podporit, tabul'ka zobrazuje aj pocty vsetkych res-
pondentov zastupujlcich jednotlivé generacie.

Tab. 2 Znalost' a ochota podporit’ nové koncepty podl'a generacii
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Znalost’ konceptu 34 |22 (20 |8 11 |38 (30 |37
Ochota podporit’ koncept 43 |41 |29 |18

Zdroj: Vlastné spracovanie vysledkov vyskumu

Pre generaciu Baby Boomers je najznamejsim konceptom patchwork (pozna ho 40
respondentov, Co predstavuje takmer tretinu z celkového zastUpenia tejto generacie.
Podobne je to v generacii X (znalost’ je vSak o nieo vyssie — 55 % z generacie. Mladsia
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generacia Y pozna najviac slow fashion (98 respondentov, t. j. priblizne 57 % generacie
Y). Pre najmladsiu generaciu Z je najznamejsim konceptom upcycling (38 respondentov,
60 %). Tato stUpajlca tendencia percentualnych podielov respondentov v ramci gene-
racii, ktori poznaju nové koncepty potvrdzuje nas predpoklad, Ze predstavitelia mladsich
generacii maju vyssiu znalost’ novych konceptov v nakupe obleCenia a textilnych vyrob-
kov v porovnani so zastupcami starsich generacii.

S cielom vytvorit’ poradie novych konceptov podla ochoty respondentov podporit’
ich sme v tabulke farebne zvyraznili tri najviac podporované koncepty v jednotlivych
generaciach. Z vysledkov je zrejmé, ze respondenti vo vSetkych skimanych generaciach
by podporili slow fashion a upcycling, poradie d'alSich podporovanych konceptov sa uz
mierne medzigeneracne odliSuje. V pripade najstarSej generacie, generacie Baby Boo-
mers, mal najvyssi Uspech koncept slow fashion (91 respondentov), za nim nasleduje
upcycling (89 respondentov) a 81 respondentov by podporilo swap. Pri generacii X je
opat’ najviac podporovany koncept slow fashion (77 respondentov), upcycling (76) a
patchwork (70 respondentov). Pri mladSej generacii Y je najvyssia ochota podporit’ slow
fashion (134 respondentov), upcycling (132) a swap (119). Najmladsia generacia suhlasi
s predchadzajucimi a v najvyssej miere by podporila slow fashion (58), nasledne GOTS
certifikat a upcycling (v oboch pripadoch 53 respondentov).

Vsetky generacie v nasom vyskume by v najnizSej miere podporili koncept predaja
rifli na lizing, o nieCo lepsie vysledky dosiahol prenajom oblecenia. Postoj spotrebitel'ov
ku konceptom prenajmu alebo lizingu skiimali aj Tu a Hu (2018). V rdmci ich Studie 45
% UCastnikov nemd skisenosti s prenajmom oblecenia a preto autori usudzuju, Ze po-
vedomie je v tomto smere este stale nizke. Dalej uvadzaju, ze niektori z respondentov
uz poculi o prendjme (avSak nie o prenajme oblecenia), videli rodinu ¢ zndmych prena-
jimat’ si veci, avsak nemaju silni motivaciu zmenit’ v tomto smere svoje spravania. Je
preto Ulohou podnikov zatraktivnit’ koncept prendjmu a zvysit' spotrebitel'sky dopyt.
Podl'a Tu a Hu (2018) sa vSak spotrebitelia neboja prilis komplikovaného modelu, majd
dostatocnu ekonomicku spdsobilost’ a ich postoj k inovaciam je pozitivny. Je vsak po-
trebné, aby boli odstranené vsetky neistoty a potom bude akceptacia modelu pravdepo-
dobna. Tvrdia, Ze ak potencialni spotrebitelia budd mat’ imysel ,adoptovat™ nové spo-
soby nakupu v rdmci principov kruhovej ekonomiky, budd hl'adat’ informacie zo skuse-
nosti inych I'udi (interpersonalny vplyv) alebo sa poradia s expertmi v danej oblasti (ex-
terny vplyv) s ciefom zniZovat' neistotu. Tieto dva zdroje budd v najvacsej miere formo-
vat’ potencialnych participantov zdiel'anej spotreby.

Abbes et al. (2020) zastavaju nazor, Ze zdiel'ana ekonomika nadobuda v posled-
interakciu, poklesu dostupnych zdrojov vzhladom na ekonomickl krizu, ¢i socidlnym
transformaciam akou je napr. narastajlca ,bojovnost™ generacie Y spojena so zmenou
hodnotového rebricka. ,Hyperkonzum™ sposobil, Ze skisenost’ spotrebitela sa stala bez-
cennou. Tento trend priviedol spotrebitela k tzv. ,odolnosti* a podnietil vznik novych
spotrebitel'skych konceptov zaloZenych na spolupraci a zdielani. Podla nich je tento novy
spOsob spotreby charakterizovany participaciou v organizovanom systéme zdielania,
vymeny, prendjmu a darcovstva s cielom ziskavania benefitov v podobe nizSich nakla-
dov, znizovania negativnych environmentalnych zatazi a dopadov. Z uvedenych dovo-
dov a na zaklade naSich zisteni odporuc¢ame, aby bola marketingova komunikacia no-
vého typu ponuky (novych konceptov a trendov) smerovana najmé na starSie generacie.
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Tie sice poznaju nové koncepty v najnizSej miere, avsak v dotaznikovom vyskume pre-
javili relativne vysokd ochotu podporit’ ich.

Zaver

Zamerom prispevku bolo skiimat’ poznanie novych konceptov pri nakupe oblecenia
a textilnych vyrobkov spotrebitelmi na Slovensku a ich ochotu tieto koncepty nejakym
sposobom podporit’ (napriklad Gcast'ou na podujati, nakupom udrzatel'ného produktu
a pod.). Analyzou udajov ziskanych dotaznikovym prieskumom sme zistili rozdiely v zna-
lostiach konceptov a moznej podpore medzi muzmi a zenami, ako aj medzi r6znymi ge-
neraénymi skupinami. Vo vSeobecnosti sa potvrdila priemerna znalost’ jednotlivych ska-
manych konceptov, ochota podporit’ ich bola vyrazne vyssSia. Najviac respondentov po-
zna koncepty slow fashion, patchwork a swap, naopak najmenej znamymi su prengjom
oblecenia a predaj rifli na lizing. Zeny v porovnani s muzmi preukazali vyssSiu znalost’ aj
ochotu podporit’ udrzatel'né koncepty. Vybrané nové koncpety boli v prispevku analyzo-
vané podl'a najvyssej miery poznania a najvyssej ochoty podporit’ ich zo strany sloven-
skych respondentov. Predstavitelia mladsSich generacii maji vyssiu znalost’ novych kon-
ceptov v nakupe oblecenia a textilnych vyrobkov v porovnani so zastupcami starsich ge-
neracii.
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Aktualny stav elektromobility v Slovenskej republike — postoj
spotrebitel'ov !
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Current state of electromobility in the Slovak Republic - consumer
attitude

Abstract

The paper is devoted to clarifying the current issues of electromobility with a focus on
the Slovak Republic and examining the awareness and interest of people in electric ve-
hicles with the determination of possible recommendations and options for making elec-
tric vehicles more attractive on the market. The results in the article are based on a
questionnaire survey, to analyze the data collected and to find out the view of people of
different ages and different social status on electric cars. The article also includes pos-
sible recommendations for solving the problem in Slovakia and to state the possibilities
of supporting electromobility in the country.
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Uvod

Zmena klimy, ¢i obmedzené zdroje nutia spolocnost’ hl'adat’ nové rieSenia do bu-
ducnosti nielen v oblasti automobilov, ale aj vo vSetkych ostatnych odvetviach. Prispevok
sa prezentuje interpretaciou vysledkov prieskumu medzi jednotlivymi respondentami re-
alizovanom s ciel'om zistit’ zaujem o elektromobilitu. Jednotlivé odpovede su zanalyzo-
vané a interpretované pomocou grafov a tabuliek. V zaverecnej Casti su uvedené odpo-
rucania, ako zefektivnit’ a zlepsit' postavenie elektromobility na Slovensku. Prispevok ob-
sahuje aj navrhy ako zvysit’ zaujem o ekologickd automobily, ale aj samotny pohlad l'udi
na elektromobilitu ako inovativny sposob dopravy.

1 Metodika prace

V priebehu pisania prispevku boli vyuzité vedecké metddy, medzi ktoré patrili pre-
dovsetkym metdda abstrakcie, konkretizacie, analyzy, syntézy, dedukcie, komparacie,
vyhodnotenie ziskanych informacii. Tieto boli vyuzité pri spracovani primarnych vysled-

1 Prispevok vznikol v ramci rieSenia grantového projektu VEGA €. 1/0046/20 ,Postoj spotrebitelov vo vzt'ahu
k elektromobilite na trhu automobilov v Slovenskej republike®.

2 Ing. Rébert Rehak, PhD., Ekonomickd univerzita v Bratislave, Obchodna fakulta, Katedra marketingu, Dol-
nozemska cesta 1, 852 35 Bratislava, e-mail: robert.rehak@euba.sk
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kov z VEGA 1/0380/17 — Ekonomicka efektivnost’ elektromobility v logistike a pri spra-
covani sekundarnych poznatkov aktualneho stavu elektromobility v Slovenskej republike.
Prieskumu sa zUcastnilo 152 respondentov, z toho 44,7 % Zzien a 55,3 % muzov. Naj-
vacsiu Cast’ vzorky tvorili pracujuci fudia a to 63,2 %. Velku cast’ prieskumu tvorili Stu-
denti a to 34,2 %. Respondenti na dochodku predstavovali 3% a ludia na materskej
dovolenke 0,7 %. Nezamestnany respondent neodpovedal ani jeden. Najviac respon-
dentov bolo z Nitrianskeho kraja s podielom 41,4 %, najmenej z KoSického kraja a zo
zahranicia. Z dévodu relevantnosti prieskumu bolo stanovené ziskat' respondentov pre
jednotlivé vekové kategorie. Aj ked' najviac respondentov predstavovali Studenti, mnoho
respondentov bolo zo starSich vekovych kategérii. NajdolezitejSou ciel'ovou skupinou
bola stredna a starsia vekova kategoria, kedZe predstavuju najviac kdpy schopnu vekovu
kategoriu v danej téme. Az 58,5 % respondentov malo nad 25 rokov. Studenti vSak
predstavuju taktiez dolezitd skupinu, pretoze dokazu poskytnat’ pohl'ad mladsich l'udi na
dant tému a nepochybne predstavuju budicu kipy schopnu skupinu obyvatel'stva. Mla-
dych l'udi a Studentov do veku 25 rokov predstavovalo 41,5 % respondentov. Prispevok
bol vypracovany na zaklade dat zo zaverecnej prace Bc. Lucii Jancovej na tému Elektro-
mobilita v Slovenskej republike.

2 Vysledky a diskusia
2.1 Zhrnutie odpovedi
V tejto Casti st uvedené vysledky prieskumu a ich spracovanie.

Otazka €. 1 bola zamerana na zistenie vlastnictva respondentov, pricom 94,7% respon-
dentov uviedlo, ze elektromobil nevlastnia.

Graf 1 Vlastnictvo elektromobilov

@ Ano
@ HNie

Zdroj: Lucia Jancova, 2019, s. 35
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Otazka ¢. 2 — Aky vyznam maju podla Vas elektromobily?

V tejto otazke bolo zistované, aky vyznam maju elektromobily pre respondentov.
Respondenti mali na vyber z prvych Styroch moznosti, ale aj napisat’ svoju vlastnu od-

poved..

Zistenia boli nasledovné:

LepSie jazdné vlastnosti (16,4%)

LacnejSia cena dopravy (46,1%)

Zivotné prostredie (82,9%)

Bezpecnost' (11,2 %)

Mensia zavislost’ ekonomiky od dodavok ropy (0,7 %)

Necestujes s vela l'ud'mi (0,7 %)

Ziv. prostredie - emisie vyfukovych plynov &no otdzne véak nakladanie s akumu-
latormi - vyroba, zivotnost, likvidacia (0,7 %)

Nemaju vyznam. KedZe batérie je treba vyrabat, skladovat/, obsahuju chemika-
lie. Elektrinu taktieZ treba vo vacSom mnoZstve vyrabat'. Zastaviame lesy elek-
trarfiami (0,7 %)

Biznis (0,7 %)

Marketingovy tah (0,7 %)

Ziadny, v kone¢nom dosledku viac odpadu ako u benzinovych aut (0,7 %)
Ziadny, je to vymyslend bublina o ochrane Zivotného prostredia (0,7 %)

Najvacsi pocet respondentov (82,9 %), teda az 126 opytanych uviedlo, Ze vyznam
elektromobilov spociva v Zivotnom prostredi. Nasledovala lacnejsia cena dopravy, ktord
oznacilo 46,1 % opytanych. MozZnost’ vlastnej odpovede vyuzilo 8 respondentov, ktory
vyjadrili ako pozitivne tak aj negativne nazory. Aj ked’ najviac opytanych uviedlo ako
najvacsi vyznam elektromobilov Zivotné prostredie, niektori kritizovali prave tato moz-
nost’ odpovede, a to z dévodu vyroby, Zivotnosti a likvidacie akumulatorov do elektro-
mobilov ¢i potreba vacsieho mnoZstva elektriny. TaktieZ niektori skonstatovali, Ze ide iba
o biznis ¢i marketingovy tah.

Otazka

¢. 3 - Do akej miery by boli pre Vas dolezité jednotlivé faktory pri kilpe elektro-

mobilu?

Graf 2 DoleZitost’ faktorov pri kipe
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Znacka Vzhlad, farba Servis (dostupnost a cena
nahradnych dielov)

Zdroj: Lucia Jancova, 2019, s. 37

V tejto otdzke sme zist'ovali, aké ddlezité su jednotlivé faktory pre respondentov.
Respondenti hodnotili 7 faktorov na skale od 1 do 5, pricom 1 znamenalo pre nich najviac
doblezité a naopak 5 najmenej dblezité.

Tab 1. Dolezitost’ faktorov pri kiipe

1. Bezpecnost’ 1,76
2. Cena 1,82
3. Max. dojazd 1,93
4. Servis 1,98
5. Vykon 2,41
6. Vzhl'ad 3,01
7. Znacka 3,08

Zdroj: Lucia Jancova, 2019, s. 37

Z tabul'ky je teda zrejmé, Ze najdoleZitejSim faktorom pri kipe elektromobilu pre
respondentov by bola bezpecnost'. Len 6% respondentov uviedlo, Ze bezpecnost' je pre
nich najmenej dolezitd. BezpeCnostné preferencie spotrebitelov elektromobily splfiajd
vynikajlco, kedZe su eSte bezpecnejSie ako spal'ovacie vozidla. Druhym faktorom v po-
radi bola cena. Az (x%) respondentov uviedlo, Ze plat priemerného slovenského obcana
k cene vozidla nie je primerany. Je teda pochopitel'né, Ze tento faktor je druhy v poradi
na rebricku doleZitosti pri kiipe elektromobilu. Ddlezitost’ faktora je sice vysoka, no zatial
elektromobily v tejto oblasti disponujd znacnou nevyhodou, a to aj napriek nizSim na-
kladom na pohonné hmoty. Na tretfom mieste mdzeme vidiet' maximalny dojazd. Tu
nastava otazka budovania infrastruktiry, kedze jej rozSirovanie by tento faktor mohlo
posundt’ na nizsie priecky. Viac ako polovica respondentov uviedla, Ze sa v meste ich
bydliska nenachadza nabijacia stanica pre elektromobil. To m6ze byt z Casti dovodom
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vysokej dolezitosti tohto faktora pre respondentov. Prvd polovicu najdoleZitejsich fakto-
rov uzatvara servis. Aj v tomto elektromobily disponuju znacnou vyhodou, kedze su na
servis a udrziavanie menej nakladné ako spal'ovacie vozidla. Na piatom mieste mame
vykon, ktory je pre l'udi priemerne doleZity. Aj napriek tomu l'ud'om prinesie iba vyhody,
kedZe aj v tejto oblasti elektromobily dominuju. Nasleduje vzhl'ad, ktory nie je pre res-
pondentov vel'mi dolezity a zakladaju si najma na predchadzajucich faktoroch. Ako po-
sledny, najmenej doleZity faktor je znacka elektromobilu a teda je zjavné, Ze tento faktor
ma u spotrebitel'ov najmensiu relevantnost.

Otazka ¢. 4 - Aky maximalny dojazd elektromobilu by Vam vyhovoval?

Dojazd elektromobilu predstavuje pre respondentov treti najdolezitejsi faktor
z predchadzajlcich zisteni. Pre znacnl Cast’ spotrebitelov to teda mbze predstavovat’
dokonca rozhodny faktor, Ci sa rozhodne elektromobil kdpit/, alebo nie, pripadne zvoli
iny model. Konkurencia v dojazde elektromobilov rastie ¢im d'alej tym viacej a preto si
uz mnoho spotrebitel'ov dokaze najst’ elektromobil s dojazdom, ktory mu vyhovuje. Res-
pondentov sme sa teda pytali, aky maximalny dojazd na jedno nabitie by im vyhovoval.
Odpovede sa pohybovali medzi 50 — 1500 km. Zistili sme, Ze najviac by respondentom
vyhovoval dojazd 300 km a 1000 km. Priemerny dojazd predstavoval 506 km. Je teda
zrejmé, ze vodici si chcll zabezpecit’ dihsi dojazd aj mimo mesta. Respondenti odpovedali
aj slovne, ze by im vyhovoval dojazd ¢o najvacsi alebo 9 hodin. Jednou z odpovedi bolo
aj to, Ze respondentovi by vyhovoval dojazd podla siete nabijacich stanic. Boli vSak aj
taki, ktori uviedli, ze sa v danej oblasti nevyznaju a teda nevedia, aky maximalny dojazd
by im vyhovoval.

V dojazde elektromobilov jednoznacne momentalne dominuje znacka Tesla. Avsak
ani ta by nedokdzala pokryt’ naroky niektorych respondentov, kedZe jej najvacsi dojazd
je pri modeli Tesla Model S 100D, s dojazdom 632 km, kde cena zacina na 90 250 €. Ak
vSak vychadzame z priemeru zisteni, teda 506 km, najviac sa priblizuje model Tesla Mo-
del 3 Long Range Battery so svojimi 499 km. Aj tu ale cena zacina az na 55 000 €. Ak
by sme vSak z kilometrov trochu ubrali, je mozZné si zaobstarat’ Kia Niro EV LE, s ktorou
prejdeme na jedno nabitie 485 km a cena je o nieCo nizSia a to 35 200 €. Ale ani tato
obstaravacia cena nezodpoveda priemernej cene, ktord by boli respondenti ochotni in-
vestovat’ a spotrebitelia sa teda budi bud” musiet’ uskromnit’ s o nieCo mensim dojaz-
dom, alebo si jednoducho priplatit’.

Otazka C. 5. - Ktoré vyhody by Vas motivovali ku kipe elektromobilu

Vel'mi dblezitym faktom bolo pre nas zistit, ¢o by respondentov najviac motivovalo
pri kiipe elektromobilu. Niektoré faktory boli spojené s vyhodami pri kipe elektromobilu,
niektoré zas aZz pocas samotného vyuzivania automobilu. NajlakavejSou sa stala prave
Statna dotacia pre elektromobily. AZ 69,1 % respondentov uviedlo, Ze by ich toto zvy-
hodnenie najviac motivovalo ku kupe elektromobilu. AvSak mohli sme postrehnut/
v predchadzajucich rokoch, Ze Statna dotacia nebola vycerpana. Mnoho l'udi uviedlo, ze
dévodom je napriklad nedostato¢na infrastruktira nabijacich stanic a prave do nej by sa
malo viac investovat. Posilnenie tejto infrastruktury je Stvrté v poradi motivacie jednot-
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livych faktorov. Po Statnej dotacii nasledovalo oslobodenie od DPH pri kipe a tato vy-
hoda by motivovala aZ 63,8 % respondentov. Najmenej zaujala opytanych moZnost’
jazdy v pruhoch MHD a privitalo by ju iba 19,7 % respondentov. 7,9 % respondentov
uviedlo, Ze su dostatocne motivovani.

Graf 3 Vyhody pri kipe

Statna dotacia M
Oslobodenie pri kupe od DPH M
Zdarma nabijanie na vybranych.. M
Posilnenie infraStruktury.. M
Parkovanie v mestach zdarma M

Zvyhodnené poistenie

Zvyhodnena dial'ni¢na znamka
Moznost jazdy v pruhoch MHD

Som dostato¢ne motivovana/y 0
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Zdroj: Lucia Jancova, 2019, s. 40

Otazka ¢. 6 - Nakol'ko je pre Vas zaujimavy pomer vySsej investicie do vozidla a zaroven
nizSich nakladov na pohonné hmoty?

Graf 4 Pomer vysSej investicie a nizSich nakladov na pohonné hmoty
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Zdroj: Lucia Jancova, 2019, s. 41
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vadzkovymi nakladmi. Rozdiel obstaravacej ceny by sa mal vo vSeobecnosti vratit, pro-
strednictvom nizsich prevadzkovych nakladov, po 150 az 200 tisic kilometroch. Respon-
denti v tejto otdzke teda vyjadrovali, do akej miery je pre nich zaujimavy tento pomer
na Skale od 1 do 5, priom 1 predstavovala najviac zaujimavy a 5 najmenej zaujimavy.
Najvacsia Cast’ respondentov, teda 37,5 % uviedlo, Ze je pre nich tento pomer zaujimavy
a pre 19,7 % opytanych je vel'mi zaujimavy. Z tychto vysledkov vyplyva, Ze ak respon-
denti vnimaju nizke prevadzkové naklady, st ochotni investovat’ o nieco viac za elektro-
mobil.

Otazka €. 7 - Mate predstavu, za aku priemernd cenu by ste presli 100 km na elektro-
mobile?

Graf 5 Priemerna cena za 100 km
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Zdroj: Lucia Jancova, 2019, s. 42

Ako uz bolo uvedené v teoretickej Casti, priemerné naklady na energiu elektromo-
bilu na 100 km sa vo vSeobecnosti odhadujl na 2 €, no niekedy je to eSte menej. Najviac
respondentov, teda 38,2 % uviedlo, Ze podla nich je to 1 — 3 € a teda maju predstavu
o priemernych nakladoch na pohonné hmoty elektromobilu. O nieCo menej opytanych,
29,6 % si mysli, Ze tieto naklady su o nieCo vySSie a to 3 — 5 €. Je treba si ale vSimnut’
aj odpovede od 0 — 1 €, ktord oznacilo 9,9 % respondentov. Majitelia elektromobilov
znacky Tesla mali do 1. februara 2019 moznost’ ziskat' bezplatné nabijanie na Super-
chargeroch. Z toho vyplyva, Ze aj tieto odpovede boli do istej miery relevantné, aj ked’
sa nejednalo o priemerné naklady.
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Otazka ¢. 8 - Nachadza sa v meste Vasho bydliska nabijacia stanica pre elektromobil?

Graf 6 Nabijacia stanica v meste bydliska
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Zdroj: Lucia Jancova, 2019, s. 42

Dalsia otazka smerovala na to, & sa nachadza nabijacia stanica v meste bydliska
respondentov. Prevazovala vSak odpoved’ nie, ktor( zvolilo az 44,7 % opytanych. Cast’
z tychto respondentov ale méze mat’ moznost’ nabijat’ elektromobil doma. Zvysna cast’
musi za nabijaCkou cestovat'. Napriklad v meste Velky Krti§ musia cestovat’ k najblizSej
nabijacke do Lucenca vzdialeného 35 km. DalSim prikladom moze byt' Brezno, kde oby-
vatelia maju najblizSiu verejni nabijacku az 45 km vzdialent v Banskej Bystrici. Je teda
pochopitel'né, ze ak v takychto oblastiach nemaju obyvatelia moZnost’ domaceho nabi-
jania, Castokrat o elektromobile tazko uvazovat'.

Otazka C. 9 - Kol'ko by ste boli ochotny maximalne zaplatit’ za elektromobil?

Graf 7 Maximalna investicia do elektromobilu
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Zdroj: Lucia Jancova, 2019, s. 43
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NajvysSia akceptovatelnd cena pre respondentov sa pohybuje medzi 10 000 —
20 000 €. V tejto kategdrii ndjdeme na slovenskom trhu jeden elektromobil a to ZhiDou
D2 s dojazdom 257 km za 17 590 €. Priemerna akceptovatelna cena z danych odpovedi
respondentov dosahuje Uroven 21 151 €. Do takejto ceny je momentalne dnes mozné
kapit' na trhu tiez iba jeden spominany elektromobil. Tento model sa nestotoziuje s prie-
mernymi preferenciami respondentov v otazke dojazdu, kde priemer dosahoval 506 km.
Za o nieCo vysSiu cenu je mozné si kipit' model Smart Fortwo Electric Drive za 22 139
€, avSak tu maximalny dojazd dosahuje len 160 km, ¢o sa este viac vzd'aluje od prie-
merného maximalneho dojazdu v preferenciach spotrebitelov (Zenceval, P., 2019). Ak
by sme sa posunuli o kategdriu vyssie, teda 20 000 — 30 000 €, ktor( zvolilo 31,6 %
opytanych, najdeme na trhu iba 5 d'alSich modelov, z ¢oho vyplyva, Ze ponuka v tychto
dvoch kategodriach pestra nie je. Z toho vyplyva, ze takmer tri Stvrtiny respondentov by
si momentdlne pomerne tazko vybrali pre nich vhodny model po vSetkych strankach.
V odpovediach mali respondenti moznost’ odpovede aj o investicii do 10 000 €, ktorych
bolo 13,8 %. Elektromobil vSak v tejto cenovej relacii dostupny na trhu zatial’ nie je. Je
vSak treba podotknut, Ze ak kupca vyuZzije Statnu dotaciu, ktora v rokoch 2016 az 2018
bola 5000 €, cena sa znizi. DalSou moznostou by ale mohli v budlcnosti byt aj iné
vyhody pri kipe elektromobilu. Az 63,8 % respondentov pri privitalo oslobodenie od
platby DPH pri kiipe elektromobilu. Pri tychto vyhodach sa dokaze mnoho elektromobilov
dostat’ v konecnom désledku do nizSej kategorie. Zalezi teda aj na stanovisku Statu do
budtcnosti, ako sa k tomu postavi a s akymi vyhodami podpori trh s elektromobilmi.

Otazka €. 10 - Myslite si, ze je primerany pomer platu priemerného ob¢ana k cene vo-
zidla?

Graf 8 Pomer platu k cene vozidla

® Ano
@ HNie

Meviem

Zdroj: Lucia Jancova, 2019, s. 44

Pri tejto otazke bol cielom zistit’ subjektivny nazor respondentov, ¢i je pomer prie-
merného platu obcana k cene elektrického vozidla primerany. Ako sme aj predpokladali,
az 89,5 % respondentov oznacilo odpoved’ nie. Iba zanedbatel'na cast’, 3,3% opytanych
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si mysli, Ze ano. Vyhodou do budicnosti vSak je, Ze vyrobcovia stale tlacia na zniZovanie
nakladov a maju za ciel', aby si takéto vozidlo mohlo dovolit’ viac ako zanedbatelna cast’
obyvatel'ov.

Otazka C.11 - Myslite si, Ze Stat dostatocne podporuje elektromobilu?

Graf 9 Podpora elektromobility zo strany Statu

® Ano
@ HNie

Meviem

Zdroj: Lucia Jancova, 2019, s. 45

Tu je mozné nadviazat' na posledny odsek z otazky ¢ 9., ktory sa tykal podpory
elektromobility zo strany Statu. Az 81,6 % respondentov si mysli, ze Stat dostatocne
elektromobilitu nepodporuije.

Otézka €. 12 - Postrehli ste v rokoch 2016 - 2018, Ze Stat poskytoval dotaciu na elektro-
mobil?

V tejto otazke sme zistovali, kol'ko respondentov postrehlo, ze stat poskytoval do-
taciu na elektromobily, ¢o bezprostredne suvisi s informovanost'ou l'udi. 52,6 % opyta-
nych nepostrehlo, Ze stat poskytoval dotaciu. Zvysny respondenti o tejto dotacii vedeli.
Je treba sa zamysliet/, o kol'ko by vzrastol predaj elektromobilov, ak by tych vyse 52%
respondentov aspon vedeli o tom, Ze nejaku dotaciu Stat poskytuje.

Otazka €. 13 - Ak ano, viete, o aku sumu iSlo?

Tato otazka bola dobrovolna a moznost’ vyuzilo 66 respondentov. Spravnu odpo-
ved’ uviedlo 24 opytanych. To znamena, ze z celkového poctu respondentov iba 15 %
vedelo o dotacii a sume, ktorou by si zniZili obstaravaciu cenu elektrického vozidla.

Otazka ¢. 14 - Pri akej finan¢nej podpore od Statu by ste zacali rozmyslat’ nad kipou
elektromobilu?
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Graf 10 Financna podpora od Statu

@ 000€
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Zdroj: Lucia Jancova, 2019, s. 46

Zaujmom bolo zistenie konkrétne financné podpory zo strany Statu. Len mala sku-
pina respondentov (7,9 %) by zacala uvazovat’ nad kdpou elektromobilu uz pri podpore
v hodnote 3000 €. Najvacsia Cast' respondentov, teda 32,9 % by vSak uvitala uz spomi-
nand odpusten( DPH.

Otazka €. 15 - Ak by ste mali neobmedzené mnozstvo pefaznych prostriedkov, zvolili by
ste auto:

Graf 11 Volba auta

@ Mz bezinovy pohon

@ Mz dieslovy pohon

@ Na LPG (propanbutan)
@ Hybrid

@ Elektromobil

Zdroj: Lucia Jancova, 2019, s. 46
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Vysledky odpovedi z tejto otazky na prvy pohlad preukazuji velmi dolezity fakt. Az
73 % respondentov, ak by mali neobmedzené mnozstvo finanénych prostriedkov, by
zvolili elektrické vozidlo, a to bud’ hybrid alebo elektromobil. Je teda zrejmé a preukaza-
tel'né, ze vel'ku rolu hraju prave finan¢né prostriedky a vysoka obstaravacia cena, kedze
sa na nasich cestach nachadza pomerne malo aut na elektricky pohon, priblizne len 4
%. Na slovenskych cestach jazdi najviac benzinovych aut, az 65 %, avsak v pripade
neobmedzenych financnych prostriedkov by si takéto vozidlo obstaralo iba 17,1 % res-
pondentov.

Otazka . 16 - Myslite si, 7e ste dostatocCne informovany o elektromobilite?

Respondenti d'alej mali uviest, ¢i su podla nich dostatoc¢né informovani o elektro-
mobilite. Viac ako polovica respondentov (51,6 %) uviedla, Ze nie su dostatocne infor-
movani v tejto oblasti.

Otazka €. 17 - Ak by boli ['udia viac informovani, zvysil by sa podl'a Vas predaj elektro-
mobilov?

stimul predaja elektromobilov. Zistenia bol nasledovné:

Ano (25,7%);

Nie, lebo je to neefektivne vozidlo (7,9%);

Nie, lebo ceny su prilis vysoké (43,4%);

Nie, ale je to uzitocné a prospesné vozidlo (10,5%);

Neviem (9,2%);

Nie. Nizka predajnost’ elektromobilov podl'a mfa najviac suvisi s nedostatkom

stanic na dobijanie a kratkym dojazdom elektromobilov (0,7%);

e Mozno ano, ale stale si myslim Ze ceny su prilis vysoké a na slovenskom trhu nie
je dostupnych mnozstvo elektromobilov za rozumnejsie ceny. Tie su dostupné
len na zahrani¢nych trhoch. (0,7%);

¢ Nie, vyrobu by zastavili. (0,7%);

e Pre Cloveka ktory si vie dat’ 2 a 2 dokopy nema elektromobil zmyslel, cena za

elektrinu, plus nadobudacia cena = benzinové auto obdobnych rozmerov ma

vyjde o tol'ko lacnejSie, Ze s elektromobilom by som zacal Setrit’ po najazdeni
viac ako 150 000 km, pri priemernej spotrebe 61/100km a cene elektriny 0,13€

/kWh, Co je d'aleko za Zivotnost'ou u batérii. (0,7 %);

.....

na Zivotné prostredie ako benzinovy motor (0,7%).

Iba 25,7% respondentov si mysli, Ze pri vySsej informovanosti by sa zvysil predaj
elektromobilov. ZvySok opytanych ma nazor opacny a to z réznych dovodov. Opét’ sa
mbZeme vratit’ k téme financie, kedZe aj v tejto otazke hrali dbleZitl rolu a najcastejSia
odpoved’ (43,4%) bola nie, lebo ceny su prilis vysoké. Dalej niektori respondenti uviedli
ako nepredajnost’ elektromobilov napriklad Zivotné prostredie pri vyrobe ¢i nendvratnost’
pocCiatocnej investicie do elektromobilu.
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Otazka ¢. 18 - Kvoli ktorym d6vodom nevlastnite alebo nechcete vlastnit’ elektro-
mobil?

Graf 12 Bariéry voci vlastneniu elektromobilu

Prili$ vysokd cena oproti klas.... hssd  79,6%
Kratky dojazd |esssssssmd 44,1%
DIhsi ¢as nabijania ako tankovanie |jussssssssssssd 30,9%
Vlastnim elektromobil judl 5,3%
Neekologickd vyr. a nevyrieSena... i 3,9%
Nemam nato peniaze M 2,6%
Dizajn MW 2,0%
Neplanujem kupovat auto | 0,7%
ESte nemdm vlastné auto | 0,7%
Ro6zne ro¢né obdobia ovplyviuju... | 0,7%
Nejazdim autom | 0,7%
Nedostatocna infrastruktira | 0,7%

0,0%10,0%20,0980,0%0,0%0,0%0,0%0,0980,0990,0%

Zdroj: Lucia Jancova, 2019, s. 48

Osemnasta a zaroven posledna otazka sa zameriava na celkové zhodnotenie res-
pondentov, kvoli ktorym dévodom nevlastnia alebo nechcl vlastnit’ elektromobil. 79,6
% uviedlo, opdt/, financné dovody. Nechcu alebo nevlastnia elektromobil kvoli prilis vy-
sokej cene oproti klasickym automobilom. Taktiez respondentom nevyhovuje dojazd
alebo dIhsi ¢as straveny na stanici nabijanim. Opytany mali moznost’ aj napisat’ vlastnd
odpoved'. Kritizovali najmd neekologickdl vyrobu a nevyrieSenu likvidaciu batérii, Co je
velmi diskutovanou témou v oblasti elektromobility.

2.2 Diskusia

Doprava predstavuje jeden z najvacsich sektorov znecistovania ovzdusia. Aj preto
je téma Zivotného prostredia tak Casto diskutovana, ako na Slovensku tak aj vo svete. V
suvislosti so Zivotnym prostredim je teda odvetvie energetiky velmi podstatné. Mnoho
l'udi sa vSak na tdto problematiku nepozera v suvislosti s moznym inovativnym spésobom
dopravy (Steinhauser, D.; Cukanova, M., 2016). Elektromobilita nielen v tomto smere,
ale aj v mnohych dalSich predstavuje vyznamny krok do budtcnosti. Najviac l'udi sa na
elektromobilitu pozera z pohladu Zivotného prostredia. Je ale mnoho takych, ktorych
presvedCia napriklad prave nizke prevadzkové naklady (Francova, Z.; Orgonas, J., 2018).
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Ako bolo uvedené, elektromobily disponuji vyhodami z mnohych hl'adisk. Z danych zis-
teni od respondentov je mozné potvrdit, ze najvacsi problém, ktory sa nachadza medzi
spotrebitelom a samotnym elektromobilom, su prave financie, teda vysoka obstaravacia
cena. Aj ked' sa elektromobily vyznacuju naslednymi nizkymi nakladmi na prevadzku, ani
toto nedokazalo presvedcit’ mnohych l'udi. Takmer vsetci respondenti si myslia, Ze prie-
merny plat obcana SR nie je primerany k obstaravacej cene tychto vozidiel. KI'G¢ovym
faktorom k zvySeniu predaja elektromobilov je teda nielen dobra reklama, ale aj samotné
postavenie Statu k danej problematike. V rokoch 2019 az 2020 by sa mal na Slovensku
realizovat’ ,Akény plan rozvoja elektromobility v Slovenskej republike® (MHSR;2019).
Kedze ma Slovensko uz za sebou jednu nevycerpanu dotaciu, Stat by mal rozhodne
zvolit’ inu stratégiu. VySe polovica respondentov ani nepostrehla, ze Stat poskytoval ne-
jaka dotaciu na elektromobily. Na zamyslenie je teda, o kol'ko by sa zvysil predaj, ak by
boli l'udia viacej informovani, alebo kolki spotrebitelia by aspon zacali uvazovat' nad
kupou. Informovanost’ I'udi by sa mala zlepsit’ najma formou internetovych, televiznych,
rozhlasovych a novinovych kampani. AvSak Stat by sa mal zamerat’ aj na iné stimuly.
Okrem Statnej dotacie by respondenti prijali nasledovné riesenia. Tesne druhé v poradi
bolo oslobodenie od DPH pri kipe elektromobilu. Je to vSak nerealne? Mohli sme pos-
trehndt’, ze Stat udelil nizSiu DPH napriklad na zopar druhov potravin, alebo od 1. januara
tohto roka znizil DPH na ubytovanie z 20 na 10 percent, kde cielom bolo umoznit’ zlac-
nenie hotelovych a inych ubytovacich sluzieb, a tym zvysit' ich konkurencieschopnost’
oproti zahranicnym ubytovatelom. Stat ma ale tiez ciele v oblasti zivotného prostredia a
teda ak je preukazatelné, co by spotrebitelia prijali, a ako tieto ciele dosiahnut’, mal by
sa Stat zaoberat’ aspon Ciastkovym znizenim DPH, ked’ uz nie Uplnym oslobodenim od
tejto dane. Je mnoho nastrojov, akymi Slovenska republika dokaze razantne pristupit’ k
dosiahnutiu ciel'ov v oblasti zZivotného prostredia. Ako je uz zname, v Norsku je napriklad
zavedena cestnd dan na motorové vozidld so spal'ovacimi motormi. Aj to je jedna z
moznosti, ako podporit’ predaj elektromobilov na Slovensku. Mnoho spotrebitelov od-
mieta elektromobily prave z dovodu vyroby ako aj batérii, tak aj elektrickej energie.
Podpora v tejto oblasti by mala ist’ aj ruka v ruke s odstavkou uholnych elektrarni, kedze
bez tlaku na ekologickejsiu vyrobu elektriny podpora elektromobility nie je Uplne zmy-
selna. Cim vacsie mesto, tym sa viac odzrkadl'uju negativne dopady spal'ovania fosilnych
Prikladom zlepSovania konkrétne zo strany mesta moze byt uz spominané parkovanie
za vel'mi nizku cenu alebo Uplne zadarmo. KedZe je v mestach velky problém s parko-
vanim, pred roznymi budovami by mohlo byt’ zopar parkovacich miest vyclenenych pre
elektromobily, rovnako ako je to pre zdravotne postihnutych alebo pre rodiny s detmi.
Mesto by sa mohlo angazovat' aj vo financovani réznych Skoleni oh'adom servisu elek-
tromobilov. DalSou vyznamnou cast'ou nadchadzajuceho Akéného planu podpory elek-
tromobility je rozSirenie nabijacich stanic. Az vySe 44 % respondentov uviedlo, Ze im
nevyhovuje pri elektromobiloch prave kratky dojazd. RozSirenie nabijacej infrastruktury
by teda mohlo znacne dopomact’ k rieSeniu. Do roku 2020 sa ma pocet nabijacich stanic
zoStvornasobit’. Dnesna situdcia je vsak taka, Ze sice v hlavnom meste je tato infrastruk-
tdra rozvinuta pomerne dobre, no v ostatnych Castiach Slovenska nabijacie stanice chy-
baji. Je takmer samozrejmé, Ze okresné mesto by malo mat’ nabijacku (Hl6ska, R.,
2019). Je teda logické, Ze ak l'udia nemaju k dispozicii domace nabijanie, len t'azko
budl cestovat’ niekol’ko desiatok kilometrov za nabijacou stanicou. Zapojit’ by sa vSak
mali aj napriklad vel'ké obchodné domy, formou povinnosti mat’ na kazdych x miest y
nabijaCiek. Verejna sprava, nemocnice, Urady, prevadzkované statom, by mali dostat’
nabijacky automaticky a teda ist’ prikladom vSetkym ostatnym stukromnym institaciam.
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Pri samotnych cestnych komunikaciach by pri vSetkych dial'niciach mali vybudovat’ aspor
samoobsluzné rychlonabijéky napriklad kazdych 50 -100 km. Takéto rieSenie moze mat’
pozitivny Gcinok aj z dlhodobého hl'adiska. Ked'ze SR by mala vel'a nabijaciek, elektro-
mobily z okolitych Statov Eurdpy by si pri cestach hl'adali trasy prave cez nasu krajinu
kvoli dobrej infrastruktire nabijaciek (v sicasnosti sa nam radsej vyhnud). Tym sa mbze
prilakat’ napriklad mnoho turistov alebo ekologické prepravné spolocnosti. Vyrobcovia
elektromobilov predstavuju d'alsi vyznamny subjekt v tejto oblasti. V kratkom ¢asovom
horizonte mézeme ocakavat’ vyrazny pokles obstaravacej ceny z dévodu vyostrujlicej sa
konkurencie, ktora sa snazi znizovat’ vyrobné naklady. Financ¢na situacia obyvatel'ov na
vyplyva aj z nasho celkového prieskumu. Aj napriek vysokej obstaravacej cene, mno-
hych l'udi m6zu presvedcit’ nizsie prevadzkové naklady ako dolezity faktor obstarania
vozidla. AvSak navratnost’ vyssej investicie do vozidla az pri priblizne 150 000 km v spo-
jitosti s nizkou Zivotnost'ou batérie nepride niektorym ako vyhodné. Vyplyva to aj z mno-
hych odpovedi v naSom prieskume (Hanulakova, E.; Daro, F.; Drabik, P., 2019). Vyrob-
covia by sa teda mali zamerat’ na uspokojenie spotrebitel'skych poziadaviek nie len v
oblasti ceny, ale aj v samotnej vyrobe. S tym vsSak suvisia investicie do oblasti vedy a
vyskumu. Zefektivnenie vyroby batérii je vel'ka vyzva pre vyrobcov. A nielen zefektivne-
nie, ale aj ekologickejSia vyroba. Dostato¢na motivacia by sa mala vytvorit’ aj v podni-
katel'skej sfére. Ide najma o firmy, ktoré na podnikanie pouzivaju viac automobilov. Pre
tieto firmy by bolo urcite zaujimavé vidiet' a mat’ podloZené, kol'ko by usetrili za rok na
pohonnych hmotach, pripadne na servise automobilov. Takymto firmam by mali byt
poskytované rézne programy, ktoré by pomohli s financovanim na zakupenie nabijaciek
do firmy. Ci uz prostrednictvom dotacii od Statu alebo napriklad eurofondov.

Zaver

Elektromobilita na Slovensku je v celku tak trochu zacarovany kruh. Ludia kupuju
malo elektrickych aut, kedze ceny su vysoké, nabijacich stanic je malo, ale aj malo Spe-
cializovanych servisov. I ked' je naroCnost’ niZsia, je potreba zaSkolit' pracovnikov, ¢o
predstavuje zvySené naklady u prevadzkovatel'a. Castou otazkou je, naco skolit, naco
zakladat’ biznis v tejto oblasti, ak zakaznici u nas v krajine nebudd. A opacne, l'udia
nemaju zaujem kupovat’ si nieCo, kde nebudd mat’ zabezpecenl podporu v dobe pre-
vadzkovania vozidla.
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Demographic development in the Slovak Republic in relation
to the Age Management of the company

Pavol Stuller?

Abstract

One of the most critical trends influencing the labour market in in the EU countries and
specifically in Slovakia in next decades, is accelerating trend of workforce aging. One of
the possible solutions to these trends creating significant risks for the national econo-
mies, is application of the Age management at the national, company and individual
level, in order to ensure work ability of the aging workforce. Even-though the Slovak
population is one of the youngest in EU, it is one of the fastest aging population in EU
at the same time. Thus, early and thorough application of the Age Management can
prevent serious economic and social problems of the country.
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Introduction

National and global economies are facing ever evolving challenges associated with
different risks and trends influencing their current status and expected development
alternatives shaping their macro and micro economic variables. One of the most critical
trends shaping the labor market planning and socio-economic development in OECD
and EU countries is accelerating trend of population aging that has serious implications
not only on social structure of the society, reshaping the ratio of economically active and
non-active population shares but is also significantly influencing structure of national
economies, characteristics of the labor market as well as areas such national health
systems, pension programs and strategical planning of government expenditures.

Age management as relatively new managerial concept provides number of solu-
tions to these challenges both to countries (national level) but also organizations and
individuals in order to mitigate challenges connected with aging population in face of
decreasing birth rates that are characteristic for all developing countries. These trends
are already now influencing the economic planning also in the Slovak Republic and pro-
vides both risks and opportunities in understanding and managing these trends at all
economic levels of business and national policy formulation.

This article is analyzing recent trends in the Age management and synthetases it
with statistical data related specifically to the Slovak Republic, outlines possible risks
associated with the result of this analysis and defined possible solutions related to Age
management application in the face of outlined challenges.

1 pavol Stuller, MBA, Ekonomicka univerzita v Bratislave, Obchodna fakulta, Dolnozemska cesta 1,
852 35 Bratislava, pavol.stuller@euba.sk
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1 Methodology

The main goal of the article is to analyze and describe, on the background of the
Age management concept, critical demographic drivers and specifically accelerating
trend of population aging in the Slovak Republic that are and will significantly influence
the labor market, society and economic performance of the country.

Review of the current literature was used in order to define basic concepts of the
Age management. Primary and secondary statistical data together with analysis and
synthesis of the scientific concepts has been used in the development of the article. Both
primary and secondary data have been used from the publicly available sources of online
databases and their synthesis has been applied in order to define concussions of the
study. Furthermore, comparative methods were applied in order to draw conclusions of
collected and processed data.

2 Results and Discussion

Today’s world is facing various challenges, which detrimentally influence not only
social, but also political events. These challenges also require making complex manage-
ment decisions, creating expectations for ever so changing topology of the market (on
the side of input and output) and consumer preferences. Current management decisions
have to be able to ensure long-lasting and sustainable functioning in a place of the most
important changes since the period of the Industrial revolution.

One of the detrimental trends, which will in the following decades influence the
society, the economy, but also individual companies are the accelerating demographical
changes, including mostly the aging population. In 2018, for the first time in history, the
global measure of people aged over 65 preceded the number of people below 5 years
old. Based on the projection of the UN, in the year 2050, the number of people aged 65
and above will be double the people below 5.2 Global changes with aging population on
one hand (the protentional workforce), but on the other hand incoming generations X
and Y to the labour market and the place of consumers, create pressure on companies,
so that age management would become an important part of politics and processes in
their practice. This would then create a premise for adapting the company processes to
new challenges. These challenges closely tied to demographical changes also include
balancing the advantages and disadvantages of different personal preferences and work-
ing habits of individual generations. A necessary precondition of adequate calibration of
age management measures is a thorough understanding of current demographic trends,
which have the potential of influencing the functioning of a company for the upcoming
decades.

2 United Nations (2019)
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2.1 Age management- introduction

It is apparent from its title, that age management presents an area of human re-
source management, which takes into account the age of employees, creating conditions
which acknowledge age on political, organisational levels. This is in managing of working
processes of the physical and social areas?. ,European Agency for Safety and Health at
Work™ (EA BOZTP from this point) defines age management as a discipline referring to
many dimensions by which are human resources focused of the phenomenon of aging
population, but also generally on the aging working force. This is done through public
policy or collective debate*. The basic principles of age management include:

e emphasis on the prevention rather than reactive problem solving,

e focusing on the whole duration of the working activity and all age groups in-
cluded (not focusing only on senior employees),

e a holistic approach, including all dimensions contributing to effective age man-
agement.

EA BOZP defines also the basic components of age management:

¢ Recruitment of employees focused on knowledge and experience, avoiding
discrimination on the basis of age, but rather encouraging age diversity.

o Transfer of knowledge, training and lifelong education available for all
age categories, which is important especially in the process of accelerating tech-
nological advances.

e Career development during the whole period of work life, with the aim of
securing a balance between the competency requirements for the particular
place and skills of the employee.

e Encouragement of a flexible work schedule, which takes into account all
the different needs of each age group.

e Encouragement of healthy conditions in the workplace, by organising
the amount of work and working space as a whole.

e Managing BOZP, with the aim of safe and injury-free conditions for all age
categories.

¢ Rotation of employees between company positions, in which one of the
recommended models is an alternating occupation of two or three positions in
regular intervals.

Many common components with a wide definition of age management can be
found in different authors. Walker, A. (1999) defines age management as measures
eliminating age barriers and celebrating age diversity. According to the same author,
age management is focused on ensuring of employability and working ability of people
in the whole cycle of life. The main tools of age management are in this case focused
on employing and firing of employees, educating and training, personal development
and flexible working conditions, along with ergonomics and appropriate definition of
working conditions®. Other authors emphasise, that age management should not focus
solely on older employees, because measures focused on specific age groups can be

3 Cimbalnikova et al. (2012)
4 European Agency for Safety and Health at Work (2021)
5 Walker (2005)
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contra productive: younger employees could view ,pampering" of older employees as
unjust, while older employees could feel stigmatised®. Age management should thus
take into account the skills and needs of all age groups and balance them with the needs
of the whole company in itself.

Finnish Institute of Occupational Health (FIOH) identifies eight pillars of age manage-
ment:

knowledge of the age issue,

warm stance towards age,

good management, which understands individuality and diversity,
quality and functional age strategy,

good working ability of the individual,

high level of competence,

good organisation of work and working space,

content life.

It is evident that age management is a complex management task. Stemming from
this are high expectations for its outcome in practice. One of the possible approaches of
practical execution of age management is dividing it to 3 levels:

1. Individual level, where age management deals with an individual in the work
process and focuses on their approaches, interests with the aim that the indi-
vidual accepts the reality of a long work journey soon enough, before aging
starts to show. In other words, the aim is to maintain a high work ability and
motivation of a higher age individual.

2. Organisational level, which focuses on employers and organisational units.
The aim of age management on this level is to maintain and evolve the human
capital of the company as a whole and adapt the competency and performance
of individuals in the long run on the level of the company.

3. Level of state and public policy, where the aim is to maximise the contri-
bution of all working age groups to economic and social life. Personal interest
at this level is dealing with the phenomenon of the aging population with all
connected economic and social risks.

From above stated levels of age management indirectly stems, that the responsi-
bility of implementing age management in companies lies not only on the employer
themselves, but also on the active contribution of employees and ultimately in creating
appropriate conditions by the state.

Closely tied to age management is the concept of working ability, which was men-
tioned in previous text. It is one of the examples of ,taking control* support of active
approach to own aging, which from the viewpoint of working ability is the central focus
of age management. The concept of work ability was defined at the end of 90s of 20th
century by a Finnish institute FIOH, which highlights, that an individual’s work ability is
the outcome of a relationship between the resources of an individual (health and func-
tional capacity, education and competencies, values, stances and motivation) and their
work’. From previous studies can be concluded, that work ability changes throughout

6 Friis et al. (2008)
7 Ilmarinen (2001)
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life, while having the tendency to decrease with increasing age. In the interest of clearer
understanding, in Figure 1 is a house model of work ability.

Figure 1 House model of work ability
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Source: Finnish Institute of Occupational Health

When looking at practice, it is safe to say that the measure of implementing the
concept of age management clearly differs from the viewpoint of different countries,
partly also in different areas of work. For example, in Finland and other Scandinavian
countries is the concept of age management in the area of the aging population evolving
on a theoretical, but also practical level for three decades. On the other hand, in SR, the
majority of subjects with the issue of age management and the needs of its implemen-
tation in practice are on the most basic level. This ,late coming" of the SR in the area of
age management has two main reasons:

1. Present demographical structure of population in the SR did not sufficiently
motivate employers and the state to applying age management and overall did
not deal with the aging population problem. The population in the SR belongs
to the ,youngest" in the EU, but this will most likely change in the upcoming
decades®. The application of age management will have to become necessary
in the SR.

2. Employers in the SR are weakly informed about the benefit of conceptional
work with groups of older employees, namely the benefit of conceptual appli-
cation on an institutional level.

8 Mentioned later in the text
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2.2 Demographical situation in the SR and its expected evolution until the
year 2030

Knowledge of the demographical situation and its expected evolution is a necessary
part of practical application of age management an all three levels: individual, organisa-
tional and the level of state. From the information shown in Figure 2, it is clear that the
population in the SR belongs from the point of aging to the youngest, but also the fastest
aging populations in terms of EU.

Figure 2 Age median of EU inhabitants, comparing years 2009 and 2019.
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Age median of SR inhabitants in the year 2019 had the value of 40.6 years, which
is the lowest value in the EU. Median for the whole EU in the year 2019 reached the
value of 43.7, compared to the year 2009, increasing by 2.7 years. In SR, the median
has risen by 4.0 years, which belongs to the highest values in the EU. Other than SR,
the age median of inhabitants in the years 2009 to 2019 has risen by 4 or more years
only in five countries: in Ireland (4.1 years), Greece, Lithuania (both by 4.2 years),
Portugal (4.4 years) and Spain(4.6 years). In Italy, the country with the oldest popula-
tion in the EU, the age median of inhabitants has risen in the past 10 years by 3.7 years
to 46.7.
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Figure 3 The structure of the population of SR and EU from the point of measure of
each age groups (the ratio of age groups on a worldwide population scale, from the
years 2019 and expectation in 2030)
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Relatively fast pace of age median growth of SR inhabitants is also one of the
reasons why there is a growing interest in age management. A detailed look on the age
structure of SR population is provided in Figure 3. From the first glance i tis clear that
there are significant differences compared to EU as a whole. On an aggregated level is
EU the largest group (in set division to age groups spaced by interval of 5 years) formed
by citizens aged 50 to 54,99 years. From the point of potential workforce this deals with
older employees. On the other hand, from the viewpoint of SR, the largest group are
members of younger and middle ages, aged 30 to 44,99. As above stated, this age
structure in SR (making up the scale of age structure of potential workforce) is possibly
one of the reasons why it was not yet given appropriate attention to age management.

But this will change in the next decade. It is evident that after the age group of
today’s thirty-year olds follow drastically weaker age groups. The labour market will be
entered gradually by least membered group of young people aged 15-19.99 and conse-
quentially the most membered group in the year 2030 will most likely be fifty-year olds
with people closely behind fifty. Compared to today, the ratio of older workers will rise
and also a lack of young force will be evident. This will also most likely be the case with
middle-aged workers. From current demographical structure stems, that after the year
2030, the mentioned ratio between disposable young workforce and middle-aged work-
force will lower. This expected outcome is almost a textbook example of the need of age
management application on all levels.

Figure 4 Ratio of productive age population (15-64 years old) on the labour marked
in chosen countries of the EU
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From the viewpoint of defining the whole offering of work in economics, it is im-
portant to highlight also the ratio of participating population of productive age in the
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labour market, not just the number of productive-age citizens®. From data shown in
Figure 4 it is clear that the ratio of participation in the SR has in the last decade gradually
increased and neared the mean of EU countries. In the year 2019 the ratio of participa-
tion in the SR reached 72.2%, which was 0.7 of percentual point (p.p. from this point)
below the EU mean. Compared to Sweden, where the ratio of participation is the highest
in the EU, the ratio in the SR is lower by 10 p.p. Similarly, in the Netherlands, Denmark,
Germany and Estonia, the ratio of participation is around 80%.

Figure 5 The ratio of participation on the labour marked according to individual age
groups
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From the viewpoint of age management and the prognosis of working offers it is
necessary to take into account also the ratio of participation of each age groups. In
Figure 5, it can be seen, that there are differences in the participation ratios of the SR
and Sweden, as a model example, but also EU as a whole. The ratio of participation is
also from the point of age in SR below average with increasing age until 40 years old.
After that, it is above average of EU countries. In the last productive period, it is again
below average. In the context of demographical structure described in previous text,
this is the case of lack of young workforce: the labour market is entered by drastically
weaker age groups, while the rate of participation of young people in the labour market
is clearly lower compared to middle aged and older employees.

The synthesis of current and expected demographical evolution and current ,algo-
rithms" of changing ratio of participation of different age groups we can conclude, that
the structure of the working offers also a whole in the Slovak economics will change

° The ratio of participation is defined as a ratio of addition of working and unemployed, but actively looking to the whole
number of population.
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drastically in the next decade. In Figure 6, until the year 2030, compared to 2019, the
work offers (in this case defined by number of people) will in the age group 20 to 44.99
decrease by 307 thousand people. This can be compared to the age group 45. to 59.99,
where it will increase by 148 thousand people. Compared with the present, the ratio of
older generation employees will clearly change compared to younger workers. This ex-
pectation calls out for the dire need of age management application on all its levels.

Figure 6 Comparison of current and expected structure of work offers in the SR from
the point of employee age
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Conclusion

One of the most important trends, which will in the next few decades influence
the society, economics, but also individual companies, are accelerating demographical
changes and the aging population. One of the responses to this trend is the concept of
age management, which can be defined as an area of human resource management,
which takes into account the age of employees, and creates conditions which take into
account age on multiple levels. It is important to highlight that age management should
not focus only on older employees. In other words, age management should take into
account the abilities and needs of all age groups and match them with the need of the
organisation and ultimately the whole society. One of the central parts of age manage-
ment is working ability of an individual, while the aim is to maintain and evolve it
throughout their entire productive age.

The population in the SR currently belongs to the youngest in EU, which most likely
is one of the reasons, why it wasn't given much attention to age management here. This
will in the near future, however, change, because the Slovak population also belongs to
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the fastest aging in the EU. With synthesis of current and future expected demographical
evolution and current algorithms of everchanging ratio of participation we can conclude
that the structure of working offers will clearly change in the incoming decade. While
expecting that there won't be any changes in migration patterns and participation ratio,
in the next decade the working offers will decrease by 307 thousand people in the age
groups 20 to 44.99. On the other hand, in age group 45 to 59.99, it will increase by 148
thousand people. Compared to the present, the ratio of older and younger employees
will drastically change. This expectation calls out for the dire need of age management
application on all its levels.
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