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Unintended Consequences of Energy Policy in Slovakia
Nezamys$lané dosledky energetickej politiky na Slovensku

Jaroslav Dad’o, Ivan Sedliadik

Government interventions are contradictory theme in economic science. Subsidies and price con-
trol in electricity production and consumption are justified to “treat” negative externalities such as
climate changes, security of supplies, innovation or unemployment issues. Some authors contradict
such a treatment and prove to be ineffective. Focus of this article is to analyze interventions and their
consequences in electricity market in Slovakia. We refer to claim of Mises, that intervention produces
unintended consequences, leads to escalating price fixing and at the end it eliminates the market
altogether. We examined intention, goals and tools of Slovak regulatory agency and proved those
are unduly determined and will not lead to desired ends. We have proved that real outcomes of this
policy had led to unintended consequences such as excess of production facilities, declining prices
of electricity, decreased profitability of all producers and exit from market of marginal production
sources that are not subsidized. We applied mainly Austrian economic school methods, based on
methodological individualism, dualism, apriorism and deductive logic, supplemented by descriptive
statistics, comparative and classification analysis.

Key words: Austrian school. Electricity market. Price control. Subsidies.

Intervencie Statu su rozporuplnou témou v ekonomickej vede. Dotdcie a cenova kontrola vo vyrobe
a spotrebe elektrickej energie sa zdovodnuju potrebou “zmierniovat’ efekty” negativnych exter-
nalit ako su napr. klimatické zmeny, ¢i rieSenie bezpecnosti dodavok energii, inovacii, alebo boj s
vysokou nezamestnanostou. Niektori autori spochybnuju opodstatnenost intervencii a dokazuju ich
neefektivnost. Cielom state je analyzovat intervencie a ich désledky na trhu elektrickej energie na
Slovensku. Poukazujeme na tvrdenie Misesa, Ze ,, intervencie spésobuju nezamyslané dosledky, vedu
k eskalacii cenovej kontroly a nakoniec eliminuju uplne trhové sily . Preskumali sme zamer, ciele a
ndstroje Slovenskej regulacnej agentiry (URSO) a preukézali, Ze tieto ndstroje sii chybne nastavené
a nepovedu k naplneniu pozadovanych cielov. Dosledky takejto politiky vedu k nezamyslanym
dosledkom ako su nadbytocné vyrobné kapacity, pokles cien elektrickej energie, znizena rentabilita
vSetkych vyrobcov a odchod margindlnych vyrobcov z trhu (tych, ktori neboli prijemcami dotacii ¢i
garantovanych vykupnych cien). Pri skumani sme pouzili prevazne metodologicky aparat Rakiiskej
ekonomickej Skoly, ktory je zaloZeny na individualizme, dualizme, apriorizme a deduktivnej logike.
Pri spracovani iidajov sme vyuzili deskriptivau Statistiku, komparativau a klasifikacnu analyzu.

KPucové slova: Cenova kontrola. Dotacie. Rakiiska Skola. Trh s elektrickou energiou.

JEL Classification: B,, H,, L,,
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Introduction and literature review

When we look at the economy, we might see uncountable number of exchanges taking
place every day. Economic agents trade exchangeable goods and services with aim to benefit
from it. As Mises (1996, p. 13) points out, “acting man is eager to substitute a more satisfactory
state of affairs for a less satisfactory. His mind imagines conditions which suit him better,
and his action aims at bringing about this desired state*. Exchanges can be generally split
into two main categories: voluntary and coerced. In voluntary exchanges, both parties must
benefit, otherwise the exchange would not take part. Obviously, we all live in the society
where laws and legal system creates another type of intervention — a legal coercion. This type
of intervention is generally undertaken by some form of government or its related agencies.

Neoclassical economic theory provides the explanation and general justification of
governmental intervention as “treatment” of negative externalities such as environmental
issues, collective goods and market failures. On the contrary, Austrian economic school
of thoughts represented by Mises (1996, p. 764), claims that intervention produces result
contrary to its purpose and makes conditions worse, not better. I[f the government is unwilling
to admit its’ failure and goes further and further and fixes the prices of all goods and services
and wage rates, it eliminates the market altogether. Then the planned economy or socialism
is substituted for the market economy. The consumers no longer direct production by their
buying or not buying but the government does.

According to Rothbard (2009, pp. 877-878), government as legal intervener can execute
three types of interventions: autistic, binary and triangular. Autistic intervention restricts the
subject’s use of his property when exchange is not involved. Secondly, binary intervention
is a hegemonic relation established between two people: the intervener and the subject. The
intervener may compel an exchange between the individual subject and himself or coerce a
“gift” from the subject. Thirdly, triangular intervention occurs when the invader either compels
or prohibits an exchange between a pair of subjects. Price control is a type of triangular
intervention and is generally executed by special government agency that is authorized by
law to attain the ends and goals of intervener. The intervener may set either a minimum price
below which a product cannot be sold, or a maximum price above which it cannot be sold.
He can also compel a sale at a certain fixed price. As Henderson and Poole claim (1991, p.
367), the chief tool of regulation is price control. Subsidies represent binary intervention. If
government agency provides subsidies directly to entrepreneurs, it makes “rational economic
planning” of who, what, how and when is produced and consumed (Mises, 2012, p. viii).
Their aim is to stimulate selected entities to create jobs, enhance competitiveness, support
innovation, etc. by allocating public funds. This redistribution withdraws resources from
agents competing in free markets (by taxation) and is assigned by non-market bureaucratic
decision. Hazlitt (2008) argues that government is actually taxing successful entrepreneurs
to subsidy unsuccessful entrepreneurs. McTuigue (2012) complements that most of subsidies
are compensation payments for things in economy that needs to be fixed and Horehdj (2008,
p. 53) claims that interventions might disrupt dynamics of economic processes. According to
Mises (1996, p. 659), for every unprofitable project that is realized by the aid of the government
there is a non-realized project that would have been profitable, i.e., it would have employed
the scarce means of production in accordance with the most urgent needs of the consumers.
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Production of economic goods can be organized in uncountable ways. Discovery process
of entrepreneurs (Kirzner, 1997, p. 56) reveals which combination of production factors
is the optimal for the consumer in terms of price and quality. Indicator of how successful
the entrepreneur is we find in profit and loss signals. Profit attracts new competitors to the
industry and loss withdraws production factors and redirects them to more efficient use. When
government’s interference enables submarginal producers to start or continue production and
to stand the competition of more efficient entrepreneurs, the magnitude of total production and
of total wealth is curtailed. Products at higher costs are brought into existence or preserved
while other products at lower costs are forced to curtail or to discontinue their production.
The consumers are not getting more, but less (Mises, 1996, pp. 659-660).

1. Aim, material and methods

Our main focus in this article is to analyze interventions and their consequences in
electricity market. We refer to claim of Mises, that intervention produces unintended
consequences, leads to escalating price fixing and at the end it eliminates the market altogether.
The consumers no longer direct production by their buying or not buying but the government
does. We review reasoning of interventions (intention) and evaluate if the government means
are appropriate to reach desired ends. We examine how binary interventions (subsidies)
and triangular interventions (price control) influence competition, prices, profitability of
producers and consumers’ utility. As electricity market in Slovakia is partially regulated, we
will focus on production and consumption, not distribution and network services. Subject of
our research is government support of electricity producers from renewable energy sources.
Those include subsidies provided by EU/Slovak Operational program “Competitiveness
and economic growth 2007-2013” (OP C&EG) and price regulation decrees by Slovak
URSO (government regulatory agency) based on Slovak Act 309/2009. As material we
use secondary data from Slovak URSO, Eurostat and Slovak statistical bureau (prices and
their elements), Slovak and EU legislative acts, SEPS a.s. annual reports, prices from PXE
and EEX exchanges and data from Ministry of Economy of the Slovak Republic. We apply
mainly “wertfrei” Austrian economic school methods, based on methodological individualism,
dualism, apriorism and deductive logic, supplemented by descriptive statistics, comparative
and classification analysis.

2. Results and discussion

Electricity market development in Slovakia and EU. Slovak electricity market went
through a substantial transformation over a past decade (2005-2015). Former natural monopoly
from socialist era — single government owned entity had been split into several subjects, which
were later partially privatized. This unbundling process enabled separation of electricity
production, distribution and sale (supply). National legislation and EC directives opened
electricity market for new producers, wholesale traders and retailers. This liberalization
performed in most EU countries brought cross-border trade and more competition and this
resulted in production prices decrease. Cross-border trading in central Europe started in year
2008, when Prague’s Power Exchange Central Europe (PXE) expanded its operations from
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Czech Republic to Slovakia (now also includes Hungary, Poland and Romania). Trading
was also expanded to second relevant exchange for central Europe region - Leipzig’s EEX.
Electricity production prices took since then a significant decline in both exchanges. Between
years 2008 and 2015 the price declined by 60 % (PXE and EEX price lists Nov 1, 2015).

The Intervention. Desired ends and means used. Substantial decrease of electricity
production price can be explained by influence of two factors. On demand side, great recession
caused contraction of consumption which represented 8 % yearly decrease in Slovakia in
period 0f 2009/2008. Second factor was on supply side —new production facilities were created
as response of EU stimulus of supporting renewable energy sources. This stimulus of EU and
national government is the object of our investigation. When we make detailed analysis of
legislative act (Directive 2009/28/EC of the European Parliament and of the Council “on the
promotion of the use of energy from renewable sources’) we can identify numerous answers
for desired ends that the policy makers intended to reach. We have summarized those in four
main categories: (a) Environmental; ,,to reduce greenhouse gas emissions and comply with the
Kyoto Protocol to the United Nations Framework Convention on Climate Change, and with
further Community and international greenhouse gas emission reduction commitments beyond
2012”; (b) Security; ,,promoting the security of energy supply”; (c) Innovation; ,,promoting
technological development and innovation, the promotion of new infant technologies”; (d)
Employment; ,,providing opportunities for employment and regional development, especially
in rural and isolated areas”. The directive had set up a target of 20 % share of energy coming
from renewable sources in gross final consumption of energy in European Union to be reached
by year 2020. Target includes three areas of consumption — electricity, transport and heat/
cooling. Each member state agreed ,,road map”, which coordinates all countries to reach this
target. Slovakia made also obligation to increase renewable sources from level of 6,7 % (as
starting point in 2005) to 14 % by year 2020.

First discrepancy, we refer to, is that EU and national governments had set up unsound
overall goal (20 %). Climate change is caused (partially) by greenhouse gas emissions
(Raupach et. al., 2007) that include two major anthropogenic forcing fluxes: (a) fossil fuels
combustion and industrial processes and (b) the flux from land use change (land clearing).
Taking this into consideration, the policy will not guarantee reduction of carbon dioxide even
if the 20 % goal is reached, but only will provide indirect potential to reduction. In reality,
the effect will be a replacement of least economically profitable (marginal) energy source
with supported and guaranteed new RNE source. Except this pure economical reason, there
are more dangers in terms of contradictory national energy policies, like in Germany. So
when its’ “Energiewende” program will replace 16 % nuclear source market share (2014)
in energy mix with new 26 coal power plants by year 2022, despite of reaching EU/national
controversial target, greenhouse gas emissions will be definitely higher than at the start of
the policy implementation.

So making conclusions on environmental aspect, even before examining further data,
we might state that interventions in form of 20 % target policy is not an appropriate mean to
attain the ends of greenhouse gas emissions reduction. If we agree causality that greenhouse
gas emissions are the direct negative side “product” of fossil fuels combustion, then we
must conclude, that only absolute decrease of greenhouse gas emissions can improve
environment. Then the proper action should be replacement of fossil fuels with non-fossil
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ones or technological advance in fossil fuels energy generation that would enable same
energy produced with less greenhouse gas emissions. We now may state that environmental
policy goals and means are unduly determined and reaching real desired effect will be rather
coincidence than the result of purposeful action.

Another contradiction within energy policy in Slovakia is the fact, that one single
legislative instrument (Act 276/2001 Z. z. and its successor 250/2012 Z. z.) combines support
of RNE sources with thermal power plant support. So there is an incomprehensible clash of
green and brown policies that is eventually paid by consumers, as both sources receive price/
revenue guarantee by law. The government agency forces consumers to pay for production
of greenhouse gas emissions totally 95 mil. EUR and at the same time it forces consumer to
pay 400 million EUR for reducing emissions (both are yearly plan for 2015). Brown policy
actually represents employment policy, as agency’s desired end is to preserve 4000 jobs in
local coal mine. We may conclude that this instrument is inappropriate, as reaching target in
one goal means deterioration in other goal.

Let us consider ,,security of supply issue”. For any reason, if all sources of energy in
current energy mix become scarce, their price will cause electricity market price to increase.
This becomes then an incentive for entrepreneurs to employ new sources for electricity
production and new market prices will be reached at marginal level of least efficient source.
But in opposite situation, when market price indicates that these sources are more expensive
than current energy mix sources, employing of such submarginal production by command
(intervention) will cause misspending. It does not matter, whether the cost is covered by
consumer directly or indirectly by taxes. We may reach to same conclusions with the issues of
»innovation“ and ,,employment‘. Any innovation or employment that comes from submarginal
production represents misspending and thus is unsustainable.

Unintended consequences to producers. As we observe data at figure 1, dominant source in
Slovak energy mix is a nuclear power, reaching almost 60 % market share. Second is thermal
conventional source that was just recently overtaken by hydro source. When examining
development of market shares of thermal conventional and nuclear sources, we might see
that they are almost perfect substitutional couple in terms of mutual gains/losses.

70%
60% = Nuclear
50% ,W
40% ——Thermal
30% conventional
20% e = - vu Hydro
10% - - >
0% T T 1711 Solar
+ O 0 O N T W WO N
O © 0 0 0 ddd
O G OO O O O O O O O O
o o N NN NN NN

Figure 1 Slovak energy mix, share of sources on total production
Source: Own elaboration, 2015. Data from SEPS a.s. annual reports 1994-2014.
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Looking at contribution of main source of carbon dioxide, represented by thermal
conventional source, this segment continually decreased production from its peak from 7336
MWh in 1998 to 3479 MWh in 2014. We may duly state, that this decrease is a long term
phenomenon and latest RNE policy could only accelerate the process. Long term winner is
though the nuclear segment, gaining the most in long term.

When we analyze the impact of EU green policy, firstly we must state, that policy has
created massive new energy sources and redundancy of existing sources in Europe. Only in
Slovak republic, the Ministry of Economy under NSRF 2007-2013 program ,, Competitiveness
and economic growth”, priority axis 2, has provided subsidies in energy sector in amount of
131 million EUR. Typical subsidy required 50 % co-financing, so total investment reached
twice as much. This policy resulted in general price decrease as indicated above. Lower
prices had negative effect on producers’ margins and their profitability decreased. Therefore
capital goods valuation decreased or terminated (sources had made exit from the market).

Looking at recent shutdowns in Slovak production market (Table 1), we may see least
competitive sources that became submarginal due to the shrinking price, were thermal
conventional plants using natural gas, followed plants combusting coal. Total switched off
output was 1516 MW which represents almost 19 % of total installed output in 2014. Most
importantly, all switched off sources were receiving no subsidies or guaranteed price, that
demonstrates very high risk in investing in electricity production without backup of policy
support. Ideal example is source PPC MalZenice with investment of 400 million EUR and
commercial production of only 2 years. This brand new power plant suffered from high
natural gas prices and low electricity prices.

Table 1 Shutdowns of electricity production sources in the Slovak Republic

Power plant Source type Installed output /MW/ Production stop /year/
EVO II. Vojany natural gas 440 2006

PPC Malzenice natural gas 418 2013

PPC Bratislava natural gas 218 2014

EVO I. Vojany /1,2/ | Coal 220 2014

ENO B Novaky /3,4/ | Coal 220 plan 2015

Source: SEPS a. s. and URSO annual reports. Own elaboration, 2015.

Unintended consequences to consumers. As we examined in our praxeological analysis, so
far the intervention had negative impact on producers and had not solved negative externalities
due to inappropriate means chosen by the government. Excess of production capacities had
caused price and profitability decrease. Looking from perspective of consumer, decline in
prices is “consumer positive”, but the price development has not been transformed into
the Slovak retail prices. As we can see at figure 2, most of the ,,free market - competition
efficiency gains” were terminated by other items of final price that are government regulated
— by distribution costs, network services, other regulatory expenses and taxes, which are set
up by Slovak regulatory agency (URSO). This agency has the legal power to regulate final
prices for electricity supply to households and small companies and also regulates prices and
fees for distribution and network services.
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Figure 2 Consumer price composition in Slovakia
Source: Own elaboration, 2015. Data from Eurostat and PXE power exchange 2007-2014.

When we break down regulated components of final consumer price, besides obvious
taxes, distribution and network services costs, we can find also hidden fee called “tariff for
system operation” (in further text we use Slovak abbreviation “TPS*). This fee guarantees
by law certain purchase prices and in 2015 amount was 21,82 EUR/MWh or 16,41 % of
consumer price. Collection of TPS is formally similar to mechanism of a consumption tax,
where taxpayer is electricity consumer (as each unit is levied by fixed amount). TPS is a so
called “feed-in tariff” — implementation way of EU energy policy, where beneficiaries are 4
groups — renewable energy producers, combined producers of electricity and heat, thermal
conventional producers of electricity from domestic coal and finally OKTE (organization of
short term electricity market). The last item (OKTE) is rather a minor beneficiary (only 7 %
in 2011). In absolute numbers, yearly volume of TPS that consumers are obliged to pay will
reach 500 million EUR in 2015 (estimation, as TPS is collected as advanced payment). This
amount equals to almost 0,7 % of Slovak GDP and represents similar value that government
spends on university education and primary research combined together. From consumers’
utility point of view TPS causes loss in welfare. As we explained earlier, intervention of
government that intended to combat with negative externalities (environmental aspects) was
unduly formulated and therefore was unable to compensate consumer losses with gains in
form of reduction of greenhouse gases.

Conclusion

Our main focus in this article represented research question that examined what are the
results of the government intervention in electricity market. We have reviewed reasoning
of interventions (the intention) and came to conclusions that real societal problem is the
environmental aspect of current EU/Slovak energy mix — fossil fuels combustion that produces
greenhouse gas accountable for climate changes. We have concluded that current policy of
renewable energy sources support is unduly determined and does not guarantee reduction of
greenhouse gases, even if the 20 % goal is reached. We have proved that real consequences of
this policy had led to excess of production facilities, declining prices of electricity, decreased
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profitability of all producers and exit from market of marginal production sources that are
not subsidized.

Further unintended consequences that we have investigated were influencing consumers.
We have demonstrated that lower market prices had not reached the bottom — the retail prices,
as regulatory agency intervened with feed-in tariff (TPS) that accounts for 0,7 % GDP. This
consumer welfare loss was not compensated with welfare profit of improving environmental
parameters.

The only profiteers of the policy thus remain renewable energy source owners that received
“15 years government guaranteed price decrees”, that eliminate risks of market changes and
secures fulfilment of their business plan. The only risk of this political entrepreneurship is
the change of the policy.

We may conclude our praxeological analysis with justification of Mises’s claim (1996,
p. 764) that intervention produces result contrary to its purpose and makes conditions
worse, not better. The government failure leads to escalating price fixing and at the end it
eliminates the market altogether. The consumers no longer direct production by their buying
or not buying but the government does. The escalation may end up in planned economy or
socialism as a substitution of the market economy. In case of Slovak/EU electricity market,
unduly determined goals and means led to unintended consequences. Elimination of market
mechanism caused submarginality of subsidy-free energy sources and increased need of
providing subsidies to remaining energy mix sources.
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Is the Halloween Effect Present on the Share Markets

of the BRIC Countries?
Je Halloween efekt pritomny na akciovych trhoch krajin BRIC?

Jitka Veseld, Lucie Neubauerova

The functioning of an efficient market is impaired by the occurrence of market anomalies. One of these
is the calendar anomaly known as the Halloween effect. Because of the occurrence of the Halloween
effect on the share markets, investors repeatedly attain higher yields in the period from November to
April and lower yields in the period from May to October. The occurrence of the Halloween effect has
been repeatedly demonstrated on the share markets of developed countries, but only on some emerging
markets. The aim of this article is to test the occurrence of the Halloween effect on the four emerging
markets of the BRIC group (not BRICS)), which are represented by their national share indices. In
order to analyse the Halloween effect, a regression model was defined with an artificial, seasonal,
so-called dummy variable. For the tests, available data from the last two or three decades were used.
The presence of the Halloween effect was found only on the Russian market. The Halloween effect
was not identified on the Brazilian, Indian or Chinese share markets.

Key words: BRIC. Efficient Market Theory. Halloween effect. Stock Index.

Fungovanie efektivneho trhu je narusované vyskytom trhovych anomalii. Jednou z nich je kalenddarna
anomdlia oznacovana ako Halloween efekt. V dosledku vyskytu Halloween efektu na akciovych trhoch
dosahuju investori opakovane vyssie vynosy v obdobi november az april a nizsie vynosy v obdobi mdj
az oktober. Vyskyt Halloween efektu sa opakovane preukdzal na vyspelych akciovych trhoch, ale len na
niektorych rozvijajucich sa trhoch. Cielom state je testovanie vyskytu Halloween efektu na rozvijajucich
sa trhoch skupiny BRIC, zastupenych narodnymi akciovymi indexmi. Na analyzu Halloween efektu sme
definovali regresny model s umelou sezonne tzv. dummy premennou. Pre testovanie sme pouZili dostupné
data za posledné dve az tri dekady. Pritomnost Halloween efektu bola objavenda len na ruskom akciovom
trhu. Na brazilskom, indickom a ¢inskom akciovom trhoch nebol identifikovany Halloween efekt.

Krucové slova: Akciovy index. BRIC. Halloween efekt. Teoria efektivneho trhu.

JEL Classification: G, G,
Introduction

The basic principles of the efficient market theory were set out by E. Fama (1965) and
further refined by E. Fama and B. G. Malkiel (1970). The efficient market theory is based on
the presumption that the market prices of assets almost immediately and adequately absorb all
available, new and unexpected information affecting prices. Under such conditions, asset prices
do not deviate greatly or for a longer period from their fundamental true value, and therefore,
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on such a market, it is not possible to attain an abnormally high, risk adjusted yield on a long-
term basis or repeatedly. The question as to whether share markets really behave efficiently has
been the subject of academic discussion for several decades, and that discussion has not yet
ended. There have been many studies attempting to demonstrate the inadequate or irrational
reaction of asset prices to new and unexpected information which affects prices, or seeking
interdependencies in the development of asset prices, or repeatedly occurring abnormally high,
risk adjusted yield generated by successful trading strategies. Put simply, these studies attempt
to demonstrate that the characteristics of an efficient market set out by Haugen (1993) are not
achieved in practice, and thus to demonstrate the invalidity of the efficient market theory.

The existence on the markets of market anomalies, or special situations or effects, has been
demonstrated many times. The generally persistent nature of these anomalies enables investors
to attain repeatedly abnormally high, risk adjusted yields, which is, as Vesela (2011) states,
in conflict with the principles of the efficient market theory and its characteristics. So-called
calendar anomalies, or seasonal anomalies (e. g. the January effect, the day of the week effect,
the holiday effect, the September effect, the Halloween effect and others) have been widely
discussed and investigated, e. g. Haugen, (1993), Bouman and Jacobsen (2002) or Lean (2011).
The last mentioned of these anomalies — the Halloween effect — is unique in that the trading
strategy based on it requires only two transactions during the year, which considerably reduces
transaction costs and means that the excessive profit derived from the anomaly does not have
to be wiped out, unlike in the case of some other trading strategies. That is precisely why this
article focuses on the presence of the Halloween effect on selected share markets.

What are the characteristics of the Halloween effect? What is the essence of this anomaly?
It is a particular repeated pattern of behaviour on the share markets during the year. The share
markets tend to generate higher yields in the period from November to April and lower yields
in the period from May to the end of October. A trading strategy based on the Halloween
effect advises investors to sell their shares at the beginning of May, invest in other assets, and
buy shares again at Halloween, that is, at the end of October and the beginning of November.

The first references to the Halloween effect may be found in a study by O’Higgins and
Downes (1991). The effect was later dealt with in great detail by Bouman and Jacobsen
(2002), who demonstrated the presence of the Halloween effect in the period 1970-1998 in
36 out of 37 countries investigated (specifically, on 19 developed markets and 17 emerging
markets). Countries where the Halloween effect was observed and proven include the USA,
UK, Germany and Japan on one hand, and Hong Kong, Korea, Jordan and Russia on the
other. The impact of the effect was particularly strong in European countries and was not
caused by different levels of risk during the two periods of the year.

There are not many explanations for the existence of the Halloween effect. One is that
investors need more financial resources before their summer holidays, which forces them to
sell some of their shares. The second most frequently given explanation is the instinctive fear
of investors that during their “holiday” absence there could be some unexpected negative
news on the market — what Taleb (2011) calls a “black swan” — which could cause the total,
unexpected collapse of their portfolios, which, being absent from the market, they would
not be able to prevent. Some studies however, such as Kamstra, Kramer and Levi (2003), or
Cao and Wei (2005), cite psychological or meteorological reasons for the existence of the
Halloween effect.
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1. Aim of the article

Emerging markets are not as developed as the developed global markets (for example,
the USA, Great Britain or Japan). They have a less developed infrastructure and regulatory
framework. These markets are characterised by a higher level of risk, but also, in general, by a
higher level of yield attained. The occurrence of the Halloween effect on developed markets has
been demonstrated repeatedly by Bouman and Jacobsen (2002) or O "Higgins and Downes (1991),
but in the case of the emerging markets, which have different characteristics from the developed
markets, it has been demonstrated only on some emerging markets by Bouman and Jacobsen
(2002). Generally speaking, studies focused on identifying calendar effects on emerging markets
do not produce the same results. While Claessens, Dasgupta and Glen (1995) did not discover the
presence of calendar effects on the 20 emerging markets they investigated, the study of Bouman
and Jacobsen (2002) confirmed the Halloween effect on 17 emerging markets investigated.

The content of this article should contribute to the discussion about the presence of the
Halloween effect in the group of emerging markets with the fastest growing market economies
in the world, which, since 2001, have been referred to as the BRIC (Brazil, Russia, India,
China). The aim of this article is, therefore, to test the occurrence of the Halloween effect on
the emerging markets of the BRIC countries in the last two, resp. three decades. (with regard
to the availability of data). South Africa, which joined the BRIC group in 2010, is not the
subject of our investigation. The reason is the unavailability of sufficiently long data series,
the smaller size of the economy and lower interest of investors. If that anomaly were proved
to be present on those markets, then investors could use it in their trading strategies to make
gains. If that were so, the markets in question would not be behaving efficiently, and the
arbitrage mechanism would not be functioning properly. The world’s fastest growing market
economies known as BRIC should, in the foreseeable future, become the world’s dominant
economies, which is why it is interesting to investigate whether calendar anomalies, which
are today a typical phenomenon of developed markets, are already present on the emerging
markets, which will soon become developed economies.

2. Data and methodology used

To test the occurrence of the Halloween effect on the markets of the BRIC countries,
data on the closing values of the main indices of the national stock markets of the individual
countries were used. The Brazilian market was represented by the IBovespa index, which
includes the 53 most important shares on that market. The Russian market was represented
by the Micex 10 index, which includes the 10 most important and most liquid shares on that
market. The Indian market was represented by the Sensex index, which contains the 30 most
liquid shares on the Indian market, while for the Chinese market we selected the Hang Seng
China 50 Index (HSI), which includes the 50 principal shares of the Chinese industrial sector.
These indices are the best and official representatives of the mentioned markets. The lengths of
the time series used are not completely the same, because the analysis of the individual countries
is based on the largest volume of data available for each market, in order to achieve the most
robust estimate possible. Harmonizing the time period is not desirable, it would not contribute to
the accuracy of the calculation. All the time series used end on the same date, that is 1* February
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2016. The data used were obtained from the freely available databases of Yahoo Finance - for
Chinese market (Hang Seng, 2016) and Indian market (BSE SENSEX, 2016) or from the webpages
of the Brazilian market (Ibovespa. Index, 2016) and the Russian market (MICEX Index, 2016).
To test the occurrence of the Halloween effect, regression analysis was used based on the
OLS (ordinary least squares) method and performed using EViews econometric software. The
data entered into the regression analysis come from the daily closing values of the individual
indices. Those data were used to calculated daily yields in accordance with this formula:

Ry =log| P_ll +100

(M

where R, represents the daily yield compared with the previous trading day,
P, is the closing price of the index on a given day,
P, , is the closing price of the same index on the previous day.

Within the framework of the analysis of the occurrence of the Halloween effect, the
individual daily yields were used to calculate and evaluate the average monthly yields
according to the following formula:

- 1
Rim = oS R,
aaf=14*1t (2)
where RimRim is the average monthly yield and
R, are the individual daily yields;
n denotes the number of days in the monitored period (month).

To test the presence of the Halloween effect, the regression model was further defined
with the introduction of an artificial, seasonal so-called dummy variable. This variable took
into account the month in which a given yield occurs. The regression model used can be
written mathematically as:

R:': =C+CHD+ £
€= Ry — Ey[Ry]

3)
“4)

where C represents the level constant and € the random error,
D is the dummy variable, which has the value 1 in the period from 1% November to
30™ April, and 0 from
1 May to 31% October.

By using the set model, we ascertained whether the coefficient a, distinguishing the
yields in the winter and summer months, is or is not statistically significant. The Halloween
effect was found to be present and the dummy variable statistically significant if the p-value
and the t-test were less than 0.05 (Prob.< 0.05) at a level of statistical significance of 5 %.
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3. Results of the tests for the presence of the Halloween effect and discussion

The presence of the Halloween effect on the emerging markets collectively known as the
BRICs was tested on data from the last two decades, or, in the case of China, from almost
the last three decades. The results obtained for the individual countries are presented and
commented on in the following text.

3.1. Brazil

The Brazilian market was represented by the IBovespa index using the closing values
from the period 1993-2016. This sample contains 5652 observations. Firstly, the daily yields
were calculated, and then the average monthly yields. For greater clarity, the average monthly
yields for the whole monitored period are presented in graph 1, and, together with the total
frequency of the months in the data set, in table 1. The calculations were affected by the fact
that on 11" March 1997 there was a stock split on the Bovespa index in the ratio of 10:1,
which meant that that the closing value of 94190 on 10™ March 1997 was followed the next
day by a closing value of 9565. The calculation of daily yields therefore had that deviation
removed. Graph 1 clearly shows that the average monthly yields on the Brazilian market
display the least volatility of all the markets monitored. It is somewhat curious that the average
monthly yields are positive in all the months of the year. In the period November-April, the
index does, indeed, show on average a yield up to 4 percentage points higher than in the
period May-October, however, the difference in yield between the individual months (for
example April and June) is negligible. The graphic depiction of the average monthly yields
on the Brazilian market does suggest the presence of the Halloween effect, but to come to a
convincing conclusion it is, of course, necessary to perform regression analysis.

Regression analysis with a dummy variable was applied to the whole data sample from
the Brazilian market. The results of this are given in table 2.
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Graph 1 Average monthly yields of the Bovespa index (1993-2016)
Source: Own calculations.
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Table 1 Average monthly yields of the Bovespa index

Month November | December | January | February March April
Average yield % 0.1100 0.0795 0.0753 0.0746 0.0605 0.0684
Frequency 454 457 478 410 472 444
Month May June July August | September October
Average yield % 0.0509 0.0658 0.0408 0.0214 0.0409 0.0069
Frequency 489 476 495 508 478 491
Source: Own calculations.
Table 2 Results of regression analysis - Bovespa index
Period Variable Coefficient Std. Error t-Statistic Prob.
C 0.03752 0.01867 2.00952 0.045
1993-2016
a 0.04049 0.02694 1.50311 0.133

Source: Own output from the EViews programme.

Table 2 clearly shows that the presence of the Halloween effect on the Brazilian market was
not demonstrated for the monitored period at the 5% level of significance (Prob.=0.133>0,05),
neither, by a small margin, was it demonstrated at the 10% level of significance.

3.2. Russia

The testing of the occurrence of the Halloween effect on the Russian market was performed
on the Micex 10 index using its closing values from the available period 1997-2016. It is
the shortest of the monitored periods with only 4581 observations. Once again, the fixed
sample was used first to calculated the daily yields, and then the average monthly yields.
The aggregate overview of the average monthly yields for the monitored period is given in
graph 2 and table 3 (together with the total frequency of the months in the data set). Graph
2 and table 3 show that yields in the period November-April are considerably higher than
those in the period May-October, which is in line with the essence of the Halloween effect.
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Graph 2 Average monthly yields of the Micex 10 (1997-2016)
Source: Own calculations.
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Table 3 Average monthly yields of the Micex 10 index

Month November | December January | February March April
Average yield % 0.0279 0.0715 0.0618 0.1242 0.0974 0.0486
Frequency 386 404 339 352 380 388
Month May June July August | September October
Average yield % -0.0469 -0.0135 -0.0202 -0.0363 -0.0118 0.0315
Frequency 353 367 400 397 393 422

Source: Own calculations.

In order to confirm convincingly the occurrence of the Halloween effect, regression
analysis with a dummy variable was also applied to the data sample from the Russian market.
The results are given in table 4.

Table 4 Results of regression analysis - Micex index

Period Variable Coefficient Std. Error t-Statistic Prob.
C -0.01517 0.02427 -0.62515 0.532
1997-2016
o 0.08642 0.03464 2.49525 0.013

Source: Own outputs from the EViews programme.

Table 4 clearly shows that regression analysis confirmed the presence of the Halloween
effect on the Russian market at a level of statistical significance of 5% (Prob.=0.013<0.05).
The above presented graphic depiction of the average monthly yields is fully in accord with
this finding. The calculations performed suggest that the Halloween effect is quite strong on
the Russian market.

3.3. India

The Indian market is represented by the Sensex index. The data set consists of the closing
values of that index for the available period 1997-2016 with 4604 observations. Once again,
as in the case of the Russian market, it is a shorter period. The calculated daily yields were
used on the monitored sample to calculated the average monthly yields, which are presented
in graph 3 and table 5 (together with the overall frequency of the months in the data set). It
can be seen at first sight from graph 3 and table 5 that the development of the average monthly
yields on the Indian market does not correspond to the essence of the Halloween effect. The
yields in the period January-April are either negative or very low, indeed even lower than in
the months May, June, July and September.
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Graph 3 Average monthly yields of the Sensex index (1997-2016)
Source: Own calculations.
Table 5 Average monthly yields of the Sensex index
Month November | December January | February March April
Average yield % 0.0460 0.0675 -0.0146 0.0027 0.0036 0.0073
Frequency 377 400 389 363 369 346
Month May June July August | September October
Average yield % 0.0108 0.0178 0.0257 0.0038 0.0349 -0.0206
Frequency 381 386 421 397 395 380

Source: Own calculations.
Although the presence of the Halloween effect on the Indian market is not suggested by
graph 3 and table 5, the data set used was subjected to regression analysis with a dummy

variable, the results of which are given in table 6.

Table 6 Results of regression analysis — Sensex index

Period Variable Coefficient Std. Error t-Statistic Prob.
C 0.01239 0.01417 0.87474 0.382
1997-2016
o 0.00858 0.02031 0.42249 0.673

Source: Own outputs from the EViews programme.

The figures in table 6 clearly show that the presence of the Halloween effect on the Indian
market was not demonstrated (Prob.=0.673>0,5), even though the “winter” yields were on
average 1.2% above the “summer” yields. Positive yields occurred on the Indian market
only in November and December, when they were considerably higher than the average for
the whole year.
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3.4. China

The Chinese market was represented by the principal index of the Hong Kong stock
exchange, the Hang Seng China 50 (HSI). The data set used comprised the closing values of
the index from the period 1987-2016 containing 7234 observations. The daily yields were
once again used to calculate the average monthly yields, which, for the whole monitored
period, are given in graph 4 and table 7 (together with the overall frequency of the months
in the data set). Graph 4 clearly shows that the development of the average monthly yields is
considerably volatile and does not correspond much to the typical pattern of the Halloween
effect. The November yield is very low, the January and March yields are even negative.

The hypothesis of the absence of the Halloween effect on the Chinese market must be
further confirmed or refuted using regression analysis with a dummy variable. The results
of that are given in table 8.
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Graph 4 Average monthly yields of the Hang Seng China 50 index (1987-2016)
Source: Own calculations.

Table 7 Average monthly yields of the Hang Seng China 50 index

Month November | December January | February March April
Average yield % 0.0085 0.0414 -0.0145 0.0668 -0.0260 0.0523
Frequency 620 597 613 544 632 560
Month May June July August | September October
Average yield % 0.0160 -0.0106 0.0530 -0.0422 -0.0030 0.0165
Frequency 620 592 625 628 605 598
Source: Own calculations.
Table 8 Results of regression analysis - Hang Seng China 50 index
Period Variable Coefficient Std. Error t-Statistic Prob.
19872016 C 0.00501 0.01223 0.40935 0.682
a 0.01473 0.01742 0.84598 0.398

Source: Own outputs from the EViews programme.
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Table 8 clearly shows that the regression analysis did not confirm the occurrence of
Halloween effect on the Chinese market at the level of statistical significance of 5% (Prob.
0.398>0.05), which corresponds to the hypothesis of the absence of the Halloween effect,
which can be deduced from the graphic depiction of the yields.

Conclusion

The main result of the article is the test of the Halloween effect presence on the markets
of the four BRIC countries. Only on the Russian market its existence was confirmed in the
monitored period. Regression analysis was applied to the Brazilian, Indian and Chinese
markets, but did not detect the occurrence of the Halloween effect in the monitored periods,
which may be due to lower liquidity of these markets and lower investor interest in trading
in these markets. We believe that the Russian market is in its development closely linked
with European, Japanese and US markets where the incidence of Halloween effect has been
proven.. The limit of the research is the used time period and the number of markets.

Like our research of the BRIC markets, the study by Lean (2011) did not confirm the
occurrence of the Halloween effect either on the Indian or Chinese markets, or on the
Malaysian or Singapore markets. However, that study did find that the Halloween effect has
a relatively strong impact on the Japanese market. Unlike Bouman and Jacobsen (2002),
we did not discover the Halloween effect on the Hong Kong market, which may be due to
the different periods of both researches (before and after the return of Hong Kong to China,
i.e. before and after the changes in the market environment).

It appears that, based on our calculations and other studies cited in this article, the
investigated Asian and South American markets behave differently from the European,
Japanese or even North American markets. In addition to the reasons mentioned above, it
may be due to the different quality of traded shares, different trading practices, different
regulations, but also meteorological reasons.

This finding has fundamental significance not only for the confirmation or refutation of
the efficient functioning of the share markets, but above all for the possibility of using the
Halloween effect to construct successful trading strategies. Where the Halloween effect is
present, the market does not work effectively and therefore certain trading strategies work
there. A trading strategy based on buying shares at Halloween, and then selling them at the
beginning of May can, therefore, be recommended to investors on the developed markets
(Europe, USA, Japan), but only to investors on certain selected emerging markets, which,
according to our calculations, means Russia. It is a simple trading strategy with minimal
transaction costs. By investing in more markets it is possible to diversify risk.
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Innovative Business Model Using the Idea of Fair Trade
Inovativny podnikatel’sky model zaloZeny na fair trade

Katarzyna Kulig-Moskwa, Joanna Nogieé¢

Contemporary enterprises are looking for ways of enhancing their competitiveness in the market. One
way to do it is to introduce innovations of the social nature. Sustainable development in an organi-
zation is reflected in the strategy of corporate social responsibility. One of its elements refers to the
philosophy of fair trade. This paper presents a business model which acknowledges the postulates
of fair trade. The very model where the idea of fair trade differentiates an enterprise and becomes a
“driving force” of competitiveness. The proposed model comprises four pillars: the workplace, local
community, natural environment and the market.

Key words: Business model. Fair trade. Innovation.

Sucasné podniky hladaju sposoby, ako zvysit svoju konkurencieschopnost na trhu. Jednym zo sposobov,
ako to urobit, je zaviest'inovdcie socialneho charakteru. Udrzatelny rozvoj v organizdcii sa prejavuje
v stratégii spolocenskej zodpovednosti. Jeden z jej prvkov upriamuje pozornost na filozofiu fair trade.
Tato stat’ predstavuje obchodny model, ktory uznava postulaty fair trade. Model, v ktorom myslienka
fair trade odlisuje podnik, sa stava hybnou silou konkurencieschopnosti. Navrhovany model sa sklada
zo Styroch pilierov: pracovisko, miestne komunity, prirodné prostredie a trh.

KUlucové slova: Fair trade. Inovacie. Obchodny model.
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Introduction

Contemporary enterprises are looking for ways of enhancing their competitiveness in
the market. One way to do it is to introduce innovations. They may be product or marketing
oriented but also of technological, or even social nature. The social nature may be manifested
in a new look on the organization from the perspectives of its stakeholders and their needs.
According to the literature (Mumford, 2002, pp. 253-266) social innovations manifest in
implementation of new ideas which affect organization of inter-human activities, social
interactions and allow us to reach our targets (Fujisawa, 2015, pp. 1-13). Balancing the needs
of organizations and partners of the exchange is crucial. This approach is the basis for the
philosophy of sustainable development and is gaining more and more importance in managers’
awareness. Sustainable development in an organization is reflected in the strategy of corporate
social responsibility and one of its elements refers to the philosophy of fair trade. In order to
implement a socially oriented innovation it is necessary to convince the managerial staff about
effectiveness of such a solution as well as readiness to change the consumer awareness. The
implementation will not be possible without simultaneous occurrence of these two factors.
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The purpose of this article is to show how the use of the idea of fair trade contributes to
enhancement of innovativeness of an enterprise. It presents the business model where the idea
of fair trade differentiates an enterprise and becomes a “driving force” of competitiveness.
The achievement of the objective above is stimulated by the elaborated and implemented
effective business model that is based upon the assumptions of the fair trade concept. The
proposed model consists of four pillars: a workplace, local community, natural environment
and the market. Fair trade as a boundary condition of running a business becomes an essential
element of company innovativeness under current market circumstances.

1. Innovativeness of an enterprise - literature review

An innovative economy most often builds its position on technological development. New
inventions and technologies reflecting such an innovative approach often aim to stimulate
consumption and a long-term maximization of profits. Developed societies seem to notice that
innovative enterprises do not have to function according to only one pattern but may look for their
own ways of enhancing innovativeness. Innovativeness does not have to lead to maximization
of profits or to lowering of costs but it may be perceived more broadly in terms of social nature.
Most often innovations are associated with key factors determining an economic growth. Out
of main incentives triggering innovative changes we should indicate those which are related to
company’s inspirations to enhance its competitiveness in the market (Nazarko, 2013, p. 10). In
Drucker’s opinion (1992, p. 29) innovation is an indispensable element of entrepreneurship. For
a few years we have been observing trends which perceive innovativeness as actions contributing
to environment protection, sustainable development or improvement of social opportunities.

Innovative enterprises are commonly believed to use advanced technological solutions.
According to Teneta-Skwiercz (2013, p. 381) innovativeness involves the ability to constantly
create and implement product, process, organizational and marketing innovations. In the
contemporary world innovative organizations tend to plan their development with sustainable
consumption taken into account. This not only involves taking care of the natural environment
but also the sensitivity towards the needs of others. In Szymoniuk’s view (2015, p. 131)
sustainable consumption will be of key importance to evolution of the quality of life on the
local and global scale. Porter and Kramer (2011, p. 5) think that the common value based on
sharing is also important. An enterprise that can see the benefits not only of the maximization
of profits but also of sharing them deserves to be called innovative because of its social
sensitivity. This means that when looking for innovativeness an enterprise should also take
its impact on the society into account (Katana, 2014, p. 46).

According to Pomykalski (2013, p. 5) innovativeness is the main creative force of an
organisation and must be included in its management system and organizational culture. Models
of innovativeness described by the literature (Hauser, 1998, pp. 239-255) suggest that an
organisational culture plays an essential role in this process and comprises a few elements which
may strengthen or slow down the innovation trend (Barbosa, 2014, p. 39). This is confirmed by the
research conducted by IBM Global Business Services (2006) which indicated an organisational
culture as one of the main hindrances in innovative development of an organization.

It is believed that small enterprises may limit their innovativeness because they have
limited resources (financial or material) as compared to big enterprises (Parker, Redmond,
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Simpson, 2009, p. 279-301). However the latest research suggests (Hoegl, Weiss, Gibbert,
Vilikangas, 2009, pp. 13-19) that a deficiency of resources is favourable to innovations
and the small, yet responsible, innovative enterprises can find ways of making up for such
shortages of sufficient resources (Halme, Korpela, 2014, s. 548). This means that the lack
of innovativeness in enterprises often comes from certain mental barriers of the managerial
staff. A manager’s willingness and desire to behave innovatively may affect the development
shape of the organization as a whole.

2. Business model from a theoretical point of view

The term business model is a very common and frequently used expression. But this
term needs defining. The literature makes use of numerous definitions regarding the business
model. They may be split into at least two groups: those referring to strategic management
or to the term of entrepreneurship and principles of running a business (Casadesus-Masanell,
Ricart, 2010, p. 195). The first group includes a definition describing a business model as a
set of elements and relations between them presenting an idea for business in a schematic
way. As opposed to a strategy defined as a set of actions of a company (often very flexible
ones) in relation to the fluctuating conditions of the its external and internal environment
(Gotembiowski, Dudzik, Lewandowska, Witek-Hejduk, 2008, p. 57). The other group
comprises Teece’s definition (2010, p. 173) who claims that a business model defines how
the company provides value to its customers and the way it transforms revenues into profits.

The definition which seems to best reflect and combine these two trends is presented
by Magrett (2002, pp. 87-92; 2003, s. 44) who says that a ,,business model” is a collection
of assumptions enabling organizations to carry out actions creating a value for all players
affecting it so a particular organization does not create a value solely for customers. In its
essence the model is a theory of existence of an enterprise, the theory which is constantly
verified (or tested) by the market (Brzoska, 2009).

An innovative business model supported by a strategy favours creation of expected value
for customers and other stakeholders. Consideration of the business model should involve
an internal structure as well as relations with the environment in view of value creation
(Jabtonski, Jabtonski, 2013, p. 57). The literature suggests that an innovative business model
is of a key importance to securing sustainable social and economic development (Liideke-
Freund, 2010). However understanding the idea of a sustainable business model with available
possibilities and directions of applying innovations seems to be quite limited (Bocken, Short,
Rana, Evans, 2014, p. 43).

The concept of fair trade drives the innovative business model proposed by the authors.
This approach may be referred to a sustainable business model functioning in the literature.
Enterprises promoting the idea of fair trade are innovative in view of social sensitivity.
According to PWC report (2013, p. 3) socially oriented innovations are needed by both the
society as well as entrepreneurs. They often pose a challenge to entrepreneurs and provide an
opportunity to develop and build a competitive advantage in the market. The report mentioned
above (PWC, 2013, s. 7) points to fair trade as one of the elements of social innovation. If
communities are capable of understanding and appreciating fair trade, enterprises should be
interested in joining such initiative in order to build their business position.
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3. The concept of fair trade

Fair trade is an alternative approach to traditional commerce which is based on the
cooperation between producers and consumers, it secures manufacturers with sales of their
products on better conditions and gives them an opportunity to improve their lives. To the
consumers - it offers the possibilities of purchasing labelled products and participation in
solving the problem of poverty in the world (Fair Trade International, 2016). It should be
noted that application of the fair trade idea is only possible in societies where consumers are
free to choose and have competences to make rational decisions which they are responsible
for (Smigielska, Dabrowska, Radziukiewicz, 2015, p.1249).

The concept of fair trade is to promote solutions which in the long term would favour
creation of better conditions for trade and thus support values settled in developed countries.
Due to this fact the World Fair Trade Organization established ten principles which should be
obeyed by all Fair Trade Organizations. Entities belonging to WFTO are the organizations that
relate to the market in the economic sense (e.g. supporting less wealthy regions of the world),
to the economic environment (e.g. development of local producers, nature protection, the use
of responsible production methods) or to the interior of the enterprises themselves (e.g. gender
equality, securing decent work and pay conditions, cooperation with commercial partners).

4. Fair trade business model

The presented business model is meant to be used by domestic entrepreneurs who would like
to combine the concepts and ideas of fair trade with their business mission and thus differentiate
their product/service as more innovative than the competition. The idea of fair trade may generate
innovations in business both internally as well as externally. Internally, it affects a workplace and
employees. Externally, it may relate to the market where stakeholders may include suppliers,
customers and business partners in the local community and the natural environment (Figure 1).

- balanced consumption

- promotion of fair competition
- transparent trade relations

- respect for exchange partners
- access to new markets

- new value for consumers
- new concept of a client

- safe and healthy work conditions
- equal opportunity employment
- no discrimination

- caring about talents

- knowledge sharing

- non-financial influence
to the sociaty

WORKPLACE

NATURAL
ENVIRONMENT COMMUNITY

-ecology
- no environmental degradation
- better usage of natural resources
- traditional methods of production
- healthy life style

- balanced growth

-local suppliers
- redistribution of taxes
- grassroots initiatives

- social sensitivity

Figure 1 Business model accounting for the concept of fair trade
Source: Own elaboration.
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The authors have suggested this approach towards the model referring to the pillars of
corporate social responsibility. The idea of fair trade comes from this concept is perceived
as innovative on the Polish market - as opposed to consumptionism. The Polish market is
in the stage of growth when the consumption is still more important than the sustainability.
There is also lack of research about the power of fair trade and its impact into Polish market,
however the trends observed in EU are also occurring in Poland. By the Report of Fair Trade
Advocacy Office (2015, p. 3) EU citizens are increasingly aware and informed about what
exactly they buy, and they are also ready to pay more for fair trade products. Innovativeness
of the presented model requires company management to be open to changes, to this new
approach, and to listen intently to expectations of their customers. It involves both creativity
and courage in implementing the new model opposing currently popular business models
which most often are oriented to quick profit and mass customer (Writz, 2011). In literature,
there are also shown business models as means of creating value through sustainable
innovations (Boon, Liideke-Freund, 2013).

Determinants of innovativeness at work are connected to the resources: financial and
material capital, human capital as well as to know-how and an innovative culture (Pichlak,
2012, p. 11). The idea of fair trade may provide the basis for the innovative culture.

The use of the fair trade concept in a place of work secures employees with safe and
healthy work conditions and makes them feel they contribute not only to profitability of the
organization they represent but also that they have positive impact on the environment. This
concept is also reflected in equality at work, the lack of discrimination which is perceived by
current and potential employees as a distinguishing element of the company and enhances
the image of a good employer. This allows employers to attract and keep the most talented
employees.

The feeling of security at work encourages employees share their ideas, exchange
knowledge and generate innovations to be used directly by them, enterprises and partners.
By sharing their experiences employees may also stimulate self-development and affect a
growth of overall know-how in an organization, which translates into modern concepts of
self-teaching, knowledge-based economy. Additionally, generation Y enters the labour market
nowadays. Their outlook and approach to work differs dramatically from previous generations.
Generation Y is often identified with a greater potential of creativity and is characterized by
greater innovativeness (Rynkiewicz, 2014, p. 132). This means that representatives of this
generation are more open to employers who implement innovative business models.

According to Meister and Willyerd (2010) innovative work places secure employees not
only with development opportunities but also put great importance to intangible impact on
the local community and apply the CSR concept. No company operates in isolation from the
market. Thanks to globalization processes occurring in the contemporary world, problems of
distant countries become common for all. A desire for sustainable development has forced
developed countries to look more closely at the exchange relations in the market. A view has
been expressed that fair competition, transparent commercial relations, respecting partners
of the exchange are desired ethical activities which in the long-term will prove profitable.
Development of poorer regions eliminated pathologies of economic and social nature and
allows people to believe that work is profitable - enabling individuals to operate independently.
Transparent and fair commercial relations with partners build confidence - the potential
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which enables producers to develop their independence and to access new markets which
in consequence may translate into boosting profits of companies and entire regions. Fair
trade products are innovative not only because of their physical values but, first of all, due
to their philosophy and added values. When choosing out of numerous products available
in the market, consumer, that selects fair-trade-labelled products, has a feeling that he is
taking part in solving social and global problems and places himself in a narrow group of
innovators. The role of a customer changes too. A consumer is transformed into co-worker
who co-creates a value and thus contributes to a market success (Zupok, 2015, p.42) of a
producer. It should be emphasized that a new understanding of a customer in the fair trade
concept is innovative in the management theory.

A level of care about the natural environment is connected to a development stage of a
country or a region. Fair trade activities in the environmental field are about getting back
to traditional manufacturing methods as opposed to the modern, mass production methods
damaging the natural environment (e.g. the exploitation of natural resources, contamination of
water and air) as well as better usage of natural conditions of particular regions. The Danish
research (Jacobsen, Hancock, 2015, p. 12) presents that fair trade has a positive impact on the
environment, as a result of certification. Wealthy societies pay more attention to ecology and
factors affecting directly or indirectly the welfare of nature. There are two reasons for that:
a financial one and a mental one. A trend of healthy lifestyle, proper nutrition and balanced
consumption are responsible for greater interest of communities in the natural environment.
This philosophy provided the basis for entrepreneurial concepts such as Community Supported
Agriculture (CSA), food cooperatives or special cooperatives. It should also be noted that 80
% of cooperatives operating under the fair trade system (Fairtrade.org, 2016) invests in other
certificates (including ecological ones) in order to enhance their competitiveness in the market.

The idea of fair trade aims to support local manufacturers. Innovativeness is understood
here as a choice of a local supplier made by an enterprise instead of a global one offering
similar products. The choice is dependent more on the location of a partner and less on the
price of products offered by him. This approach prevents the tax money from leaving the
region (they are allocated to specific communities) and results in its further development.
Activities of an enterprise are targeted at local communities and stimulate social sensitivity
and creation of grassroots initiatives.

In the proposed model authors would like to emphasize its social dimension. Lots of
companies use various business models and they have no idea how to transform it into more
sustainable one. It is possible to adapt the sustainability management, eco-marketing and
other innovative management concepts (Rennings, 2000) and shape them to fulfill specific
needs and expectations. That is, when orientated towards sustainability strategies, business
models can lead to altered consumption patterns, efficiency gains and consistent system
designs (Liideke-Freund, F. 2010).
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Conclusion

The proposed business model based on fair trade may be yet too modern in the view of
current development state of the Polish market. One of the enterprises’ mission elements is to
satisfy partners of exchange, including customers. It should be noted that Polish consumers
have now better knowledge about sustainable consumption and every year become more aware
of consequences of their shopping decisions. Still not so many of them came across the idea
of fair trade (Radziukiewicz, 2014, pp. 215-216). After initial admiration of consumptionism,
developed societies tend to turn to more conscious consumptionism and adopt innovative
solutions more quickly. It does not mean though, that Polish managers cannot think today
about implementation of solutions which will generate benefits in the future. This model has a
development potential as the lifestyles change and concepts of sustainable development gain
more importance. The research (Radziukiewicz, 2013, p. 29) shows that Poles feel a natural
need of solidarity with the weaker ones and support the provision of aid to poorer countries.
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Corporate social responsibility is a dynamic concept that is constantly adapting to new needs and
economic, social and technological developments. Professional management of this process and the
implementation of socially responsible investing strengthens companies” position on the market and
gives them long-term competitive advantage, while changing the world for the better. The article deals
with the implementation of socially responsible investment in Slovak enterprises and enterprises in
selected countries of the European Union, in Austria. It examines the results of primary research and
identifies what kinds of socially responsible investment are performed in Slovak and Austrian compa-
nies, how much money they invest in the responsible projects and what are the different motives and
barriers of implementation socially responsible investment. The aim of this article is to evaluate the
implementation of socially responsible investment in Slovak and Austrian enterprises.
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Vplyvom globalizacie trhu ¢oraz viac rastii naroky na vykonnost’ a efektivnost’ podnikov.
Manazéri rozhodujt, do ktorych projektov investujii voI'né finan¢né zdroje, aby uspokojili
strategické potreby podniku a tym zabezpecili jeho prosperitu. V sucasnosti sa ukazuje,
ze podniky, ktoré vo svojej ¢innosti zohl'adnuju myslienky spolocensky zodpovedného
podnikania, sa rychlejsie dostavaji do povedomia a Castokrat aj priazne zakaznikov, ¢im si
lahSie upeviiuji miesto na trhu a ziskavaju konkurenénu vyhodu. Aby manazéri uspokojili
tento rastuci trend, mali by okrem klasickych investi¢nych rozhodnuti postavenych najma
na finan¢nych kritériach navratnosti investicie zakomponovat’ do svojho portfolia rovnako
investicie zohl'adiiujiice aj socidlne, environmentalne a etické prvky. Takyto druh investovania
sanazyva socialne zodpovedné investovanie, pricom podnikom zabezpecuje pridant hodnotu
hlavne v podobe mimoekonomickych prinosov.

1. Socidlne zodpovedné investovanie
K tradiénym determinantom investi¢ného rozhodovania ako je riziko, vynos a likvidita

pridava koncept socialne zodpovedného investovania nepeniazné alebo extra-finan¢né kritéria.
Tym sa zakladny magicky trojuholnik neoklasickej tedrie financii rozsiruje o $tvrty rozmer
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do tzv. magického Stvoruholnika (Pinner, 2003; Ulshofer, Bonnet, 2009). Z pohl'adu Féra
pre udrzatelné a zodpovedné investovanie (The Forum for Sustainable and Responsible
Investment - USSIF) m6Zeme socialne zodpovedné investovanie definovat’ ako investi¢nu
disciplinu postaventl na environmentalnych, socidlnych a etickych kritériach generujucich
dlhodobé konkurencné vynosy a pozitivny spolocensky ucinok. Predstavuje rozvoj, ktory
uspokojuje potreby sucasnosti bez toho, aby bola ohrozena schopnost’ buducich generacii
uspokojovat’ svoje vlastné potreby (Brundtland, 1987). Extra-finan¢né kritéria investicii
tvoria socialne, environmentalne a etické faktory, ktoré sa Coraz ¢astejsie stavaju predmetom
zaujmu investorov a podnikov. Pokial’ podnikom vo velkej miere rastie kapital, si coraz viac
posudzované extra-finanénymi kritériami (Ulshofer, Bonnet, 2009). Podniky sa tak dostavaji
pod vAacsi tlak dodrziavat isté ,,vysSie Standardy®, ¢im socialne zodpovedné investovanie
podporuje vyvoj zodpovednejSiecho ekonomického systému (Schmidt, Weistroffer, 2010).

Pri zamerani sa na zodpovedné investovanie stoja podniky pred otazkou, aku vahu by mali
prisudit’ extra-finanénym aspektom a akd vahu finanénym aspektom. Siroka $kala jednotlivych
foriem alebo pristupov v socialne zodpovednom investovani sa tvori prave zameranim podnikov na
jednotlivé determinanty magického Stvoruholnika. Zakladnou myslienkou socialne zodpovedného
investovania je (ako pri inych investi¢nych stratégiach) dosiahnut’ maximalny finan¢ny vynos a
zaroven implementovat’ do svojho rozhodnutia aj prvky spolocensky zodpovedného podnikania.
Podniky maju tak tri zékladné moznosti ako orientovat’ svoju ¢innost’:

— zamerat sa viac na financné aspekty a pozitivny socialny uc¢inok brat’ ako pridanti hodnotu,

— nastavit' rovnaké poziadavky na extra-finan¢né ako aj finan¢né aspekty,

— zamerat’ sa viac na extra-finan¢né aspekty a pripadny ekonomicky prinos brat’ ako pridanii
hodnotu.

Takyto pohl'ad na socialne zodpovedné investovanie kombinuje ich trhovy aj netrhovy
charakter. Prevladajice financné aspekty su typické skor pre trhové investovanie, ktoré
sa v zahranicnej literature spaja s pojmom Sustainable and Responsible Investment (SRI)
(European SRI study, 2008). SRI je dobre vyvinuty pristup, ktory sa teraz spaja s rasticim
sortimentom vyrobkov a tried aktiv vratane hlavného pridu finanénych produktov. Investicie
mozu uskutocnit’ jednotlivé podniky prostrednictvom socialne uvedomelych podielovych
fondov alebo fondov obchodovanych na burze (A guide to the different types of social
investing, 2014). Druhu kategoriu socialne zodpovednych investicii tvoria socialne investicie,
ktoré sa navonok prezentuju ako bezné podnikatel'ské aktivity podnikov, ale ich priamym
ucelom nie je zvysit’ zisk spolo¢nosti. Oznacuju pristup podniku, ktory prispieva ku zlepSeniu
ekonomického i spolocenského prostredia, v ktorom pracuje. Patri sem podpora vzdelavania
a vyskumu, kultarnych projektov, projektov zameranych na vytvaranie pracovnych miest,
vyrobu Cistej energie ¢i podporou rozvoja deti a mladeze. ,,Tento typ aktivit podnikov sa
nazyva ,,social investment*, pretoze podniky oc¢akavaju za svoju investiciu dlhodoby prinos
(BartoSova, Kalousova, 2005, s. 42). Tretiu kategoriu, ktora nadvazuje na socialne investicie,
modzeme charakterizovat’ pojmom filantropia. V tejto kategorii je predpoklad financnej
navratnosti investicie minimalny. Prostrednictvom peniaznych a nepenaznych darov podniky
ocakavaju dosiahnutie maximalneho socialneho vynosu.

Socialne zodpovedné investovanie prinasa podnikom mnoho vyhod, ktoré ich motivuju
k tejto ¢innosti. ,,Podl'a naSich skisenosti, integracia socidlnych, environmentalnych
a etickych faktorov do investicného procesu je zlepSenie, nie obmedzenie. Mat’ lepsi pristup
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k rizikovym informaciam vo vSetkych formach by nemalo obmedzovat’ svet investicii ani
potencialne vynosy, prave naopak™ (Per Noesgaard, CEO Sparinvest Group; European
Responsible Investing Fund Survey, 2015). Rovnako viaceri autori (Jefabkova, Hartl, 2003;
Bussard et al., 2005; Adam, Shavit, 2008; Zeleny 2008; Pavlik, B&l¢ik, 2010) prikladaju
socialne zodpovednym investiciim osobity vyznam a ich prinos vidia najmi vo zvySovani
efektivnosti podnikovych ¢innosti, podpore inovacii, zvySovani prit'azlivosti pre investorov
aj zékaznikov, zvySovani socialnej tirovne Zivota obyvatel'stva angazovanim sa v miestnej
komunite a pod.

Podniky pritom neustale bojuju s roznymi prekazkami, ktoré vplyvaji na uskutociiovanie
tohto druhu investicii. Bussard et al. (2005) za hlavné prekazky malych a strednych podnikov
povazuju nedostatok ¢asu a I'udskych zdrojov, obavu zo zvysenia nakladov, nedostatok
vnutorného presvedcenia, strach z byrokracie, nedostatok vedomosti o spolocensky
zodpovednom podnikani a nevedomost’, ako sa do neho zapojit'. Najvacsim problémom su
zvycajne finan¢né prostriedky. Podniky nie s naklonené investovat’ do oblasti, ktoré nie st
pre ne zivotne dolezité. Najmé malé a stredné podniky maji malo finan¢nych prostriedkov,
a to im brani urobit’ viac (Krigelova, Kerestesova, Kollar, Vasecka, 2007).

2. Ciel’, material a metodika skiimania

Ciel'om state je zhodnotit’ a porovnat’ stiCasny stav socialne zodpovedného investovania
podnikatel’skymi subjektmi na Slovensku a v Rakusku.

Stat’ prezentuje vysledky prieskumu ziskané metdédou opytovania formou dotaznika
distribuovaného elektronickou postou slovenskym a rakiiskym podnikatel'skym subjektom.
Dotaznikovy prieskum sme uskutocnili v maj 2016. Na tvorbu dotaznika sme pouzili
Google Docs. Ziskané tidaje sme spracovali a vyhodnotili programom Microsoft Excel.
Z teoretickych metod vedeckej prace sme pouzili metody abstrakcie, analyzy a syntézy,
komparacie a analogie.

Dotaznik pozostaval z 13 otazok rozdelenych do troch Casti. Prva ¢ast’ bola venovana
podnikom uskutociiujicim aj neuskutocnujicim socidlne zodpovedné investovanie, zatial
¢o druha Cast’ dotaznika bola pontiknuté len podnikom, ktoré realizuju tento druh investicii.
Dotaznik sa zameriaval na zistenie postoja podnikov ku socialne zodpovednému investovaniu,
na zistenie druhov socialne zodpovednych investicii a vysky investovanych finanénych
zdrojov. Skiimali sme aj motivy, ktoré podniky vedu k tejto Cinnosti, ako aj prekazky, ktoré
ich naopak od nej odradzaju. Tretia cast’ dotaznika obsahovala identifika¢né udaje podnikov
(velkost podniku a oblast’ podnikania podl'a odvetvovej klasifikacie ekonomickych ¢innosti
SK NACE).

V prieskume sme nahodne oslovili 840 slovenskych a 740 raktskych podnikatel'skych
subjektov. Do prieskumu sa zapojilo a riadne vyplnilo dotaznik 46 slovenskych a 41 raktskych
podnikatel'skych subjektov. Navratnost’ dotaznikov distribuovanych na Slovensku bola 5,4
% a dotaznikov distribuovanych v Rakusku 5,5 %. V obidvoch krajinach sa do prieskumu
zapojili malé podniky (pocet zamestnancov 10 az 49), stredné podniky (pocet zamestnancov
50 az 249) aj velké podniky (250 a viac zamestnancov) (tabulka 1).
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Tabul’ka 1 Struktira respondentov podl'a velkosti podniku

Slovensko Raktisko
Podnik Pocet respondentov Podiel v % Pocet respondentov Podiel v %
Maly podnik 19 41,3 14 34,2
Stredny podnik 15 32,6 11 26,8
Velky podnik 12 26,1 16 39,0
Spolu 46 100,0 41 100,0

Zdroj: Vlastné spracovanie, 2016.

Druhym identifikaénym udajom bolo zaradenie podnikov podla odvetvovej klasifikacie
ekonomickych ¢innosti SK NACE (tabul’ka 2).

Tabulka 2 Struktira respondentov podla OKEC

Slovensko Rakusko

Odvetvie S entoy | Podiclv o | osSties: | Podiel v %
A pelovmione  ybolov 5 10,9 6 146
C. Priemyselna vyroba 14 30,4 13 31,7
F. Stavebnictvo 2 43 0 0,0
G. Velkoobchod a maloobchod 6 13,1 7 17,1
H. Doprava a skladovanie 5 10,9 4 9,8
J. Informacie a komunikécia 3 6,5 3 7,3
K. Finan¢né a poist'ovacie ¢innosti 0 0,0 5 12,2
L. Cinnosti v oblasti nehnutel'nosti 4 8,7 0 0,0
N. Administrativne a podporné sluzby 7 15,2 3 7.3
Spolu 46 100,0 41 100,0

Zdroj: Vlastné spracovanie, 2016.
3. Vysledky skumania a diskusia

Napriek tomu, Ze raktska ekonomika ma silnejsi zéklad a v povedomi zahrani¢nych
investorov zostava nad’alej ako krajina s mnohymi vyhodami, z pohl'adu medzinarodnych
organizacii a ratingovych agentir zaznamenava Slovensko v poslednych obdobiach
pozitivnejsi ekonomicky vyvoj, ¢o je motivom rozvoja investi¢nej ¢innosti podnikov.
Vplyvom rasticeho zaujmu o socialne zodpovedné aktivity, sa v obidvoch krajinach vytvaraja
vhodné podmienky pre zodpovednu investi¢nu ¢innost'.

3.1 Socialne zodpovedné investovanie na Slovensku
V prieskume sme sa zamerali na to, ¢i slovenské podniky poznaju pojem socialne
zodpovedné investovanie (SZI) a o nim rozumeju. Vicsina respondentov na otvorenu otazku

odpovedala, ze socidlne zodpovedné investovanie je spojené s investovanim do zamestnancov,
napriklad v podobe vydavkov na ich vzdelavanie a rozvoj, na podporu cestou socialnych
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balickov v r6znej forme, alebo na zlepSenie vztahov medzi zamestnancami a kvality ich zivota.
Rovnako tento pojem spéjaju s investovanim do okolia podniku, na podporu subjektov, ktoré
realizuju socialne projekty, ¢i na podporu spolocnosti. Dvaja respondenti spojili socialne
zodpovedné investovanie s environmentalnou strankou a ako priklad uviedli investicie
zamerané na triedenie odpadu, zniZovanie spotreby papiera a pod. Pozitivne je, Ze ani jeden
respondent neuviedol, Ze by sa k danej otdzke nevedel vyjadrit. Odpovede vyjadrovali
vyznam tohto pojmu tak, ako ho pozname z teérie. Zaujimavé je, ze ako priklady uvadzali
respondenti skor netrhovu formu socialne zodpovednych investicii — socialne investicie.

Napriek tomu, ze respondenti vedia, €o tento pojem znamena, z opytanych podnikov
socialne zodpovedné investicie uskutoc¢iiuje 71,7 % a ostatni odpovedali na tito otazku
zaporne (28,3 %). Z pohl'adu odvetvovej struktiry prevlada investi¢na ¢innost’ v podnikoch
obchodu a sluzieb (60,6 %), kym socialne zodpovedné investicie nerealizuju prevazne
priemyselné podniky (66,7 %) (tabul’ka 3).

Tabul’ka 3 Socialne zodpovedné investovanie na Slovensku podl'a vel’kosti podnikov v %

Investovanie Maly podnik Stredny podnik Velky podnik
Ano 53 80 92
Nie 47 20 8

Zdroj: Vlastné spracovanie, 2016.

Hlavnym dévodom, preco podniky na Slovensku neuskuto¢fiuju socialne zodpovedné
investovanie, je nedostatok finan¢nych prostriedkov. Tato moznost’ si zvolilo az 91,3 %
respondentov. Ak sa na prekazky pozrieme z pohl'adu podnikov, ktoré nerealizuju socialne
zodpovedné investicie (tabul’ka 4), rovnaky nazor maji malé a stredné podniky, zatial’ ¢o velké
podniky uviedli, Ze najvacsSou prekazkou socialne zodpovednych investicii je nedostatok casu.
Respondenti mohli na v odpovedi na otvorenu otazku uviest’ svoj nazor na faktory, ktoré ich
odréadzajt od socialne zodpovednych investicii. Tuto moznost vyuzilo 13 % opytanych a ako
dalsie prekazky uviedli napriklad neadekvatne vyrobné prostredie, nevyrovnany ekonomicky
systém (likvida¢ny) a neznalost’ manazmentu.

Tabul’ka4 Prekazky podnikov neuskutociiujticich socialne zodpovedné investicie na Slovensku

Pora- , .
giré‘ Maly podnik

Stredny podnik Velky podnik

nedostatok finanénych
prostriedkov

zvySovanie nakladov

1 nedostatok finan¢nych

prostriedkov nedostatok ¢asu

nezéujem zo strany zamest-

nezaujem zo strany zakaznikov

< nedostatok financnych pros-
2. | hancov nedostatok ¢asu tricdkoy
« g nezaujem zo strany zakaz-

3. | zvySovanie nakladov nikov

N nezaujem zo strany zamest-
4. | nedostatok ¢asu nancov

nezéuf'(em zo strany vedenia

5. | podniku - zvySovanie nakladov

Zdroj: Vlastné spracovanie, 2016.
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Z podnikov, ktoré uskuto¢nuju socialne zodpovedné investicie povazuju stredné a vel’ké
podniky za najvacsiu prekazku nedostatok finanénych prostriedkov. Naopak malé podniky
ako najvyznamnejsiu prekazku uviedli nedostatok Casu (tabulka 5).

Tabulka 5 Prekazky podnikov uskutoc¢iiujucich socialne zodpovedné investicie na Slovensku

Pora- , . i . v .
gf: Maly podnik Stredny podnik Velky podnik
nedostatok Easu nedostatok finan¢nych pros- | nedostatok finanénych
| triedkov prostriedkov
2' nedostatok finan¢nych pro-
striedkov zvySovanie nakladov nezaujem vedenia podniku
zvySovanie nakladov
3. nezaujem zamestnancov nedostatok casu zvySovanie nakladov
. nedostatok ¢asu
4. - nezaujem zamestnancov L.
nezaujem zamestnancov
nezaujem vedenia podniku L. ) ,
5. - i ) ] nezaujem zakaznikov
nezaujem zakaznikov

Zdroj: Vlastné spracovanie, 2016.

Podniky mali moznost’ identifikovat’ iné prekazky, ktoré podl'a nich maji vplyv na socialne
zodpovedné investovanie. Priblizne 10 % respondentov oznacilo ako problém nedostatok
osvety a podpory zo strany $tatu, zdihavy legislativny proces a s tym stivisiace veci.

Najvyznamnej$im faktorom motivujucim socialne zodpovedné investovanie na Slovensku
je osobné presvedcenie vedenia podnikov, Ze tento druh investovania ma zmysel a je délezity
(v prieskume ho uviedlo 87,9 % respondentov). Podniky sa rovnako domnievaju, Ze socialne
zodpovedné investovanie vedie k upevneniu postavenia znacky na trhu a v konecnom
dosledku k zniZzovaniu nakladov a rastu trzieb (60,6 %). Naopak za najmenej motivujici
faktor respondenti pokladaju tlak zo strany médii (90,9 %) (tabul’ka 6).

Tabulka 6 Motivy socialne zodpovednych investicii na Slovensku podl'a vel’kosti podnikov
Po-

radie Maly podnik Stredny podnik Velky podnik
1. | osobné motivy osobné motivy znizovanie nakladov a rast trzieb
5 znizovanie nakladov a rast | upevnenie znacky na trhu upevnenic znacky na trhu
T | trzieb konkurencna vyhoda P y
3. | regula¢na politika Statu zvysenie dopytu konkurenéna vyhoda

upevnenie znacky na trhu

4. zvySenie dopytu

regula¢na politika Statu zvySenie dopytu
znizovanie nakladov a rast

5. | tlak investorov/akcionarov trzich osobné motivy

6. | tlak médii tlak investorov/akcionarov | tlak investorov/akciondrov

7. | konkuren¢na vyhoda - regulacna politika Statu
Zdroj: Vlastné spracovanie, 2016.
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Pri hodnoteni motivov mali podniky moznost’ vyjadrit’ svoj nazor na otvorenu otazku,
ktora vyuzilo len 6 % respondentov. Motivom podnikov je napriklad: ,,chcem byt obl'ibeny
v nasom kolektive a chcem vidiet' v o¢iach zamestnancov radost’ z prace, ,,zodpovedné
podnikanie voci svojim zamestnancom, odberatelom a v neposlednom rade aj odkaz pre
budiice generacie”.

Priblizne 21,2 % podnikov uskutoc¢niujucich socidlne zodpovedné investovanie sa venuje
socialnym investiciam aj filantropii a 3,0 % realizuje aj udrzateI'né a zodpovedné investicie
(Sustainable and Resposible Investment). Ziadny podnik, ktory sa zi¢astnil prieskumu, sa vo
svojej ¢innosti nevenuje len filantropii alebo len udrzatel'nym a zodpovednym investicidm.

Malé podniky najcastejsie investuju finan¢né prostriedky vo vyske 1 000 EUR a menej za
rok. Len 30 % malych podnikov ro¢ne realizovalo socialne zodpovedné investicie v hodnote
15000 az 30 000 EUR. Velké podniky ro¢ne investuju do socialne zodpovednych projektov
od 15 000 do 30 000 EUR. Najviac rozdielnych odpovedi sme ziskali zo strednych podnikov,
kym 50 % strednych podnikov zvolilo moznost’ 5 000 az 10 000 EUR rocne, 25 % investuje
od 3 000 do 5 000 EUR a rovnako 25 % strednych podnikov realizuje investicie v hodnote
30 000 EUR a viac za rok.

3.2 Socialne zodpovedné investovanie v Rakusku

Aj v rakuskych podnikoch sme zistovali, ¢o rozumeju pojmom socialne zodpovedné
investovanie. Niektori respondenti sa pozerali na tento druh investicii zo v§eobecného pohl'adu
a definovali ich ako udrzatel'né investicie alebo investicie, ktorymi sa hl'adi do budicnosti.
Ostatné odpovede boli Specifické a respondenti poukazovali na to, Ze ich vnimaju nielen
smerom dovnutra podniku, t. j. vydavky, ktoré sluzia zaujmom zamestnancov, ktoré st
typickymi investiciami do buducnosti podniku, ale aj ako investicie smerujuce do vonkajSieho
prostredia podniku, ktoré bert ohl’'ad na zdujmy zainteresovanych stran v najSirSom zmysle.

Socialne zodpovedné investicie realizuje 75,6 % rakiskych podnikov, zatial’ ¢o zvysnych
24,4 % uviedlo, Ze tento druh investicii nerealizuje. Podniky, ktoré nerealizuju socialne
zodpovedné investicie boli len vyrobného charakteru, kym podniky realizujuce tento druh
investicii mali zastipenie rovnako v priemysle (54,8 %) ako aj v obchode a sluzbach (45,2 %)
(tabulka 7).

Tabul’ka 7 Socialne zodpovedné investovanie v Rakusku podl'a velkosti podnikov v %

Investovanie Maly podnik Stredny podnik Velky podnik
ANO 79 73 75
NIE 21 27 25

Zdroj: Vlastné spracovanie, 2016.

Zanajvacsiu prekazku socialne zodpovedného investovania povazuji podniky nedostatok
finan¢nych prostriedkov a pocit, Ze investovanim sa podnikom vzrastu naklady. Rakuske
podniky si naopak nemyslia, ze by nedostatok ¢asu alebo zaneprazdnenost’ do velkej miery
ovplyviiovali ich rozhodnutie uskutociiovat’ socidlne zodpovedné investicie.
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V podnikoch, ktoré¢ neuskuto¢nuju socidlne zodpovedné investicie (tabul’ka 8), oznacili
vSetky velkostné typy ako najvécsiu prekazku nedostatok finan¢nych prostriedkov. Za
najmenej vyznamny faktor, ktory ovplyviuje rozhodnutie malych a strednych podnikov,
sa povazuje nezaujem vedenia, zatial’ co vo velkych podnikoch nezaujem zamestnancov.

Tabul’ka 8 Prekazky podnikov neuskutociiujucich socialne zodpovedné investicie v Raktsku

Po-
radie

Maly podnik Stredny podnik Velky podnik

nedostatok finanénych pros-

nedostatok finanénych pro- | triedkov
striedkov rast ndkladov

nedostatok ¢asu

nedostatok finan¢nych pro-
1. |striedkov
nedostatok Casu

nedostatok ¢asu

2. |zvySovanie nakladov rast nakladoy

nezaujem vedenia podniku

3. |nezaujem vedenia podniku | nezaujem zékaznikov Nezaujem zékaznikov

nezaujem zamestnancov -
4. - o . . nezaujem zamestnancov
nezaujem vedenia podniku

Zdroj: Vlastné spracovanie, 2016.

Pri zistovani prekazok podnikov uskutocniujucich socidlne zodpovedné investicie sa
poradie zamieSalo. Nazor velkych podnikov je totozny s nazorom malych podnikov a v prvych
dvoch bodoch sa zhoduju aj so v§eobecnym nazorom podnikov. Stredné podniky si naopak
myslia, Ze najvacSou prekazkou je zvySovanie nakladov (tabul’ka 9).

Tabul’ka 9 Prekazky podnikov uskutocnujucich socialne zodpovedné investovanie v Raktsku

rgzl)i_e Maly podnik Stredny podnik Velky podnik
nedostatok finan¢nych nedostatok finan¢nych pros-
1. |prostriedkov rast ndkladov triedkov
rast nakladov rast ndkladov

nedostatok finanénych pros-
2. |nezaujem vedenia podniku |triedkov nezaujem vedenia podniku
nezaujem zamestnancov

nezaujem vedenia podniku

3. |nezaujem zamestnancov A . p
nezaujem zakaznikov

nezaujem zamestnancov
Nezaujem zékaznikov

4. |nezaujem zdkaznikov nedostatok casu <
nedostatok ¢asu

Zdroj: Vlastné spracovanie, 2016.

Najsilnej$im faktorom motivujicim socialne zodpovedné investovanie je podla rakuskych
podnikatel’'skych subjekty osobné presvedcenie, Ze dané konanie je spravne (80,7 %). Podniky
motivuje vedomie, Ze socidlne zodpovednymi investiciami si upeviiuju svoje miesto na trhu
(54,8 %). Respondenti sa zhodli, Ze regulacnu politiku $tatu, tlak investorov/akcionarov
¢i tlak médii nepovazuji za motivacné prvky. V otvorenej otazke 9,7 % respondentov
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identifikovalo vidinu lepSej buducnosti a snahu o jej dosiahnutie ako doplitujuci motivacny
faktor (tabul’ka 10).

Tabul’ka 10 Motivy socialne zodpovedného investovania v Rakusku podla vel'kosti podnikov

P?;;a- Maly podnik Stredny podnik Velky podnik
1. | osobné motivy osobné motivy upevnenie znacky na trhu
5 konkuren¢na vyhoda . y konkuren¢na vyhoda
. X y upevnenie znacky na trhu
uupevnenie znacky na trhu
3. | zvySenie dopytu konkurenéna vyhoda osobné motivy
4. |pokles nakladov a rast trzieb | zvySenie dopytu pokles nakladov a rast trzieb
5 - pokles nakladov a rast trzieb | zvySenie dopytu

Zdroj: Vlastné spracovanie, 2016.

Rovnako ako na Slovensku aj v Rakusku najcCastejSie prevladaju socidlne investicie,
ktoré realizuju vSetky podnikatel'ské subjekty a najcastejSie v kombinacii s filantropickymi
aktivitami (v Rakusku je to 45,2 % respondentov). Vzhl'adom na to, ako sa dari na rakiiskom
finan¢nom trhu udrzatelnym a zodpovednym investiciam (Sustainable and Responsible
Investments) nas prekvapilo, ze ani jeden respondent neuviedol, Ze by sa venoval tejto forme
investovania.

Predpokladali sme, Ze najvyznamnej$im rozdielnym faktorom v socidlne zodpovednom
investovani na Slovensku a v Raktisku bude objem finan¢nych prostriedkov, ktoré podniky
investuju do svojich zodpovednych aktivit. Realizované mnozstvo finanénych prostriedkov
vo vSetkych velkostnych typoch podnikov je v obidvoch krajinach odlisné. Rakaske malé
podniky investuju rocne finan¢né prostriedky v hodnote 15 000 az 30 000 EUR, vel’ké podniky
30 000 a viac EUR. Stredné podniky v tomto pripade mézeme rozdelit’ na dve skupiny, kde
37,5 % podnikov realizuje investicie v hodnote 15 000 az 30 000 EUR a 62,5 % investuje
30 000 a viac EUR.

Zaver

Spolocenska zodpovednost’ podnikov ako aj ich udrzatel'ny rozvoj je v sicasnosti jednym
zo zékladnych predpokladov dlhodobého tispechu podniku. Pre podnik to znamen4, Ze sa snazi
dosiahnut’ nielen ekonomické ciele, ale aj spravodlivost’, déveru zamestnancov, doslednost’
pri tspore prirodnych zdrojov a zarovei si uvedomuje svoje postavenie a tlohu v komunite.
Profesionélne riadenie tohto procesu a socidlne zodpovedné investovanie posiliiuje poziciu
podnikov na trhu a prinadsa im dlhodobu konkuren¢nt1 vyhodu a zarovei meni svet k lepSiemu.

V stati sme sa zamerali na komparaciu socidlne zodpovedné investovanie v dvoch
eurdpskych krajinach na Slovensku a v Raktisku. Napriek tomu, Ze tento pojem a jeho vyznam
nie je podnikom neznamy, na Slovensku uskutoc¢iiuje socialne zodpovedné investicie 72 %
podnikov, zatial’ ¢o v Rakusku je to 0 4 % viac. NajcastejSou formou socidlne zodpovednych
investicii su v obidvoch krajinach socialne investicie, ¢astokrat v kombindcii s filantropickou
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cinnost'ou. Pozitive je, Ze st to najmé osobné motivy, ktoré podnecujii tento druh
investovania, ¢o odzrkadl'uje, Ze podniky st vo vicsine pripadov stotoznené s myslienkou
spolocensky zodpovedného podnikania a jednotlivé aktivity vykonavaju na zaklade osobného
presvedcenia. Z prieskumu vyplyva, Ze objem vynaloZzenych finanénych prostriedkov je
v Rakusku ovela vacsi nez na Slovenku. V obidvoch krajinach sa za najvacsiu prekazku tohto
druhu investovania poklada nedostatok finan¢nych prostriedkov. Tento problém by mohli
podniky riesit’ zameranim sa na financne nenarocné zodpovedné aktivity, ako je podnikové
dobrovol'nictvo ¢i spolupraca s inymi podnikmi na rovnakych projektoch.

KPucové slova: Socialne investicie. Socialne zodpovedné investovanie. Spolocensky
zodpovedné podnikanie.
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Food Deserts as Important Determinant of Health of People
Potravinova nedostatocnost’ ako vyznamny
determinant zdravia obyvatel’stva

Erika Dudas Pajerska !

Nowadays, availability of food represents key factor for developing health level in economies. No the
one hand, people spend more and more money to buy food and often they waste them. On the other
hand, economies have to spend more and more money on health policy to maintain high quality of
inhabitants. For sustainable development it is necessary to examine extremes from both areas. Food
deserts — as areas with low availability of food and low health level of inhabitants. These two issues
are linked together and paper points on their relations.

Key words: Food. Health. People.

V suicasnosti je dostupnost potravin klicovym faktorom vyvoja urovne zdravia v ekonomikdach. Na
Jednej strane ludia davaju stdle viac penazi na nakup potravin a casto je to odpad, na druhej strane
ekonomiky musia vynakladat stale viac pernazi na zdravotnu politiku s cielom udrzat vysoku kvalitu
zdravia obyvatel’stva. V zaujme udrzatelného rozvoja je potrebné skumat extrémy z oboch oblasti.
Potravinova nedostatocnost - ako oblast’ s nizkou dostupnostou potravin a nizkou zdravotnou vroviiou
obyvatelstva. Tieto dve otazky su vzdjomne prepojené a cielom tejto state je poukdzat na ich vztah.

KPucové slova: Potraviny. Zdravie. Obyvatelstvo.

JEL Classification: I,, L.
Introduction

Food availability and food security represent two key issues of the current global economy.
On the one hand, we faced with excessive food wastage in some economies, and on the other
hand, we are witnessing a decreasing availability of food for residents in other economies.
And the Slovak economy as part of the global economy is subject alluded by these trends.
So throughout the economy, as well as in the individual administrative regions, we see the
creating of food oases and food deserts. Deciding of retail manager about localization of its
retail store units is not already under so strong pressure to ensure the availability of food for
the population. More and more it is affected by the economic indicators, for example, region
or the name of the retail entity.

Food availability has a direct impact on the level of public health. Paper deals with one of
the extremes of the outlet of the availability of food - food desert in the quality of life and thus

! Consultation with lectors from University of Veterinary Medicine and Pharmacy in KoSice.
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the health of the people of the affected area. In terms of data availability and for providing an
objective view on this issue, the contribution focuses his view on KoSice region, located in
the east of the Slovak Republic in Central Europe. Mainly this region by its size, economic
and political characteristics provides optimal example of how food deserts determine health.

1. Aims and Material

The object of investigation are retail units offering assortment of food in selected region
of Slovakia and the consumers who use the stores. Work based on the classification of formats
according to the methodology of the Statistical Office of the Slovak Republic. Paper presents
all kinds of stores, and these types which are essential to further focus (Table 1).

Spatial definition for which statistics are exploring are the boundaries of the Slovak
Republic. Specific applications is the level of selected region - KoSice region and the lower
spatial units. In the perception of Eurostat methodology, this is a hierarchical classification of
the administrative area of the state by the European Union on the basis of the Nomenclature of
Territorial Units for Statistics (NUTS - Nomenclature des Unitées Territoriales Statistiques),
specifically level NUTS 3 and below. The use of these levels were determined on the basis
of data availability. Due to the availability, data of all the necessary categories are for the
year 2014.

Table 1 Classification of retail units offering food

General formats Specialized formats

Shopping malls Butcher shops

Shopping centres Shops with fish and poultry
Hypermarkets Bakeries

Mixed units Patisseries

Supermarkets Shops with beverages
Grocery stores Shops with fruit and vegetable
Food shops Creamery

Automatic stores Other specialized formats

Source: Own procession according to methods of the Statistical Office of the Slovak Republic.

For the compactness of the area, paper also considered stronger barriers that undermine
the integrity. These are, for example, the natural conditions of the region, some of which can
be considered as barriers to the development of food retail. Cases are mountains and rivers, as
a barrier to the transport network, referring to the various socio-economic barriers that greatly
limit the options for further use and development of food retail products in the territory. In
border regions there are also barriers to political and geographical characteristics - the most
fitting example is the state border with another country.

Specifically defined food desert is the result of own contributions which have shaped
these areas for a specific region (Dudas Pajerska, 2014, 2016; Dudas Pajerska - Till, 2016;),
and contributions of domestic and foreign authors (Geurs - Ritsema van Eck, 2001; Goldman
- Ramaswami - Krider, 2002, pp. 281-295; Krizan, 2005; Apparicio et al., 2007; Kizan -
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Tolmaci — Lauko, 2008; Krizan, 2009; McEntee - Agyeman 2010). The contribution shall
be also based on the knowledge of classical gravity model of Reilly (1931) which is linked
to model of Huff (1963) and also taking into account the recommendations of authors who
were interested in the similar issues in the past (Talent - Anselin 1998; Koenig, 1980; Handy
- Niemeier, 1997).

2. Characteristics of KoSice region

Kosice region is characterized as interest for the operation of food retail products due
to its significant position among other regions. On the other hand, the consumer and natural
barriers act as potentially limits for the availability of food. Described region is characterized
by the barriers that can act as limiting also for the development of retail or for monitoring
of its availability. They have a different character. Natural barriers are mainly four large
protected areas - national park Slovak Paradise and Slovak Kras and protected landscape
areas Latorica and Vihorlat. Then there are the water reservoirs Zemplinska Sirava, Bukovec,
Ruzin and Palcmanskd Masa and rivers Bodrog, Hornad, Tisa. Another determining factor
with the natural character - forests that cover two of fifths of the surface area, in the district
of Gelnica, which is characterized as woodiest district in Slovakia, up to three quarters. Dry
port is significant - reloading in Cierna nad Tisou.

In the town KoSice, there is airport with international importance. It is important to note
also that the one border of the region is also border of the European Union and Schengen
space. It is obvious that the KoSice region has undersized capacity of coverage of highways.
The highest share in the structure of the road network have the roads of third quality level
- almost 60%. In contrast to the described potential barriers for retail sale, KoSice region is
a very important place for locating of retail. In terms of contribution to the gross domestic
product in Slovakia, which reached 11.1 % and the existing economic base, KoSice region
is one of the most important regions of the Slovak Republic. On average in 2014, resident
of the Kosice region produced GDP at current prices in amount of 9,022 EUR. The other
descriptor of consumers in the Kosice region is linked with its localization. The region has
440 municipalities, 17 of which gained town status.

Share of population in urban areas is 55.7 %, and compared to the nationwide share was
up by 1.3 points. The average area of the district in the county is 614.04 square kilometers,
while in the district live an average of 72,100 people. In the regional capital town KoSice lived
240,700 inhabitants, almost a third of the population of the region. The level of urbanization
in the Kosice region exceeds 55 %. The population of the region is compared to the Slovak
average relatively younger. In this region, unemployment remains high level - the third
highest in the Slovak Republic, reaching a rate of 19.58 %. Kosice region exceeded by 5.17
of percentage points through nationwide level (on-year growth rate by 1.18 points). Of the
total number of economically active population of the region - 357,784 people, 129,189
people are registered as employees. They gain monthly salary in average 838 EUR. This
amount characterizes the possibilities of the consumer in the KoSice region.
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2.1 Analysis of food availability in KoSice region

Main characteristics of the KoSice region described in the previous section and in particular
their values are highly helpful in defining of food retail. Paper approach this issue from two
sides. First, through the characteristics of retail trade as a dealer - through sales units, sales
and employment and secondly through the demarcation of retail as a buyer - through relevant
determinants of population. Tables 2 presents the following conclusions.

Table 2 Characteristics of food retail in KoSice region

Type/Year Number of units (31.12.) Sales area (m?) Storage area (m?)
2012 | 2013 | 2014 | 2012 | 2013 | 2014 | 2012 | 2013 | 2014
Shopping malls 0 1 1 0| 25 | 263 0
Shopping centres 0 2 2 0 | 1641 | 1655 0 94 112
Hypermarkets 2 4 4 2005 | 7121 | 7187 0 164 179
Mixed units 61 63 64 6817 | 7655 | 8012| 4777 | 5399 | 5543
Supermarkets 26 28 29 | 1883920989 |21776| 9112 | 10656 | 11 231
Food shops 21 22 22 7049 | 7677 | 7781| 4391 | 6230| 6654
Other specialized 0 | 1 0 45 49 0 25 31
formats

Source: Own procession according to methods of the Statistical Office of the Slovak Republic.

It can be seen the trend of modern expansion in retail - supermarket in the KoSice region.
On the other hand, there is strong absent of hypermarkets and the development of shopping
centers is noticeable since 2013. It therefore follows that the food retail has joined the wave of
modernization, but the process is still in its infancy. And through the use of more conventional
forms of outlets. The retail sale of food and in its examination of the status respect the greatest
sales area, because it has the greatest impact on the purchasing behavior of consumers.
Corresponding to the orientation of the analyses, it is very appropriate to examine the status
of retail trade also in terms of the nature and behavior of consumers.

The reason for including this additional analysis is that it is necessary to recognize the
difference in the behavior of the consumer by the area in which they are decided. Ultimately, is
different to behave in food deserts and in other areas - for example in the food oases (Bloick-
Kawachi Walker, 2012). Budget surveys invites us to a level of two categories determining
consumers in the KoSice region. On the one hand, there is net cash income received from
the gross cash receipts net of income tax and compulsory personal insurance. Gross money
income is the amount of income from employment, the amounts allocated to the self-employed
persons on their own private business in the household, social income, property income and
other financial income, including selected loans. On the other hand, net cash expenditures
implies consumption and other expenditures.
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Table 3 Net cash income and Net cash expenditures in KoSice region (in EUR)

Indicator/ Year 2012 2013 2014
Net cash income 333,8 337,2 338,7
Net cash expenditures 289,3 292,2 293.9

Source: Own procession according to methods of the Statistical Office of the Slovak Republic.

Table 4 Structure of Net cash expenditures in KoSice region (in %)

Indicator/ Year 2012 2013 2014
1. Consumption expenditures 89,7 90,2 90,9
2. Other expenditures 10,3 9,8 9,1

Source: Own procession according to methods of the Statistical Office of the Slovak Republic.

As it can be seen, consumption expenditures are showing strong share and relatively
stable level over time. This means that the amount of expenditure on goods and services has
for consumer in KoSice region a strong share compared to other categories of expenditure. To
better understanding of the position of the consumer in KoSice region not only in regard to the
definition of its properties, but especially following the subsequent analysis of the status of
the food retail is therefore necessary to focus on consumption expenditure and their detailed
structure. The present method defined purposes for which they are most often awarded by
consumers in the KoSice region. As a result of the focus of paper act purposefully fact that
the consumer of the KoSice region spends most funds precisely to the product categories of
food and non-alcoholic beverages. Optimal acts that this indicator held steady development,
which indicates the stability of the environment of KoSice region for the retail sale of food.

Disclosed a summary of selected indicators, it is possible to typify the behavior of the
consumer model of the KoSice region as a person whose net cash income covers mainly
essential items of expenditure. Its consumer behavior in terms of shopping behavior shows a
stable trend. These attributes act as motivating factors for locating of food retail. As another
indicator it can be used the area of transport, which according to the authors Haye (2000) and
Seidenglanz (2008) until the 70th of the 20th century was considered as the main localization
determinant. The paper uses the issue of motorization and transport networks as a form of
ancillary analysis to create and explain conclusions regarding the availability of food. In
interpreting the field of motorization is used indicator of the number of cars per capita in the
Kosice region. Because receiving the most recent data for the area of food retail in 2014, is
also alluded to in the post indicator refers to the situation of 2014.

The state of motorization (Table 5) in connection with the retail sale of food it can be
explained. The KoSice region is characterized by a higher number of cars per capita. It is
possible to draw initial simple conclusion. It is obvious that the higher number of cars is
related to higher transport capacity for the purchase of food and greater ability to purchase
in large quantities. That is, the region with this higher number does not need such a dense
network of retail stores. On the other hand, it is expected higher proportion of stores
with bigger sales area because of the possibility of purchases by consumers in bigger
amounts.
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Table 5 Situation of motorization in KoSice region

Indicator 2014

Number of vehicles 307 426
Number of personal cars 228 664
Number of personal cars per capita 0,297
Number of personal cars per capita in productive age 0,389

Source: Own procession according to methods of the Statistical Office of the Slovak Republic.

Indicator of motorization identify the economic segment. It refers to the relationship
between the ability to purchase in bulk, with the probability of purchase in modern format
stores with food.

It is important to further exploration will not fail dependence between the time path and
the type of format in which the consumer decides to buy food. The time that a consumer
spends traveling to a selected store determines its overall decision-making and purchasing
behavior. Analysis of distances in paper is divided into two levels: first, focus on travel time
within the districts of the region. Second - to develop a comprehensive perspective - it’s
distance from the shops between districts. Thus paper covered both travel options for buying
food - within the district and between districts of the region. This survey was based on data
generated in Table 6.

Table 6 Average length to food retail units in KoSice region

District Average length to food retail units

Traditional formats Modern formats
Gelnica 115,6 km to 919 units 115,6 km to 69 units
Kosice 85,3 km to 583 units 85,3 km to 41 units
Michalovce 117,2 km to 865 units 117,2 to 61 units
Roznava 149 km to 896 units 149 km to 67 units
Spisska Nova Ves 116,2 km to 761 units 116,2 km to 59 units
TrebisSov 104 km to 766 units 104 km to 59 units

Source: Own processing from official reports companies TESCO, Lidl, Billa, COOP Jednota
a Hypernova for year 2014.

Table 6 shows the view on average lengths for transport to traditional formats, as well
as to modern grocery stores within the districts of KoSice region. Since there is no complete
database of retail stores located in the KoSice region, analysis was based on the official
reports of the most widespread food retailers in Slovakia in 2014. Therefore, it is not excluded
that there can be occurred some units which were not included in the selected format, and
according to various criteria could be attributable to them. Based on the data, it confirms
once again the strong position of traditional sales formats. It should also not lose the product
category area. Through this, we can look through the relationship between the probabilities
of purchase of selected products in hypermarkets in response to its shelf life. The inclusion
of'this areas leads with accepting the guidelines from starting model (Goldman - Ramaswami
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- Krider, 2002). Since there is as yet no comprehensive database or classification of
foods that are offered in retail stores, exploring this area can be defined as a helpful tool. The
work uses it as a supplement in the final formulation of conclusions regarding the availability
of food in the Kosice region.

Subsequent step is to examine the issue of the availability of food through the analysis
of the existing retail network of food stores in the area. Post uses GIS program that export
maps for Kosice region. This phase constitutes as the basis for the whole study because of
it, later could be derived conclusions regarding the availability of food.

The lowest level in the spatial analysis of food availability is a municipality. The
following figures from the GIS program provides an initial view of the retail store network
in the KoSice region.

Figure 1 Results from GIS program for food retail network in KoSice region
Source: Own procession according to own research in papers Dudas Pajerska, 2014, 2016;
Dudas Pajerska - Till, 2016.

Presented map identify those factors for KosSice region related to the location of the

retail store:

a) Town Kosice act as a center for this region. From the picture, it can be seen a strong
position of this center for the location of food retail.

b) There is identifiable shopping penetration, which absorbs the remaining area. For this
reason, other municipalities are severely underpowered in terms of numbers and forces
of food retail units.

Based on taken actions, problems of food availability can be defined through demarcation

of areas with low availability of (healthy) food - i.e. food deserts. In KoSice region, there are
these municipalities: Sobrance, Roznava, Trebisov and Gelnica.
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For defining food deserts in KoSice region, paper used four measures®: binary (trivial)
availability®, metrical availability*, topological direct availability’ and measure based on
opportunities®.
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Figure 2 Analysis of inadequate availability of food in Kosice region (GIS)
Source: Own procession according to own research in papers Dudas Pajerska, 2014, 2016;
Dudas Pajerska - Till, 2016.

2For more information, please see Dudas Pajerska, 2016; Dudas Pajerska - Till, 2016; Dudas Pajerska, 2014.

3 This is a quantitative indication of the distance (time reachability) between the starting point (point of
consuming - general in which people live and which are characterized by consumers as the point of consumption
products) and end point (point of sale - supermarket, hypermarket and other selected format of food retail which
characterizes the site as product sales). This availability is the essential foundation for other specified rate. This
statement is justified under study by Liu and Zhu (2004), who consistently proclaim the necessity of including
the distance between the origin and destination of each level of accessibility. Due to the acceptance of the scope
and structure of the available data, this rate reflects transport by car.

4 Quantitative cumulated amount of transport distances which the consumer has to overcome to be shipped to
any destination point in the network. We define on the overall set of retail stores as the amount of herring from
the point of consumption to all other nodes from the set. The availability rate is negative, i.e. the smaller number
value achieved, more accessible is this point for the consumer.

SRate from paper of author Tolmaci (1998). This is a quantitative indication of the amount of direct connection
from the point of consumption (municipality) in all target points (food retailer). This availability has a positive
level, i.e. when is achieving more value, this means better availability.

¢ It represents a rate based on possibilities (Talent - Anselin, 1998). This is a quantitative indication of the
amount of food retailer in concrete length from point of consuming. The rate is also known as opportunity-based
rate or container rate. For the needs of our research was this distance set at 30 km.
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2.2 Food availability and health of inhabitants

Following analysis regarding food availability in the KoSice region, paper also offers a
post with linking this area to the sphere of public health of the examined region.

As was previously mentioned, four districts of KoSice regions represent areas with low
availability of food for its people. If people have low accessibility to food retailer, this should
be reflected also in terms of their health. Thus, the health situation of the population should
be worse in these districts compared to other districts of KoSice region. As these four districts
came out as food deserts taking into account of all degree of accessibility, it is clear that the
people have to travel a greater distance to get to a smaller number of retail units with food’
and having a smaller degree of motorization than the rest of the territory of KoSice region.

If you as a consumer do not have means of transport, it is obvious that you buy in smaller
quantities. Thus, you focus on foods that are essential to everyday life and are used for the
basic needs of person. Thus, it does not remain the space for buying food that would thrive
to increasing your health and therefore your quality of life.

In terms of data availability, paper has to draw the level of health of the population per
district Kosice region decided to take into account the following indicators: the indicator
of inability to work due to illness or injury and the indicator of number of hospitalizations
according to area of residence.

Table 7 Indicator of inability to work due to illness or injury

Inability to work due to illness or Share on economic active persons
District injury (number of persons) (%)
Gelnica 213 1,54
Kosice 845 0,50
Michalovce 813 1,60
Roznava 271 1,89
Sobrance 229 2,20
Spisska Nova Ves 898 2,20
Trebisov 790 1,64
Kosice region 4059 1,11

Source: Own procession according to statistics of Office of Labour, Social Affairs and Family
of Slovak Republic.

The Indicator of inability to work due to illness or injury present Table 7. In contrast, the
proportion of people who were enrolled in the incapacity to work due to injury or illnesses in
the economically active population seems more representative. As it can be seen from the table,
just districts that are - in previous research - defined as food deserts, show a higher percentage
of persons who due to illness or injury were unable to work than other regions. There it can
be seen therefore the first confirmation of the relationship between low availability of food
in a given area and higher illnesses of the population living within the monitored region.

7 With dominating position of traditional formats from modern formats of food retail units.
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As another indicator has been - in terms of research focus and availability of data — used
the indicator of hospitalization by area of residence. Similarly as in the preceding table, for
examining the right indicator of the number of hospitalizations, effectively acts share to
100,000 persons. Table 8 also confirms our initial definition of food deserts in the KoSice
region.

Table 8 Hospitalizations according to area of residence

District Number of hospitalizations Share on 100 000 persons
Gelnica 8 882 2823
Kosice 74 100 198,94
Michalovce 25929 231,4
Roznava 15502 246,1
Sobrance 5584 256,7
Spisska Nova Ves 25421 250,6
TrebiSov 26 581 257,6
Kosicky kraj 182 269 229,2

Source: Own procession according to statistics of Ministry of Health of Slovak Republic.

District — Spisska Nova Ves, which in our research was not defined as a food desert,
but the indicator values is close to the districts, which are set as a food desert (Table 7, 8).
Here paper see area for further (more detailed) research and the impact of the inadequacy
of resources regarding the number of retail stores with food, which was mentioned at the
beginning of the paper.

Conclusion and recommendations

Necessity of population coverage by offering healthy and safe food acts currently as a
major point of interest. We live in the conditions of constantly increasing pressure in the form
of food crises and the necessity of achieving the highest possible quality of life. Therefore,
the issue of food availability is profiled as one of the potential threats to the development of
communities and thus forces more and more attention.

Paper confirmed the relationship between food availability and level of health. It could
be seen that area with no adequate retail chain store, has population with higher illnesses.
This should be a memento not only for policy of decision-making of retail manager where
to localize retail units with food. It should be the same guidelines for health policy of the
region and the state.

In the future there is a plan to extend the application of the contribution for the whole
area of Slovakia. After defining food desert in each territory of Slovakia is beneficial to
report the status of the relationship of these areas to the level of public health due to the
availability of optimal indicators for higher territorial level (health care expenditure as a
proportion of total household expenditure, consumption of drugs, the number of occupied
beds in hospitals, others.) By doing this, research could come with generalized view of the
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status of availability of healthy and quality food in Slovakia with a direct reference to the
level of health of the affected area.
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Finan¢na autonomia samospravnych krajov
The Financial Autonomy of Self — government Unit

Jana DZunova

Public goods can be produced by government and its organizations, or through self — government units
and its organizations. Self— government units provide goods and services, which are funding from public
budget, or from their own resources. The implications of fiscal decentralization are still important part
of decision — making process about funding. This article deals with the theoretical background of fis-
cal decentralization with the focus on financial autonomy of self — government units in Slovak republic
during the years 2005 — 2015.
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Uvod

S narastajacim posiliiovanim demokratickych principov v spoloc¢nosti narasta aj ponimanie
samospravy ako samostatného, autonomneho celku. Vyznamnym krokom k zdérazneniu
samospravnych prav bolo prijatie Zakona ¢. 416/2001 Z. z. o prechode niektorych pdsobnosti
Z organov Statnej spravy na obce a na vysSie uzemné celky. Uvedenym pravnym predpisom
doslo k prechodu kompetencii zo Statnej spravy na samospravne kraje v 16 oblastiach.
S decentralizaciou povinnosti suvisi aj fiskalna decentralizacia, ktora predpoklada finan¢né
krytie vydavkov vznikajucich pri vykone povinnosti a pri plneni zakladnych funkcii samosprav.

1. Teoretické vychodiska fiSkalnej decentralizacie

Skor, ako budeme venovat’ pozornost’ fiskalnej decentralizacii, je potrebné charakterizovat’
prvotny fiskalny federalizmus, z ktorého vychadza. Teoria fisSkalneho federalizmu sa podl'a
Pekovej (2011) zaobera vydavkovou decentralizaciou, ktord ma opodstatnenie najmé pri
produkovani a poskytovani verejnych statkov a jej podstata je v hospodarnejSom vyuzivani
financii na financovanie potrieb tych organizacii vo verejnom sektore, ktoré zabezpecuju
verejné statky. Okrem toho sa tato tedria zaobera skimanim decentralizacnych procesov na
strane prijmov, t. j. Casti verejnych prijmov do rozpoctov nizSich vladnych trovni. S tym
suvisi priznanie aspoil minimalneho mnozstva danovych pravomoci pre izemnu samospravu.

Zaciatky uvah o prerozdeleni kompetencii mozno podl'a Pekovej (2011) najst’ v neustalych,
pretrvavajucich problémoch s alokaciou financnych prostriedkov. Opakujice sa problémy
nedostato¢ného finan¢ného krytia samosprav predstavuji jednu z hlavnych pricin zvySeného
vyuzivania navratnych prijmov a tiez sa spolupodiel’aji na ich nadmernom zadlzovani, ktor¢ je
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dosledkom nedostatocnej koordinacie a spoluprace medzi decentralizovanymi kompetenciami zo

Statnej spravy na samospravu a medzi fiskalnou decentralizaciou. Pri decentralizacii kompetencii

v posobnosti samospravnych krajov je podstatné ich zékladné rozdelenie. Podl’a Paliisa (2014)

mozu vyssie izemné celky vykonavat’ dva druhy kompetencii, savisiacich s ich pdsobnost’ou, a to:

1. samostatnil pdsobnost’ samospravnych krajov, v ramci ktorej vykonavaju tie kompetencie,
ktoré uvadza Zakon ¢. 416/2001 Z. z. a ktoré patria do posobnosti kraja (napr. zostavovanie
zaverecnych Uctov, starostlivost’ o zivotné prostredie, vypracovavanie koncepcnych
materialov a pod.),

2. prenesenu posobnost’ samospravnych krajov — tento druh kompetencii je zakotveny v ¢l
71 Ustavy SR, ktory umoziiuje zikonom preniest’ na vys§ie izemné celky vykon tych
uloh statnej spravy, ktorych plnenie je takymto sposobom efektivnejsie a racionalne;jsie.

Pravomocami a pdsobnost'ou samospravnych krajov sa zaoberaji aj Maruchnié a Cunderlik
(2005), ktori konstatuju, ze fiskalnej decentralizacii podliehaji len tie kompetencie, ktoré
su samospravne a tie kompetencie, ktoré obce a vysSie tzemné celky vykonavaju v rezime
preneseného vykonu Statnej spravy st nad’alej financované zo Statneho rozpoctu a nie st
predmetom fiskalnej decentralizacie.

Postavenie samospravy ako autonomnej sucasti verejnej spravy sa stale viac posiliuje,
miestna samosprava sa chape ako pravo, sposobilost’ miestnych organov, aby v medziach
zakona spravovali a riadili podstatnu Cast’ veci verejnych v ramci kompetencii, ktorymi
disponuju a so zretelom na zdujmy miestneho obyvatel'stva (Europska charta miestne;j
samospravy). Aby mohla samosprava uvedené kompetencie v plnej miere vykonavat, vyuziva
na to tom svoju vydavkovu politiku, ktorou garantuje poskytovanie sluzieb obyvatel'stvu
vo verejnom zaujme. Fiskalnou decentralizaciou ziskali obce a samospravne kraje vacsiu
pravomoc v oblasti vlastnych prijmov. Tymto skuto¢nostiam predchadzala prvotna
decentralizacia vybranych pravomoci zo §tatu na samospravu. Statna sprava vytvorila skupinu
legislativnych predpisov upravujucich vsetky zmeny, konkrétne islo o prijatie:

— Zéakona¢. 582/2004 Z. z. o miestnych daniach a miestnom poplatku za komunalne odpady

a drobné stavebné odpady,

— Zékona ¢. 564/2004 Z. z. o rozpoctovom urceni vynosu dane z prijmov Uizemne;j
samosprave a o zmene a doplneni niektorych zdkonov,
— Zékona ¢. 583/2004 Z. z. o rozpoctovych pravidlach izemnej samospravy a o zmene

a doplneni niektorych zdkonov,

— Nariadene vlady ¢. 668/2004 Z. z. o rozdel'ovani vynosu dane z prijmov Uzemne;j
samosprave.

Uvedené pravne predpisy nadobudli ti¢innost’ od roku 2005 a odvtedy sa v Slovenskej
republike uplatiiuje novy systém financovania samospravy. Kozovsky (2013) uvadza, ze do
konca roka 2004 sa podiel samospravy na vynose podielovych dani uroval kazdy rok pri
prijimani zédkona o $tatnom rozpocte. Novy systém financovania prispel k tomu, aby boli
prijmy samospravy z dlhodobejsieho hl'adiska stabilné a aj planovatel'né. Rozhodujucimi sa
v tomto procese stali danové prijmy, ktorych podiel na plneni rozpoctu je vyssi. Uvedenym
legislativnym predpisom doslo k urcitej del’be danovej pravomoci medzi vladne trovne.
Sedlakova (2008) zdoraziuje uzemny princip pri vybere dani, kedy sa prijemcom vynosu
z dane stava obec, resp. vys$i uzemny celok, na uzemi ktorého obyvatelia dan zaplatia.
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Kazdy rozpocet predstavuje zakladny ekonomicky nastroj prerozdel’'ovania, prostrednictvom
ktorého mdze samosprava vykonavat’ aktivity prispievajice k jej vSestrannému rozvoju.
Mnozstvu a rozsahu prenesenych kompetencii zo $tatu na samospravu by mal preto zodpovedat
aj objem prenesenych financnych prostriedkov, s ktorymi maji obce a samospravne kraje
hospodarit’ a realizovat prenesené pravomoci. Zamerom fiskalnej decentralizécie je posilnenie
financnej autonoémie samosprav a zabezpecenie adekvatneho mnozstva financii. Tato skuto¢nost’
je zakotvena v Zakone €. 583/2004 Z. z. o rozpoctovych pravidlach izemnej samospravy, ktory
v § 6 ods. 1 pism. e) uvadza, Ze do prijmovej Casti rozpoctu vyssieho tzemného celku patria
okrem iného aj podiely na inych daniach, ktoré su v sprave §tatu a ktoré su upravené osobitnym
predpisom (zakonom o rozpoctovom uréeni vynosu dane z prijmov). Uvedeny pravny predpis
v § 3 uvadza, Ze pre rozpocet samospravneho kraja je vynos z podielovej dane vo vyske 30 %
a predstavuje Cast vlastnych prijmov samospravy. Tento vynos dane rozdel'uje a poukazuje pre
samospravne kraje danovy urad so sidlom na jeho izemi.

2. Ciel’, material a metodika

Ciel'om state je vyhodnotit’ vybrané ukazovatele finan¢nej autonémie samospravnych
krajov, ktoré sa pouzivaju na hodnotenie hospodarenia samospravy.

Udaje Gerpame zo zavereénych uétov samospravnych krajov od roku 2005, kedy nadobudli
ucinnost’ pravne predpisy zaoberajice sa novym systémom financovania samospravy, do roku
2015. Zo zavere¢nych uctov sme vybrali idaje potrebné na vypocet pomerovych ukazovatel'ov,
ako je dafova sila samospravy (danové prijmy/pocet obyvatel'ov), danova sebestacnost’
samospravy (danové prijmy/bezné prijmy), prijmy na jedného obyvatel'a (celkové prijmy/pocet
obyvatel'ov) a vydavky na jedného obyvatel’a (celkové vydavky/pocet obyvatel'ov).

3. Dosiahnuté vysledky

Daiova sila samospravnych krajov vyjadruje sumu danovych prijmov, ktoré su sustredené
v rozpocte samospravy v prepocte na jedného obyvatel’a kraja (tabul’ka 1).

Tabul’ka 1 Danova sila samospravnych krajov v rokoch 2005 - 2015 (v EUR)

PO KE ZA BB BA TN NI TA
2005 72,56 68,74 72,68 90,51 56,74 67,30 74,96 63,76
2006 81,16 76,99 80,25 95,77 66,96 82,39 82,08 74,14
2007 8425 | 79,45 | 8550 | 10039 | 8540 | 82,39 | 88,65 | 82,66
2008 91,53 | 86,36 | 90,71 | 110,54 | 87,02 | 90,58 | 97,95 | 94,81
2009 93,26 83,45 95,20 114,26 102,00 107,74 104,36 99,73
2010 78,80 73,46 81,24 93,28 85,68 104,51 86,54 83,10
2011 91,51 84,48 95,55 107,81 103,42 102,23 102,23 98,48
2012 94,60 85,25 97,07 109,80 107,72 101,05 104,31 99,61
2013 98,61 88,60 98,86 120,27 110,50 101,18 107,19 103,59
2014 100,00 92,21 103,01 120,54 113,39 102,26 112,56 107,01
2015 106,83 103,66 115,24 131,58 121,08 105,21 123,23 117,75
Zdroj: Vlastné spracovanie na zéklade udajov Zaverecnych uctov samospravnych krajov.
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Darova sila samospravnych krajov mala pocas skimaného obdobia kolisavi tendenciu,
pritom v roku 2015 mali vSetky samospravne kraje podstatne viac danovych prijmov
v prepocte na jedného obyvatel'a ako v roku 2005. Pocas prvych piatich rokoch sledovaného
desatrocia, t. j. od roku 2005 do roku 2009 vykazovala danova sila narastajiice hodnoty, ktoré
v roku 2010 poklesli, ale nasledujucich pét’ rokov opét’ rastli. Pri¢inu uvedeného poklesu
vidime v hospodarskej krize, ktora ovplyvnila aj prijmy, ktoré samosprava ziskala z daiiovych
prijmov a s ktorymi nasledne disponovala.

Dalsim indikatorom je dafiova sebesta¢nost’ samosprav, vyjadrena koeficientom (tabul’ka 2).

Tabul’ka 2 Dafiova samostatnost’ samospravnych krajov v rokoch 2005 - 2015

PO KE ZA BB BA TN NI TA
2005 0,58 0,51 0,50 0,90 0,49 0,48 0,53 0,50
2006 0,54 0,51 0,50 0,89 0,50 0,51 0,52 0,52
2007 0,53 0,51 0,50 0,88 0,55 0,51 0,53 0,54
2008 0,54 0,51 0,51 0,88 0,55 0,52 0,55 0,56
2009 0,52 0,49 0,49 0,55 0,59 0,53 0,54 0,55
2010 0,46 0,44 0,44 0,49 0,51 0,50 0,48 0,49
2011 0,51 0,48 0,48 0,54 0,58 0,51 0,52 0,52
2012 0,52 0,49 0,48 0,56 0,60 0,51 0,53 0,54
2013 0,52 0,48 0,49 0,57 0,60 0,51 0,53 0,54
2014 0,52 0,49 0,49 0,57 0,60 0,53 0,54 0,55
2015 0,53 0,51 0,51 0,59 0,61 0,53 0,56 0,57

Zdroj: Vlastné spracovanie na zaklade udajov Zaverecnych uctov samospravnych krajov.

Hodnota danovej samostatnosti samospravnych krajov sa odvija od vysky danovych
prijmov, ktoré kraj ziskal od svojich obyvatel'ov (ide o dan z prijmov fyzickych os6b a dan
z motorovych vozidiel, ktorej vynos od roku 2016 plynie do Statneho rozpoctu) a tiez od
vysky beznych prijmov, medzi ktor¢ patria aj danové a nedanové prijmy, granty a transfery.
Koeficient dafiovej sebestacnosti bol v rokoch 2005 - 2015 priblizne 0,50, a to v zavislosti od
vysky danovych prijmov jednotlivych krajov. Vynimkou je Banskobystricky samospravny
kraj, ktorého koeficient danovej sebestacnosti v rokoch 2005 — 2008 bol priblizne 0,88.
Z podrobnejsej analyzy zaverecnych uctov tejto samospravy vyplyva, ze v danom obdobi
vacsinu beznych prijmov tvorili dafiové prijmy, kde najvyssi podiel pripadol na dan z prijmov
fyzickych o0sob. V poslednom analyzovanom roku 2015 bol najvyssi koeficient danove;j
samostatnosti v Bratislavskom samospravnom kraji (priblizne 60 % z beznych prijmov
tvorili danové prijmy), najnizsi v koSickej a zilinskej samosprave (cca 51% podiel dafiovych
prijmov).

Dal§im vyznamnym ukazovatel'om je hodnota celkovych prijmov samosprav v prepodte
na jedného obyvatel’a kraja (tabulka 3).
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Tabul’ka 3 Prijmy na 1 obyvatela v samospravnych krajov v rokoch 2005 - 2015 (v EUR)
PO KE ZA BB BA TN NI TA
2005 136,51 142,92 157,45 168,27 119,83 141,55 146,19 132,11
2006 | 153,82 | 153,73 | 168,36 | 174,92 | 139,17 | 16331 | 161,75 | 14336
2007 | 161,40 | 159,12 | 17036 | 190,70 | 158,17 | 179,36 | 170,54 | 156,71
2008 | 174,12 | 187,07 | 188,45 | 204,43 | 180,10 | 180,30 | 182,16 | 178,56
2009 184,78 192,47 | 205,63 | 213,55 187,07 | 204,88 194,94 181,27
2010 192,40 | 238,14 | 217,44 | 195,02 166,75 | 257,35 | 210,63 172,62
2011 215,03 | 215,31 | 208,12 | 233,07 | 201,12 | 249,80 | 267,62 | 235,73
2012 194,79 | 206,37 | 211,90 | 233,16 184,54 | 255,66 | 218,84 | 205,64
2013 199,00 | 248,95 | 220,36 2343 187,07 | 255,99 | 214,57 | 202,68
2014 205,47 | 244,48 | 220,24 | 245,10 191,17 | 207,42 | 235,04 199,38
2015 213,98 | 263,79 | 235,20 | 225,65 | 203,63 | 206,80 | 239,49 | 217,99
Zdroj: Vlastné spracovanie na zaklade idajov zo Zavere¢nych uctov samospravnych krajov.

Prijmy na jedného obyvatel'a samospravneho kraja sa vypocitaju ako pomer celkovych
prijmov kraja (v suhrne za bezné a kapitalové prijmy) a pocet trvalo zijucich obyvatel'ov ku
koncu daného roka. Na zéklade analyzy mozno konStatovat’, Ze ani jeden samospravny kraj
na uzemi Slovenskej republiky nemal za rok 2015 prijmy na jedné¢ho obyvatela nizSie ako
203 EUR a v rokoch 2005 — 2015 mali tieto prijmy prevazne rastiicu tendenciu, aj ked’ sa vo
viacsine samosprav v roku 2011 oproti roku 2010 zaznamenal ich pokles.

Z tdajov databaz Statistického uradu SR (24. 10. 2016) vyplyva, ze najvyssi pocet
obyvatel'ov v roku 2015 bol v PreSovskom samospravnom kraji (priblizne 820 tis.)
a v uvedenom roku dosiahli celkové prijmy tejto samospravy priblizne 175 mil. EUR. Je
zaujimavostou, Ze tento vyssi uzemny celok mal v roku 2015 najviac obyvatelov, ale nemal
najvyssie prijmy, a to ani v ich prepocte na jedného obyvatel'a. Na prvom mieste v rebricku
krajov sa v roku 2015 umiestnil KoSicky samospravny kraj, v ktorom prijmy na jedného
obdobi Bratislavsky samospravny kraj, ktory mal v porovnani s ostatnymi krajmi mene;j
obyvatel'ov, ale nie najmenej (napr. Trnavsky samospravny kraj mal eSte menej obyvatelov,
ale vyssie prijmy v prepocCte na jedného trvale zijiceho obyvatel’a kraja). Najvyssi medzirocny
rast celkovych prijmov na jedného obyvatel'a v samospravnom kraji mal v roku 2015 oproti
roku 2005 Kosicky samospravny kraj (rast o priblizne 120 EUR) a najmensi rast prijmov sa
dosiahol v Banskobystrickom samospravnom kraji, kde v roku 2015 oproti roku 2005 prijmy
na jedného obyvatel’a vzrastli priblizne o 57 EUR.

Hodnotu celkovych vydavkov v prepocte na jedného obyvatela kraja demonstruje
zachytava tabulka 4.
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Tabul’ka 4 Vydavky na 1 obyvatel'a v samospravnych krajov v rokoch 2005 - 2015 (v EUR)
PO KE ZA BB BA TN NI TA
2005 139,20 144,53 167,09 177,06 128,84 159,44 155,88 125,28
2006 | 173,71 | 156,23 | 165,75 | 197,93 | 14633 | 171,36 | 160,57 | 149,36
2007 | 197,03 | 18049 | 167,96 | 208,49 | 159,33 | 189,93 | 176,30 | 177,15
2008 | 208,18 | 22536 | 209,51 | 226,52 | 202,42 | 251,06 | 230,69 | 253,95
2009 215,55 233,21 227,41 226,92 | 212,17 | 260,94 | 223,01 208,16
2010 216,1 267,15 | 235,60 | 209,85 182,61 302,04 | 210,63 183,28
2011 233,85 | 232,25 | 221,48 | 249,45 | 200,49 | 273,07 | 267,62 | 245,32
2012 204,73 226,40 | 214,17 | 260,21 203,71 270,38 224,02 | 213,56
2013 190,62 | 248,95 | 218,54 | 232,78 199,75 | 270,38 | 204,42 199,63
2014 219,01 259,20 | 223,68 | 245,10 195,60 198,98 | 233,19 198,97
2015 247,83 | 285,21 2333 225,79 | 208,35 | 210,28 | 244,19 | 226,75
Zdroj: Vlastné spracovanie na zaklade tidajov zo Zaverecnych uctov samospravnych krajov.

Podobne, ako vyska prijmov na jedného obyvatela v samospravnych krajoch, tak aj
vyska vydavkov vo vSetkych samospravach neklesla v roku 2015 pod 200 EUR. Najvyssie
vydavky v prepocte na jedného obyvatel'a v danom roku vykazoval KoSicky samospravny
kraj (cca 285 EUR), d’alej PreSovsky samospravny kraj (priblizne 247 EUR) a trojicu krajov
s najvyssimi vydavkami na jedného obyvatel'a uzatvara Nitriansky kraj (244 EUR). Pritom
najmenej vydavkov na obyvatelov kraja mala v danom roku bratislavska a trencianska
samosprava (obidva kraje okolo 209 EUR).

V roku 2015 oproti roku 2005 bol najvyssi rozdiel vo vyske celkovych vydavkov
v prepocte na jedného obyvatela (rovnako ako v prijmoch na jedného obyvatel'a) v Kosickom
samospravnom kraji, ktory bol v roku 2005 necelych 145 EUR a v roku 2015 presiahol
hranicu 280 EUR na jedného obyvatela. Naopak, najmensi medziro¢ny rast evidovala
banskobystrickd samosprava, ktorej vydavky na jedného obyvatel’a v roku 2015 oproti roku
2005 vzréstli o necelych 50 EUR.

Zaver

Na zéklade teoretického vymedzenia finan¢nej autondémnosti samospravnych krajov

a analyzy zavereCnych uctov samosprav vyplyvaji nasledovné zavery:

— pri analyze prijmov a poctu obyvatel'ov v samospravnych krajoch sme nezaznamenali
priamu zavislost,, vysoky pocet obyvatel'ov v samospravnych krajoch nie je automatickym
predpokladom vysokého koeficienta danovej sily kraja (napr. Trnavsky kraj za rok 2015
kraj);

— zanalyzy danovej sebestacnosti vo vSetkych krajoch, ktorej koeficient za poslednych desat’
rokov neklesol pod tiroven 0,44 a maximalna dosiahnuté vyska nepresiahla hranicu 0,60
(s vynimkou banskobystrickej samospravy) vyplyva, ze v jednotlivych samospravach
priblizne polovicu beznych prijmov tvoria dafiové prijmy, pricom ich vyska zavisi od
ekonomicke;j situacie (napr. v roku 2009 sa zacala svetova hospodarska kriza prejavovat’
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aj v miere zamestnanosti v jednotlivych krajoch, ¢o malo v nezanedbatelny vplyv na
dochodkov situaciu obyvatel'ov kraja a mozno konstatovat’, Ze tato skutocnost’ ovplyvnila
aj pokles hodnoty koeficienta daniovej sebestacnosti v roku 2010 oproti roku 2009 vo
vsetkych samospravach);

vydavky v prepocte na jedného obyvatel'a boli v roku 2015 vo vsetkych samospravnych
krajoch vysSie, ako vyska prijmov prisluchajucich na jedného obyvatela v tom istom
roku; poradie vyssich izemnych celkov podla vysky prijmov bolo v prevaznej miere
rovnaké ako pri vydavkoch.

KPucové slova: Samospravny kraj. Decentralizacia. Analyza ukazovatelov.
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Revitalisation and Innovative Management of City Development
Revitalizdcia a inovativny manaZment rozvoja mesta

Danuta Stawasz

Degraded areas are barriers limiting processes of city development. Revitalisation is the process of
restoring the attractiveness of urban space. It is, however, a process that requires a holistic approach.
The paper aims to analyse the relationship between revitalisation and city development as well as
to indicate what conditions need to be met in order to manage this process in accordance with the
principles of innovative management of city development.

Key words: Innovation management. Revitalization. City development.

Poskodené oblasti maju bariéry obmedzujiice rozvojové procesy mesta. Revitalizdcia je procesom
obnovenia pritazlivosti mestského priestoru. Tento proces vSak vyzaduje holisticky pristup. Cielom
state je analyzovat vzajomné vztahy medzi revitalizaciu a rozvojom mesta a identifikovat' podmienky,
ktoré je nvyhnutné splnit, aby riadenie tohto procesu malo znaky inovativne riadenia rozvoja mesta.
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Introduction

Economic and social development of any country occurs mainly in their extensive urban
spaces. The city, along with its surroundings, is the area of accumulation of resources and
activities that determine development opportunities and dynamics which translates into
living conditions for its inhabitants. Cities or territories are said to be either more attractive
or less attractive (competitive) for residents and investors depending on the assets related
to the resources located in the given spatial structure. Municipal resources include people
along with their skills, knowledge, experience, level of social capital, as well as buildings
and infrastructure, the natural environment, attractiveness of public spaces, security, areas
available for possible development and use for profit or the sphere of science, research and
culture.

Cities in Poland are experiencing a crisis due to the form and structure of their spatial
development. The period of the centrally planned economy meant that, primarily, industrial
and residential areas spread uncontrollably, occupying the territories external to the centre,
which had itself been shaped in the process of historical development. Delays occurred
in fulfilling social needs in terms of construction and expansion of technical and social
infrastructure and facilities, decisions on the arbitrary siting (often conflict-generating)
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locations of large production plants were made, and the lack of modernisation in central areas
could be seen. Newly constructed buildings and facilities, serving various purposes in terms of
their aesthetics, functionality, and anticipated operational term, departed from the standards of
developed countries. The evolutionary process of urban development was halted, which was
due to a combination of factors, including: the elimination of property rights, marginalisation
of the middle-income social group, departure from the principles of the market economy,
no land rent, no actions taken in the area of modernisation and maintenance of industrial
facilities, as well as the inhibition of processes of mobility from rural to urban areas. In such
conditions, the resulting urban structures have become the cause of a number of structural
and functional limitations, which in turn have become a barrier to the development of many
functions, including urban — metropolitan ones.

Space in any city is one of the most valuable resources, due to the fact that all business
activity takes place in a certain space and this space is limited. It cannot be increased by any
actions taken. Cities characterised by a more dynamic development cannot easily respond
to the growing demand for space. For this reason, rational management of urban space is
important in terms of developing the level of competitiveness of a given city and controlling
the costs of its short and long-term operations. Degraded, neglected areas with buildings
not meeting the requirements of modern business activity, or any other activity, require
comprehensive modernisation, reconstruction, functional reassignment, to raise the standard
of development, i.e. revitalisation.

Cities in developed countries also necessitate better use of space for the needs of their
current users, which leads to revitalisation activities. London (Mironowicz, 2009, pp. 105-

120), Paris (Sztuka krajobrazu) or Lille (Lorens, 2009, pp. 105-128) may be examples
of fully completed and successful revitalisation activities.

The aim of these considerations is to determine the correlations between the activities
related to the revitalisation of urban space and the city’s development in the social, economic,
and spatial dimension, as well as to show that the use of modern solutions in the framework of
the areas formulated under the concept of the “smart city” is advisable in the implementation of
such projects. Revitalisation is a costly and lengthy process, and should also be borne by future
generations, who will benefit from its positive effects. However, its dynamic development is
problematic to say the least without “restoring” the degraded areas back to the city.

1. Revitalisation

Generally speaking, revitalisation is “a project planned for a long period of implementation
activities in the spatial, economic, social and environmental field, encompassing degraded
parts of the city and aimed at restoring a high level of usability to these areas” (Stawasz,
2013, p. 155). This definition clearly shows that it needs a holistic process of change in
urban areas where structural and functional limitations exist. Most are areas of mixed and
technically overexploited construction (including residential construction) located not only
in the central areas of the city, but also in post-military, harbour, and brownfield areas. They
also include large residential areas — the so called “housing estates”. These areas are referred
to as “crisis areas” and if they are to be re-included into “city life”, they require technical
measures and activities aimed at creating economic development, as well as at solving the
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accumulated social problems (Skalski, 2007, p. 61). The purpose of revitalisation includes: the
social and economic revival of the area, improvement in the quality of life, restoration and/or
introduction of spatial order, renewal of social bonds, raising the aesthetics of urban space,
improvement of the natural environment and communication routes (Lorens, 2009, p. 8). It
involves the creation of favourable local and infrastructural conditions for the development of
the SME sector, educational, scientific, and cultural activity, attractive living conditions and
the development of metropolitan functions in large cities, etc. It is a planned, long-term and
costly project, initiated and co-financed through the city budget. Its implementation requires
the involvement of not only the city authorities, but the participation of different stakeholders,
such as: business entities, international institutions, public organisations, universities, private
investors, non-government organisations, the media, religious associations, residential
associations, developers, and residents. Since revitalisation is carried out mainly thanks to
the commitment of public funds, the reference point should be the public interest assessed on
the scale of the whole city (public value added) and not just the expectations and preferences
of the current users of this part of the city. Thus, public value can be defined as a common
value for all the members of the community (O’Flynn, Alford, 2009; Rydzewska-Wtodarczyk,
2013, p. 482), common for all entities, businesses, citizens, organisations and informal groups.
It is the consequence of decisions on the allocation of all resources — equipment, services,
information — that are common for the given community (Jaworska, Nadolna, 2013, p. 186).
Revitalisation therefore, as a multidimensional process of transformation, should result in
changes generating positive externalities for the majority of stakeholders of urban space.

Involvement of local communities and entrepreneurs in the process of developing the
principles and revitalisation projects is considered to be a necessary condition for obtaining
positive results. Without a consistently conducted dialogue and communication with those
that the process concerns directly, lasting improvement in the area is not possible.

Revitalisation also promotes the meeting of new development challenges, including those
in the area of demographics, or implementing the idea of the compact city (Krajowa Polityka
Miejska, 2015, p. 78). It should be added that the creation of modern space designed and built
in line with the concept of the “smart city” should be the starting point for the preparation
of revitalisation projects of urban space. The new spatial development is aimed at keeping
that which from a historical point of view is valuable, and at the same time anticipating and
addressing the needs of future generations.

2. The “smart city” concept principles

The “smart city” is a novel approach to the management of the city , with the use of
the latest technical means offered by the latest technologies (including information and
communications technology) in line with the principles of ecology and the trend towards
the rational use of urban resources and the achievement of value added. Using innovative
technologies (including ICT) can significantly increase the functionality of urban space and
reduce the costs of public services offered by the city.

The concept of the “smart city” is not clearly defined and interpreted, with various authors
emphasising its different aspects. For example:
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- N.Komninos (2002, pp. 1-2), F. Florida (2005) define the smart city as a creative territory
characterised by a high level of learning ability and innovation, with R&D institutions,
higher education institutions, digital infrastructure and communication technologies, as
well as a high level of management efficiency,

- R. Hollands (2008) indicates: (a) the existence of transport and telecommunications
infrastructure, (b) the use of information and communications technologies (ICT) or (c)
the role played by digital media, creative industries and cultural initiatives,

- J.Marceun (2008) believes that the key elements of the smart city, apart from innovation
and the use of new technologies, are sustainability, generation and distribution of wealth,
investments in infrastructure, reduction of poverty and social exclusion.

The city is expected to be managed in a smart manner, if it is characterised by the
following elements:

1. Smart economy — innovation, creativity, high productivity;

2. Smart mobility — intelligent transportation systems, digitisation of public administration,
advanced communications technologies,

3. Smart environment — optimisation of energy consumption, renewable energy sources,
reducing CO2 emissions to the atmosphere,

4. Smart people — a learning society, initiation of changes,

5. Smart living — a high level of public services, integration of the public sector, efficiency
of infrastructure,

6. Smart governance — cooperation, collaboration, an administration capable of creating
knowledge and using it in practice (Griffinger, Fertner, Kramar, Kalasek, Pichler-
Milanovi¢, Meijers, 2007; Albino, Berardi, Dangelico, 2015; Stawasz, Sikora-Fernandez,
2015).

Considering the above, it can be assumed that the “smart city” is a city that over the long
term shows balanced economic growth, offers a high quality of life, promotes investment
in human capital and social capital, uses the latest ITC techniques as well as technical and
technological solutions determining the quality of public services, and is managed according
to the principle of governance.

Shelton T., Zookb M., and Wiig A. are correct to say that not all areas of the city will
be equally smart, which means that only particular places, people and activities in the city
will be smart. Finally, a key component of the smart city is its ability to support economic
growth. The attractiveness of the city is directly related to its ability to offer basic services that
support opportunities for development, building economic value and creating a competitive
environment.

3. Revitalisation and the “smart city” concept principles
The role of advanced technologies in the city’s functioning is a characteristic element in
the discussion on the use of the concept of the “smart city” to create urban development. The

“smart city”” concept is a multi-faceted approach to urban development which is based on a
long term, effective approach to solving various problems using the possibilities offered by
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new technologies and systems. The rapid technological progress in the last 25 years means
that in their actions related to the development of the city, public authorities have the ability
to initiate and implement changes to meet the needs of present and future generations. J.
Gehl (2010) believes that “the role of people and their life in the urban space is of crucial
importance in urban planning. Concern for the residents and understanding their problems
is the way to create safe, vibrant, sustainable and healthy cities — the goals that are the most
important in the twenty-first century”. The main idea expressed in this statement has the
opportunity to be fully implemented in the case of revitalisation projects. Comprehensive
redevelopment of degraded space should be carried out in accordance with “smart city”
indicators and take into account the human dimension of the development of the environment
inhabited by urban communities.

Every city in the world has its own history of development, various problems to solve, a
different level of wealth, its own system of values and a different economic or cultural appeal,
but what all the cities of the globe have in common is an urban society characterised by the
need to maintain and strengthen contacts. Children and young people as well as economically
active adults and senior citizens expect to be able to meet the basic need which is contact with
other people. Urban space should be organised so that this basic need can be met in one’s
place of residence, at the local and city dimension. It is determined by an urban development
that appeals to the human senses, i.e. small architecture, walking and cycling tracks, parks,
squares, green areas, fountains, benches, garden cafés, shop windows, recreational places,
walkways, boulevards, etc., as well as access to the Internet, in order to meet with modern
expectations. When implementing revitalisation projects, city authorities should, taking into
account this need, provide better urban space, then its use will increase. Whether people will
wish to use the specific areas of the city depends on the furnishing of the space in a way
which provides a tempting invitation to stay in the given place.

Where degraded urban spaces exist in city centres, revitalisation projects are, on the one
hand, easier than the redevelopment of brownfield, former military or harbour areas, but, on
the other hand, they can be considered more difficult. Revitalisation of central urban areas
usually concerns an area of mixed-type residential, industrial and service buildings, with over-
exploited public utility facilities, buildings earmarked for demolition, space devoid of order,
the local society often marginalised, requiring social assistance, but also interesting due to its
urban layout, or listed buildings. The presence of the multiple entities and property owners in
this area (apart from city authorities) causes difficulties at the stage of preparing premises for
transformation. The need to negotiate and find a compromise on the proposed changes, as well
as the scale of the involvement of private parties at the stage of implementation (including
financial involvement), is a prerequisite for the success of the entire project. Especially since
a number of the current residents or entities will have to vacate the area for various reasons,
change the place of residence or location of business activity. Leaving the current residents,
tenants, or leaseholders of residential and commercial premises in the revitalised area must be
correlated with the level of their financial capacity determining their capabilities of bearing
the real costs of maintenance of premises or conducting business activity in the future.
Otherwise, in a few or even less years, after crossing the so-called equilibrium threshold,
another phase of crisis and degradation of the space will occur. Social participation, i.e. the
inclusion of the local community in the process of functional and spatial transformation,
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referred to as integrational revitalisation (Kaczmarek, 2001), is a guarantee of acceptance of
the changes and provides the means of overcoming fears. The introduction of new features
and new investments should create a space that guarantees the achievement of value added
for the whole city, not only for the community previously living in the selected area. The
revitalised part of urban space should become a showcase for the city.

Revitalisation of the areas that have historically been used by industry is a complex
task, due to the size of the area and its location. In addition, the recognition of whether the
buildings located there have a historical heritage value may pose a particular difficulty.
Their revitalisation without the possibility of restructuring is not conducive to attracting
investors willing to carry out the work of revitalisation. It is also important to refer to the
neighbourhood as a whole and what changes should be stimulated in the area around the
revitalised brownfield land, for example, in terms of meeting transportation requirements,
thus providing future users with access to the revitalised area.

Post-military sites and facilities, often located on the outskirts of cities due to their size,
may be of particular interest to developers and investors.

Revitalisation of harbour areas is especially difficult due to the accumulated and currently
unused tangible assets. Their transformation to perform other functions is in practice
problematic to say the least. Restoration of activities in these areas requires huge financial
resources related to the removal of redundant buildings, equipment and other tangible elements
as well as expenditure on the re-arrangement of land and its re-development.

In all cases of the implementation of revitalisation projects, it is advisable to take into
account the elements present in the “smart city” concept. Therefore, revitalisation activities
in the central parts of the city should result in obtaining an attractive and friendly space
with limited car traffic, cycle and pedestrian routes, interesting architecture, high standard
buildings and flats, a well-developed sphere of services, cultural and creative industries,
green and recreational areas, courtyards, woonerfs (so-called ‘living streets’), low CO,
emissions, modern and alternative energy sources, restored historic buildings, and guaranteed
safety in public places. While it is possible to obtain the above effects of transformation, the
need to modernise infrastructure related to public transportation, water supply and sewage
determining proper waste management, as well as energy management, or provision of access
to telecommunications networks should also be noted. Additionally, it is important to ensure
the accessibility of this part of the city for the more distant residents of the city and its visitors,
i.e. business people, tourists and people who wish to take advantage of the services offered.

Revitalisation of former military, industrial and railway areas should also be carried out
in accordance with the indicators of the “smart city” concept, but in this respect the role of
city authorities as to how land should be developed is smaller. This is largely determined
by private investors, unless the city authorities refuse to grant approval for their plans for
justified reasons. These may also be areas considered suitable for the implementation of
infrastructure investments that have a harmful impact on the environment, depending on
the specific features of the area and the city. Most importantly, the city authorities deciding
on the use of the given space should approach this challenge in a holistic way, not allowing
the formation of new functional and structural limitations which affect the operating costs
of the city in the long term.
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4. Effects of revitalisation

Effects of transformations associated with the implementation of revitalisation activities are
reflected in the final result, which can be summarily described as an increase in the attractiveness
and competitiveness of the city. The assessment of attractiveness is significantly influenced by the
development of the area, in particular its central part and the reception places (railway stations,
airports, routes of entry, main streets). Competitiveness should be associated with the location
of entities within these areas, as well as mobility and acquisition of resources and funds (Klasik,
2005) Competitiveness is a feature of space, i.e. competition for space and resources, and can
also be understood as a feature of the operations conducted by the city authorities (Biniecki,
Frenkiel, 2005). Revitalisation unquestionably contributes to increasing the attractiveness and
competitiveness of the city, resulting in a synergetic effect in the form of social, economic and
spatial development. The main effects of revitalisation include:

— the city authorities show their management efficiency and become a reliable partner for
municipal stakeholders and potential outside investors,

— the creation of a favourable situation for the mobilisation of the urban community around
a common action,

— the creation of a particularly favourable situation for the dynamic development of the
SME sector businesses (catering, trade, tourism, services, hospitality),

— the creation of a favourable climate for raising external funds and financial resources to
fuel the urban economy (e.g. EU funds, investors, developers),

— the revitalised area has a positive impact on the transformation of the neighbourhood,

— revitalisation projects are an excellent way to promotion the city,

— the possibility of introducing innovative solutions in the field of public services, for
example, energy-efficient buildings, low-carbon emission public transport, modern
transportation solutions, electronic, up-to-date timetable boards, energy-saving lighting
of streets and public places, installing cameras that allow increased security, widening
access to the Internet in public spaces,

— solving the problems of unemployment, limiting the scale of social pathology, providing
childcare and care for the elderly come to the fore in the sphere of social action.

5. Revitalisation in the city of Lodz

The history of the development of the city of Lodz is unique in relation to other major
Polish cities. At the beginning of the 19th century, industrialists from across Europe saw
the small village of Lodz (located approx. 140 km from Warsaw) as a particularly attractive
location for their financial capital. Within the century, Lodz, along with nearby villages, had
become a large agglomeration, whose basis for development was the textile industry. The
development of Lodz occurred at a phenomenally rapid pace. At the beginning of the 19™
century, the population was approximately 2,000 residents. By the end of the century, the
city had a population of about 300,000 and was a major metropolis on the European scale,
famous across the world as a centre of the textile industry (cotton, wool). The period of
intensive development of the city as an industrial centre is associated with its designation by
the government of the Kingdom of Poland as a settlement for the clothing industry. This took
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place in 1821 (Jaskulski- 1995). The installation of the first steam engine in Geyer’s factory, in
1838, initiated the development of this great capitalist industry and the large, industrial Lodz.

The development of industrial activities in the city resulted also in new forms of spatial
development in Lodz. In addition to numerous factories and industrial plants, tenement houses
with flats for workers, industrialists’ palaces for the families of factory owners, and public
buildings were erected. Many of these complexes of spatial development have remained in
the current structure of the city, mostly in its central parts. However, for various reasons,
these buildings have undergone the process of degradation and destruction. Interesting in
terms of urban development, they are often listed in the register of monuments though they
require modernisation and revitalisation.

The processes of urban renewal began in Lodz in the 1990s. The successful revitalisation
projects include Manufaktura complex, restoration of historic Piotrkowska Street (mainly its
central and northern part), “New Centre of Lodz” project, Scheibler’s complex.

Figure 1 Lodz — a panoramic view of the central square of Manufaktura
Source: Jakub Zasina-Own work, GFDL, https://commons.wikimedia.org/w/index.
php?curid=4115641

Today, “Manufaktura” is a shopping, cultural and services centre, located in the former
factory of Izrael Poznanski, one of the greatest manufacturers of Lodz. By the end of the 19th
century, the nearly 30 hectare complex included weaving, spinning, dyeing, fabrics printing
and finisher facilities, a repair and construction machinery unit, ironworks, a foundry and a
roundhouse, gasworks, a fire station, warehouses, a railway siding and factory offices, the
manufacturer’s palace and residential buildings for workers. These old buildings and facilities
have been renovated, and the whole area revitalised, now forming the most attractive public
space in the city.

The “New Centre of Lodz” project is associated with the redevelopment of 90 hectares
of the city centre. This new urban plan, with a market in the centre, will create an attractive
space conducive to daily meetings, outdoor events: concerts, shows, and exhibitions. Around
the market there will be space for new buildings, including a festival and congress hall holding
4,000e, the Sound Theatre, a library, etc. The old power plant (EC1) has undergone a process
of modernisation (including being the location for the Film Art Centre, Planetarium, Science
and Technology Centre), as has the Lodz Fabryczna railway station (this is currently one of
the most modern railway stations in Europe). Due to the implementation of this project, a new
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functional area of the city centre will be created. According to the principles of the program
adopted by the city, an accessible public space, safe and attractive for residents and visitors alike,
will be created, revitalisation of post-industrial and railway sites will be carried out, new areas
for investment will be released, the metropolitan and cultural functions will be strengthened,
all while retaining the essential elements of the 19th century urban structure in Lodz.

Fig. 2 Lodz — Scheibler’s factory after revitalisation
Source: http://rewitalizacje.blog.pl/2015/01/29/fabryka-scheiblera-w-lodzi-2/ (2017-02-06)

The revitalisation of “Scheibler’s complex” is the reconstruction of the 19th century
factory complex of Karol Scheibler for residential purposes, the modernisation of the homes
of workers located nearby as well as the accompanying facilities, i.e. a school and a hospital,
all while retaining the old spatial development plan. Green areas and a recreational area with
walking paths and a picturesque pond have been designed within the complex of Scheibler’s
factory.

The above-mentioned completed revitalisation projects are characterised by retaining red
brick in the buildings of historical value and the reconstruction of the buildings according
to their original architectural design. Apart from the presented projects, the project “Mial00
kamienic” is being implemented in Lodz, consisting of the renovation of historic 19th and
20th tenement houses. Revitalisation activities are being conducted in accordance with the
concept of the “smart city” and, wherever it is possible, modern technical and technological
solutions are introduced. Leading to some areas in Lodz becoming more attractive and
welcoming for its residents.

In September 2016, the “Lodz Revitalisation Program 2026+ was adopted by the City
Council in Lodz. This is an essential document used in the planning and implementing
revitalisation processes in the central part of the city. It is a strategy with a thorough diagnosis
of the state of the revitalisation area. It plans and coordinates efforts to achieve the vision of
the state of a given area and coordinates revitalisation activities. The revitalisation area (1,783
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ha, which represents 6.08% of the city, inhabited by over 150,000 people, which corresponds
to approx. 23% of the city’s population) was designated. The area was divided into 8 parts,
for two of which pilot projects were prepared (Rewitalizacja L.odzi, 2017). In light of this
document, it is fair to say that large-scale renovation of Lodz was initiated in December 2016.

Conclusions

The prerequisite for the implementation of revitalisation programmes is primarily the
existence of a correlation between European Union policy, the state’s housing policy and the
policy of local city authorities as well as their skills in attracting private-sector partners (Skalski,
2007, p 61). Currently, Poland is experiencing a good climate for planning revitalisation
projects in cities, as the EU will be providing funds for revitalisation projects in the 2014-2020
perspective. They will be implemented through grants and repayable instruments. Hybrid
projects, combining European funds with the formula of public-private partnership are also
a promoted form of support. Funds in the framework of regional operational programmes are
the main source of assistance, with funds from national operational programmes providing
an additional, complementary, source. Moreover, a special pool of funds from the state
budget to co-finance revitalisation projects in the framework of territorial contracts for all 16
Voivodeships was also allocated. Under the Technical Assistance Operational Programme,
funds are provided for preparing or updating revitalisation programmes. The transnational
programme Central Europe 2014-2020 includes activities to improve, for example, the
low-carbon economy, and INTERREG Europe will be supporting the cooperation of public
institutions in the implementation of revitalisation programmes (Krajowa Polityka Miejska,
2015, pp. 82-83). Whether and to what extent revitalisation projects in Polish cities are
implemented in subsequent years will be determined primarily by the knowledge, creativity,
and entrepreneurship of local authorities, i.e. smart governance on the part of city authorities.
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Zavadzanie systému kvality sluZieb v cestovnom ruchu

na Slovensku
Implementation of Service Quality System in Tourism in Slovakia

Matu§ Mareci$

In the first half of 2016, the Slovak Service Quality System in Tourism was implemented with the intent
to improve the quality of services in Slovakia. The aim of the article is to examine the interest of the
tourism organizations in joining the Slovak Service Quality System in Tourism. We have obtained the
primary data with the method of interview using the questionnaire consisted of 15 questions. The survey
was conducted from October to December 2016. The sample consists of 111 tourism organizations in
Slovakia. The results show that more than half of respondents are not interested in joining the Slovak
System of Service Quality in Tourism.

Key words: A national system of quality of service. Quality systems. Tourism Organizations.
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Krajiny s rozvinutym cestovnym ruchom maju zavedeny systém kvality sluzieb. Podl'a
Stratégie rozvoja cestovného ruchu Slovenska v rokoch 2014 — 2020 k rozvoju cestovného
ruchu na Slovensku ma prispiet’ zavedenie narodného systému kvality sluzieb, ktory doteraz
chybal a kvalita sluzieb organizacii cestovného ruchu sa systematicky neriadila. Narodné
systémy kvality prispievaju k lepSiemu vnimaju kvality poskytovanych sluzieb zakaznikmi
a zlepSovaniu konkurencieschopnosti na trhu cestovného ruchu. Na zaklade sktisenosti z
krajin s rozvinutim cestovnym ruchom sa stal vychodiskom Slovenského systému kvality
sluzieb v cestovnom ruchu nemecky systém Service Quality Deutschland. Systém je uréeny
zariadeniam cestovného ruchu a nadvizujlcich ¢innosti, v ktorych zaujme je posilnenie
pozicie na trhu a poskytovanie sluzieb najvyssej kvality v stilade s poziadavkami zakaznikov.

1. Systémy kvality v cestovnom ruchu

Systémy manazérstva kvality sluzieb presli vyvojom od Standardov vybavenosti a
sluzieb cez manazérstvo kvality zalozené na normach ISO radu 9000 ku komplexnému
manazérstvu kvality -TQM (Gucik, Gajdosik, Lencsésova, 2016, s. 32). Vhodnym nastrojom
zvySovania kvality poskytovanych sluzieb a zlepSovania konkurencieschopnosti cestovného
ruchu je zavedenie a vypracovanie systému kvality na narodnej urovni (Gucik, Gajdosik,
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Lencsésovd, 2016, s. 67). Priklady z krajin s rozvinutym cestovnym ruchom ako Svajéiarsko,
Nemecko, Spanielsko, Franciizsko, Taliansko, Vel’ka Britania, poukazuji na opodstatnenost’
zavadzania narodnych systémov kvality sluzieb v cestovnom ruchu. Od roku 2013 sa zacal
implementovat’ Cesky systém kvality sluZieb, v ramci ktorého je certifikovanych uz 669
organizacii cestovného ruchu (www.csks.cz, januar 2017).

Slovensky systém kvality sluzieb v cestovnom ruchu je nastrojom $tatnej politiky
cestovného ruchu, vychadza zo strategického ciel’a Stratégie rozvoja cestovného ruchu do
roku 2020, ktorym je zvySenie konkurencieschopnosti cestovného ruchu pri lepsom vyuzivani
jeho potencialu, so zamerom vyrovnavat’ regionalne disparity a vytvarat’ nové pracovné
prilezitosti. Aktivity zvySovania kvality sluzieb v cestovnom ruchu st jednym z prvkov, ktoré
by mali prispiet’ k napliianiu stanoveného strategického ciel'a (www.systemkvalitycr.sk).

Realizatorom a koordinatorom systému kvality je Ministerstvo dopravy a vystavby
Slovenskej republiky (MDV SR). Ministerstvo realizuje projekt v spolupraci s externymi
odbornikmi. Projekt sa realizoval v troch fazach. V prvej faze sa uskutocnil prieskum stcasne;j
kvality sluzieb vo vybranych odvetviach cestovného ruchu s cielom zistit', ako ju vnimaju
a ¢o ocakavaju od sluzby zakaznici. Druhou fazou bolo vypracovanie narodného Standardu
kvality sluzieb a metodiky na zaklade kupenej licencie Service Quality Deutschland. Tret'ou
fazou bola tvorba znacka narodného systému kvality sluzieb v cestovnom ruchu (Gucik,
Gajdosik, Lencsésova, 2016, s. 88).

Slovensky systém kvality sluzieb v cestovnom ruchu je inovativny a dobrovol'ny nastroj
uréeny pre organizacie posobiace v cestovnom ruchu a nadvazné sluzby. Primarne je ureny
pre malé a stredné organizacie cestovného ruchu a nadvizujuce sluzby a jednak pre vel'ké
organizacie so zlozitejSou Struktiirou. Je schopny systematicky pomahat’ pri zvySovani kvality
sluzieb, ziskavani odbornych znalosti a zvySovani konkurencieschopnosti. Implementuje sa
na zaklade poziadaviek Standardu, ktory vydava MDV SR (www.systemkvalitycr.sk).

Standard kvality re$pektuje zasady a metédy manazérstva kvality ako napr. metodu
SERVQUAL, Kanov model, kontrolné nakupovanie, samohodnotenie, princip zlepSovania
apod. (Gucik, Gajdosik, Lencsésova, 2016, s. 88). Standard kvality sluzieb ma dva stupne.
Prvy stupen kvality je zamerany na zavadzanie manazérstva kvality do procesov organizacie,
jeho pochopenie a neustaly rozvoj. V prvom stupni si organizacia osvoji Sest’ zasad
starostlivosti o kvalitu a akénym planom aplikuje tieto zasady. Cielom druhého stupnia je
d’alsi rozvoj systému zavedeného v prvom stupni a overovanie dosiahnutej tirovne kvality
poskytovanych sluzieb.

Podla $tandardu kvality mozno certifikovat’ ubytovacie a pohostinské zariadenia,
turistické informacné centra, lyziarske arealy, kempy a chatové osady, akvaparky, muzea a
galérie, sprievodcov cestovného ruchu, krajské a oblastné organizacie cestovného ruchu a
d’alSie zariadenia poskytujuce sluzby v cestovnom ruchu. Certifikované organizacie ziskaju
medzinarodne porovnatel'nu znacku kvality (Q).

2. Ciel’, material a metodika skiimania
Cielom state je preskimat zaujem organizacii cestovného ruchu o zapojenie sa do

Slovenského systému kvality sluzieb v cestovnom ruchu. Primarne udaje sme ziskali metédou
opytovania pomocou dotaznika, ktory pozostaval z 15 otazok. Otazky boli formulované tak,
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aby respondenti mohli urcit’ jednu alebo viac moznosti, pripadne doplnit’ vlastnu odpoved.
Otazky boli zamerané na spokojnost’ s kvalitou sluzieb v cestovnom ruchu na Slovensku,
informovanost’ organizacii cestovného ruchu o narodnom systéme kvality sluzieb v cestovnom
ruchu, zaujem o zapojenie sa do systému, ocakavané prinosy a prekdzky zapojenia sa do
systému kvality sluzieb v cestovnom ruchu. Zber dat sme uskuto¢nili v oktobri az decembri
2016. Udaje sme spracovali metodami opisnej $tatistiky, pomocou MS Excel. Vyskumnu
vzorku tvori 111 ndhodne vybranych organizacii cestovného ruchu. Struktiru vyskumnej
vzorky podl’a typu organizacie cestovného ruchu zachytava tabul’ka 1.

Tabulka 1 Struktiira respondentov podl’a typu organizacie

Typ organizacie Pocet Podiel v %
Ubytovacie zariadenie 31 27,93
Pohostinské zariadenie 52 46,85
Turistické informacné centrum 10 9,01
Muzeum alebo galéria 12 10,81
Oblastna (krajska) organizacia cestovného ruchu 2 1,80
Cestovna kancelaria 1 0,90
Lyziarsky areal 1 0,90
Liecebné kuipele 2 1,80
Spolu 111 100,00

Zdroj: Vlastné spracovanie, 2016.
Z hladiska velkosti (po¢tu zamestnancov) tvori vyskumnil vzorku 71 organizacii s po¢tom
zamestnancov do 9 (64,0 %), 33 organizacii (29,7 %) s po¢tom zamestnancov od 10 az 49

a 7 organizacii (6,3 %) s viac ako 50 zamestnancami (tabul’ka 2).

Tabulka 2 Struktira respondentov podl'a velkosti organizéacie

Vel’kost’ organizécie Pocet Podiel v %
Mikro (1 az 9 zamestnancov) 71 63,96
Malé a stredné (10 az 49 zamestnancov) 33 29,73
Vel’ké (50 a viac) 7 6,31
Spolu 111 100,00

Zdroj: Vlastné spracovanie, 2016.

Z hladiska lokalizacie, 84 organizacii ma sidlo v mestach (75,7 %), 14 na vidieku (12, 6 %),
7 organizacii sa nachadza v horskom stredisku (6,3 %) a 6 organizacii uviedlo, ze pdsobi
v klipel'nom stredisku (tabul’ka 3).
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Tabul’ka 3 Struktira respondentov podl'a lokalizacie

Lokalizacia Pocet Podiel v %
Horské stredisko 6,31
Kupel'né stredisko 5,41
Mestské stredisko 84 75,68
Vidiecke stredisko 14 12,61
Spolu 111 100,00

Zdroj: Vlastné spracovanie, 2016.
3. Vysledky a diskusia
3.1. Spokojnost’ s kvalitou sluZieb v cestovnom ruchu na Slovensku
Kwvalita v cestovnom ruchu na Slovensku sa dlhodobo pokladé za nedostatocnu, pritom
respondenti ju pokladaju za doleziti. Spokojnost’ organizacii so sucasnou kvalitou sluzieb

v cestovnom ruchu na Slovensku zachytava tabul’ka 4.

Tabulka 4 Spokojnost’ organizacii so sucasnou kvalitou sluzieb v cestovnom ruchu na
Slovensku

Spokojnost’ respondentov Pocet Podiel v %
Spokojny 3 2,70
Ciasto¢ne spokojny 73 65,77
Neviem posudit’ 9 8,11
Nespokojny 26 23,42
Spolu 111 100,00

Zdroj: Vlastné spracovanie, 2016.

Iba tri organizacie (2,7 %) vyjadrili spokojnost’ so sucasnou kvalitou sluzieb v cestovnom
ruchu na Slovensku, priblizne dve tretiny (65,8 %) je ¢iastoCne spokojnych so sti¢asnou
kvalitou sluzieb v cestovnom ruchu a takmer Stvrtina (26, t. j. 23,4 %) je nespokojnych. Devat
respondentov nevedelo vyjadrit’ svoju spokojnost’. V stvislosti so sucasnou kvalitou sluzieb
v cestovnom ruchu sme skumali uplatiiovanie systémov kvality v organizaciach cestovného
ruchu na Slovensku (tabulka 5).

Tabul’ka 5 Uplatiiovanie systémov kvality v organizaciach cestovného ruchu

Uplatiiovanie systému kvality Pocet Podiel v %
Uplatiiuje 35 31,53
Neuplatiiuje 76 68,47
Spolu 111 100,00

Zdroj: Vlastné spracovanie, 2016.




Napriek nizkemu podielu organizacii cestovného ruchu spokojnych so stcasnou
kvalitou sluzieb v cestovnom ruchu, viac ako 68,5 % neuplatiiuje Zziaden systém kvality,
iba tretina organizacii (31,5 %) uplatiluje systém kvality, napr. vlastné systémy kvality
a Standardy ISO. Z 35 organizacii, ktoré uplatiuju systém kvality je s nim 29 aj spokojnych
a 6 nespokojnych. Jeden respondent uviedol, Ze sa uz zapojil do Slovenského systému kvality
sluzieb v cestovnom ruchu.

3.2. Zaujem organizacii o zapojenie sa do Slovenského systému kvality sluZieb
v cestovnom ruchu

Slovensky systém kvality sluzieb v cestovnom ruchu sa zacal zavadzat' v jani 2016.
V prieskume sme sa zamerali aj na povedomie organizacii cestovného ruchu o zavadzani

systému kvality (tabul'ka 6).

Tabul’ka 6 Povedomie organizacii o Slovenskom systéme kvality sluzieb v cestovnom ruchu

Informovanost’ Pocet Podiel v %
Pozna 45 40,54
Nepozna 66 59,46
Spolu 111 100,00

Zdroj: Vlastné spracovanie, 2016.

Z oslovenych organizacii cestovného ruchu 66 (59,5 %) nepozna Slovensky systém
kvality sluzieb v cestovnom ruchu. Kladne odpovedalo 45 (40,5 %) organizacii. Povedomie
organizacii cestovného ruchu o systéme kvality sluzieb ovplyviiuje najma dostupnost’ a
komplexnost’ informacii. O zavedeni narodného systému kvality sluzieb informovalo napr.
MDYV SR, Slovenska agenttra pre cestovny ruch (SACR), Asociacia informacnych centier
Slovenska a d’al§ie odvetvové zvizy, krajské a oblastné organizacie cestovného ruchu,
televizia, tlacené média a spravodajské portaly. Respondenti ziskali informacie najma
z tlaCenych médii, televizie a internetu (tabulka 7).

Tabul’ka 7 Zdroje informacii o Slovenskom systéme kvality sluzieb v cestovnom ruchu

Zdroj informacii Organizacie
Tlacené média a televizia 18
Internet 11
Znamosti 4
MDYV SR 4
Zdruzenia alebo zvizy 4
Zakaznici 2
Iné 2

Zdroj: Vlastné spracovanie, 2016.
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Portal Slovenského systému kvality sluzieb v cestovnom ruchu poskytuje zakladné
informacie o poziadavkach systému, vyhodach certifikacie, procese certifikacie, regionalnych
koordinatoroch (Skolitel'och), terminoch $kolenia, poplatkoch za Skolenie, hodnoteni
organizacii a pod. V porovnani s internetovym portalom Ceského systému kvality sluZieb,
slovensky systém kvality neposkytuje vol'ne dostupné materialy a navody ako napr. Standard
Ceského systému kvality, priru¢ky riadenia kvality, $koliace materialy pre trénerov kvality,
materialy pre regionalnych koordinatorov (www.csks.cz). Materialy Slovenského systému
kvality st dostupné len pre registrovanych ¢lenov.

Respondenti, ktori ziskali informacie o systéme kvality ich pokladali za nedostatocné.
Dostato¢né informacie o zavadzani systému kvality ziskalo 21 organizacii cestovného ruchu
(tabul’ka 8).

Tabul’ka 8 Komplexnost’ informacii o zavadzani Slovenského systému kvality sluzieb v
cestovnom ruchu

Komplexnost’ informacii Pocet Podiel v %
Dostato¢né informacie 21 46,67
Nedostato¢né informacie 24 53,33
Spolu 45 100,00

Zdroj: Vlastné spracovanie, 2016.

Do Slovenského systému kvality sluzieb sa mézu organizacie cestovného ruchu zapajat’
od jula 2016. Prvych dvadsat’ prihlasenych organizacii ziskalo Skolenia a certifikaciu zdarma,
z toho dvanast’ uz ziskalo certifikat prvého stupiia kvality (www.systemkvalitycr.sk, januar
2017). Zaujem respondentov o zapojenie sa do Slovenského systému kvality sluzieb v
cestovnom ruchu zachytéva tabul’ka 9.

Tabulka 9 Zaujem o zapojenie sa do Slovenského systému kvality sluzieb v cestovnom ruchu

Zaujem o zapojenie Pocet Podiel v %
Maéme zaujem 52 46,85
Nemame zaujem 58 52,25
Zapojena organizacia 1 0,90
Spolu 111 100,00

Zdroj: Vlastné spracovanie, 2016.

Zaujem o zapojenie sa do narodného systému kvality sluzieb v cestovnom ruchu ma 52
organizacii (47 %). Viac ako polovica (52 %) nema zaujem o zapojenie sa do systému kvality
sluzieb v cestovnom ruchu.

Aj na internetovom portali Slovenskej agentiry pre cestovny ruch sa robi prieskum
nazorov na systém kvality sluzieb v cestovnom ruchu, ktory zavadza Ministerstvo dopravy
a vystavby SR. Ankety sa zucastnilo 1 107 respondentov (28. 01. 2017), z ktorych 31,8 %
povazuje systém kvality za uZitoc¢ny, 16,8 % za zbytocny, 21,1 % nepozna systém kvality a
30,3 % nevedelo vyjadrit’ svoj nazor (www.sacr.sk).
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V stvislosti zo zavadzanim Slovenského systému kvality sluzieb v cestovnom ruchu sme
skumali aj nazory respondentov na prinosy, ktoré by ocakavali od zapojenia sa do systému
(tabul’ka 10).

Tabul’ka 10 O¢akavané prinosy zavedenia Slovenského systému kvality sluzieb v cestovnom
ruchu v organizaciach

Prinosy Pocet Podiel v %
ZvySenie spokojnosti zakaznikov 52 47,27
Zvysenie kvality poskytovanych sluzieb 38 34,55
Zaruka pre zakaznika 29 26,36
Motivacia zamestnancov 25 22,73
ZvySenie povedomia o organizacii 24 21,82
Zvysenie konkurencieschopnosti 23 20,91
Optimalizacia nakladov 14 12,73

Zdroj: Vlastné spracovanie, 2016.

Respondenti od certifikacie najcastejSie oCakavaju zvySenie spokojnosti zdkaznikov
(47,3 %), zvysenie kvality poskytovanych sluzieb (34,6 %), zaruku pre zakaznika (26,4
%) a motivaciu zamestnancov (22,7 %). Najmenej o¢akavanym prinosom zapojenia sa do
narodného systému kvality je optimalizacia nakladov (12,7 %). Organizacie cestovného ruchu
nepovazuju zavedenie systému kvality za nastroj zniZovania nakladov.

Za prekazky zavedenia Slovenského systému kvality povazuju respondenti financnu
narocnost’ systému (45,5 %), casovi zat'az (30,9 %), nizku informovanost’ o systéme kvality
(30,0 %) a neddveru v funkcnost’ systému (24,6 %) (tabulka 11).

Tabulka 11 Prekazky zavedenia Slovenského systému kvality sluzieb v cestovnom ruchu

Prekazky Pocet Podiel v %
Finan¢na naro¢nost’ 50 45,45
Casové zataz 34 30,91
Nizka informovanost’ 33 30,00
Nedovera v funkénost’ systému 27 24,55
Neochota zamestnancov 13 11,82
Neochota vedenia 6 5,45
Neopodstatnenost’ systému kvality 3 2,73

Zdroj: Vlastné spracovanie, 2016.

Napriek tomu, Ze priblizne 60 % respondentov nepozna a neziskali informacie o narodnom
systém kvality sluzieb, je pre nich najcastejSou prekdzkou finanéna narocnost’, t. j. respondenti
vnimaju zavedenie systémov kvality v organizdciach za finan¢ne naroc¢né (priblizne 70 %
neuplatiiyje systém kvality). Poplatky stvisiace so zavedenim Slovenského systému kvality
sluzieb mézu odradit’ najmé mikro- a malé organizacie, aj ked’ Castokrat o nich nemaja
dostatocné informacie.
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Zavedenie systému kvality je suc¢ast’'ou Stratégie rozvoja cestovného ruchu do roku 2020.
Len asi tretina respondentov sa domnieva, Ze systém prispeje rozvoju cestovného ruchu
na Slovensku. Viac ako 61 % respondentov nevedelo posudit’ prinos systému kvality a 9
organizacii (8 %) si mysli, Ze systém kvality sluzieb neprispeje k rozvoju cestovného ruchu
na Slovensku. Predpokladané prinosy Slovenského systému kvality sluzieb v cestovnom
ruchu v rozvoji cestovného ruchu na Slovensku zachytava tabulka 12.

Tabulka 12 Prinosy Slovenského systému kvality sluzieb v cestovnom ruchu k rozvoju
cestovného ruchu

Prinos v rozvoji cestovného ruchu na Slovensku Podiel v %

Zvysenie kvality sluzieb 62,69
Profesionalizacia cestovného ruchu 22,39
Posilnenie miery spoluprace organizacii cestovného ruchu 7,46
Zvysenie konkurencieschopnosti cestovného ruchu 4,48
Znizenie dani a odvodov pre zamestnancov 1,49
Odovzdavanie skusenosti 1,49

Zdroj: Vlastné spracovanie, 2016.

Viac ako 60 % respondentov povazuje za prinos systému zvySenie kvality sluzieb.
Profesionalizaciu cestovného ruchu oznacilo 22,4 % respondentov a posilnenie miery
spoluprace medzi organizaciami cestovného ruchu 7,5 % respondentov. Najmensi prinos
systému kvality oCakavaju respondenti v zniZovani dani a odvodov pre zamestnancov
a odovzdévani skisenosti.

Zaver

Slovensky systém kvality sluzieb v cestovnom ruchu ma prispiet’ k zlepSovaniu kvality
poskytovanych sluzieb na Slovensku. Prekdzkou zavadzania systému kvality je nedostatocna
informovanost’ organizacii cestovného ruchu. Z prieskumu vyplyva, Ze priblizne 60 %
respondentov nepozna Slovensky systém kvality sluzieb v cestovnom ruchu a viac ako 52
% nema zaujem o zapojenie sa do tohto systému.

Organizacie cestovného ruchu v pripade zapojenia sa do systému kvality ocakavaju
najcastejSie zvysenie spokojnosti zdkaznikov, zvySenie kvality poskytovanych sluzieb, zaruku
pre zakaznika a motivaciu zamestnancov. Najmenej ocakdavanym prinosom zapojenia sa do
systému kvality je optimalizacia nakladov. Za prekazky zavedenia systému kvality povazuju
respondenti jeho finan¢ntl naro¢nost’, casovi zat'az, nizku informovanost’ o systéme kvality
a nedoveru v jeho funkénost’.

Zaujem organizacii cestovného ruchu o zapojenie sa do Slovenského systému kvality
sluzieb v cestovnom ruchu ovplyvnuje nedostatocna informovanost’. Pozornost’ je potrebné
venovat’ objasiiovaniu vyhod systému pre organizacie, najmé ekonomické prinosy spojené so
znizovanim nakladov z dlhodobého hl'adiska. Aj ked’ do prieskumu bola zahrnuta relativne
mala vzorka respondentov v porovnani s po¢tom organizacii pdsobiacich v cestovnom ruchu
na Slovensku, poukazuje v§ak na moznosti lepsieho a efektivnejSieho zavadzania Slovenského
systému kvality sluzieb v cestovnom ruchu do praxe.
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Ocakavania absolventov cestovného ruchu o uplatneni v praxi
Expectations of Tourism Graduates About the Application in Practice

Marian Gucik, Matas§ Marcis

The Department of Tourism and Hospitality at the Faculty of Economics Matej Bel University annually
makes questionnaire survey among students, which finished their master study in order to adapt the
content of the education to the tourism practice. The article presents results of a questionnaire survey
among 62 graduates from the May 2016. The aim of the survey was to identify the main motivation
for studying tourism, plans and expectations about future jobs, skills and results of study and compare
them with the average of the previous years.

Key words: Expectation. Graduates. Study. Tourism.
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40 83"
Uvod

Ekonomicka fakulta Univerzity Mateja Bela si v akademickom roku 2016/2017 pripomina
40. vyrocie zalozenia. Neoddelitel'nou suc¢ast’ou fakulty je edukacia cestovného ruchu, ktora
ma v Banskej Bystrici 53-ro¢ntl tradiciu a niekol’ko stoviek Gspesnych absolventov.

Uplatnenie sa na trhu prace v cestovnom ruch vyzaduje od absolventov splnenie $pecifickych
poziadaviek. Studijné programy zamerané na cestovny ruch v réznych odboroch pontika sedem
slovenskych vysokych $kol (Gucik, Vetrakova, 2014), ktoré maji rézne zameranie a skiimaju
cestovny ruch z pohl'adu r6znych vednych disciplin. Pocet absolventov vysokoskolského studia
cestovného ruchu sa 1isi, podobne ako aj poziadavky, ktoré sa kladl na uspesné ukoncenie
studia. Na Ekonomickej fakulte UMB sa venuje systematicka pozornost’ priprave absolventov
pre prax v sektore cestovného ruchu (Gugik, Sipkova, 2007; Kuéerové, Holubekova, Makovnik,
2014; Vetrakova, 2014), organizovali sa viaceré konferencie tematicky zamerané na pripravu
absolventov pre prax v cestovnom ruchu (1994, 1999, 2014). Od roku 2008 sa kazdoro¢ne robi
prieskum motivacie a pripravenosti absolventov s cielom priblizit’ obsahové zameranie Studia
cestovného ruchu suc¢asnym a perspektivnym potrebam praxe.

1. Ciel’, material a metodika
Ciel'om state je preskimat’ motivaciu Stadia a pracovné ambicie absolventov(tiek)
cestovného ruchu z roku 2016 a porovnat’ s vysledkami z rokov 2008 az 2015.

Primarne Udaje sme ziskali metdodou sociologického opytovania. Nastrojom zberu
dat bol dotaznik, ktory pozostaval z osemnastich otazok. Dotaznik sa pouziva na zber
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dat s minimalnymi upravami od roku 2008. Otazky su formulované tak, aby respondenti
(tky) mohli ur¢it’ jednu alebo viac z ponukanych moznosti pripadne doplnit’ vlastna
odpoved’. Otazky su zamerané na motivaciu pri vybere $tudia cestovného ruchu, jazykové
znalosti absolventov(tiek), plany, ambicie a oCakavania o uplatneni v praxi. Zber dat sme
uskutoénili v maji 2016. Udaje sme spracovali metédami opisnej $tatistiky pomocou MS
Excel. Dosiahnuté vysledky sme porovnali so spriemerovanymi vysledkami z rokov 2008
- 2015 a spracovali do tabuliek.

2. Charakteristika vyskumnej vzorky

Vyskumnu vzorku tvorilo 62 absolventov(tiek) druhého stupiia, ktori(é¢) ukoncili stddium
v §tudijnom programe ekonomika a riadenie cestovného ruchu na Ekonomickej fakulte
Univerzity Mateja Bela. Priemerny pocet absolventov(tiek) za roky 2008 az 2015 je 86.
Absolutny pocet absolventov(tiek) cestovného ruchu tak v porovnani s priemerom klesa. Kym
v rokoch 2008 az 2013 bol priemer 94 absolventov(tiek), v rokoch 2014 az 2016 poklesol
na 61 (tabul’ka 1).

Tabulka 1 Vyvoj poctu respondentov a absolventiek od roku 2008

Rok 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | Spolu

Pocet respondentov | 62 94 121 94 77 116 67 55 62 748

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Z hladiska pohlavia prevazuju Zeny (viac ako 87 %), muzi tvoria priblizne 12 — 13 %
absolventov (tabul'ka 2).

Tabulka 2 Struktiira absolventov podl'a pohlavia

) 2008 - 2015 2016
Pohlavie/Rok - :
Pocet Podiel v % Pocet Podiel v %
Muzi 11 12,5 8 12,9
Zeny 75 87,5 54 87,1
Spolu 86 100,0 62 100,0

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

V porovnani s priemerom za predchadzajuce roky st zmeny v Struktire absolventov(tiek)
podl’a pohlavia minimalne.

Podra formy stiidia bolo 58 absolventov(tiek) denného Studia a 4 externého Studia. Pocet
absolventov(tiek) denného Stadia v porovnani s priemerom za roky 2008 az 2015 poklesol
o 14, podobne aj pocet absolventov(tiek) externého studia (o 10). Z hladiska Struktury vSak
podiel dennych absolventov(tiek) vzrastol a podiel externych absolventov(tiek) poklesol
o priblizne 10 % (tabulka 3).
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Tabulka 3 Struktira absolventov(tiek) podla formy $tudia

. 2008 - 2015 2016
Forma Studia/Rok - )
Pocet Podiel v % Pocet Podiel v %
Denné stadium 72 83,4 58 93,5
Externé $tidium 14 16,6 4 6,5
Spolu 86 100,0 62 100,0

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

V roku 2016 bol priemerny vek absolventov(tiek) denného $tadia 24,1 rokov a je zhodny
s priemerom za roky 2008 - 2015. Priemerny vek externych Studentov(tiek) bol v porovnani
s priemerom dennych $tudentov(tiek) vyssi o 6,2 rokov, a to 30,3 rokov. V porovnani
s priemerom za predchadzajiace roky vzrastol priemerny vek externych Studentov(tiek)
o 2,6 roka. Mdzeme konstatovat, Ze je to dosledkom vysSieho veku absolventov(tiek)
externého $tudia v roku 2016 a ich malym poctom, z ktorého sa vyjadruje priemer. Najmladsi
absolvent(tka) externého $tudia mal 26 rokov a najstarsi 34 (tabul’ka 4).

Tabul'ka 4 Priemerny vek absolventov(tiek) podl'a formy Stidia

Forma §tadia/Rok | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | Priemer| 2016
Denné stadium 23,7 | 23,7 | 23,9 | 243 | 242 | 24,1 | 243 | 24,2 | 24,1 24,1
Externé §tadium | 25,9 | 27,9 | 27,1 | 255 | 252 | 274 | 31,0 | 29,3 | 27,7 | 30,3
Zdroj: Spracované podl'a Gucik, Panc¢ikova, 2015 a vlastné spracovanie, 2016.

Zaujem o externé Stadium cestovného ruchu klesa a v akademickom roku 2016/17 sa pre
maly zaujem externé inZinierske Studium ekonomiky a riadenia cestovného ruchu neotvorilo.
Pre externé $tadium sa rozhodovali predovsetkym uchadzaci(cky), ktori(é) si cheeli doplnit
vzdelanie vzhl'adom na existujlice pracovné zaradenie. K malému zaujmu o externé stidium
prispieva aj predlzenie Standardnej dizky $tidia (prvy stupeii z 3 na 4 roky, druhy stupefi z 2
na 3 roky), ktoré je aj spoplatnené. To st najcastejsie dovody, ktoré odradia uchadzacov(cky)
od vysokoskolského externého studia.

Stadium prvého stupiia absolvovalo na inej vysokej $kole 12 absolventov(tiek) a ich
podiel v porovnani s predchadzajicim rokom vzrastol o 5 %. Viac ako 80 % absolventov(tiek)
pokracovalo po ukonéeni prvého stupna v §tidiu ekonomiky a riadenia cestovného ruchu na
Ekonomickej fakulte Univerzity Mateja Bela (tabul’ka 5).

Tabulka 5 Stadium prvého stupiia na inej vysokej $kole

Stadium na inej 2014 2015 2016
Skole/Rok Podet Podiel v % Pocet Podiel v % Podet Podiel v %
Ano 13 19,4 8 14,5 12 19,4
Nie 54 80,6 47 85,5 50 80.6
Spolu 67 100,0 55 100,0 62 100,0

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.
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Z hladiska ukonéeného stredoskolského stadia viac ako polovicu absolventov(tiek)
cestovného ruchu tvoria absolventi(tky) gymnazii (53 %). Oproti priemeru predchadzajacich
rokov ich podiel poklesol o 11 %. Podiel absolventov(tiek) hotelovych a obchodnych akadémii
je 32 %. Vzrastol pocet absolventov(tiek) strednych priemyselnych $kol o 10 % (tabul’ka 6).

Tabul'ka 6 Ukoncené stredoskolské vzdelanie absolventov(tiek)

Skola/Rok Poéetzoo8 20 i’f)diel v % Pocet 2016Podiel v %
Gymnazium 55 64,0 33 53,3
Hotelova akadémia 13 15,1 10 16,1
Obchodna akadémia 13 14,1 10 16,1
Stredna priemyselna Skola 2 2,4 8 12,9
Ine 3 34 1 1,6
Spolu 86 100,0 62 100,0

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Schopnost’ absolventov(tiek) cestovného ruchu komunikovat’ v cudzom jazyku slovom
i pismom je klesajuca. Podiel absolventov(tiek), ovladajucich dva cudzie jazyky poklesol o
14 % (tabulka 7). Nadvédzne na to vzrastol podiel tych, ktori ovladaju len jeden cudzi jazyk
(0 12 % a mierne vzrastol podiel, ovladajucich tri a viac cudzich jazykov (o 2 %). Znalost len
jedného cudzieho jazyka nie je dobrym vychodiskom pre uplatnenie sa v praxi cestovného ruchu.

Tabul'ka 7 Schopnost’ absolventov(tiek) komunikovat’ v cudzom jazyku slovom i pismom

Pocet ovladanych cudzich 2008 - 2015 2016

jazykov /Rok Podiel v % Absolventi Podiel v %
1 cudzi jazyk 31,5 27 43,5

2 cudzie jazyky 55,7 26 41,9

3 aviac cudzich jazykov 12,7 9 14,5

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Viac ako 90 % absolventov(tiek) ovlada anglicky jazyka a ich podiel je za sledované
obdobie takmer konstantny, klesol podiel absolventov(tiek) ovladajucich nemecky jazyk (o
19 %). Vzrastol podiel absolventov(tiek), ktori(é) ovladaju francuzsky jazyk (o 4 %), rusky

(0 1,3 %) a pol'sky (o 3 %) (tabulka 8).

Tabulka 8 Ovladanie cudzich jazykov

Jazyk/Rok 2008 - 2015 2016
Podiel v % Pocet Podiel v %

Anglicky 93,5 57 91,9
Nemecky 54,8 22 35,5
Franctzsky 10,2 9 14,5
Rusky 5.2 4 6,5
Pol'sky 1,7 3 4.8
Mad’arsky 3,2 1 1,6
Iny 11,8 7 11,3

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.
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Stadium nemeckého jazyka by malo byt adekvatne minimalne poétu navitevnikov
znemecky hovoriacich krajin, ktori prichadzaju na Slovensko ako turisti. Podiel navstevnikov
z nemecky hovoriacich krajin na Slovensku je priblizne 15 % (Statisticky trad SR, 2016).

Zamestnavatelia v cestovnom ruchu kladu déraz na predchadzajicu prax absolventov.
Viac ako 90 % absolventov(tiek) ma skisenosti s pracou v cestovnom ruchu. Podobny trend
mozno sledovat’ aj v rokoch 2008 —2015. Podiel absolventov(tiek), ktori(¢) nemaja skusenosti
s pracou v cestovnom ruchu je minimalny (tabul’ka 9) a tvoria ich ti(tie), ktori(¢) Studovali
iné $tudijné programy v prvom stupni stadia.

Tabul'ka 9 Skusenosti absolventov(tiek) s pracou v cestovnom ruchu

, . 2008 - 2015 2016
Skusenosti/Rok Pocet Podiel v % Pocet Podiel v %
Ano 79 92,3 56 90,3
Nie 7 7,7 6 9,7
Spolu 86 100,0 62 100,0

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Ugastnici(¢ky) prieskumu z roku 2016 mali pocas §tidia moznost’ pracovat’ na réznych
poziciach v ubytovacich a pohostinskych zariadeniach, turistickych informacnych centrach,
cestovnych kancelariach a cestovnych agentarach, ako aj na tiseku Statnej spravy a samospravy.

3. Vysledky a diskusia

Prispdsobovanie obsahu $tadia cestovného ruchu sucasnym potrebam praxe vyzaduje
skiimanie motivov absolventov(tiek) pri volbe Studia a preferencii pri vybere zamestnania.
Skumanie motivov volby §tiidia cestovného ruchu predstavuje vhodnu spétnti vizbu pre
teoreticku i praktickt pripravu Studentov v odbore cestovny ruch.

3.1 Motivy volby §tidia cestovného ruchu

Hlavnym motivom $tudia cestovného ruchu na Ekonomickej fakulte Univerzity Mateja
Bela je pre viac ako 80 % absolventov(tiek) zaujem o pracu v cestovnom ruchu. V porovnani
s priemerom vzrastol podiel absolventov(tiek) so zaujmom o pracu v cestovnom ruchu o 6 %

(tabul’ka 10).

Tabul’ka 10 Motiv studia cestovného ruchu na Ekonomickej fakulte Univerzity Mateja Bela

e s 2008 - 2015 2016
Motiv Stidia/Rok Podicl v % Absolventi Podiel v %
Zaujem o pracu v cestovnom ruchu 76,1 51 82,3
Dobra povest’ 26,7 27 43,5
Predchadzajuce studium 11,7 8 12,9
Miesto bydliska 7,9 2 3,2
Nasledovanie spoluziakov 0,9 0 0,0
Rodinna tradicia 1,3 1 1,6
Lahké $tadium 0,6 0 0,0
Iné 7,0 1 1,6

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.
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Druhym najvyznamnej$im motivom $tiidia je dobra povest’ §tudia cestovného ruchu na
Ekonomickej fakulte UMB, a oproti priemeru minulych rokov vzrastol podiel absolventov(tiek)
s tymto motivom o 16,8 %. Priblizne 13 % absolventov(tiek) sa rozhodlo pre §tudium cestovného
ruchu na zaklade predchadzajiiceho §tadia. V porovnani s priemerom za minulé roky klesol
podiel absolventov(tiek), ktori(é) sa rozhodli pre §tadium podl'a miesta bydliska o 5 %. Ziaden
z absolventov(tiek) neurcil ako motiv §tudia cestovného ruchu nasledovanie spoluziakov, resp.
ahké stadium. MoZeme konstatovat, ze motiv §tidia absolventov ovplyviiuje neklesajtici zaujem
o cestovny ruch, dobré meno fakulty a vysoka kvalita $tiidia, ktorého naro¢nost’ou si je vedomy
kazdy jeden Student(tka).

Pre opdtovnu vol'bu stadia cestovného ruchu by sa rozhodlo 74,2 % absolventov(tiek).
V porovnani s priemerom za minulé roky ide o rast o 18,9 %. Je potrebné dodat’, Ze v porovnani
s prieskumom v predchadzajucich rokoch absolventi(tky) z roku 2016 mali na vyber z dvoch
moznosti (tabul’ka 11).

Tabulka 11 Opédtovné stidium cestovného ruchu

Skusenosti/Rok 2008 - 2015 2016

Absolventi Podiel v % Absolventi Podiel v %
Ano 48 55,3 46 74,2
Nie 20 22,9 16 25,8
Neviem 19 21,8 0 0,0
Spolu 86 100,0 62 100,0

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Viac ako $tvrtina absolventov(tiek) by sa opatovne nerozhodli pre $tidium cestovného
ruchu. Ako dovody uviedli zaujem o iny Studijny program (7 absolventov), nizke mzdové
ohodnotenie v sektore cestovného ruchu (3 absolventi), naro¢nost’ $tudia a nedostatok
atraktivnych pracovnych prilezitosti v sektore cestovného ruchu.

3.2 Preferencie pri h’adani zamestnania

Sucast’ou prieskumu su aj plany, ambicie a o¢akavania absolventov(tiek) o uplatneni v praxi.
Sposoby hl'adania zamestnania absolventov(tiek) sa v porovnani s priemerom predchadzajucich

rokov vyrazne nelisia (tabulka 12).

Tabulka 12 Spdsoby hl'adania zamestnania absolventov(tiek)

Sposoby hl'adania zamest- 2013 - 2015 2016

nania /Rok Absolventi Podiel v % Absolventi Podiel v %
Internet 72 90,3 51 82,3
Konexie 26 32,4 18 29,0
Pracovna agentira 13 16,4 9 14,5
Média 12 15,1 6 9,7
Urad prace 7 9,2 8 12,9

Iné 3 3,8 1 1,6

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.
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Absolventi(tky) pri hl'adani zamestnania najCastejSie pouzivajl internet (viac ako 80 %),
druhym najpouzivanej$im nastrojom su konexie (29 %). V porovnani s priemerom v minulych
rokoch ich podiel poklesol (internet o 8 % a konexie o 3 %). Klesol aj podiel absolventov(tiek),
ktori(é) hI'adajii zamestnanie prostrednictvom médii.

Zaujem o pracu na Slovensku vyjadrilo 46,8 % absolventov(tiek). Pracu v zahranici
by uprednostnilo priblizne 18 % absolventov/(tiek), ¢o je v porovnani s priemerom v
predchadzajacich rokoch pokles o 6 %. Viac ako tretina absolventov(tiek) by sa rozhodlo
pre zamestnanie doma alebo v zahrani¢i v zavislosti od konkrétnej ponuky (tabul’ka 13).

Tabul’ka 13 Zaujem o pracu na Slovensku a v zahranici

Zaujem o pracu /Rok 2098 -2013 - . 2016 -
Absolventi Podiel v % Absolventi Podiel v %

Na Slovensku 41 449 29 46,8

V zahranici 22 24,0 11 17,7

Zalezi od konkrétnej ponuky 28 31,1 22 35,5

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Z hladiska zaujmu pracovat’ v regionoch Slovenska, viac ako 30 % absolventov(tiek)
by uprednostnilo pri hl'adani zamestnania Banskobystricky kraj, pritom oproti priemeru
predchadzajucich rokov ich podiel vzréstol o 4 %. Zaujem absolventov(tiek) o pracu klesol
v Bratislavskom kraji (o 4 %), ktory bol najpreferovanej$im regiéonom v rokoch 2008 -
2015. Vzrastol podiel absolventov(tiek), ktori(é) by sa zaujimali o pracu v PreSovskom
kraji. Najniz$i zaujem o pracu vyjadrili absolventi(tky) v Nitrianskom kraji (tabulka 14).
V pripade prace v regidonoch je mozné pozorovat’ pdvod absolventov(tiek), t. j. regiony,
z ktorych pochadzaju.

Tabul’ka 14 Zaujem o pracu v regionoch Slovenska

Kraj /Rok 2(.)08 -2015 : p 2016 ;
Absolventi Podiel v % Absolventi Podiel v %

Bratislavsky 27 31,8 17 27,4
Nitriansky 4 4,7 2 32
Banskobystricky 23 26,7 19 30,6
Trnavsky 2 2,5 4 6,5
Zilinsky 15 17,9 10 16,1
Trenciansky 6 7,4 3 4.8
Presovsky 5 6,1 11 17,7
Kosicky 4 4.8 3 4.8
Na kraji nezalezi 13 15,0 4 6,5

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Podobne ako v rokoch 2008 - 2015, aj v roku 2016 najviac absolventov(tiek) planuje po
skonceni $tadia najst’ si zaujimavu pracu. V porovnani s priemerom predchadzajucich rokov
ich podiel klesol o 16,5 %. Vzrastol pocet absolventov(tiek), ktori(¢) planuju absolvovat
prax v zahranic¢i (o 14,5 %). Zalozit’ vlastny podnik planuje 15 % absolventov(tiek). Oproti
predchadzajicim rokom ide o rast o priblizne 3 % (tabul’ka 15).

209



Tabulka 15 Plany absolventov(tiek) po ukonceni studia v %

Plan po ukonceni stadia/Rok 2008 - 2015 2016
N4jst’ si zaujimavu pracu 58,4 41,9
Absolvovat’ prax v zahranici 19,4 33,9
Zalozit si vlastny podnik 11,8 14,5
Pokracovat’ v $tadiu 5,9 6,5
Iné 4,5 9,7

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

zariadeniach (viac ako 48 %). Oproti minulym rokom vzrastol podiel zdujemcov o pracu
v cielovom mieste cestovného ruchu (o 18,5 %). Zaujem o pracu v cestovnej kancelarii
alebo cestovnej agentire ma 30,6 % absolventov(tiek), ¢o je v porovnani s priemerom
predchadzajacich rokov rast o 7 %. Klesol zaujem o pracu v pohostinskych zariadeniach
(tabul’ka 16).

Tabul’ka 16 Zaujem absolventov (tiek) o pracu v odvetviach cestovného ruchu

. , 2013 - 2015 2016
Odvetvie cestovného ruchu /Rok Absolventi | Podiel v % | Absolventi | Podiel v %
Hotel, ubytovacie zariadenie 37 473 30 48.4
Ciel'ové miesto (organizacia cestovného ruchu) 30 38,0 35 56,5
Cestovna kancelaria, cestovna agentiira 19 23,6 19 30,6
Statna sprava, samosprava 14 17,3 11 17,7
Pohostinské zariadenie 11 13,9 7 11,3
Kupelny podnik 5 6,3 7 11,3
Iné 5 5,9 0 0,0

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Ambicie absolventov(tiek) pracovat’ na jednotlivych stupfioch manazmentu zachytava
tabul’ka 17.

Tabul’ka 17 Ambicie absolventov(tiek) zastavat riadiacu funkciu v %

Stupeii manazmentu /Rok 2008 - 2015 2016
Zakladny 11,8 12,9
Stredny 57,2 54,8
Vrcholovy 27,1 25,8
Nezaujem o riadiacu funkciu 3,9 6,5

Zdroj: Spracované podl'a Gucik, Panc¢ikova, 2015 a vlastné spracovanie, 2016.

Najviac absolventov(tiek) uprednostituje zastavanie riadiacej funkcie na strednom stupni
manazmentu (priblizne 55 %). Stvrtina absolventov(tiek) méa zaujem o vrcholovy stupef
riadenia. V porovnani s priemerom predchadzajucich rokov ide o pokles zdujmu o riadiace
funkcie na stredom a vrcholovom stupni riadenia. Vzrastol podiel tych, ktori nemaji zaujem
zastavat’ riadiacu funkciu (o 2,6 %).
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V suvislosti s pracovnymi ambiciami absolventov(tiek) sme skiimali faktory, ktoré ich
ovplyviuju pri vybere zamestnania. Viac ako 80 % absolventov(tiek) povazuje, podobne ako
v predchadzajucich rokoch, za najdélezitejsi faktor moznost’ osobného rozvoja (tabul’ka 18).

Tabul’ka 18 Faktory pri vybere zamestnania

Faktory/Rok .201 > - 2 016 -
Absolventi | Podiel v % | Absolventi | Podiel v %

finanéné ohodnotenie 46 83,6 45 72,6
Moznost’ osobného rozvoja/kariérny postup 44 80,0 50 80,6
Pracovné prostredie 25 45,5 35 56,5
Dobré meno organizacie 14 25,5 16 25,8
Lokalita 13 23,6 12 19,4
Pracovny cas 9 16,4 18 29,0
Iné 3 5,5 1 1,6

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.

Finan¢né ohodnotenie berie do uvahy 72,6 % absolventov(tiek) a viac ako polovica
prihliada pri vybere zamestnania aj na pracovné prostredie. Oproti priemeru podiel
absolventov(tiek), ktori(¢) zohl'adnuju financné ohodnotenie klesol o 10 %. Najmene;j
absolventov(tiek) pri vybere zamestnania berie do tvahy lokalitu. M6zeme konstatovat,
ze vzhl'adom na uprednostiiovanie stredného stupiia riadenia vacSina absolventov(tiek) si
po ukonceni stidia cestovného ruchu uvedomuje poziadavky na vrcholovy stupei riadenia
a potrebu d’alSieho vzdelavania. V suvislosti s tym je pre absolventov(tky) pri vybere
zamestnania najdolezitejSim faktorom moznost’ osobného rozvoja.

Podla absolventov(tiek) s praktické skusenosti (79 %) najpodstatnej$im kritériom
zamestnavatel'ov pri vybere zamestnancov. V porovnani s priemerom ich podiel poklesol o priblizne
4 %. Druhym najdolezitejSim kritériom z pohl'adu zamestnavatel'ov je znalost’ cudzich jazykov
(54,8 %) a priblizne Stvrtina absolventov(tiek) povazuje odborné vedomosti za tretie najdolezitejSie
kritérium pri vybere zamestnancov. Oproti priemeru klesol podiel absolventov(tiek), ktori(é)
povazujii ovladanie prace na pocitaci za relevantné kritérium (0 5,3 %). Ani jeden z absolventov(tiek)
nepovazuje dobré Studijné vysledky za podstatné kritérium zamestnavatel'ov (tabul'ka 19), lebo si
uvedomuju, ze v zamestnavatelia kladu doraz skor na predbezné praktické skisenosti.

Tabul’ka 19 Kritéria zamestnavatel'ov pri vybere zamestnancov

Kritéria/Rok 2015 2016
Absolventi Podiel v% | Absolventi Podiel v %

Skusenosti z praxe 65 82,7 49 79,0
Znalost’ cudzich jazykov 40 51,1 34 54,8
Odborné vedomosti 23 29,5 15 24,2
Prvy dojem 16 19,8 10 16,1
Vysokoskolské vzdelanie 14 18,1 13 21,0
Dobré¢ studijné vysledky 1 0,8 0 0,0
Ovladane prace s poc¢itatom 9 11,8 4 6,5
Iné 2 2,1 1 0,05

Zdroj: Spracované podl'a Gucik, Pancikova, 2015 a vlastné spracovanie, 2016.
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Zaver

Na Ekonomickej fakulte UMB v Banskej Bystrici sa robil prieskum uplatnenia
absolventov(iek) cestovného ruchu v praxi s desatroénym odstupom v rokoch 2000
a patroénym odstupom v roku 2004. Od roku 2008 sa robi kazdoro¢ny prieskum nazorov
absolventov(tiek) cestovného ruchu o ich ambiciach a uplatneni v praxi po ukoncéeni
druhého stupna stadia. Ciel'om state bolo preskumat’ motivaciu §tidia a pracovné ambicie
absolventov(tiek) cestovného ruchu z roku 2016 a porovnat’ s vysledkami z rokov 2008
az 2015. Nastrojom zberu dat bol Standardizovany dotaznik, ktory dovoluje medzirocné
porovnania. Zistovanie je vycCerpavajuce, lebo zahriiuje cely zakladny stbor.

Na zaklade doterajsich skisenosti mdzeme konstatovat, ze:

— dlhodobo klesa pocet absolventov cestovného ruchu (prevladaja Zeny), ktorych vekovy
priemer v dennom §tidiu je 24 rokov a v externom §tadiu 30 rokov. Pokles zaujmu
o externé $tadium ovplyvnilo najma jeho spoplatnenie a prediZenie dizky $tadia;

— v ostatnych rokoch sa meni $truktira $tudentov podl'a absolvovanej strednej Skoly.
Prevladaju absolventi(tky) strednych odbornych §kol s nedostato¢nymi vedomost'ami
z matematiky a cudzich jazykov, s lepS§im prehladom o ekonomickych javoch
a s praktickymi zru¢nost’ami v niektorych procesoch;

— schopnost’ komunikovat’ v dvoch a viacerych cudzich jazykoch klesa. NajfrekventovanejSim
jazykom je anglicky, tretina absolventov(tiek) ovlada nemecky jazyk a desatina franctizsky
jazyk. Jazykové vedomosti si Studenti prehlbuji ponukou odbornych predmetov
vyucovanych v anglickom jazyku, resp. absolvovanim ¢iastkového §tiidia na zahrani¢nych
partnerskych univerzitach v ramei programu Erasmus+;

— najCastej$im motivom $tadia cestovného ruchu je zaujem o pracu v cestovnom ruchu,
dobra povest’ fakulty. Tri Stvrtiny absolventov(tiek) by sa opdtovne rozhodli pre Stidium
cestovného ruchu na Ekonomickej fakulte UMB;

— v sulade s kritériami akreditacie sa prispdsobuje ponuku stadia Studijnych programov
v cestovnom ruchu potrebam praxe. Priprava absolventov(tick) je zlozita z dovodu
diferencovanych poziadaviek na absolventa(tky) pre potreby malych podnikov a pre
potreby tzko $pecializovanej prace vo velkych podnikoch cestovného ruchu;

— absolvovanie §tudia cestovného ruchu je len jednou z podmienok zamestnania vo
vystudovanom odbore. Praca v cestovnom ruchu vyzaduje odborné vedomosti
a osobnostné predpoklady pre vykonavanie prace na konkrétnom pracovnom mieste.
Rozhodujtca je osobnost’ absolventa(tky), profesionalna skiisenost’, odborné vedomosti,
flexibilita a schopnost’ pracovat’ v time;

— takmer polovica absolventov(tiek) z roku 2016 ma zaujem o pracu na Slovensku, pitina
uprednostiiuje pracu v zahrani¢i a d’al$ia patina dava prednost’ prilezitosti. PrileZitost'ou je aj
uplatnenie absolventov(tiek) v inom pribuznom odbore. Pri¢inou hl'adania zamestnania mimo
vystudovaného odboru je nizke mzdové ohodnotenie a nedostatok atraktivny pracovnych
prilezitosti v cestovnom ruchu, kde prevlada vysoka kumulécia funkcii, praca na zmeny, pocas
vikendov a sviatkov. To st skuto¢nosti, ktoré nevyhovuji vysokému poctu absolventiek;

— zakladnym zdrojom informéacii pri hl'adani zamestnania je internet a odporacania priatel'ov
a znamych. Absolventi(tky) maju zaujem o pracu v cielovych miestach, v hotelierstve
rastie zaujem o pracu v cestovnych kancelariach, v §tatnej sprave a samosprave. Mierne
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rastie zaujem o vlastné podnikanie (cca 14 %). Pri vybere zamestnania preferuju

absolventi(tky) moznost’ rozvoja kariéry a finan¢né ohodnotenie, nasleduje pracovné

prostredie a pracovna doba. Zaujem o pracu vo vrcholovom manaZzmente ma $tvrtina
absolventov(tiek).

V priprave absolventov pre prax v cestovnom ruchu musime brat” do tvahy viaceré
skuto€nosti. Sucasny trh prace v cestovnom ruchu je nekonsolidovany, na ktorom vlastnici
zariadeni cestovného ruchu davaju prednost’ malo kvalifikovanym, resp. nekvalifikovanym
uchadzacom o pracu len preto, aby ich nemuseli odmeniovat’ na zaklade vysledkov prace, ale
len minimalnou mzdou. Nezriedka to zdévodnuju tym, Ze na pri€ine je zla ekonomicka situacia
a mala kapacita trhu. Dosledkom toho je, Ze velka Cast absolventov strednych odbornych
a vysokych §kol s programami cestovného ruchu odchadza za pracou do zahranicia, kde st
ochotni vykonavat’ aj nekvalifikovanu pracu, ale za va¢$iu mzdu ako na Slovensku. Podstatna
cast’ z nich sa uz nevrati, aby svoj know-how vyuzili na Slovensku.

Vplyvom novych technologii ubtidaji aj pracovné miesta. Podnikatelia sa snazia
investovat’ do novych technologii nielen v zaujme zvysenia produktivity prace, ale aj preto,
aby nemuseli platit’ nielen mzdy, ale ani nemocenské a socidlne odvody. Mnohé sluzby
spojené s rezervovanim ubytovania, vyberom dovolenky, uhrady za poskytnuty produkt,
zakaznik uskutociiuje cez internet. Tento trend je vysledkom ponuky Standardnych produktov,
ktor¢ sa tvoria stavebnicovym sposobom a zakaznik si z nich sam sklada produkt, ktory je
ochotny akceptovat’. V tejto suvislosti je na mieste aj otazka, ¢i budeme potrebovat’ tvorcov
programov, sprievodcov cestovného ruchu a animatorov volného ¢asu? To su profesie, ktoré
nenahradi ziadna nova technika. Aj nad’alej budu v cestovnom ruchu existovat’ povolania,
ktoré nenahradi technika, naprieck moznym niz$im nakladom. Moderné technologie nikdy
nenahradia ¢loveka, nebudu empatické a neusmeju sa na zakaznika. Urobia len to, ¢o sa im
naprogramovalo a vygeneruju zadanu odpoved’.

Najohrozenejsie profesie su aj pri priprave pokrmov. Postupne miznu medzi¢lanky
v uspokojovani vyzivovych potrieb ¢loveka. Potravinarsky priemysel zasobuje trh
a domacnosti polotovarmi a hotovymi vyrobkami. Tieto produkty staci len regenerovat’ alebo
dokoncit’. Vzrastla tak nielen produktivita produkcie pri priprave pokrmov, ale aj ohrozenia,
ktoré prinasa takto pripravovana strava z hl'adiska kvality a mnozstva stabilizatorov, a napokon
zdravia konzumenta. Vyziva sa v sucasnosti poklada za najcastejsi faktor ohrozenia Zivota
cloveka, preto sa kladie déraz na zdravy Zivotny $tyl, ktorého sicastou je aj zdrava strava.

Napriek uvedenym tiskaliam, charakteru prace v cestovnom ruchu existuji teda povolania,
v ktorych sa budii méct’ uplatnit’ absolventi cestovného ruchu. V sti¢asnosti sa pri uspokojovani
potrieb navstevnikov v cestovnom ruchu kladie doraz na zazitok a silni emociu. Tu sa ani
v budicnosti nepresadia technické prostriedky. Cestovného ruchu sa obyvatel'stvo zacastiuje
nielen kvoli oddychu a poznavaniu, ale aj socialnym kontaktom, ktoré nikto nenahradi. Do
reStauracie sa bude aj nad’alej chodit’ nielen kvéli uspokojeniu potrieb vyzivy, tie mdze
uspokojit’ aj predajny automat, ale najma kvoli prostrediu, atmosfére, Specifickému sortimentu
a neopakovateI'nému gastronomickému zazitku a empatickej obsluhe. To kladie naroky na
kreativnych zamestnancov, ktori dokazu vytvorit’ zazitok nielen z jedla, ale aj prostredia.
Podobna situacia bude v spolo¢enskych a zabavnych strediskach, kde sa kladie doraz na
rozptylenie a zabavu, ktorl sprostredktiva nielen prostredie, atmosféra, ale aj motivovani
zamestnanci.
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Skoly pripravujuce absolventov cestovného ruchu musia reagovat’ na zmeny trhu prace
a potreby praxe. V sucasnosti je vzt'ah Statneho a Skolskych vzdelavacich programov na
strednych odbornych skolach nevyvazeny z hl'adiska teodrie a potrieb praxe. To isté plati
aj o vysokych 8kolach, na ktorych je hlavne prvy stupeii §tidia preteoretizovany, nespiia
oCakavania Studentov a nie je zamerany prakticky. Aj ked’ uznavame predstih tedrie pred
praxou, suc¢asné vzdelavanie je zastarané a zahltené nepouziteI'nymi informaciami. Mnohé
Skoly pripravujuce absolventov pre prax cestovného ruchu nie su nalezite vybavené
modernymi technologiami a didaktickymi prostriedkami, ak aj ano, ucitelia ich nevyuzivaju
pre neznalost’ prace s nimi, ako aj v dosledku neznalosti modernych didaktickych metdd.

Mladi 'udia dnes nepokladaji §tadium za prioritu, vel'mi sa im nechce chodit’ pravidelne
nielen na vyucovanie, ale ani do prace, chcl pracovat’ doma a byt nezavisli. Vytvaraja si
vlastné pracovné miesta a snazia sa ponukat’ na trhu nieco, po ¢om bude dopyt. Vyzaduje to
kreativitu (tvorivost), ktorti sicasna ponuka vyucovacich predmetov v skolach skor potlaca.
Vysledkom je potom absolvent bez empatie, ktory rozumie mozno peniazom, ale nie l'ud’om.
Studentom v sti¢asnosti chybaji vlastnosti ako je disciplina, poznaniachtivost, vnimavost
a ucta k ostatnym. Skor uprednostiiuju znamu zasadu - k vysokému ciel'u bez prekazok.

KPiadové slova: Absolvent. Cestovny ruch. O&akavania. Stadium.
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Place Marketing and Branding in Russia: the Case Study

Teritoridalny marketing a tvorba znacky v Rusku: pripadova Studia

Sergey Volkov

Place marketing and place branding is a tool that allows increase of the competitiveness of a place
in its struggle for both attracting extra resources and developing markets for selling its products.
This study summarizes the domestic experience with the implementation of marketing strategies to
the regional development and place branding by considering the cases of Myshkin (Yaroslavl Oblast),
Volgograd, the project of the Khopyor Preserve (Voronezh Oblast), and Yakutia. The authors analyze
the experience of Minsk (Belarus) in building the brand of the city, make general conclusions, and
reveal definite features in the implementation of the marketing strategies to the regional development
and place branding in Russia.

Key words: Place marketing. Place branding. Marketing tools. Development strategy. Tourism image.
Tourism marketing.

Teritorialny marketing a tvorba regiondlnej znacky su nastroje umoznujuce zvysit' konkurencnu
silu miesta v snahe ziskat’ d’alSie zdroje a rozvijajice sa trhy pre predaj svojich produktov. Tato
Stadia sumarizuje domace skusenosti z realizacie marketingovych stratégii regionalneho roz-
voja a tvorby teritoridalnej znacky na zdklade pripadov Myskina (Jaroslavska oblast), Volgogradu,
projektu Chopjorskej rezervacie (Voronezska oblast) a Jakutska. Autori analyzujl skusenosti
Minska (Bielorusko) pri budovani znacky mesta, zovseobecniuju zavery a odhal'nju urcité znaky v
realizacii marketingovych stratégii regiondlneho rozvoja a tvorby regiondlnej znacky v Rusku.

Krucové slova.: Teritorialny marketing. Teritorialny znacka. Marketingové nastroje. Rozvojova stra-
tégia. Imidz cestovného ruchu. Marketing cestovného ruchu.

Introduction

Both the academic community and empirics are discussing the prospects and urgency
of implementing special tools and mechanisms for place marketing and place branding to
efficiently development of a territory. Russian cities and regions are actively joining the
practice of experiencing the marketing development paradigm. In the last few years, there
have appeared creative and unconventional approaches for promoting and positioning
the competitive advantages of the Russian territories. Academic literature provides many
examples of successes and failures in applying place branding strategies (Crockett et al.,
1999; Dinny, 2013; Faulkner et al., 1999; Go et al., 2009; Moilanen et al., 2008), whereas
the domestic practice of using the marketing technique in regional development is covered
in few details.
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This study aims to summarize the domestic experience of applying the marketing strategies
of regional development and place branding and to reveal the features of their implementation.
In this paper, we will discuss the cases of Myshkin (Yaroslavl Oblast), Volgograd, the Khopyor
Preserve (Voronezh Oblast), Yakutia, and that of brand building for Minsk (Belarus).

Results

A successful experience in implementing the marketing strategy that builds a favorable
place image is shared by Myshkin (Yaroslavl Oblast), with the focus on event-related
economy. Tourism is highlighted as the main course of Myshkin’s development. In 1996,
the work on attracting tourists and building tourism infrastructure was started off by hosting
the International Festival “Mysh-96. In the present time, Myshkin is one of the cultural and
tourism centers of Russia’s Golden Ring and the Upper Volga Region. The tourist attendance
of the town shows annual rise; i.e., in 2013 Myshkin accommodated 178 000 visitors
(whereas the population of the town itself is approximated 6 000 people) and accepted 365
passenger cruise ships and 1650 tourist coaches. There are several museums in the place,
including the World’s only Museum of the Mouse; the Historical Folk Museum of the Capital
of Navigation Pilots; the Museum of Peter Smirnov - a world famous producer of Russian
vodka and a native of the Myshkin land; the History and Ethnography Museum; the Museum
of Unique Techniques, the Orthodox Church Museum of Private Family Collections, the
Picture Gallery, the Felt Boots Museum, the Museum of Flax, the Mill Museum, the House
of Family Traditions, the Ethnographic Museum of Katskars in Martynovo, the Uchemsky
Krai Museum (About Myshkin, 2014).

The tourism image of Myshkin is constantly improving, thus creating investment
attractiveness in tourism business. In the territory of the town and the district, several
investment projects are being realized in the area of tourism and recreation, with the focus
on providing tourists with conditions for a multiday stay in the land.

This case represents one of the few successful practices of implementing the principles
of place marketing and place branding to the system of municipal management. A perfectly
built system of communication between the municipal authorities of the town and its residents
(local citizens, business communities, public organizations and public services) is able to
provide an effective mechanism for place development. The key elements of the development
strategy are associated with cultural identity and the scenic attraction of natural resources.
The system of place promotion is based on the technique of developing legends and spreading
rumors about place uniqueness. This technique is actively used by some western lands, such
as Scotland (the Loch Ness Monster legend, ghosts in ancient castles, etc.), Lapland (the
motherland of Santa Claus), and Romania (the Count Dracula’s legend).

A case that demonstrates a successfully defined technique for building a brand for a tourist
facility is the Khopyor Preserve project. The Khopyor Preserve is a federal establishment for
environmental, scientific-and-research, ecological and educational purposes. The management
staff of the facility has set a goal of changing people’s attitude towards nature from being
“a user” to being “a carer” by ecological education. For this purpose, they decided to build
a recognizable and unique brand that would serve as a communication platform for a
conversation with a target audience.
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The Voronezh Brand-And-Design Agency (VarioBrands) was engaged as an executor
to implementation of this project. After both conducting the research on revealing the
preserve’s strengths and weaknesses and defining efficient promotion trends and relevant
resources, a general character — Masha-the-Desman - was decided to be developed. The
authors of the project explained that the temper of the character easily perceived due to its
visual elements and meaning of the brand provided a friendly context and let the audience
unfamiliar with the preserve’s performance and problems understand and somehow solve
the tasks of conserving nature.

The target audience of the project deals with successful proactive people at the age of 20
- 45, being capable of productive work and exciting leisure, accustomed to perceiving their
surroundings with humor, pleasure and without pathos. The main communicative platform
of the brand is to preserve official web-site that is qualitatively different from its Internet
analogues in its rich colors, visual diversity, and perception simplicity. Web-site surfing is
done by the same Masha-the-Desman.

The Khopyor Preserve’s marketing project on creating a stable awareness of its corporate
brand features the diversification and system approaches. Besides its corporate attributes and
souvenirs that are actively distributed during the facility’s official events, the management
staff actively promotes fundraising. The success of the project has been highlighted on merit
by place marketing specialists and experts. In 2013, the Khopyor Preserve was acknowledged
the best tourism facility brand, according to the judging panel of the OPEN International
Festival of Place Marketing and Branding.

The tourist experience of Yakutia can be also considered as an interesting and useful case.
In 2010, the authorities of the Sakha Republic (Yakutia) announced the launch of a project
on building a tourist brand of the place. The developer and executor of the marketing brand-
building strategy was the AGT Communications Agency. For a year and a half, the expert
group was analyzing and working out some relevant recommendations on both developing
a stable awareness of the Republic’s tourist brand and forming loyalty towards the promoted
product.

In order to hold a broad marketing campaign on promoting that unique tourist proposition,
it was suggested to implement some driving projects aimed not only at attracting potential
consumers, but also at forming stable associative awareness. Such projects included the
Intra-Regional Exhibition Fair of Tourist Routs and Services, the River Lena’s Day Festival,
the Yakutia Brilliant Week Event, the Winter Begins with Yakutia Festival, and the Yakutia
Tourist Foresight Promo Tour. All the aforementioned events aimed to demonstrate the
Republic’s diversified tourist proposition and to form brand awareness by visualizing the
existing resources.

The intensity of the current marketing and advertising campaign on building stable tourist
brand awareness is evidenced by the data on the dynamics of Yakutia’s representation in federal
and regional mass media. From 2011 to 2013, the number of references in the federal media
increased from 16 173 to 60 079, and that in the media of the Far East rose from 35 417 to
71 136. Significant events hold in the Republic and supported by the media through active
PR campaigns contribute to creating some positive information space about the territory, thus
triggering higher awareness via the identification of events and event managers.
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The efficiency indicators of the realized marketing strategy are both statistical data on
the number of tourists visiting the Sakha Republic (Yakutia) and income earned from selling
travel services. According to the Department for Enterprise and Tourism Development of
the Sakha Republic (Yakutia), the total number of tourists showed an increase from 140.6
thousand people in 2011 to 152 thousand people in 2013. In the same period, income from
selling travel services rose from 251 million RUR to 304 million RUR. Thus, a positive trend
in tourism development is observed, being driven by building a tourist brand for the place,
which can be associated with a strategic resource in the conditions of a severe competitive
struggle for tourist flows.

The case of Volgograd shows some typical mistakes and problems of implementing the
principles of place marketing and place branding in the system of regional management.

According to D. P. Frolov, the process of implementing place marketing in Volgograd
Oblast occurred in three stages:

1. In 2010, the marketing strategy of place development for the Hero-City of Volgograd
up to 2020 was drawn up;

2. In 2010-2011, the attempt to rebrand Volgograd Oblast was undertaken, based on the
megaproject for establishing the Federal Center for Patriotic Education (the Pobeda
National Center);

3. In 2012, the reduced marketing techniques were applied by the region, within the
framework of the upgraded Strategy of Socio-Economic Development of Volgograd
Oblast up to 2020 (Frolov, 2013a).

At the first stage, a group of scientists identified the key factors of competitiveness,
revealed the existing and potential resources of development, and determined the targets
and objectives of the Marketing Strategy. Volgograd was decided to be promoted as the city
featuring self-deprecating humor, kindness, openness, innovation, and real ambitions. In this
way, the developers were seeking to realistically represent the current context and to highlight
the dynamic development of the place.

However, it was the very first stage of implementing the marketing initiatives that
demonstrated dissonance in the relationships between the experts and the city authorities,
which dealt with the attempt of the latter to institutionalize the place marketing process by
realizing it with the help of the official structures and without any involvement of the local
citizens, whereas the developers of the Strategy backed up the residents’ involvement. There
occurred one more problem due to the political instability driven by the long-lasting conflict
between the regional bodies and the city authorities (Frolov et al., 2013c).

In the process of developing the marketing strategy for Volgograd, the regional authorities
announced their initiative to establish the Pobeda Federal Center for Patriotic Education
aimed at both becoming a center of multiculturalism and tolerance and forming the basis
of a new brand for the city and the region. This idea was approved by the experts, but the
authorities didn’t respect the interests and views of the citizens (primarily the veterans of
World War II) who opposed the attempt to commercialize and to have speculation about the
memory of the military heritage.

In 2012, as soon as crowdsourcing technologies had been applied, the Socio-Economic
Development Strategy was drawn up for Volgograd Oblast, and its marketing tools were
assigned to a secondary role in place development. However, this year was marked by
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one more failed project in place marketing. The Committee of Youth and Tourism and the
Department of Foreign Affairs of the City Mayor’s Office announced a competition in creating
a brand for the city. Due to the lack of relevant informational support, the competition didn’t
draw the citizens’ attention (no application was made), but the media’s attention was attracted
to the comments given by the staff of the city authorities. According to them, everything related
to the World War II is no more of current interest for the region and provokes associations
with something difficult, tragic, and mourning (Frolov, 2013b).

Discussing the case of Volgograd Oblast, the key conclusion on implementing the
marketing strategies of regional development and place branding can be made that any
initiative on brand implementation requires citizens’ approval and backing. Any marketing
initiative on place positioning gains success in case the policy of communication amongst
all the stakeholders of a place product is well-defined and stable. It is essential to raise
public awareness of every measure undertaken by regional authorities and to initiate public
discussion within a wide circle of those concerned about the issue.

The CIS countries are also experiencing the active implementation of the technologies
of place marketing and place branding in the system of regional management. In the recent
years, a striking example has been associated with the effort of Minsk to build a distinctive
and bright brand for the city. In the lead-up to the World Hockey Championship 2014, which
was going to be hosted by Minsk, the city authorities decided that a grand-scale news hook
could be the best platform for building a strong brand.

In 2012, the Minsk Executive Committee agreed on commissioning INSTID, a British
company, to develop a brand for Minsk. The funds that were allocated from the city’s budget
for the project amounted to 30 000 USD.

In December, the media covered the interview of the developers and the initial results of
INSTID’s engagement, which caused a massive negative outcry from the local citizens — the
public spoke negatively both of the concept proposed by the British decision-makers and
primarily of the attempt to isolate it from challenging the most important issue. The brand
itself and its philosophy were unclear for the citizens, as it didn’t reflect the specific character
and essence of not only the city but also the local public. This case clearly demonstrates that
there is no matter how professional brand-builders are, as it is impossible to create a strong
and competitive brand, without the engagement of all the stakeholders and primarily local
residents of a place in the process. A strong brand can be developed only on the engagement
basis and with the unconditional backing of local public.

The local citizens’ negative attitude to the proposed brand and their proactive approach
to life have been transformed into the public initiative named ‘Minsk Branding Team’, the
performance of which is based on the principles of the greater involvement and partnership
of all stakeholders in the city. The Team’s activity has shown the following initial results:
— Aletter has been prepared and sent to the City Mayor’s office, requesting that the decision

on implementing the concept of a brand for the city be postponed;

— A communication platform has been built in Facebook, for discussing the strategy of
developing a brand for the city;
— Channels and possibilities have been provided to engage proactive and concerned citizens

(Facebook, the OPEN Festival, roundtables and conferences related to the issue);

— Open public hearings have been broadcasted live on TUT.BY-TV;
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— More than 30 alternative concepts have been developed, with a focus on the citizens’
self-identity and the expert groups’ activity.

The concept of Minsk’s brand is still being formed. And the main conclusion that should
be made by the stakeholders of the marketing strategy for place promotion is, as follows:

— A place brand deals with not only attracting tourists, investors, skilled workers, etc. It
is improper to prevent local public from involving in the process. A place brand should
highlight locals’ distinctive character and self-identity, and it should be absolutely and
entirely accepted by them. Conversely, a brand turns out to be a glossy pack, lacking any
essence and content;

— Local citizens create their identity by themselves. A person mustn’t remain indifferent
to his own image. It is essential to take an active part in the process of building a city
brand and to perform creatively;

— A place brand is not the same to a corporate brand, and its carriers are citizens rather
than local authorities. Excluding public from the process of building a place brand is
unprofessional and has no chance to success.

Conclusion

The conducted study of the domestic experience in using the marketing strategy of
regional development and place branding allows making the following general conclusion
and revealing some definite features:

1. A low level of the marketing competence of many regional and municipal managers.
Most of them don’t clearly understand the essence and principles of place marketing, thus
demonstrating the inability to organize and implement marketing mechanisms for the
realization of the Marketing Strategy for Place Development. All marketing initiatives are
totally focused on tourism marketing, and they can hardly deliver effective results.

2. Lack of a multidimensional place umbrella brand. More targeted strategies for
developing separate industries and types of activity are applied by a region. The area of
tourism and recreation is primarily promoted and positioned as one of the most dynamically
developing and promising.

3. A limited set of marketing tools and techniques for development. The process often
reduces to creating external attributes for a brand (logos, emblems, slogans, etc.). It is
necessary to propose some new creative methods for place positioning. A particular attention
should be paid to such marketing tools as PR and relationship marketing. These tools should
aim to build trustful long-term relationships between regional management and stakeholders
in order to ensure locals’ positive attitude.

4. Non-involvement of local public in building marketing strategies for regional development
and place branding. As it is evidenced by the cases of Minsk and Volgograd, ignoring the interests
of locals is resulted both in failed attempts and in zero-effectiveness of marketing measures.
Local citizens are the carriers and the main promoters of the brand of their place.

5. Lack of a system of communication with place residents. This limitation flows
organically from the aforementioned issues. The system of marketing communication is
generally targeted at an external target audience, whereas local public stays completely
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unaware of the ongoing changes and values of a brand. It is necessary to develop a stable
multi-channel system of communication between all the stakeholders of a place brand.

6. Inconsistence of a promoted place image with a real situation. The attempt to indulge in
wishful thinking can prove costly (and is currently costly) for unfair regions. It is possible to
deceive potential consumers one time by attracting them with a bright advertising campaign
and sounding promises about potential profits, but being disillusioned, the consumer of a
place product will hardly ever want to repeat his negative experience.

Grant support: The study was supported by the Russian State Science Foundation, project
No. 16-12-34004.
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Z VEDECKEHO ZIVOTA /
FROM SCIENTIFIC LIFE

Scientia Iuventa 2016

Na pdde Ekonomickej fakulty Univerzity
Mateja Bela v Banskej Bystrici sa 21.
aprila 2016 uskutoc¢nil 11. ro¢nik vedecke;j
konferencie Scientia Iuventa. Konferencia
poskytuje priestor pre publikovanie a vymenu
poznatkov doktorandom a mladym vedeckym
pracovnikom z oblasti ekonomickych vied.
Odborny garant konferencie bol doc. Ing.
Vladimir Uradni¢ek, PhD., prodekan pre
vedu a vyskum na Ekonomickej fakulte
Univerzity Mateja Bela.

Konferencia pozostavala z dvoch
Casti. V prvej Casti na plenarnom rokovani
vystapil Ing. Martin Vlachynsky, analytik
INESS, ktory hovoril o prirodnych zdrojoch
v ekonomickom mysleni. Doc. JUDr. Ing.
Jan Sebo, PhD. a Ing. Tomas Virdzek,
PhD. z Ekonomickej fakulty Univerzity
Mateja Bela v Banskej Bystrici vo svojom
prispevku venovali pozornost’ efektivnosti
dochodkovych schém.

V druhej ¢asti bolo rokovanie v Styroch
sekciach pod vedenim odbornych komisii.
Kazda komisia bola zlozend z ¢lena
akademickej obce Ekonomickej fakulty
Univerzity Mateja Bela v Banskej Bystrici,
externého doktoranda, ktory pdsobi v praxi
auspesného manazéra z praxe. V jednotlivych
sekcidch sa svojimi referatmi prezentovalo 25
ucastnikov. Hodnotiace komisie posudzovali
jednotlivé prispevky podla schvalenych
kritérii, sposob prezentacie rieSenych
problémov, priebehu diskusie, vedeckej
spravnosti a erudovanosti argumentacie.
V jednotlivych sekcidch boli vyhodnotené
tri najlepsie prispevky, ktoré boli ocenené
vecnou cenou.

V sekcii cestovného ruchu pracoval prof.
Ing. Marian Gucik, PhD., Ing. Miroslav
Dobrota, marketingovy manazér v Park

Snow Donovaly a Ing. Jaroslav Kubala,
riaditel’ hotela FIS Jasnd****_ ktory je
externym doktorandom. Komisia hodnotila
vysokll uroven prezentovanych prispevkov
a vSetky odmenila vecnou cenou. Oceneny
bol prispevok Ing. Miroslavy Medvedovej
s nazvom Financovanie manazérskych
organizacii cestovného ruchu v cielovych
miestach na miestnej urovni na Slovensku a
v Cesku, prispevok Mag. (FH) Raduza Dulu
na tému Vyjadrenie priamych a nepriamych
nakladov na fluktudaciu v hotelierstve,
prispevok Ing. Miroslava Hrusku s nazvom
Vplyv vybranych investicii hotelov na
konkurencieschopnost ich produktu
aprispevok Ing. Kristiny Pancikovej s ndzvom
Vychodiska skumania kulturneho cestovného
ruchu. Vsetci oceneni su doktorandi na
Ekonomickej fakulte Univerzity Mateja Bela.

Clenmi komisie v sekcii ekonomiky
a manazmentu podniku bola prof. Ing.
LCubica Lesakova, PhD., Ing. Paula Pechova,
marketingovd manazérka v spoloc¢nosti
DAVITAL, s. 1. 0. a Ing. Andrea Ondrusova
zo spolo¢nosti HTMAS, s. r. 0. a sucasne
doktorandka. Komisia ohodnotila ako
najlepsi prispevok Ing. Stanislava Cuta
s nazvom Vyznam kombinovania modelov
pri predikovani financného vyvoja podnikov,
prispevok Ing. Tatiany Bencovej (doktorandka
na Fakulte ekonomiky a manazmentu SPU
v Nitre) s nazvom Meranie efektivnosti
dvojstupriovych sietovych Struktur pomocou
DEA: klasifikacia a moznosti aplikdacie
a prispevok Mgr. Ivety Chadimovej
(doktorandka na Metropolitni univerzite
v Prahe) na tému Dobra povést jako soucdst
hodnoty zavodu a jeji ochrana podle ceského
prava.

V sekcii financii bola prof. Ing. Marta
Orviska, PhD., Mgr. Rastislav Sidor, riaditel’
pobocky Tatra banky a Ing. Luka§ Majer,
pracovnik Tatra banky a externy doktorand.
Komisia ocenila ako najlepSie prispevky,
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a to Ing. Michala IStoka (doktorand na
Ekonomickej fakulte UMB) na tému Vplyv
trendov vo vymene danovych a bankovych
informacii a medzinarodnych smernic na
naklady onshore a offshore podnikania od
roku 2016, prispevok Ing. Beaty Sarkanovej
(doktorandka Ekonomickej fakulty UMB)
na tému Vyznam treasury a controllingu vo
financnom manazmente podnikov a prispevok
Mgr. Tomasa Hrozenského (Fakulta politickych
vied a medzinarodnych vztahov UMB) na tému
Uvod do legislativno-ekonomického kontextu
tazby vo vesmire.

Clenmi medzinarodnej sekcie boli prof.
Ing. Jaroslav Dad’o, PhD., doc. JUDr. Ing.
Jan Sebo, PhD. a doktorandka Ing. Iudmila
Mazichova. Komisia ocenila pracu Studentov
Olagunju Kehinde a Nikola Trendov (Szent
Istvan University v Mad’arsku) na tému Cap
performances of the Visegrad countries after
European union’s accession. Ing. Markusa
Moéllmanna (Technicka univerzita v Liberci)
s prispevkom na tému Comparing concepts
of parcel delivery machines for private
customers in Germany and Czech Republic
a Nijat Huseynov (Szent Istvan University
v Mad’arsku) s prispevkom The impacts of oil
price volatility on Azerbaijan economy public
policy implications.

Konferencie sa ztcastnilo 89 autorov
zo Slovenska, Ceska, Pol'ska, Mad’arska a
Ukrajiny, ktori publikovali 66 odbornych
prispevkov. Vystupom z konferencie je
recenzovany zbornik s ISBN, ktory vysiel
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v elektronickej podobe na CD a ma 652 stran.
Recenzenti zbornika boli profesori a docenti
z roznych katedier na Ekonomickej fakulte
UMB.

Konferenciu organizovalo Centrum
rozvoja doktorandov Ekonomickej fakulty
UMB Bela v Banskej Bystrici, ktoré je
unikatnym pracoviskom vyskumu
a vzdelavania doktorandov a mladych
vedeckych pracovnikov. Jeho poslanim je
prostrednictvom tvorivych aktivit doktorandov
pomahat zlepSovat kvalitu vedecko-
vyskumnych a pedagogickych procesov
na Ekonomickej fakulte UMB a rozvijat’
spolupracu s hospodarskou praxou. Jednym
z cielov je aj komercializacia vystupov rieSenia
dizertacnych prac a vysledkov vyskumu
v snahe prepojit’ vysledky badania doktorandov
s potrebami hospodarskej praxe.

Organizatori konferencie st vdacni
referujucim, ktori vystupili v pléne i v sekciach,
hodnotiacim komisiam a ¢lenom akademickej
obce fakulty, ktori prispeli k uspesnému
zvladnutiu konferencie. Nasa vd’aka patri
aj vedeniu fakulty, obc¢ianskemu zdruzeniu
Ekonoémia a vydavatel'stvu Univerzity Mateja
Bela Belianum.

V sticasnosti sa pripravuje dvanasty rocnik
konferencie Scientia Iuventa, ktora sa bude
konat’ 12. aprila 2017. UZ teraz sa teSime na
stretnutie s vami na konferencii.

Simona Salyova, Ivana Rybovicova



RECENZIE / BOOK REVIEW

LESAKOVA, I’., WOLAK-TUZIMEK, A.,
MARAKOVA, V., LAMENT, M.,

New Trends in Management of Enterprise
[Nové trendy v riadeni podniku]. London :
Sciemcee Publishing, 2016. 275 s.

ISBN 978-0-9935191-0-9.

Publikacia, venovana trendom v riadeni
podnikov, je vysledkom medzinarodnej
spoluprace autoriek dvoch vedeckych institicii,
a to Fakulty ekonomickych a prdvnych vied
Univerzity Kazimira Pulaského v Radome
(Pol'sko) a Ekonomickej fakulty Univerzity
Mateja Bela v Banskej Bystrici (Slovensko).
Ciel'om je analyzovat a zhodnotit’ aktudlne
metody a nastroje pouzivané manazérmi
podnikov (s. 5). Autorky rozdelili publikaciu
do Styroch kapitol, ktoré zahriiuju jednak
teoretické pristupy, a jednak empirické
poznatky skiumanej problematiky.

Prva kapitola (s. 9 — 56) je venovana
koncepcii spolo¢enskej zodpovednosti
podnikania ako novému pristupu k riadeniu
podnikovych procesov. V teoretickej Casti
sa venuje pozornost’ definovaniu hlavnych
oblasti skiimania spolocenskej zodpovednosti,
ktoré sa vyskytuju v literatire, pristupov
k implementécii a propagacii spolocenskej
zodpovednosti, motivov implementacie
koncepcie spolocenskej zodpovednosti,
vyziev a limitov suvisiacich s koncepciou
spolocenskej zodpovednosti v podniku.
V suvislosti so zavedenim koncepcie
spoloc¢enskej zodpovednosti podnikania sa
poukazuje na strategické riadenie a planovanie
vykonnosti podniku metdédou Balanced
Scorecard (BSC) ako efektivneho néstroja
integracie ekonomickych, environmentalnych
a socidlnych prvkov v podnikani. Empiricka
cast’ zahrnuje vysledky skumania koncepcie
spolocenskej zodpovednosti podnikania
vo vybranych europskych krajindch.

Charakterizuje inStitucionalne podmienky,
proces implementacie a rozvoja koncepcie
spoloc¢enskej zodpovednosti podnikania
vo Francuzsku, Nemecku, Spanielsku av
Spojenom kralovstve. V empirickej casti
autorky prezentuju vysledky prieskumu
implementacie koncepcie spolocenskej
zodpovednosti podnikov v krajinach strednej
Eurépy. Prieskumu sa zac¢astnili manazéri
zodpovedni za presadzovanie koncepcie
spolo¢enskej zodpovednosti v podnikoch v
Bulharsku, Cesku, Mad’arsku, Kosove, Litve,
Loty$sku, Rumunsku, Srbsku, Slovensku
a Slovinsku. Prieskum hodnoti podmienky
spolocenskej zodpovednosti podnikov vo
vybranych krajinach, analyzuje prilezitosti
a bariéry implementacie tejto koncepcie
v podnikoch a moZnosti jej rozvoja.

V suvislosti s uplatiovanim koncepcie
spolo¢enskej zodpovednosti a budovanim
socio-ekonomickych vztahov v podnikovom
manazmente sa poukazuje v druhej kapitole
(s. 57 — 130) na rastuci vyznam nefinancnych
informalnych sprav. V teoretickej Casti sa
prezentuje vyvoj adovody a principy zostavovania
nefinancnych sprav a vzajomné vztahy medzi
finanénymi a nefinanénymi informaciami
v podnikovom manazmente. Autorky poukazuju
na prinosy nefinan¢nych sprav a charakterizuji
vybrané medzinarodné a narodné Standardy,
ktoré mozu podnikom napomdct’ pri uplatiiovani
koncepcie spolocenskej zodpovednosti a tvorbe
nefinancnych sprav v podnikovom riadeni. V
empirickej Casti sa hodnotia trendy a principy
nefinancnych sprav v podnikovom manazmente.
Do prieskumu sa zaradili podniky, ktoré uplatiuja
koncepciu spolocenskej zodpovednosti. Hodnoti
sa vyvoj a Struktura nefinanénych sprav
v podnikoch podl'aregionov a velkosti podnikov.
Z prieskumu vyplyva, Ze charakter a presnost’
informacii ma doélezith tlohu nielen v procese
riadenia podniku, ale aj v budovani socio-
ekonomickych vzt'ahov. Vyznam nefinanénych
informacii vztahujucich sa na environmentalne
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a socialne aspekty v podnikoch globalne
rastie, podobne ako aj uplatiiovanie koncepcie
spoloc¢enskej zodpovednosti podnikania. Vyznam
nefinan¢nych sprav zalozenych na koncepcii
spolocenskej zodpovednosti rastie nielen
v nadnarodnych spolocnostiach, ale aj v malych
a strednych podnikoch, ktoré zohl'adiuju socialne
a environmentalne aspekty podnikania.

V tretej kapitole (s. 131 — 208) sa autorky
zaoberaju vyuzitim metody Balanced Scorecard
(BSC) v strategickom manazmente. BSC
je systém strategického riadenia a merania
vykonnosti podniku, ktory definuje a objasiiuje,
aké ukazovatele je potrebné sledovat na
dosiahnutie podnikového ciel’a. Teoreticka ¢ast’
popisuje vznik BSC, ktory stvisi s rozvojom
nastrojov merania vykonnosti podniku, definuje
vyvojové stupne BSC a charakterizuje jej
uplatiiovanie v podnikovom manazmente ako
nastroja efektivnej komunikacie, systému
hodnotenia vykonnosti a nastroja strategického
riadenia. BSC pozostava zo Styroch perspektiv,
ktoré s prepojené vzajomnymi vztahmi. Ide
o perspektivu finanénu, zakaznicku, internych
procesov, ucenia sa a rastu. V suvislosti s tym
autorky popisuju postup implementécie a mozné
vyhody a nevyhody pouzivania metody BSC
v podnikovom riadeni. Teoretické poznatky st
doplnené o empiricku Cast, v ktorej sa skima
fungovanie a dovody implementacie metody
BSC v podnikoch na Slovensku. Prieskum
hodnoti informovanost’ o systéme strategického
riadenia, dovody nizkeho zaujmu, dévody pre
zavedenie a vyhody zavedenia metody BSC ako
aj problémové oblasti uplatiiovania tejto metody
v podnikoch na Slovensku.

Stvrta kapitola (s. 209 — 267) je venovana
modernym zdrojom financovania podniku.
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Efektivne financovanie podniku vyZzaduje
vhodnu kombinaciu vlastného kapitalu a cudzich
zdrojov. V teoretickej Casti sa uvadzaji mozné
kritéria vyberu cudzich zdrojov financovania
podniku ako je Struktira majetku, dostupnost’
cudzich zdrojov, ziskovost’ podniku, naklady
na financovanie a rizikovost’ financovania.
Z cudzich zdrojov financovania podniku
sa uvadza leasing, faktoring, franchising
a rizikovy kapital. Sucastou charakteristiky
jednotlivych cudzich zdrojov financovania
podniku su uvedené zakladné funkcie, typy,
vyhody a nevyhody financovania podniku
cudzim kapitdlom. Empirickd cast’ skima
financovanie podnikov cudzimi zdrojmi
v Pol'sku. Cielom prieskumu bolo zhodnotit
Struktiru majetku podnikov v regione Mazovia,
ktory je ekonomicky najrozvinutej$im regionom
v Pol'sku. Prieskum hodnoti vyuzivanie
cudzich zdrojov financovania v mikro-, malych
a strednych podnikoch.

Publikacia sprostredktiva aktualne
poznatky o novych trendoch v podnikovom
manazmente. Obsahuje teoretické pristupy k
novym nastrojom v riadeni podniku. Teoretické
pristupy autorky vhodne dopliaju vlastnymi
empirickymi poznatkami, ktoré majii vSeobecnu
nadnérodnu platnost’. Publikaciu odporic¢ame
vSetkym zainteresovanym na efektivnom
riadeni podniku a so zdujmom rozsirit’ si
poznatky o novych trendoch v podnikovom
riadeni. Publikéacia je vhodna nielen pre
podnikatel’sktl, ale aj akademicku verejnost’ a
Studentov ekonomickych odborov.

Matu§ Marci$



BENSON, M. (editor)

Volunteer Tourism: Theoretical frameworks
and practical applications. [Dobrovol’nicky
cestovny ruch: Teoreticky ramec a prakticka
aplikacia]. London : Routledge, 2015. 264 s.
ISBN 978-1-138-88356-7.

Dobrovolnicky cestovny ruch sa
stava predmetom zaujmu Coraz vacéSieho
poctu vyskumov. Predstavuje alternativnu
a udrzatenu formu cestovania, kedy sa
navstevnici cestovného ruchu vo svojom
volnom ¢ase zapajaju do narodnych ¢i
medzinarodnych projektov ako dobrovolnici
s cielom podielat’ sa na rozvoji komunit,
odbornych vyskumoch a ochrane zivotného
prostredia.

Publikacia pontka analyzu komplexného
problému, ktory spaja tradi¢ny a moderny
pohl'ad na dobrovolnicky cestovny ruch.
Podrla slov editorky A. M. Bensonovej je
tento zbornik sthrnom bohatych teoretickych
a prakticky aplikovatelnych prispevkov,
ktoré pochadzaji z rozmanitych vyskumov
dobrovolnickeho cestovného ruchu. Autormi
prispevkov su ¢lenovia Vyskumnej skupiny
dobrovolnickeho cestovného ruchu (The
Volunteer Tourism Research Group), ktora
je sucastou Zdruzenia cestovného ruchu
a vol'nocasového vzdelavania (Association
for Tourism and Leisure Education — ATLAS),
ako aj ucastnici sympo6zia o dobrovolnictve
a cestovnom ruchu (The Volunteering and
Tourism Symposium: Developing a Research
Agenda — Linking Industry and Academia).

Publikacia za¢ina struénym vstupom do
problematiky. V prvej ¢asti A. M. Bensonova
poskytuje prehlad vyznamnych publikacii,
ktoré boli za posledné desatrocie prinosom
pre rozvoj dobrovol'nickeho cestovného ruchu.
Za katalyzator tohto literarneho rozmachu
pritom povazuje Wearingovu publikaciu (2001)
Dobrovolnicky cestovny ruch: Skusenosti,
ktoré znamenaju zmenu (Volunteer Tourism:

Experiences that make a Difference). V druhej
Casti vstupu editorka charakterizuje cielovych
¢itatel'ov publikacie a prezentuje Clenenie
publikacie do dvoch casti.

Prva cast publikacie (s. 7 - 120)
pozostava zo siedmich prispevkov. Priblizuje
dobrovolnicky cestovny ruch z pohladu
motivacie a skusenosti dobrovolnikov, ktori
sa zucastnili dobrovol'nickych projektov
v rozvojovych krajinach — Juznej Amerike,
Nicarague, Nepale, Guatemale, Malajzii,
Tichomori a Azii.

V prvych dvoch prispevkoch sa autori
zameriavaju na pojmové vymedzenie
dobrovolnickeho cestovného ruchu ako
kombinacie pojmov dobrovolnicky (dobrovolnik)
a cestovny ruch. Z. Alexander a A. Bakir (s. 9 —
29) upozornuju na mnozstvo nedostatoénych a
nejednotnych definicii a problémov stvisiacich
s danym pojmom. Prezentuju vysledky vlastnej
studie, ktorej cielom bolo vyuzitim metody
zakotvenej tedrie (Glaser’s grounded theory)
porozumiet’ pojmu dobrovolnicky cestovny
ruch a identifikovat’ kI'a¢ové slova, ktoré ho
vystihuji. Vypracovali definiciu dobrovolnickeho
cestovného ruchu ako prienik troch zakladnych
kategorii — zapojenie sa, dobrovol'nicka praca a
navstevnik, ktoré podrobnejSie charakterizuju.
Autori tak urobili vyznamny krok a doplnili tak
literattru cestovného ruchu.

Prispevok B. Dalendiza a M. P. Hamptona (s.
30—41) predstavuje dobrovolnicky cestovnyo
ruch ako subor prevazne kratkodobych aktivit.
Autori si za hlavné kritéria skiimania zvolili
casovy horizont a zivotny $tyl dobrovolnikov.
Na dvoch pripadovych stadiach (hotelovych
manazérov v Nicarague a inStruktorov scuba
diving-u v Malajzii) a na zaklade analyzy
ponuky dlhodobych dobrovolnickych pozicii
publikovanych v novinach The Caretaker
Gazette hl'adaju odlisnosti medzi dvomi
skupinami dobrovolnikov a ich motivaciou
k dobrovolnickej ¢innosti v zahranici.
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V dalsich prispevkoch autori prezentuju
skusenosti, motivy a vplyv dobrovolnickeho
cestovného ruchu na rozvoj osobnosti
dobrovolnikov. E. Wickens (s. 42 — 52)
prezentuje vysledky etnografickej Studie
dobrovolnickej prace v Kathmandu Valley
v Nepale, ktort vnima ako krajinu s vyraznym
potencidlom pre rozvoj dobrovolnickeho
cestovného ruchu.

Ch. Schott (s. 53 — 70) pokracuje
v téme motivacie a pozornost’ zameriava na
rozvoj osobnosti mladych dobrovolnikov
a vnima ho ako dolezity aspekt skusenosti
z dobrovol'nickeho cestovného ruchu. Rovnako
sa zaobera dobrovol'nictvom v kontexte Stadia
zivota a dava odpoved’ na otazku, preCo sa
mladi I'udia rozhodli ist’ pomahat’ do sirotinca
v guatemalskom dazd’ovom pralese na vlastni
past.

J. K. L. Chan (s. 71 — 89) sktima kI"i¢ové
motivy a aspekty skusenosti dobrovolnikov
v cestovnom ruchu na Styroch miestach
v Sabahe v Malajzii. Prave tieto kI'i¢ové prvky
a propagaciu cielovych miest dobrovolnickeho
cestovného ruchu. Zaroven by mohli byt
napomocné pri zlepSovani manazmentu
dobrovol'nikov, ako aj manazmentu skimanych
cielovych miest.

Posledné dva prispevky su retrospektivne
Studie dobrovolnictva v cestovnom ruchu. A.
Zahra (s. 90 — 101) skima motivy, skiisenosti
aich dlhodoby vplyv na zivoty dobrovolnikov,
ktori sa zucastnili dobrovolnickych aktivit
v zahrani¢i v rokoch 1989 az 2000. Prispevok
je dokazom, ze ucast’ na dobrovolnickom
cestovnom ruchu prinasa skusenosti, ktoré
menia vnimanie a nakoniec aj Zivoty
dobrovol'nikov. D. Mittelberg a M. Palgi (s. 102
— 120) otvaraju diskusiu o dobrovolnickom
cestovnom ruchu v kibuci. Skimanim
vysledkov dobrovolnickych aktivit v rokoch
1970 az 2000 predstavujt jeho pozitivnu, ako
aj negativnu stranku.
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Druht cast’ publikacie (s. 121 —251) tvori
osem prispevkov, ktoré sa venuju rozvoju
dobrovolnickeho cestovného ruchu z réznych
uhlov pohl'adu.

C. A. Walsh a M. P. Hampton (s. 123 — 134)
skimaju motivy, sktsenosti a faktory, ktoré
ovplyviuju tcast’ dobrovolnikov na §portovom
cestovnom ruchu v Malajzii. Zaoberajt sa pritom
zdravotne znevyhodnenymi dobrovolnikmi,
¢im upriamuju pozornost’ na oblast’, ktora
je v stucasnosti malo preskiimana. Vysledky
studie dokazuju, Ze zdravotne znevyhodneni
dobrovol'nici maju rovnakl motivaciu a
skusenosti v potapacskych aktivitach ako
ich zdravi kolegovia. Napriek tomu obidve
skupiny dobrovol'nikov identifikovali mnoho
obmedzeni, ktoré vnimaju ako prekazky pre
ich zapojenie sa do tejto sluzby.

S. Jakson (s. 135 — 156) sa zaobera
integrovanym systémom socio-demografickych
premennych, hodnét a motivov dobrovol'nikov
z britskej charitativnej organizacie National
Trust. Autor vychadza z predpokladu, Ze
skimanie kl't¢ovych hodnot a motivov
modze byt podnetom pre efektivnejsi nabor
dobrovolnikov, rovnako méze poskytnat
manazérom uzito¢né poznatky o tom,
ako zabezpecit’ uspokojenie oCakavani
dobrovolnikov, a tym zvySenie ich lojality.

Specifickou oblastou dobrovolnickeho
cestovného ruchu st aj archeologické aktivity,
ktorym venuji pozornost' J. Kaminski, D.
B. Arnold a A. M. Benson (s. 157 — 174).
Napriek tomu, ze dobrovol'nici spolupracovali
na vykopavkach uz od roku 1960, odborna
literatira sa venuje dobrovolnikom ako
ucastnikom archeologickych projektov len
minimalne.Autori si kladu za ciel’, stanovit’
ramec pre d’alSie skiimanie a diskusiu.

T. Dickson (s. 175 — 192) uvadza,
ze dobrovolnici st zédkladnym prvkom
efektivneho fungovania mnohych organizacii
a Cinnosti. Norma ISO 31000 pritom moze
zvysit prinos dobrovolnikov. Pozornost’ sa tu



venuje definovaniu rizika, manazmentu rizika
a zaroven priblizuje pét’ krokov, ako uplatnit’
proces riadenia rizika v riadeni dobrovolnikov
v cestovnom ruchu.

Jednou z uloh dobrovolnickeho
cestovného ruchu je zabezpecit priamu
komunikdciu a porozumenie medzi
hostiteI'mi a dobrovol'nikmi. S. Wearing a S.
Grabowsky (s. 193 — 210) v pripadovej studii
dobrovol'nikov z organizacie Young Challenge
Australia vysvetl'uju paradigmy kultarnej
vymeny v cestovnom ruchu. Otvaraju diskusiu
o potrebe vyvoja dobrovol'nickych programov,
ktoré pomo6zu komunite a zaroven budu
implementaciou procesu ucenia sa a ulahcia
interakciu medzi dobrovol'nikom a hostujicou
komunitou.

J. Ingram sa (s. 211 — 222) pozera na
dobrovolnicky cestovny ruch optikou
teorie vyvoja. Zamysla sa nad tym, kedy sa
dobrovolnictvo v cestovhom ruchu vnima
ako praca a kedy ako aktivita vol'né¢ho
casu, alebo dobrovolnicky cestovny ruch
predstavuje skor altruistické alebo egocentrické
cestovanie a tvrdi, Zze motiv pomoci pri
vytvarani pozitivnych zmien nestaci.

Na myslienku vytvarania zmeny nadvézuju
L. Fee a A. Mdee (s. 223 — 239). Autori
vnimaju dobrovolnicky cestovny ruch ako
vyznamny trend medzinarodného cestovania,
ktory ul'ahcuje globalnu komunikaciu a vytvara
lepsie podmienky pre rézne rozvojové aktivity.
Poukazuju na skutoénost’, ze v sicasnosti
ide o neregulovany trh, kde sa dobrovolnici,
ale aj hostitel'ské komunity stretavaju
s neprofesionalnym pristupom organizacii.
Autori preto hodnotia teoretické a praktické
doésledky troch navrhovanych alternativ
regulacie trhu dobrovolnickych organizacii
— udelovanie oznacenia ,fair trade, ,,dobry

pre rozvoj“ alebo ¢lenstvo v medzinarodnej
asocidcii len po splneni platnych poziadaviek.

Tuto Cast uzatvara prispevok A. M.
Bensonovej (s.242—251),ktora vsnahenavrhnat’
Struktiru pre budice vyskumy rekapituluje
klucové témy predkladanej publikacie,
d’alsej literatury, konferencii a sympozii
organizovanych na tému dobrovolnickeho
cestového ruchu. Autorka odporuca tri hlavné
oblasti skiimania — dobrovolnicky cestovny
ruch ako sucast’ vac¢Sieho celku, kritické
problémy dobrovol'nickeho cestovného ruchu,
dobrovolnicky cestovny ruch a zainteresované
subjekty. Pre kazdu oblast’ uvadza niekol’ko
vyskumov.

Zbornik prispevkov ¢lenov Vyskumnej
skupiny dobrovolnickeho cestovného ruchu
a ucastnikov sympo6zia je cennym spojenim
teoretickych poznatkov a praktickych
sktisenosti z dobrovolnickeho cestovného
ruchu. Je ureny dvom skupinam Ccitatel'ov.
Prvu skupinu tvoria teoretici a Studenti, ktori
maju osobity zaujem o dobrovol'nicky cestovny
ruch a jeho prepojenie s kultirnou geografiou,
manazmentom, manazmentom neziskovych
organizacii a sociolégiou. Druhu skupinu
tvoria praktici, a to neziskové organizacie
a Statni zamestnanci, ktori maji v rozvoji
dobrovolnickeho cestovného ruchu vyznamné
postavenie. Aj ked’ publikacia ponuka Sirokt
Skalu prispevkov s prikladmi dobrej praxe
z celého sveta, snazi sa posuvat hranice
sucasnych poznatkov, nabada ku skvalitneniu
dobrovolnickej sluzby v cestovnom ruchu a
ukazuje, Ze eSte existuji problémy, o ktorych
samalo hovori. Za hodnotny preto povazujeme
predovsetkym zaverecny zhrmujtci prispevok,
ktory ukazuje moznosti d’al§icho badania.

Jana Sokolova
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