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Uvodni slovo | Introductory word

V azeni kolegové,

dostava se vam do rukou recenzovany sbornik z Mezinarodni Masarykovy konference pro doktorandy a mladé
védecké pracovniky 2022, jejiz XIII. roénik se konal ve dnech 19. - 21. prosince 2022. Konference se tcastnilo
vice nez 150 ucastnikil z Ceské a Slovenské republiky, Polska, Némecka, a dalsich evropskych statd, mezi nimiz
byli jak PhD. studenti, tak i ostatni zastupci akademickych obci domacich i zahraniénich univerzit. Zamérem
Masarykovy konference bylo poskytnout prostor pro otevienou odbornou diskusi napti¢ viemi programovymi
Nase nékolikaletd snaha o dosazeni tohoto zameéru se naplnila v tomto ro¢niku, kdy lze hrdé¢ Mezinarodni
Masarykovu konferenci zatadit na vrchol nejvétsich doktorandskych konferenci ve stfedni a vychodni Evropé!
Predkladany sbornik obsahuje nékolik set vybranych védeckych textl roz¢lenénych dle odbornych sekci, které
kopiruji obsahovou strukturu mezinarodni konference. Nasim zamérem je Masarykovu konferenci pfiblizit
Spicce mezi celoevropskymi doktorandskymi konferencemi a neomezovat se jen na regiony stfedni a vychodni
Evropy. Od dal$iho ro¢niku nase Mezinarodni Masarykova konference bude zcela nové napojena na platformu
SCIEMCEE, ktera ucastnikim poskytne novy konferenéni komfort odpovidajici potfebam informacni
spolecnosti 21. stoleti. Budeme radi, pokud ndm zachovéte piizeil i v nadchéazejicich ro¢nicich.

S pranim osobnich, védeckych i profesnich tspéchti

¢lenové védeckého vyboru konference

Dear colleagues,

You are holding the reviewed proceedings from the seventh annual International Masaryk Conference for PhD.
Students and Young Researchers 2022, which was held on December 19 - 21, 2022. The conference was
attended by more than 150 people from the Czech Republic and Slovakia, Poland, Germany and other European
countries, including PhD. students as well as other representatives of the academic community from universities
in both the Czech Republic and abroad. The aim of the Masaryk Conference was to provide a space for open
professional discussion across all programme sections, designed to enable as broad a range of PhD. students as
possible to participate. Our several years of effort towards achieving this aim culminated this year, when the
International Masaryk Conference can proudly claim to be the leader amongst the biggest PhD. conferences in
Central and Eastern Europe! The proceedings you are holding contains several hundred selected scientific texts
divided up in specialised sections which replicate the way the content of the international conference is
structured. Our aim is to make the Masaryk Conference one of the top Europe-wide PhD. conferences and not to
restrict it only to the regions of Central and Eastern Europe. What is completely new is that from next year our
Masaryk Conference will be linked to the SCIEMCEE platform, which provides participants with a new level of
conference comfort that meets the needs of the information society of the 21st century. We will be delighted if
you continue to support us in the coming years.

Wishing you great personal, scientific and professional success

Members of the Conference Scientific Committee
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Tomas Garrigue Masar

scientist, philosopher, educator, politician and journalist, the founder of the modern Czechoslovak state,
President of Czechoslovakia

"Tomas Garrigue Masaryk is a leading personality in European history. He wrote himself into history, in fact,
as a man who fought for the truth, a humanist, a philosopher and primarly a democratic politican and the first
president of the Czechoslovak Republic."

Museum T.G. Masaryk Lany

Teaching and scientific career

He was born in Hodonin. His parents sent him to a junior
secondary school after a word in his favour from the local dean,
who praised the boy’s exceptional aptitude and talent. It was
therefore decided that he would go into a teaching career after
finishing school in Hustopede. He went on to study at the German
grammar school in Brno, after being awarded a scholarship due to
his outstanding success as a student. However, a conflict arose
with the grammar school management, due to Masaryk’s refusal
to attend compulsory school confessions, and so he was expelled.
From November 1869 he studied at the Academic Grammar
School. He devoted all his time to studying hard, particularly
languages and philosophy. In 1872 he passed his school leaving
examination and enrolled at the Philosophical Faculty in Vienna
to study Philology. In 1876 he graduated from university and set
off travelling (Italy, Germany). In Germany he spent one year at
the university in Leipzig. His stay there not only enabled
Masaryk to extend his education, but was especially where he
first saw his future lifelong partner Charlotte Garrigue, daughter
of a rich American businessman from New York, in June 1877.
In August, before he left for home, they got engaged. After
returning to Vienna, Masaryk hurried to secure them an
independent existence. The most viable way of doing this seemed
to be obtaining an associate professorship. In September 1878 he
submitted his advanced doctoral thesis, on the topic of suicide. It
met with considerable response when it was issued in book form
(1881). Their first daughter, Alice, was born in May 1879,
followed a year later by a son, Herbert, and another son, Jan, in
1886. It was mostly the desire to provide for his family
financially that led Masaryk to take a post at Prague University.
He arrived in Prague with his family in 1882, the year the
university was split into two parts, Czech and German. His
opinions and his relationship towards his students made him
stand out and appear different; he amazed the conservative
institute with his lectures on various topics that had previously
been taboo (social problems, prostitution, etc.). The same was
true of his wife, a fully emancipated American woman. Despite
these differences and some clashes of opinion, however, he was
accepted and respected by Czech society right from the very start.
In 1883 began to edit "Athenaeum", an academic journal in
which he published his own interpretation of Gebauer’s essay
proposing a new and precise form of authentication, entitled
"Rukopisy zelenohorského a kralovédvorského" (Zelenorske and
Kralovedvorske Manuscripts). This led to a conflict that
gradually grew to become a nationwide affair, with patriotic
sentiment and national politics facing off against scientific truth.
This event turned Masaryk’s interest to political life. In 1897 he
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was appointed Professor at Charles University. By the time the
First World War broke out, Masaryk already had a respectable
scientific, educational, cultural and political career. Before the
end of 1914 he left for Italy and, heeding his friends’ warnings,
never returned to his homeland. He worked in Switzerland (1915)
and later in the year moved to France. For the whole of the war
he bore on his shoulders the greatest burden and responsibility for
the future of the entire Czech and Slovak nation during the talks
in England (1916), Russia (1918) and then in America. On
December 21st 1918 Masaryk returned triumphant to Prague and
a day later gave his first address to the National Assembly at the
Castle. He began with the famous quote from Comenius’s KSaft
(Bequest), which reads "the government of your affairs once
Mgr. Petr Fugik more turns to you, oh Czech people™.

Quoted with the consent of The Office
of the President of the Czech Republic
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SPECIFIKA GENERACI Y, Z A TRH PRACE
THE SPECIFICS OF GENERATIONS Y, Z AND THE LABOR MARKET

Andrea Karas

Abstrakt

Nasledujici ¢lanek nese nazev ,,Specifika generaci Y, Z na trhu prace™ a zahrnuje literarni
reSersi z Ceskych a zahrani¢nich zdroji. V rdmci €lanku jsou charakterizovana specifika a
zasadni rozdily generaci Y a Z a jejich chovéni na trhu prace. V tivodu ¢lanku jsou vymezeny
generace, které jsou nyni aktivni na trhu prace a strucné predstaveny. V dalsi ¢asti jsou blize
specifikovany generace Y, Z a soucasn¢ jsou charakterizovadny zasadni generacni rozdily.
Soucasti tohoto ¢lanku je 1 vlastni dotaznikové Setfeni autorky, které prob¢hlo v roce 2022 a
vyhodnocuje zasadni rozdily mezi generacemi Y, Z.

Klic¢ova slova: generacni rozdily, generace Y, generace Z, zaméstnanci generace Y, Z, trh
prace, lidské zdroje

Abstract

The following article is entitled "Specifics of generations Y, Z on the labor market" and
includes literature research from Czech and foreign sources. The article characterizes the
specifics and fundamental differences of generations Y and Z and their behavior on the labor
market. At the beginning of the article, the generations that are currently active on the labor
market are defined and briefly introduced. In the next part, the generations Y and Z are
specified in more detail and at the same time fundamental generational differences are
characterized. This article also includes the author's own questionnaire survey, which took
place in 2022 and evaluates the fundamental differences between generations Y and Z.

Key words: generational differences, generation Y, employees of generation Y, Z, labor
market, human resources

UVOD

Situace na trhu prace se neustale vyviji. Méni se nejen trendy, které ovlinuji fizeni lidskych
zdroju, jako jsou dusSevni zdravi zaméstnacl, hybridni forma price ¢i zavadéni umelé
intelligence. Souc€asné vSak dochazi ke generacni vymeéné na trhu prace. Aktualné€ jsou na trhu
préace aktivni Ctyfi generace. A pravé genera¢nim rozdilim je vénovam tento odborny ¢lanek,
ktery v uvodu vymezuje specifika jednotlivych generaci na trhu prace s hlavnim zietelem na
generaci Y, Z. V dalsi kapitole tohoto ¢laneku jsou popsany hlavni rozdily mezi témito

vvvvvv

autorky.

1 VYMEZENI GENERACI NA TRHU PRACE

V soucasnosti, Se na trhu prace, nachazi aktivné ¢tyfi generace: Baby Boomers, generace X, Y
a Z. Generace Veteranl nebo tzv. valecna generace (lidé narozeni pfiblizné v letech 1925 —
1945) v soucasné dobé jiz na trhu prace vétSinou nepisobi, protoze jiz odesSli do penze.
(Forbes, 2019) Generace Baby Boomers jsou lidé narozeni ptiblizné v letech 1945 — 1960.
Generace X jsou lidé narozeni ptiblizn¢ v letech 1960 — 1980, generace Y jsou lidé narozeni
ptiblizn¢ v letech 1980 — 1995 a generace Z jsou lidé narozeni ptiblizn¢ v letech 1995 — 2005.
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Je vak nutné zminit, Ze tato ¢asova vymezeni jSOu pouze orientaéni, protoze ohledné nich v
literatuie nepanuje naprosta shoda. (Forbes, 2019; Pros a kol., 2019).

Zajimavym ukazatelem, o aktivit¢ jednotlivych generaci na trhu prace, je obrazek 1,
z vyzkumu od spole¢nosti Hartmann Rico, ktery se vaze k roku 2020 a je z néj patrné,

Vv jakém procentnim rozlozeni byli v roce 2020 jednotlivé generace na trhu prace.

Obrazek 1: Podil generaci na trhu prace v roce 2020

6 %
’Baby boomers
24 %
Generace Zﬁ\
Podil generaci
na trhu prace 35 9
vroce 2020 \ Milenidlové
35 %

GeneraceX /

Zdroj: Hartmann — Rico, a.s. (2020)

Podstatnou generacni vétSinu na trhu prace zaobira generace X (35 %) a generace Y neboli

Milenidlové (35%), déle generace Z (24 %) a generace Baby Boomers je na trhu prace pouze
ze 6 %.

1.1 Specifikace generaci na trhu prace

Nyni je potieba specifikovat jednotlivé generace, které aktivni na trhu prace. Velmi strucné
jsou specifikovany generace Baby Boomers a Generace X. Nejvétsi pozornost je vénovana
generacim Y, Z, které jsou hlavnim pfedmétem tohoto ¢lanku.

= Baby Boomers

Tito lidé se narodili po skonceni 2. svétové valky a své oznaceni ziskali v USA proto, Ze jejich
generace byla v historii viibec nejpocetnéjsi (Glass, 2007). Glass (2007) uvadi, Ze vlivem
udalosti, pii kterych vyristali, jsou to optimistiéti lidé plni elanu a idealti. Cesi z generace
Baby Boomers zaZzili normalizaci, coz je zbavilo jistoty a viry v systém. Pfrezdiva se jim také
»sendvicova generace®, kterd podporuje jak své starnouci rodice, tak i své déti a jejich rodiny.
Udajné jim v soucasné dobé schazi pracovni motivace a ceni si piedeviim svého klidu.
Navzdory vSemu jich je vSak polovina se svym Zivotem spise spokojena.

* Generace X

V Ceské republice je tato znama jako Husakovy déti. Jejich hlavnim cilem je mit klidny Zivot,
vlastni bydleni a mit finan¢ni zabezpeceni. Nevadi jim pracovat, vstavat kvuli praci brzy rano
nebo v ni zlstdvat presCas. Dulezité pro né je, aby zaméstnani umoziovalo naplnéni
zminénych hodnot. (Forbes, 2019) Dalsi autorka Chao (2005) popisuje generaci X tak, ze to
jsou lidé, kteti radi provozuji své konicky a je pro né dilezité mit uspokojujici praci. Definici
generace X shrnuje nasledovné: ,, Prdce je jen tak dobra jako Zivot, ktery zajistuje. “(Chao,
2005)

= GeneraceY

Do této generace fadime dle Marca McCrindla roéniky 1980 - 1994. Generace Y je
povazovana za prvni globalni a technologicky zdatnou generaci ve svété a znama je také pod
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nazvy Gen Y, Millennials, Generation Next, Digital Generation, Nexters, Echo Boomers,
Google generation, Why Generation, atd. (McCrindle, 2014) Ptislusnici Generace Y se
narodili do relativniho klidu a miru jako planované déti Generace X a Baby Boomers. Tato
generace je prvni v historii, kterd vyrostla tpln¢ ponofena do svéta digidlnich technologii. To
utvoftilo jejich identitu a vytvofilo dlouhodobé socidlni, politické a kulturni postoje. Nékteri
povazuji tuto generaci za narcistickou, sebestfednou a linou, nachylnou k ptechodu z
zaméstnani do zaméstnani. Ve srovnani s piedchozi generaci se zda, ze u Mileniall je kladen
diraz na sebe. Tato generace je tedy znama také jako Generace Me. Védcei tvrdi, ze tento
diraz na sebe sama je pravdépodobné vysledkem rostouciho individualismu ve spolecnosti.
technologicka zavislost. Y byli ovlivnéni stale se zrychlujicim vyvojem novych technologii.
Diky tomu, Ze jsou v oblasti technologii tak zdatni, maji k informacim daleko snadné&jsi
pristup. Dokazou rovnéz vyuzivat nescetné¢ mnoho zdrojii a pii feSeni problému filtrovat
podstatné informace, které problém vyftesi. (Eisner, 2005) Ptislusnici Generace Y maji velmi
dobré adaptacni schopnosti, jsou otevieni zméndm a neboji se jich. Jsou zvykli na rychlé
zmény. Nemaji radi ¢ekani a neumi byt ani trpélivi. Na druhou stranu tato generace premysli
globalné, a to pfedevsim proto, Ze se do procesu globalizace narodili. Respektuji ostatni lidské
rasy, narodnosti, nabozenstvi, pohlavi, kulturni hodnoty a sexudlni orientaci. (Tolbize, 2008)
Vzhledem k velkému mnozstvi politickych skandalti a nestabilité politickych systémt v nich
zakortenila nedtivéra k autoritam a politickym piedstavitelim. (Bursh, 2014) Generace Y jsou
také vzdélanéjSi a maji vysSsi uroven technickych znalosti nez pfedchozi generace. Nékteré
vyzkumné studie také ukdzaly, ze maji tendenci byt méné vlasteneckymi a globalnéji
smyslejicimi. (Howell, 2022) Pro Generaci Y je klicem k uspéchu vzdélavani. Na svou
budouci kariéru se ptipravovali prostiednictvim kurzi a béhem formalniho vzdélavani méli
kratkodobé ¢i dlouhodobé staze, aby se dobte pfipravili na nastup do zaméstnani. Nastupem
do préace se jim, dle jejich nazoru, oteviraji nové moznosti vzdeélavani. Za dulezité povazuji
konstantni celozivotni vzdélavani. (Bursh, 2014) Co se tyce Generace Y jakozto zaméstnancil,
jedna se o motivované jedince, ktefi ¢asto zpochybiiuji viid¢i autority, nemaji radi ptikazy a
direktivni styl vedeni. K tomu, aby byli produktivnimi zaméstnanci, nepotiebuji direktivni
vedeni, ale naopak mentora, ktery by jim ptedaval své dosavadni zkuSenosti a ucil je tak
novym vécem. V piipad€, ze prace nebude plnit jejich ofekavani, nemaji problém praci
okamzit¢ zménit. Pro tuto generaci je zména prace naprosto normdlni véci. Neboji se
nezameéstnanosti, jelikoz véti, Ze je jejich rodice podpoii tak, jako tomu bylo v obdobi jejich
dospivani. Vzhledem k jejich pohledu na svét a schopnosti rychle se adaptovat neni pro né
zadny problém pracovat v nadnarodnich spolec¢nostech, kde se mohou setkdvat s rGznymi
kulturnimi odliSnostmi. Stejn¢ jako generace piedchozi se Generace Y snazi o udrzeni
rovnovahy mezi osobnim a pracovnim zivotem. (Mediterranean Journal fo Social Sciences,
2014)

»= Generace Z

Jedna se o zatim nejmladsi generaci. Od utlého véku jsou zvykli pracovat s technologiemi a
internetem, coz méni i zplsob, jak vytvafeji socidlni vazby, komunikuji, vyhledavaji
informace nebo pracuji. (Valasek a kol., 2016). Generace narozena piiblizné¢ mezi lety 1995 —
2009 ma pitihodné pojmenovani po poslednim pismené v abecedé, pro generaci nésledujici se
pak bude pouzivat oznaCeni Generace Alfa. Pfichod Generace Z znamend konec jasné
definovanych roli a tradic, které byly doted’ vS§emi automaticky ptijimany. McCrindle (2014)
dale uvadi, ze veék, ve kterém cCloveék poprvé piijde do styku s digitdlnimi technologiemi,
urcuje, nakolik se tyto technologie stanou soucésti jeho zivotniho stylu. Proto je generace Z
v€lenila prakticky do vSech oblasti svého zivota. Z tohoto diivodu se této generaci nékdy
prezdiva ,,Digital integrators®, “Digital Natives”, “The New Millenials”, ,,Screenagers* nebo
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,1Gen*“ (McCrindle, 2014). V soucasné¢ dobé neni mnoho studii a vyzkumi, které by se
Generaci Z dikladnéji zabyvaly. Sou¢asnou generacni problematikou se pak zabyva zejména
Marc McCrindle ve své knize The ABC of XYZ. Z hlediska riistu a vyvoje je Generace Z
povazovana za nejrychleji dospivajici generaci vibec. The World Health Organisation na
zaklad¢ prizkumi odhalila, Ze tato generace prochazi vétSim mnozstvim zivotnich fazi, nez
generace predchozi a rovnéz potvrzuje tvrzeni, ze pfislusnici Generace Z vstupuji do
jednotlivych obdobi se znaénym casovym piedstihem, coz znamend, ze celkové dospivaji
mnohem rychleji. (McCrindle, 2014) Co se tyka Zivotnich hodnot této generace, tak u ¢eskych
piislusnikd figuruji na prvnich ptickach rodina a ptatelé (uvedlo 91 % respondenti), dale pak
partnersky zivot (87 %), vzdélavani a rozvoj (86 %), prace (85 %) a volny Cas a konicky (83
%). Relativné dulezita je pro n¢ také ekologie, ktera je podstatnd pro 61 % dotazanych. (Pros
a kol., 2019) Jedna z véci, ktera je o Generaci Z jiz nyni celosvétové znama, je ta, ze jiz od
svého narozeni byla vyznamné ovlivnéna technologickymi vymozenostmi, jako jsou laptopy,
tablety, iPhony, iPady apod. Vyvoj technologie vSak neni jedinym faktorem, ktery tuto
generaci ovlivnil a stale ovlivituje. Podivame-li se na piehled udalosti, které ovlivnily
Generaci Z, mizeme si v§imnout, ze na rozdil od generaci pfedchozich béhem jejich Zivota
prozatim nedoslo k zddnym vaznéjSim udalostem. Generace Z prozatim Zije v docela klidné
dobé. Generace Z se jako prvni generace narodila do svéta, kde vSe redlné — hmotné ma svij
virtualni ekvivalent. Na rozdil od ptfedchozich generaci, které vidi tyto dva svéty zcela
oddélené a Casto s pfechodem mezi nimi bojuji, Generace Z je vnima jako jeden celek. Diky
tomu, ze pfisluSnici této generace byli jiz od ran¢ho détstvi s technologickymi novinkami
konfrontovani, je Generace Z povazovana za technologicky nejgramotnéjs$i generaci viibec.
Generace Z technologie vnima jako néco, co zde vzdycky bylo a jejich pouziti jim pfijde
naprosto intuitivni a automatické. Naopak si neumi svét bez technologii ani pfedstavit.
(Sladek, Grabinger, 2018) Pfesuneme-li se k dal$§im charakteristickym vlastnostem této
generace, tak s ohledem na obdobi a situaci, za které vyrustali, jak rodi¢e nemohli najit praci a
vétSina z nich méla znaéné dluhy, se Generace Z stala finanén€ daleko uvédomélejsi nez
generace predchozi. Vyzkumy, které byly provadény v USA, napi. uvadi situaci, kdy si
prislusnici této generace cht&ji néco koupit. Jsou ochotni nakup odlozit do t¢ doby, nez
srovnaji ceny na internetu a vyberou cenu nejlepsi v poméru s kvalitou. (Casandra Report,
2015) (Casandra Report, 2015) Jejich spoleénym znakem s piedchozi generaci, milénialy, je
to, ze preferuji zazitky pied vlastnictvim materialnich véci. (Cerveny, 2018).

2 POROVNANI ROZDIiLU MEZI GENERACEMI Y, Z

Generace Y je zcela odlisna od generace Z, i kdyz se mohou tyto generace zdat velmi
podobné. Obé generace jsou sice zaloZeny na technologiich, ale tyto generace vyrostly vlivem
naprosto odliSnych rodiCovskych styld, které ovliviiuji, jak pfistupuji k problémim -
K osobnim i pracovnim. Generace Y je plna snilkd diky vychové rodict z generace Baby
Boomers, ktefi své déti generace Y vychovali tak, aby véftili v americky sen. Povzbuzovali
gen Y, aby pronasledoval své va$né a sny, kamkoliv mohou vést. Rodice generace X
sledovali, jak Generace Y selhdva a ekonomika se hroti, proto se rozhodli své déti vychovavat
pokracovat v tom. (Sladek, Gabringer, 2018) Autofi Sladek a Gabringer (2018) na zakladé
studie na univerzit¢ XYZ sestavili studii, kde také shrnuji hlavni rozdily mezi jednotlivymi
generacemi. Zakladni rozdily jsou uvedeny v tabulce 1.
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Tabulka 1: Rozdily mezi generacemi Y a Z

Generace Y Generace Z

Obdobi narozeni 1982 - 1995 1996 - 2009

Mezinarodni pojmenovani | Millennials, Echo Boomers, | The iGeneration, Generation
Trohpy Generation C (connected), Digital

Natives

Charakteristika

Sebejisti, digitalni mysleni,
narocni

Realisticti, kreativni, hyper-
piipojeni

Vlivy, které ovlivnily jejich
chovani

Mikro vychova jejich rodici;
technologie; vzdy odménéni
za praci; vychovavani jako
vysoce uspésni

Vyrostli v kultute strachu;
mobilni technologie; tzv.
,helicopter parents®; socidlni
média

Preferuji vizudlni
komunikaci prosttednictvim
technologii misto osobnich
setkani. Ocekavaji, ze budou
schopni komunikovat,
kdykoliv a kdekoliv.

Hledaji svou identitu;
nedostatek pracovnich
ptilezitosti; ziji americkym
snem; berou se prilis vazné

Komunikacni styly Preferuji Castéjsi zpétnou
vazbu a feSeni problému
prostiednictvim technologii
misto telefonatd nebo

schuzek.

Dluhy; nezaméstnanost;
potize s pfechodem do
zamé&stnani z vysoké Skoly;
negativni stereotypy; berou
se prili§ vazné

Maji kratké rozpéti
pozornosti a vysoké naroky
a ptaji se: ,,Co je z toho pro
me?*

Problémy, kterym nyni celi

Nedostatky Potieba struktury; ptilisna
duvéra ve své znalosti;
nedostatek interpersonalnich
dovednosti; ocekavaji rychlé

vysledky

Zdroj: vlastni zpracovani dle (Sladek, Grabinger, 2018)

Mezi dal$i zajimavé vysledky porovnani jednotlivych generaci Y a Z je tfeba zatadit také
aktualni prazkum, ktery realizovala spolecnost Deloitte (2022). Prizkum probihal ve 46
zemich svéta a zucastnilo se jej vice nez 23 000 respondentti. Cilem tohoto prizkumu bylo
zjistit, jaka témata v pracovnim zivoté fesi Milenialové a genrace Z a jaké faktory maji vliv na
jejich postoje a rozhodovani a jak vidi svou profesni budoucnost. Generace Z a Milenialové
se citi hluboce znepokojeni stavem svéta a svou vlastni budoucnosti. V dusledku
probihajicich krizi pfehodnocuji své priority a aktivné se snazi vyvazit vyzvy svého
kazdodenniho Zivota se svou touhou ¥idit spole¢enskou zménu. Zivotni naklady jsou hlavnim
problémem mezi Gen Z (29 % respondentll) a Milenialy (36 % respondentil). Mnozi Ziji od
vyplaty k vyplaté a nejsou si jisti, ze budou moci pohodIn¢ odejit do dichodu. Aby vyzili,
vice nez Ctyfi z deseti Gen Z a tfetina milenial maji vedle svého hlavniho zaméstnani,
vedlej$i zaméstnani na ¢astecny nebo plny uvazek. Na S§irsi spolecenské urovni jsou Gen Z a
Milenialové hluboce znepokojeni majetkovou nerovnosti a nejsou optimistiti, ze se
ekonomicka situace v jejich zemich zlepsi. Velka rezignace signalizuje bod zlomu v reakci na
pokracujici nespokojenost, rostouci nedivéru v podnikani a Sokujici udalosti, jako je
pandemie, které piimély mnohé ptehodnotit, co je pro né dulezité. Odmeénovani, lepsi
rovnovaha mezi pracovnim a soukromym Zivotem a vice piileZitosti k ueni a rozvoji jsou na
vrcholu seznamu. Dalsim faktorem je finanéni ohodnoceni, které byva hlavnim problémem,
pro¢ predevSim generace Z opousti svd zaméstnani. Pfi vybéru zaméstnavatele vSak vedle
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platu hraje dulezitou roli také work-life balance, ktery je dulezity pro (39 % respondenti
generace Y) a pro (32 % respondentl generace Z), moznosti vzdélavani a rozvoje (shodné 29
% respondentti obou generaci) a pozitivni firemni kultura (shodné 23 % respondentii obou
generaci). Soulad s hodnotami zaméstnavatelli je také kliCovym faktorem pro setrvani
v zaméstnani. Dle prizkumu zhruba dva z péti respondenti uvedli, ze odmitli praci nebo tkol,
protoze neodpovidaly jejich hodnotam nebo nebyly v souladu s jejich postoji. Dilezitym
faktorem je také flexibilita (po vice nez 75 % respondentil), ktefi preferuji distancni ¢i
hybridni rezim prace. Poslednim dulezitym faktorem, je zejména pro generaci Z (46 %
respodentil), dlouhodoba vysoka urovein stresu. Milenidlové prozivaji vystresovani v mensi
mife a to (38 % respodenttl). Spole¢nym problémem je vSak syndrom vyhoteni (vice nez 45
% zastupcli obou generaci), ktery je zplisobeny intenzitou nebo naroc¢nosti jejich prace. Vice
nez 50 % respodentl z fad obou generaci se vSak domniva, ze zam¢stnavatelé zacalil témata
jako duSevni zdravi ¢1 well-beeing feSit intenzivnéji a to zejména v souvislosti s
koronavirovou krizi. Mnozi se vSak nedomnivaji, ze zvySené zaméfeni mélo za nasledek
n&jaky vyznamny dopad na zaméstnance. (Delloite, 2022) Kdyz zohlednime i priizkum v CR
se zfetelem na pracovni prostfedi, tak v oblasti flexibilni pracovni doby a home office, dvé
ttetiny z fad generace Z preferuje pracovat remote, zatimto 60 % Milenialll preferuje hybridni
usporadani prace. Ob¢ generace vnimaji vyhodu v moZznosti vénovat se vedle prace i jinym
vécem. AvSak Generace Zsi uvédomuje, ze home office zté¢zuje navazovani kontaktd
v s kolegy, vramci pracovniho prostfedi. Dalsi podstatnou oblasti je pro ob& generace
vzdélavani a rekvalifikace (Milenidlové 67 % respondentti a generace Z 60 % respondentt) a
ob¢ generace se shoduji, ze v nésledujicich 12 mésicich se zhorsi celkova ekonomicka situace
v CR. (Deloitte, 2022)

Dalsi vyzkum, ktery byl zaméten na chovani generaci Y, Z v pracovnim prostiedi realizovala
spolecnost Jobs Network News v roce 2019, ktery byl pfedstaven téhoZ roku na konferenci
Gartner IT Symposium v Barceloné. Mezi hlavni poznatky patii, ze pravé generace Z bude
pfiblizné€ v roce 2025 schopna navrhovat nové Uspesné digitalni funkce a to ptedevsim proto,
ze Gen Z jiz neni potieba ucit ,,myslet digitaln¢*, ale maji nejvetsi predpoklady k odhadnuti
potteb uzivateld a zakazniki v digitdlni spolecnosti. Z vysledkd vyplyva, ze je Gen
Z v pracovnim prostifedi ¢asto mylné¢ vnimana a fizena podobné jako generace Milenidli.
PresvédCeni a povahové rysy jsou vsak spiSe podobné generaci X, ¢i Baby Boomers, nez
pravé Milenidlim. V pfipadé, Ze budou zaméstnavatelé generaci Z spravné naslouchat a bude
tato generace spravn¢ vedena, budou pochopeny jejich hodnoty a socialni navyky na
pracovisti, muze tato generace nejvice pomoci s urychlenim procesu digitalni transformace.
Pti prvnich zkuSenostech podnikové exekutivy pfi praci s generaci Z se objevily prvni zasadni
rozdily. Tato generace klade otazky az ptekvapiveé pfimo — jsou pfiméjsi, umi se ptat a ucit od
zkuSengjSich kolegi. Manazefi vyhodnocuji tuto generaci jako plné technologickou
s obrovskou sebedlivérou, zaroven autonomni a ochotou tvrde pracovat, chovat se asertivné a
prostiedi, protoZe neradi sdili prostor s ostatnimi. Od zacatku své prace se zajimaji o to, jak
budu piispivat chodu spolecnosti — touzi zanechat spolu a délat pfinosné ¢innosti. Velmi si
vazi sveého Casu a chtéji znat model, podle kterého budou odménovani ¢i ocekéavaji pravidelna
povysSeni nebo alesponi navySeni platu za vérnost a tvrdou praci pro zameéstnavatele.
Zaméstnanci z fad generace Z si Casto planuji kariéru od samého pocatku a jsou ochotni
vénovat €as rozvoji svych dovednosti a obecné Cinnostem, které zvysuji Sanci ke kariérnimu
rustu. Zde je hlavni rozdil s Milenidly, ktefi jsou tzv. pracovnimi ,,fluktuanty®, ktefi chtéji
vice ménit role nebo podnikat. Generace Z chce byt respektovana a odménovana za to, co
skutecné umi a zné a nikoliv pro sviij potencial. (Jobs Network News, 2019)
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V roce 2022 realizovala autorka ¢lanku dotaznikové Setfeni v ramci CR, se zaméfenim na
specifikaci generaci Y, Z. Cilem Setfeni bylo zjisténi aktualniho stavu respondentt v oblasti
vzdélani, zaméstnani, pracovnich preferenci, ocekavaného ohodnoceni a vyhodnoceni
a 27 muzl. Pocet respondentl je generacné témeétf vyrovnan, mirné prevazuji respondenti
generace Za to (56 respondentl) a z generace Y (49 respondentll). Vysledky jsou
vyhodnoceny porovnanim hodnot relativni Cetnosti. Diky tomuto porovnani je patrné, kde
jsou nejveétsi generacni rozdily.

Nasledujici tabulka 2 zobrazuje nejvétsi rozdil aktualniho stavu uplatnéni generaci Y, Z na
trhu prace.

Tabulka 2: Aktualni stav uplatnéni na trhu prace

Rozdil v relativni
Aktualni stav Generace Z | Generace Y cetnosti

Studuji V3, VO3 44,6% 3,4%|) 41,2%
Soucasné studuji i pracuji 24,1% 3,4% | 20,7%
Pracuji na hlavni pracovni pomér 10,8% 23,7% J 12,9%
Pracuji na dohodu 8,4% 6,8% [| 1,6%
Pracuji jako 0SVE/ pednikam 4,8% 18,6%(. |  13,8%
Pracuji na caste€ny Uvazek 3,6% 6,8% |:| 3,2%
Hledam si praci/ brigadu 2,4% 0,0% |:| 2.4%
Jsem na materské dovolené 1,2% 32,2% Ii 31,0%
Jind 0,0% 5,1%]| | 5,1%
Jsem registrovan/a na Ufadu prace 0,0% 0,0% 0,0%
Studuji 58, 508, uéilistd 0,0% 0,0% 0,0%

Zdroj: vlastni zpracovani

Mezi generacemi panuje v oblasti vzdélani znaény rozdil a to ten, ze 44,6 % respondentd
generace Z stale studuje VS, VOS, coz odpovida jejich véku. U generace Y bylo nalezeno
pouze 3,4 % respondentd, ktefi stale studuji VS, VOS $kolu. Dalim zasadnim rozdilem, ktery
se taktéz vaze k veku respondentl je fakt, Ze 31 % respondentl z fad generace Y, kterd je na
matetské dovolené. Lidé z fad generace Y jsou nyni v nejproduktivnéj$§im véku a bud’ buduji
na plno svou kariéru nebo zaloZily ¢i zakladaji rodiny. Tfetim zdsadnim rozdilem je, ze 24,1
% respondentl z fad generace Z, ktera souCasné studuje i pracuje, na rozdil od generace Y,
ktera je v tomto piipad¢ zastoupena jen z 3,4 %. Zajimavymi ukazateli jsou také formy prace
u jednotlivych generaci. Z fad generace Y nalezneme 23,7 % respondentt, ktefi pracuji na
hlavni pracovni pomér, narozdil od generace Z, ktera zaujima 10,8 % respondentii. A stejné
tak forma prace jako OSVC & podnikani je prioritni u 18,6 % respondentii ze strany generace
Y a pouze 4,8 % respondentli ze strany generace Z. Tyto rozdily jsou dany ale ptredevSim
vékovym rozdilem mezi jednotlivymi generaci, kdy generace Y jiz dokoncila své studia a
pohybuje se jiz delsi dobu na trhu prace a generace Z je nyni v plném procesu studia VS &i
teprve pronika na trh prace a snazi se na ném uplatnit.

Tabulka 3 porovnava rozdily mezi preferencemi vykonu prace jednotlivych generaci.
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Tabulka 3: Preference vykonu prace generaci Y, Z

Rozdil v relativni
Preference vykonu prace Generace Z | Generace Y cetnosti

0sv{/ podnikatel 23,5% 28,8% |—I 5,3%
Ve stiedné velké firmé 20,2% 19,2%| | 1,0%
Ve velké, mezindrodni, narodni firmé &i korpord 19,3% 20,5% :| 1,2%
V malé/ rodinné firmé 16,0% 16,4% :| 0,4%
Zajimavy Start-up 14,3% 11,0%|8 3,3%
Dohoda/ brigddné 5,9% 0,0% (1 5,9%
Jina 0,8% 1,4%]| | 0,6%
7adna 0,0% 2,7%|0 | 2,7%
74dna 7 uvedenvch mo¥nosti 0.0% 0.0% 0.0%

Zdroj: vlastni zpracovani

Zasadni rozdil je patrny piedev§im u prace na dohodu/ brigadné, o kterou ma zajem 5,9 %
respondentll z fad generace Z, ale 0 % respondentli ze strany generace Y. DalSim rozdilem je
preference prace jako OSVC/podnikatel, kdy u tuto formu prace méa zajem 28,8 % z fad
generace Y a 23,5 % respondentli z fad generace Z, ale zajimavé je, Ze ob& generace tuto
formu prace preferuji pred klasickou formou zaméstndni v malé, stfedni ¢i velké firmé apod.
Dale je tfeba zohlednit zajem o praci v zajimavém Start-upu, ktery zajima 14,3 % respondentil
ze stran generace Z a 11 % ze stran generace Y.

Tabulka 4 zobrazuje o¢ekavané preference v zaméstnani generaci Y, Z.

Tabulka 4: Ocekavané preference v zaméstnani generaci Y, Z

Rozdil v relativni
Ocekavané preference Generace Z | Generace Y cetnosti

MoZnost kariérniho ristu 12,8% 5,6% I 8,2%
Adekvatni mzdové chodnoceni 12,5% 13,2% D 0,7%
Prijemné pracovni prostredi 11,8% 8,6%|0 B,2%
Pfijemna pracovni atmosféra 10,5% 12,2%0 | 1,7%
Finanéni mativaéni odmény navic 8,7% 73%L | 1,4%
Adekvatni zpétna vazba od nadrizeného 6,1% ?,5%’E| 1,5%
Home office 6,1% 10,6% l 4,5%
Bonusy ve formé poukazi 5,4% 4,0%0 | 1,4%
Relax zone a odpocinek v praci 4,6% 4,3%}D 0,3%
Sick days 4,6% 5,3% D 0,7%
Pojisténi od zaméstnavatele 4,3% 2,3% [ | 2,0%
Adekvatni adaptacni program pro novacky 3,8% 1,7% [ 2,1%
Firemni automobil 3,1% 3,3% |] 0,2%
Firemni notebook 3,1% 5,3% [ | 2,2%
Firemni telefon 2,3% 4,0% I_I 1,7%
lind n a0 1 nee ] n 7o

Zdroj: vlastni zpracovani

Nejcetnéjsi rozdil v ocekavanych preferencich v zaméstnani je nejpatrnéjsi u home office, kdy
pro 10,6 % respondentll generace Y je tato preference dulezita a z fad generace Z pouze 6,1
%. Tento rozdil mize byt dan z né€kolika duvodd. NejspisSe zde mél vliv Covid-19, kdy
generace Y pracovala pfevazné formou home office a tento zpisob prace se této generaci
casteéné osveédCil. Také chce mit nejspiSe generace Y vice Casu na rodinu a je pro né
pohodIngjsi prace z domova. Naopak generace Z, kterd se snazi proniknout na pracovni trh se
chce nyni naucit co nejvice, adaptovat se, seznamovat se a ucit se od zkusenéjSich, takze
nema takovy zdjem o tuto preferenci. Dalsi dulezitou preferenci, u které je zna¢ny rozdil je
moznost kariérniho rustu. Generace Y preferuje moznost kariérniho ristu z 9,6 %, ale
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generace Z 12,8 %. Je to nejspiSe dano tim, Ze generace Z ma jeste vétsi ambice, neZ generace
ptedchozi, a pfedevsim je tento rozdil dany v tom, Ze generace Y jiZ na trhu prace jiz né€jakou
dobu figuruje. Dalsi rozdil je patrny v pfijemném pracovnim prostiedi a pfijemné pracovni
atmosféte. Zatimco generace Z preferuje piijjemné pracovni prostiedi, generace Y preferuje
predev§im pfijemnou pracovni atmosféru. Tento fakt je dan tim, ze si generace Y jiz
uvédomuje, jak je dulezité, aby fungovaly vztahy na pracovisti a Ze stres mize maximalné
ovlivnit firemni prostiedi.

3 ZAVER

Tento odborny ¢lanek pojednéva o generacich, které jsou v soucasné situaci aktivni na trhu
prace a to na generaci Baby Boomers, generaci X, Y a Z. V uvodu ¢lanku je vymezena
charakteristika jednotlivych generaci a dale je ¢lanek zamétfen na blizsi specifikaci generaci
Y, Z, které budou v blizké budoucnosti hlavni kohortou na trhu prace a jejich vysledky prace
budou pro mnohé firmy zasadni. V ramci ¢lanku jsou specifikovany hlavni rozdily mezi
generaci Y, Z a to na zaklad¢ reSerSe z Ceskych a zahrani¢nich odbornych zdrojti. Soucasti

vvvvvv

dospéla.
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KEY LEADERSHIP COMPETENCIES IN MANAGING REMOTE
EMPLOYEE PERFORMANCE

Monika Vojtekovda, Anna LaSdkova

Abstract

The spread of the remote working arrangements has brought about questions on what
influences the remote work success and job performance of remote employees. The aim of
this paper is to identify which leadership competencies are most important for ensuring good
subordinates’ performance when managing remotely. A panel of experts has been created to
collect expert opinions on the topic, using the Korn Ferry Leadership Architect competency
framework as a basis. The results show the most important leadership competencies as
perceived by the experts include effective communication, instilling trust and driving results.
The findings provide basis for further research on the effect of the identified leadership
competencies on job performance of remote subordinates, as well as practical implications for
managers leading remotely.

Keywords: remote work, work from home, telecommuting, performance management,
leadership competencies, e-leadership

1 INTRODUCTION

Remote working practices have gained unprecedented popularity over the past three years.
Leaders around the world have been increasingly pushed into leading remotely as work from
home, or a hybrid model of working, became more prevalent also due to the COVID-19
pandemic. They needed to start using virtual platforms and other ICT tools to communicate
with their followers and under such circumstances it may have been more difficult for them to
keep employees engaged and productive. Since the COVID-19 pandemic-related lockdowns,
academics and practitioners have been even more interested in how remote work affects the
job performance of employees.

While there are presumably various other factors affecting the success of remote work —
which are related to the employee characteristics, their motivation or working environment —
this paper focuses on the influence of the leadership. The leadership effectiveness was found
to be related to virtual teams’ performance (Kashive et al., 2022) and the role of leaders may
be significant as they influence how their teams adapt to this alternative working arrangement
and deal with problems without face-to-face-interaction with colleagues.

The widespread remote work has brought about concerns about the implications of virtual
work arrangements on performance. For instance, research by Neufeld and Fang (2005)
showed strong association between the quality of social interactions between telecommuting
employees and managers. High quality leader-member exchange is known to positively
predict performance of employees and physical distance was found to work as a moderator in
the leadership-performance relationship. However, it was also found that leader-member
exchange can lead to high performance of the followers regardless of physical distance
between managers and their subordinates (Howell and Hall-Merenda, 1999). A previous
literature review (Avlani and Charalampous, 2021) based on research done between 2001 and
2019 showed that trust and relationship-building skills, communication skills and technology
skills appeared to be essential for remote leaders.

Current scientific literature does not yet provide enough comprehensive research on a set of
leadership competencies that are crucial specifically when managers lead remotely. The aim
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of this paper is therefore to identify which leadership competencies are most important when
managing remote employees to support their job performance.

2 MATERIAL AND METHODS

This study builds on an exploratory and qualitative design in order to develop an initial
understanding of leadership competencies that are most linked to job performance of remote
workers. Opinions of a panel of experts were surveyed via an online questionnaire between
September 23 — November 5, 2022. The sample composition was established based on the
purposive sampling. The panel respondents were carefully selected based on their
professional expertise in managing remote teams. The sample consisted of 27 experts and
included people from academia specialized in management, HR management and
organizational behavior, and also HR managers, organizational consultants and business
managers with extensive experience in leading remote employees.

Table 1 provides basic characteristics of the respondents in terms of their job, sector, seniority
and gender. Five respodents were from academia, ten from human resource management and
twelve were business managers on various levels; average experience was 16.4 years.

Table 1: Characteristics of the respondents
Job title Sector Years of Gender
experience
Professor University education and research 15 female
Assistant Professor University education and research 15 female
Assistant Professor University education and research 21 male
Associate Professor University education and research 9 male
Assistant Professor University education and research 11 female
Leader, Business Intelligence IT 11 male
Manager of Design Department IT 10 female
HR Manager IT 25 female
CEO IT 22 female
Tech Lead IT 10 male
Managing Director IT 18 female
Manager, IT Architect IT 18 male
Head of HR IT/ Telco 20 female
Manager NGO, IT 18 female
Senior Client Manager & Line Advertising / Marketing 11 female
Manager
HR Consultant Banking 15 male
HR Manager Banking 20 female
CEO Consulting 16 male
HR Manager FMCG 15 female
Business and HR Consultant, Mentor, FMCG, Telco, Pharma 38 female
Coach
HR Consultant HR consulting 22 female
Team Leader, HR Consultant HR management consulting 11 female
Director Investment fund management 20 male
CEO Pharma 17 female
Reward Manager Real estate 10 male
HR Business Partner Real estate 10 female
Lector Training, Management consulting 15 female
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The questionnaire was based on the Korn Ferry Leadership Architect™ (Barnfield, Lombardo
and Eichinger, 2015), a framework used by Korn Ferry, a global management consulting
company. This framework was developed from the previous research by Robert W. Eichinger
and Michael M. Lombardo (Meuse et al., 2007), the legacy Lominger competencies and was
based on quantitative, qualitative, and market-based data. The KFLA describes 38 leadership
competencies (skills and behaviors required for success that can be observed) in total, which
relate to four factors — Thought, Results, People, and Self. The complete list of the
competency inventory is provided in the Table 2.

Table 2: Korn Ferry Leadership Architect competencies

Factor

Cluster

Competency

Thought

Understanding the Business

Business Insight

Customer Focus

Financial Acumen

Tech Savvy

Making the Right Call

Manages Complexity

Decision Quality

Balances Stakeholders

Creating the New & Different

Global Perspective

Cultivates Innovation

Strategic Mindset

Results

Taking Initiative

Action Oriented

Resourcefulness

Managing Execution

Directs Work

Plans and Aligns

Optimizes Work Processes

Focusing on Performance

Ensures Accountability

Drives Results

People

Building Collaborative Relationships

Collaborates

Manages Conflict

Interpersonal Savvy

Builds Network

Optimizing Diverse Talent

Attracts Top Talent

Develops Talent

Values Differences

Builds Effective Teams

Influencing People

Communicates Effectively

Drives Engagement

Organizational Savvy

Persuades

Drives Vision and Purpose

Self

Being Authentic

Courage

Instills Trust

Being Open

Demonstrates Self-Awareness

Self-Development

Being Flexible & Adaptable

Manages Ambiguity
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Nimble Learning
Being Resilient
Situational Adaptability

Source: Korn Ferry

The respondents were asked to select an unlimited number of competencies that they believe
contribute significantly to a good job performance of remote workers, if their manager
masters these competencies. Each respondent selected min. 4 — max. 33 competencies, 16.7
competencies on average. The respondents were subsequently asked to rank the set of their
own selected competencies from the most important to the least important. To analyse the
data, options were assigned reverse scores based on the order each participant ranked it, i.e. a
competency ranked as the 1% most important by an individual respondent was assigned a
score of 38, competency ranked as 2" was assigned a score of 37, etc. For each competency,
an average was calculated based on total score and total number of respondents. On top of the
ranking task, the form included an open question to describe additional characteristics of the
leader that supports the job performance of remote employees.

3 RESULTS

The results offer a ranking of all 38 competencies in Table 3. All of them have been identified
as crucial (for managers to manage performance of their remote workers) at least by one
respondent; however, attention is given mainly to the top ranking competencies that are
considered crucial by a higher number of respondents or high importance have been assigned
to them.

Table 3: Ranking of competencies

# Competence 22:@? Average | Factor Cluster

1 | Communicates Effectively 816 30.22 People Influencing People

2 Drives Results 649 24.04 Results Focusing on Performance

3 Instills Trust 631 23.37 Self Being Authentic

4 Manages Complexity 536 19.85 | Thought Making the Right Call

5 Plans and Aligns 533 19.74 Results Managing Execution

6 Situational Adaptability 529 19.59 Self Being Flexible & Adaptable
7 | Optimizes Work Processes 525 19.44 Results Managing Execution

8 Interpersonal Savvy 498 18.44 People Building Collaborative Relationships
9 Organizational Savvy 481 17.81 People Influencing People

10 Decision Quality 479 17.74 | Thought Making the Right Call

11 Directs Work 460 17.04 Results Managing Execution

12 Manages Ambiguity 434 16.07 Self Being Flexible & Adaptable
13 Collaborates 417 15.44 People Building Collaborative Relationships
14 Drives Vision and Purpose 414 15.33 People Influencing People

15 Business Insight 367 13.59 | Thought Understanding the Business
16 Strategic Mindset 359 13.30 | Thought Creating the New & Different
17 Ensures Accountability 358 13.26 Results Focusing on Performance
18 Builds Effective Teams 353 13.07 People Optimizing Diverse Talent
19 Resourcefulness 328 12.15 Results Taking Initiative

20 Develops Talent 311 11.52 People Optimizing Diverse Talent
21 Cultivates Innovation 284 10.52 | Thought Creating the New & Different
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22 Balances Stakeholders 273 10.11 | Thought Making the Right Call

23 Tech Savvy 265 9.81 Thought Understanding the Business

24 Drives Engagement 264 9.78 People Influencing People

25 Manages Conflict 254 941 People Building Collaborative Relationships
26 Being Resilient 221 8.19 Self Being Flexible & Adaptable

27 Values Differences 215 7.96 People Optimizing Diverse Talent

28 Courage 213 7.89 Self Being Authentic

29 Global Perspective 202 7.48 Thought Creating the New & Different

30 Self-Development 175 6.48 Self Being Open

31| Demonstrates Self-Awareness 172 6.37 Self Being Open

32 Customer Focus 171 6.33 Thought Understanding the Business

33 Action Oriented 159 5.89 Results Taking Initiative

34 Persuades 108 4.00 People Influencing People

35 Builds Network 102 3.78 People Building Collaborative Relationships
36 Nimble Learning 82 3.04 Self Being Flexible & Adaptable

37 Attracts Top Talent 75 2.78 People Optimizing Diverse Talent

38 Financial Acumen 44 1.63 Thought Understanding the Business

Source: own research

The competencies that were selected by most respondents were communicates effectively (by
89%) instills trust (by 78%) and drives results (by 74%). Interestingly, majority of the top 20
competencies belong to the People and Results groups of competencies, specifically to the
Influcencing People and Managing Execution clusters.

Some responses to the open question on additional competencies overlapped with the
predefined KFLA options. Original characteristics not included in the KFLA, were:
orientation to results instead of time spent at the workplace, giving autonomy to employees,
being humane and unbiased, empathy, strictness in drawing consequences in case of poor
results, eliminating activities which are not necessary for work (useless meetings,
administrative burden), enthusiasm and patience.

4 DISCUSSION

Although there has not been a lot of comprehensive research investigating leadership
competencies needed in remote environment, our results support the findings of some studies.
Van Wart et al. have proposed a definition of e-leadership as “effective use and blending of
electronic and traditional methods of communication” and six most important skill-based
competencies that successful e-leaders should develop: e-communication, e-social skills, e-
team building skills, e-change management, e-technological skills, and e-trustworthiness (Van
Wart et al., 2019). Our results are partially in accordance with suggestions by Van Wart et al.
— our competency communicates effectively — being considered as communication skills,
interpersonal savvy — as social skills, instills trust — as trustworthiness. However, the rest of
the proposed competencies — team building, change management and technological skills —
have not ranked very high in our results. Builds effective teams ranked 18", tech sawvy,
although considered important in virtual management due to the needed knowledge of ICT
tools (Liu et al., 2018; Van Wart et al., 2019), ranked 23" and change management skills
were not represented in our chosen competency library. The fact that respondents did not
place too much emphasis on the tech savvy skill might be explained by assumption that due to
the remote work becoming a commonplace and most managers having had a lot of practice
using ICT technology, such skill is not considered as problematic anymore.
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Similarly, some previous research focused on conflict management and although Furumo
(2009) suggested that conflict is more likely to emerge in virtual teams, our results show that
the respondents did not consider the ability to manage conflict as very crucial.

The impact our identified competencies can have on followers’ job performance can be
expected also based on research linking them to other concepts associated with job
performance, thus indirectly affecting it. Chaudhary et al. (2022) investigated e-competencies
of leaders that were affecting the wellbeing of employees. They were e-communication skills,
but also e-change management skills and e-technological skills.

Specific competencies that rank as the most important in our research and are also often found
in other literature, are accompanied by the definitions from the Korn Ferry Leadership
Architect™ and further discussed as follows:

Communicates effectively

“Developing and delivering multi-mode communications that convey a clear understanding of
the unique needs of different audiences.”

Many studies of virtual teams focus generally on the need for communication (Gilson et al.,
2015; Gluckler & Schrott, 2007) and others highlight that communication in virtual teams can
be challenging (Hambley, O’Neill, & Kline, 2007). Prior research also investigated
communication effectiveness as a predictor of leader performance, although distance did not
prove to have an influence on communication effectiveness (Neufeld et al., 2010). In older
studies there was an assumption that for managers leading remotely, it is more difficult to
attain high communication effectiveness. They can communicate with their followers both
synchronously and asynchronously. Research dating back to the 1990s and end of 80s
assumed that communication via ICT (due to fewer opportunities for interaction and time
delays) might not compensate for the lack of physical social presence. For that reason, it
might be more strenuous for remote leaders to explain messages communicated to their
followers than it would be in case of face-to-face contact (Avolio and Kahai, 2003).
Nonetheless, recent advances in technology enabling real-time communication might
moderate the relationship between distance and communication effectiveness.

In a project by Sinclair et al. (2021) aimed at leadership excellence in remote environment
based on transformational leadership model it was found out that communication between
leaders and their remote subordinates needed improvement. Focus was on understanding of
the work by the leaders, decision making and supporting the employees. According to this
paper, remote communication can be enhanced via virtual observations and individual
monthly meetings. Tips by Larson et al. (2020) on managing newly remote employees also
focus mainly on maintaining effective communication — such as planning daily check-ins —
either one-on-one or team calls where employees can consult their concerns; using different
technologies as communications channels (video conferencing that may decrease the sense of
isolation; individual messaging such as Slack, Teams, Zoom for informal conversations. It is
also crucial to set rules of engagement with employees, i.e. expectations of means, frequency
and timing of communication. Social interaction can be improved by having informal
conversations about topics unrelated to work, e.g. at the beginning of calls. Darics also places
emphasis on nonverbal communication as an important element of communication skills,
since the ability to convey a message in virtual environment using nonverbal cues can prevent
miscommunication (Darics, 2017).

Furthermore, it is important to view this competency also as intertwined with others. A study
carried out during the COVID-19 pandemic proved communication quality to work as a
partial mediator in internal and external leadership roles and trust relationship (Kashive et al.,
2022). Zhang et al. (2008) describe performance management as an intercommunication
process and view communication and timely feedback as a key element of psychological
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contract. It can be concluded that the importance of effective communication is even more
important in remote setting.

Instills trust

“Gaining the confidence and trust of others through honesty, integrity, and authenticity.”
Trust can be considered as one of the pillars of effective relationships and leads to better work
collaboration and conflict resolution. Being trustworthy translates to being honest, authentic,
consistent and credible. Various studies have pointed to the need of developing trusting
relationships as an important ability of remote leaders. Managers striving for building
connections with remote teams are able to lead successfully in spite of lacking personal
interactions, as shown in the study by Avolio and Kahai (2003). In a subsequent study, Gerke
(2006) also suggested the need of building trusting relationships and engaging with remote
employees in order to improve their job performance, e.g. via informal communication before
work-related discussions during calls, or physical meetings especially in the initial stages of
team formation. Maduka et al. (2018) corroborated that the lack of in-person meetings or calls
at the beginning of the team’s formation might lead to low levels of trust and team cohesion.
Furumo’s results (2009) also suggest the positive impact of trust on the success of virtual
teams. According to Henttonen & Blomqvist (2005), trust can be driven by open
communication, timely responses and feedback. It is also argued that trust, commitment and
communication are crucial for virtual teams’ success. Zaccaro and Bader (2002) suggested
that especially in remote work, identification-based trust, i.e. positive interactions, mutual
understanding and aligning goals with expectations, is crucial.

Drives results

“Consistently achieving results, even under tough circumstances.”

The competency to drive results is obviously linked to higher job performance of team
members, and this option also takes the third place in our ranking. It can be defined by an
overall achievement mindset of the leader, who is excited to take the initiative and gives
organizational performance a high priority. To drive the results, a leader must communicate a
vision and be able to set priorities, and develop and implement plans — another competency
thar ranked high in our survey, Plans and aligns:

“Planning and prioritizing work to meet commitments aligned with organizational goals.”
Being one of the core managerial functions, planning has been covered also by Ware and
Grantham (2010) as one of the core best practices that success depends on when managing
distributed remote teams.

Optimizes work processes

“Knowing the most effective and efficient processes to get things done, with a focus on
continuous improvement.”

Authors Eikenberry and Turmel (2018) also consider process improvements as one of the
things the remarkable long-distance leaders need to focus on.

Manages complexity

“Making sense of complex, high quantity, and sometimes contradictory information to
effectively solve problems.”

As Uhl-Bien puts it, complexity in organizations is defined by pressures and problems for
which there is no known solution, people who have not worked together before must form
new partnerships that are characterized by conflicting views and agents with high
interdependence. COVID-19-related work from home can be viewed as an example of such
pressures (Uhl-Bien, 2021). Eddleston and Mulki (2015) also investigated the complexity
from the perspective of the management of work and family of remote workers since their
home is associated with both work and family roles. Successful transition from the work to
the family role may depend on the support from the remote managers. The need of
understanding and managing complexities has been linked also to certain leadership styles —
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e.g. transformational style that should be used by project managers in order to drive remote
teams and projects forward (Curlee and Gordon, 2011).

Interpersonal savvy

“Relating openly and comfortably with diverse groups of people.”

Leaders might encounter problems with communication, trust, employee engagement when
leading remotely. Interpersonal relations, as part of emotional intelligence, are deemed critical
by Wittmer and Hopkins (2022) in leading remotely, especially during crisis situations.

5 CONCLUSION

Several of our identified competencies support findings of previous research which shows
importance of effective communication, interpersonal skills and trustworthiness of leaders in
remote setting. Furthermore, our survey via panel of experts revealed other competencies that
did not previously get a lot of attention in scientific literature, such as the ability to manage
complexity, plan and align, optimize work processes, or situational adaptability.
Organizational savvy as a more specific skill as opposed to organizational skills, i.e. handling
complex people-related organizational dynamics, has been considered important as well.
Limitations and future directions are discussed. A potential limitation is that the panel
consisted of respondents active mainly in the Slovak working environment. However, vast
majority of respondents has also had international work experience, hence, the results do not
reflect only experience from a narrow geographical area. Purposive sampling has been used as
a sampling method appropriate for exploratory research, while applying strict criteria to select
panel respondents who were able to answer the questions based on their expertise and
understanding of the performance management processes. Another potential limitation is that
only one specific leadership competency model has been used. This has been taken care of by
selecting one of the most comprehensive and elaborate frameworks since the KFLA is based
on research and has been used and tested extensively by practitioners. Moreover, the
respondents had the possibility to describe additional leader characteristics in the open
question in case they perceived something not contained in the KFLA competencies as
important for performance management of remote employees. As for the future directions,
this paper may provide a valuable basis for further quantitative research into the role of
leadership in managing remote employees and significance of specific competencies in
relation to followers’ performance.
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Abstract

The emergence of tech giants has escalated calls for enterprises to revisit their marketing and
management strategies. This article examined the impact of digital marketing and
intrapreneurship on the profit of enterprises in IOWA, USA. The ordinal regression analysis
(using the Likert Scale) was used. The findings of the paper indicated that a single unit
increase in digital marketing; knowledge, education, and skills; leadership; Innovation,
invention, and creativity impacted an enterprises’ profit outcome. The effect of experience on
profit was negative, insignificant, and contrary to expectation as business were negatively
affected by the covid 19 pandemic. This research concludes that stakeholder in other less
developed economies should accelerate the level of market knowledge, skills training, and
ensure the provision of cheaper digital platforms, that helps to increase their profitability.

Keywords: Intrapreneurship, Digital Marketing, Profit, Original Regression Analysis, USA

1 INTRODUCTION

The 21st century has seen businesses evolve thanks to the advancements in global technology.
The emergence of global tech giants such as Microsoft, Google, Amazon, Twitter, and
Facebook have re — emphasized the need to have a renewed approach to business management
such as improve on organizational soft skills, innovation abilities, including proper use of
computerized services. The objectives of any business management are to ensure continuous
stay on the market, which requires planning from top management down through middle and
lower management ranks (Kreitner & Cassidy, 2012). This is essential as the business
environment has over the years been impacted by changing workplace dynamics, regulations,
market, and population demographics and recently the effect of the global health shock such
as the Covid-19, which has had a ripple effect on corporate profitability and the working
environment. For example, according to the International Air Transport Association (IATA),
the tourism and aviation industries are projected to have lost approximately US$ 195 billion
and US$ 84 billion respectively in the year 2020 (IATA, 2020). This is a scenario that has had
a ripple effect on other business chains-a chain of de-escalation in corporate profits with some
corporations liquidated. Having seen many companies affected and others failing to penetrate
the market, one wonders how best to manage a business, and prevent losses in a changing
business environment which could be affected by some dominant corporate hegemonies and
some market shocks culminating from challenges such as the Covid-19 which could have
hampered the planned business projections. Two things are necessary to that market, good
intrapreneur ability, and effective marketing. Gifford Clifford describes an intrapreneur as an
employee who takes personal “hands-on responsibility” for pushing any type of innovative
idea, production process through a large organization (Kreitner & Cassidy, 2012). In a modern
way intrapreneurs from restaurant or food processing, food vendors, farming, and other
sectors have reached their clientele through digital marketing. Digital marketing is the form of
marketing that works through online and digital platforms (Robbins & Coultner, 2012). These
platforms are effectively employed to deliver marketing messages to customers. Following the
two conceptual juxtapositions, this article seeks to address the following objectives:

= Determine the role of digital marketing in enabling the success of an organization.
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= Determine the role of intrapreneurship in enabling the success of an organization.
In the context of this article, organizational success entails achieving the vision, strategic
plans of an organization which will also be summed up through increased profitability and a
suitable working environment. Over the years studies have shown that intrapreneurs are more
likely to succeed in higher — income countries than lower-income countries (Bosma et al.,
2010; Pererva et al., 2018). This is because the former has succeeded in laying a stronger
foundation including following through the innovation process (Boyles, 2016; Kreitner &
Cassidy, 2012). Some of the steps included in the innovation process are the development of
the concept, product technology, and production technology (Kreitner & Cassidy, 2012).
However, for the business to grow beyond these stages, two other aspects are cardinal. These
are proper intrapreneur management and marketing such as digital marketing (Ryan & Jones,
2009; Taiminen & Karjaluoto, 2015; Watrobski et al., 2016). This article seeks to test against
the following hypothesis and determine their impact on enterprise’ profit:
H1 = Digital marketing does not impact an enterprise’s profit outcome.
H2 = Knowledge, education, and skills do not impact an enterprise’s profit outcome. H3 =
Leadership does not impact an enterprise’s profit outcome.
H4 = Innovation, invention, and creativity do not impact an enterprise’s profit outcome. H5 =
Experience does not impact an enterprise’s profit outcome.
These aspects imply those of the enterprise owners and management and their impact were
also tested against the profit of the enterprises.
On this note, this article is divided as follows. Section two, which follows covers management
in a business environment, section three focuses on how intrapreneurship supports the
business, section four is applications of digital marketing in business settings, section five is
the data and methods, while section section six looks at results with a focus on the empirical
aspects on the points in the article’s objectives and hypotheses.
Before the article delves into various sections of the study, it is appropriate to state that the
focus of this study is on the State of IOWA. The State of IOWA is a Midwestern state in the
United States of America sharing borders with Minnesota, Nebraska, and South Dakota. The
State’s population stands at approximately 3million according to U.S Census Bureau (2020).
Agricultural production remains a vital part of the state with one-tenth of IOWA’s workforce
which is actively involved in agricultural products. Following the report of IOWA economic
development (2020), IOWA’s nutrient-rich land, low cost of doing business, excellent
transportation infrastructure, and quality workforce has attracted nearly every major brand to
set up significant operations in the state.

2 MANAGEMENT IN A BUSINESS ENVIRONMENT

As earlier lamented MANAGEMENT (which is fundamental for an organization’s success) is
the process of coordinating and working with others to help an organization achieve and
realize its objectives (Robbins & Coultner, 2012). Amongst the common objectives of
management include working with others within the scope of the organization, making the
most out of limited resources, coping with a changing environment including balancing
efficiency and effectiveness. Effectiveness entails doing things correctly within the scope of
an organization’s objectives while efficiency entails making proper use of the limited
resources to accomplish the organization's objectives (Kreitner & Cassidy, 2012). Recent
years have seen the management approached move from an individualist (me) to a more
collective (we) way of doing things. As we appreciate this, it is important to understand the
role of managers in an organization. the role of managers could include but not limited to the
planning, decision making, organization, staffing, communicating, motivating, leadership,
including controlling: by implementing decisions made and setting limits on what the
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,organization expects of its employees (Kreitner & Cassidy, 2012; Robbins & Coultner,
2012).

The success of managers is dependent on the success of organizational planning, which is part
of the management process. Usually, an organization has three phases, which are decided
from top to bottom, these being strategic, intermediate, and operational planning. This area of
management that this article focuses on is more centric towards operational planning, which
mainly falls under the jurisdiction of lower and middle management. Prior to this area, a look
at the Planning (Control) Cycle is vitally important to the study. The planning cycle looks at
the decision of objections and decision of management from the idea stage to the successful
implementation of a project (Kreitner & Cassidy, 2012; Robbins & Coultner, 2012). The
planning cycle is like the Management by Objective (MBO) cycle, and these will be used
interchangeably.

The planning cycle has four key stages. The sequence of these stages/phases are as follows:
Formulate Plans (This involves setting objectives and developing action plans), Carry out
plans (This is the execution plan of the cycle), Compare preliminary and results of output with
plans made (This is a periodic review), and Take corrective action (For example improve
plans or correct deviations from the plans been carried out. This part involves performance
appraisal).

For the organization to succeed, intrapreneur management is necessary. This is because
intrapreneurs can use their creativity and innovation in combining all the skills, areas, and
aspects of the organization to help it grow and be successful. These areas of management and
their significance are covered in the section that follows.

3 INTRAPRENEURSHIP MANAGEMENT

In times of turbulent financial markets, investors all around the globe seek for opportunities
via innovation, protecting their portfolios from devastating losses (Babirath et al., 2020; Phiri
et al., 2021) This position aligns itself to the area of intrapreneurship where opportunities are
sought out by intrapreneurs in market turbulence. During this period, Internal business
conducted because of strategic management and intrapreneurship thrives through innovation
and technology which is regarded as part of the implementation strategy (Pererva et al., 2018).
This is part of management organizations’ success which culminates from management's
decisions to invest in knowledge and skills which involves recruitment and training which is a
catalyst for intrapreneurship preparing employees for decision-making responsibilities (Dovey
& McCabe, 2014; Kreitner & Cassidy, 2012). Intrapreneur management is an integral part of a
business as it stimulates the spirit of competition amongst subordinates, which improves
efficiency and acts as a catalyst for the development and prosperity of an organization (De
Villiers & Foba, 2007). Intrapreneurs can identify areas in an organization, which might need
improvement by enabling training with partner expert institutions (who understand the
market) including universities (Guerrero et al., 2020; Halme et al., 2012; Robbins & Coultner,
2012). Halme et al (2012) acknowledged that middle managers can use their intrapreneurship
skills to both stimulate innovation and address business uncertainty on the market. This is key
and explains why managers (particularly those with intrapreneurs skills) need to understand
the project cycle of a business and act as a catalyst for implementation. Intrapreneurs need to
facilitate a suitable mental environment for the employees. They understand their influence on
the organization and they are cognoscenti of customer’s power and the power of information,
global investor power, power of the marketplace, power of simplicity, and the power of the
organization, attributes which aid the decision-making process (Burstrom & Wilson, 2015;
Mohanty, 2006). This decision-making process could include design management, project
control process, systems engineering process, time management process, and the decision-
making process which builds on and supports the innovation making process alluded too by
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Kreitner and Cassidy (2012) at the onset of this article. Another study concluded that the
intrapreneurship abilities of a corporation can stimulate its export performance (Skarmeas et
al., 2016). The prevalence of intrapreneurship in higher-income countries was observed to be
twice as higher when compared to poorer countries (Bosma et al., 2010). This study was
conducted in 11 countries, and it observed that at least 5 percent of employees are
intrapreneurs, most of who go as far as establishing their own business. In this and other
studies, leadership is believed to have played a significant role in stirring the organization in
the right direction (Bosma et al., 2010; Dovey & McCabe, 2014; Kreitner & Cassidy, 2012;
Robbins & Coultner, 2012; Staub et al., 2019). Over recent years, digital platforms have taken
the front burner (Anemikaye,2021) and this has emphasized the need for corporations to be
more innovative and to have a proper understanding of the community’s culture, political
atmosphere, and legal aspects of its corporate environment. One-way organizations can
advance their agenda is through the effective use of digital platforms, which has culminated
from the influence of global tech giants as the next as suggested in the following subsection.

4 APPLICATION OF DIGITAL MARKETING IN BUSINESS SETTINGS

The advent of digital marketing has revolutionized the conceptualization and operationality of
advertising. Firstly, the proliferation of radio and television completely offered a new medium
in which advertisers could easily reach out to the widely dispersed potential customers,
however, the introduction of the internet and technological tools into marketing reduced the
gap between the businesses and the customer which subsequently changed the face and
workings of the advertising industry. Technological advances have punctuated the evolution
of marketing throughout history, each fundamentally altering the way businesses could
communicate with their customers.

The present spur of the moment is the internet. Dinu (2005) opines that the internet has
created a planetary scale framework designed to provide producers an opening to consumers
around the world and a permanent interactive dialogue with them.” These permanent
interactive dialogues are made possible on various digital platforms like Facebook, Instagram,
Twitter, and Google where organizations and business owners promote their businesses and
brands to more than half of the global population. This stunning record of 4.39 billion internet
users has never been recorded since the industrial revolution (Digital, 2019).

With the internet, the world now witnesses a total turnaround from traditional marketing
patterns to modern marketing techniques and strategies. These modern marketing have
virtually dominated the digital space with new advertising forms like paid search placement,
keyword targeted pay click advertising, including viral advertising. By observation the
assertion that the particularities of the digital world and its appropriation for marketing has
fostered the development of the channels, formats, and languages that have led to tools and
strategies that are unthinkable and extraordinary (Pifieiro-Otero & Martinez-Roléan, 2016).

It is also necessary to acknowledge that the transformation of marketing could be identified on
the contagious effect of marketing promotional mix in the which is known as the 4Ps (Price,
Product, Place, and Promotion) by Jerome Mccarthy (1960) Utilizing the digital platforms
prices are fixed, products are placed and distributed, locations are displayed and promotions
are placed for customers benefits.

The marketing promotional pix which embody advertising, publicity, sales promotion, public
relations, and direct marketing are effectively utilized outside the borders a business.
However, within the confines of the business, the 4Cs (Clarity, Credibility, Consistency,
Competitiveness) by David Jobber (2009). David believes that a business should have a clear
idea and simple message, a consistent message to break through the myriads of
communications, an idea which is credible in your customers’ minds, and the ideas with
competitive edge.
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Once a business has segmented its marketing and identified the target audience, the next
stage is to position the business. To successfully achieve this, the 4Cs, Clarity, Credibility,
Consistence, and Competitiveness in intrapreneurship; and price, product, place, and
promotion linked of entrepreneurship (Anemikaye, 2021; Hanlon, 2016).

Small businesses currently reach out to potentials customers on online platforms like
Facebook, Instagram, Twitter, Google ads, YouTube without big budgets of the traditional
advertising forms on radio, television, billboards posters, and banners. They can also employ
other digital platforms like search engine optimization, email, mobile, influencer, and
affiliate platforms to connect with their clientele. Employing these digital platforms have
also become more necessitated in the market and the world because of the COVID pandemic
on businesses. In adapting to this pandemic, Anemikaye (2021) supports this submission as
he believes that individuals currently use more social platforms and the internet to accelerate
their works.

Presently organizations and businesses via the various types of digital marketing can place
advertisement campaigns, promotions, discounts, and specials on websites, social networks,
emails. These organizations currently place the implementation of marketing tools at the top
of its objectives to facilitate advertising campaigns in reaching out to prospective customers.
After due deliberations and strategic planning of how various marketing tools meet their
bottom-line, senior managers in these organizations and businesses relay the marketing
strategies and objectives to the middle management level who then passes it on to the lower
managers. The critical stage of marketing strategies’ implementation lies in the middle
managers who stand as a go-between the senior management and lower management. Here,
the role of middle management in the digital marketing transformation process of the
organization’s advertising sector is indispensable. This is because the managers at this level
supervise the technological and strategic changes needed for the effective accomplishment of
organizational goals. Based on these critical positions held by the middle managers, the
implementation of marketing tools, strategies, advertising campaigns, and plans are
effectively followed through to the latter. Middle managers in this contemporary time are “the
"ears and eyes" of upper management because they are closer to day-to-day operations,
customers, and front-line employees. At the same time, they are far away enough from the
front lines to allow them to keep in mind the "big picture.” (Mollick, 2012)

Considering the changing workplace due to advancement in digital technologies, the use of
social media in the workplace in 2020 and beyond requires the following fundamental
abilities amongst managers, which might require social participation, thinking globally,
ubiquitous learning (learning new skills), thinking big, acting fast, and constantly improving,
and cross-culture integration.

This is imperative as social media requires proper institutional management skills to reach a
huge national, regional, and global audience. The previous sections lamented on how
intrapreneurship skills are essential for driving the objectives of an organization. Proper use of
social media by intrapreneurs is as fundamental as it could lead to increased market share
which enables more corporate profits and ultimately organizational success.

5 DATA AND METHODS

The article adopted the non-linear regression model as submitted by Hahs-Vaughn (2016);
applying the analysis using a Likert-scale, apply data for a survey of 157 business owners and
managers, with the data collected from the survey monkey database. The general form of the
model is indicated below:

Profit = B0 + Bl1Government +B2DIGMARK + B3EDUSKILL + pB4Lead + BSInnovation +
B6CovVELf + f7Competition + B8Experience + Et (1)
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Where Profit, Government, DIGMARK, EDUSKILL, Lead, Innovation, and CovEff,
Competition, Experience, Et represents Profit range; Government regulation including taxes;
Digital marketing impact on the profit outcome; the effect of experience and soft skills in
impacting the profit outcome; the effect of leadership, communication, and management style
on productivity and the profit outcome; the effect of intrapreneurship innovations, creativity,
and new ideas on the profit outcome; the level of the impact of the Covid 19 pandemic on the
profit outcome; Effect of competition on the business; Experience; and Error term
respectively.

6 RESULTS AND DISCUSSION

Table 1 below indicates the parameter estimates of the impact of the regressors on the profit
outcome. As indicated, government regulation and policies had an impact on the profit
outcome and the impact was significant. By way of explanation, a unit change in the
improvements in government policies impacted profit outcomes by 0.493 units. The impact of
digital marketing on profit outcome was significant at 10 percent with its unit improvement
impacting profit outcome by 0.328 units. The impact of education and skills was significant at
5 percent with improvements by one unit impacting the profit outcome by 0.641. The impact
of leadership on the profit outcome was significant at 5 percent, with its improvements by a
unit impacting the profit outcome by 0.382 units. Concerning the impact of the covid 19 on
profits, its effect was insignificant, with a unit increment in covid cases impacting increments
in profits of the business by only 0.149 units. Competition from other businesses impacted the
profit outcome by 0.111 as per unit increase in the competition with its effect been
insignificant. Surprizingly, the effect of the intrapreneur’s extra year ‘s experience on the profit
was negative and insignificant withan extra’s years of business having negatively impacted
the profit outcome by 0.201.

The impact of digital marketing on Enterprise profit is significant at 10% with the following
reasons: Cheaper rates of advertising, demographics, and accessibility/technology
convergence of social/digital platform. Firstly, the rate of adverts for businesses are quite
affordable with a large audience which these social/digital platforms offer. A certain
percentage of the American demographics have access to most social/digital platforms like
Facebook, Instagram, google ads to reach out to customers. This is seen in the digital report of
Statista (2020) of the U.S digital platform audience size. This follows a technological
convergence of digital platforms as businesses could easily redirect from one platform to
another like the case of Instagram to Facebook with a target of reaching clientele as they
intend. The result of digital market on profit outcome indicates a rejection of the null
hypothesis H1 which states that digital marketing does not impact an enterprise outcome is
rejected. The study moves on to the second hypothesis where the coefficient of EDUSKILL is
statistically significant at 1% which is an indication of the rejection of the null hypothesis H2
which states that knowledge, education, and skills do not impact an enterprise’s profit
outcome. Following the report of the World population review (2020) on the literacy rate of
the U.S, it is seen that the US is an almost perfectly literate society which makes it easy for
people to have access to business information and equally for businesses to easily market their
products. Following this review, the State of IOWA which is the focus of this study ranks
92.50% on the literacy rate. As such, it brings to bear that the U.S educational curriculum
avails it citizens with the required soft skills and knowledge to strive in business activities.
Thus, concurs with Guerrero et al., (2020) Halme et al., (2012) Robbins et al (2012) were they
opine that businesses need ample training with partner expert institutions (who understand the
market) including universities.
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Table 1: Parameter Estimates

95% Confidence
Std Interval
Estmate E ’ Wald df Sig.
fror Lower Upper
Bound Bound
Profit_0001 =1.00] 4.739 905 27422 1 .000 2.965 6.513
% Profit_0001 =2.00] 5.940 942 39.746 1 .000 4,093 7.786
e
8
E Profit_0001 = 3.00] 8.447 1.057 63.832 1 .000 6.375 10519
Profit_0001 =4.00] 11.666 1.238 88.766 1 .000 9.239 14.093
Government_0001 493 241 4.196 1 041 021 965
DIGMARK _0001 328 .168 3.816 1 051 -001 657
EDUSKILL_0001 641 224 8.158 1 004 201 1.080
5 Lead 0001 429 199 4.660 1 031 039 818
g
- Innovation0001 382 226 2.843 1 092 -.062 825
CovidEff_0001 149 184 656 1 418 -211 509
compeéq'o”—oo 111 169 435 1 510 -220 443
Experience_0001 -201 176 1.294 1 255 -547 145
Link function: Logit.

Source: Authors’ computations (2021).

H3 that states leadership does not impact an enterprise’s profit outcome is rejected in the
study. As earlier mentioned in the process of learning of business activities, people are
nurtured in the role of leadership. Leadership in U.S contributes to the profitability of the
organizations because the educational structure presents enormous skills, training, and
leadership/motivation programs to motivate employees. Additionally, some business owners
have gone through certain training as subordinate and in the process have acquired ample
leadership skills, experience, and knowledge to run their businesses over the year. This has
enormously impacted on the growth of the organization. Hence the study moves to reject the
nullhypothesis H3, and the performance of USA enterprises as seen in the results is indicated
by the outcome of these findings. The impact of Innovation, invention and creativity on
enterprise’s profit outcome is significant at 5% which implies the rejection of the null
hypothesis H4 which states that Innovation, invention, and creativity do not impact an
enterprise’s profit outcome. This can be attributed to the fact most businesses in the U.S are
innovative and knowledgeable about business environment, market and areable to come with
startups with digital compatibility like digital marketing. According to the Global innovation
Index (2019) U.S is ranked second in terms of innovation and comes third behind South
Koreain terms of impact. This is a clear indication of the knowledgeable nature of the U.S
enterprise community which makes it easy for them to penetrate the business market with
consumer base and improve profitability. These empirical findings concur with the findings of
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Halme et al (2012) whose assertion was that middle managers, that is intrapreneurs, can use
their intrapreneurship skills to both stimulate innovationand address business uncertainty on
the market. The market uncertainty when addressed with innovative skills gives a clear path
for profitability.

The impact of experience on an enterprise’s profit was centrally to expectation as it was
negative statistically insignificant, which entailed the acceptance of the null hypothesis H5,

This scenario was centrally to expectation since the past two years have seen businesses
negatively impacted by the Covid 19 pandemic, which seems falling to be a point of
liquidation. This was so because enterprises were not readyfor a such an economic and health
shock, and the length of it made more unbearable and hence the negativeeffect on the profit of
business. The lesson this has taught enterprises in need to prepare unexpected outcomes
including multiple economic and health shocks as we have seen recently with the covid 19
pandemic where enterprise experience did not come handy in enabling business success.
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THE IMPACT OF SOCIAL RESPONSIBILITY ON THE MENTAL
IMAGE - CASE STUDY OF THE SYRIAN INTERNATIONAL ACADEMY

Ahmed Altouma, Viadimir Krepl, Joseph Phiri

Abstract

Due to the development of various organizations, and the increasing innovations in their mar-
keting methods to gain competitive advantages, various organizations have adopted plans to
continue their presence in the markets. The mental image that exists in the minds of societies
about a particular organization contributes to making decisions towards that organization.
Therefore, various entities seek to benefit from their social responsibilities to gain a better
mental image. The study aimed to identify the impact of the social responsibility of the Syrian
International Academy on students. The authors use the descriptive analytical method. The
results of the statistical analysis showed that there is an impact of the dimensions of social
responsibility towards the mental image of the academy. The study presented a set of recom-
mendations to improve the contribution of each dimension of social responsibility, which re-
flects positively on the mental image of the academy.

Keywords: Economic, Ethical, Legal, Philanthropic, Social responsibility, Image, Regression
Analysis, Syria

1. INTRODUCTION

Companies adopt their own plans to keep their position in the markets on the one hand and
expand into other markets on the other hand, and with the development of the ages, the orien-
tations of the organizations have evolved continuously (Lindgreen, and Swaen,2010). Where
the American economist Friedman represented the first approach represented in maximizing
the profits of the organization and thus serving the owners and maximizing their wealth,
which would ultimately be reflected on society in general. As the other point of view see that
organizations have developed by dint of the societies (De Bakker et al, 2005). Besides, focus-
ing attention only on the owners does not achieve a positive effect in the interest of society.
Accordingly, the modern trends of most international companies were to support societies to
reduce economic problems, foremost among which are poverty and unemployment, to carry
out recruitment and training operations, and to raise human capabilities to qualify them to
participate in the development process (Ismail, 2009). This is what was known as the social
responsibility of organizations, which has become one of the most important pillars of pre-
serving the market position, and an attempt to establish a mental image in the community of
the organization as being in place to develop and serve the interests of society (Fray, 2007).
Even though talking about social responsibility has become a familiar phenomenon, it is
found that studies in the third world, especially Arab studies, are almost scarce to assess the
relationship between social responsibility and the mental image, hence this study motivated
the researcher to conduct such a study.

Under the title the impact of commitment to social responsibility on improving the mental
image of organizations. Case Study of Commercial Banks; a study was conducted to investi-
gate the impact of commitment to social responsibility in commercial banks on improving the
mental image of commercial banks. The study used the descriptive and analytical approach.
The sample is the employees of commercial banks in Adrar. Where 51 questionnaires were
distributed and then 31 questionnaires were retrieved that were analyzed using Liner Regres-
sion Analysis on the SPSS program in order to obtain the results of the study. It conducted
that there is a statistically significant impact of the commitment to social responsibility in
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improving the mental image, with its combined dimensions (Sheih Bella and Hasna, 2019). A
study of the impact of social responsibility on the brand image and loyalty of Al-Barka Bank
customers in Syria. The study aimed to Investigate the impact of social responsibility dimen-
sions of Albaraka bank on customer’s brand image and customer’s loyalty. The clients of Al
Baraka Bank branches in Syria were the study sample, where a questionnaire was distributed.
88 questionnaires were retrieved, which the researcher worked on analyzing using statistical
methods on the SPSS ended by Anova test in order to obtain the results of the study. the out-
come of the paper indicates that there is a statistically significant impact of the social respon-
sibility dimensions on both the mental image and customer loyalty to the bank (AlMaleh,
2017). In 2017, 2 authors conducted a study in Sudanese telecom companies. similar to the
previous studies, the descriptive and analytical approach was used. 125 questionnaires were
retrieved. Liner Regression Analysis was used on the SPSS in order to obtain the results of
the study. The outcome of the study indicated that there is a positive relationship between the
impact of social responsibility on the mental image through the economic and legal dimension
and a negative impact through the human and ethical perspective (Ali, and Mahmoud, 2017).
In this study, corporate philanthropy serves as the main emphasis as the study examine how
well Corporate Social Responsibility works to improve a company's image. A descriptive and
exploratory research design was used. 208 participants made up the sample size. The popula-
tion was separated into four strata using the stratified sample technique, with the management,
employees, local community, and Tongogara rural council personnel making up the final stra-
ta. According to the study's conclusions, charitable endeavors improve both an organization's
reputation and its relationships with the community in which it operates (Siphiwe P et al,
2014).

2. SOCIAL RESPONSIBILITY AND MENTAL IMAGE

By reviewing many studies there is no specific definition of social responsibility, and the fol-
lowing are some of them: (Magatef, 2016) defined it as a set of decisions and actions taken by
the organization to achieve desired goals, and to values in society, which ultimately include
part of the direct economic benefits to the management of the organization and seeks to
achieve them as part of its strategy. The American Administrative Association defines it ac-
cording to (El-Serafy, 2007) as the response of corporate management to the change in con-
sumer expectations, interest in society and the continuing achievement of individual contribu-
tions to commercial activities aimed at creating economic wealth. (Anto, and Astuti, 2008)
mentioned the World Bank's definition of social responsibility as a commitment of the com-
pany to contribute to sustainable economic development and to deal with employees, repre-
sentatives, and the local community on a voluntary basis to improve the quality of life in a
manner that benefits the company and development at the same time. The International
Chamber of Commerce has defined social responsibility (Alasrag, 2010) as all the attempts
that contribute to volunteering organizations to achieve development with ethical and social
considerations. Therefore, social responsibility depends on good initiatives from organiza-
tions without legally binding procedures. Therefore, social responsibility is achieved through
persuasion and learning.

Social responsibility has evolved through several stages, where the stage of profit maximiza-
tion management began, which extended from 1800 to 1920, and the first goal was profit on-
ly. Then it moved to the stage of profit maximization for stakeholders as a whole, and it con-
tinued until the beginning of the sixties of the last century. And its last stage is the stage of
managing the quality of life, which continues to our present time, and its motto is “what is
good for society is good for the country” (De Bakker et al, 2005).

Philanthropic, ethical, legal, and economic responsibility form the four pillars of social re-
sponsibility. Whereas, the fact that the organization contributes to the development of society,

_47 -



achieving a better quality of life on a voluntary basis, is the basis of the charitable aspect. Car-
rying out the organization's work on ethical and healthy bases is the essence of the ethical
aspect. While organizations' commitment to regulations and laws is a representation of legal
responsibility. Finally, economic responsibility seeks to make the organization useful and
economically feasible (Ernult, and Ashta, 2007).

To develop social responsibility and give it access to the world in terms of providing benefit
to societies, the United Nations Global Compact identified its areas with four main axes:
work, human rights, the environment, and combating corruption. The UN compact lists ten
principles within the four categories. (Ammar, 2016). The Compact has gained strength from
more than 7,700 companies and institutions from nearly 135 countries adopting it, making it
the world's largest global initiative (Ammar,2016).

Due to the universality of social responsibility, its legalization differs from one country to
another. Whereas, the United States of America has formed a specialized team for corporate
social responsibility in the Office of Economic and Commercial Affairs, which leads the Min-
istry's participation with American companies in promoting responsible and ethical business
practices. (Singh, 2014). China added social responsibility to Article 5 of the 2006 Chinese
Companies Law to push companies to contribute to social responsibility (Lin, 2010). In the
same year the United Kingdom passed the Companies Act 2006 which included the necessity
and clarification of corporate social responsibility practices and environmental issues in the
annual review (Singh, 2014). Turning to Europe, the EU's policy builds on its revamped 2011
Corporate Social Responsibility Strategy, which aims to harmonize European and global ap-
proaches to corporate social responsibility. (Singh, 2014). India is distinguished from other
countries in this field, as the government has approved compulsory social responsibility for
companies since 2014. On the Arab level, the Arab Organization for Social Responsibility
was formed in 2013 to develop and monitor everything related to social responsibility in the
Arab world (The Arab Organization for Social Responsibility, 2012). Syria had a significant
presence in social responsibility, as 42 Syrian organizations represented the Syrian component
in the United Nations Global Charter for Social Responsibility. Because of the Syrian crisis,
the number decreased to 7 at the end of 2019. (Ammar, 2016)

The first Social Responsibility Forum was held in Damascus by the International Youth
Chamber in 2018, and it is one of the seven members mentioned above (Al-Watan, 2018).
The second forum was held under government sponsorship in 2019. The two forums conclud-
ed with the need for academic development of social responsibility within universities, align-
ing social responsibility with the goals of sustainable development, and granting companies
and private institutions when implementing tax exemptions and facilities for social responsi-
bility. To rule out the multiple difficulties to accomplish their successful work with social
responsibility (Al-Watan, 2019).

The term mental image emerged from social psychology, then it was used in the context of
communication studies. Where the encyclopedia of Psychology and Psychoanalysis has de-
fined the mental image, which is a vivid depiction in the absence of the original stimulus us-
ing our mental vision (Taha, 1993). According to Kenneth Boulding (1950), the mental image
is the interaction of a person's knowledge with several factors of time & place, actions related
to the world, experiences gained about it, personal relationships, feelings, and emotions.

The mental image has a range of types as the self-image expresses the organization's sense of
itself (Ind, 1990). And that building a successful mental image requires organizations to first
start by changing their self-image (Dowling, 1994). The desired (planned) mental image is
another type, as it is what the organization wants to communicate about itself to the public
(Ind, 1990). Not only that, but the company must plan its image in the minds of its audience
so well that it is clear and unmistakable, the last type of mental image is the perceptual one,
which expresses perceptions, sensations, and relationships (Synder, 2000).
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The importance of the mental image lies in crisis management and dealing with it, as
(Gottschalk, 1993) presented many practical cases that summarized that managing an adver-
tising campaign with its positive content is the basis for its success. In a crisis situation,
(Sobnosky, 1999) believes that ignoring or attempting to mislead the media may have a nega-
tive impact. He believed that in the worst circumstances, admitting guilt and then announcing
the measures that must be taken to solve this problem. Then admitting that it will not happen
again, will be the best way to strengthen the mental image. An investment in image manage-
ment is a way to gain a competitive advantage (Sobnosky 1999). Added to the competitive
advantage is the need to create a positive relationship with the external community to achieve
a kind of credibility (Himmelstein 1997).

The mental image has two main sources for its formation, the first is direct experience and the
second is intermediate experience. Daily contact between individuals, institutions, systems
and laws is a direct and influential source for forming subjective impressions. Public relations
personnel and service providers play an important role in creating these impressions that form
the mental image of others. Intermediate experience represents what an individual is exposed
to in terms of personal messages heard by friends or the media about institutions, events, peo-
ple, and countries. It is considered a transmitted experience since it cannot be seen or heard
directly (Al-Omari et al, 2018).

the main problematic of the paper is what is the effect of applying the dimensions of social
responsibility on the mental image of the Syrian International Academy in the community
including the legal, the economic, the philanthropic, and the ethical dimension. The im-
portance of the paper comes as it is a new idea to evaluate the social responsibility of an in-
ternational educational academy in a country suffered by a crisis. It has also a practical im-
portance as it will encourage the academies and private educational bodies to support different
activities in regard of working on their mental image in front of the beneficiaries.

Based on the study problem, the paper main hypothesis is ** There is an impact of the social
responsibility of the Syrian International Academy on the mental image of the beneficiar-
ies/students’’. The sub-hypotheses will be the impact of each dimension of SR (legal, eco-
nomic, philanthropic, and ethical) on the mental image.

3. DATA AND METHODS

The study aimed to identify the impact of the social responsibility of the Syrian International
Academy on its beneficiaries/students. In this chapter, we will get acquainted with the meth-
odology used in the study, the tools and statistical tests used, as well as the data we used.

The sample of the study is 35 students at the academy. The questionnaire has 4 questions for
the economic responsibility, 5 for legal responsibility, 5 for ethical responsibility, 4 for phil-
anthropic responsibility, and 8 for mental image. The five-point Likert scale was used to
measure the responses to the questionnaire.

First test was done to check the reliability test by performing Cronbach's Alpha Coefficient.
Cronbach's alpha is a reliability coefficient that offers a way to gauge how consistently tests
and measurements are conducted internally (Cronbach, 1951), (Cho,2016).

K: the number of items in the measure.

85 variance associated with each.

82 variance associated of the total scores.

Sir Francis Galton was the first to put forth the idea of linear regression in 1894. A statistical
test called linear regression is used to describe and measure the relationship between the vari-

-49 -



ables being investigated in a data set. Chi-square, Fisher's exact, t-test, and analysis of vari-
ance (ANOVA) are examples of univariate statistical tests that do not permit accounting for
the impact of additional factors or confounders during analyses (Chan, 2004). The tests that
enable the researcher to control the impact of confounders in the comprehension of the rela-
tionship between two variables are partial correlation and regression (Chan, 2003).
the model of linear regression model applied in this paper is:

Mental image = [0 + BlEconomic responsibility (2)

Mental image = B'0 + B'1Legal responsibility (3)
Mental image = B"0 + B"'1Ethical responsibility (4)
Mental image = B0"" + B'"1Philanthropic responsibility (5)

Then for having the impact for the social responsibility in all its demission on the mental im-
age, multiple regression was performed. The model applied in this paper is:
Mental image
= B""0 + B""""1Economic responsibility + B'""'2Legal responsibility
+ B""3Ethical responsibility + B""4Philanthropic responsibility + Et(6)

4. RESULTS AND DISCUSSION
A descriptive analysis shows the distribution of the sample according to gender, 62.9% males
and 37.1% females. In terms of age group, we find 68.57% less than 30 years old, 22.85%
from 31-35 years old, and 8.58% 36-40 years old. In terms of experience, we find 51.42% less
than five years, 6-10 years, 25.71%, and 11-15 years, and 22.87%. In terms of academic qual-
ifications, we find 60% have held bachelor’s degrees, 31.4% postgraduate studies, and 8.6%
others.
Cronbach's Alpha Coefficient: The Cronbach's Alpha method was used to measure the relia-
bility of the questionnaire.

Table (1) Cronbach's Alpha Coefficient

Variable The number of Cronbach's Alpha Coefficient
phrases
Economic responsibility 4 0.71
legal responsibility 5 0.71
Ethical responsibility 5 0.68
Philanthropic 0.66
Lot 4

responsibility

Mental image 8 0.69

Source: Author’s computations (2022)

All values are higher than 0.60. Therefore, it can be said that the questionnaire is reliable, and
we can use it to test the study hypotheses.

Regression analysis test: The value of the coefficient of regression R shows the relationship
between the variables. R square coefficient means the dependent variable explains a percent-
age of the changes in independent variable. Besides, Sig explains if the model is significant if
the value is smaller than 0.05.
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Table (2) Regression coefficient of the dimensions of social responsibility and mental image

Test description R R Adjusted R F Sig
Square Square
Regressmn_ coeff|C|en_t c_>f_ the economic _dlmen5|on 0.553 0.306 0.285 14567 | 0.001
of social responsibility and mental image
Regression coefﬂm_er_wt_of the legal d|r_nen5|on of 057 0.325 0.302 13.977 | 0.001
social responsibility and mental image
Regresspn coefﬂme_n@ (_)f the ethical dl_men5|on of 0.429 0.184 0.156 6548 | 0.016
social responsibility and mental image
Regression coefflmen_t (_)f_ the economic _dlmen5|on 0.422 0.178 0.153 7138 | 0.012
of social responsibility and mental image

Source: Author’s computations (2022)

As per the above table, R values prove a positive relationship between each of economic, le-
gal, ethical, and philanthropic responsibilities with mental image. Besides, the coefficients of
R square explain that economic, legal, ethical, and philanthropic responsibilities explain 30.6,
32.5, 18.4, and 17.8% of the change in the mental image. Finally, as all sig values are smaller
than 0.05, the values confirm all models are significant.

Table (3) statistical indicators for the equation of the impact of the dimensions of social re-
sponsibility and mental image

Model Unstandardized Coefficients Sé%r;?f?giﬁfg t Sig
B Std. Error Beta
Economic responsibility 0.354 0.093 0.553 3.817 0.001
Legal responsibility 0.677 0.181 0.57 3.739 0.001
Ethical responsibility 0.5 0.195 0.429 2.559 0.016
Philanthropic respon- 0.229 0.086 0.422 2672 | 0012
sibility

Source: Author’s computations (2022)

The table (3) indicates that the value of the each of economic, legal, ethical, and philanthropic
responsibilities effect are equivalent to 0.354, 0.677, 0.5, and 0.229 respectively which are
statistically significant according to sig values. B values indicate the existence of a direct rela-
tionships of statistical significance, and thus rejecting the null hypothesis and accepting the
alternative hypothesis. It can also be said that changing the economic, legal, ethical, and phil-
anthropic responsibilities by 1% will lead to a change in the mental image by approximately
35.4, 67.7, 50, and 22.9% respectively in a positive direction.

Table (4) Regression coefficient of the social responsibility and mental image

Test description R SqLITare AdSJ;j;er% R F Sig
Regression coefficient of the social responsibility 0669 | 0.447 0.43 26.685 | 0,000
and mental image ' ' : . .

Source: Author’s computations (2022)

As per the table (4), R value shows a positive relationship between social responsibility with
mental image. Besides, the coefficient of R square explains that social responsibility explains
44.7% of the change in the mental image. Finally, as all sig values are smaller than 0.05, the
values confirm all models are significant.

-51-



Table (5) statistical indicators for the equation of the impact of the social responsibility and

mental image
. L. Standardized
Model Unstandardized Coefficients Coefficients t Sig
B Std. Error Beta
Social responsibility 0.567 0.11 0.669 5.166 0.000

Source: Author’s computations (2022)

The table (5) indicates that the value of the each of social responsibility effect is equivalent to
0.567 which is statistically significant according to sig value. B value indicates the existence
of a direct relationship of statistical significance, and thus rejecting the null hypothesis and
accepting the alternative hypothesis. It can also be said that changing the social responsibility
by 1% will lead to a change in the mental image by approximately 56.7% in a positive direc-
tion.

(Sheih Bella and Hasna, 2019), (AlMaleh, 2017), (Ali, and Mahmoud, 2017) and (Alrtemat,
2015) studied the impact of CSR on mental image. While (Al-Nashmi and Qaid, 2015) stud-
ied the relationship between the variables.

(Sheih Bella and Hasna, 2019), and (AlMaleh, 2017) studied this impact in the banks. (Ali,
and Mahmoud, 2017) made the studies in companies and factories, while (Al-Nashmi and
Qaid, 2015) and (Alrtemat, 2015) took the case study of education sectors.

All the previous studies except (Al-Nashmi and Qaid, 2015) discussed the same dimensions
of CSR for one sample. As (Al-Nashmi and Qaid, 2015) took different categories (communi-
ty, environment, students, staff).

(Ali, and Mahmoud, 2017) study discussed the role and relationship between the 2 variables,
and they did not go beyond that. Both reached the same point that there is a strong positive
relationship between the social responsibility and the mental image.

The current study confirms what (Sheih Bella and Hasna, 2019), (AlMaleh, 2017) and
(Alrtemat, 2015) reached. All of them found a positive impact of CSR on mental image. The
study of (Ali, and Mahmoud, 2017) came to confirm the validity of the findings of the previ-
ous three studies only for economic and legal dimensions while it gave negative impact
through philanthropic and ethical perspective. Depending on the results of the aforementioned
study, authors recommend a set of procedures can help the academy to improve its mental
image as follows; given that the philanthropic dimension is the least influential, it is necessary
for the Academy to increase educational grants, support charitable projects, and expand the
network with civil society and humanitarian organizations, which increases the impact on
building the mental image. With regard to the ethical dimension of social responsibility, the
academy can develop it through designing programs that are in line with the goals of the Syri-
an society, working on ethical competition for previous academies, and offering programs at
reasonable prices to ensure that the situation of students is not exploited, which leads to a pos-
itive impact on the mental image. Despite the fact that the economic dimension has a strong
impact, it is easier for the academy to work on developing it by choosing competitive prices
for the programs and presenting them at a price commensurate with their quality and com-
mensurate with the level of income and employing support in providing job opportunities
within its programs for the community, which contributes greatly to building a distinct mental
image. And because the academy is keen on being in a distinguished legal position and given
that the legal dimension of social responsibility is the most influential in the mental image, it
is recommended to continue working in accordance with the laws in force in Syria and to pro-
vide all legal aspects in its certificates. In the end, it is recommended to conduct subsequent
studies to compare the results of this study with the results that may appear in subsequent
studies to identify the extent of the change in the impact of these dimensions on the mental
image.
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VPLYV VELKOSTI FIRMY, DL.ZKY PODNIKANIA A VZDELANIA
PODNIKATELOV NA VNIMANIE CSR V MSP

INFLUENCE OF THE COMPANY SIZE, LENGTH OF BUSINESS
OPERATION AND ENTREPRENEURS” EDUCATION ON THE CSR
PERCEPTION IN SMES

Jaroslav Belds, Jan Dvorsky, Zdenko Metzker, Katarina Zvarikovd

Abstrakt

Spolo¢enska zodpovednost’ podnikov (anglicky Corporate Social Responsibility, v skratke
CSR) predstavuje aktudlnu oblast’ vedeckého vyskumu. Kym v minulosti bola tato téma
vyhradne zalezitost'ou vel'kych firiem, v sucasnosti sa vel'ka pozornost’ venuje implementacii
konceptu CSR v prostredi malych a strednych podnikov (MSP). Cielom ¢lanku je
prezentovat’ rozdiely v postojoch podnikatel'ov K vybranym atribitom CSR v segmente MSP
na zaklade velkosti firmy, dizky podnikania a vzdelania podnikatelov. Empiricky vyskum,
ktory bol zamerany na zistovanie postojov MSP v oblasti CSR, sa uskuto¢nil na Slovensku
vjuni 2022 na vzorke 322 MSP. Statistické hypotézy bolo overené prostrednictvom chi
kvadratu a Z-skore na hladine vyznamnosti a = 5%. Vysledky empirického vyskumu
preukazali, ze existuji vyznamné rozdiely v postojoch MSP z hl'adiska ich velkosti
a z hladiska dizky podnikania.

Kli¢ova slova: Spolocenska zodpovednost podniku, malé a stredné podniky, velkost firmy,
dlzka podnikania, vzdelanie podnikatela

Abstract

Corporate social responsibility (CSR) represents a current field of scientific research. In the
past, this topic was primarily focused on large companies, but nowadays, much attention is
concentrated on implementing CSR in the environment of small and medium-sized enterprises
(SMEs). The aim of the article is to present the differences in the attitudes of entrepreneurs
towards selected CSR attributes in the SME segment based on the size of the company, length
of business and education of the entrepreneurs. Empirical research aimed at determining the
attitudes of SMEs in the field of CSR was conducted in Slovakia in June 2022 on a sample of
322 SMEs. Statistical hypotheses were verified through chi-square and Z-score at the
significance level of 5%. The results of the empirical research have shown that there are
significant differences in the attitudes of SMEs in terms of their size and length of business
operation.

Key words: Corporate Social Responsibility, small and medium-sized enterprises, size of the
company, length of business operation, entrepreneur’s education

1 UVOD

Spolocenska zodpovednost’ podnikov (Corporate Social Responsibility) predstavuje aktudlnu
oblast’ vedeckého vyskumu.

Corporate Social Responsibility (v skratke CSR) predstavuje dobrovol'ny zavizok firiem brat
do tuvahy okrem ekonomickych aspektov aj socidlne a enviromentalne faktory, atym
prispievat’ K trvalo udrzatelnému socialno-ekonomickému rozvoju.
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Kym v minulosti bola tato téma vyhradne zalezitostou velkych firiem, v sti¢asnosti sa vel'ka
pozornost’ venuje implementacii konceptu CSR v prostredi malych a strednych podnikov
(MSP).

V tomto ¢lanku je hodnoteny pristup MSP k vybranym aspektom konceptu CSR, pricom
predmetom empirického vyskumu je kvantifikacia rozdielov vo vnimani CSR z hladiska
velkosti firmy, dizky podnikania a vzdelania podnikatel'ov.

Struktara prispevku je nasledovna. V prvej ¢asti s prezentované vysledky $tudii, ktoré sa
zaoberaju vplyvom CSR na finan¢ni vykonnost, konkurenéni schopnost’ a starostlivost
0 zamestnancov Vv segmente MSP. V dalSej kapitole je predstaveny ciel vyskumu,
metodologia a data, ktoré boli ziskané na zaklade empirického vyskumu na Slovensku.
V d’alSej kapitole si prezentované podrobné vysledky empirického vyskumu. Na zavere su
uvedené zakladné vysledky v agregovanej forme.

Tento vyskum je origindlny v tom, ze uvadzame postoje podnikatelov v segmente MSP
K vybranym aspektom konceptu CSR.

2 CSRV MALYCH A STREDNYCH PODNIKOCH

Zasadny milnik v podpore CSR v Eurépskej tnii (EU) bola Lisabonska zmluva z roku 2000
a zelena kniha z roku 2001. V oboch dokumentoch st uvedené nové definicie CSR podl'a EU:
,CSR je dobrovolné integrovanie socidalnych a ekologickych hladisk do kazdodennych
firemnych operacii s firemnymi stakeholdermi.” FEuropska komisia uvadza 1 dalSie
nasledujuce charakteristické rysy konceptu CSR: koncept je vnutorne spojeny s konceptom
udrzate'ného rozvoja, tzn. Ze podniky zacleniuju ekonomické, socialne a environmentéalne
vplyvy do svojich kazdodennych ¢innosti; jedna sa o sposob riadenia, nejedna sa o volitel'ny
doplnok k hlavnej podnikatel'skej Cinnosti (Kasparova, Kunz, 2013).

Na zaklade vyssie uvedeného v CSR existuju tri vyznamné oblasti, ktoré autori definuji ako
triple-bottom line: ekonomicka oblast — znamena, ze firmy by mali postupovat’ v ramci
podnikatel'skych aktivit efektivne, korektne a transparentne; socidlna oblast, v ktorej
dominuje starostlivost’ o zamestnancov a d’alSie socidlne okolie; environmentalna oblast’ —
firmy by mali v maximalnej miere zohl'adnovat’ environmentalne dopady svojich aktivit.
Dolezitost” uplatiiovania CSR je mozné vidiet’ vo viacerych smeroch, pricom je zrejmé, ze
jednotlivé piliére CSR st vzajomne prepojené, priCom smer a intenzita tohto prepojenia moze
byt zna¢ne rozmanita, o ¢om svedc¢ia rozdielne pohlady vyskumnikov v tejto oblasti.

Napr. Saeidi a kol. (2015) zdoraziuju, Ze investicie do CSR zvySuji dobré meno alebo povest’
firmy, vd’aka ktorym by mohli mat’ firmy lepsi predaj svojich produktov. Zaverecné zistenia
autorov ukazuju, ze iba imidz a konkuren¢né vyhody sprostredkuvaju vztah medzi CSR a
vykonnostou firmy. Autori dospeli k zaverom, ze CSR nemdze priamo ovplyvnit' financnu
vykonnost’ spolo¢nosti.

Ziogas a Metaxas (2021) uvadzaju, ze firmy, ktoré vo vacsej miere zverejiiuju svoje aktivity v
oblasti CSR, mo6zu dosiahnut’ lepSiu financnu vykonnost, ako firmy, ktoré svoje aktivity v
oblasti CSR pre investorov nezverejiiuju.

Niektori ini autori uvadzaju, Ze implementacia CSR do podnikovej praxe pozitivne vplyva na
vnimanie produktu na trhu. CSR nepriamo pomaha zvySovat trhovi hodnotu podniku
prostrednictvom pozicie vyrobku na trhu, t. j. postavenie produktu na trhu je kanalom, cez
ktoré sa CSR podiela na tvorbe trhovej hodnoty podniku (Bardos a kol., 2020). Aj z pohl'adu
zakaznikov je spolocenska zodpovednost’ podniku, od ktorého nakupuju vyrobky ¢i sluzby
vel'mi dolezita. Cast’ z nich povazuje CSR za jeden z vyznamnych atribitov podniku. CSR mé
pozitivny vplyv na lojalitu k znacke a imidz znacky, ¢o umoziuje zvysovat konkurencnu
vyhodu podniku (napr. Lu a kol., 2020).

Vplyv socidlnej oblasti CSR aktivit moze mat” vplyv pri MSP aj na samotni spokojnost
zamestnancov a postupy riadenia Tudskych zdrojov. Barrena-Martinez akol. (2018)
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publikovali vyskum, ktory bol zamerany na 9 réznych kategorii socialneho piliera CSR.
Autori zistili, Ze manazéri I'udskych zdrojov najviac ocenuju faktory, ktoré maju za nasledok
zlepSenie vykonnosti zamestnancov. Na druhom mieste sa umiestnil blahobyt a spokojnost’
dotaciam. Hlavnym zaverom bolo, ze pokial' podnik uplatiiuje spolocensky zodpovedné
postupy V oblasti persondlneho manazmentu, mad to pozitivny vplyv na spokojnost’
zamestnancov a tym moze zvysit ich produktivitu a stabilitu v podniku.

Podl'a Rothenberg a kol. (2015) vysok4 kvalita postupov manazmentu l'udskych zdrojov
zvysuje spokojnost’ zamestnancov a pomaha zlepsit’ inovaciu aktivit firiem. Autori tvrdia, Ze
spokojni zamestnanci sa viac angazuji do dlhodobého rozvoja firiem a takto zvySuju
vykonnost’ podniku. Stadia tiez odhal'uje, e CSR pomaéha zlep$ovat’ imidz firmy, ale nemusi
nutne zvySovat' finanéni vykonnost. Firmy s vacSimi finanénymi zdrojmi dokazu zlepsit’
svoje HR postupy prostrednictvom réznych benefitov, ¢o pomaha udrzat’ si zamestnancov.
Stojanovic a kol. (2020) vo svojej Studii skumali vplyv CSR v kontexte pristupu
zamestnancov. Vysledky vyskumu poukazuji na to, Ze jasne definovany ciel’ implementécie
CSR moze pozitivne prispiet’ k prekonavaniu bariér zavedenia CSR do firmy, ovplyviuje
lojalitu zamestnancov, v dosledku ¢oho rastie ich vykonnost, a tym aj konkuren¢na schopnost’
firmy. Na druhej strane realizdcia CSR aktivit zvySuje ndklady firmy. Z tohto dovodu musia
manazéri vo firmach brat’ do tivahy vyhody zavedenia CSR ale i pripadné rizika v dlhodobom
¢asovom horizonte, priCom by sa mali zdrzat’ neetického pristupu k implementacii CSR (napr.
vyuzivanie CSR ako strategického marketingového nastroja bez vnatorného obsahu). Bariéry
implementacie CSR vyplyvaji z nedostatku vedomosti o nevyhnutnosti zavadzania
environmentalnych a socidlnych aspektov a zdujmov zainteresovanych stran do obchodnych
operacii.

V teoretickej oblasti je zaujimava aj diskusia o0 CSR Vv kontexte podnikatel'skych aktivit MSP.
Niektori autori uvadzaja, Zze CSR je typické len pre vel'ké firmy, ini zasa zdoraziiuju potrebu
implementacie CSRv MSP v kontexte osobitného pristupu vzhl'adom na Specifické vlastnosti
MSP.

Na rozdiel od MSP vicsie podniky vzdy mali lepSie moznosti pritiahnut’ va¢si zdujem medii
a pozornost’ verejnosti a hlavne disponovali lepSimi zdrojmi na zapojenie sa do CSR. Napr.
Dias akol. (2019) skamali, ¢i existuju vyznamné rozdiely v CSR pri malych a strednych
podnikoch oproti vel’kym podnikom. Ich vyskum bol realizovany v Portugalsku. Autori vo
svojom vyskume zistili, ze faktory velkosti, odvetvovej prisluSnosti a zabezpeCenia sprav
vysvetluju rozdielne pristupy k zapajaniu a zverejiovaniu CSR.

Hoci doteraz bola CSR zalezitostou predovsetkym velkych spolo¢nosti, viaceré Stadie v
sucasnosti skimaju a analyzuju, aky prinos maju aktivity CSR pre MSP, aké st motivacie na
ich implementaciu a ako CSR ovplyviuje fungovanie a funkcie MSP (Baumann-Pauly a kol.,
2013). Autori zistili, ze CSR aktivity MSP st véacSinou pohanané vnutornou motivaciou
vlastnikov a manazérov (Grimstad a kol., 2020), ¢o ich vedie k snahe najst’ nové spdsoby
riadenia a kontroly rizik prevladajucich v prevadzke MSP.

Prave MSP mo6zu vyuzit CSR na to, aby sa dokdzali odliSit” od velkych spolo¢nosti, a tym
dokazu tiez posilnit’ svoju konkurencieschopnost’. Je zrejmé, ze aktivity MSP v oblasti CSR
modzu byt vnimané ako neformalne, nebyrokratické a spontanne.

Na druhej strane je zrejmé, Ze prave MSP maju silnejSie vybudované regionalne vézby
a v historickom kontexte je zrejmé, Ze tieto firmy zakladali rozne spolky a zdruzenia v oblasti
aktivit, ktoré spadaju do CSR. ,,Spoloc¢ensky zodpovedné podnikanie je preto pre mnohé MSP
len novym pojmom pre nie¢o, ¢o uz davno robia.“ (Bussard akol., 2005). Podl'a tychto
autorov je interny aspekt a osobna motivacia vlastnika firmy pravdepodobne najdolezitejSim
dovodom pre zapajanie sa MSP do CSR (vel'ké firmy su prednostne orientované na externé
faktory: imidz, konkurencia, spolofenskd akceptacia atd’.). Autori definuju tieto hlavné
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prekazky MSP na zapojenie do CSR aktivit: riziko vysSich nékladov, nedostatok casu
podnikatelov a nedostatok ludskych zdrojov vo firme, nedostatok vnutornej motivacie
podnikatelov pre zapojenie sa do CSR aktivit, byrokratické prekazky, resp. nedostatok
vedomosti o CSR.

Magrizos a kol. (2021) skimali odolnost’ MSP voci krizovym javom v kontexte uplatiiovania
konceptu CSR. Podl'a autorov s odvolavkou na dalSich vyskumnikov MSP maji vlastné
Specifické vlastnosti, ktoré¢ determinujii ich osobitné postavenie v systéme CSR. MSP su
spolocnosti, kde je tazké rozlisit’ rozdiel medzi riadenim a vlastnictvom firmy. Vlastnik-
manaz€r najviac vplyva na hodnoty a kultiru firmy, zarovei tento systém riadenia predstavuje
mensie napdtie a menej konfliktov medzi zainteresovanymi stranami. VéacSina tychto
vlastnikov-manazérov trpi nedostatkom casu a znalosti a MSP sa Casto stretdvaju s
nedostatkom finanénych zdrojov. Na druhej strane mnoh¢ Stidie naznacuji, Ze MSP st ovel'a
viac zapojené do zZivota miestnych komunit v porovnani s velkymi podnikmi, ¢o moéze byt
sposobené tym, ze vlastnici ale aj zamestnanci zvyc€ajne Ziju v susednych lokalitach, ¢im su
znacne zainteresovani na ich rozvoji. Povaha podnikania je prevazne na osobnej tirovni ¢asto
s priamym kontaktom medzi majitelmi a zdkaznikmi. Tieto podniky sa staraji o mala
zékaznicku zakladiu a zameriavaju sa na miestne alebo regionalne trhy. Autori zdoraziuja, ze
vd’aka tymto charakteristikdm st praktiky CSR v rdmci MSP jedine¢né a zdorazituju potrebu
vyskumu navrhnutého Specialne pre segment MSP. Autori odmietaji pristup, ze MSP su
»malé vel'ké firmy” a pozaduju presnejsiu Specifikacia pristupov k danej problematike. Podla
autorov uplatiiovanie konceptu CSR v MSP vedie k zlepSeniu finan¢nej vykonnosti firmy
pocas krizy, priCom zdoraziiuju potrebu, aby tieto opatrenia boli zrozumitel'ne komunikované
k tym zainteresovanym strandm, ktoré su dolezité a rozhodujtce pre ich prezitie.

MSP mézu implementaciou CSR aktivit dosahovat’ aj isté konkurencné vyhody. Vzt'ah medzi
konkurenénymi vyhodami a CSR Vv segmente MSP skumali Madueno akol. (2016)
v Spanielsku na vzorke 552 MSP. Podl'a autorov uplatiiovanie CSR v MSP zvysuje ich
konkurencieschopnost’ a zvySuje technologicku efektivnost’ firiem, ¢im moézu zvySovat
kvalitu produktov, ako aj uzitocnost’ produktov a sluzieb, ktoré¢ poskytuji. Vysledky vyskumu
taktiez odhalili, ze priamy ucinok CSR je sprostredkovany velkostou firmy. Moézeme
konStatovat,, Ze ¢im je firma vécSia, tym viac finanénych prostriedkov dokaze vynalozit' na
technologicky a procesny rozvoj, ¢o zlepSuje podmienky na rast konkurencieschopnosti
firmy.

Z hladiska socialnej zodpovednosti podnikov pri MSP st prave zamestnanci, ktori vytvaraji
konkuren¢na vyhodu. Na to, aby zamestnanec vytvoril konkuren¢nt vyhodu pre podnik, mal
by byt spokojny a motivovany vo svojej praci. Toto tvrdenie dokazuje aj vyskum autorov
Espasandin-Bustelo a kol. (2020), ktori skimali, ako organiza¢na kultara ovplyviuje ¢innost’
vnutornej podnikovej socialnej zodpovednosti a vplyv tychto Cinnosti na Uroven S§t’astia
zamestnancov. Autori zistili, Ze vnitorna politika socidlnej zodpovednosti ma pozitivny vplyv
na rovnovahu medzi pracovnym a sukromnym zivotom zamestnancov. Autori zaroven
uvadzaji, ze vnatornd politika socidlnej zodpovednosti podnikov o zamestnancoch mé
vyznamny pozitivny vplyv na $tastie zamestnancov a pomaha zapojit' sa do inovativnejsich
pracovnych ndpadov. Dalo by sa preto povedat, Ze strategicky navrhnutd vnitorné politika
socidlnej zodpovednosti podnikov moze mat’ vyznamny pozitivny vplyv na rovnovahu medzi
pracovhym a sukromnym zivotom zamestnanca, a to moze nakoniec pomodct zvysit
spokojnost’ zamestnancov. Este dolezitejSie je, ze spokojni zamestnanci moézu mat’ inovativne
napady na rozvoj podnikania.

3 CIEL, METODOLOGIA A DATA
Cielom ¢lanku je prezentovat’ rozdiely v pos'gojOCh podnikatel'ov K vybranym atribatom CSR
v segmente MSP na zdklade velkosti firmy, dlZky podnikania a vzdelania podnikatel'ov.
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Empiricky vyskum, ktory bol zamerany na zistovanie postojov MSP v oblasti CSR, sa
uskuto¢nil na Slovensku v juni 2022. Zber dat realizovala renomovana externa firma
MNFORCE s vyuzitim ,,Computer Assisted Web Interviewing” (CAWI Research Method)
podla dotaznika, ktory vytvoril vyskumny tim. Respondent mohol odpovedat’ na tvrdenia
vyberom jednej z nasledovnych odpovedi: tGplne sthlasim, sthlasim, nezaujimam postoj,
nesthlasim a uplne nestihlasim. Agentira MNFORCE na zéklade definovanych poziadaviek
zo strany vyskumného timu zabezpecila adekvatnu Struktiru respondentov z hladiska
velkosti (pocet mikropodnikov a malych a strednych podnikov zodpovedal Struktare tychto
podnikov Vv jednotlivych ekonomikach) a reprezentativnost’ vyskumu. Vyber respondentov
bol zrealizovany metdédou ndhodného vyberu z profesionélnej databazy agentiry.

V Slovenskej republike bol celkovy pocet respondentov 322. Struktira respondentov
z hladiska velkosti firmy bola nasledovna: 167 (51.9%) mikropodnikov, 86 (26.7%) malé
podniky a 69 (21.4%) stredné podniky. Najviac firiem podnikalo vo sfére sluzieb 129 (40.1%)
aobchod 79 (24.5%), potom nasleduju tieto oblasti: 42 (13.0%) vyroba, 37 (11,5%)
stavebnictvo, 7 (2.2%) doprava, 3 (0.9%) pol'nohospodarstvo, 3 (0.9%) cestovny ruch a 22
(6.9%) respondentov uviedlo iné odvetvie podnikania. Z hladiska dizky podnikania bola
Struktara nasledovna: 79 (24.5%) do troch rokov, 137 (42.5%) viac nez 3 roky a do 10 rokov
a 106 (33.0%) respondentov podnika viac nez 10 rokov. Vzdelanostna Groven respondentov:
30 (9.3%) respondentov uviedlo zdkladné alebo stredoskolské vzdelanie bez maturity, 164
(50.9%) respondentov s ukonéenym stredoSkolsky vzdelanim s maturitou, 19 (5.9%)
vysokoskolské  vzdelanie-bakalarske, 100  (31.1%)  vysokoskolské  vzdelanie-
magisterské/inzinierske, 9 (2.8%) vysokoskolské vzdelanie-doktorskeé.

V ramci vyskumu sme sktimali postoje MSP k tymto tvrdeniam:

T1: Pri riadeni firmy beriem do uvahy koncepciu CSR.

T2: Implementacia koncepcie CSR umoziuje naSej firme ziskat’ konkurenéné vyhody na trhu
(lepsi image firmy, vysSiu lojalitu zdkaznikov, nové prileZitosti v biznise atd’.).

T3: Implementacia koncepcie CSR pozitivne vplyva na dlhodoby vztah s obchodnymi
partnermi.

T4: CSR umoziuje nasej firme ziskat’ kvalitnych zamestnancov.

V ramci vyskumu sme si stanovili tieto Statistické hypotézy:

H1: Existuju Statisticky vyznamné rozdiely v postojoch MSP k T1 z hl'adiska velkosti firmy,
dizky podnikania a vzdelania podnikatel'ov.

H2: Existuju Statisticky vyznamné rozdiely v postojoch MSP k T2 z hl'adiska velkosti firmy,
dizky podnikania a vzdelania podnikatel'ov.

H3: Existuju Statisticky vyznamné rozdiely v postojoch MSP k T3 z hl'adiska velkosti firmy,
dizky podnikania a vzdelania podnikatel'ov.

H4: Existuju Statisticky vyznamné rozdiely v postojoch MSP k T4 z hl'adiska velkosti firmy,
dizky podnikania a vzdelania podnikatel'ov.

Statistické hypotézy bolo overené prostrednictvom chi kvadratu a Z-skére na hladine
vyznamnosti a = 5%. V pripade, Ze p-hodnota chi kvadrétu, resp. Z-skére bola nizSia nez
0,05, bola hypotéza prijatd. Ak bola p-hodnota chi kvadrat a Z-skére vyssia nez 0,05,
hypotéza bola odmietnutd. Vypocty boli uskutocnené prostrednictvom kalkulatora, ktory je
dostupny na: https://www.socscistatistics.com/tests/chisquare2/default2.aspx a https://www.so
cscistatistics.com/tests/ztest/default2.aspx

4  VYSLEDKY
Vysledky empirického vyskumu st uvedené v tabulkach ¢.1 az 4.
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Tabulka ¢. 1: Vysledky vyskumu (T1)

Z-skore/
T1: Pri riadeni firmy Velkost Dizka Vzdelanie p-hodnota
beriem do Gvahy firmy podnikania | podnikatela Mikro/MSP
koncepciu CSR. Mikro/MSP | 0-10/10+ SS/VS 0-10/10+
SS/VS
1.Uplne suhlasim 25/36 42/19 38/23 -3,8912/0,00100
2. Suhlasim 58/74 96/36 78/54 2,0653/0,03846
y 83/110 138/55 116/77
Spolu 1+2 pocet/% 50/71 64/52 60/60 -0,065/0,95216
3. Nezaujimam postoj 64/39 62/41 63/40
4. Nesuhlasim 15/5 12/8 13/7
5.Uplne nestthlasim 5/1 4/2 2/4
SPOLU: 167/155 216/106 194/128
Chi-kvadrat: 17,2344 4,6592 2,2201
p-hodnota 0,00174 0,32409 0,69536

Zdroj: vlastné spracovanie

Vysvetlivky: Mikro = mikropodnik (0-9 zamestnancov), MSP — mal¢ podniky (od 10 do 49
zamestnancov) a stredné podniky (od 50 do 249 zamestnancov); 0-10 — dlzka podnikania do
10 rokov, 10+ - dlzka podnikania viac nez 10 rokov; SS — stredoskolské vzdelanie, VS —

vysokoskolské vzdelanie.

Vysledky vyskumu ukézali, Ze existuju Statisticky vyznamné rozdiely v celkovej Struktare
odpovedi pri porovnani postojov MSP zhladiska ich velkosti (p-hodnota chi
kvadratu=0,00174) a rozdiely v struktire kladnych odpovedi podla velkosti firmy a dizky
podnikania. Malé a stredné podniky sa viacej stotoznili s tvrdenim T1 ako mikropodniky,
resp. firmy s dizkou podnikania do 10 rokov intenzivnejsie suhlasili s tymto tvrdenim ako

starSie firmy.

Modzeme teda konstatovat, ze H1 bola parcidlne potvrdena.

Tabul’ka ¢. 2: Vysledky vyskumu (T2)

T2: Implementécia Dika Z-skore/
koncepcie CSR Velkost’ podnikania Vzdelanie p-hodnota
umoziuje nasej firme firmy 0-10/10+ podnikatel'a Mikro/MSP
ziskat’ konkurenéné Mikro/MSP SS/VS 0-10/10+
vyhody na trhu. SS/VS
1.Uplne sthlasim 30/38 48/20 42/26 -4,5741/<0,00001
2. Suhlasim 50/75 89/36 79/46 1,8233/0,06876
y 80/113 137/56 121/72
Spolu 1+2 pocet/% 48/73 63/53 62/56 1,0970/0,27134
3. Nezaujimam postoj 67/35 62/40 56/46
4. Nesuhlasim 15/5 11/9 13/7
5.Uplne nesiihlasim 5/2 6/1 4/3
Chi-kvadrat: 12,2639 5,5930 1,9541
p-hodnota 0,01546 0,23167 0,74420

Zdroj: vlastné spracovanie
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Vysledky vyskumu ukézali, ze existuju Statisticky vyznamné rozdiely v celkovej Struktire
odpovedi pri porovnani postojov MSP z hladiska ich velkosti a taktiez rozdiely v Strukture
kladnych odpovedi podl'a vel’kosti firmy. Malé a stredné podniky sa viacej stotoznili s T2 ako
mikropodniky. M6zeme teda konStatovat’, ze H2 bola parcidlne potvrdena.

Tabul’ka ¢. 3: Vysledky vyskumu (T3)

T3: Implementécia , . Z-skore/
K e' i CSR pozitivie Velkost’ Dlzka Vzdelanie p-hodnota
Oln,c apr(i;e dlhod SS Z lz\?;h firmy podnikania | podnikatel’a Mikro/MSP
vblyvana cRRocoby VZLAR | npikro/MSP | 0-10/10+ S$/VS 0-10/10+
S obchodnymi partnermi. SV
I.Uplne suhlasim 29/37 46/20 38/24 -3,6158/0,00030
2. Stihlasim 59/75 97/37 78/54 2,1607/0,03078
Spolu 1+2 pocet/% i P TS| -0,205210,83366
3. Nezaujimam postoj 63/35 57/41 63/44
4. Nesuhlasim 11/6 10/7 13/3
5.Uplne nestihlasim 5/2 6/1 2/3
Chi-kvadrat: 13,2076 7,0684 3,9884
p-hodnota 0,01030 0,13232 0,40758

Zdroj: vlastné spracovanie

Vysledky vyskumu ukézali, Ze existuju Statisticky vyznamné rozdiely v celkovej Struktare
odpovedi pri porovnani postojov MSP z hl'adiska ich velkosti a rozdiely v strukture kladnych
odpovedi podl'a velkosti firmy a dizky podnikania. Malé a stredné podniky sa viacej
stotoznili s T3 ako mikropodniky. Firmy s dizkou podnikania do 10 rokov intenzivnejsie
suhlasili s tymto tvrdenim ako starSie firmy. M6zeme teda konstatovat’, ze H3 bola parcialne

potvrdena.

Tabul'ka ¢. 4: Vysledky vyskumu (T4)

Z-skore/
T4: CSR umoziiuje nasej Velkost Dizka Vzdelanie p-hodnota
firme ziskat’ kvalitnych firmy podnikania | podnikatel’a Mikro/MSP
zamestnancov. Mikro/MSP | 0-10/10+ SS/VS 0-10/10+
SS/VS
1.Uplne suhlasim 28/33 44/17 39/22 -3,3719/0,00076
2. Stihlasim 53/71 89/35 77/47 2,1349/0,03318
y 81/104 133/52 116/69
Spolu 1+2 pocet/% 49/67 62/49 60/54 1,0457/0,29372
3. Nezaujimam postoj 72/41 68/45 63/50
4. Nesuhlasim 10/9 11/8 13/7
5.Uplne nesithlasim 4/1 4/1 2/2
Chi-kvadrat: 12,9506 5,4844 1,8407
p-hodnota 0,01152 0,24110 0,76502

Zdroj: vlastné spracovanie

Vysledky vyskumu ukézali, ze existuju Statisticky vyznamné rozdiely v celkovej Struktire
odpovedi pri porovnani postojov MSP z hl'adiska ich velkosti a rozdiely v struktire kladnych
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odpovedi podla velkosti firmy a dizky podnikania. Malé a stredné podniky sa viacej
stotoznili s tvrdenim T4 ako mikropodniky, resp. firmy s dizkou podnikania do 10 rokov
intenzivnejSie suhlasili s tymto tvrdenim ako starSie firmy. Mdzeme teda konstatovat’, ze H4
bola parcidlne potvrdena.

5 ZAVER

Ciel'om clanku bolo prezentovat’ rozdiely v postojoch podnikatel'ov k vybranym atributom
CSR v segmente MSP na zéklade velkosti firmy, dizky podnikania a vzdelania podnikatel'ov.

Vysledky empirického vyskumu preukazali, ze existuju vyznamné rozdiely v postojoch MSP
z hl'adiska ich velkosti a z hl'adiska dizky podnikania.

Mal¢ a stredné podniky prezentovali pozitivnejSie postoje k vybranym atribtitom CSR nez
mikropodniky. Tieto podniky intenzivnejSie vyuzivaji koncept CSR pri riadeni firmy, lepSie
st uvedomuju, Ze CSR im umoziuje ziskat' konkurencné vyhody na trhu, budovat’ dlhodobé
vztahy s obchodnymi partnermi a ziskat’ kvalitnych zamestnancov

Mladsie firmy (do 10 rokov ich existencie) maji pozitivnejsi vztah k CSR nez starSie firmy
(firmy s existenciou nad 10 rokov). Vysledky vyskumu potvrdzuju, Ze tieto firmy viacej
vyuzivaju CSR pri riadeni firmy, ocefiuji vplyv CSR na budovanie dlhodobych vztahov
s obchodnymi partnermi a viacej veria, Ze CSR im umoziiuje ziskat’ kvalitnych zamestnancov.
Vplyv vzdelania podnikatelov na vnimanie vybranych atriblitov CSR sme nezistili. Postoje
podnikatelov so stredoskolskym vzdelanim sa vyrazne neliSili od postojov podnikatel'ov
s vysokoskolskym vzdelanim.
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VPLYV CSR NA VNIMANIE VYBRANYCH ASPEKTOV
UDRZATELNOSTI CESKYCH MSP

THE CSR IMPACT ON SELECTED SUSTAINABILITY ASPECTS’S
PERCEPTION OF CZECH SMES

Zdenko Metzker, Jaroslav Belas, Jan Dvorsky, Terezie Janikova

Abstrakt

Spolo¢enska zodpovednost’ podnikov (Corporate Social Responsibility — CSR) je v sucasnosti
velmi aktudlnym tématom. Cielom prispevku je zistit, ako vnimaji problematiku
udrzatelnosti a krizovych javov podnikatelia malych a strednych podnikov (MSP) v Ceskej
republike, ktori implementuji koncept CSR do svojej manazérskej praxe oproti ostatnym
podnikatelom v segmente MSP. Clanok vychadza z dotaznikového prieskumu so zberom
udajov v jini 2022 s celkovym poctom 374 respondentov. Na overenie hypotéz boli pouzité
Statistické metody Pearsonov y-square test a Z-score. Vysledky odhalili signifikantné rozdiely
medzi firmami. Vo v§eobecnosti z poznatkov ¢lanku vyplyva, Ze podinkatelia implementujtci
CSR vo svojej firme maju pozitivnejsi pristup k udrzatelnosti a krizové javy beru viac ako
prilezitost’ pre firmeny rast.

Klicova slova: Spolocenska zodpovednost podniku, malé a stredné podniky, udrzatelnost
podnikania, krizové javy

Abstract

Corporate Social Responsibility (CSR) is a hot topic at the moment. The aim of this paper is
to find out how entrepreneurs of small and medium-sized enterprises (SMEs) in the Czech
Republic who implement the concept of CSR in their management practice perceive the issue
of sustainability and crisis phenomena compared to other entrepreneurs in the SME segment.
The article is based on a questionnaire survey with data collection in June 2022 with a total of
374 respondents. Pearson y-square test and Z-score statistical methods were used to test the
hypotheses. The results revealed significant differences between firms. In general, the
findings of the paper suggest that the sub-syndicates implementing CSR in their firm have a
more positive attitude towards sustainability and take crisis phenomena more as an
opportunity for company‘s growth.

Key words: Corporate social responsibility, small and medium-sized enterprises, business
sustainability, crisis phenomena

1 UvoD

V sucasnosti, v cCase zvySeného tlaku na prevzatie zodpovednosti za socialne a
environmentalne otazky, sa kladie ¢oraz va¢si doraz na koncepciu socialnej zodpovednosti
podnikov (dalej len CSR) a jej implementéaciu. Spolo€enskou zodpovednostou sa zaobera
mnoho vyskumov, ktoré sa vSak zameriavaju najmd na vel'ké podniky, pretoze predstavuju
najvacsi pocet podnikov zapojenych do CSR. Mal¢é a stredné podniky maju relativne mali
ekonomicku silu, ale na druhej strane sa povazuju za jeden z hlavnych motorov ekonomiky s
pozitivnym vplyvom na zamestnanost’, hruby domaci produkt a prijmy $tatu (Kljucnikov et
al., 2016). Malé a stredné podniky prevladaju aj v podsektore dolezitych strategickych
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obchodnych sluzieb. To sposobilo rastuci trend vel'kych spolo¢nosti vyuzivat MSP formou
outsourcingu (Rocha, 2012). Postupy CSR sa povazuju za potencialne nastroje, ktoré mozno
uplatnit’ aj v pripade segmentu MSP (Belas et al., 2020). Ako vsak tvrdi Herrera Maduefio et
al. (2016), nie je mozné implementovat koncepciu a metodiku CSR pouzivani velkymi
spolocnostami do "Specifickej reality" MSP bez predchadzajiceho zohladnenia tychto
Specifickych podmienok. Takze nastroje, s ktorymi sa MSP musia vyrovnat pri implementacii
CSR, budi odlisné od predtym formalizovanych nastrojov pouzivanych velkymi
spolo¢nostami (Gelbmann, 2010).

Implementacia CSR do podnikovej praxe je dlhodoby proces, v ktorom sa manazment,
zamestnanci a ostatné zlozky podniku musia stotoznit’ s touto mySlienkou a uvedomit’ si
prinosy CSR v dlhodobom horizonte (Bardos et al., 2020). Zistilo sa, ze implementacia CSR
ma pozitivny vplyv na vnimanie produktov, lojalitu k znacke a imidz podniku a CSR moZzno
vyuzit' ako u€inny nastroj na odliSenie produktov od ostatnych konkurentov a zvySenie
konkuren¢nej vyhody podniku alebo pozitivne ovplyviiuje postoje a spravanie zamestnancov
(Boccia et al., 2019; Nazir & Islam, 2020). Z manaZérskeho hl'adiska je zaujimavé skimat
vplyv CSR na udrzatelnost’ alebo kontinuitu podnikania (Dayanandan et al., 2018). Studia
Cera et al., (2020) zistila, ze podniky v Ceskej republike a na Slovensku sa v oblasti CSR
nespravaju podobne. Boli medzi nimi identifikované vyznamné rozdiely. Z tohto zistenia
vyplyva, ze CSR by sa mala skimat’ v suvislosti s prostredim, v ktorom sa ¢innost’ podniku
uskutociiuje. Z toho vyplyva, ze rozdiely v CSR mozu vysvetlit' socidlne, kultirne normy a
ekonomické, technologické a institucionélne faktory (Cera et al., 2019, 2020; Chowdhury et
al., 2019).

2 TEORETICKE POZNATKY

Vyznam spoloc¢enskej zodpovednosti podnikov mozno chapat ako vyvazeny Styl riadenia
medzi riadenim aktiv a rizik, zohladiujuci prinosy vSetkych zainteresovanych stran(Belas et
al., 2022; Hadj, 2019) kde distribtcia ekonomickych zdrojov z vyroby produktov a sluzieb
pomaha pri zlepSovani situacie zainteresovanych stran prostrednictvom implementacie a
integracie etickych systémov a udrzatelnych postupov riadenia (Adda et al., 2016).
Implementacia CSR je pre podniky napomocna pri zmieriovani negativnych vplyvov
podnikatel'skych aktivit na zivotné prostredie (Bikefe et al., 2020). Moze prispiet’ k lepSiemu
imidZzu spolo¢nosti (Barakat et al., 2016) alebo dokonca prekonat negativnu reklamu
a povedomie o firme (Alhouti et al., 2021; Kang et al., 2021). Prostrednictvom CSR sa
podniky snazia pozitivne ovplyvnit' pracovné, socidlne a prirodné prostredie, a tym ziskat’
konkuren¢nti vyhodu a zabezpecit’ dlhodobu udrzatel'nost’ (Stojanovic et al., 2020).

Archie B. Carrol (2016) povazuje CSR za koncept etickej, ekonomickej, filantropickej a
pravnej oblasti, ktoru vytvaraju vztahy spolo¢nosti s jej okolim. Ekonomicka zodpovednost’ -
vytvaranie pridanej hodnoty - prinasa vyhody vSetkym zainteresovanym stranam. Pravna
zodpovednost’ - dodrziavanie predpisov a zakonov. Etickd zodpovednost’ - od spoloc¢nosti sa
ocakava, Ze budu robit’ to, ¢o je spravne a spravodlivé pre spolo¢nost’ - organizacie prijimaju
¢innosti, normy a postupy, ktoré sa od nich ofakavaji, aj ked’ nie s jasne definované
zékonom. Firemna filantropia - G€ast’ spolo¢nosti na aktivitach, od ktorych sa neocakava, ze
st etické, vhodné pre spolo¢nost. Podl'a Chojnacka a Wisniewskej (2016) neexistuje
vSeobecne prijata definicia spolocenskej zodpovednosti. Realizaciou CSR by si podniky
mohli budovat’ prestiz, zvySovat’ spokojnost’ a lojalitu zainteresovanych stran, a tym zvySovat’
hodnotu podniku (Lourengo & Sousa-Filho, 2020). CSR je rozhodujucim faktorom pri
preukazovani environmentalnych alebo charitativnych aktivit (Gorgenyi-Hegyes E & Fekete-
Farkas M, 2019). Vveinhardt & Sroka (2020) tvrdia, ze od CSR sa o¢akava rieSenie globalne;j
chudoby, socidlneho vylucenia, zhorSovania Zivotného prostredia a podpora udrzate'ného
rozvoja.
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Malé a stredné podniky st zraniteI'né voéi zivot ohrozujicemu bankrotu (Rico et al., 2021).
Vysledky viacerych autorov naznacuju, ze pravdepodobnost’ upadku je vyrazne ovplyvnend
SZP. Teda podniky s lepsou vykonnostou SZP maji mensiu pravdepodobnost’ bankrotu ako
podniky bez implementovanej SZP (Cooper & Uzun, 2019; Kamalirezaei et al., 2020; Lin &
Dong, 2018; Qiu et al., 2021). Aby sa zabranilo firemnému upadku, musi management zaistit’
potrebné kroky k udrzatel'nosti podnikatel’ského procesu. mézeme vychddzat’ z Freemanove;j
teorie zainteresovanych stran, podla ktorej by mal byt v sulade s lepSou finan¢nou
vykonnost'ou (Freeman & McVea, 2005). Teoéria zainteresovanych stran tieZ naznacuje, zZe
spolo¢nosti, ktoré sa angazuju v oblasti CSR, v kone¢nom dosledku podstupuju nizZsie riziko.
Lu et al. podporuji myslienku, ze SZP mo6ze byt u€innym néstrojom riadenia a spolocnosti
ako silni predstavitelia spoloCenskej zodpovednosti by mohli mat priaznivé investicné a
organizacné stratégie. Erragragui & Elias (2018) zistili, ze silné stranky v oblasti Zivotného
prostredia a spravy a riadenia (sucast CSR) znizuju ndklady na dlh. Mnohé spolocnosti
implementuju CSR ako prirodzené presvedcenie o povinnosti spolo¢nosti nad ramec financ¢nej
vykonnosti. Ahn et al. (2018) dospeli k zaveru, ze urcenie dlhodobého prezitia podniku
(udrzateI'nost’ podnikania) je vyrazne ovplyvnené aj spolo¢enskou zodpovednostou.

Vyskum z Ceskej republiky (Kuéerova et al., 2016) ukézal, Ze iroveti znalosti konceptu CSR
v pripade podnikov v Ceskej republike je ovplyvnena najmi velkostou podniku, typom
vlastnictva a uzemnou pdsobnost'ou. Vel'ké podniky a podniky s poboc¢kami v zahranici alebo
so zahrani¢nymi vlastnikmi maju vyssie znalosti a propaguji koncept CSR vo vicsej miere
ako ostatné podniky v Ceskej republike. Slaba (2020) vo svojom vyskume zistila, ze 41 %
malych a strednych podnikov vykonéava aktivity v oblasti SZP. Zistila vSak, Ze to zavisi od
velkosti podnikov, kedZze az 75 % mikropodnikov. Vo svojom vyskume dalej zistila, ze
vacsina CSR aktivit vykondavanych MSP na ¢eskom trhu sa zameriava na environmentalne,
etické, socialne a filantropické otazky. Motivaciou k realizacii CSR aktivit, ktoru uviedli
MSP, st najmi etické aspekty, poziadavky zakaznikov a malé a stredné podniky uviedli
zvysSovanie konkurencieschopnosti trhu a poziadavky zakaznikov.

Existuji vSak aj odporcovia koncepcie CSR. Z hl'adiska ekonomickej tedrie monetarizmu
(neoliberalizmu) M. Friedman vo svojej teorii zainteresovanych stran uvadza, ze SZP
obmedzuje slobodu spoloc¢nosti, a tym znizuje ekonomicku slobodu. Manazér spolo¢nosti
musi konat’ tak, aby nebol v rozpore s ostatnymi zainteresovanymi stranami, napr. pri konani
vo verejnom zaujme v kontexte CSR sa znizuju vynosy pre akcionarov, a tym sa rozklada
samotny ucel podnikania (Friedman, 1970).

3 CIEL, METODOLOGIA A DATA

Cielom clanku je prezentovat’ rozdiely v postojoch podnikatelov k vybranym atribitom
udrzatel'nosti podnikania akrizovych javoch vsegmente cCeskych MSP na ziklade
implementacie CSR v manazérskej praxi. Empiricky vyskum bol realizovany v Ceskej
republike v jani 2022. Zber dat realizovala renomovana externa firma MNFORCE. Respondent
odpovedal na otazky prostrednictvom vyjadrenia postoju na patbodove;j likertovej Skale: uplne
stihlasim, sthlasim, nezaujimam postoj, nestthlasim a Uplne nestihlasim. Vyber respondentov
bol zrealizovany metédou nahodného vyberu z databazy agentury.

V Ceskej republike bol celkovy pocet respondentov 347. Struktira respondentov z hl'adiska
vel’kosti firmy bola nasledovna: 157 (45.2%) mikropodnikov, 107 (30.8%) malé podniky a 83
(23.9%) stredné podniky. Najviac firiem podnikalo vo sfére sluzieb 138 (39.8%) a vyroby 72
(20.7%), potom nasleduju tieto oblasti: 60 (17.3%) obchod, 32 (9.2%) stavebnictvo, 11
(3.2%) doprava, 7 (2.0%) polnohospodarstvo, 3 (0.9%) cestovny ruch a24 (6.9%)
respondentov uviedlo iné odvetvie podnikania. Z hl'adiska dizky podnikania bola $truktira
nasledovna: 71 (20.5%) do troch rokov, 108 (31.1%) viac nez 3 roky a do 10 rokov a 168
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(48.4%) respondentov podnika viac nez 10 rokov. Z celkového poctu ¢eskych respondentov
bolo 47.3% Zien a 52.7% muZzov. Vekova Struktira respondentov: 98 (28.2%) do 35 rokov,
123 (35.4%) vo veku 36-45 rokov, 97 (28.0%) vo veku 46-55 rokov a 29 (8.4%) vo veku viac
nez 55 rokov.

Respondenti boli rozdeleni na tych, ktori vo svojej firme vyuzivaja, resp. maji implementovany
koncept CSR (CSR+) a na ostatnych (OST), podl'a suhlasnej odpovede na tvrdenie

TO: Pri riadeni firmy beriem do uvahy koncepciu CSR.

Firmy implementujuce CSR mali zastipenie vo vyskume z 50,4% (175) (odpovede uplne
suhlasim + sthlasim). Ostatné podniky 49,6% (odpoved’ na TO nezaujimam postoj +
nesthlasim + Gplne nesuhlasim).

V ramci vyskumu sme skumali postoje vlastnikov a manazérov cCeskych MSP Kk tymto
tvrdeniam:

T1: Trvalo udrzatel'ny rast by mal sledovat’ nielen ekonomické zaujmy firiem, ale aj pozitivny
vplyv na socidlny systém a aspekty Zivotného prostredia.

T2: Nasu firmu hodnotim ako trvale udrzatel'nq.

T3: Pritomnost’ krizovych situacii v podnikatel'skom prostredi vnimam ako prileZitost’ na rast
firmy.

T4: Krizové javy (pandémia COVID-19, rusko-ukrajinsky konflikt a jeho dopady) zmenili
pohl'ad manaZzéra na udrzatel'nost’ firmy.

Na zéaklade tvrdeni boli zostavené nasledujuce hypotézy:

H1: Existuju Statisticky vyznamné rozdiely v postojoch MSP k T1 z hl'adiska implementacie
CSR v firme.

H2: Existuju $tatisticky vyznamné rozdiely v postojoch MSP k T2 z hl'adiska implementacie
CSR v firme.

H3: Existuju $tatisticky vyznamné rozdiely v postojoch MSP k T3 z hl'adiska implementacie
CSR v firme.

H4: Existuju $tatisticky vyznamné rozdiely v postojoch MSP k T4 z hl'adiska implementacie
CSR v firme.

Na vyhodnotenie Statistickych hypotéz boli vyuzit¢é metdody Z-score ay-square
(prostrednictvom internetovej aplikacie  http://www.socscistatistics.com/) na hladine
vyznamnosti a = 5%. V pripade, Ze p-value Z-score ay-square bola nizsia nez 0,05, bola
hypotéza prijata.

4 VYSLEDKY
Vysledky vyskumu su uvedené v tabul’kach 1 az 4.

Tabulka 1 Vysledky T1

Trvalo udrzatel'ny rast by mal

sledovat’ nielen ekonomické

zaujmy firiem, ale aj pozitivny CSR + OST Z-score Z_f/(;?:;i b-
vplyv na socidlny systém a

aspekty zivotného prostredia.

Suhlasim 166 104 7.7087 <0.001
Nezaujimam postoj 8 56 -6.7207 <0001
Nesuhlasim 1 12 -3.1415 0.002
TOTAL 175 172 a=0.05
x-square | p-value 59.5232 <0.001 '

Zdroj: vlastné spracovanie
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Z tabulky 1 je zrete'ny znacny rozdiel v odpovediach podnikatel'ov, ktori implementuju CSR
a ostatnych na tvrdenie T1, vo vSetkych odpovediach (suhlasim, nesuhlasim, nezaujimam
postoj). Celkova Struktira odpovedi vykazuje signifikantné Statistické rozdiely (y-square).
Hypotézu H1 prijimame, existuju $tatisticky vyznamné odchylky v postojoch k T1 v zavislosti

od vyuzitia CSR v podniku.

Tabulka 2 Vysledky T2

NasSu ﬁrmvu ho’dr}otlm ako CSR + OST Z.score Z-score p-
trvale udrzatel'nt value
Suhlasim 156 87 7.8394 <0.001
Nezaujimam postoj 15 69 -6.859 <0.001
Nesuhlasim 4 16 -2.8041 <0.001
TOTAL 175 172 0= 0.05
y-square | p-value 61.4855 <0.001 '

Zdroj: vlastné spracovanie

Vysledky spracovania odpovedi T2 dokazuju, ze opat’ existuju Statisticky vyznamné rozdiely
vV odpovediach podnikatel'ov implementujucich CSR a ostatnych, vo vSetkych odpovediach.

Hypotézu H2 preto prijimame.

Tabulka 3 Vysledky T3

Pritomnost’ krizovych situdcii Z-score p-
V podnikatel'skom prostredi vnimam CSR + OST Z-score

o value
ako prileZitost’ na rast firmy.
Suhlasim 149 75 8.0876 <0.001
Nezaujimam postoj 20 72 -6.4212 <0.001
Nesuhlasim 6 25 -3.6265 <0.001
TOTAL 175 172 0= 0.05
y-square | p-value 65.4619 <0.001 '

Zdroj: vlastné spracovanie

Z hl'adiska postoja k otazke krizovych situdcii ako prileZitosti pre firmy maju opat’ vyznamné
Statistické rozdiely z hl'adiska celkového pohl'adu ,,CSR podnikatelia®, ktori znacne pozitivne,
oproti ostatnym podnikatelom, vnimaji krizové situdcie ako prilezitost. Hypotézu H3

prijimame, pretoze existuju Statisticky vyznamné rozdiely v postojoch k tvrdeniu T3.

Tabulka 4 Vysledky T4

Krizové javy (pandémia COVID-

19, rusko-ukrajinsky konflikt CSR + OST Z-score Z-score p-
a jeho dopady) zmenili mgj 175 172 value
pohl’ad na udrZatel'nost’ firmy.

Suhlasim 115 59 5.8512 <0.001
Nezaujimam postoj 26 83 -6.7016 <0.001
Nesuhlasim 34 30 0.4771 0.6312
TOTAL 175 175 0= 0.05
y-square | p-value 48.0580 <0.001 '

Zdroj: vlastné spracovanie

-68 -



Pri tvrdeni T4 mame iba v jednom pripade relativne similarne odpovede — a to pre nesthlasné
odpovede. V ostatnych pripadoch existuji Statisticky vyznamné odchylky v prospech
podnikatelov implementujicich CSR. Z toho vyplyva, ze jedinci konajici spolocensky
zodpovedne si uvedomuju dolezitost zmeny podnikatel'skych aktivit z dovodu rizika
krizovych javov za u¢elom dosiahnutia dlhodobejsej udrzatelnosti firmy.

5 ZAVER

Cielom prispevku bolo zistit, ako vnimaji problematiku udrZatelnosti a krizovych javov
podnikatelia malych a strednych podnikov (MSP) v Ceskej republike, ktori implementuju
koncept CSR do svojej manazérskej praxe oproti ostatnym podnikatel'om v segmente MSP.
Zistili sme, ze podnikatelia implementujici CSR maja vyrazne pozitivnejs§i postoj
K udrzatel'nosti podnikania a krizové javy vyskytujuce sa v podnikatel'skom prostredi (napr.
COVID-19 alebo rusko-ukrajinsky konflikt) berti ako vyraznejsie ako prilezitost’ pre d’alsi
rozvoj podnikania ako ostatni Ceski podnikatelia (85% CSR podnikatel'ov, oproti 34%
ostatnych respondentov). Z hl'adiska zmeny postoju k udrzatel'nosti je patrné, Ze krizové javy
CSR podnikatel'ov v znac¢nej miere presvedcCili zamysliet sa nad pojmom ,udrzatelnost
firmy* z hl'adiska, ¢i doteraj$i postoj je, po urcitych krizovych zmendch, vhodny, alebo
vyzaduje komplexné zmeny pre udrzanie firmy do budtcna.

Potvrdzuje sa, ze CSR, asponn v pripade vysledkov ceskych MSP, pozitivne ovplyviiuje
manaz¢érov a vlastnikov podnikov pri otdzke udrzatel'nosti. Takmer 90% CSR podnikatel'ov
povazuje svoju spolo¢nost’ za trvale udrzateI'nu.

Tento vyskum ma uréité obmedzenia. Zistenia nemozno zovSeobecnit’ pre ziadnu Krajinu,
ked’7e autori sa zamerali len na Ceskd republiku. Informéacie o postojoch vlastnikov a
manazérov boli ziskané vyplnenim online dotaznika, Co znamend, ze nebolo mozné zistit
reakcie respondentov v danom ¢ase a na danom mieste. Na druhej strane respondenti neboli
ovplyviiovani vyskumnikmi a nutnostou okamzite odpovedat’ na otazky; vyhodou bola aj
anonymita respondentov.
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ENHANCING THE IMPACT OF BUSINESS ETHICS PROFESSIONALS
IN SLOVAKIA

Ivan Skalos

Abstract

In Slovakia, the business ethics function is institutionalized (except for some regulated
industries) on voluntary basis. Results of the project Development of Business Ethics in the
Slovak Business Environment (APVV-16-0091), supported by the Agency for Research and
Development) showed which limitation factors of further development of business ethics in
commercial organizations in Slovakia are mostly significant: lack of knowledge on ethics,
lack of time for developing ethics, lack of trust in making a difference and fear of change. The
paper shows analysis of these findings and proposes corrective action in terms of defining
which competences need to be developed within the community of business ethics
professionals to enhance their impact.

Key words: business ethics, Compliance, impact, competences, development barriers

1 INTRODUCTION

With more frequent disruptions in external environments, increasing regulatory complexity
and intensity, as well as increasing sensitivity on ethical failures, further germination of
business ethics within both global and local business environments appears as one of key
imperatives for effective combating mentioned challenges. Although having an
institutionalized and organizationally covered business ethics is only regulatory requirement
for some industries (e.g. financial and payment institutions) and a certain segment of
commercial organizations in some jurisdictions, we can gradually observe profiling of
Compliance and business ethics positions as a profession and to generally state that demand
for this profession is increasing.

Slovakia represents one of the jurisdictions where, except for companies under specific
market/industry regulations, commercial organizations are not subject to any obligation
regarding setting up a position responsible for business ethics, its duties and related
governance principles. Implementation of ethics and Compliance programs appears to be
predominantly typical for Slovak affiliates of international holdings, with local companies,
systematic approach to business ethics is rather rare. Interesting, although not frequent
observation are local companies built and lead by strong personalities, who clearly and
actively declare their (positive) attitude to ethical principles by personal example and enforce
their application across the organization (Deak et al., 2022).

The ambition of this paper is to analyze partial results of the representative research carried
out within the project APVV-16-0091 Development of Business Ethics in the Slovak
Business Environment (RemiSova et al., 2021a) and to conclude, what are the essential
competences that would help business ethics professionals in Slovakia (Compliance officers,
Ethics managers or ambassadors) to prominently increase their impact and effectiveness of
their efforts.

2 METHODOLOGY

Research this paper draws from aimed at in-depth analysis of the state of business ethics in
the Slovak business environment. It was a largescale multiphase and multimethod project. In
its qualitative phase, the project identified unethical practices occurring in the Slovak business
environment, their perceived reasons and best practices that work well in companies to
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advance ethical behavior and compliance (see e.g., LaSdkova et al., 2021b; Lasakova et al.,
2022). Results from this qualitative investigation served in the following quantitative phase as
the basis for the questionnaire utilized in the representative empirical research (see e.g.,
Lasakova et al., 2021a; RemiSova et al., 2021b). Data acquisition (January to June 2019)
ended in acquiring a sample of n = 1295 respondents. The sample was based on stratified
random sampling strategy, and representative in terms of company size and regional location.

Next section of this paper presents partial results from one part of the large quantitative
survey, namely the outcomes related with major barriers in development of business ethics in
Slovak companies. Respondents were asked to assess the set of nine predefined barriers on a
five-point scale denoting the perceived extent to which the given barriers were extant in their
companies. The examined barriers were: lack of knowledge on ethics lack of time for
developing ethics, lack of trust in making a difference, fear of change, lack of financial
resources, lack of management's interest for the topic, complexity and specifics of the
organization, fear of adverse economic impacts, low level of morality within employees. For
the purpose of this paper, we only focused on the answers of 155 respondents (out of the total
1295 respondents), whose companies do already have a installed a position responsible for
business ethics in the company in its organizational structure (part-time or full-time).

3 MAJOR CONSTRAINTS OF FURTHER BUSINESS ETHICS
ADVANCEMENT IN SLOVAK COMPANIES

As the most significant barriers (approx. 30% of respondents and more agree or rather agree
these represent major barriers) are considered (from most significant to less significant):

= Lack of knowledge on ethics (35,5%)

= Lack of time for developing ethics (33,5%)

= Lack of trust in making a difference (31,6%)

= Fear of change (29,7%)
whilst following factors were evaluated as least significant barriers (approx. 23% of
respondents and less agree or rather agree these represent major barriers):

= Lack of financial resources (23,2%)

= Lack of management's interest for the topic (20,0%)

= Complexity and specifics of the organization (20,0%)

=  Fear of adverse economic impacts (18,1%)

=  Low level of morality within employees (17,4%)
As a first glance, general but rather promising observation we could state that, under certain
conditions, the 4 top ranked most significant barriers to further development of business
ethics represent factors that can be, directly or indirectly, positively influenced by business
ethics professionals installed in the organization with adequate competence, but above all
with appropriate set of soft and hard skills.
Having this in mind, in the upcoming sections we will make a deep-dive into what the above
results tell and, subsequently, what remedial action could help business ethics professionals to
effectively neutralize these barriers in practice. In our thoughts, we do not limit ourselves to
action aimed to finetune the business ethics governance in organizations, but would like to
reconsider the entire modus operandi, including the areas of personal development of business
ethics professionals deployed in organizations.

3.1 Lack of knowledge on business ethics

Indisputably, the profession of those ensuring business ethics in commercial (but in public
administration as well) organizations is currently evolving and companies creating respective
positions in their organizational structures often occupy these with professionals who have, in
their view, closest possible professional profile — specialists of internal audit, corporate
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security, lawyers, HR experts. When it comes to profiling of those working positions, in
utmost cases responsibility for business conduct following principles of integrity is, together
with responsibility for compliance with specific regulations and general oversight over legal
and regulatory compliance, covered by the position of Compliance officer / manager / expert.
This means, that in practice, organizations follow the approach of Compliance officer position
being dedicated to “managing the company's compliance and ethics responsibilities through
investigation, monitoring, education, and prescription, but not through control of employees”
(Martin, 2015, p. 198).

However, only fragments of requirements (from the perspective of all education, skills and
personal profile) are codified in binding legal acts, such as the pre-condition of appropriate
qualification (e.g. according the Slovak Act No. 54/2019 Coll. on Protection of
Whistleblowers of Anti-social Activity and on Amendments and Supplements to Certain
Acts).

Furthermore, as Deborah A. DeMott (2013, p. 67) states, “...the status and evolutionary stage
of compliance activity as a profession, distinct from the legal profession, may lurk in the
background. Unlike lawyers, compliance professionals as such are not licensed by the state,
nor is a particular course of formal education requisite to performing their work. Although
compliance professionals may choose to be associated with membership organizations, these
organizations do not (or, at least, do not yet) perform the sorts of self-regulatory functions
associated with professional organizations in classic professions, such as law and
accounting”. This statement is valid also from the current Slovak perspective, where the
relevant established professional association (Slovak Compliance circle) so far only provides
an informal platform for those responsible for business ethics to exchange experience and
knowledge.

Having all of this in mind, many working positions assuming responsibility for developing
business ethics in commercial organizations are occupied by individuals with various original
professional background, drawing their know-how from general framework policies and
guidance assumed to be implemented in the company’s operations (international companies),
or only gradually gaining knowledge in the course of executing their working duties (local
companies, especially those solely institutionalizing business ethics in their organizations as
result of their focus on values, thus lacking concrete know-how to address concrete legal /
regulatory requirements and ethical issues that materialize in the company’s operations)l. In
these cases, those in charge of business ethics / Compliance affairs might face problems with
identifying and deploying practical, effective solutions conforming to all applicable
requirements and best practices on the respective market.

Saying that, we can derive that the way forward for Slovak business ethics professionals in
gaining adequate knowledge, best practices and customized advice, is stepping into broad,
more or less formalized professional networks or delineated business partnerships, both inside
and outside their organizations.

3.2 Lack of time for developing ethics

The common logic of developing any aspect of entrepreneurial activity within a commercial
organization is to possess adequate resources, including sufficient time capacity. If the
perception of Slovak enterprises is that lack of time does represent a significant barrier to the
development of the business ethics in the organization, then the question is on whose side is
that deficit seen by the organization.

Reflecting the results of the survey, 38% of these respondents were companies up to 49
employees, which predominantly declared to have a part-time Compliance / business ethics

! the proportion of international and local (Slovak) companies responding affirmatively to the lack of knowledge
being a significant factor was approx. 55:45,
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employee in place. In this segment we could safely assume that the deficit is seen on both the
side of the business ethics professionals (who often only fulfill this responsibility on top of
their primary working duties, potentially concentrated in areas not allowing for operational
synergy with developing business ethics) and those employees on whose participation,
cooperation and support the effectiveness of business ethics enhancement efforts will depend.
Large companies with 500 and more employees, contrary, took 48% portion of these
respondents. Vast majority of them declared to have a full-time business ethics position
established in the organizational structure and, at the same time, approximately half of them
also declared that financial budget constraints do represent additional significant barrier to
further business ethics development. So, when it comes to large companies, this barrier
appears to represent a combination of following situations:
= there is a business ethics expert installed in the organization, his/her capacity as such
appears sufficient, however (s)he has problems with finding sufficient cooperation and
support within the organization, as other functions are solely focused on their core
business agenda
= there is a business ethics expert installed in the organization, his/her capacity as such
appears sufficient, however missing financial resources hinder the function from
deploying meaningful tools that would improve its awareness reach, prevention power,
detection capability, reaction time and/or improve other aspects of operational
effectiveness
= there is a business ethics expert installed in the organization, however his/her capacity
appears, due to the complexity of the company’s operations, not sufficient to cover
relevant risks of ethical failures in an effective manner
= there is a business ethics expert installed in the organization, however his/her capacity
appears, due to additional duties, not sufficient to cover relevant risks of ethical
failures in an effective manner.
It is obvious that while proposing corrective action corresponding the above observations, we
must be looking towards areas of all improving business ethics perception, governance and
operational effectiveness.

3.3 Lack of trust in making a difference
Skepticism surely is a firm participant in any discussion on (positive) effects of business
ethics and apparently represents one of major challenges for Compliance and business ethics
personnel in gaining positive impact within the organization. Missing trust in making a
positive change is typically visible with small and medium enterprises, usually not having
much impact on their market when compared to big players. However, taking a closer look at
the respondent’s feedbacks, we could see that majority of these respondents were large
companies (500 and more employees). Additionally reflecting the fact that responding
persons were not business ethics professionals themselves but members of the management
team and other employees, then, in the course of thinking about the corrective actions, it is
good to ask a few questions:
= Are the business ethics responsible persons installed in respective companies visible
enough to these managing employees and other important internal stakeholders? Do
they have interactions and exchange needed to build proper perception of the business
ethics function?
= Do these respondents understand the spectrum of business ethics tools and the
synergetic effect of all elements of the organization’s ethics program in place?
= Are these respondents confronted with the ultimate purpose and benefits of developing
an ethically conducting organization?
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3.4 Fear of change

Disruptive business environment, increasing regulatory and competitive pressure, geo-
political turbulences, shortening innovative cycles — all these phenomena verge companies
into more flexibility and change acceptance, many organizations are undergoing cultural
transformation to create a mindset of constant dissatisfaction and therefrom resulting
acceptance of constantly changing environment.

If the global business community is aware of stepping into the era of constant change, why 3
of 10 organizations in Slovakia with institutionalized business ethics should be afraid of
changes arising from the scale-up of their ethical performance? Isn’t it true that the more
companies want, from leadership perspective, to boost the change management mindset with
their team, the higher level of honesty, integrity organizations need to harvest its fruit —
mutual trust, essential ingredient needed to engage teams for difficult tasks executed out of
their comfort zones?

It seems that again we are on the topic of the business ethics perception. Individuals
responding on behalf of their organizations (again were mostly top managers and owners)
tend to see business ethics more as a hurdle to the transformation rather than enabler for it.

4 AWAY FORWARD
In order to identify crucial competences that at most help business ethics professionals in
Slovakia to neutralize identified roadblocks, let us take a closer look at the overall
competence model of a good Compliance / business ethics professional. According
Berenheim (2010), there are 12 competences (as listed below) that are essential for Ethics and
Compliance leaders to succeed in their roles and that we can use as a basis for precising
recommendations which competence areas need to be refined with accent and priority:
organizational agility
politically savvy
presentation skills
comfort around higher management
ethics and values
integrity and trust
conflict management
managerial courage

9. approachability

10. composure

11. perspective

12. being able to stand alone
In general, this set of competencies appears to be valid and for each of the listed qualities, we
can find a clear link how the excellence in these would contribute to combating limitation
factors outlined in the survey. Having analyzed the content of these particular skills in the
context of the survey’s results, 3 specific features can be named that potentially have the
utmost potential to enhance business ethics’ impact:

N~ WNE

4.1 Cooperation and Business partnering

This quality has its basis in the competence 1. Organizational agility, but crosses its borders
as well. When it comes to time capacity issues analyzed in the section 3.2, the ability to
define, agree and operate valuable cooperations and business partnering within the
organization represents an approach that can bring interesting mutual benefits and synergies,
valuable information exchange and mutual support. It is natural for business ethics
professionals (just as for anybody else) to deepen cooperation with units, functions and
individuals who share similar values and follow similar goals (e.g. internal audit, security
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functions, legal and privacy departments), but in addition, Berenheim also points out benefits
of the enhanced collaboration with HR functions, especially contributing to shaping proper
organizational culture (Berenheim, 2010).

With respect to the circumstances described in the section 3.1, it is important to business
ethics professionals to seek for knowledge and best practices they can apply in business
practice. Here they must go outside their organization and to seek for benefits of wider
business ethics community, e.g. within the international group (closer contact and exchange
between affiliated companies operating in the same industry in other CEE countries can be
very beneficial and inspiring) or within a professional association of business ethics
professionals from various industries but the same country (in section 3.1, Slovak Compliance
circle was mentioned as an established association in Slovakia, but also the expertise within
the Centre of Business ethics — CEPE at the Faculty of management at the Comenius
university in Bratislava is available).

4.2 Innovative mindset

Another critical quality, that has its roots in Berenheim’s (2010) competences 8 — managerial
courage and 11 — perspective. Lack of time capacities on the side of both business ethics
function and cooperating departments, as outlined in the section 3.2, exposes utmost pressure
on business ethics experts to apply transformational mindset and to deliver innovative
approaches and tools into their daily operations.

Specific area of innovation is maximizing the benefit of digital tools. With most of the
industries currently undergoing heavy digital transformation, this represents same opportunity
to business ethics. According Bamberger, ...”Governance, risk and compliance systems,
indeed, offer powerful compliance tools. They typically automate the integration and analysis
of huge amounts of data, inform high-level decisionmakers regarding levels and locations of
risk, and “force” consequent decisions through rules that shape and limit the discretion that
can be exercised by individuals within firms” (Bamberger, 2010, p. 674-675). Using such
specific tools (but also any other feasible digital tools installed within the organization),
combined with own upskilling and access to those who can interpret what those data tell us,
offers potential for significant boost in detection capability, adequate risk orientation as well
as operational effectiveness we seek for.

4.3 Persuasive promotion

As outlined in sections 3.3 and 3.4, business ethics professionals must improve and rectify the
perception of the function’s purpose. In order to do that, they need to activate their ability to
manage one of the critical stakeholders — higher management (competence 4 according
Berenheim) and support it with own integrity and trust (competence 6 according Berenheim),
outstanding presentation skills (competence 3 according Berenheim) and by being politically
savvy (competence 2 according Berenheim).

First of all, it is critical for business ethics professionals to gain trust of the senior
management, not only from personal integrity perspective but also from professional
competence (knowledge, achievements) perspective. Secondly, they should practice the skill
of using any contact with senior management to activate them as supporters / advocates of
ethical leadership. In terms of explaining the purpose and benefits of developing business
ethics, they can use Cialdini’s et al. (2002) principle of social proof in a form of any
reference, case study or benchmark to give them comfort that pursuing ethical conduct helps
the organization in achieving its strategic goals.
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5 CONCLUSIONS

Whether there are business ethics professionals having impact within their organizations, is a
factor massively determining the level of business ethics lived in the country or a market.
Having analyzed the results of the survey of the Development of Business Ethics in the
Slovak Business Environment project (APVV-16-0091), first of all we can conclude that the
soft skills development of business ethics professionals appears to be even more important
that development of their hard skills. With this respect, Berenheim’s competence model of a
Compliance / business ethics professional appears to be valid and actual, however should be
enhanced by ability to deliver innovative approaches.

Further, we conclude that ability to step into effective, mutually beneficial business
partnerships and ability to persuasively promote purpose of own function appear to be major
development areas business ethics professionals should focus on.
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RIADENIE INOVACNYCH PROCESOV V PODNIKU
MANAGEMENT OF INNOVATION PROCESSES IN THE COMPANY

Kamila Sotikova, Klaudia Soltésovd, Juliana Bedndrovi

Abstrakt

Riadenie manazmentu inovéacii je ovplyvilované mnoZzstvom obmedzeni, kritériami, ako aj
vplyvajicimi faktormi. Proces rozhodovania o zavedeni inovacie do vyrobného procesu si
vyzaduje celopodnikové poznanie nezéavisle od Urovne typu zmeny. V prispevku sme sa
zamerali na metodiku Business Process Reeingineeringu. Zamerom prispevku je skvalitnenie
rozhodovacich procesov manazérom v jednotlivych fazach BPR. Kone¢nym vystupom je
postup BPR doplneny o ndvrh moznych vyuziteI'nych manazérskych metdd, ¢im sme naplnili
hlavny ciel’ prispevku, t. j. skvalitnenie manazérskeho rozhodovania o zavadzanej inovacii do
vyrobnych procesov podniku.

Klucéové slova: inovacia, Business Process Reeingineering, riadenie

Abstract

The management of innovation management is influenced by a few constraints, criteria as
well as influencing factors. The decision-making process for introducing an innovation into
the production process requires enterprise-wide knowledge, regardless of the level type
change. In this paper we have focused on the methodology of Business Process
Reengineering. The intention of the paper is to improve the decision-making processes of
managers in the different stages of BPR. The final output is the BPR procedure supplemented
with a suggestion of possible usable managerial methods, thus we have fulfilled the main
objective of the paper, i.e., the improvement of managerial decision-making about the
innovation introduced into the production processes of the enterprise.

Keywords: Innovation, Business Process Reeingineering, Management

1 RIADENIE MANAZMENTU INOVACII

Riadenie inovaénych procesov si vyzaduje poznanie vsetkych ovplyviiujucich zdrojov,
faktorov a kritérii podnikovych procesov. S riadenim sa spaja optimalizacia podnikovych
procesov. Vyzaduje si zabezpecenie optimalneho vyuZivania finanénych, materidlnych
zdrojov podniku. Zhodnotit’ ich nadvéznost’ a sucinnost’ je predpokladom dobrej uCinnosti
podnikovych procesov. Ich zhodnotenie je =zavislé na stanovenych dlhodobych
a kratkodobych cielov podniku. KIicovym cielom kazdého podniku je ziskovost. Ta je
zavisla od uspokojenia potrieb spotrebitelov, podmienok trhu. ZvySenie pruznosti
vynaloZenych nakladov a minimalizacii vyuZivania finan¢nych a materialnych zasob podniku.
Zmena vyrobnej produkcie je zmenou riadenia manazmentu podniku. Dolezité je, aby
vedeniu podniku vedelo o aku inovaciu chce zaviest. Hitmar — Hrnéiar — Lendel (2017) delia
urovne inovacii podl'a novosti na postupnt inovaciu (1. uroven), podstatna inovacie (2.
urovei) a tretou Groviiou je radikélna inovécia. Radikélnu inovaciu opisuju ako proces vyvoja
novych produktov s odlisnou funkcionalitou. Podstatna inovacia podla ich definovania je
moznost’ ziskavania konkurencnej vyhody prostrednictvom dosahovania vysSej pridanej
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hodnoty inovovaného produktu. Postupnti, inkrementalnu ¢i nazyvanu aj ako prirastkovu
inovaciu charakterizuji ako postupné zlepSovanie vlastnosti produktu.

Podl'a $tvrtého reevidovaného vydania OSLO Manualu 2018 delime typy inovacii do dvoch
skupin (OECD, 2018):

e Inovacia produktu, ktora Specifikuje ako novy alebo vylepsSeny produkt, ktory sa
vyrazne liSia od predchadzajuceho.

e Inovacie podnikovych procesov predstavuju novy alebo vylepSeny podnikovy proces.
Vyrazne odlisny v porovnani s predchadzajicim podnikovym procesom, ktory bol
podnikom uvedeny do vyroby

Manazér odsuhlaseni zmenu vedenim musi v stvislosti so zdsadami podniku patri¢ne zaviest’
na vsetkych stupiiov vyrobného procesu. Jednou z metod, ktord napomaha zaviest' zmeny na
vSetkych stupnioch podniku je Business Process Reengineeringu (BPR).

1.1 Business Process Rengineeringu (BPR)

Aplikovanim Business Process Reengineeringu V podniku sa dosahuju vysledky, ktoré
zvysSuju jeho pridanu hodnotu. Business Process Reengineeringu prestavuje podl'a Thomasa
(2019) podstatné prehodnotenie a naslednt upravu, zmenu v ramci podnikovych procesov,
ktord sa premietne do vysky nakladov, kvality vyrobkov, poskytovanych sluzieb ako aj
rychlosti celého procesu. Vplyvom uplatiovanych zmien v podniku sa vyrazne zdokonaluju
klucové faktory tuspechu. Ide o postup, ktory optimalizuje podnikové procesy, tak aby
prinasali maximalny efekt pri optimalnom pouziti podnikovych zdrojov.

V tychto situdcidch moze reengineering obchodnych procesov znamenat rozdiel medzi
pokracujlicim zépasom a o navrat na vrchol. Vhodné spracovanie BPR poskytuje riesenia
problémov v podniku, nachddza obmedzenia za ucelom znizovania mnoZzstva vznikajucich
chyb, ¢im zabezpecuje podniku tzitok (Omidi - Khoshtinat, 2016).

Prioritou pre BPR je prinos komplexného prepracovanie zauzivanych metdd.
Zdoraziuje prirastkové zlepSenia procesov, ktoré zohravaju dolezita sucast’ plynulosti toku
vyroby. Zabezpecenie radikalneho prepracovania obchodnych procesov si vyzaduje zvySenie
mnozstva vyuzivanych zdrojov, preto podnik musi zvazit' ndvratnost’ investicie. Ak podnik
nema dostatok zdrojov postacujucim rieSenim moze, byt’ preni aj mensSie iniciativne zlepsenie
(Colom, 2017).

Metodika reengineeringu vedie K prepracovanému procesu rieSenia zmien v stlade so
stratégiou a ciel'mi podniku. Pred zacatim realizacie samotného zlepSenia je potrebné stanovit’
podrobny opis realizacie zmien. Medzi zakladné ulohy business reengineering patri
odstranenie uzkych miest, redizajn a navrh nového rieSenia problematiky. Aplikovanie zmien
sa posudzuje ameria na zaklade porovnavania minulych ¢iselnych tdajov vykonnosti
podniku (Chang, 2016).

Proces implementacia reengineeringu obchodnych procesov je uvedeny na obrazku 1.

Definovanie Analyzovanie Analyzovanie
obchodnych ———>| obchodnych ——>| prilezitosti
procesov procesov pre zlepsenie
Vytvorenie Rozvijanie Implementacia
navchu  ——>| zmiendo |—> pemt
o . : zmien
zlepSenia buducnosti

Obrdzok 1 Proces Reeingineeringu
Zdroj: Vlastné spracovanie podla Proctora (2019).
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Aplikovanim BPR podnik odhali pracovné postupy, ktoré neprinaSaji podniku efektivnost’.
Z tohto pohl'adu za hlavny uéel BPR sa povazuje skvalitnenie a zefektivnenie procesov, ktoré
nasledne podliehaju optimalizacii (Enginess, 2019).

2 IMPLEMENTACIA REEINGINERINGU DO RIADENIA MANAZMENTU
VYROBNEHO PODNIKU

V prispevku sme sa zamerali na analyzu jednotlivych krokov zavadzania reeingineeringu do
podniku zaoberajucim sa vyrobou. Podl'a vysSie uvedené¢ho procesu definovaného autorom
Proctor (2019) blizsie opisujeme jednotlivé fazy s prikladmi vyuzitelnych manazérskych
metdd, ktoré ulahcia rozhodovanie manaZzérom riadit’ vyrobné procesy. Vystupom prispevku
bude zosumarizovany navrh modelu zavadzanie metodiky Business Process Reengineeringu
do riadenia podniku.

2.1 Definovanie obchodnych procesov

Poznanie vyrobného procesu a jeho ovplyviiujucich faktorov je zédkladom pre nasledujlice
rozhodovanie. ManaZér v oblasti vyroby musi byt znalcov v danom odbore produkcie.
Znalosti a vedomosti st kI'i€¢ovym faktorom riadenia vyroby. Za spesnou produkciou stoji
manazér. Poznanie vlastnosti, funkcii a Ucelu konecného vystupu produkcie vyrazne
ovplyviluje vyuzivanie finanénych a materidlnych zasob podniku. Vypracovanie projektovej
charty manazérovi poskytne stru¢ny popis ¢innosti, ktoré vedi dosiahnutiu hlavného ciel’a
inovacie a to pri zohl'adneni vSetkych rizik a faktorov. Je to formalna dokumentacia riadenia
projektu inovéacie. Ugelom projektovej charty je spravne nastavenie uloh, ich koordinacie,
integracie, konsolidacie, zlepSenie pracovnej discipliny a urCenie zodpovednych osdb
(autorizacia tloh) so zamerom zabezpecéenia plynulosti jednotlivych vyrobnych procesov.

2.2 Analyzovanie obchodnych procesov - Analyzovanie prileZitosti pre zlepSenie
Samotnd analyza obchodnych procesov si vyzaduje podrobné poznanie vztahov medzi
podnikom a jeho dodavate'mi, ako aj moznosti ich efektivneho vyuzivania. Podnik, ktory
dodrziava zasady uzatvorenych zmluv je z pohl'adu dodavatelov relevantnym odberatelom.
Relevantnost’ voci dodavatelom je prioritnd pri zohladneni vplyvu na podnik. Zmluvny
partner je pre podnik prinosny a povazuje sa za dobru investiciu je ten, ktory vytvara ponuku
pripustnu pre obe zainteresované zucastnené¢ strany. V tejto faze reengineeringu je podstatné
analyzovat vertikalne a horizontalne prostredie podniku a zhodnotit’ jeho finan¢ny prinos. Na
zmapovanie vztahov horizontalneho a vertikdlneho prostredia.

Analyza prileZitosti pre zlepSenie s druhou fadzou priamo suvisi s predchadzajiicou fazou.
Vyznacuje sa doplnenim analyzy vSetkych prileZitosti, ktoré ma podnik moznost’ vyuZit. Oba
analyzy su uzko prepojené s vyrobnym procesom. Na ich analyzu smie podnik vyuzit’ viacero
manazérskych metdd. Jednou z moZnosti pre manazéra je vyuzitie metodiky BPMN, ktora
vizualizuje celopodnikovy proces a zahfila vztahy so zmluvnymi partnermi. Na analyzu
moznosti a prilezitosti manazér smie rovnako aplikovat SWOT a PERT metodu, ktoré doplni
0 finan¢né analyzy, ich predikcie prinosu pre podnik.

2.3 Vytvorenie navrhu zlepSenia

Produkt modelujeme z pohladu preferencii spotrebitel'a a podla mozZnosti podnikovych
vykonov. Manazér si musi zvolit' vhodnu metddu zistovania preferencii zdkaznika. Pohlad
do minulosti napomaha postupne zist'ovat’ vyvoj produktu na trhu. Vyvojova krivka dopytu
vSak nesta¢i z dovodu rychlej zmeny technologickych postupov. Metodika QFD je
univerzalna metoda rozpracovania funkcii kvality. Vyznam metdédy je vo faze néavrhu
produktu, kedy dochédza k transformacii poziadaviek zakaznika do konkrétnych technicko-
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ekonomickych parametrov. Zbieranie dat pre zostavenie inovovaného produktu je prioritnym
faktorom, ktorym by podnik mal disponovat’. Len tak zostroji produkt, po ktorom vznikne
dopyt. QFD hladd podla Aydarov akol. (2019) rovnovdzny stav medzi poziadavkami
zékaznika a vlastnostami produktu, technickymi charakteristikami komponentov a vyrobnych
parametrov.

2.4 Rozvijanie zmien do buducnosti

Zostavenie niekolkych variant modelov produktu a vyber ich vhodnosti je zavisly od
finannej analyzy. Analyzou ndakladovosti azohladnenia navratnosti dokaze podnik
zhodnotit, ktory variant je pren rentabilny. Finanént analyzu je potrebné doplnit’ o analyzu
gasovych fondov podniku ako aj vyrobnych kapacit. Ulohou metodiky TOPSIS je uréenie
modelu, ktory podniku zaru¢i minimalizaciu deficitu vyroby. TOPSIS sa zameriava na
manazérske rozhodovanie na zdklade podnikom zvolenych kritérii. Kone¢né manaZérske
rozhodnutie aplikdciou TOPSIS vedie k optimalizacii plynulosti vyrobnych procesov.

2.5 Implementacia zmien

Na zaklade manaZérskych rozhodnuti sa do procesu vyroby implementuji zmeny
dopytovaného produktu. Implementicia inovacie musi byt kontrolovand z pohladu jej
prinosu pre podnik. Optimalizaciu celkovej produkcie nového modelu produktu je potrebné
zhodnotit’ metddou pozorovania v nepretrzitej prevadzke. Kontrolné charta je kontrolny zapis
chybovosti podnikovych vykonov. Rovnako zoskupovanie mnozstva predaja produktov v
case vedeniu poskytuje celkovy obraz o zaujme produktu na spotrebitel'skom trhu.

3 ZAVER

V prispevku sme sa zamerali na rozhodovania zavadzania inovacie do podnikovych procesov.
Uviedli sme niekol'’ko vhodnych manazérskych metdod v jednotlivych fazach Business Process
Reeingeneeringu. Stru¢ny popis jednotlivych fiaz  poskytuje vedeniu podniku a jeho
manazérovi struény ndvod ako vhodne implementovat’ zmeny do uz existujiiceho procesu
vyroby produktu. Kone¢nym vystupom reeingeneeringu je novy inovovanych produkt v rdmci
vSetkych trovni inovacii. NaSe poznatky sme zoskupili do tabulky, kde st uvedené fazy
postupu implementacie reeingineringu do podniku podl'a Proctora (2019) doplnené o mozné
vyuziteIné manazérske metody.

Tabulka 1 Fazy a metédy BPR

Fazy BPR ManazZérske metody
1. Definovanie obchodnych procesov Projektové charta
2. Analyzovanie obchodnych procesov BPM, SWOT, PERT
3. Analyzovanie prilezitosti pre zlepSenie
4. Vytvorenie navrhu zlepsenia QFD
5. Rozvijanie zmien do buducnosti TOPSIS
6. Implementacia zmien Pozorovanie, Kontrolna charta

Zdroj: Vlastné spracovanie.
Vytvorend tabulka 1. napomaha dosahovat zvySenie efektivity ako aj optimalizaciu
vyrobnych procesov.
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THE MARKETING ENVIRONMENT ANALYSIS OF THE SELECTED
PUBLIC UNIVERSITY

Sona Prisc¢akova

Abstract

This paper expands already existing research on the issue of the marketing environment of
tertiary education institutions. The aim is to identify relevant marketing channels and
activities in the marketing environment of public universities based on a comparison of
selected public universities operating in the European area. It uses a flexible, simplified
framework that, based on the model example of the Matej Bel University, is oriented towards
marketing activities and channels in comparable public universities. Based on the comparison
in the marketing environment, differences in the use of social media, as well as online
marketing activities, and other trends were confirmed. The results showed that the most
relevant social media in terms of follower ratio is LinkedIn, the most relevant online
marketing activity is podcast, and the most relevant trend is environmental marketing.

Key words: marketing, social media, tertiary education, public universities

1 INTRODUCTION

The idea of the need for marketing within tertiary education was accepted, especially after
tertiary education institutions had to start fighting for funding and more students (Drummond,
2004). It is precisely due to their considerable number and the demographic development of
the population (Blanar, 2019), which leads to mutual competition. According to Hall & Witek
(2016), changes in the demographic and technological environment have a key impact on the
dynamic changes in the development of tertiary education marketing.

The marketing orientation of a tertiary education institution is based on its main role. This is
to determine the needs and requirements of target groups as precisely as possible through an
appropriate offer of study programs, communication policy, and pricing, including the most
effective implementation and distribution of appropriate competitive programs and related
services. Tertiary education institutions that actively and systematically determine and use
information about their customers, competitors, and other market determinants have a
significant advantage compared to their competitors (Karlicek et al., 2018). The result of a
clear and long-term implementation of marketing management thus has many benefits, such
as an increase in the quality and variety of the educational offer, greater awareness and
visibility, improved financing, improved satisfaction of the needs of target groups, and, at the
same time, an increase in their loyalty. This can lead to success on the market and thus also to
the fulfilment of the established goals of the given institution. Therefore, the aim of the paper
is to identify relevant marketing channels and activities in the marketing environment of
public universities based on a comparison of selected public universities operating in the
European area.

In the following sections, the paper is arranged as follows. Chapter 2 contains a review of the
literature; Chapter 3 focuses on describing and explaining the methodological aspects of the
paper; Chapter 4 discusses the research results achieved; the last part summarizes the
conclusions of the article.

2 LITERATURE REVIEW

Tertiary education institutions must also analyse the marketing environment in which they
operate as part of the management itself. These activities belong to analytical marketing
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processes and serve as preparations for the institution's marketing decisions. Only based on a
good knowledge of its marketing environment, target markets, and effective use of
information can it be successful in the implementation of its marketing activities. They are
constantly faced with the changing preferences and demands of students, changing
expectations of employers, and changing expectations of society. Therefore, it is necessary to
monitor not only the reactions of the target markets, the competition, but also the environment
itself. It is characterized by its instability and constant changes, which can represent
opportunities as well as threats for an educational institution. That is why it is essential that
they can orient themselves and distinguish individual market signals in this environment. The
result of orientation in the marketing environment is interest, visibility, including attracting
and convincing applicants about the qualities compared to the competition. In their
publications, the authors (Oresky et al., 2016; Tajtakova et al. 2016) describe the composition
of the marketing environment, which consists of the marketing macroenvironment (external,
uncontrollable quantities) and the marketing microenvironment (internal and external,
controllable quantities to varying degrees).

With the increasing number of tertiary education institutions operating in the market, it is
imperative that they think about their competitiveness. One of the main strategies of such
institutions, not only in Slovakia, but also in the European area, is the collection of
information regarding their own performance and the performance of competitors (Moogan,
2011). According to the OECD (2018), the most influential determinants that influence
institution marketing strategies include a set of socioeconomic, demographic, political,
national, or cultural problems, as well as the characteristics of students themselves (e.g., age,
gender, socioeconomic status, cultural background). Jacob & Shary (2013) point to the
importance of the diversity of tertiary education institutions, as they differ from each other,
for example, size, shape, organizational structure, social functions, but also mutual
institutional relations and the circumstances in which they operate. Making a name for
yourself in the competition and becoming a priority choice of potential applicants is no longer
just a matter of the professional focus of individual faculties, but rather a question of how to
impress the masses with your marketing communication, from which potential students will
later be profiled. If a tertiary education institution wants to differentiate itself, it is essential to
know its competitors and understand their goals and strategies, as well as their strengths and
weaknesses (Hanover Research, 2015).

Even in the case of educational institutions, the definition of target groups is necessary if they
want to effectively satisfy their needs and requirements. The target groups targeted by the
marketing communication of tertiary education institutions are a summary of several clients.
This group includes not only potential students, or applicants (especially high school
graduates), to whom marketing communication is primarily oriented, but also potential
employers, current students, graduates, employees, as well as the general or professional
public (Pris¢akova & Mertinkova, 2021).

As part of its marketing communication, the institution focuses on the target groups it wants
to reach and uses different types of marketing activities through which it fulfils the short-term
and long-term objectives of the marketing strategy. The goal of marketing activities is a
process in which people want to be involved, and they are carried out through online or
offline marketing channels. In general, it can be argued that the marketing communication of
a tertiary education institution facilitates choice, increases awareness, and at the same time
reduces the risk of customer dissatisfaction. Hanover Research (2015) emphasizes the
importance of a multichannel (online and offline) marketing communication strategy. Hall &
Witek (2016) examined the current state and perspectives in the marketing of tertiary
education using the example of Polish universities. Based on an In-Depth Interview with
representatives from public and private universities, the development of information
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technology and the growth of Internet usage, as it is an important source of information for
young consumers, were identified as the main determinants affecting their marketing strategy.
Research shows that social medias are currently the dominant marketing channel.
Respondents attach great importance to events such as fairs, open days, public lectures,
meetings with students, and the like. In this case, personal contact is not irreplaceable, but
none of the forms of communication is as effective as a result.

We consider marketing activities in the online space, which include the institution's website,
communication through social media, and other websites, but also other various forms, as a
necessity because they are gaining importance in the time of global digitization and
computerization. Social medias are of particular importance in digital communication as one
of the marketing channels of institutions. In marketing activities, social medias play a
fundamental role due to customer acquisition and the creation of individual relationships
(Appel et al., 2020; Dwivedi et al., 2021). Semeradova & Weinlich (2019) state that with the
help of wide content sharing options, social medias make it possible to strategically expand
the customer base and reach a precisely defined target group with minimal costs, which is
most likely to be interested in the offered services. They are a key part of the presentation of
the institution of tertiary education, especially for potential students. Target groups tend to
search for information about products online, and their attitudes toward products and brands
are increasingly formed using social medias (Fink et al., 2020). They serve as an important
inbound marketing channel, with one of their most important roles in terms of marketing
being to influence potential customers in the consideration phase and to allow earlier
customers (i.e., graduates) to share their experiences (Tonkin et al., 2011). They use them to
reach students who have not yet heard of the given institution and, through them, provide
them with engaging information and at the same time, communicate directly with potential
students (Hanover Research, 2019). In his research, Khan (2022) argues that a well-managed
social media marketing campaign can help develop purchase intentions and brand attitudes.
The content on the institution's social media page should therefore be perfectly adapted to the
target group of customers.

A key part of online communication is also the institution's website, which should be intuitive
and clear. It provides a reliable and relevant source of information from the point of view of
all target groups. Its connection with social media, which creates support for the
dissemination of information, is important. Hanover Research (2015) reports that details of
the programs offered and their evaluation, financials (i.e., costs and scholarships) and
enrolment information (e.g., application process, entrance exams, and contacts) are the most
attractive to potential students on a website. Mobile devices are important, as they are
primarily used by half of Internet users to browse content. Another important activity is video
marketing, because young people nowadays do not read, but primarily watch. One of the main
goals of tertiary education institutions is inherent in brand building and represents an
important marketing communication tool across the spectrum of society. The perceived brand
image also depends to a large extent on how and by whom the brand is presented within the
social media (Fink et al., 2020). Over time, the initiative of tertiary education institutions in
branding and marketing is increasing, as well as the investment of time and financial
resources in creating strong institutional brands (West, 2009). It is increasingly important to
reach a growing diverse student base and differentiate yourself from the competition. It also
serves as an indicator of the basic quality of the services provided and their performance,
which is why it is also essential for the development of (commercial and institutional)
partnerships.
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3 METHODOLOGY

Information sources for secondary research of public universities are freely available external
data of selected public universities. The mapping of marketing activities of selected public
universities in Slovakia and in the European area is based on the obtained data and methods of
induction and deduction. The basic data required for processing are freely available
information and strategic documents. The comparison method is used to determine
similarities and differences in marketing activities and channels. Using this method, it is
possible to compare the Matej Bel University as a model example with analogously selected
public universities operating in the European area. Based on the results, relevant marketing
channels and activities are identified in the marketing environment of selected public
universities. Table 1 contains the selected marketing activities and channels used by tertiary
education institutions.

1) COOPERATION WITH OTHER INSTITUTIONS AND ORGANIZATIONS
e educational institutions at the national and international level (high schools, universities, ...),
e institutions and organizations according to regional scope (city, region, ...),
e other national and transnational institutions and organizations (e.g., OECD, ...).

2) ONLINE ACTIVITIES
e the institution's website,
e social media (YouTube, Facebook, Instagram, LinkedIn, ...),
e  other websites (in Slovakia, e.g.: portalVS.sk, vysokeskoly.sk, ...),
o other forms (blog, applications, e-shop, video about institution, ...).

3) OFFLINE ACTIVITIES
e magazine (*also online version),
e billboards, brochures, leaflets, etc.,
e  promotional items.

4) MEDIA ACTIVITIES

e Radio, TV, podcast, etc.
e print media (press, newspapers, advertising, ...),
e  Television and radio (regional, national),
e  other forms (podcasts, interviews, ...).
5) EVENTS (*also online)
e  educational,
e cultural and social,
e  sport,
e other (e.g., open days, education fairs, career and job opportunities fairs, etc.).

6) SOCIALLY RESPONSIBLE ACTIVITIES
e third mission (volunteering, ...),
e environmental marketing,
e  other.

Table 1 Selected marketing channels and activities of universities
Source: Author’s contribution.

For the research and identification needs of marketing channels and marketing activities of
public universities in the European area, we have established determinants for selection that
confirm their suitability for comparison. The chosen model example, which will be compared
with others, is a public university operating in the conditions of the Slovak Republic, namely
the Matej Bel University in Banska Bystrica. The determinants for selection and subsequent
comparison are as follows:
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a) status of the university,

b) geographical definition,

c) similarity in institution size, time history, or study program portfolio with the model
example,

d) placement of public universities in the ARWU ranking for 2022.

The basic determinant for the choice of universities follows from the nature of the
contribution, that is, their status. We classify all the selected universities as public. The
verification of this criterion was carried out based on information from the websites of
selected institutions, as well as from websites providing information on studies at tertiary
education institutions in the European area. The geographical definition refers mainly to the
condition of public higher education in the European area. Within the selected countries from
Slovakia and the European area, an important aspect is also the selection of areas that are not
only located in metropolitan areas. The criterion for this selection refers to the conditions of
the UMB, which does not operate in the metropolitan area. In the same way, the fact that
public universities emphasize marketing activities and marketing communication with target
groups in selected countries plays an important role in the selection within the geographical
definition.

For an adequate mutual comparison, public universities were chosen whose size, time history,
or portfolio of study programs correspond to a certain extent, either with the size, time
history, or portfolio of study programs of the Matej Bel University. In the case of the selected
universities, it was a matter of fulfilling at least one of the criteria, while the emphasis was
mainly on relative similarity to the portfolio of study programs. The ARWU ranking compiled
annually based on a transparent methodology and objective data is considered the most
reliable worldwide (Shanghai Ranking, 2022). It contains 1,000 best-rated tertiary education
institutions, while more than 2,000 are examined. The choice of this determinant in the
selection of public universities listed in the ranking stems mainly from the possibility of
examples of good practice in the field of marketing, marketing strategies, and marketing
activities.

A higher number of selected public universities operate in Slovakia and the Czech Republic.
From the point of view of the model example, the reason is that there is the greatest
competition in these two countries for an applicant from Slovakia, as there is no language
barrier. From the point of view of the maturity of marketing activities, countries such as
Spain, Germany, Great Britain, and Italy have a higher number of selected public universities.
The total number of public universities selected for comparison is 100, while the sample
consists of 23 countries located in the European area.

Based on the stated goal of the contribution, the following scientific question VOL1 arose:
What marketing channels and activities are used by selected public universities in the
European area? The answer to this scientific question is contained in the results and
discussion of Chapter 4.

4 RESULTS AND DISCUSSION

The research results confirm the importance of cooperation with other institutions and
organizations, as all examined public universities cooperate not only with educational
institutions but also with other national and transnational institutions and organizations. Due
to the various collaborations and certifications that public universities obtain, they can
differentiate themselves in a competitive environment and thus appeal to target groups.

An important determinant is also the operation of the website in a foreign language. It is
mainly related to the acceleration of the process of internationalization of tertiary education,
I.e., with increased cross-border education and intensification of student mobility (OECD,
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2009; OECD, 2012; OECD, 2017). Institutional websites can be considered the primary
source of information for all target groups. Each of the selected public universities provides
information in at least two languages, except for some institutions operating in Great Britain,
which operate websites only in English. The similarity in the distribution of the content of the
institutions’ websites confirms the appropriateness of the distribution of target groups
according to Pris¢dkova & Mertinkova (2021), as they contain separate folders that provide
information for applicants, students, graduates, employees, and the public.

Next, online marketing channels and activities related to the presentation of the institution,
brand building, and institutional identity support were investigated. Institutional video, which
is used by 100% of the public universities surveyed, can be considered the basic form of
presentation of the institution. Other important information channels include blog and
institutional applications. From the point of view of supporting the institutional identity and
building the brand, we consider the operation of the store as an important marketing activity,
or e-shop because it reflects the image and perception of the institution in the eyes of the
target groups. As part of this marketing activity, 64% of the public universities surveyed
manage their own stores with advertising items.

From the point of view of educational institutions, currently the most used platforms for
sharing content are social medias, which allow one to reach the target group with relatively
low costs. Among the most used are LinkedIn, Facebook, Instagram, Twitter, and YouTube.
Chart 1 shows the ratio of followers to the selected social medias of the public universities
investigated. For comparison in individual parts of the European space, graphs were compiled
that show the ratio of followers to selected social medias in V4 countries (Slovakia, Czech
Republic, Poland, Hungary), Scandinavian countries (Norway, Sweden, Finland, Denmark),
German-speaking countries (Germany, Austria) and in Great Britain.

TOTAL FOLLOWERS RATIO YouTube SCANDINAVIAN COUNTRIES

Twitter l
1% ' .
Facebook
g 28 %

GREAT BRITAIN AUSTRIA & GERMANY

7%
20968 % 8%
28%
28%
M %
N Instagram
1 2 % 35%

@ YouTube @ Facebook Instagram @ Linkedin @ Twitter

LinkedIn ;
45 %

Graf 1 Follower ratio of selected public universities on social media
Source: Author’s contribution.

In comparison, public universities operating in Spain achieve relatively similar results to
those in Great Britain. Likewise, public universities operating within the Benelux countries
(Belgium, the Netherlands, Luxembourg) achieve a similar proportion of followers as in the
Scandinavian countries. Due to limitations in the scope of the post, only selected graphs were
displayed.
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The overall largest proportion of followers from the point of view of selected public
universities is on the LinkedIn social media. Each of the selected public universities has a
section on its website dedicated to alumni, but in the investigated social media, it is LinkedIn
that mainly serves as a secondary source for informing and communicating with the target
group of graduates. Even if, in the context of the comparison between the selected parts of the
European space, these ratios are relatively different (within western Europe, it is a lower
share; on the contrary, in central and northern Europe, it is higher), it is still true that LinkedIn
achieves the highest percentage ratio compared to the other investigated social medias. This
result confirms the assumption that users will have an increased interest on this social media
in the activities of tertiary education institutions, as it is mainly used for the presentation of
professional topics. In this context, we perceive the fact that Matej Bel University does not
actively use LinkedIn for communication with target groups, despite a significantly higher
number of followers compared to other social medias.

Facebook and Instagram have the second highest representation in the share of followers.
They can be described as a source of active marketing communication with the target group of
customers, especially current students or applicants. Those who follow these platforms
receive information about current events, planned events, and other activities related to the
institution. The importance of these social medias is also confirmed by the research of the
authors Oliveira & Figueira (2015), who identify Facebook as the most important social
media for interaction with target groups.

The use of Twitter is visible in the ratio of followers, especially at those public universities
that operate in western Europe, especially in Great Britain or Spain. There, they achieve a
higher ratio of followers than with Instagram. Compared to institutions in V4 countries, this is
a relatively significant difference, which is mainly due to the preferences of users who mainly
use other social medias. In terms of viewers, YouTube generally has the lowest share. We
explain such a result mainly because some institutions use other platforms for sharing
audiovisual content (e.g., Vimeo). It is also not necessary to become a subscriber to follow the
current content, as the content that is published is spread among target groups through other
social medias. YouTube is mainly used by institutions to store and publish videos, not to
interact with users. The same applies to networks such as Flickr, Issuu, or Pinterest (Oliveira
& Figueira, 2015).

It is interesting that some of the selected public universities also use various other social
medias and applications compared to others. We see Flickr and Vimeo as platforms that can
help the institution's presentations, as they serve to share photos and videos. Applications that
facilitate communication with target groups include Telegram, WhatsApp, and WeChat. A
possible problem in the operation of these communication channels may be that it is necessary
to be bound to a specific telephone number. Xing is a platform used in German-speaking
countries. It is particularly interesting from the point of view of applicants for employment at
institutions, as it provides many factors covering corporate culture. SoundCloud and Spotify
are audio streaming platforms and are used primarily by selected tertiary institutions to share
podcasts. Other social medias used to share audiovisual content are Snapchat and TikTok.
From the point of social media view of marketing activities, TikTok can be seen as a possible
emerging trend in the marketing communication of tertiary education institutions. It is
possible to achieve interesting results compared to other social medias and a competitive
advantage, since only 13% of the selected public universities use it.

Media marketing activities play an important role in the presentation of the institution of
tertiary education, and with their help, they can reach a wide spectrum of each of the target
groups. Thanks to their own radio, television, or podcast, they provide the opportunity for
students and staff to participate in activities that help to fulfil the goals of the tertiary
education institution's marketing strategies. In the comparison of the public universities
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examined, we focused exclusively on institutional activities of this type, that is, only
university radio, television, and podcasts. The results show that at least one podcast is used
within selected public universities in the European area. Of the media marketing activities
mentioned, this form of presentation is 12%. Such a low percentage confirms the suitability of
using such a marketing channel to reach target groups compared to the competition.

The last type of marketing activity researched are socially responsible activities. These are
currently gaining in importance, which is also confirmed by the results of the research. Most
selected public universities influence society through marketing activities such as the
concepts of equal opportunities and gender equality, volunteering, collection, and activities
that contribute to society's development and help sustainable development for future
generations. They contribute to the development of society by educating children through
children's universities, lifelong learning, and influencing the aging of the population through
universities of the third age. Environmental marketing and the development of the "green
university" concept, which is applied in various forms by up to 77% of the examined public
universities, are perceived as a growing trend in socially responsible, thanks to the energy
crisis. The application of United Nations (2022) sustainability goals through relevant,
interdisciplinary, and inclusive research, education, and innovation plays a significant role in
this. Some of the surveyed public universities are involved in the #RaceToZero concept, have
their own initiatives, or are committed to reducing the environmental burden resulting from
the operation of the institution in their development strategies.

5 CONCLUSION

Changes in the marketing environment have a key impact on dynamic changes in the
development of tertiary education marketing. The research presents the results of the
comparison on the use of marketing channels and marketing activities of selected public
universities in the European area. It is a qualitative study, the results of which show that the
online space is currently key in terms of marketing communication of tertiary education
institutions. The focus of similar contributions is more on conditions in specific countries,
whereas our contribution is focused globally on the European area.

The aim of the contribution was to identify relevant marketing channels and activities in the
marketing environment of public universities based on a comparison of selected public
universities operating in the European area. The results showed that the most relevant social
media in terms of follower ratio is LinkedIn, the online marketing activity is podcast, and the
trend is environmental marketing. From the point of view of the model example, which was
the Matej Bel University in Banska Bystrica, based on the results of the research, we
recommend using the LinkedIn social media to increase the reach. Similarly, we consider the
use of the TikTok as a possible emerging trend in the marketing communication of tertiary
education institutions, thanks to which it can achieve a competitive advantage. We value the
application of environmental marketing as well as the production of our own podcast as
positive.

The contribution forms the basis for further research in the field of marketing and its
effectiveness in the environment of public universities. An interesting follow-up based on the
research results would be to focus on specific social medias and the metrics associated with
them. This can ultimately lead to customer understanding through data.
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COMPARISON OF CHANGES IN THE DIGITAL ACTIVITIES OF
SMEs BEFORE AND AFTER THE COVID-19 PANDEMIC

Samuel Chlpek

Abstract

This paper examines the changes in the digital activities of SMEs by comparing two periods -
the year 2019 (before the COVID-19 pandemic) and the year 2021 (after the COVID-19
pandemic). Based on the available data, it compares respondents’ answers on the innovative
changes they are planning for the next period in their business activities. The paper
synthesizes several major surveys conducted on both a European sample and a selected
sample of SMEs in one country (the Slovak Republic). The theme of innovation in the
surveys focuses on the findings of the digital development of the European Union.

Key words: SMEs, EU digital strategy, marketing

1 INTRODUCTION

Berisha-Shagqiri and Berisha-Namani (2015), explain the term digitization as the conversion of
analog information into digital information. This is not only about transforming entertainment
content (such as music, and videos) but refers to all information that humans handle. Over the
last 20 years, the concept of digitization has become linked to the development of ICT
(information and communication technologies). Thus, digitization itself, with the right
application of ICT, provides businesses with various opportunities to analyze the information
obtained (SBA, 2019).

The COVID-19 pandemic affected the entire economy of the European Union countries (the
single market economy), but small and medium-sized enterprises (SMEs) were particularly
affected. The lockdown forced most of these businesses to temporarily reduce their activities,
which directly reduced the added value of SMEs proportionally. According to data from the
European Union (2021), the number of SMEs fell by 1.3% in 2020, and this was accompanied
by a reduction in the employment of an estimated 1.4 million jobs. Even before the pandemic,
the European Union had already set out a strategy for SMEs with sustainability and a digital
Europe at its core. Digitalization, sustainability, resilience, and steps to increase employment
and improve access to finance were thus made a priority starting in 2019. During the crisis,
this plan was further supplemented with a focus on improving market access.

The European Commission seeks to work with individual Member States to share best
practices in building better conditions for small and medium-sized enterprises (SMEs)
through the Open Method of Coordination. The aim is not only to monitor the current state of
SMEs (in each Member State separately) and assess their performance but also to assess the
marketing environment - i.e. the strengths and challenges in the business environment.
Marketing activities are critical success factors for SMEs, particularly in terms of
competitiveness in the common market where they operate (Chlpek, 2022). Furthermore,
according to the article 'Marketing Environment of Family Businesses' (2022), it is also
important to note that the marketing environment is dynamic and can result in unpredictable
situations that can affect the future operation of a business, such as a pandemic with an
unpredictable duration.

As one of the pillars of Communication from the Commission to the European Parliament, the
Council, the European Economic, and Social Committee, and the Committee of the Regions
(2020), digitalization can bring greater opportunities for SMEs in improving the efficiency of
production processes and the ability to innovate products and business models. This includes
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the use of new disruptive technologies - blockchain, artificial intelligence, and cloud
computing. These and other digitization activities are also closely related to innovations in the
marketing activities of businesses, particularly digital marketing.

In a recent McKinsey study (2020), 93% of EU executives surveyed thought that better access
to data would be important for their organization (around 40% said it was very important).

1.1 The situation of SME digitalisation before the COVID-19 pandemic in Europe and

Slovakia

If we take a closer look at the available documents that were issued before the COVID-19
pandemic, for example, the European Programme for Small and Medium-sized Enterprises
(COSME), which was adopted for the 2014-2020 period, talks about increasing digitalization
in two areas:

e The area of creating a better framework for competitiveness - here COSME supports
measures to reduce the administrative and regulatory burden on SMEs through
accelerating the digitalization of the business community and promoting e-skills
development and e-leadership.

e Entrepreneurship support - under this heading, COSME supports mobility exchanges,
research, dissemination of best practices, and pilot projects in the areas of training,
mentoring, and advisory services for emerging potential SMEs. The aim was to
promote cross-border experiences with the sub-objective of helping European
entrepreneurs to manage their digital transformation and exploit new opportunities that
will arise in the digital era (COSME, 2014-2020).

Just before the start of the global COVID-19 pandemic, a short article entitled 'Europe's
Digital Future' (2019) was published in which the European Commission describes a new
digital strategy based on two pillars: the White Paper on Artificial Intelligence and the
European Data Strategy. At their core is a focus not only on developing technologies that are
appropriate for citizens, but also on protecting and promoting European values and rights in
the design, development, and practical deployment of technologies in the economy.
According to this article, the European Union aimed to become a credible digital leader in the
field of artificial intelligence and a leader in the data economy within five years.

In the conditions of the Slovak Republic, the Digital Transformation Strategy of Slovakia
2030 is applied, which, on the basis of a framework, oversized and government-approved
strategy, defines the country's specific priorities in the ongoing digital transformation of the
economy and society. The priority of this strategy is an emphasis on innovative technologies
such as artificial intelligence (Al), the Internet of Things (IoT), 5G technology, big data and
analytical data processing, blockchain or super-performance computing (Ministry of
Investment, Regional Development and Informatisation of the Slovak Republic, 2019).

2 METHODOLOGY

The main objective of this paper is to identify the perception of the digitalization process of
small and medium-sized enterprises (SMEs) in Europe and Slovakia based on data from
relevant sources.

For a proper understanding of the issues of the article, theoretical knowledge from available
sources mainly from public authorities was obtained by analysis, and by systematizing this
knowledge, it was sorted according to the importance in the introduction of this article.

For European-level data, sources were sourced from DESI - The Digital Economy and
Society Index (DESI), which monitors Europe's overall digital performance and tracks the
progress of EU countries in their digital competitiveness. The DESI 2020 and 2022 index is
mainly based on data for 2019 and 2021. The EU average is calculated for the 28 Member
States.
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The data that were processed for the knowledge of the digitalization process of small and
medium-sized enterprises in the Slovak Republic was obtained on the basis of the available
resources of the Slovak Business Agency. The survey with data for 2019 was conducted
through telephone interviews in January and February 2020, i.e. before the adoption of
measures by the Government of the Slovak Republic to combat the spread of the COVID-19
disease. 1,000 small and medium-sized entrepreneurs participated in the survey. The data
collection was carried out by the research agency AKO, s.r.0. Respondents to the survey were
representatives of business entities. The survey for 2021 was carried out in the form of CATI
telephone interviews in December 2020. 1,000 small and medium-sized entrepreneurs (SMES)
participated in the project. The data collection was carried out by Actly s.r.o. survey agency.
Monitoring of sources at the European Union level and partial data from a selected country
(the Slovak Republic) gives us the opportunity to compare and verify the results of the
surveys. Synthesis was used to process data from a larger number of sources.

In the paper, the method of inference is used as a resultant effect of the specified data.
Graphical methods are added to facilitate the understanding of the information found..

3 RESULTS AND DISCUSSION

The arrival of the COVID-19 pandemic stopped the world. People had to stay at home from
day to day, work carried out from factories and offices were out of the question and the work
of employees had to be adapted to working from home. Businesses and entrepreneurs were
not prepared for this, and even those who had not planned for this form of work in their long-
term business strategies had to adapt to the new way of working.

Based on insights from the European Union's Digital Economy and Society Index survey, we
can take a closer look at 2019 (the year before the pandemic) and 2021 (the year after the
pandemic) to compare large enterprises and SMEs and their activities in the digital space.

Chart No. 1: Adoption of EU digital technologies in large enterprises and SMEs in 2019 and
2021
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m2021 37% 28% 33% 18% 9%

Source: own elaboration according to Eurostat, DESI 2020 and DESI 2022

From the chart above, we can predict that large enterprises are engaging with new
technologies (digital technologies) more frequently. When using enterprise resource planning
(ERP) software to share information electronically, large enterprises (78%, 2019) lead the
way in the use of technology compared to SMEs (33%, 2019). Compared to 2021, the data is
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largely unchanged, but we see a slight increase of +3% for large enterprises (81%, 2021) and
an equally slight increase of +4% for SMEs (37%, 2021).

Social media was used by 78% of large enterprises and 52% of SMEs in their marketing
activities in 2019. Compared to 2021, these figures have decreased (the value of large
enterprises is at 61%, and the value of SMEs is at 28%), which may be due to the closure of
business activities due to the COVID-19 pandemic or, in the post-pandemic period, to a focus
on other more important activities (so-called business stabilization activities) and cost savings
in this area of digital marketing staff.

CRM systems (or customer relationship management systems) were used by 62% of large
enterprises and 32% of SMEs in 2019, with no significant change in the year after the
pandemic (large enterprises: 60%, SMEs: 33%).

In terms of e-commerce usage, 39% of large enterprises and 18% of SMEs used this option in
2019, which remained the same in 2021. At the same time, from a very layman's point of
view, it would seem that it is the pandemic that has forced many businesses to start tackling
sales through digital forms, among which e-commerce is the most used. However, what is not
strange is the greater use of cross-border e-commerce by large enterprises (23% in 2019, 24%
in 2021) than in the SME segment (8% in 2019, 9% in 2021), because it is large enterprises
that are more likely to engage in international trade, while SMEs are more likely to direct
their business activities towards domestic clients.

There are many other technology opportunities that SMEs can still take advantage of, such as
cloud services, Al (artificial intelligence), and big data. The ability to extract insights from
data through advanced data analytics techniques will be essential for the competitiveness of
the EU economy. The European Union's SME Roadmap (2022) predicts that achieving 75%
adoption of advanced big data analytics by businesses across sectors will enable European
companies to cope with the growth in data use globally and take full advantage of the rich
new ways of exploring and interpreting data using Al (artificial intelligence), natural language
processing and augmented reality technologies.

We further compare the above information with data from the Slovak Business Agency's
quantitative survey of a selected European Union country, the Slovak Republic, and its SME
respondents. These are again summarised in a two-year overview - 2019 (before the
pandemic) and 2021 (the first year after the pandemic).

Chart No. 2: Planned SME changes in 2019 and 2021
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In the above chart we have looked at those parts of the Slovak Business Agency's quantitative
survey that are closest to, or in some way interfere with, the digitalization changes of the
company. In 2019 (i.e. the year before the pandemic), the majority of respondents said that
they were considering buying new software in the near future (introducing digitization in the
enterprise). This section accounted for 29.7% of respondents. Compared to the year after the
pandemic, this part of the results achieved the biggest drop. In 2021, only 10.5% of
respondents wanted to implement digitalization in any way. This confirms the Europe-wide
decline that occurred after the pandemic. In terms of marketing activities or some form of
advertising of their goods and services, 27% of respondents planned changes in 2019 and
28.4% in 2021. No changes (for various reasons such as the nature of the business does not
require it, high upfront costs, high time commitment, etc.) were planned by 26.3% of
respondents in the pre-pandemic period, and in 2021, this result has strengthened to 34.1% of
the SMEs surveyed.

4 CONCLUSION

The European Union has strategic plans and other proposals that seek to plan the development
of Member States' business activities. Until 2019, its strategic documents in the field of the
digitization of small and medium-sized enterprises were mostly perceived positively, which
was also reflected in some way in surveys carried out either at the European level or in the
Slovak Republic, the country we have selected. However, with the advent of the pandemic,
even the most optimistic forecasts have become unrealistic and innovation has taken the place
of rescue for survival in the business environment. The pandemic crisis itself caused
uncertainties not only in the area of unemployment, but also many businesses closed down.
The results and discussion of this paper show on relevant data information that regarding
digital innovation is not optimistic on the part of SMEs. The data compares responses from
different surveys (different relevant sources) of respondents' answers to the same questions
years apart, taking into account the last year before the start of the COVID-19 pandemic and
the first year after the end of the pandemic, when business life has also returned to normal.
The article concludes that the instability experienced by entrepreneurs in the European space
has taught them to react with caution. Their goals are no longer exaggerated and grandiose,
but rather sensible and well thought out. Rather, they put the stability of the enterprise at the
forefront and slow development in those areas that are necessary for the survival of the
enterprise. It can be assumed that after a certain period, when the business environment fully
recovers from the pandemic situation, entrepreneurs will also become more courageous to
introduce innovative processes in the field of digitalisation and the strategic plans of the
European Union (European Commission) as well as the strategic plans of the Slovak Republic
until 2030 in the field of digitalisation will be fulfilled.
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UNDERSTANDING CUSTOMER BEHAVIOR IN THE DIGITAL
RETAIL SPACE

Tomas Pitka, Jozef Bucko

Abstract

This paper presents a study on using data mining techniques to predict and analyse customer
behaviour in the retail market. By examining temporal trends in data collected over time,
retail managers can better understand and respond to changing consumer behaviour. The
research's primary focus is identifying customer behaviour patterns in digital retail spaces and
categorising them into groups based on characteristics. The use of data mining techniques in
this context is demonstrated to be a valuable tool for making informed decisions in retail
marketing.

Keywords: customer behaviour, decision making, retail marketing, cluster analysis, decision
tree

1 INTRODUCTION

In the retail market, customized service is crucial to customer relationships. Companies can
build long-lasting and pleasant relationships with their customers if they can detect and
predict changes in their behavior. In the past, researchers generally applied statistical surveys
to study customer behavior. However, recently data mining techniques have been adopted to
predict customer behavior. (Giudici, Passerone, 2002) Data mining techniques are like
prospectors looking for gold in a mountain. They comb through a database without any
specific pre-determined hypothesis to obtain implicit, previously unknown information. (Chen
et al., 1996) Retail market managers need to be able to identify customer behavior patterns, so
they can know how to react appropriately when the needs of their customers change. Data
mining can help them do that. (Giudici, Passerone, 2002) As a result, data mining techniques
can be used in retail marketing to make better decisions. Data miners have been particularly
interested in predicting trends and describing behaviors. However, little research has focused
on analyzing temporal trends in data captured over time. (Liu et al., 2000) In the ever-
changing retail environment, retail managers need to understand the latest moves in consumer
behavior to keep their promotions fresh and effective. (Song et al., 2001). This paper aims to
determine customers' shopping behavior in digital retail spaces by analyzing customer
characteristics and categorizing them into groups. There are several approaches to achieving
the goal of determining customer behavior. Our approach is one of many possible solutions.
We will focus on a procedure called a Decision Tree in the IBM SPSS Statistics program
environment for our research purposes. The Decision Tree procedure is a decision support
tool that can help to classify cases or predict values of a dependent (target) variable based on
values of independent (predictor) variables. In addition, it provides validation tools for
exploratory and confirmatory classification analysis. (IBM.com) These findings help retailers
focus their businesses on the most profitable segments of customers, increase sales and
profits, and build lasting relationships with customers.

2 THE CURRENT STATE OF DISCUSSED ISSUE

The Internet has given consumers a new way to shop. (Chandraand, Sinha, 2013) As a result,
more and more people are using electronic commerce (e-commerce) to shop for products and
services. However, despite the accelerated spread of e-commerce, there are significant
differences in growth, penetration and adoption of the Internet as a viable alternative to
traditional shopping at a global level. (Ingham, et al., 2015) Theoretical development in the
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adoption of technology, especially related to e-commerce, is still in its infancy. (Tavera-
Mesias et al.,, 2011) In recent years, there has been a shift towards consumers seeking
authentic and engaging brand experiences. The trend is driven by the desire to strengthen the
connection between the brand and its customers. In addition, it focuses on the consumer
experience as a critical differentiator in the marketplace. As a result, the importance of the
consumer experience has surpassed that of price and product in driving purchasing decisions.
(Walkerinfo.com, 2020) Previous research has demonstrated that well-designed experience-
based models can lead to increased satisfaction and loyalty among consumers in physical
stores. (Schmitt, 1999) The proliferation of the internet and related technologies has enabled
the emergence of online shopping, which offers numerous benefits to consumers. (Nambisan
et al., 2011) In today's marketplace, where products are often similar, and the competition is
fierce, companies must differentiate themselves by providing consumers with memorable
experiences in order to attract and retain customers. (Li et al., 2020) Digital marketing tools
can be particularly useful in this regard, as they allow companies to respond quickly to the
changing needs of consumers. (Adikari et al., 2020) In addition, by incorporating innovative
technologies such as artificial intelligence, augmented reality, and omnichannel experiences,
businesses can create personalized and engaging customer experiences that set them apart
from their competitors. (Paz et al., 2020)

Electronic commerce, also known as e-commerce, refers to the conduct of business
transactions through electronic networks and the exchange of electronic data. This type of
commerce allows both parties involved in the transaction to access and exchange information
related to products, sales, services, and payments, among other activities, through electronic
means. For example, online shopping, or online retailing, is a specific form of e-commerce in
which consumers can directly purchase goods or services from a seller via the internet without
needing an intermediary. (Tao et al., 2011) Ramanathan et al. note that early understandings
of e-commerce often focused solely on Internet transactions. However, as the field has
evolved, e-commerce has come to encompass a broader range of organizational activities,
including buying, selling, logistics, and management, conducted over information networks or
the web. This expanded definition reflects the increasing importance of electronic networks in
modern business operations and the diverse ways in which organizations can use these
networks to facilitate commerce. (Ramanathan et al., 2012)

E-commerce, or electronic commerce, refers to the use of the internet for commercial
transactions, including buying and selling products and services, as well as providing
customer support and assistance. It is transforming the global landscape of commerce by
providing a convenient and accessible platform for conducting business activities. (Zheng,
2016) The adoption of e-commerce varies significantly among different regions of the world.
While certain areas, such as Asia, the United States, and Northern Europe, have experienced
rapid adoption of e-commerce, other regions have experienced a slower transition towards
using the internet for commercial transactions. This variation in the speed of transition
highlights the importance of considering regional factors when analyzing the adoption and
impact of e-commerce. (Zhang, 2021)

Numerous methodologies and techniques can be utilized for analyzing customer behavior. A
critical source of information for this purpose is server-side log files, which are generated by
customers who shop online and contain valuable data that can be used to assess the
performance of a business. Customers' future behavior can be predicted by analyzing patterns
in their data. This data is gathered through customer profiles, established by collecting the
information provided by customers when they visit websites. Data mining software can
analyze the relationships between existing patterns and provide insights into potential future
behavior. (Roselin, 2014)
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Marketing professionals have long sought to understand consumer purchasing behaviour to
persuade individuals to make purchases. However, in recent years, convincing consumers to
make purchases has become more challenging due to various factors. These factors include
the increasing comfort level of consumers, who are accustomed to receiving high-quality
products and excellent service, and the declining effectiveness of traditional advertising
techniques. As a result of these trends, the final price of products and services will likely
increase to compensate for the difficulties of persuading consumers to make purchases.
(Hernandes et al., 2010) The impact of the Internet on human behaviour is a topic of ongoing
research and discussion. Several factors may influence consumers' purchasing decisions,
including perceptions of security, privacy, and risk. In addition, the online market differs from
the physical market in that consumers may engage with remote vendors they have never met
in person and may purchase products they cannot physically touch or examine before
purchasing. These unique characteristics of the online market can significantly impact
consumer behaviour and decision-making. (Teo, Liu, 2007)

3 OBJECTIVES AND METHODS

In this study, we aim to investigate the potential for specific customer behaviour patterns to
emerge in the online shopping context of a selected company to improve the firm's marketing
efforts through enhanced comprehension of customer behaviour and needs. To this end, we
first seek to confirm the presence of such behaviour in our sample. In order to achieve this
primary objective, we will commence our analysis by examining the characteristics of the
customer base of the chosen company. Precisely, we will aim to classify the types of
customers of the chosen firm and identify their typical attributes, utilizing the TwoStep
clustering method as a means of achieving this partial goal. This method was chosen over
other conventional techniques for clustering customers, such as KMeans clustering, due to the
inclusion of both numerical and categorical variables in our data set, which can lead to biases
and imprecision when utilizing the KMeans algorithm.

3.1 TwoStep Clustering

The TwoStep Cluster method is a technique for organizing data into clusters without prior
knowledge of the specific nature of these clusters. Unlike other clustering methods such as
Kohonen or K-Means, the TwoStep Cluster method does not utilize a target field. However, it
aims to identify patterns within the input fields of the data set. This method group records in a
way that those within a single cluster are similar, while records belonging to different clusters
are dissimilar. This approach can be helpful in situations where there needs to be more
information about the desired clusters to employ more targeted methods such as Kohonen or
K-Means. (IBM.com, 2022)

This method represents a data clustering technique that utilizes a single pass through the data
to compress the raw input into smaller subclusters. This is followed by a hierarchical
clustering process, which merges the subclusters into larger clusters without needing
additional data passes. This approach effectively handles large datasets, as it begins by
treating individual records as the initial clusters, allowing for efficient hierarchical clustering.
(IBM.com, 2022)

3.2 Decision Tree procedure

Decision trees are a popular and effective tool for data analysis and prediction due to their
interpretability and ability to extrapolate from given data. Their structure allows for a clear,
logical progression through the decision-making process, making them useful for
understanding and communicating the model results. Additionally, decision trees can handle
additional features without significantly affecting their accuracy, making them a robust choice
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for handling unexpected or unforeseen circumstances. Overall, decision trees serve as a
valuable asset in the realm of machine learning algorithms. (Bento, 2021)

Decision trees are a simple and efficient tool for solving classification and regression tasks. In
contrast to many other machine learning algorithms, which can be computationally intensive
and time-consuming to train, decision trees are relatively quick to build. They can be
completed in a matter of minutes once the data has been compiled. This efficiency makes
them an attractive option for data analysts and practitioners working with large or complex
datasets. Decision trees offer a reliable and efficient approach to tackling various machine-
learning problems. (James et al., 2013) In a decision tree model, data is organized and
analyzed using a tree-like structure. The process begins with creating a root node, and
subsequent nodes are added as questions are posed about the data. These nodes represent
splits in the dataset based on the values of certain features, and new nodes represent the
resulting subgroups. When data splitting is terminated, the resulting nodes are called leaf
nodes. This hierarchical structure allows for a clear and concise representation of the
decision-making process within the model. (Tan et al., 2005)

In a decision tree model, the feature space is divided into distinct regions through rules, with
each tree branch representing one of these regions. As data points are analyzed and questions
are posed, new branches are created to represent the subgroups that result from applying these
rules. When there are no more rules to apply or data points to consider, the model assigns a
class to all the points within each leaf node. This process of segmentation and classification
allows for a clear and concise representation of the decision-making process within the model.
(Bento, 2021) One approach to determining customer behavior is through the Decision Tree
procedure. A decision tree is a non-parametric supervised learning algorithm that makes
decisions based on a series of questions. It has a hierarchical tree structure comprising a root
node, branches, internal nodes, and leaf nodes. Our approach to using the Decision Tree is
one of many possible solutions. We will focus on exploratory and confirmatory classification
analysis in the IBM SPSS Statistics program environment. This procedure helps us classify
cases or predict values of a dependent (target) variable based on independent (predictor)
variables. In addition, it provides validation tools for exploratory and confirmatory
classification analysis. (IBM.com)

Internal Internal
Node Node

v

Leaf Node Leaf Node Leaf Node Leaf Node

Figure 1 - Diagram of Decision Tree structure; Source: https://ibm.co/3YymBGB

Decision Tree procedure is applicable in a multitude of circumstances, such as segmentation,
stratification, prediction, variable screening, category merging and so on. For our purpose, we
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will work with ability to identify homogeneous groups with high or low risk and make it easy
to construct rules for making predictions about individual cases.

3.3 Data Preparation
The data processing phase of this study began with a review of the databases provided by the
company. The raw data was a large and complex collection of information containing
numerous variables, so understanding the overall structure and content of the data set was a
critical initial step. The company supplied a database containing information on orders placed
during the period under examination and details on the characteristics of individual
customers. In our initial analysis, we focused on understanding the variables within the data
and the structure of the data itself. In terms of data structure, the input data for this study was
generated by merging two databases: the Customer Entity database and the Order Sale
database. The Customer Entity database contains basic information about each customer,
including a selection of relevant variables that will be described in more detail in the
subsequent section. On the other hand, the Order Sale database includes identification
parameters related to each completed order. Together, these two databases form a set of
information used as the basis for this study.

e customer_email: unique identifier for the customer

e order_value: the parameter represents the total value of a specific order value in euros

e gender: gender of a particular customer

e delivery_method: This parameter describes the method of delivering the order. We

divided the input data into two groups:
o delivery_to_address
o pick_up_delivery

e country: customer's country of origin

e status: final status of executed order (e.g.: completed, waiting, canceled, etc.)

e day period: To analyze the temporal aspects of our data, we selected the periods

during which orders were placed as the first parameter.

Morning (from 6:00 am to 11:00 am)
Lunch (from 11:01 am to 2:00 pm)
Afternoon (from 2:01 pm to 4:30 pm)
Evening (from 4:31 pm to 7:00 pm)
Nigh (from 7:01 pm to 5:59 am)
e day_name: This parameter represents the day of the week the order was completed
e quarter: The last parameter related to the time of order creation is the year's division

into quarters. It is helpful for logistics and procurement processes. The year is divided

into Q1 — Q4

(@)

O O O O

4 RESULTS AND FINDINGS

In the initial phase of this research, the characteristics of the company's customer base were
analyzed, and the customers were divided into specific groups. The input data for the
modelling process consisted of information about the company's customers collected while
creating individual orders. The input variables and their descriptions and characteristics can
be found in the "Data preparation” section. The total number of input data for the modelling
was 107,228 cases, which is a substantial amount for modelling purposes. The TwoStep
clustering algorithm was utilized to generate customer clusters, and the modelling results are
presented in the following overview.
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Figure 2 - Results of TwoStep clustering | Source: own processing based on data

The results of the clustering analysis revealed that the individual clusters are relatively similar
to one another and can be considered homogeneous. The only variables that exhibit
heterogeneity are "delivery_method" and "gender”. Specifically, customers in the first and
third clusters prefer delivery to their addresses, while those in the second cluster prefer
delivery to a pick-up point. Furthermore, the first and second clusters are male customers,
while the third comprises female customers. For the remaining attributes, the clusters are
identical. Therefore, we can consider a typical company customer to be a male or female who
shops on Mondays during the night hours in the year's first quarter. In terms of order values,
there are only slight differences between the clusters, with the order value in the first and third
clusters being approximately 39€ and the second cluster being approximately 28.28€, which is
roughly 10€ lower.

It is worth noting that the company operates in several European markets, including Slovakia,
the Czech Republic, Romania, Hungary, and Ukraine. However, the distribution chart of
orders based on the customer's country of origin reveals that the vast majority, approximately
88.5%, are from Slovakia, comprising 94,891 records out of a total of 107,228. Another factor
that may have contributed to the homogeneity of the resulting clusters is the proportion of
male and female orders. Examining the distribution by gender, we find that approximately
65.9% of orders were placed by male customers, comprising 70,625 cases. Female customers
placed the remaining 34.1% of orders. The aforementioned factors can significantly impact
the characteristics and homogeneity of the resulting clusters. Therefore, it is recommended
that the company focus separately on the Slovak customer market and the group of customers
from other countries. Additionally, gender distribution should be considered when forming
customer clusters, as one gender significantly outnumbers the other. After thoroughly
examining the clusters and their characteristics, as well as the limitations of the input data in
terms of the distribution and diversity of each input variable, we were interested in the
differences in delivery options. In recent years, picking up orders at a designated pick-up
point has become increasingly popular. Therefore, we decided to investigate further the
factors influencing the choice between delivery to an address and delivery to a pick-up point.
With this step, we will also achieve the primary objective of the research, which is to examine
the potential for specific patterns of customer behaviour to emerge in the context of online
shopping for the selected company. As a result, the company can improve its marketing
efforts by better understanding customer behaviour and needs.

In order to uncover patterns in selecting a specific delivery type, we utilized the Decision Tree
algorithm. Based on the input values and modelling settings described below, this algorithm
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can generate a set of rules that may shed light on the reasons behind the delivery choices of
the customers under study. We included all 107,228 records as input data and selected the
CHAID method as the Growing Method for the model. In addition, we utilized the Cross
Validation procedure to validate the model. The dependent variable was "delivery_method"
and the remaining variables were treated as independent variables. After conducting several
beta modelling runs, we found that the order value itself significantly influences the choice of
transportation mode. The output of the Decision Tree procedure is depicted in the following
figure down bellow. As we can see, out of 107,228 records, delivering the order directly to the
customer's address was chosen 72,508 times, representing 67.6% of the total. On the other
hand, the option of picking up the order at a pick-up point was selected by only 32.4% or
34,720 records. The Decision Tree procedure divided the order value into nine intervals. The
interval with the lowest order value, less than 8.89€, accounts for about 10% of the total
cases, or approximately 10,000 orders. Similar proportions are observed for the other
intervals, except for the fifth interval, which has a value between €21.62 and €33.39. In this
interval, we see a higher number of orders, with 21,545 orders being placed. The relationship
between the order value and the delivery option is reasonably straightforward. While for
orders between €2 and €13, we see a roughly equal distribution between delivery to the
address and pick-up point, this ratio changes significantly as the order value increases.
Specifically, as the order value increases, the proportion of orders delivered to the pick-up
point decreases. For example, when comparing the intervals with the lowest and highest order
values (€2 to €8.89 versus €74.59 or more), we see that for the lowest value interval, 56.1% of
customers chose delivery to the address, and 43.9% chose delivery to the pick-up point.
However, for the highest value interval, 84.7% of customers chose delivery to the address
compared to 15.3% who chose delivery to the pick-up point. Similar results were obtained for
the interval with values between €54.52 and €74.59, with 78.3% of customers choosing
delivery to the address and 21.7% choosing delivery to the pick-up point. One potential
explanation for the relationship between order value and delivery method observed in our
analysis is that customers prefer to have more expensive orders delivered directly to their
address due to the opportunity for personal contact with the courier. This allows the customer
to address any issues, such as damaged goods, immediately upon delivery. In contrast,
choosing delivery to a pick-up point may remove the opportunity for personal contact with the
courier and may leave the customer relying on intermediaries, such as external stores, to
handle any issues. As a result, customers may be more likely to choose delivery to their
address for higher-value orders to have more control over the delivery process. Another
potential factor influencing the delivery method chosen by customers is the number of goods
ordered. Since the company under study has products related to nutritional supplements in its
portfolio that customers can buy in larger quantities to stock, the total order value may be
higher. However, the products of the order itself cannot be classified as valuable in terms of
their values. In this case, it is not necessarily the value of the individual items that motivates
the customer to choose direct-to-consumer delivery but rather the number of ordered goods.
To further explore this possibility, the company may want to analyze individual orders in
more detail to confirm or refute these assumptions.
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5 CONCLUSION AND LIMITATIONS

In summary, the clustering analysis results show that the individual clusters are relatively
homogeneous, except for delivery method and gender. Customers in the first and second
clusters prefer delivery to their addresses, while those in the second cluster prefer delivery to
a pick-up point. Additionally, the first and second clusters are male customers, while the third
cluster consists of female customers. Finally, the order values between the clusters differ
slightly, with the order value in the first and third clusters being approximately 39€ and the
second cluster being approximately 28.28€, roughly 10€ lower. The company operates in
several European markets, but the majority of orders, approximately 88.5%, come from
Slovakia. The proportion of male and female orders is also a factor that may have influenced
the homogeneity of the resulting clusters, with 65.9% of orders being placed by male
customers and 34.1% being placed by female customers. Based on these findings, we
recommend that the company focus separately on the Slovak customer market and the
customers from other countries and consider gender distribution when forming customer
clusters.

Based on the results of our analysis, it is evident that the order value significantly influences
the choice of delivery method among the company's customers. Specifically, as the order
value increases, the proportion of orders delivered to a pick-up point decreases. This
relationship is demonstrated through the Decision Tree algorithm, which allowed us to
generate a set of rules based on the input values and modelling settings.

In conclusion, our analysis of the delivery options utilized by the company's customers
revealed that the choice between delivery to an address and delivery to a pick-up point could
be influenced by various factors. By examining these factors, we were able to fulfil the
primary objective of the research, which was to identify potential patterns of customer
behaviour in the context of online shopping for the company. This will allow the company to
better understand its customer's needs and preferences and improve its marketing efforts
accordingly. Furthermore, by completing the research's partial objective of identifying the
company's customer groups, we were able to provide valuable insights that can help with
future business decisions.
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SPRAVANIE ADOLESCENTOV V ONLINE PROSTREDI

BEHAVIOR OF ADOLESCENTS IN THE ONLINE ENVIRONMENT

Viktoria Hudakova

Abstrakt

Dnesni adolescenti st prvou generaciou, ktora vyrastla spolocne s internetom. V online
prostredi travia vacsinu svojho €asu, primarne na socialnych siet'ach. Tie st miestom, kde sa
adolescenti mo6zu vzdelavat’, zabavat’ ¢i ucit, ale zaroven st miestom, kde sa adolescenti
stretavaju s reklamou. Prave na socidlnych sietach adolescenti Celia réznym reklamnym
formatom, nielen viditel'nym, ale aj zamaskovanym, napriklad aj spodnej vine, ktord vznika
bez prifinenia inzerentov. Prispevok sa zameriava na doterajSie slovenské i zahrani¢né
vyskumy spravania adolescentov v online prostredi, prindsa vlastny prieskum realizovany na
mladych dospievajtcich a poukazuje na socialne siete, kde adolescenti musia najviac celit’
reklame.

Klucové slovd: socidlne siete, adolescenti, reklama, spodna vina, reklamna gramotnost

Abstract

Today's adolescents are the first generation to grow up with the Internet. They spend most of
their time online, primarily on social networks. They are a place, where adolescents can be
educated, have fun or learn, but they are also a place where adolescents encounter advertising.
It is on social networks that adolescents are faced with various advertising formats, not only
visible, but also disguised, for example, the groundswell, which arises without the
involvement of advertisers. The paper focuses on current Slovak and foreign research on the
behavior of adolescents in the online environment, presents its own research conducted on
young adolescents and points to the social networks where adolescents have to face
advertising the most.

Key words: social networks, adolescents, advertising, groundswell, advertising literacy

UvOoD

Socialne siete st dnes beZznou sucastou takmer kazdej vekovej kategorie, Specidlne mladych
l'udi, resp. adolescentov. Okrem toho, Ze prichod socialnych sieti vyrazne ovplyvnil bezny
zivot kazdého z nas, ovplyvnil aj marketing ako taky. ViacSina podnikatel'skych subjektov
pochopila, ze ¢as, ktory l'udia trdvia na socidlnych sietach, mézu vyuzit' vo svoj prospech
amoZu na ne smerovat’ svoju reklamu. Inzerenti vSak svoju reklamu V online prostredi
dokazu dobre zamaskovat' a niekedy, napriklad aj v pripade spodnej viny, ju nevedia ani
ovplyvnit'. Faktom vSak ostava, Ze mnoho l'udi, medzi nimi aj adolescenti, si prezera socialne
siete niekol’ko hodin denne, atym s zaroven vystaveni nespocetnému mnozstvu (@]
zamaskovanych) reklam. Viaceré vyskumy poukazuji na to, kol’ko ¢asu v skuto€nosti travia
adolescenti na Facebooku, Instagrame, YouTube a inych socialnych sietach. Pri komparacii
viacerych vyskumov vSak prichadzame na to, ze sa data v tejto problematike roznia. Nas
zaujem o zistenie spravania adolescentov v online priestore na Slovensku v kontexte
vystavenia reklame, nas priviedol k realizacii prieskumu zameraného na tuto problematiku.
Doterajsie poznatky a vysledky vlastného prieskumu uvaddzame v nasledujtcich kapitolach.
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1 ADOLESCENTI AONLINE PRIESTOR

Internet dnes uz tvori podstatnu Cast’ zivota nielen dospelych l'udi. Na Slovensku méa k nemu
pristup az 93 % domacnosti.’ Od atleho detstva s nim prichadzaju do priameho styku deti, ale
aj adolescenti. Aj ked znalost’ online prostredia od tutleho detstva a pésobenie v hiom moze
byt pre adolescentov Casto prinosom, na druhej strane pre nich mo6ze byt online priestor aj
nebezpecnym miestom. Okrem toho, Ze sa vo virtudlnom prostredi adolescenti mézu stretntt’
s nevhodnym obsahom vzhl'adom k veku, kradezou osobnych udajov ¢i kyberSikanou, mozu
prist’ do styku aj s nekalymi marketingovymi praktikami, ktoré inzerenti v online priestore
vyuzivaji na ich zacielenie s cielom predaja vlastného produktu. Adolescenti na internete
teda maju Siroké spektrum moznosti: mozu sa vzdelavat’, zabavat, ale tiez je tu riziko, ze sa
stant tercom nekalych praktik inzerentov a mnohych inych nastrah.

S takymito praktikami inzerentov uzko suvisi aj spodnd vlna, ktorej adolescenti v online
prostredi tiez Celia. Pod pojmom spodna vlna rozumieme jav, kedy si zakaznici v online
prostredi vymienaju pozitivne alebo negativne sktsenosti s produktom, pricom dochadza
k d’alsej propagacii produktu, ktora vyrobca nevie ovplyvnit.® Vzhl'adom na to, Ze vicsina
adolescentov sleduje skuto¢ne Siroké mnozstvo réznych formatov v online prostredi, ¢i uz
blogy, videa alebo prispevky na socialnych sietach, ¢asto na nich, a zaroven na ich nakupné
spravanie a rozhodovanie, vplyvaji aj komentare, ktoré st uverejnené pod réznymi typmi
prispevkov. V kone¢nom ddsledku tak musia ¢elit’ ,,zamaskovanej* a neplatenej reklame, teda
spodnej vine.

Podla vysledkov vyskumu Varholikovej, Szamaranszkej a Tomkovej mozno povedat’, Ze
adolescenti spodnu vinu na internete svojim spravanim aj vyvolavaju: ,,respondenti sa najviac
venuju pisaniu sprav a cetovaniu s kamaratmi a hodnoteniu cudzich obsahov, komentdrov,
fotiek, videi, statusov a pod. prostrednictvom funkcie , pdci sa mi/like*® Prave reakcie na
prispevky vyvolavaji samotni spodni vlnu. Tento vyskum realizovali autorky na 1035
respondentoch vo veku od 11 do 18 rokov a poukazuju na to, ze mladi dospievajuci, teda
adolescenti, nie st v online priestore len pasivnymi pouzivatel'mi, ale aktivnymi pouzivatel'mi
vyuzivajucimi vSetky funkcie, vratane komentarov.

Na to, ze mladi l'udia travia v online prostredi vel'a Casu, poukazuje viacero vyskumov — ¢i uz
tuzemskych alebo zahrani¢nych. Zaujimavy vyskum tykajici sa spravania l'udi online
realizovali Studenti Fakulty masmedialnej komunikacie Univerzity svitych Cyrila a Metoda
V Trnave. Vyskum ukézal, ze l'udia dokdZu na mobile stravit' tyZdenne viac ako 28 hodin.
Blizsie poukazal aj na to, Ze Cas straveny na mobile sa tyka zvicsa socidlnych sieti. Podl'a
tohto vyskumu realizovaného na 267 respondentoch svoj ¢as v online 'udia travia najmi na
socidlnych siet’ach ako Instagram, Facebook ¢i YouTube.*

Vyskum zamerany na tuto problematiku realizovalo aj obc¢ianske zdruzenie IPcko, ktoré
poskytuje psychologickll a socidlnu pomoc pre mladych I'udi. Vo svojom vyskume, ktory
realizovali na 100 respondentoch vo veku od 12 do 16 rokov, sa zamerali na spravanie
tinedZerov a ich rodi¢ov na internete. Hoci ide o star$i vyskum, vysledky ich skiimania v tom

! Statisticky tirad Eurdpskych spoloGenstiev (Eurostat).: Households - type of connection to the internet.
[online]. [2022-11-08]. Dostupné na: <https://ec.europa.eu/eurostat/databrowser/view/isoc_ci_it_h$DV_5
13/default/bar?lang=en>,

2 MADLENAK, A.: Marketingova komunikécia podniku na socialnych médiach ako predpoklad rozvoja aktivit
,spodnej viny*. In HLADIKOVA, V., MADLENAK, A., KUPEC,V. (eds.): Socidlne médié a marketingovd
komunikdcia: Eko-evolucia alebo eko-revoliicia? Praha : NOL — Nakladatelstvi odborné literatury, 2022, s. 78.

¥ VARHOLIKOVA, J., SZAMARANSZKA, 1., TOMKOVA, J.: Prierez vysledkami vyskumu: Pouzivanie
Facebooku detmi a adolescentmi (2012). [online]. [2022-12-06]. Dostupné na: <https://vudpap.sk/wp-
content/uploads/2019/01/vudpap-metodiky-PouzivanieFB-detmi-a-adolescentami.pdf>.

* FMK UCM: Studenti skimali, kolko casu stravime pouzivanim mobilnych telefonov: Vysledky v niektorych
Kategériach prekvapili. [onling]. [2022-01-11]. Dostupné na: <https://fmk.sk/studenti-skumali-vysledky-
prekvapili/>.
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Case naznacovali, Ze tinedzeri travia na internete a socialnych sietach vel'a ¢asu. Poukazali na
to, ze:
= 80 % respondentov travi ¢as na Facebooku, 70 % na inych socidlnych sietach, zvac¢sa
na Instagrame,
= 92 % respondentov na pristup k internetu pouziva mobil,
= 92 % respondentov rado sleduje zabavné online vided, oproti tomu len 64 % mladych
I'udi rado ¢&ita zdbavné &lanky.”
Novsie slovenské prieskumy niektoré z tychto zisteni potvrdzuji. Napriklad prieskumna
agentira Go4insight vo svojom prieskume mapujucom pouzivatel'ov socialnych sieti v roku
2022 potvrdila, Ze mladi l'udia vo veku od 15 do 26 rokov (kam spadaji aj adolescenti) travia
najviac ¢asu na Facebooku, druhé miesto obsadil YouTube, tretie miesto Instagram a Stvrté
miesto TikTok. Mierne vyuzivany je aj Snapchat a najmenej vyuzivané st socialne siete
Tumblr, Discord, Twich ¢i OnlyFans.6

Obrazok 1: Vyuzivanie socidlnych sieti 2022.
Vyuzivanie socialnych sieti Cogmagit
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Zdroj: Godinsight. [online]. [2022-11-15]. Dostupné na: <https://bit.ly/3g4pw8k>.

Rovnaky prieskum, realizovany na vzorke 1000 respondentov vo veku 15-79 rokov, poukazal
aj na to, Ze na socialnych sietach je dnes uz takmer kazdy — mladSia aj starSia generacia.
Avsak faktom ostava, ze svet socidlnych sieti je bliz§i mladym ludom. Vysledky jasne
ukazuju, ze mladi I'udia do 26 rokov travia na socialnych sietach Coraz viac casu. Az 81 %
I'udi vo veku do 26 rokov je na socidlnych sietach niekol'kokrat denne. Je ddlezité¢ poukazat’
aj na vyrazny rozdiel v spravani mladych l'udi a starSich I'udi v online priestore. Vo vekovej
kategorii 60 + az 40 % respondentov netravi na socialnych siet'ach ¢as vobec.’

Zahrani¢né vyskumy vSak prinaSaji odli§né zistenia ako vyskumy na Slovensku. Napriklad
vyskum od Pew Research Center na adolescentoch vo veku 13 az 17 rokov ukdzal, ze
tinedzeri v Amerike najcastejsie vyuzivaji YouTube, pricom na Slovensku je na prvej priecke
Facebook. Sleduje ho az 95 % tinedZerov. Dalsi v poradi je TikTok, ktory aktivne pouziva

® IP&ko: Vysledky vyskumu — spravanie mladych ludi a ich rodicov v online priestore. [online]. [2022-11-11].
Dostupné na: < https://ipcko.sk/vysledky-vyskumu-spravanie-mladych-ludi-a-ich-rodicov-v-online-priestore/>.

® Godinsight: Kolko Slovékov je na socidlnych sietach v roku 2022? [online]. [2022-11-11]. Dostupné na: <
https://bit.ly/3BXLRfC>.

" Godinsight: Kolko Slovékov je na socidlnych sietach v roku 2022? [online]. [2022-11-11]. Dostupné na: <
https://bit.ly/3BXLRfC>.
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67 % tinedzerov, nasledne Snapchat, ktory vyuziva 59 % tinedZerov a aZ tak je v rebricku
najpouzivanejSich socialnych sieti umiestneny Facebook, ktory vyuziva len 32 % tinedzerov.
V porovnani so slovenskymi vyskumami teda mézeme badat’ rozdiel najmid v pouzivani
Facebooku a TikToku. Instagram sa na Slovensku aj v Amerike drzi priblizne rovnako
a vyuziva ho priblizne 60 % adolescentov.?

Na najobl'ibenejsie socidlne siete mladych I'udi poukazuje aj Statistika The ACT for Youth,
¢o je mladeznicke centrum skumajuce adolescentov v Amerike. Vysledky ich Statistiky
ukazujt, ze vroku 2021 boli najoblibenejSie platformy mladych Tudi Instagram (81 %),
Snapchat (77 %) a TikTok (73 %).”

Vyskum od Victorie Rideout a kolektivu ukazuje vel'mi podobné vysledky. Najobl'ibenejSou
socidlnou sietou je Instagram (53 %), néasledne Snapchat (49 %) ana tretom mieste je
Facebook (30 %). Zaroven vSak vyskum zdoraziluje aj to, Ze najoblibenejSou ¢innost'ou
tinedZerov je sledovanie online videi. Tento dovod trdvenia Casu na socidlnych sietach
uviedlo 77 % respondentov. Medzi adolescentmi vo veku 13 az 18 rokov teda vedie aj
YouTube. Tento obsiahly vyskum vSak prindSa mnoho zaujimavych zisteni, medzi ktoré patri
aj fakt, Ze tinedZeri denne stravia pred obrazovkou za i¢elom zédbavy 8 hodin a 39 minut.”® *
Na spravanie adolescentov v online priestore sme sa zamerali aj v naSom vlastnom
kvantitativnom prieskume. Jeho primarnym ciel'om bolo zistit,, na ktorych socialnych sietach
adolescenti travia najviac Casu a teda, na ktorej socialnej sieti st adolescenti najviac vystaveni
taktikdm inzerentov — ¢i uz viditel'nym, alebo zamaskovanym. Spdsob akym sme vyskum
realizovali a tiez vysledky vyskumu uvadzame v nasledujucich kapitolach.

2  METODIKA VYSKUMU
Pre zistenie spravania adolescentov v online priestore sme v nasom prispevku vyuzivali
primarne aj sekundarne zdroje. V prispevku pracujeme so slovenskymi i zahraniénymi
publikaciami zameranymi na problematiku spravania dospievajicich v online priestore,
konkrétne na spravanie adolescentov na socialnych sietach. Dostupné vyskumy dopliiame aj
nami realizovanym dotaznikovym prieskumom.
Prieskum sme realizovali v ¢ase od 7. juna 2022 do 6. jula 2022, pricom z celkovych 635
navstev dokoncilo celé dopytovanie 348 respondentov. Elektronicky dotaznik sme vytvorili a
distribuovali prostrednictvom platformy Survio® na zakladné Skoly, stredné Skoly a
gymnazia. Pre dosiahnutie ¢o najrelevantnejSich vysledkov sme dotaznik distribuovali na
vychodnom, strednom i zapadnom Slovensku. Vekova Struktra realizovaného prieskumu
bola nasledovna: 13 rokov — 48 respondentov, 14 rokov — 61 respondentov, 15 rokov — 86
respondentov, 16 rokov — 111 respondentov, 17 rokov — 42 respondentov.
Respondenti nam v prieskume prostrednictvom online dotaznika poskytli odpovede na 6
otazok skumajucich ich spravanie V online prostredi, resp. skimajacich cas, ktory travia na
popularnych platformach medzi adolescentmi. Respondentom sme pokladali otdzky
V nasledovnom zneni:

» Kolko ¢asu denne travis na Facebooku?

= Kolko ¢asu denne travi§ na Messengeri?

® Pew Research Centre: Teens, Social Media and Technology 2022. [online]. [2022-11-11]. Dostupné na: <
https://www.pewresearch.org/internet/2022/08/10/teens-social-media-and-technology-2022/ >.

% ACT for Youth: Youth Statistics: Internet & Social Media. [online]. [2022-11-11]. Dostupné na: <
https://actforyouth.net/adolescence/demographics/internet.cfm >.

19 Tento ¢as vsak zahfiia aj sledovanie televizie, seridlov, Citanie e-knih, pozeranie videi, hranie hier, vyuzivanie
soc. sieti atd’.

11 RIDEOUT, V. akol.: Common Sense Census: Media Use by Tweens and Teens, 2021. San Francisco, CA :
Common Sense, 2022, s. 4,5,15.

12 1de o nastroj na meranie zakaznickej spokojnosti, hodnotenie zamestnancov, marketingovy prieskum & rozne
dotazniky a ankety.
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= Kolko ¢asu denne travis na Instagrame?

= Kolko ¢asu denne travis na TikToku?

= Kolko ¢asu denne travis na Youtube?

= Kolko ¢asu denne travis na Snapchate?
Ciel'om nasho dopytovania bolo primarne poukazat’ na to, kol’ko ¢asu stravia adolescenti na
socialnych sietach a sekundarne poukazat na socialne siete, kde st adolescenti najviac
vystaveni reklame. Vysledky prieskumu uvadzame v nasledujucej kapitole.

3 INTERPRETACIA VYSLEDKOV

Dnesni adolescenti st bezpochyby prvou generaciou, ktora vyrastala spolu s internetom.
MoézZeme ich preto nazvat’ aj digitdlnymi domorodcami. Mobilné zariadenia, pocitace a iné
technologické vymozenosti pre nich nie su problematické. Ako poukazuji dostupné vyskumy
realizované na Slovensku ¢i v zahrani¢i, svoj Cas adolescenti travia online, najmd na
socialnych sietach a mozno povedat’, Ze si zivot bez nich nevedia predstavit. Prave na fakt, ze
adolescenti v online priestore, respektive na socialnych sietach, travia pomerne velké
mnozstvo svojho vol'ného ¢asu, poukazuju aj vysledky nami realizovaného prieskumu.

Z opytanych 348 respondentov travi viac ako 4 hodiny na socidlnych sietach 25,9 %
respondentov. Viac ako tri hodiny 22,4 % respondentov, viac ako dve hodiny 28,4 %
respondentov, priblizne hodinu 17,8 % respondentov, menej ako hodinu len 4,3 %
respondentov a vobec na socialne siete nechodi len 1,1 % respondentov, ¢o predstavuje
Styroch adolescentov. Tieto Cisla vSak nepredstavuju len Cas straveny na socidlnych siet’ach
zabavou ¢i edukéciou, ale aj Cas, kedy st adolescenti vystaveni reklame. Ak travi takmer
26 % respondentov na socidlnych sietach viac ako Styri hodiny, v tomto ¢ase pravdepodobne
celia niekol'’kym desiatkam reklam.

Spomedzi vSetkych socidlnych sieti travia adolescenti najviac ¢asu na Instagrame. Az 45,1 %
adolescentov povaZzuje Instagram za svoju top socidlnu siet’, teda travia na nej najviac casu.
Nasleduje TikTok, ktory je favoritom 26,4 % respondentov, nasledne YouTube, ktory je
najobl'ibenejsi u 15,8 % respondentov. Prekvapivo Facebook spomedzi opytanych
adolescentov obl'ubuje len 1,7 % respondentov, ¢o prestavuje 6 mladych dospievajucich.
Prave na socidlnej sieti Facebook vidcSina netravi Cas vobec. Az 75,9 % z opytanych
adolescentov Facebook nenavstevuje, 21 % respondentov travi na Facebooku menej ako
jednu hodinu. Priblizne hodinu na Facebooku travia 2 % respondentov a viac ako dve a tri
hodiny 2 respondenti, ¢o predstavuje 0,6 %. Podl'a tychto dat Facebook nie je pre inzerentov
s cielovou skupinou adolescentov vyhodnym komunika¢nym kanalom.

Prave tu mézeme badat’ velky rozdiel medzi nasim prieskumom a vyskumami realizovanymi
na Slovensku v poslednych rokoch. Mnoho doterajsich slovenskych vyskumov poukazuje na
to, ze Facebook si drzi medzi dospievajucimi tinedzermi prvenstvo. Skreslovat’ tento
vysledok vSak moZe Cas straveny na Messengeri, ktory je S Facebookom tUzko spity, no
z praktického hladiska ide o dve rozne mobilné aplikacie. Facebook ako socidlna siet
primarne sluzi na pisanie statusov, zdielanie prispevkov, komentovanie, likovanie a pod.
(prave na Facebooku vznikd spodna vina) a Messenger sluzi len na chatovanie. V pripade, ze
vyskumnici spoja Facebook a Messenger pri realizacii vyskumov do jedného, moze z nasho
pohladu dgjst’ k vyraznému skresleniu vysledkov. Prave z tohto dovodu sme sa respondentov
samostatne pytali aj na to, kol’ko ¢asu travia na Messengeri.

Z 348 respondentov na Messenger vObec nechodi 20,7 % adolescentov, menej ako hodinu
tam travi takmer polovica respondentov, konkrétne 50,6 %, priblizne hodinu ¢asu denne na
Messengeri travi 18,4 % respondentov, viac ako dve hodiny 5,5 % respondentov, viac ako tri
hodiny 2,9 % respondentov a viac ako S$tyri hodiny 2 % respondentov. Tieto data jasne
poukazuju na to, Ze Messenger je oproti Facebooku navstevovanej$im a pre inzerentov

- 118 -



vyhodnejsim priestorom. Oproti Facebooku vSak Messenger neponuka také Siroké spektrum
moznosti inzercie.

Socialna siet’ Instagram, ktora vznikla v roku 2010 primarne za G¢elom priddvania vyhradne
fotografii'®, sa dnes uadolescentov tesi velkej oblube. Z opytanych respondentov ho
nevyuziva len 9,5 % respondentov, menej ako hodinu ho vyuziva 17,5 % respondentov,
priblizne hodinu 31,9 % respondentov. Viac ako dve hodiny denne travi na Instagrame 96
opytanych respondentov, ¢o predstavuje 27,6 %, viac ako tri hodiny 8,3 % respondentov
a viac ako Styri hodiny 5,2 % respondentov. Pri generalizacii tychto udajov mézeme povedat’,
ze adolescenti vyuzivaju socialnu siet’ Instagram pomerne casto a teda je tu omnoho vyssia
pravdepodobnost’, ze ich zacieli akdkol'vek forma reklamy. Je vysoko pravdepodobné, ze
podobnymi datami, akymi disponujeme my, disponuju aj inzerenti. To je hlavny doévod, preco
sa na tejto socialnej sieti stretdvame Coraz Castejsie s inzerciou — aj tou zamaskovanou.

Medzi socialnymi sietami Instagram a Facebook teda mdzeme pozorovat’ pomerne vyraznt
odli$nost’. Pre lepSiu prehladnost’ porovnanie dat vychadzajicich z vyskumu uvadzame aj
Vv tabul’ke nizsie.

Tabul’ka 1: Porovnanie vyuzivania Facebooku a Instagramu adolescentmi.

Facebook Instagram
Nechodim tam 75,9 % 95%
Menej ako hodinu 21 % 17,5 %
Priblizne hodinu 2% 31,9%
Viac ako dve hodiny 0,6 % 27,6 %
Viac ako tri hodiny 0,6 % 8,3 %
Viac ako Styri hodiny 0% 52 %

Zdroj: vlastné spracovanie, 2022.

Socialna siet’, o ktorej mnoho marketingovych Specialistov v tomto obdobi diskutuje ako
0 jednej z najpotencialnejsich socialnych sieti, je TikTok. Podla online platformy Statista ma
vroku 2022 TikTok celosvetovo 755 milionov aktivnych pouzivatelov. Rovnaky portal
predpoklada, Ze v roku 2023 bude mat’ TikTok 834,3 miliénov pouZivatelov.'* Aj slovenski
adolescenti vo veku od 13 do 17 rokov na TikToku travia pomerne dost’ ¢asu. Viac ako Styri
hodiny na TikToku travi z 348 opytanych respondentov 11,8 % adolescentov. Viac ako tri
hodiny 10,3 % respondentov, viac ako dve hodiny 22,1 % respondentov, priblizne jednu
hodinu 20,4 % respondentov. Menej ako hodinu na TikToku travi 8 % respondentov a tiito
socialnu siet’ vobec nenavstevuje 27,3 % respondentov.

Zahrani¢né vyskumy poukazali na to, Ze prvenstvo medzi adolescentmi Si drzi socidlna siet’
urc¢end na sledovanie videi — YouTube. Nami realizovany prieskum ukazuje pre tito socidlnu
siet’ priblizne podobné data ako pre Instagram a TikTok. Na YouTube nechodi vobec 11,2 %
respondentov, menej ako hodinu tam stravi 34,5 % respondentov, priblizne hodinu 26,4 %
respondentov, viac ako dve hodiny 15,8 % respondentov, viac ako tri hodiny 6,3 %
respondentov aviac ako Styri hodiny 5,7 % respondentov. Ak si predstavime, Ze pred
prehratim videa sa stretdvame s jednou, alebo aj dvomi reklamami, pripadne st V niektorych
videach umiestiiované produkty, alebo videa vznikli ako platena spolupraca, za Cas, ktory
adolescenti stravia na YouTube tak pridu do stretu s mnohymi reklamami. Najmé ak su na
YouTube tri alebo Styri hodiny denne.

13 BLYSTONE, D.: Instagram: What It Is, Its History, and How the Popular App Works. [online]. [2022-12-23].
Dostupné na: <https://www.investopedia.com/articles/investing/102615/story-instagram-rise-1-photoOsharing-
app.asp>.

4 Statista: Number of TikTok users worldwide from 2020 to 2025 (in millions). [online]. [2022-12-23].
Dostupné na: <https://www.statista.com/statistics/1327116/number-of-global-tiktok-users/>.
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Pri porovnani socidlnych sieti YouTube, Instagram a TikTok pozorujeme priblizne rovnaké
data. Konkrétne percentd uvadzame v tabulke.

Tabulka 2: Porovnanie vyuZzivania socialnych sieti YouTube, TikTok a Instagram
adolescentmi.

YouTube TikTok Instagram
Nechodim tam 11,2 % 27,3 % 9,5%
Menej ako hodinu 34,5 % 8 % 17,5 %
Priblizne hodinu 26,4 % 20,4 % 31,9 %
Viac ako dve hodiny 15,8 % 22,1 % 27,6 %
Viac ako tri hodiny 6,3 % 10,3 % 8,3 %
Viac ako Styri hodiny 57 % 11,8 % 52 %

Zdroj: vlastné spracovanie, 2022.

Znacny rozdiel pozorujeme pri TikToku, kde podstatne vicsie percento respondentov tato
socidlnu siet’ oproti YouTube a Instagram nenavstevuje vobec. Na druhej strane oproti
ostatnym dvom socidlnym sietam priblizne o 6 % viac respondentov travi na TikToku viac
ako Styri hodiny. Velky percentualny rozdiel pozorujeme aj pri pouzivani TikToku menej ako
hodinu. Na Instagrame menej ako hodinu travi 17,5 % respondentov, na YouTube 34,5 %
respondentov a na TikToku len 8 % opytanych adolescentov.

Poslednou nami skiimanou socialnou siet'ou bol v zahrani¢i obl'ibeny Snapchat. Z opytanych
respondentov Snapchat nenavstevuje 90 respondentov (25,9 %) a 258 respondentov (74,1 %)
na fiom travi svoj vol'ny ¢as, konkrétne 43,4 % opytanych na flom travi menej ako hodinu,
16,7 % adolescentov priblizne hodinu, 8,9 % adolescentov viac ako dve hodiny, 2,3 %
adolescentov viac ako tri hodiny a 2,9 % viac ako $tyri hodiny. Snapchat je teda socialna siet’,
ktord ma pre inzerentov vel'ky potencidl. O to ostrazitej$i vSak musia byt adolescenti pri jeho
pouzivani.

ZAVER

Vysledky domaceho i zahrani¢ného skimania spravania adolescentov v online prostredi
prinasaju odlisné data. Niektoré vyskumy realizované na Slovensku ddvaji na prvé miesto
medzi adolescentmi socidlnu siet’ Facebook, iné Instagram. Zahrani¢né vyskumy najcastejSie
poukazuju na to, Ze najviac ¢asu travia adolescenti v ramci online prostredia na socidlnej sieti
YouTube. Vysledky nasho prieskumu prinasaju taktiez odlisné data. Najviac Casu travia
adolescenti na socidlnych sietach Instagram, YouTube atiez na TikToku. V kone¢nom
dosledku sa vSak vSetky vyskumy zhodujii v tom, Ze adolescenti st na socidlnych siet’ach
aktivni a travia tam svoj volny cas.

Ako sme v uvode spominali, socialne siete si aj miestom pre inzerentov. Cielia tam svoje
reklamy, Casto zamaskované (vratane spodnej viny, ktort vS§ak nemdzu ovplyvnit)), a vplyvaju
tak nakupné spravanie a rozhodovanie nielen dospelych, ale aj adolescentov. Vysledky nasho
prieskumu teda zaroven poukazuji na to, kde s adolescenti najviac vystaveni reklame — na
Instagrame, Youtube a TikToku. Reklamné formaty su vSak na tychto socidlnych sietach
spracované nativne a adolescenti ich nevedia rozlisit. Prave tym sa zaobera problematika
reklamnej gramotnosti — skama schopnost’ rozlisit’ reklamny obsah od toho ostatného. V tom
vidime potencial nasho buduceho skiimania. Znalost spravania sa adolescentov v online
prostredi nam poskytuje zékladné data o tom, na ktort socidlnu siet’ sa pri budicom skiimani
reklamnej gramotnosti adolescentov zamerat'.

Vedecky prispevok bol vypracovany v ramci rieSenia projektu Vedeckej grantovej agentury
Ministerstva Skolstva, vedy, vyskumu a Sportu Slovenskej republiky a Slovenskej akadémie
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vied (VEGA, ¢. 1/0458/21) s ndzvom , Manazment konceptu "spodnej viny" zo strany
podnikatelskych subjektov pri propagacii environmentalne vhodnych produktov v Ccase
technologickej interferencie “.
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DIGITALNY MARKETING A JEHO ZAKLADNE ONLINE
MARKETINGOVE KANALY PRE PROPAGACIU FIRMY NA
INTERNETE

DIGITAL MARKETING AND ITS BASIC ONLINE MARKETING
CHANNELS FOR COMPANY PROMOTION ON THE INTERNET

Viliam Murin

Abstrakt

Obdobie poslednych rokov, ktoré bolo poznacené pandémiou Covid-19, printtilo I'udi travit
eSte viac Casu vonline priestore. Internet sa tak stal kazdodennym pomocnikom pre
spotrebitel'ov, ktori na nom dohladavali potrebné informécie, nakupovali produkty a sluzby
na e-shopoch, udrziavali kontakt so svojimi znamymi pomocou socialnych sieti a chatovacich
aplikacii. To vytvorilo uréity tlak na firmy, ktoré uz digitalny marketing uplatiiovali, ale aj na
firmy, ktoré sa do tej doby v online priestore nenachadzali, aby sa zapojili do tejto formy
konkuren¢nej sutaze. Pomocou vhodne zvolenych online marketingovych kanalov, ako su
napriklad PPC kampane, social media marketing, video reklama a d’alSie, dokaze firma
adresovat’ svoju marketingovii komunikaciu. Za pomoci reklamy zacielenej na uréité cielové
publikum, dokaze Sikovne odkomunikovat’ svoje reklamné posolstvo.

KUrucové slova: internet, digitalny marketing, online marketing, online marketingové kanaly

Abstract

The period of recent years, which was marked by the Covid-19 pandemic, forced people to
spend even more time in the online space. The internet became a daily helper for customers,
who not only used it to search for the necessary information, buy products on and services in
e-shops, and maintain contact with their acquaintances using social networks and chat
applications. This created a certain pressure on companies that were already applying digital
marketing, but also on companies that were not in the online space until then, to participate in
this form of competitive competition. With the help of appropriately chosen online marketing
channels, such as PPC campaigns, social media marketing, video advertising and others, the
company can address its marketing communication. With the help of advertising aimed at a
certain target audience, it can skillfully communicate its advertising message.

Key words: internet, digital marketing, online marketing, online marketing channels

1 UVOD

Janouch (2014) vnima internet ako neoddelitelni sucast kazdodenného zivota dnesnych
spotrebitelov. Sluzi im ako néstroj na travenie vol'ného ¢asu na socidlnych sietach, zdroj
informdcii z celého sveta a miesto, kde mozu nakupovat’. Prave spomenutd nakupna ¢innost’
spotrebitelov na internete motivuje firmy zucasthovat’ sa konkurencnej sutaze
0 potenciondlneho zékaznika prave v digitdlnom priestore. Pomaha im v tom internetovy
marketing, ktory sa neustdle vyvija a ponuka tak firmdm stale nové spdsoby a online nastroje,
vdaka ktorym firmy dokazu Coraz efektivnejSie  marketingovo komunikovat
S potencionalnymi zdkaznikmi. Tento digitalny marketing vychédza zo spolo¢ného zdkladu s
klasickym marketingom. Doéraz sa pri online marketingu kladie najmid na marketingovu
komunikaciu uskuto¢iiovanii pomocou PPC reklam, e-mailing marketingu, blogovania, ¢i
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komunikaciou firmy na socialnych sietach. Digitdlny marketing je preto vhodnym sposobom,
ako dosiahnut’ zelané marketingové ciele firmy pomocou internetu.

Hanlon (2019) vysvetluje digitalny marketing ako subor Cinnosti, ktoré sa vykonavaju na
webstranke alebo mimo nej. Ich cielom je nielen zvySenie povedomia o znacke, postupné
budovanie vztahov s verejnostou, no taktiez aj dosahovanie Coraz vicSicho poctu predajov
vonline priestore. Stym je spojend maximalizacia zisku, ktory dokazeme z daného trhu
a produktu ziskat'. Medzi hlavné vyhody online marketingu oproti offline marketingu a inym
typom marketingu patria nizsie naklady, dostupnost’ nastavovania kampani z roznych Casti
sveta za pomoci internetu, relativne dobra meratel'nost’ dosahovanych vysledkov. Inzerujica
firma dokdze pre svojich zdkaznikov vytvorit individudlny pristup a do istej miery
personalizovani reklamu. Velkou vyhodou je dosah rekldm na mladSie publikum alebo
potencionalnych zakaznikov, ktori s aktivni na internete, no tato vyhoda je oproti offline
marketingu zaroven aj nevyhodou, ked’ze dosah je limitovany prave na l'udi, ktori pouzivaju
internet, vyhl'adavaji pomocou Googlu alebo su registrovani a aktivni na socidlnych siet’ach.
Dalsimi nevyhodami oproti offline marketingu su niZ§ia doveryhodnost’, silneji suboj
o0 viditel'nost’ a zapamadtatel'nost’, narastajici pocet pouzivatelov s blokovatom reklam na
internete s nazvom AdBlock, komplikovanost presného zacielenia na velmi Specifické
ciel'ové skupiny.

2 ZAKLADNE ONLINE MARKETINGOVE KANALY

Figueroa (2019) popisuje digitdlne online marketingové kanaly ako idealny sposob, ako sa
spojit’ so svojimi stalymi alebo potenciondlnymi zékaznikmi v online priestore. Hlavny
benefit vidi v moznosti sledovania pohybu pouzivatelov na vybranej webstranke pomocou
réznych dostupnych analytickych néstrojov ako je napriklad Google Analytics. Sledovanie
toku pouzivatel'ov, ktori sa na webstranku dostali organicky alebo pomocou platenej reklamy,
¢i z iného online marketingového kandalu, sa odborne nazyva trackovanie. Tieto online
marketingové kandly firme dokazu zvysit’ navstevnost” webstranky alebo e-shopu, generovat’
potenciondlnych zdkaznikov a tym docielit’ zvySenie predajov. Takto sa zlep$i navratnost’
investicii firmy do marketingu.

Na zaklade analyzy pristupov viacerych autorov (Binka - Jaro§, Performics, Tuten, Pulizzi,
Ulaner, Hasting, Charlesworth, Sweeney) je mozné blizsie Specifikovat' zakladné online
marketingové kanaly.

Medzi zakladnych 8 online marketingovych kanalov sa zaradzuje:

SEO

PPC kampane

Social media marketing

Content marketing

Affiliate marketing

E-mail marketing

Cenové porovnavace a produktové vyhladavace

Video reklamu

NN E

2.1 SEO

Binka a Jaros (2022) priblizuju jednu zo zloziek online marketingového kanala pod skratkou
SEO ako optimalizdciu pre vyhladdvace. Je to optimalizdcia faktorov, ktorych hlavnym
cielom je dosahovanie relevantnej organickej navstevnosti webstranky. Téato navstevnost’ na
webstranku firmy prameni z prirodzeného vyhladdvania v internetovych vyhladavacoch a
nepatri sem cielend online reklama. Optimalizacia danych faktorov sa vykondva na stranke aj
mimo webstranky. Kazdy vyhladavac, napriklad Google, ma svoju stupnicu rankingovych
faktorov, ktoré vyhodnocuje a na ich zaklade hodnoti dani webovu stranku. Tieto faktory sa
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delia na on-page SEO a off-page SEO faktory. On-page SEO su faktory, ktoré sa menia na
danej webovej stranke a off-page SEO su tie, ktoré sa opravuji mimo webovej stranky. Medzi
on-page SEO faktory sa zaradzuju rychlost’ nacitania webstranky, responsibilita webstranky,
implementéacia SSL certifikatu a r6zne d’alSie. Pre off-page SEO faktory je to napriklad tvorba
spatnych odkazov, budovanie brandu, lokidlne SEO pomocou Google Business Profile. Pod
pojmom relevantnd navstevnost’ je mozné rozumiet' navstevnost webstranky s potencialom
vykonat’ konverziu. Konverziou méze byt napriklad ndkup, kliknutie na teleféonne cislo,
vyplnenie rezervaéného formulara, prihlasenie sa na odber noviniek alebo prekliknutie sa do
vybranej aplikacie. V internetovych vyhladavacoch, ako je Google, sa na prvych Styroch
vysledkoch vyhl'addvania zvyc€ajne zobrazuju reklamné pozicie a pozicie nasledujuce po nich
sa nazyvaju organické pozicie. Organicka navstevnost’ sa tak ziskava z prekliku na neplateny
odkaz v danom vysledku vyhl'adavania. Medzi kI'icové ¢innosti v ramci SEO patria analyza
kl'aCovych slov, technické SEO, obsahové SEO a linkbuilding. Analyza kl'a¢ovych slov je
identifikacia relevantnych vyrazov, na ktoré sa firma s jej webstrankou chce zobrazovat'.
Technické SEO je optimalizacia technickych faktorov na webstranke ako je napriklad
rychlost’ nacitania webstranky, zabezpecenie, responzivita. Obsahové SEO st obsahové
zmeny na webstranke v popisoch produktov a sluzieb, texty na homepagy, blog, aktuality,
vnutorné prelinkovanie podstranok a mnohé dalSie. Linkbuildingom sa chape tvorba
a ziskavanie spiatnych odkazov z inych webstranok na stranku danej firmy.

2.2 PPC kampane

Performics a kol. (2021) vysvetluji skratku PPC, vychadzajucu z anglickych slov Pay Per
Click, ako platbu za kliknutie na reklamu v online prostredi. Su to typy online reklamnych
kampani fungujucich na principe aukcii na vybrané kl'ucové slova alebo cielové skupiny.
Tento typ internetového marketingu zahffla inzerentov, ktori platia poplatok za kazdé
kliknutie na jednu z ich reklam. O PPC mé6zeme hovorit’ ako o forme kupovania si navstev na
webstranku inzerujicej firmy ateda o doplneni navstevnosti webstranky mimo organickej
navstevnosti. Vdaka tejto platenej inzercii sa reklama pri lepsej cenovej ponuke za preklik,
ako majl inzerujuci konkurenti na dané kl'aicové slovo, zobrazi v hornej Casti s vysledkami
vyhladavania od Googlu, ¢o vedie nielen k zvySeniu viditel'nosti firmy, no taktiez aj k jej
ziskovosti. Pre firmy ma tento typ online inzercie vyhodu pri kvalitnej optimalizacii
v nakladovej efektivite PPC kampani. Reklama sa zobrazi na prvej strdnke vyhladdvania
Googlu. Firma tak ziska vacsiu viditelnost, vysSsiu mieru preklikov astym spojené
konverzie, ako by tomu bolo len pri organickom toku potenciondlnych zakaznikov na ich
webstranku. KIicové systémy, kde je touto formou pre firmy mozné reklamne inzerovat’ su
Google Ads, Facebook Ads alebo Linkedln Ads. Google Ads je systém prepojeny s
internetovym vyhladavatom Google, kde je mozné inzerovat reklamy priamo Vo
vyhl'addvani Googlu, v online nédkupnom priestore Google shopping nad alebo vedla
vysledkov vyhladavania, reklamy na YouTube, reklama na obsahovej sieti r6znych médii
pomocou bannerov a tiez aj v Android aplikaciach v Google play alebo aj priamo v danych
androidovych aplikaciach. Facebook Ads pontkaji reklamnu inzerciu na najpopulérnejSich
socialnych sietach Facebook a Instagram a mnoho rdznych umiestneni reklamy napriklad
v hlavnom a vedl'ajSom news feede, v ¢etovacej aplikacii Messenger, vo videu alebo Vv ¢lanku.
LinkedIn Ads je reklamou na socialnej sieti LinkedIn, kde sa najcastejSie vyuZzivaju cielenia
B2B online marketingu.

2.3 Social media marketing

Tuten (2020) vnima marketing na socialnych siet’ach ako formu digitalneho marketingu, ktory
je pre firmu vel'mi efektivny v dosahovani jej marketingovych alebo brandingovych ciel'ov.
Tento marketing nie je iba o publikovani prispevkov, ale aj o rozvijani marketingovej
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stratégie firmy na socialnych siet'ach s meratelnymi ciel'mi. Je to vel'mi efektivny sposob, ako
propagacne oslovovat’ existujucich, ale aj potenciondlnych zékaznikov. Tieto marketingové
aktivity na socidlnych sietach uskuto¢tiuji firmy so zédmerom rozvoja komunikécie
s cielovou skupinou pouzivatel'ov socialnych sieti a tak s nimi buduju vztah, ktorého ciel'om
je viacsinou predaj produktov alebo zvySenie povedomia o znacke. Firmy by mali na svojich
profiloch na socialnych sietach byt aktivne, pravidelne komunikovat' so svojim publikom,
odpovedat na komentare, interagovat’ s prispevkami inych spolo¢nosti. Je t0 0 budovani
vztahu, kde firma najprv poskytne zakaznikovi nejaka pridant hodnotu. Vdaka tomu si
zakaznik s firmou vybuduje vztah a isti doveryhodnost. Ak potom bude mat’ v buducnosti
zaujem kupit’ produkt alebo sluzbu, ktoru tato firma ponuka, bude k nej mat’ ovela vacsiu
naklonnost’ a doveryhodnost’ ako k spolo¢nostiam, s ktorymi v kontakte nebol. Kla¢ovymi
pojmami pre social media marketing st dosah, interakcia, follower a ambasador znacky.
Dosah znamend mnozstvo unikatnych pouzivatelov danej socidlnej siete, ktori dany
prispevok alebo reklamu videli. Pod pojmom interakcia je chapana miera zapojenia sa tohto
publika v ramci vypublikovaného prispevku napriklad pomocou liku, komentara, zdielania,
ulozenia si prispevku. Follower je sledovatel' alebo odberatel’ noviniek profilu na danej
socialnej sieti. Ambasador je persona, ktora zastupuje firmu, jej hodnoty a posolstvo,
Castokrat je to influencer, no moézu to byt aj herci, zndme osobnosti, Sportovci, ktorych
cielové skupina pozna, doveruje im, je tam prienik zauymov a musi byt uveriteI'ny v tom, ze
ten dany produkt naozaj pouzivaju. Dolezitym je nastavit’ vhodny tone of voice, ¢o je spdsob
komunikacie, ktorym sa firma prihovara na socidlnych sietach. Idedlne je zobrat’ si malé
mnozstvo obsahovych pilierov a komunikovat s cielovym publikom pomocou tychto
vyty€enych tém na zdklade obsahovej stratégie. Cela tato komunikacia vychadza z planovania
obsahu, ktory zahfiia pripravu obsahového planu, jeho vytvorenie a nasledné komunikovanie
smerom K cielovému publiku na socidlnych sietach. KIa¢ovymi socidlnymi sietami su
Facebook, kde vieme zasiahnut’ akukol'vek ciel'ova skupinu, Instagram, kde prevlada najmi
vizualna komunikacia, profesionalna socialna siet’ LinkedIn, vystizna komunikacia na
Twitteri a TikTok, ktory je orientovany najmid na mladé publikum pomocou zaujimavych
a zabavnych videi.

2.4 Content marketing

Pulizzi (2013) definuje obsahovy marketing ako marketingovy a zaroven obchodny proces,
kde sa za pomoci vytvarania a distribicie hodnotného a hodnoverného obsahu dokéze
prildkat’, ziskat' a zaujat jasne definované cielové publikum, ktoré sa tak podnieti
K uskuto¢neniu zelanej a ziskovej akcie od tohto publika pre podnik. Obsahovy marketing
mdze byt uskutocneny v réznych online a offline formach. Najznamejsie formy su v tlacenej
podobe, online, obsah distribuovany na mobiloch alebo pomocou socialnych sieti. Cielové
publikum dokaze zasiahnut’ vo vSetkych fazach nakupného procesu, ¢i uz ide o zaujatie
potencionalnych zakaznikov, ale tiez aj udrzanie lojality uz existujucich zakaznikov. Content
marketing je teda marketingova stratégia zamerana na vytvaranie hodnotné¢ho zazitku pre
zakaznikov. Obsah musi byt patavy, zdiel'ateI'ny a zamerany na to, aby pomohol zdkaznikom
zistit', ze prave produkt alebo sluzba inzerujucej firmy je to, ¢o potrebuje tento zdkaznik pre
uspokojenie svojich potrieb. Vytvoreny hodnotny a relevantny obsah touto marketingovou
aktivitou tak nielen prilaka, ale aj zaujme cielovi skupinu, u ktorej je potencial pre
dosiahnutie cielovej konverzie, ktora mdze byt ndkup, vyto€enie telefonneho cisla firmy,
prihlasenie sa na odber newslettera alebo ina zelana konverzia. Z content marketingu tak
dokdzeme urobit’ akvizicny marketingovy kanal alebo tiez informativny a vzdeldvaci
marketingovy kanal, ktorym firma docieli zvySenie svojej autority a doveryhodnosti. Tento
obsah méze byt podporeny PPC kampanami na socialnych sietach, vo vyhladavani na
Google, pomocou SEO technik ho firma méze dostat’ na popredné priecky vo vyhladavani
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alebo spustit’ nejaku int propagaciu na tento obsah, ktory je vo velkej Casti pripadov ¢lanok
na blogu webstranky inzerujicej firmy. Prave Google mé z hl'adiska SEO rad novy obsah.
Typom obsahového blogu mézu byt blogy, pripadové Stadie, E-booky, FAQ a rézne d’alSie
formy obsahu. Je dolezité vytycit si ciele tejto marketingovej aktivity, ktoré mézu napriklad
zvysit povedomie 0 znacke, zvysit’ navStevnost’, ovplyvnit’ nazor a podobne. Distribticia tohto
obsahu moéze byt pomocou socidlnych sieti, SEO, influencerov, PPC kampani pripadne
nejaky iny marketingovy kanal. Pri tejto marketingovej aktivite netreba zabudnut’ na meranie
a vyhodnocovanie, ¢i pomocou nej firma dosahuje svoje vytycené ciele.

2.5 Affiliate marketing

Ulaner (2017) vysvetl'uje tento druh marketingu ako $tyl propagacie produktov firmy, ktoré
su ponukané online. Konec¢nym cielom tohto §tylu propagacie je zvysit’ predaj. Spolo¢nost’,
ktora preddva svoje produkty alebo sluzby, dokéze pomocou affiliate marketingu oslovit
segmenty trhu, ktoré by za pomoci vlastnych marketingovych aktivit bezne neoslovila. Vo
vel'kej casti firmy oslovuji najméd influencerov, ktori maji vplyv na internete, aby
propagovali ich produkty za protihodnotu. Od firmy dostanu jedine¢ny affiliate link, ktory
mozu zdielat s l'ud'mi, ktorych mozu ovplyvnit' atak aj podnietit’ k Zelanej nékupnej
konverzii. Pouzivatelia internetu, ktori klikna na affiliate link influencera, st presmerovani na
konkrétnu podstranku webstranky, kde dana firma pontka svoje produkty alebo sluzby.
Vdaka tymto linkom mdze firma sledovat’, na ktoré Specifické linky navStevnici webstranky
Klikli a da tak kredit tomuto influencerovi. Ten ziskava vopred dohodnuta proviziu z kazdého
predaja, ktory takyto navstevnik ziskany cez dany affiliate link na danej webstranke vykonal.
Ak tento navStevnik z webstranky odide bez vykonanej konverzie, jeho navsteva je
zaznamenana zvycajne 30 dni pomocou cookies. To v praxi znamend, Ze aj ked’ tento
navstevnik zatial' neuskuto¢nil nakup, no opitovne sa vrati na webstranku firmy s cielom
nakupu a dany nakup aj vykond, influencer ziska za tento nakup vopred dohodnutu proviziu.
Affiliate marketing je pre obe strany ako firmu, tak aj influencera vzdy obojstranne vyhodny.

2.6 E-mail marketing

Hasting (2022) vyzdvihuje fakt, ze e-mail marketing je stale silny online marketingovy
nastroj a mdze byt jednou z najlepSich foriem, ako sa moze firma propagovat’ v digitdlnom
priestore. Hovori o tom, Ze na zaklade dat z roku 2022 je e-mail marketing vyhodnoteny ako
najefektivnej$i marketingovy kanal. Predbehol tak socidlne média, SEO, ¢i affiliate
marketing. Je to ndstroj na to, aby firma dokdzala udrzat' kontakt so svojim leadom, teda
kontaktom, ktory poskytol svoju e-mailovi adresu a sthlasil s tym, Ze mu dand firma bude
zasielat informacné, propagacné ainé materidly. Pomocou personalizovanej e-mailovej
komunikacie sluzi na udrzanie kontaktu s potenciondlnym zdkaznikom. O tomto
potencionalnom zékaznikovi je mozné si navolit’ dodato¢né informacie, aké produkty si od
firmy nakupil, ako ma vyplneny profil, z ktorej Casti mesta, Statu alebo sveta je, ak zvolil
platobnli metddu a mnohé d’alSie. E-mail marketing nie je akvizi¢ny marketingovy kanal, teda
firme nema priniest novych navstevnikov, ale sliZi na udrzanie kontaktu s firemnymi
potenciondlnymi alebo uz existujicimi zékaznikmi, ktori jej poskytli sihlas na zasielanie
tychto emailov. Sluzi tiez na to, ak doposial’ neurobili konverziu, aby ju spravili teraz, alebo
ak uz spravili konverziu, aby im firma vedela dopredat’ nejaké dalSie produkty z jej
sortimentu. Kazdy takyto e-mail musi podl'a zdkona obsahovat' na jeho konci moZnost
odhlasit’ sa z odberania takychto e-mailov. E-mail marketing sa robi Standardne v Sablonach,
Cize je dolezité ich prvotné grafické nastavenie. V danej Sablone sa nasledne meni ich
vnutorny obsah. E-mailovou sekvenciou sa vopred pripravi rad e-mailov, ktoré budu zasielané
novému odberatel'ovi. Segmentaciou sa rozdeluji e-mailingové kontakty podla réznych
parametrov, ako su napriklad pohlavie, meno, zaujmy. Personalizacia tychto e-mailov docieli
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to, Zze sa dynamicky upravia niektoré Casti e-mailu podl'a dostupnych informécii, co moze byt
napriklad oslovenie kontaktu jeho krstnym menom.

2.7 Cenové porovnavace a produktové vyhPadavace

Charlesworth (2020) definuje cenové porovnavace ako platformy, kde pouzivatel' dokaze
najst’ konkrétny produkt a za pomoci cenového porovnavaca dalej porovnat' jeho cenu,
skladovost’ alebo aj dopravu zadarmo na rbéznych e-shopoch. Produktovy vyhladavaé
zoskupuje produkty ur€itého typu z viacerych e-shopov napriklad pre Specializovany segment
fashion, dekoracie, nabytok, oblecenic a d’alSie. Je to efektivna cesta pre potencionalneho
zdkaznika, ktory vie, ¢o chce kupit, no nema konkrétnu predstavu. Vd’aka produktovému
vyhladavacu si teda nemusi jednotlivo preklikévat’ vysledky vyhladavania vo vyhladavaci,
ak hladd nejaky typ produktu. V produktovom vyhladavac¢i dostane priamo zoznam
produktov v jednom feede s parametrami ako napriklad cena, dostupnost, popis a obrazky
produktu a jednym klikom je presmerovany na webstranku daného inzerenta, kde si ho moze
zakupit. Feed je pre upresnenie typ datového suboru, ktory obsahuje informacie o produktoch
a sluzbach, ktoré inzerent ponuka. Tieto produktové vyhladdvace maju dobre spracované
filtrovanie, takze maju moznost’ zasiahnut’ vel’ku cielova skupinu, ktora je v danom momente
pripravend na nakup. Pre firmy a teda inzerentov v online priestore je to urcite zaujimava
cielové skupina.

2.8 Video reklama

Sweeney (2022) charakterizuje video reklamu ako format s vysokou ucinnostou, ale aj
potenciondlne vysSimi nakladmi. Je to forma platenej propagacie, kedy je do zdbavného alebo
spravodajského videa vlozeny reklamny spot alebo textovd reklama, ktord umoZziuje
sledovatel'ovi videa prejst’ na propagovanu webstranku. Video obsah je vSade a tento trend by
sa Vv najblizSej dobe nemal menit. Vd’aka vysokorychlostnému pripojeniu st miliardy hodin
videoobsahu dostupné len na par kliknuti. Bez ohl'adu na platformu, kde sa video reklamy
zobrazuju, si pre inzerujuce firmy dobrou volbou, ak chcu ziskat' potenciondlnych
zakaznikov, zvysit' predaj, zvySit navstevnost svojich webstranok a zvysit povedomie
0 znacke alebo produkte. Najviacsi poskytovatelia video reklamy YouTube a Facebook vdaka
samoobsluznej programovej infraStruktare pre inzerentov dokazali urobit’ tento typ reklamy
dostupny aj pre malé firmy. Tie sa tak moézu objavit na mobilnych teleféonoch, tabletoch
a televizoroch spolu s videoobsahom, ktory dosahuje aj miliénové zhliadnutia. Pre Google
Ads (vratane YouTube) a Facebook je moznost’ tento typ reklamy integrovat’ priamo do
panelu inzerenta, kde firmy vkladaju tieto reklamy na svoju propagaciu. Video reklama sa
deli na in-Stream a out-stream umiestnenie reklamného videa. In-stream reklamy st spustané
v rovnakom medidlnom okne alebo prehravac¢i ako videoobsah, ktory je hlavny pre
sledovatel'ov. Tieto reklamy sa objavuji pred, pocas alebo po skonceni hlavného
videoobsahu. Out-stream reklamy sa prehravaji mimo prehravaca videa. Prekryji obsah na
danej webstranke, ktora by za normalnych okolnosti nebola venovand videu. Mo6Zu byt
ucinnym spdsobom, ako uputat’ pozornost’ potencionalnych zakaznikov. Out-stream reklamy
sa vo vacsine pripadov nedaju preskocit’ a ostavajii otvorené aj po tom, ¢o si uz navstevnici
webstranky precitali obsah, ktory sa vedla nich zobrazuje. Nie su odolné voc¢i blokatorom
reklam a analytické data ziskané z outstream rekldm st menej kvalitné, ako tie z in-stream
reklam. Preto sa outstream reklama neodporuca pre firmy, ktoré maju vycleneny nizky
rozpocet na video reklamu.

3 ZAVER

Zucastnovat’ sa konkuren¢nej sttaze v online priestore o potencionalnych zakaznikov je
v sucasnej dobe pre firmy uz priam nevyhnutnost. Prave pandémia Covid-19 sposobila
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podstatne vacsi zaujem o nakup prostrednictvom online nadkupov, ¢o motivovalo mnohych
maloobchodnikov prejst’ na hybridny spdsob predaja. Maloobchodnici si uvedomili dolezitost’
rozSirovania predaja okrem kamennych predajni aj o online predaj, s ¢im sa zakonite spaja
nutnost’ spravneho vyuzivania online marketingovych kanéalov. Prispevok sa pokusil zhrnut
najdolezitejSie poznatky z praktického hladiska, ktoré by mohli byt uzito¢né v obchodnej
praxi pre Siroku Skalu podnikatel'skych aktivit. Internet poskytuje spotrebitelom pristup
k informaciam z celého sveta na par kliknuti, moZnost’ interagovat’ na socialnych siet’ach, ¢i
nakupovat’ z pohodlia domova. Pomocou digitdlneho marketingu dokazu firmy komunikovat’
svoje produkty alebo sluzby so Sirokym publikom potencionalnych zdkaznikov z celého sveta
a zvysit’ tak svoje predaje. Vyhodou tohto online marketingu st napriklad nizSie naklady
oproti offline marketingu, personalizdcia rekldm, meratel'nost’ dosahovanych vysledkov
a dostupnost’ v ramci celého sveta za pomoci internetu. Firmy moZu tieto digitalne
marketingové aktivity vykondvat’ svojpomocne alebo za pomoci marketingovych agentur,
ktoré zamestnavaji odbornikov na dant problematiku. Komunikacia reklamného posolstva je
uskuto¢novana v online priestore za pomoci online marketingovych kanalov. Medzi zakladné
online marketingové kanaly sa radia SEO, PPC kampane, social media marketing, content
marketing, affiliate marketing, e-mail marketing, video reklama, cenové porovnavace
a produktové vyhladdvace. Optimalizacia pre vyhladdvace pod skratkou SEO sluZi na
dosahovanie relevantnej organickej navstevnosti webstranky, no nie je to cielend reklama.
Zelanym vysledkom tejto SEO aktivity je vytvorenie konverzie na webstranke inzerenta
spotrebitelom, ¢o moéze byt napriklad nakup, prekliknutie sa do vybranej aplikacie, ¢i
vytoc¢enie uvedeného telefonneho ¢isla. PPC kampane fungujuce na principe aukcii dokazu
cielit’ na presne definované publikum potenciondlnych zdkaznikov pomocou kl'i¢ovych slov
a inych Specifikacii ako su pohlavie, vek, typ zariadenia, lokalita a iné. Tieto PPC kampane
maji pre firmy velkd vyhodu v ndkladovej efektivite, ktord je dosahovana pravidelnou
optimalizaciou rekldm. Social media marketing pomédha firme efektivne komunikovat
s potencionalnymi alebo uz existujicimi zdkaznikmi na socidlnych sietach. Nie je iba
0 publikovani prispevkov, ale aj orozvijani marketingovej stratégie firmy. Medzi
najznamejsie socialne siete patri Facebook, Instagram, LinedIn, Twitter a TikTok. Tato online
propagacna aktivita je Castokrat uskuto¢iiovana za pomoci ambasadorov, ktorymi moézu byt
influenceri, Sportovci, ¢i zname osobnosti. Content marketing zahifia tvorbu a distribuovanie
hodnotného a hodnoverného obsahu medzi definované cielové publikum a podnecuje ho
K inzerentom zelanej akcii, ktorou je konverzia. Affiliate marketing je formou online
propagacie produktov a sluzieb firmy, ktory je vyhodny ako pre firmu, tak aj pre daného
influencera. Za jeho pomoci dokdze firma oslovit aj také segmenty trhu, ktoré by
uskuto¢inovanim tradi¢nej reklamy neoslovila. E-mail marketing moéze byt’ pre firmu jednou
z najvhodnejSich foriem online propagacie. Prdve e-mail marketing je vyhodnoteny ako
najefektivnej$i online marketingovy kandl, ktorym sa udrZiava kontakt s potenciondlnym
alebo uz existujicim zakaznikom, ktory poskytol firme svoju e-mailovi adresu a suhlasil
stym, Zze mu dana firma bude zasielat informacné, ¢i propagacné materidly. Za pomoci
cenovych porovnavacov a produktovych vyhladavacov dokaze firma svojou inzerciou
oslovovat’ zaujimavu cielova skupinu v online priestore. Video reklama je formou platenej
propagécie, ktord ma pre inzerenta vysokl Uc¢innost, no tieZ aj vysSie naklady oproti inym
formam reklamy. Jej videoobsah sa moze objavit’ na zariadeniach ako mobilny telefon, tablet,
¢1 televizia. Pre firmu je to vhodnd forma reklamy, ak chce zvysit predaj, oslovit’ a ziskat
potencionalnych zakaznikov, zvysit' navstevnost’ svojej webstranky alebo zvysit povedomie
0 svojej znacke alebo produkte.
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THE DEVELOPMENT OF THE BIOECONOMY IN THE SOUTH
BOHEMIAN REGION IN THE CONTEXT OF TRIPLE HELIX

Roman Buchtele, Nikola Sagapova, Eva Cudlinovd

Abstract

The bioeconomy represents a new path or concept for sustainable regional development. Its
implementation brings both benefits and challenges. The aim of our paper is to find out how
experts in the fields related to bioeconomy perceive the process of bioeconomy
implementation in the South Bohemian region in the context of the triple helix. The analysis
is based on a quantitative survey at the level of bioeconomy experts gathered within the
POWER4BIO project. The results show that experts highlight the interconnection of existing
subjects and bioeconomization of current production as a priority for economic and political
support for this new concept. The lack of legislation and financial support are cited as the
main obstacles, while environmental preservation may be the greatest potential benefit of the
emerging bioeconomy. However, education and promotion are still insufficient.

Keywords: bioeconomy, experts, South Bohemia, region, triple helix

1 INTRODUCTION

Bioeconomy is a concept recognized by many countries and organizations, including the EU,
the US, the G7 or the OECD. The bioeconomy is often presented as a new way to address
global challenges such as climate change and feeding the world’s population, while ensuring
economic development. The concept is based on replacing non-renewable fossil resources
with renewable biomass (Cudlinova and Sagapova, 2019). The role of the bioeconomy in
solving the environmental crisis through economic transformation is usually emphasized by
its proponents (Allain et al., 2022). There are various definitions and understandings of the
“bioeconomy” paradigm. The broader understanding includes all economic activities and
productions based on biological resources and organic wastes to produce various products,
including traditional sectors have used these resources for millennia, such as agriculture,
forestry, and fisheries. In a narrow sense, the term is used to refer to new, technologically
advanced, and innovative economic activities that are based on biological resources and
produce high-added value products. However, some see the bioeconomy as a combination of
the above two approaches (Barafiano et al., 2021). The desirable current and future scope of
the bioeconomy is also viewed differently, ranging from local, regional, national, to global
(Wolgemuth et al., 2021). But when it comes to the sustainability of its application, scale
matters, with the regional dimension seen as a more sustainable path (Cudlinova et al., 2017).
Moreover, the bioeconomy can serve as a driver for regional development, especially in rural
regions. The local or regional nature provides opportunities for new collaborations between
companies and public authorities and government agencies that can lead to the formation of
synergistic clusters. Such clusters are successful in reducing waste and emissions, replacing
fossil resources, and creating local value and jobs (Refsgaard et al., 2021). Collaboration
between academia/universities, industry, and government/authority, known as the triple helix
model, is recognized for its important role in innovation, including green innovation and the
transition to a low-carbon (bio)economy, but also in high education and institutional
development, technology transfer, knowledge sharing, and overall regional social and
economic development while addressing current challenges of just transition and sustainable
development (Leisyté and Fochler, 2018; Rowan and Casey, 2021). Some regions have
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already mobilized relevant triple helix actors to develop a regional bioeconomy and policies,
for example Varmland and Visterbotten in Sweden, which focus on a forest-based
bioeconomy (Andersson and Grundel, 2021). The South Bohemian region is a rural region
with low population density, no larger towns, and a high proportion of agricultural, forestry,
and fishing activities (Partlova et al., 2020). On this basis, South Bohemia can be described as
a potentially suitable region for bioeconomy development based on the traditional resources
of forests, agricultural land, and ponds, that are ubiquitous in the region. The integration of
regional actors, or the creation of a triple helix cooperation, is crucial for appropriate planning
and implementation of the bioeconomy, taking into account the regional characteristics and
the environmental as well as socioeconomic context. The aim of this paper is to find out how
experts in bioeconomy related fields perceive the process of bioeconomy implementation in
the South Bohemian region in the context of the triple helix.

2 METHODS

The analytical part is based on a quantitative approach (Disman, 2011). The method used for
data collection is a questionnaire at expert level in the field of bioeconomy. The questionnaire
was used on the occasion of the Cross-visit to South Bohemia conference, which took place
within the POWER4BIO project (POWER4BIO, 2020).

The research questions for the quantitative survey were: 1) How do the experts perceive the
political and economic support of the bioeconomy in the South Bohemian region? 2) How do
the experts perceive the situation of research and educational activities in the field of
bioeconomy in the South Bohemian region? 3) How do the experts evaluate the main
examples of bioeconomy practise in the South Bohemian region?

The questions in the questionnaire can fall into several categories:

= The political and economic support for the bioeconomy in the South Bohemian region

= The situation of research and educational activities in bioeconomy in the South
Bohemian region

= The most important examples of bioeconomy practice in the South Bohemian region

The total number of respondents was different for each section, as the interviews always took
place after the respective conference session. Respondents from the Czech Republic as well as
from other EU countries participating in the project are represented here.

Each of the three response categories represents an element of the triple helix concept. The
questions in the first category focus on political and economic support for the bioeconomy.
The second category is about the role of educational institutions and the third category
focuses directly on examples of the bioeconomy practice.

In the final stage of data analysis, correlation analysis was performed using the crosstabs
procedure, in which the chi-square test is used to test statistical significance. Results are
interpreted using the adjusted residual (ar), with statistically significant relationships are when
the adjusted residual is greater than 1.96 or less than -1.96 (IBM, n. d.). The subject of the
correlation analysis is the relationship between the answers to the sub-questions and whether
the respondent is a citizen of the Czech Republic or of another country.

3 RESULTS

The results are divided according to the above categories. Due to the different number of
respondents in each category, there are also different proportions of the respondents’
nationalities. In the first category, 56% of the respondents are Czechs and 44% have another
nationality. Within the second category, the difference is even more pronounced, namely 71%
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Czechs and 29% respondents of other nationalities. In the third category the ratio is similar,
I.e. 66% of Czechs and 34% of respondents with other nationality.

1.1 The political and economic support of bioeconomy in the South Bohemian region

Which goals should become regional bioeconomy priorities (politically and economically
supported) in the South Bohemian region? Please, select one of the most important goals.

0 5 10 15 20 25 30

(Applied) Research E
Commu nication/Information sharing among
research, education, production and 7
administration

Education ] 1

Interconnection of existing subjects and
bioeconomy (bioeconomization of current 24
production)

New subjects and new forms of

entrepreneurship with complete bioeconomy 5

approach (e.g. spin-off firms)

Source: Own research, n=39

The frequency of responses shows that respondents mostly agree that the interconnection of
existing subjects and bioeconomy (bioeconomization of current production) is the most
important goal that should be supported economically and politically as a priority. The other
objectives are significantly less represented in terms of frequency.

Can you identify the main advantage of bioeconomy implementation in the South Bohemian
region? Please, select one option.

0 2 4 6 8 100 12 14 16 18 20

Food production j
Forests 5
Preserved natural environment 18
Rural landscape 6
University and Academy of Sciences j
No answer j 1

Source: Own research, n=39
From the perspective of bioeconomy implementation, it is also important to look at the

potential benefits as perceived by respondents. According to the frequency of responses, the
biggest advantage of implementation is the preservation of the natural environment.
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Can you identify the main obstacle to the bioeconomy implementation in the South Bohemian
region? Please, select one option.

0 2 4 6 8 10 12 14 16

Companies having insufficient information j 1
about financing schemes

Conservative way of thinking in South Bohemia :] 6
Region

Incomplete highway and main train corridor j 1

Lack of legislation for bioeconomy
imp lementation

Missing national and EU financial support 8
Subsidies oriented towards traditional way of :] 8
production

No answer j 1

Source: Own research, n=39

On the other hand, a number of obstacles may also arise during the implementation of the
bioeconomy in the selected region. According to the frequency of responses, from the
respondents' point of view, the most important obstacle is the lack of legislation for the
implementation of the bioeconomy. In addition, obstacles related to lack of national and EU
financial support and subsidies oriented to traditional production methods are also strongly
represented.

Within this category, the correlation analysis did not reveal any statistically significant
relationships between the responses and whether the bioeconomy expert is from the Czech
Republic or another country.

1.2 Situation of research and educational activities in the field of bioeconomy in the
South Bohemian region

Is education for bioeconomy in the Czech Republic sufficient? Please select one answer.

0 2 4 6 8 10 12

Agree 2

Fully agree 2
]

| do not know 4

Disagree 10

Strongly disagree 5

No answer 1

Source: Own research, n=24

Research and education are connected with the university environment and the whole school
system. The general evauation of education for bioeconomy by experts in this field is
important. On a Likert scale, it was found that respondents overwhelmingly do not think that
education for the bioeconomy in the Czech Republic is sufficient.
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In your opinion, what is the most effective way to provide information about the bioeconomy?
Please, select one answer.
0 2 4 6 8 10 12

Better promotion of bioeconomic
companies by the regional government

Better promotion of the bioeconomy by

10
companies in the economics sector

Bioeconomic courses and seminars
organized by universities

Source: Own research, n=24

In addition to formal education, general awareness and promotion of the bioeconomy is also
important. Based on the frequency of responses, it can be concluded that promotion by
companies in the business sector is the most important. However, the promotion of the
bioeconomy by the regional government and by universities is also considered very important
by the respondents.

The correlation analysis found relationships only for the question Is education for bioeconomy
in the Czech Republic sufficient? Czech bioeconomy experts are more likely to indicate that
they disagree (ar = 2.7). Experts from other countries, on the other hand, are more likely to
state that they fully agree (ar = 2.3) or that they do not know (ar = 2.2).

1.3 The most important examples of bioeconomy practice in the South Bohemian region

In your opinion, which is the most visible and best promoted area of bioeconomy? Please,
select one answer.

Bioeconomy in agriculture 12

Bioeconomy in forestry 4

Bioeconomy in the chemical industry | 8

Bioeconomy in waste management | 10

Other ] 1

Source: Own research, n=35

From the perspective of the practice of bioeconomy in the selected region, it is appropriate to
let the respondents assess which is the most visible and best promoted area of bioeconomy.
According to the frequency of responses, it is mainly the area of bioeconomy in agriculture.
Slightly less important, according to the respondents, are the areas of bioeconomy in waste
management and bioeconomy in the chemical industry.
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Do you think it is possible to convert current biogas plants in CZ/South Bohemia into
biorefineries?

0 5 10 15 20 25
No 9
Yes 23
No answer 3

Source: Own research, n=35

The South Bohemian region is characterized by a higher share of entrepreneurial activity in
agriculture. This is characterized by a higher concentration of biogas plants that are expected
to be converted into biorefineries in the future (e.g. Sagapova and Buchtele, 2020). Judging
by the frequency of the answers, most of the respondents agree that it is possible to convert
biogas plants in the region and thus in the whole Czech Republic.

In your opinion, which is the most environmentally friendly sector of bioeconomy? Please,
select one answer.

0 5 10 15 20 25

Bioeconomy in forestry 8
Bioeconomy in the chemical industry 3

Bioeconomy in waste management 22

Other 2

Source: Own research, n=35

Finally, the question was asked which area of the bioeconomy in the region is the most
environmentally friendly. According to the frequency of answers, the most environmentally
friendly sector in the South Bohemia region is the bioeconomy in waste management.

Within this category, the correlation analysis did not reveal any statistically significant
relationships between the responses and whether the bioeconomy expert is from the Czech
Republic or another country.

4 CONCLUSIONS

The bioeconomy is seen as a potential new way to address global environmental challenges.
The South Bohemian region is of great importance in this respect, as it has traditional
resources provided by forests, agricultural land and ponds. For this reason, it was involved in
an international project that provided a good basis for obtaining the views and attitudes of
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experts in the field, which would provide a good starting point for a better understanding the
potential for bioeconomy development. The aim of this paper was to find out how experts in
the fields related to the bioeconomy perceive the process of implementing the bioeconomy in
the South Bohemian region in the context of the triple helix.

In the context of political and economic support of the bioeconomy in the South Bohemian
region, the experts' opinions indicate that the primary goal should be to connect the existing
units and entities in the bioeconomy and bioeconomize the existing production.
Bioeconomization makes impetus for industry to reconsider and promote its economic
interests with respect to public sector and the state (Kellokumpu and Sirvio, 2021). This is
followed by the main benefit that such implementation should have for the region. It is
presented in accordance with the environmental pillar of sustainable development, i.e. the
preservation of the natural environment. The preservation of the environment is also
considered as one of the most important global challenges (Aguilar and Patermann, 2020). On
the other hand, obstacles are expected to be the lack of legislation, sources of funding, and
criticism of current subsidies for traditional productions.

Education, research and training play an important role in the transition to the bioeconomy
(Bejinaru et al., 2018). In this context, universities are crucial, as some of them already offer
courses, as well as study programmes or fields of study focused on the bioeconomy
(Beluhova-Uzunova, Shishkova a Ivanova, 2019). Various authors (e.g., Leisyté and Fochler,
2018; Rowan and Casey, 2021) emphasise cooperation within the triple helix, but according
to experts, universities in the South Bohemian region seem to be unprepared and
underrepresented in this regard. In terms of the question of who should ideally promote the
bioeconomy, experts agreed that it should be the business sector, but based on the frequency
of responses, the importance of the other two actors is almost equal.

Within bioeconomy practices, the most heavily promoted area appears to be the agricultural
bioeconomy, but the chemical industry and waste management are similarly important based
on the frequency of responses. For future development, it is possible to convert at least some
biogas plants into biorefineries (e.g., Sagapova and Buchtele, 2020). This possibility was
confirmed by experts. However, according to the experts, the most environmentally friendly
sector is still waste management. In addition, there are opportunities to make optimal use of
organic solid waste generated by various economic entities including agricultural, industrial,
and urban waste, through biorefineries (Duan et al., 2020).
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VPLYV INpVACIi V,ZDRAVOTNiCTVE NA VYKONNOST
VSEOBECNYCH LEKAROV POCAS PANDEMIE COVID 19 NA
SLOVENSKU

IMPACT OF INNOVATIONS IN HEALTHCARE ON THE
PERFORMANCE OF GENERAL PHYSICIANS DURING THE
PANDEMIC COVID 19 IN SLOVAKIA

Lukrécia Kovac Gerulova, Urban Kovac, Lucia Macegova

Abstrakt

Ekonomicka vykonnost’ subjektov primarnej zdravotnej starostlivosti pocas pandémie bola
porovnavana prostrednictvom finanéného ukazovatela trzby medzi rokom 2019 pred
vypuknutim pandémie COVID-19 s rokmi 2020 a 2021 v obdobi pandémie. Medzi rokmi
2019 az 2021 bol viditelny medziro¢ny narast trzieb. Statistické testovanie medianovych
trzieb medzi rokmi 2019 a 2020, a 2019 a 2021 potvrdilo, ze trzby boli Statisticky
signifikantne vyssie v rokoch 2020 a 2021. Napriek poklesu navstev pacientov a poctu
vykonov v rokoch 2020 a 2021 v porovnani s rokom 2019 sa trzby poskytovatel'ov zdravotnej
starostlivosti v primarnej ambulantnej sfére zvysili, kde na zvySenie malo signifikantny vplyv
zavedenie novych zdravotnych vykonov suvisiacich s telemedicinou ako nova inovacia
zavedend pocas pandémie do SirSieho pouzitia vS§eobecnymi lekdrmi.

Kli¢ova slova: zdravotnictvo, inovdcie, poskytovatelia zdravotnej starostlivosti, pandémia

Abstract

The economic performance of primary healthcare entities during the pandemic was compared
through the financial indicator of sales between 2019 before the outbreak of the COVID-19
pandemic with 2020 and 2021 during the pandemic. Between 2019 and 2021, a year-on-year
increase in sales was visible. Statistical testing of median sales between 2019 and 2020, and
2019 and 2021 confirmed that sales were statistically significantly higher in 2020 and 2021.
Despite a decrease in patient visits and procedures in 2020 and 2021 compared to 2019,
healthcare provider sales increased in the primary ambulatory sphere, where the introduction
of new health services related to telemedicine as an innovation introduced during the
pandemic into wider use by general practitioners had a significant impact on the increase.

Key words: healthcare, innovation, healthcare providers, pandemic

1 UVOD

Pandémia nového koronavirusu SARS-CoV-2 spodsobujuceho ochorenie COVID-19
predstavuje celosvetovu hrozbu s katastrofalnymi nasledkami na svetovi demografiu
a miliobnmi obeti po celom svete. Na zacCiatku virusovej epidémie bola zavaznost’ patogénneho
SARS-CoV-2 hlboko podhodnotena. Ako sme videli v rokoch 2020 az 2021 SARS-CoV-2
spOsobil obrovské socidlne Skody, globdlny strach, stredni Umrtnost s ovela vySSim
prenosom nez in¢ smrtel'né virusové epidémie. Krajiny zareagovali na Siriacu sa pandémiu
roznym sposobom. Najviac sa zameriavali na dohladdvanie kontaktov nakazenych,
doporucenou samoizolaciou, nosenim rasok a respirdtorov na verejnosti. Prudky narast v
Eurodpe printtil niektoré krajiny zaviest’ ¢iastoény alebo tplny lockdown [1].
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Slovenskd republika zacala 16. marca 2020 nudzovy stav zatvorenim obchodov s
nepotrebnym tovarom, zékaz verejnych zhromazdeni viac ako dvoch TI'udi, zatvorenie $§kol a
nepodstatnych podnikov a vyzyvala obyvatelov, aby dodrziavali socialny odstup 2 metre a
nosili povinné rtska. Po odportc¢aniach ministerstva zdravotnictva bola poskytnuta len
nevyhnutna zdravotna starostlivost’ vratane psychiatrickej a psychoterapeutickej starostlivosti,
ktora sa odportcala poskytovat’ prevazne online, ale bez jasnych pokynov, v akom rozsahu ho
budu preplacat’ zdravotné poistovne. Volny pohyb bol obmedzeny v ramci jedného okresu
pocas vel'kono¢nych sviatkov od 8. do 14. aprila 2020. Zakaz pohybu skoncil 14. aprila 2020
a zru$enie karantény nasledovalo v $tyroch etapach. Skolky a skoly boli 1. jiina 2020 otvorené
len v obmedzenom rozsahu. Nudzovy stav prvej viny skoncil 16. jana 2020 [2]. V roku 2021
prebehla druhd vina, ktoré si tiez vyziadala aplikaciu lockdownov a inych obmedzeni.

Ked’ze spolocnost’ sa snazila o navrat k normalu pocas pokracujiucej pandémie COVID-19,
Coraz vacsi doraz sa kladdol na rozSireny pristup k testovaniu s myslienkou, Ze nakazené osoby
alebo osoby vystavené ochoreniu sa izoluju, kym ostatni budu pokracovat’ v beznom
socidlnom Zivote. U¢inna implementacia tejto stratégie ochrany verejného zdravia sa viak
ukazala ako naro¢na najmaé, Co sa tyka oneskorenia v testovani [3]. NajCastejSie pouzivané a
overené¢ metodiky s rychle antigénové testy alebo protilatky, a molekularne testy na baze
RT-PCR. Kazdy z tychto troch typov diagnostickych testov moZzno pouzit v presnom
okamihu infekcie [4]. O RT-PCR je zname, Ze spoOsobuju falo$ne negativne vysledky, ¢o
moze obmedzit stratégie obmedzovania a pristup k liecbe [3]. V rokoch 2020 az 2021
vyskumné spolo¢nosti z r6znych krajin vyvinuli hostitel'ské a virusové ciele/vakciny na boj
proti ochoreniu COVID-19 a v roku 2021 uviedli ich na trh [5].

Zdravotnicke zariadenia musia popri pandémii zvladat” aj nedostatok personalnych kapacit
amnohi poskytovatelia zdravotnej starostlivosti musia c¢asto obmedzit' poskytovanie
zdravotnej starostlivosti len na nevyhnutna zdravotnt starostlivost’. Niektoré Specializované
ambulancie pocas pandémie neordinovali vobec a K inym sa zdrahali prist’ samotni pacienti,
¢o mohlo mat’ aj vyznamny ekonomicky dopad na zdravotnicke zariadenia v porovnani
s obdobim pred vypuknutim pandémie. To malo za nasledok, ze v rokoch 2020 a 2021 nastal
evidentny pokles poc¢tu navstev pacientov, poétu preventivnych priehliadok, poctu vySetreni
na 1 evidovanu osobu a tym aj po¢tu vykonov v porovnani s rokom 2019 pred pandémiou [6].
Poskytovanie primarnej zdravotnej starostlivosti je obtiazne aobmedzené v dosledku
nedostatoénych ochrannych prostriedkov, lockdownu, rizika Sirenia infekcie medzi
pacientami a zdravotnickym personalom. Preto sa do popredia dostala telemedicina a
virtudlna starostlivost, ktord bola integrovand do systému zdravotnej starostlivosti ako
prostriedok na zvysSenie efektivity poskytovania zdravotnej starostlivosti [7]. Telemedicina
umoziiuje vzdialent komunikéciu medzi lekdrom a pacientom a zohrava aktivnu Ulohu v
ambulantnom manazmente ochoreni [8]. Pred COVID-19 pandémiou sa telemedicina
vyuzivala pre pacientov s roznymi chronickymi ochoreniami, ktori cez telefon alebo video
konzultovali svoj zdravotny stav a lekari im upravili ich recepty liecbu bez zbytoénych
osobnych navstev [9]. Telemedecina sa vnima v sucasnosti ako podstatna inovacia
Vv zdravotnictve, ktord sa pouziva na poskytovanie sluzieb chronicky chorym pacientom a na
prevenciu kontaktnych infekcii pocas pandémie [10]. V mnohych krajinach pozorujeme
zna¢nu variabilitu v prijimani telemediciny aj po vypuknuti pandémie. Na Slovensku sa MZ
SR a zdravotné poistovne dohodli na zaciatku druhého kvartalu 2020 na zavedeni vykonov
tykajucich sa telemediciny do zoznamu vykonov pre vSeobecnych lekarov pre dospelych a
vSeobecnych lekarov pre deti a dorast.

Poskytovatelia ambulantnej zdravotnej starostlivosti budi rozmyslat’ nad castej$im
vyuzivanim telemediciny na rozdiel od osobného kontaktu, lebo zdravotné sluzby si vyzaduji
d’alSiu spotrebu medicinskych zdrojov ako st napriklad spotreba zdravotnickeho materialu
v ambulancii, aich usporou budi minimalizovat’ celkové naklady. DalSou vyhodou
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telemediciny moze byt uspora servisného ¢asu na pacienta, ale na druhej strane pri osobnom
kontakte mdze byt vysetrenie pacienta dokladnejSie a presnejSie, ¢im sa moze presnejsSie
stanovit’ diagnoza, o mdze znizit' naklady vynaloZzené na zdravotnu starostlivost’ [11]. To, ¢i
poskytovatelia zdravotnej starostlivosti prijmu telemedicinu zavisi od podmienok
poskytovania a preplacania tychto vykonov zdravotnymi poistoviiami.

V tejto stadii skimame vyvoj trzieb poskytovatelov ambulantnej zdravotnej starostlivosti
v odbornostiach v§eobecny lekar pre dospelych a vSeobecny lekar pre deti a dorast v rokoch
2018 az 2021 aaky ekonomicky dopad to malo na ich posobenie. Ako sme vysSie uviedli
pocet navstev pacientov a aj pocet vykonov signifikantne poklesol v rokoch 2020 a 2021
V porovnani s rokom 2019 pre obe odbornosti, ¢o mohlo negativne ovplyvnit ekonomicka
vykonnost tychto poskytovatelov. Dalej sa budeme zaoberat moznym ekonomickym
dopadom rozhodnutia adaptovat’ telemedicinske vykony poskytovateImi zdravotnej
starostlivosti v tychto odbornostiach.

Clanok je rozdeleny do nasledujicich Gasti. V prvej &asti uvadzame uvod do problematiky
a struény prehlad literatiry. V druhej Casti ivadzame metodologiu, opis dat a formulujeme
hypotézy. V tretej casti prezentujeme vysledky a diskusiu, a Vv poslednej casti uvadzame
zavery.

2 METODOLOGIA
Ambulantnd starostlivost’ sa poskytuje osobe, ktorej zdravotny stav nevyZzaduje nepretrzité
poskytovanie zdravotnej starostlivosti dlhSej ako 24 hodin.

2.1 Primarna ambulantna starostllivost’ a jej financovanie na Slovensku
Ambulantnu starostlivost’ poskytuje vidcSinou lekar, ktory vedie o pacientovi zdravotni
dokumentéaciu a zodpovedd za pacientovu trvalil starostlivost. Ambulantnt starostlivost’
prvého kontaktu poskytuje vSeobecny lekar pre dospelych a vSeobecny lekar pre deti a dorast.
Lekar prvého kontaktu vedie pacientovu zdravotnii dokumentaciu ako celok a je zodpovedny
za trvalu starostlivost’ o pacienta. Kazdy obcan, ktory zije na izemi Slovenskej republiky je
registrovany u vSeobecného lekara, priCom tato osoba moze byt registrovana len u jedného
vSeobecného lekdra. Pacient najskor navstivi vSeobecného lekéara a ten rozhodne na zaklade
vySetrenia a diagnostiky d’al§i postup v lieCbe pacienta. VSeobecny lekar rozhoduje o tom, ¢i
je pacienta mozné lieCit v domacom prostredi, pripadne nariadi hospitalizaciu alebo ho
odporuc¢i na Specializované ambulantné vySetrenie. Lekar Specialista vySetri pacienta na
zaklade odporacania vSeobecného lekar.
V sucasnosti sa financovanie zdravotne] starostlivosti uskutociuje kombinéciou viacerych
zdrojov ako je priame financovanie Statom z verejnych dani, zdravotné poistenie a priame
platby [12]. Obcania Slovenskej republiky maju pravo na bezplatny pristup k zdravotne;j
starostlivosti hradenej z verejného zdravotného poistenia, ktory je garantovany Ustavou SR.
Vsetci obyvatelia SR st zdravotne poisteni a st povinni platit’ prispevky do verejného
zdravotného poistenia, ktoré spravuju zdravotné poistovne. Za cCast’ poistencov ako su
napriklad deti, Studenti, osoby na rodicovskej dovolenke, nezamestnani, atd’. plati poistenie
Stat. Kazdy obcan i cudzinec s registrovanym dlhodobym pobytom na Slovensku ma nérok na
rovnaka zdravotnu starostlivost bez ohl'adu na jeho socidlne postavenie alebo vysku
prijmu [13]. Efektivne vyuzivanie dostupnych zdrojov, ich mobilizacia a spravne
prerozdelovanie su jednym z hlavnych faktorov ovplyviiujiacich snahu o univerzalne pokrytie
zdravotnej starostlivosti. Pri rozdelovani finan¢nych prostriedkov v primarnej ambulantnej
starostlivosti sa vyuzivajua najviac nasledovné nastroje:
o Kapitacia predstavuje dohodnutu platbu poskytovatel'ovi zdravotnej starostlivosti za
jedného poistenca pricom sa zohl'adnuju faktory ako vek, zdravotné riziko a pod. Je
vyuzivand v primarnej starostlivosti. Celkova vyska kapitidcie je dand vekovou
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Struktirou pacientov aich poctom v danych vekovych kohortach. Jednotlivi
poskytovatelia ZS maji vysku kapitacie dohodnuti so zdravotnymi poistoviiami,
ktoré nastavuju kapitacie pre kazdi vekovu kohortu. Kapitidcia pre danu vekovu
kohortu je ind naprie¢ zdravotnymi poistoviiami. Vyska kapitacie urcena pre
vSeobecnych lekarov pre dospelych a vSeobecnych lekarov pre deti a dorast je
rozdielna v danych vekovych kohortach.

e Platba za sluzbu - FFS (fee for service) predstavuje platbu za vykon alebo sluzbu,
ktora urcuje poskytovatel’ ZS poistovni, resp. platcovi za sluzbu. Jednotlivé sluzby a
vykony st zahrnuté do rozsiahleho zoznamu, ktory slizi na vytctovanie. Téato zlozka
trzieb pozostava zo zdravotnych vykonov, ktoré¢ sa boduji bodmi a kazdy bod ma
stanovent cenu v eurach. Zavisi od poctu poskytnutych zdravotnych vykonov a ich
naro¢nosti, kol’ko vSeobecny lekar dostane trzieb za tito Cast. Velka Cast’ vykonov je
zahrnutd v kapitacnej platbe teda lekar sice vykaze vykon, ale dostava za jeho
poskytnutie 0 Eur od zdravotnej poistovne. Telemedicinske vykony st uhradzané nad
ramec kapitécii.

e Platby samoplatcov - OOP (out of pocket) zahfnajiu doplatky a platby za vykony,
ktoré nie st hradené inou formou financovania. Sluzby musia byt hradené priamo
u poskytovatela.

2.2 Udaje a $tatisticky model

Ekonomicku vykonnost’ poskytovatelov zdravotnej starostlivosti sme skumali cez finan¢ny
ukazovatel’ trzby, ktori poukazuje na to, ako dané spolo¢nosti boli aktivne v poskytovani
zdravotnej starostlivosti. Trzby vSeobecnych lekarov pozostdvajii prevazne z kapitacii,
zvySok trzieb maju za vykony poskytnutej zdravotnej starostlivosti nad ramec kapitacie a za
platby samoplatcov.

Na vyskum sme pouzili data od spolocnosti Finstat, kde sme si zaplatili pristup a stiahli sme
si data za odvetvie zdravotnictvo. Data obsahovali pravnické subjekty (spolo¢nosti s ru¢enim
obmedzenim a akciové spolo¢nosti) pdsobiace v odvetvi zdravotnictvo a nasledne sme z nich
vybrali iba tie, ktoré obsahovali ambulancie v§eobecnych lekarov pre dospelych (odbornost’
20) a vSeobecnych lekarov pre deti adorast (odbornost 8). Data obsahovali udaje z
uctovnickych vykazov ako su suvaha a vykaz ziskov a strat. Na testovanie ekonomickej
vykonnosti sme si vybrali finanény ukazovatel’ trzby, ktory je uvadzany v eurach. Skumané
obdobie sme hodnotili v rokoch 2018 az 2021, pricom dva roky 2018 a 2019 boli z obdobia
pred pandémiou a dva pandemické roky 2020 a 2021.

Na analyzu dat sme pouzili Microsoft Excel, kde sme vyuzili pivotné tabulky a datové filtre.
Vyuzili sme aj Power Query na Gistenie tdajov, kde sme parovali ICO spoloénosti vybranych
z Finstatu so stborom ICO spolo¢nosti, ktoré pdsobili iba v oblasti vieobecného lekarstva
alebo iba v oblasti vSeobecnej starostlivosti pre deti a dorast. Potom bolo spolu sparovanych
spolo¢nosti pre obe odbornosti 1679 v roku 2018, 1708 v roku 2019, 1732 v roku 2020
a 1387 vroku 2021. Pocet analyzovanych spolo¢nosti v jednotlivych rokoch st uvedené
v tabul’ke ¢. 1. Na vypocet Statistik veliCin sme pouzili vstavané Statistické funkcie samotného
Excelu. Pocitali sme percentily amedian, ¢o s robustnejSie Statistiky ako priemer
a nepodliehaju skresleniu v pripade odl'ahlych hodnét. Uvadzame aj hodnoty pre priemer.

2.3 Hypotéza

Rozdiely v ekonomickej vykonnosti ambulantnych poskytovatelov zdravotnej starostlivosti
zameranych na vSeobecnu zdravotnu starostlivost’ pre dospelych a vSeobecnu zdravotni
starostlivost’ pre deti a dorast v obdobi pandémie v rokoch 2020 a 2021 v porovnani s rokom a
2019 na celom uzemi SR budeme merat’ ukazovatelom trzby. Postulujeme nasledujucu
hypotézu: Trzby sa budu lisit’ signifikantne medzi rokom 2019 a rokmi 2020 a 2021 z dévodu
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obmedzeni v poskytovani zdravotnej starostlivosti z dovodu pandémie. Na vykonanie testu
pouzijeme Wilcoxonov test, kde nulova hypotéza tvrdi, ze median roku 2019 je rovnaky ako
median roku 2020 alebo 2021. Na vykonanie Wilcoxonov testu vyuzijeme program R, kde
pouzijeme funkciu Wilcox.test.

3  VYSLEDKY A DISKUSIA

Hypotézy o ekonomickej vykonnosti otestujeme na zaklade porovnania medidnov trzieb
medzi referenénym rokom 2019 samostatne srokmi 2020 a 2021. V tabulke ¢.1 sme
vypocitali deskriptivnu S$tatistiku pre spolocnosti, ktoré mali podnikanie v oblasti
vSeobecnych lekarov pre deti adorast. V riadkoch st uvedené Statistiky pre dany rok.
Statistiky st percentily, kde s uvedené postupne minimum (0%), desiaty percentil, prvy
kvartil (25%), median (50%), treti kvartil (75%), 90 percentil a nakoniec maximum (100%).
V tabulke vidime, ze trzby medzirocne rastli v kazdom percentile pre vybrané spolo¢nosti.

Tabulka 1 Trzby (Eur) spolo¢nosti v§eobecnych lekarov pre deti a dorast pre cela SR

Roky | 9% 10% 25% | 50%-median 75% 90% 100%-
min max
2018 0 50826 | 69734 93 487 119 769 150547 | 498887
2019 0 56810 | 80250 105 788 135 705 168797 | 349322
2020 0 50226 | 87441 117332 151198 189220 | 381516
2021 0 63819 | 103671 137159 179875 219662 | 484578

Podobny vyvoj mdézeme sledovat’ aj v odbornosti vSeobecného lekarstva, kde v tabul’ke ¢.2
vidime ako trzby rasti vo vSetkych percentiloch. Pre rok 2021 je maximum trzby nizSie ako
pre rok 2020, ale je to ojedinely pripad. Narast medziro¢nych trzieb bol postupne 15,8% (z
roka 2018 na 2019), 10,01% (z roka 2019 na 2020) a 17,59% (z roka 2020 na 2021). Rast
medzi rokom 2019 v medianovych trzbach je az 29,36%.

Tabulka 2 Trzby (Eur) spolo¢nosti v§eobecnych lekarov pre dospelych pre cela SR

0/f-
Roky (r)n/:;] 10% 25% 50%-median 75% 90% 100%-max
2018 0 40 980 60 195 78 403 100 464 127269 | 1215539
2019 0 46 144 68 964 90 791 116 717 147 084 | 1560 264
2020 0 49 722 76 563 99 883 129 216 163715 | 1988076
2021 0 62 414 89 163 117 454 149 824 190567 | 1476837

Vyvoj medianovych trzieb pre obe odbornosti vidime na grafe ¢.1 a priemernych na grafe ¢.
2. Z grafov vidiet', Ze rast medzi rokmi 2018 az 2020 je linearny a medzi rokmi 2020 a 2021
je signifikantnejSie strmsi ako v ostatnych rokoch. Vyvoj medianovych trzieb pre odbornost’
detskych lekarov vidime na grafe ¢.3 a vyvoj medianovych trzieb vSeobecnych lekarov pre
dospelych na grafe ¢. 4 pre jednotlivé kraje SR.

Statistiky pre kraje boli vypo¢itané podobne ako pre celtt SR, kde sme zobrali do uvahy
regionalnu posobnost’ danej spolocnosti na urovni daného kraja, kde mala otvorené
ambulancie. Farebne vyplnené miesta medzi ¢iarami na grafe reprezentuji 95% konfidencény
interval pre danu Statistiku medidn. Vidime, ze urovenn medianovych trzieb sa v jednotlivych
krajoch 1isi pre vSeobecnych lekarov pre deti a dorast. Dominujt trzby v Bratislavskom kraji
linedrny narast medianovych trzieb aj po krajoch. Vidime, Ze troveit medianovych trzieb sa
Vv jednotlivych krajoch signifikantne 1isi. Dominuji medianové trzby v Bratislavskom kraji
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linearny ndrast medianovych trzieb aj po krajoch. Vidime, Ze Groven priemernych trzieb sa
Vv jednotlivych krajoch sa li$i. Na grafe ¢. 5 vidime distribucie trzieb v jednotlivych krajoch
pre dané roky. Distribucie trzieb st prezentované pomocou krabicovych grafov, kde vidiet
ako vyzera distribucia trzieb pre jednotlivé kraje. Pre vac¢sinu rokov Bratislavsky a Trnavsky
kraj mozeme vidiet, Ze obdiznik je dlhsi, ¢o naznaduje, Ze trzby st viac rozptylené a st vacsie
rozdiely medzi trzbami jednotlivych spolo¢nosti. Na rozdiel od Banskobystrického
a Nitrianskeho kraja, kde obdiznik distribucie trzieb je plochejsi a trzby medzi spolonostami
v kraji maji mensie rozdiely. Vidime, Zze vSetky kraje maja signifikantny pocet odlahlych
hodnét, preto na porovnanie je vhodnejsie pouZzit’ median ako priemer.

Graf 1 Vyvoj medianu trzieb v§eobecnych lekarov pre obe odbornosti pre celi SR
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Graf 2 Vyvoj priemeru trzieb v§eobecnych lekarov pre obe odbornosti pre celi SR
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Graf 3 Vyvoj medianu trzieb v§eobecnych lekarov pre deti a dorast v jednotlivych krajoch SR
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Graf 4 Vyvoj priemeru trzieb vSeobecnych lekarov pre dospelych v jednotlivych krajoch SR
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Graf 5 Distribtcie trzieb oboch odbornosti v jednotlivych krajoch SR
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Tabul’ka 3 Wilcoxonov test na porovnanie dvoch medianov trzieb medzi referenénym rokom

2019 a pandemickymi rokmi 2020 a 2021 pre celu SR

Odbornost’ 2020 2021
8 W =106842, p-value = 0.0002317 W = 66326, p-value < 2.2e-16
20 W = 641821, p-value = 1.288e-09 W = 395767, p-value < 2.2e-16

V tabulke ¢€.3 st vysledky Wilcoxonovho testu, kde na zéklade p hodnoty m6Zeme zamietnut’

nulovii hypotézu ateda na narodnej urovni mdzeme povedat,

7ze median trzieb

v pandemickych rokoch 2020 a 2021 sa $tatisticky signifikantne lisil od medianu trzieb v roku
2019. Toto tvrdenie plati pre obe odbornosti. Hypotéza bola otestovanad a mozeme
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konStatovat’, ze ekonomickd vykonnost’ spolo¢nosti v odvetvi zdravotnictvo zameranych na
ambulantni vSeobecnu zdravotnl starostlivost pre dospelych adeti sa Statisticky
signifikantne lisila v rokoch 2020 a 2021 z d6vodu pandémie v porovnani s rokom 2019 na
celom tzemi SR. Predchéddzajuca explorativna analyza pomocou grafov naznacuje, Ze sa
mediany trzieb signifikantne zvysili.

Tento rast bol sposobeny aj navySovanim zakladnych sadzieb kapitacii a zakladnej ceny bodu
za vykon zdravotnymi poistoviiami, ale toto navySovanie bolo len v jednotkach percent.
Navysovanie je dané navysenim vydavkov statneho rozpoctu na ambulantnu starostlivost’, kde
sa predpoklada pokrytie nakladov na inflaciu a zvySovanie cien v ekonomike. Na druhej
strane, ale pokles ndvstev pacientov a vykonov v ambulantnom sektore poc¢as pandémie bol
signifikantne vyssi v desiatkach percent, ale thradovy mechanizmus je postaveny primarne na
kapitaciach, ktoré nezavisia od navstev a poétu vykonov. Vic¢sina vykonov vseobecnych
lekarov je pokrytd kapitaénymi platbami, takZe tento pokles nemal az taky vplyv na tento
sektor.

V pandémii COVID-19 vseobecnym lekarom narastli naklady na administrativu pacientov
a dezinfek¢né prostriedky, ¢o poskytovatelia primarnej ambulantnej starostlivosti redukovali
vyuzitim novych vykonov suvisiacich s telemedicinou. Tieto vykony uhradzali zdravotné
poistovne vSobecnym lekdarom nad ramec kapitacnych platieb. S rastom poctu nakazenych sa
zvySoval pocet konzultacii so vSeobecnym lekarom, hlavne cez telemedicinsky vykon, ¢o
malo vplyv na narast trzieb.

4 ZAVER

Na ziaver mozeme konStatovat, Zze spoloCnosti poskytujice vSeobecni ambulantna
starostlivost’ zaznamenali pocas pandémie COVID-19 z pohladu trzieb rast, ktory sa
signifikantne potvrdil S$tatistickymi testami pre oba roky 2020 aj 2021. Poskytovatelia
primarnej ambulantnej zdravotnej starostlivosti celkovo v rokoch 2020 a 2021 mali trzby
Statisticky signifikantne vyssie ako v roku 2019. Na rozdiel od inych odvetvi, kde niektoré
firmy boli nitené ukoncit’ svoju ¢innost’ vidime, Ze aj v tejto oblasti ukoncil svoju Cinnost’
signifikantny pocet poskytovatel'ov zdravotnej starostlivosti medzi rokmi 2020 a 2021, avSak
tie, o pretrvali v roku 2021 mali zretelny narast trzieb. Pokles poctu poskytovatel'ov
zdravotnej starostlivosti mohol byt sposobeny viacSim odchodom niektorych vSeobecnych
lekarov do dochodku alebo ich umrtim. Na druhej strane, pocas pandemickych rokov nebol
vysoky zdujem lekarov o zalozenie takychto ambulancii. Odborné zdruZenia vSeobecnych
lekdrov poukazuji na fakt, ze sa zanedbava priprava novych vSeobecnych lekarov a
konStatuji ich nedostato¢nost’ povinnej vSeobecnej ambulantnej siete. K narastu trzieb
prispeli aj nové vykony suvisiace s inovativhou telemedicinou, ktoré nahradzali osobny
kontakt medzi pacientom a lekarov. Dal§im dolezitym faktorom, preco trzby neklesali a tento
typ firiem neutrpel vézne straty je uz spominany fakt, Ze trh s poskytovanim zdravotne;
starostlivosti je regulovany Stitom a garantuje tymto firmdm prijmy uz len z pohladu
kapitacii.

Prispevok je vystupom projektu APVV-20-0338 ,,Hybné sily ekonomického rastu a prezitie
firiem v Siestej K-vlne®.

Pouzita literatura
1. AKHIET, M. a TAURIN, S., SARS-CoV-2: Targeted managements and vaccine
development. Cytokine and Growth Factor Reviews. 58, 16-29, 2021.
2. HUMER, E. a kol., Provision of Psychotherapy during the COVID-19 Pandemic
among Czech, German and Slovak Psychotherapists, International Journal of
Environmental Research and Public Health. 17(13), 4811, 2020. .

- 148 -



10.

11.

12.

13.

LUKAS, H., XU, C., YU, Y., a GAO, W, Emerging Telemedicine Tools for Remote
COVID-19, Diagnosis, Monitoring, and Management. ACS Nano. 14(12), 16180-
16193, 2020.

FALZONE, L. a kol., Current and innovative methods for the diagnosis of
COVID-19 infection (Review). Int J Mol Med. 47(6), 100, 2021.

MURGAN, C. a kol.,, A. COVID-19: A review of newly formed viral clades,
pathophysiology, therapeutic strategies and current vaccination tasks. Int J Biol
Macromol. 193(Pt B), 1165-1200, 2021
https://data.nczisk.sk/statisticke_vystupy/Vseobecna_starostlivost_deti_dorast/Cinno
st_vseobecnych_ambulancii_pre _deti_a dorast v_SR_2021.pdf,
https://data.nczisk.sk/statisticke_vystupy/Vseobecna_starostlivost_deti_dorast/Cinno
st_vseobecnych_ambulancii_pre_deti_a dorast v_SR_2020.pdf,
https://data.nczisk.sk/statisticke_vystupy/Preventivna_starostlivost/Preventivna_staro
stlivost v_SR_2021.pdf

VIDAL-ALABAL, J. a kol., Telemedicine in the face of the COVID-19 pandemi.
Aten Primaria. 52(6), 418-422, 2020.

WOOTTON, R., CRAIG, J., & PATTERSON, V., Introduction to Telemedicine,
second edition (2nd ed.), CRC Press, 2006, https://doi.org/10.1201/9781315272924
FARABI, H., REZAPOUR, A., JAHANGIRI, R. et al., Economic evaluation of the
utilization of telemedicine for patients with cardiovascular disease: a systematic
review, Heart Fail Rev 25, 1063-1075, 2020. https://doi.org/10.1007/s10741-019-
09864-4
https://www.mckinsey.com/industries/healthcare-systems-and-services/our-insights/
healthcare-providers-preparing-for-the-next-normal-after-covid-19

WANG, X., WU, Q., LAI, G. AND SCHELLER-WOLF, A., Offering Discretionary
Healthcare Services with Medical Consumption. Prod Oper Manag, 28: 2291-
2304.,2019, https://doi.org/10.1111/poms.13051

ONDRUS, P., 2014. Svetové zdravotnicke systémy v Case globalizacie. Banska
Bystrica: PRO, 2014. ISBN 978-80-89057-47-4.

SOPOCI, J., DZAMBAZOVIC, R., GERBERY, D., Zdravie a zdravotna
starostlivost’ na Slovensku — nerovnosti v zdravi. Bratislava: STIMUL, 2019. ISBN
978-80-8127-148-9.

Kontaktni adaje

Ing. Lukrécia Kovaé¢ Gerulova, Ph.D.

Ekonomicka univerzita v Bratislave, Narodohospodarska fakulta
Dolnozemska cesta 1, 852 35 Bratislava

email: lukrecia.gerulova@euba.sk

Doc. Ing. Mgr. Urban Kovag, Ph.D.

Univerzita Komenského v Bratislave, Fakulta Managementu
Odbojarov 10, P.O. Box 95, 820 05 Bratislava 25

email: urban.kovac@fm.uniba.sk

PharmDr. Lucia Macegova
Slovenska Zdravotnicka Univerzita v Bratislave, Fakulta Verejného Zdravotnictva
Limbova 12, 833 03 Bratislava

- 149 -


https://data.nczisk.sk/statisticke_vystupy/Vseobecna_starostlivost_deti_dorast/Cinnost_vseobecnych_ambulancii_pre_deti_a_dorast_v_SR_2021.pdf
https://data.nczisk.sk/statisticke_vystupy/Vseobecna_starostlivost_deti_dorast/Cinnost_vseobecnych_ambulancii_pre_deti_a_dorast_v_SR_2021.pdf
https://data.nczisk.sk/statisticke_vystupy/Preventivna_starostlivost/Preventivna_starostlivost_v_SR_2021.pdf
https://data.nczisk.sk/statisticke_vystupy/Preventivna_starostlivost/Preventivna_starostlivost_v_SR_2021.pdf
https://doi.org/10.1007/s10741-019-09864-4
https://doi.org/10.1007/s10741-019-09864-4
https://doi.org/10.1111/poms.13051

MEGATRENDS IN THE COMPETITIVENESS AND PERFORMANCE
OF V4 COUNTRIES IN INDUSTRY PRODUCTION DURING COVID-19
PANDEMIC

Stanislav Rudy

Abstract

The content of the paper in the first part consists of an introduction to the research and
presentation of the methodology of this study. The aim of the study is to assess the production
in the industry of the V4 countries and to statistically predict the development in the
following six-month period with reference to megatrends in performance and
competitiveness. In the practical part we will work with the Eurostat database, which will help
us to understand the approach and breakdown of production in industry in our selected
countries - Czech Republic, Hungary, Poland and Slovak Republic, where we monitored the
period from March 2021 to September 2022. In the third chapter we will focus on key groups
and the breakdown of the EU countries addiction in industry. In the final chapter, we will
predict the possible development of production in the industry of the VV4 countries in the next
six months, and in the end, we evaluated the situation of the countries based on the findings.

Keywords: megatrends, production, V4 countries, industry

1 INTRODUCTION AND METHODOLOGY

We are in an era of industrial revolution and in the current context of megatrends, intelligent
and innovative production is a key aspect of reducing energy consumption. Therefore,
sustainable prosperity and the path to an innovative economy must be the most important
challenges for businesses to remain competitive and efficient. The main goal of this study is
to assess the production in the industry of the V4 countries and to statistically predict the
development in the following period with reference to megatrends in competitiveness and
performance.

To fulfill the goal of this study, we will use general methods such as analysis, synthesis,
comparison or even graphical display to clarify data and capture developments and changes
over time. Data analysis will help us to examine the production in the industry of selected
countries in more detail. The opposite of data analysis is synthesis and thanks to this method
we can reveal the connection between the various groups in the industry. We will compare the
results obtained and the achieved values using the comparison method. Using statistical
methods characterized in chapter 4, we will predict possible developments in the coming
months in selected EU countries.

We started creating this article by searching and selecting suitable professional domestic and
foreign literature, scientific articles and databases related to the issue. Subsequently, we
studied the literature in to achieve our stated goal. We processed the acquired theoretical
knowledge into the next chapter of the paper, where is the theoretical basis of production in
industry.

In the practical part, we obtained the necessary information from the European database
Eurostat. [1] In this post, we focused due to our location on the V4 countries — Czech
Republic, Hungary, Poland and Slovakia. On these selected countries, we will emphasize the
importance of production in industry and predict possible developments in the next six
months from the date when we had the latest data.

- 150 -



2 THEORETICAL BACKGROUND

Nowadays, EU countries are facing an unprecedented situation with a health pandemic
turning into an economic and social crisis. Most governments started to adopt measures to
reduce the spread of the virus, which has also included travel restrictions that have made it
impossible to carry out activities as well as the supply of raw materials. The lockdown and the
consumer behavioral changes, as well as reduced demand and disruption of the supply chain
have contributed to the challenges that industrial production is facing, generating losses that
will be not easily recovered. The outlook for both industry and the economy as a whole
remains exposed to uncertainty. Disruption in manufacturing caused by covid-19 has
generated severe social and budgetary issues. There is also a major concern about how to
respond to the industrial production challenges to mitigate the overall effects on the economy.
[6]

The Fourth Industrial Revolution is the spread and expand of technologies with the
assumption of exponential growth due to technological changes and significant
socioeconomic impact The essence and centre of Industry 4.0 conception is the introduction
of network linked intelligence systems, which realize self-regulating production, for example
people, machines, equipment and products will communicate with one other. [4]

Industry 4.0 is a concept and plan that emerged for the first time in 2011 with the objective of
characterizing highly digitized manufacturing processes where information flows among
machines in a controlled environment. Human intervention can be reduced to a minimum. As
such, Industry 4.0 is an outcome fully completed yet of the fourth industrial revolution,
similarly to other periods in history where the introduction of structural changes in production
processes potentiated disruptive innovations and paradigm changes that had strong impacts in
productivity and eventually created the conditions for new business models. [5]

The innovation and trade interrelation has been a subject of research for many decades.
Nowadays in the context of the growing importance of sustainable development, the role of
eco innovation is essential for promoting a rapid economic growth in each EU country. In this
sense, eco innovation influences the level of intra-industry trade stimulating international
trade to adopt environmentally friendly technologies. The evaluation of eco-innovation in EU
countries is done through indicators of their degree of performance and their impact on the
welfare of nations. [3]

Europe has customized the smart specialization strategy as a place based policy, which should
help their regions to grow their capabilities and increase European competitiveness in general
to other countries. The core of the smart and effective specialization approach is the growth of
competitiveness of the local entrepreneurship by combining their existing strengths with
application and support of the key enabling technologies obtained through cooperation with
different universities and research institutions. [2]

Businesses, as well as industries, are undergoing an exhaustive transformation, leading to
digitalized business operations. It represents great challenges to companies when connected
services, products and operations transform businesses, making new strategies for adopting
changes necessary. Digitization is pushing companies to create entirely new strategies and
forcing all company activities from operations to management to digitize. It refers to the
transformation in the business process, company capabilities, operational routines and their
integration with the corporate strategy. Managers may engage the potentiality of novel
technologies and encourage their introduction, which acts as a good prerequisite for a digital
business strategy. [7]

3 PRODUCTION IN INDUSTRY

The selected index of industrial competition in our study represents the activity and
production of the industrial sector and measures these changes in the volume of production
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monthly. We focused on the V4 countries, namely the Czech Republic, Hungary, Poland and
Slovakia in the period March 2021 - September 2022. The represented data are compiled in
accordance with the Statistical Classification of Economic Activities in the European
Community. This selected industrial production is wrought as a "fixed base year Laspeyres
type volume-index™.

In this chapter we will look at 7 groups, namely production in industry - total (excluding
construction), manufacturing, capital goods, energy, intermediate goods, consumer durables
and consumer non-durables. All data are indexed.

Table 1. Production in industry — total (09.2021 — 09.2022)
e B e
09 10 11 12 01 02 03 04 05 06 |07 08 09
1049 1041 1067 1078 1082 1084 107,01 1072 1088 109,9 1080 1096 1106
Czech

Republic 1075 1081 113,7 1106 1140 1116 1145 1114 1136 1156 1154 1163 1161

Hungary 116,1 116,8 1204 1203 1226 1253 1252 123,0 1248 1257 1265 1270 129,0
Poland 137,7 140,3 1458 1458 1493 1522 1552 1525 1515 1512 1519 1523 152,0
Slovakia 109,10 1132 1175 1184 1169 1132 1072 1063 1085 106,55 1078 106,8 1059

In Table 1 we can see the total production in industry excluding construction. As can be seen,
the highest total production in the V4 industry was in Poland, which has been on an upward
trend in recent months.

Although industrial production in Poland is rising, economists and the statistical office
forecasted a larger expansion than the real situation.

Table 2. Production in industry — manufacturing (09.2021 — 09.2022)
TIME | 2021+ | 2021~ [2021- [2021- |2022- |2022- |2022- | 2022- | 2022- | 2022- | 2022- | 2022- | 2022-
09 10 |11 12 |01 |02 |03 |o4 o5 |06 |07 |08 |09
1057 1049 1077 1088 109,01 1095 1082 1085 110,3 1109 1094 1108 1125
gzgzglic 1089 1090 1154 111,7 1168 1144 1168 1142 1171 1180 1171 1190 1189

Hungary 116,1 116,8 120,2 1190 122,1 1256 1251 1233 1254 125,77 1271 1274 1293
Poland 1399 142,0 1482 1476 1512 1546 1540 1555 1539 1524 1530 1546 1555
Slovakia 107,4 1120 1148 1181 1164 1146 1119 1102 113,6 1100 1115 11055 1110

Production in the industry of Slovak and Czech Republic copies the development of the EU
average, and in Graph 1 we can see that Poland is again reaching the highest values in the last
months, which corresponds to the country's economic strength.

Production in industry - manufacturing

Czech Republic Hungary Poland Slovakia
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Graph 1. Production in industry — manufacturing (03.2021 — 09.2022)
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The use of energy in production in industry reached an increase during the last month when
we have data available in the monitored countries, except for Slovakia where we record a
significant decrease in the last six months. This may be caused in Slovakia by inflation, rising
price levels and weak government support, so that industrial enterprises are not able to
continue the set trend of their production.

Table 3. Production in industry — energy (09.2021 — 09.2022)

TIME 2021- | 2021- |2021- |2021- |2022- | 2022- |?2022- |2022- |2022- |2022- |2022- |2022- |2022-
09 10 11 12 01 02 03 04 05 06 07 08 09
96,2 98,3 99,5 100,1 99,7 96,7 98,0 98,8 95,5 96,4 96,7 95,5 93,6
Czech

. 98,6 1025 103,7 104,6 96,8 94,0 100,6 94,5 92,4 100,12 103,6 99,8 98,5
Republic

Hungary 107,1 1144 1126 1195 1125 1183 1304 1096 971 1036 1010 991 988
Poland 1106 127,0 1288 1343 1313 1361 1619 1335 1268 1241 1213 1149 1095
Slovakia 1200 1216 1221 1188 1109 1063 842 954 888 856 894 922 903

It is the weak support of the government that forces countries to limit their production
process, as a result of which we are also recording this decline in the use of energy at the
national level in the Slovak Republic.

Following the increase in production in the manufacturing sector in Poland, the growth of
energy production and water supply is also related.

Table 4. Production in industry — intermediate goods (09.2021 — 09.2022)

TIME 2021- | 2021- |2021- | 2021- |2022- |2022- |2022- |2022- |2022- 2022- 2022- |2022- |2022-
09 10 11 12 01 02 03 04 05 06 07 08 09

107,7 1076 109,1 109,8 1098 1106 109,0 109,2 1094 1092 1081 107,7 107,0

SZEE?J"C 1141 1129 1172 1145 1166 116,7 1189 114,8 1154 1158 1126 114,7 1144
Hungary 1505 151,8 1548 1572 1568 1575 162,1 156,3 1600 1582 1586 1595 165,2
Poland 148,6 1504 1574 1574 1619 1641 1649 1625 1610 1584 159,2 160,3 159,55

Slovakia 109,3 1115 1154 1138 1149 1138 1118 1109 1148 1095 108,1 1058 1045

Table 4 describes the intermediate products and in this production in industry we record a
large increase in Poland and Hungary at a similar level, which is well above the average of the
European Union countries.

Capital goods form an equally important part in the industries of the V4 countries and Poland
has the best values among the selected countries. These positive results in comparison with
other monitored countries can be achieved precisely due to the proper economic functioning
of the country and the efficient use of available resources and structures.

Table 5. Production in industry - capital goods (09.2021 — 09.2022)
TiME | 2020 [2021- 2021~ | 2021- | 2022- | 2022- | 2022- | 2022- | 2022- | 2022- | 2022- | 2022- | 2022-
09 10 ilil 12 o1 02 03 |o4 |os o6 o7 |08 09
99,4 1004 1034 1078 1058 1047 1020 1040 1068 1098 1064 1086 1105
gzgmnc 100,3 1057 1151 1089 1156 1102 1090 111,6 1158 1181 1282 1205 1233

Hungary 892 900 937 888 965 1063 970 1016 109,5 107,7 112,0 1117 1120
Poland 1251 126,3 1450 1442 1450 1447 1378 150,3 1481 150,5 150,0 154,7 159,0
Slovakia 1080 1169 1228 130,3 129,8 1239 1219 1187 1225 1241 1258 119,7 1220

Capital goods together with the positive development of production in the industry of the EU

countries, contributes to the annual growth of domestic economies, increasing gross domestic
product and increasing the competitiveness of the European Economic Community.
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Graph 2. Production in industry - capital goods (03.2021 — 09.2022)

The last two groups in terms of production in industry are consumer durables and short-term
consumer durables, shown in Tables 6 and 7.

Table 6. Production in industry - consumer durables (09.2021 — 09.2022)

TIME 2021- |2021- |2021- | 2021- |2022- |2022- | 2022- |2022- | 2022- |2022- |2022- |2022- |2022-
09 10 11 12 01 02 03 04 05 06 07 08 09
1149 1164 117,12 116,8 116,5 119,2 120,0 120,3 1214 119,7 1178 1184 117,7
Czech

Republic 1344 1339 1326 1293 134,7 1373 1478 1376 1364 1383 1198 1260 1250

Hungary 1573 1615 1711 1885 1738 1741 1820 1608 167,5 1653 1665 1579 166,44
Poland 1532 1539 1535 157,1 162,7 1614 157,0 159,2 1585 1512 1500 1492 1481
Slovakia 673 669 725 765 8,6 765 71,2 649 668 642 559 66,7 63,6

Czech Republic, Hungary and Poland in the production of consumer durables are at the
average of the European Union, slowly returning to the pre-pandemic state.

However, we can negatively evaluate the situation in the Slovak Republic, where the state in
the production of consumer durables is very bad compared to the average of the European
Union countries and Slovakia is on the tail of the EU countries.

Table 7. Production in industry - consumer non-durables (09.2021 — 09.2022)
09 10 11 12 01 |02 |03 |04 |05 |06 |07 |08 |09
1143 1106 1137 1116 1150 1175 1163 1170 1196 1159 1177 1193 1230
Czech

Republic 1143 1156 1149 1121 1159 113,66 121,7 1145 1147 1168 1125 1154 1155

Hungary 1144 1132 1152 1142 1166 1184 1196 121,4 1201 1209 1202 120,2 120,2
Poland 1275 1283 130,1 1273 130,3 1330 1403 1415 1379 1385 1382 1394 1390
Slovakia 1021 106,1 1099 1089 1069 106,8 1116 107,0 1079 1069 1022 1094 107,1

The last group of production in industry consists of consumer non-durables, where the
situation in Slovakia is already better than at consumer durables, but the country is still below
the EU average. The Czech Republic and Hungary copy the average of the EU countries.
Poland at this subgroup is similarly to the previous ones, appears to be the strongest country
among the monitored V4 countries.
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In graph 3 for an overall better comparison and representation of the current situation of
selected EU countries from the period March 2021 to September 2022 we showed production
in industry, which reflects the current situation and the layout of the VV4 countries. It is clear
from this graph that Poland appears to be the strongest country in the field of industrial

production, which we have already seen in the previous part of this article.
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The selected index of industrial competition in our study represents the activity and
production. Forecasts provide a solid foundation for generate graphs of our data, where are
already included confidence intervals and the model’s goodness of fit. We created models
from time-series data while still controlling key aspects of the production in industry.

Table 8. Predicted production in industr

(10.2022 — 03.2023)

Date Czech republic Poland Hungary Slovak republic
2022-10 1114 155,2 126,9 108,1
2022-11 117,0 160,8 130,5 112,4
2022-12 113,9 160,8 130,4 1133
2023-01 117,3 164,3 132,7 1118
2023-02 114,9 167,0 135,4 108,1
2023-03 117,5 167,8 136,7 103,2

We applied the exponential smoothing models and models of ARIMA and in this study we
have shown the best matching model. We modeled a set of time-series variables by using of
autoregressive integrated moving average (ARIMA) and exponential smoothing models. We
treated independent variables as events and produced maximum likelihood estimates in these
univariate models, which you can see in graph 4.
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Graph 4. Observation and forecast production in industry

Our predicted values from Table 8 have been shown for a better insight into the differences in
the V4 countries in Graph 4, where is predicted production in industry. Graph 4 above shows
the observed and forecast production in industry separately in specially created models for the
Czech Republic, Hungary, Poland and Slovak republic.

5 CONCLUSION

The results and outputs of this paper were predicted for all data series in determining the
upper and lower confidence limits. They can be routed as a warning point for policymakers,
such as in the case of Slovak Republic, where the covid-19 pandemic, thanks to government
restrictions and improperly implemented and applied measures since the outbreak of the
pandemic, has significantly affected the country's entire economy. This must undoubtedly
have been reflected in the industrial production of the country, which is the skeleton of our
economy. It is the megatrends in the vision of Industry 4.0, digitization and introduction of
eco innovation is essential for promoting economic growth in VV4 countries, which can help
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improve

the economic situation of countries and restart industrial production, which will

clearly result in higher competitiveness and performance of V4 countries.
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OVERENI INTERAKCE MEZI MiROU NEZAMESTNANOSTI
VYCHAZEJICI Z DAT GOOGLE TRENDS A
MAKROEKONOMICKYMI UKAZATELI

A VERIFICATION OF INTERACTION BETWEEN GOOGLE TRENDS-
BASED UNEMPLOYMENT RATE AND MACROECONOMIC
INDICATORS

Klara Zalesakova

Abstrakt

Nezaméstnanost je zdsadni ekonomicka veli€ina, kterd uréuje ekonomickou rovnovahu, avsak
doba je dynamickd, a jak miZzeme, vidét ekonomické krize postihuji zemé ¢im dal Castéji.
Dusledkem ekonomickych dysbalanci a krizi dochéazi k naristu miry nezaméstnanosti napfic
celym svétem. V této studii se tedy budeme vénovat pravé vzajemné zavislosti mezi
nezaméstnanosti a makroekonomickymi indikatory v Ceské republice. Mira nezaméstnanosti
bude sestavena na zdkladé Google Trends, nebot hojné vyuzivani internetovych dat
je prilezitosti, jak sledovat aktivitu wuzivateld na internetu pii hledani prace.
Makroekonomickymi indikatory, kterymi lze monitorovat stav ekonomiky jsou minény
jednotlivé typy indikatortt divéry. K analyze vztahtt budou konstruovany VAR modely
s naslednou aplikaci Grangerovy kauzality.

Klicova slova: Google Search data; Google Trends; Grangerova kauzalita; nezaméstnanost;
Vektorové autoregresni modely.

Abstract

Unemployment is a fundamental economic quantity that determines the economic balance,
but time is dynamic and as we can see economic crises affect countries more and more often.
As a result of economic imbalances and crises, there is an increase in the unemployment rate
all over the world. In this study, we will focus on the interdependence between unemployment
and macroeconomic indicators in the Czech Republic. The unemployment rate will
be compiled on the basis of Google Trends, as the abundant use of Internet data
is an opportunity to monitor the activity of users on the Internet in search of work.
Macroeconomic indicators, which can be used to monitor the state of the economy, mean
individual types of confidence indicators. To analyze the relationships, VAR models
will be constructed with the subsequent application of Granger causality.

Key words: Google Search data; Google Trends; Granger causality test; unemployment;
vector autoregressive models.

1 TEORETICKE VYCHODISKO

Vysledky dosavadnich praci vénovanych fenoménu online vyhleddvani a jeho pouziti k
pfedpovédim ekonomickych proménnych nasvédcuji tomu, Ze internetova data textového
charakteru lze skute¢né povazovat za vyznamnou proménnou v procesu odhadu vyvoje
makroekonomickych indikatorti. Studie, které se zaméfuji na oveéfovani vztahu mezi
ekonomickymi proménnymi a internetovym vyhledavanim pracovnich nabidek, je mozné
rozdéelit na dvé skupiny. Prvni skupinou jsou studie vénujici se tzv. nowcastingu. V tomto

cvwr
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monitorovani soucasného stavu proménnych. Na druhé strané zde mame tzv. forecasting,
jehoz podstatou je vytvareni ekonomickych ptredpovédi, kdy se pracuje se specificky
zamétenymi klicovymi slovy jako s predstihovym ukazatelem, pficemz tento typ studii je
prevazujici, nicméné studie nowcastingu a forecastingu se mohou vzajemn¢ piekryvat. Studiu
internetovych ptredstihovych ukazatelli se vénuje Nagao et al. (2019), ktery vyuziva udaje o
intenzit¢ vyhledavani z Google Trends k hodnoceni souasné miry nezaméstnanosti v USA,
tedy nowcastingu a spada tak do prvni skupiny autort. Na zéklad¢ vysledkii komparace
zjistuje, ze pridanim Google indexu do modelu AR nenastalo zadné vyrazné zlepSeni, které
by piedstavovalo vyssi miru ptesnosti predikce. Woloszko (2020) se pomoci Google Trends
snazi o konstrukci néstroje, jenZ bude slouZit k trackovani ekonomické aktivity. Dle vysledki
simulaci dospivd k zavéru, ze je také mozné vyuziti nastroje ke spolehlivé predikci
hospodarskych cykli. Prediktivni schopnosti nastroje se projevuji jako obzvlasté uZzitecné v
obdobi ekonomickych recesi, kdy vykresluje faze poklesu a nasledné¢ho rastu. Prevdzna
vétSina autorl jako napiiklad Nagao et al. (2019), D’ Amuri a Marcucci (2017) nebo také Zhi
Su (2014) se v otazce predikce nezaméstnanosti pomoci online aktivity na internetu zaméiila
na velké rozvinuté zemé¢. Pavlicek a Kristoufek (2015) jsou autofi, kteti svilj vyzkum zaméfili
na malé ekonomiky Visegradské Ctyrky. Autofi prokézali, Ze data o online vyhledavani prace
jsou zakladnou pro vystavbu modelli nezaméstnanosti, nicméné vysledky, k nimz dospéli se
rdmcové pro jednotlivé zemé rizni. Objem vyhledavani na Google vyuzivaji Kohns a
Bhattacharjee (2022) k redlnému zachyceni vyvoje HDP. Diky nastroji Google Trends se
autoriim podatilo zlepSit nowcasting jiz v aktudlnim ctvrtleti a neni tak nutné cekat na
zvefejnéni makroekonomickych prognéz. Dle nich maji kli¢ova slova s vysokou frekvenci
vyhleddvani dobrou ekonomickou interpretaci a jsou odrazem hlavnich ekonomickych signali
¢1 nejistot béhem recese a nédsledného obdobi zotaveni. Proto opét varuji pied Google daty
majici povahu fidkého vyhledavani, kdy vyzkum takovych témat mtze byt znacné¢ omezen.
Vztahem mezi Google Trends a hrubym domacim produktem se zabyvali také Bantis et al.
(2022), Ferrara a Simoni (2022) ¢i Nakazawa (2022). VSichni tito autofi se shoduji v tom, Ze
zahrnuti Google dat pii konstrukci modeli HDP ma pozitivni dopad na vysledky prognodz.
Ferrara a Simoni (2022) zdlraziiuji zejména piinos pro nowcastingu, kdy nejsou k dispozici
makroekonomické prognézy pro prvni Ctyfi tydny kvartdlu. Ve chvili, kdy jsou oficidlni
progndzy zvetejnény, sila nowcastingu klesa. Google Search data tak oznacuji jako spolehlivy
alternativni nastroj pro méfeni HDP ve chvili, kdy nedisponujeme oficidlnimi udaji.
Nakazawa (2022) oproti Ferrara a Simoni (2022) dokonce rozsifuje horizont pouziti objemu
vyhledavéani na internetu na obdobi az dvou mésicl pfed zvefejnénim oficidlnich hodnot
HDP. Na druhé stran¢ zde mame autory, ktefi o Google Trends jako o datovém zdroji
pochybuji. Cebrian a Domenech (2022) k témto autorim bezpochyby patii. Dle jejich studii
neni mozné data povazovat jako kvalitni zdroj informaci. Jejich piesvédCeni plyne z
nepiesnosti, které u povahy téchto dat byly nalezeny. Autory, ktefi ve svych vyzkumech s
Google daty pracuji tedy upozoriiuji na skutecnost, ze obohaceni modeli o tyto zdroje muze
mit negativni vliv na vysledky, nebot’ Google Trends mohou do modelt vnaset vyznamny
prvek nepiesnosti a zkresleni. Nasledujici ¢ast textu se vénuje forecastingu. D’Amuri a
Marcucci (2017) se zabyvaji hodnocenim vykonnosti indexu intenzity hledani zaméstnani na
Google jako hlavniho ukazatele pro predikci mési¢ni miry nezaméstnanosti v USA. V jejich
praci byly jako piredstihové ukazatele vyuZity nové zadosti o podporu v nezaméstnanosti,
pruzkumy tykajici se dynamiky nezameéstnanosti mezi spotiebiteli a zaméstnavateli, index
nejistoty v hospodarské politice a index Google. Autoti dospivaji ke zjisténi, které podporuje
presumpci Google Trends jako ptedstihového ukazatele, nebot” modely zaloZzené na Google
datech pfedpovédely miru nezaméstnanosti 1épe nez pii zahrnuti ostatnich ptedstihovych
indikatorti, a to bez ohledu na délku uvazované Casové tady. Ke stejnému zavéru dospél i
Tuhkuri (2016), ktery po zkoumani vzdjemnych souvislosti mezi objemem vyhledavani na
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Google a mirou nezamé&stnanosti konstatuje, ze se prognosticka schopnost dotazi na Google
zlepSuje zejména v obdobi nedavnych recesi. S vyhledavanim pracovnich pfiilezitosti na
Google pracuji také Vazquez a Lopez-Araiza (2020), kdy jej oznacuji jako leading indikator
pro budouci miru nezaméstnanosti. V této schopnosti Google dat spatfuji potencial zejména v
oblasti vetfejné politiky jako moznost zlep$eni nastroji pro politické intervence. Niesert et al.
(2020) ovéruji schopnost uzivatelské aktivity vyhledavani na Google nejen k predikcim
nezaméstnanosti, ale také k odhadu budouciho vyvoje indexu spotiebitelskych cen a
spotiebitelské divery. Naznacuji, ze hledani zaméstnani s pomoci Google ma nejvyssi
prediktivni schopnosti u makroekonomickych tad, které jsou uzce spojeny s chovanim
uzivatell na internetu. Tato souvislost se d4 vysvétlit na nasledujicim piikladu. Clovék, ktery
ma soucasny status zaméstnané¢ho mohl jiz doptedu tusit, ze mu hrozi ztrata pracovniho mista,
coz praveé zpusobilo jeho specifické online chovani pti hleddni pracovniho mista, a tudiz
zavislost je v tomto piipad¢ silng€jsi. Na druhou stranu, ¢lovék ma jen malou schopnost piesné
urcit budouci hodnoty spotiebitelskych cen, proto je jeho online vyhledavaci aktivita v tomto
kontextu velmi diverzitni a tedy i1 vzajemnd zavislost téchto proménnych je nizsi. Podobna
situace nastava 1 v piipadé spotfebitelské¢ divéry, kdy je divéra vytvoifena na zakladé
individualnich okolnosti kazdého jednotlivce. Naproti tomu Eichenauer et al. (2022) ve své
praci zaméfené na konstrukci indexi ekonomického sentimentu s vyuzitim objemil
vyhledavani na Google zjiStuje, Ze vzniklé indexy vyznamné koreluji s predstithovymi
ekonomickymi ukazateli. Stejné jako D’Amuri a Marcucci (2017), Choi a Varian (2012) a
Woloszko (2020) vidi Eichenauer et al. (2022) pfinos indexu primarné béhem krizi, jelikoz
odrazi velké poklesy v redlném case. Medeiros a Pires (2021) jsou dal$imi, ktefi noveé
zjisténymi skutecnostmi v oblasti nowcastingu 1 forecastingu Google Search dat posiluji jejich
schopnost pro ucely prognéz. Upozoriuji vsak na limitujici vlastnosti Google Trends. V
pfipadé, Ze je monitoring €1 progndza provadéna pro témata, kterd nejsou tak casto
vyhledavéana nebo pokud by byly dotazy filtrovany mnoho let zpétné, nemusi byt internetové
vyhledavani relevantnim ukazatelem. Naopak ale pro ucely posileni ptesnosti predpoveédi
doporucuji zprimérovani mnoha rtiznych vzorkl dat se stejnou specifikaci (prace se stejnym
tématem ve stejném case a umisténi). Zaiyang (2017) se zabyva integraci uzivatelského
vyhledavani na Google do predikei spotiebitelské divéry. Ve své studii dospél diky Google
Trends ke zvySeni piesnosti pfedpovidani spotiebitelské divéry, coz se rozchazi se zavéry
Nieserta et al. (2020), ktery naopak silu vztahu Google Trends a makroekonomické proménné
hodnoti na zakladé chovani konkrétniho jedince na internetu. Jedinec dle n¢j nema v tomto
sméru schopnost dobfe vyjadrit své uzivatelské preference skrze vyhledava¢ Google. Zaiyang
(2017) naopak hodnoti Google Trends jako prostfedek, diky kterému je mozné vérné zachytit
odraz divéry spotiebitelll. Kromé toho hodnoti pozitivné i dostupnost Google dat v case,
jelikoz pouzivani téchto dat je prostiedkem k vyplnéni casovych mezer pted zvetejnénim
zprav o divéfe spotiebiteld.

2 VYZKUMNY CiL, DATA A METODOLOGIE

Pro ucely analyzy bylo zvoleno obdobi 16 let, kdy pocatkem sledovani je prvni mésic roku
2007 a koncem je desaty mésic roku 2022. Pivodnim zdmérem bylo zkoumat maximalni
mozné obdobi, pro které jsou data dostupna. Jednalo by se tedy o vyzkum od roku 2004, kdy
Google Trends data startuji. Data v prvnich tfech letech se vSak vyznafovala velkou
volatilitou, a proto z divodu zajisténi robustnosti vysledkti bylo nutné zapocit vyzkum od
roku 2007. Celkovy pocet obdobi tak ¢ini 190 mésict, pficemz vyzkum byl realizovan pro
Ceskou republiku. Udaje potiebné k provedeni této prace byly ziskany z vefejnych zdrojt,
které je mozné povazovat za divéryhodné. Mira nezaméstnanosti byla aproximovéana pomoci
casovych fad Google Trends, kdy prostiednictvim hledanych slovnich spojeni tzv. keywords
je sledovana cetnost vyhleddavani daného vyrazu ve vyhledavaci Google vzhledem k
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celkovému objemu vyhledavani béhem urcit¢ho Casového obdobi. Jelikoz bylo cilem co
nejpfesnéji vykreslit aktivitu uzivateli vyhledéavajicich praci, bylo pouzito 11 ceskych
klic¢ovych slov, které jsou charakteristické pro vyhledavani pracovnich nabidek (vcetné€ nazvi
¢eskych pracovnich portald). Jak totiz D’ Amuri a Marcucci (2017) uvadi, osoby vyhledavajici
praci na internetu ziskaji status nezaméstnané¢ho diive nebo pozdéji 1 piesto, ze ve chvili
vyhledavéni jesté nezaméstnani nejsou. Casové fady byly vytvofeny jednak pro kazdé klidové
slovo samostatné, tak byla vytvofena i1 souhrnnd casova tada, kterda je medidnovych
vyjadienim 11 klicovych slov, nebot’ zahrnuti vSech kli¢ovych slov mtize poskytnout realng;si
obraz nezaméstnané Casti populace. Divod volby medianu spocival v jeho vlastnostech,
jelikoZ se jedna o robustni charakteristiku Grovné, kterd nepodava zkresleny vysledek o
celkové urovni hodnot a jeho hodnota je tak co do velikosti z prostfedni urovné. Indikatory
divéry byly ziskany z Ceského statistického ufadu. Byly vybrany mési¢ni indikatory diivéry
reprezentujici jednotliva odvétvi. Jmenovité se jednalo o indikator davéry pro primysl,
stavebnictvi, obchod, vybrané sluzby, podnikovou sféru, spotiebitelska ocekavani a souhrnny
indikator pro ekonomiku. Indikitory dévéry pochazi z konjukturdlnich prizkuma CSU
(2022), jejichz ucelem je postihnout ocekavany vyvoj v budoucnosti. Tyto prizkumy jsou
odrazem podnikatelského prostredi, spotiebitelského chovani a riznych primyslovych
odvétvi, diky cemuz jsou nositeli informaci s velkym ¢asovym ptedstihem. I z tohoto diivodu
jsou indikatory daveéry mnohdy oznafovany jako ptredstihové ukazatele. Jejich podstatou neni
konkrétni kvantifikace, ale uréeni samotného trendu a davaji odpovédi na otazky soucasnosti
a oc¢ekavané budoucnosti pomoci terminta jako ,,zvySeni®, ,,snizeni® ¢i ,,stagnace®. Vysledky
konjukturalnich prizkumi jsou hodnoceny pomoci konjukturdlniho salda, a tedy ¢im vyssi
kladné saldo odpovédi v prizkumu ziskdme, tim optimisti¢téji je hodnocena ziskand odpoveéd
(a naopak). V neposledni fad¢ je nutné zminit, Zze vSechny Casové tady byly podrobeny
sezénnimu ocisténi metodou X-13-ARIMA-SEATS. Zkoumani vztahu mezi mirou
nezaméstnanosti konstruovanou na zdkladé Google Trends a indikatory divéry bylo
provedeno na zakladé vystavby VAR modeld, nasledné aplikaci Grangerovy kauzality.

3 VYSLEDKY

VAR modely byly sestaveny pro kazdou casovou fadu miry nezaméstnanosti a indikatoru
divéry. Rad VAR modelu byl uréovan na zékladé funkce VAR select, prostiednictvim které
byly vypocitany hodnoty Akaikeho (AIC), Hannan-Quinnova (HQ) a Schwarzova (SC nebo
BIC) informacniho kritéria a kritéria chyby konec¢né predikce (FPE). Kritéria, ktera nabyvala
nejmensich hodnot ukazala na vhodny fad zpozdéni VAR modelu. Typy odhadnutych VAR
modeli jsou nasledujici: both, const, trend a none. VAR model typu both piedstavuje model,
ve kterém byly vyznamnymi regresory proménné const i trend, a proto byly do modelu
zahrnuty ob¢. Pokud se vSak jedna o typ const nebo trend, vyznamna byla pouze jedna z
téchto proménnych. Pro typ const se jednalo pouze o zahrnuti konstanty, v ptipad¢ typu trend
byl do modelu zahrnut pouze trend. Naopak pii typu none nebyla vyznamna ani jedna z
proménnych, tudiz nemohla byt do modelu ani zahrnuta. Jak jiz bylo zminéno v kapitole
metodologie, testovani pficinnosti vyzaduje stacionaritu ¢asovych fad. Pfi konstrukci VAR
modeli je dale také nutné otestovani autokorelace rezidui ndhodné slozky. Rezidua by méla
mit charakter nekorelovanych ndhodnych veli¢in. Poslednim pfedpokladem pro ziskani tzv.
BUE odhadt je nezbytné splnéni piedpokladu normélniho rozdéleni rezidui. VSechny tyto
predpoklady byly v rdmci VAR modell otestovany pomoci ptislusSnych testi. Odhady, které
nespliluji predpoklad normalniho rozdéleni chybového ¢lenu, jsou oznaceny jako tzv. BLUE
odhady — je splnén pouze ptedpoklad nekorelovanosti rezidui ndhodné slozky. Prvni typ
nulové hypotézy o Grangerové kauzalité vedouci ve sméru od miry nezaméstnanosti
k indikatoru davéry zni nasledovné: ,prvni diference miry nezaméstnanosti nejsou
Grangerovsky kauzalni vzhledem ke zménam prvnich diferenci indikéatoru davéry. Druhym
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opacnym typem kauzality je pak nulova hypotéza znéjici takto: ,,prvni diference indikéatoru
davéry nejsou Grangerovsky kauzdlni vzhledem ke zméndm prvnich diferenci miry
nezamé&stnanosti“. Vyhodnoceni testu probiha na 5% hladiné vyznamnosti. K nalezeni
kauzality je tedy nutné zamitnuti nulové hypotézy, z ¢ehoz disledku je mozné usoudit, ze
alespon jedna z proménnych neni nulova a je tedy Grangerovsky kauzalni.

Nasledujici tabulky poskytuji ptehled vysledkl zjisténych na zdkladé VAR modeli. Kazda
tabulka znazoriuje smér kauzality, typ VAR modelu, vyznamna zpozdéni a typ odhadu (BUE
vs. BLUE). Nejprve byly VAR modely sestaveny pro ¢asovou fadu miry nezaméstnanosti
vyjadfenou prostiednictvim medianu vSech analyzovanych kliCcovych slov spolu
s jednotlivymi indikatory duvéry. Z tabulky je patrné, Ze mezi medianovou mirou
nezamé&stnanosti a indikatorem divéry v primyslu, stavebnictvi, podnikové sféfe, vybranych
sluzbdch a obchodu plati jednosmérna kauzalita. Naopak mezi nezaméstnanosti a
spotiebitelskym chovanim a souhrnnym ekonomickym indikatorem nebyla kauzalita
prokazana. Co se tyka sméru kauzality, je prevladajicim typem kauzalita confidence-leading,
ktera se projevila u indikatoru pro primysl, stavebnictvi, podnikatelskou sféru a vybrané
sluzby. Pro indikator obchodu se jedna o unemployment-following kauzalitu. Dalo by se tak
fict, Ze mira provazanosti mezi proménnymi je pomérné silnd, nebot’ z celkovych sedmi
indikatorti diivéry byla kauzalita prokdzana v péti ptipadech, kde pfevazujicim typem je VAR
model fadu 5. Indikatory davéry, mezi kterymi byla prokdzana kauzalita mohou byt vyuzity
jako zékladna pro urceni vyvoje nezaméstnanosti.

Tab.1 Testovani Grangerovy kauzality pro souhrnny ukazatel miry nezaméstnanosti
(median) a jednotlivé indexy divéry

Proménné Smér kauzality A dVAR typ ‘;ﬁ;ﬁ;‘;ﬁe Typ odhadu
d_l 1-U none 5 d _Cl_lag4 BLUE
d_Cl_lagl
dC C—-U none 3 d_Cl_lag2 BLUE
d Cl lag3
D | d_Bl BI - U none 5 d_ClI_lag5 BLUE
[
£ | d_ss SS - U none | 5 g:g:::zgg BLUE
= d_U_lagl
d_U_lagh
dT T«U both 8 d_U_lag6 BLUE
d U lag7
d U lag8

Nésledujici tabulky se jiz zaméfuji na vySetfovani pfi¢innosti mezi Casovymi fadami
jednotlivych klicovych slov a vybraného indikatoru divéry. Je mozné vidét, ze kauzalni
zavislost se z velké ¢asti vytratila.
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Tab. 2
klicova slova

Testovani Grangerovy kauzality pro indikator divéry v pramyslu a jednotliva

. Smér VAR Vyznamné
Proménné kauzality Fad \ typ zpoZdéni Typ odhadu
d_CI_lag3
kariéra 1oU none | 6 g—g—::g; BLUE
d:U:IaQG
price [>U none | 4 g—g:—:ggi BLUE
Tab. 3  Testovani Grangerovy kauzality pro indikator divéry ve stavebnictvi a jednotliva
klicova slova
X VAR . .
Proménné K SmeF t Vyznv?;fm,e Typ odhadu
auzall y rad typ Zpozdaeni
nabidka prace C—->U both 5 d Cl _lag3 BLUE
B , d_ClI_lag5
Zivotopis C—-U none 6 d_Cl lagb BUE

Tab.4 Testovani Grangerovy kauzality pro indikator davéry pro obchod a jednotliva

klicova slova

X VAR , .
Proménné K Smell_' t Vyznva(lllfln,e Typ odhadu

auzality ¥ad | typ zpoZdéni

voln4 mista T«U both | 5 d_U_lagl BLUE
d U lag2
d _Cl_lagl

kariéra T—-U none 6 d_Cl_lag2 BLUE
d Cl lag6
d U _lag4
. d U_lag6

prace T<—U none 8 d_U_lag7 BLUE
d U lag8

Tab.5 Testovani Grangerovy kauzality pro indikator divéry ve vybranych sluzbach a
jednotliva kli¢ova slova
X VAR , .
Proménné K Smellft Vyznf:ll?n,e Typ odhadu

auzall y rad typ zpozdeni
d_Cl_lag2

volna mista SS - U none 2 d U_lagl BLUE
d U lag2
d Cl_lagl
. d_Cl_lag2

kariéra SS— U none 6 d Cl_lag4 BLUE
d U lagl
. d_Cl_lagl

prace SS—>U none 4 d Cl lagh BLUE

- 163 -




Tab. 6 Testovani Grangerovy kauzality indikator davéry v podnikové sféfe a jednotliva
klicova slova

3 VAR , .
Proménné K SmeI: Vyznvarfln,e Typ odhadu
auzality #ad typ zpozdéni
hledam praci neutral
d Cl _lag2
volna mista Bl U none 3 (zi_(l:JI_II:Sf BLUE
d:U:IagZ
d_Cl_lagl
kariéra BlU | none | 6 ‘é %'—I':gf BLUE
d:U:Iag4
pracovni nabidka BI—-U none 4 ((jj_((:: II_IIZ%]A BLUE
prace BI—-U none 4 g—g: —:Zgi BLUE

Tab. 7 Testovani Grangerovy kauzality pro indikator duvéry spotiebiteld a jednotliva
klicové slova

VAR Vyznamné

zpozdéni

Smér

kauzality #ad typ

Typ odhadu

Proménné

d_Cl_lagl
d_Cl _lag6
d_Cl_lag7
d U_lag?
d U _lag5
d U lag7

kariéra Bl U none 7 BLUE

Tab.8 Testovani Grangerovy kauzality pro souhrnny indikator divéry a jednotliva klicova
slova

X VAR , .
Proménné Smelj Vyznvarzln'e Typ odhadu

kauzality #ad typ zpoZdéni
d Cl _lag3

volna mista ESI <~ U const 3 d U lagl BLUE
d U lag?
d_Cl_lagl

kariéra ESI<U | none | 6 %—%’—I'aaé’f BLUE
d:u:lag4

prace ESI>U | none | 4 g—g:—:zgi BLUE

4 DISKUSE A ZAVER

Vyhledéavaci dotazy na Google uzce spojeny s hledanim prace Clovéka nezaméstnaného ¢i
v blizké dobé majici status nezaméstnané¢ho byly v tomto piispévku vyuzity ke konstrukci
jakéhosi alternativniho typu ukazatele, ktery bude indikdtorem soucasného a ocekavaného
budouciho stavu na trhu prace. Vysledky potvrzuji vzajemnou zavislost mezi Google dotazy a
indikatory divéry, nicméné smér kauzality neni ve vSech pfipadech jednoznacny.
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Identifikovany byly tii typy kauzalit — confidence-leading, unemployment-following a
feedback hypothesis, pficemz ve vSech VAR modelech je prevlddajicim typem kauzalita
confidence-leading. Indikatory duvéry tedy ptreduréuji vyvoj v trendu nezaméstnanosti. Déle
je dle vysledkli VAR modeld jednoznacné patrnd vyssi presnost piedpovedi pii pouziti vice
kli¢ovych slov, nebot’ je 1épe vykresleno chovani ¢lovéka hledajiciho praci. Clovék nehleda
praci pouze s pouzitim jednoho klicového slova, ale do vyhleddavace zadava vice variant a je
proto vhodné sestavovat ukazatel s vyuzitim vice kombinaci klicovych slov. Konkrétné bylo
Vv této studii pracovano s medidnovym vyjadienim Cetnosti vSech klicovych slov, dle kterého
byla konstruovana mira nezameéstnanosti. Pii vyuziti medidnu vSech klicovych slov se
kauzalita projevila mezi medidnovou mirou nezaméstnanosti a indikatorem daveéry
V primyslu, stavebnictvi, podnikové sféte, vybranych sluzbach a obchodu. Co se tyka sméru
kauzality, i1 v tomto piipadé je prevladajicim typem kauzalita confidence-leading, ktera se
projevila u indikatoru pro primysl, stavebnictvi, podnikatelskou sféru a vybrané sluzby. Pro
indikator obchodu se jednd o unemployment-following kauzalitu. O kvalitnéjSim poskytnuti
vysledku piedpovédi pii vyuziti vice kliCovych slov jsou v souladu s tvrzenim Nagao et al.
(2019), ktery doporucuje praci S vice slovy pravé z diivodu vysoké presnosti predpovedi. Pii
praci s medidnem nebyla prokazana kauzalita mezi nezaméstnanosti a spotiebitelskym
chovanim a souhrnnym ekonomickym indikdtorem. To, Ze nebyl mezi spotiebitelskym
chovdnim a mirou nezaméstnanosti odhalen zadny kauzélni vztah vyvraci zdvéry Zaiyanga
(2017), ktery vidi vyssi zavislost tam, kde je vyssi prvek spojitosti mezi spotiebitelem a
redlnou ekonomickou proménnou. Vztah specificky jedinecného chovani spotiebitele ma dle
néj jesté¢ vice umocnovat silu zavislosti mezi proménnymi. V této studii vSak neni tato
domnénka potvrzena, jelikoz mezi indikdtorem spottebitelského chovani a miry
nezameéstnanosti byla identifikovdna neutrdlni kauzalita. Vysledky této prace jsou tak
v souladu Niesertem et al. (2020), ktery rozporuje nazory Zaiyanga (2017). Eichenauer et al.
(2022) zminujici pouze obecnou vyznamnost konstrukce indexti ekonomického sentimentu
pii vyuziti Google dat je také naklonén vysledkiim této studie. Chadwick a Sengiil (2012)
hovoii o uzite€nosti vyhledavani pojmu, které odkazuji na webové portély, na nichZ je mozné
inzerovat pracovni nabidky. V tomto vyzkumu byly rovnéz pouzity dva webové portaly
jobs.cz a jenprace.cz. Navzdory vysledkiim ze studie Chadwicka a Sengiila (2012) nebyl
V této studii prokadzan vztah mezi klicovymi slovy, které specificky odkazuji na pracovni
portily a indikatory diivéry. Pro Ceskou republiku pravdépodobné nemaji tyto pracovni
portaly mezi uzivateli dostate¢né¢ vysokou frekvenci vyhleddvani. Pfi praci s vybranymi
indikatory a jednotlivymi klicovymi slovy byla mira nalezeni kauzality nizsi, nebot’ jak jiz
bylo feceno, spotiebitelské online vyhledavani s pomoci jednoho kli¢ového slova nema
dostatecnou silu pro projeveni statisticky vyznamného vztahu. Pfi zaméfeni na vysledky pro
index primyslu je mozné identifikovat kauzalitu u nezaméstnanosti s kliCovym slovem
kariéra, kdy se jednd o kauzalitu obousmérnou. Druhd kauzalita se vyskytuje u klicového
slova prace, kde se jedna o confidence-leading typ. Pro indikator diivéry ve stavebnictvi byly
nalezeny pouze dvé kauzality. Klicové slovo nabidka prace a Zivotopis jsou kauzalné
provazany s ¢asovou fadou nezaméstnanosti. Pro obé klicova slova byla nalezena kauzalita
confidence-leading. V pfipadé indikatoru daveéry v obchodu byla identifikovana kauzalita se
ttemi klicovymi slovy, konkrétné volna mista, kariéra a prace. Typ kauzality unemployment-
following je shodny pro volna mista a prace, na které miiZze byt nahliZeno jako na slova majici
synonymni charakter, proto je shodny 1 smér kauzality. Klicové slovo kariéra je
S nezaméstnanosti prostfednictvim confidence-leading kauzality. Dal$im indikator je zacilen
na vybrané sluzby, ktery je kauzéalné zavisly se slovy volnd mista, kariéra a prace. Volna
mista a kariéra jsou s nezaméstnanosti provazdny obousmérnou kauzalitou, pro klicové slovo
prace to je kauzalita confidence-leading. Indikator diveéry v oblasti podnikatelského prostiedi
je jeden znejvice kauzaln¢ propojenych, pokud hovofime o konstrukci VAR modelt
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zalozenych na casové fadé jednoho klicového slova. Volnd mista a kariéra jsou
S nezaméstnanosti provazdny obousmérnou kauzalni zévislosti. Dal§i kauzalita byla
identifikovana u slov pracovni nabidka a prace, kdy se jedna o confidence-leading kauzalitu.
Predposledni indikator spotiebitelského chovani nalezl jediny kauzalni vztah se slovem
kariéra a jedna se o obousmérnou zavislost. Poslednim indikatorem je souhrnny ekonomicky
indikator. Pro tento indikator byla nalezena kauzalita s klicovymi slovy volna mista a kariéra.
Confidence-leading kauzalita byla identifikovana pro kli¢ové slovo prace. Je mozné si
vSimnout, ze s jednotlivymi indikatory divéry nejvice interaguji kli¢ova slova kariéra a prace.
Tato skutecnost je pravdépodobné zplisobena tim, ze tato slova maji tak jedine¢nym charakter
pfi vyhledavani prace, Ze jsou schopna statistickou vyznamnost potvrdit. Zavérem je nutné
potvrdit existenci kauzalni zavislosti mezi mirou nezaméstnanosti, kdy zdrojem pro tento
ukazatel je Google Search a indikatory davéry. Sila kauzalniho vztahu je vSak ovlivnéna silou
provazanost miZe vytracet. Je proto dulezité pracovat s ukazatelem, ktery bude uvaZzovat
kombinaci vice klicovych slov. V této studii bylo pocitdno s medidnem, jelikoZ se jedna o
robustni charakteristiku Urovné, ktera oproti priméru neni ovlivnéna extrémy. Mira
provazanosti mezi proménnymi je v piipadé medidnu miry nezaméstnanosti pomérné silna,
nebot’ z celkovych sedmi indikatori diivéry byla kauzalita prokazéna v péti pripadech, kde
pfevazujicim typem je VAR model fadu 5. Indikatory divéry, mezi kterymi byla prokazana
kauzalita mohou byt vyuzity jako zékladna pro urceni vyvoje nezaméstnanosti ¢i prediktorem
pro budouci vyvoj na trhu prace. Na ukazatel je tak v tomto smyslu mozné nahlizet jako na
jakysi dalsi typ indikatoru davéry pro trh prace. Pfinosem této studie je zejména urceni sméru
kauzalnich zavislosti, coz je v minulych studiich postrddano. Pii dalSim zkoumani této
problematiky by bylo vhodné zvazit, zda by neposkytly kvalitngj$i vysledky s uzitim
VARMA modelll niz§iho tadu, jelikoz v této praci byly realizovany pouze VAR modely
vysSich rada.
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ECONOMIC FORECASTING USING ARTIFICIAL INTELLIGENCE

Addm Csdpai, Anna Kalafutovd

Abstract

In this paper we compare the prediction capabilities of various artificial intelligence methods.
It has been shown that with the help of these methods we can more accurately predict
economic variables when we have a large number of datapoints. We forecast interest rates,
inflation and wages in Slovakia. We use 37 times series for forecasting. We use a simple
linear regression model as a benchmark. Next, we forecast using selected ensemble machine
learning techniques. These techniques are bagging, random forests and boosting. We do short
term forecasts and compare the RMSE of the models. Our findings are in line with the
existing literature, based on which artificial intelligence methods can increase forecast
accuracy if a relatively large dataset is available.

Key words: prediction, artificial intelligence, Slovakia

1 INTRODUCTION

The basis for making economic and political decisions is data that helps us monitor
macroeconomic conditions. Methods for tracking economic conditions using big data have
evolved over time, and so econometric techniques have advanced in emulating, explaining,
and automating the best practices of forecasters in investment markets, central banks, and
other market monitoring tasks. Forecasting is mainly used to evaluate the state of the
economy, for example the development of GDP. Forecasting models are used, for example, to
monitor the state of the economy and the subsequent adoption of measures by the Central
Bank. In this paper we show different forecasting methods based on big data and compare
their performance to a simple linear regression model based on RMSE. In the second section
we present the models, the third section contains the results while the fourth section
concludes.

Many authors have written in detail about big data processing using predictive tools
(Friedman, et al., 2001; James et al., 2013). The use of big data creates problems in the field
of modelling, namely distortion of the results or the creation of false positive results. The
advantage of using big data is that they are not subject to subsequent revisions and provide the
earliest possible information about the state of the economy (Baldacci et al., 2016).

In this paper, we specifically focus on bagging, random forests and boosting techniques. By
using bagging, we average the values across models and improve the estimation performance.
Boosting produces an iterative estimator given a misclassified observation (Varian, 2014) and
provides a sketch of solutions that can correspond to the soft-thresholding estimator in linear
models (Kapetanios and Papailias, 2018). At the same time, it is consistent with a linear
model where variables can grow rapidly and the model gradually selects the best ones that
suit it (Kapatenios and Papailis, 2018). Boosting estimates parameters impartially, but with
the impossibility of using missing values (Holmes, Ward and Scheuerell, 2020). Random
forests produce out-of-sample matches, and there are many variations in their use. They, for
example, create simple summaries of the relationships in the data (Varian, 2014).

2 METHODOLOGY AND METHODS

In this chapter we introduce the applied methods, namely the linear regression as the
benchmark and regularized least squares and ensemble machine learning methods. The
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section is based on Maehashi and Shintani, who provide a comprehensive overview
(Maehashi and Shintani, 2020).

We evaluate model performance using the Root-mean-square error metric. It is a measure of
differences between predicted and observed values of the same dataset. It represents the
quadratic average of these differences. We write the RMSE as

YiLq (ri=%)?
N

RMSE = (1)

where i denotes variable i, N the number of data points, x; represents the actual observations
while x; stands for the estimated time series.
Our first model is a simple linear regression model, which we write as

Vi = Bo + BiXip + -+ Bpxip + & = X{B+e,i=1,..,n, (2)

we assume that the reader is aware of the properties of this model so we do not provide in
depth description in this paper and continue with describing more advanced methods.
Ensemble machine learning methods. Our methods employ decision (or regression) trees, as
one of our aims is to account for possible nonlinearities in the data. These trees detection
groups of similar observations by generating nodes step by step within the tree. Assume that
Ye+n 1S OUr target variable representing the selected macroeconomic time series we want to
forecast. Initially, each observation of y,., is sorted into nodes based on some predictor
variable X; = (xq, X5, ..., Xy). Selected nodes are assigned the value of the sample mean y; .,
conditional on a selected predictor. If there are nodes left with no assigned values, they are
divided by using the remaining predictors. The process end when we assign values to all the
nodes.

Based on this we can write a regression tree with M terminal nodes as

Yt+n = Z%=1 emllxiehm] + Eivnyy (3)

wherel,.cp,,) represents the indicator function, R, is a portion of the space of X, and 6,,
gives us the sample mean of y,, conditional on X; € R,,. The aim of the estimation is to
select the tree structure which minimizes Y7_,&?,. To find this tree we select sorting
variables from X, and pick splitting values at each node. We use the algorithm which selects
the optimal values for sorting and splitting, respectively (Breiman et al., 1984)

Regression trees do well if nonlinearity and variable interactions are present, but their out-of-
sample forecast performance is generally suboptimal, because they are sensitive to changes in
the data. To solve this problem, we not use regression trees themselves but they serve as the
basis of our ensemble machine learning methods, namely bagging, boosting and random
forests.

Bagging. Bagging stands for the bootstrap aggregating procedure. The capability of the
method to improve forecast accuracy has been empirically shown (Breiman, 1996). Bagging
also reduces forecast errors for i.i.d. data (Biihlmann and Yu, 2002). The same has been
shown for time series data as well (Inoue and Kilian, 2008).

In bagging, we generate bootstrap samples of X, = (x;, x5, ..., xx)" and y,,, B times and then
a regression tree computes the forecast y}fﬁl for each bootstrap sample Xt(b ) and yt(f%. In the
last step we average the forecasts of each boostrap sample B~1Y5_, yt(ffl, which diminishes
the overfitting and large volatility problem of individual forecasts. In our application below,

we set the number of bootstrap samples at B = 10.
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Random forests. Random forests are a derivative of bagging (Breiman, 2001). Bagging
forecasts are stable only if regression trees of different bootstrap samples are not highly
correlated. If they are, averaging might not be sufficient to reduce forecast variance, since
individual regression trees in bootstrap samples are similar.

A dropout procedure has been proposed for decorrelating regression trees of individual

samples (Hastie et al., 2009). More precisely, the set of predictors X; = (x16,X21, ...,xNi)' is

reduced by randomly drawing subsets X; = (x;;, x3, ..., xz:)" Where k < N. For each X;

bagging is employed as a forecast method as B-lzgzlyff; where yff;l Is computed using a

bootstrap sample X:(b) and y}f},. This procedure is repeated for multiple subsets and the
forecast average is calculated for each. The correlation is reduced because subsampling results
in differently structured regression trees, which should lead to stable forecast. In this paper
the subset of predictor variables is setat k = N/2.

Boosting. Boosting was introduced boosting as an alternative solution to the overfitting
problem (Schapire, 1990).

Assume that z%=19m1[XtERm| gives us a simple regression tree with initial value of f,(X;) =
NYmOmlix.er, - 1 € (0,1) represents the learning rate set at n = 0.1. In boosting the depth
of regression trees should be shallow, which implies that each base learner f;(X,), for
s=0,1,..5, is a weak learner. In the actual stage the algorithm employs information of
forecast errors from previous trees and searches for a new algorithm with L, loss function
based on this information. This produces model updates at s-th stage using

fi(X) = fo1 (X)) + 0 20y Osmlixeeron)s (4)

where Z%i1esm1[XtER5m] is estimated for the residual from (s — 1)-th stage, yiin —
fs—1(X:). The model is updated until s reaches a set limit on boosting stages.

3 DATA

The dataset consists of 37 Slovakian macroeconomic time series from and spans the period
from November 2008 to December 2019, meaning that N = 37,T = 137, N X T = 50609. -
The target variables are the interest rate, inflation and wage rate. We do short term one-
period-ahead forecasts as a preliminary analysis.

Firstly, we clean the data of all NA values and then split it to two subsamples, which we use
for the predictions. The first subsample consists of 70% of all observations of all the
predictors and serves as the training data set. The second subsample consist of 30% of all the
observations and serves as the testing data set. After we split the data in half, we start
estimating the aforementioned models.

4 RESULTS

In this section we present our results. To save space, we only present one figure instead of
three figures for each individual forecasted variable. We begin our analysis with estimating
a simple linear regression model, which serves as our benchmark.

Figure 1 compares the actual and predicted values of the linear regression model. According
to Figure 1 the prediction of the simple linear regression model is fairly accurate. As the
measurement of accuracy we use the Root Mean Squared Error (RMSE), as stated in the
methodology section. The RMSE of this model is 0.04494223 for interest rates, 0.04444563
for inflation and 0.03226302 for wages. All of these values can be considered fairly low.
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Fig. 1: Forecast vs Reality: Linear model

Forecast vs Reality: Linear model
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Our next model is just a single regression tree, which is inappropriate on its own, but can
showcase if and how much improvement bagging, random forests and boosting provides
compared to it. The RMSE of the single tree model is 0.05345150 for the interest rate,
0.04017693 for inflation and 0.06363820 for the wage.

We employ bagging, described above, as the first ensemble machine learning method. We use
13 bootstrap samples and 500 trees for each forecasted variable, which allows us to
accomodate the relatively large dataset. Figure 2 gives us the prediction results. We see that
Figure 2 is almost identical to Figure 1 and we cannot really make any distinction based only
on these graphs. To better encapsulate the model performance, we calculate the RMSE for
each variable. The interest rate has an RMSE of 0.02687112, inflation 0.02437744 and wage
0.02547582. The improvement is smaller in the case of wage, but bagging is almost two times
more accurate in the case of the interest rate and inflation. In addition, we see that the model
benefitted from setting the number of trees higher instead of just one, which is illustrated on
Figure 3. The increasing number of trees results in an exponential decrease in RMSE.

Fig. 2: Forecast vs Reality: Bagged model

Forecast vs Reality: Bagged model

Real values
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Source: author’s estimation

Our next method of choice is the random forest. We are interested in confirming whether all
ensemble machine learning methods overperform or it is just bagging. The description of
random forests is provided in chapter 2. The number of variables randomly sampled as
candidates at each fit is 4, while the number of trees remains the same. The figure comparing
predicted and actual values is very similar to the above figures so we leave it out to save
space. The RMSE of the interest rate is 0.03074335, of inflation is 0.02752882 and it is
0.02765973 for wage. The last of this class of methods left is boosting.
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Fig. 3: Bagged Trees: Error vs Number of Trees

Bagged Trees: Error vs Number of Trees
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Fig. 4: Relative influence of all variables
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Source: author’s estimation

Based on the method’s description we set the number of trees higher to 5000. On Figure 4 we
see none of the predictors had zero influence on the outcome. In the case of inflation, for
example, most of the predictors, however, had quite small influence, while others, such as
interest rates had higher than average. The RMSE of this boosted model for the interest rate
0.03494127, for inflation is 0.02157115 and for the wage is 0.02689550. Table 1 provides a
concise overview of all the results and it is clear that all of the machine learning methods
outperform the benchmark model for all of the variables.

Table 1: RMSE of ensemble machine learning methods

Model/RMSE Interest rate Inflation Wage
Linear Model 0.04494223 0.04444563 0.03226302
Single Tree 0.05345150 0.04017693 0.06363820
Bagging 0.02687112 0.02437744 0.02547582
Random Forest 0.03074335 0.02752882 0.02765973
Boosting 0.03494127 0.02157115 0.02689550

Source: author’s estimation

5 CONCLUSION

In this paper we do short term predictions of the interest rate, inflation and wage in Slovakia
using a relatively large dataset. To fully utilize big data, we employ machine learning
methods capable of dealing with this kind of dataset. These methods are expected to be more
accurate than our general benchmark model. Our preliminary results are appealing. Ensemble
machine learning methods are almost two times more accurate than our benchmark if
measured by RMSE in a short horizon. This suggests the presence of nonlinearities and
variable interactions in the data. Moving on we plan to enlarge the dataset, apply the methods
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to industrial production and test the model performance on multiple forecast horizons for all
of the Visegrad Four countries.
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PREDICTION-BASED INVESTMENT STRATEGIES IN EUROPEAN
BOND MARKETS

Matus Padysak

Abstract

Daily returns of the European corporate bond market are predicted using a penalized Lasso
regression or Random forests. Predictions are utilized in investment strategies that allocate
resources into risky position: interest-rate hedged corporate bonds or unhedged corporate
bonds and risk-free position proxied by the Euro-Bobl futures that track the German
government bonds. The strategies are more profitable with a lower risk than their passive
alternatives, which only invest in corporate bonds (hedged or unhedged), but the daily
rebalancing can be costly. Therefore, we examine the break-even transaction costs and
suggest two approaches to lower the overall costs. Overall, even with costs, active strategies
based on prediction can achieve higher returns with a lower risk.

Keywords: corporate bonds, credit spread, machine learning, asset allocation, investing
strategy

1 INTRODUCTION

Prices of both government and corporate bonds are determined by corresponding cash flows
and time to maturity, but both reflect the probability of default. On average, corporate bonds
have a higher probability of default than government bonds that are often regarded as risk-free
investments (at least for the most developed economies in the world, such as Germany or the
US). Naturally, investors require a higher return for bearing the risk of investing in corporate
bonds, and the difference is usually considered to be the spread between safer government
bonds and their riskier peers. In other words, the yield of every bond could be decomposed
into the risk-free part (government yield) and credit spread (CS) as compensation for a higher
risk.

Although the returns of corporate bonds are expected to be higher, bond prices are constantly
changing based on the demand and supply in financial markets. For example, high demand for
safe assets or risk-aversion in the markets can easily cause a sharp increase in government
bond prices and a sharp fall in riskier corporate bonds simultaneously. On the other hand, the
risk-on appetite can push the riskier bonds up. Therefore, mark-to-market bond prices
constantly fluctuate based on the market's situation, and selling the bond before maturity can
cause significant gains or losses.

The credit spread fluctuations and stressed periods open the question of whether it is possible
to make predictions and a rule-based decision if investing in corporate or government bonds is
preferable. Despite the ever-developing topic, the problem of risky or risk-free asset
allocation is well documented in the literature. Still, the researchers are most interested in the
equity market as a risky investment or the asset class allocation problem. A novel trend is to
incorporate as much information as possible using machine learning methods that, compared
to simple linear regression, have several benefits, such as variable selection, robustness,
overfit, or the ability to describe non-linear patterns. The algorithms include Random Forests
(Benhamou et al., 2020), neural networks (Babiak and Barunik, 2021), or several methods at
the same time, such as Wolff and Echterling (2020) who compared the PCA and regularized
regressions: Ridge, Lasso, and Elastic net, Random Forests, Boosting, DNN and LSTM
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neural networks for a prediction which 50 stocks will outperform S&P 500 or STOXX Europe
600 indexes.

Although ML techniques are increasingly adopted to predict risky assets, the bond market is
marginal. We aim to fill the gap in the literature by studying to which extent the European
bond market can be predicted. Our research is closely related to Amenc et al. (2003), who
studied the US bond market and predicted the monthly return using linear regression with pre-
chosen economically meaningful variables, according to the authors.

The European corporate bond market is proxied by the widely followed Bloomberg Euro
Corporate Bond Index that is easily investable through ETFs. The government bonds are
proxied by Euro-Bobl futures based on a basket of medium-term (4.5-5.5 years) debt issued
by the German government. The choice of the investment universe ensures that both assets
are investable and liquid with efficient trading costs. Furthermore, the usage of futures allows
taking a short position in treasury bonds, thus a possibility to hedge the interest rate. The
hedged position offers a way to harvest the credit spread with a lower duration risk.

Regarding predictors, we study a large set of fundamental and technical variables and let the
statistical methods select the variables. The motivation is to utilize interpretable ML
techniques and perform a thorough explanatory analysis of variable importance. Additionally,
there is potential to obtain a better prediction by unbiasedly choosing numerous variables
suggested in the literature (even among other asset classes).

We examine the possibility of predicting the daily return of either the corporate bond index or
the interest-rate hedged corporate bond index (credit spread). Predictions are based on
fundamental and technical data such as implied volatilities, yield curve properties, moving
averages, and several statistical attributes of the market without a look-ahead bias. The
methods include Lasso regression and Random forests since both methods provide insight
into the importance of the variables used for predictions. Subsequently, both approaches are
utilized in an investment strategy that allocates into riskier (un)hedged corporate bonds or
safer government bonds, considering the predicted return. A thorough analysis of transaction
costs further examines the practical feasibility. Several approaches are offered, such as
rebalancing if the predicted return is higher than anticipated costs or less frequent weekly
rebalancing.

2 DATA

The corporate bond market is proxied by the Bloomberg Euro Corporate Bond Index with an
average maturity of approximately five years. The index is easily investable in the market,
e.g., by buying iShares Core € Corp Bond UCITS ETF. The government bond universe is
tracked by the Euro-Bobl futures, which have a basket of medium-term 4.5-5.5 years bonds
issued by the German government as the underlying asset. The data spans from 6.4.2009 to
25.1.2021. The interest rate hedged corporate bonds are proxied by a long position in the
corporate index and an equal short position in the futures. Therefore, the hedged investment is
equivalent to the long position in credit spread that is defined as the difference between daily
realized return of corporate bonds and German government bonds:

creditspread; s = Teorp,jit — Trutures,jt-

1)

The variables used for predictions include implied volatility indexes VDAX (DAX index) and
VIX (S&P 500 index), commonly referred to as the fear index calculated from options.
Although VIXis linked to the US stock market, it can be an excellent global proxy in the era
of globalization, while the VDAX is linked to the German stock market with a premier
position in the Eurozone. Although volatility indexes are indicators of the investor’s
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expectations regarding the volatility of main equity indexes, corporate bonds and equities are
linked since both represent claims to assets of the firm (Merton, 1974). As another uncertainty
measure, we employ the Merrill Lynch Option Volatility Estimate (MOVE) index, which is
related to the implied volatility of US treasuries with a maturity of 2, 5, 10, and 30 years.
Unfortunately, the comparable European index is not timely published, but the methodology
was presented and constructed for past data (Baran and Voftisek, 2020). For volatility indexes,
we evaluate the absolute values and daily changes (from t to t-1). For the VIX and VDAX, we
also evaluate the intensity of change defined as the daily change scaled by the value of the
index at day t. The data include open prices at day t to predict price change at day t+1 (from
market close at t to market close at t+1) to avoid look-ahead bias.

Secondly, we include information from the foreign exchange market - the EUR/USD spot
rate, as the dollar is the world's reserve currency and is considered a safe haven. Euro is also
regarded as the safe haven, and the hedging properties of EUR or USD also depend on the
investor's country. USD is a better hedge for Asia and Latin America, while Euro is a better
hedge for emerging European countries (Beck and Rabhari, 2008). The variables include the
change over the previous 1, 5, 10, and 20 days and the last known spot rate for the model is
from the previous day's open.

One of the key concepts in quantitative investing is the trend following or momentum, e.g., in
asset class picking (Faber, 2013), S&P 500 investing (Beaudan and He, 2019), or corporate
bonds predictions (Kaufmann et al., 2021) and Guo et al. (2021). Therefore, we include the
past credit spread moving averages of 5, 10, 15, and 20 days with a two-day lag as the data is
sampled at the market's close.

The variables also include the three months EURIBOR as short-term rates are one of the key
policy instruments of central banks (Diebold et al., 2005) and proxy for expected inflation
(Fama, 1975). The short rates are expected to influence the long-term rates since the bond
yield consists of the actual rate, expected rate, and term premium (Brooks, 2021).
Furthermore, the three-month risk-free rate changes affect credit spreads (Astrid Van
Landschoot, 2004). While the short rate is often the starting point of a yield curve, other
components such as level (three-month rate) and slope (the difference between the 10-year
yield and 3-months rate) were also found to be significant (Astrid Van Landschoot, 2004).
More traditionally, the yield curve level is defined as the yield of the longer maturity 10-year
bond and the slope as the difference between the 10-year yield and 3-months rate (Diebold
and Li, 2006). Therefore, the variables include the level and slope of the German yield curve
based on the previous day's open prices and the daily changes of both level and slope.

Lastly, we include several statistical characteristics such as standard deviation (volatility) and
skewness. Credit spread volatility is an indicator of return dispersion. It can signal a higher
expected return according to a classical economic theory where an investor should be
compensated for increased risk (Sharpe, 1964). On the other hand, cross-sectionally, low-
volatility assets outperform high-volatility assets (Blitz and Vliet, 2007). The predictors
include the volatility of credit spread based on the past 10, 15, and 20 days with a lag of two
days to avoid the look-ahead bias. We also estimate the volatility of indexes VIX and VDAX
since the past realized volatility of volatility expectations (implied volatility) can indicate
periods with a high dispersion of market expectations. The volatility is estimated on the past
10, 15, and 20 days based on open prices. From the statistical characteristics, we also employ
the realized skewness since it was found to be a reliable predictor across several asset classes
such as individual stocks (Amaya et al., 2015), equity indexes (Zaremba and Nowak, 2015) or
commodities (Fernandez-Perez et al., 2018). According to the theory, assets with large
skewness have fat tails and a small probability of high returns, which investors behaviorally
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perceive as attractive. Subsequently, these assets are overpriced with low expected returns.
The skewness is estimated for corporate bonds, government bonds, and credit spread
individually, based on the past 20 days with a two-day lag.

Empirically, the fluctuations can be observed by plotting the moving average of the return
difference between corporate and government bonds, where the returns are directly computed
from bond prices. We expect that in crises, the riskier bonds will underperform their safer
government alternative as the result of higher demand for safe-haven assets and risk-off
sentiment. Therefore, in Figure 1, we plot the moving average with highlighted crisis periods
defined as periods of heightened implied volatility in the European bond market (Baran and
Voftisek, 2020) and the corona crisis. The periods include default fears, several key ECB
announcements, Brexit, and other political crises. For a fundamental reasoning behind these
crises, we refer to Baran and Vorisek.
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Figure 1: Credit spread development. The sample period spans from 19.5.2009 to 21.10.2021.
Crises are highlighted.

On the one hand, the credit spread is positive, and corporate bond investors are compensated
for their higher risk in the long run. On the other hand, there are several periods where
corporate bonds significantly underperform, and many coincide with crises. Moreover,
periods of credit spread underperformance occur when the interest-rate hedged corporate bond
position suffers. Notably, the periods with risk-off sentiment where corporate bonds decline
with an immense interest in safe havens create a scenario where credit-spread harvesting is
mainly unprofitable. The reason is that hedging is getting more expensive and is not
compensated by higher corporate bond returns.

3 PREDICTIONS AND APPLICATION

3.1 Prediction

Based on both fundamental and technical variables outlined in the previous section, we aim to
predict the next day's credit spread or corporate bond return. The problem can be defined as
follows:

7’?.:1 = f(H,X)

(2)

The function f and parameters are model-dependent, and x are explanatory variables that are
known at time t or sooner. Each explanatory variable is rescaled by min-max normalization.
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Regarding the methods used, we utilize the Lasso regularized regression, which can shrink
coefficients, has a variable selection property and should be more robust. Regression is
estimated in R using the package "glmnet,” and the optimal lambda parameter of the Lasso is
found by cross-validation (Friedman et al., 2010). Random forests are used as a second
method for comparison since this method is non-linear and alleviate the problems with single
trees that tend to be overfitted. Random forest trains several trees where each tree can have a
distinct training dataset, and the result is aggregated across the trees. For Random forests
hyperparameters we set the number of trees to 500 and explore several variants of variables
randomly sampled as candidates at each split: 12, 18, and 24. Trees are trained in R using the
"randomForest” package (Liaw and Wiener, 2002).

The training dataset is expanding, i.e., we first train the model based on the first 200 days of
the sample, and the following 20 days are used for the out-of-sample test. Then we add these
20 days to the training set, train the models based on 220 days, and leave the subsequent 20
days for the out-of-sample test. We iteratively continue until the end of the sample.

From a statistical perspective, we evaluate the mean squared error, accuracy, and weighted
accuracy. Let n be the number of predictions, ¥; the predicted return, and y; the real market
return. We define the accuracy based on the correct sign of prediction so that the prediction is
accurate when credit spread (corporate bonds return) is positive (negative) if the realized
return is positive (negative):

1
Acc = 2 X1 Lsign(p)=sign(rp)-
® . _ _ _
The weighted accuracy is weighted by the magnitude of the return since, from the economic
point of view, it is more vital to predict larger returns (losses) correctly:
1
Accweighted = i ?:1 lsign(f/i)zsign(yi) x |yil.

(4)
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Figure 2: Most essential predictors for corporate bonds (CB) and credit spread (CS).

The methods can also reveal which variables are most important for the predictions. Hence,
we can examine which variables mostly affect the expected performance of either corporate
bonds or credit spreads. Since all variables are standardized, for Lasso regression, the
importance of the variable is defined as the average coefficient from the regression over all
training sets divided by the sum of the absolute values of all coefficients. Such a definition
informs us not only about the magnitude of influence in the prediction (absolute value of
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importance measure) but also if the predictor's value is negative or positive, e.g., if the
importance is negative (positive). It means that the higher values predict a smaller (higher)
subsequent performance. We only plot results for Lasso regression, but the results for
Random forests can be obtained using the "randomForest” package (Liaw and Wiener, 2002)
in R and are qualitatively comparable.

According to Figure 2, the essential variable for the prediction of both corporate bonds and
credit spread is the daily change of VDAX, which affect the subsequent returns negatively,
whereas the absolute value of the index or the intensity has only a minor prediction ability.
Another critical variable is the MOVE index's daily change (difference), but it is more
significant for corporate bonds than credit spread. The importance is reversed for the
difference in the yield curve level, which is a major variable for credit spread but has a lesser
importance for corporate bonds. Since the credit spread has an embedded short position in
government bonds, it is in line with economic intuition that the yield curve-related variable is
an important predictor. For both types of prediction, the past spreads also significantly
influence the expected performance, and the model indicates a return continuation
(momentum) since the sign is positive. Although the importance of other variables is minor,
their cumulative contribution is not negligible.

As shown in Table 1, the statistical accuracy is comparable across both methods for credit
spread and corporate bond predictions. Furthermore, the accuracy is more significant than
50%, an essential benchmark since the performance is better than the random decision of
whether the market would go up or down. The promising statistical accuracy of the
predictions, and the fact that the weighted accuracy is, in fact, higher than the naive one, raise
a question if it is possible to employ the aforementioned predictions in financial practice.

Panel A: Credit spread

Lasso RF(500,12) RF(500,18) RF(500,24)
Acc 0,595 0,584 0,585 0,579
ACCyeighted 0,62 0,602 0,615 0,605
MSE 1,511x 10°® 1,849x10° 1,908x10° 1,872x10°
Panel B: Corporate bonds

Lasso RF(500,12) RF(500,18) RF(500,24)
Acc 0,587 0,576 0,582 0,58
ACCyeighted 0,638 0,632 0,634 0,637
MSE 2,442x10° 2,796x10° 2,859x10° 2,83x10°

Table 1: Statistical accuracy of predictions.

3.2 Market timing strategies

Based on the accuracy of the predictions, we propose a straightforward trading rule: if the
predicted return of corporate bonds (credit-spread) is positive, invest in corporate bonds
(credit-spread), and if the predicted return is negative, invest in government bonds. The
proposed market-timing strategy aims to allocate risky assets (corporate bonds, either hedged
or not) or safe assets proxied by government bonds. However, such a trading rule needs more
practical feasibility since the strategy can rebalance itself daily, which could cause substantial
trading costs. Still, the majority of research is mainly focused on the theoretical world —
without any transaction costs or the need to employ some lag in the decision process.
Nevertheless, some literature considers the feasibility and transaction costs, e.g., break-even
costs when the strategy is still profitable and sufficient lag in the data (Blitz et al., 2022).
Therefore, we study the break-even transaction costs when the strategy is still profitable
compared to the alternatives — passively hedged corporate bonds or corporate bonds. Next, we
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suggest two approaches to lower the overall transaction costs. In all scenarios, we examine
five levels of transaction costs from 1 basis point to 5 basis points (bp). For the first approach,
the strategies can be rebalanced less frequently, e.g., every five trading days (weekly).
Secondly, we suggest a tactical approach where the strategies are rebalanced only if the
predicted return is higher than the expected transaction costs. Therefore, the strategy switches
if the predicted return is 3bp and the costs are assumed to be 2bp. However, if the predicted
return is -1bp and the costs are assumed to be 2bp, the strategy does not rebalance.

For credit spread predictions, the market timing strategy becomes unprofitable if the
transaction costs are 5bp and is less profitable than passively interest-rate hedged corporate
bonds if costs are 4bp. On the other hand, if costs are 3bp or lower, the prediction-based
strategy is more profitable even without any approach to mitigate the effect of costs. Based on
Figure 3, both approaches that aim to lower overall transaction costs can do so successfully,
but the tactical approach relates to a lower risk than less frequent rebalancing. The effect of
transaction costs for corporate bond strategies is similar. According to Figure 4, all tactical
approaches are better than their passive alternative, which also holds for the majority of less
frequently rebalanced strategies. Moreover, the predicted strategies are significantly less risky
than a passive investment in corporate bonds.

The attractive property of prediction-based strategies is their ability to decrease risk, which is
the result of successfully switching between riskier and safer investments. For example, for
credit spread timing strategies, the risk measured by volatility is similar to the passive credit
spread investing, but the maximal drawdown is much lower (Figure 3). The lower risk is even
more evident among corporate bonds, where both volatility and maximal drawdown are lower
(Figure 4). For both investment universes, the lower drawdowns and more stable returns can
be observed by inspecting Figure 5, which shows the simulated performance of investment
portfolios based on the market timing strategies.
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Figure 3: Return, volatility, and maximal drawdown of credit spread strategies based on Lasso
predictions. CORP stands for corporate bonds, CS stands for credit spread, government bonds
are denoted as GOV, theoretical strategy without transaction costs as NOTC, strategies with a
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tactical approach to rebalancing as TACT, and strategies with weekly rebalancing as 5D.
Returns and volatilities are annualized in percentage points. Maximal drawdown is denoted as
a positive number in percentage points. Results for random forests are available but
unpublished and qualitatively comparable.
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Figure 4: Return, volatility, and maximal drawdown of corporate bond strategies based on
random forests (500,12) predictions. CORP stands for corporate bonds, CS stands for credit
spread, government bonds are denoted as GOV, theoretical strategy without transaction costs
as NOTC, strategies with a tactical approach to rebalancing as TACT, and strategies with
weekly rebalancing as 5D. Returns and volatilities are annualized in percentage points.
Maximal drawdown is denoted as a positive number in percentage points. Results for Lasso
are available but unpublished and qualitatively comparable.
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Figure 5: Performance development of selected prediction-based market-timing strategies.
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4 CONCLUSION

On average, corporate bond returns are higher than government bonds. However, the
outperformance does not remain constant. There are periods when corporate bonds are less
profitable than government ones, coinciding with periods when credit-spread investing has
been unprofitable. We have shown that both the corporate bond market and credit spread
(interest-rate hedged corporate bonds) have been predictable to the extent that it has been
possible to include the predictions in asset allocation decisions. We have obtained accurate
predictions of the next day's return using either Lasso regression or random forests based on
several fundamental and technical variables without look-ahead bias. The choice of the
methods has allowed us to examine the most critical variables, which include the daily change
in the DAX implied volatility, change in the level of the yield curve, changes in the implied
volatility of the US bond market, and moving averages of past credit spreads.

The predictions could have been used in practice by constructing trading strategies that have
invested in risky (credit spread or corporate bonds) and safe assets (government bonds) based
on the predicted return. Furthermore, we have evaluated the effect of transaction costs and
suggested two approaches to minimize the costs: less frequent rebalancing and a tactical
approach where the strategies have only rebalanced if the predicted return has been greater
than the anticipated costs. Firstly, we have identified the level of transaction costs that has
eroded the performance to the extent of making it less profitable than a passive investment in
corporate bonds or credit spreads. Secondly, we have shown that the less-frequent rebalancing
and the tactical approach have significantly lowered transaction costs and maximized the
strategy's returns. Overall, the tactical approach has been superior since, for both credit-spread
and corporate bond strategies, even the 5bp costs would not have made the strategy less
profitable than passive investment into credit-spread or corporate bonds.
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PRIEREZ VYVOJOM TEORIE EXTERNALIT

CROSS-SECTION OF THE DEVELOPMENT OF THE THEORY OF
EXTERNALITIES

Michal Rimes

Abstrakt

Externality su vysledkom zlyhania trhu. Tento prispevok chce prispiet’ k poznaniu teorii
externalit z pohl'adu vyznamnych autorov, priCom chce poukazat' na to, z akych moznych
pohladov je mozné externality vnimat a ze v podstate nie vzdy musia byt externality
nezelanym javom. Napriek tomu prispevok poukdze aj na mozné rieSenia tychto
ekonomickych javov prostrednictvom myslienkovych prudov autorov, ktori zasadne
ovplyvnili vyvoj teorii o tejto problematike. Vysledkom je uceleny prehl'ad o zakladnych
teoriach externalit a moznosti ich rieSenia.

KPucové slova: externalita, riesenie, pohlad, vyvoj

Abstract

Externalities are the result of market failure. This paper aims to contribute to the knowledge
of the theories of externalities from the point of view of eminent authors, pointing out from
what possible perspectives externalities can be perceived and that, in principle, externalities
do not always have to be an undesirable phenomenon. Nevertheless, the paper will also point
out possible solutions to these economic phenomena through the currents of thought of the
authors, who fundamentally influenced the development of theories about this issue. The
result is a comprehensive overview of the basic theories of externalities and the possibilities
of solving them.

Key words: externality, solution, view, development

1 UHLY POHIZADOV NA PROBLEMATIKU EXTERNALIT
Externalita je ndklad alebo vynos z hospodarskej ¢innosti, ktory vznika prostrednictvom
tretich subjektov. Externality sa neodrazaji v kone¢nych nakladoch alebo vynosoch tovarov
a sluzieb a st vnimané ako vazny problém, ktory sposobuje, Ze trhy su neefektivne, o vedie
k ich zlyhaniu. (Sandler, 1996)
Hlavnou pri¢inou externalit st zle definované vlastnicke prava. Nejednoznacné vlastnictvo
urcitych statkov moze vytvorit’ situdciu, Ze niektori vyrobcovia zacnll na trhu spotrebovat’
alebo vyrabat’ viac, zatial' Co Cast’ ndkladov alebo vynosov obdrzi tretia, nezainteresovana
strana. Environmentalne polozky zahfniajic vzduch, vodu avolne Zijuce Zivocichy su
najbeznejsie statky s nedostato¢ne definovanymi vlastnickymi pravami.
Vo vSeobecnosti externality rozdel'ujeme na negativne a pozitivne externality. Negativne
externality predstavuju situaciu, ked’ ¢innost’ jedného subjektu je spojena s nakladom iného
subjektu, pricom tieto ndklady nie si kompenzované. Hovorime o nich vtedy, ked aktivita
generujuca externalitu znizuje vyrobu alebo uzito¢nost’ subjektu, ktory je nou ovplyvneny, t.j
ide o aktivity, kedy spolocenské naklady na vyrobni ¢i spotrebnu Cinnost' su vyssie ako
sukromné naklady. Ako priklady mézeme uviest:

e znecistenie ovzdus$ia — tovaren spal'uje fosilne paliva na vyrobu tovaru, pricom l'udia

zijuci v blizkom okoli a pracovnici tovarne trpia zhorSenou kvalitou ovzdusia,
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e znecistenie vody — tanker vylieva ropu, zabija morské zivo¢ichy a ovplyviiuje I'udi
zijucich v pobreznych oblastiach,

e znecistenie hlukom — l'udia Zijaci v blizkosti vel'kého letiska trpia vysokou troviiou
hluku,

e pasivne faj¢enie — ma za nasledok nie len negativne ovplyvnit’ zdravie fajciara, ale aj
na zdravie inych l'udi,

e dopravné zapchy — ¢im viac bude na cestach aut, tym CastejsSie a hustejSie dopravné
zapchy budt, ¢o nema ako z Casového tak aj environmentalneho hl'adiska priaznivy
efekt.

Pozitivne alebo kladné externality predstavuja situaciu, ked c¢innost' jedného subjektu
priaznivo pdsobi na ¢innost’ in¢ho subjektu, ktory za tento efekt neplati. Su oznacované aj ako
vonkajSie uspory, respektive prospesné externality, ktoré zvySuji vyrobu alebo uzito¢nost
subjektu, ktory je externalitou ovplyvneny a to bez vlastného pri¢inenia. Je to pripad, ked
spolo¢enské vynosy z nejakej ¢innosti su vyssie ako sukromné vynosy. Priklady na pozitivne
externality st napriklad:

e individualne vzdelanie — zvySena urovenn vzdelania jednotlivca moéze tiez zvysit
ekonomicku produktivitu a znizit’ mieru nezamestnanosti,

e ocCkovanie — prospieva nielen ockovanej osobe, ale aj ostatnym 'udom v komunite,
pretoze pravdepodobnost’ nakazenia sa znizZuje.

Okrem negativnych a pozitivnych externalit pozname aj reciprocné externality, ktoré vznikaju
vtedy, ked aktivity generujuce externality prinaSaji vzdjomny prospech zucastnenym
subjektom, Cize aj tomu kto je externalitou ovplyvneny a aj tomu, kto ju vytvara. Efekt pri
reciprocnych externalitich moZe byt aj opacny. Prikladom je napriklad vzt'ah medzi v€elarom
a pestovatelom. Z hl'adiska zdrojov d’alej rozliSujeme produkéné a spotrebné externality;
podla rozsahu pdsobnosti pozname adresné a globalne externality; z hladiska zmien
v urovniach aktivit existuju aj hrani¢né a infahrani¢né externality.

Kvéli nepriaznivému vplyvu negativnych aj pozitivnych externalit na efektivnost’ trhu sa
ekondmovia a tvorcovia politik snazia tento problém riesit’, Internalizacia externalit je proces
prijimania politik, ktoré by obmedzili vplyv externalit na nezainteresované strany. Vo
vSeobecnosti sa dosahuje prostrednictvom vladnych zasahov. (Coase 1960). Moznymi
rieSeniami vplyvu externalit by mohli byt

e vymedzenie vlastnickych prdv — ich presné vymedzenie moze ovplyvnit vplyv
ekonomickych aktivit na neprepojené osoby, avSak nejedna sa vzdy o realizovatel'nt
moznost’, pretoze vlastnictvo konkrétnych veci, ako je vzduch alebo voda, nie je
mozné jednoznacne priradit’ konkrétnej osobe,

e dane — vlada méze uvalit’ dane na tovary alebo sluzby, ktoré vytvaraji externality,
pricom dane by odradzali od ¢innosti, kde nesu naklady nezainteresované strany,

e dotacie — vlada moZe tieZ poskytnit’ dotdcie na stimuldciu urcitych ¢innosti, pricom
dotacie su bezne pouzivané na zvySenie spotreby tovarov s pozitivnymi externistami.

Stewart popisuje externality z hl'adiska ich dopadu na spolo¢nost’, pricom ich ¢leni na zaklade
vyznamnosti velkosti celku, na ktory externalita posobi. To je dokazom toho, Zze jednotna
definicia Clenenia externalit neexistuje a méZzeme sa na ne pozerat zréznych pohladov.
Avsak plati, Ze dopad externalit m& vzdy dopad na sekundarneho ucastnika trhu, na ktorého
pOsobi.
Stewart charakterizuje externality nasledovne:
e jeden na jedného - externality jednej osoby vyznamne ovplyviiuji jednu d’alSiu osobu
alebo niekol’ko d’alsich osob,
e jeden - viac individualne - externality spdsobené jednou osobou vyznamne ovplyviiujua
kazdt z mnohych d’alSich osob,
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e jeden - viac kolektivne - externality sposobené jednou osobou vyznamne ovplyviiuju
mnoho d’al$ich 0sob, pricom vplyvy sa znasobujt,
e viac individudlne - viac individudlne - externality, ktoré sa vyskytuji u mnohych osob,
maju individudlny vyznamny vplyv na ¢innost’ mnohych osob,
e viac kolektivne - viac individudlne - externality mnohych osdb maju spolocensky
vyznamny vplyv na mnohé osoby jednotlivo,
e viac kolektivne - viac kolektivne - externality mnohych 0sob s¢itanych dohromady
maji vyznamny vplyv na mnoho d’al§ich os6b kumulativne.
Pigou tvrdi, ze podstatou veci je, ze jedna osoba v priebehu poskytovania nejakej sluzby, za
ktoru sa plati, druhej osobe, stcasne tiez poskytuje sluzby alebo zl¢ sluzby inym osobam.
Marshall-Pigou formulacia v podstate vidi externality ako priklad zlyhania trhu. Trhové sily
podla nich poveda k nedostatocnému vystupu Vv odvetviach, ktoré sa teSia z externalit, a
sposobi nadmerné rozsirenie odvetvi s rasticimi krivkami ponuky. Preto je Marshall-Pigou
pristup o zostladeni rozhodnutia o sukromnej vyrobe s vladnymi zasahmi. Obhajovali
zdanenie druhej skupiny odvetvi a dotovanie prvej skupiny. (Bator, 1958)
Marshall-Pigouov navrh mozno chapat’ ako rozlisenie medzi ,,peiaznymi* a technologickymi
externalitami. Peniazné externality vysvetl'uju tak, ze externalita existuje tam, kde akcie jednej
firmy neumyselne zvySia faktor ceny alebo znizuji cenu in¢ho produktu. (Goldin, 1975;
Merewitz a Sosnick, 1971).
Dalej popisuju technologické externality tak, Ze akcie prijaté jednou firmou ovplyviiuju
produkénu funkciu inej firmy (Holcombe a Sobel, 2001; Scivotsky, 1954).
Pigouove myslienky o technologickych externalitich su spravne, zatial ¢o jeho navrh o
peniaznych externalitach bol v zdsade nespravny. Ak odvetvie vyuzZiva externé ekonomiky,
dotacia by sa nemala vyzadovat. Implicitné zisky v efektivnosti st adekvatne signalizované
vstupnou cenou a vystupné urovne firiem, ktoré maximalizuju zisk, st socidlne efektivne
(Bator, 1958).
Z toho vyplyva, Ze na rozdiel od technologickych externalit, pefiazné externality nevedu k
neefektivnosti a preto nezarucuji napravné opatrenia. V skutocnosti je to schopnost’ firiem
sposobovat’ finan¢né straty, ktoru vytvara efektivnost v konkurenénom boji na trhu.
Efektivnost’ len vyZzaduje, aby l'udia mali jasne definované vlastnicke prava na vlastnictvo
majetku, ale nie nad jeho trhova hodnotu (Holcombe a Sobel, 2001).
Externality hrajt Gstrednt tlohu vo vécSine tedrii ekonomického rastu. Najméd medzinarodné
externality st nevyhnutné na vysvetlenie mnozstva empirickych poznatkov zakonitosti rastu a
vyvoja. PredovSetkym sa zda, Ze mnohé krajiny zdiel'aji spolo¢ni dlhodobti mieru rastu
napriek neustdle rozdielnym mieram investicie do fyzického kapitalu, 'udského kapitalu a
vyskumu. LCudsky kapital a fyzicky kapitdl priamo prispievaju k rozdielom v prijmoch a
nepriamo zvySovanim zdrojov venovanych na prijimanie technologii.
Ak st napady motorom rastu a ak je to prebytok socialnych nad sukromnymi vynosmi a
podstatnou ¢rtou produkcie napadov, potom sa snazime vyjst’ z cesty zaviest’ vonkajSie efekty
do tedrie rastu a nesnazit’ sa zaobist’ bez nich. (Lucas, 2002)
Miera rastu krajiny zrejme kriticky zavisi od rastu a urovne prijmov inych krajin, a nie iba od
miery domécich investicii do fyzického a ludského kapitadlu. Medzinarodné externality
vysvetl'uju tito vzajomnu zavislost’. Priklady medzinarodnych externalit:
e Spomalenie rastu, ktoré sa zacalo v polovici 70. rokov, bolo celosvetovym fenoménom
- Zasiahlo bohat¢ aj chudobné krajiny a ekonomiky vsetkych kontinentov
e bohatsie krajiny OECD rastli od roku 1950 do priblizne roku 1980 ovel'a pomalsie,
napriek tomu, Ze bohatsSie ekonomiky OECD investovali viac do fyzického a 'udského
kapitalu
e rozdiely v mierach investicii v jednotlivych krajinach su ovela trvalejSie ako rozdiely
vV miere rastu krajiny
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e krajiny s vysokou mierou investicii maju tendenciu mat’ vysSie urovne prijmov ako
tendenciu mat’ vysoké tempo rastu. (Klenow, 2005)

Podla Stewarta k externalitim dochadza tam, kde transakcie s trhovou cenou uplne
nezahtiiaju vSetky vyhody a naklady spojené s transakciami medzi ekonomickymi subjektmi.
Externality teda tvoria zlyhania trhu.e Ich pritomnost’ znamenda, Ze neregulovany cenovy
systém nevedie k socialnemu optimu a nasledne poskytuje dovody pre vladne zasahy.
Externality mézu byt rozdelené do niekolkych kategorii resp. prierezovych sposobov, ktoré
su uzito¢né pre pochopenie ich povodu, odhad ich vyznamu a vSeobecnejSie pre tvorbu
politiky. Berie do tvahy tieto kategorizacie: (Stewart, 1991)

e cxternalita kategorizovana podla povahy aktiva,

e cxternality kategorizované podl'a ¢isel zainteresovanych agentov,

e cxternality charakterizované ,,vyraznostou,

e externality charakteristické ekonomickym postavenim dotknutych osob,

e cxternality kategorizované podl'a lokality prijemcu,

e externality kategorizované ako ,,skutocné* a "penazné."
Skuto¢né externality zahfiiaji zmeny v prostredi ovplyviiujice firmu, vyplyvajice z ¢innosti
inych firiem. Meade (1952) definoval také externality, ktoré su vlastnostou produkcnej
funkcie a ako sa vyskytuju kedykol'vek pri vystupe firmy, pricom zévisi nielen od vyrobnych
faktorov vyuzivané touto firmou, ale aj o vykone a pouziti faktorov inej firmy. Priklady, ktoré
uvadza Meade o skutocnych externalitich mé charakter jednej osoby (alebo niekolkych) a
staticky charakter. Ak maju byt politické zasahy odévodnené na zaklade externalit, je
potrebné mat’ nejakll predstavu o potencidlnych radoch zahrnutych pred prijatim rozhodnuti.
Dotacia resp. tarifa by nemala presiahnut’ hodnotu externalit, ak je zamerana vylu¢ne na
napravu trhu spdsobenti zlyhanim prostrednictvom existencie externalit. VO svojej podstate
externality nemaju priamu trhovu hodnotu, ked’Zze nie su oceflované a obchodované. Preto sa
tazko meraji a mozno ich odhadnut’ len nepriamymi prostriedkami, ktorymi su:
a) Postoje a motivy
Postoje a motivy maju tendenciu prezivat’, pricom ich zmena sposobila diskontinudlnu zmenu
v ranom S§tadiu industrializdcie. Zmena postojov moze mat’ velmi vel’ky vplyv na mieru
akumulécie kapitadlu a zmenu produktivity. Zmena akumulécie kapitadlu z 5 % na 10 — 15 %
narodného dochodku nie je nezvycajné, avSak s dvojndsobnou alebo vysSou sadzbou rastu
produktivity. Akonahle budu tieto sadzby ako vo vacSine sti¢asnych najmenej rozvinutych
krajin, tak tento typ externality straca vyznam okrem izolovanych oblasti.
b) Tvorba l'udského kapitalu
Hodnota tvorby l'udského kapitdlu je aproximovana zmenou zarobkov spojenych s r6znymi
uroviiami vzdelania. Urobilo sa mnozstvo odhadov névratov do formdlneho vzdeldvania, aj
ked’ ma menej pozornosti, tak boli vyplatené vynosy zo vzdelania. Odhady za rozdiely v
zruénostiach by mali naznaCovat’ umiestnenu hodnotu o vzdeldvani, za predpokladu
rovnovahy na nesegmentovanych trhoch prace.
Varian charakterizuje externality tak, ze slobodny, konkurencieschopny trh poskytne
efektivny vysledok pri absencii externalit. Ak si vSak pritomné externality, je
nepravdepodobné, ze by vysledok konkurencného trhu bol Pareto-efektivny. V tomto pripade
vSak §tat moZze niekedy napodobniovat’ tlohu trhu pomocou cien na poskytovanie spravnych
signalov o socialnych ndkladoch. ESte ddlezitejSie je, ze pravny systém moze zabezpecit
vlastnicke prava dobre definovat, aby bolo mozné uskuto¢iiovat obchody zvySujuce
efektivitu. Ak st preferencie kvazilinearne, externalita bude nezavisla od prevodu
vlastnickych prav. RieSenie externalit vyroby zahifia pouzitic Pigouvskych dani, vytvorenie
trhu pre externality, jednoducho umoznenie fuzie firiem, pripadne prevod vlastnickych prav
inymi spdsobmi. Spolo¢ny majetok ma tendencie k spolocnému byt naduzivany. Toto je
obzvlast rozsirena forma externality.
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Pokial’ su dobre definované vlastnicke prava, obchod medzi subjektmi by viedol k efektivnej
alokdcii externalit. Vo vSeobecnosti mnozstvo externalit, ktoré sa vytvori, bude v efektivhom
rieSeni zavisiet' od prevodu vlastnickych prav. V pripade dvoch spolubyvajucich, mnozstvo
vytvoreného dymu bude zdvisiet' od toho, ¢i vlastnicke prava ma fajciar alebo ich ma
nefajCiar. Existuje vSak osobitny pripad, ked’ je vysledok externality nezavisly od prevodu
vlastnickych prav. Ak su preferencie subjektov kvazilinearne, potom kazdé efektivne rieSenie
musi mat’ rovnaké mnozstvo externalit. Tento pripad je interpretovany nizsie v grafe. Ked'ze
indiferen¢né krivky st vsetky horizontalne a navzdjom prekladaju, miesto vzajomnych
tangencii — mnozina Paretovych efektivnych alokdcii — bude horizontdlna cCiara. To
znamena, ze mnozstvo dymu je rovnaké v kazdom Paretovom efektivnom rozdeleni; iba sumy
drzané subjektmi sa v ramci efektivnych alokacii liSia. (Varian, 2014)
Kvazilinearne preferencie a Coaseho veta. - Ak vSetky preferencie spotrebitelov su
kvazilinearne, tak vSetky st navzajom horizontalne preloZené, subor Paretovych efektivnych
alokacii bude horizontidlna c¢iara. Vznikne teda unikdtne mnoZstvo externality, v tomto
pripade dymu, pricom pri kazdom bode buda Paretovsky efektivne alokované.
Moderna formulacia
Moderny pojem externalit zahffia ,,priamu interakciu®. T4 m6ze mat’ formu:

e vyrobca-vyrobca,

e spotrebitel-vyrobca

e zamestnanec-zamestnanec
Nech ma akukol'vek formu, pozostiva zo vzajomnych zavislosti, ktoré su externé voci
cenovému systému, a preto nie su zohl'adnené v trhovych oceneniach. Analyticky to znamena
nesamostatnost’ roznych preferenénych a produkénych funkcii a jej désledkom je sposobenie
odchylky medzi sikromnymi a socialnymi nakladmi (Bator, 1958).
Napriklad, ak priemyselnd ¢innost’ zhorSuje zivotné prostredie, skutoénymi nakladmi nie su
len naklady vyrobcu, ale aj ndklady k Zivotnému prostrediu. Je to prave tato divergencia,
ktora vedie k neefektivnosti trhového vysledku (Meade 1952).
Meade definuje externalitu ako udalost’, ktora poskytuje zna¢nu vyhodu niektorym osobam,
ktoré plne nesuhlasili s rozhodnutim alebo rozhodnutiami, ktoré priamo alebo nepriamo viedli
k predmetnej udalosti, pri€om pozoruje 2 pozoruhodné Crty:

e vobec nie je Specifické, v akom inStituciondlnom ramci sa socialne interakcie

odohravaju,
e jeho definicia vrha extrémne Siroku siet, priCom za externality oznacuje situdcie, ktoré
ini autori radSej nazyvajil inym menom.

2 RIESENIE EXTERNALIT
Coaseovsky pristup
Coase v diele ,,Problém socidlnych ndkladov (1960) priniesol spdsob, akym ekonomia
nazerala na externality. Tvrdil, ze Pigovovsky pristup by ,,viedol k vysledkom, ktoré nie su
nevyhnutne alebo dokonca zvycajne ziaduce* (Coase, 1960: 2). Alternativu, ktorti Coase
navrhol, mozno najlepSie opisat’ na priklade zo skuto€ného Zivota zahfnajici lekara a cukrara.
Lekarovi branilo v podnikani to, Ze strojové zariadenie, ktoré vlastnil a pouzival cukrar a tak
sud donutil cukrara kompenzovat lekara. Coase tvrdil, Ze rovnaky optimalny vysledok by sa
dal dosiahnut’ prostrednictvom stikromného vyjednavania medzi oboma stranami. Rozsudok
urcoval, ze lekdr ma zakonné pravo zabranit’ cukrarovi v pouZzivani jeho strojov. Intuitivne by
bol lekér ochotny prijat’ platbu od cukrara, aby pokracoval v pouzivani jeho strojov, pokial’ by
to bolo vyssie, ako néklady lekéara na prestahovanie priestorov alebo stavbu muru atd’. Stvisi
to so skuto¢nost'ou, Ze Pigou nezohl'adnil koncept alternativnych nakladov Coaseho zavery su
nasledujtce:

e problémy externalit sa efektivne riesia pridelenim zakonného prava,
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o cfektivne rieSenie externalit je nezavislé od toho, kto mé zakonné prava.
Coase tvrdil, ze Pigovovsky pristup je vo svojej podstate nespravny, ked’ predpoklada, ze
vystavba budov je nevyhnutne ,antisocidlna®. Mdze a nemusi byt. Je potrebné porovnat
Skodu s dobrom, ktoré z toho vyplynie. Tvrdi, Ze ,,ni¢ nemdze byt viac ,,antisocialne®, nez sa
postavit’ proti akémukol'vek konaniu, ktoré spdsobi akiukol'vek Skodu kymkol'vek* (Coase,
1960, 35). ZjednoduSene povedané, postavili by sa tym bariéry, ktoré by takmer znemoznili
akékol'vek stavebné prace. Coase tiez narazal na myslienku zlyhania vlady. Tvrdil, ze
externality, ktoré¢ sa vlada snazi vyriesit, st v skutocnosti sposobené samotnym konanim
vlady (Coase, 1960).
Wolf (1987) rozsiruje tento argument, a oznacéuje ich ako ,,odvodené externality*. Na druhej
strane Grand (1991) tvrdi, Ze vladne organizacie by nemali byt nevyhnutne vyclenené ako
subjekty podliehajuce problému ,,odvodenej externality*. Akakol'vek Cinnost, ¢i uz sa
uskutoCiuje vo verejnom alebo sukromnom sektore, ma potencidl spdsobit’ neziaduce
vedlajsie G¢inky. Uginky uréitych akcii nemozno vzdy primerane predvidat’, ¢o je skuto¢nost’,
ktorej podlichaju sikromné organizacie ako aj verejné.
Potreba vlady a prostriedky verejnej politiky (Pigueovsky pristup)
Zlyhanie Coaseovho pristupu za urcitych okolnosti (napr. ak trh pre Coaseho obchodovanie
jednoducho neexistuje alebo je nezakonné) je hlavnym dévodom pre prezitie Pigovianského
pristupu. Spolo¢nosti vedia efektivne alokovat’ zdroje vlady obmedzenim zdrojov externalit,
ktoré mozno deklarovat’ v oblasti verejnej politiky. Osobné slobody mozu byt napriklad
odnaté len v pripadoch ohrozujucich verejné zdravie resp. bezpec¢nost, t. j. na obmedzenie
nakazlivej choroby. Motivacia Piguovskych dani prameni z presvedcenia, ze dan vyrobcov
nuti internalizovat’ externality. To preto sposobi ich produkciu v bode, kde analyza nakladov
a vynosov usudila uroven vystupu, ktora zodpoveda efektivnemu vysledku pre spolo¢nost’, t.
j. tam, kde sa maximalizuje spolocensky blahobyt. Zmena spravania firmy prostrednictvom
Piguovskej dane vSsak moze vyvolat’ substituény efekt, ktory sposobi stratu mftvej vahy; sucet
strateného prebytku vyrobcu a spotrebitel'a. Na jej obranu sa vSak tvrdilo, ze technologické
inovacie sa mozu vyskytovat' ako dosledok Piguovskej dane pre vyrobcov, ktord ich
povzbudzuje alebo dokonca ntti k inovaciam (Hillman, 2009).
To bude pravdepodobne dokonca vytvarat’ pozitivne externality. Mdze to napriklad viest’
k objaveniu prielomu technologie, ktoré umoziuji vyssiu produktivitu spolu so znizenim
znecistenia. (Cook a Durrance, 2011).
Iné prostriedky
Iné pristupy, ako vysSie uvedené, maju pre politiku obmedzeny vyznam a Vv ziadnom pripade
neponukaji univerzalne rieSenie. Poukazuju skor na spolo¢enské normy — ¢ize moznost’ I'udi
sa spravat urcitym spOsobom a vytvarat pozitivne externality, bud’ na ziskanie osobnej
spokojnosti alebo spolo¢enského uznania. Ci tak alebo onak, uZito¢nost ziska jednotlivec,
ktory vytvara pozitivnu externalitu. Nakoniec socidlne normy zohravaji tlohu pri odradzani
od urcitych Cinnosti, ktoré¢ vytvaraju negativne externality. Vo vSeobecnosti sa 'udia tymto
spolo¢enskym normam prisposobuju, ¢o u niektorych sposobuje stav, ako by sa spravali inak.
Toto moze do istej miery smerovat’ k objasneniu problému kriminality v oblastiach, kde sa
vyskytuje nasilie, drogy a alkohol a kde ich zneuzivanie je rozsirené; pricom znevyhodneni
mladi l'udia s obzvlast nachylni na replikaciu tohto druhu spravania.

3 ZAVER

Externality predstavuju zavazny ekonomicky problém. Zle definované vlastnicke prava
anemoznost’ trhového ocenenia spdsobuju efekty na sekundarnych ucastnikov trhu.
Intervencie Statu, ako dane a dotacie, pomahaji zmieriiovat’ u¢inok externalit na ucastnikov
trhu, avsak aj tak nie su schopné vyriesit' definovanie vlastnickych prav a preto existencia
externalit bude v nejakej forme vzdy pritomna.
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Podl'a néasho ndzoru najlepSie definuje Clenenie externalit Stewart (1991), pretoze
necharakterizuje externality na zaklade toho, ¢i posobia na okolie pozitivne alebo negativne,
ale nazera na nich tak, Ze do akej miery externality posobia na svoje okolie. Inymi slovami, je
rozdiel ¢i povodca externalit posobi len na jednotlivcov alebo na celil spolo¢nost. Toto je
podla nas to hlavné, ¢im sa je potrebné zaoberat, pricom nie je az tak z ur€itého hl'adiska
dolezité, ¢i externality posobia takym alebo onakym vyznamom.

Z hladiska rieSenia externalit sa ndm najviac pozdava rieSenie podl'a Coaseho, ktory podla
nas najlepsie zadefinoval vlastnicke prava. Stotozitujeme sa s jeho nazorom, Ze namiesto dani
a dotacii by s