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Spokojenost zakazniki a vykonnost podniki
Customer satisfaction and business performance

Petr SUCHANEK, Maria KRALOVA

Abstrakt

Predmétem clanku je analyza vztahu spokojenosti zakaznika a vykonnosti
podniku. Autofi vychazi z tvrzeni, Ze spokojenost zakaznika ovliviiuje vykonnost
podniku, nebot’ lze predpokladat, ze zakaznik si koupi produkt toho podniku, se
kterym bude spokojen, tzn. o kterém bude predpokladat, Ze splni jeho pozadavky (ve
vSech smérech). V ramci provadéného vyzkumu se autofi soustiedili na vykonnost
podniku z dlouhodobého hlediska (byl analyzovan horizont péti let), aby bylo
mozno postihnout vliv riznych veliin (v ramci spokojenosti zakaznika s produkty
podniku) na vykonnost podniku. Cilem c¢lanku je tedy zjistit, zda ma spokojenost
zakaznika (v ramci vymezenych veli¢in) vliv na vykonnost podniku (v ramci
vymezenych veli¢in).

Summary

With regard to the statistical significance of the results can not be considered
proven link customer satisfaction with business performance. On the other hand, the
results suggest that this dependency exists. But it will be necessary to re-examine
broader research (with regard to the number of surveyed companies). We believe
that article offers interesting findings despite the statistical insignificance of the
results. It seems that customer satisfaction is not a simple (basic) variable, but on the
other hand is composed of several sub-variables that the firm and its performance
has comprehensively. Only in this case, the strength of this effect is sufficient to
affect the company's performance.

Klic¢ova slova:
Spokojenost zakaznika, kvalita, vykonnost podniku
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Uloha a postavenie spolotenskej zodpovednosti podniku

V konkuren¢nom prostredi
The Role and Position of the Corporate Social Responsibility (CSR) of Enterprise in
Competitive Environment

Iveta UBREZIOVA

Abstrakt

Spolo¢enska zodpovednost’ podniku sa v Coraz vacSom meradle dostava do
popredia kazdodennych podnikatel'skych aktivit. Podniky si uvedomuju ich dopad
na prostredie a zaujmy internych a externych skupin. Koncept spolocenskej
zodpovednosti podniku stoji na troch pilieroch skladajici sa z ekonomickej
zodpovednosti, socidlnej zodpovednosti a environmentalnej zodpovednosti. Zaroven
hodnoti vnimanie podnikovej kultiry zamestnancami a ich lojalitu k spolo¢nosti. V
ramci vlastnej prace prispevku sa uskuto¢nil aj socidlny audit spolocenskej
zodpovednosti podniku prostrednictvom dotaznikového prieskumu. Informacie
ziskané prostrednictvom socidlneho auditu sluzia na zhodnotenie lojalnosti
zamestnancov k podniku, podnikovej kultary, Urovne realizovanych aktivit
spolo¢enskej zodpovednosti podniku. K vyhodnoteniu udajov z dotaznikového
prieskumu sa pouzili matematicko — Statistické metddy a na overovanie hypotéz
program SAS.

Kliacové slova:
spolocenska zodpovednost’ podniku (SZP), tri piliere SZP (3P), podnik, manazéri,
zamestnanci

Abstract

Corporate social responsibility has become a part of daily business activities
more than before. Companies recognize their impact on the environment and the
interests of internal stakeholders and external stakeholders. The concept of corporate
social responsibility is built on triple-bottom line consisting of economic
responsibility, social responsibility and environmental responsibility. There is an
analysis of the impact of corporate cultural on employees and their loyalty to the
company. Social audit was performed through a questionnaire research. The
information obtained through social audit are used to evaluate the level of
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employee’s loyalty to the company, the level of realized activities corporate social
responsibility built on triple-bottom line and company’s attitude to stakeholders. The
obtained information from questionnaire research were solved by the mathematical
and statistical methods. The hypothesis were evaluated by programe SAS.

Key words:
corporate social responsibility (CSR), triple-bottom line (3P), enterprise, managers,
employees,

The publication of scientific article is supported by the Slovak Scientific Agency
VEGA - Project VEGA No. 1/0044/13 " Corporate Social Responsibility (CSR) of
the Slovak Enterprises in the context of Internationalization in Business"
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Impact of cultural diversity on brand strength in the hotel industry

Anja DANISZEWSKI - Anabel TERNES - lan TOWERS

Abstract

The paper focuses on the branch of the hotel area in Germany and the
cooperation there of employees from different countries. The history shows, the
branch of hotels is one of the business areas with the traditional highest percentage
of employees from different countries. It seems that the hotel branch is one of the
trailblazer in living diversity as here also guests come together from different
countries. Currently the topic diversity and especially the cooperation of employees
from different countries and cultures gets more and more in the focus of Corporate
Social Responsibility, Marketing and General Management.

As it is interesting to check, how the guests react on intercultural
communication and management in hotels, on the cooperation and teamwork of
employees from different countries there was developed a survey for guests to figure
out, how they react on the intercultural atmosphere and on the teamwork of the
employees from different countries in the hotel industry.

Therefore the paper starts with the theory about intercultural communication
and intercultural management, followed by the survey design. Then the paper shows
the findings, discusses the results in comparison to the theory and survey and shows
the benefit of this for the practical use. An important finding is, that the cooperation
of employees from different countries makes a hotel more attractive.

Key Words:
Intercultural Management, Intercultural Marketing, Diversity, Integration,
Internationality

Address of authors:

BA Anja Daniszewski

SRH University Berlin
Ernst-Reuter-Platz 10, Raum S. 005
Tel.: +49 (0) 30 374 374 350
E-Mail: anjadaniszewski@yahoo.de
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External environment as important determinant of Business
strategy

Erika DUDAS PAJERSKA

Abstract

Paper demonstrates the effect of the current business environment on internal
area of company — creation of strategy. The primary cause of the connection
between these two areas is constantly increasing diversity and dynamics of changes
in the external circumstances of the company. Work provides overview of different
approaches to the issue of external analysis of the company. Due to this paper is
offering universal conclusions for the formation of the optimal strategy of the
company.

Keywords:
external environment, macro area, threats, opportunities, strategy
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University of Economics in Bratislava

Tajovského 13, 041 30 Kosice
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Green purchasing a jeho realita v malych a stifednich podnicich
Green purchasing and the reality of small and medium enterprises

Radoslav SKAPA Vojtéch BAROT, Jifi NOVOTNY, Magdaléna SPISIAKOVA,
Marie SOTKOVSKA, Martina TUHA

Abstrakt

Soucasti spoleCenské odpovédnosti podnikii je oblast ochrany Zivotniho
prostfedi. Akademici zdiiraziiuji nutnost zabyvat se timto tématem nejen na urovni
podniku, ale také v rdmci mezipodnikovych vztahti. Prostfednictvim spoluprace
subjekt v dodavatelském fetézci l1ze totiz docilit vyssi environmentalni vykonnosti.
Tato predstava oznacovand také jako green purchasing (a v SirSim pojeti green
supply chain management) byla podloZena i piiklady z praxe. Clanek piedstavuje
vysledky explorativniho vyzkumu, ktery zjistoval, zda se obdobné snahy
uskute¢iuji i u malych a stfednich podniki v Ceské republice.

Klic¢ova slova:
Green purchasing; malé a stfedni podniky; explorativni vyzkum; nabytkaisky
pramysl

Abstract

Environmental protection is a component of Corporate social responsibility.
The academics emphasize that it is necessary to deal with this issue not only
internally - within a company, but also on supply chain level. The cooperation
among supply chain members can result in higher environmental performance. This
idea — labelled as green purchasing (and in broader sense as green supply chain
management) — was supported by several examples in the business reality. The
article presents the outcomes of an exploratory research that focused on the question
if similar efforts are present in small and medium enterprises operating in the Czech
Republic.

Keywords:
Green purchasing, SME’s, exploratory research, furniture industry
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Modelovanie rozhodovacich procesov marketingovych manazérov

—trend k marketingovému inZinierstvu
Modelling decision-making processes of marketing managers - trend to marketing
engineering

Jaroslav KITA

Abstract

Cielom ¢lanku je podat’ prehlad problematiky modelovania ako zakladného
pristupu a trendu od konceptudlneho marketingu k marketingovému inzinierstvu.
V prvej Casti sa ¢lanok zaobera teoretickymi aspektmi problematiky. V druhej Casti
vysvetl'uje kritéria vyberu a charakteristiku interaktivnych modelov. Konstatovania
0 vyzname modelovania a marketingového inZinierstva st uvedené v zavere ¢lanku.

KPuacové slova:
koncepény marketing, marketing, marketingové inzinierstvo, modelovanie,
interaktivne modely

Abstract

The aim of the article is to give an overview of modeling issues as the basic
approach and conceptual marketing trend from engineering to marketing. In the first
part of the article deals with theoretical aspects of the problem. The second part
explains the selection criteria and characteristics of interactive models. The findings
of the importance of modeling and marketing engineering are listed at the end of the
article.

Key words:
conceptual marketing, marketing, engineering, modeling, interactive models
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Dostupnost’ ako zakladny prvok atraktivnosti predajne
Accessibility as an essential element of attractiveness of the retail unit

Pavol KITA

Abstract:

Good accessibility in each city contributes to its overall attractiveness, which
can result increased traffic. Conversely, unfavorable levels of accessibility within
the city may cause under-utilization of the potential of retail business, which
manifests itself most often at low levels of sales and profitability of retail space.
Aim of this article is to analyze the availability of retail outlets in Bratislava and the
possibility of increasing their attractiveness. Paper is a result of scientific research
VEGA 1/0039/11 Geographic information system as a source of strategic innovation
company in terms of reinforcing the competitiveness.

Key words:
Accessibility,attractiveness, retail unit
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Autonémne ucenie sa — cesta ako dosiahnut’ vysSiu efektivnost’ na

hodinich odbornej angli¢tiny na ekonomickych fakultiach
Autonomous Learning - a Way of Achieving More Effective Learning Instruction
of Vocational English at Faculty of Economics

Gabriela KNUTOVA

Abstrakt

Clanok sa zaobera problematikou autonémneho uéenia vo vyuébe odbornej
anglictiny na ekonomickych fakultach. Zacina charakteristikou autonémneho ucenia
a podmienkami, ktoré je nutné splnit, aby sa mohlo realizovat. V druhej casti
autorka sa zaoberd problematikou projektovej metéody vo vyucbe odbornej
angli¢tiny, ktora vytvara dobre podmienky pre autonémne ucenie - vyucovanie.

Kracové slova:
Autonémne ucenie, kognitivne kompetencie, metakognitivne kompetencie,
projektova metdda, riadenie projektového vyucovania.

Abstract

The articles is concentrated on autonomous learning characteristics. At first it
analyzed the characteristics of the learner and then it moved to characteristics of the
conditions of autonomous learning. The second part of the article was devoted to
project based instruction as a one of the most suitable instruments for introducing
autonomous learning.

Key words:
Autonomous learning, cognitive competences, metacognitive competences, project
method, managing project based instruction.
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Nové trendy vzdelavania manazérov formou koucingu
New trends in education of managers by means of coaching

Zuzana BIRKNEROVA, Alzbeta FILIPOVA

Abstrakt

KoucCovanie patri medzi G¢innu podporu rozvoja manazérov, umoziuje
efektivne uplatiovat’ ich schopnosti a vedomosti. Organizacie, ktoré ucia svojich
manazérov koucovat’ zamestnancov, vykazujui vyssiu mieru produktivity a finan¢nej
vykonnosti. Ciel'om prezentovaného prispevku je priblizit, ako je koucing vnimany
v manazérskej sfére a ako st zauzivané jednotlivé prvky manazérskych pristupov.
Osvojovanie si tychto prvkov pocas manazérskych kurzov sme zistovali
prostrednictvom pozorovania intenzivneho tréningového vzdeldvania koucingu
manazérov, ktoré sa uskuto¢nilo v novembri 2012.

KPuacové slova:
koucing, manazérsky kurz, pozorovanie
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Vyznam budovania zna¢ky vyrobku z manazérskych aspektov
The importance of building a product brand from managerial aspects

Anna LATECKOVA, Petra BALESOVA, Veronika HANOVA

Abstrakt

Znacka oblatok Horalky od Sedity si udrzuje svoje popredné miesto spomedzi
sirokého portfolia konkurenénych znaciek. Ciel'om prispevku je posudit’ vnimanie a
znamost’ Horalky spotrebiteI'mi, navrhnit’ manazérom spoloc¢nosti rieSenie na jej
posilnenie na slovenskom trhu. Uskutocnili marketingovy prieskum, ktory
manazérom spolo¢nosti umoznil ziskat’ informacie nevyhnutné na zistenie potrieb,
poziadaviek, zelani, postojov a nazorov zdkaznikov. Na zaklade vysledkov sme
navrhli opatrenia, prispievajuice k posilneniu pozicie znacky Horalky na slovenskom
trhu.

Kracové slova:
znacka, vyrobok, spolo¢nost’, kvalita, zakaznik

Abstract

The brand of wafer Horalky from Sedita maintains its leading position among a
broad portfolio of competing brands. The aim of contribution is to assess the
perception and brand awareness Horalky by consumers, to propose to managers a
solution for the strengthening of the Slovak market. We conducted marketing
research that enabled to the company managers to obtain necessary information to
identify the needs, demands, desires, attitudes and opinions of customers. On the
basis of findings we propose measures which contribute to the strengthening of the
brand position ,,Horalky* on the Slovak market.

Keywords:
brand, product, company, quality, customer
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Parametricky odhad rozdéleni doby do poruchy u vybranych

komponentii autobusi
Parametric estimation of the ditribution of the time to failure of selected bus
components

Petr KASAL

Abstrakt

Odhad doby nastani poruchy u vybranych kli¢ovych komponentt v zavislosti
na poctu najetych kilometrd je pti procesu vyroby a prodeje autobust dulezitou
soucasti planovani periodickych servisnich prohlidek a pfedchdzeni nastani poruch
pfi provozu autobusu. Spravné stanoveni parametri rozdéleni pravdépodobnosti
nastani poruchy je soucasti procesu fizeni kvality a optimalizace provoznich
nakladi. Vyzkum zahrnuje i problematiku smési vice poruch. Analyza je
provedena na rozsdhlém souboru neuplnych dat s vyuzitim cenzorovani.

Kli¢ova slova:
doba do poruchy, cenzorovana data, metoda maximalni vérohodnosti

Summary

Time to failure estimation for selected key components according to the
mileage is in the process of production and sales of buses an important part of
planning service inspections and prevention of operating failures. Correctly
determinated parameters of probability distribution of the time to failure is a part of
the quality control process and the cost optimization. Research with a mixture of
failures. The analysis is accomplished on the large censored data set.

Key words:
time to failure, censored data, maximum likehood method
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Identifikace trendii v obchodé prostiednictvim foresightu
Identification of business trends by foresight

Ludmila KOVARIKOVA, Stanislava GROSOVA

Abstrakt

Foresight pfedstavuje hodnotny nastroj pro vcéasnou identifikaci nové
vznikajicich business trendii prostfednictvim vyhledavani a analyzy méckkych
signalti. Obecny metodicky ramec foresightu je v soucasné védecké literatufe velmi
dobfe dokumentovan, ale pristup k analyze mekkych signdlt a odvozeni trendl neni
diskutovan v dostate¢né mife detailu. Tento ¢lanek navrhuje pétistupnovy postup
analyzy mékkych signalii ve foresight fizi generovani, ktery je ilustrovan a ovéfen
na konkrétnim ptikladu identifikace trendu e-obchodu s potravinami.

Kli¢ova slova:
Foresight, emerging business trends, weak signals, corporate strategy

Abstract

Foresight represents a valuable tool enabling identification of emerging
business trends by spotting and analysing of weak signals. Foresight methodological
framework is very well documented in current scholar literature. But specific
procedures how to approach analysis of weak signals and derive trends are not
discussed in sufficient detail. The present manuscript proposes a five step procedure
of analysis of weak signals in a foresight generation phase. The procedure is
illustrated by the example of identifying e-grocery trend.

Key words
Foresight, emerging business trends, weak signals, corporate strategy
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Fair Trade produkty v podminkach ¢eského maloobchodu
Title:Fair Tradeproducts in theconditionsofthe Czech retail

Olga KUTNOHORSKA

Abstrakt

Fair Trade znamena spravedlivy nebo také eticky obchod. Tento ¢lanek se
zabyva problematikou Fair Trade produktd v prostiedi Ceské republiky. S vyuZitim
metody hloubkovych rozhovorti analyzuje postaveni téchto produktd v nabidce
maloobchodnich prodejen, analyzu dopliiuje o popis aktualni situace v
maloobchodnich fetézcich. Vysledky vyzkumu mimo jiné naznacuji, ze se Fair
Trade produkty postupné piesouvaji z malych specializovanych prodejen do bézné
distribu¢ni sit¢ maloobchodnich fetézcli, kde se stavaji plnohodnotnou soucasti
sortimentu s adekvatni marketingovou podporou.

Klic¢ova slova:
Fair Trade, maloobchod, maloobchodni fetézec, hloubkovy rozhovor, marketing

Abstract

Fair Trademeans a fair orethicaltrade. Thisarticlefocused ontheissueof Fair
Tradeproducts in the Czech Republic. Usingthemethodsof in-depth interview
thearticleanalyzesthe status of these productsin theofferof retail stores.
Theanalysisissupplemented by thedescriptionofthecurrentsituation in  retail
supplychain. Theresearchresultsindicatethat Fair Tradeproductsgradually transfer
fromsmallspecializedshops to commonretail supplychain, wheretheybecomeafully-
fledgedpart oftheassortmentwithanadequate marketing support.

Keywords:
Fair Trade, Retail Trade, Retail Chain, In Depth Interview, Marketing
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Podnikanie obce — Nastroj komunalnej socialnej politiky?
Enterpreneurship of Municipality — A Tool of the Municipal Social Policy?

Ladislav POLIAK

Abstract

The aim of submitted text is to provide a view on the issue of entrepreneurship
of municipality and its possible positive impacts on its inhabitants. The article
contains primarily a legislature analysis. In its last part there are analysed some
perspectives of entrepreneurship of municipalities. This part is based on author’s
own conversations with representatives and employees of the municipal sphere in
Slovakia.

Keywords:
Municipal policy, municipality, entrepreneurship, social policy.

Abstrakt:

Cielom predkladaného textu je poskytnutie pohladu na problematiku
podnikania obce a jeho mozného pozitivneho dopadu na obyvatel'stvo obce. Clanok
obsahuje primarne analyzu legislativy. V poslednej Casti si analyzované perspektivy
podnikania obci. Tato Cast’ je zaloZzend na autorovych vlastnych rozhovoroch so
zastupcami a zamestnancami komunalnej sféry na Slovensku

Kracové slova:
Komunalna politika, obec, podnikanie, socidlna politika.
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How much will you pay to have it repaired?
Anchoring effect in willingness to pay for a product repair.

Michal DURINIK

Abstract

Exposing a person to certain numerical value (an anchor) shortly before they
are asked to decide, has been previously shown to influence people’s willingness-to-
pay decisions. This paper investigates the anchoring effect on subjects® willingness
to pay for a product repair. To compare three different anchoring strategies, an
experiment with 128 participants has been conducted. Additionally, this paper
investigates the relationship between anchoring and subject’s Need for Cognition
score. Importance of these findings for upcoming research and business practice is
discussed.
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anchoring, experiment, willingness to pay, product repair, need for cognition
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Marketingowe  instrumenty  gospodarki  nieruchomosciami

wykorzystywane w Jednostkach Samorzadu Terytorialnego
Marketing real estate management instruments used in local administration

Aneta ZAREMBA — Katarzyna ORFIN

Streszczenie

Marketing ~w coraz wigkszym stopniu odgrywa role w gospodarce
nieruchomosciami Jednostek Samorzadu Terytorialnego. Samorzady Terytorialne,
postuguja si¢ réznymi instrumentami, za pomoca ktorych pobudzaja aktywno$¢
inwestorow oraz promuja rozwoj gospodarczy. Celem artykutu, jest charakterystyka
marketingowych instrumentéw gospodarki nieruchomos$ciami wykorzystywanych w
Jednostkach Samorzadu Terytorialnego.

Stowa kluczowe
gmina, marketing, gospodarka nieruchomo$ciami.

Abstract

Marketing is increasingly playing a role in the real estate Local Government
Units.

Local Government Units, use different instruments with which stimulate the
activity of investors and promoting economic development. The purpose of article
marketing is the characteristics of real estate management instruments used in local
government units.

Key words:
community, marketing, real estate management
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Marketingova  aplikacia  Grovess-Clark  mechanizmu  vo

financovani vysokych §kol
Marketing aplication of Grovess-Clark mechanism in university financing

Tomds BACO — Silvia MEGYESIOVA — Peter PONIST

Abstract

At the present time, universities often face a problem of financing their
activities resulting in their effort to look for new possibilities increasing the potential
of their financial sources. The application of the Groves-Clark mechanism belongs
to one of such possibilities; however, so far, it has been developed only in theory
without significant possibilities of its practical application. Therefore this article
tries to point out the possibilities of practical application of particular features of the
mechanism in question that might improve the financing process of universities. At
the same time, the article should serve as an idea for further scientific research in the
field of the practical application of the mechanism in question.

Kracové slova:
Groves-Clark mechanizmus, financovanie, vysoké Skoly, verejné statky,
spotrebitelia
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Groves-Clark mechanism, financing, university education, public goods, consumers
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Elektronicky marketing v podnikani
Electronic marketing in business

Jan POPRENDA - Roman PAVLANSKY

Abstrakt

Prispevok sa zaobera elektronickym marketingom ako odvodenou disciplinou
vyuzivajucou poznatky z odborov informacnych technologii a marketingu V dnesnej
dobe sa otvaraju nové moznosti marketingovej komunikicie pomocou socidlnych
sieti. Z tychto dovodov sa elektronicky marketing v poslednej dobe definoval ako
samostatny odbor, pretoze kladie na manazéra nevyhnutnu potrebu orientovat’ sa aj
v informaénych technoldgiach a neustale si dopliiat’ vzdelanie a sledovat’ trendy
budtcnosti. Organizacie a firmy si vdaka internetu buduji nové a uzsie vztahy so
svojimi zakaznikmi, aby efektivnejsie a UcelnejSie predavali ¢i distribuovali svoje
produkty alebo sluzby. Elektronicky marketing uz nie je len doplnkom klasického
marketingu, ale postupne sa stdva silnym nastrojom sucasnych manazérov. Cielom
prispevku je analyzovat’ doterajSie formy vyuzivania internetového marketingu v
spolo¢nosti CKM 2000 Travel.

KPuacové slova:
elektronicky marketing, internetovy marketing, CKM 2000 Travel, FunPage

Abstract

The paper deals with electronic marketing as a derived discipline, which
utilizes the knowledge from the fields of information technology and marketing.
Nowadays new possibilities for marketing communication through social
networking open up. For these reasons electronic marketing was recently defined as
a separate field giving the manager an urgent need to become oriented in
information technology and continuously complete their education and to monitor
future trends. Organizations and enterprises build up both new and closer
relationships with their customers through the Internet to sell or distribute their
products more efficiently and expediently. Electronic marketing is not only a
supplement to the traditional marketing, but gradually becomes a powerful tool for
modern managers. The aim of this paper is to analyze the existing exploitation forms
of internet marketing at CKM 2000 Travel.
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Zavedenie procesného riadenia do organizaicie a reengineering
Introductionofprocessmanagement in theorganization and reengineering

Lucia MELNIKOVA — \eta SEBECAKOVA — Lubos SOCHA

Abstrakt

Potreba zmeny sa stava sucastou kazdodenného zivota podniku. Riadenie
moderného podniku je zaloZzené na riadeni podnikovych procesov, ich optimalne
navrhovanie, modelovanie a implementaciu. Prispevok pojednava o potrebe zaviest’
procesné riadenie do organizacie pomocou reengineeringu. Ide o stru¢ny prehl'ad ¢o
vietko je nutné vykonat’, aby nastala radikalna zmena uspechu v organizacii. Clanok
pojednava o podnikovych procesoch, modelovani procesov a analyzuje zdkladné
fazy reengineeringového projektu.

Kracové slova:
proces, procesnériadenie, reengineering, organizacia, modelovanie

Abstract

The need for change has become part of everyday business life. Management
of a modern enterprise is based on the management of business processes, their
optimal design, modeling and implementation. The article discusses the need to
introduce process management in the organization through reengineering. This is a
brief overview - what must be done to succeed there has been a radical change in the
organization. The article discusses business processes, process modeling and
analyzes the reengineering phase of the project.

Keywords:

Kracové slova:

proces, procesné riadenie, reengineering, organizdcia, modelovanie podnikovych
procesov, projekt
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Vplyv environmentalnich informacii na rozvoj spole¢nosti
The impact form environmental information on company development

Lucia BEDNAROVA

Abstrakt

V clanku sa zaoberame problematikou uzivatelov environmentalnych
informacii. Na zaklade poskytnutych informacii sa mo6zu stanovit pravidla pre
potencionalnych zaujemcov o produkt resp. poskytovani sluzbu s ohladom na
zivotné prostredie. Uzivatel'ov je mozné definovat’ ako individuality alebo skupiny,
ktoré maju zaujem o firmu, pretoze ju chcu ovplyvnit' alebo ju uz ovplyviiuji alebo
firma svojimi aktivitami na nich posobi alebo sa ich inak dotyka.

KPuacové slova:
Interny uzivatel’, externy uzivatel’, environmentalne informacie.

Abstract:

Thearticledeals with the problemof environmental information tousers. Based
on theinformationprovided by therules may be establishedforpotential buyers ofthe
productrespectivelyservice providedwithregard to the environment. Users are
definedas individualsor groups whichhave an interest incompanybecausethey wantto
affector hasinfluenceorcompany's activities fortheiractsorotherwiseconcerned.

Key words:
internal user, external user, environmental information
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Spolecenska odpovédnost firem a sdilena hodnota

Vv potravinarskych maloobchodech
Corporatesocialresponsibility andsharedvaluesof food retailers

Jana FAJMONOVA

Abstrakt

Zapojeni firem do feSeni vefejnych témat a jejich spolecensky odpoveédné
postoje a jednani byly do neddvna vnimany zejména na urovni nakladi
vynalozenych nacharitativni Gc¢ely. Firmy si ale stale Castéji uvédomuji, Ze
spojenim feSeni wurCitého spolecenského problému s tvorbou hodnoty v
dodavatelském fetézci, mohou prospét jak  spoleCnosti, tak zvysit svoji
konkurenceschopnost.  Clanek porovnava koncepci spoledenské odpovédnosti
(CorporateSocialResponsibility) a  koncepci sdilené hodnoty (SharedValue).
Rozdilné  ptistupy ilustruje na  prikladech  vybranychmaloobchodnich
potravinaiskych podnikd.

Klicova slova:
CSR, spolecenska odpovédnost, sdilena hodnota, dodavatelsky fetézec,
maloobchodni potravinaiské podniky

Abstract

Corporate participation in social topics solutions and its attitude towards
Corporate Social Responsibility long perceived to only donate to charities. In
today’s modern world, the companies have come to realize that society could profit
from the interconnection between social problem solutions and redifinitions of
supply chain as well as corporate competitiveness. The article compares Corporate
Social Responsibility concept with the Shared Value approach. Those stances are
illustrated by chosen examples of food retailers.

Key words:
CSR, Corporate Social Responsibility, shared value, supply chain, food retailers
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Pracovna trazovost’ v podnikoch na Slovensku ako sucast’

personialneho marketingu a personalneho manaZmentu
Work Accidents in Companies in Slovakia as part of Personnel Marketing and
Personnel Management

Natdlia MATKOVCIKOVA

Abstrakt

Pracovné urazy a choroby z povolania kladi vel'ké naroky obzvlast’ na malé
a stredné podniky na Slovensku. Z vyskumu realizovaného inSpekciou prace
vyplyva, Zze v obdobi roka 2012 dosSlo k stagnacii starostlivosti o bezpecnost
a ochranu zdravia pri praci u vac¢Siny zamestnavatelov a to najmd v désledku
hospodarskej krizy. NajdolezitejSimi charakteristikami urazovych udalosti su zdroje
a pric¢iny vzniku pracovnych trazov. NajcastejSimi pri¢inami vzniku registrovanych
pracovnych trazov boli predovsetkym nedostatky osobnych predpokladov na vykon
prace v Case urazu, nebezpecné konanie samotnych postihnutych zamestnancov —
pouzivanie nebezpeénych postupov alebo spdsobov prace vratane konania bez
opravnenia. Pre zlepSovanie stavu bezpecnosti a ochrany zdravia pri praci
Vv podnikoch je potrebné prispiet’ k zvySovaniu pravneho vedomia zamestnavatelov i
zamestnancov, zamerat vykon inSpekcie prace na zddraziiovanie vyznamu
prevencie, s cielom znizovania pracovnej urazovosti a vyskytu choréb z povolania,
¢i venovat’ pozornost’ problematike vzdelavania v oblasti BOZP.

KPuacové slova:
bezpecnost’ na pracovisku, pracovny Uraz, registrovany pracovny uraz, stav BOZP.
JEL klasifikacia: J28

Abstract

Work accidents and work diseases are very demanding especially for small and
medium-sized enterprises in Slovakia. The research conducted by the Labour
Inspectorate shows that in the period of year 2012 there has been a stagnation of
care about health and safety at work for most employers, especially in the economic
crisis. The most important characteristics of work accidents are the sources and
causes of workplace accidents. The most frequent causes of work accidents were
registered mainly personal abilities for the work performance at the time of an
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accident, dangerous conduct themselves affected employees - the use of dangerous
procedures or methods, including work conduct without authorization. To improve
the state of health and safety at work in enterprises should contribute to raising the
legal awareness of employers and employees to focus on labor inspection increasing
the importance of prevention in order to reduce the occurrence of work accidents
and work diseases and pay attention to education issues in the state of health and
safety .

Key words:
workplace safety, work accident, registered work accident, state of health and safety.
JEL Classification: J28
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The comparison of the Slovakian and Ukrainian consumers
ethnocentric attitudes - the results of the direct surveys.

Andrzej SZROMNIK - Elzbieta WOLANIN-JAROSZ

Abstract

In the following article the results of empirical researches have been discussed.
Their aim was to define the consumer ethnocentrism level of the inhabitants of
Slovakia and Ukraine. The main source material was acquired thanks to direct
interviews, conducted in two towns: Koszyce (Slovakia) and Iwano Frankowsk
(Ukraine), in a chosen group of 800 respondents (400 people in each town). The
international CETSCALE questionnaire has been used as a measuring instrument.
The analyses presented, clearly indicate that, Slovak as well as Ukrainian consumers
show ethnocentric tendencies. However significantly bigger CET scale values have
been obtained in Ukrainian community. It has also been noted that demographic
factors have meaningful influence on the ethnocentric level of the both groups
researched.

Key words:
consumer ethnocentrism, CETSCALE questionnaire, Slovak-Ukrainian empirical
research
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The consumer ethnocentrism phenomenon in the chosen European
countries.

Elzbieta WOLANIN-JAROSZ

Abstract

This article discusses the nature of consumer ethnocentrism. Presents the
research methodology of this phenomenon with particular emphasis on CETSCALE
and a review of selected empirical studies conducted among consumers in the
European market. Particularly focused on the analysis ethnocentric attitudes
Slovaks.

It is worth emphasizing the rich source material used in this publication, which
includes mainly the English literature.

Key words:
consumer ethnocentrism, CETSCALE questionnaire, empirical study

Adress of author:

Dr inz. Elzbieta Wolanin-Jarosz

John Paul 11 Catholic University of Lublin/ Faculty of Legal and Economic Sciences
in Tomaszow Lubelski

The State Higher School of Technology and Economics in Jarostaw

Czarnieckiego 16, 37-500 Jarostaw

Tel.: 04816/624 46 48,

E-mail: wolaninjarosz@neostrada.pl

http://www.pwste.edu.pl

49



ik, Zbornik abstraktov

£ N"% | MARKETING MANAZMENT, OBCHOD A SOCIALNE ASPEKTY PODNIKANIA®
\EHE/ 24.-25. oktober 2013, Kogice

rooovonoerenies |SBN 978-80-225-3732-2

Schopnosti a zruénosti manaZéra v personalnom marketingu
Skills and abilities of the manager in the personnel marketing

Martin ANDREJCAK

Abstrakt

Persondlny marketing sa vyvinul ako samostatna disciplina z persondlneho
manazmentu v ¢asoch prevahy ponuky prace nad dopytom po nej. V dnesnej dobe sa
personalny marketing chape ako proces, ktory zabezpecCi v ramci personalneho
planovania podniku dlhodobé l'udské zdroje - strategicky potencidl. Prispevok
charakterizuje schopnosti a zru¢nosti manazéra potrebné pre efektivny persondlny
marketing. Charakterizuje osobnost manazéra a jeho predpoklady pre spravne
aplikovanie personalneho marketingu do podnikatel'skej praxe. Prispevok vznikol v
ramci rieSenia projektu VEGA 1/0053/2012.Summary

Key words:
personal marketing, manager, abilities, skills, personality manager

Abstract

The personnel marketing has evolved as a separate discipline of personnel
management in times of the excess of supply over the demand for labour. Nowadays
the personnel marketing is understood as a process that will ensure the long-term
personnel planning in thecompany of human resources —its strategic potential. This
article characterizes the skills and abilities of the manager necessary for effective
personnel marketing. It also characterizes the personality of the manager and his
suitability for the correct application of personnelmarketing in business practice.
This article was created within the project VEGA 1/0053/2012.

KPuacové slova:
personalny marketing, manazér, schopnosti, zrucnosti, osobnost’ manazéra
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Personalny marketing, vychodiska a funkcie
Miroslava SZARKOVA

Abstrakt

Personalny marketing je nova, moderna vedecka disciplina nadvazujuca na
poznatkovy aparat manazmentu, marketingu a personalneho manazmentu, ktora sa v
sucasnej dobe dynamicky rozvija. Prispevok charakterizuje teoretické zdroje a
vychodiska personalneho marketingu. Charakterizuje zakladné funkcie
personalneho marketingu a tieZ nastroje ktoré persondlny marketing pouziva pri
predaji pracovnych miest v etape rozvinutej hospodarskej krizy ako aj v etape
doznievajicej hospodarskej krizy. Prispevok vznikol v ramci rieSenia projektu
VEGA 1/0053/2012.
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Jaky je stav CSR aktivit v retailu drogistickych Fetézci v CR?
Whatis CSR reality within Czech drugstores retail?

David VEJTRUBA

Abstract:

What is CSR reality within Czech drugstores retail?

This review describes current corporate social practices within Czech retail in
light of European context, especially versus mothers companies.Where key focus is
placed, respectively how corporate social responsibility activities are linked to main
business area? Key questionremains, how much is it relevant from consumers /
shoppers point of view and how to measure potential impact on retailers
performance.

Key words:
retail, corporate social responsibility, consumer / shoppers relevance, retail
performance
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Rozhodovanie obchodnikov medzi privatnou znackou a znackou

vyrobcu
Retailer’s decision making on choice between privat label and brand of producer

Anna HRNCIAROVA TURCIAKOVA

Abstract

This article presents the retailer’s basic decision making on choice between
private label and their substitutes - branded products in circumstances of limited
space at retailer’s disposal. In the paper are discussed the tools to maximize
retailer’s profitability using private labels. The findings also suggest that it is
important for retailers to understand the nature and incidence of private label
rejection.

Kracové slova:
privatna znacka, retailer, naklady, znackové produkty vyrobcov
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Rozwoj spoleczno-gospodarczego miasta Lublin w latach 1995-

2010
Socio - economic development of the city of Lublin in the years 1995-2010

Pawet MARZEC - Grzegorz KRAWCZYK

Abstract

Local development is a process of changes undergoing in a particular system,
including needs and goals which are adequate for this system as well as its aims,
preferences and the hierarchy of values that make up the economy of the local
system. The most important context for the concept of "local development" is to be
defined as socio-economic development. In this paper the authors use taxonomic
analysis to examine the level of socio - economic development of Lublin in the years
1995-2010 . The analysis of 42 features describing this development shows that the
economy of Lublin developed during this period. Analizing the components of this
development it was found that the progress takes place mainly in the economic and
technical fields. Regressive development can be observed in the social sphere. It is
mainly caused by the demographic situation of the city. It should be taken into
consideration that the final result of the taxonomic analysis is determined by the
selection of indicators. The choice of indicators is always a subjective decision and
is dependent on the knowledge and experience of the researchers.
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Wzrost znaczenia jakosci w zarzadzaniu nieruchomosciami
komercyjnymi w Polsce

Elzbieta KICKA

Abstrakt

Zarzadzanie nieruchomoscia komercyjna to czynnosci ustugowe shuzace
utrzymywaniu jak najwigkszego przychodu z wynajmowanych powierzchni. Wptyw
na to maja takie czynniki jak planowanie wynajmu przestrzeni, badanie trendow
rynkowych,  marketing ~ wynajmowanych  powierzchni,  administrowanie
nieruchomos$cia, zarzadzanie jej finansami, relacje z najemcami oraz doradztwo, w
jaki sposéb maksymalizowaé warto§¢ nieruchomo$ci poprzez inwestycje,
restrukturyzacj¢ czy inna organizacj¢ sprzedazy. Wszystkie te czynnosci sa ustgami
zarzadzania, ktoére mieszcza si¢ w zakresie pojecia property management (PM).
Szerszym pojgciem jest tak zwane zarzadzanie zasobami, czyli facility management
(FM).

Niewiele firm potrafi w pelni korzysta¢ z walorow FM a wiedzg z jego zakresu
posiadaja jedynie wiedza ludzie z branzy wykonujacy ten zawod. W Polsce ten
termin uzywany jest od ponad 10 lat i mimo uptywu czasu nasuwa si¢ pytanie czy
cokolwiek ulegto zmianie w jego obliczu na krajowym rynku nieruchomosci?
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Ludsky faktor v procese zavadzania a vyuZivania Business

Intelligence v riadeni malych a strednych podnikov
The Human Factor in the Process of Business Intelligence Implementation and Use
in Managing Small and Medium Enterprises

Stefan CARNICKY

Abstract

The succsess in the process of Business Intelligence (BI) implementation and
use in managing small and medium enterprises (SMEs) is influenced by a big
number of factors. These are besides technological factors first of all organizational
factors which have a decisive influence on the overall level of use Bl and on the
quality of managerial decision making. The aim of this paper is to determine the
most important areas of the effect of the human factor in the process of BI
implementation and use in managing SMEs and examination of the influence of
these areas on the overall success of Bl applications in corporate practice and their
benefits for companies. On the basis of experience especially from abroad, the key
to successful of Bl implementation and use in corporate practice is first of all an
efficient cooperation between all participants of the Bl system in companies.

Key words:
human factor, business intelligence,small and medium enterprise, project sponsor,
business intelligence team, corporate culture
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Podnikova kultura a jej vplyv na konkurencieschopnost’ podniku
Corporate cultureandits impactoncompany competitiveness

Iveta PODOLAKOVA

Abstrakt

Prispevok sa zaobera podnikovou kultirou a jej vplyvom na
konkurenciuschopnost. V  prvej casti popisuje vyznam podnikovej kultlry,
charakteristiku podnikovej kultiry a delenie organizacnych Struktaru. Druha cast’ je
zamerana na vznik a vyvoj podnikovej kulttry, taktieZ sa zameriava na merania a
skimanie podnikovej kultary. Posledna ¢ast’ popisuje vplyv podnikovej kultiry na
konkurencieschopnost’.

KPucovéslova:
podnikova kultara, konkurencieschopnost’, podnik

Abstract

The article deals with the corporate culture and its impact on the competitive
capacity. The first part describes the importance of corporate culture, corporate
culture characteristics and organizational structure of the division. The second part
focuses on the emergence and development of corporate culture, also focuses on
measuring and examining corporate culture. The last part describes the impact of
corporate culture on competitiveness.

Keywords:
corporate culture, competitiveness, enterprise
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Polska marka Solaris na rynkach swiatowych
Polish Solaris brand in global markets

Jolanta URBANSKA

Streszczenie

Przedmiotem artykulu jest proba odpowiedzi na pytanie, jakie czynniki
wplywaja na kreowanie silnej marki globalnej. Przedmiotem analizy jest polskie
przedsigbiorstwo produkujace pojazdy komunikacji publicznej Solaris. Wymienia
si¢ innowacje produktowe, kryzys w branzy motoryzacyjnej, zmiany prawa unijnego
jako elementy sukcesu rynkowego firmy.

Slowa kluczowe:
marka globalna, strategia marki globalnej, branza motoryzacyjna

Abstract

This paper is an attempt to answer the question of what factors influence the
creation of a strong global brand. The analysis is a Polish company producing the
Solaris public transport vehicles. It lists product innovations, the crisis in the
automotive industry, changes in EU law as part of the commercial success of the
company.

Key words
global brand, global brand strategy, automotive
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Challenges in the social field in 21. century — NGOs financing

Emil MARETTA

Abstrakt

Prispevok sa zaobera existujicou vyzvou v socidlnej oblasti v suvislosti s
manazmentom a marketing manazmentom vo sfére socialnej prace — ziskavanie
zdrojov pre organizacie 3. sektora. BlizSie sa sustredi na moznosti financovania
mimovladnych neziskovych organizécii. Jednym z cielov ¢lanku je poukazat' na
Specifickost’ marketingu a manazmentu v tretom, teda neziskovom sektore, oproti
komerénému sektoru a oblasti Statnej ¢i verejnej spravy. Poukazat’ na potrebu, ba az
nevyhnutnost’ systematického rieSenie socidlnych otazok v 21. storoci a tym padom
aj touto potrebou vyvolani nevyhnutnost profesionalneho manazmentu a
marketingu v mimovladnych neziskovych organizaciach 3. sektora. Medzi hlavné
vyzvy tychto organizacii v 21. storo¢i patri uloha zabezpecit' dostatok zdrojov na
svoju ¢innost. Ako jednu z efektivnych moznosti prispevok rozobera Spolocenski
zodpovednost’ organizacii a firiem.

KPuacové slova:
neziskové mimovlddne organizacie, spolocenska zodpovednost organizacii,
financovanie a ziskavanie zdrojov, manazment, marketing

Abstract

The paper deals with the current challenge in the social field, containing
management and marketing-management in the area of social work — fundraising of
NGOs. It focuses closer on varieties of financing the NGOs. One of the goals of this
article is to differentiate specific aspects of marketing and management in non—for
profit sector in comparison with commercial and with state sector. To refer the need,
almost necessity of systematic solutions of social issues in 21 century and causally
to this need also the need of professional management and marketing in NGOs. One
of the main challenges of these organizations in 21. century is fundraising of NGOs,
to gain adequate resources for operations of NGOs.

Avrticle describes Corporate Social Responsibility as one of the effective
solutions.
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Keywords:
NGOs, Corporate Social Responsibility, financing and fundraising, management,
marketing
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Organizacia realneho marketingu v spolo¢nosti typu B2B
Real Marketing Organization in the B2B Company

Anna DIACIKOVA

Abstrakt

Prispevok pojednava o organizovani a riadeni marketingu a suvisiacich aktivit
vV medzinarodnej spolo¢nosti typu B2B s majoritnym slovenskym kapitalom.
Analyzovana je takmer 25-ro¢na historia vyvoja marketingovych ¢innosti v reédlne;j
praxi pocas jej transformdcie zo Statneho podniku na akciovi spolo¢nost’ v suvislosti
s prechodom od planovaného hospodarstva na Slovensku na trhové hospodarstvo.
Cielom prispevku je na zaklade realnej praxe firmy typu B2B poukazat na
rozmanitost’ organizdcie marketingu, ktora je origindlna a rozhodne musi vychadzat
z realneho konkrétneho firemného prostredia, priCom reSpektuje principy teorie
marketingu. Proces budovania konkurencieschopnej firmy poésobiacej vo vysoko
konkuren¢nom medzinarodnom prostredi je vysvetlovany v suvislostiach vyvoja
trendov organizacie predaja, marketingu, manazmentu informadcii a znalosti.

KPucové slova
marketing, B2B, organizacia, informacie, znalosti, konkuren¢na vyhoda

Abstract

The paper discusses about organization and management of marketing
and related activities in the international B2B company with the majority
Slovak capital. It is analyzed the 25-year history of the development of
marketing activities in real-life of company during its transformation from a
state enterprise into a joint stock company in connection with the transition
from a planned economy to a market economy in Slovakia. The paper is
based on the actual practice of B2B company highlight the diversity of the
marketing organization, which is definitely original and must be based on
specific real business environment, while respecting the principles of
marketing theory. The process of building a competitive firm in a highly
competitive international environment is explained in the context of
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development trends in the sales, marketing, information management and
knowledge.

Key words
marketing, B2B, organisation, information, knowledge, competitive advantage
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Efekty zemé piivodu zbozZi v marketingové komunikaci
Country of Origin Effect in Marketing Communications

Pavel STRACH, Jana PRIKRYLOVA, Hana JAHODOVA

Abstrakt

Ptispévek je vysledkem prvniho stadia vyzkumného projektu Vliv zemé
ptvodu a diivéryhodnosti znadky na nakupni umysly, ktery je realizovan ve Skoda
Auto Vysoka skola. Zejména v mezindrodnim prostfedi je vnimani znacky
komplikované a komplexni, a proto se také li§i mozné postoje zadkaznikil vici zbozi
s konkrétnim pivodem. Piispévek diskutuje klasifikaci prvku, které vytvareji
komplexitu pojmu zemé ptivodu a jeho vztah ke znacce a image znacky. Po definici
jednotlivych prvkl nasleduje aplikace na automobilovém trhu a diskuse vysledki z
pilotniho reprezentativniho Setfeni na ceském trhu.

Klic¢ova slova:
Zemée puvodu produktu, zemé pivodu znacky, country of origin effect, postoje
zakaznikll vi¢i zemi ptivodu, empirické Setieni, automobilovy trh
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Spotrebitel’ské spravanie na trhu alkoholickych napojov
Consumer behaviour on thealkoholic drink market

Méria HOLIENCINOVA
Abstrakt

V mnohych ¢astiach sveta je konzumadcia alkoholickych napojov sucastou
spolocenskych stretnuti. Ro¢na spotreba alkoholickych napojov vo svete rastie.
Existuju vSak rozdiely v pomere spotreby jednotlivych druhov alkoholickych
napojov. Priinou st rozne preferencie spotrebitelov v zavislosti od regionu a
tradicie.

Cielom prispevku je analyzovat' vyvoj spotreby alkoholickych napojov vo
svete, Europe a na Slovensku. Na zéklade realizované¢ho marketingového prieskumu
zistit’ preferencie zdkaznikov pri kipe alkoholickych napojov na slovensko trhu.

Na zéklade dotaznikového prieskumu mozno konstatovat, Ze najobl'ibenejSim
alkoholickym napojom je pre 39 % respondentov pivo. Z prieskumu dalej
vyplynulo, Ze najdolezitej$imi kritériami pri kiipe piva sa pre vaés§inu respondentov
v poradi chut’ , znaCka, cena a nasledne reklama. Pri kipe vina spotrebitel’a najviac
ovplyvituje znacka, chut’, krajina pdvodu, cena a obal. Za najdolezitejSie faktory
ovplyvitujice rozhodovanie pri kupe liehovin uviedli respondenti cenu, obal,
znacku, chut’ a reklamu.

KPucové slova:
spotreba, alkohol, pivo, vino, spotrebitel’ské preferencie

Abstract

In many parts of the world, consumption of alcoholic beverages is a part of
social gatherings. Annual consumption of alcoholic beverages in the world is
growing each year. However, there are differences in the consumption of different
kinds of alcoholic beverages. The cause is various consumer preferences depending
on region and tradition.

The aim of this paper is to analyze the development of consumption of
alcoholic beverages in the world, Europe and Slovakia. Through realized marketing
research to determine customer preferences when purchasing alcoholic beverages on
the Slovak market.
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On the basis of questionnaire can be concluded that the most popular alcoholic
beverage is beer for 39 % of respondents. The research has also shown that the most
important criteria when buying beer for the majority of respondents in order are
taste, brand, price and subsequently advertising. When buying wine consumers are
the most affected by brand, flavour, country of origin, price and packaging. The
most important factors that influence respondents when buying spirits were
indicated price, packaging, brand, flavour and advertising.

Key Words:
consumption, alcohol, beer, wine, consumer preferences
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ZvySovani vykonnosti pomoci activity-based costing a teorie

omezeni
Increasing performance using activity-based costing and the theory of constraints

Jindrich POKORA

Abstrakt

Cilem prace je doplnit poznatky v oblasti activity-based costing a time-driven
activity-based costing z hlediska moznych zplsobu interpretace vysledki obou
metod pomoci teorie omezeni. V praci jsou pouzity vystupy activity-based costing z
konkrétniho podniku za ucelem formulace doporuceni pro podnikovou strategii.
Management podniku by mél byt schopen na zaklad¢ uvedenych metod urcit, jaké
vyrobky ¢i sluzby dale produkovat ¢i na jaky segment zakaznikli z existujiciho
portfolia se zaméfit, aby doslo k ristu vykonnosti podniku.

Klic¢ova slova:
activity-based costing, teorie omezeni, vykonnost, strategie

Abstract

The aim of the work is a further development of activity-based costing and
time-driven activity-based costing methods considering possible ways of analyzing
the outcomes of both methods using the theory of constraints. Outcomes of activity-
based costing from a specific company are used in order to develop
recommendations for business strategy. Based on these methods the management of
the company should be able to decide, which products or services to produce in the
future or which customer segments to focus on in order to increase performance of
the company.
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Six Sigma ako metoda kvality
Six Sigma as a method of quality

Anna MOSCAKOVA

Abstakt

Systémy riadenia kvality skupiny ISO maju konkurenta, ktory priSiel
z Ameriky vo forme metody Six Sigma. Tato metoda oslovila najviac americké
firmy, aviak Coraz viac sa uplatituje aj v Eurdpe. Ulohou Six Sigma je zlepSovanie
podnikovych procesov, znizovanie chybovosti nielen vyrobku a vyrobnych
procesov, ale aj procesov manazérskych, administrativnych a transakénych. Metoda
je nastrojom, ktory sa od doterajSich liSi tym, ze buduje novym sposobom
podnikov kultaru. VSetci chctl byt lepsi a hl'adaju rieSenia problémov. Tato metoda
dava mozZnost’ rozhodovat’ sa na zaklade udajov.

KPucové slova:
Metoda, Six Sigma, kvalita, metodika, faza

Abstract

Quality Management Systems I1SO group have a competitor who came from
America in the form of Six Sigma methods. This method addressed most American
companies, but increasingly also applies in Europe. The role of Six Sigma is to
improve business processes, reduce errors both product and production processes,
but also the processes of management, administrative and transactional. The method
is a tool that differs from the previous by building new way corporate culture. We all
want to be better and looking for solutions to problems. This method gives the
possibility to make decisions based on data.

Keywords:
Method, Six Sigma, quality, methodology, phase
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Procesné riadenie a jeho zavedenie do organizacie
Process management and its implementation in organizations

Lucia MELNIKOVA — Iveta SEBECAKOVA — Lubos SOCHA

Abstrakt

Potreba zmeny sa stava sucastou kazdodenného zivota podniku. Riadenie
moderného podniku je zalozené na riadeni podnikovych procesov, ich optimalne
navrhovanie, modelovanie a implementéciu. Prispevok pojedndva o potrebe zaviest
procesné riadenie do organizdcie pomocou reengineeringu. Ide o stru¢ny prehl’ad co
vietko je nutné vykonat’, aby nastala radikalna zmena Gspechu v organizacii. Clanok
pojednava o podnikovych procesoch, modelovani procesov a analyzuje zékladné
fazy reengineeringového projektu.

KPicové slova:
proces, procesné riadenie, reengineering, organizacia, modelovanie podnikovych
procesov, projekt

Abstract

The need for change has become part of everyday business life. Management
of a modern enterprise is based on the management of business processes, their
optimal design, modeling and implementation. The article discusses the need to
introduce process management in the organization through reengineering. This is a
brief overview - what must be done to succeed there has been a radical change in the
organization. The article discusses business processes, process modeling and
analyzes the reengineering phase of the project.

Keywords:

process, process management, reengineering, organization, business process
modeling, project

71



Adresa autorov:

Ing. Lucia Melnikova

Technicka univerzita v KoSiciach, Letecka fakulta
Katedra manazmentu leteckej prevadzky
Rampova 7, 041 21 KoSice

e-mail: lucia.melnikova@tuke.sk

Ing. Iveta Sebescakova

Technicka univerzita v KoSiciach, Letecka fakulta
Katedra manazmentu leteckej prevadzky
Rampova 7, 041 21 KoSice

e-mail: iveta.sebescakova@tuke.sk

Ing. Cubos§ Socha, PhD.

Technicka univerzita v KoSiciach, Letecka fakulta
Katedra manazmentu leteckej prevadzky
Rampova 7, 041 21 KoSice

e-mail; lubos.socha@tuke.sk

72



SN, Zbornik abstraktov

QRIS %
$3 ﬁ%% »MARKETING MANAZMENT, OBCHOD A SOCIALNE ASPEKTY PODNIKANIA®
\EHE/ 24.-25. oktober 2013, Kogice

reorenegee  ISBN 978-80-225-3732-2

Podnikanie obce — Nastroj komunalnej socialnej politiky?
Enterpreneurship of Municipality — A Tool of the Municipal Social Policy?

Ladislav POLIAK

Abstract

The aim of submitted text is to provide a view on the issue of entrepreneurship
of municipality and its possible positive impacts on its inhabitants. The article
contains primarily a legislature analysis. In its last part there are analysed some
perspectives of entrepreneurship of municipalities. This part is based on author’s
own conversations with representatives and employees of the municipal sphere in
Slovakia.

Keywords:
Municipal policy, municipality, entrepreneurship, social policy.

Abstrakt

Cielom predkladaného textu je poskytnutie pohladu na problematiku
podnikania obce a jeho mozného pozitivneho dopadu na obyvatel'stvo obce. Clanok
obsahuje primarne analyzu legislativy. V poslednej Casti st analyzované perspektivy
podnikania obci. Tato Cast’ je zaloZzend na autorovych vlastnych rozhovoroch so
zastupcami a zamestnancami komunalnej sféry na Slovensku.

Kracové slova:
Komunalna politika, obec, podnikanie, socidlna politika.

Adresa autora:

Bc. Ladislav Poliak

Univerzita Mateja Bela v Banskej Bystrici, Ekonomicka fakulta
Katedra verejnej ekonomiky a regionalneho rozvoja
Tajovského 10, 975 90 Banské Bystrica

tel.: +0421(0)949 073 129

e-mail: poliak.ladislavl@gmail.com

73



sikhigm,  Zbornik abstraktov
§7a% ,MARKETING MANAZMENT, OBCHOD A SOCIALNE ASPEKTY PODNIKANIA®
. 24. - 25. oktober 2013, Kosice

reorenegee  ISBN 978-80-225-3732-2

Finan¢na gramotnost’ a finan¢né vzdelavanie
Financial literacy and financial education

Alzbeta THIESSEN - Bohuslava MIHALCOV A

Abstrakt

V sucasnosti sa stala finanénd gramotnost’ velmi dolezitou témou a Cast'ou
finan¢nej reformy v ramci celého sveta. DoterajsSie prieskumy finan¢nej gramotnosti
realizované Eurdpskou tUniou, Svetovou bankou, ¢i uz Slovenskou bankou
asociaciou ukazali, ze tiroven financnej gramotnosti spotrebitel'ov je relativne nizka.
Z toho dovodu, vznikd potreba financne vzdeldvat I'udi, aby vedeli robit’ spravne
finan¢né rozhodnutia, na zaklade informovanosti, ohladom svojich financii,
a dosiahli tak celozivotny blahobyt. Na dosiahnutie tohto ciel’a, je nevyhnutné zacat
tento proces vzdelavania uz od zakladnych, cez stredné, az po vysoké Skoly. V tejto
praci sa venujeme teoretickému vymedzeniu pojmov ako su finan¢nd gramotnost’
a finanéné vzdeldvanie. Dalej sme poukazali na meranie finan¢nej gramotnosti
z pohladu viacerych autorov a opisali doterajSie prieskumy financ¢nej gramotnosti
vramci Svetovej banky, Organizacie pre hospodarsku spolupracu arozvoj a
Eurdpskej tinie. V poslednej Casti sme porovnali finanéné spravanie, ktoré je jednou
z dolezitych Casti financnej gramotnosti, medzi krajinami V4 podl'a databazy Global
Findex 2011 od Svetovej banky.

KPuacové slova:
Finan¢na gramotnost’, financné vzdelavanie, meranie finan¢nej gramotnosti, krajiny V4

Summary

Financial literacy has become an immensely important issue as well as a
component of financial reform throughout the whole world. The recent surveys on
financial literacy that were conducted by the European Union and the World Bank,
as well as the Slovak Banking Association, revealed the level of financial literacy
among consumers to be relatively low. For this reason, it is vital to educate people in
the area of finance so that they can then make proper and informed financial
decisions concerning their personal finances. This will allow them to then achieve
a better life-long standard of well-being. In order to achieve this goal, it is necessary
to begin this educational process during the formative elementary school years, and
then to continue through high school and on through university. This paper first
outlines the theoretical definitions of financial literacy and financial education.
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Then it deals with measuring financial literacy based on the viewpoints of several
different authors and describes recent surveys of financial literacy conducted by the
World Bank, the Organisation for Economic Cooperation and Development and the
European Union. The final section compares financial behavior, which is the one of
the important part of financial literacy, between V4 countries based on Global
Findex 2011 by World Bank.
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Financial literacy, financial education, financial literacy measurement, V4
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Europska podpora environmentalnych podnikovych inovacii
European support of business ecoinnovation

Lubica LESKOVA, Juraj CORBA

Abstrakt

Za eko-inovacie mozno povazovat’ inovacie, ktorych vysledkom je pozitivny
efekt z hladiska zivotného prostredia. Redukuju environmentalne dopady a
umoziuju lepsie vyuzivanie zdrojov. EU sa snazi maximalizovat’ vplyv eko-inovacii
a zhodnotit' kazdé euro ¢o najvyhodnejSie. V prispevku sa budeme venovat
charakteristike jednotlivych programov ako moZnostiam podpory eko-inovacii
podnikov na Slovensku z tirovne EU.

Kracové slova:
environmentalne inovacie, MSP, $trukturalne fondy, Europa 2020, Horizont 2020

Abstract

Eco-innovation is any form of innovation that result is a positive effect in terms
of the environment. Eco-innovation is about reducing our environmental impact and
making better use of resources. The EU is looking to maximise the impact of Eco-
innovation and make every euro go as far as possible. In this paper we will discuss
about the characteristics of the individual programs as opportunities support eco-
innovation companies in Slovakia from the EU level.

Keywords:
environmental innovation, SMEs, Structural Funds, 2020, Horizon 2020

Adresa autora:

Ing. Cubica Leskova

Ekonomicka univerzita v Bratislave, Podnikovohospodarska fakulta v KoSiciach
Katedra manazmentu

Tajovského 13, 041 30 Kosice

tel.: +421910967881

e-mail: lubica.leskova@euke.sk

76



Ing. Juraj Corba

Ekonomicka univerzita v Bratislave, Podnikovohospodarska fakulta v KoSiciach
Katedra manazmentu

Tajovského 13, 041 30 Kosice

tel.: +421907547096

e-mail: juraj.corba@euke.sk

7



ik, Zbornik abstraktov

£ N"% | MARKETING MANAZMENT, OBCHOD A SOCIALNE ASPEKTY PODNIKANIA®
\EHE/ 24.-25. oktober 2013, Kogice

rooovonoerenies |SBN 978-80-225-3732-2

MozZnosti a problémy uplatnéni pupilometrie v marketingu
Possibilities and problems of pupillary measurement utilization in marketing

Viera VAVROVA - Petr CERVENKA - Jana NASCAKOVA - Marcela GERGELOVA

Abstrakt

Clanek popisuje vyuziti pupilarniho reflexu pro podvédomé zjistovani
preferenci spotiebiteld. Uvadi podstatu a vyuZiti pupilometrie v marketingu, druhy
pupilometrie, praktické navrhy a predpoklady pro budouci vyuziti v marketingu.
Navrhuje postupy experimentu s vyuzitim ocni kamery s integrovanym
pupilpometrem a poukazuje na vybrané praktické problémy, které je nutné pfi
experimentovani eliminovat.

Klacové slova:
marketing, pupilarni reflex, ocni kamera, experiment
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Foreign trade trends of agricultural products
Trendy v zahrani¢nom obchode pol'nohospodarskych produktov

Miroslava RAJCANIOVA

Abstract

The accession to the European Union (EU) has brought a lot of advantages for
all the new member states (NMS). The present study details how the Hungarian-
Romanian agricultural trade has changed in the frames of bilateral trading activities
due to the second wave of Eastern expansion and what tendencies can be observed.
In regards to trading of goods, it is reviewed which products show concentration and
which products can be characterized with comparative advantages.

Key words:
Agricultural products, trends, foreign trade
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Price transmission along the food supply chain in Slovakia
Ceny vybranych produktov v potravinovom retazci na Slovensku

Miroslava RAJCANIOVA

Abstract

This paper examines the price relationship along the food supply chain in
Slovakia. We analyze a long-run relationship between farm and retail level in the
vertical chain of milk, beef meat, pork meat, chickens, potatoes and apples.
Cointegration approach is used to study long-run relationship. We allow for the
existence of non-linear relationship between prices at various levels of the vertical
chain by using threshold autoregressive models. We found the evidence of
asymmetry in price transmission along the food supply chain..

Key words:
Price, food supply chain, autoregressive models
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Inovaéna stratégia na Slovensku a v krajinach EU27
Innovationstrategy in Slovakia and in EU27 countries

Stela BESLEROVA

Abstract

Aim of this article is to evaluate innovation performance of Slovakia and
countries EU27. Included in the article is summarization of current performance and
detailed performance in measured indicators. We evaluate expenditures on research
& development and perform regression analysis of time series. Overall we can
conclude that Slovakia is below an avarage of EU27 countries and there is an
importance to focus on new Innovation strategy of Slovakia for 2014-2020.

Key words
Innovation,

KPucové slova
Innovation, innovation performance, research and development
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Obchodovanie s obnovitel’nymi zdrojmi energie na Slovensku
Trading with renewable energy sources in Slovakia

Adriana CSIKOSOVA - Méria ANTOSOVA

Abstract

Goal of the paper is to search main factors, influencing business with chosen
renewable energy sources (RES) at the Slovakian energetic market with nearer
orientation to the market with electric energy, meanwhile influencing factors can be
energetic legislation, production and consumption of energy, system for support of
energy production from RES, price regulation, final price of energy with tariff for
system’s service.

System of repurchase prices by the way of guarantee of stability brings to the
investors number of risks, mainly considerable increasing of final price of electric
energy. In spite of developing competition at the market in area of electricity sale
decreases partially final price of energy, its height is significantly influenced by
tariff for system’s service. During last period growth of tariff’s price had been
characteristic mainly due to the RES support; meanwhile biggest part of support
belongs to the photovoltaic power plants.

Key words:
renewable energy, electricity market, energy legislation, support tools on the market
for RES

Kracové slova:
obnoviteI'né zdroje energie, trh s elektrinou, energetickd legislativa, podporné
nastroje na trhu s OZE

Adresa autorov:

prof. Ing. Adriana Csikoésova, CSc.
Technicka Univerzita KoSice, Fakulta BERG
Ustav Podnikania a Manazmentu

Letna 9, 040 01 KosSice

tel.: +0421(0)55 / 602 2929

e-mail: adriana.csikosova@tuke.sk

82



doc. PhDr. Maria AntoSova, PhD.

Technicka Univerzita KoSice, Fakulta BERG
Ustav Podnikania a Manazmentu

Letna 9, 040 01 KoSice

tel.: +0421(0)55/ 602 2983

e-mail: maria.antosova@tuke.sk

83



sikhigm,  Zbornik abstraktov
§7a% ,MARKETING MANAZMENT, OBCHOD A SOCIALNE ASPEKTY PODNIKANIA®
\BHE ] 24.-25. okt6ber 2013, Kosice

reorenegee  ISBN 978-80-225-3732-2

Vplyv diverzifikacie obchodnych partnerov na finan¢né zdravie

podniku
Influence of business partner diversification to the financial health of the firm

Katarina CULKOVA - Mdria ANTOSOVA

Summary

Companies must many times meet various problems in case to avoid worsening
of financial health. Due to the mentioned they provide number of conveniences for
their clients with aim they would not go to the competition. In presented paper there
is analyzed necessity to regard in financial situation supplier and client and when
there is necessary to evaluate and prefer such clients that are most convenient for the
firm and what measurement must firm accept against its client that cause paying
disability of the firm. Namely long term problems of the firm with suppliers and
clients can seriously threaten the firm and therefore every firm should permanently
diversify its business partners according dependence to its influence to its financial
viability.

Key words:
supplier, customer, financial health of the business, competitiveness
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Od komunikujiciho mésta k partnerstvi pro mistni rozvoj
From Communicating Town to partnership for local development

Miroslav FORET

Abstract

The paper is devoted contemporary marketing projects shift from previous
Communicating Town to Partnership for local development. Some practical results
and marketing methodology recommendations from the latest marketing research
conducted in Brno in March 2013 are mentioned in the second part.
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marketing research, citizens, local development, local enterprises
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Modelovanie procesov ako dolezita sucast’ procesného riadenia

v samosprave Slovenska
Process Modeling as an Important Component of Process Management in Self-
Government in SR

Darina FRICOVA

Abstract

Generally speaking the processes people meet every day with are e.g. preparing
the documents, making decisions. They are a major component of organizations in
public and private sector. Most organizational problems have their root case in
internal processes. The aim of contribution is to explain the process modeling in the
territorial self-government. Process modeling provides tools and modern
methodology for identifying and optimizing of process. Practical part of the paper is
oriented on outputs of PROMOSA project (Process Modeling in the Self-
Government of Slovakia). We present three finished parts: identification of key and
support processes in particular areas of municipalities, creating the global maps and
maps in details. Selected research town is Kosice.

Key words:
process, process management, process modeling, PROMOSA project, management
of community development
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Prepojenie strategického riadenia s procesnym riadenim a nové

moZzZnosti odmenovania manazérov
Linking strategic management with process management and new opportunities for
rewarding managers

Peter GALLO

Abstract

This article deals with the remuneration of managers. Examines it from the
perspective of strategic management in the context of process management.

Process Management introduces new elements to the strategic management
system associated with the BSC , which can be effectively used in the process of
executive compensation in the form of variable pay. This organization can
effectively provide incentives to managers towards a vision that would like to meet .
At the same time filled with the substance of the statement P. Drucker " First, do the
right things and then do them properly ." It is well constructed strategic goals with
effective motivation of managers means the right thing . Processes and their
potential for improvement indicate the extent to which they can be further optimized

Keywords:
Balanced Scorecard strategic management, process management, remuneration,
performance evaluation
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Barriers to e-marketing development in Polish hotel industry

Sebastian KOPERA, Ewa WSZENDYBY£-SKULSKA

Abstract

Application of e-marketing activities and solutions in an innovative way relies
heavily on the internal ICT skills and competencies. The report, using secondary
data, discusses the deficiencies of the Polish accommodation sector in this field:
insufficient ICT employee training as well as limited employment of ICT specialists.
It is argued that development of ICT competencies should be domain of formal
educational institutions as well as hotel enterprises. In the latter group the most
important role should be played by managers and owners. They should have the
capability to understand the role of new media in marketing. Without this
understanding there will be no readiness to invest in skills and competencies of
employees that can turn e-marketing opportunities into e-value for accommodation
businesses.
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Rozwoj spoleczno-gospodarczego miasta Lublin w latach 1995-

2010
Socio - economic development of the city of Lublin in the years 1995-2010

Pawet MARZEC - Grzegorz KRAWCZYK

Abstract

Local development is a process of changes undergoing in a particular system,
including needs and goals which are adequate for this system as well as its aims,
preferences and the hierarchy of values that make up the economy of the local
system. The most important context for the concept of "local development" is to be
defined as socio-economic development. In this paper the authors use taxonomic
analysis to examine the level of socio - economic development of Lublin in the years
1995-2010 . The analysis of 42 features describing this development shows that the
economy of Lublin developed during this period. Analizing the components of this
development it was found that the progress takes place mainly in the economic and
technical fields. Regressive development can be observed in the social sphere. It is
mainly caused by the demographic situation of the city. Another problem identified
for the city is also job market. It should be taken into consideration that the final
result of the taxonomic analysis is determined by the selection of indicators. The
choice of indicators is always a subjective decision and is dependent on the
knowledge and experience of the researchers.

Key words:
local development, development management, taxonomic analysis,socio-economic
development
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Vychodiska spolocenskej zodpovednosti podnikania
Assumptions of corporate social responsibility

Bohuslava MIHALCOVA — Iveta JELENOVA

Abstract

Currently, the terms ofsocial responsibilityandsustainable development are the
foundationof any organizations. Concepts of corporate social responsibility or triple-
bottom-line point out that economic interest may not be in contradiction with the
social and environmental concerns. Corporate social responsibilitythus provides
a framework forhelpingorganizationsintegrateenvironmental, social(ethical)
criteriaintomanagement decisions.

Kracové slova:
spolocensky zodpovedny podnik, kvalita, trojita zodpovednost’

Key words:
corporate social responsibility, quality, triple bottom line
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Krajina povodu znacky v spotrebitel’skych preferenciiach Slovakov
Country-of-Origin Brand within the Slovak Consumers’ Preferences

Eva SMOLKOVA — Peter STARCHON

Abstract

The study highlights a currently discussed topic concerning attitudes and
preferences of Slovak consumers to the country-of-origin brand based on selected
results of a representative primary research conducted in the Slovak Republic in
2013. It focuses not only on the relevance of country-of-origin effect on Slovak
consumers’ behavior, but also on the relationship between a brand and its country-
of-origin and the country-of-production. The paper identifies a lack of common and
clear meaning of the Slovak brand by the respondents and points out relevant criteria
for the recognition of the Slovak brand.

Kracové slova:
znacka, slovenska znacka, krajina povodu, spravanie spotrebitelov, spotrebitel'ské
preferencie
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Ekonomické aspekty integrovaného systému riadenia
Economic aspects of an integrated system of management

Viadimir SOCHA — Patrik KUTILEK — Lubos SOCHA

Abstract

The article is dealing with the issue of evaluating the costs incurred with the
introduction and certification of the quality management system. The analysis of
financial dementedness of building an integrated management system focused on
quality and the environment as well as certification in a concrete company. Also
analysed and compared are the total costs of company spent on building and
maintaining an integrated system of management.

KPucové slova:
manazment, kvalita, environment, naklady, certifikacia.
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Priprava spolo¢nosti J.D.L-STAVBA s.r.o. na certifika¢ny audit
Preparation of the limited liability company the J.D.L-STAVBA s.r.0. for an audit
of certification

Lubos SOCHA — Iveta SEBESCAKOVA — Lubomir DERMEK

Abstract

The article is dealing with the issue of quality management. It provides a
detailed description of the way of building the quality management system iwith
the limited liability company the J.D.L-STAVBA s.r.0. to the standards of STN EN
ISO 9001:2009 ,,Quality management system. Requirements“. The thesis is
developing the individual phases of the entire process of preparing the company for
the audit of certification. Also described is the proces of certification followed by
an outline of further potentials of the company for development.

Kracové slova:
audit, certifikacia, kvalita, integrovany systém riadenia, systém manazérstva kvality.
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Finan¢na gramotnost’ ako suhrn finanénych vedomosti, spravania
sa a postojov

Monika BACOVA

Abstrakt

V sticasnom obdobi globalnej finanénej krizy sa unas doma iV zahranici
zvysSuje zaujem mnohych institucii o problematiku financnej gramotnosti. Odbornici
spracovavaju definicie finan¢nej gramotnosti a vypracovavaji rozne modely
hodnotenia financnej gramotnosti. OECD realizovala prieskum financnej
gramotnosti, v ramci ktorého analyzovala vedomosti, pozitivne spravanie a postoje
Vv oblasti financii. Narodny Standard finan¢nej gramotnosti na Slovensku definuje
finan¢n gramotnost’ ako ,,schopnost’ vyuzivat' poznatky, zrucnosti a skusenosti
na efektivne riadenie vlastnych financnych zdrojov s cielom zaistit’ celozivotné
finan¢né zabezpecenie seba a svojej domacnosti“. Vymedzuje rozsah poznatkov,
zrucnosti a skusenosti v oblasti finanéného vzdeldvania a manazmentu osobnych
financii. Definuje schopnosti, ktorymi by mal disponovat’ absolvent strednej
Skoly. Popisuje tematické okruhy z oblasti financii a vymedzuje ocakavania,
¢oho by mal byt’ absolvent strednej Skoly schopny.

Cielom prispevku je prezentovat model spracovany v stlade
s prieskumom OECD o finan¢nej gramotnosti a Narodnym Standardom
financnej gramotnosti, ktory zahffia rozsah zakladnych vedomosti
a predpoklady pre pozitivne spravanie sa a vytvaranie spravnych postojov na
finanénom trhu, ktorymi by mala disponovat’ dospeld populacia, teda aj
vysokoskolaci.

Prispevok je Ciastoénym vystupom projektu VEGA 1/0474/12 Financna
gramotnost’ Studentov vysokych $kol na Slovensku rieSenom na Ekonomicke;j
univerzite v Bratislave, Podnikovohospodarskej fakulte so sidlom
v Kosiciach.

KPicové slova
finan¢na gramotnost, financné vedomosti, spravanie sa na finan¢nom trhu
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Vyznam manazérskeho uctovnictva ako informacnej podpory
podnikového manaZmentu

Importance of management accounting as information support of enterprise
management

Emilia SKORECOVA — \vana VARYOVA

Summary

The paper is focused on the importance of management accounting as an
information system of enterprise management. Attention is paid to:
e management accounting areas, that are most important in supporting of
managerial roles — in the management of centers and output management,
o specific areas of management accounting — the provision of information for
environment management, quality management and customer management.
The paper presents the results of research conducted by the authors.

Key words:

management accounting, enterprise management, accounting of centres, cost
accounting, environmental accounting, accounting oriented to the quality
management and customer management

Abstrakt

Prispevok je zamerany na dolezitost manazérskeho uctovnictva ako informa¢ného
systému podnikového manazmentu. Pozornost’ je venovana:

e oblastiam manazérskeho uctovnictva, ktoré si najvyznamnejsie pri podpore
manazérskych uloh — pri manazmente stredisk a manazmente vykonov,

e Specifickym oblastiam manaZzérskeho Gétovnictva — zabezpeceniu informacii
pre environmentadlny manazment, manazment kvality a manazment
zakaznikov.

Uvedené su vysledky vyskumu realizovaného autorkami prispevku.
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kvality a riadenie zakaznikov
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Economic Aspects of Air Navigation Services Providers

Juraj VAGNER - Edina PAPPOVA

Abstract

Planned growth of air traffic requires the air traffic control to adjust its
structural, economic and technological basis according to new trends in this field.
Air navigation services providers will present important and attractive element in the
structure of national economies due to dynamics of the process associated with
constant growth of air traffic. We describe the economic system of Air navigation
services providers, fees determination system and regulatory measures in this report.

Keywords:
air navigation services, economic aspects, air traffic, regulation
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ManaZment a nadvizujuce pojmy, pristupy k ich triedeniu

a vybrané suvislosti
Management and related concepts, approaches of classification and the selected
connection

Peter VARHOLAK

Abstract

In the article we dealt with the concept of management and follow-up
concepts, which were part of selected scientific databases from 2000 to 2009.
Concepts were classified according decreasing frequency of occurrence in the titles
of scientific journals and subsequently divided according achievement of the
threshold as well as the variance. We introduced the related procedures that may be
relatively easy implemented in other similar cases. Based on the classification into
groups may join in the formulation and refinement of definitions of terms related to
management (and marketing). When evaluating the relations between concepts,
which are joining specifically, as shown in Tab. no. 4 and 5 and Chart. 1 and 2 can
get interesting information which may constitute inputs into the issue examining
relationships in local or regional conditions. It is obvious that in the names are not
some terms that one would expect (crisis, knowledge, work, etc.). Achieved
knowledge inspires further examination.

KPuacové slova:
manazment, pojem, rozptyl, triedenie
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Znaczenie Marki Klubu Sportowego

Marek ZAWARTKA

Abstract

The present world has been dominated by the brand. Every day we are surrounded
by hundreds of trademarks, Every day we are surrounded by hundreds of
trademarks, and their density causes weakening to each of them. Therefore, the fight
to win customers in different segments of the market is becoming increasingly
fierce. Especially place in this field is occupied by the clubs and organizations
operating in the sports market. The purpose of this article is to point out important
aspects of brand building of the sports club.

Slowa kluczowe
brand, marketing, sports club
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Financ¢né inStitacie a ich vplyv na zvySovanie finan¢nej gramotnosti

Monika BACOVA

Abstrakt

Finan¢ny trh je Specificky aj tym, Ze je to trh na ktorom sa stretava dopyt
aponuka po Specifickom tovare, po peniazoch. M6zeme ho rozdelit na oblasti
bankovnictva, kapitdlového trhu, poistovnictva a dochodkového sporenia. V tychto
oblastiach posobia financné institucie, ktorych cinnost’ podlieha dohladu nad
finanénym trhom. Dohlad je vykonavany v zaujme udrziavania doveryhodnosti
financného trhu, ochrany klientov a reSpektovania pravidiel hospodarskej sutaze.
Ochrane klientov méze napomdct aj uroveii vedomosti, pozitivne spravanie
apostoje  klientov tychto institucii. V zaujme zvySovania urovne finan¢nych
vedomosti a pozitivneho spravania sa obyvatel'stva na finanénom trhu finan¢né
indtiticie v ramci svojich aktivit, zodpovedného podnikania aj prostrednictvom
svojich nadacii sa zameriavaju aj na oblast’ vzdelavania. Ponukaji r6zne prednasky,
financuju projekty zamerané na podporu rozvoja vzdelania a zvySovania kvality
vzdelévacieho procesu.

Ciel'om prispevku je poukdzat’ na vybrané aktivity financnych inStitacii
posobiacich na Slovensku v oblasti bankovnictva, kapitdlového trhu,
poistovnictva a dochodkového sporenia zameranych na zvySovanie financnej
gramotnosti vybranej skupiny obyvatel'ov — Studentov vysokych §kol.

Prispevok je Ciastoénym vystupom projektu VEGA 1/0474/12 Finan¢na
gramotnost’ Studentov vysokych $kol na Slovensku rieSenom na Ekonomicke;j
univerzite v Bratislave, Podnikovohospodarskej fakulte so sidlom
v KoSiciach.
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Finanéna gramotnost’ ako indikator kvality na ekonomicky

zameranych vysokych §kolach
Financial literacy as the quality indicator in the economically oriented higher
education institutions

Monika CONKOVA

Abstract

Commonly the aim of investigating and improving the financial literacy is the
regulation of the financial market efficiency enhancement together with reduction of
the unfavourable consumer’s social situations referred to their bad financial
decisions. There is the worldwide evidence of differences in financial literacy scores
comparing men and women, the old and the young, racial minorities, individuals
with high and low incomes and individuals with higher and lower levels of
education. Lots of research aims at financial knowledge and awareness especially of
higher education students. Simultaneously many actions from thoughts and debates
through academic and non-profit research to legislation changes were managed in
the field of educational process, quality of educational institutions and abilities of
students successfully and competitively apply their knowledge and skills on the
market. Quality in higher institutions is permanently the point of society’s concern.
If is true the assumption that smart and more skilled students with the best study
results prefer, choose and attend better higher institutions, and these students have
also higher scores of financial literacy, then level of financial literacy could be also
an indirect indicator of quality within the higher education institutions mainly of
those with economically oriented fields of study.

KPicové slova:
Finan¢nd gramotnost’, kvalita na vysokych Skolach

This material is based upon work supported by the National Science
Foundation VEGA under Grant No. 1/0474/12.
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Motivation as a tool to satisfy the needs

Denisa DURICEKOVA

Abstract

In practice, managers are often faced with the situation where an employee
does not know himself, in what could be his personality to realize where he could up
his abilities and talents. The most appropriate solution to this situation is to create a
work environment that motivates people and is conducive to self-realization.
Motivation is a process, which gives a person a reason to work in the interests of the
company. When analyzing the motivation is to define human needs. There elemental
needs that must be satisfied that the employee worked at all. If these needs are met, a
further set of needs.

Motivation as a concept is an internal process that starts the process of
psychological causes of human action and behavior. It is necessary to understand the
causes of motivation, be familiar with its influence, or know methods to regulate
motivation, or even change. Understanding the motivational profile contributes to
understanding the complexity of human behavior, which leads to the efficient use of
motivational incentives given to individual needs.

Key words:
Motivation, satisfy the needs, motivational profile
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Socialne poistenie a socidlne davky v kontexte zakladnych fondov
Socialnej poistovne SR
Social insurance and social benefits in the context of the main funds of the Social
Insurance Agency in Slovakia

Silvia MEGYESIOVA

Abstract

The social protection in Slovakia is guaranteed through social insurance and a
range of state social benefits and assistance for individuals or household. Comparing
the development of the revenues and expenditures (benefits) sides of the three most
important funds of the Social Insurance Agency in Slovakia: the pension insurance,
sickness and the disability insurance funds, it is clear a very negative trend of the
balances of these funds. While in 2004 the difference between the revenues from
premium collection and the expenditures on social insurance benefits was positive
and as high as 90 321 thous. EUR, in 2011 the balance was strongly negative (-1 459
903 thous. EUR). The revenues of old-age insurance are without premiums paid by
government and without revenues from the state budget, what cause a problem of a
total analysis of the fund balance. A look at the balances of the three most important
funds gives a picture of the most problematic fund that due to the aging of the
population will be in even more tenseness in the future. In 2011 the pension
insurance fund ended with a deficit of 2 485 360 thous. EUR. The balance of the
sickness insurance fund and the disability fund was positive in 2011.

Key words:
Social protection, old-age insurance, invalidity insurance, sickness insureance
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Miera rizika chudoby a jej regionalne rozdiely
At-risk-of poverty rate and its regional disparity

Silvia MEGYESIOVA — Tomas BACO — Peter PONIST

Abstract

The way how to measure the social exclusion of the population is to monitor
the outcomes of the Statistics on Income and Living Conditions (EU SILC). EU
SILC is an instrument whose aim is to obtain comparable cross-sectional microdata
on income, poverty, social exclusion and living conditions. This instrument is
anchored in the European Statistical System and Slovakia as a Member State of the
EU regularly presents the results of this survey. According to the latest data of the
at-risk-of poverty rate, that measures the share of persons with an equivalised
disposable income below 60 % of the national median of equivalised income, it is
visible a strong regional disparity of the poverty rate. While in Bratislava region 7.2
% of persons was at-risk-of poverty rate in 2011, the region of PreSov reached in
the same period a ratio of 20.2 %. The lowest differences between regions were
discovered in periods before the financial crisis. After the crisis began, the situation
changed dramatically and the regional disparity of the at-risk-of poverty rate began
to increase.

KPuacové slova:
Socialne vylugenie, S$tatistika prijmov a zivotnych podmienok, miera rizika chudoby
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Social exclusion, protection, Statistics on income and living conditions, at-risk-of
poverty rate
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Komparacia finan¢nej gramotnosti Studentov vybranych vysokych

§kol a univerzit na Slovensku
Comparing financial literacy of students of selected universities in Slovakia

Emilia SPISAKOVA

Abstrakt

Finan¢na gramotnost predstavuje stav neustaleho vyvoja. Kazdému
jednotlivecovi umoziuje efektivne reagovat na nové osobné udalosti a neustale
meniace sa ekonomické prostredie. Studenti a absolventi vysokych $kél nedosahuji
rovnaky stupeni znalosti v oblasti osobnych financii v porovnani so starSim,
skusenejSim a finan¢ne gramotnym ¢lovekom. Preto stredné a vysoké skoly by mali
mat’ vo svojich Studijnych planoch a programoch zahrnuté aj predmety zaoberajiice
sa zakladmi z oblasti bankovnictva, poistovnictva, investovania a financii, ktoré by
prispievali k zvySovaniu finan¢nej gramotnosti ich Studentov a nasledne k zvySeniu
finan¢nej gramotnosti celej spolocnosti.

Ciel'om tohto prispevku je na zdklade vysledkov dotaznikového prieskumu
porovnat mieru osobnej finanénej gramotnosti Studentov prvého stupna
vysokoskolského Stidia so Studentmi konciacimi druhy stupenn vysokoskolského
Stidia na vybranych vysokych Skolach, resp. univerzitach so sidlom v Slovenskej
republike. V druhej Casti sa prispevok zameriava na zhodnotenie vedomosti tychto
Studentov v oblasti poskytovania finanénych produktov rozliénymi bankami
a ostatnymi financnymi instituciami pdsobiacimi na tzemi Slovenskej republiky.

KPicové slova:
finan¢na gramotnost, finan¢né produkty, Studenti

Abstract

Financial literacy is a state of continuous development. It allows each
individual to respond effectively to new personal events and to constantly changing
economic environment. Students and graduates of universities do not achieve the
same level of knowledge in the field of personal finances compared with older, more
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experienced and financially literate man. Therefore, middle schools and universities
should have in their study plans and curricula included also subjects dealing with the
basics of the area of banking, insurance, investment and finance, which would
contribute to increasing the financial literacy of their students and that to increase
the financial literacy of whole society.

The aim of this paper is, based on the results of the questionnaire, to compare
the level of personal financial literacy of students in the first degree study with
students ending in the second degree study at selected universities in Slovakia. In the
second part the article is focused on the assessment of the students’ knowledge in
the field of offer of financial products by different banks and other financial
institutions in Slovak Republic.
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Finanéna gramotnost’ Studentov vysokych S$kol v sdlade

S Narodnym Standardom finan¢nej gramotnosti
Financial literacy of university students in accordance with National Standards of
Financial Literacy

Emilia SPISAKOVA

Abstrakt

Znalosti z oblasti financii, bankovnictva, poistovnictva a investovania su
nevyhnutnym predpokladom pre manazment osobnych financii. V sucasnej dobe
rozliénych bankovych vkladov — beznych, sporiacich ¢i terminovanych, rozli¢nych
poplatkov, poistovacich produktov, moznosti investovania do rozli¢nych cennych
papierov ¢i komodit sa neustdle zvySuji naroky na znalosti obyvatel'stva
v spominanych oblastiach. Prvé vedomosti by mali T'udia ziskavat uz v skolach.
ZvySovanie finan¢nej gramotnosti by malo byt preto neoddelitelnou sucastou
vzdelavacieho procesu.

Prispevok sa preto zaobera prieskumom vysokych §kol a univerzit sidliacich na
uzemi Slovenskej republiky z pohladu obsahového zamerania predmetov
vyuCovanych v tejto oblasti. Jeho cielom je zistit, aké predmety zo sledovanej
oblasti sa na jednotlivych vysokych Skolach, resp. univerzitich na Slovensku
(ré6zneho odborového zamerania) vyucuju, aky je ich obsah, a aka délezitost sa
tymto predmetom priklada. Prispevok tiez sleduje sulad obsahu predmetov s
Narodnym S$tandardom finanénej gramotnosti, pretoZze prave tieto predmety
pripravuju Studentov do realneho zivota.

Kracové slova:
finan¢na gramotnost’, osobné financie, Narodny S$tandard finan¢nej gramotnosti
Abstract

Knowledge of finance, banking, insurance and investment are essential for
managing personal finances.
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In a current time, that is full of various loans and credit - commercial,
consumer and mortgage, various bank deposits - current, savings or term, various
fees, insurance products, investment opportunities in various securities and
commodities, are increasing demands on the skills of the population in these areas.
First knowledge should people receive at school. Therefore increasing financial
literacy should be an integral part of the educational process.

The article is therefore focused on the exploration of universities in Slovakia in
terms of content of courses taught in this area. Its aim is to find out what courses of
study area at various universities in Slovakia (with different field of study) are
taught, what their content is and how important is this subject. The article also
monitors compliance of course content with National Standards of Financial
Literacy, because these courses prepare students to real life.

Keywords:
financial literacy, personal finance, National Financial Literacy Standards

Adresa autora:

Ing. Emilia Spisakova, PhD.

Ekonomicka univerzita v Bratislave, Podnikovohospodarska fakulta v KoSiciach
Katedra ekondémie

Tajovského 13, 041 30 Kosice

tel.: +0421(0)55/ 722 31 11

e-mail: emilia.spisakova@euke.sk

Prispevok je Ciastoénym vystupom projektu VEGA 1/0474/12 Financna
gramotnost’  Studentov  vysokych §kol na  Slovensku rieSenym na
Podnikovohospoddrskej fakulte Ekonomickej univerzity v Bratislave so sidlom
v KoSiciach.

113



sikhigm,  Zbornik abstraktov
§7a% ,MARKETING MANAZMENT, OBCHOD A SOCIALNE ASPEKTY PODNIKANIA®
. 24. - 25. oktober 2013, Kosice

reorenegee  ISBN 978-80-225-3732-2

Otvorené otazky o potravinovej buducnosti L
Open questions about food future of humanity

Médria ANDREJCIKOVA

Abstrakt

Histéria 'udstva nam vypoveda o neutichajicom hl'adani lepSieho a vécéSieho
mnozstva produkcie. Toto hl'adanie je nevyhnutnostou, pretoze svetova populacia
rastie, ale pdda nie.

Aj na zaciatku 3. tisicrocia kazdy 6smy clovek hladuje. Zatial’ co 870 miliénov
I'udi na svete je chronicky podvyzivenych, takmer dvojnasobok — 1,4 miliardy — trpi
obezitou ¢i nadvahou. Podl'a udajov slovenského Statistického uradu v roku 2012
bolo na Slovensku ohrozenych chudobou 715 000 obcanov. Organizacia spojenych
narodov pre vyzivu a pol'nohospodarstvo (FAO) merala v spolupraci s IFAD a WFP
Pudsky hlad vo svete za rok 2012. V porovnani s rokom 1992 hladuje o 132
milionov I'udi menej. Napriek tomu kazdoro¢ne umiera hladom dva a pol miliéna
deti, ¢o je v ,,dneSnom neobvykle technologicky a ekonomicky vyvinutom svete®
absolutne neprijatel'né, uvadza sa v sprave. Ak ma byt l'udstvo syte aj zajtra, musi
zasadne zmenit stravovacie navyky a spdsob vyroby potravin. Prave v zaujme
zvladnutia aj tychto problémov Eurdpska komisia predlozila subor navrhov na
reformu spoloc¢nej pol'nohospodarskej politiky tak, aby do roku 2020 bola SPP
spravodlivejsia, ekologickejsia, efektivnejsia.

KPudové slova
Populacia, potravinova dostupnost, hlad, FAO, IFAD, WFP, Spolo¢na
pol'nohospodarska politika

! Prispevok vznikol ako sugast’ projektu VEGA: 1/0906/11/322 Spolocenska zodpovednost
firiem v kontexte strategického marketingového nastroja v uzavretom cykle potravinového
retazca
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Abstract

History of humanity’s unceasing of a better and larger production quantities.
This search is necessity, because the world population is growing, but not land. Even
at the beginning of the third Millennium is starving. While 870 million people
worldwide are chronically undernourished, almost twice- 1,4 billion- is obese or
overweight. The United Nations Food and Agriculture Organization was measured
in collaboration with IFAD and WFP human hunger in the world for 2012.
Compared to 1992, about 132 million hungry people less. Yet every year are dying
of starvation two and half million children, which is “unusually today’s
technologically and economically developed by the world “ totally unacceptable, the
report said. If humanity is to be rich also tomorrow, must fundamentally change
their diet, their economy of food and the way of food production. In order to cope
with these problems, the European Commission has just presented a set of proposals
for the reform of the common agricultural policy, so that by 2020, the CAP fairer,
greener, more efficient was.

Key words
Population, food availability, hunger, FAO, IFAD, WFP, CAP.
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Postavenie veritel’a a dlznika v procese resStrukturalizacie
The status of the creditor and the debtor in the process of restructuring

Katarina FEDORKOVA

Abstrakt

Upadok a jeho charakteristika. DIznik v tpadku. Restrukturalizaéné konanie
ako pravna forma rieSenia tUpadku alebo hroziaceho tpadku. Ugastnici
reStrukturalizacného konania. Prava veritelov pred zacatim reStrukturalizacie.
Pohl'adavky wveritelov a ich uplatiiovanie v reStrukturalizacii. Prihlasovanie
pohladavok. Veritel'ské organy. Rozdielnost vnimania veritelov a dlznikov na
reStrukturalizaciu. Vyhody pre veritel'ov pri restrukturalizacii. Vyhody dlznika pri
reStrukturalizacii. Stidna ochrana dlznika pred veritel'mi. Pozastavenie exeku¢ného
konania. Restrukturalizacia ako nelikvida¢ny proces. Vyhody restrukturalizacného
konania v porovnani s konkurznym konanim. Pokrac¢ovanie podnikatel'skej ¢innosti
dlznika. Restrukturalizicia a oddlzenie. Hrozba prepadu restrukturalizacie do
konkurzu. Uspokojovanie pohladavok veritelov v reStrukturalizatnom konani.
Pravna ochrana veritel'ov s popretymi pohl'adavkami.

KPucové slova:
upadok, restrukturalizacia, veritel’, d1znik, ipadok, exekucia.
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Marketingova stratégia vybranej pivovarnickej spolo¢nosti
Marketing strategy of the selected brewing company

Peter LENGYEL - Jana NASCAKOVA

Abstrakt

Aby spolo¢nost’ napredovala, potrebuje si stanovit’ jasnu viziu, poslanie a ciele
a k nim vytvorit’ stratégiu, ktorou ich dosiahne. Marketingova stratégia, ako stiCast’
funkénej stratégie je podriadena hlavnej stratégii firmy, preto s fiou musi byt v
sulade. Aby ju dosiahla, je potrebné spravne ju pldnovat a implementovat.
Strategické riadenie marketingu zvySuje pravdepodobnost’ dosahovania stanovenych
cielov firmy z dlhodobého hl'adiska.

Ak ma spolocnost ,,v rukach* ziadany produkt a kvalitni inovativnu
technolégiu, ktora ponuka zikaznikovi pridani hodnotu, tak v spojeni s dobrou
marketingovou stratégiou dokaze zhodnotit' svoje Usilie a dosahovat’ planovanu
poziciu na trhu, planované predaje a maximalizovat’ vlastni hodnotu.

Prispevok poukazuje na procesy strategického riadenia, jednotlivé tirovne
stratégii, strategické podnikatel'ské jednotky a strategick(i marketingovu situacni
analyzu. Popisuje tieZz vysledky strategickej marketingovej situacnej analyzy a
vymedzuje zédkladné marketingové stratégie skimanej spolo¢nosti.

Marketingova situatna analyza je vykonana prostrednictvom analyzy
makroprostredia a mikroprostredia vybranej pivovarnickej spolocnosti, internej
analyzy a segmentacnej analyzy. Zistené informdacie st spracované vo forme SWOT
analyzy a st zakladom pre rozhodovanie o strategickom smerovani spolo¢nosti a pre
stanovenie jej zakladnych cielov a marketingovych stratégii kde st navrhované
konkrétne odporucania z pohladu néstrojov marketingového mixu - produktova
stratégia, cenova stratégia, distribucna stratégia a komunikacna stratégia.

Praktickym prinosom prispevku je zhodnotenie vysledkov marketingovej
situacnej analyzy pivovarnickej spolo¢nosti so zameranim sa na vybranu strategickl
podnikatel’skt jednotku ,,Predaj a distribucia" a navrhnutie marketingovej stratégie z
pohl'adu marketingového mixu pre vybrany produkt ,, Tankové pivo".

Teoretické prinosy prispevku vyplyvaju zo spracovania aktualneho mnozstva
udajov a informacii z rdéznych domadcich i zahraniénych zdrojov, zahfnajice
vyjadrenia a ndzory mnohych renomovanych autorov, na zaklade ktorych je mozné
ziskat'" komplexny pohlad na posudenie, analyzovanie a nasledné navrhovanie
marketingovej stratégie vybranej spolocnosti.
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Specifika internetového marketingu
Internet marketing specifics

Lucia ANTUSOVA - Jana NASCAKOVA

Abstrakt

Za posledné desatroCie sa internet stal neodlucitelnou stcastou zivota, ¢i
osobného alebo profesijného, kazdého <¢cloveka. S rastucou tendenciou
technologickej vyspelosti technickych zariadeni ako je pocita¢, notebook, tablet, ¢i
dotykovy telefon rast la aj potreba vyuzivat tieto technologie v praxi. Vdaka tymto
novym technolégidm pocitili posun a uspech nielen fyzické osoby, ale aj osoby
pravnické — firmy, podnikatelia.

Pre uspesnost’ umiestnenia sa na trhu zhl'adiska nového trendu online sveta sa
vel'ka dolezitost’ kladie na vyuzivanie nastrojov internetového marketingu. Tieto
nastroje je dolezitévyuzivat pri realizacii konkrétnych Specifik internetového
marketingu, ktorymi si web stranky, e-shopy, vyhladavace, e-maily anové trendy v
tejto oblasti, napr. Facebook a iné socilne siete.

V minulosti firmy propagovali svoju Cinnost a vyrobu formou reklamy v
televizii, prostrednictvom letakov, inzeratov, vyveskov. V dnesnej dobe sa najviac
uspesnou stala online reklama, ktora predstavuje hlavny nastroj internetového
marketingu, avSak uplne sa nevylucuju ani iné formy propagacie.

Internet mozno chapat’ z dvoch hl'adisk, a to z hl'adiska uzivatel'a a z hl'adiska
zadavatel’a.

Prispevok poskytuje prehl'ad novodobych trendov v marketingu so zameranim
sa na nové sposoby komunikacie, dolezité pre vzbudenie zaujmu u konecného
spotrebitel'a v dnesnej dobe. Popisuje historiu a sti¢asnost’ internetového marketingu
/e-marketing/ a jeho porovnanie s inymi médiami, poukazuje na vybrané nastroje a
taktiez na vyhody a nevyhody e-marketingu.

KTPucové slova:

internetovy marketing, komunikac¢né nastroje, nové trendy, zakaznik, spotrebitel,
online reklama, optimalizacia pre vyhl'adavace, marketingovy vyskum
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Rozhodovaci proces podnikov pri vybere bank a bankovych

produktov
Enterprises decision-making process in selecting banks and banking products

Zuzana MASKALOVA - Jana NASCAKOVA

Abstrakt

Komer¢né banky su Specifické podnikatel'ské subjekty, ktoré dosahuju svoje
zakladné ciele prostrednictvom predaja bankovych produktov a sluzieb klientom. K
ich hlavanym cielom patri solventnost, rentabilita, bankova stabilita, likvidita a v
neposlednom rade spokojnost’ zakaznika. Prave spokojnost’ zakaznika je vyznamny
faktor konkurenc¢nej schopnosti a vykonnosti a mala by byt’ aj zdkladnym podnetom
pre podnikanie banky. Aby boli komer¢né banky uspesné a spravne oslovili svojich
zakaznikov, mali by spoznat’ zakladné principy spotrebitel'ského spravania a proces
nakupného rozhodovania.

Prispevok popisuje spravanie sa a rozhodovanie spotrebitelov —
podnikatel'skych subjektov pri nakupe produktov a sluzieb, definuje model
nakupného spravania a urcuje faktory, ktoré na podniky pdsobia pri nakupnom
procese a popisuje situdcie resp. typy nakupnych rozhodnuti.

Cielom prispevku je objasnit spravanie a rozhodovanie spotrebitelov —
podnikatel'skych subjektov, charakterizovat’ trh bankovych sluzieb na Slovensku a
na zéklade prieskumu urcit, podla ktorych hlavnych faktorov sa podnikatel'ské
subjekty rozhoduju pre sluzby konkrétnej banky a vyberaj si jej bankové produkty.
V zavere st navrhnuté opatrenia pre banky, uplatiovanim ktorym je mozné ziskat
na trhu bankovych sluzieb konkurenénti vyhodu, udrzat’ si existujucich klientov
(podnikatel’'ské subjekty) a ziskat’ novych.

KPucové slova:

nakupné spravanie organizacii, rozhodovaci proces, faktory, banky, bankové
produkty
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Characteristic of social enterprises
Charakteristika socialnych podnikov

Lenka PCOLINSKA

Abstract

Social enterprises as the social economy entities have stated social purpose of its
entrepreneurship and generate employment positions especially for disadvantaged
individuals who have difficult conditions in entering the labor market. According
Demek, social enterprise is in the most of European countries well-known as the
employer organization, whose activity is primarily oriented on the social goals, on
the job creation for disadvantaged groups of people and on the maintaing their
employment, in preference of the people socially excluded. Social exclusion is
almost entirely the matter of the unemployment and primarily of the unemployment
of the handicap, marginalized groups of people at the labor market Paper describes
major features of social enterprises that distinguish this type of business from profit-
oriented enterprises. Social enterprises operate on the basis of traditional business
management with profit achievement, but they differ in their main goal, that is social
orientation, not economic. Some characteristics of social entrepreneurship are
partially outlined in Law no. 5/2004 on employment services. Legislative definition
will be also discussed in the paper.

Keywords
Social enterprise, social purpose, law definition of socialenterprise

Abstrakt

Socialne podniky ako subjekty socialnej ekonomiky maju stanoveny socialny
ciel svojho podnikania a vytvaraju zamestnanecké pozicie najméd pre
znevyhodnenych jednotlivcov, ktori maju stazené podmienky pri vstupe na
pracovny trh. Podla Demeka je socidlny podnik institit znamy vo véicSine
europskych Statov ako zamestnavatel'sky subjekt, ktorého c¢innost’ je primarne
orientovana na socialne ciele, na vytvaranie pracovnych miest pre znevyhodnené
skupiny uchadzaCov o zamestnanie a na udrziavanie ich zamestnanosti, t.j. na osoby
postihnuté socialnou exkliziou. Socidlna exklizia je takmer vylu¢ne dosledkom
nezamestnanosti, ato prioritne nezamestnanosti  znevyhodnenych, resp.
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marginalizovanych skupin t¢astnikov na trhu prace. Clanok popisuje vyznamné érty
socidlnych podnikov, ktor¢ odlisuju tento typ podnikatel'skej ¢innosti od podnikania
orientovaného na zisk. Socidlne podniky funguju na tradi¢nej baze riadenia podniku
nevylucujic popri tom dosahovanie zisku, avsak lisia sa tym, ze ich hlavny ciel je
socidlny, nie ekonomicky. Niektoré vlastnosti socidlneho podnikania su parcialne

zdoraznené aj v zakone ¢&. 5/2004 o sluzbach zamestnanosti. Clanok priblizi aj
legislativne vymedzenie socidlneho podniku.

KPucové slova
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Finan¢no — ekonomicka vykonnost’ podniku
Financial - economic performance of the enterprise

Jana CZILLINGOVA

Abstrakt

Ciel' podnikania. Vstupy a vystupy transforma¢ného procesu podniku a
zékladné etapy ich vyvoja. Analytické postupy hodnotenia vykonnosti podniku.
Integralny a synteticky ukazovatel vykonnosti. Metddy viacaspektového
hodnotenia. Ziskovo orientované kritérid. Nahradenie analyzy ziskovosti
nakladovostou. Identifikdcia cinitelov pdsobiacich na nakladovost. Reciprocné
hodnoty ukazovatelov uCinnosti. Kritéria hodnotenia vykonnosti podniku
preferujuce rast trhovej hodnoty podniku pre vlastnikov. Relativne ukazovatele
EVA, ktorych poslednou inovaciou je ukazovatel Eva Momentum. Vyznamné
zmeny Vv nazoroch na cielové spravanie podniku spdsobené globalizacnymi
procesmi.

KPicové slova:
vstupy transformac¢ného procesu, vystupy transformacného procesu, integralny
ukazovatel’ vykonnosti, synteticky ukazovatel’ vykonnosti.
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Disparity pohl’adov na vyznam pojmu kPi¢ova kompetencia
Various views on the meaning of the ,,key competence

Daniela ROMANOVA

Abstrakt

Literatara sa so skumanim problematiky kIi¢ovych kompetencii nachadza
V pociato¢nom §tadiu vyvoja. Pribudajucim ¢asom enormne narasta pocet publikacii
s akcentom na tato tému, a to v rovine teoretickej i praktickej. To spdsobuje v praxi,
ze v podnikoch sa zalina prejavovat zaujem o hodnotenie kompetencii svojich
kmenovych ako aj potencidlnych zamestnancov. Pokracujuce vyskumy tohto
fenoménu dokazuju, Zze trhova hodnota podnikov sa postupne zvySuje s rozvojom
kompetencii, a to formou organizacného a kontinualneho ucenia sa a zaroven
naberanim novych pracovnych sktsenosti. Ciel'om prispevku je poukazat’ na rdzne
teoretické pomnatia pojmu pracovna kompetencia, pricom vyznam tohto pojmu
charakterizovany svetovymi pristupmi ostava jednotny.
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Importance of social entrepreneurship in context of employment
policy

Délezitost’ socialneho podnikania v kontexte politiky zamestnanosti

Lenka PCOLINSKA

Abstract

The unemployment rate has long been warning signal for governmental
structures especially in selected regions of Slovakia and points to the problem areas
of employment policy. However, long-term unemployment and generational
unemployment, which manifests itself even in some regions of Slovakia, become
much worse. Unemployment affects not only individuals in families, but several
members. It brings not only economic but also social impact on families and
households, but it also impacts personally those individuals who don’t have a work.
It is essential that the government should take steps to change this trend, to decrease
the unemployment rate, mainly in particular regions. The concept of social economy
and social entrepreneurship is one of the possible solutions to change this
phenomenon. It allows stimulate labor supply at the local level, according to local
needs and the level of local resources. Social enterprises as social economy entities
have established social objective of business and created employment positions
especially for disadvantaged individuals. Paper highlights positive effects of social
economy in terms of employment, as creating jobs for people with difficult
possibility of success on the labor market.

Key words
Social entrepreneurship, employment policy, unemployment rate.

Abstrakt

Miera nezamestnanosti je dlhodobo vystraznym signalom pre vladne Struktury
najmid vo vybranych regionoch Slovenska a poukazuje na problémové oblasti
politiky zamestnanosti. Ovela horSou hrozbou sa vSak stava dlhodoba
nezamestnanost’ a generacna nezamestnanost, ktora sa prejavuje uz aj v niektorych
regionoch Slovenska. Nezamestnanostou nie su zasiahnuti len jednotlivci v
rodinach, ale viaceri ¢lenovia, ¢o sa prejavuje niclen na ekonomickych, ale aj
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socidlnych dopadoch na rodiny, ¢i domacnosti, ale aj na tych jednotlivcov, ktorych
sa absencia prace dotyka. Je preto nevyhnutné, aby boli prijaté také vladne
opatrenia, ktoré by tuto tendenciu zmenili, t.j. aby sa miera nezamestnanosti
znizovala najmd v tych regionoch, ktoré postihuje najviac. Koncept socidlnej
ekonomiky a socialneho podnikania je jednym z moznych rieSeni zmeny tohto javu.
Umoznuje stimulaciu ponuky pracovnych prilezitosti na lokalnej trovni, podla
lokdlnych potrieb a na urovni lokdlnych zdrojov. Socidlne podniky ako subjekty
socialnej ekonomiky maji stanoveny socialny ciel’ svojho podnikania a vytvaraju
zamestnanecké pozicie najmé pre znevyhodnenych jednotlivcov. Clanok poukazuje
na pozitivne prinosy socidlnej ekonomiky z pohladu zamestnanosti, tvorby
pracovnych miest pre l'udi so staZzenou moznost'ou uplatnenia sa na trhu prace.
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Moznosti vyuzitia ohrozenych a malo dirodnych péd na pestovanie
energetickych plodin

Alexander TARCA - Martin BOSAK

Abstrakt

Velké cast’ pol'nohospodarskych pod na Slovensku lezi v oblastiach nevhodnych pre
ich intenzivne vyuzivanie, preto je potrebné zvySenti pozornost venovat aj
pestovaniu priemyselnych a energetickych rastlin. Zavedenie takychto plodin do
sustavy hospodarenia na pode je treba povazovat za jednu z velmi dodlezitych
inovacii rastlinnej vyroby V najblizSej budiicnosti a ich pestovanie by sa malo stat’
beznou a vyrazne podporovanou i preferovanou sucastou agrarneho programu.
Potencial na produkciu biomasy a bioplynu v naSich pol'nohospodarskych
subjektoch je znacny. Jeho vyuzitie by bolo potrebné nielen pre energeticky zisk
a tym padom usporu financii, ale aj pre zneSkodnenie pol'nohospodarskeho odpadu,
ktory sposobuje ¢asté problémy.
V sucasnosti biomasa ako prirodny zdroj zaistuje sedminu spotrebovavanej energie
vo svete. Najviac a to 40 az 90 % sa vyuziva v rozvojovych krajinach, v USA
pokryva cca 5 % spotreby, kym na Slovensku to predstavuje len okolo 3 % z
primarnej energie. Podiel biomasy na vyrobe energie v krajinach EU, ale aj v USA
sa v§ak kazdoroc¢ne zvysuje.
Cielom pestovania energetickych plodin je produkcia biomasy pre priame
spal’ovanie, splyiiovanie, anaerébnu digesciu, vyrobu kvapalnych biopaliv a d’alSie
metddy energetického a pripadne aj priemyselného vyuZitia. Rizikom je hrozba
fyzikalnej i chemickej degradacie pdd, najméd v pripade nepolnohospodarskych
plodin, akymi su rychlorastuce dreviny. V Eurépe sa za energetické rastliny
povazuje 37 rastlin, z ktorych je 10 drevin.

Velkym problémom slovenského pol'nohospodarstva st nedorieSené pravne
a ekonomické aspekty vyroby biomasy, a to hlavne u rychlorastucich drevin (viba,
topol), ktoré presne stanovia rozsah ich pestovania v jednotlivych zatazenych,
ohrozenych a marginalnych oblastiach. Jednou z moznosti rieSenia je revitalizacia
problémovych oblasti a vyuZitie malo urodnych pod Slovenska..
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Environmentalne oznacovanie produktov ako faktor zlepSujuci

vplyv podniku na Zivotné prostredie
Eco-labeling of products a factor in improving the impact on the environment

Pavol ANDREJOVSKY

Abstrakt

Globaliza¢né procesy sposobili zmeny jednak v ekonomike Slovenska, jednak
V pristupe a vo vyuzivani niektorych marketingovych nastrojov v organizaciach.
Vdaka tymto zmenam sa vo vicSine odvetvi stalo nevyhnutnostou vyuZzivanie
principov marketingu s cielom ziskat konkurenc¢ni vyhodu oproti ostatnym
ucastnikom na trhu.

Vsetky vyrobky a sluzby maju nejaky vplyv na zivotné prostredie, ¢i uz pocas
svojej vyroby, pouZzivania alebo zneSkodiovania. Integrovana produktova politika sa
snazi dosiahnut' zniZenie tychto vplyvov prostrednictvom environmentalnych
opatreni zameranych na cely Zivotny cyklus produktu — t.j. vplyvy na Zivotné
prostredie budu rieSené v tom bode zivotného cyklu, v ktorom bude mozné najlepsie
a nakladovo najefektivnejSie znizit' celkové vplyvy na zivotné prostredie a spotrebu
zdrojov. Pristup na ziklade integrovanej produktovej politiky je vSeobecne
uzndvany ako potencidlne velmi U¢inny spdsob pre rieSenie environmentalnej
dimenzie produktov. Je zaloZeny aj na zasade - =znizit' kumulativne vplyvov na
zivotné prostredie pocas vSetkych faz zivotného cyklu vyrobku v snahe riesit’ vSetky
problémové fazy, ktoré v podniku inventarizacnou analyzou zistime. Uvazovanie
orientované na zivotny cyklus produktu predpokladd aplikovanie technickych
nastrojov akymi st posudzovanie zivotného cyklu (LCA - Life Cycle Assessment),
hodnotenie nakladov na Zivotny cyklus (LCC - Life Cycle Costing), pripadne
environmentalne manazérske uctovnictvo (EMA - Environmental Management
Account). Takto mdZe organizicia zlepSit svoje spravanie sa s ohladom na
environment a budovat’ si aj ,,zeleny imidz“ ¢o mdze zlepsit aj obchodny profil
samotnej organizacie.

Environmentalne oznaCovanie produktov predstavuje taktiez jeden z
dobrovolnych nastrojov environmentalnej politiky ma za ciel' okrem iného
podporovat’ vyrobu, pouzivanie a spotrebu environmentalne vhodnych produktov v
Euroépskej unii a v Slovenskej republike s cielom minimalizovat’ priame a nepriame
negativne vplyvy produktov na Zivotné prostredie, ¢i zdravie populacie. Zaviest’ a

131



zaclenit’ environmentalne kritéria do spolo¢ného systému socio-ekonomickych,
kvalitativnych technickych, technologickych a bezpec¢nostnych kritérii produktov je
jeho jasnym zdmerom, ako aj zvysit’ podiel environmentalne vhodnych produktov na
trhu a podporovat’ ich spotrebu. To sa uskutoCnuje prostrednictvom Narodného
programu environmentalneho hodnotenia a oznaCovania vyrobkov (dalej len
»Narodny program), ktory bol vypracovany na principoch a z4dsadidch Nariadenia
Rady ¢. 880/92/EEC o schéme environmentdlneho oznaCovania vyrobkov
Europskeho spolocenstva. Narodny program vytvara priestor pre zvySovanie
environmentalneho povedomia vyrobcov a spotrebitelov a cielene zabezpecuje
znizovanie negativnych vplyvov produktov na zivotné prostredie. Udel'ovanie
environmentalnych znaciek ,,Environmentalne vhodny produkt™ (EVP) a ,,Eur6psky
kvet* prinaSa vyhody podnikom. Okrem finanénych - znizovanie nakladov aj
nepriame — bodovanie ,,zeleného imidzu“ spolo¢nosti. Podla Stidie uskuto¢nenej
spolo¢nostou Lexmark, kazdy eurdpsky zamestnanec vytlaci priemerne 30 stran
denne. Vyberom papiera oceneného Eurdpskym kvetom sa garantuje, Ze papier
pochadza z recyklovanych vlaken alebo z certifikovanych lesov (PEFC). Nakupom
takéhoto papiera podporuje spotrebitel’ udrzatel'né hospodarenie v lesoch.

Negativne environmentalne vplyvy moéze kazda organizacia redukovat
znizenim spotreby (materialov, surovin, energii, odpadov). Tieto kroky mozu taktiez
viest k znizovaniu nakladov pomocou zniZovania ceny vstupov a nakladov na
odstranenie znecistenia a narusenia prostredia. Environmentalne investicie do
krokov prinédSajucich takéto efekty, st teda prilezitost'ou, aby boli prospesné pre
podnikanie organizacie ale aj pre prostredie. Efektivnym nastrojom sa javia
dobrovol'né nastroje environmentalnej politiky, medzi ktoré patri aj environmentalne
oznacovanie, tzv. eco-labeling. Cielom prace je poukazat' na environmentalne
oznaCovanie vyrobkov vo vybranom podniku, ako dobrovolného nastroja
environmentalnej politiky spolo¢nosti a poukazat’ na environmentdlne oznacovanie
v Eurdpskej tnii a v Slovenskej republike.
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Nové formy marketingu ako nastroj na ziskanie konkurenénej
vyhody podniku
New forms of marketing as tools to gain a competitive advantage in business

Jana DZURICKOVA

Abstract

Marketing is one of external stimuli wich influence a consumer behavior.
Today’s markets are saturated with products and competitors. Because of that,
marketing becomes one of key tools for business success. This complicated market
situation creates a space for new marketing forms.

An article describes selected forms of marketing which are unknown or used
very rarely on the Slovak market. However, this forms are able to help companies to
obtain a competitive advantage and to support their market position.

KPicové slova:
spotrebitel, spotrebitel'ské spravanie, konkuren¢na vyhoda, outbound marketing,
inbound marketing, guerilla marketing, neuromarketing
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Doprava a ekologia
Transport and ekology

Daniela URBLIKOVA

Abstrakt

Doprava v Europe je zodpovedna za Skodlivé hladiny latok znecistujucich
ovzdusie a za $tvrtinu emisii sklenikovych plynov v EU. Podl'a poslednej spravy
Eurépskej environmentalnej agentiry je mozné mnohé z environmentalnych
problémov, ktoré z toho vyplyvaju, vyriesit' zintenzivnenym usilim zameranym na
splnenie novych ciefov EU. Hoci sa znelistenie ovzduSia za posledné dve
desat’rocia znizilo, v mnohych oblastiach predstavuje nad’alej vel'ky problém. Néarast
prepravy tovarov vedie k zlej kvalite ovzduSia, ¢o ma za nasledok predovsetkym
nakladna doprava (vysoka troven NO,). Europa musi nad’alej znizovat’ spotrebu
energie v doprave, ked’ze v roku 2011 bola niz8ia len o0 4,3 % Vv porovnani s rokom
2007. Vyuzivanie energie v niektorych druhoch dopravy bolo ovplyvnené
hospodarskymi vykyvmi, na ¢o je citlivy dopyt po nakladnej doprave. Po prudkom
poklese v obdobi medzi rokmi 2008 a 2009 narastol v roku 2010 o0 5,4 %.Odvetvie
dopravy musi v obdobi od roku 2010 do polovice storoCia znizit' emisie oxidu
uhli¢itého o 68 %, aby sa splnil ciel’ EU.

Kracové slova
doprava, ekologia, naklady

Abstract

Transport in Europe is responsible for harmful levels of air pollutants and for a
quarter of greenhouse gas emissions in the EU. According to a recent report from
the European Environment Agency , many of the environmental problems arising
therefrom , to resolve intensifying efforts to meet the new EU targets . Although air
pollution, over the past two decades reduced in many areas, remains a major
problem . The growth of goods movement leads to poor air quality , resulting in
particular freight (high level NO,).

Europe must continue to reduce energy consumption in transport , whereas in
2011 was lower by only 4.3% compared to 2007. Energy use in certain types of
traffic has been affected by economic fluctuations , which is sensitive to the demand

134



for freight transport . After sharp decline in the period between 2008 and 2009, it
increased in 2010 by 5.4 % . The transport sector in the period from 2010 to mid-
century to reduce carbon dioxide emissions by 68 % to meet the EU target.

Key words
transport, ecology, costs
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Kratkodobé a dlhodobé faktory konkurencieschopnosti regionov

v kontexte spolo¢ensky zodpovedného podnikania
Short-time and long-time factors of competitiveness of regions in context of
corporate social responsibility

Rastislav RUCINSKY

Abstrakt

Europske uzemie ako celok ¢eli novym vyzvam, ktoré sa nezastavia na
narodnych, institucionalnych alebo politickych hraniciach. Tieto vyzvy vplyvaju
priamo na regionalne a lokélne spolocenstva. Regionalna konkurencieschopnost’ a
zamestnanost’ je jeden zo zékladnych cielov Eurdpskej unie v ramci eurdpskej
politiky sudrznosti 2007 - 2013, ktory sa zameriava na posilnenie
konkurencieschopnosti, zamestnanosti a investi¢nej atraktivnosti regiénov, ktoré
neboli zaradené do ciel'a Konvergencia. Tento ciel’ bol vytvoreny na presadzovanie
hospodarskych a socidlnych zmien, podporu inovacii, podnikania, ochrany
zivotného hospodarstva, adaptability a vytvorenie inkluzivnych trhov prace. Je
financovany z prostriedkov Europskeho fondu regionalneho rozvoja a Eurdpskeho
socialneho  fondu. Predpokladom pre dosiahnutiec ciela  regionalnej
konkurencieschopnosti  je  Uspe$Sna  aplikacia  nastrojov.  na  podporu
konkurencieschopnosti s dérazom na regiondlnu uroven jednotlivych Statov pri
zohl'adneni spolocCensky zodpovedného podnikania. Prispevok sa zaobera
vymedzenim konkurencieschopnosti na regionalnej urovni, analyzou a komparaciou
faktorov konkurencieschopnosti a ich dopadov na ekonomiku $tatov pri zohl'adneni
spolocensky zodpovedného podnikania, ako aj nadvrhom dynamického modelu
regionu, na zaklade ktorého je mozné dopady jednotlivych faktorov
konkurencieschopnosti skimat’.

Kracové slova:
Konkurencieschopnost, faktor, region, spolo¢enskd zodpovednost podnikov,
Eurdpska tnia.

Abstrakt je sucastou rieSenia projektu VEGA c. 1/0906/11322

"Spolocenska zodpovednost’ firiem v kontexte strategického marketingového
nastroja v uzavretom cykle potravinového ret’azca".
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Moznosti  zvySovania  financnej gramotnosti  Studentov
Podnikovohospodarskej fakulty EU v Bratislave so sidlom v
KoSiciach

Monika BACOVA

Abstrakt

Narodny $tandard finan¢nej gramotnosti v podmienkach Slovenskej republiky
definuje finanéni gramotnost’ a Specifikované poznatky, zrucnosti a skusenosti,
ktorymi musia pedagdgovia a ziaci disponovat, aby sa vedeli spravne orientovat’
v oblasti osobnych financii. Narodny Standard je postupne implementovany na
zékladnych a strednych Skolach.

Z doterajSich prieskumov finan¢nej gramotnosti Studentov Studujicich v prvom
ro¢niku prvého stupna stidia na Podnikovohospodarskej fakulte Ekonomickej
univerzity v Bratislave so sidlom v KoSiciach vyplynulo, Ze Groven ich finan¢nej
gramotnosti merana indexom finan¢nej gramotnosti nie je lichotiva. V zaujme
zvySovania finan¢nej gramotnosti tychto Studentov cielom prispevku je prezentovat
spracovany model zvySovania finan¢nej gramotnosti tychto Studentov v ramci
predmetov, ktoré¢ absolvuju pocas Studia, predovSetkym v oblasti bankovnictva,
poistovnictva a finan¢nych trhov. Model vymedzuje niektoré moznosti zvySovania
vedomosti Studentov z oblasti osobnych financii vramci S§tadia vybranych
predmetov, vybrané moznosti vzdelavania smerujiceho ku pozitivnemu spravaniu
na financnom trhu a ku vytvaraniu spravnych postojov ku finanénym produktom,
ktoré na finan¢nom trhu pontikaji finan¢né instittcie.

Prispevok je cCiastonym vystupom projektu VEGA 1/0474/12 Financ¢na
gramotnost’  Studentov  vysokych §kol na  Slovensku rieSenym na
Podnikovohospodarskej fakulte Ekonomickej univerzity v Bratislave so sidlom v
Kosiciach.

KPucové slova

finan¢nd gramotnost’, finan¢né vzdelavanie, finanéné spravanie, Narodny Standard
finan¢nej gramotnosti
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Prinosy vyuzitia prostriedkov z Operaéného programu
Konkurencieschopnost’ a hospodarsky rast v rokoch 2007-2012 na

podporu energetickej efektivnosti v Slovenskej republike

Benefits of using funds from the Operational Programme Competitiveness and
Economic Growth in the years 2007-2012 to support energy efficiency in the Slovak
Republic

Rastislav RUCINSKY

Abstrakt

Energeticka efektivnost’ tvori dolezit sucast energetickej politiky tak na
urovni Statu, ako aj na nizSich urovniach. Z pohladu zabezpecenia dlhodobo
udrzatel’nej slovenskej energetiky je prioritou zabezpecenie spol'ahlivosti a stability
dodavok energii, efektivne vyuzivanie energie za optimalne néklady a zabezpecenie
ochrany zivotného prostredia. Energetickd politika Slovenskej republiky je
determinovand aj hlavnymi cielmi Lisabonskej zmluvy a vychddza zo zakladnych
europskych cielov Stratégie Eurdopa 2020 v energetike. ZniZovanie energetickej
narocnosti je definované ako jeden zo zakladnych pilierov na zabezpecenie trvalo
udrzatelného rastu narodného hospodarstva a je potencidlne najvacsim
prispievatelom k plneniu vsetkych troch cielov eurdpskej energetickej politiky,
ktorymi  si  environmentalna udrzatelnost, energetickd bezpeCnost a
konkurencieschopnost’. Operacny program Konkurencieschopnost a hospodarsky
rast je spracovany v nadviznosti na stratégiu Narodného strategického referencného
ramca Slovenskej republiky na roky 2007-2013. Prioritnd os 2 ,Energetika“
Operacného programu Konkurencieschopnost’ a hospodarsky rast, ktorej cielom je
zvySovanie energetickej efektivnosti pri vyrobe, prenose a spotrebe energie,
znizovanie energetickej naroCnosti priemyselnej vyroby, spotreby primarnych
energetickych zdrojov a zvySenie vyuzitia OZE, je zamerana na podporu
podnikatel'skych aktivit, ktorymi sa dosiahne zniZenie energetickej naro¢nosti na
jednotku produkcie v priemysle a zabezpeCenie dostupnosti energie pre
podnikatel'skti sféru, ako aj zvySenie vyuzivania OZE. Prispevok sa zaobera
analyzou a komparaciou vyvoja Cerpania financnych prispevkov z Operacného
programu Konkurencieschopnost a hospodarsky rast v rokoch 2007 az 2012 s
dorazom na energeticku efektivnost. Nasledne sa hodnoti potencial dosiahnutia
ciel’a prioritnej osi 2 ,,Energetika“ Operacného programu Konkurencieschopnost’ a
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hospodarsky rast z pohladu podpory energetickej efektivnosti v Slovenskej
republike.
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Moznosti zavadzania rieSeni pre riadenie vzt'ahov so zakaznikmi s
podporou informaéno-komunikaénych technolégii v praxi
slovenskych podnikov s pomocou vyuZitia Opera¢ného programu

Konkurencieschopnost’ a hospodarsky rast

Possibility of implementation of solutions for customer relationship management
with the support of ICT in practice with Slovak companies through the use of the
Operational Programme Competitiveness and Economic Growth

Jaroslav ADAMKOVIC

Abstrakt

Operacny program Konkurencieschopnost’ a hospodarsky rast je spracovany v
nadvéznosti na stratégiu Narodného strategického referencného ramca Slovenskej
republiky na roky 2007-2013. Cielom podpory Operaéného programu
Konkurencieschopnost a hospodarsky rast je zachovat a dalej rozvijat
konkurencieschopny a efektivne vyrabajiici potencial priemyselnej vyroby,
energetiky, ako aj potencidl cestovného ruchu a dalSich vybranych sluzieb v
podmienkach trvaloudrzatelného rozvoja, a tak ucinne prispievat k zvySovaniu
ekonomickej vykonnosti Slovenska ako celku a znizovaniu disparit ekonomicke;j
vykonnosti v regiénoch SR.

Prioritna os 1 ,Inovacie a rast konkurencieschopnosti“ predstavuje zaklad
Operaéného programu Konkurencieschopnost a hospodarsky rast za oblast
priemyslu, inovacii, a d’alSich vybranych sluzieb. Plnenie ciel'a prioritnej osi 1 ,,
Zvysenie konkurencieschopnosti podnikov a sluzieb najméd prostrednictvom
inovacii“ si vyzaduje orientovat’ sa na podporu aktivit, ktorymi sa zabezpeci
trvaloudrzatelny rast, zvySenie konkurencnej schopnosti, rast pridanej hodnoty a
zamestnanosti v priemysle a v sluzbach.

Prispevok sa zaobera analyzou a komparaciou vyvoja Cerpania finanénych
prispevkov z Opera¢ného programu Konkurencieschopnost' a hospodarsky rast v
rokoch 2007 az 2012 s dérazom na moznosti zavadzania rieSeni pre riadenie
vztahov so zakaznikmi s podporou informacno-komunikac¢nych technolégii v praxi
slovenskych podnikov.

142



KPucové slova:

riadenie vztahov so zdkaznikmi, informa¢no-komunikacné technologie, operacny
program, konkurencieschopnost’, hospodarsky rast, Narodny strategicky referencny
ramec.

Adresa autora:

Ing. Jaroslav Adamkovic¢

Ekonomicka univerzita v Bratislave, Podnikovohospodarska fakulta v KoSiciach
Tajovského 13, 041 30 Kosice

tel.: +0421(0)55/ 722 31 11

fax.: + 0421(0)55/ 623 06 20

e-mail: jaroslav.adamkovic@euke.sk

143



ik, Zbornik abstraktov

£ N"% | MARKETING MANAZMENT, OBCHOD A SOCIALNE ASPEKTY PODNIKANIA®
\EHE/ 24.-25. oktober 2013, Kogice

rooovonoerenies |SBN 978-80-225-3732-2

Stratégia malého obchodného podniku Specializovaného tovaru pri

rozsirovani obchodnych sieti
Strategy of small retail enterprise of specialized goods during expansion of retail
chains

Lucia DEMJANOVA

Abstrakt

O¢né optiky predstavuju  priklad malych obchodnych  podnikov
Specializovaného tovaru, ktoré v sucasnosti bojuju s trendom rozSirovania
obchodnych sieti, resp. sieti prevadzok o¢nych optik. Cielom prispevku je nacrtnut
moznu konkurencnu stratégiu pre tradicné malé o¢né optiky s jednou, resp. s
obmedzenym poctom prevadzok, v situacii zostrujiuceho sa konkuren¢ného tlaku zo
strany obchodnych sieti. VyuZijlic poznatky z tedrie strategického manazmentu ako
aj nazorov odbornikov z teorie i praxe v oblasti ocnej optiky a optometrie sa ako
perspektivna orientdcia javi Specializacia, doraz na odbornost, kvalitu sluzieb a
inkorporovanie sluzieb optometristu. Kazda z uvedenych stratégii vSak prindsa
okrem pozitiv aj urcité negativa, pripadne obmedzenia. Prave inkorporacia sluzieb
optometristu je jednou z ¢asto spominanych moznosti, ako sa odlisit’ od prevadzok
o¢nych optik, ktoré¢ fungujii iba ako predajne a vydajne okuliarovych ramov.
Diplomovany optometrista by mal byt vysokokvalifikovany samostatne pracujici
odbornik v oblasti o¢nej optiky, optometric a manazmentu. O §tddium odboru
diplomovany optometrista je v poslednych rokoch na Slovensku relativne velky
zaujem. Ani tato orientacia v konkurencnej stratégii podniku vSak nie je
bezproblémova.

KTPucové slova:

stratégia, strategicky manazment, konkurencna stratégia, obchodna siet, siete
oénych optik
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