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MANAZOV,ANIE PROCESOV VO VIRTUAL,NOM SVETE NA
PRIPADE MODELOV VYTVORENYCH NAD
EKONOMICKOU REALITOU

PROCESS MANAGEMENT IN THE VIRTUAL WORLD

BASED ON CREATED MODELS OVER ECONOMIC
REALITY

Ladislav Andrasik

Abstract

In this essay, the author aims to point out certain new possibilities for solving simpler control and virtual
management tasks or problems in models using computer simulation or based on experimentation in virtual
economic laboratories. For better clarity and intersubjectivity of the issue, the author uses common models
as examples, or notorious in the economic community (cited in current economic publications). Therefore,
in order to take into account movements in the economy, mobile language is used, which has made it
possible to introduce advanced ICT, Al and Kl into economics and management. The models that the author
presents in this essay only serve to illustrate the possibilities of using new languages, and the author
emphasizes that they should not be given more importance beyond pedagogical purposes.

Keywords: virtual world, economic models, economic reality

JEL Classification: C61, C63

UVOD

Modely ekonomickej reality sa ustavicne rozmnozuju. a to uz od ¢ias merkantilistov Od prvych
mentalnych modelov hospodarstva vyjadrenych verbdlne sa postupne preslo k pomerne
sofistikovanym matematickym, kybernetickym a informatickym modelom, s ktorymi vedia
narabat’ len vysoko erudovani matematici. Takto vznikla uzka kasta ekonomov, ktori si medzi
sebou perfektne rozumeju, ale Siroka ekonomicka komunita im rozumie len hmlisto ba vac¢Sinou
vobec. Pre tito dominantn €ast’ ekonomickej komunity vSak svitd na lepSie casy. Budu sa totiz
moct’ niekde viac aniekde menej zbavit svojho hendikepu v ovladdani sofistikovanych
matematickych postupov.

Sucasné vymozenosti informaénych a komunikaénych technologii (IKT), pokroky
v aplikovanej informatike (Al) av kognitivnych vedach vytvorili efektivnu zakladiiu pre
rieSenie narocnych uloh riadenia v ekonomickych modeloch, najviac v§ak pomahaju pokroky
dosiahnuté v komputacnej inteligencii (KI). Dokonca Vv jednotlivych pripadoch ide aj o také
procesy endogénneho riadenia a/lebo manazovania procesov, S ktorymi si nevie poradit’ ani
sofistikovand matematickd analyza. Pri¢ina spociva prevazne v tom, Ze mnohé ekonomické
modely v ktorych sa ma skiimat’ proces riadenia maju socialny komplexny adaptivny charakter,
vykazuji znamky a ur€ité prvky ucenia. Matematické formalizmy preto nemé6zu zachytit
viaceré emergentné udalosti, ktoré sa nahle (a tak nemohli byt’ zahrnuté do pévodného modelu
ateda ani do formalizmu) vyskytni v procese riadenia. Okrem toho treba zdoraznit, ze
perturbacie, ktoré musi riadenie riesit’ neprichadzaji len z prostredia mimo modelu, ale ¢asto
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vznikaju vo vnutri samotného modelu emergentnym sposobom (striedanie Strukturnej stability
s nestabilitou).

Utelom tohto prispevku je poukézat na niektoré nové moznosti rieSenia jednoduchsich
riadiacich problémov v modeloch pomocou pocitacovej simulacie, resp. na zaklade
experimentovania vo virtudlnych ekonomickych laboratoriach. Pre lepSiu prehladnost
a intersubjektivitu danej problematiky autor pouziva ako priklady modely, ktoré su bezné, resp.
notoricky zname v ekonomickej komunite (uvadzané v beznych ekonomickych publikaciach).

1 Z\{LAéTNOSTI V RIADENI EKONOMICKYCH’ AFINAN(VZNS:{CH
SYSTEMOV A MODELOV (ROZDIELY V RIADENI TECHNICKYCH
A SOCIALNYCH SYSTEMOYV)

Ekonomické systémy st svojou povahou autopoietické, ba este viac, s to komplexné adaptivne
socialne systémy. V uvedenom zmysle, na rozdiel od technickych systémov, maju ti zvlastnu
vlastnost’, ze su to inherentne samo sa riadiace systémy. Tym, Ze maju vrodené autonomne
a autentické mechanizmy vnuatorného riadenia, resp. endogénneho riadenia, ich riadenie a/lebo
manazovanie Z vonku (exogénne riadenie) sa stdva mimoriadne zlozitou ulohou. Prisne
vedecky vyjadrené ide o externé riadenie komplexného dynamického a evolu¢ného systému.

Pri riadeni systémov uvedeného typu zlyhdvaji tradi€né, ¢i konvenéné pristupy
k riadeniu dynamickych systémov, ktoré sa naopak bezne a vel'mi uspe$ne vyuzivaju v riadeni
technickych systémov. Napriek tomu sa v ekonomickej teoérii dlhé desatroia pouzivaju
pristupy, metddy a nastroje na rieSenie problémov riadenia Standardne pouzivané v technickych
disciplinach, ako keby ekonomické systémy mali identické vlastnosti ako systémy technické.
Vznika tak obrovsky sebaklam, pretoze Standardné néstroje fyzikalneho a technického riadenia
nemozu splnit’ také o¢akavania kvalitnych vysledkov, aké poskytuji v technickych aplikaciach.
To je aj dovod, preco mnohé, na prvy pohl'ad vysoko exaktné a zdanlivo velmi relevantné
riadiace koncepcie v praxi jednoznacne zlyhavaju. O tom, Ze je to tak, mozno priniest
mnozstvo historicky evidentnych faktov, ale takéto ilizie o moZnosti riadenia komplexnych
ekonomickych systémov tradicnymi matematickymi postupmi obvyklymi v technickych
vedach sa daju hodnoverne vyvratit' aj teoreticky, ¢o moZzno takisto dolozit’ historicky
evidentnymi faktami, totiz existujucimi vedeckymi monografiami na danu tému. V danej
suvislosti by som ako autor tejto eseje pripomenul predovsetkym fundamentalne prace?
Ludwiga von Miesesa z prvej polovice minulého storocia.

NajznamejSia, samo sa riadiaca entita, ktoru veda eviduje je Vesmir, ktory riadi svoj
samovyvoj od Bing-Bangu az po dnesok. Na rozdiel od vedy, ndbozenstva a S nimi pribuzné
ideologie tvrdia, ze svet je riadeny externe, napriklad Bohom a inymi nadprirodzenymi
entitami. Riadit' externe nieco také komplexné, ako je Vesmir, je nepredstavitelne tazka
problematika pre tedriu riadenia a preto je celkom pochopitelné, Ze sa na to moze podujat’ len
pseudoveda. V danom kontexte aj ekonomika je entita natol’ko komplexna, Ze jej riadenie
v tradi¢nom technickom zmysle slova je uloha ad absurdum, ¢o vedecky dokazal uz spominany
L. von Mieses vo svojej svetoznamej praci ,,Economic Calculation in the Socialist

! Pripomeniem aspoti tri vedecké monografie, ktoré napisal Ludwig von Mises, vztahujiuce sa k uvedenym
skuto¢nostiam: 1. Economic Calculation in the Socialist Commonwealth, 2. Epistemological Problems of
Economics, 3. Planned Chaos. Pozri: Ludwig von Mises Institute, 518 West Magnolia Avenue, Auburn, Alabama
36832-4528, alebo na Internete: http://www.mises.org/



http://www.mises.org/store/Economic-Calculation-in-the-Socialist-Commonwealth-P59C17.aspx
http://www.mises.org/store/Economic-Calculation-in-the-Socialist-Commonwealth-P59C17.aspx
http://www.mises.org/store/Planned-Chaos-P148C17.aspx
http://maps.google.com/maps?q=518+West+Magnolia+Avenue,Auburn+AL&hl=en
http://maps.google.com/maps?q=518+West+Magnolia+Avenue,Auburn+AL&hl=en
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Commonwealth. Napriek tomu a napriek poc¢etnym d’al$im vedeckym dielam podporujicich
nemoznost’ priameho externého riadenia komplexného ekonomického systému, vysSSie
spominand decepcia, ze to mozné je, pretrvava v rozlicnych komunitich ekondémov
s neobyCajnou zanovitostou. Osobitne vtom vynikd tzv. neoklasicka ekonomia, ktora
V stcasnosti sama seba oznacuje ako mainstream economics.

Nemozno popriet, ze pouZivanie postupov z matematickej tedrie riadenia je
mimoriadne posobivé, presvedCivé a na prvy pohlad aj vel'mi elegantné. Praktické aplikacie
vsak jednoznac¢ne ukazuju, Ze ich Gcinnost’ je ovel'a nizsia, ako vel'ké oakavania, ktoré sa do
tychto postupov vkladaju, ba Casto takéto metody uplne zlyhdvaju a maju iba ak ilustracny
vyznam. Na druhej strane treba uznat’, ze také metody maji v ekonomii vel’ky pedagogicky
a didakticky vyznam, pretoze ucia Studujiucich exaktnému uvaZzovaniu ausmeriiuju ich
k ovladaniu sposobov myslenia, ktoré ich dovedu k sofistikovanej$im metédam ekonomicke;j
analyzy atak aj kuvaham o nepriamych metodach riadenia komplexnych ekonomickych
systémov a napokon K ich praktickému pouzivaniu. Tento zaver plati eSte viac v podmienkach
burlivého rozvoja informacnych a komunikacnych technologii (IKT), pokroku Vv teorii
distribuovanej umelej inteligencie a multiagentovych systémov, ktoré umoznuju TahSie
prekonévanie formalno-matematickych tskali pri riadeni komplexnych adaptivnych systémov.
Proti uvzatej decepcii 0 samospasitel'nosti pouzitia konvenénych metdéd z matematickej teérie
riadenia vSak treba otvorene vystupovat a jasne ukazovat v ktorych ulohach su efektivne
a prospesné a V ktorych menej alebo vobec nie.

Problematika riadenia (t. j. endogénneho) v ekonomickych systémoch a problematika
riadenia (t. j. exogénneho) ekonomickych systémov je ambivalentnd a ¢asto protire¢ivd najma
v kontextoch rozlicného vnimania v jednotlivych komunitach ekonémov, resp. v tzv.
ekonomickych skolach, ¢i pradoch. Preto povazujeme za dblezité uviest’, v akych kontextoch
pouzivame pojem Ekonémia v tejto praci, aspon v zakladnych a najsirSich suvislostiach.

Ekondmiou, resp. vseobecnou ekonomiou sa bezne rozumie jedna zo spolo¢enskych
vied, ktora Studuje hospodarske spravanie I'udi a ich blahobyt ako vztah medzi spolo¢ensky
pozadovanymi ciel'mi a alternativnymi moznost'ami ich dosahovania. Anglicky ekondém z prvej
polovice minulého storoc¢ia Sir Lionel Robbins to sformuloval zhruba tak, ze ekondmia Studuje
sposoby vyuzivania vzacnych zdrojov, ich rozdel'ovania medzi ¢lenov spolo¢nosti tak, aby ¢o
najlepSie uspokojovali alternativne potreby jej ¢lenov. Ekonomia Studuje aj to, ako menovite
dosahovat’ ciele zvySovania blahobytu l'udi. Takéto vymedzenia ekonomie sa tykaji jej
predmetu skumania a povahy sudov, ktoré vynasa: pozitivne a normativne sudy. Na zaklade
toho sa ekondmia Cleni na normativnu a pozitivau ekonomiu.

Problematika riadenia ekonomickych a finan¢nych systémov, resp. procesy riadenia
Vv nich patria prevazne do normativnej ekondmie, ale otazky endogénneho riadenia su vyslovne
zalezitostou pozitivnej ekonomie. S tym pochopitel’ne stivisi aj doraz, ktory treba klast’ na vyber
metdd a to nielen metod, ktoré priamo pouziva dana skola ekonomického myslenie. Pre vedu
st totiz charakteristické aj metody, ktoré pouZiva vo vyskume a vyklade zistenych poznatkov
a tiez objekt, na ktorom definuje veda svoj predmet. Objektom na ktorom ekonémia vymedzuje
svoj predmet badania je hospodarstvo v tom najSirSom zmysle slova, po¢nic od mikro -
objektov, ako je domacnost’, podnik ¢i organizacia, cez vyrobny odbor, odvetvie ¢i sektor, az
po makro - objekt, ako je narodné hospodarstvo ako celok, integracné zoskupenie Statov
a napokon aj celé svetové hospodarstvo, teda treba pracovat’ s iou ako celostnou usporiadanou
entitou.

Ekonomia pouziva bohaty subor metod, rozliéné nastroje analyzy a vykladu a ma aj
svoj specificky jazyk, v ktorom prevladaju fundamentalne ekonomické kategorie, ako aj na ne
nadvézujuce d’alSie vedecké pojmy a odborné terminy. VSetko to st vSak rigidné nastroje
a jazyky, priCom hospodarstvo je v ustavicnom nielen v kvantitativnom ale aj v kvalitativnom


http://www.mises.org/store/Economic-Calculation-in-the-Socialist-Commonwealth-P59C17.aspx
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vyjadreni. Okrem slovného (verbalneho) vyjadrovania (jazyk, slovnik a sloh) ekonomia
pouziva aj matematické formalizmy (rovnice a nerovnice, funkcie, matice a mnohé nastroje
najmd univerzitnej matematiky), grafy, diagramy, Statistické aekonometrické tabulky
aformalizmy av ostatnych desatroiach Coraz viac vyuziva aj metddy pocitacovych
experimentov. Ekonémia by sa teda mala opierat’ o exaktné a rigordzne postupy pri analyze
hospodarskych javov a procesov, ako aj pri vypovediach o zistenych skuto¢nostiach, pricom by
sa mala dosledne pridrziavat’ aj empiricky zistenych faktov a nezostavat len pri dedukciach.

Stbor metdd a skrinka nastrojov ekonomie je vel'mi bohaty a pestry celok tvoreny
viacerymi ¢astami, resp. podsystémami. Stru¢ne ich mozno zoskupit’ nasledovne:

- Zber, evidencia a triedenia faktov na zaklade pozorovania, prieskumov, Statistického
zistovania, dotaznikovych vyskumov a podobne;

- Konstrukcia mentalnych modelov, ich transformacia na verbalne, kybernetickeé,
matematické a simulacné modely;

- Statistické a ekonometrické modelovanie na zaklade overenych databéz;

- Experimentovanie vo virtualnych laboratoriach;

- Identifikacia vysledkov ziskanych uvedenymi postupmi s hospodérskou realitou a na
zéklade toho;

- Vypracovavanie koncepcii, tedrii a odporucani tak pre hospodarsku politiku, ako aj pre
potreby podnikatel'skej sféry (A z nich potom vychadzaji naroky a poziadavky na
teoriu riadenia, planovania a manazmentu v celej hospodarskej sfére, ¢i uz vo vystavbe
systému zhora dole alebo zdola nahor).

Ak sa hlbsie pozrieme na podmienky endogénneho a exogénneho riadenia I'ahko zistime,
ze exogénnym riadiacim parametrom moéze byt celé externé prostredie ekonomického systému.
V pripade Cistej trhovej ekonomiky externym prostredim v zmysle riadiacich parametrov je tzv.
podnikatel’ské prostredie. Je to pomerne vagny pojem a preto sa spoc¢iatku musime uspokojit’
sjeho velmi jednoduchym vymedzenim, ktoré sa sustreduje na ustavu a parlamentné
ekonomické zakony, takisto aj na ich vykondvacie predpisy platné v danej spolo¢nosti.

Ekonomické zédkony prijimané parlamentom stanovujl pravidla pre spravanie sa ticastnikov
hospodarskych aktov a procesov: jednotlivcov (t. j. fizické osoby) a skupin, ktoré sami utvarajq,
napriklad podnikatel'ské organizacie, institacie a pod. (t. j. prdvnické osoby). Pravnické aj
fyzické osoby musia sa riadit’ ustanoveniami Gstavy a zakonov daného §tatu a za ich neplnenie
su sankcionované. Prave opisany sposob extern¢ho riadenia sotva mozno v¢lenit’ do riadiacich
systémov beznych v technickych vedach. Ide o to, Ze fyzické aj pravnické osoby s v pravom
zmysle slova hra¢mi v podmienkach, ktoré stanovuje Stat a jeho patricné organy.

Firmy, inStitacie, banky, poistovne atd’. si samé osebe komplexnymi systémami, ktoré
sutazia medzi sebou v danej sieti pravidiel urCovanych Statom. Také pravidla sa musia
bezpodmienetne dodrziavat. Vysledky sutaZe st vopred nejasné, pretoze konkurenéné sily
komplexnych entit (firiem, korporacii, bank a pod.) formujt, rozvijaju kvalifikovanost
a zrucnost' hracov (manazérov, vyrobnych a technickych pracovnikov, atd’.), nastroje hry
(technologické postupy, vyrobné metody atd’.) a stratégie (celkové sposoby organizacie vyroby
a podnikania). Inymi slovami povedané, ide o evolucné ucenie iterativnym sposobom, Cize
v diskrétnych krokoch.

2 PRIKLAD JEDNODUCHEJ ULOHY RIADENIA V MODELI
MIKROEKONOMICKEHO TYPU

Ako som uz uviedol mojou snahou v tomto prispevku je vyhnut' sa pri rieseni problémov
naroénym matematickym Ulohdm v zdujme jednoduchSieho, TlahSieho a rychlejSieho
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pochopenia zlozitych dejov. Na tento Gcel som si vybral demonstraciu ulohy riadenia v znamej
produk¢nej funkceii Cobba-Douglasa (PF C-D). V najjednoduchs$ej podobe ide o riadenie, ked’
sa ako riadiaci parameter pouZzije miera uspor, resp. miera investovania do existujiceho
fyzického kapitalu firmy. V makroekonomickom pripade druhym riadiacim parametrom moze
byt miera rastu pracovnych sil.

Ako je zndme, v explicitnom vyjadreni ma PF C-D nasledovny tvar

Q=K*L*,
Ako je obvyklé Q je fyzicky produkt, pripadne pouzitie symbolu Y ako narodného déchodku
K je fyzicky kapital a L je pocet 0sdb v produkénom procese. V danom pripade riadit’ veli¢inu
na vystupe, t. j. Q znamend manipulovanie bud’ vel’kost'ou K alebo L, pripadne oboma. Pre
jednoduchost’ predpokladajme riadenie len jednym parametrom a sice mierou uspor s. Ak sa
zanedbaju tazkosti premeny Uspor na investicie, mozeme predpokladat’ rovnost’ s = i. Pre
zaciatok mozno zanedbat’ aj dobu investi¢nej vystavby, takze bude platit’ rovnost’ i = dK. Ked’ze
pre ekondmiu je typické, ze pristupuje k procesom ako diskrétnym, da sa uvedena produkéna
funkcia vyjadrit’ nasledovne

Q(t +1) =[K(t) + dK (t)]" L*.
Pre grafické zndzornenie procesu je vyhodné prepisat’ uvedenu funkciu do vyjadrenia na jednu

osobu, t. j. prepisat’ do formy ,,per person® alebo ,,per capita“ a to tak, ze sa cely vzt'ah vydeli
veli¢inou L

Qt+1) [KE)+dK®)] L [K()+dK()]"
L L L L '
pricom tento vztah mozno vhodnou substitiiciou symbolom previest’ na

qet +1) = [k(t) + dk(t)]".

Je zrejmé na prvy pohlad, Ze ide len o manipulovanie s abstraktnymi ¢islami, teda jednoducho
0 kalkulacie, ktoré nemdézu vyjadrit’ hlbku ekonomickych procesov ktoré st ako sme uz uviedli
skor socialne, komplexne evoluéné apresadzuji sa vo viacvrstvovych sietach. Takeé
manazovanie sa d4 dosiahnut’ aj s pomocou pomerne jednoduchych a lacnych softvérov. My
vo svojej vyskumnej a pedagogickej praci okrem Excelu pouZivame predovSetkym STELLE
aibDMC.

Pre proces, ktory v tejto eseji mame na pretrase sa da vyhodne vytvorit’ virtualne
laboratorium v softvéri STELLA, ktory sme Gspesne pouzivali na KEM FEI STU uz viac ako
desat’ rokov aVv prvych rokoch UM STU sme ho pouzivali tiez. Schéma modelu pre
experimentovanie je na nasledovnej snimke zo STELLY. Vybudovala sa pomocou jednotlivych
stavebnych blokov STELLY a tym som sa vyhol potrebe programovania v daktorom jazyku,
napr. v jazyku C++, ¢i v Jave alebo uplne jednoducho vo Visual Basicu.
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K uvedenej schéme prislichaji nasledovné
vzt'ahy a koeficienty:

k(t) = k(t - dt) + (dk) * dt

INIT k = ko

INFLOWS:

dk = s*q-0*k {pri K stoji nula pretoze L je
konstanta)}

UNATTACHED:

g = k*Alfa; Alfa = 0.5;

Cas = TIME

ko =10;s5=0.1

Tym je toto jednoduché virtudlne laboratérium pripravené na experimentovanie. Model

umoziuje menit’ ko, s a a.

Vysledok experimentu sa da zobrazit’ vo forme grafu, diagramu alebo tabul’ky staticky
¢i rigidne, ¢o umoznuje aj Excel, ale v priamom (zivom) sledovani dominuju v efektivite
pozorovania pohybu softvéry STELLA a iDMC. Zaroven mozno generovat’ okienka do ktorych
sa vlozia hodnoty jednotlivych premennych, ale moZzno urobit’ aj animaciu v jednotlivych

blokoch schémy modelu.

Tabulka

ko

Alfa

el 8

?

qv.k 1-

k 0:32  23. maj 2009
Untitled
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Vedenie firmy v uvedenej ulohe doteraz nebralo do tvahy, Zze zvySovanie objemu
kapitalu bude mat’, pri konsStantnosti objemu prace, negativny vplyv na vynosnost’. Preto treba
absenciu prace voc¢i rasticemu kapitalu doplnit’ o nové pracovné sily. Predpokladajme, Ze firma
bude naberat’ novych pracovnikov stialou sadzbou n = 0.01. Za tym tucelom treba patriéne
upravit’ schému modelu.

Prepni na recstat . ko
10
n riadene & Graf o
- = Oc:as ] e e
dk k ..EI 050 ] ~
Prepni T o Tabulka
na reostat Prepni na n=0 ([ i
4 Afa 0.10 ~7
=
= n riadene)
~
S

q | k | s34

| q [ 909

| dk | 0.91

Na nasledovnej snimke jasne vidno, ze pri miere n = 0.01 sa rast jednotkového kapitalu po
uréitom case zastavi, pretoze sa dosiahol stav stdleho rastu (stacionarny rast), ako je to
vysvetlené v praci R. Solowa (1970) z druhej polovice patdesiatych rokov minulého storodia.

Vedenie firmy doteraz neuvazovalo ani tom, Ze investicie sa ihned’ nepremenia na
fungujtci fyzicky kapital, ale trva urcity ¢as, kym sa tak stane. Inymi slovami, treba ratat’
s dobou investi¢nej vystavby, ktord moze byt kratka, v trvani niekol’kych mesiacov, ale aj
ovel'a dlhsia, ked’ vystavba pokracuje aj viac ako 6 - 8 rokov. Aj tdto komplikacia sa d4 pomerne
jednoducho vclenit' do predchadzajicej schémy. Patricné snimky ukazujuce taku situaciu
nasleduju za textom. Najprv je situdcia znazornena na grafe v stavovej suradnicovej ststave
(stav k voc¢i stavu q). Zvolili sme 6-rocni dobu investi¢nej vystavby. Aby bolo mozné
experimentovat’ s modelom, zaviedli sa k tomu potrebné premenné a prepina¢. V jeho hornej
uvrati funguje model v rezime, v ktorom sa hodnoty miery Uspor nastavuju na reostate s (v
danom pripade s = 0.1). V dolnej Givrati je n = 0.

qv.k 1-2-
10,=
. | —
Prepni na reostat ko
7
Alfa
0.50 V
5,
s
0.10 V
O T T T 1 q 6:23
k 1849 23 mgziiiiiiin SRR B R
Dva reamy n=0 a n = nastavenie reostatu

11
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Dalsia situacia znazorfiuje fazovy diagram (vodi k je na grafe funkcie dk, t. j. ako prva
diferencia k).

t ) Prepni na reostat = k
. S Graf 10 7 °
=l
LI!H = —— |
Alfa
- ~
Tabulka

ko Prepni na n=0 (e

i

® b wowtzea [ kO = k(- db + (@) o
IMIT k= ko
IMFLOWYS:
. o s e 3 dk= LAG*s-n*k
e u i TR SRR UMATTACHED:
=T 0] = kAITE
Alfa=10.1%5
Cas=TIME
ko=10
LAaG = DELAY(g,6*0T,0
n = n_riadene*Prepni_na_reostat
nk = n*k
n_tiadene = 0.001
Prepni_na_reostat=1
s=0.1
sLAG = s*LAG

(IR LTSI MISHESISI RSSTTE —————

5, 15, 25,
Page 2 k

t‘ a = / ? Fézovy diagram

COoOooo00000

Posledna snimka vztahujica sa k danému mikroekonomickému pripadu je fazovy
diagram, ked’ je vypinac v dolnej Givrati, t. j. n = 0, takZe L zostava pocas simulacie konstantou.
Grafom tohto experimentu je horna (siva) Ciara.

dkv. ki 1-
O —
Prepni na recstat = ko
Graf 10 —
Ao — — .
~
Tabulka
A R — R — Prepni na n=0 (|
e ~
—— 7
" ~ [
| k [ =2
q | 564
0.1 - !
5, 20, 35, | dk [ o=
k 22:36  24. maj 2006
Fazovy diagram
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Samozrejme, Ze by sa dali ukazat’ aj d’alSie moznosti manazovania PF C-D, vo virtualne;j
realite Napriklad dali by sa za riadiace parametre povazovat tri typy neutralneho technického
pokroku: a...podl'a Hicksa, b...podl'a Solowa a napokon c...podl'a Harroda. Z uéebnic je zname,
7¢ hladina a posuva cely graf PF t. j. q rovnobezne smerom hore. Hladina b postiva k doprava
a napokon ¢ posuva L doprava a v dosledku toho veli¢inu k dol'ava. Pravda nesmie sa zabudat’
nato, ze tieto pohyby st v relaciach per capita. Ked’ sa proces vyjadri v absolutnych veli¢inach,
tak vsetky tri uvedené typy technického pokroku zvysuju Q. ESte presnejsie by sa dana uloha
vyjadrila, keby sa k dvoch produkénym faktorom K a L priradili uvedené typy technického
pokroku ako riadiacimi d’alSie tri vstupy. Potom by PF bola pat-faktorova a mohlo by sa riadit’
piatimi parametrami. Inym 1 slovami, dalo by sa investovat’ do troch d’alSich typov ,,kapitalu®.
Napriklad Harrodov typ technického pokroku by sa dosiahol investovanim do tzv. [udského
kapitalu®. Rozsah vymedzeny pre tento prispevok zavedenia tychto d’alSich typov riadenia
nedovoluje, ale z toho, ¢o sme uz predviedli je zrejmé, Ze pomocou STELLY by to bolo celkom
jednoduché a vel'mi ilustrativne. UZzitocnejSie pre znazornenie moznosti riadenia modelu je
prejst’ k makroekonomickym problémom.

3 PRIKLAD JEDNODUCHEJ ULOHY RIADENIA V MODELI
MAKROEKONOMICKEHO TYPU

V zaujme udrzania kontinuity vykladu sme vybrali problém riadenia, ktory vychadza
z predchadzajiceho mikroekonomického pripadu. Budovanim ,,zospodu hore” sme ziskali
aditivhu makroekonomickt produkénu funkciu C-D, ktoru zviditel'fiuje nasledovna snimka zo
STELLY. Predstava je taka, ze je tu pat krajin v ktorej je péat’ odvetvi vyrabajucich homogénny
tvar, ktory sa dodava na spolocny trh. Pre zviditeI'nenie rozdielov sme zvolili rozdielne miery
uspor uplne ad hoc, pricom medzery st 0.05 po¢nic od s = 0.15 smerom hore az po s = 0,35.
Aby experimenty poskytovali markantné rozdiely, predpokladali sme, ze dopyt po danom
tovare je na zaCiatku konStantny a v priebehu procesu je potom absolitne pruzny, t. j.
s poklesom ceny dopyt rastie tak, ze sa trh vidy vycisti. V dosledku toho, Ze pri raste celkove;j
ponuky tovaru cena klesa, pri rozdielnych nakladoch odvetvia v kazdej krajine dané odvetvia
dosahuju rozdielny jednotkovy zisk. Model bez riadenia vykazuje nasledovné vysledky.

13
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=1

Oko1

Graf 1

B, mp - e me e e

L /

FPage 4

4000,

16:48  Zd. maj 2006

K uvedenej snimke prislichaji nasledovné vztahy, prikazy, koeficienty a parametre:

C k= k_1it- df + (dk_1) > dt

IMIT k_1 = ko_1
IMFLOWYS:

B dk_1=s5_1"g_1-n_1"k_1

k_20th = k_2(t- dty + (dk_20* dt
IMIT k_2 = ko_2
IMFLOWYS:

B di_2=s_2%g_2-n_2K_2

k_3(th = k_3(t- dty + (dk_3) * dt
IMIT k_3 = ko_3
IMFLOWYS:

B dk_3=s5_3%"_3-n_3"k_3

k_dith = k_4(t- dty + (dk_4) * dt
IMIT k_4 = ko_4
IMFLOWYS:

S dk_4=5_4%0_d-n_4%k_4

k_aith = k_&(t- dfy + (dk_5) * dt
IMIT k_5 = ko_5
IMFLOWYS:

S dk_5=s5_5%_5-n_5%K_5

UMATTACHED:
o f_1=a_1"k_1"Alfa_1
UMATTACHED:
e f_2=a_2%k_2MAlfa_2
UMATTACHED:
% f_3=a_3%k_3%Alfa_3
UMATTACHED:
o o4 =a_4%k_4~alfa_4
UMATTACHED:
% f_A=a_a%k_a%alfa_s
Alfa_1=04
Alfa_2=04
Alfa_3=104
Alfa_4=104
Alfa_a=104
a_1=1
a_Z2=1
a_3=1
a_4=1
a_h=1

Qo000 00000

O dk=dk_1+dk_2+dk_3+dk_4+dk_5
) K=k_1+k_2+k_3+k_4+k_5
O og=g_t+g_2+g_3+g_4+g_5

14
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s_1=1035
s_2=03
5_3=025
s 4=02

ko_1=0.001
ko_2=0.001
ko_3=0.001
ko_4=0.001
ko_a=0.001
n_1=0.01
n_2=0.01
n_3=0.01
n_4=0.01
n_A=0.01
p=ipo-ot0.
po=1000
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Graf na nasledovnej snimke zo STEELY ukazuje pokles ceny pri rasticej ponuke. To
umoziuje vykuapit na trhu cely prirastok ponuky.

p pv.q:1-

LY 2

5.4
[o} 100, 200,

Page 5

Fa=s 72

23:49 24. maj 2006

Vysledky jednej simulécie st v nasledovnej tabul’ke (je to snimka zo STELLY):
5

200, 5

100, i

5.4 5.55 5.7
7 p 23:57 24. maj 2006

a=s ?

Nazdéavame sa, ze vysledky z experimentovania su dostato¢ne zrejmé a preto ich netreba
podrobne komentovat’. Zaujimavejsie je pozriet’ sa na pomer trzieb a nakladov v absolutnych
¢islach.

dic 1 | 2s10883 K1 | 89227520 s1 | o.3s0000 Zisk 1 | 588203805
dk 2 | 1e17703 K2 | 433 082896 s2 | o.300000 Zisk 2 | s7a.717388
dk 3 | 1.331204 k3 | 300.911534 53 | o.2s0000 Zisk 3 | s30.144738
dk 4 | osst847 k4 | 192720143 s4 | 0200000 Zisk 4 | 479583453
dk 5 | o.47s73s k5 | 108 517279 s5 | 0150000 Zisk & | 395958280
qi 24220170 T1 1H75.621218 p 48.427155 T 1H175.521218
q2 20.764518 T2 11007. 800284 q 86.730906 T2 11007.800284
q3 | 17308388 T3 | s40.088270 dk | 7170051 T3 | 84n.088270
q4 | 13851880 T4 | 672283508 K | 11e24.450373 T4 | 672283508
q5 | 10394159 Ts | s04.473850 ko | o.0os000 Ts | 504.473850

Za tym ucelom predpokladajme dajaka zaciato¢ni hodnotu Loi V kazdom odvetvi 1 =
1,...5. Pre nédzornost’ tieZz predpokladajme, Ze Lo = 1 v kazdom odvetvi. V dosledku toho
absolutne hodnoty K, dK, a Q sa buda rovnat’ hodnotam k, dk a . Takto input k mozeme
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povazovat’ za naklady a rozdiel T; — ki za zisk i-teho odvetvia v prislusnom bode ¢asu. Samé
osebe moézu byt tieto tvrdenia vyhodnym predmetom overovania si predpokladov v uvedenom
simulaénom modeli. Vysledky experimentu, ktoré st v nasledovnej tabulke st dobrym
zdkladom na uvazovanie o vlastnostiach makroekonomického procesu, ked je model
vybudovany pristupom ,,odspodu nahor.

600, =

u] =20, 500, =0 &0
sk 5 kA1
Porovranie wivgia 3sku Odvatvia 1 wod Odvatviu 5 ME-dmum Fshu Odratwia 1

V danom priklade sa predpokladalo, Ze vsetky odvetvia maji rovnaky koeficient
pruznosti substitucie a to o= 0.5. Majt vSak tiez, ako sme ukazali vyssie, rozdielne miery uspor
= investicii, o znamend, Ze z rovnakého vychodiskového stavu kio sa liSia rychlost’ou rastu k.
Pri predpoklade rozdielnej miery investovania s = i, a teda aj rastu k vznikne zaujimava situacia
spdsobend konstantnostou o, totiz efektivnost’ dq voci dk bude klesat’ tym viac, ¢im je s =
| vdcSie. Prirodzene, toto je aj intuitivne zrejmé, ide vSak o to predstavit’ tieto javy uplne
transparentne a to zo strany externého riadenia. Stru¢ne povedané, potrebovali sme tieto ad hoc
predpoklady pre vytvorenie referenéného rdmca experimentovania.

Predpokladajme externé riadenie v podobe konstantnej sadzby dane zo zisku. V kazdej
krajine nech je jednotné, povedzme nech sa daitové sadzby rovnaji 40%. Za tohto predpokladu

dostaneme do experimentu nasledovné zmeny:
CT k_Tih=k_1¢t- db + (dk_1) = ot BOD ooy AT T
IMIT k_1 = ka_1
IMFLOWS: ; Sadzba dane 40%
e dk_1 = s_1*(Zisk_1-0.4*Zigk_1)-n_1*k_1
T k_2¢t = k_2(t- diy + (dk_2) ~ dt
IMIT k_2 = ka_2
INF LOAWS: ;
P dk_? — S_E*I:ZiSH_E—EI.4*ZiSH_2)—n_2*k_2 _:,_1 10 EREERRTEEERES FRPRRRRRRPRRY PR L
[ k_3i0 = k_3it- db + (dk_3) *dt Oduetuie & Sy

IMIT k_3=ka_3 Q‘uetme 4
IMFLCOYYS: B I T Ddvetyie 3% Ogvetvie 2

% dk_3= s_3"(7Zisk_3-0.4*Zisk_3}-n_3"k_3 Odvistie 1

Tk 4= k_4(t- d) + (dk_4) *dt
INIT k_# = ko_4 0
IMFLOWYS: 1000, 1600, 2200,

% dk_# = s_d"(Zisk_4-0.4°Zisk_a}-n_d7k_4 k;

[ K 500 = k_5(- di) + (dk_5) *dt ,
IMIT k_5=kao_ 5 Snimka zo STELLY
INFLOWYS: ukazuje na nevyhodnost’

7 dk_5=5_5%(Jisk_5-0.4%Zisk_5)-n_5"k_5 investovania pri zdaneni
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Uvedené suvislosti si zrejmé aj intuitivne, experimentovanie v STELLE vSak poskytuje
podrobnejsi ndhl'ad na vyvoj situdcie. Ked’ze pri zdaneni klesa jednotkovy zisk, je aj intuitivne
zrejmé, ze dalSie investovanie je nevyhodné. Prave toto je prilezitost na zavedenie
endogénneho riadenia. Firmy v dosledku klesajuceho jednotkového zisku stratia zaujem na
rozSirovani vyroby. Této absencia zdujmu na investovani sa da vyjadrit’ podmienkou v riadeni
tak, ze: ,,ak dZiski< 0 tak sj = -si * k; inak s;“.

L R Odvetvia 1, 2 a 3 zmenih svoje

nespravne riadenie investicn tak,

iy
\ %e pri klesani jednotlového zisku

Qj uzZ neinvestuju.
500,
Fl
T Toto je pripad odvetvia 2 Ny
1}
1000, 1600, 200,

k2

Snimka zo STELLY ukazuje vplyv endogénneho riadenia na Odvetvie 2. Pochopitelne
tento prechod na endogénne riadenie méa vplyv na spravanie celkového modelu. Vysledky
experimentu za predpokladu, ze odvetvia 1, 2 a3 presli na endogénne riadenie ukazuje
nasledovna tabul’ka.

dic 1 | -19.520828 K1 | 1fe51.472738 s1 | o.3s0000 Zisk 1 | 187.807133
dk 2 | -18.831358 k2 | 14892.544017 s2 | o.300000 Zisk 2 | 214.188288
dk 3 | -18.128582 k3 | 14812201730 s3 | o.=2s0000 Zisk 3 | 240280305
dic 4 | o138 k4 | 1fe96. 407488 s4 | 0200000 Zisk 4 | 167.320887
dk 5 | 0.34g872 K5 | 11892.587678 s5 | 0150000 Zisk 5 | 214.1688
g1 | 44182381 T1 | 2t138.270888 p | 48.426888 T1 | 2+139.270888
q2 | 43510178 T2 | 2+106.732304 q | 218.435040 T2 | 2+106.732304
q3 | 477873 T3 | 2fce1.581088 dk | s9.2888508 T3 | 2t081.581085
q4 | 44882143 T4 | 2t183.818075 Kk | ot545 393847 T4 | 2+183 818075
q5 | 43503786 Ts | 2106, 758608 ko | sto00.000000 TS | 2t108.756808

Samozrejme, pri praci v STELLE by sa dali zaviest’ aj d’alSie endogénne opatrenia.
Napriklad by sa mohli zaviest’ r6zne typy technického pokroku, menit’ koeficient pruZnosti
substitucie a podobne. To by vSak presiahlo priestorové moznosti tohto prispevku, pretoze
snimky zo STELLY zaberaju vel’a miesta.

ZAVER

Hlavnym cielom predlozeného prispevku bolo poukdzat na nové moznosti analyzy
ekonomickych riadiacich procesov, ktoré poskytuje sucasnd teoreticka a aplikovana
informatika, pokrok v kognitivnych vedach a predovsetkym dnesné vymozenosti IKT. Modely
ktoré sme uviedli v prispevku nemaju riesit’ obsazné problémy, ako by to naznacovali ich
nazvy, ale demonstrovat moznosti dialogu s virtudlnym hospodarstvom skonStruovanom
v softvéri STELLA. Uvedené priklady sme zvolili pre ich vS§eobecnt znamost’ v ekonomickej
komunite resp. v literatare. STELLA softvér sme zvolili pre jej vynimo¢nt ilustrativnost’
a kvalitu modelov, ktoré umoziuje skonStruovat bez akejkol'vek predbeznej zrucnosti
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Vv programovani pocitaca. Ide predovsetkym o také ekonomické problémy riadenia a/lebo
manazovania, ktoré maja zlozitejSiu systémovo-dynamicku povahu.

Systémovo - dynamické modely riadenia napodobniujuce napriklad ucebnicové
ekonomické modely napomahaju rychlejSie, I'ahSie pochopenie predmetnej problematiky
a trvalost’ ziskanych poznatkov. Takéto experimenty vo virtualnej realite pomdzu vel'mi rychlo
odhalit’ mozné chybné postupy a zjavné chyby v ekonomickom uvazovani. Vel’kou vyhodou je
to, Ze model ,,nezabuda‘“ a nepdsobia nan perturbacie, resp. vyrusovanie, ¢o je zase pri ludskom
,hevyzbrojenom* uvazovani celkom bezné. Najvyhodnejsie je pouzivat’ modely skonStruované
v STELLE a podobnych softvéroch pre kvalitativne uvazovanie.

Empirické modelovanie je pravdaze vyhodnejsie riesit’ ekonometrickymi metédami, ¢o
spominany pokrok v informatike a vymozenosti v IKT tiez vynasa na vysSiu troven kvality a
efektivnosti. V danej suvislosti by sme spomenuli napriklad moznosti ekonometrického
modelovania, ktoré prinasa technologia multiparalelnych platforiem. 1de 0 to, Ze aj v slabsich
finanénych podmienkach, ktoré neumoZznuju obstaranie superpocitaca, multiparalelné
platformy v podstate splnia tlohy podobnej naro¢nosti. Napokon vykonnost’ sucasnych PC je
taka dobra, Ze aj vel'mi narocné poziadavky ekonomického modelovania riadiacich procesov
su schopné uspokojivo vyriesit’.
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MONOPOLISTIC MARKET STRUCTURE AND THE FIRMS’
COMPETITIVENESS IN THE GLOBAL FAST FOOD
INDUSTRY: IMPLICATIONS FOR COST, PROFIT AND
REVENUE

Emmanuel Selase Asamoah

Abstract

Purpose of the article - The purpose of this paper is to analyse the monopolistic market structure that
characterizes global fast food industry in order to bring out salient strategies for the firms competitiveness. By
exploring the market structures of the fast food industry, the paper develops specific branding strategies that
firms must implement to increase their competitiveness in the global marketplace.

Scientific aim - This paper expands on fast food marketing by bringing to light the effects of the concept of
market structures in fast food branding. The paper uses the fast food industry as the basis for the analysis
because it operates under the monopolistic structure. Specific microeconomic theory (market structure) is used
for the analysis of the global fast food industry.

Findings — The study found that in the monopolistic market structure that characterized the global fast food
industry, there is opportunity for profit for all fast food firms irrespective of their size. Hence, management of
fast food firms must assess where the strengths and weaknesses of their brand in the market and exploit it fully
to their advantage. In order for fast food firms to stay competitive, pursuing and implementing brand
innovation strategies product development and service delivery is critical. However, this should be pursued
together with advertisements and sales promotions tools. It is also found that, although price may be a
competitive tool, competing based on price alone may not be feasible and it may not guarantee long-term
consumer loyalty in the monopolistic market.

Conclusions — The paper develops specific branding strategies that firms can implement to increase their
bottom line and competitiveness in the global marketplace. It expands on fast food marketing by bringing to
light the effects of the concept of market structures in fast food branding. For managers of fast food firms, it is
important to note that the development of brands and supporting them with appropriate branding strategies
would enable them to gain consumer loyalty and stay relevant in the market in the long term.

Keywords: Market structures, monopolistic, competitiveness, fast food industry

JEL Classification: D40, D43, M21, M31

1 INTRODUCTION

The significant role of market Fast Food has become a global phenomenon and consumption of
fast food forms part of the daily meals of inhabitants of many countries, irrespective of their
level of development (Asamoah and Chovancova, 2011a). This trend has shaped eating habits
of consumers irrespective of their sex, age or economic background as many fast food
enterprises of different sizes are seen in cities and towns all over the world. Consequently, the
marketing practices of firms in the fast food industry have been influenced by consumer
demographic characteristics and/or national cultures. Market structures in international
marketing, paves way for managerial skills and competencies that transcends across countries
(Asamoah and Chovancova, 2011b). As firms explore more opportunities in different countries,
more consumers from different countries are being integrated into the world markets; hence, it
requires an understanding of market structures in order to stay competitive in the global market.
In order for managers to understand markets and development strategies to stay competitive, it
is important to identify the market structure that characterizes the market. According to
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Asamoah (2012), the characteristics of the fast food industry as determined by its market
structure should be taken into consideration when developing the firms branding strategies.
Researches with managers of the fast food industry reveal that, the level of competitiveness has
increased significantly over the last decade as new entrance emerges.

The competitiveness of the fast food industry follows the monopolistic market structure.
Due to the monopolistic nature of the fast food industry, consumers do have options to make
their choices. The characteristic of the monopolistic market structure are as follows:

e Firms have the freedom to enter and exit the market, meaning that, many small firms
can enter the industry and exit at will without causing any major imbalance in the
market.

e The products that are offered by firms are similar but not perfect substitute.

e Consumers perceive non-price differences among the products of competitors'.

e There are many producers and many consumers in the market, and no firm has total
control over the market price.

e The firms have only a degree of control over the price of their products, meaning that
none of them are price takers.

2 AIMS AND OBJECTIVES

The objective of this paper is to analyse the monopolistic market structure and how firms
can be competitive. The study uses the fast food industry as the basis for the analysis since it
follows the monopolistic structure. By exploring the market structures of the fast food industry,
the paper develops specific branding strategies that firms must implement to increase their
competitiveness in the global marketplace. This paper expands on fast food marketing by
bringing to light the effects of the concept of market structures in fast food branding.

3 THE EMERGENCE OF THE FAST FOOD INDUSTRY

The term “Fast food” was known to have been used for the first time in a dictionary by Merriam
—Webster dictionary in 1951 (Merriam-Webster, 2011). Merriam—Webster (2011) defines fast
food as “food that can be prepared and served very quickly.” \Whereas any meal with low
preparation time can be considered as fast food, the term usually refers to meals that are sold in
outlets with low preparation time and also offered to customers in a packaged form for take-out
or take-away. Fast foods are mostly designed for ready availability, use, or consumption and
with little consideration given to quality or significance (Merriam - Webster (2011). Fast food
differs from convenient ready-to-eat-on-the-go confectionary or bakery items like cakes,
biscuits or bread; and snack items such as candies, peas or fruits. In recent times, fast food
outlets are known as Quick Service Restaurants (QSR’s) perhaps to avoid the greasy, unhealthy,
cheap stigma that is associated with the “‘fast food” label. Also, they are often known as “Food
Away from Home” (FAFH) (Islam, Ullah and Abu Nasim, 2010). Park (2004) describes fast
food is an “inexpensive food prepared and served quickly”. The meals provided by fast food
firms are convenient, quick, and usually reasonably priced. Park (2004) further explains that,
fast food differs from other kind of food outside the home in the sense that it is fast and easy to
prepare, providing a common and consistent product and with less cooking time. The products
and services provided by fast food firms are sometimes standardized or customized. Consumers
have the “self-service”” option where they are able to choose the contents of the products at the
premises of the fast food outlet. In some developed countries, especially in the United States,
as part of the marketing strategies of firms and their quest for quicker delivery of service, they
have capitalized on the advances in Information Technology (IT), to enable consumers chose
the contents of their food orders online and have it delivered to them at home or they get to pick
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it up on the premises of the outlet (Asamoah and Chovancova, 2013). This service strategy
complements the regularly brick and mortar service delivery.

In the view of Bender and Bender (1993) fast food is a “general term used for a limited
menu of foods that lend themselves to production-line techniques; suppliers tend to specialize
in products such as hamburgers, pizzas, chicken, or sandwiches.” However, Jekanowski,
Binkley and Eales (2001) indicated that “a major distinguishing factor of fast food from other
types of food away from home is that, it is indeed a fast-near immediate service, which provides
a consistent and popular product.” Usually, due to the standardization of menu and consistency
in quality, just a minimal time is needed to obtain information about food items (Jekanowski,
Binkley and Eales, 2001). Hence, consumers are able to eat and at the same time engage
themselves in some activities like shopping, work or travelling (Jekanowski, Binkley and Eales,
1997). In many fast food outlets, there are options for take-away or drive-through services as
well as option of mass customization (self-service or online) or mass production, either with
the standardization or adaptation approach. There are some characteristics that describe the fast
food industry in whole or partially. The fast food industry is made up of enterprises that sell
meals that are ready to eat immediately. The food items are usually packaged in takeaway
containers. Often there are no table services involved (that is to say that, the food may be eaten
on the premises but there are no waiters or waitresses (Emerson, 1990; Park, 2004). Today, fast
food enterprises come in the form of either kiosks or large elaborate quick service outlets. It is
common to see small fast food outlets on stands or kiosks, which may not provide shelter or
seating (a characteristic of QSR’s). However, large fast food franchises do have seating areas
to accommodate customers who may want to take their meals on the premises.

The food that are provided by fast food enterprises are highly processed and are usually
prepared in an industrial manner. Generally, the food is prepared with standardized ingredients
and a standardized method of cooking and production are used. The final products are usually
delivered in cartons or bags and without cutlery, in a speedy manner so as to minimize cost.
Due to the convenience of products from fast food firms, the industry is very popular and
commercially successful in many modern societies. Some fast food outlets provide “drive-
through” service which allows customers to make their orders and pick them up without coming
out of their vehicles. The nature of fast food products are such that they are eaten “on the go.”
Popular global fast food franchises provide high volume products and services at relatively low
cost/price and high speed. Therefore, the defining characteristics of fast food outlets are
described in four major elements, namely the cost, convenience, price and speed with which
the food is prepared and served. Usually, in order to provide quick service delivery, fast food
meals are prepared before the customer comes into the outlet. However, at many outlets and
drive-ins, it is possible for customers to see the food been prepared or the final product been
packaged before it is delivered. This is usually done to confirm the firms advertising message
that flaunt their hygienic standards.

The rapid expansion of the fast food industry can be partly attributed to the franchising
phenomenon. The modern franchising system in the fast food started with the desire of fast food
firms, especially from United States to expand into other international markets (Asamoah and
Chovancova, 2011a). Generally, the amount of capital required to open a fast food outlet is
relatively low depending on whether one wants to start a new outlet (initial cost depending on
whether is micro, small, medium or large scale) under a new brand name or buy into a franchise.
The franchising system has made it possible for fast food firms to establish restaurant chains
that offer standardized meals in different countries. The large scale fast food firms sometimes
provide drive-through services in their outlets. The market structure of the fast industry means
that it is possible for firms with low capital to enter the market (Asamoah and Chovancova,
2011a). The small scale outlets cater for the needs of local consumers and sometimes the
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younger generation and adults with very tight work schedules. The development of fast food
industry and increasing consumption of fast food is as a result of the many eating moments per
day that forms part of modern lifestyle. Furthermore, the rapid development of fast food
industry has been partly attributed to the faster pace of life in most modern cities that has
generated interest in the finding quicker meal solutions for consumers short lunch hours
(Hanson, 2002). According to Park (2004) when consumers eat out, it gives them the
opportunity to satisfy their hunger at their convenience and pleasure. It serves the function of
social interaction, entertainment, time saving and the transformation of the consumer’s mood.
Also, consumers tend to have an exciting experience, pleasure and a sense of personal well-
being when they visit fast food outlets (Park, 2004).

The fast food industry is such that there are firms of different sizes in operation. They
usually range from small joint usually outlets that are recognized within local communities or
a limited area and are without proper business concepts to recognized and established global
brand names. This paper divides fast food outlets into four different groups based on the
headcount (number of employees) categorization of enterprises by the European Commission
(2003). The categories are as follows:

Table 1: Headcount categorization of enterprises

Enterprise category Headcount ceiling (humber of employees)
Large size > 250

Medium-sized < 250

Small <50

Micro <10

Source: European Commission (2003)

4 SHORT AND LONG RUN OF THE MONOPOLISTIC MARKET

STRUCTURES

It is important to understand the short run and long-run (L-R) periods of the market and its
impact on competitiveness. In the short run, the firm is at equilibrium; hence, it can maximize
its profits and produce the output/quantity where the Marginal Revenue (MR) is equal to its
Marginal Cost (MC). The short-run (S-R) position also means that, the firm is able to accept
prices for its products based on the Average Revenue (AR) curve. The AR curve also represents
the Demand (D) of the market. The difference between the AR and Average Cost (AC) of the
firm gives it a profit. The profit that accrues to the firm in the S-R is termed as abnormal profit.
In figure 1, the abnormal profit is represented by the shaded area between P2 and AC/P1. As the
firm continues to reap abnormal profits in the S-R, the market attract the attention of potential
firms, therefore, the abnormal profit is unsustainable in the L-R. Such is the situation in the
global fast food industry. The trend is the same irrespective of the country and its level of
economic development.
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Figure 1: The short-run position of the fast food firm
Source: Authors impression, adapted from Mankiw (2004)

In the global fast food industry, it is observed that firms enjoy abnormal profits in the S-R.
The continuous abnormal profits enjoyed by firms entice other fast food firms of different sizes
infiltrate the market to compete for a share of the market and profits. This infiltration is possible
because of the freedom of entry and exit that characterized the monopolistic fast food market.
Usually, the large numbers of new entrants are micro and small enterprises (because of the low
initial capital requirement) who sell burgers, sausages, chicken and chips among others. The
new entrants by their small nature operate under various brand names and produce food items
that sometimes reflect the local culture of the country and consumers preferences unlike the
known global fast food brands which is a source of competitiveness for them. Often, the new
entrants operate close to the outlets of the large fast food chains. The micro or small entrant
engage in mild competition to get the attention of consumers and scrap part of the profits of
large scale fast food firms (although very marginal).

However, in the long-run, the cumulative effects from the competition that arise from the
new entrants significantly affect the profit of existing firms. As new firms penetrate the market,
there is an increase in supply which leads to a fall in price. The fall in price causes both the AR
and MR curves to shift inwards because the revenue from each sale becomes lesser than before.
The shifts in the AR and MR curves are shown in Figure 2.

MC

Cost/Revenue

AC

AR1 D (AR)

Output / Sales

Figure 2: Shifts in AR and MR as a result of the new entrants
Source: Authors impression, adapted from Mankiw (2004)
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The availability of more substitute fast food products due to the entrance of new firms
causes the new AR1 (D) curve to be more price elastic. Therefore, the firm reduces output to a
point where MC = MR (Q2). The output Q2 with AR1 = AC is where the firms make a normal
profit. This is depicted in figure 3.

Cost/Revenue MC
AC
AR = AC|—

I
1
1

MR1 ! mMr  ARL D (AR)
1 1

Q2 Q1 Output / Sales

Figure 3: Normal profit position of the firm
Source: Authors impression, adapted from Mankiw (2004)

The result of the entrance of other firms in the market causes the demand curve D (AR) shift
to D (AR1). Figure 4 gives the long-run equilibrium position of the fast food firm.

MC

Cost/Revenue

AC

1
QZ Qutput / Sales

Figure 4: The long-run position of the fast food firm
Source: Authors impression, adapted from Mankiw (2004)

In figure 4, the fast food firm continues to produce at the point where the MC is equal to the
MR. At this point, it is no longer possible for the fast food firm to sell its products above AC;
hence, the firm can no longer claim an economic profit. In other words, there is zero economic
profit at the quantity supplied point where MC=MR. The firm therefore breaks-even in the long-
run as AC= AR= D. Also, P = Q2 at that point and the fast food firm is able to supply just
enough to break-even (Asamoah and Chovancova, 2011a). The AC curve of the firm is
tangential to the demand curve at the output Q2. At the equilibrium position, the number of
firms that can be supported in the fast food market is dependent on factors such as the fixed
costs, economies of scale and the extent of product differentiation. For instance, if the fixed
cost if high, then the market can support fewer firms.
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5 IMPLICATIONS OF THE COST STRUCTURE ON THE FAST FOOD

FIRM

In the global fast food industry, when the firms MR = MC, they are able to maximize their
profits, hence, they do not have any reason to make adjustments to the quantity of output or
their production size. Also, the firms in the industry only earn normal profits because the Price
P = AC. Consequently, given a zero economic profit and no economic losses, there is no
inclination for firms to enter or exit the market. These conditions are satisfied separately. The
Price (P) the firm charge is not equal to MR; therefore, the two equations are not equal. The
implication is that, the monopolistic competition does not achieve the L-R equilibrium at the
minimum efficient scale of production. When firms in the fast food industry are incurring
economic losses, there will be a reversal in the movement towards the L-R equilibrium position,
making some firms exit the market. The reduction in the number of firms that continue to
operate will reduce the aggregate substitutes available for consumers. Consequently, the
demand curve of each of the remaining firms would shift to the right. Furthermore, the price
and output of the existing firms would increase and as the exit of firms continues, the remaining
firms would earn zero economic profit. In the monopolistic market structure, the market power
of the firm implies that, the demand curve of the fast food firm sloops downwards. Hence, the
demand curve is very elastic although not “flat”.

The Price (P) that monopolistically competitive firms charge exceeds the MC thus P > MC;
therefore, the typical monopolistic competition is considered inefficient (Asamoah and
Chovancova, 2011a). The Marginal Benefit (MB) that a consumer receives from an additional
unit of a product or service consumed is represented by its price. However, because the benefit
of consuming an additional unit of a product or service is greater than the MC, the consumers
would be better off if there is an expansion in the market output. The expansion of output would
cause a reduction in the AC, but monopolistically competitive firms will not voluntarily increase
output, mainly because their MR would be less than their MC. Eventually, the price exceeds the
MC in the L-R, implying that consumers’ value additional units which are not being produced
(Colander, 2008). Furthermore, due to the cost incurred in advertising to attract or influence
customers of competing firms, the AC of the fast food enterprise is higher than what pertains in
the pure competition market. Hence, in the fast food industry, there exists a situation of
economic inefficiency because the excess capacity, thus, the quantity that a fast food firm
produces is less than the quantity at which the AC is at its minimum.

In the monopolistic competitive market, it is expected that in the L-R, many firms should
experience break-even, although very theoretical. In reality, some of them gain profits because
they are able to differentiate themselves from the competitors in the market through the building
of a loyal customer base. For example, large scale fast food firms such as KFC and McDonalds
are able to gain normal profits in the long-run unlike the small fast food outlets with no
differentiation strategies. However, some other firms that experience losses in the long-run may
still operate because the normal profits they earn is lower than their opportunity cost of leaving
the market.

The monopolistically competitive fast food industry requires each of the firms to set the
terms of exchange for their products independently, thus, they do not give consideration to the
effect of their decisions on competitors. The characteristic of "many firms" in the monopolistic
market structure means that each firm has the freedom to set the price for their products without
losing their customers and they can also lower their prices without triggering a potentially
damaging price war with competitors (Asamoah and Chovancova, 2011a). This makes the use
of price unsuitable to brand the firm and distinguish it from competitors because the actions of
the firm have a negligible effect on the market. Mostly, the small scale fast food outlets do not
do much strategic decision making and the products that firms offer are undifferentiated from
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each other. This is especially true for the micro and small scale fast food outlets that are usually
recognized within local communities or a limited area, unlike the large fast food chains which
use branding (packaging, logos and names etc.) to differentiate their products.

6 STRATEGIES FOR COMPETITIVE ADVANTAGE

From the analysis above, it is established that the market structure of the global fast food
industry follows a monopolistic structure. Given this significant feature, competing on price
alone is not strategic and prudent for the long-term competitiveness. In the global fast food
industry, buyers know the products that the firms offer, where the products are sold, the
characteristics of the products on offer and their price range. Therefore, the extra value that
comes from how the firms differentiate itself to become distinct in the eyes of consumers is the
source of attraction. The monopolistic competition in the fast food industry is significant to the
firms marketing strategy. It generates a condition where fast food firms have to invest in the
creation of brand names, position and communicating the values of the brand to consumers for
the purposes of differentiation to gain, maintain and increase its market share. Hence, the
branding of the firm and its products and services becomes a source of differentiation for
consumers. The branding strategy is developed from the manipulating of the components of the
marketing mix (thus, product, price, promotion, place, people, process and physical evidence),
as they presents the building blocks around which all branding efforts of the firm revolves
(Kotler, 2011).

Furthermore, the fast food industry is such that, consumers generally do not always
engage ina “rational buying behaviour” but rather “random buying behaviour” (Asamoah and
Chovancova, 2011a). Therefore, it is imperative for the firm to device innovative advertising
strategies that are appealing, persuasive and compelling enough to cause consumers to be drawn
towards the firm’s brand. The use of advertising and sales promotion causes consumers to buy
on impulse without having to do much rational thinking on alternative products or the
opportunity cost of the decision to purchase (Asamoah, 2014; Alden, Steenkamp and Batra,
1999). Also, with market structure of the fast food industry and the perception of consumers
towards fast food products, is it essential for firms in the industry to use innovative and rigorous
marketing campaigns that are aimed at instilling confidence in the market with regards to the
quality and safety of their product.

Faced with a monopolistically competitive industry, consumers have to collect and
process information on the various brands available in order to choose the brand that meets their
expectations. In such instances, the cost of information gathering on a brand or product may
exceed the benefit of consuming it. Both below and above the line communication induces
customers to spend more on products because of the emotional appeal it generates rather than
rational factors. Because there are some unique information processing costs that is associated
with choosing from the different firms in a monopolistically competitive market, consumers
tend to use the information they receive from advertising not only to assess the single brand
advertised, but also to make inferences on the possible existence of other brands in the market.
The use of advertising and other elements of the communication mix is necessary because it is
a proactive way of reducing the cost consumers have to incur in weighing the trade-offs of the
many competing brands before taking a decision to buy, consequently increasing the benefit
the consumer derives (Belch and Belch, 2004).

Although price competition and sales promotion results in short-term gains, it is the
building of loyalty that reaps long-term benefits for the firm. It is important for fast food firms
not to focus their competitiveness only on the basis of price as the firm does not have control
over the market price due to the many producers and sellers in the market. Although pricing is
important, it is even more important to gain market dominance by spending time to brand the
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firm to gain a formidable presence in the market. The communication mix that the firm adopts
at any point of contact with consumers must be branding oriented. That is the only sustainable
means of been competitive in the long-term. Even in cases where the firm focuses on pricing,
it must be geared towards building loyalty in the market by adding extra value to the product
and service delivery. Loyalty building could also be done through customer care by employees
of the firm. The other elements of the marketing mix should also be managed in such a way
that they aid in the branding strategy of the firm. There could be product differentiation, the
good ambience of the fast food outlet, providing compelling experience by given customers
souvenirs and the process of production and delivery should be distinct from what already
prevails in the market. However, the number of distribution channels does not really affect the
brand building of the firm. When brand building is effectively carried out, it differentiates the
firm from the others in the market and makes the firm competitive. Also, consumers tend to be
attracted to the firm in the short and long-term, hence bringing in more returns to firm.

In the international fast food industry, consumers come into contact with different fast
food products and services making it difficult for them to differentiate and make a choice.
Branding is therefore an important competitive tool in the medium and long term.
Consequently, the brands that the firm puts in the market are more important than the product
and service they put in the market. Hence, branding is relevant as it reduces the dilemma that
consumers have to go through in deciphering between the muddle marketing communication
messages that they are confronted with on a daily basis. In the global fast food industry, firms
should focus not only on the regular activities of promotion, but also, they must keep abreast
with changing consumer needs and innovative trends in the global business environment
(Farrell, 2004; Gaston-Breton and Martin, 2011; Kotabe and Helsen, 2010). Aside building a
formidable brand reputation to create an additional value of the firm in the minds of consumers,
other elements like, cost, quality, closeness or proximity and accessibility discount, and taste
factors are vital for the firms’ competitiveness and growth (Asamoah and Chovancova, 2013)

7 IMPLICATIONS FOR MANAGERIAL PRACTICES

The finding from the monopolistic market structure indicates that advertising and other
promotional activities (marketing communication) that fast food firms adopt has a significant
impact on consumer rationality. The marketing communication activities of the firms tend to
cause consumers to buy on impulse, thus defiling the rationality propositions that are put across
by the microeconomic theory of consumer behaviour. The mantra of ‘think globally and act
locally’ applies in this regard. Because of the competition in the fast food industry, it is
important for firms to be innovative in their product development and service delivery whiles
at the same time capitalizing on advertisements and sales promotions (with emphasis on
pricing) tools to increase their bottom-line and stay competitive in the market (Belch and Belch,
2004; Alden, Steenkamp and Batra, 2006; Chaudhuri and Holbrook, 2001). However, as the
monopolistic market structure predicts, competing based on price alone may not be feasible and
it may not guarantee long-term consumer loyalty. Therefore, the development of brands must
be supported with appropriate strategies to gain consumer loyalty and stay competitive in the
L-R.

Branding is a viable source of competitiveness and survival in the fast food market in the
global fast food industry. However, the brand building initiatives must be innovative and
different from what already prevails in the market. It must highlight on the uniqueness of the
products and services the firm provides that are of relevance to consumers to avoid unnecessary
cost, especially for the micro and small firms (Alden, Steenkamp and Batra, 2006; Chaudhuri
and Holbrook, 2001). Although many micro and small enterprises in the fast food industry do
not proactively engage in creating brand names and brand management, the monopolistic
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market structure that characterizes the fast food industry demands that they adopt brand
development and management in their operations irrespective of the size of the firm. This will
guarantee some form of uniqueness of their products and services they offer in the eyes of
consumers. Consequently, managers of fast food firms need to consider their size and resources
and comprehensively assess their strengths and weaknesses in the market and exploit it to
develop their branding strategies. Although, medium-sized and large fast food firms possess
adequate resources for effective branding strategy development and implementation, the
clustered Micro and Small fast food firms possess some advantages that make them competitive
if they are built upon. The survival of Micro and Small fast food firms in the fast food industry
is an indication that, there is room for profit for any firm irrespective of their size (Asamoabh,
2010; Keller, 2003; Strizhakova, Coulter and Price, 2011).

Consumers look out for several product/service factors in order to make their decision to
buy from a particular fast food outlet (Asamoah and Chovancova, 2013). It is not the case for
managers to assume that the fast food industry has become a commodity market. Managers of
fast food firms who understand the factors that are considered important by consumers and
emphasize on those factors in the branding strategies and can also differentiate (actual or
perceived) in their products or service are those who succeed. From a marketing management
point of view, this paper emphasizes the significance of acquiring knowledge and understanding
of the prevailing environment fast food firms operate, especially as they expand in into other
markets. Managers must have a clear understanding of the expectations of customers as
reflected in their cultural orientation and differentiate their product to meet their needs, wants
and preferences (Asamoah and Chovancova, 2013; Cannon and Yaprak, 2011).

There is multiplicity in consumer markets in terms of age, sex, income level among
others. Consumers differ significantly in terms of their needs and wants, demographics,
expectations, buying attitudes, lifestyles resources, geographical locations, and reasons for
buying (Papadopoulos and Martin, 2013; Whitelock and Fastoso, 2007). Hence, fast food firms
irrespective of their size must endeavour to segment the market for targeting and quicker
adaptation (Asamoah and Chovancova, 2013; Papadopoulos and Martin, 2013). The definition
of market segments is for product differentiation from rival products and to serve the needs of
a given segment better than competitors. The unique characteristics such as varied taste and
preferences and frequency of purchase of consumers as determined by their age, sex, income
level as well as cultural underpins means that, global fast food firms must engage in
segmentation and targeting in the implementation of their branding strategy.

Often the marketing strategies of firms are usually targeted at kids, students and young
working adults. Fast food firms must know that children usually do not make purchasing
decisions, their parents or older persons do although they may be the final consumers
(Whitelock and Fastoso, 2007). Designing advertising messages to stimulate the needs of kids
may not necessarily increase sales. Rather, to get the older generation to patronize fast food for
themselves and for their kinds, the nutrition of fast food products must be emphasized in the
firms marketing communications as health and nutrition is the main interest for most adults
who often buy for their kids. This could be applicable to young adults as well although they do
not consider the health implications so much in their buying because they usually want to satisfy
their hunger, save time from cooking, convenience sake and as a form of social gathering
(Asamoah, 2013).

It is important for managers to note that all the aspects of the marketing mix (price,
product, promotion, place, physical evidence, process and people) cannot be considered in
isolation as they are mutually dependent (Asamoah, 2014; Keller, 2003). For instance, it is not
prudent to develop a product without considering the price to charge, where it would be sold,
how it will reach the consumer, how to make people aware of the product, how to make
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employees understand and deliver the product to the customers satisfaction and how to provide
a compelling service to get customers coming after initial purchase. The merging of all these
elements together is a function of a proper planning for consumer markets. The fundamental
essence of marketing planning requires the manipulation of the marketing mix and
incorporating it into the marketing strategy of the firm while tailoring it to meet the needs and
preferences of consumers so as to satisfy them better than competitors (Asamoah, 2014). The
effectiveness of the branding strategy requires a co-ordinated strategy and not a piecemeal
approach. It also requires a realistic evaluation of the market under consideration and consumer
characteristics as predicted by their cultural orientation and a realistic assessment of the firms’
resources and budget.

8 CONCLUSION

In conclusion, the monopolistic market structure that characterized the global fast food industry
is an indication that there is room for profit for all the firms that participate in the market
irrespective of their size. Hence, management of fast food firms must assess where the strengths
and weaknesses of their brand in the market and exploit it fully to their advantage. For fast food
firms to stay competitive, they would need to be innovative in their product development and
service delivery whiles at the same time capitalizing on advertisements and sales promotions
tools to increase their bottom-line. Price may be a competitive tool, but as the monopolistic
market structure predicts, competing based on price alone may not be feasible and it may not
guarantee long-term consumer loyalty. Therefore, for the long term, it behoves on the firm to
develop their brand and support it with appropriate branding strategies to gain consumer loyalty.
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ODHALOVANIE MANIPULACIi S I'JD,AJMI VYKAZOV
UCTOVNEJ ZAVIERKY POUZITIM MODELU
BENEISH M-SCORE A ROXAS M-SCORE

DISCLOSURE OF HANDLING OF FINANCIAL
STATEMENTS DATA USING A MODEL BENEISH M-SCORE
AND ROXAS M-SCORE

Irina Bondareva, Jana Plchova

Abstract

Purpose of the article

The aim of the presented article is to find out the possibilities of using the Beneish M-Score and
Roxas M-score model to reveal the manipulation with the data of the financial statements of Slovak
companies.

Methodology/methods

General methods of scientific work were used in the processing, as well as the Beneisha model.
Scientific aim

The main goal of this paper is to identify the problems of obtaining the necessary data to calculate
the Beneish M-score from publicly available information.

Findings

Investors, creditors and business partners should have reliable information about the partners based
on information from their financial statements so that they can make timely management decisions
in the direction of their financial security. Therefore, it is important to have reliable tools for
assessing the credibility of information sources.

Conclusions (limits, implications etc.)

The model was developed and tested on a sample of U.S. joint stock companies that meet the
requirements of US GAAP. Slovak accounting is focused on IFRS standards. Differences in these
standards may affect the value of the Beneish M-Score. Therefore, the use of this model for Slovak
companies must be approached very carefully as it may provide irrelevant results. However,
business partners should use all possibilities to verify the reliability of the information used and, in
case of doubt, use other methods to analyze the company's financial results.

Keywords: fraud triangle, credibility of financial statements, Beneish M-Score

JEL Classification: B49, D25, G39

UVOD

Prieskum spolo¢nosti PwC o trestnej ¢innosti v oblasti podnikania uvadza, ze miera podvodov
a hospodarska kriminalita vo svete stale dosahuje rekordni mieru a dolieha na spolo¢nosti
vacsmi nez kedykol'vek predtym. Pritom, zo vSetkych evidovanych hospodarskych trestnych
¢inov najvicsie percento predstavuji podvody zo strany odberatel'ov, ktoré zaznamenali rast
nacelom svete z 29 % v r. 2018 na 35 % v r. 2019 (PwC, 2020a). V suvislosti s tym, ziskavanie
a vyhodnocovanie obchodnych a analytickych informacii o obchodnych partneroch je
nevyhnutnou podmienkou zabezpecenia finanénej bezpeénosti kazdej spolo¢nosti, aby mohla
prijimat’ obchodné rozhodnutia na zaklade relevantnych informacii.
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1 CIEL A METODIKA

Ciel'om predlozeného ¢lanku je zistit’ moznosti pouzitia modelu Beneish M-score a Roxas M-
score na odhalenie manipulacii s idajmi vykazov G¢tovnej zavierky slovenskych podnikov.

Podkladové tidaje a data boli Cerpané predovSetkym z verejne dostupnych zdrojov, a to
z Registra Gctovnych zavierok na stranke www.registeruz.sk, z ktorého sme na potrebné
vypocty pouzili Suvahu, Vykaz ziskov a strat a Poznamky. Tiez bolo potrebné vyuzit aj
vnutorné informacie spolo¢nosti, a to Vykaz nékladov podl'a nakladovych stredisk, z ktorého
boli pouzit¢ informacie o rezijnych nakladoch spolocnosti. VSetky materidly a data boli
postupne analyzované a vyhodnocované. Pri spracovani boli vyuzité vSeobecné metody
vedeckej prace, ako aj probit modeli Beneisha a Roxas.

2 VYSLEDKY A DISKUSIA

V stcasnosti je vypracovanych mnozstvo modelov prognézovania moznych financnych
tazkosti spolo¢nosti a jej upadku, napr. Altman Z-Score, Piotrosky F-Score, Tafflerov model,
Springate model, Fulmerov model, Beermanov test, Index bonity, Indexy IN, model Rudolfa
Douchy, Aspekt Global Rating (AGR) a i. (FinAnalysis, n/d.; Zalai, K. a kol., 2016.; Kotuli¢,
R., Kiraly, P., Raj¢aniova, M., 2010 ai.). VSetky tieto modely st zalozené na vypocte
prislusnych ukazovatelov z vykazov Uctovnej zdvierky spolocnosti. AvSak, vysledky Stidie
vykonanej auditorskou spolo¢nostou Pricewaterhouse Coopers ukazuju (2020b), ze 28%
spolocnosti, v ktorych doslo k ekonomickym trestnym ¢inom, poskytli zmanipulované udaje
vo vykazoch uctovnej zavierky a existuje tendencia rastu takychto manipulacii.

2.1 PRICINY MANIPULACII S FINANCNYMI UDAJMI

Ciele, moznosti a odovodnenie manipulacii s G€tovnymi vykazmi su znazorneny v tzv.
trojuholniku podvodov (fraud triangle), ktory vyvinul Donald Cressey v r. 1973 (Obr. 1.). Pre
manipulaciu s finanénymi ukazovatelmi musia existovat’ vSetky tri prvky.

Moznosti Odovodnenie
Podvody

Tlakv/Motivacia

Obr. 1: Trojuholnik podvodov Donalda Cressey
Zdroj: Singleton T.W. & Signleton A.J., 2010

Tlaky, resp. motivacia manipulacii. Prvok tvorivosti v tictovnictve existuje vzdy, ale jej
rozsah, ciele a dosledky moZzu do istej miery odporovat’ principom objektivnosti a
spolahlivosti G¢tovnictva. Neriedko tvoria ukazovatele Gctovnych vykazov skor pozadovany
ako skuto¢ny obraz financ¢nej situdcie spolo¢nosti. Kreativne uctovnictvo obycajne zamerané
na prezentaciu majetkovej a finan¢nej situacie spolo¢nosti na pozadovanej resp. vhodnej trovni
a takéto manipulécie s udajmi vykazov uctovnej zavierky nemusia byt vzdy v ramci platnych
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predpisov. Tlaky mo6zu vznikat' ako na internej tak aj na externej urovni (napr. klesa trhova
hodnota akcii, vzniknuta uverova kriza a i.)

Moznosti manipuldcii vo viacerych pripadoch vznikaju pri oslabeni vnutornej kontroly,
znizeni rozpoc¢tu na nestranny audit a pod. K naj¢astej$im prejavom kreativneho uctovnictva
patri:
manipulacia so ziskom;
manipuldcia s trzbami;
manipulacia s ocenovanim majetku;
tvorba skrytych rezerv;
tvorba mimo stvahovych zdrojov financovania.

Odovodnenie manipulacii. Ma dva aspekty. Jednak, vysledky manipulacii by
prevazovali nad moznost'ou ich odhalenia. Po druhé manipulacie treba odovodnit. Dévody
mozu byt rozne. Casto je kreativne iétovnictvo nasmerované na vytvorenie lepsieho obrazu
0 financnej situdcii spolo¢nosti, ako je v skutoCnosti napr. s cielom prildkat' investorov
a veritel'ov, zdovodnit’ vy§ku odmeny pre manazérov, zachranit’ postavenie spolo¢nosti a .
Zvysenie vnutornych a externych tlakov a oslabenie kontroly poskytuje viac prilezitosti na
manipulacie s finanénymi tdajmi.

Naésledne, investori, veritelia a obchodni partneri, ktori méju vztahy s podobnymi
spolo¢nostami, nemo6zu sa spolahntt’ na informécie ich uc¢tovnych vykazov a prijat’ spravne
riadiace rozhodnutia v smere svojej finan¢nej bezpecnosti.

2.2 MOZNOSTI HODNOTENIA DOVERYHODNOSTI INFORMACII UCTOVNYCH
VYKAZOV

V sucasnosti je navrhnutych mnozstvo modelov, ktoré umoznuji identifikovat’ takéto
manipulacie pomocou diskrimina¢nych modelov, napr. Beneish, M. (1999); Dechow, Larson,
Ge, Sloan, (2009); Gaganis, (2009); Kaminski, Wetzel, a Guan, (2004); Roxas, M. (2011);
Summers, Sweeney, (1998); a i. a tiez technologii neuronovych sieti, napr. Green, Choi, (1997);
Fanning, Cogger, (1998); Lin, (2003) a i.

Model hodnotenia kvality uctovnych vykazov, z pohladu falSovania, resp. manipulécii
s tdajmi, navrhnuty prof. M. Benishom (Beneish M-Score), je jednym z najspol’ahlivejsich a
Vv 89,5% pripadoch spravne ohodnoti, ze spolo¢nost’ manipulovala s finanénymi tdajmi
(Feruleva, N. a Shtefan, M., 2017).

Pri hodnoteni tdajov od 2400 americkych spoloc¢nosti sa zistil vztah medzi
pravdepodobnostou manipulacii s vykazmi uctovnej zavierky a s jednotlivymi finanénymi
ukazovatel'mi spolo¢nosti. Premenné hodnoty modelu st navrhnuté tak, aby zachytavali bud’
narusenia U¢tovnej zavierky, ktoré mézu vyplynat’ z manipulacie, alebo predpoklady, ktoré by
spolo¢nosti mohli podnietit’ k takejto ¢innosti. Vysledky naznacuju systematicky vzt'ah medzi
pravdepodobnostou manipuldcie a niektorymi finanénymi ukazovatelmi. Hodnoty tychto
finan¢nych ukazovatel'ov predstavuju tzv. ,,Cervené vlajky*, prevysenie ich hrani¢nych hodnot
moze sved¢it’ o manipulaciach s uctovnymi vykazmi. Probit model Beneish M-Score obsahuje
8 finan¢nych ukazovatel'ov (Obr. 2). Beneish dospel k zéveru, Ze tieto ictovné udaje poskytujua
uzitoéné informdcie externym pouzivatelom na postdenie spolahlivosti finan¢ného
vykaznictva a moZu byt identifikovani potencidlni manipulatori s tymito udajmi.

Finan¢né ukazovatele do probit modelu boli vybrané tak, Ze zainteresované strany ich
mozu vypocitat’ na zédklade informacii uvedenych v uctovnych vykazoch, ktoré su povinne
zverejnené. V SR od r. 2014 sa vykazy uctovnej zavierky spolocnosti zverejiiuju v Registri
uctovnych zavierok na stranke www.registeruz.sk, ktory bol zriadeny zakonom ¢&. 431/2002 Z.
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z. o uctovnictve v zneni neskorSich predpisov. Register uctovnych zavierok zlepsuje dostupnost’
a kvalitu informacii o uctovnych jednotkéach pre obchodnych partnerov, investorov a veritelov.

Beneish

M-score

Obr. 2: Komponenty modelu Beneish M-score
Zdroj: autor na zaklade Beneish, 1999

DSRI — Index doby obratu pohl'adavok vypocitany ako:
DSRI = (Cisté pohladavky +/ Trzby v) / (Cisté pohladavky 11/ Trzby 11)

Cisté pohl'adavky sa vzt'ahuju na Cisti sumu penazi zostavajiucu po odpocitani rezervy
na nedobytné pohl'adavky. Primarne sa pouziva v podnikoch, ktoré predavaju na tiver.

Cisté pohladavky (Pohladavky kratkodobé z obchodného styku netto) = Celkovd hodnota
pohladavok — Hodnota nedobytnych pohladavok

Hodnota ukazovatel'a DSRI > 1 naznacuje, Ze podiel Cistych pohladavok v trzbach sa
zvys$il v porovnani s minulym rokom. To m6Ze naznacovat’, Ze spolo¢nost’ sa snazi zvysit’ trzby
tym, Ze zakaznikom poskytuje dlhSiu lehotu splatnosti faktar za tovar.

GMI —Index rentability vynosov vypocitany ako:

GMI = [(Vynosy z h.¢.+1 — Naklady na h.¢.«1) / Vynosy z h.¢.t+1] |
[(Vynosy z h.¢.« — Naklady na h.c.1) / Vynosy z h.c.t]

Hodnota ukazovatel'a GMI > 1 naznacuje, ze ziskovost’ spolo¢nosti sa zhorsila. Toto je
negativny faktor, pretoze podla Statistik je pravdepodobnejSie, ze spolo¢nosti s horSimi
vyhliadkami ¢asto manipuluju s finanénymi vykazmi.

AQI — Index kvality aktivov vypocitany ako:

AQIl = [1 - (Obezny majetokt + Neobezny majetoky) / Aktivar] |
[1 - (Obezny majetoki1 + Neobezny majetokt.1) / Aktivar.1)]
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Hodnota ukazovatela AQI > 1 naznacuje rast aktiv s neistou kvalitou v struktiare aktiv
spoloc¢nosti.

SGI — Index rastu trzieb vypocitany ako:
SGI = Trzbyt / Trzbyta

Pri hodnote ukazovatel'a SGI > 1 trzby spolo¢nosti v porovnani s predchadzajicim
rokom rastu. Model berie do Gvahy, Ze pri vysokej miere rastu predaja spolo¢nost’ moze robit’
manipulacie finan¢nych ukazovatel'ov tak, aby rast trzieb vykazovala aj d’alej na vysokej
urovni.

DEPI — Index odpisov vypocitany ako:
DEPI = [Odpisyt.1 / (DNM a DHM¢.1 + Odpisyt.1)] / [Odpisy: / (DNM a DHM; + Odpisyt)]

Pri hodnote ukazovatela DEPl > 1 sa miera odpisovania spomalila. Spolo¢nost’
revidovala dobu odpisovania dlhodobého nehmotného majetku (DNM) a dlhodobého
hmotného majetku (DHM) smerom nahor, ¢im znizila planované naklady a sa snazi takto zvysit’
zisk, vykazovany vo vykazoch Gétovnej zavierky.

SGAI — Index rezijnych nakladov vypocitany ako:
SGAI = (Rezijne nadkladyt | Trzby t) / (RezZijne nakladyra / Trzbyr1)
Pri SGAI > 1 sa podiel rezijnych nakladov v trzbach spolo¢nosti zvysili v porovnani s
predchédzajicim rokom. Takyto neprimerany rast sa povazuje za negativny faktor a tym rastie
pravdepodobnost’, Ze spolo¢nost’ manipuluje s finan¢nymi tidajmi.

TATA — Index kvality vysledku hospodarenia vypocitany ako:

TATA = (Vysledok hospoddrenia 7 h.¢. po zdaneniy — Cisty Cash Flowtz prevadzkovej
cinnostiy) / Celkové aktivay

Cim je pomer vyssi, tym je pravdepodobnejsie, ze podnik sa pri vykazovani zisku
spolieha na prijmy, ktoré eSte nedostal, a vydavky, ktoré eSte nezaplatil. Ked’ ukazovatel TATA
> 1, stupen, v akom peniaze tvoria deklarovany vysledok hospodarenia, klesa, co naznacuju
vys$iu pravdepodobnost’ manipulacie s vysledkom hospodarenia.

LVGI — Index financ¢nej paky vypocitany ako:

LVGI = [(DIhodobé zaviizky: + Kratkodobé zaviizkyy) / Aktivai] |
[(Dlhodobé zavizky.1 + Kratkodobé zdviizkyry) / Aktivai]

Hodnota ukazovatela LVGI > 1 naznaCuje, Ze spolo¢nost medziro¢ne zvysila

zadlzenost. Cim je vy$si index LVGI, tym viac sa zvysila finanéna paka. ZvySovanie pakového
efektu moze spolocnost’ tladit’ k manipulécii s vynosmi (prijmami).
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V studii Beneisha su ur¢ené aj referenéné hodnoty jednotlivych indexov M-Score, ktoré
ukazuju na mozné manipulacie s finanénymi udajmi. Ked vypocitané indexy zodpovedaju
referencnym hodnotam, ktoré su uvedené v Tab. 1, modZe to svedCit o manipulaciach
S prislusnymi financnymi ukazovatel'mi. Preto pri hodnoteni M-Score sa odporuca ohodnotit’
aj jednotlivé indexy s cielom odhalenia moznych Ciastkovych problémov.

Tab. 1: Referen¢né hodnoty indexov modelu Beneisha M-Score

Index DSRI GMI AQI SGl DEPI | SGAI | LVGI | TATA | M-Score
Referencne >1,031 | >1.014 | >1.039 | >1.134 | >1 >1 <1 >0.018 | >-2.22
hodnoty

Zdroj: Roxas, 2011

Konsolidovany index 8-indexovy Beneish M-Skére hodnotenia pravdepodobnosti
manipulécii spolo¢nosti s vykazmi uctovnej zadvierky ma vzorec:

M-Score = — 4,84 + 0,92 - DSRI + 0,528 - GMI + 0,404 - AQI + 0,892 - SGI + 0,115 - DEPI - 0,172 -
SGAI + 4,679 - TATA — 0,327 - LVGI

Bolo zistené, Ze hodnota konsolidovaného indexu 8-indexového M-Score pre
spolo¢nosti, ktoré nemanipulovali s vykazmi by nemala presiahnut’ hodnotu —2,22, inak je
pravdepodobné, Ze spolo¢nost’ manipuluje s finanénymi dajmi. Interpretacia M-Score je
znazornena na Obr. 2.

nie je manipulator Seda zona pravdepodobne manipulator
-2,22 -1,78

Obr. 2: Interpretacia 8-indexového Beneish M-Score
Zdroj: autor na zaklade Beneish, 1999

e M-Score menej ako —2,22 naznacuje, ze spolo¢nost’ nie je manipulatorom;

e M-Score viac ako — 2,22 a menej ako —1,78 je Seda zona, manipulédcie sit mozné;

e M-Score viac ako -1,78 naznaCuje, Ze spoloCnost je s najvacSou
pravdepodobnost’ou manipulator.

Beneish (1999) verifikoval svoj model s ¢asovym odstupom a zistil, ze vo svojej $tadii
nespravne klasifikoval 26 % manipulatorov a 13,8 % nemanipulatorov. Model Benisha bol
aktualizovany prof. Roxas, M. (2011), ktora testovala model Beneisha M-Score a z modelu
boli vylucené indexy SGAIL TATA a LVGI, nakolko tieto boli kvalifikované ako irelevantné.
Roxas, M. (2011) ukazuje, ze 5-indexovy model M-Score lepsie klasifikuje manipulatorov,
ako 8-indexovy model.

Aktualizovany 5-indexovy model M-Score hodnotenia pravdepodobnosti manipulacii
spolo¢nosti s vykazmi uctovnej zavierky ma vzorec:

M-Score = —6,065 + 0,823DSRI + 0,906GMI + 0,593AQI + 0,717SGI +0,107DEPI

Hodnota konsolidovaného 5-indexového M-Score pre spolocnosti, ktoré
nemanipulovali s vykazmi, by nemala presiahnut’ —2,76, v opa¢nom pripade to ukazuje na
pravdepodobnost’ skreslenia udajov uctovnej zévierky.
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2.3 HODNOTENIE VYKAZOV SPOLOCNOSTI NT, A.S. S POUZITIM MODELU
M-SCORE

Dolezitym krokom postupu finan¢nej analyzy spolo¢nosti je hodnotenie doveryhodnosti
informécii. Bezné hodnotenie doveryhodnosti informacii na Slovensku sa realizuje obycajne
pomocou nezavislého auditu. Prispevok analyzuje pouzitie modelu M-Score na analyzu
doveryhodnosti vykazov Gétovnej zavierky vybranej slovenskej akciovej spolo¢nosti. Cinnost’
spolo¢nosti je zamerana na oblast’ nuklearnej mediciny.

V sucasnosti internet poskytuje moznosti vypoctu 8-indexového M-Score pomocou
Beneish M-Score Calculator (Corporate Finance Institute, n/d; Kelley School of Business, n/d
a i.). Vyuzili sme kalkulétor, ktory pontka Kelley School of Business.

Do prislusnych poli¢iek kalkulatora sa vkladaju vstupné tidaje analyzovanej spolo¢nosti
(Obr. 3). Zdrojom informacii boli vykazy Gétovnej zavierky, ktoré spoloénost NT, a.s.?
zverejiiuje na stranke www.registeruz.sk. Knim patria: stvaha, vykaz ziskov a strat
a poznamky, vratané prehladu penaznych tokov. Taktiez boli pouzité interné informacie
spolo¢nosti v oblasti i¢tovania nakladov.

@ Beneish M-Score Calculator Kell X

& > C & appskelleyiu.edu/Beneish/MScore/MScorelnput

BENEISH M-SCORE CALCULATOR

1. Input the twelve (12) required financial statement data items for any two consecutive years, The M-Score will be computed as of the current year. The data need not be based on annual data
you can use latest (or trailing) twelve-months if you are willing to accordingly aggregate data from the income and cash flow statements.

2. The data can be input using any currency or units {thousands, millions) so long as currency and units are kept the same for all input numbers.

3. The calculator computes the M-Score, the odds ratio that the firm is a manipulator, and provides an assessment based on whether the model's variables are out of line relative to sample
averages. The M-Score is calculated as in Beneish, Lee Nichols 2013, Financial Analysts Journal.

4. The use of the calculator isilustrated with data from the Sunbeam case; the input and output are reproduced i the Sunbeam example.

NT, a.s.

Financial Statement Inputs

2019 2018 Acceptable Input

Acc. Receivable (Trade), Net 534438 447314 >0

Current Assets 1486125 1986411 >0

Current Liabilities 887841 526981 >0

Total Assets 39414536 40777846 >0

PPE Net 37872523 38745437 >0

Long Term Debt 475075 474981 >=0

Sales (Net) 6917256 6567212 >0

Depreciation Expense 1343612 1318379 >0

Cost of Goods Sold 6703685 6537493 >0

SGA Expense 1683475 1286046 >0

CFO 632319 897722 Any number

Net Income (excl. Extr. Items) 248306 5095 Any number

SK Slovencina (Slovensko)  (2) Pomocnik =

B ELOEDT O

2 |
21.1. 201

Obr. 3 : Vstupné udaje na vypocet 8-indexového M-score spolo¢nosti NT, a.s.
Zdroj: autor na zdklade Kelley School of Business, n/d

Naésledne kalkulator vydava vystupné informacie (Obr. 4), ku ktorym patri vypocet
jednotlivych prvkov M-Score aich posudenie, dalej M-score ajeho interpretacia,
pravdepodobnost’ vzniku manipulacii (Estimated Probability) a tiez hodnotenie Sanci na ich
vyskyt (Odds ratio).

2 Na ziadost vedenia nazov spolo¢nosti bol zmeneny
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o s — il
) ol )
- @ Beneish M-Score Calculator: Kell X [ + 11 - N '_" 2
S S C & appskelley.iu.edu/Beneish/MScore/MScorelnput B x BN
Prilepit
Beneish M-Score Calculator =
i Perform New Calculation N
NT, a.s.
Analysis Variable Assessment Additional Computations 2019 2018
| Day Sales in Receivable Index 1.134 Assess revenue recognition Days in receivables 27.81 24.52
2 Gross Margin Index 0.230 Neutral Gross Margin 3.1% 0.5%
Asset Quality Index 1.258 Assess expense capitalization Depreciation Rate 3.4% 3.3%
& Sales Growth Index 1.053 Neutral Capital Intensity (PPE/A) 96.1% 95.0%
; Depreciation Index 0.960 Neutral SG&A to Sales 24.3% 19.6%
< SG&A Index 1.243 Increasing expenses Leverage ((CL+LTD/A)) 3.5% 3.4%
i Accruals to Total Assets -0.010 Neutral Accruals to total assets 1.0% -2.2% =
; Leverage Index 1.006 Neutral Profit Margin (NI/S) 3.6% 0.1%
- Asset Turnover (S/A) 0.18 0.16
= M-Score -2.705 No manipulation Return on Assets (NI/A) 0.6% 0.0%
Estimated Probability 0.003 Return on Equity (NI/SE) 0.7% 0.0%
z Odds Ratio | 050t01 |
Interpreting the M-Score MI ]
? M-Score is a transformation of the estimated probability of *
: | manipulation implied by firm characteristics. .| (:
Strana: 72 — SR Slovencing (SIovensko) 2 - o)
- 1624 |

B EO®0F O

27.1.201

Obr. 4: Hodnotenie 8-indexového Beneish M-Score spolo¢nosti NT, a.s.
Zdroj: autor na zdklade Kelley School of Business, n/d

Porovnanie vystupnych indexov modelu Beneish M-Score s referen¢nymi hodnotami
aich posudenie je uvedené v Tab.2.

Tab. 2: Hodnoty indexov modelu Beneisha M-Score spol. NT, a.s.

Index DSRI GMI AQI SGI DEPI SGAI LVGI TATA
Referenéna >1,031 >1.014 >1.039 >1.134 >1 >1 <1 >0.018
hodnota
NT, a.s. 1,134 0,23 1,258 1,053 0,96 1,243 1,006 -0,01
Hodnotenie Presahuje Neutralny | Presahuje Neutralny | Neutralny | Presahuje | Neutralny | Neutrdlny
Odportcania | Posudit’ Posudit’ Rast
na analyzu vykazovanie kapitalizaciu nakladov

Vynosov nakladov

Konsolidovany 8-indexovy M-Score spolo¢nosti NT, a.s. ma hodnotu -2,705. Hodnota
M-Score niz§ia ako —2,22 predpoklada, ze spolo¢nost’ nie je manipulatorom finanénych
ukazovatel'ov preukdzanych vo vykazoch G¢tovnej zavierky.

Konsolidovany 5-indexovy M-Score spolo¢nosti NT, a.s. ma hodnotu:

M-Score = —6,065 + 0,823-1,134 + 0,906-0,23 + 0,593-1,258 + 0,717-1,053 +0,107-0,96 = -3,32

Hodnota konsolidovaného 5-indexoveho M-Score pre spolo¢nosti, ktoré
nemanipulovali s vykazmi by nemala presiahnut’ —2,76. 5-indexovy model M-Score navrhnuty
M. Roxas potvrdzuje vysledky 8-indexového modelu M-Score, ze spolocnost  NT, a.s.
nemanipuluje s finanénymi idajmi. Avsak ukazovatele vyuzité pri vypocte indexov DSRI, AQI
a SGAI potrebuji podrobnejsiu analyzu.
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ZAVER

Model Beneisha M-Score bol vytvoreny a testovany na vzorke americkych akciovych
spolo¢nosti, ktorych uctovné vykazy zodpovedaju poziadavkam Standardov US GAAP.
Slovenské uctovnictvo je orientované na Standardy IFRS. Aj ked konvergencia IFRS a
US GAAP pokracuje, medzi tymito dvoma systémami Standardov stale pretrvavaju vel'ké
rozdiely. Rozdiely v tychto standardoch m6zu mat’ vplyv na vypocitané indexy (napr. IFRS
pripustaju precenenie majetku, GAAP to zakazuju; st rozdiely v moznosti pouzitia metod
ocefiovania zasob; st rozdiely v Giétovani nakladov na vyvoj a i.). Dalej, vo verejne dostupnych
vykazoch uctovnej zavierky slovenskych spolo¢nosti sa neuvadzaju rezijné naklady (Sales,
General, and Administrative Expenses), preto sa neda vypocitat index SGAI z verejne
dostupnych informacii.

Okrem toho, koeficienty indexov pouzitych v modeli, konstantna hodnota M-Score
areferen¢né hodnoty by mali byt otestované na relativnej vzorke slovenskych podnikov.
Sucasna uctovnicka prax ukazuje, ze slovenské spolo¢nosti maju snahu upravovat’ financné
ukazovatele, ktoré maju vplyv na vypocet vysledku hospodarenia, skor v smere zniZenia
zékladu dani z prijmov (optimalizacia dani), nie v smere zlepSovania finan¢nych vysledkov.

Takze k pouzitiu tohto modelu pre slovenské spolocnosti treba pristupovat’ vel'mi
opatrne, nakol’ko moéze poskytnit’ nerelevantné vysledky. Model M-Score mozno klasifikovat’
ako rychle hodnotenie nie len doveryhodnosti, ale aj financného stavu spolo¢nosti nakol'ko
spolo¢nost’ s dobrymi vysledkami ¢innosti nema zaujem skresl'ovat’ finanéné udaje. Vypocet
M-Score je mozné doplnit’ vypoétami Altmanovho Z-Score (pre hodnotenie rizika bankrotu) a
Piotroskiho F-Score (pre hodnotenie finan¢nej stability), ktoré umoznia investorom, veritelom
a obchodnym partnerom komplexnejSie hodnotenie ich obchodného partnera.
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THE INFLUENCE OF SUPPLY CHAIN PERFORMANCE ON
COMPANY TURNOVER

Jan Huckenbeck

Abstract. In recent years Supply Chain Management has become an important success factor in
companies around the globe. Surveys in different businesses show that Supply Chain Management
is already an executive board function for many companies. Especially in US companies, logistics
has a higher hierarchical position than in other countries like Germany or China.® The movement
of goods has become global, and the focus of logistics has moved from a single company to the
whole value chain from raw material supplier to end-customer. This means, not only single
companies challenge each other, but value chain as a whole.* Due to the Supply Chain importance,
there are different researches which analyze the contribution of Supply Chain performance on a
company’s success, but with different outcomes and input parameters. According to a literature
research there is a variety of influencing factors which impact the outcome of the analysis as well
as the used method itself. Furthermore, there are many different metrics used in actual literature to
measure Supply Chain performance. Due to the huge range of Supply Chain metrics as well as
different strategic approaches it is a challenge for Supply Chain Managers to sharpen the focus on
specific Supply Chain metrics and to prioritize accordingly while setting up a Supply Chain strategy.
As the increase of company sales is clearly one of the most important strategic goals of each
enterprise, knowing if and under which circumstances the Supply Chain performance can make a
difference is very important.

Purpose of the article is defining the most important Supply Chain performance metric and
analyzing the impact on company sales by this in specific. A second purpose is the practical
approach for Supply Chain managers to prioritize specific metrics according to the company value
impact.

Methodology/methods. The scientific methods in the existing literature analysis vary and lead to
different results. This article defines delivery reliability as the most important performance metric
by a qualitative literature research and conducts a statistical data correlation analysis on company
sales using the Pearson correlation factor. The industry sector is the German building industry.
Scientific aim. The scientific aim of this article is to close the actual gap in scientific research
regarding the contribution of delivery reliability on company sales by a data driven methodology.
Existing analysis are rarely data based and focused on a clear correlation between one Supply
Chain metric and company economic value.

Findings The outcome of the research is, that there is no or very little statistical correlation between
delivery reliability and company sales. Nevertheless, there is a moderate correlation for articles
that are new to the market, resulting in the proposal to focus specifically on logistics performance
for those.

Conclusions (limits, implications etc) The moderate correlation of delivery reliability and company
sales for new market introduced articles leads to the conclusion that companies should focus on
Supply Chain performance in specific for product launches. In terms of sales increase, there is no
specific need to focus on mature life cycle article. Hence, other researches prove, that there is a
indirect impact of delivery performance on costs, resulting in the need to still focus on the Supply
Chain performance of all articles.

Keywords Supply Chain Management, SCOR, Supply Chain metrics, Pearson correlation, On time delivery
JEL classification: E23, L11, L21, L25, 014

3 Gobl et al. (2019, p. 151).
4 Nyhuis (2008, p. 17).
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INTRODUCTION

In surveys, almost all economic sectors rank the importance of Supply Chain Management
either high or very high. Major industries with very high Supply Chain relevance are
automotive, logistics and wholesale.®> The two main characteristics or the strategic focus can be
different according to the specific industry. The automotive industry focuses its logistics on
cost reduction whereas logistics services play a minor role. In the wholesale business, the
logistics focus is on costs as well as on logistics services.® Higher importance of logistics costs
led to logistics costs reduction in recent years, supporting companies to be more profitable.
Between 1990 and 2008 the percentage of logistics costs on total company costs in German
manufacturing industry has reduced from 15% to 7% and in the wholesale business from 23%
down to 16%.” Researches in Japan illustrate the same trend during the last decades.® As Supply
Chain Management generates higher profits by lowering costs, more and more companies
implement a strategic Supply Chain Management.®

There are different analytical reviews on Supply Chain contribution to company value
in literature, showing either quantitative or qualitative results which are then measurable or not.
In the next section the different researches are reviewed in detail.

One often quoted and important data analytical approach to measure the relevance of
Supply Chain Management is by Ellinger 2012. In his research Ellinger proves, that companies
having a higher degree of Supply Chain competency also recognize a higher level a customer
satisfaction and furthermore a higher shareholder value. The Supply Chain competency in this
case is based on the “Gartner Supply Chain ranking” and the customer satisfaction on the
“ACSI” — the American customer satisfaction index by the quality research center at the
University of Michigan. The industry sector of the research is numerous but focused on
American market.°

Dehler 2001 uses expert interviews and surveys to determine a similar result as Ellinger.
The research results illustrate that the overall company success is highly influenced by logistics
performance. According to Dehler, economic success by logistics is indirect, meaning that high
logistics performance leads to higher customer relationship and satisfaction, resulting in
increased sales. Furthermore, flexibility or adaptability is also an important factor which is
influenced by Supply Chain Management: In high dynamic markets the relevance of logistics
performance is very high for companies.?

Windt and Wittekindt (2003) investigate if the optimization of logistics performance
can secure company success. A case study was conducted in a specific company of the
manufacturing industry. A specific focus was on the optimization of lead time and delivery
reliability. The study result shows that there is not only a relevance of lead time improvement
but also on the chronological order of logistics performance parameters. Hence, parameters
like logistics quality and lead time need to be improved in the first place before focusing on
cost reduction. Windt and Wittekindt point out that lead time in specific has a relevant influence
on sales as this parameter is highly recognized when performing better than competitors.*?

5 Gopfert et al. (2017, p. 6).

6 Seeck (2010, p. 31).

" Krapp (2018, p. 60).

8 Nakano (2020, p. 42).

® Werner (2017, p. 1).

10 Ellinger et al. (2012).

11 Dehler (2001).

12 Windt et al. (2003, p. 109).

45



MANazZment a EKOnomika ISSN 1337-9488
Journal of MANagement and ECOnomics MANEKO: 2021.01

Abels (2001) proves in his case study at an automotive industry supplier in Germany
that there is a clear correlation between stock management and company turnover.*® In this
specific case the main focus was on a stock optimization project to reduce stock levels but also
increase material availability. Using the ABC/XYZ classification, Abels reduced stock levels
by 10% and increased sales by 10% simultaneously within six months. This material
management concept is based on a classification of each article with a definition of material
availability. “A” classified articles account for 80% of company sales and need to have a very
high availability whereas “C” articles are rather accepted to be out of stock. As only 15% of
Stock Keeping Units (SKUs) account for more than 80% of turnover, the stock of these SKUs
needs to be higher to secure availability, whereas the higher number of SKUs can be of lower
stock value. After already twenty years of this case study one can say that this material
management approach has become a standard way to organize stock levels for secure delivery
performance.

Li et al. (2006) gives another evidence by data analysis: a higher level of SCM practice
like Supplier Partnership or customer relation management can lead to competitive advantage.
In this research the framework focusses on Strategic Supplier Partnership like information
sharing as well as the quality of information sharing and customer relationship. The outcome is
that the organizational performance like financial parameters are impacted. A direct impact can
also be found at competitive advantages like “time to market” or pricing, which indirectly
impacts the organizational performance again. This result shows parallels to Dehler 2001.4

Gunasekaran et al. (2004) presents another dimension of Supply Chain Management in
his research, focusing more on the strategic aspect of Key Performance Indicators (KPIs) and
Supply Chain parameters. Using the four main processes from the Supply Chain Operations
Reference (SCOR) model: Plan, Source, Make and Deliver, a survey is conducted asking for
the main metrics of each section. In terms of the process “Deliver” the metrics “On time
delivery” or “quality of delivered goods” are of utmost importance. Knowing which metrics
account for most performance, KPIs be better determined and focused on. 76% of the responses
confirm that there is a Return of Investment (ROI) by implementing better Supply Chain
practices. Furthermore, 66% of respondents see a positive impact on market share.*®

In contrast to the previous studies Toyli et al. (2008) finds no statistical evidence that
there is a positive impact of logistics performance and company profitability or sales growth.
In the research logistics performance parameters like service level, operational metrics and
logistics costs are analyzed. Both dimensions, financial and logistics performance, are analyzed
using the Pearson and Spearman correlation factor. Toyli argues that a reason for this can be
the small geographical sample: Finish market as well as the low level of logistics performance.
It appears that there are scale affects resulting in lower logistics costs for example at bigger
companies. This can be a factor in previous results of Ellinger et al. where only massive sized
market leading companies have been analyzed.®

So far, the identified research mostly showed a positive impact of Supply Chain
parameters on company performance, but there is a negative impact in case of disruption in the
Supply Chain. Those disruptions have been analyzed by Hendricks and Singhal (2005) in an
empirical data analysis on various industries. The outcome of this research is giving the result
of a drawdown of nearly 40% of stock returns based on negative Supply Chain effects. The fact
that stock prices are used to measure the effect of Supply Chain events shows that only bigger
companies like Motorola or Boeing have been taken in account. Furthermore, these negative

13 Abels (2001, p. 783).

“ Ljetal. (2006, p. 107).

15 Gunasekaran et al. (2004, p. 345).
16 Toyli et al. (2008, p. 73).
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effects occur about one year in advance as well as two years after the main Supply Chain
disruption.’

Following Abel’s case study from 2001, Wetzel and Movcharenko (2019) also show
that the right sizing of working capital has a positive impact towards company value. In this
case the metric “Cash-to-Cash” cycle time is analyzed. The sweet spot of “C2C” Cycle time is
defined at 75 days having the most positive impact on the return on capital employed “ROCE”.
The difference to previous researches is that this result does not follow the “the more the better”
principle. The reduction of working capital only has a positive impact until a certain level.
Possible solutions for Supply Chain optimizations can be the integration of suppliers and
customers in the Supply Chain network. The company “Nestle” is used as an example in this
case. Like Li et al. illustrated in 2006 Supply Chain partnering and customer relation
management have positive impacts on the company value in terms of Supply Chain network
optimizations.8

Gopfert (2019) analysis the correlation of logistics performance and company
performance in different industry sectors. The conclusion is that Supply Chain Management
is not the most important value driver. The meaning of logistics is very much depending
on the industry sector and competitive situation: A study in the German chemical industry
shows 84% of companies with above average logistics performance generating above average
profits. In contrast to this there is no correlation measurable between logistics and company
performance in the beverage industry. Main drivers in this sector are branding or sales
activities.*®

In addition to the case study of Abels 2001, BOSCH conducted a “Total Customer
Logistics” project in 2006 and won the German logistics award. The special thing of this project
was the specification of logistics factors after customer requirements using the KANO model.
Following the KANO model, there are basic customer expectations, performance factors and
delighter. Factors like “Track & Trace” or quality of the product lead to very unsatisfied
customers if expectations are not met but do not lead to extra sales. Extra services like online-
discount, different delivery options were not expected by the customer and could therefore
generate customer satisfaction. In a project at Bosch those logistics factors have been tackled
by different projects leading to extraordinary success. Logistics costs have been reduced by
26% in five years, material availably raised from 93,6% to 96,2% leading to increased customer
satisfaction.?°

The literature research delivers a very inhomogeneous picture in terms of the value
impact of Supply Chain Management. The main outcome is that there is clearly a direct link
of Supply Chain performance to company success but also some studies with a different
result. The different researches point out that there a different parameters which influence the
outcome.

The main influencing factors are:

External factors:

e Size of the company
Branding & Market size
Geographical market
Industrial sector
Global economic growth

1" Hendricks et al. (2005, p. 2).

18 Wetzel et al. (2019, p. 25).

19 Gopfert (2019, p. 466).

20 BSH Bosch und Siemens Hausgerite GmbH (2006, p. 3).
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Scientific factors:
e Sequence of logistics parameter optimization
e Scientific method of data collection
e Performance definition: service, costs, share value.

As an outcome of the literature research it becomes obvious that the definition of Supply
Chain Performance is a major impact factor for the outcome of the data analysis and the
company value. There is a big difference if performance focusses on customer service or costs.
Nevertheless, one common result is that service and costs are always directly linked to each
other.

According to literature there are main Supply Chain performance attributes which are
very much comparable with SCOR metrics. As SCOR is a globally used and accepted standard
for Supply Chain processes it is not very surprising. Nevertheless, there is not priorization or
sequence when working with the defined KPI. The SCOR practical approach is, that the
sequence needs to be defined in Supply Chain projects according to the company specific goals
and benchmarks. The big advantage of standardized KPI like SCOR metrics is the possibility
of benchmarks. Only when measuring processes in the same way and same data points valid
results are possible. The literature results show that customer facing KPIs are more important
than internal facing KPIs. Reliability and accuracy in fulfilling orders is of utmost importance.
According to G6bl and Froschmayer, logistics performance has a huge indirect influence on the
financial performance as satisfied customers lead to higher market share and more sales.?* Even
clearer is the picture by Kindt and Wittekindt who provide the detailed table and ranking that
the quality of Supply Chain performance needs to be optimized before focusing on cost
reduction topics.?2 Therefore, the most important KPI as a result of the literature research is the
delivery reliability, which can be measured in different ways. It can be argued if the order
fulfilment time also counts as delivery reliability, as a longer lead time than promised leads to
a bad reliability KPI automatically. In any way the promised delivery date to the customer needs
to be met. Of course, the time period of too early or late deliveries is depending on the different
industry sectors or geographical markets. According to Sucky and Asdecker the delivery
reliability can be measured as:

Number of on time delivered orders

Delivery reliability = x 100 [%] %

Number of all delivered orders

1 OBJECTIVE AND METHODS

The outcome of the literature research is, that there is a contribution of Supply Chain
performance on company value under some circumstances. The external parameters as well as
the scientific methods lead to different results. To understand the correlation between company
sales as a main driver for company value and delivery reliability as one of the most important
metric of Supply Chain performance, a statistical data correlation analysis will be conducted
to answer the following research question:

What is the correlation between delivery reliability and company turnover?

21 Ggbl et al. (2019, p. 249).
22 Windt et al. (2003, p. 109).
23 Sucky et al. (2016, p. 151).
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To answer the research question, the focus is set on the German building industry.
During the last ten years this sector was characterized by a static growth and even during the
Corona pandemic there was no decline. Therefore, external market fluctuations are minimized
for better data research outcomes. The total sales growth over the last nine years was 48.03%
accounting for a yearly average growth of 6.13%. In comparison to this, the German GDP grew
21.38% in total between 2012 and 2020 accounting for an annual growth of 2,67%.2*

The second benchmark for the research is the delivery reliability. As elaborated before,
the SCOR model with its global acceptance and usage is a great way for companies to
benchmark certain Supply Chain KPI against each other. As a level one metric of the SCOR
model the “Perfect Order Fulfillment”. Associated to this, the “Delivery Performance to
Customer Commit Date”, is defined as a Level 2 Metric and perfectly expresses the elaborated
“Delivery Reliability” from the literature research.

In a global benchmarking of the Supply Chain Council in collaboration with the APQC,
this metric has been tracked just like all others SCOR metrics in the last years. During a Supply
Chain project, a listed company and one of the top 3 players in the building sector business, a
SCOR benchmark was conducted. In total 236 companies from different industry sectors and
sizes have provided the specific data. The average of “sales orders delivered on time” was
89.7%. The highest number of responses comes from industrial product industries.

2 RESULTS AND DISCUSSION

To conduct the correlation analysis, the data of two different main distribution locations with
different product portfolios are extracted from the SAP Business Warehouse. The two locations
are both part of a listed swiss company of the building industry sector. Therefore, external
influencing factors like branding, pricing, marketing are minimized meaning that those strategic
topics have same characteristics. In total about 4.5 Million customer order lines have been
rated. The two measurement are represented by external sales in Euro and the internally called
“OTD” (On time delivery) which represents the delivery reliability. OTD tracks the confirmed
delivery date against the actual delivery date. Since ten years this KPI is a standard tracking
method for customer service and measured in the same way.

2.1 CORRELATION ANALYSIS

To measure the correlation between the external sales and OTD the “Pearson correlation
coefficient” i1s used. This coefficient as a quantitative measurement tool describes the
relationship between two characteristics. The value range is from -1 to +1, whereas “+1” shows
a perfectly positive linear correlation as well as “-1” a perfectly negative. If there is no
correlation the result is zero.?® For this conducted analysis the data is extracted from SAP BW
to Excel using the “Pearson” formula as a standard.

For both locations the total external Sales as well as the OTD are illustrated in one graphic
against the benchmark values for a first validation.

24 Statista (2021).
25 Gressner et al. (2019, p. 1389).
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Figure 1: Sales vs. OTD Product Portfolio A
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Figure 2: Sales vs. OTD Product Portfolio B

Table 1: Product Portfolio Analysis Result

Product Product Benchmark
Portfolio A Portfolio B
Average OTD 86.01% 91.18% 89.70%
OTD Growth p.a. 0.86% -0.55%
Sales Growth p.a. 6.43% -4.23% 6.13%
Pearson correlation 0.28 0.21

The analysis of the data shows a very different result for the two product portfolios. Product
portfolio A represents a very positive sales growth with a total growth of 51.45% between 2012
and 2020. Although having the better OTD performance against benchmark and portfolio A for
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almost the whole period of time, the sales of product portfolio B decreased by 33.82% over the
last nine years.

The sales growth development of product portfolio A is very similar to the overall sales
growth of the building sector in Germany. Showing a yearly average sales growth of 6.43%
between the years 2012 and 2020 the trend is even slightly better than the benchmark with
6.13%. Even in the “Corona year” 2020 there was a sales growth expressing the strong
resilience of the German building industry sector. Furthermore, the average OTD of 86.01% in
the analyzed period is 3.69% below the benchmark OTD of SCOR. Nevertheless, there is a
positive trend of a growing OTD of 0.86% p.a. This slight upward trend of 0.86% OTD p.a. in
correlation to a comparatively big annual growth of 6.43% in sales leads to a Pearson correlation
of 0.28. Per definition of Pearson the correlation factor of “0” is no and “+1” perfect correlation.
A result of 0.28 represents a low respectively no correlation between OTD and external
sales.

The sales of product portfolio B have been declining for nine years. Showing a yearly
average sales growth of -4.23% between the years 2012 and 2020 the trend is even much worse
than the benchmark with yearly average growth of 6.13%. Surprisingly in the “Corona year”
2020 there was a sales growth for the first time leading to a drop in the OTD performance as
high order intake as well as raw material shortages where big challenges. Furthermore, the
average OTD of 91.18% in the analyzed period is 1.48% above the benchmark OTD of SCOR.
Nevertheless, there is a negative trend of a declining OTD of -0.55% p.a. This slight downward
trend of -0.55% OTD p.a. in correlation to a comparatively big annual decrease of 4.23% in
sales leads to a Pearson correlation of 0.21. Per definition of Pearson the correlation factor of
“0” is no and “+1” perfect correlation. A result of 0.21 represents a low respectively no
correlation between OTD and external sales.

Even though the sales development of both product portfolios is much different from
each other, the result in the Pearson correlation is nearly the same: 0.28 and 0.21. To validate
this result in more depth the nine most important product lines in terms of total sales value are

analyzed:
Table 2: Detailled Article Analysis
Total
Market Avrg. Sales Pearson
introduction incrgase p.a.| . Sales AvIg 0P (OTD/Sales)
increase
Article 1 2005 0.38% 3.00% 88.61% 0.01
Article 2 2008 2.48% | 19.82% 88.26% -0.22
Article 3 2009 15.86% | 126.90% 83.20% 0.64
Article 4 2000 0.79% 6.33% 86.76% -0.02
Article 5 2005 -2.88% | -23.02% 86.73% -0.03
Article 6 2001 -7.57%| -60.56% 78.94% 0.20
Article 7 2017 58.21% | 116.42% 86.44% 1.00
Article 8 1999 2.80% | 22.40% 89.70% 0.55
Article 9 2009 14.80% | 118.43% 76.44% 0.74

The average Pearson correlation for these nine articles is -0.23. This result expresses a
negative correlation meaning that a worse OTD generates more sales. In specific, article 3 with
an average OTD of 83.20% or article 9 with an average OTD of 76.44% both are way below
the total OTD average and even much lower than the benchmark of 89.7%. Nevertheless, these
two articles show a very positive sales growth of 15.86% and 14.8% per year. This result is not
logical, due to the fact that customers are definitely not rewarding lower OTD with higher sales.
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On the other hand, the article with the best overall OTD of 89.7%, article 8, shows a substandard
annual sales growth of only 2.8%. It is very much obvious that this article is the oldest in terms
of market introduction of all nine.

2.2 CORRELATION ANALYSIS FOR NEW ARTICLES
One additional coherency to the sales increase becomes obvious when the year of the market
introduction of the specific article is added to the table and analysis. When the table is cut down

to the three articles with the latest market introductions the picture is following:

Table 3: Last Market Indroduced Articles

Total
Market Avrg. Sales Pearson
introduction incrgase p.a. | . SElES | Ay e (OTD/Sales)
increase
Article 3 2009 15.86% | 126.90% 83.20% 0.64
Article 7 2017 58.21% | 116.42% 86.44% 1.00
Article 9 2009 14.80% | 118.43% 76.44% 0.74

The correlation between the OTD and sales of the latest introduced articles is even high or very
high, even though the total OTD is below benchmark. Using the Pearson correlation in addition
for the market introduction and sales increase the result is 0.73 also representing a high
correlation.

With this understanding another analysis is conducted for the whole product portfolio
A with atotal of 4,805 articles. Assuming that “new articles” are defined to be introduced during
the last 9 years so between 2012 and 2020 the Pearson correlation can be calculated accordingly.
As the building sector is still a rather conservative market with longer innovation periods in
comparison to the automotive market for example, the nine year range should represent a
realistic result. Furthermore, it gives the possibility to compare against previous results. The
Pearson correlation for the new articles between OTD and sales increase is 0.49 overall,
considering a moderate but almost doubled correlation than for all articles of 0.28 in product
portfolio A.

CONCLUSION

The conducted literature analysis on the contribution of Supply Chain Management to company
value delivers the result that there are many different approaches in terms of measurables as
well as external factors influencing the outcome of the respective analysis. Overall, it can be
said that there is a connection between company value and Supply Chain measures. As the
existing researches use different KPI to measure the Supply Chain performance, another
literature research gives the result that one major and more important customer focused metric
is the delivery reliability.

To elaborate the direct influence of delivery reliability on company sales a data
correlation analysis in the German building industry delivers the result that there is a very little
correlation between the “On time delivery” and company sales. A higher correlation at
moderate range results for “new” articles.

Using this finding in a practical way, results in the awareness that innovation and the
introduction of new articles in combination with delivery performance is crucial for
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company value. Launching new products without being able to deliver threatens sales growth
or even damages the company reputation. A single good or great delivery performance without
any product innovations is even worse and does not lead to any additional sales growth. Of
course, the market setting in the respective industry as well as the global economic growth also
play a role. Therefore, the relatively stable German building industry sector did contribute to
deliver representative results.
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VPLYV INFOGRAFIKY NA ROZHODOVANIE MANAZEROV

INFLUENCE OF INFOGRAPHY ON MANAGERS'
DECISIONS

Jaroslava Kadarova, Katarina Teplicka, Michaela KociSova

Abstract

Purpose of the article The meaning of color and its perception do not apply in general and
unconditionally. The perception of the meaning of colors is subjective and to some extent is
associated with culture, religion, traditions, geographical and contemporary differences,
experiences, and similarities to objects. Therefore, in the article we focus on determining the
importance of colors for managers' decisions and their appropriate application in the compilation
of management dashboards.

Methodology/methods We analyze the impact of color selection in management dashboards on
manager management and decision making. With the help of color, it is possible to give the
dashboard a professional look, highlight key indicators or even evoke an emotional reaction of
users, which results in action. When visualizing data, the color value is not only aesthetic, but also
expresses a certain meaning. Dashboard colors can instantly alert you to critical information,
identify relationships between data, or alert you to potential problems before they become large.
Color is a powerful element that makes data visualization visible. The role of colors in the analytical
dashboard is to make it attractive, easy to use and easy to read.

Scientific aim The aim of the paper is to analyze the elements of infographics and their impact as
well as the impact of choosing a suitable chart on managers' decisions.

Findings Selected recommendations suitable for compiling management reports on color selection
are as follows. It is not recommended to use more than six colors in any chart. To compare the same
value in different time periods, the same color is used with increasing intensity over time. Different
colors are used for different categories. The most commonly used colors are black, white, red, green,
blue and yellow. It's a good idea to keep the same color palette or style for all charts in the series
and the same axes and labels for similar charts to be consistent and easily comparable. The
appropriate color contrast can be checked by printing graphs in shades of gray. If the color
differences cannot be clearly distinguished, the hue and saturation of the colors must be changed.
According to statistics, 7 to 10 percent of men suffer from color cell disorder. When creating graphs,
keep in mind that they are legible even for people with color perception disorders.

Conclusions (limits, implications etc.) In a data-dominated world, it is more important for
businesses to understand and learn how to make the most of the amount of data offered. Infographics
are a method of visually displaying data, information, or the relationships between them. Through
graphs, maps, symbols and illustrations, it enables fast and clear presentation of data in order to
understand them more quickly.

Keywords: color, infographic, decision making, manager, dashboard

JEL Classification: G17, M15, M21, Y10
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UvVOD

Soljakova a Fibirova (2010) sa o reportingu vyjadrujui ako o komplexnom systéme
vnuatropodnikovych vykazov a sprav, ktoré sa klI'ucové pre vedenie podniku ako celku, ale aj
jeho jednotlivych zloziek. Tiez tvrdia, ze neoddelitelnou sucastou reportingu je aj vyber,
spracovanie, formalna uprava a distribacia informacii vo vykazoch. Mikovcova (2007)
reporting definuje ako nastroj, ktory ma slazit’ na poskytovanie informacii, ktoré su dolezité
pre vsetkych manazérov v podniku a pri procese rozhodovania.

Reporting sa podla jeho koncovych tzivatelov deli na externy ainterny. Externy
reporting je Soljakovou a Fibirovou (2010) definovany ako externé vykazy, ktoré musia byt
zverejiiované kazdym podnikom. V stcéasnosti ide predovsetkym o uctovnt zavierku, ktorej
nedelitel'nou sGcastou st suvaha, vykaz ziskov a strat a poznamky. Interny reporting moze
nadobudat’ r6zne podoby, ktoré zavisia od organizacnej struktary podniku a potrieb jeho
riadiacich pracovnikov (Soljakovéa a Fibirova, 2010). Interny reporting sa zaujima hlavne o
informacnt podporu hodnotového riadenia ¢innosti podniku.

Manazérske reporty je mozné podla Nita (2005) povazovat za systém podavania
informacii dolezitych pre rozhodovacie procesy na roznych hierarchickych urovniach v
podniku. Podrobne sa vyznamu a zostavvaniu manazérskych reportov venuje v knihe
Methodological issues of mangement reporting systems design. V zavislosti od pouzitych
technologii a sposobe vyuzitia manazérskych reportov sa rozoznavaji dva zakladné druhy
manazérskych reportov:

e manazérske dashboardy, ktoré su uréené na produkovanie dat v pravidelnych
intervaloch, pricom su zvicsa data analyzované na dennej baze. Data sa najcastejSie
spracované vo forme grafov a tabuliek.

e scorecardy, ktoré st vykonovymi grafmi a ulahCuji manazérom monitorovat’
progres v podniku. Va¢sinou zobrazuju tyzdenné, mesacné, stvrtrocné a rocné data.

Manazérske reporty a systém reportingu je mozné definovat’ ako techniku podavania
relevantnych informacii manazmentu, ktoré maju byt d’alej pouzité v planovani, organizvani
a kontrolovani ¢innosti podniku. Opisuju dva pohlady na manazérske reporty. Podla uzsieho
pohladu sa manazérske reporty zaoberaju poskytovanim internych informacii o podniku
formalnym spésobom. Zo sirsieho pohladu tvrdia, ze manazment potrebuje ovela Sirsie
spektrum informacii pre vedenie a kontrolu podniku. Podl'a nich sa reporty tykaja internych,
externych, formalnych, neformalnych, historickych, stcasnych, buducich, finanénych a
nefinanénych dat a informacii.

Obsahova stranka by mala spifiat’ urgité kritéria, ako napriklad rovnomernost
poskytovanych informacii, informacie o okoli a konkurencii a v neposlednom rade musia byt
reporty orientované selektivne. Nedostatocné mnozstvo informacii moéze znamenat
zanedbavanie niektorych oblasti riadenia, a naopak, nadmerné mnozstvo informacii spdsobuje
nefektivnost’ a nerovnovahu reportingového systému.

Napriek tomu, Ze manazérske reporty musia obsahovat” vsetky relevantné bezné
informacie, je dolezité, aby informacie obsiahnuté v reportoch boli kI'a¢ové pre uspech podniku
v danej oblasti. Tieto informacie musia byt spracované tak, aby sa v nich uzivatelia dokazali
zorientovat’ a rychlo usudit’, ktoré informacie st kl'acové, a ktoré nezohravaju az tak vyznamnu
ulohu pre budacnost’ podniku.

Obsah reportov musi byt’ prisposobeny ich uzivatel'om a reportingovy systém musi byt
zostaveny v podniku tak, aby sa dokazal prisposobit’ kazdému uzivatel'ovi.
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1 CIELC A METODIKA

Cielom prispevku je analyzovat' prvky infografiky aich vplyv na rozhodovanie
manazérov. Analyzujeme vplyv vyberu farieb v manazérskych dashboardoch na riadenie
a rozhodovanie manazérov. Pomocou farby je mozné dat’” dashboardu profesionalny vzhlad,
zvyraznit’ kIi¢ové ukazovatele alebo dokonca vyvolat’ emocionalnu reakciu pouzivatelov,
ktora vyusti do akcie. Pri vizualizaciach udajov nie je hodnota farby iba esteticka, ale vyjadruje
aj urcity vyznam. Farby informa¢ného panela m6zu okamzite upozornit’ na kritické informacie,
identifikovat’ vztahy medzi idajmi alebo upozornit’ na potencialne problémy skor, ako sa stant
velkymi. Farba je vykonny prvok, ktory zviditelfiuje vizualizicie idajov. Ulohou farieb v
analytickom dashboarde je urobit’ ho atraktivnym, 'ahko pouzitelnym a I'ahko Citatelnym.

2 VYSLEDKY A DISKUSIA

Infografika oznacovana, aj ako informacéna grafika, je metoda vizualneho zobrazenia dat,
informécii alebo vztahov medzi nimi. Prostrednictvom grafov, map, symbolov a ilustracii
umoziuje rychlu a prehl'adnu prezentaciu tdajov za Gcelom rychlejsie im porozumiet. V
sticasnosti sa infografika povazuje za jeden z najlepSich spdsobov, ako interpretovat’ vicsie
mnozstvo udajov a informacii. V podnikoch sa obvykle pracuje s vel'kym mnozZstvom udajov.
Aby sa ¢isla zmenili na vedomosti, je potrebné vyselektovat’ vhodné udaje a tie nasledne
prezentovat’ spravnym spdsobom. Na prezentaciu udajov je mozné pouzit’ Styri zakladné typy
prezentacii(obrazok 1).

@ @
v

Obrazok 1: Typy prezentacii

Zdroj: viastné spracovanie

Najbeznejsie pouzivané typy analyzy udajov s porovnanie alebo zlozenie udajov, ktoré
patria k jednoduch§im spésobom prace s udajmi.

2.1 VYZNAM FARIEB

Marketing uz dlho pouziva farby na ovplyviiovanie toho, ako vidime a vnimame svet. Vplyv
farieb zavisi od nastavenia spolocnosti a od niektorych univerzalnych l'udskych schopnosti
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vnimania. Farba vo vizualizacii udajov ovplyviiuje usudok a vnimanie publika a m6ze mat
vel'mi jemny efekt, alebo naopak, byt’ vyraznym prvkom, na ktory sa vSetci zameriavaju.

Vyznam farby a jej vnimanie neplati vSeobecne a bezvyhradne. Vnimanie vyznamu
farieb je subjektivne a do uritej miery je spojené s kulturou, nadboZenstvom, tradiciami,
zemepisnymi a dobovymi rozdielmi, skiisenostami, a podobnost'ou s predmetmi.

Pri zostavovani manazérskych reportov je nevyhnutné reSpektovat’ urcité zakonitosti
vnimania farieb a zvlast, ak ide o reporty zostavované v medzinarodnych a transnacionalnych
podnikoch a spolo¢nostiach, kde sa stretavaji manazéri a celkovo zamestnanci z viacerych
Statov, kultur, ndboZenstiev a kontinentov. Vyznam farieb aj zhladiska rozhladnenia

uvedenych aspektov je spracovany v tabulke 1.

4

Tabul’ka 1: Vyznam a vnimanie farieb

Farba Charakteristika Symbolika
Biela Biela farba symbolizuje &istotu, | = mier (vlajky: Bulharsko, irsko, Polsko, Cyprus, Filipiny,
farba nehu, nevinnost’ a chlad. Gruzinsko, India, Juzna Koérea, Libanon, Singapuar, Syria,
Biela symbolizuje vysoké hodnoty Uzbekistan, Dominika, Panama, Peru, Burundi, Dzibutsko,
a idealy. Lesotho, Nigéria, Rovnikova Guinea)
Biela sa casto vyuziva v | =d&istota (vlajky: Grécko, Filipiny, Indonézia, Japonsko,
modernom minimalistickom Singapur, Thajsko, Dominika, Kuba, Alzirsko, Madagaskar,
dizajne. Jej jednoduchost’ Niger, Togo)
vytvara absoliitne nadcasovy | =sloboda (Svity Kristof a Nevis,
dojem. Surinam), porozumenie (frsko), nadej (Gruzinsko, Panama,
Svity Kristof a Nevis)
= jednota (Juzna Korea, Gambia, Niger, Sierra Leone)
= pravda (India)
= Cest’ (Japonsko, Singapur)
= $tastie (Laos)
= dobro (Laos)
= spravodlivost’ (Peru, Surinam)
= tolerancia (Pakistan)
= vzneSené myslienky (Kuba)
= pravo — viera — déveryhodnost’ — ¢est’ (Lotyssko)
= sneh (Estonsko, Finsko, San Marino, Kanada, Chile, Gambia)
= Padovce (Island)
= rieky (Guyana)
= morsky priboj (Trinidad a Tobago)
= porozumenie medzi belochmi a ¢ernochmi (Botswana,
Svita Lucia, Dominika)
= budhizmus (Thajsko)
= ¢iny (Kuvajt)
Cierna Cierna, najtmavsia farba, symbol | = bojisko (Kuvajt)
farba tmy, zla a strachu. Je spajana | = pochmurna minulost’ (Syria)
so smrt'ou, tajomnost'ou, zlom, | =cudzia nadvlada (Gruzinsko)
osamelost'ou a smitkom. = tazky Zivot otrokov (Jamajka)
Posobi elegantne  a  vzneSene. | = smrt’ (Angola)
Cierny obal produktov | = jednota (Bahamy)
podvedome vnimame ako tazky, | = sila (Trinidad a Tobago)
na rozdiel od bieleho. = trpezlivost’ a vytrvalost’ (Guyana)
= zem (Estonsko)
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= farba ¢ernochov (Antigua a Barbuda, Barbados, Svity
Kristof a Nevis, Botswana, Kena, Malawi, Uganda, Tanzania,
Zambia), Afriky (Mozambik)

Z1ta farba

Zlta farba  je optimisticka,
kreativna farba, ktora uputava
pozornost’.

Zlta farbu

charakterizuje pocit slobody,
nadeje energie a humoru.
Zltdi farba je farbou
“osvietenia” a
porozumenia.

7t je vhodné pre grafiku, kde je
potrebné zndzornit’ majestatnost’
a uctu.

Jej praktickd nevyhoda je, Ze
vel'mi dobre nevynikne na biele;j.
Plati pri nej pravidlo menej je
niekedy viac.

svetla,
nasledne

= bohatstvo (Litva, Burkina Faso)

= kraPovska autorita (Bhutan, Brunej)

= nerastné bohatstvo (Jamajka, Bolivia, Brazilia, Guyana,
Angola, Mozambik, Tanzania, Togo)

= zlata buducnost’ (Surinam, Mauritius)

= pol'nohospodarstvo (Litva)

= zatva (Guinea-Bissau)

= sinko / slneény svit (Grenada, Jamajka, Svita Lucia, Svaty
Kristof a Nevis, Svity Vincent a Grenadiny, Cad, Gabon,
Guinea-Bissau, Kamerun, Mauritius, Uganda, Salamtnove
Ostrovy

= pust’ (Cad)

= savana (Guinea-Bissau)

= plaz (Bahamy, Barbados, Svita Lucia)

= odvaha (India)

= priatel’stvo (Grenada)

= srdecnost’ ( Svity Vincent a Grenadiny)

= sebaobetovanie (Surinam, India)

= ticta k Pud’om (Surinam)

= spravodlivost’ (Guinea)

= neutralita (Cyprus

= hinduizmus (India)

Zelena Zelena farba je farbou prirody a | = priroda (Dominika, Grenada, Svity Vincent a Grenadiny,
farba navodzuje prijemné pocity ako Guyana, Uzbekistan, Burundi, Gambia, Guinea-Bissau, Kena,
su: k'ud, harménia, nadej, Malawi, Niger, Rovnikova Guinea, Tanzania)
pokoj, ¢erstvost’ a oddych. = |lesy (Litva, Gabon, Guinea-Bissau, Kamerun, Mozambik,
Farba je Nigéria, Zambia, Salamimove Ostrovy)
preferovana v potravinarstve, = laky (Kuvajt)
zdravotnictve a pri ekologickom | = hory (Oman)
podnikani. = more (Portugalsko)
= dazd’ovy prales (Brazilia)
= pol'nohospodarstvo (Jamajka, Burkina Faso, Lybia,
Mauritius, Nigéria, Seychely, Sierra Leone, Togo)
= urodnost’ (Bangladés, Svity Kristof a Nevis, Svity Vincent a
Grenadiny, Bolivia, Surinam)
= obrana slobody (Bulharsko)
= nadej (Portugalsko, Jamajka, Burkina Faso, Burundi, Guinea-
Bissau, Kamerun, Madagaskar, Mauretania, Zair)
= hojnost’ (Burkina Faso, Lesotho, Muretania)
= pokrok (Burundi)
= viera (India)
= rytierskost’ (India)
= solidarita (Guinea)
= prorok Mohamed a islam (Azerbajdzan, Bangladés, India,
Maledivy, Pakistan, Saudska Arabia, Sri Lanka, Alzirsko,
Komory, Lybia, Mauretania)
= Katolicka cirkev (irsko)
Modra Modra farba | = obloha (Estonsko, Island, Lichtenstajnsko, San Marino,
farba symbolizuje bohatstvo, Azerbajdzan, India, Kazachstan, Tchaj-wan, Barbados, Svity
uprimnost’, doveru a pocit Vincent a Grenadiny, Chile, Cad, Somalsko)
bezpecia. = jazera (Finsko)
dava Modra farba dodava pocit | = more (Grécko, India, Bahamy, Barbados, Kolumbia,
serioznosti, zodpovednosti, Venezuela, Gabon, Mauritius, Rovnikova Guinea, Siera

racionalnosti a stability.
Svetlomodra farba vyvolava teplo
a  prijemné  pocity, zatial

Leone, Tanzania)
* rieky (Laos, Cad, Gambia)
= dazd’ (Lesotho)
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¢o tmavomodra na nas pdsobi
chladne a nettulne.
Modra sa povazuje

sa najladovejsiu farbu.

Modra sa vyuziva pre vyjadrenie
kvality a Cistoty.

Modra bola kedysi Zenskou
farbou harménie a vernosti,
rozPahlosti a pokoja. Dnes ju
vd’aka méde pre deti vnimame ako
chlapcensku farbu.

= voda (Kambodza)

= idealizmus (Filipiny)
= judaizmus (Izrael)

= nadej (Cad)

Cervena
farba

Cervena farba je energicka farba
a zvysuje tazbu.

Je spajana s krvou ako symbol
Zivota, ale  aj bojaasmrti.
Symbolizuje lasku, zivost’,
energiu, nebezpecenstvo, krv,
hnev, zmyselnost, nadSenie a
vaseil.

Vinova ¢ervena predstavuje luxus
a eleganciu.

Na velkych plochach je v malom
mnozstve prinosna a
dokaze zaujat’. No ak sa to s nou
prezenie, mdze na ¢loveka pdsobit’
agresivne a vyvolat’ strach.
Cervena pita  pozornost’  a
burcuje k ¢inom. Cervena ma na

Pudi fyzicky vplyv, zvySuje
srdeény tep a tlak.
Do 20-tych rokov minulého

storoc¢ia ¢ervena spolu s ruZzovou
farbou vyjadrovali muzskost’.
Cervens je  farba  velmi
dynamicka, vynika, upozoriuje na
seba, vyjadruje napitie,
nebezpecenstvo.

= krv padlych bojovnikov (Albansko, Bulharsko, Litva,
LotySsko, Rakusko, Arménsko, Bangladés, Kuvajt, Laos,
Thajsko, Kanada, Kuba, Chile, Kolumbia, Peru, Alzirsko,
Cad, Kefa, Malawi, Mauritius, Togo)

= boj za nezavislost’ (Svity Kristof a Nevis, Burundi, Kamerun,
Kena, Rovnikova Guinea, Zambia)

= revolucia (Portugalsko, Kambodza, Burkina Faso, Seychely)

= sloboda (Azerbjdzan, Indonézia, Thajsko, Angola, Guinea-
Bissau, Madagaskar)

= chrabrost’ (Filipiny, Indonézia)

= sebaobetovanie (Libanon, Syria)

= Jaska (Surinam),

= priatel’stvo (Singapur)

= bratstvo (Uganda)

= vasen (Japonsko)

= utrpenie (Guinea-Bissau)

= dynamika (Antigua a Barbuda)

= statocnost’ (Bolivia)

= vytrvalost’ (Surinam)

= Zivotaschopnost’ (Uzbekistan)

= jednota (Grenada, Kamerun)

= ¢inorodost’ (Guyana)

= oheii (Lichtenstajnsko)

= sopky (Island)

= slnko (Gambia)

= teplo (Trinidad a Tobago)

= veCerna obloha (Dansko)

= kvety (Litva)

= zver (Bolivia)

= socialisti (Pol'sko, Dominika)

= komunisti (Cina, Kambodza, Mongolsko)

= dobré ¢asy (Gruzinsko)

= buducnost’ (Kuvajt)

= praca (Guinea, Guinea-Bissau)

= pokrok (Surinam, Seychely)

Zdroj: vilastné spracovanie podla Stetka, P. 2015, Moravec, M. 2016

Vplyv farby na vnimanie obsahu tdajov poskytovanych vo forme grafov:
e Farba zjednoduSuje zloZité grafy - Porovnavanie hoci aj menSieho poctu tidajov

moZe byt ndro¢né pre kohokol'vek, najméd pri pohlade na rbézne druhy Cciar
a bodovych grafov, ktoré vo vyslednom efekte posobia skor ako vizudlny chaos.
Pouzitim kontrastnych farieb, napriklad modrej a oranZovej, na vizualizacie, ktoré
porovnavaju dve sady udajov alebo prechod farieb, ktory sa Casto povazuje za
mierku, napriklad zelena, zIta, oranzova, Cervend, sa moézu veci zjednodusit
a pomdct’ publiku zorientovat’ sa na vel’kej ploche tidajov.
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e Farba ovplyviiuje celkovy dojem z udajov - Vyber farieb, ktoré tvoria konkrétnu
infografiku, bude do velkej miery zavisiet' od toho, ako by sa malo citit’ publikum.
Farby mozu sprostredkovat’ pocit pokoja, alebo vytvorit’ uvol'nent atmosféru. Mézu
dokonca vyvolat dojmy ako su sofistikovanost, Cistota a kreativita. Pouzitie
spravnych farieb pre danu tlohu je ddlezit¢, aby manazéri citili, Co sa im chce
pomocou interpretacie idajov naznacit’.

e Farba dodava tidajom hibku - PouZitie rovnakych farieb pre vietko je mituce,
nudné a nezaujimavé. Vdaka pouzivaniu kontrastnych farieb, prechodov a inych
zaujimavych farebnych kombinacii budu grafy vyttcat’ z prezentacii, uputaju
pozornost’ manazérov a dodaji udajom hlbsi vyznam.

Farboslepost’ st'azuje rozliSenie Cervenej a zelenej, preto sa odporuca tieto farby

pouzivat’ opatrne. V takom pripade poslazi néstroj, ako je napriklad Vischeck, na simuldciu
farbosleposti, aby bolo mozné vidiet’, ¢o vidi farboslepy pouzivatel’ dashboard pri prehliadani.

A
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Zdroj: Linkedin, Vischeck.com

Pri pouZivani podobnych farieb je potrebné sa uistit’, Ze pouzivatelia alebo publikum
dokazu rozlisit’ kontrast medzi nimi.

2.2 VYBER VHODNEHO GRAFU

Andrew Abela vytvoril diagram vyberu grafov, ktory sluzi ako algoritmus pre urCenie
spravneho grafu pre dany typ udajov.

Tabul’ky st v podstate zdrojom vsetkych infografickych nastrojov.

Porovnavacie tabul’ky sa pouzivaju na vzajomné porovnavanie velkosti hodndt
ukazovatel'ov a m6zu sa pouZzit’ na najdenie najnizsej a najvyssej hodnoty v udajoch. Vyuzivaja
sa na porovnanie sucasnych hodnot s minulymi, aby sa zistilo aky je vyvoj hodndt stipajaci
alebo klesajuci. NajCastejSie otazky, na ktoré tabulky odpovedaju su: ,Ktoré vyrobky sa
predavaju najlepsie?* a ,,Aky je nas predaj v porovnani s minulym rokom?*

Pri prezentovani zloZenia sa tabulky pouZivaji na zistenie toho, ako sa da cast
porovnavat’ s celkom a ako moZno celkovi hodnotu ukazovatel’a prerozdelit. Grafy zloZenia
ukazuju relativnu hodnotu, ale niektoré grafy sa mozu pouzit' aj na zobrazenie absolutneho
rozdielu. Rozdiel je medzi pohl'adom na percento z celkovej hodnoty a na hodnotu z celku.
Casté otazky si: ,,Aky trhovy podiel ma podnik v regione?“ alebo ,.Do ktorych oblasti je
rozpocet rozdeleny?.

Distribuéné tabul’ky sa pouZivaju na zistenie rozdelenia kvantitativnych hodnét pozdiz
osi od najnizSej po najvysSiu. Pri pohlade na tvar udajov moédzZe publikum identifikovat
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charakteristiky, ako napriklad rozsah hodndt, stredné hodnoty, tvar a extrémne hodnoty. Moze
sa pouzit’ na zodpovedanie otazok, ako napriklad: ,,Aky je poCet zakaznikov podl'a vekovych
skupin?* alebo ,,Kol'ko dni v priemere meskaju platby?*.

Chart Suggestions—A Thought-Starter

SEE Ll 4 Ll
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| [
Only Relative Relative and Absolute Only Relative Relative and Absolute Simple Share Accumulation or ﬁnxm nents
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Modified with permision -Doug Hull waww. ExtremePresentation.com
blogs.mathworks.com/videos @ 2009 A. Abela — a.v.abela@gmail.com

hull@mathworks.com 2009

Obrazok 2: Pomécka pre vyber vhodného grafu
Zdroj: Abela, A. 2009

Grafy vztahov sa pouzivajl na zistenie suvislosti medzi idajmi a mézu sa pouzit’ na
najdenie korelacii, extrémnych hodndt a zoskupeni Gdajov. Beznymi otazkami su: ,,Existuje
korelacia medzi nédkladmi na reklamu a predajom Tabulky su v podstate zdrojom vSetkych
infografickych utvarov. produktov?* alebo ,,Ako sa lisia naklady a prijmy v zavislosti od
regionu a aka je odchylka?*

ZAVER

Vo svete, ktorému dominuji udaje, je pre podniky dolezitejSie pochopit’ a naucit’ sa ako
vytazit, ¢o najviac z mnozstva ponukanych udajov. Preto v zavere uvadzame niekolko
odporucani vhodnych pri zostavovani manazérskych reportov tykajicich sa vyberu farieb:
e V ziadnom grafe sa neodporuca pouzivat’ viac ako Sest’ farieb.
e Na porovnanie rovnakej hodnoty v réznych ¢asovych obdobiach sa pouziva rovnaka
farba s pribudajucou intenzitou v Case.
e Pre rozne kategorie sa pouzivaji rézne farby. NajcastejSie pouzivanymi farbami su
Cierna, biela, ¢ervena, zelena, modra a zlta.
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e Je dobré ponechat’ rovnaku paletu farieb alebo $tyl pre vSetky grafy v sérii a rovnaké
osi a oznacenia pre podobné grafy, aby boli konzistentné a 'ahko porovnatelné.

e Vhodny kontrast farieb sa da skontrolovat’ vytlaéenim grafov v odtiefioch sivej. Ak sa
farebné rozdiely nedaju zreteI'ne rozlisit’, je potrebné zmenit’ odtien a sytost’ farieb.

e Podla statistik, 7 az 10 percent muzov trpi poruchou farbocitu. Pri vytvarani grafov
treba mat’ na paméti, aby boli CitateIné aj pre 'udi s poruchami vnimania farieb.

Afiliacia k projektu:

Prispevok je sucastou rieSenia projektov KEGA 009TUKE-4/2020 Transfer digitalizacie do
vzdeldvania v Studijnom programe Riadenie a ekonomika podniku, KEGA 006TUKE-4/2019,
KEGA 049TUKE-4/2019.
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NAVRH MODELOVEHO PRiPADU PRE REALIZACIU
INOVATIVNYCH METOD V SPRACOVATELSKOM
PRIEMYSLE

PROPOSAL OF A MODEL CASE FOR THE
IMPLEMENTATION OF INNOVATIVE METHODS IN THE
PROCESSING INDUSTRY

Stefan Majernik

Abstract

Advanced economies are currently in the transition phase from an industrial society to a digital society.
Today, information and knowledge create a ranking of the most developed countries and economies,
transferred through their productivity and performance. After studying history, one can find a parallel
between the orientation of the economy and world trends. By analogy, therefore, the new economy today
is a flow of innovation and adaptation. It is an economy of innovation, information and new ideas that
become a commodityl and are reflected in all sectors as well as in the food industry.

Purpose of the article

The aim is to highlight the development of innovative product processing technologies meeting the criteria
of integrated prevention, following on from the Proposal for a Decision of the European Parliament and
of the Council concerning the Seventh Framework Program of the European Community for research,
technological development and demonstration activities.

Methodology / methods

The methodology is based on determining the goal of the paper, its main reason, theoretical definition of
individual types of innovation, analysis of selected areas of small and medium enterprises and the areas
of their management, analysis steps, analysis output to model case design for innovative methods in
industrial enterprise. The structure of the paper is created in accordance with the requirements of non-
scientific requirements (introduction, goal, results, discussion and conclusion).

Scientific aim

The science of the paper is based on the economic theory of the category of business, enterprise. and
innovation. as an economic tool for the process of competitiveness, its performance and business
transactions. Quality and accurate information is important for both parties not only to be able to assess
the economic situation of the audited entity and its ability, performance and economic consequences of the
intended transaction, but also to prepare the necessary contracts for the transaction, including pricing,
content, volume of guarantees and insurance.

Findings

Significant findings and suggestions are based on the Model Case Design - it is a process of examining the
assumptions of a qualified expansion of innovation in the industrial sector with a focus on small and
medium-sized enterprises. Through which the competitiveness of the company and the quality of
management is assessed. This model case is current because it is processed according to the EU definition
of business division.

Conclusions

The identified knowledge of economic aspects of innovation potential as competitiveness is applicable not
only in the industry in which the analyzed companies operated, but also in other sectors of the national
economy, which thus provide us with knowledge about the level of business processes.

Keywords : economics of change, ITK, innovation, value creation, Global Innovation Index,
competitiveness, creativity, science, education, industry.

JEL Classification : L69
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UvVoD
Rozvoj inovaénych technologii spracovania po vyrobkov, zodpovedajucich kritéridm
integrovanej prevencie, nadvdzuje na Navrh rozhodnutia Eurépskeho parlamentu a Rady o

siedmom ramcovom programe Europskeho spolocenstva v oblasti vyskumu, technického
rozvoja a demonstracnych ¢innosti

Je zrejmé, ze rozvoj inovacnych a environmentalnych technoldgii spracovania
vyrobkov sa bude zameriavat’ najma na:

a)  postupnu aplikaciu bezodpadovych technologii vo v§etkych odboroch priemyslu, ktoré
sa stanu nevyhnutnost'ou na splnenie stale prisnejSich Standardov Zivotného prostredia,

b)  vyuzitie vysledkov vyskumu a vyvoja formou spolo¢nych $tatnych a sukromnych
investicii na tvorbu a realizaciu novych poznatkov a technologii s orientaciou na vyrobky
raciondlnej vyzivy,

€)  vyuzitie technoldgii v jednotlivych vyrobnych odvetviach -environmentalne Setrné
vyrobné techniky a technolégie budii podmienkou naplnenia poziadaviek integrovanej
prevencie a obmedzovania znedistenia zivotného prostredia. Vyznacuji sa zna¢nou
investi¢nou a prevadzkovou nakladovostou (VLACHYNSKY, K. a kol. 2003)

1 CIEL A METODIKA

Ciel' ¢lanku je vytvorenie navrhu modelového pripadu na ktorom mézeme poukazat na
inovacny potencial a konkuren¢ni vyhodu a na mieru inovacie pre mikro, malé, stredné
a vel'ké podniky ako predpoklady kvalifikovanej expanzie inovacii v odvetvi priemyslu.

Na dosiahnutie ciel'a ¢lanku sa pouziva kombinacia niekol’kych vedeckych pristupov,
metod a nastrojov, ktoré umoznuju skiimat’ objekty a procesy v ich zlozitosti. Zvolené metody
prace vychadzaju z témy prispevku a stanoveného ciela. Pouziva sa niekol’ko vedeckych
metod, teoretickych aj empirickych. Vychodiskovym bodom je analyza stfasného stavu
problému v teoretickej definicii jednotlivych aspektov. Pouzili sa tieto metody: logické
metody, Specidlne metddy pre ekondmiu.

2 VYSLEDKY A DISKUSIA

Navrhnuty modelovy pripad v priemysle je na zaklade vplyvu inovacii na vykonnost’ a
konkurencieschopnost’ podniku.

Modelovy pripad je spracovany podl'a definicie EU o rozdeleni podnikov:

Tabulka 1 : Rozdelenie podnikov podla smernice EU

Druhy podnikov Pocet zamestnancov | Majetok Obrat
Mikro podnik <10 <2 <2
Maly podnik <50 <10 <10
Stredny podnik <250 <50 <50
Velky podnik > 250 > 50 > 50

Zdroj : Nova definicia malych a strednych podnikov, Eurdopske komisia 2006
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Predpoklady kvalifikovanej expanzie inovacii v odvetvi priemyslu

1.1 Postavenie inovacii v procese tvorby hodnoty

1) Proces tvorby hodnoty
Vyznam inovécie v procese tvorby hodnoty mozno ponimat’ z dvoch zakladnych hl'adisk:

A) z hPadiska tvorby konkurené¢nej vyhody podniku

Inovacia pdsobi na konkurencieschopnost’ podnikov tvorbou novych produktov, alebo
zvySovanim kvality stavajicich produktov. Z hl'adiska typov inoviacie sa jej prinos moze
prejavit na roznych urovniach podnikovych ¢innosti. V naSich Stadiach sme sa stretli s
viacerymi vymedzeniami a typmi inovacii. Z nasho pohladu je dblezité hlavne rozdelenie na
inovacie produktov, procesov, pozicie a paradigmy (TIDD, J. - BESSANT, J. - PAVITT,
K, 2008 )

B) z pohladu zvySovania produktivity podniku

Na vztah inovacie a konkurencieschopnosti mozno pozerat’ este cez d’alSiu dimenziu.
Je nou produktivita. Inovacia prostrednictvom akumulédcie znalosti umoziiuje vytvarat’ uplne
nové recepty, ktoré vedu k novym moznostiam vykonavania veci efektivnej$im spésobom.

2) Vyuzitie produktov IKT (informaé¢no - komunika¢né technologie)

Druhym zdrojom je vyuzitie produktov IKT v inych sektoroch hospodarstva. To
znamena, ze investicie do informacnych technologii zariadeni (do ktpy, nie vyroby) mozu
zlepsit’ pomer kapital/praca a tak prispiet’ k rastu produktivity prace, a informacéné technologie
mozZu vytvarat’ sietové efekty v podobe podpory Sirenia informacii, komunikécie a prispiet’ tak
k nestelesnenému technickému pokroku.

3) Inovaéné aktivity - tvorba hodnoty a rast produktov

K novym odvetviam z pohl'adu tvorby hodnoty v spracovatel'skom priemysle je aj
odvetvie potravindrske. Zaznamenany technologicky pokrok pri analyzovanej nizkej Grovni
inovaénych vystupov v SR kladieme za pozitivny dosledok technologii vo vyrobnom procese.
Z pohl'adu velkosti podnikov st dominujiicimi inovatormi v SR vel'ké podniky, z ktorych je
inovacne aktivnych priblizne polovica. Stredne velké podniky sa zapajaji do inovacnych
procesov priblizne z %2 a malych podnikov je to asi 15 %. Dominujiicim typom inovacii st
inovacie procesov a kombinované inovacie procesov a produktov (SUSR , 2018)

4) Z hladiska postavenia odvetvia

Z pohladu eurdpskeho hospodarskeho priestoru, SR musi tazit’ zo Specializacie v
prospech silnych odvetvi hospodarstva. Napriklad postavenie potravinarskeho priemyslu
vV ramci spracovatel'ského priemyslu nepatri medzi silné odvetvia hospodarstva s tym suvisia
Strukturdlne zmeny a Specializicia nie s nosnou osou, ¢o ma i dopad na jednotlivé typy a
vel'kost’ podnikov potravinarskeho priemyslu.

5) Ulohy inovicii a konkurencieschopnosti

Rozvoj inovacii nie je len otdzkou individudlnych ekonomickych subjektov, ktoré sa
svojou ekonomickou c¢innost'ou podielaju na tvorbe hodnoty, ale aj otdzkou vzijomne;j
kooperécie a spolo¢ného dosahovania stanovenych cielov. Uroveii partnerstiev v zavislosti od
urovne a postavenia vystupujucich aktérov nadobuda roézne formy - medzinarodné mikro
partnerstva, regionalne, podnikové a partnerstva réznych socidlnych skupin, ale aj neformalne;j
podoby. Mame tu na mysli tzv. neformalne siete, ktoré predstavuju Struktarovany subor
Specifickych vztahov v ramci urcitého tvaru alebo prostredia.
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Do analyzy ekonomického systému je dnes ziaduce, aby vélenil podnik jeho socidlne
vztahy, ako Struktury, ktoré nielen plnia ekonomické funkcie, ale svojou ¢innost'ou prindsaju
osobitny efekt ekonomického systému inovaciou. Nezastavite'na tlohu si plni socidlny kapital
pri tvorbe l'udského kapitalu v buducnosti socialny kapital tu pdsobi cez dva kanaly - cez
socialny kapital v rodine a socidlny kapital v spolo¢nosti. Vzt'ahy medzi uroviiou socialneho
kapitalu a buducim l'udskym kapitalom je nutne sledovat, lebo implikuju mozné problémy v
budticnosti. Zaklad mdze byt u vsetkych typoch podnikov: mikro, malé, stredné, velké.

Rovnako ekonomovia (ADLER, P.S. - KWON, S.W 2002) dospeli k nasledovnym
zaverom Vv oblasti prinosu socialneho kapitalu pre ekonomicky rozvoj:

e socialny kapital ul'ah¢uje vymenu zdrojov a produktovu inovaciu medzi organizaénymi
jednotkami, vSetky druhy podnikov,

e ulahcuje vytvaranie intelektualneho kapitalu,

e posiliuje vzt'ahy medzi dodévatel'mi,

e posiliuje regionalne siete a medzi-organiza¢né ucenie.

6) Podnikové kompetencie a inovacie

Podla Tidda je zadkladnym predpokladom tuspechu pri kazdej inovacii rozvoj
podnikovych kompetencii. Tie predstavuju schopnost’ firmy vyuzit’ konkrétne znalosti firmy v
kombinacii s potencidlom lokalneho prostredia firmy, s moznostami kladenymi
makroekonomickym prostredim, charakterom odvetvia a celkovym socialno-ekonomickym
prostredim. Podnik umiestneny v urCitom prostredi, resp. odvetvi je ovplyvilovany celou
Skalou faktorov, ktorych potencial bud’ je, alebo nie je schopny vyuzit'. Pre oblast’ inova¢ného
rozvoja (TIDD, J. - BESSANT, J. - PAVITT, K, 2008 ) d’alej uvazuje s nasledovnymi faktormi
prostredia.

Sektor - charakteristiky, Specifika sektora, vel'’kost’ konkurencie, zasahuju do inova¢ného
procesu. V sektoroch s vys$Sou koncentraciou firiem si vysSie stimuly inovacného rozvoja,
vy$Sia snaha inovovat), ale aj kooperovat’, SirSie moZnosti vyberu kvalitnych l'udskych zdrojov
a moznost’ vyuzitia vzajomného procesu ucenia. Postavenie spracovatel'ského priemyslu jeho
Specifikécie, ale nie je nosnym odvetvim hospodarstva.

Velkost firmy - malé firmy maji mensi pristup k zdrojom, technologiam a I'udskému
kapitalu, ktoré predstavuju pozitivne faktory rozvoja inovacii. Odvetvie medium-tech je z
vacSe] Casti zastipené velkymi a stredne vel'kymi firmami, v porovnani s odvetvim IKT.
Rovnako nemoZno opomenut’ ani pozitivne aspekty malych firiem, ktoré st flexibilnejSie v
zavadzani novych produktov, procesov, schopnejSie pruznejsSie reagovat na zmeny v dopyte a
prispdsobovat’ vyrobu. Ich prinos v oblasti inova¢ného rozvoja je preto zastlipeny prevazne
inkrementalnymi, procesnymi inovaciami.

Narodné systémy - predstavuji rozne kontexty hospodarskych politik zasahujucich do
postavenia firiem. V podmienkach SR mozZno badat’ vyrazné podpory vlady hlavne pre velké
firmy, ktoré ako sme uz uviedli, maji markantné zastupenie prave V spracovatel’skom
priemysle. Investi¢né stimuly v podobe danovych ulav a roznych foriem institucionalne;j
podpory, preferujii hlavne odvetvia medium-tech. Financné stimuly - mald moznost’ pre
spracovatel'sky priemysel v podmienkach SR a pravidiel poskytovania financnych stimulov
dopad na jednotlivé malé a stredné podniky.

Zivotny cyklus —rézne fazy zivotného cyklu vyZaduji odli$né aspekty inovacii. Ak
porovnavame napriklad odvetvie automobilového priemyslu s odvetviami high-tech, mozno
vidiet’ r6znu Uroven vytvaranej PH.
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V odvetviach strojarskej vyroby su tieto neporovnatelne vyssSie, implikujice vacsi
prispevok domacich vyrobnych zariadeni na tvorbe finalneho produktu. Zabehnuté firmy v
oblasti strojarstva sa tak stretdvaji s vysSimi podnetmi, ¢i stimulmi, ktoré iniciuju d’alsi
inovaény rozvoj. Zivotny cyklus uplatnenie v klasickom podnikani

Miera novosti - kazdy typ inovacie si vyzaduje aj iny sposob jej uplatnenia v organizacii.
Radikalne inovéacie (disruptivne) si mdézu v krajnom pripade vyzadovat' aj zavedenie tzv.
»dudalnych struktur", alebo rozdelenie organizacie. V tomto pripade st mikro a malé podniky
flexibilnejsie a tym st vo vyhode.

Externé institucie - niektoré sektory su pri svojej ¢innosti vyznamne ovplyviiované
externymi faktormi, zva¢sa vo forme noriem, inStitucionalnych regulacii, ¢i certifikacnych
povoleni. Z pohladu odvetvového rozlozenia slovenského hospodarstva su viac dotknuté
odvetvia potravinarskeho a chemického priemyslu a hutnickeho priemyslu. V tomto kontexte
je inovacny potencial vyssi v menej regulovanych odvetviach. Na druhej strane, vSak tieto mézu
byt zdrojom inova¢ného podnetu, tak ako to plati v oblasti environmentéalnych technolégii.
Vsetky podniky pouzivaji zékladné zasady, pravidla normy, niektoré audity (odberatel’ov,
dodavatel'ov, obchodné retazce)

7) Vychodiskové podmienky inovacii

Prezentované faktory rozvoja mézu vyznamne ovplyvnit’ mieru uspesnosti inovacného
procesu v rdoznych vychodiskovych podmienkach. Na jednej strane favorizuju tradi¢né,
zabehnuté firmy zakladajice si na svojej velkosti, skusenostiach s produkciou, tradi¢nymi
vizbami na okolie a na druhej strane odporuju flexibilné schopnosti malych firiem
dynamicky inovovat’ hlavne v oblasti procesov.

Nemozno vSak zabudat’ eSte na jeden klucovy aspekt inovécii a to je skutocnost
inovac¢nych podnetov, ktoré su Casto krat (hlavne v oblasti disruptivnych inovacii) iniciované
,»Z vonka". Ide hlavne o vplyv z pribuznych previazanych odvetvi, ¢i uz dodavatel'ov, alebo
konkurentov, ale aj z Gplne inych odvetvi, alebo oblasti (TIDD, J. - BESSANT, J. - PAVITT,
K, 2008 ). To kladie uroven podpory vSetkych oblasti do kvalitativne novej roviny.
Kvalifikovana expanzia inovacii predpoklad4 okrem vyc€lenenia nosnych odvetvi inova¢ného
rozvoja aj podporu dalsich klucovych aspektov jej rozvoja. Tieto sme analyzovali a
identifikujeme dve hlavné oblasti nerovnovazneho vyvoja inova¢nej vykonnosti:

e oblast podpory inovacii v malych a strednych podnikoch
e aefektivitu procesov inovovania.

V sucasnosti je potrebné vytvarat’ prostredie pre transfer znalosti a technologii do
produktov a vyrobnych procesov, podporovat vytvdranie vidzieb medzi institiciami
sukromného, verejného sektora a neziskového sektora. Rovnako je ddlezit¢ podporovat
povedomie o potrebe expanzie v oblasti inova¢ného rozvoja a konkurencieschopnosti- vsetky
podniky.

Inoviacia je dynamickym prvkom produkcie a rastu. Bez inovécie je d’al§i rozvoj
podnikov, ekonomiky ako celku a spolo¢nosti nemozny. Bez inovacie nemozno zabezpecit
udrzatel'ny rozvoj produktivity. Inovacia nadobuda kl'icovy vyznam aj ekonomickom procese.
Je to hlavne prostrednictvom jej schopnosti menit’ vyrobné postupy, Struktiry ekonomiky a
tym akcelerovat’ tvorbu hodnoty. V modelovom pripade, ktory v praci predkladame, ddvame
pohl'ad na vymedzenie inovécii a ich moZnosti uplatnenia ako kvalifikovanej expanzie inovéacii
v ekonomickom procese. Vzhl'adom na aktualnost’ tejto témy sa v uvode prace zaoberame
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predovsetkym teoretickymi faktami tykajicimi sa potravinarskeho priemyslu ako strategicky
vyznamného sektora.

Skumana problematika ako ekonomicky merat’ kvalifikovat dopady inovacii —
inova¢nych aspektov, dopad inovacii na zvysenie konkurencieschopnosti podniku su aktudlne
vyzvy pre sucasnost’.

Rast a udrzanie konkurencieschopnosti a buducnosti bude nosnou otazkou. Svoju tlohu
zohravaju finan¢né prostriedky z Eurdpskej unie a ich uplatnenie.

Ucelom prispevku je poskytnutie informa¢nej pomoci na zvysenie technologickej trovne v

podnikoch a zlepSenie konkurencieschopnosti podnikov v regiondlnom, narodnom

a europskom priestore prostrednictvom podpory realizacie inovacnych aktivit. Projekty musia

smerovat k inovéacii produktu a/alebo procesu a metdédy a musia prindsat’ nové alebo vyznamne

vylepsSené riesenia, priCom v ramci prioritnej osi 1 je zdmerom podporovat’ vylu¢ne projekty

prispievajuce k plneniu ciel'ov Stratégie vyskumu a inovécii pre inteligentnt Specializaciu SR6

(d’alej len ,,RIS3 SK*).

Poskytnuta pomoc sa musi prejavit’ vo forme zvysenej inova¢nej vykonnosti, ktori podnik

dosiahne prostrednictvom minimalne jednej z nasledovnych kategoérii inovacii (v pripade

organizac¢nych inovacii musi vzdy ist' o kombinaciu s inovaciou produktu a/alebo inovéciou

procesu): zahfiia takii zmenu existujucich a/alebo zavedenie

Inovacia produktu

zahfna tak zmenu existujucich a/alebo zavedenie novych technologickych postupov na strane

prijimatel’a, ktord znamend zavedenie podstatnych zmien schopnosti/vlastnosti tovarov

a sluzieb existujucich na trhu, a to ako uvedenie uplne nového tovaru alebo sluzby na trh, tak

aj vyznamné vylepSenie uz existujuceho tovaru alebo sluzby.

Inovacia procesu

zahfna taki zmenu existujucich a/alebo zavedenie novych technologickych postupov na strane

prijimatel’a, ktora predstavuje vyznamni zmenu v metddach produkcie a dodavok s cielom:

- zniZenia energetickej naroc¢nosti a

- zniZenia negativnych vplyvov na Zivotné prostredie a

- zvySenie efektivnosti vyroby.

Organizacna inovacia

znamenda zmenu existujucich a/alebo zavedenie novych metdd organizacie procesov podniku

(prijimatel’a) v internom prostredi a aj smerom do externého prostredia (napr. prostrednictvom

zavedenia novych informacnych systémov, systémov automatizicie a integracie vratane

prepajania vyroby s oblastou vyskumu a vyvoja). Stratégia vyskumu a inovacii pre inteligentnt

Specializaciu Slovenskej republiky — platné znenie RIS3 SK schvélenej uznesenim vlady SR ¢.

655/2013 dna 13. 11. 2015 je zverejnené na webovom sidle vykonavatel'a www.mhsr.sk
Predpokladom kvalifikovanej expanzie inovacii v odvetvi spracovatel’ského priemyslu

— je skimanie navrhu modelového pripadu a to v zékladnych pristupov :

Modelovy pripad

Na vypracovanie modelového pripadu boli pouzité metddy ako st expertné rozhovory,
brainstorming, benchmarkinga d’alsie. Informéacie boli ziskané od predstavitel'ov uvedenych
podnikatel'skych subjektov a tieZ s vyuzitim aj inych dostupnych zdrojov.

modelovy pripad _ — predmetom skumania bol vplyv inovdcii na vykonnost a
konkurencieschopnost podniku. Clenenie uvadzame z nasledovnych hladisk:
e proces tvorby hodnoty,
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e vyuzitie produktov IKT,

e inovacné aktivity,

e 7 hladiska postavenia odvetvia,

e uloha inovacii a konkurencieschopnosti,
e podnikové kompetencie a inovécie,

e vychodiskové podmienky inovécii

V tejto Casti uvadzame podnikatel'ské subjekty podla ¢lenenia tabul'ky ¢.1.Predmetom
sktimania bol vplyv inovécii na vykonnost’ a konkurencieschopnost’ podniku.

A) MIKROPODNIK

Ako priklad mikropodniku uvidzame podnikatel’ské subjekty ktorych majetok je< 2 mil.
eur

Tabulka 1.2.1: Vplyv inovacii na vykonnost’ a konkurencieschopnost’ mikropodniku

Clenenie inovacii Typ podniku — Mikropodnik
Proces tvorby hodnoty Ano
Vyuzitie produktov IKT Ano
Inovacéné aktivity Nie
Z hladiska postavenia odvetvia Nie
Uloha inovécii a konkurencieschopnosti Nie
Podnikové kompetencie a inovacie Nie
Vychodiskové podmienky inovacii Nie

Zdroj : Vlastné spracovanie

Zhodnotenie — mikropodnik

V tabulka ¢. 1.2.1 je prezentovany prehlad o vplyve inovacii na vykonnost
a konkurencieschopnost’ podniku pre typ podniku ,, MIKROPODNIK . Na zaklade nasho
vyskumu konS$tatujeme, ze takyto typ podniku je schopny realizovat' prvé dve kritéria
a inovacie v procese tvorby hodnoty. Je to orientacia na tvorbu v obmedzenom rozsahu novych
produktov predovsetkym s vyuzitim rodinného know — how a po druhé je to orientacia na
zabezpecenie a dodrzanie kvality vyrabanych produktov. Vysledkom takto orientovanych
inovacii je dosiahnut’ rast produktivity prace.

Mozno to hodnotit’” ako uplatnenie produktivneho typu inovacie. Vyuzitie IKT je
zamerané na poskytnutie v menSom rozsahu avo vybaveni PC hardware a software —
zabezpe&enie itovnej, dafiovej, personalnej agendy. Dalsie kritéria uplatnenia inovécii pre
tento typ podniku vidime ako nerealizovatelné, co je determinované typom podniku, po¢tom
zamestnancov, materidlovymi, finanénymi a ostatnymi zdrojmi podniku.
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B ) MALY PODNIK

Ako priklad malého podniku uvadzame podnikatel'ské subjekty ktorych majetok je <
10 mil. EUR

Tabulka 1.2.2: Vplyv inovacii na vykonnost’ a konkurencieschopnost’ malého podniku

Clenenie inovacii Typ podniku — Maly podnik
Proces tvorby hodnoty Ano
Vyuzitie produktov IKT Ano
Inovacné aktivity Ano
Z hladiska postavenia odvetvia Nie
Uloha inovécii a konkurencieschopnosti Ano
Podnikové kompetencie a inovacie Nie
Vychodiskové podmienky inovacii Nie

Zdroj : Vlastné spracovanie
Zhodnotenie — maly podnik

Tabulka ¢.1.2.2 opisuyje prehlad o vplyve inovacii na  vykonnost
a konkurencieschopnost podniku pre typ podniku: ,,MALY PODNIK®. V kritérisch
uplatiiovania inovdcii typ podniku maly podnik zostdva v uplatneni - realizovani prvého a
druhého kritéria inovacii na Grovni mikropodniku v procese tvorby hodnoty. Tretie kritérium
inovacii - tvorba hodnoty arast produktov, maly podnik vie zabezpecit' uplatnenim novej
technolégie vo vyrobnom procese. Z hladiska postavenia odvetvia ako Stvrté kritérium
uplatnenia inovacii je postavenie spracovatel'ského priemyslu v ramci odvetvia a vel'kost'ou
podniku a preto nevidime uplatnenie tohto kritéria inovacii pre maly podnik.

Rozvoj inovécii a konkurencieschopnosti vidime podl'a kritéria ¢. 6, ale ¢. 7 nevidime
ako uplatnitelné na urovni typu maly podnik. Obmedzujuce alebo chybajice zdroje su
persondlne, finan¢né, materidlové a investic¢né.
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C ) STREDNY PODNIK

Ako priklad stredného podniku uvadzame podnikatel’ské subjekty ktorych majetok je <
50 mil. EUR

Tabul’ka 1.2.3: Vplyv inovacii na vykonnost’ a konkurencieschopnost’ stredného podniku

Clenenie inovacii Typ podniku — Stredny podnik
Proces tvorby hodnoty Ano
Vyuzitie produktov IKT Ano
Inovacéné aktivity Ano
Z hladiska postavenia odvetvia Ano
Uloha inovacii a konkurencieschopnosti Ano
Podnikové kompetencie a inovacie Ano
Vychodiskové podmienky inovacii Ano

Zdroj : Vlastné spracovanie

Typ stredny podnik spiia poziadavky na realizovanie vietkych nami vybranych kritéri
inovacii. Stredny podnik ma persondlne, kapacitné, finanéné a materidlové zdroje na splnenie
vybranych kritérii inovacii.

D) VELCKY PODNIK

Ako priklad vel’kého podniku uvadzame podnikatel’ské subjekty ktorych majetok
je>50 mil.EUR

Tabul’ka 1.2.4: Vplyv inovacii na vykonnost’ a konkurencieschopnost’ vel’kého podniku

Clenenie inovacii Typ podniku — Velky podnik
Proces tvorby hodnoty Ano
Vyuzitie produktov IKT Ano
Inovacné aktivity Ano
Z hl'adiska postavenia odvetvia Ano
Uloha inovécii a konkurencieschopnosti Ano
Podnikové kompetencie a inovacie Ano
Vychodiskové podmienky inovacii Ano

Zdroj : Vlastné spracovanie

Typ velkého podniku ma pre podklady, aby splnil poziadavky na splnenie vsetkych
nami vybranych kritérii inovacii. Mozno to hodnotit’ a plati to isté vymedzenie ako pre stredny
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podnik, stym ze ma eSte vdcSie moznosti zdrojov (persondlne, finanéné, materialové
a investi¢né).

Zhodnotenie vysledkov k modelovému pripadu

Z predchadzajucich tabuliek vidiet', Ze postavenie inovacného procesu tvorby hodnoty
nie je rovnako uplatnite'né u jednotlivych typov podnikov. Na zaklade vyskumu konstatujeme,
ze vsetky inovacéné ciele nevedia jednotlivé typy podnikov splnit’ z dovodu réznych procesov
inovacii a inova¢ného procesu a ako je rast hodnoty alebo produktivita prace. Inovacné ciele,
ktoré sme v modelovom pripade vymedzili, sme vyhodnotili so zdverom:

e jednotlivé typy podnikov vedia naplnit’ iba niektoré inovacné ciele,

e primalych a strednych podnikoch st splnené inovacné ciele procesov tvorby hodnoty
a vyuzitie produktov IKT splnenie a realizovanie vSetkych inovacnych cielov je
mozne ocakavat’ u strednych a vel’kych podnikov,

e podla modelového pripadu — vplyv inovéacii na vykonnost’ a konkurencieschopnost’
podniku nie je mozné pausdlne — univerzalne vzt'ahovat’ alebo vymedzit', pretoze tu
posobia faktory uvedené v predchadzajucich Castiach prispevku akymi su: pocet
zamestnancov, typ podniku, vel’kost’ podniku, rozsah vyrobnej zdkladne, vybavenost’

a pod.

Je zrejmé, ze rozvoj inova¢nych a environmentalnych technol6gii spracovania vyrobkov sa
bude zameriavat’ najmi na:

e postupnu aplikaciu bezodpadovych technoldgii vo vSetkych odboroch priemyslu, ktoré sa stani
nevyhnutnost'ou na splnenie stale prisnejsich Standardov Zivotného prostredia,

e vyuzitie vysledkov vyskumu a vyvoja formou spolo¢nych statnych a sukromnych investicii na
tvorbu a realizaciu novych poznatkov a technoldgii s orientaciou na vyrobky racionalnej
VyZivy,

e vyuzitie technolégii v jednotlivych vyrobnych odvetviach -environmentalne Setrné vyrobné
techniky a technoldgie budii podmienkou naplnenia poziadaviek integrovanej prevencie a
obmedzovania znelistenia zivotného prostredia. VyznaCuji sa zna¢nou investi¢nou a
prevadzkovou nékladovostou (VLACHYNSKY, K. a kol. 2003).

V prispevku sme vytvorili modelovy pripad, na ktorom mdézeme poukazat’ na inovacny
potencidl a konkuren¢ni vyhodu a na mieru inovacie pre mikro, malé, stredné a velké

podniky.

ZAVER

Podnikatel'skd  Cinnost ajej rozvoj sa vyznacuje potrebou informadcii
0 konkurencieschopnosti ako inovacného potencialu podniku. Kazdy v tejto €innosti zépasi
S problémom, ako sa zorientovat’ v mnozstve informacii, ktoré dostava, no najmé ako si vybrat’
tie, ktoré st dolezité pre rozhodovaci proces. Ide o raciondlne vysporiadanie sa so zaplavou
informacii z pohl'adu manazéra, ktory rozhoduje o konkuren¢nej vyhode vzhl'adom k tomu, Ze
riadit’ bez informacii nie je mozné. K riadeniu su nevyhnutne kvalitné informacie, dat’ ich do
prislusnych suvislosti, analyzovat’ a vyvodit' zavery, ¢o treba, aby sa dosiahol vymedzeny
zamer.

Zistené  poznatky  ekonomickych aspektov  inovacného  potencidlu  ako
konkurencieschopnosti su uplatnitel'né nielen v odvetvi spracovatel'ského priemyslu, v ktorom
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posobili analyzované podniky, ale iV inych odvetviach narodného hospodarstva, ktoré nam
takto poskytuji poznatky o irovni podnikovych procesov.

Za hlavné prinosy v praktickej oblasti mozno povazovat’:

e zmapovanie problematiky ekonomickych aspektov inova¢ného potencialu podnikov
z pohl'adu praxe vybranych malych a strednych podnikov posobiacich v sektore
spracovatel'ského priemyslu na Slovensku,

e identifikdciu nedostatkov pri realizacii inovacného potencidlu podnikov pdsobiacich
V spracovatel'skom priemysle v praxi malych a strednych podnikov,

e vymedzenie a stru¢ni charakteristiku nastrojov informaénych technologii, ktoré mézu
byt vyuzité pri ziskavani a spracovani udajov v ramci inova¢ného potencialu podnikov
posobiacich aj v inych odvetviach priemyslu,

e navrhnutie postupu pri vyhodnocovani a interpretacii vysledkov modelového pripadu
ekonomickych aspektov inova¢ného potencidlu podniku,

e ckonomické aspekty inova¢ného potencialu podniku, ktora je aplikovatel'na v realnych
podmienkach malych a strednych podnikov posobiacich v spracovatel'skom priemysle
a sluzi ako metodicky postup, resp. navod, ktory uruje malym a strednym podnikom
ako postupovat’ pri realizacii konkurencieschopnosti,

e vyuzitie poznatkov vo vyucbe predmetov zameranych na finanény manazment,

e prakticki aplikdciu ajej uplatnenie na analyzovanych podnikoch — ststava
ukazovatelov.

e aplikacné aspekty publikacie je mozné uplatnit’ i v inych odvetviach priemyslu

e jednotlivé typy podnikov vedia naplnit’ Stratégiu vyskumu a inovacii pre inteligentnu
Specializaciu Slovenskej republiky — platné znenie RIS3 SK schvélenej uznesenim

vlady SR €. 655/2013 dna 13. 11. 2015 .
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ROZNE PRISTUPY K AUTENTICKOSTI

DIFFERENT APPROACHES FOR AUTHENTICITY

Axel Sven Peisker

Abstract

Purpose of the article The aim of this paper is to identify the need of authenticity and its relevance
for marketing in general and in particular in the sales process of assurance products concerning
the German market. The reason to analyze this topic is to get a better understanding why a consumer
buys an assurance product. This helps to adapt sales strategies and sales processes. The
understanding why a consumer tends to buy will be helpful for future marketing strategies or if a
new product shall be installed.

Methodology/methods The methodology to find out more about authenticity and its relevance for
marketing is structured into several blocks. In the beginning the term authenticity will be analyzed.
Therefore, different examples and case studies are used.

Scientific aim The main goal of the paper is to present the need of authenticity and its relevance for
marketing, to analyze this phenomenon from the aspect of sales process and customer behaviour.
Findings The term authenticity and its meanings are defined differently in everyday life. It is used
as real, truthful or creating a realness and as an illusion. According to various examples it has been
proven that there is no standardized definition of the term. Having defined three categories, the
cultural — historical category hast been analyzed more closely. This helped to clarify the term
authenticity. The results show that there is artificially created authenticity on the one hand. On the
other hand, there is the historically grown authenticity.

Conclusions (limits, implications etc.) The general meaning of authenticity is different according
to target groups. Those groups will help to identify specific meanings. The expectation is that every
individual has a different understanding of authenticity caused by different reasons. Authenticity
therefore must be adapted accordingly.

Keywords: authenticity, marketing, sales process, consumer

JEL Classification: M31, M21
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INTRODUCTION

Authenticity is defined as realness or legal validity (Drosdowski, G. et al, 1996) Hereby a thing
or a person can be authentic. Authenticity is being used in nearly any area of modern marketing
-be it in a combination with different media or in different areas such as tourism, banking or in
the food industry (vgl. Peterson 2005:1084, vgl. Beverland & Luxton 2005: 103-116). ,, The
search for authenticity is one of the cornerstones of contemporary marketing (English Original:
“The search for authenticity is one of the cornerstones of contemporary marketing”.)” (Brown,
Sherry & Kozinets, 2003, 21).

So does the customer demand for authentic products? However, what is authentic for
the individual customer? Is there a critical value between Authenticity and imitation? The
following pages will discuss these questions based on the relevance for marketing.

According to Kluge the term authenticity has its origins in the Greek language. The term
is best translated as ,,reliable” and it is a deduction from ,, creator “(Kluge 1995, 68). The use
of the term in the sense of ,,realness “, ,,seen as an original“or also ,,nativeness‘ has developed
until today (vgl. Groppel-Klein & Spilski, 2006, 279).

Amongst the cultural historical category of authenticity, the following is understood
generally: business models, facts and things that have grown culturally or historically as the
following examples will show:

The US American banking corporation “Banknorth Group” is an internationally acting
financial enterprise (http://www.tdbanknorth.com/). This company has decided to get more
market shares due to a special customer service. This way the bank wants to strengthen its
businesses in the private customer retail area.

Hereby the bank tries to use the concept to be noticed as authentically as possible by its
customers. The company appears as a local bank and not as an international company. Its
specialty is to satisfy the local needs of the local residences with a complete service of all
banking products. The service is absolutely individualized for each customer. Other local banks
cannot offer that service because of the lack of resources. (vgl. Beverland & Luxton 2005: 104).

The customer does not know that there is a billion-dollar international company acting
in the background. Due to its resources the bank understands perfectly to give the impression
to be the opposite of what it actually is. Instead of profiling its size and power it uses the
impression of being a small, local institute.

The customer sees the bank as a “customer understander”, becoming authentic this way. (vlg.
Beverland & Luxton 2005: 104).

1 GOALS AND METHODS

The main goal of the paper is to present the need of authenticity and its relevance for marketing,
to analyze this phenomenon from the aspect of sales process and customer behaviour.

Partial goals are following:

e to summarize the suitable sources,

e to analyze the term: authenticity,

e to provide the view on the phenomenon authenticity.

The methodology to find out more about authenticity and its relevance for marketing is
structured into several blocks. In the beginning the term authenticity will be analyzed.
Therefore, different examples and case studies are used. During elaborating of the paper basic
research methods are used: analysis, comparison, synthesis, deduction.
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2 RESULTS AND DISCUSSION

The variety and diversity of the term “authenticity” becomes clear regarding the above analyzed
categories and examples. Dividing the complex term into three categories makes it easier to
analyze the relevance of authenticity for marketing. Authenticity within one of these categories
will be analyzed and commented on more closely in the following part of this work. Different
views and examples will be helpful to discuss and illustrate the term.

2.1 Authenticity within the cultural - historical category

As shown previously, the field of authenticity is very diverse. A missing and generally valid
definition does not exist. This is one reason why the use of this term is not limited and why
there are different ways of use.

The cultural — historical category will be highlighted in the following section. Especially
the area of tourism will be analyzed more closely. Tourism is especially qualified to be used
since there have been made several studies about authenticity in this sector. A clear idea is
formed what is authentic in regard to tourism.

The approach of Ritchie and Crouch is especially considered. They carve out clearly the
difference between artificially made and historically grown authenticity. Furthermore, the
dimensions according to Grayson and Martinec and the definitions of “indexical” and “iconic”
will be illustrated.

Subsequently the question will we discussed as to how, when and using which pattern
makes sense to make a touristic product appear authentic.

2.2 ARTIFICIALLY CREATED VERSUS HISTORICALLY GROWN
AUTHENTICITY

Ritchie, Leehan and Presenza differ between historically grown and artificially created
authenticity (Ritchie, Leehan & Presenza, 2005). Within their literature they incur mainly on
the so called DMOs, the ,,Destination Marketing Organizations” or ,,Destination Management
Organizations”. Those organizations are usually responsible to “manage or market a
destination” (vgl. Fluker, 2005).

According to Fluker a touristic destination is grown historically when it does not have
to be developed by human beings. Fluker calls natural spectacles as naturally historically grown
attractions for tourists for example (vgl. Fluker 2005, Ritchie 2005). Contrary to the historically
grown attractions there are the artificially created ones. Those are usually made to meet
economic targets.

As examples Fluker lists amusement parks or also events like the so called “Slow Food
Festival Melbourne” (http://www.atasteofslow.com.au/).

The questions to be asked now is which kind of tourism is authentic and whether there is a
difference in recognizing arificially created or historically grown authenticity. Furthermore,
there is to analyze the role of the DMOs regarding the perception of the customers. Do they
influence the impact on the customer and how import the authenticity is for the overall customer
conception?

2.3 TWO DIFFERENT APPROACHES FOR AUTHENTICITY ACCORDING TO THE
EXAMPLE OF GRAYSON AND MARTINEC

As mentioned before, the term authenticity has a wide range of meanings (vgl. Peterson 2005;
Beverland & Luxton 2005; Stern 1993). It does not follow any strict definition. For analyzing
authenticity within the tourism industry Grayson and Martinec found out two dimensions of
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authenticity. Hereby they orientate at Charles Peirce’s ,,Philosophy of Signs” (Peirce 1998).
Grayson and Martinec have used data from two touristic attractions. Those data were collected
simultaneously. They do so to show the necessity of differing those two approaches (vgl.
Grayson & Martinec 2004).

The need for something real — indexical authenticity

Often the term authentic is used to describe something that is neither a copy nor an imitation
(Bruner, 1994, 400; Huntington, 1988, 157). Hence an object is authentic as long as it is
assumed to be “the original” or “The real Thing” (vgl. Barthel1996: 8; Benjamin 1969, 220;
MacCannell 1999, 14; Peterson 1997, 207; Sagoff, 1978: 453). Any doubt that the product
might not be the original has to be vanished (Suspension of Disbelief). According to O’Guinn
the hand prints of famous actors on the floor in front of the Chinese Theater in Los Angeles
(Walk of Fame) are authentic as long as they are considered to be the original hand prints of
the artist (vgl. O’Guinn, 1991).

Peirce gave distinction to the English term ,,Index” (engl. “index” fiir Nachweis,
Grayson & Martinec 2004: 296). As a result, with the context of authenticity it is called
“Indexicality”. It makes clear that a factual connection between the object and the person exists.
Even if it suggests something different. Hence there is a connection between the hand prints
and the corresponding actor (Grayson & Martinec, 2004, 298).

Indexicality differs between ,,The real Thing” and a fake with the help of psychic and
physical connections. (Grayson & Martinec 2004, 298; Markel 1995). If it is presumed that two
objects look absolutely identically, the one being seen as authentic, correlates with the original.
To find out which one is the original the above-mentioned connection — a so called “Certificate
of Origin” is necessary (vgl. Groppel-Klein & Spilski, 2006, 280).

We can find indexical authenticity in tourism e.g. with demonstrations of cultural
dances. It is important for the spectator to trust the dancers that they really follow their cultural
heritage and using dancing moves from their original culture. Only due to that trust they can
differ between the original or fake. To become trustworthy the demonstration also includes
some information about the dancers and their heritage during the event (Grayson & Martinec
2004, 298). The connection between information and culture shown makes it possible to form
the indexical authenticity. The spectator has the imagination that the presented demonstration
corresponds to the original.

The need for empirical realism — iconic authenticity

Whereas the indexical authenticity combines the perception of object an person as a proof of
originality, the iconic authenticity is the opposite of that. (engl. iconic Authenticity, Grayson &
Martinec 2004: 298).

“The term authentic is being used partly to describe something correlating to the
appearance of the indexical authenticity*(Grayson & Martinec 2004: 298). Some authors differ
this kind of indexical authenticity by using terms like ,,Authentic Reproduction” or ,,Authentic
Recreation (vgl. Grayson & Martinec 2004: 298; Bruner 1994: 399; Peterson, 1997: 208).

Grayson and Martinec describe silver coins from a souvenir shop being accepted as
authentic which means as an “authentic reproduction”. They are considered to be very similar
to the original coins from the 16™ century (vgl. Grayson & Marinec, 2004: 298; Costa &
Barnossy, 1995).

This kind of authenticity is also called “Verisimiltude” within the literature (vgl.
Kozinets et al, 2002).

Grayson & Martinec use the English term ,,iconicity* which is based on Peirce. Iconicity
describes a person or an object such as the silver coins that are comparable to the original. Such
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ikons or symbols are linked with previous experiences (Peirce 1998: 1304 — 1307). Peirce
furthermore writes that a consumer or customer has to have some previous knowledge or an
expectation for a person or an object to identify it as an icon or a symbol. These components
produce a “composite photograph” (vgl. Martinec & Grayson 2004: 298).

Consumer or customer use this composite photograph to compare persons or objects
like the silver coins and look for similarities. Trying to find out whether a Victorian chair is
authentic, the consumer or customer has to have previous knowledge of what Victorian style is
and what chairs from that time look like.

Coming back to the cultural dancing also here the consumer must know what the
demonstration has to be like, and how it has to be performed. Only if that is he case the
consumer will identify the dancing as iconically authentic.

CONCLUSION

The general meaning of authenticity is different according to target groups. Those groups will
help to identify specific meanings. The expectation is that every individual has a different
understanding of authenticity caused by different reasons. Authenticity therefore must be
adapted accordingly.

Modern marketing takes into consideration that will purchase a product before and
during the introduction of a product. Furthermore the target group is defined and which will be
the best marketing mix to present the product to the consumers (vgl. Ball et al, 2002: 545). This
marketing mix is essential for the success of a product. Authenticity generally always is
important introducing new products. Next to the marketing mix it persuades the consumer to
purchase a product (vgl. Oetting 2005). The core strategy of enterprises is to appear as authentic
communicators (vgl. Oetting: Authentizitit). According to Oetting authenticity is a tool to make
a customer purchase a product. The more expansive a product is the more authentic it has to be
appreciated. The consumer has to be persuaded more of its authenticity. The marketing mix and
the product itself has to be created as authentically as possible according to Oetting.

The term authenticity and its meanings are defined differently in everyday life. It is used
as real, truthful or creating a realness and as an illusion. According to various examples it has
been proven that there is no standardized definition of the term. Having defined three categories,
the cultural — historical category hast been analyzed more closely. This helped to clarify the
term authenticity. The results show that there is artificially created authenticity on the one hand.
On the other hand, there is the historically grown authenticity.
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IMNPAKTUYECKHUE YPOKH COVID-19: OT CITIACEHMUSA
HAIIMOHAJIBHOI'O PBIHKA TPYJA 1O IOBBILIEHUA
JIOAJBHOCTHU KOPITIOPATUBHBIX KJIMEHTOB

COVID-19 PRACTICAL LESSONS: FROM SALVING
THE NATIONAL LABOR MARKET TO INCREASING
CORPORATE CUSTOMER LOYALTY

Butauanii Poenxko — Ejena llIuoanosa-Poenko

Abstract. A year ago, a new coronavirus infection, COVID-19, entered the world. Experts, analysts
in the processes of uniting the world against COVID-19 called for an inoculation in the form of trust
in science and institutions, and in corporate matters - for the actualization of partnerships. Sensitive,
accountable, evidence-based management and leadership must be the foundation. Companies and
enterprises are forced to cope with critical changes in their financial performance, while minimizing
the impact of the pandemic on the internal sphere. Looking at the past year from the current state
of the socio-economic situation with a persisting epidemiological threat, the important results of the
past year can be presented as follows: there is no reliable protection against re-infection, there is
no reliable information about the risk of herd immunity degradation, but optimism cannot be lost.
The spatio-temporal path of the origin and development of the COVID-19 pandemic makes it clear
when and on what grounds a new social partnership arose, why expert assessments, careful
replication of experience were required, or, conversely, decisiveness in choosing breakthrough
trajectories.

The purpose of the article the authors see in showing how in the post-covid period our
interconnected and unconsolidated economic world will certainly face a choice: either to return to
the conditions of their country “apartments” in which the economy existed before, or to jointly strive
to form a different economy - more equitable, inclusive and sustainable.

Methodology / methods. The article uses a statistical information base, a statistical review and
elements of statistical analysis, reasoning and causation as logical categories, situational analysis,
systematization, elements of historical and economic analysis, macroeconomic analytics.

The scientific purpose of article is in highlighting and actualizing the problem of preserving and
increasing the potential of the human worker in the context of a general “reset” of resource
provision in the context of a new reality - the COVID-19 pandemic and the post-covid future.
Findings. Previously routine and, at first glance, well-studied stress (read - crisis) triggers in a
number of direct and indirect covid-problem situations can bring a lot of additional and complex
consequences. In turn, they are quite capable of aggravating not only the financial and social
position of the company and someone's personal career, but they are even capable of creating
problems in a particular country.

Conclusions. In the conditions of an avalanche and chaotic flows of information, its structuring is
especially relevant - both for the search for modern vectors of organizational efficiency, and for the
purposes of personal and corporate protection. The economic turmoil caused by the pandemic has
exposed many vulnerabilities in business, from doubts about globalization to gaps in detail in supply
chains. Without a pandemic, it would hardly have been possible to quickly identify the systemic
nature of invisible problems. But the pandemic has accelerated the previously emerging significant
trends, which can radically change both the sphere of labor relations and the profiles of national
labor markets: this is a change in geographic employment, a complicated and large-scale retraining
of personnel. Managers, executives, must use this crisis to rethink their supply chains, the quality of
their customer base, the work climate and understand the nature of their vulnerabilities, and then
take action to improve reliability and resilience.

Keywords: COVID-19, lessons, partnership, labor, solidarity, sustainability, inadequacy.

JEL classification: D 74; D 81; D 84; E 24; F 29; J 64
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BBEJAEHUE

['on Hazan B Mup npunuia HoBast kKopoHaBupycHas nHpekuuss COVID-19. Cpenctsa maccoBoit
unpopmanun (CMMU) moBciogy 3amecTpenu 3aroyioBkamu 1mo tumy: «PoBHO ron Hazan
KopoHaBupyc npuiien B Opck», «l'oll ¢ Hayana maHAEeMUU: IOPUIUYECKUH PBIHOK YCTOSIDY,
«Ortcuet pacnpocTpaneHus «uymbl X XI Bekay — He MOBOJ [UIsl BECETbSI.

Hammomuum: 17 Hos6ps 2019 roga B r.Vxanp npoBunimmu Xy03i (KHP) 55-nernuii
JKUTENIb 00paTUIICS K Bpady I10 IIOBOJY OCTPOr0 PECIMPATOPHOTO BUPYCHOIO 3a00JI€BaHNUs, HO
C HEM3BECTHBIMU paHEe COBOKYMHBIMH Npu3Hakamu; 31 mexadbps 2019 roga crpanoBoe 610po
Bceemupnoit Opranuzammuu 3xapaBooxpanenus (BO3) B Kurae momyumno mHpopmanuio o
BBISIBJICHMM ~ CIy4yaeB  3a0o0jieBaHUs  [MHEBMOHHMEW  HEHW3BECTHOM  ATHOJOTMH  (T.e.
HEYCTaHOBJIEHHOH npuunHbl); 13-15 auBaps 2020 roga Bce kpynHeimue CMU Mupa caenanu
TepBble NMyOIMKAIME O BCIBIIKE 3arafouHOTO 3a00NeBaHHs — HOBOM KopoHasupyce?®; 11
depans 2020 rona BO3 nana 3a0osieBanuio HOBOM kKopoHaBupycHo# uHgpekiueit 2019 nCoV
odpurmansuoe HazBanue COVID-19, o0bsBuB panee, 30 suBapst 2020 roga, ype3BblUAHHYIO
CUTyalri0 B o0jacTh OOIIECTBEHHOIO 3ApPaBOOXPAHEHHUS, HMEIOIIYI0 MEXIyHapOJHOE
3HaueHne. HecMoTps Ha TO, 4TO BO BCEM MUPE OPraHbl BIACTH MPUHSIIN PA3IMYHBIE MEPHI 110
OTPAaHWYEHUSIM Ha ITyTEUIECCTBHUS, KOHTPOJIIO PUCKA HAa paboueM MeCTe U 3aKPHITHIO 0OBEKTOB,
yxe k 11 mas 2020 roga, T.e. Bcero 3a 3 mecsua, 3MUIEMUOJIOTMYECKass yrpo3a aKTUBHO
pasBumack B 185 crpamax mupa?’. Ha obmieHarmoHanbHOH 100 MeCTHOH ocHOBe B 172
CTpaHax ObUIH 3aKPBITHI IIKOJIBI, KOJUIEKBI U YHUBEPCUTETHI, YTO 3aTpoHYI0 98,5% MupoBoro
HACENleHHs MOJIOEXKHOTO Bo3pacTa?®, IloBcromy (aKTHUeCKH OCTAHOBHMJIACH JeIOBas
aKTUBHOCTL: HHAEKC AejioBoi akTuBHOCTH PMI noctur B EC MuHMMansHOro 3HaueHus ¢ 1998
rojia, a MajeHue IeH aKIHii, OOJBIIMHCTBA TOBAPHBIX aKTHBOB U KYPCOB BAJIOT MPEBBICUIIO
25%2°. MB® pe3ko TepecMOTpeNl IIPEeKHHE MPOTHO3B 110 TIONOKUTENHHOMY HPHPOCTY
MupoBoit skoHomukn B 2020 r. Ha ee cnan. B anpene 2020 roga OOH BeImycTHIIa 10K, B
KOTOPOM TMpH3Bajla CTPaHbl BCEro MHpa MPUCTYNHUTh K CO3/IaHUI0 HOBOH SKOHOMHKH,
TMOCKONBKY CTapasl yke He OymeT TpexHell u3-3a mamgemun-’. K coxanenmio, depes
couunanbhele cetn 1 CMU pacnipocTpansiiack Ae3suHpopMalus o BUpyce: K Hadaiy Jieta 2020
I. OHU 3alOJHUINCh TECCUMUCTUYHBIMH M JaXX€ MPAYHBIMU DKCIEPTHBIMH OIEHKaMHU

26 Benbluikoti MOYKHO CUMTATh CHTYAIMIO, KOT/IAa HOBBIX 3apa3UBIIHXCS CTAHOBHTCS GOJIbIIE, Y€M BHOBb
BBI3/IOPOBEBINUX (MJIM YMEPIINX). Y3KHE CHEIHATUCTHI — IIHIEMHOJIOTH B CBOUX MOJEISIX TOBOPAT O OUHAMUKE
pacnpocmparnenus ungexyuu, 3aaBas ee uepe3 KorpPpuIUeHT Bocrpon3BoacTa RL.

27 OcHOBO /1151 OrpaHUYEeHUH B GONBIIMHCTBE CTpaH EBporbl 1 AMepHKH, KpoMe, noxanyit, [lIseruu,
ctanma Monens Mmmepckoro kosuremka JlonmoHa. Poccuiickas Monens kak HabOp Mep JOTONHEHa Nepenayei
MOJTHOMOYHH B PETHOHBI U OTKPBITOH, PEryJIipHOIl IMyOiauKanuei CTaTUCTUKU 3a00J€BaeMOCTH U CMEPTHOCTH.
[Moxpo6ree cm. ucrounuk: http://meduza.oi/

2 HeMHOTO MO3/IHEE YYEHBIE BBIICHHIIM, YTO HA0Op OrPAHHYHTENBHBIX MEP ObUT W3OBITOUHBIM, YTO
JKECTKUH KapaHTHH He J00aBisieT K 3 PeKTUBHOCTH OojIee MATKUX Mep (TIepeBo] Ha y1aJeHHyIo paboTy, 3armpeT
MacCOBBIX MEPOIPHUATHH, 3aKPBITHE MIKOJI U BYy30B) M YTO OJIHOM M3 CaMbIX JISHCTBEHHBIX MEp SIBUJIOCH HMEHHO
3aKkpbiTe yueOHbIX 3aBenenuil. Hcrounmk: https://www.thelancet.com/journals/laninf/article/P11S51473-
3099(20)30875-4/fulltext

2 TTpomsiuutennsii uugexc Jloy Jxonca n unjgexc S&P 500 B Teuenune mapra 2020 roga ynanu Ha 26-
27%; akIMM TOCTMHUYHBIX XOJJIMHTOB, aBUAKOMIAHUN M PUTEHIIEPOB Kiacca JIOKC ynamd Ha 35%; meHa
CIIOTOBBIX KOHTPAKTOB Ha POCCHICKUIT IPUPOAHBIN ra3 eBporneiickoii mommanku T TF causmwiacs 10 $102 3a 1000
KyOOMETpOB B  cpaBHeHMH cO  cpemHedt  mewot 2019 roma =  $204,7.  HcrouHwHK:
www.thegardian.com/business/2020/jan/27

%0 TIpuswblB mNoAKpenIeH TpeMms BeKTOpaMu Uil GopbObl: 1) pabora @DOHAA CONMAAPHOCTH,
unuuupoBanHoro BO3 mist ¢unaHcupoBanust 60ops0bl ¢ COVID-19 mnon kontponem ®onma OOH wu
[IBeiiniapckoro 031aroTBOpUTENLHOrO (OHAA AL YCTPAHEHMS HEMEUIEHHOH YIpo3bl 37J0pPOBBIO JIHONEH; 2)
peamuszanus wrana OOH no rmobansHOMY OTBETY Ha HaHAemuro; 3) BhimonHeHue iana OOH mo comuansHo-
9KOHOMHYECKOMY BoccTanopieHuto [UN].
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MEPCHEKTUB CIaJa HAIMOHAJIBHBIX KOHOMHMK B MPOTUBOBEC IMEPBUYHBIM — UYPE3MEPHO
ONTUMUCTUYHBIM M, MO CYTH, IKOHOMHUYECKH HEO0OOCHOBAHHBIM. CTajM U3BECTHBI CIy4au
KceHO(OOUHU U TUCKPUMUHAIIHH.

Torma, 14 ampens 2020 roma, I'enepanbubiii cexkperapp OOH A.l'yreppuin B
CIEIMAILHOM JIOKJIa/Ie TIOTYSPKHYI, YTO B IIporieccax o0beaunenus mupa nporus COVID-19
«TPUBUBKOM SIBIISIETCS] TOBEpUE» K HAyKe M YUPEKICHUSAM, ONMUparoieecs Ha «PyHIaMEHT
9yTKOT'0, OTBETCTBEHHOT0, OCHOBAHHOTO Ha (pakTax ympasieHus u pykooactsay (I'yreppui,
n/d.).

Ceronns, 12-15 Mecsiues crycTsi, COINIaCHO PeNno3uTopus naHHbIX LleHTpa cucteMHoi
HayKl W TexHuUKkH YHuBepcutera umeHu J[xonca XomkmuHca (CIIIA), oOmee uyucio
3abouneBmux 3a Bpems nangemun COVID-19 onennBaercs B 113,1 MitH.9el1., 9MCII0 JIETATBHBIX
UCXOM0B = 2,5 MuH.4el, Bei3goposeno 46,6 mun.uen. (BBC News). Kpynreiiiire MupoBbie
PEUTHHTOBBIC AaT€HTCTBA YBEPEHBI, UTO BIUSHUE IOKOB AHIEMHUHU, 0€3yCIIOBHO, TIPOIOJKUTCS
B 2021 romy, a Takxke mo3gHee. OTMedaercsi, 4TO B CPEIHECPOYHOM MEPCIEKTHUBE BCE
rocyJapcTBa  CTOJIKHYTCSI ~ CO  CTPYKTYPHBIM  HEPABEHCTBOM  IPEIOCTABIISIEMBIX
TOCYAapCTBEHHBIX YCIYT, yCYTyOJIsIeMbIM KOBUIHBIM KPU3HCOM, U C 3PPEKTOM HETOBEPHUS K
MOJIMTUYECKOU cepe, oOHaxasi TITyOMHHBIC U3bSAHBI KaK B OTACJIbHBIX II€JICHANPABICHHBIX
NefCTBUAX NCTEONMIIMEHTA, TAK U B €T0 cHCTeMe .,

I'oBOpst 0 BHYTPUKOPIIOPATUBHOUN cdepe, MOHATHO, YTO KOMITAHWHU W TIPEATPUATHS
BBIHYKJICHBI CIIPABIISITHCS C KPUTUYECKUMU U3MEHEHUSIMU CBOMX (DMHAHCOBBIX MOKa3aTesei,
MUHUMU3HPYS BO3JCHCTBHE MaHaeMuH. [Ipyu 3ToM Maio ToBOpuUTCs enie 00 OJHOM BEI3OBE,
MacCcOBO 3aTPOHYBIIUM IMpeANpUHUMATENCH: B MpeABEpUU IMAaHIEMUN OW3HEC BBINIET Ha
pe3Kuil poCT BHEAPECHHsS IUGPOBHIX WHHOBAIMM, B YaCTHOCTH, Ha 3-KpaTHOE YCKOpPEHHE
pealuM3alud  TMPOEKTOB BHYTPUKOPHOpaTuBHOW nudpoBoii Tpanchopmanuu (Biusuaue
KopoHaBupyca, 2021). Ee pe3kue Temmbl HE MOTJIM HE MMETh OOpaTHOW CTOPOHBI, XOTS,
0e3yCIIOBHO, JOMOJIHUTEIbHBIC MPUOPUTETHl W BBI3OBBI (KApaHTHH, YIAJICHHBIA Qopmar
TPYJOBOU JI€ATEIBHOCTH, CHUIKEHHE JOXOJHOCTH) CIIOCOOCTBOBAIIM  «II€pe3arpy3ke»
OT/IENIbHBIX KOPIOPATUBHBIX M3MEHEHUN JIMOO OTHOIICHHWIO K HUM. B 11e710M pBIHOK Tpyaa,
NepeXUBAIOIINN Xy/uIee co BpemeH Bennkoit Jlenpeccuu, 10 cUX Op HAXOAUTCS «HA May3e»:
Hanpumep, B Uexuu, umeronieit oquu u3 aydmux nokasateneit EC B chepe 3anaTocTH, IUllb
13% paboronareneil OKUIAIOT YBEIUUYEHUSI COTPYAHUKOB; 5% MPOTHOZUPYIOT COKpaIleHUE

31 Dro, B wacTHOCTH, YeTKO OTMedaeTcs aHanuTukamu Moody’s. XoTs IIpOrHo3, 110 CYTH, HE CIIOXKEH.
IMoutn Bech 2020 rox sxoHOMMKa Kurast «paboTana» Ha 65-75% ot cBoero HopmansHOTo ypoBHs. Jomst KHP B
MHPOBOI 9KOHOMHKE cocTaBiseT 20%, 1 B [EJIOM KHTaWCKasi 3KOHOMHKa OoJiee TECHO CBSI3aHa C YKOHOMHUKaMHU
mupa, yeM 10-20 ner Hazaa. CokparieHne BBITyCKa 10 IJI00aIbHBIM IIEN0YKaM 3aTPOHET U cTpaHsl rpymmsl G20,
U CTpaHbl ¢ GOPMHUPYIOMNMCS PHIHKOM KaK HanOoJiee KECTKO 3aBHCHUMBbIE OT PHIHOYHBIX IIEH, IIeTei MOCTaBOK,
KOOTIEPaIliy ¥ PHIHOYHOM KOHBIOHKTYPHL. Takum oOpa3om, B 2021 roay HE OJHOW KPYITHOW IKOHOMHKE MHpa HE
ynacrtest u3oexats nagenus BBII. B urore npaBuTenscTBaM Hy>KHO I€HCTBOBAThH M OBICTPO, M OECIIPUCTPACTHO,
YTO KpaifHe CJI0KHO B YCIOBHUAX KOOPAWHAIIMY COIIMAIBHBIX i SKOHOMHYIECKHX MEPOIPUATHI — AJIs1 00ecTieueHHs
3¢ GEKTHBHON MONMUTHKHE B cdepe 3ApaBOOXPAHEHUS, 3aIIUTHl OOBIYHBIX I'PaXXIaH M CMATYCHHS MEp KOHTPOJIS
JISSITEIBHOCTH OW3HEca, MOMICPKKH XO03sMHCTBYOmMuUX cyonekToB. Eme no mangemuun COVID-19 cormanbHbie
[IEHHOCTH U IIETIOYKH MEKIyHapOIHOT0 OM3Heca CTAaHOBHIIHCH Bee Ooiiee pa3apo0IeHHBIMH, U OTTOTO aHAEMHUS
KaK HJIeaIbHBIH TPUITEP KPYTO W MMOBCEMECTHO HApyIIMIA HE TOJIBKO PHIHOYHYIO (SKOHOMHYECKYIO) CUTYAIHIO,
HO W CTOMKO mepemecTwia (POKYC OCTPOTO pPEarnpoBaHHUS COIMyMa Ha BOJIEBBIC, AKTHBHBIC PEIICHUS
UCTEOIMIIIMEHTA U, TJIABHOE, HA €ro KOMIIETEHINIO. ABTOPHI CTaThbH CUUTAIOT, YTO TPaHC(HOPMAIMU B CHCTEME
MOJIMTHYECKOH BiIacTH Ha (POHE Pa3BOPOTOB MAKPOIKOHOMHYECKOW MOJMTHKH M CTPAHOBOW IHMBEPCH(PHKALMH
OeHeUIIMapOB CTaHyT HOCTOSIHHBIMH U, BEPOSTHO, OOJIee IMHUYHBIMHU.

87



MANazZment a EKOnomika ISSN 1337-9488
Journal of MANagement and ECOnomics MANEKO: 2021.01

nanee; y OONBIIMHCTBA, COTJIACHO CTATHCTHUKE, OTCYTCTBYIOT IIaHBI Ha m3MeHeHus — 79%
OTIPOIIEHHBIX MOTBEPKIAIOT 3T0 2 (PEIHOK Tpya, 2021).

1. COUHUAJBHO-DKOHOMHUYECKHII XPOHOTOH COVID-19:
CHHEPIUSl EJUHOMBIC/IMSL VS JUCTAPMOHH3ALMS
NO3ULIUIA

[ B TOAMYHOE MPOILIOE M3 CETOAHSIIHETO COCTOSHHS COLUATbHO-IKOHOMHYECKOU
CUTyallUM C COXPAHSIOIIECHCS SMUAEMHUOJIOTMYECKOW Yrpo30i, BHE COMHEHHUs, B CTPAHOBBIX
nonxojax HaOmonaercs 3(PQPEeKT CHHEPrHuH EAWHOMBICIUS W YIOPCTBA B JIOCTHXKEHUU
IIOCTaBJIEHHBIX Lenel. Spkuil npumep: A0 NaHAEMUU MCCIEIOBAHUA, BeIylLIHecs Hal
BaKI[MHOH HPOTUB KOPOHABMPYCHBIX 3a00JeBaHMi®, Mo3Bomumu chOpPMHPOBATH OOIINE,
rJ100albHO JOCTYIHBIE 3HAaHUS O CTPYKType M (YHKIMM KOPOHABUPYCOB; 3TH 3HAHMS
orepaTUBHO, yke B Hauasne 2020 roja no3Boawiv yYeHbIM Cpa3y HECKOJIBKUX CTPaH, BKIIIOYas
Poccuto, pe3ko yckOpuTh pa3paOOTKy BakKIMHHBIX TexHoJoruid B Ooprde ¢ COVID-19,
nyOJIMYHO pa3MelaTh IOJNyYeHHBIE Pe3yJbTaThl M MPO(ECCHOHAIBHBIE CBEICHHS O €ro
HOIYJIAUOHHOM Pa3BUTUH, HOPMUPOBATh HHTEPAKTUBHYIO ONOIMOrpaduio o MeTUIIMHCKUM
Y MHBIM aCleKTaM MaHJIEMHUH Ha JIOCTYITHBIX HHTEPHET-Pecypcax.

OnHako UMeeT MECTO JIEMOHCTpALUsl pa3HOHAIIPABICHHBIX NO3ULKHN. JlymaeTcs, 31ech
OCHOBHOU NMPUYUHOH SIBJSIETCS TOT (haKT, 4TO peanbHas pacrnpoctpaneHHocTs COVID-19, ee
CIEKTPBI U peaJIbHBIA YPOBEHb CMEPTHOCTH OCTAIOTCS] HEU3BECTHBIMU 110 HACTOSALIMH JIEHb.

[To kIIOYEBBIM TOYKAaM Ha MPEICTABICHHOM HIDKE IYTH 3apOXICHUS U Pa3BUTHUSA
na"gemu COVID-19 M0xHO OoT4YacTu MOHSATH, KOTJAa M Ha KAKMX OCHOBAHMSIX BO3HMKAJIO
HOBOE COILMAIIBHOE MapTHEPCTBO, TMOYEMY TPEOOBAINCH HKCHEPTHBIE OLEHKH, OCTOPOKHOE
TUPAXHUPOBAHUE ONbITA WK, HAOOOPOT, PELIUTEIBHOCTb B U30PAHUU ITPOPHIBHBIX TPACKTOPHIA:

« 27 nekaOps 2019 r. T'ockomurer 3apaBooxpaHeHust Kurtas mnpenynpexiaeH o
MOSIBJICHUH HOBOTO BHJIa KOPOHABUpYyCa, MHIAEKCUpoBaHHOTO Kak SARS-CoV-2.

30 pnexabps 2020 r. Od¢ranpmonor Jlu Boubnsa (KHP) B uwate WeChat
BBIITYCKHUKOB Y XaHbCKOTO YHMBEPCHUTETA MEPBBIM COOOIINI O HOBOM, aHaJoruuHoM SARS,
BUpYCE, 32 UTO OBLJT MOIBEPTHYT MOJIUIIEHCKOMY TIPUBOLY.

+ 01.01.2020. KHP, Yxans. 3akpsITHE IPOIOBOJIBCTBEHHOrO phIHKA. [IpoBepka >700
Yell.

« 05 suBapsa 2020 r. BO3 pa3MecTuiia Ha cBOeM caiiTe cOOOIIEeHHE O BBISBICHUU
ciryuaeB 3a00J1eBaHUs THEBMOHHUEH HEM3BECTHOM STHOJIOTHH.

* 09 suBaps 2020 r. KHP, r. Yxaub. OT HOBOI Oone3HU yMmep 61-1eTHUI YenoBeK.

* 10 suBaps 2020 r. Ciyx651 30paBooxpanenus KHP cnenanu my0amdHo qocTynHbIM
reHoM Bupyca SARS-COV-2, koTOphlii MEpBBIMH IOJHOCTBIO paclIM(poBalid KUTaCKHe
yueHble. MHOrme OpraHM3anudy Ui pa3paOOTKM  BakIMH CTajJd  HCIIOJIb30BATh
OIyOJIMKOBAHHBIE TEHOMBI.

« 13 suBaps 2020 r. IlepBblii cinyuait 6one3nu 3a npeaenamu Kurtas — B Taunange.

« 20 suBaps 2020 r. KHP. Pe3koe yBenuueHue yrcia HOBBIX CIydaeB 3a00IeBaHU

« 21 suBaps 2020 r. /lnarHOCTHpOBAaH MEPBBIA ciydaid WHGEKIMH 3a MpeeaaMmu
A3zun.

« 21.01.2020 r. Criag o0BbemMoB TOproB Ha Oupskax ['onkonra, [llanxas u H3HpWKIHS.

%2 [Toxa3zaTenbHa JOKOBUIHASA CTATUCTUKA BaKaHTHBIX pabounx MecT. Hanpumep, B Uexuu B 2015 rogy
B cpaBHeHUH ¢ 2014 roJoM KOJIMYECTBO BAKAHCHH B MPOMBIIIEHHOM MIPOU3BOJCTBE BRIPOCIIO Ha 73%
[benozaiinesa).

33 Takux, KaK TsOKeNbIA OCTPBIM pecnnpaTopHbIii curapoM SARS u GmmkHeBoCTOUHBIH cunpom MERS.
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« 31 suBaps 2020 r. B Poccun 3adukcupoBan nepBblii ciryuaii 3a001eBaHMs.

* 02 ¢epans 2020 r. LentpanpHbii 6aHKk Kutas oOBSBUI O BBIBOJEC Ha PHIHOK
JUKBUIHOCTH 1,3 TpyH. roaHed [uisl NOJAEpXKaHMS M CTaOWIM3alUM  HallMOHAIbHOU
SKOHOMMKH.

« 07.02.2020. 3aB. nab. Yxanbckoro mHctuTyTa BUpycojoruun KHP Illu Yxonmm
3asBHJIa, YTO HEMpaBWIIbHOE OOpalleHHe ¢ OuMoMarepuasaMd HE HWMEeT OTHOILIEHHUS K ee
nabopaTopuu.

« 13 despans 2020 r. Kpyususiii paiinep “Westerdam” (Huaepanasi) mpoBei B MOpe
2 HeJenu, T.K. ISATh FOCYAapCTB OTKA3BIBAJIUCH €0 MPUHATH B CBOU ITOPTHI.

* 10 mapra 2020 r. B Utaniuu BBei€H KECTKUI KapaHTHUH.

« 11 mapra 2020 r. BO3 mnpusHana pacrnpocTpaHeHue (3MUAEMHUI0) HOBOTO
KOpOHaBHpYyca 3a00JIeBaHUEM C IPU3HAKAMHU MaHIEMHH.

« 11 mapra 2020 r. BO3 00bsBUIIa, YTO HEHTPOM NMaHAeMuUH sBisieTcs EBporna.

« 13.03.2020 r. Onmumnuiickuii komuTeT ['peruu orMeHm dcradery OIuMIUICKOTO
OTHS.

« 15.03.2020. Bmactu Mapokko 0O0BsBHIM 00 OTMEHE BCEX MEXIYHAPOIHBIX
aBUAPENCOB.

17 mapra 2020 r. YepHoropusi — mocieaHsia crpaHa EBpombl, rie moka He
3a(pUKCHPOBAHO HU OJHOTO CIydas 3a00JeBaHUS — 3aKPbLIAa CBOM TPAHHUIIBL.

« 18.03.2020. Pa3paboTky BakuUMH BeAyT 35 KOMMIAHMA M aKaJAEeMHYECKUX
yupexaeHuit; 3 noanepxaina Koanuuus 3a vHHOBalMK B 00J1aCTH 00€CTIEYeHHS] TOTOBHOCTH K
snugemusim (CEPI).

« 18 mapra 2020 r. 3a npenenamu Poccuu ocraercst 100 Thic. TypUCTOB.

« 22 mapta 2020 r. Poccus nampaBuia B MTanuio cnenuaivcTOB U MOOUJIBHBIE
koMIuiekchl Ha 0aze KAMA3oB ais ne3uHpeKIny TpaHCIopTa U TEPPUTOPHUH.

* 24.03.2020 r. BO3 mnpemynpenuna: CIIIA cTaHOBSTCS HOBBIM OYarom
pacmnpocTpaHeHUsI.

* 24 mapra 2020 r. Ony6iMKOBaHO HCCIEA0BAHNUE YUEHBIX, IPEANOIAralONINX, YTO
BaknuHanusg BIDK 3HaunTeNbHO CHI)KAaeT CMEPTHOCTD, cBsi3aHHyto ¢ COVID-19.

« 25 mapta 2020 r. [lobena Haz [-oit Benblkoit nHGekunn B MaTepukoBoM Kurae:
yepe3 6 HeJllesb ocie Havana (pukcauy 3a00J1eBaHusI CHAT KapaHTUH B MPOBUHLIMHU XyO3H.

*  Mapr 2020 r. CIIA: 3a 7 nHe# ymnciio 3adBOK Ha nmocodue no 6ezpadotuie = 3,28
MJIH.

«  Mapr 2020 r. Kuraiickue CMW Ha3zBanu maHaeMuio HadajaoM JenoJIapu3aiuu
Mupa.

* 01.04.2020 r. IlIBenus — enuHCcTBEHHAs cTpaHa B 3anaHoil EBporie, rie He BBeeH
oOImMH KapaHTHH; 3allpelIeHbl JHIIb MEPONPUATHS C YHUCIOM YYaCTHUKOB >50 uesloBeK;
croco0 OOpBOBI ¢ pacpocTpaHEHHEM HOBOW MH(EKIIMHM Ha3BaH «METOJIOM PEKOMEHIAINHN U
JOBEPUS.

* 04 anpens 2020 r. CIIA Bbiu Ha [-0e MECTo B MUpE 110 YHCITY 3apakeHUH.

* 07 ampens 2020 r. B fInoHun oOBsABIEH JOKAJIBHBIH PEXUM UYPE3BBIYANHOTO
MOJIO’KEHHUS; TIPU 3TOM HE BBEJEHO MPUHYIUTENbHBIX OTPaHMYEHUN M HUKAKOIO HaKa3aHUS,
110JIarasich Ha CaMOJUCLIUIUINHY TPaKJaH.

* Hauano anpens 2020 r. IIpesnnent @ununnun P. J[yrepre B cBO€M BBICTYILIIEHUN
IIPUKa3aj CTPENIATH 10 HAPYLIUTEISIM BBEIEHHOIO KapaHTHHA.

* Anpens 2020 r. B [lanuu KOMIIEHCHPYIOT apeHIHYIO IUIaTy MOCTpaJaBIINM
KoMmaHusM U 75-90% 3aprmuiaTel pabouux B TeUeHHE MOCIEAYIOUIMX 3-X MECSIeB Ipu
COXPAaHEHUHU 3aHSTOCTH.
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« 15 ampens 2020 r. UK Medical Journal ony6iukoBan ucciieioBanue, moxka3asiiiee,
yto 0T 50% 10 78% 3apa)KeHHBIX JIOJACH MMEIOT OeCCHMIITOMHOE JIMOO JIETKOE TCUCHHE
0ose3Hu.

* 19 anpens 2020 r. Koponp CaynoBckoit ApaBuum Camman npenoctaBuwi BO3
$500MiH. Ha 6OpBHOY C HOBBIM KOPOHABUPYCOM.

« 23 anpens 2020 r. BO3 cocTtaBuia CHNHUCOK MEPCIEKTUBHBIX Pa3paboToK u3 83
BaklMH; 77 BEAyT AOKIMHUYECKHE MCCIENOBaHUA U 6 — KIMHUYECKUE HCCIEIOBAHUS Ha
JHOSIX.

« 10 mas 2020 r. Hauano II-o# Bcobimku (BosHbl) nHpekunn B KHP.

* Havano utonsa 2020 r. IlpaBurensctBo P® npeacraBuiio Ilnan BoccTaHOBIEHUS
HKOHOMHKH B CBSI3H C KPU3HCOM, BBI3BAaHHBIM MaHAEMHUEH, ¢ OI0KETOM 5 TpIH.pyO.

* 23 wmrons 2020 r. Hunepnangel: 49722 cnydas 3apaxeHus u 6095 neraibHBIX
HCXOJIOB.

« 25 mions 2020 r. B Kurae 3apeructpupoBana mepBas BakuuHa Convidicea,
IpeHa3HauYeHHas J1J1s BaKLIMHALMU BOCHHOCIYKAlllUX.

« 07 aprycra 2020 r. IlepBas mocroBepHas HHpOpPMAIUSI O BO3MOXKHOCTH
peundexmn”,

« 11 aBrycra 2020 r. B Poccuu 3apeructpupoBana rnepBasi 00IIe10CTyITHAsI BaKI[UHA
«"aM-KOBUI-Bak» («CryTHUK V»).

« 10.09.2020 r. B rpadcrBe Kent (UK) wmaentuduumpoBan mramm BUpYCa,
UMEIOIINKA 23 W3MEHEHUsI B CPABHEHUU C «KUTANCKUMY» BapHAaHTOM U PACIPOCTPAHSIOMIUNACS
osicTpee Ha 70%.

« 17.09.2020r. Omy6nukoBaHO wHccieqOBaHME C omnucanueM 250 adHTHTEHN,
MPOU3BEICHHBIX OPraHU3MOM MAI[MEHTOB B MOMbBITKE OCTAHOBUTH 3apakeHue, 28 U3 KOTOPBIX
6oponnck ¢ 6oe3HbI0 HanboIee FIPPEKTUBHO.

*  Ocens 2020 r. B CnoBakuu 3aduxcuponana Il Bosna 3a06oneBanus.

« 13 oxra6ps 2020 1. B P® 3aperucrpupoBaHa MENTHAHAs BaKIMHA
«OnuBakKopona» Hayunoro nientpa «Bekrop» (HoBocubupck, Poccust).

« 22.10.2020 r. B Yexum mnocraHoBinenueM IIpaBurensctBa Nel079 o06bsBieH
JIOK/IAyH.

« 01.12.2020 r. Poccusa: B 9 MEIUUMHCKUX  OpraHU3ALMSIX  HAYaThI
MOCTPETUCTPallMOHHbIE HcIbITaHusd BakiuHbl «OnuBakKopona» na 3000 moGpoBosbliax
crapiue 60 ner.

« 02.12.2020 r. B UK 3apeructpupopana Bakuuxa Comirnaty (Pfizer/BioNTech).

« 18 nexabps 2020 r. B CILIA 3aperucrpupoBana Bakunaa Moderna.

* 23 pexabps 2020 r. ApreHTuHa 3aperucTpupoBalla POCCUHCKYIO BaKIMHY
«CnyTHUK V) Ha OCHOBE POCCHUICKHMX JAHHBIX KIIMHUYECKUX UCCIIET0BAHMIM.

« 30 nexabps 2020 r. B UK 3apeructpupoBana Bakiuaa AstraZeneca (Covishield).

« 13 suBaps 2021 r. AstraZeneca, Pfizer/BioNTech, Moderna — tpu kpymHe#mmx
MIPOU3BOJUTEINSI BAKIMH 3asBWIN: K KOHIy 2021 T. OHM CMOTYT MpPOW3BECTH 5,3 MIpA. 103
BaKIIVH.

« 19.01.2021 r. U3 nmoxmama Global Risks Report 2021: rpsmer 3-5 mepuon
W3MEHEHUS 1IeH, CIeKYJISATUBHBIX Iy3bIpeH, JONITrOBOro Kpusuca u oopymenus [T-cTpykryp,
YTO BBI30BET YCHJICHHE HEPaBEHCTBA U OcCJabJieHHe TeONOJUTHYECKON CTaOMIBHOCTU B
ommxkaiime 5-10 ner.

34 PernQexius — MOBTOPHOE UH(GUIMPOBAHKE M NPEOIOIEHHE HMMYHHUTETA, IOJy4EHHOTO IPH
3apaXeHUH NPeIbIAYIIMMH BapHaHTaMU BUpYca, T.€. Y paHee O0JILHOTO, CITyCTsI HECKOJIBKO MECSILIEB 110CIIe
MOATBEPXKJICHHOTO TECTaMH BBI3IOPOBIICHHS, CHOBA OOHApPYKMUBAaETCSI KOPOHABHUPYC, TOJIILKO yKe APYroi
TEeHETUYECKOH Pa3HOBUIHOCTH.

90


https://ru.wikipedia.org/wiki/%D0%9A%D0%BB%D0%B8%D0%BD%D0%B8%D1%87%D0%B5%D1%81%D0%BA%D0%B8%D0%B5_%D0%B8%D1%81%D1%81%D0%BB%D0%B5%D0%B4%D0%BE%D0%B2%D0%B0%D0%BD%D0%B8%D1%8F
https://ru.wikipedia.org/wiki/Ad5-nCoV
https://ru.wikipedia.org/wiki/%D0%A1%D0%BF%D1%83%D1%82%D0%BD%D0%B8%D0%BA_V
https://ru.wikipedia.org/wiki/BNT162b2
https://ru.wikipedia.org/wiki/MRNA-1273
https://sputnikvaccine.com/rus/newsroom/pressreleases/argentina-zaregistrirovala-vaktsinu-sputnik-v-na-osnove-rossiyskikh-dannykh-klinicheskikh-issledovan/
https://sputnikvaccine.com/rus/newsroom/pressreleases/argentina-zaregistrirovala-vaktsinu-sputnik-v-na-osnove-rossiyskikh-dannykh-klinicheskikh-issledovan/
https://ru.wikipedia.org/wiki/AZD1222

MANazZment a EKOnomika ISSN 1337-9488
Journal of MANagement and ECOnomics MANEKO: 2021.01

« SuBapp 2021 r. B SAnonun Ill-g1 BonHa; neranmpHOocTh =100 yesn. Ha 165 MuH.
HaCEJICHUS.

« 21.01.2021. Benrpus nepBoii B EC oq06puna npumenenue poccuiickoro « CImy THHK
V.

* 29 auBaps — 05 ¢gespans 2021 r. I'Bunes, Tynuc, Apmenns, Mekcuka, Hukaparya,
JluBan, CepOusi 3apeructpupoBaivd BakiuHy «CrnyTHUK V», B T.4. €€ 3KCTPEHHOE
UCIIOJIb30BaHUE.

« 02.02.2021 r. Hayunsrii xxypHan Lancet omy06nukoBan uccienpoBanue «CryTHHKA
V.

« 06 — 10 depans 2021 r. Mpsama, Monromnus, baxpeliH 3aperucTpupoBaiu u
0J100pUIIH IPUMEHEHHE POCCUICKOM BakIIMHBI « CITyTHUK V.

* 09.02.2021 r. Beixon Bepcuu #10 Mertoauueckux pekomenaauuii Munzapasa PO
«[IpodunakTrka, TMarHOCTHKA U JIEYeHHE HOBOM KopoHaBupycHoi uadekuu (COVID-19)».

« 17.02.2021 r. HUpan 3apeructpupoBai cobcTBeHHyro BakuuHy Covaxin (Bharat
Biotech).

« 19.02.2021 r. Poccuiickuii «CnytHuk V» ogo0peH k npumeHeHuto B 30 cTpaHax
MUpa.

e 25.02.2021r. Ony0n1rKoBaHO rI00ajbHOE HUCCIeI0BaHHE «AT€eHTEI
tparcdopmarnminy (AppDynamics) Ha ocHoBanuu oTBeTOB 1050 IT-crienmanucros u3 10 cTpaH,
BKIItouass Poccuio; B HEM aHAIM3UPYIOTCS MOCIEACTBUS MaHACMHH M BIUSHHE YCKOPEHHS
upoBoi TpaHCchHOpPMALIHH.

« 26.02.2021 r. Uzpamnp Bbimen Ha l-oe Mecto B MHpe 1O YHCITY
UMMYHH3UPOBAHHBIX, B T.4. BTOPYI0 NPHBHUBKY claenano 35% HacelleHHus CTpaHBI,
HACUHUTHIBAIONIEeH 9,3 MITH. YEI0OBEK.

« 01.03.2021.CnoBakus noxyumia 100 teic.haakonoB « CIryTHHK V» U3 TapTUU 2 MITH
J103.

* 01 mapra 2021 r. B Y306ekucrane 3aperucrpupopana BakiuHa ZF2001, co3gannas
coBmectHO Kommnanueit Anhui Zhifei Longcom Bio u UuctutyTom mukpoouosoruu KHP.

* Hauano mapra 2021 r. B fImonun otmensiercst upe3BpluaiiHOE MoJokeHue B 11
npedexTypax, kpome TOKHO U TpexX NpUIeKalIuX K CTOJIUIE CTPaHbl IPEPEKTYP.

« 10.03.2021 r. Poccuiickuii «CnyTHHK V» o100peH K npuMeHeHuto B 50 cTpaHax
MUpa.

* 19 mapra 2021 r. B Mupe Ha cTaguu KIMHUYECKUX HCCIEAOBAHUM HaxoasTcs 82
BAKLIMHBI-KaHIU1aTa, U 182 — Ha cTaiuM JOKIMHUYECKUX HCCIIEI0OBAHUMN.

« 25 mapra 2021 r. CrnoBakus 3aHsuga Juaupyronme nosuuuu B peiituare EC 1o
YHCITy JIETAIbHBIX J)KEPTB O0JIE3HU, KOTOPOE MPEBBICUIIO 9 THIC. UETIOBEK Ha 5,4 MIIH. KuUTeNel
CTpaHBI.

« 25 wmapra 2021 1. Ypcyna ¢on nep Jlsiien: «3aBoapi-mpon3Boautenu BakiuH B EC
noctaBwid B ctpanbl EC 88 MuH. 103, u 3a npenenst EC — 77MiaH. 103».

« 28 mapta 2021 r. B Kutae cnenano 6 npuBuBok Ha 100 uernoBek HaceleHHS; B
Poccun — 7,3; EC — 14; B CILIIA — 40; Benuko6puranuu — 50.

« 28.03.2021 r. 3aB. nmabopartopueil 300HO3HBIX WHOpeknui IlenTpa «BexkTop»
(Poccust) 3asBunm 006 ycroiiumBocTH BakiuHB «JnuBakKopoHa» Ko BceM H3BECTHBIM
MyTaIusIM BHpyca.

« 29 mapra 2021 r. bepnun. 71-p1ii KuHO(ECTHBAB TPOXOIUT 0€3 3pUTENIEH.
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« 30 mapra 2021 r. [Ipecc-6pudunr rimaBet BO3 T.A. I'eOpetiecyca — 00 OTCYyTCTBUU
OKOHYATEJIbHBIX BBIBOJIOB O TIpoucxoxaeHnu Bupyca SARS-CoV-2, Bei3biBatomero COVID-
19%,

* 31 maprta 2021 r. B Poccun 3apeructpupoBaHa nepBasi U €IMHCTBEHHAs B MHUPE
BakLuHa JUI KUBOTHBIX — «KapHuBakKoBy, paspaborannas ®I'bY BHUN3XK.

* 01 anpensa 2021 r. B Poccun 3apeructpupoBaH NepBbli JICKAPCTBEHHBIHN Mpenapar
«KOBU/I-rnoOymnua» xommannu «HamumOuo» i JieYeHUs TAIMEHTOB CO CpPEAHEH U
TSKENoi (hOopMOii TeueHns GOJIE3HN ¥ MPOBEIEHNS TACCUBHON HMMYHH3AIHI-C,

« 21 anpens 2021 r. B Uaauu 3adukcupoBan BUPYC C TPOWHON MyTalueH.

Kparko nHambosnee BaxXHbIE WTOTH MPOLICIIIETO0 ToJa MOXHO IPEICTaBUTh TakK:
HAJIS)KHOW 3aIUTHl OT IMOBTOPHOTO HMH(HUIMPOBAHMS HET; HAJCKHBIX CBEICHHH O PHUCKE
Acrpagain KOJJICKTUBHOI'O MMMYHHUTCTA HET,; KOIITUMU3M TCPATH HeJIb3$I>>37.

3a TaHHBIMU XPOHOTOIA BUIUTCS KaK OUYEBHIHOE CHIDKEHHE ITOBCIOTy Ka4eCTBa KU3HH
TpaXxXaaH U HCPECAKO IIBOﬁCTBGHHOCTI) B [IpUAaHHUHA TOJIBKO COHH&HBHO-MGI{HHHHCKOﬁ OKpacCKu
HOJUTHYECKUM MPOOJIeMaM B OTJIENBHBIX CTpaHax, MO0 X TaM HET U He JJOIDKHO ObITh. Hu3kas
3 PEKTUBHOCTh PEAKTHBHBIX MEP HE CBs3aHA JIMIIb C WHAYCTPHEH OXpaHBbI 37J0POBbS, UTO
OTMEUYEHO BCEMH OJKCIIEpTaMH, B T.4. CaMOTO BBICOKOTO YypoBHA. Hampumep, oHa He
MNOATBCPKAACTCA TOTOBHOCTHIO HAYYHBIX pa3pa60T0K, HMECT CHJIBHO PpPasHAIIUCCA
CHTYallMOHHO-KOHKPETHbIE OCOOCHHOCTH B OTAETBHBIX CTpaHax, OOYCJIOBJIEHAa Yrpo30i
pa3peIBOB OIOJKETA, yKa3blBa€T HA MPHOPUTETHI MHTEPECOB KPYIHBIX (hapMaleBTHUECKUX
KOHILICPHOB.

ITokasaTenbHbIM B KOHTEKCTE «BCKPBITHS» IO3ULUN TIOCYJApPCTBEHHBIX CTPYKTYD
SIBJISIETCSI QHAJIM3 PEHTAOCNbHOCTH TPaXKJIaH 3a MEpUoJ, NPEALISCTBYIOMINN aKTUBHOHM (aze
nanaemuu. Ha npumepe poccusin nokaxem (puc. 1), HACKOJIbKO roCyAapCTBO UCIOIb3YET CBOKO
«MalllMHYy MMPUHYXKIACHUSA» B OTHOCUTCIBHO CIIOKOMHBIE U YAOBJICTBOPUTCIIBHBIC COLIUAJIBHO-
HSKOHOMHUYECKHE BpEeMEHa M, HAIIPOTHB, Ha BOJIHE MMAH/IEMHYECKUX MTPOOIEM TOCYAapCTBCHHAS
BJIACTh — MTOBCEMECTHO B MHUPE — OOBUHSET IPAXKJIaH B HEOOJYMaHHOM MOBEICHUH, MITpadyeT
3a CBOEBOJINE, BCAYECKH LIEH3YPUPYET KPUTUUYECKHE Hay4HbIe IMyOIMKaluu, HO MPH 3TOM He
MNpOABIACT TOXIACCTBCHHOI'O TIIOBCACHHWA B  OTHOIICHHUU COOCTBEHHOI'O HCKaKEHUS
CTaTUCTHYECKUX JIAaHHBIX, HEIOCTOBEPHBIX aHAINTUYECKUX METOJAUK, Hecopa3MepHOn
IIPaBOBOM MHTPY3UH YPE3BBIYANHBIX MEP C TOUKH 3PEHUS 3alUThI 30POBbS HACEICHUS.

ST pymma yaeHsix — w3 ABcrpamuu, UK, Beetnama, ®PI, Jlanuu, Karapa, Keann, KHP, Hunepnanmnos,
P®, Anonnm u CHIA — B sHBape 2021 roma moObBaa ¢ MUCCHEH B YXaHH, OTKyna OepeT Hadano MHO)EKIHS
COVID-19 (no nmeronmmMmcst naHHbIM). Llens — npoBepka Bepcuit npoucxoxaeHus Bupyca: (1) mepenaua ot
JIMKOTO YKUBOTHOTO K YEJIOBEKY; (2) epenada uepes )KUBOTHOE-TIOCPETHUKA; (3) 3apakeHHe Yepe3 3aMOPOKEHHbBIE
MIPOYKTHI TUTaHus; (4) yreuka u3 nadoparopun. [10THOCTHIO ONIPOBEPTHYTH WIIH, HA0OOPOT, MOATBEPIUTH XOTS
OBl OfHY W3 THIIOTe3 HE yxajock. HyXHa MOMONHUTENBHAS MHCCHS U1 MOOBIYM JAHHBIX, OTHOCSIIUXCSA K
centsopro 2019 r. [Oxcmepter BO3].

% Tosnsnace uapopmanus o npenapare MeepmekTuH (ABCTpaius), KOTOPBIH, COIJIACHO BBIBOAAM
YUEHBIX, 33 2 CYTOK HoaBisut pasMuokeHrne SARS-CoV-2 B kitetkax. JIekapcTBO BBOAMIOCH Yepe3 2 yaca mocJie
3apakeHMs; OJHa J03a cHuxkana konudectBo BupycHoil PHK no 93%, a uepes 48 uacos — Ha 99%. Mcrounuk:
Antiviral Research.

3" Murupyercs: Unreprbio Mapa r. Mockeel C. Cobsruna, 07 mas 2020 roaa // TB-kanan «Poccusi-24».
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Pucynok 1: Penrabenbnocts rpa:xkaan P® (2010-2020 rr.).

HUcemounux: K1 «Hneecm-Ilpoexmy, Mazazun ucciedosanuti PBK, n/d..

Kak BuauM n3 nuHelHoro rpaduka WUIIOCTPALUH, 10X0/bl TOCYAapCTBa C YCIOBHOTIO
poccusinuna B niepuoa ¢ 2010 mo 2020 rr. mennenno cumxkarorcs. Koneuno, ais Poccun Ha
9TOT TPEHJ OKa3blBaeT BIMsSIHME caHKUUM co cropoHbl EC kak Haubosee 3HAYMMOIrO
KPU3UCHOTO TpHUrTepa (HalIrogaeTcst XapaKTepHbI 00N BU «IIPOCEAAHNsD) KPUBOW B BUJIC
«ceman).

K nawany 2020 roma, mo pacueram OKI| «MuBect-IIpoekt» (P®), cpennss
peHTa0eNbHOCTh YCIOBHOTO poccusinuHa 3a nepuog 2010-2019 rr. cocrasusier 186,2%; nis
pacueToB Opajiuch KOHCOJHMIWPOBAHHBIE pacxXojbl OIOJKeTa BceX ypoBHeEH ((enepanbHOro,
PETHOHANIBHOTO M MECTHOT0) 3a KaXJIblii ToJ B COOTHeceHMM ¢ roaoBeiM BBII Ha mymry
HaceJIeHUsl.

Bv1600: yCcnOBHBIN POCCUSIHUH peHTa0eNeH.

B To e Bpems, U3 aHanM3a cpeaHel peHTaOeNbHOCTH, COTIACHO TUarpaMMme, BHITHO,
YTO IOCYJapCTBO B TEUEHUE BCETO MPEACTABICHHOIO Mepuoja «3apabaThiBaeT» Ha YCIOBHOM
pOCCHUSHMHE TOYTH B 2 pa3a OoJbllle, 4eM TpPAaTUT Ha €ro cojepkaHue. AHaloruyHas
JIOXOJTHOCTh HAaOJII0IaeTCs, MOXKAITYH, TUIIb B HEQTIHOM ceKTope (Jo0bIYa ¥ TPAHCTIOPT).

Bv1600: 10X0AHOCTH TOCYapCTBa C OJHOTO YCIOBHOTO I'Pa)<IaHWHA SIBJSETCS OJAHUM
U3 KJIFOUYEBBIX TapreToB 3((EeKTUBHOCTH COLMATbHO-3KOHOMUYECKOTO PAa3BUTHS.

JlaHHBII BBIBOJI TOAKPETUISIETCS IIEJIBIM PSIZIOM O(UIIHAIBHBIX 3aKJIFOUCHUM 1 MHEHH

- Kak HUKOI/Ia paHbllle JCWCTBUS TMPABUTENBCTB JOJKHBI OBITH MPO3PAUYHBIMHU,
THOKMMH ¥ TTOIKOHTPOJILHBIMHU;

- pemiaroiiee 3HaYCHHE MMEET MPOCTOp AJS JeHCTBUIM I'pa)kTaHCKOTO OOIIECTBA U
CcB000/1a TIPECCHI;

- JIOJM ¥ MX TPaBa JOJDKHBI OBITH HA MIEPBOM ILIAHE ¥ [EHTPE BHUMAHUS .,

Jlo6aBUM aBTOPCKUI KOMMEHTapHid, 3MOIMOHAJIBHBIA, HO BEPHBIH MO CMBICIY:
0OBbIUHbIE FPAXKIAAHE HE BIa/ICI0T SKOHOMUYECKUMHU HIOAHCAMU KaTerOpUil «peHTabeIbHOCThY,
«JIOXOJTHOCTbY», HO OHM MHTYHUTHBHO COOTHOCSIT HE He/pa U (PMHAHCHI, a TPY[ IpaxKIaHUHA B

% Ycrounuk: A. yreppuur. IManaemus COVID-19 u npasa yenoseka / OOH: [opuuuanbhblii caift] . —
URL: https://www.un/org/ru/coronavirus/we-are-all-together-human-rights-and-covid-19-response
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KauecTBe 0a30BOTO «KOPMIIBIIa» TOCYIAapCTBA M IMPaBbl, KOTJa Ha Jeie TPeOyIT OT HEro
OOJIBIIEN COLMAIBHON 3aIUTHI I ceOsl.

CrpaBesIMBOCTH pajad, HEOOXOIMMO OTMETHTh, YTO BO MHOTHUX CTpPaHaX MHpa
OpolleHbl OecrpelneeHTHbIE CHJIBI Ha MPOTHBOJCHCTBHE AMUAEMHOJIOIMYECKON yrpose,

BKJTI0Yast TPAThl TOCYJApCTBEHHOTO O0/KeTa (CM. puc.2).

Kanaaa 2
Kak % ot BEMN BeamkobpHTaHMna Poccuna FreprmmanmA
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Pucynok 2: 3aTtpatsl rocyaapcrBeHHbix mporpamm G20 na mepst npotus COVID-19.
Hcmounux: Maeasun uccredosanuii PBK, n/d.

n XPOHOTOII, U WIIKOCTpallud Ha pI/ICZ YKa3bIBAlOT Ha O6H_II/IG, BO BCCM MHpE,
NEPCIICKTUBLI:

HauOosiee YS3BUMBI TPYNIbI, HAXOJAIIMECS B YCIOBHSAX KOH(MJIMKTa M B
CUTyalUsIX TYMaHUTapHOTO KPU3HCA;

B HauOOJbIIEH CTENEHU MMOCTPAJAIOT KEHIIUHBI, MOKUIbIE JFOAU, MOJOEXKD,
HU3KOOIUTaYMBaeMble paOOTHUKH, MaJIble M CPETHIE MTPEIIPUATHS, HePOPMaTbHBIN CEKTOD;

. (dbuHaHCHpOBaHUE MEp pearupoBaHus 10JKHO ObITh He <10% muposoro BBII;

HECMOTpSl Ha 3HAYUTENFHYIO MOAJEPKKY CO CTOPOHBI TOCYAapCTBEHHBIX

CTPYKTYp, 9KCIEPThl — HA OCHOBAaHMM JJAHHBIX O MacITabax BIMSHUS KOBHJIHOW CUTyallMH Ha

HaIlMOHAJIbHBIE DKOHOMUKH — €IUHBI BO MHEHHH, YTO HET CTpaHbl B MHpE, KOTOpas He

NOCTpaJaeT OT MOCIeACTBUH anuaeMuonoruueckoi yrpossl COVID-19, u Het Takoro cektopa

SKOHOMHUKH, KOTOPBIH OBLT OBl OJTHO3HAYHO YCTEIICH B MEPCHEKTHBE IBAXIhl HOBOW, T.C.
MOCTKOBUJIHOM, peaJTbHOCTH.

2. HEPBBIE UTOI'M 12 MECALEB CIIYCTA: OYEBHU/HOE M
HEU3BEKHOE

12 mecsueB crycts ¢ Havana nanaemun COVID-19 Bce emie paHo MOJBOAUTH UTOTH, TEM
Oonee, skoHommueckue. OaHako ciexyer mpusHath: HOomo Economicus/2021 — yxke Bo

94




MANazZment a EKOnomika ISSN 1337-9488
Journal of MANagement and ECOnomics MANEKO: 2021.01

MHOrOM zpyroir®. Ho ToMy &M OH yumics, HpOXMBas BTOPOH TOJ B YCIOBHSAX HOBOTO
3aboneBanusa? Cyaure camu.

B cambie nepBbie MecAIbI SKCITAHCHH HOBOTO KOPOHABHPYCa SKCIIEPTHI IPEI0CTEPEran
00 omacHOCTAX Jpyroil «dnuaemun» — ae3suH@opmanuu. OOBIYHBIX I'pa)JaH U JAEJIOBBIX
JIOIe  «HAKPBIBAJIM» BOJHBI U (prep KOHCIHMPOJOTHMYECKUX TEOPHHM  3aroBopa,
IICEBIOMEIUIIMHCKUE COBETHI U IAPJIATaHCKUE PELENThl, YPOKU MPHUKIAJHON AEMOKPAaTHH U
HEHABUCTUYECKON pHuTOpuKU. CeromHss MOXHO KOHCTaTHPOBaTh HEKOTOPOE 3aTUIIbE B
COOTHOCHMOM ¢ BUPYCHBIM CIEKTPOM «MH(OAEMUI»; B TO K€ BpeMs IN100aIbHbIM MUP BXOAUT
B ycloBHs HaOuparomeid o0OpOTHI JEMOHM3ALUMU M CTUTMAaTU3AlUHM, YBEPEHHO IOCTHUTas
BPEIOHOCHOTO aroress M, IOpOH, OTCYTCTBUSL pa3yMHOro OOBSCHEHMs, HAlpUMeEp, B
otHomeHusx CIIIA — Poccus, CIIIA — Kuraii.

I'om mazax B cratke MANEKO #1/2020 aBropamMu OTMEYajaoCh, 4TO B «CYry0o
COLMAIBHO-MEMIIMHCKUX AaCHEeKTaX, BO3MOXHBIX JUISI pea3alid B KOPIOPAaTHBHOM
MEHE/UKMEHTE KOMIIAaHUM M NpEeANpUATHH, CTOJKHYBIIMXCS B COBPEMEHHBIX YCIOBHUAX C
npobiemMaMyn HHU3KOH HMH(OPMAIIMOHHONW TWUTHEHBI Cpead Kojuler mo pabore <...>
uHpopManrnoHHas 0a3za MHTepHeT-ceTH 1o JaHHOMY IIOMCKOBOMY 3aIlpOCy IOYTH HE BBIAAET
NPAaKTUYECKUX COBETOB, W IS aIaliTallid HCIIOJIB30BAaHBl PEIEBaHTHBIE WH(OPMAIMOHHBIC
MaTepHaibl U TEKCTOBBbIE MACCUBBI M3 JM4YHOM Oubnuorekn» (Poenko, 2020). Torma naxe
KPYITHbIE HMHTEPHET-TIOPTAJIBI HE CHENIWIA B CO3/JaHUM BUPTYAJIbHBIX KOHCYJIBTAIMH IO
uH(pOpMaIK, COOTHOCSIICHCS ¢ KOpoHaBUpycoM, Hampumep, Pycckas ciyx6a BBC News
caenana 1o mums 20 mapta 2020 roga?®. Ceroans ’e HAIPOTUB — CONUATBHBIE CETH MACCOBO
HaBOJHEHbI U MOYTH «IEPErpy’KEHbD» CO CTOPOHBI KOHCAITHHIOBOIO CEKTOpa CTaThsIMM-
PEKOMEHALMAMH, BHJIEO-MacTep-KjaccaMH, OJOro-COBETaMHM IO Pa3HOOOpa3HOM 3aluTe
Ou3Heca, pplHKA TPyAa U 00pa3oBaHus, pa0OTHUKA-MHIMBUAA U TPOPUIBHOIO CIELUAINCTA U
T.JO. B BUAY coxpassromeiics manaemudeckoii skcrmancun COVID-19. Pazobpatbes B
WH(OPMAIIMOHHOK JaBUHE (IMMOpOH Xaoce) HE TPOCTO, MOITOMY pPe3yJIbTaThl (PHIBTpa
IpeUIaraéMbIX clioco00B BBIOOPOYHO MPUBEAEHBI B § 3.

3a nmpoweamuit rog ¢ COVID-19 mbl Bce — mpemnojaBaTeld, Bpayd, BOJUTENN
TPAHCIOPTA, arpOHOMBI, MH)KEHEpPhl — MO3TANHO MEePeXKUBAIM NPUHIATHE HEU30EKHOTO: OT
OTpHIIAaHUSI TeUeHHUs Ooyie3HW B (opMe MaHAEMHUH, Yepe3 HENpHs3Hb K MepaM KpaiHen
HE0OXOIMMOCTH U THEB K 3aAMOPCKHUM «ITyTEHIECTBEHHUKAaM», 10 «HOBBIX OTKPBITHID, BKIIOUast
MIOJIOKHUTEIIbHBIE MOMEHTHI TMCTAHIIMOHHO-YIQJICHHOTO TpyJla M y4eObl, Tepor3M Bpauel u
BOJIOHTEPOB, KPU3UCBHI OTIENBHO B3STHIX OPraHU3allMOHHBIX, OOECHEUUTENbHBIX Mep U
MOJINTUYECKUX PELICHUM.

OnHako Henb3s 3a0bIBaTh OYEBHMJIHOE: MCCIEIOBaHUS OW3HEC-CUTyallud B yCIOBHAX
VUCA (volatility, uncertainty, complexity, ambiguity — HecTaOuIbHOCTH, HEOTTPEICTIEHHOCTH,
CJIO)KHOCTH M HEOJHO3HAYHOCTH), BKJIIOYasi MAHUKY M COOTBETCTBYIOIIME €M COCTOSHHS,
IPOBOAMIINCH U paHee. BcnoMHuM X0Ts Obl, uTo 33 roaa Ha3aj aMmepuKaHckue yueHsle Warren
Bennis u Burt Nanus, mcuxonorn M KOHCYJIbTaHTBl B OOJAaCTH TEOPHH OPTaHU3AILUH,
chopMyIHpOBAIH MTPaBHUJIa TaK HAa3bIBAEMON MH()OPMAIIMOHHOW TUTUEHBI /IS 3alUTHl MO3Ta

39 3ecs. Homo Economicus (uenoBex 3KOHOMHYECKHIT) — IIOHATHE O TOM, YTO YEJIOBEK KaK CYIIECTBO,
JIEHCTBYS pa3yMHO, BCETAA CTPEMUTCS K MAaKCHMH3AIMU IOJlydyaeMoil IpUObUTH U JelaeT BBIOOp MO0 MpHUYHHE
3HAYCHUA IJIs1 ce0s1 DKOHOMHYECKNX PE3YyIBTATOB. SIBIIsSIACH a6CTpaKTHHM B OTPAKCHUU 3KOHOMHYECKOH KHU3HU
001IIeCTBa, TIOHSATHE BHIPAXaeT CYIIHOCTHBIC YePThl CYOBEKTa, U3 KOTOPBIX OCHOBHOM SBJISETCS Ielieco00pasHas
JESITETPHOCTh 10 TPEOOpPa30BaHHUI0 SKOHOMHYECKOTO OBITHSI B COOTBETCTBHHM CO CBOMMH HHTEpECaMH W
MOTPEOHOCTSIMH.

40 «Ut0 MHE J1eaTh, €CIIM KTO-TO, C KEM Sl KMBY, CAMOM3O0JIMPYETCA?», «JOJKeH JIM i HOCUTh MACKY,
YTOOBI 3aIIUTUTE Ce0S U PYTUX OT BHpyca?» DT0 — OOBIYHBIC BOMPOCHI U3 HAYAIHHOTO IEPUOa MAHACMUH, U C
MO3HIINHN CErOHINIHEH HHPOPMUPOBAHHOCTH OHU KaXKyTCS HE MPOCTO HAUBHBIMU M CTPAHHBIMU, HO YKA3BIBAIOT
OJTHO3HAYHO, YTO BO3BPAIICHUS K «CTAPOU HOPMAIBHOCTI» HE OyIIeT.
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OT TEpPerpy30K M HEPBHOM CHUCTEMBI OT «IE€peropaHus». Takxke, 3aJ0Jr0 10 HOBOU
SMMIEMHUOJIOTMYECKONH  yIrpo3bl, IPOBOJMIOCH HEMAlO HUCCIEAOBaHUN B  obiactu
NICUXOIMarHOCTUKU U TepPaIMy MPH KOTHUTUBHOW TPEBOKHOCTH, CHIXKEHUH TMPOTyKTUBHOCTH
U 3QGEKTUBHOCTH 1EATEIBHOCTH, MOTEPSIX JOAIBHOCTH KaK CPeay KOJIJIET, TAK U CO CTOPOHBI
KJIMEHTOB U areHToB. bonee toro: snoxa |Y IlpomblnieHHON peBOIOLMKU HE MeHee 5-7 JeT
Ha3aJ OJHO3HAYHO «IPOBO3MIIACHIIAY» PAa3BOPOT KOPIOPATHBHBIX cCTpareruii Ha (a)
nuQpoBU3aIMI0 CBOUX IMpoieccoB, (D) ycuieHHe KIMEHTOOPHEHTHPOBAaHHOCTH H  (C)
HOCTPOEHHE O0JIee YCTONUMBBIX ONEPALMOHHBIX MOJEIEH.

CopnepxaTenbHO B ATHX TPEHIAX BCE OCTAJIOCh HA MPEKHUX MECTaX, U HEOKHIAEMbIE
KapaHTHH H CAMOU30JIAIHsS IPUBHECIIH JIMIIL HOBBIH (hopMat — Tak HassiBaeMmblit home office®.,

B 3T0ii CBSI3M OAJICKUT YyTOUHEHHIO, B YEM COCTOUT COBPEMEHHAS CTIeU(pHUKA, 1 HIMEET
JIM OHA OTHOILIEHHE U CBOE MECTO B HOBOH pealbHOCTH. 3/1€Ch aBTOPbI CTATbH yOEXKI€HBI, UTO
paHee pyTUHHBIC U, Ha TIEPBBIN B3TJIsI]I, XOPOIIO U3YUYEHHBIC CTPECCOBBIC (Uumail — KpUsucHble)
TPUTTEPHI B LEJIOM PsE NMPSAMBIX U OINOCPEJOBAHHBIX KOBHA-IIPOOJIEMHBIX CUTYyalMil MOTYT
MPUBHECTH MaccCy JOMOJHUTEIBHBIX U CIIOKHBIX ITOCIIEICTBUI. B CBOIO 04Yepenp, mocieacTBus
BIIOJIHE CIIOCOOHBI yCYTyOUTh HE TOJIBKO (PUHAHCOBYIO U COLMAIBHYIO MO3ULIUI0 KOMIIAHUU U
YBIO-TO JINYHYIO Kapbepy, HO Ja)Ke CIIOCOOHBI CO3JaTh MPOOJIEMBI B OT/ICIIBHO B3STOW CTpaHe.
Hanpumep, B Bujie CHI)KEHUS KauecTBa XKHU3HHU IPaxk]iaH, IPUJaHUs COLUAIbHO-MEAUIINHCKUX
CBOWCTB TMOJUTHYECKUM PEIICHUSM, COMHEHHI B JEHCTBEHHOCTH OTHENBHBIX TIIOOATBHBIX
OU3HEC-MOJEIIEH.

Jla, B3BEUICHHO TOBOPUTH O MOCIIEICTBUAX KpU3Huca, Bi3BaHHOTO HH(pekuueir COVID-
19 He npumien cpokx, T.K. ¢ MO3ULMH CUCTEMHOI0 KpU3UC-OPUEHTHUPOBAHHOIO MOJXO0/a 3TH
MOCJEACTBHS emle He CPOPMHUPOBANIHMCH, HO TIEpBbIC MOMBITKH (HOPMUPOBAHHS ITyJia
HOCJEICTBUI HMEIOT MECTO.

Bo-miepBhiX, Ti00anmpHas cUCTeMa OOIIECTBEHHOTO 3/IPABOOXPAHEHHs OKa3asiaCh
HACTOJIBKO CHJIbHOM, HACKOJIBKO CHUJIbHA camas ci1adasi CTpaHOBasi CUCTEMa 3[JpaBOOXPAHCHHUS.

Bo-BTOpBIX, B MOCTKOBMJHBIA NEpUOJ] HAIl B3aUMOCBSA3aHHBIH U HECOJUIAPHBIN
OKOHOMHYECKUI MHUp HENPEeMEHHO OKaXeTcsl mepen cieayromum Beioopom: 6o ()
BEPHYTHCS K YCIOBUSAM CBOMX CTPAHOBBIX «KBAPTHUP», B KOTOPBIX SKOHOMHKA CYILECTBOBaA
npexae, oo (I1) commmapHo ycTpeMHuThCS K POPMUPOBAHUIO MHOW SKOHOMHUKH — OoJjiee
PaBHOIIPaBHOM, UHKJIIO3UBHON U YCTONYUBOM.

41 Cnenyer npusHath, uTo 10 yrpossl COVID-19 oTenbHble ceKTOphl SKOHOMUKH (HaIpUMep, TyPU3M,
cdepa oXpaHbI 3I0pOBbsI, CTPAXOBAHNE) MacCOBO HE HYXX/IAJIMCh B TaKOH (opMe BeneHus OusHeca. OJTHAKO B
MaHJEMHUIO IMEHHO OHH OKa3aJIMCh 1101 HanboJee CUIbHBIM HEraTUBHBIM Bo3aercTeueM. U panee, 1o
TIaHJIEMHUH, HETaTUBHBIE COLIMABHBIE ITPOSIBICHUS BBICTYIAJIM HHTHOUTOPOM SKOHOMHYECKOH AeATETbHOCTH
HPEANPUSATHS, HO TOTJa PyTHHHbIE TPUITEpPhI (HAIIpuMep, CHIXXEHHE PaboToCIIOCOOHOCTH, HE310POBBIH KIIMMaT
B KOJJIEKTHBE) JINIIb YCUIIMBAJIN TeKyuecTh KaapoB. Ceronus 3 pekTHBHOCTh yIPaBICHIECKNX PEIICHUH B
BBILIEYKa3aHHBIX CEIMEHTaX YKOHOMHKH MepeHeceHa U3 00JIaCTH MPUBBIYHBIX cTpaTeruii 1 (opM B 00iacTh
OPHHIMITHAILHO HHOW paboueil mapaaurMbl, IpudeM, He KpaTtkocpouHoro ucnbeitanus home office u
COOTBETCTBYIOIIUX €My MOOMIBHBIX BO3MOXXHOCTEH, HO TIOJTHOMACIITaOHOM aganTaiuu K HOBOU cpene. Eciu
NpeANpUsITHE, KOMITAaHHS CIIOCOOHBI K TpaHC(HOpPMAILMK U HAUHYT €€ BHEAPSITh, TO Jajiee MPOLecC afanTaliy 1
MOOMJIBHOCTH CTAaHOBUTCSI HEIIPEPHIBHBIM, & BOCIIPHMMYHBOCTb K U3MEHEHHUSIM KaK 4acTh OPraHU3al[MOHHON
KyJIbTYpBI HE IOJDKHA YHTH B HEOBITHE JTaXKe MOCIIe JIMKBUIAIMN SIHIEMHUOJIOTHYECKON YTPO3BI.

PriHOK 00pa3oBaTENbHBIX YCIIYT, 10 MHEHUIO aBTOPOB CTaTbH, CTOUT OCOOHSKOM cpeu HauboJee
MOCTpaJaBIINX CEKTOPOB SKOHOMHUKH, U UIMEHHO 00pa3oBaHKe — B BUY BO3AEHCTBHUS NMAHIEMHN — HAXOIUTCS B
HanOosee CI0’KHOM IT0 CBOMM BO3MOXKHOCTSIM M IIOTPEOHOCTSIM TT0JIOKEeHUH. Bets MupoBas oOpa3oBaTebHas
MOJIETIb, 110 CYTH, TOJIBKO IIPUCTYIMIIA K YIIOPHOH TpaHc(opManny B IapaJurmMe eMHOro 00pa3oBaTeIbHOTO
MPOCTPAHCTBA «IIKOJA / BY3 / IPEANIPHUATHEY. DKCIEPTHI-IIPAKTHKU B 00JIACTH BIUSHUS II100AIBHBIX M3MEHEHUH
CUHUTAIOT, YTO «CUTYyalusi BOKPYT 00pa30BaTeIbHOTO PHIHKA NEPEBEPHYJIACHY, T.C. YHUBEPCHUTET TEPSIET INIAaBHYIO
pOJIb, M «HA apeHy BBIXOJST KOMIIAHUH C COOCTBEHHBIMHU JIAOOPATOPUSIMHU, BOPKIIIONIAMH, TIPOrpPAMMaMm», a
JIFOIM CAMH PEIIAOT, «TJIE MM JIeTYe YUHUTHCS, YTOOBI MOTOM BEIiTH Ha paboty» (Tpanchopmarms 6ms3Heca,
2021).
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B-TpeThux, 3KCepTHl B 00JIACTH II100aTBHON SKOHOMUKH BCE Yalie T00aBIsIOT, YTO B
CBOEH Macce MoJI0XKUTeNIbHAs BHYTPUCTPAHOBAasi IMHAMHKA CETO/IHS U 3aBTpa OyAeT 3aBUCETh
HE 0T c(hepsl, B KOTOPOIi pa3BUBAETCs OM3HEC, HO OYET ONMPEIeNATHCS TaTaHTOM MEHEIKEPOB.

Hecnyuaitno 89% coTpyIHHKOB HCIBITHIBAIOT pacTylllee NaBieHUe Ha padore; 84%
IPU3HAIN, YTO UM TPYAHO BOCCTAHOBUTHCS IIOCIIE OKOHYAHUS padOUero JHS U NEPEKIIOUYUTHCS
Ha JIMYHbBIE JIeJIa; YyBCTBO pa3ouapoBaHUs B pabOTe CTalu UCHBITHIBATh §1% pabOTHUKOB, a
63% OTMeUaroT POCT KOpHopaTuBHBIX KOH(IMKTOB (BnusHue koponasupyca, 2021).

Takum oOpa3om, mpoOieMa COXpaHEHHUS U TMOBBIIICHUS TMOTEHIMAla YellOBeKa-
pabOTHHKA B KOHTEKCTE 00OLIeH «Iepe3arpy3Kn» pecypcHOro oodecrneueHus Kak HUKOT/1a BHOBb
aKTyasibHa. B 9TOM CBs3U cienyromnuii maparpad cocpeaoToYeH Ha MOMYJISIPHBIX HbiHe SOft
skills (3a uckirouennem > pexruBHocTr Agile Manifesto), ¢ puiabTpom Ha JIOSITBHOCTH.

3. OPITAHM3AIIMOHHO-KOPIIOPATUBHAA JIOAJIBHOCTH B
YCIOBUSAX OKCITAHCHUHU ITAHAEMHUHA: OT TOKCUYHOI'O BOCCA
A0 HEJOBOJIbBHbBIX KJIMEHTOB

B ycnoBusix maBUHBI M XAOTHYHBIX IIOTOKOB HHGOpPMAluu OCOOEHHO AakKTyalbHa ee
CTPYKTypU3allMsi — HE TOJIBKO JJIi IOUCKAa COBPEMEHHBIX BEKTOPOB OpraHHU3al[MOHHOMN
s dexTuBHOCTH, HO, TJIABHOE, JUIA LIeJIei TNYHOW U KOPIOPATUBHOM 3alUTHl OT SKCIAHCUU
HOBBIX YI'PO3 U BBI30BOB.

OObenuHsisi BO3MOXHBIE BEKTOPHI, L€ CTPYKTYPH3ALUU MOXHO CcHOpPMYIHpPOBATH
kak: «[locTpoeHne KyJIbTypsl HENPEPBHIBHOW TpaHchopManmuu — B3aMeH TPaguIHl
000COOJICHHBIX HWHUIIMATHUB uU3MeHeHui». Ho crapas anrnmiickas mNOroBopKa TIJIACUT:
«IIpocToTa — 3amor ycmexa»*?, moITOMy Jy4YIIUM COBOKYHHBIM JIO3YHTOM HPEICTaBICHHBIX
HUKE MPAKTUYECKUX PpEeHIeHW OyJeT, MmokamyH, ciemyrouiuii: «4em MeHble BpeMEHU H
SHEPTUU TPATUTCA Ha TepepaboTKy HEHYKHONH MH(POPMALIUH, TeM OOJIbIIE PECYPCOB OCTACTCS
JUISL APYTUX BAXKHBIX JIETD».

<> Paboma co croorcnvim «nnoxumy» pykogooumenem.

Cumnraetcs, uro CtuB J[00c ObUI OYEHb CIIOXKHBIM pyKoBoguTeneM. Ho oH ObLi
BBI/IAOIEHCS, PEKON JIMYHOCThIO, U MOAYMHEHHbIE COTPYIHUKH XOTENIU paboTaTh C HUM —
panu ero uzaeil. CerojHs MHOTME HEBEPHO COOTHOCAT CTHIb pykoBoacTtBa C.J/[xobca c
MOHITHEM «TOKCHUYHBIN 60CC», XOTs OBl 110 TOMY, YTO TOT HUKOI/Ia HE OTBJIEKAJ COTPYIHUKOB
OT 3HaYUMOM U moje3HOH paboThl. [IOATMHHO TOKCHYHBIH PYKOBOJMTENb, BO-TIEPBBIX,
o0yaiaer peaKoil cnocoOHOCThIO IEMOTHUBALIUY BCEl KOMaH/Ibl M pa3pylleHUEM KOMITETEHIIUI
BITIOJTHE BBICOKOA((EKTUBHBIX COTPYTHUKOB. BO-BTOPBIX, OTIMYUTENBHOM YepTOH, IO KOTOPOH
pacrno3HaeTcs yKazaHHas IpoOsemMa, SBISETCS KOMMYHUKALMOHHBIM pedpeH HauaibHHUKA:
«[TogunHEHHBIE JOJIKHBI YyBCTBOBATh CeOs CUACTIMBBIMH OT camoro (akra, 4yTo OHHU (a)
NPUHATHL Ha paboTy U (D) TPyAsTCS MO HAYAIOM TAJaHTIMBOIO, HEBEPOSTHO OPUTHHAIBHOTO
U cBepx 3¢ ¢dexkTuBHOro Nujaepa». Panplie B pa3perieHnu mpodieMbl OCHOBHBIM (akTOpOM U
OJIHOBPEMEHHO CUTHAJIOM KaK METKaMH HeO1aronony4usi Oblia 0ObIYHAsI TEKY4ECTh KaJpOB U3
OpraHM3aly, HO TENepb B BUIY CIOKHOCTEH Ha PBIHKE TPyAa M3-3a KOBHMJA KOHTUHYYM
COLIMAJILHO-POJIEBBIX PEIICHUN PACIIUPUIICS M COCTABJISET CIEAYIOMHUA HAa0Op TaKTHUECKUX
pemenuii: (1) «bermy», (2) «Tepnny, (3) «uu Beiroxy». Hanbonee BpeIHBIM U IUHUYHBIM 10
COLMATBHBIM TIOCTICICTBUSIM aBTOPBI CUHMTAIOT BapuaHT #2. 100 ero BUKTHMHas KyJbTypa
dopMHpyeT NpecTyNHblE JIMYHOCTHBIE MOTPEOHOCTH M YOESKIEHHS, a TaKKe H3BpallaeT
COLIMAJIbHBIE IIEHHOCTH U HOPMbI, OPIraHU3YIOIINE YEIOBEYECKYIO KHU3Hb B 1I€JIOM, B T.U. B BUJIE

42 TTocnosHo u B montHOM m3oxkennu: “When you want to create fear, it’s best to keep it simple” («Korma
XOUelllb KOT0-TO HAIyraTh, IPOCTOTA — 3AJI0T YCIIEXa).
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CTEPEOTUITHOMN MpeayOeKJCHHOCTH B OTHOIIEHUH «BUHOBHOCTH» TEPISIIUX PaOOTHUKOB, MX
OTUYKJEHUS U JIECOLMATN3alUU, TOTPEOHOCTH B IEPEMEHE MECTA KUTEJIbCTBA. 3HAYUTENICH U
MEIMKO-TICUXOJIOTUYECKH Bpel B BUJIE CTpaxa, OCCCOHHMIIBI, WyBCTBAa BHUHBI U CTHIJA,
COCTOSIHHS arPEeCCHH, IEIPECCHH, MOPaTbHOM Aerpaganun’,

<> Paboma co croacnvim «xopouwiumy pykogooumesnem.

Uun bepr He sBisieTcs nerennon B mupe ousHeca, Bpoje CtuBa Jl)koOca, HO ero umst
Ha CJIyXy BO BCEX JICTIOBBIX Kpyrax: BO3IJIaBlisieMas UM KomraHus-nerenaa Levi Strauss & Co
nociie mposeaeHuss IPO B 2019 r. onenena B $6,6 mupa., 9To coctaBmio Ha 35% BbIimie
NepBOHAYAILHOW OLIEHKU. DTOT Onectaumii puHaHCOBBIA pe3ynbTaT HaunHajics B 2011 1. ¢
npuxonoMm Y. bepra Ha mo3unuio npesuaeHta. Toraa, OyKBaJbHO MOCJE MEPBOro padbodero
JHS, OH — MCIOBEJHUK JMKECTKMX «aApMEHCKUX» METOJ0B — MpoBe] coOpaHHE TOII-
MEHE/I)KMEHTA, B X0/1€ KOTOPOTr'0 BBISICHUIIOCH, UTO 2/3 MPUCYTCTBYIOLIUX CUUTAIOT MOJIOKEHUE
KOMITAaHUU HOPMaJIbHBIM (Ha Jiesie (PMHaHCOBasi CUTYyalus Obljla IIATKOW ); KaK UTOT, B TCUYCHHE
nonyroga bepr yBonun 9 uz 11 noguuHsABIIMXCS €My HalpsAMYH MEHEIxKepoB, a 45 uz 60
JU/IEPOB KOMIIAHUM OKA3aJIMCh HE HY>KHBIMU IIPU PYKOBOJICTBE HA OCHOBE «apMENCKHUX» UCTHH.
Wx Yun bepr ycBoun Bo Bpems ciy:xk0sl B BBC CIIIA u 3arem B Teuenue 28 net paboThI B
Procter & Gamble — ¢ accucrenTa otaena OpeHAMHra JI0 IEPBOTO TOM-MEHEIKepa — JOBOIHI
JI0 COBEpIICHCTBA, B YaCTHOCTH, MPAKTUKY JIMYHBIX Oecell ¢ mokymnarensiMu. bepr oObscHseT
IIPUBEPKEHHOCTH JKECTKOCTH B paboTe mpocToil Gpopmynoii: «OQHO TOJIBKO TBOE 3BAHHE HE
yOenuT crneoBaTh 3a TOOOH Kak 3a JIUAepoM», To3ToMy (1) «Xoporiuii pyKoBOAUTENs CHaYalIa
3a00TUTCA O TOJAYMHEHHBIXY», (2) «CHJIBHBINA JIMJIEP HE 3aCTABUT MOAYUHEHHOTO BBHITIOJHATH
3ajady, C KOTOpOM paHee He CTaJKuBaicsi cam», (3) «HEIOCTaTOYHO TIUIaHa s
ONTUMHUCTUYHOIO CLEHApUsl Pa3BUTHUS COOBITUIY, (4) «HEOOXOIUMO HUCKAaTh JUCLUUIUIMHY B
HEOKUJAaHHBIX MECTaX U BHUMATEIbHEE OTHOCUTHCS K ACTAISIMY, (5) «HEeNb3s 3aCHKUBATHCS B
KaOWHETe W HAJO IOYaIlle Pa3roBapUBaTh C PSAJAOBBIMH COTPYJAHHKAMH», (6) «HYXHO, HE
MEIIKasi, yCTaHABIUBaTh JAe/UIaiiHbl, HOO I/ie CPEeHAsSl CKOPOCTb, TaM CPEIHUE PEe3yJIbTaThD»
(AnoxuHa, n/d.).

<> JlosanbHulll pyKogooumensb cpeoHe2o 36eHa — He CUMBO.]L YNOPCMEa U mepneHus.

JlaHHast KaTeropus SBJISETCS, OXKATYyH, caMOi OOLIMPHON B YacTH M3YUYCHHUs, aHATH3a
U TMPAKTUYECKUX PEKOMEHJAIMN 10 BBIABICHUIO M JOCTUKEHHIO YPOBHS COOTBETCTBHUS.
[TosToMy noBepumcs moOumoit kuure Puuapia bpsncona, kotopyro Hanucan Apkas Axmern,
nroHep digital marketing u ocHoBarens kommyHHKannoHHoro arentctBa AKQA (1994) —
nepBoro OusHec-naptaepa Virgin Group. B cBoem npaktiueckoM OusHec-uccienoBanun «bes
rpaHuil: croikoe yuaepcTBoy» (“Limitless: Leadership that Endures™) aBrop yka3sbiBaeT, uTo
COBPEMEHHBIN PyKOBOJIUTEID, KaK MPAaBUJIO, HAAEIEH YIIOPCTBOM U TEPIIEHUEM, HO 3TOTO YXKE
HEJOCTAaTOYHO; B O3TOM CBSI3U BBIJIEICHBl BHEBPEMEHHbIE€ MPHUHIMIIBI, KOTOPHIE MOMOTYT
ar000My TIpEeNNPUHUMATEII0 HAKalIMBaTh MOTEHIIMAJ, HaXOAWUTh BO3MOXHOCTH TaMm, TJe
JIpyrue CTaJIKMBAIOTCS C MPENATCTBUAMHU, U B II€JIOM CMOTPETH 32 paMKU MPUBBIYHOIO MUpA:
sl 9TOro Hazo (a) He OOAThCS PEBONMOIMOHU3MPOBaTh, (D) AeMokpaTu3upoBaTh cBOE
JUICPCTBO W PYKOBOACTBO, (C) ymerh ympomarh, (d) ymers ymopsmounBath W
OpraHu30BbIBaThCs W, HakoHell, (f) co3maBarh, T.e. 3aHUMAThCS JeTaHUEM, aBTOPCTBOBAThH —
KaK 3TO JIeJat0T KOMIIO3UTOPbI T apXUTEKTOPBI.

Ecnu BaymaTbes, TO 9TH UJIeU — HE Ul TeHUEB; 0oJiee TOro, OHU MOAXOIAT MHOTHM —
U KOHJIUTEpPY, W MopTHUXE, U |T-crnennanucry, BeIb B OCHOBE OOs3aTeibHas TUXOTOMHUS
«HECTaHAAapTHas UJied IUTI0C €€ pean3alusy.

43 Imeetcs anbTepHATUBHOE MHEHME. YueHble Bricuieil mxomsl 6usneca CTaH(GOPACKOro yHUBEpCUTETA
00OHapy> XM OOJBLIYIO IIPUBEPKEHHOCTH PA00TOAATENIO, TPYI0II00HE U, B LIETIOM, O0IBIIYIO () (HEKTUBHOCTD Yy
COTPYJIHHMKOB, KOTOPbIE 4YacTO IE€PEXMBAIOT, YTO JIENAIOT CIUIIKOM MaJl0 WJIM OOJEJEeHBl TaJlaHTAMH
[CanbHukoBa].
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< Camopedrexcus cobcmsenHoll 10IbHOCMU COMPYOHUKA.

AddexTuBHAS JTOSUIBHOCTH PaOOTHUKOB SIBJISETCS, BHE COMHEHHS, TIapaHTOM
CITAKEHHOM, yCTOWYNBOM, d((HEKTUBHON AesITeIbHOCTH KoMiaHuu. O Hel uIeT peub, Koraa
YIEeHbl TPYIOBOIO KOJIJIEKTHBA CIIOJIHA OTAAIOTCS paboTe, MHUIIMATHBHBI, MEPEKUBAIOT 32
oO1ee Jelno «HEe 3a CTpaxX, a 3a COBECTb», TOTOBBI TEPIETh OTIECIbHBIE KOPIOPATUBHBIC
TPYOHOCTH, HE MPOCTO COTJIACHBl C OPraHM3AIMOHHBIMH WEISIMH W TOJIUTUKOH, HO C
YAOBOJIbCTBHEM YUYaCTBYIOT B UX pealli3aluu.

Ho tak nu nerko ominuuth aQGeKTUBHYIO JOSIBHOCTh PAOOTHHUKA OT HOPMATUBHOMN ?

— Kpaiine nempocto, MO0 B paboyeM KIMMaTe KOJUICKTHBA OMPEICIISTIOIMIUMU
dakTopaMu 1eATEIbHOCTH SBISIOTCS HE IOJKHOCTHBIE MHCTPYKILNHU, KOJIEKChI KOPIIOPATUBHOMN
OTHKH, HE CTAaTyC COIVIACHO INTAaTHOTO paclucaHusi W, TeM Ooisiee, He adummpyemas
PacroI0KEHHOCTh WIHM BBICKa3bIBa€MOE BCIyX yBakKeHHE, a He(OpMalbHO YCTaHOBJICHHbBIC
HOPMbI U MEXJIMYHOCTHBIE OTHOLIEHHUs. HeciydallHO rOBOPAT: KOJUIEKTHB — 3TO KUBOMU
OpraHu3M, MO3TOMY JIOSUIbHBIE OTHOIICHHUS OIIYIIAIOTCA B MOCTYIKAaX, TOHAJIbHBIX OLIEHKAX,
KOPPEKTHOM M 0JIarOHAIeKHOM MOBEICHUHN C KEM-JIMOO0 WU B YeM-JIHOO.

Ecnu He TOnbKO PYTHMHHBIE 33/ladyd, HO W B LeJIOM pabouuii mpoiecc IepecTraer
JIOCTaBJISITh ~ YIOBIIETBOPEHUE, TO BEIMKA BEPOSITHOCTh, YTO pPaOOTHUK yTpaduBaeT
ah(HeKTUBHBIN THI JOSUITBHOCTU. Y 3TOTO UMEIOTCSI OObEKTHBHBIE OCHOBAHUSI:

- B KOHTYpE BHYTPEHHEW MOTHBALIMM HJIET MOCTOSHHBIA MPOILIECC OPUCHTAIMN
COOCTBEHHOM COIMAIIBHOM pOIH;

- 0 Mepe B3pociieHUus pabOTHUKA U OOpETeHHS MPOPECCUOHAIBHOTO OMBITA €T
CaMOOIIEHKa CTAHOBUTCS O0JIee He3aBUCUMON OT MHEHUS KOJIJIET, OOIIETO OKPY>KEHUS;

- pelieHne KOHKPETHBIX pabouux 3amad TpeOyeT OoT paboTHHKA HE TOJBKO
00Jaanus MpeIbIAyIIUM OTBITOM, HO U €r0 COBEPIICHCTBOBAHUS, OJTYUYEHHUS HOBBIX 3HAHUH,
WHOTO JIOTIOJTHUTEIHLHOTO O0yYEHHS.

Cpenu MHCTPYMEHTOB pEryJisiiui BHYyTPEHHUE MOTHBATOPbI 3()(heKTUBHEE BHEIIHUX, a
camopediekcusi Kak HWHCTPYMEHT KOHTposid 3(¢eKkTuBHEee NyONUuHbIX peUTHHToB. C
BO3pacTOM M OIBITOM MMEHHO BHYTPEHHSS MOTHMBALMS CTAaHOBHUTCS KIIIOYEBOW, M PAa3BUTHE
yepe3 MNpHUHYXACHHE JaeT cOOoM Jaxe MpH TPaJWLUOHHOM BYJAECHUU MaTepUaNbHOIO
BO3HArpaX/€HUs, T.€. KOHKPETHbIE, KU3HEHHBIE 33/1a4l Y KOHKPETHOTO PabOTHHUKA BBIXOJSAT
Ha MEPBbIil JIaH B CPAaBHEHUU C A0CTPAKTHBIMU OLIEHKAMU U OTBJICYEHHBIMHU 3HAHUSIMHU.

Taxke Ha myTH >(PQPEKTHUBHON NEATENTBHOCTH HMMEIOTCS CyOBEKTHUBHBIE Oapbepsl,
HanpuMmep, Qu3nyecKas yCcTajJoCcTh OT HampsyKeHHOro rpaduka paOoThl B KOMIIAHUU JHOO
BPEMEHHBIX OCOOEHHOCTEW BeJeHMsI Ou3Heca, MHIUBUAyallbHasl MOABEPKEHHOCTh CTpeccy,
OTCYTCTBHE KayeCTBEHHBIX aJIbT€PHATUB, NEpP(EKIHOHU3M, JIOKHBIE KelnaHus (T.H.
KaJbCOHOTHOMH3M) M, HAaKOHELl, HauboJiee CI0XKHOe NpensTcTBUe — npokpacTuHauus. O ToMm,
KaK C HEI0 CIpaBUTHCS pabOTHUKY, aBTOpBI MoApoOHO mucanu B Beimycke XII MANEKO 3a
2020 rog*.

[Icuxonor Yukcenrmuxaitn M. (CILIA), uccnenys nto1ei, UCIIBITHIBAIOLIUX PAIOCTh OT
NPUBBIYHOM, TeKylled paboThl, OOHAPYKHUJI B HUX HAIWYHE OIPEICIIEHHOIO COCTOSIHUS —
MaKCHMaJbHYI0 YBJIE€YEHHOCTb IEJIIMU JEeATEIbHOCTH, BOBJIEYEHHOCTh B €€ Mpolecc U
COCPEOTOUEHHOCTh Ha MpeAMETe M 3aJadax. ITO MO3BOJMIO YYEHOMY 0OOCHOBATh TEOPHUIO
MOTOKA, MPAaKTUYEeCKOE NPUMEHEHHE KOTOPOM TI03BOJSET KOPPEKTHUPOBATh COOCTBEHHYIO
JOSJIBHOCTh B CTOPOHY YCHUJIEHMS. PeKOoMeHIyeTcsi pacKiaablBaTh JESATEIBHOCTh Ha TPHU
cocrapisitonue: (1) camocrosiTenbHas MOCTAaHOBKA IeNiell U UX SICHOCTH; (2) HampaBiieHUE
BHUMAaHM Ha caMy JIeATEIbHOCTh U TOPMOKEHHE BHYTPEHHET 0 uaiora; (3) oopaTHast cBs3b C

4 Cwm. mogpo6uee: Poenxo, 2020, S.40-49.
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camMuM coboii. B crmenumanbHON JMTEpaType MMEIOTCS IPUMEPHl  YEK-JIMCTOB  JUIS
HCIIOJIb30BaHUs HA MPAKTUKE TEOPUH TOTOKA.

< O nosviueHuu 10A1bHOCMU KOPNOPAMUBHBIX KIUEHINOS.

HccnenoBatenu NOsUIbHOCTH HEAOBOJIBHBIX KOPIIOPATUBHBIX KJIIMEHTOB, HE3aBUCHUMO OT
Pa3HOBHUIHOCTU CEKTOPA OKA3bIBAEMBIX YCIyT, OTMEYAIOT JIBa TUIIA OTHOIICHUS K KIUEHTY —
«CHOOM3MY W «paboJIeTIHe.

He yrnyOnssick B CTPYyKTYpHBIM aHAJIU3 THIOB, OJHO3HAYHO OTMETUM aKTYyaJIbHOCTh
MHOTO OTHOUICHHS] K KIHEHTY B MpHHLOMIE. DTO — MapTHEPCKUE OTHOIICHUS MEXIY
MOCTABIIUKOM YCIyT U uX morpebutenem. [logxos 3apoauics HE Ha «KOBHUIHOM» OW3HEC-
MPOCTPAHCTBE, HO 3HAYUTEIHLHO paHee — B HEAPaxX aHTUKPU3UCHOTO YIPABIICHUS, U UMEHHO B
9TOM KOHTEKCTE KOBUA-00YCIIOBICHHBIA KPU3HC SIBCTBEHHEE 0003HAYMI KOHTYP U3MEHEHUI B
OTHOUICHUSIX KOHTPAreHTOB.

Urtak. YcioBue 3aauu: KJIMEHT HEJIOBOJICH, €ro JIOSUIbHOCTh 10 OTHOWICHUIO K
IOPOIYKTY, CEPBUCY U Mp. NajgaeT. PEInTh: Yero Ha caMoM JIeJIe XOTST KJIUEHTHI.

Ha mepBbIii B3MIIs1/1, pellieHUE «JICKUT» HA MMOBEPXHOCTH, a MMEHHO: areHThl OnM3Heca
XOTAT HECTU MEHBIIUE U3JIEPKKH MO oOcIyxuBaHu0. Ho mapTHepcKkuil moaxo/| mokas3biBaerT,
yTo B 9 u3 10 ciy4aeB mojydyaTenad HE 3HAIOT TOYHBIX aIbTEPHATUBHBIX BapHAHTOB, OJHAKO,
JKenaroT (8) KaueCTBEHHBIM KOPIIOPATHBHBIN cepBUC (0OCTY)KUBaHUE) M — KpallHE IIEHHO I10
BbIsIBIICHHIO — (D) HAJIMYKME HONOJHUTEIBHBIX YCIYT U KBATU(DUITUPOBAHHOM MOIICPKKH.

U xots B mepBoM mpubimkernu (2) npeamnonaraet (D), aBTOpbI cTaThu HECTy4YaHO UX
paszaenuiu. JJis MOHUMAaHMS OMHIIIEM MOXO/I MAIIMEHTa B HEKOE YUPEKIEHUE 00IIECTBEHHOTO
3npaBooxpaneHus N B ropoake Z: B perucTparype eMmy He pajbl, Jajiee MPUXOAUTCS 0KUIATh
npreMa Bpada B JINTMHHOW o4Yepe iy U3 OOJIbHBIX JIFOJICH ¥ TOTOM BBICIYIIATh PyTHHHBIE (Ppa3bl
MEAMIMHCKUX COTPYIHUKOB. Co3lmaeTcsl OulylieHHe, YTO HEe MAI[MeHT, COrJIacHO IIOJuca,
CIPUHOCUTY» JEHBI'H JICUEOHOMY YUPEXKICHUIO ISl €T0 IeATEIbHOCTH, @ HAIIPOTUB — MAI[MEHT
YTO-TO JOJDKEH, NPUYEM CBBINIE IOJIUC-KOMIUIEKTA. IllapTHEpCKMH THUN OTHOUIEHUU
MpearnoiaraeT, 4YTo METUIIMHCKAas KIMHUKA — COIO3HUK MAallMeHTa, a OH — HE HW3BeyHas,
HaJ0€1JTUBast €€ 00JIb.

Otoiimem oT  abOCTpakTHOrO MpUMEpa C  YUPEeKICHHEM  OOIIECTBEHHOTO
3/IpaBOOXpAaHEHUS] W TPUBEIEM elle Oojee paclpOoCTpPaHEHHBIM MpuUMeEp: KyAa Obl BbI HE
MO3BOHUIIM, TO Bac HaBepHsAka BCTpeTUT 10-munyTHBIA |VR, BhIMONHSAOmMUN (QYHKIHIO
MapIIpyTH3aluy 3B0HKa BHyTpH Call center, ¢ pedpeHoM «Balr 3BOHOK OYEHb BaXKEeH JUIs HAC,
OCTaBalTeCh Ha JIMHUN», BIOOABOK «MbI TOTOBBI OTBETUTH Ha BCE Balll BOMpock ¢ 08 yacos
10 20:00». 30MOMPOBAHHOCTh CKPUNTAMU, KOMMYHHMKAIUS MOCPEACTBOM «MEXaHUYECKUX)»
TOJIOCOB — 3TO HE TPO OJIaroHaAeKHBIX MaPTHEPOB.

> KadecTBeHHBIN KOPIOPATUBHBIN CEPBUC MMEET CHEAYIOUWNA BUJI: «ropsyashy
TenedoHHas aUHUS 0€3 TOJICTPOWKM KIMEHTa MoA rpaduk paboThl KOMIIAHWHW, OTBET HE
mo3jHee 3-To TyJaKa, KPYIJIOCYTOUYHBIA ON liNe 4ar ¢ KOPPEKTHBIM KOPHOPATHBHBIM
COTPYJIHUKOM, BOCHPHUSTHE SMOIMHI KJIMEHTa KaK JOJDKHOE — BOT MPAKTUYECKHHA CTaHIapT
MapTHEPCKUX OTHOIIEHUH, CIIOCOOCTBYIOIIMN CHUXKEHUIO PA3APAKUTEILHOCTH KIWEHTOB U
MOBBIIICHUIO UX JOSIHHOCTH.

Jlanee, B cBeTe MapTHEPCKOTO TMOJX0/Ia, OTMETHM €II€ OJIUH CIIOXUBIIUKACS
AHTHUCTAHJIAPT: OTO — HAMYKME pecrekTabensHoro oduca komnanuu. BeisicHunock, uro 60%
KOPIOPATUBHBIX KIWEHTOB BOOOIE HE XOTAT moceniath Jro0bie oduckl. KoBum-kpusuc
BBICBETHJI, UTO y/1aJICHHBIC BAPHUAHTHI B BHJIC YMEJIO OPTAaHHU30BAHHOM MOAJIEPIKKH 10 Teneony
U y10OHBIH nHTEpdeiic i MoOUIbHOE IPUIIOKEHHE pabOTaIOT BIOJIHE XOPOIIO, U KIHUEHTY B
3HAUUTENBHOM pse CIydaeB HET HEOOXOAMMOCTH IOcemaTh O(HCHl. DTO MO3BOIUIO
KOPIOpAlMsIM ~ COKPATUTh  HW3JIEPKKHA, a JIOporue o(HChl 3aMEHHTHh OTACIbHBIMU
MPEJICTAaBUTEILCTBAMU B KPYITHBIX arJIOMEPAIMOHHBIX IIEHTPaX.
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Crenyromiee «OTKPBITHE» MaHAEMHH COOTHOCHMO C MaJIbIM OM3HECOM, Ui KOTOPOTO
XapakTepeH Hailm Oyxrasirepa-ppuiaaHcepa, HeA0POroro, ¢ MUHMMAaJIbHBIM 3HAHUEM ITPAKTUKU
HaJIOroo6mokeHust. HemoctaTku Takoro COMPOBOXAEHUS OYEBHIHBI — JTO IIATKOCTh
IOPUJIMYECKHUX B3aMMOOTHOILIEHUH, OOJIbIIe OMNbITA/BhIIE 3apa0oTHas Ijara, mnpolieMa
JO0OPOCOBECTHOCTH, yTeUKa KOH(PHUACHIHATFHOW WH(GOPMAIMH, U OHU yCyryOMJINCh OOLINM
yXyameHueM (UHaHCOBO-DKOHOMHYECKOTO MOJokeHusl u3-3a dkcrnancuun COVID-19. [lns
MallblX TPEINPHUITAN 3KCIEpThl PEKOMEHAYIOT Tepexox Ha on line Oyxrantepckoe
COIIPOBO’KJEHHE OT JIMI[Aa KOHTpareHTa — 0oJjiee KpPynHOM KOMIAaHUU WM OaHKa, BEIb TaKUM
o0pa3oM BefeHHE OyXTajTepcKOW JOKYMEHTAllMM  OCYIIECTBISETCS B «oOJakey,
o0ecreunBaeTcs ee 3aluTa OT yTeUKU U UHBIX YTPO3.

Taxke B KOHIENIMIO MAapTHEPCKOTO pELICHHs MPOoOJIeM HEIOBOJBHOTO KIMEHTA
XOPOILIO BIHUCBIBAETCS, MOJOOHO TOMOJHUTEIbHBIM OYXTaJITEpCKUM YCIIyTraM, IOpUAnYecKast
nomo1s. Hanpumep, poccuiickuii Moaynp0ank 3a 5 ThIC.pyO. B MecsIl B KaUeCTBE TOCPEIHUKA
IpeJUlaraeT CBOUM KJIMEHTaM IAKETHYIO MOAJIEPKKY — OOIIHMe KOHCYJIbTALMH C IOPUCTOM,
oOopMIIEHHE JIOrOBOpPOB, IUIATEKEW; BHIFOJa OYEBUAHA: BCE HYXAAIOTCS B IPABHIBHOM
odopmiieHnH onepanui.

> Hanuyre nomoJHUTENbHBIX YCIAYT M KBATH(UIIMPOBAHHAS MOJIEPKKA B BHJIE
on line Oyxrantepuu, MOATOTOBKH JOKYMEHTOB JUIsl HAJOTOBOM CIY)KObI, COCTABJICHUS U
IPOBEPKU JIOTOBOPOB, KOHCYJIbTHPOBAHMS 10 BCEBO3MOXHBIM IOPUAMYECKHM BOMNpPOCAM —
TpeOyeMblii HOBBIMHU _YCJIOBUSMHM _XO3SWCTBOBAaHUS CTAaHJIApT OTHOWIEHUH B paMmkax
HapTHEPCKOTO MOAX0/1a MEX/ly KIMEHTOM M KOMIaHuel Jubo Mex/ly NpeArnpuHuMaTesieM U
€ro OaHKOM.

W, nakoHe1r, 0coObIil «HETOBOJIBHBIN KIMEHT — HAUWHAIOIINI MPeITPUHUMATEb.

Bo-nepBbiX, Takoli OM3HECMEH ampvOpU HE pacrnojaraeT MHOIMMH pPECypcami,
Harpumep, B OBICTPOM U KBATH(HUIIUPOBAHHOM NOWCKE HYKHOW MH(DOPMAIUH, TPUBICYCHUN
HNOJPSAYMKOB, OINEpPaTUBHOM IHOA0OpPE COTPYJHUKOB (IIOMOIIHHUKOB PYKOBOAMTEIS,
BPEMEHHBIX JONOJHUTEIbHBIX PAOOTHUKOB), OPIraHU3ALUH U IPOBEJCHUN OU3HEC-BCTped. DTU
po0sieMbl OTHUMAIOT y HAYMHAIOIIETO MpEeJIpUHUMATENsl BpeMsl U BHUMaHUE OT Ou3Heca,
3aIyCKalOT MEXaHU3M «BBITOPAHUS.

Bo-BTOpBIX, SnuaeMHONOrMYEcKass yrpo3a B BHUAE KapaHTHHA, PEKUMHBIX
MEpONpPHUATHHA, JIOKJAYHOB W TPOYMX OrpaHUYEHHUH Jaja BO3MOXKHOCTh (DMHAHCOBO
YCTOWYMBBIM ~ KOMIAHHUSAM, paOOoTalolMM C  HaYMHAIOMIMMHM  WHAUBUAYAJIbHBIMU
OpEANPUHUMATENSIMU U3 Pa3IMYHbIX PETUOHOB, aKTyalU3UPOBaTh COLMAIbHYIO (YHKLHUIO: B
UX CepBUCaX MOSBUIICS OM3HEC-ACCUCTEHT, KOTOPBIN MOMOTraeT KOHTpareHTaM peluTh JI000H
BONPOC, OT MoA0Opa COTPYIHUKOB JO 3aKa3a TOCTUHHUIBL. YciIyra BXOAWT B IaKeT
00CITyKUBaHUS WIH CONPOBOXKACHUS Ha OJTHOM M3 Tapu(OB.

Ynomunaemblit Moayns6ank (P®), 6iarogapsi JONOJHUTENBHBIM YCIyTraM, YBEINYMI
Ha 19% NOsIIBHOCTH CBOMX KJIMEHTOB, Pa0OTAIOIIMX B BAJIOTHOM CErMEHTE, a B LIEJIOM OaHK
rianupyet B 2021 roy yBelIn4UTh YUCIIO KIMEeHTOB Ha 35-40% — 3a cueT kadyecTBEHHO HOBOTO
Y HEXapaKTEPHOTO JJisi 0aHKOBCKOU c(hepbl KOPIOPATUBHOIO CEPBHCA.

<> AepeccusHblii KnueHm: mMooens, cneyupura, aneopumm ooujeHus.

ArpeccuBHOE TIOBEJIEHUE MPHUCYIIE ONpeAeIeHHbIM TUIaM Jroei. OObIYHO ITH JIOAU
OTCTaMBaIOT CBOM MHTEPECHl U OJJHOBPEMEHHO UTHOPHPYIOT MpaBa coOecenHuka. Bo MHOrom
MOBE/IEHNE TAKUX JIIOJEH 3aBUCHUT OT YPOBHS AMOLIMOHAIBHOTO MHTEIJIEKTA U COIMAIbHOTO
cTaryca. Arpeccopa MO>KHO pacro3HaThb o crnernuduyeckomy ctuino obmenus. Kak npasuio,
OH TBITAeTCS MaHUITYyJIMPOBATh, IO3BOJIAET ce0e MepCOHAIbHbIE OOBHUHEHUS U JaXKe
ockopOseHus: B aapec maptHepa. VHoraa uenoBeK OTKPBITO JIEMOHCTPUPYET BpakaeOHOe
oTHouieHue. Yacto, A ONpaBllaHUsl CBOETO IMOBEACHHUS, arPECCUBHBIN KIUEHT M3bICKUBAET
IOPUYUHBL: 3TO MOTYT OBITh Kak peajibHble, TAK U MHHMbIE OHIMOKH B paboTe KOMITAHHH.
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CymiecTByeT TOUKa 3pEHHUs, YTO arpeCCUBHBII YEIOBEK YMBILIUIEHHO CTPEMUTCS K CO3JaHUI0
HANPSDKEHHOM CUTYAaIIHH.

OnHako ecTh WHOE MHEHHUE CIEIHAJINCTOB: HE BCE JIIOJU, KOTOPBIE BEAyT ceOs
arpeccuBHO, I€JAI0T TO HAMEPEHHO. DTH aHAIUTUKH CKJIOHSIOTCS K IPUYUHHO-CIICACTBEHHON
CBSI3M MEXJy arpeccueil W CKpBITOW pacTepsIHHOCTBIO, OOMII0W, HEemoHMMaHueM. B utore
HENpPaBWIbHAS pEaKlUs WM HEOCTOPOKHOE JCHCTBHE COTPYJIHHUKA KOMIIAHMM SIBUTCS
TPUITEPOM arpeccur KIMEHTA.

B mo0om ciiydae moiy4aercs, YTO BCHBIIIKY arpecCHH MOYHO CIIPOBOLIUPOBATH,
MOCKOJIbKY OOPATHUBIIUICS 32 MOMOIIBIO0 WM YPETyJIUpOBaHUEM ueloBeK HectabuieH. OO0
9TOM MOKET TOBOPHUTH €ro IMOBEACHHE B Hayalle KOMMYHHUKALMU, KOrJa KOHQIMKT JIHIIb
Ha3pEBAET. JIBUKEHUSI OOBIYHO MMITYJILCUBHBIC U PE3KHE, B3I OCTPBIA U MPOH3UTEIHHBIH,
MOBBIIIEHHONW TPOMKOCTH Tosoc. Jlamee oOuieHrne co CTOpPOHBI MOJOOHOTO YEJIOBeKa UIET C
nepeOuBaHNEM ONIOHEHTa U OBICTPO MEPEXOIUT B criop 6e3 apryMeHTOB.

AJroput™M nauaiora €O CTOPOHBI COTPYAHHKA JOJDKEH COJEP)KaTh ClEAYIoIIne
AJIEMEHTHI:

1. HeBepbanpHoe, 0€3 cTpaxa W pacTepSHHOCTH, CIIOKOWCTBHE JHOO €ro
BUJIUMOCTb.

2. YnpasjeHue ToJI0COM: YBEPEHHOCTh IMKIIUH, O€3 MOBBIIICHUS TOHA, C PAa3yMHO
MOIJICP)KUBAEMBIMA MUMHKOW U )KECTAMH aKI[CHTaMH.

3. OMOIMOHATbHAS YCTOMYMBOCT U OJHOBPEMEHHAs, MpPU COBMECTHMOM

S3PUTCIIBHOM KOHTAKTC, pPCaKOudA Ha OSMOIMU CIIOPpHIMKA, HAIIPUMCP, MOXHO O3BYUYUTH
MPEIINOJIOKEHNE OTHOCUTENIBHO €r0 IMOLIMOHAIBHOTO COCTOSIHUS; IEPECIIPOCUTDH HEMTOHITHOE
CJIOBO, IOMOYb ITO1I00PATH CJIOBA, YTOUHSSI, IPABUIIHHO JIM OH MOHST; 3a7ja4a — YBECTH OOIICHUE
U3 30HBI KOH(IUKTA HA TUYHOCTHO-IMOILIMOHAIILHOM MOYBeE.

4, Baxxno B n1o06poxenarenbHONW MaHepe MOAACPKKH, aleJUTUPYIONIEeH K HHTEPECY
KJIIMCHTA, II0Ka3aTb, 4YTO €ro IrOTOBBI BBICIYIIATb, IIPUHAB TaKHM, Kakou OH €CTh, HO
OTBETCTBEHHOCTh 3a PE3yJIbTaT MEPEroBOpoB, 0a3MpysCh Ha MPUHLHUIE CIPABEIIMBOCTH B
paMKax B3auMHOU BBIT'OJIbI, JICKUT Ha BCCX YYAaCTHHUKaAX; 3ajjadya — MIOCTPOUTH AUAJIOT Ha
JIOTUYECKOM YPOBHE C BBIXOJIOM B KOHCTPYKTUBHOE OOIIICHHE.

HopManpHOe conmManu3upoBaHHOE MOBEIEHUE — JTO IOCIIEI0BATEIBHOE MOBEICHUE,
MO3TOMY HE CYIIECTBYET CTaHIApTHBIX KPUTEPUEB HEKOHCTPYKTHUBHOT'O, HEECTECTBEHHOI'O
oOIIeHusl, ¥ TpHUBEIECHHBIH HaOOp MO3BOJIUT M30€XKaTh OOJNBIIUX HEAOPA3yMEHMH, deM
HENpPUSTHBIN pa3zroBop. B 1enoMm HeoOXOIUMO cephe3HO OTHOCHUTHCA K BPaXJIEOHOCTH U
BepOaJIbHOM arpeccuu, XoTs Obl MOTOMY YTO OHa MellaeT B3auMojaeWcTBUIO. HaBblku
MOHMMAHUS TOBEJCHUS ONIMOHEHTOB U MHAMBHUAYyAJIbHOE MAacTEpCTBO MOCTAHOBKM BOIPOCOB
JUIs BEJEHMUS TPOJYKTUBHBIX II€PEroBOPOB, OCOOEHHO TMpPH OrPAaHUYEHHOM BpEMEHH,
HEOOXOJMMBI BCEM COTPYIHUKAM.

3AK/IIOYEHHUE

OKOHOMUYECKHE TOTPSICEHUs, BbI3BaHHBIEC MAaHJEMHEN, BBIIBUIM MHOTHE YSI3BUMBIE MecTa B
Ou3Hece — HauMHasi OT COMHEHUI B OTHOIIEHUH TJ00aTu3aliu J0 MpoOesoB JeTaau3aluii B
LENOoYKaxX IOCTaBOK. IloBceMECTHO BBIACHWINCH, Ha MEPBBIA B3IV, HE3HAYUTEIbHBIE
HE/IOCTaTKU, HO OHHM ObUTH €MHBIMH B Pa3HbIX CTpaHaX, B pa3HbIX cepax AeAaTelbHOCTH, KaK-
TO: PACIPOCTPAHEHHOE paHEE pA3JEICHUE CIIPOCAa HAa MHOXECTBO PA3JIMYHBIX apTHKYJIOB
3aTPYAHAIO IPOrHO3UPOBAHKE; MOMBITKU BOCIIOIIHUTH TOTPEOHOCTH ITyTEM 3aMEHBI TPOAYKTOB
B NEpUOJIbI JIeHUINTA BBI3BIBAIM Malod(pPEeKTUBHYIO OOpHOY; JOBOJIBHO PACHpPOCTPAHEHHBIE
CUTyallMH ¢ OyTHUYHBIMU TOBapaMHU BBI3BIBAIN Y MPOU3BOJUTENEH HACTOSIIMNA KOJUIAIC TUO0
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ObUTM Ha TPaHU UX YCWIMH, HAlpUMeEp, B OTICIBHBIX KAaTErOpHsiX PE3KO BBIPOC CIIPOC, OT
IPOMU3BOACTBA OJHOIO BUAA NPOAYKLIMHU TpeOoBaics IepexoJ]] K MPOU3BOJACTBY APYIoro,
TIOCTABKHU M3 OJJHOTO CErMEHTA PhIHKA HEPELLIN B APYroi ™.

be3 manpemun Bpsa aM ynanock Obl ONEPaTUBHO BBIABUTH CHCTEMHBIH XapakTep
He3aMeTHbIX mpobieM. Ho manmemust yckopuia TeMIbl 3HaYUMbIX T€HJICHIINH, HAMETUBIINXCS
paHee, YTO MOXET KapJWHAJIbHO H3MEHUTb M cepy TPYJOBBIX OTHOUIEHUH, M Npoduiiu
HAIMOHAIBHBIX PHIHKOB TPY/A.

Camoe o4eBHIHOE MOCIEICTBHE MaHAEMHUU B c(epe TPYIOBbIX OTHOLIEHUH — 3TO
YBEJIMYEHUE 00bEMOB YAAJIECHHON pabOThI: aHAJIMTUKU OLIEHUBAIOT €T0 B 4-5 pa3 110 CpaBHEHUIO
C IOKOBHJIHBIM YPOBHEM; IIPUYEM B JEATEILHOCTH, KOTOPYIO OHO3HAYHO MOKHO BBINOJIHSATH
0e3 norepb NPOU3BOJUTEIBLHOCTH, BBIICHWIOCH, YTO ~25% COTPYJHUKOB MOTYT padoTaTh U3
Joma oT 3 710 5 mHel B Hepemto. PocT 00beMOB y1aaeHHON paOoThI BBI3BIBACT MPSIMOE H3MEHEHHE
reorpauuecKor 3aHATOCTH, BKIIIOYAsl JJOTHCTHKY OOIIECTBEHHOTO TpaHcmopTa. Tem cambIM, B
JIEJIOBBIX LIEHTPAaX I'OPOJIOB yX€ YCTOHYMBO YMEHBIIAETCSl CIPOC HA PECTOPAHHBIE YCIYTH U
PO3HMYHYIO TOProBito. Takxke B pasrap 3MuJeMHUOIOTHYECKON YTPO3bl YCIIEIIHOE TECTUPOBAHHE
yJIaJICHHOM MOJIeNM BBIBEJIO IJIaHbI MHOTUX KOMITAHMHA M NPEANPUATHI Ha mepexo]] K THOKUM
YCJIOBUSIM HE TOJBKO B YaCTH YMEHBIICHHUS YKCIa NMpeObIBAHUS €XKETHEBHBIX COTPYIHUKOB,
BBIIIOJIHSIOLMX B OCHOBHOM PYTHHHBIE 3a[1aud, HO U 110 CHWKEHUIO IIJIOIIAAeH He0OXO0IMMbIX
MOMEIIeHnH: coryiacHo ompocoB McKinsey, B cpeaHeM IUIaHHpyeTCs COKpaiieHue O(UCHBIX
wiomaae Ha 30%. CyliecTBeHHOE COKpallleHHEe AETOBBIX MOE3/I0K, BKII0Uasl aBUAIEePesIeThl,
BEPOSITHEE BCETO, COXPAHUTCS U JaJiee, T.K. BUPTYaJIbHbIE EJIOBbIE COBEILIAHUS U IIPOYUE HOBBIE
3JIEMEHTHI Pabovero npouecca IIaHUPYT coxpaHuTh He MeHee 20% pykoBoauteneit (JIynn u
KoI., 2021).

B cBoro ouepenp, MHOrME BUABI BUPTYalIbHBIX CEPBUCOB, OCOOEHHO 3JEKTPOHHAs
TOPIOBIIS, NEPEKUBAIOT CTPEMUTENBHBIM POCT — B 2-5 pa3, yeM 10 MaHJEMHHU; a CIpPOC Ha
TENEMEUIINHY, YCIYyrH ON line METUIMHCKUX KOHCYJbTAllMid B OTHEIBHBIX CErMEHTaX
00I1IECTBEHHOT'0 3/IpaBooXpaHeHust BbIpoc B 10 pa3. MHOrue KJIMEHTHI, BBIHYK/IEHHO «OTKPBIBY
Iutst cebst y1oOcTBO yciyT B on line ¢hopmate, TUTaHUPYIOT U Jjasiee, MpUMeEpHO B 75% ciydaes,
nosb3oBaThes 1MppoBeiMu KaHamamu. McKinsey onpocuia 800 Ton-MeHeKEpOB M3 pa3HbIX
CTpaH MHpa: 2/3 U3 HUX 3HAYUTEIHHO YBEJIWYMIN MHBECTUIIMN B aBTOMATH3alMIO 1 BHEJIPEHUE
TEXHOJIOTUI UCKYCCTBEHHOTO MHTENJIEKTa. Beab npombliieHHass poOOTOTEXHHUKA Ha 3aBOAAX U
WHBbIE CpEACTBa aBTOMAaTH3allMM Ha CKJIaJaxX, B MpPOAYKTOBBIX MarasuHax, call-iienTpax
CMOCOOCTBYIOT CHMKEHHIO IUIOTHOCTHM COTPYJHHMKOB Ha pabouumx MecTax M IOMOTaroT
CHPABJIATHCS C PE3KUM POCTOM CIIPOCa.

Ilepeuncnennsie TpaHchopMaliy HE MOTYT HE CKa3bIBaThCsl HA HALIMOHAIBHBIX PHIHKAX
TPyAa; B 4aCTHOCTH, B KHTae uncio pabourx MeCT B CEKTOpax 3JIEKTPOHHOM peKiIaMbl, IOCTaBKH,
TPaHCIIOPTUPOBKHU, CKJIAJCKOr0 XO3iHCTBa BBIpOCio Ha 5,1 MiH. B To ke Bpems SKCHaHCHS
UHQEKINN «YyAapuT» 10 BCIOMOTaTENFHBIM PAa0OTHUKAaM OOIIECTBEHHOTO IUTAHUS,
00CITyMBaHUS KJIMEHTOB, oucos; Hanpumep, B CLIIA oxxumaercs cokpallleHHe 3aHATOCTH Ha
4,3 MaH. TakuX pabOTHMKOB, MpHYEM, A0 MAHAEMHUU B TEX CEKTOpax HaOJoJancs poct
3aHsTOocTU. bonee 50% yBOJNEHHBIX COTPYAHUKOB HHU3KOH KBaTU(HUKALUU CTOJIKHYTCS C
HEOOXO/IMMOCTBIO OCBaMBaTh MHbIE Mpodeccur U 0ojiee 3HaYMMbIE HABBIKH, IIPU ATOM POCT

4 fJpxuil npuMep — NPOM3BOJICTBO TyaJleTHON OyMaru: paHee 3HAYUTEJIbHbINH 0ObEM 3aHMMANIH 3aKa3bl
OJTHOCJIOMHBIX OONBIINX PYJIOHOB TOHKOW OyMard OTENsIMH, NPEINpUATHSAMH OOIIECTBEHHOTO IHTAHMUSA,
OpPTaHM3AIMSIMA 3]IPABOOXPAHEHMA. 3alpeT Ha IyTEIIeCTBHS M KApaHTUH Ha IIOCEUICHHWS IPHBEN K PE3KO
BO3POCIIEMY CIIPOCY CYNEPMapKETOB Ha MOTPEOUTENHCKUN BapHaHT MHOTOCIOMHON U OoJiee MATKOW OyMarw B
HeOOJIBIIMX YIIAKOBKax st HaceneHus. [IoBceMecTHO POM3BOICTBEHHBIC JINHUN OKA3aJIMCh Cpa3y He TOTOBBI K
stomy. Eme npumep: ppIHOK 1pooBosibCTBEeHHBIX ToBapoB CIIIA, rie koMtaHuu ¢ TPyJI0M NPHCHIOCA0IMBAIUCEH K
MaJICHHIO CIIPOCa CO CTOPOHBI PECTOPAHOB M Kade 1 POCTY MOTPEOUTENHCKOTO CIPOCa.
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BBICOKOMPO()ECCHOHANBHBIX CIEIHATNCTOB, CIIOCOOHBIX CO37aBaTh, BHEAPSTH U TIOJICPKUBAThH
HOBBIE TEXHOJOTMH — B 3[paBOOXPAaHEHHMU, E€CTECTBEHHBIX HayKaX, HH)KEHEPHOM elie,
MaTeMaTHKe — OyIeT uITH 00Jiee BRICOKUMU TEMITAMH.

[epexBanudukaiys KaapoB, IpeArnoiaraeMas aHaJIUTUKAMU U paHee, B MOCIeAyIoIIne
MOCJIe 3aTyXaHWs MaHICMHUU TOABI OyJeT OJHO3HAYHO OTIMYAThCS BBICOKOH CIIOKHOCTBIO U
MacIirabamu.

Bo-niepBbix, uccrnenoBanus mokaseBaroT, 9to K 2030 roay 6onee 100 MiaH. paOOTHUKOB,
T.€. KaXaplid 16-i, OyaeT BBIHYXKICH CMEHUTh Tpodeccuto; 3To Ha 25% BBIIIE OIEHOK B
JOKOBUHBIX CIICHAPUSAX: TOT/A TUIAHHPOBAJIOCH, YTO JUIIb 6% paOOTHUKOB CTOJKHYTCS C
HEOOXO/IMMOCTBIO TOBBIIICHUSI KBAJU(HUKAIMHM, OCBOCHHSI HOBBIX, 0OJiee TPOJBUHYTHIX
HaBBIKOB. BO-BTOpBIX, yXe ceddyac YETKO 3aKJIaJIbIBACTCSI M3MEHEHHUE CTPYKTYpPbl HABBIKOB,
KOTOpbIE HEOOXOAMMBI JIO/SM, CTOJKHYBIIMMCS C M3MEHEHHEM pOJa 3aHATHH Wid BHUAA
HaBbIKOB. Hanpumep, B ['epmanuu 107151 BpeMEHH, CBSI3aHHOTO C UCIIOJIb30BAHUEM pa0OTHUKAMH
0a30BbIX KOTHUTHBHBIX HABBHIKOB, MOKET YMEHbIIUThCA Ha 3,4 I.I1., TOrJa Kak J0Jsl BpEMEHH,
CBSI3aHHOTO C PUMEHEHUEM COIMAIBHBIX U YMOLIMOHAIIBHBIX HABBIKOB, BO3pACTET Ha 3,2 ILIL.; B
Wuauu 10751 COBOKYMHOTO pabovyero BPEMEHH, 3aTPauyMBaeMOro C MCIOJIb30BAHUEM HABBIKOB
($U3MYECKOro U PYYHOI'o TpyJla COKpaTUTCs Ha 2,2 I1.I1., TOr/1a KaK J0J1sl BPEMEHU, CBSI3aHHOIO C
TEXHOJIOTUYHBIMU HaBBIKAMU, YBEIUYUTCA HA 3,3 IL.II.

OKcnepThl (GUKCHPYIOT OTICNbHBIC TMPOOHBIC BEKTOPBI, HAMPHUMEP, OMBIT M BO3PACT
paboTHUKAa OYIyT BBICTYNATh €My <«IIOMOILTHHKaMU». YK€ HE PEAKOCTb, YTO KOMIIAHUHU
YOPOIIAIOT TPYAOBBIM COMCKATENSIM IMIPOLIECC CMEHBI pOJia 3aHATUH, aKIIEHTUPYS BHUMAHUE HE
Ha JIMIUIOMAax, a Ha HEOOXOJIUMBIX KOMITAHUH MPAKTHUECKUX U MPOPECCHOHATBHBIX HABBIKaX.
VYnaneHHbll TUN 3aHATOCTH TOKa3all, 4YTO YJy4lIaeTcs COOTHOIICHHWE KYJIbTYPHOTO U
STHUYECKOTO MHOTrooOpa3us, M TMPUYMHON SBUJIOCH MpPUBICUECHHE HAa MEPCIEKTUBHBIC
JIOJKHOCTH COTPYTHUKOB, KOTOPBIE 110 Pa3HbIM MPUYMHAM HE MOTYT UJIM HE XOTST Mepee3KaTh
Ha MOCTOSIHHOE JKUTEILCTBO B KPYMHBIE TOPOJIA.

Menemxepsl, pyKOBOJAUTENN AOJDKHBI UCIIOJIB30BaTh 3TOT KPHU3HUC, YTOOBI MO-HOBOMY
B3TJITHYTh Ha CBOM CETU TOCTABOK, KAUECTBEHHOE COCTOSHUE KIMEHTCKOW 0asbl, paboumii
KJIMMAT U TIOHATh IPUPOJTYy CBOEH YSI3BUMOCTH, a 3aTEM MPEANPUHSATD IEUCTBUS MO IOBBIIICHUIO
HAJCKHOCTH M YCTOMYMBOCTH. MTOroM MONOXKHUTENBHBIX TpaHCPOpMaIuil HAIMOHATBHBIX
PBIHKOB TpyAa CTaHOBHUTCA (OpMHpOBaHHE OO0Jie€ YCTOMYUBBIX, KBATU(PHUIMPOBAHHBIX U
BBICOKOOTUIAYMBAEMBIX TPY/IOBBIX PECYPCOB U, B KOHEUHOM UTOT'€, CO3/IaHue 00Jiee CTAOMIBEHOTO
Y PaBHOIIPABHOT'O OOIIECTBA.

Bo3moxHOCTH CyITIecTBOBaIM BO BCEM MUPE U paHee, HO IPUIILIO BPEMSI IPUHSITH UX KaK
HOBO€ BUJICHME — Kak B LIEJIOM pPa3BUTHS CTpPaHbl, TAK M KOHKPETHOTO PYKOBOAMUTENS B
KOHKPETHOW OM3HEC-CUTYAIIUU; 1IENIb — CHIDKEHUE PUCKOB Oy IyIIHUX cO0EB, KOTOPhIC HABEPHSKA
elIE IPOU30UIYT.
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Ob AKTYAJ/IN3AIINU _
APEBHUX 'YMAHHUTAPHBIX TEXHOJIOI'MU
B COBPEMEHHOM OBPA30OBAHUU

ABOUT UPDATE
ANCIENT HUMANITARIAN TECHNOLOGIES
IN MODERN EDUCATION

Mapuna Cniupuna

Abstract. In the modern world, education is the most important component in the process of the
formation of a person and his various activities. The universality of higher education implies that it
is designed not only to provide knowledge, but to bring up a person, which is becoming important
in connection with the anthropological crisis of globalization. The processes of student personality
development, along with preparation for professional activity, should include spiritual and moral
education, that is, strengthening of traditional ethical and spiritual values. This determines the
strengthening of the role of universities in understanding, preserving, developing and disseminating
national, regional, international and historical cultures in conditions of pluralism. The use of
ethnopedagogy is invaluable in the formation of a highly moral, proactive, creative person who is
responsible for his actions. Morality among all peoples is closely related to a person's ability to
overcome difficulties, perform certain duties, and show strong-willed character traits
(perseverance, patience, perseverance). Such a person has certain personality traits, such as:
diligence, responsibility, humanity, tolerance, independence, intelligence, health, love for the
Fatherland, etc. Such a person is the national ideal of a perfect person.

The purpose of the article is to analyze the role and place of education, pedagogical science and
folk pedagogy as their full-fledged component in the practical formation of a highly moral,
proactive, creative personality. The author's presentation of ethnopedagogical methods of teaching
and upbringing is aimed at strengthening the theoretical foundations of the modernization of
education for the purposes of labor socialization of a modern young specialist.

Methodology / methods. In the article, the author used elements of historical and pedagogical
analysis, methods of historical sampling and review of literature on the stated topic, structural
analysis, reasoning and causality as logical categories, systematization in the field of pedagogical
theory.

The scientific purpose of article is to highlight the possibilities of applying the techniques and
principles of ethnopedagogy in the problems of education in the modern period.

Findings. The important qualities of a specialist of the future era, in addition to competitive
professional education, are: his national orientation; possession of a broad general cultural
outlook, deep knowledge in adjacent and remote areas of human culture; the ability not only to take
into account the rapidly changing conditions of human life, but also to anticipate trends in the future
development of one's own, other countries, and the world as a whole. Each nation not only preserves
the historically established educational traditions and characteristics, but also strives to transfer
them to the future, so as not to lose their national face and identity. The preservation of traditions
and characteristics in a particular culture contributes to the formation of healthy social behavior
among the younger generations in a multinational society.

Conclusions. In the multiethnic world, pedagogy can function effectively mainly only as
ethnopedagogy. It is, on the one hand, the pedagogy of national revival; on the other hand, the
pedagogy of harmonizing interethnic relations. Pedagogical technologies, using ethno-pedagogical
principles, can become an innovative method of improving the quality of vocational education.

Keywords: pedagogical science, experience, entopedagogy, national education, modernization

JEL classification: | 21; | 29;

106



MANazZment a EKOnomika ISSN 1337-9488
Journal of MANagement and ECOnomics MANEKO: 2021.01

BBEJAEHUE

B coBpemeHHOM Mupe oOpa3oBaHHE SBIISETCS Ba)KHEHIEH COCTAaBHOM 4acThIO B Ipolecce
¢dopMHpoOBaHUs YeJIOBEKa U €ro pazHooOpa3Ho nesTensHOCTH. OHO MPHOOpENo 3HAYCHHE
JBIDKYIICH CHJIBI HAyKH, TEXHUKH, HCKycctBa. OJIHOM W3 BaKHEHIIHX ImpobiiemM
71002 TM3aINY HAa3bIBAIOT MOIEPHU3AIMIO 00pa3zoBanus, B cBsi3u ¢ yeM FOHECKO 06bsiBHIIO
XXI croserne BeKOM 00pa3OBaHMS.

MupoBoil KyJIbTYPHBIA TEKCT CETOJHs IPETEpPIEBacT NOCTOSAHHbIC U3MEHEHUs. boiee
HAyKOEMKOW CTAHOBHUTCSI COBpEMEHHAasi SKOHOMHKA, a BBITYCKHUKHA BBICHIUX YUEOHBIX
3aBEJICHUI BOCIIPUHUMAIOTCS Kak «ayMmaromias pabodas cuia» (Mamurina, 2003). OmbiT
pa3BUTHS MHOTHX CTpaH, B TOM YHCIE U €BPa3HICKUX, CBUIETEIbCTBYET, YTO 00pa3oBaHUE —
CaMo€ BBITOJIHOE JI0JITOBPEMEHHOE BJIOKEHUE KaluTajla.

HoBble TexHOIOTHYECKUN 1 MUPOXO3SHCTBEHHBIN YKIIa bl 00YCIOBIUBAIOT U3MEHEHHE
TpeOOBaHU, IPEIbABIAEMBIX K BBIITYCKHUKAM BBICIIEH MIKOJBL. X 10IKHO XapakTepu30BaTh
HAJIMYUE  «CHUCTEMHO  OPraHMU30BAHHBIX  HMHTEJUICKTYaJbHBIX, = KOMMYHUKATHUBHBIX,
pedaeKCUBHBIX, MOpPAJIbHBIX Haua, IMO3BOJISIOUIMX YCIEIIHO OPraHU30BaTh JEATEIbHOCTh B
IIHPOKOM COIMATbHOM, SKOHOMHYECKOM, KyJIbTypHOM KoHTekcTax» (baiinenko, 2004, c. 40).

HeoOxomuMocTs  TOBBIIEHHWST  KadecTBa  NpodeccHoHalbHOro  00pa3oBaHUs
00BSACHSICTCS MOCTOSIHHBIM U BCE BpeMsl YOBICTPSIIOUIMMCS] POCTOM 3HAYMMOCTH CIIEIIUATBHON
MOJrOTOBKA B COBPEMEHHBIX COLMAIbHO-3KOHOMUYECKHX ycioBusax. Jkcneprsl FOHECKO
KOHCTaTHPYIOT, 4YTO, HECMOTpPS Ha MPOTrpecc, NPHUHIUIIMAIBHOE IMOBBIIICHUE KayecTBa
oOpa3oBaHus, npoposriaménHoe B kayectse nenu npoekra FOHECKO «Oo6pazoBanue st
Bcex»*®, He mocTHrHYTO.

B nmoxymentax FOHECKO nomuépkuBaercst 00513aTEIIBHOCTh TIOCTOSIHHOW aJanTanuu
00pa3oBaTeNbHbIX MPOTrPaMM K COBPEMEHHBIM M Oyaymum mnorpeOHocTsM. OpraHusaius
HEOJIHOKpPATHO IpUHUMAJIa PaMOYHbIE PEKOMEHAALMM, KacaloUIUecs MATH MNpOrpaMMHBIX
CeKTOpoB (oOpa3oBaHHE, €CTECTBEHHbIE HAyKH, COLUAIbHbIE W TyMaHUTapHbIC HAYKH,
KyJbTypa, KOMMyHUKalluu U nHpopmanusg). OZHOBPEMEHHO €10 YIENAI0Ch BHUMAHUE ATy
TEeMATHK, SBISIOMINXCA COCTABHOM YacThIO BCEX HAmpapieHuit?’,

«BcemupHas nexmapanust 0 BbiciieM oOpasoBanuu s XXI Beka: MOAXOIbl U
NPaKTUYECKHEe MepbD» 0c000 BbIIENNIA HEOOXOJUMOCTh OO0ECIeYHUTh JOCTYN K HOBBIM
NEeAarorn4eckuM M JIUIAAKTHYECKMM MOJXOJaM M UX pa3BUTHE, Aa0bl OHM COJEHCTBOBAIU
OBJIAJICHUIO HAaBBIKAMH W PAa3BUBAIM KOMIIETEHTHOCTh M CIIOCOOHOCTH, CBSI3aHHBIE C
KOMMYHUKAITMEH, TBOPYECKUM U KPUTHUYECKUM aHAJIU30M, HE3aBUCUMBIM MBIIUICHHEM WU
KOJUIEKTUBHBIM TPYAOM B MHOTOKYJIBTYPHOM KOHTEKCTE, KOI/la TBOPUYECTBO TaKXKe
OCHOBBIBAETCSI HA COUETAaHUU TPAIULMOHHBIX WJIM MECTHBIX 3HAHUI 1 HAaBBIKOB C COBPEMEHHOMN
HayKoi U TexHuko# (exmapanus, 1998).

CeroHsi «4UCTHII» MPOPECCHOHANTN3M NepecTal ObITh TJIAaBHOM 1eNIbi0 00pa30BaHusl.
[Tpomeccel pa3BUTHS JMYHOCTH CTYJIEHTOB Hapsily ¢ HMOATOTOBKOH K IMpogecCHOHaTbHON
JESTEIbHOCTH JOJDKHBI BKJIIOYATh M JyXOBHO-HPABCTBEHHOE BOCIIUTAHUE, T. €. YKpPEIUICHHE
TPAAUIMOHHBIX 3TUYECKUX U JIYXOBHBIX LIEHHOCTEW. DTUM ONpPENESAETCS YCHIIEHHE POJU
By30B B I[IOHMMAaHHUH, COXpPAHEHHH, pAa3BUTHH U PACHpPOCTPAHEHUH HAIMOHAJIbHBIX,
PETHOHANIBHBIX, MEXKTyHAPOIHBIX U HICTOPHUUECKUX KYIBTYP B YCIOBHSX TUTFOPATU3MA.

46 OCHOBY COCTABJIAIOT OJJHOMMEHHBIE HAIIHOHAJIBHBIE IIPOEKTHI.

47 Cm. noapoGuee: Bricuiee o6pasosanne B XXI Beke. Tloaxopl u mpakTudeckue Mepbl / BeceMupHas
KoH(epeHnus 1o BeiciieMy obpazoanmto, FOHECKO, Ilapmx, 5-9 oktsa6ps 1998 roma; Hosas nuHamuka
BBICIIEr0 OOpa3oBaHUs W HAy4YHBIX MCCIICIOBAaHUM Ui M3MEHEHWs W pa3Butus odmiectBa / BcemupHas
KoH(epeHuus 1o BeiciieMy obpazosanuto, FOHECKO, ITapmx, 5—8 ntons 2009 rona // Beicmee oOpazoBanue B
Poccun. 2009. Ne 11. C. 41-48.
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Heonennmoe 3HadeHne B (OPMHPOBAHWUU BBICOKOHPABCTBEHHOM, WHUIIMATHBHOM,
TBOPYECKON JIMYHOCTH, OTBEYAKOIIEW 3a CBOM JEUCTBHS, IPEACTABISIET IMPUMEHEHUE
sTHOIEAaroruku. K romy sxe aTHoneqaroruka sBisercss 0a3sucHON XapaKTEPUCTUKON CUCTEMBbI
HENpepBhIBHOTO 00pa3oBaHusl, MOAIMHHOTO 00pa30BaHUs Yepe3 BCIO KU3Hb.

B 1860-1870 rr. BbIaromumiicss pyccKuil y4€HbIi-11e1aror, OCHOBOIIOJNIOKHUK HayYHOU
neparoruku, K.JI. Ymmnckuil pazpaboTain TeopeTHYecKue Mo0KEeHHsI, TOJ0KUBIINE HAYallo
ATHONENAroruke Kak o0jacTh HayyHOro 3HaHus. OOpaTuBIIMCH K  HApPOJHOMY
[IEJarOrH4ecKOMy OIBITY, OH CENAJl BBIBOJI, UYTO «IIE€AAroruKka — He HayKa, a UCKYyCCTBO, —
camMoe OOIIMpPHOE, CIIO)KHOE, CaMO€ BBICOKOE M CaMO€ HEOOXOJMMOE M3 BCEX HMCKYCCTB»
(Ymmuckuii, 1948, c. 32). B coBpemennyio smoxy I'.H. Bonkos*®, akamemmk Poccumiickoit
akagemun obOpazoBanuss (PAQ), OCHOBOMOJOXHUK JTHOMEIATOTHKH, MOAYEPKUBAS, YTO
«TPaJULUOHHOCTb KYJbTYPbl, B TOM YHUCJIE€ M NEAArOrM4ecKoi, €CTb BaKHEHIIMI MpU3HAK
BBICOKOM KYyJIbTYpbl HapoAa», OIPEAEI «HApOAHYIO IE€Jaroruky Kak IIeJaroruKy
HalMOHaAIBHOTO ciaceHus» (Bonkog, 2003).

1. SHAYEHHME BBICHIEN IIKOJbI HA COBPEMEHHOM DTAIIE.
POJIb MU MECTO DJOTHOIHEJATOIMKHM B IITPOLHECCE
MNPO®ECCHUOHAJIBHON MNOATIOTOBKHU

VYHHMBEpPCAIbHOCTh BBICILIEI0 00pa3oBaHMs IOJpPAa3yMEBAET, YTO OHO IPU3BAHO HE TOJIBKO
JlaBaTh 3HaHMS, HO BOCIUTHIBATh YEJIOBEKA, YTO MPUOOpETAET BaXKHOE 3HAUEHHE B CBS3H C
a"TpornoyiornyeckuM kpuszucom riaodanuzanuu. FOHECKO B HOpMaTHBHBIX JOKyMEHTaX
TpPaKTyeT oOpa3oBaHHE KaK KaTerOPHIO, OXBATBHIBAIONIYI0 BCE OCHOBHBIE (YHKIHMH H
HalpaBJICHUs JIEATEIIBHOCTH 00pa30BaTEIbHOIO YUPEXKICHHsI, BKJIIOYasi U BOCIIUTHIBAIOLLYIO.
[IpencraBuTensIMH pa3HbIX HApPOJOB CUUTAETCS KpallHE ONaCHbIM HEBEKECTBO B COUETAHUU C
6e3npaBcTBeHHOCTHIO. [I. . MeneneeB, BEUKUI pyCCKUI yUEHBIM, U3BECTHBIN BCEMY MHPY
XUMHK, OTMeYaJl, 4To «00ydeHue 6e3 BOCIIUTAHUS — 3TO M€Y B pyKaxX CyMacILEIIIEroy.

B coBpeMeHHOM MHpe BOCHHMTAaHUE U Pa3BUTHE COCOOHOCTH K TBOpUECKOH pabore B
mo0ol cdepe 4YenoBeuecKOM NeATeNbHOCTH (MHXKEHep, YYEHBIM, IMpernojaBaTellb, AaxKe
paOoumil) craHOBHTCSA BaKHeHmIed 3amaueil »Bomonuu oOpa3oBaHus. PanHee Hawaso
dbopmupoBanus npodeccruoHan3Ma 00yCIOBICHO 3ajadaMH U IEJIIMHU, KOTOPBIE OTPEIeTICHBI
OOIIEMUPOBBIM Pa3BUTHEM IPOU3BOAMUTENBHBIX CHUJ, PACHIMPEHHEM MEKIOCYIapCTBEHHBIX
CBS3€HM, YCKOpPEHHEM COLMOKYJIbTYPHBIX IPOLIECCOB, YIIyOJIEHHEM U YKpEIIEHUEM
B3aUMOJICHICTBUS B HayudHbIX cdepax TMO3HAHMs, a TakkKe HWHTepHallMOHAIU3aen
o0OpazoBaHwUs.

[IpuopuTeTHOE 3HayeHHWE HMeEET He BbIcliee OOpa30BaHUE KaK TaKOBOE, a €ro
pe3yabTatbl. Oco00il 4epToil BhICIIET0 00pa30BaHUS CTAHOBUTCS TO, YTO B MEPUOJ KpHU3HCa
LIEHHOCTEH OHO IPHU3BAHO UIPaTh STUYECKYIO POJIb HAIPABIIIOIIErO Xapakrepa. B cBsa3m ¢
ATUM aKTyaJu3UpyeTcs npolieMa BKIYEHHsI 3THOIIEIarOTUKHY B IIPOIiecC MPOoPecCHOHATbHON
HOJArOTOBKM CHEIMAINCTa, OTBEYAIOUIEr0 TPeOOBAHUSM COBPEMEHHOM W TpsAyIIed 3IOoX.
HeoOxomumo mnomHUTH yTBepkaeHue Jaypeata HoobeneBckoit mnpemun K. Jlopenua,
CUMTAIOLIETO PA3PhIB C TPAAULIMEN OJTHUM U3 CMEPTHBIX IPEXOB COBPEMEHHOI'O YEJIOBEUECTBA.

48 Bosnkop T'ennamuii Hukanaposuu (1927-2010) — ocHOBaTesb BTHONENArONMKHM KaK HAay4HOTO

HanpaBieHus (1962), coBeTcKkuil W POCCHHCKHI YYeHBIH-TIEAaror, I. mex. H., 3aBeAylomuil nabopaTopuen
nenarornkn MHcTuTyTa HammoHanmbHBIX mmKonm PCOCP (¢ 1975 mo 1993 rr.), akagemuk AxaaeMuu
negarorndeckux Hayk CCCP, unen Coro3a nucareneit CCCP, 3acmyxeHHbIN nesTens Hayku PD, mpogomkarens
JleNa BBIAArOIerocs dysamickoro mexarora .S SkosieBa, aBrop Oomee 1000 myOmukaimid, mpencenaTelb
YrepoOponckux 4YTeHHH, HarpakaéH mnamsTHOW Menanbio Myszes mmenu SI.A. Komenckoro (1970, Ilpara,
UexocnoBakusi).
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B monmusTHHMYECKOM MHpe TMenaroruka MoxeT A(PQGEKTUBHO (YHKIMOHHPOBATH
IPEUMYIIECTBEHHO TOJBKO B KaueCTBE 3THONEAAroruku. OCHOBAaHHWEM TAaKOI'O YTBEP)KICHHUS
BBICTYTAIOT CIIEAYIONINE €€ 0COOCHHOCTH:

. [0 CBOEH CyTH A3THONENAroruka sBJSETCsA, C OAHON CTOPOHBI, IENAarorukoin
HAIIMOHAJIFHOTO BO3POXKICHHS; C APYrOd, MEJarornkoil rapMOHM3ALMN MEXHAIMOHAIBHBIX
OTHOIICHUI;

. OHA CErOJHS CIYXHUT (POPMUPOBAHUIO HHHOBAIIMOHHBIX T'YMaHUTApPHBIX
TEXHOJIOTHIi;
. MEJAaroru4eckue TEXHOJIOTHMH, MPU HCIOJIb30BAHUHM 3THOIEIArOTUYECKUX

OPUHIUIIOB, MOTYT  CTaTb  MHHOBAIlMOHHBIM  METOAOM  IIOBBILIEHUS  KadyecTBa
npodeCCHOHATBLHOTO 00pa30BaHMs — TYMaHUTAPHOT'O, Xy 0KECTBEHHOTO, TEXHHUECKOTO.

Hawubonee BaXHBIMU KauecTBaMu cneuuanucra  Oyaymiero, IIOMHMO
KOHKYPEHTHOCIIOCOOHOTO ~ MpOQeCcCHOHaTbHOTO  OOpa3oBaHusi, sBisoTcs: (a)  ero
HAllMOHAJIbHAST ~ OPHEHTHPOBaHHOCTh;, (D) oOJagaHMe MHMPOKUM  OOIICKYJIBTYPHBIM
KpYro30poMm, ri1yOOKUMH 3HAHUSMHU B COMPEIEIbHBIX M OTJAIEHHBIX 00JIACTSIX YeIOBEUECKOM
KyJbTYpbI; (C) yMEHHE HE MPOCTO YYUTHIBATH OBICTPO MEHSIFOLIMECS YCIOBHS YEIOBEUSCKON
KU3ZHEJEATEIIbHOCTH, HO U TIPEBUACTh TEHACHIINU OYIyIIEro pa3BUTHS CBOCH, IPYTUX CTPaH,
MHUpa B LIEJOM.

CrnenyeT moauepKHyTh, YTO Pa3BUTHUE MPOIIECCa MHTEPHAIIMOHATU3AIMH 00pa30BaHus
HE MPENSATCTBYET CTPEMIICHHUIO K YTBEPIKICHUIO HAIIMOHAIbHBIX UealloB, UHTEpecoB. OO 3TOM
Bo BrOopoi monoBuHe XIX Beka mucan W.II. KopHuiioB, pycckuii gestens oOpa3oBaHus,
reorpad u nucarenb, yieH CoBera MUHUCTpa HapoaHoro npocsemieHus (1890-e rr.): «llkona
JOJIKHA CITY>KUTh CBOEMY HapoOAy U TOCYIapCTBY U MOTOMY JIOJKHA OBITh HAIIMOHATBHOW U
natpuotnueckoi» (Kopuunos, 1992, c. 21). Tomy BTOpST COBpeMEHHbIE 00pa30BaTEIbHbIE
KOHLEMNIMK: B YaCTHOCTH, BO ()PAaHIy3CKOM JOKTPUHE BHICILIEr0 00pa30BaHUs HAllMOHAIbHbIE
OPUEHTHUPHI BBIJCISIIOTCS B KAU€CTBE OCHOBOIIOJIATAIOIIEr0 PUHIIUIIA.

HeoOxonumo He 3a0bIBaTh, YTO KaKIbl HAapOJ HE TOJIBKO XPAHUT HCTOPUYECKU
CJIO’KMBIIMECS BOCHUTATENbHbIE TPAAULIUK U OCOOCHHOCTH, HO U CTPEMUTCS NIEPEHECTH UX B
Oynymiee, yToObI HE YTPATUTh HAIIMOHAIBHOTO JIMIIA U CAMOOBITHOCTH.

2. HAPOJHASI TNEJATOI'MKA KAK OBBEKT ¥ MNPEJIMET
HUCCJIEJOBAHUN

Haponnas nenaroruka npusiiekia BHUManue uccieaonarenen eme B XIX Beke. B Poccun eé
M3y4YEHHEM aKTHBHO 3aHuMasioch Otnenenue HapoposeneHus HMmmeparopckoro Pycckoro
reorpaguueckoro obmectsa (PI'O).

B 1926 r. Bocrouno-Cubupckuit otmen PI'O omyOnukoBanm HaydHylo paboTy
M3BeCTHOTO (Qutosora, GoipkiopucTa, sTHOTpada, npodeccopa UpkyTckoro yHUBEpCUTETa
I'.C. Bunorpaznosa noj Ha3BanueM «Haponnas negarorukay. B Heit aBTop oco6o otmeuan: «Y
Hapoda ObUIM M €CTh W3BECTHbIE NPEJCTABIICHUS, B3IJISAbI Ha JKU3Hb, HA BOCIHUTAHUE U
o0yuyeHHe MOSBISIONIMXCS HOBBIX IMOKOJCHWH, M3BECTHbIE LENM M 33Ja4d BOCIMUTAHUS U
0o0y4eHHs UX, U3BECTHBIE CPEJICTBAa M IyTH BO3JEWUCTBUS Ha IOHBbIE TMOKOJEHHUS U T. .
COBOKYIIHOCTp M B3aUMO3aBUCUMOCTh MX M JAIOT TO, YTO CJEAYET Ha3BaTh HapOJHOMN
nenarorukoi» (Bunorpamos, 1926, c.9). YuéHblii OTAEIBHO BBIACIWI, YTO HApPOIHBIN
NEAArorNYeCKUI OIBIT «COXPAHSIET U HECET HE BCE CBOE MPOLUIOE, a JHUIIb TO U3 HETO, YTO
npu3HaETcsl HY)KHbIM B JaHHBIM MoMeHT». [Ipodeccop xapakTepus3oBal 3TOT ONBIT Kak
JTyXOBHYIO IIeHHOCTb (Bunorpanos, 1926, c. 7).
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Axanemuk ['.H. BonkoB ompenenws 3THONMENAroruky Kak HayKy, M3y4Yalollylo
0COOEHHOCTH HALMOHAJIBHOTO XapaKTepa, KOTOPbIE CIOKHIUCH IO BIUSHUEM HCTOPHUUYECKUX
YCIIOBHI U COXPAaHWIINCH OJ1aroiaps HalMOHAIBHOM cucteme Bociutanus. OHa mpeTeprieBaeT
SBOJIIOLIMIO BMECTE C YCIOBHUSAMH JKH3HM U PA3BUTUEM IIE€IarOrM4ecKOd KyJbTypbl Hapona.
«OJTHOMENArornka M3y4aeT IMpOLEecC COIMUATbHOTO B3aUMOICHUCTBUS W  OOIIECTBEHHO-
HapoOJHOrO BO3ACHUCTBHA, B XOJE KOTOPOIO BOCIMTBIBACTCS, DPA3BUBACTCA JIMYHOCTD,
yCBauBaroLlasi COLMAIbHbIE HOPMBI, LIEHHOCTH, OIIBIT, COOMPAET U CUCTEMATU3UPYET HAPOIHbIE
3HaHUS O BOCIIMTAHUM U 00Y4YEHUU JIeTel, HAPOJHYIO MyAPOCTh, OTPAXKEHHYIO B PEIUTHO3HbBIX
YUEHHSIX, CKa3Kax, CKa3aHWAX, ObUIMHAX, MPUTYAX, MECHSX, 3arajkKax, MOCIOBHUIAX, UIPax,
UTPYLIKaxX U IpoYeM, B CEMEHHOM M OOLIMHHOM YKJIa/e KM3HHU, ObITE, TPAAULIUAX, a TaKXKe
bunocoPpcro-3TUIECKHE, COOCTBEHHO TEIAarorH4ecKue MBICIU M BO33pPEHUsS, TO €CTh BEChH
[EearOrMYeCKUil MOTEHIMAll, COBOKYIIHBIA OIBIT HCTOPUKO-KYJIBTYPHOrO (OPMHPOBAHUS
auanoctr» (Bonkos, 2002, c. 5).

OTHONENAaroruka CEroiHa UMEET MEXANCIMILIMHAPHBIN XapaKTep, B3aUMOJIEHCTBYET €
Pa3IUYHBIMU TYMaHUTapHBIMM HaykaMmu. [IpoOrieMbl Takoro B3auMoAEUCTBUS 00CYXKAAI0TCS
Ha pa3jIM4yHBbIX HAyuyHbIX Meponpusatusx. HauOonee LeHHO, 4TO MCIOIb30BaHHME OIbITA
HapOJHON MEJarorukyd HaXOAUT CBOUX CTOPOHHMKOB U IOCJIEAOBATEIEH B MEJarornyeckom
coobmiectBe Poccum, HOBbIX rocynapctBax EBpasum. Tak, Ha OTKpPBITUM Hay4HOU
koH(pepeHmmu B T. Dmucra (Kanmeikus, PD) noquépkusanocs: «Hapoanas memgaroruka s
Helarornyeckoil Hayku — Kak 3apo/Iblll B 3epHe, a 0e3 3apoblilia 3epHO HE IIPOPacTaeTy.

Jnst  popMHpOBaHUS COBPEMEHHOT'O MOJIOAOTO CIEMUATUCTa OYEHb BaXKHO, YTO
JTHOIIEArOrMYeCcKas AEATEIbHOCTD 110 XapaKTepy M UCIOJIb3YEMBIM CPEICTBAM OKa3bIBAETCS
BO MHOIOM OJM3Ka JAESITEIbHOCTU XYA0KECTBEHHO-TBOPUYECKOW, OOPa3HO-CO3UAATEIHHOM.
Henapom ¢uiiocod, KyabTyposor, riyOoKHil ncciieoBaTeNb HallMOHAIBHBIX 00pa3oB MHUpa,
KpYIHEHIIUN COBPEMEHHBIN CIELMAINCT [0 MEHTAIMTETY HApOAOB MHUpPA, POCCHSIHUH
6onrapckoro npoucxoxiaenns I'.JI. Taue*® cunran, yro «3THOMENArOrMUecKoe BO3EHCTBHE
JMIIB B TOM ciaydae OyaeT 3pQeKTUBHbBIM, €CIIM HE OTPAaHUYHUBATHCS BO3JICHICTBUEM HA YPOBHE
pasyma, JJOTUKH, HO aKTUBHO HMCIOJb30BaTh 0OPa3HYI0 CTOPOHY MHpOBOCHIpUATUS»» (I'aues,
2003, c. 29).

CoxpaHeHue Tpagulii 1 0COOEHHOCTEH B TOM WJIM MHOW KyJIbTYpe CHOCOOCTBYET
(GOpMHPOBAHUIO Yy MOJPACTAIOIIUX TOKOJEHUIH 370POBOTO COLMAIBHOIO TIOBEIECHUS B
YCJIOBHSIX MHOTOHAIMOHAIBHOTO oO0mecTBa. CoBpeMeHHOE O0pa30BaHME JIODKHO COYETaTh
BOCIIMTAHUE HALMOHAJIBHOIO CAMOCO3HAHMSI, YKOPEHEHHUSI B CO3HAHUU MOJIOJIOTO IOKOJIEHUS
CBALICHHBIX MOHATHH, ONPEAENAIOMNX TyXOBHYIO XKU3Hb Hanuu (OT4M3HA, CEMbs, POJHOMN
A3bIK, HAPOJI, €r0 UCTOPHUS, Bepa U JIp.) C CO3JaHUEM OJIaronpHUsITHBIX YCIOBHUH 11 BKIIOUEHHS
YyeJIoBEKa B IPOIIJIOE M HACTOSIIIEE MUPOBOM KYJIbTYpbl HA OCHOBE JAHalIora KyJIbTYyp, OTKPBITON
KOMMYHHKAIH B lyX€ B3aUMOYBaKEHUSI.

K. YmuHCcKknil moad€pKUBal, 4TO B MENATOTHKE KaXKAbId HApOJ JIOJDKEH IbITATh
COOCTBEHHBIE CBOM CHJIBL. TakuMM cujaMM INpH J1to0oi popme oOyueHus (04YHOM, 3a04HOIA,
JTUCTAHIIMOHHOW) CTAHOBSITCS TYMaHUTApHbIE TEXHOJIOTHH, KOTOPHIE, B CBOIO OYEPE/b, UMEIOT
VCTOKH B IPEBHEMIIIEH UCTOPUH YEIOBEUYECTBA.

CeronHsi mpUMeHEHNE STHOMEJArOrMYeCKUX METO/I0B O0yUeHUs! U BOCIIUTaHUS OyJeT
CHOCOOCTBOBATh YCUJICHUIO POJIM BBICIIEH IKOJBI B TPYAOBOM COIMATU3AIIMM COBPEMEHHOTO
MOJIOJIOTO CIENUATUCTA. DTHOIEArOTHIECKUN KOMIIOHEHT 00pa30BaTeIbHON JESTEIhHOCTH
CTUMYJIUPYET Ppa3BUTHE JIMYHOCTH MOJIOJIOTO Tpa)kIaHMHA, MOMOTaeT €My CcTarh Oolee

49Tauep I'.JI. BbIABUI yHHKANBHBIH (eHoMen Kocmo — ITeuxo — JToroca, kKak HallMOHAJILHOM 11€JI0CTHOCTH
OTAEJBHO B3STOrO0 Hapoja: enxuHCTBO MecTHOM npuponsl (Kocmoc), xapakrepa Hapoma (Ilcuxes), ckmana
mbinnteHus (Jloroc). @unocod ananusupyer BCE: HAYMHAS C MOJICNIM MUpa KOHKPETHOT'O 3THOCA M 3aKaHYMBas
HAIlMOHAJIbHOM KyXHEMH.
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FapMOHUYHBIM, [IEJTOCTHBIM YEJIOBEKOM. /[peBHME 'YMaHUTAPHBIE TEXHOJIOTHH B IIPEIOMIIEHUN
K IOTPEOHOCTSM TPETHETrO THICAUYEICTHS OyIyT COACHCTBOBATH CHATHIO HEOMPEACIEHHOCTH U
HEOJHO3HAYHOCTH BOCIPUATHS MOJOAEKBIO CII0KHOM 30X, B KOTOPOU KUBET YETOBEYECTBO.

Jns  CTyAEHTOB YHHUBEPCUTETOB, MOJOMABIX YYEHBIX, HAay4YHO-TIEJArOTMYE€CKUX
paOOTHUKOB BBICHICH IIKOJIBI ATHOMENAroruka CTAaHOBUTCS W aKTYaJbHBIM OOBEKTOM
WCCIICIOBAHUH, U HEPACTUPAKUPOBAHHBIM IPEAMETOM HAYYHOI'O U MPAKTUYECKOTO HHTEpECa.

3. O CYBBEKTE, OFBEKTE U IPUHLHUIIAX DTHOIEJAT'OT'UKH

B coBpeMeHHBIX YCIOBHAX 3aJaud HAIMOHAIBHOTO 0Opa3oBaHUS CIEAyeT pelaTh
00s13aTeJIbHO IPU HAJTMYMKM COOTBETCTBYIOLIUM 00pa30M MOArOTOBICHHOIO ME1aroruyeckoro
nepcoHaina. [loxpacraromuii 4eI0BeK BOCIIUTHIBAETCS TOJIBKO JUYHOCTBIO YUUTEISA, U HUKAKKE
Y4EOHUKH, COBPEMEHHbIE ()OPMBI AUCTAHIIMOHHOIO OOyUYeHHsI HE MOTYT €ro 3aMEHMTb. JTO
CTaJl0 OCOOCHHO MOHSATHO M OOpeNo IEHHOCTh B YCIOBHUSX MaHAEMUH KOPOHABUPYCHOU
uHdekuu. [lpenogaBarens 10KEeH ObITh 3HAYMM KaK JIMYHOCTD, KaK MPeACTaBUTEIb HApOAa,
KAaK HOCHUTEJIb UCTOPUYECKOTO 3HAHMS U ATHOKYJIBTYPBI, OTHOBPEMEHHO SBJISSICH BBIPA3UTEIIEM
CBOECTO BPEMEHM. Y IUBUTENbHbIM memaror U nucarenb A.C. MakapeHKO cyuTaln, 4To
«MacCTepCTBO BOCIUTATEIS] HE SBISETCS KAaKUM-TO OCOOBIM HMCKYCCTBOM..., HO 3TO
CIEUAJIBHOCTb, KOTOPOU Ha/l0 YYMUTh, KaK HAJl0 YUYUTh Bpadya €ro MaCTepCTBY, KaK HaJl0 yUUTh
Mmy3bikanTay (Makapenko, 1984, c. 260).

[TomuepkHéM, uTO B 0Opa30BaTEIbHOW NPAKTUKE, OCHOBAHHOM Ha IPUMEHEHUU
IIPUHIMIIOB 3THOIEAArOrMKHA, YUYWUTEIb M YYEHUK BBICTYNAKOT PAaBHOIPABHBIMU AKTOPAMHU
npoiiecca 00y4eHus: 1 BOCIIUTAHUS.

Haponnast megarormnka B Ka4ecTBE OOBEKTa ATHOMENATOTUKH CETOJHS OTPENeIsIeTCs
KaK  HCTOPUYECKH  CJIOXKHUBLIASACS  COBOKYIIHOCTb  INEJArOTMYECKUX  CBEACHMM U
BOCIIUTATEIbHOTO OIIBITA, COXPAHUBIIUXCSA B YCTHOM HapOJHOM TBOPYECTBE, CBOJE IIPaBUII
TPaJUIIMOHHOIO TOBEACHUS U BOCHUTAHUSA, 00bIYasxX, oOpsaax, NeTckux urpax. Hapoanas
MIEJarOTUKa COJNEPKUT OJHOBPEMEHHO W HACA] BOCHUTAHUSA, M IyTH M CPEACTBA €ro
JOCTHIKECHHUSL.

[lenpro BOoCIIMTAaHMS B HApOJHOM IE€arOTMKE BBICTYNAET WJACAIBbHAS COBEPIIEHHAs
JIMYHOCTb, HPABCTBEHHOCTh KOTOPOM y BCEX HApOJOB TECHO CBSA3aHA C YMEHUEM 4YEIIOBEKa
MPeo0JeBaTh TPYAHOCTH, BBINOJIHATH ONpEIENEHHbIE OOS3aHHOCTH, MPOSIBISATH BOJIEBHIE
4yepThl XapakTepa (yHmopcTBO, TEPIEINBOCTb, HACTOWYMBOCTH), TPYAUThcs Bo ums JloOpa u
Kpacotel. Takoil uyenoBek o00nagaer omnpeAenEéHHbIMU 4YepTaMH JMYHOCTH, Kak-TO:
TpyAoI00ue, OTBETCTBEHHOCTb, YEIOBEYHOCTh, TOJIEPAHTHOCTh, CAMOCTOSATENBHOCTb, YM,
3/10poBbe, J000Bb K OTedyecTBY M ap. Henb3s He cornacutbes MOJHOCTBIO, YTO MOAOOHAsS
JUYHOCTh €CTh «HAPOAHBINA Ujea COBEpIIEHHOro YeaoBekay (1o Bonkosy).

CoBpemeHHas nefarornyeckasl Hayka yaille BCero MpeabsBisieT HapoIHOH rejaroruke
«OOBMHEHHE» B TOM, YTO B HEH OTCYTCTBYeT HSKCHEpUMEHTalbHas MpPOBEpKa CAETaHHBIX
HaOmoieHuil. Takue aBTOpHI 3a0BIBAIOT, YTO B XOJE SBOJIIOLMH YEJIOBEYECKOMY OOIIECTBY
HPULUIOCH TTOHEBOJIE MPOJENaTh MHOXKECTBO OIBITOB, KOTOPbIE C OOJBIIMMHU OCHOBAaHHUSIMU
MOXHO CYMTAaTh 3aMEHSIOIIMMH BO MHOTHMX CIIy4asX OIBITHI IPEJIHAMEPEHHBIE, 3apaHee
00yMaHHbIE U TIPU ONPEACIEHHBIX YCIOBUAX MPOBEAEHHBIE.

Haponnas nenarorvka Hakonuja 3HAUUTEIbHBIA ONBIT OOYYEHUS M BOCHUTAHMS,
nosToMy e€ Ha Jene mnpumeHsuin poccuiickue nemarorn XIX-XX Bs.: W.II. Kopuuios,
K. Yummacknii, A.C. Makapenko, C.A. Pauunnckuii, B.A. Cyxommunckuii, B.H. Copoxka-
Pocunckuii. O GorarcTBe HapoAHOU KyJIbTYpHI B cpepe Meaarornki MHOTO MUCall BBIIAIOIINI
pycckuii prmocod N.A. Mnbun.
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[Tocrenennoe pacmupenue cdepbl NPUBICYCHHUS ONbITA HAPOIHOW IEAarOTHKH
OTIPEACIISAIOCH €€ TJIaBHBIMU OCOOCHHOCTSIMU, 00Pa3yIOIIMMHU €IUHYIO U LIEIOCTHYIO CUCTEMY .
['maBHBIMM ~ XapakTEpUCTUKAMU AITOM CHUCTEMBl SBJISIOTCA: HCTOPU3M, CHHKPETH3M,
LEJIOCTHOCTh, TPAJUIIMOHHOCTD, XKHU3HEPAJOCTHOCTb, BBHICOKHI MMIIEPATHB, 3KOJOTHYHOCTD,
IPEEMCTBEHHOCTh, 3P (EKTUBHOCT, METOAMKH. Ilpm BHHMATENTBPHOM PacCMOTPEHHUU
00Hapy»KUBAETCs, UTO B HAPOJHOMN MEJAaroruke NpUCyTCTBYIOT MHOTHE MPUHIUIIBI U METO/IbI,
KOTOpbIE COBPEMEHHOM I1€1arOrnuecKor HayKOM pacCMaTpUBalOTCA KaK MHHOBALIMOHHBIE.

CHUHKpETHYHBIN XapakTep TPaJAUIMOHHOW KyJIbTYPhl MPOSBISICS B CIUSIHHOCTH
OOLIEYETIOBEUECKOTO0 U  HAllMOHAIBHOIO, MAaTEpUAIbHOIO U JAYXOBHOI'O KOMIIOHEHTOB
YKU3ZHEJEATEIIbHOCTH 4YEJIOBEKa; €IMHCTBE HAayKd M MPAKTHUKU. DTa 0COOOCTh BBICTYMAeT
OPEANOCBUIKOW Il pa3pabOTKM TEOPETHMUYECKHMX OCHOB WHTETPHPOBAHHOTO MOJIXOAA B
MOJMOTOBKE COBPEMEHHBIX CHEIUAIUCTOB. [IpuMeHeHHe CHHKpeTU3Ma TpaaulMOHHON
KYJIBTYpBl TPEACTAET BaKHEHIIUM (AKTOpPOM 0OECreueHUs] YHUBEPCAIBHOCTU COJCpPIKAHUS
0o0pa3oBaHUsl U TMO3BOJSET OCYIIECTBISITH BOCIUTAaHHE CYyOBEKTa STHOCA KaK ILIEIOCTHOMN
OHOCOIMAIbEHON CHCTEMBI.

CHUHKpeTU3M  TOCITYKWUJ  OCHOBOW Ui  WHHOBAIIMOHHOW  00pa3zoBaTelIbHOMN
JESTEJIbHOCTH BBICIIMX yUEOHBIX 3aBEACHUM, pa3paO0OTK MHHOBALIMOHHBIX 00pa30BaTEIbHBIX
TEXHOJIOT Ui, mpeIaraeMbIX OTACIbHBIME KOJUIEKTUBAMU WK nieaaroraMu. OH MOXET CTaTh
0azucoM MeX- U TPAHCAUCLUIUIMHAPHOIO TOJAXO0Ja B HAYYHO-UCCIIEJOBATEIbCKON
nesTenbHOCTH. OTMeuaeTcs, 4TO «B CHHKPETHUYHOM HCKYCCTBE COCTUHSIOTCS IMPEKPacHOE,
CIpaBeIMBOE U UCTUHHOE. OOpa3bl CUHKPETUYHOTO UCKYCCTBAa YCTPOEHBI TakK, YTO BCE TPU
KpUTEPHUS IPUMEHUMBI K HUM OHOBpeMeHHO» (PoknecTtBeHckuid, 1996).

B neparorunyeckoii, puinocopckoii, KyJIbTypoJIOTHYECKOM, THOW HayYHOM JIUTEpaType
PEryJIIpHO O3BYYMBAETCS MOHATUE «IEJIOCTHOCTHY KaK TJIaBHas TEHIEHIUS (OpMHpPOBaAHUS
COBPEMEHHOTI'0 KYJIbTYPHOI'O TEKCTa HE TOJIbKO B EBpa3zuu, HO U BO BCEM mupe. CUHKPETU3M
HApOJIHOW TENarorkd Kak YacTh TPAJUIHMOHHOW KyJbTYpbl 00pa3yeT (yHIAaMEHT STOU
[EJIOCTHOCTU (MHTErpallii) M MOXXET NPHUMEHATbCS B 00pa30BaTENIbHON J1€ATEIbHOCTH
MeAarornyeckux pabOTHUKOB BCEX CTYIEHEH CHUCTEMBbl HENPEPHIBHOTO MpodeccroHalbHOTO
o0Opa3oBaHusl.

CHUHKpETH3M €CTh MPEANOChUIKA I pa3pabOTKH  TEOPETHUYECKHMX  OCHOB
UHTETPUPOBAHHOTO MOJX0/1a MPOPEeCCHOHATBHON MOATOTOBKUA COBPEMEHHBIX CIIELUAINCTOB.
[lenarornyeckass UWHTErpanusi BblpaxkaeTcs pacliupeHueM  (GyHKIUUM  o0pa3oBaHUs
(uHTerpaTuBHas (DYHKIMSA); WHHOBAIIMOHHBIM OOYy4YeHHEM (MHTErpUpPOBaHHOE OOYyUYEHUE);
MojiepHU3aIMell o0pa3oBaHusi (MHTETPUPOBAHHBIE TEXHOJOTUH), PE3YyJIbTaTOM 00pa3oBaHUs
(L1e0CTHAs TUYHOCTD).

TpaguIMOHHOCTh NEPEKIIMKAETCA C MPUHIMIIOM HMCTOpU3Ma. DTOT MPHUHLMII HOCUT
rII00aNBHBIN XapakTep, TOCKOJIbKY Mo3BoisieT: (1) pa3pabaTbiBaTh WHHOBAIIMOHHBIE METO/IbBI
0o0ydeHus U BocluTaHus; (2) IpUMEHSTh TPaJAULIMK BCEH YEIOBEYECKON KYJIbTYphI, pUaaBast
UM aKTyaJbHBII U MHOTOLIENIEBOM XapakTep; (3) HCHOIB30BATh OIBIT MPOLLIOTO M HACTOSIIETO,
uMes LeNbo Oyayiee.

Oco60 n06aBuM, YTO MPUHLUI UCTOPHU3MA COCTABIISIET OJAMH U3 KOMIIOHEHTOB TEOPUHU
pa3BUBAIOIIETO 00yUYeHUs poccuiickuX pustocodos, meaaroros, ncuxonoros B.B. JlaBeiioBa
O.J1. ONbKOHUHA, KOTOpble SBIAIOTCA TaKkKe pa3padoTYMKaMH TEOpHUH  y4ueOHOMU
NEeATENBHOCTH .,

%0 Tlo MmHeHHIO YuEHBIX-TIEJAaroroB, IIOCTPOEHME Y4YeOHBIX MPEIMETOB JOJKHO IIPEIONaraTh
(hopmupoBaHKE TEOPETHIECKOTO MBIIIIJICHHSI, KOTOPOE UMEET 0C000€, OTIIMYHOE OT IMITUPHUUIECKOTO, COJIEPIKAHUE.
Takoe 00y4YeHHE OPUESHTHPOBAHO HE TOJIBKO Ha 03HAKOMIICHHUE C ()aKTaMH, HO M Ha TIO3HAHUE OTHOIICHUA MEKIY
HUMH, YCTaHOBJICHHUC NPHYMHHO-CICICTBCHHBIX CBS3CH, Ha IpEBpalllcHHe OTHONICHHH B OOBEKT H3YYCHUS.
HUcxonst u3 sroro, B.B. IaeioB u 3.J]. DIEKOHUH CBS3BIBAIOT CBOKO KOHIEHIIMIO Pa3BHBAIOMIETO OOyUYCHHS,
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K mpuHnumy wmcropusMa NpPUMBIKAET MPEEMCTBEHHOCTH, MO3BOJIAIOLIAs OyayliemMy
CHEIHNAIIMCTy HAaWTHU CBOE MECTO B COBPEMEHHOM COLMyMe, MPUOOPECTH YMEHHE IIIACTHYHO
BITUCHIBATHCSI B MHHOBAIIMOHHYIO 9KOHOMHUKY, KYJIbTypy, 00pazoBanue. Ocobo0 B 3TOM clieayer
BBIJICJINTh 3HAHUE POJHOrO s3blka W yMeHHe UM omnepupoBarb. K.J[. YumHCKHN Ha3bIBal
PONHOM $3BIK «YIAUBUTEIBHBIM menarorom». OH MNOTYEPKUBAT, UYTO S3BIK «SBIACTCS
BEJIMYaNIIINM HapOJHBIM HACTABHUKOM, YUMBIIUM HapoJ TOrJa, KOrjaa He ObUIo elié HU KHUT,
HU IIKOJ, W IPOJOJDKAIOIIMM YYHMTh €ro J0 KOHLA HapoAHOW ucropuu <...> Ho aror
YAUBUTEIBHBIN NEAAror — pOJAHOMU SI3bIK — HE TOJIBKO YYUT MHOTOMY, HO U YUYHUT YJIUBUTEIBHO
JIETKO, 110 KAKOMY-TO HeocsraeMo oberdaroniemy merony <...>» (Ymmuckuii, 1948, c. 558-
559).

CoBpeMEHHBIN AHTPOIOJIOTMYECKUH KPU3KUC NPUBIEK BHUMAHUE M K emé OJHOMN
0cO0OCTM  HApOAHOM TENaroruKh: B HEH TMEPBOCTENEHHYIO 3HAUMMOCTh  HUMeEJ
TOOPOCOBECTHBIN, CHCTEMATHYECKHUI U pa3yMHBIN OOIIECTBEHHO MOJIC3HBIN TPYI. Y BAKEHHUE K
TPyIdy, OIICHMBaHHE €ro KaKk HEOThEMJIEMON COCTaBJISIOUICH UeIOBEYECKOTO ObITHS
BOCIHUTHIBAINCH B YEJIOBEKE C paHHETO JeTcTBa. CeroHs MUMEHHO TaKOW TPy KaK BayKHEHIIast
COCTaBISIOIIAS BOCIHMTAHUS TBOPYECKOTO 4YelOBEKa JODKEH OBbITh BO3BpalEH B
po(hecCHOHANIBHYIO MOATOTOBKY CIHEIHAIMCTOB, HO IPEXKIE BCEr0 — B POCCUICKOE 001iiee
obOpaszoBaHmue.

Kpaitne BaxxHas yepTa HapOAHOMN NEAATOTUKU — KOJUIEKTUBHOCTD — ONPEIEIACTCS TEM,
4TO JI000H ATHOC B 1LI€JIOM MPOOOBAJI U TBOPHUJ CBOI CUCTEMY OOYYEHHS] M BOCIUTAHUS.
CerofHss KOJUIEKTUBHOCTH IMIPOSIBISIETCSt B COTBOpYECTBE OOydaromero u 00y4aeMoro.
[lenaroruka coOTBOpYECTBAa BBICTYNAET OCHOBONOJATAIOUIMM MPUHLMIIOM  HApOJIHOMN
neAaroruku. B coBpeMEeHHON Neaarornyeckoi cpene crapuiee MOKOJIEHHE JOJIKHO ObITh
HOCHUTEJIEM TPAJAULMOHHOMN KYJbTYpPbl, TOYHO 3HATh, KaK M YTO MEPEIaBATh CBOUM YUECHUKAM.
Hacnenys cBoum mpenkaM, mpenojaBaTeNd —BbICIIEH IIKOJIBI  JOJDKHBI  00naaath
npoeCCHOHATBLHON KOMIIETEHTHOCTBIO B Cepe HAPOAHOHN MENarorukv M STHOIEIATOTUKH,
HEU3MEHHO COEAUHSATh B CBOCH JI€ATEIbHOCTH HAYKY U IPAKTUKY, UICTOPUIO U COBPEMEHHOCTb,
HIMPOKUH OOIIEKYJIbTYPHBIA KPYyro30p U yrilyOJIEHHOE BlIaJieHUE MTPEIMETOM MPENoIaBaHusl.

CeromHsa Uil MOJIOZIOTO YEJNOBEKAa B €ro NpoQecCHOHATbHON JIeATeNbHOCTH
00s3aTeNbHBIM SIBIISIETCS YMEHUE «padoTaTh B KOMaH/A€», U ATHOIIEAArornyeckoe BOCIUTaHHE,
OCO3HAHHE LEHHOCTEH HapOAHOM KyJbTYpbl IO3BOJISIOT aJEKBATHO OTBETUTh HAa BBI3OBBI
coBpeMeHHOCTH. C MOMOIIbI0 APEBHEHIINX TYMaHUTAPHBIX TEXHOJOTUN CTAaHOBUTCS TaK¥Ke
BO3MOKHBIM BOCIMTaHHE B 00ydyaeMOM TaKOil 4epThl, Kak TBOPUECKOE OTHOILIEHHE K Jely,
npuoOpeTeHne UM YMEHUH HaXOAWTh OPUTMHAIbHBIE pEUIeHHS B IPAKTHYECKOMN
npodecCHOHATBHOMN 1eATETbHOCTH.

KonnextuBHOCTD 1aéT BO3MOKHOCTH IOHOIIECTBY OOPECTH TyXOBHYIO OOIIHOCTH (Ha
YPOBHE KaK 3THUYECKOM, TaK U OOILIEUeIOBEUECKOM). DTHHUYECKAs] KapTHHA MHpa OTpa)kaeT
IpeJICTaBICHUs Hapoia 00 OKpY’KarolleM MUpE, BKIIIOUAeT B ce0sl JyXOBHbIE, MaTepHaJIbHBIE,
XYZI0’KECTBEHHbIE, COLlMaIbHbIE acleKThl. OCHOBHBIM OOBEKTOM ITHUUYECKOW KapTUHBI MHpa,
e€ TOYKON M3MepeHus, ABISETCS YEJIOBEK, IPEIMETOM BBICTYNAIOT MIPEICTaBICHUS YEI0BEKa,
€ro 3HaHus, TBOPUYECTBO, AEATEIbHOCTh. OcO00CTh MEeIarorn4eckoro BO3AeHCTBUS MpU 3TOM
TECHO CBs3aHa C JMYHOCTHO-OPUEHTHUPOBAHHBIM O0yUEHHUEM.

MIPeXJie BCETO, C CONEpKaHWEM yUeOHBIX MPEAMETOB W JIOTHKOHN (crocobaMmn) ero pa3BepThIBAHUS B yU4eOHOM

nporiecce. B ocHOBe pa3BuBaromero OOy4eHHS W JISKUT pa3pabOoTaHHAs STHMH YYEHBIMH TEOpHsl yueOHOU

JISSITETIPHOCTH | €€ CyOBeKTa B MpoIecce YCBOCHHUS TEOPETHUECKUX 3HAHWHA M YMEHHH BOOOIIEe, a UMEHHO — 00

YCBOGHHUH, NpoHcXoasmeM B ¢opMme crenndpuyeckoil yueOHoi aestenpHOocTH. Pukcanus B 3HaKoBOH (opme

BBIJIETIEHHOTO HCXOJIHOTO OOIIIEro OTHOIIEHHS CO3IAET CoAep KaTeIbHy0 a0CTPaKIMIO H3y4aeMOTo MpeIMeTa.
Cwm. nogpobuee ncrounuk: Jlaseino B.B. Teopust passusaromero ooyuenus. — M.: UTHTOP, 1996.
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OpnHuM U3 OCHOBHBIX MOKa3aTeeil HpaBCTBEHHOCTH U TPAXK/IAHCKOM 3pENIOCTH YesIOBEKa
BBICTYIIA€T OTHOILIEHUE K CBOEMY 3I0POBBIO. Tpamuiuu HApOJHOW KYJBTYPHI CBSA3BIBAIOT
NCUXO(U3UIECKOE 3/I0POBBE YEIOBEKA C COCTOSIHUEM €T0 TyIIn. PasocTh, ONTUMU3M, TPUHSTHINA
KaK MMPOBO33pEHHE U 00pa3 KU3HU, IPEANUCHIBAIOTCS MHOTMMU HAPOJAHBIMU KYJIbTYPaMH, 4TO
BKJIFOYACT U MPAaBUJIBHOE OTHOIICHHWE K COOCTBEHHOMY 370pOBBIO. B HapomHOW menaroruke
oOpalanoch BHMMaHHE HE TOJIBKO Ha JyXOBHOE, HPAaBCTBEHHOE BOCIIUTaHWE, HO MU Ha
dusnueckyto KynbTypy. Maeanom B mpecTaBIeHUH HApola CYUTAIOCh BOCIIUTAHHE 3/10pPOBOTO,
KHU3HEPAJOCTHOIO, CUJIBHOIO, OTBAKHOT'O MOJIPACTAIOLIETO MOKOJIEHUS. 30pOBbecOepeKeHe
(1 pusmueckoe, U TyYXOBHOE) SBJISAET COOOW OJMH U3 OCHOBHBIX MPUHIIMIIOB 3THOIEArOTHKH.
Komrieke Mep, Brmouaromuii B ce0s HapOAHYIO MEOULMHY, pa3yMHOE IUTaHue,
UCIIOJIb30BAHUE TPHUPOAHBIX (PAaKTOPOB, WIPHI, CIIOPTHBHBIE COPEBHOBAHUS W TPa3JIHUKH,
obecrieunBall HOpMaJIbHOE (PU3MYECKOE U ICUXUUECKOE PAa3BUTHE MOIPACTAIOILETO OKOJICHHS.

C nOpuHIMIOM  370pOBbECOEpEkKEHHS CBA3aHA TEXHOJOIWs  OMOAJEKBATHOTO
IpEenoAaBaHysl, CIOCOOCTBYIOLIAas AaKTUBM3AaLMM BCEX IOTEHUHMAJIbHBIX BO3MOYKHOCTEH
anyHocTH. CHenuanucThl OTHOCAT €€ K IOMCKOBO-TEXHOJIOTMYECKOM MOJAENM WHHOBAaLUN
(YY4UTBIBAECT PALMOHAIBHYIO U SMOLMOHAJIBHYIO CTOPOHBI MO3HAHMS), OPUEHTHPOBAHHOW Ha
pa3BUTHE IIEJIOCTHOTO MBIIUICHHUS, Ha (POPMUpPOBAHUE YMEHHS MBICIUTH OOpa3aMu, Korma
HOJKJIFOYAIOTCSL BCE KaHAJIbl BOCHPUATHA HMH(POpMAIMU, YTO JIeNaeT IMPOLECC MpernoiaBaHus
0osee pe3ysIbTaTUBHBIM.

CoBpeMeHHas SKOHOMMKA, HAyKa, KyJbTypa HYKIAIOTCA B CIELUAINCTAX, HE TOJIBKO
UMEIOIIUX «UIIOM FOCyIapCTBEHHOTO 00pa3iay, HO BIACIOMINX 3HAHUSIMHU, TPAKTHYECKIMU
HaBbIKAMHU, YMEHUSIMHU I'PaMOTHO OPHEHTHPOBATHCS B OKPYKAIOIIEH IEHCTBUTEIBHOCTH C
OTIOpOI HAa MCTOPUUYECKHUM OnbIT cBouX mnpeakoB. Emé akamemux J[.C. JIuxau€s Bwimemnsin B
KayecTBe 0c0o00 3HAYMMOM XapaKTEpUCTHKH YeOBEYECKOW JIMYHOCTH €€ «HPaBCTBEHHYIO
OCEIIIIOCThY.

B HapogHOWl menaroruke cienyeT BbIICIUTb TakKKe BOCIHUTaHUE OEpeKHOIo
OTHOLICHMs K NPUPOJAE U HABBIKOB Pa3yMHOI'O MCIOJb30BaHUA €€ cpeacTB. OTcrona MOXET
UCXOAUTh U Takasg XapaKTepUCTUKAa MPOPECCHOHANBHON JESATENIbHOCTH COBPEMEHHBIX
He1arorMyeckuxX pabOTHUKOB, KaK IMPHPOJI0OCOOOPAa3HOCTh, T. €. COOTBETCTBHE U NPUPOJE
peb€nka, u npupojie 3THoca. Hapoa He MOKeT U3MEHUTh 3aKOHBI PUPObI, U, TOCETUBIINCH B
OTIpeNIeNIEHHBIX MPHUPOJHBIX YCIOBUSAX, OH NMPHUCIOCAOIMBAICSI K HUM, B pe3yJbTaTe 4Yero
CO3J1aBaJIaCh KyJIbTypa, HICATBHO NOJXOAMUBIIASL K JAHHOM NpupoaHOou cpene. HanmonanbHas
IpUpPOJia €CTh HE MPOCTO reorpaduyeckas Ui 3KOJOrHUecKas cpefa OOMTaHUs UM ChIPbE U
Marepuan i Tpyaa, Ho, o onpenenenuro I'./1. ['aueBa, «IIpupoauna Hapoxy, «CKpuKamu
3aBeTa», ONpEAENEHHBIE NMUCbMEHa, KoTopele Hapon ... paccumTeiBaeT B XOAE€ HCTOPHH,
co3zaBasl KyJbTypy — Kak 1o Tpyna, B KOTOpOM peanus3yercs AesTelbHas JIIo00Bb MEXY
HapojioM u nipupozoit» (I'aues, 1992, c. 7).

A.C. MakapeHko, BBIJAIOUIMIICS BOCHMTATENb-TIEJAr0r, YTBEp)KIal: BOCIHUTATh
YeJ0BEeKa 3HAYUT BOCHHUTATh MEPCIEKTUBHbIE IMYTH €r0 Pa3BUTHUS, CIIOCOOHOCTb >KUTh HE
TOJIBKO CETOAHSIIIHUM JHEM, HO M YMETh HAXOJIUTh 3aBTPALLHIOI pajaocTb. B naHHOM
KOHTEKCTE IOHATHBl ONACEHMsI HBIHEIIHUX MCCIEN0BaTeNe M IeAaroroB-IPaKkTHKOB!
MOSIBJICHHE KOMITBIOTEPHOTO palMOHAM3Ma BENET K IMOTEepe YeIOBEKOM CIHOCOOHOCTH
JUAJIEKTUYECKOTO BOCIPUATUS MHpAa, K CHI)KEHHIO €r0 HMHTYUTHBHBIX BO3MOYKHOCTEH.
OnacHOCTh MOTEPU CHOCOOHOCTH YEJIOBEKAa K MHTYUIMH YpeBaTa MHOTMMHU IOCIIEICTBUSIMHU.
be3 wuHTYyMIMM HEBO3MOXXHAa TBOpUYECKas MAEATENbHOCTh 4YelloBeKa, (opMupoBaHHE €ro
JUYHOCTH, €r0 CAMOCOBEPIIEHCTBOBAHUE U CAMOBOCIIUTAHUE. DTHONENATOTUYECKHE METOABI U
cpeacTBa OOy4yeHHMs W BOCIUTAHMS BBICTYNMAIOT KaK CPEJICTBO COXPAaHEHHs U Pa3BUTHUSA
MHTYUTUBHBIX CIOCOOHOCTEW YeIoBeKa, Jal0T BO3MOXHOCTh CPOPMHUPOBATH B HIMPOKOM
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CMBICJIE CJIOBA CaMO(CTOSITEIIHHO)-ACATEIbHYI0 JIMYHOCTh BBICOKOKBAIU(HUIIPOBAHHOTO
CIELMAJIUCTa.

3AK/IIOYEHUE

MexnyHapoaHas komuccusi o odpasoBanuio ansi XXI Beka B JI0Kiaje, MPenCcTaBICHHOM
FOHECKO, na3pasia 06pa3oBaHHe «COKPBITBIM COKPOBHUIIIEM.

MopepHu3zamusi cucteMbl 00pa30BaHUS C IIENBI0 BXOXJIEHUS B MHPOBOE HAy4yHO-
o0Opa3oBaTelbHOE MPOCTPAHCTBO JOJKHA OCYIIECTBISATHCS NpPU 00S3aTEILHOM YCIOBUU
COXpaHeHHs O00pa30oBaTEIbHBIX TPAIUIMA HapoJa (CTpaHbl) W TPHU COOTBETCTBYIOIICH
opueHTalMu Ha Oyayuiee. B mpouecce moaepHuzanuu mpodeccHoHaIbHOro 00pa3oBaHUs
[JIABHOE MECTO MPHUHAICKHUT HAYYHO-TIEJarOTHYeCKUM paOOTHUKAM BBICIIECH HIKOJIBI.

B nHaponHo#l menaroruke JUYHOCTH YUUTENs BblAeleHa ocobas poib. CaMo cIoBO
«YuuTenb» NPOU3HOCUIIOCH 0J1aroroBeiHo.

CeroaHs 3THONEAArOruuecKasi KOMIETEHTHOCTb JOJKHA CTaTh OJJHUM M3 LIEHTPAJIbHbIX
KOMITOHEHTOB TMPO(ECCHOHAIBHOW KyJIbTYpHl Iefarora, Yuutens. [IpuuamHamu TOMy —
(1) Bo3pactanue B MOJMITHUYHOM OOIECTBE 3HAYMMOCTH STHOKYJIBTYPHON COCTABIISIOIICH
JMYHOCTH, (2) perieHre npodjaeM dTHUYECKOW U IPaKIaHCKOW MACHTHYHOCTU IPaKIaHUHA;
(3) popmupoBaHue KyIbTYPhl MEKHAIIMOHATBHBIX U MEKKOH(PECCHOHAIBHBIX OTHOIICHHI.

OTHOMearoruka CoJIEpKUT B cede MOTEHIMal HOBOW IapajurMel 00pa3oBaHuS,
MHTETPATUBHOW 00pa30BaTENIbHON CUCTEMBbI, BKIIOYAIOUICH IIEIOCTHOE BOCIPUSATHE MUPA,
HEPa3pbIBHOCTb TEOPUHU U IIPAKTHUKHU, COUYETAHUE HAYUYHbIX 3HAHUM M MPAKTUYECKUX YMEHUHN U
HABBIKOB, BBICOKMI HUMIEpaTUB, oOOecleueHue MCUXO(PU3HOIOTHIECKOTO  370POBbS
MOJPACTAOIIMX MTOKOJIECHUH.

OnpIT HaUMOHAJIBHOW MEJArOrMKH, COJAEPXKAIIMWA TJ1aBHbIE MNPUHLMIBI HAPOJHOIO
[earorn4eckoro TBOPUECTBA, TPEOyeT rIIyOOKOro HAyYHOI'O OCMBICIIEHUS U IPAKTUYECKOTO
OCBOGHHS B COBPEMEHHBIX YCIIOBHSIX HA BCEX CTYMEHSX M YPOBHAX OOyU€HUS M BOCIUTAHUS
YyeJIoBeKa KaK BhICOKOKBATU(UIIMPOBAHHOTO U KOHKYPEHTHOCIIOCOOHOTO CIEMAIUCTA.
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POROVNANIE KONCEPTU TRADI(VZ,NEHO SQFTVERU A
CLOUD RIESENI V OBLASTI UCTOVNICTVA

COMPARISON OF TRADITIONAL AND CLOUD SOFTWARE
CONCEPTS IN THE ACCOUNTING

Lukas§ VetesSka

Abstract

In the field of accounting software, new technological solutions have come to the fore in recent
years. Globalization and internationalization of business requires high flexibility, dynamism, and
real time access to information, which also determined the direction of development of accounting
software available in the market. One of innovative software solutions is cloud accounting, which is
becoming increasingly popular among business entities. The new cloud solutions bring many
advantages over traditional software solutions, from which small and medium-sized enterprises in
particular can benefit. Managers today have constant access to important financial information,
which allows them to make decisions faster and better. This paper discusses the advantages and
disadvantages of cloud solutions and compares them with traditional accounting software. Scientific
methods of research, analysis, synthesis and deduction were used in writing the article. At the end
of the work, a SWOT analysis was performed. The aim of this paper is to analyze the benefits that
cloud services bring in the field of accounting software compared to traditional accounting software.
The aim is also to provide the reader with a comprehensive theoretical overview of the issue.

Keywords: cloud accounting, cloud services, mobile accounting software

JEL Classification: M41, 033, 031

UvVOoD

Uctovnictvo plni v podniku ddlezitd ulohu finanéného informaéného systému a je nevyhnutné
pre riadenie podniku. Jeho obsahom je velké mnozstvo ucétovnych informadcii, ktorych
prijimatelom moéZu byt externi uzivatelia, ale taktieZ je velmi ddlezité aj pre internych
uzivatelov, kedy informacie smeruju do vnatra podniku. Uétovnictvo vo svojej historii preslo
niekol’kymi ddleZitymi vyvojovymi etapami. Na pociatkoch to bola len vel'mi jednoducha
evidencia finan¢nych tokov, ktord sa postupne zdokonalovala a zvidcSovala objem
obsiahnutych informacii spolu srozvojom vyroby, delbou prace, obchodom, a pod.
Uctovnictvo sa vyvinulo od zarezov do stromov az po dne$né masivne databazy tdajov.
(Slosar, 2008) Ako vicsina odvetvi v dne$nom svete, aj uétovnictvo taZi z pokroku vo svete
informacnych technologii. Vedenie uctovnictva pomocou pocitaca je dnes samozrejmostou,
ruéné uctovné knihy by sme uz tazko hladali. Prinos informa¢nych technoldgii pre podnik je
vyrazny, §iria spravne informacie v pravy ¢as. Tak ako v minulosti prechod z ru¢ne pisanych
uctovnych knih na pocitacové systémy znamenal vel'ky zlom v uctovnickej oblasti, tak aj dnes
prichadzaju nové technologie, ktoré maju potencial spdsobit’ rovnakid revoluénu zmenu aj dnes.
Technologia Cloud computingu je dal$im stupnom vyvoja informacnych technologii.
V spotrebitel’'skej sfére je tato technoldgia uz zauzivand, do kontaktu s fiou prichadza prakticky
kazdy Clovek vyuzivajuci internet, staci len, Ze ma vlastn emailova schranku, sleduje vided na
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portaloch urcenych na ich zdiel'anie alebo zdiel'a fotografie z mobilného zariadenia, ¢i vyuziva
zalohu dat. V podnikatel'skej sfére bol vSak proces etablovania vyrazne pomalsi, najma vd’aka
obavam z bezpecnostnych rizik ardznych zauzivanych stereotypov z minulosti, no
v poslednych rokoch sa Cloud computing zacal naplno vyuzivat’ aj v podnikoch. (Grubenmann
etal., 2018)

1 CIEL A METODIKA

Ciel'om tohto prispevku je analyzovat’ vyhody, ktoré prinasaju cloud sluzby v oblasti tétovného
softvéru v porovnani s tradi¢nym uctovnym softvérom. Ciel'om je taktiez poskytnut’ Citatel'ovi
uceleny teoreticky prehl'ad danej problematiky.

V tejto praci su pouzité vedecké metddy skimania analyza, syntéza a dedukcia. Na zéver
prace bude vykonana SWOT analyza.

2 VYSLEDKY A DISKUSIA

2.1 KONCEPT TECHNOLOGIE CLOUD

Pojem cloud je vel'mi Siroky a pozostava z viacerych foriem. Zakladnou definiciou Cloud
computingu je poskytovanie vypoc¢tovych zdrojov a softvéru pomocou internetovej siete. Pri
klasickom pocitacovom modely st data aj softvér na jednotlivej pocitatovej jednotke, ktorad
disponuje vlastnymi vypoctovymi kapacitami. V pripade Cloud computingu vsetky vypocty a
ukladanie dat prebieha u poskytovatel'a sluzby. Rovnaky koncept pozndme vSetci z bezného
zivota v podobe pitnej vody, elektrickej energie pripadne plynu, ktoré si nikto nevyraba ani
netazi sam, ale nakupuje ich od distribitorov, ktori si nasledne spotrebované mnozstvo
vyfakturuju. Rovnaky koncept vyuziva aj Cloud computing, kde si vS§ak mézeme predstavit’
namiesto vodovodnych potrubi pripojenie k internetu. V doslovnom preklade znamena slovo
cloud v slovencine oblak, uzivatel’ do tohto oblaku odosle data, v ,,oblaku‘ sa data spracuju a
k uzivatelovi sa vratia vo finilnej spracovanej podobe. MoéZeme teda v jednoduchosti
charakterizovat’ tento koncept aj ako formu outsourcingu, ked’ze spolo¢nost’ nemusi drzat’ drahé
vybavenie serverovni, uloziska dat a pod., ale plati za tieto sluzby externej spolo¢nosti. (Cleary
and Quinn, 2016). K datam, ktoré odosiclame na vzdialené servery mame neustale pristup z
roznych zariadeni a z réznych miest, jedinou podmienkou je funkéné internetové pripojenie.
Zékladnou ¢rtou je teda aj multiplatformnost’.

Americky narodny institat pre Standardy a technolégie (NIST) definuje cloud computing v
metodickom dokumente “The NIST Definition of Cloud Computing” pomocou piatich
zakladnych znakov:

a) sietovy pristup odkialkol'vek,

b) zdiel'any fond zdrojov,

c¢) meratel'nost’ sluzieb,

d) skalovatel'nost’ sluzieb,

e) samoobsluzné sluzby na vyziadanie. (Mell and Grance, 2011)
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Obrazok 1: Koncept cloud rieSeni
Zdroj: fastmetrics.com

Outsourcing je v oblasti uctovnictva vel'mi obl'ibenou volbou najméd mensSich a strednych
podnikatel'ov, ktori nemaju tol'’ko agendy, aby dokézali vyt'azit’ vlastné i¢tovné oddelenie. Toto
rieSenie pontka uZivatelom mnoho vyhod ako napriklad vysoka efektivita, vysoka kvalita
sluzieb, znizenie nakladov, a pod. (Pavaloaia and Andone, 2011)

2.2 DOVODY PRE VYUZIVANIE CLOUD RIESENI

V poslednych rokoch zaznamenavame rozsiahly proces informaénej a ekonomickej
globalizacie, ktora priniesla Siroky priestor pre rozvoj spolo¢nosti a vyraznejsi konkurenény boj
medzi spolo¢nost’ami. Pomaly sa vytracaju uzemné bariéry a presadzuju sa podniky schopné
fungovat’ v globalnom systéme na viacerych trhoch. Mnoho spoloc¢nosti je teda nadnarodnych
a vznika potreba po rychlejSom pohybe informacii a po ich vicsej dostupnosti naprie¢ celou
zemegul'ou. Je dolezité, aby vedenie spolo¢nosti malo prehl'ad o finanénom vyvoji a pristup k
zaznamom svojich pobociek rozmiestnenych v ro6znych krajinach. Cloud computing je nastroj,
ktory umoznuje takmer dokonalé uspokojenie tychto potrieb. Hlavné dovody pre vyuZivanie
cloud rieSeni podl'a Fenga su:

1. ZniZenie kapitialovych vydavkov — nie je potrebné investovat velké ciastky do
hardwarového vybavenia, serverovne, priestoru, a pod., namiesto toho spolo¢nost’ plati ovel'a
mensie mesacné platby za vyuZivanie cloud sluZieb.

2. Stihla zamestnanecka Struktira — odpada potreba IT oddelenia, ktoré by spravovalo
potrebné hardwarové vybavenie.

3. Sustredenie sa na hlavnu podnikatel’sku ¢innost’ — spolo¢nost’ nemusi sustredit’ svoje
zdroje do vedl'ajSich Cinnosti ako napriklad kupa vybavenia vid. bod 1, zamestnavanie
zamestnancov z oblasti IT, planovanie IT infrastruktary a pod., teda nizsie naklady stratenych
prilezitosti.

4. Informacie pristupné v realnom case — finan¢ny prehl'ad kedykol'vek
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5. Geograficka nezavislost’ — pristup k informaciam nezévisle na polohe pouzivatela, pokial
je v danej lokalite pristupné internetové pripojenie

6. Digitalizacia udajov — od 1.1.2018 st povinné pravnické osoby komunikovat’ s Dafiovym
uradom SR vyhradne elektronicky vratane podavania danovych priznani, ¢o je vdaka
digitalizacii udajov v G¢tovnictve spolo¢nosti jednoduchsie. (Feng, 2015)

2.3 CLOUD UCTOVNY SOFTVER

Koncept Cloud computingu ma velky potencidl vyuzitia aj v uctovnej oblasti, izko suvisi s
rapidnym nérastom outsourcingu v tejto oblasti, ktory nastal v poslednom desatroci. Pre
vyuzitie cloud technoldgii v Gétovnictve sa zacal pouzivat' pojem Cloud accounting, ktory
predstavuje softvérové rieSenia vyuzivajuce tieto technolédgie. Jedna sa o najnovsiu technologiu
uctovného informacného systému, ktora priniesla novy spdsob poskytovania uctovnych sluzieb
klientom. Problematickou oblastou cloud rieSeni vSeobecne je bezpecnost’, ked’ze data cestujt
od uzivatel'a na server a pocas tejto cesty mézu byt zachytené neziadlicimi tretimi osobami.
Obzvlast v oblasti uctovného softvéru je dolezité dbat’ na bezpecnost. Spolocnosti vyvijajice
takyto softvér investujii nemalé Ciastky do jeho zabezpecenia, avSak nikdy s istotou nemdzme
tvrdit, Ze dany produkt je sto percentne bezpecny. Pri vybere vhodného cloud Gétovného
rieSenia treba teda dbat’ hlavne na troven jeho zabezpecenia, ale takisto na tiroveil zabezpecenia
zariadenia, z ktorého sa k cloudu pripajame. Uzivatel’ musi dodrziavat’ zakladné bezpec¢nostné
zasady pri praci s danym zariadenim, aby Sancu na ukradnutie dat ¢o najviac minimalizoval.
Nemenej dolezitou je taktiez spolahlivost’ daného rieSenia. Je dolezité, aby uctovné zaznamy
boli zalohované a paralelne ukladané aj na iné lozisko v redlnom case, aby nehrozila strata
tychto finanénych dat.

Tabul’ka 1: Porovnanie cloud uétovného softvéru a tradiéného acétovného softvéru

Tradi¢ny Gétovny softvér Cloud uc¢tovny softvér

Len urcité platformy Multiplatformnost’

Nie je potrebné internetové pripojenie Potrebné internetové pripojenie

Nutnost’ fyzického pristupu Pristup odkial’kol'vek

VysSie ndklady v kratkodobom hladisku | NizSie naklady v kratkodobom hladisku
(poc€iato¢na obstaravacia cena softvéru) (malé mesacné platby)

Lokélne ukladanie dat Ukladanie dat na vzdialené servery

Zdroj: vlastné spracovanie

Cloud uctovnictvo sa presadzuje najmd v malych podnikoch, kde je outsourcing
najzaujimavejSim rieSenim hlavne z dovodu znizenia kapitdlovych vydavkov a zniZenia poctu
potrebnych zamestnancov na nevyrobné aktivity. (Khanom, 2017)

Na Slovensku v sucasnosti ponuka cloud technologie vicsina z vel’kych spolo¢nosti
vyvijajucich aj tradi€né softvérové rieSenia v oblasti uctovnictva ako napriklad KROS, Pohoda,
Money, Keepi, MRP a pod., niektoré vSak nie si poskytované priamo, ale prostrednictvom
tretich spolo¢nosti zvdcsa hostingovych, ktoré pontikaji online priestor pre fungovanie dané¢ho
uctovného softvéru. Funkcionalita online uétovnych softvérov je naozaj Siroka, umoznuju
tvorbu faktir, cenovych ponutk, doslych objednavok, dodacich listov, tthrad, poskytuja prehl’'ad
o stave neuhradenych pohladavok, zadvazkov po splatnosti, ¢lenenie na neplaticov a veritel'ov,
stav pokladnic, bankovych uétov, DPH, informécie o hospodarskom vysledku, nakladoch,
vynosoch. Taktiez ponukaju rézne analyzy a porovnania, ktorych vysledky je mozné zobrazit
aj graficky ako napriklad medzirocné porovnanie nédkladov a vynosov. Jednoduché moznosti
importu a exportu, je mozné prepojit mnoho uctov firiem. Na slovenskom trhu velki hraci
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Vv oblasti tradi¢ného softvéru nedovolili preniknut’ na trh mensim firmam vd’aka inovativnemu
rieSeniu cloud uctovného softvéru, ale vc€as vyvinuli svoje platformy vd’aka ¢omu predisli
odlevu zékaznikov.

2.4 VYHODY PRE MALE A STREDNE PODNIKY

Cloud uctovné riesenia sa vyznacuju aj jednoduchost’ou, ktord predurcuje ich vyuzitie najméa
pre malych podnikatel'ov, ktori nemaju potrebné vedomosti z oblasti financii. Mikropodniky su
zvyCajne podniky vlastnené uzkou skupinou Tl'udi, rodinou, pripadne jednotlivcom, ktoré
vyuzivaju miestne zdroje, jednoduché technoldgie a posobia na lokdlnom trhu. Absencia
systematickych uctovnych zaznamov teda vyplyva najmé z obmedzenych znalosti zédkladne;j
uctovnej koncepcie a spravy finanénych zaznamov. V skuto¢nosti mnoho malych podnikatel'ov
si ani neuvedomuje potrebu zaznamenavat’ financné toky a iné veliCiny, ktoré su vSak vel'mi
dolezité pri vedeni podniku, manazérskych rozhodnutiach a ur€ovani stratégie do buducich
obdobi. Mnoho malych podnikatel'ov zbankrotovalo z dovodu zlého financného planovania.
Malé a stredné podniky (MSP) sa prili§ sustredia na vyrabanie jedine¢nych produktov alebo
poskytovanie sluzieb, zatial’ ¢o uctovnictvo a prehlad vo finan¢nych détach a systémoch nie je
priorita. Casto dokonca MSP povazuju Giétovnictvo za stratu ¢asu a penazi a odmietaju don
investovat’. Potreba viest’ finanénti dokumentaciu ich obtazuje a myslia si, Ze najdoleZitejSie je
dosiahnut’ maximalny zisk. Jednoduchost’ cloud uc¢tovnych rieSeni pomaha prekonavat’ tuto
prekazku. Tieto online rieSenia st Casto orientované aj na uzivatel'ov, ktori nepoznaju zékladné
uctovné principy a koncepty. Mnoho z tychto softvérov vyzaduje iba zadanie finanénych
transakcii, ktoré nasledne automaticky prevedie na finanéné spravy, vykaz ziskov a strat,
stivahu, vykaz penaznych tokov a pod. (Putra, 2019)

2.5 PRISTUP K UCTOVNYM DATAM

Cloud uctovné softvéry spdja hlavna vlastnost’” multiplatformnost’. UZivatel k nim modze
pristupovat’ aj z prenosnych zariadeni, ktoré ma stale po ruke, ako napriklad mobilny telefon.
Vicsina tychto rieSeni ma priamo svoju mobilnu aplikaciu alebo sa d& vyuZzit' zabudovany
internetovy prehliada¢ na pristup k uétovnym datam. To umoziuje uzivatelom rychle
aktualizovanie dat v kazdej chvili, ¢o je velka zmena oproti vel'kym t'azkopadnym uctovnym
softvérom, ktoré boli pouzivané v minulosti. ManaZér vd’aka tomu dokéze ziskat’ potrebné data
nezavisle od jeho polohy. (Nasir and Talib, 2018)

Mobilné¢ telefony su v dnesnej dobe neodmysliteI'nym segmentom na trhu, spolo¢nosti sa
predhanaji v poskytovani roznych softvérovych rieSeni. Obrovsky trhovy potencial preukazuje
aj Statistika dodanych zariadeni za rok 2019, kedy bolo dodanych takmer desat’ ndsobne viac
mobilnych teleféonov ako tradicnych PC. Tento fakt vyrazne napomaha k presadeniu cloud
uctovnych rieSeni, ked’Zze vd’aka moznosti pristupu z mobilného telefonu znacne zefektivituji a
zjednoduSuju proces zaznamenavania uctovnych informacii, prezerania jednotlivych vykazov
a analyzovania finan¢nych dat. To vSetko zefektivituje pracu manazérov. Vyhodou teda je, ze
mobilné telefony su dostupnejsie uzivatelom. Mobilny telefon mame vacsinou vzdy a vSade pri
sebe, no prenosny pocita¢ nenosime so sebou az tak casto, a teda cloud uctovné rieSenia
ponukaju uzivatelom vicsiu flexibilitu pri potrebe zaznamenat’ urciti hospodarsku operaciu
alebo pozriet si ur€ity vystup z finan¢nych dat. (Tudoran and lonescu, 2014)
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Graf 1: Porovnanie dodanych kusov mobilnych telefonov a tradi¢nych PC celosvetovo
Zdroj: Gartner, 2019

Ako bolo vyssie uvedené dolezitym predpokladom na vyuzivanie cloud sluzieb je pristup k
internetu. Bez internetového pripojenia je podnik nuteny vyuzivat’ tradi¢né ti€tovné softvérové
rieSenia, ktoré spracuvaju a ukladaju data lokalne.
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Graf 2: Dostupnost’ internetového pripojenia podnikom vo vybranych krajinach z nasho
regionu
Zdroj: Eurostat, 2017

Posledné dostupné data podla Eurostatu ukazuju, ze na tizemi SR je dostupné internetové
pripojenie 95% podnikom. V porovnani s okolitymi §tatmi su rozdiely minimalne. Tieto data
nam vSak ukazuju, ze nie vSetky podniky mozu vyuzivat nové cloud rieSenia v ti¢tovnej oblasti,
ked’Ze by k danym datam nemali pristup. Pre tieto podniky je stale tradicny uctovny softvér
jedinym rieSenim. Zvéc¢sa sa jedna o rdzne vysokohorské chaty, bufety, reStauracie a podobne.

2.6 ANALYZ,A SILNY(;H A SLA,BYCH STRA,NOK, PRILEZITOSTI A OHROZENI
PRI VYUZITI CLOUD UCTOVNEHO SOFTVERU
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Kvalita informécii a ich dostupnost’ v realnom case, ktort1 poskytuje koncept cloud Gétovnictva,
je obrovskym prinosom pre manazérov pri rozhodovacom procese, kedy maju oproti minulosti
ovela vicsi prehlad o finan¢nej situacii podniku, ¢o im pomdha robit racionalnejSie
rozhodnutia. ManaZér ziskava podklady pre kvalifikovanejSie rozhodovanie bez toho, aby
musel zadavat' vytvorenie ekonomickych prehl'adov uctovnikovi a cakat na ne. Velkou
vyhodou cloud rieseni je takisto Skalovatel'nost’ a ich moznost’ vyuzitia pri spracovani vel’kého
poctu dat v ramci big data. (Lu, 2017)

Pred vyberom cloud-based softvéru v podniku je potrebné si polozit’ niekol'ko zakladnych
otazok ako napriklad pripravenost’ vyuzivat cloud technoldgie, uskuto¢nitelnost’ ich
implementacie, vyhody v konkrétnom prostredi v porovnani so softvérom, ktory podnik
vyuzival doteraz. cloud Gc¢tovnictvo nie je vhodné pre vsetky podniky. V niektorych pripadoch
sa vyhody tohto rieSenia transformuji na nevyhody, jedna sa napriklad o spolo¢nosti, ktoré
drzia vel'mi citlivé financné informécie ako napriklad banky. Tie musia mat’ plnu kontrolu nad
datami a musia zamedzit’ pristupu cudzich osob, preto st takéto spolo¢nosti nitené vyuzivat’
svoju hardwarovt infrastruktiru vo vlastnych priestoroch. cloud u¢tovné rieSenia su taktiez
nevyhodné aj pre ostatné podniky, ktoré chcii mat sto percentnii kontrolu nad svojimi
finan¢nymi informaciami a nechct riskovat’ Ziadne bezpecnostné rizika spajajuce sa napriklad
s pripojenim uZzivatel'ov cez nezabezpecené pripojenie a pod. Taktiez va¢Sina poskytovatelov
cloud uctovnych rieseni vyzaduje zmluvné zaviazanie sa podniku na dlhsie ¢asové obdobie, ¢o
moze byt problém pre podniky s neistou buducnost’ou, finanénymi problémami a pod. (Hansen,
2015)

Specialnu pozornost’ treba venovat’ identifikovaniu slabych stranok a hrozieb spojenych
s bezpecnostnymi rizikami, sukromim a ochranou dat (tabulka 2). Podl'a studii vSak vela
odbornikov z oblasti IT povazuje cloud sluzby ako bezpeénejsie v porovnani s modelom
uctovnictva pomocou tradi¢ného softvéru. Dovodom je Casto nedostatoéné zabezpecenie IT
infrastruktury, ked’ze tato oblast’ nie je hlavnou podnikatel'skou ¢innost'ou firmy, snazia sa
spolo¢nosti na nej ¢o najviac usetrit. Naopak bezpec¢nost’ je pre poskytovatel'ov cloud sluzieb
najdolezitej$im pilierom pri ponukani sluzieb tejto kategorie. (Rountree and Castrillo, 2013)

Tabulka 2: SWOT analyza

Silné stranky Slabé stranky

-jednoduchost’ -zavislost od kvalitného internetového
-nevyzaduje vel'ké znalosti uc¢tovania pripojenia,

-geograficky nelimitovany pristup, -integracia do existujiicej architektury,
-mozné spravovat’ mnoho profilov, adaptacia novych procesov,

-uspora nakladov, -nutnost’ zaviazat’ sa na dlhSie casové
-uspora Casu, obdobie,

-Skalovatel'nost, -nekompatibilita medzi viacerymi
-jednoducha obnova a zalohovanie dat, poskytovatel'mi cloud sluzieb,

-automaticka podpora, aktualizacie,

-tspora l'udskych zdrojov v oblasti IT,
-automatické reporty, Statistiky a predpovede
aj v grafickom prevedent,

-sustredenie na hlavni  podnikatel'ska
¢innost’,
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PrileZitosti

-digitalizacia udajov,

-jednoduchsie vytvaranie reportov, analyz, a
pod,

-zvysenie efektivity i¢tovného oddelenia,
-lahSie pristupné a presnejSie real-time
informaécie,

-flexibilita, mobilita,

-efektivnejsSie vyuzitie pocitacovych zdrojov,

Hrozby

-vypadky internetového pripojenia
obmedzuju pristup k financnym datam,
-zavislost’ na ponuke poskytovatel'ov sluzieb
(cena, vykon, moznosti),

-bezpecnost’ dat zavisla poskytovatelovi,
-zranitelnej$i systém (data prenaSané cez
siet’),

-hrozba hackerskych tutokov,

-konkuren¢nd vyhoda oproti podnikom; | -legislativa  neupravuje  tieto  sluzby
nevyuzivajicim cloud sluzby, dostatocne,
-transformacia od operativnej a transak¢nej; | -nedostupnost’ cloud sluZieb,
ulohy uctovnika do dulohy strategického | -tazkosti zmenit® poskytovatela alebo
poradcu, ukoncit’ sluzbu,
-nedostatocna ochrana dusevného
vlastnictva,

-vyber nespravneho cloud modelu, kategorie
sluzieb alebo poskytovaterla,

-hrozba straty dat alebo kradeze,

-pokles zrucnosti a nedostatok sktsenosti
zamestnancov uctovného oddelenia.

Zdroj: (Kajanova and Veteska, 2020)

Vyvoj technoldgii v oblasti Gctovnictva si taktiez vyzaduje zaskolenie pracovnikov Gctovného
oddelenia a takisto na nich kladie nové naroky. Kvalifika¢né poziadavky sa menia a je dolezité
aby sa prispdsobili aj uebné plany vzdelavacich institicii, ked’ze sa mdze stat’, Ze zru€nosti a
vedomosti absolventa nadobudnuté pocas stidia budi uz po jeho skonceni neaktualne, ¢o mdze
sposobit’ problémy s ich uplatnenim. cloud uétovné rieSenia taktiez pdsobia negativne na trh
prace, ked’ze svojim sposobom st do urcitej miery outsourcingom, a teda s ich nasadenim klesa
potreba zamestnancov na uctovnom oddeleni. V pripade masivneho presadenia tychto
technologii moze prist’ k dramatickému zniZeniu dopytu po uctovnikoch na trhu prace. Okrem
tohto faktu dochadza taktiez k inym negativnym efektom. Jednym z nich je strata zru¢nosti a
tazké nadobtUdanie skusenosti pracovnikov ucétovného oddelenia, kedZe mnoho z ich
povinnosti a aktivit je outsourcovanych uctovnym softvérom. (Chaplin, 2017)

ZAVER

Na zdklade komparacie mdZzeme konstatovat, ze cloudové uctovné sluzby pontikajii vacsiu
agilitu a flexibilitu oproti tradi¢cnym G¢tovnym softvérom, ktoré maju skor staticky charakter.
Segment mobilnych telefonov je v dneSnej dobe dominantny a teda potencial vyuZitia cloud
uctovnych sluzieb je velky, oproti pocitacom st prenosnejsie a hlavne st k dispozicii vacsinu
¢asu, ¢o umoznuje uzivatel'om uctovnych informacii pristup k finanénym datam kedykol'vek.
Azda najviacSou nevyhodou je zavislost’ na internetovom pripojeni, pokial’ nastane vypadok
alebo sa nachadzate v oblasti bez pokrytia, k finanénym datam sa nedostanete. Z vyskumu vsak
vyplyva, Ze na Slovensku je pokrytie internetovym pripojenim dostupné 95% vSetkych
podnikatel'skych subjektov. Preto pri rozhodovani o vybere vhodného ctovného riesenia je
dolezit¢ zobrat do uvahy polohu podnikatel'ského subjektu astym spojenu kvalitu
internetového pripojenia.
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