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EDITORIAL

Dear readers of the Journal of
Economic Spectrum,

Welcome to the second issue of the
journal Economics Spectrum in 2016.

As we have repeatedly written, the aim
of the journal is to transfer knowledge
from the wide spectrum of science,
research and practice, both in academic
field and outside of academic field.

This time you can enjoy the topics of
cooperation of municipalities, reliability
modeling of commercial banks and
motivation as a tool of personnel
management.

We hope that the published authors and
their articles in this time manages to
satisfy your interests in the field of
economic sciences, and we look forward
to seeing you in the next issue of our
journal.

We will prepare at least one issue of the
journal with approximate deadline of
publishing online in December 2016.
Therefore we invite you to send us for
publishing your research results or any
interested informations which you want
to share.

Wishing a beautiful days,

Pavlina Hejdukova
Editor-in-Chief/Séfredaktorka
Ekonomic Spectrum

Vazeni Ctenari casopisu
Ekonomické Spektrum,
Vitejte u druhého disla casopisu

Ekonomické spektrum v roce 2016.

Jak jsme jiz nékolikrat psali, cilem
casopisu je predavat poznatky z Siroké
oblasti védy, vyzkumu i praxe, a to jak
z akademické sféry, tak mimo ni.

Tentokrat se mizete téSit na témata
z oblasti spoluprace municipalit,
modelovani spolehlivosti komercnich
bank a motivace jako nastroje
personalniho Fizeni.

Doufame, Ze se zverejnénym autorlm
a jejich  ¢lankdm i tentokrat podafi
uspokojit Vase  zajmy  z oblasti
ekonomickych véd atéSime se na
setkani u dalsSiho cisla naseho ¢asopisu.

Pripravujeme minimalné jedno dislo
Casopisu s odhadovanym terminem
zverejnéni v prosinci 2016. Timto Vas
chceme oslovit, abyste =zasilali ke
zverejnéni  Vase vyzkumné vystupy
nebo jiné zajimavé informace, které
chcete sdilet.

S pranim krasnych dnd,

Ekonomické spektrum Economic Spectrum, Volume XI, no. 2/2016



4

CONTENT

EDITORIAL 3
Mariola Grzebyk

COOPERATION BETWEEN LOCAL GOVERNMENT UNITS — RESEARCH BASED ON
COMMUNITIES IN PODKARPACKIE PROVINCE 5

Orest Myshchyshyn — Paulina Filip
ATTEMPTS TO MODELING RELIABILITY OF COMMERCIAL BANK 11

Daniela Matusikova - Jaroslava Gburova ] ) ]
MOZNOSTI VPLYVU MARKETINGU NA NAKUPNE SPRAVANIE SPOTREBITELOV

V OBLASTI CESTOVNEHO RUCHU 17

Pavla Heroutova
MOTIVACE ZAMESTNANCU — OD TEORIE K PRAXI 25

Ekonomické spektrum Economic Spectrum, Volume XI, no. 2/2016



COOPERATION BETWEEN LOCAL GOVERNMENT UNITS —
RESEARCH BASED ON COMMUNITIES IN
PODKARPACKIE PROVINCE

Mariola Grzebyk

Abstract

In the article an assessment was conducted of development level of one out of nine areas of
community offices management, namely cooperation between local government units
distincted under the Institutional Analysis based on the analysis methodology. Cooperation is
understood as initiating, planning and realization of projects together with various local
government units. Results show that chosen communities achieved mainly the third stage of
development. Achieving a higher stage requires a lot of organizational and merits work in
reference to employees of individual municipal offices as well as their inhabitants.

Key words: cooperation, local government units, local administration
JEL: HOO, H80, H83

INTRODUCTION

Realization of public tasks often requires skilful collaboration between local
government units. It facilitates providing certain public services and optimizing costs
of specified activities. An example here would be areas of public transport, education
or health care.

Zawicki and Mazur, creators of the Institutional Analysis Methodology defined
cooperation between local government units as initiating, planning and realization of
projects together with other local government units and indicated that it is not an aim,
but a way to improve management and resolution of local problems (Zawicki, Mazur,
2004).

The aim of the article is to analyze so defined cooperation and making diagnosis in
chosen municipal offices of Podkarpackie province in Poland.

Analysis of the management area was based on the results of standardized
interview conducted individually for each municipal office. The study was conducted in
2012-2013 in 36 randomly selected communities (22.5% of all communities of
Podkarpackie province), including municipalities (17 units) and rural communes (19
units).

1. COOPERATION OF LOCAL GOVERNMENT UNITS 1IN THE SUBJECT
LITERATURE

Cooperation is differently defined in the subject literature, it is a broad and multi-facted
topic.

In terms of encyclopedia it is understood as an act of coordination of performed
tasks provided for the partial division of labor (Encyklopedia, 1989).

On the other hand, in economic context cooperation is defined as "horizontal
relationships between economy units on the basis of their concluded contracts,
agreements which allow or facilitate realization of specified tasks” (Pierscieniak, 2015).
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Collaboration is a process under which units exchange information, resources and
responsibilities in order to jointly realize a plan or intended project to achieve a
common goal and at the same time jointly generate value (Grzebyk, 2003).

In Polish conditions a deficit of various activities both "vertically" (between various
levels of local government) and "horizontally" conducted between neighboring
communities is observed. Collaboration does not constitute a limit of independence of
individual local government units, other way round is a chance for a better, more
rational performing of public tasks as well as for the development of civil society and
political culture. Cooperation between local government units does not require any
specific adjustments. Often sufficient would be statutory regulations or other acts of
interested local authorities. However, practice shows that lack of rules determining the
basic mechanisms of cooperation constitute one of the mains barriers to start such
activities on a wider scale.

2. BASICS OF INSTITUTIONAL METHODOLOGY ANALYSIS

Institutional Analysis has been prepared as part of the Institutional Development
Program, more precisely Rural Areas Development Program initiated by Ministry of
Internal Affairs and Administration. Project was implemented in the years 2001-2004
by Canadian Urban Institute consortium and Lesser Poland Public Administration
School by Cracow University of Economics. This method is to allow management and
offices employees to make a self-assessment of the level of institutional development
taking into account selected management areas (PierScieniak, Grzebyk, 2014).

Institutional Analysis covers nine areas of community office management. This
includes ‘cooperation between local government units’ consisting of only one
management criterion: project realization jointly with other local government units.
Apart from this area institutional analysis of community offices covers: strategic and
financial management, office organization and functioning, personnel management,
public services (including utilities), social participation and social development
stimulating, improving economic development, project management as well as ethics
and corruption prevention. Each mentioned area can be characterized with different
number of management criteria.

Development Programis part of atrendof buildinga modern public
administration. This program refers among other things to the principles of "new
public management" and the concept of citizen’s participation in the management of
public affairs. Propagated under the program rules, mechanisms and instruments have
been used for many years with positive results in many countries of Western Europe
as well as in United States and Canada.

Stages 1 to 5 show institutional capacity development of particular management
areas for community office. The higher the stage, the bigger are the requirements that
are more difficult to achieve by offices. Evaluation of individual development stage for
particular area is conducted based cumulative rule. This means that the attainment of
a higher development stage is possible only when all conditions for the lower stage
are fulfilled.

Institutional analysis enables determining at which stage of institutional
development is particular office and what tasks must be fulfilled in order to improve
its institutional capacity.
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According to institutional analysis founders cooperation between local government
units is understood as initiating, planning and project implementing jointly with other
local government units. Cooperation is not a goal, but a way to improve managing and
solving local and regional authority’s problems. This cooperation can take place in the
economic and social level as implementation of joint socio-economic projects, in the
area of public services, eg. through joint provision of communal services and
administration, project management in the form of a joint application for financial aid
necessary for implementation of various types of projects that are important for
cooperating units. An emphasis is therefore put on the organizational and formal side
of formal forms of cooperation (Zawicki, Mazur, 2004).

Taking into account management criterion (in the area of cooperation we have to
deal with only one such criterion) for implementing the projects in cooperation with
other local governments, below mentioned points are subjects of detailed assessment:

e diversification of office cooperation with other local government units,

e the usage of internal regulations specifying desirable for community forms and
areas of cooperation,

e securing the costs of implementing of joint projects in the budget and long-term
financial plans,

o formulating and applying the rules of monitoring joint projects implementations,

o formulating and applying the rules of internal regulations evaluation and
improvement in terms of cooperation with other local governments.

Detailed characteristics of five development stages in the management criterion of
projects implemented in cooperation with other local government units are presented
in Table 1. Reaching a higher stage of development is possible only when the municipal
office meets all the conditions for particular stage.

Tab. 1: Characteristics of the development stages for the area: cooperation between
local government units

government units

out of the below:
-preparation of
application for
external sources
grant,
-providing
services,

- conducting
information and
promotion
activities,

out of the below:
-preparation of
application for
external sources
grant,
-providing
services,

- conducting
information and
promotion
activities,

Stage 1 Stage 2 Stage 3 Stage 4 Stage 5
Office does not Specific forms 1. Office 1. Office Used internal
have internal and areas of implements implements regulations with
regulations cooperation with | project in project in regards to
concerning other local cooperation with | cooperation with | cooperation with
principles of government units | other local other local other local
cooperation with | were determined. | governments in at | governments in at | government units
other local least one aspect least three aspect | were evaluated

and improved in
line with
applicable rules.
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- creation of
business
environment
institutions,

- investments in
technical or social
infrastructure.

- creation of
business
environment
institutions,

- investments in
technical or social
infrastructure.

2. The budget for
the current year

2. Monitoring of
realized by office

takes into projects in
account financial | cooperation with
resources for the | other local
implementation of | governments
projects in units in
collaboration with | accordance with
other local applicable rules.
government units. | 3. Long-term
financial plan or
long-term
investment plan
takes into

account financial
resources for
implementation of
projects in
collaboration with
other local
government units.
Source: Own calculations based on: Zawicki M., Mazur S. (red.), Analiza instytucjonalna urzedu
gminy. Przewodnik dla samorzadéw, MSAP AE w Krakowie, Krakow 2004, s. 91

3. RESULTS ANALYSIS

Analyzing the research results it can be stated that for 36 studied municipal offices
70% of them reaches the third level of development in this area. The critical point for
"cooperation with local government units" is the second stage, in which specific forms
and areas of office cooperation with other local government units are assessed. If the
offices reached level 3rd this means that they are beginning to work actively, not
passively, participating in various projects implementation. Offices cooperate with
other local governments in at least one aspect out of the following: preparation of
application for external money grant, providing services, conducting information and
promotion activities, creation of business environment, investments in technical or
social infrastructure. Furthermore, in the community budget for the current year
money for the implementation of this cooperation with other territorial units are
included.

The studies were made also to analyze the behavior of commune offices with
regards to urban and rural communities. Among urban ones the level of development
of ‘co-operation between local government units' reaches mainly the third stage of
development (this applies to 12 municipalities -71% of this group). Satisfying is the
fact that higher, 4th stage, was achieved by three offices from the mentioned group,
so 17.6% of analyzed offices. Whereas the highest stage, 5th, was reached only by
11.4% (so two offices) of the studied population. This means that almost every fifth
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office in the group of municipalitiess monitor the implemented projects as well as
financial sources for different types of cooperation are included in the long-term
investment plans. These test results indicate conscious actions of municipalities in
order to improve cooperation activities.

Taking into account rural communities results are different. In this case, 12 units,
so 63.2% achieve the critical second level, stage 3 - 5 offices (26.3%), stage 4 only 2
offices. No municipality reached the 5th stage. This means that almost every third
community has reached only a critical level that can be characterized by determining
forms and areas of cooperation with other local government units without active
realization of these activities.

Making further and more detailed analysis carried out based on detailed interview
conducted in the community’s offices it can be stated that most common forms of
cooperation between local government units were: their associations, municipal
agreements, local action groups (these were often characterized by associations of
municipalities with districts). However, it can be stated, that often local Polish self-
governments do not notice benefits of cooperation. Still dominates the attitude of
competitiveness between adjacent units. This is particularly visible in the economic
development sphere. Taking into account realization of public services also advantages
of collaboration with other self-governments are omitted. Furthermore, local
government units cautiously approach to jointy apply for financing from aid funds for
various projects.

Results of other studies about "Cooperation of local government units with social
economy entities in Malopolska" commissioned by the Regional Centre for Social Policy
(ROPS) in Cracow confirmed received by authoress results for Podkarpackie province.
In 2012 local government units in Malopolska reached the 3 stage of development,
only few achieved higher stages. Communities’ cooperation concerned mainly sporting,
recreation activities and construction of technical infrastructure (Antosz, Szczucka,
Krupnik, 2012).

SUMMARY

Cooperation development between local governments may constitute an important
factor influencing public administration efficiency in Poland. Development of various
forms of cooperation may lead to:

e improving the efficiency and effectiveness of public services,

e increasing local absorption capacity of external funds,

e improving the competitiveness of local and regional labor markets,

e improving the condition of the local economies.

Unfortunately, conducted Institutional Analysis of chosen municipalities in
Podkarpacie voivodship proves that the level of cooperation is not high. Majority of
municipalities are reaching the third stage, while rural ones achieve critical stage - 2.
The pursuit for a higher stage requires a lot of organizational and substantive work
taking into account employees of particular offices as well as community’s citizens.
Convincing local governments that cooperation between individual units will strengthen
their competitiveness is a key challenge for local authorities.

Cooperation is therefore an important form of integration between local
government units at the local community’s level. Involvement of various political and
social forces, including local leaders and residents in particular projects is also a way
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of cooperation learning. Moreover, it is an opportunity to break stereotypes. Awareness
that the partnership should not be understood so narrowly and limited only to selected
fields should be increased. It ought to comprehensively cover many life and local
communities functioning aspects.
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ATTEMPTS TO MODELING RELIABILITY OF COMMERCIAL
BANK

Orest Myshchyshyn — Paulina Filip

Abstract

The methods of reliability evaluation of a commercial bank and determining the place of a
bank institution in the reliability rating of the banks in Ukraine have been worked out. Linear
econometric model by method of step-by-step approach chosen from twenty banks has been
created for finding the parameters of the index model of reliability, the model parameters have
been calculated, model coefficient has been ranked according to the level of its influence on
the index of bank reliability. The proposed model has been approbated in dynamics, the
reasons of the growth of reliability index of a commercial bank have been determined, the
recommendations have been elaborated.

Key words: commercial bank, reliability, linear econometric model
JEL: G210, C520, F300

INTRODUCTION

Commercial banks are the intermediaries that move money from the capital markets
to businesses and institutions. Banks get their money through business checking or
deposit accounts, service fees and by issuing certificates of deposit and banker's
acceptances (Ang, Tan, Benoit 2013).In the market economy have significant role at
financial system. Without commercial banks, the international finance and import-
export industry would not exist. Commercial banks make possible the reliable transfer
of funds and translation of business practices between different countries and different
customs all over the world. The global nature of commercial banking also makes
possible the distribution of valuable economic and business information among
customers and the capital markets of all countries (Filip, 2005 2006). Commercial
banking also serves as a worldwide barometer of economic health and business trends.
Reliability banking procedures in their operation activity are extremely important. In
European system issue the recognize this problem is so important for science and
practice, especially during financial crisis (Grzebyk, 2011, Repullo, 2004). In a complex
financial system Ukraine banking system it seemed be interesting as object of
researches.

Purpose of the article is to create a methodology for calculating the parameters of
multivariate model of reliability of the bank in the absence of a full set of data. Due to
find the model parameters indicator of reliability of a commercial bank will be use linear
econometric model.

1. RELIABILITY IMPORTANCE OF BANKING PROCEDURES IN A COMPLEX
SYSTEM

Reliability importance indices are valuable in establishing direction and prioritization

of actions related to an upgrading effort (reliability improvement) in banking system.
On the other side reliability suggesting the most efficient way to operate and maintain
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quality system status. Existing indices in the area of risk are calculated through
analytical approaches, and application of these indices to complex repairable systems
may be intractable. Complex banking systems are being increasingly seen, and issues
related to analytical system reliability and availability solutions are well known. To
overcome this intractability, discrete event simulation, through the use of specific
indicator, is often used to obtain numerical system reliability characteristics
(Laukkanen, Kiviniemi, 2010). Traditional use of simulation results provides no easy
way to compute reliability importance indices. To bridge this gap, several new reliability
importance indices are proposed and defined in this paper. These indices can be
directly calculated from the simulation results and their limiting values are traditional
reliability importance indices. (Ozdemir, Trott, 2009).

Reliability of the bank is defined as the ability to perform the obligations assumed
at. Analytically, this value is the sum of several indicators taken from various weighting
factors that determine the degree of influence of a particular factor on the reliability
of the bank. The basis for the analysis of the bank's balance sheet is a report. In this
paper the relationship between assets, liabilities and capital describes the dependence
of A-L = F, where A - Assets, L - liabilities, K - capital. The main types of analysis report
of the balance sheet is the structural analysis (to assess the structure of assets and
liabilities, as well as changes in the structure within a certain time) and factors (use it
to evaluate the qualitative characteristics of assets and liabilities using the coefficients,
including those for which it is established normative meaning. Thus, to control the
activities of banks National Bank of Ukraine has established 18 mandatory economic
norms (Resolution of the Board of the NBU, 2008). Purpose of the analyses is to
exploration a methodology for calculating the parameters of multivariate model of
reliability of the bank in the absence of the full data set.

2. THE EVALUATION OF THE RELIABILITY

The evaluation the reliability of the bank shall be based on international rankings. At
the same time the reliability of the bank understands its ability to show resistance
unfavorable factors. In addition to reliability also apply the concept of probability of
collapse. It should be noted that the reliability and the probability of default are not
identical concepts. Because the bank with a high level of reliability (immunity) may
come into contact with strong influences of negative and unforeseen factors that can
bring it to bankruptcy. At the same time financial institutions with satisfactory ranking
may continue its operations as a result of circumstances can avoid the impact of such
factors. The level of resistance of the bank against the impact of negative factors
depend on the specific indicators: sufficient capital, asset quality, liquidity, profitability,
level of diversification of the customer base, etc. All the above mentioned indicators
completely give up quantitative and qualitative analysis based on dynamic and market
data (Myszczyszyn, 2008; Loman, Wang 2013).

The subject of research is the National Ukrainian Bank and its activities in the
current socio-economic situation. To control the activities of banks National Bank of
Ukraine has established 18 mandatory economic norms (Resolution of the Board of the
NBU, 2008). The global assessment of reliability primed to make a ranking of European
banks, including Bank of Ukraine by the Commission analyzes the Ukrainian Banking
Company Financial Analysts (KAB USAF).Factors determining the level of reliability of
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a commercial bank and instructed the importance of each of them are presented in
Tab. 1.

Therefore, our analysis was performed of an integral calculation of the reliability
index banking institution INT. When the data were applied KAB USAF as to assess the
ranking of one hundred largest Ukrainian banks in terms of their reliability. Among the
parameters are also those which set the NBU to issue licenses to commercial banks.
The quality of input data to build an econometric model was used integrated indicators
of reliability of the twenty-first by rating the reliability of Ukrainian banks at the end of
2015. Since the centers for research activities of financial institutions do not provide a
complete assessment algorithm rankings of commercial banks on the basis of
characteristics that affect the reliability of the banks we have been instructed to
develop a methodology for calculating the parameters of the linear multivariate model
(Fricks, Trivedi, 2012).

Tab. 1: Factors determining the level of reliability of a commercial bank

. Formula Referral
N@ Index description index mark
NBU
1. | the share of own equity in net assets Wk/Ac 0,04
2. | share of the liabilities Zs/P 0,5
3. | the share of assets of high liquidity in total assets Aw/Ar 0,20
4. | the share of working assets in total assets Ar/A 0,5
5. | the share of loans in assets K/A 0,6
6. | the share of unprofitable assets in total assets An/A -
7. | the share of reserves under credit transactions in Rk/K -
loans
8. | the share of reserves under active operations on Ra/K -
loans
9. | revenue share percentage in loans Dp/K -
10. | revenue share percentage loss rates Dp/Sp -
11. | the share of pure income percentage of net assets Dp/Ac 0,01
12. | the share of operations income in losses Do/Sp -
13. | the share of profits in total income Z/Do -
14. | return on assets Ra 0,03
15. | return on equity Rw 0,15
16. | the share of assets of high liquidity in the cash Aw/Sp 0,2
17. | the share of loans to deposits K/D 0,8
18. | the share of income losses So/Do -

Source: own calculations
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Indicator INT value linearly depends on the eighteen factors, and therefore
describe the relationship should be linear multivariate model (Demirguc, Laeven, Ross,
2003).

INT reliability index dependency of the factors listed in table 1 can be described in
the following ratio:

INT = kiWk/AC + Ko+ Zs/P + Kz Aw/Ar + Ka- Ar/A + ks KIA + K- An/A +
+ k7 RK/K + kg*Ra/K +xKo:Dp/K + k10-Dp/Sp+ Ki1°Dp/Ac + ki2- Do/Sp +
+ki3 Z/Do + Kis* Ra + kis* Rw + Kig* AW/Sp + ki7+ K/D + kis* So/Do.

In the absence of information about the coefficients (k1, ..., k18), which determine
the direction and the importance of the impact factor on the integral reliability index,
conducted us multistep procedure. Multivariate econometric model was examined
using correlation analysis and regression (Florian, 2010).

The first step was to assess the coefficients of finding a group of parameters k1,
..., K6, using the matrix method of least squares. As a first approximation, they
represent: k1 = 961; k2 = -50; k3 = 137; k4 = 287.4; k5 = - 69; D6 = -207. Collective
coefficient of determination in the first approximately R12 = 87%, the importance of
the F-criterion are the F1 (6,14,5%) = 125.6 >> FPC (6,14,5%) = 2.48.

We will try now to build the same model but with the use of the twelve factors.
Collective coefficient of determination in the second iteration is R22 = 97%. Thus, the
contribution of errors is still substantial. The importance of F-criterion confirms the
adequacy of the model, because F (6, 14,5%) = 152.3 >> FPC (6,14,5%) = 2.85. As
we can see, the coefficient of determination and F2-criterion in both cases are almost
identical, and it shows the approximate equivalent models. In contrast to the first stage
has already been achieved much better results, as the primary indicator of the
adequacy of the model - the coefficient of determination - closer to the optimum value.

The second phase of construction of an econometric model based on reliability
index of commercial bank of economic factors showed that the selected method we
gradual approximations allows for the presence of incomplete set of factors with high
accuracy to assess the parameters of the model. Namely, the study of the effects just
twelve of the eighteen factors allowed us to achieve a level of adequacy of 97% of all
other factors remained statistically significant, and the cyclical changes in the curve
model much disappear when increasing the number of factors. At the third stage of
the move to include all eighteen factors impact.

The results of the third stage of the construction of linear econometric model shown
in next step. Collective determination coefficient R 32 = 99% for the model in the third
stage indicates a slight contribution to mistakes, which confirms the correctness of
factors to take into account the further econometric modeling.

The result of our research was linear econometric model, for which high accuracy
found the unknown coefficients k1, ..., k18. Within a further eighteen all the factors
were prioritized according to the impact on the reliability index of commercial bank
(improvement or decline) and the pertinence of this impact. In particular, great
importance has coefficients k7 (the share of reserves under credit operations in loans),
d8 (the share of reserves under active operations in loans), k1 (the share of own capital
in clean assets). Significant reduction in the reliability of banks, notices in connection
with the increase of coefficients k14 (return on assets), k3 (the share of assets of high
liquidity assets working), K17 (the share of loans to deposits). The values of
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coefficients according to the level of influence on the reliability index are shown in Tab.
2.

Tab. 2: The ranked coefficients econometric model by weakening the impact on the
integral indicator of the reliability of a commercial bank.

Name of parameter Importance of parameter Indicator pattern
ks 2100 Rk/K
ks 2100 Ra/K
ki 1075 Wk/Ac
kis 650 Z/Do

Ki1 600 Dp/Ac
kie 475 AW/Sp
ke 450 An/A
ko 400 Dp/K
kis 300 Rw
ks 100 K/A
Ka 75 Ar/A
ki> 1,5 Do/Sp
k1o -5 Dp/Sp
kis -15 So/Do
k> -25 Zs/P
ki7 -50 K/D
ks -225 Aw/Ar
k14 -6500 Ra

Source: own calculations

The result of subsequent research was the analysis of dynamic econometric model.
Namely, the resulting model was used to assess the reliability index of commercial
bank "Aval" in 2014-2015. In 2014, this ratio excluding bonus points by rating was
285, and according to the model - 289. In 2015, these ratios were respectively 397
and 416 points. The largest positive impact on the increase in the reliability of the bank
is to increase three indicators: the share of own capital in clean assets (coefficient k1)
- 4%, the share of profits in total income (factor k13) - 9%, the share of assets of high
liquidity of the mobilized cash (factor k6) - 3%. Negatively affected the reliability of
the bank's growth value which characterizes the ratio of loans to deposits (coefficient
K17) - 2%. In this position recommended by the NBU importance exceeded 8%.

CONCLUSIONS

To find the model parameters indicator of reliability of a commercial bank created
linear econometric model used in gradual approximation to the selection of the twenty
banks, calculated parameters of the model, created model coefficients by the strength
of their impact on the reliability rating of the bank. The proposed model approved in
dynamics, determined the cause of increase in the reliability of a commercial bank and
developed recommendations.

The results can be used for professionals in the field of economics, banking sector
employees as well as customers of banking institutions.

Ekonomické spektrum Economic Spectrum, Volume XI, no. 2/2016



16

References:

1. Ang, J. -Tan, Y. - Benoit, M. (2013). Saving your money, Internet Banking. Singapore,
ISFB.

2. Demirguc, A. - Laeven, L. - Ross, E. (2003). The impact of bank regulations,
concentration, and institutions on bank margins. The World Bank. Policy Research
Working Paper 3030.

3. Florian, N. E. (2010).Towards a Model of Trust for E-Commerce System Design,
Proceedings of the CHI Workshop Designing Interactive Systems for 1-to-1 E-
commerce.

4. Filip, P. (2005). Kierunki przeksztatcen polskiej gospodarki a przedsiebiorczo$é
podmiotédw niefinansowych, Zeszyty Naukowe Uniwersytetu Rzeszowskiego Rzeszow.
Nr 28,Seria Ekonomika rolnictwa 3, Rzeszéw 2005,s.65-73,ISSN 1643-0483.

5. Filip, P. (2006). Instruments for financing development of enterprises with national and
EU means[w] Regional transborder co-operation in countries of central and eastern
Europe-balance of achievements,Warsaw PAN Instytutu Geografii Przestrzennego
Zagospodarowania ,pp.345-355,ISSN 1429-009X.

6. Fricks, M. - Trivedi, K. (2012). Importance analysis with Markov chains", annual
reliability and maintainability, pp. 89-95.

7. Grzebyk, M. (2011). Specificity of management in territorial self-government units, [in:]
Economic Development and Management of Regions, Hradec Kralove, part II, 2011,
ISBN 978-80-7435-101-3, pp. 99-104.

8. Laukkanen, T. - Kiviniemi, V. (2010). The role of information in mobile banking
resistance. International Journal of Bank Marketing 28(5), pp. 372-388.

9. Myszczyszyn, O. (2008). Mathematical programming-methods of teaching. Ed.
0.Myszczyszyn, R. Juryniec. - Lviv: LDFEI, p. 132.

10. Ozdemir, S. - Trott, P. (2009). Exploring the adoption of a service innovation: A study
of internet banking adopters and non-adopters. Journal of Financial Services Marketing
13(4): 284-299.

11. Loman, L. - Wang, W. (2013). On Reliability Modeling and Analysis of Highly-reliable,
Large Systems", Annual Reliability and Maintainability Symposium.

12. Repullo, R. (2004).Capital requirements, market power, and risk-taking in banking,
Journal of Financial Intermediation, Elsevier, vol. 13(2), pp. 156-182.

13. Resolution of the Board of the NBU No. 368, 28th August 2008.0n approval of
instruction on the procedure and regulate the activities of banks in Ukraine" [Resurs
electronic].The regime of access: www.bank.gov.ua.

14. The set of statistics. (2015). Materials statistical offices, Eurostat, p. 145.

Information about authors:

Orest Myszczyszyn
Ivan Franko National University of Lviv

Paulina Filip

University of Rzeszéw

Faculty of Economics

E-mail address:paola@ur.edu.pl

Ekonomické spektrum Economic Spectrum, Volume XI, no. 2/2016



17

MOZNOSTI VPLYVU MARKETINGU NA NAKUPNE
SPRAVANIE SPOTREBITELOV V OBLASTI CESTOVNEHO
RUCHU

Daniela Matusikova - Jaroslava Gburova

Abstrakt:

Marketing a marketingova komunikacia su velmi dolezitymi faktormi, ktoré ovplyviuju
nakupné spravanie spotrebitel'ov v oblasti cestovného ruchu. Predmetny prispevok pojednava
o marketingu a vybranych marketingovych nastrojoch, ktoré ovplyviiuju spotrebitel'ov v ramci
nakupného rozhodovania a nadkupného spravania v oblasti cestovného ruchu. Cielom
prispevku bolo zistit, ktoré z vybranych faktorov marketingu ovplyviuju v ramci nakupného
procesu spotrebitelov nakupujlcich v oblasti cestovného ruchu najviac.

KI'Gicové slova: marketing, propagacia, nakupné spravanie, znacka, spotrebitel

Abstract:

Marketing and marketing communication are very important factors that influence
consumer buying behavior in the tourism sector. The present paper deals with
marketing and selected marketing tools that affect consumers in the purchasing
decisions and purchasing behavior in tourism. The paper aimed to identify which of
the selected factors of marketing affect within the purchasing process for consumers
buying the most in tourism.

Key words: marketing, promotion, purchasing behaviour, brand, consumer
JEL: M39
uvoD

Komunikacia je v cestovhom ruchu vel'mi ddlezita. Mozno povedat/, ze komunikacia
ovplyviiuje samotny cestovny ruch. Moderna spolocnost’ komunikuje so Sirokou
verejnost'ou, ako aj spotrebitelia komunikuju medzi sebou navzajom. Je nevyhnutné
uvedomit’ si, Zze komunikacia je zakladom uspechu kazdej firmy, organizacie,
destinacie, ale i kazdého jednotlivca (Jakubikova, 2012).

Propagacia je podstatne kreativnejSia, prekvapivejSia ako vyuzivané nastroje
marketingového mixu. Omnoho viac v nej citime predavaca, Cloveka. Faktor osobného
pristupu, individudlny zaujem a starostlivost’ o zakaznika, sila osobnosti - to je nieco
viac ako len odovzdanie tovaru za vyinkasované financné prostriedky, to su vefmi
podstatné a oporné faktory pre tzv. ,plnohodnotného zakaznika". Clovek je povodca,
nasledne rozvijatel, no v konecnej faze aj prijimatelom ,dozretého ovocia
komunikacie". Hlavnd Udlohu musi na seba prevziatt marketingovy pracovnik,
podnikatel'. Plati znamy vyrok, Ze: ,, Ak sa nepostarame o zakaznika my, postara sa on
niekto iny" (Jedlicka, 2003).

Marketingova komunikacia je jednym z najviditelnejSich a najdiskutovanejSich
nastrojov marketingového mixu s rastdcim vplyvom na spolo¢nost’ a podnikanie.
Zakaznici, podnikatelia aj manazéri su vystaveni pésobeniu reklamy, vyuzivaju rozne
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formy podpory predaja, navstevuju veltrhy, vystavy, nakupuji produkty urcitej znamej
znacky a podobne. Tieto aktivity ovplyviuji nakupné spravanie smerom k podpore
predaja urcitého produktu. Marketingova komunikacia zahffia vsSetky nastroje,
prostrednictvom ktorych podnik komunikuje s cielovymi skupinami zakaznikov, aby
zvysil zaujem o vyrobky alebo svoj imidz na verejnosti (Cibakova, Bartakova, 2007).

Hlavhym cielom marketingovej komunikacie je ovplyvnenie spravania sa
zakaznikov, ktorymi si organizacia zabezpedi predaj vyrobkov a sluzieb, ¢o v kone¢nom
dosledku prispeje k jej postaveniu a udrzaniu sa na trhu. Predpokladom splnenia
hlavného ciel'a je naplnenie Ciastkovych ciel'ov, ktorymi su:

e informovanie — prvorada je informovanost’ ciel'ového trhu o vyrobku alebo

sluzbe, aby sa zabezpecil zaujem a dopyt,

e presviedcanie — v dosledku konkurencného boja na trhu je nemenej podstatné

presvedCit’ zakaznika aby si vybral prave dany vyrobok alebo sluzbu,

e pripominanie — ponuky konkurencie su stale zakaznikovi otvorené, preto je

dolezité upeviovanie pozitivneho postoja a vernosti zakaznika (Bartakova
a kol., 2007).

Reklama ma mnoho foriem a spdsobov pouzitia, preto je tazko zovSeobecnit’ jej
kvality, ktoré spoluvytvaraju komunikacny mix. Jej verejny charakter predpoklada, ze
tovar, ktory propaguje je Standardny a legitimny. Reklama umozriuje opakovat’ spravu
a kupujuci ju moéze porovnavat so spravami od inych konkurentov. Je velmi
expresivna, pretoze umoziuje firme propagovat’ vyrobok v dramatickej forme
pomocou umeleckého stvarnenia, pisma, zvuku a farby. Dokaze oslovit’ vel'mi Siroké
publikum geograficky rozptylenych kupujucich pri nizkych nakladoch. Reklama moze
byt’ Uspesna len vtedy, ked’ sprava ziska pozornost’ a je komunikativna. Kvalita obsahu
reklamnej spravy je zvlast' dolezitd v prostredi, ktoré je presytené reklamou a kde
existuju velmi nakladné reklamné spravy. Vyzaduje viac fantazie, schopnosti pobavit
a poskytnut’ spotrebitel'ovi vacsi zazitok (Stefko, 1997).

Reklama na internete predstavuje médium, ktoré v sebe spaja pozitiva tradi¢nych
médii s pozitivami médii novych. Predstavuje velki moznost’ pre zacielenie, sledovanie
a interaktivitu komunikacie. Umoznuje komunikovat’ 24 hodin denne pocas celého
roka, rychlo menit’ informacie, obsah aj Styl. Pre zadavatel'a reklamy je tu tiez moznost’
vybrat’ si urcitl cielovl skupinu. V doésledku toho sa internet stal velmi flexibilnym
médiom (Pelsmacker a kol., 2003).

V sUcasnosti s rozvojom internetu dochadza k presunu obchodovania na internete.
Firmy investuju do informacnych technoldgii a elektronického obchodu za Ucelom
zvySenia efektivity vykonavanych operacii a skvalitiovania sluzieb zakaznikom. Aby sa
vyjadrilo, Ze sa vSetko sa odohrava prostrednictvom internetu, vklada sa pred bezné
slovo pismeno "e" (ako elektronicky). Tak vzniklo napriklad slovo e-business (elektronic
business), alebo elektronické podnikanie, ktoré obvykle chapeme ako SirSi pojem
elektronicky obchod, respektive e-commerce (Blazkova, 2005).

Prikrylova a Jahodova (2010) uvadzaju niekolko vyhod, ktoré internet pre
reklamné pdsobenie ponuka:

» umoznuje multidimenzionalnu prezentaciu,

» uzivatel' si sdm zvoli dobu a rozsah reklamného pdsobenia,

* internet ponudka nekonciace mnozstvo vyrobkov a sluzieb a spotrebitel’ ma

moznost’ si vd'aka bezplatnym sluzbam najst’ tie informacie, o ktoré ma zaujem,

» internet je selektivnym médiom, umoziiuje prostrednictvom vhodne vybranych

serverov zacielit' na poZzadovanu ciel'ovu skupinu,
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» reklama na internete je menej nakladna ako v ostatnych médiach,
» rychlost’ odozvy na internetovu reklamu je okamzita,
» dopad reklamnej kampane je meratelny.

Hlavnym cielom reklamy na internete je, podobne ako pri ostatnych médiach,
ovplyvnit’ nakupné rozhodovanie potencialnych zakaznikov. Zakladnou odliSnost'ou je
jej interaktivita, kedy kliknutim na reklamny pridzok (banner) méze uzivatel’ internetu
ziskat’ subor dalSich informacii a dokonca si produkt aj priamo objednat. Vdaka
modernym technoldgiam sa moze internetova reklama lepsie zacielit’ na spotrebitela
(Vysekalova a kol., 2006).

1. METODY A METODOLOGIA

Ciel'om prispevku bolo zistit, ktoré z vybranych faktorov marketingu ovplyviuju
v ramci nakupného procesu spotrebitel'ov nakupujlcich v oblasti cestovného ruchu
najviac.

Povodny dotaznik pozostaval z 20-tich otdzok. Pre potreby tohto prispevku boli
vybrané 4 otazky, ktoré orientovali svoju pozornost na faktory ovplyviujlce
rozhodovanie sa pri kipe produktu ako aj vybrané marketingové nastroje. Ziskané
Udaje boli spracované v programe MS Excel a Statistickom programe Statistica.

Zakladna charakteristika suboru bola vykonana pomocou Standardnych metod
deskriptivnej Statistiky. Kvantitativne premenné boli vyjadrené pomocou priemeru,
Standardnej odchylky (SD), minimalnej, maximalnej hodnoty a medianu. Kvalitativne
(kategorické) premenné boli vyjadrené pomocou absolltnej a relativnej pocetnosti
a zobrazené boli v kontingenénych tabulkach. Porovnanie rozdielu medzi skupinami
respondentov bolo spracované pomocou Chi-kvadrat testu nezavislosti. Tento test
zalozeny na kontingencnej tabulke skima vztah dvoch kvalitativnych znakov,
oznacenych ako A (s r Uroviami) a B (s suroviiami). Nulovou hypotézou testu je
predpoklad nezavislosti znakov A a B. Alternativnou hypotézou zase opak: znaky A a B

2
nie si nezavislé. Testovacia Statistika ma tvar: y2 = iT:le-:l(n”e—e”), kde £y st
ij

pozorované poletnosti, e;; = % sU teoretické pocetnosti znaku A na Grovni /a znaku

B na Urovni j. Testovacia Statistika ma pri platnosti nulovej hypotézy asymptoticky chi-
kvadrat rozdelenie s (r-1).(s-1) stupnami volnosti (Litavcova 2012). Za Statisticky
vyznamnu sme stanovili hladinu vyznamnosti a = 0,05.

Do spracovania bolo zaradenych 324 respondentov (aj napriek tomu, Ze na
dotazniku sa podielalo respondentov spolo¢ne 331, ale 7 respondentov nevyplnilo
dotaznik spravne tak, aby mohol byt vyhodnoteny, teda v 7 pripadoch isSlo
o chybovost’). Respondentov tvorili spotrebitelia Zijluci v PreSovskom kraji. Respondenti
sa pohybovali vo vekovom rozpati od 18 rokov do 70 rokov. 52 % respondentov bolo
zenského rodu a 48 % respondentov muzského rodu. Podiel respondentov je mozné
vidiet' v tabulke ¢.1

H 1: Predpokladame, ze nakupné spravanie sa spotrebitel'ov v cestovnom ruchu je
zavislé od rodu respondentov.
H2: Predpokladame, Ze nakupné spravanie sa spotrebitelov v cestovhom ruchu je
zavislé od veku respondentov.
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Tabulka €.1 : Podiel respondentov podla pohlavia

Moznosti Frekvencia Percento Validné Kumulativne
Percento percento

Muzi 156 48 48 48,0

Zeny 168 52 52 100,00

Zdroj: vlastné spracovanie

Priemerny vek respondentov bol 43,3 (SD 14,9) rokov, median veku bol 40 rokov.
Vo veku do 25 rokov, 26 - 40 rokov, 41 - 60 rokov, resp. 61 a viac rokov bolo 11 %,
39 %, 35 %, resp. 15 % respondentov. Vekové zlozenie muzov a zZien bolo mozné
povazovat’ za rovnaké (Chi-kvadrat test nezavislosti, p = 0,769).

Tabulka €.2: Podiel respondentov podla veku

Moznosti Frekvencia Percento Validné Kumulativne
Percento percento

18-25 rokov 34 11 11 11,0

26-40 rokov 126 39 39 40,0

41-60 rokov 114 35 35 75,0

61 rokov a viac 50 15 15 100,0

2 324 100 100 X

Zdroj: vlastné spracovanie

Z hl'adiska premennej vzdelania je mozné konstatovat, Ze so zakladnym vzdelanim
sa na prieskume podielalo 5% respondentov, so stredoskolskym vzdelanim bez
maturity predstavovalo respondentov 23%, so stredoskolskym vzdelanim s maturitou
sa ich na prieskume zucastnilo najviac a to 39 % a o nie¢o menej bolo respondentov
s najvyssim dosiahnutim vysokoskolskym vzdelanim v podiele 33 % respondentov. Pri
Statistickom vyhodnoteni premennych bolo zaznamenané, ze z pohladu rodu boli Zzeny
participujuce na prieskume vzdelanejSie ako v pripade muzov (Chi-kvadrat test
nezavislosti, p < 0,001). Vysokoskolsky vzdelanych bolo v prieskume 44 % zien a 21
% muzov. V pripade stredoskolského vzdelania bez maturity to bolo 17 % zien a 41
% muzov. Z oslovenych respondentov bolo 61 % zamestnanych, 16 % dochodcov, 13
% samostatne zarobkovo ¢innych os6b (SZCO), 5 % nezamestnanych a rovnaky pocet
Studentov (5 %).
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2. DOSIAHNUTE VYSLEDKY A DISKUSIA

NajdolezitejsSim faktorom, ktory ovplyviuje spravanie spotrebitelov pri nakupe
moznost’ ako tu, ktord ovplyviuje ich rozhodovanie a nakup. Kvalita produktu bola
vybrana na druhom mieste. Zl'ava poskytnutd na produkt sa zda byt tiez dolezitym
faktorom ovplyviujicim ich rozhodovanie. V si¢asnom virtudlnom trhu dcasto
zohravaju doleZitu Ulohu aj recenzie pri vybere dovolenky. Znacka cestovnej kancelarie
nebola pre respondentov zucastnenych na prieskume dolezitym faktorom.

Tabul'ka €.3 Faktory vplyvajuce na nakupné spravanie

Moznosti Frekvencia Percento Validné Kumulativne
Percento Percento
Cena 154 47,6 47,6 47,6
Kvalita 93 28,7 28,7 76,3
Zl'ava 39 12 12 88,3
Destinacia 31 9,6 9,6 97,9
Znacka 7 2,1 2,1 100,00
2z 324 100 100 X

Zdroj: vlastné spracovanie
Tabulka €.4 Dolezitost' faktora pri nakupnom rozhodnuti - recenzia

nij / € do 40 rokov nad 40 X’'=4226
rokov p = 0,040

recenzia — dolezity faktor 26 /8,9 10/ 9,1

recenzia — nedolezity faktor 134 /71,1 154 /72,9

Zdroj: vlastné spracovanie
Tabulka €.5 Dolezitost' faktora pri nakupnom rozhodnuti - znacka

ni; / € do 40 rokov nad 40 xX2= 8,260
rokov p = 0,004

znacka — dolezity faktor 28/ 8,4 6/8,6

znacka — nedodlezity faktor 132 /71,6 158 / 73,4

Zdroj: vlastné spracovanie

Tabulka €.6 DolezZitost' faktora pri nakupnom rozhodnuti - cena

nij / € do500€ 500¢€- nad X2= 7315
1 000 € 1 000 € p =0026

cena — dolezity faktor 96 / 40,9 60/ 32,0 7/12,1

cena — nedolezity faktor 60/ 37,1 62 /29,0 16 /10,9

Zdroj: vlastné spracovanie
Tabulka €.7 DoleZitost’ faktora pri nakupnom rozhodnuti - kvalita pri zohl'adneni

prijmu
nij / € do500€ 500¢€ - nad X2= 15,585
1000 € 1000 € p < 0,001
kvalita — dolezity faktor 48 / 36,1 70/ 28,2 16 / 10,6
kvalita — nedolezity 108 / 41,9 52/32,8 7/124
faktor

Zdroj: vlastné spracovanie
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Tabul'ka ¢.8 Dolezitost’ faktora pri nakupnom rozhodnuti - podl'a pracovného statusu

nij / € dochodca zamestnanec SZCO X2= 8,250
kvalita — dolezity faktor 10/ 11,6 100/ 44,1 20/9,3 p=0016
kvalita — nedolezity 42/ 14,4 98 / 54,9 22 /11,7

factor

Zdroj: vlastné spracovanie
Tabulka €.9 Dolezitost' faktora pri nakupnom rozhodnuti - zl'ava

nij / € déchodca zamestnanec SZCO xX2=

zl'ava — dolezity faktor 18/ 3,6 18 /13,6 4/29 11,710
p =0003

zl'ava — nedolezity 34/22,4 180/ 85,4 38/ 18,1

faktor

Zdroj: vlastné spracovanie

Osobitna pozornost’ bola venovana marketingovému nastroju reklamy, ktora
podla predpokladov ovplyviuje rozhodovanie sa naslednych spotrebitel'ov pri vybere
sprostredkovatela balika sluZieb, resp. sluzieb alebo pri vybere ciel'ovej destinacie na
travenie vol'ného Casu, teda jednoducho povedané dovolenky.

Tabulka €. 10 Vnimanie reklamy

MozZnosti Frekvencia Percento Validné Kumulativne
Percento Percento

Jasny vplyv 54 16,6 16,6 16,6
Iba ak zaujme 152 47 47 63,6
Ziaden vplyv 88 27,1 27,1 90,7
Nesledovanie 30 9,3 9,3 100,00

reklam
z 324 100 100 X

Zdroj: vlastné spracovanie

Z vysledkov odpovedi respondentov je jasné, ze reklama ako marketingovy nastroj
na nich pdsobi len ak je presne orientovana a jej obsah je pre finalneho prijimatela
zaujimavy. Vtedy sa atraktivita aj daného poskytovatela aj produktu zvySuje. Druhou
najCastejSou odpovedou bola odpoved’, kde sa respondenti vyjadrili, Ze reklama na ich
rozhodovanie nema nijaky vplyv. Ztohto mo6ze vyplyvat' predpoklad, Ze trhovy
segment sa moze rad spoliehat’ na svoje skusenosti, resp. si rad organizuje svoje
dovolenky samostatne bez vyuzitia sluzieb producentov alebo poskytovatel'ov
(napriklad cestovné agentiry) alebo je mozné aj to, Ze prikladaju vel'kd vahu
skusenostiam inych, ktori dané sluzby vyuzili, resp. navstivili dané destinacie, do
ktorych by v budulcnosti chceli cestovat’. Z tohto dovodu bola aj v dotazniku polozena
otazka tykajuca sa recenzii, ktorej vysledky je mozné vidiet' v nasledujlcej tabulke
¢.11. Najmenej odpovedi bolo v pripade moznosti nesledujem reklamu, kde je tiez
mozné vychadzat' z predpokladu, Ze masovému rozSireniu reklamy v roznych médiach
¢i na internete sa jednoducho je len tazko vyhnat. Jasny vplyv reklamy
a ovplyvnitel'nost’ jej obsahu na nasledné nakupné spravanie sa prejavilo len v pripade
16,6% respondentov. V pripade poskytovatel'ov sluzieb by bolo vhodné porozmyslat’
nad inymi moznymi marketingovymi nastrojmi, ktoré by predaj podporili.
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Tabul'ka ¢.11 Recenzie

MoZnosti Frekvencia Percento Validné Kumulativne
Percento Percento
Jasny vplyv 194 59,9 59,9 59,9
Obcasny vplyv 86 26,5 26,5 86,4
Ziaden vplyv 44 13,6 13,6 100,00
Z 324 100 100 X

Zdroj: vlastné spracovanie

Zaujmom v ramci nasledujucej otazky bolo zistit, ¢i vplyvaju recenzie a ich
vyskyt v internetovom prostredi v pomerne hojnom zastipeni na nasledné nakupné
rozhodovanie sa buducich ucastnikov cestovného ruchu. V tomto pripade bolo mozné
si vybrat’ z troch odpovedi. Predpokladom bolo, ze v dneSnom modernom a virtualnom
prostredi budu recenzie r6znych zariadeni cestovného ruchu zohravat’ vyznamnu tlohu
pri rozhodovani sa. Tento predpoklad bol potvrdeny, nakolko az 59,9% respondentov
oznacilo za im vyhovujicu odpoved', Ze pri vybere dovolenkovej destinacie sa vyrazne
rozhoduju aj podia predoslych  skudsenosti inych ucastnikov cestovného ruchu
a navstevnikov konkrétnej destinacie. Ciastony vplyv recenzii na vyber destinacie
a konkrétneho produktu uviedlo len 26,5% respondentov. V ich pripade zohrava ulohu
doveryhodnost’ k produktu, ktory maji moznost’ vidiet' v ponuke cestovnych kancelarii
resp. cestovnych agentur, alebo si svoje dovolenky Ciastocne realizuji samostatne bud’
do vopred znamych destinacii alebo ako je v nasich podmienkach zvykom a typické
najma pre destinaciu Chorvatska. Iba 13,6% respondentov neuviedlo vplyv recenzii
v akomkol'vek zmysle a teda vyber produktu nechavaju na vlastnu intuicii a zaujem.

Tabul'ka ¢.12 Uéast’ na spotrebitel'skych sutaziach

Moznosti Frekvencia Percento Validné Kumulativne
Percento Percento
Ano, pravidelne 8 2,5 2,5 2,5
Obcas 156 48,1 48,1 50,6
Nikdy 160 49,4 49,4 100,00
z 324 100 100 X

Zdroj: vlastné spracovanie

Poslednou vybranou otdzkou pre predmetny prispevok bola otazka tykajuca sa
Ucasti na spotrebitel'skych sitaziach. Z troch moznosti vyberu odpovede sa najviac
respondentov priklonilo k moznosti nikdy, teda, Ze moznosti sutazi o pobyty
a dovolenky nevyuzivajl, resp. nesleduji a neziicastnuju sa na nich. Takmer rovnaké
percento respondentov zvolilo moznost’ obcasného sledovania a vyuzivania sutazi
o spominané produkty. Zvacsa je tieto ponuky mozné sledovat’ na socialnych siet’ach.
Moznosti sut'azi sa taktiez objavuju na strankach cestovnych kancelarii, ¢i pri sut'aZiach
zverejiovanych a vysielanych v domacich médiach.

ZAVER

Na zaklade ziskanych vysledkov mozno konstatovat, Ze aj ked’ reklama patri medzi
jeden z najefektivnejsich nastrojov, ktory ovplyviuje nakupné spravanie spotrebitel'ov,
vysledky tohto prieskumu poukazuju na pravy opak. Podl'a zisteni sa dospelo k zaveru,
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Ze sucasni spotrebitelia s uz reklamou dost’ presyteni a podla prevaznej vacsiny
skimanych respondentov na nich reklama nema v ramci nakupného rozhodovania
Ziaden vplyv. Moderny spotrebitel, ktory ma v sucasnosti kazdodenny pristup
k informacnym technolégiam a internetu pri nakupe sluzieb v oblasti cestovného ruchu
kladie doraz na recenzie, ako aj iné modernejSie formy marketingovej komunikacie,
ktoré vplyvaju na spotrebitelov z psychologického hladiska a tym ho podnecuju
k nakupu sluzieb v oblasti cestovného ruchu.
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MOTIVACE ZAMESTNANCU — OD TEORIE K PRAXI
MOTIVATION OF EMPLOYEES — FROM THEORY TO PRACTISE

Pavla Heroutova

Abstrakt

Tento pfispévek si klade za cil vénovat pozornost jedné z moznosti praktického uchopeni
motivace zaméstnancl. Rizeni lidskych zdrojli se neobjede bez znalosti toho, co je pro
zameéstnance dlleZité a jaké je jejich tendencni chovani. Toho je mozné dosahnout zjisténim
motivacniho profilu pracovnikll dotaznikovym Setfenim. Vhodné vyuZiti téchto informaci méze
byt po firmu zasadnim nastrojem v ramci fizeni lidskych zdrojd. Ucelnou podporou praktickych
poznatkd je selektivni teoretické uvedeni do problematiky v Gvodu predkladaného textu.
Zakladem je pojeti fizeni lidskych zdrojl, jez prosSlo vyraznym vyvojem a zaclenilo se do
strategickych oblasti v fizeni organizaci. Vyuziti védeckych poznatkli se pak promita do
praktického reSeni otazek tykajicich se aspektd, jez jsou pro zaméstnance dlleZité a hraji tak
roli motivacnich Cinitell. Kazdy Clovék je specificky z pohledu svych motivacnich preferenci,
které dohromady tvori jeho motivacni profil.

Klicova slova: fizeni lidskych zdrojli, motivace, motivacni profil

Abstract

This paper aims to pay attention to the possibility of practical grasp of employee motivation.
Human resource management cannot exist without the knowledge what is for employees
important and what is their tendentious behavior. This can be achieved by finding motivational
profile of staff by questionnaire survey. Appropriate use of this information can be for the
company an essential tool in Human Resources management. The effectively support for the
practical knowledge is the selective theoretical introduction to the topic in the introductory part
of the present text. The basis is the concept of human resource management, which has
significantly developed and integrated into strategic areas in the management of organizations.
Exploitation of scientific knowledge is then projected into practical solutions to questions about
aspects that are important for employees and thus play the role of motivators. Each person is
unique in terms of its motivational preferences, which together form the motivational profile.

Keywords: human resources management, motivation, motivational profile
JEL: ]24, K31, M52

uvoD

Nejmodernéjsi koncepci personalni prace charakterizuje pojem fizeni lidskych zdroj, ktery
zdOraznuje strategicky aspekt vyznacujici se stanovovanim dlouhodobych, obecnych
i komplexné pojatych cild persondlni prace provazanych s ostatnimi cili spolecnosti
véetné hledani cest k jejich dosazeni. Velka ¢ast persondlni prace je pritom delegovana na
manazery a hovoti se o jejich Ustredni roli v fizeni lidi (Koubek, 2011). To potvrzuje i Kupec
(2010), ktery uvadi, ze vedouci pracovnik ma zasadni vliv na chod celé spolecnosti, zejména
pak v personalni politice. Kupec (2011) ve své dalsi stati dokazuje, ze chovani managementu
ma velky pozitivni vliv na podfizené ve smyslu prijeti jejich stylu kultury za vlastni.
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Nova éra fizeni lidskych zdroj(, jak ji prezentuje Ulrich, Younger, Brockbank a Ulrich (2014),
je zamérena na to, ze skutecné poznani firmy vyzaduje pfistup se tfemi pohledy. Jako prvni
uvadeji pochopeni kontextu, v némz se firma pohybuije, véetné obecnych spolecenskych tlakd,
které jejimu podnikani pomahaiji nebo skodi. Druhy pohled zahrnuje pochopeni jednotlivych
zainteresovanych skupin uvnitf a vné firmy, kam patfi zaméstnanci, zakaznici, investofi,
konkurenti apod. Pravé poznani zaméstnancl je Ustfednim tématem tohoto ¢lanku. Tretim
pilifem nazirani je pochopeni strategie spolecnosti, jez vyjadruje jedinecnost spolecnosti v
obsluze zajml zainteresovanych skupin, v reakcich na ménici se prostfedi a budovani
konkurencni vyhody. Rizeni lidskych zdrojt je tedy velmi komplexni.

Mluvi-li se v modernim pojeti fizeni lidskych zdroj o pochopeni zaméstnancl, Ize zde
spatfovat Uzkou provazanost s tématem jejich motivace. Motivaci se oznacuje ,proces
spousténi, zaméfeni a regulace aktivity Cloveéka na objekty a cile" (Cakirpaloglu, 2012, str.
180). Tento proces zavisi na motivech a jejich plsobeni (Ri¢an, 2010). Bedrnova a Novy (1994)
definuji motivy jako vnitfni pohnutky, které podnécuji jednani clovéka. Plhakova (2010) je
analogicky nazyva potfebami, o nichz fika, ze jsou tim naléhavéjsi, ¢im delSi dobu nedojde
k jejich uspokojeni a ovliviuji tak intenzitu a kvalitu chovani. Motivované chovani je Casto Uzce
spjato se silnymi emocemi a mnohé pohnutky i cile chovani jsou uvédomované jen z ¢asti nebo
vlbec (Plhakova, 2010).

Motivaci k pracovni Cinnosti pak vyjadfuje pfistup zaméstnance k praci a jeho ochota
pracovat, ktera je podminéna néjakymi motivy. Obvykle je toto téma spojovano
s problematikou postojl k praci (individualni pojeti) a potazmo organizaci (Tureckiova, 2004).
Postoje se projevuji v pracovnim chovani a vykonu a Ize je odvodit z otazek zkoumaijicich
pracovni spokojenost a pohotovost k identifikaci s praci nebo organizaci. Prace midze byt v
krajnim pripadé chapana jako nutné zlo, protipdlem je vnimani prace az jako nejvyssiho
zivotniho smyslu (Nakonecny ,2005). Stale vice diskutovanym tématem se stava angazovanost
zameéstnancll charakterizovand jako jejich ochota a schopnost dobrovolné vynalozit Usili
(Storey, 2007). Zapojeni a projevovani pracovnikl neni jen v roviné fyzické a kognitivni, ale
i emocionalni. V praxi to Casto vede také k promitnuti angazovanosti do strategickych cilli
organizace (Armstrong a Taylor, 2015).

Armstrong (2002, 159) oznacuje motivovani lidi jako ,uvadéni téchto lidi do pohybu ve
sméru, kterym chcete, aby se ubirali, za Ucelem dosazeni néjakého vysledku." Motivovany
Clovék Cini kroky, o nichz si mysli, Ze povedou k dosazeni néjakého cile a ziskani cenéné
odmeény, ktera uspokoji jeho potreby. O dobré motivovanosti se pak hovofi v pripad€, ze cile
jsou jasné definované, podporené stimuly a odménami, prace je pokud mozno uspokojujici
s prilezitostmi ke vzdélavani a rlistu (Armstrong, 2002). Schopni a motivovani zaméstnanci
svym vykonem urcuji vykon organizace, a proto jsou pro ni rozhodujicim zdrojem (Sikyr, 2014).

Jak mize spolecnost zastoupena manazery ovlivnit a podnitit vnitfni motivaci zaméstnancd,
aby byli ochotni vydavat energii ve prospéch firmy? Motivace souvisi s motivacnim zalozenim,
coz je charakteristikou osobnosti a vystihuje vztah Clovéka k podnétdim, respektive jeho
preference pfi jejich vybéru (Plaminek, 2015). O ucinném motivovani zaméstnancl se da proto
hovorit v pripadé, Ze motivacni podnéty jsou ve shodé s jejich potfebami a celkovym
motivacnim profilem. Zjisténi této relativné trvalé orientace Clovéka v ramci celkového profilu
jeho osobnosti prispiva k jeho dobré znalosti, ktera je dle Pauknerové a kol. (2012) zasadni
pro Ucinné zamérné a védomé ovliviiovani pracovnikl. Proto je cilem predkladaného textu
nastinit jednu z moznych cest zkoumani motivacniho profilu pomoci vzorku respondentd.
Predmétné dotaznikové Setreni bylo také podkladem k vypracovani magisterské diplomové
prace.

1. METODIKA

Pro zjisténi motivacniho profilu zaméstnancl Ize vyuzit dotaznikové Setfeni. Jednim
z moznych nastrojl je dotaznik MP — z: Motivacni profil, jehoZz autorem je Pavlat (2004). Je
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pouzivan pfi vybéru a prijimani pracovnikll, v souvislosti s jejich vedenim, hodnocenim,
motivaci. Tato metoda byla pouzita po konzultaci s odbornikem na oblast psychologie prace
pfi zpracovani magisterské diplomové prace, jejimz cilem byl vyzkum motivace zaméstnanc(
pracujicich ve financni sfére. 50 nahodné vybranych respondentl pfi rovnomérném zastoupeni
muzd a Zen bylo ve véku od 20 do 59 let, s délkou praxe od 1 roku do 20 let. Dotaznik byl
distribuovan oslovenym pracovniklm v tisténé podobé osobou vyzkumnika, ktery byl také
zaméstnancem zkoumané financni instituce, proto bylo dosazeno stoprocentni navratnosti.
Vysledkem zpracovani ziskanych informaci bylo definovani deviti dimenzi motivacniho zaméreni
(projevd chovani a motivacnich cinitell). Pro doplnéni je potfeba uvést, Ze existuji ijiné
dotaznikové metody zjiSt'ujici motivy a hodnoty jedince. Komplexné jak v osobnim tak
v profesnim Zivoté dané postihuje napf. MVPI (Inventai motivl, hodnot a preferenci), jehoz
vysledky vypovidaji o souladu mezi firemni kulturou a zaméstnancem (Wagnerova a kol.,
2011).

Motivacni profil predstavuje dle Pavlata ,syntetickou, individualné specifickou a soucasné
v Case relativné stabilni charakteristiku osobnosti ¢lovéka. Jejim obsahem jsou pro jedince
pfiznacné, dominantni motivacni orientace ¢i tendence, resp. skladba, vyhranénost a intenzita
jeho vnitfnich hnacich sil." Motivacni profil se sklada z 9 dimenzi (MP1 — MP9), kdy kazda
strana je protipdlem druhé. Tyto dimenze jsou vytvoreny na zakladé sémantického
diferencidlu. Dotaznik je skérovan od 0 do 6, pricemz tyto dva skéry ohranicuji minimalni
a maximalni tendence k danému chovani v kazdé dimenzi. Respondent se pak priklani
k jednomu ¢&i druhému polu kazdé dimenze v zavislosti na tom, co je pro néj typické
a charakteristické. Jeho vysledné umisténi se také projevuje v jeho jednani. Jedinec odpovida
na tvrzeni Souhlasim/Nesouhlasim, ¢imz se mlze minimalizovat mozZnost zkresleni. Souctem
kladnych odpovédi u polozek kazdé dimenze vznikne vysledny motivacni profil pracovnika a Ize
tak odhalit ty pohnutky, které maji motivujici charakter. Jednotlivé dimenze jsou:

e vyhybani se nelispéchu — dosahovani Uspéchu,

zaméreni na Cinnost a jeji obsah — zaméreni na Uspéch,
zaméreni smérem od podniku — zaméreni smérem k podniku,
orientace na pocit bezpeci — zaméreni se na riziko,
orientace na budoucnost — zaméreni se na aktualni stav,
skupinova orientace — individualni orientace,
prosocialni orientace — zamérenost na sebe,
pasivita, klid — ¢inorodost,
orientace na moralni uspokojeni — orientace na ekonomicky prospéch.

2. VYSLEDKY A DISKUZE

Udaje, jeZ vypovidaji o individudlnim motiva¢nim profilu Ize zpracovat také souhrnné, za
tym jako celek, jak ukazuje tabulka ¢. 1. Primérné vysledky Setfené skupiny zaméstnancl jsou
navic rozliSeny i dle pohlavi.

Vétsina polozek celé skupiny osciluje kolem stfedové hodnoty bez extrémnéjsiho priklonu
k jedné nebo druhé strané. Vyrazné inklinovani k jednomu z pdld je zfetelné u dimenze MP4,
pricemz citeln&jsi velmi silna orientace na pocit bezpeci a snaha vyhnout se riziku je vidét spiSe
u Zzen nez u muzd. Z vysledkd dale vyplyva znacna prevaha orientace na budoucnost, nez
orientace na aktualni situaci (MP5). Vyraznéjsi rozdil z hlediska pohlavi je mozné pozorovat u
dimenze zaméreni na Cinnost a jeji obsah versus zaméreni na Uspéch (MP2), viz graf ¢. 1. Je
patrné, Ze pro zeny neni Uspéch takovym hnacim motorem jako pro muze. Ukazuje se také,
Ze muzi jsou vice zaméreni na dosahovani Uspéchu nez vyhybani se neuspéchu (MP1), svou
pozornost sméfuji smérem k sobé nez prosocialné (MP7) a vice je zajima ekonomicky prospéch
nez na moralni uspokojeni (MP9). Zeny jsou ve srovnani s muzi naopak vice Cinorodé, nez
pasivni (MP8). Rozdily v primérném motivacnim profilu Zen a muzd jsou pak nazorné vidét
v grafu ¢. 1.
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Tabulka 1 Préimérny motivacni profil zkoumané skupiny

Motivacni | Prémér | Prdmér | Primér v v
) . v v Zamereni: 0 Zamereni: 6
dimenze | skupiny | zeny | muzi
MP1 2,28 2,08 2,48 Vyhybani se nelspéchu Dosahovani Uspéchu
MP2 2,70 2,24| 3,16 Zamereni na cinnost a jej Zaméreni na Uspéch
obsah
MP3 270| 2,76| 2,64| Zamerenismerem od Zamé&Feni smérem k podniku
podniku
MP4 0,78 0,60 0,96 | Orientace na pocit bezpeci Zaméreni se na riziko
MP5 1,60 1,68 1,52 | Orientace na budoucnost Zaméreni na aktualni stav
MP6 2,68 2,84 2,52 Skupinova orientace Individualni orientace
MP7 3,14 2,96 3,32 Prosocialni orientace Zameérenost na sebe
MP8 3,44 3,64 3,24 Pasivita, klid Cinorodost
MP9 3,34 3,04 3,64 Orientace na m9ra|n| Orientace na %konomlcky
uspokojeni prospéech

Zdroj: vlastni zpracovani autora na zakladé dat z dotaznikového Setteni

Graf 1 Primérny motivacni profil dle pohlavi

—o— Zeny
—8— Muzi

Primérné skoére
N w

0 T T T T T T T T 1
MP1 MP2 MP3  MP4 MP5 MP6  MP7 MP8 MP9

Motivaéni dimenze

Zdroj: vlastni zpracovani autora na zakladé dat z dotaznikového Setreni

Ziskana data byla podrobena také korelacni analyze ve vztahu k demografickym Gdajtim,
viz tabulka €. 2. Ukazalo se, Ze se zvySujicim se vékem a zaroven senioritou (délkou praxe)
roste zaméreni na Uspéch. Zvysujici se vék se také promita do sniZzovani individualni orientace
ve prospéch skupinové a rlst seniority souvisi s ristem zaméreni se na sebe oproti socialni
orientaci.
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Tabulka 2 Korela¢ni analyza

Silné oznacené korelace jsou vyznamné na

hlad. p < ,05
Promanna Prdméry | Sm. odch. vek Seniorita
MP1 | Vyhybani se nelspéchu | Dosahovani Uspéchu 2,28 1,4714| 0,1774| 0,076721
ZaméFen[ na ¢innost a Zamé&Feni na Gispéch
MP2 jeji obsah 2,7 1,3287| 0,3134 | 0,349572
Zaméreni smérem od Zaméreni smérem k
MP3 podniku podniku 2,7 1,3132] 0,1913] 0,131632

Orientace na pocit vy .
Zameéreni se na riziko

MP4 bezpedi 0,78 0,9957| 0,0416| -0,028715
Orientace na Zaméreni na aktualni

MP5 budoucnost stav 1,6 1,178| 0,1408| 0,166979

MP6 | Skupinova orientace | Individualni orientace 2,68 1,1147 | -0,4143| -0,20157

MP7 | Prosocialni orientace Zamérenost na sebe 3,14 1,1608| 0,1917| 0,29718

MP8 Pasivita, klid Cinorodost 3,44 1,4309| 0,0559 -0,0343

MP9 | Vyhybani se nelspéchu | Dosahovani Uspéchu 3,34 1,6734| 0,1251| 0,123733

Zdroj: vlastni zpracovani autora na zakladé dat z dotaznikového Setteni

Po provedeni analyzy situace v oblasti motivacniho zaméreni zaméstnancl je mozné

pristoupit k diskuzi a komparaci s vybranymi védeckymi pojednanimi. PFi zohlednéni
skute€nosti, Ze prekladany text se zabyva pouze jednim z moznych pristupl k tématu motivace
a tato problematika tim tedy neni vyCerpana, Ize jako teoretickd vychodiska pro podporu
praktického uchopeni tématu motivace povazovat nasleduijici teze. Motivované chovani ma
spojitost s emocemi (Plhakova, 2010) a s motivaci k praci také Uzce souvisi postoje Clovéka
(Tureckiova, 2004). Vnéjsi i vnitfni motivace souvisi s motivacnim zaloZzenim, coz je
charakteristikou osobnosti a vystihuje vztah ¢lovéka k podnétlim, respektive jeho preference
pfi jejich vybéru (Plaminek, 2015). O ucinném motivovani zaméstnancl se da proto hovorit v
pfipadé, Ze motivacni podnéty jsou ve shodé s jejich potfebami a celkovym motivacnim
profilem, dUlezita je tedy znalost pracovnikl (Pauknerova a kol., 2012).
Dotaznik MP — z: Motivacni profil poskytl informace o jednotlivych motivacnich dimenzich, které
jako celek tvori motivacni profil Clovéka. Zpracovani téchto proménnych prineslo zjisténi, ze
vétSina polozek osciluje kolem stfedové hodnoty, dva pripady se ale vymykaly prdméru.
Obecné se projevila prevaha orientace na budoucnost, nez na aktualni situaci (MP5). Velmi
silna je orientace na pocit bezpeci a snaha vyhnout se riziku (MP4). Sociodemografické Udaje
o respondentech umoznili provést komparaci rozdilnosti vysledkd Setfeni z hlediska pohlavi,
jez ukazaly nékteré tendencni odliSnosti mezi muzi a zenami. Vysledné informace tak poskytuji
znalostni ramec nejen celého pracovniho tymu obecné, ale také s prihlédnutim ke specifikiim
projevujicim se u muz a Zen. Motivacni profil zaroven naznacuje urcité limity lidské Cinnosti,
napr. ve smyslu, Ze Clovék, ktery je silné orientovan na individualni praci nebude preferovat
tymovou, skupinovou praci.

To je mozné vhodné vyuzit jak pri sestavovani pracovnich skupin a nasledné praci s nimi,
tak pro fizeni jednotlivcd. Vhodné zvolené motivacni intervence, nastavovani cill a pridélovani
pracovnich Ukold v rdmci manaZerského fizeni na zakladé znalosti tendencniho chovani
podrizenych tak mohou pozitivné ovliviiovat ochotu zaméstnancll vynalozit Usili a prispét
k maximalizaci efektivnosti pracovnich proces(.

ZAVER

Na zakladé dotaznikového Setfeni mezi nahodné vybranymi zaméstnanci financni sféry Ize
tedy odvodit nasledujici zavéry. V ramci motivacniho profilu vybérové skupiny se ukazuje
zvysSena tendence k orientaci na budoucnost nez na aktualni situaci, velmi silné je inklinovani
k orientaci na pocit bezpeci a snaha vyhnout se riziku. U ostatnich motivacnich dimenzi
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prispivajicich k tvorbé celkového obrazu o motivacnim profilu se neprojevuji vyraznéjsi
tendence smérem k hrani¢nimu typu chovani. Vyznamny rozdil v pohlavi se prokazal v tom, ze
Zeny se spiSe orientuji na ¢innost samotnou a jeji obsah a muzi jsou spiSe zaméreni na Uspéch.
S pribyvajicim vékem dochazi u zkoumané skupiny ke snizovani individudlni orientace ve
prospéch skupinové a zvySuje se zaméreni na Uspéch. Rlst délky praxe se promita do vétsiho
zaméreni se na sebe oproti prosocialni orientaci.
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