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Digitalny marketing, kultura bezpecnosti a u€enie hrou su na prvy pohlad tri rbzne koncepty, ktoré
ovplyviiuju podnikatelské prostredie a su kfu€om k uspeSnému podnikaniu.

Zasadnu ulohu v modernom podnikani zohrava digitalny marketing. Ma vyznamny vplyv na spésob,
akym organizacie oslovuju svoje ciefové publikum, buduju znacky a dosahuju obchodné ciele. Pomaha
organizacidm nielen rast, ale aj budovat dlhodobé vztahy. Vztah medzi digitalnym marketingom a
spravanim spotrebitela je vzadjomne sa ovplyviiujuci a neustale sa vyvija. Spotrebitelia su dnes
informovanejSi, naro€nejSi a viac sa spoliehaju na online podnety pri svojom rozhodovani. Digitalny
marketing na to reaguje personalizaciou, vyuZivanim dat, interakciou na socialnych sietach a
zameranim sa na budovanie dévery. Tym sa vytvara dynamicky vztah, kde spotrebitelia formuja
marketingové stratégie organizacii a digitalne kampane zasa formuju spravanie spotrebitelov.
Skumanie a posudenie vztahu medzi digitalny marketingom a spravanim sa spotrebitelov je nosnou
témou prvého prispevku publikovaného v tomto asopise.

Dal3ou sugastou Uspechu modernej organizacie sa v suéasnom obdobi stava kultira bezpeénosti. Jej
vyznam je pre organizaciu kluCovy. Nielenze znizuje rizika a naklady spojené s bezpelnostnymi
incidentmi, ale tiez prispieva k budovaniu dbvery, efektivity a celkovej odolnosti organizacie. Pre
organizacie je preto kfuCové investovat nielen do technoldgii, ale aj do vytvarania bezpeénostného
povedomia a postupov na vSetkych urovniach. Tedria kultary bezpe€nosti zdérazriuje, ze bezpecnost
organizacie nie je len technickou otazkou, ale aj otazkou ludskych faktorov, organizacnej kultury a
pristupu k riadeniu rizik. Bezpe€na organizacia je ta, ktora ma jasné pravidla, podporuje otvorenu
komunikaciu, uc¢i sa z chyb a neustale zlepSuje svoje bezpecnostné postupy. Ak vas zaujima tato téma,
odporuCame precitat si prispevok s nazvom ,Prieskum kultury bezpeénosti a jej vyznam v
priemyselnych podnikoch.*

Posledny prispevok v tomto Casopise sa zaobera prepojenim teoretickych vedomosti s praktickymi
skusenostami vyuzitim u€enia sa hrou Studentov technickej univerzity. Uc&enie hrou nachadza svoje
uplatnenie aj v podnikatelskom prostredi. lde o pristup, ktory vyuziva herné prvky a mechaniky na
zvySenie motivacie, zapojenia a u€enia zamestnancov v ramci podnikovych procesov. Je ucinnym
nastrojom, ktory organizacie mézu vyuzit na zlepSenie vykonnosti zamestnancov, zlepSuje timovu
spolupracu, podporuje kreativitu a rozvoj vodcovskych schopnosti, ¢im prispieva k dlhodobému
uspechu organizacie.

Sme si vedomy toho, Ze prispevkov v tomto ¢asopise nie je vela.

Ale ako sa hovori, nie je dolezita kvantita, ale kvalita. Verime, Ze to plati aj teraz, nakolko prispevky su
zaujimaveé a inSpirativne. Verime, ze Citatelovi prinesu vela novych informécii a poznatkov.

Trnava, august 2024

doc. Ing. Miroslava Mikva, PhD.

Ustav priemyselného inZinierstva a manazmentu
Materialovotechnologicka fakulta so sidlom v Trnave
Slovenska technicka univerzita v Bratislave
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SKUMANIE VZTAHOV MEDZI DIGITALNYM MARKETINGOM A SPRAVANIM SA
SPOTREBITELOV

EXPLORING THE RELATIONSHIP BETWEEN DIGITAL MARKETING AND
CONSUMER BEHAVIOR

Veronika JOHANESOVA, Jaromira VANOVA

ABSTRAKT

Tento prispevok skuma komplexny vztah medzi digitalnym marketingom a spravanim
spotrebitelov, pri¢om sa zameriava na udrZatelnost ako kftuc¢ovy faktor. Na tvod su definované
pojmy marketing a digitalny marketing, pricom je zdéraznené, Ze marketing presahuje reklamu
a zahfria riadenie dopytu a vztahov so spotrebitelmi. Nasledne je predstavena metodoldgia
prieskumu, ktory bol realizovany prostrednictvom dotaznika rozoslaného medzi respondentmi
na Slovensku. Vyskumné otazky sa zameriavaju na povedomie spotrebitelov o digitalnom
marketingu, vplyv udrZatelnosti na nakupné rozhodnutia a zmeny v spravani spotrebitelov v
désledku udrZatelného marketingu. Vysledky analyzy naznacluju slabé, ale zaujimavé
korelacie medzi uvedenymi faktormi, pricom sa ukazuje, Ze spotrebitelia s vys§im povedomim
o digitalnom marketingu su skeptickejsi, a Ze udrZzatelnost ma obmedzeny, ale pozitivny vplyv
na ich rozhodovanie. Na zaver prispevok podCiarkuje vyznam integracie udrZatelnosti do
digitalneho marketingu a potrebu transparentnosti zo strany znacCiek na budovanie dbévery
spotrebitelov.

Kracéové slova: digitalny marketing, marketingova stratégia, udzatelnost, spravanie sa
spotrebitelov

ABSTRACT

This paper explores the complex relationship between digital marketing and consumer
behavior, focusing on sustainability as a key factor. At the beginning, the terms marketing and
digital marketing are defined, while it is emphasized that marketing goes beyond advertising
and includes managing demand and relationships with consumers. Subsequently, the
methodology of the survey, which was implemented through a questionnaire distributed among
respondents in Slovakia, is presented. Research questions focus on consumer awareness of
digital marketing, the impact of sustainability on purchasing decisions, and changes in
consumer behavior as a result of sustainable marketing. The results of the analysis indicate
weak but interesting correlations between the mentioned factors, showing that consumers with
a higher awareness of digital marketing are more skeptical, and that sustainability has a limited
but positive influence on their decision-making. In conclusion, the paper underlines the
importance of integrating sustainability into digital marketing and the need for transparency on
the part of brands to build consumer trust.

Keywords: digital marketing, marketing strategy, applicability, consumer behavior

UVOD A CHARAKTERISTIKA ZAKLADNYCH POJMOV

,Co je marketing?“ a ,Co je digitalny marketing?* su najcastejsie otazky, nad ktorymi
by sme sa na zaciatok mali zamysliet. Zo Studie Dr. Sc. Mahmutovi¢a (2021) vyplynulo, Ze
95% verejnosti vnima marketing ako reklamu produktov a sluZieb. Na jednej strane je to Uplne

4



FORUM 1/2024
ISSN 1339-9403

pochopitelné, vzhfadom k tomu, Ze reklama je ,najviditefnejSou” ¢astou marketingu, s ktorou
sa vsetci stretavame prostrednictvom televizie, rozhlasu, printovych médii. AvSak na strane
druhej toto chapanie marketingu je Uplne nespravne, pretoZze marketing predstavuje ovela Sirsi
pojem a to podnikatelsku filozofiu, podnikatelsky koncept zahffiajuci mnozstvo procesov
a Cinnosti zameranych na riadenie a riadenie dopytu vztahov so spotrebitelmi. Propagacia,
ako aj reklama, ktora je stéastou propagéacie, su len jednou &astou marketingu. Co je teda
marketing? Americka marketingova asociacia (AMA, 2024) definuje marketing ako:
»Organizacénu funkciu a subor procesov na vytvaranie, komunikaciu a poskytovanie hodnoty
spotrebitelom a riadenie vztahu so spotrebitelom spésobom, ktory prinesie vyhody organizacii
a vSetkym zainteresovanym stranam.”

Vyuzitie digitalnych technologii prinieslo spotrebitefom nespocetné mnozstvo vyhod,
od zvySeného pohodlia a efektivnosti az po pristup k Sirokej Skale informacii, roznorody vyber
produktov, konkurencieschopné ceny a uspory nakladov (Tiago, Verissimo, 2014).
V su€asnom prostredi je pre organizacie nevyhnutné udrziavat silny ,digitalny vztah so
spotrebitelmi, pretoze digitalne inovacie nadalej definuju marketingové stratégie a procesy
(Phillips, 2015; Kannan, 2017). Ako poznamenali vedci Royle a Laing 2014 sucasna digitalna
krajina sa vyznacuje rychlostou, zlozitymi prepojeniami a inherentnou zloZitostou. Okrem toho
rozsiahli vyskum (Leonidou, 2011) odhalil hiboku korelaciu medzi digitalnym marketingom
a udrzatefnym rozvojom. Tato synergia je podciarknuta pozitivnym vplyvom udrzatefnych
postupov na optimalizaciu dodavatelského retazca, diferenciaciu produktov a podporu
spojenectiev s ekologicky uvedomelymi subjektmi. UdrZzatelny rozvoj poskytuje najma
konkuren¢né vyhody, a to prostrednictvom zlepSenych procesov dodavatelského retazca,
diverzifikacie produktov, pestovania vztahov s ekologicky zmysSlajucimi investormi a podpory
zavazkov progresivnych zamestnancov (McDonagh & Prothero, 2014; Diez a kol., 2019).
Podnikatelia si Coraz viac uvedomuiju silnu ulohu, ktord zohravaju zelené produkty pri podpore
hospodarskeho rastu a zaroven zabezpeduju environmentalnu udrzatelnost (Song a kol.,
2019; Bernal akol., 2017; Chang & Chen, 2013). To podciarkuje nevyhnutnost, aby
organizacie prijali udrzatelné postupy nielen ako moralny imperativ, ale aj ako strategické
aktivum na dneSnom konkurenénom trhu.

ZiISKAVANIE UDAJOV A METODIKA SPRACOVANIA

Tento prispevok je zamerany na skumanie a posudenie vztahu medzi digitalnym
marketingom a spravanim sa spotrebitelov. Prispevok zacgina teoretickymi zakladmi rieSenej
problematiky. V nasledujucej €asti sme sformulovali tri vyskumné otazky. Na dosiahnutie
komplexného prieskumu nam sluzil ako primarny nastroj na zber udajov starostlivo
vypracovany dotaznik. Volba kvantitativneho prieskumu mala za ciel poskytnut
kvantifikovatefné a Statisticky relevantné udaje na pochopenie dynamiky preferencii
spotrebitelov pri environmentalne uvedomelych rozhodnutiach. Na posudenie postojov
spotrebitelov sa v dotazniku pouZila Likertova stupnica. Tato stupnica umoznila dokladné
hodnotenie pocitov u¢astnikov prieskumu a poskytla im spektrum na vyjadrenie suhlasu, resp.
nesuhlasu.

Strategicky navrhnuté hlavné prvky dotaznika mali za ciel zachytit' kritické dimenzie,
ako je environmentalne povedomie, zodpovednost a znalosti o ekologickych produktoch. Tieto
dimenzie boli zdmerne zvolené tak, aby komplexne zachytili zloZitu suhru medzi kognitivnym
vnimanim spotrebitefov a vyslednymi vzormi spravania v kontexte ekologického nakupu.
Otazky boli zostavené tak, aby vyvolali odpovede odrazajuce odliSné perspektivy spotrebitelov
a skuto€ného spravania. Kazda otdzka bola zamerne vytvorena tak, aby ziskala zmysluplné
poznatky o environmentdlnom povedomi uc€astnikov a faktoroch, ktoré ovplyviuju ich
rozhodovacie procesy. Tato Studia si kladie za ciel prispiet’ nielen k akademickému diskurzu
o environmentalnom konzumizme, ale aj ponuknut pragmatické poznatky informujuce o
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stratégiach na podporu udrzatelného spotrebitelského spravania. Prieskum prebiehal od 26.
augusta 2024 do 8. septembra 2024, ¢o predstavuje 14 dni. Tento dotaznikovy prieskum bol
Sireny online prostrednictvom webovej lokality vyplnto.cz. Celkovo bolo distribuovanych 119
dotaznikov a dosiahla sa p6sobiva 86,55 % miera navratnosti, ¢o viedlo k ziskaniu 103
platnych dotaznikov. Tato vysoka miera navratnosti nielenze podciarkuje aktivnu ucast
a spolupracu respondentov, ale tiez zvySuje spolahlivost a Statistickid vyznamnost
zhromazd'ovanych udajov.

Tento prispevok je pokracovanim Studie: ,Finanéné planovanie marketingovych aktivit
v priemyselnych podnikoch* (autori: Johanesova, Cagala, Vanova; Nitra 2024), ktory sa
zameriaval na problematiku finanéného planovania marketingovych aktivit v priemyselnych
podnikov a jeho ciefom bolo analyzovat a identifikovat’ kfu€ové aspekty spojené s efektivnym
finanénym riadenim marketingovych iniciativ v priemyselnych odvetviach. Predchadzajuca
Studia sa zaoberala problematikou alokacie finanénych prostriedkov na marketingové aktivity,
sledovanim efektivnosti tychto investicii. Z tejto Studie vyplynulo, Ze digitalny marketing sa
dostal na prvu prie€ku investovania organizacii na Slovensku s 32,92 %.

V ramci vyskumu sme si stanovili tieto vyskumné otazky:

1. Ma spotrebitel povedomie o digitalnom marketingu?

2. Je spotrebitel ovplyviiovany udrzatelnostou pri nakupnych rozhodnutiach?

3. Zmenil niekedy spotrebitel svoje nakupné spravanie na zaklade udrzatefného
digitalneho marketingového usilia?

VYSLEDKY VYSKUMU A ANALYZA

Analyza korelacie medzi udrzatelnym digitalnym marketingom a spotrebitefskym
spravanim ponuka vyznamny prinos pre akademicku pédu aj marketingovu prax. Odhalenim
zlozitého vztahu medzi réznymi faktormi, ako je povedomie, informovanost a vnimany vplyv
na nakupné rozhodnutia, nam Studia poskytuje neocenitelné poznatky o zakladnej dynamike
riadiacej spravanie spotrebitelov v kontexte udrzatelnosti. Vysledky empirického vyskumu
odhaluju citlivé chapanie spotrebitelského spravania a vnimania tykajuce sa digitalneho
marketingu.

Aby sa zabezpelila dbveryhodnost vzorky boli oslovovani jednotlivci s réznymi
demografickymi charakteristikami ako pohlavie, vek, uroven vzdelania, uroven prijmu. Tento
komplexny pristup bol napomocny pri ziskavani holistického pochopenia spotrebitelskych
postojov a spotrebitelského spravania v suvislosti s ekologickym nakupom. Ako mézeme
vidiet na obrazku 1, 59 % z opytanych respondentov tvorili zeny a 41 % muzi.

H Zeny

B muZi

obr.1 Rozdelenie podla pohlavia (vlastné spracovanie)

Vacsina respondentov patrila do vekového rozpatia od 26 do 35 rokov, ¢o predstavuje
mlads$i produktivny vek respondentov. Vekové zloZenie respondentov znazorfiuje obrazok 2.
Rozmanitost v ramci vekovej Struktury prispieva k pochopeniu toho, ako rézne vekove skupiny
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vnimaju a zapajaju sa do environmentalne uvedomelych spotrebitefskych praktik. Je
pozoruhodné, ze vyznamna Cast z respondentov mala dosiahnuté minimalne vysokoskolské
vzdelanie . stupfia (vid. obrazok 3).

vekové zlozenie najvyssie dosiahnuté vzdelanie
< 56 VS lIl. STUPNA
g 55 V3 Il. STUPRA
36 - 45 N g
VS I. STUPNA
26 - 35
19 - 25 MENEJ AKO BC
=18
| |
0,00% 10,00% 20,00% 30,00% 40,00% 0,00% 10,00% 20,00% 30,00% 40,00% 50,00%
obr. 2 Vekové rozdelenie respondentov obr. 3 Najvy$Sie dosiahnuté vzdelanie

(vlastné spracovanie) respondentov (vlastné spracovanie)

V tabulke 1 mézeme vidiet korelacnu analyzu. V ramci prvej vyskumnej otazky sme sa
pytali, ¢&i ma spotrebitel povedomie o digitalnom marketingu. Korelany koeficient medzi
spravanim spotrebitelov a informovanostou, ako mézeme vidiet v tabulke 1, je - 0,154 a
mbzeme hovorit’ o slabej negativnej korelacie. Negativny korelaény koeficient naznacuje, Ze
medzi informovanostou spotrebitelov o digitalnom marketingu a ich spravanim existuje slaby,
ale zaujimavy vztah. To znamena, Ze s rastucim povedomim o digitalnom marketingu mbze
dochadzat k poklesu urcitého typu spravania spravanie, alebo naopak, spotrebitelia, ktori su
menej informovani, mézu vykazovat odliSné nakupné. Tieto vysledky mézu naznacovat, Ze
spotrebitelia, ktori su si viac vedomi digitalneho marketingu, su mozno kritickejSi a skeptickejSi
voCi marketingovym praktikdam, o mdZze ovplyvnit ich spravanie pri nakupe. Ak je negativna
korelacia spbésobena skepticizmom, znalky by mali zlepsit transparentnost vo svojich
marketingovych praktikach. To méze zahffiat zverejiovanie informacii o vyrobkoch, etickych
praktikach alebo pouzitie recenzii od spotrebitelov. Marketingové kampane by mali
zdbraznovat hodnotu a prinosy produktov, nie len ich predaj. To méze pomoct ziskat doveru
spotrebitelov.

V druhej vyskumnej otazke sme sa zamerali na skutoCnost, Ci je spotrebitel
ovplyviiovany udrzatefnostou pri nakupnych rozhodnutiach. Korelany koeficient medzi
spravanim spotrebitelov a vplyvom udrzatefnosti na nakupné rozhodnutia je 0,156. Nas
vyskum naznaCuje, Ze existuje slaba pozitivha koreldcia medzi vplyvom udrzatelnosti
a rozhodovanim spotrebitelov, ¢o znamena, Ze ti, ktori povazuju udrzatefnost za délezity
faktor pri svojich nakupnych rozhodnutiach, maju tendenciu vykazovat vy$Siu uroven
pozorovaného spotrebitelského spravania. Slaba pozitivha korelacia (0,156) naznacuje, Ze
hoci je vplyv udrzatelnosti na rozhodovanie spotrebitelov pritomny, nie je velmi silny. To méze
naznacovat, Ze iné faktory (napr. cena, kvalita, znacka) hraju v rozhodovani spotrebitelov
vyznamnejSiu ulohu. Spotrebitelia, ktori vnimaju udrzatefnost’ ako délezity faktor, mézu byt
motivovani vyhladavat produkty, ktoré su ekologické alebo etické. To mbéze znamenat, ze
marketingové kampane, ktoré zdoérazfiuju udrzatefnost, mdézu mat pozitivny dopad na
spravanie ur€itych segmentov spotrebitelov. Vzhlfadom na to, Ze existuje urCity pozitivny
vztah, firmy mdzu zvazovat, ako zvySit povedomie o svojich udrzatelnych praktikach. To moze
zahfhat transparentnost v dodavatelskych retazcoch, ekologické certifikacie alebo
vzdelavacie kampane o prinosoch udrzatelnych produktov.
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Tretia vyskumna otazka bola zamerana nato, i zmenil niekedy spotrebitel svoje
nakupné spravanie na zaklade udrzatelného digitalneho marketingového usilia. Zistili sme, ze
korelatny koeficient medzi spravanim spotrebitefov a presvedéenim na zaklade
marketingového usilia je 0,0536, ¢o naznaduje velmi slabu pozitivnu korelaciu. Tato hodnota
ukazuje, Ze vplyv udrzatelného digitalneho marketingu na zmenu nakupného spravania
spotrebitelov je velmi slaby. Spotrebitelia, ktori boli ovplyvneni marketingovymi aktivitami, vo
vSeobecnosti nezmenili svoje spravanie v znacnej miere na zaklade tychto kampani. To
znamena, ze marketingové usilie nemusi byt dostatoCne silné alebo efektivne, aby vyvolalo
zmeny v spravani spotrebitefov. Jednym z mozZnych dbvodov pre slabu korelaciu je, Ze
spotrebitelia nemusia byt dostato€ne informovani o udrzatelnych praktikach alebo produktoch,
¢o mbze ovplyvnit ich rozhodovanie a dalej spotrebitelia mézu byt skepticki vodi
marketingovym tvrdeniam o udrzatelnosti, ¢o moze viest k ich nedévere voci zmeneniu ich
nakupneho spravania. Na zaklade toho mézeme zddéraznit’ délezitost integracie udrzatelnosti
do marketingovych aktivit spésobom, ktory motivuje spotrebitefov Kk udrzatefnym
rozhodnutiam.

y zapojenie povedomie vplyv viera

y 1

zapojenie -0,0552 1

povedomie -0,154 0,0489 1

vplyv 0,156 0,0909 0,0235 |1

viera 0,0536 0,0474 0,0846 |0,368 1

tab. 1 Korelacna analyza (vlastné spracovanie)

ZAVER A DISKUSIA

Tento prispevok sa zameriaval na analyzu vztahu medzi digitalnym marketingom a
spravanim spotrebitefov, priCom sa kladol déraz na aspekt udrzatelnosti. Zistenia vyskumu
potvrdili, Ze digitalny marketing, hoci neustale rastie na vyzname, musi Celit vyzvam, ako su
skepticizmus a pretazenie informaciami zo strany spotrebitelov. Slabé, ale pozitivne korelacie
medzi povedomim o digitalnom marketingu, vplyvom udrzatefnosti a zmenami v spravani
naznaCuju, Ze existuje potreba pre organizacie, aby efektivnejSie komunikovali hodnoty
udrZzatefnosti a budovali dbéveru spotrebitefov. Je nevyhnutné, aby znacky prijali
transparentnost vo svojich marketingovych praktikach a zamerali sa na vzdelavanie
spotrebitelov o vyhodach udrzatefnych produktov. Udrzatefny digitalny marketing sa tak moéze
stat vyznamnym nastrojom na ovplyvnenie spravania spotrebitelov, pokial budu znacky
schopné vytvorit silny a déveryhodny ,digitalny vztah“ s ich cielovou skupinou.

Predpokladame, ze vysledky tejto Studie prispeju nielen k akademickému diskurzu o
vztahu medzi digitalnym marketingom a spravanim spotrebitelov, ale aj k praktickym
poznatkom, ktoré mdézu pomdct’ podnikatelom pri implementacii efektivnych marketingovych
stratégii zohladrujucich udrzatefnost. Buduce vyskumy by sa mali zamerat’ na hlbSiu analyzu
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faktorov, ktoré ovplyvhuju nakupné rozhodovanie spotrebitelov a na vyvoj stratégii, ktoré
podporuju ekologicky uvedomelé spravanie.
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PRIESKUM KULTURY BEZPECNOSTI A JEJ VYZNAM V PRIEMYSELNYCH
PODNIKOCH

SURVEY OF SAFETY CULTURE AND ITS SIGNIFICANCE IN INDUSTRIAL
COMPANIES

Martina MANDAKOVA, Henrieta HRABLIK CHOVANOVA

Abstrakt

Klucovou podmienkou uspesSnosti kazdej organizacie, podnikatelského, ¢i nepodnikatelskeho
charakteru je uvedomit si hodnotu a vyznam cloveka v pracovnhom procese (Kreislova, 2008).
Dotaznikové prieskumy su nastrojmi sltiZziacimi pri zbere tdajov od véacésieho poctu respondentov,
su vyuzZivané v oblastiach od spolocenskych vied aZz po prieskum trhu, spokojnost
zamestnancov, ich postoje &i spétnt vézbu pre organizaciu. Clanok sa venuje dotaznikovému
prieskumu Kultury bezpecnosti v konkrétnom mestskom podniku v Zapadoslovenskom kraji
(environmentalny priemysel, odpadové hospodarstvo) a vyuZitim Statistickych — metod
pri vyhodnocovani ddajov dotaznika. Cielom je poukazat na dblezitost vypracovania
a dodrZiavania Kultury bezpecnosti pre priemyselné podniky a nacrtnut mozné dalSie oblasti
vyskumu pre Kulturu bezpeénosti.

Krlacéové slova: Kultura bezpecnosti, informacie, dotaznik, prieskum, rozhodovanie, Statistické
metody, analyza udajov

Abstract

A key condition for the success of any organization, business or non-business, is to realize the value
and importance of people in the work process (Kreislova, 2008). Questionnaire surveys are
instruments used in collecting data from a larger number of respondents, they are used in areas
ranging from social sciences to market research, employee satisfaction, employee attitudes or
feedback for the organization. This paper discusses a questionnaire survey of Safety Culture in a
particular urban (industrial) enterprise in the Western Slovakia region (environmental industry, waste
management) and the use of statistical methods in evaluating the questionnaire data. The aim is to
highlight the importance of developing and adhering to a Safety Culture for industrial enterprises and
to outline possible further areas of research for Safety Culture.

Key words: Safety culture, information, questionnaire, survey, decision making, statistical methods,
data analysis

Uvod

Riadenie organizacie je zlozity proces na jej vSetkych udrovniach, vyzaduje si informované
rozhodnutia postavené na validnych udajoch. Informacie su kritickym aktivom pre efektivne riadenie
organizacii. Sluzi ako zaklad pre rozhodovanie, strategické planovanie a prevadzkovu efektivnost.
Schopnost zhromazdovat, analyzovat a efektivne vyuZivat informacie méze poskytnut
konkurenénu vyhodu a podporit’ Uspech organizacie.

Silna kultura bezpec€nosti nielen zvySuje pohodu zamestnancov, ale tiez vyrazne zniZuje
pravdepodobnost nehéd a incidentov. Organizacie sa snazia podporovat prostredie, v ktorom je
bezpeCnost dbélezitou hodnotou, preto je nevyhnutné pochopit zakladné postoje, presved&enia
a spravanie, ktoré prispievaju k tejto kulture. Jednym z ucinnych pristupov na hodnotenie kultury
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bezpecnosti je prieskum s pouzitim dotaznikov. Tato metdéda umozriuje organizaciam zhromazdovat
cenné poznatky priamo od zamestnancov, ¢im poskytuje komplexny pohlad na bezpeénostnu klimu
v danej spoloénosti. Systematickou analyzou reakcii mézu organizacie identifikovat’ silné stranky
a oblasti na zlep3enie, ¢o v kone¢nom ddsledku vedie k efektivnej§im postupom, moznosti tvorby
relevantného akéného planu a odolnejSiemu/bezpelnejSiemu pracovisku. V predlozenom ¢&lanku
preskimame vyznam kultiry bezpecnosti, implementaciu dotaznikov a postupy vyhodnocovania
zozbieranych udajov pomocou Statistickych metdd.

Kultara bezpecnosti

Kultura bezpecnosti ,zahfha zakladné hodnoty a spravanie vyplyvajuce zo spolocného zavazku
veducich zamestnancov a jednotlivcov klast déraz na bezpeénost vocli ostatnymi ciefom, aby sa
zabezpedila ochrana [ludi a Zivotného prostredia (Kim et. all, 2022). Sproch definuje kultiru
bezpeCnosti ako ,komplex sub-kultdr vo vztahu k jednotlivcovi aj organizacii. Osobné postoje
(personal) a pravidla uplatriované organizaciou mézu predchadzat alebo podporovat vznik
nebezpeénych javov, podmienok ktoré su predchodcami nehdd/incidentov. Kultura vo vnutri
organizacie je rovnako dbleZita ako vSetky ostatné investicie do bezpecnosti (z ang. slova safety).
Nie je to mozné dosiahnut’ cez noc, je to proces spolo¢ného uéenia sa, ktoré vyZaduje ¢as®.

Ako uvadza Sprava Projektu D16/2005 POCHOPENIE KULTURY BEZPECNOSTI V RIADENI
LETOVEJ PREVADZKY koncept kultiry bezpe&nosti ma svoj pévod v sociélnej a behavioralnej
psycholdgii 50. a 60. rokov 20. storocCia, ktora sa dostala do popredia v organizacnej psycholégii,
organizaCnom spravani a literatire manazmentu v 80. rokoch. Termin kultura bezpecnosti ziskal
svoje prvé oficialne pouZitie v Uvodnej sprave o havarii jadrovej elektrarne v Cernobyle na Ukrajine
(IAEA, 1986). Sprava IAEA (1986) predstavila koncept na vysvetlenie organizaCnych chyb
a poruseni prevadzkovatelov, ktoré vytvorili podmienky pre katastrofu. Spravy z prieskumu verejnej
mienky odvtedy naznacuju slabu kulturu bezpec€nosti v prevadzkovych spolo¢nostiach ako
determinant niekolkych vyznamnych nehéd, ako napriklad poZiar na stanici metra King’s Cross
(Fennell, 1998); potopenie osobného trajektu Herald of Free Enterprise (Sheen, 1987) a zrazka
osobného vilaku v Clapham Junction (Hidden, 1989). Vyznam kultury bezpe&nosti pre bezpe¢nu
prevadzku nie je sporny (Cox & Flin, 1998). Organizacie s pozitivnou kulturou bezpeénosti sa
vyznacuju komunikaciou zaloZenou na vzajomnej dbvere, zdielanym vnimanim dobleZitosti
bezpec€nosti a déverou v ucinnost preventivnych opatreni.“ (HSC, 1993: s. 23).

Globalna definicia kultury bezpecénosti: ,Kultira bezpecnosti je trvalda hodnota a priorita, ktoru
bezpecnosti pracovnikov a verejnosti pripisuje kazdy v kaZzdej skupine na kazdej urovni organizacie.
Vztahuje sa na rozsah, v akom sa jednotlivci a skupiny zaviazu k osobnej zodpovednosti
za bezpecnost, budu konat' tak, aby chranili, posilfiovali a komunikovali obavy o bezpeénost, snazili
sa aktivne ucit, prispésobovat a upravovat (individualne aj organizatné) spravanie na zaklade
ponauceni z chyb, a byt odmerfiovani spésobom, ktory je v sulade s tymito hodnotami® (Wiegmann
et al., 2002; Projekt D16/2005).

Spolo¢nost, v ktorej zamestnanci uprednostiuju bezpecnost pri svojich kazdodennych €innostiach,
je v polohe strategicky pred konkurenciou. Kultira bezpe&nosti znizuje pravdepodobnost’ vzniku
nehdd a zraneni, ¢im chrani zdravie zamestnancov a minimalizuje prevadzkové poruchy a Skody,
ktoré Casto prinaSaju aj znacné finan¢né straty. ZvySuje moralku a produktivitu zamestnancov,
pretoze pracovnici sa na svojom pracovisku citia ocefovani a v bezpeci. Z dlhodobého hfadiska
zavazok k bezpecnosti zlepSuje povest spolocnosti, prilaka talenty a klientov, ktori uprednostiuju
zodpovedné postupy. A napokon, pestovanie kultury bezpecnosti zabezpec€uje sulad s predpismi,
znizuje riziko pravnych problémov a finanénych sankcii. Pre zabezpecenie kultury bezpecénosti,
by spolo¢nost mala uprednostiiovat otvorend komunikaciu povzbudzovanim zamestnancov,
aby hlasili obavy o bezpecnost bez strachu z odvetnych opatreni. Pravidelné Skolenia a vzdelavanie
o pravidlach bezpec€nosti spolu s viditelnym zavazkom vedenia k bezpecnostnym praktikam mozu
posilnit dblezitost bezpelnosti v kazdodennej prevadzke. Okrem toho rozpoznavanie

11



FORUM 1/2024
ISSN 1339-9403

a odmenovanie bezpeéného spravania modzZze zamestnancov motivovat k aktivnej ucasti
na udrziavani bezpe&ného pracovného prostredia. V akom realnom stave spoloCnost je, kam
smeruje a aké ma nedostatky na zlepSenie, je mozné zistit' kvalitnym dotaznikovym prieskumom
a jeho naslednym vyhodnotenim. Ziskané udaje z dotaznikového prieskumu tak tvoria zaklad
pre tvorbu strategickych rozhodnuti podniku, akénych planov a postupov.

Dotaznikovy prieskum realizovany v Mestskom podniku v Zapadoslovenskom kraji

Dotaznikovy prieskum sa realizoval v spolo¢nosti, ktora si nezelala byt menovana a preto bude
vtexte ¢lanku nazyvana len vSeobecne ako Mestsky podniku v Zapadoslovenskom kraji
(environmentalny priemysel, odpadové hospodarstvo). Dotaznikovy prieskum sa realizoval
za UCelom ziskania udajov o stave kultury bezpeénosti vo vybranom Mestskom podniku
v Zapadoslovenskom kraji. Ulohou prieskumu bol zber udajov od zamestnancov s pouZitim
dotaznikov, podporenych kalibranymi rozhovormi a nasledné vyhodnotenie udajov a z nich
vyplyvajuci navrh opatreni.

Postup realizacie dotaznikového prieskumu prebiehal nasledovne (obr. 1):

¢ formulacia jednotlivych otazok — na zaklade bodov kultury bezpeénosti stanovené
odbornikom z oblasti kultiry bezpecénosti a ochrany zdravia pri praci,

¢ zostavenie dotaznika — digitalizacia, nastavenie komunikacie smerom na respondentov
a nasledna distribucia dotaznika,

¢ zber adajov — bol realizovani v termine od 01.03.2024 do 31.03.2024,

¢ spracovanie ziskanych udajov — digitalizacia odpovedi z papierovych dotaznikov,
spracovanie udajov, vyhodnotenie kritickych oblasti- priprava na kalibracné rozhovory,

¢ kalibraéné rozhovory — 25.04.2024 -26.04.2024 kalibracné rozhovory s 20-timi nahodne
vybratymi zamestnancami.

A

Akcia
Prezentacia
Analyza vysledkov a
udajov odporucani
Kalibracné Prezentacia
rozhovory vysledkov a
. , . i odporucani
Dotaznikovy Lokality- April
prieskum 2024
01.03.2024-
31.03.2024

Obr. 1 Postup realizacie dotaznikového prieskumu (vlastné spracovanie)

Pri koncipovani otazok v dotazniku sa postupovalo so zretelom na zachovanie zakladnych
vlastnosti ako je prehlfadnost a kompaktnost. Déraz sa kladol na spravne zostavenie otazok
a ich usporiadanie. Pri tvorbe otazok bolo dblezité dodrzat aj pravidlo, ktoré hovori o tom,
Ze otazky by sa nemali tykat citlivych tém a respondentovi by nemalo byt neprijemné
na otazky odpovedat. Tieto principy su pre cely prieskum velmi délezité, pretoZe nekorektne
poloZena otazka mdze ovplyvnit cely prieskum (Kreislova, 2008).
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Dotaznik bol tvoreny podla jednotlivych charakteristik kultiry bezpecnosti
(https://itoz.sk):

1. Otazky pre Statistické ucely spolo¢nosti.

2. Osobna zodpovednost — otazky 1-3.

Spochybriujuci postoj — otazky 4-5.

Efektivna komunikacia — otazky 6-9.

Vodcovstvo — otazky 10-12.

Rozhodovanie — otazky 13-15.

Respektujuce pracovné prostredie — otazky 16-19.
Kontinualne vzdelavanie — otazky 20-21.

. ldentifikacia a rieSenie problémov — otazky 22-24.

10. Kultura bezpe&nosti, porozumenie otazkam — otazky 25-29.

© 0o N oA

Otazky prieskumu klimy kultury bezpelnosti su predmetom dusSevného vlastnictva skumanej
spolocnosti, v spolupraci s ktorou sme prieskum organizovali, preto ich neuvadzame v plnom zneni.

Zber dat

Ako bolo uz spomenuté, dotaznikovy prieskum sa realizoval od 01.03.2024 do 31.03.2024.
Za ucelom €o najvacsieho kolektovania dat bol dotaznik distribuovany zamestnancom elektronicky,
papierovou formou alebo mohli vyuzit QR kod otdzok dotaznika, s pouZzitim mobilného
teleféonu/tabletu.

Dotazniky vyplnilo 157 respondentov z toho bolo vratenych:
o Elektronickou formou 45 % (71 dotaznikov)
¢ Papierovou formou 55 % (86 dotaznikov)

Pojem ,vzorka“ sa vztahuje na &ast’ populacie, ktora nam umozriuje vyvodit zavery o populacii,
a preto je délezité, aby velkost vzorky bola dostatocna na to, aby bolo mozné vyvodit zmysluplné
zavery. Inymi slovami, je to minimalna velkost, ktora je potrebna na odhad skutoéného podielu
populacie s pozadovanou mierou chybovosti a spolahlivosti. Preto je uréenie vhodnej velkosti vzorky
jednym z opakujucich sa problémov v Statistickej analyze. Jeho rovnicu (1) mozno odvodit pomocou
velkosti populacie, kritickej hodnoty normalneho rozdelenia, podielu vzorky a chybovej odchylky
(https://fmk.sk/vzorka/).

=(22Xp)<(1—p))+€2 (1)
(1;11?)

e +2z2XpX

kde:
e - pripustné rozpatie chyb v %
p - rozptyl v %
z - hladina spolahlivosti v %
N - velkost populacie

Vypocet urovne spolahlivosti v dotazniku:

o Celkovy poCet zamestnancov 554
¢ Pocet ucastnikov 157 (28 %)
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¢ Pristupné rozpatie chyb 5%
¢ Konecna hladina spolahlivosti 87 %

Poznamka: Celkovy pocet zamestnancov je informacia, ktord sme ziskali z oddelenia ludskych zdrojov a
jednalo sa o vSetkych pracovnikov, ktori v ¢ase kedy sa prieskum vykonaval boli evidovani ako
zamestnanci v TPP (trvalom pracovnom pomere) alebo inom pracovnom pomere- dohoda o vykonani
prace (DOVP), dohoda o pracovnej &innosti (DOPC).

Kalibracné rozhovory

Kalibracné rozhovory (20 zamestnancov) boli vedené vo forme ,one on one“ s dvadsiatimi
pracovnikmi s réznymi pracovnymi poziciami v danom podniku. Uskuto&nenie rozhovorov
ma podporny charakter pri hlbSom pochopeni perspektiv zamestnanca a identifikacii oblasti
na zlepSenie. Napriek osobnym pohovorom sa podobne ako pri dotaznikovej metéde zachovala
anonymita respondentov, zddévodu snahy oo najpravdivejSie a Uprimné odpovede
sa poukazovalo na déveru v proces ziskavania udajov/informacii. Pri vybere respondentov sa kladol
ddéraz na pracovnu poziciu a variabilitu charakteru vykonavanej prace.

Moderovany kalibracny rozhovor prebiehal v ramci okruhov:
¢ Pochopenie odpovedi prieskumu.
o Pozitivne aspekty.
¢ Oblasti na zlep3enie.
¢ Vedenie a komunikacia.
¢ Navrhy na zlepSenie.

Vyhodnotenie prieskumu

Jednym zo zakladnych cielov pri vyuzivani dotaznika na vybranu problematiku, je ziskanie
udajov, s ktorymi nasledne pracujeme. Nakoniec sme ziskali finalny datovy subor s odpovedami
od 157 respondentov, ktory uchovava udaje a fakty, na ktorych staviame. Po vycisteni datového
suboru si mézeme uviest jednotlivé pocetnosti premennych, ktoré sluzia pre Statistické ucely
spolo¢nosti ako su informacie o pohlavi respondentov, vekovej kategdrii, ,lokalita®, na ktorej
respondent pracuje, po€et rokov praxe, kolko rokov pracuje v spolo¢nosti, pracovna pozicia.
Uvedieme dva priklady vyhodnotenia poc&etnosti v grafe 1 a v grafe 2.

76%(119) 24% (38)
Muz Zena

(157)
Responses

Graf 1 RozloZenie pohlavia zastipeného v prieskume (vlastné spracovanie)

Graf 1 znazoriiuje, ze v naSom datovom subore, s ktorym budeme pracovat, sa nachadza 38
Zien, ¢o zodpoveda 24% z odpovedi a 119 muzov, ¢o zodpoveda 76% z odpovedi. Graf 2
znazorniuje odpovede na otazku ,Kolko rokov pracujete v spolo€nosti?“, priCom najvacsie
zastipenie ma odpoved 2 az 5 rokov, €o je 29% z odpovedi.
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0- 2 roky 2 -5 rokov

| 28% 44 29% (45)

24%(38) 16% (25)

5-10 rokov 10 rokov a viac

3%®

Neuvddzam

Graf 2 Vyhodnotenie otazky: Kolko rokov pracujete v spolocnosti? (vlastné spracovanie)

Vyhodnotenie dotaznika podla okruhu otazok

Ugelom prieskumu bolo posudit postoje, presved&enia, spravanie stvisiace s kultirou bezpeénosti
v ramci celej organizacie. Na zaklade tohto ucelu sa vytvorili dotaznikové otazky podfa okruhov
zakladnych charakteristik Kultury bezpec€nosti. Po ziskani udajov od respondentov sme odpovede
vyhodnocovali a porovnavali s odbornikmi z danej problematiky. V ¢lanku obsiahne
len vyhodnotenie prvého okruhu otazok.

Tabulka 1 Ukazka otazok na jednu z charakteristik Kultury bezpecnosti- Osobna zodpovednost (vlastné
spracovanie)

Osobna zodpovednost’

1 Kazda osoba je zodpovedna za bezpecnost, to znamena, Ze aj ja som zodpovedny(a) za
svoju vlastnu bezpecnost.

2 Pracovnici naej spolo¢nosti pri plneni pracovnych povinnosti chapu a dodrzZiavaju, zakony,
pravidla, prevadzkové postupy a zakladné principy bezpeénosti.

3 Informacie tykajuce sa bezpecnosti su zdiefané, volne dostupné, aby bolo mozné bezpecne
vykonavat pracu.

V nasledujucich grafoch 3 az 5 su vyhodnotené jednotlivé otazky uvedené v tabulke 1.

Kazda osoba je zodpovedna za bezpecnost, to znamena, Ze aj ja som zodpovedny(3) za svoju vlastnu bezpeénost

Responses Weighted Average

7 8 9 10
I o

r 0 1 2 3 4 5 5 7 |3

. N . o 0 0 o 2 1 1 9 20 22 102
Plne nesdhlasim - Plne sihlasim . PR N . ' n . - B 157
(0%) (0%) (0%) (0%) (1%) (1%) (1%) (6%) (13%) (14%) (65%)

Graf 3 Zhodnotenie odpovede na otazku ¢. 1 (vlastné spracovanie)
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Priemerna hodnota odpovede 9,3 na otazku €. 1. ,,KaZda osoba je zodpovedna za bezpeénost,

to znamena, Ze aj ja som zodpovedny(a) za svoju viastni bezpecnost”. Zamestnanci
si uvedomuju zodpovednost za svoju vlastnu bezpecnost.

postupy a zékladné principy bezpe¢nosti

a5

r o 1 2 3 In |5 Ie

Pine neschlasim - Pine suhlasim

Pracovnici nasej spolocnosti pri pineni pracovnych povinnosti chapu a dodrziavaju, zakony, pravidla, prevadzkove

8 ] 0

Responses Weighted Average

Graf 4 Zhodnotenie odpovede na otazku ¢. 2 (vlastné spracovanie)

Priemerna hodnota odpovede 7,8 na otazku &. 2 ,Pracovnici nasej spolo¢nosti pri plneni
pracovnych povinnosti chapu a dodrzZiavaju, zakony, pravidla, prevadzkové postupy a zékladné
principy bezpecnosti“. Odpoved poukazuje na neistotu v otdzkach spravneho chapania

pracovnych postupov suvisiacich s bezpe&nostou.

a0

o |n 1 2 3 |4 |

Plne nesdhlasim - Pine sihlasim

Informécie tykajlce sa bezpeénosti st zdielané, volne dostupné, aby bolo moZné bezpecéne vykonavat pracu

20
“: l I
0
0 3 5 6 7 8
S |& |7 |8 I‘! I1D
1

] 10

Responses Weighted Average

3 16 55

%) (20%)  (10%)  (35%)

Graf 5 Zhodnotenie odpovede na otazku ¢&. 3 (vlastné spracovanie)

Priemerna hodnota odpovede 8,1 na otazku ¢.

3 ,Informacie tykajuce sa bezpecnosti

su zdielané, volne dostupné, aby bolo mozné bezpeéne vykonavat pracu®. Dostupnost informacii
ohlfadom bezpeénosti je v poriadku. Vdaka kalibranym rozhovorom bolo upresnené, Ze odchylka
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v negativnych odpovediach sa tyka prevazne nepochopenia informacii zo strany zamestnanca
(otazka €.2).

Najc¢astejSim dévodom nevyplnenia dotaznika zamestnanci uvadzali Casovy stres, prili§ vela
povinnosti, nepokladali za prioritu sa nim zaoberat. V nasledujucom texte uvedieme sumarizované
vysledky dotaznikového prieskumu.

Napriek tomu, Ze vo vysledku viac ako 50% zamestnancov chapu procesy a prevazne suhlasia
s nastaveniami v spoloCnosti, z vysledkov je vidiet ,negativha tendencia odpovedi pri téme
vodcovstva, komunikacie smerom k zamestnancom a celkovej dévere. Nespokojnost zamestnancov
s komunikaciou a déverou vo vedeni mbze viest k negativnej bezpecnostnej kultire, kde zamestnanci
mdzu citit’ tlak ignorovat’ viastnu bezpeénost za u¢elom dosiahnutia pracovnych ciefov alebo bonusov.
Také prostredie mbze zvySovat riziko pracovnych Urazov a incidentov.

Z vysledkov prieskumu a kalibraénych rozhovorov vyplynulo:

e Zamestnanci vnimaju bezpeénost ako silného partnera, v spolo¢nosti sa kladie dbraz
na dodrziavanie pravidiel.

¢ Nedostatky vnimaju v spdsobe vykonavani Skoleni BOZP veducimi pracovnikmi.

¢ Veduci zamestnanci musia prijat zodpovednost za podriadenych a neustale im pripominat
dodrziavanie bezpeénosti pri praci.(Skolenie vnimaju ako zataz popri ostatnych pracovnych
povinnostiach)

Bezpecnostna kultura na pracovisku predstavuje kfucovy prvok pre bezpecnost ale aj spokojnost
vSetkych skupin zamestnancov. Analyza sucCasného stavu situacie je vychodiskovym bodom
pre stanovenie konkrétnych odporuc¢ani s cielom vytvorenia pozitivneho a bezpe&ného pracovného
prostredia.

Zriadenie efektivnych komunikaénych kanalov je zasadné. Pravidelné a Strukturované stretnutia,
kde zamestnanci mdzu otvorene hovorit' 0 svojich obavach, su nevyhnutné. Je dolezité, aby vedenie
bolo otvorené spatnej vazbe a aktivne sa snaZilo zlepsit komunikacné procesy. Konkrétne navrhy:
¢ BOZP- Veduci zamestnanci : spolupraca na efektivnych Skoleniach pre zamestnancov.
o Zlepsit informovanost robotnickych profesii- vyuzitie a aktualizacia monitorov, informacnych
tabul, plagatikov.
o ZlepSenie toku informacii medzi oddeleniami (zdielané disky, polro¢né stretnutia).

Vedenie by malo byt transparentné vo svojich rozhodnutiach a politikach. Komunikacia zo strany
vedenia by mala byt priama, zamestnanci oCakavaju spatnu vazbu, preCo sa niektoré kroky
v organizacii deju. Podla zamestnancov sa komunikacia BOZP za posledné obdobie zlepsila,
v ramci pravidelnej informovanosti by malo BOZP viac marketingovo zapracovat' z hfadiska vabivosti
pre zamestnanca.

Zamestnanci by mali byt zapojeni do procesov tykajucich sa bezpecnostnych politik a pravidiel. Tym
sa nielen zvySuje ich angazovanost, ale taktiez sa posiliiuje ich dévera v systém. Rastie aj vyznam
nefinanéného ocenenia zamestnancov a moznosti prinasat navrhy na zlepSenia v spolo¢nosti
ZlepSovanim vztahu manazmentu k pracovnikom, poskytovanim zamestnaneckych vyhod ale aj cez
optimalizaciu procesov. Mnohi zamestnanci zadali ako obrovsky benefit, dostavanie spatnej vazby
od nadriadeného. Oceriuju neformalne konverzacie zo strany nadriadeného/ vedenia, vytvara pocit
zaujmu a lepSej kultury ¢o sa odzrkadluje aj na snahe dodrziavat pravidla a viac po€uvat ,poucenia®.
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Zaver

Kolektovanie informacii, ich vyhodnocovanie a prezentacia su v su€asnosti zakladom pre exaktné
rozhodovania manazmentu v organizaciach. Vdaka dotaznikovému prieskumu, kalibranym
rozhovorom a naslednou Statistickou analyzou udajov disponuje podnik informaciami o su¢asnom
stave ich konkrétnej Kultury bezpecnosti, postrehov od zamestnancov a ich navrhov na zlepSenie,
pricom samotné udaje z dotaznika su zakladom pre tvorbu systematickych postupov na zlepSenia
Kultdry bezpec&nosti v danom podniku.

Kultdra bezpec€nosti v priemysle moze byt nasledovna:

¢ BezpelCnostné iniciativy: V priemyselnych odvetviach, ako je vyroba, sa kultura
bezpecCnosti zameriava na zabezpelenie vyrobného procesu a ochranu zamestnancov
pred chemickymi, fyzickymi a biologickymi hrozbami.

o OsvedCené praktiky: Implementacia systémov ako Lean Manufacturing a Six Sigma
prispieva k zefektivheniu procesov a zniZzovaniu nebezpeénych situacii. Takisto
pravidelné testovanie a udrzba zariadeni su klu€ové pre prevenciu nehdd.

¢ Identifikacia osved¢enych praktik a pristupov:

o Otvorena komunikacia: Kultiura zaloZzena na doévere, kde zamestnanci mézu otvorene
hlasit’ problémy a navrhovat zlepSenia bez obav z negativnych nasledkov.

e Vzdelavanie a Skolenie: Pravidelné Skolenia pre zamestnancov su kfu€ové na
zabezpecenie aktualnych poznatkov o bezpecnostnych praktikach a pri dodrziavani
predpisov.

¢ Hodnotenie a zlepSovanie: Neustale vyhodnocovanie bezpecnostnych protokolov a
implementacia novych praktik na zaklade spatnej vazby a analyzy incidentov.

e ZapocCitanie zamestnancov: Zapojenie zamestnancov do rozhodovacich procesov
tykajucich sa ich bezpecnosti, ¢im sa zvySuje ich angaZovanost a zodpovednost za
dodrziavanie bezpe&nostnych opatreni.

o Kultura bezpec&nosti vo vSetkych odvetviach by mala mat spolocny ciel - zniZzovanie rizika,
ochranu zamestnancov a zabezpecenie kvalitnych a bezpecnych produktov €i sluzieb.
Kazdé odvetvie ma svoje Specifika, ale osvedené praktiky a pristupy mézu byt prevzaté
a prispésobené na zlepSenie bezpel&nostnych Standardov vSade.

Dalsi vyskum v oblasti kultiry bezpeénosti sa méze zameriavat na:

1. Analyzu vplyvu kultury bezpeénosti na vykon organizacie: ako silna kultura bezpecnosti
ovplyvhuje produktivitu, zamestnanecku spokojnost a celkovy vykonnostny ukazovatel
organizacie.

2. Porovnanie kultury bezpec&nosti v roznych odvetviach (napriklad zdravotnictvo, stavebnictvo,
priemysel) a identifikacia osved&enych praktik a pristupov.

3. Vyskum psychologickych aspektov, ako su motivacia, vnimanie rizik a rozhodovanie, a ich
vplyv na dodrziavanie bezpeénostnych predpisov.

4. Efektivitu réznych metdd vzdelavania a Skolenia zamestnancov v oblasti bezpec€nosti a ich
vplyv na zmenu spravania a kulturu bezpecnosti.

5. Skumanie vplyvu modernych technoldgii (napriklad IoT, big data, Al) na kultdru bezpecnosti
a schopnost organizacii predchadzat nehodam.

6. Porovnanie kultur bezpecnosti v rdéznych geografickych regiénoch alebo kulturnych
prostrediach a ich dopad na prevenciu incidentov.

7. Hodnotenie a meranie kultury bezpecnosti: Vyvoj a testovanie novych nastrojov
na hodnotenie kultury bezpe€nosti v organizaciach.
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8. Skumanie spbsobov, ako organizacie mézu efektivne zdielat osvedCené postupy a ucit’ sa
navzajom v oblasti bezpecnosti.

Dalsi vyskum by mohol prispiet k posilneniu Kultiry bezpeénosti a zniZeniu rizika incidentov
v réznych odvetviach nie len priemyselnych podnikov.
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UTILIZING GAME LEARNING IN TEACHING THE AGILE FRAMEWORK
MINIMUM VIABLE PRODUCT

Jana MESAROSOVA, Jana SAMAKOVA, Jana SUGAROVA

ABSTRACT

In the dynamic environment of today's market, the ability to quickly develop and test a product
is a key competitive advantage. The concept of a Minimal Viable Product (MVP) has become
one of the most important approaches in new product development and innovation. An MVP
represents the simplest version of a product that still allows for feedback from real users,
thereby minimizing the risks associated with further development investments. Teaching the
concept of MVP to university students provides a unique opportunity to connect theoretical
knowledge with practical experience. The aim of this paper is to help students at a technical
university master the principles of the agile MVP method by utilizing game learning in the
Innovation Management course. The goal of game learning is not only to acquaint students
with the theory of MVP but also to teach them how to effectively apply this approach in a real
business environment. Through interactive methods such as workshops, simulations and case
studies, students can develop the skills necessary for successfully implementing MVP in
practice.

KEY WORDS: Minimum Viable Product, Agile framework, Game learning, Innovation
management

INTRODUCTION

In the rapidly changing work environment of the 21st century, the ability to adapt to new
challenges and respond to dynamic market conditions is becoming an essential skill. Agile
methods, originally developed for the software industry, are increasingly being applied in
various areas of business and project management. For students preparing to enter the
professional world, it is therefore important to understand the fundamentals of agile
approaches and learn how to apply them effectively. Teaching agile methods not only
familiarizes them with modern management techniques but also prepares them to solve
complex problems, collaborate effectively in teams, and adapt to a constantly changing
environment (Steghdfer, 2016).

The presented article focuses on the use of game-based learning for teaching agile methods
within the Innovation Management course at a technical university. Students were tasked with
creating a Minimal Viable Product (MVP) for a product that allows for the easy assembly of a
T-shirt. They were then required to promote the product on social media and gather feedback
for the next version of the MVP.

The agile approach emphasizes flexibility, teamwork, open communication, and continuous
improvement — qualities that are crucial today not only in technical fields but also in managerial
and creative professions. For students, these skills are decisive, as they enable them to
effectively manage future challenges, adapt to rapid changes, and innovate (Mukherjee, 2019).

1 THEORETICAL BACKGROUND
Innovation is the cornerstone of project management, and thus every project is associated with

a multitude of risks and uncertainties. Modern project management must be flexible to support
rapid adaptation to changes. In today’s dynamic and constantly evolving environment, the use
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of agile methods (frameworks) is therefore crucial. Agility supports the innovation process by
allowing teams to experiment quickly and learn from mistakes, which is fundamental to creating
new and interesting solutions. An agile approach often involves the creation of a Minimum
Viable Product (MVP), which serves as a tool for obtaining quick customer feedback — an
essential element of the agile approach focused on continuous improvement (Daraojimba et
al. 2024; Dias, Tereso, Souza, 2024). The aim of this chapter is to describe the basic
theoretical concepts related to agility, fundamental agile frameworks, particularly MVP and
game learning.

Agility and Agile Frameworks

Agility is an approach to project management that emphasizes flexibility, adaptability, and
continuous feedback. Agile frameworks are specific methodologies or approaches used to
implement agile principles in project management and product development. They enable
teams to work quickly, efficiently, and adaptively in a constantly changing environment. Their
main advantage is the ability to respond swiftly to customer feedback, market changes and
new technical requirements. Among the most popular agile frameworks are the Minimum
Viable Product, Scrum, Kanban, Extreme Programming (XP), Crystal, and others (Martin,
2023). Each of these frameworks has its own advantages and is suitable for distinct types of
projects. The choice of the right agile framework depends on the nature of the project, the
team, the organizational culture, and the specific goals to be achieved. The MVP framework
will be discussed in more detail in the next section of the paper.

SCRUM is one of the most popular agile frameworks, focused on managing team collaboration
and adapting to rapid changes. It operates based on short iterations called "sprints", which
typically last from 1 to 4 weeks. During sprints, the team focuses on delivering a specific part
of the product or functionality (Sassa et al., 2023; Pinto, Leme, 2024).

KANBAN is a visual work management system that emphasizes continuity and optimization of
workflow. Using a Kanban board, the status of various tasks (e.g., "Planned", "In Progress",
"Completed") is visualized, allowing the team to quickly identify bottlenecks and continuously
improve work processes (Divya, Kamalraj, 2024; Trzesicki, Marek, Przybylek, 2024).
Extreme Programming (XP) is an agile framework focused on software development with an
emphasis on technical practices, such as pair programming, test-driven development (TDD),
continuous integration and frequent software releases (Mangalaraj, Mahapatra, Nerur, 2009).
Crystal is a set of agile frameworks that emphasize tailoring the process to the needs of the
team and the project. Crystal methodologies prioritize human interactions, communication, and
adaptability, differentiating them from stricter frameworks like Scrum or Kanban (Sunner,
2016).

Minimum Viable Product

The Minimum Viable Product method allows for the validation of a product concept with
minimal costs and in the shortest possible time. The creation of an MVP involves several basic
steps, which can be explained using a simple example shown in Figure 1.
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MINIMUM VIABLE PRODUCT
The most rudimentary Sufficient enough for Something tangible
bare-based foundation early adopters. customer can
of the solution possible. touch and feel.

Fig. 1 Principle of Minimum Viable Product (own processing in CANVA by Mukherjee, 2019)

The first step is to identify the problem or market need that we aim to address. It is crucial to
accurately define the target customer group and understand their needs and expectations. In
this case, the need for a product that provides light was identified.

Subsequently, the most essential features necessary to solve the identified problem are
selected, and MVP1 is created — the simplest version of the product, which must be functional
and usable, but does not need to include all the planned elements and features of the definitive
version. For a product that provides light, a candle meets the requirements of an MVP. It is a
fully functional product with minimal costs.

This product is then introduced to the market and offered to the target user group to gather
initial feedback and verify whether the product truly solves the identified problem. The data and
feedback obtained from users are thoroughly analysed, and the next version of the MVP is
adjusted based on all comments and findings. In the case of the candle, the user group
indicated that they were satisfied with the light provided, but they wanted it to remain lit in the
event of rain or strong wind. The next, more advanced MVP is a lantern, which is again
provided to the users to gather further feedback. In this way, the product is refined until the
customer is satisfied with the final product. In the given example, the final product was a light
bulb. Based on the MVP approach, it is possible to add only those features to the product that
the customer genuinely wants and is willing to pay for. The customer receives what they want,
while the development costs are minimized (Mukherjee, 2019; Duc, Abrahamsson, 2016).

In our analysis of theoretical foundations, we also focused on the analysis of the number of
publications on the topic of Minimum Viable Product in two citation databases: WOS and
SCOPUS, between 2010 and 2023. The aim of this analysis was to demonstrate the relevance
of the topic being addressed. Figure 2 shows an increasing trend in scholarly articles on the
topic of MVP in the SCOPUS database. The highest number of publications in the WOS
database was recorded in 2021, after which there has been a slight decline in publications on
the topic. In total, up to the present (2024), 1 314 publications on the topic of MVP have been
published in the SCOPUS database and 856 publications have been published in the WOS
database.
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Fig. 2 The Topic of Minimum Viable Product in the Global WOS Database from 2010 to 2023 (own
processing)

Game learning

Game Learning is an educational approach that integrates game elements and design
principles into the learning process to enhance engagement, motivation, and learning
effectiveness. Gamification is not just about creating games. It also involves introducing
experiential, engaging and innovative forms of education into the school system. It sparks
interest in educational topics among students (and often also among educators), supports
active participation and maintains students' attention while providing immediate feedback
(Pineda-Martinez, 2023; Videnovik, et al. 2023).

2 MATERIALS AND METHODS

The presented section of the paper is dedicated to defining the main objective of the study,
describing the research sample, outlining the methods used for game learning in teaching the
agile concept of Minimum Viable Product, and detailing the survey.

2.1 Aims of the Research

The aim of this paper is to enable students at a technical university to master the principles of
agile product development by utilizing game learning within the course of Innovation
Management. Through the creation of a simple Minimum Viable Product (MVP), students not
only become familiar with the theory of MVP but also learn how to effectively apply this concept
in a real business environment.

2.2 Research Sample Description

The implemented game learning involved thirty-five students from the first year of the master's
program in Industrial Management, specifically from the modules: Industrial Management and
Personnel Management in an Industrial Enterprise. The game learning activities were
conducted in March 2024 over the course of one lecture and two seminars, totalling six
teaching hours.

2.3 Game learning - Minimum Viable Product

Step 1: Team Formation

Objective: To improve students' ability to work in teams, collaborate, assert their opinions, and
create compromises. The goal is to develop not only professional but also personal and social
skills.
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A total of thirty-five students were divided into nine teams (8 teams with four students and
one team with three students).

Step 2: Understanding Agile Principles and Creating MVP1

Objective: To teach students the basics of creating a Minimum Viable Product through
interactive learning and practical exercises. The focus is on understanding the importance of
market identification, defining the minimum viable product features, obtaining feedback, and
applying this knowledge in the real world by developing their own product.

Students were first introduced to theoretical concepts regarding agile frameworks and the
MVP concept. They were presented with basic innovation methods and specific examples
of successful products that started as MVPs, including their initial features and the way
they gradually evolved. The students were provided with a detailed guide on creating an
MVP, including step-by-step methodology.

Students were assigned the task of creating an MVP for a product designed to facilitate
easy folding of a t-shirt. They were instructed to use cheap and readily available materials
(such as cardboard, adhesive tape, coloured paper, and writing tools).

Each team defined a target group for their product. Eight teams chose high school and
university students, while one team selected elementary school pupils as their target group.
Subsequently, students discussed the basic functions that their first design, MVP1, should
have, and within their teams, they constructed their first versions of the products. The
following images (Fig.3 A-C) show the teams' work in addressing the assigned activity.

Fig. 3 Teamwork on Minimum Viable Product Designs for T-Shirt Folding (own processing)

Step 3: Creating a Promotional Video
Objective: To obtain feedback from the selected target group by introducing MVP1 into the
testing phase.

Students used freely available video creation apps to record and edit promotional videos
in which they presented their t-shirt folding product in the form of MVP.

The videos were uploaded to popular social media platforms (Facebook, Instagram,
TikTok). Through these platforms, students aimed to reach their target group of students
and pupils. Examples of the promotional videos where students present their MVP1 for t-
shirt folding can be seen in the following images (Fig. 4 A-D).
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Fig. 4 Samples of Students' Promotional Videos (own processing)

Step 4: Feedback Analysis

Objective: To identify areas for improvement and refine MVP1 based on feedback analysis

from the target group of potential customers.

e Students evaluated all positive and negative reactions to the created MVP1 and defined
the key features and attributes to be incorporated into the development of MVP2.

Step 5: Workshop on Evaluating Game Learning

Objective: To define the main benefits and challenges of game learning for teaching the agile

MVP method within the Innovation Management course.

e After completing the game learning, students participated in a workshop where they
presented their MVP1, discussed the creation process, and the challenges they faced
during the game learning.

2.4 Survey Research

The presented study utilized a survey questionnaire designed to gather feedback on the

benefits and challenges of game-based learning for teaching the agile method of Minimum

Viable Product (MVP). The questionnaire was distributed via the online platform Google Forms

and subsequently disseminated through the academic information system. The respondents

consisted of thirty-five students who participated in game-based learning as part of the

Innovation Management course. Data collection took place in March 2024. The survey was

anonymous and did not contain any demographic (categorizing) questions. It included five

questions:

1. How would you rate your ability to understand and apply the principles of agile product
development (Minimum Viable Product) after completing the game-based learning
session?

2. Which aspects of game-based learning do you consider the most beneficial for teaching
the agile method of Minimum Viable Product?

3. What bottlenecks or challenges did you identify during game-based learning when teaching
the agile method of Minimum Viable Product?

4. To what extent did game-based learning help you bridge theoretical knowledge with
practical experience in MVP development?

5. Would you suggest any improvements or changes to the game-based learning
methodology that could enhance its effectiveness in teaching agile methods? If so, please
provide specific suggestions.
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Two questions employed a 5-point Likert scale (1 indicating the lowest satisfaction, five
indicating the highest satisfaction). Two questions offered multiple-choice options. The final
question was open-ended, allowing students to provide their suggestions for improvements or
changes to the game-based learning methodology to enhance its effectiveness in teaching
agile methods.

3 RESULTS

The game learning approach, aimed at the practical application of the Minimum Viable Product
(MVP) principle, was divided into six fundamental steps. Each step had a specific objective,
and the achievement of these objectives was measured through student output, participation,
and a survey. The survey, consisting of five questions, was distributed to all thirty-five students,
with thirty completed questionnaires returned. The following section presents the level of
achievement of the established objectives.

Objective 1: Improve students' ability to work in teams, collaborate, express their opinions, and
create compromises. The goal was to develop not only technical skills but also personal and
social competencies.

Evaluation: The students independently divided into nine teams, which resulted in an increased
level of collaboration and improved communication within the teams. Throughout the project,
team members used online communication tools (WhatsApp, Messenger, MS Teams) to share
ideas and feedback. The survey results also indicated that students had a positive view of
teamwork and considered it one of the main benefits of the game learning approach (Fig. 6).

Objective 2: Teach students the fundamentals of creating a Minimum Viable Product (MVP)
through interactive learning and practical exercises. The focus was on understanding the
importance of market identification, defining the minimal product features necessary for
feedback, and applying this knowledge in the real world by developing their own product.
Evaluation: This comprehensive objective was successfully achieved by all teams, as
evidenced by the creation of functional MVPs. A detailed guide on MVP development and real-
world examples of successful products helped students grasp the theory in a practical context.
The actual creation of MVP1, which involved designing a tool for simple folding of a t-shirt
using real materials (cardboard), allowed students to connect theoretical knowledge with
practical experience. Students clearly defined the minimal product features to produce the first
version of the MVP. This version represented the simplest form of the product, with just enough
functionality to gather feedback from initial users and enable the team to understand what
features to retain or modify in future iterations.

Objective 3: Obtain feedback from a selected target group by introducing MVP1 into the testing
phase.

Evaluation: Students clearly defined their target audience for their product. Due to the time
constraints (6 calendar days), the teams decided to target high school and university students,
particularly those active on social media who could easily access the promotional videos. One
team chose elementary school students as their potential customers, and they encountered
no significant issues while collecting feedback. The students created highly creative
promotional videos, differing in length, style, and the video creation tools used. This activity
sparked a heightened level of interest among most students.

Objective 4: ldentify areas for improvement and modify MVP1 based on the analysis of
feedback from the target group of potential customers.

Evaluation: This step was successful, as all teams managed to gather valuable feedback from
their target groups within the six-day period. Most suggestions for MVP1 focused on changes
to the material, colour, and size.
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Objective 5: Define the main benefits and challenges of game-based learning for teaching the
agile method of Minimum Viable Product in the Innovation Management course.

Evaluation: Based on the survey results, students evaluated game-based learning positively.
Forty-six percent of students rated their ability to apply agile product development principles
(Minimum Viable Product) after completing the game-based learning as high, and 40% rated
it as remarkably high (Fig. 5). 13.3% of students rated this ability as average.

50% 46,70%
205 40,00%

0
30 %

1 - very low ability
0,
20% 13,30% 5 - very high ability
10%
0,00% 0,00% .
0% ’
1 2 3 4 5

Fig. 5 How would you rate your ability to apply the principles of agile product development (Minimum
Viable Product) after completing the game-based learning?

The second question of the survey provided feedback on the aspects of game-based learning
that students considered the most beneficial for teaching the agile MVP method. In this
question, students could select multiple answers. The graph in Figure 6 clearly shows that
students regarded the creation of a real product prototype and the development of a
promotional video as the greatest benefits. They also positively evaluated teamwork and the
improvement of critical thinking skills.

creation of a real product prototype/video creation I 27
teamwork I 25
getting feedback NEEEEEEEEEE——————— 1)
improving critical thinking IS 14
other | 0

0 5 10 15 20 25 30

Fig. 6 Which aspects of game-based learning do you consider the most beneficial for teaching the
agile method of Minimum Viable Product?

The third question allowed students to identify any bottlenecks they encountered during the
game-based learning process. In this case, they could also choose multiple options. Notably,
students selected "no significant issues encountered" a total of twenty-six times. One student,
under the "other" option, mentioned that "the whole team had a different understanding of
MVP".
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bad atmosphere in our team 2
difficult assignment (difficulty getting feedback) 1
| did not sufficiently understand the theoretical part 2
other 1
0 5 10 15 20 25 30

Fig. 7 What bottlenecks or challenges did you identify during game-based learning when teaching the
agile method of Minimum Viable Product?

One of the main advantages of game-based learning is the connection between theoretical
knowledge and practical experience. This benefit was also confirmed by the responses to the
fourth question of the survey, in which students were asked to evaluate how much game-based
learning helped them link theoretical knowledge with practical experience in MVP
development. A significant 60% of students indicated that game-based learning helped them
to a considerable extent, while 30% confirmed that this method of instruction was extremely
helpful in bridging theory and practice.

80%
60%
60%
40% 30% 1-itdidn't help at all
5 - it helped a lot
20% 10%
0% 0%
0%

Fig. 8 To what extent did game-based learning help you connect theoretical knowledge with practical
experience in the development of Minimum Viable Product?

The final question of the survey was open-ended, allowing students to share their own ideas
and overall impressions regarding the teaching of Minimum Viable Product through game-
based learning. Based on the responses, it can be concluded that students would recommend
this teaching method for other subjects, as they found the learning experience to be enjoyable,
creative, and appropriate. However, some students expressed a preference for different
methods of gathering feedback instead of using social media, and they also noted concerns
about the random composition of teams.

4 CONCLUSIONS

The aim of this contribution was to evaluate the benefits of using game-based learning in
teaching agile product development through the Minimum Viable Product (MVP) method at a
technical university within the Innovation Management course. The results show that the
interactive method, grounded in the practical application of the MVP concept, contributed to
improving students' skills and knowledge.

The findings suggest that students successfully learned the fundamentals of MVP creation
through interactive learning and practical exercises. Within a six-hour educational block,
students identified target groups, defined the minimal product features, and created the first
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version of the MVP (MVP1). Through this practical activity, students effectively bridged
theoretical knowledge with practical experience, understanding how to apply the MVP concept
in real business environments.

A positive impact of this method was also observed in the development of teamwork,
communication skills, and critical thinking, as confirmed by participant evaluations. The
creation of a real prototype and promotional videos was considered the most significant benefit
for a practical understanding of agile methods. Although most students did not identify
significant issues, several suggested improvements, such as alternative feedback methods or
different team composition strategies.

Based on these findings, it can be concluded that the implementation of game-based learning
in the Innovation Management course yields positive results and fosters the connection
between theoretical knowledge and practical experience. This approach could be effectively
utilized in other subjects at technical universities, thereby enhancing interactivity and student
engagement in the learning process.
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