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Spotrebitel'ské vnimanie dizajnérskych taburetiek?

Petra Garasova?

Consumer perception of designer stools

Abstract

Individual taste of consumer is one of the most important factors in furniture selection.
The aim of this paper was to identify consumer perception of designer stool. The re-
quired primary data was obtained from our consumer survey with using standardized
qguestionnaire. The obtained data was evaluated by simple analyses, and a semantic
differential was used to better understanding consumer perception of designer stool.
Based on the design would buy the most respondents 42 (67.7 %) a stool 3. Based on
usage, most respondents 29 (46.8 %) would buy a stool 2. Respondents change their
preferences depending on the product use. Individual design solutions are not designed
for all, but they are designed for a certain segment of customers.

Key words

Consumer perception, design, stool

JEL Classification: M3, L68
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Uvod

Velka vyzva, ktorej dnes ekonomiky Celia je integrovat’ environmentalnu udrzatel'-
nost’ s ekonomickym blahobytom oddelenim od zhorSovania Zivotného prostredia od
hospodarskeho rastu (Knoskova, 2014). Vyrobné firmy zacali kvoli zvySujicim sa poZzia-
davkam na nabytok zddrazhovat' svoje Usilie pri inovacii a vyvoji ndbytku (Nirmal et al.,
2018).

Hlavnou charakteristikou tovaru v nabytkarskom priemysle je vysoka zavislost' na
estetickych preferenciach spotrebitel'ov. Okrem ceny su vzhlad, dizajn a kvalita hlavnymi
konkurencnymi poziadavkami na vyrobcov (Troian, 2011). Pre dizajnérov je vyzvou zis-
kat’ informacie o vnimani ich navrhov od zakaznikov a transformovat’ pouZit' na vytvore-
nie vyvoj novych produktov (Chun-Te et al., 2013).

Individualny vkus spotrebitelov je jednym z najdéleZitejSich faktorov pri vybere
nabytku. Nabytok vSak musi spifiat’ niekol’ko kritérii, aby mal spotrebitel’ o neho zaujem,
t. j. musi byt’: pohodIny a vhodny na svoj Ucel, mat’ mozné viactcelové pouzitie, 'ahko
udrZiavatel'ny, cenovo dostupny. Hodnota produktu nabytku odraza faktory, ako st funk-
¢ny, odolny esteticky, pouzitelny a ekonomicky (Oztop — Erkal, 2008). Cena sa vnima

! Prispevok vznikol v rdmci grantového projektu VEGA 1/0543/18 ,Vyznam dizajnu produktov pri spotrebitel-
skom rozhodovani a perspektivy zvySovania vplyvu dizajnu na tvorbu konkurenéného postavenia firiem po-
sobiacich v Slovenskej republike".

2 Ing. Petra Garasova, Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra tovaroznalectva a kva-
lity tovaru, Dolnozemska cesta 1, 852 35 Bratislava, e-mail: petra.garasova@euba.sk
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skor ako vysledok vnimanej kvality produktu nez ako sucast’ prvku kvality produktu
(Toivonen, 2011).

Dizajn nabytku spaja technické informacie s predchadzajlcimi skisenost'ami, po-
zorovanim a intuitivnym Usudkom dizajnéra. Pri navrhovani nabytku existuje vela ciest.
Proces navrhu ovplyviiuje konecny produkt (Hasan, 2015). Koncepty dizajnu nabytku
vedl k vyrobe uzitocnych predmetov, ktorych vysledkom st hmatové skdsenosti pro-
strednictvom priameho zapojenia l'udi (Postell, 2012).

Nabytok je navrhnuty a vyrobeny tak, aby pomahal roznym spésobom, napriklad
ako l'udia sedia a odpocivaju, pracuju a hraju sa, organizuju alebo zobrazuju predmety
a rozdel'uju priestor. Tento pohl'ad naznacuje Siroky Uzitkovy ramec, v ktorom je funkcia
vnimana ako primarny zamyslany Gcel nabytku (Postell, 2012).

Navrhovanie nabytku sa spolieha na intuiciu, Gsudok, dizajnové zruc¢nosti, technické
zasady a vedomosti v Sirokej skale odborov, ktoré st ndapomocné pri rieSeni problémov.

potesenie tym, ktori ho pouzivaji (Hasan, 2015).

Vsetok nabytok a stolicky maju jedinecny status. Nie len preto, Ze ich l'udia pouzi-
vaju kazdy den, dizajnéri zvyCajne vytvaraju stolicky z roznych hl'adisk, ako su tvar,
material, funkcia a stupen pohodlia. Stolicky nie su len pre fyziologické potreby spotre-
bitel'ov, ale dizajnéri tymto sposobom vyjadruji svoju filozofiu dizajnu a estetiku. Sto-
licky m6zu mat’ skutocne hlboky vyznam. Z dnesného socidlneho hl'adiska su stolicky
symbolmi identity, postavenia, osobného stylu a vkusu (Fiell & Fiell, 2005).

1 Sucasny stav rieSenej problematiky

Spotrebitelia st ovplyvneni réznymi faktormi, ktoré pri rozhodovani o kiipe nabytku
vplyvaji réznym stuperiom sily. Mnohé z tychto faktorov st vzajomne zavislé a vzajomne
sa ovplyviuju. Rozdiely v spravani spotrebitel'ov na trhu s tovarom dlhodobej spotreby
su vysledkom vonkajsich aj vnutornych faktorov (Zwierzynski, 2017).

KlI'G€om k Uspesnému marketingu produktov na spotrebitel'skom trhu je presné za-
cielenie skupiny. Okrem uspokojovania fyzickych a funkénych poZziadaviek ciel'ovej sku-
piny je jednym z dolezitych faktorov ovplyviiujlcich rozhodnutie spotrebitel'ov o kipe
atraktivita produktu. Od dizajnérov sa preto pozaduje, aby zvysili pritazlivost’ produktu
pre cielovl skupinu, aby mohol byt’ produkt Gspesny. To znamena, Ze dizajnér by mal
pocas procesu navrhovania ovladat’ preferencie a mentalne vnimanie cielovej skupiny,
aby styl produktu mohol predstavovat’ vlastnosti a emadcie, ktoré ciel'ova skupina oca-
kdva (Ya-Chuan, 2018).

V pripade nabytku je pravdepodobné, Ze k rozpoznaniu problému do6jde, ked’ spo-
trebitel’ zazZije vyznamn( zmenu, napriklad svadba, kdpa prvého domu/bytu, narodenie
dietata alebo zmena stavu v dosledku odchodu do dochodku, alebo deti opustajlce
dom. Preto nie je prekvapujlce, Ze nakup nabytku je rozhodnutim s vysokou Ucast'ou
a zapojenim celej rodiny. 75% respondentov uviedlo, Ze pri zacati procesu nakupu na-
bytku zvazuju potreby celej svojej rodiny. Zeny maju vacsi zaujem o bytovy nabytok,
68% v porovnani s 32% muzov (Ponder, 2013).
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Ponder (2013) uvadza, Ze spotrebitelia povazuji rozhodnutie o vybere nabytku za
doblezité, pretoze nabytok moze slizit’ ako vyjadrenie viastnej identity a osobnosti. 72,7
% respondentov suhlasilo s tym, Ze ,dizajn mdjho nabytku odraza moju osobnost™, 67
% respondentov suhlasilo s vyhlasenim: ,Vela sa da povedat’ o osobe z nabytku, ktory
vlastni®, a 60,7 % respondentov suhlasilo, Ze ide o vyjadrenie ich osobnosti s nabytkom,
ktory si zakupili. Pokial’ ide o nabytok ako vyraz osobnosti ¢loveka, medzi generaénymi
skupinami neboli Ziadne rozdiely, nie je vSak prekvapujlce, Ze Zzeny suhlasili s tymto
tvrdenim Castejsie ako muzi.

2 Metodika prace

Ciel'om prispevku bolo identifikovat’ spotrebitel'ské vnimanie dizajnovych produktov
— taburetiek. Dévod vyberu dizajnérskych navrhov bol, Ze to st nové produkty, ktoré
spotrebitelia eSte nepoznaju. Primarne data boli ziskane zo spotrebitel'ského prieskumu
prostrednictvom Standardizovaného dotaznika.

Prieskum bol realizovany na Noci Vyskumnikov, ktora sa konala v septembri 2019.
Prieskumu sa zucastnilo celkovo 62 respondentov. Respondenti vypliali dotaznik pri
osobnych rozhovoroch. Ziskané data boli vyhodnocované jednoduchou analyzou a sé-
mantickym diferencialom.

Dizajnérske taburetky pouZité na primarny prieskum boli od Studentov Dizajnu, Fa-
kulty architektlry zo Slovenskej technickej univerzity. Prvy navrh taburetky je znazor-
neny na obrazku 1., taburetka je v r6znych farebnych variaciach a je navrhnuta na po-
uZitie v interiéri aj v exteriéri. Pri kombinovani viacerych kusov mozu byt’ pouzité aj ako
policky.

Obr. 1 Navrh taburetky 1

Zdroj: dizajnér 1

Druhy navrh taburetky je setom 8 taburetiek a stola (obr. 2), hlavnym ciel'om tohto
vyrobku je naudit’ deti rozoznavat’ farby hravym spésobom. Edukacna pomdcka je ur-
¢ena do skoélok pre predskolakov. Inspiraciou pre dizajnéra bol kruh farieb v NCS sys-
téme (Natural Color System - je logicky vytvoreny systém usporiadania farieb, ktory
odraza prirodzené vnimanie farebného spektra Clovekom. Vdaka systému NCS sa
farby daju vizualne popisat’ a zaradit’). Stol pozostava z dvoch Casti pritom spodna Cast’
je ukladacim priestorom. Druha Cast’ je pohybliva.
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Obr. 2 Navrh taburetky 2

Zdroj: dizajnér 2

Navrh tretej taburetky je na obrazku 3. Ciefom pri navrhu perforovanej taburetky
bolo vytvorit’ pohodIné sedenie v co-workingovych priestoroch. Co-workingové priestory
sU navstevované prevazne mladymi podnikatel'mi a freelancermi, ktori na svoju pracu

.....

Zdroj: dizajnér 3

3 Vysledky a diskusia

Na prieskume participovalo celkovo 62 respondentov (tabulka 1). Z celkového
poctu respondentov bolo 34 (54,8 %) zien a 38 (45,2 %) muzov. Najviac respondentov
16 (25,8 %), bolo vo veku 14 a menej rokov, ktor( nasledovala vekova skupine 15 — 20
rokov s 11 (17,7 %) respondentmi. Dalej vekova skupina 21 — 30 rokov s 10 (16,1 %)
respondentmi. Najviac respondentov bolo zamestnanych, 22 (35,5 %) respondentov,
dalej bolo Studentov 18 (29 %) z celkového poctu respondentov.
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Tab. 1 Struktura respondentov na zaklade demografickych kritérii

Pohlavie Vek Status
Zeny 14 a menej Ziak
34 (54,8 %) 16 (25,8 %) 14 (22,6 %)
Muzi 15-20 Student
28 (45,2 %) 11 (17,7 %) 18 (29 %)
21-30 Zamestnanec
10 (16,1 %) 22 (35,5 %)
31-40 Materska/rodicovska dovolenka
9 (14,5 %) 1(1,6 %)
41 -50 Podnikatel’/Zivnostnik
8 (12,9 %) 3 (4,8 %)
51-60 Nezamestnani
4 (6,5 %) 1(1,6 %)
61 a viac Na dochodku
4 (6,5 %) 3 (4,8 %)
Celkovy pocet respondentov: 62

Zdroj: vlastné spracovanie

Prieskumom sme chceli zistit', ktora taburetka sa respondentom najviac paci (graf
1). Pre 37 (59,7 %) respondentov to bola taburetka 3, pre 19 (30,6 %) respondentov
bola najkrajSia taburetka 2, a pre 6 (9,7 %) respondentov to bola taburetka 1.

Dizajn taburetky 3 sa pacil 50 % Zien a az 71,4 % muzom. Zatial', ¢o taburetka 2
sa pacila 41,1 % zien a len 17,8 % muzov. M6zeme teda konstatovat/, Ze muzov najviac
oslovil dizajn taburetky 3.

Taburetka 3 a taburetka 2 oslovili dizajnom respondentov v kazdej vekovej kate-
gérii, zatial' o taburetka 2 oslovila len vekové kategdrie 14 a menej, 15 — 20, 41 — 50,
61 a viac. Taburetka 2 a taburetka 3 sa najviac pacili vekovej kategorii 14 rokov a mene;j.
Taburetku 2 v tejto vekovej kategodrii preferovalo 9,6 % z celkového poctu responden-
tov, taburetku 3 preferovalo 14,5 % z celkového poctu respondentov. Taburetka 3 nie
je ale preferovana vyhradne vekovou kategdriou 14 rokov a menej. Preferuje ju zhodne
13 % respondentov vo vekovych kategdriach 15 — 20 rokov a 31 — 40rokov, a 9,6 %
respondentov vo vekovej kategorii 21 — 30 rokov. Na zaklade uvedeného mbzeme kon-
Statovat’, Ze dizajn taburetky 2 oslovil respondentov v réznych vekovych kategériach.

Respondentom, ktorym sa najviac pacila taburetka 1 si mysleli, Ze tato taburetka
je prakticka, ma Ulozny priestor, je mozné ju poskladat/, o Setri priestor. Ale na druhej
strane sa respondentom nepacila farba, material, dizajn a tvar taburetky. Respondenti
si mysleli, Ze taburetka je nestabilna.

O taburetke 2 sa respondenti vyjadrili, Ze ma pekné farby, je variabilna a prakticka
a ma dobry Ulozny priestor. Respondenti nasli vSak aj negativa ako to, Ze je prilis velka,
ma vela Casti. Pre niektorych respondentov bolo negativum aj to, Ze ma vela farieb.

Respondentom sa na taburetke 3 pacil dizajn, Struktura, originalita a jednoduchost.
Respondenti ocenili moznost’ uskladnenia taburetiek. Pre niektorych respondentov nebol
tento dizajn inovativny a hovorili, Ze mu chyba Ulozny priestor.
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Preferencie spotrebitel'ov pri vybere taburetky na zaklade dizajnu st takmer rov-
naké ako pri predchadzajlcej otazke (graf 1). Na zaklade dizajnu by si najviac respon-
dentov, 42 (67,7 %), zakdpilo taburetku 3. 15 (24,2 %) respondentov by si zakupilo
taburetku 2 a 5 (8,1 %) respondentov by si zakupilo taburetku 1.

Respondenti zmenili svoje preferencie pri otazke, ktoru taburetku by si zakupili na
zaklade jej vyuzitia (graf 1) . Najviac respondentov 29 (46,8 %) by si zakupilo taburetku
2. Na druhom mieste by si zakupili taburetku 1, 14 (22,6 %) respondentov. Taburetku
3 na zaklade vyuZitia by si zakupilo 14 (22,6 %) respondentov. Preferencie sa tu menili
bez ohl'adu na pohlavie, vek ¢i zamestnanie.

Preferencie spotrebitel'ov tykajlce sa vyuzitia taburetky boli rozdielne medzi pohla-
viami. Z celkového poctu muzov by sa 39 % rozhodlo pre taburetku 1, zatial’ ¢o z celko-
vého poctu zien by sa 32 % rozhodlo pre taburetku 2.

Graf 1 Preferencie vo vybere taburetiek

Dizajn, ktorej taburetky sa Vam paci
najviac?

Ktor( taburetku by ste si zakupili na
zaklade dizajnu?

Ktoru taburetku by ste si zakupili na
zaklade jej vyuzitia?

I

0% 50% 100%
® taburetka 1 H taburetka 2 W taburetka 3

Zdroj: vlastné spracovanie

Pre respondentov su najpraktickejSia taburetka 3 a menej prakticka taburetka 1
(graf 2). Respondenti povazuju taburetku 3 a taburetku 2 za originalne produkty. Pre
respondentov je taburetka 3 nadCasova a originalna, ale je jednoucelova. Taburetka 1
je pre respondentov sezonna a nie je zrozumitel'ne rieSend. Taburetka 2 je pre respon-
dentov viacucelova.
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Graf 2 Spotrebitel'ské vnimanie dizajnovych taburetiek

Prakticka
Origindlna
Viacucelova

Nadcasova

/

Ny

Neprakticka
Neoriginalna
Jednolcelova

Sezonna

Nezrozumitel'ne

Zrozumitel'ne
rieSena

1 2 3 4
—@—Taburetka 1 —&— Taburetka 2

Taburetka 3

rieSena

Zdroj: vlastné spracovanie

V tabulke 2 su vypisané priemerné hodnoty a Standardné odchylky jednotlivych
charakteristik taburetiek. Najvacsie rozdiely od priemernej hodnoty boli pri vnimani ta-
buretky 1. Odpovede respondentov sa najviac rozliSovali pri pojmoch viactcelovy — jed-
noucelovy (1,39), sezdnny — nadcasovy (1,35) a prakticky — neprakticky (1,30). Pri hod-
noteni taburetky 2 sa respondenti od priemernej hodnoty najviac odchylovali pri po-
jmoch praktickd — neprakticka (1,27) a zrozumitel'ne rieSena — nezrozumitelne rieSena
(1,25). Respondenti pri hodnoteni taburetky 3 sa najviac odchyl'ovali od priemeru pri

pojmoch viactcelova — jednoucelova (1,45).

Tab. 2 Hodnotenie jednotlivych taburetiek respondentmi

Taburetka 1 Taburetka 2 Taburetka 3
Priemerna | Standardna | Priemernd | Standardna | Priemerna | Standardna
hodnota | odchylka hodnota | odchylka hodnota | odchylka
Prakticka — 2,61 1,30 2,05 1,27 1,74 0,89
Neprakticka
Originalna — 2,31 1,26 1,77 0,93 1,65 0,85
Neoriginalna
Viactcelova —
Jednotcelova 2,35 1,39 1,82 1,09 2,79 1,45
Nadcasova — 3,06 1,35 2,26 1,04 1,73 0,04
Sezdnna
Zrozumitelne
riesena-— 2,66 1,14 2,03 1,25 1,47 0,76
Nezrozumitel'ne
rieSena

Zdroj: vlastné spracovanie

10




Studia commercialia Bratislavensia Cislo/No.: 43 (1/2020); Rot./Vol.: 13

Respondenti by boli ochotni si zak(pit' taburetky za rozlicné ceny. Cena za tabu-
retku 1 sa pohybovala od 15 do 100 eur, a priemerna cena, ktord navrhli respondenti
bola 38,4 eur. Cena za taburetku 2 bola na Urovni od 20 do 500 eur a priemerna cena
bola 105,3 eur. Cena za taburetku 3 bola od 12 do 80 eur s priemernou cenou 37 eur.

Chun-Te (2013) vo svojej praci uvadza, Ze spotrebitelia stredného veku uprednos-
tnuja klasické stolicky so sedadlom so Specialnym tvarom, pravouhlym operadlom, no-
hou s krizovym tvarom, bez nosidiel, plastovou texttrou a jedinou farbou. Z nasho prie-
skumu vyplyva, Ze dizajn taburetky 2 oslovil vekovu kategoérie 41 — 50 a dizajn taburetky
3 oslovil vekovu kategoriu 31 — 40 rokov. Dizajn tychto taburetiek nie je klasicky a nema
len jednu farbu. Na zaklade toho m6zeme konstatovat, ze vyber respondentov je od-
lisny, a vhodné dizajnové rieSenie moze zaujat’ aj vekovl kategoriu, ktora by si inak
zvolila klasicky, jednoduchy dizajn.

Ponder (2013) tvrdi, Zze az 95,1 % respondentov o¢akava, ze ich nabytok vydrzi
mnoho rokov. Na zaklade tohto tvrdenia vychadza najlepsie taburetka 3, ktord respon-
denti vnimaju ako nadcasovu.

Zaver

Ciel'om prispevku tu bolo identifikovat’ spotrebitel'ské vnimanie dizajnérskych pro-
duktov — taburetiek. Pri primarnom prieskume boli pouZité taburetky navrhnuté Studen-
tami z Fakulty architektury, STU v Bratislave.

Na zaklade prieskumu sme zistili, Ze respondenti by si na zaklade dizajnu vybrali
taburetku 3, (59,7 %) respondentov a nasledne taburetku 2, (30,6 %) respondentov.
Takéto poradie bolo rovnaké aj pri otazke, ktoru taburetku povazuju respondenti za
najkrajsiu. Preferencie respondentov sa zmenili, ked’ sa mali rozhodnudt’ na zaklade ich
vyuZzitia. Najviac respondentov, (46,8 %), by si zakupilo taburetku 2.

Dizajn jednotlivych taburetiek bol v prieskume vnimany rozdielne medzi muZmi
a Zzenami. MuZov najviac oslovil dizajn taburetky 3, zatial' o Zeny najviac oslovil dizajn
taburetky 2. Rozdielne preferencie dizajnu taburetiek boli zaznamenané aj v rdmci ve-
kovych kategorii. V ramci hodnotenia boli respondentmi najdené na jednotlivych tabu-
retkach pozitiva ale aj negativa. Na zaklade zistenych rozdielov vnimania mézeme kon-
Statovat/, Ze jednotlivé dizajnérske rieSenia nie si urcené pre vSetkych, ale su urcené
pre vybrané ciel'ové segmenty.

Cena, ktor by respondenti boli ochotni zaplatit’ za vybranu taburetku sa pohybo-
vala na r0znej urovni. Cena za taburetku 1 sa pohybovala od 15 do 100 eur, priemerna
cena bola 38,4 eur. Cena za taburetku 2 bola na Urovni od 20 do 500 eur, priemerna
cena bola 105,3 eur. Cena za taburetku taburetka 3 bola od 12 do 80 eur s priemernou
cenou 37 eur. Na zaklade tohto m6Zeme povedat’, Ze respondenti nevedeli odhadnut’
cenu a za origindlne dizajnérske rieSenia boli ochotni dat’ nizku sumu pefazi.

Vysledky z prieskumu ukazuju, Ze je dolezita spolupraca dizajnérov a marketin-
govych pracovnikov. Marketingové aktivity by mohli pomoct’ dizajnérom spravne umies-
tnit' produkt na trhu a najst’ vhodn( cielova skupinu, pre ktort je produkt vhodny.
Spravne zvolené marketingové aktivity mézu viest’ k lepsiemu uplatneniu produktu na
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trhu ¢i zvySeniu predaja. VSetky tieto aktivity prispievaju k budovaniu znacky a uplatne-
niu samotného dizajnéra na trhu.
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Environmental management systems as a significant
social contribution

Abstract

The paper deals with the identification of the reasons for implementation of environ-
mental management systems, which are a decisive factor for organizations. It was as-
certained whether organizations, that have an environmental management systems in
place, have implemented other management systems as well, The way of implementa-
tion of environmental management systems, their importance for organizations and so-
cial contribution of their implementation was examined. To achieve this, the research
was based on analysis of the current state of theoretical and practical knowledge of
environmental management systems. The primary survey was carried out in the form of
a questionnaire, which provided information on the implementation of environmental
management systems as a significant social contribution to environmental policy. An
effective and efficient environmental management system leads to long-term economic
prosperity, increased performance and strengthened the market position of a business
entity in a competitive environment.
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Uvod

Spolocensky zodpovedné podnikanie vychadza z dobrovolného presvedcenia pod-
nikatel'ov spravat’ sa zodpovedne voci svojmu okoliu a zaClerfiovat’ do svojho podnikania
ekonomické, socialne a ekologické aspekty. Prinosom spolocenskej zodpovednosti je
zvySenie produktivity, konkuren¢nej vyhody a ochrany Zivotného prostredia. Takmer
vSetky produkty a sluzby su vo vzajomnej interakcii, posobnosti s prirodou a Zivotnym
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prostredim. Uvedené skutocnosti a prisnejSia environmentalna legislativa motivuji nie-
len podnikatel'ské, ale aj iné subjekty k uvedomelejsim aktivitdm, ktoré prispievaju k
ochrane zivotného prostredia. Realizaciou uvedomelejsich aktivit na podporu ochrany
Zivotného prostredia sa uplatiuje stratégia prevencie, pricom jednou z moznych je im-
plementacia systémov manazérstva environmnetu, ktoré poskytuji vyhody nielen z en-
vironmentalneho, ale aj zo spoloc¢enského hl'adiska.

Vyznam manazérstva environmentu spociva v tom, ze umoznuje riadit’ environ-
mentalne problémy v organizacii planovanym a systematickym spdsobom a pomocou
neho identifikovat’ cesty k neustalemu zlepSovaniu environmentalneho spravania. Sys-
tém je vhodny pre vsetky typy organizacii bez rozdielu ich vel'kosti a aktivit, ktoré v nich
prebiehajl. Je tiez jedno Ci patria do verejného alebo sikromného sektora, musia sa
zaoberat’ problematikou, ako dosiahnut’ a preukazat’ vhodné environmentalne spravanie
riadenim vplyvov svojich ¢innosti, produktov a sluzieb na Zivotné prostredie. Robia tak v
suvislosti so sprisnujucou sa legislativou, s rozvojom hospodarskych politik a s d'alSimi
opatreniami podporujlcimi ochranu Zivotného prostredia a so vSeobecne narastajliicim
zaujmom zainteresovanych stran o environmentalne problémy a udrzatelny rozvoj (Pe-
chancova et al., 2019). Ciel'om eurdpskej environmentalnej politiky su:

zachovanie, ochrana a zlepSovanie kvality Zivotného prostredia,

racionalne vyuzitie prirodnych zdrojov,

ochrana l'udského zdravia,

podpora opatreni na medzinarodnej Urovni, ktoré st urcené na rieSenie regio-
nalnych alebo globalnych problémov (predovsetkym boj proti klimatickym
zmenam).

Jednym z ciel'ov environmentalnej politiky je aj to, Zze v roku 2050 by sme mali zit’
v sllade s ekologickymi limitmi nasSej planéty.(European Commission, 2018) Zdravé Zzi-
votné prostredie a prosperita by mali vychadzat’ z cirkularnej ekonomiky a prirodné
zdroje by sa mali vyuzivat trvalo udrzatelnym spésobom (D’Souza et al., 2018). Ciel'om
su:
e zvySovanie efektivnosti vyuZivania zdrojov, podpora konkurencieschopného,
zeleného nizko-uhlikového hospodarstva,
e zlepSovanie a ochrana prirodného kapitalu Eurdpskej Unie,
e ochrana zdravia obCanov Eurdpskej Unie pred rizikami a nepriaznivymi vplyvmi,
ktoré suvisia s kvalitou Zivotného prostredia,
e zabezpecenie vyuzivania najmodernejsich poznatkov vedy pri tvorbe environ-
mentalnej politiky,
e zabezpecenie lepSieho vykonu pravnych predpisov Eurdpskej Unie tykajucich
sa ochrany Zivotného prostredia a klimy,
e zlepSovanie trvalej udrzatelnosti miest v Eurdpskej unii,
e prepojenia environmentalnej legislativy s d'alSou nadvéazujlcou legislativou,
e zlepSovanie efektivnosti Eurdpskej Unie pri rieSeni nielen regionalnych, ale aj
globalnych problémov (zmena klimy a Zivotné prostredie).

Systémy manazérstva environmentu si neoddelitelnou sucastou manazérskych
systémov organizacii. Poskytuju systematicky ramec pre vytvorenie funkcnej stratégie s
cielom ochrany Zivotného prostredia, zavedenia Ucinnych nastrojov na realizaciu zvole-
nej stratégie a na hodnotenie sledovanych ukazovatelov za Uc¢elom dosiahnutia stano-
venych ciel'ov.
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1 Metodika prace

Ciel'om prispevku je identifikovat’ dovody implementacie systémov manazérstva
environmentu, ako vyznamného spolocenského prinosu, ktory st rozhodujicim faktorom
pre organizacie. PouZili sa viaceré metddy skimania, pricom objektom skimania boli
organizacie posobiace vo vSetkych krajoch Slovenska, ktoré mali implementovany sys-
tém manazérstva environmentu.

Prispevok je zaloZzeny na dostupnych primarnych a sekundarnych datach suvisiacich
s danou témou. Teoretické poznatky o systémoch manazérstva environmentu sme zis-
kali z dostupnej domacej a zahranicnej literatary, vol'ne dostupnych internetovych zdro-
jov a inych materialov zaoberajlcich sa problematikou, ktora sa tyka vyznamu imple-
mentacie systémov manazérstva environmentu ako konkurencnej vyhody v prostredi
globalizacie.

Primarny prieskum bol realizovany metddou dopytovania prostrednictvom Standar-
dizovaného dotaznika, ktory bol distribuovany elektronicky, pripadne osobne v tlacenej
forme. Bol rozdeleny do viacerych oblasti tak, aby na zaklade ziskanych vysledkov bolo
mozné identifikovat’ aj spolocensky prinos zavadzania systémov manazérstva environ-
mentu. Vyskumna vzorka bola zostavena z organizacii zameranych na r6zne ekonomické
¢innosti, ktoré pdsobia v Slovenskej republike a tvorilo ju 77 podnikatel'skych subjektov.
Celkovo bolo oslovenych 215 organizacii, avSak nie vsetci respondenti dotaznik vyplnili,
resp. niektoré dotazniky neboli vyplnené spravne, a preto neboli zahrnuté do vyskumnej
vzorky.

Pri spracovani sme pouzili vedeckdl metdédu analyzy, ktor( je mozné uplatnit’ pri
roznych vyskumnych postupoch. Metddu sme aplikovali pri spracovani informacii z od-
bornych publikacii, ked’ sme potrebovali vyclenit’ informacie o systémoch manazérstva
environmentu, environmentalnej politike ako spoloCenskej zodpovednosti organizacie.
Aplikovali sme aj metddu komparacie pri hl'adani zhodnych a rozdielnych vlastnosti pri
zZlepSeni stavu Zivotného prostredia.

Ciselné a vzt'ahové argumenty boli vyhodnotené prostrednictvom vyuzitia matema-
ticko-statistickych metdd. Jednotlivé analyzované vystupy boli zosumarizované v tabul-
kovej a grafickej podobe.

2 Vysledky a diskusia
2.1 Charakteristika siicasného stavu v skimanej problematike

V stcasnej dobe organizacie vykonavaju environmentalne preskimania alebo au-
dity, aby posudili svoje environmentalne spravanie a jeho spolocensky prinos. Aby boli
efektivne, je potrebné ich vykonavat’ v ramci Struktdrovaného systému manazérstva,
ktory je jednotny pre cell organizaciu. Medzindrodné normy pre oblast’ environmental-
neho manazérstva maju poskytnlt’ organizaciam prvky efektivneho systému manazér-
stva environmentu, ktoré je mozné zaclenit’ medzi ostatné manazérske poziadavky, a
tak pomahat’ organizaciam dosiahnut’ ich environmentalne a hospodarske ciele (Culley,

15



Studia commercialia Bratislavensia Cislo/No.: 43 (1/2020); Rot./Vol.: 13

2019). Organizacie k zavedeniu systému riadenia ochrany Zivotného prostredia pristu-
puju dobrovol'ne s cielom:

e vytvarat' podmienky na udrZanie a zlepSovanie svojej ekonomickej vykonnosti,
e odlisit’ sa a uplatnit’ v narodnej i medzinarodnej konkurencii,
e akceptovat' poZiadavky trvalo udrzatelného rozvoja spolocnosti.

Implementacia systémov manazérstva environmentu sa riadia aktivity organizacie
tak, aby nespoOsobovali degradaciu Zivotného prostredia. Cielavedomym zlepSovanim
jednotlivych procesov a aktivit, m6ze organizacia prispievat’ nielen k lepSiemu zivotnému
prostrediu, ale siCasne aj k znizovaniu svojich nakladov, ¢o sa pozitivne odrazi na jej
zisku (Junguitu & Allur, 2019).

So zavedenim systému manazérstva environmentu ma kazda organizacia moznost’
efektivnejSie dosahovat’ ciele environmentalnej politiky. Pre G¢inné zavedenie je po-
trebné, aby boli tieto ciele strategicky prepojené aj s inymi manazérskymi systémami
organizacie. To poskytuje nové moznosti na ich zlepSovanie ako celku a prinasa organi-
zaciam dalSie suvisiace spolocenské prinosy. Medzi oblasti zlepSovania patria napriklad
lepSie pochopenie a uspokojenie potrieb zakaznika, znizovanie vyskytu chyb v riadiacom,
ako aj produkénom procese, zlepSovanie integrity kolektivu zamestnancov a ich pozitiv-
neho postoja k imidZzu organizacie, ¢i celkové zvySovanie kvality a efektivnosti aktivit
organizacie. Tieto pozitivne zmeny maju nasledne pozitivny vplyv na celkové vnimanie
organizacie zo strany spoloc¢nosti (Darabont et al., 2019).

Z pohladu prinosu zavadzania systémov manazérstva environmentu maju organi-
zacie moznost’ zvolit’ si tri rozne pristupy na uplatnenie environmentalnej problematiky
a vytvorenie ako aj dosiahnutie strategickych cielov. Jednym z najmenej akceptovatel-
nych pristupov je celkovy nezaujem organizacie o rieSenie environmentalnych problé-
mov. Pri druhom pristupe uz organizacia sice akceptuje vzniknuty environmentalny
problém, avsak prie tomto pristupe vznikaju vazne Skody na Zivotnom prostredi, pretoze
sa tieto problémy rieSia az vtedy, ked’ sa stane neoCakavana udalost, alebo ked’ envi-
ronmentalny problém prerastie do takych rozmerov, Ze je neakceptovatelny a zivotu
nebezpecny. Posledny pristup predstavuje najefektivnejsie rieSenie pre dlhodobo udrza-
tel'ny rozvoj, pretoze je to aktivny, systematicky pristup organizacie k problematike en-
vironmentalnej zodpovednosti. Pre organizacie, ktoré si vyberaju tento aktivny pristup,
je environmentalna zodpovednost’ stabilnou sicastou ich strategickych planov a ich en-
vironmentalne zamerané ciele naplnaji napriklad aj prostrednictvom zavadzania systé-
mov manazérstva environmentu. Komplexnost' takéhoto pristupu spociva v realizacii
vSetkych dolezitych krokov, ako je analyza existujiceho stavu organizacie, jej aktivity v
oblasti ochrany zivotného prostredia, vytvorenie strategickych planov a aktivna realizacia
opatreni s ciefom zniZenia environmentalnych zatazi organizacie na Zivotné prostredie
(Nadae et al., 2019).

V priebehu vyvoja manazérstva environmentu sa vytvara mnozstvo r6znych nastro-
jov environmentalneho manazérstva. Medzi tieto nastroje patria napriklad systémy en-
vironmentalneho riadenia, environmentalny audit, environmentalne hodnotenie a ozna-
Covanie produktov, ekologicky profil podniku, ekobilancie a podobne. Tieto nastroje
predstavuji dobrovolné aktivity podnikov (Ozusaglam, 2018) a ovplyviuju regulaciu
produktov a politiku nielen v krajinach Eurdpskej Unie, ale aj v celom svete. Zakladné
environmentalne nastroje podniku su:
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nastroje orientované na produkty. environmentalne hodnotenie Zivotného cyklu vy-
robkov, environmentalne oznacovanie vyrobkov (eco-labeling), integrovana produktova
politika, zelené nakupovanie a ekodizajn,

ndstroje orientované na procesy. systémy manazérstva environmentu a Schéma
Eurdpskeho spoloCenstva pre environmentalne manazérstvo a audit — EMAS, environ-
mentalne manazérske Uctovnictvo, environmentalny audit, hodnotenie environmental-
neho profilu a Cistejsia produkcia.

V zaujme trvalo udrzatel'ného rozvoja je potrebné podporovat’ neustale zlepSovanie
celkového dopadu produktov na zZivotné prostredie, a preto uz v procese ich navrhu mu-
sia byt splnené environmentalne poziadavky na dany produkt oznacované ako ekodizajn
(Papagiannakis et al., 2019). Ktorého cielom je navrhnit’ ako znizit', alebo Uplne elimi-
novat, jednotlivé negativne environmentalne vplyvy produktu. Sicast'ou procesu je aj
navrhnutie potrebnych organizacnych zmien a spdsobu, ako efektivne zlepsit' environ-
mentalny profil produktu (Brogi, & Menichini, 2019).

Ekodizajn je sUcCastou environmentalnej politiky (Garcia-Sanchez, et al., 2019).,
ktorej cielom je vstupit’ do vyrobnych a spotrebnych rozhodnuti subjektov trhu produk-
tov a sluzieb a dosiahnut’ zmenu, ktora predpoklada uplatnenie nastrojov a metdd, ktoré
zabezpecia vysoku environmentalnu Gcinnost’, redukciu environmentalnych $kéd, pri do-
sahovani pozadovanej ekonomickej Ucinnosti (Jugend, et al., 2020). Systémy environ-
mentalneho manazérstva su jednym z Gcinnych nastrojov pri riadeni a zniZzovani nega-
tivnych vplyvov na Zivotné prostredie, a preto je dolezité, aby si Clenské Staty Eurdpskej
Unie ale aj jednotlivé organizacie uvedomili dolezitost’ implementacie systémov mana-
Zérstva environmentu.

Vyznamnym prinosom implementacie systémov manazérstva environmentu je
identifikovanie, monitorovanie a dodrZiavanie rozlicnych environmentalnych poZiada-
viek, ¢o sa v kone¢nom doésledku odrazi aj na znizeni nakladov (Hammar, M., 2018).

Environmentalnu politiku organizacie predstavuju ciele a zasady jej aktivit vzhla-
dom na zivotné prostredie, vratane plnenia podmienok vSeobecne zavéaznych pravnych
predpisov, ako aj zavazok neustale zlepSovat’ svoje environmentalne spravanie. Tvori
ramec na urcenie a preskimanie dlhodobych a kratkodobych environmentalnych ciel'ov.
Dlhodoby environmentalny ciel predstavuje celkovy, ciel vyplyvajlci z environmentalnej
politiky urceny organizaciou. Kratkodobym environmentalnym cielom je podrobna, vy-
Cislitelna poziadavka na spravanie vyuzitelna pre organizaciu alebo jej ¢ast’ vyplyvajica
z dlhodobého environmentalneho ciel'a, ktord je potrebné urcit’ a splnit, aby bol dosiah-
nuty stanoveny dlhodoby ciel'.

Dosahovanie rovnovahy medzi Zivotnym prostredim, spolo¢nostou a ekonomikou
sa povazuje za dolezité pri uspokojovani potrieb sucasnosti bez toho, aby bola ohrozena
schopnost’ buducich generacii uspokojovat’ svoje potreby. Udrzatel'ny rozvoj, transpa-
rentnost’ a osobna zodpovednost’ sa stavaju dovodmi, Ze organizacie implementuju sys-
témy manazérstva environmentu. Medzindrodna norma 7SO 14001:2015 Systémy ma-
naZzérstva environmentu. PoZiadavky s pokynmi na pouZitie, specifikuje poziadavky na
systém manazérstva environmentu, ktory organizacia méze pouzit' na zlepSenie svojho
environmentalneho spravania. Norma poskytuje organizaciam ramec na ochranu Zivot-
ného prostredia a definuje poziadavky, ktoré im pom6zu dosahovat’ stanovené ciele. Je
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urena na pouzitie organizaciou, ktora sa usiluje riadit’ svoje environmentalne zodpo-
vednosti systematickym sposobom a tym prispieva k environmentalnemu pilieru udrza-
tel'nosti.

Hodnotenie ekonomickej efektivnosti podla systémov manazérstva environmentu
a Schémy Eurdpskeho spolocenstva pre environmentalne manazérstvo a audit zavisi od
vypoctu vysky vynosov, resp. Uspor organizacie z ich zavedenia a sumarizacie nakladov
na ich dosiahnutie prostrednictvom ukazovatel'ov navratnosti vioZzeného kapitalu na za-
vedenie, udrzanie a zlepSenie systémov environmentalneho manazérstva a ukazovatel'ov
efektivnosti. Pri implementacii systémov environmentalneho manazérstva sa rozliSuju
interné a externé naklady.

Externé naklady tykajlce sa implementacie systémov environmentdlneho mana-
Zérstva zahfmaju naklady na certifikaciu v pripade environmentalnych manazérskych sys-
témov podl'a normy ISO 14001 a na registraciu v pripade Schémy Eurdpskeho spolocen-
stva pre environmentalne manazérstvo a audit, naklady na konzultacie (Skolenia, audit,
poCiatocné hodnotenie a pod.). Externé naklady pri Schéme Eurdpskeho spoloCenstva
pre environmentalne manazérstvo a audit su len o nieco vyssSie ako pri implementacii
environmentalnych manazérskych systémov podl'a normy ISO 14001. D6vodom toho su
povinne zverejiiované environmentalne vyhlasenia.

Interné naklady zavisia od velkosti organizacie a oblasti ekonomickej ¢innosti. Tvo-
ria ich naklady na implementaciu a udrzanie systému. Dosledné vycislenie nakladov po-
trebnych na vybudovanie a udrzanie environmentdlnych manazérskych systémov podla
normy ISO 14001 je pomerne naro¢né a zavisi od:

environmentalneho profilu,

velkosti organizacie,

rozsahu poradenskych sluzieb,

rozsahu uz implementovanych a funkcnych prvkov tykajlcich sa starostlivosti
o zivotné prostredie.

Je mozné ich odhadnut’ pre stredne velké podniky, ak sa venovali problematike
ochrany Zivotného prostredia eSte pred implementaciou systémov environmentalneho
manazérstva. Potrebné naklady na udrzanie systémov environmentalneho manazérstva
sU pocas nasledujucich rokov nizsie v porovnani s prvym rokom. Je vSak tazké ich urcit,
kedZe kazda organizacia je Specificka.

Systémy environmentalneho manazérstva su nastrojom, ktory je zaloZzeny na pri-
ncipoch systému manazérstva, st ukazovatel'om konkurencieschopnosti, poskytuju za-
ruku excelentnosti a tvoria sucast’ celkového systému riadenia organizacie. Systémy en-
vironmentalneho manazérstva st navrhované, aby pomahali zniZzovat' negativne vplyvy
na zivotné prostredie a prispievali k jeho ochrane. Ich implementaciou organizacia ak-
ceptuje zodpovedny pristup k identifikacii moznych rizik a poukazuje na ohl'aduplny a
environmentalny pristup k ochrane a starostlivosti Zivotného prostredia.
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2.1 Spolocensky vyznam zavadzania systémov manazérstva environmentu

Zodpovednost’ organizacie, a to spolo¢enska aj environmentalna, a jej reSpekto-
vanie v podnikovej kultdre a vizii, ako aj jej aktivna aplikacia do podnikatel'skych stratégii
a aktivit prostrednictvom environmentalnych systémov manazérstva, je velmi dolezitou
sUcastou environmentalnej politiky celej spolocnosti. Environmentalny vplyv aktivit or-
ganizacii ma velky spoloCensky vyznam. Organizacie si zavadzaju systémy manazérstva
environmentu najma z dévodov ekonomickych (znizenie nakladov z hl'adiska eliminacie
pokut, zniZzenie spotreby energie, moznost’ vstupu na nové trhy), technickych (techno-
logické inovacie), organizacnych (proaktivny pristup k rieSeniu problémov, dodrziavanie
environmentalnej legislativy, eliminacia environmentalnych rizik).

Systémy environmentalneho manazérstva su sucastou uceleného systému riadenia
vzajomne poprepajanych prvkov uréujlcich zodpovednosti riadenia nasmerované k zni-
Zovaniu negativnych vplyvov a k zvySovaniu Urovne ochrany a starostlivosti o Zivotné
prostredie. Tvoria sihrn medzinarodnych noriem pouzitelnych pre organizacie vo vset-
kych odvetviach. Ich implementovanim sa umoziuje poukazat' na pripadné rizika, ¢o
vedie k predchadzaniu environmentalnym havariam.

Kazda organizacia, ktord sa z(castnila na prieskume, mala implementovany aspon
jeden zo systémov manaZzérstva, pricom sa jednalo o 77 subjektov ako je zobrazené
na grafe 1.

Graf 1 Prehl'ad implementovanych systémov manazérstva v organizaciach

systémy manazérstva kvality |G 89,61%

systémy manazérstva environmentu [N 61,04%

systémy manazérstva bezpecnosti zdravia pri
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systémy manazérstva informacnej
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systém energetického manazérstva [ 14,29%

iné I 12,99%
0,00% 20,00% 40,00% 60,00% 80,00% 100,00%

Zdroj: vlastné spracovanie

Za UCelom zistenia implementacie systémov manaZzérstva environmentu a ich
vplyvu na spolocensky prinos bol realizovany prieskum. Tento bol zamerany na identi-
fikaciu praktickych skisenosti s implementaciou systémov manazérstva environmentu v
podnikatel'skych subjektoch pOsobiacich na Slovensku. Zist'ovalo sa ¢i organizacie, ktoré
maju zavedeny systém manazérstva environmentu maji zavedené aj iné systémy ma-
nazérstva a tiez sa identifikoval spoloCensky prinos zavadzania tychto systémov.
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Organizacie si mohli vybrat’ z viacerych moznosti. Z vysledkov prieskumu vyply-
nulo, ze ISO 9001:2015 Systémy manazérstva kvality. Poziadavky, ma zavedenych 69
organizacii (89,61 %). Z celkového poctu zucastnenych respondentov len 8 organizacie
nema zavedeny systém manazérstva kvality, z ¢oho mdzeme usudit’, Ze zavedenie tohto
systému povazuju organizacie za dolezité. Viac ako polovica, 47 (61,04 %) organizacii
ma zavedeny ISO 14001:2015 Systémy manazérstva environmentu. Poziadavky s po-
kynmi na pouzitie. Podla normy ISO 45001:2019 Systém manaZérstva bezpecnosti a
ochrany zdravia. PoZiadavky s usmernenim na pouzivanie, ma implementovanych 33
(42,86 %) organizacii. Medzi systémy ktoré s implementované zriedkavejsie patria sys-
témy podla noriem: ISO 27001 Informacné technoldgie. Bezpecnostné metddy. Sys-
témy riadenia informacnej bezpecnosti. PoZiadavky 16 organizacii (20,78 %) a podla
normy ISO 5001 Systémy energetického manazérstva. Poziadavky na organy vykonava-
juce audit a certifikaciu systémov energetického manazérstva 11 organizacii (14,29%).
Iny systém manazérstva ako uvadzame ma zavedenych 10 (12,99 %) respondentov.

Implementacia systémov manaZzérstva je vyznamnym krokom smerujicim k udrza-
niu a k zlepseniu trhovej pozicie organizacie. V priebehu poslednych dvoch desatroci
pocet zavadzania roznych systémov manazérstva na narodnej a medzinarodnej Grovni
vzrastol. Systémy manazérstva environmentu Casto nie si v organizaciach ojedinelym
systémom manazérstva, ktory by organizacie zavadzali, pretoze rastie poziadavka zo
strany spoloc¢nosti na rieSenie problémov environmentalnej zataze na zivotné prostredie
a snaha o zabezpecenie dlhodobo udrzatel'ného rozvoja podnikania.

Manazérske systémy si dané komplexnym siborom noriem, ktoré striktne urcuju
jednotlivé kroky pri ich zavadzani do praxe. Cielom manazérskych systémov je organi-
zovat' a riadit’ procesy v podniku tak, aby viedli k ziskaniu roznych vyhod.

Respondenti sa tiez vyjadrili k povinnému a dobrovolnému zavadzaniu systémov
manazérstva environmentu. Z celkového poctu 47 organizacii, ktoré mali zavedeny sys-
(53,19%) organizacii, stotozrovala so si¢asnym stavom, ¢o znamena, Ze suhlasia s tym,
Ze zavadzanie systémov manazérstva environmentu by malo byt’ povinné iba pre orga-
nizacie, ktoré produkuji najvacsiu zataz pre zivotné prostredie. Neceld tretina, t. j. 14
organizacii (29,79%) bola nazoru, Ze zavadzanie systémov manazérstva environmentu
by malo byt’ povinné pre vSetky organizacie, a najmenej organizacii sa vyjadrilo, Ze za-
vadzanie systémov manaZérstva environmentu by malo byt’ dobrovolné pre vSetky or-
ganizacie 8 (17,02%). Struktdra organizacii z hl'adiska priorit povinnosti a dobrovolnosti
zavadzania systémov manazérstva environmentu je uvedena v grafe 2.

Respondenti pri tejto prieskumnej otdzke mali na vyber z viacerych moznosti a ich pocet
vyberu nebol nijakym spésobom obmedzeny. Takmer vSetky organizacie sa v percentu-
alnom vyjadreni zhodli, Ze najvyznamnejSim spolocenskym prinosom environmentalnej
politiky je zlepSenie stavu Zivotného prostredia, ¢o uviedlo 44 (93,62 %) respondentov.
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Graf 2 Sposob zavadzania systémov manazérstva environmentu

53,19%
17,02%

29,79%

= pre vSetky organizacie povinné

= povinné iba pre organizacie, ktoré produkuju najvacsiu zataz pre Zivotné
prostredie

= pre vSetky organizacie dobrovolné

Zdroj: vlastné spracovanie

Druhym najdolezitejSim spolocenskym prinosom tychto aktivit bolo podla 29 orga-
nizacii (61,70 %) zlepsenie dlhodobej udrzatelnosti podnikania. Za treti najdélezitejsi
spolocensky prinos je povazovany podla respondentov zvySenie efektivnosti vyuZzitia
energetickych zdrojov - 17 organizacii (36,17 %). Za dolezity spoloCensky prinos pova-
Zovalo 13 (27,66 %) respondentov aj podporu inovacii zameranych na environmentalne
ciele. Pocet organizacii z hl'adiska nézoru na oblast’ spolocenského prinosu zavadzania
systémov manazérstva environmentu je uvedeny v tab.1 a znazorneny v grafe 3.

Tab. 1 Spolocensky prinos zavadzania systémov manazérstva environmentu

Oblast’ spoloc¢enského prinosu Pocet Percenta
Zlep3enie stavu Zivotného prostredia 44 93,62 %
ZlepSenie dlhodobej udratel'nosti podnikania 29 61,70 %
ZniZenie objemu odpadu produkovaného pri podnikani Y 14,89 %
Efektivnost’ vyuZitia energetickych zdrojov 17 36,17 %
Podpora inovécii zameranych na environmentalne ciele 13 27,66 %
Zvysenie environmentdlnej zodpovednosti organizacii 12 25,53 %
g\?'éjé_ec?;?oc;lospoloc":enského povedomia o environmentalnej politike 10 21,28 %

Poznamka: respondenti mohli oznacit’ viac odpovedi, percentualny podiel je vypocitany pre celkovy pocet 47
respondentov

Zdroj: vlastné spracovanie
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Prieskum nam potvrdil, Ze organizacie aktivne pristupuji k zavadzaniu systémov
manazérstva a rozumne ich zacleriuju do ich vnatornych procesov tak, aby ich synergiou
ziskali maximalny spolocensky prinos ¢i uz vo forme Uspory nakladov, zlepsenia kvality
produktov a sluZieb, zvySenej spokojnosti zakaznikov, zvySenej bezpecnosti zamestnan-
cov ¢i minimalizacie negativnej environmentalnej zataze vyplyvajlcej z ich produkénej
¢innosti.

Graf 3 Spolocensky prinos zavadzania systémov manazérstva environmentu
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Zdroj: vlastné spracovanie

Implementacia systémov manazérstva environmentu je na dobrovolnej baze.
Jedna sa o systematické a Struktdrované systémy, ktoré uplatiiuji pruznejsie a integro-
vanejsie kroky na znizovanie negativnych vysledkov aktivit organizacie na Zivotné pro-
stredie. Pouzivaju ich organizacie posobiace v roznych oblastiach za Uicelom starostlivosti
o0 Zivotné prostredie a zvySovanie jeho kvality, obmedzenie nadmernej produkcie odpa-
dov, znizenie spotreby energie, vody a produkcie emisii, ¢im dosiahnu znizenie nakladov
na vyrobu produktov, alebo poskytovanie sluzieb. Implementacia systémov manazérstva
environmentu vedie organizacie k plneniu legislativnych a d‘alSich poziadaviek, k neu-
stalemu zlepSovaniu environmentalneho spravania, ktoré je zalozené na proaktivnom
pristupe a znizovaniu environmentalnych rizik. Efektivne fungujlce a environmentaine
zodpovedné organizacie su dolezitym prvkom snahy celej spolocnosti o dlhodobo udrza-
tel'ny rozvoj.
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Zaver

Spolocensky zodpovedné podnikanie je nastroj, ktory podnikatel'skému prostrediu
umoznuje aktivne sa podielat’ na udrzatel'nom rozvoji, ¢o je snahou a dlhodobym cielom
Eurdpskej Unie. Implementacia systému manazérstva environmentu ma pre organizacie
viacero vzajomne suvisiacich prinosov, ktoré su spajané s motivaciou organizacii pre
ich zavedenie. Aj ked' z prieskumu vyplyva, Ze najCastejSou motivaciou pre zavedenie
systému manazérstva environmentu je zvysSujlci sa zaujem o ochranu a zlepSenie zi-
votného prostredia (93,62 %), nie je to jedinym spolo¢enskym prinosom, ktory ovplyv-
nuje rozhodnutie organizacie implementovat’ uvedeny systém. Medzi d'alSie skutocnosti,
ktoré mozu prispiet’ k spolocensky zodpovednému podnikaniu mozno zaradit’ aj zlepSe-
nie dlhodobej udrzatel'nosti podnikania, snahu o znizovanie mnozstva odpadu produko-
vaného pri podnikani a zvySovanie efektivnosti vyuzivania energii. Ako vyplynulo z vy-
sledkov realizovaného prieskumu efektivnost’ implementacie systémov manazérstva je
pre organizaciu velmi dolezitd z dlhodobého hl'adiska. Systémy manazérstva environ-
mentu prindsaju do interného prostredia benefity, ale zaroven aj bariéry, ktoré sa mozu
prejavit’ pri samotnej implementacii a naslednej certifikacii, alebo aj v celom procese.
Proaktivny pristup organizacii k zavadzaniu a udrziavaniu funkénych certifikovanych sys-
témov manazérstva ma pozitivny vplyv na podporu rozvoja environmentalnej zodpoved-
nosti spolo¢nosti ako celku.

Vysledky prieskumu potvrdili, ze deklarovana environmentalna politika a spolocen-
ska zodpovednost’ organizacie napomahaju efektivnej vymene informdacii v rdmci vnu-
tornych manazérskych a produkcnych procesov organizacie. Dobré meno organizacie a
jej spolocenska zodpovednost’ s proaktivnym pristupom k environmentalnej zodpoved-
nosti organizacie v ramci vlastnych vnatornych procesov aj v ramci celej spolo¢nosti st
vyraznymi pozitivnymi nastrojmi pre posilfiovanie konkurencieschopnosti organizacie.
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Circular Design and Consumer Involvement in Circular
Economy!

Lubica Knoskova?

Abstract

The circular economy is an approach to help reduce global sustainability pressures. In
circular economy it is important to involve design from the beginning of the product
lifecycle, including product ideation and material selection. Involvement of consumers
and users into circular economy is very important and enables change in purchase pat-
terns and product utilization. The paper methodology consists of a profound literature
review and analysis in area of circular economy, circular design and consumer or user
influence on circularity. The goal of the paper is to provide insights into the consumer
involvement into a circular economy and changes in users’ behavior. The research re-
sults in discussion of design strategies to slow down "resource loops”, to close “"resource
loops”, and to "narrow material flow” to enhance circular economy and business models,
as well as consumer involvement in circular economy. We outfine desired consumer and
user behavior leading to circular economy.
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Introduction

Businesses and governmental organizations have to deal with negative effects of
climate change and resource exhaustion due to human activity. Applying the principles
of the circular economy in practice may substantially reduce sustainability issues. Euro-
pean Union included the principles of circular economy in its strategies. The European
Commission focuses on strategies of recycling, repairing, reduction of material use, pre-
venting loss of scarce material, applying new business models, and creating new work
opportunities, which can help Europe in transition to “zero-waste” economy reducing
environmental impacts (Bocken et al., 2016).

Bakker states that “the circular approach contrasts with the traditional linear busi-
ness model of production of take-make-use-dispose and an industrial system largely
reliant on fossil fuels, because the aim of the business shifts from generating profits
from selling artifacts, to generating profits from the flow of materials and products over
time” (Bakker et al., 2014). A circular economy represents a systemic way to economic

! The paper was created as an output of a grant project VEGA 1/0543/18 ,, The Importance of Product Design
in Consumer Decision-Making and Perspectives to Increase the Impact of Design on Creating Competitive
Position of Companies Operating in the Slovak Republic”

2 doc. Ing. Lubica Knoskova, PhD., University of Economics in Bratislava, Faculty of Commerce, Department
of Commodity Science and Product Quality, Dolnozemska st. 1, Bratislava, Slovakia,
e-mail: lubica.knoskova@euba.sk
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growth with a shift of focus from selling products to much wider set of activities linked
with product use, reuse, product repair and material regeneration which bring value to
the businesses, to the consumers and the society, and to the environment.

Ill

For the linear economy the “take-make-waste model” is typical, which concentrates
on rapid flow of activities in linear manner such as material excavation, production,
product use and waste. In contrast to that, “a circular economy is regenerative by design
and aims to gradually decouple growth from the consumption of finite resources” (Ellen
Mac Arthur Foundation, 2020). Design and designing is very important for the circular
economy as it can complement heavily to its principles: “design out waste and pollution”,
“keep products and materials in use” and “regenerate natural systems”. Circular design
process outlined by Ellen Mac Arthur Foundation comprises four steps:

1. Understanding the whole system including the user needs and behavior

2. Outlining the design challenge and designer aim

3. Make as many prototypes and versions as possible

4. Release the design, create loyalty with customers, deepen investment of stake-
holders, create compelling story

Six strategies involving the principles of the circular economy into the design are
the following:

Keeping the principles of “inner loops” design
Prioritizing services to products

Extending the product life

Choosing safe and circular materials
Dematerialization

Modularity.

oUnhwWwnNE

Majority of products that we use today are designer for linear economy. If we want
to apply the principles of circular economy, many products need to be redesigned with
a much broader perspective of material flows. When we speak about material flow, we
can take into consideration the two models. First, "cradle-to-grave” flow of materials
which is typical for linear economy. Second, “cradle-to-cradle” flow, which is used in
circular economy, and represents resource savings in circular models (Braungart et al.,
2008). Stahel (2010), refers to “closed loop systems” and outlines two types of loops
within a “closed loop system”: (1) “Reuse of goods” and (2) “Recycling of materials”.

Building on Stahel (2010), and Braungart et al. (2008), Bocken et al. (2016) and
Moreno et al. (2016) four strategies concerning material flow are settled:

1. “Slowing resource loops. Through the design of long-life goods and product-life
extension (i.e. service loops to extend a product’s life, for instance through repair, re-
manufacturing), the utilization period of products is extended and/or intensified, result-
ing in a slowdown of the flow of resources”.

2. “Closing resource loops: Through recycling, the loop between post-use and pro-
duction is closed, resulting in a circular flow of resources”.

The first two approaches differ from the third approach as they can contribute to
reduced resource consumption. The third strategy can in some cases contribute to re-
bound effect in consumption:
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3. “Resource efficiency or narrowing resource flows, aimed at using fewer re-
sources per product”.

4, “Whole systems design: design for system change aimed at reducing environ-
mental backpacks and designing regenerative systems”.

It is important to involve design and designers in the very beginning of the product
creation, mainly if it is done in multidisciplinary teams. Creating products and solutions
for circular economy expects engaging consumers, users or prospective users and mar-
keting experts in product creation process to be able to build on changing consumption
patterns in line with societal needs.

Recent studies in several countries or regions (including the EU territory) point to
the fact that, in general, around 55-60% of the innovations include environmental ben-
efits, that contribute to sustainability and sustainable growth. This implies that eco-in-
novation is already an integral part of design and innovation activities both within and
outside businesses (SBA, 2018).

1 Methodology

The research project methodology consists of a profound literature review and
analysis in area of circular economy, circular design and consumer or user influence on
circularity. Author studied and analyzed numerous sources from Web of knowledge, Web
of science and Scopus, European Union strategic documents, studies by European Com-
mission on consumer behavior linked to Circular Economy, Flash Eurobarometer 397 on
perception of product safety and environmental claims’ impact on purchasing decisions.
The goal of the paper is to provide insights into the consumer involvement into a circular
economy and changes in users’ behavior.

We posed following research questions:

1. What are up-to-date “circular design strategies” and “circular business mod-
els"™?

2. What is consumer engagement is circular economy and what are the driving
factors?

3. What is the desired consumer behavior in circular economy?

2 Results and Discussion

In order to address the research questions we analyzed the institutional approach
of European Union, and the literature on Circular Design, Circular Business Models and
consumer behavior in Circular Economy.

In 2015, the European Union started to implement the package to enable the tran-
sition to circular economy. Three years after, the Circular economy action plan was com-
pleted. In 2016, employment in circular economy sectors increased by 6% compared
to 2012. More than four million people were working in circular economy sectors. New
business models brought new circular solutions for domestic and foreign markets. “In
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2016, circular activities such as repair, reuse or recycling generated almost €147 billion
in value added while accounting for around €17.5 billion worth of investments”. (Euro-
pean Commission, 2019)

In 2018, EU implemented “EU Strategy for Plastics in a Circular Economy as the
first EU-wide policy framework adopting a material-specific lifecycle approach to inte-
grate circular design, use, reuse and recycling activities into plastics value chains. Under
the new plans, all plastic packaging on the EU market will be recyclable by 2030, the
consumption of single-use plastics will be reduced and the intentional use of microplas-
tics will be restricted” (European Commission, 2018 b).

To be able to fight with climate change and environmental degradation, European
Union needed a new growth strategy. To overcome the environmental challenges, the
new strategy that can make Europe resource-efficient and competitive economy was
introduced.

The European Green Deal, introduced in December 2019, is “the roadmap for mak-
ing the EU's economy sustainable. This will happen by turning climate and environmental
challenges into opportunities across all policy areas and making the transition just and
inclusive for all. Within the frameworks of the European Green Deal, the new Circular
Economy Action Plan was introduced in March 2020” (European Commission, 2020). It
presents new initiatives in order to modernize the European economy and take environ-
mental issues as a priority. It is driven by the ambition to make sustainable products
that last and to enable European citizens to take full part in the circular economy and
benefit from the positive change that it brings. It is evident also from flash eurobarom-
eter 397 that growing amount of waste is on the top three list of consumers’ environ-
mental concerns. Changing consumption patterns is inevitable.

2.1 Design strategies and business models for circularity

In the following section we discuss several “circular design strategies” that help to
reduce the speed of material flow during the product life cycle and to utilize the material
in its full potential in different cycles. Further we outline business models which can be
applied by companies to implement “circular design strategies” in business practices.
The summary of the design strategies and business models is of course not exhaustive.
Established business model that a company uses is difficult to abandon and to replace
by a new one. Changing company behavior and acceptance of circular business models
requires a lot of effort and understanding the benefits for a company, for consumers
and for the whole society. Design strategies and business models for circularity (tab. 1)
are adapted from Bocken et al. (2016), Moreno et al. (2016), Wastling et al. (2018) and
Ellen MacArthur Foundation (2020). Authors in their works discuss the design strategies
and business models in more detail.
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Tab. 1 Design strategies and Business models for circularity

Design strategies to reduce the Design strategies to utilize
speed of material flow during the material in its full .

. L Business models
product life cycle potential in cycles
“Slow down loops” “Close down loops”
DeS|gn|ng products with long . De5|gn_|r_19 for full _ Access and
product life recyclability of material

performance model

 Designing reliable and durable -.De5|_gn|ng within a Extending product
products biological cycle

value

« Designing disassembled and

* Designing products for reassembled products

relationships and trust

Classic long life model
and
encourage sufficiency

Designing product-life extension Extending resource
value

* Designing repairable products
with easy maintenance Industrial symbiosis

» Designing upgradable and
adaptable products

Designing compatible and
standardized products

Designing disassembled and
reassembled products

Source: adapted from Bocken et al. (2016), Moreno et al. (2016), Wastling et al. (2018) and Ellen MacArthur
Foundation (2020)

Circular design strategies and business models can serve businesses as a source in
a search of their own circular approach to business. "Slowing down loops”means creat-
ing products with /ong product life, using long-lasting consumer relationships with prod-
ucts based on emotional attainment and trust, creating products that are durable be-
cause of quality material, creating products that are reliable and work without failures
or creating products that can be expanded and modified in future by design and allow
upgradable and adaptable solutions in time. Standardization allows compatibility with
other products, while reassembly and disassembly makes the material to be used to its
full potential.

"Closing down loops” means using and reusing the materials in cycles. Based on
Ayres (1994), there are only “two possible long-term possibilities for waste materials:
either recycling and reuse, or dissipative loss (e.g. lubricants or detergents). Two distinct
strategies for product design were developed: dissipative losses are to be made com-
patible with biological systems, fit for the “biological cycle”; whereas other materials are
to be completely recycled, fitting a “technological cycle.” Products that mix materials of
both cycles and thereby inhibit the recovery of the materials”.
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Business models propose approaches to enhance circularity in product strategies
(Bocken, 2016):

e The “access and performance model” proposes services instead of the owner-
ship of product to satisfy consumer’s needs.

e “Extending product value” proposes recovery of product after it stopped func-
tioning without the need of the new material.

e The “classic long life model” proposes long durability and reparability intercon-
nected with high product quality and high level of service.

e The “encourage sufficiency” represents a “non-consumerist approach to
sales”. It builds on good user relationship to product and low level of mental
obsolescence.

e “Extending resource value” is about the collection or using materials that would
be wasted to bring new value.

e “Industrial symbiosis” proposes using the waste material of one process as an
input material to another process or product line.

|II

2.2 Consumer involvement in circular economy

Consumer behavior can have an influence over applied design strategies. Wastling
et al. (2018) state that “product lifetime depend as much on human factors as on func-
tional product durability. If the products are not in property of users, they treat them
with less care, in some cases leading to higher environmental impacts”. Consumers also
prevent “closing down resource loops” when they do not use the products frequently
and keep them stored in the cellars for long time avoiding recycling.

Bakker et al. (2014), assume “the principles of the linear model of production as
designing something, manufacturing it as the lowest possible cost, selling it at the high-
est possible price and forgetting about it as soon as possible”.

When we speak about circular economy, the principles of production change. They
involve circular material selection, and the interest is given also to other stages of prod-
uct life such as product use (whether in user ownership or service), re-use, disassem-
bling, reassembling and recycling. Consumer and user behavior in B2C models heavily
influences the process of value creation and material flow (Wastling et al., 2018).

We were analyzing the results of “Behavioral Study on Consumers’ Engagement in
the Circular Economy", (European Commission 2018 a). We can conclude that consum-
ers express their willingness to be involved in circular economy activities. 64% of re-
spondents used to repair their products in the past, 36% did not do it. Majority of re-
spondents (~90%) have no experience with renting products or buying second hand
products, which represents rather low involvement in circular economy activities. Low
involvement can be explained by missing information on 'product durability and repara-
bility” and underdeveloped markets for second hand products, renting or sharing ser-
vices.

From the study /t is evident that providing information on durability and reparability
can heavily influence consumer decision towards products with greater durability and
reparability. From the survey it is also evident that the consumers go for easier solutions.

30



Studia commercialia Bratislavensia Cislo/No.: 43 (1/2020); Rot./Vol.: 13

If the repair requires lot of effort, consumers do not go for it and they prioritize trash
the product. There is a big opportunity to shift consumer behavior fowards actual in-
volvement in circular economy activities by making repair services more available.

93% of respondents declare that they keep their products for long time, 78% re-
cycle/sell/give away products they do not want, and 64% repair broken products. Such
consumer behavior does not indicate the presence of the “throwaway culture”. Just a
minority of respondents, (from 10 to 25%) wanted to lease or rent the products instead
of buying them. The consumers who expressed the will to participate in circular economy
also expressed the will to repair the products and buy from second hand.

"Durability and reparability”was much more important in case of rather expensive
products such as home appliances and consumer electronics, and less important for
trendy stuff such as apparel and smartphones. Consumers expressed their will to pur-
chase fashion products (apparel and smartphones) in second hand stores or use rent-
ing/leasing services.

It is evident that durability which is linked with product quality is more important
for consumers than reparability which is linked with spare parts availability.

" Price-quality ratiois the most important driver and simultaneously barrier for con-
sumer engagement in the circular economy, followed by convenience”. Low prices at-
tracted consumers who were interested in product durability and reparability to switch
their decision in favor to low-priced product neglecting circularity. If it is easier to buy a
new product and replace the old one, consumers do not go for repair, mainly in case of
fashion products and technology/trends driven consumers.

Perception of the safety of non-food products and impact of environmental
claims on purchasing decisions

Further we analyzed flash eurobarometer 397 (European Commision, 2015) and
synthetized the insights on perception of the safety of non-food products and impact of
environmental claims on purchasing decisions.

Increasing number of consumers (55%) think that some non-food products on the
market are not safe. Increasing number of consumers (25%) also think that many non-
food products on the market are not safe. Quite small and decreasing number of con-
sumers (only 14%) think that all the products are safe which represents a decline in
consumer confidence. Only 54% of respondents believe that “most environmental claims
about goods and services in their country are reliable”. In spite of that 55% of respond-
ents agree that “environmental impact influenced their choice of products or services
last week:

e 17% say all or most of their purchases were influenced,
e 29% say some were influenced and,
e 9% say only one or two purchases were influenced”.

Respondents state that their shopping choices were influenced by environmental
factors much more often than in 2012 (+14%). We can conclude that environmental
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issues impact purchase decisions with rising trend and environmental claims gain grow-
ing importance.

Sustainability related information and consumer behavior

Luchs, Brower, and Chitturi (2012) in their study investigated how information on
environmental impacts and sustainability influences consumer decision in purchase pro-
cess. They found out, that consumers prioritize products with high level functionality
over the products with high level of sustainability features. If the product reached min-
imum accepted level of functionality, "superior aesthetic design”was a decisive factor
that shifted consumer decision towards "sustainability-advantaged” products and drove
confidence.

Wang and Wu (2016) analyzed influence of emotions to purchase behavior when
shopping for household appliances. They found out that "Pride, guilt, and respect have
positive impacts on purchasing energy conserving household appliances and resisting
non-energy conserving household appliances”. They also found out that negative emo-
tion - anger can have stronger influence on the decision to buy sustainable product then
positive emotion. It is important to highlight that emotions such as “pride” and “anger”
could be actively used to promote sustainable products.

Maccioni, Borgianni, and Basso (2019) studied value perception of green products.
Consumers who value sustainability, assign high value to green products which required
effort searching for information — they attributed high value to “the creative solutions
still believed of high quality”. On the other side, non-green products receive higher value
as they are often perceived as reliable and high performance.

Conclusion

The goal of the paper was to provide insights into the consumer involvement into
a circular economy and changes in users’ behavior. We surveyed up-to-date circular
design strategies and circular business models and identified consumer engagement in
circular economy.

From the research studies that we analyzed, desired consumer and user behavior
can be specified to help circular business models function and encourage creating prod-
ucts with circular design. Desired consumer behavior may differ based on product own-
ership model (owned by user or by service provider).

If the product ownership is with the user it is important that the users do not forget
about the products they own, it is important that the consumers value the products they
have. Unused products are often overlooked by consumers and do not contribute to
circular economy by repurchase or sending unused product back to the producer. If we
want to slow down consumption it is necessary to /increase the use phase of products
and establish the relationship between consumer and producer which is important for
enhancing proper use, product care, reliability and durability of product. Direct contact
with manufacturer also provides proper after sales service. Users may need to have
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maintaining behaviors, cleaning products and keeping them running in their top form.
Self-repairin case of simpler products also helps to prolong product life.

If the product ownership is with the provider, access to the product and product
performance is important to the user. In this case, desired user behavior is linked with
keeping to the contractual obligations (e.g. monthly paying), using the product in the
intended way, not to break a product or misuse the product, acceptance by the commu-
nity of users by good product care, return in good condition, some providers require
users to swap broken parts - return parts which break and send them proper parts,
specific care — e.g. not to overcharge batteries, get involved in picking up products and
returning it to a local pick up point which is reducing operational cost.

Encouraging desired behavior is possible through training, education, persuasion,
financial incentives or providing value, making it as convenient as possible to get things
out of the house (to second hand store better as to the separated trash for recycling),
returning old stuff to the producer without obstacles, building trust and attachment (to
product, service or manufacturer depending on the business mode).

This paper tried to answer the question of consumer involvement in a circular econ-
omy and changes in users’ behavior. Of course, it does not provide a complete answer,
but it provides a base for further discussion in area of circular design and circular user
behavior. Future research may focus on the ways to enhance the circular behavior and
acceptance of circular products and creation of appropriate business models.
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Extent of data utilization within digital marketing processes!

Martin Kuchta?

Abstract

Data is currently the most valuable source in decision making process within digital mar-
keting firms. The main aim of the article is to examine extension of data utilization within
digital marketing processes. Research of the main aim was supported by two sub-goals,
which focused on knowledge level of marketers’ data based approaches and on areas,
in which are such approaches applicable. Quantitative research in form of questionnaire
was utilized as a primary research method. Findings of the paper points to sufficient
awareness about big data and artificial intelligence tools and uncover currently untapped
potential of its implementation into digital marketing processes.
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Introduction

Information age and technologically advanced approaches shaped current digital
marketing environment into sophisticated databased industry. Marketing analyses and
advanced analytical tools significantly help to extent scope of use of the information in
business. Amount of data generated in everyday business activities can positively influ-
ence business decision making process and lead to more profits. However, it is necessary
to know how data is utilized and how to mine the most of them. Big data, machine
learning and artificial intelligence are already well rooted terms and firms direct a signif-
icant focus on them.

Data collection and procession

In the age of information it is necessary to collect and process data for effective
business decision making process. Generated data are often unstructured and firms or
individuals are not able to mine maximum from data. Thus, they deprive themselves of
the possibility of future data based development (Balducci & Marinova, 2018). The prob-
lem is with data size. Very current is term big data. Hou, Guo and Guo (2015) describe
big data as a new oil, which has potential to transform a society. Uncovering the hide
patterns and correlations between massive amount of data represents important source
of information. Due to Chena and Lina (2014) big data brings big opportunities and
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transformation potential for different market segments. It also represents challenge for
mining, procession and utilization in favor of marketers (Guarda et al., 2018). Davenport
and Patil (2012) stated, that firms are currently challenged by great inflow of information
and it leads to creation of new working positions. The main goal of employees on these
positions is to uncover hidden stories within the bundle of data and interpret them into
understandable form. The big data is modern term and it covers wide scale of concepts,
from technological ability to store, accumulate and manage data to shift in culture, which
penetrates into business and supply the society by great amount of information.

Artificial intelligence

Positive impact of data on a business is undeniable. The biggest problem is data
collection and procession. Manual approach to the activity is due to amount of data
generating from business activities impossible (Kietzmann & Pitt, 2020). Fortunately,
there are software available, which can data collect and process instead of humans. An
employee or entrepreneur takes a role of a coordinator, who manages software pro-
cesses (T. Davenport, Guha, Grewal, & Bressgott, 2020). However, amount of data, we
are dealing with today, is too big for regular software. There was a need to develop
software running on powerful hardware which can learn from previous findings gener-
ated from data collection and subsequent procession. Machine learning and closely con-
nected artificial intelligence are terms very relevant to the topic. Due to Curry and Moutin
(1991) artificial intelligence application into processes of digital marketing are eligible
mainly from strategic point of view. Atrtificial intelligence is on a basis of extensive data
procession able to generate information, which is necessary in decision making process
within a marketing strategy. Application of artificial intelligence into digital marketing
brings new opportunities and possibilities, which have to be taken into account before
implementation. As well as all other marketing and business approaches, artificial intel-
ligence has advantages and disadvantages. Brief table summarizes them (Tab. 1).

Tab. 1 Advantages and disadvantages of artificial intelligence in a business

Advantages Disadvantages
Breaks abstention High expenses
Hundred percent performance Abstention of moral and ethical principles
Almost instant decision making process Abstention of creativity
Automation of banal activities Impact on mcreaseg(l),lln%mployment (Reddy,
Error rate reduction Consumer preferences
Digital assistance Dependence on human interventions
Research in areas inaccessible for human Algorithms error pr200b1a7b)| lity (Kniahynyckyj,

Source: author’s research based on literature stated in the table

Both, advantages and disadvantages are obvious. Mentioned entries serve as gen-
eral overview. Every company has its specifics and must consider own advantages and
disadvantages of the artificial intelligence establishment into processes.
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Example of practical utilization of artificial intelligence

Software based on advanced data procession or artificial intelligence were very
difficult to develop in the past. The process was very time and finance consuming. It
was necessary to involve tens of engineers, technical architects etc. However, techno-
logical progress and current digital possibilities developed platforms, via which it is pos-
sible to create and implement artificial intelligence and machine learning systems into
software with minimal need of technical know-how. For instance, TensorFlow by Google.
It is free accessible software with open source code, which can serve for complex math-
ematical and statistical computing, which are able to be “translated” into visual form as
graphs for example. The software was initially developed for engineers, who work on a
research of machine learning and deep learning methods. However, subsequently em-
ployees found out, that the software is too wide and universal to be usable also in other
market segments. TensorFlow is accessible for two years already and is utilized by res-
onant companies such as Coca-Cola, Ebay, Dropbox, Uber Nvidia, Airbnb and a lot of
others. “TensorFlow is accessible, easy to use system in intuitive environment, which
supports work with programming languages such as Python or R. It allows marketing
specialists and research workers to mine maximum from the program without a need to
develop a new financially demanding system” (Wirth, 2018).

1 Methodology

Technological progress is perceptible in most of the current modern companies.
And especially companies operating in digital and internet area. The areas are over-
whelmed with data, which helps to drive more sales, develop more successful strategic
decisions etc.

The main aim of this article is to examine in what extension digital marketers utilize
data in their digital marketing strategies. Tow sub-goals were set to fulfill the main goal:

1. examination of knowledge level about data processes within a company of re-
spondent,
2. identification of areas within the company, where data utilization is usable.

The main research method of the paper was quantitative research conducted in
Google forms online software. The questionnaire was delivered to preferred target
groups via several channels. As far as demanded respondents were marketers with
specialization in digital marketing, the following internet platforms were utilized:

1. IAB Slovakia direct mail database — IAB is a self-regulating institution covering
digital areas on selected markets. The firm operating on the Slovak market has
a database of 163 e-mail addresses of employees or entrepreneurs in the digital
marketing areas. The questionnaire was a part of one of the regular weekly
newsletters.

2. Marketing Facebook profile post — there was an agreement with a particular
Facebook group called Digital Blog. At time of the research it had 1867 fans
and they agreed to create a post with a request to fans to fulfill the question-
naire.

37



Studia commercialia Bratislavensia Cislo/No.: 43 (1/2020); Rot./Vol.: 13

3. Facebook post on personal account — local marketer with 1388 friends at time
of the research agreed to share the questionnaire on his personal account.

4, Facebook post in a thematic marketing group — Facebook disposes with several
groups dedicated to marketing and relevant topics. The biggest group on the
market is Marketers, copywriters and SEO optimizations. The group had 13846
followers at time of the research.

The most questionnaire answers were collected from the fourth utilized channel.
The fact is caused by the largest fan base. A total number of answers was 58. The whole
questionnaire contained 15 questions. Due to extensive research this article is a part of
the series of several articles which process all researched information. This paper pro-
cesses four researched questions, which can be considered as one thematic bundle with
related questions.

2 Results and discussion

Previously conducted researches uncovered that marketing specialists consider
marketing more as a science than an art. The statement is caused by increasing amount
of data, which enter the marketing process and help with initial set up, continual opti-
mization and final evaluation of marketing and advertisement campaigns. Marketers re-
alize that modern marketing is more technical than ever before. The consciousness
about the technical part of the current marketing is however not enough. The question
is, whether marketers utilize data within marketing processes and if they have enough
space, opportunities and tools to utilize the data.

First processed question within quantitative research examined in what extent mar-
keters works with data, whether they collect and process them and if the data work is
covered by internal sources of the firm or is outsourced to the third party subjects (Graph

1),

Graph 1 Extension of data work within the company of respondent

o 2%
0% H Yes, we collect data (16%)

9%

m Yes, we collect and process
data (55%)

We cooperate with external
subjects (19%)

No, however we plan to
(9%)

No, and we don't plan to
(0%)
Source: author’s research

Marketers current orientation on data is obvious. Most of the respondents (55%)
confirmed that the firm they work in collects and processes the data internally. The
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result is quite striking because of limited possibilities of the Slovak market, which dis-
poses only with limited population. Collection and procession of limited amount of data
is often more time and finance consuming than in case of big amount of data. 19% of
respondents stated, that they collect data internally, however procession is outsourced
to specialized firm. 16% of respondents collect the data internally, however don't pro-
cess them at all. 9% of respondents who currently don't collect the data plan to do so
in the future. 2% of respondents stated, that they don't have knowledge about the
problematics. None of the respondents selected answer “No, and we don't plan to”. The
important finding from this question is, that 90% of respondents work with data in some
way. For the data work it is necessary to utilize analysis and analytical tools, which have
potential to simplify and accelerate collection and procession of the data (Agrawal,
2014). Collected answers correspond with the statement, that marketers consider mar-
keting more as science than art.

Graph 2 Awareness about a term artificial intelligence

0%

mI'm sure I know what it is
about (59%)

10%

u I believe I know what it is
about but I'm not sure
(31%)

I have minimal knowledge
(10%)

Source: author’s research

Due to present findings most of the marketers work with the data. Advanced tech-
nological possibilities and connection with marketing analyses and analytical tools
caused, that softwares with elements of artificial intelligence are getting more and more
attention. Utilization of such tools has a big potential in the digital marketing area. Es-
pecially in systematization and automation of processes. On base of previous research
question, which confirmed work with the data in case of most of the respondents, there
is an assumption, that most of them will be well informed also in an the area of advanced
analytical tools and artificial intelligence, which works with big data. The next research
question examined how respondents perceive a term artificial intelligence and whether
they have knowledge in the area (Graph 2). More than a half on respondents (59%)
stated, that in case of artificial intelligence, they know what it is about and that they are
sure what the term means. 31% of respondents declared that they know what artificial
intelligence is, however they are not sure. Only 10% of respondents declared that they
have a minimum know-how in the area. The answer "I don't know what I should imag-
ine” had no answers. Thus, respondents have good or at least elementary knowledge in
the area of artificial intelligence. It is possible to suppose, that marketers are oriented
in the problematics of advanced analytical tools and in area of big data, which has ability
to bring new market information important in a process of strategic planning.
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Graph 3 Identification of marketing areas currently suitable for artificial intelligence

Process automation (81%) 81%
Marketing campaign optimization (71%) 71%
Mining and connection of data from... 52%
Replacement of periodical agenda of... 43%
Market research (40%) 40%
Communication with customers (38%) 38%
Identification of marketing need (33%) 33%
Evaluation of marketing campaign... 33%
Marketing strategy preparation (24%) 24%
Implementation of marketing stratagy... 24%
Content creation (22%) 22%
Communication with business partners... 12%
Combination of all mentioned above...1 2%

Source: author’s research

The main aim of the question was to identify areas, where respondents feel a po-
tential for artificial intelligence utilization. Respondent could mark several options at once
(Graph 3). From the collected answers it is obvious that the biggest potential for artificial
intelligence is, due to respondents, in the area of processes automation (81%), in opti-
mization of marketing campaigns (71%) and in gaining and connection of several ana-
lytical tools (52%). First three most successful activities were occupied by periodical
activities and their operation demands considerable amount of data. The manual pro-
cession of the data would request quite large time and finance investment. Implemen-
tation of artificial intelligence into the processes would lower costs on manpower and
would systematize regular marketing activities of firms. Interesting finding is, that also
activities, which request relatively individual approach and certain amount of creativity
gained a large number of votes. For example option “market research” gained 40% and
communication with customers 38%. That means, that marketers believe in usefulness
of the artificial intelligence also into processes, where is higher pressure for inputs of
individuals. One of the respondents stated in option “others”, that he believes that it is
possible to apply artificial intelligence into all mentioned processes.
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Graph 4 Areas of digital marketing currently suitable for artificial intelligence
implementation

More precise targeting (81%) 81%

Automation of marketing and advertising

0,
processes (81%) 81%

Personalization of advertising content (62%) 62%

Faster results delivery (52%) 52%

Faster return of marketing investments 520,
(52%) °
Replacement of human work (50%) 50%

Development of competitive advantage
(47%)

Increase of profitability (43%) 43%

47%

Content creation (17%) 17%

Combination of all mentioned above (2%) 2%

Source: author’s research

The last question processed in this article researched in what areas is artificial in-
telligence able to help companies today (Graph 4). The respondents could mark more
answers at once. The most of the respondents agreed, that artificial intelligence is able
to secure automation of marketing and advertisement activities (81%), more precise
targeting (81%) and personalization of content and websites (62%). Approximately 50%
of respondents marked also options: faster results delivery, faster return of marketing
investments (ROMI), gaining of competition advantage and replacement of manpower.
Options “content creation” marked only 17% of respondents. One of the respondents
stated in option “others” that artificial intelligence is possible to apply into all areas men-
tioned in questions. The question and its answers confirm that respondents predict fu-
ture of artificial intelligence in processes which operate on base of large amount of data.
Content creation demands large input of human creativity, that's why respondents in
this area don't see potential for artificial intelligence.

Conclusion

Marketing analyses, analytical tools and related artificial intelligence implemented
into digital marketing processes are due to findings of the paper firmly established on
the Slovak market at least in theoretical point of view. Respondents of quantitative re-
search confirmed data utilization in digital marketing processes within companies they
work in. 90% of respondents utilize (in some way) data generated from business they
focus on and 55% of respondents declared they are able to full-service collect, process,
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manage and utilize the data within the firm. Due to current amount of data generated
from the business it is impossible to manage data manually. Thus, it is necessary to use
support of software. Currently, there is a possibility to utilize artificial intelligence tools,
which are dependent on humans only during initial set-up. They are able to manage rest
of the data management process automatically and search for hidden patterns in the
data on base of previous findings. In other words, they are able to learn from history
and use the knowledge in further processes. 90% of respondents had at least minimum
knowledge about artificial intelligence and its possibilities. The most significant areas for
utilization of artificial intelligence they see process automation, marketing campaign op-
timization and connection of data from various sources. They expect from utilization of
artificial intelligence more precise targeting, automation of marketing and advertising
activities and personalization of developed content.

The findings of the research uncovered, that marketers on the Slovak market fre-
quently work with big data, have knowledge about possibilities of artificial intelligence
and believe in future of such a digital marketing approach. On base of collected answers
there is justifiable assumption that marketers will rely on artificial intelligence tools and
big data approaches more in the near future.

Recommendation for the market is to extent knowledge in the area before imple-
mentation of such tools, utilize human sources with a sufficient know-how in the area
and thoroughly calculate return on investment, since costs on artificially intelligent based
tools are currently still very finance demanding.

Further research can focus on specific big data and artificial intelligence tools cur-
rently utilized in the digital marketing area and to identify specific needs of the market
on such tools.
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Uplatnenie mechanizmu otvorenej inovacie a vplyv vybranych
ukazovatel'ov firemnej kultary v podniku

Miroslava Prvakovat!

Application of the mechanism of open innovation and the impact
of selected indicators of corporate culture in company

Abstract

Corporate culture has the biggest influence on the application of open innovation in
company. Cooperation and knowledge sharing are necessary for open innovation mech-
anism. For successful application of open innovation mechanism there needs to be a
suitable environment — corporate culture - which supported the mechanism. Main goal
of this publication is finds out the impact of identified corporate culture indicators on
open innovation as well as identified the main barriers of this mechanism. A primary
qualitative survey was conducted for achieving the answers by using the inquiry method
with selected experts in this area. After the summarization the results have been iden-
tified and visualized by the key indicators of application of open innovation as well as
were the key barriers of this mechanism.

Key words

corporate culture, open innovation, barriers of open innovation

JEL Classification: 036, M14
Received: 22.3.2020 Accepted: 30.3.2020

Uvod

V sUcasnosti pozorujeme rastuci trend vyuZivania otvorenych inovacnych procesov
a pristupov v prostredi podnikov produkujlcich sluzby. Napriek tomuto faktu analyza
domacej a zahrani¢nej odbornej literatlry odhalila, Ze oblast’ otvorenej inovacie v pro-
stredi sluZieb nebola dostatocne pokryta. Transformacie, ktoré su zapriCinené aspektami
Stvrtej priemyselnej revollcie, su najviac badatel'né v oblasti digitalizacie procesov a in-
formatizacie spolocnosti. Podl'a Kubickovej a BeneSovej (2011) zvySeny tlak na vykony
producentov sluZieb je spdsobeny silnejucou konkurenciou a narastajucim obchodom so
sluzbami. Podl'a autorov Trott a Hartmann (2009), prinosy a hnacie sily za zvySenou
otvorenost'ou boli zaznamenané a prediskutované uz v Sest'desiatych rokoch, najma po-
kial' ide o vzajomnu spolupracu v oblasti vyskumu a vyvoja. PouZitie pojmu otvorena
inovacia vo vzt'ahu k rasticemu trendu vonkajsej spoluprace podporil najmé autor Henry
Chesbrough (2003), ktory definuje otvorenl inovaciu ako prijimanie a poskytovanie po-
znatkov na urychlenie vnatornych inovacii a zaroven rozsirenie trhov pre externé vyuzi-
vanie vnatornych inovacii. Koncepcne ide o viac distribuovany, kooperacnejsi a decen-
tralizovanejsi pristup k inovaciam, ktory je zalozeny na fakte, Ze dnesné uzitocné po-
znatky su Siroko distribuované a spolo¢nost’ nevyuziva svoje zdroje na plno, ak inovuje
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sama. Autor d'alej uvadza 4 hlavné efekty, pre ktoré je pre podnik poskytujlci sluzby
vyhodné zapajat' procesy otvorenej inovacie: dosahovanie trvalej ziskovosti, stabilny
rast, personalizacia sluzieb, orientacia na nové podnikatel'ské modely, zvysujice agil-
nost’ podnikov a profitujlce z hlavnych aspektov Stvrtej priemyselnej revollicie. Prostred-
nictvom mechanizmu otvorenej inovacie méze podnik znizit' naklady, urychlit' ¢as na
uvedenie produktov a sluzieb na trh, zvysit’ diferenciaciu na trhu a vytvorit' nové pri-
jmové toky.

Firemna kultdra je definovana hodnotami, etikou, viziou, spravanim a pracovnym
prostredim v podniku, vd'aka comu je kazdy podnik jedinecny. Ak zamestnanci vyznavaju
spolo¢nu etiku, viziu a d'alSie ukazovatele firemnej kultiry, moze to pozitivne ovplyvnit
uplatnitelnost’ procesov otvorenej inovacie. SpoloCnosti s dobrou firemnou kulttrou
maju ¢asto vysoku moralku na pracovisku a vysoko angazovanych a produktivnych za-
mestnancov. Podla Salampasisa (2015) je kl'icovym kritériom k UspeSnosti uplatnenia
otvorenej inovacie firemna pripravenost’. To, aké prostredie (firemna kultira) prevlada
vo vnutri organizacie sa odraza na moznostiach zavedenia otvoreného inovacného me-
chanizmu. Na zavedenie procesov otvorenej inovacie je podstatné agilné pracovné pro-
stredie, ktoré umoznuje pruznost’ a flexibilitu procesov a taktiez podporuje spolupracu.
Na otvorenu inovaciu sa podla Salampasisa (2015) da pozriet’ z pohl'adu l'udskej a or-
ganizacnej dimenzie. Ludska dimenzia je tvorena kognitivnym a motivacnym priestorom,
ktory tvori individualny level. Organizacna dimenzia je tvorend individualnym levelom a
manazmentom ludskych zdrojov, ktoré po interakcii vytvaraju firemné schopnosti.
Podl'a autora sa firemna pripravenost’ organizacie vztahuje na aspekty otvorenej inova-
cie nutné pre jej fungovanie, ktoré prostrednictvom top manazmentu, zamestnancov a
vhodnych nastrojov riadenia I'udskych zdrojov tvoria potrebné firemné prostredie pre
Uspesnost’ otvorenych inovacnych procesov.

1 Metodika prace

Ciel'om prispevku bolo identifikovat’ vplyv vybranych ukazovatelov firemnej kultry
a urcit’ hlavné bariéry uplatnenia mechanizmu otvorenej inovacie v podnikoch produku-
jucich sluzby. Na zodpovedanie ciela boli definované dve vyskumné otazky (VO):

VO1: Aky vplyv maju vybrané ukazovatele firemnej kultury na uplatnenie otvorenej
inovacie?

VO2: Aké su hlavné bariéry pre uplatnenie otvorenej inovacie?

Na zaklade analyzy literattry bolo identifikovanych 20 ukazovatel'ov firemnej kul-
tdry, ktoré maju vplyv na uplatnenie otvorenej inovacie. Nasledne bolo identifikovanych
26 bariér uplatfiovania tohto mechanizmu. Na zodpovedanie vyskumnych otazok bol
zrealizovany primarny kvalitativny prieskum formou dopytovania expertov z danej prob-
lematiky. Ucelom prieskumu bolo zistit/, ¢i ukazovatele a bariéry, ktoré boli identifikované
na zaklade analyzy literatdry, su rovnako relevantné aj v praxi. Podmienky vyberu ex-
pertov a oblasti ich expertizy boli vel'mi Specifické, ¢im sa okruh potencialnych expertov
vyrazne zUzil. Oslovenych bolo 6 expertov, prieskumu sa zGcastnili 4 z nich. Osloveni
experti pracovali viac ako 5 rokov v otvorenom inovacnom prostredi podnikov produku-
jucich sluzby. Expertov sme oznadili Cislami 1, 2, 3 a 4 a organizacie, v ktorych pdsobia,
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sme oznacili pismenami A, B, C a D. Suhrnné informacie o expertoch, ktori sa zdcastnili
prieskumu su nasledovné:

e Expert 1, /ider v inovacnom centre A, ktoré slizi ako priestor, kde sa vyvijaju
a testuju otvorené, dynamické a uzivatel'sky orientované podnikatel'ské mo-
dely. Centrum spaja r6zne zainteresované strany v oblasti inovativnych a viac
perspektivnych rieseni a je ekosystémom talentov, prostredia a rieseni.

e Expert 2, mentor a konzultant v inovacnom centre B, ktoré sa zameriava na
podporu inovacného podnikania a komercného vyuzitia vyskumu a vyvoja.
Centrum sprostredkovava prepojenie univerzit a vedecko-vyskumnych institd-
cii s podnikatel'skou sférou, s cieflom maximalizovat’ prinos vyskumu a vyvoja
na regionalnej a narodnej Urovni.

e Expert 3, konzultantka v inovacnom centre C, ktoré sa zameriava na podporu
inovacii, technologického transferu ¢i rozvoja podnikania. K hlavnym sluzbam
centra patri podnikatel'ské a inovacné poradenstvo, podpora medzinarodnej
spoluprace, konzultacie tykajlce sa pristupu k financiam a tiez podporu ram-
covych programov EU pre vyskum, vyvoj a inovacie.

e Expert 4, docentka z institiucie D — vo svojej kniznej publikacii a v dalSich ve-
deckych a odbornych ¢lankoch sa zaoberala problematikou inovacnych proce-
sov a taktiez otvorenym inovacnym pristupom.

Dopytovanie prebehlo v obdobi 7. — 10.1.2020 formou online dotaznika, vytvore-
ného prostrednictvom Google formuldrov. Uzavreté otazky pozostavali z hodnotenia
vplyvu vybranych ukazovatel'ov formou Likertovej Skaly (5 - najvacsia miera vplyvuy, 1 -
nictvom ktorého boli vypocitané priemerné hodnoty miery vplyvu ukazovatelov a bariér
na uplatnenie otvorenej inovacie a nasledne vyhodnotené ich poradia. Ako uvadzaju
Egerova a Muzik (2010), ak je priemer rovny alebo nizsi ako 3, potom nie je dany uka-
zovatel’ dblezity. Ak je priemer vyssi ako 3, ukazovatel je velmi doélezity, pricom ak je
jeho hodnota vyssSia ako 4, ukazovatel’ je kl'iCovy. Priemer bol zaokrihl'ovany na dve
desatinné miesta.

2 Vysledky a diskusia

Problematika otvorenych inovacnych procesov je v si¢asnom poznatkovom svete
dolezitou témou. Otvorenost’ a spolupraca pri pésobeni podnikov v ramci ich prostredia
prinasa nové moznosti na vymenu poznatkov a objavovanie novych prilezitosti. Mecha-
nizmus otvorenej inovacie ma vplyv na tvorbu roznych efektov, ktoré si podmienené
firemnou pripravenost'ou na tento mechanizmus. Prostrednictvom vyhodnotenia vysled-
kov primarneho prieskumu a interpretacie nadobudnutych poznatkov sme naplnili ciel
prispevku, ktorym bolo identifikovanie vplyvu vybranych ukazovatel'ov firemnej kultiry
a urCenie hlavnych bariér uplatnenia tohto mechanizmu v podnikoch produkujlcich
sluzby.
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2.1 Vplyv ukazovatel'ov firemnej kultiry na uplatnenie otvorenej inovacie

Firemna kultira sa tyka osobnosti spolocnosti. Definuje prostredie, v ktorom za-
mestnanci pracuji. Ako uvadza Watkins (2013), firemna kultdra zahffia cely rad prvkov,
vratane pracovného prostredia, poslania spolo¢nosti, hodnoty, etiky, o¢akavani, ciel'ov
a v neposlednom rade predurcuje pravidla, pre samotné spravania sa jedincov v orga-
nizacii. Z pohl'adu viacerych autorov (Chesbrough, 2003; Tuomi, 2009; Wallin a Krogh,
2010; Hvizdova a Machal, 2017; Zapfl 2018), je prave firemna kultira takym faktorom
otvorenej inovacie, ktory vytvara vyhovujluce (alebo nevyhovujlce) zazemie pre jej
uplatnenie. Na definovanie firemnej kulttry bolo zvolenych 20 ukazovatel'ov, ktoré boli
vyhodnotené na zaklade stupnice vplyvu ukazovatel'ov na uplatnenie otvorenej inovacie
v podnikoch produkujucich sluzby. Vysledné poradie vybranych ukazovatelov firemnej
kultury je vyjadrené v tabulke 1, z ktorej hlavnymi vystupmi su:

e kl'GCovymi ukazovatel'mi firemnej kultdry s najvySSou mierou ich vplyvu na
uplatnenie otvorenej inovacie si: motivacia, kooperacia, sloboda vyjad-
rovania, styl vedenia, dialogy a vzdelavanie zamestnancov v ramci orga-
nizacie,

e velmi dolezitymi ukazovatel'mi firemnej kultdry vplyvajucimi na uplatnenie
otvorenej inovacie su: reSpektovanie odlisnosti, akvizicia talentov a ich
udrziavanie, vzajomna vniatorna dynamika, kolektivnost’, kreativita,
organizacna podpora a dovera.

Tab. 1 Miera vplyvu vybranych ukazovatel'ov firemnej kultiry na uplatnenie otvorenej

inovacie
Ukazovatel’ Expert | Expert | Expert | Expert Prie- »
Median
1 2 3 4 mer

Motivacia zamestnancov 5 5 5 5 5,00 5
Kooperacia s externym

prostredim 4 5 5 5 4,75 5
Sloboda vyjadrovania 5 5 4 5 4,75 5
Styl vedenia 5 4 5 4 4,50 5
Dialégy 5 3 5 4 4,25 5
Vzdelavanie zamestnan-

cov 3 5 5 4 4,25 5
Respektovanie odlisnosti 4 5 3 4 4,00 4
Akvizicia talentov a ich

udrZanie 3 4 5 4 4,00 4
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Vzajomna vnitorna dyna-

mika 3 4 4 4 3,75 4
Kolektivnost’ 4 4 3 3 3,50 4
Kreativny pristup 4 4 3 4 3,75 4
Organizacna podpora 3 3 4 5 3,75 4
Dévera 3 4 3 5 375 4
Férovy pristup 3 2 3 5 320 3
Rozvoj zamestnancov 3 3 3 4 325 3
Intelektualny potencial 3 2 3 4 3,00 3
Osobné preferencie 3 3 3 3 3,00 3
Transparentnost’ rozhodovani 3 2 3 4 3,00 3
Tréningové programy pre za-

mestnancov 2 3 3 3 2,75 3
Predpokilady spravania 2 3 3 3 2,75 3

Zdroj: vlastné spracovanie na zaklade vysledku prieskumu medzi expertmi.

Na zavadzanie otvorenych inovacnych procesov je potrebné vytvorit’ vhodné pra-
covné prostredie. Pracovné prostredie a atmosféra na pracovisku st sicCastou firemnej
kultdry spolocnosti. V sii¢asnej dobe pozorujeme zvySeny zaujem o efektivnu tvorbu fi-

.....

su firemné hodnoty iba spdsob na prilakanie potencialnych zamestnancov, avsak v pro-

cesoch otvorenej inovacie je dolezité, aby to, o com komunikuje spolocnost/, navonok

reflektovalo skuto¢ny stav vo vnutri organizacii. Vyhodnotenim a interpretaciou vysled-

kov v grafickej podobe (na obrazku 1) tejto Casti prispevku sa nam poradilo zodpovedat’
prva vyskumnU otdzku: Aky vplyv maju vybrané ukazovatele firemnej kultury na uplat-

nenie otvorenej inovacie?
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Obr. 1 Kl'Ucové a vel'mi dolezité ukazovatele firemnej kultdry, ktoré ovplyviuju

uplatnenie otvorenej inovacie v podnikoch produkujucich sluzby
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* Organiza¢na podpora
* Doévera

Zdroj: vlastné spracovanie

Hlavné bariéry uplatnenia otvorenej inovacie

Viaceré spolocnosti sa rozhoduju pre vyuzitie otvorenej inovacie z dovodu hl'adania
prilezitosti na rieSenie neuspokojenych potrieb prostrednictvom spravnych partnerstiev.
Hoci existuje vela Uspesnych prikladov otvorenej inovacie, tato inovacia vo vSeobecnosti
ma vela prekazok. Na zaklade rozsiahlej analyzy literatiry sme identifikovali 26 bariér,
ktoré sa objavuju pri uplatiiovani mechanizmu otvorenej inovacie. Experti hodnotili vy-
brané bariéry prostrednictvom miery ich vplyvu na uplatnenie otvorenej inovacie v KIBS,
vysledné poradie ukazovatel'ov je zobrazené v tabul'ke 2.

Tab. 2 Miera vplyvu vybranych bariér na uplatnenia otvorenej inovacie v KIBS

Bariéry Expert | Expert | Expert | Expert | Prie- Me-
1 2 3 4 mer dian

Inovacné kapacity spoloc-

nosti 5 5 5 5 5,00 5

Nedostatocna podpora vr-

cholového manazmentu 5 4 5 5 4,75 5

Firemna kultiara 4 5 5 5 4,75 5

Organizacna pripravenost’ 4 5 5 5 4,75 5

Kooperacna schopnost’

podniku 3 4 5 5 4,25 5

Inovacna vyspelost’ 4 5 4 4 4,25 4

Nerealne ocakavania 4 5 4 4 4,25 4

Absencia stratégie pre OI 4 4 4 5 4,25 4

49



Studia commercialia Bratislavensia Cislo/No.: 43 (1/2020); Rot./Vol.: 13
Tradicny styl riadenia
(zhora nadol) 4 4 4 5 4,25
Vyspelost’ podniku (ako
dlho je na trhu) 4 4 4 3 3,75
Uroveri informacno-komu-
nikacnych technologii 4 4 3 4 3,75
Komunikacné bariéry 3 4 4 4 3,75
Organizacné/ administra-
tivne prekazky 3 5 3 4 3,75
Bariéry internych zamest-
nancov 3 3 4 5 375
Limity firmy (technolo-
gické, materialne, metodo-
logické, procesné) 3 4 3 4 3,50
Vplyv technologie na ino-
vdciu odvetvia 4 3 3 4 3,50
DiZka a zloZitost’ inovac-
ného cyklu v sektore a jeho
reguldcie 3 4 3 4 3,50
Nedostatocné financné
zdroje 5 3 2 4 3,50
Orientacia iba na vnuatorny
vyvoj a vyskum 4 3 3 4 3,50
Typ spolocnosti a jej odvetvia 4 3 3 2 3,00
Absorpcna schopnost’ podniku 3 3 3 3 3,00
Dosiahnutie rovnovahy medzi
vymenou poznatkov 3 3 3 3 3,00
Vnimané rizikd z OI procesov 2 3 3 4 3,00
Obmedzené poznatky o OI 2 3 3 4 3,00
Umiestnenie a infrastruktura 2 4 2 4 3,00
Typy produktov a sluZieb 2 3 4 2 275

Zdroj: vlastné spracovanie na zaklade vysledku prieskumu medzi expertami.
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Z vysledkov hodnotenia vybranych bariér uplatnenia otvorenej inovacie vyplyva:

e  kritické bariéry uplatnenia otvorenej inovacie st inovacné kapacity spoloc-
nosti, nedostatocna podpora vrcholového manazmentu, firemna kul-
tara, organizacna pripravenost’' na otvorenu inovaciu, kooperacna
schopnost’ podniku, inovacna vyspelost’, nerealne ocakavania, ab-
sencia stratégie pre otvorenu inovaciu a tradi¢ny styl riadenia (zhora
nadol),

e vel'mi dblezité bariéry uplatnenia otvorenej inovacie su vyspelost’ podniku
(ako dlho je na trhu), droven informacno-komunikacnych technoldgii,
komunikacné bariéry, organizacné/administrativne prekdZky, ba-
riéry internych zamestnancov, limity firmy (technologické, materialne,
metodologické a procesné), vplyv technoldgie na inovaciu odvetvia,
diZka a zloZitost’ inovacného cyklu v sektore a jeho regulacie, nedos-
tatocné financné zdroje a orientacia iba na vnitorny vyvoj a vyskum.

Nedostatocna podpora vrcholového manazmentu je hlavnou pric¢inou neldspesnych
implementacii otvorenych inovacii. Je to v prvom rade manazment, ktory rozhoduje o
tom, do akej miery sa otvoria hranice spoloc¢nosti. Nedostatocna pripravenost’ i uz vr-
cholového manazmentu, ale aj celej organizacie na uplatnenie otvorenej inovacie spo-
sobuju komplikacie a Casto sa stavaju hlavnou bariérou tohto procesu. Je potrebné, aby
aspekty firemnej kultdry podporovali rozne moznosti pre kooperaciu a interakciu, ¢im si
spolo¢nost’ zabezpeci vhodné podmienky pracovného prostredia pre umoznenie otvore-
nych inovacnych procesov. Organizacné inovacné kapacity spolo¢nosti sa vztahuji na
schopnost’ podnikov vyrabat’ a vyuzivat’' nové vyrobky, sluzby, systémy alebo procesy.
Zistenie toho, ¢o obmedzuje inovacnu kapacitu, je kritickou otazkou pre kazdu organi-
zaciu, ktora chce uplatnit’ otvorent inovaciu. Vyhodnotenim a interpretaciou vysledkov
a ich grafickym vyjadrenim (na obrazku 2) tejto Casti prispevku sme zodpovedali druht
vyskumnu otazku prispevku: AkKé su hlavné bariéry pre uplatnenie otvorenej inovacie?

Obr. 2 Kritické a vel'mi dblezité bariéry uplatnenia otvorenej inovacie v podnikoch
produkujucich sluzby

Kritické bariéry Vel'mi délezité bariéry
« Inova&né kapacity spolo¢nosti ¢+ Vyspelost' podniku (ako dlho je na trhu)
* Nedostato¢na podpora vrcholového manazmentu + Uroveil informagno-komunika¢nych technologii
« Firemn4 kultira + Komunikacné bariéry
+ Organiza¢nd pripravenost na otvorent inovaciu ¢+ Organizané/administrativne prekazky
+ Kooperatna schopnost’ podniku * Bariéry internych zamestnancov
« Inovacna vyspelost podniku + Limity firmy (technologické, materialne,
+ Nerealne ocakavania metodologické a procesné)
+ Absencia stratégie pre otvorent inovaciu +  Vplyv technolégie na inovaciu odvetvia
« Tradicny $tyl riadenia + Dizka a zlozitost’ inovaéného cyklu v sektore a
- jeho regulicie
¢+ Nedostato¢né finanéné zdroje
P + Orientacia iba na viitorny vyvoj a vyskum
yd AN —
- .1‘-" Otvorena
inovacia
N 4

Zdroj: vlastné spracovanie
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Zaver

Zaciatok dvadsiateho prvého storocia patril inovaciam a transformacii fungovania
spoloc¢nosti. Otvorena inovacia sa v poslednych rokoch stala vel'mi popularnou témou. Z
akademického hl'adiska sa vacsina ¢lankov a publikacii zameriava na jej vyuZzitie v pro-
stredi vyroby s mensim dbérazom na sluzby. Vzhl'adom na tito medzeru bolo cielom
tohto prispevku lepsie pochopit’ otvorenu inovaciu a identifikovat’ vplyv vybranych uka-
zovatel'ov firemnej kultiry na jej uplatnenie v prostredi produkcie sluzieb. Sti¢ast'ou toho
bolo aj identifikovanie hlavnych bariér uplatnenia otvorenej inovacie v podnikoch produ-
kujucich sluzby. Prostrednictvom dopytovania expertov z danej problematiky boli vyhod-
notené kl'GCové a velmi dolezité ukazovatele firemnej kultiry, ktoré maju najsilnejsi
vplyv na uplatnenie mechanizmu otvorenej inovacie v podniku. Dopytovanim expertov
boli identifikované aj najvyznamnejsie bariéry uplatnenia otvorenej inovacie. Prinosom
prispevku je aj grafické znazornenie posobenia faktorov firemnej kultdry a tiez bariér na
uplatnenie mechanizmu otvorenej inovacie.
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Postoj spotrebitel'ov voci elektromobilom
v Slovenskej republike
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The attitude of consumers towards electric vehicles
in the Slovak Republic

Abstract

The aim of paper is to identify the current issue of electromobility with a focus on the
Slovak Republic and to examine people's awareness and interest in electric vehicles with
the determination of possible recommendations and possibilities for making electric ve-
hicles more attractive on the market. The paper contains the evaluation of the survey
results and the interpretation of the results. The paper deals with individual proposals
and recommendations that would help to improve the position of electromobility and
increase the marketability of electric vehicles on Slovak market.
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Uvod

Vo vSeobecnosti sa elektromobilmi oznacuju dopravné prostriedky, ktorych pohon-
nou jednotkou je elektricky motor (elektromotor). Moze ist’ tak o elektrické automobily,
ako su elektromobily, elektrobicykle, elektrické motorky Ci skutre, elektrické lode a lie-
tadla, ale aj elektrické vlaky, elektricky, metro, elektrické autobusy a trolejbusy ¢i do-
konca elektrické kolobezky. Elektromobilitu vSak mdzeme chapat’ vo viacerych rozme-
roch. Pre verejnost’ s, samozrejme, najviac uchopitelné osobné vozidla, no dolezita je
aj otazka verejnej dopravy, &i uz ide o hromadn( prepravu os6b, taxisluzby, alebo car
sharing. Dalsi rozmer je doprava Uzitkovymi vozidlami, ¢i uz ide o rozvazku tovaru, ba-
lickové dorucovacie sluzby, alebo prepravu tovaru na kratke a stredné vzdialenosti. V
neposlednom rade sa rieSi aj tranzitna nakladna doprava. Vel'ké mestské aglomeracie
trpia dihodobo nielen mnoZstvom exhalatov z autodopravy, ale aj preplnenim ciest, za-
pchami a nedostatkom parkovacich miest (Steinhauser, D.; Cukanova, M., 2016). Preto
uz viaceré pristupili k projektom zdiel'ania e-bajkov ¢i elektrickych skdtrov. Takmer vSade
sa stretneme s anglickymi skratkami ako EV (Electric Vehicle — elektrické vozidlo) alebo
BEV (Battery Electric Vehicle — batériové elektrické vozidlo) (Elektromobil info, 2018).
V Slovenskej republike sa o elektromobiloch Siri vela informacii, medialnych postojov,
nazorov, ako aj vyjadreni vladnych Cinitel'ov, no Casto bez vedeckého podkladu. Cielom

! Ing. Rdbert Rehdk, PhD., Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra marketingu, Dol-
nozemska cesta 1, 852 35 Bratislava, e-mail: robert.rehak@euba.sk
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prispevku je priblizit' prostrednictvom vysledkov prieskumu informacie o spotrebitel'skom
postoji potencialnych spotrebitel'ov v Slovenskej republike.

1 Metodika prace

Pri ziskavani teoretického zakladu pre pisanie prispevku bola pouzitd metdda ab-
strakcie, generovana z dostupnych dat z Casopiseckej literatiry a elektronickych zdro-
jov. V pripade ziskavania dat ohladom informacii o spotrebitel'skych postojoch voci elek-
tromobilite v podmienkach Slovenskej republiky bola pouzitd metdda dopytovania for-
mou prieskumu, a to dotaznikovou formou. Dotaznik bol rozposielany prostrednictvom
google dotaznikov. Respondenti sa ziskavali na socialnych siet'ach, pricom ciel'ova sku-
pina bola obyvatel'stvo Slovenskej republiky od veku 18 rokov a viac. Prieskum kom-
plexne pozostaval v 22 kladenych otazkach, priCom bolo dotazovanych 152 os6b.
V tomto prispevku su uverejnené vysledky najpodstatnejsich zaverov prieskumu. Dota-
zovanych bolo 55,3 % muzov a 44,7 % Zien. Najvacsiu Cast’ vzorky tvorili pracujuci l'udia
o velkosti 63,2 %, 34,2 % vzorky tvorili Studenti, respondenti na dochodku predstavovali
3 % a l'udia na materskej dovolenke 0,7 % respondentov. Treba konstatovat, Ze 5,3 %
respondentov elektromobil vlastnilo. Data z tohto prieskumu boli pouzité pre spracova-
nie bakalarskej prace Lucii Jancovej na tému Elektromobilita v Slovenskej republike.
Prieskum prebiehal v roku 2019.

2 Vysledky a diskusia

V nasledujlcej Casti si uvedené parcidlne Casti prieskumu.

Aky vyznam maju podla Vas elektromobily?

V tejto otdzke sme zistovali, aky vyznam maju elektromobily pre respondentov.
Respondenti mali na vyber z prvych Styroch moznosti, ale aj napisat’ svoju vlastnu od-
poved'. Zistenia boli nasledovné:

lepSie jazdné vlastnosti (16,4) %,

lacnejSia cena dopravy (46,1 %),

Zivotné prostredie (82,9 %),

bezpecnost’ (11,2 %),

mensia zavislost’ ekonomiky od dodavok ropy (0,7 %),

cestovanie nie s vela l'ud'mi (0,7 %),

Zivotné prostredie — emisie vyfukovych plynov, ano, otazne vsak nakladanie s

akumulatormi — vyroba, Zivotnost/, likvidacia (0,7 %),

e nemaju vyznam, ked'Ze batérie treba vyrabat, skladovat’, obsahuju chemikalie,
elektrinu taktiez treba vo va¢Som mnozstve vyrabat/, zastaviame lesy elektrar-
nami (0,7 %),

e biznis (0,7 %),

e marketingovy tah (0,7 %),

e Ziadny, v koneCnom dosledku viac odpadu ako pri benzinovych

4utach (0,7 %),
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e Ziadny, je to vymyslena bublina o ochrane Zivotného prostredia (0,7 %).

Najvacsi pocet respondentov (82,9 %), teda az 126 opytanych uviedlo, ze vyznam
elektromobilov spociva v Zivotnom prostredi. Nasledovala lacnejSia cena dopravy, ktoru
oznacilo 46,1 % opytanych. MozZnost’ vlastnej odpovede vyuzilo 8 respondentov, ktori
vyjadrili pozitivne tak ako aj negativne nazory. Aj ked' najviac opytanych uviedlo ako
najvacsi vyznam elektromobilov zivotné prostredie, niektori kritizovali prave tato moz-
nost’ odpovede, a to z dovodu vyroby, Zivotnosti a likvidacie akumulatorov do elektro-

0 biznis ¢i marketingovy tah.

Do akej miery by boli pre Vas dolezité jednotlivé faktory pri kipe elektromobilu?

V tejto otazke bolo zistované, aké dolezité su jednotlivé faktory pre respondentov.
Respondenti hodnotili 7 faktorov na skale od 1 do 5, pricom 1 znamenalo pre nich najviac
dolezité a naopak 5 najmenej dolezité. Jednotlivé faktory sme spriemerovali a zoradili
do poradia, ktoré su nasledovné:

. bezpecnost’ 1,76,
. cena 1,82,

. max. dojazd 1,93,
. servis 1,98,

. vykon 2,41,

. vzhl'ad 3,01,

. znacka 3,0.

NOUThWN =

Najdoblezitejsim faktorom pri kiipe elektromobilu pre respondentov by bola bezpec-
nost. 6 % respondentov uviedlo, Zze bezpeCnost' je pre nich najmenej doleZita. Bezpec-
nostné preferencie spotrebitelov elektromobily splfiaju vynikajlco, kedze su eSte bez-
pecnejSie ako spal'ovacie vozidla. Druhym faktorom v poradi bola cena. Az 76 % res-
pondentov uviedlo, Ze plat priemerného slovenského obcana k cene vozidla nie je pri-
merany. Je teda pochopitel'né, Ze tento faktor je druhy v poradi na rebricku déleZitosti
pri kipe elektromobilu. DolezZitost’ faktora je sice vysokd, no zatial elektromobily v tejto
oblasti disponuju zna¢nou nevyhodou, a to aj napriek nizSim nakladom na pohonné
hmoty. Na tretom mieste m6zeme vidiet' maximalny dojazd. Tu nastava otazka budova-
nia infrastruktlry, kedZe jej rozSirovanie by tento faktor mohlo posunit’ na nizsie
priecky. Viac ako polovica respondentov uviedla, Ze sa v meste ich bydliska nenachadza
nabijacia stanica pre elektromobil. To moZe byt’ sCasti dovodom vysokej doleZitosti tohto
faktora pre respondentov. Prvl polovicu najdolezitejSich faktorov uzatvara servis. Aj
v tomto elektromobily disponujui znacnou vyhodou, kedZe su na servis a udrziavanie
menej nakladné ako spal'ovacie vozidla. Na piatom mieste mame vykon, ktory je pre
l'udi priemerne doleZity. Aj napriek tomu 'udom prinesie iba vyhody, kedZe aj v tejto
oblasti elektromobily dominujd. Nasleduje vzhl'ad, ktory nie je pre respondentov velmi
dolezity a zakladaju si najmé na predchadzajlcich faktoroch. Ako posledny, najmenej
dolezity faktor je znacka elektromobilu, a teda je zjavné, Ze tento faktor ma u spotrebi-
tel'ov najmensiu relevantnost.

Aky maximalny dojazd elektromobilu by Vam vyhovoval?

Dojazd elektromobilu predstavuje pre respondentov treti najdoleZitejsi faktor z
predchadzajlcich zisteni. Pre znacnu Cast’ spotrebitel'ov to teda mo6Ze predstavovat’ do-
konca rozhodny faktor, ¢i sa elektromobil kupit’ rozhodne, alebo nie, pripadne zvoli iny
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model. Konkurencia v dojazde elektromobilov rastie ¢im d‘alej, tym viacej, a preto si uz
mnoho spotrebitelov dokaze najst’ elektromobil s dojazdom, ktory mu vyhovuje. Res-
pondentov sme sa teda pytali, aky maximalny dojazd na jedno nabitie by im vyhovoval.
Odpovede sa pohybovali medzi 50 — 1500 km. Najviac respondentom by vyhovoval do-
jazd 300 km a 1000 km. Priemerny dojazd predstavoval 506 km. Je teda zrejmé, ze
vodici si chcl zabezpedit’ dihsi dojazd aj mimo mesta. Respondenti odpovedali aj slovne,
Ze by im vyhovoval dojazd ¢o najvacsi alebo 9 hodin. Jednou z odpovedi bolo aj to, ze
respondentovi by vyhovoval dojazd podla siete nabijacich stanic. Boli vSak aj taki, ktori
uviedli, Ze sa v danej oblasti nevyznaju, a teda nevedia, aky maximalny dojazd by im
vyhovoval. V dojazde elektromobilov jednoznacne momentalne dominuje znacka Tesla.
Avsak ani ta by nedokazala pokryt’ naroky niektorych respondentov, kedZe jej najvacsi
dojazd je pri modeli Tesla Model S 100D, s dojazdom 632 km, kde sa cena zacina na 90
250 €. Ak vSak vychadzame z priemeru zisteni, teda 506 km, najviac sa priblizuje model
Tesla Model 3 Long Range Battery so svojimi 499 km. Aj tu sa vSak cena zacina az na
55 000 €. Ak by sme vsak z kilometrov trochu ubrali, je mozné si zaobstarat’ Kia Niro EV
LE, s ktorou prejdeme na jedno nabitie 485 km a pri ktorej cena je o nieco nizSia, a to
35 200 €. Ale ani tato obstaravacia cena nezodpoveda priemernej cene, ktord by boli
respondenti ochotni investovat’. A spotrebitelia sa teda budi bud’ musiet’ uskromnit’ s o
nieco mensim dojazdom, alebo si jednoducho priplatit’.

Ktoré vyhody by Vas motivovali ku kupe elektromobilu

Vel'mi dblezitym faktom bolo zistenie, ¢o by respondentov najviac motivovalo pri
kupe elektromobilu. Niektoré faktory boli spojené s vyhodami pri kipe elektromobilu,
niektoré zas az pocas samotného vyuzivania automobilu. NajlakavejSou sa stala prave
Statna dotacia pre elektromobily. AZ 69,1 % respondentov uviedlo, Ze by ich toto zvy-
hodnenie najviac motivovalo ku kupe elektromobilu. AvSak mohli sme postrehnat’
v predchadzajlcich rokoch, ze statna dotacia nebola vycéerpana. Mnoho l'udi uviedlo, Ze
dévodom je napriklad nedostato¢na infrastruktdra nabijacich stanic a prave do nej by sa
malo viac investovat'. Posilnenie tejto infrastruktiry je Stvrté v poradi motivacie jednot-
livych faktorov. Po Statnej dotacii nasledovalo oslobodenie od DPH pri kipe a tato vy-
hoda by motivovala az 63,8 % respondentov. Najmenej zaujala opytanych moznost’
jazdy v pruhoch MHD a privitalo by ju iba 19,7 % respondentov. 7,9 % respondentov
uviedlo, Ze su dostatocne motivovani.

Nakolko je pre Vas zaujimavy pomer vysSej investicie do vozidla a zaroven nizSich
nakladov na pohonné hmoty?

-vvr

vadzkovymi nakladmi. Rozdiel obstaravacej ceny by sa mal vo vSeobecnosti vratit’, pro-
strednictvom nizSich prevadzkovych nakladov, po 150 tisic az 200 tisic kilometroch (Elek-
tromobilita, 2019). Respondenti v tejto otazke teda vyjadrovali, do akej miery je pre nich
zaujimavy tento pomer na Skale od 1 do 5, priCom 1 predstavovala najviac zaujimavy a
5 najmenej zaujimavy. Najvacsia Cast’ respondentov, teda 37,5 % uviedlo, Ze je pre nich
tento pomer zaujimavy a pre 19,7 % opytanych je vel'mi zaujimavy. Z tychto vysledkov
vyplyva, ze ak respondenti vnimaju nizke prevadzkové naklady, su ochotni investovat’ o
nieCo viac za elektromobil.

Mate predstavu, za aku priemerni cenu by ste presli 100 km na elektromobile?

Priemerné naklady na energiu elektromobilu na 100 km sa vo vSeobecnosti odha-
dujd na 2 € (Benzin, 2019), no niekedy je to eSte menej. Najviac respondentov, teda
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38,2 % uviedlo, Ze podla nich je to 1 — 3 € a teda maju predstavu o priemernych nakla-
doch na pohonné hmoty elektromobilu. O nie¢o menej opytanych, 29,6 % si mysli, ze
tieto naklady su o nieco vysSie a to 3 — 5 €. Treba si vSimnut’ aj odpoved od 0 — 1 €,
ktord oznacilo 9,9 % respondentov. Majitelia elektromobilov znacky Tesla mali do 1.
februara 2019 moznost’ ziskat’ bezplatné nabijanie na Superchargeroch. Z toho vyplyva,
Ze aj tieto odpovede boli do istej miery relevantné, aj ked’ neslo o priemerné naklady.

Nachadza sa v meste Vasho bydliska nabijacia stanica pre elektromobil?

Pri tejto otazke prevaZovala odpoved’ nie, ktorti zvolilo az 44,7 % opytanych. Cast
Z tychto respondentov vSak m6ze mat’ moznost’ nabijat’ elektromobil doma. Zvysna cast’
musi za nabijackou cestovat’. Napriklad v meste Vel'ky KrtiS musia cestovat’ k najblizSej
nabijacke do Lucenca vzdialeného 35 km, d'alSim prikladom moze byt Brezno, kde oby-
vatelia maju najblizSiu verejnd nabijacku az 45 km vzdialent v Banskej Bystrici. Je teda
pochopitelné, ze ak v takychto oblastiach nemaju obyvatelia moznost’ domaceho nabi-
jania, Casto o elektromobile tazko uvazovat'.

Kol'’ko by ste boli ochotny maximalne zaplatit’ za elektromobil?

NajvyssSia akceptovatel'nd cena pre respondentov sa pohybuje medzi 10 000 —
20 000 €. V tejto kategorii najdeme na slovenskom trhu jeden elektromobil, a to ZhiDou
D2 s dojazdom 257 km za 17 590 €, a Skody Citigo e iV. Priemerna akceptovatel'na cena
z danych odpovedi respondentov dosahuje uroven 21 151 €. Do takejto ceny je momen-
talne dnes mozné kupit' na trhu tiez iba jeden spominany elektromobil. Tento model sa
nestotoznuje s priemernymi preferenciami respondentov v otazke dojazdu, kde priemer
dosahoval 506 km. Za o nieCo vySsiu cenu je mozné si kipit' model Smart Fortwo Electric
Drive za 22 139 €, avSak tu maximalny dojazd dosahuje len 160 km, Co sa eSte viac
vzdaluje od priemerného maximalneho dojazdu v preferenciach spotrebitelov. Ak by
sme sa posunuli o kategoriu vysSie, teda 20 000 — 30 000 €, ktoru zvolilo 31,6 % opy-
tanych, najdeme na trhu iba 5 dalSich modelov, z ¢oho vyplyva, Ze ponuka v tychto
dvoch kategoriach pestra nie je. Z toho vyplyva, Ze takmer tri Stvrtiny respondentov by
si momentalne pomerne tazko vybrali pre nich vhodny model po vSetkych strankach. V
odpovediach mali respondenti moznost’ odpovede aj o investicii do 10 000 €, ktorych
bolo 13,8 %. Elektromobil vSak v tejto cenovej relacii dostupny na trhu zatial’ nie je. Je
vSak treba podotknut’, Ze ak kupca vyuZije Statnu dotaciu, ktora v rokoch 2016 aZ 2018
bola 5000 €, cena sa znizi. DalSou moznostou by ale mohli v budtcnosti byt aj iné
vyhody pri kipe elektromobilu — v sti¢asnosti priama dotacia na elektromobily 8 000€
a na hybridy 5 000 €. A7 63,8 % respondentov by privitalo oslobodenie od platby DPH
pri kiipe elektromobilu. Pri tychto vyhodach sa dokaze mnoho elektromobilov dostat’ v
konecnom dosledku do nizSej kategodrie. ZaleZi teda aj na stanovisku Statu do buduc-
nosti, ako sa k tomu postavi a s akymi vyhodami podpori trh s elektromobilmi.

Myslite si, Ze je primerany pomer platu priemerného obcana k cene vozidla?

Pri tejto otazke bolo cielom zistit’ subjektivny nazor respondentov, ¢i je pomer prie-
merného platu obcana k cene elektrického vozidla primerany. Az 89,5 % respondentov
oznacilo odpoved' nie. Iba zanedbatel'na Cast’, 3,3% opytanych si mysli, Ze ano. Vyhodou
do buducnosti vsak je, Ze vyrobcovia stale tlacia na znizovanie nakladov a maju za ciel,
aby si takéto vozidlo mohlo dovolit’ viac ako zanedbatel'na Cast’ obyvatel'ov.

Myslite si, ze Stat dostatocne podporuje elektromobilitu?
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A7 81,6 % respondentov si mysli, Ze Stat dostatocne elektromobilitu nepodporuije.
Tu treba podotkndt, ze Novy plan podpory elektromobility v SR, ktory je teraz
v platnosti, by tento postoj zmenil.

Postrehli ste v rokoch 2016 — 2018, 7e Stat poskytoval dotaciu na elektromobil?

V tejto otazke bolo zistované, kolko respondentov postrehlo, ze Stat poskytoval
dotaciu na elektromobily, ¢o bezprostredne suvisi s informovanost'ou l'udi. 52,6 % opy-
tanych nepostrehlo, Ze stat poskytoval dotaciu. Zvysni respondenti o tejto dotacii vedeli.
Treba sa zamysliet, o kolko by vzrastol predaj elektromobilov, ak by tych vySe 52%
respondentov aspon vedelo o tom, Ze nejaku dotdaciu Stat poskytuje.

Ak ano, viete, o akd sumu iSlo?

Tato otazka bola dobrovolna a moznost’ vyuzilo 66 respondentov. Spravnu odpo-
ved’ 5 000 € uviedlo 24 opytanych. To znamena, zZe z celkového poctu respondentov iba
15 % vedelo o dotacii a sume, ktorou by si znizili obstaravaciu cenu elektrického vozidla.

Pri akej finan¢nej podpore od Statu by ste zacali rozmyslat’ o kipe elektromobilu?

Len mala skupina respondentov (7,9 %) by zacala uvazovat’ nad kupou elektromo-
bilu uz pri podpore v hodnote 3000 €. NajvacSia Cast’ respondentov, teda 32,9 % by
vSak uvitala uz spominanu odpusten DPH.

Ak by ste mali neobmedzené mnozstvo penaznych prostriedkov, zvolili by ste auto:

Vysledky odpovedi z tejto otazky na prvy pohl'ad preukazuju velmi dblezity fakt. Az
73 % respondentov, ak by mali neobmedzené mnozstvo financnych prostriedkov, by
zvolili elektrické vozidlo, a to bud’ hybrid alebo elektromobil. Je teda zrejmé a preukaza-
tel'né, ze vel'ku rolu hraju prave finan¢né prostriedky a vysoka obstaravacia cena, kedze
sa na nasich cestach nachadza pomerne malo aut na elektricky pohon, priblizne len 4%.
Na slovenskych cestach jazdi najviac benzinovych aut, az 65 %, avsak v pripade neob-
medzenych finan¢nych prostriedkov by si takéto vozidlo obstaralo iba 17,1% responden-
tov.

Myslite si, Zze ste dostatocne informovany o elektromobilite?

Respondenti mali uviest,, ¢i st podla nich dostatocne informovani o elektromobilite.
Viac ako polovica respondentov (51,6 %) uviedla, Ze nie si dostatoCne informovani v
tejto oblasti.

Ak by boli l'udia viac informovani, zvysil by sa podl'a Vas predaj elektromobilov?

Zamerom tejto otazky bolo, ¢i I'udia pokladaju vacsiu informovanost’ ako podporny
stimul predaja elektromobilov. Zistenia boli nasledovné:

ano (25,7 %),

nie, lebo je to neefektivne vozidlo (7,9 %),

nie, lebo ceny su prilis vysoké (43,4 %),

nie, ale je to uzitocné a prospesné vozidlo (10,5 %),

neviem (9,2 %),

nie, nizka predajnost’ elektromobilov podla mna najviac suvisi s nedostatkom
stanic na dobijanie a kratkym dojazdom elektromobilov (0,7 %),
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e mMoOZno ano, ale stale si myslim Ze ceny su priliS vysoké a na slovenskom trhu
nie je dostupnych mnozstvo elektromobilov za rozumnejSie ceny, tie su do-
stupné len na zahrani¢nych trhoch (0,7 %),

e nie, vyrobu by zastavili (0,7 %),

e pre Cloveka ktory si vie dat’ 2 a 2 dokopy nema elektromobil zmyslel, cena za
elektrinu, plus nadobldacia cena = benzinové auto obdobnych rozmerov ma
vyjde o tol'ko lacnejsSie, ze s elektromobilom by som zacal Setrit’ po najazdeni
viac ako 150 000 km, pri priemernej spotrebe 61/100km a cene elektriny 0,13€
/kWh, Co je d'aleko za Zivotnost'ou u batérii. (0,7 %),

e nie, vyroba elektromobilu a vyroba elektrickej energie maji vacsi vplyv na zi-
votné prostredie ako benzinovy motor (0,7 %).

Iba 25,7 % respondentov si mysli, Ze pri vysSej informovanosti by sa zvysil predaj
elektromobilov. ZvySok opytanych ma nazor opacny, a to z r6znych dévodov. Aj v tejto
otazke hrali ddleZitd rolu financie a najcastejSia odpoved’ (43,4 %) bola nie, lebo ceny
su prilis vysoké. Dalej niektori respondenti uviedli ako nepredajnost’ elektromobilov na-
priklad Zivotné prostredie pri vyrobe ¢i nenavratnost’ pociatocnej investicie do elektro-
mobilu.

Kvoli ktorym dévodom nevlastnite alebo nechcete vlastnit’ elektromobil?

Posledna otazka sa zameriavala na celkové zhodnotenie respondentov, kvoli ktorym
dévodom nevlastnia alebo nechcu vlastnit’ elektromobil. 79,6 % uviedlo opat’ financné
dbévody. Nechcl alebo nevlastnia elektromobil kvoli prilis vysokej cene oproti klasickym
automobilom. Taktiez respondentom nevyhovuju dojazd alebo dlhsi ¢as straveny na sta-
nici nabijanim, ekologickd vyrobu a nevyrieSenu likvidaciu batérii, ¢o je velmi diskutova-
nou témou v oblasti elektromobility.

Odpordcania

Doprava predstavuje jeden z najvacsich sektorov znecistovania ovzdusia. Aj preto
je téma zivotného prostredia tak ¢asto prediskutovana ako na Slovensku, tak aj vo svete.
V suvislosti so zivotnym prostredim je teda odvetvie energetiky velmi podstatné. Mnoho
l'udi sa vSak na tuto problematiku nepozera v stvislosti s moznym inovativnym sposobom
dopravy (Krnacova, 2013). Elektromobilita nielen v tomto smere, ale aj v mnohych
dalsich smeroch predstavuje vyznamny krok do budtcnosti. Najviac I'udi sa na elektro-
mobilitu pozera z pohl'adu Zivotného prostredia. Je vSak mnoho takych, ktorych presved-
Cia napriklad prave nizke prevadzkové naklady. Ako sme uz uviedli, elektromobily dispo-
nuju vyhodami z mnohych hl'adisk. Z danych zisteni od respondentov sa da potvrdit, ze
najvacsi problém, ktory sa nachadza medzi spotrebitelom a samotnym elektromobilom,
su prave financie, teda vysoka obstaravacia cena. Aj ked' sa elektromobily vyznacuju
naslednymi nizkymi nakladmi na prevadzku, ani toto nedokazalo presvedcit’ mnohych
l'udi. Takmer vSetci respondenti si myslia, Zze priemerny plat obana SR nie je primerany
k obstaravacej cene tychto vozidiel. KI'i¢ovym faktorom na zvySenie predaja elektromo-
bilov su teda nielen dobra reklama, ale aj samotné postavenie Statu k danej problema-
tike. V rokoch 2019 az 2020 by sa mal na Slovensku realizovat’ ,Ak¢ny plan rozvoja
elektromobility v Slovenskej republike". Kedze ma Slovensko uz za sebou jednu nevy-
Cerpanu dotaciu, stat by mal rozhodne zvolit’ ind stratégiu. VySe polovica respondentov
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ani nepostrehla, ze stat poskytoval nejakd dotaciu na elektromobily. Otazkou je teda, o
kolko by sa zvysil predaj, ak by boli l'udia viacej informovani, alebo kol'ki spotrebitelia
by aspon zacali uvazovat’' o kupe. Informovanost’ f'udi by sa mala zlepsit' najméa formou
internetovych, televiznych, rozhlasovych a novinovych kampani. Avsak Stat by sa mal
zamerat' aj na iné stimuly. Zistovali sme, ¢o okrem Statnej dotacie by respondenti prijali.
Z vysledkov sme Zzistili, ze tesne druhé v poradi bolo oslobodenie od DPH pri kupe elek-
tromobilu. Je mnoho nastrojov, akymi Slovenska republika dokaze razantne pristipit’ k
dosiahnutiu ciel'ov v oblasti Zivotného prostredia. Mnoho spotrebitel'ov odmieta elektro-
mobily prave z dévodu vyroby, ako aj batérii, tak aj elektrickej energie. Podpora v tejto
oblasti by mala ist’ aj ruka v ruke s odstavkou uholnych elektrarni, kedze bez tlaku na
ekologickejsiu vyrobu elektriny podpora elektromobility nie je Uplne zmyselna. Cim vac-
Sie mesto, tym sa viac odzrkadl'uju negativne vplyvy spal'ovania fosilnych paliv. A teda
Sovania konkrétne zo strany mesta méze byt’ uz parkovanie za vel'mi nizku cenu alebo
Uplne zadarmo. KedZe je v mestach velky problém s parkovanim, pred roznymi budo-
vami by mohlo byt’ zopar parkovacich miest vyclenenych pre elektromobily, rovnako ako
je to pre zdravotne postihnutych alebo pre rodiny s detmi. Mesto by sa mohlo angazovat’
aj vo financovani réznych Skoleni s ohfadom na servisovanie elektromobilov (Francova,
Z.; Orgonas, 1., 2018). DalSou vyznamnou ¢ast'ou nadchadzajiceho Akéného planu pod-
pory elektromobility je rozsirenie nabijacich stanic. Az vySe 44 % respondentov uviedlo,
Ze im nevyhovuje pri elektromobiloch prave kratky dojazd. RozSirenie nabijacej infra-
Struktdry by teda mohlo znacne dopomoct’ k rieSeniu. Do roku 2020 ma byt’ pocet nabi-
je tato infrastruktdra rozvinuta pomerne dobre, no v ostatnych Castiach Slovenska nabi-
jacie stanice chybaju.

Zaver

Aj napriek vysokej obstaravacej cene mnohych l'udi pre kipu elektromobilu mo6zu
presvedCit’ nizSie prevadzkové naklady. Avsak navratnost’ vyssej investicie do vozidla az
pri priblizne 150 000 km v spojitosti s nizkou Zivotnost'ou batérie nepride niektorym ako
vyhodné. Vyplyva to aj z mnohych odpovedi v prieskume, ktory je sucastou tohto pri-
spevku. Vyrobcovia by sa teda mali zamerat’ na uspokojenie spotrebitel'skych poziada-
viek nie len v oblasti ceny, ale aj v samotnej vyrobe. S tym vSak suvisia investicie do
oblasti vedy a vyskumu. Zefektivnenie vyroby batérii je velka vyzva pre vyrobcov. A nie
je to len zefektivnenie, ale aj ekologickejSia vyroba. Dostatocna motivacia by sa mala
vytvorit’ aj v podnikatel'skej sfére. Ide najma o firmy, ktoré na podnikanie pouzivaju viac
automobilov. Pre tieto firmy by bolo urcite zaujimavé vidiet’ a mat’ podlozené, kol'ko by
usetrili za rok na pohonnych hmotach, pripadne na servise automobilov. Takymto firmam
by mali byt’ poskytované r6zne programy, ktoré by pomohli s financovanim na zakupenie
nabijaciek do firmy, Ci uz prostrednictvom dotacii od Statu alebo napriklad eurofondov.

Na zaver je vhodné uviest' eSte hypotézy a ich zavery, ktoré boli v po skonceni
prieskumu vyhodnotené:

Hypotéza . 1: Predpokladame, Ze viac ako polovica pracujlcich respondentov ne-
vlastni alebo nechce vlastnit’ elektromobil kvoli cene. Tato hypotéza sa nam potvrdila,
kedZze az 79,6 % respondentov nevlastni alebo nechce vlastnit’ elektromobil kvoli cene.
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Hypotéza . 2: Predpokladame, Ze ku klpe elektromobilu by respondentov najviac
motivovalo najma oslobodenie od platby DPH. Tato hypotéza sa ndm nepotvrdila, ked'ze
respondentov by najviac motivovala Statna dotacia. Oslobodenie od DPH bolo v poradi
druhé.
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Performing The Activities Of The Commercial Investment
Advisor In Austria And Of The Financial Advisor in Slovakia
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Abstract

Financial advisory means providing advice concerning various financial products such as
loans, insurance and investments. The commercial investment advisor and the financial
aavisor develop individual analyses and concepts for their clients, in the sense of a com-
prehensive financial planning, about the type, construction, protection, maintenance,
retention and possible uses of assets and financing. They respond to the special needs
of their customers. Despite these common elements, there exist important distinctions
in the regulation of the commercial investment advisor in Austria and of the financial
aavisor in Slovakia.
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Introduction

The financial market can be defined as a system of relationships, instruments, en-
tities and institutions enabling the collection, concentration and distribution of tempora-
rily available funds on the basis of supply and demand (Bakes et al., 2012). The financial
market can be also defined as a place where the supply of free funds in the form of
savings of various economic entities meets the demand of various economic entities for
these funds, which are being used for investment (Chovancova et al., 2006).

The financial market offers various products, tools and services. These are charac-
terized by complexity and impose requirements on the knowledge of clients. Therefore,
in practice, more and more natural and legal persons are using the service of commercial
investment advisors and financial advisors in order to obtain information, recommenda-
tions and professional assistance in choosing the appropriate financial service. In Aus-
tria, commercial investment advisory relates to financial matters and the mediation of
various financial products such as loans, insurance and investments. Commercial inves-
tment advisors work out individual analyzes and concepts for their clients. In Slovakia,
financial advisory is mainly providing expert assistance, recommendations and personal
financial plans related to one or more financial products. The paper deals with common
elements and differences in the regulation of the commercial investment advisor and
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financial advisor. On the basis of comparative analysis the paper provides a proposal for
the improving of the Slovak legislation.

1 Literature review

The activity of the commercial investment advisor involves partially the rules of
administrative law. Administrative law regulates a part of the social relations in the part
of public administration, namely those that arise between administrators acting through
public authorities and natural persons, administrators acting through public authorities
and legal entities and those arising between administrators and public authorities acting
on their behalf (Vrabko et al., 2012). Administrative law is a set of public-law rules that
govern the organization and the activity of public administration, including the behavior
of persons in its performance (Machajova et al., 2009). Administrative law is a set of
legal rules regulating the position, organization and competence of public administration
(Kosiciarova, 2015).

The most basic division of administrative law is its division into the part of adminis-
trative substantive law and administrative procedural law and the general part of admi-
nistrative law and a special part of administrative law (Cepek et al., 2018). Commercial
investment advisory mainly includes rules of the special part of administrative law, inclu-
ding the area of trade licensing. There exists the right to freedom of earning activity
anchored in fundamental rights, but it is subject to a legal reservation (Frélichsthal et
al., 1998). The trade regulations apply to all commercial activities that are not prohibited
by law (Grabler et al., 2011). The Gewerbeordnung, GewO 1994, BGBI. Nr. 194/ 1994
(hereinafter “Trade Licensing Act”) builds a substantial part of public economic law and,
despite many exceptions, covers the majority of the commercial economy (Diregger et
al., 2010).

In Austria, the Trade Licensing Act distinguishes in terms of the prerequisites for
obtaining a trade license: regulated trades, partial trades and free trades (Aigner et al.,
2017). According to Article 94 of the Trade Licensing Act, the performance of the activity
of a commercial investment advisor is a regulated trade. Anyone who wishes to pursue
this trade must file the trade registration in the district administrative authority of the
location.

The activity of the financial advisor is being regulated by the rules of the financial
market law. The financial market law can be defined as a set of legal rules governing
the conditions for carrying out the activities of financial intermediaries, financial instru-
ments, the protection of the consumer to whom financial market services are provided,
regulation and supervision of the financial market (Sidak et al., 2014). The financial
market law is a set of legal regulations governing relations regarding the authorization
of entities' entry into the financial market and the conditions for carrying out their acti-
vities, financial market instruments, securities management, including their legal re-
cords, trading of financial instruments and related information obligations of issuers and
other persons, financial consumer protection, regulation and supervision of the financial
market (Cunderlik et al., 2017). The determining features of relations arising under fi-
nancial market law and distinguishing it from other legal relationships are:
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e the object of financial market law relations is money, respectively relations
arising in connection with it,

e the content of financial market law relations is built by the rights and obliga-
tions of the entities established by law or by their agreement, the content of
these relationships is being property

e related, arising from the application of monetary relations (Babcak et al.,
2017). On the basis of a contractual relationship for his client, the financial
advisor analyzes the financial market and searches for the most suitable pro-
duct and is obliged to proceed objectively (Sidak et al., 2014).

In Slovakia, the financial advisor must obtain a license to perform the activities of
a financial advisor, from the National Bank of Slovakia. Financial advisory can only be
provided on the basis of a written contract concluded between the financial advisor and
the client (Kubincova & Leitnerova, 2015). In financial advisory, the fee for the providing
of this service is paid directly to the financial advisor by the client (Cunderlik et al.,
2017).

2 Methodology

In order to compare the Austrian and Slovak legal order the comparison method
will be used. Comparison assumes that the objects of comparison will be placed in rela-
tion to each other by reference to the question under investigation (Kischel, 2019). An
important part of the legal comparative activity is the individual comparison also called
micro - comparison which deals with special legal rules and legal institutes (Kischel,
2015). The legal rules regulating commercial investment advisory in Austria and the
financial advisory in Slovakia will be compared.

The rules anchoring the providing of the services of the commercial investment
advisor and of the financial advisor will be analyzed. The analysis makes it possible to
divide the research into individual parts, which become the subject of further research.

While comparing selected legal rules from the legal order of Austria and Slovakia,
the methods of induction and deduction will be used. Induction makes it possible to
derive general conclusions from empirical material on the basis of knowledge of parti-
cularities. It is a process from individual to general (from individual facts to general
statements) and thus generalizations. Induction is a thought process where more gene-
ral knowledge is logically derived from a more specific knowledge (i.e., individual is de-
rived from the general knowledge). Induction leads to theoretical generalizations based
on the examination of individual phenomena from practice; on the contrary, the theore-
tical conclusions are verified by deduction in practice (Gonda, 2012).

3 Results and discussion

The legislation of commercial investment advisory in Austria and financial advisory
in Slovakia, can be defined a set of standards that have a regulatory function. In principle
the regulation of the activities of the commercial investment advisor and of the financial
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advisor is represented by a group of mandatory rules. The application of these manda-
tory rules cannot be excluded. The only exemption is when the law is expressly per-
mitting it.

The public-law aspect of performance of commercial investment advisory and fi-
nancial advisory services is manifested in relation to these service providers, particularly
by the requirements and obligations imposed upon them and by the creation of deroga-
tions from the general business law.

3.1 Scope of the activity of the commercial investment advisor

The currently valid regulatory frame enables the commercial investment advisor to
perform advisory and mediation. According to Article 136a Paragraph 1 of the Trade
Licensing Act the activities of a commercial investment advisor are defined when it
comes to advising and encompasses any advice that is related to building, securing and
maintaining assets and financing. The only exception to this is the advice on financial
instruments defined by Article 3 Paragraph 2 of the Wertpapieraufsichtsgesetz, WAG
2018, BGBI. I Nr. 107/2017 (hereinafter "WAG 2018"). That is subject to licensing under
the WAG 2018. These financial instruments include consistently with Article 1 WAG 2018
stocks, bonds, investment and real estate funds, money market instruments and
commodity derivatives. To be able to provide consulting on financial instruments, a li-
cense as an investment firm must be granted or the provision of investment services is
performed in the name and on behalf of a legal entity (investment firm, investment
service company, credit institution).

According to Article 136a Paragraph 1 of the Trade Licensing Act, mediation covers

e investments, with the exception of financial instruments,

e Personal loans and mortgage loans (presenting, offering and other preparatory
work on loan contracts and their conclusion for the lender) and

e Life and accident insurance.

The scope of activity of the commercial investment advisor is partly overlapping
with some other trade licenses, mainly: business consulting (Article 136 of the Trade
Licensing Act), real estate trustee (Article 117 of the Trade Licensing Act), securities
broker (Article 136b of the Trade Licensing Act), intermediaries of insurance (Article 137
of the Trade Licensing Act).

3.2 Forms of the activity of the commercial investment advisor

From the regulation it is clear that the commercial investment advisor can have
different forms. Firstly, it is the commercial investment advisor (according to Article 136a
Paragraph 1 of the Trade Licensing Act), secondly the commercial investment advisor
as a securities broker (in accordance with Article 136a Paragraph 3 of the Trade Licen-
sing Act in conjunction with Article 1 Number 45 WAG 2018) and thirdly the commercial
investment advisor as a tied agent (in accordance with Article 136a Paragraph 8 of the
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Trade Licensing Act in conjunction with Article 1 Number 44 WAG 2018). Further, on the
activity of the securities broker and the tied agent is being focused.

Securities broker

The securities broker is a regulated business. The entry in the Austrian business
information system is constitutive for the activity of brokering securities (Paliege — Bar-
fuB, 2017). The securities broker must pass a proficiency test, demonstrate regular tra-
ining and may work for a maximum of three investment firms or investment service
companies (Brandl et al., 2018). The respective investment firm or investment service
company is in any event liable for the fault of the securities broker, whom it uses to
provide the investment services, regardless of whether the securities broker discloses
the respective investment firm/investment service company or not.

The scope of the use of securities brokers is limited to advice and brokering in
relation to transferable financial instruments and certain fund units. Investment firms or
investment service companies are required to monitor the activities of the securities
brokers who work for them. These entities must ensure that the securities broker, when
contacting the client or before entering into transactions with the client, tells the client
what he is doing and what firm or company he represents.

In Austria, investment firms or investment service companies may only use inves-
tment brokers who are entered in a public register which is kept by the Financial Market
Authority (a public authority supervising banking, insurance, capital market and pension
savings). The register must be updated continuously. Investment firms or investment
service companies must register the securities brokers immediately and are responsible
for ensuring that they are properly checked. Working as a securities broker does not
constitute an employment relationship within the meaning of federal labor, social or tax
law provisions.

Commercial investment advisors who act as securities brokers are not authorized
to act as tied agents.

Tied agent

According to Article 1 Number 44 of the WAG 2018 a tied agent is any natural or
legal person who, as a vicarious agent or otherwise under complete and unconditional
liability of a single investment firm, a single investment services company or a single
credit institution, performs investment services or ancillary services, accepts and tran-
smits orders from customers via investment services or financial instruments, places
financial instruments or provides the service of investment advice.

Tied agent is based on the transposition of Article 4 Paragraph 1 Number 29 of the
MIFID II - directive which stipulates that the tied agent must act under the unlimited
and unconditional liability of a single investment firm. The Austrian regulation differs.
The variety of kinds of companies with which the tied agent can conclude a contract is
higher. In addition to investment firms, also investment service companies and credit
institutes may also use tied agents.
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Investment services companies cannot participate in the free internal market,
which is why the tied agents they use, cannot exercise their freedom of establishment
and freedom to provide services.

According to the law, the tied agent is not an investment firm. The tied agent may
not use other tied agents or securities brokers.

3.3 Scope of the activity of the financial advisor

In Slovakia, an entity, before filing an application, must decide whether it will per-
form financial intermediation or financial advisory and in which sectors of the financial
market according to the Act No. 186/2009 Coll. On Financial Intermediation and Finan-
cial Advisory amending and supplementing certain acts as amended (hereinafter “Act on
Financial Advisory”) the activity is going to be performed. The Act on Financial Advisory
differentiates sectors within which a financial advisor can operate. These are:

capital market,

insurance or reinsurance,

credits and loans, including housing loans and consumer loans,
deposit-taking,

supplementary pension saving,

old-age pension saving.

An important distinction in comparison with the Austrian legal order is that the
activity of financial advisor is not a trade. Article 3 of the Act No. 455/1991 Coll. On
Trade Licensing Entrepreneurship as amended is excluding it. The regulation of financial
advisory as a trade would not be proper because it demands special supervision and a
stricter legislation (Kunstakova et al., 2019). In this context, it is important to notice that
it might seem that financial advisory has some common features with the trade license
—“Business, organizational and economic consultants”. In practice, the Act on Financial
Advisory could be circumvented by providing financial advisory through this free trade
license. In order to prevent the abuse of law, the Ministry of Interior of the Slovak
republic has published a list of recommended denominations of free trades and the de-
finitions of their content which states that the scope of a trade license “Business, orga-
nizational and economic consultants” does not include advisory services under the Act
on Financial Advisory.

3.4 Form of financial advisory and special regulation of the single license in
selected sectors

An entity entitled to perform financial advisory is a natural or legal person to whom
the respective license has been granted. Unless the Act on Financial Advisory does not
provide otherwise, only the financial advisor may perform financial advisory. The Act on
Financial Advisory is providing otherwise, when reflecting on the single license principle.
A single license or single passport is a principle applied in the EEA, where the licensed
activity carried out by a subject established in one EEA country (home Member State)
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can also be carried out in the territory of another EEA country (host Member State)
through its unlicensed branch, provided that the subject has been granted authorization
to perform this activity in the home State (Jilek, 2013). Meaning there are entities from
other Member States entitled to perform financial advisory without a license from the
National Bank of Slovakia. Since the creation of the internal market for financial services,
the principle of a single license has been reflected in the selected legal rules, underlying
the idea to remove administrative barriers and to enable business on the basis of an
authorization granted by the home Member State.

In accordance with Act on Financial Advisory a financial intermediary from another
Member State in the sector of insurance or reinsurance and a financial intermediary from
another Member State engaged in the provision of housing loans may perform financial
advisory. The activities these two categories is not connected with the filing of an ap-
plication within the licensing procedure. As already mentioned there is no need for a
license to perform the activities of a financial advisor. In the beginning the supervisory
authority of the home Member State notifies the National Bank of Slovakia. The activity
may be performed in the same scope as in the home Member State.

3.5 Distinction between advisory and mediation

In Austria, the commercial investment advisor is entitled to advisory and mediation.
This is an important difference between the two legal orders. In Slovakia, the distinction
of financial intermediation and financial advisory is a dominant feature of the regulation.
The simultaneous conduct of financial intermediation and financial advisory is forbidden
by the Act on Financial Advisory. The reason for the prohibition is a conflict of interest
that could potentially arise in the simultaneous pursuit of both activities.

The source of remuneration for the financial advisor is the client according to Article
10 of the Act on Financial Advisory. The financial agent, providing financial intermedia-
tion is paid by the contractual partner — a financial institution or an independent financial
agent according to Article 7, Article 8 and Article 9 of the Act on Financial Advisory. The
different entity that pays remuneration for financial intermediation and financial advisory
reflects the fundamental difference between the two activities. It is the diverse distri-
bution of financial products and services by financial intermediation and by financial
advisory. In this context the conflict of interests between the financial agent and the
potential financial consumer can be seen as the most significant problem of financial
advisory (Cunderlik et al., 2017). The financial advisor is obliged to provide an impartial
analysis of a sufficient amount of financial services available according to Article 3 of the
Act on Financial Advisory. The financial agent provides expert assistance, information
and recommendations to the client for the purposes of finding the optimal financial pro-
duct, but only from the offer of the contractors with whom cooperation is given. If both
activities would have been accumulated in one entity, the impartiality of the analysis of
available products could be compromised, as the recommendation to the client might
favor the financial institutions providing the entity with higher remuneration. This po-
tential conflict of interests leads to the regulatory ban of the simultaneous performance
of financial intermediation and financial advisory.
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As already mentioned, the key difference of the legal order in Austria in comparison
with Slovak law is in the absence of the distinction between advisory and intermediation.
The commercial investment advisor may perform mediation and advisory, while the fi-
nancial advisor is obliged to carry out only advisory.

Conclusion

The legislation, in both countries, is represented by a set of standards that have a
regulatory function and are in principle mandatory rules. The public-law aspect is mani-
fested in relation to service providers in particular in the requirements imposed on them
and the establishing of derogations from the general business law and the regulation of
the obligations when performing their activity.

A key distinction between the regulation in Slovakia and Austria is the difference in
the scope of business of the commercial investment advisor in Austria and of the finan-
cial advisor in Slovakia. While the commercial investment advisor is entitled to provide
advisory and mediation, the financial advisor can only perform advisory.

A major difference of the regulation in Slovakia and Austria lies in the fact, that the
Slovak legal order is based on a single statute. It is the Act on Financial Advisory. Before
this regulation entered into force, the sphere of advisory and intermediation has been
anchored in many acts. The differences in legislation created unequal conditions for the
performance of advisory and intermediation, so the legislator introduced a new model
of regulation which entered into force on 1 January 2010.The Act on Financial Advisory
has its roots in the idea of integration of the various sectors of financial market in order
to secure equal conditions for the performance of financial intermediation and financial
advisory in the sectors of the financial market. In Austria, the current situation is similar
to the one which existed in Slovakia until 31 December 2009. The regulation of mediation
and advisory can be found in many different acts. The Austrian regulation can be an
inspiration for Slovakia. Since various Austrian legal acts take into account the specialties
typical for the sector in question.

An example for the need of change of Slovak regulation is the sector of the capital
market. Financial advisory is being performed in this sector in accordance with the Act
on Financial Advisory as it comes to obtaining of a license. As far as the rules in relation
to clients are concerned, the Act No. 566/2001 Coll. On Securities and Investment Ser-
vices amending and supplementing certain acts as amended (hereinafter “Securities
Act”) is being applied. Meaning the currently valid legislation is clearly making differen-
ces between the sectors, as the one of the capital market, is being partially regulated
by the Securities Act. As the sector of capital market shows distinctions, this regulation
is a logical consequence. But the original idea of the legislator concerning the creation
of equal conditions in Slovakia is not fulfilled anymore as the regulation can be found in
two different acts. Another argument for excluding the sector of capital market from the
scope of the Act on Financial Advisory is the MiIFID II — regulation which is vanishing the
line between financial intermediation and financial advisory. What the Slovak legal order
could derive from the Austrian is the separate regulation of financial advisory (and also
financial intermediation) on the capital market. As far as the capital market is concerned,
a de lege ferenda proposal seems appropriate. This would introduce a major change.
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We suggest changing the currently valid legal frame in the way that its rules governing
financial intermediation and financial advisory would be transformed into the Securities
Act.
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