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COOPERATION BETWEEN ENTERPRISES AND THE SCIENTIFIC
ENVIRONMENT IN RESEARCH AND IMPLEMENTATION OF
INNOVATIONS

SPOLUPRACA MEDZI PODNIKMI A VEDECKOU SFEROU V
OBLASTI VYSKUMU A IMPLEMENTACIE INOVACIf

Janusz NESTERAK - Zofia GRODEK-SZOSTAK

ABSTRACT

Innovation is a vital link in improving productivity and economic growth, especially nowadays,
in times of intense technological changes. The level of implementation of innovation depends
on many external factors, e.g. the degree of relationship between science and business, or
the financing opportunities. The respective internal factors relate primarily to the preparation
and commitment of the supplier and recipient of the implemented technology.

Key words: cooperation, innovation, enterprise, SME

ABSTRAKT

Inovacie su nevyhnutnym faktorom zvySovania produktivity a hospodarskeho rastu, najma v
sucasnosti, v obdobi intenzivnych technologickych zmien. Uroven implementacie inovacii zavisi
od mnohych vonkajsich faktorov, napr. od stupna vzt'ahu medzi vedeckym a podnikatel'skym
prostredim alebo od moznosti financovania. Relevantné interné faktory sa tykaju hlavne
pripravy a zavazku dodavatela a prijemcu implementovanej technoldgie.

KI'icové slova: spolupraca, inovacie, podnik, MSP

JEL CLASSIFICATION: 014, O11

INTRODUCTION

The main impetus to the growth of productivity and efficiency in developed economies
are innovations, based on a solid foundation of knowledge, education and R&D activities.
Commercialization of knowledge from universities to business itself, and its efficiency, is
therefore the result of the capacity and activity of scientific institutions and their research
teams, as well as of openness to the development and competitiveness of enterprises. Also
crucial is a properly constructed system of institutional and legal surrounding, which influences
the shape of the innovation transfer.

The article elaborates on the possibility of cooperation between enterprises and
research units, which belong to the sphere of business environment institutions. Analysed was
the experience of the Enterprise Europe Network (EEN) in 2008-2014, relating to supporting
the collaboration between companies and research units. Particular attention was paid to
cooperation undertaken under the 7th Framework Programme. The article is part of a series
of publications discussing the cooperation between business and the business environment,
using the instruments of the system support of innovation. The inspiration for the text was
the authors' own experience of cooperation with the EEN centres, as well as long-term
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activities for the development of the innovative sector of micro, small and medium-sized
enterprises.

1 THE IMPORTANCE OF ENVIRONMENTAL RESEARCH IN THE INNOVATIVE
PROCESS

Nowadays, organizations functioning in the knowledge-based economy are forced to
work out mechanisms, which ensure growth of their capital. This requires a reorientation in
thinking, which allows eliminating errors in the existing management system, and
understanding the importance of innovation, flexibility and optimization of relationships with
customers and suppliers (tukasinski, 2009). Enterprises build their innovative capacity for
innovation with the use of external support and cooperation with the economic environment.
Among the needs they report are building the innovation capacity and creating innovative
solutions outside. The effectiveness and usefulness of the cooperation partners of enterprises
in the field of innovation can be measured by the scale and intensity of services provided in
the field of technology and knowledge, training, or promotion, with a particular emphasis on
innovation services (Grédek-Szostak, 2016). The growing importance of business environment
institutions is related to two key trends in the development of the world economy: globalization
and regionalization. Both of these processes may lead to the acquisition of competence in
socioeconomic development in international, regional and local institutions. Moreover, the
process of globalization can lead, on the one hand, to the marginalisation of certain areas,
and on the other hand, to the increasing importance of territory and location as the source of
competitive advantage. We are therefore faced with two seemingly contradictory phenomena,
i.e. a territory's regional and local importance increases along with globalization (Pietrzyk,
2002).

Research units play an important role in generating innovation. In the knowledge
economy model, universities have the knowledge and resources, the transfer of which should
lead to faster economic growth (Mowery, Sampat, 2006). The potential of research units
includes, e.g. international networks, which allow diffusing the technology, as well as well-
equipped laboratories and intellectual potential of the scientific personnel. The traditional role
of scientific institutions in the process of innovation includes mainly the creation of ideas, as
their commercialization is the role of business. Research centres specialize in the early stages
of the innovation development process, the innovations being basic or experimental research,
with no particular focus on its application. The last stages of research and development work
involve constructing a prototype and adapting it to the needs of the market and
commercialization, and are carried out in enterprises.

2 RESEARCH COOPERATION BETWEEN ENTERPRISES AND RESEARCH CENTRES

The ground for cooperation between scientific institutions and enterprises is an
intermediate step in the formation of the product, and the cooperation is the transfer of
knowledge from science to business. Transfer of knowledge from universities to businesses
can be made using multiple channels (Grodek-Szostak, 2011). Depending on the stage of
development of the company, the industry, technological advancement, and the competence
of the executives, an entrepreneur looking for opportunities to develop their company can
make a number of different choices. Some of the more common include the purchase of new
equipment or know-how to strengthen the potential of the company, or open the way to
winning over new markets. According to the classification proposed in the report describing
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the status of cooperation between universities and the business sector in Europe (Davey et
al, 2011), there are eight types of co-operation leading to the transfer of knowledge:
joint research and development (R&D),
commercialization of R&D conducted at universities,
employing students in companies,
employing scientists in companies,
participation of entrepreneurs in the development of university curriculum,
lifelong learning,
entrepreneurial training of students and researchers,
inclusion of business people in university authorities.
The formula, in which cooperation is conducted, and its scope, is also important. The
most common methods of cooperation include (Korniejenko, 2010):
e commissioning of R&D works (commissioned research);
e cooperation in joint research initiatives;
e direct investment, cooperation and mergers of companies, joint-ventures, in particular
creating spin-offs and spin-outs;
e a technology market including trading patents, licenses, know-how;
e the teaching process (students transfer the acquired knowledge to professional life);
e replacement/exchange of employees, including professional training and practice of
researchers in enterprises;
e development of network systems and structures, e.g. clusters, which include research
and development units, as well as enterprises.

Most of the above possibilities of cooperation may be supported by external funds, in
terms of commissioned research funding, as well as cooperation within the clusters, or staff
exchanges between scientific institutions and companies. Considering the real chances of
cooperation between science and business, it should be noted that the process of cooperation,
which takes into account the needs of the market, science, innovation and R&D, is dynamic
and ever-developing. All elements interact and intertwine, so the model of cooperation must
take them into account.

The cooperation includes joint R&D works and commercialization of the results
generates the fastest results and leads to a smooth transfer of knowledge from universities to
companies. As indicated by the analysis of literature (Arza, 2010), each of the cooperating
parties is characterized by different prerequisites for undertaking it. For the representatives of
the academia, the important issue is the ability to conduct interesting research and publish its
results in reputable scientific journals. Entrepreneurs, in turn, are driven by economic reasons
(Figure 1).

Empirical research (Robin Schuber, 2013) indicates that the cooperation of enterprises
with scientific institutions is important for raising the level of innovation in business.

However, different motives for cooperation, as well as different expected results are
often a stumbling block to cooperation. The main barriers (Siegel et al., 2003) include:

o different work culture and organization, e.g. a different horizon of research or
production processes;

e potential conflict concerning the rights to the created intellectual property;

e high bureaucratic costs of cooperation, e.g. the lack of effectiveness of university
technology transfer centres.

NN
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Figure 1: Motivation to take up cooperation with enterprises for scientific institutions.
Source: Own study based on Arza (2010).

Please note the scale of advantages achieved through cooperation with the scientific
community, as perceived by entrepreneurs (Figure 2).

== Cooperation total (8 areas)

== including joint research
projects

commercialization of
research

== incentives

==ie=barriers

Figure 2: The scale of cooperation with business, as perceived by university staff in the EU
Source: Own study based on Dawey (2011).
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Research (Dawey, 2011, 2013) indicates that the highest level of barriers in
cooperation with scientific institutions was pointed by entrepreneurs from Spain (7/10),
Portugal (6.9/10) and Romania (6.8/10). The system of cooperation incentives in these
countries was assessed at: 5.9 (Spain), 6.7 (Portugal) and 6.5 (Romania). The countries with
the highest level of incentives (according to entrepreneurs) were: Finland 6.9 and France 6.8.

3 EXPERIENCE OF RESEARCH COOPERATION WITHIN THE ENTERPRISE
EUROPE NETWORK

The Enterprise Europe Network (EEN) has been created as part of the implementation
of the Competitiveness and Innovation Framework Programme (CIP) 2007-2013. In the 2014-
2020 financial perspective, EEN it is funded under the Framework Programme for the
Competitiveness of Enterprises and Small and Medium-sized Enterprises COSME 2014-2020.
EEN provides entrepreneurs with, among others, free use of the instruments of support in
making and implementation of research cooperation on an international scale. The experience
of enterprises in establishing research cooperation through the EEN network in 2007-2017
focused on the search for partners, and the implementation of joint projects within the 7th
Framework Programme (FP7).

The idea of FP7 was to strengthen the support for the transnational cooperation in
the field of research, technological development and demonstration activities, especially
between enterprises and public research institutions. It was dedicated to specific projects for
small and medium-sized enterprises in the field of research and technological development
and the mobility of researchers within enterprises and academia. Thus, the program focused
more on the needs of industry in terms of technological innovation, and initiated new activities
in the form of joint technological initiatives in key areas of industry. It promoted the
dissemination and use of the results of research programs within projects and specific thematic
fields, as well as coordination of national research programs and policies.

=2008-2010 -=——2011-2012 2013-2014

Figure 3: Research cooperation of enterprises within the Enterprise Europe Network in the
years 2008-2014.
Source: Own study based on the EEN Activity Report 2008-2014
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The analysis of the experience of enterprises undertaking research collaboration
(Figure 3), which included a search for partners in the international research community
through the EEN network in 2008-2014, indicates an increase in interest in this type of
cooperation. The leaders in scientific and research cooperation in the researched periods were
entrepreneurs from Germany, Spain and the UK. Verification of the EEN consultants'
experience also points to the growing awareness among entrepreneurs concerning the
possibility of building an innovative advantage based on exploiting the potential of scientific
research.

CONCLUSION

Business innovation is based largely on the cooperation of companies and other
entities. Cooperation in the field of innovation allows businesses access to knowledge and
technology. It is also demonstrates a great potential for synergy, since the partners learn from
each other. Support services for European business and innovation play, and will play an
important role; they will ensure SMEs' access to information on the functioning and
opportunities of the internal market, provide feedback from SMEs in terms of policy
development and impact assessments, as well as support SME's international cooperation.
The support services will also disseminate information and raise awareness on policies,
legislation and support schemes related to innovation, promote the use of results of research
programs, and provide brokerage services for technology and knowledge transfer as well as
partnership building between the innovation actors.
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MANAGERIAL AND DIGITAL COMPETENCIES IN SLOVAK
CONSTRUCTION INDUSTRY

MANAZERSKE A DIGITALNE KOMPETENCIE V STAVEBNICTVE
NA SLOVENSKU

Tomas MANDICAK

ABSTRACT

Actually, knowledge and skills are very important in digital economy. To increase
competitiveness, it is necessary to increase managerial and digital competencies of managers
in every field. Progressive technology represent one of the way to increase managerial and
digital competencies. This paper discusses issue of managerial and digital competencies in
Slovak construction industry. Main aim of the paper is to confirm or refute the claim, that
progressive technology as information systems increase to managerial and digital
competencies of managers in Slovak construction industry.

Key words: managerial and digital competencies, construction industry

ABSTRAKT

V obdobi digitalnej ekonomiky sU znalosti a zruCnosti velmi doleZité. Pre zvySenie
konkurencieschopnosti podnikov je nevyhnutné zvysit' aj manazérske a digitalne kompetencie
manazérov vo vsetkych oblastiach. Progresivne technoldgie predstavuju jeden zo spbsobov,
ako zvysit' manazérske a digitalne kompetencie. Tento prispevok sa zaobera problematikou
manazérskych a digitalnych kompetencii v slovenskom stavebnictve. Hlavnym cielom
prispevku je potvrdit’ alebo vyvratit' tvrdenie, Ze progresivne technoldgie ako informacné
systémy zvySuji manazérske a digitalne kompetencie manazérov v slovenskom stavebnictve.

KI'icové slova: manazérske a digitalne kompetencie, stavebnictvo

JEL CLASSIFICATION: L74

INTRODUCTION

Managers and their managerial or digital competencies could affect to the
competitiveness of each company in various fields (Strba, et al., 2016). Although the achieving
managerial and digital competencies is often the only answer to the acute problem and it's
not supported by long-term strategy. The main problem is that companies do not have enough
managers who know to learn of their own work and effectively engage the intellectual and
emotional capital represented by their co-workers (KrSak and Kysela, 2016). According to the
European Commission, the competitiveness and innovative capacity of European industry is
increasingly dependent on the strategic and effective use of new information and
communication technologies as well as knowledge, skills, competencies of the European
workforce and citizens (European Commission, 2016). Information systems can be as a one
way to increase managerial and digital competencies. Construction industry records a lot
innovations for last period (Kozlovska, et al., 2016). Especially in field of new materials and
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methods in construction. According to another researches, innovation in construction industry
were recorded on field new information and communication technology, for example
increasing information systems in construction company and so on (Carnicky, et al., 2016).
The quality of information is the basic for decision making at the strategic or operational level.
Their processing within the required decisions must be made quickly, often in real time and
usually requires some automated support. This task is carried out by important support tool
for decision and an integral part of the daily work of managers, analysts and executives across
the enterprise. Information systems can be one of way to increase managerial and digital
competencies.

1 CONSTRUCTION PROJECT MANAGEMENT TROUGH INFORMATION SYSTEMS

Managerial and digital competences have been examined in several countries
worldwide. According to the European Commission's research, the largest requirements are
for working with information and knowledge (Ferrari, 2012). Generally, a lot of researches
point to the need for effective work with the data, especially necessary for right decision
making on the basis of relevant data and information. Extensive research was conducted in
the United Kingdom in last year. Research was realized by Department for Business innovation
and Skills of United Kingdom. This research answered on questions as: What is the current
demand for digital skills across the economy and what are the different types of digital skills
requirements? According this research, the use of digital channels also improves the way
public services are delivered at the national and local levels (Department for Business
Innovation and Skills, 2016). 90 % of companies said lack digital skills of their managers
(Capgemini Consulting, 2013). In spite of this fact, only 46 % of companies are investing in
developing digital skills. From this research is known that, existing efforts to develop skills are
out of sync only 4 % of enterprises align their training efforts with their digital strategy. Almost
77 % of small and medium-sized enterprises in United Kingdom not having a basic digital skills
(Department for Business Innovation and Skills, 2016). Based on this research, 35% percent
of construction enterprises began to provide training for the acquisition of digital competence
in new technology. To a large extent, the number of training coincides with a number of large
construction companies. This number is still low. For comparison, 60% of establishments in
education sector began to provide training for the acquisition of digital competence in new
technology. The current state of business and digital competences in Slovakia has been
mapped in the survey conducted by MesaroSova and Mesaros (MesaroSova and Mesaros,
2012). The research with titled “Identification of key competencies of university students for
the needs of knowledge society development in Slovakia” shows current state of digital skills
of students in Slovakia. But, this research was not realized in construction sector, only in
education.

Construction field is characterized by fragmentation which exists both within individual
phases as well as across project phases (Howard, et al., 1989). Participants from various
organizations who are involved in a project phase or in different project phases are facing
ineffectiveness and inefficiency in their coordination, collaboration and communication (Cerny,
et al., 2013). Powerful information systems has become a prerequisite to manage the projects
more efficiently and effectively, and aid the project managers in their decision-making (Lee
and Yu, 2012). The job does easily, quickly and accurately can constitute a competitive
advantage. This may also be in the use of technologies for cost planning and budgeting of
construction production. Progress of information systems are undeniable in every field.
Currently, the concept of IT (Information Technologies) covering both hardware and software
which contains various essential software, application software and development resources
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(Mesaros, 2013). There are all information resources used in the creation and use of IS
performance. Information and communication technologies are the methods, procedures and
methods of collection, storage and processing, evaluation, selection, distribution and current
receipt of the necessary information in the required format and quality (Stoffova and Stoffa,
1999). The question is how these information systems can impact to the increase of
managerial and digital competencies of managers. What are differences between different
sizes of construction enterprises?

According to Grovo, it describes eight core digital skills that can be applied to
information technologies in the construction industry. Information technology allows users to
work effectively with documents, for example with project documentation, financial statement
and so on. Information system is an appropriate tool for project collaboration and project
management, generally. Simultaneously, it is a tool for protectionists, investors, but also for
contractors and subcontractors too. Communication is very important in managing anything.
This is one of the basic skills of each manager. Information technology also helps
communications. Information system is appropriate to clarify the specific things in the project
documentation for the participants of the construction project. Information systems is a
flexible platform.

Based on defined core eight digital skills that can increase the use of information
system, it can be defined the main benefits of information system. These benefits include:
coordination and collaboration (that is one of managerial skills of managers), it can detection
of conflicts. Another benefits of information system linked with achieving managerial and
digital skills are following (Calevert, 2015):

High level of customization and flexibility,

Cost optimization and schedule optimization,

Life cycle management,

Better drafting (cost reduction, quality assumption),
Conflict detection and Risk management and so on.

2 METHODOLOGY AND RESEARCH SAMPLE

The main aim of research was set like to confirm or refute the claim, that progressive
technology as information systems increase to managerial and digital competencies of
managers in Slovak construction industry. Extended aims were set with linked on some factors
affected on increasing of managerial and digital competencies of managers. There are
construction size and participant of construction project. The Internet is one of the tools
(methods) of data collection for purpose of research.

The questionnaire was sent by e-mail, as electronic surveys allow the transmission of
more information, they support a better interaction between the researchers and the
respondents, and they contribute to a better quality of information and faster response.

The survey was conducted on the total survey sample, 125 respondents. 57
questionnaires were received, out of which 55 were considered valid, thus a 44 % final
response rate. Respondents included companies from all regions of Slovakia. The companies
were divided into small, medium and large enterprises under the Act 231/1999 Law Code on
state aid. Classification of the enterprises is treated to the breakdown according to European
Commission Recommendation 2003/361/EC. Information about the respondents is presented
in Table 1.
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Table 1: Research sample

Source: own processing

For data processing was used rate on Likert scale from 1 to 5 (where 1 — minimum
level of managerial or digital competencies and 5 — maximum level of managerial or digital).
The evaluation methodology was also used in this research. It is a method that allows to
quantify the use or impact on selected basis of factors. This method was used in evaluating
degree of influence information systems to increasing digital and managerial competencies of
managers in Slovak construction industry. The result was quantified exploitation rate, or
influence rate. Statistical significance was tested by Kruskal - Wallis test at the significance
level a = 0.05. Kruskal - Wallis test (Kruskal - Wallis ANOVA) is a direct generalization of the
Wilcoxon two-sample test case for more independent sample.

3 RESULTS

Generally, world trend in the use of information systems is growing. Abroad, large
construction enterprises use this tool more widely than Slovak enterprises. The situation in
Slovakia is different in something. It was noticed increased trend in the use of information
systems technology in Slovakia construction industry. But the exploitation rate of information
systems is still low (figure 1). The exploitation of Information system in Slovakia construction
industry is the highest in large construction enterprises. Micro construction companies using
information systems in the smallest degree. It reached exploitation level only 1,24. Large
construction companies use this tool more widely. Exploitation rate achieve value of 3,57 in
this group. The situation is similar in the assessment in terms of participants in the construction
project. The greatest exploitation level achieved the group of investors and developers. It’s
value reached 2,99. Contractors achieved exploitation level 2,67. Planners and architects did
not value more than 2.
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Investor/developer T, 2,99
Planners/architect T 2,35
Sub-contractor T 1,89
Contractor T 2,67
Microcompanies T 1,24
Small companies T 2,35
Medium-sized companies T, 2,96
Large companies T 3,57

Figure 1: Exploitation of information systems in Slovak construction industry
Source: own processing

Next figure shown level of managerial and digital competencies in construction
enterprises divided by use and not use of information systems. According results from research
it can be said, that information systems has impact on developing of managerial and digital
competencies. Level of managerial competencies of managers in Slovak construction, that use
information systems achieved value 3,98. Contemporary, managerial competencies of
managers in Slovak construction industry not using information systems achieved value only
2,38. Similar situation is for level of digital competencies. Digital competencies of managers
in enterprises, that use information system achieved value 4,16. Contemporary, digital
competencies of managers in Slovak construction industry not using information systems
achieved value only 2,19. Similar situation is for level of digital competencies. All of this results
had to verification by Kruskal-Wallis test. All results are in table 2.

4,16
3,98
2,38
Level of managerial Level of managerial Level of digital Level of digital
competencies (Use of IS) competencies (Not use of competencies (Use of IS) competencies (Not use of
IS) IS)

Figure 2: Managerial and digital competencies of managers in Slovak construction industry
Source: own processing
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Table 2: Kruskal-Wallis test

Source: own processing

Based on Kruskal-Wallis test it can be confirmed the statement that information
systems increase to managerial and digital competencies of managers in Slovak construction
industry.

CONCLUSION

Managerial and digital competencies of managers in construction industry represent
competitive advantage of every enterprise. Increasing of managerial and digital competencies
is difficult process. New progressive technology as information systems offer a new approach
to information and to be improved. The research pointed to the possibility of increasing of
managerial and digital competencies trough information systems. The research confirmed
statement that information systems increase to managerial and digital competencies of
managers in Slovak construction industry.
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MARKETING — TRENDS, PLANNING AND STRATEGY
MARKETING — TRENDY, PLANOVANIE A STRATEGIA

Bohuslava MIHALCOVA — Michal PRUZINSKY - Lenka STOFOVA

ABSTRACT

Marketing is an important element of business management because it focuses on the market
and every customer. Effective marketing is one that benefits not only a business but also a
customer. It helps find the right product at the right time, at the right place and at an
acceptable price. The paper focuses on the basic concepts of marketing and its trends. At the
same time, it briefly characterizes the marketing plan and the principles of the marketing
strategy.

Key words: marketing, marketing planning, marketing strategy

ABSTRAKT

Marketing je dolezitym prvkom riadenia podniku, pretoze sa orientuje na trh a kazdého
zakaznika. Uginny marketing je taky, ktory prind$a prospech nielen firme, ale aj zakaznikovi.
Pomaha mu najst’ potrebny produkt v spravnom case, na spravnom mieste a v akceptovatel'nej
cene. Prispevok sa orientuje na zakladné pojmy marketingu a jeho trendy. Zaroven strucne
charakterizuje marketingovy plan a principy marketingovej stratégie.

KI'icové slova: marketing, marketingové planovanie, marketingova stratégia

JEL CLASSIFICATION: E60, M31, 031, O35

THE BASES OF MARKETING AND ITS TRENDS

To discuss marketing planning, we first have to clarify what marketing is and the
trends due to marketing. Marketing is lifestyle creation and a communication towards
customers. Dynamic changes since 90-thies, increasing competition and the demands of the
customers have lead companies to recognition that only short time transactions wouldn 't be
enough. It is necessary to focus on the existing customers who are, or will be loyal in the
future. (Morwitz, V. G. Johnson, E. & Schmittlein, D. 1993; Sherman, S. J. (1980). Therefore,
in the 90-ties in opposite to transformation marketing there appeared relation marketing
whose effort is to build strong economic and social relationship with important customers on
the basis of the high quality of individual solutions demands witch bring extraordinary value
to the customers for the reasonable price.

The substantial difference between transaction and relation marketing can be
discussed in two levels: Firstly shifting from competition and conflicts towards mutual
networking. In transaction marketing a supplier evolves pressure on the customer to buy his
products even the customer doesn 't need them. On the contrary, relation marketing focuses
on the creation of value which the customer is looking for. Secondly shifting from the
independence of subjects toward their dependence. Transaction marketing is pressure on
anonymous customers using many competitive products. Relation marketing makes efforts to
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integrate isolated economic entities into the mutually dependent loyal customer relationship;
the reason for shifting from transaction to relation marketing was an essential change in the
way of customer consumption. (Harroch, R. & Lipkin, D. A. 2014.) Customers do not consume
only separate products or services but are looking for the processes which can bring them
required values. (Pierre B., Pitt, L. F. Ewing, M. T. & Bakkeland G. (2003). An example: When
customer buys a car, he/she can be satisfied with the product, but absolutely dissatisfied with
the attitude of the dealer. Because the customers don “t value only the function parameters
of the car (consumption, average speed, safety and so on), but even the way, how it is sold,
payment conditions, service etc.

The beginning of the new millennium became the beginning of a new era in the global
market, too. It can be characterized by several major trends, among which there are the
following (Csikdsova, Mihalcova and AntoSova, 2015):

Globalization is the trend toward increasing interdependencies among world markets
and the diffusion of new ideal, technologies, products, services and lifestyles.

New economy, as a result of information technology development, digital
communication penetrated all field of en entrepreneurship, linking up separate markets and
firms into a single global community and last but not least transition of the community from
industrial economy towards acceptance of new economy as a result of changes in customer
behaviour.

Regionalization and localization, lead to the emergence of very strong economic
alliances but to smaller regions as well. Manufacturing with high demand on labour force is
gradually shifted eastward; where the substantially lower price of labour ensures lower costs
of production. At the same time, traditional centres are homes to residences of multi-national
companies with the majority of senior managerial posts, research and development, centres
of production services in the form of financial (banks, insurance companies, invest mentors)
and further services (consulting, law, advertising etc.), and manufacturing demanding high
quality workforce, concentrated in EU countries, Japan and North America.

Reengineering, meant as a fundamentally revisiting and radical transformation of the
entrepreneurial processes (involving changes in the company as a whole or its parts), or
initiating and bringing about changes not only in the company but also in its immediate
surroundings.

Mass customization, consisting in hew approach to customer, when the individual is
becoming the market. Due respect is paid here to higher customer requirements in terms of
quality, reliability and speed. The customer is no longer remains in anonymity, the product is”
tailored” to his or her size” and purchase is often realized ahead of manufacturing.

Development of information technologies, present mostly in the form of
telecommunication and word-wide computer network, with substantial influence in the
business with commodities and capital, management of companies and Exchange of
information, consulting and finance related services.

Growing importance of national cultures, expressing respect to the existing cultural
heterogeneity of the global (European) economic area, demonstrated by new approaches to
management, marketing and communication (inter-cultural management, marketing and
communication).

The new trends of the scientific and technological development affect marketing, and
market strategy of a manufacturing organization is substantially affected by levels of
innovation of its products, too.

These changes are key one how to make tailored well size marketing.

The seven key components of marketing are: necessity, wish, demand, product,
exchange, transaction and market. The basic component of marketing is necessity. Necessity
is the state of having a need. Necessities are divided into:
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- Physical necessities (food, clothing, warms and safety),
- Social necessities (" social life),
- Individual necessities (educational needs, self-realization).

Wish it is a particular form of expressing someone’s needs. Everything you need
based on your budget. If you have a budget, it is your demand. Product is everything offered
on the market.

Important attributes of products are FED factors:

F — function
E — efficiency
D — design.

Based on the FED factor products can be classified into three groups:

a) products where design has no practical meaning

b) products with necessary balance between the three variables

¢) products where the design is very important.

Every product has own specification:
- Core of a product — defines its purpose.
- Product itself— quality, brand, style, packaging etc. characterize technical parameters.
- Extended product - installation, additional services, guarantee, i.e. the way how to
sell and use the product.

Return to the key components of marketing. Exchange is an obtaining of the desired
object for the refund. Transaction is the evaluated unit of marketing. It is the exchange of
values between two parties:

- Cash transaction
- Barter transaction.

Market is a grouping of existing and potential purchasers of products (self-supply,

decentralized exchange, centralized exchange, etc.).

ESSENCE OF MARKETING PLANNING
One of the most important outcomes of the marketing process is a marketing plan.

It is created on the basis of marketing planning. (Horakova, H., Svarcova, M. & Volf, L. 2017).
Marketing planning answers the question how to apply marketing resources to achieve
objectives. Marketing plan plays an important role in the planning system. Without the proper
estimate of what products and services are required by customers, there is no sense to plan
their production or offer services.
Contents of marketing planning are:

- Data analysis and synthesis of companies ‘environment;

- Marketing objectives;

- Marketing strategy;

- Marketing programs;

- Communication;

- Control process.

Data analysis and synthesis of companies ‘environment

Macroeconomic environment

A. Demographic Environment
Demographic environment is the most important. When you want to do business, you have to
know the trends in this environment. WHY? Because demographics is about natality, mortality,
gender, differences between cities and villages, etc.

B. Economic environment
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1st component of economic environment is EXCHANGE RATE. Lots of companies are involved
in international business and it is very important to monitor the trends of exchange rate
development (ER). Exchange rate affects both export and import of company products. When
ER in our country decreases, it is an opportunity for our company to sell much more products,
because they are cheaper on the international market.
2nd component is ECONOMIC GROWTH (EG). When EG is positive, it results in growth of
purchasing power, higher wages or salaries, higher consumption and higher standard of living.
3rd component of economic environment is INTEREST RATE. When interest rates increase, it
is more difficult for companies to get loans because they are more expensive. When interest
rates decrease, then there are more opportunities for obtaining loans (loans are cheaper).
4th component of economic environment is INFLATION. It causes devaluation of money. High
level of inflation is a negative factor of doing business. Inflation destabilizes market prices.

C. Legislative and political environment
Legislative and political environment includes laws, directives, and government agencies as
well as lobby groups. The analysis of the environment is aimed to create and support a stable
environment through its representatives, all that with due respect to human rights and basic
freedom and democracy.

D. Technical and technological environment
The rate of the development in technology directly affects the rate of economic growth. Every
change in the technology does not only influence the external environment of the company,
but also the company s ability to innovate and push further its activities at a higher level of
technology.

E. Social and cultural environment
Social and cultural environment represents a set of patterns of behaviour in the society and
cultures.

F. Ecological environment
It is concerned with the laws of ecology and movements, respecting them while doing
business.

Branch-related environment

When analysing a branch, our attention is focused on investigating the influences of
these groups. Changes in their behaviour can be of crucial impact on the company. The
groups are: competition, customers, suppliers and other critical factors (e.g. substitutes).
Besides macro- and microeconomic analysis it is important to analyse customers, products
and their sale in relation to the competitiveness of the company. Marketing goals and strategy
are formulated after the analysis, which is the base for production plan, or services.

MARKETING STRATEGY

An effective marketing strategy helps companies to define their overall direction and goals
for marketing. The strategy should articulate how goals for marketing deliver products or
services in ways that will satisfy their customers. Each marketing strategy is based on four
basic principles.

1. Specialization

2. Differentiation

3. Segmentation

4. Concentration.

Specialization
Means to focus on something special for the client such as a product, a service, a client
technology or a field of marketing.
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Differentiation

Answers the question: ,Where are you or could you be ,the best?" It creates:
- Your competitive advantage;
- Your area of excellence;
- Your ,Unique selling proposition";

Segmentation
Division of the market into a number of segments of customers who appreciate the
differentiation and are willing to pay more for the specialization. Segmentation answers the
question:

- Who are those customers who most appreciate your area of superiority?

- What are their demographics?

- What are their psychographics?

- How would you describe your perfect customer?

A good manager will not tell you ,, describe your product or service you offer", but he will say:
» tell me who your customer is". When creating a suitable marketing strategy it is necessary
to focus on customers” problems and persuade them that you can solve these problems.

Concentration

Focuses on the segmentation and decision making where to invest time, money and sources.
One of the tools how to create marketing strategy properly is Ansoff matrix. The Ansoff Matrix
was developed by Igor Ansoff and first published 1957. It has given generations of marketers
and business leaders a quick and simple way to think about the risks of growth. (Mind Tools
Editorial Team. 2017).

Market
Development

New Diversification

Markets

Market Product

Existin
? Penetration Development

Existing Productsand New
Services
Figure 1: Ansoff matrix
Source: https.//www.mindtools.comypages/article/newTMC_90.htm
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Market penetration, in the bottom left quadrant, is the safest of the four options. Here,
you are expanding sales of existing products in your existing market: you know the products
work. Product development, in the bottom right quadrant, is more risky, because you're
introducing a new product into your existing market. With market development, in the top left
quadrant, you're putting an existing product into a new market. You can do this by finding a
new use for the product, or by adding new features or benefits to it. Diversification, in the top
right quadrant, is the most risky of the four options, because you're introducing a new,
unproven product into a new market that you may not fully understand.

How to use this tool?

Step 1: Analyse Your Options (by SWOT, PEST Analyses, Market Segmentation, Market
Development Analysis, etc.).

Step 2: Manage Risks (by Risk Analysis).

Step 3: Choose the Best Option (by Decision Matrix Analysis).

After the decision making process about your strategy, you have to communicate it.
Marketing communication is a fundamental and complex part of a company’s marketing
efforts. It can be described as all the messages and media you deploy to communicate with
the market.

Marketing communication includes advertising, branding, PR activities, online
presence, sales presentations, direct marketing, packaging, printed materials, trade show
appearances etc.

The last part of marketing planning is the control phase of the marketing plan. In the
control phase of your marketing plan, you must designate the standards you will use to
measure your marketing effectiveness. Part of the control process involves making sure
marketing efforts are producing results at an acceptable pace (Johnston, K.). When building
controls into your plan, create monthly or quarterly checklists of elements your control
manager should look for. These checklists may include improved customer responses on
surveys, increased distribution of your product or service and improved brand recognition as
measured by surveys. These monthly checklists show you whether you're on the right path
early in the marketing process. It's important to track whether the improvements you see
relate to the standards you set. Make sure that the standards you establish in your marketing
plan are used to measure the results. This will tell you how good your company is at planning
your marketing (http://smallbusiness.chron.com/control-phase-marketing-plan-67483.html).
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THE IMPACT OF QUALITY MANAGEMENT ON ECONOMIC
PERFORMANCE OF ENTERPRISES

VPLYV MANAZERSTVA KVALITY NA EKONOMICKU VYKONNOST
PODNIKU

Lenka STOFOVA

ABSTRACT

Despite all studies carried out in order to analyze the impact of quality management systems
implementation and certification over companies' financial performance, conclusions reached
so far have been of a contradictory nature. Some authors conclude that there is a positive
relationship between quality management system and companies' financial improvement,
while others do not find evidence to support such a relationship. The quality should be
incorporated in the corporate strategy. These companies should successfully manage the
quality of their products, services, business processes and other aspects of the quality. It
requires monitoring and analyzing quality cost. Attention should be paid to the quality because
of its direct impact on the customer loyalty. The quality control can be based on 8 quality
management principles whose implementation greatly contributes to increasing of the
efficiency of a company operations and financial prosperity. Also the most prominent problem
of the quality control is the fluctuation of employee and insufficient record keeping of the
quality cost.

Keywords: quality management, performance, cost of the quality, enterprises

ABSTRAKT

Cez vsetky uskutocnené studie boli vyvodené zavery s cielom analyzovat’ dosledky zavadzania
systémov manazérstva kvality prostrednictvom finan¢nych vysledkov podnikov vyrazne v
rozpornosti. Niektori autori dospeli k zaveru, Ze existuje pozitivny vztah medzi systémom
manazérstva kvality a financnym zlepSenim podnikov, zatial' ¢o ini autori neidentifikovali
dbkazy podporujlce takyto vztah. To si vyzaduje sledovanie a analyzu nakladov na kvalitu.
Pozornost’ by sa mala venovat’ kvalite kvoli svojmu priamemu vplyvu na lojalitu zakaznikov.
Kontrola kvality méZze byt zalozend na 8 principoch manazérstva kvality, ktorych
implementacia vyznamne prispieva k zvySeniu efektivity fungovania a financnej prosperity
podniku. NajvyznamnejSim problémom kontroly kvality tiez predstavuje fluktuacia
zamestnancov a nedostatocné vedenie zaznamov o nakladoch na kvalitu.

KI'iCové slova: manazérstvo kvality, vykonnost,, naklady na kvalitu, podniky

JEL CLASSIFICATION: L250

INTRODUCTION

At present, the objective of enterprises is not just the value of economic gain but also
efforts to focus on prosperity over the long term, while it is important not to focus solely on
the area of economic indicators, but also to focus on the complex of non-financial indicators.
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One of the important non-financial indicators is the precision of product and service quality,
customer satisfaction and loyalty. The consolidation of the enterprise's market position is an
important process of improvement and improvement throughout the organization. This
reduces costs in manufacturing processes, streamlines these processes, and improves the
quality of products and services, activities, and processes across the enterprise (Holler, 2009).

The quality management system explicitly contributes to the improvement of the
company. However, implementation of this system does not represent a guaranteed success
for the enterprise, the need for an active involvement of business management, all employees
and the whole enterprise. Quality and its management are the primary drivers of the economic
prosperity of all business entities. The commitment of financial analysis to value creation for
the customer is now a matter of course. Employee visions and strategies, and predictions of
future developments, use financial indicators that are complemented by qualitative indicators.
Implementation and compliance with quality management principles and systems contribute
to ISO standards, self-assessment models, quality management tools, and methods to achieve
them. Tools and methods provide a constructive view of the business situation, help to identify
not only problems but also potential opportunities and suggest solutions. They contribute to
eliminating losses, uncovering possible risks, reducing the time consuming of all processes,
speeding up product placement and thus achieving a competitive advantage, and last but not
least, increasing customer satisfaction. The key benefits of tools and methods in quality
management systems are to achieve customer satisfaction, all stakeholders, and benefits for
the enterprise, both on the financial and on the benefits side (ISO, 2015).

4 COHERENCE OF BUSINESS QUALITY AND PERFORMANCE

Applying a quality management system means developing, constructing, producing
and securing a quality product that is as economical and useful as possible, and which has
satisfied the user. Quality is in reciprocity not only for products and services, but also for
activities and processes.Quality is a key factor in a business-friendly business. The company
places emphasis on quality primarily because quality is "worthwhile". Quality is identified with
the satisfaction of customers, and if customers are satisfied, the product is considered quality
and vice versa. High customer focus and increasing dependence on products and services shift
quality issues increasingly to the forefront of business interests. The high quality of products
and processes ensures high technical reliability and leads to minimization of risks and thus low
quality products.Modern management includes finance, quality, environmental protection,
health and safety. At present, management has a key role to play in the enterprise's prosperity
and survival. The area of management is subject to developments characterized by permanent
and critical changes. This is particularly true of advanced economies, but, of course, through
the effects of globalization, this dynamics of the development of modern management
translates into other parts of the world. The main trend in the development of modern systems
is the increasing attention paid to the human factor or the soft element in the process (Kyriazis
— Anastassis, 2007).

The bulk of companies producing products or services combine their economic results
with the quality of products and services, processes and resources. It monitors the quality
correlation to economic performance when applying a range of economic indicators. In
business practice, it is explicitly necessary to sell the products and get them paid in due time.
In particular, economic indicators and, in particular, quality indicators are quantified in practice
to monitor quality. The economic indicators take into account the profit, the costs that are
spent, the increase in labour productivity, the time of inventory turnover and a number of
other economic indicators. The company can not explicitly quantify what the quality has
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brought to the cost side or the benefits side. The quality indicators are followed by the number
of non-matching products, the number of complaints and the satisfaction of customers.
Providing first-class quality is an elemental starting point for acquiring and maintaining a loyal
customer. The goal of business strategy is to achieve favourable economic results (Chari,
2009).

1.1 Identification of the quality aspects of the company's economic performance

Identifying the economic aspects of quality is a crucial factor that creates a link
between the financial management system and the quality management system. Focusing on
just one of these areas does not lead to the long-term prosperity of an enterprise, as cost
containment can lead to a restriction of product quality. It is also important to prevent financial
losses by improving quality. However, quality does not produce immediate results. Enterprise
management should quantify the costs of quality improvement and, within financial planning,
determine whether these costs are adequate (Holler, 2009).

The qualitative development of the company's outputs contributes to improving the
financial situation rather in the long run. The term quality is defined in the ISO 9000 standard
as the degree of fulfilment of requirements by a set of inherent characteristics. It is necessary
to analyse and identify the real contribution to quality for the economy of the enterprise. The
company fulfils the postulates and the customer's material and economic expectations, that
is, the product requirements at an acceptable cost not only for procurement but also for
operation. Quality must lead to favourable economic results and this fact needs to be verified
(Friedli — Mundt — Thomas, 2014).

Costs of low quality, which have been explicitly quantified, go through accounting
records, while the enterprise's top management is the basis for evaluation. It is a loss of faulty
products, complaints, damages to the environment, health and safety. Accounting records also
do not capture any losses that occur in the enterprise. Costs of low quality that did not pass
through the accounting records must be searched, recorded and quantified in the operative
records. Businesses often do not see the amount of these costs, but they need to be explicitly
defined, eliminated and possibly minimized. These are the costs of downtime, loss of
overcapacity, wastage, mismanagement, worker training, inflexibility in business processes,
bad decisions, changes in production processes or documentation, redundant administration,
staff turnover, excessive inventory, large volumes of timeless work (LinB, 2011).

It follows that an enterprise is a system composed of several sub-subsystems and, in
terms of quality, it is necessary to pay attention to all these parts. It is important to make the
products, sell them and have a positive economic performance. And the quality of the product
is the relevant factor of saleability. In addition to the quality of the product, the customer also
considers the costs they have to spend on the product, but also on its operation and
maintenance. In practice, businesses focus on revenue and costs. Unfortunately, a number of
businesses are dedicated to quality and environmental issues only when the cost of their
spending is recorded. Many businesses are still not verifying how quality contributes to cost
containment or increased performance.

1.2 Costs related to quality

For measurement and monitoring of costs related to quality, some of the basic models
listed in Table 1, where the basic differences of these models are also compiled.
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Table 1: Financial Measurement Models in Quality Management Systems

Cost group PAFModel COPQ | Model of process Life cycle cost
Model costs model
Cost of Internal Errors X X X X
Cost of External Errors X X X X
Rating costs X X X
Prevention costs X X X
Unused opportunities and
. X X
investments
Cost of environmental damage X
Operating costs X

Source: own processing

The costs of internal mistakes are costs incurred within the enterprise due to errors in
meeting quality and legislation requirements. These are production errors or supply errors.
The cost of external mistakes is that incurred as a result of non-compliance with customer
requirements and legislation after delivery to the customer. These are costs in reciprocity to
customer dissatisfaction and unused opportunities. Rating costs are costs associated with the
conformity assessment and compliance processes on the manufacturer's side. These are the
costs of assessing the conformity of internal and external processes, the purchase and
maintenance of measuring equipment, and the review of evaluation records. Prevention costs
are spending to prevent and reduce risk in case of disagreement. This is the cost of correlation
to the development of customer relationships, the quality of supply, the process of
improvement, prevention and quality in production. Unused opportunities are unjustified
business expenses due to poor management decisions. Their quantification and identification
is very difficult. These are the costs of coherence for unfinished projects, unnecessary
inventories, waste, unused capacities, downtime, unused areas of halls and warehouse. Costs
of environmental damage arise in coherence with non-compliance with environmental
requirements. These are expenses related to waste disposal or environmental damages.
Operating costs are total expenditure on the operation, maintenance and disposal of
equipment. A requirement for cost reduction in connection with quality is to meet all
requirements.

2 METHODS TO ACHIEVE ECONOMIC BENEFITS OF QUALITY

It is important to predict the aspects that affect their fulfilment in order to fulfil
established missions and business visions. The mission of business owners' missions is to make
money, and it is necessary to postulate aspects that affect the ability of a business to earn
money. The solution can be to implement these aspects - maintaining high profitability, gaining
and retaining satisfied customers, employing competent employees, finding cheap resources
and capable suppliers and sticking to the right side of the law. The good quality of a product
or service is said to be in terms of good and lasting saleability, customer satisfaction and good
usability. So business depends on quality (LinB3, 2011).

In order to verify the introduction of financial measurement in quality management systems,
the following aspects are addressed (Czechtrade, 2016):
— high quality reciprocity costs which are high and cannot therefore be ignored,
— costs are expressed in money terms and are a prerequisite for responding to
disagreements and unsuitable products,
— costs are well understood in value terms also for employees of the enterprise.
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If the worker is aware of the damage caused by his misconduct, he also contributes
to improving the quality of work in the company.
In consistency with 8 Quality Management Principles, there are a number of processes
that need to be implemented to meet the implementation requirements of the tools and

methods (Table 2).

Table 2: Quality management principles - processes, tools and methods

orientation

- developing and managing customer relationships,
- measurement of customer satisfaction and loyalty.

Principle Processes Tools and methods
- Marke_t _research, anaIy5|s_and assessment, SWOT, BSC, CRM,
Customer - examining customer requirements,

FMEA, QFD, DOE,
APQP, PPAP

Managing and
managing people

- Strategic planning - Declaration of missions, visions,
Business objectives in line with customer

requirements,

- allocation of responsibilities and powers,

- internal and external communication, risk analysis.

SWOT, BSC, Matrix
diagrams, Trends
diagrams, FMEA, FTA

Engaging people

- human resource planning, evaluation,

- detecting weaknesses in performance,

- continuous training of employees, job descriptions,
motivation, teamwork.

SWOT, BSC,
benchmarking,
Satisfaction Index

Process approach

- definition of processes, activities and links,

- setting target values for indicators,

- process planning, allocation of resources,

- Monitoring and evaluation of performance indicators
and process improvement.

BSC, FMEA, APQP,
PPAP, Lean
production, Network
diagrams, DOE, SPC

System approach
to management

- a detailed description of individual processes, a
declaration of interconnection in the manuals,

- setting objectives, analysing and managing risks,
- performance evaluation of the system.

BSC, FMEA,
Development and
network diagrams,,
SPC, Self-assessment

- to understand it as the primary goal,
- identification of opportunities for improvement,
Use of appropriate methodology,

Benchmarking, SPC,
brainstorming, BSC,

decision-making
based on facts

based on results measurement processes, use of
appropriate statistical tools and data evaluation,
- resource planning and material requirements.

Continuous T . FMEA, self-

. - providing resources for improvement,

improvement - collecting and analysing information, designin assessment,

) 9 ysing ! gning Satisfaction Index,

solutions, FTA, Value analysis
- tracking and evaluating results. ! Y
- Collection of accurate and reliable data

Access to - processes over time, appropriate data analysis SWOT, BSC, DOE,

FMEA, SPC, Value
analysis

Mutually
beneficial supply
relationships

- selection of strategically important suppliers,

- regular evaluation of suppliers,

- communication and motivation for improvement,
Collect data for correct decision.

SWOT,
benchmarking, CRM,
PPAP, QFD, FMEA,
Statistical methods

Source: own processing

These tools and methods help management to detect problems or possible
opportunities by identifying a solution path and thus contribute to eliminating losses. It is
important for an enterprise to analyse and evaluate methods that combine quality
management with economic benefits for the enterprise (Friedli — Mundt — Thomas, 2014).
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On the basis of a survey of acquired knowledge, we can assert that management
models for measuring performance related to quality and improvement effects are the result
of the need of businesses to reconcile, link or merge separate established systems, processes
and aspects of the business. Quality Management emphasizes the importance of
understanding and meeting customer requirements, the need to monitor processes in terms
of value creation, achievement of results in terms of performance and efficiency of processes
and their continuous improvement based on objective measurement results towards
increasing the economic performance of the company.

CONCLUSION

The success of the business depends on the degree of utilization of the competitive
advantage of each enterprise. Especially nowadays, when there is a constant change in the
business environment, it is extremely difficult for an enterprise to maintain this competitive
advantage on a long-term basis. World markets have been sharper globally over the past
decade, with transnational corporations taking a decisive role. As a result, their entrepreneurial
behaviour is gradually determined by the established business performance standards of all
enterprises. Thus, under the new conditions, only those entities that respond to changed
business conditions measure and continually assess the level of entrepreneurial performance
and strive for continuous improvement. For this reason, companies are forced to take into
account and in many cases implement a wide range of innovative management philosophies,
approaches, tools and techniques to help increase business performance and strengthen
competitive advantage. One way to achieve significant results is to use individual quality
management methods with the use of financial and non-financial indicators as part of their
corporate complexity.
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APPROACHES AND DETERMINANTS OF BUSINESS
PERFORMANCE EVALUATION

PRISTUPY A  DETERMINANTY MERANIA VYKONNOSTI
PODNIKOV

Frantisek HURNY — Roman LACKO

ABSTRACT

As the business environment has been developing rapidly in recent years, it is also important
to take into account the latest research on measuring and evaluating business performance.
The authors have recently distinguished the three main elements of corporate performance,
overall efficiency, operational performance, and financial performance. The core business
performance features include an incentive mechanism, a managerial improvement tool, and a
business objectives creation function. When describing business performance determinants, it
is necessary to identify the indicators and procedures in these four areas: dependent variables,
independent variables, control variables, and statistical apparatus. According to the literature,
it is possible to rank among the most frequently used dependent variables ROA, ROE and
Tobin Q. The contribution also mentions the most frequently used groups of dependent control
variables.

Key words: business performance, evaluation, determinants, operational performance,
financial performance

ABSTRAKT

KedZe podnikatel'ské prostredie sa v poslednom obdobi rychlo rozvija, je nutné prihliadat’ aj
na posledné vyskumy tykajuce sa merania a hodnotenia podnikatel'skej vykonnosti. Autori
rozliSuju v poslednom obdobi tri hlavné elementy podnikovej vykonnosti a to, celkov
efektivnost’, prevadzkovl vykonnost' a financnu vykonnost. Medzi hlavné funkcie podnikovej
vykonnosti zaradzujeme motivacny mechanizmus, manazérsky nastroj zlepSovania a funkciu
pri tvorbe cielov podniku. Pri popisovani determinantov podnikov vykonnosti je potrebné si
uréit' ukazovatele a postupy v tychto Styroch oblastiach: zavisla premenna, nezavislé
premenné, kontrolné premenné a Statisticky aparat. Podla prieskumu literatdry mozno zaradit/
k najCastejsie pouzivanym zavislym premennym ROA, ROE a Tobinove Q. V prispevku s
taktiez spomenuté najcastejSie pouzivané skupiny zavislych kontrolnych premennych.

KI'icové slova: podnikova vykonnost, hodnotenie, determinanty, prevadzkova vykonnost,
finan¢na vykonnost’

JEL CLASSIFICATION: M21, M42, L25

INTRODUCTION

In today's rapidly changing business environment, the importance of obtaining up-to-
date, accurate, objective, and complex information is growing to allow the company to make
the right strategic decisions. A non-negligible part of this information can be obtained from
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the results of the corporate performance evaluation. The performance measurement results
based on the selected variables help to constantly monitor, continuously evaluate the current
situation and subsequently take decisions that affect the overall business activity. Only by
effective management and evaluation of performance, a company can ensure successful
development and fulfillment of defined goals. The aim of this paper is to characterize
performance evaluation approaches based on selected criteria.

5 EVALUATION OF PERFORMANCE

Evaluation of corporate performance can be carried out through a large number of
diverse indicators. Generally speaking, the indicator with the highest reporting power for
selected company may not be the right indicator for the other company. In order to evaluate
their performance, companies can select from indicators that can be grouped into several sub-
groups based on their nature. In the literature, we can find indicators for evaluation of
corporate performance divided to:

- Financial (profit, costs, revenues...) and Non-financial (tones, percentages,

pieces...),

- Quantitative (sales, number of customers..) and Qualitative (customer

satisfaction...),

- Traditional (indicators of profitability, liquidity) and Modern (Economic Value Added

- EVA, Cash Return on Gross Assets - CROGA...).

From the above mentioned, it is clear that almost every single indicator can be
grouped into one of the three divisions. However, this division is not the only option to divide
performance indicators into homogeneous subgroups. Evaluation of performance is often
connected with the financial side of the business activity. This approach has been applied in
the early stages of the performance evaluation, but in the last decades the non-financial
elements affecting the performance of the company are also coming to the fore. Therefore,
we can divide the performance evaluation into three categories: financial performance,
operational performance and overall effectiveness (Hult et al. (2008), Venkatraman and
Ramanujam (1986)).

Evaluation of overall effectiveness is considered to be the broadest approach to
corporate performance evaluation. Its essence is to analyze the strategy's long-term fulfillment
throughout the company. The disadvantage of this approach is the difficulty of measuring (it
requires extensive knowledge of the company and the environment in which it operates) and
the presence of subjectivity that is associated with indicators such as reputation, perceived
performance or performance compared to competitors. For this reason, overall effectiveness
is included in the area of qualitative research (Pudil et al., 2014, Hult 2008).

In the last few decades, performance evaluation based on non-financial, operational
indicators is becoming increasingly important. Although the achievement of financial
performance is one of the basic aspects of business activity, not all factors that affect the
company can be captured through financial indicators. Operational performance is based on
the non-financial side of performance. It examines the quality of processes and products or
productivity. The results thus serve mainly for company management in relation to their
decisions towards the improvement of business processes (Pudil et al., 2014).

Neely (2007) identifies five objectives in area of operational performance together
with the associated partial objectives:

- Quality (performance, reliability, perceived quality...),

- Dependability (schedule adherence, delivery performance, price performance...),

- Speed (delivery speed, delivery frequency, new product development speed...),
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- Flexibility (material quality, new product, deliverability...),

- Cost (manufacturing cost, value added, selling price...).

The key role of managers is to realize that focusing on one goal from the above five
objectives will automatically cause changes to other objectives. For example, increasing of
quality can be reflected in increased costs. That is why we can call the management of
objectives in the operational area as "seeking compromises".

The predominant approach to performance evaluation in area of quantitative research
is evaluation based on financial performance indicators. Their advantage, in comparison with
the previous two approaches, is the easier accessibility of data (from publicly available
databases or financial statements of companies) and the absence of subjectivity (given that it
is a "hard" data). Potential disadvantages may arise due to inconsistencies in the
implementation of accounting operations within individual companies (Pudil et al., 2014).
Venkatraman and Ramanujam (1986) refer to this approach as the narrowest concept of
corporate performance evaluation that focuses on financial indicators that should reflect the
degree of meeting the company's economic objectives. This approach therefore presupposes
dominance and orientation to the economic objectives of the company.

Otley (In Neely, 2007) identifies three main functions of financial performance
indicators:

e Use of financial performance indicators as a financial management tool. Emphasis is
placed on the functional specialization of finance and financial management. This
concerns the effective provision and use of financial resources to support broader
company objectives and manage the efficient and cost-effective operation of the
finance function.

e The role of financial performance as the main company objective. Financial
performance indicators such as profit, ROI, EVA are used to measure the achievement
of an important (and perhaps most important) company objective.

e The role of financial indicators as a mechanism for motivation and control over the
company. In this case, financial information provides a "window" to a company
through which specific operations are managed by adjusting inputs and outputs from
the financial point of view.

An indispensable aspect of performance evaluation is the data source which is
necessary for obtaining the results. Venkatraman and Ramanujam (1986) distinguish two data
sources: primary (data collected directly in the company) and secondary (data available from
public sources). By combining these resources together with financial and operational
performance, they have identified the advantages and limitations that arise from their
combination. The main advantage of secondary financial data is their applicability when
comparing companies within the industry. On the other hand, the differences in accounting in
individual companies can distort this comparison to a large extent. Primary financial data are
characterized by less demanding interpretation, but at the same time there is a risk of their
unavailability due to their confidentiality. Regarding secondary operational data, they provide
performance data when financial data is unavailable or inappropriate. As in the previous case,
there is also a problem with their availability accompanied by inappropriate use of them across
industries due to their specificity and their unclear relationship to financial performance.
Finally, it is less likely that primary operational data will be affected due to confidentiality or
sensitivity, but at the same time there is a threat of their distortion.

What are the most commonly used indicators of performance evaluation within the
above categories? Venkatraman and Ramanujam (1986) identify the following most used
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indicators in area of financial performance: sales growth and profitability (ROI, ROS, ROE).
In the non-financial area (operational performance) identifies indicators such as market share,
new product introduction, product quality or marketing effectiveness.

Suchanek et al. (2013) has used the division of performance into the three areas
above mentioned in selecting appropriate indicators in their corporate performance research
in Czech Republic. In the journals review, they focused on identifying the most used indicators
according to these criteria. The results were as follows: in the area of financial performance -
indicator based on revenues, ROA and other types of profitability, in the area of operational
performance - market share and productivity, and finally in area of overall effectiveness -
subjectively perceived overall performance and performance compared to competitors. Based
on this review, in their analysis focused on quality, customer satisfaction and corporate
performance, ROA, ROE, turnover of assets (as standard performance indicators) have been
selected together with liquidity. This indicator was added to the analysis because it
complements the evaluation of other indicators, because liquidity assesses the solvency of the
company.

Based on a study of ninety-six articles dealing with the performance evaluation of
companies engaged in international trade, Hult et al. (2008), as well as the previous authors,
examined the same criteria. The individual categories (overall effectiveness, operational
performance, financial performance) were used at three levels — company, strategic business
unit and inter-organizational unit. This created nine possible combinations in which
performance indicators could be identified. The most used was the evaluation of financial
performance at the company level (44.8%). The evaluation of financial performance was the
most commonly used type from the three categories mentioned above. In terms of specific
measurement indicators, the most used financial indicators include sales based indicators
(sales volume, foreign sales /total sales, sales growth, increase of foreign sales), ROA, ROI,
and profitability. In area of operating performance, it is market share and productivity.
Reputation, performance relative to competitors and perceived overall performance were the
most used indicators of overall effectiveness.

2 DETERMINANTS OF PERFORMANCE

In the previous chapter, we have characterized three performance categories — overall
effectiveness, operational and financial performance. In our previous research, based on the
review of the current literature of corporate performance, we have added specific indicators
which are mostly used to evaluate performance, to this theoretical view. We have focused
mainly on determinants that affect performance itself. The results of how the selected
determinants affect performance differ. The main reason is that each model has its
specifications, scope and input variables, which may vary depending on the authors. As a
result, there are a large number of performance studies in the literature that bring varied
results. Thus, the evaluation of performance has nature of a "natural experiment". The authors
examine the impact of their chosen determinant on performance (and other factors keep
constant).

In our literature review we focused on identification of:

- dependent variable (performance indicator),

- independent variable (determinant of performance),

- control variable,

- statistical method.

The results of our literature review are as follows: the most commonly used
performance indicators (dependent variable) are ROA and Tobin s Q (ratio total market value
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to total asset value), indicator ROE was also used. The choice of the independent variables on
which the relationship to performance is examined is linked to the research area. In our
research we met with determinants from different areas — corporate governance (Andreou et
al., 2014), corporate social responsibility (Saeidi et al., 2014) or ownership concentration
(Lourenco and Branco, 2013). We also identified the most commonly used control variables:
Size (mainly logarithm of assets), Leverage (most often as ratio total debt to total assets) and
Age. All three of the above mentioned control variables were used in the papers of Nguyen et
al. (2015), Andreou et al. (2014); Li et al. (2015), Ahmad and Jusoh (2014) or Mashayekhi
and Bazaz (2008). In most papers, descriptive statistics, correlation, and regression were used.
While descriptive statistics and correlation are mainly used to obtain basic characteristics of
data, regression analysis serves directly for the measurement and subsequent evaluation of
the performance of the surveyed companies.

CONCLUSION

A literature review has shown that in recent years, business performance
measurement has also begun to focus on non-financial indicators. In the world of change, the
financial analysis no longer has the ability to explain the overall business performance,
although it is still the most used in the Central European countries. Other indicators,
sometimes more difficult to measure, are also important, they are concerned with so-called
operational performance. These indicators include, for example, flexibility, speed, quality, and
so on. Every approach to measuring business performance has its advantages and
disadvantages. When choosing the right methodology for measuring business performance,
must be considered both the internal and external environment of the enterprise. It includes
the business sector, its organizational structure, legislation, macroeconomic indicators and
macroeconomic development. To explain business performance is critical, all facts that have
an influence on the choice of these determinants must also be carefully considered, it is not
possible to clearly define one generic robust model for each enterprise in the selected industry.
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URBAN FOOD SECURITY IN TERMS OF PRESOV REGION,
SLOVAKIA

BEZPECNOST POTRAVIN V PODMIENKACH PRESOVSKEHO
KRAJA

Erika DUDAS PAJERSKA

ABSTRACT

Paper is analyzing one of the extreme areas — food deserts as threats for urban food security.
Purpose of the paper is to define localization of mentioned areas in terms of region of Slovak
Republic by GIS maps considering characteristics of the regions as natural barriers, transport
network, the nature and structure of consumer income and expenditures. The object of the
examination is retail offering assortment of food in a selected region of Slovakia. Paper is
using methods of analyzing, comparative analysis based on descriptive analysis and as
interpretative tools were used geographic information systems (GIS). Results point on trend
of substitution of traditional food retail units by large-sized formats as for example
hypermarkets. Paper results in pointing on different areas with characteristics as food deserts
as a key terms of urban food security.

Key words: availability of food, food desert, food security, food retail

ABSTRAKT

Prispevok analyzuje jednu z extrémnych oblasti - potravinové plste ako formu hrozby pre
potravinovl bezpeCnost. Cielom prispevku je definovat’ lokalizaciu uvedenych oblasti z
hl'adiska vybraného regionu Slovenskej republiky prostrednictvom vystupov z GIS, beric do
Gvahy charakteristiky regidonov ako prirodné bariéry, dopravnu siet, charakter a Struktdru
prijmov a vydavkov spotrebitelov. Predmetom skimania je maloobchod s potravinami vo
vybranom regione. Prispevok vyuziva metody analyzy, komparativnej analyzy zaloZenej na
deskriptivnej analyze a pre interpretaciu vysledkov bol pouzity GIS. Vysledky poukazuju na
trend vymeny tradi¢nych maloobchodnych jednotiek za predajne velkych formatov ako su
napriklad hypermarkety. Vysledkom prace je poukdzanie na rozne oblasti, ktoré maju
charakteristiky potravinovych pusti ako kl'i¢ové determinanty potravinovej bezpecnosti.

KI'icové slova: dostupnost’ potravin, potravinova pust, potravinova bezpecnost,
maloobchod s potravinami

JEL CLASSIFICATION: L66, 018, Q18,

INTRODUCTION

Availability of food represents key factor for developing of economies. On the one
hand, there are areas with extensive access to food where people spend more money to buy
food and often they waste them. On the other hand, economies have regions with inadequate
possibility of saturation of basic and essential needs of human - called food deserts. For
sustainable development it is necessary to examine extremes from both areas. It does not
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exist uniform approach to determine food deserts or food oases due to many views on their
definition. But it is necessary to say that issue of food security represents very sensitive and
important area. Thanks to mentioned reasons, every approach in research of food
deserts / oases is original and it could contribute to the overall effort to find optimal solution
for (urban) food security.

1 OBIJECTS

The object of the examination is retail offering assortment of food in a selected region
of Slovakia. Work is based on the classification of retail formats according to
the methodology of the Statistical Office of the Slovak Republic. Table 1 shows all types
of stores that this institution includes under the grocery stores. In order to achieve the highest
veracity of the research results and the transparency of the model, there is a
narrowing of the selection of the retail food store formats (Table 1 — name of formats written
in Bold font). There are selected general types, analysis of which offers results applicable to
food retail at universal level. The described definition of the investigated object was also
subordinated and limited to the availability of relevant data.

Table 1: Modification of classification of retail formats

General formats Specialized formats
Shopping malls Stores with meat, sausages
Shopping centers Stores with fish, poultry
Hypermarkets Stores with bread
Mixed stores Stores with sweets, delicacies
Supermarkets Stores with beverages
Foodstuffs (wide assortment) | Stores with fruits and vegetables
Food stalls Stores with milk and milk products
Food machines Stores with rational nutrition food
Other specialized food retail formats

Source: Own procession according to methodology of the Statistical Office of the Slovak
Republic available on http.//px-web.statistics.sk/PXWebSlovak/

Spatial definitions for which statistics are exploring are the boundaries of the Slovak
Republic. A specific application is on the level of selected region with partial areas (Figure 1).
In the perception of Eurostat methodology is the administrative area of the state on
the basis of the Nomenclature of Territorial Units for Statistics (NUTS - Nomenclature
des Unitées Territoriales Statistiques), specifically NUTS levels 3 and below.
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Figure 1: Selected region of Slovakia
Source: www.po-kraj.sk

In the compactness of the territory, it was also characterized the more pronounced
barriers that disrupt this integrity. These included, for example, natural conditions in the
region, some of which may be considered barriers to the development of food retailing.
For example, it could be mountains or rivers as barriers to the transport network. It s also
pointing on various socio-economic barriers that greatly limit the potential for further utilization
and development of food retailing in the given area. In the border regions, paper do not forget
to count with barriers with a political-geographic character, where the most striking example
is the state border with another state.

2 METHODS

Approach in paper is based on key accessibility rate quantified by partial rates,
considering characteristics of the regions as natural barriers, transport network, the nature
and structure of consumer income and expenditures. As the methods of analyzing the results
of the initial models were used perceptual and comparative analysis based on descriptive
analysis.

As interpretative tools were used geographic information systems (GIS). For
cartographic methods were applied techniques and cartodiagrams cartogram method and also
figural characters (Lauko and Krizan and Tolmadi, 2008; Krizan, 2009). For interpretation,
paper used help of graphs, tables and images to define individual correlations. Paper defines
extreme area in urban food security using results of own contributions which have shaped
these areas for a specific region (Dudas Pajerska, 2016; Dudas Pajerska and Till, 2016), and
contributions of domestic and foreign authors (McEntee and Agyeman, 2010; Apparicio et al.,
2007; Goldman and Ramaswami and Krider, 2002). The contribution shall be also based on
the knowledge of classical gravity model of W. 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 (for example authors Anselin, Handy, Niemeier or Talent).
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3 FOOD DESERTS IN TERMS OF URBAN SECURITY

Results point on trend of substitution of traditional food retail units by large-sized
formats as for example hypermarkets. This means that worsening situation in urban food
security results also from mentioned modernization fact. Nowadays, retail managers localize
their units according to possibilities for improving of their market share. And increasingly
neglect their traditional role of ensuring quality food for inhabitants. Paper results in pointing
on different areas with characteristics as food deserts / oases, with a strong gradient in
the shopping centers of the area. From the noted reason that food retailing also depends on
location. Bonanno defines the region's motivating agents to locate food retail across two areas
(Bonanno and Chenarides and Goetz, 2012):

1. demand - driven factors
These include market size, population and income growth, poverty rates, income support
programs and consumer preferences in terms of heterogeneity;

2. supply — side factors
It understands investment costs (fixed), distribution costs and other factors such as local tax
systems or laws, crime levels, public transport, and even the image of retail itself.

The contribution focuses on the use of demand-driven factors as they best and
adequately define the nature of food deserts. From the point of view of available data,
indicators of market size, consumer incomes and the structure of their expenditure (in our
case, specific consumption expenditure) are used. Subsequently, when considering retail units,
the market share should be taken into account (Cimler, 1992), in addition to local potential
customers. In economic theory, the cumulative gradient is understood as the realization of
part of the expenditures of the retail population at a place other than the place of
residence, and it is manifested as a sum of the positive and negative transfers of expenses -
the balance of the purchase gradient (Mitrikova, 2008).

We recognize the external trade gradient which means territorial transfers
of the population's expenditures in retail trade between individual housing units and
the internal purchase gradient which means transfers in retail spending to one settlement unit
(Cimler, 1992).

3.1 Presov region

The focus of the food retail analysis continues with the orientation to the second
higher territorial unit (18,3 % of whole territory of Slovakia, share of inhabitants on level of
15,1% of all inhabitants of Slovakia) which is located in the east of Slovakia and it s the PreSov
Region. This is precisely the region with weaker levels of economic indicators and high risk
potential. However, in comparison with the other regions of the Slovak Republic, the PreSov
region belongs to those administratively designated territories which offer one of
the highest quantities of food consumers.

The total length of the road network is 3 161,207 km? which represents 3,906 km per
thousand inhabitants of PreSov region. Of the total length, the motorways and the highways
are 8,264 km. This fact depicting inadequate equipment with a good road network. The relief
of the region is extremely rugged. In addition to the extensive of top formations - the High
Tatras, there are several large and small-scale natural protected areas. These barriers must
be taken into account in the development of food retailing strategies and so is also envisaged
in food availability analysis in this region.
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3.1.1 Characteristics of consumer in selected region

In order to determine the properties of the consumer in the Presov region, the
indicators of net incomes and net expenditures are used. The character of the development
of the PreSov region is reflected in a more detailed structure of consumer spending. According
to our last research, consumers, mainly because of their low income, buy what they absolutely
need - namely food, housing and related expenses and transport. It is important to note that,
for this reason, the strong potential of the market within the PreSov region is visible for the
development and modernization of the food retailing.

3.1.2 Food retail in Presov region

The findings made on the basis of an analysis of the characteristics of the region and
its inhabitants as potential customers of food retailing are indispensable for conclusions about
the retail of food products.

Research till nowadays is offering two different conclusions. On the one hand, the
data confirm the dominant position of the traditional food retail formats, compared to Slovakia,
reaching a high level - up to 19%. In other words, almost every fifth classic format of the
grocery store is located in the PreSov region. This means that food retail stores do not go
beyond a perceived level of modernization. On the other hand, the food market still shows
signs of an upcoming wave of modernization. It is seen in the high proportion of modern
formats of sales such as department stores, shopping centers and hypermarkets. Their share
(18%) is beginning to approach the representation of traditional food sales formats in the
PreSov region. We can see a fairly comparable representation of both traditional and modern
food store formats. Summarizing the findings and conclusions regarding the state of the food
retail within the territory of the PreSov region in the national definition as higher territorial
units and in the international classifications as NUTS 3 paper can state the following assertions:

1. Road network for short-term shopping
The structure of transport equipment in the PreSov region is currently ready to serve
for transport for purchases to other parts, especially for a shorter distance. This is because
the predominant paths of II and III. classes of road that do not provide a rapid shift, as is
the case for motorways or expressways. Here it is important to note that the area
of completion or construction of roads for a more dynamic and safe transport is a long-term
problem of (eastern) Slovakia. For this reason, this is also reflected in the Dynamics
of the onset and expression of the modernization of food retail.

2. Optimal structure of net consumer monetary spending
The nature of net cash spending for consumers is in favor of purchasing mainly food
and supplementary products. An external determinant for this state is the level of income and
other characteristics of the population of higher territorial units. These have an impact on the
structure of expenditure, and are currently in favor of the development of food retailing

3. Stable position of traditional formats
The PreSov region represents territory with a stable status of traditional formats in the retail
food market. Their strength is also helped by a strong position compared to the whole territory
of the Slovak Repubilic.

4. Poor modernization rate
Confirmed weakness of modernization is reflected in different directions in defined regions.
The PreSov region as the territory with the most defense-related intra-regional differences
shows a different direction of modernization within its market. There is a stable position
for classic retail food. On the other hand, however, the same proportion is represented
by modern formats, especially the type of department stores, supermarkets or gradually
growing shopping centers. This reflects the unevenly developing trend of modernization within
the territory of the PreSov region.
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Figure 2: Results from GIS presenting food retail in PreSov region joint with other region
Source: own procession

Figure 2 illustrates situation of food retail in PreSov region. As it can be seen, there
are few shopping gradients which belong to bigger cities. Paper also used second region which
is located next to the analyzed region due to reason that it’s better to recognize
the relations between these two retail markets.

Circles represent food retail stores. The larger the circle is, the more retail units are
located in this area. Yellow and orange links mean road of I. classes and highways. Naturally,
the most of retail units of PreSov region are located in city of PreSov and other bigger cities.
Also, almost all of the stores are established in connection with built road of I. classes and
highways.

3.1.3 Urban food security

The contribution uses food deserts as an indicator of urban food security. If a territory
is characterized by the characteristics of the food desert, it is clear that its urban food security
is not on high level and action to optimize the availability of food is needed. Paper used the
application of 4 availability rates — binary availability, metric availability, topological availability
and opportunity-based measure for the step of complex food desertification in analyzed
regions. Their limits were identified according to our latest research (Dudas Pajerska, 2016;
Dudas Pajerska and Till, 2016).

The binary, also called trivial availability represents the quantitative expression
of the distance between the starting point and the target point. This availability is identified
as the basis for further specified rates. Because of the scope and structure of the available
data, this measure expresses the carriage distance. Various alternatives can be used
to measure the distance. As many experts prefer the travel (transport) time - they consider it
is more informative compared to the distance measurement (in km), paper has chosen this
option. For these accessibility rates, paper has set criteria that limit identification of food
deserts — 30 minutes.

Second rate — metric availability is a quantitative expression that collectively interprets
the sums of times the consumer has to conquer to reach each point in the network. Paper
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defines it in the total set of retail stores as the sum of the minimum sequences from the point
of consumption to all the other nodes of the set. This availability is negative, i.e., the lower is
the value, the given target point (hypermarket, supermarket ...) is better accessible. For the
needs of the analysis of food deserts, paper identified the limit as availability over 1500
minutes.

Topological availability is characterized as a quantitative expression of the sum of
directions from the point of consumption (village) to all destination points (retail grocery
stores). This availability is positive, t. j. the higher is the value, the better is the availability.
Its limit in defining food deserts has been set at availability under 5 connecting routes
(highway, roads of I. and II. classes). The connecting routes included those that directly
connected the city with another center.

The last defined access rate — opportunity — based measure quantifies the amount of
retail stores with food available at a certain distance from a given municipality.

As districts of PreSov region — which were at each point of analysis designated as food
deserts paper characterizes Humenné, Kezmarok, Medzilaborce and Snina. It is important to
note, therefore, that urban food security is not on a high level for these areas of the surveyed
region. These territories should be precisely created by retail managers, as well as by local
government interventions, to create sustainable and especially efficient urban food systems.
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Figure 3: Urban food security using indicator of food deserts in terms of PreSov region
Source: own procession
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Even less developed regions need high availability of food for their residents, and it is
essential for them to use their evolution and development to attract retail managers to localize
their food retail stores. Or to look for other options for securing urban food security.

4 SUGGESTIONS FOR URBAN FOOD SECURITY

From the point of view of the problem solved, it is worth pointing out that the radical
change of the Slovak (or Czechoslovak) society through the influence of globalization has
been taken into account with regard to the purchasing opportunities before 1989 and after
that year (Kunc et al., 2012). These changes have become sufficiently plausible to start
scientific discussion about this new social phenomenon. Appropriate consideration may
be given to spatial relationships in relation to the deployment of human activities that adapt
to new social conditions. It should be noted that time and space manifestations of changes in
consumer behavior in post-socialist countries (including Slovakia) have been more intense and
stronger in recent years than in countries with a traditional market economy in Western Europe
and the USA. The described changes in buying behavior were also justified by transformation
on the part of retailers. Their primary role - to provide food for their customers, has turned
into a role with a different foundation. The need for market share has grown in the hands of
retailers, which, of course, should be reflected in an increase in sales or the expansion of their
food. The retailer gradually turned his attention to converting his stores to a more purposeful,
entertaining or relaxing center that is associated with shopping. It was less focused on the
real demand for food and its distribution in space.

An analysis of the current food retailing environment will outline its direction for the
future. We see the flexibility and the power of the consumer that will only be enhanced
in the future. Heterogeneity in taste or individualization, a technically oriented lifestyle will be
factors that will significantly affect the direction of retail in general. Not everything, however,
is based on the power of the consumer. It will also be subject to the impact of the environment,
in particular through developments and changes in demographics or revenue cuts. Such a
forecast directs food retailers to accept challenges in the form of aging populations or the
necessary personalization of their product offerings. In this way, the potential dimensions of
innovation in the form of multi-channel integration, product design (private brands) are
outlined, of course, all for online support. The above-mentioned challenges to food retailing
may be reflected in stronger outsourcing and offshoring and stronger linkages through vertical
integration of suppliers. By highlighting the most important areas to be adapted by the future
retail provider, more importantly, areas linked to changes in population demographics
(slowdown in population growth), technology (operational efficiency) and innovation
(especially new forms of organization) (Kérmendy and Konstiak, 2005).

In connection with the focus of the paper, the food security is a necessary factor
determining the health and quality of life. In other words, it is about ensuring the availability
of quality and safe food. The performance of the Slovak Republic in this sphere is mainly
coordinated through the Common Agricultural Policy of the European Union. In particular, this
is a strategy for reforms in the area of agricultural productivity growth. It is in this discipline
to see possibilities for improving the availability of food in Slovakia. In particular, it refers to
the quality initiative of our regions and activities to promote sales from the yard. The project
»Quality from our regions" indirectly determines the area of food deserts in Slovakia. The way
of communication, which focuses on the preference of Slovak products, is a way of solving
the situation.

As an addition to providing urban food security, paper mentions the activity that covers
the monitoring of food quality and safety within the territory of the Slovak Republic. It is an
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,Official Control Portal" operated by the State Veterinary and Food Administration of the Slovak
Republic. Its organs carry out official controls of foodstuffs on their production, trade, handling
and marketing. The State Veterinary and Food Administration of the Slovak Republic collects
in its information system which it manages information on operators, findings of official food
control, completed administrative procedures based on the results of official food control.
Thus, the consumer can use it to monitor the individual businesses selling food products.
Through this application, you can verify whether the level of food is of the required quality
and whether all the rules are also observed when storing, handling or selling products at a
selected store.

CONCLUSION

The trend of replacing traditional grocery stores with larger formats such as
hypermarkets - referred to the modernization of grocery retail and it has led to the formation
of food deserts. The need to cover the entire population through food supply is currently
an important point of interest. We live in conditions of ever-increasing pressure in the form of
food crises or the necessity of achieving the highest quality of life. For this reason,
the issue of urban food security in terms of food deserts is profiled as one of the potential
threats to the development of the communities and thus it is imposing more and more
attention.

In the future there is a plan to extend the application of the contribution for the whole
area of Slovakia. This will mean practical implication for retail manager for their decisions
making about localization of retail units. After defining food security in each territory of
Slovakia is beneficial to report the status of the relationship of this area to the level of public
health (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 status of availability of healthy and quality food in Slovakia
with a direct reference to the level of health of the affected area.

In the follow-up future, there is a tendency to create “food access research monitor”
for whole territory of Slovakia as the practical implication of approach of paper.
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RECENZIA / BOOK REVIEW

TKAC, M: Effectiveness of technical analysis in efficient market
hypothesis. Wambeek : EuroScientia, 2017. ISBN 978-90-822990-7-
6

The actual economic crisis introduces serious doubts into several basic paradigms of
efficient market hypothesis. The world-class economists, financial experts, and traders tried
to find explanations to these contradiction and provide tools, techniques, mechanisms or
strategies to manage and overcome the implication of the crisis respectively prevent their
further occurrence. Therefore, significant amount of research is also focused on efforts to
provide answers to various discrepancies that challenge validity of efficient market hypothesis.

I consider monograph in question as non-trivial contribution to ongoing worldwide
scientific discussion. It refers to current situation in research of the financial markets and
provides some interesting results. I see it as more practically oriented assessment of
development of financial markets having in mind pre-crisis period, period when crisis begins
as well as recent period.

The amount of author’s research results presented in this publication, which are based on
newest contribution from well-known authors, reject any doubts regarding validity of this
monograph and currentness of its content.

The monograph is divided into four chapters. The first chapter covers efficient market
hypothesis. It provides review of current scientific research, explains the several form of
efficiency, describes behaviour of investors, introduces Random walk models and martingales
and characterizes forms of testing of this concept. The second chapter is oriented on study of
EMH assumption on real foreign exchange market data. The third chapter is devoted to
Technical analysis. It also characterizes basic assumptions behind Technical analysis and
describe various tools and techniques, which are used in TA in order to make it profitable.
The end of chapter introduce critical aspects of TA, which are based on findings from scientific
literature and are complemented with appropriate author’s commentary. The last chapter
consists of specific study oriented on profitability of trading strategies, based on technical
trading rules.

The monograph is written in comprehensive manner and has appropriate stylistic level.
The findings of scientific studies are both, in case EHM and TA, complemented with results of
authors own research presented in chapter two and four. The chosen composition and
structure of monograph offer the reader impression of compactness and homogeneity.

The tendency of author to cover so complex topic within rather a small space probably
caused, that author doesn’t paid much attention to testing the persistency of profitability of
TA trading strategies. On the other hand, provided battery of tests and use of Sharpe index
as performance measure represent standard procedures for such studies. Therefore
mentioned remark doesn't lower high quality level of monograph.

The monograph “Effectiveness of technical analysis in efficient market hypothesis” can be
well exploited for research and educational purposes in financial market theory.
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