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Editorial

Vazeni Ctenafi,

mate Sanci listovat druhym Cislem naSeho Casopisu Trendy v podnikani. Tentokrate se jedna sice o tenci
Cislo, ale o to vice je nahu$téné zajimavymi informacemi. Ve spolupraci s organizaénim vyborem
konference XB-CON, ktera se konad vzdy jednou za dva roky a feSi téma pfeshrani¢ni spoluprace
a srovnavani v oblasti podnikové ekonomiky a dalSich dulezitych témat, jsme otiskli i nékolik ¢lanka, které
byly prezentovany pravé na tomto plénu v listopadu v Zelezné Rudé. Zajemci o tuto tematiku mohou
navstivit web konference https://xb-con.zcu.cz/.

Prvni ¢lanek je od autorského kolektivu Myslivcova a PSeniCkova z Technické univerzity v Liberci. Autorky
se zabyvaji v soucasnosti velmi aktualnim tématem interniho personalniho marketingu. Jako case study,
si vybraly velkého zaméstnavatele - Skoda Auto, kde provadély vyzkum na oblibenost nékterych
zaméstnaneckych benefitl a dalSich faktor(, které ovliviiuji zaméstnance setrvat ve firmé, nebo maji vliv
na nalakani novych.

Druhy ¢lanek pojednava o rodinnych podnicich v regionu Visegradské ¢tyrky. Autofi Lusticky a Musil
z Vlysoke Skoly ekonomickeé v Jindfichové Hradci zkoumali moznosti, jak by regiony mohly podporovat
rodinné podnikani, aby pfispivalo jesté vice k ekonomickému rozvoji regionu.

Natalie Pelloneova z Technické univerzity v Liberci si vzala za své téma spoluprace v oblasti textiiniho
prumyslu. Je zfejmé, Ze kvali silicimu tlaku globalni konkurence je kooperace jednou z moznych
uspésnych strategii, které dokazi souCasné firmy vyuZit ke konkurenceschopnosti. Autorka s cilem
porovnat vyznam sdruzovani textilnich podniki do klastrd vyuzila srovnani podnikl z klastru CLUTEX
a podnik(i nezavislych. Podle prvniho statistického testu autorka zjistila, Zze sice drobné rozdily
mezi firmami jsou, ale nikoliv zasadni. OvSem ve druhé analyze efektivnosti autorka zjistila, ze firmy
firmy a existence klastru mé vliv na zvySeni efektivity lenskych spolecnosti.

Henry Osahon Osazevbaru z Delta State Unviersity zkoumal zakladni charakteristiky TOP managementu
a strategického rozhodovani. Jako vyzkumny vzorek vyuzil 158 zaméstnavatelu, ktefi jsou Cleny rlznych
statnich rad a komisi ve staté Delta v Nigérii. Z jeho vyzkumu vyslo, ze sklon k riziku, zéklady ve vzdélani,
vék a komplexni mysleni maji vyznamny vliv na strategické rozhodovani. Z vyzkumu tedy plyne, Ze TOP
manazefi a vzdélavaci instituce v oblasti managementu by se méli zaméfovat pravné na tyto
charakteristiky, které mohou zasadné ovliviiovat jejich budouci strategicka rozhodovani.

Posledni pfispévek je od autorky Ivety Slancové z Technické univerzity Ostrava, ktera se zabyva novymi
metodami v aplikaci lean managementu. Nové trendy jako je primysl 4.0 se nevyhybaji ani metodé
Stihlého managementu. Aplikace této novinky do procesu vyroby by mohlo napomoci i v takovych
pfipadech, kdy dojde k neoCekavanym naruSenim dodavek, jako tomu bylo v pfipadé pandemie COVID-
19. Clanek také poukazuje na moznost rozifeni zakladnich KPI ukazatelli o dal$i a tim zajistit lep$i
kontrolovatelnost vyroby.

Doufame, Ze i toto Cislo Vam pfineslo mnoho zajimavych a novych mysSlenek, které budete moci vyuzit
ve své badatelské ¢i odborné praxi. TéSime se, ze nam zachovate pfizen i v budoucnu.

Za redakéni radu
Petr Janecek
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INTERNAL PERSONNEL MARKETING: A MEANS OF ATTRACTING
AND STABILIZING EXPATRIATES IN AN INTERNATIONAL COMPANY
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Abstract: It is not only the coronavirus crisis that has caused shortages on the labour market. The lack
of workers has affected the Czech market across industries. Companies in the Czech Republic were
already struggling with labour shortages before Covid-19. Companies are looking abroad
for the employees they need, and are forced to use innovative approaches to attract them. The paper
presents the results of quantitative research among expatriates conducted at one of the SKODA AUTO's
plants that is a pillar of the Czech automotive industry. The aim of the research was to identify the degree
of application of internal personnel marketing through a questionnaire survey. It further investigated
why expatriate employees chose SKODA AUTO as their employer, what the source of information about
a particular job there is, whether they perceive cultural differences in the workplace that may influence
them, and other. Based on the research findings, the paper formulates recommendations,
in theform of the 4Ps in personnel marketing, leading to the attraction and stabilization of foreign
employees.

Keywords: Personnel marketing/HR Marketing, Quantitative research, Expatriates, Human capital,
Employees

JEL Classification: M31, M51

INTRODUCTION

Human capital has not always been at the forefront of interest as it is currently. The reason for this interest
is the lack of labour in the Czech Republic across industries and regions. There is a shortage of work
force not only in manufacturing and IT, but also in agriculture, healthcare, tourism and other services.
There is a lack of skilled and unskilled labour (CTK, 2021). In August, employers offered 363,114 job
vacancies. According to Eurostat (2021), unemployment was at a low level of 2.8 % this month. Another
important fact is that there are on average 0.7 job seeker per vacancy in the Czech Republic (MPSV,
2021).

Although experts emphasize that anti-covid measures and government programs that kept unemployment
low caused this situation, it must be stated that in the Czech Republic, there was a shortage of employees
even before the outbreak of the Covid-19 pandemic. It has caused a lack of foreign employees
on the Czech labour market, who in large amounts left our country because of it (Lidovky.cz, 2021).

The process of acquiring and retaining qualified, experienced and motivated employees is a significant
problem not only for Czech companies but also around the world. Therefore, it is necessary to pay special
attention to their existing employees and use innovative methods and tools in human resource
management (Alniagik et al., 2014; Bejtkovsky & Copca, 2020, Ungerman & Dédkova, 2019). These are
for example personnel marketing which many Czech companies perceive as an important concept
of recruiting and stabilizing employees (Strenitzerova, 2016). Personnel marketing (the equivalent
of human resource marketing - HRM is also used in the professional literature) recommends to focus
on recruiting and stabilizing employees in various areas, such as the structure of the company, its work
culture and its disposition to work (Aprofes 2016; Van Dierendonck et al., 2016; Van Esch et al., 2019).
It is important to pay attention to both components of personnel marketing, external personnel marketing,
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which focuses on recruiting employees and internal personnel marketing, which concentrates on existing
employees, on their stabilization, and their satisfaction (Urbancova & Hudéakova, 2017).

The introductory part of this paper will address the following key topics. First, theoretical background
of personnel marketing/ internal personnel marketing and the Czech labour market from the perspective
of employing foreigners is discussed. Subsequently, there will be presented a description
of the quantitative research carried out at SKODA AUTO focusing on the application of internal personnel
marketing towards to the expatriates.

1. INTERNAL PERSONNEL MARKETING

In the foreign literature, the concept of HR marketing is often explained as an application of marketing
rules and principles in the field of human capital management. It is therefore a tool by which relations
of employees (current and potential employees) are managed, built and influenced towards the employer.
The focus is on employees, who need to be effectively stimulated and motivated. In other words, to ensure
their satisfaction so that they stay in the company for as long as possible (Bejtkovsky & Copca, 2020; Ng
etal., 2010; Saini et al., 2014).

Well-established HR marketing is a current trend that has a significant influence on the management
of the internal environment of the company and affects the external environment. It is a concept that
focuses on two groups of employees. On the one hand, it takes care of the satisfaction of existing
employees, the task is to stabilize them, create suitable and good working conditions. In the professional
literature, this part of personnel marketing is called internal personnel marketing (d"’Ambrosova et al.,
2014; Hitka et al., 2015; Love & Sing, 2011). On the other hand, it focuses on potential employees
and tries to attract their attention. This part of personnel marketing is called external personnel marketing
in the professional literature (Archana et al., 2014; d’Ambrosova et al., 2014; Wozniak, 2015).

External and internal personnel marketing are interconnected; they interact with each other (Polékova
& Hauser, 2003). The interconnection of external and internal personnel marketing is also confirmed
by Thom (2008) who claims that internal personnel marketing can be a good reputation in the external
labour market because information on employee satisfaction is disseminated without the active help
of external personnel marketing. On the contrary, unless external personnel marketing is supported
by internal personnel marketing, it has almost no significance for the company in the long run. The authors
Urbancové and Hudakova (2017) point out, that despite the growing importance of human capital
in the company, there are a large number of companies that do not attach sufficient weight to the internal
PM, but primarily focus only on external PM. They also add that in the case of the application of personnel
marketing, human resources officers in the company become marketing workers, who strive to keep
the organization in the minds of stakeholders as a quality employer.

2. CZECH LABOR MARKET FROM THE PERSPECTIVE OF EMPLOYING FOREIGNERS

With regard to the scope, this part will focus only on a partial economic view of the issue.

According to data from the Czech Statistical Office (hereinafter CZSO) it is possible to observe a growing
trend in the number of employed foreigners. In 2019, people with foreign citizenship accounted for more
than a tenth of the workforce in the Czech Republic, but in 2020 they accounted for almost a twelfth. Most
foreign employees are concentrated in the industrial sector (29.5 %) and are hired mainly through
employment agencies. This is followed by administrative and support service activities with a share
of 17.6 %. There are 10 % of employed foreigners registered in retail and wholesale and in the field
of construction, itis 9 % (CZSO, 2019a; CZSO, 2020).

According to nationalities, workers from Ukraine are the most represented on the Czech labour market
(145.5 thousand), followed by workers from Slovakia (121.3 thousand). Furthermore, according
to the number of workers in the labour market in the Czech Republic, there are nationals of countries such
as Vietnam (61.9 thousand), Russia (38.2 thousand), Poland (21.8 thousand) and Germany
(21.5 thousand). (CZSO, 2019b).
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The most frequently mentioned reason for placing foreigners in vacancies is the lack of domestic labour
force (mentioned in 76 %). This fact was stated by representatives of 89 economic entities of various
sizes, which were interviewed in 2019 by TREXIMA. The second most common reason is the low
willingness of Czech workers to perform certain professions (mentioned in 36 %). Another reason is
the greater willingness of foreigners to pursue certain professions (mentioned in 27 %), language skills
of foreigners and cultural enrichment (mentioned in 13 %), the performance of multicultural work teams
and the professional knowledge and skills of foreigners (both mentioned in 11 %); (Svaz prdmyslu
a dopravy Ceské republiky, 2019).

3. PROBLEM FORMULATION

SKODA AUTO (hereinafter referred to as SA) can be perceived as a pillar or backbone of the Czech
economy, which employs 39,964 people worldwide (2020a).

The year 2018 brought the company an increase in the number of foreigners by 16.3 % compared to 2017.
Of the total workforce in SA, foreigners accounted for 13.6 % in 2018, which corresponds to an increase
of 1.2 % compared to 2017. A total of 4,443 foreign nationals from 48 countries were part of the company's
core staff in 2018. Regarding the ethnic composition of the core staff, the largest group in 2018 were
employees from Poland (45.3 %), then workers from Slovakia (35.2 %), from Ukraine (8.9 %),
from Germany (3.1 %). The remaining 7.5 % are employees from the United Kingdom, Spain, Portugal,
Turkey, France, Russia, India, China, USA, Canada, South Korea, Brazil, Mexico, Australia, Bosnia
and Herzegovina, Kazakhstan, Syria and Algeria (SKODA AUTO, 2019).

In 2019, the total number of tribal foreigners increased by 297 to 4,740 foreign employees from 50
countries. Of this number, 3,984 foreign workers come from the EU countries and 756 workers are
nationals of non-EU countries (SKODA AUTO, 2020a).

As part of the application of internal personnel marketing, SKODA AUTO annually makes a survey
of the satisfaction of its employees. The condition for participation in the survey is that the respondent
must be a regular employee of the company, either in the Czech Republic or abroad. On the contrary,
agency workers, trainees, employees with a Work Performance Agreement cannot participate
in the survey. They all represent about 13 % of the company's workforce. The results of the research
show that the satisfaction index has an increasing tendency. Since 2018, employee satisfaction has been
maintained above 85 % (SKODA AUTO, 2019; SKODA AUTO, 2020b).

Independently of the employer, employees can express their satisfaction on the Atmoscope platform.
Here, the level of satisfaction, which was calculated as an average from the sub-evaluated areas, reaches
the value of 69 % (ATMOSKOP, 2020).

The reason for the implementation of the research presented in the paper is the fact, that so far,
noresearch has been carried out focusing only on expatriates, and which would be carried out
independently of SKODA AUTO.

4, METHODOLOGY
The main goal of the quantitative research was to find out whether and how personnel marketing
at SKODA AUTO is applied in the process from recruitment, adaptation and subsequent care for foreign

employees. In order to achieve the main goal of the research, the following five sub-objectives were set
(SO) (Tab. 1):
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Tab. 1: Su-objectives
SO1: To identify the reason why foreigners most often choose SA as their employer and what
means of external personnel marketing are usually the first source of information about
a particular job position.

SO2: To find out whether there are cultural differences in the employee's workplace, affecting
the work environment and its atmosphere. If so, what differences there are.
SO3: To determine which benefits are most often used among foreign employees, whether they

are satisfied with the offer of benefits or whether it is necessary to modify or expand these
benefits to increase employee satisfaction.

SO4: Find out whether SA communicates effectively and sufficiently with its foreign employees
and by what means it provides them with up-to-date information about what is happening
in the company.

S05: Identify the degree of satisfaction of foreign workers with the course of their current
employment.

Source: Own processing, 2021

Figure 1 illustrates the research process.
Figure 1: Research process

Quantitative research

Descriptive research

Electronic questioning

Based on the availability

Descriptive statistics

Source: own processing, 2021

The quantitative method was used in the research. Quantitative research asks the basic question "How
many?" In general, this means that the purpose of the research is to obtain frequency data
of the occurrence of something that is currently underway or what has already taken place at a particular
time. Primary data were obtained using a structured questionnaire. The advantage of this method of data
collection is low time consuming and the ability to obtain data from a large set of respondents. Due to its
addressability and also due to its financial and time-saving nature, a research method of data collection
in the form of online electronic surveys was used (Kozel, 2011). An email by means of which an internet
address was sent with a link to a questionnaire located on the web platform was used as a distribution
tool. The respondents were regular employees-foreigners of SA who have their own e-mail address.
Owning the email address of foreign workers significantly reduced the number of respondents that could
be addressed. A total of 164 foreign employees were contacted at the plant in Mlada Boleslav.
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5. RESULTS

As mentioned above, the ownership of the e-mail address and the complex communication
inthe pandemic era did not make it possible to reach more expatriates. The questionnaire was filled
in by 70 regular foreign employees, 57.1 % men and 42.9 % women. The return rate was 42.7 %.
In the research, there were represented 20 % of workers from Ukraine, followed by workers from Slovakia
(18.6 %), then from Russia (12.9 %) and Germany (11.4 %). Members of Indian, American, Spanish,
Kazakh, Chinese, Bosnian, Portuguese, Turkish, British and Australian nationality also took part
in the survey. The research showed that the largest proportion of respondents, with a share of 62.9 %,
were expatriates with a university degree, 38.6 % expatriates with a high school graduation. It can,
therefore, be stated that the interviewed foreign employees at SKODA AUTO are highly educated.
Regarding the job position, respondents most often hold professional positions (44.3 %). In addition, 27.1
% of expatriates who are on professional internships at SKODA AUTO, 15.7 % of expatriates who hold
a workers' position and 12.9 % of expatriates who are in Trainee programs took part in the research.

At first sight, it is clear that foreign workers have always had at least one reason why they chose
the SKODA AUTO as their employer (Fig. 2).

Figure 2: Reasons for choosing SKODA AUTO as the employer

Background and reputation of the company [N 42,9%
Career opportunities / professional growth I 35.7%
Attractive and interesting job offer I 31,4%
Salary conditions NN 25,7%
Recommendation from a friend | INEERGGGG_  14,3%
Satisfactory scope of work N 11,4%
Other M 2,9%

Source: own processing, 2021

The research shows that the background and reputation of the company are the most important reason
why the current expatriates of SA chose this company as their employer. The opportunity for career growth
and attractive and meaningful job positions are also important for expatriates.

In terms of sources of information, the most commonly used tool is the company's website (Fig. 3).

Figure 3: Sources of obtaining initial information about SA.

Company website I 34,3%
Within the study I 31,4%
Friends or current employees I 28,6%
In another way I 5,7%
Jobagency M 5,7%
Social networks I 5,7%
| contacted the employer myself I 4,3%
Employment Department [ 4,3%
Job advertisement M 2,9%

Source: own processing, 2021

A large percentage of expatriates also learned about the job offer during their studies (31.4 %). These are,
therefore, mainly current or former foreign trainees. In addition, the research confirmed the existence
of interactive marketing, because the third most common means by which expatriates learned about their
current job position are friends or current employees (28.6 %). They knowingly and unknowingly ventilate
information in public and are thus popularisers of their employer.
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A part of the questionnaire was also to examine whether foreign employees observed any cultural
differences in the workplace. The respondents' task was to answer Yes or No. If they answered Yes, they
were asked for a specific example. A larger share of foreign workers (55.7 %) does not observe any
cultural differences in the workplace. However, a surprisingly large proportion of respondents (44.3 %)
notice certain differences. According to the results of the survey, the observed cultural differences are:
straightforwardness and so-called power distance in other words distance of power in the organization,
different eating habits, different traditions, customs and religions, different hygienic habits, differences
in communication (methods of communication, human contact), persistent problems in open
communication and etiquette due to language and cultural differences, different style of humour - its
understanding and limits, difficult overcoming of language barriers by certain nationalities, different
approach to work, frequent urgency of the required information, association into their communities - low
willingness to social interaction with other nationalities, different mentality of nationalities, different rate
of respect for colleagues and superiors, different work style and work morale, which is often a source
of conflict, work-life balance (some nationalities prefer more private life than others), different behaviour
in and out of the office, low openness and tolerance of Czech employees towards their foreign co-workers
(low willingness of Czechs to speak other than Czech), different approach to problem solving, different
priorities and tolerances, greater conservatism of Czechs than other nationalities in the workplace.
Another task was to identify, which benefits foreign workers most often use(Fig. 4).

Figure 4: The most used benefits by foreign workers at SKODA AUTO

Subsidized meals NG 61,4%
Company accommodation NI 38,6%
Employee rental or car purchase NN 31,4%
Possibility of extending education IR 28,6%
Health benefits NI 20,0%
None [ 12,9%
Allowance for the acquisition, modernization, construction or... Il 8,6%
Recreation allowance [l 8,6%
Recruitment allowance Il 7,1%
Meal vouchers 45 CZK / shift [l 5,7%
Other M 2,9%

Source: own processing, 2021

The research shows that the most used benefits among the expatriates of SKODA AUTO are subsidized
meals, company accommodation, employee rental or car purchase and the possibility of extending
education.

The following Figure 5 shows the answers to the question of which sources are used by expatriates
in SKODA AUTO to obtain information about current events in the organization.

Figure 5: Internal communication means of SKODA AUTO

Employee portal I 85,7%
Supervisors and colleagues NG 47.1%
Company website  [INEG 34,3%
Company newspaper [N 22,9%
Newsletters [N 14,3%
Noticeboards Il 7,1%
Other I 1,4%

Source: own processing, 2021
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Figure 5 shows that the majority of respondents obtain up-to-date information mainly from the employee
portal (85.7 %). The second most common source of information is colleagues and superiors. This way
of obtaining information also means a certain risk associated with communication noise, because when
receiving information, its original meaning may change. 34.3 % of expatriate respondents obtain
information from the company's official website, which are regularly updated.
The last task was to identify how satisfied foreign workers are with the course of their current employment,
see Table 2 (respondents expressed a degree of satisfaction; 1 = very satisfied, 2 = satisfied, 3 =
dissatisfied, 4 = very dissatisfied) and Table 3 (respondents expressed the degree of agreement
with the submitted statements; 1 = strongly agree, 2 = agree, 3 = disagree, 4 = strongly disagree).
The following was used for the assessment:
e an attribute whose median lies in the interval <1;2>.... respondents are satisfied, or rather agree
with the submitted statement
e attribute whose median lies in the interval <3;4>... respondents are dissatisfied, or rather do not
agree with the submitted statement

Table 2: Evaluation of respondents' satisfaction with selected attributes of personnel marketing

Attribute Mean Mode Median
Employee Care Department 1,60 1 2
Communication towards employees 1,70 2 2
Work Environment 1,66 2 2
Relationships with colleagues and other employees 1,64 1 2
Job duties 1,84 2 2
Offer of employee benefits 1,84 2 2
Amount of earnings 1,97 2 2
Possibility of personal development 1,93 2 2

Source: own processing, 2021

From the results (Tab. 2), it is evident that the level of satisfaction of expatriates with all the above
attributes is quite high.

Table 3: Evaluation of the course of employment

Attribute Mean Mode Median
My co-workers get along with me 1,47 1 1
I had no problem integrating within the company 1,73 2 2
There is no discrimination in the company 1,90 1 2

Source: own processing, 2021

Table 3, in which expatriates expressed the degree of agreement with the submitted statements, also
confirms the fact that they are satisfied with the course of employment.

6. DISCUSSION

It is precisely the background and reputation of the company that are the most frequently mentioned
reasons why expatriates chose SA as their employer. The company's reputation is the result of building
an employer's brand. Barrow and Mosley (2011) describe the employer's brand as a concept whose
benefit is a positive perception of the company, its values, and its behaviour towards employees.
The importance of building a good reputation is also confirmed by the fact that respondents included
friends or current employees among the three most used sources of initial information about SA. These
facts correspond with the statement from Lippold (2014) or Kubatova (2013) who claim that internal
and external personnel marketing are closely interconnected and interact with each other. Properly
applied internal personnel marketing, which leads to the satisfaction and stabilization of existing
employees, has a positive effect on external personnel marketing, which aims at potential employees.
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Other important reasons why expatriates chose SKODA AUTO as their employer are career
opportunities/professional growth, an attractive and interesting job offer and salary conditions. The most
used source of obtaining information about SKODA AUTOQ is, in addition to friends and current employees,
also the company's website and the information provided to them within the study.

As for the most used benefits, it can be stated that the expatriates mentioned the most used means
of stabilization differ from the means that were identified by Hays (2018) through research as the most
important tools for stabilizing existing employees (here we proceed from the assumption that when
benefits are evaluated as the most used, they are important for expatriates and lead to their stabilization).
In Hays' research, the amount of financial reward, followed by the job position and job flexibility / possibility
to adjust working hours were identified as the most important tools for stabilization. In our research,
the following were pointed out as effective tools for stabilizing expatriates: subsidized meals, company
accommodation, employee rental and car purchase, and the possibility of extending education.

The most used sources of information within the company include the employee portal and it is
the superiors and colleagues themselves who pass on information to the expatriates, followed
bythe company's website and the company newspaper.

The subject of the research was also to identify satisfaction with selected aspects of internal personnel
marketing. Based on the results, it can be stated that the expatriates at SA are satisfied with all
the submitted and applied means of the marketing mix in personnel marketing.

The results of the research are taken into account by the marketing mix in personnel marketing below
(Fig. 6), which is compiled based on theoretical background according to Bednar (2013), Pratoommas
(2015), Spielmann (2015) and Wickham & O’Donohue (2009).

Figure 6: Marketing mix in personnel marketing.

+ Job position «Career «Company website Corporate Culture
(correctly advancement Recruitment at «Communication
defined, with +Subsidized meals schools flow
attributes that «Company «Building a good *Workplace
will attract accommodation reputation relationships
potential «Employee rental or «Employee portal
employees) car purchase «Corporate

« Job description -Potssitéi_lity of newspaper

. . extending
e S

*The amount of

« Employer brand earnings

Source: own processing, 2021

In conclusion, it can be stated that the results of the research identified effective means of marketing mix
in personnel marketing. They pointed out the satisfaction of the existing employees / expatriates in SA.
The results further confirm that personnel marketing is closely connected to the employer's brand;
a responsibly built employer brand influences the perception of the situation in the workplace. It further
shows that it leads to the acquisition and stabilization of qualified and motivated employees, and that
internal personnel marketing significantly affects external personnel marketing (Dooley et al., 2007;
Sullivan, 2004).

A certain limitation of the research is (with regard to the time when it was carried out - during a coronavirus
pandemic) the number of respondents. Therefore, the sample of responses obtained cannot be
considered representative and the results cannot be generalized. Nevertheless, the data presented in this
paper provide a valuable insight into the issue of human resource management and demonstrate the need
to apply personnel marketing in practice.
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CONCLUSIONS
The paper dealt with the degree of application of personnel marketing to a specific group of employees.
The data within the implementation of quantitative research fulfilled the defined main goal as well
as the defined sub-objectives. The data answered the question of whether internal personnel marketing
is applied in SA and identified effective means of personnel marketing, which were subsequently used
to compile a marketing mix in personnel marketing.
The research clearly shows that the main reason why expatriates choose SA as their employer is, above
all, the good name of the company. The primary source of information about the job position for expatriates
is the company's website. The company's current employees are also a significant source. In addition,
the research reveals a positive fact that more than half of the expatriates do not perceive cultural
differences in their workplace.
One of the sub-objectives was also to identify the most commonly used benefit by expatriates. Research
has shown that these are, with a large predominance, subsidized meals. Furthermore, it can be stated
on the basis of the research that the company SA communicates effectively with the interest group
ofthe research. The main source of information for expatriates is the employee portal.
The last sub-objective of the research was to identify the degree of satisfaction of expatriates
with the course of their current employment. Based on the responses, we can say that the SA expatriates
are satisfied with the presented aspects, which are the Employee Care Department, communication
towards employees, the work environment, relations at the workplace, job duties, the offer of employee
benefits, the amount of earnings and possibilities for personal development.
The obtained data led to the identification of reasons why expatriates choose SA as their employer. It also
helped to identify the benefits that are most often used by expatriates. With regard to the fact that
the respondents did not state almost any suggestions for the extension of benefits, it can be stated that
the current offer of benefits is sufficient and leads to the satisfaction of foreign employees. The research
also pointed to the fact that the list of popular benefits from the perspective of expatriates differs
from the standard benefits, which lead to the stabilization of employees (Myslivcova, 2019). Furthermore,
research has shown that expatriates in the workplace are satisfied not only with the working atmosphere,
but also with the means of communication, and with the fact that they do not perceive cultural differences.
The results confirmed the importance of building an employer brand, and in addition, the fact that
the activities resulting from the application of internal personnel marketing have an impact on employee
satisfaction, loyalty and also on the perception of the company as a quality employer. At the same time,
the research verified the interconnection of external and internal personnel marketing (Myslivcova, 2019).
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Abstract: This paper reacts on one of the main issues the family businesses are facing with — handling
the business succession process. The aim of the paper is to analyze the process of family business
handover and its support from a side of the regional authorities in the South Bohemia Region (Czech
Republic), the Presov Region (Slovakia) and the Mazowiecke Region (Poland). The research framework
combines face-to-face interviews and impersonal questionnaire survey to obtain data. It applies standard
management data analyzing methods to identify the key strategic objectives and tasks for facilitating
and sustaining the family businesses and the business succession process. The objectives and tasks are
structured in the following areas: (I) Information Gathering & Monitoring, (Il) Planning & Implementation,
(1) Support & Facilitation, (V) Cooperation & Coordination. In addition, the tasks are enriched of various
good practices from analyzed regions to enhance their impact in practice.

Keywords: family business, business succession, planning, regional authorities

JEL Classification: L26, R58

INTRODUCTION

Ismail et al. (2019) define the family-owned businesses as business units which are managed
and governed by one family members with the aim to keep the family business tradition through
the generations. They differ from other types of business by a unique combination of family and business
environment which plays an important role in the running of the company. Their unique business culture
usually brings them to strong commitment to family members, employees and local community (Petrd et
al., 2016). Moreover, as Kachaner et al. (2012) note, the family businesses are usually very innovative,
and able to flexible react on the changing market environment. They are widely accepted
as the fundamental base of a stable economy and have a key role in regional or local development (e.g.
Skokic et al., 2015; Poza & Daugherty, 2020; Peracek et al., 2020; Zhang et al., 2021).

The European Family Businesses (2021) estimates that the family-owned businesses make up 85 % of all
private entrepreneurs in European countries, generating up to 50 % of European GDP, and providing
more than 60 million jobs in the private sector. Thus, they are considered as the backbone of private
industry and a key target for policies aimed at economic and regional growth (Andersson et al., 2018).
The paper covers the outputs of the INTERREG project: CENTRAL EUROPE, ENTER-transfer:
Advancement of the Economic and Social Innovation through the Creation of the Environment Enabling
Business Succession (CE1158). The aim of the paper is to draft the strategic tasks for the regional
authorities in V3 countries for an enhancement of the business succession process (BSP) at the family
business units (FBUs). The research framework combines face-to-face interviews with FBUS™ owners
and impersonal questionnaire survey with representatives of the regional authorities to obtain data.
The first research stage is aimed at mapping the BSP phases. The next stage maps the regional
authorities’ knowledge about the FBUs and their involvement in supporting activities. After that, the paper
defines the strategic objectives and analyzes them in detail by the Force-Field Analysis. Afterwards
the objectives are decomposed into the strategic tasks which have to be accomplished to meet
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the strategic objectives. In addition, the tasks description is enriched of various good practices
from analyzed regions which can be used as an inspiration in meeting the strategic tasks and objectives.

1. LITERATURE REVIEW

One of the most important issue the family business units are facing with is a transgenerational ownership
transfer, i.e. the business succession process. This topic has been gaining rising attention both
from scholars and policy-makers (e.g. Skokic et al., 2015; Jaskiewicz et al., 2016; Machova & Tausl
Prochazkova, 2017; Ferrari, 2019; Poeschl & Freiling, 2020). As many authors claim (e.g. Dalpiaz et al.,
2014; Helin & Jabri, 2015; Jaskiewicz et al., 2016; Bozer et al., 2017; LuSiakova et al., 2019; Poeschl
& Freiling, 2020), the issue how to successfully manage succession from one generation of leaders
to the next one is the key strategic issue in business life of family-owned businesses. Mathews
and Blumentritt (2015) consider the business succession as a key determinant of family business
longevity. However, it also represents a potential development crisis, or even a reason for business failure,
when executing inappropriately (Jaskiewicz et al., 2016; Lusnakova et al., 2019).

The business succession can be understood as a process of transfer of management power through
and in parallel with transfer of ownership from one business generation to another (Hering & Olbricht,
2003). In general, the business succession focuses on who will own the business, and when and how that
will happen (Waseem et al., 2018). Poza and Daugherty (2020) define the succession process
as a subordination of all the processes in which the ownership of the company is located and the related
management power relinquishes the economic entity producing on whether to transfer the active among
the family members.

Although there is no universal definition, it is clear that the succession process goes through several
stages which are described by many business succession models such as American River Bank
Succession Planning Roadmap, St. Gallen Consulting Succession Planning Model, Rothwell Succession
Star Model, or Witten Phase Model for Succession (Odak, 2016). The models consist of various simplified
steps resulting to successful family-business handover from one generation to another. Moreover,
as Mathews and Blumentritt (2015) point out, many research articles describe the way that lead
to successful and efficient successors, including the proclivity of the successor to want the job, good
relationships between the founder and successor, clear commitment to the company, and the transfer
of tacit knowledge from the founder to the successor.

Although each business is unique and influenced by various factors such as industry, business strategy,
relationships and roles of family members, a structured and well-prepared approach to succession
planning is desired. The process requires deep analysis from the perspectives of family members,
management, and ownership systems in order to understand properly the perspectives of the different
stakeholders (Lusiakova et al., 2019). This is the only way how to handle the business succession
and prepare family-owned firms to a change in business leadership (Poeschl & Freiling, 2020).

2. METHOD
The research aim of the paper is to draft an understandable and comprehensive guideline for the V3
regional authorities how to support the family business units and enhance the business succession
process. This aim can be decomposed into a set of research questions:

1. What are the main phases of the business succession process?

2. What are the main supporting activities of the regional authorities aimed at family business units?

3. How to transform the supporting activities into a set of sustainable objectives?

4. Which factors positively or negatively influence a possibility to reach the objectives?

5. How to realize the enhancement of the business succession process in practice?
The first research stage is aimed at mapping the BSP phases. It divides the BSP into 12 phases in 3
quadrants which follows the Deming Cycle: Plan — Do — Follow-up. The BSP phases are derived
from the following general business succession models: St. Gallen Consulting Succession Planning
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Model (Halter & Schroder, 2010); Rothwell Succession Star Model (Rothwell, 2010); EMF Institute
Succession Model (EMF-Institut, 2017).

FBUs' owners comment the phases via face-to-face interviews. The respondents comment their
importance for handling the BSP, expected results, and anticipated workload. The set of respondents
includes representatives of the micro, small, and medium-size firms operating in analyzed regions:

. the South Bohemia Region (Czech Republic): micro (4), small (1), medium-size (1)

. the Presov Region (Slovakia): micro (3), small (2), medium-size (1)

. the Mazowiecke Region (Poland): micro (3), small (1), medium-size (1)

. The next analysis is aimed at the following regional authorities which can be considered

as the subjects of the regional political and business environment directly influencing
the FBUs and the business succession process:
. the South Bohemia Region (Czech Republic): Regional Authority of the South Bohemian
Region, Czechlnvest: South Bohemia Region Office, South Bohemian Chamber
of Commerce, South Bohemian Science and Technology Park
. the Presov Region (Slovakia): Regional Office of the Presov Self-governing Region,
Regional Advisory and Information Centre Presov, First Contact Centers: Presov Region
Office, East Slovak Investment Agency
. the Mazowiecke Region (Poland): Office of the Marshal of the Mazowiecke Voivodeship,
Chamber of Commerce and Industry of the Radom Region, Chamber of Crafts and Small
Entrepreneurship in Radom, Family Enterprise Initiative: Mazowiecke Region Office
The survey with senior managers maps their knowledge about the FBUs and their problems & needs.
It also maps how intensively the regional authorities pays attention to the family business units when
forming general economic environment in the region.
The analytic overview, which points to the opportunities for improvement in supporting effort
of the regional authorities, serves as the main information base for stipulation of the strategic objectives.
The paper analyzes the objectives in detail by Lewin’s Force-Field Analysis. The core of the analysis lies
in identification of the factors positively or negatively influencing a possibility to reach the objectives
(Baulcomb, 2003; Swanson & Creed, 2014). The regional authorities’ managers evaluate the rate
of impact (RI) of the forces on the following scale: very low (1) — low (2) — strong (3) — very strong (4).
The mark (-) indicates the force which is considered not to be relevant in a particular region.
Afterwards the objectives are decomposed into the strategic tasks which have to be accomplished to meet
the strategic objectives. The paper also points to good practices which can facilitate the realization
of the tasks in practice.
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3. RESULTS & DISCUSSION
The outputs of the first research stage focused on mapping the BSP are summarized in the following
table. It includes 12 phases which are vital for successful handling the family-business handover.

Table 1: Analysis of the BSP Phases

Phase Description | Phase Result Workload
PLANNING PHASE . 30 %
P1 gg;tl'gg main expectation and Clear evidence about preferable state of the BSP 5%
P2 Business analysis & Assessment of the internal environment readiness for 10 %
communication the BSP °
P3 Stakeholder analysis & Assessment of the external environment readiness for 10 %
communication the BSP °
P4 Identification of the business Identification of the gap between preferable state and 5
succession gap the environment readiness ’
REALIZATION PHASE 40 %
P5 Setting successor’s preferable Identification of successor’s profile needed for closing 59
profile the business succession gap °
. Identification of promising successor capable of closing
P6 | Successor selection the business sUCCession gap 5%
o Improvement of successor profile to be vital in closing
P7 | Successor training the business succession gap 25%
- . Change in business leadership from the business
P8 | Successor implementation owner to the suCeessor 5%
CLOSING PHASE . _ . . 30 %
P9 | Legal ensuring of the BSP i(;tdc;fré%gi;gl instruments fixing a change in business 59,
P10 Setting a new role for the Setting of new relations between the owner and the 5 o,
business owner successor within the BSP ’
; Consultation oriented towards an improvement in 0
P11 | Successor counseling adaptation process 10 %
: Consultation oriented towards an improvement in
P12 | Stakeholders counseling adaptation process 10 %

Source: own research

The first step lies in setting main expectation and goals of a business owner. He / she should take
into consideration own motivation to a process of business handover, and set the expected results
of the BSP. After that, the set of clear goals related to the BSP has to follow. The owner should briefly
analyze a readiness of business environment for the BSP after this opening stage. He / she must confront
the goals and expectations with business reality and expectations of the stakeholders. The vital part of this
stage lies in communication with all stakeholders. They must have solid information about the BSP
and have a chance to express their point of view. The last step consists of identification of the business
succession gap. This term can be understood as the gap between owner’s preferable state and business
environment readiness for a change in business leadership.

The core of the realization phase is an implementation of a successor in a way which leads to closing
the business succession gap. The owner has to think about successor’s preferable profile and define
criteria for his / her selection. The next step is focused on training and improvement of successor’s profile.
The owner should help the successor in adaptation process and develop all key successor's
characteristics. This stage is a period of time when the owner is slowly leaving the business
and the successor is taking over it. The final successor implementation in the business is the last step
of the realization phase.

The formal way how to fix the BSP is its legal ensuring. It not only crowns the family-business handover
by law, it prevents some possible conflicts between the owner and the successor in future. These conflicts
can be prevented by proper setting of a new role for the business owner too. It is also important to define
some framework or boundaries to prevent an influence peddling from owner’s side. The last two steps are
focused on owner's informal counseling towards the successor and business stakeholders.
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There is a high chance that some informal consultations oriented towards the adaptation process
significantly smooth the path for the successor.

The next analysis is aimed at the regional authorities in the V3 countries: the South Bohemia Region
(SBR), the Presov Region (PRR) and the Mazowiecke Region (MAR). The following tables summarize
results of the survey.

Table 2: Analysis of the Activities of the Regional Authorities
Are the specific issues of the family-owned business incorporated in the development strategy of your
| region?
SBR | No The Regional Development Program of the South Bohemia Region just mentions a general
need to support family businesses.
PRR | No The issues specifically related to the family-owned business are not incorporated in the
regional development strategy.
Issues regarding family businesses are not specifically included in the Development strategy
MAR | No for the Mazowiecke Voivodeship until 2030 nor in Regional Innovation Strategy for Mazovia
until 2020.
Do you know how many family business units operate in your region? Do you have any information
about their size and field of their business activity?
SBR Partia | The government has no precise information about regional FBUs. However, the information
Ily is gathered by the government’s agency — the JVTP
PRR Partia | We are aware of the existence of dozens of family business units in our region. These
Ily entities generally fall into the category of the SMEs.
MAR Partia | The government has some general information about the number of FBUs, their size and
Ily field of activity.
Do you know what are the main problems the family business units are facing with? Could you name
some examples of the most significant problems?
absence of any legal framework for family businesses or for the BSP, administrative burden,
SBR | Yes lack of experience with the BSP, no guideline for handling the BPS, conflicts between owners
and successors (children)
risk of failure in a market, lack of experienced and loyal staff, tax and administrative burden,
PRR | Yes successors do not show interest in the family business, property transfer problems, family
conflicts; lack of experience with the BSP
rising labor costs, increasing competition on a market, lack of experienced and loyal staff,
MAR | Yes uncertainty about FBU’s position on a market after a change in its leadership, lack of proper
business profitability, difficulties in searching for successors
Do you realize any specific activities / projects aimed at support of the family-owned business?
SBR | Yes administration of the web portal “Podpora podnikani”, participation in regional family business

conference
Partia | various activities under the schemes of EU funded projects focused on development of the
PRR |y | SMEs

Partia various activities under the Interreg Europe project "Increasing competitiveness and

I sustainable development of European SMEs through procedures and models" which main
y goal is to prepare and manage changes in the succession of manufacturing enterprises

Do you provide any specific activities / projects aimed at handling the business succession process?

SBR Partia | seminars and workshops aimed at management skills development, development of an

MAR

lly | online tool for support of the BSP, annual meeting for representatives of the FBUs
PRR :onart'a seminars and workshops aimed at management skills development, consultations
MAR ﬁ’yartla newsletter, sharing information and good practices

Do you communicate your supporting activities to family business owners? How do you

communicate?

SBR | Yes direct communication through the JVTP, websites of the regional government, web portal
“‘Podpora podnikani”, participation in conferences, seminars

PRR | Yes websites of the regional government, e-mails, participation in specific events

direct communication at the Office of the Marshal of the Mazowiecke Voivodeship, websites

MAR | Yes | of the regional government and subordinate units, mailing list (e-mails), participation in

specific events, social media

source: own research
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If we take a look at the result, we can see a high level of homogeneity when comparing regional authorities’
activities. The issues of the FBUs have just limited strategic attention from the side of the regional
authorities. The FBUs are considered to be mostly a part of small and medium enterprises (SMEs). This
is why the authorities hardly recognize specifics of the FBUs and have a tendency to overlook their specific
problems when forming general economic environment. They know just the fragments about actual
situation of the family-owned businesses, or have rather partial or general information which often
corresponds to the situation of the SMEs.

Nevertheless, the regional authorities are aware of some significant issues the FBUs have to face with:
(a) a lack of previous experience with the business succession process, (b) a lack of solid information
(methods, procedures, plans) how to handle the business succession process, (c) tough seeking of any
suitable successor, (d) conflicts in a family regarding the process of business leadership change, (e)
unwillingness of young generation to take over the business, (f) an uncertainty about the business results
/ business position on a market after a change in business leadership, (g) lack of experienced and loyal
staff supporting family business, and (h) high level of bureaucracy connected with the FBUS’ business
activities.

It is positive that all organizations declare some kind of supporting activities aimed at the FBUs / SMEs
development and handling the business succession process. However, the activities are rather general,
not precisely targeting the main FBUs issues. The majority of them consists of passing / sharing general
information, giving some consultations, arranging joint meetings, organizing seminars / workshops aimed
at development of management skills, or creating better conditions for business activities of the FBUs /
SMEs. The FBUs are informed about the activities mostly via online communication tools such
as websites, e-mail, and social media. Face-to-face communication is often used by the regional
authorities as well.

Strategic Objectives and Tasks

Reflecting the analytic overview, the paper drafts the set of four strategic objectives. The objectives are
decomposed into a number of strategic tasks for facilitating and sustaining the family businesses
and the business succession process. The following tables have a comprehensive form to be able
to provide the regional authorities as much information as possible in a one place. They include
the objectives and their analysis by the Force-Field Analysis. They also include the strategic tasks.
In addition, the tables mention some good practices which can inspire the regional authorities
in implementation of the strategic tasks.
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Table 3: Strategic Objective |

Strategic Monitor the FBUS’ activities
objective
Description Rate of Impact
SBR PRR MAR
Precise specification of the FBUs in any legislative act
Driving Cooperation with any regional entity in monitoring activities 3 - 2
forces Existence of any work position responsible for monitoring 2 3 -
activities - 2 1
High-quality information sharing between the FBUs and the 3 - -
regional authorities
Insufficient financial and human resources for monitoring
activities - 2 3
Restraining Lack of any valid statistics or information about the FBUs’ activities 3 - -
forces Poor-quality cooperation between the regional government and 4 - 3
other regional entities - 2 -
FBUs unwillingness to share information with regional authorities
Develop a platform for effective information sharing between the regional authorities and the
FBUs
Motivate the FBUs for sharing information about their BSP intentions and specific business-
Tasks related issues
Build an information database enabling to search up-to-date information about the FBUs in a
region anytime
Analyze information from the FBUs at regular intervals and monitor their course
Round tables
Round tables of the FBUs representatives and the representatives of the Association of Small and
Medium-Sized Enterprises and Crafts of the Czech Republic (AMSP) which are organized on regular
basis. They create a platform for sharing experiences and issues related to the topic of business
succession, and for giving the consultations from the AMSP side.
Good Informatiqn sharing web'silte . . . . .
practices The website enables providing the FBUs relevant information and information gathering from the FBUs
at the same time. Thus, the website is a tool for sharing information between the FBUs and regional
supporting organization and for creating an up-to-date information database.
Research on family business
The Slovak Business Agency realizes research studies on family business and its issues in
Slovakia. The studies are published on regular basis. The most recent one is called “Barriers of
Family Entrepreneurship in Slovakia”.

Table 4: Strategic Objective Il

source: own research

Strategic
objective

Develop a plan aimed at overcoming the main issues of the FBUs

Driving
forces

Rate of Impact
SBR PRR MAR

Description

Existence of any manual describing recommended structure and
content of the plan

Existence of any database of good practices how to help the FBUs
to overcome their issues

Existence of solid information about the FBUs and their issues
needed for developing the plan

Well-established participatory planning — involving various regional
entities to planning

W ww
1
1

Restraining
forces

Insufficient financial and human resources for developing the plan
Lack of solid information about the FBUs and their issues needed -
for developing the plan -
Poor-quality cooperation between the regional authorities and the -
FBUs in solving FBUS’ issues -
FBUs unwillingness to share information with regional authorities

W BN
W ww

Tasks

Involve the FBUs to elaboration of the plan for FBUs development with respect to the principles of
participatory planning

Elaborate the plan devoted to FBUs development and support as an integral part of a regional
economic /development strategy

20
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Integrate the issues related to BSP into the plan
Establish any unit or appoint any employee which / who will be responsible for activities connected with
implementation of the plan

Good
practices

Strategic approach to the FBUs development as a new priority of the Development Plan

The strategic approach to the FBUs support & development in a form of purpose-based strategic plan
has its basis in two priorities of the South Bohemia Region Development Plan for 2021 — 2027: (1)
Smart region and competitive regional economy, (2) Regional competitiveness and support of business
activities.

The FBUs support as a part of the City Development Plan

The Radom City Development Plan provides an in-depth analysis of local economic conditions.

The analysis creates a solid basis for targeted support of local business units, the vast majority of which
are family businesses.

source: own research

Table 5: Strategic Objective Il

Strategic
objective

Support and facilitate the FBUs

Driving
forces

Description Rate of Impact
P SBR PRR MAR

Existence of any plan defining preferable structure of supporting /
facilitating activities

Availability of financial and human resources needed for supporting - -
/ facilitating activities - 2

Existence of solid information flow between the regional authorities 3 - -
and the FBUs 2
High-quality cooperation between the regional authorities and the
FBUs

Restraining
forces

Legislative restriction of direct support of the FBUs' business
activities

Insufficient financial and human resources for supporting / - -
facilitating activities - -
High level of bureaucracy related to supporting / facilitating 3 4
activities 3
Poor-quality cooperation between the regional authorities and the
FBUs

W1 N

Tasks

Define a set of specific supporting / facilitating activities based on the plan for FBUs development and
support

Pay enough attention to the BSP as the key FBUs issue

Create a “menu” of the supporting activities in an understandable form, and try to minimize the
bureaucratic burden related to their using

Communicate the activities with the FBUs in advance and give them a chance to participate

Good
practices

Friendly business environment of Random City

Thanks to the friendly policy of local authorities, Radom is a city with positive investment climate. High
level of entrepreneurship of Random inhabitants together with the friendly policy of the City Hall, as well
as well-developed business environment institutions, make Radom a place where the number of micro,
small and medium enterprises is steadily increasing.

ENTER-transfer Toolbox

The web tool which serves as an environment supporting the business succession process. The tool
indicates the possible ways of business succession in the company, and topics and tasks that must be
completed within the succession process. In addition, it evaluates the degree of readiness of individual
participants in the succession process and the degree of agreement on the chosen solution among
participants.

ENTER-transfer Matchmaking Tool

The web platform enabling and facilitating the establishment of contact between business owners and
potential investors in the process of business succession. It mediates those interested in taking over the
company and those interested in handing over the company in an unrestrictedly accessible virtual
environment.

Online communication with the FBUs

The FBUs obtain information about supporting / facilitation activities through several communication
channels. The special emphasize is devoted to active postings on the official web sites and Facebook
page, as well as on direct e-mailing through a contact database.

source: own research
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Table 6: Strategic Objective IV

Strategic Provide coordination of the supporting / facilitating activities
objective
Description SBR Rate ng'F’{“PaC‘ VAR
Involvement of coordination activities in the plan for the FBUs
development
Driving Existence of any public entity suitable for providing - 2 -
forces coordination activities 2 3 -
Availability of financial and human resources needed for - 2 -
coordination activities 2 - -
High-quality relationship between the regional government
and the FBUs
Insufficient financial and human resources for coordination
activities i i 3
. Absence of any formal specification of responsibility for
E)eriter:mmg coordination activities 9 g
Lack of previous experiences with such coordination activities 3 i 3
Poor-quality cooperation between the regional government
and the FBUs

Establish any unit or appoint any employee which / who will be responsible for coordination of
the supporting / facilitating activities

Develop a platform for an effective information flow from the FBUs to the regional authorities
Tasks and other related organizations

Cooperate with all related regional organizations in developing the business environment in a
way that helps the FBUs to overcome their main issues and handle the BSP at the same time
Pay enough attention to FBUs activities and needs, and build a mutual trust

Conference on family businesses

Annual conference aimed at networking between the representatives of regional supporting
organizations, regional government, representatives of academia and representatives of
regional family business units. Each participant has an opportunity to share information about
his/her activities or issues. Each contribution is followed by a live discussion with the
suggestions of all participants.

Cooperation skills training

Good In the vast majority of offices people are appointed to cooperate and support entrepreneurs.
practices Their superiors willingly send them to the courses that are necessary to improve their skills
and develop their knowledge on cooperation and coordination of activities with entrepreneurs.
Existence of departments responsible for supporting & coordinating activities

The local government supports the Radom Chamber of Industry and Commerce through
departments dedicated to entrepreneurs: (1) The Office for the Radom Economic Zone and
(2) The Office of Economic Activity and Permits. Having such departments help to promote
entrepreneurship, solve entrepreneurs' problems, collect necessary data and information
about entrepreneurs, and support training opportunities.

source: own research

The objectives and tasks are structured in the following areas: (I) Information Gathering & Monitoring, (11)
Planning & Implementation, (lll) Support & Facilitation, (IV) Cooperation & Coordination. Such structure
meets a fundamental logic of sustainable strategic planning & development. The objectives specify
the areas into the clear and understandable formulations. Analogically, the tasks specify, or decompose,
the objectives into the specific activities which have to be accomplished to meet the strategic objectives.
The tasks indicate the following challenges for the regional authorities in V3 countries in their future effort
to support the FBUs activities and enhance the business succession process:

1. Develop an effective and productive online information sharing platform between the regional
authorities and the FBUs, and connected information database collecting up-to-date data
about the FBUs in the region.

2. Gather and analyze information from the on a regular basis.

3. Strengthen the strategic approach to the FBUs development by drawing up a plan devoted
to the FBUs development and support as a part of a regional development strategy.
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4. Utilize the principles of participatory planning when drawing up the plan devoted to the FBUs

development.

d. Improve the assistance to the FBUs by establishing any entity responsible for coordination
of the supporting activities and developing cooperation with the FBUs.

6. Make the FBUs support more intense following their needs and issues, communicate
with the FBUs intensively, and thus help the FBUs to overcome their main issues more
effectively.

7. Increase the amount of the supporting activities which precisely react on the FBUs needs

and issues, and which cause a minimum bureaucratic burden for the FBUs at the same time.
The Force-Field Analysis provides the regional authorities useful contextual information. It captures
the initial conditions, in a form of the driving and restraining forces, for implementation the objectives
and tasks in practice. lts results vary a lot, and reflects “a readiness” of the regional authorities
to implement the objectives. If we generalize the results, the authority of the South Bohemia Region
indicates the best conditions for implementation process, as the driving forces obtain relatively high
scores, and the restraining forces go low when comparing with the other regions. On the other hand,
the authority of the Mazowiecke Region has to deal with a lack of the driving forces and relatively high
number of the serious restraining forces.

CONCLUSION
The paper reacts on the rising importance of the family-owned business for regional economic growth.
It deals with a specific issue of business succession which has been serious matter of interest for family
businesses established in the 90’s. The paper follows the structured approach to succession planning
onthe basis of the strategic planning cycle: (1) perform an analysis, (2) identify strengths
and weaknesses, (3) formulate goals and objectives, (4) formulate a strategic plan with a limited number
of tasks, (5) execute the plan (tasks). It goes through all main phases and thus meets its aim. The paper
results to a comprehensive set of the strategic tasks, extended of the good practices, which plays a role
of the guideline for the V3 regional authorities how to support the FBUs and enhance the business
succession process.
The paper decomposes the business succession process into 12 phases and examines their importance
and expected results (RQ 1). Thus, it provides the regional authorities with information about “internal”
process needed for handling the BSP. It also critically examines how the regional authorities support
the family businesses when forming general economic environment in the region (RQ 2). Performing such
analysis and identifying the strengths and weaknesses, the paper formulates a set of four strategic
objectives and number of tasks aimed at the FBUs’ support from the side of regional authorities (RQ 3).
Moreover, the paper deals with a question how to execute the objectives in practice. It uses the Force-
Field Analysis to reveal the factors which must be taken into account as having an impact on the objectives
accomplishment (RQ 4). Finally, it identifies some good practices which can inspire the regional
authorities in meeting the strategic objectives and tasks in practice (RQ 5).
The research results can be summarized into the following opportunities for improvement. The crucial
opportunity lies in application of strategic approach to development of the FBUs. The solid analysis
of the FBUs structure, needs and problems is its vital condition. The next opportunity lies in an existence
of a plan devoted to the FBUs support & development. It should be a relatively simply plan mapping
the actual situation in the region, defining FBUs" main problems, and having an initial set of objectives
and tasks how to help the FBUs in their activities. Thanks to this approach, the tasks and following
activities can be more specific and better targeted on the real problems of the FBUs.
Even though an application of the strategic tasks and meeting the challenges for improvement is a long-
distance run, the regional authorities should not resign to this issue. The family business units have
a unique stabilization role in the local economies. Therefore, they deserve an adequate strategic attention
from the side of regional authorities when forming a regional development strategy for the next period.
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ANALYZA VYUZITI STRATEGIE KOOPERACE V OBLASTI TEXTILNIHO
PRUMYSLU
ADVANTEGE OF COOPERATIVE STRATEGY - ANALYSIS
OF THE TEXTILE INDUSTRY

Natalie Pelloneova’

' Ing. Natalie Pelloneova, Ph.D., Technicka univerzita v Liberci, natalie.pelloneova@tul.cz

Abstract: Cooperation between enterprises is the basis for industrial clusters' existence
and developments, while it is embedded in the enterprises' social network. Cluster organizations are one
of the tools to support performance and competitiveness. The article analyses the influence
of the existence of a cluster organization in the textile industry on finance performance of its member
companies. For research purposes, the companies were divided into two groups. The first group consisted
of companies included members of the CLUTEX Cluster which represent an organized cluster.
The second group consisted of companies that do business in the same geographic region
as the organized cluster, but are not its members. The aim of the research was to verify the statement
that enterprises that create the core of the cluster organization achieved higher financial performance
than all other non-member enterprises in the same geographic region doing business in the same
industry. The Wilcoxon-Mann-Whitney W test and Kolmogorov-Smirnov test were used to determine
the difference between the research samples. The technical efficiency of companies in all these groups
was examined using DEA Window Analysis for the period of 2009-2019.

Keywords: textile industry, strategy, cooperation, clusters, business networks, WDEA

JEL Classification: P13, C67, L25, L67

uvobD

V soucasné dobé musi podniky Celit globalizovanému a dynamickému konkurenénimu prostfedi, které je
ovlivnéno r(iznymi procesy, které maji dopad na jejich budouci usp&$nost. Usp&Snym se stane pouze ten
podnik, ktery je schopen pohotové reagovat na vyzvy a je schopen dostate¢né vyuzivat pfileZitosti. Je
Zjevné, ze pozornost se v dne$nim globalizovaném svété posouvéa spise ke kooperaénim podnikovym
strategiim (Sladkova, 2012). Kooperacni strategie je jednou z Castych strategii pfijatou obchodnimi, ale
i jinymi organizacemi. KooperaCni strategie je zaloZzena na spolupraci mezi konkurencnimi podniky.
Na zakladé kooperacnich dohod mezi podniky riznych velikosti vznikaji sitové organizace nejriznéjsino
charakteru. Podle Estélyiové a Koraba (2010, s. 43) je cilem sitového podnikani ,pfedevSim zvySovani
konkurenceschopnosti, snizovani vyrobnich nakladl, rozsifovani pfistupu k modernim technologiim,
ziskavani moznosti vstupovat na nové trhy a rozdélovani rizika mezi jednotlivé ¢leny podnikové sité.”
Jednou z moznych forem sitového podnikani, ktera by mohla pomoci podnikim v tomto dynamickém
konkurencnim prostiedi, je napf. klastrova spoluprace. Klastrovani je kli¢ovym mechanismem, pomoci
kterého sité podporuiji spolupraci a zéaroveri logickym vyvojem v ramci kooperacni strategie podniku
(Bembenek a Frankowska, 2015).

V soucasné dobé je podpora primyslovych subjektl v klastrovych organizacich jednim z aktualnich
nastrojd, které pouzivaji evropské instituce k povzbuzeni a podpore podnikani. Vytvafeni klastr( podle
nékolika odbornikll (Hernandez-Rodriguez a Montalvo-Corzo, 2012; Chen a Hsieh, 2008; Balog, 2016)
pfiznivé ovliviiuje stabilitu, konkurenceschopnost a vykonnost zG¢astnénych podniki. Podle Baloga
(2016) pini klastry vyznamnou roli v socialnim a ekonomickém rozvoji Slovenska. Klastry nabizeji ¢lenim
fadu dalSich pfinosl. Tyto pfinosy se odrazeji pfedevsim v ristu efektivnosti, produktivity, finanéni
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vykonnosti, inovacnich aktivit, zrychleni pfenosu informaci a technologii, pfistupu na nové trhy
a dlouhodobé podnikatelské dynamiky (MareSova, 2012; ZauSkova, 2010). Kazmierski (2013) vniméa
klastry jako tzv. akceleratory pokroku. Podle Kincaida (2005) se stimulace jejich rozvoje stala vyznamnym
prvkem regionalni politiky a koncept klastru se stal Siroce pouzivanym a uznavanym jako zakladni soucast
strategie regionalniho rozvoje v mnoha zemich. Zakladni otazkou je, jaké jsou pozitivni ucinky klastrové
politiky a jaké dusledky maiji pro tvirce hospodarské politiky a v neposledni fadé také pro samotné
podnikatele (Hernandez-Rodriguez a Montalvo-Corzo, 2012).

Pfestoze klastry byly vZdy pfirozenym prvkem ekonomiky, jejich formovani a rozvoj je v dnesni dobé
podporovan piedevsim z vefejnych zdroji. V Ceské republice zagaly formalizované klastry tzv. klastrové
organizace vznikat zejména po jejim vstupu do Evropské unie. V roce 2004 zadal byt vznik klastrd
podporovan v ramci operacniho programu Primys| a podnikani — pomoci programu podpory Klastry.
Na tento program navazal roku 2007 v ramci operacniho programu Podnikani a inovace program podpory
Spoluprace. V roce 2014 byly klastry podporovany Operaénim programem Podnikani a inovace
pro konkurenceschopnost, ktery mél trvani do roku 2020 (MPO, 2019). Otazkou zUstava, zda ofekavani,
vlozend do klastrovych organizaci, nejsou pfiliS vysoka, a zda vefejné prostiedky jsou v tomto ohledu
vynaloZeny Ucelné a efektivné. Nékteré empirické studie pozitivni dopad klastri na vykonnost podnik(
v nich sdruzenych neprokazuji v takové mife, jak bylo pfedpokladano (napf. Martin a Sunley, 2003;
Zedgenizova a Ignatyeva, 2017).

Dopad klastrové koncepce na vykonnost &lenskych subjekti nebyl v podminkach Ceské republiky
doposud v odborné literatufe zcela objektivné kvantifikovan. Cilem pfedkladaného vyzkumu je posoudit,
zda vyuziti kooperacni strategie formou sdruzovani podniku do klastrové organizace ma pfiznivy dopad
na finanéni vykonnost Clenskych podnikatelskych subjektu. Predkladany vyzkum porovnava s vyuZitim
nékolika statistickych analyz finanéni vykonnost firem zapojenych do klastrové organizace s finan¢ni
vykonnosti firem, které podnikaji ve stejném primyslovém odvétvi a stejném geografickém regionu jako
klastrova organizace, ale nejsou Cleny této ani jiné klastrové organizace. Pro tento vyzkum byla vybrana
Ceska klastrova organizace s vysokym stupném aktivity, ktera je ve stadiu zralosti a od okamziku jejiho
vzniku uplynulo vice nez 10 let. Toto delsi ¢asové obdobi bylo zvoleno vzhledem k faktu, Ze U&inky
Clenstvi v klastrové organizaci Ize oekavat az s urCitym Casovym zpozdénim. VSechny tyto vySe uvedené
podminky splfovala klastrova organizace CLUTEX - Klastr technické textilie, ktera plsobi v oblasti
textilniho prumyslu v regionu soudrznosti Severovychod.

1. KLASTROVE ORGANIZACE V CESKE REPUBLICE

Klastry v Ceské republice Ize oznatit za relativné novou formu podnikovych seskupeni. Jejich vznik
a nasledny vyvoj zahrnuje podle Pavelkové et al. (2009) roky 2001-2006, kdy byl koncept klastru
prezentovan v ¢eské odborné literatufe, vefejnym orgdnim na nérodni i regionalni Urovni a manazerim
spoleénosti v primyslovych odvétvich s potencialem sdruzovani. Toto obdobi také zahrnuje oznameni
prvniho klastrového programu s nazvem Klastry podporovaného ze strukturalnich fondi EU
(pod operacnim programem Primysl a podnikani) pro hledani potencialnich klastrl a jejich zalozeni.
Pojem klastr je mezi Ceskymi védci, odborniky a organizacemi také Siroce diskutovan. Nékteré jejich
zavéry jsou uvedeny nize. Skokan (2004) definuje klastry jako geograficka soustfedéni vzajemné
provazanych podobnych, pfibuznych nebo komplementarnich podnikd, pro které je Clenstvi v ramci
skupiny vyznamnym prvkem konkurenceschopnosti kazdeho Clena a které jsou vystaveny spoleCnym
pfileZitostem Ci hrozbdm. Podle ZauSkove (2010) predstavuji klastry vysSi formu spoluprace firem
a dalSich aktérd, ktefi mohou pfispét ke zvySeni vykonnosti urCitého odvétvi, regionu a statu.
Podle agentury CzechInvest (2019) Ize klastrové uskupeni definovat jako ,vSestranné vyhodné
partnerstvi firem, viadnich instituci, instituci terciarniho vzdélavani, normotvornych agentur, vyzkumnych
tym(, obchodnich asociaci a regionalnich instituci, které ma fadu pfinost pro v§echny jeho ¢lenské
subjekty“. DalSi autofi, jako napf. Dvoracek a Tyll (2010) nebo Hucka, Kislingerova a Maly (2011),
oznacuji klastr za platformu pro spolupraci mezi konkurenty, at uz se jedna o vzajemné konkurenty,
nebo o partnery v ramci dodavatelsko-odbératelskych vztahd.
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V Ceské republice jsou klastry institucionalizovany a fizeny, Ize je tedy oznadit za klastrové organizace,
tj. vysledky organizovaného Usili znamého jako klastrova iniciativa. Tradi¢ni porterianské, tzv. pfirozené
Klastry jsou v podminkach Ceské republiky obtizné vymezitelné. \V nékterych piipadech na izemi Ceské
republiky existovalo pfirozené odvétvové seskupeni, které vyuzilo podpory ze strukturélnich fondi EU
k zaloZeni klastrové organizace. Toto pfirozené odvétvové seskupeni, Ize za ur€itych podminek chapat
jako pfirozeny odvétvovy klastr. Lze tak konstatovat, Ze klastrova organizace a pfirozeny klastr tak
ve vétsiné pfipadl koexistuji vedle sebe. Jako pfiklad Ize uvést klastr CLUTEX, ktery vznikl jako
specializace pfirozeného textilniho klastru v severovychodnich Cechach a ktery je také predmétem
pfekladaného vyzkumu.

2. ANALYZA CASOVYCH OKEN WDEA

Metodika pouzitad v tomto vyzkumu je zaloZzena na analyze datovych oball (dale jen DEA). DEA je
neparametricka analyza zalozena na linearnim programovani. DEA se v praxi vyuziva pro hodnoceni
efektivity riznych produkénich jednotek (napf. bank, nemocnic, vysokych Skol, dopravnich podnik(,
vyzkumnych organizaci, krajd, sportovnich klubu aj.). V tomto pfedkladaném vyzkumu jsou hodnocenymi
jednotkami podnikatelské subjekty zafazené do dvou odlidnych vyzkumnych vzorkd, které budou blize
popsany v metodické ¢asti pfispévku.

Efektivita se v ramci DEA vypocita jako pomér vazeného soudtu vystupl a vazeného souétu vstupd (Ohe
a Peypoch, 2016). DEA umozriuje pracovat s Sirokou Skalou riznych modell. Prvni ¢lenéni DEA modeld
je Clenéni dle orientace, kde jsou rozliSovany modely orientované na vstupy nebo na vystupy. Model
orientovany na vstupy porovnava produkéni jednotky z hlediska redukce vstuptl pro dosazeni efektivnosti.
Model orientovany na vystupy naproti tomu porovnava jednotky z hlediska zvySeni vystupu pro dosazeni
efektivnosti. Dal$i mozné ¢lenéni DEA modell je Elenéni dle vynosl z rozsahu, kde Ize rozlisit modely
s konstantnimi a variabilnimi vynosy z rozsahu. Mezi nejznaméjSi patfi napf. model autorl Banker,
Charnes a Cooper (dale jen BCC model), ktery pracuje za predpokladu variabilnich vynosu z rozsahu
a dale pak model autorti Charnes, Cooper a Rhodes (dale jen CCR model), ktery pracuje za predpokladu
konstantnich vynosu z rozsahu. Model BCC pii praktickém pouZiti zjistuje pouze Cistou technickou
ucinnost. Model CCR dale déli celkovou technickou uéinnost na Cistou technickou Gc€innost a tzv.
efektivnost rozsahu.

Klasicka metoda DEA je vhodna predevsim pro zkoumani efektivity v ramci jednoho ¢asového obdobi.
Pro zkoumani dynamickych problému se doporuduje vyuzivat metodu DEA s ¢asovymi okny tzv. Window-
DEA metodu (dale jen WDEA). Tato metoda spociva ve vypoCtu efektivnosti ve vymezeném intervalu
¢asovych obdobi (tzv. oken), které se postupné posouvaji v Case, CimZ se ziska trajektorie DEA
efektivnich jednotek (Klopp, 1985). Je tedy mozné zkoumat efektivnost nejen mezi jednotlivymi
jednotkami, ale také efektivnost pro zvolenou jednotku v riznych obdobich (Charnes et al., 1985).

U WDEA modelu uvazujeme N produkcnich jednotek (n = 1, 2, ..., N) pozorovanych v obdobich T (t = 1,
2, ..., T). Kazda produkéni jednotka ma r druht vstupu a s druhd vystupu. Necht DMUnt oznaduje uroven
vstupu nebo vystupu pro produkéni jednotku (dale DMUn) v asovém obdobi t, pak vstupni vektor (Xxf)
a vystupni vektor (Ynf) mohou byt zapsény jako (viz vztah 1):

Xyt Ya'
: vi=|: (1)
oy '

Uvazujme, Ze okno zacina v Casovém bodé k (1 < k < T) a Sifka okna je w (1 < w < T-k), poté mlze byt
vstupni (Xkw) a vystupni (Yiw) matice kazdého okna (kw) prezentovana jako (viz vztah 2).

Xt =

k k k Kk k k
Xy Xy Xy | [ i y2 . wn ]
k+1 L k+1 - k+1 k+1 . k+1 - k+1
_1x X . _ .
X = a 2: . q ‘ Yiw __[Y{ Y{ . q ‘ (2)
x{c+wx§+w xII\cI+W y{c+wy£c+w yll\cl+w

Nahrazeni vye uvedenych vstupl a vystupd DMUnt pfislusnymi modely Ize vygenerovat vysledky WDEA
analyzy.
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3. DATA A METODIKA

PfedloZeny vyzkum byl proveden na datech z let 2009-2019. Vyzkumné obdobi je zakon¢eno rokem
2019 piedevsim z divodu nizSi dostupnosti dat v letech 2020 a 2021. Zdrojem UCetnich dat byla databaze
MagnusWeb (Bisnode, 2021). Do vyzkumu byla zahrnuta jedna klastrova organizace pusobici v oblasti
textilniho pramyslu. Postup vyzkumu Ize rozdélit do nasledujicich deviti kroku.

3.1 Vybér klastrové organizace

Pro tento vyzkum byla vybrana klastrova organizace CLUTEX - Klastr technické textilie. Tato klastrova
organizace spinila vyzkumem vyty¢ené podminky uvedené v uvodu pfispévku. Jedna se o existujici
¢eskou klastrovou organizaci s vysokym stupném aktivity ve fazi zralosti (tj. organizace vzniklé do roku
2012 véetnd). Klastr CLUTEX vznikl v Liberci roku 2006. Tento klastr sidli v Liberci a ma pravni formu
spolku (Clutex, 2021). CLUTEX sdruzuje prévnické osoby podnikajici v oblasti textilni a odévni vyroby
pusobici pfedevsim v Libereckém, Kralovéhradeckém a Pardubickém kraji. Cilem klastrové organizace
CLUTEX je vytvofit optimalni podminky pro podnikéni a nasledné podpofit i jeho rozvoj v oblasti vyzkumu,
vyvoje a vyroby technickych textilii.

3.2 Vytvoreni databaze hodnocenych subjekt

Vyzkum byl zaméfen na hodnoceni finan¢ni vykonnosti, proto byly z analyzy pfedem vylouceny vSechny
nepodnikatelské subjekty, ackoliv byly ve sledovaném obdobi Cleny klastrové organizace (napf.
univerzity, vyzkumné instituce atd.). Prvni vyzkumny vzorek byl tvofen pouze firmami, které utvafi tzv.
stabilni jadro klastrové organizace. Jedna se o firmy, které byly stalymi Cleny klastru CLUTEX v celém
zkoumaném obdobi a plisobi v odvétvi textilniho a odévniho primyslu (podle CZ-NACE 13200, 13900,
14100). Prvni vyzkumny vzorek Cital 26 subjektu. Druhy vyzkumny soubor byl tvofen firmami, které pisobi
ve stejném primyslovém odvétvi a stejném geografickém regionu (tj. regionu soudrznosti Severovychod)
jako klastr CLUTEX, ale nejsou ¢&leny tohoto klastru ani Zadné jiné klastrové organizace. Pocet subjektu
se i v druhém vyzkumném vzorku v pribéhu hodnocenych let 2009 az 2019 ménil, proto byly do vyzkumu
zahrnuty pouze spolecnosti, které existovaly v letech 2009 az 2019.

3.3 Sbér ucetnich vykazu a zjisténi poctu zameéstnanci

Pro vySe uvedené firmy, v obou vyzkumnych vzorcich, bylo tfeba ziskat potfebné Udaje z ucetnich vykaz(,
zejména z rozvahy a vykazu zisku a ztraty za roky 2009-2019. Bohuzel, ne vSechny firmy v jednotlivych
vyzkumnych souborech dodrzely povinnost zvefejnit ve sbirce listin vybrané daje z rozvahy a vykazu
zisku a ztraty. Z tohoto dvodu doslo také k vyrazné redukci dat v obou vyzkumnych vzorcich. Z databaze
MagnusWeb byly dale ziskany tdaje o potech zaméstnancu podniku za roky 2009 az 2019. Pokud byl
uveden interval, byl pro dal8i vypoCet pouZit stfed intervalu. Pokud hodnota pro dany rok nebyla uvedena,
byl pouzit posledni dostupny Udaj. V pfipadé, Ze spolecnost uvedla nulovy poCet zaméstnancu, byl
zapocitan jeden zaméstnanec (majitel jako osoba pracujici na vlastni ucet).

3.4 Vypocet ekonomické pridané hodnoty a rentability vlastniho kapitalu

ukazatel ekonomické pfidané hodnoty (dale jen EVA) byl hlavnim kritériem pro posuzovani finanéni
vykonnosti. Tento sofistikovany ukazatel doporucuji pro jeho hodnotovou orientaci néktefi autofi napf.
(Rajnoha a Dobrovi¢, 2011). Pro podniky s dostupnymi Gcetnimi vykazy byly vypocitany hodnoty
ukazatele EVA dle metodiky Ministerstva prdmyslu a obchodu, viz vztah (3). Kde ROE je rentabilita
vlastniho kapitélu, rVK jsou néklady na vlastni kapital a VK je vlastni kapital. Ukazatel Ize smyslupiné
stanovit pouze pro podniky s kladnou hodnotou vlastniho kapitalu. Z porovnani proto byly vylouceny
podniky se zapornou nebo nulovou hodnotou vlastniho kapitalu. Prvni vyzkumny vzorek tj. podniky
v klastru CLUTEX se zredukoval na 12 firem. Druhy vyzkumny vzorek se zredukoval na 42 firem.

EVA = (ROE — 1yg) - VK 3)
Pro odhad naklad(i na vlastni kapital rvk byla vyuZzita metoda CAPM (viz vztah 4). Kde rt je bezrizikova
vynosova mira, ¢asto brana jako vynosova mira statnich pokladni¢nich poukazek, B pfedstavuje veli€inu,
pomoci které se méfi systematické riziko daného aktiva a jeji hodnoty byly ziskény ze stranek
prof. Damodarana (2019) a rm pfedstavuje o¢ekévanou vynosovou miru trhu.
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Ty =15+ B (hm — 17) (4)
Druhym zvolenym pomérovym ukazatelem byla vynosnost vlastniho kapitélu (dale jen ROE). ROE patfi
mezi zakladni ukazatel, ktery poskytuje prehled o celkové névratnosti vlastniho kapitalu (viz vztah 5).

ROE=EBIT/VK (5)

3.5 Vytvoreni souboru firem, které maji kompletni ¢asovou fadu

Viyzkum byl zaméfen na hodnoceni financni vykonnosti, proto byly do prvniho i druhého vyzkumného
vzorku zahrnuty podniky, pro které bylo mozné spocitat ukazatel EVA a ROE za celé zkoumané obdobi.
Oba vyzkumné vzorky se v dusledku tohoto kroku zredukovaly. Prvni vyzkumny soubor se zredukoval
na 11 firem. Druhy vyzkumny soubor se zredukoval na 14 firem.

3.6  Definice vstupt a vystup( pro WDEA

V dalSim kroku bylo tfeba pro potfeby analyzy datovych oball definovat vstupy a vystupy do WDEA
modelu. PoCet zaméstnancl a dlouhodobé investované zdroje byly pouZity jako vstupni proménné;
vystupni proménnou byla zvolena EVA. Dlouhodobé investované zdroje jsou dany souctem vlastniho
kapitalu, dlouhodobych dluhopisti a dlouhodobych bankovnich uvérd. VySe uvedené vstupy byly zvoleny
s ohledem na predeslé vyzkumy zejména v projektu Empirické studie existence klastri a jejich vlivu
na vykonnost ¢lenskych podniku (Pelloneova, 2021; Zizka, 2019; Stichhauerova a Zizka, 2021) a také
na pomérné nizky poc¢et hodnocenych jednotek.

3.7 Stanoveni skore efektivnosti WDEA

U v8ech podniki byla pomoci WDEA modell vypoctena skoére efektivnosti. Byly pouZity vstupové
orientované radialni modely s predpokladem konstantnich (CCR model) a variabilnich vynosu z rozsahu
(BCC model). K vypoctu hodnot skore efektivnosti byl pouZit software MaxDEA 7 Ultra.

3.8 Porovnani zvolenych finanénich charakteristik u jednotlivych vyzkumnych soubort

Déle byla provedena identifikace vazeb mezi pfinosy plynoucimi ze zapojeni podnikatelského subjektu
do klastrové organizace a finan¢ni vykonnosti tohoto subjektu. K otestovani normality dat byl na hladiné
vyznamnosti 5 % pouzit Shapiro-Wilk test, kde nulova hypotéza uvadi pfedpoklad o tom, Ze vybér pochazi
z normalniho rozdéleni. ProtoZe Shapiro-Wilk test vyznamnosti ukazal, ze jak ukazatel EVA, tak i ukazatel
ROE nemély normalni distribuci, byl k ovéfeni hypotézy o odliSnych hodnotach vybranych finanCnich
ukazatelll ve vyzkumnych vzorcich pouzit neparametricky Wilcoxon-Mann-Whitney W test. V tomto kroku
vyzkumu byly pomoci W testu porovnavany rozdily mezi hodnotami ukazateld ROE a EVA u uvedenych
vyzkumnych vzorku. Nulova hypotéza v tomto vyzkumu tvrdi, ze vzorky dat maji shodné stfedni hodnoty
(mediany). Alternativni hypotéza poté uvadi, Ze vzorky dat nemaji shodné stfedni hodnoty (mediany).
Statistické testovani bylo provedeno na hladiné vyznamnosti 5 % za pouziti STATGRAPHICS Centurion
XVIII.

3.9 Porovnani efektivnosti v obou vyzkumnych vzorcich

Pro porovnani efektivnosti mezi obéma vyzkumnymi soubory byla v poslednim kroku vyzkumu vyuzita
metoda WDEA a nasledné také neparametricky Kolmogorov-Smirnov test. Neparametricky test byl
vybran, protoze vyuzitim Shapiro-Wilk testu bylo dokazano, Ze hodnoty jednotlivych proménnych nemaji
normalni distribuci. Statistické testovani bylo provedeno na hladiné vyznamnosti 5 % za pouZiti
STATGRAPHICS Centurion XVIII.

4. VYSLEDKY VYZKUMU

V prvni Casti provedeného vyzkumu byl na ziskana data aplikovan Wilcoxon-Mann-Whitney W test.
Pomoci Wilcoxon-Mann-Whitney W testu zkoumany rozdily mezi hodnotami ukazateld ROE a EVA
u obou vyzkumnych vzork( v letech 2009-2019. Nulova hypotéza v tomto vyzkumu tvrdi, ze vzorky dat
maji shodné stfedni hodnoty (mediany). Alternativni hypotéza uvadi, Ze vzorky dat nemaji shodné stfedni
hodnoty (mediany). Vysledky W testu a hodnoty P-value pro ukazatele ROE a EVA a oba vyzkumné
vzorky jsou zachyceny v tabulce 1.
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Z tabulky 1 vyplyva, Ze mezi finanéni vykonnosti Clenskych podnikl klastrové organizace CLUTEX
a ostatnich regionalnich ne¢lenskych podniku sice existuji urcité rozdily, ale kromé dvou vyjimek (viz *),
nejsou statisticky vyznamné. Prvni vyjimkou byl rok 2015. V tomto roce vykazal ukazatel EVA u podnik
v klastrové organizaci CLUTEX pfiznivéjsi, i kdyZ stale zaporné hodnoty. Druhou vyjimkou byl rok 2018,
kde do$lo u €lenu klastru CLUTEX k urcitému zvySeni rentability vlastniho kapitalu. Z dal$iho vyvoje je
vSak patrné, Ze se u obou ukazatell jednalo jen o jednorazovy vykyv. Zaroven vSak nebylo mozno
prokazat, Ze by v nékterém z dalSich sledovanych let byla finanéni vykonnost &lend klastrové organizace
CLUTEX vyznamné odli$na nez u ne€lenskych podnikatelskych subjekt.

Tab. 1: Wilcoxonlv W test a hodnoty P-value pro ukazatele ROE a EVA

Rok ROE EVA
W test P-value W test P-value

2009 67 0,374358 70 0,462606
2010 82 0,805405 67 0,436273
2011 107 0,099471 112 0,157230
2012 103 0,162716 50 0,146852
2013 97 0,285734 61 0,396132
2014 104 0,146852 54 0,218038
2015 101 0,198266 19 0,001645*
2016 102 0,179839 52 0,179839
2017 96 0,311164 58 0,311164
2018 116 0,035059* 41 0,051962
2019 113 0,051962 52 0,179839

Zdroj: vlastni zpracovani

Na ziskana data popsana v pfedchozi Casti pfispévku byla ve druhé ¢asti vyzkumu aplikovana metoda
WDEA. Efektivnost ¢lenskych podnikatelskych subjekt byla odhadovana pomoci vstupné orientovaného
WDEA modelu s konstantnimi vynosy z rozsahu (CCR model) a nasledné také pomoci vstupné
orientovaného WDEA modelu s variabilnimi vynosy z rozsahu (BCC model). Divodem pro pouziti obou
technik je skuteCnost, Zze predpoklad konstantnich vynosl z rozsahu je pfijiman pouze v situaci, kdy
vSechny spolecnosti pusobi v optimalni velikosti. Tento pfedpoklad je vSak v praxi nemozné spinit, z toho
ddvodu je do vyzkumu zahrnut také model pracujici s variabilnimi vynosy z rozsahu. Délka okna
pro WDEA byla stanovena na 3 roky. Pro kazdou spoleénost byla nasledné vypodtena primérna skoére
efektivnosti v tfiletych obdobich. Jednotliva skére efektivnosti byla poté agregovana v zavislosti
na pfisludnosti podnikatelského subjektu ke klastrové organizaci CLUTEX (prvni vyzkumny vzorek)
nebo k neclenskym tzv. ostatnim podnikatelskym subjektim (druhy vyzkumny vzorek). Vysledkem jsou
prumérna skore efektivnosti obou vyzkumnych vzorki podle modelt CCR a BCC.

Vysledna skare efektivnosti WDEA modelu zaloZzeného na konstantnich vynosech z rozsahu (CCR model)
za obdobi 2009-2019 pro ¢&lenské spoleénosti klastru CLUTEX a také pro neclenské podnikatelské
subjekty jsou uvedeny v tabulce 2. V obdobi 2009-2019 se primérna efektivnost Clenskych
podnikatelskych subjektd klastru CLUTEX vypoétena pomoci CCR modelu pohybuje od 64 % do 83 %.
Vysledky ukazuji, Ze primérna neefektivnost Clenskych firem klastru CLUTEX v modelu CCR se
pohybovala v rozmezi od 17 % do 36 %. V obdobi 2009-2019 se primérna efektivnost nedlenskych
podnikd vypoCitana pomoci CCR modelu pohybuje od 62 % do 76 %. Vysledky ukazuji, ze primérna
neefektivnost neclenskych firem v modelu CCR se pohybovala v rozmezi od 24 % do 38 %.

Tato analyza ukazuje, Ze v celém sledovaném obdobi dosahli ¢lenové klastrové organizace CLUTEX
vy$Si efektivnosti ve srovnani s neclenskymi spolecnostmi v regionu soudrznosti Severovychod,
ve kterém klastrova organizace CLUTEX puUsobi. Na zakladé provedeného Kolmogorov-Smirnov testu,
ale tyto rozdily nebyly na hladiné vyznamnosti 5 % statisticky vyznamné.
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Tab. 2: Efektivita Clenskych spoleCnosti klastru CLUTEX a neclenskych spole¢nosti v modelu CCR
Vyzkumny | 2009- | 2010- | 2011- | 2012- | 2013- | 2014- | 2015- | 2016~ | 2017-
soubor 2011 2012 2013 | 2014 | 2015 | 2016 2017 2018 2019
CLUTEX 0,75 0,73 0,68 0,69 0,64 0,77 0,83 0,79 0,82 0,74
Ostatni 0,70 | 0,71 065 | 063 | 0,62 0,70 074 | 0,73 | 0,76 0,69

Zdroj: vlastni zpracovani

Prameér

Tabulka 3 uvadi skére efektivnosti ¢lenskych spoleénosti klastru CLUTEX a ne€lenskych podnikatelskych
subjekt( odhadovanych pomoci modelu zalozeného na variabilnich vynosech z rozsahu (BCC model).
V obdobi 2009-2019 se primérna efektivnost ¢lenskych firem v klastru CLUTEX vypogéitana pomoci BCC
modelu pohybuje od 77 % do 92 %. Vysledky ukazuiji, ze primérna neefektivnost clenskych firem klastru
CLUTEX se v modelu BCC pohybovala v rozmezi od 8 % do 23 %. V obdobi 2009-2019 se primérna
efektivnost neclenskych podnikd vypocitana pomoci BCC modelu pohybuje od 73% do 85%. Vysledky
ukazuji, ze primérna neefektivnost ne¢lenskych firem se v modelu BCC pohybovala v rozmezi od 15 %
do 27 %.

Pfi pohledu na primérné skore efektivnosti obou vyzkumnych vzork( v ¢asovych oknech (viz tabulka 3)
je zfejmé, Ze primérna efektivnost firem v jadru klastrové organizace CLUTEX ve vSech obdobich rostla
rychleji neZ u neclenskych firem v regionu soudrZnosti Severovychod. Na zakladé provedeného
Kolmogorov-Smirnov testu v8ak tyto rozdily nebyly obdobné jako v pfipadé CCR modelu statisticky
vyznamné.

Tab. 3: Efektivita ¢lenskych spoleCnosti klastru CLUTEX a neélenskych spoleénosti v modelu BCC
Vyzkumny | 2009- | 2010- | 2011- | 2012- | 2013- | 2014- | 2015- | 2016- | 2017-
soubor 2011 2012 2013 | 2014 | 2015 | 2016 2017 2018 2019
CLUTEX 085 | 0,84 078 | 079 | 077 | 086 | 089 | 09 | 092 0,84
Ostatni 0,79 0,82 0,75 0,73 0,73 0,84 0,83 0,83 0,85 0,80

Zdroj: vlastni zpracovani

Pramér

ZAVER

Pfedmétem provedeného vyzkumu bylo provést hodnoceni a nasledné porovnani finan¢ni vykonnosti
podnikatelskych subjektli z oblasti textilniho primyslu, které jsou ¢leny klastrové organizace CLUTEX
a neClenskych podnikatelskych subjektu, které plsobi ve stejném primyslovém odvétvi a stejném
geografickém regionu. Za timto U¢elem bylo hodnoceno 11 ¢lenskych podniku klastrové organizace
CLUTEX a 14 neclenskych textilnich podnikl z regionu soudrznosti Severovychod za referen¢ni obdobi
2009-2019. Pro tyto roky a vybrané podniky byly z U¢etnich zavérek ziskany finan¢ni udaje a nasledné
vypocteny dle metodiky MPO hodnoty ukazatele EVA a ukazatele ROE. Nasledné byla také s pomoci
analyzy datovych oball vypoctena u obou vyzkumnych vzorku skére efektivnosti. K porovnani rozdild
mezi jednotlivymi podniky ve dvou vyzkumnych vzorcich bylo vyuZito dvou statistickych testd —
neparametrického Wilcoxon-Mann-Whitney W testu a Kolmogorov-Smirnov testu a také neparametrické
analyzy WDEA.

V prvni ¢asti vyzkumu byl na ziskana data aplikovan Wilcoxon-Mann-Whitney W test. Cilem prvniho
diléiho vyzkumu bylo ovéfit pfedpoklad, ze €lenské podniky v klastru CLUTEX dosahuiji odli$né finanéni
vykonnosti nez neclenské podniky. Z prvniho dil¢iho vyzkumu vyplynulo, Ze mezi financni vykonnosti
¢lenskych podnikd v klastrové organizaci CLUTEX a neclenskych podnikl sice existuji urCité rozdily,
ale zpravidla nejsou statisticky vyznamné. Na zakladé tohoto provedeného vyzkumu lze konstatovat,
Ze vefejna podpora investovana do zaloZeni a rozvoje klastrové organizace CLUTEX neméla vyraznéjsi
efekt na zlepSeni finan¢ni vykonnosti jejich Clenskych podnikatelskych subjektt. Nelze z toho vSak
automaticky vyvozovat, Ze klastrové organizace jako takové nemohou byt uspéSnym nastrojem podpory
konkurenceschopnosti podnika.

Ve druhé Casti vyzkumu byla na ziskana data aplikovana metoda WDEA. V ramci aplikace metody WDEA
byla vypoctena primérna skdre efektivnosti za obdobi 2009-2019. Na zakladé vypoétenych hodnot bylo
mozné konstatovat, Ze podniky v klastrové organizaci CLUTEX dosahuji prdmérného skore 0,74
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(podle modelu BCC 0,84), zatimco primérné skére neclenskych podniku je 0,69 (podle modelu BCC
0,80). Na zakladé aplikace WDEA Ize konstatovat, Zze ve srovnani s neclenskymi podniky byl prokazan

vivs

vvvvvv

odvétvi. Na zékladé pouziti analyzy WDEA Ize konstatovat, Ze existence klastrové organizace ma vliv
na zvySeni efektivity Clenskych spole¢nosti. Na zékladé provedeného Kolmogorov-Smirnov testu, vSak
neni mozné konstatovat, ze by tyto odliSnosti byly statisticky vyznamné.

Je také nutné upozornit na meze predloZeného vyzkumu. Vysledky ovliviiuje zejména nizka dostupnost
financnich vykaz(, ktera se rok od roku zhorSuje. Ze vzajemného srovnani obou vyzkumnych vzork(
muselo byt vylou¢eno znaéné mnozstvi firem, pro které nebylo mozné poridit kompletni UCetni zavérky.
Déle pak musely byt vylouCeny firmy, které vykazaly minimélné v jednom roce z&pornou hodnotu
vlastniho kapitalu. Jsou tedy zkoumany pouze relativné malé vzorky podnikatelskych subjektu. Budouci
vyzkum by se mohl zaméfit na prodlouzeni Casovych fad o dalSi roky. Toto vSak zavisi na dostupnosti
zvefejnénych UCetnich zavérek. DalSim pokradovanim vyzkumu muaze byt vyzkum vlivu klastr(
na inovaéni a socialni vykonnost €lenskych podniku.

Podékovani
Vznik pfispévku byl podpofen grantem ¢. GA18-01144S ,Empiricka studie existence klastru
a jejich vlivu na vykonnost ¢lenskych podniki“ GA CR.
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Abstract: This study examined top management characteristics and strategic decision making
in organizations. The basic question the paper seeks to address is: Do managers’ background
characteristics have significant influence on their decision making process? To achieve this, hypotheses
were developed and primary data were obtained through structured questionnaire that was validated
and pilot tested. The Cronbach alpha test for reliability gave an overall reliability coefficient of 0.9548
for the research instrument. From a population of 250 employees of government constituted boards
and commissions in Delta State, Nigeria, a sample size of 158 respondents was obtained. The dependent
variable was strategic decision making, while top management characteristics being the independent
variable was measured by risk propensity, educational background, age disposition and cognitive
complexity. Need for achievement was however introduced as a control variable and the analyses
of the primary data were done by means of the inferential and descriptive statistics. Specifically,
the ordinary least square regression (OLS) technique was employed to test the hypotheses of the study.
Overall, the results from the test of hypotheses suggest that risk propensity, educational background, age
disposition and cognitive complexity have significant relationship with strategic decision making. It was
therefore concluded that top management characteristics exert significant influence on strategic decision
making. In the light of this conclusion, it was recommended amongst others, that top managers must at all
times give attention to these characteristics.

Keywords: Age disposition, cognitive complexity, heuristics and cognitive maps, risk propensity, upper
echelon theory

JEL Classification: D22, D70, M12

INTRODUCTION

The task of moving an enterprise from its current position to where it should be in the future lies
on the shoulders of the managers. Strategic decision dictates the direction and pattern of the enterprise
and as such, managers are confronted with concourse of decisions every emerging day (Wu, Wu, Tsai,
& Li, 2017). This is due to the complexity and changes associated with the business environment.
Notwithstanding the dynamism in the business environment, managers must have to make decisions
even if they are not willing to do so (Kauer, Waldeck, & Schaffer, 2007).

Decision making is inevitable because to explicitly avoid making a decision is in itself to make a decision.
For many reasons, the hardest part of managing an enterprise today is making the appropriate decision.
This is because decision may either be programmed or non-programmed, generic or unique. Al-Tarawneh
(2012) posited that decision may be routine or non-routine and certain or uncertain. Once a manager
chooses an alternative and knows how to implement it, he or she can allocate the resources to achieve
the defined goal, but getting to that point can often be a long, complex and challenging process
(Frishammar, Jahan, Henrik, Floren, & Wincent, 2009). Strategic decision making is holistic in nature as
it does not only impact the enterprise where it is taken, but also the society that constitutes
the environment of the enterprise (Nooraie, 2014).
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According to Papadakis, Lioukas, and Chambers (1998), past researches on strategic decision making
process have been anecdotal with little inferences that could be generalized. Empirical studies in terms
of factors that affect or influence strategic decision making process is either limited or have produced
contradictory results (Nooraie, 2001). Previous researchers in the like of Mahmood (2012a), Ardila, Nik,
and Rikinorhakis (2017) and others treated factors affecting strategic decision-making conceptually while
others were case studies based. Consequently, the study of strategic decision making process and its
factors remain very important and more empirical studies are required before any unequivocal or definite
conclusion could be reached.

This study explores top management characteristics (TMC) and how they influence strategic decision
making process. Lucidly, the choice to focus on strategic decision making is due to its nature, peculiarity
and significance. Strategic decisions are long-term, extremely unstructured, complex and inherently risky,
and have major impact on the future of the enterprise. If well crafted and implemented, it will impact
positively; otherwise the reverse will be the case. Strategic decisions are those important decisions that
typically require a large amount of enterprise resources and thorough consideration of the firm’s
environment. Apparently, in strategic decision making, top managers usually play a pivotal and central
role (Mahmood, 2012a; Mukutu, Konboyo, & Bolo, 2013; Wasike, Machuki, Aosa, & Porkhariyal, 2015).
This paper thus focuses on the impact of four different characteristics of top managers that are very likely
to influence them in the strategic decision-making process. They are: risk propensity, educational
background, age, and cognitive complexity. The specific objectives of the study therefore, are to: examine
the relationship between top managers’ risk propensity and strategic decision making, determine effect
of top managers’ educational background on strategic decision making, investigate the relationship
between top managers’ age disposition and strategic decision making, and evaluate the impact of top
managers’ cognitive complexity and strategic decision making. These variables are controlled for by need
for achievement. It is believed that the outcome of this study will contribute to existing knowledge in upper
echelons theory from the perspective of developing countries.

1. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT

1.1  Strategic Decision Making

Decision is a critical aspect of organizations’ day-to-day administration and management. It has to do
with initiation of directions and paths organizations need to follow in the evaluation process of alternatives
for possible positive outcomes. Harrison (1999) viewed decision as a moment in an on-going process
of evaluating alternatives related to a goal, at which the expectation of decision maker with regard
to a particular course of action impels him to make a selection. Strategies on the other hand, have to do
with approaches and methods of going through the critical paths to achieve results.

A company’s strategy is the “game plan” management has for positioning the company in its chosen
market arena, competing successfully, pleasing customers, and achieving good business performance
(Tapera, 2014). Strategies consist of the whole array of competitive moves and business approaches that
managers employ in running a company (Gamble & Thompson, 2009). In making strategic decision
or crafting a strategic course, management is saying that “among all the paths and actions we could have
chosen, we have decided to go in this direction and we rely upon these particular ways of doing business”.
Thus, to Thompson, Strickland, and Gamble (2007), a strategy entails managerial choices among
alternatives and signals organizational commitment to specific markets, competitive approaches,
and ways of operation.

Clearly, top management designs company’s strategies because of two compelling needs. The first is
to proactively shape how a company’s business will be conducted and the second is that of modeling
the independent decisions and actions initiated by departments, managers, and employees across
the company into coordinated company-wide game plan. The absence of a strategy means managers
have no framework for weaving many different actions and initiatives into a cohesive whole; and no one
plan for uniting cross-department operation into a team (Grant, 2003).
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Strategic decisions are often non-routine, ill structured, and very important to the enterprise in which top
management usually plays a central role. Wu et al (2017) opined that strategic decision making, as a key
for sustainability, is incremental and interdependent, shaped by a variety of contextual influences arising
from the past events, present circumstances, and perspectives of the future. Company’s strategies
consist of competitive moves and approaches management have developed to attract and please
customers, conduct operations, grow the business and achieve performance objectives (Gamble
& Thomson, 2009).

1.2 Top Management Characteristics

Studies on influence of TMC on strategic decision have not been adequate in terms of outcome.
For instance, Mohammed (2020) reported inconclusive and controversial submissions between various
dimensions of TMC ranging from demographics to heterogeneity or diversity and firm performance.
In Sub-Sahara Africa, the few studies that have made efforts to test the effect of managers or executives
characteristics on strategic decision making process either produced limited outcomes or provide very
narrow explanations. In addition, some of these studies are not done collectively on the characteristics
of manager’s risk propensity, educational background, age disposition, cognitive complexity and need
for achievement. Mahmood (2012a) examined manager’s risk propensity and strategic decision making.
According to the study, manager's risk propensity have the most explanatory power in decision making,
while Ardila et al (2017) posited that decision familiarity and magnitude of impact have positive effect
on quality of strategic decision process.

lederan, Curseu, and Vermeulen (2009) investigated the role of cognitive complexity in strategic decision
making and discovered that managers or executives with high cognitive level would have more influence
in strategic decision making process. Others also considered the relationship interplay of risk-taking
and strategic decision making process. Wally and Baum (1994) affirmed that decision makers’ high
tolerance for risk and a strong propensity to act promote completion of strategic decision making process.
Thus, fast strategic decision making requires executives to possess the confidence to act. Yoon, Kim,
and Song (2016) observed a positive influence of top management team’s functional diversity
on decisions relating to organizational creativity.

Strategic choice is partly predicted by top management characteristics (Hambrick, 2007; Peng-Yu, 2018).
TMC according to Tacheva (2017) include multiple dimensions, and Mahmood (2012a) outlined TCM
to include risk propensity, education and experience, consensus, age, cognitive complexity, cognitive
diversity, and need for achievement. However, this study is interested in risk propensity, education, age,
cognitive complexity, and need for achievement which serves as a control variable.

Risk Propensity

Strategic decisions are complex and cumbersome managerial task which are usually undertaken by top
executives in the organization. Considering the complexity of strategic decision making, manager’s risk
propensity becomes needful. Risk propensity is the degree to which a manager possesses the confidence
to act even in a risky situation (Mahmood, 2012a). Manager’s risk propensity was not found to be
a significant moderator between objective criteria and strategic decision making by Hitt and Tyler (1991).
Papadakis (1998) also noted that, there is a negative relationship between executives’ risk propensity
and decision making. Nooraie (2011) opined that manager’s risk propensity is negatively associated
with rationality of the strategic decision making process; but positively associated with decentralization
and politicization in the decision making process. Kauer et al (2007) observed that action orientation
or risk disposition impacts clearly on decision speed. Kessler, Korunka, Frank and Lueger (2012) did not
find risk taking to affect survival but affects founding success. Wu et al (2017) found risk perception to be
a mediating factor in top management team and strategic decision making. In the light of the foregoing,
this study hypothesizes that, H1: There is no significant relationship between top manager’'s risk
propensity and strategic decision making.
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Educational Background

Several studies have posited that the levels of successes recorded by most organizations in terms
of strategic decision performance are connected to managers’ formal educational background. Robert
and Matthew (2001) submit that the educational level of the new venture entrepreneur strongly relates
with the venture’s performance. Dickson, Solomon, and Weaver (2008) report a positive link
of entrepreneurial education with entrepreneurial choice and success. On the other hand, Cho and Lee
(2018) did not find any relationship between entrepreneur’s educational level and the performance
of the enterprise as well as entrepreneurial orientation. Michelon, Lunkes, and Bornia (2020) emphasized
that, the level of education, but not the type of manager’s education is negatively related to corporate
indebtedness while the years of service (tenure) of top management team has a reversed U-shape
relation with the decision-making process in terms of firm internationalization (Peng-Yu, 2018). Stoffers,
Neessen, and Dorp (2015) suggested that individual characteristics affect the heuristics and cognitive
maps used to make strategic decisions. Qi, Lin, Tian and Lewis (2018) found educational level
to significantly relate with earnings management strategy decision of managers. From the foregoing,
the hypothesis put forward is, H2: There is no significant relationship between top manager’s educational
background and strategic decision making.

Age Disposition

One attribute of a strategic decision maker which has been said to be instrumental in determining
information processing ability is age (Omarli, 2017). It has been asserted that age frequently contribute
heavily to both the manner in which a decision is reached and decision itself. Michelon et al (2020) found
that an executive’s age is related to risk propensity which affects decisions; and a positive association
was found between age and capital structure decision. For instance, younger executives are more likely
to make risky decisions than older ones. Felicio (2013) found that in addition to the level of education
and experience, manager's age significantly moderate the relationship between objective criteria
and strategic evaluation of recruited candidate including strategic option. Within the typical range
of managerial ages and in a task reflecting the response freedom of managerial jobs, age was found to be
associated with decision making performance. Qi et al (2018) reported that age has significant association
with decision on earnings management while Evert, Payne, Moore, and Mcleod (2018) found it
to influence organizational virtue orientation. Thus, it is hypothesized that, H3: There is no significant
relationship between top manager’s age disposition and strategic decision making.

Cognitive complexity

Curseu, Vermeulen, and Bakker, (2008) posit that the success of entrepreneurial firms is to a large extent
dependent upon strategic decision-making practices. Strategic decision making is an intentional and goal
directed cognitive process of selecting one of several available alternatives. Cognitive complexity is
a variable that defines the structural complexity of an individual's cognitive system. Managers with greater
cognitive complexity have greater discretion in strategic choice. Peng-Yu (2018) averred that
the experience of top management team is positively related to administrative complexity and found that
international experience of top management team has positive influence on firm’s internationalization.
Cognitive complexity is seen as a domain-specific information processing variable strongly connected
to expertise. Individuals with a high level of cognitive complexity posses a high differentiated, articulated,
and integrated conceptual system along with flexible information processing rules concerning data
from a particular domain. Against this backdrop, the hypothesis put forward is, H4: There is no significant
relationship between top manager’s cognitive complexity and strategic decision-making.

Need for Achievement

This is an individual’s desire for significant accomplishment, mastering of skills, control, or high standards.
Miller, Burke, and Glick (1998) affirmed that managers’ need for achievement positively influenced
the extent of the rationality in the decision making process while Papadakis et al (1998) did not find such
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relationship to exist. Managers with high need for achievement perform better on the job than those
with moderate differences in achievement motivation. Need for achievement has a strong desire to
assume personal responsibility for performing a task or finding a solution to managerial issues as it affects
decision speed (Kauer et al, 2007). It propels the manager to explore all avenues to get solutions and
answers to strategic questions. On this note, this study adopts need for achievement as a control variable
as it tends to moderate the relationship between top management characteristics and strategic decision
within organizations.

2. THEORETICAL FRAMEWORK

This study adopts the upper echelons theory of strategic studies and decision making. The theory was
proposed by Hambrick and Mason (1984). It postulates that executives make decisions that are consistent
with managerial background characteristics (Mbaya, 2017) which by extension consist of the elements
of psychological characteristics and observable experiences. Hambrick (2007), Qi et al (2018) posit that
managers’ education experiences, cognitive complexity, need for achievement, risk propensity, values
and personalities, among others, greatly influence their interpretation of the situation they face and in-turn
affect their choices.

Furthermore, the upper echelons theory highlighted that executives’ cognitive base, demographic
characteristics, resources utilization, and quality of decisions and capabilities influence the strategic
choice and corporate performance (Koskey & Rotich, 2019). Consequently, corporate performance can
be explained by different characteristics of top management. With the upper echelon theory, top
management as humans cannot depict the whole complexity of a situation when scanning the competitive
environment. As a result of selective perceptions, they can only notice and register a certain amount of all
information available to them and the interpretation of information is based on their background
characteristics. The theory focused on the characteristics of the top management which they believed
yield stronger organizational outcomes than the individual executive. Importantly, Wasike, Ambula,
and Kariuki (2016) recognized the inadequacy of using demographic characteristics as proxies of top
management cognitive frames. The upper echelons theory postulates that top managers
in the organization make decisions that are consistent with managerial background characteristics.

3. MATERIALS AND METHODS

3.1 Reesearch Approach

From the analysis of alternative research approaches, a field survey seems to be the most appropriate
methodological choice. Again, this study is field study of real strategic decision-making process rather
than stilted setting. Top management characteristics and its dimensions vary from individual to individual
therefore making any aggregation (for organization level analysis) meaningless. For this reason, the unit
of analysis is the individual level (characteristics). In addition, it has been shown that individuals and firms
used different processes when making different types of strategic decisions.

3.2 Study Population and Sample

The study population was drawn from a list of three (3) selected government owned organizations
and constituted boards and management staff in Delta State. These organizations are the Delta State
Board of Internal Revenue (DSBIR), Delta State Polytechnic Ozoro (DSPZ), and Delta State Oil Producing
Areas Development Commission (DESOPADEC). The population of the selected organizations is
summarized thus:
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Table 1: Population Spread of the Study

SIN Establishment/Board Labels Population
1 Delta State Board of Internal Revenue DSBIR 50
2 Delta State Polytechnic, Ozoro DSPz 100
3 Delta State Oil Producing Area Development Commission DESOPADEC 100
TOTAL 250

Source: Fieldwork, 2021
A sample size of 158 was drawn with the aid of Yamane (2012) formula.

3.3 Questionnaire Design and Administration

In order to contribute to cumulative research findings, and based on the review of literature, several items
were designed and used in this study. All items were rated on a 4-point Likert scale. Too few point, as well
as, too many points may result in bias outcomes. Literature indicates that, a 4 or 5 point scale provides
adequate and satisfactory outcomes (Sekaran, 2000). A total of 158 copies of questionnaire were
administered to top management staff and Executive Directors since strategic decisions are usually made
by top and senior management staff.

3.4 Distribution/Collection of Questionnaire and Compilation of Sample Values
Table 2: Questionnaire Administration and Collection

SIN Labels Questionnaire  Questionnaire Sample % of Sample
Administered Retrieved Proportion Responses  Value
1 DSBIR 32 29 20 91 32
2 DESOPADE 63 59 41 94 63
C
3 DSPZ 63 57 gy 90 63
TOTAL 158 145 100 92 158

Source: Fieldwork, 2021

From Table 2, it is clear that the instrument administered recorded various degree of success. While 91%
retrieval success was recorded from Board of Internal Revenue, a 94% response level was recorded
for Delta State Oil Producing Areas Development Commission. Recorded response level for Delta State
Polytechnic Ozoro was 90%.

3.5 Variables and Measures

Questionnaire for the study consists of items measuring the various variables of interest. These variables
are the independent variable (top management characteristics) and the dependent variable (strategic
decision making). In order to operationalize the study variables, the concept of each variable was broken
down into appropriate and clear dimensions. These are then translated into observable and measurable
elements so as to form an index of measurement of the concept. The independent variables are: risk
propensity of executive, educational background, age, cognitive complexity while need for achievement
is the control variable. Strategic decision making dimensions are; goals/objectives commitment,
organization business growth plans, organization strategic fit, value chain, and long-term goals pursuit.
To test and eliminate ambiguous or bias items and to guarantee that the items in the questionnaire were
understood by the respondents, a pilot study was conducted in line with the prescription of prior studies
(Sekaran, 2000) and a reliability analysis test was thereafter conducted using the Cronbach alpha test.
The result of the test is presented in Table 3.
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Table 3: Results for Reliability Test

Variable Ave Interim Cov. Items in Scale Alpha Value Remarks
Risk Propensity 0.3305 5 0.8737 Reliable
Educational Background 0.2937 5 0.8699 Reliable
Age Disposition 0.5830 7 0.9431 Reliable
Cognitive Complexity 0.5732 6 0.9385 Reliable
Need For Achievement 0.6352 4 0.9132 Reliable
Strategic Decision Making 0.6669 4 0.9213 Reliable
Overall 0.3020 31 0.9548 Reliable

Source: Fieldwork, 2021

From Table 3, it is obvious that Alpha values ranged from approximately 0.87 to 0.94. This means that
the research instrument is reliable having obtained values above the minimum threshold of 0.50 (Gay
& Airasian, 2003; Nwanzu & Babalola, 2020).

3.6  Method of Data Analysis

In this study, both the descriptive and inferential statistics were used in the analysis of the primary data.
Analysis was based on computations for the mean, standard deviation and the output from the regression
analysis. In applying the regression technique, the dimensions of the dependent variable (strategic
decision making) were regressed against the dimensions of the independent variables (risk propensity,
educational background, age disposition, and cognitive complexity). Notably, the need for achievement
was taken as a control variable that moderated the relationship between the dependent variable
and the explanatory variables.

Additionally, in analyzing the responses to each of the questionnaire items, the four point Likert scale
of strongly agree, agree, disagree and strongly disagree was adopted and the basis of decision on each
item was the arithmetic mean. A mean rating of 2.50 and above suggests that majority of the respondents
support the view (strongly agree/agree), whereas, the contrary (disagree/ strongly disagree) is the case
where the mean rating obtained is a value below 2.50.

3.7  Model Specification
The composite model of the study is given as:

Strategic Decision Making = f(Top Managements’ Characteristics) eq. 1
To test the hypotheses, the following models were developed:

Model 1

STRATDM = f(RISK_PROP, NEED_ACHV) eq.2
STRATDM = a0+ RT1RISK_PROP + R2NEED_ACHV + [t eq.3
Model 2

STRATDM = f(EDUC_BACK, NEED_ACHV) eq.4
STRATDM = a0+ R1EDUC_BACK + R2NEED_ACHV + [t eq.5
Model 3

STRATDM = f(AGE_DISP, NEED_ACHV) eq.6
STRATDM = 00+ R1AGE_DISP + R2NEED_ACHV + 1t eq.7
Model 4

STRATDM = f(COG_COMP, NEED_ACHV) eq.8
STRATDM = 00+ R1COG_COMP + 32NEED_ACHV + [t eq.9
Variable Description

STRATDM = Strategic Decision Making

RISK_PROP = Risk Propensity of Top Managers

EDUC_BACK = Educational Background of Top Managers

AGE_DISP = Age Disposition of Top Managers

COG_COMP = Cognitive Complexity of Top Managers

NEED_ACHV = Need For Achievement of Top Managers
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a0, RO
it

Regression coefficients of the model
Error term

4. RESULTS AND DISCUSSION

4.1 Analysis of Demographic Characteristics of Respondents

The demographic features reveal that a total of 93 (64.14%) of the participants were males while their
female counterpart stood at 52 representing 35.86% of the total respondents. This trend may be
attributable to the fact that public service and white-collar jobs are dominated by males. Regarding marital
status, it was observed that 126 (86.90%) of the respondents are married, 18 (12.41%) are single while
one (1) representing 0.69% of the total respondents is divorced. This analysis depicts that majority
of the respondents are married.

Furthermore, the data on age distribution indicates that respondents between the age brackets of 18 — 25
years are 5 (3.45%), while 27 (18.62%), 49 (33.79%), and 53 (36.55%) are within the age brackets of 26-
35years, 36-45years and 46-55years respectively. Respondents of 56 years and above are 11 (7.59%).
With respect to educational qualification, the obvious is that most of the respondents 86 (59.31%)
are at least, first degree holders, while 26 (17.93%) had Masters Degrees and above. These results are
clear indications that the respondents were not only matured, but were educated and knowledgeable.
As for their work status, majority of the respondents (73.10%) are full-time staff whereas, the number
of part-time and contract staff stood at 34 (23.45%) and 5 (five) (3.45%) respectively. Also, information
on work experience revealed that 14 (9.66%) of the respondents had worked for at most 12 months,
43(29.66%) had been on their respective job for a period of about 1-5years, 35 (24.14%) had worked
for about 5-10years whereas, 53 (36.55%) had worked for over 10years.

4.2  Analysis of Questionnaire Items

Risk Propensity

Table 4: Strategic Decision Making and Risk Propensity of Top Managers

a. SIN b.  Questionnaire ltems . N Mean Std. . Remarks
Dev

1 It is believed that manager’s risk propensity have explanatory 145~ 3.16 ~ 0.77 . Strongly
power or influence in strategic decision making process. Agree

2 Manager’s risk propensity manifest in his desire to pursue 145 . 3.18 0.75 . Strongly
organization’s goal and objective commitment to key Agree
stakeholders.

3 Manager’s risk propensity makes him undeterred in his 145 320  0.74 . Strongly
commitments towards the achievement of organization Agree
business growth plans.

4 Managers that possessed considerable level of risk 145  3.19 0.78 . Strongly
propensity tend to act better in the pursuit and realization of Agree
organization value chain strategic-fit.

5 Manager’s risk propensity act as propellants to strategically 145  3.26  0.72 a. Strongly
pursue long-term organizational goals. Agree

Source: Fieldwork, 2021

The mean response and their respective standard deviations for the questionnaire items designed to elicit
information on the effect of risk propensity on strategic decision making of top managers is presented
in Table 4. As observed, the standard deviation obtained for all items in the table ranged from 0.72 10 0.78
which suggests that the generality of responses were not too far from the overall mean response.
Explicitly, the mean responses obtained for all 5 items were above 3.00 suggesting that the respondents
strongly believed that the dimensions of risk propensity have the capacity of affecting strategic decision
making of top managers of organisations.
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Educational Background

Table 5: Educational Background and Strategic Decision Making of Top Managers

bb. SN cc. Questionnaire ltems d N . Mean Std.  h. Remarks
). Dev

6 It is believed that managers’ education background do 145  3.28 & 0.81 Strongly
improve their strategic decision making ability and quality. Agree

7 It is argued that managers educational background contribute n.145 1. 3.11 ). 0.63 p. Strongly
to their commitment towards organization goals and objectives Agree
commitment to key stakeholders.

8 It is said that managers with formal education background are . 145 3.21 i 0.72 Strongly
better equipped to fast track the realization of organization’s Agree
growth plans.

9 It is believed that successes recorded by most business .. 145 '. 3.7 w.0.68 x. Strongly
organization in terms of strategic decisions performance in Agree
area of achieving business value chain strategic-fit are
traceable to managers’ formal education background.

10 Itis believed that managers with formal education background . 145 . 3.28 1a.0.74 bb.Strongly
will do well in the pursuit of organizational long-term goals than Agree

those without formal education.

Source: Fieldwork, 2021

Table 5 presents the mean response and the standard deviation for the questionnaire items designed
to ascertain the effect of educational background on strategic decision making of top managers.
With the results above, it is evident that the values obtained with respect to the standard deviation ranged
from 0.63 to 0.81. The low values of standard deviation suggest that the generality of responses were not
too far from the overall mean response. However, the mean responses obtained for all 5 items were above
3.00 suggesting that the respondents strongly agree with the view that the dimensions of educational
background possibly affect strategic decision making of top managers.

Age Disposition
Table 6: Age Disposition and Strategic Decision Making of Top Managers
ccc. SIN ddd. Questionnaire Items ee.N Mean )g. Std. Remarks
h. Dev
11 It is believe that as mangers grow in age and on the job, their 145 k.2.96 . 1.02 m. Ag
strategic decision-making interest nose dive as well. ree
12 It is believed that age is associated with significant decline in n.145 0.2.97 )p.0.92 qqq.Agree
cognitive functions but do not translate into poorer decision
making ability.
13 It is said that for older managers, age contribute positively to . 145 s.2.99 . 0.90 uuu.Agree
their commitments towards organization goals/objective
commitments than younger adults managers.
14 It is believed that manager’s age improves quality of strategic v. 145 w. x.0.81 yyy.Agree
decision making in areas such as organization business .98
growth plans.
15 Strategic decisions are better made from experience hence z. 145 a. »b. iC. Ag
age is a significant factor. 97 92 ree
16 It is believe that successes recorded by most organization in 1d. e f. 0.86 jg. Ag
terms of strategic decisions performance in area of achieving ~ 45 95 ree
business value chain strategic-fit are traceable to managers’
age and experience.
17 It is believed that older managers will do well in the pursuit of 1h. L 297 | 094 k. Ag
45 ree

organization long-term goals than younger managers.

Source: Fieldwork, 2021
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Table 6 presents results with respect to the mean response and the standard deviation
for the questionnaire items on the effect of age disposition on strategic decision making of top managers.
No doubt, it is also evident that the values obtained for the standard deviation of the questionnaire items
presented ranges from 0.81 to 1.02. This simply means that the responses made by the participants
on these items were not too far from their respective overall mean response. Noteworthy, the mean
responses obtained for all seven items ranges from 2.95 to 2.99, thereby suggesting that the respondents
agreed that the dimensions of age disposition may possibly affect strategic decision making of top
managers.

Cognitive Complexity
Table 7: Cognitive Complexity and Strategic Decision Making of Top Managers
. S/N mmmm. Questionnaire Items n. 0. p. rr. Remarks
ean td.
9.
ev

18 It is believed that manager’s cognitive ability help to make ss. iu. WW. (Y.
choice at a glance from situations where there are many . 145 . X. Z. St
alternative/or where attributes of alternatives are difficult to A0 91 rongly
understand. Agree

Y H R H H aaaaa. cccec. eeeee. 99999.
' ooty o 0 pee e ) 5 s ™ g
' 45 92 ree

20 It is believed that managers’ with greater cognitive iiiii. Kkk. immm. 5000.
complexity do have increased desires to pursue ii- 145 Il 2.93 wnn.  Hpp. Ag
organization’s goal and objective commitment. 86 ree

21 It is believed that successes recorded by most 19q. iSS. iuu. WWWW.
organizations in terms of strategic decision performance in T- t.2.90 'wv. (XX Ag
areas such as pursuit of business growth plans are 43 90 ree
connected to managers’ cognitive ability.

22 It is believed that successes recorded by most 1yy. |laaa.  ccCc.  eeee.
organizations in terms of strategic decision performance in zz. dbbb.  iddd.  ff. St
area of achieving business value chain strategic-fit are 43 00 .94 rongly
traceable to managers’ with high cognitive ability. Agree

23 It is believed that managers with cognitive complexity will % - Kk mmmm.

thhh.  jj. 295 [I.0.96 1nnn. Ag

do well in the pursuit of organization long-term goals. 45 ree

Source: Fieldwork, 2021

Table 7 presents result on the effect of cognitive complexity on strategic decision making of top managers.
The values obtained for the standard deviation of the questionnaire items range from 0.79 to 0.96. This low
dispersion means that the responses were not too far from their respective overall mean response. It
suggests therefore that the respondents agreed that the dimensions of cognitive complexity may possibly
affect strategic decision making of top managers.
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4.3 Test of Hypotheses and Discussion
Test of Hypothesis 1 using Model 1
Table 8: Model Summary for Test of Hypothesis 1

STRATDM Coeff. Std.Err. T P>| t]| Decision
RISK_PROP -0.1023 0.0490 -2.09 0.039
NEED_ACHV 0.9385 0.0361 25.98 0.000
_CONS 0.4374 0.1778 2.46 0.015
Obs. 145 Reject
F(2, 142) 340.79
Prob > F 0.0000
R-Squared (R?) 0.8276
Adj. R? 0.8252

Source: Fieldwork, 2021

As indicated in Table 8, the t-values obtained are -2.09 and 25.98 with corresponding p-values of 0.039
and 0.000 respectively. This result suggests that on an individual note, risk propensity and need
for achievement have significant influence on strategic decision making. With R2 of 0.8276, it is evident
that the explanatory variable (risk propensity, as moderated by need for achievement) explains about
82.76% of the variations in the levels of strategic decision making of organizations. The values
for standard errors are 0.0490 and 0.0361. These low values according to Jeroh (2019) are indications
that the models specified in the study alongside the regression outcomes are not only precise, but very
reliable. Furthermore, the F- value for the overall model is 340.79 with a corresponding p-value of 0.0000.
With this result, the null hypothesis 1 of this study is thus rejected. This means that there is a significant
relationship between top manager’s risk propensity and strategic decision making. The above result is
in consonance with the findings of prior researches (Mahmood, 2012a; Wu et al, 2017).

Test of Hypothesis 2 using Model 2
Table 9: Model Summary for Test of Hypothesis 2

STRATDM Coeff. Std.Err. T P>| t]| Decision
EDUC_BACK -0.0292 0.0518 -0.56 0.574
NEED_ACHV 0.9260 0.0361 25.66 0.000
_CONS 0.2428 0.1979 1.23 0.222
Obs. 145 Reject
F(2, 142) 329.42
Prob > F 0.0000
R-Squared (R?) 0.8227
Adj. R? 0.8202

Source: Fieldwork, 2021

As indicated in Table 9, the t-values obtained are -0.56 and 25.66 with corresponding p-values of 0.574
and 0.000 respectively. This result suggests that education background alone does not have significant
influence on strategic decision making of top managers. However, need for achievement was found
to exert significant influence on strategic decision making. Notwithstanding the above, with an adjusted
R2 of 0.8202, it is evident that a combination of the explanatory variable (educational background, as
moderated by need for achievement) explains about 82.02% of the variations in the levels of strategic
decision making of organizations. The values for standard errors are 0.0518 and 0.0361 for EDUC_BACK
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and NEED_ACHYV respectively. These low values further suggest that the model is precise. Furthermore,
the F-value for the overall model is 329.42 with a corresponding p-value of 0.0000. With this result, the null
hypothesis 2 of this study is thus rejected. This means that there is a significant relationship between top
manager’s educational background and strategic decision making tendencies in the presence of need
for achievement. This finding corroborates the position of earlier studies (Robert & Matthew, 2001;
Dickson et al, 2008; Mahmood, 2012b; Nooraie, 2014).

Test of Hypothesis 3 using Model 3
Table 10: Model Summary for Test of Hypothesis 3

STRATDM Coeff. Std.Err. T P> t| Decision
AGE_DISP 0.2791 0.0741 3.76 0.000
NEED_ACHV 0.6960 0.0610 9.96 0.000
_CONS 0.0308 0.1146 0.27 0.789
Obs. 145 Reject
F(2, 142) 368.40
Prob > F 0.0000
R-Squared (R?) 0.8384
Adj. R2 0.8361

Source: Fieldwork, 2021

In order to test Hypothesis 3 of this study, the data obtained for the various dimensions of age disposition
was regressed against those of strategic decision making. Need for achievement was also introduced as
a control variable in line with model 3. Table 10 presents the results for the test. From the results, the t-
values obtained for AGE_DISP and NEED_ACHYV are 3.76 and 9.96 with corresponding p-values of 0.000
respectively. This result suggests that age disposition and need for achievement have significant influence
on strategic decision making. With an adjusted R2 of 0.8361, it is evident that the explanatory variable
(age disposition, as moderated by need for achievement) explains about 83.61% of the variations
in the levels of strategic decision making of organizations. The standard error values are low indicating
reliable model. Furthermore, the F-value for the overall model is 368.40 with a corresponding p-value
of 0.0000. With this result, the null hypothesis 3 of this study is thus rejected. This means that there
is a significant relationship between top manager's age disposition and strategic decision making
tendencies. This finding is in line with the position of extant studies ( Nooraie, 2001; 2011; Michelon,
2020).

Test of Hypotheses 4 using Model 4
Table 11: Model Summary for Test of Hypothesis 4

STRATDM Coeff. Std.Err. T P>|t] Decision
COG_COMP 0.4302 0.0887 4.85 0.000
NEED_ACHV 0.5559 0.0831 6.69 0.000
_CONS 0.0159 0.1105 0.14 0.886
Obs. 145 Reject
F(2, 142) 394.66
Prob > F 0.0000
R-Squared (R?) 0.8475
Adj. R2 0.8454

Source: Fieldwork, 2021
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The result of the test of Hypothesis 4 is as presented in Table 11. The coefficient of the independent
variable (COG_COMP) is positive (0.4302) meaning that it influences decision making. The t-values
obtained for COG_COMP and NEED_ACHV are 4.85 and 6.69 with corresponding p-values of 0.000
respectively. This result suggests that on an individual note, cognitive complexity and need
for achievement have significant influence on strategic decision making. With an adjusted R2 of 0.8454,
it is evident that the explanatory variable (cognitive complexity, as moderated by need for achievement)
explains about 84.54% of the variations in the levels of strategic decision making of organizations.
Furthermore, the F-value for the overall model is 394.66 with a corresponding p-value of 0.0000. With this
result, null hypothesis 4 of this study is thus rejected. This means that there is a significant positive
relationship between top manager’s cognitive complexity and strategic decision making. This position
corroborates the findings of extant literature ( Kilduf, Angelmar & Mehra, 2000; lederan et al, 2009).

CONCLUSION AND PRACTICAL IMPLICATIONS

Strategic decision making remains one holistic factor that simultaneously affects the enterprise in which
they are taken and the society at large. Strategic decision making has therefore attracted several research
outcomes and one stream of such prior researches had focused on unveiling the determining factors that
explains variations in the level of strategic decision making within firms. No doubt, prior empirical evidence
in this area is either limited or showed contradictory results. This study therefore sets out to examine
measure of top management characteristics in order to establish the extent to which they exert influence
on strategic decision making within organizations. Research hypotheses were developed in line
with the study’s specific objectives and were tested by means of inferential statistics. Overall, this study
found that top management characteristics like risk propensity, age disposition, and cognitive complexity
exert significant influence on top managers’ strategic decision making.

Consequent on the findings, the following practical implications of the study can be highlighted. Top
managers must at all times be ready to embrace risk and efficiently manage same. To this end, risk factors
should at all times be monitored so that appropriate response can be made as and when due.
Management should also ensure that there are job incentives that will motivate, encourage and retain
older top management personnel while simultaneously discouraging job turnover.
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PROPOJENI VSM A VSM 4.0
CONNECTIONS VSM AND VSM 4.0

Iveta Slancova’
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Abstract: The current situation in the market caused by COVID-19 pandemic brings new challenges.
Lean management showed its deficiency in the form of low stock (JIT/JIS) already during the tsunami
in 2011 in Japan, when the leader in LEAN Toyota withdrew from zero stock in order to be able to respond
agilely to serious supply disruptions. The current unfavourable situation is a global problem that brings
new requirements to ensure the competitiveness of companies. A possible response to this situation is
provided in this article, which shows an example of the implementation of VSM (Value Stream Mapping)
in @ company operating in the automotive industry. VSM is based on the elimination of waste in the value
stream, mainly in the case of material flow, which raises question of whether it is currently beneficial
to eliminate stocks to a minimum. A new term VSM 4.0 has emerged, which is more suitable for current
situation. It brings the benefits of digitization and industry 4.0 and aims to eliminate waste in information
flows. The aim of this article is to elaborate a VSM map of the current and future state (VSD) and point
out other possible savings in an optimized process thanks to VSM 4.0 so that the company is able
to respond effectively to customer demands and maintain a competitive advantage despite the necessary
stock levels in the warehouses.

Keywords: Lean management, VSM, VSM 4.0, Production

JEL Classification: L15, L23

uvoD

Clanek je zaméfeny na VSM a VSM 4.0. VSM (Value Stream Mapping) je zakladni technikou Lean
managementu, na jejimz zékladé dochazi k mapovani hodnotoveho toku, k eliminaci plytvani, k rozsifeni
uzkého mista, k pochopeni procesu a pozadavkl zakaznika. VSM 4.0 je nova metoda, ktera vychazi
z VSM a obohacuie ji o prvky koncepce Pramyslu 4.0.

Nyni se potyka cely svét s dopady pandemie COVID-19, ktera vyvolala vibec poprvé v primyslu zavazné
naruseni, které neni pouze lokalni, ale globalni. Neni doposud jasné, jaké budou dopady dlouhodobého
a rozsahlého snizeni vykonu. VSM mapa postavena na LEAN managementu musi tak zménit svoje
postaveni na relativni stabilité a pfizpisobit se novym podminkam. To potvrzuje pfiklad z praxe, kdy
Toyota, zakladatel pfistupu Stihlé vyroby, musela reagovat na zmény v turbulentnim podnikatelském
prostfedi jiz v roce 2011, kdy bylo zasaZeno Japonsko tsunami a spoleénost pocitila duleZitost odolnosti
dodavatelskych fetézcl a nestabilitu Stihlosti. Mluvime v této souvislosti o agilité, o schopnosti rychle
zareagovat. Neni jiz vyzadovan JIT (Just-In-Time) nebo jeho upravend forma JIS (Just-In-Sequence)
v absolutnim znéni, ale dulezita je schopnost rychlé reakce na zmény v turbulentnim podnikatelském
prostredi a to sebou pfinasi mimo jiné i nutné zasoby specifickych dilt. Nabizi se moznost propojit VSM
mapy s prvky koncepce Primyslu 4.0 a tim dosahnout minimalizace odpadu s cilem maximalizace
hodnoty produktu pro zékaznika, snizeni naklad(, a to vS§e za vyuziti vyhod digitalizace a Primyslu 4.0.
Clanek ukazuje, Ze proces, ktery je optimalizovan pomoci VSM v sobé skryva dalsi moznosti optimalizace
prostfednictvim VSM 4.0. VSM 4.0 je postavena na VSM, protoze bez pochopeni procesu je nelze
efektivné optimalizovat.
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1. LITERATURA

V textu se pracuje s Lean managementem tak, aby bylo dosaZeno nizSich rezijnich nakladu, byly lépe
vyuzity vyrobni plochy a zdroje. Déle je text zaméfen na Kaizen, absolutni fizeni tokd (TFM - Total Fow
Management), mapovani toku hodnot (VSM) a tvorbu klasické VSM mapy. Pfi studii se vychazi
z pfedpokladu, Ze je mozné dosahnout zlepSeni, ktera jsou uvedena v teoretickych vychodiscich, tzn.,
Ze pokud ve spole¢nosti dochazi k situaci, kdy standardy vibec neexistuji, jsou naopak nadbyte¢né
anebo se jimi zaméstnanci nefidi, Ize zavedenim standardizace a za pomoci implementace 5S, odstranit
70 % problému, 20 % problémU Ize odstranit pokroCilymi metodami ,Lean® jako je napfiklad mapovani
a optimalizace procesu a zbylych 10 % problému se da vyfeSit na zakladé sofistikovanych metod,
napf.: Six sigma a statistické analyzy (Bauer et al., 2012). Pfi zlepSovani vykonnosti Ize pouZit rizné
pFistupy a koncepty, které doporuCuiji rizné metody a nastroje ke zlep3eni vykonnosti, miZou se v nich
véak shledat etné analogie (Rezag, 2009).

Metody VSM a VSM 4.0 jsou postaveny na mapovani hodnotového toku a obé metody sebou pfinasi
zejména vyhody v podobé eliminace plytvani a pochopeni pozadavku zékaznika. VSM mapa se zaméfuje
na hodnotovy tok produkénich nebo administrativnich procesu, prioritné cili na hodnotovy tok materialu.
| informacni tok, ktery je soucasti VSM se tyka dat spojenych s materialovym tokem. Oproti tomu VSM
4.0 ma prioritni informacni tok v ramci informacni logistiky. VSM 4.0 vychazi z VSM a Primyslu 4.0
(Kammouni, et al., 2020). VSM 4.0. navic pfinasi eliminaci nadbytecnych krokl v informacni logistice
v celém hodnotovém toku.

1.1 Definovani pfidané hodnoty

Prvnim krokem u obou metod je definovani pfidané hodnoty. VSM je postavena na plnéni poZadavku
zakaznika na zakladé pfidané hodnoty. Do informacniho systému spoleCnosti vstupuje poZadavek
zakaznika, ktery vSak mlze byt v pribéhu realizace zménén, a to na zakladé externich nebo internich
aspektd. Tyto zmény vyzaduiji agilni pfistup. S agilnim pfistupem pracuje VSM 4.0, poskytuje v bodé
definovani pfidané hodnoty data v reainém ¢ase o produktech. Zapojené ¢lanky dodavatelského fetézce
maji nepfetrZity pfehled o objednavkach. a muzou upravit svoji produkci ve skoro realném &ase
(Hartmann et al., 2018). Tento systém mé& v praxi nastaveny spole¢nost BMW, nazyva ho Connected
Supply Chain. Connected Supply Chain umoZiuje sledovani dodavek v realném &ase a automaticky
upozoriiuje na rizika. SpoleCnost BMW ma absolutni pfehled o dodavkach a muze efektivné reagovat
na nezadouci udalosti (Lenort et al., 2020).

1.2 VSMaVSM4.0

Druhym krokem je VSM soucasného stavu. Zakladem TFM (Total Flow Management) je vytvofeni
a udrzeni toku materialu, informaci a energie, kdy se jakékoliv zastaveni musi chapat jako plytvani (Bauer
etal., 2012). Tento tok je zaméfen na tok materialu pro uspokojeni poteb zakaznika, u VSM 4.0 je potfeba
se zaméfit na data a jejich tok, ne na materiél a jeho tok. Mapovani toku hodnot pomoci VSM mapy je
jeden z nej¢astéji pouzivanych nastroju Lean managementu (Svozilova, 2011). Zamérem mapovani je
sledovat cely pribéh materialu od zékaznika pres vyrobce k dodavateli za pomoci grafickych symbol(,
s cilem vytvofit uceleny obraz vyrobniho procesu (Jurova et al., 2016). Tvorba VSM map je jiz obecné
znama, proto bude dale vénovana pozornost tvorbé VSM 4.0.

Ve VSM 4.0. se mluvi o nastaveni informacni logistiky, kterd zahrnuje plédnovani, spravu, provedeni,
kontrolu a ukladani téchto informaci, dllezité jsou zejména informacni toky pro rozhodovani. Studie
(Meudt et al., 2017) popisuje 6 krokd k VSM 4.0, kroky jsou graficky znazornéné na obr.1:

1. krok: tvorba VSM pro zmapovani hodnotového toku, névrh zlep$eni tzv. Kaizen blitz a stanoveni
zakladnich dat pro VSM 4.0, které se umistuji do rozsifené procesni tabulky, napf: frekvence
dodani, frekvence zapisu, typ zapisu, aktualni hodnota, druh dat a kliovych ukazatel( vykonnosti
(KPI).
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Obr. 1 VSM 4.0: 6 kroku realizace
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krok: identifikace vS8ech médii a uzivatell pouzivanych pro zapis dat a KPI a jejich zapis
do pfehledné tabulky do VSM 4.0. Vytvofeni pomocnych vodorovnych linek.

krok: stanoveni, ktera data a KPI souvisi s kterymi medii, jejich vyobrazeni. Na zakladé tohoto
vyobrazeni za pomoci svislych €ar, které kfizuji vodorovné linky z kroku 2 je mozné vyplnit data
v procesni tabulce (1. krok).

krok: ur€eni, kdo uvedena data a KPI pouziva, k témto uzivatelim na vodorovné lince vede
¢arkovana svisla ¢ara.

krok: stanoveni moznosti zlepSeni. Studie (Meudt et al., 2017) uvadi 7 + 1 typu plytvani, které
vychazeji z plytvani v LEAN managementu. Studie rozdéluje plytvani do tfi skupin, které maji
celkem 8 druhl plytvani. Prvni skupina Generovani a prenos dat obsahuje 4 druhy plytvani:
vybér dat, kvalitu dat, sbér dat a pfenos dat. Druh& skupina Zpracovani a ukladani dat v sobé
zahrnuje: Pfenos, pohyb a vyhledavani a Zasoby a ¢ekani. Posledni skupinou je VyuZiti dat, které
pracuje s plytvanim, pokud nejsou data déle vyuzivana k: Datové analyze nebo pro Podporu
rozhodovani.

Dalsi ¢innosti v 5. kroku je vypocet tfi KPI (Hartmann et al., 2018): dostupnost dat (DA — Data availability),
vyuziti dat (DU — Data usage), mira digitalizace (DR - Digitalisation Rate).
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. Dostupnost dat (DA) pfedstavuje procentualni vyjadfeni poméru poctu druhd
zachycenych dat na zafizeni (napi: SW, ERP, CAD, Kanban karty, ...) v porovnani
se vSemi planovanymi daty v hodnotovém toku. Vysledek je procentualni vyjadreni.
DA se pocita pro kazdy proces.

. Vyuziti dat (DU) uvadi kolik dat se vyuziva pro vylepSeni / rozhodovani v procesu
nebo pro zakaznika v porovnani se vSemi daty v hodnotovém toku. DU se také pocita
pro vSechny procesy.

. Mira digitalizace (DR) porovnava celkovy pocet druhl digitalnich dat s poctem
celkovych dat v hodnotovém toku (digitalni data + papirovy zapis, zaméstnanci, ...),
nizké Cislo ukazuje na existenci plytvani v podobé transformace, zpracovani
a ukladani dat. DR se pocita za celou mapu VSM 4.0.

6. krok: zlepSeni stavajiciho stavu: eliminace Uzkého mista nebo dle nejmensi hodnoty KPI zahajit
digitalizaci vyroby.

1.3 VSM budouciho stavu (VSD - Value Stream Design)

VSD ukazuje, jak bude proces ve sledované Cinnosti probihat po pfijeti doporuceni, eliminaci uzkého
mista a zkraceni pribézné doby (lead time). VSD vychazi ze souCasného stavu, VSM 4.0 vychazi také
ze soucasného stavu, pro potfeby této studie bude VSM 4.0 vychazet iz z optimalizovaného sou¢asného
stavu, tedy z VSD, protoze bez pochopeni procest je nelze efektivné optimalizovat.

2. METODY

Cilem ¢lanku je vypracovani VSM soucasného stavu, stanoveni Uzkého mista a jeho eliminaci a navrzeni
budouciho stavu (VSD), VSD bude znovu optimalizovano diky VSM 4.0. Hlavnim ukazatelem je celkova
prubézna doba procesu.

Pro ziskani dostate¢ného mnozstvi dat popisujicich sou¢asny stav vyroby byla v textu vypracovana VSM
mapa soucasného stavu, ktera vychazi z vysledku polostrukturovaného rozhovoru, pozorovani, layout
montaze, Spagetového diagramu a procesniho diagramu znazornujici proces vyroby zkoumaného
produktu od pfijemky materialu az po expedici k zakaznikovi. Tento proces je sledovan z pohledu
materialového a informacniho toku. Zpracovani vychazi ze studie, ktera byla uskute¢néné ve spolecnosti
stfedni velikosti (do 249 zaméstnancl) pUsobici v oblasti automobilového primyslu, telekomunikaci
a vysokovykonného zpracovani dat. Zkoumanéa spolecnost pusobi na ¢eském trhu od roku 2009, kdy
vznikla jako dcefina spolenost Némecké firmy zabyvaijici se realizaci projektd automatizacni techniky
a vSeobecné vyroby stroji a nastroju. Studie je dale konfrontovana s literarni reSersi, kterd poukazuje
na nové trendy VSM a skladovych zésob.

VVSM bylo realizovano na zékladé stanoveni sou¢asného stavu, identifikaci Uzkého mista a névrhu
optimalizovaného budouciho stavu (VSD). Tento postup je shodny i pro VSM 4.0. VSM 4.0 navic pfinasi
vyhody digitalizace a Primyslu 4.0. Teorie (Hartmann et al., 2018) spojuje VSA 4.0 (sou¢asny stav) a VSD
4.0 (stav budouci) do VSM 4.0, ktera se zamé&fuje na plytvani v materidlovych a pfevazné informacnich
tocich. Pfi realizaci VSM 4.0. je vyZzadovana spoluprace vlastnika procesu, popis procesu, realizace VSM
mapy soucasného stavu, dopInéné o potfebna data VSM 4.0. VSM 4.0. je realizovana v 6 krocich, které
jsou popsany vySe. Je nutné opakované pozorovani procesu s hlub§im zaméfenim se na informacni toky.
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3. VYSLEDKY
Tato kapitola je rozdélena na vysledky dosazené metodou VSM, které byly v praxi verifikovany a na navrh
V/SM 4.0 na z&kladé vlastniho vyzkumu na bazi literarni reSerse.

31 VSM

ZlepSovani procesu bylo vyvolavano potfebou plnéni poZadavki zakaznika, v tomto konkrétnim pfipadé
se jedna o zvySeni poptavky od zakaznika o alespon 12,5 % rocné. Divodem zlepSeni vyrobniho procesu
produktu byla skutecnost, ze zkoumana spole¢nost nebyla schopna beze zmény ve vyrobnim procesu
dodavat pozadované mnoZzstvi produktl se stavajicim poétem montaznich pracovnika.

Pro grafické znazornéni souCasného stavu procesu vyroby zkoumaného produktu byla pouzita VSM
mapa soucasného stavu, ktera upozornuje na nedostatky v podobé plytvani a jejim cilem bylo navrhnout
budouci zlepSeny stav procesu.

Nejvétsi prostor ke zlepSeni pfi tvorbé VSM mapy sou¢asného stavu (obr. 2) byl zjistén v procesu
montaze, kde dochazi ke ztratam zplsobenym Cekanim na pretizené strojni zafizeni. Snahou bylo
sniZeni ekaci doby na minimum, nejlépe v3ak na nulu. V procesu montaze byly shledany oblasti ke
Zlep$eni, které jsou uvedeny na obr. 2, v zavedeni 5S v provozu, v realizaci kanbanu (systém skladovych
karet) v prostorach skladu pro zrychleni a zefektivnéni procesu montaze, v odstranéni plytvani, ve zvySeni
produktivity prace, v realizaci supermarketu (fizeny skladovy systém), v realizaci workshopu
a standardizaci vyroby.

Obr. 2 VSM mapa soucasného stavu

I3 Z3akaznik
Dodavatel Tydenni plan Tydenni pozadavek: 20 ks / 5 dni
/ '\‘\ Denni pozadavek: 4 ks
Pocet dni v mésici: 20 dni
Disponibilita / den: 480 min
Dodani: 1 x 14 dni Takt zékaznika: 120 min
Mnozstvi: Vyrabéné dilce pro 50 ks Takt montdZze: 120 min

Kontrola Montaz
CT 20 min /1 ks r== """} cT 120 min/1ks

50 ks C.f. (min/d) 480 m Sklad dila C.f. (min/den) 480 m sklad hot. vyrobkd

40ks /qoéet obsluhy 1 Bks
=

Pocet obsluhy 1

Vysoka
zésoba na

Supermarket

12,5 dne 1,66 dne 10 dni 24,16d

I 20 minut I I 120 min I 140 min

Zdroj: Vlastni zpracovani, 2020

Zpracovani VSM mapy souCasného stavu (viz obr. 2) identifikovalo plytvani a nestihlé projevy
ve vyrobnich procesech, jako uzké misto byl identifikovan proces montéze. Proces montaze mél tato
vychozi data: vyrobni takt (CT — Cycle Time) 120 min., ¢asovy fond Cinil 480 minut a k produkci
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zkoumaného produktu byla potfeba jedna obsluha. Pro moznost optimalizovat toto misto byla ziskana
primarni data o Uzkém misté montaze pomoci pfimého méfeni. Snimek pracovniho dne byl pouZit v téch
oblastech méfeni, kde se pracovni Cinnosti opakovaly, ale jejich sled byl rozdilny. Poslednim krokem
pfi provadéni pfimého méfeni bylo vyhodnoceni snimku pracovniho dne.

Pro VSM 4.0 bylo dilezité zajistit realna data o informacnich tocich v celém vyrobnim procesu
spolecnosti, potazmo v celém dodavatelském fetézci.

Na zakladé studie bylo prokazano, Ze Ize optimalizovat proces v nasledujicich oblastech: realizace 5S;
minimalizace transportu; reorganizace montaze; optimalizace zasob; zlepSeni vyuziti potencialu
pracovnika; minimalizace Cekani; zavedeni kanbanu a implementace TPM (Total Productive
Maintenance). Bylo odhadnuto, Ze zavedenim stanovenych navrh( ke zlepSeni, které jsou uvedeny
na obr. 2, bude dosazeno:

a) 4% Uspory mista, teéto uspory bude dosazeno diky realizaci 5S.

b) 43% uspory manipulacni vzdalenosti. Uspory manipulacni vzdalenosti bude dosazeno
po zavedeni doporuCeni: minimalizace transportu, reorganizace montdZze a minimalizace
cekani.

C) Zkraceni celkové prubézné doby z plvodnich 34 930 minut na 10 275 minut, tzn. dosazeni o 71

% efektivngjsi vyroby. Tato zména bude dosazena po zavedeni doporuéeni: realizace 5S,
minimalizace transportu, reorganizace montaze a minimalizace ¢ekani.

d) Razantni zmény vyrobniho taktu montaze, kdy se zkratil vyrobni takt o 38 %. Zkréaceni
vyrobniho taktu nastane po zavedeni doporuceni: realizace 5S, minimalizace transportu,
reorganizace montaze a minimalizace ¢ekani. Tady by byly Zadouci konkrétnéjsi informace.
Explicitné se jedna o zkraceni vyrobniho taktu ze 120 minut na 74 minut.

e) ZlepSeni stavu zasob 0 71 %.

f) O 33 % krat$i z&kaznicky takt, implicitné se dé Fict, Ze uspokojeni potfeb zakaznika v podobé
navySeni dodavek Cini 33 %. Této zmény bude dosazeno po zavedeni doporuceni: realizace
5S, minimalizace transportu, reorganizace montadZe a minimalizace ¢ekani. Schopnost pinit
potfeby zakaznika se navysi z 4ks/den na 6,45 ks/den.

Béhem studie realné doSlo k uspofe Casove, prostorové, ale i k Uspofe manipulaéni vzdalenosti
montazniho pracovnika pfi vykonu €innosti vedoucich ke smontovani sledovaného produktu. Navrzena
opatfeni ke zlepSeni nebudou mit nepfiznivy dopad na kvalitu produktd.

Vlysledkem vySe uvedenych doporuceni je VSD.

Casy pridavajici hodnotu (VA Time) jsou ty, které vyrobku pfidavaji hodnotu, zakaznik je za né ochoten
zaplatit (na obr. 3 jsou uvedeny na spodni lince (VA linka) dole, tj. 94,417 min.), naproti tomu Casy
nepfidavajici hodnotu (NVA Time) nepfidavaji hodnotu produktu a zakaznik za ni neni ochoten platit
(na obr. 3 jsou uvedeny na spodni lince (VA linka) nahofe, tj. 7,07 dne). Index pfidané hodnoty (VA index)
je potom ukazatel plytvani, jedna se o vystup, ktery se ziska z VSM mapy z VA linky (pomér ¢asu €innosti
pfidavajicich hodnotu a Casu €innosti nepfidavajicich hodnotu v %). Z VSD, obr. 3, vychazi, Ze by mélo
byt dosazeno zkraceni NVA Time o 71 % a zlepSeni VA indexu z 0,4 % na 0,9 %. Ze studie vychazi, ze
doslo ke zlepSeni VA Time — oCekavana byla 32% uspora ¢asu Cinnosti pfidavajicich hodnotu. Tyto
vysledky spolu se zkracenim celkové pribézné doby vyroby o 71 % s sebou pfinesly hlavni cil realizace
studie, a to snizeni Casu potfebného pro vyrobu zkoumaného produktu bez potfeby navyseni lidskych
zdroj.
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Obr. 3VSD
3 Zakaznik
Dodavatel Tydenni plan Tydenni pofadavek: 30 ks / 5 dni
Denni pofadavek: 6 ks
Pocet dniv mésici: 20 dni
Disponibilita / den: 480 min
Dodani: 1x 7 dni Takt zékaznika: 80 min
MnoEstvi: Vyrabéneé dilee pro 20 ks Takt montaze: 74,417 min

Kontrola Monta?z
€T 20 min / 1ks . - = €T 74,417 min / 1 ks

20ks C.f. {min/d) 480 m Sklad dilé C.f. (min/den) 488 m Sklad hot. vyrobk
8ks 18 ks

Podet obsluhy 1 Poéet obsluhy 1

5dni 0,83 dne 1,24 dne 7,07 dne

I 20 minut I I 74,417 minut | 94,417 min.

Zdroj: Vlastni zpracovani, 2020
Pfi porovnani plvodni VSM mapy a VSD je zfetelny pozitivni dopad studie a VSM.

3.2.VSM 4.0

VSM byla navrZena a realizovana v roce 2020, béhem pandemie COVID-19, kdy se ukazalo, Zze neni
Zadouci eliminovat skladové zasoby na minimum, protoZe svétova pandemie poukazala na dulezitost
odolnosti dodavatelského Fetézce. Navzdory tomu narGstd potfeba minimalizace nakladl
ve spoleénostech pro udrZeni si konkurenceschopnosti, jako nova pfilezitost se jevi VSM 4.0. VSM 4.0
se vedle materialového plytvani soustfedi na informaéni logistiku, ktera se zaklada na pfileZitostech
vyvolanych Primyslem 4.0 (zejména se jedné o digitalizaci). Ve VSM byla nejvétsi pozornost vénovana
procesu montaze, ktery byl vyhodnocen jako Uzké misto. Ve VSD byl proces montaze optimalizovan, nyni
bude optimalizovan z pohledu VSM 4.0.

Pfedpokladem studie je, Ze je mozné nalézt dalsi uspory diky VSM 4.0 jiz v optimalizovaném procesu
(VSD).

Pro tvorbu VSM 4.0 pro proces montaze bylo potieba stanovit sou¢asnou VSM mapu. VSM soucasného
stavu, ze kterého bude vychéazet VSM 4.0 bude rovna VSD, obr. 3, protoze mé byt poukazano na moznosti
zlepSeni jiz optimalizovaného procesu. VSM je potieba rozsifit o dopliikové procesni tabulky, stanovit
ulozisté a uzivatele dat a propojit tyto oblasti tak, aby bylo mozné vypocitat KPI: dostupnost dat, vyuziti
dat, mira digitalizace. VSM 4.0. mapa soucasného stavu je uvedena na nasledujicim obrazku. Hodnoty
uvedené ve VSM 4.0 vychazeji z VSM a ze snimku pracovniho dne vypracovaného béhem studie.
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Obr. 4 VSM 4.0 procesu montaze

Montdz
Pocet obsluhy: 1
Sklad dilt C.f.: 480 min Sklad hot.vyr.
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Zdroj: Vlastni zpracovani, 2021

Z obr. 4 vychazi, Ze podnik nepracuje s vyhodami Primyslu 4.0. Je zde velky potenciél v digitalizaci dat,
v Uspofe Casu plynouci z generovani pfenosu dat, ze zpracovani a ukladani dat a jejich vyuziti. Vyrobni
takt procesu montaze plynouciho z VSD je 74 minut, po snimku pracovniho dne vychazi, Ze informacni
tok v procesu montaze vyuziva 21 minut, tzn. 28 % z celkového Casu.

Soucasny stav kliGovych ukazatell vykonnosti (KPI) je uveden v nasleduijici tabulce, ktera vychazi z dat
ve VSM 4.0. V tab.1 jsou uvedena data, ktera vychazi z obr. 4. Datovych bodd u procesu montéaze je na
obrazku vyobrazeno 8 (Cislo aktivity: 5, 6, 7, 8, 12, 13, 14, 15). Vyuzivanych bodl je 7, protoze aktivita ¢.
7 nemé uzivatele. Z&kazniky pozadované aktivity jsou 8, 12, 13, 14. Planovanych datovych bodu je 11,
to jsou vSechny aktivity uvedené u procesu montaze. Digitalni data jsou uvedena v levém sloupci
v UloZisti: e-mail, vykresovy generator PDM a ERP systém. Celkové data jsou rozSifena o zapis na papir
a o uchovavani dat a informaci u zaméstnancu.
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Tab. 1: Klicové ukazatele (KPI) VSM 4.0 procesu montaze

3.11.1  Proces - sou¢asna hodnota
3.1.1.2 Data 3113  Pocetvobr. 4
Datové body 3114 8
Vlyuzivané datové body 3115 7
Vlyuzivané datové body pozadované zakaznikem 3116 4
Planované datové body 3417 N
Digitalni data 3118 3
Celkova data 3119 5
3.1.1.10 KPI
DA - Data availability 31111 73%
DUC - Data usage customer 3.1.1.12  36%
DU - Data usage 31.1.13 64%
DR - Digitalisation Rate 3.1.1.14 60%

Zdroj: Vlastni zpracovani, 2021

Ve studiich (Meudt et al., 2017) a (Hartmann et al., 2018) je ukazatel vyuziti dat (DU) hodnocen z pohledu
vyuziti jak v procesu, tak pro zakaznika. V praxi jsou to vSak dvé odliSné véci, jak i dokazuje tato studie.
To, co je potieba pro rozhodnuti managementu, nemusi byt souéasti poZzadavku zakaznika. Proto jsou
zde vypoCty doplnény o ukazatel vyuZiti dat z pohledu zakaznika (DUC - Data usage — customer), kdy
se hodnoti to, co zakaznik vyzaduje (zde se dostavame zpatky k teorii VSM, kdy se &innosti rozdéluji
na ¢innosti pfidavajici a nepfidavajici hodnotu). V uvedeném pfikladu se jedna o markantni rozdil 28 %.
Konkrétné zakaznik neni ochoten platit za administrativu spojenou s privodkami (pfijeti objednavky,
zpracovani objednavky, transport objednavky). Niz$i a stfedni management spoleénosti je na zakladé
privodek schopen realizovat rozhodnuti, avSak s velkym plytvanim z absence digitalizace (plytvani
ve v8ech druzich plytvani, zejména plynouci z 1. a 2. skupiny).

Ukazatel dostupnosti dat (DA) vychazi uspokojive, sledovany podnik sbiré potfebna data, problém je vSak
v ukazateli miry digitalizace (DR), ktery uvadi, ze pouze 60 % dat je v digitalizované podobé.

V pfipadé digitalizace procesu v souladu s koncepci Primyslu 4.0, ktera je ve spole¢nosti planovana
za pomoci informacniho systému, ktery ma modul detailniho planovani na zakladé Casového fondu
pracovnika a jeho vytizenosti, tento informaéni systém bude schopen komunikace s koneCnym
zakaznikem pro prehled stavu objednavky v realném ¢ase a bude slouzit pro rozhodovani na zékladé dat
v redlném Case. Digitalizaci dojde k vyznamné Casové Uspofe v procesu montaze, bude upusténo
od vypliovani pravodek (NVA Time), tj. 5 min. z vyrobniho taktu, ke zkraceni Casu potfebného pro ziskani
vykresové dokumentace z 6 min. na 2 min. a diky modulu detailniho planovani a automatického zapisu
bude k dispozici ukazatel vyrobniho taktu, ukazatel vykonnosti vyuZiti stroje (OEE — Overall Equipment
Effectivenes) a ziskovost zakazek v realném &ase (obr. 4). Cas potfebny pro data, které vyuziva manazer
kvality (samokontrola, samokontrola rozmérG regulovanych pomoci SPC, evidence interni nekvality) bude
shizen z 6 min. na 3 min, viz obr. 4 aktualni hodnoty Cinnosti. Planuje se zkraceni vyrobniho taktu montaze
0 16 % z 74 min. na 62 min, ¢imz je potvrzen pfedpoklad studie, ze Ize najit uspory pomoci VSM 4.0 v jiz
optimalizovaném procesu pomoci VSM.
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ZAVER
V tomto ¢lanku je ukazano, jak je mozné eliminovat plytvani, snizit pribéznou dobu (lead time) a zlepsit
flexibilitu prostfednictvim VSM a VSM 4.0 u konkrétniho procesu (procesu montaze).
Cilem ¢lanku bylo vypracovani VSM, kdy byla stanovena pfidana hodnota a byla vypracovana VSM mapa
soucasného stavu. Nasledné byl navrzen budouci stav (VSD) diky eliminaci uzkého mista montaze.
U procesu montaze bylo dosazeno 38% Uspory vyrobniho taktu, to vedlo ke zkraceni pribézné doby
vyroby o 71 %. V praci bylo upozornéno na nevhodné Uspory plynouci z minimalizace skladovych zasob
vzhledem k odolnosti dodavatelskych Fetézctl, ktera byla narusena pandemii COVID-19. Re$enim, jak
uspofit i pfi zachovani stavu zasob, se jevi doplnéni VSM o VSM 4.0, tak aby byla spole¢nost schopna
efektivné reagovat na pozadavky zakaznika a udrzet konkurencni vyhodu navzdory potiebné zasobé
na skladech. Otvira se tim nova moznost uspory. Pro VSM 4.0 byl zvolen proces montaze vychazejici
z VSD, obr. 3, kde byl tento proces optimalizovan a validovan v praxi. Navzdory jiz optimalizovaného
procesu montaze pfinasi VSM 4.0 moznost minimalizovat procesni ¢as, diky uspofe ¢asu plynouci
zZ generovani pfenosu dat, ze zpracovani a ukladani dat a jejich vyuziti, pfi zachovani skladovych zasob.
VSM 4.0 tak ukazuje na praktické vyuziti a moznost propojeni VSM s VSM 4.0. Explicitné vyjadfeno:
proces montaze pred optimalizaci na zakladé VSM mél vyrobni takt 120 minut, po realizaci VSM bylo
dosazeno vyrobniho taktu 74 minut (vysledek validovan v praxi) a po realizaci VSM 4.0 by mélo byt mozné
dosahnout 62 minut vyrobniho taktu.
Déle bylo ve studii poukazano na moznost rozsifeni zakladnich KPI ukazateli VSM 4.0 o DUC (Data
usage — customer).
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Vice pfikladu / More examples, Available at:
http://sites.umuc.edul/library/libhow/apa_examples.cfm
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