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THE IMPORTANCE LEVEL OF QUALITY MANAGEMENT
ELEMENTS IN POLISH CONSTRUCTION COMPANY
DEVELOPMENT STRATEGY

Stanistaw BORKOWSKI, Renata STASIAK-BETLEJEWSKA

Institute of Production Engineering, Faculty of Management,
Czestochowa University of Technology, Poland

Abstract

Quality is a key element of the contemporary enterprise development strategy
in the current globalization conditions. Philosophy of quality management emphasises
the importance of the product quality continuous improvement and the product use
value ensuring in relation to both customers’ and workers’ suggestions. Elements
of properly functioning quality management system guarantees manufacturing
a product with high quality parameters, what is also an element of continuous
company development. The paper is a presentation of the BOST survey results that
identify a value of strategic quality management elements indicated by workers as
crucial elements for chosen Polish timber construction company development. Value
Engineering analysis of quality management principles implemented in the analyzed
construction company has complementary functional meaning in relation to the
company development strategy.

Key words: strategy, development, quality management, Value Engineering, BOST

Introduction

The concept of management is a key concept for current economics.
Management functions are following: cooperation and control of subordinates,
sharing tasks and information processing. Management is related to realization of
organization’s aspirations that are related to its objectives defining the profile of the
company (Famielec 2009).

Aspirations of the organizations are connected both with company
objectives realization and human resources management. There are some differences
in defining directing and management in the literature (Mura 2014, Novotny 2014).
Term management refers to steering integrating planning, execution and enforcement
of causing objectives in dependent organizations thanks to a relationship occurring
between them. Directing is identified with persuading people to action aimed at
achieving the company’s objectives, so it refers to dispose of their competence in
company organizational hierarchy. The aim of the management is to ensure the
appropriate directing and functioning of the enterprise to organizational and economic
diversification, focus on achieving favourable economic performance (Borkowski,
Hrubec 2008).



Development of the company is precisely related to the company directing.
Efficient and effective management actions lead to the rapid growth of the organization.
The control of the company’s development in a dynamically changing environment,
in the light of globalization and internationalization processes, is complex. Managers
(through directing) fulfilling its essential function, which is to maintain the balance
between the economic activity and its environment, along with the maintenance of
homeostasis in the enterprise, requires constant upgrading of the product and the
organization (Gierzyriska-Dolna, Konodyba-Szymarnski 2004, Novotny 2010).
Globalization of the world economy, technological boom and information
technology development are main factors that have an impact on the broader
transformation of management systems and organizational structures of enterprises
towards a flexible organization that develops knowledge itself. The result of this kind
of a change is a significant acceleration in the development velocity of a products
as well as in organizational, technological and financial way. An important factor
(production factor) in the organization development is knowledge, what is related to
the accuracy of selection, selection of direction and how to implement management
(Herman 2000). Company operates in the environment undergoing constant evolutions,
decision-making, which affects the organization development. Factors that may affects
the company operating are following (Potkany 2001):
technical and technological improvement, which generates an extension of
various constellations production processes;

e consequences of the decision, because of increasingly robust international
interactions;

. high cost of error, due to the large size of the operation, automation technology,
large size enterprise and competition.

All phenomena accompanying enterprise’s development known as positive
and negative, occur at a specified time and ultimately lead to an increase in the
company, to put it differently contribute significantly to the intended purpose.

The term quality has specific meaning within organization’s development
and it determines a product or service perfection level in accordance to customers’
requirements. The quality is usually identified with an assessment of the object
in terms of evaluating the requirements it (product/service: low quality, medium
quality, high quality) (Potkany 2003). The basement of the quality evaluation can be
identified as qualities of objects, such as shape, colour, structure, chemical composition,
smell, weight, capacity to develop specific desired functions (Oblak, Jost 2011).
The definition of quality is most often used during the review of the observed object,
and it is used to determine its characteristics. Quality is therefore an important
determinant of business development and technical thought (Karaszewski 1999).

The current company, aimed at the development and thereby achieving
and maintenance its position in the market, faces increasingly more stringent quality
conditions posed by customers, because a quality is currently affecting the company
existence and its development except of performance and production costs. Today,
not only operational parameters and the cost of purchasing decide whether the
product will encourage the customer to buy it. Execution of the product, characterized
by desired level of quality is forcing the company to the use of solid foundations
of manufacturing processes and high quality means of production, marketing activities
and deliberate adequate level of qualifications of persons involved in all processes
(Stacho 2013). There are some conditions that have an impact on the final product
performance, such as: a good cooperation with suppliers and cooperators, because
it has an impact on pro-quality action (suppliers can not only confined to the same
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undertaking). There is also important a good quality service work, an ability of
operation testing, a help with installation and commissioning, as well as handling post-
warranty. Many quality problems have its origins not in the production line, but in
management, operation, finance, administration and human relations. Quality should
not been seen as separate inspection occupation posed at the end of the process or its
subsequent stages. Quality must be designed in the whole system of organization and
instilled all employees in the exploration granted to employees as customer satisfaction
(Hamrol 2005).

A range of activities within total quality management (TQM) is aimed at the
improvement, efficiency effectiveness increase, resilience and competitiveness of the
company. It is a philosophy that departs from the traditional beaten path of focusing on
inspection and testing, used to detect and remove nonconformities. TQM is based on
the fact that to achieve true efficiency of the organization in improving quality, every
part of the company, organization, company or institution must work closely with all of
its departments and units. The concept of TQM is also a method of reducing errors, and
thus the loss by an engagement of all employees to improve manufacturing procedures.
The methods and techniques of the quality management should be used throughout
the company, and therefore usually employees of different departments with different
priorities, skills and preparation for the profession who can work together. These
methods are necessary in R&D, procurement, marketing, production, employment
matters, sales, finance, accounting and computer services, distribution, storage, or in all
planes that play a strategic role in the organization’s development.

Material and methods

Issues presented in the paper have been presented in a specific order which
is the result of a particular hierarchy of importance. Analysis of the organization
development strategy in relation to quality management approach requires
presentation of the certain research method and quality survey tools in a certain
order according to the principle: from general to specific one. Following methods and
tools are successively described: SWOT, TQM, BOST, Value Engineering.

Basic method for the organization strategic position analysis in relation to
development strategy creating consists in strengths and weaknesses of the company
and the opportunities and threats resulting from its presence in a particular economic
and social environment (SWOT analysis). Well-known strengths (S) and weaknesses
(W) and identified opportunities (O) and threats (T) posed by the environment
highlight direction of the strategy development. Results of the strategic position based
on SWOT analysis enables not only a full definition of the enterprise competitiveness
position, but also allows comparing types and orientation in its manufacturing activity
and unite the whole production, marketing and research (Stefanovska, Soluncevski
2014).

Identification of the quality management system functioning level (as the
current company position in the market) involves analysis of the quality management
issues in relation to market requirements. The production of the highest quality
products that meet a set of standards and client demand requires continuous processes
and enterprise sources improvement, what can be effectively ensured by analysis of
workers opinion with regard to processes and strategic development elements which
are crucial for the enterprise and product future (Kitek Kuzman 2012). The focus on
the business in accordance to ISO 9001: 2008 standards in the furniture and the timber
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construction industry is permanent. Today’s customer forces the company to improve
product attributes such as: the operation security, functionality, simple operation,
environmental safety both during the production and the use, aesthetic appearance,
interesting packaging. Compliance with these requirements forces companies to use
modern manufacturing processes - new technologies, techniques, meet ergonomic
requirements during the design and quality of means of production - raw materials
and the highest quality. The appropriate using of work tools, marketing activities
allow meeting quality requirements with the appropriate level of qualifications of
workers involved in the process and manufacturing operations as well as service.
The good cooperation with suppliers and cooperators, that makes action directed
toward improving the quality are not limited to the enterprise operation area.
The final client and the broker also require high-quality service, often relying on
individual presentation of the product, the ability to test operation, assistance. The
need of taking joint actions in order to achieve a satisfactory quality product, made
the emergence of a common philosophy of quality assurance based on such
management, which is aimed at the comprehensive implementation of quality
management principles. It is based on several principles:

e identification of the workers’ conditions of continuous products quality
improvement, implementing of manufacturing processes improvements, so that
the resulting product suit the client’s vision,

*  training for employees to apply new philosophy (philosophy is following: only
the highest quality materials can used for production and the final product must
be of the highest quality),

e proof of the need to improve processes and reduce costs,

. illustrate the need of the control, which is aimed at nonconformities identification
and eliminating mistakes and shortcomings,

e directing employees to eliminate mismanagement since real quality level is not
the result of defects and nonconformities identification, but the result of the
analysis,

*  presentation of an appropriate tools of raw materials control for production,

e training for workers aimed at the knowing good work requirements, creating
quality-oriented attitudes and gaining the relevant skills,

*  introduction of surveillance methods (managers and leaders are duly informed,
allowing you to take appropriate action),

e rapprochement of the workers’ efforts to the objectives of the company,

e creating the right atmosphere for innovation (employees can ask about the
process, indicate and solve problems, express their positions and present their
own ideas),

*  modifying the category of thinking only about workers’ own stretch of action
towards a comprehensive thinking about the whole enterprise as teamwork, in
which all employees can help with problems of their colleagues,

e  eliminating obstacles that hindered reaching workers’ satisfaction of a well-
executed tasks (employees are informed about the achieved effects and the
practices aimed at motivating to actions of a quantitative nature have been
cancelled),

*  omission of the strict applying the standards to focus workers’ attention on
qualitative results of rather than on quantitative.

The same system was implemented at the production management level,
which is based on the implementation of the principles mentioned above.

The next step in the analysis of quality management factors importance in
relation to organization development strategy is evaluation of the quality management
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system elements functioning in selected company. Research methodology BOST
presented in the paper is based on a Toyota system philosophy. BOST methodology is the
effect of the authors’ studies related to workers opinions from the different industries in
Polish economy and the idea of Toyotarity that is understood as the specific discipline
examining relationship such as: human - machine and human - human with the
inclusion of a process-based approach, Japanese culture, especially culture of Toyota,
oriented to the continuous improvement with the use of the knowledge. This definition
details two dipoles: human - machine and human - human. In the relationship human
- human, one pole means: management, leaders - managerial staff who have visual
contact with human resources while managing them (Borkowski, Stasiak-Betlejewska
2012). It can be stated, that superiors look into the eyes of executors of process, who are
an element of the second pole of the human - human relationship (Borkowski 2012).

The research methodology BOST" is a research tool that uses a questionnaire
technique aimed to workers and their superiors opinion collecting as the source of
opinions about the organizations that apply Toyota principles. BOST can be successfully
applied in the analysis of both production and service organizations (at industrial
enterprises, administration, banks, hospitals, shops, schools etc). BOST questionnaires
(BOST survey and SERVQUAL constitute the entire research survey) include questions
based on Toyota principles found as the basic rules supporting the high quality
level of product and services in the organizations. Questions concerns opinions on
enterprise activity areas and managers characteristics as well. Two questionnaires
included in BOST survey concern both managers and workers. BOST is also used
for the importance assessment such elements of Toyota model, as: standardization
principles, visual control, using of Toyota principles, 4E + 1 principles and importance
hierarchy of strategic areas in production/service enterprises and service institutions.
The assessment of the Toyota factors mentioned in the presented research methodology
is conducted on the basis of the grading scale of Likert, where 1 means the lowest
evaluation and 6 means the highest evaluation.

The research paper presents BOST method as the primary method for
the analysis of results in importance level analysis within the main activities of the
company determining the organization development. The method allows assessing
the principles implementation level in the specific production conditions in selected
companies and institutions. The survey was conducted among employees of the timber
construction company. It is aimed to illustrate the degree of staff satisfaction, the order
of the organization factors areas within development strategy and identify the quality
improvement level and morale among employees. The most important areas for the
company have been chose for the organization development directions presentation:
E2 that concerns the enterprise development concept, E5 that concerns implementation
of the manufacturing process and E6 that is related to the standardization aimed at
continuous processes improvement. The research paper presents examination findings
on E2 area connected with the enterprise development idea.

Determining the importance level of each factor in a company development
strategy may be subject to simple form of Value Engineering analysis, which in practice
is based on the phased cycle comprising four elements (Badurek 2012):

1. a reference tool defining the framework for the creation of process documentation,
e.g. design standards including schematics (template);

2. the style of management (VM - Value Management) - for creation of conditions for
achieving the desired objectives, e.g. the method of allocation of project resources;
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3. organization of environmental factors (social, economic, legal) that affect activities
in the field of Value Engineering (VE);
4. the project group defined by the rules VE, e.g. small teams with optional
participation of users and experts.
Paper presents basic form of Value Engineering analysis focused on
identifying of functional character of quality management principles applied in the
analyzed company.

Results and debate
1 Characteristics of timber construction industry and research object

The research object is Polish timber construction company that has met
several market requirements entering European markets. The adoption of Poland to
the European Union towards the timber industry has set new goals to achieve. Strategy
prepared before the adoption of the EU for the wood industry in Poland was to organize
conditions for the proper functioning in the new market conditions. The functioning
in the European market depend on the organizations action by choice an appropriate
strategy strengthen organization’s market position (Oblak 2008).

The range of procedures for the wood industry within the wood processing
includes Chapter 20 in Polish Statistical Classification of Economic Activities (PKD)
and it includes separately furniture production group No 36.1. The first group includes:
sawmill, as well as antifungal and anti-inflammatory impregnation of wood, production
of high-quality molded and veneers, plywood manufacturers chipboard, MDF, HDF,
carpentry and joinery (windows, doors, stairs, roof trusses), production of wooden
packaging, woodworking and production of other products of wood, or materials
such as cork, straw and willow (www.itd.poznan.pl). The specific role of timber
construction industry in Poland is determined by such factors as:

*  basement of its activities on the rich and a national renewable-based National
Forests,

participation in industrial production sold in total,

share of people employed in the timber industry in relation to the total industry,
the amount of exports of this industry and a positive balance in foreign trade.
Polish timber industry has a crucial meaning for Polish economy development.
The most important wood-based sectors include: sawmill industry, furniture,
pulp and paper, wood-based panels. This industry is much more fragmented
and focused on small and medium-sized enterprises, where there are only a few
large entities. A large number of micro enterprises (representing approx. 30% of
the entire sector) is not covered by official statistics. The share of this industry
in the production of the whole Polish manufacturing industry accounts for more
than 9%.

Timber industry processes annually more than 37 million m3 of round wood
with a value of over 7 billion PLN purchased from State Forests. At the end of 2013
years the timber industry employed around 260 thousand of employees (including 124
thousand employed by the furniture industry and 49 thousand of workers employed
by the paper industry). The production value of the wood-based industries in 2013
amounted to over 88 billion PLN (including the paper industry with 32 billion PLN,
the furniture industry with 28.3 billion PLN), an increase compared to 2012 by 2.3%.
The productivity rates achieved in 2013 (value of production per 1 employee) in all
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sectors recorded an increase in the wood industry: furniture industry 108, 4%, industry

products of wood 107.6%, paper industry 106, 8% (for comparison manufacturing -

102, 7%). In 2013 the value of exports of wood products amounted to about 14 billion

Euro, which represents growth for 2012 at 1.2%.

Company functioning in the current conditions of globalization is
committed to continuous updating of its market objectives within two strategy
elements: mission and vision. The mission of the analyzed company is focused on the
perception of the enterprise as a preferred and desired by the customer supplier of
building materials. The realization of the mission carried out by pro-quality action,
price fighting strategy, fast and efficient service, product variety and reliability of
supply and service. Main objectives of the profitability improvement strategy of the
analyzed company are following:

1. The focus of all activities on customer needs.

2. Strengthening the brand and image as well as launching production of new
technology products and the service quality improvement.

3. Good cooperation with wholesale customers.

4. Implementation and maintenance of Quality Management System in the course
of all processes as well as its continuous improvement.

5. Cultivating qualifications, responsibilities, norms of behaviour and training,
and motivating employees to know and understand the needs of customers and
wholesale customers.

6.  Appropriate use of their potentials and action to reduce production costs.

7. Developing mutually satisfactory cooperation with customers, suppliers,
employees and the local community.

Continuous improvement of standards, preventing errors and improving
production processes and activities within the framework of the legislation are the
main objective of the company.

Examining the development strategy of enterprises operating in the
construction timber industry should be always in mind both their strengths and
weaknesses. Weaknesses of the analyzed company undoubtedly are often the result
of resource constraints and inadequate skills in the battle for the market. The reasons
are just some of the areas of its operations. One of the most well known weakness
as reflected by the enterprise is partly obsolete machinery. Machinery and equipment
operated in the production process are devices that require frequent repairs, resulting
in frequent downtime, and both these facts generate costs for the company. Acquisition
of equipment is brand new for the company - at today’s relative prices - an expense
that exceeds the financial capacity, for this reason, the purchase of new machinery
has in most cases the device used. Another reason which is one of the enterprise
weaknesses is the lack of own funds for investment, which is limited only to necessary,
as well as the lack of market research and effective marketing. The lack of the market
research affects the impossibility of creating an offer intended for a specific clients and
the lack of marketing undermines improvements in sales. Low costs of advertising
and promoting a business (e.g. trade fairs) and lack of television and press advertising
significantly reduce the enterprise market area activity. Clients in many cases decide
to more advertised products characterized with the law quality.

The strengths of the company include appropriate location, as an important
transport hub between the large agglomerations. It allows for easy accessibility of

! BOST method is protected by law regulations of the intellectual property protection. The name and its structure
is protected by the principle of first date (AAK Attorney Office in Czestochowa, Poland 2012)
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customers, whether shipping facilities both in the supply of materials as products
transportation. A wide range of offered products is the strength of the enterprise. The
capacity of the company also includes a wide group of loyal customers and the industry
experience. Strong negotiation attitude of companies towards suppliers, through
regular and large orders affected by the relatively low prices of finished products
allows achieving of the desired objectives.

The main threat for the company is the production of substitutes in the form
windows and furniture made from plastic materials. Reducing the demand for products
manufactured by the company related to the low standard of living of the population,
and high interest in loans and seasonality of sales are threats that do not contribute
positively to the objectives of the enterprise. Majority of the construction projects are
carried out in the spring, and autumn but less in the summer, while winter is a dead
period in the company. At that time (winter season), a significant decrease in interest
wholesalers and investors is noted. Country’s economic stabilization and stabilization
of currency policy become an opportunity for the company. Large prospects are tied
with the possibility of receiving EU subsidies (previously received by the company)
on the development, implementation of new technologies as well as on local support
of the Labour Offices in programs to counter unemployment in rural areas. The
enterprise also leads a policy of diversification which undoubtedly improves the
company’s position in the sector of manufacturers of furniture and joinery. High hopes
are related with introduction of ISO quality management system that allow improving
of the product quality characteristics. Having a certification of ISO product quality
control positively affects the prestige and attractiveness of the enterprise products.

2 Quality management strategy of the analyzed company

The focus on the business in accordance to ISO 9001: 2008 standards in timber
construction industry is permanent. Today’s customer forces the company to improve
product attributes such as: the operation security, functionality, simple operation,
environmental safety both during the production and the use, aesthetic appearance,
interesting packaging. Compliance with these requirements forces companies to use
modern manufacturing processes - new technologies, techniques, meet ergonomic
requirements during the design and quality of means of production - raw materials
and the highest quality. The appropriate using of work tools, marketing activities
allow meeting quality requirements with the appropriate level of qualifications of
workers involved in the process and manufacturing operations as well as service.
The good cooperation with suppliers and cooperators, that makes action directed
toward improving the quality are not limited to the enterprise operation area. The
final client and the broker also require high-quality service, often relying on individual
presentation of the product, the ability to test operation, assistance. The need of taking
joint actions in order to achieve a satisfactory quality product, made the emergence of a
common philosophy of quality assurance based on such management, which is aimed
at the comprehensive implementation of quality management principles. It is based
on several principles:

*  identification of the workers’ conditions of continuous products quality
improvement, implementing of manufacturing processes improvements, so that
the resulting product suit the client’s vision,

*  training for employees to apply new philosophy (philosophy is following: only
the highest quality materials can used for production and the final product must
be of the highest quality),
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e proof of the need to improve processes and reduce costs,

. Illustrate need of the control, which is aimed at nonconformities identification
and eliminating mistakes and shortcomings,

e directing employees to eliminate mismanagement since real quality level is not
the result of defects and nonconformities identification, but the result of the
analysis,

*  presentation of an appropriate tools of raw materials control for production,

e training for workers aimed at the knowing good work requirements, creating
quality-oriented attitudes and gaining the relevant skills,

*  introduction of surveillance methods (managers and leaders are duly informed,
allowing you to take appropriate action),

e rapprochement of the workers’ efforts to the objectives of the company,

e creating the right atmosphere for innovation (employees can ask about the process,
indicate and solve problems, express their positions and present their own ideas),

*  modifying the category of thinking only about workers’ own stretch of action
towards a comprehensive thinking about the whole enterprise as teamwork, in
which all employees can help with problems of their colleagues,

e  eliminating obstacles that hindered reaching workers’ satisfaction of a well-
executed tasks (employees are informed about the achieved effects and the
practices aimed at motivating to actions of a quantitative nature have been
cancelled),

*  omission of the strict applying the standards to focus workers’ attention on
qualitative results of rather than on quantitative.

The same system was implemented at the production management level,
which is based on the implementation of the principles mentioned above.

3 Quality factors in the development strategy

The study on E2 area included analysis of the main reasons (factors - quality
management elements) that determine the concept of the enterprise development.
Respondents have been asked to rank according to their own criteria a concept
of company development from less important (rating 1) to the most important
(rating 7). Table 1 shows the percentages of the various factors of the area and assess
its importance level for respondents’ group. Meaning of the symbols contained in
Table 1 is following;:

assessment scale of the factor importance 1 +7,

3 DK - the customer’s good,

. IP - product innovativeness,

* WK - cooperation with cooperants,

*  SP-independence and responsibility of employees,

e ZP-trust in relationships with employees,

* PR - cultivating the company culture,

*  RT - Technology development.

On basis of data in Table 1, a radar charts (Chart 1) showing the percentage
distribution of the responses for each rating were elaborated.
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Table 1. The rating structure [%] of E2 area factors importance. Concerns chosen enterprise

Rating Designation of the factors

DK 1P WK zp SP RT PR
1 0,0 4,0 32,0 0,0 24,0 16,0 24,0
2 16,0 0,0 24,0 12,0 0,0 12,0 36,0
3 0,0 8,0 20,0 40,0 28,0 4,0 0,0
4 0,0 12,0 4,0 40,0 8,0 20,0 16,0
5 24,0 12,0 0,0 0,0 4,0 36,0 24,0
6 32,0 20,0 16,0 4,0 20,0 8,0 0,0
7 28,0 44,0 4,0 4,0 16,0 4,0 0,0

Source: own study.

According to workers” opinion, the most important stimulus decisive in the
enterprise area of development is the product innovation (IP) which received 20.1% of
all votes, and the secondly important factor - the customer’s good (DK) that received
19.3% of all votes. The third important factor determining the enterprise development
is independence and responsibility of employees (SP) that received 14% of votes. The
least important factors for the development of the company are: cooperation with
cooperants (WK) and cultivating the company culture (PR), which received 10% of
votes. Distribution of E2 area factors in the workers’ opinion is as follows:

*  Customer’s good (DK) - the most popular rating among the respondents was 6,
which is accounted for 32.0% of all responses. The next most frequently chosen
rating was 7 (28.0% of respondents). Ratings 5 was indicted by 24.0% of workers.
The next rating indicated in the importance hierarchy of respondents answer is
2 (16.0%). Respondents didn’t evaluate factor DK with using ratings 1, 3 and 4.

*  Product innovativeness (IP) - this factor among the respondents most often
received the highest rating 7 (44.0% of the total response) and rating 6 was
indicated by 20.0 % of respondents. Rating 5 and 4 have been indicted in 12.0% of
respondents’ responses. The survey results show that a company cares about its
customers satisfying with regard to their needs and requirements.

*  Cooperation with cooperants (WK) - This factor has been low evaluated since it
received rating 1 in the opinion of 32.0% of respondents

e Trust in relations with employees (ZP) - factor was identified by respondents’
using ratings 3 and 4 (80% of all responses). Rating 1 wasn’t indicated in research
findings.

*  Self-reliance and responsibility of employees (SP) - this factor has been indicated
with rating 3 by 28.0% of respondents. Other respondents’ responses were as
follows: rating 1 was indicated by 24.0% of respondents, rating 6 - by 24.0% of
respondents.

*  Technology development (RT) - this factor has been assessed with rating 5 by
36.0% of respondents.

*  Cultivating of the company culture (PR) - respondents assessed this factor with
rating 2, what represents 36.0% of responses. The highest rating 7 wasn’t indicated
anytime.
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Chart 1. Radar charts - percentage structure of ratings for strategic development factors:
DK, b) IP, ¢) WK, d) ZP, e) SP, f) RT, g) PR, h) the average. Concerns chosen company.

b)

Source: own study.
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4 Value Engineering as the basis for determining the enterprise
development factor importance

In the analyzed case of examining the importance level of critical factors for
corporate strategy adopted, there is implemented a model showing the relationships
between functionality and performance under consideration from the point of view
of factors” importance. This model BOST study concerns the analysis of employees’
opinion on the functionality of the factor for the development company with regard to
the effect of its use.

Introduction to the implementation of the adopted analysis model was to
identify the current principles for company in order to assign their functions to the
individual factors to be analyzed. Results of the principles functionality analysis
within Value philosophy are following:

1.  The customer’s good (DK) that has been evaluated (in BOST survey) as the most
important element in the company development strategy. Research result is
identified within VE as the consequence of the following quality management
principle applied in the analyzed construction company:

*  preparation and implementation of the work conditions that continuously
improve the quality of products, innovation in manufacturing processes in
accordance to client’s vision.

The rule related with appropriate preparation of the work condition guarantees

the product quality on the required level in accordance to industry standards.

2. Product innovativeness (IP) that has been evaluated by respondents as one of
the most important factor of development strategy in the analyzed construction
company. Value Engineering analysis emphasizes that is a natural consequence
of implementation quality management rules related to the following objectives:
* aneed to improve processes and reduce costs,

*  creating the appropriate atmosphere for innovation (employees can ask
about the process, indicate and solve problems, express their positions and
present their own ideas).

3. Cooperation with cooperants (WK) - factor with the lowest ratings (1) in the
analyzed research findings analysis. As it was established within Value Engineering
analysis, resented result of the survey is probably the result of focusing employees
on the quality management principle related to the high importance of quality
control tools applying in the production process.

4. Self-reliance and responsibility of employees (SP) obtained ratings at an average
level (3), what is a consequence of low level awareness of the workers within:

* the use of new philosophy, which is on applying only highest quality
materials in the production processes,

*  the need for control, which is not only aimed to demonstrate the shortcomings
and flaws, but also to eliminate mistakes and nonconformities,

3 directed toward employees to eliminate nonconformities,

3 the need of training, during which employees are familiarized with the
requirements of good work and their attitudes are shaped on quality-
oriented and gained relevant skills,

*  the need to eliminate obstacles that hindered workers to achieve satisfaction
from a well executed job (employees are informed about the effects achieved,
abandoned the practices which aim to motivate to action quantitative)

5. Cultivating of the company culture (PR) evaluated as the not important element
in the development strategy is the consequence of the low level realization of
the following quality actions:
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* Introduction of supervision methods (managers and leaders are duly
informed, allowing workers to take appropriate action),

* efforts of employees have been brought closer to the objectives of the
company,

* abandonment of strict performance standards to focus the attention of
workers on the results of qualitative but not quantitative.

Conclusion

The changing conditions of the world and Polish economy force thoughtful
action in the management decision making process. The quality management is key
to achieve a good business performance in the current market. In the philosophy of
quality management there are important: continuous improvement of the standard
product, ensuring satisfactory value of the product use and customers’ satisfaction
providing. Workers” opinion has complementary importance in relation to decision
making process what is important for the company future within product quality level
development. BOST survey allows identifying workers’ opinion on strategic elements
importance level that play great role in the production process aimed at high quality
level reaching.

Value Engineering, as a totally function oriented tool, can precise, what play
the greatest role in the organization development strategy. This method recognizes the
utility value of the quality management principles applied in the analyzed company
what was done by decomposition of the each principle’s function. BOST results
correspond with Value Engineering analysis in accordance to customer’s requirements
as demand performance and market standards. Both tools are aimed at customers’
opinion stressing that the enterprise has to deal with two types of customer: external
customer (client) and internal customer (worker). Those customer’s profiles are
important for the company due to the fact that those consumers can express various
opinions and views on the company (attitude with regard to customer’s good) and
its products (product innovativeness). Mentioned factors have been identified as the
crucial elements of the company development strategy in accordance to workers’
opinion. It can be concluded that research findings underline the high importance of
customers’ and workers’ opinion in relation to company future.
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REGRESNA ANALYZA FAKTOROV VPLYVAJUCICH
NA OBJEM INVESTICII V KRAJINACH V4
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Abstract

Submitted article is focused to the relationship of investments and selected
macroeconomic factors. The analysis provides a comprehensive view of the assessment
of the development of household investment in V4 countries in 2005-2014, followed
by an assessment of impact of selected macroeconomic factors by multivariate
regression analysis. Provided analysis brings insight into a linear relationship between
investment and independent variables such as disposable income, gross domestic
product and interest rates. The analysis confirmed, that a statistically significant
parameter and the most important determinant with the highest impact on the volume
of investment in all the surveyed countries was the interest rate (SK: 5.11%; CZ: 5.25%;
HU: 10.4%; PL: 6.3%). Another factor was the disposable income, while its increase
causes an increase in investment. The least important determinant become gross
domestic product.

Key words: investment, disposable income, households, interest rate, GDP.

Abstrakt

Predkladany prispevok sa zaobera problematikou vztahu investicii a
vybranych makroekonomickych faktorov. Analyza poskytuje uceleny nazor na
zhodnotenie vyvoja investicii domacnosti v krajinaich V4 v obdobi rokov 2005-2014
a nasledne postdenie vplyvu vybranych makroekonomickych faktorov pomocou
viacrozmernej regresnej analyzy. Predkladand analyza prinasa pohlad na linedrny
vztah medzi investiciami a nezavislymi premennymi ako disponibilny doéchodok,
hruby doméci produkt a trokova miera. Analyzou sa potvrdilo, Zze Statisticky
vyznamnym parametrom modelu a najdolezitejsim determinantom, ktory najviac
vplyva vo vsetkych sledovanych krajindch na objem investicii je trokova miera
(SK: 5,11%; CZ: 5,25%; HU: 10,4%; PL: 6,3%). Rast disponibilny prijmu sposobuje rast
investicii. Najmenej vyznamnym determinantom sa stal hruby domaci produkt.

Klucové slova: investicie, disponibilny prijem, domdcnosti, tirokovd miera, hruby domidci
produkt.
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Uvod

Investicie ur¢uju ekonomicky rast, dynamiku vyvoja ekonomiky a vykonnost
ekonomiky. Financie vykazuju reakciu na ekonomicky rast. Pri ekonomickej expanzii
firmy a podniky s va¢Sou pravdepodobnostou pozadujt a vyuzivaju finanéné sluzby.
Finan¢na nestabilita ma negativny vplyv na ekonomiku (CREEL et al., 2015; SZABO
et al., 2013; FILIP, 2014; MICHALSKI, 2008). Prijmy domacnosti, tiroveti vzdelania,
zamestnanie, vlastnictvo dlhodobého majetku, velkost domadcnosti predstavuji
vyznamné faktory, ktoré vysvetluju vysku tvorby tispor doméacnosti a ich spravanie
sa pri vybere portfélia investicii. Infldcia zvysuje pravdepodobnost investovania do
néstrojov kapitalového trhu (TEMEL NALIN, 2013, SOLTES a GAVUROVA, 2013,
GLOVA, 2013, JASINSKA-BILICZAK, 2013).

Pochopenie sporenia ako aj investicii domacnosti je dolezité z niekolkych
dovodov. Na néarodnej trovni, investicie domdacnosti predstavuju hlavny zdroj
financovania investicii tak pre vladu ako aj pre podnikovy sektor. Rychly rast HDP
vedie k rastu prijmov domécnosti ako aj vyssej miere tispor (GEETHA a VIMALA,
2014, BODA et al., 2014).Podla ROZBORILOVE] (2002) sa tspory stile rovnajt
investicidm. Premena tdspor na investicie je sposobend tym, Ze obidve veli¢iny st
zavislé na trokovej miere, ale ich vztah je opa¢ny. Ak je drokova miera vysoka, tak
dochadza k podpore rastu tspor. Ak je trokova miera nizka, dochddza k podpore
investicii. Pretoze zvySenie dopytu po investicidch povedie k rastu tdrokovej miery,
¢im dochéddza k rastu tspor, nie je mozné, aby tspory boli dlhodobo nizsie alebo vyssie
ako investicie.

Cielom prispevku je na zaklade analyzy makroekonomickych faktorov
zhodnotit vyvoj investicii domacnosti v krajindch V4 v obdobi rokov 2005-2014.

Material a metody

Investicie st ovplyvilované mnoZzstvom faktorov, preto je tieto potrebné
identifikovat faktory a zaroveil porozumiet ich vztahom.

V prispevku sme sa zamerali na analyzu a zhodnotenie vyvoja vybranych
makroekonomickych faktorov, menovite hrubého disponibilného prijmu, hrubého
doméceho produktu a tirokovej miery. Sledovanym obdobim boli roky 2005-2014,
pri¢om tdaje boli spracované stvrtro¢ne. Nasledne sme vplyvy jednotlivych faktorov
sktimali pomocou viacrozmernej regresnej analyzy, pri¢om:

- vysvetlovanad (zdvisld) premennd predstavuje:

* I: objem investicii (tvorba hrubého fixného kapitélu) v mil. €
- vysvetlujice (nezévislé) premenné predstavuju:

* DI: hruby disponibilny prijem v mil. €

e GDP: HDP v mil. €, b. c.

e I: urokova miera v %

Vychadzali sme z predpokladu, ze zmeny premennej I mézeme vysvetlit
zmenami premennych DI, GDP a i; a Ze vztah medzi zavislou premennou a nezavislymi
premennymi je linedrny. Pouzity jednorovnicovy ekonometricky model je mozné
zapisat' v tvare:

S=B0+B1*DI+B2*GDP+B3*i+ut

Model, s ktorym sme pracovali sme povazovali za idealny, ak sa v fiom
nevyskytovala: heteroskedasticita, autokorelacia, multikolinearita, a ak rezidua
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mali normalne rozdelenie. Udaje z databaz EUROSTATU (2015) a OECD (2015)
boli spracované v prostredi programovacieho jazyka R a analyzované za tucelom
determinécie vplyvu sledovanych faktorov na objem investicii domécnosti. V pripa-
de v3etkych krajin V4: Ceskej republiky (CZ), Madarskej republiky (HU), Pol'skej
republiky (PL) a Slovenskej republiky (SK), boli vyuzité viaceré modely.

Z jednotlivych testovanych premennych na tvorbu investicii Statisticky
vyznamne vplyvali tie premenné, ktorych p-hodnota bola niz$ia ako stanovena
hodnota a=0,05. Vhodnd volbu modelu naznacoval koeficient determinacie, ktory
nam hovori, kol'ko % variability objemu investicii vieme danym modelom vysvetlit.
O tom, ¢i je model vhodny bolo mozné rozhodntt aj na zaklade tzv. F-testu Statistickej
vyznamnosti modelu. Ak bola p-hodnota nizsia ako stanovena hodnota a=0,05, model
ako celok bol vyznamny. V pripade, Ze odhady regresnych koeficientov boli sice
neskreslené, ale p-hodnoty boli nespravne bolo mozné dojst k zlym zaverom vplyvom
zatazenia modelu heteroskedasticitou, t. j. ndhodné zlozky by nemali konstantny
rozptyl. Ak p-hodnota Jarque-Berovho testu bola vé¢sia ako stanovend hodnota
a=0,05, tak platilo, Ze rezidud maji normélne rozdelenie. Ak bola p-hodnota mensia,
tak premenna bola z modelu odstranend. Nésledne bol vykonany test na normalitu
rezidui HUSEK (1992). Dalgim testom, ktory sme vykonali bol test na zistovanie
pritomnosti heteroskedasticity. Ak p-hodnota Breusch-Paganovho testu bola vécsia
ako stanovena hodnota a=0,05, bolo mozné potvrdit, Ze v modeli nie je pritomna
heteroskedasticita. V opa¢nom pripade sa pritomnost heteroskedasticity riesila od-
stranenim premennej. OCHOTINSKY a kol. (2012). Nésledne sme sa pri zistovani
multikolinearity zamerali na hodnoty VIF (variance inflation factors). A boli jednotlivé
faktory mensie ako 5, resp. mensie ako 10, bolo mozné potvrdit, Ze model nie je za-
tazeny multikolinearitou. Ak boli hodnoty viacsie ako 10, pritomnost multikolinearity
sa riesila odstranenim premennej OBTULOVIC (2010). Poslednym testom bol test
na vyskyt autokoreldcie. Ak bola p-hodnota Breusch-Godfreyovho testu vicsia ako
stanovena hodnota a=0,05, platilo, Ze v modeli nie je pritomnd autokoreldcia. Ak
bola ale p-hodnota mensia, pritomnost autokoreldcie sa rie$ila Cochrane-Orcuttovou
metédou HUSEK (1992). V pripade véetkych krajin V4 sme pracovali s viacerymi
modelmi. Model bol idedlny, ak sa v tiom nevyskytovali heteroskedasticita,
autokoreldcia, multikolinearita a ak rezidua mali normélne rozdelenie a premenné
Statisticky vyznamne ovplyviiovali dany model. V praci uvadzame hodnoty len
vyslednych modelov.

Vysledky a diskusia
Vyvoj investicii v krajinach V4 v obdobi 2005-2014

Objem tvorby hrubého fixného kapitdlu ovplyviiuju tspory domacnosti.
Uspory, ktoré st nespotrebovanou castou disponibilnych prijmov, predstavuja
z makroekonomického hladiska synonymum pre investicie. Investicie financované
z uspor vedu k akumulacii kapitélu. Tvorba hrubého fixného kapitalu je vlastne proces
investovania do nehnutelnosti na byvanie. Pre zhodnotenie investicii je potrebné
sledovat ich vyvoj.
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Tabulka 1 Vijvoj investicii domdcnosti v krajindch V4 v obdobi 2005-2014 v mil. €

zmena zmena zmena zmena
Ccz HU PL

Gkl S Iv% Iv% Iv% Iv%

2005 2163 - 5602 - 4943 - 12322 -

2006 2510 16,04 6517 16,33 4223 | -14,57 | 12499 1,44

2007 3020 20,32 7733 18,66 5118 21,19 | 15591 | 24,74

2008 3397 12,48 8503 9,96 5592 9,26 18714 | 20,03

2009 3459 1,83 7741 -8,96 4827 | -13,68 | 15255 | -18,48

2010 3253 -5,96 9118 17,79 3946 | -18,25 | 15842 3,85

2011 3336 2,55 8146 -10,66 | 3119 | -20,96 | 16158 1,99

2012 3337 0,03 7084 | -13,04 | 2880 -7,66 | 17 618 9,04

2013 3310 -0,81 6822 -3,70 2830 -1,74 | 1789%4 1,57

2014 3255 -1,66 6264 -8,18 2820 -0,35 | 18230 1,88

Pramen: vlastné spracovanie tidajov Eurostatu (2015)

V Tabulke 1 mozeme vidiet stav investicii v jednotlivych krajinach a
tempo zmeny investicii v %, pocitané ako (t1-t0)/t0. Najvacsi narast zaznamenalo
Pol'sko v roku 2007, kedy sa investicie zvysili o 24,74 % v porovnani s rokom 2006.
Rast bol sposobeny medziroénym narastom investicii do strojov aj do stavieb, pricom
najrychlejsie rastli investicie do dopravnych zariadeni a budov na byvanie. V tomto
obdobi zaznamenali vys$si nérast v tvorbe investicii vSetky krajiny V4. V predkrizovom
obdobi prevladala silnejuca dovera domacnosti spojena s ocakavanim dalsieho rastu
prijmov a zvySovanim istoty na trhu prace. Preto sa investovalo najmé do vystavby
domov a investicie do strojov predstavovali skoro polovicu hodnoty do stavieb.
Naopak, najvdcsi pokles oproti predchadzajucemu roku zaznamenalo Madarsko
v roku 2011 a to vo vyske 20,96 %. Pokles bol spdsobeny poklesom investicii do strojov
a do stavieb, t. j. budov na byvanie. V Slovenskej republike doslo v tomto obdobi
k miernemu poklesu 0 10 % -15 %. Pokles je dosledkom viacerych pricin: so zvysenim
zataze splacania tverov na byvanie sa d'alsie zhor§ovanie uskuto¢nilo v prijmoch
domécnosti; sibezne s prekdzkou v agregatnom dopyte, podniky znizili svoje naklady
prostrednictvom zniZzovania miezd a preptstanim, a tak nezamestnanost rastla a
redlny prijem domacnosti znizoval a domacnosti na recesiu reagovali rychlym zni-
zenim spotreby. Po roku 2009 sa ich miera spotreby stabilizovala, dokonca sa
mierne zvysila. AvSak u miery investicii bol pozorovany trvaly pokles. Ako podiel
disponibilného dochodku, miera investicii klesla na polovicu pocas rokov trvania
krizy a tymto sa odloZenie investicii stalo jednym z najdolezitejsich kandlov tprav
pre madarské domacnosti. V pripade Pol'skej republiky mozeme pozorovat zvysujicu
sa intenzitu investicii do nehnutelnosti na byvanie, ¢im sa pol'ské domacnosti zadlzuja
a zaroven vplyvaju na vysku bohatstva. Investicie dosiahli svoju najvyssiu troven
v krizovom roku 2008, kedy u polskych domacnostiach prevladala uz spominana
silnejaca dovera spojena s ofakavanim dalsieho rastu prijmov a zvySovanim istoty
na trhu prace. V Ceskej republike je od roku 2010 viditelny iba pokles investicii,
pri¢om prijmy rastd spolu so spotrebou a Gsporami, a miera nezamestnanosti klesa.
To moze byt zapri¢inené ndrastom cien nehnutelnosti. Najmiernejsi vyvoj investicii
za sledované obdobie méa Slovenska republika a aj tempo zmeny investicii oproti
ostatnym krajindm je v SR vel'mi nizke.
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Graf 1 Vyvoj investicii domdcnosti v krajindch V4 v obdobi 2005-2014 v mil. €
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Pramen: vlastné spracovanie tidajov OECD (2015)

Disponibilny prijem

Pri analyze rozhodovacich procesov domacnosti v suvislosti s tvorbou
hrubého fixného kapitalu, investiciami do byvania, sme vychadzali z predpokladu,
Ze l'udia sa spravaju raciondlne, a pri uspokojovani svojich potrieb bert ohlad na
svoju prijmovu situdciu. K zakladnym faktorom, ktoré vyrazne ovplyvituju investicie
domécnosti, patri disponibilny prijem, ktory predpoklada, Ze bohatSie domacnosti
sporia viac. V pripade trvalej zmeny prijmov domacnosti upravia svoju spotrebu.

Tabulka 2 Vijvoj hrubého disponibilného prijmu domdcnosti v krajindch V4 v obdobi 2005~

2014 v mil. €
sl RONE R B I I A I )
2005 23370 - 56 424 - 53515 - 163 129 -
2006 26 277 12,44 63 494 12,53 52973 2,78 178 688 9,54
2007 32333 23,05 69 196 8,98 57 872 7,22 196 490 9,96
2008 38 310 18,49 82329 18,98 59 878 3,47 229 520 16,81
2009 40 283 515 80376 -2,37 53 553 -10,56 199 578 -13,05
2010 41954 4,15 84 309 4,89 55476 3,59 226 264 13,37
2011 42 966 2,41 86 655 2,78 58 498 5,45 230725 1,97
2012 43702 1,71 85 886 -0,89 57170 -2,27 244 357 5,91
2013 43 500 -0,46 84 679 -1,41 56 670 -0,87 249 268 2,01
2014 45 684 5,02 88785 4,85 58 760 3,69 252390 1,25

Prameri: vlastné spracovanie tidajov Eurostatu (2015)

Z Tabulky 2 vyplyva, Ze vo vsetkych krajindich V4 bol do roku 2008
zaznamenany narast disponibilného dochodku, pricom z pohladu na predkrizovy
vyvoj dosiahlo Slovensko najvicsi pokrok spomedzi krajin V4, ked vo zvySovani
disponibilného déchodku predstihlo Mad'arsko, Pol'sko aj Cesko. Slovensko dokazalo
vyrazne zlepsit svoje postavenie v tvorbe dochodku voci susednym krajindm.
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PAUHOFOVA a QINETI (2002) vak vo svojej praci upozortiujd na fakt, Ze zvy$ovanie
hrubého disponibilného prijmu sa nemusi v kratkej dobe prejavit z pohl'adu dopytu
spotrebitel’a.

V roku 2008 sa zacala prejavovat globdlna finan¢nd a hospodérska kriza,
v dosledku ktorej v roku 2009 poklesla hodnota disponibilného déchodku v CR
0 2,37%, v Mad'arsku o0 10,56% a v Pol'sku o 13,05%. Rast spotreby bol v tomto roku
prudsi ako rast dochodku. Vplyvom krizy totiz doslo k zniZeniu cien mnohych statkov
u nés, aj v blizkom zahrani¢i. Domacnosti tak vyuzili vyhodné ponuky predévajtcich
a nasledkom bolo, Ze spotreba rastla rychlejsie ako déchodok. Nasledne od roku 2010
sa hodnoty postupne zvy3ovali. Najvyssiu zmenu disponibilného prijmu zaznamenala
Slovenska republika v roku 2007, kedy sa dochodok zvysil o 23,05%. V tomto roku
najrychlej$ie tempo rastu dochodku zaznamenali doéchodkové prijmy z majetku
(aroky, dividendy, déchodky z prendjmu pody a pod.) a hruby zmiesany dochodok
(zisk a dochodok z podnikania drobnych podnikatelov, ako aj hodnota samozaso-
bovania domaécnosti polnohospodarskymi produktmi). Najvacsiu ¢ast z prijmov
tvorili odmeny zamestnancov. Co sa tyka beznych vydavkov, ich rast savisel s rastom
vydavkov spojenych s dochodkami z majetku (Groky platené za tvery domacnostami
a iné platby uvedeného charakteru) a beznych dani z déochodkov a majetku. Najnizsi
medziro¢ny narast zaznamenali ostatné bezné transfery vydavkové (platby za rozne
druhy neZivotného poistenia, Zivotné a zdravotné poistenie). Po od¢itani vydavkov
od prijmov zostal domacnostiam disponibilny dochodok na d’alsie pouzitie, ktory
medziro¢ne vzrastol o 23,05%. Tento dochodok bol pouzity na koneént spotrebu
(92,5%) a zvysok sa presunul do tspor ako budtca investicia.

Hruby domaci produkt

Vyvoj HDP ako dalsieho faktora vplyvajaceho na objem investicii, je
znazorneny na Grafe 2. Tento vyvoj predstavuje tempo zmeny HDP oproti pred-
chadzajicemu stvrtroku v % ((t1-t0)/t0) za obdobie 2005-2014. V roku 2007 mo6zeme
sledovat mierny narast v Ceskej a Pol'skej republike v porovnani s predchadzajicim
rokom, ktory bol ovplyviiovany hlavne spotrebou a investiciami. Investi¢na aktivita
rastla vo vsetkych oblastiach, a ¢o sa tyka spotreby domacnosti, tak spotrebné vydavky
ovplyviiovali rast redlnych prijmov domécnosti, ktoré rastli rychlejsie ako produk-
tivita. V Mad'arskej a Slovenskej republike tempo zmeny HDP pokleslo, ¢im sa potvrdil
trend spomal'ovania ekonomiky z predoslého roka. K podobnym vysledkom dospela
vo svojej praci RAISOVA (2011).

Graf 2 Vijvoj HDP v krajindch V4 v obdobi 2005-2014, zmena oproti predchddzajiicemu stortroku v %
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Prameri: vlastné spracovanie tidajov Eurostatu (2015)
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V roku 2008 moézeme pozorovat pokles tempa zmeny HDP v pripade
vsetkych Styroch krajin, pricom najmenej strmy pad ma Slovenskd republika.
Dovodom poklesu je uz spominand finan¢na kriza, ktord svojim posobenim a
dopadom vplyvala negativne na ekonomicky vyvoj krajin V4. Koncom roka 2009 a
2010 moézeme pozorovat ozivenie ekonomiky vo vsetkych krajinach, pri¢om tento rast
ovplyviiovalo rast hrubého disponibilného déchodku a vysokd spotrebitel'ska dovera.
Nasledne, v roku 2011 zaznamenali krajiny pokles tempa zmeny HDP, ku ktorému
negativne prispel doméci dopyt, ked’ investicie aj sikromna spotreba poklesli. Koncom
roka 2013 sa po vyraznejsom raste v roku 2012 tempo zmeny HDP takmer nezmenilo:
v Polskej, Slovenskej a Mad'arskej republike nastal miery néarast a v Cesku mierny
pokles. V roku 2014 v3ak Ceské republika zaznamenala nérast tempa zmeny HDP
spolu so Slovenskom, pricom v Pol'sku a Mad'arsku sa prejavil strmy pad. Zdrojom
rastu bola spotreba domacnosti a zlep$enie na trhu préce, ked miera nezamestnanosti
Kklesla v Slovenskej republike 0 1,7% a v Ceskej republike 0 1,2%.

Urokova miera

Do rozhodovania domacnosti o investiciach vstupuje aj faktor, ktorého vyvoj
mozeme sledovat v Tabulke 3: drokova miera v jednotlivych krajindch V4 za roky
2005-2014. Z pohl'adu domécnosti niz$ia trokova miera zniZuje atraktivnost sporenia,
pretoZe vynos z tspor vo forme budtcej spotreby nie je vyssi. To znamenad, Ze nizsie
drokové miery vedu zvycajne k nérastu spotreby a poklesu tspor, t. j. domacnosti
mozu viac nakupovat a investovat. V dosledku toho rastie agregatny dopyt a klesa
nezamestnanost.

Graf 3 Vyvoj tirokovej miery v krajindch V4 v obdobi 2005-2014 v %
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Pramei: vlastné spracovanie tidajov OECD (2015)

Najnizsiu trokovti mieru za sledované obdobie, ako aj najniz8iu mieru
nezamestnanosti spomedzi krajin V4 sme zaznamenali v Ceskej republike (Graf 3).
Podobny vyvoj ma aj Pol'skd republika. Naopak, najvyssiu drokovi mieru dosahuje
Mad'arsko, v roku 2008 bola az na trovni 9,1 %.

Vplyv vybranych faktorov na objem investicii pomocou regresnej analyzy
V nasledujicom prehlade st spracované vysledky porovnania modelov

investicif v jednotlivych krajinach V4 (Ceské republika: CZ, Mad'arska republika: HU,
Pol'ska republika: PL, Slovenska republika: SK).
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Tabulka 3 Hodnoty vyjslednijch modelov investicii v jednotlivych krajindch V4

stat CczZ HU PL SK

kocficient 0,6708 0,5616 0,6781 0,5784

determindcie

VIE-DI 1,102479 (<5) 1,108178 (<5)

VIF-i 1,102479 (<5) 1,108178 (<5)

p-hodnoty:

DI 1,536'09 i 2,418—08 *kk
(p<0,05) (p<0,05)

; 1,500 *** 0,000743 *** 0,00313 **
(p<0,05) (p<0,05) (p<0,05)

6/82e—11 Kkk

GDP (6<0,05)

F-Statistika 1,184e% 0,000743 *** 6,823e-11 1,148e-07
(p<0,05) (p<0,05) (p<0,05) (p<0,05)

Jarque Bera 0,7052 0,000743 0,7087 0,8443

Test (p>0,05) (p<0,05) (p>0,05) (p>0,05)

Breusch-Pagan 0,09773 0,3661 0,7125 0,5612

test (p>0,05) (p>0,05) (p>0,05) (p>0,05)

Reset test 0,5787 0,58 0,4906 0,6794
(p>0,05) (p>0,05) (p>0,05) (p>0,05)

Pramen: vlastné spracovanie
Tabulka 4 Tvary vyslednych modelov investicii v jednotlivijch krajindch V4

stat Ccz HU PL SK

PN papeDIps BB SBBSGDP 1B Do

odhady B,=-1,553¢"® B,=251,98 B1 B,=1,355¢"® B,=2,469¢"

regresnych B,=1,448¢e" B, =-109,12 B,=3,115e" B,=4,361e™

koeficientov B,=-1,752¢"" B,=-3,237¢*""

vysledny 1= 1=1,355e*%43,115e  1=2,469e"+4,361e">

1,553e™+1,448e

model 5DI-1, 7520

1=251,98-109,12*1

25*GDP *DI-3,237e"*{

Pramen: vlastné spracovanie

Najvacsi vplyv na investicie na Slovensku maju disponibilny prijem a
trokova miera (Tabul'ka 3). Zakladny model bol upraveny odstranenim nevyznamnej
premennej HDP, (podobne ako v pripade Ceskej republiky), pretoze mala vysokd
p-hodnotu 0,25911 (>0,05). V upravenom modeli zostali 2 vyznamné nezévislé
premenné DI a i (Tabul'ka 4). Reziduad maji normalne rozdelenie, v modeli nie je
pritomna ani heteroskedasticita, ani autokorelacia (p>0,05 a teda prijimame hypotézu
HO). VIF hodnoty danych premennych sti mensie ako 5, teda v modeli nie je pritomna

ani multikolinearita.
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V Ceskej republike, podobne ako na Slovensku, maju najva¢si vplyv na
investicie disponibilny prijem a tirokova miera (Tabul'ka 3). Nase vysledky potvrdzuju
zistenia SPEVACKA et al. (2008), ktori popisuju perzistenciu nerovnovahy prijmov
v CR. Zékladny model bol upraveny odstrénenim nevyznamnej premennej HDP,
(z dovodu vysokej hodnoty p=0,5630 (>0,05)). Vo vyslednom modeli ostali dve
nezévislé, Statisticky vyznamné premenné DI a i (Tabul'ka 4). Rezidud maji normélne
rozdelenie, v modeli nie je pritomna ani heteroskedasticita, ani autokorelacia, (p> 0,05;
bola prijata hypotéza HO). VIF hodnoty danych premennych st mensie ako 5, teda
v modeli nie je pritomna ani multikolinearita.

V Pol'skej republike méd na investicie vplyv iba hruby domaci produkt
(Tabulka 3). Zakladny model bol upraveny odstrdnenim nevyznammnej premennej
i (p=0,924175 (>0,05)). V upravenom modeli zostali 2 nezavislé premenné GDP a DI,
pri ktorych ale neboli dosiahnuté Zelané parametre. Po naslednom odstraneni
nevyznamnej premennej DI (0,848310) v modeli zostal iba hruby domaci produkt
(Tabulka 4). Rezidua maji normélne rozdelenie, v modeli nie je pritomnd ani
heteroskedasticita, ani autokoreldcia (p>0,05, teda prijimame hypotézu HO0). Test
na multikolinearitu vzhl'adom na pritomnost len 1 premennej nebol vykonany (VIF).

V Madarskej republike mé na investicie najvacsi vplyv trokova miera
(Tabulka 3). Zakladny model bol upraveny odstrédnenim nevyznamnej premennej
HDP (p=0,4153 (>0,05)). V upravenom modeli z ostali 2 nezavislé premenné DI a
i. Vzhladom na fakt, ze faktor DI vykazoval p>0,05 (0,1638), po jeho odstrdneni
v modeli zostala jedna S$tatisticky vyznamnd premenna-trokova miera, pri ktorej
sme dosiahli Zelané vysledky (Tabulka 4). Reziduad maju normalne rozdelenie,
v modeli nie je pritomna ani heteroskedasticita, ani autokorelacia, (p>0,05; bola prijata
hypotézu H0). Vzhladom na pritomnost len 1 premennej, test na multikolinearitu
nebol vykonany (VIF). Nami dosiahnuté vysledky koresponduji so zisteniami
PROCHNIAKA (2011), ktory pri determindcii faktorov ekonomického rastu
v krajinach strednej a vychodnej Eurépy zistil najvyssi vplyv miery investicii, nizkych
urokovych mier, a vysoky podiel sikromného sektora na HDP. Obdobne JO (2008)
ako rizikovy faktor v krajindch vychodnej Eurépy ozna¢uje HDP na obyvatela,
pomer exportu a importu, ako aj kratkodobt trokovi mieru.

Zaver

Na zéklade dosiahnutych vysledkov je mozné konstatovat, ze v pripade
krajin V4 sa potvrdil silny pozitivny vplyv trokovej miery na objem investicii. Vzrast
urokovej miery sposobil pokles investicii, pricom sa vychddzalo z predpokladu,
Ze ak je urokova miera nizka, dochadza k podpore investicii. Pri analyze rozhodo-
vacich procesov domdcnosti v savislosti s tvorbou hrubého fixného kapitalu,
investiciami do byvania, vychadzame z danosti, Ze I'udia sa rozhoduju racionalne.
Pre uspokojovanie svojich potrieb spravidla berti ohlad na svoju prijmova situaciu.
K d'alsim faktorom, ktoré vyrazne ovplyvnili investicie domacnosti patril disponibilny
prijem. Ako hlavny determinant sa potvrdil v pripade Slovenskej a Ceskej republiky,
pri¢om jeho rast sposobil rast investicii. Regresnd analyza hrubého doméceho pro-
duktu ako faktora ovplyviiujiiceho objem investicii potvrdila, ze hlavnym de-
terminantom investicii bol len v Pol'skej republike. S rastom HDP rastli aj investicie.
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VYZNAM I'UDSKYCH ZDROJOV V MANAZERSTVE
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Abstract

Implementing the system of quality management in organizations in public
administration is possible only with suitable human resources that are available. The
human resources in organizations are employees utilizing some other resources such
as material, financial ones and information. Strategic goals set up by companies can
be achieved via the resources. Human resources utilized effectively in companies are
a prerequisite for an effective implementation of the systems of quality management.

Key words: human resources, public administration, system of quality management, ma-
nagement

Abstrakt

Zavedenie systému manazérstva kvality v organizécii verejnej spravy nie je
mozné bez dostupnych Iudskych zdrojov. udské zdroje organizécii stt zamestnanci,
ktori pouZivaju aj dalie zdroje organizécie: materidlne, finanéné a informacné a
prostrednictvom zdrojov sa dosahuju strategické ciele organizéacie. Ugelné vyuZivanie
I'udskych zdrojov v organizacii je podmienkou pre efektivnu implementaciu sys-
témov manazérstva kvality.

Klacové slova: [udské zdroje, verejnd spriva, systém manaZérstva kvality, manazment

Uvod

S narastajicou potrebou uspesného fungovania verejného sektora sa
stile Castejsie objavuje poziadavka na zvysenie kvality vykonu verejnej spravy,
spriehladnenie jej procesov, skvalitnenie poskytovanych sluzieb a vicsie priblizenie
verejnej spravy obcanovi. Stale viac verejnych organizacii uplatituje moderné met6dy
riadenia kvality zo stukromnej sféry za tcelom zlep$enia poskytovanych sluzieb
obdanom. Uvedené nie je mozné zabezpecit bez kvalifikovaného manazmentu
prislusnej organizacie. Ide o naro¢nu ¢innost, ktora si vyzaduje $pecifické naroky na
manazéra (Novotny, 2014).

Zahrani¢né skusenosti v tejto oblasti ¢oraz naliehavejsie poukazuji na
potrebu zavedenia novych metéd riadenia vo verejnej sprave. Spokojnost ob¢anov
sa v demokratickej spolo¢nosti odvija aj od vyberu politickej strany a jej vitazstva
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vo volbach. Mézeme vsak konstatovat, Ze spokojnost je kategéria, ktora sa meni
v Case a v priestore, resp. na izemi, kde prave obc¢an Zije. Vlada Slovenskej republiky
schvélila dna 16. oktébra 2013 Narodny program kvality Slovenskej republiky
na roky 2013 - 2016 a Urad pre normalizéciu, metrolégiu a skugobnictvo Slovenskej
republiky ako koordinatora $titnej politiky kvality v Slovenskej republike. (UNMS)
Hlavnym poslanim Nérodného programu kvality SR je podpora kvality prace,
kvality produkcie sluzieb a propagacie pre trvalo udrzateIna kvalitu Zzivota a
konkurencieschopnosti vo vsetkych oblastiach spolo¢nosti na Slovensku a vytvorit
prostredie kde sa stane kvalita trvalou stcastou vsetkych oblasti Zivota spolo¢nosti
ijednotlivych ob¢anov.

Implementécia inovativnych postupov do riadenia nie je len doména
stkromného sektora (Novotny - Pol¢akovd, 2010). V zdujme napredovania a rozvoja
verejnych sluzieb je potrebné ich zavadzat aj v oblasti verejného sektora.

Tento program reprezentuje usilie vlady SR zabezpecit prostrednictvom
zainteresovanych tradov $titnej spravy, mimovladnych organizécii, zvdzov a zdru-
Zeni s prispenim podnikatel'skej sféry zvySovanie vykonnosti ekonomiky SR a kvality
zivota obyvatelstva. Nérodny program kvality SR sa zameriava predovsetkym na
zvy$ovanie efektivnosti, produktivity a kvality, ktoré podmieniuji konkurenéni
schopnost’ nasich podnikatel'skych subjektov na domacich a zahrani¢nych trhoch.
Efektivnost, produktivita a kvalita st poziadavky, ktoré st tizko prepojené a navzajom
podmienené. Kvalita nielen ako stthrn vlastnosti vyrobku alebo sluzby, ktoré vedu

k uspokojovaniu potrieb zdkaznika, zastdva v tomto retazci prvoradé postavenie
(UNMS).

Material a metody

Cielom predkladaného ¢lanku je predstavit mozné teoretické a praktické
pristupy k problematike I'udskych zdrojov v systémoch manazérstva kvality a ich
uplatnenie v organizacidch verejnej spravy. V ¢lanku vychadzame zo sekundérnych
literarnych prameriov, ktoré dopliiame o nase poznatky a zistenia z vedecko-vyskumnej
¢innosti v predmetnej problematike. Sekunddrne pramene st tvorené doméacimi a
zahraniénymi literarnymi pramenimi. Pri spracovani ¢lanku sme vyuzili logicko -
poznévacie metdédy a deskripciu.

Vysledky a diskusia
Ludské zdroje a ich v§znam vo verejnej sprave z pohl'adu manazérstva kvality

Bez l'udskych zdrojov Ziadna organizacia sukromného alebo verejného
sektora nemoze existovat. Na zac¢iatku 20. storocia si 'udia mysleli, Ze rozumeja tomu,
¢o sa okolo nich deje vd'aka svojom skisenostiam a vel'mi ustdlenym instittciam, ale
v polovici 20. storo¢ia sa vSak situdcia zacala podstatne menit, veci v praci sa zacali
¢oraz viac Specializovat, takze kazdy mal pocit, Ze plne chape udalosti iba vo svojom
odbore. Dnesnd situacia je vSak taka, ze kazdy vdaka tuzkej $pecializacii rozumie
uZz len relativne malej Casti svojho odboru (a mnoZzstvo odborov podstatne vzrastlo)
a vo velkom mmnozZstve situdcii , ktoré nam dnesny Zzivot prindsa si uz nemozeme
spoliehat na predchadzajtice sktisenosti , ale musime hladat nové riesenia. (Kubatova
a kol., 2014)
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Problematika implementécie systémov manazérstva kvality v podmienkach
slovenskej samospravy spada do obdobia prijatia Slovenska do Eurdpskej tnie, kde
jednou z podmienok bola aj realizacia dokumentu prijatého Radou ministrov EU o
“Eurdpskej politike podpory kvality” z roku 1994. Problém verejnej spravy vsak rezonuje
uz po roku 1990, kedy bolo jasné, Ze stc¢asna podoba verejnej spravy nezodpoveda
aktudlnym potrebdm modernej Eurépy, a preto verejna sprava prechadzala celou
radou reforiem. Ich cielom sa priamo stiva zvySovanie efektivnosti, tcelnosti,
hospodarnosti, ako aj zvysovanie kvality poskytovanych sluzieb a efektivnejsia
komunikécia s obéanmi.

Samotni zamestnanci verejnej spravy si uvedomujt zlozitost fungovania a
efektivneho vyuzivania verejnych prostriedkov. Pozornost sa sustred'uje na vsetko, ¢o
sa dotyka ¢loveka v pracovnom procese, teda jeho ziskavanie, formovanie, fungovanie,
vyuzivanie, jeho organizovanie a prepéjanie jeho ¢innosti, vysledkov jeho prace, jeho
pracovnych schopnosti a jeho spravania, vztahu k vykonavanej praci, podniku a
spolupracovnikom a v neposlednom rade jeho osobného uspokojenia z vykondvanej
prace jeho personélneho a socidlneho rozvoja.

Existuja metddy, ktoré verejny sektor prebral zo sikromného a st metédy,
ktoré boli $pecialne vyvinuté pre pouzitie vo verejnej sprave. Podla Mesikovej je
manazérska reforma verejnej spravy velmi naro¢nou tlohou. Kazda krajina sa
vyznacuje urcitymi $pecifickymi znakmi, ma svoju histériu, tradicie ako aj vizie do
budtcnosti. Pri implementacii sa va¢sine vychadza uz z nadobudnutych skudsenosti,
ktoré sa musia prisposobit potrebam tej ktorej krajiny (Caposova, 2014 ).

Ludské zdroje st najvacsi a dlhodobo fungujtuci kapital organizacie.
So svojimi tvorivymi a pracovnymi schopnostami predstavuju v stcasnosti jeden z
rozhodujucich potencidlov na ziskanie konkuren¢nej vyhody. Uvadzaju do pohybu
materidlne, finanéné a informa¢né zdroje a ich vyuzivanie predstavuje pre organizaciu
ten najcennejsi a najdrahsi zdroj bez rozdielu v akom sektore sa organizacia nachadza.
Ak ma organizacia t¢inne fungovat musi mat vybudovany a hlavne funkény systém
radenia organizicie. Moze to byt ¢i uz systém manazérstva kvality, systém mana-
Zérstva bezpecnosti a ochrany zdravia pri praci atd’., ale Ziaden z vyssie menovanych
systémov nemoéze fungovat bez I'udskych zdrojov a ich riadenia. Ak chceme hovorit
o implementacii systému manazérstva kvality v organizicidch verejnej spravy tak
tdto musi byt zabezpefovana prostrednictvom I'udskych zdrojov. Pri kazdej reforme
verejnej spravy je dolezitym predpokladom aj vzdeldvanie a rozvoj zamestnancov
verejnej spravy po celd dobu ich profesijnej kariéry a zéroven dalsim faktorom je
aj samotna motivacia k samovzdelavaniu a k sebarozvoju. Klticovym strategickym
opatrenim je rozvijanie a zvySovanie manazérskych kompetencii vrcholovych
manazérov verejnej spravy. Systém vzdeldvania musi vhodnou formou pokryvat aj
vzdeldvacie potreby volenych predstavitelov na vsetkych trovniach verejnej spravy
a $tatu s cielom zvysit autondmnost’ a kvalitu rozhodovania, umoznit redlny vykon
usmerfiovania a kontrol prace apardtu a zvysit zodpovednost za rozhodnutia a ich
plnenia (Pavlik a kol., 2014)

Zamestnanci st dlhodobo najvacsi kapital podniku, pretoze prostrednict-
vom nich organizadcia dosahuje pozadované vysledky a udrziava nepretrzita pre-
vadzku, dosahuji a vytvaraju sa hodnoty, ktoré sa nedaju nijako napodobnit.
Zamestnanci so svojimi schopnostami a intelektualnymi znalostami tvoria dlhodo-
bo konkurenént vyhodu na trhu. Cudské zdroje st v spolo¢nosti dolezité, pretoze
len prostrednictvom nich moéze byt organizacia tspesnd. Znalosti a sktsenosti
zamestnancov st podnikovou vyhodou, ktort méze podnik zmenit na konkurenéni
vyhodu. (Karkalikové, 2010)
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Ak sa pozrieme na normu ISO 9001:2008, ktora vymedzuje I'udské zdroje
v Casti 6 Manazérstvo zdrojov a v bode 6.2. sa dalej uvadza: , ak organizicia chce mat
kompetentnych a pripravenych zamestnancov a chce implementovat systém manaZérstva
kovality, musi:

e urcit potrebmii kompetentnost zamestnancov, ktori vykondvajii pricu ovplyvriujiicu
kovalitu produktu,

zabezpecovat pripravu alebo prijat opatrenia, ktoré uspokojujii tieto potreby,

* wvyhodnocovat efektivnost poskytovanej pripravy,

e zaistit, aby si zamestnanci uvedomouvali zdvaznost a doleZitost svojich Cinnosti a svojho
prispevku k dosahovaniu cielov kvality,

e udrZiavat primerané zdznamy o vzdeldvani, priprave, zrucnosti a skiisenosti.” (Norma
ISO 9001:2008)

Zamestnanci tvoria jeden zo zakladnych a rozhodujucich vstupov a vystu-
pov kazdého procesu Ziskat odbornych, kvalifikovanych zamestnancov a dalej ich
schopnosti podla potrieb organizacie rozvijat, je zélezitostou dlhodobou a strate-
gickou kazdej organizédcie. Bez kvalifikovanych a kompetentnych lI'udi organizacia
nedokaze napredovat a plnit stanovené strategické ciele.

Norma ISO 9004:2009 Manazérstvo trvalého tspechu organizacie. Pristup
na zaklade manazérstva., cast 6.3.1 - Manazérstvo Iudi - urcuje rozvoj obsahu
vzdelavania a pripravy zamestnancov, ich kompetentnost, zahffia viziu buddcnosti
organizécie, ciele a vyvoj organizécie, zavedenie zlepSovatel'skych procesov, prinosy
tvorivosti a zavadzania inovécii, tvodné programy pre novych zamestnancov a
programy periodickej pripravy uz vyskolenych zamestnancov. ManaZzérstvo ludi
sa podla normy musi realizovat planovanym, transparentnym, etickym a socidlne
zodpovednym pristupom. Organizacia musi zabezpecit, aby I'udia chapali zavaznost
svojich prinosov a tloh. (Karkalikova, 2010)

Model vynimoénosti EFQM a jeho vyznam pre riadenie I'udskych zdrojov.

Cielom modelu je dosahovanie vynimo¢nych vysledkov prostrednictvom
zapojenia vSetkych zamestnancov do vytvérania a zlepSovania procesov. Model je
postaveny na dvoch kltcovych oblastiach kritérii - predpokladoch a vysledkoch.
Organizécia, ktora chce aplikovat model EFQM musi mat vyzrety systém manazérstva
organizacie, a vynimo¢nych vodcov, ktori st flexibilni a vdaka vodcom, moze
organizécia zabezpecit svoj trvaly tspech. Ide o jednu z najvypracovanejsich a naj-
komplexnejsich metéd veduca k trvalému a systematickému zlepSovania vykonnosti
organizacie.

Logika modelu je relativne jednoduchd, ale uz samotnd realizdcia moze
predpokladat’ aj zlozitejsie rieSenia. Model sa sklada z 9 hlavnych kritérii, kazdé
ma svoju vlastnd definiciu, ktord objasiiuje jeho vyznam. Na devét hlavnych kritérii
nadvéazuja subkritéria, ktoré uprestiuju to, ¢o je mozné v organizacii identifikovat.

Podla profesora Nenadédla vynimoc¢né vysledky organizdcie moézu byt
dosiahnuté za podmienok maximélnej spokojnosti externych zakaznikov, spokojnosti
vlastnych zamestnancov pri re$pektovani okolia. Tieto ,vysledky” st vSak podmie-
nené dokladnym zvladnutim a riadenim procesov, ¢o vyjadruje nielen spravne defi-
novanou a rozvijanou politikou a stratégiou, ale aj presne a systematicky vypraco-
vanie riadenie vsetkych zdrojov vratane ludskych a budovanie partnersko -
dodavatel'skych vztahov. Takyto pristup je vSéak mozny len za podmienok vybudova-
nej adekvatnej podnikovej kultiry, pristupom vedenia a manaZmentu na vsetkych
arovniach riadenia. (Nenadal, 2004)
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Znamena to teda, Ze na dosiahnutie vynimo¢nych vysledkov v organizacii
je potrebné vybudovat taky systém personalnej prace, ktory vytvdra podmienky na to,
aby sa vyuzival l'udsky kapitédl a rozvijal I'udsky potencial sposobom, ktory prinesie
vysokt vykonnost pri stcasne vysokej spokojnosti zamestnanca. Dalej je mozné
vyuzit dve kritéria Modelu, ktoré sa vztahuji k persondlnej praci ako hodnotiace
kritéria v systéme strategického persondlneho kontrolingu. Na strane predpokladov
je to kritérium , Ludské zdroje a ich riadenie”. Toto kritérium znamend, Ze vynimocna
organizécia oceiluje, Ze jej zamestnanci vytvaraja kultaru, ktora umoziuje vzajomné
dosahovanie cielov organizacie a osobnych cielov zamestnancov. Rozvija schopnosti
zamestnancov a presadzuje Cestnost a rovnost. Stara sa o zamestnancov, komunikuje
s nimi, odmeftiuje a ocetiuje ich takym spdsobom, ktory ich motivuje vytvéara zdvazok
na vyuZzivanie ich schopnosti v prospech organizécie. Takto definované kritérium
sa hodnoti v dalsich subkritériach:

3 planované, riadené a zlepsované I'udské zdroje,

3 vedomosti a odborné spdsobilosti,

3 angaZovanie a splnomociiovanie,

3 odmenovanie, uznanie a starostlivost,

*  obojsmerna komunikécia.

Na strane vysledkov sa nachadza kritérium , Vijkonnost zamestnancov a ich
vztah k organizdcii”. Podla tohto kritéria vynimoc¢né organizacie vypracuji a zavedu
ukazovatele vykonnosti a hodnotia stvisiace vysledky. Takto posudzuju tspesni
implementaciu stratégie, ktoré vznikla na zaklade potrieb a o¢akdvania zamestnancov.
Hodnotiace subkritéria st dve:

* meranie vnimania ako nds vidia nasi zamestnanci (nazory zamestnancov),

* ukazovatele vykonnosti.

Novotny a Hrazdilova-Boc¢kova (2011) upozorfiujd, Ze nemozno opomenut
rizikd inova¢ného projektu, akym implementicia manazérstva kvality v pripade
modelu CAF je.

Model CAF a jeho vyznam pre riadenie l'udskych zdrojov

Model CAF je dostupny pre verejnu sféru, pontka sa bezplatne, ako I'ahko
pouzitelny ndastroj pomoc organizaciam verejného sektora v celej Eurépe, pri pouziti
technik manazérstva kvality na zlepSenie vykonnosti. Model CAF bol navrhnuty na
pouzitie vo vSetkych castiach verejného sektora a da sa aplikovat v organizéciach
verejnej spravy v Eurépe na narodnej, federélnej, regionalnej a miestnej tirovni.

Cielom modelu CAF je stat sa katalyzatorom pre komplexny proces
zlepSovania v organizacii a ma pat hlavnych zédmerov:

1. Zaviest kulttru vynimo¢nosti a principy komplexného manazérstva kvality
(TQM) do verejnej spravy;

2. Viest ich postupne k plne integrovanému cyklu PDCA (planuj, realizuj, kontroluj,
konaj);

3. Podporovat samohodnotenie organizacii verejného sektoru s cielom ziskat
Struktirovany obraz organizécie a nasledne namety pre zlepsovanie ;

4. Posobit ako premostenie ré6znych modelov pouzivanych v manazérstve kvality,
tak vo verejnom ako aj v sikromnom sektore;.

5. Podporovat bench learning medzi organizaciami verejného sektora.
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Organizacie, ktoré za¢ni implementovat model CAF, maju ambiciu do-
siahnut vynimocnost vo svojej vykonnosti a chct zaviest kultdru vynimocnosti
v organizacii. Efektivne pouZzitie modelu CAF mé ¢asom viest k dalsiemu rozvoju
tohto typu kulttry a myslenia v ramci organizacii. (Priru¢ka model CAF 2013)

Ludskym zdrojom v organizécii sa venuje predpokladové kritérium 3,
ktoré o zamestnancoch hovori takymto spésobom: ,, Zamestnanci st najdolezitejsim
aktivom organizacie. Organizicia riadi, rozvija a prendsa kompetentnosti a cely
potenciél svojich zamestnancov od individualnej tirovne po troven celej organizécie
za tcelom podpory vlastnej stratégie, planovania a efektivneho fungovania procesov.
Respekt a nestrannost, otvoreny dialég, splnomociiovanie, ocefiovanie a uzndvanie,
starostlivost a tieZz zabezpecovanie bezpe¢ného a zdravého prostredia st zakladom
pre budovanie zaviazku a spolutcasti zamestnancov na ceste organizicie k vy-
nimoc¢nosti. Manazérstvo organizacie a manazérstvo zamestnancov je v ¢oraz viacsej
miere dolezité v ¢ase zmeny. Zlepsovanie rozvoja vodcovstva, manazérstvo talentu
a strategické planovanie pracovnej sily su kritické odkedy su ¢asto zamestnanci naj-
vaSou investiciou v organizacii. Udelné manazérstvo udskych zdrojov a vodcovst-
vo zamestnancov dovoluje organizacii, aby dosiahla vlastné strategické ciele a vy-
tazila zo silnych strdnok zamestnancov a ich schopnosti prispievat k naplneniu
strategickych cielov. Uspe$né manaZérstvo ludskych zdrojov a vodcovstvo pod-
poruji zapojenie zamestnancov, motivaciu, rozvoj a spoluticast. V kontexte
komplexného manazérstva kvality je dolezité pochopit, Ze iba spokojni zamestnanci
moZzu priviest organizéciu k spokojnym zakaznikom”. (Priru¢ka modelu CAF) .

Ako mozeme pozorovat model CAF bol vytvoreny pre organizacie verejnej
spravy a zamestnancov je tu venovand velmi vyznamna ¢ast z toho nam vyplyva, Ze
naozaj I'udské zdroje st pre kazdu organizaciu sikromného ¢i verejného sektora su
vel'mi potrebnou sucastou. Skisenosti z praxe zamestnavatel'ov nam vsak poukazuji
na skuto¢nost, ze opak je skor pravdou. Toto sved¢i o nizkej kultdre organizacie a
o neinformovanosti vodcov o systémoch manazérstva kvality, ktoré naopak Iudsky
faktor v organizacii vyzdvihuja.

Vo vysledkovom kritériu ¢&. 7 sa zase ststred ujeme na hodnotenie vysledkov
vo vztahu k zamestnancom ¢i st dosiahnuté vysledky organizécie vo vztahu ku
kompetentnosti, motivacii, spokojnosti, vnimaniu a vykonnosti svojich zamestnancov.
Kritérium rozlisuje dva typy vysledkov vo vztahu k zamestnancom: na jednej strane
meranie vnimania, ked’ st zamestnanci priamo dotazovani (cez dotazniky, prieskumy,
cielové skupiny, hodnotenia, rozhovory, konzulticie, konzulticie so zastupcami
zamestnancov) a na druhej strane merania vykonnosti, ktoré pouziva sama organi-
zacia na monitorovanie a zlepSovanie spokojnosti zamestnancov a vysledkov vy-
konnosti.

V stcasnosti uz nie je prioritou ziskanie certifikdtu a vybudovanie systé-
mu manazérstva kvality, ale ¢oraz viac sa dostava do popredia firemna kulttra,
spoloc¢ensky zodpovedné podnikanie, ¢o vlastne znamend, Ze kvalita je vsade, vo
vsetkom a zabezpecovana vsetkymi. Zavedenie systému manazérstva v organizécii
sa vyuziva na stimuldciu zamestnancov robit menej chyb, pracovat ekonomicky,
neplytvat materidlom, energiou a l'udskymi zdrojmi, motivuje zamestnancov napravat
chyby, zlepSovat kvalitu prace a hladat preventivne opatrenia zvysujuce kvalitu
vyrobkov a sluzieb. Ako vidime aj v spominanych modeloch je opodstatnené dolezité
postavenie zamestnancov v organizacii je preto potrebné zaviest povinné meranie
vysledkov vo vztahu k zamestnancom a nasledné zistené vysledky aj zapracovat
do stratégie a vizie organizacii.
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Zaver

Vo verejnej sprave riadenie I'udskych zdrojov nadobtida stile va¢si vyznam

a to najmi z toho pohladu, Ze do verejnej spravy zacinaju prenikat prvky komplex-
ného manazérstva. Zaverom je potesitelné konstatovat, Ze uz aj organizécie verejnej
spravy implementuju systémy manazérstva kvality, o prispieva k trvalému budo-
vaniu kvalitnych sluzieb ob¢anovi. Navonok tak samospravy deklaruju svoj zdujem
pracovat na zlepsovani svojich kvalit. Tieto nové metédy riadenia podporuji
zlepSovanie kultdry organizécie a prispievaju k neustadlemu zlepSovaniu sa nielen
organizacie ale aj jednotlivych zamestnancov. Hlavnym cielom riadenia Iudskych
zdrojov je ziskat konkurenént vyhodu predovsetkym prostrednictvom strategické-
ho riadenia I'udskych zdrojov a tak zabezpecit ich d'alsi rozvoj a vzdelavanie.

10.

11.
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A TURIZMUS SZEREPE A VILAGGAZDASAGBAN,
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EVOLUTION OF NUMBERS AND WAGES OF EMPLOYEES
IN THE SECTOR IN HUNGARY

Eva DARABOS
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University of Debrecen

Abstract

Today, around the world, one of the most important governmental tasks
is to stimulate the development of the tourism sector considering its key role in the
economy, preserving the equilibrium of balance of payments and in the job creation.
On the other hand, certain countries - where the number of tourists is high and the
environmental and social results of the mass tourism must be faced up to - have
to pay larger and larger attention to serving of the tourists. At first, we present the
following thing based on foreign specialized literature: the role of tourism in economy
of the developed countries; the development tendencies expected in the coming
years as well as the aviation’s direct and indirect effects on the job creation. Based on
statistical data, we analyse the evolution of number and wages of persons employed
in the accommodation and catering national economic sector in the EU countries,
highlighting the Hungarian specialities.

Key words: fourism, development, employment, wages

Osszefoglalas

A turisztikai 4dgazat fejlesztésének osztonzése ma az egyik legfontosabb
kormanyzati feladat szerte a vildgon, tekintve jelent6s szerepét a gazdasigban, a fi-
zetési mérleg egyenstly megérzésében és a munkahelyek teremtésében. Masrészt
egyes orszagok - ahol magas a turistdk szdma és a tomegturizmus, kdrnyezeti és
tarsadalmi kovetkezményeivel kell szembe nézni - egyre nagyobb figyelmet kell
forditsanak a turistdk kiszolgaldsara. Ezért el6szor kiilfoldi szakirodalom alapjan
bemutatjuk a turizmus szerepét a fejlett orszagok gazdasagaban, majd kiemeljiik
a légikozlekedés kozvetlen és kozvetett hatdsait a munkahelyteremtésben. A
szallashely-vendéglatds nemzetgazdasdgi 4agazatban foglalkoztatottak szamanak,
bérének alakulasat elemezziik statisztikai adatok alapjan az EU orszdgaiban, kiemel-
ve a magyar sajatossagokat.

Key words: turizmus, gazdasdgi ndvekedés, foglalkoztatds, bérek

2 A tanulmany a TAMOP-4.1.1.C-12/1/KONV-2012-0014 Gasztronémia 1. alprojektben az EKMSZ-gasztronémiai
albrand (munkaer6-piaci trendek a gasztronémia és a turizmus teriiletén) program keretében késziilt.
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Bevezetés

Az é4gazat jelent6s huzoéer6t jelent az egyes makrogazdasdgok szamara,
kedvez6 hatast gyakorolva a gazdasdg kiilonboz6 teriileteire, egyebek kozott a
foglalkoztatdsra. A tanulmény elsésorban kiilfoldi szakirodalmi forrasokat dolgoz fel,
nemzetkozi és magyar statisztikai adatokat elemez és ezek alapjan fogalmaz meg az
agazatra vonatkozo jellemzéket.

A turisztikai dgazat fejlesztésének osztonzése ma az egyik legfontosabb
kormanyzati feladat szerte a vildgon, tekintve jelentSs szerepét a munkahelyek
teremtésében. El6re meg kell jegyezniink, hogy a prognoézisok a kovetkezd 10 évre
szinte valamennyi orszagban noévekedést jeleznek mind a GDP-hez valé hozza-
jarulasaban, mind a munkahelyek teremtésében. A magyar statisztikai adatok azonban
szerényebb novekedést igazolnak.

A turizmus gazdasagi szerepe a vilaggazdasagban

Az 4gazat globélisan mar ma is a GDP 9 szazalékat adja, 6sszesen mintegy
6 ezer milliard USD értékben, és 120 milli6 munkahelyet teremt kozvetlentil, és to-
vabbi 125 milliét kozvetetten a kapcsoloddé agazatok révén. Ez azt jelenti, hogy
globdlisan az &dgazat a munkaalkalmak egy tizenegyedét biztositja, ami 2022-re
az dsszfoglalkoztatds egy tizedére emelkedhet, a World Travel & Tourism Council
szerint. (BLANKE - CHIESA, 2013)

Noha a statisztikai adatok, becslések eltérnek, az agazat sulya meg-
kérdéGjelezhetetlen, mar a nagysagrendek miattis. Egy masik forras (WTTC, 2014) szerint
példaul 2013-ban az dgazat kozvetleniil csaknem 101 millié munkahelyet teremtett
a vilagon, ami az Osszes foglalkoztatas 3,4 szazaléka. A becslések szerint 2024-re ez
a szam meghaladhatja a 126 milliot, ami akkor az 6sszes foglalkoztatas 3,7 szazaléka
lesz. (WTTC, 2014) A kozvetett munkahelyteremtést is figyelembe véve, 2013-ban
az 4gazat tobb mint 265 milli6 munkahelyet teremtett, ami a teljes foglalkoztatas
8,9 szazaléka. Az el6rejelzések szerint ez a szam 2024-re csaknem 347 milli6 lesz, ami
az akkor osszes foglalkoztatas 10,2 szazalékat jelenti. (WTTC, 2014)

A fejlett orszagokban a turizmus szerepe a foglalkoztatdsban még jelen-
tésebb. Az OECD orszagokban - 2010-re vonatkozé adatok szerint (OECD, 2012) - a
turisztikai szektor atlagosan 4,2%-kal jarul hozzé kozvetlentiil a GDP-hez és az Gsszes
foglalkoztatds 54 %-at ez az dgazat nyujtja. Az Eurépai Unid tagéllamainak atlagat
tekintve ugyanez a mutaté6 még magasabb: 4,4% és 5,7%, ugyanezen forrds szerint
(OECD, 2012). Ezek az atlagok ugyanakkor meglehet8sen nagy eltéréseket takarnak.

A turizmus jelent6ségébél fakadéan a korményzat az dgazatot tdmogato,
céliranyos, utazast konnyité intézkedéseket hozhat. pl. vizumkényszer megsziinte-
tése. A UN WTO és a WTTC kozos kutatdsara alapozva, amelynek eredményeit a
negyedik T20 miniszteri értekezleten mutattdk be 2012. méjusaban, a vizumkonnyi-
tések javitdsa mintegy 206 milliard USD bevételnévekményt eredményezhetne a
turizmusban, és 5,1 millié 4j munkahelyet hozhatna létre 2015-ig a G-20 orszagok
gazdasagaiban. (BLANKE - CHIESA, 2013)

A Nemzetkozi Légikozlekedési Egyesiilet (IATA) megbizta az Oxford
Exonomics-ot, hogy készitsen becslést a légikozlekedés gazdasagi és tarsadalmi
hatésairél 80 orszagra kiterjed6en az elmult harom évre vonatkozéan. Az elemzés
feloleli az agazat hagyoményos gazdasagi hatasat (,labnyomidt”), amit a légikozleke-
désnek a GDP-hez, a munkahely teremtéshez és a szektor és annak ellatasi lanca altal
generalt adobevételhez val6 hozzajarulasaval mértek. (BLANKE - CHIESA, 2013)
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A légikozlekedési ipar szdmos teriileten kozvetleniil teremt munkahelye-
ket és béviti a gazdasagi tevékenységet, beleértve a reptilégépek és a foldi infrastruk-
tara tizemeltetését. A légikozlekedési szektor kozvetlen hatdsa a foglalkoztatdsra
és a GDP-re barmely adott nemzet esetében megjelenik az &sszes ilyen szolgéltatas
szamara nyujtott hazai eréforras hasznalataban. (BLANKE - CHIESA, 2013)

2010-ben a vilagon a légikozlekedési szektor kozvetleniil 8,4 millio
munkahellyel és 539 milliard USD-vel jarult hozza a globélis GDP-hez, ami nagy-
sagrendileg megfelel Lengyelorszag vagy Svajc gazdasagi teljesitményének. (BLANKE
- CHIESA, 2013)

A szektor gazdasagi ldbnyomat gy szamitjak, hogy ehhez a kozvetlen
hozzéjéruldshoz hozzaadjak azt az outputot és azoknak a munkahelyeknek a szamat,
amelyet a légikozlekedéshez kozvetetten kapcsol6dé ipardgak hoznak létre, valamint
azt az outputot és munkahelyeket, amelyek a légikozlekedésben kozvetlentil és
kozvetetten alkalmazott munkaerd kiadasai eredményeznek. Ezen feliil, beszdmitjak
azt a szélesebb katalitikus hatast is, amelyet a légikozlekedés a turizmuson keresztiil
gyakorol. (BLANKE - CHIESA, 2013)

A légikozlekedési szektor jelentSs szerepet jatszik a globélis gazdasagban
az egyetlen gyors vildgméretti kozlekedési halozati kapcsolat biztositasa révén. Ezzel
a tevékenységgel hatalmas kozvetlen és szélesebb hatdst gyakorol a foglalkoztatésra
és a GDP-re, tobb mint 22 millié munkahellyel és 1,4 ezer millidrd USD GDP-ben
val6 részesedéssel. Ezen feliil, a légikozlekedési szektor mds dgazatokat is tdmogat
el6segitvén novekedésiiket és tamogatvan tevékenységiiket. Tekintve, hogy a
nemzetkozi turizmus fiigg a légi szallitastol, a légikozlekedési ipar 34,5 millio
munkahelyet tart fenn a vildigméretti turizmus keretében, mintegy 62 millidrd UDS-vel
jarulva hozza a vilag GDP-jéhez. (BLANKE - CHIESA, 2013)

A munkakoriilmények és -feltételek a turisztikai agazatban

A fogyasztoi igényekbdl fakaddan a szallasadas és vendéglatas teriiletén
a foglalkoztatas olyan munkafeltételeket kovetel meg, amelyeket a turizmus mun-
kapiaci oldalaval foglalkozé irodalom altaldban az egyenetlen, szokatlan és olykor
rendszertelen munkaid6-beosztést (gyakori és éjszakai mtiszak, munka a hétvégéken
és tinnepeken) emeli ki. A munkanak ez a sajatossagaga noveli a stresszt, neheziti
azoknak a foglalkoztatottaknak - kiilonosen a néknek - a helyzetét, akik nagyobb
csaladi felel6sséget viselnek a gyerekek illetve az idésebbek gondozéséban, valamint
a hazimunkédban. (ILO, 2010) A munkaeré mas szektoroknal nagyobb fluktuacidja
és a turisztikai munkapiac részben ebb6l szarmazé sajatossaga mindenképpen szem
el6tt tartandé mindazok (munkaadok, munkahelyi vezetSk, allami intézmények)
szamara, akik/amelyek a turisztikai foglalkoztatds stabilitasanak fokozasat ttizik ki
célként.

A behivésos, eseti, id6szaki, szezondlis és részmunkaidds alkalmazas tal-
sulya osszefiigg a bizonytalansdggal, a viszonylag alacsony bérekkel - melyek igen
gyakran alacsonyabbak az orszagos atlagndl -, a korlatozott elémeneteli lehetéségek-
kel, az alvallalkozasok és a kiszervezés magas szintjével, valamint a munkaerd gyors
valtozasaval. Mindez természetesen orszagonként valtozé mértékben van jelen. Az
Eurépai Unién beliil, mikdzben az altalanos tendencia a részmunkaidés foglalkoztatas
fokozott alkalmazésa felé halad, nagy véltozatossdgot tapasztalhatunk e tekintetben
is: Portugdlidban 5%, az Egyesiilt Kiralysagban 50%, Hollandiaban pedig 68% a
részmunkaidés foglalkoztatas ardnya a turisztikai szektorban. (ILO, 2010) Kutatdsok
szerint a teljes- vagy részmunkaidében torténé foglalkoztatds nemek szerint is eltérd,
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a férfiak inkabb teljes munkaid6ben, mig a nék tobbsége részmunkaidében dolgozik
a szektorban, ami egyrészt a végzettségre, mdsrészt a csaladban a munkamegosztésra
és mas szocialis tényezére is visszavezethetd. (Thrane, 2009) Ezek a kiilonbségek
a bérek kozott is 20% eltérést eredményeznek a férfiak javara.

Az EU-27 atlagédban a férfiak korében 7,7 szazalék, a néknél pedig 19,4
szazalék a részmunkaidds foglalkoztatas ardnya a szallodai-vendéglatds szektorban
foglalkoztatottak kozott, ami a legmagasabbnak tekinthet6 a tobbi szektorhoz képest,
amint azt a 1. tablazat mutatja.

1.tabldzat: A foglalkoztatds szerkezeti megoszlasa nemek és munkaidd szerint az EU-27 egyes
gazdasagi tevékenységi teriiletein (%)

Férfiak N6k Osszesen

Agazat rész- teljes rész- teljes

munka | munkaidé | munka | munkaidé
Nagy- és
kiskereskedelem 46 40,9 18,0 36,5 100,0
SHAIOE TS 7.7 440 194 28,9 100,0
éttermek
MezGgazdasig és 7,9 56,5 8,2 274 100,0
halaszat
Feldolgozéipar 1,8 67,5 5,1 25,6 100,0
AV 47 68,8 62 20,3 100,0
hirkozlés

Forras: ILO, 2010

Ha a brutté atlagos 6rabéreket nemzetgazdasigi agazatonként vizsgaljuk
nemzetkozi Osszehasonlitasban, a szamok onmaguktol beszélnek, az eltérések és a
nagysagrendi kiilonbségek a tagorszdgok és az dgazatok kozott jelentdsek. A 2. tablazat
adatai alapjan megallapithatjuk, hogy 2010-ben a atlagos 6rabért tekintve Szlovakiat
koveti Magyarorszdg, ezutdn a mez6ny végén foglal helyet Lettorszdg, Litvéania,
Romaénia és Bulgéria. Legmagasabb a bérek Dénidban, frorszégban, Luxemburgban és
Belgiumban. Az dgazati kiilonbségek is jelentsek, a legtobb orszagban az energia, az
informatika és a pénziigyi szférdban a legmagasabb a bérek. Az EU-27 orszdgaban a
szallasadas és gasztrondmia teriiletén a 9 Eurés érabér a legalacsonyabb, ami az uniés
atlagnak csak 64%-a. Hazankban a szektorban a 3,1 Eur6 az 6rabér, ami az orszdgos
atlag 70%-a, az uni6s atlagnak pedig alig 22 %-at teszi ki. Szlovakiaban is ebben az
agazatban a legalacsonyabb az érabér, a 3,1 Eur6 az orszagos atlagbér 66 %-a, az uniés
atlag 22 %-a. Roménia az 1,6 eurds, Bulgéria 1,3 eurds drabérrel az uniés orszagok
kozott sereghajtok kozé tartoznak az agazatban. (Eurostat, 2015).

Az EU-27 tagorszag kozott az orszagos atlag alapjan Németorszég a 7. helyen
all, Ausztria, Olaszorszag és Ciprus a kozép mezényben foglalnak helyet.

Németorszdgban a 2014. évi statisztikai adatok alapjan a szalldshely-
vendéglétas dgazatban teljes munkaidSben foglalkoztatottak havi atlagos 2.326 Eurd
brutté munkabér a legalacsonyabbnak szamit, szemben az energia szektorban 5.982,
a pénziigyi szféraban 5.967 Euré/hé brutté bérrel. (Das Statistik-Portal, 2015)
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2. tdbldzat: Brutto orabér alakuldsa a turizmus-vendéglitds és néhany fobb nemzetgazdasdigi
dgazatban az EU orszdgaiban 2010-ben (Euro)

Orszégok Attag | Energia | FP1- | Infor- | Penziigyl | Turiz- | Egesaség |
ipar | matika | szféra mus tigy
Belgium 18,2 27,7 16,6 23,1 24,7 13,3 17,6 28,3
Bulgdria 2.0 4 1,9 4,3 3,8 1,3 2,2 2
Csehorszag 52 8,2 4,9 94 9,2 3,1 52 52
Dania 27 33 25,6 34,3 34,9 21,1 24,5 27,6
Németorszag 16,9 24,6 14,6 23,1 23,3 9,4 15,9 19,6
Esztorszég 4,8 6,2 52 8,1 8,1 3,3 49 44
frorszag 22,2 33,8 19,8 24,9 30,2 14 22 33,6
Gorogorszag 11,0 18,0 10,0 13,0 16,1 7,8 11,0 14,4
Spanyolorszag | 11,5 20,1 10,6 14,2 18,2 8,4 13,3 14,7
Franciaorszag | 16,2 24,8 14,3 21,5 21,8 12,2 14,75 18,7
Olaszorszag 14,5 17,5 12,6 16,8 21,9 9,5 16,6 221
Ciprus 12,1 15,9 11,3 13,8 18,9 7,5 12,3 22,1
Lettorszig 3,8 3,9 3,6 6,42 7,8 2,7 3,6 3,6
Litvinia 3,4 48 3,1 52 6,1 2 3,4 3,9
Luxemburg 21,9 31,6 16,2 27,5 32,1 13,6 24,9 325
Magyarorszig 4,5 6,9 3,7 7,8 8,6 3,2 3,6 4,3
Malta 8,4 9,1 7,0 10,8 124 6 8,4 10,4
Hollandia 17,2 | 23,18 18,9 224 24,2 10,5 17,9 21,1
Ausztria 14,7 22,9 14,2 20,9 21,13 8,7 14 17,2
Lengyelorszag 51 6,4 4,25 8,9 8,1 3,6 4.8 71
Portugalia 7,7 16,9 6,1 12,4 16 54 7,5 124
Romdnia 2,7 4,5 2,3 48 6,5 1,6 2,4 2,6
Szlovénia 91 12,4 7,6 13,21 12,7 6,7 9,9 11,6
Szlovdkia 47 7,3 4,45 89 7,9 31 47 43
Finnorszag 18,1 22,3 18,5 23,5 22,8 13,4 16,2 19,5
Svédorszag 16,6 19,7 17,2 21,8 24,6 13,1 15,2 15,1
Anglia 16,7 20,6 17,5 22,9 27,2 8,9 17,6 17,7
EU-27 14 17,4 12,2 19,5 21,6 9,3 14,9 16,1

Forras: Eurostat, 2015

Széllashely-szolgéltatds, vendéglatas szektorban foglalkoztatottak szama-

nak alakuldsa és a brutté atlagkereset véltozdsa Magyarorszagon

A kovetkez6kben statisztikai adatok alapjan megvizsgaljuk a Nemzeti
Turizmusfejlesztési Stratégidban 2013-ra megfogalmazott célok megvaldsuldsat,

mint pl.:

*  aturizmus szektorban a foglalkoztatottak szama eléri a 200 ezer f6t,

46



e aszallashely-szolgaltatas, vendéglatas dgazatban a havi brutt6 atlagkereset eléri
a 2013-as nemzetgazdasagi dtlagkeresetet.

A 3. téblazat adatai szerint azonnal lathatjuk, hogy bar emelkedett - a 2009-
es nagymértékd visszaesést kovetden — a szektorban foglalkoztatottak szama, azonban
tovabbra is 4,1 % a foglalkoztatottak aranya a nemzetgazdasag egészéhez képest.
2014-ben 168,1 ezer f6 dolgozott a szektorban, ami a 200 ezer f6s céltdl jelentdsen
elmarad és tovabbi 32 ezer Gj munkahely teremtését tenné sziikségessé.

Ha megvizsgaljuk az alkalmazéasban allok szamanak véltozasat, 2007-
2014 kozott nemzetgazdasdgi szinten osszesen 2,2 %-os a novekedés, ezzel szemben
a széllashely-szolgaltatds szektorban koézel 7,2 %-os a csokkenés. A valsag utdn
el6szor 2009-ben - 2010-2011 években bekovetkezett néhdny ezer f6s novekedést
kovetSen -, majd 2012-2013-ben nagymértékben visszaesett az alkalmazasban allok
szama a szektorban. Ennek magyarazata, hogy szamos széllashely és szolgaltato
megsziint, igy az alkalmazottakat el kellett bocsatani. Az ingadozasban ugyanakkor
a 2007-2013-as id6szak palyazatainak hatasa is érvényesiil, 2011-ben zarult le szdmos
olyan program, ami az alkalmazasban all6k szimanak névekedésével jart. Figyelem-
be kell venni azonban, hogy az dgazatban jelents a szezonalitas és a feketemunka.
A turisztikai szezon idszakdban szdmos helyen alkalmaznak kiegészit6 munkaerst
néhany hétre, honapra, azonban nem legélisan foglalkoztatjidk a dolgozokat. Ez tor-
zitja az adatokat, nem kapunk pontos képet a dolgozék szamarol.

A szektorb6l munkanélkiiliként kimutattak szama 12-23 ezer f6 kozott
mozgott, ami a nemzetgazdasagi 4tlaghoz képest is magasnak tekinthets. Orszégos
szinten 2013-ban 10,2 % volt a munkanélkiiliségi rata, a szektorban kozel 18,5 %. Ez
magyarazhat6 azzal, hogy a turisztikai munkahelyeken magas a fluktudcio, rendkiviil
alacsonyak a fizetések, jellemz6 a szezondlis illetve a részmunkaidds foglalkoztatas,
valamint az alacsonyan képzett dolgozok aranya igen magas, igy el6szor az utébbiakat
bocsatjak el a munkahelyérsl. Természetesen a kozfoglalkoztatas ezt a szektort nem
érintette.

A falusi turizmus, mint kiegészit6 tevékenység hozzajarulhat a lakossag
jovedelmének a novekedéséhez, ezéltal az elvandorlds csokkenéséhez, a kedvezétlen
adottsagu vidéki telepiilések fejlesztéséhez (Pakurar-Olah, 2008).

3. tablazat. Az alkalmazisban allok szamdnak alakuldsa és a brutto dtlagkeresetek vdiltozdsa
Magyarorszigon 2007-2013 kozott

Megnevezés [ 2007 | 2008 [ 2009 [ 2010 | 2011 | 2012 | 2013 | 2014

Alkalmazdsban allok, ezer f6"

Nemzetgazdasag 2760,6 | 2761,9 | 2660,7 | 2701,9 | 2691,6 | 2674,4 | 2700,2 | 2823,1
Ebbdl: szallashely, 87,2 87,9 80,4 84,4 83,9 79,9 77,2 80,9

szolgéltatés,

vendéglatas

Osszes foglalkoztatott | 156,3 | 157,7 | 151,3 | 149,1 | 1575 | 161,8 | 158,0 | 168,1
Munkanélkiiliek

crey, @ 14,4 12,3 18,7 22,7 20,6 22,0 22,9 15,0

Havi brutté dtlagkereset, ezer Ft*

Nemzetgazdasag 185,0 | 198,7 | 1999 | 202,5 213,1 223,0 | 230,7 237,7

Ebbdl: szallashely,

szolgaltatas, vendéglatas 1122 | 1206 | 1226 | 122,7 | 1258 | 139,7 | 146,7 | 153,2

orras: Statadat, 2014

47



A 3. tablazat adatai alapjan megéllapithaté, hogy 2014-ben a nem-
zetgazdasagban a brutt6 atlagkereset 238 ezer forint, amit6l a széllashely-szolgaltatds,
vendéglatasban fizetett 153 ezer forint messze elmarad, csak 64,4 %-a a nemzetgaz-
daségi atlagnak és ezzel ebben a szektorban volt a legalacsonyabb az alkalmazasban
allok havi atlagkeresete. 2008 és 2011 kozott szinte alig, csak 1-2 ezer forinttal valtoztak
a keresetek, 2012-t6] tapasztalhatunk nagyobb mértékii névekedést, de még igy is
kozel 80 ezer forinttal alacsonyabbak a keresetek az dgazatban, mint nemzetgazdasagi
szinten. Természetesen itt is szamolni kell azzal, hogy egyrészt nem minden dolgozét
foglalkoztatnak legélisan, masrészt sok dolgozé lényegesen alacsonyabb 6sszeggel -
gyakran csak minimalbérrel, 2015-ben 105 ezer forinttal - van bejelentve, valamint a
hivatalosan kifizetett béreket - munkahelytdl, beosztastél fiiggéen - a vendégektdl
kapott , borravaldk”, egyéb nem adézott jovedelmek egészitik ki.

Kovetkeztetés

A turizmus jelent6sége az Eurdpai Unid orszagaiban és globalisan is béviil,
a kormanyzatok és a nemzetkozi szervezetek a turizmust kedvezé jelenségként tartjak
szamon és tdmogatjak, egyik legfontosabb gazdasagi hatasanak a munkahelyteremtés
tekinthets. Az dgazat jelent6s huzéerét jelent az egyes makrogazdasagok szamara,
kedvez6 hatast gyakorolva a gazdasag kiilonboz6 tertileteire. A statisztikai adatok
szerint dinamikusan novekedett a tdg értelemben vett turisztikai és utazasi szektor az
elmult években, az el6rejelzések az dgazat tovabbi jelentds boviilését jelzik.

Ugyanakkor a szallashely-szolgéltatas és vendéglatasban foglalkoztatottak
atlagkeresete , hagyomdnyosan” egyike a legalacsonyabban elismert nemzetgazdasagi
dgazat az eurépai orszagokban. A fejlett eurépai orszagokban, ahol a turizmusban
dolgozok bérének Osszege tobbszordse mint a kelet-eurépai orszagokban, nem
lehetséges a turizmusban dolgozok bérszintjének leszoritdsa, ezért ezekben az
orszagokban a versenyképességiiket a rendkiviil magas szintti, kivdlé mindségti
szolgaltatas nyujtassal erdsitik. A munkaerd kereslet szempontjabél pedig felallithatjuk
azt a prognoézist, hogy a kovetkezd évtizedekben az aggregélt gazdasdgi noveke-
désben és a munkapiac struktirdjaban a magas képzettséget igénylé dgazatok egyre
nagyobb szerepet tolthetnek be a fejlett orszagok gazdasdgdban (Maté, 2014; 2015),
s ez a turizmusban foglalkoztatottak szamara is kihivést jelent.

A legtobb eurdpai orszagban - Kelet-Kozép-Eurépa szamos orszagdban
pedig kiilonosen - a turizmus jelentSs szerepet jatszik a vidék elnéptelenedési fo-
lyamatanak megallitasaban, de legalabbis lassitdsdban. (Karcagi-Kovats et al, 2009a,b;
2012). A vidéki lakossdgnak is fel kell késziilnie arra, hogy a jovében a turisztikai
agazat vallalkozasainak sokoldaltian képzett alkalmazottakra van sziiksége j6 szakmai
képességekkel, az igényes vendégek kiszolgalasanak képességével, a kiilfoldi kultarak
és nyelvek ismeretével, amit természetesen erkolcsileg és anyagilag is el kell ismerni.

A vizsgalt idészak adatait elemezve - egyben a célkittizésekkel Gsszevetve
- azt tapasztalhatjuk, hogy Magyarorszagon 2013-2014. végére megindult némi
novekedés a foglalkoztatds és brutté atlagkereset tekintetében, de még mindig elmarad
a 2005-ben megfogalmazott céloktdl. Erre az idszakra esett a valsag, melynek hatésait6l
nem lehet eltekinteni, mert jelentésen befolyasolta nem csak Magyarorszdg, hanem
az egész vilag turizmusat. A mutaték alakulasat negativan befolyasolja az dgazatban
megjelend szezonalitas és fekete munka, a hivatalosan be nem vallott jovedelmek isi.

A jov6ben azzal is szamolni kell, hogy mind globalisan, mind az EU
tagorszagaiban a turizmus gazdasédgi szerepe - ezen beliil a munkaeré-piac stabilitasa
és boviilése - a kovetkez években erésodni fog.
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Socialna komunikacia patri k najhlavnejSiemu znaku socidlnej spolo¢nosti.
Ludska bytost je socidlny tvor a jeho socidlny atribat sa prejavuje predovsetkym
v komunikécii s inymi T'ud'mi. Komunikacia ako taka je neoddelitelnou suc¢astou
I'udského spolunazivania, kde existuje stidle viac novych sposobov komunikacie.
V minulosti bolo mozné komunikaciu istej skupiny realizovat len prostrednictvom
fyzickej pritomnosti. V sacasnosti je vdaka internetu a modernym informacno-ko-
munika¢nym technolégiam mozné, aby I'udia komunikovali bez hranic, bez ohl'adu
na vzdialenost alebo socidlnu skupinu. Komunikacia sa stala jednoduchsou a najma
rychlejSou vo vsetkych oblastiach spolo¢enského Zivota.

Recenzovany udebny text , Praktikum socidlnej komunikdcie” od autorského
kolektivu HRADISKA E. - HUDIKOVA, Z. - CERTIKOVA, H. je uréeny pre studentov
vietkych studijnych odborov, kde je délezity a potrebny rozvoj osobnosti z pohladu
komunikaénych kompetencii a zru¢nosti. Clenenie textu je prehladné, spracovanie
primerane ndro¢né, text zac¢ina vzdy vymedzenim komunika¢nych kompetencii.
Ucebnica je rozdelend do trinastich kapitol a jednotlivych podkapitol. Kapitoly st
radené v logickej nadviznosti za sebou. Uvodna kapitola je zamerana na komunikaciu
ako zaklad existencie pre ¢loveka a jej hlavnym cielom je pochopenie socidlnej
komunikécie, vratane jej zakladnych komunikaénych modelov. Druht kapitolu
autori venuju charakteristikim jednotlivych profesijnych roli, ktorymi ¢lovek pocas
svojho Zivota prechddza a pozitivne v tejto kapitole hodnotim popisy ocakavaného
spravania pri jednotlivych rolach. Tretia kapitola charakterizuje komunika¢ny zdmer
a rozne komunikac¢né situacie, v ktorych sa moze komunikator ocitnat a nadvézuje
na nu vystiznd charakteristika komunika¢ného partnera, kde ocenujem vhodné
charakteristiky typolégie komunikdtora Dolezitost imidzu komunikatora a vsetky
jeho psychické vlastnosti popisuje dalsia kapitola, v ktorej je postupné a prehladné
rozdelenie jednotlivych schopnosti osobnosti. Vnimanie seba samého, met6édy
sebapoznania, zvladanie naro¢nych situdcii a dusevnt rovnovahu prehladne autori
venuju Siestej kapitole, kde vyzdvihujem kritéria psychického zdravia podla Ellisa.
Siedma kapitola opisuje jednotlivé komunikacné zruc¢nosti, ktoré zjednodusujua zvladat
aj ne¢akané situdcie v komunikacii Casto je to prave zru¢nost aktivneho poctvania,
ktora je slabou strankou osobnosti, preto kladne hodnotim v tejto kapitole zasady
aktivneho pocavania. Cielom 6smej kapitoly je poukazat na vyznam a doleZitost
neverbalnej komunikacie a spdsoby jej korigovania. Kultivacné aspekty komunikacie
popisuje deviata kapitola, v ktorej st vysvetlené jednotlivé zvukové zlozky reci ako
technika recového prejavu, technika dychania, hlasu, reci a priprava prezentatora na
vykon s nadvdznostou na vyrazové zlozky re¢i a jazykovu kultaru. Predposledna
kapitola sa zameriava na monologicktl prezentaciu a ucebny text v zdvere dotvéra
dialogicka prezentdcia kde je zdoraznena dolezitost vyberu vhodnej témy rozhovoru,
jeho zvladnutie a spravne ukoncenie.
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Recenzovany ucebny text velmi jasne a zrozumitelne priblizuje doleZitost
komunikécie a preto je svojim obsahom aj formou vyznamnym prinosom v proble-
matike socidlnej komunikacie. Rovnako pozitivne hodnotim Struktiru sebareflexie
pouziti v ucebnom texte ako nastroj na sledovanie zmien, ktoré by sme chceli v
oblasti komunikacie dosiahnut. Jazykova a stylisticka troven publikacie je na patri¢nej
trovni. Po formalnej i odbornej stranke spliia ucebny text vietky naleZitosti kla-
dené pre tento typ publikacie a odporti¢am ju do pozornosti nielen Studentom
vysokych $kol, ale tiez vSetkym zaujemcom o predmetnti problematiku, kde je dole-
Zity a potrebny rozvoj osobnosti z pohladu komunika¢nych kompetencii a zru¢nosti.
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JUDr. Bibidna Dargovéd, Pravnicka fakulta Univerzity Palackého v Olomouci, e-mail:
bibiana.dargova@upol.cz
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Abstract

Industrial policy is a set of activities and actions affecting the manufacturing
and service sectors, and also includes a set of governmental authorities in control of
the process of structural adjustment, which aims to achieve the benefits of selected
economies in the world market. From the perspective of the European Union's
industrial policy the role of state is assumed by the European Commission, where
unlike the other economic sectors, industry is not regulated at the Union level.
The European Union in the field of industry is focused on supporting the overall
competitiveness of the European industry. The biggest expenditures in industry are
intended mainly for scientific and technological research, which in turn increases the
overall technological cooperation with businesses and lead to increased innovation
in industry. Within the analysis of the EU industrial policy characteristics the paper
deals with the utilization rate of its current efficiency regarding the clustering issue,
in the way of further possible increasing of clusters influence in the EU industrial
policy, as well as the overall socio-economic development of the EU.

Key words: EU regional policy, world economy, socio-economic development, competitiveness,
cluster, innovation..

Abstrakt

Priemyselna politika predstavuje stibor aktivit a tkonov majtcich vplyv
na spracovatel'sky sektor a sektor sluzieb a zahffia aj stbor vladnych organov
riadiacich proces strukturalnej adaptacie, ktorej cielom je dosiahnut vyhody vybranej
ekonomiky na svetovom trhu. Z pohladu Eurépskej tnie v oblasti priemyselnej
politiky preberd dlohy $tatu na seba Eurdpska komisia, kde na rozdiel od inych
hospodarskych oblasti nie je priemysel regulovany na trovni tnie. Eurépska tinia sa
v oblasti priemyslu zameriava najmi na podporu konkurencieschopnosti celkového
eurdépskeho priemyslu. Najvicsie vydavky v oblasti priemyslu smeruji najmé do
vedy a technologického vyskumu, ktoré nasledne zvysuju celkovi technologicki
spolupréacu s podnikmi a vedu k zvySovaniu inovécii v priemysle. V rdmci analyzy
charakteristiky priemyselnej politiky Eurépskej unie prispevok sa zaoberd vyuzitim
miery jej doterajsej efektivnosti v rdmci vytvérania klastrov, a to v naslednosti
na daldie mozné zvySovanie vplyvu klastrov v priemyselnej politike EU, a zéroveii
na celkovy socialno-ekonomicky rozvoj EU.
Klacéové slova: Priemyselnd politika EU, svetovd ekonomika, socidlno-ekonomicky rozvoj,
konkurencieschopnost, klaster, inovicie.

* Prispevok je spracovany ako jeden z vystupov riesenia vedeckej grantovej ulohy FSEV TnUAD: IG ¢. 2/2015 ,Vyz-
nam klastrovej politiky EU v priemyselnej a konkurencnej politike EU v ramci Stratégie 2020
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Uvod

Klaster je podl'a autora publikécie , Konkurencni vyhoda nirodov” Michaela
Portera (1994) geograficky blizke zoskupenie vzajomne previazanych firiem, $pe-
cializovanych dodavatelov, poskytovatelov sluzieb a stvisiacich institacii v
konkrétnom odbore a taktiez firiem v pribuznych odboroch, ktoré spolu sutazia
a spolupracujt, maja spoloéné znaky a taktiez sa dopliiaju. Michael Porter neskor
definiciu klastra rozsiril a uvadza, ze klastre st miestne koncentrdcie vzijomne
prepojenych firiem a instittcii v konkrétnom odbore. Klastre zahimiaju skupinu pre-
viazanych priemyselnych odvetvi a dalsich subjektov dolezitych pre hospodarsku
stutaz. Obsahuju napriklad dodavatelov $pecializovanych vstupov, ako aj stcasti,
stroje a sluzby a poskytovatelov Specializovanej infrastruktiry. Podla Prna (2005)
klastre sa Casto rozsiruji smerom na dol k odbytovym kanalom a zakaznikom
a do stran k vyrobcom komplementarnych produktov a spolo¢nostiam z hl'adiska
zru¢nosti, technolégii, alebo spolo¢nych vstupov v pribuznych priemyselnych
odvetviach. Mnoho Kklastrov taktiez zahffia vladne, ¢i iné institicie - napriklad
univerzity, normotvorné agenttry, vyskumné timy a obchodné asociacie - posky-
tujuce $pecializované skolenia, vzdeldvanie, informacie, vyskum a technicka podporu.

Popri klastroch a zhlukoch vznikajtcich samovolne v prirode existuja
aj klastre roznych priemyselnych odvetvi, ktoré sa geograficky taktieZ samovolne
koncentruja. Dévodom st tspory plyntice z tejto koncentracie, rychlejsi rozvoj
odvetvia, znald pracovna sila, stistredenie vedomosti, existujtice tradicie a zvyky
a pod. Pre vyhodnost klastrovania Eurépska tnia a narodné vlady vo svojich
programoch podporujt klastrovanie a ocakavaja jeho kladny vplyv taktiez na ino-
vacie, konkurencieschopnost, vytvaranie $pecifickych zru¢nosti, rozvoj informac¢ného
zazemia, podnikatel'sky rast a dlhodobt dynamiku..

Material a metody

Sucasny charakter priemyselnej politiky (PP) EU bol formovany pocas
dlhsieho obdobia a z historického pohladu je ovplyvneny takymi vyraznymi
momentmi a superfaktormi ako st ropné Soky, globalizacia svetového hospodarstva
a prehlbujica sa integracia hospodarskych komplexov. Zdoérazilovanie vyznamu
mikroekonomickych podmienok pre vytvaranie konkurencieschopnosti je hybnym
motivom preorientécie PP EU z oblasti podpory odvetvi (napr. formou dotacif)
na oblast’ kreovania takého podnikatel'ského prostredia, ktoré umoziuje podnikom
rychlo ziskavat konkuren¢né vyhody.

Cielom prispevku je na zdklade analyzy charakteristiky priemyselnej
politiky Eurdpskej tnie uréit vyuzitie miery jej doterajSej efektivnosti v rdmci
vytvarania klastrov, a to v naslednosti na dalsie mozné zvysovanie vplyvu klastrov
v priemyselnej politike EU, a zéroveit na celkovy socidlno-ekonomicky rozvoj EU.
Na dosiahnutie stanoveného ciela budu pouzité metédy analyzy, syntézy a logickej
dedukcie. Ide o to, poukazat na to, do akej miery technologicky predstih a inova¢na
politika implementovand vo fungovani klastrov v ramci priemyselnej politiky EU
mozu zmiernit vykyvy v konkurencieschopnosti ekonomiky EU, ktorej stagnujtica
ekonomicka vykonnost evokuje negativny dopad na socidlno-ekonomicky rozvoj
Statov eurépskych spolocenstiev. Od tejto miery vplyvy bude zavisiet, ¢i ekonomika
EU je schopna ¢elit konkurenénému tlaku v ramci triddy systému svetovej ekonomiky,
alebo ide skor o oslabujtci trend na tkor ostatnych centier vo svetovej ekonomike.
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Prispevok si vyzadoval sustredenie podkladovych tdajov zo sekundarnych literar-
nych prametiov spracovanych zékladnymi vedecko-poznavacimi metédami s pri-
marnym vyuzitim metéd syntézy, analyzy, komparécie a logickej dedukcie.

Vysledky a diskusia
Charakteristika Priemyselnej politiky EU a jej dalsi vyvoj

Sucasny charakter priemyselnej politiky (PP) EU bol formovany pocas
dlhsieho obdobia a z historického pohladu je ovplyvneny takymi vyraznymi
momentmi a superfaktormi ako st ropné Soky, globalizacia svetového hospodarstva
a prehlbujica sa integracia hospodarskych komplexov. Zdoérazilovanie vyznamu
mikroekonomickych podmienok pre vytvaranie konkurencieschopnosti je hybnym
motivom preorientécie PP EU z oblasti podpory odvetvi (napr. formou dotacif)
na oblast’ kreovania takého podnikatel'ského prostredia, ktoré umoziuje podnikom
rychlo ziskavat konkuren¢né vyhody.

PP EU je v uZ%om vymedzeni aj politikou podpory podnikov. Takto
koncipovana politika zdoéraziuje aplikaciu vhodnej legislativy a tiez vyznam ne-
finan¢nej pomoci podnikom poskytovanim celoplosnych nediskrimina¢nych sluzieb
s vysokou pridanou hodnotou. Jednym z hlavnych predpokladov tspesnosti PP EU
je zvySenie funkénosti, ktoré maju podstatny vyznam pre existenciu klastrov, ale
o ktorych este verejnost a privatny sektor (podnikatelia) nevedia. Sprostredkovanim
takejto informacie moézu dopomoct k tspesnému vzniku perspektivnych klastrov.
Podla Krajiidkovej a Vojtovica (2012) tloha vlady sa v tomto pripade javi ako tloha
facilitatora, ktory navyse nesie priamu zodpovednost za realizaciu projektu. Naopak
zelateIné klastre, ktoré este nevznikli, a ktorych potencial sa ukaze priebehom ¢asu,
nemusia byt vzdy tspesné. Je preto lepsie podporovat uz existujiice a vynarajtce sa
klastre, a to rovnocennym pristupom, bez narusovania trhového prostredia cestou
selekcie favoritov.

Vykonnym organom pre politiku podpory podnikov EU je Enterprise
Directorate General patriaci pod EK. Pri vyhodnocovani konkurencieschopnosti
firiem v EU sa pouZiva najmid metoéda benchmarkingu. Prioritou v posiliiovani
vykonnosti podnikov je aj vymena relevantnych informacii a tzv. najlepsich praktik.
Kazdy rok vychadza Sprava o stave konkurencieschopnosti EU, ktora hodnoti
dosiahnuty pokrok v dolezitych tematickych oblastiach. K d’alsim projektom na
podporu podnikania patria tzv. obchodni anjeli so zameranim na vzdelavanie a
tréning podnikatel'ov alebo monitorovanie zavadzania IKT a podpora Zien v podni-
kani vnttorného trhu a splnenie rdmcovych podmienok v oblasti obchodnej,
konkuren¢nej a menovej politiky EU. PP EU viak nemé pravnu zaviznost
pre ¢lenské taty EU. Preto teraz dochadza k jej novému spracovaniu (Baldwin,
Wyplosz, 2009).

V naviznosti na udratelny rozvoj potrebuje EU rozvinat aj politiku
udrzatelnej produkcie, ¢im ma postupne dochddzat k plneniu zaviazkov o udrza-
teInych vzorcoch vyroby a spotreby, ktoré boli prijaté $taitmi sveta na Summite
o udrzatelnom rozvoji v Johannesburgu v roku 2002. Doélezité bude prehodnocovat
navrhy vsetkych zacastnenych stran, teda nie len predstavitelov priemyslu, ktori
mali doposial hlavné slovo pri koncipovani priemyselnej politiky. Zavadzanie
najlepsich dostupnych technolégii, zhodnocovanie druhotnych surovin, rozsirenie
vyrobnej politiky o celozivotny cyklus vyrobkov (tzv. integrovana produktova po-
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litika), podpora dobrovolnych dohod v oblasti Zivotného prostredia medzi sikrom-
nym a verejnym sektorom, rozvoj a diftizia CistejSich technoldgii, rozsirovanie
schém environmentdlneho manazmentu o nové prvky a podpora malych a strednych
podnikov a ich spolocenskej a environmentalnej zodpovednosti st navrhovany-
mi krokmi, ktoré maji v EU umoznit realizéciu politiky udrZatelnej produkcie
(Haviernikova, 2012).

Podla Jovanovi¢a (2005) hlavné ciele priemyselnej politiky EU st defino-

vané podla troch podstatnych oblasti nasledovne:
1. tvorba takého legislativneho rdmca, ktory vychadza v tstrety priemyslu;
2. vyuZivanie synergickych efektov medzi rozdielnymi politikami EU a ich vzajomné
posiliiovanie sa a
3. povzbudzovanie sektorového pristupu v priemyselnej politike.

Rozirenie EU o desat novych ¢lenskych &tatov prindsa nové prileZitosti.
Napriklad dochddza k preskupovaniu vyrobno-dodavatel'skych aktivit pozdiz celého
kontinentu, ktoré sa vdaka rozsireniu EU masovo nepresidlili do $tatov s absolatne
najniz8imi pracovnymi nakladmi. V novych ¢lenskych statoch bude postupne
dochadzat k reorganizacii Strukttry hospodarstva smerom k sektorom s vyssou
pridanou hodnotou. Ale i napriek tomu bude delokalizacia priemyslu predstavovat
hlavnt vyzvu pre EU, ktora sa navyse nebude vztahovat len na sektory naro¢né
na pracu, ale naopak i na stredne i vysoko technicky rozvinuté sektory, ktoré su
kla¢ové v procese tvorby zamestnanosti v EU. Tento posun stvis s rastom kapitélovo
naro¢nejsich odvetvi v Cine a v Indii pri sa¢asnom raste ich vedecko-vyskumného
potencialu. EU sa popritom este stéle nedari rozvfjat motivaéné prostredie pre tvorbu
a zavadzanie inovécii. Narastajtici vonkaj$i a vnutorny tlak na vykonnost priemyslu
je hlavnym impulzom ku koncipovaniu vedecko-vyskumnej a inovacnej politiky
na trovni nérodnych 3tatov. EU podpori snahu ¢lenskych statov v oblasti vedy,
vyskumu a inovécii tym, Ze ich ,umiestni do srdca EU, jej spolocného financovania
a do centra podnikatel'skijch aktivit” (Cihelkova, 2012).

Konkuren¢né vyhody oproti USA, Japonsku, Cine, Indii a Rusku st do-
siahnutelné vyhradne prostrednictvom zvysenych vydavkov na vedu a vyskum a
aplikaciou inovacii (nie¢oho neporovnatelného, doslova unikatneho) do kolobehu
obchodu. Inova¢na politika EU sa bude zameriavat nielen na technologické, ale i na
netechnologické inovécie dizajnu, riadenia obchodu, marketingu ¢ podnikatel'skej
kultary. Finsko, lider EU v oblasti inovécii, uskutoc¢tiuje klastrovi politiku, ktord
je vyzvou nielen pre 3taty EU.

Novy Ramcovy program pre konkurencieschopnost a inovacie hodnoti
nedostatky zavadzania inovécii a posiliiovania tvorivych rieSeni na trovni podni-
kov, ktoré st najmid vysledkom nedostato¢ného pristupu k vhodnym formam
financovania. Podl'a Hnéta (2014) sa sklada z troch programovych ¢asti:

1. program pre podnikanie a inovacie;

2. program podpory politiky informac¢nych a komunika¢nych techno-

logii (IKT) a

3. program pre inteligentni energiu.

Rémcovy program dalej priamo nadvizuje na novy 7. ramcovy program
pre vyskum, technologicky rozvoj a demonstrativne ¢innosti. Postupne sa majt
iniciovat a formovat spolo¢né technologické platformy vo vyznamnych priemyselnych
sektoroch. Ucelom technologickych platforiem je celoplognd podpora priemysly,
vratane sektorov stredne technicky pokrodcilych.

V Spréave EK o priemyselnej politike v roziirenej EU (COM(2004)274)
st uvedené tieto faktory, ktoré znemoznuju posiliiovanie pozicie vedz a vyskumu
v porovnani s USA:
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sy

e tazsi pristup k sikromnym finanénym prostriedkom na podporu vedy a vysku-
mu;

e kultdra podnikania zaznédvajtca riziko; nedostato¢na spolupraca medzi stikrom-
nym a verejnym sektorom, ktord sa prejavuje v potlatenom aplikovanom vysku-
me;

e vyrazne niz&f relativny podiel pracovnikov v oblasti vedy a vyskumu v EU.

Prikladom moZzu byt high-tech klastre v mestach Helsinky, Oulu a Turku.

Vo Finsku st podl'a Krajiidkovej (2014) aj vzorové priklady inkubétorov na podporu

vznikajucich technologickych a inovac¢nych firiem. V Helsinkach bude ¢oskoro

zalozend tzv. Univerzita pre inovacie, ktord vznikne prepojenim univerzity mazickych

a vytvarnych umeni, technickej univerzity a ekonomickej univerzity. Pokial ide

o technologicki vyspelost vyroby, je zvykom rozliSovat nizko, stredne a vysoko

pokrocilé odvetvia. Prave pri vysoko pokrocilych odvetviach (IKT, biotechnoldgie)

Slovensko nemoéze stat bokom od modernej Eurépy. Je dolezité sa taktiez zapojit

do pre-orientdcie priemyselnej politiky na politiku inovaénti a dokonca v tom

idealnejSom pripade priamo na politiku klastrova. I ked’ vldda SR pokladd inovacie
za jednu z prioritnych oblasti rozvoja konkurencieschopnosti, verejné vydavky
na vedu a vyskum boli u nas v roku 2013 na drovni 0,23 % HDP. Slovensko este
stéle tazi zo svojho relativne dobrého vyskumného potencidlu, ale na druhej strane
dochadza k neustalemu znizovaniu kvalitativnych vystupov a tiez poc¢tu vedecko-
vyskumnych pracovnikov - medzi rokmi 2004 a 20014 o viac ako 22 % (Vojtovic,
Karbach, 2014).

Miesto inovacii v Priemyselnej politike EU

Vplyvom ropnych Sokov v 70. a 80. rokoch sa zacala priemyselna politika
viac ststredit na podporu adaptaénych procesov generujicich konkuren¢na schop-
nost. Od tych ¢ias pretrvdva chapanie priemyselnej politiky ako nastroja Statu na
tvorbu konkurencieschopnosti a na povzbudzovanie dlhodobého posobenia priemys-
lu v hospodarstve a spolo¢nosti.

Od 90. rokov sa sustredila vel'ka ¢ast vyskumnych aktivit ekonémov na
skiimanie lokaliza¢nych efektov a pozitivnych externalit z tychto efektov, ktoré
vyznamne prispievaju k zvysenej konkurencieschopnosti klastrov v danej lokalite.
Tedria klastrov dnes predstavuje hlavny model ekonomického a priemyselného
rozvoja. Priemysel - sekundarny sektor hospodarstva - zaznamendava v hospodarsky
vyspelych $tatoch relativny pokles na tvorbe pridanej hodnoty (Mura, Gasparikova,
2010). Terciarny, kvartdrny a kvintdrny sektor hospodérstva st z tohto pohladu
dominantnymi sektormi. Toflerova ,tretia vlna” vystizne popisuje tento fenomén
postindustrialnej spolo¢nosti. Tvorba vyssej pridanej hodnoty v sektore sluzieb ko-
piruje vyvojové tendencie zamestnanosti. Primarny a sekundarny sektor zamestnava
¢oraz menej I'udi a tym klesa aj jeho penazna hodnota. Skuto¢ny vyznam priemyslu
sa tym ale neznizuje. Priemysel je vo¢i sluzbdm komplementdrny. Dokonca ¢im je
priemysel vyspelejsi, tym vyssiu pridant hodnotu maja aj sluzby. Priemysel sa sice
stdva ,pricou zdrojov” (v nasom ponimani prirodného a ¢lovekom vyrobeného ka-
pitalu), ale cenové deformécie ndm neumoznuju spolahlivo vyjadrit pettazni hod-
notu priemyslu v hospodarstve (Habanik, Koisova, 2011). Podl'a Buceka (2007) lo-
kalizécia a pritomnost pozitivnych externalit umocriuje vyznam spojenia priemyslu
a sluzieb. napr. ak vedecké timy navstevuju vyrobnu prevadzku, mézu priamo
odpozorovat vyrobné postupy a potom navrhnit rieSenie ich optimalizécie.
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Ako uvadza Larry (2007), informa¢nd spolo¢nost ¢i nova, poznatkova
alebo uciaca sa ekonomika predstavuji koncepcie, ktoré vyznamovo nadvizuju
na postindustridlnu spolo¢nost. Spolo¢ne zdéraziiuju vyznam spracovavania dat
-> informdcii -> poznatkov, z ktorych sa stava hlavny vyrobny faktor. Podla tychto
koncepcii dosahuje spolo¢nost novi kvalitu hospodarskej organizécie a dynamiky
prave prostrednictvom ich spracovania. Napr. sluzby zivych systémov (prirodny
kapital) nemaji ziadne pefiazné ohodnotenie. Vyznam faktora casu alebo lepsie
povedané - ¢asova vyzva - nas upozoriiuje na naliehavost strategického konania.
Zvicsujuca sa internacionalizacia, zvysujtca sa interdependencia a celkovad dynami-
ka struktarnych zmien vo svetovom hospodarstve spétne urychluju adaptacné
procesy hospodarskych komplexov a v snahe uspiet nds nttia systematicky pozo-
rovat, mysliet, predvidat, konat a vyhodnocovat.

Klastrové aktivity v EU

Klastre st pruzné trhové zoskupenia bez pravnej subjektivity, ktorych
Myslienku priemyselnych klastrov popisal M. Porter, ktory tvrdil, Ze koncentracia
priemyselnych firiem a ich podpornych priemyselnych odvetvi prinasa konkuren¢né
vyhody. Produktivita sa da zvysit pouzitim troch hlavnych sposobov: zvysenim
produktivity prace (vychadzajic so $pecializécie), technologickou inovaciou a lepsou
organizéciou prace, a to napriklad zjednodusenim a opakovanim pracovnych tikonov.

V stcasnej globélnej ekonomike podniky moézu vyuzivat nielen urcité
konkurenéné vyhody (pristupy k zdrojom, prirodné bohatstvo a pod. ktoré
znizuju pociatoéné naklady podnikania), ale hlavne produktivne vyuzitie vstupov
prostrednictvom neustalej inovécie (¢o nasledne moze vyvolat potrebu vzniku nové-
ho odvetvia, ba i sektoru v ekonomike krajiny). Podporou rozvoja klastrov mozno
zvysit ekonomicku silu krajiny, resp hranicu produkénych moznosti alebo znizit
nedokonalt konkurenciu v ramci ekonomiky krajiny. Na druhej strane klastre st
geograficky umiestnené na tizemi, kde st zdroje a zru¢nosti, aby sa dosiahol hrani¢ny
bod vhodnej konkurencieschopnosti a klti¢ova pozicia pri udrzatelnej konkuren¢nej
vyhode v oblasti podnikania (Mura, Rozsa, 2013). Klastre by nemali byt zakladané
len na geografickom zaklade, ale na principe synergie, ktoré umoznia dynamické
sa prispdsobovanie podnikatel'skym potrebami a lepsi monitoring prostredia.

Ako uvadzaju Fojtikova, Lebiedzik (2008), klastre boli uznavané pre ich
schopnost podporovat inovéciu prostrednictvom zabezpecenia infrastruktiry
v priemyselnych parkov, poznatkov a vymenou vyskumnikov, ktori sa podielali
na vytvarani novych myslienok a napadov. Klaster je jednozna¢ne platformou
pre spoluprdcu medzi konkurentmi a mozno ho chapat aj ako stibor regionalne
prepojenych spolo¢nosti a pridruzenych instittcii, ktorych vazby maja potencial
k upevneniu a zvysSeniu ich konkurencieschopnosti. Klaster nie je spontinnym
zoskupenim podnikov, ale pevne organizovanou $truktirou a mézu sa vyskytovat
v roznych pravnych formach.

Prvé klastre v Eurépskej tnii vznikli uz pred rokom 1990. Podiel tychto
klastrov je 3,60 % (48 klastrov). Dnes je to medzi ostatnymi klastrami sice za-
nedbatelnypocet, avéak predsa sa v tomto odzrkadluje vyrazny posun vo vyvoji
klastrov v Eurépskej Gnii. Dalsie klastre vznikali v tGnii v obdobi rokov 1990 - 1996.
Ich podiel vzhladom ku vsetkym klastrom EU je 7,92 % (106 klastrov) (Pavelkovd,
Jir¢ikova, 2008). Vyrazna zmena v zakladani klastrov nastala v obdobi rokov 1997 -
2003, kedy svoj vznik datuje az 375 klastrov Eurdpskej tinie. V tychto rokoch mnohé
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Staty pristapili k vyuzivaniu konceptu klastrov. Od zaciatku 90. rokov to boli
len najvyspelejsie staty, no od roku 2000 zacali tento koncept vyuzivat uz aj menej
rozvinuté krajiny. Trend pokracoval aj v d’alsom obdobji, tj. v obdobi rokov 2004 -
2009, kedy vznikla véac¢sina dnes$nych klastrov v unii. S podielom 38,68 % a poctom
516 novych klastrov ide o jednozna¢ne najvia¢si rozmach budovania klastrov
v Eurépskej tnii (Dudés, 2012). V najmlad$om obdobi, a teda v obdobi rokov 2010 -
2013, vzniklo doposial 290 klastrov, ¢o zna¢i mensi pocet vzniknutych klastrov ako
v predchadzajiicom obdobi, avsak je to obdobie o dizke 3,5 roka, takze v porovnani
s dizkou ostatnych mapovanych obdobi mozeme ocakévat, e tento trend budo-
vania klastrov bude v Eur6pskej tnii pokracovat, aj ked uz zrejme nie s tak vyraznym
rastom ako tomu bolo v obdobiach rokov 1997 - 2003 a 2004 - 2009 (Ivanova, E. 2013).

Klastre nachadzajice sa v ¢lenskych krajindch Eurépskej tunie, tvoria
Klastre s poc¢tom ¢lenov do 25. Medzi klastrami Eurépskej tnie je ich podiel 39,17 %.
S druhym najvacsim poctom st klastre s poctom ¢lenov 51- 200. Ich podiel tvori
28,84 %. Hned' za nimi nasleduju klastre s poctom ¢lenov 26 - 50 a podielom 21,44 %.
Zvysnych 10,55 % je rozdelenych medzi skupiny klastrov nad 200 ¢lenov. Ide o klastre
s poc¢tom ¢lenov 201 - 500 (podiel 8,08 %) a klastre s poc¢tom ¢lenov 501 a viac (podiel
2,47 % z celkového poctu klastrov v Eurépskej tnii) (Euroactiv.sk., 2015).

Pravna forma klastrov v Eurépskej tnii zavisi od legislativy jednotlivych
¢lenskych krajin. Ta sa v roznych krajinich lisi, preto neexistuje jednotny pristup,
ktory by vyhovoval vSade a vSetkym klastrom ako najvhodnejsia pravna forma.
Podl'a Mitchel, Muysken, Van Veen, (2006) mozné pravne formy pre klastre v tnii st
e zdruZenie - ziskové alebo neziskové (Association - non-profit or for-profit),

e spolo¢nost s ru¢enim obmedzenym (Limited liability company - LLC, Private
limited company - PLC),

e akciova spolo¢nost (Joint stock company),

e hybridné formy - mix zdruZzenia a verejnej alebo stikromnej spolo¢nosti s rucenim
obmedzenym (Hybrid forms),

* nadécia (Foundation).

Spolupésobenie priemyselnej/inovaénej a klastrovej politiky EU

Inova¢na (technologicka) politika rozsiruje priemyselnt politiku tym,
ze kladie doraz na formovanie vhodného prostredia pre tvorbu a zavadzanie
inovécii. Konkuren¢na vyhoda je definovana schopnostou poskytovat nie¢o nové
alebo unikatne (inovativne rieSenie). Cielom podnikov uZz preto nie je uspiet
s porovnateInymi vyrobkami alebo s porovnatelnymi sluzbami, ¢o nezohl'adrnuje
v plnej miere priemyselna politika. Inova¢na politika v idedlnom pripade vytvéra také
ramcové podmienky, ktoré motivuju podniky inovovat a zvySovat svoju produktivitu
alebo prevadzkovi efektivnost. Zdrojmi konkurenénych vyhod st napr. tvorivy
I'udsky potencial, predvidavost, vysokokvalifikované pracovné sily, organiza¢ny
talent, schopnost vyberat a prisposobit sa (Lipkova, 2011). Na uskutocfiovanie
uspesnej inovacnej politiky je potrebné opisat’ viziu, urcit ciele a tie potom premietnut
do koncepcie a nasledne stratégie inova¢nych aktivit na drovni verejnych institdcii,
podnikov a instittcii pre spolupracu. Konkuren¢éné postavenie je postupne umoctio-
vané spolo¢nym a koordinovanym tsilim spomenutych aktérov.

Z uvedeného vyplyva, Ze klastrova politika sa javi ako moderna obdoba
priemyselnej politiky. Politicky proces je tu viactirovilovy, s vyraznym presunom
rozhodovania zhora nadol. Klastre vznikaji zvi¢sa samovolne. Inak povedané, cielom
nie je dobiehanie, prispésobovanie sa, ale vlastné napredovanie. Ide o tzv. ziskavanie
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vyhody prvého vstupu na trh (angl. first mover advantage) (Hitiris, 2003). Staty
technologicky zaostavajtice sa nemoézu spoliehat len na transfer technolégii a know-
how, najmé ak st ich disponibilné finan¢né zdroje znac¢ne limitované. Je dolezité, aby
prejavili vlastni angaZzovanost' prostrednictvom aktivnej inovacnej politiky, investovali
do vlastnych fondov podpory inovécii a tym si vytvorili strategické postavenie na
vznikajucich trhoch. Finanéné prostriedky vytvorené zo ziskov na novych trhoch
potom mozu znova reinvestovat do nakupu novych technolégii dolezitych pre ich
rozvoj. Minimélnou podmienkou vzniku klastra je kritickd masa podnikov a institucii
v urc¢itom odvetvi. Ur¢itou vynimkou tohto pravidla je dostupnost informacii pri
ich asymetrickosti. Verejné instittcie alebo napr. skupina vedcov mézu disponovat
relevantnymi poznatkami (Kuatik, Karbach, 2011).

Ucast zahrani¢nych investorov a ich spolupraca s miestnymi podnikmi &
institiciami moZze cely proces rozvoja klastrov urychlit i posilnit. Zvicsa je lepsie,
ak je ucast domadcich i zahrani¢nych investorov a podnikatelov vyvézena. Siete
pozostavajice z miestnych a zahrani¢nych podnikov st stabilnejsie a dochadza v nich
k lepsiemu prenosu réznorodych poznatkov. Efekt pozitivnych prinosov diverzity
je evidentny aj v pripade vzniku cezhrani¢nych klastrov, alebo v pripade spojenia
Klastrov v stvisiacich a prelinajtcich sa odvetviach.

Podla Ivani¢kovej (2007) priemyselné klastre pontkaji model podnikania
pre realizaciu obchodnych aktivit na relativne kratku vzdialenost, ¢o je nespornou
vyhodou oproti dlhym vzdialenostiam pri obchodnych aliancidch. Pretoze klastre
posobia na malych geografickych oblastiach medzi podnikmi redukuju problémy a
naklady spravnym vyberom spolo¢nych objektov. Klastre mozno v st¢asnosti priradit
k vyznamnym mikroekonomickym faktorom zvysujicim prosperitu regiénov ako
aj zvys$eniu prilevu priamych zahrani¢nych investicii.

Klastre v krajindch EU takisto pomahaju tvorbe vysokého pottu pracov-
nych miest. EU si uvedomuje vyznamny potencial klastrov pre rozvoj hospodarstva.
Podpora klastrov je predmetom spracovania viacerych odbornych dokumentov
na trovni eurdpskej komisie. Identifikdciou existencie klastrov sa v EU zaobera
viacero $tadii. K najznamejsim patri $tatistické mapovanie Eurépskeho klastrového
observatéria (ECO), ktoré ako online platforma poskytuje informacie o analyzach
Klastrov a klastrovych politikdch v Eurdpe. Identifikuje klastre na zaklade tudajov
o zamestnanosti ako st celkovy pocet zamestnanych v jednotlivych klastroch, po¢tu
firiem v klastri, mzdovych nékladoch na zamestnanca (McDonald, Dearden, 2005).

Eurépska komisia obnovila v roku 2012 hlavna iniciativu v oblasti prie-
myselnej politiky, , Silnejsi eurdpsky priemysel v prospech rastu a oZivenia hospoddrstva”,
ktord sa zameriava na to, ako ¢o najlepsie vyuzit tito nova priemyselnt revoluciu. Jej
cielom je posilnenie priemyselnej inovacie a realneho hospodarstva. Prostrednictvom
tejto iniciativy sa Eurdépska tnia snazi zapojit podniky nachadzajice sa mimo
EU do vzéjomne vyhodnych vztahov s domécimi firmami. Ide o délezita stcast
politiky EU na pomoc eurépskym podnikom pri hladani novych trhov a zlepsovant
konkurencieschopnosti (t. j. schopnosti tspesne konkurovat na svetovych trhoch).

Zatial' ¢o svetova populdcia rastie, v Eurépe celime okrem problému vy-
tvarania novych pracovnych miest a zvysovania konkurencieschopnosti aj problému
starntceho obyvatelstva. Rast po¢tu obyvatelov zvysuje tlak na suroviny a dodavky
energie, ako aj na potrebu boja proti zmenam klimy, zachovanie ekosystémov a na
prechod na nizkouhlikové hospodarstvo. Riesenie tychto vyziev je mozné pomocou
novych technolégii, ktoré mozu viest k novej priemyselnej revoltcii. Uskuto¢nenie
novej priemyselnej revoldcie je klu¢ovym cielom stratégie Eurépa 2020 - stratégie
EU na zabezpecenie inteligentného, udrzateIného a inkluzivneho rastu. Ako uvadza
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Eurépska Komisia (2015), dve z hlavnych iniciativ stratégie Eurépa 2020 zahfnaji

priemyselny sektor:

e Priemyselnd politika vo veku globalizicie: zlepSenie podnikatel'ského prostredia,
najma pre malé a stredné podniky (MSP), a podpora rozvoja pevnej a udrzatelnej
priemyselnej zdkladne, ktora bude konkurencieschopna vo svetovom meradle;

e Inovidcia v Unii: zlepsenie podnikatel'ského prostredia a pristup k financovaniu
vyskumu a inovacii s cielom zabezpelit, aby inovativne napady nadobudli
podobu vyrobkov a sluZieb, ktoré prinasaja rast a zamestnanost.

Zaver

Vzajomna zavislost priestorovej truktiry a ekonomického rozvoja ziska-
va na vyzname najmi v stacasnom obdobi, ked existuje konkurencia medzi re-
giéonmi Eurépy, ktora vychddza z nerovnomerného hospodérskeho vyvoja a rastu.
Dosledkom tohto pristupu je objavenie nového spdsobu rieSenia ekonomického
rastu, nezamestnanosti a finan¢nej stability smerujticej k novej organizécii ekono-
mického priestoru prostrednictvom regionalneho rastu pomocou klastrov.

Zameranim na inovaéné odvetvia na trovni EU sa dospelo k zisteniu, ze
inovacna politika a vyskum a vyvoj st najcastejsie pouzivanymi ndstrojmi priemysel-
nej politiky EU. Klastre sa ako néstroj zvysenia konkurencieschopnosti osvedéili
aj v zahranici, a preto prevladaji tendencie k zvysovaniu ich po¢tu a zlepSovaniu
komunikécie medzi nimi. Podl'a nés st klastre jednym zo spésobov ako sa mézu malé
a stredné podniky bréanit vo¢i vel'kym nadnarodnym korporaciam, ktoré vd'aka vicsej
kapacite kapitalu, informacii a podobne majt zvycajne lepsi pristup ku inovaciam,
materidlom ¢&i technolégiam. Koncepcia klastrov u¢i podniky spolupracovat a podla
presne hierarchizovanej vnutornej struktiry klastra mozu efektivne fungovat a na-
predovat.

V stc¢asnom svete vznika potreba novych ekonomickych mechanizmov,
¢i novej ekonémie. Prave podpora klastrov, otvorenej inovacie, prelievania vedomosti
a tvorby spin-off sa moZze stat jednym z nastrojov pre rychlejsie ziskavanie vedomos-
ti, a tym zvySenia drovne udrzatelnosti. Rovnako zvySovanie podpory aktivit
s vysokym podielom kreativnych ¢innosti a nepodporovanie aktivit s nizkym po-
dielom kreativnych ¢innosti napomaha zvysovaniu trovne udrzatelnosti.
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Abstract

The paper presents a qualitative study of contextual factors surrounding
project evaluation decision making in a biotech R&D environment. It focuses on the
ways in which key decision makers engage with uncertainty, ambiguity and culture
dynamics in their everyday practice of R&D project evaluation. Drawing on the
body of accounts from semi-structured interviews from a single UK-based biotech
company and the principles of interpretative qualitative methodology, we identify
a number of contextual factors that surround ‘go/no-go” decision making process.
These factors make project evaluation a non-linear, non-instrumental process, in
contrast to conventional wisdom of mechanistic risk assessment and project valuation
techniques. We conclude that a more effective process of this kind would rely, in
practice, on learning, collaboration and flexibility among project participants.

Keywords: biotech R&D project, decision-making, project evaluation.

Introduction

Biotechnology research and development (R&D) projects are fascinating
sites for researchers studying the nature of decision making and practical action
under conditions of unpredictability. They offer unique insights into how decisions
related to the project evaluation and approval are affected by ambiguities, tensions,
different agendas and value systems, and multiple strategic imperatives that are
at play in a process with a high level of the unknown. Numerous uncertainties that
affect the evaluation, performance and outcome of these projects are deeply embedded
in the high level of associated investment costs, long investment horizons, sequential
and multidisciplinary nature of investment decision making, deficiency of non-
contested information in the early project stages, investment inertia problem and high
risk of project failure owing to turbulent business and market conditions. For this
reason, the choice and use of project evaluation methods which adequately account for
inherent risks and the need for flexibility over time becomes one of the key managerial
concerns in biotech companies and biopharmaceutical industry in general when
making strategic, operating and financing decisions about R&D projects (Loch and
Bode-Greuel, 2001; Poh et al., 2001; Villiger and Bogdan, 2006; Olausson and Berggren,
2010).
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In this paper we wish to explore how ‘go/no-go’ decisions are made and
the valuation methods are used in R&D project evaluation processes, drawing on the
interviews with experienced practitioners from a specific UK-based biotech company.
Moreover, we hope to contribute to the growing debate about the importance of project
evaluation as a continuous process of dealing with complexity and unpredictability
in project environments and its specific significance in the decision making process
related to forecasting and risk assessment (Mikkelsen, 1990; Turner and Cochraine,
1993; Pender, 2001; Raz et al., 2002; Flyvbjerg, 2006, Novotny-Hrazdilovd Bockovd,
2010a).

In short, our analysis and discussion of both literature and empirical data
will offer an answer to the following research question: What are the contextual factors
surrounding project evaluation decision making in a biotech R&D environment and
to what extent valuation tools in use support the decision making process in practice?

The paper unfolds in the following way. In the next section we situate the
research problem within the specifics of R&D projects in the biotech sector. Following
from there, the methodology and the fieldwork will be outlined, while the fourth
section of the paper contains the analysis of the interviews. The paper concludes with
the discussion of findings and theorizing of recommendations.

Critical decisions in biotech R&D projects are ‘go/no-go’ decisions that
take place sequentially after each phase, and are related to the approval of additional
investments and allocation of resources. The idea is to identify and eliminate
unpromising molecules as early as possible in R&D pipeline. The key question becomes:
How to select appropriate decision-making criteria which justify the continuation
decision for a single project? Effective decisions ultimately rely on appropriate
valuation methods that will keep open only those options that may pay off in the future.
Our assumption is that the readers are familiar with a typical biopharmaceutical R&D
project life cycle (Figure 1). Therefore, we concentrate our attention on relationship
between uncertainty and risk during the life of a biotech R&D project and key ‘go/
no-go’ decisions over time.

Figure 1: Biopharmaceutical R&D process

Fundamental
research

Drug Discovery Drug development

B'O.Ch.em'.cal Preclinical (elties Regulatory Marketing and
optimisation

Phase HIEEES approval ost-approval
and validation I, 11'and 11l PP PO=HERE

Source: Hartmann and Hassan (2006): 345

In general, as the research process progresses with relevant findings emerging
and new information becoming available, overall uncertainty of the project decreases.
(Novotny-Hrazdilova Boc¢kova, 2010b). At the same time, financial risk increases due
to commitments made to continue with the project. This is because of the growing
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investments incurred in clinical and regulatory approval phases (for statistical data on
investments during biotech R&D projects see DiMasi, Hansen and Grabowski, 2007).

Existing literature indicates that biotech companies use a number of
valuation tools at various stages of their R&D projects (Kellogg and Charnes, 2000; Olli,
2001; Poh et al., 2001; Remer et al., 2001; Stewart et al., 2001; Ekelund, 2005). It is not
the purpose of this paper to provide a comprehensive overview of project valuation
methods used in biotech R&D projects, but to explain the relevant contextual factors
of the project evaluation process in a particular biotech company and recommend
practical improvements in project evaluation and risk assessment processes.

As the growing evidence from practice and research demonstrate, uncertainty
in the form of incomplete knowledge, ignorance and surprise is at play in biotech
R&D project environments (Lim, Garnsey and Gregory, 2006). Under such
circumstances, the need for flexibility and active approach in decision making during
project evaluation, approval and implementation is apparent (Mikkelsen, 1990;
Boer, 1999; Santiago and Vakili, 2005). The challenge is in embracing and practicing
management flexibility for the ultimate project and business success (Olausson and
Berggren, 2010).

Evaluation of biotech R&D projects is complex because decision makers are
dealing with multiple and interrelated technical and commercial scenarios. Resource-
allocation decisions take place sequentially after each development phase, with
additional capital investments approved only if the potential drug fulfils the appointed
economic and technical expectations or criteria. The value of early stages is contained
in the belief that the drug will be successfully launched and that it will result in a ‘cash
cow” product. Other valuable flexibilities in biotech R&D projects include: licensing
a project to a pharmaceutical company due to capital deficiency during clinical
research phase, engaging in joint-development agreements to split costs with partners
or speeding up the project if the potential gains turn out to be bigger than originally
projected. This should be considered when making decision to abandon a project
at particular gate.

Material and methods

This paper draws on a review of selected literature in relevant fields, and
on the analysis of data from the semi-structured interviews with decision makers in a
UK-based biotech company. In this section we explain the empirical part of this study
including the methods of data collection and analysis.

The empirical study was done in the 2009 in one of, at the time, leading
biotech companies in the UK in researching human monoclonal antibodies, colloquially
named BioX. In the meanwhile, BioX was acquired by one of the world’s largest
pharmaceutical companies and continued its operations under new name. The results
of the empirical study could not be published earlier due to confidentiality agreement
signed at the time.

An interpretative qualitative approach to designing this study has been
chosen because our aim was to provide deeper understanding of the dynamics
of decision making as a result of human interaction, rather than investigating the
quantitative outcomes of these decisions (Seale, 1999; Silverman, 1997, 2001). Data
collection was carried out by deploying a semi-structured interview strategy to gather
the opinions, reflections and comments of experienced decision makers and managers
in this sector. The questions encouraged personal reflections around the issues of
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uncertainty, risk, effectiveness of valuation methods used and possible improvements
in the company’s R&D project evaluation. Nine significant organisational members
with responsibilities for various decisions along the R&D project pipeline were
interviewed (the interviewees” profiles are given in Table 1). Their backgrounds span
biology and chemical sciences, financial management, project management, strategy,
business collaborations, market research and capital investment.

Table 1: Profile of interviewees

No. I.nmﬂ? of the Occupational Title General responsibilities
interviewees
Preliminary prioritisation of candidate
Pharmaceutical drugs based on multiple commercial,
1. INT-1 . . .
Physician technical and regulatory critera; Drug
development and regulatory approval
Chief Executive Stra'tegy for all R&.ED phases (as a .
2. INT-2 . coordinator, supervisor and strategic
Officer St
decision-maker)
Cl?)llliZ]f)t)()l'I;i(t)cfr Selection of drug discovery candidates;
3 INT-3 Establishing research collaboration
Funded . e
with other research institutions
Programmes
Chief Financial Financial analysis; Accounting,
4. INT-4 . . . .
Officer Financial supervisory
Financial Financial controlling; Project financial
8 INT-5 !
Controller valuation
Senior Vice Business collaborations; Market
6. INT-6 President Business research; Competition and trend
Alliances monitoring
Director of Project management; Portfolio
7. INT-7 Programme management; Project valuation,
Management selection and implementation
Dl.rector of Analysis of prospective candidates;
8. INT-8 Discovery . .
. Collaboration with research partners
Planning
Senior Vice Selection of therapeutic areas; Selection
9. INT-9 President Drug rap !
. of prospective drug candidates
Discovery

The overwhelming enthusiasm that BioX’s management expressed towards
our research greatly facilitated our access to the company. The outline for the interview
with broadly defined questions had been sent to the interviewees three weeks
in advance. Nine interviews, each lasting about one hour, took place in BioX building
in May 2006. All interviews were taped, backed up by written notes and transcribed.

We are aware of potential methodological limitations, mostly in the field
of research generalisability and validity (Bryman and Bell, 2007). Findings from the
BioX example can be generalized analytically (not statistically, because of the non-
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representative sample) to other biotech companies, mainly European-based, large
and medium-sized. Nevertheless, we should be aware that these criteria for comparison
are highly subjective and that the extent to which the findings of this study would
generalise to wider sample is not clear. Beside generalisability, the other methodological
issue here is the validity of our data and results. Our approach was intentionally
interpretative thus involving inevitably a degree of subjectivity in the way in which
we collected, made sense of and analysed the narrative responses of our interview
participants.

Results

Our intention has been to understand the practitioners” concerns around the
key issues of uncertainty, flexibility, use of judgement, valuation tools, and associated
tensions and social interaction in their specific context.

The interviewees are aware of the level of risk in the industry, but they think
that recognized risk is not adequately reflected and captured in project evaluation
practice within the company: “There is a tendency here to do things sequentially, which is:
plan, take action, see what happens and, when we see what happened, we ask what to do next”
(INT-2).

All interviewees shared the view that it is difficult to predict all possible
scenarios in the industry. Some of them intuitively recognize the importance of
incorporating managerial flexibility in R&D project evaluation: “IWe are pretty good
in identifying risk and pretty poor in identifying opportunities. We want to make sure that
something won't fail. We have so many opportunities to switch to different targets but we don’t
recognize that enough at the moment, but we should” (INT-8).

The scientific, financial and market criteria for ‘go/no-go’ decisions at
different decision points are usually defined in advance. For example, the level of
incurred development costs or spent time under particular threshold will be treated
as a success. Everything above this critical line will be treated as a failure, or project
managers would have to justify the excessive costs or time spent in order to get
permission for continuation of the project. As one of the respondents argues, these
criteria are defined in advance, because it is difficult to judge success or failure when
you are faced with a flood of emerging data during a project implementation.

According to the participants’ accounts, BioX does not really have
standardised and consistent ways of modelling and quantifying cash flows when
calculating Net Present Value (NPV): “Some people in BioX use bigger discount rate,
other use individual probabilities of success and some people use only traditional NPV, not even
risk-adjusted, which is crazy” (INT-6).

The respondents stressed that NPV does not deal with risk properly and
does not value important qualitative factors: “For example, NPV does not take into
account the difference or compatibility in culture and organisational capabilities of BioX and its
partners when considering the value of collaborating programmes” (INT-3).

Using NPV in early research stage “does not represent a sensible piece of
analysis” (INT-2) or “is just an academic exercise and nothing else” (INT-9), because
the majority of early-stage projects will have negative NPV and strict compliance
with the NPV rule will lead to decision to shut down the company. NPV is taken
more seriously as a decision aid from the beginning of pre-clinical stage onwards,
because the acquired information and knowledge from this point allow the analyst
to make more precise assumptions for NPV calculation. It is interesting that some
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of the respondents indirectly admitted that NPV number often serves as an artificial
justification for pursuing a project: “If we get NPV, which is not what we want, it does not
necessarily mean that we will base our decision on that number” (INT-5).

Probability distribution of project value is seen by the participants as much
more useful information than an absolute NPV. In their view, scenario analysis,
decision tree analysis, Monte Carlo simulation and real options analysis could add
value to decision making process. However, we identify overall scepticism to a real
possibility of capturing unpredictability as no valuation technique can be based on
purely rational, independent and objective data. They all abound with subjectivity
regarding assumptions and interpretation of results: “Personally, I would want to be
convinced that we aren’t involved in futile accuracy. Something [more sophisticated tools]
that looks more compelling may be just as flawed, or even more flawed, than single NPV
number” (INT-2).

In general, respondents do not trust financial models, mainly because of
fuzzy assumptions and high riskiness of the biotech business. On the other hand, they
feel that group decision-making process at the company, composed of different levels
of information checkpoints and numerous discussions among people with different
backgrounds and knowledge, gives assurance that the right decision will be made:
“Decisions at BioX are made at different stages by people from different departments and
with different backgrounds and knowledge. It is a sort of cross-checking. That is one of the
reasons why decisions are good” (INT-5).

Related to this is watchfulness about something that is not well understood.
One manager said: “I always want to check how you got the answer. I want to check all
the assumptions first. I am not comfortable with something I don’t understand” (INT-9).

Riskiness and unpredictability require judgement hand-in-hand with
quantitative assessment. That then becomes an art - otherwise, it could drive the
decision maker into despair. So, with such a low level of confidence in underlying
numbers and awareness of systematic compromises being made, who becomes
accountable for business consequences? And does it matter?

Debate

In this section we present the discussion of our findings under two subtitles
reflecting the research question outlined in the introduction session.

The contextual factors surrounding project evaluation decision making
in a biotech R&D environment

“The whole problem with this business is riskiness. You can make all the best
judgments and, at the end of the day, have bad outcomes” (INT-1). The quote is representative
of a shared view among the respondents that riskiness and complexity are so high
that even the most sophisticated project valuation tools do not guarantee that the
decisions made will ultimately result in a successful project. This indicates for us
researchers that practitioners are aware that project evaluation based on modeling
the future at discreet points of project life cycle is unreliable process. Instead,
project evaluation should be seen as a continual and incremental process of learning
and adjustment. Overall, the applied project evaluation practices neither reflect nor
capture the nature of inherent risks of their projects.
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Our interviewees, all senior and experienced biopharma professionals
(scientists and managers), intuitively know as they act in their daily work, that the
project evaluation, risk assessment and R&D project approval decision making
processes are far from being exclusively within the boundaries of rational behaviour.
They acknowledge the inevitable influence of organisational culture and bounded
rationality on R&D project approval by implying ambiguity of assumptions, power
asymmetries, context-dependent appraisal of project risk and ever-present time
constraints.

Our findings converge with the views of other authors in the field. For
example, in his study of the shortcomings of traditional project risk management
methodologies to successfully account for incomplete knowledge, Pender (2001)
argues that the concept of uncertainty should be expanded beyond the traditional
dominant paradigm of risk analysis and probability calculus of the risky event and
its impact on the project in advance. Mikkelsen (1990: 214) similarly concluded that
dealing adequately with risk and uncertainty in product design and development
projects was still “a big challenge in practice”. He suggested that under the conditions of
radical unpredictability and complexity managers need to recognize and acknowledge
the need for “analysing behavior and attitudes to uncertainty and risk in addition to methods
and tools of active management of risk in new product development projects” (Mikkelsen, 1990:
217). Two attitudes are in tension - rational dealing with risk and uncertainty versus
optimism and faith in the possibility of the final product’s success. How do we create
risk management methods that allow for optimism and faith but are economically
feasible and defensible? The implied scope for flexibility is what Mikkelsen calls
‘a risk management dilemma’. Beside focusing on shifting probability distribution
of the project value to the right by exercising existing opportunities, active project
management should regard managerial flexibility as a value-added process of exploring
novel possibilities (opportunities) relevant to the analyzed project.

The extent to which valuation tools in use support the decision
making process in practice

The participants were very critical of traditional project valuation methods
in use, such as NPV, as being incapable of dealing properly with uncertainty,
unpredictability, multiple views and complex interactions. This is not surprising
given the existing critique of traditional valuation tools represented by NPV. First,
traditional project valuation methods rely on one-point estimates of project variables
and project value. They, by definition, neglect the fact that one-point forecast within
the uncertain setting is always wrong (Savage, 2002). Second, the traditional NPV
does not take into account the conceptual value of managerial flexibility to modify
R&D projects during implementation, depending on unfolding scenarios (Dixit and
Pyndick, 1995).

On the other hand, Real Options Analysis (ROA) and other sophisticated
methods of flexible project evaluation have been heavily criticized for being too
complex, imprecise and non-operative in practice (Hartmann and Hassan, 2006).
Pender (2001) has warned that by enforcing more precise language as an intervention
to improve technical project specification “‘may merely create an illusion of precision’
(Pender, 2001: 82). Similarly, unselective use of whatever is considered as more
sophisticated financial models for project evaluation may only give an illusion of
accuracy with very little practical impact on or benefit to the effectiveness of decision
making.

70



However, many authors agree that the most important value of ROA is the
value of the improved mindset (Leslie and Michaels, 1997) and the value of newly-
created possibilities (Lane et al., 2009). While thinking about key uncertainties and
flexibilities and different ways of improving risk profile of the project, managers are
learning about the project, building intuition behind pure numbers and thinking about
possible ways to react to dynamic trends in environment (Trigeorgis, 1999).

The interview accounts illustrate that propositions put to BioX decision
makers based on the project approval techniques in use are systematically being
deconstructed and reconstructed by other decision makers through the process of
contestation or dismissal of many crucial assumptions at the time of decision making.
The interesting questions emerge: What is “the right’ assumption necessary for ‘good’
decision making in the biotech environment and who is in the position to judge their
‘rightness’? What is a good decision? Can “the right” assumption be made?

Decision making in biotech R&D project evaluation is highly assumption-
sensitive, i.e. susceptible to so-called ‘garbage-in-garbage-out problem’. Lane et al.
(2009) claim that any social interaction will be influenced by the process of perception
and state that “an assumption is an unquestioned, taken for granted belief about the world
and how it works” (Lane et al., 2009: 25). Whether they are deeply ingrained or learned
over time through an exposure to a particular set of practices and values, assumptions
create our worldview or the cognitive environment in which we operate. Multiplicity
of cognitive environments in an uncertain biotech R&D project environment result
in contradicting assumptions about uncertainty and perceptions of risk. This creates
“cognitive dissonance” (Lane et al., 2009: 28-29) which in turn often motivates the
individuals involved to reduce such imbalance to achieve consensus again. This has
been confirmed in the interview accounts.

Achieving consensus is a painful process of negotiation of a shared reality
through interaction, open dialogue and public reflection among the group of involved
members. It requires ‘the willing suspension of disbelief’ (Lane et al., 2009: 30) where
the challenge is to be open intellectually to the other’s assumptions about the issue at
hand. This process is complex and indeterministic, particularly if assumptions at play
are about future events under conditions of incomplete knowledge among decision
makers with different agendas, backgrounds, expectations and power positions.

De Bruijn and Leijten suggest that a combined process of ‘interactive and
processual rationality” need to be in place, despite its ‘time-consuming nature’, as a
relational process of debate, dialogue, deliberation, solidarity, and consultation in
which “actors exchange their views on [contested aspects of assumptions], discuss them
and try to reach a joint perception” and agree on rules of the game or on a procedure of
using an valuation method. (2008: 93) This enriches the decision making outcome and
societal legitimacy of the decisions made, because the substantive analysis, engagement
of a number of stakeholders, and consensus and dissensus among them is made
transparent and public.

The result is ‘negotiated knowledge’ which conforms to the behavioral
aspect of decision making which reminds us that actors only accept information
as authoritative if they have been involved in the process of problem definition and
solving. But there is a caveat. If such notion of knowledge is accepted, then these
processes have to be seen as ‘profoundly contextual and essentially dependent on
community-based criteria for validation and justification” (Tsoukas, 2002: 420).

71



Conclusions

Our study has been motivated by an apparent lack of in-depth enquiries
into 'go/no-go’ decision-making processes resulting from biotech R&D project
evaluation. In this paper we have outlined and discussed some important insights
into project evaluation processes within a single biotech company, generated through
interpretation of the interview accounts from relevant senior decision makers. Our
study has illuminated the contextual factors related to radical unpredictability of new
drug development ventures, complexity of human interaction among R&D project
participants and equivocality of performance criteria in such environments, which
make ‘go/no-go’ decision making process complex. We have shown that this process
is challenging due to varying individual and group perceptions of, assumptions about,
vested interests in, and attitudes towards assessment of risks, the unknown future,
time-flux and project success criteria. These contextual factors make project evaluation
non-linear, non-instrumental process, in contrast to conventional wisdom of rational
mechanistic risk assessment and project valuation techniques.

Our resulting proposition is that given the nature of biotech companies and
their R&D projects, more effective project evaluation would require the fascilitation
of learning and collaboration among project participants and organizational and
managerial readiness to embrace flexibility in the practice of project evaluation and
risk management. This does not mean neglecting the need for more sophisticated
valuation tools and training required for their use. The excessive riskiness of biotech
business requires valuation techniques that can cope with interplay of uncertainties
and flexibilities in conceptually correct and logically consistent way. The issue here is
to understand that the tools rely on socially-negotiated knowledge, because data and
facts are never free from cultural, political, professional and power background
of those who input them. Allowing for managerial flexibility to assess and reassess
opportunities and project value on the basis of possibilities that emerge and evolve
as the project unfolds seems to be one of the key factors enabling simultaneous multi-
level decision making and managing in complexity.

Our findings converge with the views of the authors (Willigers and Hansen,
2008; Loch and Bode-Greuel, 2001) who have argued for Real Option Analysis,
as helpful in respecting uncertainties and valuing managerial flexibilities in
biopharmaceutical industry. This method attempts to forecast future trajectories of
crucial uncertainties, identify proactive managerial responses and value those potential
responses as integral part of project value. The method do not guarantee that every
decision made will automatically result in successful outcomes, but, in the long
term, new culture of proactive and flexible project analysis may represent significant
improvement in biotech R&D project decision-making. We hope that our paper
signposts some interesting avenues for future research in the field.
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Abstract

The objective of green logistics is not only to fulfill the customer’s
requirements for complex service of the logistics processes through guaranteed and
reliable satisfaction of all customer needs in this field, but also to have a tolerant and
thoughtful approach towards the environment. The implementation of the green
logistics processes into SMEs is a way of building good image while at the same time
ensuring sustainable development of business. This paper deals with green logistics
in Slovak SMEs, and presents the results of a survey the main objective of which was
to explore the initiatives of green logistics in the conditions of Slovak SMEs. On basis
of the survey results, we would like to suggest an algorithm of implementation of
the green logistics processes in the conditions of the Slovak SMEs.

Key words: green logistics, small and medium enterprises (SME), sustainable development,
customer, satisfaction

Abstrakt

Cielom zelenej logistiky je nielen uspokojenie poziadaviek zakaznikov
v tejto oblasti, ale aj tolerantny pristup k environmentu. Implementécia procesov
zelenej logistiky do malych a strednych podnikov je cestou budovania dobrého
imidZu a zéroven zabezpefenim trvalo udrzateIného rozvoja podniku. Clanok sa
zaoberd zelenou logistikou v malych a strednych podnikoch na Slovensku. Prezentuje
vysledky vyskumu zameraného na skimanie iniciativ zelenej logistiky v podmien-
kach malych a strednych podnikov na Slovensku. Snahou je navrhnut algoritmus
implementacie procesov zelenej logistiky do MaSP na Slovensku.

Klacové slova: zelend logistika, malé a stredné podniky (MaSP), udrZatelny rozvoj, zd-
kaznici, spokojnost

Uvod do problematiky

Zivotné prostredie je dolezitym faktorom, ktory v sadasnosti ovplyviuje
aj aktivity podnikov a procesy planovania a implementacie podnikovych stratégii.
Na jednej strane narastaji environmentalne problémy a dosahuji v mnohych pri-
padoch globélny charakter, na druhej strane sa zdkaznici spravaju zodpovednejsie
k zivotnému prostrediu, rastie ich environmentélne povedomie a pri nidkupe pro-
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duktov zdoéraziuji svoje environmentilne poziadavky. Pre zodpovedné podnika-
tel'ské subjekty je to vyzva na environmentalne orientované spréavanie. Otvaraju sa
im nové trhové prilezitosti a moznosti profitovania v oblastiach a na miestach, kde sa
poZzaduje ochrana Zivotného prostredia (Musova, 2013). Poziadavky na kvalitu tovarov
a sluzieb st vnimané na rovnakej tirovni a na zaklade rovnakych kritérii vo velkych,
strednych ako aj malych podnikoch. Dévodom je fakt Ze kvalita produktov je zarukou
spokojnych zakaznikov a tspechu podniku. Zelené rieSenia st a budud posiliiujacim
zdrojom konkurenc¢nej vyhody (Klementova, Sedliac¢ikova, 2014). Ako tvadzaja Lun,
Lai, Wong a Cheng (2015) ekologizaciou podnik spiiia o¢akavania zdkaznikov ohladne
ponuky logistickych operacii Setrnych k Zzivotnému prostrediu, a preto vysledkom
ekologizacie je aj rast trzieb v podniku.

V uvedenom kontexte je zdmerom autorov venovat sa v prispevku
detailnejSie problematike zelenej logistiky, ktora v stcasnej dobe nadobtda na
vyzname. Prave zelena logistika vedie k zmendm pri vytvarani hodnoty produktov.
Je zamerana na meranie a minimalizaciu ekologického dopadu logistickych ¢innosti
a kladie doraz na trvalo udrzatelnt environmentalnu orientdciu podnikov. Po
teoretickom vymedzeni problematiky sa ststredime na prezentovanie vybranych
vysledkov vlastného prieskumu, ktorého zikladnym cielom bolo zistit ako malé
a stredné podniky na Slovensku vnimaji aktivity zelenej logistiky. Na zaklade
vysledkov vyskumu predlozime navrh algoritmu procesov zelenej logistiky do malych
a strednych podnikov (MaSP) na Slovensku.

Teoretické vychodiska

Logistika predstavuje nepretrzite rozvijajtici sa proces, ktorého vyvoj stile
prebieha, ¢o je dovodom, Ze ju autori chdpu a vymedzuji roézne. Vyznamnym je
vymedzenie Eurépskej logistickej asociacie (EIA), podla ktorej je logistika organizacia,
planovanie, riadenie a vykon toku tovaru - vyvojom a ndkupom zacinajtic, vyrobou
a distribtciou podl'a objednavky finalneho zdkaznika konciac - tak, aby boli splnené
véetky poziadavky trhu pri minimalnych ndkladoch a minimalnych kapitalovych
vydavkoch (Dupal, Brezina, 2006). Ulohy logistiky sa postupom ¢asu menili
a narastali, avsak ich podstata ostala rovnakd. Cielom je zabezpecit plynuly tok
tovarov, sluzieb a informaécii pri optimalizacii ndkladov a za predpokladu Setrenia
zivotného prostredia. Sluzby zédkaznikom a zabezpecenie realizécie jeho poziadaviek
je pritom jednym z najvyznamnejsich procesov logistického cyklu.

Dnesny zakaznik je skiseny, vybera si, je netrpezlivy a nedoc¢kavy. Na trhu
nachddza $irokt ponuku porovnatelnych vyrobkov, z ktorych si moze vyberat. Ak
chce organizécia prezit v tvrdom boji s konkurenciou a byt tspesnd, mala by spravne
identifikovat’ poziadavky a ofakavania svojich zdkaznikov, sledovat a ovplyviiovat
mieru ich spokojnosti. Spokojni zakaznici prichdadzaju a nakupuju znova, preto
spokojnost zdkaznikov tvori jeden zo zakladnych pilierov dlhodobych obchodnych
uspechov (Badura, 2002, s. 7). Podniky mo6zZu teda zakaznikov presved¢it aj vyberom
vhodnych logistickych stratégii, ktoré im umoznia ziskat konkuren¢nu vyhodu a
dosiahnut rast ziskovosti. (Mindrova, 2011, s.126). Zhanga, Leea, Chanb, Choya a Wuc
(2015) na zaklade vysledkov vyskumu konstatuju, Ze vzhladom k zhor$eniu Zivotného
prostredia a klesajicim zdrojom energie si zelend logistika ziskava stile vacsiu
pozornost. Ekonomické vykonnost uz nie je jedinym cielom logistiky. V zaujme trvalo
udrzateIného rozvoja rastie vyznam environmentalnej a spolocenskej vykonnosti
podnikov. Vyskum potvrdil, Ze logistické ¢innosti na operativnej trovni maja velky
vyznam pre strategické riadenie z hl'adiska modelovania a realizacie zelenych aktivit.
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V stvislosti s potrebou ochrany Zivotného prostredia sa rozvija aj logistika
posobiaca v oblasti environmentidlneho hospodérstva s nazvom ,zelend” logistika,
ktord sa zaobera najmi snahou o minimalizovanie dopadov logistiky na Zivotné
prostredie. Baker (2012) uvéadza, Ze pri zelenej logistike vyska miery doésledkov
produktov na Zivotné prostredie je determinovana mnoZstvom paliva a materidlu
spotrebovaného pocas cesty (transportu) tychto produktov k zédkaznikovi. V dlhodobom
horizonte zniZenie ndkladov na suroviny a vyrobu motivuje spotrebitela k spotrebe
bez vycitiek, pritom zarucuje trvalo udrzatelny rozvoj. Zeleny pristup moze viest
k podstatnému zniZeniu produkcie odpadov, spotreby energii a surovin a pouZzivania
nebezpec¢nych latok (Verriera a kol., 2008).

Niektoré aktivity zelenej logistiky patria aj do oblasti spétnej logistiky.
Napriklad prepracovanie pouzitého vyrobku pre nové vyuZzitie je predmetom zaujmu
spitnej aj zelenej logistiky. Existuje ale mnozstvo ¢innosti zelenej logistiky, ktoré sa
kreverznejlogistike nevztahuju, ako sti napr. zniZovanie spotreby energie, navrhovanie
jednorazovych obalov so zniZenou spotrebou materidlu, zniZovanie materidlovej
naro¢nosti vyroby, predlZzovanie Zivotnosti vyrobkov, priemyselnych systémov a
vyrobnych zariadeni, zvy$ovanie kvality vyrobkov, integracia vyrobkov so sluzbami,
obmedzovanie neraciondlnosti prejavujiicej sa po celd dobu Zivotnosti vyrobku,
minimalizdcia odpadov a podobne. Pripadova stidia z DHL potvrdila, ze logistické
inovécie, ktoré vychadzaju aj z implementacie zelenych technologii, stivisia s vyvojom
udrzateIného a environmentalneho pristupu k riadeniu dodéavatel'skych retazcov,
¢o vedie nielen k zniZeniu ekologického dopadu hlavnych ¢innosti, ale aj k zlep3eniu
kvality, spolahlivosti, vykonu a energetickej t¢innosti podniku (Cosimato, Troisi,
2015). Zelenymi aktivita podniky ziskavaji status socidlne zodpovedného podniku
(Miller a kol., 2008).

V stcasnosti st Coraz viac vyuzivane moderné dopravné prevadzky
pri premiestiiovani tovarov ¢i informécii a prave to privadza podnik k tomu aby
zmiertiovala dopady vplyvu prepravy na Zivotné prostredie, a aby sa zacali vyuZzivat
acinné dopravné a distribu¢né ststavy, ktoré buda Setrnejsie k zivotnému prostrediu.
K tomu, aby sa dosiahol optimalny vysledok distribticie v stlade so Zivotnym
prostredim musi prebehnut zloZity proces. Zelena logistika sa preto zameriava aj
na dodévatel'sky retazec riadenia postupov a stratégii, ktoré znizuju negativnu
energeticktt stopu distribticie ndkladu na Zivotné prostredie, so zameranim
na manipulaciu s materialom, nakladanie s odpadmi, balenie a dopravu.

Metodologia vyskumu

Vyskum prebiehal v dvoch fazach. Prva faza prebehla v prvej polovici roku
2014. V prvej faze bol uskuto¢neny sekundarny vyskum zamerany na analyzu domacej
a zahrani¢nej odbornej literattiry s cielom porovnat nazory réznych autorov na tato
problematiku a tiez vytvorit' si teoreticky zdklad pre vytvorenie dotaznika. Druha
féza prebehla v druhej polovici roku 2014. Druht fazu tvoril primarny vyskum, ktory
sme uskuto¢nili metédou opytovania - dotaznikom. Cielom vyskumu bolo zistit, ako
malé a stredné podniky na Slovensku vnimaja aktivity zelenej logistiky a identifikovat
faktory, ktoré tieto podniky vedu k ich implementacii. Dotaznik bol rozposlany 500
nahodne vybranym MaSP na Slovensku. Vrétilo sa 309 vyplnenych dotaznikov. Pre
ucely ¢lanku bolo pri vyhodnocovani pouzitych 250 spravne vyplnenych dotaznikov.
Reprezentativnost vzorky podla vybranych znakov - velkost podniku, ur¢end na
zaklade po¢tu zamestnancov a odvetvia, sme otestovali pomocou metédy Chi-kvadrét.
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V oboch pripadoch sa reprezentativnost potvrdila, kedze p hodnota bola vyssia ako
hladina vyznamnosti a = 0,05 (priloha 1). Pri vyhodnocovani vysledkov vyskumu
sme pouzili metéddy testovania Statistickych hypotéz (Chi-kvadrat, Friedmanov
test, Wilcoxonov test) a metédy deskriptivnej Statistiky a vizualizacie dat (priemer,
modus, median, frekven¢né tabulky). Pomocou metédy Chi-kvadrat sme testovali
reprezentativnost vzorky podla vybranych znakov. Friedmanov test overuje zhodu
medianov pre k (k>2) znakov s rovnakymi kategériami, teda pre k zavislych vyberov
s rovnakym rozsahom n (Kas¢akovd, Nedelova, 2010, s. 31). Wilcoxonov (Mannov-
Whitneyov) test je silnej$i pre overenie rovnosti rozdeleni dvoch nezavislych vyberov
v porovnani s medianovym testom. Overuje hypotézu H: F(x) = G(y) H,: F(x) # G(y)
(Kas¢dkova, Nedelova, 2010, s. 32).

Vysledky a diskusia

Pre tcely ¢lanku sme vyhodnocovali dotazniky z 250 MaSP na Slovensku,
z toho 248 bolo malych podnikov a 2 stredné podniky. Z hladiska odvetvia sa do
vyskumu zapojilo 3,6 % podnikov z odvetvia podohospodarstva, 13,6 % z odvetia
priemyslu, 18 % z odvetvia stavebnictva, 27,2 % z odvetvia obchodu a 37,6 % z odvetvia
sluzieb. Najviac podnikov az 37,2 % malo obrat od 10 001 do 100 000 Euro a pdsobi na
regiondlnom trhu (28 %).

Na zéklade Friedmanovho a Wilcoxonovho testu (priloha 1) sme zistili,
Ze MaSP na Slovensku najviac stthlasia s tvrdenim, ze zelena logistika je ekologicky
sposob prepravy materidlov a tovarov a pouzivanie obalov Setrnych k zivotnému
prostrediu. Najmenej si pod pojmom zelena logistika predstavuju optimalne
riadenie zasob a environmentalny systém manazérstva kvality. Velmi zaujimavé
bolo aj zistenie, Ze najviac MaSP na Slovensku uskuto¢iiuje z aktivit zelenej logistiky
separdciu a recyklaciu odpadov a snazia sa o zniZovanie materidlovej naro¢nosti
vyroby. Najmenej poskytujt skolenia zamestnancov v oblasti zelenej logistiky. Medzi
¢innostami zelenej logistiky, ktoré podniky oznacili, Ze nevykonavaju, patri aj vyber
environmentdlne vhodnych dodavatelov, vyuzivanie environmentalnych spésobov
prepravy a dopravy a vyuZivanie alternativnych zdrojov energii. Kedze az 70 %
slovenskych MaSP ztcastnenych na vyskume oznacilo ze nevzdelava zamestnancov
v tejto oblasti a 54 % ani neplanuje vzdelavat, mozeme konstatovat, Ze imple-
mentécia aktivit zelenej logistiky nie je pre MaSP na Slovensku zaujimava, kedZze
vykonavatel'mi tychto ¢innosti st prave zamestnanci.

Na zaklade Wilcoxovho testu mozeme skonstatovat, ze v oblasti zelenej
logistiky MaSP na Slovensku vyvijaji najvyssiu aktivitu pri optimalizacii preprav-
nych tras a zefektiviiovani nakladania prepravovaného tovaru. Cinnosti zelenej
logistiky ako pouzitie alternativnych paliv v doprave, vyuzivanie obnovitelnych
zdrojov energie, zhromazdovanie informacii o spotrebe energie a emisidach CO,
certifikdcia v oblasti zivotného prostredia, spoluprdca s partnermi a zdkaznikmi
za tcelom dosahovanie environmentdlnych cielov a environmentédlne vzdelavanie
zamestnancov a zdkaznikov ani nepldnuju implementovat. Toto zistenie potvrdilo,
ze podniky poskytuju len zakladné ¢innosti zelenej logistiky a nevnimajt ju ako
nastroj, pomocou ktorého sa mozu odlisit od konkurencie a zabezpecit si tak stabilné
postavenie na trhu.

Potvrdilo ndm to aj vyhodnotenie otdzky zameranej na zistenie bariér
implementacie procesov zelenej logistiky. Najviac respondenti sthlasili s tvrdenim,
Ze bariérou st vysoké vstupné investi¢né naklady (oznacilo 156 respondentov).
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Vysoka miera sthlasu bola zistena aj pri neistej ndvratnosti vloZenych investicii
(103 respondentov), nedostatku finan¢nych zdrojov (111 respondentov) a nedostatku
podpory zo strany $titu (113 respondentov). Moézeme uviest, Ze najviacSou bariérou
implementacie procesov zelenej logistiky do MaSP na Slovensku je nedostatok
finan¢nych zdrojov. Na druhej strane vhodnym vzdeldvanim zamestnancov je moz-
né zabezpecit implementaciu procesov zelenej logistiky, ako napriklad vyber en-
vironmentalne vhodnych dodavatelov, efektivne rozmiestenie vyrobného zariadenia
v podniku ekologicky styl jazdy, zhromazdovanie informacii o emisiach a spotrebe
energii, redukovanie mnozZstva baliacich materialov, spolupréca so zakaznikmi, ktoré
mnohokrat nie st finan¢ne néro¢né a Setria podniku néklady spojené s dopravou,
manipulaciou materidlu, vyrobou a so stratou zdkaznika.

Na zaklade vysledkov nasho vyskumu moZzeme skonstatovat, ze MaSP na
Slovensku v sti¢asnosti vykondva len minimum ¢innosti zelenej logistiky. Za najvacsiu
bariéru bol oznaceny nedostatok finan¢nych zdrojov. Zaroveri podniky nemaji
zaujem vzdelavat svojich zamestnancov v tejto oblasti, ¢o by im podl'a ndsho ndzoru
umoznilo zefektivnit procesy, za ktoré tito zamestnanci zodpovedaji. Mnohokrat pri
aktivitach zelenej logistiky nejde o finan¢ne naro¢né investicie, ale nedostatok zaujmu
o vzdelavanie v tejto oblasti vedie k neefektivnemu vykondvaniu procesov podniku
a ma za nésledok stratu finan¢nych prostriedkov, ktoré by mohli byt investované
prave do aktivit zelenej logistiky.

Implementacia procesov zelenej logistiky do MaSP na Slovensku

V poslednych rokoch rastie tlak na MaSP, aby sa viac zapajali do iniciativ
zelenej logistiky. Zakaznici sa pri ndkupoch ¢oraz viac zaujimaja o to, ¢i MaSP posky-
tuju svoje ¢innosti aj s dérazom na environment. Aj ked’ tlak na zavédzanie iniciativ
zelenej logistiky do MaSP narastd, tejto oblasti sa v odbornej literattre venuje mala
pozornost, ¢o poskytuje priestor pre rozsiahlej$i vyskum v tejto oblasti.

Cielom nasho vyskumu bolo analyzovat ako rozne faktory ovplyvituja
prijatie iniciativ zelenej logistiky do MaSP na Slovensku. Jednym zo zakladnych
spustacov implementacie iniciativ zelenej logistiky do MaSP je tlak zdkaznikov a
rozhodnutie top manazmentu. Prijatim iniciativ zelenej logistiky sa MaSP usiluji nielen
udrzat si su¢asnych, ale aj ziskat' novych zakaznikov. Okrem toho tcast vrcholového
vedenia ma priamy vplyv na to, ako tspesne budt iniciativy zelenej logistiky prijaté
zamestnancami, ktori st zakladnym zdrojom a vykonavatel'om tychto iniciativ.

Zakladnymi bariérami implementacie iniciativ zelenej logistiky st finan¢né
a ekonomické faktory. Dalsim faktorom st zakaznici, ktori na jednej strane tieto
iniciativy o¢akévaju, ale na strane druhej nie st ochotni platit za zelené iniciativy a tiez
ich poziadavky v danej oblasti st nezrozumitelné a nejasné.

Je dolezité klast doraz na pridant environmentalnu hodnotu (dobrovolné
environmentéalne aktivity presahujice rdmec zakladnych povinnosti danych legisla-
tivou), ktord prindsa nielen redlne zvysent ochranu zivotného prostredia, ale aj zvy-
Sent konkuren¢nu vyhodu ) pre MaSP, ktoré sa rozhodnt ist touto cestou (napr.
zvysenym dopytom o vykony environmentalne sa spravajiceho podniku zo strany
zakaznikov.

Na zéklade vysledkov vyskumu navrhujeme pre MaSP na Slovensku nasle-
dujtci algoritmus implementacie zelenej logistiky (obrazok 1).
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Obrizok 1 Algoritmus implementdcie zelenej logistiky do MaSP

Externd analyza -
pohl'ad zdkaznika

Internd analyza -
pohlad podniku

Identifikdcia
prilezitosti- novy
hodnotovy systém

Rozvoj I'udskych
zdrojov smeromk
environmentu

Prameni: Vlastné spracovanie

Vychadzajtuc z obrazka 1 prvym krokom je externd analyza, ktora MaSP
poskytne informacie o potrebéch ich zdkaznikov. To im umozni zamerat svoje inovécie
smerom k iniciativam zelenej logistiky vychadzajic zo segmentacie zakaznikov
na zaklade ich , zeleného” povedomia a ochoty platit za tieto iniciativy.

Nasledne sa uskuto¢ni internd analyza moznosti MaSP pontkat nové sluzby
z danej oblasti, ¢im sa odlisia od konkurentov. Velmi doélezité je vytvorenie novej
ponuky sluzieb pre zakaznikov z pohladu stcasnej situdcie v podniku, kedze kazdy
podnik mé obmedzené disponibilné zdroje.

Na zéklade zisteni z interného a externého auditu a ich porovnani, MaSP
identifikuje svoje silné stranky, prileZitosti na zlep$enia a potencialne riziko. V trefom
kroku ide hlavne o identifikaciu potrieb novych partnerov, potencidlu rozvoja znalosti
v oblasti iniciativ zelenej logistiky. Zaroven sa hladd odpoved na otdzku ako sa
implementacia vybranych iniciativ zelenej logistiky odrazi v cenovej ponuke MaSP.

Ak ma podnik zdujem implementovat iniciativy zelenej logistiky,
v d'alsom kroku je dolezité zabezpecit organiza¢nt podporu a vhodné I'udské zdroje.
Kliacovu dlohu v nepretrzitej adaptécii podniku zohravaja I'udia. Klasické postupy
strategického planovania st prili§ pomalé, a preto si pravomoci a zodpovednost
za rozhodovanie prendsané na l'udi, ktori musia vediet proaktivne rozpoznavat
potenciélne prilezitosti v novych situaciach (Minarova, 2014; Mura - Novotny, 2014).
Je dolezité naplanovat Skolenia a vzdelavat zamestnancov za tc¢elom zvySovania ich
povedomia a znalosti v oblasti environmentu.
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Zaver

Ak majt malé a stredné podniky zaujem o ekologizaciu svojich procesov,
na zaciatku je potrebné sa zamerat na zahrnutie iniciativ zelenej logistiky do stratégie
podniku, ¢im sa zabezpe¢i ich implementacia v celom podniku a bude to mat pozitivny
vplyv na ponuku produktov a sluzieb. Je d6lezité zabezpecit aj orientaciu na zdkaznika,
za ucelom vyuzivania zelenych znalosti a kompetencii na uspokojovanie potrieb
stucasnych a potencidlnych zakaznikov a riadenie a kontrolu iniciativ zelenej logistiky
v stlade s oficidlnym postojom podniku v oblasti zelenych investicii. Zakladnym
motivom pre podniky je, Ze len tie budt vynikat, ktoré vedia byt v situacidch prudkej
zmeny flexibilné, prisposobivé a produktivne. Na zaver je pre MaSP podstatné
naplanovat’ vzdeldvanie svojich zamestnancov v oblasti environmentu a spravne ich
motivovat za tcelom efektivneho vyuzivania ich potencidlu, nielen pri implementacii
aktivit zelenej logistiky, ale aj pri tvorbe nédvrhov zlep$ovania podnikovych procesov,
ktoré vykonavaji, prave smerom k zelenej logistike. To umozni MaSP odlisit sa
od konkurencie a zabezpe¢i im nielen spokojnych ale aj lojalnych zakaznikov.

Tento prispevok je sticastou rieSenia projektu VEGA ¢.1/0527/14.
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MANAZERI V MaSP A ICH EMOCIONALNE SCHOPNOSTI
MANAGERS IN SMES AND THEIR EMOTIONAL ABILITIES
Martina MINAROV A
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Abstract

More and more often, we observe within the society that it is not even the
level of education, knowledge, or cognitive intelligence that would be a relevant
indicator and a guarantee that a person will be more successful. We can see how highly
intelligent managers are experiencing more problems at work, while other managers
(with lower intelligence quotient declared) are performing much better. Success is also
influenced by something else, that being the capability named emotional intelligence.
This paper deals with emotional intelligence, which we consider to be an important
component of a manager’s competence. We present the results of our own research,
focus on the analysis of levels of emotional intelligence of managers, according to
Goleman’s domains of emotional intelligence. The research was carried out within the
project VEGA 1/0527/14.

Key words: emotional intelligence, SMEs, manager, Goleman’s model

Abstrakt

Stéle castejsie v spolo¢nosti pozorujeme, Ze ani troven vzdelania, znalosti
a vysokd rozumova inteligencia, nie st smerodajnym ukazovatelom a zédrukou, Ze
¢lovek bude dspesny. Stile viac vidime, ako vysoko inteligentni manazéri mavaju
viac problémov v préci, zatial ¢o inym manazérom (s deklarovanym nizsim inte-
ligenénym kvocientom) sa dari ovela viac. Uspech ovplyviiuje aj ind danost, a tou
je sposobilost, nazvand emociondlnou inteligenciou. V prispevku sa zaoberame
emocionalnou inteligenciu, ktort pokladdme za vyznamnu stcast kompetentnosti
manazéra. Prezentujeme vysledky vlastnej prieskumnej ¢innosti, zameranej na ana-
Iyzu tdrovne emociondlnej inteligencie manazérov podla Golemanovych zloziek
emocionalnej inteligencie. Prieskum sme realizovali v rdmci rieSenia projektu VEGA
1/0781/11 Kultirne inteligentna organizacia ako vy$si vyvojovy stupenn uciacej sa
organizacie.

Klacové slova: emociondlna inteligencia, SMEs, manazér, Golemanov model

Uvod do problematiky

Henry Ford, zakladatel tuspesného amerického automobilového podniku,
raz povedal: ,Ak existuje tajomstvo tispechu, potom je to toto: chapat stanovisko iného
a vidiet veci jeho ocami” (Martinova, Boeckova, 1998, s.75). Ak vychddzame z danej
myslienky, je potrebné si uvedomit, Ze nestaci sa usilovat len o dobré vzdelanie,
akademickd hodnost, ¢i viac odbornych vedomosti (to neznamend, Ze tieto aspekty
treba zanedbavat).
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Kto chce mat tspech v Zivote, musi vediet $ikovne zaobchddzat s vlastnymi
i cudzimi emoéciami a mat' dobré vztahy s 'udmi. Prave tu zohrdva vyznamna tlohu
emocionalna inteligencia manazérov a ich schopnosti, ktoré su dolezité pre tspesnost
a vykonnost v ich praci. Minarova (2014) tvrdi, ze kompetentnym manazérom
v znalostnej spolo¢nosti uzZ nemoézu stacit len odborné znalosti, dolezita je ich vy-
mena, odovzdédvanie, jednoducho ich uplattiovanie bez pocitu neochoty, nedovery
a strachu. Aby v podniku bol naozaj umozneny efektivny tok znalosti, je potrebné
rozvijat emociondlnu inteligenciu manazérov ako sti¢ast kompetentnosti manazéra.
Sme presvedceni, Zze v tretom tisicro¢i sa osobnostné vlastnosti stand nezaned-
batelnou schopnostou, ktortt musi mat manazér, aby bol vo svojej manaZzérskej po-
zicii tspe$nym a pozitivne ovplyviioval prosperitu podniku. Emocionélna inteligen-
cia poukazuje na hlbsiu a komplexnej$iu rovinu, ktord sa zda v mnohych ohl'adoch
dolezitejsia ako rozumovda. Nechceme tym vsSak podcenit vyznam rozumovej in-
teligencie.

Teoretické vychodiska

Goleman (2000) konkretizoval obsah pojmu emocionalna inteligencia v svo-
jom modeli pomocou piatich zakladnych schopnosti: schopnost poznat vlastné city
(sebapoznanie), schopnost ovladat vlastné city (sebaovladanie), schopnost sam
seba motivovat (sebamotivacia), vnimavost k emocidm druhych I'udi (empatia)
a schopnost vytvéarat dobré medziludské vztahy (socidlne schopnosti).

V praxi sa stdva, Ze manazéri sa dopustaju chyb aj napriek vysokej ro-
zumovej inteligencii, ¢o sposobuje v kone¢nom dosledku skody pre podniky. Sedlacek
(2009), autor knihy Ekondémie dobra a zla hovori, Ze ekonémia je veda o ¢loveku
a medziludskych vztahoch. V stcasnosti ekonomické teérie stale upozoriuju
na potrebu vnimat c¢loveka v praci a v pracovnom procese ako ,homo sapiens”
(Porvaznik, 2009). Podla Musovej (2009), k dolezitym tloham manazmentu patri
zdokonalovat' a rozvijat tvorivé schopnosti a emociondlnu inteligenciu manazérov
a naucit ich vyuzivat metédy podporujice skupinovi tvorivost pri rieeni real-
nych problémov.

Postmoderna doba vo svojej zloZitosti vSak objavila vyznam koncepcie
emocionadlnej inteligencie, ktord uz nepovazuje za rusivi a neprofesiondlnu ako
kedysi. Napriek pozitivnemu posunu vo vnimani ¢loveka v ekonémii, v jeho
rozhodovani a riadeni podniku, v podnikatel'skom prostredi stale dochadza
k podceniovaniu vyznamu emociondlnej inteligencie a rezonuje otdzka: Preco je
niekto dspe$ny viac a niekto menej? Ani vzdelanie, ani sktdsenosti, ani znalosti
nie st zodpovedajicim ukazovatel'om pri hl'adani odpovede na ru.

Rozhodnutie uskuto¢nit nas zamer posiliiujd aj vyznamné prace Platona,
Aristotela, Schillera, Junga, ktori svojimi myslienkami prispeli k rozsiahlej rozprave
o emocionalnej inteligencii, aj ked' to, o napisali, v tom ¢ase svet nevedel prijat.
Dolezité je, ze viaceri odbornici, zaoberajtci sa predmetnou problematikou - Bata,
1990; Drucker, 2005; Covey, 2008, 2011; Porvaznik, 2011, 2013; Mura - Novotny, 2014),
Goleman, 2000, 2011; Nakone¢ny, 2000; a i. nezostdvaju len pri konstatovaniach, ale
hladaju sposoby, ako stcasny stav zmenit. RieSenie sucasnej krizy, ktorej priciny
st zakotvené v tpadku moralky a etiky, v nekontrolovatelnom rozpinani egoizmu,
vidia prave v poznavani a rozvijani emocionalnej inteligencie (EI).

Minérova (2014) poklada emocionalnu inteligenciu za vyznamnu stcast
kompetentnosti manazéra. Kompetentnost manazéra chape ako integritu jeho spo-
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sobilosti (skladajicej sa z troch pilierov - vSeobecnd a odborna zdatnost, prakticka
a aplika¢na zru¢nost a osobnostnd a socidlna zrelost) a kompetencii (prdvomoci,
zodpovednosti, povinnosti). Emociondlnu inteligenciu vnima ako kltcovy stavebny
kamenl socidlnej zrelosti. Tvrdi, Ze vysokd trovenl kompetentnosti manazérov (a
vyvazenost jej jednotlivych stcasti) je rozhodujticim predpokladom tspechu podniku
pri naplitani jeho poslania a vizie.

V podmienkach Slovenskej republiky ma malé a stredné podnikanie
nezastupitelnd tlohu predovsetkym v oblasti tvorby pracovnych miest a vyvazeného
regiondlneho rozvoja. Malé a stredné podniky v Slovenskej republike poskytuji
pracovné prilezitosti viac ako dvom tretindm aktivnej pracovnej sily a produkuji
viac ako polovicu hrubého doméaceho produktu. Ak chce byt podnikatel'sky subjekt
dlhodobo tspesny, je nutné aktivne pracovat so zamestnancami podniku, pretoze
st nositelmi a vyhradnymi vlastnikmi svojho I'udského kapitdlu (Mura, 2013).

Z uvedeného vyplyval nas zaujem realizovat vyskum emociondlnej in-
teligencie prave na vzorke manazérov v malych a strednych podnikoch v SR. Goleman
(2000) hovori o emocionédlnej inteligencii ako o schopnosti sebaovladania, zvladania
vlastnych pocitov a emdcii, ktoré je potrebné vhodne a efektivne usmernit za ticelom
spolupréce s ostatnymi ¢lenmi skupiny k dosiahnutiu spolo¢ného ciela. Tvrdi, Ze
droven emociondlnej inteligencie nie je dand dedi¢nostou ani ovplyvnena vyvojom
v ranom detstve.

Kvality emociondlnej inteligencie sa ukazuju ako dlhodobo sa vyvijajice
a naucitelné. Wilding (2010) definuje emociondlnu inteligenciu ako spdsob chépania
vlastnych pocitov i pocitov druhych I'udi a ovlddanie svojich pocitov tak, Ze vedome
volime svoje slova a ¢iny, aby sme dosiahli pozadovany vysledok. Minarova (2014)
chape emocionalnu inteligenciu ako sucast praktickej zlozky inteligencie, ako
schopnost’ pouzit emdcie v socidlnych situdcidch: porozumiet vlastnym emocidm
a motivacidm, schopnost sebahodnotenia a sebaovladania (intrapersonalne zlozky
emocionalnej inteligencie) a byt empaticky a mat socidlne zru¢nosti - tii¢inne zasahovat
v prospech druhych (interpersondlne zlozky emocionalnej inteligencie). Prvotnym
determinantom spravania emocionalne inteligentného ¢loveka st emécie, rozum
je v ich ,sluzbich”. Emocie st teda nadradené rozumu, ich prostrednictvom ¢lovek
dokaze zvladat situacie, ktoré sa pre neho Zivotne dolezité. V praktickom pracovnom
Zivote emdcie usmerniuju konanie subjektov manaZmentu tak, aby boli dosiahnuté
ciele (osobné i pracovné), napriek tazkostiam a komplikdcidm. V tomto zmysle sa
vyzaduje pritomnost emocionalnej inteligencie tak na strane zamestnavatela, ako
aj zamestnancov.

Dolezitost emociondlnej inteligencie potvrdzuju aj vyskumy realizované
Bao, XueKong (2015), ktoré zdorazituju dolezitost emocionalnej inteligencie
pri vyuzivani emécii vo vztahu k vS§imavosti a vnimaniu stresu. Zistili, Ze I'udia s
vysokou hladinou v&imavosti dokdzu lepsie vyuZzivat svoje emdcie za tcelom mo-
tivovania sa k zvySovaniu svojho vykonu, ¢o spoésobuje zniZenie vnimania stresu.

Amdurer a kol. (2014) vo svojich vyskumoch tiez podc¢iarkuju vyznam
emocionalnej inteligencie a jej zloziek pri dosahovani tispechu v pracovnom Zivote.
Uvédzaja, ze I'udia, ktori st emociondlne kompetentni v ¢ase, ked’ tspesne ukoncili
stadium, vyuzivaju tieto kompetencie na dosiahnutie kariéry, v ktorej st spokojni a
citia sa tak tspesni. Sthlasime aj s vysledkami vyskumu Mortana a kol. 2014, ktory
uvadza, ze emocionalna inteligencia manazéra hra dolezita dlohu pri planovani
podnikatel'skych procesov, kde sa im potvrdil vztah medzi urcitymi zlozkami
emocionalnej inteligencie a zameranim sa na dosiahnutie vlastného tispechu.
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Metodolégia vyskumu

Parcidlnym cielom vyskumu, ktory bol sticastou projektu VEGA1/0781/11
Kulttrne inteligentna organizécia ako vy$si vyvojovy stupen uciacej sa organizacie,
bolo zistit troveni vybranych zloziek emocionalnej inteligencie manazérov v malych
a strednych podnikoch a ur¢it’ kvocient empatie manazérov. V prvej faze vyskumu,
snazili sme sa zistit, ako manazéri vnimaji svoj emociondlny potencial pri praci
s l'udmi v podniku. Objektom vyskumu bolo pét zloziek (principov) emocionélnej
inteligencie podla Daniela Golemana, a to sebapoznanie, sebaovlddanie, sebamoti-
vacia, empatia a socidlne schopnosti. Subjektom vyskumu boli manazéri malych
a strednych podnikov na Slovensku.

Na zaklade stanoveného vedeckého ciel'a sme sa rozhodli v ramci empirickej
Casti préace pre vyuzitie kvantitativnych vyskumnych metéd. V prvej faze vyskumu
sme pouzili sociologickti vyskumnt techniku - dotaznik, prostrednictvom ktorého
sme nahodne oslovili e-mailom 2350 slovenskych manazérov malych a strednych
podnikov na roéznych stuptioch riadenia, pracujicich v rozlicnych oblastiach
hospodarstva. Vratenych a spravne vyplnenych dotaznikov bolo 1875, ¢o predstavuje
80% navratnost. Zber tdajov bol realizovany online, v mesiacoch februar- april 2012.

Dotaznik bol zlozeny z 30 otazok, pri¢om ku kazdej zlozke sa vztahovalo
6 otazok. Manazéri k jednotlivym otazkam prirad'ovali bodové hodnotenie od 1
(najnizsie hodnotenie) po 10 (najvyssie hodnotenie). Otazky v dotazniku st konci-
pované tak, aby reprezentovali zakladné kvality jednotlivych zloziek emocionalnej
inteligencie. Prostrednictvom otdzok zo sebapoznania sme zistovali, ako chépu
manazéri svoje pocity a svoje spravanie. V ramci sebaovlddania sme zistovali, aké
maji manazéri schopnosti, zvyky, ndzory, ako st emo¢ne odolny vodi stresu.
Pri sebamotivécii sme sa chceli dozvediet, aka je vysoka ich vniitorna motivécia, ktora
im poskytuje silu a energiu dosahovat pozitivne vysledky a ciele napriek nepriazni-
vym okolnostiam v praci. V ramci empatie sme zistovali, ako st schopni rozoznat,
pochopit pocity druhych. Urovent emocionalnych schopnosti a Groveii socidlnej
interakcie sme identifikovali na zaklade otdzok v rdmci zlozky socidlne schopnosti.

Zozbierané tdaje boli spracované v programe Microsoft Excel. Vyhodno-
tenie sme uskutocnili pomocou kontingenénych tabuliek a grafov a v programe
Statistica 10. Na wurcenie vzdjomnej zavislosti medzi jednotlivymi principmi
emocionalnej inteligencie sme pouzili Statistickii metédu - Pearsonov koeficient
korelacie st¢inu momentov.

Z celkového poctu 1875 respondentov bola prevazna vicsina muzov
- 1144 (61%) a zien bolo 731 (39%). Najpocetnejsou skupinou respondentov boli
manazéri od 36 rokov (33 %). Z uvedeného mozeme usudit, ze v analyzovanych
podnikoch zodpovednost za riadenie je va¢sinou v rukach manazérov nad 36 rokov,
naopak najmenej manazérov je vo veku 18-25. Reprezentativnost vzorky podla
odvetvia, sme otestovali pomocou metédy Chi-kvadrat. Najvacsie zastapenie mali
manazéri v oblasti sluzieb - 706 respondentov, v oblasti poskytovania obchodu - 511
respondentov a tretou najpocetnejSou skupinou boli manazéri posobiaci v oblasti
stavebnictva - 337 respondentov. Z oblasti priemyslu bolo 255 respondentov a najme-
nej z polnohospodérstva - 66 respondentov.
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Vysledky a diskusia

Najlepsie vysledky boli dosiahnuté v sebapoznani. Celkova priemernd hod-
nota emocionalnej inteligencie manazérov v oblasti sebapoznania dosiahla vysoké
hodnoty 7,66, so smerodajnou odchylkou 0,92. Z toho usudzujeme, Ze manazéri dokdzu
viac vnimat vlastné pocity, maji vysoku sebado6veru, poznaji samych seba.

O nieco nizsie hodnoty boli zaznamenané v socialnych schopnostiach, kde
priemernéd hodnota dosiahla 7,46, so smerodajnou odchylkou 1,28, na zaklade ¢oho
usudzujeme, Ze manazéri maj rozvinutd schopnost socidlneho vnimania a st obratni
v zvladani medziludskych vztahov. Dokazu asertivnym spdsobom prejavovat svoje
myslienky a poziadavky. Ako tretia najlepsia bola vyhodnotend schopnost empatie
s hodnotou 7,43 so smerodajnou odchylkou 1,10. U manazérov je rozvinuta schopnost
zaobchadzania s eméciami inych, st tstretovi a priatel'ski vo¢i svojim zamestnan-
com. Vyraznejsie rozdiely sa v8ak prejavuju v sebamotivacii, kde priemerna hodnota
dosiahla 7,04, so smerodajnou odchylkou 1,09. Manazéri prejavuju vysoké znamky
trpezlivosti vo svojom odhodlani ist' za svojim cielom, avsak stéle sa u nich prejavuje
silny vplyv vonkajSej motivécie spojenych s finanénou odmenou za vykonanu
pracu. Najvacsie nedostatky sa u manazérov prejavili v sebaovladani s dosiahnutou
hodnotou len 6,91 a smerodajnou odchylkou 1,28. U manazérov iastocne absentuje
schopnost ovladania svojich negativnych pocitov a osobné problémy sa javia ako
dovod odvadzania pozornosti od préce.

Celkova priemernd hodnota dosiahla 7,30, z ¢oho mézeme vyvodit zaver,
Ze emociondlna inteligencia slovenskych manazérov je na vysokej trovni v oblasti
sebapoznania, socidlnych schopnosti a empatie. Niz$ia troveni sa zaznamenala v
schopnosti motivacie a sebaovlddania. Na uréenie vzajomnej zéavislosti medzi jed-
notlivymi schopnostami emocionélnej inteligencie sme pouzili tatistickd metédu -
Pearsonov koeficient korelacie sti¢inu momentov.

Najsilnejsi vztah je medzi schopnostou sebaovladania a motivacie (r =0,63).
Dalsf vyznamny vztah existuje medzi schopnostou empatie a socialnymi schopnost ami
(r =0,61). Najnizsia koreldcia sa zaznamenala medzi sebaovladanim a empatiou
(r,=0,47), av8ak tiito hodnotu koreldcie prirad'ujeme este k strednej korela¢nej hodnote.

Graf 1 Celkovd tiroveri emociondlnej inteligencie manazérov

Sebapoznanie

Socialne
e > Sebaovladanie
schopnosti | . /
Empatia "‘ Motivacia

Prameri: Vlastné spracovanie.
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Tabulka 1 Pearsonov koeficient koreldcie

Premenné Korelacia (Celkova emocionalna inteligencia manazérov)
Oznacené korelacie st vyznamné nad hladinou p <0,0500
N=359

Princip 1 Princip 2 Princip 3 Princip 4 Princip 5
Sebapoznanie 1875 7,66017 2,333333 10,00000 0,918356
Sebaovladanie 1875 6,91597 1,166667 9,66667 1,282303
Sebamotivacia 1875 7,03807 1,500000 9,50000 1,085329
Empatia 1875 7,42851 3,833333 9,83333 1,095670
ssflf;;lrrllssn 1875 7,46240 3,000000 9,83333 1,187259

Prame: Vlastné spracovanie.

Preco je rozvoj emocionalnej inteligencie dolezity? V podnikatel'skej praxi je
rozvoj emociondlnej inteligencie délezity nielen z hl'adiska znalostného manazmentu,
budovania uciacej sa organizacie, rozvoja podnikovej kultiry, morélky, kreativity, ale
prinasa i konkrétne meratelné vysledky v podobe lepsich vykonov. Podla Adamskej
a Mindrovej (2014) I'udské zdroje sa povazuju za klticové zdroje podniku. Napriek
tomu prave I'udské zdroje st zo vsetkych zdrojov podniku najmenej vyuzité, len na
Styridsat’ percent. Tento paradox je spdsobeny stale nedostatoénym vyuzitim l'udského
potencialu, schopnosti a zruc¢nosti zamestnancov, ich nesprdvnym zaclenenim do
pracovného procesu, nedostatoénym vyuzitim ich poznatkov v riadeni organizacie
(chybajuica spdtnd vézba) a rozvojom emociondalnej inteligencie.

Na zaklade teoretickych vychodisk, relevantnych bibliografickych zdrojov a
vysledkov vlastného prieskumu potvrdzujeme, Ze pre podniky uz nebudd rozhodujace
len odborné znalosti, vynikajtci prospech a diplomy. Ovela viac si buda cenit’ skryté
schopnosti a ochotu u¢it sa. Vzhladom na doteraz uvedené skuto¢nosti sa potvrdzuje
vyznam emociondlnej inteligencie, ktora je potrebné dalej skumat a rozvijat.
Konstatujeme, Ze odborna literatdra zaoberajica sa emocionalnou inteligenciou ju
povazuje prostriedok dlhodobého dosahovania efektivnosti. Potvrdzuji, Zze emo-
cionédlna inteligencia sa da rozvijat, ale malo autorov uvéadza, ako to robit. Seben
(2009) sa venuje moznostiam rozvijania emociondlnej inteligencie, ktora je mozné
rozvijat v dvomi spdsobmi a to individuadlnou formou, alebo vedenym tréningom.
Rozvijanie emocionalnej inteligencie je dolezité preto, lebo to funguje, uvidza
Wharamova (2013). O efektivite cvienia emocionalnej inteligencie existuju zdo-
kumentované $tidie. Jedna konkrétna stadia sa tyka amerického velkého retazca
supermarketov. V rdmci tejto Stadie cvicili skupinu Sestdesiatich manazérov raz za
tyzden pocas jedného mesiaca. Pred cvidenim sa vsetci tito l'udia zacastnili testov,
ktorych stcastou boli dve merania EQ, vSeobecného zdravia, stresu, nervozity,
kvality pracovného Zivota a morélky. Okrem toho ohodnotil kazdého z trénovanych
manazérov jeho nadriadeny podla meradiel vykonu ich vlastnej spolo¢nosti. Tento
program vytvorili na to, aby pomohol kazdému manazérovi pochopit vlastné
emocionalne reakcie a to, aky vztah maja k svojim myslienkam a sprévaniu. Mal ich
aj naucit identifikovat povahu svojich vlastnosti prostrednictvom emdcii a pristu-
povat k ostatnym na zaklade vlastnych hodnot, ktoré takto objavili. Sest mesiacov
po dokonceni tréningu tychto manazérov opat testovali.

Vysledky ukazali, Ze manazéri, ktori presli vycvikom, si v porovnani s
ostatnymi manazérmi vyrazne zvysili vysledky EQ testov, celkové zdravie, moralku,
kvalitu pracovného zivota, vykonnost a znizili stres a nervozitu.
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Tabulka 2 Rozvoj emociondlnej inteligencie

3 Podstata danej Odporacané aktivity Rozvijanie schopnosti
pb gy Al schopnosti podla Covey
Znalost' a akceptacia | Pripustenie si citov Byt proaktivnym'.
vlastnych emécii (byvam nahnevany, Znamena uvedomit’ si
zlostny, netrpezlivy, priestor medzi podnetom
° vesely). a odozvou, genetickou a
2 Vsimanie si biologickou dispoziciou,
g emocionalnych signélov | vychovou a vplyvmi, ktoré
§ (potia sa mi ruky, prichddzaja z prostredia.
a zadrhava hlas, pocit Rozhodnut sa vziat si svoj
_g zaltado¢nej nevolnosti, zivot do vlastnych rak,
& chvenie). najdolezitejsie rozhodnutie
Identifikovanie pri¢in Zivota.
(hlas sa mi zadrhéva pri
verejnej prezentacii,
na porade).
Zvladanie vlastnych | Upokojenie, To najdolezitejsie davat
& emocii predpokladom je na prvé miesto’.
g sebapoznanie. Ostrit pilu’.
i Vytlacenie (z pozornosti Ak vieme, ¢o st nase
= ,len na to nemysliet”). priority, zacat' s nimi Zzit
= Zmena situacie, naucit v stlade. Dosiahnut
8 manazéra vyuzit inte%:itu, uplatriovat
o negativnu energiu sebakontrolu, zit v stlade so
pozitivnym smerom, ajna | svojimi hodnotami.
odreagovanie pohybom.
o Vedomé pestovanie Trpezlivost, kontrolovat | Za¢iname s myslienkou
] silnej vole a impulzy. na koniec? Sebamotivécia
> optimistického Optimisticky sposob pri je zékladom pre vol'bu
s postoja rozdelovani pracovnych | rozhodndt sa, ktoré st nase
g aloh. najvyznamnejsie priority,
8 ciele a hodnoty.
@
Schopnost Aktivne poc¢tvanie. Najskor sa snazim
o porozumiet’ citom Poc¢tvanie telom. pochopit, potom byt
£ druhého ¢loveka, aj pochopeny?®. Je dolezité
o ked’ sami citime inak prekrocit vlastny tien, vzit
5 sa do myslenia a pocitov
druhych. Schopnost citlivo
vnimat situdciu.
Schopnost Pocavat prosby a Mysliet sposobom vyhra-
Erispf)sobit’ svoje problémy inych. vyhra®. Vytvérat s¥1nergiu6.
v ﬁ onanie, city, citeniu Uvazovat o veciach v
= a ocakavaniu inych suvislostiach vzdjomnej
'S s vyhodnosti, prospechu
8 2 arespektu; usilovat sa o
@ vzajomné porozumenie tak,
aby sme docielili tvoriva
spolupracu.

Vysvetlivky: 1-7 Sedem navykov podl'a Covey, 2008.

Dospeli sme k jednozna¢nému zaveru, Zze emociondlna inteligencia moze
manazérom pomoct riesit problémy pouzivanim logiky a citov, byt viac flexibilnymi
v meniacich sa podmienkach, pomoct kolegom na pracovisku vyjadrit ich potreby,
pokojne premyslat a premyslene reagovat na problémovych zamestnancov, udrziavat
si pozitivny a optimisticky ndhl'ad a neustale sa ucit ako zlepsit seba a svoje vztahy

na pracovisku, ¢o je zdkladom pre tspech podniku.
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Zaver

Manazér, ktory mé zaujem zotrvat na svojej pozicii a ak chce tspesne viest
podriadenych zamestnancov, musi sa predovsetkym zamerat' na svoj osobny potencidl
ajeho neustaly rozvoj. Teda manazéri sa musia naucit a vo vlastnom zaujme vyuZzivat
a d’alej rozvijat' svoje osobnostné kompetencie, ako st sebapoznanie, sebaovladanie,
sebamotivacia, empatia a socidlne schopnosti, tj. vetky schopnosti, ktoré popisuje
prave emocionalna inteligencia podl'a Golemana.

Emocionédlna inteligencia je nevyhnutnou stcastou prace manazérov na
véetkych stuprioch riadenia. Jej nedostatok im brani plnému uplatneniu vsetkych troch
pilierov sposobilosti. Emocionélna inteligencia predstavuje Zivotny postoj, ktory ma
vyznam pre postmodernt spolo¢nost. dospievame k nazoru, Ze existuji vyznamné
dovody, pre¢o sa zaoberat predmetnou problematikou. Existuje vyrazny rozdiel
medzi popularitou emocionalnej inteligencie a re$pektovanim a uplatiiovanim tychto
poznatkov v redlnej praxi. Pochopenim podstaty emocionalnej inteligencie, jej vyz-
namu, potreby rozvoja a spdsobu zaobchadzania s fiou pri praci s f'ud'mi v pracovnom
procese dokdzu manazéri spravne zuzitkovavat rozumovu inteligenciu, vzdelanie
a skasenosti, ktoré pocas zivota (pracovného i osobného) nadobudli. Emocionédlna
inteligencia ma a bude mat silny vplyv na fungovanie podnikov.

Pokial budt manazéri zanedbavat rozvoj emocionalnej inteligencie, budu
Castejsie prezivat emociondlnu traumu, stres, strach, budu prezivat viac negativnych
emocii, ktorymi st hnev, zlost, Ziarlivost, zavist' a iraciondlne pocity viny. Nedokazu
tak dosiahnut vnutorné vitazstva, ktoré nakoniec vedd k tym verejnym, a teda aj
k tspesnosti podniku, pre ktory pracuju. Rozvijat emocionalnu inteligenciu nie je
vobecjednoduché, je to jedna z najtazsich tloh, pred ktorou manazéri stoja, bez ohl'adu
na to, na akom organiza¢nom stupni pdsobia.

Na zaklade teoretickych a praktickych vysledkov mézeme konstatovat, ze
emocionalna inteligencia manazérov je vel'mi doleZitou oblastou. Rozvoj emocionalnej
inteligencie ma dokazatelne pozitivny efekt na spravanie, pristup a schopnost u¢it
sa, ¢o je dobré pre manazérov (ale i ostatné subjekty manazmentu) aj podnik. Zavery
potvrdzujt teériu, Ze emociondlne inteligentni manazéri maja vyhodu pri dosahovani
svojich ciel'ov, pretoze konaju podla ur¢itych principov a nereaguju slepo na okolnosti.
Umoziiuje im to budovat produktivne vztahy, ktoré vyustuju do siete vztahov,
kde dochéadza k zosuladeniu hodnot, cielov a aktivit. Umenie zostuladenia zac¢ina
vnimavostou. Ak ¢lovek lepsie spozna sam seba, svoje vlastné ciele a motivy, pocity,
hodnoty, dokaze sa lepsie rozhodovat. Je dolezité hladat rovnovdhu medzi pracou
a osobnym Zivotom. O tom vlastne tspech je.
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POSTOJE SPOTREBITEI'OV K AKTIVITAM
DOBROCINNEHO MARKETINGU NA SLOVENSKU
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MARKETING IN SLOVAKIA
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Abstract

Innovative marketing approach of responsible companies is “cause related
marketing”, which is used in developed countries as an important tool of product
sales promotion. It is a commercial activity, mutually beneficial partnerships between
businesses and non-profit organizations, resulting in the promotion of “good things”
respectively contribution to the solution of societal problems. The aim of this paper
is to present the results of exploratory survey, in which we focused on examining
the consumer attitudes to activities of cause related marketing in Slovakia. Based
on the review of theoretical background and our sub-survey we present the basic
requirements for the effective customer segmentation and implementation of the cause
related marketing in the practice.

Key words: corporate social responsibility, socially responsible marketing, cause related
marketing, consumer attitudes, consumer’s segments

Abstrakt

Dobroc¢inny marketing je inovativny marketingovy pristup zodpovednych
podnikov, ktory je vo vyspelych krajindch vyznamnym nastrojom podpory predaja
produktov. Je to komeréna aktivita, vzdjomne prospesné partnerstvo podnikov a
neziskovych organizécii, ktoré smeruje k podpore , dobrych veci”, resp. je prispevkom
k rieSeniu spolo¢enskych problémov. Cielom prispevku je prezentovat vysledky
vlastného explorativneho prieskumu, v ktorom sme sa zamerali na skiimanie posto-
jov spotrebitelov k aktivitim dobro¢inného marketingu na Slovensku. Vychadzajuc
z teoretickych vychodisk a vlastného prieskumu naznacime zékladné poziadavky
efektivnej segmentdcie spotrebitelov a implementacie dobro¢inného marketingu
v praxi podnikov.

Klucové slova: spolocenskd zodpovednost v podnikani, spolocensky zodpovedny marketing,
dobrocinnyj marketing, postoje spotrebitelov, spotrebitel'ské segmenty

Uvod
V sticasnosti narastd vyznam zapojenia nastrojov spolocenskej zodpoved-

nosti do obchodnej stratégie mnohych podnikov. Verejnost (a teda aj sucasni a
potencidlni zékaznici) oceiuja, ked” podniky (ziskové subjekty) davaja najavo zaujem
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o problémy spolo¢nosti a st ochotné podielat’ sa na ich rieSeni. Trhy, spotrebitelia,
konkurencia a technolégie sa v sucasnosti rychlo menia. Ak chct byt podniky
dspesné, musia sa menit tiez (Adamska, Minarova, 2014). Aj v marketingu sa do
popredia dostdvaju nové, inovativne postupy a metédy. V rdamci svojho zodpoved-
ného marketingového spravania podniky vyuZzivaju stale castejsie tzv. dobro¢inny
marketing (z anglického cause related marketing). V domécich podmienkach sa s tymto
nastrojom stretdvame zatial sporadicky. Preto existuji aj r6zne pojmové odlisnosti.
Podl'a nasho nazoru vsak pojem ,dobrocinny marketing” najlepsie vystihuje podstatu
a obsah tohto zodpovedného marketingového pristupu. V dostupnych domaécich
pramenioch sa v8ak moézeme stretnut aj s alternativnymi pojmami, ako napr. , kauzilny
marketing”, ,,marketing spojenyj s charitou”, prip. zdielany (sdileny) marketing.

Dobro¢inny marketing, ako sti¢ast spoloc¢ensky zodpovedného marketingu,
Drumwright a Murphy (2001) vnimaja ako strategicktd marketingovi formu spolu-
prace ziskovej a neziskovej organizacie, pri ktorej neziskovy subjekt poskytuje svoje
meno, imidz, etiketu, logo alebo licenciu na podporu nejakého podniku alebo predaja
jeho vyrobu ¢i sluzby. Podnik za to poskytuje neziskovému subjektu urcitd odplatu,
percentuélny podiel z predaja kazdého produktu, ¢as ¢i iné nepetiazné plnenie, napr.
$irenie informovanosti o spolo¢enskom probléme.

V literattre existuje velké mnozstvo definicii dobro¢inného marketingu,
pretoze kazdy autor ho vnima inak a zarad'uje ho na int poziciu v spektre medzi
tradi¢énym a socidlnym marketingom. Za jednu z prvych a aj v stcasnosti ¢asto
pouzivanych povazujeme definiciu Varadarajana a Menona (1988), ktori uvéadzaja,
ze ,cause related marketing” je proces formuldcie a implementdcie marketingovych
aktivit, ktoré st charakterizované tym, Ze podnik sa zavizuje prispiet urcitou ¢iastkou
peniazi na ur¢ita socidlnu ¢innost’ (tzv. ,kauzu”, pripad, problém) v pripade, ak sa
spotrebitel ztcastni ekonomickej vymeny, ktord generuje zisk pre podnik a zaroven
uspokojuje potreby neziskovej organizacie ako aj individualneho spotrebitela.
Dobro¢inny marketing predstavuje zladenie firemnej filantropie a vSeobecnych
obchodnych praktik. Je to marketingovy program, ktory sa usiluje o dosiahnutie
dvoch cielov - zlepsit podnikovi vykonnost a pomoct pri rieSeni ur¢itého problému
(kauzy). Je to jeden z modernych marketingovych néstrojov, ktory spédja podnik (alebo
znacku) s relevantnou socialnou kauzou resp. problémom, kvoli dosiahnutiu vza-
jomnych vyhod (Hartmann, Klink, 2015).

Vzajomny prospech zicastnenych partnerov uvadza aj Marconi (2002),
podla ktorého je dobrodinny marketing aktivita, prostrednictvom ktorej podnik,
neziskova organizécia alebo podobna entita preddva imidz, produkt, sluzbu alebo
informéciu v prospech oboch stran. Uvedenti myslienku podporuje aj Adkinsova
(1999), ktord zdoraziiuje, Ze dolezitym prvkom je prave partnerstvo - vzijomny vztah
medzi komerénym subjektom (podnikom) a neziskovou organizaciou ¢i konkrétnou
kauzou (problémom). Na dosiahnutie stanovenych cielov vyuziva dobro¢inny
marketing podl'a nej tradi¢né marketingové postupy.

Uzsi pohlad na aktivity dobro¢inného marketingu prinasaja d'alsi autori
(Barone a kol., 2000; Christofi, Vrontis, Leonidou, 2014), ktori sa nati pozeraji najma
z pohladu podniku, ako subjektu, ktory z tejto aktivity prioritne profituje. Povazuja
ho za stratégiu na dosiahnutie marketingovych cielov pomocou podpory charitativ-
nych kauz a vidia v flom okrem zvysenia trzieb aj d'alsie funkcie, ako napriklad
zviditelnenie znacky, zmeny postojov spotrebitel'ov k vyrobku, ako aj k podniku.

Aktivit dobro¢inného marketingu sa zacastruju tri zdkladné subjekty -
podnik, neziskova organizécia a spotrebitel. Uvedené subjekty vstupujui do vzajom-
nych vztahov s réznymi zdmermi a ocakavaniami (Van der Meer, Zwier, 2012)

94



Podnik si chce naplnit svoje obchodné ciele, neziskovéa organizécia sa primarne snazi

o zviditelnenie ur¢itého spoloc¢enského problému a spotrebitel tento vztah a aktivity

dobro¢inného marketingu ur¢itym spdsobom vnima a je motivovany zapojit sa

do nich. Kazdému ztcastnenému poskytuje zapojenie sa do projektu dobroc¢inného
marketingu urcité vyhody, na druhej strane ma takéto partnerstvo aj viaceré rizika.

Vsetci ,partneri” teda musia dokladne zvazit svoju ucast a prijat opatrenia na

minimalizéciu pripadnych negativnych dopadov.

V dobro¢innom marketingu vyzerd trojuholnik , zdkaznik - podnik - neziskovd
organizicia” ako rovnocenny, medidlne si vsak tato dobroc¢innt aktivitu pripisuje len
podnik, napriek tomu, Ze , odvidza iba tretinu price”. Cinnost neziskovej organizécie
pri konkrétnej realizacii sa uz prili§ nespomina, rovnako sa zabuda na pripadné
zvy$enie ceny produktu a ochotu zdkaznikov ju zaplatit a tym prispiet k dobrej
veci. Podla Hajducha (2006) je dobro¢inny marketing v ponimani podnikov jedno
,velké marketingové odvetvie”, ktorého hlavnou tlohou je nieco niekomu predat. Nejde
teda o dobro¢innost podniku, ide o obchod, ¢o je v kone¢nom doésledku v poriadku,
pretoze nie je dovod ocakavat od komeréného subjektu nieo iné. S uvedenym
(skeptickym) ndzorom sa uplne nestotoziiujeme, hoci priptstame, ze hlavnym
motivom pre vyuzitie dobro¢inného marketingu z pohladu podniku nemusi byt
altruizmus ¢i pomoc dobrej veci. Nemozno vSak popriet, Ze mnohé kampane, ktoré
odstartovali podniky (so svojimi vlastnymi cielmi) pomohli/pomahaji aspori
¢iastocne pri rieSeni spolocenskych problémov a priniesli pozitivne efekty (nielen
v podobe finan¢ného prispevku) aj pre neziskové organizacie, ktoré sa ich riesenim
zaoberaju. Ak je trojuholnik , zdkaznik - podnik - neziskovd organizicia” dobre zostaveny,
funkény a okrem ziskového ciela podniku plni aj dobroc¢inné ciele ostatnych
zucastnenych partnerov (win-win-win situdcia), povazujeme ho za efektivny a eticky
postup.

Kampane dobroc¢inného marketingu mézu mat v praxi rézne podoby.
Medzi $tandardné, najcastejsie pouzivané postupy (programy, spdsoby realizacie)
dobroé¢inného marketingu patria (Daw, 2006; Adkinsovd, 1999; www.coneinc.com):

e kipa vyrobku - z predaja urceného produktu (Specidlne oznaceného logom
neziskovej organizécie alebo kampane) ide uré¢itd suma na zvoleny projekt;

e, ndkup plus” - v obchodnom retazci alebo v inej maloobchodnej predajni dosta-
ne zékaznik pri pokladni moznost pridat k cene svojho nakupu finanént sumu
ako dar pre neziskovt organizaciu;

e licencovanie loga alebo znac¢ky neziskovej organizacie - podnik plati za moznost
umiestnit logo alebo zna¢ku neziskovej organizacie na svojich produktoch;

e dobro¢inny marketing ako motivacia k akcii alebo zapojeniu - cielom v&ésinou
nie je zvySenie trzieb, ale podporenie pravidelného pouzivania produktu (napr.
platobnd karta Dobry anjel VUB banky v nasich podmienkach);

e ,nové za staré” - spotrebitelia st vyzvani, aby svoj stary produkt odovzdali
pri nakupe nového spat predajcovi. , Dosluhujiice” produkty moéze podnik opravit
a nasledne venovat na dobroc¢inné tcely;

*  metéda ,Buy One, Give One” - prispevok podniku je komunikovany v porov-
natelnej podobe (napr. jedno balenie = jeden liek, jedno euro = jeden vysadeny
strom a pod.);

3 zakaznicky uréované darcovstvo - zakaznik ziskava moznost ur¢it, kde a ako
bude umiestnena finan¢na podpora od podniku;

e dobrovolnicka metéda - podnik zameriava svoju propagacia na motivovanie
zakaznikov, aby sa aktivne zapojili a venovali svoj ¢as na podporu socialnej kauzy.
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Vyber programu dobro¢inného marketingu tzko stvisi s cielovym
segmentom, na ktory sa podnik zameriava, s finanénou naro¢nostou jednotlivych
programov, ako aj s potrebou dodatoénych ¢innosti pozadovanych od potencidlnych
zakaznikov (okrem ndkupu vyrobku alebo sluzby). Programy st zamerané bud’
na uz existujucich zdkaznikov, alebo na novych, potencidlnych zdkaznikov. Z ¢aso-
vého hl'adiska mozu mat dlhodoby, strednodoby alebo kratkodoby charakter.

Material a metody

Po vymedzeni teoretickych vychodisk k problematike dobro¢inného mar-
ketingu, ktorych hlavné myslienky sme prezentovali v tvode vedeckého prispevku,
sme dospeli k nazoru, Ze jeho tspech je vo velkej miere zavisly od dovery a pozitivneho
vnimania spotrebitelov. To nas viedlo k rozhodnutiu preskimat, ako spotrebitelia
vnimaja spolupracu ziskovych a neziskovych subjektov pri aktivitaich dobro¢inného
marketingu a ako posobi na ich rozhodovanie. Kazdy spotrebitel sa rozhoduje na
zaklade roznych faktorov a nie vsetky rozhodnutia musia byt ¢isto racionalne.
Predvidanie jeho pocitov a postojov a nésledne spravania je délezité pri zostavovani
efektivnej kampane dobro¢inného marketingu, ktord naplni pozadované ciele pod-
niku a neziskovej organizécie. Pri skiimani sme vychadzali z dostupnych sekundar-
nych zdrojov, prevazne zahrani¢nych autorov, ktori sa predmetnou problematikou
zaoberaju. Pri ich spracovani sme pouzili metédy zodpovedajice cielu skiimania
(analyticko-syntetickd, induktivno-deduktivnu, analégiu, generalizdciu a komparaciu).

Postoje spotrebitelov na Slovensku k aktivitam dobro¢inného marketingu
sme zistovali vo vlastnom dotaznikovom prieskume. Zucastnilo sa ho 400 res-
pondentov, z toho polovica zien. Z vekového hladiska sme respondentov rozdelili
do styroch vekovych kategérii (mladi I'udia do 16 rokov, dve skupiny respondentov
v produktivnom veku - tzv. plné a prazdne hniezda a skupina respondentov 60+).
V nasledujucej casti prezentujeme najzaujimavejsie vysledky realizovaného priesku-
mu. Niektoré zistenia st konfrontované aj s vysledkami agenttrnych prieskumov,
ktoré sa k skimanej problematike realizovali. Na zaklade vysledkov nasho skiimania
nazna¢ime v zavere moznosti segmenticie trhu na zaklade postojov spotrebitel'ov
a s ohl'adom na realizovanie efektivnej dobro¢innej marketingovej kampane.

Vysledky a diskusia

Jednou z aktivit spolocensky zodpovedného marketingu je dobrocinny
marketing, v nasich podmienkach skuto¢ne inovativny pristup zodpovednych pod-
nikov k rieSeniu celospolocenskych problémov. Z pohladu podniku zo povazujeme
za prepojenie jeho filantropickych a komerénych aktivit. Predstavuje prent vhodnu
prilezitost, ako sa venovat rieSeniu aktudlnych celospolo¢enskych problémov
prostrednictvom poskytovania zdrojov pri paralelnom zamerani na komeréné ciele.
Podnik pri dobro¢innom marketingu uzatvédra partnerstvo s neziskovou organiza-
ciou (pripadne inou obcianskou iniciativou), ktora prostrednictvom spoluprace
s podnikom zviditelTfiuje svoje usilie pri rieSeni problémov spolo¢nosti, zvysuje
povedomie verejnosti o tomto probléme, aj o sebe a svojich aktivitidch a ziskava novy
zdroj financii pre svoju ¢innost, resp. pre realizdciu konkrétneho projektu. Efekty
zaznamenava aj treti tcastnik ,trojuholnika” dobro¢inného marketingu - spotrebitel,
ktory je ochotny sa do takéhoto projektu zapojit. Svojim zodpovednym spravanim
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ziska dobry pocit z toho, Ze tieZ prispel k rieseniu , dobrej veci”. Vo vyssie uvedenych
stvislostiach sme si chceli prakticky overit, ako spotrebitelia na Slovensku vnimajt
(resp. ako by vnimali) spolupracu ziskovych a neziskovych organizacii, ako by reagova-
li na aktivity dobro¢inného marketingu, ¢i by mohol ovplyvnit ich nakupné sprévanie.

Prieskum ,Postoje spotrebitelov k dobro¢innym marketingovym
aktivitim na Slovensku”

Cielom prieskumu, ako sme uviedli, bolo predovsetkym zmapovat postoje
spotrebitelov k aktivitam dobro¢inného marketingu. Pri realizécii prieskumu a pri
formulovani otdzok sme brali do tvahy skuto¢nost, Ze pojem ,dobrocinnyj marketing”
je v nasich podmienkach malo znamy. Z tohto dévodu mali niektoré otazky aj
hypoteticky charakter, pretoZze respondenti nemali az tak vela moznosti stretnit sa
s tymto nastrojom v praxi, resp. o tiom doteraz ani nepoculi.

Uvod prieskumu sme venovali otazkam vnimania podnikov, ktoré sa
zucastnili dobro¢inného projektu (tzn. prispeli na spolocensky prospesny projekt
prostrednictvom predaja svojich produktov) spotrebitelmi. Velmi pozitivne a skor
pozitivne to vnimala necela polovica respondentov (spolu 47 %), naopak negativne
a skor negativne priblizne Stvrtina. Zvysok (29 %) uviedol, Ze méd neutrdlny postoj
k takymto aktivitim podniku.

Nésledne sme zistovali, ¢i sa respondenti v minulosti uz stretli s podnikom,
ktory podporoval spolocensky prospesny projekt. Viac ako polovica respondentov
uviedla, Ze sa s takymto projektom/produktom uz stretla (52,5 %), necelych 20 %
vObec nepozna takého aktivity a 28 % respondentov uviedlo, Ze nevedia (¢o vsak
moZze znamenat, Ze uz sa s dobro¢innym marketingom stretli, ale nevedia si prislusnu
aktivitu sprévne zaradit). Zeny registrovali projekty resp. produkty dobro¢inného
marketingu vo vicSej miere (takmer 70 %) v porovnani s muzmi. MoZze to stvisiet
s tym, Ze CastejSie zabezpecuju nakupy pre domacnost. Respondenti nasho priesku-
mu sa sice s aktivitami dobro¢inného marketingu uz stretli, ale tymto spésobom
podporované produkty kipilo len 16 % opytanych.

Pomerne dobrta znalost spolocensky prospesnych projektov realizova-
nych v ramci dobro¢inného marketingu (z predchadzajtcej otazky) sme si otestovali
v dalsej casti, ked mali respondenti uviest konkrétne priklady dobro¢innych
marketingovych kampani (z domadceho prostredia, prip. zo zahrani¢ia). Tu uz
vysledky boli nie velmi pozitivne, z uvedenych 52,5 percent respondentov, ktory
sa uz s podobnym projektom stretli, si spomenulo na konkrétny podnik/projekt
len 132 respondentov (t. j. priblizne 63 % z 210, ktori odpovedali v predchadzajticej
otdzke kladne). Z konkrétnych projektov rezonovala najcastejsie spolo¢nost Avon
s projektom , Avon proti rakovine prsnika”, s projektom , Avon proti domdcemu ndsiliu”,
menej environmentalny projekt ,Avon Hello Green Tomorrow”. Zo ,starsich” projektov
respondenti uvéadzali projekty ,Ostrovy Zivota” a ,Tatranky Tatrdm”. Respondenti
si pamitaju aj opakujuci sa projekt ,Pampers/Unicef”, ktory podporuje ockovanie
proti tetanu v Afrike. Z ,novsich” projektov je znamy projekt ,Voda pre stromy”
spolo¢nosti Lidl. Pre porovnanie uvadzame vysledky on-line prieskumu, ktory sa
realizoval v Nemecku v roku 2008, kde az 93,9 % respondentov uviedlo, Ze poznaju
aspoii jeden projekt dobro¢inného marketingu, ¢o sa na prvy pohlad zda ako vel'mi
vysoka , zndmost” tohto typu marketingu, viac ako jeden projekt vsak pozna len 58 %
opytanych a okolo 23 % viac ako dve kampane. Len takmer kazdy desiaty opytany
poznal viac ako tri projekty, z ¢oho usudzujeme, Ze spotrebitelia nie st dostato¢ne
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informovani (aj vzhladom na fakt, Ze od roku 2002 takmer 100 podnikov realizovalo
jeden alebo viaceré projekty dobro¢inného marketingu (Oloko, 2008).

Pri otazke, z akych informacnych zdrojov sa spotrebitelia dozvedeli o rea-
lizovanych aktivitich dobro¢inného marketingu, respondenti najcastejsie uvadzali
reklamu v televizii (23 %), reklamu na internete a informacie na socialnych sietach
(22 %), informécie od svojich znamych (12 %), informaécie priamo od podniku (webova
stranka, letdky, podpora v miestach predaja). Cast respondentov uviedla (13 %), Ze sa
o tieto informacie nezaujimaju.

Mozeme konstatovat, Ze napriek tomu, Ze dobrocinny marketing je
v nasich podmienkach novym pojmom, povedomie respondentov o uz realizovanych
aktivitdch je relativne vysoké (konkrétne projekty poznala jedna tretina nasich
respondentov). Zaroveil sme zistili, Ze respondenti nie vzdy sprdvne pochopili
podstatu dobroc¢inného marketingu (napriklad si dobro¢inny marketing zamienali
so socidlnym marketingom, s dlhodobo prebiehajicimi a opakujucimi sa charita-
tivnymi zbierkami a pod.). Pre podniky aj neziskové organizacie je to podnet na
jasnejsie a zrozumitelnejsie komunikacné aktivity stvisiace s realizovanymi akti-
vitami dobro¢inného marketingu. Pozitivom je, Ze vys$sie povedomie sme zazna-
menali v mladsich vekovych kategoridch, ktoré predstavuji pre podniky velmi
perspektivne ciel'ové skupiny.

Sktimali sme nazory opytanych na to, ¢i sa podniky principidlne spravaju
spolo¢ensky zodpovedne, ¢i takéto spravanie pozitivne vnimaju, ¢i preferuju, ked’ sa
podnik angazuje v spolocensky zodpovednych aktivitich. S uvedenou myslienkou
spotrebitelia vo vacsine stuhlasia a povazuju spolofensky zodpovedné spravanie
za velmi dolezité (takmer 60 % opytanych). Tento vysledok je podobny ako
v inych prieskumoch, ktoré boli realizované v stvislosti so skiimanim problematiky
spolo¢enskej zodpovednosti v podnikani. Pre podnikatel'ské subjekty je to jasné
odportcanie na to, aby sa uvedenou témou véazne zaoberali.

Dobro¢inny marketing je celkovo vnimany pozitivne, ako vhodny néstroj
na podporu ,dobrej veci”. Zeny sa pritom vyjadrovali o niefo pozitivnejsie (63 %
v odpovedi tiplne stthlasim; takmer 51 % v odpovedi sthlasim) v porovnani s muzmi
(72 % muzov v odpovedi nestihlasim a 58 % v odpovedi vobec nesthlasim). Pripisujeme
to vyssiemu zdujmu Zien o socidlne otazky a vyssiemu povedomiu o dobro¢innom
marketingu. Z vekového hladiska sme zaznamenali u respondentov vyssieho veku
viac nedévery a skepticizmu.

Napriek uvedenym pozitivnym vysledkom sme v3ak zaznamenali aj
negativne stanovisko respondentov k realizacii dobroc¢innych marketingovych
aktivit. Hoci dobro¢inny marketing povazujui za vhodny nastroj, pri konkrétnej rea-
lizécii uz podnikom tak vyznamne nedoveruju. Takyto skepticky postoj ¢iastocne
moze suvisiet s tym, ako vnimaja spotrebitelia motivy podnikov, ktoré dobro¢inné
marketingové aktivity realizuji. Domnievame sa tiez, Ze takyto postoj suvisi
s niektorymi charakteristikami samotnej kampane dobro¢inného marketingu, jej
transparentnostou, nedostatkom informaécii o realizovanych aktivitach, zbytocne vy-
sokymi nakladmi podnikov na prezentaciu kampani a pod.

Respondentov sme sa pytali na vnimanie moznych motivov podni-
katel'skych subjektov, ktoré ich vedd k zapojeniu sa do dobro¢innych marketingo-
vych kampani. Komplexné vysledky prinasame v tabulke 1.
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Tabulka 1 Motivy podnikov zapojit sa do projektu dobrocinného marketingu

Motivy podniku Vel'mi o vers Skor S,k o.r Nie je Vf)b'ec
. 1 v... | Dolezité e nie je R nie je

zapojit sa do projektu dolezité o dolezité ... | dolezité el

e . (v %) dolezité délezité
dobroc¢inného marketingu (v %) (v %) v %) (v %) v %)
0 0,

Podpora spolocensky

prospeéne]'vea,' podp('Jra 10 17 3 30 5 4

partnerskej neziskovej

organizacie

Zvysenie predaja

produkty, ktory je 60 23 11 3 2 1

stcastou projektu

»podpory”

Vyuzitie dobro¢inného

projektu na zvySenie ceny 4 16 21 34 17 8

produktu

Zleps'eme imidzu 76 18 3 1 ) 0

podniku

Demonstrovanie

spolocensky’z ) . 48 97 13 - 3 5

zodpovedného spravania

podniku

Prameri: Vlastné spracovanie vyjsledkov prieskumu.

Z porovnania uvedenych vysledkov moéZeme konstatovat zaujimavé
zistenia o tom, ako spotrebitelia vnimaji motivy podnikov realizovat dobro¢inné
marketingové projekty. Je zrejmé, ze z pohladu spotrebitelov primarne prevazuju
egoistické motivy podnikov. Egoizmus v tomto pripade mozeme prirovnat k sledo-
vaniu relevantnych podnikovych cielov, ktorych plnenie sa moze pozitivne preja-
vovat' v kratkodobom aj dlhodobom horizonte v ekonomickych vysledkoch podniku.
Tento egoizmus zahfila jednak zlepsenie podnikového imidzu, ako aj zvySenie
odbytu, resp. predaja produktu, ¢o sa nésledne priamo aj nepriamo prejavuje na
obrate podniku. Demonstracia zodpovedného spravania je tiez vnimana ako ndstroj
na zlepsenie imidzu (¢o moZeme tiez priradit k egoistickym podnikovym cielom)
a spotrebitelia ju zaradili na tretie miesto. Naproti tomu ¢isto altruistické motivy
v podobe zdmerov podniku podporovat ,dobré veci”, resp. podporovat neziskové
organizécie, ktoré podporuji spolocensky prospesné veci, spotrebitelia zaradili az
na predposledné miesto (za velmi dolezity, resp. dolezity motiv to povazuje 27 %
opytanych). O tomto motive sa ,nevie rozhodniit” viac ako 34 % respondentov, ¢o
vytvéra priestor pre podniky vhodnym spésobom komunikécie prezentovat verej-
nosti motivy tcasti na dobro¢innych aktivitich a tym ich podporit k vlastnej
angazovanosti v podporovani spolocensky prospesnych projektov. Zrejme to suvisi
so skeptickym pohladom mnohych spotrebitelov na zodpovednost podnikatel'skych
subjektov, ktory sa prehibil po zverejneni viacerych kandalov a neetickych postu-
pov podnikov v ostatnom obdobi.

Nasledne sme zistovali aj motivy samotnych spotrebitelov pri zapéjani sa
(v minulosti, resp. v budtcnosti) do dobro¢innych marketingovych aktivit (napriklad
kapou podporovaného produktu, zbieranim a odovzdavanim kupénov a pod.).
Vysledky prezentujeme v tabul'ke 2.
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Tabulka 2 Motivy spotrebitelov ziicastnit sa na dobrocinnej marketingovej kampani

v § \g E g \g o ‘g
o @ @ (‘5 @ )5' = = 9 @
7, & = =2 S R = =
=1 Z =
Produkt zapojeny do
dobroé¢innej kampane ma pre 24 67 99 105 58 47
miia pridana hodnotu (odlisuje 6% 16,75 % | 24,75 % | 26,25 % | 14,5% | 11,75 %
sa od konkurenénych)
Kupou produktu mézem prispiet 75 123 105 63 ” 12

k podpore veci, ktora ma osobne

18,759 30,75 ¢ 26,259 15,759 5,59 39
zaujima/dotyka sa ma 75 % 75 % 25 % 75 % 5 % &

Jednoduchy sposob, ktorym
mdzem podporit spoloéensky 72 85 72 75 68 28
prospesny projekt (aj tak by som 18% | 21,25% | 18% |18,75% | 17 % 7%
produkt kapil/-a)

Po nakupe mam dobry pocit z

toho, Ze som prispel/-a na 104 132 % 33 24 12

4 prispey-a 26% | 33% |2375% | 825% | 6% 3%
podporu , dobrej veci
Chcem podporit dobré amysly
konkrétneho podniku (podnik 35 60 23 41 118 123
vnimam pozitivne, ma dobra 8,75 % 15 % 5,75% | 10,25% | 29,5 % | 30,75 %
povest)
Chcem podporit neziskova 55 75 o8 35 100 107

organizaciu, ktord je partnerom | 1, o0 | 1o50, | 7o, | 875% | 25% | 2675%

v projekte

Pramei: Vlastné spracovanie vijsledkov prieskumii.

Najviac, az 59 % by sa zapojilo do dobroc¢innej kampane kvoli dobrému
pocitu po nakupe. Mozno konstatovat, ze ,dobry pocit” pre spotrebitelov predstavuje
doplnkovy uzitok, ktory sa z pohladu podnikov modZze transformovat do vyssej
pripravenosti spotrebitela vymenit bezny produkt za ,podporovany”, moéze prispiet
k akvizicii novych zdkaznikov, zvysenej frekvencii opakovaného nakupu, zvyseniu
hodnoty zdkaznika a pod. Spotrebitelia st ochotni sa zapojit do podpory ,dobrej
veci” aj v pripade, ked’ sa ich to osobne dotyka, alebo sa o problém osobne zaujimaja.
Oslovila by ich aj jednoduchost sposobu podpory - nie st niteni nijako menit
svoje spotrebitel'ské navyky, produkt by kuapili aj v pripade, ze by nebol stcastou
dobro¢innej kampane. Naopak za najmenej vyznamné motivy povazuju opytani
podporu podniku resp. neziskovej organizacie, ktord na projekte participuje.
Moze to stvisiet s tym, ze podnikom dostatocne nedoéveruju, upodozrievaju ich
z nedobroc¢innych amyslov, neveria, Ze sa peniaze dostand do neziskovej organizacie
alebo nemaja istotu v tom, ako neziskovd organizacia pouzije ziskané finan¢né
prostriedky a pod.

Pozornost sme zamerali aj na vplyv dobro¢inného marketingu na ndkupné
rozhodovanie spotrebitelov. Kampariou podporovany produkt by si vybrala takmer
polovica opytanych, dalsich 17 % by si ho skor vybrali ako nie. Pri otézke, ¢i by
spotrebitelia boli ochotni za takyto spolo¢ensky prospesny produkt zaplatit vyssiu
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cenu, boli odpovede nejednotné: 47 % opytanych odpovedalo kladne, 53 % zaporne.
Treba poznamenat, Ze respondenti mohli medzi spolo¢ensky zodpovedné produkty
zaradit akékolvek produkty (vratane environmentdlnych), ktoré nemusia byt
priamo stcastou projektov dobro¢inného marketingu. Pri dopliujticej otazke o vyske
doplatku za spolocensky prospesny produkt by bolo 45 % spotrebitelov ochotnych
zaplatit navyse menej ako 5 % z ceny, 29 % by akceptovalo 5 - 10 percentné zvysenie
ceny, ostatni by akceptovali aj viac ako 10 percentné zvysenie ceny. Zdorazitujeme, Ze
na otazku odpovedalo len 47 % opytanych, ktori v predchadzajticej otdzke akceptovali
vyssiu cenu. Nase vysledky mozeme porovnat s vysledkami vyskumu, ktory
uskutocnila agenttra Median pre Forum dérct v Ceskej republike v roku 2006, podla
ktorého 65 % respondentov by si ktpilo radsej vyrobok spojeny s dobrou vecou; 24 %
by si ho kupilo, aj ked by bol drahsi a 41 % opytanych by si ho kapilo len v pripade,
Ze by mnebol drahsi nez druhy (porovnatelny) produkt (www.donorsforum.cz/
cause-related-marketing).

Z hladiska tematického zamerania kampani dobroc¢inného marketingu
sa spotrebitelia zaujimajti/zaujimali najviac o projekty zamerané na podporu po-
moci detom. Vyrazne sa tiez zaujimaji o zdravie, humanitdrnu pomoc, dlhodobt
starostlivost o chorych, starych a hendikepovanych l'udi a o ochranu Zivotného
prostredia. Z vekového hladiska najmladsi respondenti viac inklinovali k podpore
vzdelavania, ochrane Zivotného prostredia, ochrane zvierat a humanitarnej pomoci.
V starsich vekovych kategéridch rezonovala podpora deti, zdravie, humanitarna
pomoc. Na porovnanie, zaujimava je podpora spolocensky prospesnych tém
v Spojenych 3tatoch americkych. Stadia z roku 2008 naznaéila pat ,top” tém, ktorym
americki respondenti venovali pozornost. Ich zasttpenie sa pohybovalo v rozpiti
77 - 80 % a islo o nasledovné oblasti podpory: veda a vyskum (80 %), ekonomicky rozvoj
(80 %), zdravie (79 %), humanitarna pomoc (78 %) a zivotné prostredie a ekoldgia
(77 %) (Www.coneinc.com).

Z geografického hladiska by nasi respondenti preferovali podporu narod-
nych projektov (41 %), mensi zdujem sa ukdzal pri podpore globalnych projektov
(30 %), ktoré mnohi spotrebitelia vnimaju ako prili§ vzdialené. Lokalne resp. regiondl-
ne projekty by tymto spdsobom podporila necela $tvrtina respondentov.

Prezentované vybrané vysledky prieskumu vnimania dobroc¢innych mar-
ketingovych aktivit spotrebitelmi na Slovensku priniesli zaujimavé zistenia. Spot-
rebitelia dobrodinny marketing vnimaju prevazne pozitivne, predovsetkym ako
prispevok na podporu , dobrej veci”. Pozitivnejsie postoje v nasom prieskume prejavili
zeny, z hladiska veku mladsia a strednd generacia, s vy$sim stupiiom vzdelania.
Hoci je dobro¢inny marketing v nasich podmienkach zatial relativne neznamym
pojmom, vysledky nam potvrdili, Ze ma velky potencial. Preukazali pomerne vysoku
ochotu spotrebitelov spréavat sa zodpovednejsie a aktivne sa zapajat do dobro¢innych
marketingovych projektov. Viaceré zistenia moézu vyuzit podniky pri planovani
svojich dobro¢innych aktivit.

Segmentacia spotrebitel'ov podla postojov k dobro¢innému marketingu

Jednym zo zékladnych faktorov tispechu dobro¢inného marketingu je postoj
spotrebitelov k jeho aktivitam. Vztah spotrebitelov k dobro¢innému marketingu
a sposob, akym ho spotrebitelia vnimaji, ma vyznamny vplyv na ich nakupné
rozhodovanie. Spravnym pochopenim faktorov, ktoré ovplyviiuju ndkupné spravanie
a rozhodovanie spotrebitela, ziskavaju marketéri lepsiu Sancu predvidat, ako bude
spotrebitel reagovat na ich marketingovt stratégiu (Poliacikova, 2007).
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Spotrebitelia mézu mat k dobro¢innému marketingu dva extrémne postoje.
Ti s pozitivnym postojom spojeniu medzi komerénym a neziskovym subjektom
doveruju a povazuju ho za dobra aktivitu tak pre podnik, ako aj pre neziskovi
organizaciu, resp. ,kauzu”, ktord je tymto partnerstvom podporovana. Spotrebitelia,
ktori naopak vnimaju projekty dobro¢inného marketingu negativne, stavaji
sa k nim véacsinou skepticky. Takéto spojenie povazuju za kontroverzné, podniku
neveria, ¢asto mu vytykaji, Ze zneuZiva dobré meno neziskovej organizacie
na dosiahnutie vlastnych ziskovych cielov. Okrem toho st ,mnohi” spotrebitelia
presyteni akymikol'vek marketingovymi aktivitami podnikov a velmi im nedoveruja.
V nasom skimani jednozna¢ne prevazovali pozitivne postoje nad negativnymi.
Zaznamenali sme aj urcitd nerozhodnost spotrebitelov vo viacerych odpovediach.
Vidime tu velky priestor pre podniky, aby svojim zodpovednym spravanim a
vhodnymi marketingovymi podnetmi spotrebitelov presvedcili v prospech podpory
dobro¢innych aktivit.

Jednou v odporicanych aktivit je dokladnd segmentacia trhu a nasledné
zameranie sa na tu cielova skupinu spotrebitelov, v ktorej je najvacsi predpoklad
zapojenia sa do podpory ,dobrej veci”. Pri ndvrhu vhodnej segmentécie vychddzame
z jednej z prvych typoldgii spotrebitelov podla ich postojov k dobroc¢innému
marketingu, ktort naznacili Webb a Mohr (1998). Tito ciastocne modifikujeme a
prispdsobujeme nasim zisteniam a domécim podmienkam. UvaZujeme o nasleduju-
cich $tyroch zakladnych spotrebitel'skych segmentoch:

e, Skepticki spotrebitelin” - do tejto skupiny mozno zaradit spotrebitelov, ktori
maju k dobro¢innym marketingovym aktivitim prevazne negativny posto;j.
Nedoveruja im, st vo¢i nim skepticki. Maji obavy, Ze podniky by ich pripadnu
dobra volu zneuzili len vo svoj vlastny prospech. Spolupracu ziskového a ne-
ziskového subjektu vnimaju ako nevyvazend. Dobro¢inny marketing skepticki
spotrebitelia vnimaju len ako d'alsi neeticky nastroj manipulécie so zdkaznikmi.
Tato skupina nevykazuje Ziadne dominantné demografické ani socio-ekono-
mické charakteristiky.

3 Skupina ,ddsledne zvaZujiicich spotrebitelov” ma k aktivitdim dobro¢inného mar-
ketingu relativne pozitivny vztah. Povazuju ho za vhodny sposob rieSenia
niektorych zavaznych celospolodenskych problémov. Kladny postoj je
sposobeny doverou tychto spotrebitelov k podnikom - podl'a nich maja podniky
na podporovani ,dobrej veci” skutoény zdujem a vedd ich k tomu altruistické
dovody. Na druhej strane pri ndkupnom rozhodovani tito spotrebitelia
zvazuju aj mnohé dalsie faktory, napriklad cenu a kvalitu produktu, jeho
dostupnost a pod. Ich kladny postoj k dobro¢innému marketingu sa v ich
nakupnom spravani teda neprejavuje prili§ vyrazne, prevazuje vplyv ostatnych
faktorov. V tejto skupine prevazuju Zeny s konzervativnymi ndzormi. Typicka
je vyraznej$ia cenova orienticia, ktora podla nasho nazoru moze suvisiet
s nizsou kapnou silou ¢i niz§im vzdelanim spotrebitelov.

e, Spotrebitelia posudzujiici motivy podnikov” sa pri svojom rozhodovani a posto-
joch k dobro¢innému marketingu orientuji na motivy podnikov, ktoré ich
vedd k vstupu do partnerského vztahu s neziskovym subjektom v rdmci
dobro¢inného marketingového projektu. Pozitivnejsie vnimaju podniky,
ktorych motivy nie st prioritne egoistické, ziskovo zamerané. St ochotni
pripustit (na rozdiel od skeptickych spotrebitelov), Ze pre komerény subjekt je
aj zisk jednym z doévodov, preco realizovat dobro¢inny marketingovy projekt
a pre¢o spolupracovat s neziskovou organizaciou. Motivy podnikov skimaju
z dlhodobého hladiska. Kladny postoj maji najméa k podnikom, ktoré sa dlho-
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dobo spravaju konzistentne a uprednostiiuju strategicky pristup pred jedno-
razovymi aktivitami. Vic¢sie zasttpenie v tejto skupine maji muzi, s liberalnymi
nazormi, pochddzajuci zo strednej socidlnej vrstvy.

e, Uvedomeli - spolocensky angaZovani spotrebitelia” maji velmi kladny vztah
k dobro¢innému marketingu. Aktivne vyhladavaju ,kauzy”, ktoré si pre nich
osobne doélezité. O dobro¢innych projektoch sa snazia ziskat' ¢o najviac informécii.
Na rozdiel od uz uvedenych skupin sa prili§ nezaoberaju motivmi podnikov
(prip. neziskovych organizacii) pre vstup do partnerského vztahu. Spotrebitelia
z tohto segmentu budu pravdepodobne najochotnejsi zaplatit za produkt za-
pojeny do projektu dobro¢inného marketingu aj vyssiu cenu, ¢ dokonca kvoli
podpore , dobrej veci” zmenit znacku produktu. Clenmi tohto segmentu byvaju
prevazne spotrebitelia s najvyssim vzdelanim, z vys3ej socidlnej vrstvy, priblizne
rovnaké je zasttipenie Zien aj muZzov.

Z uvedenych skuto¢nosti ndm vyplyvaja urcité zavery (potvrdili nam ich
aj vysledky vlastného prieskumuy), ktoré by podniky pri planovani a realizacii aktivit
dobro¢inného marketingu nemali ignorovat. Vnimanie a postoje k dobro¢innému
marketingu ¢iasto¢ne stvisia s pohlavim, ale aj s trovtiou vzdelania a prislusnostou
k socidlnej vrstve. Muzi st typickymi predstavitelmi skor v segmentoch, ktoré sa
k dobro¢innému marketingu stavaju skepticky alebo rezervovane. Vyznamnejsou
cielovou skupinou pre podniky st Zeny, ktoré dobro¢inny marketing vnimaji
prevazne pozitivne a st ochotnejie aktivne sa zapajat do projektov a $irit o nich
pozitivne informacie aj vo svojom okoli. S ohl'adom na vzdelanie sa podnikom oplati
viac oslovovat spotrebitelov s vyssim dosiahnutym vzdelanim, rovnako to plati
o prislusnosti k socidlnej vrstve.

Zaujmom kazdého podniku v pripade realizacie dobro¢inného marketingu
by malo byt, aby mali spotrebitelia ¢o najpozitivnejsi vztah k podporovanému
produktu, znacke, ¢ samotnému podniku a partnerskej neziskovej organizacii.
Pozitivne vnimanie sa vsak nemusi automaticky transformovat do nakupného
rozhodnutia. Napriek tomu si myslime, Ze pozitivny vztah spotrebitel'a k dobro¢inné-
mu marketingovému projektu a jeho vybranym aspektom (napriklad podporovany
produkt, resp. znacka; doéveryhodnost podniku, ktory tento produkt pontka; dobry
imidz a zndmost neziskovej organizécie, ktora projekt podporuje) znamend z pohladu
zakaznikov pridant hodnotu v porovnani s konkurenciou. Podnikom odportacame,
aby vo vlastnom zaujme kladné postoje vytvarali a dlhodobo ich aj udrziavali. V tom
im moze vyrazne pomoct komplexné dlhodobé zodpovedné spravanie vo vsetkych
podnikovych aktivitdch, nielen prilezitostnd jednorazova podpora vybranej ,dobrej
veci” v ramci dobroc¢inného marketingu.

Zaver

Predmetom nasho skimania bol dobroc¢inny marketing (cause related
marketing), ktory je povazovany za komeréna aktivitu prostrednictvom ktorej podnik
a neziskovy subjekt vytvéaraju partnerstvo za tcelom propagacie imidzu, produktu
alebo sluzby kvoli vzajomnému prospechu. Oba subjekty do tohto partnerstva
vstupuja s jasnymi cielmi - podnik si chce zlepsit reputaciu, zvysit predaj produktov,
posilnit spokojnost a lojalitu zdkaznikov, neziskovej organizécii zédlezi na vacsom
zviditeInen{ svojej ¢innosti a ziskani dodatoénych finan¢nych zdrojov na realizéciu
svojho poslania. Co je najvyznamnejsie, spolo¢nymi silami prispeja k podpore , dobrej
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veci” alebo k rieSeniu nejakého celospolocenského problému. Dobrocinnost’ preukdzu
aj spotrebitelia, ktori sa zapoja do projektu vacsinou kipou Specidlne oznaceného
produktu, ktory je dobro¢innym marketingom podporovany.

Na preskiimanie postojov spotrebitelov k aktivitim dobro¢inného mar-
ketingu sme vyuzili dotaznikovy prieskum, v ktorom sme zistovali, ¢i a za akych
okolnosti by tieto aktivity mohli ovplyvnit ich nakupné spravanie. Kazdy spotrebitel
sa rozhoduje na zdklade roznych faktorov a nie vsetky rozhodnutia musia byt ¢isto
raciondlne. Predvidanie jeho pocitov, postojov a nasledne sprdvania je z pohladu
podnikov dolezité pri zostavovani efektivnej kampane dobro¢inného marketingu.
Hoci je tento inovativny pristup v naSich podmienkach zatial relativne novym
pojmom, vysledky prieskumu nam potvrdili, Ze méd velky potencidl. Preukazali
pomerne vysokt ochotu spotrebitelov spravat sa zodpovednejsie a aktivne sa zapajat
do dobro¢innych marketingovych projektov. Pre podniky mézu byt nase zistenia
zdrojom zaujimavych informacii pre planovanie a efektivnu realizciu dobro¢innych
marketingovych projektov aj v nasich slovenskych podmienkach.
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Abstract

In Purpose of this study is to select the appropriate strategy for the recovery
of ski centre Brezovica. In paper will be applied SWOT-AHP method and software
Expert Choice which is based on AHP methodology. The management of the ski
center is singled out sixteen SWOT factors that will be inserted into the software and
then will be performed prioritization. Also, management has defined three strategies
for the recovery of the ski center from which should be selected one. The result of the
decision making process is the ranking of alternatives.

Key words: SWOT, AHP, Alternatives, Brezovica, ski center
]
Introduction

Strategic planning in tourism as an economic sector is significant both
on the state and regional level, and tourism often has a significant role in regional
development, thus the problem of sustainable tourism and economy development was
studied in many European countries (Kauppila et al, 2009). Tourism has a huge impact
on the economy of each country. Tourism accounts for more than 5% directly and about
10% indirectly of the EU GDP. (European Commission, 2012)

Millions of people travel abroad as tourists and spend a tremendous sums of
money. The goal of every tourist center is to attract as many tourists as can and thus
achieve the highest possible profit. A large number of ski centers, shorter season, global
warming and a numerous alternatives tourism offer leads ski centers in a difficult
position. In such circumstances, the question is which strategy ski centers should
follow in order to survive and develop. To this question will try to respond this paper
in the case of the ski center Brezovica. This ski center is in addition to problems that
are characteristic of all ski resorts and burdened with the political situation as it is in
Kosovo and Metohija.

Goal of paper that follow is to select a proper strategy for recovery of ski
centre Brezovica. In that purpose is used SWOT-AHP methodology and software
Expert Choice. SWOT-AHP technique was applied in many areas. There are and
numerous papers on tourism (Kajanus et al, 2004; Fabac et al, 2011; Wickramasinghe
et al, 2009)
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Material and methods

In this paper is presented the way of a decision making for strategy selection
using SWOT-AHP method and software Expert choice. The methodology applied in
this paper consists of several steps:

1. Define the goal of decision-making and alternatives;

2. Implementation of SWOT analysis;

3. Pairwise comparison;

4. Analysis of results and sensitivity analysis.

SWOT is an acronym of Strength, Weaknesses, Opportunities and Threats.
SWOT analysis is a commonly used tool for analysing external and internal environments
simultaneously in order to acquire a systematic approach and support for a decision
situation (Kurttila et al, 2000). If used correctly, SWOT can provide a good basis for
successful strategy formulation (Kurttila et al, 2000). For each SWOT group should be
defined a certain number of factors. It is suggested to keep the number of factors within
each SWOT group less than 10 so that the number of pair-wise comparisons remains
at a manageable level (Shrestha et al, 2004).

Table 1: The SWOT matrix

Internal factors External factors
. Strengths Opportunities
Desirable factors 5,-5, 0,-0.
. Weaknesses Threats
Undesirable factors W,-W, T,-T,

Source: author

Generally SWOT is a list of statements or factors with descriptions of the
present and future trend of both internal and external environment; the expressions
of individual factors are general and brief which describe subjective views (Yavuza et
al, 2013). Thus, it can be concluded that the result of SWOT analysis is too often only
a superficial and imprecise listing or an incomplete qualitative examination of internal
and external factors (Kurttila et al, 2000).

In spite of the broad application of SWOT analysis, this method encounters
several restrictions including impossibility of ranking criteria and strategies (Pahl et al,
2009). Thus, one of the challenges in SWOT analysis is how to rank the strategies and
factors (Shababi et al, 2014). This problem can be solved by combining SWOT analysis
with AHP (Analytic Hierarchy Process).

Analytic Hierarchy Process (AHP) is developed by Saaty (Saaty, 1980). AHP
is a multi-criteria decision making technique that can help express the general decision
operation by decomposing a complicated problem into a multilevel hierarchical
structure of objective, criteria and alternatives (Sharma et al, 2008).

In order to solve the problem accompanied with hierarchical structure, the
AHP procedures are defined as follows:

Step 1: Hierarchy structure is defined in such a way that the goal is placed at
the top of hierarchy, and the criteria and strategies attaining from SWOT analysis are
placed in descending order.

Step2: At each level, the pair wise comparison matrix is derived. In order to
identify priority of any criterion (alternative) respect to other criteria (alternative) in
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the matrix, a fundamental scale of crisp number ranging from 1 (equal) to 9 (absolute
importance) is used.

Step3: All the pair wise comparison matrices are synthesized to calculate
relative and global weight of each criterion, sub-criterion and alternative (Shababi et
al, 2014).

The possible advantages of using AHP (Analytic hierarchy process) in
SWOT analysis lie in the quantitative examination of the SWOT factors and inclusion
of preferences of the decision makers in the planning situation (Kurttila et al, 2000).
The combined use of the AHP and SWOT analysis has been widely used to support
strategic decision-making processes (Yavuza et al, 2013). The idea in utilizing
AHP within a SWOT framework is to systematically evaluate SWOT factors and
commensurate their intensities (Kurttila et al, 2000).

Results and debate
Case: Ski centre Brezovica

Ski Center Brezovica is a famous tourist resort on the northwest side of Shar
mountain. Its unique sport - recreation complex at an altitude of 900 to 2,500 meters.
It is about 60 km from Pristina and from the airport in Skopje, from Thessaloniki
303 from Sofia (through Nis) about 355 km and 400 km from Belgrade. With its distinctly
Alpine nature and high alpine ambience immediate surroundings of Brezovica reminds
on most famous European tourist centers. In the highest parts of mountain is alpine
climate, so the snow stays up to 280 days. Favourable climatic conditions are ideal
environment for winter, sports and recreational tourism.

Spacious ski slopes of Inex Ski Center of Brezovica represents a system of
5 ropeway and 5 ski lifts, interconnected with 16 km of ski paths of the average length
of 3.000 meters. On Brezovica FIS paths for slalom, giant slalom, downhill and “Super
G” at the same time can ski 50,000 skiers. The structure of the snow is such that the
ski tracks are very fast but also safe. Numerous successful competitions held before
1999. at national and international level have included Inex Ski Center of Brezovica
in international competition centers. Unfortunately, today the ski center is in a very
difficult situation.

Kosovo and Metohija since 1999. is under the the interim administration of
the international community. The ski center has for years not working at full capacity
and the infrastructure has largely been damaged or destroyed. Therefore, management
has a difficult period in which it is necessary to recover the ski center and restore to full
function. Due to the specificity of the ski center there are three alternative strategies:
diversification, quality improvement and privatization.

Results

According to the stated methodology, strategy selection process is as follows:

STEP 1. Defining goal of decision-making and alternatives - This step is
done by management of the ski center Brezovica. In this case, the goal is finding the
optimal solution (strategy) for recovery of ski centre Brezovica. Also, in this step should
be defined the alternatives available to the management of the ski center. Alternatives
are: diversification, quality improvement and privatization.
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Diversification - The expansion of the existing range of service offerings, content
and activities through various directions diversification, will result not only
preserve the existing tourist base, but will also act strongly to attract new tourists,
thus creating the basis for the development of specific competitive advantages in
the function of long term development of specific tourist destinations .

Quality improvement - after the NATO bombing in 1999 Brezovica ski center is
neglected. One of the hotel was used as a NATO base and the rest were mostly
without electricity and water. All this is within 15 years greatly undermined the
quality of the infrastructure. Having in mind increasingly demanding market as
well as cheap arrangements in European ski resorts quality improvement in all
areas is emerging as an urgent need and not just as a possibility.

Privatisation - lack of funds for development and improvement of quality,
requiring the involvement of additional private capital in order to improve
infrastructure of ski center. The fact that Kosovo since 1999. is under a UN
protectorate and in the meantime declared independence also not in favor of the
development of the ski center. Since the ski center is located in the place inhabited
by ethnic Serbs, Kosovo government is trying to privatize it in order to carry out
additional economic and political influence and pressure against Serbs. Therefore,
no matter how private capital is needed must be taken and vital interests of the
Serbian people who live in the municipality of Strpce, which further complicates
the process of possible privatization.

STEP 2. Implementation of SWOT analysis - SWOT analysis is done by

general manager, based on experience and insight into the current position of the ski
resort and on the basis of the Municipal Development Plan of Strpce. Each SWOT group
includes four factors.

Table 2: SWOT analysis of ski centre Brezovica

STRENGTHS OPPORTUNITIES
S, - The existing ski infrastructure O, - The development of tourism during
S, - High altitude the whole year
S, - Brand and tradition O, - The development of homeworkers
S, - Sole ski resort in Kosovo and O, - Sports tourism
Metohija O, - Congress tourism
WEAKNESESS THREATS
W, - Poorly maintained infrastructure T, - Takeover by Privatization Agency
W, - Unresolved property relations of Kosovo
W, - Lack of additional tourist contents | T, - Global warming
W, - Unused accommodation facilities T, - The lack of interest of potential
investors
T, - The unstable political situation

Source: author

STEP 3. Pairwise comparison - For pairwise comparison was used software

Expert Choice, which is used for solving semi-structured and unstructured decision
problems, and is based on AHP method. The software incorporates elements of the
SWOT analysis. Firstly, pairwise comparison for SWOT groups is done in relation to
the goal.
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Table 3: Importance degrees of SWOT groups in relation to the goal

SWOT group Importance degree
Strength 0.371
Weakness 0.041
Opportunities 0.467
Threats 0.122

Source: author

Then, calculate the importance degree of the criteria within each SWOT
group (strength, weaknesses, opportunities and threats.

Table 4: Importance degrees of SWOT group factors

SWOT GROUP Importance degree Overall importance
within the group degree of factor
STRENGTH

The existing ski infrastructure 0.640 0.237
High altitude 0.063 0.023
Brand and tradition 0.063 0.023
Sole ski resort in Kosovo and Metohija 0.235 0.087

Inconsistency 0.08

WEAKNESSES

Poorly maintained infrastructure 0.606 0.025
Unresolved property relations 0.061 0.003
Lack of additional tourist contents 0.124 0.005
Unused accommodation facilities 0.209 0.009

Inconsistency 0.09

OPPORTUNITIES
The development of tourism during the 0.457 0.213
whole year
The development of homeworkers 0.374 0.175
Sports tourism 0.088 0.041
Congress tourism 0.081 0.038

Inconsistency 0.01

THREATS

Takeover by Privatization Agency of 0.655 0.080
Kosovo
Global warming 0.108 0.013
The lack of interest of potential investors 0.053 0.006
The unstable political situation 0.183 0.022

Inconsistency 0.09

Source: author
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STEP 4. Analysis of results and sensitivity analysis - At the end the synthesis
is conducted, it is the process of weighting and combining priorities after judgments
are made to yield the final result. The final ranking of alternative strategies is given
in Table 5. As can be seen from table the highest rank has a strategy - diversification
(0.499; rank = 1).

Table 5. Rank of strategies

Alternative Priority Rank

Diversification 0.499 1

Privatisation 0.276 2

Improvement of quality 0.225 3
Inconsistency 0.06

Source: author

Sensitivity analysis was conducted after the results obtained in order to
determine how a change in the factors priority affect the ranking of alternatives.

Sensitivity analysis of SWOT groups: If the priority of all SWOT group is
changed and is set to be the same (0.250) will not come to change in the ranking
of alternatives. Diversification will still be in the first place (0.375). On the second
Privatization (0.313) and third is Improvement of quality (0.312). As in Table 6. can be
seen minimal changes in the priorities of SWOT groups does no impact on change the
first-ranked alternative in any case. Changes are taking place between the strategies
Improvement of quality and Privatization.

Table 6. Sensitivity analysis of SWOT groups

The value obtained New alternatives
SWOT groups by the decision- Minimal change rank
making
Div (0.519)
Strength 0371 +0.121 1Q (0.241)
Pr (0.240)
Div (0.470)
Weaknesses 0.041 +0.086 1Q (0.266)
Pr (0.264)
Div (0.488)
Opportunities 0.467 -0.216 1Q (0.257)
Pr (0.256)
Div (0.530)
Threats 0.122 -0.089 1Q (0.236)
Pr (0.234)

Source: author

Sensitivity analysis of SWOT factors: In each SWOT group should be
conducted analysis for the factor whose minimal change in priority leads to changes in
the ranking of alternatives. Priority changes of the factors of the group Weakness have
no impact in change in the ranking of alternatives. The influence of the priorities change
of the other factors is presented in Table 7. First ranked strategy (Diversification) in any
case does not change the ranking.
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Table 7. Sensitivity analysis of SWOT factors

LLCRAD New alternatives
SWOT factor obtained by the Minimal change
e . rank
decision-making
Div (0.443)
gf:g;fi;:d 0.063 +0.456 1Q (0.279)
Pr (0.278)
Div (0.549)
:fh;:;‘;izfl‘(’;f:t 0.374 -0.176 1Q (0.226)
Pr (0.225)
Div (0.545)
Global warming 0.108 +0.584 1Q (0.228)
Pr (0.227)

Source: author

Conclusion

The management is everyday confronted with the problem of making
adequate decisions. The rapid development of technology, globalization, increased
competition and lack of relevant information complicate the already complicated
decision-making process. SWOT analysis is a tool that can help managers to better
understand external and internal environment of the organization. In this way the
decision-making process can be improved. However, in addition to the advantages of
the SWOT analysis has its disadvantages, which can be removed by using parallel with
other methods. One such method is the AHP (Analytical Hierarchy Process), which
enables the actors involved in the SWOT analysis are compared with each other and
quantified.

Application of SWOT-AHP method is presented on example of ski centre
Brezovica. As an goal of decision-making is defined selection of strategy for the
recovery of ski centre Brezovica. Following a pairwise comparison is obtained rank
of alternatives where the highest priority is given to strategy of diversification. To
determine the stability of the model is conducted sensitivity analysis, which showed
that the changes in the priorities of the group and SWOT factors do not lead to changes
in the first-ranked strategy.
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Abstract

Nowadays companies try to find new possibilities of gaining a competitive
advantage and being over their competitors. At the time when supply is higher than
the demand is, it is necessary to implement progressive tools of customers” demands
control. Dividing market into separate segments companies can win challenging
positions in the market. The principles of customers’” relationship management are
based on actively working relations and building long-term prosperous business
relationship. Information technologies play a key role in the customers’ relationship
management that is aided by software. The paper discusses the process of customers’
segmentation in the context of the relationship management.

Key words: customer, segmentation, customer relationship management, market

Abstrakt

Podniky v sti¢asnosti hl'adaji nové moznosti ziskania konkurené¢nej vyhody
v snahe odligit sa od konkurencie. V ¢ase pretlaku ponuky nad dopytom je nutné
nasadit progresivne formy nastrojov riadenia zakaznickych potrieb. Rozvrstvenim
(segmentdciou) trhu na jednotlivé segmenty moze podnik nielen oslovit ale i trvalo
ziskat' zaujimavé trhové pozicie. Filozofia riadenia vztahov so zakaznikmi je zalozena
na aktivhom spravovani vzajomného vztahu a budovanim dlhodobo obojstranne
prospesnych obchodnych vztahov. Informac¢né technolégie zohravaju v riadeni
vztahov so zakaznikmi vyznamnu tlohu softvérovej podpory. Predkladany ¢lanok
uvadza problematiku segmentacie zékaznikov v kontexte riadenia vztahov s nimi.

Klacové slova: zdkaznik, segmentdcia, riadenie vztahov so zikaznikmi, trh

Uvod

Sacasné podnikatel'ské prostredie prechddza vyznamnymi zmenami.
Ponuka prevysuje dopyt, konkuren¢né prostredie sa stéle viac globalizuje a do pod-
nikania je vtahovanych ¢oraz viac subjektov, pisu Storbacka a Lehtinen (2002). Pre
toto obdobie je charakteristickda nutnost poskytovat zakaznikovi ¢o najviac pridanej
hodnoty.

Marketing predstavuje jeden z najdynamickejsie meniacich sa oblasti
ekonomickych vied. Rychlost zmien determinuji najmd komunika¢né formy a
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technologicka podpora komunikdcie (Mura - Lincényi, 2015). Marketing musi
pruzne reagovat na zmeny na trhu a prispésobovat’ sa novym podmienkam, novym
zakaznikom. Je mozné ocakdvat, Ze dynamika zmien a dynamika formovania
marketingovych ¢innosti sa bude este stuptiovat'.

Z uvedeného vyplyva, Ze podnikatel'sky subjekt musi venovat patriéni
pozornost’ starostlivosti o vztahy so zdkaznikmi (Customer Relationship Management).
Jednou z ciest, ako v tomto smere tispesne obstat je rozsirenie vztahov a spolupréace
so zakaznikmi. Podl'a Wesslinga (2002) je Customer Relationship Management $an-
cou na vytvorenie dlhodobo prospesnych vztahov so zakaznikmi. Podnikatel'ské
subjekty, ktoré st schopné manazovat svoj vztah so zakaznikmi tak, aby dochadzalo
k vytvoreniu dlhodobych partnerstiev, maju velkt $ancu uspiet na trhu.

Polia¢ikova (2015) predstavuje v tejto stvislosti koncept Key Account
Management ako inovativnu formu pristupu k zakaznikovi na Slovensku. Ide o ria-
denie vztahov s klta¢ovymi zdkaznikmi, obchodnymi partnermi, z ktorych v dlhodo-
bom horizonte profituji obe strany.

Dohnal (2002) dodéva, Ze kazdy podnik intuitivne chape svojich zakaznikov
ako zdroj svojej existencie, svoje procesy riadenia vztahov so zdkaznikmi sa snazi
manazovat, povazuje ich ¢asto za Specifické a jedine¢né a tdaje o nich sa snazi
zhromazd'ovat, archivovat a analyzovat za pomoci softvérovej podpory.

Material a metody

Cielom predlozeného ¢lanku je predstavenie vyznamu segmentacie zakaz-
nikov a zahdjenie fungovania systému riadenia vztahov so zakaznikmi vo vybranom
podnikatelskom subjekte. Ide o pripadovt $tadiu konkrétnej spolo¢nosti, ktora
pre vedecko-vyskumné ucely poskytla potrebné tdaje, avSak neudelila sthlas na
zverejnenie svojho obchodného mena. Z uvedeného dévodu sme zvolili oznacenie
,XY”, resp. pri jej obchodnych partneroch ronako neutralny akronym. Pre spraco-
vanie ¢lanku bolo nutné ststredit potrebny faktograficky material, tvoreny z pri-
marnych zdrojov. Tie predstavovali informécie zo skimaného podnikatel'ského
subjektu. Metodicky postup sa podriadoval vyty¢enému cielu. Pri spracovani boli
vyuzité logicko-poznavacie metédy s postupmi analyza, syntéza, indukcia, dedukcia.

Vysledky a diskusia
Predstavenie analyzovaného subjektu

Spolo¢nost XY s.r.o. vznikne ako dcérska spolo¢nost slovenskej firme
X sr.0., ktora bude mat svoju prvi pobocku v Brne. Spolo¢nost X s.r.o. vy¢lenila
na vstup na zahraniény trh ceskej spolo¢nosti sumu 30 000 EUR. Z tejto Casti sa
na procedudry spojené s nastupom spolo¢nosti na ¢esky trh minulo 16 691,07 EUR
(457 518,92 CZK). Zostatok petiaznych prostriedkov bude pouzitych na marketingo-
v stratégiu spolo¢nosti.

Bezpec¢nostné sluzby st variabilné a dokdzu poniknut mnoZstvo sluzieb
a technologickych prvkov, ktoré napomahaju pri vykonavani dohodnutych sluzieb.
Je dolezité poznat: predstavy zakaznika, presne vediet ¢o chce objednat, proti
¢omu/komu sa chce chranit. Spolo¢nost XY s.r.o. vypracuje pre kazdého zakaznika
individualny plan ochrany podla predstav a potrieb spolo¢nosti, ktorej bude za-
bezpecovat ochranu.
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Pre spolo¢nost je dolezité rozvijanie vztahov. Vztah medzi predstavitelom
spolo¢nosti a odberatelom by mal byt profesionalny, tprimny, priatel'sky. Vztah
so zakaznikom je pre spolo¢nost velmi dolezity. Kazdy dobry manaZzér pracuje
na ¢o najlepsom vztahu so zdkaznikmi. Aby vsetko dobre fungovalo, dolezita je
komunikécia. Priamy styk so zdkaznikmi bude vyhradne v tlohe riaditel'a spolo¢nosti
XY s.r.o. Komunikaciu so zdkaznikmi ohladom administrativnych, ac¢tovnych veci
bude zabezpecovat riaditel spolo¢nosti a administrativna pracovni¢ka - tctovnicka.
Komunikéacia bude prebiehat bud’ priamo - osobne medzi zékaznikom, alebo nepriamo
prostrednictvom webovych stranok, emailu, telefénu. Riaditel a administrativna
pracovnic¢ka musia dohliadat na webovt stranku spolo¢nosti XY s.r.o., neustéle ju
aktualizovat a udrziavat na vysokej trovni. Spolo¢nost XY s.r.o. si bude postupne
evidovat' vietkych potencidlnych aj existujicich zdkaznikov. Evidencia bude prebiehat
v systéme Customer Relationship Management (CRM), kde bude riaditel spolo¢nosti
a administrativny pracovnik evidovat vsetky potrebné tdaje a informacie.

Segmentacia zikaznikov analyzovaného subjektu a systém CRM

Riegenie na zvysenie hodnoty a vynosnosti vztahov so zakaznikmi, tak
isto zniZenie ndkladov na jednotlivé typy zakaznikov spociva v ich segmentacii a
vytvorenim kvalitného vztahu. Pre spolo¢nost st dolezité dobré vztahy so zdkaznikmi
a ich spokojnost, ktora sa nasledné odraza v tvorbe dobrého mena spolo¢nosti.
Samozrejme na vytvaranie vztahov su dolezity aj samotni zamestnanci spolo¢nosti
XY s.r.o. Zamestnanci, ktori budu napiﬁat’ funkciu budovania vztahov sa budu
pravidelne zucastiiovat na marketingovych skoleniach, komunika¢nych $koleniach
a vel'trhoch.

Pomocou segmentacie si spolo¢nost XY s.r.o. bude triedit klientov do
tyroch skupin. Triedenie bude podkladom pre tvorbu dalsich pracovnik vztahov,
marketingovych stratégii pri rozvijani pracovnych vztahov. Marketingové stratégie
budu klientom ,,sité na mieru.”

Marketmgovy pristup ku klientom v KT ,,A - VizZeny ceneny klient”

e Doraz na maximalny 1nd1V1dualny pristup

e Pozvanka na akcie organizované firmou: Viano¢ny vedierok, divadelné pred-
stavenie, iné.

¢ Vikendovy pobyt v kiipelnom meste na Slovensku

¢ Sledovanie osobnych sviatkov (narodenin a menin) konatelov, majitelov spo-
lo¢nosti, alebo objednévatel ov nasej spolo¢nosti a potesenie darcekom

* Moznost pripojit zdarma bytova alebo domovi jednotku na pult centrélnej
ochrany, v pripade potreby zabezpecit vyjazdovu jednotku pre konatel'a, maji-
tel'a firmy, pripadne manazérov.

* Moznost robit doprovod pri prevoze petiaznej hotovosti a cenin.

Marketmgovy pristup ku klientom v KT ,,B - Velmi cenenyj klient”

* Snaha o vyhovenie vsetkych poziadaviek klienta

* Marketing zamerany na objednanie si d'alsich sluzieb

e Pozvanka na akcie organizované firmou: Viano¢ny vedierok, divadelné pred-
stavenie, iné.

¢ Sledovanie osobnych sviatkov (narodenin a menin) konatelov, majitel'ov spo-
lo¢nosti, alebo objednévatel ov nasej spolo¢nosti a potesenie darcekom

* Moznost pripojit zdarma bytova alebo domovi jednotku na pult centrélnej
ochrany pre konatel'a firmy.
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Marketingovy pristup ku klientom v KT ,,C - Viac ceneny klient”
* Snaha o vyhovenie vSetkych poziadaviek klienta
* Marketing zamerany na objednanie si d'alsich sluzieb
* Pozvanka na akcie organizované firmou: Viano¢ny vecierok, divadelné pred-
stavenie, iné.

Marketingovy pristup ku klientom v KT ,,D - Ceneny klient”
* Snaha o vyhovenie vSetkych poziadaviek klienta
* Marketing zamerany na objednanie si d'alsich sluzieb
* Pozvanka na Viano¢ny vecierok

Marketing spolo¢nosti XY s.r.o. bude zamerany pri vSetkych triedach na
snahu o vyhovenie poziadaviek klienta, zistovanie spokojnosti klienta, zistovanie jeho
potrieb a prani. Spolo¢nost XY s.r.0. povazuje internet za vyznamny komunikacny
a informac¢ny kanal. Preto vytvorenie webovej stranky je pre marketing spolo¢nosti
velmi dolezity.

Webovéa strdnka bude vytvorend za pomoci externej spoloc¢nosti D,
s ktorou spoloc¢nost X s.r.o. dlhodobo pracuje. Bude vytvorena pre ¢esky trh, moznost
prepinania medzi ¢eskym a anglickym jazykom. Spolo¢nost XY s.r.o. vytvori svoj
acet na Facebooku, pre emailovit komunikéciu bude pouzivat priponu: @xy.cz.

Nazov webovej stranky: www.xy.com. Webovd stranka bude obsahovat:
Predstavenie spolo¢nosti

* Viziu, ciele, stratégiu spolo¢nosti
* Ponukané sluzby, produkty

* Fotografie, grafické nacrty

* Ziskané ocenenia na Slovensku

* Kontakty

Spolo¢nosti XY sr.0. zédlezi na kazdom zamestnancovi spolo¢nosti.
Spolo¢nost vie, ze kazdy zamestnanec je dolezity pre dobré meno spolo¢nosti a
budovania imidzu spolo¢nosti. Stard sa o zamestnancov pre ktorych je dolezité
dosahovanie dobrych vysledkov pre spolo¢nost. Vzdeldvacie programy - skolenia
v oblasti tcinnej bezpecnostnej sluzby a detektivnej sluzby, pre zamestnancov vy-
konava riaditel spolo¢nosti raz $tvrtroc¢ne. Zamestnanci maji dobrovolny vstup
a tcast nie je spoplatnend, ani nijako obmedzend. V ramci tychto Skoleni si zamest-
nanci obnovia pravidld komunikacie, etiky a etikety tykajtce sa ¢innosti pri vykone
povolania.

Spédtné vizba je pre kazdého podnikatela dolezitd. Mieru spokojnosti za-
kaznikov bude spolo¢nost sledovat a vyhodnocovat riaditel spolo¢nosti a to formou
ustnou - komunikaciou, alebo elektronickou - email, Facebook, webova stranka. Na
konci roka riaditel spolo¢nosti v ramci pod’akovania spolo¢nosti podnikatel'om, ktori
si objednali nase sluzby, navstivi vSetky podniky, pricom prislusnym riaditel'om,
konatelom alebo manazérom, ktori s nami komunikuji da vyplnit dotaznik spokoj-
nosti s nasimi sluzbami. Vyhodnotenie dotaznika, informacie z neho, st pre nas dole-
Zita spatna vazba, na zaklade ktorej méZzeme menit pracovné aj marketingové stratégie.

Projekt vytvarania vztahov so zdkaznikmi (Customer Relationship Management)
je naro¢ny proces. Prebieha v neustédle meniacich sa podmienkach a preto je dolezity
spravny vyber pracovnikov a procesov, ktoré budu prebiehat. Zodpovedna osoba
za tento projekt bude riaditel spolo¢nosti XY s.r.o. Do projektu vsak budt zapojeni
vetci zamestnanci spolo¢nosti. NajdolezitejSiu tlohu v ramci projektu bude mat
riaditel spolo¢nosti XY s.r.o. Hlavné tlohy riaditel'a budu:
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* Zoznamit sa s celym projektom, s viziou, stratégiou, cielmi, jednotlivymi krokmi
projektu

Manazovat cely projekt a jednotlivé jeho kroky

Komunikovat' s externymi firmami, ktoré buda pracovat v rdmci projektu
Informovat spolo¢nost X s.r.o. na Slovensku, konkrétne riaditel spolo¢nosti
o prebiehajticich ¢innostiach projektu

* Vyhodnocovat projekt

V ramci zavédzania systému CRM budt I'udské zdroje zapisované v polozke
Marketing - Osoby, kde sa bude presnejsie uvadzat: priezvisko osoby, funkciu,
oddelenie, mobil, email, popis, asistent. V ramci oddelenia sa uvadza, ¢i ide o externého
alebo interného pracovnika. Takto bude presne uvedené, ktoré osoby budu zodpo-
vedné za jednotlivé Casti projektu.

Ukoncenie projektu bude uskuto¢nené riaditelom spolo¢nosti XY s.r.0. a
riaditelom spolo¢nosti X s.r.o0.. V rdmci projektu budi ukoncené vsetky administrativ-
ne tkony, ¢asovy harmonogram, naklady, priprava kompletnej dokumentécie a pod..

Implementécia systému CRM do projektu vytvarania vztahov so zédkaznik-
mi by malo zlepsit a sprehl'adnit fungovanie spolo¢nosti. Zavedenie prvkov systému
CRM by malo priniest pozitivne vysledky pre spolo¢nost XY s.r.o..

Z cielov spolo¢nosti XY s.r.o0. je: , V roku 2018 dosiahnut obrat 1 milién EUR.”,
o Ziskat zdkazku minimdlne jednu velkii korpordciu, zakazku. Dany projekt vytodrania vztahoo
so zdkaznikmi by mal byt podstatnym krokom k tymto cielom. Ci sa stanovené ciele podarilo
dosiahmut sa zisti priblizne o tri roky. Cesta smerovania nam vSak bude prezradzat skor, ¢i je
uskutocnenie ciela redlne.”

Zaver

V ramci tvorby projektu vytvarania vztahov so zakaznikmi (CRM)
je jednou z moznosti rozvijania vztahov ich konsolidécia. MoZze sa jednat o urcité
benefity pre dlhoro¢nych klientov, pre klientov, ktori maji vyssi pocet straznych
miest, pre klientov , zoucnych mien”, klienti, ktori si objednali viacero sluZieb stucasne,
atd’. Aj z hladiska pontkania benefitov pre klientov je dolezita segmentacia zakaznikov.

Ulohou segmentacie je zaradit zékaznikov do klasifikaénych tried
na zaklade danych kritérii. Tymto sposobom vieme lepsie vyhodnotit stratégie
pre dalsiu komunikaciu so zakaznikom a navrhnat to najoptimalnejSie rieSenie
pri marketingovej komunikéacii. Segmentacia zakaznikov sa bude vykonévat aj kvoli
implementacii CRM do spolo¢nosti, ¢im sa nésledne zvoli pristup pre jednotlivé
segmenty. Jednotlivé kritéria pre segmentdciu budu: vyska obratu za poslednych
12 mesiacov, kombinacia objednanych sluzieb, pocet straznych miest, miera riziko-
vosti objektu. Na zéklade zvolenych kritérii a priradenych hodnét jednotlivym
kritériam a podla vzorca zaradime podnik do klasifika¢nej triedy. Vytvorili sme Styri
Klasifika¢né triedy: A, B, C, D (A - Vazeny ceneny klient, B - Vel'mi ceneny klient,
C - Viac ceneny klient, D - Ceneny klient). Triedenie bude podkladom pre tvorbu
dalsich pracovnych vztahov, marketingovych stratégii pre rozvijanie pracovnych
vztahov. Spitna vizba je pre kazdého podnikatela délezitd. Mieru spokojnosti
zakaznikov bude v spolo¢nosti sledovat a vyhodnocovat riaditel spolo¢nosti a
to formou ustnou komunikaciou, alebo elektronickou - email, Facebook, webova
stranka. Na konci roka riaditel spolo¢nosti da vyplnit dotaznik spokojnosti s nasimi
sluzbami vsetkym klientom. Vysledky dotaznika sa stand podkladom pre dalsie
zvolené ciele podniku a marketingové stratégie spolo¢nosti.
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Implementécia systému CRM do projektu vytvarania vztahov so zédkaznik-
mi by malo zlepsit a sprehl'adnit fungovanie spolo¢nosti. Zavedenie prvkov systému
CRM by malo priniest pozitivne vysledky pre spolo¢nost S s.r.o. Vyhodnotit cely
projekt bude mozné az po uréitom case na zaklade splnenia jednotlivych ciel'ov
spolo¢nosti. Az neskoér budem vidiet, ¢ spolo¢nost vypracovala spravny projekt
vytvarania vztahov so zdkaznikmi. Zaverom predpokladdme, Ze tento projekt bude
spravnym zaciatkom pre novovznikajtcu spolo¢nost XY s.r.0. na ¢eskom trhu.
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NIEKOI'KO POZNAMOK K RIADENIU VZTAHOV
SO ZAKAZNIKMI

SOME NOTES ON CUSTOMER RELATIONSHIP
MANAGEMENT

Jaroslav NOVOTNY

Katedra manazmentu, Dubnicky technologicky instittit v Dubnici nad Vdhom

Abstract

The customers” requirements for the quality of products and services offered
have been growing. Companies have not stopped searching for new possibilities of
their growth and improving the position in market. It has been proved that effective
customer relationship management (CRM) can result in a competitive advantage. The
concept of CRM brings a new potential that can be utilized in a competition. Customer
relationship management is aimed at building, developing and sustainability of the
relationship. The paper presents some opinions on CRM.

Key words: customer, customer relatioship management, competitive advantage

Abstrakt

Stcasny zakaznik je ¢oraz naroc¢nejsi vo vztahu k produktom a poskyto-
vanym sluzbam. Podniky hl'adaji nové moznosti a zdroje pre svoj organicky rast.
Ukazuje sa, Ze aktivna starostlivost o vztahy so zdkaznikmi prind$a podnikom zdroj
konkurenénej vyhody. Koncept riadenia vztahov so zdkaznikmi (CRM) pontka
moznost vyuZzit novy potenciél v konkuren¢nom boji. Riadenie vztahov so zdkaznikmi
predstavuje aktivne zameranie na tvorbu, rozvijanie a trvalt udrzatelnost tychto
vztahov. V predlozenom ¢ldnku uvadzame niektoré pohlady na CRM.

Klucové slova: zikaznik, riadenie vztahov so zikaznikmi, konkurencnd vjhoda

Uvod

Podnik, ktory chce byt na trhu dspesny, by mal svoje podnikatel'ské ak-
tivity odvijat od potrieb zakaznikov. Je potrebné si uvedomit, Ze tspech na trhu
neprichddza sam od seba. Odhalenie zédkaznickych potrieb a monitoring spotrebi-
telského spravania sa stavaju kltdcovymi determinantmi v ramci marketingového
vyskum trhu. Podnikatel'skd tispesnost nezavisi od toho, ¢o si podnik mysli, ze za-
kaznik potrebuje, ale od toho, ¢o zdkaznik pozaduje bez ohladu na nazor
spotrebitel'ského spravania zo strany podnikatela.

Spotrebitel'ské spravanie méd v celej Sirke marketingu popredny vyznam,
konstatuje Koudelka (1997). Spravanie spotrebitela definuje autor ako velmi obsiahly
komplex navzajom prelinajicich sa zloziek poésobiacich na seba. Ide o spravanie
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koneénych spotrebitelov rozli¢nych produktov a sluZzieb, pretoze sa vztahuje

na ziskavanie a odkladanie spotrebnych statkov. MozZnosti, ako pristupovat

k spotrebitelskému spravaniu a k vztahom so zdkaznikmi je hned niekol'ko.

Za zékaznika povazujeme osobu, ktora statok kupuje, za spotrebitela osobu, ktora

dany statok spotrebuje. Podl'a autora sem mézeme zaradit napriklad:

e psychologické pristupy, ktoré st zalozené na vztahu psychiky ¢loveka (zdkaz-
nika, resp. spotrebitela a jeho spravanim),

e sociologické pristupy, ktoré pri spotrebitelskom spravani sleduju ako ludia
konaju v jednotlivych situdciach, resp. aké je ich spravanie v réznych socidlnych
situacidch a aké faktory toto spravanie determinuja,

e  ekonomické pristupy, ktoré predovsetkym vysvetluju vysledok raciondlnych
avah spotrebitel'a. Sem zarad'ujeme determinanty ako cena, uZitok, indiferen¢na
krivka, prijem spotrebitel'a a pod.

Sktmanie spotrebitel'ského spravania je zédkladna a klticova metéda zis-
kavania informadcii a stcasne je to predpoklad pre kreovanie, budovanie a riadenie
vztahov so zdkaznikmi. V mnohych pripadoch je za podnikatel'skou netispesnostou
na trhu prave skuto¢nost, Ze podniky nevenuju patri¢nt pozornost svojim za-
kaznikom, ich ¢innost je zaloZena na principe ,tu a teraz”, bez jasnej podnikatel'skej
¢i marketingovej stratégie, bez vizie. Takéto spravanie podniku je velmi kratkozraké
a moze fungovat iba v kratkodobom horizonte, pretoze konkurenéné podniky st
vsade okolo a ¢akajt iba na to, kedy mézu vyuzit trhova prilezitost, ktord nevyuzil
iny subjekt.

Ukazuje sa teda, Ze pod vplyvom silného konkuren¢ného boja na glo-
balizovanom trhu umocnenom internacionalizaciou podnikatel'skej ¢innosti musia
podniky aplikovat prvky strategického manazmentu a marketingu. Manazment pod-
nikov musi premyslene konat, aby dosiahol vytyceny ciel, pripominaju Hadvabny,
Korimové, Buleca a Cervena (2014).

Za stratégiu treba podla Hordkovej (2000) povazovat schému, postup,
ktory naznacuje, za akych podmienok je mozné dosiahnut vytycené ciele podniku.
Ide vlastne mozné kroky a ¢innosti, ktoré prijimame aj s rizikom, Ze ¢iastocne
nepozname budtce podmienky, okolnosti a stvislosti. Kone¢nym ciel'om stratégie je
dosiahnut stc¢innost’ vsetkych aktivit podniku a vytvorit jednotny celok. S aplikaciou
na marketing autorka piSe, Z marketingovd stratégia je zamerana na dosiahnutie
perspektivnych marketingovych ciel'ov v konkrétnom marketingovom prostredi.

Riadenie podnikatel'skych aktivit by sa malo teda odvijat od potrieb
zakaznika. Dnes vSak uZ nestaci iba zistovat jeho potreby jednorazovo prostred-
nictvom marketingového prieskumu, ale je potrebné na tdto ¢innost nazerat ako
dlhodoby proces. Kym zaciatok 20. storo¢ia bol zamerany v podnikovej sfére na
reinziniering, nasledne na budovanie informac¢no-komunikaénych technolégii, dnes
sa pozornost sustreduje na znalosti. Ak podnik nebude disponovat podrobnymi
znalostami o trhu, o poziadavkach a praniach zakaznikov, ktoré sa v ¢ase neustéle
menia, nemdZze byt tspesny. Zakaznik a jeho Zelania sa stavaju zdrojom pre dalsi
rast a uspesnost podniku na trhu. V zaujme toho, aby sme viac pochopili rozdiel
medzi marketingom a riadenim vztahov so zakaznikmi, predkladdme tento ¢lanok.
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Material a metody

Cielom predlozeného ¢lanku je poukézat na niektoré aspekty systému,
resp. konceptu vztahov so zadkaznikmi (Customer Relationship Management).
Pre spracovanie ¢lanku bolo nutné zhromazdit potrebny material, ktory tvoria
sekundarne literarne pramene. Tie predstavovali odborna a vedeckd literattra.
Metodicky postup sa podriadoval teoretickému charakteru ¢lanku a vyty¢enému
ciel'u. Pri spracovani boli vyuzité vedecko-poznavacie metddy s jej postupmi induk-
cie, dedukcie, analyzy a syntézy.

Vysledky a diskusia

Pozicia zakaznikov je stile silnejsia, a preto je nutné posilnit dlhodobé
vztahy s nimi, a to diferencovane podla potrieb zakaznikov a v zévislosti na ich
hodnote pre podnik. Spokojni a lojélni zdkaznici st kone¢nym testom kvality prace
jednotlivych podnikov. Uloha zakaznikov sa vo vzdjomnom vztahu meni. Podniky
si nemo6zu dovolit konat tplne samostatne - vyvijat nové vyrobky, menit predajné
kanaly bez zretela k zdujmom spotrebitelov. Spotrebitelia maji dnes moznost vyu-
zivat pocitacovu siet Internet, tym padom maja prehlad o blizkych a vzdialenych
podnikoch a ich ponukach. Zacastituja sa dialégu, vytvéraju zaujmova zdruZzenia,
organizuju sa na socialnych sietach. Byt zakaznicky orientovanym podnikom je
nikdy nekonciaci proces riadenia vztahov, pre ich uspokojovanie, prijemné prekvape-
nie a ziskavanie ich oddanosti a lojality (Novotny, 2015).

Viadsina spolo¢nosti sa snazi najst a aplikovat do svojich obchodnych a
marketingovych procesov vhodné nastroje a metédy. Jednou z metdd, ktora v posled-
nej dobe naberd na vyzname, je rieSenie tychto procesov pomocou Customer
Relationship Management., V preklade riadenie vztahov so zakaznikmi. Ide o stbor
nastrojov, metéd a opatreni k ziskavaniu klientov, ich udrzaniu a rozvijaniu vzajom-
ného vztahu medzi podnikatel'skym subjektom a zakaznikmi.

Znalosti zakaznikov a trhového prostredia patria ku kltac¢ovym faktorom
zaru¢ujucim dspech na trhu. Je nevyhnutné dokazat s tymito informaciami spravne
pracovat, dokazat ich analyzovat a nasledne odhadnut buddci vyvoj situdcie. Medzi
typické rysy sucasnych obchodnych vztahov patri aj fakt, Ze zakaznik nechce len
produkt, ale ¢im dalej tym viac vyZzaduje kompletny produkt. Tento totiz zahfa aj
vyrieSenie problému, kvoli ktorému je dany produkt kupovany. Navyse dnesny
zakaznik je velmi naro¢ny; ofakava individualny pristup, priaznivé ceny, pripadne
dodéavku potrebnych komplementov, naslednt starostlivost v podobe servisu atd’.
Preto je potrebné sa riadeniu vztahov so zakaznikmi intenzivne a stistavne venovat.

Tak ako rastie konkurencia na trhu, sa ¢oraz tazsie ziskavaju novi a este
tazsie udrzuju stéli zdkaznici, preto vyznam Customer Relationship Managementu
umerne rastie. Chapanie pojmu CRM (riadenie vztahov so zakaznikmi) sa ustélilo
v zmysle podnikatel'skej stratégie pre vyber a riadenie najhodnotnejsich vztahov
so zakaznikmi. CRM je teda podnikatel'ska filozofia a firemnd kultdra orientovana
na zakaznika, ktord podporuje efektivne, obchodné a servisné procesy. CRM je
sposob, ako sa firma sprava ku svojim zdkaznikom, ako sa so zdkaznikmi udrzuju
vztahy a ako tieto vztahy vyuzivaji k svojmu a ich prospechu.

Wessling (2002) charakterizuje Customer Relationship Management ako
aktivnu tvorbu a udrziavanie dlhodobo prospesnych vztahov so zdkaznikmi. Nejde
o samoucelni metédu a nejde o novy trend v oblasti marketingu ¢i odbytu. CRM je
celkom nové rieSenie, ktoré vo svete obchodu sposobuje doslova revoltciu.
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Uspeéni manazéri vratane Jana Muhlfeita, vrcholového manazéra ¢eského
Micsrosoftu, uvddzaji, ze zakladom tuspesnych predajov je trvald spoluprace s uz
ziskanymi zdkaznikmi. Jednym z dovodov je presytenost trhu v kombinacii so
stcasnym hospodérskym ttlmom. Je teda prirodzene Ziaduce si svojho zakaznika
doslova hyckat a predchadzat, predvidat jeho potreby.

Napriek tomu, Ze dne$na situacia je pre mnoho podnikov velmi naro¢nd,
moze im na druhd stranu pomoct popracovat na zefektivneni podnikovych proce-
sov a zamerat sa na prdve na riadenie vzdjomnych vztahov so zdkaznikmi a
obchodnymi partnermi.

Mnoho podnikov vnima zakaznikov ako zdroj svojej existencie. Preto by
hlavnym cielom podnikov, ktoré st zdravo dravé a chct uspiet v dnesnej konkurencii,
mala byt snaha udrzat si svojich kltucovych zakaznikov, obchodnych partnerov.
Pre podnikatel'sky subjekt je predsa lepsie starat sa a pestovat vztah s existuju-
cimi, dlhodobymi zakaznikmi ako sa snazit primit k jednorazovej kipe novych
spotrebitelov, a to len za predpokladu vedenia cenovych vojen.

Komunikacia so zdkaznikmi je zaistnd vhodnymi technolégiami, ktoré
predstavuju pre manazment podniku samostatné procesy s pridanou hodnotou.
Podl'a Wesslinga (2002) ma Customer Relationship Management tri hlavné prvky:

. Tudia,

*  procesy,

e technologie.

Autor upozoriiuje, Ze existuje medzi nimi tizka stvislost' je dopliiuje ich
stvrty prvok. Dostavame potom k nasledovnym prvkom:
e ludia (na mysli mame I'udsky kapital, zakaznikov),
*  obchodné procesy (na mysli mame zameranie a prelinanie jednotli-
vych obchodov),
o technolégie (na mysli mame druh, rozsah, oblast pouZitia a ustalenost),
*  obsahy (na mysli mame tdaje a obsah).

K podpore Customer Relationship Managementu zo strany technologic-
kych rie$eni sa vyjadril okrem inych autorov aj Dohnal (2002). Riadenie vztahov so
zakaznikmi je potrebné chapat ako formu elektronického podnikania, resp. jeho
platformu, ktora vznikla a tzko stvisi s rozvojom informa¢no-komunika¢nych tech-
nolégii. Koncept CRM umoziiuje vyuZzivat sticasné technologické rieSenia v riadeni
podnikovych procesov. Sofistikované softvérové riesenia umoziuju podnikovym
manazérom nielen ziskavat a vyhodnocovat informacie o zakaznikoch, ale tiez
prostrednictvom matematickej pravdepodobnosti predvidat mozné budtce spra-
vanie zdkaznikov a vyvoj na trhu.

Vychéddzajuc z uvedeného sa filozofia podniku v oblasti vztahov so
zakaznikmi md orientovat na samotnych zédkaznikov a nie na tvorbu produktov.
Tento jav zachytdva obrdzok 1. Takéto chapanie akcentuje na sti¢asny rozvoj vztahov
so zédkaznikmi a obchodnymi partnermi. Je orientované nie na vysledok vo forme
produktu, ale na zdkaznika celého. To znamena, ze podnik okrem uspokojenia jeho
potrieb zistuje spadtnt vdzbu a moznosti, ako d’alej rozvijat' tento vzdjomny vztah.

123



Obrizok 1 Zmena paradigmy konkurencie

Konkurencia zamerana Konkurencia zamerana
na produkty na zakaznikov

A A

—>

Potreby zékaznika
a jeho spokojnost

Zakaznici

v

>
>

Zdroj: Dohnal (2002) a upravené

Zaver

Na zéver predlozeného ¢lanku uvadzame nasledovné konstatovania a
konzekvencie:

e sledovanie aktivit konkuren¢nych podnikatel'skych subjektov je iba parcidlna
¢ast ochrany podniku pred naskokom konkurencie,

*  nedostatok informécii o Zelaniach zédkaznika moze byt pre podnik vyznamné
podnikatel'ské riziko,

e okamihové marketingové prieskumy st uz nedostacujice pre udrZzanie sa
podniku na trhu,

e kratkodoby zaujem podniku o zakaznika sa musi zmenit na dlhodoby monito-
ring a hlavne dlhodobt spolupracu,

e vztahy so zdkaznikmi je mozné usmeriiovat v prospech oboch stran, t.j. riadit ich,

e filozofia riadenia vztahov so zakaznikmi sa vytvara od prvych kontaktov s trhom
a zédkaznikom,

e riadenie vztahov so zdkaznikmi predstavuje moderny, uc¢inny a komplexny
podnikovy systém,

*  podpora riadenia vztahov so zdkaznikmi informac¢no-komunika¢nymi, no najma
softvérovymi technolégiami umoziiuje podnikatel'skym subjektom ziskat celkovy
pohlad na spavanie zakaznika s moznostou predvidat jeho reakcie do budtcna,

e riadenie vztahov so zdkaznikmi je mozné vnimat ako $ancu na vytvorenie
perspektivnych a prospesnych vztahov,

e riadenie vztahov so zdkaznikmi musi byt obojstranne vyvazeny vztah, tj.
Ziadna zo ztcastnenych stran (zdkaznik; podnik) by nemal vystupovat v pozicii
nadradeného ¢i podriadeného subjektu,

*  vo podnikovej filozofii ma prist k zmene paradigmy: z konkurencie orientovanej
na produkty na konkurenciu orientovani na zakaznikov.

124



Literatara

1. DOHNAL, J. (2002). Rizen{ vztahti se zakazniky. Praha: Grada Publishing, 2002,
161 s. ISBN 80-247-0401-3

2. HADVABNY, M., KORIMOVA, J., BULECA, J., CERVENA, K. (2014). Ekonomika
a management cvic¢enia. Kosice: Edi¢né stredisko UVLF, 2014. 207 s. ISBN 978-
8080-77-452-3

3. HORAKOVA, H. (2000). Strategicky marketing. Praha: GRADA Publishing, 2000,
152 s. ISBN 80-7169-996-9

4. KOUDELKA, J. (1997). Spottebni chovéani a marketing. Praha: GRADA Publishing,
1997, 192 s. ISBN 80-7169-372-3

5. NOVOTNY, J. (2015). Instrumentérium CRM na trhu vyherni techniky. Ostrava:
KEY Publishing, 2015. 103 s. ISBN 978-80-7418-233-4

6. STORBACKA, K., LEHTINEN, J. (2002) Rizeni vztahti se zakazniky. Customer
Relationship Management. Praha: GRADA Publishing, 2002, 167 s. ISBN 80-7169-
813-X

7. WESSLING, H. Aktivni vztah k zdkaznikdm pomoci CRM. Praha: GRADA
Publishing, 2002, 192 s. ISBN 80-247-0569-9

Kontaktna adresa:

PhDr. Mgr. Ing. Jaroslav Novotny, PhD., MSc., MBA, Katedra manazmentu, Dubnicky
technologicky institit v Dubnici nad Vahom, Sladkovi¢ova 533/20, 018 41 Dubnica
nad Vahom, Slovensko, email: novotny@dti.sk

125



A LOGISZTIKAI INFRASTRUKTURALIS FEJLESZTES
BIZTONSAGMENEDZSMENT KERDESEI INTEZMENYI
OLDALROL

SAFETY MANAGEMENT ISSUES OF LOGISTICAL
INFRASTRUCTURAL DEVELOPMENT FROM
THE INSTITUTIONAL ASPECT

) Judit OLAH, Lészl6 TERJEK, )
Beatrix RONAY-TOBEL, Mikl6s PAKURAR, Adrienn HORVATH

Institute of Applied Informatics and Logistics, Department of Logistics Management
University of Debrecen Faculty of Economics and Business

Abstract

In this publication, the authors have examined the situational relations
between the infrastructural development and road transportation safety. EU’s effort
is the improvement of the road safety, which is closely associated with development
of the infrastructure. In this issue from the institutional side the authors have
examined road transport controls and inspections experiences in the cases of logistics
organizations, truck drivers and vehicles. They have found that among the logistics
operators are a kind of high economic pressures and competition situations which are
a determining factor in the decisions-making, mainly in that cases what is connected to
the road transport safety. The safety values and safety responsibilities have found in
the economic sacrifices. The irresponsible risk taking and infraction permissive attitude
among employees are widespread, but, as the underlying cause this attitude among
employers are very frequent as well. The essential factor of the progress is the safety
culture development. This coordinated work will have feasible, only with science-
based workmanlike complex device-system.

Keywords: transportation, audits, controls, road safety, safety culture,

Osszefoglalas

A szerzSk a novekvd titemt infrastrukturalis fejlédés és a kozlekedésbiz-
tonsag kapcsolatat vizsgaltdk. Hazai és EU torekvés is a kozuti kozlekedés biztonsa-
génak novelése, illetve javitdsa, amely egyiitt jar infrastrukturalis fejlesztésekkel.
A szerz6k szekunder adatfeldolgozéssal elemzik kozutak és a szallitas infrastruk-
turdlis fejlesztését és/vagy fejlédését. Kapcsolddva elemzik a kozlekedésbiztonsag
helyzetének alakuldsidt és a fejlédés iranyelveit, elvarasait. Megallapithat6, hogy
a kozuti fuvarozasban a gazdasidgi nyomas miatt, versenyhelyzetnek és a
kockazatvallalasnak els¢ értékdldozatai kozott ott van a biztonsag. A felel6tlen
kockazatvallalas és szabalykeriil6 magatartds nem csak a munkavallalok korében,
hanem, a munkaltaték korében is magas szintli. A helyzet javulasinak alapvetd
feltétele a kozati kozlekedés és szallitmanyozas infrastrukturalis és technikai
lehet6ségeit kihaszndlé és alkalmazo, biztonsagi kultira fejlesztése. A biztonsagi
kulttra fejlesztése csak tudomanyosan megalapozott, szakszerti, komplex eszkoz-
rendszerrel 6sszehangolt munkéval vihet6 véghez.
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Bevezetd
A kozati szallitmanyozas EU-s és hazai helyzete

A széllitasi teljesitmények folyamatos névekedésérél elmondhato, hogy a
kozit egyre nagyobb szereppel bir hazankban és Eurépaban (EU) egyarant. Ehhez nem
csak az uthalézatok intenziv fejlesztése jarult hozza, hanem hazéank sajatos foldrajzi
helyzete a kozép eurdpai térségben. Az egyre novekvé és élesed gazdasdgi verseny
és a pénziigyi rendszer sajatossaga hatdsara az elsédleges cél a vallalatok szaméra
a piaci versenyképesség fenntartdsa, ami, mint gazdasagi prioritas természetesen
begytirtizott az allami politikaba is. Egy orszag mindig olyan gazdasagi erét jelent és
képes felmutatni, amilyen a sajat nemzeti vallalatainak az ereje. Az EU teherszallitasi
stratégidja alapvetSen a teherszallitds hatékonysagara, fenntarthatosagara, integra-
ci6jara helyezi a hangsulyt. Ugyanakkor az dru szabad dramlasédnak alapelve teljesen
atalakitotta hazédnkban a fuvarozési dgazat szakmai hozzaallasat. A teljesitmények
emelése kozponti kritériummd valt a versenyképesség megérzése érdekében. E
nyomasnak gyakran dldozatava valik a biztonsag. Vilagszerte régen fennall6 probléma
a kozuti fuvarozasnak tulajdonitott kozegészségiigyi probléma, melynek direkt
és indirekt hatédsai jol elkiilonithet6k. A direkt hatdsok kozé sorolhaték kozvetlen
anyagi karok és kornyezetkdrositasok, melyek leginkdbb balesetek és katasztréfak
megtorténésével realizalédnak (Friswell-Williamson, 2010; Smith - Williams 2014).
Az indirekt hatasok jol elkiilonithet6k, de tartalmukban, terhel6 hatasukban nehezen
felmérhetdk, igy példaul kornyezeti és tarsadalmi dimenzidkban specialis vizsgélati
modszerek nélkiil nehéz vizsgalni 6ket. A koziti fuvarozas nagymértékd novekedése
igen sok karos mellékhatassal jar. Nem csak az okoz gondot, hogy az aru mozgatdsanak
ez a moédja rendkiviil kérnyezetszennyezd, hanem az is, hogy ebben a kozlekedési
dgazatban joval tobb a baleset s ez nagy anyagi terhet r6 az Eurépa és a vilag
orszagaira egyarant. Példaul az Egyesiilt Allamokban halalos kézati balesetek 8%-a
tulajdonithaté a nehézgépjarmtivek balesetihez (Kanazawa et al. 2006). Ugyanakkor
Ausztraliban a deklaraltan a legveszélyesebb foglalkozds a nehéz szallit6jarmii veze-
tés (SafeWork Australia, 2011). A kozutak zstfoltsdga fokozédik és az infrastruktara
gyakran ezzel nem tud lépést tartani. A tdrsadalmi és politikai akarat és nyomas
hatdsédra az intézményi torekvés fontos célkittizése a kozuti halalos balesetek
szamanak csokkentése. E torekvés ellenszelét adta és adja, a schengeni hatarok
megsziinése, amivel a szallitmanyok megéllas nélkiil, ,ellendrizetleniil” szelik at
Eurépa ttjait, az esetek dontd tobbségében tdlmunkara kényszeritve a gépkocsi-
vezetSket, ezzel jelentésen novelve a baleseti kockazatot. A kérdés vizsgalata, in-
tézményi dimenziébol ravilagit a jelenlevé problémaékra és azok sziikséges stratégiai
megoldasaira. A tehergépkocsi balesetek a gépjarmtivek nagy tomege és mérete
miatt stlyos kovetkezményekkel jarnak. Ehhez hozzijarul a tehergépjarmt vezet6i
munkakornyezet osszetett kockdzati rendszere, aminek egyik f6 eleme maga az ember
szubjektiv képességeinek, figyelmi kapacitdsdnak, személyiséghez, korhoz, férad-
saghoz illetve vezetési id6hoz kot6éds valtozékonysaga (Cuenen et al. 2015). Ennek
ellenére az ilyen balesetek okainak megfelel6 mélységti feldolgozadsa meglehetésen
hidnyos (Berta, 2009); nemcsak nélunk, hanem Eurépaban is (Holl6 et al., 2010).
Hazankban a kozlekedési balesetek kovetkeztében évente tobb szazan vesztik életii-
ket (Holl6, 2008), emellett mintegy 120-150 millidrd forintos veszteséget okoznak.
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Mindemellett a széllitasi teljesitményeket figyelembe véve elmondhato,
hogy a koziut egyre nagyobb szereppel bir hazénkban és Eurépaban egyarant.
A teljes eurdpai druforgalom mintegy 70%-a tehergépjarmtiveken torténik. 2001-ben
a kozuti kozlekedés teljesitményének részaranya az aruszallitasi piacon 44%-os a
part menti tengerhajozas 41%-aval, a vasuti kozlekedés 8%-aval és a belvizi hajézas
4%-aval szemben. A Fehér Konyv (EB 2001) szerint a novekvé kozlekedési igényeknek
koszonhetSen torlédasok figyelhet6k meg a f6 kozutakon és vasttvonalakon,
a varosokban és a repiilSterek kornyékén, amelyek csak tetézik a meglévé problé-
makat, a kozuti kozlekedés kornyezetszennyez6 és egészségkérosité hatdsait valamint
a kozuti balesetek altal okozott stilyos veszteségeket. Az Intézményrendszer oldalarél
a kozlekedsk allnak a kozlekedéspolitika kozéppontjdban, e témakor koziil méra
talan a legfontosabba valt a kozlekedésbiztonsag. A kozutat tobb gazdasagi szerepld
és dgazat haszndlja. Ez olyan kockdzatnovel6 tényezd, amit nagyon nehéz kezelni.
Az intézményi elhatdrozasoknak csak felel6s célorientélt programalkotas tehet eleget.
Hazai célkittizések kozott szerepelt, hogy a kozuti kozlekedési balesetben elhunytak
szamat 2010-re 50%-kal kell csokkenteni 2001-hez képest (Berta-T6th, 2010). Ehhez
az elhatdrozashoz csatlakozik az EB 2011-es Fehér Konyvi kitétele, miszerint:
,a koziiti baleseti haldlozdst 2050-re szinte nulldra kell csokkenteni. E céllal dsszhangban
az Eurdpai Unio arra torekszik, hogy 2020-ra felére csokkenjen a koziiti sériilések szdma.
Gondoskodni kell arrdl, hogy az Eurdpai Unié a kozlekedésbiztonsigban és kozlekedésvé-
delemben vildgelsd legyen valamennyi kozlekedési mod tekintetében.”

A kozut a legkockazatosabb kozlekedési agazat, ezért jelentds beavatko-
zasra van sziikség. A balesetek kozvetlen koltsége évi 45 Mrd eur6, a kozvetett
koltségek ennek mintegy harom-négyszeresét jelentik. A Fehér Konyv tehét az éves
koltséget igy 160 Mrd euréra teszi, ami az EU GNP-jének 2%-a.

A 2001-es Fehér Konyvnek 2006-ban kiadott félidei feliilvizsgalata (EB
2006) osszeveti az elért eredményeket és a tapasztalhaté tendencidkat a 2001-es Fehér
Konyvnek a vonatkozé részeivel. 1995 és 2004 kozott az aruszallitas volumene 28%-
kal nétt, ezen beliil a kozuti aruszallitdas 35%-kal. Az EU-n belili kozuati forgalom
részaranya az aruszéllitds esetében 44%. A kozlekedési modok részardnya hosszu
tdvon varhatéan stabilizalodni fog.

1. Abra A teherszillitds virhatd novekedése szdllitdsi modonként
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A 2000 és 2020 kozotti id6szakra a félidei feliilvizsgélat 52%-os GDP
novekedést, a teherfuvarozas 50%-os teljesitmény-novekedését varta. Ezt szemlélteti
az 1. abra, melybdl kittinik, hogy az aruszallitas novekedése progressziv jellegii és
nem varhatd, belathaté idén beliil, csokkenés és/vagy stagnalas. A teherszallitas
novekedéséhez feltétlen kapcesolodik egyféle infrastrukturalis fejlesztési igény is, amely
nem csak a mennyiségi, de a mindségi és biztonsagi elvarasok emelkedését is maga
utan vonja.

A biztonsagi elvarasokkal Gsszeftiggésben a kozlekedésbiztonsdg f6 mé-
részama, mint negativ aspektust mérészam, a haldlos kozuti kozlekedési balesetek
szamanak alakulasa. Ennek az adathalmaznak a csokkend tendencidjat a 2. abra
mutatja.

2. Abra Haldlos balesetek szamdnak el6iranyzata és tényleges helyzete 1990-2006

—a— 2010 objective - 25.000 lies o save
—a—EU25 fatalies
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Forrds: Community Road Accident Database, 2007

A 2. 4dbra szemlélteti a Fehér Konyvben megfogalmazott kozlekedésbiz-
tonsagra vonatkoz6 célkitlizés teljestilését is. A félidei feliilvizsgalatkor a halalos
baleset szdmat, az adatok szerint, sajnos csak 24%-kal alacsonyabbra, 38.600 esetre
sikertilt leszoritani, szemben az eredetileg megfogalmazott 34.000 darabos, 33%-s
csokkenési elirdnyzattal, ami 4.600 emberélettel tobbet mentett volna meg az Eurépai
Unié utjain. Elmondhato, hogy a 2011-es kozlekedéspolitikai Fehér Konyvben (EB
2011) a régi kihivasok listdja nem csokkent jelent6sen, hanem tjakkal egésziilt ki.
A téma szempontjdbdl kiemelendé az a célkitizés, miszerint 2030-ra a 300 km-t
meghaladé tavolsagu kozuti aruszallitds 30%-at, 2050-re 50%-at kell kivaltani mas
modokkal. Alapvet6 jelenségként irhato le, hogy a schengeni hatarok megsziinésével
a szallitmanyok megallas nélkiil, ,ellenérizetleniil” szelik at Eurépa utjait, az esetek
donté tobbségében tilmunkdra kényszeritve a gépkocsivezetSket, ezzel jelentésen
novelve a baleseti kockdzatokat. Ennek a helyzetnek a normalizaldsara sziiletett
meg a 2006. marcius 15-i (2006/22/EK) eurépai parlamenti és tanécsi iranyelv, amely-
nek célja, hogy a munkaid6 szervezésével kapcsolatban minimumksvetelményeket
allapitson meg a kozati fuvarozasban utazé tevékenységet végz6 személyek
egészségének védelme és biztonsdgénak javitdsa céljabol, illetve, hogy fokozza
a kozuti kozlekedés biztonségét és dsszehangolja a versenyfeltételeket (2006/22/EK).
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Ehhez kapcsolédéan nemzetallami szinten intézményi oldalrol a kovetkezd
kérdések vetédnek fel; Hogyan tud a kormény intézményrendszere ezekre a
kihivasokra valaszolni? Milyen eszkozrendszere van erre? Az allam fiskalis eszkozeivel
két modon tudja elérni ennek a célrendszernek a megvaldsulasat, egyrészrél a
szakmdhoz jutds feltételeinek szabalyozasdval (261/2011. (XIL. 7.) Korm. rendelet),
masrészrél hataskorrel rendelkez6 éllami szervek altal elvégzett kozuti és telephelyi
ellendrzések szamanak és hatékonysaganak novelésével (66/2007. (IV. 4.) Korm.
rendelet). Mindezek végrehajtdsa magasabb tuddsszintet, minségi és preventiv
hozzéallast, valamint korszerti infrastruktirat kovetel, ha nem is teljesiil de igényt
generdl. Osszességében pedig magas szinti biztonsagi kulttrafejlesztési stratégist
kell, hogy elinditson. Ennek a megvaldsitdsiban nagy szerephez kell jutnia az in-
tellektualis t6kének és a humaneréforras fejlesztésnek (Berde - Dajnoki 2007; Vantus
et al. 2009) mindkettd - a kozuti szerepl6k és a hivatali személyzeti - oldalon egyarant.

De hol tartunk most; az ellen6rzésben, és a kozati szereplék koziil a fu-
varozoknadl tapasztalhat6 hozzéaallasban?

Anyag és mddszer

A kutatasban az 561/2006/EGK rendelet egyes fejezeteiben (5,6,7) els-
irtak megvalésulasa lett elemezve. A felvetett problémdak megvalaszoldsira az ta-
nulmany a kérd6iv moédszerét alkalmazta. A kérdSivet a Nemzeti Kozlekedési
Hatésdg szakemberei toltotték ki. A Hat6sdg jelenlegi létszama 480 f6. A Hatdsag
Magyarorszagon egyediiliként latja el a kozlekedéshez kapcsolédé valamennyi ha-
tosagi, feliigyeleti tevékenységet. A kérdéivek 20 megyei kozlekedési feliigyel6ség
kozati jarmt szaktertiletére lett kikiildve. A kérdéivet az orszagban dolgozo
70-75 ellenéri parosbol 42 kiildte vissza a kért hataridéig.

Eredmények

A feliigyel6ségek kozuti ellenéreinek létszama 180 f6. A kozuti ellendrok
15%-a jellemzGen tengelysuly mérést és kozuti kozlekedési szolgaltatas ellendrzést
végez, tehat ebbdl a szempontbdl irrelevans. A teljes megkérdezhet6 allomany lét-
szama orszagos szinten tehat mintegy 150-155 f6. Az ellenérzést un. ,ellendri parok”
végzik, akik koziil az egyik a gyakorlati feladatokat latja el (kiterelés, okmanyok
ellenérzése, sof6r kikérdezése, miiszaki szemrevételezés), a masik ellenér az elkért
okmanyok alapjan gyors elemzést végez a tachograf korongok részletes kiértékelé-
sével vagy a tachograf kartya adatainak letoltésével.

A kozlekedési feliigyel6ségek ellenérzése kéttipusu lehet, a kozuti vagy
telephelyi ellenérzés. Mindkét ellenérzésfajta esetében komplex ellenérzésrél be-
széliink, kivéve a dllampolgari bejelentésre tartott célellenérzéseket. A komplex
ellendrzés keretében a kovetkez6 részteriileteket vizsgéljak:

e kozuti kozlekedési szolgaltatas (KKSZ)
vezetési és pihen6idé (AETR: Accord Européen sur les Transports Routiers)
veszélyes aru szallitdsa (ADR: Accord Dangereux Routier)
tengelysuly/ talsuly
kornyezetvédelmi el6irasok
kozlekedésbiztonsagi
hétvégi forgalomkorlatozas.
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Ezek koziil a tengelysuly/talstly ellenérzés képezi az egyediili kivételt,
mert azt specidlis eszkozzel, szoftverrel és mérési technolégiaval és csak el6re
kijelolt, arra alkalmas helyszinen végezhetd. Ezt az ellenérzési tipust a KKSZ és
a kozlekedésbiztonsagi ellenérzéssel kotik 6ssze a gyakorlatban. A megyei fel-
tgyel6ségek részére a Nemzeti Kozlekedési Hatésag-mint szakmai iranyit6 szerv-
minden évben éves ellenérzési tervet készit ellenérzési tipusonként havi bontasban.
Az ellen6rzési darabszdmok a megyei szervekkel kozosen kertilnek meghatarozésra
a helyi er6forrasok és koriilmények figyelembevételével. A vizsgélatban résztvevd
valaszadok 27860 ellen6rzési eseményt hajtanak végre évente, ezen beliil 13911 esetben
ellendriznek vezetési és pihen6idét, tehat minden masodik ellenérzés soran. Ez azt
jelenti, hogy ez a legjobban preferélt ellenrzés tipus, a darabszamok tekintetében.
Ez 352968 munkanapot jelent. Ennek a latszélag hatalmas szdmnak az értékelésekor
figyelembe kell venni, hogy ez a Magyarorszagon belfoldi és nemzetkozi forgalomban
megforduld, tachograf koteles jarmtivek osszes vezetéssel toltott munkanapjanak
alig 2 %-a, ami ebben az osszeftiggésben mar nem is tlinik tal magas aranynak. Az
ellenérizend6 munkanapok szamat (aranyat) az Eurdpai Bizottsdg hatdrozza meg,
jelenleg az 0sszes vezet6i munkanap 3% és 2-3 évente novekszik. Az eredmények igen
magasak, mintegy 32%-os meghidnyoldsi aranyt mutat az 6sszes ellenérzott munkanap
bézisadatdra vetitve, ami a gyakorlatban azt jelenti, hogy minden 3. jarmt esetén
deritenek fel vezetési és pihendidds szabalytalansagot. Ez kiilonosen elgondolkoztato,
hogy ilyen nagy aranyban tilnek faradt, talhajtott gépkocsivezetSk a tehergépjar-
mivek volanjanal és jelentenek veszélyt hazank kozutjain.

Az ellen6rzott munkanapokon belill a meghianyoldsi ratat és annak
megoszlasat a 3. dbra mutatja. A szabalyok be nem tartdsanak megoszlasa a legf6bb
tipusokat tartalmazza, ezek még stilyossagukat tekintve tovabb bonthatéak. A felde-
ritett esetek megoszlasanak a munkanapok 28 napos periédusban torténé vizsgéalata
sordn akar tobbféle hiba is el6fordulhat egy ellen6rzés sordn és a valaszok is ezt
tdmasztjék ala.

3. Abra A szabilytalansigok megoszldsinak ardnya

38%
40% 33%
30%
187% 187%
20%
10% %'
0
0% T T T T T 1
Vezetésiidd napi heti igazoldssal  tachograf
pihen6idé pihendidé valé manipuldcié

visszaélés
Forrds: Sajidt szerkesztés, 2015
A vezetési id6 és a napi pihen6id6 megsértésének aranya kozott nagy eltérés
nem mutatkozik, ami arra vezethetd vissza, hogy a két érték szoros dsszeftiggésben 4ll
egymassal, bar nincs teljes atfedés. Egy 24 éras periodust figyelembe véve a vezetési idé

betartasabol nem kévetkezik a napi pihen6id6 betartasa, mert lehetséges, hogy az egyéb
munka vagy a készenléti id6 id6tartama és a szabalyos vezetési id6 hossza egyiittesen
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mar nem teszi lehet6vé az el6irt napi pihendid6 betartdsat. A heti pihen6idé be nem
tartdsanak aranya 18%. Ez az érték azt mutatja, hogy a heti (nem feltétlentil hétvégére
idézitett) pihen6id6 betartdsara nagyobb figyelmet forditanak a jarmtivezetSk és
az Gket iranyitok egyarant, illetve feltételezi a hétvégi kozlekedési tilalom 4éltal
kikényszeritett pihenést. Annak megitéléséhez, hogy ez az érték valéjaban alacsony
vagy magas, azt kell figyelembe venni, hogy a tartés pihenés szolgélja a regeneral6das
alapjat. A pihen6id6é be nem tartasa sulyossdganak mérlegelésénél figyelembe kell
venni a kovetkezSket is. Az alvéaskutatds, eredményei alapjan az elalvasok miatt
bekovetkez6 balesetek f6 okozéi; a napi 6 6randl kevesebbet alvé gépkocsivezetSk
és a kereskedelmi fuvarozasban dolgozok. Egyes kutatasok szerint a napi 6 6ranal
kevesebbet alvas képességcsokkent6 hatdsa megfelel 0,05%-s alkoholos befolyasoltsagi
allapotnak. A pihen6 id6 fontossdganak hangstlyozésa fokozottan igaz a szallitast
végz6 nehéz tehergépjarmtivek vezetdire, hiszen a jarmt méretébsl adédéan sokkal
magasabb a stlyos kévetkezménnyel jaré balesetek aranya ezen elkovetSk esetén.

Az igazolédssal (Tevékenységigazolé lap) vald visszaélés ardnya kiugréan
magas ahhoz képest, hogy egyes eurdpai orszagok gyakorlata nem is fogadja el ezt
a dokumentumot. Ez a 18% a kérdéivet kitoltck ellenérzési darabszamaéra vetitve azt
jelenti, hogy 42211 munkanapot igazolnak ezzel a dokumentummal, tobbségében
szabalytalanul. Ennek az igazolasnak a megitélése a tagéllamok kozott nagyon eltérs,
abban viszont egyetért minden ellenérzé hatésag, hogy a haszndlata nem szolgalja
az eredeti célt, a szabadsdgok és betegszabadsagok igazoldsit, hanem az esetek
95%-ban az elégtelen pihendidé eltiintetésére szabalytalanul igénybe vett eszkozzé
valt. Hazank ellen6rzési gyakorlatdban ezzel az igazoldssal valoé visszaélést dontd
mértékben a Roménidbol szarmazo fuvarozok kovetik el, akik az adott napi tachograf
korong mellé egy 28 naprol sz6l6 tevékenységigazolast adnak at ellenérzéskor, ezzel
ellehetetlenitik a hatasos ellendrzést. El6fordult olyan kirivé eset, amikor az ellenér-
z€s soran a gépjarmuivezetd dsszeesett a faradtsagtol, amint kiszallt a tehergépjarm-
bél, de a hivatalos papirjai szerint a vezetést megel6z6 28 napban szabadsagat toltotte.

A tachograf berendezés manipulaciéja ugyanezt a célt szolgélja. A felderitett
manipulaciok aranya azért nem magasabb, mert ennek bizonyitdsa rendkiviil nehéz,
csak menetfeltételek mellett lehetséges. A technika fejlédésével az erre szolgalo
eszkozok és moédszerek is egyre kifinomultabba valnak, erre szakosodott cégek druljak
szolgéltatasaikat, amit a fuvarozok gyakran igénybe is vesznek. Ilyen esetben alta-
laban a mozgasérzékel6 manipulélasarél van szo, és a befolyasolas hataséra pihend-
id6t rogzit a késziilék.

Hogy a jarmtivezet6k mennyire vannak tisztdban azzal, hogy hibat kovettek
el és az azzal jar6 felel6sséget maguk viselik, vagy a vallalkozast okoljak. A felel6ssé-
get 33%-ban maguk villaljak, de ennél nagyobb aranyban allitjadk az ellenéroknek,
hogy a vezet6/fuvarszervezé szoébeli utasitasira cselekedtek. Az ellenérzéskori nyi-
latkozattételt az ellen6rok a jegyzékonyvben rogzitik és azt a késébbi kozigazgatasi
eljaras soran ellenkez6 nyilatkozat hidanyban bizonyitékként felhasznéljak. Az eljaras
soran a vallalkozas felel¢sségét minden esetben vizsgéljak és arrél a vallalkozas
vezetjének joga van nyilatkozni. Amennyiben a gépkocsivezeté és a szakmai
vezetd nyilatkozata ellentmondésos, az eljarast lefolytaté szakember hoz dontést
els6 fokon az tigyben. A Kkt. megoszthatova teszi a felel6sség kérdését a vezetési
és pihendidé tekintetében is, és a birsag Gsszegét a felel6sség ardnyaban hatarozza
meg az egyéb koriilmények figyelembevételével. Ezért fordul el6 gyakran, hogy a
gépkocsivezets az ellenrzéskor tett elsé nyilatkozatat visszavonja arra vonatkozéan,
hogy a szabalytalansagot utasitasra kovette el és magara vallalja a felelGsséget, mert
a birsagrendelet ugyanabban a tényalldsban a maximumérték meghatarozasdban
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alacsonyabb birsdgosszeget hataroz meg a gépkocsivezet6 esetén, mint a vallalkozas
esetében. llyenkor egy létrejott belsé alku keretében a gépkocsivezetére kiszabott
alacsonyabb birsdg 6sszeget a vallalkozas fizeti meg. Ez a véllalkozas szamara azért
is kedvez6 megoldas, mert a véllalkozds barmilyen pélyazaton vagy projektben részt
kivan venni, a birsag kizaré okként szerepelhet.

Ez a helyzetkép egyéltalin nem fest egy jov6bemutatd, magas szintti biz-
tonsagi kultdrara utal6 képet.

Kovetkeztetések

Az elére mutatd adatokbol kittinik, hogy a kozuti drufuvarozas novekvd
teljesitményti palyan mozog. Ez a tény egy modern kozuti infrastrukturélis fejlédést
is general, aminek egyik fontos beépiilt attribtituma a kozuti biztonsagot, a balesetek
elkeriilésének lehet6ségét noveld infrastrukturalis fejlesztések alkalmazasa.

A vizsgalati eredményekbdl kittinik, hogy a koztti fuvarozédsban a gazdasagi
nyomasnak és versenyhelyzetnek, a kockazatvallaldsnak els6 értékaldozatai kozott ott
van a biztonsag. Ezt erdsiti a biztonsagot elésegité pihenési id6rél sz6l6 szabalyozas,
ami egyértelmtien a széllitasi teljesitmény csokkenését eredményezi. A felel6tlen
kockazatvallalas és szabélykeriil6 magatartds nem csak a munkavallalék korében
magas szintti, hanem, mint kivalt6 ok a munkéltatok korében is. A soféroknek
és munkaltatéiknak a kovetkezmények elkeriilésére iranyulé viselkedése tovébb
generalja a szabalykeriil6 magatartast. Az allam, lehet6ségeinek korlatjai miatt,
szabalyozasi és ellen6rzési rendszerével nem véllalhatja fel a teljes felel6sséget
a kozuti kozlekedésbiztonsag mutatéinak elvart szintli javitasaért. Itt els6sorban
az emberi és szervezeti tényez6ket magéba foglald, a biztonsagi kultdra szinvonalat
érint6 kérdéskorrél van sz6. A helyzet javulasinak alapvets feltétele a kozuti
kozlekedés és szallitmanyozas biztonsdgi kultirdjanak fejlesztése. Ez a fejlesztés csak
tudoményosan megalapozott, szakszerti, komplex eszkozrendszerrel &sszehangolt
munkéaval vihet6 véghez.

Felhasznalt irodalom

1. AZ EUROPAI PARLAMENT ES AZ EUROPAI TANACS 2006/22/EK irdnyelve
(2006. mércius 15.) a kozuti szallitdsra vonatkozé egyes szocialis jogszabalyokkal
kapcsolatos 3820/85/EGK és a 3821/85/EGK tandcsi rendelet végrehajtasanak
minimumfeltételeir6l és a 88/599/EGK tandcsi iranyelv hatdlyon kiviil he-
lyezésérsl (EGT vonatkozdsu szoveg)

2. AZ EUROPAI KOZOSSEGEK BIZOTTSAGA (2001): Fehér Konyv. Europai
kozlekedéspolitika 2010-ig: itt az id6 donteni. COM(2001)370. Briisszel, 2001.
szeptember 12.

3. AZ EUROPAI KOZOSSEGEK BIZOTTSAGA (2011): Fehér Konyv. Utiterv az
egységes europai kozlekedési térség megvaldsitaséhoz - Uton egy versenyképes
és er6forras hatékony kozlekedési rendszer felé: Briisszel, 2011.3.28. http:/ /eur-
lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011:0144:FIN:HU:PDF

4. BERTA T. (2009): 3,5 tonnat meghalad6 nehéz tehergépjarmtivek személysérii-
léses baleseteinek elemzése, Innovacié és Fenntarthaté Felszini Kozlekedés
Konferencia, 2009. szeptember 3-5. http://kitt.uni-obuda.hu/mmaws/2009/
eloadasok/day2/4-szekcio/002.pdf Utolso letoltés: 2013. junius 7. 9:07

133



5. BERTA T. - TOTH V. (2010): Hazai kozlekedésbiztonsagi programalkotés, XI.
Rodosz Konferencia, Kolozsvér, 2010. november 12-14. http:/ /rodosz.ro/files/
Berta_TamasToth_Viktoria.pdf#zoom=100 Utols¢ letsltés: 2013. junius 7. 9:17

6. BERDE CS. - DAJNOKI K. (2007): Importance of Management Tasks in
Organizations, Integraited Sistems for Agri-food Productoin, Proceedings of 5 th
International Conference. Sibiu. Editura Orizonturi Universitate Timisuara. pp.
473- 478.

7. CUENEN, A.- JONGEN, MM.E.- BRIJS, T.- BRIJS, K-LUTIN, M.- VAN
VLIERDEN, K.- WITS G. (2015): Does attention capacity moderate the effect of
driver distraction in older drivers?, Accident Analysis and Prevention 77 (2015)
p-: 12-20

8. FRISWELL, R. - WILLIAMSON, A. (2010): Work characteristics associated with
injury among light/short-hault transport drivers. Acc. Anal. Prev. 42 (6) 2068-
2074.

9. HOLLO P. (2008): Gondolatok a hazai kozuti kozlekedés biztonsagardl, Magyar
Tudomany, 169. évf. 02. sz., pp. 175-185.

10. HOLLO P, - BROUGHTON J, - KEIGAN M, - YANNIS G, - EVGENIKOS P, -
CHAZIRIS A, - PAPADIMITRIOU E, - BOS N M, - HOEGLINGER S, - PEREZ K,
- AMOROSE, -TECL ], (2010): Estimation of the real number of road casualties in
Europe, Safety Science, Vol. 48. Issue 3. pp. 365-371.

11. KANAZAWA, H. - SAZUKI, M. - ONODA, T. - YOKOZAWA, N. (2006): Excess
workload and sleep related symptoms among commercial long-hault truck
drivers. Sleep Biol. Rhythms 4, 121-128.

12. SAFEWORK AUSTRALIA, (2011): Work-Related Traumatic Injury Fatalities.
Australia 2008-09: SafeWork Australia.

13. SMITH, C. K. - WILLIAMS, J. (2014): Work related injuries in Washington State’s
Trucking Industry, by industry sector and occupation. Acc. Anal. Prev. 65 (0), 63-
71.

14. VANTUSA.-TECSY A.-MIHOK S. (2009): Munkakori szervezettség a lotartasban.
Erdei Ferenc V. Tudomanyos Konferencia, Kecskemét, szeptember 3-4. II. kotet.
pp. 639-643.

Correspondance address:

Dr. habil Oléh Judit, PhD, Department of Logistics Management, Institute of Applied
Informatics and Logistics, University of Debrecen Faculty of Economics and Business,
Boszorményi str. 138. 4032 Debrecen, e-mail: olah.judit@econ.unideb.hu

Dr. Terjék Léaszl6, PhD, Department of Logistics Management, Institute of Applied
Informatics and Logistics, University of Debrecen Faculty of Economics and Business,
Boszorményi str. 138. 4032 Debrecen, e-mail: ferjek.laszlo @econ.unideb.hu

Roénay-Tobel Beatrix, Department For Vehicle Technical Inspection, Operation And
Cotroll Jarmtitizemeltetési és Ellen6rzési Osztdly, H-1066, Budapest, Teréz krt. 62,
e-mail: ronay-tobel.beatrix@nkh.gov.hu

Dr. habil Pakurar Miklés, PhD, Department of Logistics Management, Institute of
Applied Informatics and Logistics, University of Debrecen Faculty of Economics and
Business, Boszorményi str. 138. 4032 Debrecen, e-mail: pakurar.miklos@econ.unideb.hu

Adrienn Horvath, PhD student, Department of Logistics Management, Institute of

Applied Informatics and Logistics, University of Debrecen Faculty of Economics and
Business, Boszorményi str. 138. 4032 Debrecen, e-mail: horv.adrienn@econ.unideb.hu

134



KEY ACCOUNT MANAGEMENT AKO INOVATIVNA
FORMA PRISTUPU K ZAKAZNIKOVI NA SLOVENSKU.
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Abstract

Key Account Management (KAM) represents relationship management
with key customers. This article deals with the implementation of Key Account
Management. Through this way will be management for the firms effektive, bring
him benefit and in the better case can be already this field compettitions advantage for
firms. The main aim of this article is a marketing analysis of the reasons, benefits, risks,
which are connect with Key Account Management.

Key words: Key Account Management, key customers, relationship management, benefits,
risks

Abstract

Key Account Management (KAM) - Manazment kltucovych zakaznikov
je koncepcia riadenia vztahov firmy k jeho klticovym zdkaznikom. Je cestou, ako sa
riadenie stdva pre firmy efektivne, prindsa im uzitky a v lepsom pripade je priesto-
rom pre ziskanie konkurenénych vyhod. Hlavnym cielom prispevku je marketingova
analyza pri¢in zavadzania uvedenej koncepcie, vyhod i rizik, obmedzeni, ktoré st
spojené so zavadzanim koncepcie Key Account Managementu do praxe.

Key words: Key Account Management, kliicovi zdkaznici, vztahovy manaZment, vyhody,
rizikd

Uvod

Sucasnd doba je poznacend tvrdym bojom o zakaznika. Ziskat nového
zakaznika je velmi néro¢né, udrzat si doterajsieho o ni¢ l'ahsie a z databazy zakazni-
kov predovsetkym tych, ktorych organizdcia povazuje za tych najdolezitejsich -
kl'a¢ovych zakaznikov. Pristup k nim sa vyznacuje casto velmi individudlnym,
diferencovanym pristupom v rieSeniach v prospech zakaznika. Vo svete sa tento
pristup oznacuje ako Key Account Management - manazment kl'a¢ovych zdkaznikov.
Stredobodom posudzovania pri manazmente kltic¢ovych zakaznikov st obchodné
vztahy medzi pontkajicim a individualne k obsluhovanym zakaznikom. Ustredny
ciel spoc¢iva v dosiahnuti a udrzani skuto¢nych konkuren¢nych vyhod v konkrét-
nom obchodnom vztahu. Tento ciel je v manazmente klu¢ovych zakaznikov prin-
cipidlny [1]. Uspe$ny manazment kl'i¢ovych zékaznikov nerealizuje jednorozmernt
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produktovt politiku z vlastného pohladu, ale hlada individualne riesenia problémov
pre kl'da¢ovych zdkaznikov [3].

Implementécia koncepcie manazmentu kltucovych zakaznikov je naro¢ny
proces. Zasahuje prakticky do vsetkych oblasti fungovania organizacie. Zakaznicky
orientovana organizacia, v snahe zabezpelit individudlny pristup ku kltucovym
zakaznikom, uskutocituje mnohé zasadné zmeny na réznych trovniach. Ich dosledky
maju pozitivny i negativny charakter, moézu byt pre organizaciu prinosom i zna¢nym
obmedzenim, ¢ rizikom. Velky vyznam ma preto dodrziavanie tzv. Normy KYC
(Know You Customer) - Poznaj svojho zdkaznika [4].

Trh reprezentuje zakaznikove potreby, kazdy zakaznik ma vsak vzdy
tie svoje individudlne potreby, poziadavky [2]. VSeobecne moZno konstatovat, Ze
implementacia koncepcie manazmentu kltucovych zdkaznikov je moznd v kazdej
organizacii, ktorej predmetom podnikania je ponuka produktov a vykonov. Miera
jej uplatnenia je v8ak zavisla od viacerych faktorov, ktoré sposobujt, Ze v niektorych
odvetviach je tato stratégia tispesnejsia, v inych menej [5].

Material a metody

V nasledujicom prispevku prezentujeme vysledky vlastného vyskumu.
Jeho ciel'om bolo ststredit sa predovsetkym na zmeny, prinosy a rizikd zavadzania
koncepcie manazmentu kltucovych zakaznikov. Kazda organizécia je Specificka
a Specificky je aj jej obchodny partner - zakaznik. Preto i spektrum zmien, ktoré
si vyzaduju podmienky pre prisposobenie ich potrebam, poziadavkdm, je velmi
rozmanité. Vysledky vyskumu ale preukazuju, Ze st oblasti zmien, ktoré sa vyskytovali
vo véadsine oslovenych organizacii. To isté plati o vyjadreniach organizacii, aké boli
zaznamenané prinosy z realizovanych zmien, zaroven i rizikach, ktoré redlne pod-
stapili alebo ktoré ako potencidlne rizika vnimaji. Respondenti - organizacie mohli
oznacit ubovolné pocty kategérii, pretoze sme vychadzali z predpokladu, Ze sa v
organizéciach nepraktizuje vyuzivanie len jedného kritéria na zaradenie do katego-
rie kl'a¢ovych zakaznikov, ale i viacerych.

Pri vol'be vyberovej jednotky bol vyuzity nahodny vyber. KedZe hlavnym
cielom vyskumu bolo zistovat zmeny, prinosy a rizika, ktoré sa redlne v organizéciach
vyskytli alebo vyskytnit mohli pri zavadzani manazmentu kltucovych zakaznikov,
nemohol byt zvoleny napriklad kvétny vyber, pretoze bolo problémom voébec najst
organizacie, v ktorych sa manazment kltucovych zakaznikov zavadzal. Podarilo sa
ziskat' 67 organizécii, z ktorych tvorili prave vyrobné organizacie va¢sinu (cca 80 %).

Vo vyskume sme sledovali celkove 6 oblasti zmien. V nasom prispevku
sa zameriame na prezentdciu vysledkov dvoch z nich: zmeny v oblasti pristupov v
tyle prace vrcholového manaZzmentu a zmeny vo vnimani pristupu ku kltacovym
zakaznikom.

V nasledujticej ¢asti prezentujeme konkrétne vysledky nasho vyskumu.

Vysledky a diskusia

1. Pristupy v $tyle prace vrcholového manazmentu

Jednou z prvych zmien, ktoré st nevyhnutnym vychodiskom pre tspesna
implementaciu manazmentu kltac¢ovych zdkaznikov, je zmena v mysleni vrcholového

manazmentu. Ak je s myslienkou diferencovaného pristupu ku kltac¢ovym zakazni-
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kom stotozneny vrcholovy manazment, je vysoky predpoklad tspesnosti zavadzanej
koncepcie. Vysledky vyskumu (tabul'ka 1) potvrdzuju, Ze presadenie tejto myslienky
vobec nie je jednoduché, pretoZe sa casto stretava s odporom k zmenam predovset-
kym u manazérov, ktori v danej brandZzi ¢i organizacii pracuji dlhsie obdobie a
predstava zmien a tsilia s tym spojeného je skor obmedzenim. Trendy vyvoja trho-
vych podmienok vSak dokazuji nevyhnutnost tychto tvah a ich realizacii.

Tabulka 1: Zmena myslenia top manazZmentu

Zmena Prinosy Rizikd/Obmedzenia
Zmena myslenia . postupny prechod k zdkaznicky . vynaloZzenie vel'kého
top manazmentu orientovanému podniku a asilia zo strany
- zékaznik je vyuzivaniu diferencovaného organizécie, aby doslo
pre organizéciu pristupu k jednotlivym skupinam k zmene
kl'acovy zakaznikov vytvorenych v . problém prisposobenia

organizacii a zmierenia sa so
. uvedomenie si rychlosti zmien vo zmenami, hlavne starsi

vyvoji, ako aj potreby neustaleho manazéri
prispdsobovania sa novym
trendom v oblasti manazmentu

kl'a¢ovych zédkaznikov

Prameri: Vlastny vijskum

Na drovni vrcholového manaZzmentu, ale uréite nielen na tejto trovni,
bola zdoraziiovana dolezitost pravidelnych porad (tabulka 2). RieSenie problémov
na trovni vrcholového manaZmentu je dalej prenasané pravidelnymi stretnutiami a
operativnym prenosom délezitych informaécii vo vztahu k regiondlnym obchodnym
manazérom resp. manazérom kliucovych zdkaznikov. Ich tlohou je zabezpecovat
lepsiu vzajomnt informovanost a rieSenie nastolenych ¢i potencialnych problémov,
tykajtcich sa manazmentu kla¢ovych zakaznikov. Okrem toho i ziskavanie spétnej
véazby, ako vychodiska pre pripadné napravné opatrenia. A hoci porady zaberaji
urdity Cas, organizdcie su presvedéené, Ze toto opatrenie - zmena prispieva k vyssej
drovni riadenia vztahov s kl'a¢ovymi zdkaznikmi.

Tabulka 2: Pravidelné pracovné porady

pracovné porady |

pravidelné diskusie o vztahoch
s vyznamnymi zdkaznikmi,
nasledne viac “hlav” na
rieSenie pripadnych problémov

Zmena Prinosy Rizika/obmedzenia
Pravidelné . lepsia vzajomna informovanost faktor ¢asu - porady

zaberaju ¢as, ktory by
mohli manazéri venovat’
skvalitfiovaniu vztahov s
vyznamnymi a kI'a¢ovymi
zakaznikmi, pripadne
ziskavanim novych

Pramen: Vlastny vyskum

V dnesnej dobe sa kazdy trh velmi rychlo vyvija a napreduje. S tym st
spojené zmeny podmienok, ktoré pre mnohé organizacie predstavuja redlny alebo
potencidlny problém, na ktory je potrebné velmi rychlo reagovat a snazit sa najst ¢o
najvhodnejsie rieSenie s cielom nestratit svojich vyznamnych zdkaznikov (tabulka
3). Kazda zmena na trhu ovplyviiuje aj zakaznikov, ktori predstavuji pre organizacie

137



najvicsi zdroj prijmov a stabilitu. Preto mnohé organizécie prijali dalsie opatrenie,
aby tak predisli strate tychto zdkaznikov. V kone¢nom doésledku to prispelo k lepsej
kvalite zdkaznickych vztahov a ich riadeniu, ako i realizacii mnohych inovac¢nych
procesov. V niektorych pripadoch sa ako uréité obmedzenie javilo tazsie akcepto-
vanie tychto potrieb zo strany star$ich manaZzérov.

Tabulka 3: Flexibilnejsie reakcie na zmeny na trhu

Zmena Prinosy Rizikd/Obmedzenia
Flexibilnejsie reakcie . udrzanie si vyznamnych ' vynaloZenie velkého
na nahle, neo¢akavané zakaznikov asilia zo strany
zmeny na trhu . ziskanie novych zakaznikov, organizécie, aby

ktori sa v budticnosti zaradia k zmene doslo
do skupiny vyznamnych . problém prisposobenia
zakaznikov a zmierenia sa so
. moznost stat’ sa vyznamnym zmenami, hlavne starsi
technickym inovatorom, manazéri
¢o sa tiez odrazi na zlozeni
a rozsirovani zékaznickej
databazy organizacie

Prameri: Vlastny vijskum

Diferencovany pristup k zdkaznikom vyzaduje zmeny ako v regiondlnom
rozsahu prislusného teritéria, tak i prispésobovanie sa potrebam klucovych zakaz-
nikov v medzindrodnom meradle. Dvojnasobne, ak berieme do tvahy neustéile
napredujtci proces internacionalizicie a globalizdcie. Z tohto doévodu je castou
zmenou, suvisiacou s naplnenim poziadaviek svojich zakaznikov, i vytvéranie
dcérskych spolo¢nosti (tabulka 4). Tak zdvaznému rozhodnutiu predchadza
zvéazenie opodstatnenia a finanénych nakladov. Nasledne rozhodnutie o jej vel'kosti,
strategickom umiestneni a podrobnostiach, vyplyvajtcich s realizdcie tohto zameru.
Podla vyjadreni organizacii, ktoré sa pre tito zmenu rozhodli, viak prinosy urcite
prevysuju podstupované rizikd. Vedie k zvyseniu konkurencieschopnosti, priblizeniu
sa zakaznikovi a tak lepsiemu uspokojeniu jeho potrieb.

Tabulka 4: Vytvorenie dcérskej spolocnosti

Zmena Prinosy Rizikd/Obmedzenia
Vytvorenie dcérskej . pribliZenie sa k zahrani¢nému | * vyclenenie sortimentu
spoloc¢nosti klIai¢ovému zakaznikovi na produkciu v dcérskej

. naplnenie poziadaviek spolo¢nosti
kIacovych zakaznikov . rozhodnutie o jej
. skratenie doby dodania vel'kosti, umiestneni a
. zameranie sa na zakaznika objeme produkcie, pocte
. lepsie spoznanie zakaznika zamestnancov a pod.
. zlepSenie komunikécie so . finan¢na zéataz, spojena so
zéakaznikmi spominanymi zmenami
. vidcsi podiel na dodavkach
. zvysenie konkurencnej
schopnosti
. podpora a efektivna tcast
vedenia spolo¢nosti

Prameri: Vlastny vyskum
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Procesy globalizécie a internacionalizécie sa prejavuju v réznych formach
pri implementacii manazmentu kltucovych zidkaznikov. Jednou z moznosti je spo-
lupréca so zahrani¢nymi vyrobcami identického produktu, ako pontika organizacia.
Vysledky prieskumu potvrdzuji, Ze velkym prinosom pre organizécie st prepo-
jenia so zahrani¢nymi vyrobcami identického alebo obdobného produktu (tabul'ka 5).
Pomédha to preklentt nepredvidané situacie, napr. vypadkom surovin, ¢o pre kltco-
vych zédkaznikov znamena vcasné a dosledné plnenie jeho poziadaviek a néslednu
doveru k obchodnému partnerovi. Isté rizika vSak predstavuje moznost, ze sa zakaz-
nik rozhodne pre prechod ku konkurencii. V inych pripadoch bol zaznamenany tnik
know-how.

Tabulka 5: Spoluprica so zahranicnymi vyrobcami identického produktu

Zmena Prinosy Rizika/Obmedzenia
Spolupracaso | © splnenie akychkol'vek poziadaviek . riziko straty zédkaznika
zahrani¢nymi kIa¢ovych zakaznikov prechodom ku
vyrobcami . dovera a pohodlie kI'icovych konkurencii
identického zakaznikov d moznost tniku know-
produktu . pomoc pri vykyvoch, stvisiacich so how

sezonnostou

. pomoc pri nedostatku zakladnej
suroviny

. nové kontakty

. moznost vyhnat sa situaciam, kedy
organizacia nedokaze promptne
reagovat na poziadavky svojich
kl'a¢ovych zédkaznikov

. ziskanie know-how

. moznost vyuZzitia cross-sellingu

Prameri: Vlastny vijskum

Diferencovany pristup ku kltda¢ovym zdkaznikom je vo vyskumnej vzorke
organizécii jednoznacne pozitivne hodnoteny z pohladu vylepsenia imidZzu na trhu
pre organizaciu. Této skuto¢nost zabezpecuje organizéciam ziskanie konkurencnej
vyhody, stabilizaciu partnerov, ako i prisun novych zédkaznikov. Zarover je vyhodou
pri komunikacii v rdmci kontraktaénych rokovani. Posilnenie pozicii organizacii,
prostrednictvom zlepseného imidZu v ociach partnerov, je prirodzene dévodom tto-
kov konkurencie na jeho oslabenie (tabulka 6).

Tabulka 6: VylepSenie imidZu na trhu

Zmena Prinosy Rizikd/Obmedzenia
Vylep$enie imidzu | ¢  ziskanie konkurenc¢nej e ttoky konkurencie
na trhu vyhody

*  ziskanie zdkaznika do
databédzy zakaznikov

e lahsia komunikacia v ramci
kontrakta¢nych rokovani

e zaradenie do ,vy3sej
arovne”

e prisun novych zakaznikov

*  stabilizcia zdkaznickej
databazy

Pramen: Vlastny vyskum
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Rozhodnutie o implementécii manazmentu kld¢ovych zakaznikov znamena
pre organizaciu zasadnt zmenu v mysleni, v pristupoch a v procesoch realizacie. Menia
sa procesy na vsetkych trovniach - strategicka, operativna, organiza¢nd, persondlna -
s cielom zmeny orientacie produktovej na zédkaznicku orientaciu (tabul'ka 7). Vysledky
prieskumu i napriek, naznaenym, pripadnym obmedzeniam, rizikdim potvrdzuja,
Ze zmeny procesov st velkym prinosom pre stcasny, ale najméa buddci vyvoj organi-
zacie z hl'adiska jej dlhodobej vizie. Dominuje efektivnost procesov, modernizacia,
prehlad v riadeni ¢ ziskanie certifikdcie kvality. Z rizik bola najviac deklarovana
obava z vynalozenych nakladov s ohladom na moznost, Ze nakoniec i po zmenach
procesov nebudt oc¢akdvania oboch partnerov naplno uspokojené.

Tabulka 7: Zmeny procesov

Zmena Prinosy Rizika/Obmedzenia

Zmeny procesov

vytvorenie podmienok pre
prepojenie partnerov

zmena produktovej orientacie
na zékaznicku

ziskanie know-how
efektivnost procesov
zru$enie pracovnych miest
vylacenie zastaralych technik a
technologii

modernizacia

¢as ako konkurené¢na vyhoda
vyuzivanie outsourcingu

strata know-how
naklady na nové
technolégie
naklady na
preskolenie
zamestnancov
vynaloZeny cas
neuspokojené
oc¢akavania oboch
partnerov
vytvorenie novych
pracovnych miest

*  stanovenie presnych postupov
e certifikacia kvality
e prehlad v riadeni

Prameri: Vlastny vijskum

2. Vnimanie pristupu ku kl'a¢ovym zikaznikom

V databaze zakaznikov st v jednotlivych organizacidch zakaznici ¢leneni
podla réznych kritérii do roznych kategorii. Vo véc¢sine pripadov na dve skupiny:
kl'a¢ovi zakaznici a ostatni zakaznici. V niektorych pripadoch na tri skupiny, kde
okrem, uz menovanych, existuje i kategoria vyznamnych zdkaznikov. Je to akysi
,medzistuperi” medzi zdkladnymi dvoma kategériami, kde tito zdkaznici uz nepatria
do skupiny ,ostatnijch”, ale nepatria este ani do skupiny klac¢ovych zdkaznikov.
Pre kazda zo skupin musi byt v ramci manazmentu kltu¢ovych zdkaznikov jasne
definované ¢o a v akom rozsahu, za akych podmienok sa uskutociiuje pre jednotlivé
kategorie zdkaznikov. V tejto stivislosti nds zaujimalo, aké prvé asociacie v celkovom
hodnoteni oznacia oslovené organizacie ako najdodlezitejsie v suvislosti s otdzkou,
¢o najvystiznejsie charakterizuje spolupracu s kltuc¢ovymi zdkaznikmi z hladiska
prinosov a rizik/obmedzeni (tabulka 8). Z vysledkov vyplyva, Ze rozhodnutie, kto
bude kl'i¢ovym zdkaznikom a komu bude venovany $pecificky pristup, je naozaj
strategickym rozhodnutim a pre organizaciu vel'mi dolezitym. V prinosoch dominuja
prave tie kategérie, ktoré vystihuji opodstatnenost zavadzania manaZmentu
kl'a¢ovych zakaznikov. Co bolo z tohto pohladu tieZ velmi zaujimavé, Ze prinosy st
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v rovnovahe s podstupovanymi redlnymi ¢i potencidlnymi rizikami. Na druhej strane
je dobré, Ze si tieto skutoénosti organizacie uvedomuji, véas analyzuji a nalezite sa
pred nimi chréania, predchddzaja im. Pri hodnoteni jednotlivych oblasti vSak rizika

tak rovnocenne prevazne nevystupuju.

Tabulka 8 : Charakteristika klicovych zdkaznikov

efektivnost procesov
prepojenie procesov
I'ahsia komunikacia
lepsie vyuzitie kapacit
prepojenie partnerov
dlhodobost spolupréce
ziskanie know how

Zmena Prinosy Rizika/Obmedzenia
Charakteristika | ®  jasné stanovenie zneuzivanie postavenia
kl'a¢ovych podmienok spoluprace a vyhod kl'ac¢ovych
zékaznikov s uvedenou skupinou zakaznikov

zakaznikov zneuzitie know-how
*  systemizécia procesov odchod stabilnych

,ostatnych” zakaznikov
ohrozenie obratu
vynalozené naklady

na zavedenie a
prevadzkovanie novych
technol6gii a procesov
vytvorenie $pecifickych

e uspory nakladov pracovnych miest (KAM
*  stabilizicia databazy manazéri)

zakaznikov *  neuspokojené o¢akdvania
*  modernizacia zakaznikov

*  zly odhad zvladnutia
a rozlozenia vlastnych
kapacit

*  nerealnost poZziadaviek

Prameri: Vlastny vijskum

Zékladnou myslienkou manazmentu kltuc¢ovych zdkaznikov je poskyto-
vanie diferencovanych vykonov pre vybrané skupiny zdkaznikov. Ide o prechod
z produktovej orientdcie organizdcie na zakaznicku orientdciu. Proces naro¢ny
z viacerych pohladov. Uspesnost samotnej realizécie diferencovaného pristupu
v obsluhovani kltcovych zakaznikov je podmienena i spravnym rozhodnutim
vhodného nastroja zo spektra moznych nastrojov (Category management, Customer
Relationship Management, Cross-Selling a 1i.). Jeho volba je velmi dolezitym
momentom manazmentu kl'a¢ovych zakaznikov. Prax ukazuje, Ze mnohé organizécie
sa navonok prezentuju ako zdkaznicky orientované, pricom realita je taka, Ze ¢asto
ani nevedia, kto je ich kI'a¢ovym zdkaznikom. Na druhej strane st organizacie, ktoré
si ani neuvedomujt, Ze svojim pristupom k databéze zakaznikov skutodne napliiaja
myslienky manazmentu kltacovych zdkaznikov, dokonca Ze sa z hladiska stupriov
vyvoja vztahov medzi oboma ztcastnenymi stranami nachddzaju vo vyssich drov-
niach. Tomu zodpoveda napriklad prepojenie vyrobnych plénov a prispdsobenie
vyroby. Diferencovany pristup ku klti¢ovym zédkaznikom pomaha vytvarat podmienky
pre dlhodobt spolupridcu, smerujicu az k partnerstvu, ¢o v koneénom désledku
znamena podporu efektivnych procesov, zlepsenie hodnoty zdkaznickych vztahov
a ziskovosti (tabul'ka 9).
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Tabulka 9: Diferencovanyj pristup k jednotlivyym skupindm zikaznikov

Zmena

Prinosy

Rizikd/Obmedzenia

Uvedomenie si
diferencovaného
pristupu k jednotlivym
skupinam zékaznikov,
hlavne kl'a¢ovych

lepsie podmienky pre ziskanie
zakaznika

vytvorenie dlhodobého
partnerstva s vyznamnym
zakaznikom na zéklade
$pecifického pristupu ku
kazdej jednej skupine v

ramci skupiny vyznamnych
zakaznikov

prechod od produktovej

faktor ¢asu -
vypracovanie
diferencovanych
postupov na pristup
ariadenie vztahov s
konkrétnou skupinou
vyznamnych
zakaznikov vyzaduje
cas

spravna volba nastroja

orientédcie na zdkaznicku na zabezpecenie
orientéciu diferencovaného

pristupu k zakaznikovi

Prameri: Vlastny vijskum

Po tom, ako zac¢alo dochddzat v mnohych organizéciach k stratdm niekto-
rych vyznamnych zdkaznikov bolo nutné, aby regiondlni obchodni manazéri
resp. manazéri kl'a¢ovych zakaznikov pristapili k dalsim opatreniam - zmenam
ohladom riadenia vztahov s tymito zakaznikmi (tabulka 10 a 11). Zmena musela
nastat v snahe o neustdle, systematické rozvijanie vztahov. Priniesla dve zakladné
pozitiva, ktoré v kone¢nom doésledku opit prispievaju k stale lepsiemu manazmentu
klI'a¢ovych zakaznikov. Regionalni obchodni manazéri zo zaciatku ¢asto podceiiovali
skuto¢nost, ze zdkaznika nestaci len ziskat, ale este dolezitejsie je, si ho udrzat.
Preto organizacie pristapili v mnohych pripadoch k pravidlu, ze kazdy regionélny
obchodny manazér resp. manazér kltucovych zikaznikov mnavstevuje stalych
vyznamnych zakaznikov podla potreby, avSak minimalne jedenkrét ro¢ne. Navstevu
vyuZzije na to, aby zistil, ako sa tomuto zdkaznikovi dari, ¢i je spokojny, ¢i nema
nijaké problémy, pripadne mu predstavi aktudlnu ponuku.

Preukézalo sa, ze k niz$im stratdm zdkaznikov moze prispiet aj zmena
vytvaranim karty kazdého jedného zdkaznika. Tym sa predchdadza odchodu
,ostatnyjch”, vyznamnych ¢ dokonca i klicovych zakaznikov ku konkurencii. Toto
opatrenie napomaha tomu, aby si organizicia udrzala a uspokojila $pecifické potreby
zakaznikov ovela jednoduchsie, kedze disponuje informéciami o kazdom jednom
zakaznikovi, s ktorym prisiel do kontaktu. Vsetky tieto informdacie sa nasledne
musia integrovat do zakaznickych databaz. Integracia informacii do zakaznickych
databaz o zakaznikoch, s ktorymi organizécia spolupracuje, je pre riadenie vztahov
s vyznamnymi zdkaznikmi priam nevyhnutnost. Prinosom pre organizéciu je
lepsie poznanie zakaznika, zachytenie takych informaécii, ktoré by sa nikde inde
nedozvedel. Rizikom vedenia a spristupmiovania podrobnych informacii o svojich
zakaznikoch v databazach je hrozba zneuzitia informacii v prospech konkurencie.
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Tabulka 10: Neustdle rozvijanie vztahov so zdkaznikmi

napredovanie a rozvijanie
vztahov so vietkymi
zakaznikmi, najmé kl'a¢ovymi

. rast hodnoty aj
sily vztahu medzi
zdkaznikom a

Zmena Prinosy Rizikd/Obmedzenia
Vedenie regionalnych . znizenie mnoZstva ' odpor k zmendam
obchodnych manazérov “stratenych” . ¢asova naro¢nost
k asiliu o neustéle zakaznikov . moznost efektivnej

kontroly zo strany
vedenia organizacie

informacii o vietkych
zakaznikoch do zakaznickych
databaz, aby boli k

dispozicii vSetkym, ktori

ich potrebuja, ako aj
poskytnutie pristupovych
prav jednotlivym manaZzérom,
vytvaranie kariet zakaznikov

kazdom zakaznikovi
zoskupené v jednej da
tabéze

. zabezpeceny okamzity
pristup k databéaze z
akéhokol'vek miesta v
organizacii na zéklade
pristupového prava

. prehladnost, systém

organizaciou
Prameri: Vlastny vijskum
Tabulka 11: Vytvdranie kariet zdkaznikov
Zmena Prinosy Rizikd/Obmedzenia
Integracia ziskanych . vsetky informécie o d mozné zneuzitie

informacii o ur¢itom
zakaznikovi, zneuzitie
pristupovych prav -
priemyselna Spionaz

Pramen: Vlastny vyskum

Vyznamnym opatrenim, zameranym na vytvorenie podmienok pre lepsiu
moznost diferencidcie a nasledne tak individudlneho pristupu k zakaznikovymi
potrebdm bola resegmentacia zdkaznikov (tabulka 12). Prispela k $irsej diferenciacii
jednotlivych skupin zdkaznikov. Nové velkostné skupiny zakaznikov, prerozdelené
podla novych, podrobnejsich kritérii viedli k tomu, Ze regionalni obchodni manazéri
alebo manazéri klacovych zakaznikov moézu v kone¢nom doésledku vytvorit este
Specifickejsie programy pristupu k jednotlivym vyznamnym a kl'i¢ovym zdkaznikom.
Po uskutocneni tejto zmeny organizacie nezaznamenali vyrazné negativa, ak ne-

berieme do tvahy ich vad¢siu zataz a ¢asovd narocnost obsluhy.

Tabulka 12: Resegmentdcia zdkaznikov

zakaznikov - zvysenie
poctu skupin
zakaznikov podla
zvolenych kritérii

este lepsiu diferenciaciu
jednotlivych zdkaznikov a
vytvorit tak Specifickejsi pristup
ku kazdej skupine

Zmena Prinosy Rizika/Obmedzenia
Resegmentécia . organizacia moze na zéklade d mozna vicsia zataz

pre regionalnych
obchodnych
manazérov z hl'adiska
vynalozeného tsilia a
prostriedkov

¢asova naroc¢nost’

Pramen: Vlastny vyskum
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S obdobnym cielom, ako pri resegmentécii, sa uskuto¢nila i zmena v orien-
tacii na vybrané regiony (tabul'ka 13). Je to snaha o d’alsie pribliZzenie sa $pecifickym
potrebam zékaznikov, predovsetkym o ohl'adom na regionélne potreby. Ich poznanie

je vychodiskom pre ich odkrytie, poznanie a kvalitné uspokojovanie.

Tabulka 13: Orientdcia na vybrané regiony

regiony - viac aktivit

v regionoch, kde

sa organizécia eSte
nepresadila v takej miere,
ako by chcela, a kde je

celom tizemi trhu

. ziskanie vyznamného
zakaznika v oblasti, kde je
ich ziskavanie naro¢nejsie a
straty zdkaznikov castejsie

Zmena Prinosy Rizikd/Obmedzenia
Orientécia na vybrané . posilnenie etablovania sa . mozna vicsia zataz

pre regionélnych
obchodnych
manazérov z hl'adiska
vynaloZeného tsilia a
prostriedkov

vzhladom na vacsiu . ¢asova naroc¢nost’
konkurenciu a iné prirodné
podmienky

zastpenie vyznamnych
zakaznikov ovel'a mensie

Prameri: Vlastny vijskum

Trh je velmi meniacou sa veli¢inou a prinasa vzdy nové podnety a vyzvy.
Toho dokazom je nevyhnutnost realizdcie velmi $pecifickej zmeny. Vo viacerych
pripadoch si situdcia vyziadala operativne, ale zdsadne riesit taky stav, kedy sa
vyznamny alebo kltic¢ovy zakaznik necakane ocitol v problémoch a zrazu sa z neho
stal rizikovy zakaznik. Rizikovym pritom rozumieme zdkaznika, ktory ma docasne
problémy so stratou solventnosti. Organizacie tak boli nitené vypracovat rozne
formy pomoci vzhladom na jednotlivé skupiny stalych vyznamnych zikaznikov,
respektive zakaznikov, ktori maji potencial, aby sa stali vyznamnymi v buddcnosti.
To samozrejme opét prinieslo organizécii aj pozitiva aj negativa (tabul'ka 14). Zmena
prispela k tomu, Ze organizacie boli nitené eSte viac zvySovat kvalitu a trovenl
uplatiiovania manazmentu klacovych zakaznikov s cielom udrzania si tohto za-
kaznika, zlepsenie imidZzu vo vnimani tymto zdkaznikom, ¢o do budtcnosti podporuje
narast lojality. Uvedené procesy znamenaju pre organizéciu uréite znacnd zataz,
ktord dokonca nemusi vzdy koncit dspechom. I napriek tomu vysledky prieskumu
potvrdzujt, Ze pri uvedenej zmene prinosy jednoznacne prevysujua rizika.

Tabulka 14: Vypracovanie roznych foriem pomoci rizikovym zdkaznikom

docasne stal
pre organizaciu
rizikovym

budtcnosti

vd'a¢nost zakaznika, vedtca k spétne
poskytnutej pomoci a podpore zo
strany zdkaznika, ak by sa organizacia
dostala do podobnych problémov
zlep$enie imidZzu podniku v o¢iach
zakaznika

Zmena Prinosy Rizikd/Obmedzenia
Vypracovanie . udrZzanie si vyznamného zakaznika, ¢asova naro¢nost
roznych pripadne zakaznika, ktory ma potencial vypracovania
foriem pomoci na to, .ab/y.sa sEal v buqucnostl pre neus’pgch pomoci,

<kaznikovi organizaciu vyznamnym vedtici k strate
zakaznixovl, . zvysenie lojality zakaznikov zakaznika, ale
ktory sa . ista forma zaviazania si zakaznika do aj vynalozenych

prostriedkov a ¢asu

ramen: Vlastny vyskum
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Zaver

Manazment kltucovych zdkaznikov predstavuje moderny sposob obslu-
hovania klacovych zdkaznikov. Jeho realizdcia vSak vyzaduje naozaj koncepény,
systematicky pristup. Ten za¢ina na trovni vrcholového manazmentu a konci
poslednym pracovnikom v danej organizécii. Zavddzanie uvedenej koncepcie prinasa
so sebou mnohé kvalitativne i kvantitativne zmeny. Kazdd zmena predstavuje
v urc¢itom ¢asovom, priestorovom, finanénom ¢i personalnom horizonte pre organi-
zaciu prinosy, je vsak potrebné povedat i zna¢né rizika ¢i obmedzenia. Ich predikcia
je velmi potrebnd, nakolko od toho v mmnohych pripadoch zavisi tspesnost ¢i
netspesnost implementacie koncepcie manazmentu kldc¢ovych zédkaznikov. Tento
prispevok prezentuje len dve, z celkového vyskumu sledované, oblasti zmien. Je vsak
zrejmé, Ze spektrum zmien - prinosov ¢i rizik, je zna¢né.
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VNIMANIE PRODUCT PLACEMENT NA SLOVENSKU
PERCEPTION OF PRODUCT PLACEMENT IN SLOVAKIA
Eva POLIACIKOVA

Katedra ekonomiky a manazmentu podniku, Ekonomicka fakulta,
Univerzita Mateja Bela v Banskej Bystrici

Abstract

This submission deals about exploitation of Product Placement as effective
instrument of marketing communication. It illustrates the heart of this instrument
and his forms. It mentions on the legislative definition of Product Placement in
Slovakia. It introduce the results of research, that confronts the perception of Product
Placement in slovak and foreign programms in Slovakia.

Key words: Product Placement, marketing communication, install of products, slovak and
foreign programms

Abstract

Prispevok pojedndva o Produkt Placement ako efektivnom nastroji mar-
ketingovej komunikacie. Ilustruje podstatu tohto néstroja a jeho formy. Zmieiiuje sa
taktiez o definovani tohto pojmu a moznosti jeho vyuZzivania v rdmci uplatfiovania
legislativy na Slovensku. Prezentuje vysledky vyskumu, zameraného na komparaciu
vnimania Product Placement v programovej skladbe slovenskych a zahrani¢nych
programov.

Key words: Produkt Placement, marketingovd komunikdcia, instalovanie produktu, slovenské
a zahranicné programy

Uvod

Dynamicky vyvoj prostredia vo vsetkych sférach formuje aj oblast
marketingovej komunikacie. Neprestajné zmeny v postojoch spotrebitela, tlak na
efektivitu a navratnost vynaloZenych prostriedkov niti korporatnu sféru tvorit
komunikaény mix doésledne a uvézene. Je preto prirodzené, ze v poslednych rokoch
naberaji na vyznamnosti $pecifické a netradi¢né metédy a pristupy (Musa, Musova,
2010; Novotny, 2013). Jedna z nich je aj Product Placement, ktord méZeme definovat
ako kompenzované umiestiiovanie produktov do audiovizudlneho prostredia so
zamerom naplnit marketingovy ciel. Prijemca to zvi¢Sa povazuje za prirodzenu
sucast daného odkazu. V praxi to znamena spomenutie, alebo ukazanie produktu
(vyrobok, sluzba, idea, celd produktova kategéria, lokalita a pod.). MoZze sa taktiez
zamerne a zjavne pouzit vo filmoch alebo seridlovom deji, zakomponovat produkt
do knizného pribehu, vélenit do hudobného textu, ¢i prostredia pocitacovej hry
(Sladekova, 2007).
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Podla zakona ¢. 308/2000 Z. z. o vysielani a retransmisii je umiestfiovanie
produktov zvukovd, obrazova alebo zvukovo - obrazova informécia o tovare, sluzbe
alebo ochrannej znamke do programu za odplatu alebo inti podobnt protihodnotu
(§39a). V tomto zdkone mozeme ndjst legitimujici ramec pre Product Placement
na Slovensku (Polia¢ikovéd, 2013). Od 23. Septembra 2009 uz tento propaga¢ny nastroj
nie je skrytou reklamou. Pravidla na vyuZivanie tohto nastroja st jasne stanovené,
ako napriklad:

* nesmie sa pouzivat vo vysielaniach pre deti, v spravodajstve a v dokumentar-
nych filmoch,

*  nie je dovolené umiestiiovat produkty ako cigarety, ¢i tabakové vyrobky, lie¢ivé
latky, pokial st dostupné len na lekarsky predpis,

*  je nutné dodrziavat podmienku, aby reldcia, obsahujtica Product Placement ne-
nabadala k ndkupu produktov, ktoré st jeho obsahom,

*  aaby tovar, ktory je jeho obsahom, nebol nevhodne zdéraziovany. Stale castej-
Sie sa objavuje nézor, ze Product Placement je efektivnej$i nez reklama, pretoze
zobrazuje produkt v prirodzenom prostredi, nie v reklamnom bloku.

Frey (2011) definuje Product Placement ako zamerné a platené umiesttio-
vanie znackového vyrobku do audiovizualneho diela s cielom propagacie. Jeho
zakladny znak je reklamny efekt v danej cielovej skupine pri vyuziti kontextu alebo
znamych osobnosti (Adamska,Minarova, 2014; Novotny, 2015). Product Placement
spo¢iva v tom, Ze vyrobky alebo sluzby spolo¢nosti st zakomponované do filmového
deja. Product Placement je teda odborné oznacenie aktivity, kedy sa urcity vyrobok
alebo znacka viditelne umiestiiuji do deja, bud’ pred jeho natocenim (do scenéru),
alebo v post produkcii tak, aby bolo na prvy pohl'ad jasné, o ktory konkrétny produkt
¢ znacku ide. Divak je potom touto reklamou zasiahnuty priamo a v podstate ju
nemdze vnimat'.

Material a metody

Vyskum, tykajuci sa Product Placement, bol realizovany cez internet
prostrednictvom online programu docs.google.com. Oslovili sme 162 respondentov.
Dotaznik, ako metédu opytovania, sme si zvolili z déovodu rychlejsieho oslovenia
respondentov a jednoduchosti spracovania vysledkov. Jeho internetova forma za-
rovent zjednodusila respondentom vyplianie otdzok a nam poskytla rychlejsiu
navratnost vyplnenych dotaznikov. Cielom vyskumu bolo zistit vplyv Product
Placement, ako jednej z foriem marketingovej komunikacie na spotrebitel'ské spra-
vanie. Oslovili sme beznych konzumentov vo veku do 55 rokov. Dotaznik bol roz-
deleny do troch Casti:

e Prva Cast obsahuje demografické zaclenenie respondentov, ktoré nam bude slazit
na zaradenie do spotrebitel'skej skupiny, trhového segmentu.

e Druha ¢ast sa zameriava na povedomie a celkovy postoj respondentov k Product
Placement.

¢ Posledna ¢ast porovnava Product Placement a jeho aplikacie na rézne znacky
a produkty v réznych televiznych programoch na Slovensku a v zahrani¢i.

Z celkového poctu 162 respondentov bolo 98 Zien a 64 muzov. Z hladiska

vekovej Struktary boli najviac osloveni respondenti vo veku do 25 rokov. Celkové
zhrnutie moézeme vidiet v tabul'ke 1.

147



Tabulka 1 Vekovd Struktiira respondentov

Vek Pocet V%
do 25 98 60%
do 35 42 26%
do 45 6 4%

do 55 16 10%
Celkom 162 100%

Pramen: vlastny vyskum

Velkd vicsina opytanych respondentov dosiahla vysokoskolské vzdelanie,
pricom najmenej bolo tych, ktory v otdzke vzdelania uviedli moznost ,, iné.”

Tabulka 2 Vzdelanie respondentov

Vzdelanie Pocet V %
Stredoskolské bez maturity 8 5%
Stredoskolské s maturitou 40 25%
Vysokoskolské 110 68%
Iné 4 2%
Celkom 162 100%

Prameri: vlastny vijskum

Segmentacia Product Placement tizko stvisi s konkrétnym produktom,
ktory ma byt umiesttiovany. Na zdklade toho sa voli sposob jeho umiestnenia, ktorym
by mal byt produkt cielovej skupine vhodne prezentovany. Cielova skupina je
preto, rovnako, ako aj spdsob a miesto prezentacie, $pecifickd pre konkrétny druh
tovaru.

V nasledujticej ¢asti prezentujeme konkrétne vysledky nasho vyskumu.

Vysledky a diskusia
Povedomie a postoj k Product Placement

Po demografickych otazkach bola nasledujica ¢ast dotaznika venovana
vnimaniu Product Placement u spotrebitelov. V tvode dotaznika sme povazovali
za vhodné vysvetlit ¢o pojem Product Placement znamend. Dovodom je fakt, ze
vicsina spotrebitelov sa s nim v beznom Zivote uZ stretla, no neovlada jeho presnu
terminologiu.

V stcasnej dobe prehnane dlhych a ¢asto opakujtcich reklamnych blokov,
zaCinaju byt reklamy, ako tradi¢ny komunikaény nastroj, vnimané spotrebitelmi
negativne. Z tohto dévodu sme do dotaznikového vyskumu zaradili otazku, tykajacu
sa postoja respondentov k reklame ako takej. Na otdzku, ,aky mite postoj k reklame
ako takej?” odpovedalo len 1% opytanych, Ze ju vyhladdva, 35% opytanych reklama
nevadi, no az 64% respondentov, ktori sa prieskumu ztcastnili, sa jej snazi vyhnat.
Negativny postoj k reklame pripisujeme skutocnosti, Ze trh je presyteny reklamou
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a spotrebitelia uz povazuju klasické formy reklamy, ako billboardy, letdky, ¢i televizne
spoty pocas filmu, za otravné a vnimaji ich skoér negativne. Z dovodu schopnosti
prirodzenej integracie do deja, povazujeme Product Placement za vhodny néstroj
pre komunikaciu spolo¢nosti s potencidlnymi zakaznikmi.

Umiesttiovanie produktov je na Slovensku pomerne novy, no stale viac
vyuzivany komunikac¢ny nastroj. Rovnako tak st slovenski spotrebitelia ovplyvneni
aj zahrani¢nym Product Placement vzhladom na mnoZstvo filmov a programov,
vysielanych v nasich domacich televiziach. Zistovali sme teda do akej miery st s nim
respondenti obozndmeni.

S pojmom Product Placement sa v minulosti stretlo az 87% opytanych.
Pomerne vysoky pocet sposobuje fakt, Ze v poslednych rokoch je tdto marketingova
komunikdcia velmi casto vyuzivanou formou propagéacie produktov ¢ znaciek
v zahrani¢i a postupne aj na Slovensku. Respondenti v dodato¢nych odpovediach
uviedli va¢sinou filmy, seridly a reldcie, ako miesta kde sa s umiestriovanim produktov
stretli.

V pripade Product Placement ide o nenésilntd formu komunikacie a jeho
cielom je prezentovat produkt v jeho prirodzenom prostredi tak, aby ho divak vnimal
ako stcast deja. Zaujimalo nas teda, aky majt respondenti postoj voci tejto forme
marketingovej komunikacie. Z dotaznikového prieskumu sme zistili, Ze prave 71%
ho vnima neutrélne.

Tabulka 3 Postoj respondentov k Product Placement

Neutralny 55 71%
Kladny 11 14%
Zaporny 11 14%

Prameri: vlastny vyskum

Product Placement, ako moderny marketingovy néstroj je zakomponovany
do programov tak, aby nenartisal dej, preto nie kazdy divak si umiestnenie produktu
alebo znacky vsimne. V naSom prieskume sme zistili, Ze 51% respondentov si
Product Placement v programoch v$ima a 49% opytanych umiestnenie produktov
nezaregistruje.

Ulohou Product Placement je na jednej strane nenartsat dej, na druhej
strane ma byt znakovy produkt divikom zaregistrovany. Dalsiu otizku sme teda
smerovali k zisteniu, do akej miery je Product Placement ako komunika¢ny néstroj
ucinny. Aj ked' viac ako polovica respondentov Product Placement v audiovizualnych
dielach zaznamenava neovplyvni ich natol'ko, aby si propagovany produkt zakupili.
93% odpovedalo, ze ich Product Placement neovplyvnil a 1% si dokonca vytvorilo
k danej znacke odpor. Vnimaju to ako silend a negativnu reklamu. Naopak 5%
respondentov Product Placement ovplyvnil natolko, Ze si dany vyrobok zakupili.
Bol to napriklad iPnohe od spolo¢nosti Apple, produkty Clever od Billy, jogury
Rajo, ¢i Popradska kava. Ak vsak vo filme alebo v seridli s produktom manipuluje
znama osobnost, alebo pouziva dant znacku, spotrebitelia sa snazia s nimi stotoznit
a minimalne zmenia postoj k propagovanej znacke. Az 85% respondentov uviedlo,
Ze ich ovplyvni Product Placement, ak dany produkt pouZziva znama osobnost'.

V pripade Product Placement je skoro nemozné, aby sa cielova skupina
vyhla propagacii produktov, na rozdiel od ostatnych foriem reklamy. Pokial st
znacky a produkty zakomponované do deja vhodnym spdsobom, cielova skupina
nemusi takyto Product Placement vobec vnimat ako reklamu. Méze to povazovat
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za prirodzent rekvizitu v rdmci daného pribehu. Product Placement by tak teoreticky
nemal vyvolavat odpor, ktory je typicky pre iné formy reklamy. V nasich podmien-
kach to v8ak bohuzial neplati. Niektoré slovenské programy, hudobné klipy alebo
filmy vyuZzivaju Product Placement nasilne a neprirodzene. V takom pripade moze
umiestnenie produktu posobit skor kontraproduktivne, a divdk si méze k danému
produktu vytvorit odpor. Aj ked Product Placement nemusi na divdka posobit
negativne, vplyv médii, ktoré vyuzity Product Placement rozoberaju a nadmerne
kritizuji moze priviezt spotrebitela k rovnakému postoju.

Product Placementu v slovenskych a zahrani¢nych programoch na Slovensku

V poslednej ¢asti dotaznika, sme sa uz venovali konkrétnym slovenskym

TV programom a aplikécii Product Placementu v nich. Respondenti sa najcastejsie

stretli s Product Placement v programe véacsieho formatu ako:

e hudobno - zdbavny program Superstar, kde je najvyraznejsie propagovany
operétor Tmobile, ako aj znac¢ka cukrikov Mentos,

. ranna relacia Telerano, predstavuje priklad réznych druhov Product Placement,
kedy nejde len o produkty, ale aj o propagéciu réznych miest Slovenska. Ked'ze
do kazdej ¢asti relacie st pozyvani rozni hostia, ¢i uz z medicinskeho, umelec-
kého, ¢ kulindrskeho prostredia, povazujeme to taktiez za urcita formu
propagacie, respektive Product Placement osoby.

e ako dalsi program s najcastejsim umiestriovanim produktov uviedli Panelék.

Graf 1 Product Placement v Slovenskijch programoch
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Pramen: vlastny vyskum, 2013

V nadvéznosti na predchadzajicu otizku sme sa dalej respondentov
opytovali, ktoré konkrétne produkty zaregistrovali v slovenskych programoch.
Z vlastného vyskumu sme zistili, Ze Product Placement za tucelom propagacie
najcastejsie vyuziva obchodny retazec Billa, propagovany v seridli Panelak, ¢i Lidl,
ktorého produkty sa napriklad objavuju v reldciach ako Adela Show, Bez servitky
¢i Talentménia. Medzi d'alSie najcastejsie umiestiiované znacky, ktoré si respondenti
v slovenskych programoch vsimli, jednoznac¢ne patri Coca - Cola, ktora sa intenzivne
objavuje v spevackej show Superstar, ako aj Fernet a Tmobile. Celkové zhrnutie
mozeme vidiet v nasledujicom grafe 2.
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Graf 2 Umiestriované produkty v Slovenskijch programoch
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Prameni: vlastny vijskum

Vzhladom na vyrazné zastipenie zahraniéného Product Placement
v slovenskych televizidch prostrednictvom vysielania zahrani¢nych filmov a relacii,
sme povazovali za vhodné zaradit ho do dotaznikového prieskumu. V nasledujucich
otdzkach sa teda budeme zaoberat zahrani¢nymi programami, v rdmci ktorych sa
respondenti s umiestiiovanim produktov stretli.

Na otazku, v akych zahrani¢nych programoch respondenti zaznamenali
Product Placement, sa vic¢sina z nich jednoznac¢ne zhodovala s programe X Faktor.
Ide o spevacku sttaz americkej produkcie, zaradent do programu TV Joj, ktord ma
vel'mi vyrazny Product Placement znacky Pepsi. Jej loga je mozné vidiet, okrem iného,
na poharoch, umiestnenych na porotcovskom pulte.

Graf 3 Product Placement v zahranicnych programoch

100
80
60
40
20

5 o
© & &

Prame: vlastny vyskum, 2013

Conés vak prekvapilo bol fakt, Ze film Stroskotanec v hlavnej ilohe s Tomom
Hanksom, kde bol Product Placement vyrazné aplikovany, slovenski spotrebitelia
az tak nepostrehli. Dejova linia filmu zobrazovala zamestnanca prepravnej spolo¢nosti
FedEx, ktory uviazol po havarii lietadla na opustenom ostrove. Okrem samotného
FedExu, vo filme vystupuje aj d‘alsia vyznamna spolo¢nost vyrabajica $portové
potreby, Wilson. Obe znacky, prirodzene zapadli do deja. Tieto znacky mali pre pribeh
filmu vyznamnt funkciu a bez nich by tvorcovia len tazko vystihli podstatu deja. Aj
z tohto dovodu spolo¢nosti za umiestnenie neplatili.
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Tak, ako v pripade slovenskych programov a produktov, rovnaky pristup
sme uplatnili aj u tych zahrani¢nych. Zistovali sme teda, ktoré konkrétne produkty
si v rdmci sledovanych zahrani¢nych programov, slovenski spotrebitelia v$imaju.
Najviac respondentov zaznamenalo znacky ako Coca - Cola, Apple, BMW, ¢ Audi.
Prekvapivé vsak je, Ze aj napriek nizkemu poctu oznaceni filmu Stroskotanec,
v predoslej otdzke, je prepravna spolo¢nost FedEx, ktora v fiom bola propagovana,
v ramci Product Placement zna¢ne vnimana. Respondenti teda ocividne nespéjaju
znacku FedEx s filmom Stroskotanec, no pravdepodobne si s flou vytvorili urcité
asocidcie.

Graf 4 Umiestriované produkty v zahranicnych programoch
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Coca-Cola, ako najznamejsia znacka néapoja, bola aj v rdmci nasho vyskumu
respondentmi zaregistrovana najviac. Okrem neddvneho umiestnenia v populédrnej
talent show American Idol sa tato znac¢ka za poslednych 80 rokov objavila vo viacerych
filmoch ako James Bond, Batman, Sém doma, Dei nezévislosti ¢i Mission Impossible.

V zévere dotaznika nas zaujimal vlastny nazor respondentov na produkty,
ktoré by uvitali v TV programoch, respektive si myslia, Ze by tam boli vhodné. Vi¢sina
odpovedi sa tykala hlavne podpory slovenskych produktov a produktov zo zdravej
vyzivy a $portu. Rovnako tak by spotrebitelia uvitali zviditelnenie slovenského
cestovného ruchu.

Naopak, na otazku, ktoré produkty alebo znacky by sa v tychto programoch
vyskytovat nemali, boli najcastejsie zadefinované vyrobky ako alkohol, cigarety
a produkty nezdravého charakteru, ako napriklad McDonald alebo Coca - Cola.

Zaver

Vysledky vyskumu, prezentovaného v prispevku, ukazuj prierez povedo-
mia slovenskych spotrebitelov o Product Placement, ako o novej forme marketingovej
komunikécie. Nésledne sme si na viacerych prikladoch ukazali, Ze pokial je Product
Placement spravne vyuZity a tvorcovia respektuju jeho regulaciu, moéze sa tento nastroj
stat’ efektivnym a t¢innym marketingovym sposobom komunikécie. Priamo vplyva
na emocie divdka a v kombindcii s ostatnymi komunikaénymi ndastrojmi moze
v zna¢nej miere zvysit povedomie znacky, pripadne zvysit preda;j.
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Abstract

In view of actual crisis in Republic of Moldova, is becoming crucial the
problem of the development of the conceptual and methodological framework of
the macro-prudential policy for the national banking system (Sundararajan (2002);
Caruana (2010); Borio (2009)). I this study have been made first attempts towards
delimiting the concept of the macro-prudential policy, to propose a classification for
the macro-prudential policy indicators adapted to the Moldavian banking system,
and investigation if the proposed approach can be applied to the domestic financial
market, by attempting to calculate these indicators following the official statistics.
Besides, we discussed the main interferences of the macro-prudential and monetary
policy objectives accounting for conditions imposed by “impossible trinity”.

Keywords: macro-prudential policy, indicators, systemic risk.

Introduction

The financial crisis in Republic of Moldova showed the need to address
a new approach, that of the macro-prudential policy and its indicators for the systemic
risk assessment, adapted to the national banking system.

It presumes that the macro-prudential policy should stay as intermediary
player between monetary policy of the central banks directed towards attaining
macroeconomic goals and micro-prudential regulation of the financial authority.

It implies adding the macroeconomic perspective to the supervision
framework, which has relied until now mainly on the micro foundations. The financial
stability does not depend exclusively on the soundness of the individual sectors
of the financial market, but also on the interconnectedness among these sectors, and
on the interaction of the financial market with the real sector of the economy, too.

Besides, should be accounted the preventive nature of the macro-prudential
policy, namely to prevent financial imbalances and annihilate business cycles.

Operationalization of the macro-prudential policy framework implies
a range of challenges for supervision authorities, particularly for underdeveloped
economies.

Experience shows that successful implementation of the macro-prudential
policy relies on the following factors:
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e understanding the source of the systemic risk shocks and the “contagion channels”;

e developing an appropriate toolbox to combat them;

e identification of the channels through which financial or real sector imbalances
interact and affect the stability of the whole economy;

e overcoming the institutional issues.

In Republic of Moldova the theoretical foundations of the concept of the
macro-prudential policy is in its incipient phase. In the study we attempt to fulfill
the existed goals in Moldavian scientific literature related to macro-prudential policy
and to put proper foundations for macro-prudential policy indicators adapted to
the national banking system, exploring the subject from the conceptual and practical
standpoints.

Some methodological approaches for the macro-prudential policy instru-
ments for the Moldavian banking system

a. Concept of the macro-prudential policy adapted to the Moldavian banking system

In scientific literature does not exist broadly excepted definition for the
macro-prudential policy. We considered that the macro-prudential policy is a system
of preventive measures directed to minimization of the financial systemic crisis risks,
namely the risks of failure of important part of the financial system due to excessive
indebtedness, or illiquidity risks as a result of which the financial system is not able to
work without the support of the financial authorities.

In this way the purpose of the macro-prudential policy is to reduce systemic
risk, strengthening the financial system against shocks and helping it to continue
functioning stably without emergency support on the scale that was extended in the
crisis. (CGFS, 2010)

In the report prepared for G-20, the systemic risk is defined as the risk of
disruptions to the provision of financial services that is caused by an impairment of all
or parts of the financial system, and can cause serious negative consequences for the
real economy (IMF, FSB and BIS, 2009).

For proper development of the macro-prudential policy framework, we
consider that the supervision authority should account for the nature of the systemic
risk shock, systemic externalities and the horizontal or vertical perspective of the risk
expansion.

The source of the systemic risk can be endogenous or exogenous, emerging
from the internal disequilibrium or exogenous, arising from the external shocks. Also,
the systemic risk can be idiosyncratic, limited in scope or widespread i.e, systematic.
(ECB, 2009) It is important to mention that the risks could be triggered by the financial
sectors or from the real economy, too.

Regarding the systemic externalities (IMF, 2013), the rationale behind the
macro-prudential policy and respectively the management of the systemic risk, is given
by the following:

*  overexposure of the system to aggregate shocks (De Nicolo, et al., 2012);

e the tendency of the financial system to amplify shocks to the economy (Hanson
etal., 2011);

e externalities related to the interconnectedness across the financial sector (Acharya,
et al., 2009).

In view of recent experiences, the National Bank of Moldova in macro-
prudential supervision and assessment of the systemic risk should distinguish
between a “horizontal” perspective of systemic risk, where attention is focused solely
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on the financial system, and a “vertical” perspective of systemic risk, accounting for
relationship between the financial sector and the economic activity.

The Working Group on Macro-prudential Policy, established by G-30,
elaborated a guide on macro-prudential policy, which could be adapted to the banking
system of the Republic of Moldova. (G-30, 2010)

This guide based the macro-prudential policy on four components: policy
response to whole financial system, enhancing resilience and limiting systemic risks,
types of tools, guidelines for institutions.

In Moldova subjects of macro-prudential policy are interconnections
between financial intermediaries, markets, infrastructure of the financial markets
and the real sector of economy.

Authors emphasize that as the main priorities of the macro-prudential
regulation in Republic of Moldova would be appropriate the following:

e support the resilience of the financial system towards the aggregate shocks;

e limiting the extension of the systemic risk;

e smoothing financial cycles: preventing the formation of the bubbles on the
financial markets which could endanger the financial and economic stability.

We would like to mention that the above priorities will constitute a new
approach of the macro-prudential policy in the banking system of the Republic of
Moldova, linked to the approaches of the G-30 group.

b. Instruments of the macro-prudential policy

Our endeavor to develop a macro-prudential policy framework for the
Moldavian banking system was based on the methodologies developed by IMF, BIS,
G-30 group and ESRB handbooks on operationalising the macro-prudential policy
framework.

To investigate the experiences and main challenges faced by supervision
authorities in developing appropriate instruments of the macro-prudential policy, we
used the survey published by the Committee on the Global Financial System (CGFS),
where were examined the issues faced by the central banks during implementation of
the macro-prudential policy framework.

Another starting point was the G-30 report, which covered the following
key areas: the concept of the macro-prudential policy and systemic risk, the need
of the strong macro-prudential policy framework, tools that can be used to achieve
the objectives of the macro-prudential policy and the challenges that may face the
supervisors during operationalisation of the macro-prudential policy framework.

Besides, we used the Handbook of the ESRB, developed to assist macro-
prudential authorities in the European Union member countries to operationalize the
new prudential rules in the EU banking system.

To address the pro-cyclical issues in implementing proper instruments
of the macro-prudential policy we used the Basel III, which puts the appropriate
foundations for the countercyclical capital buffers and how they can be used to increase
the quality of the core capital in the banking system.

In the table below were summarized the main instruments of the macro-
prudential policy, adapted by us to the Moldavian banking system, which further
were developed in figure 1 and annex 1.
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Table 1 Classification of the instruments (indicators) of the macro-prudential policy adapted to
the banking system of the Republic of Moldova

Leverage . Capital adequacy requirements;
. Countercyclical capital buffers;
. Stress tests for assessment of the capital sufficiency;
. Gross leverage (ratio of the capital in total assets).
Liquidity . Liquid asset ratio;
. Liquid assets to short-term liabilities;
. Liquidity buffers;
. Ratio of assets to liabilities.
Credit expansion . Analysis of the credit portfolio
Sensibility to market | Net open position in foreign exchange.
risk
Efficiency . ratio of profits to assets (ROA);
. ratio of profits to capital (ROE).
Credit extension . Analysis of the credit portfolio

Source: compiled by authors following the G-30 and CGFE IMF

Chart 1. Analysis of the indicators macro-prudential policy of the banking system of Republic
of Moldova with the norm compliance

a. Leverage and Liquidity

120.000 Leverage indicators:
——Regulatory Capital to Risk-Weighted
YT Assets
——Reguiatory Tier 1 Capital to Risk-
Weighted Assets
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Non-performing Loans Net of
Provisions to Capital
60.000 Norrperforming Loans to Total Gross
Loans
—— Customer Deposits to Total (Nor-
40.000 interbank) Loans
— \_75— Liquidity indicators:
20.000 —— Liquid Assets to Total Assets (Liquid
Asset Ratio)
—— Liquid Assets to Short Term Liabilities
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Source: Authors’ calculations, data from NBM, NBS
b. Credit extension

120,000
100.000
—— Non-performing Loans Net of
Provisions to Capital
80.000
—— Non-performing Loans to Total Gross
Loans
60.000
—— Large Exposures to Capital
40.000 Assets to Total Financial System
Assets
20,000 — Assets to Gross Domestic Product
— - (GDP)
_— e ————
0.000

2009 2010 2011 2012 2013 2014

Source: Authors’ calculations, data from NBM, NBS
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c. Efficiency and Sensibility to market risk

70.000

Efficiency indicators:
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/ Liabilities to Totsl Liabilities

0.000 T T T T
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-10.000

Source: Authors’ calculations, data from NBM, NBS

In the proposed classification, the management of the leverage risk includes
the following components: capital adequacy requirements, countercyclical capital
buffers, stress tests and gross leverage ratio.

To limit large exposures and secure the financial system, the supervision
authority should account for the optimal level of the capital sufficiency by imposing
base capital adequacy requirements and formation of the countercyclical capital
buffers, as a mandatory supplement to the base capital, which would allow protecting
the banking system from the bad shocks.

Macro-prudential stress tests, as a component of the leverage monitoring,
consist in applying different alternative scenarios to identify cycle-dependent risks
which may affect the stability and recovery of the banking system and calibrate capital
requirements.

The effectiveness of the macro-prudential stress tests depends on the quality
of the collected data used as input and the expert-judgment. Giving the fact that in
Republic of Moldova, stress-tests have not been used yet, the implementation may
imply some methodological and legislative obstacles.

Besides the gross leverage ratio and capital requirements indicators, the
central bank should also monitor the quality of the credit portfolio, expressed by
non-performing loans in total loans, large exposures, non-performing loans to net
provisions. To address the cyclical component of the systemic risk we propose to
monitor the level of the total assets of the financial system in GDP.

The idea which stood behind our classification refers to the fact that
supervisory authority should impose financial institutions to balance their capital to
the level of the undertaken risks, in order to secure the real sector of the economy in
the crisis period. It is important to mention that the leverage indicators are rationed
and monitored by the Basel Committee III, too.

Banks traditionally resort on short-term liabilities to finance long-term
assets. In this view, should be monitored closely the liquidity indicators for the adequate
level of liquidity and should be imposed the additional liquidity buffers, to increase
the resilience of the system to the liquidity constraints in the periods of the systemic
crisis. We considered that the liquidity risk can be monitored taking into account

158



the maturity of the balance sheet components and the currency in which they are
denominated.

c. Relationship of macro-prudential and monetary policies

In Republic of Moldova, the macro-prudential policy may have strong
complementarities with monetary policy through the attaining of the objectives of price
stability.

For example, in order to annihilate inflationary pressures, the monetary
authority may increase the interest rate. Increased interest rate can lead to large capital
inflows, which may contribute to the build-up of excessive financial imbalances through
the overheating of the domestic economy, excessive credit growth and leveraging,
higher vulnerability of the national currency.

Lowering the interest rate, also may determine the excessive credit growth
and build-up of the financial bubbles.

Besides, during the crisis, the central bank may face the necessity to reduce
the interest rate level, to support the financial system by “leaning against the wind”,
which in turn could put pressure on the price stability objective. (G-30, 2010)

The interferences of macro-prudential and monetary policies can be given
by the effect of impossible trinity, too. The impossible trinity principle says, that then
allowing the free movements of the capital, the monetary authority should give up on
the independence of the monetary policy or free movement of the exchange rate.

On the one side, as was shown in scientific literature, for small open
economies such as Republic of Moldova, the foreign capital inflows are an important
source of capital necessary for investments and long-run growth. But allowing for
free capital movements, the central bank should give up on the independence of the
monetary policy and maintaining of the regime of the inflation targeting of free floating
of the exchange rate. Attaining both objectives may lead to the exposure of the financial
system to the excessive risks. For example, in order to stimulate the domestic economy,
the NBM may lower the interest rate. Lower interest rate, may lead to a surge of the
capitals from home country to abroad and depreciation of the national currency, which
in turn may contribute to accumulation of the non-performing loans portfolios in the
banking system.

In order to reduce these complementarities, the National Bank of Moldova,
should develop a strong framework for macro-prudential policy by closely monitoring
the systemic risk sources and creating appropriate buffers, which would create a larger
room from maneuvers for monetary policy during the shocks period.

Conclusions

In the Republic of Moldova, the concept of macro-prudential policy is
in its incipient phase. In this view, the paper has made an important contribution
to the existed Moldavian scientific literature. We have made the first steps towards
the operationalization of the macro-prudential framework in Moldova. We put
methodological foundations for the macro-prudential policy concept and its indicators
for the systemic risk assessment, adapted to the domestic banking system. Authors
proposed a classification for the macro-prudential policy indicators adapted to the
Moldavian banking system, and investigated if the proposed approach can be applied
to the domestic financial market, by attempting to calculate these indicators following
the official statistics.
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Besides, we discussed the main interferences of the macro-prudential and

monetary policy objectives, implications of these interferences in attaining overall
macroeconomic stability. We argued about the role of the macro-prudential policy of
the National Bank of Moldova as a buffer for security of the national banking system
and sustainable development of the economic activity.
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Annex

Table 1. Indicators of the macro-prudential policy of the banking system of Moldova

2009 2010 2011 2012 2013 2014

Leverage Regulatory Capital to Risk-

Weighted Assets 32.100 30.138 30.417 24.300 23.381 19.801

Regulatory Tier 1 Capital to

Risk-Weighted Assets 31.482 29.615 30.231 23.962 22.690 19.070

Non-performing Loans Net of

b : 32.788 29.177 | 25.964 22.715 16.597 | 17.043
Provisions to Capital

Non-performing Loans to

Total Gross Loans 16.380 13.327 10.660 14.500 11.577 12.284

Liquidity Customer Deposits to Total

(Non-interbank) Loans 109.135 | 109.527 | 104.608 | 102.753 | 107.514 | 107.769

Liquid Assets to Total Assets | 53599 | 19846 | 19965 | 32043 | 33759 | 34.220

(Liquid Asset Ratio)
Liquid Assets to Short Term 63229 | 50004 | 51551 | 86439 | 76797 | 89.133
Liabilities

Efficiency | Return on Assets 0452 | 0465 | 1958 | osos | 1532 | 1289
Return on Equity 2488 | 2627 | 11503 | 4257 | 9385 | 8493

Interest Margin to Gross

46.691 52.762 57.722 60.572 53.294 57.886
Income

Sensibility Net Open Position in Foreign

Exchange to Capital 4.798 5.065 4.833 2.595 3.627 2.495

Foreign-Currency-
Denominated Loans to Total 48.709 46.534 48.971 42.767 40.529 39.673
Loans

Foreign-Currency-
Denominated Liabilities to 53.778 50.662 | 50.417 | 48.777 51.032 | 54.102
Total Liabilities

Credit Non-performing Loans Net of

g . . 32.788 29.177 25.964 22.715 16.597 17.043
expansion Provisions to Capital

Non-performing Loans to

Total Gross Loans 16.380 13.327 10.660 14.500 11.577 12.284

Large Exposures to Capital 100.547 | 102.844 | 80.720 88.018 74.601 93.603

Assets to Total Financial

System Assets 2.793 2971 7.022 5.867 6.212 6.359

Assets to Gross Domestic
Product (GDP)

Source: Authors’ calculations, data from NBM, NBS

1.726 1.655 4.078 4.127 5.052 5.107
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Abstract

The objective of this study is first to test the prediction power of original
Fulmer and Zmijewski models on the dataset of Iranian listed companies and secondly
by applying Multiple Discriminate Analysis and Logit analysis statistical techniques
on the same dataset, develop a suitable prediction model for bankruptcy of listed
companies in the economic environment of Iran. It was Finally concluded that both
original Zmijewski bankruptcy prediction model in without any modification of
multipliers and coefficients and Logistic regression technique showed better prediction
results than original Fulmer model or discriminate analysis technique.

Keywords: financial ratio, multiple discriminate analyses, logistic regression

Introduction

The most important and vital issues in financial management are investing
and trust to investors for both real persons and legal persons in different levels of any
business. A large number of studies about process of decision making in investment
have been conducted in developed countries (Chen et al., 2009). Investors always
intend to predict the possibility of bankruptcy of corporations and prevent to the risk
of losing their investment. Hence, they are always looking for methods that could
predict the possibility of bankruptcy of companies. Because in a case of bankruptcy of
the stock price decreases dramatically. There are a variety of methods for predicting
the bankruptcy but some of them are more famous and well-established. Therefore,
based on the literature, between these methods, analysis of ratios and analysis of
market risk are more valid. Analysis of market risk uses fluctuations in the market
risk (such as variance of Rate of Return for a share and systematic risk) in order to
estimate the possibility of bankruptcy of corporation. On the other hand, analysis
of ratios estimates the possibility of bankruptcy by using a group of financial ratios
that is chosen by experts (Karamzadeh, 2013). Regarding the fact that the business
failure of a company can impose high expenses and heavy losses for the beneficiaries,
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its prediction is very useful. If we could predict the bankruptcy with more precision
and rapidly, the company can protect the business better and it can minimize the
danger of losing jobs and even it may halt firm’s bankruptcy (Rahnomaye Roudposhti
etal., 2009).

Statement of problem

In 40 years the issue of corporate bankruptcy prediction as one of the main
topics of research in financial literature has become. Several academic studies attempted
based on available data and statistical techniques, to create the best bankruptcy
prediction model, not only in developed countries but also in developing countries,
researchers to build new models, efforts have several predictive models regarding
various financial and economic environment, are presented. Later, other researchers
have presented different models in the field of bankruptcy prediction. Among the
various models proposed to predict bankruptcy, the study of corporate bankruptcy
prediction model using model predictive Bankruptcy Fulmer and Zmijewski deals.
The second reason for the bankruptcy prediction model research in addition to their
special characteristics, this is due to the aforementioned models 2 models of 8 famous
models in bankruptcy prediction. (8 popular models include: Models Altman, Falmr,
Toffler, Zmisky, Aspirin, Gate Shyrata, Hlsvn and Zood - Square) the special features
of these models can be high precision in the assessment and prediction of bankruptcy
mentioned.

The problem studied in this research is that, according to the bankruptcy
models, and each of the models examined how many of these companies are presented
as bankrupt and whether there are significant differences between the results of each
model or not?

Review of Literature

Over the past three decades, a considerable amount of research has focused
on explaining firm failure by analyzing financial ratios and through the development
of statistical models for bankruptcy prediction, such as the multiple discriminate
analysis (MDA) and logit models. The following pages provide additional detail about
previous researches.

Wu, Gaunt and Gray (2010) build a new mode comprising key variables
from each of the previous models (Altman 1968; Ohlson 1980; Zmijewsky 1984;
Shumway 2001; and Hillegeist et.al 2004) and add a new variable that proxies for
the degree of diversification within the firm. The degree of diversification is shown
to be negatively associated with the risk of bankruptcy. This more general model
outperforms the existing models in a variety of in sample and out-of-sample tests.

Alkhatib and Bzour (2011) performed a study in order to report the effect of
financial ratios in bankruptcy prediction in Jordanian companies by using the Altman
and Kida models. They included in the sample non-financial service and industrial
companies for the years 1990-2006. The results of the two models were then compared
to recognize which one was most favorable to give an early warning about the
possibility of bankruptcy for each of those years. Of the two models, Altman’s model
has an advantage in company bankruptcy prediction, with a 93.8% average predictive
ability of the five years prior to the liquidation incident, while the average for Kida's
model is only of 69%.
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Kumar et al (2012) Research on the comparison between the models predicts
bankruptcy began. They believed that financial analysis can lead to very different
situations on the job managers for decision-making is crucial. In this study three
well-known models were used to assess the industrial organizations that include
Z-score, Aspirin Gate Zmisky model. The three models for predicting bankruptcy
within two years of the utility companies that have gone bankrupt used measurement
and calculation, as well as to investigate the causes of failure and control financial
instruments in the financial condition of these companies have been incurred during
the academic studies are discussed.

Jouzbarkand et al. (2013) compiled two models for the prediction of
bankruptcy, related to the Iranian economic situation. They studied the Ohlson and
Shirata models, using the logistic regression method, examining and comparing the
possibilities of these models. For classifying and ranking the companies, they used
their business law to determine the bankrupt companies and a simple Q-Tobin to
specify the solvent companies. Their results show that the created models are able to
predict the bankruptcy.

Philippe du Jardin (2015). In an article named Bankruptcy prediction
using terminal failure processes which purpose of study was to present how to improve
the performance of traditional bankruptcy prediction models beyond 1 year using
models that take into account the evolution of firm’s financial health over a short period
of time. For that purpose, he designs models that fit the underlying failure process
of different groups of firms. The results demonstrate that such models lead to better
prediction accuracy at a 3-year horizon than that achieved with common models.

Gang.et.al. (2014). Studied in the research entitled an improved boosting
based on feature selection for corporate bankruptcy prediction, in that paper they tried
to present a new and improved Boosting, FS-Boosting to predict corporate bankruptcy.
Through injecting feature selection strategy into Boosting, FS-Booting can get better
performance as base learners in FS-Boosting could get more accuracy and diversity.
For the testing and illustration purposes, they use two real world bankruptcy datasets
were selected to demonstrate the effectiveness and feasibility of FS-Boosting. The
results reveal that FS-Boosting could be used as an alternative method for the corporate
bankruptcy prediction.

Tinoco (2013). In an article named financial distress and bankruptcy
prediction among listed companies using accounting, market and macroeconomic
variables, which purpose of study was to investigate empirically the utility of
combining accounting, market-based and macro-economic data to explain corporate
credit risk. The paper develops risk models for listed companies that predict financial
distress and bankruptcy. The logistic regression model was used in this paper.
The results show the utility of combining accounting, market and macro-economic
data in financial distress prediction models for listed companies.

Karas (2014). In an article named to what degree is the accuracy of a
bankruptcy prediction model affected by the environment? The case of the Baltic
States and the Czech Republic, which purpose of study was to investigate using
data on companies in the manufacturing industry with the use of the authors” own
bankruptcy model and correlation analysis. Research sample: 2,956 manufacturing
industry companies, these include 2,346 financially healthy companies and 610
companies that went bankrupt in the period 2010-2013. This paper presents research
of the prediction accuracy of a bankruptcy model in four countries and the correlation
found between the developments of selected macroeconomic indicators in these
countries. It proved possible in this way to identify those macroeconomic factors that
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show similar correlation patterns between given environments as investigated by
the accuracy of the bankruptcy model. These factors include, first and foremost, the
performance of the economy, inflation and unemployment.

Research methodology

This study is an explanatory, semi empirical and regression based research.
In summary, this research was carried out in two steps. In first phase, aligning the
research hypothesis 1 and 2, the applicability of original Fulmer (1984) and Zmijewski
(1984) bankruptcy prediction models on Iranian listed companies for the bankruptcy
year and post one, year has been tested and compared, then the one with higher
accuracy has been identified. In the second phase, we re-estimated the models
in Iran’s environment, the application of the identical regression techniques to Fulmer
(1984) (i.e. Multiple Discriminates Analysis) and Zmijewski (1984) (i.e. Logistic
Regression), the accuracy of the new re-estimated models with the original variables
has been appraised and compared.

The research has been carried out in the following turn and details:

1. By defining the bankruptcy regulatory threshold of Article 141 of Iran Commerce
Law as the bankruptcy criteria, non-bankrupt and bankrupt companies of Iran
stock exchange were identified in the period of 2009 to 2014,

2. Choosing the bankrupt companies sample from the population identified in the
step one above, and choosing the non-bankrupt companies with the same number
as the bankrupt samples,

3. Calculating the required financial ratios and other non financial data of the
sample companies,

4.  Entering the calculated financial ratios and data in the original models
developed by Fulmer (1984) and Zmijewski (1984) and comparing the results of
bankruptcy prediction with the actual status of the sample companies,

5. The best model with the minimum prediction error was identified,

6. In the second phase, by utilizing Logit and MDA on the independent variables
calculated in step 3 above, the best statistically significant models was developed,

7. The developed and spooled models from Logit and MDA were separately assessed
for their bankruptcy prediction power and better technique was identified.

Regarding the above methodology two things would be notified:

A. For step 1 to 5 above, aligning as per the aforementioned hypothesis 1 and
2, no modifications have been made on the independent variables and their
coefficients of the original models,

B. In Multiple Discriminate analyses, one of the fundamental suppositions
of which is the normal distribution of the variables, the issue was confirmed
by Kolmogorov-Smirnov test that as per the indicated errors of developed
models in step 6 above, the distribution was normal.
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Data and sample

The sample is composed of 36 corporations with 18 firms in each of the two
groups. The bankrupt group (group 1) is listed companies of Iran Stock Exchange that
as per the Article No. 141 of Iran Commerce Law, their Retained Loss is more than
twice of their capital. Since our criterion has been this Article of law, we've not
scrutinized the effectiveness of this Article and have relied on that as a regulatory
confinement being a bankruptcy signal for the company’s stock holders. Recognizing
that this group is not completely homogeneous (due to industry and size differences),
we attempted to make a careful selection of non-bankrupt firms. The second group
(group 2) consists of a paired sample of listed firms chosen on a stratified random
basis from the same data base of Iran Stock Exchange.

For the initial sample test, the data are derived from financial statements
dated bankruptcy year and one year before reporting periods prior to bankruptcy.
The data were derived from Iran-Tehran Stock Exchange database in the period
of 2009 to 2014 and also from selected annual reports in that period. The data of which
have been collected for the years 2010 to 2014.

Variable of research

Variables involved in the study have been divided into two categories:
1. Independent variable
2. Dependent variable

The dependent variable in this study in terms of financial capabilities of the
company has two modes: bankrupt or healthy. The independent variables in this study
are the financial ratios.
Bankruptcy Definition Criteria

As considered above, the criteria of classifying the firms into group 1
(bankrupt companies) and group 2, has been article 141 of Iranian commerce law.
According to this article, if the amount of the retained earnings (loss) doubles the
amount of the registered capital of a company, whether public or private, that company
is supposed to have become bankrupt and this issue must be delivered to the attention
of the stockholders to make a decision to execute a capital injection or dissolve the
existent of the unit. Of course as per the new regulation going to be approved, the
company cannot be easily dissolved and a committee would decide to restructure the
unit and not immediately close the doors.

Research Hypotheses

The research hypotheses have been defined as follows:

1. Original Fulmer (1984) bankruptcy prediction model has more power in
prediction bankruptcy issue on Iranian listed companies.

2. Original Zmijewski (1984) bankruptcy prediction model has more power in
prediction bankruptcy issue on Iranian listed companies.

3. Multiple Discriminate analysis technique has significantly more power than
Logistic regression (Logit analysis) in prediction the bankruptcy issue of Iranian
listed companies.
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Statistical Analysis

Bankruptcy prediction power of original Fulmer and Zmijewski research
hypothesis 1 and 2 has been presented in below:

Fulmer model, research hypothesis 1

In this section without any modifications made on Fulmer (1984) bankruptcy
prediction model, presented in equation 1 below, the accuracy of the model has been
tested on Iran listed companies dataset for the years 2009 to 2014.

F=5.528 X,+0.212 X, +0..073 X,+ 1.270 X, - 0.120 X, + 2.335 X + 0.575 X,+1.083 X, +
0.894X, - 6.075 1)

F < 0; then the firm is classified as “failed”

WHERE

X, = Retained Earning / Total Assets
X, = Sales/Total Assets

X, = EBT/Equity

X, = Cash Flow/Total Debt

X, = Debt / Total Assets

X: = Current Liabilities / Total Assets
X, = Log Tangible /Total Assets

X, = Working Capital / Total Debt

X, = Log EBIT / Interest

Summary of examination of Fulmer bankruptcy prediction model for
bankruptcy year and one year before has been presented in table 1 below:

Table 1 Classification results - Fulmer bankruptcy model

Year Actual Predicted Predicted
Group 2 Gray
Group | Group Group 1 Number | Percent
Total (Non- Zone
1 2 (Bankrupt) correct Correct

Bankrupt) | (Critical)

bankruptcy

18 18 36 4 11 3 15 41,67
year
One year
before 18 18 36 5 9 4 14 38,89
bankruptcy

Source: Research findings

As it can be observed in above table, the accuracy of the model has been
solely based on the number of the correct classified companies as bankrupt or non-
bankrupt. Due to lack of sufficient information and low correlation between the
substance of article 141 of Iran commerce law and the actual closure of the bankrupt
companies (i.e. the companies filed for the article are not discontinued nor laid off
from the Stock Exchange Board), the gray (critical) area has not been further analyzed
into group 1 and 2.
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Zmijewski model, research hypothesis 2

In this section also without any modifications made on Zmijewski bankruptcy
prediction model, presented in equation 2 below, the accuracy of the model has been
examined on Iran listed companies dataset for the years 2009 to 2014.

Z=-4/3-4/5X +5/7X,-0/004 X, )

Independent Variables Are:
X, = net income / total assets
X, = Total debt /total assets
X, = current assets / current debt

If Z < 0 the company go bankrupt

Summary of examination of Zmijewski bankruptcy prediction model for
the bankruptcy year and one year before has been presented in table 2 below:

Table 2 Classification results - Zmijewski bankruptcy model

Year Actual Predicted Predicted
Grou Group 2
Group 2 P Total Group 1 (Non- Zone Number | Percent
1 (Bankrupt) | Bankrupt) | (Critical) correct Correct
Gray

bankruptcy 18 18 36 15 3 0 18 50
year
One year before 18 18 36 3 1 0 9 25
bankruptcy

Source: Research findings

As shown above, none of the predictions has fallen in the grey area.
Developing a bankruptcy prediction model using MDA and Logit techniques

The objective of this part is to develop a model for predicting bankruptcy
issue in bankruptcy year and one year before, by the application of multiple discriminate
analyses (MDA) and Iranian listed companies’ dataset for the years 2009 to 2014.

Multiple discriminate analyses 3

This test was carried out in the stepwise method of discriminate analysis.
The following null and alternative hypotheses of H and H, were defined as follows:
H : The derived model is not significant
H, : The derived model is significant

In MDA technique, how much the Wilks" Lambda statistic is smaller for
the extracted and observed model, the significance of that model is higher, and H, can so
be refuted with the reliance span of 95% and the opposite H, then would be accepted.

The final independent variables and derived coefficients in the MDA
technique on Iranian listed companies dataset for bankruptcy year and 1 years prior

168



to bankruptcy and entering the initial independent variables as shown in table 1 above
in the MDA modeling, has been demonstrated in table 3 below:

Table 3 Independent variables and coefficients derived in MDA technique

Row Independent variable Coefficients
bankruptcy year 1 year before
1 Sales to Total Assets 1/32 1/441
2 Debt to Total Assets -2/129 -6/846
3 Current Liabilities to Total Assets 1/886 -
4 Retained Earnings to Total Assets 7/624 -
5 Working Capital to Total Debt 4/187 7/128
6 Cash Flow/ Total Debt 8/252 -
7 Intercept -1/924 -1/256
8 Group Centroids (F score Domain) 1/236<F<1/236 1/315<F<1/315

Source: Research findings

Wilks” Lambda and Canonical Correlation for the resulted figures of table 4
above has been shown in table 4 below:

Table 4 Wilks’ Lambda and Canonical Coefficients of the derived models in MDA technique

Year Wilks” Lambda Canonical Correlation
Year bankruptcy 0.267 0.746

One year before 0.279 0788
bankruptcy

Source: Research findings

On the basis of the models derived as shown in table 4 above, the following
model prediction accuracy was resulted as shown in table 5 below. it's noted that,
the same as the analytical procedures carried out on hypothesis 1, due to the lack
of sufficient information and low correlation between the substance of article 141 of
Iran commerce law and the actual collapse of the bankrupt companies (i.e. the
companies filed for the article are not discontinued nor laid off from the exchange
board), the gray (critical) area has not been further analyzed into group 1 and 2.

Table 5 Classification results - MDA prediction technique

year Actual Predicted Accuracy
Group 2 Gray
Group | Group Group 1 Number | Percent
Total (Non- Zone
1 2 (Bankrupt) correct correct

Bankrupt) | (Critical)

Year bankruptcy 18 18 36 6 4 8 10 27/78

One year before
18 18 36 10 3 5 13 36/11

bankruptcy

Source: Research findings
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Logistic regression analysis

The objective of this part is to develop a model for predicting bankruptcy
issue in bankruptcy year and one year before, by the application of Logistic
regression technique and Iranian listed companies’ dataset for the years 2009 to 2014.
This test was carried out in the stepwise backward* method and by the definition
of H and H, as follows, the significance of the derived models have been proved
by differentiating statistics of Wald®, Cox and Snell R Square, -2 Log Likelihood®,
Chi-square and the significance of the sole variables derived from each step(less than
10%).

H : The derived model is not significant
H, : The derived model is significant

The final independent variables and derived coefficients in the this technique
on Iranian listed companies dataset for bankruptcy year and 1 year prior to bankruptcy
and entering the initial independent variables as shown in equation 2 in the Logit
modeling, has been demonstrated in table 6 below:

Table 6 Independent variables and coefficients derived in Logit technique

Row Independent variable Coefficients
bankruptcy year 1 year before
1 Debt to Total Assets - 9/458
2 Current Liabilities to Total Assets -48/324 -76/413
8] current assets to current debt -55/558 -
4 net income to total assets -13/136 -

Source: Research findings

If upon entering the independent variables of a specific company into
above models, the conditional probability of the resulted Z value as per the equation
P (Z) =1/ (1+ e?) is greater than 0.5, the company is classified as non bankrupt, less
than 0.5, it’s bankrupt and the point of 0.5 in this threshold, is the grey area or critical
zone which requires more investigation for the classification. The relevant statistics
of the derived models in the table 6 above, demonstrating the quality of the models
are shown in table 7 below:

Table 7 Wilks” Lambda and Canonical Coefficients of the derived models in MDA technique

Year Chi-square (S0t A TS -2 Log Likelihood
Square

bankruptcy year 28/140 0/545 10/133

One year before

bEslegitey 38/256 0/677 12/422

Source: Research findings

* Backward
°* Wald
¢ Log Likelihood
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Conclusions

Considering the hypothesis provided in the research, the following results
were achieved through this research:

A. Original Fulmer (1984) bankruptcy prediction model, without any modif-
ication made in the independent variables and coefficients, can predict bankruptcy
issue of Iranian listed companies with the accuracy of 41/67%, 38/89% respectively for
bankruptcy year and one year before.

B. Original Zmijewski (1984) bankruptcy prediction model, without any
modification made in the independent variables and coefficients, can predict
bankruptcy issue of Iranian listed companies with the accuracy of 50%, 25% respectively
for bankruptcy year and year before.

So, since original Zmijewski model could predict the bankruptcy in more
frequently, it's generally concluded that original Zmijewski bankruptcy prediction
model could predict the bankruptcy of Iranian listed companies more accurately than
original Fulmer (1984) bankruptcy model.

Above conclusions have been summarized in the table 8 below

Table 8 Comparison of original Fulmer and Zmijewski models

Year Prediction Accuracy éccuracy
Percent Difference-
eree Altman to Ohlson
Fulmer Zmijewski Percent
bankruptcy year 41/67 50 (8/33)
One year before
o sy 38/89 25 13/89
Source: Research findings
Then we can conclude that
For bankruptcy year, Fulmer prediction accuracy < Zmijewski prediction
accuracy
one year before bankruptcy; Fulmer prediction accuracy < Zmijewski prediction
accuracy

Source: Research findings

C. Regarding the third hypothesis, by utilizing MDA and Logistic regression
prediction technique, the researcher tried to develop a suitable model for predicting
bankruptcy of Iranian listed companies in bankruptcy year and one year prior to
bankruptcy, he concluded that the model resulted from MDA method could predict
the bankruptcy issue of Iranian listed companies with the accuracy of 27/78%, 36/11%,
respectively in bankruptcy year and one, year prior to bankruptcy; meanwhile,
Logistic regression technique resulted in the accuracy of 41/67%, 44/44% respectively
for bankruptcy year and one year before bankruptcy on the same dataset.

Upon the above conclusion, the following summary in table 9 has been
provided on the third hypothesis of the research:
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Table 9 Comparison of MDA and Logistic regression techniques on research samples

Year Prediction
Prediction Accuracy
Accuracy Difference-
Percent Fulmer to
Zmijewski
MDA Logistic regression Percent
bankruptcy year 27/78 41/67 (13/89)
one year before
Erlergiea 36/11 44/44 (8.33)

Source: Research findings

Considering the above-demonstrated conclusions; since Logistic regression
prediction technique has resulted in more accurate predictions than MDA technique,
it's generally concluded that Logistic regression technique would predict the
bankruptcy issue of Iranian listed companies more accurately than MDA technique.

Then we can conclude that;

bankruptcy year, Logistic regression accuracy>MDA regression
accuracy
one year before bankruptcy; Logistic regression accuracy>MDA regression
accuracy

Reviewing the research’s hypothesis, and concluded results, the following
summary in table 10 below has been provided, supporting the refusal or acceptance
of the research hypothesis:

Table 10 Summary of the research’s hypotheses

Hypothesis Hypothesis status

Hypothesis description
Reject Accept

Hypothesis one Original Fulmer (1984) bankruptcy
pret':hc'tlon model has @ore power 1.n Raad
prediction bankruptcy issue on Iranian

listed companies.

Hypothesis two Original Zmijewski (1984) bankruptcy
prediction model has more power in
prediction bankruptcy issue on Iranian
listed companies.

Accepted

Hypothesis three Multiple Discriminate analysis technique
has significantly more power than Logistic
regression (Logit analysis) in prediction Rejected
the bankruptcy issue of Iranian listed

companies.

Source: Research findings
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Abstract

The study deals with the realized needs for mentor’s work among students
in Hungarian higher education. The aim of mentoring systems is to facilitate the
integration of young people (graduates, talents) in work. The study explores how
students - during their university studies - feel about the practice of mentoring system.
The primary research of the study is to raise attention towards the mentoring role in
knowledge transfer and their impact on education.To test our assumptions, quantitative
research was carried out among university students using a structured questionnaire.
As result we got that we must use mentoring system as the basic instrument of tacit
knowledge transfer. It is apparent that the demand for it is present in each area.

Key words: education, role of mentor, mentoring, mentoring system, knowledge transfer

Introduction

Over the last few years theoretical and practical studies on knowledge
management systems have gained incredible popularity. We can found wide range of
varying depth and quality research in this theme. In this study we would like to discuss
a piece of knowledge management systems which analysis has enormous economic
significance. The elements of knowledge management appear in many areas of
corporate life, but they are unconsciously applied. They are well established solutions
in everyday practice, but are not built into the strategy or system-oriented thinking
of institutions. To present the used methods could provide a long list, but it won't
be the purpose of this study. We focus only on one element, which is supportive
particularly for young people (graduates, talents, special career paths). This is the
mentoring system.

Mentoring activities have tradition especially in the field of teacher’s
education and training. This tradition has been acknowledged and natural still today
by the professions. Many teachers help, support, educate young people professionally
or based on their own human qualities (sometimes unconsciously) to supply the
teaching profession. (Rahim, 2014) The demand for raising highly capable individuals
is almost natural in the era of change. Despite the fact that it is not a big surprise that
the “elders’ of educators would like to share their knowledge and experience with
young people, we can not say that the demand and acceptance by the young people
are at the same level. The opinions of mentor teachers are also different in the success
of supporting their work. Based on this best practice we started to think on how could
we implement knowledge managements systems in other fields of education and
how could we use mentoring program in knowledge sharing. Our experience is that
many companies and institutions have more or less developed programs, which
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facilitated the inclusion of young people in work, but many companies do not deal
with this issue. In this research we build on the results of long-established practice
in teacher education, and then we compare its characteristics with different areas
of expertise. In order to understand the mentor role, its importance we considered
appropriate historical and theoretical handling.

Mentor and mentoring

Mentoring is a process of intellectual, psychological and affective
development based on relative frequency scheduled meetings over a reasonably
extended time frame. It is viewed as a dyadic, face-to-face, long-term relationship
between a supervisory adult and a novice student that fosters the mentee’s
professional, academic or personal development. (Yurtseven and Altun, 2011) The
term mentor comes from the Odyssey, from the name of Telemachus’s educational
(Mentor). He was Odysseus’ friend and confidant, and the tutor of his son. (Ruginosu,
2014)

It means: educator, teacher, counselor, probation officer, fatherly good
friend, senior teacher. Mentoring as a process covers personal education. (Pedagogical
lexicon) One of the most popular phrases in the field of education. A mentor should be
able to develop different competences and strategies in different situations, at different
stages, with different personalities. Using multiple intelligences, the mentor may
increase the beginning teacher’s confidence and may show a real understanding of the
mentee’s process of learning taking into account his/her strengths and weaknesses.
(Constantinescu, 2014) But it needs to know that the capacity of mentoring is only
partially obtained from outside. It is mostly the result of internal (mental and spiritual)
development. (Yesilbursa et al., 2013)

In the practice of teacher training mentoring as an activity has two
fundamental areas. On the one hand it is support disadvantaged children and pupils
with distinctive attention, to the other hand it means a program which support the
integration of young people. Both have the purpose to move ahead and pay attention
to those who need it. Mlinarics and Juhasz (2008) This objective is not only a necessary
beginning of the teaching profession. Many profession struggle with the problem that
young people do not obtain the necessary practical knowledge during their study. We
must solve the supplement of the education gaps or the acquisition of firm-specific
knowledge.

Such claim arises not only in the teaching profession but in the everyday
corporate / institutional practice too. Although mentoring as a specific supporter
of knowledge transfer was never conceived previously, now it is one of the most
noteworthy option to support personal development. (Taukeni, 2014) In the corporate
practice its importance often comes to the forefront during development, career
development, however its benefits are not taken into account, when the problems of
knowledge sharing arise during the building of knowledge management systems.

Anyone who has dabbled in the concept of knowledge management or
began to build a system, has an experience about the significant barriers of knowledge
sharing. One barrier is the behavior and attitudes of people regarding the implications of
knowledge sharing, the other barrier is the problems of transfering the tacit (elusive)
part of the knowledge. Let’s find out a bit more about why are these factors problem.

If you, dear reader honestly answer the question: do you always share your
knowledge with everyone at work, or do you always fully comply with the requirements
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of the corporate standards to upload data and transmit information? Not only some
of you will say ,NO”. The Hungarian culture, economy, labor market situation is
not favorable for the development initiatives or managerial interventions to build
confidence in workplaces. However, we as private persons do not able to identify with
these expectations. The “knowledge=power” principle ingrained in our consciousness. It
is difficult to fight with this thinking. Which tools are available, to overcome the lack of
confidence and its hindering power? Among the responses we can find the possibility
of building a mentoring system too.

Another part of the problem is that the vast majority of corporate initiatives
for sharing knowledge prefer primarily the sharing of explicit part of knowledge
which can be communicated. They are not aware that this does not resolve the problems
of knowledge transfer within the company. In fact, a much larger problem, and we
might say insurmountable challenge is acquiring, brokering the knowledge which
is not formulated in words, hard to explain. If we call for help the well-known SECI
model (Nonaka & Toyama, 2003) it can be seen (Figure 1) that the convertation
of types of knowledge (explicit - tacit) creates an endless spiral, which has a peak
in the infinity. So it will never be allowed to broadcast our full knowledge even the
initiatives will be the most opened and well-intentioned.

Figure 1 SECI model
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If we want to ensure the best solution for this intractable situation, the
mentoring system seems to be an obvious solution. As history has proved the successful
cooperation of master - student over the centuries, we may reach back to this ancient
practice. Working together for a long time, taking the experiences, observing the
hidden catches, intercepting the untold solutions occur only through direct personal
connection. Mentoring schemes, the relationship between mentor and tutor ensure
these.

However, it matters who will be a mentor, what qualities are expected from
them and how could we choose the appropriate individuals. The solution is rooted
in the past again. The literature which based on today’s general advice suggest also
Homeric requirements.
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Properties of Mentor (after Homer) are:
e Life experience
¢ Professional prestige
* Wide and actively managed relationships
» Will and ability to transfer knowledge
* Respect
 Conflict resolution skills

Selection criterias for mentors today:
¢ Former professional career
* Professional acceptance
¢ Quality of relations
¢ Identification with tasks
e Willingness to learn

You can see the same features, and we could add the two missing features to
the present selection criterias too, especially if we think on the deficiencies of handling
conflicts or deprivation of respect.

Real presence of all these properties determine the relationship between
the mentor and student that will produce real results based on trust and reciprocity.

Based on this we can say that the conditions for successful mentoring are:

* Mutual acceptance
* “The acceptance” will be processed, the partnership will be formed.
* Committed to success orientation.

Taking into account the above mentined, we can state that the mandatory
requirements of mentoring circles in general terms are:

¢ Professionalism,
* Sense of purpose,
¢ Life long learning. ed. Mayer (2010)

After we are aware of the requirements, and we can find both parties (mentor
- student) in the professional lives of teachers, we were interested in how students -
during their university studies - feel about the practice of mentoring system. We wanted
to see - near the attitudes of educators - students” opinions. We examined students who
acquire a degree in other fields than teacher training where the application of mentoring
systems are not typical. This curiosity drove our primary research. We are aware that
the operation of the mentoring system carries big economic benefits for companies and
it can operate as motivational device for stakeholders. We know that its role in shaping
business communities is prohibitive especially in terms of trust. Besides it is the key
element of building knowledge management system. We launched the investigation in
find out whether this form of aid is needed or expected by young people.

Practical examination

Method of Testing

To test our assumptions, quantitative research was carried out among
university students using a structured questionnaire. For additional information we
took interviews with stakeholders who have experiences in mentoring, either in higher
education or in the practical side of life.

177



Method of Evaluation

We used mostly closed questions in our questionnaire; the respondents
selected their most representative choice from predefined options. So the results are
reliable, easier to code, analyse with SPSS statistical analysis tool. Because in most cases
multiple choice was allowed, we evaluated nominal scales with cross-table analysis.
The analysis examines the relationship between two variables with statistical chi-square
test. It shows that the independent variables are related to another variable. (later we
examined that the course or year of respondents may explain the received replies)

The Composition of The Sample

324 students participated in the study from different faculties and courses. The
sample includes 99 economists, 145 engineers, 36 lawyers, 24 IT student, 13 musicians,
2 medical student and 5 andragogues. As a control group we asked 44 student from
teacher education: 31 students were in their second year, 13 forth year. The distribution
of the other students was: 13 freshmen, 133 sophomore, 66 third-year student, 69 forth
year, 39 fifth year and 4 sixth year. Our research was not representative, since it does
not follow the distribution of students.

Hypothesis 1. Students in teacher education are more informed about
mentoring system so they have higher need to support by a mentor (teacher) than the
students from other faculties.

Due to limits of the study we will show just a few interesting results of our
research.

In the first part of the questionnaire we examine the general opinions of
students about mentoring activities. Our first question was geared to the need of a
mentor, or a more experienced colleague. We asked them to justify their answers as
well.

Table 1 Percentage of responses

Do you feel the need of a mentor in your future work?

Options Students in teacher education Students in other faculties
Frequency Percentage Frequency Percentage
Yes 37 84,1 293 90,4
No 7 15,9 31 9,6
Total 44 100,0 324 100,0

Source: own edition

As shown in the table, the majority of the students think that they need a
mentor or senior colleague’s help in their first years. The reasons of it were to facilitate
the integration, to answer questions for methodologies, to solve initial difficulties. Many
students hope that they can overcome their individual difficulties with a mentor more
easily, as they can draw on the experience of older colleagues. Among respondents
who say they do not need mentor the followings were incurred as reason: they prefer
to acquire their first experiences alone, because later they have to work alone too. It is
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interesting, that at the very beginning of our research we found the opposite as our
hypothesis. Students from other faculties have bigger need to presence of a mentor.

The next question was intended to the characteristic of a good mentor? The
responses are summarized in table 3, which illustrate the opinions of students from
teacher training. The other students formed the same opinion in full, the priorities
overlap each others.

Table 2 Characteristics of a good mentor

Students in teacher Students in other
education faculties
Sign it Not sign it Sign it Not sign it
Pay atte.ntion for human and 29 29 160 164
professional development too
Enthusiastic and positive attitude 31 13 185 139
Realistic goals 26 18 178 146
Consistent 19 25 125 199
Ability to active listening 8 36 17 307
Up to date technical and
methodological knowledge 32 12 208 120
Appr?priate la-nguage to?lbars to 11 33 57 267
describe learning - teaching process
Give honest and helpful criticism 33 11 230 94

Source: own edition

It can be seen that for both groups the honest criticism, the updated technical
and methodological knowledge and mentor’s enthusiastic and positive attitude are the
most important characteristic.

Students from human faculties think that enthusiastic and positive attitude
are more important than for other faculties. Same can be said regarding the sincerity of
a good mentor and critical role of supporter. The results are similar in other factors.

Comparison of the respondents’ year significant difference was not found,
however it seems that in higher class the demand for mentoring has emerge. Students
in higher class were inclined to sign the updated knowledge as a characteristic of a
good mentor. While honest and helpful criticism were signed more often among lower-
grade students.
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Figures 2 Expectations against good mentors based on professional and year
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With the next question we examined how could we measure the efficiency
of mentors work.

Figure 3 The effectiveness of the mentoring work from teacher’s view (in pieces)
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We listed several possible factors, asked respondents to indicate those that
express their opinion on the effectiveness of mentoring work properly.

The results here, by students of SZE are also similar.

Figure 4 The effectiveness of the mentoring work from other students’ view (in pieces)
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Both groups think that acquiring practical knowledge related to the student’s
skills show the effectiveness of the mentoring work. Furthermore, they consider success
of mentoring students are important. Students from other faculties find successful
integration and rapid mastery of the job requirements important in mentoring work.

However, only a few people nominated the followings as the part of
effectiveness of mentoring work: eminent mark of professional practice, interest in
emerging the student’s research and development skills, successful evaluation of the
learning process, successful development of student’s key competences and reduction
of problems resulting from low level of performance.

In the remainded part of our survey we examined certain areas of professional
assistance to students. We have examined when and in which situations is the support
of mentor required: before the start of the internship, the first week of the internship,
during the entire professional practice or they want to work alone.

As expected, in the case of the teacher faculties respondents have strong
demand of mentor’s help before starting the professional practice or on the first week
of the professional practice, but other students in the group need the presence of mentor
throughout the duration of the professional practice or only on the first week. However
just a few respondents sign the need of the mentor prior to the commencement of
the exercise. There is a significant differences between answers of the other students
and the teacher majors. Students on other courses has a claim to the mentor’s work
during the first week, and the total trial period, while students on teacher faculty has a
need for this before the practice or on the first week. The lawyers and medical students
signed their need mostly on the first week, while engineers, economists during the
entire professional practice. IT specialists want to work alone in most of the cases.

Examining the areas of mentoring work, we can say that the students on
teaching faculty wait for help in faculty programs (ie the group movements) and in
recognizing the management of the school and in finding a space in the staff room
as a critical situation. The responses of other students are the same.
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Figure 5 The areas of expected help for other students
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Based on the responses of other students we can say that more than half
of the respondents require the assistance of a mentor in team’s work, meetings,
workshops, and other critical situations. Slightly fewer people nominated the need
for mentors in performing professional duties. Significant proportion of respondents
do not require the assistance of a mentor in understanding the opportunities of
information transmission, in recognizing the organizational interests an in informal
programs.

Concerning the orientation on the workplace we could say that in this area
more than half of the respondents want support in meeting with the management, in
understanding the company’s short and long term plans.

Figure 6 Areas of required assistance in the workplace among other students
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In learning the company’s success, and in meeting with the technical support
staff are not so important. Suspected reason for this is that at the time of enrollment the
company’s success are already known. We asked the students about the task of mentor
formulated in the area of introducing the profession.

Figure 7 Expectations formulated in the area of introducing the profession
among other students
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First we show opinion of other mayors than opinion of teacher student.

Figure 8 Expectations formulated in the area of introducing the profession
among teacher students
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When we see only “rather agree” and “completely agree” answers from the
above figures, it is clear that 40% in the case of teaching students, while 60% of other
students require that their mentors show them the secrets of their profession.

To learn problem-solving techniques students from teacher courses require 1 assistance
from their mentor.

Figure 9 Requirements to learn problem-solving techniques among other majors
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To learn problem-solving techniques students from other courses require
more assistance from their mentor.

Figure 10 Requirements to learn problem-solving techniques among teaching students

Requirements of mentor to learn problem-
solving techniques among teacher students

Bcompletely
disagree

[tend to disagree

DOagree and
disagree

Otend to agree

Bcompletely agree

Source: own edition

The results of our above survey were supplemented with interviews.
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Table 3 Mentoring work according mentors

Higher education

Secondary schools

effective?

learning in
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Yes No Yes No
The work of mentor is N N
required by students?
Have students need for the N N
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Do students afraid of N N
asking for help?
How could you see the
depending on depending on
relationship between P ersof P ersong
mentor and student? P P
Are you satisfied with the . .
q . . . in in
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. behavior | preparedness
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. X
reflection,
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q X X
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practical system? How cooperation, | educational part,
can mentoring be more attendance, longer training

Source: own edition

We asked mentors from education sector how could they see the need and

effectiveness of their work. The obtained results are summarized in the table below.

As a result of our survey, based on the responses of the interviews and the
questionnaire we could say the followings:

Our hypothesis could not be verified. Although the necessity of mentoring
work is clearly borne out, but in many cases the student from other faculties need a
higher level of mentoring system than teacher training students where these support is

in practice.

Results and discussion
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*  Student in teacher training want to spend less time with their mentor based on
the responses.

e The areas of required assistance and the chance to review the mentoring work
reflects the same value judgment.

e In the analysis, it was found that the lower-grade students because of their lack
of experience and professional knowledge are insecurer, so they think they will
need help in more areas and greater extent. The responses to their needs have
been clearly proved.

e It was interesting to experience in our research, which we may experience
in our daily life that men are much more confident when they start to work than
women. Without exception, in every case men refused the assistance of the highest
degree.

e Asking for help is typical especially in the areas of culture, integration, orientation,
etc.. To support professional work have less importance.

. The opinion of teachers / mentors are not necessarily the same as students’, but
there is a difference between the opinion of theoretical and practical training
mentors too.

Conclusions and recommendations

We must move the mentoring system deployment in corporate practice
from the current level. We must use mentoring system as the basic instrument of
tacit knowledge transfer. It is apparent that the demand for it is present in each area.
Utilizing a sample of the existing good practices - both in the field of teacher training
and other areas - their implement will help a lot to become a part of corporate practices.

The students and colleagues in other professions should be informed about
the possibilities. We should select, teach and continuously form the mentors with the
supports of right tools and well developed systems. We have to create the conditions
for systemic action. We should enhance the prestige of mentors” work, to recognize
the performance, invested time and effort. Enough space can be given to develop this
fields of higher education, not only for teacher training courses, but also in other areas
as well. To transfer experiences (both tacit and explicit knowledge) we could ensure a
common platform with the participation of representatives from theory and practical
life. We must ignore all negative value judgment related to this topic.

We propose to introduce the possibilities and benefits of this dedicated
work not only in the education of prospective teachers, but in all other areas of work.
It would be necessary for young people to have appropriate knowledge, informations
and open-mindedness to appreciate well this kind of support from more experienced
colleagues. Based on the same considerations lead managers of the companies should
think about the use of mentoring programs in order to have more economic advantage
for companies. With mentoring system they can solve the problem of the loss of
knowledge of retired colleagues.

If it all fails, we could reach those level of mentoring that was expressed
in the following sentence of Leonardo da Vinci:

“Pathetic is those disciple who does not surpass his master”.
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Abstract

The last century has brought significant changes in the life of mankind.
The concept of the brand new fast world with the presence of our everyday life,
has brought a central role within the individual, organizational, environmental and
economic levels. The accelerating speed of time, space and dimension made us the
upcoming changes and the need of adjustment clear. This became familiar within all
segments of our life. The role of changes is the most significant within the economy.
In a change process not only the objectives pursued, but also access to the means to
be used as well. The test causation should be included with impact resulting from the
resistance of people to change human behaviour understanding. You should be able
to recognize the changing importance of the environmental impacts, the key role of
a continuous and flexible ability to change their generated during the construction of
strategic change processes.

Key words: change management, tools, models, changes, analysis

Absztrakt

Az elmult évszazad jelentSs valtozdsokat hozott az emberiség életében. A
felgyorsult vilag fogalma a mindennapok tudatos jelenlétével, kézponti befolyasolo
szerepet hozott mind egyéni, szervezeti, kornyezeti és gazdasagi szinten. A tér id6
dimenzié gyorsuldsa értelemszertien kikényszerittette a folyamatos valtozasokat,
az alkalmazkodas sziikségességét, és az élet minden tertiletére jellemz6vé vélasat. A
gazdaségi életben leginkdbb meghatdrozé a véltozasok szerepe.A vizsgalt ok-okozati
osszefiiggéseknél ki kell térni az emberek valtozassal szembeni ellenalldséabol szarmazo
hatdsokra, az emberi viselkedés megértésére, tovabbda fel kell ismerni, a valtozo
kornyezeti hatdsok jelent6ségét, a véltozasok éltal generalt folyamatos és rugalmas
véltozasi képesség kozponti szerepét, a valtoztatdsi stratégiai folyamatok megalkotasa
soran

Kulcsszavak: Viltozdsmenedzsment, eszkozok, modelek, viltoztatds, elemzés

Bevezetés

A XXI. szazad felgyorsult, folyamatosan véltozé vildgnak, alapvet6 sziik-
ségessége a sikeres kulturalis, tarsadalmi, kornyezeti, gazdaségi valtozasok biztositasa.
A valtozds menedzselése mar nem kérdés, meghatdroz6 szerepe van az
emberek a kozosségek, a szervezetek életében és a versenyben maradés biztositasa-
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nak eszkoztardban. A szervezetek mindennapjainak sikerét a koriilottik 1évé és
rajuk haté valtozasokra tett valaszlépések hatdrozzdk meg. A kornyezeti, bioldgiai,
gazdaségi, politikai, tovabba sorolhatndnk azon teriiletek milliényi szamat, melyek
valtozasra késztetik a szervezeteket és a szervezetet felépit6 elemek életét. A
szervezetekben végbemend valtozasok sorét iranyitja, szervezi, vezeti, 8sszehangolja
a valtozasmenedzsment. A véltozdsmenedzsment szakirodalma hosszaidére tekint
vissza, nyudjt megoldasokat, eszkozoket, modelleket a szervezetek és a szervezetet
alkot6 részek valtozasénak sikeres véghezviteléhez. A sikeres szervezeti valtozdsok
kulcselemeinek meghatérozasa, vizsgalata, oOsszetett rendszerszemléletet elemzé
feladat. Vizsgaljuk a rendszerre hat6é kornyezeti hatdsokat, az elemek kozti kapcso-
latot és a rendszer kiterjedésének hatdrait és a kiils6 kapcsolodasi elemeit. A
rendszerszemléleti vizsgalat lehet6séget ad, a vizsgalt teriiletet zavaré tényezSk
kizardséra és az elemzés iranyanak megfelel6 egységes teriilet kijelolésére. A
rendszerek megismerése soran, fontos megallapitani a véltozas a szervezet milyen
szintjén megy végbe. A kutatok altal megallapitasra kertil6 vizsgalati eredmény, mi
szerit a szervezetekben végbemend valtoztatasok sikere 30 %-ra tehets, megmutatja
mennyire fontos a sikerhez a j6 véltozasmenedzsment stratégia kialakitasa. Kiemel-
ve és onélléan vizsgdlva a kulcs elemeket, azok egymasra gyakorolt hatasat,
kimutathat6 kiilonbségek és egyezések jelennek meg a vizsgalati szempontok alapjan.
Az alkotd elemek elemzésekor kapott eredményeket figyelembe véve és megtartva
azok sajatossdgat, modellek szerkeszthet6k a valtoztatds rendszerének megalkota-
sahoz.

A téma egyik legelsé kutatdja és igazi uttoréje Kurt Lewin, aki tarsa-
dalomtudoményokra szakosodott fizikusként vizsgélta a szervezeti valtozdsok
Osszeftiggéseit. Lewin a véltozds emberi tényezSinek elismert kutatéja a 40-es
években megfogalmazta hires valtozas modelljét, melyben meghatarozta a sikeres
valtozéskezelés harom szakaszat. A fizika térvényeire épiil6 és a mai napig érvé-
nyes elméletében Lewin a szervezeti valtozdsokat a jégkocka alakjanak véltozasahoz
hasonlitja, a kovetkezé szakaszok szerint: kiolvasztds, valtozds, befagyasztas. A
huszadik szdzad eleji kutatok és tudésok elkezdték felfedezni azt a vilagot, amelyre
a benniinket koriil vev$ realitast értelmezd korabbi elképzelések nem adhattak
magyarazatot. Az tj elméletek a kvatumfizika és a kdoszelmélet, egy olyan vilag képét
festik elénk, amelyben a rend hidnya, a rendetlenség teljesen normalis és természetes
jelenség.

1. dbra Valtozdasmenedzsment elméletei

‘ J6vé

Uj modellek
Eszkézok

Napjainkban
Rendszer elmélet Valtoztatasi képesség

Kaosz elmélet Folyamatos fenntartasa

Térténelem

Kurt Lewin Komplexitas elmélet

Stephen R. Covey
John P. Kotter
McKinsey-fele

A véltozasmenedzsment modellek, eszk6zok és megalkotoik:
e a Kurt Lewin-féle valtozasmodellt,
¢ a Kubler-Ross modell- az 6tfazist modellt,
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* a Stephen Covey szokds 7 modellje,

* az ADKAR modell - egyéni valtozas modellje,

* a Hersey-Blanchard-féle modell,

¢ a Kotter-féle nyolclépéses véltoztatasmodell,

* a McKinsey-fele 7S modell.

e Célkozpontt vezetés - management by objectives (MBO),
* mentalitas valtas-business process reengineering (BPR)

* az alapvet6 kompetencidkra valé 6sszpontositas,

* a befolyésolasi korok modellje,

* stratégiai vezetési keretrendszer. balanced scorecard (BSC)

A szervezet komplex rendszere

A szervezetekben megvaldsitasra keriil6 valtozdsok véghezvitelének fontos
feltétele a szervezet komplex egymadsra épiils, egymdsra haté rendszerének meg-
ismerése.

A szakirodalmak meghatarozasa szerint a rendszerszemlélet, rendszerele-
mek kolcsondsen egymdsra haté kapcsolatdbdl felépiilé elemek Osszességének
elemzése, egy olyan szemléletméd, médszer, melyet bonyolult rendszerek értelme-
zése, vizsgélata, tervezése és szervezése sordn alkalmazunk. A valtozds nem line-
aris moédon valé megvalésulasai, a paradoxonok és az ellentmondasok, a kreativ
megoldasok a bizonytalansaganak, a sokféleségének és instabilitds kortilményei ko-
zott 1étrejove interakciobol sziiletnek. Ide kell kapcsolni az élévilagot befolyasolo
az élettér megujulasanak jelenlétét

A szervezet komplex rendszere tobb részbél éll, mint személyi, szocialis,
technikai, strukturalis részek Gsszessége, amely kétiranyu kapcsolatban all a kornye-
zettel.

A személyi rész magaba foglalja a hozott kulturalis értékeket, életta-
pasztalatokat, értékitéleteket, bedllitodasokat. A szocidlis rész nem mds, mint a
csoportviselkedés, kommunikacié a szervezet vezetési szintjei kozott. A technika rész
tartalmazza a technologidk Osszességét, az eszkozok, épiiletek, kiszolgald tertiletek
egészét.

A strukturdlis rész az, ahol a feladatok elosztdsa, teriileti szintek meg-
hatarozasa és az informacié aramlas ttja kertil kijelolésre’.

2. dbra A szervezet, mint komplex rendszer

Forrds: Bencsik, A. (2011): Viltozisok menedzselése, szervezetfejlesztés, Jegyzet, p45.

7 Forras: Dr. Bencsik Andrea, [2011]: Véltozasok menedzselése, szervezetfejlesztés, Jegyzet, 45. old.
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A szervezet komplex rendszerének szocialis része

A szocidlis rész nem mads, mint a csoportviselkedés, kommunikaci6 a szer-
vezet vezetési szintjei kozott A szervezeti valtozasokat hatokoriik alapjan két nagy
csoportba sorolhatjuk:

- aszervezeti szint(i véltozasok
- az egyéni, személyi, individualis szintd valtozasok.

A szervezeti véltozasokr6l szoélva fontos kiilonbséget tehetiink az
elkeriilhetetlen valtozasok és szervezet tagjai dltal kezdeményezett valtozdsok kozott.

A célzott szervezeti valtozésok, amelyek a kornyezeti és a sajat bels6 tudatos
lépések éltal létrehozott valtozasok a menedzserek és az alkalmazottak részérdl a
szervezet fejlédése, alkalmazkodoé képességének eredménye érdekében jon létre.

3. dbra A szervezetstratégidja

=

Belsé Kilsé
jellemzék jellemzék
és hatasok és hatasok

A
szervezet
stratégiaja

Forrds: sajit szerkesztés

A véltozasrol iré szervezetelméleti szakemberek egyetértenek abban, hogy
a tervezett szervezeti valtozas: tevékenységek sorozata és jol megszerkesztett folya-
matok, amelyben valtoznak az egyének, a csoportok, a szervezeti struktardk és
folyamatok

A komplex rendszerbsl a technikai valtoztatds elemzését valasztottam
annak bemutatasara, hogyan fiigg Ossze, milyen eseményeket, véltozasokat, ellen-
allasokat general a személyi, a strukturélis, és szocidlis rendszer részek kozott.

Szervezet sikeres valtoztatasa

A szervezetek, legyen sz0, termelési tevékenységrdl, szolgéltatasrol vagy
kozfeladatok ellatasarol, elkotelezettek a folyamataik folyamatos javitasara, djabb és
djabb célkittizések elérésére a versenyképesség megtartasara és az innovativ fejlesz-
tések bevezetésére.

Szervezeti oldalrdl a teljes korti minéségmenedzsment egyes pontja meg-
kivanja, a folyamatos fejlesztést, ennek eredményeképpen részletes vizsgalat ala
vontam egy kozfeladatot ellaté szervezet teriiletén kiépitésre keriil6 integralt
elektronikus informacios rendszer bevezetésének komplex rendszerre torténé hatésat.

A szervezet valtoztatasi stratégidjanak f6 célja a hatékonysig novelése,
a nyomon kovethetd, atlathatd, analizélasra képes integrélt informacié feldolgozo
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rendszer kiépitése, a tirs szervezetek bekapcsolasaval. A szervezet egyes feladatainak
ellatasat segité elektronikus integralt informéciés rendszer alkalmazasat épitette ki.
A szervezet stratégiai célkitiizéseit rogzit6 feljegyzések, munkaanyagok, személyes
interjuk és a kérddivek altal kapott adatok biztositottak szamomra az elemzések
szamszer(i adatainak megjelenitését.

A valtozasmenedzsment Kotter-modellje

A viltozasmenedzsment szakirodalma a véltozasok modelljeinek széles
tarhazat kinalja a gyakorlati alkalmazasok sikerre viteléhez. A modellek tartalmazzak
a véltozasok fazisait, a tanulasi ciklusok programjait és a valtozasi folyamat épits-
koveit. A modellek koziil kiemelt szerepet tolt be a nagyvallalati mintdn kiprobalt
Kotter-modelje, ami alapjan a vizsgélt szervezeti véltoztatas folyamata megvaldsitas-
ra kertilt.

Kotter modellje szerint a valtozasmenedzsment folyamatanak 8 szakasza van.

1. tablazat A vdltozdsi folyamat nyolc szakasza a szervezeti valtoztatas tiikrében

A véltozas halaszthatatlansaganak
érzékeltetése

A dokumentum papiralapt mennyiségének
novekedése

A véltozast irdnyito csapat létrehozasa

A feladat ellatasban résztvevé csapat
készen allt

Jovokeép és stratégia kidolgozasa

Gyors, pontos, rendszerinformaciok, konnyt
kezelhet6ség, folyamatos fejlesztés lehet6sége

A valtoztatas jovoképének kommunikaldsa

Integralt rendszertajékoztatok, késziiltségi
fazisok bemutatésa, eredmények ismertetése

Az alkalmazottak hatalommal val6
felruhazésa az atfogo cselekvéshez

Onall6 jogosultsagok kiosztasa,
rendszerfeliigyelet

Gyors gy6zelmek kivivasa

Havi teljesitések értékelése a rendszeren
keresztiil

Az eredmények megszilarditasa és tovabbi
véltozasok elérése

Az integralt elektronikus rendszerben dolgoz6
munkatarsak tudéasanak elismerése

Az j megoldasok meggydkereztetése a
kultardban

A vezetSk, munkatarsak tovabbképzése és
fejlesztési javaslatok kidolgozasa

Forrds: Kotter (1999), sajit szerkesztés

A gyakorlati 1épések a véltoztatds megval6sitdsdhoz
e valtoztatdsokat kezdeményezésének sziikségessége,

- szervezet hatékonysag novelés

* sziikséges helyi feltételek biztositasa a sikeres valtoztatdshoz,
- program kifejlesztése, teszt bazisfeliilet kialakitasa

* a véltoztatasi szandékok megfogalmazdasanak tartalmi és formai, kovetelményeinek,
- torvényi el6irdsok beépitése, adatbiztonsag

¢ a varhat6 akadalyok eredményes kezelése,

- elektronikus feliilet napi alkalmazasa, hiba feltaras, javit6 intézkedés
* a szervezetben létrehozott valtozasok kidolgozésa, tdmogatdsa és azok megvalo-

sitdsaban torténé kozremtikodés

- Csoport konzultaci6, rendszermtikddését segits csapat létrehozasa
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Az emberek valtoztatdsi képességét befolyasoljak a genetika altal hozott, a
tanult és a teriileti, kérnyezeti, kulturalis és szocialis hatasok.

A valtozasokhoz valé viszonyuldst meghatdrozza, a siker és a kudarc
megélésének ttja az életiink belsé fejlédése soran. A véltozashoz val6 alkalmazkodas
valéjaban cselekedeteink, viselkedésiink megvaltoztatasa a véltozé kériilmények fiigg-
vényében. A sikeres valtozds egyik legfontosabb kérdése, hogy a viselkedésiinket,
szokésainkat, hogyan tudjuk megvéltoztatni. A siker kulcsa, a lépések ismertségében
rejlik, ami a véltoztatashoz, véltozashoz vezet.

Két jol elkiilonithetd valtozas stratégiat taldlunk; az egyik a kudarckeriilé
stratégia, a masik a sikerkeresé stratégia.

A véltozasok soran a kudarckeriil6 emberek nagyobb ellenéllast mutatnak
a szervezeti valtozdssal szemben, mig a sikerkeresék a valtozast kezdeményezéi,
tdmogatoi lesznek.

Az emberek valtozéshoz fiz6d6 viszonya, akdrmilyen is, az élet soran min-
dig véltozni kell, hiszen a vilag is véltozik koriiléttiink, és nekiink 4j és Gjabb szitua-
ciokhoz, kortilményekhez kell alkalmazkodnunk. A véltozashoz valé alkalmazkodas
val6jaban egy tanulasi folyamat, melynek lépései a kovetkezok:

I. 1épés

A tanulas, megtapasztalas a valtozassal kapcsolatos ismeretek, informaciok
megeértése.

Az ember tobb tanulési cikluson is végighalad, amelynek sordn egyre tu-
datosabb lesz, felismeri a jelent6ségét a megszerzett tapasztalatnak, ismeretnek,
informacionak.

II. 1épés
A meggy6z6dés kialakuldsa. A tanulds soran megszerzett ismeretek, és az
ehhez kapcsolhat6 tapasztalatok kialakitjak a meggy6z6dést.

III. lépés
A meggy6z6dés elmélyiilése elhatarozassé érlelédik: valtoztatds, mint belsé
kényszer megjelenése.

IV. 1épés

Az elhatarozas megsziiletése cselekvéshez vezet, azonban tartés eréfeszitésre
van sziikség. Az eréfeszités fenntartasdhoz viszont az elhatdrozasnak ki kell tartania,
amelyhez fontos, hogy az elhatérozas erds siirget6 érzésre alapuljon.
A magunkkal hozott értékek megkonnyitik a valtozés elfogadasat, gyorsabb fejlédésre
adnak lehet6séget.

A valtozasi készség felmérése

A kiértékelés az aldabbi pontszamok szerint torténik:
* teljesen egyetért - 5 pont
* tobbnyire egyetért - 4 pont
* koztes dllapot - 3 pont
e dltaldban nem ért egyet - 2 pont
* egyéltalan nem ért egyet - 1 pont
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Az §sszesen elérhet$ pontok szama: 155

Minél magasabb az elért pontszam, annal sikeresebb a szervezet a valtozasok
terén.

100%-o0s 6sszefliggés a kérddivben szerzett pontok és a szervezet valtoztatasi
képességének mértékével nem kimutathato.

1. diagram A vdltoztatdsi készség felmérése
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Forrds: sajit szerkesztés

A kommunikaci6 szerepe jelentés a szervezetek valtoztatasi stratégidjanak
megvaldsitdsdban és minden szervezeti szintet érint.

A szerezeti véltoztatas céljanak vildgos, hatarozott, egyértelmti kommuni-
kécidja biztositja, a sikeres valtoztatas elsé lépéséit. A véltozasmenedzsment straté-
gia meghatarozo kulcs eleme a szervezeten beliili és kiviili kommunikaci6 stratégia-
janak kidolgozasa. A szervezeti szintek kozotti kapcsolatban, egytittmtikodésében
meghatarozéak a kijelolt kommunikéciés csatornak, formak, megéllapodésok, struk-
tarak, kapcsolodo elemek, kulcs személyek és a megfelel§ infrastruktdra. A célok,
iranyok kijelolése nem elég azok megvaldsitdsihoz, el kell tudni adni a valtozast
érint6 szervezeti szinteken és azon kiviil.

A valtozés sikere nem mas, mint a folyamatos valtoztatas eléfeltétele a
szervezetet alkoté elemek szamadra. Pozitiv, vagy adott esetben negativ megjelenitése
akadalya vagy 6sztonzdje lehet a tovabbi fejlédésnek.

A vezetSk elkotelezettségének kinyilvanitasa a véltozasok mellett, dszton-
z6en hat a szervezetre és véltozasok folyamatara. A szervezetet alkot6 elemek val-
toztatdsi stratégidba torténé bevondsa elkotelezettséget biztosit és a siker irdnyaba
viszi a szervezetet. Farkas Ferenc [2005]
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4. dbra Munkatdrsak vizsgdlata
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Forrds: sajit szerkesztés
A viltozasok kezelésének a korabbi, stabilabb id6szakaban jél alkalmazhato
modszerek ma mér kevésbé sikeresen miikodnek. A gyorsan megjelené valtozdsok
eredményes kezeléséhez 1j moédszerek, modellek, megoldasok sziikségesek a val-

tozasmenedzsment teriiletén.

5. dbra Kozds értékek vizsgdlata
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Forrds: sajit szerkesztés

Az elmult években vizsgalt valtozasmenedzsment folyamatok ramutattak
annak valtoztatasi szlikségességének felismerésére. A fenntarthaté sikeres valtozas-
menedzselés kulcsa, a folyamatos véltozasban rejlik. Torekedni kell a véltozésok fo-
lyamatossdgénak biztositdsara, kézben tartva a valtoztatds a valtozés irdnyat, ered-
ményessegét.
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Az 4j modellek kialakitasanal, kulcs szerepe van a folyamatos nyitottsag-
ban és a gyors valtozasokra torténd reakcio id6k csokkentésében. Pataki Béla [2004]

A technolégiai fejlédés iiteme bamulatos, folyamatosan szélesedik az Gj és
novekvd élettartamui termékek és szolgaltatdsok kindlata, mig az id6 a versenyképes-
ség egyik legjelent6sebb tényezgsjévé valik. A hagyomanyos, stabil ipardgak tobbsége
valtozoéban van, és az informécids technologia elterjedésének koszonhet6en majdnem
naponta jelenik meg egy-egy 1j gazdasagi szegmens és piac, mikézben nagy multa
cégek tlinnek el észrevétlen a gazdasag piacarol.

A szervezetek muikodésének keretet adé kornyezetet tehdt nemcsak a fo-
lyamatos véltozas jellemzi, hanem a folyamatos véltozasok titemének rendkiviili
gyorsulasa is.

Ezt bizonyitja az altalam vizsgalt harom szervezet a véltozasmenedzs-
ment folyamatait a kévetkezé pontokkal egészitette ki:

L. Jovébeni dllapot meghatarozasa. Hatékony adatkezelési bazis 1étrehozasa
1.Integralt rendszer kiépités

II. A jelenlegi allapot elemzése. Hol van most?
2. papir alapt manualis rogzités, nem hozzéférhetd téars teriileteknek
3. Informéciégytijtés a feladatot ellaté munkatarsak bevonasaval

III. Valtozas menedzselése
5. Valtozasi célok felallitasa: Internet alapu elektronikus rendszer bevezetése
6. Valtozas stabilizaldsa
IV. Kiértékelés
7. A valtozés értékelése és megerdsitése: gyors, hatékony
8. A sikeresen bevezetett valtozas id6szakos ellendrzése, elemzése

9. A valtozas éltal generalt rendszerben jelentkez6 hatasok vizsgalat

6. abra Munkatdrsak vizsgdlata
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Forrds: sajit szerkesztés
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Vizsgalati médszer

Kérdsiv segitségével vizsgaltam a szervezetek és a szervezetet alkotod
elemek véltoztatasi képességét. A kérdéivek onkitsltés modszerrel késziiltek, fi-
gyelembe véve a kutatdsi téma irdnyultsagat, a megfelel6 eredmények eléréséhez.
A kérdések kozott fellelhet6k a kovetkezé csoportok, stratégiaalkotdsra vonatkozo,
szervezeti struktiraelemz8, menedzsment, vezetés elemz6, kozos értékeket vizsgalo,
szervezetet alkotok munkajara vonatkozo, szabalyté rendszert bemutatd és a szer-
vezet munkatarsainak tapasztalatai, készségiét bemutato.

A kérdéiven szerepl$ témakorok kitdltése maximum 5-10 perc alatt elvé-
gezhetd és a lehetd legegyszertibb kérdéstechnikdk. A vizsgalatban szerepls kérds-
ivek egyszeri négy és otfokozatu skaldk kertiltek alkalmazdsra. A véltozok térbeli
elhelyezkedésének, eloszlasanak, szerkezetének meghatdrozasara leiré statisztikai
el-jardsokat alkalmazok, amelyek az adatok osszesitését jelentik. A vizsgalatok adatai-
nak kiértékelése az adatok Osszesitésére iranyul, majd az adatok alapjan kovetkez-
tetéseket vonok le a csoportot illetGen.

A kovetkez6 1épésben a kiilonboz6 szervezetek altal kapott adatokat ossze-
hasonlitottam, mely alapja az adatok egyez&sége és kiilonbozésége volt. Ennek
eszkozéiil szolgélt az SPSS adatbazis, mely segitségével elvégzett statisztikai probak
vagy statisztikai vizsgalatokra magyarazé modellek kialakitdsdhoz varianciaanalizist
és linearis regressziét hasznaltam. Az eredmények megfogalmazasa soran az adatok
és osszefiiggések szemléletes megjelenitésére a legtobb esetben grafikus hélét alkal-
maztam, mig a tovabbiaknal a tablazatos és a diagramszemléltetési modot vélasz-
tottam.

A kérdéivek készitésével a célom a valtozasi véltoztatasi képesség mértékeé-
nek elemzése volt.

Az adott valtoztatédsi folyamat sordn az Gj rendszerbevezetés sikerességé-
nek mutatéit elemeztem.

A szamszertsitett adatok felmérésével, a valtoztatni kivant rendszer beve-
zetésérdl egy elfogadasi matrixot készitettem.

2. Diagram Elfogaddsi matrix: 2. tabldzat
vizsgalt teriilet A B €
60 Elfogadsk 2| 2|
50
\ Orémmel elfogadok 5 7 9
30 \\ Fenntartassal elfogadék | 7 5 5
20
10 é s E —C | Kézombisek 3 3 4
0 e —— =B | Felhasznilok 2 2 3
5 o Y o F Y or QF  =A | Kényszer felhasznalok 6 1 2
O 07 a0 . L7 a0 N0 O KO O Wt
IS PP N S
ROITGRCIIS R IIR R s Visszautasitok 6 | 2| 4
< Q}?J \& ¥ é(\ é‘\‘ 4’3 X
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Forrds: sajat szerkesztés
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A SPSS adatkezel6 program segitségével lehetdség nyilik az egyszertibb,
pontosabb és gyorsabb statisztikai adatfeldolgozasra, mint példaul a feltaro statisz-
tikai elemzés.

A valtoztatdsi képesség elemzésére, a kovetkez6kben bemutatott statisz-
tikai elemzési példa alapjan, 10 vizsgélt elem valtoztatasi képesség mértékét mutatja:

3. Diagram 3. tabldzat
120 Megnevezés Db/ %
100 A
100 Szam
80 Kivalo 2 20,0 25,0
80
Jo 3 30,0 37,5
60 Kézepes 2 200 | 250
40 30 37,5 Gyenge 1 10,0 12,5
20 2 0 2 20 A
2 o125 Osszes 8 80,0 100,0
J J n l J Minimalis 2 20,0
0 T T T T
Kivalé 16 Kozepes Gyenge Osszes Minimdlis

Forrds: Sajdt szerkesztés

Az 1-5 mért skdlan megjelenitett 5 minimalis érték kizdrasaval, megélla-
pithat6é az osszesen 80 % értékelhet6 20% kizarasra kertil és a j6 3 érték szdzalékos
aranya a legmagasabb 37,5 % 100%-ra vonatkozatva. A grafikus abrdzolads megmutatja
2 kivalé és kozepes értékelem, 3 j6 értékelem és 1 gyenge értékelem van a vizsgalt
elemek valtoztatasi képessége kozott.

Osszefoglalas

A modellek tartalmazzak a valtozasok fazisait, a tanulasi ciklusok prog-
ramjait és a valtozasi folyamat épit6koveit. A modellek koziil kiemelt szerepet tolt
be a nagyvallalati mintan kiprobalt Kotter-modellje, ami alapjan a vizsgalt szer-
vezeti valtoztatas folyamata megvalositasra keriilt. Kotter modellje szerint a valto-
zasmenedzsment folyamatanak 8 szakasza van.

Az éltalam vizsgalt szervezetek véltozdsmenedzsment stratégiaja sikeresnek
bizonyult az elemzés alapjan. A valtoztatasok altal rendelkezésre 4llo elektronikus
rendszert a megkérdezettek kozel 40 % szivesen haszndlja a szervezet feladatainak
elvégzéséhez. A szervezetek koziil a B szervezet all els6 helyen a valtoztatasi képesség
mérését kovetSen. Az A és a C szervezet minimalis lemaradast mutat. Osszegezés-
ként elmondhat6, mindhdrom szervezet elérte céljat, sikeresen bevezette az 1j
elektronikus rendszert és annak hasznélatat a munkatarsak és folyamatok révén.

A stratégiai megval6sitds a megadott id6kereten és kornyezeti hatdsokon
beliil ment végbe.

Két szervezet dltal kibGvitésre keriilt a valtozdsmenedzsment folyamatai-
nak lépése a sikeresen bevezetett véltozds id6szakos ellenérzésével és elemzésével
az A, Cszervezet éltal. Tovabba megjelent a véltozas altal generdlt rendszerben
jelentkez6 hatdsok vizsgalatdnak igénye a C, szervezet vonatkozdsaban.
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4. tdblazat Az ellendllds 4 f6 okai koziil a szervezetek vdltoztatdsi folyamatait érintettek a
kdvetkezd hatdsok

Ellen érdekeltség Valamilyen szamara értékes ,Politikus” viselkedés
A, B, C, dolog elvesztése A, C, C,
Félremagyarazas, csekély .
Pletykat té
Félreértés B, bizalom vagy bizalomhiany etykaterjesztes
ABC,
A, B,
o ) Elonyte.lennek,ta.r/t]a, eltéré Nyilt ellenvetés
Eltéré érdekeltség informaciok B
C, ’
Alacsony tolerancia a Fél, hogy nem rendelkezik

véltozassal szemben B, C,

Forras: sajit szerkesztés

a megfelel6 tudéssal,
képességekkel A,

Kifogasok, tekintélymentd
viselkedés
B,C,

5. tdblazat Az ellendllds lekiizdését segité modszerekbdl a szervezetek a kovetkezdket haszndltik

Modszer Mikor? El6nye Hatranya
Képzés, .
P o s Idsigenyes,
kommunikacio Informéci6 hiany Valtozast segiték ok embert érint
ABC,
Kezdemé 6k
Részvétel, bevonas R 7 e,mAe,nyje’ 70 Elkotelezett L.
informaéci6 hianya, B ) Id6igényes
A C, résztvevék
ellenz6k hatalma
Segités, tdmogatds, Atallasi problémak hatésos Koltséges, lehet
atképzés B, miatt allnak ellent sikertelen
T4 las, A , B
m:;iyg;zés Ve;?:i;fjg;ttevo Megel6zhet6 vele a Koltséges lehet,
ABC, rendelkezik komolyabb ellenallds | felbdtorithat masokat
Manipulélas, Hama
l?:;f;élaézs ;?;;;im Gyors, olcso Jovébeli problémék
Kénvszerits Font reash Gyors, mindenféle
cnyszeries ontos a gyuo sasag, ellenallas lekiizdhet6 Kockéazatos
A C, van elegend6 hatalom vele
Forrds: sajit szerkesztés

A viltozasmenedzsment lépéseinek id6terve a szervezeteknél hénapok-
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4. diagram A szervezet komplex rendszerének személyi rész

Forrds: sajit szerkesztés
A személyi rész magaba foglalja a hozott kulturalis értékeket, életta-
pasztalatokat, értékitéleteket, beallitédasokat és a szervezet tarsadalmi elfogadott-

saganak egyén szdmara elfogadott értékét.

6. tabldzat Férfiak és nék megoszldsa

Generaciok z y X

életkor 20-35 35-45 45-50 51-60 61-65
férfi 9 7 12 16 3
né 26 49 73 34 7
0sszesen 35 56 94 50 10

Forras: sajit szerkesztés

7. diagram Eletkor alapjin a generdcick megoszldsa

200
180 A
160
140 / \
120 ..

/ \ = Osszesen
100 ~

80
60

40
20

20-35 35-45 45-50 51-60 61-65

Forrds: sajit szerkesztés
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Az elemzés alapjan 183 né és 62 férfi vesz részt a rendszer alkalmazasaban,

a 19. megye teriiletén elhelyezkedd szervezeti egységekben. Az életkor alapjan a
generaciok megoszlasédnak jelent6sége az internetes feliilet hasznélatanak, alkalma-
zasanak és a megszerzett tudas atadasandl kap jelentSs szerepet.
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SPOTREBITEI'SKE SPRAVANIE PRI NAKUPE POTRAVIN
A TESTY SPOTREBITEI'SKE] SENZORICKE] ANALYZY

CONSUMER BEHAVIOR IN FOOD PURCHASE AND
METHODS OF CONSUMER SENSORY ANALYSIS

Vladimir VIETORIS - Sabina SCHWARZOVA - Dagmar
KOZELOVA - Peter ZAJAC - Jozef CAPLA

Katedra skladovania a spracovania rastlinnych produktovm a Katedra hygieny
a bezpecnosti potravin, Fakulta biotechnolégie a potravinarstva, Slovenska
polnohospodarska univerzita v Nitre

Abstract

Case of success or failure of product is many times decided by various
latent factors. It is therefore important to establish what mechanisms are hidden for
decision-making process of consumers. Many times it is very important to obtain
feedback from consumers. Then innovate product recipe afterwards or possibly
place new product on the market. Article sums up the decision-making processes of
customers including the distribution of consumers according to the model of
behavior. Article is also divided approaches of consumer sensory analysis to acceptance
and preference tests. According to principles splits methods to quantitative and
qualitative approach, to which belong questionnaires, CLT and HUT tests respectively
focus-groups and interviews.

Key words: consumer, consumer behavior, consumer sensory methods, affective testing

Abstrakt

Castokrat o tspechu a netspechu produktu rozhoduju rézne latentné
faktory. Je preto dolezité zistit, aké mechanizmy sa ukryvaji za rozhodovacim
procesom spotrebitelov. Mnohokrét je velmi dolezité ziskat od spotrebitela spatnt
vdzbu o produkte a nésledne receptdru inovovat, pripadne uviest na trh novy
produkt. Clanok rekapituluje sposoby rozhodovania zakaznikov vratane rozdelenia
spotrebitelov podla modelu spravania. V d’alsej casti rozdeluje pristupy spotrebi-
tel'skej senzorickej analyzy podla ciela na akceptacné a preferencné testy a podla
pristupu na kvantitativne a kvalitativne do ktorych patria dotazniky, CLT a HUT testy
resp. skupinové rozhovory a interview.

Klacové slova: spotrebitel, spotrebitelské spravanie, spotrebitelskd senzorickd analyza,
afektivne testovanie

Uvod
V stcasnosti sa na trhu potravin vyskytuje velké mnozstvo produktov

roznej kvality, v rozliénych cenovych reldciach a pre spotrebitela je naroéné vybrat
si spomedzi nich ten najvhodnejsi. Kazdy jednotlivec ma svoje Specifické poziadavky
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na vyZzivu, na prijem potravin vratane zdravotnych obmedzeni. Konzumaécia potravin
je nevyhnutna pre prirodzeny rast a vyvoj organizmu a vytvaraja sa fiou zakladné
predpoklady pre rozvoj osobnosti, zru¢nosti, vedomosti a schopnosti ¢loveka.
Spotrebitelia sa pocas nakupu potravin vyznacuju uréitymi charakteristickymi
¢rtami, ktoré vSeobecne nazyvame spotrebitelské spravanie. Je to sposob, akym
rozmyslaji, nakupuja resp. vnimajt vsetky prvky, ktoré na nich vplyvaja pri nakupe.
Kazdy spotrebitel je v tomto smere jedine¢ny. Mnoho vyskumov preukazalo, Ze
spotrebitel'ské sprdvanie nie je ndhodné, ovplyviiuje ho cely rad vnitornych a
vonkajsich faktorov. Vnutorné faktory st tie, ktorymi sa od seba pocas ndkupu
odlisujeme, pretoze vyplyvaju z povahovych ¢&ft ¢loveka, z jeho osobnosti, nazorov
a skusenosti. Vonkajsie faktory st skor faktormi prostredia ako napr. miesto ndkupu
a vlastnosti vyrobku, napriklad zdravotna bezpec¢nost a kvalita vyrobku, jeho obal,
reklama, propagacia a podobne. Poznanie v3etkych faktorov ovplyviiujtcich nakup-
né rozhodovanie spotrebitelov umoziiuje vyrobcom potravin a prevadzkovatelom
potravindrskych podnikov zvysit predajnost ich vyrobkov a zlep$it ich konkuren-
cieschopnost na trhu potravin.

Zaciatkom 90. rokov vypracoval K. G. Grunert model Zzivotného S$tylu,
orientovaného na potraviny. Najdolezitej$imi faktormi tohto modelu si: - sposob
nakupovania - dolezité st informacie o vyrobkoch na obale, propagécia a reklama,
obchody so $pecializovanym sortimentom, cenové relécie, zoznam potravin, ktoré je
potrebné nakupit, - faktor kvality - zdravie spotrebitel'a, vztah medzi cenou a kvalitou,
novinky v potravinarstve, ekologické produkty a bioprodukty, - sposob pripravy
stravy - zaujem spotrebitelov o varenie, hfadanie novych sposobov tpravy potravin,
rychla tdprava, rodina, spontdnnost, tloha a postavenie gazdinej v domacnosti, -
motivy nakupovania - sebarealizicia, zabezpecenie a uspokojenie potrieb, socidlna
a spolocenska funkcia (Nagyova a Tonkovicova, 2004).

Cielom predkladaného ¢lanku je charakteristika spravania spotrebitel'ov
viacerych krajin na trhu potravin, analyza faktorov ovplyviujicich rozhodovanie
spotrebitelov v procese nakupu potravin a popis existujtcich testov spotrebitel'skej
senzorickej analyzy.

Material a metody

Zmeny v spravani spotrebitelov na trhu potravin, charakteristiku spotre-
bitelov do zakladnych skupin a testy spotrebitel'skej senzorickej analyzy popisujeme
na zéklade $tadia domacich a zahrani¢nych literarnych zdrojov prevazne z elek-
tronickych databaz Slovenskej polnohospodarskej kniznice SPU v Nitre ako aj
z ostatnych odbornych a vedeckych zdrojov. V préci st pouzité metédy analyzy
pri skiimani faktorov vyberu potravin a preferencii spotrebitelov réznych krajin,
dalej metéda kompardcie pri popise jednotlivych senzorickych testov a metéda
syntézy pri formulovani zaverov.

Vysledky a diskusia
Skupiny spotrebitel ov potravin

Sucasni marketingovi experti definujti spravanie budtceho spotrebitela.
Stretdvame sa s profilom nového spotrebitela ako ho ustanovila TNS Worldpanel,

203



jedna z najdolezitejsich medzinarodnych spolo¢nosti vo vyskume trhu. Podla tejto

spolo¢nosti sa budtica generdcia spotrebitelov vyznacuje S5E: egoisticky, etnicky,

eticky, ekologicky a e-spotrebitel. Tieto tendencie poukazuju na spotrebitela mnoho-
stranného, niekedy paradoxného, vzdy komplexného. Preto budtdce novinky musia
mat vlastnosti, ktoré budu doélezité pre nového spotrebitela.

e Egoisticky spotrebitel - nova generécia spotrebitelov, narodend a vychovana
v spolo¢nosti blahobytu a zaujatych sebou alebo starostlivych o seba. Vitazia
u nich vyssie vydaje, ktoré pontikaji blahobyt, krdsu alebo zdravie. Napriek
globalnym tendencidm , spotrebitelia st ¢im d'alej tym viac individualisti. Tento
individualizmus vzdoruje procesom globalizacie a $tandardizacie. Vyznamné st
hodnoty ako autentickost, tradicia, lokélnost, vidieckost.

*  Ekologicky spotrebitel - nova generacia spotrebitel'ov, ktori hl'adaji naturalne,
povodné produkty so starostlivostou o nasu planétu. Znepokojenie nad glo-
balnym oteplovanim preniklo do povedomia spotrebitelov ako aj uvedomenie
si dolezitosti ekologickych hodnot.

*  Eticky spotrebitel - nova generacia spotrebitelov si viac uvedomuje etické
problémy spojené s produkciou a predajom produktov. Tento trend zhmotiiuje
zaujem o etické aspekty obchodovania, je to alternativny pohyb tradi¢ného
obchodu. Ide o garanciu imernej platby tovarov, rozvoj chudobnych regiéonov.
Pouzivanie etikiet spravodlivého obchodu ako FLO international, ktory garantuje
spotrebitel'om, ze produkt bol vyrobeny na zéklade medzinarodnych principov
zodpovedného obchodu. Zapojenost do ,Fair trade” umoziuje vedlajsi efekt
- vylep$enie imidZu vyrobou takychto produktov. Do popredia sa dostdva
solidarita, eticka spotreba a marketing so socidlnou zodpovednostou podniku.

*  E-spotrebitel - budiica genericia bude spojend s informa¢nymi technolégiami
v mnohych sférach nasho zivota. Technoldgia spravila revoliciu aj vo zvykoch
nakupu a spotreby. Novy e-spotrebitel je odlisny v mmnohych poévodnych
aspektoch, spotrebitel, ktory sa zrodil s internetom, globalizdiou, spotrebitel,
ktory je zvyknuty na ¢oraz vac¢siu ponuku a ¢oraz viac rozhodnuti.

*  Etnicky spotrebitel - novi generaciu spotrebitelov charakterizuje mix chuti,
kde lokédlne a vonkajsie splyva. Napr. vo vsetkych eurépskych krajinich je
zaujimavy rastici vyvoj a frekvencia etnickych reStaurdcii: pizzérie, azijské
reStaurdcie, mexické, arabskg, ... (Horska et al., 2009).

Kazdy jednotlivec by mal mat pravo ziskat I'ahko dostupné, relativne lacné

a dostato¢ne propagované zdravé potraviny. VSeobecne vsak vyroba nezdravych

spracovanych potravinarskych vyrobkov stile viac dominuje nad vyrobou zdraviu

prospesnych potravin (Vandevijvere a Swinburn, 2014). Napriek identifikovanym
prinosom spravnej vyzivy pre zdravie, velky podiel obyvatel'stva v mnohych krajinach
nema moznost konzumovat niektoré druhy potravin a ndpojov, ktoré su pre ich
zdravy zivot dolezité (Ball et al., 2011). V suvislosti s udrzanim dobrého zdravia

Cohen (2010) odportc¢a spotrebitelom obmedzit prijem kalérii a zvysit fyzicka

aktivitu a tym priaznivo vplyvat na ich hmotnost.

Spravanie spotrebitel'ov a ich preferencie pri kipe potravin
Schopnost’ porozumiet zakaznikovi a pochopenie jeho potrieb, ako aj iden-
tifikacia faktorov ovplyviiujtcich jeho spravanie pri ndkupe st prvky determinujtce

tspech potravindrskych podnikov v stcasnom konkuren¢nom prostredi. Osobitne
je to dolezité v pripade potravin vzhladom na $iroku $kalu sortimentu, jednoduchu
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nahraditelnost jednotlivych produktov a silny konkuren¢ny tlak vyrobcov (Kubicova,
2007). Obchodnici mozu vd'aka identifikacii a pochopeniu tychto faktorov vypracovat
stratégie a reklamné kampane tcinnejsie, v stilade s potrebami a spésobom myslenia
zakaznikov. Produkty tak budd vyhovujicejie pre zdkaznikov, ¢o moze nasledne
zvysit ich predajnost (Rani, 2014). Medzinarodné obchodovanie na trhu potravin,
kvalitu a zdravotnu bezpecnost ako aj udrzatelny marketing a manazment inovacii
potravin vratane novych trendov a zarad'ovania funkénych potravin do stravovania
modernych domécnosti spotrebitelov analyzuju Horska et al. (2012).

Tothové a Fila (2014) uvadzaju, ze v zahranici od 60-tych rokov minulého
storo¢ia sa rozmaha Komunitou podporované polnohospodarstvo (CSA), ktoré sa
v podmienkach Slovenska udomactiuje az v poslednom obdobi. CSA zahffia
v sebe rozne formy priameho predaja polnohospodarskej produkcie kone¢nému
spotrebitelovi, ¢im odburava rézne odbytové medzi¢ldnky. Zaroven predstavuje
jednu z potencidlne ucinnych alternativ diverzifikdcie podnikatel'skych ¢innosti
polnohospodérskych podnikov, umoziujticich stabilizaciu ich odbytu, trzieb, okruhu
zakaznikov a v kone¢nom désledku aj ich Zivotaschopnosti. Medzi najcastejsie
vyuzivané formy CSA patri napr. predaj z dvora prostrednictvom vlastnej podnikovej
predajne priamo spotrebitelovi, ktoré v poslednom obdobi zacina podporovat
Eurépska tnia. V domacich podmienkach MP a RV SR planuje ttito problematiku
a jej uplatnenie v praxi riesit v Programe rozvoja vidieka 2014 - 2020. Autori svoj
vyskum zamerali na komplexnej$ie hodnotenie nédlad ob¢anov SR v suvislosti
s CSA, na spotrebitel'ské preferencie, ndkupné spravanie a rozhodovaci proces
spotrebitelov pri kipe polnohospodérskych produktov priamo z dvora farméra
a na vyvodenie zaverov o vhodnosti pouzitia takéhoto diverzifikacného opatrenia
v nasich podmienkach.

Wezemael et al. (2014) uskuto¢nili $tidiu, ktora hodnotila vplyv informo-
vania vyrobcami a predajcami o nutri¢nych hodnotich na obaloch vyrobkov a o
zdravotnych aspektoch konzumadcie hovéddzieho mésa na preferencie eurépskych
spotrebitel'ov. Pri nutri¢nych hodnotach ide predovsetkym o kalérie a ziviny, ktoré
méso obsahuje a ktoré vplyvaju na ochotu konzumentov priplatit si za produkt
a jeho zdravotné vplyvy, stvisiace so schopnostou znizit rizika vyskytu roéznych
ochoreni spotrebitelov. Autori zistili, Ze britski konzumenti st ochotni priplatit’ si
najmenej spomedzi skimanych krajin za informécie o nizkom obsahu nasytenych
tukov v hovddzom mise, len 1,2 €/kg, naopak za informéciu o obsahu bielkovin st
ochotni zaplatit oproti ostatnym krajindm najvac¢siu prémiu, az 5,81 €/kg. Franctizski
spotrebitelia st zase spomedzi vSetkych ochotni zaplatit najviac za informaécie
o nizkom obsahu nasytenych tukov, 6,73 €/kg a najmenej za informaciu o obsahu
zeleza, len 4,11 €/kg.

V poslednom obdobi sa na trhu potravin coraz castejSie stretivame so
spotrebitel'skym etnocentrizmom, ktory poukazuje na stanovisko spotrebitela k vy-
robkom vyprodukovanym v krajine odkial spotrebitel pochddza. Vztah spotrebitel ov
3 roznych krajin k bavorskym potravindrskym vyrobkom mapovali Seitz a Roosen
(2015).  Zistili, Ze sa nepotvrdil vplyv pohlavia, veku, vzdelania a narodného po-
vedomia respondentov k drovni etnocentrizmu konzumenta. Informacie o vztahu
medzi troviiou spotrebitel'ského etnocentrizmu a poznanim produktov mézu tcinne
prispiet obchodnikom v jednotlivych segmentoch trhu potravin k tspesnej identifi-
kacii spotrebitelov na rézne skupiny a k vol'be vhodnej komunikacnej stratégie. Vplyv
regiondlneho spotrebitel'ského etnocentrizmus pri kipe ovocia mierneho pasma a
juzného pasma slovenskymi spotrebitelmi skimali Kozelova et al. (2013), potravin
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chorvatskej verzus juhoslovanskej produkcie a produkcie EU Renko et al. (2012);
Fernédndez-Ferrin a Bande-Vilela (2013), pri kiipe ¢okolady Kozelova et al. (2014).

Realini et al. (2013) uskuto¢nili vyskum, v ktorom overovali vplyv ceny,
krajiny povodu a sposobu vyZivy na preferencie spotrebitelov zo Spanielska, Velkej
Britanie a Franctzska pri kipe hoviddzieho mésa. Na zdklade analyzy relativnej
dolezitosti krajiny povodu, vyzivy a ceny pre spotrebitelov jednotlivych krajin
zhodnotili, Ze vo vSetkych skimanych krajindch bol najvyznamnejsim faktorom
rozhodujucim o kupe hovddzieho misa jeho povod. Az 59 % respondentov
z Franctizska, 51 % Britov a 46 % $panielskych spotrebitel'ov, povazuje tento atribut
za najdolezitejsi. Aj ked’ s r6znym poctom percent, ale spotrebitelia vSetkych krajiny
sa zhodli na poradi dolezitosti, pri ktorom je na druhom mieste sposob vyzivy
(dodrziavanie pohody zvierat - welfare zvierat; ekologicky chov) a az na poslednom
mieste je cena produktu. To naznacuje, Ze eurdpski spotrebitelia maju vyssiu
Zivotnu troven a st ochotni si priplatit za produkt, pokial je garantovand jeho kvalita.

Spravanie slovenskych spotrebitelov pri kipe potravin skumali viaceri
autori. Z marketingového prieskumu Nagyovej et al. (2012), do ktorého sa zapojilo
1 314 respondentov, vyplyva, Ze za najvyznamnej$i faktor pri rozhodovani o kipe
potravin povazuji respondenti kvalitu vyrobku (Cerstvost, chut), druhym faktorom
st predchddzajtice sktisenosti s vyrobkom a cena vyrobku patri az na tretie miesto
v poradi. Dalgim faktorom je krajina pévodu, priom ta pre nich sluzi ako indika-
tor kvality produktov. Kapou slovenskych vyrobkov maja snahu podporit domacu
ekonomiku a zamestnanost na Slovensku. Dalsim dévodom je snaha vyhnat sa
potravindm dovezenym z niektorych krajin. Najva¢si vyznam pripisuju respondenti
krajine povodu u peciva (61 %), mlieka (59 %) a mésa (57 %).

K moznostiam ako pochopit spotrebitel'ské spravanie patri aj ich testo-
vanie. Je to jedna z najdoleZitejsich aktivit pri vyvijani produktu. Primarny ucel
spotrebitel'skych afektivnych testov je vyjadrenie osobnej odozvy stucasnymi a
potencidlnymi zdkaznikmi. Spotrebitel'ské hodnotenie sa zaobera testovanim urcitych
produktov, s pouzitim netrénovanych l'udi, ktori pouZzivaju alebo budu pouZzivat
dany produkt. Tieto produkty st hodnotené na zéklade vzhladu, chuti, vone a tiez
pomocou hmatu a sluchu hodnotitelov (ASTM, 1979).

Testy spotrebitel'skej senzorickej analyzy mozeme ponat dvoma spdsobmi.
Rozlisujeme hodnotenie preferencii a hodnotenie akceptovatelnosti (Jellinek, 1964).

Senzorické akceptaéné testy

Akceptacné testy indikuji tdroven akceptovania produktu bez obalu,
znacky, ceny a podobne. Hlavny rozdiel medzi spotrebitel'skou senzorickou analyzou
a prieskumom trhu je v tom, Ze senzoricky test je vSeobecne vedeny s pouZzitim
kédovanych produktov bez uvedenia znacky, zatial ¢o prieskum trhu sa vykonava
medzi znackovymi produktmi (van Trijp a Schifferstein, 1995).

Spotrebitel'ské akceptovanie produktu moze byt definované ako pozitivna
sktsenost s produktom, alebo vyuZitelnost produktu konzumentmi (Amerine,
1965). Spotrebitel'ské akceptacné testy sui testy s malym panelom, vacsinou zahrituji
len 50 - 100 hodnotitelov (IFT/SED, 1981). Tieto testy sltiZia na meranie akceptova-
telnosti a obltbenosti vyrobkov. Merania moézu byt vykonavané na jednotlivych
produktoch a nie je nutné ich porovnavanie s inymi (Stone and Sidel, 1993).

Akceptacné testy ndm poskytuju odhad akceptovatelnosti, zalozeny na sen-
zorickych vlastnostiach produktu. Nemozu nam vsak garantovat uspech produktu
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na trhu potravin, kde produkt okrem senzorickych vlastnosti ovplyviiuje aj jeho
obal, cena, reklama a mnoho d'alsich faktorov. Vysledky tychto testov ndm dokazuja
akceptovanie produktu bez vplyvu ostatnych faktorov podielajticich sa na celkovej
akceptovatelnosti (Resurreccion, 1998). Velmi popularnymi sa stavaju aj inStrumen-
télne met6dy na baze spotrebitel'skej neurovedy analyzujice zmeny prostredia naku-
pu a vplyv na vyber produktov (Horskd a Bercik, 2014).

Senzorické preferencné testy

Preferencné testy zahriiuju vsetky afektivne testy zaloZené na merani
preferencii, alebo na merani, ktoré je preferenciami ovplyvnené (IFT/SED, 1981).
Preferencia moze byt definovana ako vyjadrenie vyssieho stupmia obltibenosti, alebo
vyber jedného predmetu spomedzi ostatnych (Amerine et al., 1965). Hodnotitelia
si maju vybrat z viacerych produktov len jeden. Casto kladené otézky v tychto testoch
st napriklad: ,Ktort vzorku preferujete?” (Meilgaard, 1991).

Tieto testy mozu sluzit na zistenie zaujmu spotrebitelov o nové alebo
inovované vyrobky. Podla vysledkov sa vyrobcovia rozhodnd, na ktoré vyrobky sa
vo vyrobnom procese zameraji. Tieto testy st zaloZené na subjektivnych pocitoch
neskolenych hodnotitelov. Mézu sa vykondvat pomocou dotaznika alebo hlasova-
cieho testu (Pribela et al., 1996), pricom dnes existuje velké mnozstvo dostupného
softwaru na spracovanie déat (Prokeinova a Paluchovd, 2014; Pinheiro et al., 2013;
Vietoris, 2013).

Metody pouzivané pri akceptaénych a preferenénych testoch

Medzi tri najcastejsie pouzivané metody senzorickej analyzy zaradujeme
rozdielovt, poradovi a stupnicovi metédu (Resurreccion, 1998). Pri vybere vhodnej
metody je dolezity acel hodnotenia, teda akd vypoved od danej metédy ocakédvame.
Dolezité je stanovenie presnosti a objektivnosti ziskanych hodnoteni. Niekedy su
postacujice aj menej presné metddy, ak sa tym zabezpeci ich jednoduché prevede-
nie a rychle ziskanie vysledkov. Vysledky senzorickych metéd st uspokojivé len
vtedy, ak sa zvoli spravna metdéda, ak st vybrani vhodni a presktiani hodnotitelia,
ak je spravne zrealizovany a technicky zabezpeceny senzoricky test a vysledky sa
spracuju pomocou Statistickych metéd (Pribela et al., 2006).

Rozdielova metdda patri medzi najjednoduchsie senzorické metédy pre
kontrolu kvality patri rozoznanie rozdielu medzi vzorkou a kontrolou ($tandardom).
Ciel'om je zistit, ¢i by bolo mozné rozoznat rozdiel medzi vzorkou a Standardom
a odhadnut vel'kost rozdielu. Hodnotitelia by mali byt ¢iasto¢ne vyskoleni (Aumatell,
2011).

Rozdielovd metdda: je technika, ktora sa snazi uréit rozdiel medzi po-
zorovanou vzorkou a kontrolou (Standardom). Vzorky by sa mali 1i8it minimalne
v jednom pozorovanom atribite, no zaroven musia byt vizudlne podobné, aby sa
spotrebitel nerozhodoval na zdklade zraku. Rozdielovy pristup zahffia niekol'ko
druhov testov: Parovy test, trojuholnikovy test, Duo-Trio test, stimulové testy, test
2/5 (Lawless a Heymann, 2010).

Poradova metdda: je rozsirenim parového rozliSovacieho testu. Ma mno-
ho vyhod, ako napriklad jednoduchost instrukcii pre tucastnikov hodnotenia a
nekomplikované spracovanie dat (Lawless a Heymann, 2010). Podavanych je v
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rade za sebou tri a viac neoznacenych vzoriekv dostatoénom mnoZstve, aby ich
hodnotitelia mohli ochutnat viackrat. Pocet vzoriek zavisi od schopnosti hodnotitelov
udrzat pozornost a rovnako od ich pamiti a fyziologickych aspektov. Pri hodnoteni
netrénovanymi panelistami a laikmi sa moZze podévat maximalne $tyri az Sest’ vzoriek
(ASTM, 1995). Hodnotitelia maji za tlohu zoradit predlozené vzorky na zéklade
intenzity uréitého charakteristického znaku do poradia. Tato metdda je velmi rychla
a umoznuje hodnotenie viacerych vzoriek naraz. Vyznamnost vysledkov poradovej
metody moze byt vyhodnotena Friedmanovym testom pre zoradené tdaje. Neziskame
vsak informécie o velkosti rozdielov medzi vzorkami (Poste, 1991). Nevyhodou
poradovej metédy je, Ze sa pomocou nej nedaji spolahlivo popisat kvalitativne
ukazovatele. Problémom tieZ je, Ze ak po skupine vzoriek s relativne vyrovnanou
kvalitou hodnotime vzorky vyrazne rozdielne v kvalite méZeme pozorovat, Ze medzi
poslednou vzorkou v dobrej kvalite a prvou vzorkou v horsej kvalite sa nezachyti
skuto¢ny rozdiel (Pribela et al., 2006). Od poradovych $kal sa aktudlne vyvinuli
nové profilové pristupy (Moussaoui aVarela, 2010), pripadne profily zalozené na ver-
balnych pristupoch (Valentine et al., 2012).

Stupnicovd metéda: Hodnotenie s pouzitim stupnic patri k najcastejsie
pouzivanym metédam, predovsetkym pri hodnoteni kvality. Pod pojmom stupnice
rozumieme rad stupiiov (kvality, intenzity, prijemnosti), zoradenych do urcitej
postupnosti. St teda vzdy orientované a maju charakter vektoru. Vel'mi rozsirené je
grafické zndzornenie pri hodnoteni (Kinclovd, 2004). V ramci tejto met6édy hodnotitelia
testuji produkty pomocou stupnice s niekolkymi stuptiami intenzity vnimaného
senzorického znaku. Jednotlivé stupne moézu byt oznacené ¢islami, slovami, alebo
kombinaciou oboch. Panelisti mézu ohodnotit jednu a viac senzorickych vlastnosti
naraz pre jeden alebo viac produktov. Popisné slova stupnice musia byt starostlivo
vybrané a panelisti dostato¢ne trénovani, aby pochopili vyznam pojmov (Poste,
1991). Podl'a Pribelu et al. (2006) pozname okrem verbélnych a ¢iselnych stupnic aj
tzv. grafické stupnice. Vyznamné st z nich hlavne plo$né, tseckové alebo bezrozmer-
né stupnice. Z hladiska pristupu mozZno metédy spotrebitel'skej SA rozdelit na
kvantitativne a kvalitativne (vid obrazok 1).

Obrizok 1 Metody spotrebitelskej senzorickej analijzy

Dotaznik

Kvantitativne

Metédy spotrebitelskej SA

HUT tes
Kvalitativne 2

Skupinové
rozhovory

e Do

Interview

Prameri: vlastné spracovanie
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Dotaznik je tvoreny stiborom otazok roézneho typu, ktoré su predlozené
respondentom v pisomnej podobe. Zodpovedajice odpovede sa bud’ vyznacia, alebo
dopisu do kolénky. Podla tcelu zistovania a cielovej skupiny, pre ktort je dotaznik
uréeny sa stanovi pocet, typ a obsah otdzok. VyuZiva sa pre ziskanie dat od mensieho
¢ vacsieho pocétu hodnotitel'om, s rozne Sirokym tematickym zaberom. Déta sa mozu
spracovavat hromadne s porovnavanim viacerych odpovedi, vdaka jednoduchym
formuldciam otazok. Dotaznik je v porovnani s interview ekonomickejsi v oblasti
zberu a vyhodnotenia odpovedi. Nevyhodou je riziko slabej navratnosti a pochyb-
nosti o validite zozbieranych odpovedi. Dotaznik by mal byt zostaveny c¢o
najzrozumitelnej$ie a najjednoznac¢nejsie s minimom formalnych a gramatickych
chyb (Zel'ova, 2002).

CLT testy - (central location test) je test lokalizovany v mieste ndkupu
(pokladnia-vychod) pripadne v malej miestnosti. VyuZziva vSetky dostupné senzorické
metodiky.

HUT testy - (home user test) vykondvaju v domacom prostredi, (vratane
rodinnych prislusnikov), do vopred vyplnenych formularov sa zaznamenavajt reakcie,
r6zny spdsob tpravy potraviny/pokrmu a vyhodnocujt sa laboratérnymi postupmi
(Lawless a Heymann, 2010). Jednotlivé testy sumarizuje tabul'ka 1.

Tabulka 1 Porovnanie laboratornych, CLT a HUT testov (Ressurection, 1998)

Typ spotrebitefa Zamestnanec, Verejnost Zamestnanec/
lokéiny rezident (ndhodny/vybrany) verejnost
Zozbierané déta 25-50 100+ 50-100
na jednu vzorku
Polet vzoriek 5-6 za sedeni Maximéaine 5-6 12
Charakteristika Rovnaké ako LSA  Preferenéné, Preferenéné,
akceptacné no nie akceptacné,
testy kvality vyhotovenie
(intenzita, Ma)
Vyhody Kontrolované Velké sty Test: lev réznych
podmienky pond polohach uzivania
Rychla spitna Nie su zamestnanci Nazory celej rodiny
vazba firmy
Nizke néklady
Nevyhody Zozndmenis NiZsia kontrolavstupov  Slaba/Ziadna kontrola
produktom Mnoho respondentov  Casovo naroéné
Zadanie instrukeii Drahé

FOCUS GROUPS (skupinovy rozhovor) - je to rozhovor 6 - 10 0osob vratane
moderatora. Osoby z cielovej skupiny odpovedaji na otidzky a moderator vedie
diskusiu, obvykle st tieto osoby za poskytnutie informécii honorované (Ressurection,
1998).

Interview moze prebiehat telefonicky, alebo osobne. Vyhodou telefonického
rozhovoru je, Ze je rychlejsi a menej finan¢ne naro¢ny oproti persondlnemu, pretoze
nie je nutné cestovat ku spotrebitelovi domov. Pouzitie telefénu umozituje opdtovné
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kontaktovanie hodnotitel'ov, ktori neodpovedali na otdzky pri prvom telefonate.
Opytované otazky by mali byt hodnotitel'ovi zaslané prostrednictvom mailu predtym,
ako sa uskuto¢ni hovor. Osobné interview sa moze uskutoctiovat v senzorickom
laboratériu, na verejnosti, alebo v bydlisku respondenta. Tento typ umozZiiuje pocas
interview vykonavanie senzorického hodnotenia, pouzitie vizudlnych pomocok a
podobne (Resurreccion, 1998).

Zaver

Analyza spotrebitelského spravania a preferencii je vseobecne kompli-
kovany proces. Skiimanim viacerych vedeckych prac moézeme konstatovat, Ze spra-
vanie spotrebitefov sa odvija od vnutornych a vonkajsich faktorov. Spotrebitelia
vyspelych zapadnych krajin preferuju pri kiipe potravin prevazne krajinu povodu,
sposob chovu zvierat a produkty vyprodukované setrne k prirode a ekologicky pred
cenou potravindrskych vyrobkov. Mnohi slovenski spotrebitelia pri kipe potravin
preferuju kvalitu produktu, predchadzajicu skisenost s produktom nésledne cenu
vyrobku a az potom ostatné faktory. V stvislosti s globalnou zmenou klimy v posled-
nom obdobi baddme nielen u uvedomelych spotrebitelov environmentalne zaloze-
nych ale aj u ostatnych spotrebitelov zmeny v spravani, zvysuje sa environmentélne
povedomie spotrebitelov, zmeny v stravovani smerom k vys$siemu zavadzaniu pot-
ravin rastlinného povodu do jedélnych listkov.

Na odozvu od spotrebitelov k senzorickému hodnoteniu potravin a k
naslednej interpretacii podl'a potreby Specifickej skupiny existuje viacero pristupov.
Este donedavna sa povazovali za senzorickii analyzu len laboratérne pristupy,
no rovnako tak moéZeme povazovat za senzoricki analyzu aj afektivne testy.
Dokonca moézeme tvrdit, Ze vznikdi mnoho hybridnych technik, ktoré spéajaju la-
boratérne metédy (profily) so zberom dat prisposobenych prave spotrebitel om.

Literatara

1. AMERINE, M. A. - PANGBORN, R. M. - ROESSLER, E. B. 1965. Principles
of Sensory Evaluation of Food. New York : Academic Press, p. 250.

2. ASTM. 1979. ASTM Manual on Consumer Sensory Evaluation, ASTM Special
Technical Publication 682, E. E. Schaefer, ed. American Society for Testing and
Materials, Philadelphia, PA. pp. 28-30.

3. ASTM. 1995. Standard test method for unipolar magnitude estimation of sensory
attributes. In Annual Book of ASTM Standards, vol. 15.07, pp. 105-112.

4. AUMATELL, M. R. 2011. Sensory Analysis in Quality Control: The Gin as
an Example. Barcelona: InTech. p. 532. ISBN 978-953-307-683-6.

5. BALL, K. et al. 2011. Supermarket Healthy Eating for Life (SHELf): protocol of a
randomised controlled trial promoting healthy food and beverage consumption
through price reduction and skill-building strategies. In BMC Public Health
[online], [cit.2015-06-01]. ISSN 1471-2458. Dostupné na internete: http: / /download.
springer.com/static/pdf/173/art%253A10.1186 % 252F1471-2458-11715.pdf?auth
66=1426173077_174{84aa35e9c332cdd29f1c662{f0f3&ext=.pdf

6. COHEN, DA. et al. 2010. Not enough fruit and vegetables or too many cookies,
candies, salty snacks, and soft drinks?. In Public Health. vol. 125, p. 88-95.

210



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

FERNANDEZ-FERRIN, P. - BANDE-VILELA, B. 2013. Regional ethnocentrism:
Antecedents, consequences, and moderating effects. In Food Quality and
Preference, [online], vol. 30, no. 2, p. 299-308, [cit. 2015-06-01]. Dostupné na
http:/ /www.sciencedirect.com/science/ article/ pii/S0950329313001080
HORSKA, E. et al. 2009. Eurépsky spotrebitel a spotrebitel'ské spravanie. 1. vyd.
Nitra : Slovenska polnohospodarska univerzita, 219 s. ISBN 978-80-552-0318-8.
HORSKA, E. et al. 2012. Food sciences & business studies : global-regional-local
approach. 1. vyd. Nitra : Slovak University of Agriculture, 410 s. ISBN 978-80-552-
0815-2

HORSKA, E. - BERCIK, J. 2014. The Influence of Light on Consumer Behavior
at the Food Market. In Journal of Food Products Marketing, [online] vol. 20,
no. 4, p. 429-440, [cit. 2015-05-25]. Dostupné na http:/ / www.scopus.com/record/
display.url?eid=2-s2.0-84903521280&origin=resultslist&sort=plf-f&src=s&stl=
Horsk%C3 % Al&st2=E&nlo=1&nlr=20&nls=count-f&sid=9F3A95D990712D7C6
7431275F6DDA7C1.CnvicAmOODVwpVrjSeqQ%3a1003&sot=anl&sdt=auté&sl=
34&s=AU-ID %28 %22Horsk % C3 % A1%2c+Elena %22+20435841200 % 29&relpos=
3&relpos=3&citeCnt=1&searchTerm=AU-ID %28\ %26quot%3BHorsk %C3% A1%
2C+Elena\ %26quot%3B+20435841200%29

JELLINEK, G. 1964. Introduction to and critical review of modern methods of
sensory analysis (odour, taste and flavour evaluation) with special emphasis on
descriptive sensory analysis (flavour profile method). In J.Nutrit.Dietet. vol. 1,
p- 219-260.

KINCLOVA, V. - JAROSOVA, A. - TREMLOVA, B. 2004. Senzorickd analyza
potravin. In Veterinatstvi, vol. 54, s. 362-364.

KOZELOVA, D. - CMIKOVA, Z. - FIKSELOVA, M - GAZO, J. 2013. Preferencie
a frekvencia konzumadcie ovocia obyvatelmi na Slovensku. In Acta oeconomica
universitatis Selye. ro¢. 2, ¢. 1. s. 161-166.

KOZELOVA, D. - MATEJKOVA, E. - FIKSELOVA, M. - DEKANYOVA, J. 2014.
Analysis of consumer behavior at chocolate purchase. In Potravinarstvo. Vol. §,
no 1, p. 61-66. ISSN 1337-0960. Dostupné na http:/ /www.potravinarstvo.com/
journall/index.php/potravinarstvo/article/ download/325/ pdf.

KUBICOVA, I.. 2007. Vyvoj spotrebitelského dopytu po potravinich v SR. In
Sbornik z mezindrodni Batovy doktorandské konference. Zlin : Univerzita Tomase
Bati ve Zling, pp. 1-7. ISBN 978-80-7318-529-9.

LAWLESS, H. T. - HEYMANN, H. 2010. Sensory evaluation of food: Principles
and Practices. [online], New York : Springer-Verlag New York, p. 596. [cit. 2015-
06-02]. Dostupné na http:/ /http:dx.doi.org/10.1007/978-1-4419-6488-5.
LAWLESS H.T. 2013. Screening Panelists Using Simple Sensory Tests. Laboratory
Exercises for Sensory Evaluation. In Food Science Text Series [online], [cit. 2015-06-
01]. Vol. 2, New York : Springer US, 2013, pp 19-26, Online ISBN 978-1-4614-5713-
8, dostupne na http://link.springer.com/chapter/10.1007/978-1-4614-5713-8_3
MEILGAARD, M. - CIVILLE, G. V. - CARR, B. T. 1991. Sensory Evaluation
Techniques, 2nd. ed., Boca Raton, FL : CRC Press.

MOUSSAOQOUI, K. A. - VARELA, P. 2010. Exploring consumer product profiling
techniques and their linkage to a quantitative descriptive analysis. In Food Quality
and Preference [online], [cit. 2015-06-01].  Vol. 21, p. 1088-1099. Dostupné na
http:/ /www.scopus.com/record/display.url?eid=2-s2.0-78049444745&origin=re
sultslist&sort=plf-f&src=s&nlo=&nlr=&nls=&imp=t&sid=9F3A95D990712D7C6
7431275F6DDA7C1.CnvicAmOODVwpVrjSeqQ%3al00&sot=bré&sdt=a&sl=56&s
=SOURCE-ID%2823161 %29+ AND+PUBYEAR+IS+2010+ AND+NOT+DOCTYPE
%28ip %29&relpos=15&relpos=15&citeCnt=39&searchTerm=SOURCE-ID %28231
61%29+ AND+PUBYEAR+IS+2010+ AND+NOT+DOCTYPE %28ip %29

211



20.

21.

22.

23.

24.

25.

26.
27.

28.

29.

30.

31

32.

NAGYOVA, I'. - TONKOVICOVA, Z. 2004. Spotrebitel'ské spravanie a medzi-
narodny trh potravin. In Zbornik vedeckych prac k distanénému vzdelavaniu v
oblasti Agrarneho prava formou E-learningu. Nitra : SPU v Nitre. s. 1-4, ISBN
80- 8069-313-7.

NAGYOVA, L. et al. 2012. Trendy v spotrebitelskom spravani na trhu potra-
vindrskych produktov v SR. 1. vyd. Nitra : Slovenskd polnohospodarska
univerzita, 83 s. ISBN 978-80-552-0899-2.

PINHEIRO, A.C.M. - NUNES, C.A. - VIETORIS, V. 2013. Sensomaker: A tool for
sensorial characterization of food products [Sensomaker: Uma ferramenta para
caracterizacao sensorial de produtos alimenticios] Ciencia e Agrotecnologia,
[online], [cit. 2015-06-01]. Vol. 37, no. 3, p. 199-201. Dostupné na http://www.
scopus.com/record/display.url?eid=2-s2.0-84879306581&origin=resultslist&sort
=plf-f&src=s&stl=Vietoris&st2=v&nlo=1&nlr=20&nls=count-f&sid=9F3A95D99
0712D7C67431275F6DDA7C1.CnvicAmOODVwpVrjSeqQ%3al193&sot=anl&sd
t=aut&sl=39&s=AU-ID %28 %22V % C3 % ADetoris %2c+Vladim % C3 % ADr %22+54
896380600 %29&relpos=9&relpos=9&citeCnt=8&searchTerm=AU-ID %28\ %26qu
ot%3BV %C3 % ADetoris %2C+Vladim % C3% ADr\ %26quot%3B+54896380600 %29
POSTE, L. M. 1991. Laboratory methods for sensory analysis of food. Canada :
Canada Communication Group, Pub. Centre. 90 p. ISBN 0660138077.
PROKEINOVA, R.B. - PALUCHOVA, J. 2014. Identification of the patterns
behavior consumptions by using chosen tools of data mining - Association rules.
In Agris On-line Papers in Economics and Informatics, [online]. vol. 6, no. 3, p.
3-12. [cit. 2015-05-25]. Dostupné na: http://www.scopus.com/record/display.
url?eid=2-s2.0 84907816681&origin=AuthorNamesList&txGid=A3D770ADID7A
5A56609E00934756FF55. WIW7NKKC52nnQNxjqAQrlA %3al8

PRIBELA, A. - KOSNACOVA, J. - PRIBULOVA, J. 2006. Hodnotenie potravin. In
HELD, L. Teéria a prax vychovy k zdravej vyzive v $kolach. vyd. 1. Bratislava :
Typi Universitatis Tyrnaviensis, 2006, p. 327-253. ISBN 80-8082-077-5.

PRIBELA, A. 1996. Analyza potravin. Bratislava : STU, s. 224

RANI, P. 2014. Factors influencing consumer behaviour. In International Journal
of Current Research and Academic Review, [online]. vol. 2, no. 9, pp. 52-61. [cit.
2015-05-20]. ISSN 2347-3215. http:/ /www.ijcrar.com/vol-2-9/Pinki%20Rani.pdf
REALINI, C. E. et al. 2013. Spanish, French and British consumers” acceptability
of Uruguayan beef, and consumers” beef choice associated with country of origin,
finishing diet and meat price. In Meat science [online]. vol. 95, no. 1 [cit. 2015-05-
25]. p. 14-21. Dostupné na: http://www.sciencedirect.com/science/ article/pii/
S0309174013001241

RENKO, N. - KARANOVIC, B.C - MATIC, M. 2012. Influence of consumer
ethnocentrism on purchase intentions: Case of Croatia. In Economic Thought
and Practice, [online]. Vol. 2, p. 529-544, Dostupné na http://www.unidu.hr/
datoteke/500izb/ EKONOMSKA_MISAO_I_PRAKSA_-2-_2012.pdf
RESURRECCION, A. V. A. 1988. Applications of multivariate methods in food
quality evaluation. In Food Technol. Vol. 42, no. 11, pp. 128-136.
RESURRECCION, A. V. A. 1998. Consumer Sensory Testing for Product
Development. Gaithersburg, Maryland : Aspen Publishers. 254p. ISBN 0-8342-
1209-9

SEITZ, C.C - ROOSEN, J. 2015. Does consumer ethnocentrism influence product
knowledge? In Food Quality and Preference. [online]. Vol. 43, p. 113-121, [cit.
2015-05-25]. Dostupné na http://www.sciencedirect.com/science/article/ pii/
50950329315000610

212



33.

34.

35.

36.

37.

38.

39.

40.

41.

STONE, H. - SIDEL, ]. L. 1993. Sensory Evaluation Practices. 2nd ed., San Diego,
CA : Academic Press.

TOTHOVA, V. - FILA, M. 2014. Diverzifikicia ako manazérsko-ekonomicky
nastroj rozvoja polnohospodarskych podnikov. Nitra : SPU, 142 s. ISBN 978-80-
552-1277-7.

VALENTIN, D. - CHOLLET, S. - LELIEVRE, M. - ABDI, H. 2012. Quick and dirty
but still pretty good: A review of new descriptive methods in food science. In:
International Journal of Food Science and Technology [online], vol. 47, p. 1563-
1578. [cit. 2015-06-01]. Dostupné na http:/ / onlinelibrary.wiley.com/doi/10.1111/
j-1365-2621.2012.03022.x/ full

VAN TRIJP, H. C. M. - SCHIFFERSTEIN, H. J. N. 1995. Sensory analysis in
marketing practice: Comparison and integration. In Journal of Sensory Studies,
vol. 9, pp. 205-216.

VANDEVIJVERE, S. - SWINBURN, B. 2014. Creating healthy food environments
through global benchmarking of government nutrition policies and food
industry practices. In Archives of Public Health [online], [cit. 2015-05-15]. ISSN
2049-3258. Dostupné na internete: http://download.springer.com/static/
pdf/237/art%253A10.1186%252F2049-3258-72-7. pdf?auth66=1426172644_82892e
351629bfbd2ca52blecle7d14e&ext=.pdf

VIETORIS, V. 2013. Food Statistics (Sensometrics) using R. SUA Nitra. p. 121.
ISBN-978-80-552-1096-4

VILHANOVA, L. 2010. Spotrebitel'ské preferencie a vnimanie kvality potravin v
Slovenskej republike. In Marketing v praxi agropotravinarskeho sektora : zbornik
vedeckych préac. Nitra : Slovenskd polnohospodarska univerzita, s. 117-121.
ISBN 978-80-552-0529-8.

WEZEMAEL, L. V. 2014. European consumer preferences for beef with nutrition
and health clamis: A multi-country investigation using discrete choice experiments.
In Food policy [online]. vol. 44, p. 167-176, [cit. 2015-06-02], Dostupné na: http:/ /
www.sciencedirect.com/science/article/ pii/S0306 919213001772

ZELOVA, A. 2002. Rozhovor a dotaznik. In ALBERT, A. - ZELOVA, A. Kogice :
TU KIP, p. 71-86. ISBN 8070997699.

Kontaktna adresa:

Ing. Vladimir Vietoris, PhD., Bc. Sabina Schwarzova KSSRP FBP, SPU Nitra, Tr.
A. Hlinku 2, 949 76 Nitra, Slovenska republika, e-mail: vladimir.vietoris@uniag.sk,
xschwarzova@uniag.sk,

Ing. Dagmar Kozelové, PhD., Ing. Peter Zajac, PhD., Ing. Jozef Capla, PhD., KHBP FBP,
SPU Nitra, Tr. A. Hlinku 2, 949 76 Nitra, Slovenska republika, e-mail: dagmar.kozelova@
uniag.sk, zajac@potravinarstrvo.com, capla@potravinarstvo.com

213



THE PERFORMANCE MEASUREMENT AS A
FUNDAMENTAL DIMENSION OF THE PERFORMANCE
MANAGEMENT IN PUBLIC SECTOR

Justyna LUKOMSKA-SZAREK, Marta WEOKA

Department of Finance, Banking and Accounting, Faculty of Management,
Czestochowa University of Technology

Abstract

The considerations concluded in this publication treat, that postulation and
straightaway application of modern management conception as part of functioning
of public sector units highlights solution of their reaction to number of difficulties
occurring from them. These problems primarily result from the lack of civil trust
and increase of their requirements. The basic contents of these publications affect the
Performance Management idea, which in the time of XXI century should be treated
as priority of effective management. In view of problematic of this article, the
most essential significance in terms of mentioned aspect, role plays performance
measurement, which expresses a set of indicators and measures necessary to
assessment of effectiveness management level. Conclusion leads on validity this
conception, implemented in order to improvement of control and evaluation as
major elements of management.

Key words: performance management, performance measurement, public sector.

Introduction

The aim of this publication is problematic of emergence of the performance
management idea in organizations functioning on each level of economy in time
of implementation of public management reform was response at improvement
of activity performance especially through formulation and implementation adequate
strategy, aimed at organizational objectives achievement. This solution has been
favorably accepted not only around private entities, but also in public sector units.

There is no doubt that in time of XXI century, success each units, without
regard for affiliation to private or public sector is dependent on management form,
therein effectiveness and efficiency obtainment of realized activities. In case of private
enterprises, this aspect seems to be easier in the context of indicators measurement.
In regards to public sector in a row, basic difficulty affects assessment of functioning
this sphere which serves public good in citizens opinion, understood as customers.

Performance management plays essential role in the context of irreversible
changes of contemporary world, therein globalization, liberalization, technical and
market-based challenges. Due to the fact that over time personnel management has
alter its approach from classical administrative service to advantages bringing, the
issue of performance management comprises the most essential significance, even if
on the grounds of possession of fundamental rules of human resources management,
striving for high organizational performance (Kandula, 2006).
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On the background of numerous changes and ameliorations of public
management reform, scientific investigations define performance management as a
necessary model of public sector units functioning, oriented on efficiency improvement.
In order to understanding conditions of creating this concept, below presented
basic issue of performance management which affects definition, characteristics
and aims. This problematic become investigation based on analysis of literature
considerations.

Material and methods

Considerations concluded in this publication pose theoretical review of
national and international literature. First of all, analysis of research data presents
verification of theoretical contents in the context of performance management and at a
later stage performance measurement concept.

Results and debate
The basic of performance management occurring

Primary definition of performance management expresses collaboration
between individual workers or their groups, which is aimed at improvement of
performance in the future. This process can’t overlook precise analysis of past and
present performance value. Besides essential in this concept performance assessment,
performance management idea contains also feedback delivering, cooperation
between employees and development of performance at individual levels (Cardy,
Leonard, 2011). Thus general definition of performance management presents
executives activity in the area of planning, monitoring, analyzing and maintaining of
progression process at the satisfying level for employees (Caldwell, 2002).

Other approach to performance management focuses on kind of method
which is used to accomplishment of measurement and improvement of employees
activity effectiveness in their workplace. In view of its complexity, consists of chosen
operations and their objectives, monitoring of external changes, training, motivational
system, review, workforce development (Luecke, Hall, 2006). It is concluded between
several crucial dimensions, namely: results, input, focus, cost, time and quality (Rao,
2004).

The basic goal of performance management is centre on creating common
culture where individual workers and their teams are in charge of incessant
improvement through collaborative understanding of assumptive objectives and
directions by organization, clear anticipations towards employees and their groups,
progression of capabilities via development of performance management instruments,
individual involvement in achievement organizational goals (Sahu, 2007).

According to Armstrong, the nature of performance management affects a
kind of undisturbed conversation between employees and managers. This conversation
have to rely on objectives obtainment, current analysis of performance, delivering
feedback and individual development (Armstrong, 2009).

Overall assumption to performance management encompasses the issue of
high level performance obtainment by individuals and organization as a whole. The
high level term is understood as achieving and crossing flexible objectives, i.e. gains,
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performance or quality (Armstrong, Baron, 2005). Global approach to performance

management, treats it as decisive, strategic and worldwide way of management in the

context of human resources, which enables to correlate wide area of organization’s
activity (therein for example: achievement of organizational and individual goals,
individual development, use of assessment system, etc.) with issue of effectiveness

improvement (Maley, Moeller, 2014).

In the context of public sector functioning, conception of performance
management occurred with development of public management reform, therein
New Public Management, which basically dominated public organizations activity. A
number of these transformations was based on a few fundamental principles, namely:
competition promoting in the area of public service, relocating of control functions
from bureaucratic sphere into community, activity measurement and concentration
on results and financial effects instead of inputs, orientation at goals and mission
instead of rules and regulations postulation, satisfying of customers’ (understood as
local community) needs through redefining society as customers and giving them
possibility of choice, earning not spending money, decentralization and participation
promoting in management area, submitting market principles beyond bureaucratic,
activation of public and private sectors cooperation (Zawicki, 2011; Lukomska-
Szarek, Widka, 2012; Eukomska-Szarek, Wiéka, 2013). As literature on the subject
indicates, especially important in this context were decentralization and participation
ideas, which according to their assumptions should ameliorate achieved outputs by
public sector on the way to reorganization of government accountability (Faguet, 2014).

According to previously mentioned issue about New Public Management,
all units contained in public sector should act according to nature of assigned tasks
to them, however their effectiveness as performance management indicates should
be measured and assessed. Thus, improvement of efficiency and achievement of
better activities results poses essence of performance management, also referred
to as managing for results. This conception is treated as sequence of consecutive
activities, therein: analysis performing and then expected results defining, diagnosis
of customers (society) which will be beneficiaries, constant monitoring of realized tasks
with appropriate indicators, identifications and risk management, improvement of
skills on the way to continued assessment of realized tasks and reporting in the area
of achievement results and used inputs (Kulesza, Szescito 2013; Lukomska-Szarek,
Wiéka, 2012; Lukomska-Szarek, Widka, 2013).

Issue of efficiency measurement in public sector organizations is considered
in the context of widely conceived performance management conception, created on
the ground of private sector experiences and in public sector used for the first time
in Anglo-Saxon countries. From this point of view, adequate to a number of public
sector practices, performance management is contained in a few fundamental
functional spheres, namely (Kusiak-Winter, 2012):

e performance measurement - which allows to relate results to used time and
inputs, expressed by appropriate performance indicators. In this context essential
significance play inputs, outputs and outcomes;

e performance contracting - which allows precise actors which are accountability
for results, because responsibility create results;

e performance reporting - which poses necessary element of performance mana-
gement and allows to assess achievement results;

e comparative performance measurement and benchmarking - which identify best
practices on the background of previous experiences of public sector units and
allow to answer to questions about differences between efficiencies;
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e performance budgeting - which encompasses preparing forecastings of results
and plans of realized public services by public organizations, with accompanying
them purposes and objective indicators, which in the ,long term allow to assess
of progression or regression.

R. Kusiak-Winter consider two primary functional areas of performance
management, i.e. strategic and operational spheres, which are presented on the
picture 1.

Picture 1 Two dimensions of performance management
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Source: authors” own study on the basis of (Kusiak-Winter, 2013).

Picture 1 presents two fundamental dimensions, on the background of which
performance management functions in public sector units. The first i.e. operational
distinguishes performance measurement, comparative performance measurement
and benchmarking. First of them, poses measurement of realized tasks appropriately
to used resources and accordingly to performance indicators. This measurement
includes single tasks (inputs), outputs, as well as long range results (outcome). From
the employees point of view, it affects consecutively measurement of single workers,
then their teams and departments. Other functional spheres in mentioned dimension
pose comparative performance measurement and benchmarking, which presents the
best practices. Performance management is treated as a conception which considers
thoughtful process of realization strategic goals in public sector units, what indicates
strategic dimension (Kusiak-Winter, 2013).

Performance approach to public organization management is perceived
as emphasis on using more information and leading more control regarding rules
and principles of processes and inputs. It postulates reduction of bureaucracy rules
and following on from this increasing of self-control and necessary of feedback
information about tasks realization (Waldt, 2004).

Nowadays, the performance management idea similarly as public mana-
gement reform (therein especially New Public Management, on the basis of which was
created) expresses objective toward classic administration system, i.e. bureaucracy
model. A number of scholars define that, this conception isn’t essential only from the
efficiency improvement point of view, but is also needful considering reliability of
public sector activity (Moynihan, 2008).
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Literature on the subject indicates that effective application of performance
management system brings on numerous outcomes, which following (Pulakos, 2009):
*  improvement of performance at each organizational level;

e translation of productivity requirements and standards;

e enabling of maximal using of employees abilities;

. motivation workforce to being better;

*  improvement of dealings between employees and executives;

e alignment of performance between values, objectives and strategy at each
organizational level;

*  basis of decision-making process in the context of human capital.

Using the performance management in public sector units causes a number
of fundamental objectives. Among them distinguish: administrative objective, where
performance management comprises determinant in the context of administrative
decision-making process. This sphere then relates to decision about salary, promoted,
etc.; developmental objective, where about success of performance management
decides two-way communication. Delivering feedback is inseparably connected
with training employees and improvement their individual performance; strategic
objective, results from connection organization’s goals with individual’s goals;
communication objective, performance management idea comprises perfect tool of
communication at the organizational level; organizational maintenance objective
expresses the idea of adequate fitting individual workers to realized activities. It
postulates ability of selection employees in the context of their potential and capability;
documentation objective, qualitative data created on the basis of performance
management system, enable assignment accepted standards with achievement results
(Aguinis, 2009).

According to McDavid and Hawthorn, as the part of multi-faceted strategy
of implementation of performance management system which is contributed by
delivering result data in terms of measurement programs and organizational policy
is considered to be design and application performance measurement activities. This
conception in terms of mentioned aspect is using as an increasing of report stage of
performance management, in direct way also impacts on creating and modifying
goals and unit’s strategic intentions (Mcdavid, Hawthorn, 2006).

The considerations in next part of this publication focus on afore mentioned
problematic, which is performance measurement issue.

Performance measurement as a key component of performance management system

Literature on the subject indicates a lot of meanings of performance
measurement. Own measurement system is considered to be place where follows
creating grounds for effectiveness organizational management, without regard for
affiliation to public or private sector (Spitzer, 2007). General approach formulates
that performance measurement is regular measurement of the results (outcomes)
and efficiency of services or programs. Efficiency which play essential role in all
performance management process, in the context of performance measurement
is understood as relation between quantity of input (predominantly value of
expenditures) and quantity of achievement product which results from this input
(Hatry, 2006).
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Development of performance measurement idea took place on various
areas of management. Modern management methods besides less popular dimensions
always focus on measurement of financial performance and cost measurement. First
of them, at the last time affects especially broadly conceived new approach to
financial measures, understood as all-round income and sustainability accounting.
Second, i.e. cost measurement the most frequently relates to technical approach
and issue of cost allocation. Primary dilemma in this problematic expresses relation
between plan of cost system and costs consumption (Davila, 2012).

Afore mentioned financial measures comprises a core of performance
measurement in the context of performance management. This area roleplays essential
significance for organizational development, especially from the three primary
functions point of view, which following (Otley, 2002):

. financial measurement and consequent on its measures, understood as a tools
of financial management;

e financial performance understood as a primary organizational goal;

e financial performance and financial measurement treat as ways of creating of
motivation and control system at each level of organization.

Performance management conception, perceived as composite process
is aimed at regular delivering important information as e set of indicators, based on
performance outcomes including also cost measures. On the grounds of mentioned
complexity of this process, it shouldn’t constrict solely to this indexes, but should
indicate also on these areas which demand improvement in immeasurable spheres
(Hatry, 2006).

Numerous scientific investigations treat performance measurement as
a number of measures using in order to effectiveness qualitative and efficiency of
undertaken activities. It expresses possibility of condition units improvement. It
assesses level at which is located evaluated unit and direction in which should head
to achievement progression. It also plays a role of tool in behavioral nature (Taticchi,
Asfalti, Sole, 2010). In the context of multi-level systems management, which are
composed of many subsystems, measurement system plays essential role not only
from the individual subsystem performance point of view, but also enables to give
feedback in other areas, what allows subsystems changes (Nakaima, Sridharan,
Gardner, 2013).

The issue, mentioned in previous part i.e. concerning about implementation
of New Public Management in public sector and following on from this performance
management widely consider measurement of realized tasks by public sector.
This question poses necessary condition of management reorientation of these orga-
nizations for a way of results achievement, what consequently allows assessment
their functioning, especially in terms of three E, i.e. economy, efficiency and effec-
tiveness. In the context of these three spheres, essential significance plays also
equity, understood as equal access to public services as well as ethics, therein equity,
empathy and ecology, which express public units commitment toward environment
(Zalewski, 2007).

This problematic is oriented at striving for ratio improvement between
results and used resources in public sector organizations. It comprises response for
society criticism and dissatisfaction toward weakening quality of public services
and increasing costs in this area. Solution in this context posed afore mentioned
implementation of New Public Management, and following on from this management
reorientation to resultative approach. Common determinant of this orientation
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is performance measurement with account of objectives and results. The main
assumption poses creation of indicators system, which shows which objectives,
products and services should be realized (Wojciechowski, Podgérniak-Krzykacz, 2013).

The performance term is perceived as output and outcomes of realized
activities or as realization of public value. Performance measurement by contrast poses
set of operations oriented at achievement of performance information within which
fundamental role, besides traditional way of measurement (especially financial), play
also other qualitative resources, using citizens” and executives assistance (Douren,
Bouckaert, Halligan, 2015).

In our times, performance measurement systems, most often are used
to amelioration of strategy implementation and improvement of organization’s
performance. Performance measurement system treats using of financial and non-
financial performance indicators adequate to strategy assumptions, what causes that
strategy management plays essential role in this context (Franco-Santos, Lucianetto,
Bourne, 2012). This aspect is widely considered in the context of problematic of
Balanced Scorecard, nowadays more and more often used in many spheres of public
management, therein especially in local self-government units, for example in the case
of waste management (Guimaraes, Simoes, Marques, 2010).

Conclusion

Virtual performance measurement of chosen public or private sector
unit expresses sophisticated operation, where selected to this aim people perform
evaluation of employees work. It can affect measurement likewise comparison with
previous standards, documenting results and transfer these information at all levels.
This sphere comprises foundation of widely conceived performance management
idea. All this activities which are at the same time ground of performance measurement
and as well as performance management, encompass processes in terms of timing
and frequency evaluations, choice of responsible people, choice of measurement
procedures and distribution of performance indicators achievement (Griffin, Moorhead,
2011).

Performance measurement system, separated in the context of performance
management conception, over time feels the most engaged as managerial innovation,
especially from organizational and informational connect between planning and
control unit at the organizational level, what doesn’t characterize none of previous
formulated conception.

In regards to presented contents, there is no doubt that effective functioning
is possible solely by using modern method management which are oriented on
methods postulated in private enterprises. These methods have the best reflection
in performance management method, which enable qualitative and quantitative
measurement.

From the public sector functioning point of view, performance management
and created on its background performance measurement comprises international
model of public management reorientation, which postulates change previous
way of management and stands for implementation market mechanisms and following
on from this widespread managing by results.
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< AUTOROM )

Struktara prispevku

Casopis Acta Oeconomica Universitatis Selye je recenzovany vedecky ¢asopis Eko-
nomickej fakulty Univerzity J. Selyeho v Komarne, zaregistrovany na Ministerstve
kulttary SR pod ¢. EV 4538 /12, s pridelenym ¢islom ISSN 1338-6581. Vo vedeckom ¢aso-
pise sa uverejiiuju povodné vedecké prace stvisiace so zameranim ¢asopisu: ekoné-
mia a ekonomika, financie, manazment a marketing, obchod a podnikanie, kvantitativne
metody a Statistika. Akceptuja sa prispevky, ktoré doposial neboli publikované, ani
prijaté na publikovanie inde, bez ohl'adu na pracovnu prislusnost autora k UJS. Autor
je zodpovedny za odbornt a formalnu spravnost’ prispevku. O uverejneni rozhodne
redakénd rada c¢asopisu a to so zretelom na oponentské posudky, vedecky vyznam,
prinos a kvalitu préce.

Nazov - krétka, stru¢nd, jasna informdcia o obsahu ¢lanku. Ako prvy v poradi sa uvadza
nézov prace v slovenskom jazyku, potom nédzov préce v anglickom jazyku.

Autor/-i - uvadzajt sa mend a priezviska kazdého, kto prispel ku vzniku prispevku.
Neuvédzaja sa vedecké a pedagogické hodnosti. Do nasledujiceho riadka sa uvedua
pracoviskd autorov.

Abstrakt v anglictine - musi jasne stanovit ciel vyskumu, priniest stru¢ny popis
vyskumu, hlavné pozorovania, vysledky a zavery. Nemal by presiahnut 10 riadkov.
Abstrakt musi byt zrozumitelny aj bez odvolania sa na ¢lanok. Vseobecne zname
tvrdenia sa v abstrakte zbytocné. Kazdy odkaz na autora sa ma robit v tretej osobe,
Vv prvej vete sa treba vyhnit opakovaniu nazvu ¢lanku, na zaciatku treba poukazat na
predmet vyskumu, v sihrne musia byt zahrnuté nové fakty, ¢iselné tdaje uvadzané
v ¢lanku a uvedené pouzité metody.

Klacové slova v anglictine - nemalo by ich byt viac ako 5. Uvadzaju sa v anglic¢tine
s malym zac¢iatoénym pismenom.

Abstrakt (stthrn) v slovenskom jazyku - platia tie isté pravidla ako pre abstrakt
v anglictine.

Klacové slova v slovencine - pozri kl'i¢ové slova v anglictine.

Uvod - by mal poskytovat' prehlad suvisiacich prac, vhodné odkazy na literataru a
poskytntt informécie o stave vyskumu danej problematiky. Uvod by sa nemal ¢lenit
na podkapitoly.

Material a metédy - tito cast’ by mala mat vhodné podkapitoly popisujtce pouzita
metodiku, postupy. Treba poskytnit postacujice podrobnosti o metddach tak, aby
odbornik mohol zopakovat popisané postupy. Treba citovat prebraté metédy z adek-
vatnej literatary.

Vysledky a diskusia - vysledky predlozit stru¢ne v podobe tabuliek a obrazkov.
Poskytnat dostatok tidajov na zdovodnenie zaverov. Nepredkladat' ta istt informa-
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ciu vo viacerych formach (tabul'ky, grafy, text). V diskusii treba upozornit na vyznam
zisten{ a ak je mozné, porovnat ziskané informacie s predchadzajicimi poznatkami.

Tabulky, obrazky - musia byt oznacené zrozumitelnym spdsobom, fotografie, grafické
zobrazenia, diagramy, mapy a pod. musia mat vysvetlovaciu legendu. Grafy a obrazky
musia byt dodané v pévodnom stibore (napriklad .xIs).

Literatara - za presnost tdajov o pouzitej literattire zodpovedd autor. Pri popise
pouzitej a citovanej literatiry treba respektovat STN ISO 690 - 692. Zoznam pouZzitej
literatry musi byt usporiadany abecedne podla priezviska autora a bez titulov. In-
formdcie ziskané prostrednictvom internetu sa popisuju tak, ze sa uvedie priezvisko a
meno autora, ndzov materidlu a presnd URL adresa (napr. http:/ /www .selyeuni.sk/ ef).
Citacie v texte sa popisuja formou odkazov na zoznam pouzitej literattry a to tak, ze
sa do zatvorky uvedie priezvisko, ¢i priezviska autorov a rok vydania. Ak sa uvadza
priezvisko autora dokumentu vo vete v prislusnom pade, uvedie sa do zatvorky za
nim rok vydania. Dve, alebo viac préc toho istého autora, ¢i autorov, publikované v
rovnakom roku sa odlisia pridanim “a”, “b”, “c” za rok vydania. Pri kolektive autorov
(nad 3) sa za menom prvého autora uvadza dodatok ,a kol./ et al.”

Kontaktna adresa - uvedie sa celé meno (aj tituly) prvého autora a plné adresa jeho
pracoviska, vratane e-mailu.

Rozsah prispevku
Redakcia prijima prispevky v rozsahu do 12 stran normalizovaného textu podla Sab-
lony.

Jazyk prispevku

V prispevkoch publikovanych v slovenskom/¢eskom/madarskom jazyku treba res-
pektovat’ jazykovy zakon. Pri prekladoch abstraktov do anglického jazyka treba vy-
chadzat' z pravidiel britskej angli¢tiny. Obchodné pomenovania konkrétnych vyrob-
kov by mali byt napisané velkymi za¢iatoénymi pismenami a mali by mat uvedené
meno a adresu vyrobcu. Ak md vyrobok obchodna znac¢ku ™ ¢i registrovant obchodnt
znacku, treba ich uviest k ndzvu vyrobku. Okrem beznych skratiek mozno pouzivat
i skratky, ktoré vytvoril autor, ale pri ich prvom vyskyte sa musia vysvetlit. Pouzivat
jednotky SI a jednotky od nich odvodené.

Prispevky autori posielajt na adresu redakcie vylué¢ne elektronicky:
mural@selyeuni.sk
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