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Abstract

A code of ethics is one of the main ethical organizational management tools.
Therefore the main objective of this article was to determine, on the basis of the results
of the questionnaire survey in 607 Czech companies, whether the presence of a code of
ethics in a company depends on the size of a company and its market activities in terms
of the area in which it operates. The results of the survey have shown that there is a
statistically significant increase in the prevalence of a code of ethics with company size
but the increase in the prevalence of a code of ethics is uneven. The next finding was that
there is a statistically significant increase in the prevalence of a code of ethics in relation
to the increasing market activities of a company (among national, multinational and
regional companies). It may therefore be concluded that the increase in the prevalence
of a code of ethics according to market activities is demonstrable but not substantial.

Key words: ethical management, code of ethics, prevalence, market activity

JEL Classification: M00, M14

Introduction

The first studies into codes of ethics appeared in the 1950s and 1960s in the
USA. In the 1950s, 15% of large companies had adopted codes of ethics. By the 1960s,
the proportion of such companies to do so had increased to 40%, with the proportion
rising to 75% by the 1980s and to 93% by the 1990s (Sticka et al., 2008). A Business Ethics
Centre report from the end of the last century revealed very interesting information.
It showed that in 1986, 93% of companies had introduced codes of ethics, which was
equivalent to a 10% increase compared to 1979 (Rogers and Swales, 1990). Ethics
Resource Center research, which addressed 747 respondents (Harman, 2001), showed
that nearly 75% of companies reported the existence of a code of ethics, and that this



proportion was 57% among smaller companies with less than 100 employees. In 2001,
in research conducted by KPMG in South Africa, 86% of companies had a code of ethics
(KPMG, 2002). In 2003, in research conducted by Deloitte (2004), which involved 373
respondents, 83% of companies in the USA had a code of ethics. A National Business
Ethics Survey (Ethics Resource Center, 2005) showed that in 2005, 86% of companies
used a code of ethics. In 2006, according to LRN (2006), 79% of companies utilised a
code of ethics. A global survey conducted by KPMG (2008) points to the worldwide
trend for increasing numbers of companies to define and implement a code of ethics.
The research showed that in 2008 the proportion of companies with a code of ethics
stood at 86%. It is clear from the above that in recent years a code of ethics has become
a standard basic tool for ethics programmes within large and renowned companies.
This is also backed up by an informal survey conducted by IBE in 2012, which showed
that a code of ethics was implemented by 92% of those companies with the highest
market capitalization based in Great Britain whose shares are traded on the London
Stock Exchange (IBE, 2012). The IBE survey (2012) also reported that in 2012, 73% of
all companies had a code of ethics. The CGMA (2015) conducted a survey in which
nearly 2,500 respondents from ten countries participated. The overall results showed
that the proportion of companies with a code of ethics stood at 82% (and among large
companies 93%). In 2016, according to a worldwide survey conducted by PwC, the
largest of its kind, in which 6,337 companies from 115 countries participated (including
79 prominent companies from the Czech Republic), on average 82% of companies
had a formally established code of ethics (PricewaterhouseCoopers, 2016).

One of the latest surveys was conducted in 2016 by Dow Jones and
Metricstream (2016) and showed that 96% of the 330 questioned companies had
a code of ethics. The aforementioned surveys indicate the growing trend towards
the introduction of codes of ethics in business practice. However, it is important to
highlight that not all these surveys are compatible. In actuality, the results depend on
numerous factors, in particular on the structure of the respondents. Whilst a higher
proportion of large US based companies have codes of ethics, this proportion is smaller
for small and medium-sized companies and companies operating in Asia. It is clear
that only global surveys with large numbers of respondents from all business sectors
and companies of different sizes will therefore provide the relevant information
required. Unfortunately, such surveys are difficult to realize.

According to a survey conducted by the Association of Chartered Certified
Accountants (ACCA), one in five managers or accountants in the Czech Republic
has had to deal with a serious ethical dilemma in their work. This only confirms the
necessity of introducing effective ethical management tools (Transparency International,
2015). Dzbénkova (2003) concluded, on the basis of her smaller less representative
survey conducted in 2002, in which 60 representatives participated from middle
and top management in companies operating in Prague and Central Bohemia, that 35%
of the questioned companies had a code of ethics in place and 22% were considering
drafting and implementing one. In contrast, Transparency International - Czech
Republic in conjunction with the Economic University in Prague, conducted a very
representative survey in 2005, which was repeated in 2006. The surveys sought to
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determine the degree to which codes of ethics were applied in companies that operated
on the Czech market. The conclusion was that in the second half of 2005 only 59
companies (i.e. 10.3%) of the 574 questioned had a code of ethics in place. This situation
was similar when the survey was repeated in the first half of 2006, whereby only
104 companies (i.e. 8.4%) of the 1,240 in the sample set had a code of ethics in place.
The survey also proved that there was a relationship between company size and the
existence of a code of ethics. The larger the company the greater the chance a code of
ethics existed. For example, in 2006, less than 5% of small companies (i.e. with less than
50 employees) had a code of ethics, whereas this percentage among large companies
(i.e. with 300 or more employees) exceeded 24%. Dytrt et al. (2011) state that in 2011,
less than 15% of domestic companies had a code of ethics in place. In a more recent
survey conducted by Transparency International in 2013, the results showed that this
percentage had increased to 46% of domestic companies. However, this compares
to the world average of 74% (Neovlivni.cz, 2015). According to the respondents of
a questionnaire survey conducted in 2015, the results of which were processed by
the Financial and Economic Institute, 68% of companies had a code of ethics, but
only 23% of companies saw the code of ethics as a binding set of rules (Finan¢ni a
Ekonomicky Institut, 2015). According to the previously mentioned PwC survey, in
which 6,337 organizations from 115 countries participated, 86% of the 79 prominent
Czech companies questioned had a formally established code of ethics. However, the
low number and the size of the companies involved belies reality (Pricewaterhouse
Coopers, 2016).

Despite these results, the number of companies in the Czech Republic that
are establishing a code of ethics is gradually growing, although the numbers remain
well below the global average (which is higher than 70%). It seems that, the presence
of a code of ethics in the Czech Republic tends to be limited to larger companies and
public institutions and could depend on their market activities as well.

Material and metodology

In cooperation with the Czech Statistical Office, a sample set of companies
was selected from all size categories in compliance with EU nomenclature. The
emphasis was placed on selecting companies that were representative of the basic
spheres of the national economy. In total, 1,420 companies were included in the sample
set. The empirical research, in the form of a questionnaire survey, was conducted in
the second half of 2016 among the heads of personnel departments. In addition to
acquiring basic information about the respondents (company name; contact data;
area of business activity; economic results), the questionnaire contained eight items
with respect to codes of ethics. All the respondents were guaranteed anonymity with
regards to the presentation of the research results. The questionnaire survey was
conducted by students and academic staff. The majority of respondents replied in
electronic form by means of an electronic reference within the Google - disc web
platform. The paper form was used to a minimum extent. The targeting of heads of
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personnel departments resulted in 607 completed and returned questionnaires i.e.
a return rate of 42.75%. R statistical software was used to process and evaluate the
data, whilst the accompanying tables and graphs were prepared by means of the table
calculator in Microsoft Excel.

The final structure of the sample set was as follows:

Micro-companies (< 10 employees) 141 23.2%
Small companies (10-50 employees) 179 29.5%
Medium-sized companies (50-249 employees) 164 27.0%
Large companies (= 250 employees) 123 20.3%
Total number of companies 607 100%

On the basis of the conviction that the presence of a code of ethics in Czech
companies is related to company size and its market activities in terms of the area it
operates in, the following hypothesis was formulated, tested and evaluated:

The presence of a code of ethics is related to the size of a company (micro-companies,
small, medium-sized and large companies), whereby the larger the company the greater the
likelihood of the presence of a code ethics, and a company s market activities in terms of the area
it operates in, whereby regional — the least, national - more, multinational - the most.

The main objective was to determine, on the basis of the results of the
questionnaire survey, whether the presence of a code of ethics in a company depends
on the size of a company and its market activities in terms of the area in which it
operates. The processing of the survey results was divided into two parts. A number
of companies did not provide a response to the question: “Does your company have
a code of ethics?” It was therefore decided to assign the answer “No, we do not miss
it” to these cases on the basis of the assumption that omitting to answer the question
automatically showed that the company did not have a code of ethics. In addition, our
interest was only in whether a company had or did not have a code of ethics. As a result,
it was decided, for this analysis, to combine the number of responses for: “No, we do
not need it” and “No, but we think we need it” into one group “No”.

For the analysis of the dependence of the presence of a code of ethics on
company size, the 607 companies which took part in the survey were divided into
four categories: large companies (= 250 employees), medium-sized companies (50
- 249 employees), small companies (10 - 49 employees) and micro-companies (< 10
employees).

For the analysis of the dependence of the presence of a code of ethics on
the market activities of a company, the companies were divided into three groups
(multinational, national and regional companies). As two of the companies did not
identify their market activities, the data they provided was disqualified from further
processing. As a result, the data from only 605 companies were further analysed.
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The procedure for the processing of both parts of the results was the same.
Tables and graphs of absolute numbers and relative frequencies were generated with
regards to the “Yes” and “No” responses to the question related to the existence of
a code of ethics. Based on the frequencies obtained, a series of statistical tests were
carried out within the individual groups of companies according to their size and
their market activities. The research question was whether the proportion of “Yes”
responses within each group is statistically significant; and moreover, what percentage
this difference is. In terms of the statistical tests, an additional question was whether
the zero hypothesis i.e. that the proportion of “Yes” responses within one group is
statistically significant by difference d than the proportion of “Yes” responses within
the second group. The tests were run on all companies within the groups and between
the groups, for d = 0 (the difference is statistically significant regardless of the specific
value obtained), d = 0.1 (the difference in the proportion of the responses within the
first group is statistically significant i.e. higher than 10%, compared to the second
group), and d = 0.2 (the difference in the response rate in the first group is statistically
significant i.e. higher than 20%, compared to the second group). The values of the
statistical tests and the p-values for the individual tests were subsequently placed in
a matrix for greater clarity. The statistically significant differences are highlighted in
bold in the tables. In the matrix, the values in the grey cells show that in the group
in the given line, the prevalence of a code of ethics is more frequent and statistically
significant than the given difference for the group in the relevant column. All the tests
were performed at a significance level 0.05 using R statistical software. The tables
and figures were generated using MS EXCEL.

Results a discussin
Results of statistical data processing

Table1  Prevalence of a code of ethics and company size (number)

Company size Prevalence of a code of ethics

No Yes Total
Micro 124 17 141
Small 137 42 179
Medium-sized 105 59 164
Large company 40 83 123

Source: authors
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Figure 1 Prevalence of a code of ethics and company size (number)
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Results of the statistical tests:
Differences in proportions: d = 0

Table 3 Test statistics

Company size Micro Small Medium-sized Large
Micro x -2.612367804 -4.81501407 -9.260441435
Small 2.612367804 X -2.539517319 -7.630471141
Medium-sized | 4.81501407 2.539517319 x -5.282674481
Large 9.260441435 7.630471141 5.282674481 x

Source: authors

Table 2 Prevalence of a code of ethics and company size (percentage)
Company size Prevalence of a code of ethics
No Yes
Micro-companies 87.9% 12.1%
Small companies 76.5% 23.5%
Medium-sized companies 64.0% 36.0%
Large companies 32.5% 67.5%

Source: authors

Figure 2 Prevalence of a code of ethics and company size (percentage)
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Source: authors
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Source: authors

Table4  P-value

Company size Micro Small Medium-sized Large
Micro x 0.995504127 0.999999264 1
Small 0.004495873 x 0.994449723 1
Medium-sized | 7.35948.10"7 0.005550277 x 0.999999936
Large 0 1.16573-10** 6.36557-10% X

Source: authors

In the table, the cells marked in grey represent pairs of groups where the
proportion of “Yes” responses for the group in the line is statistically significantly
higher than the proportion of “Yes” responses for the group in the relevant column.
The results confirm the main hypothesis i.e. the prevalence of a code of ethics increases
with company size. The value highlighted in bold in the second line demonstrates
that the prevalence of a code of ethics is more frequent in small companies than in
micro-companies. The third line shows that the prevalence of a code of ethics in
medium-sized companies is statistically significantly higher than in small companies
and micro-companies. Finally, the fourth line shows that the prevalence of a code of
ethics in large companies is more frequent than for all the other groups of smaller
companies.

Differences in proportions: d = 0.1

Table5  Test statistics

Company size Micro Small Medium Large
Micro x -1.792583082 -6.42695394 -10.7253493
Small -3.12109751 x -7.606849049 -12.01035727
Medium-sized | 2.656469555 3.418935919 x -6.978910658
Large 7.431828013 8.398105557 3.625249657 x

Source: authors
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Table 6 P-value

Table 9 Prevalence of a code of ethics and market activity (number)

Company size Micro Small Medium-sized Large
Micro x 0.963480193 1 1
Small 0.999099108 x 1 1
Medium-sized | 0.003948179 0.000314333 x 1
Large 5.35127-10™ 0 0.000144341 x

Market activity Prevalence of a code of ethics

No Yes Total
Multinational 101 85 186
National 114 63 177
Regional 190 52 242

ource: authors

The results indicate that all the differences with regards to the prevalence
of a code of ethics are statistically significantly higher than 10%, with exception to
the differences between micro-companies and small companies. The statistical test
performed found a more significant difference, however, it does not exceed 10%.

Differences in proportions: d = 0.2

Table 7 Test statistics

Source: authors

Figure 3 Prevalence of a code of ethics and market activity (number)
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Multinational National Regional

Company size Micro Small Medium-sized Large
Micro x -1.713991609 -6.166365386 -10.9323295
Small -6.108695203 x -7.983045963 -12.24551652
Medium-sized | -1.414745903 0.719493349 X -8.749962543
Large 4.109818319 5.744533246 1.976512721 X
Source: authors
Table 8  P-value
Company size Micro Small Medium-sized Large
Micro x 0.956734867 1 1
Small 0.999999999 x 1 1
Medium-sized | 0.921428495 0.235918499 x 1
Large 1.97985-10% 4.60874-10% 0.024048368 x

Source: authors

The tables above show that it is only in large companies where the difference
with regards to the prevalence of a code of ethics is higher than 20% compared to the
other groups. The differences between the other groups is smaller.
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Source: authors

Table 10  Prevalence of a code of ethics and market activity (percentage)

Market activity Prevalence of a code of ethics
No Yes
Multinational 54.3% 45.7%
National 64.4% 35.6%
Regional 78.5% 21.5%
Source: authors
17




Figure 4 Prevalence of a code of ethics and market activity (percentage)

second line in the table indicates that the prevalence of a code of ethics is statistically
significantly higher in companies that operate nationally than in those companies that
operate regionally. The results therefore confirm the main hypothesis.

Differences in proportions: d = 0.1

Table 13  Test statistics

90,00%
78,50%
80,00%
70,00%
60,00%
50,00% Eno
3560%
40,00% 7 yes
30,00%
o 21,50%
20,00% —
10,00% —
0,00%
Multinational National Regional
Source: authors
Results of the statistical tests:
Differences in proportions: d = 0
Table 11  Test statistics
Multinational National Regional
Multinational X 1.958451949 5.322280445
National -1.95845195 x 3.196006871
Regional -5.32228044 -3.19600687 x
Source: authors
Table 12 P-value
Multinational National Regional
Multinational x 0.025088502 5.12372-10%
National 0.974911498 X 0.000696719
Regional 0.999999949 0.999303281 x

Source: authors

These results show that the prevalence of a code of ethics increases
according to the increasing market activities of a company. The first line in the table
indicates that among multinational companies the prevalence of a code of ethics is
statistically significantly higher than among national and regional companies. The
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Multinational National Regional
Multinational X 0.020209923 3.007773097
National -3.84244333 x 0.881325409
Regional -7.29369403 -5.23930215 x
Source: authors
Table 14 P-value
Multinational National Regional
Multinational x 0.491937956 0.001315848
National 0.999939092 x 0.189070859
Regional 1 0.999999919 x

Source: authors

The results above show that there is a statistically significant difference
(higher than 10%) with regards to the prevalence of a code of ethics between
multinational and regional companies. Such a difference was not detected between
the other groups. The frequencies obtained through the questionnaire would indicate
the prevalence of such a difference, however, the available data shows that this cannot
be verified statistically, with exception that is to the above case.

Differences in proportions: d = 0.2

The statistical tests performed did not show that there was a statistically
significant difference (higher than 20%) with regards to the prevalence of a code of
ethics according to market activities between any of the groups. As a consequence, the
test results were not analysed as part of this study.

Conclusion

The results of the research have shown that there is a statistically significant
increase in the prevalence of a code of ethics with company size. However, the
difference between micro-companies and small companies does not exceed 10%. The
prevalence of a code of ethics in medium-sized companies is more than 10% higher
than in the group of small companies (i.e. including micro-companies) and in the group
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of large companies. It was demonstrated that the prevalence of a code of ethics in large
companies compared to medium-sized companies is statistically 20% higher. The
increase in the prevalence of a code of ethics is therefore uneven.

There is a statistically significant increase in the prevalence of a code of ethics
in relation to the increasing market activities of a company. The survey results show
that the difference with regards to the prevalence of a code of ethics is up to 10% in
regional and national companies, and between multinational and regional companies
no higher than 20%. It may therefore be concluded that the increase in the prevalence
of a code of ethics according to market activities is demonstrable but not substantial.
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Abstract:

At the present there is the youngest “Z generation” being discovered at the
labour market in the position of graduates. This generation comes into initial contact
with the labour market therefore we can hardly practically imagine their labour
behaviour or expectations. On the other hand it is already possible to explore their
visions and labour market expectations. Own survey on labour expectations of this
generation are presented in this paper which were carried out in Hungary on the
sample of respondents of the first year Bachelor students. The main objective was
to assess the needs of younger generation in relation to their future labour positions
salaries and expectations. Mapped current situation in this field justifies the need for
the existence and operation of service-oriented jobs as well as the need for deepening
knowledge on the labour market.

Key words: expectations, labour market, reality, Z generation

Abstrakt:

V stcasnosti sa na trhu prace zac¢ina v pozicii absolventa objavovat
najmladsia ,Z generécia”, ktora prichadza do prvotného kontaktu s trhom prace, preto
sijej pracovné spravanie a o¢akdvania vieme len tazko prakticky predstavit. Zaroven je
vsak mozné preskiimat uz v stcasnosti ich predstavy a ocakavania od trhu prace.
Vlastnd $tadia o pracovnych ocakavaniach tejto generdcie predstavuje vysledky
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a zistenia, ktoré sme realizovali v Madarsku na vzorke $tudentov prvého ro¢nika
bakalarskeho $tadia. Cielom vyskumnej tlohy bolo zhodnotit’ potreby mladych Tudi
v savislosti s ich buddcimi pracovnymi miestami, ako aj v stvislosti s ich platovymi
ocakavaniami a s pracovnou poziciou. Nami zmapovana stcasna situdcia v tejto
oblasti odévodiiuje potrebu existencie a fungovania sluzieb orientovanych na volbu
povolania, taktiez potrebu prehlbovania poznatkov o trhu prace.

Klacové slova: ocakdvania, trh price, realita, Z generdcia

JEL Classification: J400, J240, J210

Uvod

Zuzovanim zamestnanosti, ktoré je badatelné naprie¢ Eurépou, sa vynéra
aktualna otdzka, ako ovplyvnia tieto zmeny mladd generaciu, moznosti absolventov,
ich Sance na trhu préce. Vysledky vyskumov a stadii v tejto oblasti, ako aj prieskumy
v ramci diplomovych prac indikuja, Ze mlddez nie je dostatocne zorientovana vo
svete prace. Maélo poznaju procesy na trhu prace, stcasny stav a buddce moznosti
zamestnanosti. Je preto dolezitou spolocenskou tlohou vychovat rozhladenych,
zodpovedne sa rozhodujucich, adaptabilnych mladych l'udi. Tento ciel je mozné
dosiahnut cestou starostlivejsieho vybudovania a manaZovania systému vzdelavania,
ako ja cestou efektivneho odovzdavania informacii v ramci rodin. Z generacia, ako
druhéd digitdlna generécia, zaroven prindsa pre starsiu generaciu Specifické problémy
a vyzvy - tak v procese vzdelavania, ako aj v prostredi trhu préce. Zmenil sa proces
komunikécie, spésob myslenia, niektoré ¢rty spravania sa, do popredia sa dostava
on-line priestor, a s nim taky systém fungovania, ktory sme doposial nepozorovali.
Preto je dolezité zaoberat sa tym, aby sa neprehlbovala priepast medzi Z generaciou a
ostatnymi generaciami. Je potrebné spoznat a pochopit tento jav a proces, pretoze len
tak bude efektivna spolupraca v zamestnani, vo vzdeldvani aj v sikromnom Zivote.

Spoloc¢ensky uzitoény produktivny vek v klasickom vyzname, v stc¢asnosti
zaznamenavajuci rasticu tendenciu, predstavuje 20-25 rokov, ¢o povazujeme za
dlhodobo platnti hodnotu. Samotna generacia je podla definicie (McCrindla &
Wolfingera, 2010) zhlukom takych oso6b, ktori sa narodili v tom istom case, to isté
obdobie ich formovalo, vplyvali na ne tie isté spolocenské javy, ¢ize predstavuju totoznt
zivotnt etapu, totozné podmienky existencie, technologie, udalosti a skisenosti - ktoré
ich viazu do jednej skupiny.

K Z-generacii patria tie osoby, ktoré sa narodili v obdobi rokov 1995 - 2009.
V odbornej literatire sa tidto generacia ¢asto pomentiva tiez ako ,net generécia”,
alebo , generacia digitdlnych domorodcov” (Jones & Shao, 2011). Tato generacia tvori
na baze populacnej vekovej pyramidy najmensiu vekovu skupinu, sa to ti, ktori
vyrastli v malopocetnych rodindch, pretoze st mnohokrat detmi matiek, ktoré
uprednostnili svoj kariérny rast, a zalozenie rodiny odlozili na neskorsiu periédu
ich zivota (tridsiatnicky - $tyridsiatnicky). Této generacia predstavuje prvi globalnu
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generaciu, pretoZe sa narodili do doby, ktort ¢im d'alej tym viac ur¢uja rézne digitélne
technolégie, s ktorymi prakticky spolu vyrastaju (Kapil & Roy, 2014). Hlavnym
informaénym zdrojom uvedenej generdcie je tiez web. Zaroven st zvyknuti na
neustale vzdjomné kontaktovanie sa, plynulé, bezbariérové a okamzité pristupy k
informaciam na internete. ,Ak sa s nimi chceme stretntat, musime ich najskor hladat
na facebooku” (Tari, 2010). Teda aj ich socializécia prebieha vo virtualnom priestore.
Je pre nich charakteristické, Ze profesiondlne spravuju elektronické pristroje, v
spolo¢enskom priestore denne komunikuji so stovkami osob, disponuju viac nez
tisickou priatelov. Priamu kazdodennd interpersondlnu komunikaciu vnimaji ako
stresovi situdciu, preto sa viac uzatvaraji do seba a vyhladavaja bezpec¢nost, ktort
im internet pontka. Z generécia sa vyznacuje instinktivnou schopnostou a zru¢nostou
zvladania viacerych paralelnych ¢innosti (multitasking), ako aj ucdenie formou
spoluprédce a samoregulacie. Tato generdcia prejavuje uvedené zrucnosti vyhradne
mimo $koly, po¢as volného ¢asu samo regulujicim sposobom, respektive sa uéi vo
svete internetu od rovesnikov (Kissné, 2014). Popri vSetkych zrucnostiach a ich
prejavoch st pre tato generaciu velmi dolezité skiisenosti, je pre nich dolezité aby sa
citili dobre, ¢i uz v praci, alebo doma (Tabscott, 2009). Niektori povazuju Z generaciu
za mudrejsiu, schopnejsiu seba riadenia, a schopnejsiu rychlo spravovat informécie nez
predchadzajiice generacie. Avsak jedna vec nemusi platit pre tito generaciu - Ze st
timovi hraci (Igel & Urquhart, 2012).

(Geck, 2007) pise, ze ¢lenovia z generacie st presveddeni o svojej jedine¢nosti,
pretoze ich narodenie sa zhoduje s obdobim nastupu grafického webu a dnesného
internetu. Od detstva vyrastali tito teenageri v prostredi obklopenom vyuZzivanim
grafickych webovych prehliadac¢ov, notebookov, mobilnych telefénov, instant
messenger sluzieb, Sirokopasmovych, bezdrétovych video hier. Tato forma pripojenia
umoziuje tejto generdcii komunikovat a spolupracovat v redlnom case nezavisle
od fyzického umiestnenia.

Z generdcia vstupuje v sucasnosti do vekovej kategorie, kedy sa zac¢ina
objavovat v pozicii absolventov zacinajtcich na trhu prace. Preto pracovné spravanie
sa Z generdcie mozeme v sucasnosti len predpokladat alebo odhadnut, avsak na
zaklade doterajsich poznatkov - v porovnani s predchddzajicou generdciou - je
zrejmé, Ze disponuju tplne rozdielnymi ocakavaniami od trhu préace (Ozkan & Solmaz,
2015), ¢o predstavuje pre zamestnavatelské organizacie vyznamnt vyzvu (Singh,
2014). Je pravdepodobné, e aj Z generaciu budu charakterizovat rychle zmeny. Zija
ovela dynamickej$im sposobom Zzivota ako ich predchodcovia, a budd pripraveni
na okamzité zmeny. Bez kompromisov budt schopni zmenit pracu, kedykolvek
pocitia takt potrebu, a neobavaju sa, Ze nemaju staly prijem a staly pracovny pomer.
Prizna¢nymi znakmi tejto generdcie su: praktické hl'adisko a sloboda jednotlivca.
Velmi oceituji bezprostredné neformélne prostredie. Ich priznaénymi charakte-
ristikami nie sd slovd a emdcie, predstavy su schopni realizovat aj na tkor vaznych
obeti. Je to generécia, ktora nie jednotlivo, ale spolo¢ne sltzi spolo¢nosti. Pri vybere
zamestnania preferuja moznost, ktora pontika vedomé stratégie a prilezitosti v oblasti
ekologického myslenia a spolocenskej zodpovednosti (Kissné & Ferincz - Szabo,
2014). Pozornost sa okrem zaclenenia talentu novej Z generéacie a jej udrzania ststre-
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d'uje na vytvorenie spoluprace medzi réznymi generaciami (Hadijah & Badaruddin,
2015). Je znamym faktom, ze prechod zo stidia do prace je proces, ktory sa stal
rozmanitej$im a zlozitej$im - a to najma kvoli zmendm na trhu prace, ako aj kvoli
kariére mladej generdcie. Prvé platené zamestnanie mozno v stcasnosti povazovat
za hranicu, ktord oddeluje etapu mladosti od mladej dospelosti. Je to prechodna
faza, pocas ktorej si mlady ¢lovek vyberd medzi viacerymi pracovnymi miestami a
pracami, ¢im si moéze v skuto¢nosti vyskusat rozlicné odborné oblasti, a vybrat
si vyhovujtice zamestnanie podla vlastnych o¢akdvani. V tejto Zivotnej faze majt
absolventi moznost vyskusat' si prileZitosti a prekazky, ktoré im ich odbor poskytuje.
V profesionalnej oblasti ziskany dojem moze neskor vplyvat na neskorsiu zamestna-
nost, ako aj na budtce rozhodovania (Nagy & Sztics, 2009). Preto st prvé ziskané
skusenosti na trhu prace rozhodujtce.

V poslednej dobe bola situdcia Y a Z generédcie mladych Iudi (Studentov
univerzit a vysokych 8kol) v krajindch V4 preskiimand z pohladu ich predstav a
oc¢akavani od trhu prace (Cechurova a kol., 2016). Vo vsetkych skimanych krajinach
bolo preukazané (sice v odlisnej miere), Ze znalosti absolventov boli v porovnani s
poziadavkami trhu prace nedostatoéné. V- Madarsku bolo zistené, ze kompetencie
diplomovanych absolventov boli v porovnani s ofakavanymi kompetenciami zo
strany zamestnavatel'ov vyrazne rozdielne. Uvedené zistenie moZe spdsobit problémy
stvisiace s integraciou generécie Y a objavujiicou sa generdciou Z do zamestnania
(Varga a kol., 2015, 2016). Uspechy mladej generdcie na trhu préce ovplyviuje
rad faktorov. Jednym z nich je napriklad rodinné zazemie. Deti rodicov s vy3sim
dosiahnutym vzdelanim ziskavaji s vy$Sou mierou pravdepodobnosti maturitné
vzdelanie a $tuduja na vyssej trovni vzdeldvania, ¢im sa dostdvaju na trh prace s
lep$imi Sancami. Nezamestnanost rodi¢ov, najmé otcov rodin, sa mnohokrét dedi na
mladsie generacie. Popri mladej generacii s nizkym dosiahnutym stupiiom vzdelania
st zvlast ohrozenou skupinou nekvalifikovani, skupiny Zijlace v zaostalych oblastiach,
spolocensko-ekonomicky znevyhodnené skupiny, skupiny rémskeho povodu alebo
inak znevyhodnené skupiny. Sance na zvysenie zamestnanosti absolventov podporuje
moznost praxe v podnikoch, nezédvislych od vzdeldvacej institticie, pretoze tak mozu
absolventi ziskat' skdsenosti a zru¢nosti v skuto¢nom pracovnom prostredi (Szabo,
2015). Faktorom, ktory ovplyviiuje proces zamestnanosti mladych, je aj sama cielova
skupina. Vadsia je $anca na zamestnanie, osvedcenie sa na trhu prace, $anca pre
dosiahnutie pracovnych tspechov - ak si uchadza¢ vyberie profesiu, ktora zodpoveda
jeho zdujmu a schopnostiam. Uvedené zistenie zdoraziiuje dolezitost existencie a
¢innosti poradenstva pri vybere povolania a profesie. Tento proces je potrebné zahajit
uz v obdobi vzdeldvania na zakladnom stupni. PrileZitosti na trhu prace zlepsuju
dobré studijné vysledky, ovladanie cudzich jazykov a maturitna skigka. Nasledne
ovplyviiuji uvedené faktory aj dalsie vzdelavanie, ¢o v konetnom désledku moze
priniest vyssie mzdy a stabilnejsiu poziciu na trhu prace (Quintini, 2014).

Samotnd predstava Z generdcie o tom, ¢o si predstavuji pod pojmom
podnikatel' - sa ligi. V ponimani ¢eskej z generacie je podnikatel vnimany ako tradi¢ny
obchodnik, ktory za¢ina svoje podnikanie na zaklade podnikatel'ského zdmeru a
nasleduje d’alej tato motivaciu. V inych krajinach je vnimanie tohto pojmu rozdielne.
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V sticasnosti ponima z generdcia pojem podnikatela ako nezavislého pracovnika,
ktory pracuje na réznych tlohéch v réznych spolo¢nostiach (Hejnova, 2016).

Poziadavky a ndroky zamestnavatelov na pracovni silu sa zmenili, a aj
vzrastli. Tak napriklad kvalitné plnenie pracovnych tloh, schopnost prispdsobit
sa, schopnost samo §tudia, rozvinutost priemernych kompetencii - st ¢im dalej
tym dolezitejsie. Nezavisle od profesijnych oblasti vyzaduju zamestnédvatelia pra-
covnu silu ktord bude vediet spolupracovat, bude komunikativna, organizacnd,
ulenlivd a adaptivna. Zmeny, ktoré je mozné sledovat na trhu préace, umiestnili
dlhodobo do popredia vlastnosti emocnej inteligencie, socidlnej kultary, a tvorivosti
(Szadvari, 2011). Na zmeny, ktoré sa na trhu prace prejavuji, musi reagovat aj
systém vzdeldvania. Okrem odbornych znalosti je z pohladu vzdeldvacich institacii
potrebné vybavit potencidlnych zamestnancov tak, aby boli schopni prisposobit sa
pracovnym podmienkam a nepretrzitému rozvoju bez ohladu na odbornd trover
profesie. V st¢asnosti vSak vyznamna cast cerstvych absolventov nedisponuje trhom
pozadovanymi zru¢nostami (Mako, 2015). Pre vedomé hl'adanie prace potencidlnych
mladych zamestnancov je dolezité, aby sa sustredili na vlastna dispoziciu I'udského
zdroja - dosiahnutého vzdelania, zru¢nosti, vedomosti, skisenosti, osobnych kvalit
a zaujmov. Je potrebné ujasnit si, aké st ocakavania potencidlnych zamestnancov
70 strany zamestnavatelov. Ci si to niektori uvedomujeme viac ¢ menej, v kazdom
zamestnancovi je pritomné urcité ocakdvanie vo vztahu k budtcej préci, pracovnej
pozicii ¢i k pracovnému kolektivu. Oc¢akdvania sa tak moézu vztahovat na charakter
prace, na podmienky prace, na kolegov, veducich zamestnancov, pracovnd atmosféru
- ako aj na mzdu, volny ¢as ¢i iné vyhody. Patri sem taktiez aj moznost d’alsieho
vzdeldvania, moznost kariérneho postupu, roznoroda préica, odhalenie kreativneho
a inovativneho ,ducha” - teda vsetky také ocakdvania potencidlneho zamestnanca,
ktoré mozu byt dolezité a rozhodujuce. Uvaha o I'udskych zdrojoch a o¢akavaniach
vedie nasledne k rozhodnutiu - ktoré st tie redlne pracovné pozicie a zamestnania, o
ktoré sa moze kandidét skuto¢ne uchddzat. Premyslenie uvedenych bodov zohrava
mnohokrat v procese volby vhodnej profesie najtazsiu tlohu. Bez tejto podmienky
vsak proces hladania prace méze zostat len tizbou, po ktorej sa moézu objavit
sklamania (Csehné, 2015). K najcharakteristickej$im ¢rtam z generacie sa v nadvéznosti
na pracovné preferencie zarad'uje pat dolezitych kritérii: plat, pracovna sebadovera,
pracovné uspokojenie, praca v time, v ktorom sa ¢lenovia citia prijemne a finanéna
stabilita (Hejnova, 2016).

Material a metody

Prieskum sa realizoval v Madarsku na Univerzite Sv. Stefana v Godoslls
prostrednictvom techniky dotaznika na vzorke 112 respondentov, ktori predstavovali
Z generaciu Fakulty ekonomiky a spolocenskych vied. Prieskumom sme sa zamerali
na zhodnotenie zamerov a oc¢akdvani vysokoskolskych Studentov Z generacie vo
vztahu k trhu prace a k pracovnym miestam.
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Dotaznik pozostaval z dvoch ¢asti:

*  vdeobecnd cast, ktord sa okrem demografickych tudajov zamerala
na charakte-ristiky stic¢asného stavu (status studenta) ako - jazykové
znalosti, pracovné skiisenosti, zamestnanie,

e S3pecifickd cast, ktora sa zamerala na konkrétne oblasti budtcich pre-
ferencii zamestnanosti.

V prieskume boli aplikované uzatvorené otazky, na ktoré respondenti od-

povedali on-line spésobom.

Vzhl'adom na skuto¢nost, Ze Z generécia sa predstavuje v pomerne v malom
mnozstve vo vysokoskolskom vzdeldvani, velkost skupiny respondentov moze v
absolttnom vyjadreni posobit ako mald vzorka, avsak proporcionalitou pokryla
takmer tri $tvrtiny celej skiimanej komunity. Spracovanie vysledkov sa realizovalo
pomocou jednoduchych $tatistickych met6d.

Hypotéza viazuca sa k vyskumu - podla ktorej sa prejavuju generacné
charakteristiky $tudentov aj v procese hladania zamestnania a prave to zapriciiuje,
Ze s zorientovani a pripraveni, ¢ize maju redlne predstavy o zamestnani sa - sa
potvrdila len ¢iastoc¢ne.

Pomer pohlavia respondentov bol tvoreny 23% podielom muzov a 77%
podielom Zzien. 19% respondentov neabsolvovalo jazykova skusku, 81% jazykovu
skusku absolvovalo - z toho 3% disponuju zakladnymi cudzojazyénymi zru¢nostami,
5% vyssimi cudzojazyénymi zru¢nostami a 92% strednymi cudzojazyénymi zruc-
nostami. Vad¢sina cudzojazyénych skasok predstavuje anglicky respektive nemecky
jazyk.

Vysledky a diskusia

Prieskum sa v ramci pripravenosti Studentov na pracovné ocakavania
zameral na tri faktory: ¢ maju pracovné skusenosti, jazykové schopnosti a
medzinarodné skusenosti. Najviac respondentov absolvovalo resp. absolvuje len
povinnd odbornd prax. Okrem tejto skupiny absolvovalo resp. absolvuje podnikovi
prax v rdmci programu 27 respondentov (24%). 24 respondentov (21,5%) zatial nema
vObec pracovné skisenosti. 21 respondentov pracovalo resp. pracuje v studentskych
organizéciach, ¢o predstavuje len 19% vsetkych respondentov. Len 4 respondenti
(3,5%) pracuje kontinudlne od zaciatku ich vysokoskolskych $tadii. Z celkového
poc¢tu 112 opytanych pracuje resp. pracovalo len 52 studentov dobrovolne, ¢ize
nie v rdmci povinnej odbornej praxe. Z pohladu jazykovych kompetencii 91%
respondentov hovori jednym, alebo viacerymi jazykmi okrem materinského jazyka.
Celkom len 10 respondentov (9%) nehovori inym, nez materinskym jazykom, 34%
opytanych je schopnych komunikovat viacerymi cudzimi jazykmi. Otazky tykajace sa
medzinarodnych skudsenosti zahfiiali znalost' cudzieho jazyka a pracovna sktsenost
v zahrani¢i (odbornd i neodbornt). Zo 112 studentov 37 (33%) zilo dlhsie v zahranici
z doévodu préce, alebo stadia. 75 studentov (67 %) nema Ziadne zahrani¢né skiisenosti.
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Vyznam faktorov pri hladani zamestnania zoradili respondenti na
Likertovej skale od 1 do 7. Vysledky zisteni prezentuje graf 1., podla ktorého
respondenti zhodnotili ako najdolezitejsiu v procese hladania si zamestnania - ko-
munika¢nt schopnost, nasledovali schopnost komunikovat v cudzom jazyku a
odborné skusenosti. Ako najmenej dolezité faktory boli identifikované: skusenosti
ziskané v $tudentskych organizacidch, studijné vysledky a tcast na akademickych
sttaziach. Posledné dva uvedené faktory zhodnotili respondenti prekvapivo nizko.

Graf 1 NajdoleZitejsie faktory v procese hladania zamestnania podla Likertovej skaly od 1do 7
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Pramen: primarny prieskum, vlastné spracovanie

Takmer polovica respondentov (47%) planuje po zaverecnej skuske dalej
studovat a pracovat, 28% planuje len pracovat, a 19% ma vyhradne plany s dalsim
stadiom. Tri $tvrtiny respondentov by sa chcelo zamestnat vo vlastnom odbore, len 25%
opytanych vyjadrilo moznost uchddzat sa o zamestnanie v inom odbore. Predstavy
Studentov stivisiace so zamestnanim sa st zndzornené v ramci grafu 2, ktory poskytuje
jednoznacény geograficky obraz, v ktorom 58% opytanych by sa chcelo zamestnat v
Budapesti. Specifikd tejto generacie boli menej dominantné vo vztahu k planom
zamestnat' sa v zahranic¢i, ked'ze len 15% opytanych by chcelo pracovat v zahranici. Je
zaroven pritomny velmi nizky pomer (4%) tych, ktori sa planuja po stadiu vratit do
ich rodného miesta.
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Graf 2: Geografické umiestnenie ocakdvaného zamestnania (%) (n=112)
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Co sa tyka velkosti skupiny budticich zamestnancov - v skupine respon-
dentov sa vynima pocet tych, ktori preferujii jednoznac¢ne pracu v nadnarodnych
velkych podnikoch (46%). Stredné podniky preferovalo 29% a stikromné spolo¢nosti
25% opytanych (Graf 3).

Graf 3: Forma korpordcie ocakdvaného zamestnania (%) (n=112)
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Prameri: primdrny prieskum, vlastné spracovanie

Naroky respondentov na zamestnanie st v stlade s ich s rychlymi, neustale
sa meniacimi narokmi. Nie je preto prekvapujicim zistenim, Ze v suvislosti s ich
preferenciami sa objavuje na prvom mieste odmeiiovanie (98%), nasleduje preferencia
$tastného - pozitivneho pracovného timu (95%) a prilezitost kariérneho rastu
(93%). V tomto pripade sa potvrdzuje, Ze pracovné hodnoty opytanych sa zhoduji
so vSeobecnymi charakteristikami Z generacie: vynimo¢né miesto zastdva kariérny
rast, rozmanitost pracovnych tloh a odmeriovanie. Zaroveil sa vyrazne neprejavili
poziadavky na flexibilny pracovny ¢as a moznost pracovat v zahrani¢i (Graf 4).
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Graf 4: DéleZitost poziadaviek respondentov vo vztahu k budiicemu zamestnaniu (%) (n=112)
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V ramci d'alsieho prieskumu sme sa pomocou Likertovej 8kaly (1-7) zamerali
na faktory, ktoré st rozhodujtcimi podmienkami pre dobré zamestnanie sa. Vysledky
zistovania prezentuje Graf 5. Dosiahnuté vysledky potvrdzuju existujuce trendy, s
ktorymi sa v stvislosti s kariérou naj¢astejsie stretdvame: na prvom mieste sa objavuju
osobné vztahy. Aj v tomto aspekte sa prejavuju charakteristiky generacie: v postojoch
respondentov sa objavuje dolezitost sebavedomia, ktora sa dostdva pred vyznam
profesionality. Graf 6 znazoriuje myslienky stvisiace s budtcimi planmi respondentov.
Vysledky ilustruja “imidzové” charakteristiky Z generacie: ¢astokrat disponuji vyssim
neZz redlnym sebavedomim, ¢o vSak nie je vytvorené skuto¢nou, prepracovanou
précou sebapoznania. Vizia respondentov je ovela menej stabilnd, nez ich sebavedomie:
vedia menej o tom - kde, v akom pracovnom prostredi by chceli pracovat, a kam by
s a v tomto smere chceli dostat’ v intervale piatich rokov.

Graf 5: Umiestnenie vnimanyjch faktorov zaistujiicich dobré zamestnanie
na Likertovej skale (1-7) (n=112)
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Prameri: primdrny prieskum, vlastné spracovanie
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Graf 6: Budiice predstavy respondentov na Likertovej skdle (1-7) (n=112)
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Predstavy o pracovnom zaradeni znazoriiuje graf 7. Podla zisteni 46%
opytanych ma predstavy o zamestnani sa v ramci vrcholového manazmentu, 29%
v ramci stredného manazmentu a len 25% sa uspokoji so statusom podriadeného
zamestnanca. Uvedeny obraz o budtcej situdcii na trhu prace nie je v stlade s realitou
na madarskom trhu préce.

Graf 7: Predstavy respondentov o pracovnom zaradent (%) (n=112)
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Pramen: primdrny prieskum, vlastné spracovanie

Predstavy respondentov o ¢asovom intervale potrebnom pre najdenie si
zamestnania mozno zhodnotit ako optimistické. Prevazna cast (69%) ocakdva maxi-
maélne 3 mesiace pre najdenie si zamestnania, redlne ocakavania kalkulujice az s
polroénym obdobim ma len 23% opytanych. 8% respondentov predstavuje skupinu
prilisnych optimistov ked oc¢akavajd, Ze sa zamestnaju do 1 mesiaca (Graf 8). Na
madarskom trhu prace sa pohybuje dizka ¢asu potrebného pre najdenie si zamestna-
nia vysokoskolsky vzdelanych absolventov na drovni 5,4 mesiaca.
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Graf 8: Respondentmi predpokladand dlka Casu pre ndjdenie si zamestnania (%) (n=112)
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Pramen: primdrny prieskum, vlastné spracovanie

V nadvéznosti na platové naroky respondentov mozno pozorovat opétovne
charakteristické ambiciézne prejavy tejto generacie: 60% respondentov oznacilo
moznost zérobku v ramci ich prvého zamestnania vo vyske 2-3 ndsobku minimalnej
mzdy diplomovanych absolventov. Len 40% poskytlo redlne zhodnotenie situacie -
pocitaji s vyskou minimalnej mzdy pre diplomovanych absolventov (Graf 9).

Graf 9: Predstavy respondentov o vijske prvého zdarobku vo vztahu k minimdlnej mzde
diplomovanyjch absolventov (%) (n=112)
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Pramen: primdrny prieskum, vlastné spracovanie

Znazornenie v rdmci grafu 10 poskytuje zistenia v stvislosti s o¢akdvaniami
respondentov po ziskani vysokoskolského diplomu. Otazky tykajice sa tejto oblasti
poskytovali respondentom moznost vol'by viacerych odpovedi. Z odpovedi vyplyva,
ze ochrana proti nezamestnanosti sa stava dolezitym momentom (87 odpovedi).
Nasleduju kvalitné pracovné miesta (81 odpovedi) a zaujimavé - zodpovedné pracovné
miesta (78 odpovedi). K dolezitym ocakavaniam sa zaradili taktiez vyuZzitelnost
znalosti (73 odpovedi), sebarealizacia (72 odpovedi) a vyssia mzda (70 odpovedi). V
celkovom poradi sa v poslednej tretine nachadzaju: odborné uznanie (59 odpovedi) a
moznost zamestnania sa v zahrani¢i (59 odpovedi). K najmenej do6lezitym o¢akdvaniam
zaradili respondenti spolocenské (28 odpovedi) a rodinné uznanie (24 odpovedi).
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Graf 10: Oc¢akdvania respondentov vo vztahu k ziskanému diplomu (pocet odpovedi) (n=112)
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Pramen: primdrny prieskum, vlastné spracovanie

40% opytanych optimisticky povazuje svoju perspektivnu kvalifikdciu
za konkurencieschopnu (graf 11). Velmi pozitivne presvedéenie vo vztahu k svojej
profesijnej kvalifikécii prejavilo 28% opytanych, rovnaky podiel opytanych nevedelo
na tato otazku odpovedat. Uvedené zistenie poukazuje na nevedomost' o trhu prace
a na fakt, Ze Studenti nie st v tejto oblasti dostato¢ne zorientovani. Len 4% opytanych
dentov teda pravdepodobne dokaze odhadnut svoju trhova profesijnt hodnotu,
alebo dopyt po ich kvalifikacii.

Graf 11: Predstavy studentov o dopyte na trhu prdce (%) (n=112)
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Pokial' ide o kanaly hl'adania zamestnania - predpokladanym spésobom -
mlada generacia povaZzuje za prvotny informacny zdroj internet (90), nasleduje pomoc
prostrednictvom znamych a rodinnych prislusnikov cez sticasne viac kanalov (88) a
uchadzanie sa o viac pracovnych pozicii (84). Vysledky zobrazené prostrednictvom
Grafu 12 sa v sulade s charakteristikami generécie.

34

Graf 12: Predstavy respondentov o sposoboch hladania zamestnania
podla poctu odpovedi (n=112)
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Pramen: primdrny prieskum, vlastné spracovanie

Zaver

V skdmanej vzorke respondentov sa potvrdili charakteristické ambicie Z
generacie (Studovali by popri praci, v hlavnom meste krajiny a preferuju nadnarodné
vel'ké korporacie), ako aj vyssie nez redlne ocakavania (dizka hladania zamestnania,
mzdové poziadavky, vytizena pozicia). Uvedené zistenie sa javi ako prekvapivé,
ked'ze poukazuje na nezorientovanie sa na trhu prace.

Charakteristikou Z generacie je aj preferovanie prace v zahrani¢i, ¢o sa
vsak na vzorke respondentov prejavilo len podpriemerne. Medzi faktory, ktoré su
nevyhnutné pre hladanie zamestnania, zarad'uju prioritne sebavedomie a vztahy, az
po nich pripisuju dolezitost odbornej pripravenosti. Zaroveti disponujt vy$sou mierou
sebavedomia, nez je stabilita ich predstav o odbornosti ich zamestnania. Maju plany,
ciele, o¢akavania, aviak povedomie nie je pre nich typické. Sticasné trendy na trhu
prace, ktorym tato generdcia bude celit, sa vyznacuji najmad dlh§im obdobim pre
hl'adanie prace, viacnasobnym zlyhanim a menej motivujucim zac¢iatkom kariéry - v
porovnani s o¢akdvaniami tejto generacie. Podla vysledkov prieskumu je zrejmé, ze
vol'ba povolania a hl'adanie zamestnania st neodmyslitelnymi sti¢astami procesu, ako
aj hl'adanie informécii o trhu préce v ramci osobnej pripravy. Tak doslo k potvrdeniu
zakladného predpokladu len s¢asti. Prieskum tiez dospel k zédveru, Ze mozno odporucit
zvySenie miery informovanosti o trhu prace uz na strednych skolach s ohladom na
sacasny stav trhu prace, zvysit je potrebné tiez informovanost o tom, do akej miery
st urcité profesie presytené, ako aj o tom, aké st poziadavky trhu prace vo vztahu
ku kompetenciam uchadzacov. Cielom nie je poskytnit detailny obraz o aktualnom
trhu préce, ale naucit mladych uchadzacov orientovat sa na regiondlnej ¢i Stétnej
arovni v chybajuacich profesiach, informovat ich o miere pre-vzdelanosti, o zastaranych
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profesidch, ako aj o novych programoch. Tak je mozné zabezpelit ich potrebni
informovanost pre ich neskor$ie zamestnanie sa. Je potrebné upozornit mladu
generaciu na to, Ze je dolezité pripravit sa na zamestnanie, je potrebné informovat
sa pred prijatim rozhodnutia, ktoré by malo byt odovodnené, aby dokazali tspesne
dosiahnut' svoj ciel. Je potrebné zdoraznovat, ze v stcasnosti je neodmyslitelnou
stcastou celozivotné vzdeldvanie, ako aj adaptabilita k dynamicky sa rozvijajacemu
trhu prace.

Potreba povedomia o trhu préace bude zrejme pre Z generaciu doleZitejsou
realitou uz v blizkej budicnosti, preto je potrebné poskytnit im navod v tomto
smere. Preskiimanie tejto situdcie vyustilo do potreby posilnit komplexné poradenské
sluzby, ktoré by obsahovali posilnenie sebauvedomenia a rozvoj profesionalnych
zruénosti. Uvedené zistenie je dolezité vo vztahu k Z generacii z pohladu, aby sa
docielilo vybudovanie sebavedomia tejto generéacie na baze skuto¢ného sebapoznania,
ako aj vybudovanie bazy aktudlnych trendov a ocakdvani na trhu préce, na zaklade
ktorych by si tdto generdcia mohla tvorit budtice plany ich zamestnania. Pohl'ad, z
ktorého je mozné tieto zistenia dosiahnut, je zaloZeny na neustdlom on-line prepojeni
tejto generdcie prostrednictvom informac¢nych a komunikac¢nych technolégii, preto je
potrebné sustredit’ sa nato, aby sme smerovali ponuky, sluzby ,tam” kde sa studenti
tejto generdcie ,nachadzaja”.
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Abstract

The leadership and organisational behaviour become one of the key topics of
corporate life. The objectives have become increasingly important for workers, taking
into account its own scale of values and motivational factor for managers.It has become
a very important factor, then, that the leaders do their power, but rather to introduce a
behaviour, which puts thereby generating confidence, access to effective leadership is
designated the interests of employees. The article provides an overview of leadership
theories set out in the literature and cultural differencies also deals. We find the answer
to what makes a management style is effective and that the difficulties facing the leaders
of different cultural backgrounds individuals.

Key words: management, leadership, motivation, cultural differences

Absztrakt

A vezetés és a kulttra napjaink egyik kulcstémaja a vallalati életben. Egyre
fontosabba véltak a munkavallalok céljai, sajat értékrendjiik és motivaciés tényezsik
figyelembe vétele, megnezhitve ezzel a vezet6k mindennnapjait. Nagyon fontos té-
nyez$ lett tehat, hogy a vezet6k ne hatalmukkal, hanem sokkal inkabb olyan ma-
gatartastassal vezessenek, mely az alkalmazottak érdekeit helyezi elStérbe és ezzel
bizalmat generalva, elérhetik a hatékony vezet6 megnevezést.A cikk attekintést nyujt
a szakirodalom é&ltal meghatérozott leadership elméletekrdl, valamint a kulturalis
kiilonbozéségekkel is foglalkozik. Arra keresi a vélaszt, hogy mitél lesz egy vezetési
stilus hatékony és, hogy milyen nehézségekkel néznek szemben a vezetSk eltéré
kulturalis hatterti egyéneknél.

Kulcsszavak: vezetés, leadership, motivicié, kulturdlis kiilonbség

JEL Classification: J53, M12, M54
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Bevezetés

A mai vezetéstudomany, ha kiilonboz6 megnevezések alatt is, de mar
fellelhet6 Mozes torvénykonyvében, tobb évezredes kinai iratokban, Platén szerze-
ményeiben. Sumér papok éltal konstrualt irdsokban, melyek Kr.e. 5000 évvel ké-
sziiltek, mar taldlunk utalasokat kiilonbozé vezetési technikdkra. (Klein, 2002)
Euripidész, gorog tragédiakoltd, igy ir: ,,... Vakmerd vezér konnyen bukik...” (Klein, 2002,
34.0.)Seneca a hires kolt6, aki Kr.e. 4-ben sziiletett igy vélekedik: ,... tgy viselked;j
alarendelteddel, ahogyan szeretnéd, hogy foljebbvaléd viselkedjen veled.” (Klein,
2002, 33.0)

A vezetés 6nall6 tudoménydg, feltehetGen az emberi térténelemmel sziiletett
egyszerre. (Klein 2002)

A vezetés fogalmarol Lussier és Achuatgy vélekedik, hogy a vezetés egy
befolyésolasi folyamat a vezetSk és a vezetettek kozott, amelynek feladata a szervezeti
célok elérése valtozdsokon keresztiil. Tehat a vezet6 az a személy, aki képes befolya-
solni mésokat. (Lussier - Achua, 2012)

A hatalom nem mads, mint a sajit célok elérésének képessége. Hatalom
altal megval6sitott célelérés nincs tekintettel a masikra. A beosztotti hozzaallas
befolyédsoldsara a hatalom nagyon erételjes vezeti eszkéz, csakhogy motivacios
hatésa a dolgozékra minimalis vagy éppenséggel negativ. Ennek okan vezet6i szem-
szdgbdl nézve fontos, hogy a hatalmi eszk6zok alkalmazasa helyett a munkatarsak
céljait, motivaciéit figyelembe vevd vezet6i magatartdst alkalmazzak a vezeték. A
szakirodalom é&ltal leadershipnek definidlt magatartasi jelenségnek egyik legfon-
tosabb jellemz6je pont ez- hidat épiteni a szervezeti és az egyéni célok kozott.
Aleadership a vezet6i tevékenység azon eleme, mely a szervezeti eréforrasok koziil
kimagasléan az emberi eréforrasokkal foglalkozik, valamint annak a ratermettségét
jelenti, hogy miként tudja a vezet6 a szervezet tagjait a szervezeti célkittizések meg-
valdsitdsdra befolydsolni, mozgdsitani. A leadership lényege pont abban taldlhato,
hogy miként tudja a vezet§ sajit és beosztottjai értékeit, motivacidit felismerni,
osszekapesolni, s miként képes ennek megfelelGen tevékenykedni. A leadership és a
nyers hatalomgyakorlds kozott a kiilonbség az, hogy a leadership elvalaszthatatlan a
kovetdk céljaitol, szitkségleteitsl. (Bakacsi, 2004),(Schermerhorn - Hunt - Osborn, 2003)

Leadership elméletek

Tulajdonsdgelméleti megkozelités

A vezet6i tulajdonsagokat elStérbe helyezé irdnyzat a legkiilonfélébb
tulajdonségok elemzésével prébalta feltdrni a sikeres vezetSk jellemvonasait. (Heidrich,
2013, online)

A vezet6i tulajdonsdgon nyugvo elméletek meghataroztak, hogy milyen
képességekkel, tulajdonsagokkal rendelkezzenek azok az egyének, akik vezet6vé véltak
és sikeresek szeretnének lenni. Ezek a kovetkezok: intellektudlis készségek, vallalkozoi
készségek, szocio- emocionalis készségek, interperszonalis készségek.(Bencsik, 2008)
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Magatartistudomdnyi megkozelités

A magatartdsi alapa megkozelités két nagyobb vonalat ismerjiik: a don-
téshozatal modjan és a vezets személyiségén alapuld iranyzatokat.

Dontéskozpontii leadership-elméletek: azok az elméletek sorolhatok a dontés-
kozpontt irdanyzat kozé, amelyek a vezetési stilusokat a dontéshozatal médja szerint
tipologizaljdk. Azzal foglalkoznak, hogy hogyan hozzak meg a vezet6k a dontéseiket,
egyediil, vagy demokratikusan. Ezen feliil még azt vizsgéljdk, hogy a vezet6k milyen
foku részvételt engednek meg beosztottaiknak a dontéshozatalban. (Bakacsi, 2004),
(Bencsik, 2008)

Kurt Lewin kisérletei: Kurt Lewin, német- amerikai pszichologus gyermekek-
kel végzett klasszikus kisérlete harom vezetési stilust tanulményozott. Ezek a ko-
vetkezok:

* ,tekintélyelvii (autokratikus) vezetési stilus

* demokratikus vezetési stilus

* megengedo (laissezfaire) vezetési stilus” (Dobak - Antal, 2010, 371. o.)

A Kkisérletek folyaméan azt vizsgéltak, hogy a kiilonféle vezetési stilusok
hataséra miként alakul a csoport teljesitménye. (Dobak - Antal, 2010), (Rokusfalvy,
1998)

Vezetdi magatartison alapulo személyiségkozpontii leadership- elméletek:
azok az elméletek nevezhet6k személyiségkozpontt elméletnek, amelyeknél az
alabbi jellegzetességek felfedezhetSk: a vezetd személyisége, személyiségjegyei,
figyelmének orientaltsaga. Az iranyultsig két irdnytu lehet: a vezet6 a feladatra
(csoportjanak produktivitdsara), vagy a munkatarsaival valé kivalé kapcsolat létesi-
tésére koncentral. Ebbe a csoportba sorohaté A Michigani Egyetem modellje valamint
Az Ohio6i Allami Egyetem modellje is. A két modell nagyon hasonlé. A Michiganie
Egyetem modellje kétféle vezetési stilust ismer el. Az egyik a feladatcentrikus fellépést
tantsité vezet6, aki mereven figyeli beosztottai munkdjit, megszabja szamukra,
hogyan dolgozzanak és mindenekel6tt a teljesitmény foglalkoztatja. A masik stilus
abeosztottcentrikus vezetSi magatartds, mely sajatossagai kozé tartozik az egytitt-
miikod6 csoport megvaldsitasara valo torekvés. Ezt a vezetési stilust képvisel vezetd
szamdra fontos, hogy beosztottjai munkajukkal elégedettek legyenek, jol érezzék
magukat. (Marshall, Hernandez, 2016) A modellattyai akét vezetési stilust-egymast
kizarénak tekintették, miszerint a vezeté vagy feladatcentrikus, vagy beosztottcent-
rikus. Az Ohi6éi Allami Egyetem modellje is két vezetési stilust kiilonboztet meg.
Az egyik stilus a vezets, akinek stilusdra a kezdeményezés-strukturalds a jellemz6,
aprolékosan szervezi a beosztottak feladatait, el6irja szdmukra, mit és hogyan te-
gyenek. A masik stilusba azok a figyelem megjeloléssel jellemzett vezeték tartoznak,
akik érdekl6dést tanusitanak az alkalmazottak irdnt. Meleg, baratsagos, bizalomteli,
joakar6 légkor kivitelezésére torekszenek.

Az Ohi6i Allami Egyetem modelljében a kutatok a vezetési stilusokat nem
egymast kizdréan, hanem egymas mellett létez6nek tekintik. (Bakacsi, 2004), (Klein,
2002), (Mihok - Trebutia,2009), (Reza¢, 2009), (Sedlék, 2009)
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Kontingencia- elméleti megkozelités

A kontingencia elmélet tallép a minden koriilmények kozott tandcsolt
vezetési stilus felfogason. Ez az elmélet a vezetd stilusa és a vezetés feltételrendszere
kozotti illeszkedés feltételét hatdrozza meg. A kontingencia- modellek kozé tartozik
Vroom és Yetton normativ modellje, Fiedlerkontingenciaelmélete. (Bakacsi, 2004)

Vroom és Yetton normativ modellje

A modell {6 célkitlizése az, hogy segitsen meghatarozni azt, hogy sziiksé-
ges-e, hogy a vezet6 beavassa a beosztottakat a dontésekbe. Azt a dontést tekinti
hatékonynak, amely megalapozott és eléri a céljat. A hatékony dontési stilust a vezets
agy érheti el, ha elemzi a dontési szitudciot, és ennek alapjan kivalasztja a legideali-
sabb stilust. (Klein, 2002),(Letovancova, 2002)

Fiedlerkontingencia-modellje

Fiedlerkontingencia- modelljének alapfeltevése az, hogy kiilonbozé veze-
tési helyzetekben mas és mas vezetési stilusok hatasosak. Kétfajta vezetési stilust ir le:
* feladatorientalt vezetési stilus
* kapcsolatorientalt vezetési stilus.

Fiedler egy sajatos, tn. legkevésbé kedvelt munkatars (LKM) teszt hasz-
nélatdval sorolja a két tipus valamelyikébe a vezetcket.

A teszt kitolt6jének (vezetének) azt a munkatarsat sziikséges jellemeznie,
akivel a legkevésbé tudott hatékonyan egytitt dolgozni. Feladatorientaltnak kva-
lifikalhat6 az a vezet$, akinek nem kedvelt beosztottjarél adott mindsitése negativ.
Ezzel ellentétben kapcsolatorientalt az a vezet6, aki részben kedvezéen mindsiti leg-
kevésbé kedvelt munkatarsat.

A két tipust egy skala két egymast kizaré végpontjaként érti, tehat a vezetd
vagy feladatorientdlt, vagy kapcsolatorientalt, dtfedést nem feltételez a kett§ kozott.
(Bakacsi, 2004), (Blazek, 2011)

Vezetés kiilénb6z6 kultarakban

A globaliz4ci6 tjfajta vezetési problémakat alkotott, melynek alapja a
kulturélis eltérés a munkavallalok és vezetSk kozott. Ezen problémat tovabb fokozza
a foglalkoztatottak vandorlasdnak novekedése, a kiilfsldi t6kebefektetések gyarapo-
das, valamint az tizleti élet globalizdlédasa. A fent emlitett tényezék hatdsara egyre
fontosabba viélt a sokszintiség menedzselése. Manapsag, egy vezet6, ha sikeres akar
lenni mas orszdgokban, ill. mas kulttrdkban, akkor meg kell tanulnia megismerni
és elfogadni mas orszagok munkavéllaléinak nemzeti kultarajat, valamint az abbdl
fakado¢ viselkedésiiket. Amennyiben ezt elsajatitjak, a vallalat szdmara versenyel6nyt
kovacsolhatnak.

Funakawa tgy véli, hogy a kulturalis sokszintiség eredményes menedzse-
lése kizardlag tudatos vezetési szemléletvéltassal lehet eredményes. Ezt segiti a
szervezet szintjén az tn., ,5 kompetencia modell” alkalmazasa.
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5 kompetencia modell

Geocentrikus gondolkodds - olyan viselkedési forma, amely természetesnek
tartja, hogy tanulni mindenkitél lehet és kell is.

Stratégiai szemlélet - A hagyomanyos vezetési elmélet alapjan a stratégia 3
{6 eleme, az un., ,3C”, corporation - véllalat, customer - vevé és nem utolsé sorban
competitor - versenytdrs, amelyet Funakawahdrom elemmel bévitette ki melyek a
kovetkez6k: community - kozosség, communication - kommunikacio, culture - kulttra.
Kultardk kozotti kommunikécié-Sikeres kommunikacié akkor johet létre a felek
kozott, ha azok torekednek arra, hogy ne megitéljék, hanem megértsék egymast.

Kulturdlisan érzékeny vezetési modszerek - Ahhoz, hogy a vezet6k az un.
kultarélisan érzékeny vezetési moddszert tudjak alkalmazni, személyes kompeten-
cidjukat kell kifejleszteniiik. A legfontosabbak: széles latokortiség, érzékenység, kul-
turdlis ismeretek, etikus viselkedés, flexibilitds, kitting kommunikéciés képesség,
emberismeret, nyelvtudas.

Allando szinergikus tanulds - A folyamatos szinergikus tanulds hozzajarul
ahhoz, hogy pozitiv kulturalis szingergia formalddjon ki a cégnél.

A felsorolt 6t kompetencia szorosan sszefiigg egymadssal. A véllalat akkor
érhet el sikereket, ha mind az otot kifejleszti.A felsorolt 6t véllalati szintti kompe-
tencia kifejlesztéséhez sziikséges az is, hogy az egyének a masmilyen kultdaraja sze-
mélyekkel valé kapcsolatot ne teherként, ne veszélyhelyzetként, hanem egy bizo-
nyos fajtatanulasiés fejlédési lehet6ségként lassak meg (Csath, 2004).

Vizsgalati médszerek

Munkank célja a szakirodalom éltal felallitott elméletek és modellek a
gyakorlatban alkalmazott technikdkkal valé egyezésének a megbizonyosodasa.Célunk
az volt, hogy kutatasunkkal meghatdrozzuk azt, hogy milyen személyiségjegyekkel,
képességekkel kell egy hatékony vezetének rendelkeznie, amit a hazai és nemzetkozi
szakirodalom lefrasaival is dsszehasonlitottunk. A fent emlitett tényez6k egyeztetése
utan igazolhatjuk vagy ellenmondast allapithatunkmeg a szakirodalom allitasai és a
gyakorlati élet kozott. Ezen beliil célul tiztiik ki, hogy pontos meghatérozast adjunk
arrdl, hogy milyen vezetési stilus az, ami a leghatékonyabb a gyakorlatban. A tertilet
neves képvisel6i kutatds altal aldtdmasztottdk, hogy az autokratikus vezet6i stilus a
leghatékonyabb, 4m kozel sem biztos, hogy a legjobb. Kutatdsunkban nagy hangsulyt
fektettiink ezen éllitdsunk aldtdmasztasanak-illetve megcéfoldasanak érdekében. Ezen
feliil, fontosnak tartottuk annak feltdrasat, hogy meghatdrozzuk azoknak a tényez6k-
nek a megjelenését, amelyek cselekvésre sarkaljdk, tehdt motivaljadk a vezetSket és
beosztottaikat egyarant.

Mai globalizalt vilagunkban nem hagyhattuk figyelmen kiviil a kultardk
hatasat a vezetésre. Multinacionalis véllalatok korében mara mar hétkoznapiva valt
a kultarak sorozatanak megjelenése a dolgozék mindennapjaiban. A legtobb vallalat
ma mar nagy hangsulyt fektet arra, hogy megfelel6 oktatdst és informaciét nyujtson
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alkalmazottainak a kulturalis kiilonbségek meglétérsl, fontossagarol és kezelésérol.
Ennek fliggvényében fontosnak tartottukazt is megvizsgalni, hogy milyen hatéssal
van a vezetésre az, ha kiilonboz6 kulturélis hattérrel rendelkez6 egyének dolgoznak,
targyalnak egytitt. Szerettiik volna felmérni az ezekbdl szdrmazé esetleges konflik-
tusok lehet&ségét, valamint tapasztalt vezetSk nyilatkozata alapjan megfelel6 képet
nydjtani arr6l, hogy a gyakorlati életben 6k ezt miként alkalmazzdk, és milyen
versenyelényt tudnak kovacsolni abbdl, s hogy kezelik a kulturdlis kiilonbségeket.
A szakirodalom allitasa alapjan igaz az, hogy a veliink szembenall6 egyén kulturalis
hatterének ismerete nélkiil nem tudunk hatékonyan egyiitt dolgozni. Kutatdsunk so-
ran ezt szeretnék bebizonyitani vagy épp megcafolni.

A kutatds altal megfelel6 képet tudtunk nytjtani arrél, hogy kit nevezhettink
hatékony vezet6nek.

Munkank kétféle kutatason alapult. Egyarant éptilt primer- és szekunder
adatokra is. Az elméleti hattér kidolgozasahoz szekunder adatokat hasznaltunk,
melyeket kiilsé forrasokbol gyftijtottiink Ossze. Ezek tanulményozasa utdn kivélasz-
tottuk a szamunkra legmegfelel6bbeket. (Pasztorek, 2001)

A primer kutatas keretein beliil kvalitativ adatokkal dolgozunk. A ku-
tatasra jellemz6, hogy kis mintdn alapul. Munkank kutatdsahoz egyéni mélyinterjut
hasznaltunk, amely egy kétszemélyes beszélgetésen alapult az Osszes altalunk
kivalasztott vezetével. (Kiss, 2005) Az interju a két fél kozott elére egyeztetett vezér-
fonal alapjan zajlott. Sok nyitott kérdés volt, ami hozzajarult ahhoz, hogy a vélasz-
ado szavakba ontse gondolatait, kifejthesse inditékait. (Kiss, 2004)

Kutatas f6bb eredményei

A kutatdsa a hatékony vezetési stilus feltardsara iranyult. A kutatds meg-
alapozasahoz hat kiilonb6z6 személyiségt, kiilonb6z6 iparagban és kiilonbozé terti-
leten m(ikod6 vezet tapasztalatait és véleményét hasznaltuk fel. A vezetSket igye-
keztiink gy megvalasztani, hogy eltér6 vallalati kulturalis hattérrel rendelkezzenek,
ami sikertilt is. Egyes vezet6k, japan kulturalis hatterti cégeket képviselnek, mas
vezetSk olyan villalatot képviselnek, akik eurépai véllalati kultaraval rendelkeznek
és nem utolsé sorban egy amerikai vallalati kultaraval rendelkezé vallalat vezetSjével
is sikertilt interjat készitentink. Azért tartottuk fontosnak azt, hogy tobb kulturalis
hatterti vezet6vel készitstink interjat, mivel agy gondoltuk, hogy kutatdsunk csak
ezen tényezGSk figyelembe vételével tud relevans képet mutatni, hiszen a kiilonboz6
kultarak jelenléte egyre nagyobb szerepet tolt be a véllalati életben. Kutatasunk célja
nem az volt, hogy elméleti szinten vizsgaljuk meg az altalunk kivalasztott témaét,
igy olyan vezetSkkel készitettiink mélyinterjit, akik tobb éves vezetdi tapasztalattal
rendelkeznek. Tisztességes és szavahihet6 vezet6Snek tartjak magukat.

A mélyinterjik kezdetekor mindegyik vezet6vel rogzitettiink egy definiciot
arrél, hogy 6k mit értenek az alatt, hogy vezetés. Ugy gondoljuk, hogy a vezetsk
megldtasa kivalé volt az éltaluk ismertetett meghatdrozasok osszevondsaval, egy
kerek egészet kaptunk az emlitett kérdéskorrél. Ez alapjan a vezetés nem mas, mint a
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cégtulajdonos rendelkezései, valamint alapelvei mintdjara iranyitani és folyamatosan
mikodtetni a térsasagot. Ehhez tervezni, szervezni, iranyitani és motivalni kell a
csapatot annak érdekében, hogy a kitlizott célokat eltudjuk érni és ezéltal a vallalat
miikodését maximalisan bebiztositsuk, ezenfeliil teljesiteni kell azokat az igényeket,
amit bevallaltunk.

Munkank els6 felében a szakirodalmi forrasok alapjan vazoltuk azt, hogy
kit nevezhetiink hatékony vezetének. Az interjiuk elkészitése soran megfigyeltiik,
hogy a fontos vezet6i tulajdonsagokra, személyiségjegyekre minden vezeté mast és
mast mondott, amibél arra kovetkeztettiink, hogy egy hatékony vezetének nagyon
sok tulajdonsaggal kell rendelkeznie ahhoz, hogy elnyerhesse ezt a cimet. A szak-
irodalom is nagyon tag képet adott ezekrdl a tulajdonsagokrol, azonban a tulajdon-
sagok listdja csak akkor lehet teljes, ha kibévitjiik az interjuk sordn szerzett
ismereteinkkel. Ezek tudataban elmondhatjuk, hogy hatékony vezet6 az, aki a kovet-
kez6 tulajdonsdgoknak birtokdban van. Els6sorban fontos, hogy rendszeresen kommu-
nikédlja a jovoképet, elvardsokat, célokat és prioritdsokat. A viziondlds mellett a
végrehajtdst is magaénak tekinti. Bizalmat sugdroz beosztottai felé, feladatokat
és dontéseket delegal, nem egyediill probal minden fontos dolgot megoldani.
Munkatarsait arra 6sztonzi, hogy véleményt alkossanak, és cselekedjenek. Meghallgat
masokat. Elfogadja a hibazas lehet6ségét, azonban csak akkor, ha tigy gondolja, hogy
abbdl tanult az illets, és maskor nem ismétli meg. Munkaja nem all meg a feladatok
kiosztasaval, meg kell taldlnia azt a folyamatot, ahogy segitheti a munkavégzést.
Rendszeresen megbeszéléseket szervez, ahol az aktudlis helyzetet megyvitatja, timaszt
biztosit. Visszajelzést ad és kér. A pozitiv és negativ visszacsatolds egészséges aranyat
fenntartja. Ismeri munkatarsait, ezaltal tisztdban van azzal, hogy mi hajtja 6ket.
Mindenkinek személyre szabott motivécios rendszert allit fl. Erzékeny masokra,
érdeklédését mutatja a beosztott, mint ember irant. Ez nem azt jelenti, hogy puhany.
Minden irdnyba utat enged a szervezeti informaci6aramlasnak. Ha sziikség van ra,
vallalja a konfrontaciét. Nem hanyagolja el kapcsolatait a szervezeten beliil és kiviil.
A j6 vezet6 rugalmas, gyors helyzet felismerési és dontéshozatali képességgel
rendelkezik, mell6zi az érzelmi alapon torténé dontéshozatalt. Nem utolsé sorban
nagyon fontos, hogy a vezet6 szakmailag kivalo legyen, tehat az adott tertileten
kimagasl6 ismeretekkel rendelkezzen. Legyen kovetkezetes, targyilagos. Zarszéként
elmondhato, hogy mindig a vallalat érdekeit képviseli és jol ismeri a szervezet
kultaréjat.

Folyoiratokban olvashatjuk, hogy jo vezet6 csak az lehet, aki a véllalati
hierarchia tobb fokat végigjarja, miel6tt vezet6vé valik. Interjdalanyainkrél el-
mondhatd, hogy karrierjiiket fokozatosan épitették fel a vallalati hierarchia tobb fokat
végigjarva. Elmondasuk alapjan arra kovetkeztettiink, hogy nagyon fontos, hogy egy
vezetd miel6tt vezet6vé valik, a ranglétra tobb fokat megismerje, végigjarja. Ha sikeres
vezet6vé szeretnénk valni, akkor meg kell tanulni vezetni, még miel6tt vezetsi poziciéba
kertilnénk. Az egyik interjialany elmondasa szerint a vezetést a 16vészarokban lehet
megtanulni. Azonban a jo vezet6vé valas élethosszig tarté folyamat.Gyakran hallhatjuk
azt az allitast is, hogy vezet6nek sziiletni kell. Szdmos esetben ennek céfolataval is
talalkozhatunk. Kutatasunk sordn ezzel a kérdéskorrel is foglalkoztunk, melynek
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eredményeképp elmondhatjuk, hogy kutatdsunkban is ellentmondasok sziilettek
ezzel kapcsolatban. Azt a kovetkeztetést vontuk le, hogy a jo vezetévé valas két dolog
figgvénye. Els6sorban kemény munka all mogotte, azonban némi tehetségre is sziik-
ség van ahhoz, hogy az embereket irdnyitani tudjuk.

A kutatds sordn felvetettiik a kérdést, hogy j6 vezet6 csak az lehet, aki
folyamatos 100%-os teljesitményre torekszik. Az interjlialanyok elmondésa alapjan
arra a kovetkeztetésre jutottunk, hogy a magas teljesitmény nem tarthat6 fenn sokdig,
az emberek nem gépek igy senkitsl sem varhat6 el a folyamatos maximumra valé
torekvés. Motivalni kell az embereket, hogy jobbak legyenek, de nem szabad 100%-ot
elvarni, mert az olyan magas foku stresszhez vezet, hogy nem el6bbre viszi a projek-
tet, hanem hétréltatja azt. A vezet6 feladata viszont az, hogy példat mutasson beosz-
tottai el6tt, igy mindig a legjobbra kell térekednie.

A szakirodalom szamos modellt vazol arrél, hogy milyen is a hatékony ve-
zetési stilus. Ezek a modellek pontosan definidlva vannak és megfelel6en kortilhata-
roljdk az adott stilus jellemzéit. Kutatdsunk sordn azonban, azt a kovetkeztetést
vonhattuk le, hogy a valds életben nehéz behatarolni azt, hogy pontosan milyen
stilust is kovet az adott vezet6. Munkank terjedelme sajnos nem engedte meg,
hogy minden egyes vezetési stilust kiilsn kielemezziink az interjaalanyokkal. fgy
Kurt Lewin kisérleteit vettiik alapul az interjuk sordn, amelyben arrél szerettiink
volna bizonyossagot nyerni, hogy valéban az autokratikus vezetési stilus sarkalja-e
a legnagyobb teljesitményt a vallalati életben, ugyanis Lewin kutatdsa ehhez az
eredményhez vezetett. Az interjialanyok valaszaiban, ha rejtve is, de mindenkinél
megtalalhattuk az autokrata vezetési stilust és annak jellemz6it. A vallalati életben nem
mtikodik sem a demokracia, sem a megenged6 stilus. Az emberek csak azt gondoljak,
hogy ez létezik. Valakinek irdnyitani kell, felel6sséget véllalni és a dontéseket
meghozni. Ezek véllaléi a vezetSk. Egy idealis vildgban a megoldds abban rejlene, ha
Lewin éltal felallitott hdrom vezetési stilust, az autokrata-, demokrata- és megenged6-
stilust osszemixelnénk. De hatdrozottan kijelenthetjiik egybecsengéen a szakirodalmi
allitasokkal, hogy a legeredményesebb vezetési stilus az autokrata vezetési stilus.

Ahhoz, hogy egy vezet6 hatékonyan tudjon dolgozni és eredményeket tud-
jon produkalni, sziikség van motivaciora. A vezet6 munkajat beosztottai eredménye is
tiikrozi, igy nagyon fontos az, hogy a vezet6 tudja, mi motivalja embereit, mivel tudja
Oket jo teljesitményre sarkalni. Kutatdsunkban nagy hangstlyt fektettiink azoknak a
tényez6knek a kimutatdsdra, amik motivaljak magukat a vezetSket és ezzel egytuttal
azoknak a motivator tényezoknek a megtaldlasara, amik cselekvésre buzditjdk az
alkalmazottakat.

Barmilyen motivétor tényezé feltérképezése el6tt, kutatasunkbol és annak
eredményébdl kifolyélag elengedhetetlen, hogy minden vezet6 felismerje azt, hogy
minden ember mas, igy mindenkit mds és mds tényez6 megléte motival. Tudataban kell
lennie annak, hogy a j6 munka alapja a motivaltsag. Nem a vallalati teljesitményérté-
kelési rendszertSl kell a vezetének varnia a megoldast, hanem minden beosztottra
egyénileg, a felmeriil6 igények szerint kell felismernie a motivacios tényezéket. A
vezet6ket egybehangzoéan elsé helyen a sikerérzet motivalja. Ami kutatdsunk soran
meglepdnek bizonyult, hogy az altalunk megkérdezett vezetSk fele az anyagi elismerést
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is kiemelte, olyan tényezéként, ami 6t motivalja. Herzberg kéttényezés modelljét
figyelembe véve, a pénz csak higiénids tényezd, ami mérsékeli, esetleg megsziinteti
a dolgozé elégedetlenségét, azonban ez még kevés ahhoz, hogy motivalja is 6t. A
sikerérzet megléte motivacios tényezsként hat, Herzberg tanulmanya szerint is.

A vezet6k beosztottaikat legtobbszor elismeréssel és bizalom meglétével
motivaljak, amik elmonddsuk szerint olcs6k, mégis nagy eredményt lehet elérni veliik.
Fontosnak tartottdk az anyagi javakat is és az el6léptetés lehetdségét is. Kiemelték
viszont, hogy minden egyes beosztottnak mas a motivéciés igénye, igy 6k személyre
szabottan igyekeznek egyénhez és nem csoporthoz alakitani a motivaciét. Az egyik
vezet6 megosztotta sajat képletét a motivaciér6l, amit minden vezets figyelmébe
ajanljuk, mivel agy gondoljuk, ez egy nagyon j6 megalapozasa lehet a motivécié hossztu
tava fenntartasanak. Els6sorban, elengedhetetlen a motivacié megléte, ami mellett kell
egy fajta képesség az adott embernél és nem utolsé sorban bizonyos munkafeltételek
megléte is fontosnak bizonyulnak. Mivel ez a képlet egy szorzat, igy ha barmelyik
tényez6 nulla, akkor az eredmény is nulla lesz.

Kutatdsunk keretein beliil célul ttztik ki, hogy megvizsgaljuk és ko-
vetkeztetést vonjunk le abbél, hogy a kulturalis kiilonbségek figyelembe vétele fon-
tosnak szamit, ha a vezet6k mds kulturalis hattérrel rendelkez6 egyénnel targyalnak,
vagy beosztottuk mas kulttrdbdl szarmazik.

Dinamikusan fejl6d6é vilagunkba a cégek egyik helyrél vandorolnak
a masikra. Emellett az emberek is gyakran valtoztatjak lakhelyiiket. Mobilizacié
koriilovez minket. A vallalatokndl nagyon sok kultdra megjelenik mar a beosztottak
kozott is. Az interjaalanyok tgy gondoljdk, hogy nagyon fontos a mésik kulttrajanak
tiszteletben tartdsa. Elmondhatjuk, hogy ha valaki j6 vezet6 akar lenni, akkor az els6
lépésének az kell, hogy legyen, hogy megismerje a vallalat kultirajat és az emberek
kultarajat egyarant. Ezek megléte nélkiil képtelenség jol teljesiteni és egytittmiikodni
barkivel is. Minden egyes kulttirdban mas a munkamoral, a hozzaallas, és a szokasok.
Ezek ismerete nélkiil nem alakithaté ki kolesonds bizalom, s igy a vezetSk nem tudjik
kelléen motivélni a kollégakat. A kulturalis kiilonbségek okdn akaratlanul is rejtett
sérelmek halmozédhatnak fel, amik akadalyozhatjak a hatékony csoportmunkat vagy
épp két vallalat kozott az egytittmtikodést.

Kovetkeztetések

Kutatasunk eredménye relevans képet nyujt arrél, hogy milyen szemé-
lyiségjegyekkel, tulajdonsédgokkal kell rendelkezni az tn. hatékony vezetének. A cikk
elején kittizott célok eredményeként elmondhatjuk, hogy a szakirodalom éltal kiemelt
vezet6i tulajdonsagokat és személyiségjegyek listajat kibGvitettiik a sajat kutatasunk-
bol osszegyijtott adatokkal, igy egy atfogébb és jobban meghatarozott képet adtunk
a sziikséges vezet6i tulajdonsdgokrol, amelyet egy hatékony vezetének birtokolnia
kell. A kutatds sordn bebizonyosodott az az éllitds, mely szerint az autokratikus
vezetési stilus a leghatékonyabb. Sikeresen feltartuk a motivacios tényezéket, amelyek
motivaljak a vezetéket, és amelyekkel 6k motivaljak beosztottaikat.
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A kutatas sordn igaznak bizonyult az éllitds, hogy a kulturélis kiilonbsé-
gek figyelembe vételével a vallalatok versenyel6ényt tudnak kovacsolni.

Kutatasunk eredményének tudataban szeretnénk javasolni, hogy a meg-
kérdezett véllalatok nagyobb figyelmet forditsanak a motivéacids tényezdk feltarasa-
nak technikdjanak elsajatitdsdra, melyre kiilonb6z6 tréningek oktatdsa soran ke-
riilhetne sor. Emellett szintén tobb tréning megszervezését javasolndnk a kiilonboz6
kultirdk megismerésére, kulturalis kiilonbségek megértésére, mivel tgy gondoljuk
a megkeresett vallalatok nagyobb tobbségénél erre nincs lehetéség. Noha magasabb
kulturalis ismeretekkel a véllalatok még nagyobb versenyel6nyt tudnanak elérni.

Végiil, de nem utols6 sorban fontosnak tartjottuk kiemelni azt is, hogy egy
masik kutatds keretein beliil megval6sithaté lehetne az is, hogy nem csak vezetSket
kérdeziink meg arrdl, hogy ¢k mit gondolnak, milyen a hatékony vezetési stilus és 6k
mit6l hatékony vezetdk. A vezetSk kozvetlen beosztottait is interju ald lehetne vonni,
azzal a céllal, hogy aldtamasszak vagy cafoljak azt, hogy a megkérdezett vezetét, 6k
milyennek latjdk. Ezzel megbizonyosodhatnank arrél, hogy az elmondottak a be-
osztottak szemszogébdl is valoban hatékonynak bizonyulnak.

Befejezés

Napjainkban egyre meghatédrozébb tendencidva valt, hogy a véllalatok
iranyitasara olyan vezetSket vélasztanak ki, akik nem csak hatalmukat kihaszndlva,
onkényesen irdnyitanak, hanem olyan személyeket, akik képesek a kittizott célok
megvaldsitdsdra, ugy hogy kozben a munkatirsak céljait, motivacidit figyelembe
vev6 vezetSi magatartdst alkalmaznak. Ezek a vezet6k az un. leaderek, akiket jogosan
nevezhettink hatékony vezetSknek.

Kutatdsunk soran célul ttiztiikk ki, hogy az elméleti modelleket megvizs-
géljuk, az alapjan, hogy mennyire lehet gyakorlatban alkalmazni Sket. Arra a ko-
vetkeztetésre jutottunk, hogy a szakirodalomban pontosan kortilhatdrolt modelleket
nem lehet a véllalati életben hasonlé pontossédggal meghatarozni.

Célkittizéseink kozott megjelent az, hogy egy pontos listat készitstink arrol,
hogy milyen tulajdonsdgokkal és személyiségjegyekkel kell egy hatékony vezetének
rendelkeznie, amely sikertilt is.

Kijelenthetjiilk, hogy kutatdsunk megalapozta azt a szakirodalmi &llitast,
mely szerint az autokratikus vezetési stilus a leghatékonyabb, ugyanis az embereknek
sziikségiik van arra, hogy valaki irdnyitsa 6ket, felelsséget véllaljon és dontést hozzon.

Kutatasunkat segit6 hat vezet6 elmondasa alapjan nagyon atfogé listat
tudtunk késziteni a vezetSket és beosztottaikat leginkdbb motivélé tényezSkrol.
Minden embert mas motival, igy arra a kovetkeztetésre jutottunk, hogy mindenkire
egyenként kell kiszabni a sajat maga motivacios rendszerét, ugyanis eltér6 gon-
dolkodassal rendelkeziink, masok a prioritasaink, ebb&l kovetkezik, hogy mas és
maés hat az emberekre motivacioként. A leghatékonyabb és legolcsébb motivacios
eszkoznek az elismerés és a dicséret mondhatd, azonban az anyagi javakrol sem
szabad elfeledkezni.
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Munkank nagyon fontos részét képezte a kulturélis kiilonbségek figyelembe
vétele. Mara elterjedté valt a multinacionalis vallalatok korében, hogy munkavélla-
16ik mas-mas kulturdlis héttérrel rendelkeznek. A globalizaciéval megkezdsdott
az emberek vandorlasa is. Elkertilhetetlenné valt, hogy a véllalatok egyre nagyobb
hangsulyt fektessenek a munkavéllalok képzésére a kulturdlis kiillonbségek kezelése
tertiletén. Ugyanis minden kulttirdban masok a szokésok, értékek, mas a munkamoral
is, ez altal akaratlanul is, de nagyon kénnyen megsérthetjilk a masik felet. Hatékony
egytittmtikodés, jo teljesitmény és bizalom csak akkor érhet6 el, ha a felsorolt ténye-
z6ket figyelembe vessziik.

A fentiek tudataban kijelenthetjiik, hogy bebizonyitottuk azt, hogy a kul-
turdlis hattér ismerete elengedhetetlen ahhoz, hogy egy vallalat hatékony legyen, és
ezzel egyttal versenyel6nyt tudjon szerezni maganak.

Kijelenthetjiik, hogy kutatdsunk elején kitlizott céljainkat elértik. Ugy
gondoljuk, hogy munkankkal aktualis képet tudtunk nyujtani a vezetés helyzetérél,
a hatékony vezetékrdl, a motivéciordl és a kulturalis kiilonbségekrdsl.
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Abstract

Current debate in Total Quality Management (TQM) revolves around the
possible contradictions arising within the orientation of its different aspects. Critics
of TQM point out that there is an unhealthy relationship within these aspects which
they categorize according to their orientation as “hard” and “soft’” aspects. This paper
discusses the scenario’s in which such contradictions may arise, and try to solve them
by modeling TQM issues in to a finite, non-corporative game. Asa result, this research
arrives at the positioning of the equilibrium which arises with each scenario. Further,
we propose a method to compute the natureof this equilibrium using a concept we call
as ‘margin of mechanistic motive’.

Key words: TOM, ‘mechanistic” and ‘organic’, margin of mechanistic motive

JEL classification: M11, L15.015

Introduction

TQM is an organizational philosophy which defined a new era of
organizational excellence. However, emerging trends in TQM research indicates that
there could be a mismatch or ‘uneasy relationship” within the TQM aspects. TQM
requires certain systematic, methodical aspects of basically controlling nature, to be in
harmony with certain behavioral, motivational aspects of basically engaging nature.
These controlling and engaging aspects taken in isolation do not qualify as TQM.
As such, and organization excelling in TQM must embrace both these controlling or
‘mechanistic’ aspects along with theengaging or ‘organic’aspects together. Evidence
suggests that these features fit well in some organizations while failing in others. TOQM
failure till recently, have been presumed as due to issues in implementation.

However,recent research suggests this could be due to contradictions within
TQM expectations and have established theories as to why these features may clash
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especially in certain organization cultures. However existing research fall short in
proposing a solid theory to rationalize why TQM should fail in some organizations.

This paper consists of a mathematical interpretation of the issue, taking TQM
as a finite non-cooperative game between n-players each having to choose from two
pure strategies. As such, what follows is the Nash theory (Nash, 1950)on existence of at
least one equilibrium point maximizing each player’s utility.

However, the main result of our analysisis the possibility of non-existence
of such equilibrium point, which fits in a real world TQM scenario.In other words, we
provide justification as to why the equilibrium point may be always in a bias towards
one aspect of TQM which makes organizations to fail in equally prioritizing both these
aspects.

Further, this introduces the concept of ‘Mechanistic Motive’ to describe this
phenomenon and propose a ‘Margin of Mechanistic Motive’as an indicator to the
‘Mechanistic Motive’. These two indicators together, represent the transformational
compatibility of an organization toward TQM adoption. Further, we test the instrument
to measure 3M in the real world and provide a guideline for interpretation of results.

Issues in TQM

TQM is “a philosophy for managing an organization in a way which enables
it to meet stakeholder needs and expectations efficiently and effectively, without
compromising ethical values” (Chartered Institute of Quality, 2015).Its advocates see it
as beneficial, providing competitive advantage while empowering the workforce.

It is based on the belief that increase responsibility on worker will increase
their job satisfaction, and pride and produce better work. TQM is “broad enough to be
the framework or foundation of an organization’s culture” (De Alwis, 2011).Dean &
Bowen (1994) have categorized TQM fundamentals under customer focus, team work
and continual improvement.

TQM requires sweeping reforms in core features such as leadership style,
culture, strategy, structure of the organization. Furthermore, “the transformation
from the traditional Western paradigm to the TQM paradigm is a radical change” (De
Alwis, 2011).

TQM practices can be broadly classified as either ‘mechanistic” or ‘organic’
where former is the systematic measurement and work controls to reduce variability;
latter is the customer orientation, employee participation, training, team work and
cultural change (Dean & Bowen, 1994). TQM practice requires both ‘mechanistic’
features and ‘organic” features incorporated into the system (Yokosawa & Steenhuis,
2012). TQM expects both these aspects to be present and reinforce each other at the
same time. However the critics point out this process as a completion of capitalist
expectation to create more control over the whole system (Wilkinson, et al., 1997).
Thus, TQM process is seen as a completion of capitalistic labor control to produce
better results. As such, in latter perspective TQM is another form of bureaucratic
management which focuses on “mechanistic” aspects (Alder, 1999).
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Critics also point out the possibility of increasing management control
and surveillance in reducing variance and introducing quality measurement
systems. Devolution of responsibility increase tasks which are closely monitored and
controlled by the management which does not lead to autonomy. It is argued that
labor intensification, increase control and peer surveillance is more appropriate than
flexibility, team work and quality in TQM which further supports the ‘mechanistic’
nature of TQM (Wilkinson, et al., 1997).

TQM often fails because of inconsistency of management approaches in
trying to superimpose on the traditional economic model in which the priorities are
to maximize profit, cost effective, self-centered and contractual relationships. TOQM
fundamentally tries to satisfy multiple interests of all stakeholders with the foremost
interest of satisfying the customer. But, cost and management control are the hidden
objective of many TQM programs today, and is probably a reason for their failure.
Relations of power, privilege, identity and inequality reinforce the economic model
of organizations (Knights & McCabe, 2002). New school of TQM has identified
many contradictions within TQM philosophy. Issues which have come to surface are
related to incompatibility of ‘mechanistic’ and ‘organic” aspects of TQM in traditional
organizations (Wilkinson, et al., 1997).

Scenarios in TQM orientation

For the moment let us assume the critic’s argument on TQM to be true. It is
clear in all the arguments in favor of critic’s point of view that the ‘organic’” aspects of
TQM bear less significance than the ‘mechanistic’ aspects. The “organic’ aspect is seen
rather as a part of ‘mechanistic’ aspect. We have established two scenarios which can
explain the arguments put forward by critics.

Scenario 1: In view of the traditional economic model the ultimate goal for
any organization is profit. As such, the ‘mechanistic” features could be more relevant
than ‘organic’ features in a capitalist origination.Thus, the focus of the organization is
on ‘mechanistic” features making ‘organic’ features inferior.

Therefore,'mechanistic’ features are important to organizations than ‘organic’
features to achieve their objective.

Scenario 2: Another explanation that can be derived from the critic’s
arguments is the fact that ‘organic’ features further strengthen the ‘mechanistic’ features.
In other words, ‘organic’ features were the means to achieve goals of ‘mechanistic’
features.

Therefore, “‘mechanistic’ goals are achieved through ‘organic’ means in an
organization.

Modeling the scenarios

To view both scenarios in a mathematical point of view, a game is defined as
follows.

Let’s assume the game G played in a TQM organization with n players have
basically two pure strategies that is to choose between “mechanistic” (M) and ‘organic’
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(O) aspects. Here, actual M and O represent the set of ‘mechanistic’ M and ‘organic’
features. Each player tries to maximize their utility U, by choosing between M and O.
let’s also assume all n players in this game G need not to cooperate with each other to
maximize their utility , nor a choice of any single player does not affect the utility of any
other.

Let’s try to model scenario 1 in to the game G. In scenario 1 the ‘mechanistic’
aspects are important to an organization than ‘organic” aspects. This can affect G exactly
in two ways.

It could reduce the options of any player within the pure strategy O. that is,
as the organization does not consider O as important in terms of achieving its objectives
, by the design of G, there will be lesser options within O, and there will be higher
options within M. As such, the set M is larger in number than set O.

When taken as a whole, there will be higher utility for M than O reflecting
the high importance M has as against O. Also all elements m,o within set M and O
respectively will be such that their utilities Um>Uo.

Similarly, whereas the scenario 2 is concerned it could result in the
followingcase

There are no options for O, in terms of utility. Here, O is rather a process in
realizing M, therefore the utility lies with M, not with O. the utility of M will remain
static even if the player decides to change his means to something other than O. thus
O does not bears utility at all, which nullifies O completely in terms of a utility. In this
case a player has only the utility of M, thus the choices will fall in favor of M.

Equilibrium in each scenario

Now we'll take each case and analyze it in the utility perspective.

Scenario 1: Case 1

As the numbers of choices are less in the set O, if the utilities are same a player
choosing between M and O randomly will have higher probability in choosing from
M. Thus, even if the decisions are not taken rationally there will be more tendencies
towards M by each player.

Scenario 1: Case 2

Obviously, there will be more utility in a player choosing from M. There
is no strategy other than choosing from M if a player wants to maximize its utility. A
player choosing from M will not impact on any other player as all will benefit only
from the pure strategy M. As such, there is no equilibrium point for any player in set
O.It follows that the equilibrium G will be in the set M; where all the players will be
continuously have to choose from M. As there is no rationale for any player to change
the strategy, choices from set O will not be made throughout the game.

As the real world decisions are not purely based on rational choice, let us
assume an x portion of all the decisions taken are faulty with respect to utility. Yet,
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giving consideration to the probabilities established in case 1 it can be safely assumed
that, out of x more will be chosen from set M for every game G.

Thus for the overall scenario 1, there is an equilibrium in set M such that
each player can maximize their utility by choices in M.

Scenario 2

Obviously, as the only utility present, a player has no option other than M to
choose from. Of course, in terms of selection, there will be choices in set O. But these
choices are rather choices of means to arrive at M, therefore utility of choosing from O
will be zero. Therefore the equilibrium point in the game is clearly in the set M in this
scenario.

In both scenarios, a player will not benefit from choosing a strategy other
than M. therefore there is no point for players to choose from O.

It should also be noted that reversing each scenario of the critics arguments,
also will not be in favor of TQM as it will bring the equilibrium to set O. Then all
the choices made will be in O making the essential features of M missed out. Even if
the critics arguments are to be kept aside, and only acknowledging the mere fact that
there is “mechanistic” and “organic” aspect in TQM is sufficient to raise doubts as to the
presence of an equilibrium point. The reason is that the ideal theoretical equilibrium
should fall in-between M and O to make balance of choices. As these aspects represent
mutually exclusive choices, the solutions between M and O are only hypothetical. As
such we argue there is no solution for this game in the finite space if the solution also
requires a balance between ‘mechanistic’ and ‘organic” features.

However, it is the intention of this paper to demonstrate that by making
changes to the behavior of the utility function this can be solved. Let’s assume that the
utility function will change its nature with each iteration of the game. The change we
propose is such that, for everyith game, if the equilibrium of the game is towards M,
then in the i+1th iteration the equilibrium should be towards O. In other words after
each game, all the players will have to shift their strategy from M to O and vice versa.
Alternatively the pure strategies M and O will maximize the utility of each player. As
such, the limit of the equilibrium will be neither in M nor O, but will be held in-between.

However, to bring this case in to the real world it is required for an
organization to assess the existing level of deviation as described above. Therefore,
we introduce an instrument to measure the deviation in TQM orientation towards
‘mechanistic’” or ‘organic’ features as explained below.

Mechanistic Motive

These two scenarios describe the motive of an organization in executing
TQM. We introduce the concept Mechanistic Motive (2M) to demonstrate thecombined
phenomena observed in the above two scenarios. We define MM as “the tendency of
an organization to bias the equilibrium of its TQM program toward the “mechanistic’
features”. Therefore MM will represent the orientation of two factors namely
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importance and behavior which is deduced from the two scenario’s. Here the
importance factor is the tendency of a TQM organization to hold the ‘mechanistic’
features more important than ‘organic” features to achieve their objective whereas the
behavior factor is the tendency of a TQM organization to expect ‘mechanistic’ goals
to be achieved through ‘organic’ means in an organization. Level of MM in an
organization is a lead indicator for TQM orientation of an organization in the long run.

Margin of Mechanistic Motive

In order to quantify MM as an indicator for TQM orientation we introduce
the concept Margin of Mechanist Motive (3M). We define 3M as “the overall inclination
of importance andbehavior factors from the ideal equilibrium towards a ‘mechanistic’
orientation”. We also propose below an instrument to measure 3M for any organization.

Table 1: Measuring instrument of 3M

Aspect Importance | Margin of Behavior margin of
(1to 5 scale) | Importance | (-1 to +1) scale | behavior

systematic

measurement

work controls

‘mechanistic” average MI Mb

customer orientation

employee Im =MI-OI Ib = Mb-Ob
participation

training

team work

cultural change

‘organic’ average Ol Ob

The instrument will measure importance factor in a 1-5 scale.The
organizations are supposed to rate how important each aspect is to their organization;
the least important parameter will be rated 1 and the highest important parameter
will be rated 5. The average value of the response to ‘mechanistic’ aspects (denoted as
MI) and the average value of the response to ‘organic” aspects (denoted as OI) will be
calculated. The margin of importance (Im) is the differencebetween averages obtained
for “mechanistic” and ‘organic” aspects.

Im =(MI-OI)/5

As such in an ideal equilibrium situation Imwill take value 0 and the range of
the function will be [-1.+1]
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For the behavior factor, organizations need to select the aspects which have
similar nature to their goals and means which will collect responses in a -1, 0, +1 scale.
In doing so, the organizations are asked to rate +1 for that aspect having resemblance
to their goals, and -1 for those having resemblance to their means. Zero marks will be
given for the aspects which resembles neither goals nor means. The margin of behavior
(Ib) is the difference of the averages obtained for ‘mechanistic’ and ‘organic” aspects

Ib=(Mb-Ob)/2

As such in an ideal equilibrium situation Ib will take value 0. The range of the
function will be [-1.+1].

Then we calculate the 3M by the following calculation.

3M=Im x Ibwhich will be ideally take the value 0. The range of 3M is [-1.+1].

Interpretation of values of 3M
Negative value

A negative value could be resulted only if either Im or Ib is negative, which
means there is an imbalance of orientation of aspects as given below.

“mechanistic” aspects are more important, but behavior wise ‘organic’ aspects
are dominant or,

‘organic’ aspects are more important, but behavior wise ‘mechanistic’ aspects
are dominant.

Positive value

Similarly positive value could be resulted only if both Im and Ib have the
same orientation. That is either both are inclined towards ‘mechanistic’ aspects or
both are inclined towards ‘organic” aspects.

However, TOM expects both the aspects to be present, reinforcing each other
(Yokosawa & Steenhuis, 2012). Therefore we arrive at the suggestion that, a negative
value for 3M will be more favorable for TQM implementation than a positive value.
However, as both Im and Ibare at equilibrium at zero, a value closer to 0 will be more
favorable for TQM.

To support the above theory we have tested this instrument in a TQM
organization and a non TQM organization which resulted in a negative value and
positive value respectively as expected.
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Conclusion

As pointed out earlier there can be no solution in the finite space if the
solution is expected to hang between ‘mechanistic’ and ‘organic” aspects. However if
we provide an allowance for the utility aspect to change its nature with each alternate
iteration we can arrive at solutions for each game. The alteration should be such, if
the equilibrium lies towards ‘mechanistic’ orientation, the utility of the immediate
preceding game will change towards ‘organic” features which in turn will result in
change of equilibrium of the game towards “organic” aspect.

As such, in each iteration of the game if Im and Ib is measured it will
alternatively takepositive and negative values. Also as explained above it is more
favorablefor Im and Ibto have alternative signs for value; that is if Im takes plus
value, Ib will have to takes negative value and vice versa to facilitate reinforcement
of both aspects.

Though a practical application of such theory is yet to be found in
organizational context, as part of this research series, we intend to model the above
theory in to an organizational reward function to represent the utility function above
and observe the behavior in a real TQM context.

Also it is essential to validate the 3M instrument statistically before it can be
bought in to any appropriate use. It is also a part of future research that we intend to
conduct. Also 3M instrument can be used exclusively to test the critic’s argument about
the existence of “‘mechanistic’ and ‘organic” features in TQM. If it could be proven, 3M
is taking positive values in TQM organization with statistical significance the critic’s
argument will be debatable.

Also the 3M instrument need to be converted to a proper data collection
technique such as a standard questionnaire before it could become usable in
organization, which is again will be addressed in future research.
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Abstract

The notion of trust is gaining increasing ground in international literature,
not only in social sciences, but in relevant international business literature. Since being
social is an inevitable part of being human, trust, as one of the basic interpersonal
relations is of high importance. Without trust, not only teams, but institutions and
societies would also fall apart. Formal relations cannot always substitute the subtle
bond trust creates, what is more, formal solutions - necessitating a lot of paper work -
are timely and costly.

Present paper endeavours to explore the meaning of trust through researching
the way distrust is created among students at Obuda University’s Keleti Faculty of
Business and Management.

The research findings are in line with the international literature, and indicate,
that there are various forms of trust, and they very often coexist with each other.

Key words: trust, mistrust, experience, personality, perception.

JEL Classification: Z13

Bevezetés

A bizalom a tarsas reldciok alapjaként szdmos diszciplina altal kutatott
jelenség. Taldn éppen ebbdl fakadéan a mai napig nincs konszenzus definicidjat, a
kialakuldsat befolyasolo tényezdéket, vagy az optimalis/ideélis szintjét illetGen.

A bizalom jelensége azonban - a konftiz értelmezési kerettd] fiiggetlentil -
a nemzetkozi szakirodalom &ltal mind tarsadalmi (Fukuyama, 1997; Hofstede, 2001,
Minkov, Hofstede, 2014), mind intézmények kozotti (Sako, 1992; Sundramurthy, 2008),
mind pedig interperszonalis reldciokban (Cheung et alii., 2016; Leith, Hill, Harrison,
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2010) igen jelentSs szerepet t6lt be. Fukuyama (1997) egyenesen a gazdasagi fejlédés
el6feltételeként tekint a tarsadalom szereplinek kolesonds bizalméra. A szervezetek
kozotti bizalom napjaink halézatosan szervez6dé vildgdban egyre hangstlyosabb
alternativdja a tranzakcids logikdra épiilé tizleti kapcsolatoknak, hiszen egyes
iparagak mar olyannyira szegmentaltak, hogy a partnerekrdél val6 adatgyfijtés, az tiz-
leti viszonyok formalizaldsa irraciondlisan magas koltségeket eredményezne, amely
raadésul tovabbra sem oldand fel a megbiz6 - tigynok helyzetben rejlé problémakat.

A bizalom, mint tarsas reldcié6 azonban - bar szamos tizleti és tarsadalmi
implikacidja van - els6sorban individudlis karakterisztika. A bizalom, mint kap-
csolatrendszer pozitiv hatdssal van az egyénre (Seligman, Csikszentmihalyi, 2014). Az
ember tarsas 1ény (Aronson, 1980), és a tarsassdg nem csupan hangulati, érzelmi, de
pszichés és szomatikus szinten is befolyasolja a mtikodését (Berkman et al., 2000). A
masokkal valé kapcsolatokra torekvés ugyanis alapvet§ emberi sziikséglet (Reis et al.,
2000). A tarsassag nem csupan erdforrast - tarsadalmi t6két és tarsas tamogatést - jelent
az egyénnek, de az 6nképének, onértékelésének is sarkallatos pontja. Mitobb, a szdmos
bizalmi kapcsolattal rendelkez6k, kevésbé reagdlnak a stresszt kivaltd tényezdkre,
és jobb az egészségi allapotuk is (Barefoot et al., 1998).

Jelen tanulméany a Hegel-i alapokon az interperszonalis bizalmat az anti-
tézise oldalardl, a bizalmatlansag kialakulasa fel6l igyekszik megkozeliteni, abbol az
elméleti alapfeltevésbél kiindulva, hogy a bizalmatlansagot kialakit6 tényezék hidnya
hozzajarul a bizalom létrejottéhez és fennmaradasahoz.

A Bizalom Jelensége a Szakirodalomban

A bizalom fogalménak meghatarozasa maig sem egységes a szakirodalom-
ban. Mindenki masért bizik meg a masikban és mast ért a bizalom, mint kifejezés alatt.
A kiilonboz6 tudomanyagak, illetve azok egyes képvisel6i a legkiilonb6z6bb médon
definialjak ezen fogalmat, de altaldban elmondhat6, hogy a meghatérozasokban kulcs-
fontossdgt elemként szerepel a sebezhetéség, valamint az elvarads fogalma (Evans,
Krueger, 2009). Ezek mellett a hit is egy fontos momentum a bizalom , folyamatdban”
(Budavéri-Takacs, 2011). Ezt bizonyitja az is, hogy a ‘bizalom’ sz6 tobb nyelvben
egytttal” hitet’ is jelent, igy példdul a latin fides, vagy az angol faith kifejezések (Uo.).

A bizalom fogalma kiilonféle léptékekben irhaté koriil, egyesek példaul
mint strukturalis jelenséget kozelitik meg (Shapiro, 1987), mig masok személyi-
ségjegyként tekintenek ra (Rotter, 1980). Vagyis a bizalmat akar tekinthetjik a
személyiség egyik dimenzidjanak is. A személyiség ugyanis nem mds, mint jellemz6
tulajdonsdgaink viszonylag stabil szervez6dése, amely meghatérozza egyediségiin-
ket és megkiilonboztet masoktol (Bakacsi, 2001).

A Dbizalom jelenségének két alapvetSen kiilonbozé megkozelitésmodja
létezik:

Kockazaton alapuld (Barney, Hansen 1994)

Ez a megkozelités a hobbes-i természetjogi felfogasban gyokerezik, melynek
értelmében a természeti dllapotban az emberek szdmos, 6ket veszélyeztetd kockazatnak
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vannak kitéve, melyeknek forrasai az ket kortilveve természeti erék, valamint a tobbi
ember. Hobbes érvelése szerint a természeti allapotban csak akkor célszerti masokkal
egytittmtikodni, ha biztositva van, hogy nem fognak artani az illetének (Nickel, Vaesen
2012). Ebben az ,ember embernek farkasa” allapotban a bizalom egy kockazattal jaré
attittid, ami alapvetden bizalmatlansagra 6sztonzi az egyént.

Ebben az esetben a bizalom azt jelenti, hogy énkéntes médon kockazatot
vallalunk abbdl ered6en, hogy a masik fél altal sebezhet6vé valunk. Egyes kutaték
szerint a bizalom definiciéjanak legfontosabb eleme éppen ez a ,sebezhet6ség tuda-
tdban valo6 cselekvés” (Gyorffy, 2014) Ilyen értelemben a bizalom - Sztompka szavaival
élve - egy olyan ,fogadds, amit masok esetleges jovSbeli cselekedeteivel kapcsolat-
ban tesztink meg.” (Sztompka, 1999)

A bizalom tehét cselekvési hajlanddsagként is értelmezhets. Relaci6, melyben
a bizalmat nyjt6 fél hajland¢6 arra, hogy a partnerével valé egyiittmiikodése soran oly
moédon viselkedjen, amely szamadra kockazatos.

Hiten alapul6 (Kumar, 1996)

Ebben az esteben a bizalom nem mérlegelés és racionalis dontés eredménye,
hanem irraciondlis, érzelmi viszony. A masik fél benniink létrejové pozitiv képének
viselkedési kimenete. Az ilyen tipust bizalom esetében az egyén feltételezi, hogy
mindkét fél érdekelt az egytittmiikodés sikerében, emiatt a masik sem fog olyat tenni,
ami veszélyeztetné az elérend6 célt (Toth L., 2015).

Ezen megkozelités mellett teszik le voksukat Rosenfeld és szerzétarsai (1978)
is. Elméletiik szerint egy tarsadalmi cserekapcsolatban egy cselekvésre adott valasz
altalaban idében kés6bb torténik, ez okozza a felmeriil6 informacidés problémakat, és
nincs informdaciénk azzal kapcsolatban, hogy fog a masik fél reagalni. Ez a kialakult
helyzet kockazatként mertil fel és bizalmon alapulé elkotelez6dést kivan a cselek-
vOktol.

Seligman (1997) szinttigy a bizalom hiten val6 alapulasat fejezi ki, mikor

a bizalmat a mésok j6 szandékaba vetett hitként definidlja, mely hit egytttal azt is

elfogadja, hogy a masik ember szdndékai az illet§ szdmara nem feltétlentil vilagosak.

Zucker (1986) a bizalom kiilonb6z6 formait és azok megjelenésének feltételeit
elemezte. O a bizalom megjelenésének harom tipust irta le:

1. Folyamat alapii: Ahol a bizalom a multhoz kothetS, mint példaul a tekintély.

2. Tulajdonsdgalapii: Ahol a bizalom személyhez kotott és olyan tulajdonsdgok
képezik alapjét, tgy, mint k6zos csalddi hattér, vallas vagy épp az etnikum. Alap-
ja a tarsadalmi hasonlésdg, a partnerek ugyanahhoz a tarsadalmi csoporthoz
tartoznak.

3. Intézményi alapii: Ahol a bizalom formalis, szabalyokhoz kotott tarsadalmi struk-
tarakhoz kotott. A bizalom megléte vagy hidnya ebben az esetben egyéni vagy
cég specifikus sajatossagoktol fiigg.
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Dessewffy (2014) szintén egy harmas felosztdst haszndl, de egészen masfajta
perspektivabol, a bizalmat mint kapcsolatot, kulturat illetve tudast vizsgalja meg
szociolégiai munkéjdban. Az els6 tipus a tarsadalomban meglévé integrativ eréként,
a mésodik a tdrsadalmi értékrendbdl és annak valtozéasaibol kovetkez6 aspektusként,
a harmadik pedig egy informaci6s problémaként hatdrozza meg a bizalmat.

Megint egy masik megkozelités szerint a bizalom két alaptipusa az inter-
perszonalis, illetve a szociélis bizalom (Hadiwitanto, 2015). Az el6bbi esetében az egyes
személyek kozotti kozvetlen kapcsolatrél beszélhetiink (pl. baratsag), mig az utébbi
egy elvontabb, nem személyek kozotti kapesolatot feltételez: az egyénnek pl. a szocidlis
rendszerhez, vagy a fennéll6 hatalomhoz val6 kapcsolatdban megnyilvanul6 bizalmat
jelenti. Sztompka (1999) tgy vélekedik, hogy végs6 soron a szocidlis tipus esetében is
konkrét személyekre irdnyul a bizalom, minthogy 6k elvont rendszereket is emberek
mikodtetik.

A bizalom kialakulasaban tobb tényezd is fontos szerepet jatszik. Mayer
és Davis (1999) négy jelentGset emel ki: (1) a személyes fogékonysag, (2) a masik fél
kontrollalhatésaga, (3) a jo hirnév alapjan torténé kategorizédlas, amikor egy harmadik
személy véleményére alapozva itélik bizalomra mélténak vagy sem a személyt, és (4)
a mas meglévé sztereotipidk hatdsa. Mindezek javitjak a személy pozitiv megitélést,
optimista érzelmeket valtanak ki, hozzdjarulva ezzel a bizalom kialakuldsahoz és
fenntartasdhoz.

A maésik személy észlelt tulajdonsagai és a kialakitott egyéni benyomasok
kiemelten fontos szerepet jatszanak, és ezért a partnerek eréfeszitéseket tesznek,
hogy pozitiv képet alakitsanak ki onmagukrol. Kisérleti eredmények azt mutatjak,
hogy a partnerek kozotti egytittmtikodés akkor a leggyakoribb, ha fenyegetésre egyik
félnek sincs lehet6sége. Tehat ha az egytittm(ikod6 partnerek megbiznak egymasban,
sokkal inkabb egytittmtikodnek, és kevésbé gyanakodnak partneriikre (Kovacs, 2003).
Természetesen a bizalom két emberen mulik, és amikor az egyik felet valamilyen
csalédas éri, akkor fennall a veszélye, hogy a sértett fél bezérkozik, altaldnositani kezd
és soha tobbet senkiben nem tud feltétel nélkiil megbizni

P

Kérdéives Kutatas a Bizalmatlansaggal Kapcsolatban

A bizalom jelenségét 2016 6szén az Obudai Egyetem Keleti Karoly Gazdasagi
Karara jaré nappali tagozatos els6, masod és harmadéves gazdélkodas és menedzsment
szakos hallgatok segitségével vizsgaltuk. A kérdéiv papir alapt volt, a csupan 5
kérdést tartalmazott. Jelen tanulmany a bizalmatlan fogalommal kapcsolatos szabad
asszociaciok rendszerét mutatja be. Mivel minden valaszad6 szabadon sorolhatott fel
tobb asszociaciot is, ezért a valaszadok szamaénal tobb valasz keriil a késébbiekben
bemutatasra.
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Az intézményben 200 db kérdsiv keriilt kiosztasra. A kérdéiveket onkéntes
alapon toltstték ki a hallgatok. gy 163 értékelhets kérd6iv érkezett vissza. A kitoltési
arany tehat 81,5%-os volt. A 163 {6 a teljes sokasagot tekintve 45,3%-os kitoltést jelent,
ami mennyiségét tekintve megfelel a modszertan el6kovetelményeinek. A véalaszad6k
kozott kozel azonos aranyban képviseltették magukat a férfiak (77) és a nék (86). Ez
az arany kiilonosen jonak tekinthets, ha figyelembe vessziik, hogy Magyarorszagon
a férfiak vélaszadasi hajlandésaga lényegesen alacsonyabb, mint a n6ké (Sztics, 2014).

1. dbra: A valaszaddk nemek és életkor szerinti megoszldsa
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Forris: sajdt szerkesztés

A valaszadok atlag életkora 21,96 (szoras: 3,54) volt. A legfiatalabb valaszado
18, a legidGsebb 40 éves volt. Az atlagot és a szoérast erésen befolyasolja, hogy a
valaszadok kozott 40, 37, 36, 32 és 31 éves is volt. A valaszadok életkor szerinti eloszlasa
- mint ahogyan azt az 1. dbra is mutatja - nem tekintheté normalisnak, (Ferdeség;:
2,633; Cstcsossag: 9,021), azonban koveti az alapszakon hallgatoktol elvart életkori
megoszlast. A medidn és a modusz egyarant 21 volt. A valaszadok 36,4 %-a volt 20 éves,
vagy anndl fiatalabb, és 90,5%-uk 25 éves, vagy annal fiatalabb. A férfiak atlagéletkora
(21,79 év, szorés: 2,617) némiképp alacsonyabb volt mint a néi valaszadoké (22,11 év,
szoras 3,913), ami az id6sebb néi vélaszadok mintdban valo jelenlétével magyarazhato.
A két nem atlagéletkora kozott azonban nem tart fel szignifikdns kiilonbséget a
fliggetlen mintds t-proba.

A bizalmatlansaggal kapcsolatos asszocidciok igen széles jelentési mez6t
definidltak. A tiz leggyakrabban megjelolt asszociaciot a 2. dbra tartalmazza.
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2. dbra: A leggyakoribb asszocidciok az azt vdlasztok szdama szerinti gyakorisdg szerint
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Forrds: sajat szerkesztés

Az asszociaciok - jelentésiiket és érzelmi toltetiiket tekintve - harom nagy
csoportba voltak sorolhaték:
1. amasik fél negativ tulajdonsagait kiemel6 asszociaciok,
2. a bizalmatlansagra, mint racionalis ,pozitiv” tulajdonsdgra tekint
asszociaciok
3. a bizalmatlansagot szinonimak segitségével koriilir, meghatarozo
jellemzok.

Az els6 csoportba tartoztak az egyértelmtien negativ jelentést tartalmazo
jelz6k. Ezek listdjat és el6forduldsi gyakorisagat a 3. abra tartalmazza. A bizal-
matlansagrél a vélaszaddk igen nagy hanyada (13%-a) a hazugsagra asszocial. ezt
koveti a megbizhatatlansag 10%-os gyakorisaggal. A 3. abran jelzett asszocidcidk
mindegyike a bizalmatlansagért a reldciéban részt vevé masik fél negativ tulajdonsa-
gait teszi felelGssé; tehat oksagi viszonyt feltételez a masik fél viselkedése és a biza-
lom, illetve annak hianya kozott. A valaszadok 62% valaszolta a 3. abran felsorolt
negativ tulajdonsagok legaldbb egyikét a kutatasi kérdés kapcséan. Ennek megfelelGen
megfogalmazhatjuk, hogy a bizalmatlansag - legaldbb részben - multbeli rossz ta-
pasztalatok kovetkezménye.
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3. dbra: A mdsik fél negativ tulajdonsdgait kiemeld asszocidciok az azokat vdlasztok
szdma szerint
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Forrds: sajit szerkesztés
A vélaszadok egy része (21%) a bizalmatlansagot , pozitiv” tulajdonsagként

definialta. Asszocidciéikban az ,6vatos” (22 £6), a ,megfontolt” (8 £6), a ,realista” (7
f6), valamint az ,okos” (2 f6) jelz6k szerepeltek. Ezek a vélaszok azt tiikrozik, hogy
a hallgatok a bizalmat a kockazat iranyabol kozelitik meg, és szamukra a bizalom azt
jelenti, hogy onkéntes médon kockéazatot vallalnak, és ez altal sebezhetévé véalnak. A
bizalmatlansag ebben a vonatkoztatdsi rendszerben tehat a kockazat tranzakciondlis
logika mentén torténé elutasitasat jelenti.

Az asszociaciok harmadik, és egyben legnagyobb csoportja a bizalmatlan-
sagot szinonimdak segitségével meghatdrozni kivanok korét takarja. A ,Miért is
vagyok bizalmatlan?”, illetve a ,Mit6l leszek bizalmatlan?” kérdésekre keresik a
valaszt. A 4. dbran bemutatott fogalmak legalabb egyikét a valaszaddk 97%-a valasz-
totta. Ez egyrészt felhivja a figyelmet a linearis gondolkodas prevalencidjira a vizsgalt
sokasdg korében - ugyanis a szinonimak célja ugyanannak a jelenségnek (relacionak)
a magyarazata az értelmezési mez6 megvaltoztatisa de az algoritmus megtartasa
segitségével.

A jellemz6k ezen csoportja tovabbi alcsoportokra bonthaté. A 4. dbran piros
szinnel jelolt tulajdonsagok a bizalomra mint aszimmetrikus, kiszolgéltatott viszony-
ra tekintenek, igy a bizalmatlansdgot az informécié hidnyanak oldalardl kozelitik
meg. A mésodik csoportban bemutatott tulajdonsagokkal ellentétben azonban, ezek-
nek a jellemz6kben ko6zos, hogy mindannyian masodlagos negativ konnotaciot
hordoznak.



4. dbra: A személyes jellemzdket segitségiil hivo asszocidciok gyakorisiga
a vdlaszadok szama szerint
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Forrds: sajit szerkesztés

A 4. abran kék szinnel jelolt valaszok a bizalmatlansagot személyiség-
vonasokhoz kot6, azt bizonyos tipust (személyiségli) emberek sajatjanak tekintd
jellemzdket tartalmaznak. Az asszocidciok hétterében az a hiedelme hiizédik, hogy a
nyitott, kommunikativ emberek megbiznak mésokban, mig a zérkézott, introvertalt
személyek bizalmatalanok, illetve nehezebben biznak meg masokban.

A sargaval jelolt ,csalédott”-sagot jelz6 valaszok valészintisithetéen az
els6 csoportban bemutatott negativ tapasztalatok visszahatédsat jelzik, mig a sziirke
jellemz6k olyan személyes karakterisztikdkat jelolnek, amely a bizalmatlansagot nem
multbeli tapasztalatok alapjan, hanem a jov6tsl (ismeretlent6l?) valé félelem olda-
larol kozelitik meg.

5. dbra: A Bizalmatlansig témakorében megfogalmazott asszocidciok
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Osszefoglalas

A bizalom, és annak ellentettje a bizalmatlansag is dsszetett térsas jelenség.
Mindenki masképp viszonyul hozzd és mast ért alatta. Jelen tanulmény célja az volt,
hogy megvizsgédlja a fiatalok bizalmatlansdggal kapcsolatos értelmezési keretét.
A vizsgélatra az Obudai Egyetem 163 hallgatéjanak megkérdezésével keriilt sor.

A kutatas adatai azt bizonyitottdk, hogy a bizalmatlansdg nem kapcsolhato
Ossze egyértelmtien egyetlen masik fogalommal sem, bar a hallgatok kozel negyede
tekinti a ,hitetlen” kifejezést a ,bizalmatlan”-sdg szinonimajanak. A kutatds sordn
sikeriilt az asszocidciok mogottes okainak vizsgalatédval 4 kiilonb6z6 jelentési mez6t
elkiiloniteni.

A jelentési mezSk egy része a vélaszadok analégids gondolkodasanak
eredményeként a bizalmatlansdgot szinonimak segitségével koriiliré, meghatarozo
jellemzoket tartalmazta, melyek egy része a masikkal valé viszonnyal kapcsolatos,
a masik része pedig az onmagunkra iranyulé figyelemmel kapcsolatos személyi-
ségvonasokkal kapcsolédott dssze. Emellett j6l azonosithaté volt a masik fél negativ
tulajdonséagait kiemel6 asszocidciok és a bizalmatlansagra, mint racionalis ,pozitiv”
tulajdonséagra tekint6 asszocidciok kore.

A jelen tanulmanyban bemutatott adatok egy nagyobb kutatas részét ké-
pezik, mely reményeink szerint lehetSséget biztosit majd a jelenség mélyebb meg-
értésére, valamint a bizalom. és a bizalmatlansag kialakuldsat befolydsol6 tényezsk
feltdrdsara. A kutatds az Uj Nemzeti Kivalésag Program keretében az emberi Eré-
forrdsok Minisztériuménak timogatasaval keriilt megval6sitasra.
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Abstract

Territorial cohesion is a precondition for harmonious territorial development.
In order to achieve , the state holds an irreplaceable role together with its institutions
and mechanisms. the quality of management institutions plays a key role in achieving
sustainable spatial development and social welfare. Important is also the manner of
government management, as well as internal decision-making processes. This paper
deals with the complementarity of decision-making processes in the selection of
projects funded by EU funds and their impact in the development of the territory. The
sectoral approach to implementing EU cohesion policy as well as rural development
policy, different criteria, rules and processes in resource allocation decision-making
are a significant obstacle in achieving efficiency and cohesion at local level.

Key words: Regional development, sustainable development, regional government, territorial
cohesion, project evaluation, selecting criteria
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Introduction

The development of rural development policy and EU regional policy is
very similar. However it does not mean that there is coordination and cooperation
between these two (Farose T., Rodrigues-Pose, Stoper, 2009). On the contrary, these
policies are implemented in regions more or less separately and the policy actors are
only interested in their own issues in their territory. This situation persists despite
the constant calls to the coherence of sectoral and territorial policies. The creation of
“rural cohesion policy” is very urgent, particularly in the case of rural development
(Diakosavvas, 2006). Through territorial cohesion, it is possible to achieve harmonious,
sustainable and polycentric development and exploit the specific potential of each
territory in a sustainable manner. The reason of such an approach is to achieve synergy
that multiply the potential of regional resources (EC 2014). Effective co-ordination
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of territoriel management requires a sufficiently built-in institutional system that
minimize transaction costs. Transaction costs are a significant economic factor due
to the existence of institutions. According to some authors (Wiliamson, 1996, Coase,
1998) they represent up to 50-60% of the net national product. These are costs related
to information retrieval, negotiation costs and the costs of enforcing contracts.
Institutions are hierarchically organized. Hierarchically higher institutions determine
and influence hierarchically lower institutions (Balaz, 2007). For example, state laws
affect the opportunities and actions of regional and local actors. An important factor
is the sustainability of institutions, which influences the ability of actors to establish
stable relationships with other actors in the territory. If institutions are known to actor
and actor does not have to “search for them”, he will minimize his transaction costs
and maximize the effectiveness of his interactions with other actors (Hogson, 2004).
Inflexible system and poor quality institutions in a spatial unit reduces its functionality
and worsens the economy (Baldz, 2007). On the other hand, effectively functioning
institutions can provide stability in collective choices which would be chaotic without
institutions (North, 1990). In the context of smaller territorial units, the most important
are institutions including their structure (local or regional self-government), laws and
regulations, conventions, values, convictions, property rights but informal relationships
and links between actors in the territory (Clingermayer and Feiock, 2001) play crucial
role. These institutions, according to Vézqes-Barquer (2002), can reduce transaction
costs, increase confidence among economic actors, increase entrepreneurial capacity
in the region, multiply learning processes and strengthen networks and cooperation
among actors. A sufficient amount of effective institutions that are connected to
institutional networks determines the potential of the territory for development (Farose,
Rodrigues-Pose, Stoper, 2009). To prosper it is necessary to make a deliberate effort to
the choice of responsible institutions, and also to take a responsible approach to the
policy that society prefers. Institutions and politics chosen by the state are the basis of
its wealth or poverty (Nizilansky, Hamalova, 2013). Olson (2002), in his breakthrough
publication ,, The Logic of Collective Action” claims that: “The sums lost as a result of
the bad choice of institutions of poor states and that these states proceeded and act reckless,
that they have not established democratic systems and for these reasons achieve only fragments
of their economic potential, that these sums represent trillions of dollars.” Well-functioning
institutions are therefore an important tool for achieving cohesion in the development
of the territory. The need for territorial cohesion results from globalization that lead
to geographical concentration and reallocation of activities. This mean an increase
in territorial disparities (Medeiros, 2012). It is evident that territorial cohesion is an
important objective of European policies in order to have a more balanced territorial
development. Territorial cohesion is, according to the EC (2007) ... “a necessary condition
for achieving sustainable economic growth and the implementation of social and economic
cohesion - the European Social Model.” Integrated territorial approach in policy decisions
has become a European priority. A variety of European policies contain a territorial
dimension.
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Although territorial development in the European Unionis heavily dependent
on market forces, in the age of globalization, territorial cohesion is the primary objective
of the EU’s political agenda. Therefore it is necessary to correct unfair, inefficient
and unsustainable territorial disparities in the EU (EC 2010).

Material and Methods

Achieving territorial cohesion requires coordination of relevant policies
up to local/ regional level. Achieving territorial cohesion through the synergy of
implemented projects is a goal of the EU cohesion policy as well as individual national
governments policies. It requires a system of institutions that communicate effectively
with each other with the lowest transaction costs. In countries that have undergone
economic and political transformation, the institutional system is inadequately steady
and has many bottlenecks that reduce its effectiveness. High transaction costs, loss of
resources and inefficient use are taking place.

The aim of this article is to identify bottlenecks and failures in evaluation and
selection processes for Applications for non-repayable financial contributions (NFC) in
the Regional Operational Program (ROP), the Rural Development Program (RDP) and
the Operational Program Environment OPE). These programs have been selected for
analysis because of their specific spatial projection and potential to complement each
other in a territory. An intense combination of projects from these programs can achieve
their synergy and the growth of local territorial cohesion.

The methodological approach is based on a comparison of evaluation
and selection criteria, on analysis of evaluation processes in individual operational
programs and their potential for synergy and territorial cohesion. The input information
for the analysis is the methodological manuals for evaluators of applications as well
as methodological guides for applicants of NFC. Other sources of information were
the EU regulations as well as the Slovak government regulations concerning the
implementation of projects from the EU Cohesion and Structural Funds, the guidelines
of the relevant managing authorities, as well as the territorial strategic materials of the
Self-government regions (SGR).

Results and Debate

In the 2014-2020 programming period, the European Union has been
providing Slovakia with approximately 15 billion of EUR which are currently a
crucial source of territorial development. EU funds currently account up to 75 % of
public investment. Up to 80 % of these funds are administered by national or regional
governments. 68 % of these resources are for regional policy and 28 % for agricultural
and rural development. These are extraordinary resources that will not be repeated on
such a scale in the future. Effective use of these resources depends not only on their
destination but also on their distribution in the territory.
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The aim of EU is to achieve territorial cohesion. The instrument for achieving
this is an integrated approach. This requires territorial coordination of sectoral policies
at every level, local starting and European ending. It also requires vertical coordination
between different levels of territorial management, cooperation between individual
territorial units, which will allow a functional approach to the development of the
territory.

Processes of formal verification of applications for non-repayable
financial contribution

Project evaluation is the process of assessing a project application based on
established procedures and criteria including point allocation and scaling, as well as the
conditions for disapproval of any application if it does not meet the specified criteria
(EU, 2007). To achieve cross-sectoral coordination and territorial cohesion formally, the
Central Coordination Body (CCB) created the document “Structural Funds and Cohesion
Fund Management System for 2007-2013”. By this document the CCB has committed
individual managing authorities (MA) within the framework of the National Strategic
Reference Framework (NSRF) for the same administrative procedures in NSRF
implementation. The eligibility criteria assess the suitability of the applicant based on
the type of applicant, territorial concentration, combination of project activities, size
and duration of the project. These criteria are disqualifying criteria and we can
assert that they are used correctly, since each applicant can be informed in detail and
can easily understand them before applying. As far as the criteria for completeness
are concerned, their failure to implement the NSRF 2007-2013 led to the exclusion of
projects but over time the majority of MA are writing to applicants to complete the
application and fulfil the criteria of completeness. For the ROP the completeness
criteria were checked with the applicant on-site when applying for a NFC. The process
of evaluating the eligibility of the applicant as well as the process of evaluating the
formal criteria of the projects submitted is therefore centrally coordinated. Thus, the
prerequisites for cross-sectoral coordination in the selection of project applications
are met.

Expert evaluation processes of non-repayable financial contribution applications

Projects that have met formal and eligibility criteria are going through an
expert evaluation process to perform a professional, objective, independent and
transparent assessment of the compliance of NFC applications with evaluation criteria
approved by monitoring committees for individual operational programs. The expert
evaluation of NFC applications should be according to the document “Structural Funds
and Cohesion Fund Management System for 2007-2013” performed through internal or
external evaluators who have good professional experience, who are blameless and, in
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the context of expert evaluation, they sign a fair statement of impartiality, confidentiality
and bias.

In the process of expert evaluation of projects, the first obstacles to achieving
synergies in the sectoral different projects begin to emerge. The synergy of the sector’s
various projects is the first step towards territorial cohesion. The root of the problems
lies in the fact that each operational program has its own evaluation criteria, which
logically stem from their focus, but some common territorial unification criteria
lack to help manage the process of spatial deployment of projects. Of our evaluated
operational programs, only the ROP has selection criteria of compliance with the
regional territorial development strategy. In some territorial strategic documents of
the SGR, integrated operations with an impact on the territory of the whole region are
defined. Here are designed functional regions and projects that should be preferably
implemented in these territories. However, the SGR authorities have no competence
with regard to the concrete selection of projects and the assessment of the potential
of projects in achieving territorial synergy and cohesion.

Regional operational program 2007-2013

After fulfilling the conditions of formal verification, the NFC application
proceeds to an expert evaluation, where it is assessed by the internal or external
evaluators. The Ministry of Transport, Construction and Regional Development of
the Slovak Republic has never used external evaluators from the professional public,
unlike the OP Environment and the RDP. The entire ROP was used only by internal
evaluators, i.e. employees of MA. The internal evaluation process was carried out in
accordance with pre-established instructions for evaluators, but these instruction are
not available to public.

The purpose of the expert evaluation is to identify the contribution rate of
the submitted projects to the fulfilment of the ROP objectives and the relevant ROP
measures. In the process the following aspects of the project are considered for each
project:

*  Suitability and usefulness of the project - significance 26-42%;

*  Way of realization of the project - significance 20-35%;

*  Budget and Cost Effectiveness - significance 12-24%;

*  Administrative, professional and technical capacity of the applicant -
significance 2-12%;

*  Sustainability of the project - materiality 12-24%.

These aspects are assessed through evaluation criteria for individual
measures. The point score is the result of the weight of the criterion that does not
change and the number of points for that criterion ranging from 0 to 4. It depends on
the subjective view of the evaluator how many points it assigns to the project. However,
the applicant is not in a position to evaluate whether the project fulfils the criterion at
0,1,2,3 resp. 4 points. E.g. Criterion “Conformity of project with ROP objectives, priority
axis and measures”. The applicant can earn 0-24 points for his fulfilment. The subject
of the evaluation of the criterion is defined as follows: “The criterion assesses whether
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the objectives of the project are in line with the objectives of the ROP, the priority axis and
the ROP measure 4.1”. This statement is so general that the applicant is not able to
estimate with what number of points he can count on his project. Such criteria,
unfortunately form a majority. The MA also uses the so-called Disqualification criteria'.
The application must reach certain minimum points within each evaluation
criteria group. The sum of these points is the admissible minimum that will ensure that
the project participates in the selection process.
The application does not proceed to the selection process in the following
cases:
* it did not reach the minimum score of the total score required in the
expert evaluation and / or
* it has not achieved the minimum required score in at least one set of
evaluation criteria and / or
e it failed at least in one disqualifying criterion approved by the ROP
Monitoring Committee.
In these cases, MA for the ROP issues and sends the applicant a decision not
to approve the NFC application.

Operational Program Environment 2007-2013

According to the Guide for Applicants from the OPE, expert evaluation is
carried out by expert evaluators, selected on the basis of criteria in the public selection
of experts. The expert evaluation consists of evaluating the criteria by assigning the
number of points (0-4) and multiplying the weight to the relevant criterion as for the
ROP. In the case of assessing the consistency of a project with strategic environmental
documents, the evaluator may use the disqualification criterion, so if the project is
not in conformity with the documents mentioned, the evaluator assigns him 0, thus
excluding him from the next evaluation process. However, it is not clear on what basis
the evaluator will evaluate this criterion.

The expert evaluation is divided into five groups and is focused on evaluation:
* Project objectives,

¢ The potential of the project to fill indicators,

* Sustainability of the project,

* Professional project processing,

* Technical design of the project,

* The financial aspects of the project,

* Meeting specific criteria.

! Disqualification criteria - if the applicant fails to do so, his project will not go into the selection process. In the ROP,
for example: Project compliance with ROP strategy, compliance with concentration in Cohesion and innovation
growth poles, compliance with tourism strategy, applicant’s capacity, etc.
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The NFC application meets the professional evaluation conditions and
proceeds to the selection process if:
*  gain atleast 50% of points in each of the groups of criteria;
*  gain atleast 70% of the total score for all criteria groups;
e get the full number of points (4 points) within the disqualification criterion.
After analysing the criteria, we can say that some of them are insufficiently
explained and the applicant may not know how much weight will be assigned to his
application for each criterion.

Program of rural development 2007-2013

The application, described in 2 programs above, proceeds to the evaluation
and selection process only after the formal verification. The applicant is invited
to complete the project in case of missing items. From our own experience, we can
conclude that the time limits that MA commits to the formal verification call for
compliance are not being respected. The evaluation criteria are part of the applicant’s
guide. Some of the criteria are evaluated by Agricultural payment agency employees.
These are objective criteria where it is precisely determined under what conditions the
applicant can obtain a certain number of points. E.g. In measure 3.1 Diversification
towards non-agricultural activities, if the project is implemented in the municipality
where applicant carries out agricultural activity - 10 points, if in the district - 8 points,
if in the region - only 6 points. Depending on the measure some evaluation criteria
are evaluated by external evaluators, selected by public selection from the professional
public. The external evaluators evaluate in some cases also on the basis of non-public
manuals for the evaluator. In the process of implementation, there is also a shift
towards better transparency by MA position .For example, in measure 3.4.1 The basic
services for the rural population in 2009,an applicant did not know how many points
were assigned to the criterion, but in 2012 MA published a more detailed specification
of the score scale, thus giving the applicants at least some possibility of better project
setup. However, there is still a high level of subjective evaluation (60%) from external
evaluators who are selected by MA.

Selection processes of NFC applications

Project selection is the process when the final package of project applications
is selected based on the rating criteria set for project evaluation. Account shall be taken
of the overall package of available resources for each call or evaluation period. The
purpose of the NFC applications selection process is to select projects by assessing
the compliance of submitted NFC applications with selection criteria approved by
the relevant Monitoring Committee. The process of selecting applications is a critical
area where it is definitely decided not only whether the project is of good quality and
whether it will contribute to the development of the area but also whether synergy will
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be achieved with other already implemented projects or with the projects envisaged, Chart 1: The evaluation and selection process of NFC application
and implicitly whether territorial cohesion will be achieved. Here the criteria in the in selected operational programs
evaluated operational programs are ambiguous, fuzzy, sometimes even obscuring.

The NFC application has an application
Regional operational program 2007-2013 / code assigned

Registration of NFC application

Following are the selection criteria and they are the same for all ROP
measures: L
1. Results of expert evaluation - the criterion is met if the application has been

Completion of NFC application

Formal verification of application

submitted to the selection process. ROP  in the presence of the applicant — —
2.  Significant contribution of the project to the fulfilment of the ROP objectives - OPE - without the applcant i L AL
the application is considered from compliance with project aspects in the group iR not achieving the minimum required points z
“Suitability and effectiveness of the project” and “Method of realization of the l — E
project”. g
3. Geographical location of the project - the criterion examines the geographical Expeﬂ evaluation of NFC application g
location of the project in terms of the appropriate territorial distribution of support Ciiterion . ROP OPE ROP =]
s . . . Evaluators internal external external °
within the ROP. Here, it may seem that the criterion may affect the appropriate - - - - - - s
. . . s . Manual for evaluators not available to public | publicly available not available to public ES
spatial distribution of projects within the territory, but we do not know how the o ol
Selection C. it coriti oct th Disqualifiation criterion yes yes no g
4 Ae ecl 1on -omimitee Cin priotitize one p;OJeC o:lzzr anoter: inalized R The level of subjective evaluation 100% 100% 80% g
. pplying a comprehensive approach to addressing marginalize oma Achiving pojctsynerges Jes, Measure 5. = i 3
communities - the application may be advantaged if it is consistent with a - oy
comprehensive approach to MRK solutions in a given community. * %
5.  Amount of allocation to the relevant call for NFC applications The selection proces of NFC application §
ROP, OP E, RDP - The only objective and unambiguous selection criteria s the number of points and call E
The points for the selection criteria are exclusively in the competence of the of aplications allocation 3
Selection Committee, which consists of representatives of MA, CCB and in some cases —_— )
even from SGR members. The MA’s responses to the rejection of the NFC application / ‘ NFC aplication is recommended for non approval l
are limited to a reference to non-compliance with the selection criteria or to non- ‘ NFC aplication is recommended for approval ‘ l
compliance with the minimum number of points in expert evaluation process. The L
applicant does not know at all where he made a mistake and how he can improve in l Decision not to approve an NFC application 4_|‘

the future in re-submitting the project. N— "
Call to demonstrate compliance with the conditions

of the grant

.

Verification of compliance with the conditions of
the grant

l Conditions fullfled

Failure to meet the conditions for issuing a Decision approving a NFC application

Decision approving the NFC — NFC Grant Agreement
application

Source: Customized according to the ROP Program Manual

pajoedsal jou ase uoneandde 4N Bunos|es pue ‘Hunenjeas ‘Bunndasoe 1oy spwi awn VN — Ay ‘I dO ‘dOd
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Operational Program Environment 2007-2013

The selection process consists of drawing up a list of projects that have
undergone formal verification and achieved a minimum score in the expert evaluation
process. Projects are ranked according to the score in the list and are approved according
to the volume of funds in the call. There are no further selection criteria in the process.

Program of rural development 2007-2013

The selection process and project selection criteria are the same as for the
OP Environment. The process of evaluating and selecting projects in selected OPs is
summarized in Chart 1.

Conclusion and debate

After analysing the evaluation and selection criteria in the ROP, we can state
that in the context of project sustainability, the evaluator has an obligation to examine
the link of the project with other relevant projects in the region, whether within NSRF
operational programs or other projects from other sources. However, if the evaluator
fulfils this criterion, the project may grant a max. 12 points out of a total of 200 points.
If the project does not have links to other projects of similar scope in the territory, it
cannot be excluded for that reason. We believe that the applicant does not know from
such a vague statement whether some of the investments in his municipality can be
considered as an example of territorial synergy and how many points he could get
in this criterion. However, under measure 5.1 which involves the reconstruction and
modernization of routes II. and 11 class, there is a disqualification criterion that gives
the applicant a direct link to the territorial concentration of investments that will
ensure the interconnection of municipalities outside growth poles with growth poles.
As part of this measure, we can assert that the criterion has been chosen correctly and
creates a prerequisite for spatial synergy in the territory.

In OP E, none of the evaluation and selection criteria examines the
consistency of projects with projects submitted under RDP, ROP or projects submitted
from other sources. In our opinion, individual demand-oriented projects are at least
unnecessary for Priority Axis 1 in OP E concerning the construction and reconstruction
of water supply and sewerage systems. It would be enough to take an already existing
map of completed sewerage and water supply and a Plan for the development of
public water supply and sewerage systems and select individual applicants gradually,
so that they will not have to invest funds from their own budgets.

RDP evaluation and selection criteria do not examine the synergy of projects
with projects submitted under OP E or ROP. In isolated cases, criteria explore the
synergy in RDP itself, for example, whether the farmer is investing in agro-tourism
or renewable energy in the municipality or region where his farm located is. Or
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whether the sources for renewable energy production are primarily bio-waste from
the agricultural production of the farm or whether the farm is supplied by renewable
energy it generates.

In conclusion, we can summarize that the managing authorities do not
follow the spatial synergy of the projects, despite the fact that projects from different
programs meet in the same municipalities. Except for Measure 5.1 of the ROP, the MA
does not follow what projects have been approved in the region in the past and in
what programs. MA do not know if it is necessary to reconstruct three cultural houses
in villages next to each other or elementary schools in villages with fewer inhabitants
with a question of sustainability and quality of teaching. In our opinion, it is more
efficient to reconstruct one primary school and one cultural house together for several
municipalities, to equip them well and to use them meaningfully throughout the year.
This would avoid wasting public funds and increase the quality of services provided
to the population.
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Abstract

This paper analyses the educational self-assessment of native (Hungarian)
and non-native (international) undergraduate business economics students, focusing
primarily on the concept of financial literacy as students predict and evaluate their own
performance in written examinations relative to their externally assessed achievement.
In our estimations we also examine and compare the gender and linguistic gaps in
both the self-estimation assessment results. Although there is no clear gender gap
when dealing with overestimation, we found substantial differences when comparing
language background of the students. Consequently, our results might allow policy
makers to establish that it is important to improve financial literacy, as well as
providing evidence about which groups of people are in need of support to reduce
disparities, not only in higher education but in other social contexts as well.

Key words: self-assessment, overestimation, higher education, financial literacy

JEL Classification: B23, 122, 125

Introduction

From time to time the great economic crises shed light on the negative
consequences of making decisions without adequate financial knowledge. Financial
literacy is especially critical nowadays for promoting desired financial behaviours,
such as making carefully deliberated decisions which result in prudent saving and
budgeting, or regarding the use of bank loans (IBRD, 2009). The OECD (2005) defines
financial literacy as the ability to use knowledge and skills to manage financial
resources effectively for a lifetime. Thus, financial education is the process by which
people improve their understanding of financial products and services etc., in order
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to become more aware of risk and return, so they are empowered to make informed
choices, to avoid undesirable consequences, or to recognize where to apply for help,
and take other measures to improve their present and long-term financial well-being
(PACFL, 2008). Greater financial literacy, together with financial education, can reduce
the likelihood of customers at any income level purchasing products or services that
they do not need or that are not in their personal interest. Consequently, financially
competent consumers are more likely to save their money, compare financial products
and services, and discuss daily financial routines with their families.

Individuals are considered financially literate if they are competent and can
demonstrate that they have used the knowledge they have learned. However, financial
literacy cannot be measured directly. As people become more literate they become
increasingly more financially sophisticated, and this may also mean that an individual
may be more competent (Moore, 2003). Messy & Atkinson (2012) highlighted that most
people have fairly straightforward financial knowledge; they also indicated that in
several countries certain respondents are often over-confident. In this case, they give
incorrect answers rather than admitting that they cannot distinguish an appropriate
response. Research in behavioural finance has also suggested that many households
do not in fact save their earnings optimally, nor realize that their investment decisions
may lead to unacceptable living standards (Yoong et al. 2009). Consequently, the
financial crisis will reduce access to credit and increase its operating cost in financial
markets. Moreover, inaccurate self-assessment of creditworthiness also has attendant
negative consequences. Perry (2008) found that at least one third of clients in the U.S.
overestimate their own credit rating and tend to be less financially informed. Zorn
etal. (2008) also demonstrated that inaccurate self-assessment of financial risks can lead
to a higher annual percentage rate on a mortgage.

Financial literacy can help to prepare consumers to survive these ‘disasters’,
by promoting financial strategies that mitigate threats, such as accumulating savings,
diversifying investments and purchasing insurance. Moreover, financial literacy also
reinforces those activities - such as the timely payment of bills and sustaining liquidity
- that can encourage clients to maintain their access to bank loans and other debts.
Consequently, financial literacy is coming to be recognised as an essential solution
for consumers in an increasingly complex financial environment.

Our motivation to write this paper comes from the fact that in higher
education a large proportion of students seem to be prone to irrationally evaluate their
own financial knowledge (see Macdonald. 2004). However, there is still no existing
consensus on whether or not students’ self-assessment ability is obviously learnable
(e.g. Everett 1983; Zimmerman & Schunk 2001; Ross 2006 etc.) during higher education.
White et al. (2003) pointed out that specific students are exposed to the phenomenon
of inaccurate self-assessment. Therefore, our study focuses primarily on measuring
business students” financial knowledge used to predict and evaluate their own
performance. In this comparison our findings highlight that some student groups are
relatively financially literate, and that all students can gain from the provision of high-
quality financial education in schools. Thus, policy makers will be able to establish
that supporting financial literacy, not only in higher education but in other economic
contexts, is an important tool in reducing social disparities.
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Brief literature review of self-assessment of students’ financial literacy

The theoretical and empirical debates about the economic role of financial
literacy have arisen as a result of the lack of systematic methods and the limitations
regarding appropriate data. An adequate measure of the financial literacy of
undergraduate students provides evidence to indicate whether the current financial
education system is effective or not. Nevertheless, financial literacy has generally
been measured by the use of performance or self-assessment tests. This first approach
is primarily knowledge-based, reflecting the conceptual definitions of literacy.
However, the measurement of financial literacy in PISA (OECD, 2014) has already been
completed, and the results from the assessment of 65 OECD countries have revealed
widespread disparities in educational outcomes within and across countries.
Meanwhile, recently there has been fewer data collection efforts aimed at measuring
the accuracy of financial literacy among young people. These type of self-reports
assess perceived financial knowledge or respondents’ confidence in their knowledge
in terms of how much they think they know. Consumers also tend to overestimate their
financial skills and knowledge, and, at the same time, respondents often feel they are
more aware of financial issues than is actually the case (OECD, 2005). Nevertheless,
emerging evidence has suggested that perceived knowledge may have a predictive
ability beyond existing financial literacy (Messy & Atkinson, 2013). This phenomenon
derives from the fact that individuals do not usually know the extent of their current
financial knowledge and decides to work with more ‘guessed” information (Mitchell,
2007).

Messy and Atkinson (2012) also indicated that there is a positive relationship
between education and financial literacy. More highly educated individuals are more
likely to exhibit positive behaviours and attitudes as well as show advanced levels
of financial knowledge. The contribution of human capital became an especially
popular theme in the literature after the rise of theories advocated by Schultz (1961)
and Becker (1964). Later, Nakamura (1981:263) noted that the human factor is critical
for improving our life, and defined human capital (HC) as “labour, managerial
skills, and entrepreneurial and innovative abilities - and such physical attributes as
health and strength.” Although this idea made it possible to introduce HC into new
economic theories, it must be noted that its economic role in the globalized world has
still not received adequate attention in the financial literature.

However, there is also no agreement in the literature regarding the
relationship between students’ measured performance and the accuracy of their
self-assessment. Kruger & Dunning (1999), Karnilowicz (2012) and Kun (2015) etc.
concluded that higher achieving students are more accurate in their self-assessment
than low achievers, but O’Neill et al. (2006) have rejected this phenomenon. Sistrom
et al. (2003), and Reiter et al. (2004) also found that pre-assignment predictions are less
confident than later self-evaluations. Unfortunately, the notion of accuracy in several
studies is still confusingly determined by referring to measurement by self-assessment.
In this paper, accuracy is defined as the results of the absolute difference between the

85



student-estimate and the ultimate tutor-estimate exam scores and is used to describe
the student’s self-estimation ability of overestimation.

Considering the theoretical background of our research, we assume that
a certain stock of financial knowledge, which can be thought of as the sum of all
education and training, results in the students’ received performance, and directly
serves to increase the level of financial literacy. From this perspective, the main purpose
of this study is to explore whether high-achieving students are more accurate in self-
assessing their financial knowledge. Our research represents an analysis of written
examinations taken at the University of Debrecen, focusing primarily on business
economics students’ self-assessment as regards their financial knowledge.

In the following subsections, we first describe our hypotheses, and then
present the data available and the methods applied in our research. Finally, we
attempt to draw a brief conclusion from the results of our research, which will hopefully
clarify some empirical and policy debates on the contributions higher education makes
to financial literacy.

Hypotheses

According to Macdonald (2004) and Sistrom et al. (2003), there may be a
gender gap in the direction of the student’s self-estimation. In historical data, Voyer
and Voyer (2014) showed that these gender differences favoured females in all fields
of study and the advantage in school marks has remained stable across the examined
period. Meanwhile, Mitchell & Lusardi (2011) found that women are significantly less
likely to answer questions correctly, and to more accurately declare that they don’t
know the right answer. However, these disparities are not consistently reported,
because there are several studies that could not identify any gender related effects of
self-estimation, such as Kruger & Dunning (1999) and Hobohm et al. (2012).

In order to demonstrate whether the gender gap in terms of the students’
accuracy exists or not, we are also assuming that (H1) female students tend to estimate
their own performance less confidently compared to males.

Based on the findings of the literature reviewed above, and assuming that
female students over assess their examination results than their male fellows:

H11: Female students tend to overestimate their own pre-examination
performance more than male students.

H12: Female students tend to overestimate their own post-examination
performance more than male students.

This paper also demonstrates the disparities in the student’s self-assessments
according to different language backgrounds. Several research projects in the field
of education have offered a variety of explanations for differences in performance
between native and non-native students. Basically, foreign students may differ from
native-born students in their family and home circumstances (family income, wealth
and education etc.) in ways that influence their financial performance (White & Glick,
2003). A second set of explanations is based on differences in school readiness and prior
theoretical experiences. While some international students may learn a language other
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than academic English as a first language, limited linguistic proficiency and skills are
undoubtedly more common among them (Chin & Bleakley, 2004). Both our foreign
(international) and Hungarian students were controlled by the same examination
process, but due to the programmes offered by the Faculties, the financial courses are
taught in English for the foreign, and in Hungarian for the native students. However,
although international students officially should use their academic English, some of
them come from China, Korea, Nigeria and Turkey etc. where English is not native to
the education system.

In order to take account of the impact of language differences we focus
separately on the accuracy of the native Hungarian and international students
and assume (H2) that academic international students tend to estimate their own
performance less confidently compared to the Hungarians. In this sense four sub-
hypotheses are also formed, specifically:

H21: International students tend to overestimate their own pre-examination
performance more than Hungarian students.

H22: International students tend to overestimate their own post-examination
performance more than Hungarian students.

Material and Methods

Our estimations are based on a sample of 142 Hungarian and 78 international
bachelor (BA) students (85 men and 135 women) from the Faculty of Economics and
Business at the University of Debrecen, Hungary. At the time of the examination 50
students were studying on the International Business Economics, 30 on the Tourism
and Business, 72 on the Trade and Marketing majors and 78 on the BAinMBA
International majors. Their compulsory Introduction to Finance courses provided
the basic concepts of financial management i.e. how people and firms think about the
behaviour of financial markets, and also helped them understand financial statements
and decisions. By the end of these courses students were able to use some basic financial
tools for analysis, and to apply these tools in the valuation of financial assets. Moreover,
lectures and seminars covered the following subjects: the relationship between firms
and the financial market, the content of financial statements, the valuation of corporate
taxes, cash flows, the time value of money, central banking and the conduct of monetary
policy, financial institutions and markets etc. The examination was carried out on two
specific dates, one for the Hungarian and one for the international students. Moreover,
two different test versions (identified as A and B) were also chosen, each taken by 73
and 69 Hungarian and 39 and 39 International students, respectively. Consequently,
eliminating infrequent effects deriving from the differences among the test versions
and majors, these factors are considered dummy variables during our analyses. All
test versions had the same structure, with 10 true or false (T/F), and 20 multiple-choice
(MC) questions (one or more correct answers from four choices). Each correct response
was worth one point. Before the students started their examination they were asked to
predict their total T/F and MC scores. To motivate them to predict more accurately,
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they were offered a higher percentage in a later test as a bonus if they could estimate
well; specifically, a bonus for a perfect hit for both questions, and additional bonus if
the approximation was within a 1 point range. After the tests had been completed,
they were also requested to make their final estimation of the same test scores so as to
correct their former prediction if they desired. Moreover, students were informed that
only their second estimation was involved in the final valuation process to determine
bonus points. In this way, the pre- and post-examination assessments made it possible
to research how students are able to reconsider their financial knowledge after the test.

In order to exemplify the robustness check of our estimations we measured
self-assessment regarding financial knowledge using various methodologies. In this
paper, besides various descriptive statistics, (binary logistic) regression models and
independent sample t-tests are frequently analysed to highlight the differences among
our evaluations.

Results

Before testing our hypotheses mentioned above, in Table 1 we summarise
and provide an overview of the minimum, maximum, average mean and standard
deviation values of the pre- and post-examination self-estimations of students and the
tutor-assigned test scores. Other factors, such as majors, test version, gender etc. have
not been considered here.

Table1  Descriptive statistics of pre- and post-estimated and tutor test scores

Estimations Type N | Minimum | Maximum | Mean S.t d'.
Deviation

Pre 220 11 30 21.22 3.86
Post Total 220 11 29 21.46 3.98
Tutor 220 55 29 20.91 41
Pre 220 3 10 6.86 1.27
Post Tand F | 220 4 10 7.22 1.33
Tutor 220 2 10 6.60 1.63
Pre 220 6 20 14.36 2.85
Post MC 220 6 19 14.24 3.06
Tutor 220 35 19 13.31 3.31
ote: I"and F - True and False, MC - Multiple choice. Total points =1 and F + MC.

Source: based on own calculations
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Table 1 suggests that students tend to overestimate their test scores more
in the pre- than in the post-examination evaluation. The average means of self-
assessment scores of students were higher both before and after the examination than
their tutor-assigned scores. The significance of these outcomes is considered through
an examination of the hypotheses listed below. Table 2 contains the list of further
independent variables so as to explain each element of the contents that were tested in
our models.

Table 2 Explanation of variables

Variables Explanation

FINALSC Tutor-assigned final scores of the true or false and multiple choice questions

SEX 1 if the student is female, 0 if male

LANGUAGE 1 if the ' student takes their exam in English, 0 if he/she uses their native
Hungarian language

MAJOR1 1 if the student is on the Trade and Marketing BA major, 0 if no

MAJOR2 1 if the student is on the International Economics and Business BA major, 0
if no

MAJOR3 1 if the student is on the Tourism BA major, 0 if no

MAJOR4 1 if the student is on the Business and Management BA major, 0 if no

OETTPRE 1 if the student overestimated his/her total test scores before the exam, 0 if not

OETTPOST 1 if the student overestimated his/her total test scores after the exam, 0 if not

DIFSUMPRE Thn.e dlfference between the student’s pre-examination and the tutor assigned
estimation

DIFSUMPOST Thv'e dlff.erence between the student’s post-examination and the tutor assigned
estimation

In our regression models the tutor-assigned final scores FINAL and the
dummies of SEX, LANGUAGE, MAJOR1, MAJOR2 and MAJOR3 and MAJOR4 are
selected to maximize the ‘goodness of fit’ (R2, as the percentage of the response variable
variation) of the regression models. Thus, the pre- and post-accuracy of self-assessment
(OETTPRE and OETTPOST) are estimated independently in two alternate models.
The first (Model 1) contains all the available independent variables and the other
(Model 2) is restricted to those that are significant at least at the 10% p-level. However,
in order to identify the clear relationship between the students’ achievement and
the accuracy with which they overestimate their own performance, a binary logistic
regression might be an appropriate tool for our analysis. Moreover, there are
additional coefficients that are not included in our restricted models to demonstrate
how students evaluate their financial knowledge. Hence, the validity of our conclusions
is limited by the bias caused by the exclusion of certain of these variables.

In all observed models (see Table 3 and 4), the dependent variable indicates
the likelihood of students” over-assessment. Those cases where the students evaluate

their own performances accurately are estimated without an error and left out of the
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sample. The proportion of variance explained by the predictors (measured by Cox
and Shell’s, Nagelkerke’s pseudo R2 and R2 change) of the binary logistic regression
models are relatively high - indeed high enough - to agree with our results.

In Models 1 and 2 we found a significant relationship between the accuracy
of students” predictions and the tutor’s assessments. Here, the dependent variable is
the accuracy of the students’ pre-test and post-test estimations regarding the direction
of overestimation, while the variable of the tutor-assigned test score is an independent
variable among other determinants. Essentially, the effect of tutor-assigned final scores
on overestimation does not seem to be large, but in both models the students’ final
results correlated negatively with the accuracy of overestimation. As a result, for every
one-unit increase in the tutor-assigned test scores (i.e., for every additional point, and
holding all other independent variables constant), impact negatively on overestimation.
Thus, additional sub-hypotheses are also tested, which focus directly on self-estimation
by gender and language regarding the extent of estimation errors occurring not
independently of their positive sign. In this case, we are also assuming that female
and international students tend to overestimate their examination results less than
male and Hungarian colleagues. First, we have paid particular attention to variations
in gender. According to our results, in Model 1 and 2 of the pre-estimation for the
total and the T and F questions, gender (SEX) has a positive and significant effect
on accuracy. At the post-estimation we could not find any significant relationship
between our SEX and dependent variables.

Table 3 Results of the binary logistic regression models for the pre-examination of self-
assessment

Dependent OETTPRE
variable Total Tand F MC
Model 1 Model 2 Model 1 Model 2 Model 1 Model 2
CONSTANT -11.77 4.52 -14.81 4.01 -15.83 2.28
0 (23.09)*** 0 (22.01)*** 0 (11.05)***
FINALSC -0.39 -0.24 -0.64 -0.61 -0.38 -0.21
(39.79)*** | (29.49)*** | (30.68)*** | (29.55)*** | (28.91)*** | (18.29)***
SEX 0.64 0.58 0.77 0.32 0.61 0.55
(3.43)* (3.56)* (5.70)** (5.89)** (3.51)* (3.89)*
LANGUAGE 20.71 19.35 21.59
0 0 0
MAJOR1 18.17 18,37 19.31
0 0 0
MAJOR2 19.54 19.28 20.26
0 0 0
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MAJOR3 18.81 19.34 19.91
0 0 0

hell
EZ”‘ and She 0.28 0.17 0.21 017 0.21 0.11
Nagelkerk
e 0.37 0.23 0.27 0.24 0.27 0.14
Omnibus x?
ot 7157 | 4137+ | 5141w | azase | 5004 | 25010
HL y? test 641 1213 6.49 757 759 1213

Note: Heteroscedasticity robust Wald-statistics are in parentheses. Letters in the upper index
refer to significance: ***: significance at 1 per cent, **: 5 per cent, *: 10 per cent. P-values without
an index mean that the coefficient is not significant even at the 10 per cent level. HL: Hosmer
and Lemeshow ¥ test.

Source: based on own calculations

Hence, only H11 hypotheses can be accepted because female students seem
to predict and overestimate their examination results more than their male colleagues.
These results are in accordance with Mitchell and Lusardi (2011), who also found that
women are significantly less likely to answer questions correctly, and more accurately
declare that they don’t know the right answer before the tests.

Table4  Results of the binary logistic regression models for the post-examination self-
assessment

Dependent OETTPOST
variable Total Tand F MC
Model 1 Model 2 Model 1 Model 2 Model 1 Model 2
CONSTANT -12.51 4.61 -15.02 4.87 -16.44 291
0 (26.01)*** 0 (29.93)*** 0 (17.02)***
FINALSC -0.36 -0.21 -0.62 -0.59 -0.34 -0.18
(37.03)*** | (26.14)*** (29.67)*** (29.14)*** | (24.72)*** | (15.58)***
SEX -0.53 -0.53 -0.51
-2.53 -2.53 -2.51
LANGUAGE 21.62 21.62 22.39
0 0 0
MAJOR1 19.57 19.57 20.58
0 0 0
MAJOR2 20.71 20.71 21.33
0 0 0
MAJOR3 19.72 19.72 20.75
0 0 0
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(s:;::l?l;{(zi 0.24 0.13 0.18 0.16 0.16 0.08
RNfgdkerke 0.31 0.18 0.24 0.22 0.21 0.11
Omnibus x?

ot 5926+ | 3257+ | 43 | 39610 | 3767 | 19.a4%
HL y? test 1.86 553 16.72 8.28 759 20.36

Note: Heteroscedasticity robust Wald-statistics are in parentheses. Letters in the upper index
refer to significance: ***: significance at 1 per cent, **: 5 per cent, *: 10 per cent. P-values without
an index mean that the coefficient is not significant even at the 10 per cent level. HL: Hosmer
and Lemeshow ¥ test.

Source: based on own calculations

Although, the impacts of language-skill-related (LANGUAGE) variables
are seem to be affected overestimation before and after the exams the results are not
significant. Anyway, international students are less likely to evaluate their examination
results correctly than their Hungarian colleagues. Essentially, more sophisticated
methods are needed to analyse the ways in which students’ estimate their self-
assessment of financial knowledge when dividing the sample by gender and language.
Therefore, independent samples t-tests are used on pre- and post-examination
assessments to ascertain whether students tend to estimate their own financial
knowledge more highly than their tutor-assigned scores. Here, as the methodology
is assumed, the differences between the student’s examination and tutor assigned
estimation should be normalized.

Inour descriptive estimations (see Table 5) female overestimated their total test
results in pre- and post-examination in the case of multiple-choice and total test scores.
The same results cannot be claimed if different languages are also taken into account
because both of the native and international students are seemed to overestimate their
results.

Table5  Descriptive statistics (number of students) of self-estimation by gender and language

PRE-ESTIMATION

Sample Total Tand F MC
Accuracy @) A u @) A U @) A 8]
Female 72 5 58 Sl 19 85 85 8 42
Male 34 4 47 27 16 42 46 8 31
Hungarian 65 9 68 26 18 98 91 5 46
International 41 0 37 32 17 29 40 11 27
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POST-ESTIMATION

Sample Total Tand F MC
Accuracy @) A U @) A 8] @) A U
Female 67 9 59 39 18 78 77 15 43
Male 49 3 8 25 20 67 47 8 30
Hungarian 71 6 65 30 28 81 77 11 54
International 45 6 27 34 10 34 47 12 19

Note: O-Ouverestimate, A-Accurate, U-Underestimate.
Source: based on own calculations

Although we assumed that females seem to predict and evaluate their
examination results more accurately than their male colleagues, according to the t-tests,
(see Table 6) the only significant differences between the two sexes occur in the T and
F questions. Indeed, we should reject both hypotheses of (H11) and (H12).

Meanwhile, analysing the difference in the students’ self-estimation and the
tutor assigned results by language we found the following results. In our hypotheses
international students tend to overestimate their own pre- and post-examination
performance more than Hungarian students do. Confirming these assumptions, our
results show a significant difference between the two samples, both in pre- and post-
examination multiple-choice and total test scores, where international students are
proven to make a greater overestimation of their performance.

The mean difference was (0.28) at the pre-estimation (the average mean of
the Hungarian students was (-0.09), and of the international students (0.18)). At the
post-estimation it was (0.23) (the average mean of the Hungarian students was (-0.08)
and in the case of international students (0.15)).

Consequently, international students overestimated their own pre- and
post-examination performance more than their Hungarian fellows, so hypotheses H21
and H22 can be accepted. In this case, we can claim that substantial differences can be
found in terms of over-estimation by language.
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Table 6 Comparison of self-estimation by gender and language with t-tests

95%
, Conf.
Types Sample Levene’s t M?an S.E.M. int.
E Diff.
of the
Diff.
Lower | Upper
Total Sex 2.64 -0.21 -0.03 0.13 -0.29 0.24
E Language 0.69 (2.00)** 0.28 0.14 0.00 0.56
E TandF | Sex 3.46 (-2.03)** -0.27 0.13 -0.53 -0.01
é Language 0.31 (5.99)*** 0.77 0.13 0.51 1.02
=
A | Mc Sex 0.29 091 0.13 0.14 -0.15 04
Language 1.87 -0.73 -0.1 0.14 -0.38 0.18
Total Sex 1.26 -0.83 -0.11 0.14 -0.39 0.16
B Language 3.02 (1.73)* 0.24 0.14 -0.04 0.51
©}
E TandF | Sex 411 (-2.81)** 0.03 0.14 -0.25 0.29
a Language 0.29 (3.43)¥** 0.46 0.13 0.2 0.73
=
A | MC Sex 0 0.18 0.03 0.14 -0.25 0.3
Language 3.80 0.30 0.04 0.14 -0.24 0.32

Note: N=220 (85 males and 135 females; 142 Hungarian and 78 International students);
*p<0.1; ** p<0.05; *** p<0.01.
Source: based on own calculations

Conclusion

Making adequate financial decisions is especially critical for today’s
globalized financial markets. These challenges primarily focus on ensuring better
financial education to expand access to products and services for consumers.
Not surprisingly, governments are currently interested in searching for effective
methodologies to improve the level of financial literacy and initiating many processes
to create or lead national strategies for financial education to provide learning
opportunities among their future supporters (Messy & Atkinson, 2012).

In this study the first objective was to analyse how economics students can
estimate their examination results regarding their financial knowledge. In our models
we firstly found that the higher achieving students seemed to predict and evaluate
their examination results more accurately and tend to overestimate their examination
results less than their lower achieving fellows. This is in accordance with the
conclusions of Kruger & Dunning (1999), Sundstrom (2005) and Karnilowicz (2012).
Consequently, enhancing financial education for better financial literacy is an effective
policy response to empower consumers in financial markets. In particular, low-
performing students need to improve their ability to participate in a real economic
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environment. They should also acquire the financial knowledge and skills that will
allow them to understand a wide range of monetary services and products.

The results of our regression analysis show some gender differences between
pre- examination results, where female seem to overestimate their performance. These
results are similar to Mitchell & Lusardi’s (2011) findings, which also reported that
women are significantly less likely to answer questions correctly. Controversially,
these findings are not supported by the independent sample t-test, and there are no
significant differences between the overestimation results by gender. Although our
findings need to be interpreted carefully, as the evidence is drawn from different
methodologies, we cannot claim that female students have fewer opportunities than
men, and perhaps less motivation to continue to learn and develop their financial skills
in the future. From this perspective, educational policies should also aim to eliminate
gender disparities to acquire financial literacy skills in order to make their first
financial decisions as they leave school and start their adult life.

Finally, from another point of view, we also focused on the differences in
self-assessment in financial literacy by language, which can vary across specific socio-
economic groups. The results of this analysis provide evidence from which substantial
disparities can be found in self-estimation. Obviously, the international students
overestimated their own pre- and post-examination performance more than the native
Hungarian students. Our results suggested that language skills by itself can explain
one aspect of the disparities in financial performance across students. This means
that it may be the best solution to focus on English language proficiency to solve
persistent educational and socioeconomic disparities in higher education.

Generally, these results highlight that policy-makers should concentrate on
reducing ‘skill-gaps’ by motivating clients to learn more and improve their financial
knowledge. In order to mitigate the risks to financial stability arising from the low level
of financial literacy in households, the Central Banks of the OECD countries should
make an effort to emphasize the development of financial-related topics (i.e. booklets,
special reviews, programs for young students and the elderly etc.) and on improving
financial culture (Seidl et al, 2007).

A growing number of studies deal with the impact of assessment programs
that offer financial education in schools. These make it possible to identify potentially
effective strategies for providing financial education (OECD, 2014). Thus, the success
of these programs depends on several factors, including developing high-quality
resources and teaching practices (interactive materials with practical exercises, with
content relevant to young people’s lives etc.) focusing on the acquisition of financial
knowledge (Bruhn et al. 2013). We also agree with Zia & Xu (2012), who revealed that
improving the effectiveness of financial literacy programs will require better integration
of new valuable insights from both behavioural economics and social research. In our
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opinion, greater efforts are still needed to strengthen consumer protection and to
develop and reinforce financial knowledge in each country.

One of the main limitations of our study is that other important factors that
impact on financial literacy, such as the students’ risk assessment, the characteristics
of their schooling, the features of examination process etc., are not included in our
models, due to the restricted access to data. Moreover, this pilot research was conducted
within one university, in two faculties, and in one country, so these findings would
have a limited generalisability. It also appears that universal conclusions related
to enhancing financial literacy cannot be drawn in respect of the accuracy of self-
assessment in only one HEI. Nevertheless, our further research can open the door to
investigating financial literacy by additional socio-demographic groups. Moreover, we
expect to implement further analysis in the coming years to explore and expand the
extent to which other determinants may explain and make comparable the assessment
of financial knowledge in different ethnic groups in higher education.
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Abstract:

The aim of this paper is to compare a tourism and selected tourist facilities
in the Czech Republic and republic of Belarus. Tourist facilities include for example:
hotels and similar accommodation facilities, catering facilities, tour operator and
travel agency, etc. Author’s put research question: Despite the increasing number of
the selected tourist facilities in the Republic of Belarus, is the below the level of the
tourism facilities in the Czech Republic. Research question, based on the analysis,
was confirmed. In the Czech Republic in the year 2014 reached for example number
of collective accommodation establishments 9 013 with 519 909 bed places. In the
Republic of Belarus the maximum number of the collective accommodation
establishments reached in the year 2015 with 1014 and bed places 39 161. As the
theoretical methods were used analysis, synthesis, abstraction, comparison and
induction.

Key words: Czech republic, republic of Belarus, tourist facilities, tourism

Abstrakt:

Cilem tohoto piispévku je porovnat cestovni ruch a vybrana turisticka
zaiizeni v Ceské a Béloruské republice. Mezi turisticka zatizeni patif napt.: hotely
a podobnd ubytovaci zafizeni, stravovaci zafizeni, cestovni kancelafe a cestovni
agentury. Autory byla poloZzena vyzkumnd otdzka, Ze navzdory rostoucimu poctu
vybranych turistickych zatizeni v Béloruské republice, jejich pocet nedosahuje poctu
turistickych zafizeni v Ceské republice. Vyzkumnd otdzka, na zakladé analyzy,
byla potvrzena. V Ceské republice v roce 2014 dosahl napiiklad pocet hromadnych
ubytovacich zafizenich 9 013 s 519 909 ltzky. V Béloruské republice maximalniho
poc¢tu hromadnych ubytovacich zafizenich bylo dosazeno v roce 2015 s 1014 a poctem
lazek 39 161. V piispévku byly pouzity teoretické metody analyzy, syntézy, abstrakce,
komparace a indukce.

Kli¢ova slova: Ceska republika, republika Béloruska, turistickd zatizeni, cestovni ruch

JEL Classification: L83, Z32
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Introduction

Tourism is a rapidly growing sector of the economy in most countries the
world, and for many people also form an integral part of their life - work or private. The
development of tourism is an increasingly popular option for community regeneration.
Tourism has been found to stimulate local economies, attract foreign investment,
increase business activity, enhance land value, improve community infrastructure and
attract the wealthy middle class. (Zeng-Xian and Tak-Kee, 2016)

There are a number of definitions of tourism. Width option definition is
linked with the interpretation of the term multidisciplinarity. Paskova and Zelenka
(2002) defined the concept of tourism as a complex social phenomenon, a summary of
the activities of tourists; a summary of the process of building and operation services
for tourists including a summary of the activities of people who offer these services and
provide; a summary of the activities related to the use, development and protection of
resources for tourism; a summary of the political and public-administrative activities,
recreation and local communities and ecosystems to these activities.

According to UNWTO is tourism social, cultural and economic phenomenon
which entails the movement of people to countries or places outside their usual
environment for personal or business/professional purposes. Many travellers seek
escape, pleasure, friendships and relaxation (Walby and Piché, 2015) These people are
called visitors (which may be either tourists or excursionists; residents or non-residents)
and tourism has to do with their activities, some of which imply tourism expenditure. As
such, tourism has implications on the economy, on the natural and built environment,
on the local population at the destination and on the tourists themselves. Activities of
persons traveling to and staying in places outside their usual environment for not more
than one consecutive year for leisure, business and other purposes not related to the
exercise of an activity remunerated from within the place visited.

The tourism industry, according to Jiang and Ritchie (2017), is a sector with
an important specific weight in European economic growth, and it is therefore an
economically important industry in which any improvement in the decision-making
process will have great economic impact.

According to AIEST (International Association of Scientific Experts in
Tourism) is tourism the sum of phenomena and relationships arising from travel and
stay of non residents in so far as they do not lead to permanent residence and are not
connected with any earning activity.

Tourists traveling to fulfill their dreams and desires, satisfy the need of rest
whether by active or passive, the need for learning and acquiring new information
and enriched with further experiences. (Wilbert, 2017) There are still new places and
destinations tourism, attracting tourists by its extraordinarily beautiful scenery, cultural
and historical monuments, rich recreational enjoyment or convenience shopping
options.

According to Kesner, Moravec, Novotny and Skoda-Parmova (2008) tourism
can indicate directly behind the tourism industry, which also form an extremely
broad set of activities and participates in it a number of subjects. A tourism industry
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supplies products and services to tourists (for example organize and pleasant traveling,
whether recreational or sightseeing). To satisfy his wants and needs has gradually
developed a wide range of professions and professional businesses. The width of the
tourism industry and in their economic context brings considerable multiplier effect.
They include (Galvasova, et al.,, 2008) those that work in transportation, lodging,
entertainment and food & beverage. We must not forget the devices directly promote
or organize the development of tourism (travel agencies, municipal and health
services, telecommunications, etc.) Tourism industry is also among the top-job creating
sectors because its labour intensive nature and the significant multiplier effect on
employment in other related sectors. Yet, the sector has a reputation of poor working
conditions due to a number of factors: it is a fragmented industry with a majority of
employers small and medium sized enterprises with low union density, and work
characterized by low wages and low levels of skill requirements, shift and night work
and seasonality. (ILO, 2016)

Tourism occurs in areas where development has for its best conditions, i.e.
on the coast of warm seas and inland water reservoirs in valleys attractive mountains
or in a culturally and historically interesting places. Initially, research on developing
tourism focused on these areas. Their research made it possible to monitor users’
behavior tourism in tourist centers and their impact on the natural environment
visited areas. (Ulus and Hatipoglu, 2016) Tourism Because visitors constantly grew and
their impact on the natural environment took on increasingly menacing appearance,
experts also began to wonder just what is causing increasing participation of people
in the tourism and where the participants come. Such an approach allowed to reveal
new the group expects the development of tourism not only in tourism but also in
places of permanent residence of tourists.

The Czech Republic has an extraordinary potential for the development
of tourism in view of its natural and cultural heritage. In terms of international
tourism plays an important role as well as its location in the center of Europe and EU
neighborhood countries.

Republic of Belarus is a landlocked country in Eastern Europe and even
though numerous wars have resulted in the destruction of many monuments, Belarus
have plenty of undiscovered attractions and interesting places visiting by tourists from
the West Europe.

Material and Methods

The aim of this paper is to compare a tourism and selected tourist facilities
in the Czech Republic and republic of Belarus. The main sources for this research
were gained from organizations” websites Czech Statistical Office, National Statistical
Committee of the republic of Belarus and selected statistical books. Authors in this
paper used analysis of secondary sources and study of documents. As the theoretical
methods were used analysis, synthesis, abstraction, comparison and induction.
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Research question: Despite the increasing number of the selected tourist
facilities in the Republic of Belarus, is the below the level of the tourism facilities in the
Czech Republic.

Results and Debate

Czech Republic: Tourism and selected a Tourist facilities

The Czech Republic is divided into 14 regions (NUTS 3), including Prague.
The regions are as follows: the Prague region), the South Bohemian region, the Pilsner
region, the Karlovy Vary region, the Liberec region, the Usti nad Labem region, the
Central Bohemian region, the Vysocina region, the Hradec Kralové region, Pardubicky
the Pardubice region, the Moravia-Silesian region, the Olomouc region, the Zlin region
and the South Moravian region.

A brief introduction of the Czech Republic: (Prague and Czech Republic,
2015)

*  Area: 78,866 square kilometres

3 Neighbouring states: Germany, Poland, Slovakia, Austria

*  Population: 10,54 million (2015)

*  Capital: Prague (population 1,28 million, 2015)

e 8,7 million incoming tourists (2015)

* 12 historical monuments on the UNESCO World Heritage List

*  More than 200 castles and chateaux

3 40 protected historical towns, 36 Spa towns and resorts, 93 golf courses

* 4 national parks and 24 protected landscape areas,

*  Delicious Czech cuisine, local specialities and well-known beer (over
550 local brands).

The combination of a pleasant climate, diverse nature and plentiful cultural
and historical monuments makes the Czech Republic one of the most popular tourist
destinations in Europe. The Czech Republic boasts numerous well-preserved historical
sights, many of which are open to the public. Many ancient towns are well preserved
or exquisitely restored.

Tourism’s share of GDP in the Czech Republic has been increasing over the
last two years from 2.7% in 2012 to 2.9 % in 2013. The number of people employed in
tourism is 227 630 in total (2013) and 225 283 in total (2014). The sector’s share of total
employment from years 2010 - 2014 has remained relatively stable at around 4,5 %.
The direct contribution of Travel & Tourism to GDP in 2014 was CZK 111.4bn (2.6%
of GDP). This is forecast to rise by 6.1% to CZK 118.2bn in 2015.This primarily reflects
the economic activity generated by industries such as hotels, travel agents, airlines
and other passenger transportation services (excluding commuter services). But it also
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includes, for example, the activities of the restaurant and leisure industries directly
supported The direct contribution of Travel & Tourism to GDP is expected to grow by
3.6% pa to CZK169.0bn (3.0% of GDP) by 2025. (Travel and Tourism, 2015)

The number of tourists has increased across the whole of the Czech Republic,
but Prague still remains the number one attraction, with more than 60 percent of
foreign visitors heading to the capital in 2015. Number of the incoming tourists in
Prague reached 4 919 457 in 2012 and rest of the Czech Republic 2 727 857. In 2015
visited Prague 5 679 602 incoming tourists and rest of the Czech Republic in the same
year 3 007 124 incoming tourist, see graph 1.

Graph 1: Development of the incoming tourists in the Czech Republic in 2012-2015
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Source: Prague Airport. 2015. Tourism and Economy. [Accessed 10.09.2016].
Available at: httpy//www.prg.aero/en/business-section/aviation-business/reasons-for-prague/
tourism-and-economy

Accommodation and catering facilities represent an essential a part of
tourism facilities in the Czech Republic, which ensures the realization of tourism.
Capacity of the area limits further the construction of these facilities. Structure beds
adapts the character of localization assumptions and has a permanent or seasonal
character. Catering equipment used by participants Tourism to meet the needs of
food, but also the interests of various forms of entertainment: Restaurants, cafeterias,
grills, snack bar, bars, wine bars, cafes, pubs, chalets, huts, etc. A group of other tourist
facilities in the Czech Republic include complementary forms of tourists facilities used
for recreation (playgrounds, swimming pools, saunas, gyms, bowling, ski slopes, ski
trails, ski lifts, waterslide, water skiing, tennis courts, mini golf, golf, playgrounds,
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amphitheaters, etc.). We must not forget the devices directly promote or organize the
development of tourism (travel agencies, information agencies, municipal and health
services, telecommunications, etc.).

In the Czech Republic reached the number of the collective accommodation
establishments 7 235 with bed places 449 068 in the year 2010. The maximum
number of the collective accommodation establishments reached in the year 2012
with 10 057 and bed places 560 401. In the year 2014 declined number of collective
accommodation establishments and reached 9 013 with 519 909 bed places.

Graph 2: Development of the collective accommodation establishments
in the Czech Republic, 2010-2014
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Source: Own, based data of Czech Statistical Office

In the Czech Republic between 2010 - 2013 were active more than 50 000
tourism enterprises, divided into food and beverage service activities. In the year 2010
in the Czech Republic were active 51 405 enterprises. In the year 2013 declined number
of enterprises and reached total 50 221, see Table 1.

Table 1: Total active enterprises of food and beverage services in the Czech Republic, 2010 - 2013
2010 2011 2012 2013 Indicator

51 405 51329 | 51537 | 50221 Active enterprises, total
Source: Czech Statistical Office

In the Czech Republic operates more than 8 500 travel agencies and tour
operators. They are specialized in incoming and outgoing tourism. Tour operators
mainly specializes in the following: accommodation, transfers and transportation,
guide services, restaurants and entertainments, sightseeing tours, city tours and
excursions, etc. For example, Exim Tours, Firo Tour, Alexandria, Fischer, Cedok
belongs to most popular tour operators in the Czech Republic. On the other hand is
Invia the biggest and most popular internet travel agency in the Czech Republic and
providing more than 8000 package tours from over 300 renowned tour operators
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on the Czech and Slovak market. The graph below shows the development of the
number of travel agencies and tour operators in the Czech Republic between 2011
and 2015. The number of tour operators and travel agencies to decline in 2012 from
8059 to 7965 in 2013. Between 2014 and 2015 reached the number or tour operators
and travel agencies 8288, respectively 8590. The number of tour operators in the Czech
Republic does not exceed 15% from 8590.

Graph 3: The number of travel agencies and tour operators
in the Czech Republic, 2011 - 2015
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Source: Own, based data of Czech Statistical Office.

Republic of Belarus: Tourism and selected a Tourist facilities

The Republic of Belarus is divided into oblasts, districts and other
administrative units. The administrative division of the state is regulated by the
legislation. There are six administrative regions (oblasts) in Belarus - Brest Oblast,
Vitebsk Oblast, Gomel Oblast, Grodno Oblast, Minsk Oblast, Mogilev Oblast and the
city of republican subordination Minsk. The oblast is an optimal unit of the social and
economic organization of the country.

A brief introduction of the Republic of Belarus:

*  Area: 207,600 square kilometres

. Neighbouring states: Russia, Ukraine, Poland, Lithuania, Latvia

e Population: 9.498,4 million (2015)

e Capital: Minsk (population 1,417 million, 2015)

e 137444 incoming tourists (2014)

* 4 Belarus sites have been already included into the UNESCO World Heritage
List and Belarusian rite of the Kolyady (Christmas) Tsars, UNESCO World
Intangible Cultural Heritage
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*  Belarus is a very green landscape. Natural vegetation covers 93.1% of the land,
and 1/3 of all green landscape is forest. In Belarus forests, 28 types of trees as
well as around 70 types of shrubberies can be found.

e There are four national parks and two reserves in Belarus

*  More than 5 000 Immovable heritage properties (2015)

e A lot of dishes of the Belarusian national cuisine may be exotic for many
foreigners.

According to the economic impact 2015 in the Republic of Belarus, the direct
contribution of Travel & Tourism to GDP in 2014 was BYR 14,239.3bn (1.9% of GDP).
This is forecast to rise by 1.1% to BYR 14, 394.8bn in 2015.This primarily reflects the
economic activity generated by industries such as hotels, travel agents, airlines and
other passenger transportation services (excluding commuter services). But it also
includes, for example, the activities of the restaurant and leisure industries directly
supported The direct contribution of Travel & Tourism to GDP is expected to grow
by 3.5% pa to BYR20,360.1bn (1.8% of GDP) by 2025.

Travel & Tourism in the Republic of Belarus generated 77,000 jobs directly
in 2014 (1.7% of total employment) and this is forecast to fall by 0.3% in 2015 to
76,500 (1.7% of total employment). This includes employment by hotels, travel agents,
airlines and other passenger transportation services (excluding commuter services). It
also includes, for example, the activities of the restaurant and leisure industries directly
supported by tourists.

By 2025, Travel & Tourism will account for 71,000 jobs directly, a decrease of
0.7% over the next ten years.

The most frequently visited foreign countries in 2014 traditionally were
Russia, Bulgaria, Greece, Egypt, Spain, Italy, Lithuania, Poland, Turkey and Czech
Republic. These countries accounted for 82.7% of total organised tourist travels abroad.
The number of organised tourist travels abroad was still prevailing over the number
of visits. In 2014 there were five travels of Belarusian nationals abroad (six in 2005)
per each visit of foreign tourists to Belarus.

The number of organised visits was 137.4 thousand in 2014, which is 0.5%
more than in 2013. There were 115.6 thousand visits from the Commonwealth of
Independent States - CIS countries (up 1.3% over 2013), see graph 4. The leadership
in terms of organised tourists among the Commonwealth states remained with Russia
- 113.2 thousand visits (up 1.7% compared with 2013) and Ukraine - 1.8 thousand
visits (down 10.3% compared to 2013). Among the non-CIS countries, the largest
number of visitors came to Belarus from Germany, Italy, Latvia, Lithuania, Poland,
United Kingdom, and Turkey. In 2014 these countries made up 48.3% of total tourist
arrivals from non-CIS countries (56.4% in 2013). The average duration of stay of foreign
tourists in Belarus in 2014, as in 2013, was 4 days.
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Graph 4: Arrivals of foreign tourists to the Republic of Belarus, 2011 - 2014
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Number of tourist in 2015 reached 276 260, but from 2015 taking into account
excursionists too.

In the Republic of Belarus reached the number of the collective accommodation
establishments 865 with bed places 33 689 in the year 2011. The maximum number
of the collective accommodation establishments reached in the year 2015 with 1014
and bed places 39 161.

Graph 5: Development of the collective accommodation establishments
in the Republic of Belarus, 2011-2015
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In the Republic of Belarus operates more than 1 300 travel agencies and tour
operators. Tourism organizations of the Republic of Belarus providing recreation and
travel services within the territory of Belarus, see graph 6. The graph below shows the
development of the number of travel agencies and tour operators in the Republic of
Belarus between 2011 and 2015. The number of tour operators and travel agencies in
2011 reached 791 tourism organizations and in 2015 already 1 364 tourism organizations.
In last 5 year grew the number of tourism entities more than 570 organizations.

Graph 6: The number of travel agencies and tour operators in the Republic of Belarus, 2011 - 2015
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Tourism organizations proposes various Belarus tours. The incoming Belarus
tourism is one of their priorities. For example, Alatan Tour, Belintourist, SMOKtravel,
Vneshintourist, Vokrug Sveta belongs to most popular tour operators in the Republic
of Belarus. Tour operators provides all regarding Belarus tourism: hotels, recreation
centres, tourist centres all over the country, comfortable vehicles and other services
at most competitive prices. Some of them specialize in agricultural, hunting, excursion
or business tours to Belarus.

According to the National Statistical Committee of the Republic of Belarus,
are Belarusian products known abroad thanks largely to the food industry: dairy, meat,
confectionery brands, which have won consumer preferences due to their naturality,
taste and competitive price. Over the recent years, Belarus has received the status of
one of the leading exporters of food products. The food industry includes more than
two dozen spheres with numerous specialized productions. The largest are meat,
dairy, confectionery, sugar, brewery and soft drinks productions. In the last years
in the Republic of Belarus more than 800 enterprises were operating in the food and
beverage industry (or about 7.3 percent of all manufacturing enterprises).
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Tourism development is one of the main tasks of the social and economic
policy in Belarus. The main potential of tourism in Belarus lies in the beauty and diversity
of its nature, its unique historic and cultural heritage and the people themselves - very
hospitable, diligent and tolerant. While good roads, rich nature, tolerant people and
high level of security contribute to the development of tourism in Belarus there are
several factors that dwarf its development. If the infrastructure - hotels, recreation
resorts, roads, etc. - mainly the heritage of the Soviet era - is not upgraded to meet
the European standards, the progress will be very slow. Most visitors to Belarus need
a visa that is sometimes is not easy to obtain. Not that it is such a hard process like in
case with a Belarusian applying for a Schengen visa. (Tourism in Belarus, 2011)

Conclusion

The Czech Republic has an extraordinary potential for the development
of tourism in view of its natural and cultural heritage. In terms of international
tourism plays an important role as well as its location in the center of Europe and EU
neighborhood countries. Republic of Belarus is a landlocked country in Eastern Europe
and even though numerous wars have resulted in the destruction of many monuments,
Belarus have plenty of undiscovered attractions and interesting places visiting by
tourists from the West Europe.

Research question, based on the analysis, was confirmed. In the Czech
Republic in the year 2014 reached number of collective accommodation establishments
9 013 with 519 909 bed places. In the Republic of Belarus the maximum number
of the collective accommodation establishments reached in the year 2015 with 1014 and
bed places 39 161. In the Czech Republic between 2010 - 2013 were active more than
50 000 tourism enterprises, divided into food and beverage service activities. In the
Republic of Belarus in the last years more than 800 enterprises were operating in the
food and beverage industry (or about 7.3 percent of all manufacturing enterprises).
In the Czech Republic operates more than 8 500 travel agencies and tour operators.
They are specialized in incoming and outgoing tourism. In the Republic of Belarus
operates more than 1 300 travel agencies and tour operators. Tourism organizations
of the Republic of Belarus providing recreation and travel services within the territory
of Belarus.

Tourism industry is very important to a country’s economy, particularly
in less developed regions, where it can drive growth. Tourism industry also tends to
have important impacts on the environment and society at large. Comfortable hotels,
accommodation facilities, catering facilities and other tourism services play a very
important role in popularizing any tourist destination. If a person, who is far away
from home, gets to enjoy the same facilities and comforts as he enjoys at his home, then
he is bound to become attached to the place.
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And what s for example important for tourism industry in every destinations?
focus on maximizing gain and maintaining the long-term achievement of the
tourism enterprises by using resources such as staff, capital, and other sources,
focus on human resource development and education in the tourism sector,
planning and marketing effectively,
compete prosperously in the inboud and outbound marketplace, etc.

Acknowledgements

This paper was supported by the Ministry of Education, Youth and Sports of

the Czech Republic within the Institutional Support for Long-term Development of a
Research Organization in 2017.

10.

11.

12.

Bibliography

AIEST, 2016. Tourism Review. [Accessed 01.06.2016]. Available at: http://www.
aiest.org/resources/publications/tourism-review/

Galvasova, I. a kol., 2008. Prtmysl cestovniho ruchu. 1.vyd. Praha: MMR CR, ISBN
978-80-87147-06-1.

ILO, 2016. Hotels, catering and tourism sector. [Accessed 10.07.2016]. Available
at: http:/ /www.ilo.org/ global/industries-and-sectors/hotels-catering-tourism/
lang--en/index.htm

Kesner, L., I, Moravec, R. Novotny a D. Skodova-Parmova, 2008. Management
kulturniho cestovniho ruchu. Praha: MMR CR.

OECD, 2016. OECD Tourism Trends and Policies 2016. [Accessed 10.08.2016].
Available at: http://www.keepeek.com/Digital-Asset-Management/oecd/
industry-and-services/oecd-tourism-trends-and-policies-2016_tour-2016-
en#page2

Iiéskové, M. a]. Zelenka, 2002. Vykladovy slovnik cestovniho ruchu. Praha: MMR
CR.

Statistical yearbook, 2015. National Statistical Committee of the Republic of
Belarus. [Accessed 10.09.2016]. Available at: http:/ /www .belstat.gov.by/en/
Prague Airport, 2015. Tourism and Economy. [Accessed 10.09.2016]. Available at:
http:/ /www.prg.aero/en/business-section/aviation-business/reasons-for-
prague/tourism-and-economy

Prague and Czech Republic, 2015. [Accessed 10.09.2016]. Available at: http://
www.prg.aero/en/business-section/aviation-business/reasons-for-prague/
prague-and-czech-republic/

Tourism - time series. Czech Statistical Office. [Accessed 15.09.2016]. Available at:
https:/ /www.czso.cz/csu/czso/cru_ts

Tourism - annual data. National Statistical Committee of the Republic of Belarus,
[Accessed 10.10.2016]. Available at: http:/ /www.belstat.gov.by/en/ ofitsialnaya-
statistika/social-sector/naselenie/ turizm/

Tourism and Tourist Resources in the Republic of Belarus, 2014. National Statistical
Committee of the Republic of Belarus. [Accessed 10.10.2016]. Available at: http:/ /
www.belstat.gov.by/en/ ofitsialnaya-statistika/social sector/naselenie/turizm/
publikatsii_9/

110

13.

14.

15.

16.

17.

18.

19.

20.

Tourism in Belarus, 2011. Guide in Minsk. [Accessed 10.11.2016]. Available at:
http:/ /www.minskguide.travel/about_belarus/belarus_tourism.html

Travel and Tourism, 2015. Economic impact 2015 Czech Republic. [Accessed
15.11.2016]. Available at: https://www.wttc.org//media/files/reports/
economic %20impact%20research/countries %202015/ czechrepublic2015.pdf
Travel and Tourism, 2015. Economic impact 2015 Republic of Belarus. [Accessed
12.11.2016]. Available at: https://www.wttc.org/ /media/files/reports/
economic%20impact%20research/countries %202015/belarus2015.pdf

Ulus, M. and B. Hatipoglu, 2016. Human Aspect as a Critical Factor for
Organization Sustainability in the Tourism Industry. 5th World Sustainability
Forum. Sustainability: Basel, Switzerland. Volume 8, Issue 3. ISSN 2071-1050.
Walby, K. and ]. Piché, 2015. Staged authenticity in penal history sites across
Canada. Tourist Studies, Volume 15, Issue 3, pp. 231-247, ISSN 1468-7976.
Wilbert, C., 2017. World heritage, urban design and tourism: three cities in the
middle east. International Journal of Heritage Studies. Volume 23, Issue 2, pp.
173-174. ISSN: 1352-7258.

Yawei, J. and B. W. Ritchie, 2017. Disaster collaboration in tourism: Motives,
impediments and success factors. Journal of Hospitality and Tourism Management,
Volume 31, pp. 70 -82, ISSN 1447-6770.

Zeng-Xian L and Tak-Kee H., 2016. Residents” quality of life and attitudes toward
tourism development in China. Tourism Management, Volume 57, pp. 56-67,
ISSN 0261-5177.

Correspondence address:

doc. Ing. Pavlina Pellesovd, Ph.D., Head of Department of Tourism and Leisure
Activities, Silesian university, School of Business Administration in Karvina, Univerzitni
namésti 1934/3, 733 40 Karvina, Czech Republic, e-mail: pellesova@opf.slu.cz

Ing. Patrik Kajzar, Ph.D., Department of Tourism and Leisure Activities, Silesian
university, School of Business Administration in Karvina, Univerzitni namésti 1934/3,
733 40 Karvina, Czech Republic, e-mail: kajzar@opf.slu.cz

111



JAK CESKE DETI A JEJICH RODICE VNIMAJI
REKLAMNI SDELENI

HOW CZECH CHILDREN AND THEIR PARENTS PERCEIVE
ADVERTISING
Tereza PLESNIKOVA, Markéta LHOTAKOV A

Katedra mezinarodniho obchodu, fakulta mezinarodnich vztah,
Vysoka skola ekonomicka v Praze

Received 12. November 2016, Reviewed 05. January 2017, Accepted 03. March 2017

Abstract

Objective of our research was to identify, whether children of two age groups
8-11 and 13-16 feel to be influenced by advertising in their decision making process and
if yes, by what type of advertising. We also studied if and what differences are among
the two age groups and among the children and their parents in the same age group.
The research confirmed that both age groups do perceive influence of advertising and
they realize it comes from various sources, which they are able to identify. The same
perception have also the parents. From the main findings the most interesting is the
dramatic difference in the perceived influencers among the two age groups and the
growing gap between perception of children and their parents with growing age.
Our findings may play important role in considering educational tactics in respect to
advertising.

Key words: advertising targeted to children, childrens perception of advertising, parents
perception of advertising, communication channels targeted to children

Abstrakt

Cilem naseho vyzkumu bylo identifikovat, jestli a jaké reklamni vlivy vni-
maji déti dvou vékovych kategorie 8-11 a 13-16 a jejich rodice v Ceské republice a
zda jsou odli$nosti s nartstajicim vékem ditéte ¢i mezi nazorem ditéte a jeho rodice.
Vysledky vyzkumu ukézaly, Ze obé vékové kategorie déti vliv reklamy vnimaji a
uvédomuijf si, ze ptichazi z rtiznych zdrojh, které jsou schopny identifikovat. To samé
si uvédomuiji i jejich rodice, ale jejich ndzory se od vnimdni déti ¢asto odlisuji. Hlavni
zavéry predevsim identifikovaly rapidni rozdil ve vnimani jednotlivych vlivi v rdmci
obou détskych kategorii a s vékem rostouci odlisnost v nazorech déti a jejich rodi¢a.
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Kli¢ova slova: reklama cilend na déti, vnimani reklamy détmi, vnimani reklamy rodici,
komunikacni kandly cilené na déti

JEL Classification: M31, M37, M38

Uvod

Reklama cilena na déti a potazmo jeji regulace je jiz delsi dobu pfedmétem
mnohych vyzkumt a hluboké, nékdy az emotivni diskuse. Na jedné strané zadavatelé
reklamy obhajuji jeji daleZzitost jakoZzto zdroje informaci a zastituji se pravem mladych
lidi na informace, které reklama poskytuje a kterd ma byt primarné regulovédna
internimi firemnimi kodexy, samoregulaci prostfednictvim narodnich kodext a
teprve poté legislativnimi akty (International Chamber of Commerce., 2006). Na strané
druhé odptirci reklamy cilené na déti a pfevazné zastanci jeji silnéjsi regulace hovoii
o negativnim vlivu reklamy na déti pfedevsim v dasledku jejich neschopnosti plné
chépat jeji presvédcovaci obsah a tcel. Obecné pievlada nazor, ze na reklamu Ize
pohliZet jako na jeden z faktord, ktery spoluvytvafi zdkladni hodnoty, postoje a Zivotni
nazory mladych lidi (Grundey, 2007)

Mnohé vyzkumy ukazuji, Ze atraktivnost déti jako cilové skupiny v
poslednich desetiletich vyznamné roste. Ackoli déti byly pivodné vnimany pfedevsim
jako potencidlni budouci zakaznici, postupem ¢asu se z nich stala atraktivni cilova
skupina, predevsim diky jejich rostoucim disponibilnim finanénim zdrojim. Vyzkum
ukéazal, ze déti do 14 let véku utratily v roce 1996 ve Spojenych statech vice jak 24 miliard
USD a ovlivnily rodinné ndkupy v hodnoté 188 miliard USD (Macklin, et al., 1999). A
odhaduje se, ze vydaje déti vzrostly v prabéhu 20 let o vice, jak dvojnasobek v roce
2006 ¢inily jiz $51,8 miliard (Schor, 2006). Vyzkum z Velké Britdnie zkoumajici
finan¢ni zdroje déti ukazal, Ze v roce 2008 disponovaly déti v UK vice jak 8,9 miliardami
britskych liber, pfi¢emz tyto finan¢ni zdroje pochazely z kapesného, pravidelnych
pfispévkt od rodi¢d (napf. na obédy a podobné) a jednordzovych pifjmt (napt.
prilezitostné brigady, dary od rodi¢t a prarodi¢t) (Marshall, 2010). Své vydaje déti
sméfuji pfevazné do nékolika malo produktovych kategorii, kterymi jsou cukrovinky,
nealkoholické napoje, rychlé obcerstveni, ¢asopisy, hudba a filmy (Marshall, 2010).
Neni tedy divu, Ze déti se staly zajimavou cilovou skupinou pro marketéry, pfedevsim
v téchto produktovych kategoriich. Odhaduje se, ze jiz v roce 1996 firmy jen ve
Spojenych utratily 894 miliontt USD za reklamu cilenou na déti (Macklin, et al., 1999)
a tyto vydaje rostou tmérné pifjmém détskych spotiebitelt.

Jak jiz bylo zminéno, déti pfedstavuji z hlediska reklamniho ptisobeni
zvlastni skupinu spotiebiteli - obecné jsou citlivéjsi na podnéty emociondlni povahy a
dokazi obtiznéji odlisit fikci od reality, a to pfedevsim proto, Ze zatim nemaji dostatek
zku$enosti. Jejich progres v oblasti spotiebitelského chovani se vyviji s rostoucim
vékem déti. Odbornici a vyzkumnici nejsou sice jednotni v ndzoru, jakym zptisobem
reklama ovlivituje déti a jejich chovani, ale existuje shoda v tom, ze déti v rozdilném
véku vnimaji reklamu, a rozuméji jejimu informa¢nimu a pfesvéd¢ovacimu obsahu
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reklamy odlisné. Podle Deborah Roedder vyzkumy, které probéhly v horizontu 25
let, ukazaly, Ze déti v rGzném véku jsou schopny vnimat a rozumét piesvédcovacimu
vlivu reklamy odliné: zatimco pouze 52,7% déti ve véku 6-7 let chdpe presvédcovaci
acel reklamy, ve vékové skupiné 8-9 je to uz 87,1% a ve vékové skupiné 10-11 let uz
dokonce 99% déti. (Roedder D., 1999). Co ale vyzkumy téz zdhraziiuji, Ze schopnost
déti rozpoznat presvédcovaci tcel reklamy by nemél byt vykladan jako schopnost déti
se reklamé u¢inné branit; jednotlivé reklamy mohu byt velmi pfesvédcivé pro déti
nejméné stejné jako pro dospélé (Roedder D., 1999, (Elliott, 2013)

S ohledem na tuto skute¢nost, legislativa regulujici reklamu ve vétsiné
rozvinutych zemi vymezuje specifika reklamy cilené na déti a pfesné definuje pojem
ditéte. V ¢lenskych zemich EU jsou déti nejen pro tyto tcely, definovany jako osoby
mladsi osmnéct let s vyjimkou Rakouska, kde je za vékovy limit povazovéan vék 19 let.
V Ceské republice je obecn& pifjiméno rozdéleni na predskolni veék, mladsi skolni a
starsi skolni vék, nékde se tyto tii skupiny dale déli. Studie medialni gramotnosti
zpracovand na zadani Rady pro rozhlasové vysildni, rozdéluje skupinu déti na
predskoléky (5-6 let), mladsi skoldky (8-10) a starsi skoldky (12-14 let) (Lhotakova
Markéta, 2014)

Mnohé vyzkumy se zaméfuji na schopnosti déti porozumét informa¢nimu,
ale pfedevsim presvédcovacimu obsahu reklamy. Méné vyzkumti se zaméfuje na
postoj déti k reklamé a jejich ndzor na reklamu a je$té méné na postoj jejich rodicti a
jejich vnimani vlivu reklamy na jejich déti. Ptitom rodice sehravaji klicovou roli pii
vzdélavani déti o obsahu a vlivu reklamy, tzv. socializaci déti. Pod pojmem socializace
rozumime “ Proces, béhem kterého mladi lidé ziskédvaji dovednosti, znalosti a postoje
relevantni pro jejich fungovani jakoZzto spotiebiteltl v trznim prostedi.” (Ward, 1974)

Cilem naseho vyzkumu je zjistit, jaky maji déti dvou rdaznych vékovych
skupin postoj k reklamé, do jaké miry si pfipoustéji, Ze jsou ovliviiovany reklamou,
piipadné kde a jakou formou. Stejny vyzkum byl proveden s rodi¢i téchto déti (opét
z obou vékovych Kkategorif). Vysledky dotazovéni byly porovnany mezi obéma
vékovymi skupinami déti, tak aby byl identifikovan p¥ipadny vyvoj v jejich chovani a
postoji k reklamé. Porovnany byly téz vysledky dotazovani rodic¢ti u déti, tak aby byly
identifikovény pfipadné odlisnosti v jejich ndzorech na reklamu. Cilem bylo zjistit, jaké
vlivy na déti ptisobi pii nakupnim rozhodovéni, které typy reklamy a komunikacnich
kanald déti povazuji za nejvlivnéjsi a kde na né reklama nejcastéji plisobi. Vysledky
jsou srovnany pro obé vékové kategorie a pro skupinu déti a rodi¢ navzajem. Vyzkum
se téZ zamé&¥il na postoj déti i jejich rodict k reklamé a jeji regulaci.

Metodologie vyzkumu

Pro tcel tohoto vyzkumu byly stanoveny 2 vékové kategorie déti a to 8-11 let
a 13-16 a tomu odpovidajici dvé skupiny jejich rodi¢t. V téchto 4 cilovych skupinach
bylo provedeno dotaznikové Setieni, které probéhlo v fijnu a listopadu roku 2015.
Vyzkumu se zicastnily déti a jejich rodice ze 4. a 5. t¥idy, respektive 8. a 9. t¥idy
Zékladni gkoly Leose Jana¢ka Hukvaldy, studenti Gymnézia Petra Bezruce ve Frydku-
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Mistku (vék 13-16 let), dale déti navstévujici Dim déti a mladeze v Plesné u Ostravy
(obé veékové kategorie), a déti a rodice, jez jsou ¢leny sportovniho klubu Slavisticka
skolicka v prazském Edenu (vék 8-11 let). Celkové bylo zodpovézeno 183 dotaznikd,
a to v nasledujicim rozdéleni:

42 - déti ve veéku 8-11 let

49 - rodice déti ve véku 8-11

71 - déti ve véku 13-16

21 - rodice déti 13 - 16

Jednotlivé otazky dotazniku nebyly povinné, tudiz odpovédi respondenti
kolisaly v zavislosti na porozuméni dané otdzce. Piesto vsak byly odpovédi z netpl-
nych dotaznikd zafazeny do vysledka.

K analyze nékterych otazek, jez mély za tkol piedevsim porovnavat a
hodnotit jednotlivé odpovédi, byl vyuzit aritmeticky prémér. Pro jasnéjsi deklaraci
vysledk@ bylo vyuzito aritmetického priméru z bodd ziskanych jednotlivymi vlivy
pii vzajemném hodnoceni faktord, jez se komparovaly na stupnici 1-6. Ziskané
praméry byly poté v ramci otazky sefazeny, coz v zdvéru znamenalo celkové vy-
hodnoceni vztahti jednotlivych odpovédi a uréeni nejsilngjsich resp. nejslabsich vlivi
¢ faktorti. K analyze vysledki byla pouzita aplikace spole¢nosti Google pro distribuci
a zpracovani dotaznikovych Setfeni, dale pak pocitacovy program Excel k vytvofeni
grafickych prezentaci.

Vysledky

V tvodni ¢ast vyzkumu déti hodnotily jednotlivé faktory/vlivy které je,
respektive jejich spoluzéky, ovliviiuji pii nakupnim rozhodovéni. Na stejnou otazku
pak odpovidali i jejich rodi¢e. Vysledky zndzornuji grafy 1 a 2.

Graf 1 - Co si dité mysli, Ze jeho spoluziky Graf 2 - Co z uvedeného si rodic mysli, Ze
ovliviiuje pfi nakupovdni nejvice. nejvice ovliviiuje spotrebni chovdni jeho ditéte.
ZNACKA REKLAMA
FACEBOOK/INSTAGRAM ) B
TN VRSTEVNICI A SPOLUZACI
OSTATNI VRSTEVNCI SHE RODINA
SOUROZENCI ~ - l
HODITE — 0 05 1 15 2 25
Rodice déti ve véku 13-16 let
Déti ve véku 13-16let M Dé&ti ve véku 8-11 let = Rodice déti ve véku 8-11 let

Zdroj: Plesnikovd (2016)
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Z vysledku plyne, ze mladsi déti ve véku 8-11 let se domnivaji, Ze na jejich
kamarady ma nejsilnéjsi vliv p¥i nakupnim rozhodovani jejich blizké socidlni okoli -
nejvice je ovlivituji rodice, nasledovéani s nemalym odstupem , ostatnimi vrstevniky”.
Az na tfetim misté podle vyznamu se umistila reklama a ,znacka”, jako dva nejsilngjsi
marketingové nastroje komunikace s touto vékovou kategorii déti. Moznd trochu
piekvapiveé relativné maly vliv maji podle déti ,,sourozenci a socidlni sité , Facebook/
Instagram”. Rodice déti ve véku 8-11 let si uvédomuji sv@ij vliv na déti i kdyz za
jesté vlivnéjsi posuzuji shodné ,sourozence a vrstevniky”, naopak reklamé pfisuzuji
relativné nejmensi vahu.

Starsi déti hodnoti sféru ptsobeni na sebe sama zna¢né odlisné od mladsich
déti. V socidlni sféfe zna¢né ztraceji na vlivu rodinni piislusnici - pfedevsim rodice ale
i sourozenci, zatimco vliv vrstevnikii / spoluzéki se neméni. U star$ich déti vyznamné
nardsta vliv marketingovych nastroji. I kdyz teenagefi odmitaji reklamu (pfisuzuji
ji velmi nizky vliv), ale pfipoustéji, ze zdaleka nejvyznamnéjsi vliv na jejich nakupni
chovéani maji znacky. Znacky, jejich budovéani a komunikace jsou tedy z pohledu
marketért velmi vyznamnym ndstrojem komunikace s touto vékovou kategorii.

U starsich déti se nazory rodi¢t na to, co ovliviiuje ndkupni rozhodovani
jejich déti zna¢né odlisuji od samotného nazoru déti. Rodice piedeviim vnimaji
svij vliv za vyznamnéji, nez jej povazuji déti - ,rodina” se umistila na 2. misté. Za
nejvlivnéjsi povazuji rodice relativné spravné spoluzaky a vrstevniky. Reklamu
(v€etné vlivu znacky) povazuji rodice téchto déti za nejméné vlivnou. To by se shodo-
valo s ndzory déti pouze za piedpokladu, Ze znacka neni vniména jako piesvédcéovaci

nastroj marketingové komunikace. O tom lze vsak v realité zna¢né pochybovat.

Vsichni ztcastnéni, tedy déti obou vékovych kategorii i jejich rodice se
shodli, Ze reklama a dalsi formy marketingové komunikace maji na déti a jejich ndkupni
rozhodovani vliv. Ptaly jsme se tedy déti i jejich rodi¢ti v obou vékovych kategoriich,
které marketingové komunikacni kanély se domnivaji, Ze maji na déti nejvétsi vliv.

Nejvice vnimanym medidtorem reklamy u déti ve véku 8-11 let se stala
televize a reklamni letaky, se kterymi se setkavaji nejcastéji doma. Tfetim vyznamnym
prostiedkem se pak stala reklama umisténd v obchodech. Oproti tomu rodice nejvétsi
vyznam piikladaji televizi, to s velkym ndskokem na druhy internet. Celkové Ize tedy
Fici, Ze rodice v rdmci této vékové kategorie pfeceriuji vyznam internetu, a to na tkor
reklamnich letakd, ktery je naopak podcefiovan.
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Graf 3 - Kterd reklama dité nejvice ovlivni,
kdyzZ si kupuje néco nového?

Graf 4 - Které médium si rodic mysli, Ze jeho

dité ovliviiuje nejvice?
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REKLAMNI LETAKY
RADIO
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TELEVIZNi REKLAMA
SPONZORING CELEBRIT
REKLAMN{ LETAKY
RADIO
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FACEBOOK/INSTAGRAM
CASOPISY

BILLBOARDY
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m Vliv na déti ve véku 13-16 let ® Rodice déti ve véku 8-11 let

m Vliv na déti ve véku 8-11 let m Rodice déti ve véku 8-11 let

Zdroj: vlastni autorii na zdkladé: Plesnikovd (2016)

Nazor rodi¢t déti ve véku 13-16 o vlivu marketingové komunikace na své
déti se odlisuje, a to podstatné vice nez se lisi nazory déti a rodi¢t v nizsi vékové
kategorii. Z pohledu rodi¢t je nejvlivnéjsim médiem, které déti ovliviiuje, reklama na
internetu, s malym odstupem pak reklama televizni. Podstatné mensi vliv pak rodice
prisuzuji , reklamnim letakéim” a reklamnimi sdélenimi na sociélnich sitich Facebook/

Intstagram.

Zajimavé je také védét nejen jaké komunikac¢ni kanaly na déti ptisobi, ale také
kde se déti s témito reklamnimi vlivy nejcastéji setkavaji. Zde se, jak ukazuje nasledujici
graf 5, ndzory déti obou vékovych skupin i jejich rodi¢t nijak zdsadné nelisi.

Déti obou vékovych skupin jsou nejcastéji vystaveny reklamnim vlivim
v domdcim prostfedi, kde dotazovani zohlednovali napiiklad pFitomnost televize,
akénich letakt, pocitace ¢i radia, a to s velkym pfedstihem pred ostatnimi lokalitami.
Relativné velkou vahu ma také vliv reklamy v obchodech, kde se opét vSechny 4
skupiny dotazovanych na mife vlivu shodly.
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Graf 5 - Kde vidi dité reklamu nejcastéji? Kde si rodic mysli, Ze jeho dité vidi
reklamu nejcasteéji?

DOMA VE SKOLE NA INTERNETUA  VKROUZCICH  PRINAKUPOVANI NA CESTE DOMU,
SOCIALNICH siTicH V OBCHODECH DO SKOLY

m Déti ve véku 8-11 let m Déti ve véku 13-16 let m Rodice déti ve véku 8-11 let = Rodice déti ve véku 13-16 let

Zdroj: Plesnikova (2016)

Protipélem s relativné malym reklamnim vlivem byla $kola, zdjmové
krouzky a trochu pfekvapivé i cesta do 3koly, kde respondenti (krom déti ve véku 8-11),
ptisoudili dosti maly vliv venkovni reklamé. Jako samostatnd kategorie byl vyclenén
internet a socidlni sité, které se velmi ¢asto nevazi na zadnou lokalitu, nebot je déti
mohou sledovat kdekoli pfedevsim prostfednictvim mobilnich aplikaci. Byla to také
jedind odpoveéd, ve které se nazor mladsich respondentt a jejich rodi¢ti rozchazel s
nazorem starSich déti a jejich rodici, ktefi zcela dle ocekavani pfisoudili druhou
nejvyssi vahu. U mlads$ich déti vSak hraje internet a socialni sité podstatné mensi roli a
vy$si vdhu ma vliv reklamy v obchodech.

Internet a socidlni sité jsou komunika¢nim kanédlem s nejrychleji rostoucim
vlivem, ktery je pro déti a mladez zcela ptirozenou soucasti zivota. Stale vice vyzkumi
se tedy soustfed'uje na roli tohoto komunika¢niho kanalu i na déti. Nas ve vyzkumu
zajimalo, krom vlivu, ktery mu pfisuzuji, i kolik ¢asu déti sledovanim téchto novych
medii travi a co na nich vyhledévaji.

Dtilezitym predpokladem pro tuto otdzku je piistup détik témto technologiim.
Z naseho vyzkumu vyplyva, Ze ze vzorku mladsich déti (8-11 let) maji viechny déti
doma k dispozici pocitac¢ s piipojenim k internetu, piicemz 46,3 % z téchto déti u néj
neni denné nebo s nim stravi méné nez hodinu za den. Zbylych 29,3 % jej vyuziva 1-2
hodiny denné a 24,4 % déti travi u pocitace vice nez 3 hodiny béhem jednoho dne.
Nejcastéji jej vyuzivaji ke hrani her (88,1 %), ke sledovéni videi a blogt, které je zajimaji
(54,8 %) nebo k chatovani s prateli (26,2 %). Vice nez polovina dotadzanych déti se dle
vlastniho nézoru o reklamy viibec nezajima a konstatuje, Ze produkty nakupuje pouze
v kamennych obchodech. Oproti tomu 31 % déti pfiznavd, zZe béhem doby stravené
na internetu obcas narazi diky reklamé na produkt, ktery pozdéji chtéji ziskat.

Téz vsichni respondenti ze skupiny starich déti maji pfistup k pocitaci
i internetu. V souladu s pfedchozimi vysledky déti potvrdily, Ze travi vice ¢asu u
internetu nez déti z mladsi skupiny. Polovina z nich travi u pocitace 1-2 hodiny denné,
néco pies ¥4 (26,4%) travi u pocitace vice nez 3 hodiny denné. Vyznamné ale je, Ze 46,5%
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déti ptiznava, Ze v této dobé narazi na reklamu na produkt, ktery by chtély ziskat,
téméf 1/3 déti v tomto véku dokonce aktivné produkty o které ma zéjem vyhledéva a
zjistuje si o nich informace.
Jak déti obou vékovych skupin travi ¢as na internetu ukazuje nésledujici
graf 6.
Graf 6 - Pri jaké cinnosti na pocitaci travi dité nejvice casu?

SLEDOVANI DENI VE SVETE
BROUZDANI NA INTERNETU
PRIPRAVA DO SKOLY

CHATOVANI S PRATELI

SLEDOVANI VIDEf, KTERE JEJ ZAJIMAJI

HRANI{ HER

0,0% 20,0% 40,0% 60,0% 80,0% 100,0%

Déti ve véku 13-16 let  mDé&ti ve véku 8-11 let

Zdroj: Plesnikovd (2016)

Cinnost mladsich déti na potitade je relativné shodna - prevazné se vénuji
hrani her a v mensi mife sleduji videa. Podstatné méné se pak vénuji chatovani s prateli
8koly pouziva pocita¢ pouze necelych 15% v této vékové kategorii. Témé# 50 % rodicti
déti v tomto véku vi, jak se jejich dité na internetu chova a varuje dité pfed moznymi
riziky. Dal$ich 28,6 % rodicii se snazi omezit piistup ditéte na sit' a zbylych 16,3 % se
spoléhaji spiSe na zralost ditéte, jelikoZ se sami na internetu neorientuji. Na otazku,
zda maji pfehled o tom, zda a jaké dité hraje on-line hry, odpovédélo 50 % rodict,
Ze ano a Ze vi o skute¢nosti, Ze tyto hry jsou ¢asto komercializovany. Pfekvapivych
41,7 % rodict pak odpovédélo, ze dité ma on-line hry zakazény. Tento fakt je v rozporu
s tvrzenim déti a nabizi se tedy pfedpoklad, Ze déti hraji hry tajné, tedy bez védomi
svych rodic¢t.

Uziti pocitace starsimi détmi se velmi radikdlné lisi. Nejvice se vénuiji
chatovani s prateli (pfes 55%), coz potvrzuje sociologicky trend nahrazovani osobniho
setkavani on-line diskusemi a pouzivanim telefonti. Velké mnozstvi ¢asu na internetu
dale vénuji sledovani videi a je$té o néco méné hranim her (ve srovnani s mladsimi
détmi vyznamny pokles!!). P¥iprava do skoly zaujima az 4. misto a je$té o néco méné
Casu tyto déti travi brouzdanim na internetu.

Analyza dotaznikového Setfeni mezi rodi¢i starsich déti poskytla relativné
stejné vysledky, s jakymi jsme se jiz setkali u mladsich rodinnych zastupct. Je zde v8ak
vidét rozdil v chovani rodice vi¢i ditéti v oblasti zakazovani, kdy se pouze jeden z
dotazovanych rodicti snazi omezit piistup ditéte k internetu a 23,8 % rodi¢t ptiznava,
Ze nevi, co dité na internetu dél, ale véfi, ze v p¥ipadé nutnosti jej pozadd o pomoc.

V predchozi ¢asti vyzkumu déti ¢asto uvadély, Ze travi svij ¢as na socialnich
sitich. Zajimalo nas tedy, které socidlni sité¢ déti preferuji a je-li rozdil mezi mladsi
skupinou déti a starsi. Jak graf 7 ukazuje vSechny starsi déti pouzivaji alespor
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jednu socidlni sit a preferuji pfedevsim socialni sité, které maji i mobilni aplikace -

Graf 7 - Md dité vlastni ticet na néjaké Graf 8 - Jaky ma dité ndzor na reklamu?
socialni siti? Pokud ano, kterd socialni sit

je jeho nejoblibenéjsi?
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Zdroj: Plesnikovd (2016)

V souladu s vysledky predchozi otazky, mladsi déti ze socidlnich siti nej-
Castéji pouzivaji Youtube, kde sleduji videa. S ohledem na skute¢nost, Ze chatovani
s prateli a brouzdéani na internetu neni v této vékové skupiné jesté piilis oblibené,
jsou socialni sité Facebook a Instagram relativné malo rozsifené. Jde téz o hledisko
bezpec¢nostni. I v nasem dotaznikovém Setfeni nékteré z mladsich déti uvedly, ze byly
prostfednictvim socidlnich siti kontaktovany nezndmymi osobami.

Na zavér néds zajimalo, jaky nadzor maji déti na reklamu a zda se tento
nazor formuje s vékem. Graf 8 ukazuje, jak radikdlné se v prabéhu kratké doby (cca
2-3 let véku) tento ndzor méni. Vice jak polovina mladsich déti povazuje reklamu za
zabavnou, a skoro 1/3 ji chape jako nutnou soucdst nakupovéani. Naopak vice jak
polovina star$ich déti chape reklamu jako nutnou soucast zivota, vice jak 1/3 ji nema
rada a snaZi se ji nevnimat (alesponi podle svého vyjadfeni) a jen 7% ji ma rado.

Diskuse

Podle prazkumu provedeného v roce 2012 agenturou Mediaresearch travi
déti a mladistvi konzumaci medidlniho obsahu v priméru ¢tyfi hodiny denné. Nejvice
¢asu pak travi déti pted televiznimi obrazovkami, kdy naprosta vétsina sleduje televizi
denné anebo témét denné. Podle vysledkt pak starsi déti rovnéz vyuZzivaji internetu
nebo poslouchaji radio ¢i hudbu (Mediaresearch, 2012). N4§ vyzkum v tomto ohledu
sledoval pouze ¢as strdveny na internetu a ukézal jednoznacny trend - s vékem cas
strdveny na internetu roste a vyznamné se méni i obsah smérem k castéjsi konzumaci
komerce a reklamnimu sdéleni. Vysledky naseho vyzkumu ukazaly, ze si déti v
obou vékovych kategoriich uvédomuji, Ze na né reklama a dal$i formy marketingové
komunikace ptisobi.
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S ohledem na postoj déti k vlivim reklamy, které na né dle jejich vnimani
ptisobi, pfinesl vyzkum nékteré zajimavé zavéry. Vyznamny je piedevsim posun v
konzumaci medii a s tim souvisejicich reklamnich vlivii, ke kterému dojde v priibé¢hu
prameérné 3 let véku ditéte. Mladsi déti ve vyzkumu pfiznavaji, Ze na jejich ndkupni a
spotiebni chovani maji nejvétsi vliv rodice a jejich vrstevnici. Vliv blizkého socidlniho
prostitedi (primédrné rodiny) pfevazuje nad externimi vlivy medii. Z tohoto pohledu
by se dal vyvodit zavér, ze vliv reklamy u mladsich déti je nejsilngjsi predevsim
prostiednictvi televize (ve vyzkumu jej potvrdilo 81% déti a 95% rodict) a reklamnich
letdkt (83% détia 45% rodict), a to primarné v domacim prosttedi. Tento fakt potvrzuje
i nedavny vyzkum provedeny na panelu 707 ceskych matek. Podle ného se 92%
respondenti domniva, Ze na déti nejsilnéji ptisobi televizni reklama, 80% respondentek
deklaruje reklamu v misté prodeje, 74% respondentek potvrzuje internet, dale pak
tiskovou reklamu (66%) a billboardy (51%). (Karel, a dalsi, 2016) Z naseho vyzkumu
neptimo vyplyva dalsi diilezity zavér a to, Ze na déti ve véku 8-11 let maji jesté rodice
relativné velky vliv a budou-li s ditétem o reklamé a jejim obsahu mluvit, mohou
vyznamné piispét k jeho vychové v oblasti chapani funkce reklamy a jejiho obsahu.

U starsich déti se poradi vlivii vyznamné méni. Starsi déti pfiznavaji zdsadni
vliv reklamy - nejvyznamnéjsim faktorem v jejich rozhodovani je znacka, nasledova-
na s relativné velkym odstupem nézory vrstevnik® a socidlnimi sitémi. Vliv rodi¢t
u starsich déti vyznamné oslabil, zatimco vliv komer¢nich faktori roste. Na starsi
déti ptisobi primarné znacky a vrstevnici, ktefi jsou do zna¢né miry téz pod stejnym
komer¢nim vlivem ¢i dokonce komeréni vliv pfedstavuji (napf. Youtubeti, blogefi
atd.). Dle Roedder-John, ktera ve svych studiich zkoumala vliv vrstevnik( na déti, je
prokézan vliv této skupiny piedevsim u jedinct, jejichz rodinné zazemi je nestabilni
a komunikace mezi jednotlivymi ¢leny je slabd. (Roedder-John, 1999)

Mnozi odbornici se shoduji, Ze rodice, rodina a socializace déti hraji zasadni
roli v jejich vniméni a chapani reklamy a od toho odvozeného nakupniho a spotiebni
chovéni. Roedder konstatuje v (Roedder D., 1999), ze , piistup ke vzdélani o reklamé
je rozhodujici pro prevenci déti a jejich takzvanou kognitivni obranu proti reklamé.
Obecné povédomi a znalost neni dostate¢nou obranou. Pro déti (miniméIné ve véku
9-10 let véku) neni dostateny skepticky nebo kriticky pfistup k reklamé. Potfebuiji
podstatné detailngjsi znalost o povaze reklamy a jejim ptisobeni”. Rodice jsou velmi
dalezitym faktorem pro vzdélavani déti a jejich socializaci v oblasti nakupniho a
spotfebniho chovani. ,Rodi¢e mohou vzdélavat déti o televizni reklamé dvéma
smysluplnymi zptsoby. Jednak mohou rodice aktivné sledovat reklamu spolu s détmi.
Za druhé rodi¢e mohou ovliviiovat plisobeni televize a reklamy nastavenim pravi-
del pro sledovéni televizniho vysilani a reklamy.” (Walsh, 1999)

Ve vyzkumu jsme se vénovaly i nazoru rodi¢ a jejich zhodnoceni, co
respektive kdo ovliviiuje nakupni chovani jejich déti. Shodné jako déti i rodice si
uvédomuji sv@j vliv i vliv blizkého socidlniho prostfedi (pfedevsim vrstevnikit),
tak vliv komeré¢ni. Nazory rodi¢ti mladsich déti se od nazoru déti lisi méné nez u
déti starsich - uvédomuji si svtj vliv a pfecenuji vliv vrstevnikti. BohuZzel nékteré
vyzkumy ukazuji, Ze svého vlivu na déti rodice nedostate¢né vyuzivaji ke vzdélavani
o reklamné a jejim obsahu.
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Nas vyzkum naznacuje, Ze vliv rodi¢t na déti a jejich vzdélavani o reklamné
je nejefektivnéjsi pokud probihd pied 10-12 rokem véku ditéte. V pozdéjsim véku
dochézi k osamostatiiovani ditéte a vliv rodice a akceptace jeho ndzoru ditétem
vyznamné klesa. Jiz zminény vyzkum z roku 2015 na panelu 707 ¢eskych matek ukazal,
Ze jen asi polovina (53%) dotdzanych matek sleduje televizni reklamu spolu se svymi
détmi. To, jestli rodice s ditétem sleduiji televizi je zavislé na socidlnim statusu rodiny
a véku ditéte (70% matek, jejichZ nejstarsimu ditéti je 3-6 let, sleduje televizi spolecné
se nim, ve srovnani s 53% z celkového vzorku). Vyzkum navic ukazal, Ze 20% rodict
nemluvi se svymi détmi o reklamé nikdy a 65% procent o ni mluvi pouze obcas. (Karel,
etal., 2016).

Ze jsou Cesti rodice ve vztahu k reklamé vyrazné pasivni, ukazal i vyzkum
agentury Millward Brown, kterou provedla pro RRTV (Radu pro rozhlasové a televizni
vysilani). Reklamu vnimaji jako béZnou az do té miry, Ze s détmi o jejim obsahu viibec
nehovoii a nijak jim nevysvétluji tcel reklamy ani jeji smysl. V ptipadé nasledného
natlaku déti na koupi vyrobku z reklamy uz naopak reaguji aktivné. Dité pak
zamitnuti koupé vyrobku prozivd negativné, nebot nechdpe smysl a cil reklamy a
nasledné davod rodi¢ovskych omezeni. (RRTV, 2014). Nékteré studie ukazuji, ze déti
¢asto ovliviiuji svym nazorem nédkupni rozhodovéni rodi¢t a v ptipadé neshody mtize
dochazet i ke konfliktim z toho plynoucich. (Norgaard, a dalsi, 2007), (Norgaard, a
dalsi, 2011), (Palan, 1997)

Z naseho vyzkumu nepiimo vyplyva, ze vliv rodi¢d na déti klesa s
nartstajicim vékem ditéte. To lze vy¢ist i z odpovédi rodi¢t. V mladsi vékové kategorii
je shoda mezi odpovédmi déti a rodi¢ti v prifezu celého vyzkumu podstatné vyssi
nez u starsich déti. Rodice starsich déti pak pfipisuji zna¢ny vliv socidlnim sitim.
Rodice déti obou vékovych kategorii pieceniuji vliv internetu a socidlnich siti a pod-
cenuji vliv obchodnikii formou letdkti a POP a POS materiélti v obchodech.

Graf 9 - Jak nejcastéji travi dité sviij volny cas?

SPORTUJE
SLEDUJE TELEVIZI
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JDE VEN S PRATELI
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Déti ve véku 13-16let  m Déti ve véku 8-11 let

Zdroj: Plesnikovd (2016)
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Z toho plynoucim zédvérem by mohlo byt, Ze interakce mezi rodici a détmi
v prabéhu téchto primérmé 3 let klesa, dochazi k jejich osamostatiiovani a $irsi
socializaci a v dtisledku toho vyznamné roste vliv okoli mimo rodinu, tedy i medii a
reklamnich sdéleni. Na to poukazuje i dalsi otdzka, kterou se nase studie zabyvala, a to
jak travi déti svij volny cas.

Zavérem z této Casti naseho vyzkumu je, Ze média a jejich konzumace
sehravaji vyznamnou roli v traveni volného mimoskolniho ¢asu. Jak ukazuje graf 9
¢tvrtina starsich déti pfiznava, ze sviij Cas travi také u pocitace nebo tabletu. MoZnosti
travit volny cas s rodi¢i vyuzivd pouhych 11,3 % starsich déti, coz je v porovnani s
mlad$imi détmi o deset procent méné. Alarmujici je vSak skutec¢nost, ze v rdmci jiz
vyse zminéné otdzky tykajici se volného casu, ptiznalo 52,4 % mlad$ich dotdzanych,
Ze nejCastéji jej travi na pocitaci ¢i tabletu. Dalsich 33,3 % pak ve svém volném case

moci zacilit jednoduse skrz internet a televizni vysildni. Okamzitym zvySeni apelu
regulatord, ale i dal$ich instituci na rodice, jejichz schopnost ovlivnit mysleni déti v

tomto véku je nejvyssi ze zkoumanych vlivd, je mozné docilit podpory komunikace

mezi rodi¢em a ditétem, a tim zajistit ditéti snadnéjsi orientaci ve svété marketingu a
spotteby pro budoucnost.

Zavér

Jak jiz bylo zminéno v tGvodu, jsou déti z hlediska reklamniho ptisobeni

specifickou cilovou skupinou predevsim diky tomu, Ze jsou citlivéjsi na podnéty
vliv reklamy na jejich chovéni je pfedmétem mnoha vyzkumd. Cilem naseho vyzkumu
bylo identifikovat, jestli a jaké reklamni vlivy vnimaji déti dvou vékovych kategorie
8-11 a 13-16 a jejich rodice a zda jsou odlidnosti s nartistajicim vékem ditéte ¢i mezi
nazorem ditéte a jeho rodice. Vysledky vyzkumu ukazaly, Ze obé vékové kategorie déti
vliv reklamy vnimaji a uvédomuji si, ze pfichazi z rznych zdroja, které jsou schopny
identifikovat. To samé si uvédomuji i jejich rodice, ale jejich ndzory se od vniméni
déti ¢asto odliduji. Hlavni zavéry piedevsim identifikovaly rapidni rozdil ve vniméni
jednotlivych vlivei v ramci obou détskych kategorii. V ¢asové rozmezi piiblizné 3
let se méni chovéani déti a rozhodovani o spotfebé ve prospéch marketingovych
komunikaci. Mladsi vékova kategorie déti je pod vlivem reklamy (televize a reklamni
letaky) pifedevsim v domécim prostredi a dd primédrné na nazor svych rodi¢t. Rodice
maji vliv a pokud budou s détmi o reklamé mluvit, maji moznost formovat nézor a
postoj déti k reklamé. Starsi vékova kategorie je primarné ovliviiovana komerénimi
vlivy mimo sféru vlivu rodi¢t (posun od rodi¢ti ke znacce a vrstevnikiim) a vyznam
rodi¢t naptiklad pii vzdélavani v oblasti reklamy klesa. Nelze v3ak konstatovat, Ze
tato vékova kategorie jiz dalsi osvétu nepotiebuje. Naopak, teenagefi patii z pohledu
reklamy k nejvice ovlivnitelnou skupinu.
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Za pozornost urcité stoji odlisné vniméni reklamnich vlivii z pohledu déti
a jejich rodi¢s, a to v obou vékovych kategoriich. Rodic¢e mladsich déti (na rozdil od
déti samotnych) obecné podcetiuji svij vliv na déti a naopak prisuzuji vétsi silu vlivu
vrstevnikil. Rozdily mezi nazorem déti a jejich rodi¢t jsou v8ak o dost mensi nez u
starsi vékové kategorie. Starsi déti sice deklaruji spi$ negativni vztah k reklamé (58
% ji chape jako nutnou soucast nakupovani a 35% ji dokonce nema rado), ale jejimu
komerénimu vlivu jsou na zékladé vlastnich prohlaseni vystaveni daleko vice, nebot
za hlavni zdroj vlivu povazuji znacky (nositele marketingovych aktivit firem) a
vrstevniky, ktefi jsou pod podobnym vlivem. Svou roli zde sehrava i mnozstvi ¢asu
strdveného na internetu, ktery ma téz ¢asto komer¢ni naplii - brouzdani na internetu,
sledovani videi a chatovani s prateli. Veskera tato zjisténi vedou k zéavéru, ze ve
vékové kategorii 13-16 rodic¢e vyznamné ztraceji vliv na nakupni rozhodovani svych
déti ve prospéch komeréniho vlivu a vlivu vrstevnika (Casto i virtualnich, ¢ dokonce
komeréné orientovanych youtubert).

Vyznamnym je z tohoto pohledu i potvrzeni trendu, ktery ukazuje, ze déti
stdle vice Casu travi v pfitomnosti elektronickych zafizeni a internetu. Za zasadni Ize
povazovat, ze 52 % déti ve véku 8-11 let odpovédeélo, Ze nejcastéji travi svij mimoskolni
volny ¢as u tabletu nebo pocitace a pouze 21 % Ze s rodi¢i. Vezmeme-li v potaz, ze v
tomto véku jsou déti stile jesté oteviené ndzoru svych rodi¢t, zatimco v pozdéjsim
véku jiz nikoli, je to alarmujici skute¢nost.

Z vyzkumu primarné vyplyva i v kontextu dal$ich vyzkumii provedenych
v CR i zahrani¢i nutnost vzdélavani rodi¢t piedevdim mladsich déti do 10 let o
nutnosti komunikovat s détmi o reklamé, jejim tGcelu a obsahu. Nase studie téz
identifikovala oblasti, do kterych by se mél sousttedit dalsi vyzkum. Jde predevsim
o zkouméni komeré¢nich vlivi plynoucich z casu traveného détmi na internetu,
piedevsim pak o komeréni aspekt pocitacovych her, product placement ve filmech
a hrach sledovanych na internetu a ve vékové kategorii teenagert o vliv tzv.
youtuberd. Bez pozornosti by nemél ztistat ani vyzkum vlivu reklamy prostednictvim
reklamnich letdkt a POS/POP na déti v raznych vékovych kategoriich.
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Abstract

The paper presents the results of a research conducted in June 2016. It
examined the perception of Slovak retail stores by customers, from the point of view
of their popularity or customer preference. We attempted to find out how much time
customers are willing to spend in the individual stores, and which of them they prefer.
In the conclusion, we present a table review of respondents” answers to our questions,
in which we asked about the specific reasons for preference of shopping in individual
stores.

Key words: Customer, preferences, types of markets, supermarket, hypermarket

Abstrakt

Prispevok prezentuje vysledky vlastného vyskumu, uskuto¢neného v juni
2016. Bol zamerany na zistovanie ako vnimaji zdkaznici na Slovensku obchodné
formaty, teda typy obchodnych prevadzok na Slovensku z pohladu ich obltbenosti
¢&i preferencie zdkaznikov. Zaujimalo nas kol'ko casu je zdkaznik ochotny stravit v
jednotlivych obchodnych formatoch a ktoré z nich preferuje. V zavere prispevku
prezentujeme v tabulke prehladne spracované odpovede respondentov, kde sme
zistovali konkrétne doévody obltbenosti/preferencii navstevy a nakupovania v
jednotlivych obchodnych formatoch.

Klacové slova: Zdkaznik, preferencie, obchodné formdty, supermarket, hypermarket

JEL Classification: M 31
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Uvod

Zakon SR o obchodnych retazcoch (sietach) 358 /2003 Zz. definuje obchodniti
siet’ ako obchodnti prevadzkaren, alebo zoskupenia obchodnych prevadzkarni, ktoré
pouzivaji rovnaké alebo vzdjomne zamenitelné oznacenie obchodnym nazvom, alebo
ktoré su prevadzkované tym istym podnikatelom alebo vzdjomne majetkovo alebo
personalne prepojenymi podnikatelmi. Obchodnym formatom rozumieme konkrétny
typ obchodnej prevadzky - typ predajne. Klasifikécii obchodnych formatov sa venuji
viaceri autori. Doteraz vsak nebolo prijaté ich strikiné ¢lenenie, takze existuji ich
rozne alternativy. Niektoré klasifikuji obchodné forméty obsirnejsie, iné ¢lenenia
st uzsie. Krizan, Bilkova, & Kita, (2016) tiez zastdvaju nazor, mozno maloobchodné
predajne ¢lenit podla réznych kritérii, napriklad podla druhu pontkaného tovaru,
ucelu nakupu, velkosti a typu predajne, vlastnictva a podobne. V svojej publikacii
autori vyberaju ¢lenenie podla Statistického tradu Slovenskej republiky, ktory pracuje
s definiciami uvedenymi v Metodickom liste zakladného ukazovatela ¢. 591. Tu st
definované len pojmy obchodny dom, ndkupné stredisko, hypermarket, supermarket,
zmie$anad predajna, potraviny - Siroky sortiment, nepotraviny - Siroky sortiment.
K inému ¢leneniu sa priklana Kita (2013), podla ktorého rozoznavame predajne v
blizkosti bydliska, $pecializované predajne, tizko $pecializované predajne, predajne s
rozliénym tovarom, minimarkety, resp. superety, velkopredajne, resp. supermarkety,
hypermarkety, diskontné predajne potravin, obchodné domy, Specializované velko-
plosné predajne, obchodné centrd, katalogové vystavné siene, podnikové predajne,
category Kkillers.

Obchodny dom je maloobchodné jednotka, tvorena stiborom predajnych
oddeleni so spoloénym prevadzkovym riesenim, ktoré su sustredené do jedného
objektu (Mala & Musové, 2015). Obchodné domy pontikajt Siroky a hlboky sortiment
tovaru, tovary vyssej cenovej hladiny, sirokd ponuku sluzieb a mozeme ich rozdelit
podla sortimentu, ktory pontikaji na univerzélne (plnosortimentné) a Specializované.
Hypermarket je podla Musovej (2013) vel'kd predajna jednotka so samoobsluhou, ktora
ma jedno poschodie a pontika zédkaznikom 15 az 100 tisic druhov potravindrskeho a
nepotravinarskeho tovaru dennej, Castej i ob¢asnej potreby. Okrem toho poskytuja vo
svojich priestoroch i sluzby. Supermarket, resp. vel kopredajtia potravin, maloobchodna
jednotka, v ktorej sa pontika Siroky sortiment potravinarskeho tovaru doplneny o
nepotravindrsky tovar ¢astej spotreby. Predajnd plocha je v rozmedzi 400 az 2 500 m?
. ZmieSana predajiia je predajila, ktord pontka Siroky sortiment potravinarskeho i
nepotravindrskeho tovaru, pricom nie je mozné jednoznacne urcit tazisko sortimentu
(Bfezinova & Vrchota, 2015). Pomer potravindrskeho a nepotravinarskeho sortimentu
je zhruba vyrovnany, ¢ize podiel potravinového a nepotravinového tovaru neklesa v
ro¢nom priemere pod 40 % obratu. Predajna plocha zmie$anej predajne je spravidla
mensia ako 1 000 m? (Krizan & Lauko, 2014). Diskontné predajne predstavuju predaj
rychloobratkového tovaru formou samoobsluhy za nizke ceny a bez narocnejsich
sluzieb alebo technického vybavenia. V diskontnych predajniach si moéze zdkaznik
vybrat z mensieho poctu poloziek oproti velkopredajniam a va¢sinou sa predavaju len
celé obchodné balenia, napriklad kartén. Na takejto definicii diskontnych predajni sa
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zhoduju Kita (2013), Spilkova (2012). Uvedena autorka rozdel'uje diskontné predajne na
diskontné hypermarkety (Kaufland) a diskontné supermarkety (Lidl, Penny Market).
Meeran etal. (2017) tvrdia, Ze épecializované predajne sa vyznaéujli tym, ze ponﬁkajﬁ

Vacsmou sa orientuju na uzdi spotrebitel'sky okruh (Adamska & Mindrova, 2014).
Odborné velkopredajne zahftiaju velké ucelené stbory nepotravindrskeho tovaru,
zamerané najmé na druhy s rychlym obratom. Je v nich samoobsluha, halové riesenie
stavby s jednym podlazim, niZ8ie ceny s diskontnou orientdciou. Predajna plocha sa
pohybuje vé¢sinou medzi 3 000 - 10 000 m?. Prikladom st predajne pre stavebnikov,
kutilov - Hobbymarkety, predajne pre zahradkarov, predajne ndbytku, vel'ké predajne
elektra éi éportOV}’Ich potrieb Samoobsluin}’/ sklad Cash and Carry je Vel’koploéné
podnikatelia . Sortiment je podobny ako vo velkom hypermarkete, tazisko obratu je
v potravinach, ktoré sa predavaju vo velkych baleniach, predajna plocha obvykle 10
000 - 15 000 m?. Obchodno-spolo¢enské centra pontkaju okrem nakupu aj moznost
odpocinku v prijemnom prostredi a zabavy, ¢ize r6zne multikina, Sportové zariadenia
a pod. Sucastou jednotky st parkovacie plochy. Kita & kol. (2015) definuje okrem
spomfnanych &pecializovant predajiiu a predajne v blizkosti osidlenia. Specializovana
predajiia je takd, ktord pontka tzky stbor produktov s hlbokym sortimentom v
rémci produktového radu. Takéto predajne ponﬁkajli k vysokokvalit-nym produktom
autora umiestnené v osidlenym ttvaroch, na prizemi obytného bloku a pontkaja len
tzky sortiment tovarov dennej spotreby za vyssie ceny. Takéto predajne st véacsinou
otvorené nonstop.

Material a metody

Pre potreby primarneho vyskumu obltbenosti obchodnych formétov na
Slovensku sme vyuzili metédu opytovania formou dotaznika. Samotny vyskum
sme realizovali v juni 2016. Vyberovy stbor dotaznikového vyskumu tvorilo 327
respondentov od 18 rokov. Pri vdetkych respondentoch sme predpokladali, Ze
pravidelne nakupujt v réznych obchodnych formatoch. Dotaznik sme vytvorili v MS
Word 2010. Celkovo obsahoval osemnast’ otazok, v prispevku vsak uvadzame len ¢ast
realizovaného celkového vyskumu.

Clenenie obchodnych formatov na Slovensku nie je jednotné, ¢ize kazdy
autor ¢leni obchodné forméty inak, pre potreby nasho vyskumu sme si ich zvolili

sub]ektlvne Vybrali a zadefinovali sme ich nasledovne:
hypermarket - Siroky sortiment potravinarskeho a nepotravinarskeho
tovaru typu Tesco, Kaufland, vel'ka predajné plocha (2 500 - 20 000 m?),
malé pridruzené prevadzky (banky)
*  supermarket - $irokd ponuka potravinarskeho tovaru, nepotravinarsky
tovar len doplnkovy typu Billa, Jednota;
e diskont - predajne s nizkymi cenami typu Lidl;
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*  Specializovand predajiia - tzky a hlboky sortiment typu Nay, knih-
kupectvé a pod.

*  mald Specializovand predajiia - mala predajiia s konkrétnym nepotra-
vinarskym sortimentom najméd pultového charakteru typu galantéria,
zlatnictvo;

*  mald predajiia potravin - mala samostatnd predajia s potravinarskym
sortimentom, napr. vedierka, masiarstvo;

*  hobbymarket - predajna s konkrétnym sortimentom pre domécich
majstrov, zahradkarov typu Mountfield, Hobbimarket;

*  obchodny dom - Siroky nehlboky sortiment, viacero samostatnych
oddeleni pod jednou strechou typu Prior;

e ndkupné centrum - velké mnozstvo mensich obchodov a velké pot-
raviny typu Mirage, Europa, Max, Aupark.

Vysledky a diskusia

Ako sme uviedli uz v ¢asti material a metédy, v nasom prispevku prezentu-
jeme len vytazok z celkovych vysledkov realizovaného vyskumu. Prezentované
vysledky st zamerané na vyber formatu z pohladu zakaznika, dizku straveného casu
v danom type formétu, ako aj na vybrané dovody uprednostriovania daného forméatu
zakaznikom.

Prvéa otazka bola zamerand na nakup v jednotlivych typoch predajni - v
jednotlivych obchodnych formatoch. Respondentov sme sa pytali, ako ¢asto nakupuju
v jednotlivych formatoch. Respondenti v tejto otazke mohli oznacit len jednu moznost.
Ak dany obchodny format nenavstevuji, mali moznost oznacit alternativu, Ze dany
format nenavstevuji nikdy. Vysledky sme prehl'adne spracovali do tabul'ky 1. Hrubo
st oznacené najcastejsie odpovede a tie najmenej casté.

Tabulka 1 Ako casto nakupujete v jednotlivych obchodnyjch formdtoch

g 2-3 krat 52 2-3krat | Mesac- | Niekolko- q
Nakupujete Denne tf#denne Tyzdenne mesagne ne Kkrat roéne Roéne | Nikdy
Hypermarket 25 39 63 102 41 23 5 29
Supermarket 31 68 115 48 36 5 3 21
Diskont 27 89 51 60 36 26 14 24
St 0 3 21 63 124 49 28 39
predajna
Mala
Specializovana 0 0 8 41 48 147 63 20
predajna
palipiesaiialll 5 52 71 3 37 58 21 %
potravin
Hobbymarket 0 0 2 11 25 83 127 79
obchedny 0 0 12 a1 53 139 33 19
dom
Obchodns 0 3 17 54 68 113 29 3
centrum

ramen: Vlastny vyskum 2016
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Dalsou otazkou z kategérie, zameranej na navitevnost jednotlivych
formatov, bola otdzka, ktorou sme zistovali, kol'ko ¢asu v oznacovanych formatoch
respondenti stravia. Otdzka mala formu tabulky, v prvom stipci boli vymenované
obchodné prevadzky a v prvom riadku sme zadefinovali priemerné casy stravené v
jednotlivych formatoch. Respondenti si mohli vybrat z viacerych alternativ ¢i stravia
v predajniach do 15 mintt, do 30 mintt, do 1 hodiny, do 3 hodin alebo nad 3 hodiny.
V pripade, Ze vybrané formaty nenavstevuju vobec, mohli zvolit' alternativu Ziaden,
¢o vlastne znamena, Ze tento format nenavstevuji. Respondenti v tejto otdzke mohli
oznacit len jednu moznost' z uvedenych ¢asovych kategorii.

Tabulka 2 Kolko casu v priemere strdvite v jednotlivych typoch predajni?

Kol'ko éasu Doi15 | Do30 | Dol Do3 Nad3 | ;. en
minat | minat | hodiny | hodin hodiny
Hypermarket 38 103 138 23 3 22
Supermarket 98 133 67 11 1 17
Diskont 96 159 48 0 0 24
Specializovana predajtia 65 132 86 28 0 16
Mala $pecializovana predajiia 190 75 37 8 0 17
Mala predajia potravin 232 58 13 0 0 24
Hobbymarket 28 87 135 12 3 62
Obchodny dom 23 65 137 51 7 44
Obchodné centrum 4 19 102 131 34 37

ramen: Vlastny vyskum 2016

Odpovede tu boli velmi individudlne. Respondenti nenakupuja rovnako
dlho vo vsetkych typoch predajni a ako vyplyva z ich odpovedi travia najkratsi ¢as v
malych $pecializovanych predajniach a malej predajni potravin. V tychto predajniach
sa zdrzia zakaznici priemerne len do 26 minut. Takto odpovedalo pri malej predajni
potravin takmer 77 % a pri malej $pecializovanej predajni viac ako 61 % opytanych, ktori
navstevuju tieto typy predajni. V supermarkete (133), diskonte (159) a v $pecializovanej
predajni (132) sa zdrzi najviac respondentov do 30 mintt. Viaceri respondenti hovorili,
Ze najméd do supermarketu a diskontu chodia niekedy len tak ,na rychlo” nieco zobrat
a zdria sa tam ete ovela kratsie. Cas v tychto typoch prevadzok skracuje aj viacero
pokladni, ktoré v tychto typoch predajni byvaja. V hypermarkete (138), hobbymarkete
(135) a obchodnom dome (137) strdvi najviac respondentov z opytanych priemerne do 1
najst vsetok hladany tovar, hodinu majt ako sa vyjadrili tak ,akurat”. Tiez mozno
skonstatovat, Ze vzhladom na sortimentnd Struktiru, chodia zédkaznici do tychto
typov predajni vacsinou na vicsie rodinné nakupy 2-3 krat mesacne, ¢o samozrejme
predlzuje ¢as nakupu, kym najdu vsetko, ¢o potrebujii. Poslednym typom predajne
- obchodnym formatom je ndkupné centrum. V tomto pripade oznacilo najviac
respondentov, Ze sa v jeho priestoroch véc¢sinou zdrzi az do 3 hodin. Vysledok sme pri

7y,

nakupnom centre o¢akavali, kedze v ndkupnych centrach je vela roznych obchodov,
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sluzieb a respondenti sem ¢asto chodia s celou rodinou na prechadzku, do kina,
kaviarne a podobne. Teda nielen nakupovat, ale i relaxovat a stravit prijemne ¢i
zmysluplne svoj volny cas. Vysledky tejto otdzky sme prehladne spracovali do
tabulky 2. Hrubo st oznac¢ené najcastejsie odpovede a tie najmenej casté.

Tabulka 3 prezentuje vysledky odpovedi k dalsej otazke, v ktorej sme
zakaznikov poziadali vyjadrit svoje nazory na to, ktoré tri typy obchodnych formatov
maju najradsej, ktoré st ich najobltbenejsie, najpreferovanejsie. Tato otdzka bola
uzavretd. Zdkaznici mali zakrtzkovat len tri typy obchodnych formatov. Dominanciu
preferencii v obchodnych formatoch z pohladu zidkaznika ziskali hypermarkety,
obchodné centrd a $pecializované predajne (hrubo oznacené).

Tabulka 3 Ktoré tri typy obchodnijch formdtov navstevujete najradsej?

Typ prevadzky Pocet odpovedi
Hypermarket 196
Supermarket 125
Diskont 123
Specializovana predajiia 154
Mala Specializovana predajmna 91
Mala predajiia potravin 46
Hobbymarket 53
Obchodny dom 28
Obchodné centrum 165

Pramen: Viastny vyskum 2016

Tabul'ka 4 poskytuje prehl'ad vyjadreni zakaznikov na otazku, aké st dovody
obl'ibenosti/preferencie obchodnych formatov. Zakaznici mali v otvorenej otazke
vyjadrit svoj nazor, preco najradsej navstevuju tie obchodné forméty, ktoré vybrali za
najobltibenejsie.

Tabulka 4 Vybrané dévody obliibenosti obchodnyjch formdtov

Typ prevadzky Dovod obltubenosti obchodného formatu

Hypermarket velky vyber rozneho tovaru (najmid potravinového), vyhodné ceny,
kvalita, rodinné balenia, dostatok parkovacich miest, dlhsie otvéaracie
hodiny, zl'avy a akcie (napr. vikendové akcie, letédkové zl'avy), dodatkové
sluzby (posta, banka, bankomat, lekéaren, kaviarer), WC, dostatok
pokladni, vyhodna poloha, vernostné karty, dostupnost MHD, privatne
znacky, viaceré moznosti platby, prehl'adnost predajne, siroké ulicky, sila
zvyku, personal nie je prehnane ochotny

Nakupné centrum | velky vyber produktov, vela obchodikov (rézne znacky), vsetko pod
jednou strechou, doplnkové sluzby (re$tauricie, kino, kaviarne, ...),
kvalitny tovar, prijemné prostredie, velké parkoviska (aj ked c¢asto
preplnené), vhodné na ndkupy s celou rodinou, vypredaje, prijemny
personal, dobré umiestnenie
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Specializovana odbornost persondlu, prijemné vystupovanie, empatia, poradenstvo,
predajia kvalita produktov, dobry vyber (hlboky sortiment), Specificky tovar,
parkovanie, moznost platby na splatky (niekedy aj beztiro¢né), usporia-
danie predajne a atmosféra, vyjednavanie zliav

Supermarket dostato¢ny sortiment potravin za prijatelné ceny a v dobrej kvalite,
umiestnenie predajne blizko bydliska (aj na dedinach), domace produkty
aj bio produkty, dostatok osobného priestoru pri nakupovani, dobra
orientacia v predajni, rychlost vybavenia nakupu

Diskont nizke ceny a napriek tomu vysokd kvalita produktov, umiestnenie
predajne, velky vyber najmd potravin, parkovisko, cerstvé mlie¢ne
vyrobky, ovocie a zelenina, zaujimava letdkova ponuka kazdy tyzden,
zahrani¢né produkty, dobré sktsenosti

Mala odbornost a ochota personélu, poradenstvo, osobny kontakt, kvalita

Specializovana tovaru, umiestnenie predajne, rychle vybavenie ndkupu, $pecializované

predajia produkty, atmosféra v predajni

Hobbymarket odborny a mily personél, vyhodné ceny, prijemna atmosféra, priestrannost’
predajne, odvoz vic¢sieho tovaru zdarma, parkovanie, zaujimavy tovar

Mala predajia umiestnenie predajne (“vzdy po ruke”), lacné kvalitné slovenské potra-

potravin viny, mily personal, prijemny vzhlad predajne, komorna atmosféra,

Cerstvé produkty, malo I'udi, rychle vybavenie nakupu

Obchodny dom umiestnenie predajne, Gstretovy a odborny personal, kvalita tovaru, viac
obchodov pod jednou strechou (obltibené znacky), atmosféra predajne,
rychlost vybavenia, vel'a druhov hlavne nepotravinového tovaru

ramen: Vlastny vyskum 2016

Pri obchodnom forméte hypermarket nés zaujala odpoved sila zvyku,
pripadne personal nie je prehnane ochotny. Ttto odpoved’ uviedlo dokonca niekol'ko
respondentov. Samozrejme, najviac respondentov pri hypermarkete odpovedalo, Ze je
tam velky vyber, prijatelné ceny, kvalitny tovar a dlhsia otvéracia doba. Pri ndkupnom
centre respondenti uvadzali najmé, Ze tam ndjdu vsetko pod jednou strechou. Ako
vyhodu uvadzali parkoviska, hoci vidsina podotkla, Ze byvaju preplnené. Co sa
tyka $pecializovanej predajne, dve tretiny respondentov uviedli ako hlavny dévod
odbornost persondlu, ktory vie dobre poradit a taktiez kvalitu produktov. Hlavnym
plusom supermarketov je lokalita predajni, dostato¢ny sortiment potravin v dobrej
kvalite a doméce vyrobky. Diskont vsetci obl'ubujt z dévodu vyhodnej ceny vyrobkov
v dobrej kvalite. Pri malej $pecializovanej predajni sa viacerym respondentom paci
atmosféra v predajni a pri hobbymarkete zaujimavy tovar a moznost vicsie vyrobky
bezplatne odviezt domov. Mala predajila potravin sa umiestnila na predposlednom
mieste, hoci si respondenti pochval'uji kvalitné slovenské potraviny a najmé rychle
vybavenie ndkupu. Na poslednej priecke obltibenosti sa v nasom vyskume umiestnil
obchodny dom. V tomto pripade zakaznici uvadzaju ako pozitivum najmi kvalitu
tovaru a skuto¢nost, ze najdu vsetko pod jednou strechou.
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Zaver

V prispevku prezentované vysledky vlastného vyskumu koresponduju s
trendmi na trhu. V oblibenosti jednotlivych obchodnych formatov medzi zdkaznikmi
dominujt obchodné centra ako poskytovatel Sirokej palety produktov v jednotlivych
samostatnych obchodoch/znackéach spolu so spektrom sluzieb k relaxécii ¢i zmyslu-
plného prezitia volného ¢asu. Na druhej priecke sa umiestnili hypermarkety, hoci
formaty vel'kych predajnych priestorov vykazuju postupny pokles na trhu. Narast
$pecializovanych predajni stvisi so zdravym Zivotnym $tylom, ako aj orientdciou na
vysokokvalitny tovar, nielen v potravinach.

Tento prispevok bol spracovany v ramci projektu , Vplyv inovativnych
marketingovijch koncepcii na spravanie vybranych trhovych subjektov na Slovensku”, VEGA
¢. 1/0802/16 rieseného na Ekonomickej fakulte Univerzity Mateja Bela v Banskej
Bystrici; pod vedenim doc. Ing. Zdenky Musovej, PhD.
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Abstract

Both business and science unanimously agree that nowadays self-leadership
is an exceptional factor of competitiveness in the labour market. Higher education
institutions generate future leaders therefore this article aims at revealing teaching
methods influencing the expression of self-leadership of students. The article presents
theoretical aspects of expression of self-leadership, examines the concept of learning
and theoretical aspects of teaching methods, analyses the impact of teaching methods
on the expression of self-leadership from the students” and teacher’s point of view,
presents recommendations for improvement of teaching methods developing the self-
leadership of students.

Key words: teaching methods, self-leadership

JEL Classification: C91, 121, J24

Introduction

Globalization and the development of innovative technology have made a
significant impact on the competitive environment, therefore leaders who can properly
deal with the arisen challenges are required. Some theories provide that leaders are
born (Great Man Theory), others state that each individual has the opportunity to
evaluate his/her leadership potential (Trait Theory), the third ones claim that leaders
are grown (Behavioural Theories), another ones emphasize that the leader’s behaviour
depends on the situation (Situational Leadership), focus on the forecast of the most
appropriate or efficient style of leadership in particular circumstances (Contingency
Leadership), stress the relationship between the leader and his followers (Transactional
Theory), distinguish the role of leadership in changing conditions implementing the
transformation of activities of the organization (Transformational Theory). Today self-
leadership is emphasized more and more often. Although some studies have been
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conducted in Europe analysing the expression of leadership in schools, however,
little attention is paid to the expression of self-leadership of students. Self-leadership
is undoubtedly important especially in pursuance of the career. Since highly skilled
professionals are trained in higher education institutions, it is important to find out
how the expression of self-leadership of students is influenced by teaching methods
applied in those institutions.
Problem raised in the article - how teaching methods affect the expression of
self-leadership?
Object of the article - the expression of self-leadership of students (the
Millennial generation) in two higher education institutions A and B in Lithuania.
Aim of the article - to analyse the impact of different teaching methods on the
expression of self-leadership.
Tasks of the article:
1. To examine the impact of teaching methods on the expression of self-
leadership from students’ point of view;
2. To analyse the impact of teaching methods on the expression of self-
leadership from teachers’ point of view;
3. To present recommendations for improvement of teaching methods
developing the self-leadership of students.

Theoretical background

Leadership is one of the most discussed topics in the social sciences (Bass,
1991; Avolio, Sosik, Jung, Berson, 2003; Bennis, 2007). The studies of leadership started
with the search of differences among leaders and the pursuit to explain the concept of
a leader (Galton, Eysenck, 1869). The subsequent studies intend to demonstrate how
individual characteristics, skills, personal properties affect the efficiency of a leader (e.g.,
Eagly, Karau, Makhijani, 1995; Judge, Bono, Ilies, Gerhardt, 2002; Judge, Colbert, Ilies,
2004; Mumford, Campion, Morgeson, 2007). The summary of scientific research leads
to the following conclusions: first, leadership is a universal multilevel phenomenon (in
all cultures and in all times); second, the theory and practice of leadership covers many
levels, therefore a detailed analysis is necessary; third, our perception of leaders and
leadership is infinite, i. e. a continuous scientific quest characterised by theories and
empirical studies on leaders of the new generation (Day, Antonakis, 2012).

Today special attention is paid to self-leadership, the significance of which
has undoubtedly increased in the recent years. Self-leadership is perceived as a
process, during which the influence is made on oneself in order to achieve own goals
(Bryant, Kazan, 2012). The concept of self-leadership evolved from the theory of self-
management and is associated with the impact on oneself (Manz, 1983, 1986, 1992;
Manz, Neck, 2004; Manz, Sims, 1990, 2001). Self-leadership is a broader concept of self-
efficacy, which involves strategies of behavioural self-regulation, self-control and self-
management, and additionally defines some cognitive strategies arisen from theories
of intrinsic motivation (Deci and Ryan, 1985), social cognitive theory (Bandura, 1977,
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1991, 1997) and psychology of positive cognition (Beck et al., 1979; Burns, 1980;

Seligman, 1991). According to Stewart et al. (1996), the mastery of self-leadership may

determine successful or unsuccessful activity of an employee and become a critical factor

reducing staff resistance to changes in an unstable environment of the organization.

Self-leadership helps to explain how people think and how they behave
following cognitive, motivational and behavioural theories (Kraft, 1998; Prussia at al.,
1998; Yun at al., 2006). Strategies of self-leadership are divided into three categories
(Manz, Neck, 2004; Manz, Sims, 2001; Houghton et al.,, 2003): behaviour-focused
strategies, natural reward strategies, and constructive thought pattern strategies. The
concept of learning and theoretical aspects of teaching methods must be considered
to properly eveluate teaching methods impact to self-leadership development.

P. F. Drucker (1993) defines the knowledge society as the society of learning
individuals and organizations generating and exploiting knowledge. The concept of
knowledge society describes the value of education (the better world, democracy, etc.)
and the purpose of learning, i. e. the improving and renewing entirety of abilities and
skills of each member of the society (to contemplate, to investigate one’s practices, to
predict and project the future, to cooperate).

The scientific research of the twentieth century allows to distinguish three
concepts of learning: behaviouristic, cognitive and humanistic. Based on theoretical
grounds, these concepts of learning differently treat the research object and differently
interpret the human nature.

*  Behaviourists treat learning (or mastering) as a change in the individual’s
behaviour, which can be enhanced by awards and penalties. According to P.
Sahlbergo (2005), behaviourists claim that it is impossible to study the process
of thinking and information processing of a learner as these processes cannot be
observed directly. Behaviourists would rather speak of good teaching, just like V.
Rajeckas (1999), instead of good learning. Behaviouristic methods are useful and
more often focused on the transfer of information - knowledge; they include such
methods as lecture, experiment.

* A more recent, cognitive, concept of learning evolved from problems unsolved
by behaviourists. It is based on the model of information processing employed in
cognitive psychology and perceives the individual as an active person seeking his
goals, receiving, processing and generating information. Hence, it can be stated
that learning involves a number of experiences, which are not always visible. P.
Sahlbergo (2005, p. 29) believes that cognitivists emphasize the fact that learning
begins when the learner observes his lack of knowledge. This school also basically
follows the humanistic conception of a human and sees the learner as a curious
individual, who seeks knowledge and has an aim. Cognitive methods include
reflection, the share of experience and similar methods, which help a man to learn
to control his decisions by observing himself and his way of thinking.

¢ The concept of humanistic learning is based on the key statements of humanistic
pedagogy and psychology, and focuses on the disclosure of natural abilities of an
individual and the development of an honest, free, responsible personality. The
underlying principle involves the acknowledgement of and respect to the value
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of each person, the personal freedom of choice and responsibility. According
to R. Grigaitiene (2004, p. 10), the primary purpose of humanistic school is not
only to provide knowledge but also to educate a person able to recognize another
individual. The higher education institution primarily has to help everyone to
understand oneself, to perceive one’s own identity, to find the purpose in life.
Hence, education must be focused on a man, it must help him to express himself
and become a better person. Humanistic methods are distinguished by the fact
that the process is based on the cooperation between the teacher and the student.
They are creating study objectives together, the student has more responsibility
for his results, while the teacher is focused on the student. Humanistic methods
include discussion, various projects, etc.

Based on historically formed educational trends, three groups of teaching
methods are distinguished:

1. informative (explanatory-illustrative-reproductive) - it is a system of
didactic actions and ways providing learners with and solidifying basic
knowledge in science, technology, manufacture, art and other subjects;

2. practical-operational. It involves activities organized by the teacher
employing the acquired knowledge. These techniques teach methods
of operation, and their effectiveness depends on the proper selection of
exercises, the formation of their system and the preparation of activity
instructions;

3. creative. The essence of these methods is to discover the new. Everything
that the learner independently discovers and accomplishes is considered
to be the new.

Productive learning requires various environmental factors such as the
effective organization of educational process, the variety of teaching and learning
methods. A. M. Juozaitis (2005, p. 163) indicates that learners” attention can be maintain
by the diversity of occupation, which can be achieved by changing work styles, applying
a variety of learning methods.

The relevance of teaching methods and their role was emphasized by both
foreign (e. g., N. L. Gage, D. C. Berliner (1994), E. Jensenas (1999), P. Ramsdenas (2000)
etal.) and Lithuanian scholars (J. Lauzikas (1974), S. Salkauskis (1992), V. Sernas (1995),
L. Jovai$a (1997), V. Rajeckas (1999) et al.). Teaching methods in the study process
constitute a system of students’ activity intended to take over the scientific knowledge,
to acquire theoretical and practical skills, to develop abilities, to shape the world-view.
Teaching methods are included in study programs of each subject. Methods can help
not only to convey the information but also to develop certain competences or skills
depending on the objectives to be achieved during the study process.
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Methodology of the research

Methodology of the research is grounded on the following theoretical

assumptions:

*  self-leadership is a process during which people influence themselves in
order to guide and motivate themselves to a certain activity (Houghton
et al.,, 2003, p. 126), assuming that the concept of self-leadership is
rooted in a number of interrelated theories of self-efficacy, i. e. self-
regulation (Kanfer, 1970; Carver, Scheier, 1981), self-control (Cautela,
1969; Mahoney and Arnkoff, 1978, 1979; Thoresen and Mahoney, 1974),
self-management (Andrasik and Heimberg, 1982; Luthans and Davis,
1979; Manz and Sims, 1980);

*  the construction approach emphasizes that learning is an active and
constructive process (Novak, 1998);

* learning is perceived as a social process, during which the learner
constructs meaning (Arends, 1998), or when learning is treated as a
natural and growing process, which is supposed to become a pleasant,
motivating activity ongoing throughout the human life (Longworth,
2000).

The research was conducted in January-February, in the year 2017. Three

main methods were used to conduct the research:

1. Written questionnaire survey. In order to analyse the impact of teaching methods
on the expression of self-leadership from students’ point of view, students
(the Millennial generation) of higher education institutions A and B were
surveyed. Survey sample: questionnaires were completed by 57 students (the
Millennial generation) of higher education institution A (50 in Lithuanian, 7
in English) and 58 students (the Millennial generation) of higher education
institution B (58 questionnaires in Lithuanian). Most students enrolled in colleges
and universities are members of the Millennial generation (Elam, Stratton, Gibson,
2007). Demographers Straus and Howe define Millennials as born between 1982-
2004 (Howe, Strauss, 2009; Horovitz, 2012). The Millennial generation of college
students has demographics and attitudes toward diversity issues different from
their predecessors (Broido, 2004). The research involved 80,4 % of women and 19,6 %
of men. The distribution of respondents by age: the largest share of respondents
involved students between 18-20 years old (50%), between 21-25 years old - 37%,
between 26-30 - 10 %, and only 3% of respondents over 30 years old. The research
involved respondents holding different positions in the organizational structure:
employers / business owners comprised 1% of all respondents, the top and mid-
level executives - 1%, professionals and the staff - 3%, workers and technicians
- 9,58 %, and unemployed - 71,28 %.

2. Semi-structured interviews with teachers teaching students of different study
programs in higher education institutions A and B. The informants were selected
taking into account their period of service in higher education institutions A
and B, their positions held, the specificities of work, in order to obtain as much
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information as possible on the research subject. The research involved 8 teachers:
3 from higher education institution A and 5 from higher education institution B.
Interviews were conducted in higher education institutions A and B. The average
length of interview was from 15 min. to 40 min. The informants participated in
the research voluntarily. They were informed about the nature of the research
and the compliance with the principles of research ethics. They gave an oral
consent to participate in the interview. The respondents were informed about the
ensured confidentially and anonymity of the information provider.

3. Analysis of documents of higher education institutions A and B (subject descriptions
of study programs).

The following research instruments were employed:

Written questionnaire survey. To assess the self-leadership, Neck and
Houghton’s (2002) revised self-leadership questionnaire (RSLQ) was employed. The
questionnaire consisted of 3 individual blocks covering 45 questions. The initial 8
questions were social-demographical intending to find out the respondents’ age,
sex, higher education institution, form of study, year of study, group size and the
respondents’ position in the organization system; the subsequent 35 questions reflected
the three main strategies of self-leadership, i. e. behaviour-focused, natural reward
and constructive thought dimensions. The behaviour-focused dimension was reflected
by a set of questions covering self-goal setting, self-rewarding, self-punishment,
self-observation and self-cueing. The natural reward dimension consisted of a set
of questions focusing on natural endowment. The constructive thought dimension
consisted of a set of questions on successful visualization, talking to oneself, assessment
of beliefs and attitudes. The final two questions were designated to assess the impact
of teaching methods on self-leadership.

To determine the reliability of the research, Cronbach’s alpha coefficient
was calculated. According to George, Mallery, Kronbacho alpha coefficient strength
is (Gliem R., Gliem J., 2003): > 0,9 - perfect, > 0,8 - strong, > 0,7 - acceptable, > 0,6 -
questionable, > 0,5 - low, < 0,5 - unacceptable. In the present research, the total strength
of Cronbach’s alpha coefficient for self-leadership was 0,924, which demonstrated
that the reliability of data was strong and almost reached the ideal.

During the research, the data were obtained by SPSS program.

Semi-structured interviews with teachers teaching students of different study
programs in higher education institutions A and B were conducted according to the
questionnaire developed by the researchers. The questionnaire consisted of 9 questions:
teachers were asked to describe a student with self-leadership qualities; to assess self-
leadership qualities of students from study programs falling within the fields of social
sciences and technologies; to distinguish the most important factors for a student to
develop self-leadership in the study process and to discuss teaching methods applied
to develop the self-leadership of students.
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Results and Debate

The impact of teaching methods on the expression of self-leadership from the
students’ point of view. The research results reflecting the extent to which the strategies
of self-leadership (behaviour-focused, natural reward and constructive thought) are
mastered, demonstrate that, according to respondents, the strategy dimensions of self-
leadership are not fully mastered in both higher education institutions. The average of
mastering the behaviour-focused strategy comprises 2,27 points in higher education
school A and 2,14 points in higher education school B out of five possible, although it
is not a high rate. This dimension has a significant importance to self-leadership as it
consists of more than a half of components indicating the strength of self-leadership.
The self-goal setting is associated with the purposefulness, the adequate solution of
problems as it is much easier to act with clear objectives (the average of 2,11 points
in higher education institution A and 2,14 points in higher education institution B).
Self-observation (the average of 2,29 points in higher education institution A and 2,08
points in higher education institution B) indicates that thoughts, intentions, wishes, the
inner-self are analysed, and this process helps to know oneself better. The skills of self-
rewarding (the average of 2,48 points in higher education institution A and 2,37 points
in higher education institution B) emphasize that, after having fulfilled the task well,
respondents reward themselves with something pleasurable and enjoyable for them
such as a good movie, a delicious lunch, etc. It is a kind of gratitude to oneself and an
incentive to proceed. The average of self-cueing dimension (the average of 2,23 points
in higher education institution A and 1,91 points in higher education institution B) is
not very high, which means that written notes supposed to remind what to perform
in order to focus on relevant subjects, are not considered to be highly important. Self-
punishment occupies the lowest position in the group of behaviour-focused skills
(the average of 2,30 points in higher education institution A and 2,11 points in higher
education institution B). It may be assumed that respondents are less likely to admit
their mistakes, to openly express their dissatisfaction with themselves after fulfilling
the task, which is highly important when taking other tasks and correcting one’s own
mistakes.

The average of mastering natural reward strategy is similar to the behaviour-
focused strategy (the average of 2, 28 points in higher education institution A and 2,17
points in higher education institution B), and it reveals that when fulfilling tasks, it is
not very important for respondents to focus on pleasurable aspects of the task, to search
for something enjoyable in one’s activities and, in case of the possibility of choice, to
choose more pleasurable ways to perform certain actions.

The average of mastering constructive thought strategy is the lowest (the
average of 2,19 points in higher education institution A and 2,03 points in higher
education institution B) out of all three dimensions. The dimension of successful
visualization while performing the work is the highest in higher education institution
A (2, 23 points). Hence, respondents understand that in order to successfully perform
the activity, it is useful to imagine the task beforehand and to perform it in one’s mind.
The dimension of talking to oneself was the lowest in higher education institution B
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(the average of 1, 91 points). According to respondents, such skills are the least
appreciated, although sometimes talking to oneself aloud or mentally may help to solve
a complex question or issue.

All three strategies of self-leadership are more strongly expressed in higher
education institution A. The additional ANOVA analysis revealed that averages
between higher education institutions do not significantly differ (see Table 1).

Table 1. Summary of ANOVA process on mastering the strategies of self-leadership by higher
education institutions

Criteria Average SN | Group Average | SN | Group
Assessment
of beliefs and 214 + | 0.68 a 213 | £]0.75 a
attitudes
Talking to oneself 218 + | 1.01 a 191 | £ 0.99 a
Foeusonnatural | 556 | 4 fo73 | a4 | 217 [+|064| a
endowment
Self-cueing 2.23 £ | 1.22 a 191 | £ | 091 a
Self-rewarding 2.48 + | 1.06 a 237 | | 116 a
Self-punishment 2.30 + | 0.86 a 211 | £ 0.88 a
Self-observation 2.29 £ | 077 a 2.08 | | 0.65 a
Self-goal setting 211 + | 0.85 a 214 | + | 0.64 a
Successful
visualization 223 |+ |o77| a | 203 [+]|o06s| a
while performing
works

Source: composed by the authors according to the data obtained during the research

The analogous analysis was conducted distinguishing average points by
study programs falling within the fields of social sciences and technologies. The average
of behaviour-focused strategy comprised 2,02 points in study programs falling within
the field of social sciences and 2,23 points in study programs attributable to the field of
technologies out of five possible, although it is not a high rate. The average of mastering
natural reward strategy comprised 2, 13 points in study programs falling within the
field of social sciences and 2, 23 points in study programs attributable to the field of
technologies, which revealed that it was not very important for respondents to focus
on pleasurable aspects of the task, to search for something enjoyable in one’s activities
and, in case of the possibility of choice, to choose more pleasurable ways to perform
certain actions.

The top rated self-rewarding skills (2,35 points in study programs falling
within the field of social sciences and 2,52 points in study programs attributable to the
field of technologies) stress that self-rewarding is one of the most expressed instruments
of self-motivation. The lowest average of 1, 88 points was attributed to the skills of self-
cueing in the study programs falling within the field of social sciences.
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To sum up, it can be stated that there are more differences in averages
between fields of sciences rather than between higher education institutions. All three
strategies of self-leadership are more strongly expressed in study programs attributable
to the field of technologies.

Table 2 reveals that averages significantly differ between fields of sciences
taking into account relevant leadership dimensions / features: self-cueing, self-
observation and successful visualization while performing works. These dimensions of
self-leadership are more strongly expressed in study programs attributable to the field
of technologies.

Table 2. Summary of ANOVA process on mastering the strategies of self-leadership by study
programs falling within the fields of social sciences and technologies

Criteria Average SN | Group | Average | SN | Group
Assessment of beliefs
and attitudes 212 | £ | 0.72 a 215 | = | 072 a
Talking to oneself 190 | £ | 1.03 a 223 | + | 096 a
Foeus on natural 213 + |069| a [234]+ [o6s| a
endowment
Self-cueing 188 | £ | 095 a 232 | + | 119 b
Self-rewarding 235 | £ | 112 a 252 | = | 1.09 a
Self-punishment 207 | £ | 079 a 238 | £ 095 a
Self-observation 206 | £ | 0.66 a 235 | = | 077 b
Self-goal setting 208 | £ | 0.67 a 219 | = | 084 a
Successful
visualization while 201 | £ | 0.65 a 228 | + |0.80 b
performing works

Source: composed by the authors according to the data obtained during the research

The correlation analysis clearly reveals that leadership dimensions / qualities
arerelated, i. e. with some features developing, others are also automatically developing,
or vice versa. A strong correlation exists between the focus on natural endowment and
the assessment of beliefs and attitudes. The correlation analysis of leadership qualities
demonstrates the importance of development of a leader as a versatile personality.
The relation is highlighted in the correlation analysis of leadership qualities in 3 levels
(table 3). A very strong relation exists between constructive thought and behaviour-
focused strategies of self-leadership, relations among other strategies are also rather
strong.
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Table 3. Correlation analysis of leadership qualities (3 levels)

Constructive Natural reward Behaviour-
thought focused
Constructive thought 1.000 .649%* 776%*
Natural reward .649** 1.000 .652*%*
Behaviour-focused 776** .652** 1.000

Source: composed by the authors according to the data obtained during the research

Students of study programs falling within the fields of social sciences indicate
operational methods as the most important for the development of self-leadership (p
= 0.031), while students of study programs attributable to the field of technologies
consider informative methods to be the most important for the development of self-
leadership (p=0.019). Creative methods are equally important to both fields of science
(p = 0.460). The research reveals that informative methods are more frequently applied
by students of study programs attributable to the field of technologies (p=0.000),
while the application of operational and creative methods does not statistically differ
(p=0.203 and p=0.934). In both higher education institutions, creative methods were
distinguished as the most important teaching methods for the development of self-
leadership, however, their application was the lowest in higher education institution
A. In higher education institution B, informative methods were the most rarely used.
It was also confirmed by additionally conducted ANOVA analysis (p = 0.024). The
assessment of application of teaching methods for the development of self-leadership
revealed that the average of informative methods also clearly differed statistically
(p=0.000).

Summarising the impact of teaching methods on the expression of self-
leadership from the students” point of view, it can be concluded that the expression of
self-leadership slightly differs between higher education institutions, a more obvious
difference is observed between study programs falling within the fields of social
sciences and technologies. The significance of teaching methods for the development
of self-leadership differs between fields of science: there is a statistically significant
difference between operational and informative methods (p=0.031 and p=0.019). By
the higher education institution, there is a difference only between the significance
of operational methods (p=0.024). The importance and application of informative
methods differ both by the field of science and by the higher education institution
(p=0.000).

The impact of teaching methods on the expression of self-leadership from
the teachers’ point of view. Primarily, during the interviews, teachers of higher
education institutions A and B were asked to describe a student with self-leadership
qualities. Teachers pointed out that such a student is active, enterprising, inquisitive,
self-confident, able to organize the group work, purposeful, disciplined, sociable and
adventurous.

The interviews aimed at clarifying whether self-leadership qualities differed
between students from study programs falling within the fields of social sciences and
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technologies. Most of the teachers argued that there were no substantial differences
(A2: “I don’t think so. Self-leadership properties are universal, I don’t think they depend on
the context in which they occur”; A3: “I believe that there is a difference only between type
of activities (areas), where a person works, however, self-leadership qualities are basically
similar”; B3: “I noticed no differences because 1 believe that fields of science have no effect on
self-leadership, it is only a space for operation”; B5: “There are no differences, personally, I have
not noticed any”).

The interviews revealed that self-leadership had a positive impact on
learning outcomes or was partially related to better learning outcomes. As shown in
Table 4, student’s personal goals, purpose, self-motivation, practice of group work and
teacher’s personality constitute the most important aspects for the student to develop
self-leadership.

Table 4. Relation between self-leadership and learning outcomes

Category Subcategory Supporting statements

Relation Learning outcomes are | Al: “Most commonly, leaders are active in social
between self- | adversely affected by activities of students” organizations, therefore for
leadership a diversity of activities | most of them learning outcomes are adversely
and learning (negative impact) affected. Very few of them are good learners and
outcomes progressive students”.

Self-leadership has
a positive impact on
learning outcomes

A2: “In general, there should be a positive
correlation between leadership and better learning
outcomes ...”

A3: “The impact is considerable as the developed
self-leadership makes it faster to achieve study
outcomes”.

B4: “A student with self-leadership qualities is a
decent student, whom usually it is a pleasure to
work with, who is curious, communicative, most
commonly his learning outcomes are better”.

B5: “Learning outcomes largely depend on self-
leadership as a person, who cannot control oneself,
has no aims or a plan how to achieve them, and
makes no effort to achieve them, cannot and does
not achieve good learning outcomes”.

Self-leadership is
partially related with
learning outcomes

B1: “I only partially relate self-leadership with
learning outcomes as a student with excellent
learning outcomes is not always a leader. However,
I'have not met any leader whose learning outcomes
were negative...”

B2: “In social sciences, it has more to do with study
results of subjects...”

B3: “...a student with self-leadership qualities will
put more effort to achieve good learning outcomes
as they will be a certain goal or aspiration for him/
her...”

There is no direct
relation between
self-leadership and
learning outcomes

B3: “I see no direct relation. Learning outcomes
are not formulated by the student. If they were
formulated by the student himself/herself, certain
connections could be discerned.

Source: composed by the authors according to the data obtained during the research
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Where necessary, however, not very enjoyable tasks are performed
(behaviour-focused strategy), usually applied teaching methods include case analysis
and discussion (A3: “... discussion, case analysis...”; B1: “Case analysis, discussion, theoretical
questions...”; B5: “...situation analysis...”), project work (A1: “... defence of projects...”).
In this case, teachers attempt to provide students with basic knowledge required to
perform the task (A2: “I try not to give “unenjoyable” tasks. When I give complicated tasks,
I make sure that students had basic knowledge”; B3: “I choose teaching methods according
to the task purpose, rather than according to the degree of enjoyment or unenjoyment of the
task. [...] If the task is unenjoyable, it requires more explanation and justification”), to present
the task as amusingly as possible (B4: “I attempt to turn all “unpleasant” tasks into
“pleasant” ones presenting various examples thus engaging students in the relevant subject”;
A2: “I believe that interesting tasks naturally motivate with their relevance and importance”)
or to motive to engage into it (A2: “I motivate with evaluation, career opportunities...”).

In order to reveal the aspects of an enjoyable task and to motive students
to perform it (natural reward strategy), usually creative teaching methods are applied
(A1: “Problem-based tasks, workshops...”; B1: “A mind map, brainstorming, group work,
practical (playful) tasks”; B3: “Active teaching methods...”; B4: “Playing techniques, the
use of video, creative tasks, problem-based tasks...” ; B5: “Lecture - excursion, lecture - event
organized by students themselves”.

Such teaching methods as discussion, case analysis, problem-based tasks,
creative tasks mostly help to shape students’ thinking models, which have a positive
impact on the intended activity (constructive thought strategy) (Al: Discussions,
projects, written and laboratory works, solving challenges ...”; A2: “Discussion as a method
develops all aspects of constructive thinking: the ability to present and justify arguments,
as well as to assess presented arguments, to seek for counter-arguments”; B2: “Debate,
discussion...”; A3: “...debate, case analysis...”; B1: “Case analysis, practical - creative
tasks...”; B4: “Playing techniques, the use of video, creative tasks...”).

Teaching methods applied by teachers depend on the specifics of the
taught subject (B2: “It’s the specifics of the subject...”), the size of the group of students (A2:
“The applied methods depend on both the taught subject and the size of the group of students.
I believe that the methods I choose help to achieve the intended learning outcomes”), the
readiness of the group to apply the selected method (B5: “The vast majority of students
fail to properly prepare for the debate or the role play, are lazy to read, cannot express their
thoughts and would rather listen”), and the field of study (B5: In the Faculty of Technology
I use less different methods than in the Faculty of Social Sciences. Students of technological
specialties are less inclined to speak, they are more likely to work independently”). During
the interviews, teachers distinguished the following most commonly applied teaching
methods: case analysis, group work, discussion, consultation seminar, lecture, exercise,
project, seminar, presentations prepared by the students.

Out of all creative methods, teachers of higher education institution A
usually apply projects, group work and case analysis, while teachers of higher
education institution B pay most of their attention to case analysis and problem-
based tasks. Out of all informative methods, teachers of higher education institution
A usually apply discussion, consultation seminar and lectures, while teachers of higher
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education institution B pay most of their attention to lectures and discussions. Out
of all operational methods, teachers of higher education institution A usually apply
workshop and simulation, while teachers of higher education institution B pay most of
their attention only to workshops. Teachers of higher education institution A believe
that the most important methods for the development of self-leadership include
discussion, guest speakers, group work, problem-based tasks, creative workshops,
presentations prepared by the students, while teachers of higher education institution
B distinguish discussion, group work, debate, problem-based tasks and projects as the
most important methods for the development of self-leadership.

In summary, it can be concluded that teachers of higher education institution
A pay more attention to informative teaching methods and more efficiently employ
resources from the environment, while teachers of higher education institution B pay
more attention to case analysis and problem-based tasks.

Conclusion

1. The assessment of the impact of teaching methods on the expression of
self-leadership from the students” point of view reveals that the strategy dimensions of
self-leadership are not fully mastered in both higher education institutions. All three
strategies of self-leadership are more strongly expressed in higher education institution
A. The top rated self-rewarding skills stress that self-rewarding is one of the most
expressed instruments of self-motivation. The skills of self-cueing were lowest rated
in the study programs falling within the field of social sciences. All three strategies of
self-leadership were more strongly expressed in study programs attributable to the
field of technologies.

Averages significantly differ between fields of science taking into account
relevant leadership dimensions / qualities: self-cueing, self-observation and successful
visualization while performing works. These dimensions of self-leadership are more
strongly expressed in study programs attributable to the field of technologies. The
correlation analysis clearly reveals that leadership dimensions / qualities are related,
i. e. with some features developing, others are also automatically developing, or vice
versa. A strong correlation exists between the focus on natural endowment and the
assessment of beliefs and attitudes. The correlation analysis of leadership features
demonstrates the importance of development of a leader as a versatile personality.
A very strong relation exists between constructive thought and behaviour-focused
strategies of self-leadership, relations among other strategies are also rather strong.

Students of study programs falling within the fields of social sciences indicate
operational methods as the most important for the development of self-leadership,
while students of study programs attributable to the field of technologies consider
informative methods to be the most important for the development of self-leadership.
Creative methods are equally important to both fields of study.
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Informative methods are more frequently applied by students of study
programs attributable to the field of technologies, while the application of operational
and creative methods does not statistically differ.

In both higher education institutions, students distinguished creative
methods as the most important teaching methods for the development of self-
leadership, however, their application was the lowest in higher education institution A.
In higher education institution B, informative methods were the most rarely used. The
significance of teaching methods for the development of self-leadership differs between
fields of science: there is a statistically significant difference between operational and
informative methods. By the higher education institution, there is a difference only
between the significance of operational methods. The importance and application of
informative methods differ both by the field of science and by the higher education
institution.

2. The analysis of the impact of teaching methods on the expression of self-
leadership from the teachers’ point of view reveals that teachers describe a student
with self-leadership qualities as active, enterprising, inquisitive, self-confident, able
to organize the group work, purposeful, disciplined, sociable and adventurous. Self-
leadership has a positive impact on learning outcomes or is partially related to better
learning outcomes. Student’s personal goals, purpose, self-motivation, practice of
group work and teacher’s personality constitute the most important aspects for the
student to develop self-leadership. Where necessary, however, not very enjoyable
tasks are performed (behaviour-focused strategy), usually applied teaching methods
include case analysis and discussion. In this case, teachers attempt to provide students
with basic knowledge required to perform the task, to present the task as amusingly as
possible, or to motive to engage into it. In order to reveal the aspects of an enjoyable
task and to motive students to perform it (natural reward strategy), usually creative
teaching methods are applied. Such teaching methods as discussion, case analysis,
problem-based tasks, creative tasks mostly help to shape students” thinking models,
which have a positive impact on the intended activity (constructive thought strategy).
Teaching methods applied by teachers depend on the specifics of the taught subject, the
size of the group of students, the readiness of the group to apply the selected method,
and the field of study. During the interviews, teachers distinguished the following
most commonly applied teaching methods: case analysis, group work, discussion,
consultation seminar, lecture, exercise, project, seminar, presentations prepared by the
students. Teachers of higher education institution A believe that the most important
methods for the development of self-leadership include discussion, guest speakers,
group work, problem-based tasks, creative workshops, presentations prepared by
the students, while teachers of higher education institution B distinguish discussion,
group work, debate, problem-based tasks and projects as the most important methods
for the development of self-leadership. In summary, it can be concluded that teachers
of higher education institution A pay more attention to informative teaching methods
and more efficiently employ resources from the environment, while teachers of
higher education institution B pay more attention to case analysis and problem-based
tasks.
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3. The following recommendations for the improvement of teaching methods

developing the self-leadership of students can be made:

*  Since the strategy dimensions of self-leadership are not fully mastered in
both higher education institutions, it is necessary to pay more attention
to this area;

* In study programs falling within the field of social sciences, more
attention should be paid to the application of operational methods
developing self-leadership;

*  Where necessary, however, not very enjoyable tasks are performed
(behaviour-focused strategy), it is advisable to apply creative teaching
methods;

*  Such teaching methods as discussion, case analysis, problem-based
tasks, creative tasks mostly help to shape students’ thinking models,
which have a positive impact on the intended activity (constructive
thought strategy);

In both higher education institutions, it is advisable to apply creative methods

as the most important methods for the development of self-leadership.
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Abstract

The paper discusses the problem of strategic management in new global
economy in the Czech Republic. The authors deal with the fact that the process of global
interconnection of processes on a European and global scale requires the synthesis
of classical approaches with new knowledge especially in the area of corporate
governance and corporate strategy. The theory defines globalization processes and their
impacts on the corporate environment, processes and decision making, characteristics
of factors and processes influencing the corporate strategies. In a large sample of
enterprises from the Czech Republic, the paper analyses the current situation of
strategic management classified by sectors and size, including their scope of activities
(local, national, global). The conclusion of the paper discusses the results of the
research, the emerging trends that are applied to the corporate strategy as indicated
by the research.

Key words: globalization, business strategy, new economy, strategic methods.
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Introduction

The managers of corporate businesses, mostly at the top-level, keep
highlighting a growing discrepancy between the process of strategic management and
the changes taking place in the external environment. It is possible to say that Czech
companies have reached the milestone of their further development. It is necessary
to change both the inner corporate architecture and the actual process of strategic
management and decision-making.

Both, the professional community and the public have discussed the question

whether the process of unification and interconnection of the world economic system is
still taking place in the originally defined framework, or whether we are witnessing a
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new regrouping, defining a new global economic system. The arrangement of the global
and European business ring, its concentration into new global and regional centres
suggests that this process has already begun and it i growing stronger (Newbert, 2007,
Armstrong a Shimizu, 2007, Greenspaen, 2008, Carr, Collis, 2011, Soukup a kol., 2015,
Atkinson, 2016, Verbeke, Asmussen, 2016).

The following authors have gradually developed the attitude to glabalization
process and its impact on business environment (Madison, (2001), Cavanagh, Anderson,
S. (2002), Robinson, (2002), Kinslingerové, Novy, (2005), Ghobadian, O'Regan, Thomas,
Liu, J. (2008). Ambrosini a Bowman, (2009). Smith, Binns a Tushman, 2010, Soukup
(2015), Atkinson (2016) and others. All the above mentioned authors share a similar
definition of the globalization process (the existence of a process of globalization, impacts
on the corporate environment, the emergence of new economic centres such as China,
Japan and India, etc.); however, they differ in defining the content, effects, impacts
and at last but not least in the possibilities of further development). Bertucci a Alberti
(2003) define the process as a process of increasing the interdependence of markets
and national economies, caused by the high dynamics of commodity trading, capital,
services and the transfer of technology and know-how. By Kislingerova and Novy
(2005), globalization is the process of integrating society at a global level, which newly
covers national, regional and local systems. Wolf (2006) emphasises that interconnecting
the global economy has the effect that producers cease to be protected by geographical
distance if they do not work efficiently and with sufficient speed in innovations
also reported by Baldwin, von Hippel (2011). Rolny, Lacina (2008) see the danger of
corruption and unethical behaviour of the corporate environment and the suppliers.
Soukup and others (2015) specifies the processes of contemporary globalization as
interrelated technological (technical), economic, social and political spheres. The
technological aspect of globalization is expressed as the knowledge economy. Atkinson
(2016) recommends ambitious measures in five areas: technology, employment, social
security, capital sharing and taxation. Greenspan (2008) describes the general principles
of economic growth, compares particular facts in the economies of all major countries
and regions of the world, and explains where the lines of globalization are heading.
Cihelkové (2011) and others notice three other concepts in connection zo globalization,
in which globalization is in some kind of superiority. They mean internationalization
(business activity resulting from the production process within the national economy),
transnationalization (international trade with a closed national production process) and
integration, addressing the issues of the functional and institutional organization of
both the corporate and the supra-business sphere. The process of globalization and
its related effects greatly affect the business environment and their behaviour. This is
boosted by the fact that businesses have long been operating in a discontinuous and
turbulent environment (Drucker, 1999), meaning an unpredictable, ever-changing and
irregular environment.

The most common trends influencing the corporate environment and the
strategy desing and implementation is further discussed by Tellis (1989), Drucker
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(1999), Kotler (2001). The demand for flexible decision-making, the acceleration of
information flows and the use of modern information technologies is a requirement
for modern business management. A major change in strategic direction is related to
Porter’s publications (1994, 2004), who says that business strategy is not dependent on
the ability to anticipate change, the broad idea of which groups of customers and what
needs will be strong in the next three and five years is more important. At the same
time, he admits that good analysis is essential, but it is not, in his opinion, reasonable
to create a business strategy in advance, as the company’s path to finding a really good
strategy can take several years. By Porter, there are five forces in a model as the most
important part of a working strategy. The characteristics of the five forces and their
relation is important as well as the analysis of the value chain, both for a sector and for
a particular enterprise (Porter in Magretta, 2012).

The difference between the analytic approach and strategy design is
described by Duggan (2007). As Ketkovsky and Vykypél (2006) notice, the strategic
situational analysis or the assessment of the factors of the company’s surroundings is a
prerequisite for successful strategic decisions of managers is, i.e. the requirements and
changes in the behaviour of customers, competitors, suppliers, but also the development
of macroeconomic factors including the characteristics of internal company resources.
A similar opinion with minor differences in defining different environments is
expressed by a number of authors such as Collis, Rukstad, 2008, Dedouchovou (2001),
Kislingerovou a Nového (2005), Frynase a Mellahia (2011), Gintera, Duncana a Swayna,
(2013). By Jakubikova (2008), strategic situational analysis is a comprehensive approach
necessary to capture significant factors influencing the company’s activities in a context.
Sedlackova (2000) highlights the role of SA in strategic planning and decision-making
at the top management level. She emphasizes the individual strategic methods of the
business environment and its internal resources, which are involved in the creation of
business potential. In her publications, focuses on strategic analysis, she describes the
relations between strategy, organizational structure and business management system,
and she also deals with the conflict of interests in the design and implementation.
Authors define SA as a tool to protect business strategy based on the knowledge of
its internal potential, possibilities and limits of its further development, taking into
account the influences of the intermediate environment and the external environment.

Based on available reference, it is possible to assume that it is useful to use
analytical methods in the strategic management of companies, and when formulating
a functional strategy; however, it is important to take their structure and contents
into account, since some of them are not universal in nature and cannot therefore be
used universally. Other analyzes should be an additional tool of an enterprise-wide
strategy.
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Material and methods

The research was done in a sample of 461 enterprise from the Czech
Republic; of the total, there were 109 micro-enterprises, 140 small enterprises (to 50
employees), 124 medium-sized enterprises (to 250 employees) and 83 enterprises
with more than 250 employees. There were also 5 enterprises of mixed character
(manufacturing, services and the primary sector). The most common occurrence of
small and medium enterprises in the sample corresponds to the structure of economic
entities in the Czech Republic, which is characterized by a large number of small
and medium-sized enterprises. The enterprises were further classified by different
industry sectors of the Czech Republic (excluding the quaternary sector), as production
and industrial (188 enterprises), services (256 enterprises) and primary sector (14
enterprises) and by their scope as regional (194), national (126) or global (141)
enterprises.

To perform the analysis, we used Pearson’s chi-square test to assess the
dependency of variables. In case of their dependence, the Cramer coefficient of

contingency is determined

Formula 1: Pearson’s chi-square test of independence

ny )2
- Mij— €;5)°
x2 = Z i~ €ij)"
e. -
i=1 j=1 =
if:
X2 chi-square Xi  empirical frequencies (real)

Npi theoretical frequencies (expected)

Two hypotheses are assumed - null (H0) and alternative (HA). HO supposes
there is no dependency between the variables and HA supposes there is a dependency.
The assessment criterion to verify or reject the hypothesis is p-value of the <0.1>
interval. If the resulting p-value [ (1 (at a specified level of significance 1 = 0.05),
HA will be confirmed. If the dependence between the selected characters is proved,
Cramer’s contingency coefficient (V), which indicates the degree of dependence of the
variables, will be carried out as a complementary calculation.

Formula 2: Cramer’s contingency coefficient

z
= (_=

\Il ns{g—1)

X2 chi-square n  number of respondents
q  number of columns
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The research itself focused on three research questions:

1. Does the formulation of an enterprise strategy depend on size categorization,
sectoral differentiation and scope of the sample enterprises?
HO: The formulation of an enterprise strategy depends on size categorization,
sectoral differentiation and scope of the sample enterprises.
HA: The formulation of an enterprise strategy does not depend on size
categorization, sectoral differentiation and scope of the sample enterprises.

2. Isit possible to indicate the dependence of internal and external strategic analyzes
on size categorization, sectoral differentiation and scope of tested enterprises?
HO: Internal and external strategic analyzes do not depend on size categorization,
sectoral differentiation and scope of the sample enterprises.
HA: Internal and external strategic analyzes depend on size categorization, sectoral
differentiation and scope of the sample enterprises.

3. Which activities (value-creating and secondary) affect the profitability of the
tested enterprises in terms of the sectoral differentiation?

The third research question was analyzed using the dimensional reduction
method, which extracts the information from the multidimensional data into a smaller
number of variables (Cook, 1998), (Cook, R. D., & Lee, H. (1999), (Chiaromonte, Cook
and Li (2002).

Dr(formula = HV ~ VSTUPLOG + VYROBA + VYSTUPLOG + MARK +
SERVIS + NAKUP + VIR + RLZ + PINF, data = method = “sir”)

Variables expressing the value potential of enterprises (value-creation and secondary
activities):

HV-profit/loss, VSTUPLOG-input logistics, VYROBA-production, VYSTUPLOG-
output logistics, MARK-marketing and sales, SERVIS-customer service, NAKUP-material
purchase, VIR- Science and technology development, RLZ-Human Resource Management,
PINF-enterprise infra-structure

Results and discussion

Table 1: Developing strategic goals in the corporate sphere based on size of an enterprise

Existence of corporate strategy

Size of an enterprise no yes In total
small enterprise (less than 50 employees) 82 58 140
micro-enterprise (less than 10 employees) 80 34 114
medium enterprise (50-249 employees) 50 76 126
large enterprise (250+ employees) 13 70 83
In total 225 238 463

Source: authors
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p-value = 0.0000000000000199 V = 0.3784

Table 2: Developing strategic goals in the corporate sphere based on sectors

Existence of corporate strategy

Sectors no yes In total
primary sector 8 6 14
services 136 120 256
manufacturing and industry 81 112 193
In total 225 238 463

Source: authors
p-value = 0.1343

Table 3: Developing strategic goals in the corporate sphere based on the scope

Existence of corporate strategy

Scope no yes | Intotal
A global enterprise 47 97 144
A national enterprise 65 63 128
A regional enterprise 113 78 190
In total 225 | 238 463

Source: authors
p-value = 0.00000976 V =0.2223

Based on the analyses performed and the statistical evaluation (see Table 1, 2,
3), the dependence of the company strategy on the size category of the enterprise and
its scope (local, regional, national and global) was proved. On the other hand, it was
not proved in sectoral differentiation.

Regarding the size of enterprises, we confirmed the assumption that the
larger enterprise, the better level of it strategic management and development. Similar
reason applies in case of different scopes. The broader scope, the better is the level of
corporate strategy.

Enterprises with a Czech ownership show a tighter dependence compared
to those enterprises (subsidiaries) which management is from abroad and the overall
corporate strategy is naturally set. The fact that the dependence of the business strategy
on the business sector has not been demonstrated indicates the general nature and need
for strategic management of enterprises, and that changes, occurring in the external
environment of enterprises, affect all sectors of the national economy, although with
varying intensity and frequency.
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The results of the testing of the dependence of internal and external analyses
on size categorization, sectoral differentiation and scope of the tested enterprises are
shown in tables 4 and 5.

Table 4: Dependence of internal analyses on size categorization, sectoral differentiation and
scope of the tested enterprises.

Analysis Sectoral difference | Size of enterprise Scope
P.value p-value p-value

SWOT analysis 0.8921 0.4663 0.4305

Portfolio analysis 0.3586 0.8461 0.1377

Analysis of

internal enterprise 0,3162 0.4976 0.5966

resources

Key success 0.9874 0.1927 0.2976

factors

Analysis

of internal 0.3086 0.4195 0.9636

competitiveness

BCG matrix 0.871 0.4078 0.9106

Value chain 0.008428 0.1927 0.6386

analysis

SPACE analysis 0.913 0.3004 0.887

Analysis of high 0.6613 0.9451 0.3936

profile business

GE Model 0.6139 0.7167 0.5219

Source: authors

Table 5: Dependence of external analyses on size categorization, sectoral differentiation and
scope of the tested enterprises.

Analysis Sectoral difference | Size of enterprise Scope
P.value p-value p-value

Competitors 0.6514 0.1242 0.5069

analysis

Porter’s five forces 0.7713 0.671 0.6984

analysis

STEP analysis 0.8112 0.3615 0.1917

Strategic mapping 0.198 0.437 0.7463
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Scenarios
(predictions of
the enterprise’s 0.429 0.6221 0.8786
external
environment)

Analysis
of industry 0.1391 0.8971 0.903
attractiveness

Analysis of
the economic

. 0.935 0.7879 0.2913
characteristics of
the sector
Stakeholder 0.8808 0.04944 0.9808
analysis
Analysis of the
life cycle of the 0.5083 0.4595 0.1912
sector
Analysis of the
driving forces in 0.4083 0.01219 0.09801
the sector
Strategy clock 0.8145 0.3031 0.2803

Source: authors

Regarding internal analyses, the dependency was proved in sectoral
differentiation only, in particular in the value chain analysis. Such result should be
seen as the most important and of the highest priority for the research. It is in line with
current research of M. Porter, in which the analysis of the value chain is considered as
one of the decisive methods in formulating the corporate strategy in the future together
with the analysis of competition in the sector - Porter’s model of five forces.

Also, the authors” assumption of the sectoral characteristics of the value
chain, and its universality, has been confirmed, the general validity of which did
not prove dependence on the size categorization or on the scope of the companies.
However, the authors of the article agree with this view, but at the same time they
believe that other analytical methods are also based on the situational analysis, but it
is necessary to modify and innovate in the light of changes taking place in the external
environment of enterprises.

Regarding the external analyses, a dependency was also found in sectoral

differentiation only, in particular in analyses of stakeholders and the driving forces
in the sector. This result also confirms the increasing importance of value orientation
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in the formulation of corporate strategies and the creation of corporate production
potential.

In relation to the results of the importance of different methods in designing
corporate strategies, value-creating and secondary activities were tested by their
influence to profit of enterprises in different sectors (a sectoral nature of the value
chain). We used the method of dimensional reduction. Its results are shown in table 6.

Table 6: Influence of value-creating and secondary activities to the profitability of sample
enterprises based on sectoral differentiation of enterprises

Dirl Dirl Dirl

Services Manufacturing Primary sector
Input logistics -0.25018 0.46983 -0.27304
Production/ 0.28829 0.12189 0.08532
services
Output logistics 0.21485 -0.21121 0.03413
Marketing and 0.51556 0.02312 0.58020
sales
Customer service 0.41392 -0.05822 -0.30717
Purchase 0.49602 -0.41119 0.30717
Science and
technology 0.31494 0.62247 -0.56314
development
Human Resource -0.06629 0.37053 -0.27304
Management
Enterprise infra- -0.14621 0.14844 ;
structure

Source: authors

We repeatedly confirmed the sectoral differentiation in the sample activities,
with the most important differentiation to manufacturing enterprises, services and
primary sector.

Regarding the manufacturing enterprises, their profit is mostly influenced
by science and technology development and human resource management. In general,
all the factors in the sector are the important production parameter. Regarding the
services, marketing and sales, purchase and customer service are important. Here it is
also possible to state that the specifics of the service sector are fully reflected and that
the activities identified are at the forefront of the interest of the service enterprises. The
results from the primary sector are considered by the authors to be only indicative (the
number of enterprises will increase), but the marketing and sales activity (same as for
services) and the purchase correspond to the sectoral focus.
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Conclusion

Considering the first research question, we proved that the formulation of
an enterprise strategy depends on size categorization, and scope of the enterprises.
The dependency was not proved for the sectoral differentiation. It was proved that
the larger enterprise, the more necessary it is to strategically manage an enterprise and
to decide due to more intense changes in the external environment. A similar reason
applies for the dependency within business scope as a similar trend is probable - the
broader the scope, the larger enterprise. The research within this factor proved that
there is an influence of ownership structure as for enterprises with Czech owners the
dependency is tighter compared to enterprises managed from abroad.

Regarding the dependency of internal and external analyses to size, sector
and scope, the sample proved the dependency within the internal analyses for sectoral
differentiation only for the analysis of the value chain. Such finding is seen as the most
valuable for the issue by the authors. In the external analyses, a dependency was also
found in sectoral differentiation only, in particular in analyses of stakeholders and the
driving forces in the sector. Such results support the results of the internal analyses. In
testing the value potential of enterprises taking their influence on profit into account,
sectoral impact was proved. In manufacturing enterprises, science and technology
development, input logistics and human resource management are the most important.
On the other hand, in service sector, marketing and sales, purchase and customer service
are important. The results from the primary sector are considered by the authors to be
only indicative due to a number of enterprises in the sample; however, marketing and
sales and purchase were also the most important.

The results confirm the activities sometimes defined in theory only with
increased importance for the development and stability of the particular sector. The
results of the research, in particular confirming the importance of value in creating
business potential, are supposed to be described as a significant achievement in the
necessary innovation of situational business analysis

Business practice expects methodological approach designed by research
centres to create a valuable enterprise potential. The paper is a modest attempt to meet
the final goal.
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Abstract

This paper presents the results of the research on the number of the
published papers in the journals from SCIE and SSCI lists and the number of hetero
citation per researchers at the Research institutes (RI) within the University of Belgrade
(UB) in the period from 2011 to 2015 and their influence on the position of the UB on
the ARWU list. The RIs were ranked according to the following criteria: the number of
papers per researcher from the RI in the journals from SCIE and SSCI lists, the number
of hetero citation per researcher and the number of hetero citation per paper and
researcher with the impact of 20, 30 and 50%, respectively. PROMETHEE II-GAIA, a
method of a multi-criteria analysis, was applied to define the parameters and criteria
which were used to determine the degree of the influence of the Vinca Institute of
Nuclear Sciences (INN), as well as the influence of all the other Rls compared to the
faculties within the UB

Key words: RIs ranking, University of Belgrade, ARWU list, PROMETHEE II-GAIA
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Introduction

The structure of many universities in the world consists of, beside faculties,
independent research institutes (RIs), which provide an opportunity to increase
scientific competence through mutual cooperation of the professors and researchers,
which further contributes to higher quality of the output of the educational process,
in particular at the PhD level (Wijetunga, 2002; Arsic, Milijic, Zivkovic, Nikolic &
Zivkovic, 2012). The integrated multidisciplinary studies which include university
professors as well as the researchers from RI are formed at the University. By doing

167



s0, the researchers are provided with the opportunity to acquire teaching competence.
This way, the reputation and rank of the University grows on the basis of realized
synergies of the quality of the scientific work that is realized within the faculties and
RlIs (Bornmann and Werner, 2014).
University of Belgrade (UB) consists of 31 independent faculties (Zivkovic,
Arsic, Nikolic, 2017) and 11 Rls, which employ around 1,338 researchers, and they
together, with the developed scientific-research infrastructure, represent a significant
potential of the UB. Scientists from these Rls are involved in teaching process at the UB,
especially in the realization of the multidisciplinary studies.
UB consists of following individual research institutes (IR):

* Electrical Engineering Institute Nikola Tesla (EI),

* Institute for Biological research ,Sinisa Stankovic” (IBI),

e Institute for Medical Research (IMI),

* Institute of Molecular Genetics and Genetic Engineering (IMGGI),

* Institute for Multidisciplinary Research (IMDI),

* Vinca Institute of Nuclear Sciences (INN),

* Institute for Applied Nuclear Energy (IPNE),

* Institute of Physics Belgrade (IF),

¢ Institute for Chemistry, Technology and Metallurgy (IHTM),

¢ Institute ,Mihajlo Pupin” (IMP),

* Institute for Philosophy and Social Theory (IFDT).

The quality of knowledge transferred to students at the universities is a direct
reflection of the quality of the scientific work which is measured with the awards for
achieved scientific results, the number of publications in the best international journals
as well as with the number of hetero citation (Wijetunga, 2002; Arsi¢, et al., 2012;
Abramo, Cicero & D’Angelo, 2013; Saarela, Karkkainen, Lahtonen & Rossi, 2016). For
these reasons, the structure of the University includes special research centers within
the faculties themselves, as well as Rls, which in synergy with the faculties improve the
quality of the scientific work at the University (Abramo et al., 2013), and their scientists
are involved in the teaching process at the university or on integrated studies which are
realized at the University (Cotten and Price, 2006; Docampo, 2013; Lin, Hsuan & Chen,
2013).

The University ranking has become very popular at the beginning of the 21st
century, in order to attract the best students (Millot, 2015). There is a growing number
of the university rankings in the world, among which are the most popular (Millot,
2015; Olcay and Bulu, 2016):

* QS World University Rankings (published since 2000);

*  Academic Ranking of World Universities (ARWU), Shanghai Ranking
(published since 2003);

*  Times Higher Education World University Ranking - Thomson Reuters
(published since 2010) etc.

The most popular ranking in Europe is ARWU list which consists of the 500
best universities in the world and includes less than 2% of all universities. On this list,
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the first 100 universities are ranked according to their quality, and the remaining 400
are arranged by alphabetical order into four clusters: 101-200; 201-300; 301-400 and 401-
500. The University of Belgrade, Serbia (UB) appeared for the first time on the ARWU
list in 2012, in a cluster 401-500. In 2015, the UB moved to a cluster 201-300 and it is the
best ranked university in the South-Eastern Europe (Zorni¢, Markovic & Jeremic, 2014).
Beside the UB on this list, among the best 500 in the world are the University of Ljubljana
(Slovenia), E6tvés Lorand University and the University of Szeged (Hungary), all in the
cluster 401-500 (Zivkovié et al., 2017).

Material and Methods

Table 1 presents the number and structure of the employees at the institutes
within the UB, at the end of 2015.

Table 1: Number and structure of the employees for each RI in 2015.

Senior Principal
R;Z:;:Ceh ?;T;I;E reseaf‘ch Reseafch Total
associate Fellow
EI 0 9 0 1 10
IBI 94 78 37 57 266
IMI 10 39 6 11 66
IMGGI 32 38 8 11 89
IMDI 25 20 10 22 77
INN 142 110 39 45 336
IPNE 16 7 2 4 29
IF 36 49 9 138 232
IFDT 9 11 1 2 23
IHTM 64 45 24 43 176
IMP 0 21 3 10 34

Source: Own, based on faculties” website

The number of the researchers employed at the Rls is 1338 which represents
25.5% of total number of researchers employed within the UB. The total number of the
researchers employed at the faculties at the UB, at the end of 2015, was 3,859 researchers,
or 75.5% (Zivkovic et al., 2017).
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Results and Debate

One of the main criteria for ranking universities in the prestigious ARWU
list is the number of publications in the journals on SCIE and SSCI lists (Bonaccorsi and
Cicero, 2016). In order to be able to assess the quality of Rls due to the difference in the
number of the employed researchers (for example 336 researchers in INN and 23 in
IFDT), the number of publications in the observed period was calculated on the average
per employee researcher in the scientific institution (Zivkovic et al., 2017). Figure 1
shows the trend of published papers per researcher in the observed period 2011 - 2015.

Figure 1: The number of papers per researcher for each RI
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The same clusters are used for ranking of the Rls and the faculties at the UB
for the same period (Zivkovic et al., 2017): Cluster A - above 10 papers per researcher;
Cluster B - between 5 - 10 papers per researcher; Cluster C - up to 5 papers per researcher
in the given scientific institution. Ranking of the individual Rls by the criterion number
of papers per researcher in the journals on the SCle and SSCI lists for the period 2011-
2015., is shown in Table 2.

Table 2: Ranking of the Rls by the criterion number of papers per researcher for the period 2011-
2015.

Institute Number of
papers/number of Cluster Scientific filed
researchers
INN 13.94 A MD
IBI 13.65 A SM
IMDI 13.02 A MD
IF 11.54 A SM
IMI 11.15 A MS
IMGGI 10.78 A MS
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IHTM 10.60 A TES
1IE 10.39 A TES
IPNE 9.31 B TES
IMP 8.84 B TES
IFDT 2.87 C SSH

Note: MD - Multidisciplinary sciences; MS - Medical sciences; SSH- Social sciences and
humanities; TES - Technology and Engineering science
Source: Own, based on Scopus database

The results presented in Table 2 show a drastic difference in the positioning
of INN, IBI and IMD], in relation to the other institutes. By comparing these results with
the adequate performance results of the faculties at the UB (Zivkovic et al., 2017), only
the Faculty of Chemistry achieved the index 15.04, and, also, four other faculties had
an index higher than 10 (Faculty of Biology, Faculty of Physical Chemistry, Faculty of
Technology and Metallurgy and Faculty of Pharmacy ). Having in mind that eight out
of 11 RIs reached index above 10, the performed results of RIs according to this criterion
require special attention.

Paper published in the journals with IF is the result worth of attention and
as such is used as the main criterion for defining the competencies of the researchers,
for election to the scientific position and justification of the scientific research within
the financial funds. However, the real value of the published results can be seen as its
impact on the development of scientific thought in the world, measured by the number
of hetero citations achieved in journals with IF (Bornmann and Werner, 2014; Metcalf,
Stocs, Summers & Wood, 2015). Figure 2 shows the results of the number of hetero
citations per researcher for each RI within the UB for the period 2011-2015. It must be
emphasized that only citations of papers published in 2011 and later are presented here.

Figure 2: The number of citations per researcher for each RI
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Table 3 shows the ranking list of RI according the number of hetero citations
per researcher criterion for the period 2011-2015. Rls are divided into three clusters in
terms of the number of hetero citations per researcher greater than 10 (major impact - A
cluster), in the range 5 - 10 (medium impact- Cluster B) and in the range 0-5 citation
(low impact - Cluster C). The same classifications was used for faculty” ranking in the
work Zivkovic et al (2017).

Table 3: Ranking of RIs by the number of citations per researcher in period 2011-2015 criterion

Research institute | Number of hetero
citation/Number Cluster Scientific field
of researchers

INN 162.41 A MD
IMDI 113,39 A MD
IBI 102,43 A SM
IF 101,93 A SM
IPNE 93,62 A TES
IMI 80.61 A MS
IHTM 76.62 A TES
IMGGI 75.40 A MS
IE 56.83 A TES
IMP 24.70 A TES
IFDT 0.20 C SSH

Source: Own, based on Scopus database

The obtained results indicate that 10 out of 11 Rls within the UB are in
the cluster A, with the index higher than 10. Compared to the ranking of the faculties
at the UB, it can be concluded that only 8 faculties, out of 31, are found in Cluster A,
where the best ranked, the Faculty of Physical Chemistry with the index 39.93, would
be placed as 10th on the list in front of the IMP and IFDT.

The criterion Number of hetero citations per published work and per
researcher for any scientific research institution reflects, in the best way, the quality
of the scientific work and its impact on the development of scientific thought in the
world, which affects the quality of the teaching process and knowledge of the graduate
students at certain faculties and universities.

Table 4 shows the results of ranking the UB institutes by the number of hetero
citations per published paper and researcher criterion. The same clusters were used
for classification of Rls as in Zivkovic et al (2017): Cluster A - above 1.5, Cluster B -
between 1-1.5, Cluster C - below 1 hetero citation per paper and researcher.
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Table 4: Ranking of the impact of Rls by number of citation and number of papers per researcher
criterion

Institutes Number of
Ci;;t;)a;/::n;::r Cluster Scientific field

researcher
INN 11.65 A MD
IPNE 10.05 A TES
IF 8.83 A SM
IMDI 8.71 A MD
IBI 7.50 A SM
IMI 7.23 A MS
IHTM 7.22 A TES
IMGGI 6.99 A MS
IE 5.47 A TES
IMP 2.79 A TES
IFDT 0.07 C SSH

Source: Own, based on Scopus database

The obtained results, as in the case of the number of hetero citations by the
researcher criterion, differ even to a greater extent from those obtained in the faculties’
ranking within the UB. It can be seen that 10 out of 11 Rls belong to Cluster A, and
only IFDT belongs to Cluster C. The best placed faculty according to this criterion is
the Faculty of Physical Chemistry with index 3.41, and it would take 10th place in the
overall rankings, above IFDT and IMP.

Bearing in mind the obvious differences in the performance of the RlIs and the
faculties within the UB, it is clear that the same criterion for defining clusters for both
groups of institutions, cannot be used. Figure 4 shows the results of the ranking by all
three criteria: the number of published papers, the number of citations and the number
of citations per published paper per researcher.
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Figure 3: The impact of individual RI by the following criteria: the number of papers, the
number of citations and the ratio number of citations and number of papers per researcher
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Five clusters of the influence can be identified according to Figure 3:
Cluster 1: INN

Cluster 2: IMDI; IBL; IPNE; IF

Cluster 3 : IMI; IHTM; IMGGI

) Cluster 4: EL; IPM

e) Cluster 5: IFDT.

aoze

Evaluating the importance of each RI by multi-criteria model

None of the faculties and RIs within the UB do not fulfill three out of six
criteria for the ranking of the universities on the ARWU list, in regard to winning the
Nobel Prize and publications in the journals Nature and Science (Zorni, et al., 2014,
Millot, 2015). Therefore, for multi-criteria ranking following criteria (C) were taken:

1.  The number of published papers in the journals from SCIE and SSCI lists per
researcher - 20%

2. The number of citations per researcher, according to SCOPUS database -30% and

3. The number of citations per published paper and researcher - 50%.

The PROMETHEE / GAIA method defined by the Brans, was used for
multi-criteria ranking of 11 Rls (Daraio, Bonaccorsi & Simar,2015) according to above
mentioned criteria, in the period from 2011 to 2015, (Brans and Vincken, 1985 Brans
and Mareschal, 1994). This well-known multi-criteria methodology has been widely

174

used in the scientific literature for ranking of the similar issues (Macharis, Springael,
De Brucker & Verbeke, 2004; Behzadian, Kazemzadeh, Albadvi & Aghdasi., 2010).
Detailed procedures of PROMETHEE II methodology, which was used in this study,
are described in the literature (Al-Shiekh Khalil, Shanableh, Rigby & Kokot, 2005;
Ishizaka and Nemery, 2011).

For the data presented in Table 5, the initial parameters necessary for the
implementation of PROMETHEE II complete ranking were defined, whereby for
all three criteria, in the multi-criteria model, V-shape function of preferences with
preference threshold p = 100%, was selected (Vego, Kucar-Dragicevic & Koprivanac,
2008).

Also, authors defined the percentage of importance of each of the criteria
in the model, where the greatest importance, 50%, was given to ratio (criteria 3-C3)
the number of citations / number of papers, while the remaining 50% was distributed
to the other two criteria C1 and C2 with the percentage of importance 30% and 20%,
respectively.

Table 5: The initial table for evaluation of 8 Rls of UB

N Nun.lbef of hetero I?Iun.lber of hetero
citation per citations per paper
per researcher C1 researcher-C2 and researcher - C3
Min/Max Max Max max
Weight 20 30 50
Preference function V-shape V-shape V-shape
Thresholds Percentage Percentage percentage
P 1.00 1.00 1.00
INN 13.94 162.41 11.65
IBI 13.65 102.43 7.50
IMDI 13.02 113.39 8.70
IF 11.54 101.93 8.83
IMI 11.15 76.62 7.23
IHTM 10.78 76.62 7.22
IMGGI 10.60 75.40 6.99
EI 10.39 56.83 5.46
IPNE 9.31 93.62 10.05
IMP 8.84 24.70 2.79
IFDT 2.87 0.20 0.07

Source: Own, based on Scopus database
Based on the initial table for evaluation of Rls, positive (¢ +) and negative

flow of preferences (¢p-) were determined as well as the value of net flows () for each
RI, respectively. Results of the PROMETHEE II rankings are shown in Table 6.
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Table 6: The results of PROMETHEE Il final ranking

Multicriteria flows @i+ @- @ Rank
INN 0.635 0 0.635 1
IMDI 0.3741 0.0408 0.3333 2
IF 0.3297 0.0546 0.2751 3
IPNE 0.3557 0.0861 0.2697 4
IBI 0.3108 0.0827 0.2281 5
IMI 0.2213 0.1578 0.0635 6
IHTM 0.2173 0.1622 0.0551 7
IMGGI 0.211 0.182 0.0289 8
EI 0.1837 0.3984 -0.2148 9
IMP 0.1 0.774 -0.674 10
IFDT -1 -1 -1 11

Source: Own, based on Scopus database

Table 6 shows the results of the overall ranking using PROMETHEE II
methodology, according to defined criteria C1 - C3 and corresponding weight for each
optimization criteria. The obtained results are graphically displayed in GAIA plane,
Fig.4.

Figure 4: GAIA plane
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Based on the position of the decision elements (institutes are presented with
squares, and criteria by axes) in the GAIA plane it is possible to graphically confirm
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the previous PROMETHEE II ranking results. It can be concluded, based on the results
shown in Figure 4, that 5 clusters could be extracted, which include 8 RI within the UB
from 4 scientific fields. Based on the distance of INN from the origin, and in relation
to its favorable direction regarding the two most relevant criteria in the model, as well
as the proximity to decisions stick pi, it can conclude that this RI gives the most extent
contribution to the position of the UB on the ARWU list, and therefore it is the only
RI located in Cluster 1. Cluster 2, consists of IBI; IMDI; IF and IPNE and their position
and proximity in relation to criteria C2 and C3 are almost the same. The third cluster,
consists of the RIs with lower net positive flow value: IMGGE, IMI and IHTM. Finally,
in clusters 4 and 5 are Rls: IPM, EI, and IFDT, with the achieved negative net flow
values, so their position in GAIA plane is such that they are positioned opposite of
vectors of all three criteria and significantly away from the center of GAIA plane.
Conclusion

Comparative analysis of the contribution to a very high position of the UB
on ARWU list of its members faculties (31) and Rls (11) according to the criteria (the
number of papers per researcher - C1; number hetero citations per researcher - C2
and the number of hetero citation per published paper and researcher - C3 with the
percentage of importance for each of the criteria 20, 30 and 50%, respectively) we can
conclude that INN - Vinca, along with the RIs IPNE, IF, IMDI, IBI, AND WE; ICTM,
IMGGE, and IE, as well as the following Faculties: Fphy.Che , FTM, FPhys., FM and
FCh have the predominant impact (Zivkovic et al., 2017).

The dominant effect of the eleven Rls within the UB on the position of the UB
on ARWU list is obvious. The exception is the IFDT. The institutes offer higher scientific
performance (number of papers and the number of hetero citations in the journals from
SCIE and SSCI lists) compared to the thirty-one faculties. The results obtained in this
paper are probably such due to the fact that the scientists in the Rls deal mainly with
the scientific work with much better infrastructure conditions, whereas, at the faculties
within the UB that is not the case, which can explain better scientific results at the Rls.
The researchers at faculties are engaged in the teaching process at all three levels of
study and daily activities with the students leave less time for scientific work, which
explains the weaker results at the same university (UB).
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Struktara prispevku

Casopis Acta Oeconomica Universitatis Selye je recenzovany vedecky casopis Eko-
nomickej fakulty Univerzity J. Selyeho v Komadrne, zaregistrovany na Ministerstve
kulttry SR pod ¢. EV 4538/12, s pridelenym ¢islom ISSN 1338-6581. Vo vedeckom ¢aso-
pise sa uverejiiuji pévodné vedecké price stvisiace so zameranim c¢asopisu: ekond-
mia a ekonomika, financie, manazment a marketing, obchod a podnikanie, kvantitativne
metddy a Statistika. Akceptuja sa prispevky, ktoré doposial neboli publikované, ani
prijaté na publikovanie inde, bez ohl'adu na pracovnt prislusnost autora k UJS. Autor
je zodpovedny za odborntd a formalnu spravnost’ prispevku. O uverejneni rozhodne
redakéna rada casopisu a to so zretefom na oponentské posudky, vedecky vyznam,
prinos a kvalitu préce.

Nazov - kratka, stru¢nd, jasna informdcia o obsahu ¢ldanku. Ako prvy v poradi sa uvadza
nazov prace v slovenskom jazyku, potom nazov prace v anglickom jazyku.

Autor/-i - uvadzajii sa mend a priezviska kazdého, kto prispel ku vzniku prispevku.
Neuvédzaja sa vedecké a pedagogické hodnosti. Do nasledujiceho riadka sa uvedu
pracoviskd autorov.

Abstrakt v angli¢tine - musi jasne stanovit ciel vyskumu, priniest stru¢ny popis
vyskumu, hlavné pozorovania, vysledky a zavery. Nemal by presiahnut 10 riadkov.
Abstrakt musi byt zrozumitelny aj bez odvolania sa na ¢lanok. VSeobecne zndme
tvrdenia st v abstrakte zbyto¢né. Kazdy odkaz na autora sa ma robit v tretej osobe,
v prvej vete sa treba vyhnuat opakovaniu nazvu ¢lanku, na zaciatku treba poukézat na
predmet vyskumu, v stihrne musia byt zahrnuté nové fakty, ¢iselné adaje uvadzané
v ¢lanku a uvedené pouzité metddy.

Klacové slova v angli¢tine - nemalo by ich byt viac ako 5. Uvadzaja sa v angli¢tine
s malym zaciato¢nym pismenom.

Abstrakt (sthrn) v slovenskom jazyku - platia tie isté pravidla ako pre abstrakt
v anglictine.

Klacové slova v slovenéine - pozri kla¢ové slova v anglictine.

Uvod - by mal poskytovat prehlad stavisiacich préc, vhodné odkazy na literataru a
poskytnut informacie o stave vyskumu danej problematiky. Uvod by sa nemal ¢lenit
na podkapitoly.

Material a metédy - tito cast’ by mala mat vhodné podkapitoly popisujtce pouzitt
metodiku, postupy. Treba poskytnit postacujtice podrobnosti o metédach tak, aby
odbornik mohol zopakovat popisané postupy. Treba citovat prebraté metédy z adek-
vatnej literatary.

Vysledky a diskusia - vysledky predlozit stru¢ne v podobe tabuliek a obrazkov.
Poskytnut dostatok tidajov na zdovodnenie zaverov. Nepredkladat' ta istd informéa-
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ciu vo viacerych formach (tabulky, grafy, text). V diskusii treba upozornit na vyznam
zisteni a ak je mozné, porovnat ziskané informécie s predchadzajtacimi poznatkami.

Tabul'ky, obrazky - musia byt oznacené zrozumitel nym spésobom, fotografie, grafické
zobrazenia, diagramy, mapy a pod. musia mat vysvetl'ovaciu legendu. Grafy a obrazky
musia byt dodané v pévodnom stibore (napriklad .xls).

Literatara - za presnost tdajov o pouzitej literatire zodpovedd autor. Pri popise
pouzitej a citovanej literatary treba respektovat STN ISO 690 - 692. Zoznam pouZitej
literattiry musi byt usporiadany abecedne podla priezviska autora a bez titulov. In-
formacie ziskané prostrednictvom internetu sa popisuju tak, Ze sa uvedie priezvisko a
meno autora, ndzov materialu a presna URL adresa (napr. http:/ /www.selyeuni.sk/ ef).
Citacie v texte sa popisuju formou odkazov na zoznam pouzitej literatary a to tak, ze
sa do zatvorky uvedie priezvisko, ¢i priezviskad autorov a rok vydania. Ak sa uvadza
priezvisko autora dokumentu vo vete v prislusnom péade, uvedie sa do zatvorky za
nim rok vydania. Dve, alebo viac préc toho istého autora, ¢i autorov, publikované v
rovnakom roku sa odli$ia pridanim “a”, “b”, “c” za rok vydania. Pri kolektive autorov
(nad 3) sa za menom prvého autora uvadza dodatok ,a kol./ et al.”

Kontaktna adresa - uvedie sa celé meno (aj tituly) prvého autora a tiplna adresa jeho
pracoviska, vratane e-mailu.

Rozsah prispevku
Redakcia prijima prispevky v rozsahu do 12 stran normalizovaného textu podla sab-
l6ény.

Jazyk prispevku

V prispevkoch publikovanych v slovenskom/&eskom/madarskom jazyku treba res-
pektovat jazykovy zdkon. Pri prekladoch abstraktov do anglického jazyka treba vy-
chadzat z pravidiel britskej angli¢tiny. Obchodné pomenovania konkrétnych vyrob-
kov by mali byt napisané velkymi zac¢iato¢nymi pismenami a mali by mat uvedené
meno a adresu vyrobcu. Ak mé vyrobok obchodnt znacku ™ ¢i registrovant obchodnt
znacku, treba ich uviest k ndzvu vyrobku. Okrem beznych skratiek mozno pouzivat
i skratky, ktoré vytvoril autor, ale pri ich prvom vyskyte sa musia vysvetlit. Pouzivat
jednotky SI a jednotky od nich odvodené.

Prispevky autori posielaji na adresu redakcie vylu¢ne elektronicky:
mural@ujs.sk
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