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Controlling 2014 - inovacie a nové trendy v controllingu

Controlling 2014 - innovation and new trends in controlling

Peter Gallo ?
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Abstrakt

Clanok sa zaobera problematikou controllingu a modernymi trendmi jeho vyvoja s odporaéanim pre jeho pouzitie v
podnikatel'skej praxi. Na zéklade skusenosti a odbornych poznatkov poukazuje na najddlezitejsie aspekty a zmeny, ktorymi
presiel controlling v roku 2014. V ¢lanku st uvedené metodické odporucania pre jeho inovaciu na podnikovej urovni.
Inovacie uvadza na urovni strategického, ale aj operativneho controllingu a pri¢om sa vyuzivaju aj prvky benchmarkingu.

Klicové slova: Balanced Scorecard, controlling, inovdcie, index podnikatel'a, xCelsius.

Abstract

Article deals with controlling and modern trends of its development with a recommendation for its use in business
practice. Based on the experience and expertise highlights the most important aspects and changes, which passed in 2014,
controlling listed as methodological recommendations for its innovation at the enterprise level. Innovation provides the
strategic level, but also on the control and use of the elements of benchmarking.

Keywords: Balanced Scorecard, controlling, innovation, index entrepreneur, Xcelsius.

1. Uvod

Moderny controlling je v sucasnosti nastroj, ktory podporuje rozhodovanie manazérov v podniku nielen
na TOP urovni, ale siaha az po riadenie na liniovej prvostupiiovej urovni. V minulosti bol zamerany
predovsetkym na ziskovost a riadenie nakladov zalozenom na ich druhovom ¢&leneni. Tato prax eSte
i v sii¢asnosti aplikuji mnohé podniky a to najmid v malom a strednom podnikani. Stredne velké a velké
podniky buduju svoj controlling systematicky a maju niekol'’ko pocetné timy, ktoré v tejto oblasti pracuji. Kym
Vv malom a strednom podnikani sa controlling stale eSte len presadzuje, na Grovni stredne velkych a velkych
podnikov sa hl'adajii inovacné prvky na jeho zdokonalenie. Tu je na miesto otazka: Je vds controlling v podniku
dokonaly, alebo su este rezervy na jeho zlepsenie? Na tuto otazku sa pokusime zodpovedat’ v nasledovnej Casti
¢lanku. Pre tych, ktori eSte len uvazuju so zavedenim controllingu mozno jednozna¢ne povedat’, ze controlling je
vel'mi dblezity ndstroj na riadenie a netreba s jeho zavedenim otalat’.
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2. Budujeme dokonaly controlling

Pojem dokonaly controlling je len relativny, ale dostato¢ne dokumentuje skutocnost’, Ze sa uz nejedna len o
bezné sledovanie hospodarnosti firmy na zéklade dosahovanych ndkladov a vynosov. Controlling uz predstavuje
komplexny aparat pre riadenie podniku so vzajomnymi sivislostami a pri¢innymi vdzbami. Aby sme objasnili
to, ¢o dokonaly controlling vlastne je a ¢o ho tvori, si ukdZeme v rdmci zakladnych atributov controllingového
systém — obrazok 1.

,.»""‘.l TS

: . Software

b Informaﬁu s )
komunikacné | e

. technolégie - { Hardware )

Obrazok 1. Controllingovy systém a pohl’ad na pracu controllingu
Zdroj: Vlastné spracovanie

Ak cheete vytvorit dokonaly controllingovy systém, mali by ste si dat odpoved na nasledovné okruhy
otazok:

. Co tvori controllingovy systém?

. Co by mal vediet’ dobry controllingovy systém?

. Aké controllingové systémy pozname a ktoré su pre nas uzitocné?
. Co mé obsahovat?

2.1 Controllingovy systéem

Zakladom controllingového systému nie je softvér, ale ¢lovek, ktory tomu rozumie. Preto je dolezité mat’ v
podniku vyskoleného controlléra, ktory na vel'mi dobrej az vybornej urovni ovlada moderné informacné
technologie. Pre jeho pracu vsak plne postacuje program Excel, ktory vie komunikovat’ skoro so vSetkymi bezne
pouzivanym informaénymi systémami a s jeho podporou dokazete pripravit’ kvalitny controllingovy dashboard.
Ak pozadujete vel'mi kvalitné reporty, mozete vyuzit ako podporu na tvorbu dashboardov program xCelsius,
ktory je na tuto pracu Specidlne uréeny Kvalitny controllingovy vystup modZe byt prezentovany v nhapr.
nasledovnej podobe — Obrazok 2.
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Obrazok 2. Manazérsky dashboard vytvoreny v prostredi xCelsius
Zdroj: http://trustedbi.com/images/blog/partners/exxova/exxova_profitability.png

Na obrazku vidite, ze tento dashbord uz nie je len klasickym reportom controllingu, ale dokaze dané
skuto¢nosti aj modelovat’ a predpovedat’ zmeny a rizika, ktoré mézu v podniku nastat’ pri riadeni ziskovosti.
Dolezitd je tu ale pri¢innd suvislost jednotlivych parametrov a nielen jednoduchy vypocet a zobrazenie
dosahovanych hodnét.

Dobry controllingovy systém by mal vediet okrem iného aj predikovat’ buducnost’, sledovat’ plnenie ciel'ov,
vyhodnocovat’ plany a vytvarat’ znalostné databazy. Predikéné modely maju urcitd vypovedaciu schopnost’, ale
je ich potrebné brat’, len ako ur€ity druh odportcania (Sedlakova, 2012). To s zaroven aj trendy, ktoré by sa
mali zohl'adnit’ pri budovani dokonalého controllingu.

2.2 Benchmarking ako sucast controllingu

V stcasnosti uz niektoré aspekty controllingu prebera internet a moderné technologie dostupné uz aj cez
mobil alebo tablet. Takym inovativnym prikladom moze byt napr. internetova stranka INDEX PODNIKATELA
(www.indexpodnikatela.sk).

Internetova stranka INDEX PODNIKATELA poskytuje podnikom, ale aj vSetkym organizaciam ako su
skoly, poistovne, banky a pod. dostato¢ny benchmarkingovy pohl’ad na firmy a ich podnikanie. Tento pohl'ad je
uz nevyhnutnou sticastou dobre fungujuceho controllingu a zac¢ina ho pouzivat rad firiem na Slovensku.

V mozZnostiach tejto stranky st napr. rézne informacie o cinnosti podnikov, ktoré su  dostupné
podnikatel'skym a nepodnikatel'skym subjektom. Stranka poskytuje subjektom pdsobiacim na Slovensku, ale aj v
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zahrani¢i informacie, ktoré sa mézu vyuzit v réznych oblastiach. S tymito informaciami uz nemusia pracovat’
len firmy ale aj skoly, poistovne, banky, nemocnice, finanéna sprava, dafiové trady, regionalne rozvojové
agentury, VUC, vedenie miest a obci a pod. Je to vel'mi kvalitny zdroj informécii a podnikatel'skom prostredi na
Slovensku. V sucasnosti sa uz aj v ramci tohto informaéného portalu pracuje na manazérskych dashboardoch,
ktoré mézu vyuzivat’ rdzny klienti tejto stranky. Na obrazok 3 je zdkladné menu stranky a manazérsky pohl'ad na

vybranu firmu.

€ - C | htips//www.indexpodnikatela.sk/36171093/financna-analyza

IndexPodnikatela #ADomov A gallo@dominantask ~

O] P

Prehlad Index

W Zisk po zdanenf
M| Triby : predaja tovaru

Struktara nékladov

Obrazok 3. Index podnikatel'a ako moderny controllingovy pohlad na podnik
Zdroj: https://www.indexpodnikatela.sk/31640265/financna-analyza

Tento informacny systém poskytuje controllingu informécie o podnikoch, ktoré st predmetom ich skimania.
Manazment moze vyuzit’ benchmarkingové informéacie v podobe bonity klienta, prehl'ad Gctovnych zavierok vo
forme vykazu ziskov a strat a suvahy za predchadzajice roky, verejné obstaravanie, podlznosti, konkurzy,
likvidacie a pod. V stcasnosti sa aj tu uplatiuja nové prvky controllingu v podobe predikcii vyvoja, ktoré su v
Stadiu pripravy tejto stranky.

Zarovein je tu mozné vidiet' aj bonitu klienta v ¢leneni od najlepSej bonity po najhor$iu. Na obrazku 4 je
uvedeny jednoduchs$i manazérsky dashboard, ktory zaroven dokumentuje bonitu zvolenej firmy.

11



Vyziadané prednadsky Marketing Manazment, Obchod a Socidlne Aspekty Podnikania

& https://www.indexpodnikatela.sk/31640265

IndexPodnikatela fADomov A& gallo@dominanta.sk «

Srrernysuenerpenal 1€, 3.5

Zakladné ukazovatele

65087336 125150 €

& :
asova os ‘ 2457928 € 802 082 €

e

Obrazok 4. Manazérsky dashboard bonity firmy na www.index podnikatel'a.sk
Zdroj: https://www.indexpodnikatela.sk/31640265

Z obrazku je zrejmé, ze sledovany podnik ma bonitu B a nachadza sa v rebri¢ku uspesnosti na piatom mieste.
Zaroven tu vidime indikator rizika podniku a jeho zakladné ukazovatele.

2.3 Clenenie controllingu a etapy jeho tvorby

Ak chce podnik budovat dokonaly controlling, musi si uvedomit’ a premysliet, aké druhy controllingu
potrebuje. V odbornej literatire je na tento problém mnoho réznych pohladov. Na zaklade sktsenosti a
ziskanych odbornych poznatkov odpori¢ame podnikom budovat’ controlling v nasledovnom ¢lenenti:

Finan¢ny controlling a finan¢né planovanie.

Nakladovy controlling a krycie prispevky.

Strategicky controlling a Balanced Scorecard s dlhodobymi ciel'mi a projektmi.

Controlling odbytu s prepojenim na CRM systémy.

Marketingovy controlling a prepojenia na marketingovy plan.

Personalny controlling s prepojenim na strategicky controlling a hodnotenie vykonnosti podniku a
zamestnancov.

7.  Procesny controlling s prepojenim na znalostné systémy a ABC/M v spojeni so strategickym
controllingom.

ok~ wbdE

To su v sucasnosti oblasti, do ktorych controlling vstipil vel'mi intenzivne. Ich charakteristickym znakom je
zameranie na budicnost’, ciele a plany. Nasledne vyhodnocovanie skuto¢nosti, h'adanie odchylok a navrh
rieSeni. UZ aj z tohto pohl'adu je zrejmé, ze dobry pracovnik — controllér tu mé nezastupite'né miesto v kazdom
podniku, v kazdej organizacii posobiacej na trhu u nas doma, ¢i v zahranici.

12
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Spojenim tychto odbornych oblasti dostaneme moderny controlling s prepojenim na moderné informacné
technologie. Tu sa uz blizime k dokonalému controllingu. Je uz len na podniku, manazéroch a controllérovi, ako
vie tieto informacie a znalosti vyuzit' a tym zvysit' efektivitu a uspesnost’ podnikania. Musime si uvedomit’, ze
najdolezitej$im prvkom je tu ¢lovek — controllér a manazér, ktory rozumie tymto pojmom a vie s nimi pracovat’.
Nie je ho mozné nahradit’ ziadnym umelo vytvorenym informacnym systémom aj keby bol akokol'vek dokonaly.
Nie je to mozné ani dobrym Stylom vedenia za pomoci réznych modelov. (Gonos, Gallo 2013). Tieto styly
vedenia len rozSirujii moznosti controllingu a podporuju jeho rozvo;j.

Zaver

V tomto prispevku sme Vam chceli poskytnit’ dolezité informdcie, ako sa dnes treba divat’ na controlling a v
¢om spocivaju moderné trendy a inovacie. Samozrejme tychto inovacii je ovela viac a je potrebné ich neustale
monitorovat’ a efektivne zavadzat' do praxe. V tomto aspekte tvori tedria a prax vzacnu symbidzu, ktorad
bohuzial’ dnes v nasom podnikatel'skom a nepodnikatel'skom prostredi casto chyba.
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Abstrakt
Prispevok poukazuje na dolezitost’” skladového hospodarstva v logistickom retazci. Podniky v skladoch skladuju velké
mnozstvo tovaru a materialu, a preto je potrebné mat’ optimalny systém na pracu. Optimalizacia skladového hospodarstva

ako sucasti logistického retazca umoznuje lepsie vyuzivat' skladovacie priestory ako aj aktivne a pasivne prvky skladov.

Klicové slova: sklad, logistikia, logisticky retazec, optimalizdcia, skladové hospodarstvo

Abstract

Contribution shows the importance of warehouse management in the logistics chain. Enterprises in warehouses store large
quantities of goods and materials, and it is therefore necessary to have an optimal system to work. Optimization of warehouse
management as part of the logistics chain allows better use of storage space as well as active and passive components
warehouses.

Keywords: warehouse, logistics, logistics chain optimization, warehouse management

1. Uvod

Zisk a zakaznik su najcastejsie sklofiované slova v podnikoch. V sucasnosti sa Kladie ¢oraz va¢si déraz na to,
aby vSetky poziadavky zdkaznikov boli uspokojované v takmer redlnom ¢ase a na 100%. Firmy si musia
uvedomit, ze peniaze do spolo¢nosti prinasa zakaznik a strategickym cielom podniku musi byt plnenie jeho
poziadaviek ako aj uspokojovanie jeho potrieb. Splnenie tychto poziadaviek si vSak vyzaduje dobre planovanie
v8etkych ¢innosti v podniku a mimo neho, od odberatel'ov cez vyrobny proces aZz po distribticiu zakaznikovi.
Jedna z ciest, ktora toto umoziiuje je aj sledovanie logistického retazca a jeho optimalizacia.

Optimalizacia v sebe zahfna identifikdciu takych ¢lankov retazca, ktoré su pre podnik neziaduce, predlzuju
jeho prepravné cesty a doby a nenapomahaji pri zlepSovani sluzieb zakaznikom. Optimalizacia logistického
retazca spravidla umoznuje jeho vysSiu flexibilitu, co mbéze pre podnik znamenat' vysSiu hospodarnost’ a
ekonomicku efektivnost’ jeho ¢innosti
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1.1. Teoretické vychodiska

Logisticky retazec je neoddelitelnou sucastou logistického manazmentu, pricom k jeho zakladnym
principom patri orientacia na procesy - procesné riadenie. Definicii logistického retazca a procesov je vela. Pre
ilustraciu len niekol’ko :

,,Logisticky retazec je mnozina prvkov usporiadand tak, aby vytvarala tok materialu a informacii
(financii) potrebny pre dosiahnutie ur¢itého ciel'a® (Logisticky retazec, www.euroekonom.sk).

»Oznacuje suhrn vSetkych potrebnych obchodnych aktivit, aby vyrobok nasSiel svoju cestu od vyrobcu ku
kone¢nému zakaznikovi“ (Logisticky retazec, www.timocom.sk).
Podobne je to aj s definiciami procesov.

Norma STN EN 9001:2000 definuje proces ako : ,,stibor vzajomne suvisiacich alebo vzajomne posobiacich
¢innosti, ktoré transformuju vstupy na vystupy*.

»Postupnost’ vzajomne stuvisiacich a vzajomne prepojenych postupov, ktoré v kazdej faze, spotrebiivaji jeden
alebo viac zdrojov (Cas, energiu, stroje, peniaze) previest’ vstupy (data, material, diely, atd’.) na vystupy. Tieto
vystupy potom slizia ako podklad pre d’al§iu fazu, az kym sa dosiahne znamy ciel’ alebo koneény vysledok*
(VOM BROCKE, 2010, s. 48).

Zakladnym myslienkovym modelom pre vznik synergickych efektov v logistike je vhodna alokécia,
prerozdelovanie Cinnosti a zdrojov, a ich vyuzitie v prospech celkového fungovania logistického retazca. Jedna
sa o procesy, ktoré prebichaju v uréitom Case a priestore a je potrebné ich spravne koordinovat pomocou
vhodného zvolenia koordina¢nych mechanizmov alokac¢ného typu. (Vodacek, 2009).

Logisticky ret'azec vyrobného podniku sa z funkéného pohl'adu rozdel'uje do troch vel'kych blokov:

e zabezpecovacia logistika,

e produkéna (vyrobna) logistika a

e distribu¢na logistika.

Podl'a Lamberta (2000, s. 325), plne integrovany logisticky ret'azec je definovany tak, ze:
e vedie od dodavatel'ov az ku koneénym spotrebitel'om,
e prechadza fazami nakupu a zdsobovania, vyroby, fyzickej distribacie a predaja, vratane poskytovate'mi
sluzieb az po recyklaciu,

e uskutoénuje sa za pomoci dopravy, informaénych a komunika¢nych technologii,

e mdze v sebe zahfiat’ sklady surovin, materialov, dielov rozpracovanej vyroby a hotovych vyrobkov,

e pridava hodnotu
Zjednodus$ena schéma logistického retazca vyzera nasledovne:
DODAVATEL > SKLAD SUROVIN > VYROBA > SKLAD HOTOVYCH VYROBKOV >
DISTRIBUCIA > ZAKAZNIiK

1.2. Zasoby a skladovanie

Viestova (2007, s.191) definuje zasoby ako urcita ¢ast’ vyrobenych uzitkovych hodnoét, ktoré st docasne
vynaté z kolobehu smerujuceho k uspokojeniu potrieb. Ta istd autorka si pod terminom riadenie zasob
predstavuje zabezpecenie a udrZanie optimalneho mnozstva a druhov hmotnych zdrojov, potrebnych na
realizaciu strategickych, taktickych a operativnych ciel'ov. Skladova logistika zahfiia v sebe rieSenie vnutro
skladovej technologie, systémov jej riadenia, spdsoby ¢innosti skladov a ich zapojenie do logistiky. Skladovanie
je neoddelitel'nou sucastou kazdého logistického retazca. Skladovanie hra vyznamntl ulohu medzi vyrobcom
a zakaznikom.

Sklad je mozné charakterizovat’ ako organizacnu jednotku v ramci organizacnej Struktiry podniku sliziacej
na prijem, skladovanie vSetkych druhov materidlov, manipulaciu a kompletizdciu objednavok, opravy a
zasielanie vyrobkov na predaj s primeranymi materidlnymi, technickymi, informacnymi a zdrojmi.

Faktorov ovplyviiujucich velkost' skladuje vel'a, napr. troven zakaznickeho servisu, velkost' trhu, ktory bude
sklad obsluhovat, pocet skladovacich produktov, velkost skladovanych produktov, pouzivané manipulacné
zariadenia, systém manipulacie s materialom, pohyb tovaru v sklade a pod.
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Pri rozhodovani o pocte skladov st vyznamné $tyri faktory:
e obetované naklady (stvisia so stratou prilezitosti),
e naklady na zasoby,
e ndklady na skladovanie a
e ndklady na prepravu materialu

1.3. Analyticka cast

V d’alSej Casti sa budeme zaoberat’ konkrétnym podnikom, na vychodnom Slovensku zabezpecujici vyrobu a
distribuciu mineralnych vod- Zlata studna.

Odbyt vyrobkov a servis s tym spojeny je vykondvany z 3 centier ( Siroké, Dobrda Voda Zvolene).
O bezprostredny kontakt so zakaznikmi sa stara skupina obchodnych zastupcov pdsobiacich na uzemi celého
Slovenska. Denne spolo¢nost’ vyexpeduje v priemere 25 velkych kamionov plne nalozenych paletami k nasim
odberatel'om. Do jedného kamionu sa zmesti 30 paliet, Co predstavuje pre 1,51 flase 15 120 kusov. Denne sa teda
vyexpeduje v priemere 453 600 kusov. Obchodni partneri st vo véacsine zo Slovenska, ato velko
a maloobchodnici.

Roc¢né expedicia predstavuje 117 269 080 kusov 1,5 litrovych flias.

Tabulka 1
Mdanudr . 3220799 3785814 7006 613
Februar 3235748 3638 336 6 874 084
IVErEsl 5120119 6 800 369 11 920 488
April 5 631 697 6 984 007 12 615 704
_ 5 595 565 7931 614 13527 179
Jin 5394 393 8225 223 13619 616
e 5825076 8 951 683 14 776 759
August 4 096 009 5 805 107 9901 116
_ 4 440 983 3153328 7594311
Oktober 3871832 2779 967 6 651 799
PINGVEmber I 3831930 2611632 6 443 562
December 4001 784 2 363 065 6 364 849
ISl 54265935 63 003 145 117 269 080

Zdroj: interné idaje spolo¢nosti

1.4. Vyrobny proces

Vo vSeobecnosti je zname, Ze na uzemi Slovenskej republiky sa nachddza v porovnani s inymi
krajinami neobvyklé mnozstvo mineralnych pramefiov, no nie vSetky st vhodné na
zriedelné podnikanie. Pre podnikanie moZzu byt vyuzité len tie, ktoré splhajii predpisané kvalitativne
ukazovatele (limitovany obsah chemickych prvkov, splnenie hygienickych poziadaviek - - nezavadnost,
bezpecné zachytenie pramena, stalost’ hydraulickych parametrov atd’.)

A B Comssss) D ) £ ——) FT

S1 S2 S3

Obr. 1 Zjednodusena schéma vyrobného procesu
Legenda:
A = objednavka
B = vylisovanie
C = plnenie
D = etiketovanie alebo sleevovanie
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E = skladovanie

F = distribucia

S1 = sklad materialu (vylisky, etikety, vrchnaky)
S2 = sklad sirupov a prichuti

S3 = sklad hotovych produktov

Planovanie vyroby mineralnych a nealkoholickych napojov je naro¢ne. Nie je mozné dopredu predpovedat’
korko kusov daného tovaru bude potrebné, pretoZe je to zavislé na pocasi. Cim je teplejsie, tym vyroba stipa.

Pri tvorbe planu sa vychadza zo $tatistickych udajov z minulych rokov a predpovedi — prognéz mozného
vyvoja. Vyroba je nepretrzita, pri dodrzani zdkonom stanovenych prestavok a prestavok spojenych s opravou
a udrzbou technickych zariadeni. Podnik zamestnava viac ako 100 zamestnancov, z toho priamo vo vyrobe je
zamestnanych 52 pracovnikov v dvoj zmennej prevadzke.. Ostatni tvoria obsluzny a administrativny personal.

1.5. Skladovanie hotovych vyrobkov

Dopravnikov premiestiiuju  do skladov hotovych vyrobkov. Spolo¢nost ma momentalne 3 sklady
hotovych vyrobkov. Kazdy zo skladov je Specificky, ale vo vSetkych platia interné pravidla prace s tovarom a
zakladne pravidla Bezpec¢nosti a ochrany zdravia pri praci.

Skladova evidencia predstavuje uctovnicke, Statistické a operativne zdznamy o stave a pohybe tovaru. Bez
presnej evidencie tovaru nie je mozné urobit’ kontrolu. Marketingové oddelenie sleduje a predpoveda vyvoj
spotreby tak, aby poziadavky zakaznikov boli splnené na najvyssej kvalite a Spokojnosti.

Tabul’ka 2 Mnozstvo tovaru v sklade hotovych vyrobkov v % a ¢as na naloZenie jednej palety

390
270
210
210

2. Identifikacia problémov a navrhy optimalizacie

Vysledkom analyzy stcasného stavu boli zistené nasledovné problémy, resp. tizke miesta, ktoré v kone¢nom
désledku maji vplyv na celkova efektivnost’ vyrobného procesu a distribucie.
1. Proces planovania nie je vstlade s vyrobnym procesom v dosledku ¢oho vznikaji problémy pri
uskladiiovani
2. Absentuje oznacovanie tovaru v skladoch, ¢o spdsobuje zIu orientaciu a manipulaciu.
3. Skladova systemizacia tovarov, resp. skladovaného materialu je nedostato¢na.
4. Skladovacie plochy su nedostatocne vyuzivané.

Z dévodu rozsahu prispevku sa v d’alSej Casti prispevku obmedzime len na * v stru¢nosti obmedzime len na
problematiku plinovania a vyuzitia skladovacich priestorov. Plan vyroby sa vytvara na zaklade tdajov
marketingového oddelenia, ktoré mapuje poziadavky odberatelov. Z analyzy vyplynulo, ze tazisko vyroba
spotreby nealkoholickych napojov je v jarnom a letnom obdobi od marca po jul, ¢o je pochopitelné vzhl'adom
na klimatické podnebie.

Plan vyroby-april 2012

Pre vypocet sme uvazovali s udajmi za jeden mesiac (april). Udaje boli spracované na pocet dni v mesiaci,
t. j. 30 dni. Mesacny stav planu a skutocnosti bol

April Plan Skuto¢nost’
5689 760 5631 697



Vyziadané prednadsky Marketing Manazment, Obchod a Socidlne Aspekty Podnikania

V planovanom mnozstve je okrem potrebného mnozstva pre odbyt zohl'adnené aj mnozstvo, ktoré sa bude
ulozené v sklade pre pripadné nepredvidané poziadavky. Z hladiska podniku je to vyhodné, nakolko
prestavovanie plniacej linky vytvara zbytoéné casové straty. Samostatnou kapitolou je vytazovanie kamionov
sluziacich pre distribuciu hotovych vyrobkov.

V tabul’ke 3 je zndzorneny priemerny pohyb kamiénov za dei a ich vyuzitie.

Tabul’ka 3 Priemerny pohyb kamiénov za den

Priemerne Maximalne
Pocet kamionov denne 20 25
Pocet paliet v kamione 20 30
Pocet flia§ na palete 465 1265
Odbyt 186 000 948 750

Sktmali sme vzt'ah medzi planovanou a skutoénou vyrobou ato za jeden konkrétny mesiac (april) a aj
medzi skuto¢nou a planovanou hodnotu za rok. Pri vypocte boli pouzité priemerné hodnoty.

Koeficient korelicie r
k

ST

e r=

e vyjadruje zavislost’ 2 znakov x. y
o <03 slaba korelacia (slabo stvisi)
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Sy= .|—-2.0: =»)
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Korelaény koeficient vypocitany pre obdobie jedného mesiaca — april ma hodnotu 0,9747 ahodnota
korelaéného koeficienta z pohl'adu ro¢ného je 0,9763.V obidvoch pripadoch sa jeho hodnota priblizuje
k hodnote 1,0 ¢o predstavuje vel'mi silnti zavislost’ medzi planom a skuto¢nost'ou. Ak vychadzame z tychto
udajov je zrejmé, Ze v sucasnosti pri existujucom stave spolo¢nost’ nemusi investovat’ do novych skladovacich
priestorov.

2.1 Vyuzivanie skladovacich priestorov
V uvodnej Casti pri charakterizovani skiimaného podniku boli deklarované, ze podnik ma 4 sklady

a v ramci nich este skladovacie priestory, ktoré slizia ako prirucné sklady. V nasledujucej Casti poukazeme na
moznost lepsieho vyuzitia skladovych ploch v nadviznosti na systemizaciu skladovacich priestorov a tovarov.

Utzitkcovd plocha m*  Calkova plocha m*  Utkitkova plocha m* m*

Tabulka 4 Optimalizacia skladovych ploch

Calkova plocha m*

800 ] BOO 630 630
325 200 325 315 115
400 300 400 373 73
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Priemerna cena za m2 na vychodnom Slovensku v sti¢asnosti predstavuje 2,5 €. Désledky optimalizacie
uzitkovej plochy v skladoch nam prinesie 830 x 2,5 = 2075 €. Naklady spojené s optimalizaciou predstavuji
1800 €.

Zaver

Vyuzivanie optimalizacie logistického retazca, resp. jeho jednotlivych zloziek nie je vseliek. Ukazuje vsak,
ze niekedy aj malé¢ zmeny mézu v kone¢nom dosledku znamenat’ nielen ekonomicky prinos, ale aj zlepSenie
organizacie a zjednoduSenia riadenia. Tento prispevok bol zamerany len na urcité aspekty v konkrétnom
podniku( aj tu neboli zohl'adnené vSetky vplyvy). Autor si je vedomy toho, Ze prispevok len naznacuje moznosti,
ktoré sucasny stav poznania umoziuje
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Abstract:

In the era of knowledge organizations are interested in the search for effective solutions which will facilitate
knowledge management. The purpose of this article is to present the degree of application of information and
communication technologies in enterprises in Poland. The article focuses on information systems which support
the transfer of knowledge. The changes taking place in the organization and economy of the twenty-first century
are: the increased use of information and telecomunication technology by enterprises in Poland, the tight
integration of information world with teleinformation as well as the development of wireless connectivity.

Keywords: knowledge management, knowledge transfer

Introduction

To cope on the competitive market enterprises have to optimize knowledge management. The development of
knowledge management skills and methods to maximize employee skills will be more important than
minimizing the costs of employment?. Thus, the purpose of the article is the analysis of using information and
telecomunication technologies in knowledge transfer by enterprises in Poland. Efficient knowledge management
would not be possible without these techniques these days.

The second half of the twentieth century was dominated by the rapid growth of economic development,
especially in countries with established, stable democracy and economy. It's an inevitable and dynamic process
affecting all countries in the world. It should be noted, however, that not all countries benefit from the prosperity
of the so-called economic globalization. Many of them bear a huge burden of economic underdevelopment,
unable for various reasons to achieve satisfactory results in reducing the negative effects of factors such as:
hunger, diseases, lack of access to education and child mortality®. Contemporary world economy is deeply

1 c. M. Olszak, Wyzwania ery wiedzy [in:] C.M. Olszak, E. Ziemba, ed., Strategie i modele gospodarki elektronicznej,
PWN, Warszawa 2007, p. 21.

ZA Levin, S. L. Smith, Macroeconomic Stability and Poverty Reduction, [in:] J. M. Dean, J. Schaffner, S. L.S. Smith,
Attacking Poverty in The Developing World, World Vision, Waynesboro, USA, 2005, pp. 269-286.

*cf. D. Marzec, Polskie instytucje wspierajace rozwoj Afryki, [in:] K. A. Ktosinski (ed.), Afryka o godnos$¢ zycia,
Wydawnictwo KUL, Lublin 2012, pp. 363-381; J. Nakonieczna, ,,Inny $wiat jest mozliwy — porzadek migdzynarodowy
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diversified, and "we" operate in the world that we can include in the world of welfare, which can be
characterized by a constant focus on socio-economic development, quality of life and increase in prosperity.

The discussed process determines a number of entities to take continuous action to improve the functioning
on the market, the increase in their competitiveness in a globalized, turbulent environment. It seems that
nowadays knowledge (its acquisition, storage, processing and use) constitutes one of the key areas with which
the company becomes competitive and can reach advantage. For this purpose, a number of instruments can be
used. An expansive, but cognitively interesting tool is business intelligence”, which in fact is based on obtaining
information and, more specifically knowledge. Since knowledge has been placed in a way in the centre and its
role was appreciated in the economy and the socio — economic life, it came naturally to support its acquisition,
analysis, transmission by the use of different tools that are provided by modern science and technology. Below
there is a comparison of a traditional organization to a knowledge-based one.

Table 1. Comparison of a traditional and a knowledge-based organization.

Specification

Traditional organization

Knowledge organizacja (learning,
inteligent, hypertext, virtual, fractal...)

Culture

Favours avoiding the uncertain.

High tolerance of the lack of certainty,
atmosphere of creative chaos

Way of operation

Structured, stable adherence to stereotypes
and rejection of information contradictoty to
them. Focusing attention on internal
processes

Each time tailored to the situation,
constant redesigning of the internal
world of the organization, negating
stereotypes

Power relations

Stable, hierarchical, based on emotional
aspects of management authority

Hierarchy, instability of the power
system

Employee dependence

High on the leader

Large autonomy supported by
knowledge and skills

Relationship between
people

Stable, minimum mobility, a sense of
belonging

High mobility due to rotation, harmony
in cooperation

Attitude towards
uncertainty

Unusual events regarded as a threat

Unusual events regarded as a source of
inspiration

Organization structure

Traditional, focused on the functions of the
enterprise

Cooperative network of related self-
managed entities focused on processes

Organization boundaries

Transparent and clear

Blurred and fuzzy

Dominant
communication

Formalized, mainly vertical

Pervasive, not formalized, vertical and
horizontal

Participation in the group

Exclusive and permanent

High changeability and mobility,
temporary participation

Organizational forms

Permanent, structured

Structures with high dynamics of
changeability

Source: A. Kowalczyk, B. Nogalski, Zarzadzanie wiedza. Koncepcje i narzgdzia, Centrum Doradztwa i Informacji Difin sp.z o.0., Warszawa

Knowledge management

2007, p.120.

Knowledge management can be defined as all the activities performed to identify, preserve, disseminate and
use the overt and covert knowledge of the personnel of a company for improving the efficiency and effectiveness
of employees' actions. Some publications treat knowledge management only from a technical point of view, as a

w mysli krytykow globalizacji, [in:] R. Kuzzniar (ed.), Porzadek migdzynarodowy u progu XXI wieku, Wydawnictwo
Uniwersytetu Warszawskiego, Warszawa 2005, pp. 601-616.
fef. M. Kwiecinski, Wywiad gospodarczy w zarzadzaniu przedsigbiorstwem, Wydawnictwo Naukowe PWN, Warszawa-
Krakow 1999; T. Nalepa, K. Nalepa, z informacji elektronicznej w dobie XXI wieku; wybrane problemy, [in:] M.
Trombski, B. Kosowski (ed.), Wspolczesny wymiar bezpieczenstwa w aspekcie zmiennosci zagrozen, Wyzsza Szkota

Zarzadzania Ochrona Pracy w Katowicach, Katowice 2010, pp. 168-179.
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set of procedures and technical measures ensuring the transfer of personal experience and knowledge of a
member of organization to the organization database and providing storage and distribution of relevant
information among the eligible members of the organization®.

Picture 1. Technology and information systems in the creation and transfer of knowledge
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Source: Own elaboration on the basis of: C. M. Olszak, Systemy informatyczne w zarzadzaniu wiedza w przedsigbiorstwie, ,,Przeglad
organizacji” No. 4, 2001.

In the process of creating knowledge the following systems play a special role: DSS — Decision Support
Systems, Bl — Business Intelligence, ES — Expert Systems, GDSS — Group Decision Support Systems,
techniques of artificial intelligence, OLAP — (OnLine Analytical Processing) — software supporting and
facilitating decision making, Data mining — data drilling, knowledge acquisition, obtaining and extraction
of data, CRM - Customer Relationship Management, SCM — (Supply Chain Management) these are the
electronic management systems of suppy chain, ERP - (enterprise resource planning) — determining the class
of information systems which support enterprise management, MRP Il - Manufacturing Resource Planning —
a developed system of planning, transaction-oriented systems, CIM — Computer Integrated Manufacturing, office
work systems and search engines.

Transfer of knowledge to the needs of modern organization is done with the participation of a variety
of network models, particularly: global networks, corporation networks, Internet portals, Extranets — closed
computer network, videoconferences, EDI — electronic data interchange, Intranets — computer network limited
to computers within e.g. a company or organization, CMS - Content Management System, electronic mail.

Studied enterprises

The total of enterprises are those employing more than 9 people — PKD (Polish Classification of Activities)
sections: C, D, E, F, G, H, I, J, L, M chapters 69-74, N chapters 77-82, S group 95.1 (group 95.1 — for the data
since 2010). Enterprises were analysed from 2008 to 2013. Enterprise research is performed on a sample of 15 %
till 2009, on a sample of 18% starting from the year 2010. Enterprises of the financial sector are the ones
employing over 9 people — Polish Classification of Activities section K (classes 64.19, 64.92, 65.1, 65.2, 66.12,
66.19). The research conducted on the financial sector enterprises is full research®.
The results of the analysis

> Encyklopedia zarzadzania - http://mfiles.pl/pl/index.php/Zarz%C4%85dzanie_wiedz%C4%85
www.stat.gov.pl
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The organization has become a particular kind of cognitive system, which is heavily supported by technology
and IT tools. New valuable knowledge is the ability to reach the sources of information and computer skills
which open the door to banks, shops, offices and integrated administrative and logistic structures. As can be seen
from the graph (Figure 1) there is an increase in the use of computers in enterprises in Poland.

LAN — Local Area Network — is a computer network linking computers on a particular field such as a
company. Nowadays the most popular technologies used to build LAN are Ethernet and Wi-Fi. Ethernet — the
technique which contains the standards used in the construction of mainly local computer networks. Wi-Fi —
colloquial definition of a set of standards designed to build wireless computer networks. A specific application of
Wi-Fi is to build a local area network (LAN)-based on radio communication, namely WLAN. As the graph
depicts we can observe an increased use of the internal LAN network (Figure 2).

The Internet contributed to overcoming the barriers of time, space and volume. Information resources, and a
variety of services, such as stock exchange, trade, counseling, offices and administration are within easy reach of
every citizen. As the graph shows, the number of enterprises having access to the Internet is growing (Figure 3)

According to charts 4 and 5, 85% of companies of the financial sector and 75% of total companies apply
automatic exchange of data with external entities (Figure 4). Almost 80% of the financial sector and 35% of total
companies apply automatic exchange of information within the enterprise (Figure 5).

Intranet is a computer network that is limited to computers in e.g. a company or organization. We can refer to
Intranet after installing the server enabling to use, within LAN, services such as web pages, emails, etc. so
typical web services. Generally, only employees of a given company have access to intranet. In Poland, more
than 60% of the companies of the financial sector and 40% of companies in total have Intranet (Figure 6).

Figure 1. Enterprises using computers
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Figure 2. Enterprises using internal computer network LAN
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Figure 3. Enterprises having access to the Internet
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Figure 4. Enterprises applying automatic exchange of data with external entities
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Figure 5. Enterprises applying automatic exchange of data within the company
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Figure 6. Enterprises having Intranet

24



VyZiadané prednasky Marketing Manazment, Obchod a Socialne Aspekty Podnikania

70,00%
60,00% -

50,00% / —
40,00% = //
30,00%

20,00%

10,00%

0,00% T T
2008 2009 2010
Year
Enterprises total = = Enterprises in the financial sector

Source: Own study on the basis of the data from GUS — Central Statistical Office of Poland

The simplest web page of a company is a corporate card, which contains information about the address and
contact details of the company and sometimes also a brief description of the firm’. This type of web page has
only the role of advertising as it does not affect the creation of the image of the company. The data contained on
the internet card possess the nature of a static website. Substantive content of a corporate website should provide
a satisfactory set of messages about the company and its offers®. As can be seen from graph 7, nearly 90% of the
companies of the financial sector and 70% of the total companies have their website (Figure 7).Chart 8 shows
that nearly 80% of companies of the financial sector and 50% of the total of companies possessed a website
which had the functions of presenting catalogues, products or pricing (Figure 8).

As charts 9 and 10 show, in 2009 9% of the enterprises received and 16% of companies submitted via
computer networks (website, EDI systems, other means of electronic data interchange with the exception of
electronic mail) (Figure 9-10).

As we can observe from figures 11 and 12 only about 10% of enterprises in 2011 and 2012 got and made
orders via the Internet.

Figure 7. Enterprises having their own website
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. Adamczyk, Rodzaje stron internetowych, ,,magazyn Internet, Czerwiec 2002.
8. Slgzak, Wptyw Internetu na kreowanie pozadanego wizerunku organizacji, [in:] J. Kisielnicki, J. K. Grabara, J.S. Nowak,
ed., Informatyka i wspotczesne zarzadzanie, PTI Warszawa 2005.
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Figure 8. Enterprises whose website had the functions of presenting catalogues, products or pricing.
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Figure 9. Enterprises obtaining orders through computer networks (website, EDI systems, other means of electronic data interchange with
the exception of electronic mail)
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Figure 10. Enterprises placing orders through computer networks (website, EDI systems, other means of electronic data interchange with the
exception of electronic mail)
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Figure 11. Enterprises getting orders by computer networks (website and EDI systems)
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Figure 12. Enterprises placing orders by computer networks (website and EDI systems)
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The European Commission defines e-Government as the application of information technology in public
administration. It is connected with organizational changes and new skills of public services that are to improve
the quality of services provided by the administration of services. In 2012, almost 100% of the companies of the
financial sector and 90% of businesses in total used the Internet in their dealing and contacts with public
administration®.

In 2013, 60% of companies of the financial sector and almost 50% of the total companies equip their
employees with mobile devices (eg. Laptops, smartphones) enabling mobile access to the Internet (Figure 14)

Broadband Internet access is a service based on connecting to the Internet via high-speed link or high-
bandwidth media. The connection uses a wide frequency range produced by the modem. As graph 15 shows
almost 100% of the financial sector enterprises and 80% of the total of enterprises have broadband Internet
access.

Figure 13. Enterprises using the Internet in contacts with public administration

°D. Bogucki, eGovernment w Unii Europejskiej. ,,eAdministracja:, nr 1, 2005.
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Figure 14. Enterprises providing their employees with mobile devices (eg. Laptops, smart phones) allowing mobile Internet access
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Figure 15. Enterprises having broadband Internet access
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Summary

The changes taking place in the organization and the twenty-first century are: the increased use
of information and telecommunications technology in knowledge transfer in enterprises in Poland, the tight
integration of information and teleinformation world as well as the development of wireless connectivity.
On the basis of new conditions a new model of knowledge-based economy has been created. The development
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of knowledge is dependent on using information and a variety of information and communication technologies.
Information is a key resource and a source of creating national income and competitive advantage. Since
knowledge has become as if a central point and its role in economy as well as socio-economic life has been
appreciated, it is more and more important to support its acquisition, analysis and transmission by means
of different tools which are provided by modern science and technology.
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Abstract

In the present article, the Customer Relationship Management has been presented as a modern concept of managing relations
with clients. The CRM rules and tools, which support the company’s activity, have been discussed. Their usage leads to
maximum utilization of the potential, which is in relations between the company and a client. Key Account Management,
Lead Management and Campaign Management have mainly been presented. It has clearly been underlined that reaching the
competitive dominance by building permanent relations with clients, whose priority is high quality of services — it is a long-
term strategy. The quality improvement of services often meets barriers connected to strong selling orientation or the priority
to realize short-term financial aims. Besides, a weak belief of managers in a crucial dependency between increasing the level
of service quality and a company’s competitiveness in the long run, is an often obstacle.

Keywords: consumer, customer relationship management, key account management, lead management, campaign management

1. Introduction

Changes of market conditions influence functioning of the companies. That is why building permanent
relations with customers is more and more important. Companies must adjust products and services
to the customers because this is the only way to gain their loyalty. What comes after that they can survive
in difficult times and compete with other companies on the market. A starting point here is constant monitoring
of the existing customers™ needs and the clients who a given company wants to canvass and modifying the
products (services) so that a customer would be fully satisfied. Reaching satisfaction by the customers requires a
big commitment and professional attitude in doing different activities by the companies. Most companies use
existing processes or elaborate their own standards in the range of services, canvassing and maintaining
the customers.

The aim of the present article is the Customer Relationship Management presentation as a modern concept
of managing relations with a customer. The rules and CRM tools that support a company’s activity have been
discussed. Their application leads to maximal usage of the potential which is in relations between a company and
a customer. The article mainly concentrates on presenting the Key Account Management, Lead Management,
Campaign Management.
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2. The issue of the Customer Relationship Management

The CRM system, that is the Customer Relationship Management, is a wide and ambiguous term to define.
Many people equates the CRM system with the computer one, which serves as interface between a company and
its contractors. However, such a perception of this term is too narrow. One of the basic definitions of the CRM
has been formulated by Ronald S. Swift — the CRM means the ability of canvassing customers, getting to know
them, refreshing contacts, making sure that a company delivers exactly what they expect, to which the company
obliged to and finally to realization of profits thanks to these activities®.

So the CRM system is most of all a philosophy of running a company and secondly a computer system.
The ideology of the CRM envisages a business strategy, which builds long-term relations with customers
in order to increase a company’s profits and costs reductions®.

Marketing activities concentrate mainly on a period preceding a purchase. When these activities have
a positive effect and a customer will buy the product, the interest in them decreases. Such a phenomenon is
slowly becoming past on the competitive market.

After purchasing the CRM requires:

. to survey the level of a customer’s satisfaction,

. to be interested in their assessment of the bought product,

. to survey their preferences,

. to survey if they want to buy something in our company in the future,

. to do everything to encourage them to use our services.

Thanks to such activities we will cause that a customer will trust us, our company and our products more.
They will also treat our company as something close. We can, in this case, count on the fact that a customer will
buy other products even if they are more expensive than in a different place. Many customers will willingly pay
more. It is “the cost of feeling safe”. Keeping in touch with a customer after the purchase is called customer care
and means building a partnership, long-term relations between our company and your customer.

Marketing was a discipline concentrated on a one-way transfer for a long time. It was based on norms and
practice created with the thought about selling big quantities of products to wide homogenous markets and
market segments. The CRM, on the contrary, recommends building customers™ wallets by interaction, relations,
connection and social loyalty networks of customers and thanks to a long-term perspective outreaching a current
transaction. Unlike traditional marketing, in which a confronting approach dominated, the CRM emphasizes
cooperation.

The CRM is based on the existing marketing concept relations, which has been used for a long time. That
means making contact with every customer, beginning from the most precious ones, relations of ,,learners”, that
is the ones which improve with every interaction®. The aim of the CRM is delivering customers things or services
they exactly want, including their personal preferences. In order to understand the customer’s needs, the usage of
traditional marketing-mix tools is not enough anymore. Efficient communication platform must be created
between the customer and an organization, which will allow to listen to their needs and know the motives of
their actions. Thanks to information achieved this way, it is possible to analyse the needs of a certain purchaser
and prepare the offer that would fulfil the individual expectations of a customer®.

The CRM is a group of business strategies. Their aim is to increase a long-term market value of a company by
maximal usage of a potential, which is in relations connecting a company with a customer. It is concentrated on a

! J. Beliczynski, Koncepcja zarzadzania relacjami z klientem, ,,Zeszyty Naukowe Akademii Ekonomicznej w Krakowie”, nr
700 (2006), ss. 117 — 119.
2 J. Dyche, CRM Relacje z klientami, Wydawnictwo Helion, Gliwice 2002, s. 121.
% A. Tiwana: Przewodnik po zarzadzaniu wiedza, e-biznes i zastosowania CRM, Wydawnictwo Placet, Warszawa 2003, s.48.
4 M. Maziarz, Strategia CRM, http://www.wspim.strefa.pl/wspim/tg3b/systemy/CRM/Strategia_ CRM.pdf, data odczytu:
4.03.2014

31



VyZiadané prednasky Marketing Manazment, Obchod a Socialne Aspekty Podnikania

customer philosophy of business running interfusing the whole organisation culture. Its essence includes
profitable managing of identification processes, getting, maintaining, and developing of adequate customers. It
delivers a company homogenous image of relations with a customer and a customer homogenous image of a
company by consolidating all accessible media and information channels. It is based on the knowledge
management about a customer, allowing to optimize the exchanged value. It includes marketing, sale, service
areas. It also integrates with Back Office activities. It unites business partners™ activities, who are situated in both
directions of a supply chain. It is supported by appropriate computer systems of the CRM class, which support
all information flow processes.
Customer Relationship Management (CRM) is the answer to:

e lower and lower loyalty of customers,

e increase of employees rotation of sales department,

e competition increase,

e higher and higher costs of canvassing new customers,

e more and more experienced customers and the their needs towards suppliers,

e less and less efficient activities in the range of promotion,

e bigger flexibility of production,

o falling apart of advertising channels,

e increase of the number of distribution channels®.

2. The CRM tools

The main tools used in building the relations with customers is: Sales Force Automation, Call center,
Knowledge Management, Campaign Management, Lead Management, Key Account Management. In the present
article the Campaign Management, the Lead Management and the Key Account Management will be discussed
in detail.

2.1 The Campaign Management

Coordination of multichannel communication with a customer is a big challenge for marketing departments.
Chaotic sales or information promotions often bring a contrary effect to the intended one. Communicating with a
customer too often or incorrectly directed actions cause marginalization of a campaign meaning and what comes
after that — their diminished effectiveness.

The usage of many contact channels, which enable reaching different groups of customers in a different form,
in the promotion, brings measurable effects. The condition of being successful is, however, preparation and
consistent realization of an appropriate strategy. Proceeding according to the prepared strategy, in the range of
contact frequency and an optimal choice of the communication channel definitely increases effectiveness of a
campaign and in the result it also increases the sales. Appropriate managing of a target group of customers
influences the increase of the satisfaction and loyalty level of the customers. The tool, which supports building
contact strategies and watches over the realization of marked guidelines is the Campaign Management.

The supporting module of the campaigns management cooperates with other modules of the CRM system and
it is difficult to indicate strict borders between them. The basic elements, which are included in its composition
are:

e the customers base- the most frequently shared with other modules, but some elements have been
introduced only for the needs of a campaign, ,

e the campaign’s base,

e tools, which automatize activities,

® C. Todman, Projektowanie hurtowni danych. Zarzqdzanie kontaktami z klientami (CRM), Wyd. Naukowo-Techniczne,
Warszawa 2003, s.48.
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e analytical procedures, for example to calculate efficiency, correlation, etc.,
e the internet cooperation modules:
- sending an e-mail,
- receiving and analyzing questionnaire placed on the website.
During different campaigns and actions, the system supports on individual levels:

1. Classification.

Generation of people’s parties, to which a campaign will be conducted. By using the data base, people with
certain characteristic can be selected. By knowing such things like age, gender, education, hobby, a way of
getting to a certain person can be profiled, arguments which should be used in order to persuade to purchase a
given product. Properly chosen, it perfectly increases the efficiency rate of a campaign, which causes the
profitability growth. Ability to avoid contacts (companies, people) to which a campaign can cause a negative
effect and permanently “burn” a company, is also non-trivial. It concerns for example restricted data.

2. Automation of campaigning.

A trivial task in the era of computers but automatic preparation of the stickers with addresses in order to send
advertisements by post or sending an email do the generated people, increases efficiency and lowers the costs. In
case of a big number of people, to which a campaign is directed to, it is very big and becomes a necessary tool.

3. Possibility to remember actions connected to certain people.

Additional possibility of selection is created then in order to eliminate a multiple transfer to the same people or
on the contrary, renewing the company. There is a possibility to make a multi-stage campaign with an individual
course of action. It is necessary to introduce information about returns, resignations, objections, to the system, in
order to protect from the unauthorized usage of personal data.

4. Conducting marketing research.
It results from the constant need of ,,measuring” satisfaction and customers’ knowledge about the company. On
the basis of the customers base, random samples can be generated. The surveys will be conducted on their bases.

5. On-line marketing research.

A survey is created on the internet page. The users can complete it. Questions about the page functionality, a
product’s properties, assessments and the results of the last campaigns, can be included in it. Respondents are
promised prizes or a lottery participation. On the other hand, a company receives a permanent flow
of information about the customers. In connection with the possibility to identify a person in the personal data
base along with the information about any details how to contact them, it give a powerful information tool

7
to analyses .

Information, which should be included in the customer data base for the needs of a campaign:
e telephone/address,
e demographical data,
e defining environment in which they live and work,
e characteristic data for personality.

The campaign base includes medium, an exact date of conducting it, people who it is directed to, received
feedback, purchased products, visited websites.
In the last years, the internet is used to campaign, especially emails. Effective campaign requires

8 M. Jedlinska, Ksztaltowanie relacji z klientem w dziatalnosci przedsiebiorstwa, [w:] Orientacja na klienta jako kryterium
doskonatosci, red. T. Borys, P. Rogala, wyd. Uniwersytetu Ekonomicznego we Wroctawiu, Wroctaw 2011, s. 48
7 Ibidem, s. 51
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introduction of appropriate procedures of the introductory selection, reaction and further actions towards
potential and proper customers. Software, which will properly classify and campaign is definitely helpful.
Marketing campaigns are the method to get new contacts. Sales department takes over about 10% of “hot”
contacts — ready to purchase. However, average time to get such a contact may be from 6 to 18 months and the
only efficient method is to maintain a characteristic dialogue with ,,the candidates for customers” until they are
ready to make a transaction. In case of a large scale marketing, the only reasonable solution of this problem are

impersonal letters some letters), designing for the whole group and periodical sending.8

Measurable effects can be observed if many contact channels, which enable to get to different groups of
customers, in a different form are used. Condition to be successful is, however, a preparation and consistent
realization of a certain strategy. Proceeding according to the prepared strategy in the range of contacts frequency
and the choice of optimal communication channel, definitely increases the company’s effectiveness and sales.
Appropriate management of a target group of potential purchasers influences the increase of the satisfaction level
and the customers loyalty. The tool, which supports building a contact strategy and watches the realization of the
defined objectives is the Comarch CRM Campaign Management.

Fundamental, functional groups of the Comarch CRM Campaign Management:

e budgeting (planning and budget control),

e planning (among others elaborating, gathering, verifying and accepting the initiatives of the marketing
campaigns),
a target group defining,
testing the company (among others preparing a representative sample group, carrying out a test
campaign, the results analysis, generating reports),

e preparing a campaign (among others using a company’s scenarios, creating statistical and dynamic
profiles of target groups, using the assumptions, templates and data from the previous campaigns,
managing the campaign’s budget, workflow enabling cooperation of different branches of a company at
the same time),

e realizing a campaign (among others planned start of a campaign in different channels, nonrecurring
campaigns realisation, cyclical, fixed, initiating actions defined as event-triggered — the ability to stop
and modify a campaign)

e monitoring and reporting (among others direct control of the course of a campaign, juxtaposition of
the campaign results with the ones achieved while serving customers not taking part in the campaign,
creating reports, the ability to collect information about the campaigns and to use it to increase
effectiveness of future campaigns, modern mechanisms of processing and visualization of the reports)g.

A campaign, in order to bring profits, must be directed to an appropriate group of consumers, taking into
consideration their potential behaviour and interests. It allows to reduce the costs, and increase the interest of the
customers in the campaign. Thoroughly chosen target population of the campaign is its most important part,
which could not take place without previously collected information about the customers and appropriate
filtration.

Communication with a customer. At present, contacts with a customer, should be organized in the way that
makes customers feel unique and individual. Customers should also feel they are in relation of a partnership with
a company. By fulfilling these demands, a company will make that customers will be pleased to be its clients. In
enormous enterprises permanent and careful interpretation of the customers personal data is crucial. Thanks to
this, activities of a company can be directed in such a way that seem to understand the clients” needs.
Understanding, as one of the most important factors, allows to have a long-term company- customer relationship.
More and more communication channels, which number is still growing, should be used in communication with

8 A, Wroblewska, Zarzqdzanie relacjami z klientami jako Zrédlo sukcesu organizacji, Zeszyty Naukowe Uniwersytetu
Przyrodniczo-Humanistycznego w Siedlcach, 2013, nr 97.
® http://www.comarch.pl/finanse/produkty/comarch-crm-campaign-management/, data odczytu: 9.04.2014.
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a customer. ldeally would be to connect all the channels in one consistent system of collecting information
about a customer, such as fax, telephone, department, Internet, Personal Computers, electronic notebooks,
television, cash machine, mobile phones and direct contacts.

2.2 The Lead Management

Managing personal data is thought to be one of the most important elements in the sale and marketing
process. Personal data is information about organizations or their representatives collected from advertisements,
fairs, seminars, marketing campaigns and from other external sources. The data serves to qualify organizations
or their representatives to the next stage of the sale process, in order to present them offers/products/services in
the future. It happens that the data does not show interest in purchasing certain services/products, in spite of that,
they can be used as potential, interested in other services/products in the future. The terminology used in the
range of managing the details can differ in different companies depending on the branch, but the fundamental
process is very similar in all cases. The data module can be successfully used in each case, where there is a
defined managing data process.10

Typical data managing process includes the following orders:

1. Adapt areas connected to the details on the detail page, according to the scheme of the sale and
marketing process, which is in force in your organization.

2. Adapt the details generating process from the detail forms by importing the data from the external
sources or downloading it directly for your website.

3. Assign the details to the appropriate employees or partners of the sales department using the rules of the
details assignment to this purpose.

4. Repeat the contact with details until they reach appropriate stage and will be able to be transformed into
potentials. Then, convert the details into potentials. During the transformation of the details into the
account potentials and contacts will be automatically created.

5. After converting the details into potentials repeat contacts with the potentials until the transaction ends
successfully or its rejection. The status of all converted details is marked as “Converting” which will
facilitate their identification in the future.™

The Lead Managementis the details managing on potential customers. The details/personal data is
information about organizations and their representatives. The Lead Management term includes managing
practices that support reaching new customers. Appropriately used managing details method causes the increase
in activities efficiency and becomes more profitable for a company (income increase).

2.3 The Key Account Management.

The Key Account Management, in other words managing the key customers, is a strategy which aims at
getting and keeping the key customers.

The basis of the customer oriented and successful company is the ability to canvass and keep the customers,
who increase profits. One of the crucial ways of reaching this aim is the ability of effective managing of relations
with customers. The process of servicing them usually exceeds the functional of particular organization
departments. It is not only a sales department but also service, marketing, logistics and controlling departments
take part in a full cycle of the contacts with customers because contacts with a customer, which have been made
in one department influence the content and kind of contacts in other departments or departments of a given
company.

The key customer management means realizing a company's policy in relation to the key customers for
functioning of a company. A customer’s loyalty and its maintenance have become the biggest challenge for the

10 A. Sottysik-Piorunkiewicz: Zarzqdzanie relacjami z klientem z wykorzystaniem technik customer care-charakterystyka
systemow CRM”, Zeszyty naukowe Wyzszej Szkoty Humanitas, 2008, nr 2, s. 78.
™ http:/iwww.biznespakiet.pl/tag/zarzadzanie-namiarami/, data odczytu: 15.04.2014.
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leading Polish companies. The most frequently, a strategic customer matters specialist not only takes care of
current service of strategic company's customers and also canvassing them. The Key Account Manager monitors
current market environment, with particular consideration of the competition’s activities, and the collected
information is passed to higher decision-making organs, taking part in creating key customer service strategy.
They should be sales specialists who work on the highest level and the people who can build relations based on
knowledge and professional approach to a customer. -2

The surveys and experience show that the most effective and beneficial method of introducing management
of key customers consists of six consecutive stages:

e the choice of key customers,

the analysis, including proper definition of profitability,
the strategy creation,

the planning the actions,

the implementation,

the control and corrections.

Companies usually improperly define who is and who is not the key customer. The reason of this is an imperfect
costs counting system. The real profitability is faked by traditional, accounting system of counting and allocating
the costs. Indirect costs ( that means making direct contact with the usage of materials and working force) are
added, then arbitrarily divided between the products, customers, distribution channels. It uses different sizes as
the costs division measure. The size is often a sales for a customer, sometimes a number of men-hours.

Forged information about the costs structure do not allow us to properly define, which customers are the
most profitable, in other words, which create the elite of the key customers. In the result of incorrect data the
best service is provided not to the most valuable customers but it often happens that scarce customers join the
group of the key ones! It happens like that as numerous surveys and experience show, big customers, with
extended requirements and service are the most expensive.

In order to get a proper image of costs accompanying the customer, we have to “dig through” the costs data
and follow the calculation rules, which will allow us to define properly an actual profitability of the customers,
distribution channels and products. By trying to know the real customers™ profitability or distribution channels
we should take into consideration some factors: discounts, frequency of supplies, special orders, level of safety
supply, form of transport, distance from a customer, special (technological, quality) requirements, the
engagement degree of customer service, sales costs, the need of technical advice or installation at the customer’s,
packaging, warranties, communication forms (visits, phone calls, e-mail contact), marketing, advertisements and
promotion to the group of customers, participation in fairs and exhibitions, financial costs (trade credit,
instalment sale).

Every position mentioned can differentiate costs and even, if we sell one product in one price for everyone,
the profits may drastically differ between customers and channels. By correctly assigning the costs, we
receive diametrically different image of products, customers and distribution channels™ profitability. Typical
discovery is that some customers use more resources than others. Taking into consideration special requirements
and the costs of service, they stop being profitable. The customers classification on account of profitability
allows to present some valuable tips, which strategies should be used depending on the net profit-margin and the
cost of customer service.

A customer’s profitability strongly depends on the relations level. Let’s pay attention that a relation begins
on the level, on which the prices and costs are standard. As the relation develops and adjusts to a customer’s
specificity — indirect costs grow (connected to specificity and service). If we do not monitor the costs, such a
situation (it appears quite frequently) may appear in which relations costs exceed the profit and a customer will

12W. Wroblewska: Zarzqdzanie relacjami z klientami jako Zrédio sukcesu organizacji, Zeszyty Naukowe Uniwersytetu
Przyrodniczo-Humanistycznego w Siedlcach, 2013, nr 97, s. 232-233.
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become deficit. The solution to this situation consists in common work with a customer on initiatives which have
the double aim — cost reduction on both sides of the relation and additional, common profits. Thinking about
policy creation towards the key customers, we do not usually stop at the present profitability — we should be able

to look into the future and define a customer’s profitability in the period from three to five years.13

When we know the customers™ profitability and we orientate in profit perspectives, which they can bring to a
company:

e customers, who are profitable today and will be in the future are “rewarded” with investments and
projects improving service or tightening cooperation with them. If we do not have additional
possibilities of the customers™ analysis, they will become our priority — additional factor will be the size
of the profit which they bring and can bring,

e customers, who are profitable today, but there can be a problem with that in the future, we help to
change that,

e natural and quite common phenomenon is a group of customers, who even though are not profitable
today, may become ones in the future by the reduction of relations costs (for example service ) or
increasing the prices (charging part of the relation costs),

e the last group includes the customers, who are not presently profitable and there are no perspectives
they will be (if there aren’t any important reasons to keep the relations) the best solution is to end the
relation. If the attempts of “conversion” on profitability do not bring any effects and the company
decides to finish the relations, it should be done in a very delicate way, in order to avoid any negative
repercussions.

Relations with key customers may transfer into revolution from easy, focused transactions, to very complex
ones, when working teams work on the projects, which aim is saving and additional profits of the two engaged
companies.

Aiming at introducing the changes in relations with its customers, the company aims at maintaining them
and providing a relative market stabilization at the same time. Relation Managing System with a customer is
most frequently introduced in conditions, in which a company is afraid of losing its customers and aims at
keeping them, so in the situation of crisis. In connection to this, companies most frequently treat the relations
management with a customer as a fight strategy to keep the market position. This approach is wrong, not to
mention the aspects of effectiveness such as activities and time, which is necessary to save the company.™

Deciding to introduce the managing system with the key customers, the company makes a big effort, which is
appointed by the costs and the time necessary to: change mentality and attitude of the workers and co-workers
of the company,

e doing necessary calculations and analyses,

e purchase and introduction of necessary tools for the system to work,

e training.

Therefore, the decision concerning introduction of the relations managing system with a customer is a very
important and responsible step.*®

3. Final remarks

The relations with customers are the important area of the marketing management. It improves the quality of

18 K. Bondarowska, M. Szafranska, M. Goliaski, Zarzqdzanie relacjami z klientem, Wyd. Politechnika Poznanska, Poznan
2010, s. 57

1% Ibidem, s. 67

1% p_ Stodulny, Analiza satysfakcji i lojalnosci klientéw bankowych, Wyd. CeDeWu, Warszawa 2013.
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services, active search for the new ones, better ways of profitable fulfilling of the customers™ needs and
expectations are the strategy aims of the company and decide about its competitiveness. Reaching the
competitive dominance by building permanent relations with customers is a long-term strategy, which often
meets barriers connected to strong sale orientation, or priority realization of short-term financial aims. Apart
from that, the often obstacle in its realization is a weak belief of managers about a crucial dependency between
increasing the quality of the services and a competitiveness of the companies in the long run.

It stressed that the CRM s a field, which constantly evaluates. The companies introduce newer and newer
elements, activities in building appropriate relations with customers, corporations spend big sums of money on
training in this range. Relations with a customer managing became an inseparable part of the companies’
business plan, which want to be taken into consideration on the market.
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Abstrakt

Orientace na poskytovani sluzeb s vysokou pfidanou hodnotou se stala zakladnim stavebnim kamenem uspé&$nych firem
pusobicich na primyslovych trzich. Marketingové a obchodni modely jsou obvykle Siroce zkoumany na trzich spotfebnich,
avSak relevantni studie z B2B trhli chybéji. Teorie zakaznické spokojenosti ¢i kvality z pohledu spotiebitele mohou pfispét
k formulaci vhodnych strategii pro pramyslové trhy. Parametry uspéS$nych sluzeb a zakaznickych feSeni jsou nejprve
detekovany pomoci systematické reSerSe literatury. Naslednd explorativni studie je zalozend na 15 polo-strukturovanych
rozhovorech s predstaviteli usp&$nych primyslovych firem z Horniho Rakouska a poskytuje inovativni pohled na to, co
konstituuje excelentni primyslové sluzby.

Klicova slova: primyslové sluzby, priimyslova reseni, b2b marketing, service excellence, explorativni vyzkum

Abstract

Focus on value-added services has become a foundation for successful companies on business-to-business markets.
Marketing and business models, commonly used in retail consumer-oriented settings, can be applied to industrial markets,
however relevant research studies are less common. Theorizations about customer satisfaction or consumer-perceived quality
can foster the development of service-oriented industrial strategies. Key elements of successful industrial solutions and
services are first uncovered through a systematic literature review and followed by an exploratory study, which is based on
15 semi-structured interviews with executives of successful industrial companies from Upper Austria. The results provide an
innovative account on excellence in industrial services.

Keywords: industrial services, industrial solutions, b2b marketing, service excellence, exploratory stud

1. Introduction

The excellence is the ultimate goal for any business or individual, however there seems to be a lack of
consensus what constitutes the excellence, especially in services. Is it service quality, exciting service features,
positive customer feedback, loyalty, profitability, service innovation or other issues? There is even less evidence
about new services development, marketability and continuous improvement of industrial (business-to-business)
service offerings. One industrial customer is represented by several individuals scattered across various
functional departments (e.g. production, finance, purchasing, HR, quality), which may each require excellence in
their domain of expertise.
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There seems to be an agreement among scholars that companies in industrial sectors may face various hurdles
in making the transition from product to service-dominant logic (Lusch and Vargo, 2006). Products need to be
viewed by practitioners as vehicles for service delivery, rather than means to an end (Jacob and Sievert, 2010;
Vargo and Lusch, 2004). Building service capabilities requires development of new resources, skills,
competencies, practices, and/or structures (Jacob and Ulaga, 2008; Kowalkowski, Witell and Gustafsson, 2013).
Four core resources necessary for transitioning from products to services seem to be (1) use of products and data
derived selling physical goods, (2) product development and manufacturing base, (3) experiences sales force and
well established distribution network, and (4) an established service organization (Ulaga and Reinartz, 2011). In
making meaningful use of these specific resources, firms, which succeed in providing industrial services, excel
in (1) service-related data processing, (2) risk assessment and mitigation, (3) service design capability, (4) ability
to sell industrial service solutions, and (5) ability to implement industrial service solutions across the
organization (Ulaga and Reinartz, 2011).

Obviously, just as any new business venture, moving into services brings along inherent risks of failure or at
least obstacles (Krishnamurthy, Johannson and Schlissberg, 2003; Reinartz and Ulaga, 2008; Ulaga and
Reinartz, 2011). Ulaga and Loveland (2014) identify four key transition challenges which enterprises have to
overcome, namely (1) the magnitude of change, required to transform sales into services; (2) unique elements of
selling service solutions as opposed to selling industrial products; (3) the link between these differences and the
sales proficiencies; and (4) potential individual variation among high-performing service-focused salespeople in
comparison with sales reps focused exclusively on products.

The aim of the study is to uncover key factors, which drive commercial success in business-to-business
services in mature industries, which might have been traditionally believed to be more based on products. The
presented study builds on a two-stage exploratory qualitative methodology — on a systematic literature review
and 15 semi-structured interviews with managers of mid-sized and large mechanical engineering companies in
Upper Austria.

2. Systematic Literature Review

The literature review was conducted in line with the systematic approach proposed by Levy and Ellis (2006).
The literature meta-analysis identified 58 articles, which appeared during last decade in leading peer-reviewed
marketing journals. Backward and forward keyword search was applied to EBSCO and ScienceDirect databases.
Based on the systematic approach, ten foundational elements of industrial service excellence were identified by
previous empirical studies, namely: organizational structure and processes, service-oriented organizational
structure, strategic service focus, sales force capabilities, network and relational capabilities, customization,
strong value proposition, value co-creation, continuous development of services, and ability to price services.

It is of utmost importance to adapt the organizational structure to deliver quality industrial services (Jacob and
Sievert, 2010; Storbacka, 2011). The service organization needs to become a dominant part of business, yet
ideally operating as a separate business unit (Oliva and Kallenberg, 2003). Intensive cross-organizational
collaboration (Windahl and Lakemond, 2006) is required though; otherwise the service unit which is on the front
of customer experience cannot work successfully. ABB, IBM, and Nokia, companies were once trumpeted as
successful service providers, which experienced the hardship of organizational realignment (Foote et al., 2001),
however might be forgotten nowadays. Manufacturing firms, that have not commonly pursued service-related
business objectives, require foregoing organizational climate and cultural changes. Organizational culture needs
to find balance between the manufacturing logic of efficiency, and the service-oriented logic of flexibility.
Service-oriented industrial firms are tasked with finding a middle road for capitalizing on products and services
through integrated customer-focused solutions (Gebauer, Fleisch and Friedli, 2005).

Company managers do not only play a vital role in strategy definition and implementation, but also in the
process of selling services. Senior managers should initiate high-level negotiations prior to bid openings, in
which they learn about customer needs allowing them to develop tailor-made service solutions (Brady, Davies
and Gann, 2005). Managers assist salespeople in gaining access to key decision makers throughout the sales
process and actually the entire service life cycle (Roegner, Seifert and Swinford, 2001). It does not come as a
surprise that high performing sales people were found by the literature to be an important factor in selling
industrial services (e.g. Doster and Roegner, 2000, Salonen, 2011, Terho et al., 2012, Tuli, Kohli and Bharadwaj,
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2007, Ulaga and Reinartz , 2011). Companies offering often complex industrial services are often unable to
manage all activities involved in integrated and customized product-service bundles on their own (Fischer,
Gebauer and Fleisch, 2014, Kohtamaiki et al., 2013, Moller and Torrénen, 2003). The need for collaborative
engagements and networking grows with complexity of offerings (Windahl and Lakemond, 2006). The quality
of relationships also plays a vital role in the overall quality of customer experience with the service (Rauyruen
and Miller, 2007).

There is an inherent dichotomy between the level of customization (and the need for tailor-made solutions in
industrial settings) and the necessity for meaningful replication, especially in manufacturing processes (Davies,
Brady and Hobday, 2007, Roehrich and Caldwell, 2012). Although industrial services are unique and measure-
to-fit, they need to be scalable (Salonen, 2011) in a way that various services can be tucked to a plethora of
products, the approach also known as bundling and unbundling (Roehrich and Caldwell, 2012) or modularization
(Jaakkola, 2011).

Manufacturers may have long considered goods as tangible objects with embedded value (Salonen, 2011),
while provision of services require the ability to substantially increase the value of the underlying goods in
customer’s eyes. Historically, manufacturers were more likely to offer services directly linked to their products
to ensure proper functioning (Cova and Salle, 2008, Gaiardelli, 2014). More recently, manufacturers focus more
on providing customer support services (Gebauer, Fleisch and Friedli, 2005, Cova and Salle, 2008, Gaiardelli et
al., 2014) which sometimes might be unrelated to goods for producers but related in terms of customer
utilization. Examples of such services include spare parts or complete maintenance over the product life cycle
and beyond. Additional services make the life easier for customers, allow them to reduce a number of suppliers
or staff, shorten overhaul times, prevent stoppages or contribute otherwise directly or indirectly to their bottom
line. Presentation of superior value is a must and can be delivered through calculations or even visualizations
(Kindstrom, Kowalkowski and Nordin, 2012). It is a nature of all services, that customer participation is
required. For industrial services, value is commonly co-created by suppliers and customers alike. VValue emerges
as a result of interaction among all actors involved in the service (Jaakkola and Hakanen, 2013). Participation in
value creation has additionally some potential to strengthen industrial relationship and foster networking
capabilities (Aarikka-Stenrros and Jaakkola, 2012).

Service, unlike products, may not be developed as one-time definite solutions but need to span across a long
period of time if they are to become successful income streams for industrial companies. Services must be
focused on pre-sales, sales, as well as after-sales phases of the selling process (Kindstrom and Kowalkowski,
2009). From that perspective, service development is a never ending task which by nature requires constant
attention and refinement in a cyclical way. Academic literature often presents continuous improvement models
derived from the sales or quality cycles (e.g. Davies and Hobday, 2005, Kindstrom and Kowalkowski, 2009,
Storbacka, 2011, Tuli, Kohli and Bharadway, 2007).

Last but not least several industrial companies struggle with service pricing. Suppliers may not be able to
recognize their true value to customers, nor the costs they create. Companies may take for granted that they offer
something for free, whereas incremental price increases may represent significant profit opportunities (Reinartz
and Ulaga, 2008). Appropriate pricing is based on careful analysis of costs and benefits which services bring to
customers (Aarikaa-Stenroos and Jaakkola, 2012). Industrial service pricing is usually based on a period of time
rather than on frequency of delivery (Oliva and Kallenberg, 2003). Prices can be calculated on the opportunity
cost base of equipment failure, or according to maintenance cost. Risk management skills of service providers
and historical failure rates, for instance, may help to set appropriate prices (Foote et al., 2001).

All above mentioned success factors create a complex of crucial parameters for industrial service excellence.
Industrial service excellence shall not be mistaken for industrial service quality (which refers to customer
perception and satisfaction with the offering) but rather be looked at from the provider’s perspective. Industrial
service excellence, as suggested in the literature, is based on vital capabilities and competencies possessed by
best case companies. However, the complex of those factors (i.e. a model for industrial service excellence) has
never been suggested or even tested as such, which presents a significant research opportunity, being addressed
and highlighted in this paper.
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3. Sample and Methodology

It has been a challenge for companies in mature industries to adopt service-dominant logic for their business.
Mechanical engineering sector is believed to be one of the prime examples of such a mature industry, whereas
opportunities for major service innovation and implementation exist. Close to 400 mechanical engineering
companies in Upper Austria contributed 0.5 billion Euros revenue to the local economy, about 1 % of the
regional GDP. European Service Innovation Centre (ESIC) initiative (Janssen, den Hertog and Kuusisto, 2013)
suggested that three Upper Austrian business-to-business companies (ANGER Machining GmbH; Fronius
International GmbH, and Rosenbauer International AG) have already implemented service-dominant logic and
can serve as European-wide best case examples for demonstrating successful service strategic orientation and
innovation. Companies mentioned by ESIC and KEBA AG suggested by the professional media sources
(Komatz and Kainz, 2013) were included in the purposeful sample of Upper Austria mechanical engineering
business-to-business firms and approached for participating in the study.

Final sample consisted of 15 informants from those four companies which all had a strong focus on industrial
services. In each company, at least three managers responsible for sales, key account management and service
offerings were interviewed. Based on the identified key factors an interview protocol with 25 conversional topics
has been developed, pre-tested and fine-tuned to tackle the antecedents for successful industrial services. All
interviews usually lasting between 30 and 50 minutes were recorded, transcribed and analyzed by two
independent researchers through MAXQDA qualitative data analysis software. Common codes included nodes
and themes identified in the initial literature review.

4, Discussion and Conclusion

All topics identified in the literature review were found relevant and important by informants. However, the
analysis resulted in a suggestion for two additional dimensions of industrial service excellence in the small
sample: the importance of service infrastructure and service-competence of executives. It is the executives, who
need to take the lead and accept the risk of venturing in the unchartered service territories. Executives in
successful industrial service companies seem to be praised with ability to use customer-focused as well as
business-focused metrics and hence make systematic decisions. Many of such decisions lead to wise allocation
of resources to support fruitful new services initiatives and create the necessary infrastructure for service
implementation. Such infrastructure relies on established networks for maintenance, constant customer support
and physical presence of services.

Such findings are in line with the literature review, although were not uncovered during the systematic meta-
analysis. Managerial service awareness disseminates the service culture which then spreads throughout the
organization (Gebauer, Fleisch and Friedli, 2005, Salonen, 2011). Services need to be in the forefront of
managerial mindsets (Ulaga and Reinartz, 2011). The service-competence of executives can be also
demonstrated through their willingness to accept inherent risks associated with introducing any new offering and
with ability to see business potential (Gebauer and Friedli, 2005). Executive managers need to be involved in
strategic implementation of services (Brady, Davies and Gann, 2005, Gebauer, Fleisch and Friedli, 2005). Such
implementation usually requires allocation of resources and ability to maintain crucial service-related
infrastructure (Brady, Davies and Gann, 2005, Kujala et al., 2011, Storbacka, 2011).

The findings outlined through the two-stage small-scale qualitative study do not allow for over-
generalizations, however might be used for subsequent empirical verification. Ability to understand success of
industrial services may provide meaningful outcomes for businesses and policy makers alike as economies and
business continue to seek superior value through offering more complex service-based solutions.
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Abstrakt

Druzstva funguji na Slovensku od roku 1845. V si€asnosti je viac ako Stvrt’ miliona obyvatel'ov SR ¢lenom niektorého alebo
aj viacerych druzstiev. Hlavné poslanie druzstiev bolo, je aaj bude dlhodoba kazdodennd starostlivost’ o ¢lenov a0
zamestnancov druzstiev, ktord je velkym prinosom pre ekonomicky a socidlny rozvoj regiéonov, atym aj narodného
hospodarstva.

Slovenské druzstvd maji v sucasnosti eSte doleZitejSie Glohy ako v minulosti, lebo sa musia rychlejSie prisposobovat’
neustalym zmenam nielen na miestnom trhu, ale aj na narodnom ¢i na medzinarodnom trhu. Popri tom nad’alej plnia vsetky
primarne funkcie ako doteraz, ¢ize socialnu, zamestnanecki, stabiliza¢nu, pripadne d’alSie, napriklad vzdelavaciu, ¢im
pomahaju zabezpedit’ udrzatelnii hospodarsku a socialnu klimu v regione. Druzstevnictvo prakticky predbehlo svoju dobu.
Myslienku spolo¢enskej zodpovednosti podnikov, ktora je dnes aktuéalna, druzstva uz davno aplikovali v praxi.

Kliicové slova: druzstvd, rozvoj regionov, funkcie, spolocenskd zodpovednost podniku, podnikanie

Abstract

Co-operatives operate in Slovakia since 1845. There are over quarter million of Slovak residents members of one or more co-
operatives. The main objective of co-operatives was, is and will be long-term daily care of their members and employees,
which is a large and strong contribution to economic and social development of regions and the entire national economy.
Slovak co-operatives have currently even more important a task to fulfil than if was in the past. They must adjust much faster
to changes not only on local, domestic and regional markets, but they now also compete nationally and internationally. At the
same time, they still keep all their primary functions as before — social, employment, stabilizing, as well as some new ones,
for example in education. In such way they assist substantially in securing sustainable economic and social climate in their
respective regions. Co-operative form of entrepreneurship practically got ahead of the time. The idea of corporate social
responsibility, which became modern not long ago, is applied by co-operatives since their beginnings.

Keywords: co-operatives, development of regions, functions, corporate social responsibility entrepreneurship

1. Uvod

Na Slovensku st druzstva z hl'adiska poc¢tu podnikatel'skych subjektov nizko zastipené, podla poslednych
udajov Statistického uradu SR ich bolo 2496. Vicsina pol'nohospodarskych a vyrobnych druzstiev su stredné
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podniky, naopak bytové a spotrebné druzstva st spravidla podl'a poctu ¢lenov velké podniky, ale podl'a poctu
zamestnancov malé podniky. Je potrebné dodat’, Ze 5 % obyvatel'ov Slovenska je ¢lenom jedného alebo aj
viacerych druzstiev, napriklad bytového a su¢asne vyrobného druzstva. Clenovia druzstiev vyuzivaji, alebo by
mali ¢o najviac vyuzivat vyhody, pre ktoré boli druzstva zalozené. Prave aktivna ¢innost’ Gspesnych spotrebnych
druzstiev COOP Jednota Slovensko je vhodnym prikladom pre d’alSie druzstva, ako sa to da realizovat’ ziskové
socialne podnikanie a uplatnit’ spolo¢ensky zodpovedné podnikanie.

2. Ulohy jednotlivych foriem druZstiev v ekonomickom a socialnom rozvoji SR

V sucasnosti je eSte z hl'adiska poctu najviac druzstiev v oblasti pol'nohospodarstva (cca 400), ktoré sa
vel'mi pomaly spéjaji do tzv. potravinovych vertikal so spracovatel'skym priemyslom a obchodom.

2.1. Polnohospodarske druzstva

Pol'nohospodarske druzstva (d’alej PD) v SR plnia vrcholovy ciel’ - zabezpecenie produkcie potravin pre
obyvatel'stvo. Pol'nohospodarske druzstva udrziavaju zamestnanost’ na vidieku — eSte stale tu pracuje viac ako 30
tisic zamestnancov, ktori dokazu zabezpelit vyznamnu Cast domacej polnohospodarskej produkcie. V roku
2012 dosiahlo kladny vysledok hospodarenia, az 73 % podnikov odvetvi polnohospodarstva, z toho bolo
ziskovych 61 % pol'nohospodarskych druzstiev. V odvetvi polnohospodarstva popri Standardnych faktoroch
trhu hra vyznamni Glohu regulacia odvetvia Spoloénou pornohospodarskou politikou EU,.

V tabul’ke 1 uvddzame vybrané polozky za PD v porovnani so samostatne hospodariacimi rol'nikmi.

Tabulka 1. Prehl'ad vybranych nakladov podla pravnej formy za rok 2012 v SR.

Ukazovatel’ Mern4 jednotka PD SHR Rozdiel
PD-SHR
Priemernd ro¢nd hruba  Eur/prac./rok 7 828,07 5 268,12 2 559,95
mzda
Naktipené krmivo pre Eur/VDJ 188,41 138,29 50,12
hovédzi dobytok
Naktipené krmivo pre Eur/VDJ 382,42 206,39 176,03
osipané
Naktipené krmivo pre Eur/VDJ 1 587,00 2009,43 -422,43
hydinu
Naktipené osiva Eur/ha p.p. 52,21 93,53 -41,32
Hnojiva Eur/ha p.p. 77,96 140,45 -62,49
Rézia Eur/ha p.p. 101,65 37,44 64,21
Najomné Eur/ha p.p. 33,98 67,97 -33,99
Zadlzenost Eur/ha p.p. 327,20 265,67 61,53

Zdroj: Bradacova, K. a kol. (2014), vlastné prepocty

Pol'nohospodarske druzstva maji délezita tlohu pri stabilizacii slovenského vidieka. Nad’alej udrziavaju
zamestnanost’ v regionoch a mzdy pre zamestnancov druzstiev su vysSie, ako su prijmy SHR (aj ked’ je tu ina
metodika vypoctu).

Druzstva maju o jednu pétinu vyssiu zadlzenost’ v prepocte na hektar pol'nohospodarske pdody, a to najmi
vd’aka stratove] zivociSnej vyrobe, naklady na velk( dobyt¢iu jednotku (VDJ) st podstatne vyssie v chove
oSipanych aj v chove hovidzieho dobytka.

Naopak, druzstva investuju menej do intenzifikacie rastlinnej vyroby, na nakup kvalitnych osiv a hnojiv. Ina
je aj Struktira dotacii, v druzstvach su vysSie do zivoc¢i§nej vyroby, priom maji aj horSie pddno-klimatické
podmienky, za ¢o ziskali aj vyssi objem dotacii. Naopak, SHR sa viac orientovali na dot4cie na rozvoj vidieka.
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Tabulka 2. Prehl'ad vybranych dotacii podl'a pravnej formy za rok 2012 v SR.

Ukazovatel Merna jednotka PD SHR Rozdiel
PD-SHR
Pléan rozvoja vidieka Eur/ha p.p. 82,85 116,87 -34,02
Priame platby RV Eur/ha p.p. 182,61 179,85 2,76
Priame platby ZV Eur/VDJ 64,87 47,03 17,84
Platby za znevy-hodnené Eur/ha p.p. 69,67 51,30 18,37
podmienky

Zdroj: Bradacova, K. a kol. (2014), vlastné prepocty

Problémom PD nebola vyroba, ale hlavne realizacia na trhu, t. j. predaj produktov na jednotnom vnutornom
trhu Eurdpskej tinie. Spolo¢nd pol'nohospodarska politika bola pre niektoré druzstva spolu s nedorieSenymi
dlhodobymi zavézkami z transformacie velkym problémom.

Pol'nohospodarske druzstva zastupuje navonok Zvédz polnohospodarskych druzstiev a obchodnych
spolo¢nosti SR (d’alej ZPDaOS SR). ZPDaOS SR sa zameriava na aktivne formovanie spolo¢nych aktivit
druzstiev a obchodnych spolo¢nosti, hlavne s.r.o. a na vytvarani partnerskych vztahov so zameranim na vyuzitie
zdrojov z prostriedkov Eurdpskej unie orientovanych na rozvoj vidieka. V rokoch 2012 az 2013 boli prijaté zo
strany Eurépskej tnie kl'acové rozhodnutia o prioritich Spolo¢nej pol'nohospodarskej politiky na nové
rozpoc¢tové obdobie 2014 az 2020.

2.2. Vyrobné druzstva

Vo vyrobnych druzstvach sa zabezpeCuje najmd malosériova a priemyselnda vyroba. Pracuje tu stale
niekol’ko tisic zamestnancov druzstiev, pri¢om ¢lenskt zakladiu tvori takmer polovica pracovnikov druZstiev.
Znamena to, ze vyrobné druzstva zabezpeCuju pracovné prilezitosti aj pre ne€lenov. V sucasnosti prebicha
reStrukturalizacia vyroby. Malokto vie, ze prave vyrobné druzstva su podniky, v ktorych exportna vykonnost’ je
nadpriemernd. Je to vdaka atypickym malosériovym vyrobkom, ktoré sa v zahrani¢i nevyrabaju. Jedna sa
napriklad o produkty v tychto odvetviach Cinnosti: sklo a keramika, drevarska vyroba, koZzena galantéria,
chemicka vyroba.

V SR je zriadenych vo vyrobnych druzstvach do 20 chranenych dielni a 30 chranenych pracovisk, ktoré
zamestnavaju obcanov so zdravotnym postihnutim. Prave chranené dielne a chranené pracoviskd pre osoby
S0 znizenou pracovnou schopnostou maju vel’ky vyznam v procese zaclenovania tychto osob do pracovného
procesu. Vyrobné druzstva maju vel'mi dbleziti Glohu v procese inkluzie vybranych osdb - &i uz Elenov a/alebo
aj zamestnancov do kolektivov.

Vyrobné druzstva realizuju priamy predaj v tzv. kamennych obchodoch, ale maji zriadeny aj Internetovy
druzstevny obchodny dom. Na internetovej stranke si navStevnici mozu vybrat podla vlastného zaujmu
z kataloégovej ponuky druzstiev, ¢lenenej podla odvetvi a d’alej podla sortimentu. Vyrobky alebo sluzby si
objednavaju zakaznici priamo z vybraného vyrobného druzstva.

Vyrobné druzstva st zlicené do organizacie COOP-PRODUKT Slovensko, ktora reprezentuje slovenské
vyrobné druzstevnictvo ako celok nielen voc€i centralnym organom i, ale aj voc¢i vyrobnym a remeselnickym
druzstevnym centralam v zahranici.

2.3. Spotrebné druzstva

Spotrebné druzstva st zdruzené do druzstevného obchodného retazca COOP Jednota Slovensko (dalej
CIJS), ktory vznikol v roku 2002.

V sucasnosti zdruzuje CJS viac ako 170-tisic ¢lenov. CJS poskytuje pracu 13 133 zamestnancom v 9
logistickych centrach a 31 regiondlnych spotrebnych druzstvach. CJS je v sucasnosti tretim najvacsim
zamestnavatel'om na Slovensku, pri¢om 85 % poé¢tu zamestnancov tvoria Zeny. Pre Zeny — matky malych deti, je
Casto potrebné zabezpecit’ zosuladenie pracovnych povinnosti s povinnostami materskymi.
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Maloobchodnu ¢innost’ vykonavaju spotrebné druzstva prostrednictvom 2226 predajnych miest na celom
uzemi Slovenska.

Predajne potravin st rozdelené do troch formatov — typov predajne tak, aby si mohol kazdy typ zakaznika
vybrat ten typ predajne, ktory mu najviac vyhovuje.

Najviac poletny je format Potraviny, v poéte 1 832 predajni, ktory ma do 200m? predajnej plochy a
nachadza sa najmi na vidieku. Je tu predovSetkym zakladny a rychloobratkovy tovar pre starSie obyvatel'stvo,
ktorému zabezpecuje rychly denny Cerstvy nakup.

Druhym typom predajni st Supermarkety s predajnou plochou od 200 do 1000m? predajnej plochy, ktoré
ponukaju Siroky sortiment potravinarskych vyrobkov, aj brandovych znaciek ako aj zakladnych priemyselnych
vyrobkov v spotrebitel'skych centrach. Tieto predajne v SR najrychlejsie pribudaju.

Okrem toho je v SR 18 druzstevnych predajni Tempo Supermarket s predajnou plochou nad 1000m?, ktoré
ponukajui okrem sortimentu ako v Supermarketoch aj mnozstvo doplnkovych sluzieb, novinky na trhu a dalsie
sezonne tovary.

Z doévodu rychleho zavadzania informacnych a komunika¢nych technologii a nasledne aj socialnych sieti,
roz§iril manazment SD na Slovensku po roku 2002 existujuci marketingovy informacny systém o socidlny
marketing s jednozna¢nou integritou vsetkych zloziek.

Marketingovy systém nemoze byt efektivny bez rychlej spitnej vézby a postupne boli vybudované vel'mi
dobré vztahy so zdkaznikmi, ¢lenmi a pracovnikmi aj prostrednictvom socialnych sieti. Do marketingu pribudli
komunikacné technoloégie, Cize aj do slovenskych druzstiev nastupil postupne e-business. Sucasne sa zacali
vytvarat’ internetové stranky spotrebnych druzstiev, prehibila sa elektronicka komunikacia s dodavatel'mi (B2B),
ale aj so zékaznikmi (B2C).

Od roku 2004 sa zacali realizovat’ zmeny v systéme vernostnych zliav. Preslo sa od nalepovania znamok do
»kniziek* k ndkupnym vernostnym kartam s Cipmi. Vernostné karty sa prudko rozsirili, za¢iatkom marca 2014
ich pocet v systéme COOP Jednoty presiahol ¢islo 965 000. Az tvorili 55 % nakupy na karty, priemer nakup na
kartu takmer 500 Eur/rok. Spotrebné druzstva na jar 2014 vyplatili zl'avy za nakupy evidované na nakupné karty
v roku 2013 a zakaznikom vratili viac ako 7,7 mil. eur, ¢o je 0 4,6 % viac ako v roku 2013.

Vernostné karty maju velky vyznam aj pre riadenie obchodného retazca. Z nich mozno zistit' udaje
0 nakupoch konkrétnych zakaznikov a ich rodin, ktoré moze d’alej pouzit na:

e  Analyzu stvisiacich produktov a na predikciu pravdepodobnych nakupov

e  Segmetovanie klientov v jednotlivych predajniach

e Nastavovanie cenovej hladiny v ¢ase a priestore - aj prechodné zmeny cien

e Zachrana ,,ohrozenych“ klientov, ktori st atakovani konkurenciou - spravidla sa jedna 0 zakaznikov,
ktori byvaju na vidieku ale dochadzaji do zamestnania do mesta, kde si tiez m6zu nakupit’

Znizenie nakladov pri opakovanych nakupoch konkrétnych zakaznikov od dodavatel'ov
e  Motivovanie konkrétnych zakaznikov — napriklad akciami k meninam, narodeninam a pod.

Od roku 2013 komunikuje CJS so zakaznikmi aj cez Facebook a produkty propaguje na réznych vlastnych
i externych sutaziach, napriklad ,,Slovenské potraviny*, ,,Zlata réva“ a pod.

CJS méd 12 rokov nadaciu, ktord zabezpeCuje socidlne aktivity detom, zdravotne postihnutym,
nemocniciam a socialne odkazanym. Len za minuly rok i$lo na humanitarnu pomoc, nemocnice, projekty ,,Nech
sa nam netulaju“ a ,,JJednota pre Skolakov* takmer 360 000 €. Od svojho zaloZenia venovala Nadacia Jednota
COOP na humanitarna podporu, podporu zdravotnictva, Sportu a skolstva, socialnu pomoc a podporu réznych
projektov prostriedky v celkovej vyske takmer 3 mil. Eur.

Skupina COOP Jednota je najvacsim predajcom potravin v SR.
Spotrebné druzstva v tvrdej konkurencii na slovenskom trhu s potravinami uZ viacero rokov po sebe

potvrdili poziciu lidra, ked’ dosiahli podiel na domacom trhu s potravinami 20 %. Pritom nase potraviny tvoria
na pultoch predajni az v 74 % z ponuky.
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Tabulka 3: Hlavné ekonomické ukazovatele CJS za roky 2011 az 2013

Ukazovatel Merna jednotka 2011 2012 2013 Index rastu
2013/2011
Maloobchodny obrat Mid. Eur/rok 1,146 1,171 1,211 1,057
Nakupna ¢innost’ Mid. Eur/rok 0,615 0,630 0,651 1,058
Produkty vlastnej znacky Pocet 765 745 741 0,969

Zdroj: Kolektiv: Vyroc¢na sprava o ¢innosti, CJS Bratislava, 2104, s. 13-14, vlastné prepocty

V roku 2013 sa uspesne uplatnilo na trhu az 741 produktov vlastnej znacky. Aj ked sa ich pocet uz
posledné tri roky nezvysuje, stipa popularita vlastnych znaciek. Ich podiel tvori v sucasnosti uz 19 %. UrCite
k pozitivnym vysledkom v raste maloobchodného obratu prispeli aj vlastné znacky pre vSetky segmenty trhu,
najmd COOP Premium, COOP Jednota Tradi¢nd kvalita, COOP Jednota Dobra cena, atd’.

Znacka COOP Jednota ziskala uz dvakrat, ato za rok 2013, aj 2014 ocenenie Slovak Superbrands.
Zvysenie efektivnosti predaja suvisi aj s neustalou modernizaciou systémov. COOP Jednota ako prva zaviedla
v roku 2013 systém elektronickych cenoviek v troch slovenskych mestach - v Novych Zamkoch, Namestove
a Zlatych Moravciach. Tento rok pokracuju s ich rozsirenim v d’alSich troch mestach v Leviciach, v Prievidzi
a Bytci. Elektronické cenovky st vysoko efektivne. Umoznuju zobrazovat’ akékol'vek informacie, ktoré sa daji
okamzite menit’ priamo z centralneho pocitac¢a. Bez kabla je tak mozné zobrazovat’ a menit’ naraz ceny az vySe
12 000 tovarov. COOP Jednota planuje investovat do inovacii a zariadenia vSetkych svojich predajni..
V sucasnosti sa dokoncuje vymena vsetkych POS terminalov na predajniach vd’aka intenzivnej spolupraci CJS
S IT spolo¢nostou AXA a UniCredit Bank aj s Postovou bankou.

COOP Jednota Slovensko iniciovala aj vznik medzinarodnej nakupnej aliancie COOP EURO spolu
s COOP-mi Ceské republika, Mad’arsko a Bulharsko. Dnes tieto 4 narodné COOP-y ponukaju 44 produktov
spoloénej vlastnej znacky COOP Premium na celom uzemi ich posobnosti.

COOP Jednota Slovensko je ¢lenom Euro COOP-u, ktory zdruzuje 16 narodnych COOP-ov na eurépskom
kontinente. V takmer 36 tisicoch predajnych miest pracuje viac ako 400-tisic zamestnancov. Najsilnejsie
druzstevné obchodné retazce posobia v severskych krajinach, d’alej v Taliansku a Anglicku.

Viziou COOP Jednoty Slovensko je - doslednym naplitanim svojho poslania chce zabezpedovat, aby si
skupina COOP Jednota ako najvic¢si domaci obchodny retazec udrzala svoju poziciu na trhu a nad’alej pésobila
ako klI'icovy predajca potravin na Slovensku.

2.4. Bytové druzstva

Bytové druzstva zabezpecuji bytové druzstva zabezpecuji spravu 290 tisic druzstevnych bytov. Vicsinou sa
jedna o udrzbu a opravu bytového fondu, orientujti sa hlavne na kvalitu poskytovanych sluzieb. Vzhl'adom na
to, ze ceny starSich bytov v druzstevnych domoch s podstatne nizSie, ako ceny novych bytov, po roku
1992 sa realizovali prevody uzivatel'ov bytov do vlastnictva, a to najmi vo velkych mestach, kde je vyssi
dopyt po bytoch. Po prevodoch Casti druzstevnych bytov vznikli hybridné, ¢ize heterogénne druzstevné domy
so zmieSanym vlastnictvom. Pluralita vlastnictva v druzstevnych domoch spdsobuje velké problémy pri
kazdodennom zivote Clenov bytovych druzstiev a manazmenty neustdle hladajii optimalne rieSenia pre
druzstevnikov.

Diia 3.2.2010 bola schvalena uznesenim vlady SR ¢. 96 Koncepcia Statnej bytovej politiky do roku 2015.
Podl'a uvedeného materialu sme mali v SR v roku 2008 spolu 1 768 tisic trvalo obyvanych bytov, ¢ize 327 bytov
na 1 000 obyvatel'ov, priCom 14,9 % bytov bolo vo vlastnictve bytovych druzstiev.

Ulohou bytovych druzstiev je v stlade s cielmi $tatnej bytovej politiky postupné zvySovanie celkovej urovne
byvania tak, aby bolo byvanie pre obyvatel'stvo dostupné a aby si kazda domacnost’ mohla zabezpecit’ primerané
byvanie. Bytové druzstva v stilade so svojimi moznostami plnia vyznamné ulohy pri zabezpeceni dostojného
byvania obyvatel'stva. V oblasti kvality byvania je prvoradou tlohou bytovych druzstiev zlepsit' technicky stav
jestvujticeho bytového fondu a prispiet’ k prediZeniu jeho Zivotnosti a k zniZeniu jeho energetickej naro¢nosti.

V sucasnosti sa upresiiuje Koncepcia Statnej bytovej politiky do roku 2020 a uz je spracovana Stratégia
obnovy bytovych a nebytovych budov v SR, ¢o vyplynulo zo Smernice Eurépskeho parlamentu a Rady ¢.
2012/27/EU. Podla uvedenej Smernice od 1.1.2014 musi kazdy ¢&lensky §tat EU zabezpetit obnovy 3 %
z celkovej podlahovej plochy vykurovanych a/alebo chladenych budov $tatneho (verejného) sektora. Podobne
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bytové druzstva pristupuju k obnove bytového inebytového fondu, ato najmid z dévodu uspory energii,
napriklad zateplovanim starSich objektov. Prave bytové druzstva sa vyznacuju spravou a/alebo vlastnictvom
starSich objektov, ktoré majii mnozstvo technickych problémov a tieto sa postupne odstranujii podl'a poziadaviek
¢lenov, vlastnikov a uZivatelov druzstevnych bytov. Ako bariéra sa Casto javi nizke energetické a pravne
vedomie vlastnikov bytov, zmieSané vlastnictvo v druzstevnych domoch, vyberové konania. Vyrazni pomoc,
najma legislativnu, poradensku a int €innost’ zabezpecuje pritom Slovensky zvadz bytovych druzstiev.

3. Zaver

Pre Gspesnu budicnost’ druzstevnictva v Slovenskej republike je nevyhnutné pruzne navrhnit tie varianty
rieSenia v hospodarskej a v socidlnej oblasti, ktoré buda uspokojovat’ potreby ¢lenov druzstiev pri reSpektovani
poziadaviek zakaznikov.

Flexibilita manazmentu a ¢lenov druzstiev dokaze zaktivizovat’ regiondlny potencial, zvysit zamestnanost,
zlepsit’ sluzby - a stratové druzstva mozno zmenit’ na efektivne podnikatel'ské druzstva, ¢i zaujimavé socialne
druzstva s benefitmi pre ¢lenov. Pracovna aktivita zamestnancov a spolupraca ¢lenov ma svoje opodstatnenie,
lebo prinasa nielen stabilizaciu druZstva, ale jeho ekonomicky i socidlny rozvoj.

V podmienkach hospodarskej krizy nadobuda, z hladiska kvalitativneho a kvantitativneho, eSte vacsiu
dolezitost’ ako doteraz ich medzinarodna spolupraca, lebo lokalny trh je uz pre ziskové druzstva maly. Dokazom
toho je napriklad aj nadnarodna spolo¢nost COOPEURO. Najlepsie vysledky dosiahli prave spotrebné druzstva,
ich ekonomické postavenie sa na domacom trhu upevnilo, pokracoval nastipeny trend spoluprace so zahrani¢im,
najmé s Ceskou republikou a Mad’arskom, ale aj s Bulharskom. Na hodnotach svojpomoci by sa mala dalej
rozvijat' aktivna spolupraca nielen v ramci malého druzstva na regionalnej tirovni, ale predovsetkym vo vel'kych
integrovanych druzstvach na narodnej, ¢i medzinarodnej trovni. K rozvoju druzstevnictva by prispeli systémové
podpory druzstevného podnikania, a to napriklad rozne granty na uplatnenie technologickych inovacii, d’alSie
zlepSovanie infraStruktiry a sluzieb pre druzstva, zmena legislativnych noriem v prospech rozvoja druzstiev
a podobne.

Za strategicky ciel’ druzstiev do budtcnosti na Slovensku mozno povazovat’ nad’alej ich praktické fungovanie
pre ¢lenov a zakaznikov na pozadovanej kvalitativnej Grovni. Je potrebné kazdodennou pracou ukazat, ze
druzstevna forma podnikania je akceptovatelna a uplatnitelna takmer vo vSetkych sférach a odvetviach
spolocenskej ¢innosti. Popri doteraz znamych typoch druzstiev - spotrebné, vyrobné, pol'nohospodarske, bytové
- je vhodné hladat’ nové moznosti a vytvarat vhodné podmienky pre zakladanie d’alSich typov druzstiev,
predovsetkym tzv. nové typy druzstiev, t. j. socialne, medicinske, zdravotnicke, kulturne atd’. V minulosti uz
uvedené typy boli u nas alebo v zahrani¢i. Je potrebné sa k druzstvam postupne vratit’, ale v novej modernej
podobe a vyuzit' existujuci potencial I'udskych zdrojov, domace i zahrani¢né sktsenosti a moznosti realizacie
produktov nielen na regionalnom trhu, ale aj v roz§irenom eurdépskom, ¢i svetovom priestore.

Urcite k zakladaniu novych typov druzstiev s cielom rieSenia problému nezamestnanosti v regionoch
pomoézu dobré vztahy manazmentov so zahrani¢im, priklady Gspesnych zahrani¢nych druzstiev a vzdelavacie
indtitucie, ktoré si nae druzstevné zvizy zalozili a aktivne vyuzivaju. Dal§im moznym rieSenim je vyuzitie e-
learningu v druzstevnom vzdelavani, ktoré uz bolo v minulosti v ramci projektov spracované.

Poznamka: Spracované v ramci projektu: KEGA ¢. 042-4/2014, ,,Vychova Studentov a absolventov v oblasti
podnikatel’skych znalosti ako rieSenie problému nezamestnanosti®, autorsky podiel: 100 %.
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Abstrakt

Obsahom predkladaného prispevku je firemna identita a jej hodnotenie v medzinarodnej spoloc¢nosti. Podava informacie o
firemnej identite a jej vyzname v medzindrodnej spolocnosti V prvej, teoretickej Casti prace je definovany medzinarodny
manazment, firemna identita, jej vyznam, Struktira a nasledne jednotlivé prvky firemnej identity. Hlavnym cielom prispevku
je na zaklade nadobudnutych informacii a teoretickych poznatkov analyzovat' a zhodnotit’ firemnu identitu v vybranej
spolo¢nosti, ktoré podnika prostrednictvom dcérskej spolo¢nosti na Slovensku. V praktickej ¢asti sa popisuje sucasny stav
spolo¢nosti a vyhodnoteny dotaznik. Zaver obsahuje navrhy, postupy a odporucania k zlepSeniu firemnej identity v
spolo¢nosti a tym k zvySeniu prosperity a zefektivneniu zamestnancov.

Kliicové slova: firemna identita, firemnd kultira, firemna komunikacia, firemny dizajn, firemny imidz

Abstract

Contents of this article is corporate identity and valuation in international management. This article provides detailed
information about corporate identity and importance for evaluaeted company. In first, theoretical part of thesis is defined
international management, corporate identity, importance of corporate identity, structure and elements. The main objective of
article is based on acquired information and theoretical knowledge to analyze and review corporate identity in multinational
company, which operates by subsidiary in Slovakia. In practical part is characterized company and current status of company
and evaluation of questionnaire survey. The conclusion contains suggestions, procedures and recommendations for
improving corporate idenntity, which can lead to the better prosperity and more effective work.

Keywords: corporate identity, corporate culture, corporate comunnication, corporate design, corporate image

1. Uvod

! Publikovanie vedeckého prispevku je podporované grantovou agentirou MSVVa$ a SAV (VEGA) — Projekt
¢. 1/0044/13 ,,Spolo¢enska zodpovednost’ podnikov SR v kontexte internacionalizacie podnikania“
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V stcasnej dobe je téma firemnej identity Coraz castejSou a vyhladavanejSou témou. Je to najmi kvoli
rozvijajicej sa dobe, kedy st vel'mi dolezité méakké zlozky podniku v konkurenénom prostredi. Z toho dévodu st
organizacie nutené riesit’ okrem beznych zakladnych otazok, aj otazky na prvy pohlad menej dolezité. Medzi
podobné otazky patri prave firemna identita.

Firemna identita je prostriedok, akym sa organizacia prezentuje vo vnutri podniku voci vlastnym
zamestnancom, ako aj navonok vo vztahu ku konkurencii, odberatelom a zdkaznikom. Predstavuje nieco
jedinecné, vyjadruje svoj charakter a ma svoje Specifické vlastnosti a charakteristiky. Zahriiuje historiu firmy,
filozofiu, poslanie, vizie a etické hodnoty.

Firemna identita je tvorena a od zaciatku ovplyviiovana vlastnikmi a zakladatel'mi podniku. Kazdy jeden z
nich mé svoje vlastné myslienky, predstavy, napady ¢i o¢akavania, ktoré prenasa aj na svojich spolupracovnikov
a podriadenych. Firemna identita je dolezity prvok, ktory sa postupne stiva stGastou celého podniku. Je
vyznamnym predpokladom tspeSnosti organizacie v konkurenénom prostredi a zaroven sucastou kazdej
organizacie. M4 vplyv na vSetkych zamestnancov v podniku, na ich spokojnost’, vztah k praci a najmé na ich
vztah k podniku ako celku.

Firemna identita sa prejavuje vo vnutri podniku v réznych formach komunikacie, v spdsobe riadenia a
rozhodovania manazérov, ¢i v spoloénych nazoroch zamestnancov na podnik a jeho ¢innost. Firemna identita sa
odraza aj na zakaznikoch podniku, ktori ju vnimaji prave vd’aka zamestnancom, s ktorymi spolupracuju a v
podnikovom prostredi, v ktorom sa pohybuju. Podnikova identita moéze byt pre samotni organizaciu
smerodajnym faktorom na podporu stratégie a ciel'ov podniku. Na druhej strane méze byt velkou prekdzkou vo
vyvoji podniku, a to najmd v podobe vysokych nakladov na riadenie. Ak nastane tato situacia, je potrebné
pristapit’ k ¢iastocnej alebo celkovej zmene podnikovej identity.

2. Firemna identita ako suéast’ medzinarodného manazmentu

Medzinarodny manazment vyzaduje dokonalé porozumenie ekonomickym, politickym a kultirnym vplyvom
na podnikanie, uvadza (Pichani¢,2008). Medzindrodny manazment je proces planovania, organizovania, vedenia
ludi a kontroly I'udi pracujucich v organizaciach, ktoré vykondvaju operdcie na svetovej baze, s cielom
dosiahnutia stanovenych ciel'ov organizacie kons$tatuji (Ubreziova a kol., 2013). Riadenie sa uskutoCniuje v
globalnom konkuren¢nom prostredi, kde zakladné riadiace funkcie su vykonavané v multinarodnom prostredi. V
sticasnej dobe sa mdze aj mald firma uspesne podielat’ na svetovej konkurencii. Presunom k informacnym
spolo¢nostiam sa kvalita I'udskych zdrojov stava dolezitym néstrojom k dosahovaniu uspechov a konkurenc¢nej
vyhody. Zamestnanci su Coraz CastejSie chapani ako nositelia znalosti, zatial’ o vdzby na geografické miesto
zacinaju byt stale mensou prekazkou. Ide o dlhodoby proces vzajomného zblizovania zaujmov I'udi celej planéty
na vSetkych urovniach spoloc¢enského zivota. Je to proces kulturny, politicky a ekonomicky. Jeho vyraznym
Specifikom je skutoCnost, ze nie je a priori zaloZzeny na urcitej ideologickej unifikacii sveta. Tento proces ma
celosvetovy charakter a ovplyvituje vyvoj a existenciu celej civilizacie. Globalizacia sa odohrava v oblasti tych
najzékladnej$ich vztahov. S to vztahy medzi udmi vo vnutri spoloCnosti a vztahy medzi T'udskou
spoloénostou a prirodou (Rolny, Lacina, 2008).

Slovo identita pochadza z latinského slova identicus — totozny, rovnaky. Mdzeme povedat, Ze identita
predstavuje jednozna¢né uréenie jedineéného objektu alebo subjektu. Firemnd identita (identita organizacie)
alebo anglicky Corporate Identity (skratka CI) je Casto zamietiana s firemnym dizajnom, ktory je len jej
sucastou. Firemna identita mala by byt doélezitou sticastou firemnej stratégie a predstavuje sthrn uréitych
charakteristik, ktorych cielom je odliSit danu spolo¢nost od inych spoloCnosti. Zaciatky teodrie identity
organizacie sa spajaju uz s obdobim patdesiatych rokov minulého storocia, ked’ sa Coraz CastejSie presadzovali
prvky cielenej identity organizacie, najmi na ucely pozitivnej identifikicie sa s organiziciou, konstatuje (
Kachanakova , 2010).

Problematika identity organizacie sa zaCala vyraznejSie objavovat vo vedeckych a odbornych pracach
zaciatkom osemdesiatych rokov minulého storoCia a zaroven sa stala aj predmetom mnohych diskusii.

Podla (De Pelsmackera a kol., 2010) je firemnd identita sposob, akym sa firma prezentuje ciel'ovej skupine.
Je to urcita symbolika, spdsob komunikécie a spravania sa. Identita je to, o firma je, Co robi a aky spdsobom to
robi. Je spojend s vyrobkami, znaCkami, sposobom distribucie, komunikdciou a spravanim vo vztahu k
verejnosti a svojim partnerom. Firemnd identita predstavuje nieCo jedine¢né, vyjadrenie osobnosti firmy, jej
Specifické charakteristiky a vlastnosti. Firemna identita zahriiuje histériu firmy, filozofiu a viziu I'udi patriacich k
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firme a ich etické hodnoty. Jedna sa o vytvorenie uceleného obrazu firmy, ktory je tvoreny celou radou nastrojov
(Vysekalova , Mikes, 2009) a (Ubreziova, Horska, 2011).

Kachanakova (2010) hovori, Ze vysledkom procesu vytvarania identity organizacie ma byt zmysluplny obraz
organizacie, atraktivny pre zamestnancov a jej okolie. Proces vytvarania identity organizacie je potrebné
cielavedome rozvijat. Hlavnym nastrojom by pritom mala byt komunikdcia, s cielom formovat obraz
organizacie navonok, v previazanosti na vnutorny obraz, od ktorého sa odvija profilovanie vonkajSieho
vystupovania.

2.1 Firemna identita nadndrodnych spolocnosti

Vyznam nadnarodnych spolocnosti rastie, vysvetluju (Vysekalovd, Mikes, 2009). Mnoho z tychto
spolo¢nosti presadzuje v ramci svojej firemnej identity integralnu, spoloé¢nu kultaru, ktora nie je formovana
narodnym prostredim, ale predovsetkym materskou firmou. Takto budovana identita by mala uspokojovat’
potrebu kooperacie medzi jednotlivymi subjektmi, potrebu zaradenia jedincov s rdznymi identitami do
spolo¢nych skupin a zaroven potrebu udrzania si vlastnej odliSnosti a vyrovnanosti. S postupujicou
globalizaciou je potrebné sa zaoberat’ nielen domacou, ale aj zahrani¢nou kultirou, aby sa dokazalo vhodnym
sposobom komunikovat. Pod vplyvom narodnych kultur sa uplatiiuje aj kultura v podnikoch a organizaciach
prislusnej krajiny.

V rozmachu globalizacie ekonomiky je potrebné poznat’ nielen vSeobecnti domacu a podnikovu kultiru, ale
aj ta zahrani¢nu. Uz nestaci, aby manazéri a ostatni zamestnanci, najmd medzinarodnych firiem, poznali len
jeden ¢i dva svetové jazyky, ale aby poznali dolezité znaky kultury ndrodov a ludi, s ktorymi prichadzaju
profesijne do styku. Funkcie firemnej identity sa dajii postdit’ nasledovne:

e ako stratégia, zdmerna koordinovana a integrovana ¢innost,

e ako jednotny prepracovany systém,

e ako proces prebiehajuci vo vnutri a mimo firmy, navodzujici mienku a nazor,
e ako vysledok, obraz aky sa podari o firme vytvorit’.

Ako vysvetluje (Balaz a kol., 2005), hlavnymi funkciami firemnej identity su:
e Informacna a komunikacnda — ako sprostredkovanie informacii o firme vo vztahu k vonkajSim
zaujmovym skupindm na jednej strane a pre interné skupiny na strane druhej.
e Vytvaranie imidzu — celkova koncepcia CI je spojend s tvorbou a kontrolou imidzu firmy.
e Ovplyviiovanie vztahov - smerom dnu v zmysle pozitivneho ovplyviiovania riadiacich aj socialnych
vztahov a smerom von, ovplyviiovanie vzt'ahov voci relevantnym skupinam.
e [Integracna funkcia - umoznuje vyuzitie synergického efektu.

3. Metodika a vysledky prace

Proces hodnotenia firemnej identity je vzhladom na vsetky jej komponenty vel'mi rozsiahly a vyzaduje si
pouzitie viacerych metdd spracovania za ucelom dosiahnutia hlavného ciela v ¢lanku, ktorym je hodnotenie
firemnej identity vo vynranej medzinarodnej spoloénosti. Pouzili sme dve skupiny metdod — empirické metody
(pozorovanie a opytovania) a teoretické metody (indukcia, dedukcia, anayza a syntéza). Na ziskanie tidajov a
informacii potrebnych pre vyhodnotenie vlastnej prace sme pouzili primarne zdroje a sekundarne zdroje. Metoda
opytovania je najrozSirenejsi sposob, akym sa zistia ndzory zamestnancov na stanoveny hlavny ciel’ prace.
Dotaznik bol rozposlany 90 nahodne vybranym zamestnancom a mal anonymny charakter.

3.1 Vysledky dotaznikového prieskumu

Pre hodnotenie firemnej identity v spolo¢nosti bol zaslany e-mailom nahodne vybranym zamestnancom
elektronicky dotaznik. Dotaznik tvori 22 otazok, z ktorych sme vybrali k publikovaniu iba niektoré a respondenti
ho vypliiali anonymne. Ciel'om dotaznika je preskiimanie troch prvkov firemnej identity a to:

e firemnej kultury - najma vzt'ahy na pracovisku, pracovna atmosféra,

e firemnej komunikdcie — komunikac¢né prostriedky, vertikalna a horizontalna komunikéacia,
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e firemného dizajnu - pracovné prostredie a pracovné prostriedky.

Prva cGast dotazniku je zamerana na identifikaéné udaje respondentov, konkrétne pohlavie, najvyssie
dosiahnuté vzdelanie, pracovné zaradenie a nésledne pocéet odpracovanych rokov v spolo¢nosti. Dotaznikového
prieskumu sa zucastnilo 62 zamestnancov, z toho 34 (54,8%) zien a 28 (45,2%) muzov. Podla prieskumu
dosiahnutého vzdelania najcastejSie odpovedali respondenti s vysokoSkolskym vzdelanim II. stupfia 61,3%,
nasledne respondenti so stredoSkolskym vzdelanim s maturitou 22,5% , nadstavbové/vysSie odborné a
vysokoskolské I. stupnia uviedlo 8,1% opytanych. Celkom odpovedalo az 43,5% inZzinierov, 30,6% pracovnikov
pracujucich v administrative, 16,1% v technickej oblasti a 9,8% tvoria manazéri. V spolo¢nosti pracuju osloveni
respondenti rozdielny pocet rokov. 53,2% respondentov pracuje od 5 do 10 rokov, od 1 do 5 rokov 29% a viac
ako 10 odpracovanych rokov ma 17,8% opytanych.

Kedze dotaznik skuma firemnt identitu, d’alSou otdzkou je, ¢i respondenti poznaji pojem ,firemna
identita“. O pojme uz poculo 45,2% opytanych, avSak nedokazu tento pojem vysvetlit. Z opytanych
respondentov 30,6% pozna pojem firemna identita a aj ho dokaze popisat, 24,2% nevie, ¢o pojem firemna
identita vyjadruje. Dovodom je pravdepodobne nespravna alebo nedostatoénd informovanost’ tykajica sa
firemnej identity.

Dal3ou otazkou dotaznik zistuje, &i spolo¢nost’ upovedomuje svojich zamestnancov s viziami a cielmi
spolo¢nosti. 82,3% respondentov bolo s cielmi a viziami obozndmenych priamo nadriadenym, 11,3% bolo
oboznamenych neoficialne nadriadenym a 6,4% nebolo vobec obozndmenych s ciel'mi a viziou spolo¢nosti , ako
mozno vidiet’ aj na Obrazku 1.

M ano, oficialne nadriadenym

0% 7% 0%

ano, neoficialne
nadnadenym

= ano
spolupracovnilkimi,podriaden
i

Hnie, nebol(a) som
oboznameny(a)

W nepamatam si

Obrazok 1. Oboznamenie sa s ciel'mi a viziou podniku
Zdroj: Vlastné spracovanie

Poznat’ ciele a vizie spolo¢nosti patri medzi sucast’ socializacie novych zamestnancov a preto by mala
vicsina opytanych odpovedat’ kladne, Co sa aj potvrdilo (Obrazok 1).

54



VyZiadané prednasky Marketing Manazment, Obchod a Socidlne Aspekty Podnikania

M 4no, oficialne
0% nadriadenym

ano, neoficialne
nadriadenym

0%

60% ™ ano
spolupracovnikmi,podria
denymi

19%

m nie, nebol(a) som
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Obréazok 2. Oboznamenie sa s hodnotami podniku
Zdroj: Vlastné spracovanie

Na danu otazku 59,7% opytanych odpovedalo, Ze boli oficidlne oboznameni nadriadenym o hodnotach
spolo¢nosti, 19,4% bolo s hodnotami obozndmenych neoficidlnou cestou nadriadenym a 20,9% opytanych s
hodnotami spolo¢nosti neboli oboznameni.

Na otazku, ako by ste oznacili pracovnu atmosféru na pracovisku, sme dosiahli nasledovné
odpovede.59,6% opytanych oznacilo prvi moznost’ a teda, ze pracovna atmosféra je na kazdom oddeleni ina.
21% oslovenych uviedlo atmosféru v spolo¢nosti za konkurenéni a naopak 19,4% respondentov za timovu
pracovnu atmosféru vo firme. Ako mozno vidiet, z danych vysledkov vyplyva, Ze pracovna atmosféra je na
kazdom oddeleni rozdielna. Pozitivne sa javi, ze ani jeden z respondentov neuvadza atmosféru pasivnu, teda
nezaujem o spolo¢nost’ a kolegov. Obrazok 3 graficky znazornuje vyjadrenie sa pracovnikov na pracovné vzt'ahy
na pracovisku.

0% 6% oy

H [en formalne

prevazne tormalne

® len neformalne

W prevazie neformalne

® formalne aj neformalne
94% (ako s ktorvmi)

Obrazok 3. Hodnotenie pracovnych vzt'ahov
Zdroj: Vlastné spracovanie

Otazkou, ako komunikujete s nadriadenym sa zistovala komunikacia v spolocnosti, teda komunikacia
nadriadeny — podriadeny. Az 51,6% respondentov komunikuje so svojim nadriadenym v praci formalne, ale
mimo pracovisko neformalne. 37% oznacilo, ze komunikuje s nadriadenym na neformalne Grovni a 11,4%
komunikuje sice formalne, no radi by komunikovali na neformalnej Grovni. Odpovede znazornuje Obrazok 4.
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24%

M len formalna

09" prevazne formalna
M len neformalna
M prevazne neformalna

8% . . .
m formalna aj neformélna

Obrazok 4. Vyjadrenie komunikacie vo vztahu nadriadeny — podriadeny pracovnik
Zdroj: Vlastné spracovanie

Na otazku v ¢om vidite nedostatky firemnej kultiry v spolo¢nosti mali respondenti moZnost’ oznadit’

viacero odpovedi. Ako je mozné vidiet na Obrazku 5, za najvicsi nedostatok povazuje 30,6% opytanych
nedostatocnu motivaciu zamestnancov k vykonu.

# nedostatoénd informovanost
zamesmancov tvkajica sa
firemnej kultirv

# nedostatoénd komunikicia
nadriadenvch s podriadentmi

® nedostatofna socializacia
29% nowvvch zamestnancov
® nedostatoénd motivicia
zamestmancov k vikonu

¥ nevidim FHadne nedostatloy

6%

Obrazok 5. Nedostatky firemnej kultary v podniku
Zdroj: Vlastné spracovanie

Nedostatocnit komunikaciu nadriadenych s podriadenymi vyjadruje 29% respondentov a az 22,6% z
opytanych zamestnancov nevidi nedostatky vo firemnej kultire. Moznost nedostatoéna informovanost
zamestnancov, tykajica sa firemnej kultury oznacilo 11,3% a zvySok 6,5% za nedostatok uviedlo nedostatocnii
socializaciu novych zamestnancov. K otazke, ako st pracovnici spokojni s pracovnym prostredim sa vyjadrili, Ze
véacsina uchadzacov je spokojnych so svojim pracoviskom 69,4% . Druhii moznost a teda nespokojnost
vyjadruje 30,6% respondentov. Nevyjadrili ale dovody, preco je u nich také percento nespokojnosti. V ramci
firemného dizajnu sme sa orientovali aj na hodnotenie pracovnych podmienok respondentmi. Pomocou otazky
sme zistovali, kol’ko respondentov povazuje jednotlivé sicasti pracovného prostredia za velmi dobré,
vyhovujlice a naopak za vel'mi zIé, nevhodné v spolo¢nosti. K jednotlivym odpovediam st pridelené body, a to
nasledovnym spdsobom: 5 b — vel'mi dobré, 4b — skor dobré, 3b — dobré, 2b — skor zI¢é, 1b — vel'mi zIé. Zistili
sme, ze najviac bodov (313b) ma pridelenych Cistota na pracovisku. Az 38 respondentov oznacilo Cistotu za
vel'mi dobrt a 15 za skor dobru. Z toho vyplyva, ze spolocnost’ sa snazi udrzovat a dba o Cistotu pracovného
prostredia. Polozky fyzicka naroc¢nost’ prace (292b), osvetlenie pracoviska (270b) ¢&i pouzivané pracovné
prostriedky(297b) maju prideleny velky pocet bodov. Najmenej bodov vSak mala polozka psychicka naro¢nost’
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prace (160b). Az 40 zamestnancov pridelilo tejto polozke pracovného prostredia 3b a teda ju oznacili ,len” za
dobrt. Nasli sa aj dvaja zamestnanci, ktori povazuju psychicki naroénost’ za Uplne zIi v spolo¢nosti. Z toho
vyplyva, Ze zamestnanci ¢astokrat pracuji v spolo¢nosti pod velkych psychickym tlakom.

4. Zaver

V dnesnej dobe patri k zdkladnému uspechu kazdého podniku aj firemna identita. Pojem firemna identita nie
je zatial' v Slovenskej republike prili§ rozsireny. V mnohych pripadoch je cCasto zamieniany s pojmami ako
firemna kultara, firemny dizajn alebo imidz organizacie a tak dochadza k jej skresleniu a nepochopeniu. Firemna
identita je jednotny koncept, ktory robi spoloc¢nost’ jedine¢nou, vyzdvihuje jej kladné stranky, laka novych
zékaznikov a tym zvysuje zisky spolo¢nosti. Clanok sa zaobera firemnou identitou vo vybranej medzinarodne;j
spolo¢nosti, ktora na Slovensku vykonava svoje podnikatel'ské ¢innosti deérskou spolo¢nostou.

Jednotlivé navrhy a odporticania st pre oblasti firemnej kultiry, firemnej komunikacie a firemného dizajnu.
V oblasti firemnej kultiry je navrhnuta jej lepsia informovanost’. Je potrebné posiliiovat’ firemnu kultaru, aby sa
dostala do povedomia jednotlivym zamestnancom, napr. prostrednictvom Skoleni, sprav, informacnych letakov,
publikacii atd’.. TaktieZ jednym z odporucani je viacSia socializacia novoprijatych zamestnancov. Vsetci
zamestnanci by mali vediet’ o hlavnych a dolezitych otazkach spolo¢nosti ako su ciele, stratégie ¢i vizie. Nasim
navthom je minimalne raz ro¢ne realizovanie anonymného dotaznikového prieskumu o znalostiach
zamestnancov v oblasti firemnej kultiry. Dal§im naSim navrhom je zlep$enie motivicie. Zamestnancom
udel'ovat’ viac odmien, pochval za vykonanu pracu, ¢i vyzdvihnutie za uspesné splnenie iloh. Odmeny mézu byt’
realizované formou poukazov. V oblasti firemnej komunikacie sa ukdzalo ako problémova najmé komunikécia
zamestnancov so svojimi nadriadenymi. Je potrebné viac komunikovat’, trpezlivejSie vysvetlovat zo strany
nadriadenych a naopak zo strany zamestnancov sa viac sustredit’ na vyklad ich nadriadenych. Ako sme
spominali uz v oblasti firemnej kultury, aj tu plati neustala informovanost’ zamestnancov. Dal§im navrhom je
zlepSenie firemnych porad. Ked'ze sme z dotaznikového prieskumu zistili, Ze pre niektorych zamestnancov nie
su firemné porady prinosom, nas§im navrhom je, aby sa pracovnych porad zucastiiovali len tie osoby, pre ktoré
maju informacie vyznam. Pre ostatnych zamestnancov by sa konali porady zriedkavejsie napr. jeden krat za rok.
V oblasti pracovného prostredia st navrhnuté rieSenia na odstranenie hluku na pracovisku. Pre zamestnancov
vyroby by bolo vhodné pouzivat’ protihlukové sltichadla, pre manazérov a ostatnych administrativnych
pracovnikov, by bola potrebna lepsia izolacia ich pracovného prostredia.
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Abstract

Adverse selection is the process in which buyers in a given market are unable or unwilling to show such degree of
preference to product quality required for the survival or expansion of the market which would enable the product to
maintain or increase its share on the supply side. We can distinguish five types of adverse selection beyond Akerlof’s
famous type. The processes of adverse selection are basically present in eight areas in Hungarian higher education.
Admission of students, training of students, lecturers, graduates, school selection of students, course selection of students,
accreditation of educational institutions and field of study, investment projects, tendering funds, individual aids.

Keywords: selection, adverse selection, quality, competition

1. Introduction

It is well known that a given market is best able to retain its weight, maintain the number of affected market
players and successfully achieve its goals when the underlying selection mechanisms operate properly. As
opposed to that, adverse selection is not a promising alternative. It may offer short-term advantages for some
of the market players but it will definitely lead to a downhill ride for the market as a whole in the long run.
The purpose of this study is to demonstrate that there are other types of adverse selection in addition to the
one described by George Akerlof and that their existence may be based on factors other than lack of
knowledge. The second part of the study uses the example of Hungarian higher education to show how these
types of adverse selection work in practice. | hope that the study will enable its readers to recognise the
phenomena of adverse selection in their vicinity or in the various fields of economy more easily. In fact, the
recognition of such phenomena may be the first step of a possible healing process.

2. Adverse selection

Most probably, neither the citizens nor the so-called experts can ever agree on the necessity or
economic/social importance of a given good. Therefore it is not the purpose of this study to identify the
goods, and their markets, the long-term survival of which would be important for the relevant communities.
Here and now, the only purpose should be to prove that the long-term survival of the market of a given good
deemed necessary or important by consumers is not compatible with adverse selection. It means that, at given
consumer preferences and income levels, the presence of adverse selection will gradually lead to shrinking
sales volume on the market of the good in question, causing the decline and sooner or later, in lack of
institutional response, the termination of the market.
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In his famous study, George Akerlof (1970) has shown how information asymmetry between the demand and
supply sides of a market may result in adverse selection which, in turn, may eventually lead to the collapse of
the market. The process may become intensified due to a high and growing level of uncertainty, because the
market has no institutions in place for minimising this uncertainty. In Akerlof’s model the buyers are unable
to assess actual product quality and, therefore, the products must be continually undervalued. In turn, this fact
will keep away, to a growing extent, the vendors of higher-quality products from the market. As, in lack of
sufficient information, average prices are assigned to goods labelled as average-quality goods, creating a
situation which is disadvantageous for the sellers of high-quality goods and advantageous for the sellers of
low-quality ones. Thus in this case buyers are unable to accurately assess product quality and, in lack of
institutional assistance, it will lead to the collapse of the market. Adverse selection in this case stems from an
unintended lack of knowledge of the market players on the buyer side. Actually, the buyers would really like
to recognise, and pay a proportionately higher price for, higher quality but they are unable to.

In his study of the relationship between quality and quantity in the practice of socialist countries, Janos Kornai
has stated (1993, p. 212) that a special shift may occur between quality and quantity. In other words, quantity
growth takes place at the expense of quality. As far as the relevant market is concerned, it would be desirable
to maintain or improve quality also in the case of growing quantities but, as Kornai has pointed out (Ibid., p.
213), the bureaucratic coordination is either not able or not willing to enforce it. If dictated by their own
interests, socialist companies may regularly and freely breach their contracts. (Ibid., p. 523.) Unlike in the
above example, where buyers are not able to properly assess product quality, buyers here are actually not
willing to assess product quality.

Now it is worth sparing a thought to the fact that although the market players are able to recognise higher-
quality goods, they fail to do it but not because of high price levels.

Just like others, Harrison and Harrell (1993) also found a link between the principal-agent model and the
theory of adverse selection. Acting as agents of the company owners (principals), the managers decide on
which project to launch and implement. When their interests may differ from those of the owners and when
they possess more information on project and company profitability than the owners, the managers may often
act against the interests of the company and its owners when they opt for lower quality and not for the higher
one. Typically, such abusive practice of private company managers is also considered corruption in the USA
(Heidenheimer and Johnston, 2011, pp. 28-29) because it is also a situation where, contrary to applicable
regulations, community interests are sacrificed for the sake of private interests. Bureaucratic corruption may
also be treated within the principal-agent theory, except that politicians supervising the bureaucratic structure
are the agents of their respective electors. In other words, this is a case about the agents of agents. When
writing about corruption, Guriev (2004) states that bureaucrats constantly and systematically destroy the
highest quality when they demand their share of project revenues or implementation costs. As a result of this
attitude, often not the best applicants are selected as winners. Of course, the best ones would not need
corruption to help them win. Besides, lower (“quasi”) quality offers the participants of a corruption business
greater free resources available for skimming. However, economic incentives for further quality
improvements will be weakened even if the highest quality is selected as winner in certain cases. Therefore,
high-quality goods will gradually but inevitably disappear from the market, and the remaining — ever
deteriorating — quality may cause ever greater damages to the community. Competition becomes distorted,
causing indirect welfare losses to the entire society (Hamori 2002, pp. 194-195).

When analysing the soft budget constraint, Janos Kornai (1997, p. 944) points out that, when subjected to
hard budget constraint, the actors consider it a matter of life and death to achieve an adequate level of
efficiency allowing them to cover their expenses from their revenues. However, no soft budget constraint will
ever force the actors to face natural selection in the competition. Those who should become the victims of
natural selection may continue to flourish as their actual or relative losses will be covered. When they are
saved by the state, it will raise the funds necessary to cover such losses or supplement the revenues by
reducing, either directly or indirectly, the profit of successful actors. (Ibid., p. 948.) Accordingly, adverse
selection processes may gain ground, while competition will not offer the actors any incentive to move
towards quality improvements designed to achieve lower costs and/or higher product values and,
consequently, improved cost efficiency.

One may ask at this point that if the soft budget constraint means a certain kind of resource abundance then
why the managers of the beneficiary companies fail to use this opportunity to strengthen their future
competitiveness or establish higher quality routines within their organisation even when they are not forced to
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do so by market or bureaucratic requirements. Their motivation, if any, should be at least the accumulation of
system reserves in order to meet future expectations, which is called the “ratchet effect” (Kornai, Maskin,
Roland, 2004b, p. 784).

Back in the era of socialist state-owned companies, there was not a major difference between the wages of
high and low performing company managers or between those paid to the managers of large national
enterprises and small local companies. However, production modernisation or end-product improvement
requires — at least initially — increased efforts, additional resources and significant risk management
commitments, where these sacrifices may be paid off in the form of future profit. However, if manager wages
are not influenced considerably by the size and profitability of the company, there will be no real incentives
for the managers to take actions for reducing the costs and increasing the profits. (Kornai, Maskin, Roland
20044, p. 619.) The same is true for employees: a successful innovation brings about only minor rewards, if at
all, even at managerial level but these rewards hardly affect the employees who actually carry out the
innovation work (Kornai, 2010, p. 14). “The link between the various institutional and behavioural aspects
hindering innovation is the revenue paid without any performance or innovation” (Hamori — Szabd, 2010, p.
892). Therefore, in the case of soft budget constraint, adverse selection emerges when there is only a loose or
no connection at all between managerial performance and remuneration, and when there is no such set of rules
and standards in place which may adequately motivate the members of the management board to make extra
efforts on a voluntary basis or, at least, for compliance with institutional regulations.

Certain processing or reselling entities apply the lowest possible purchase prices the realise the greatest
possible profit, at least in the short term. Although they need high-quality goods, they are not willing to — and
they normally do not — pay for higher quality. Frequently, a high-quality good does not give any advantage to
its producer. Under such conditions the producer may decide, practically at any time, to continue with lower
quality. It should be noted that the parties in this case show no mutual cooperation or commitment: the supply
side actors are asymmetrically dependent on the buyer of their product (Balogh, 2007, pp. 18-19), who may
abuse this situation.

As confirmed also by Akerlof’s model (1970), this situation leads to a transition during which higher quality
gradually disappears from the supply side of the market. The length of this transition always remains a
question. Actually, the supply side actors use their skills and competences to establish the routines which
result in a given quantity and quality of goods. In certain cases no lower quality may be produced for
technological reasons.' On the other hand, the process producing lower quality requires different routines in
terms of labour force. The routines used for survival or “quality impairment” must also be developed and
learnt, which also requires efforts. Inertia may fix production at its former level. In this particular case it
means a higher level of quality (Schumpeter, 1980, pp. 126-135). At the time of changing technologies, the
producer’s inertia — measured as the length of reluctance to make changes — is greatly influenced by the
actor’s size, expertise and income (Dong and Saha, 1998). Furthermore, the cultural embeddedness and
norms of either the strategy shaping owners/managers or the employees of the producer will hinder any effort
to deliberately lower goods quality even if it would improve the actor’s profitability or chances of survival. If
the production of a high-quality (“best possible”) good is based on deeply embedded norms, habits or
religions then these may be able to keep things going for long decades or over several generations
(Williamson, 2000, pp. 596-598). Even if the ambition to produce higher quality is not embedded, there are
frequent examples of personal or group-level commitments. Nevertheless, the institutional transformation —
driven according to North (1994, p. 4) by a change in relative prices — may sooner or later modify the
institutions representing higher quality without any surcharge. As a result, things like “impairing" the quality
or leaving the community (e.g. in the form of emigration or job change) may become acceptable for actors
committed to maintain or improve the quality of goods.

A special case of deliberate buyer undervaluation of a relatively high quality offered by supply side actors is
when sellers are not aware of the surplus quality they are offering in respect to each other. Even if they may
vaguely guess their ranking and the quality features of their goods, they are unable to assess the differences in
the purchase price.? In other words, a seller offering relatively higher quality is unable to assess whether the

! E.g. precision saw mill, plant production site with good soil and location, plantation made with quality saplings.
2 The situation is similar when bidders to a tender are unable to study the content and evaluation of the materials submitted by other
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purchase price is proportional to his higher quality and to the additional efforts needed to achieve it. This
information asymmetry is similar to that described in the Akerlof’s model (1970) but it is just the opposite as
in this case it affects the sellers. If a seller needs to make additional efforts in order to offer surplus quality
then he will be sooner or later faced with the direct signs of his cost efficiency being lower than that of other
sellers (receiving the same purchase price as him): such signs include a smaller consumption caused by
smaller income and a quicker use of reserves or resources. The buyer side may slowly kill the seller side. It
may happen when there is no proper cooperation between the actors of the supply side and when the formal
or informal rules applicable to prices or quality have been established only in the small but separated actor
communities and not at the level of institutions. In lack of sufficient information and a general reference base,
the supply side actors depend on, and must take operational decisions in view of, the one-way flow
of information provided by the sellers. In this case the supply side actors will face a special version of the
prisoner’s dilemma in which the buyer (i.e. the police officer) may take advantage of his surplus information.
That is why Renard (2003, p. 88) states that “quality is an endogenous social construct that contributes to
coordinate the economic activity of the actors”. Accordingly, they will be able to communicate and negotiate
partly with the actors of their own side and partly with the actors of the other (seller) side. If the supply side
actors producing relatively high quality are not aware of the actual importance of their activity or quality for
themselves or other affected actors then in lack of sufficient remuneration they will either use up their
reserves, leading to a deterioration of their capacities, or they will shortly start a new activity with higher
profit levels. The deterioration will be coupled with a weakening of the seller bargaining positions in a
situation where buyers establish each purchase price through individual bargaining positions and separate
negotiations, regardless of actual goods quality and using a special price discrimination. Thus the supply side
deterioration of quality may become a self-fuelling process through the weakening of the seller bargaining
positions. This may adversely affect certain actors (other than direct buyers) who perceive the gradual
disappearance of the relevant good from the market as a loss. Such good may be a product, a lifestyle, a given
condition of the natural environment, a community, a profession, a tradition, certain special skills and so on.
This has led, among others, to the establishment of the fair trade movement. Certain actors, who feel affected,
will make efforts to achieve that certain high-quality goods deemed desirable by them will not disappear from
the market in lack of adequate recognition. The disappearance of a relatively higher quality is perceived as a
crisis by the actors. They plan to eliminate such crisis by the institutionalisation of higher quality and the
acceptance of a quality-based market price (Sylvander et al. 2006, p. 63).

The status quo between the actors, whether they are organisations or private individuals, plays a major role in
the decision-making process. Any change of this status quo — even if it represents a better solution for the
given actor’s target achievement — means uncertainties. An actor may have acquired certain knowledge of the
existing status quo from past experiences or through learning. However, much less knowledge may be
available for assessing a future status quo. Lots of transaction and other costs will incur until the new status
quo is established. It is difficult to forecast both these costs and the surplus yields. Apart from a cost-benefit
analysis, a rising level of risks should be reckoned with as the existing routines and competences are not
sufficient, or not properly proved, for the assessment of the future.

According to each market theory of Samuelson and Zeckhauser (1988), if at the time of making a decision it
is allowed — under the applicable community norms, organisational standards and regulatory provisions — to
select the current status quo as an option then most probably this option will be selected. If it is not allowed
then an option resulting in conditions very similar to the ones represented by the current status quo should be
selected. Naturally, the extent may differ due to the reasonable assessment of uncertainties and risks, the
erroneous observations of cognitive origin (information decoding) and the variance of psychological
commitments. Based on the empirical findings of competitive market assessments, the authors point out that
the pioneer actors creating always new status quo conditions acquire greater market share in the long run
(Ibid., p. 45). Not by chance. Typically, those actors become pioneers who have advanced routines, strong
abilities and a high potential to create new routines. This represents less uncertainties and lower risks for
them, while their norms and rules are geared to new and higher quality. The same levels of uncertainties and
risks are addressed differently by the actors. Improvements and innovations are not favoured by the actor’s
lower propensity to assume risks and higher willingness to avoid uncertainties (Hadmori-Szabo, 2010, p. 893).

bidders once the tender is closed, and to locate themselves on the competition map.
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The manager will decide on behalf of the actors in issues like in-house technological options, product
features, procurement sources or employee matters. Assuming uniform cognitive management competences,
organisational routines and abilities within a given set of norms and rules, the manager with the lowest
relative level of knowledge will be most committed to maintain the status quo (and will be, at the same time,
most indifferent or even hostile to the new aspects of higher quality). This manager perceives the highest level
of change-related uncertainties and risks or hazards, and thinks that any change in the status quo will put him
in a less favourable position in terms of his target implementation. Naturally, it represents serious hazards to
the organisation as adverse selection processes may gain ground regarding the selection and survival of
employees, the acceleration of technological delays and the quality backlog of products. Eventually, the
person or persons making the decisions place their private interests (i.e. to keep their position) above
corporate interests in many cases as the relevant quality issues could have been properly evaluated by other
managers with greater knowledge and better abilities. If this attitude does not violate any of the applicable
norms or rules, it cannot be considered corruption because it is only a selfish behaviour neglecting the
interests of the community.

In the course of the selection process the simultaneous operation of actors identifies the actors who are able to
achieve the highest level of compliance, harmony and efficiency in view of the given set of conditions and
requirements. The actors assigned to upper position by the selection mechanism will be allowed to continue
their activity somehow so that they will become survivors again. Therefore the selection process will separate
the wheat from the chaff. The greater the harmony between an actor and the set of requirements applicable to
him, the higher the probability that he may become a survivor.

By way of self-selection, the actor gives a preliminary and voluntary waiver of activities performed to obtain
certain advantages or to achieve certain conditions. Therefore the actors allowed to perform a given activity
and to achieve specific targets or conditions will be identified not by the compulsory nature of the selective
mechanisms but by way of voluntary decisions. At the time of self-selection the relevant actors will not
engage, in accordance with the assumed selection rules, in the actual game. Instead, they will make the
necessary decisions and establish their point of view regarding their future activity in advance and in view of
the preliminarily estimated results. Accordingly, the actors will not assign separate resources for obtaining, as
a result of the selection mechanisms, a judgment about how their conditions and activities comply with the
relevant set of requirements. As a matter of fact, if their preliminary estimates and forecasts are correct, the
result regarding the survivors would be the same as that of a traditional selection but an actor not engaging in
the game would be able to save resources, including time, and achieve a relative short-term improvement of
his position.

Self-selection often has beneficial impacts on market operation, especially when the actors properly adapt the
selection requirements to their own activities and thus decide on self-selection. However, adverse selection
emerges when self-selection is performed by actors capable of achieving higher quality. It may happen when
the difference between the skills of the actors capable of achieving higher quality and the other actors is so
significant that the other actors perceive as less menacing the selection hazard that has an adverse impact on
their survival: they feel less uncertain and detect lower risks. Therefore they fail to decide to perform self-
selection — although they would really need it — and their share keeps rising among the market players,
generating an increasing level of market inefficiencies. Accordingly, the representatives of higher quality
perceive increasing uncertainties and risks, which keeps intensifying their inclination to self-selection.

In view of the adverse selection phenomena discussed above, the following types can be identified:

e Due to their lack of information, the buyers are unable to recognise and properly assess offers of
higher quality;

e Due to the lack of information on the supplier side, the buyers tend to consider the strength of their
bargaining positions instead of goods quality when they assess the packages offered by the supplier
side;

e Taking advantage of the fact that supplier side actors offering higher quality have become
accustomed to producing higher quality for some reason, the buyers refuse to pay them any quality
surcharge;

e Due to short-term risk minimisation considerations, the managers working under soft budget
constraint and without proper motivation in terms of rules, norms and remuneration fail to make
additional efforts to achieve higher quality;
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e When making organisational decisions, the corrupt managers apply their own illegal set of rules
instead of market selection aspects designed to achieve higher quality;

e  Operating not with the most excellent available managers, the management board wants to keep the
status quo by all means and for this reason refuses to allow efforts geared to higher quality;

e Due to their skills, which are significantly different from the skills of actors capable of providing
lower quality, the representatives of higher quality perceive critical levels of risks and uncertainties
regarding the market selection mechanisms and, therefore, keep performing self-selection.

3. Forms of adverse selection present in Hungarian higher education

On one hand, the quality of higher education can be perceived as student-focused on the grounds that quality
higher education properly meets both the short-term and the long-term demands, whether express or latent, of
students (Tan, Kek, 2004). Yet, on the other hand, we cannot ignore the existence and application of a quality
category designed to achieve the best possible compliance with the requirements of the national economy or
government, acting as the main user and financing entity (Stensaker, 2003). However, better quality, which
would be able to comply with such requirements at a complex and high level, fails to gain ground in higher
education as a result of adverse selection.

As to higher education in Hungary, the processes of adverse selection are basically present in eight areas.

Admission of students. Typically, schools are continually lowering their quality standards in order to attract
the required number of students. As a result, quality standards, representing the realistically expected
professional input requirements, will become generally lower in time. As to their input characteristics, the
admitted students show a great variation and there is a gradual quality deterioration in general. According
to the average figures of the last 5 years, the number of students entering Hungarian higher education has
been slightly but constantly decreasing, though this trend falls behind the rate that would be justified in view
of the shrinking population. At the same time, the average quality of secondary school leavers has been
constantly declining (OECD, 2014), which means that higher education constantly eases the admission
requirements in order to maintain student numbers.

Training of students. The lowering quality of students will, in time, make it difficult or impossible to expect
the same quality from them as before. They will be able to learn less material with lower efficiency. High-
performing students will not like the continual erosion of requirements because their low-performing
counterparts will work less hard but will still be able to obtain good grades. The use of prohibited methods
during examinations will have similar impacts. The spreading of such disagreeable patterns is caused mostly
by the presence of adverse selection in education and, also, by similar general trends in the field of social
norms. The lower quality of new students would require harder work from teachers, which is not acceptable
for many of them (Johnson, Berg, Donaldson, 2005); therefore, people do not want to become teachers, while
existing teachers abandon the profession or simply lower the level of education.

Lecturers. The remuneration of lecturers is inadequate in comparison with private sector salaries. In addition,
no general arrangements have been made yet for the proper remuneration of those lecturers who excel with
quality work. Often, the career development system shows only formal commitments to the pursuit of quality
training and academic activities. Furthermore, in an environment of worsening general student quality it is
hard to expect any quality improvement of the lecturers. Pursuant to applicable Hungarian legislation, higher
education lecturers are not considered teachers and, consequently, they are always left out from any pay rise
directed to the otherwise underpaid teachers in Hungary. As the wage paid to Hungarian teachers is half the
OECD average, Hungary and Slovakia are at the end of the line (OECD, 2014), though the level of wages is a
major factor in terms of teacher quality (Johnson, Berg, Donaldson, 2005).

Graduates. Most graduates find jobs at government or municipality entities where social capital tends to be
more important than actual skills or competencies. The private sector is still not sensitive or responsive
enough to quality, yet it is typically attributable not to the lack of willingness but rather to the lack of
adequate information. It is also detrimental to the general assessment of quality when qualified professionals
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migrate from various regions of the country and the remaining workforce (of poorer quality) is assessed
similarly to better qualified persons. Despite the fact that most Hungarian higher education insitutions are
rather poorly ranked on international top lists and that the quality of their graduates is declining, higher
education diplomas still generate one of the largest benefits to their holders among the OECD member
countries (OECD, 2014)

School selection of students. As for the majority of students the purpose of obtaining a diploma is not to
obtain knowledge and as the market fails to make any quality-based difference between the diplomas, many
students are naturally interested in the selection of schools offering poor quality and low standards. It is also
true for students who would equally be able to meet higher requirements. Higher education costs for students
have been multiplied since the change of the political system in 1989, although familes have not eventually
become richer. It means that, in an effort to minimise the risks of funding, the trend discussed by Jacobs and
Vijnbergen (2007) toward lower requirements (coupled with a greater probability of obtaining higher
education qualifications more quickly) is becoming ever more evident.

Course selection of students. As a typical phenomenon, students strive not to obtain an adequate volume of
knowledge but to achieve a specific number of credit points or grade point average. Therefore they tend to
avoid courses and lecturers setting high levels of requirements, even if these persons are outstanding masters
and scientists. When students do not have a parallel opportunity to avoid such courses, they often make
strange attempts to lower the level of requirements or even to remove the lecturer in charge. For various
reasons, including the desire to obtain better study results and thus to be eligible for higher scholarship
amounts, the majority of higher education students tend to opt for courses with lower requirements, mostly in
view of the fact there is no difference between the resulting higher education diplomas. Thus, just like in the
case of school selection, students are able to reduce their financial risks and to enjoy more free time. In other
words, competition in the form of the students’ freedom to select their schools and subjects does not
necessarily result in improved teacher quality unless other assessment criteria — such as the regular audit of
lecturers — are applied (Hanushek, Rivkin, 2006).

Accreditation of institutions and majors. The system of accreditation was designed to reduce the uncertainty
of employers and to arrange for the issue of diplomas on the basis of a fairly uniform set of requirements and
for the output of students to the labour markets of the various industries. However, higher education
institutions focusing on quality work will suffer a significant disadvantage if, despite the great quality
differences, almost any entity may obtain accreditation after fulfilling the obligatory administrative
conditions. According to Harvey (2004), even in the United Kingdom, the accreditation of higher education
institutions is more about power and personal ties than about the wish to ensure higher quality. Neverthless,
the relevant standards are not in harmony with the actual quality requirements. In early 2014, the European
Association for Quality Assurance in Higher Education suspended the membership of the Hungarian
Accreditation Committee under the assumption that it had lost its indepencende from the Government of
Hungary.

Investment projects, tendering funds, individual aids. The development of institutions from own funds is
negligible when compared to tender-based (mostly EU funded) assistance or ad hoc targeted state subsidies.
Success in winning funds is not in harmony with the inventory of quality assets produced by the universities.
Certain ties to political circles or a good tender counselling agency may be a major factor in fund allocation.
Besides, many investment or development projects do not properly match the main activity of the schools.
They may even be contrary to the long-term interests of the applicant as they create capacities which cannot
be maintained later in lack of funds. Therefore it may happen that a university of international reputation is
unable to acquire funds, while a small town college offering low-quality training enjoys lots of student hostel
beds and researcher positions at one of its departments considered of secondary importance even by the
college itself. In fact, public financing in Hungarian higher education is still performed along the logics of the
former socialist regime; actually, the new system of tendering for certain funds has not replaced the old
structure but has been integrated into it. It means that Hungary highly tolerates the process (Fleurbaey, Gary-
Bobo, Maguain, 2002) — which is present even in countries where the funding of higher education is very
efficient — under which public funds are not distributed in ways which would ensure the highest level of
65



Marketing a obchod Marketing Manazment, Obchod a Socidlne Aspekty Podnikania
human capital growth.
4. Conclusion

Adverse selection is harmful and dangerous process capable of undermining the operation of a market. As
discussed above, adverse selection may emerge not only as a result of information asymmetry but rather as a
consequence of deliberate actor behaviour not subject to proper institutional control. It means that the relevant
market lacks institutions which could suppress actor behaviour aimed at deliberately undervaluing higher
quality. Therefore, a better supply of information to actors is only one — yet major — step in the fight against
adverse selection. As a second step, institutions and routines committed to normal selection and enabling the
most talented persons to become decision-makers should be operated at and above organisational levels. As a
third step, the relevant decision-makers should be forced mostly by endogenous market-based institutions to
perform ongoing and proportionate assessments of higher quality.

Table 1. Higher education and training

Country Rank 2006/07 Rank 2014/2015
Hungary 30 52
Slovak Republic 38 56
Slovenia 26 25
Czeh Republic 27 35
Poland 33 34
Austria 19 15

Source: World Competitiveness Report 2006/07; 2014/15 (World Economic Forum)

Table 2. Quality of higher education system

Country Rank 2006/07 Rank 2014/2015
Hungary 42 96

Slovak Republic 49 125

Slovenia 52 48

Czeh Republic 30 77

Poland 34 79

Austria 13 31

Source: World Competitiveness Report 2006/07; 2014/15 (World Economic Forum)

As it is clear from Table 1 and Table 2, Hungary and Slovakia have suffered a major setback in the field of
higher education, considered as a priority area with regard to international competitiveness, while Slovenia
has even managed to improve its position. The main reason for this result, apart from quantitative drops, is the
substantial decline of quality in both countries but mostly in Slovakia. In order to attain and maintain higher
quality, both countries should consider the fight against adverse selection as a priority task for the simple fact
that, fortunately, such decline of quality was not caused by a destruction of infrastrucure or humans but by
such factors as the general undervaluation of quality and the gradual exclusion or marginalisation of higher
quality actors. Actually, those — mostly Asian — countries were able to achieve progress in this field where
quality was properly assessed and adverse selection was minimised, leading to an improved selection
mechanism in the process of economic evolution.
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Abstrakt

Prispevok sa zaobera aplikaciou marketingu do oblasti socialnej prace. Popisuje oblasti uplatnenie marketingu v socialnej
praci, jeho Specifika v tejto oblasti. V zavere uvadza pohl'ad na marketingovy proces v oblasti socialnej prace.
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Abstract

The paper deals with the application of marketing in the field of social work. Describes the application of marketing
in the field of social work, its specifics in this area. Finally, it is stated view of the marketing process in the field of social
work.

Keywords: marketing, social work, social services, job marketing, marketing process

1. Uvod

Marketing mozno z pohl'adu dostupnej odborne;j literatury, ale aj z pohladu praxe, charakterizovat’ ako
odborni disciplinu zamerani na rozvoj smerov podnikania. Mnohé podnikové, ale aj nepodnikové
organizacie pochopili vyznam tohto pojmu a pozmenili svoje organiza¢né Struktiry tak, aby utvary
marketingu nasli zodpovedajuce miesta, ktoré im zasluzene patria vzhl'adom k tomu, ze urcuju smer rozvoja
dalsich aktivit podnikatel'skych subjektov smerom k trhu.

Kym v oblasti podnikania marketing ma uz svoje pevné miesto, iné je to v oblasti organizacii pdsobiacich
v socidlnych sluzbéach. Tu este stale nenasiel odpovedajuce miesto a stale je v etape hl'adania. Z toho dévodu
je v podstate aj menej dostupna odbornd literatira, ktord sa zaobera touto problematikou. Vyskum v tejto
oblasti a aplikécia ziskanych poznatkov do praxe potom moze vyraznou mierou prispiet’ k jeho rozvoju.

2. Marketing v socidlnej oblasti

Pri rozvoji marketingu v SirSom slova zmysle, tak ako je chapany v odbornej literatire, existuje rad tloh,
ktoré by sa mali vykonavat, aby sa zvysil vyznam prace utvarov marketingu a prestavali sa na utvary, ktoré
budu plnit’ jednu z kI'a€ovych roli v rozvoji nielen podnikania, ale aj podpory sluzieb so socialnym aspektom.
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Samozrejme teda nemusi ist’ vzdy o podnikatel'ské subjekty zalozené na dosahovani zisku, ale dotyka sa to uz
aj nepodnikovych a neziskovych organizacii pdsobiacich v oblasti socidlnych sluzieb. Centrom pozornosti
marketingu je zdkaznik, jeho poziadavky a potreby, ktoré sa snazi podnikatel'sky i nepodnikatel'sky subjekt
uspokojit’.

Ulohy, ktoré plni marketing v podnikovych a mimo podnikovych organizaciach, su predovietkym tieto:
* vymedzenie smerov rozvoja novych podnikatel'skych aktivit vo vztahu k trhu,
+ analyza trhovych prilezitosti,
* segmentécia trhu,
+ analyza vyrobného sortimentu, programu odbytu a jeho postavenia na trhu,
* spdsob komunikacie zo zdkaznikmi,
* vytvaranie a vyuzivanie marketingovych informacnych systémov,
* podpora predaja, atd’.

V pripade marketingu v socialnych sluzbach su tieto ulohy uz pozmenené a mozno ich vymedzit
nasledovne:

* vymedzenie smerov rozvoja novych aktivit zameranych na zékaznika, ktory si vyzaduje socidlne
sluzby a socidlnu pomoc,

+ analyza prilezitosti zameranych na socialnu pracu a zlepSenie jej efektivity smerom k zakaznikom
v cielovej skupine vyzadujlicej si socidlnu pracu,

+ segmentacia trhu podla jednotlivych socialnych skupin a potreby pomoci a podpory,

* analyza sortimentu sluzieb, programu poskytovania sluZzieb,

* sposob komunikacie zo zdkaznikmi,

* vytvaranie a vyuzivanie marketingovych informacénych systémov pre potreby socidlnej prace
Vv sluzbach organizacii zameranych na socialne aktivity,

* podpora poskytovania sluzieb na vysokej kvalitativnej urovni, atd’.

V pripade, ze chcete byt v tejto oblasti uspeSny a uz mate niektoré skusenosti prace v tejto oblasti, je
nevyhnutné zamerat’ sa v prvom rade na analyzu vlastnej prace, jej silnych a slabych stranok z pohladu
marketingovych uloh a Cinnosti zameranych na pracu so socialnymi skupinami. Tieto tlohy vytvaraju
Struktaru niektorych zékladnych ¢innosti a povinnosti, ktoré by mal zvladnut’ efektivne pracujici pracovnik v
oblasti marketingu sluzieb zameranych na socialnu pracu. K nim pristupuju schopnosti zvladnut’ proces
tvorby marketingového planu a marketingovych analyz aj v tejto oblasti z pohl'adu socidlnej prace. Vsetky
tieto ulohy nie je mozné ale zabezpecit' bez nalezitej schopnosti vediet pracovat’ s informaciami, vediet’
zostavovat’ a vyuzivat marketingové informac¢né systémy a dokonale ovladat pracu s pocitacom
najmodernejsich informaénych technologii.

Marketing mozno skiimat’ v uzSom a SirSom slova zmysle. V uzSom slova zmysle je to predovsetkym
vztah k vonkajSiemu zakaznikovi, t.j. k zédkaznikovi, ktorému pontikame sluzby v oblasti socidlnej prace a
starostlivosti a dany zakaznicky segment.

V sSirSom slova zmysle chapany marketing poukazuje, ze predmetom jeho skimania nemusi byt len
vonkajsi zakaznik, ale aj zakaznik, ktory sa nachadza priamo v organizacii, v ktorej pracuje. S nim rozne
oddelenia, referaty, odbory, useky a iné Struktirne jednotky a l'udia, ktori v nich pracuju pri efektivnom
poskytovani sluzieb v socialnej oblasti. Pri styku s nimi, vy, ako pracovnik Utvaru marketingu, prevadzky
socialnych sluzieb, personalneho oddelenia a pod. nie¢o niekomu poskytujete, nieco mu odovzdavate, alebo
predavate. Moze to byt informacia, sprava, polotovar, tovar, odbornd pomoc, porozumenie, empatia, atd’.
Vystupujete tu na pozicii, ktory patri vlastne do oblasti marketingu.

Predmetom skumania vSak je vSak najCastejSie marketing vo vztahu k vonkajSiemu okoliu, v ktorom
organizacia posobi. Tento vzt'ah je predsa len vyznamnejsi vo vztahu k jej prezitiu a rozvoju. Tu predstavuje
urc¢ita filozofiu a stdva centrom vsetkych aktivit nasmerovanych k zvolenej ciel'ovej skupine a cielovému
zékaznikovi.
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2.1. Analyza prdce z pohladu wloh marketingu

Z pohl'adu marketingu kazdy pracovnik pracujuci v socidlnej oblasti by mal byt zodpovedny za tato
¢innost’ vykonavat’ nasledovné tlohy:

+ hladat, zbierat, triedit a vyhodnocovat informdcie - marketingovy vyskum v oblasti socialneho
prostredia, marginalnych skupin a socialnej prace,

+ formulovat’ progndzy vyvoja trhu, potrieb a poziadaviek zakaznikov stcasnych aj potencidlnych z
pohl'adu tychto sluzieb,

 vyvijat’ a planovat’ nové produkty (predovsetkym sluzby zamerané pre socialne odkazané skupiny),

+ zavadzat' sluzby na trh v pozadovanom mnozstve, cene a kvalite vratane ich distribicie a predaja
priamo k zakaznikovi, prijimatel'ovi pomoci,

* komunikovat’ so zdkaznikom na turovni produktu (reklama, podpora predaja) - marketingova
komunikacia.

Ked’ sa blizsie pozriete na subor tychto povinnosti, vidite, Ze marketing nemusi byt’ len priamo aplikovany
ako stubor povinnosti utvaru marketingu, ale méze byt spojeny i s povinnostami, ktoré sa vykonavaji v rdmci
inych Utvarov organizacie akym je napriklad utvar odbytu, vyskumu a vyvoja, propagacie, prevadzky,
starostlivosti o zédkaznika, socialnu skupinu a pod.

Organizacia marketingovych povinnosti a problematika tykajuca sa tejto oblasti vSak zahrituje omnoho
viac poznatkov vo svojej Sirke, ako bolo vymedzenych v klasifikacii povinnosti. Ich prehl'ad mate uvedeny na
obrazku 1. Na tomto obrazku je uvedeny komplex poznatkov, ktoré stivisia s pojmom marketing, a ktoré by
ste mali byt schopny zvladnut’, ak chcete byt Gspesny marketingovy pracovnik a uspesSne realizovat’ tieto
poznatky aj do oblasti socidlnej prace. Tieto poznatky st vSak dolezité nielen pre I'udi, ktori pracuju v utvare
marketingu, ale i ked’ vykonavaji aktivity v oblasti socialnej prace. Tu je zdkaznik, tak ako pri
podnikatel'skych aktivitach, na prvom mieste a tieto vztahy a starostlivost’ musia byt efektivne vykonavané.

Marketingova
kontrola

Poskytovanie GZitku

Vizia a poslanie
socialng organizacie

Marketingova
organizacia

Nastroje marketingu:
produkt, cena,
distriblcia, propagacia

Marketingovy
informatmy system
Stiidie

marketingoveho
prostredia

Ciele a marketingove
planovanie socidlnych
produktov

Socialny
marketing a jeho

zaujmove oblasti

SWOT analizs,

Faktory uspeinosti, ...

Marketingové
rozhodovanie

Marketingova

komunikacia

Vyskum trhu & hradanie

nowych produktov pre Public Relations
socidlne skupiny Reklama
Propagacia

Obrazok 1 Prehl'ad zaujmovych oblasti marketingu
Zdroj: vlastné spracovanie
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2.2. Marketingovy proces v socidlnej oblasti

Zmyslom podnikatel'skej filozofie je poskytnutie uzitku réznym zdujmovym skupinam. Marketingovo
orientovana koncepcia podnikovej filozofie zastava nazor, ze kI'a¢ k dosahovaniu ciel'ov organizacie spociva
v ur€ovani potrieb a poziadaviek cielovych trhov a poskytovania ich pozadovaného uspokojovania ucinnejsie
a efektivnejSie ako konkurencia. Marketing na zaklade tohto mozno definovat’ ako filozofiu podnikania
orientovanu k trhu. a primarne orientujicu svoju pozornost’ na zakaznika. Podobne je to i v socidlnej oblasti.
Hlavnou strankou marketingového procesu, ale uz nie je podnikanie ale starostlivost’ o zakaznika
a uspokojovanie jeho poziadaviek a potrieb s efektivnym vynakladanim ndkladov a etikou a moralkou na
vysokej Grovni.

Marketingovy proces sa sklada z rozboru marketingovych prilezitosti v oblasti socialnej prace a socialnych
aktivit, prieskumu a vyberu cielovych trhov so zameranim na vybrané socialne skupiny, z navrhovania
marketingovych stratégii pre realizaciu tychto aktivit v danej oblasti, planovania marketingovych programov
a organizacie, realizacie a kontroly marketingového usilia. Proces marketingového riadenia je znazorneny na
obrazku 2.

Analyza marketingowych
prile#ttosti v socialne j oblasti

Yyskum avyber cielowvych trhowv

N

Mavrhovanie marketingovych
stratégii

W

Planovanie marketingowych
programov

Organizovanie, vykonavanie a
kontrola

Obrazok 2 Proces marketingového riadenia
Zdroj: vlastné spracovanie na zaklade odborne;j literatiry

Marketingovi pracovnici, aby dosiahli svoj ciel’ a splnili svoje Glohy musia:

analyzovat’ trhové prilezitosti V oblasti socialnej prace a poskytovania socialnych sluzieb,
urobit’ vyskum a vyber cielovych trhov so zameranim na vybrané socialne skupiny,
navrhnit’ marketingové stratégie,

naplanovat’ marketingovy program,

zorganizovat, vykonat’ a kontrolovat’ plnenie marketingového programu.

ANl A o
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2.3. Specifika uplatnenia marketingu v sluzbdch

Organizacie, ktoré poskytuju sluzby a st nepodnikatel'sky zamerané, nemaju zakladny ciel zisk ale ich
cielovou funkciou je dosahovanie ekonomickych efektov. U neziskovych organizacii poskytujucich sluzby st
to efekty zalozené na socidlnom principe. Podstatu marketingu tu tvoria sluzby orientované na zakaznika
(napriklad uzivatel’a socidlnych sluzieb) a jeho potreby. Marketing umoziiuje identifikovat’ a rozvijat’ potreby
a poziadavky zakaznika, v stlade s jeho potrebami, ktory mu ako prostriedok uspokojenia jeho potreby
prinesie zelany uzitok.

Spravanie zakaznika na trhu sa mozno chapat’ ako hodnotovy vztah medzi Gzitkom, ktory mu poskytne
ponukany produkt, a protihodnotou, ktora musi za neho poskytnut’. Identifikovanie tohto hodnotového vztahu
je v tomto pripade podstatou marketingovej koncepcie. Jedna sa o:

+ identifikovanie vhodného produktu pre zakaznika, o predpoklada poznanie jeho potrieb a priani,

* vytvorenie pozadovaného produktu, ¢o predpokladd vyvoj, produkciu predovSetkym sluzieb
zameranych na socialnu oblast,

» propagovanie produktu, t. j. informovanie o produkte aj jeho vlastnostiach zakaznika (reklama,
propagacia, imidz, Gzitok),

* sprostredkovanie produktu, ¢o znamena distribuciu, poskytnutie, predaj, sluzby

Cielom marketingu je uskutoéiiovat’ v prislusnej organizacii vSetky ¢innosti takym spdésobom, aby sa jej
produkty ponukali spravnym zakaznikom, v sprdvnom case, na spravnom mieste, za spravne ceny a s
vyuzitim primeranej propagacie.

3. Zaver

Marketing v socialnej oblasti sa stale este len rozvija a upresiuje poznatky. Sti¢asny marketing je uz tak
prepracovany, ze aplikacia odbornych poznatkov v tejto oblasti je mozna uz aj do oblasti socidlnej prace.
Zvysuje tym jej ucinnost i efektivnost’ a cielovo usmernuje aktivity na zlepSenie postavenia tychto
marginalnych skupin.
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Abstrakt
Prispevok je orientovany na hodnotenie etnocentrizmu mladych slovenskych spotrebitelov pri ndkupe vybraného tovaru.
Vychodiskom st spotrebitel'ské spravanie, nadkupny proces a modifikovand metéda CETSCALE. Vysledky

uskutoéneného prieskumu su porovnavané s vysledkami inych prieskumov.

Kliicové slova: spotrebitel, etnocentrizmus, produkt

Abstract

The paper is focused on the evaluation of ethnocentrism of young Slovak consumers when purchasing
selected goods. The starting point is consumer behavior, buying process and modified method CETSCALE.
The results of the research are compared with the results of other research.

Keywords: consumer, ethnocentrusm, product

1. Uvod

Uroveii poznania trhu je zakladom tuspechu kazdého obchodnika. Informacie su neodskriepitelnou
sucast’ou konkurencnej vyhody a dostatok informéacii o trhu ul'ahcuje manazérske rozhodovanie.

Spotrebitel’ sa pri nakupovani riadi modelom, kde na zaklade urc¢itého vonkajsieho stimulu uskutoéni
kapne rozhodnutie. Stimuly, ktoré determinujii spotrebitel'ské spravanie, sa obvykle klasifikujii do skupin
oznacovanych ako kultirne, socidlne, osobné a psychologické faktory.

V prispevku sa zameriavame na kultarne faktory aich vplyv na spotrebitel'ské spravanie. Krajina,
prostredie, etnikum, spolocenstvo, socidlna skupina v ktorych spotrebitel’ vyrasta, sa vyrazne podielaju na
kreovani jeho osobnosti, jeho postojov a oCakavani. Kultarne faktory nie su statické, reaguju na aktualne
dianie v spolo¢nosti. Vytvara sa tym priestor pre tvorbu uréitych trendov. MdéZeme medzi nich zaradit
napriklad (Richterova, 2005) zblizovanie kultir, zmenu hierarchii hodnét, globalizaciu zivotného Stylu,
globalizaciu Zivotného §tylu, duchovni obrodu, meniace sa stravovacie ndvyky, ochranu zdravia, ochranu
zivotného prostredia, obrodu narodnych kultar a renesanciu umenia.
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2. Etnocentrizmus spotrebitelov

Pojem spotrebitel'sky etnocentrizmus bol odvodeny od pojmu etnocentrizmus, ktory bol po prvy krat
predstaveny v roku 1906 socioldogom Sumnerom. Crawford a Lamb (1981) poukazali na to, Ze nakup
zahraniénych vyrobkov moze vyvolat’ pomerne velké emocie, najmi pokial’ ide o oblast bezpecnosti a
pracovné miesta. Tieto argumenty posunuli koncept etnocentrizmu nad psychologicky a socialny ramec.
Etnocentrizmus sa zacal definovat’ v oblasti marketingu ako jeden z dynamickych faktorov v nakupnom
rozhodovani spotrebitel'ov (Renko, Karanovi¢, Lapi¢, 2012).

Studie sa zaoberali skimanim povodu produktov a jeho vplyvu na spotrebitel'a v Zapadnej Eurépe a USA.
Vysledky tychto vyskumov ukazali, ze domace produkty st hodnotené pozitivnejsie ako zahrani¢né. Al-Sulati
a Baker (1998) navrhli z tohto dévodu, aby sa country—of-origin stalo, popri cene, propagacii, produkte
a distribucii, suc¢ast’ou marketingového mixu (Sedlakova, 2007).

Povodny koncept spotrebitel'ského etnocentrizmu sa objavil vo vyspelych krajinach. Vyskumy sa
uskutoénili najmi v Severnej Amerike, Eurépe a Cine (napr. Ettenson, 1988; Hausruckinger, 1993; Bruning,
1997; Bilkey, 1998; Papadopoulos, 1998; Lee Hong, Lee, 2003; Javalgi a kol., 2005; Evanschitzky,
Wangenheim, Woisetschlager, Blut, 2008; Cleveland a kol., 2009; Wang, Doss, Guo, Li, 2010). Studie
zamerané na zistenie etnocentrickych tendencii medzi spotrebitelmi boli spracované predovsetkym v USA
(napr. Shimp, 1984; Brodowski, Tan, Meilich, 2004), vo vychodnej Eurdpe (napr. Good, Huddleston, 1995;
Reardon a kol., 2005; Cleveland a kol., 2009), v juznej Eurdpe a stredomorskych krajinach (napr. Kaynak,
Kara, 2002; Javalgi a kol., 2005; Cleveland a kol., 2009), v Oceanii (napr. Ettenson, Klein, 2005) a vo
vychodnej Azii (napr. Sharma a kol., 1995; O'Cass, Lim, 2002; Cleveland a kol., 2009). Vyskumy ukézali, ze
takyto koncept je pouzitelny aj v ekonomicky menej vyspelych krajinach (Akdogan, 2012).

V mnohych krajiniach boli uskuto¢nené narodné kampane pre zvySenie urovne etnocentrizmu $vojich
obcanov - spotrebitelov. "Made in ..." kampane sa snaZia zvys$it' povedomie spotrebitel'ov 0 produktoch
domovskej krajiny a povzbudit’ ich, aby kupovali ich domace produkty skér ako tie zahraniéné (Quester,
Marr, Yeoh, 1996). Ako priklad méZeme uviest kampane v Australii v rokoch 1923, 1958, 1982 a 1993.
Kampai organizovana v roku 1993 informovala spotrebitel’a, Ze nakupom domacich vyrobkov by zabezpetil
viac pracovnych prilezitosti pre svoje deti. Obdobné kampane na zvySenie Urovne etnocentrizmu boli
vykonané v USA, napriklad po 11. septembri 2001 (Lee akol., 2003), v Kanade, v Rusku (Supphellen,
Gronhaug, 2003), v Juznej Korei (Phau, Chan, 2003), v Thajsku (Ang, Jung, Leong, Pornpitakpan, Tan,
2004), ale aj v Ceskej republike, v Pol'sku, v Mad’arsku alebo v Rakusku.

V Slovenskej republike funguje od roku 2004 narodny program Znacka kvality SK. Okrem toho je
podpora domacej produkcie vykonavana napriklad prostrednictvom narodného vzdelavacieho projektu
,Kvalita z naSich regionov*. Ide o0 projekt spolo¢enskej zodpovednosti, zalozeny na vzdelavani spotrebitel'a
prostrednictvom medialnych kampani a spotrebitel'skych stitazi, ktory je zamerany na vysvetl'ovani dopadov
vicsej preferencie nakupov slovenskych produktov v oblasti nakupovania potravin, priemyselného tovaru
alebo sluzieb na slovenskt ekonomiku.

Kvantifikaciou trovne spotrebitel'ského spravania sa zaoberalo viacero autorov. Uz v roku 1950 Adorno
zostavil Skalu (California ethnocentrism scale), ktori vSak nebolo mozné aplikovat’ celoplosne, pretoze
obsahovala prili§ konkrétne hodnotiace polozky (otazky), ktoré sa v priebehu Casu stali neaktualnymi (Bawa,
2004). Neskor vroku 1987 Shimp a Sharma vyvinuli metddu, ktord sa nazyva CETSCALE (Consumer
Ethnocentric Tendencies SCALE).

Povodny 17-polozkovy model CETSCALE bol orientovany na amerického spotrebitel’a a zameriaval sa
na Styri oblasti suvisiace s ekonomikou krajiny, nezamestnanost'ou, vlastenectvom a dostupnostou produktov.
Cely model je zalozeny na posudzovani reakcii respondentov na vyroky suvisiace s uvedenymi oblastami.
Kvantifikacia odpovedi na kazdua jednotlivll otdzku (vyrok) modelu pouziva sedemstupiiovi Likertovu Skalu,
Vv ktorej hodnota 1 znamen4 silny nestihlas a naopak hodnota 7 znamena silny sthlas. Z uvedeného vyplyva,
7e CETSCALE (sumarny ukazovatel') moZe nadobudat’ hodnoty z intervalu <17; 119> pri¢om plati, Ze ¢im je
hodnota CETSCALE vyssia, tym je etnocentrizmus spotrebitel'ov vyssi.
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3. VysledKky prieskumu etnocentrizmu spotrebitel’ov pri nakupe ovocia a zeleniny

Vlastny prieskum slovenskych spotrebitel'ov bol uskutoéneny v v termine od 13.2. 2014 do 22.4. 2014. Na
analyzu nakupného spravania spotrebitel'ov pri vybere ovocia a zeleniny, so zameranim na etnocentrizmus,
bola pouzita kvantitativna metdéda vyskumu - dotaznik. Dotaznik vychadzal z povodného 17-polozkového

modelu CETSCALE, ktory bol pre potreby prieskumu modifikovany na slovenského spotrebitel’a (tabul’ka 1).

Tabulka 1 Otdzky pouzité v prieskume

Vyrok 1 Slovaci by mali kupovat’ ovocie a zeleninu, ktoré si vyrobené na Slovensku a nie doni dovezené.

Vyrok 2 Na Slovensko by malo byt dovazané len to ovocie a zelenina, ktoré nevieme sami vyrobit.

Vyrok 3 Nakup slovenského ovocia a zeleniny podporuje zamestnanost’ na Slovensku.

Vyrok 4 Slovenské ovocie a zelenina su u mia na prvom mieste.

Vyrok 5 Myslim si, ze nakupovanie ovocia a zeleniny vyrobenych v zahranici nie je prejavom patriotizmu Slovakov.
Vyrok 6 Je z1¢ nakupovat’ zahrani¢né ovocie a zeleninu, pretoZe tym beriem Slovakom préacu.

Vyrok 7 Naozajstny Slovak vzdy kupuje slovenské ovocie a zeleninu.

Ja, ako Slovak, by som mal nakupovat’ slovenské ovocie a zeleninu a podporovat’ tym svoju krajinu, a nie nechat’
iné krajiny obohacovat’ sa na nas.

Vyrok 9 Slovenské ovocie a zelenina su tie najlep$ie produkty na svete.

Ovocie a zelenina z inych krajin by sa mali kupovat’ len vo vel'mi obmedzenej miere, pokial’ ich ndkup nie je naozaj

Vyrok 8

Vyrok 10 otazkou nutnosti.

Vyrok 11 Slovaci by nemz,ili kupovat’ zahrani¢né ovocie a zeleninu, pretoze tym $kodia slovenskej ekonomike a zvySuji
nezamestnanost’.

Vyrok 12 Dovoz ovocia a zeleniny by sa mal obmedzovat'.

Vyrok 13 Aj keby som na tom mal v kone¢nom désledku prerobit’, tak aj tak budem kupovat’ slovenské ovocie a zeleninu.

Vyrok 14 Zahrani¢nym subjektom by nemalo byt dovolené umiestiiovat’ svoje ovocie a zeleninu na naSom trhu.

Vyrok 15 Zahrani¢né ovocie a zelenina by mali byt vysoko zdanené, aby sa tym eliminoval ich vstup na nase uzemie.

Vyrok 16 Mali by sme nakupovat’ len to ovocie a zeleninu zo zahrani¢ia, ktoré nemézeme na Slovensku ziskat’.

Vyrok 17 Slovenski spotrebitelia, ktori nakupuji ovocie a zeleninu vyprodukované v zahranici su zodpovedni za to, ze

Slovéci prichadzaju o pracu.

Zdroj: vlastné spracovanie

Do prieskumu sa zapojilo celkom 357 respondentov vo veku od 16 do 35 rokov so §tatnou prislusnostou
k Slovenskej republike. Z dovodu nekorektného vyplnenia dotaznika bolo zo vzorky vyluicenych 21
vyplnenych dotaznikov, ¢o predstavovalo 5,88 percentny podiel na vyplnenych dotaznikoch. Nasa kone¢na
vzorka teda pozostavala z 336 respondentov. Vicsina respondentov bola oslovena elektronickou formou, iba
mala ¢ast’ z nich bola oslovena osobne.
Zastipenie muzov vo vzorke bolo 55,06 % a zastGpenie Zien bolo 44,94 %. Podrobnejsie Clenenie
respondentov podl'a sledovanych identifikaénych tdajov je v tabul'ke 2.

Tabulka 2 Profil vzorky

Identifika¢ny udaj Absolutny podiel Relativny podiel
Pohlavie muz 185 55,06 %
Zena 151 44,94 %
16-20 79 23,51 %
Vek 21-25 126 37,50 %
26-30 98 29,17 %
31-35 33 09,82 %
zakladné 11 03,27 %
Vzdelanie stredoskolské bez maturity 55 16,37 %
stredoskolské s maturitou 175 52,08 %
vysokoskolské 95 28,27 %
do 100 € 87 25,89 %
Priemerny 101-300 € 97 28,87 %
L 301-500 46 13,69 %
fesatry prujem 501-700 79 2351 %
nad 700 € 27 08,04 %

Zdroj: vlastny prieskum
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Na takto profilovanej vzorke sme zist'ovali Groveni etnocentrizmu pri ndkupe ovocia a zeleniny u
slovenského spotrebitel’a prostrednictvom modifikovaného modelu CETSCALE. Na hodnotenie jednotlivych
vyrokov modelu bola ponechana povodna sedem stupiiova Likertova $kala, v ktorej hodnota 1 znamena silny
nesuhlas a hodnota 7 znamena silny sthlas.

V tabulke 3 su spracované zakladné opisné charakteristiky stiboru na zaklade vysledkov prieskumu.

Tabul’ka 3 Opisné charakteristiky vzorky

Celkova hodnota 51,9315
Stredna hodnota 3,0548
Minimum 2,2143
Maximum 4,2857
Standardné odchylka 0,7365
Koeficient variacie 0,2411

Zdroj: vlastné spracovanie

Celkova namerand hodnota CETSCALE bola rovna 51,9315. Pri prieskume bola teda zistena
podpriemerna uroven etnocentrizmu mladych slovenskych spotrebitelov pri nakupe ovocia a zeleniny
(vzhPadom na skutocnost,, Ze stredna hodnota intervalu pre tento model je 68). Na tito skuto¢nost’ poukazuje
aj stredna hodnota vsetkych odpovedi 3,0548 (priemerny etnocentrizmus charakterizuje hodnota 3,5).

Celkova hodnota CETSCALE bola vypocitana z hodnoteni, ktoré pridelili respondenti jednotlivym
vyrokom. Hodnotenia jednotlivych vyrokov modifikovaného modelu CETSCALE st spracované v tabulke 4.

Tabulka 4 Priemerné hodnoty hodnoteni jednotlivych vyrokov

Priemerna hodnota Priemerny dolny kvartil Priemerny horny kvartil
Vyrok 1 3,7411 1,6190 6,0476
Vyrok 2 3,8571 1,8810 6,0952
Vyrok 3 3,9762 2,4405 5,8890
Vyrok 4 2,6399 1,2500 3,2381
Vyrok 5 2,5208 1,0714 4,4167
Vyrok 6 3,8720 1,3452 6,2857
Vyrok 7 2,2143 1,0000 4,1310
Vyrok 8 2,7946 1,0357 5,0714
Vyrok 9 2,2530 1,0000 3,8452
Vyrok 10 2,5804 1,0238 4,3214
Vyrok 11 2,8869 1,3571 4,7381
Vyrok 12 2,5863 1,3810 4,0476
Vyrok 13 4,2857 1,7143 6,2143
Vyrok 14 2,3393 1,0000 3,7976
Vyrok 15 2,4702 1,0833 3,7143
Vyrok 16 4,1667 2,0714 6,0595
Vyrok 17 2,7470 1,0595 4,5357

Zdroj: vlastné spracovanie

Maximalnu hodnotu z pomedzi hodnotenych vyrokov dosiahol v poradi trinasty vyrok ,,Aj keby som na
tom mal v kone¢nom désledku prerobit, tak aj tak budem kupovat slovenské ovocie a zeleninu.“, ktory
dosiahol hodnotu 4,2857. Na druhej strane minimalnou hodnotou 2,2143 bol hodnoteny vyrok ¢&islo 7
,Naozajstny Slovak vzdy kupuje slovenské ovocie a zeleninu.*

Pre porovnanie hodnoteni jednotlivych vyrokov sme si vybrali vysledky vyskumu celkového
etnocentrizmu slovenskych spotrebitel'ov, ktory bol vykonany v roku 2012 na vzorke 536 respondentov
z vychodoslovenského regionu na populacii od 18 rokov (Lieskovska, 2013). Celkova hodnota CETSCALE
zistend tymto vyskumom bola priblizne 66, teda vyrazne vysSia ako pri nasom prieskume. Vysledky
porovnavania hodnoteni jednotlivych vyrokov st uvedené v tabulke 5.
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Tabulka 5 Porovnanie priemernych hodnét hodnoteni jednotlivych vyrokov modelu CETSCALE

Lieskovska a kol. (2012) Nas prieskum (2014)
Vyrok 1 3,2 3,7411
Vyrok 2 39 3,8571
Vyrok 3 4,5 3,9762
Vyrok 4 4,2 2,6399
Vyrok 5 3.9 2,5208
Vyrok 6 3,8 3,8720
Vyrok 7 3,1 2,2143
Vyrok 8 31 2,7946
Vyrok 9 4,0 2,2530
Vyrok 10 4,1 2,5804
Vyrok 11 4,3 2,8869
Vyrok 12 3,6 2,5863
Vyrok 13 4,1 4,2857
Vyrok 14 33 2,3393
Vyrok 15 5,0 2,4702
Vyrok 16 2,8 4,1667
Vyrok 17 51 2,7470

Zdroj: vlastné spracovanie

Pri porovnavani celkovych hodnét CETSCALE je nutné si uvedomit’, ze pri vyskume v roku 2012 neboli
$pecifikované komodity, resp. trhy. Ak porovname priemerné hodnoty jednotlivych vyrokov, ktoré im
pridelili respondenti, je mozné v tabulke 5 vidiet, Ze v naSom prieskume boli, napriek nizSej hodnote
celkového CETSCALE ,.etnocentickejSie” hodnotené Styri vyroky:

e vyrok 1 ,Slovaci by mali kupovat’ ovocie a zeleninu, ktoré si vyrobené na Slovensku a nie don

dovezené®;
vyrok 6 ,,Je zlé¢ nakupovat’ zahrani¢né ovocie a zeleninu, pretoze tym beriem Slovakom pracu®;

e vyrok 13 ,Aj keby som na tom mal v kone¢nom désledku prerobit’, tak aj tak budem kupovat

slovenské ovocie a zeleninu®;

e vyrok 16 ,Mali by sme nakupovat len to ovocie a zeleninu zo zahranicia, ktoré nemdzeme na

Slovensku ziskat™.
Tato skutocnost’ by nas mohla viest' k zaveru, ze mladi I'udia si uvedomuju potrebu urcitej preferencie pri
nakupe ovocia a zeleniny z domacej produkcie.

4. Zaver

Cena potravin je najvyznamnej$im faktorom rozhodovania sa slovenského spotrebitela. Vysledky
prieskumu Unie potravinarov Slovenska, ktory sa uskutoénil na medzindrodnom veltrhu Agrokomplex 2010
na vzorke viac ako 1200 respondentov ukazali ze az 52 % opytanych preferuje potraviny v zl'ave, vyhl'adava
akcie a nakupuje potraviny, ktoré st tesne pred vyprSanim doby minimalnej trvanlivosti (Janicek, 2010).
Rovnaka priorita plati pre slovenskych spotrebitelov pri nakupe ovocia a zeleniny, ¢o potvrdil aj nas
kvalitativny prieskum medzi malymi predajcami v priebehu mesiaca jin v roku 2014 v KoSiciach.

Povod potravin je sice jednym z faktorov, ktory ovplyviiuju spravanie sa spotrebitel'ov pri nakupe ovocia
zeleniny, vysledky nasho prieskumu ale ukazuju, Ze na tomto trhu je wroven etnocentrizmu mladych
slovenskych spotrebitelov podpriemernd. Podla nasho nazoru existuju na trhu ovocia a zeleniny urcité
rezervy pri zvySovani podielu slovenskych produktov. Dévodom, okrem nasich zisteni, su napriklad vysledky
vyskumu (Lieskovska a kol., 2012) z roku 2011, na vzorke 1302 respondentov z KoSického a PreSovského
kraja, ktory bol zamerany na bioprodukty. Pri porovnavani piatich druhov potravin pri predaji z dvora
(zelenina, ovocie, mdso, mlieko, mlie¢ne vyrobky), boli najviac preferovanymi komoditami prave zelenina
a ovocie. Priemerna hodnota ich preferencii bola 1,97 na pat bodovej skale (1 — urcite ano, 5 — urcite nie).
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Abstrakt

W opracowaniu zaprezentowano koncepcj¢ wspierania procesu decyzyjnego z wykorzystaniem metod oceny jakosci:
punktacji sformalizowanej i punktacji uproszczonej. Wykorzystanie zaproponowanej koncepcji moze przyczynic sie do
bardziej sprawnego i efektywnego podejmowania decyzji w zarzadzaniu marketingowym. Przedstawiona koncepcjg
przetestowano na wybranych metodach badan marketingowych mozliwych do zastosowania w sektorze MSP.

Stowa kluczowe: metody oceny jakosci, badania marketingowe

Abstract

The paper discusses the concept of supporting decision-making processes using quality assessment methods e.g.,
formalized scoring and simplified scoring. The use of the suggested approaches can result in more efficient and effective
decion-making in marketing management. The concept presented in the paper was tested on selected marketing research
methods, that are applicable to SMEs in marketing.

Keywords: quality assessment methods, marketing research

1. Wprowadzenie

Wspblczesnie rozwijajace sig¢ organizacje napotykaja czesto na rdznego rodzaju problemy, w tym na
problemy zwiazane z zarzadzaniem marketingowym. Rozwiazaniem wielu z nich sa prawidlowo
przeprowadzone, odpowiednie badania marketingowe. Dobdr metody badan marketingowych nie jest jednak
zadaniem latwym. Przyczyn jest kilka; przede wszystkim nasuwaja si¢ trzy glowne powody. Po pierwsze
metod tych jest bardzo duzo, po drugie — z uwagi na ciagly rozwdj technologiczny — przybywa metod
zwiazanych z nowoczesnymi technologiami. Po trzecie kazda z metod ma wiele ograniczen. W artykule
podjeto proby wyboru metody badan marketingowych w sektorze MSP. Firmy reprezentujace ten sektor
czgsto nie moga sobie pozwoli¢ na zastosowanie kosztownych metod badan. Jednocze$nie powinny wybrac
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metodg najbardziej odpowiednia do celu badawczego, co moze stanowi¢ trudno$é. Podejmowane sa proby
rozwigzywania tego typu trudnoSci. Jedna z takich koncepcji moze by¢ wykorzystanie metod
kwalitologicznych stuzacych do oceny jako$ci produktow. Generalna zasada obliczania jakosci produktow
ztozonych zaklada, ze jako$¢ takiego produktu wynika z jakoSci poszczegodlnych zespotow i podzespotow
czastkowych. Takie obliczenia sa czasochlonne, pracochtonne i kosztowne, a uzyskany wynik jest obarczony
i tak pewna niepewnoscia. Na szczegdlng uwage zashuguja wigc uproszezone metody oceny jakos$ci produktu,
w ktorych mozliwe jest przeprowadzenie oceny przez jednego eksperta i to w stosunkowo krotkim czasie z
wykorzystaniem metodyki o niskim stopniu ztozono$ci. Metodyka taka ma jeszcze jedna bardzo wazna ceche,
a mianowicie uwzglednia specyficzne oczekiwania klientow, czyli tych, ktorzy czesto ta oceng prowadza.

Wydaje sig, ze uproszczone metody oceny jakosci, moglyby sta¢ si¢ elementem wspierajacym proces
decyzyjny zwiazany z wyborem metody badan marketingowych a co za tym idzie zwigkszeniem
konkurencyjnosci organizacji.

Istnieje kilkanascie podstawowych metod ilosciowego okreslania poziomu jakosci produktéw. Obliczanie
poziomu jakos$ci, czyli skorzystanie z gotowych procedur obliczeniowych, nie stwarza problemu. Problem
stwarza dobor odpowiedniej metody. W dalszej czgéci zaprezentowano dwie z nich (S¢p, Pertowski, Pacana,
2006): punktacje sformalizowana i punktacje uproszczong. Sa to tzw. metody punktacyjne. Ich podstawowa
zaleta jest to, ze pozwalaja policzy¢ jakos$¢ bardzo szybko i w stosunkowo nieskomplikowany sposob.

2. Wybrane metody oceny jakoS$ci

Punktacja sformalizowana (PS)

Punktacja sformalizowana jest czgsto stosowana metoda obliczania poziomu jako$ci produktu ze wzgledu
na prostote. Jej wada jest brak zalecen ujednolicajacych, ktére utrudniaja interpretacje wyniku obliczen.
Metoda ta moze by¢ realizowana w dwojaki sposéb:

- zwykly — ocena stanow kryteriow jest dokonywana wedlug uznania oceniajacego,
- uwarunkowany — ocena stanow kryteriow nie jest dowolna, lecz zalezy od $cisle okreslonych
warunkow — kryterialny wzorzec jakosci.

Istota metody powoduje, ze najczesciej jest ona stosowana do oceny produktu charakteryzujacego si¢ duza
iloscig standw niemierzalnych. Gradacja ocen w punktacji sformalizowanej moze by¢ rézna: dwu-, trzy-,
pigcio-, dziesigcio- stopniowa. Waznym jest, aby liczba punktéw dla kazdego stopnia byla stata. W przypadku
tej metody zaleca si¢ stosowanie pigciostopniowej skali ocen (tab. 1).

Tab.1.  Skala ocen w punktacji sformalizowanej

Liczba punktéw Ocena Rodzaj stanu
5 najwyzsza bardzo korzystny
4 wysoka korzystny
3 $rednia posredni
2 niska niekorzystny
| najnizsza bardzo niekorzystny

Zrédto, J. Sep, A. Pacana,: Metody i narzedzia zarzadzania jakoscia, Wyd. Oficyna Wydawnicza Politechniki Rzeszowskiej, Rzeszow
2001, s. 57

Przy takim stopniowaniu ocen wzor na obliczanie poziomu jako$ci produktu wyglada nastgpujaco:

H=G+K-C
)
Czton glowny G oblicza sig:
R
G=— 2
27 @

gdzie:
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R=09-a+7-b+4-c+2-d+e—n) ©))
Czton korekeyjny K wylicza si¢ ze wzoru:

_c+5-d+10-e

4
200 -n ®

Stata C = 0.05 dla wymagan normalnych, a C = 0.01 dla wymagan zaostrzonych.

n - liczba rozpatrywanych kryteriow,

a - liczba przyznanych ocen 5 punktowych,

b - liczba przyznanych ocen 4 punktowych,

¢ - liczba przyznanych ocen 3 punktowych,

d - liczba przyznanych ocen 2 punktowych,

e - liczba przyznanych ocen | punktowych.

W przypadku dokumentowania mozna stosowac w tej metodzie nastgpujacy zapis:
H =0,...a+b+c+d+e/n,—n, —n)K (5)

0,... — poziom jako$ci wyrazony utamkiem dziesigtnym,

K — klasa jakosci liczona ze wzoru [4],

ne — nd — nc — numery kryteridow zanizajacych jakos¢ zakwalifikowane odpowiednio do grupy o
ocenie najnizszej, niskiej i §redniej (S¢p, Pacana, 2001).

Metoda punktacji uproszczonej (PU)
Do wykonania obliczen uproszczonych mozna stosowaé nastgpujacy wzor na okreslanie poziomu
jakosci produktu:

H, = i -C (6)
Pmax

gdzie:

P — liczba punktéw uzyskana przez produkt wedtug dowolnej gradacji ocen,
Pmax - liczba punktéw mozliwa do zdobycia przy danej gradacji ocen

C = 0.05 dla odbioréw typowych (normalnych),

C =0.1 dla odbioréw zaostrzonych (np. dla wojska).

3. Wybrane metody badan marketingowych

W literaturze mozna zidentyfikowaé wiele sposobow klasyfikacji badan marketingowych. Jedna
Z najpopularniejszych klasyfikacji do metod zbierania danych ze zrodet pierwotnych zalicza metody sondazowe
posrednie, metody sondazowe bezposrednie, metody pozasondazowe i metody eksperymentu naukowego.
W metodach sondazowych posrednich wykorzystuje si¢ metody ankietowe (pocztowa, internetowa, prasowa),
wywiady posrednie, metody heurystyczne. Do metod sondazowych bezposrednich zalicza si¢: metody ankietowe
(bezposrednia, audytoryjna), wywiady osobiste i ich odmiany, metody heurystyczne, wywiady grupowe, metody
projekeyjne. Wsrod metod pozasondazowych mozna wyrdzni¢ metody obserwacii, metody etnograficzne, metody
rejestracji i spisu oraz metody sensoryczne. Metody eksperymentu naukowego to eksperyment laboratoryjny,
eksperyment terenowy i metody symulacj (Kaczmarczyk, 2011).

Mozliwosci firm z sektora MSP oraz réznorodnoéé i ztozonosé probleméw decyzyjnych spowodowaty, ze do
pokazania koncepcji wybrano kilka wybranych metod: ankiet¢ ogoélnodostgpna, ankiete internetowa, ankietg
bezposrednia (rozdawana), wywiad bezposredni i wywiad telefoniczny (definicje tych metod mozna znalez¢ w np.
Kedzior, 2005, Kaczmarczyk, 2011, Bednarova, 2009).

81



Marketing a obchod Marketing Manazment, Obchod a Socidlne Aspekty Podnikania
4. Koncepcja oceny jakoSci/wyboru metody

Prezentowana koncepcja polega na wyborze przez klienta (beneficjenta) adekwatnej metody badan
marketingowych z wykorzystaniem metody punktacji sformalizowanej (PS) lub punktacji uproszczonej (PU).
Metodyka punktacji sformalizowanej sklada si¢ z nastgpujacych etapow:

1. Wybér kryteriow do oceny metod marketingowych. Ich liczba powinna by¢ w przedziale od 10 do 15, ale nie
jest to krytycznie wymagane.

2. Ocena kryteriow w skali od 1 (najgorzej) do 5 (najlepiej). Oceng ta realizowac bedzie si¢ zgodnie z tab. 1.

3. Obliczenie cztonu gtéwnego ze wzoru (2).

4. Obliczenie cztonu korekcyjnego ze wzoru (4).

5. Obliczenie jakosci dla kazdej metody badan marketingowych ze wzoru (1), po wczesniejszym doborze stalej
C.

6. Wybdr metody badan marketingowych o najwigkszej wartosci jakosci.

Takie postgpowanie pozwoli na subiecktywny wybdr metody z uwzglednieniem wielu kryteriow. Wybér taki
bylby bardzo trudny gdyby nie zastosowanie metodyki oceny jakosci, ktéra pomaga w podejmowaniu decyzji.

W przypadku gdyby klient nie chcial skorzysta¢ z metodyki punktacji sformalizowanej wowczas moze
skorzysta¢ z innej metody oceny jako$ci np. punktacji uproszczonej, ktora jest fatwiejsza do stosowania, ale mniej
precyzyjna. Wowczas procedura postgpowania jest nastgpujaca:

1. Wybdr kryteriow jakosci, ktore beda oceniane.

2. Ocena punktowa wybranych kryteriow w skali od 1 (najgorzej) do 5 (najlepiej).

3. Obliczenie liczby mozliwych do uzyskania punktéw przez poszczegdlne metody —Pmax.
4. Obliczenie poprzez sumowanie, dla kazdej metody, liczby uzyskanych punktow.

5. Obliczenie jako$ci kazdej metody ze wzoru (6) i interpretacja wyniku.

6. Wybdr metody o najwigkszej wartosci jakosci.

W dalszej czescei przedstawiono test koncepcji dla wybranych metod badan marketingowych.

5. Wybér metody marketingowej

Opisane w p. 3. metody badan marketingowych poddano ocenie wedtug metody punktacji sformalizowane;j i
uproszczonej. Wybrane do analizy metody badan marketingowych mozna wykorzystywaé¢ np. w MSP. Jako
kryteria oceny wybrano cechy zaprezentowane w tab. 2. W tabeli przedstawiono rowniez oceng tych kryteriow w

skali zgodnej z tab. 1.

Tabela 2. Kryteria wybrane do oceny jakosci i ich ocena dla poszczegdlnych metod

KRYTERIUM Ankieta Ankieta Ankieta Wywiad Wywiad
ogdlnodostepna internetowa bezposrednia bezposredni telefoniczny
(rozdawana)

1. Latwos¢ przeprowadzenia 4 4 2 2 4
2. Mozliwo$¢ pomiaru duzej 4 4 3 2 4
grupy respondentow

3. Stopien skomplikowania 4 5 2 2 4
4. Czas pomiaru 2 4 3 3 4
5. Kontrola 1 1 5 5 4
reprezentatywnosci proby

6. Doktadnosé¢ 1 1 2 5 3

uzyskiwanych odpowiedzi

Zrbdto: Opracowanie whasne

Oceng jakosci wybranych metod marketingowych dokonano oparciu o metodyke opisana w p. 3.

Wartos$¢ jakosci poszczegolnych kryteriow, podobnie jak i wybor kryteridw ustalono kierujac sig¢ wiedza i
doswiadczeniem Autorow, oraz biorac pod uwagg opinig specjalistow.

W tab. 3. zaprezentowano obliczone wartosci jakosci dla poszczegdlnych metod badan marketingowych.
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Tabela 3. Zestawienie jakosci obliczonych wedtug dwoch metod

Metoda JAKOSC wg metody PS JAKOSC wg metody PU
Ankieta ogdlnodostgpna 0,325 0,483
Ankieta internetowa 0,475 0,583
Ankieta bezposrednia (rozdawana) 0,290 0,517
Wywiad bezposredni 0,395 0,583
Wywiad telefoniczny 0,762 0,717

Zrédto: Opracowanie wiasne
Z przedstawionej tabeli wynika, ze najlepsza pod wzgledem jakosci wedlug metody PS oraz metody PU jest
metoda badan marketingowych — wywiad telefoniczny. Wyniki moglyby by¢ inne, jesli zostalyby wykorzystane
inne kryteria i ich ocena. Metodyka musi jednak by¢ nieskomplikowana aby kazdy menager mogt z niej skorzystac
i w stosunkowo krotkim czasie podjac najkorzystniejsza, obiektywna decyzjg.

5. Podsumowanie

Formutujac wnioski nalezy pamigtaé, ze w artykule zaprezentowano tylko pewna koncepcj¢. Daje ona
jednaj sporo mozliwosci. Eksperci moga wybiera¢ do oceny rézne metody — takie, ktore sa obiektem ich
zainteresowania. Moga rowniez wybiera¢ inne kryteria do oceny jakosci, jak rowniez inaczej je ocenié. Co
wigce] — moga wybra¢ inna metod¢ kwalitologiczna np. grupowa selekcje stanow czy MAP. Za kazdym
razem otrzymaliby jednak matematycznie uzasadnienie pozwalajace podjacé racjonalng decyzj¢. Dlatego tez
celowym wydaje si¢ propagowanie takiej metodyki wspomagania decyzji menedzerskich migdzy innymi przy
wyborze metod badan marketingowych.
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Abstrakt

Vedenie podniku sa usiluje o splnenie poziadaviek a oCakavani zakaznikov. Vie, Ze je to zaklad toho, aby bol podnik
konkurencieschopnym a obstal na trhu. Manazment podniku neustale hodnoti interné, ale aj externé prostredie, aby mohol
kompetentne riadit’ podnik aj v pripade negativnych udalosti ovplyviiujucich jeho ¢innost. Predpokladom uspechu je
dostatok informacii a zamestnavanie kvalifikovanych l'udi. Cielom prispevku je predlozit’ vychodiskd pre ziskanie
konkurencnej vyhody, ktorda ma viest' k udrzaniu konkurencnej pozicie na trhu. Obstat’ v konkurenénom prostredi je
naro¢na uloha, lebo konkurovat’ vel’kym podnikom s dlhou tradiciou je naro¢né. Vysledkom prace autorov je zhodnotenie
konkurencieschopnost’ podniku a navrhnutie opatreni na udrzanie tejto konkurencieschopnosti, pripadne jej zvysenie.

Klicové slova: konkurencia, konkurencieschopnost, Konkurencna vyhoda, konkurencna stratégia, SWOT analyza

Abstract

Company management seeks to meet the requirements and expectations of customers. Management knows that it is the
fundamental that the company is competitive and it competes in the market. Business Management continually evaluates
the internal and external environment in order to competently manage the company, even if negative events affecting
company operation. For success is not enough to have information and employ qualified people. This paper aims to
present a basis for competitive advantage, which should lead to maintain a competitive market position. Succeed in a
competitive environment is a challenging task, because to compete with a large company with a long tradition is difficult.
Result of the work of authors is to evaluate the competitiveness of enterprise and propose measures to maintain the ways
that maintain and increase competitiveness.

Keywords Competition, competitiveness, competitive advantage, competitive strategy, SWOT analysis

1. Foreword

Entrepreneurship is growing as fast as the changing turbulent competitive environment. Undertaking
wishing to survive in the market, not "rest on our laurels." Business Management continually evaluates the
external and internal environment to identify areas in which sketches the opportunity to gain a competitive
advantage. Prerequisite is not enough information and employment of qualified people. Undertaking may
decide for competitive strategy which will achieve competitiveness in the business. At the same time it
formulates what position it takes over its competitors. The aim is to gain a competitive advantage and thus
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create and maintain long-term competitive position in the marketplace. Enterprise you should answer the
guestions: What needs we meet? As we meet these needs? Who do we meet?

2. Contribution’s goal

This paper aims to review and evaluation of the competitiveness of the company, finding ways to maintain
competitiveness or its positioning through well-designed business strategy within the possibilities of the
company.

3. Competitiveness - definition and types

We do not investigate Competitiveness only in business (industry) environment. We meet with it in the
context of integration groupings, individual states and their regions. Term competitiveness originates in the
word competition, which can be expressed as competitive. Basically it means a company's ability to compete
respectively be competitive in the market. According to (Pitra, 2001), competitiveness is a feature that allows
the subject to succeed in competition with competitors and its evaluation will depend on the nature and
conditions of this competition. (Srédl, 2001) states, that competitiveness is efficient use of capital and human
resources. This means that the major part of the difference in economic competitiveness depends on the
competitiveness of the enterprises themselves. The key to success are: organization, innovation, motivation
and leadership and staff. (Porter, 1993) highlights the managerial rather define competitiveness and
understands it as a business entity's ability to take the opportunity to obtain a position in which they can better
defend, respectively, to use its resources for further growth. He argues that the main determinant of a
company's ability to compete with the outside environment. (Pavlik, 2006) sees the term competitive ability of
entrepreneurs to create customer the same or better condition than it offered by other businesses.

One of the views of competitiveness brings (Mikolas, 2005). It argues that competitiveness of enterprises is
determined by four attributes: financial, human and technological potential of the company. Mikolas adds that
competitiveness consists also of the other four dimensions: identity, integrity, mobility, sovereignty.
According (Mikolas, 2005) these dimensions have a significant impact (especially identity of the business) the
competitive potential of the company. According to him, financial indicators are not sufficient to assess
competitiveness, it is necessary to take into account other factors such as the conduct of the company
externally, corporate culture, image and relations with employees.

3.1. Key factors in the competitiveness of enterprise

The most important criteria for the competitiveness of enterprises and their production are quality, cost and
time. With the development and production of new strategies to their relevance and importance gradually
changed. Quality, cost and time are determined by the application of knowledge that is available in the
company, technology, and factors in the external environment, which affect all areas and business processes.
Costs have a direct bearing on the inputs into the production process of transformation, the quality of the turn
binds mainly to outputs, and the time is tied to the objectives of production, which the company seeks to
achieve. The basic prerequisite for the efficiency of production and the entire enterprise is a balance between
all the components which are effectiveness, efficiency and effectiveness. Methods of improving
competitiveness are usually aimed at improving only one of these factors. If the company wants to be
successful with your product, must ensure an adequate level of all factors. The main objective is to achieve
the minimum cost of the highest quality in the shortest time. The current world market situation adds the
factor of time even more important. Customers increasingly demand new and quality products, creating an
opportunity for manufacturers to quickly responded to these requirements and also manufacturers in an effort
to get as many customers and overtake their competitors offer increasingly innovative products.

Other factors that contribute to enhancing the competitiveness include application of the most advanced
scientific and technological knowledge in production and service, increased productivity, skilled man power,
timely implementation of the innovation, using the most modern methods in management and marketing,
effective work organization.
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3.2. Sources of increasing the company's competitiveness

Sources of competitiveness in these subjects can be identified at each level of competitiveness. These are
springs that maintain or increase competitiveness. According (Fifekova, 2006) as a source of national
competitiveness level considered qualitative intensity of the economy. Macroeconomic stability and quality of
the business environment are important indicators through which we can express economic development.
Another source of growth is qualitative change. The qualitative change we can talk when it comes to raising
activities demanding science and research, to increase staff qualifications, the growth in production, exports
and value added. Crucial role in creating a competitive national economy also plays innovative activity. They
are the driving force of the economy, creating opportunities for future competitiveness in terms of new
knowledge and contribute to increased efficiency and ability to deliver economy, particularly through SMEs.
Innovation performance is affected by the technological readiness of the economy.

Enterprise-level competitiveness depends on their capacity for innovation, investment in human capital and
participation in international projects. The common denominator of competitiveness at the macro and micro
level innovation is capacity and ability to implement this capability into business practice.

2.3. Measurement and evaluation of the competitiveness

The concept of competitiveness can be defined in several ways. Depending on how we are going to look at
competitiveness, so we choose the method for its measurement. Suppose that competitiveness will be
understood as the ability of the company through which an undertaking can maintain long-term, respectively
increase their market share, then this business is profitable.

Assume that a competitive business, in addition to being profitable, the solvent and the solvent. Then this
set of indicators by the following indicators:

e Solvency and
e Insolvency.

With focus on the indicators (Foltyn, 2010), divided the companies into four groups. The first group is
made up of enterprises profitable and sufficiently solvent. The second group includes moderately-profit
businesses, but sufficiently solvent. These businesses are, for example, with the support of the state can
become profitable in the short term. In the third group are businesses that have limited the possibility of
profitability, but sufficient solvency. The last group includes prospective, non-profit and insolvent companies.
For the evaluation of competitiveness, we can use methods (e. g. SWOT analysis, SPACE Analysis, BCG
matrix).

4. Methodology

The object of the investigation company is its competence in bringing to the Slovak market a wide range of
furniture and offering it through the sales network of business partners. The company operates in the market
since 1992, when it was established as a limited liability company. In 2007 it was transformed into a joint
stock company. Several employees of the companies act since its inception. Grow professionally, gain
experience and integrate themselves in a lot of information and personal qualities. The company employs 55
workers.

The main activity of the company is the provision of goods for a chain of retail stores throughout Slovakia.
The company has built up its own stores in Humenné, Snina, Medzilaborce, and KoSice. Long-term vision of
the company is to achieve first place in the Slovak furniture market. We analyzed the situation of the
company based on actual knowledge of science and research. In addition to the analysis, we used the
synthesis, comparison, induction and deduction particularly at the stage of drafting the company's strategy.
Key information we received directly from the employee authorized to communicate with us. We got a
variety of valuable information, including, brochures, etc. Intensive communication with the authorized
personnel allowed us to create a holistic picture of the company and its activities.
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5. The work results
5.1. Analysis of Competitiveness

The company is a founder member of the sales network of business partners. This network headquartered
in regions of Humenné consists of 28 stores in PreSov county, 27 stores in KoSice county, 23 stores in Nitra
county, 27 stores in TrenCin county, 19 stores in Trnava county, 27 stores in Banskd Bystrica county, 24
stores in Zilina county and 3 stores in the Bratislava region. The company itself has its stores in Humenné,
Snina, Medzilaborce and KoSice. In the vicinity of Humenné there are 6 another retailers of furniture. Main
competitors are Bytex Furniture, DREVONAX, Lagoon style Taj - Import, Trier and MF Design spol. s r. 0.
None of the subjects could build a footing with the investigated company; even offer a range of additional
services.

Company imports furniture from Poland, Italy, Czech Republic. Company also sale the products of Slovak
producers. In terms of price / quality ratio the most favourable purchase by the consumer. According to the
information received from sellers of furniture in Humenné, investigated the company approached 52% of
consumers. Target groups that are most important form:

e Regular customers who have long been happy with the service and quality furniture, this group includes
the same wholesale and retail customers;
o New customers, who first used the services of the company, respectively. Customers who are interested
in information regarding prices, quality furniture, furniture sets, discounts,
Restaurants and bars, requiring comprehensive interior equipment;
Population (inhabitants of houses and flats residents) who provide reconstruction of their apartments and
interiors, requiring furniture for kitchens, bathrooms, toilets, halls and other rooms;
e Brokers and offices, requiring office furniture.
The company is the creation and implementation of responsible strategies:
Top management of the company,
Human Resources Manager,
Financial manager,
Sales manager.
The main strength of the company is affordable products. The company strives to maintain prices at an
acceptable level. Company presents itself like generational family company. The market has a firm foothold
size of retail space permits offer a wide range (e. g. Living room furniture, dining sets, children's rooms,
kitchens, office furniture). Customers can take the desired product immediately home, because the company
has a sufficiently large stock of products. Positive is a convenient retail location. The weaknesses include the
lack of export experience. The company is basically oriented to the domestic market in its stone stores. Trucks
are obsolete, requiring more frequent repairs, resulting in additional costs.

Threats to company are mainly competitors rising transport costs on imports products from abroad.
Monitoring competition is despite a privileged position in the regional market necessity. Also improving
portfolio is a permanent task. Furniture goods must be high quality and affordable. Fulfilments of both
requirements can only be a compromise. All the SWOT analysis data we provide in Table 1.
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Table 1. SWOT table of searched stock company

S — strengths Points W — Weaknesses Points

Affordable products 8 Absence of export experience 7

Training of employees 7 Obsolete vehicles 6

Family company 8 The high cost of training 6

Stable market position 6 Brokerage 8

Additional Services 7 Job application 8

Significantly extensive range 8

Member of the sales network 6

Express orders 9

Convenient location 7

High Quality management 7

Total (together) 73 Total (together) 35
O — Opportunities Points T - Threats Points

Open foreign markets 6 Competition in the market 9

Growth in demand for news 9 High transport costs 5

New consumer group 8 Changing legislation 6

Participation in furnishing exhibitions 7 Higher demands of customers 8

Contacts abroad 7 Higher demands of customers 7

Total (together) 37 Total (together) 35

Source: own processing

The SWOT table shows, the strengths outweigh the weaknesses of the company. The company must face
the threats that come mainly from outside. Is most appropriate in a given situation the offensive strategy, as
illustrated in Figure 1 is a positive finding, which gives hope for the achievement of its objectives and
strengthen the position of the furniture market.

4&

A 37
Offensive Strategy Alliance Strategy

73 38 4 35

Defensive Strategy Exit Strategy

\ 4

35
v

Figure 1 The initial strategy of the company
Source: own processing

Both the Trier, Taj - Import and MF Design have weaker positions. Most profitable products are kitchen
cabinets, wardrobes, beds and sofas. Company focuses on them and pays adequate attention. Competitive
position of the company was determined by tables of selected point evaluation criteria (see Table 2).
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Table 2 Evaluation of the competitive position of the company

- . Examined Nabytok Laguna . Taj— .
Criterion Weight Company Bytex Drevo-nax Sty Trier Import MF Design
Market share 0,2 5 3 4 4 2 1 1
Costs 0,2 4 3 5 3 2 2 2
Distribution 01 5 3 4 2 1 2 1
Promotion 0,1 5 3 5 3 1 1 1
Quality of 0,05 4 3 4 3 2 2 2
management
Prices 0,1 5 3 5 4 2 2 2
Services 0,05 5 4 4 3 2 2 2
Furniture Quality 0,2 4 3 4 3 3 3 3
Sum criteria 1 4,55 3,05 44 3,2 2 1,9 18
Rank - 1 4 2 3 5 6 7

Source: own processing

The analysis of the state was the assessment of internal factors (ability of adapting to clients, innovation
activity, quality, customer care, financing options, personal expenses and other costs, brand) and external
factors that affect competitiveness (the bargaining power of suppliers, bargaining power of buyers,
competitive struggle, interested in getting a job in the company, support from the state and local governments,
corruption).

Innovation activity of the company is at a very low level, as there are the manufacturers of custom
furniture. The company can choose furniture from its most preferred supplier. On the other hand, the company
can adapt to the requirements of customers a wide range of operative furniture and constantly expanding
range depending on customer needs and requirements. Company sells also furniture, which was damaged
either during transport or installation inside the shop. These pieces of furniture that do not meet the highest
standards of quality are sold at a lower price. In stores such goods are increasingly popular, consumers save
their money. The amount of personnel costs is higher compared to the competition, as it is in Company more
employees (e. g. clerks, warehouse staff, drivers, installers, as well as administrative staff). Other costs
(energy, fuel, administrative fees) are comparable to competitors. Customer care is better than the
competition, which is the greater range of services and range of products.

The company maintains its position in the furniture market, despite the tough competition. Bargaining
power of suppliers and customers is considered today to be high. Each of market participants are trying to
maximize their profit. Suppliers seeking to sell goods to the highest bidder and customers, in turn purchase
the required goods at the lowest cost. The final price is the result of market conditions (supply and demand),
as well as mutual concessions, agreements and compromises. Bargaining power of suppliers can be a threat to
company, as the company is in the current period depends on three main suppliers, who can raise the prices of
their products and the company could lose its competitive edge. When decrease concentration of customers
declining bargaining power of customers. A large number of potential customers replace a few more solvent
customers, thereby decreasing their bargaining power.

Employee Perspectives contributes to the balance of the company in all dimensions. The Company
maintains a database of job seekers, if necessary, the worker was able to respond quickly. Since the
establishment of the company management has so far been facing corruption or an attempt on her. Although
there is a possibility of business support from the state and local governments, so far the company has not
requested any subsidy.

5.2. Proposal of appropriate strategies

Strategy can be formulated using objective methods, but also on the basis of intuitive thinking manager. Of
the existing methods and models to determine the appropriate strategy for the company we chose IE nut. IE
matrix is an array assessment of external and internal factors. The making of this matrix is devoted from the
results of the SWOT analysis. IE matrix consists of EFE matrix, which is an assessment of the external
environment with the values given in Table 3 IFE matrix, represent the values in Table 4 are evaluated
internal environment.
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The matrix is composed IE 9 areas - fields. We have it visualized in Figure 3 for groups of fields - fields is
one strategy recommended:

e Areal, Il, IV - Growth and development (aggressive strategy - market penetration, market development,
product development ...).

e Region Ill, V, VII - Maintaining and strengthening (market penetration, new product development).
Area VI, VIII, IX - use or sale (joint venture, sale of the company / section).

The overall weighted average IFE matrix is 2.61, which represents a middle position. The resulting
strategy, which emerged from the matrix of IE is in field V, thus maintaining and strengthening.

Result matrix IFE

4 3 2 1
w I I 1
w
% 3
g v v VI
E 2
&
Vil VI IX
1

Figure 3 Matrix IE strategy of the company under
Source: own processing

Investigated company can choose a strategy or market penetration of new product development. Under the
current society is not possible to develop the market. The main reason is the nature of business of the
company. The transition from the regional market to distant markets is technically complicated. Own product
development is not possible, because the company does not manufacture its own furniture, but only mediates
its sale. Only feasible strategy under current conditions is market penetration strategy, which means that the
company should increase its sales volume on the existing furniture market. This strategy can help companies
increase their chances of achieving improvements in its overall market position.

Table 3 Matrix EFE assessment of the external environment

. - Weighted
Factor Weight Rating average
Opportunities - - -
Open foreign markets 0,2 2 0,4
Growth in demand for news 0,1 3 0,3
New consumer group 0,15 2 0,3
Participation in furnishing exhibitions 0,05 2 0,1
Contacts abroad 0,03 2 0,06
Threats - - -
Competition in the market 0,1 3 0,3
High transport costs 0,07 2 0,14
Changing legislation 0,05 3 0,15
Higher demands of customers 0,15 3 0,45
Reduction of interest in products 0,1 2 0,2
Total (together) 1 - 24

Source: own processing

Result EFE matrix is 2.4, which represents the mean sensitivity to changes in the external environments.
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Table 4 Matrix IFE - assessment of internal environment

Factor Weight Rating Weighted
average
Strongs - - -
Affordable products 0,2 4 0,8
Training of employees 0,05 3 0,15
Generational company 0,04 3 0,12
Stable market position 0,07 3 0,21
Additional Services 0,09 2 0,18
A very broad range o 0,1 3 0,3
Member of the sales network 0,04 2 0,08
Express orders 0,07 3 0,21
Convenient location 0,06 3 0,18
High Quality management 0,06 2 0,12
Weaknesses - - -

Absence of export experience 0,03 1 0,03
Obsolete vehicles 0,05 1 0,05
The high cost of training 0,03 1 0,03
Brokerage 0,07 1 0,07
Job application 0,04 2 0,08

Total 1 - 2,61

Then, we propose a strategy proposes concrete steps feasible in the short term to long term strategy for
market penetration.

Conclusion

Requisite for Advancement Company is increasing its competitiveness and thereby lengthening of
sustainable development. Management of each company must be able to respond to changes that occur in the
economic and financial market. Time, quality, cost, employees, all of these factors affect the competitiveness
of the company and its efficient management is a prerequisite for its improvement. Currently at a competitive
disadvantage can succeed only enterprise that offers its customers exceptional value added. Focus on the
customer, to satisfy the wishes and requirements best and quickest way are prerequisites for the commercial
success of any enterprise. Competitive business steadily increased its sales. Businesses have a number of tools
available, starting price, advertising, enlargement of markets, customers and other extensions, The customer
must worry constantly offer him more than his expectations, build to meet him, try to maintain and increase
customer satisfaction. Of course, every business needs to be on your toes. Competition is intense and can use
different tools to gain customers. We recommend improving the visibility, because only informed customer
can make quality decisions. We were looking for various options to increase sales, and one of them is the
creation of an online store. We also focused on saving distribution costs, in the future, the company must
focus on building a system of customer relationship management, because these relationships are essential to
the success of the company. Finding ways to contribute to the improvement of the current situation in
business is the primary task. Not to stay passive and respond to changes and suggestions those come from the
internal and external environments. Success means the right product, at the right place at the right time and
the right customers. It is necessary to adapt activities: present and future.
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Abstrakt

Wspotczesnie dla przedsigbiorstw kwestie zwigzane z ksztaltowaniem tego w jaki sposob sa postrzegane staja sig priorytetem
ich poprawnego funkcjonowania oraz kluczem do sukcesu. Zadna firma nie jest w stanie rozwina¢ skrzydet jesli nie dba o
pozytywna opini¢ spoleczenstwa oraz jej ciagle budowanie. Sukces mozna odnie$¢ tylko w przypadku, gdy organizacja
posiada dobry wizerunek, ktory jest efektem wysokiej jakosci $wiadczonych ustug lub produktéw, odpowiednich relacji z
otoczeniem oraz spetnianiem wszystkich okre$lonych norm (Budzynski 2002). W tym celu przedsigbiorstwa coraz wigksza
wagge przyktadaja do whasciwego (skutecznego i efektywnego) wykorzystywania instrumentow promotion-mix. Najszybciej
rozwijajacym si¢ w ostatnich dwudziestu latach narzgdziem promotin — mix na $wiecie jest sponsoring sportowy. W artykule
zaprezentowano jego istot¢ a takze rolg w rozwoju sportu. Wyodrgbniono réwniez najczgsciej wykorzystywane rodzaje
sponsoringu sportowego oraz wskazano na jego rolg w ksztaltowaniu wizerunku przedsigbiorstw.

Klicové slova: sport, sponsoring, wizerunek

Abstract (type your abstract in english language, max 150 words)

Today, enterprise issues related to the evolution of how they are perceived become a priority for its proper operation and the
key to success. No business is able to develop itself unless you are interested in gaining a positive opinion of society and its
continuous development. An organization can succeed provided that it has a good image which is a result of high quality of
their services or products, appropriate relations with their environment and fulfilment of all defined standards (Budzynski,
2002). In order to achieve it businesses are becoming more and more focused on proper (i.e. effective and efficient) use of the
promotion-mix instruments. Within the last twenty years sports sponsoring has been the fastest growing instrument of
promotion mix.

The article presents the nature and role of sports development as well as it shows the most frequently used kinds of sports
sponsoring. It also points out its role in shaping the business image.

Keywords: sport, sponsoring, image
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1. Wstep

Wizerunek oraz jego ksztaltowanie to temat bardzo popularny w obecnych czasach i bgdacy przedmiotem
wielu dyskusji na temat tego jak wazna rolg¢ odgrywa on w funkcjonowaniu panstw, przedsigbiorstw, kazdego
cztowieka oraz przedmiotow. Postrzeganie przez otoczenie od zawsze bylo determinanta sukcesu. ,,Badania
wykazuja, ze mniej niz 40% wyceny najwigkszych firm stanowi ich materialna warto$¢, za§ pozostala czgs¢
stanowia elementy niematerialne (...)” (Wojcik 2005).

Kazda firma, osoba publiczna, miejsca i ludzie probuja wptywaé na to w jaki sposob postrzega ich otoczenie,
po to, by podnie$¢ swoja warto$¢ oraz osiagnaé swoj wyznaczony cel. ,,Proces kreowania wizerunku jest $cisle
zwigzany z subiektywnymi uwarunkowaniami zachowan rynkowych. Konsument zbiera (postrzega) pochodzace
z r6znych zrodet informacje o przedsigbiorstwie, uczy si¢ i zapamigtuje nabyte doswiadczenia, rownolegle ulega
tez bodzcom afektywnym — emocjom i motywacjom. Prowadzi to do wytworzenia si¢ w stosunku do organizacji
okreslonych postaw, ktorych utrwalenie sktada si¢ na jej wizerunek” (Zaratek 2005). Jest on tak wazny dlatego,
ze determinuje on funkcjonowanie w otoczeniu. Ten stworzony przez odbiorcg obraz moze by¢ prawdziwy badz
falszywy oraz moze byé stworzony w oparciu o wilasne przemyslenia lub opinie ustyszane od innych.
»Wizerunek powstaje w otoczeniu, jest obcym obrazem- jest zbiorem wyobrazen, zardwno racjonalnych, jaki
emocjonalnych powstatych zaréwno jako efekt dziatan programowych, jak tez nie§wiadomych zachowan”
(Pluta, 2011).

Pozytywny wizerunek (Sznajder, 1997):

e jest no$nikiem charakteru produktu i stanowi wazny czynnik wptywajacy na podejmowanie waznych
decyzji wyboru przez nabywcow,

e dostarcza nabywcom dodatkowych waloréow, np. atutow zwiazanych z prestizem,

e pozwala na dokonywanie roéznicowania marek, produktéw i samych przedsigbiorstw, sprzyja ich
indywidualizowaniu i kreowaniu tozsamosci firm,

e sprzyja tworzeniu zaufania do firmy, co dla nabywcoéw jej produktéw oznacza zmniejszanie ryzyka
przy podejmowaniu decyzji zakupu.

Kazdej organizacji posiadanie pozytywnego wizerunku przynosi duzo mozliwosci i niesie ze sobag szereg
korzysci. Sprawia, ze mozna sobie pozwoli¢ na wprowadzenie odwazniejszych polityk cenowych. Mocna
pozycja sprzyja budowaniu zaufania oraz lojalnosci wsérod klientoéw. Firma nie musi juz przejmowacé si¢
nadchodzacymi sytuacjami problemowymi, poniewaz posiada stabilna pozycje na rynku, ktéra oddziatuje
réwniez na motywacj¢ pracownikow do pracy oraz podnoszenie ich kwalifikacji.

Wsrod czynnikéw wptywajacych na ksztattowanie wizerunku mozna wyrézni¢ m.in. tj:

—kampanie reklamowe,

—specjalne wydarzenia,

—spotkania, sponsoring,

—imprezy charytatywne itp.
Nalezy jednak zaznaczy¢, iz sa one trudne do ocenienia, poniewaz sa niewymierne. Latwo jest porownaé ceny,
oferty czy produkty, ciezej natomiast oceni¢ poziom profesjonalizmu, styl, reputacje. Ponadto na tego rodzaju
dziatania czegsto sa postrzegane jako mozliwe do wykorzytania tylko przez przedsigbiorstwa posiadajace
odpowiednie $rodki finansowe. Zdarza sie, ze podjete dziatania nie przynosza oczekiwanych efektow, dlatego
firmy mate i §rednie wybieraja bardziej sprawdzone sposoby na kreowanie wizerunku.

Do najczgsciej wykorzystywanych przez organizacje sportowe metod lub technik budowania wizerunku
naleza:

—  kontakty z mediami,

— wydarzenia specjalne,

— relacje z klientami,

— elementy spotecznej odpowiedizlanosci w biznesie,
— internet,

—  sponsoring.
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2. Istota sponsoringu

Sponsoring jako narzgdzie ksztaltowania wizerunku organizacji to wykorzystanie powiazania marki albo
produktu z danym wydarzeniem (sportowym, kulturalnym itp.), inicjatywa spoteczna badz organizacja. Polega
on na wspieraniu przez organizacj¢ réoznego rodzaju przedsigwzig¢ w celu stworzenia budzacego zaufanie
wizerunku wlasnego oraz pozyskanie sympatii opinii publicznej (Zbikowska; Potocki 2011). Sponsoring w
ostatnich latach stat si¢ najpopularniejsza forma promoc;ji przedsigbiorstw czego dowodem sa wydatki na ten cel,
ktore w 2013 roku na $wiecie wyniosty 53,1 miliarda dolaréw i jak pokazuja dane zaprezentowane na ponizszym
rysunku wzrastaja z roku na rok. Przewiduje sig, ze w 2014 roku ich suma przekroczy 55 miliardéw dolarow.
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) Rys. 1. Wydatki na sponsoring na $wiecie [w mln $]
Zrédto: International Events Group, http://www.sponsorship.com

Wigkszo$¢ umow sponsoringowych na swiecie dotyczy sportu (84%), podobnie wygladaja statystyki jesli bra¢
pod uwagge warto$¢ umow sponsoringowych (rys.2).

M sport

M kultura i sztuka
W sponsoringrelacji
W naming rights

M inne

Rysunek 2. Sponsoring wedfug liczby umow na $wiecie
Zrédto: “Sponsoring sportowy w Polsce” SportWin 2011

Glownymi przyczynami wzrostu zainteresowania przedsigbiorstw sponsorowaniem wydarzen, inicjatyw,
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organizacji o charakterze sportowym czy tez samych sportowcow sa (Sporek, 2007):

—  wzrost zainteresowania sportem wsrod roéznych grup spotecznych,

— rosnaca rola srodkéw masowego przekazu,

—  wzrost cen reklam telewizyjnych, radiowych i prasowych przy jednoczesnym spadku ich efektywnosci,

— dobre relacje z klientami, personelem,

—  wazrost znaczenia marki,

— wzrost zainteresowania wydarzeniami sportowymi przez media.
Sport wyzwala emocje niezaleznie od aktywnego czy biernego w nim uczestnictwa (Datko 2003). Imprezy
sportowe potrafia przyciagnaé¢ rekordowe liczby kibicow zaréwno do miejsc gdzie si¢ odbywaja jak i przed
telewizory. Sport stat si¢ jednym z waznych obszaréw zycia spotecznego. Emocje towarzyszace widzom,
kibicom podczas §ledzenia zmagan sportowcoéw powoduja szybsze tworzenie skojarzen i lepsze zapamigtywanie
nazw produktow, firm, marek. Przedsigbiorstwa potrafia wykorzysta¢ to zjawisko (Raport Sport+Biznes+
Efektywnosé, online).

Zainteresowanie sponsoringiem sportowym w Polsce tak jak i na $wiecie z roku na rok jest coraz wigksze.

Wprawdzie kwoty wydawane na sponsoring w Polsce nie s3 tak duze jak w Stanach Zjednoczonych czy chocby
w Niemczech ale widac, Ze jest to rynek rozwijajacy si¢, z duzym potencjatem (rys. 3).
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) Rys. 3. Wydatki na sponsoring sportowy w Polsce [w min PLN]
Zrédto: http://www.pentagon-research.com; http://www.forbes.pl/marketing-pokochal-sport-rynek-sponsoringu-sportowego-w-polsce-
rosnie,artykuly,167206,1,1.html

3. Metody badawcze

Wyniki badan prezentowane w niniejszym opracowaniu zostaty zebrane w toku analiz rynkowych i raportow
branzowych, ktore ukazywatly rolg¢ sponsoringu ~w rozwoju sportu oraz ksztattowaniu wizerunku
przedsigbiorstw. W szczegolnosci jednak opierano si¢ na wynikach badan dotyczacych sponsoringu w Polsce i
na $wiecie przeprowadzonych przez firmy Pentagon Research, Deloite, THINKTANK. Ponadto waznymi
zrodtami danych byly réwniez opinie kluczowych interesariuszy osiagajacych wymierne korzysci z realizacji lub
wspottworzenia widowisk sportowych z ktorymi autorzy przeprowadzali poglebione wywiady.

4. Wyniki badan

Jak pokazuja wyniki badan Pentagon Research dotyczace sponsoringu sportowego w Polsce zdecydowana
wigkszos¢ firm (ponad 70%) decydujac si¢ na formg promocji swojej marki czy produktow wybiera
sponsorowanie wydarzen sportowych (rys. 4). Wiaze si¢ to z pewnos$cia z niewielkim ryzykiem uczestnictwa w
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jednorazowej, lub nawet cyklicznej duzej imprezie sportowej. Stanowi to rowniez szans¢ na pokazanie si¢ wsrod
innych powaznych sponsorow co moze w pozytywny sposob budowaé marke firmy. Tego typu wydarzenia
praktycznie w 100% koncza si¢ sukcesem organizacyjnym i medialnym. Jednorazowy udziat w wydarzeniu
pozwala zintensyfikowa¢ dziatania promocyjne. Nie jest rOwniez opatrzone ryzykiem zwiazanym z wynikami
sportowymi osigganymi przez sponsorowany zespol oraz ewentualnymi, mozliwymi wydarzeniami na trybunach
podczas cotygodniowych rozgrywek ligowych.

specjalne formy reklamowe _ 356%

sponsoring zwigzku klubu

sponsoring wydarzen

0% 10% 20% 30% 40% 50% 60% 70% B80%

Rysunek 4. Rodzaje sponsoringu w Polsce
Zrédto: http://www.pentagon-research.com
Jezeli przedsigbiorstwo traktuje sponsoring, jako istotny element swojej dziatalnosci promocyjnej, powinno
jasno sprecyzowac cele jakie chce osiagnac.
Do glownych celow sponsoringu naleza (Berbeka, 2004):
—  podniesienie poziomu $wiadomosci o firmie i jej produktach wsrdd potencjalnych konsumentow,
—  stworzenie wizerunku firmy,
—  poprawienie istniejacego wizerunku firmy,
—  pozytywne skojarzenie firmy z samym podjgciem dziatalnosci sponsorskiej,
—  dotarcie do wyselekcjonowanej grupy konsumentow,
—  wejscie w spotecznos¢ lokalna i skojarzenie jej ze specyficznymi potrzebami,
—  podniesienie motywacji oraz pozytywnej identyfikacji z firma wsréd pracownikow.

W kreowaniu wizerunku firmy lub marki poprzez sponsoring waznym elementem jest wykorzystywanie
pozytywnego wizerunku sponsorowanego i przenoszenie go na sponsora. Prowadzenie takiej polityki
sponsoringowej jeszcze raz udowadnia, ze jednym z najistotniejszych czynnikow jest wizerunek
sponsorowanego podmiotu. Pozytywna otoczka wokot klubu, emocjonujace widowiska sportowe oraz przyjazna
atmosfera na trybunach utrwalaja wsréd widzow bardzo dobry odbidr przedsigbiorstwa wspierajacego
emocjonujace wydarzenia oraz ulatwiaja im podjgcie decyzji o zakupie produktow i ustug przedsigbiorstw
wspierajacych dziatalno§¢ klubu. Potrzeby firm zwiazane z zaangazowaniem w dziatania sponsoringowe
przedstawia ponizszy rysunek.
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Rysunek 5. Cele, jakie ,chcat osiagna¢ polskie firmy poprzez dziatania sponsoringowe
Zrédlo: http://lwww.pentagon-research.com

Jak wida¢ glownym celem dziatan sponsoringowych przedsigbiorstw jest budowa wizerunku marki (92%)
oraz wzrost $wiadomosci i znajomosci marki (81%). Dopiero w dalszej kolejnosci z ponad 40% wynikiem
znalazly si¢ przywiazanie klientow do marki, pozyskiwanie nowych klientow i wzrost sprzedazy.

W Polsce sponsorowanie sportu jest postrzegane pozytywnie, jako co$ naturalnego. Ludzie uwazaja, ze dzigki
sponsoringowi kondycja polskiego sportu jest lepsza. Co za tym idzie przedsigbiorstwa i biznes, ktore w
sponsoring sie angazuja sa pozytywnie odbierane przez kibicOw, a wiec potencjalnych klientow. Osoby
uczestniczace w emocjonujacych wydarzeniach sportowych lepiej zapamigtuja marki przez co maja do nich
pozytywny  stosunck.  Emocje  towarzyszace  rywalizacji  sportowej  ulatwiaja  prezentacje
i pozycjonowanie firmy, produktu lub marki, sprzyjaja wywieraniu wptywu. Kibice klubéw oczekuja dzisiaj
wspierania swoich zespoloéw przez biznes. Budzet panstwa nie jest w stanie udzwignaé kosztow zwiazanych z
dziatalnoécia sportowa, a oczekiwania sukcesow sportowych i ekonomicznych przez przedsigbiorczych
menadzerow 1 kibicow rosna proporcjonalnie do oczekiwan materialnych zawodnikéw. Dlatego
przedsigbiorstwa wspierajace kluby sportowe bardzo czgsto traktowane sa przez kibicow jako dobrodzieje,
ktorzy wydzwigneli klub z cigzkiej sytuacji ekonomicznej. Wplywa to bardzo pozytywnie na utozsamianie si¢
kibicow ze sponsorem, noszeniem jego barw, zakupem jego produktow, transfer wizerunku ze sponsorowanego
na sponsora przebiega bardzo ptynnie. Odwrotnie sytuacja wyglada w przypadku sponsordw, ktdrzy angazujac
si¢ w forme sponsoringu imiennego wypieraja, poczatkowo z nazwy, pdzniej z trybun historyczna nazwe klubu
(Delecta-Chemik, ZAK-Mostostal, Bogdanka-Gornik, Dospel-GKS). W takich przypadkach wizerunek sponsora
znacznie traci na wartosci, poniewaz bardzo czgsto zarzad klubu ma problemy z przekonaniem kibicow do
nowej nazwy. A wydawac by si¢ moglo, ze kazdy kto przychodzi do klubu z pienigdzmi moze decydowac o
zmianach w jego wizerunku.

5. Dyskusja

Przedsigbiorstwo — sponsor nie musi inwestowa¢ w akcje reklamowe majace na celu stworzenie okreslonego
wizerunku, a z drugiej strony klient jest bardziej sktonny zaakceptowa¢ i uwierzy¢ w przeniesione za pomoca
sponsoringu wartosci niz te wykreowane przez reklame.

W procesie kreacji wizerunku wykorzystuje sig¢ zjawisko jego transferu. W takim przypadku wizerunek, bez
trwajacych dtugo, ryzykownych i przede wszystkim kosztownych reklam w mediach, jest przenoszony z jednego
podmiotu na drugi. Odbywa sie to przy wykorzystaniu efektu synergicznego. Istota sponsoringu polega na tym,
ze dzieki skojarzeniu ze sponsorowanym, przedsigbiorstwo moze kreowaé wiasny wizerunek transferujac go z
wspieranego podmiotu. W sponsoringu zaréwno sponsor jak i sponsorowany zostaja wlaczeni w relacje
zwiazang z transferowaniem pozadanych warto$ci z jednego na drugiego. Odbiorcy postrzegajac firme, logo,
nazwe przez pryzmat sponsorowanego ucza si¢ kojarzy¢ wspoélnie obydwa te podmioty. Zadaniem sponsora jest
zapewnienie taczenia jego obecno$ci ze sponsorowanym przedsigwzigciem oraz, gdzie jest to konieczne,
przenoszenia warto$ci na marke (Meenaghan, Shipley, 1999). Sponsor z wysokimi walorami marki jest bardziej
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rozpoznawalny niz ten z niska jej wartoscia, a co za tym idzie bardziej pozadany i odpowiedni. Trzeba rowniez
pamigtac, Ze na sponsora moze automatycznie zosta¢ przetransferowany negatywny wizerunek, szczegdlnie w
sponsoringu ciagtym, ktory moze by¢ wynikiem negatywnych dzialan sponsorowanego. Przyktadem moze by¢
tutaj do$wiadczenie firm tj. m.in. Accenture sponsorujacej golfist¢ Tigera Woodsa czy tez Nike, ktora objgta
takimi dziataniami niepetnosprawnego biegacza Oscara Pistoriusa (Sport+Biznes+Efektywnos¢, 2013).

Jednym z warunkéw skutecznego transferu wizerunku sponsorowanego na sponsora jest silna identyfikacja
kibicow z klubem i ich utozsamianie si¢ z nim. Gwarantuje to sponsorowi proste i szybkie przenoszenie
wizerunku z organizacji sportowej na swoje potrzeby. Wzajemne dziatania sa rowniez korzystne gdy zaréwno
sponsor jak i sponsorowany dziataja w sposob bardzo zblizony i na podobnych rynkach réwniez pod wzgledem
geograficznym. Firma, ktora prowadzi swoje interesy zagranicaq rozpocznie wspélprace ze sponsorowanym,
ktéry zapewni jej promocje np. w europejskich pucharach. Duzo latwiej buduje si¢ pozytywny wizerunek firmy
w sponsoringu wytacznym lub imiennym. Logo i nazwa sponsora, jego marka, a w ostatnich latach rowniez
produkty sa mocno eksponowane samodzielnie przy zespole lub wydarzeniu sportowym. Nie ma konfliktu z
duza iloscia logotypow, nazw sponsorow, latwiej kojarzy si¢ jednego sponsora, niz cala harmonig firm. Z
pewnoscia ko-sponsoring jest bardziej problemem mniejszych firm, ktorych marka nie moze si¢ przebi¢ (Shu,
online). Te wieksze, mocno osadzone na rynku nawet w szerszym gronie sponsorow z pewnoscia si¢ odnajda. W
obecnej sytuacji na rynku sponsoringu sportowego sytuacja, w ktorej kluby lub wydarzenia sportowe maja po
kilkudziesigciu sponsordéw jest praktycznie nie do uniknigcia (m.in. Igrzyska Olimpijskie).

Budujac swoj wizerunek sponsor powinien z pewnoscia jasno sprecyzowaé charakter dyscypliny sportowe;,
w ktora chce si¢ zaangazowaé lub wydarzenia sportowego, ktére chce firmowaé swoja marka. Konkretne
dyscypliny kojarza si¢ z okreslonymi charakterami ich uczestnikow i odbiorcow (Datko, 2003):

—  Golf, zeglarstwo — ekskluzywne

—  Hokej, koszykowka — dynamizm

— Wspinaczka sportowa — sprawnos¢
—  Pitka reczna — twarda walka

Odpowiednie dobranie dyscypliny sportu pozwoli praktycznie natychmiast przetransferowaé wizerunek na
sponsora. Zdecydowana wigkszo$¢ firm chciataby sponsorowaé takie kluby i przedsigwzigcia sportowe, ktore sa
atrakcyjne, silne sportowo i gwarantuja sukcesy. Sponsorowanie druzyn sportowych niesie za soba zaréwno
znaczne korzysci jak i pewne ryzyko. Jak pokazuja zaprezentowane w niniejszym opracowaniu wyniki badan
zdecydowana wigkszos$¢ firm poprzez sponsoring chce budowaé wizerunek marki, zwigkszaé jej §wiadomos¢ i
znajomos¢. W przypadku druzyn bardzo pozytywnym aspektem sa emocje towarzyszace rozgrywkom ligowym
na wysokim poziomie. Rzesze kibicow na trybunach dopingujacych w barwach klubu i/lub sponsora swdj zespot
pozytywnie wplywaja na wizerunek firm zaangazowanych bezposrednio we wspolprace z druzyna. Szczegdlnie
dobrze odbierane jest zachowanie kibicow podczas spotkan siatkowki, koszykowki, pitki recznej. Ryzykiem w
sytuacji sponsorowania klubéw lub zwiazkow sportowych jest mozliwo$¢ degradacji, braku zainteresowania
kibicow druzyna osiagajaca niezadowalajace wyniki a tym samym spadek rozpoznawalno$ci marki sponsora lub
negatywne jej postrzeganie.

6. Podsumowanie

Podsumowujac w rozwoju sponsoringu i jego skutecznosci istotne jest zainteresowanie nim trzech partnero6w:

—  przedsigbiorstwa stosujacego t¢ forme promocji — sponsor

—  organizacji dziatajacej w celu pozyskania takiego partnera — sponsorowany

—  mediéw przekazujacych relacje ze sponsorowanych imprez

Wzajemnie oddziatlywanie elementow trojkata sponsoringowego jest bardzo duze. Bez udzialu mediow
zainteresowanie biznesu sponsoringiem jakichkolwiek wydarzen sportowych byloby niewielkie. Sponsor ma
dazy¢ do osiagnigcia efektow promocyjnych w stosunku do docelowej grupy klientdow i czyni to dzigki
wspolpracy z organizacja sportowa, ktéora ma swoj krag oddziatywania. Ze wzgledu na dynamiczny rozwoj
sponsoringu przedsigbiorstwa coraz czgSciej wptywaja na sposob funkcjonowania klubow sportowych, nazw
zespotow, struktur i formy prawnej klubu. Ponadto sponsorujacy wydarzenia sportowe maja wptyw na terminy
ich przeprowadzenia, godziny transmisji telewizyjnych. W zwiazku z powyzszym niektore federacje
doprowadzily nawet do zmian przepiséw gry, regulaminéw, tak by dostosowaé je do zmieniajacych sig realiow
rynkowych.
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Sport kojarzony jest z wieloma pozytywnymi warto§ciami tj. zdrowie, honor, przestrzeganie zasad
kulturowych i fair play z ktérymi chca sie rowniez utozsamia¢ sponsorzy. Dazac do wykreowania pozytywnego
wizerunku, co jest zwiazane z rozszerzaniem, utrwalaniem doskonaleniem relacji z otoczeniem, pragna
zwigkszy¢ zaufanie wsrdéd swoich inwestorow i klientow. Doskonatym sposobem na osiagniecie takiego celu
jest sponsoring, jednak pod warunkiem, ze opiera si¢ na dtugotrwatej wspolpracy sponsorowanego podmiotu z
wspierajaca go organizacja.
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Abstrakt

Narodny $tandard finan¢nej gramotnosti definuje finanénti gramotnost’ ako schopnost’ vyuzivat' poznatky,
zrucénosti a skusenosti na efektivne riadenie vlastnych finanénych zdrojov s cielom zaistit' celozivotné
finan¢né zabezpecenie seba a svojej domacnosti. Tento dokument definuje aj minimalne vedomosti, ktorymi
by mal disponovat’ absolvent strednej Skoly. Prispevok definuje financnli gramotnost’ tak ako to definuju
rozne inStitucie a Staty. Vymedzuje ulohu vysokych $k6l na Slovensku a nasledne prezentuje vysledky
prieskumu o finanénej gramotnosti (finanénych vedomostiach) $tudentov Studujacich na vysokych §kolach na
Slovensku. Prispevok je Ciastoénym vystupom projektu VEGA ¢. 1/0708/14 rieSenom na
Podnikovohospodarskej fakulte Ekonomickej univerzity v Bratislave so sidlom v KoSiciach.

Klucové slova.financna gramotnost, Ndarodny Standard financnej gramotnosti, financné vedomosti, Studenti vysokych skl

Abstract

The National Standard of Financial literacy defines financial literacy as the ability to utilize knowledge, skills
and experience for effective management of one’s own financial resources with the aim to ensure lifelong
financial security of oneself and one’s household. The paper define the financial literacy as its defines a
different institution and countries. Defines the mission of universities in Slovakia and then presents results of
the research about the knowledge of university students in Slovakia. The paper is a partial output of the
project VEGA No. 1/0708/14 dealt with at the University of Economics in Bratislava, Faculty of Business
Economics with seat in KoSice.

Keywords: financial literacy,National standard of financial literacy, financial knowledge,university students

1. Uvod

V roku 2008 aj v podmienkach Slovenskej republiky sa prejavila globalna finan¢na kriza. Jej negativne
dopady sa prejavujii ako v ekonomike, tak aj v celej spolo¢nosti. Za hlavnu pri¢inu tejto globalnej recesie sa
nepovazuju realne Strukturalne problémy hospodarstva. Odborna verejnost’ hlavné pri¢iny nachadza v oblasti
financii.
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V tomto zlozitom obdobi globélnej financnej krizy kompetentné vladne i mimovladne organizacie ako na
Slovensku tak v Eurdpe aj vo svete zvySenu pozornost’ venuju ochrane spotrebitel'ov nielen na trhu tovarov
asluzieb, ale aj na finanénom trhu. Nevyhnutnou sucastou ochrany spotrebitelov je aj dostatocna
informovanost’ spotrebitel'ov o ich pravach a povinnostiach, ale aj o samotnych produktoch. Na finanénom
trhu dolezith Glohu zohravaji aj vedomosti z oblasti financii a manazmentu osobnych financii. Dévodom
nevyhnutnosti orientdcie sa v uvedenych oblastiach je, Ze jednotlivec kazdodenne prijima finan¢né
rozhodnutia, ktoré kratkodobo ¢i dlhodobo ovplyviiuju jeho finanénu situéciu.

V suvislosti § ochranou spotrebitel'a na finanénom trhu rastie zdujem o skiimanie urovne vedomosti
obyvatel'stva z oblasti financii. Mnohé¢ institicie hl'adaju moznosti a spdsoby zvySovania urovne finan¢nej
gramotnosti predovsetkym prostrednictvom finanéného vzdelévania.

Mnohé publikované vysledky vyskumov ako na Slovensku tak aj vo svete poukazujii na nizku uroven
finan¢nej gramotnosti populécie.

Cielom prispevku je analyzovat uroven vedomosti vybranej skupiny obyvatel'stva - Studentov, ktori
Studuju na vysokych Skolach na Slovensku.

Prispevok definuje finanénu gramotnost’ tak ako to definujii rdzne institicie a Staty. Vymedzuje ulohu
vysokych §kol na Slovensku a nasledne prezentuje vysledky prieskumu o finan¢nej gramotnosti (finanénych
vedomostiach) $tudentov Studujucich na vysokych Skolach na Slovensku.

Prispevok je Ciastoénym vystupom projektu VEGA ¢. 1/0708/14 Udrzatelny rozvoj vysokoskolského
vzdelavania v manazérskych odboroch rieSenom na Podnikovohospodarskej fakulte Ekonomickej univerzity v
Bratislave so sidlom v KoSiciach.

2. Finan¢na gramotnost’

Peniaze ako vSeobecny ekvivalent su prostriedkom, s ktorym disponuje kazdy ekonomicky subjekt.
S peniazmi vel'mi uzko suvisia finanéné produkty. Prijimanie rozhodnuti o financiach, o vlastnej finanénej
buducnosti nie je jednoduché. Vyzaduje nadobudanie, pochopenie, spracovanie, a spravne pouZitie
dostupnych informacii. Spotrebitel’ sa Casto ocita v zlozitej situacii. Na jednej strane ho obklopuje mnozstvo
finan¢nych produktov, z ktorych si moze vybrat, na druhej strane im nemusi rozumiet’ a tak sa vystavuje
riziku, ze v pripade ich nespravneho vyberu budu mat preftho negativne nasledky, casto dlhodobého
charakteru. Nizka uroven financnej gramotnosti spotrebitela vplyva na prijimanie rozhodnuti v oblasti
osobnych financii, ale v kone¢nom désledku ma aj celospolocensky dopad.

Vyznam finan¢nej gramotnosti v poslednom obdobi vzrastol ako vo svetovych ekonomikach, tak aj v
europskych ekonomikach aj na Slovensku. Priciny nachddzame nielen v rieSeni problémov financ¢nej krizy,
ale aj v dosledku zmien demografickych, ekonomickych i politickych. SURVEY OF FINANCIAL
LITERACY SCHEMES IN THE EU27 (2007) vymedzuje dve kategérie hlavnych doévodov financ¢nej
gramotnosti: zloZzitost’ potrieb jednotlivcova a zlozitost’ finanénych produktov.

Pojem financnd gramotnost mnohé institucie a Staty vysvetluji rozdielne. Odbornici sa zhoduju, ze
finan¢na gramotnost’ je jednou zo sucasti ekonomickej a v§eobecnej gramotnosti. Zatial’ nemaju jednoznaénu
definiciu finan¢nej gramotnosti.

ANGELA A. HUNG, ANDREW M. PARKER, JOANNE K. YOONG analyzovali definicie financnej
gramotnosti publikované réznymi autormi po roku 2000. Na zaklade vysledkov analyzy spracovali prehl'ad
konceptualnych definicii finanénej gramotnosti (Hung, A., Parker, A., & Yoong, J., 2009)

Remund (2010) sa venuje definovaniu problematiky finanénej gramotnosti podrobnejsie, ked’ rozliSuje
konceptualne definicie a operacné definicie.

Eurdpska komisia definuje finanénti gramotnost’ ako schopnost’ spotrebitel'ov a malych podnikov rozumiet’
retail finanénym produktom “the capability of consumers and small business owners to understand retail
financial products with a view to making informed financial decisions”. (SURVEY OF FINANCIAL
LITERACY SCHEMES IN THE EU27, 2007).

V podmienkach Slovenskej republiky taktiez nachadzame viacero definicii.
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Slovnik znalostnej ekonomiky definuje finanénu gramotnost’ ako schopnost’ vyuzivat poznatky, zru¢nosti
a skusenosti na efektivne riadenie vlastnych finan¢nych zdrojov s cielom zaistit' celozivotné finanéné
zabezpecenie seba a svojej domacnosti. (Sivak, 2011)

Nérodny Standard financnej gramotnosti, ktory je otvorenym dokumentom, v ktorom je definovana
finan¢na gramotnost’ a Specifikované poznatky, zrucnosti a skusenosti, ktorymi musia pedagogovia a Ziaci
disponovat’, aby si mohli podl'a potreby rozsirovat’ svoje vedomosti o osobnych financiach, definuje finanénti
gramotnost’ ako schopnost’ vyuzivat' poznatky, zru€nosti a skusenosti na efektivne riadenie vlastnych
finan¢nych zdrojov s cielom zaistit’ celozivotné financné zabezpec€enie seba a svojej domacnosti. Zdoraziuje,
ze financnd gramotnost nie je absolutnym stavom, je to kontinuum schopnosti, ktoré st podmienené
premennymi ako vek, rodina, kultara ¢i miesto bydliska. Konstatuje, ze financnad gramotnost’ je oznacenim
pre stav neustaleho vyvoja, ktory umoziuje kazdému jednotlivcovi efektivne reagovat’ na nové osobné
udalosti a neustdle meniace sa ekonomické prostredie. (Ministerstvo $kolstva SR, Ministerstvo financii SR.
2008)

Pre potreby ndsho prispevku finanénu gramotnost’ budeme definovat’ ako tirovenl finanénych vedomosti,
ktorymi disponuje Student vysokej Skoly na Slovensku.

Dokument $pecifikuje aj sedem tém finan¢ného vzdelavania s celkovou kompetenciou:

1. Clovek vo sfére penazi — postidenie vyznamu trvalych Zivotnych hodnét, zvazenie vplyvu pefiazi na
ich zachovavanie a na zadklade toho vybranie a stanovenie zivotnych priorit a vychodisk zabezpecenia
zivotnych potrieb;

2. Finantnd zodpovednost a prijimanie rozhodnuti — pouzivanie spolahlivych informacii a
rozhodovacich procesov v osobnych financiach;

3. Zabezpecenie petiazi pre uspokojovanie zivotnych potrieb prijem a praca — porozumenie a
orientovanie sa v zabezpeCovani Zzivotnych potrieb jednotlivca a rodiny. Vyhodnotenie vztahu prace a
osobného prijmu;

4. Planovanie a hospodarenie s peniazmi — Organizovanie osobnych financii a pouzivanie rozpoc¢tu na
riadenie hotovosti;

5. Uver a dlh — udrZiavanie vyhodnosti, poZi¢iavanie za priaznivych podmienok a zvladanie dlhu;

6. Sporenie a investovanie — aplikacia roznych investiénych stratégii, ktoré st v sulade s osobnymi
ciel'mi;

7. Riadenie rizika a poistenie — pouzivanie primeranych stratégii riadenia rizik.

Pri kazdej téme celkovu kompetenciu upresiiuje v Ciastkovych kompetenciach a pri kazdej Ciastkovej
kompetencii formuluje ocakavania — ¢oho je absolvent schopny, pricom pri kazdej Ciastkovej kompetencii
definuje obsah pre tri trovne.

Narodny standard financnej gramotnosti na Slovensku je realizovany v stilade s medzinarodnou normou
pre klasifikaciu vzdelavania ISCED (International Standard Classification of Education).

3. Vysoké skoly na Slovensku

Poslanie, ulohy a postavenie vysokych $kol na Slovensku pravne vymedzuje § 1 zakona €. 131/2002 Z. z. o

vysokych skolach v aktuadlnom zneni nasledovne:

1. Vysoké skoly st vrcholné vzdelavacie, vedecké a umelecké ustanovizne.

2. Poslanim vysokych $kol, ktoré st sucastou eurdpskeho priestoru vysokoskolského vzdelavania a
spoloéného eurdpskeho vyskumného priestoru, je rozvijat’ harmonicku osobnost’, vedomosti, midrost,
dobro a tvorivost v ¢loveku a prispievat’ k rozvoju vzdelanosti, vedy, kultiry a zdravia pre blaho celej
spolo¢nosti, a tym prispievat’ k rozvoju vedomostnej spolo¢nosti. Naplianie tohto poslania je
predmetom hlavnej ¢innosti vysokych $kol.

3. Hlavnou tlohou vysokych $kol pri napliani ich poslania je poskytovanie vysokoskolského
vzdelavania a tvorivé vedecké badanie alebo tvoriva umelecka ¢innost.

4.  Vysoké $koly napliaji svoje poslanie
a) vychovou odbornikov s najvy$§im vzdelanim, vysokymi moralnymi zasadami, ob¢ianskou a

spolo¢enskou zodpovednostou,
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b) vychovou v duchu hodnét demokracie, humanizmu a tolerancie a vedenim Studentov k
tvorivému, kritickému a nezavislému mysleniu, zdravému sebavedomiu a k narodnej hrdosti,

c) vychovou k chapaniu, zachovavaniu, $ireniu a zvelad’ovaniu narodného kultirneho dedi¢stva a
roznych kultir v duchu kultirneho pluralizmu,

d) rozvijanim, uchovdvanim a S§irenim poznania prostrednictvom vyskumnej, vyvojovej alebo
umeleckej a d’alej tvorivej ¢innosti,

e) poskytovanim d’alSieho vzdelavania a kontinualneho vzdelavania,

f) prispievanim k rozvoju vzdelavania na vSetkych urovniach, od zakladného vzdelavania aZ po
vysokoskolské vzdelavanie, a to najmi d’alSim vzdeldvanim ucitel'ov zakladnych $kol, strednych
§kol, skolskych zariadeni a vysokych $kol, spolupracou pri vychove mimoriadne nadanych
ziakov zakladnych $kdl a strednych §kol,

g) prispievanim k prevencii a lieébe ochorent,

h) zapajanim sa do verejnej diskusie o spoloéenskych a etickych otdzkach a o utvarani obéianskej
spoloc¢nosti,

i) vytvaranim teoretickych modelov rozvoja spolo¢nosti, hospodarstva, kultiry a umenia, najmé pre
potreby Statnych organov, obce a vyssieho izemného celku,

j) spolupracou s organmi §tatnej spravy, obcami, vy$§imi tzemnymi celkami a s ustanoviziami z
oblasti kultiry a hospodarskeho Zivota,

k) rozvijanim medzinarodnej, najmi eurdpskej spoluprace podporovanim spoloénych projektov s
vysokymi Skolami v zahrani¢i a inymi zahrani¢nymi institGciami, mobilitou zamestnancov a
Studentov vysokych $kdl a vzajomnym uzndvanim $tudia a dokladov o vzdelani.

Kazdy jednotlivec, aj vysokoskolsky vzdelany odbornik v akejkol'vek vedeckej oblasti, prijima dolezité
rozhodnutia v oblasti svojich osobnych financii.

4, Data

V roku 2013 riesitelia projektu VEGA ¢. 1/0474/12 Finan¢nd gramotnost’ Studentov vysokych $kol na
Slovensku realizovali dotaznikovy prieskum zamerany na meranie urovne finan¢nej gramotnosti
vysokoskolakov na Slovensku.

Dotaznik bol distribuovany v elektronickej podobe. Osloveni boli pedagogicki prodekani, resp. prorektori
verejnych, Statnych, stkromnych i zahraniénych vysokych $kol pdsobiacich na Slovensku s prosbou, aby
spristupnili svojim Studentom poziadavku na vyplnenie anonymného dotaznika, ktory bol zverejneny na
https://docs.google.com/forms/d/1kmmx1pnh-UL1dMrlxcFzwadlJSjYdkDIJtnlAOsyiXQ/viewform.

Celkovo bolo 805 platne vyplnenych dotaznikov.

Dotaznik mal pat’ Casti:

Sebahodnotenie

Prieskum OECD

Narodny Standard finan¢nej gramotnosti

Stadium zamerané na zvy$ovanie finan¢nej gramotnosti
Socio-demografické udaje.

V tychto piatich castiach celkovo bolo formulovanych 115 otazok, z ktorych niektoré boli povinné, iné
nepovinné a niektoré alternativne.

Otazky formulované v Casti Narodny Standard financnej gramotnosti boli zoskupené v stlade s témami
Nérodného $tandardu finanénej gramotnosti do 7 skupin: Clovek vo sfére pefiazi, Finanéna zodpovednost’ a
prijimanie rozhodnuti, Zabezpecenie penazi pre uspokojovanie zivotnych potrieb prijem a praca, Planovanie a
hospodarenie s peniazmi, Uver adlh, Sporenie a investovanie, Riadenie rizika a poistenie. V tejto Gasti
dotaznika vSetci respondenti vyplnili aj 11 vedomostnych otazok, ktoré boli oznacené ako povinné.
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5. Vysledky a diskusia

V dotaznikovom prieskume pri otazke zameranej na zlozené tiro¢enie sme skumali, ¢i respondenti vedia
spravne vypocitat’ hodnotu istiny po pripisani urokov za viac rokov. Iba 61,61 % respondentov odpovedalo
spravne.

V otazke z oblasti Uroky a poplatok za vedenie uétu sme skimali, & Studenti vedia, ako poplatky za
vedenie uctu, a troky vypocitané pri zadanej mesacnej urokovej sadzbe ovplyviiuju zostatok na tcte. Spravne
odpovedalo 76,89 % respondentov.

Iné bola situdcia pri otdzkach zameranych na vedomosti Studentov o spotrebitel'skych tiveroch. V suvislosti
so spotrebitel'skymi tivermi sme respondentom polozili tri otazky.

Prvé otazka bola zamerand na celkové naklady na spotrebitel'sky uver. Pytali sme sa: ,,Ktory udaj je pre
Vas najdolezitejsi pri rozhodovani o pdzicke? Mali oznacit' najviac dve moznosti. Ocakavali sme, ze
respondenti 0znacia ro¢nt percentualnu mieru nakladov, ktord by mala pomdct’ spotrebitelom zorientovat’ sa
v ponuke uverov. Predstavuje celkové naklady spotrebitel’a spojené so spotrebitel'skym uverom, vyjadrené
ako ro¢né percento z celkovej vysky spotrebitel'ského uveru. Vypocita sa zo zakladnej rovnice vyjadrujice;j
rovnost’ poskytnutého spotrebitel'ského tiveru na jednej strane a splatok a poplatkov na strane druhej. Ako
druhtt odpoved” sme ocakavali dobu splatnosti, teda, kolkokrat bude uplatnena. S predlzovanim doby
splacania ro¢na percentudlna miera nakladov klesa. Ro¢nu percentualnu mieru nakladov, resp. kombinaciu
ro¢nej percentudlnej miery nakladov s dobou splatnosti oznacilo len 15,40 % respondentov.

V druhej otazke nas zaujimalo, ¢i respondenti maju prehlad o tom, Ze v akej vySske im moze veritel
uctovat’ poplatky za predcasné splatenie spotrebitel'ského tveru. V stlade so zdkonom o spotrebitel'skych
uveroch spotrebitel’ ma pravo kedykol'vek pocas doby trvania zmluvy o spotrebitel'skom uvere spotrebitel'sky
uver uplne alebo Ciastocne splatit’ pred dohodnutou lehotou splatnosti. V takom pripade je spotrebitel’ povinny
uhradit’ Grok a naklady vzniknuté len za casové obdobie od poskytnutia spotrebitel'ského uveru do jeho
splatenia. Veritel ma narok na nadhradu nékladov, ktoré mu vznikli v stvislosti so splatenim spotrebitel'ského
uveru pred lehotou splatnosti. Ak obdobie medzi splatenim spotrebitel'ského tiveru pred lehotou splatnosti a
dohodnutym datumom ukoncenia zmluvy o spotrebitel'skom tvere presahuje jeden rok, vySka nahrady
nékladov nemoze presiahnut’ 1 % vysky splaten¢ho spotrebitel'ského iveru pred lehotou splatnosti, ak toto
obdobie nepresahuje jeden rok, vyska takej ndhrady nemoéze presiahnut 0,5 % vySky splateného
spotrebitel'ského uveru pred lehotou splatnosti. Pritom tato nahrada nakladov nesmie presiahnut’ vysku uroku,
ktory by spotrebitel’ zaplatil poc¢as obdobia medzi splatenim spotrebitel'ského uveru pred lehotou splatnosti a
dohodnutym datumom ukoncenia zmluvy o spotrebitel'skom o uvere. Na tato otazku spravne odpovedalo len
23,60 % respondentov.

V tretej otazke zameranej na spotrebitel'ské tivery sme chceli zistit, ¢i klienti vedia, Ze spotrebitel'ské uvery
okrem bank, ¢i finan¢nych institicii, mézu poskytovat’ aj nefinancné institicie. Zadmerne sme sa zamerali na
spoloénost’ s ruenim obmedzenym. Narodnad banka Slovenska vedie register veritelov poskytujucich
spotrebitel'ské tvery. Veritelom podla zdkona o spotrebite'skom uvere moéze byt fyzickd osoba alebo
pravnicka osoba, ktora ponuka alebo poskytuje spotrebitel'sky uver v ramci svojej podnikatel'skej ¢innosti. Na
tuto otazku spravne odpovedalo 34,66 % respondentov.

Mladi I'udia sa snazia zabezpecit’ si primerané byvanie. Respondentov sme sa spytali, ¢i vedia, kto kazdy
moze na Slovensku vykonavat’ stavebné sporenie. Na tuto otazky spravne odpovedalo 65,59 % respondentov.

V suvislosti s rizikom boli polozené dve otazky. Jedna skiimala ndzory respondentov na vztah medzi
rizikom a investiciami a druha vztah medzi rizikom a Zivotnym poistenim. 70,31 % respondentov spravne
uviedlo, ze investovanie do podielovych fondov je menej rizikova investicia ako nakup akcii. Ale, uz len
65,09 % respondentov spravne vyjadrilo vztah medzi rizikom a Zivotnym poistenim a uviedlo, Ze kapitalové
zivotné poistenie je menej rizikové ako investicné zivotné poistenie.

Pri prevadzke motorového vozidla ¢asto dochadza ku Skodovym udalostiam. Pre kazdé motorové vozidlo
jeho majitel musi s poistoviiou podla vlastného vyberu uzatvorit' poistenie zodpovednosti za Skodu
sposobenu prevadzkou motorového vozidla. V stulade s platnou legislativou zodpovednostné poistenie sa
vztahuje na Skody spdsobené prevadzkou motorového vozidla na majetku aj na zdravi. Respondentov sme sa
opytali, ¢i poistoviia vyplati poistné plnenie ich spolujazdcovi z tohto poistného vztahu, ak sposobili
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dopravnu nehodu, pri ktorej sa ich spolujazdec tazko zranil. Z § 4 ods. 2 pism. a) Zakona ¢. 381/2001 Z. z. o
povinnom zmluvnom poisteni zodpovednosti za $kodu spésobent prevadzkou motorového vozidla a 0 zmene
a doplneni niektorych zakonov vyplyva, ze poisteny ma z poistenia zodpovednosti za Skodu sposobent
prevadzkou motorového vozidla pravo, aby poistovatel’ za neho nahradil poskodenému uplatnené preukdzané
naroky na nahradu $kody na zdravi a ndkladov pri usmrteni. Z § 5 ods. 1 pism. a) uvedeného zdkona vyplyva,
ze ak poistna zmluva neustanovuje inak, poistovatel’ nenahradi z poisteného $kodu, ak ide o zodpovednost’ za
Skodu, ktoru utrpel vodi¢ motorového vozidla, ktorého prevadzkou bola Skoda spdsobena. To znamend, Ze
poistoviia z tohto poistného vztahu zranenému spolujazdcovi poistné plnenie vyplati, ale, ak by sa zranil
vodi¢, vodi¢ovi poistné plnenie vyplati len za predpokladu, Ze je to uvedené v poistnej zmluve. Len 30,68 %
respondentov odpovedalo, Ze ano, poistoviia vyplati tazko zranenému spolujazdcovi poistné plnenie z tohto
poistného vztahu. Respondentov sme ziadali, aby svoje tvrdenie zd6vodnili. Niektoré zdovodnenia boli
logické, iné vyjadrovali neistotu respondentov, ale nemilo nas prekvapilo, Ze vysokoskolaci nespravne
pouzivaju zakladné pojmy z oblasti poistovnictva.

V dvoch otazkach sme skumali, ¢i respondenti poznaji zakladny vyznam pojmu inflacia a ¢i rozliSuji
medzi nominalnym a redlnym doéchodkom. 88,32 % respondentov rozumie pojmu inflacia a 78,26 %
respondentov rozumie pojmom nominalny a realny déchodok.

Percentualny podiel spravnych odpovedi
podla pohlavia

Nominginy a redlny déchodok
Infidcia

Poistenie zodpovednosti (auto)
Riziko a Zivotné poistenie
Rizikovost’ investicif

Stavebné sporenie
Poskytovatelia spotreb. (verov
PredCasné splatenie Gveru
RPMIN

Uroky a poplatok za vedenie G¢tu
Zlozené Urocenie

spolu
HZeny

W muZi

T T T T
0% 20% 40% 60% 80% 100%

Obrazok 1 Percentualny podiel spravnych odpovedi na vedomostné otazky formulované v sulade s Narodnym $tandardom finan¢nej
gramotnosti podl'a pohlavia
Zdroj: vlastné spracovanie na zaklade vysledkov dotaznikového prieskumu

Prehlad o percentudlnom podiele spravnych odpovedi podla vyssie charakterizovanych jedenastich
polozenych otazok podla pohlavia a spolu vyjadruje Obrazok 1 Percentualny podiel spravnych odpovedi na
vedomostné otazky formulované v stlade s Narodnym standardom finan¢nej gramotnosti podl'a pohlavia.

Zuvedeného obrazka vyplyva, ze vedomosti vysokoSkoldkov su na najniz§ej urovni v oblasti
spotrebitel'skych uverov.

Na fakultach predovsetkym s ekonomickym, resp. manazérskym zameranim sa vyucuji aj predmety, na
ktorych pozornost’ je venovani uverovaniu podnikatel'skych subjektov. Pri tejto problematike je mozné
upriamit’ pozornost’ Studentov aj na zdkladné informacie o spotrebitel'skych tiveroch.
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6. Zaver

Nérodny Standard financnej gramotnosti je postupne implementovany do vzdeldvacieho procesu na
zakladnych a strednych Skolach na Slovensku. Implementacia by mala zabezpecit, aby absolventi strednych
skol disponovali asponi so zdkladnymi vedomost'ami z oblasti financii.

Prieskum bol zamerany na finanénu gramotnost’ vysokoskolédkov. Vysoké Skoly na Slovensku vychovavaja
vysokoskolsky vzdelanych odbornikov vo vsetkych stupfioch vysokoskolského vzdelavania, pripravuju ich na
rieSenie rdéznych problémov slovenskej spolo¢nosti na regionalnej, celoStatnej ale aj medzinarodnej tGrovni.
Na zéklade vysledkov analyzy jedenastich otazok z dotaznikového prieskumu, ktoré boli zamerané na
overenie vedomosti v stlade s Narodnym Standardom financnej gramotnosti, u 805 respondentov mdzeme
konstatovat’, 7e vysokoskolaci maju zna¢éné medzery vo vedomostiach o spotrebitelskych tveroch. Dalej
modzeme konStatovat’, ze vedomosti muzov s na mierne vysSej urovni ako vedomosti zien. Vysoké skoly na
Slovensku vychovavaju vysokoskolsky vzdelanych odbornikov vo vSetkych stupiioch vysokoskolského
vzdelavania, pripravuji ich na rieSenie réoznych problémov spolo¢nosti na regiondlnej, celostatnej ale aj
medzindrodnej urovni. Poslanim vysokych $kdl pdsobiacich na Slovensku je rozvijat’ harmonickd osobnost,
vedomosti, midrost, dobro a tvorivost’ v ¢loveku a prispievat’ k rozvoju vzdelanosti, vedy, kultiry a zdravia
pre blaho celej spolognosti, a tym prispievat’ k rozvoju vedomostnej spoloénosti. V zaujme napliania tohto
poslania bude nevyhnutné, aby v blizkej buducnosti sa vysoké skoly zamysleli aj nad moznostami zvySovania
vedomosti Studentov nielen v Sstudovanom Studijnom odbore, ale aj v oblasti osobnych financii.
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Abstrakt

V prispevku sa zaoberame pravnym diskurzom Eurdpskej unie (tiez znamym ako diskurz Acquis) z hl'adiska textovej
typologie ako aj translatologie. Uvadzame vybrané typoldgie pravnych textov, o ktorych sa domnievame, ze ilustruju
$pecificki poziciu prekladu textov EU v systéme pravnych textov. Clanok sa takisto venuje niektorym problémom
a Specifikdm pravneho prekladu vSeobecne a prekladu textov Acquis konkrétne, s cielom podat komplexnejsi obraz
0 tejto analyzovanej problematike. Preklad textov EU vnimame ako sémanticky druh prekladu, ktory sa uskutoéiiuje
V nadnérodnom pravnom kontexte na pozadi jednotného pravneho systému a je oslobodeny od kultirne Specifickych
terminov, pretoze pravna terminologia priznatna pre uréity ¢lensky $tat sa v indtitucionalno-pravnych textoch EU musia
pouzivat’ velmi obozretne. Z tychto dévodov niektori teoretici prekladu a pravnici-lingvisti uvazuju o preklade diskurzu
Acquis ako o ,,relativne I'ah§om™ preklade v ramci jeho moznej typologie.

Klucové slova: pravny systém, jazyk pre Specifické ucely, rozhodnutia, nariadenia, klasifikacia, preklad

Abstract

The paper focuses on the legal discourse of Acquis communautaire both from the point of view of text typology as well as
translation studies. The selected typologies of legal texts are given in order to illustrate a specific position of EU
translation within legalese. The paper also pays heed to some inborn problems and specificities of legal translation so as to
paint a complex picture of the analysed problem area. The knowledge of intrasemiotic and intersemiotic translation is
emphasized. EU translation is portrayed as a semantic sort of translation, taking place in a supranational legal setting
against the backdrop of a common legal system, devoid of any culture-specific terms, thus being eligible for the label of
“arelatively easier kind of translation” according to some scholars.

Keywords: legal system, language for specific purposes, decisions, regulations, classification, translation

1. Uvod

Vstup SR do Europskej tnie v r. 2004 priniesol so sebou nielen nova éru ekonomického rozvoja, otvorenie
novych moznosti na trhu prace a obchodu v nadnarodnom kontexte ¢lenskych Statov, ale iceld radu
teoretickych ako aj lingvistickych a prekladatel'skych problémov. V nasom ¢lanku upozornime na niektoré
dolezité textualne ako aj prekladatel’ské problematiky pravneho jazyka, ktoré su zial' v dosledku analyz danej
problematiky predovSetkym z ekonomicko-pravneho hladiska, vistych odbornych kruhoch znacne
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marginalizované. Neuvedomujeme si vSak, ze prave pravnymi textami Acquis sa riadia nespocetné zakonitosti
obchodu, podnikania a marketingu ¢lenskych $tatov, vratane Slovenskej republiky.

Vseobecne plati, Ze pravne texty predstavuju osobitny funkény Styl jazyka pre odborné ucely, ktory sa
v angli¢tine oznacuje akronymom LSP (Language for Specific Purposes).

Podobne ako ostatné tematické odborné oblasti (napr. Ekondmia ¢i medicina) i pravne texty sa daju
klasifikovat’ podl'a ich funkcie na niekolko skupin resp. typov, ktoré maji urcité spolocné tematické alebo
formalne znaky. Prave ovladanie typoldgie textovych zanrov ma okrem pravnikov -lingvistov vyznam aj pre
prekladatel'ov, pretoze prispieva k lepsiemu uvedomeniu si funkcii daného textu a nasledne im ul'ah¢uje vyber
vhodnej prekladatel'skej stratégie.

Hoci su jazyk a pravo od nepamiti spojené, pravny diskurz je chapany ako odborny subsystém spisovného
jazyka, ktory sa svojimi diStinktivnymi vlastnostami odliSuje od inych odbornych subsystémov a ma
v kazdom néarodnom jazyku nezéavislé postavenie. VSeobecne plati, Ze pravne texty predstavuju osobitny
funkény $tyl jazyka pre odborné ucely, ktory sa v angli¢tine oznaduje akronymom LSP (Language for Specific
Purposes). Podobne ako ostatné tematické odborné oblasti, i pravne texty sa daji delit’ podla ich funkcie na
niekol’ko skupin resp. typov, ktoré maju urcité spoloéné tematické alebo formalne znaky. Prave ovladanie
typoldgie textovych zanrov ma svoj vyznam aj pre prekladatel'ov, pretoze prispieva k lepSiemu uvedomeniu si
funkcii daného textu a nasledne im ul'ahéuje vyber prekladatel’skej stratégie.

2. Textova typologia pravneho diskurzu: pozicia textov Acquis

Prvy pokus o klasifikdciu pravneho diskurzu z funkénej perspektivy na zaklade tematiky a formy
v kontexte slovenskej jazykovedne;j tradicie uskutoénili v r. 1992 J. Mistrik a O. Skvareninova. Rozliguji $tyri
zékladné skupiny, ku ktorym mozno priradit’ aj pravne texty EU (Skvareninovéa a Abrahamova. 2002, s. 75):
a) legislativne texty: zakony, nariadenia, vyhlasky, vykonavacie predpisy a texty primarnej a sekundarnej

legislativy EU;

b) notarske pisomnosti: zmluvy, overovacie listiny a pod. — tieto nemaji svoj pendant v komunitarnom prave;
¢) forenzné komunikaty: obhajoby, Zaloby a rozsudky Stidneho dvora v Luxemburgu;
d) administrativno-pravne pisomnosti: zapisnice zo zasadani, predvolania svedkov.

Najtradi¢ne;jsi pristup ku klasifikacii pravnych textov je vSak bipartitny, podla ktorého sa tieto texty delia
na regulatné (preskriptivne) a informativne (deskriptivne) (Sarcevic, 1997, s. 11). Toto delenie v podstate
koresponduje s Tomasekovymi dvoma kategériami prekladu pravneho jazyka, prvym sémantickym stupiiom
jazyka prava (ako vysledkom jeho preskriptivnej funkcie), t.j. jazykom pravnych noriem a druhym
sémantickym stupiiom (ako vysledkom jeho deskriptivnej funkcie), t. j. pravnym metajazykom (Tomasek,
1998, s. 35-36). M. Tomasek tiez zdoraznuje, ze Struktira pravnych textov je podmienend ich dvoma
zédkladnymi funkciami, preskriptivnou a deskriptivnou. Preskriptivnu funkciu jazyka plnia texty EU v tom, Ze
zakotvuji urcité povinné normy spravania sa obcanov podriadenych komunitdrnemu pravu. Naopak,
deskriptivna funkcia pravnych textov EU spogiva v ich explicitnej alebo implicitnej definicii obsahu pravneho
prejavu.

Prave preskriptivna funkcia pravneho jazyka umoziiuje Glenit legislativu EU (oznaovanii tieZ
franctizskym terminom Acquis communautaire, resp. Acquis) do niekol’kych skupin (Sarcevic, 1997, s. 14),
ato:

a) texty primarnych pramefiov prava EU (Parizska zmluva, Rimska zmluva, Akt o jednotnej Eurdpe,

Maastrichtska zmluva);

b) texty sekundarnych prametiov prava EU (nariadenia, smernice, rozhodnutia & odporagania organov EU);
¢) texty sudnictva EU (Eurépsky stidny dvor v Luxemburgu);
d) texty aplikacie prava EU v &lenskych statoch EU.

V suvislosti s klasifikaciou jednotlivych typov dokumentov v Acquis uvadza ¢lanok 249 Zmluvy o zalozeni
Eurdpskeho spolocenstva (Wagner, 2000, s. 1) tieto hlavné typy pravnych dokumentov:

a) nariadenia (regulations) — su zavizné vo vsetkych Castiach a maju priamy pravny G¢inok vo vsetkych
¢lenskych statoch.

110



Manazment a socialne vedy Marketing Manazment, Obchod a Socidlne Aspekty Podnikania

b) rozhodnutia (decisions) — podobne ako nariadenia, su zavdzné vo svojej celistvosti pre tych, ktorym su
ur¢ené a su priamo uplatnitel'né.

c) smernice (directives) — nie st zavdzné vo vSetkych formach (len ¢o sa tyka vysledku, ktory sa nimi ma
dosiahnut’). Pomahaju ¢lenskym $tatom, ktorych sa tykaju, dosiahnut’ ciele do daného terminu. Pritom im
ponechavaji moznost’ vyberu prostriedkov a nastrojov, aké pouziju. NavySe nie si priamo uplatnitel'né,
t. j. musia sa transponovat’ do narodne;j legislativy.

d) rdmcové rozhodnutia (framework decisions) — podobne ako smernice stanovuju vSeobecné ciele, ale
sposob a metddy na dosiahnutie ciel’'ov, ktoré s v nich zakotvené, si ¢lenské staty mozu zvolit’ sami.
Urcita koreSpondencia by sa dala najst’ medzi nariadeniami a rozhodnutiami na jednej strane, ked’ze st

obidve priamo uplatnitel'né, a medzi smernicami a ramcovymi dohodami na druhej strane, pretoZe si vyzadujt

aktivnu intervenciu daného ¢lenského $tatu, t. j. proces transpozicie do narodnej legislativy.

Prave na zaklade tychto spoloénych pragmatickych ¢t mozeme legislativne dokumenty EU zadelit' do
dvoch relativne autonémnych textovych typov. Aplikdciou Carcaterrovej opozicie konstitutivnych
a preskriptivnych predpisov (Caliendo, 2004, s. 245) sa dostavame k nasledujtcej generalizacii: pre nariadenia
a rozhodnutia ako konstitutivne predpisy je typické, ze su v €lenskych $tatoch priamo uplatnitelné a maja
okamzité¢ pravne dosledky. Ich jazyk preto nadobuda slovami britského filozofa J. Austina ,,performativnu
silu“ v tom zmysle, Ze formulaciou predpisu sa nepredpisuje rozkaz, ale automaticky sa nim vykonava.
Naopak smernice a ramcové rozhodnutia, vyZadujuc si aktivnu intervenciu dotknutého clenského Statu za
ucelom dosiahnutia urcitého ciela, v sebe nesu skor normativny ako performativny odkaz. V stvislosti s tym
je aj ich (pravny) jazyk viac preskriptivny ako jazyk v nariadeniach ¢i rozhodnutiach.

Pravne texty EU by sa dali priradit k informativnym textom s funkciou ,,Darstellung®, ale takisto aj
k operativnemu typu s funkciou ,,Appell“. Vychadzame pritom z Biihlerovej koncepcie funkcii jazyka, ktora
rozliuje ,,Darstellungsfunktion (informativanu funkciu), ,,Ausdrucksfunktion® (expresivnu funkciu)
a ,,Appellfunktion” (apelovi funkciu). Kym informativna funkcia kladie doraz na obsah, informaciu,
komunikat, apelova sa zameriava na recipienta textu konat’ uréitym spdsobom. Expresivna funkcia, typicka
pre estetickl dimenziu jazyka, samozrejme v pravnych textoch absentuje (Munday, 2001, s. 73).

3. Prekladatel’ské Specifika pri translaciki pravneho disksurzu

Distinktivne znaky pravnych textov a z nich vyplyvajice osobitosti pravneho prekladu uznavaju nielen
pravnici, ale aj lingvisti-pravnici a translatolégovia. Vsetci sa zhoduju v tom, ze v pripade pravnych prekladov
sa prekladatel’ musi vysporiadat’ s celou paletou problémov, s ktorymi by sa v inych oblastiach odborného
prekladu zaoberat’ nemusel. Preto niektori autori spochybiiuju opodstatnenost’ aplikdcie vSeobecnej tedrie
prekladu, jej vyvinutych metod a tedrii na pravne texty. Konvenéné metddy sa podl'a nich daja uplatnit’ len
v obmedzenej miere. Podl'a J. C. Gémara (cit. in Sarcevic, 2001, s. 112) sa pravne texty odli§uju od ostatnych
odbornych textov v dvoch zakladnych aspektoch: po prvé, ich jazyk je odbornym subsystémom pouzivanym
pravnikmi; po druhé, ich pravidla (normy) v nich ustanovené su vynttené pravom.

Z dvoch zakladnych druhov prekladu, komunikativneho a sémantického, ktoré do translatologie zaviedol
britsky teoretik prekladu P. Newmark sa v pripade inStitucionalno-pravnych textov priklaname
k sémantickému prekladu. Ten spociva vo velkom reSpekte voci originalu. Prekladatel’ pri tvorbe ciel'ového
textu prihliada na Struktiry a Stylistické zvlastnosti vychodiskového textu, do cielového jazyka prenasa nielen
vyznam, ale aj formu originalu. Pri tomto sposobe prekladu nejde o lokalizaciu prekladu do prijimajiceho
prostredia ¢i zohladnenie recipienta textu, ale najmé o presnost, informativnost a ucelovost, ¢o plne
zodpoveda pozicii a funkcii pravnych dokumentov EU v odbornej komunikécii.

Ulohou pravneho prekladatela je rekreovat obsah vychodiskového textu do nového textu, ktory bude
predstavovat’ jeho pravny ekvivalent v tom zmysle, Ze bude mat tie ist¢ pravne Ucinky. Identitu pravneho
ucinku cielového textu (t.j. metatextu) podciarkuje aj koncept pravnej ekvivalencie. Podla neho sa totiz
prekladatel’ pravneho textu usiluje dosiahnut’ nielen identitu sémantiky medzi originalom a prekladom, t. j.
identitu propozi¢ného vyznamu, ale aj identitu pravneho tc¢inku, t. j. ilokucie a perlokucie vypovede.

Dalsie Giskalie pravnych textov spoéiva v tom, Ze pojem vo vychodiskovom jazyku nemusi zodpovedat
pojmu v cielovom jazyku a su pripady, ked’ uréity pojem existuje v oboch jazykoch, ale nereflektuje rovnaké

111



Manazment a socialne vedy Marketing Manazment, Obchod a Socidlne Aspekty Podnikania

skuto¢nosti. Diskurz prava sa takisto vyznacuje bohatou polysémiou, vobec typickou pre anglictinu ako taku.
Napr. uZ interpreticia vyznamu samotného slova law zavisi od kontextu, v ktorom sa vyskytne. Moze
oznacovat’ jednak objektivny vyznam (pravo ako systém) alebo subjektivny (opravnenie, povolenie).

Pre pravny diskurz su d’alej typické koncepty, ktoré su Specifické pre urcitu tradiciu a kultiru a pre ktoré
nie st vinych jazykoch dostupné ziadne ekvivalenty, napr. common law, equity, trust atd’. V pripade
pravnych textov EU je vsak situicia odlisna vtom, Ze hoci musi prekladatel pretransformovat’ text
z terminologickej sustavy jednej krajiny do terminologickej sustavy inej krajiny, koncepty, resp. terminologia
Specificka pre urcita krajinu a jej ndrodny pravny systém sa musia pouzivat vel'mi obozretne (pozri Gibova,
2010). V kontexte diskurzu Acquis sa teda nepracuje s kultarne $pecifickymi terminmi, ked’Zze komunikécia
v EU je v podstate akultarna (Koskinen, 2000, s. 54). Zvysené naroky na prekladatela predstavuju texty EU
V tom, ze musi disponovat’ zakladnymi znalostami komunitarneho prava, musi byt’ dokladne oboznameny so
strukturou textov EU a porozumiet ich fungovaniu v mechanizme eurdpskeho prava. Ako pise Sarcevicova,
»legislativny text musi byt nie¢im viac ako len uUspesnym prekladom. Tento text sa musi dokonale citat
amusi byt pravne nenapadnutelny“ (Sarcevic, 2001, s. 75, prel. autori). Spolahlivost legislativnych
prekladov je teda garantovana ich lingvistickou Cistotou a pravnou istotou. To znamena, ze pravny prekladatel’
musi disponovat’ nielen vynikajucimi jazykovymi znalostami, ale aj vysokou odbornou pravnou
kompetenciou. Ta zahina spravidla nielen znalost’ pravnej terminologie, ale aj rozsiahle vedomosti 0 pravnych
systémoch krajin vychodiskového a cielového jazyka, vratane chapania Struktury a fungovania pravnych
textov a tiez metod ich interpretacie. Z tejto perspektivy je preklad pravnych textov EU jednoduchsi v tom, Ze
dokumenty st koncipované na pozadi jednotného pravneho systému. Pri ich preklade a h'adani pomenovani
pre niektoré procesy sa prekladatel moze opriet’ o jednotny konceptualny systém. AvSak prekladatel sa
nevyhne konfrontacii s problematikou ekvivalencie a interpretacie, pretoze hlada ekvivalentné vyrazové
prostriedky na medidciu vychodiskového textu uz v existujucej terminologii daného narodného jazyka. Ak
vhodné ekvivalenty v cielovom jazyku nendjde, musi aplikovat’ niektoré z kompenzacnych prekladatel'skych
postupov. Otdzke narocnosti pravneho prekladu sa venuje de Groot (2002), podla ktorého stupeil naro¢nosti
prekladu nie je primarne determinovany jazykovymi rozdielmi, ale rozsahom afinity daného pravneho
systému. Ked'ze preklad EU vychadza relativne z jednotného pravneho systému (nadnarodného systému EU),
na rozdiel od prekladania medzi kontinentdlnym pravnym systémom a common law, ide podl'a de Groota
0 relativne ,,l'ahsi preklad®.

Tak ¢i onak, nevyhnutnost' symbidzy jazykovej a odbornej kompetencie prekladatela pri akomkol'vek
pravnom diskurze potvrdzuje inapr. M. Tomasek (1998, s. 35), ked’ rozliSuje medzi intrasemiotickym
(vnutrojazykovym) prekladom — medzi dvoma sémantickymi stupfiami v rdmci jedného narodného jazyka
a intersemiotickym (medzijazykovym) prekladom — medzi dvoma roéznymi narodnymi jazykmi. Kym
predpokladom intrasemiotického prekladu je sekundarna odborna kompetencia prekladatel’a, predpokladom
kvalitného intersemiotického prekladu je jeho jazykova pripravenost. Zaverom zdoraznime, ze len spojenim
tychto dvoch kompetencii je mozné vytvorit' spolahlivy jazyk pravnej integracie a preklenut tak mosty
spajajuce narodné jazyky s cielom porozumiet’ komplexnému diskurzu prava.

4. Zaver

V prispevku sme sa pokusili nacrtnut’ zakladnu textova typoldgiu pravnych textov a v ramci nich
ilustrovat’ $pecificka poziciu diskurzu EU. Upozornili sme na naroénu pracu prekladatelov pri transponovani
pravneho textu zjedného jazykového systému do druhého, scielom zabezpecit adekvatne fungovanie
ekonomiky a obchodu vsetkych ¢lenskych $tatov v dobe europeizacie pomocou adekvatnych prekladov
Acquis, ktoré maju rovnaké pravne ucinky. Verime, ze sa nam podarilo osvetlit’ rozoberanu problematiku aj
odbornikov nefilologického zameranie a poskytnit im tak prilezitost’ vidiet' texty Acquis v inom ako
ekonomickom zornom uhle pohl'adu.
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Abstrakt

Prispevok sa zaobera problematikou zamestnanosti ako jednou z oblasti tvoriacich piliere stratégie Eurdpa 2020.
Po oboznameni sa s podstatou, prioritami a cielmi stratégie sa prispevok venuje faktorom, ktoré vplyvaju
na zamestnanost, resp. ktoré zamestnanost' ovplyviiuje. Zaobera sa tiez kompariciou vyvoja miery zamestnanosti
na Slovensku a v Eurdpskej inii a poukazuje na krajiny, ktoré sa najviac priblizuji a najviac vzd’al'uji od stanovenych
cielovych hodnoét. V zavere prispevok popisuje mozné scendre vyvoja miery zamestnanosti do roku 2015 na Stvrtrocnej
baze. Opiera sa pri tom na doterajsi vyvoj sledovaného ukazovatel'a na Slovensku.

Klicové slova: zamestnanost, nezamestnanost, HDP, Eurdpa 2020, inkluzivny rast

Abstract

The article deals with the issue of employment as one of the areas that form the pillars of the strategy Europe 2020.
After being informed of the nature, priorities and objectives of the strategy the article focus on the factors that affect
employment rate, respectively which employment affects. It also deals with comparison of the employment rate
in Slovakia and the European Union and refers to countries that are closest and most distant from the set target values.
At the end the article describes possible scenarios for the employment rate to 2015 on a quarterly basis. It is based
on the present development of the monitored indicator in Slovakia.

Keywords: employment, unemployment,GDP, Europe 2020, inclusive growth

1. Uvod

Stratégia Europa 2020 je stratégiou Europskej unie, ktort schvalila a prijala Europska rada v juni 2010. Jej
ucelom bolo nahradit’ povodnt Lisabonsku stratégiu, ktora bola v platnosti do konca roka 2010 a ktorej ciele
sa do uvedeného roka nepodarilo naplnit’.

Stratégia Europa 2020 sa zaobera svetovou krizou, jej dopadmi na ekonomiku a opatreniami
na zmieriovanie tychto dopadov. Riesi potrebu posiliiovania jednotného trhu, budovania politiky sudrznosti a
nastrojov vonkajsej politiky. Zdoraziuje tiez potrebu cielenejSicho dohladu nad jednotlivymi c¢lenskymi
krajinami a ich ekonomikami. Obsahuje odporucania pre koordinaciu v ramci hospodarskej a menovej unie a
usmernenia v oblasti zamestnanosti, vzdelania a hospodarskej politiky. (Urad vlady SR, 2011)
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Zakladom stratégie st tri vzajomne sa dopliajuce priority:

e inteligentny rast: vytvorenie hospodarstva zalozeného na znalostiach a inovacii;
udrzatelny rast: podporovanie eckologickejSicho a konkurencieschopnejSicho hospodarstva, ktoré
efektivnejsie vyuziva zdroje;

e inkluzivny rast: podporovanie hospodarstva s vysokou mierou zamestnanosti, ktoré¢ zabezpeci socialnu a
uzemnu sudrznost’. (Eurépska komisia, 2010, s. 5)

Uvedené tri priority stratégie maju byt dosiahnuté prostrednictvom hlavnych ciel'ov stratégie platnych
pre Europsku tniu ako celok, pricom kazdy z cielov je prispdsobeny podmienkam a moZznostiam tej ktorej
krajiny. Ide o ciele v oblasti:

e zamestnanosti

O Zvysenie miery zamestnanosti obyvatelov vo veku 20 az 64 rokov na 75 %. Ciastkovym cielom je
tiez zapojit viac zien, star§ich pracovnikov a migrantov do pracovného procesu.

e vyskumu a vyvoja
O Zvysenie investicii do vyskumu a vyvoja na troven 3 % HDP.
e zmeny klimy a energetickej €innosti

O Znizenie emisie sklenikovych plynov o 20 % (alebo o 30 % za predpokladu $irSej globalnej dohody)
oproti arovniam z roku 1990.

O Ziskavanie 20 % energie z obnovite'nych zdrojov.
O Dosiahnutie 20 % narastu efektivnosti vo vyuzivani energie.
e vzdelavania
O Znizenie miery pred¢asného ukoncenia Skolskej dochadzky pod 10 %,

O Zvysenie poctu obyvatel'ov vo veku 30 az 34 rokov, ktori maji ukoncené vysokoskolské vzdelanie,
na minimalne 40 % vsetkych obyvatel'ov.

e boj proti chudobe a socialnemu vyluceniu

O Znizenie poctu 0sob, ktorym hrozi chudoba a socialne vylicenie minimalne o 20 milidénov.

Vsetky uvedené ciele a im prislichajiuce hodnoty stanovila Eurépska komisia pre Europsku iniu ako celok
do roku 2020. Pre vicsinu clenskych krajin su ciele prisposobené osobitnym zakonitostiam a situdciam
v danych krajinach, preto vykazuju rozdielne hodnoty.

Uvedené ciele s navzajom prepojené a zarovei sa dopliaji. Zvysenie poétu vzdelanych Pudi napomaha
Kk zniZeniu nezamestnanosti, tym padom k zvySeniu zamestnanosti, ¢o v kone¢nom ddsledku znizuje pocet
T'udi Zijcich na hranici, resp. za hranicou chudoby. Dalej zvy3enie investicii do inovacii, vyskumu a vyvoja
Vv spolupraci s efektivnym vyuzivanim zdrojov povedie k tvorbe novych pracovnych miest, ¢o sa prejavi v
naraste zamestnanosti a vo zvySeni konkurencieschopnosti jednotlivych ¢lenskych krajin Eurdpskej tunie.
Tvorba novych pracovnych miest ovplyvni investicie do ekologickejSich technoldgii, u ktorych prvotnym
cielom je boj proti zmenam klimy a globalnemu otepl'ovaniu.

2. Faktory stuvisiace s oblast’ou zamestnanosti

Miera zamestnanosti je vel'mi délezitym ukazovatelom hospodarskeho rastu tej ktorej krajiny, a taktiez
vyznamnym ukazovatel'om, ktory poukazuje na schopnost’ krajiny uspokojovat’ ponuku prace a dopyt po nej.

Ukazovatel’ je ovplyviiovany mnohymi faktormi (Obrazok 1) ako st demografickd Struktura, rast HDP,
tvorba novych pracovnych miest, produktivita prace a vzdelanie. Na druhej strane, tento ukazovatel' vplyva
na mieru nezamestnanosti v krajine.
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Obrazok 1 Ukazovatel’ miery zamestnanosti a faktory nim ovplyvnitel'né a ovplyviiované
Zdroj: Vlastné spracovanie na zéklade ,,Smarter, Greener, more Inclusive? — Indicators to Support the Europe 2020 Strategy”

Faktory demografickej Struktiry ako st pohlavie, vek, narodnost ovplyviiuji vo velkej miere
nezamestnanost’ (kratkodobui aj dlhodobu) a produktivitu prace. Produktivita prace je ovplyviiovana
vzdelanim, pretoze hlavne obyvatelia vzdelani a vedeni k pracovaym navykom moézu byt pre spolocnost’
prinosom a zvySovat mieru zamestnanosti danej krajiny. Ak rastie pocet pracujucich, rastie dopyt
po spotrebnych tovaroch a sluzbach, ¢o vedie k rasu HDP. Ten zase spatnym efektom ovplyviiuje vytvaranie
novych pracovnych miest, a tym zniZuje nezamestnanost. Nizka miera zamestnanosti predstavuje vysoku
kratkodobu nezamestnanost’, ktora vedie k dlhodobej nezamestnanosti a obyvatelov privadza k chudobe.
Problematika tykajuca sa 'udi ohrozenych chudobou je v8ak predmetom d’alSieho ciel’a stratégie.

3. Zamestnanost’ na Slovensku a v Eurépskej tnii

Ako uz bolo uvedené, cielom stratégie Eurdépa 2020 v oblasti zamestnanosti je zvySenie miery
zamestnanosti v Eurdpskej Unii na 75 % u obyvatelov vo veku 20 az 64 rokov. Cielovou hodnotou
pre Slovensko je zvySenie zamestnanosti praceschopnych obyvatel'ov na tiroven 72 % do roku 2020.

Ako vyplyva z obrazku 2, pracovny status celkovej populacie na Slovensku (aj v Eurdpskej unii), ako aj
populacie vo veku 20 — 64 rokov bol v roku 2013 priblizne rovnaky. Ak sa pozrieme na ciel’ stratégie, z 3,5
mil. obyvatelov na Slovensku vo veku 20 az 64 rokov, tvorili zamestnani 65 %, nezamestnani 11 % a
neaktivne obyvatel'stvo 24 %.
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Celkova populacia Populacia vo veku 20 - 64 rokov

M zamestnani
i nezamestnani

L neaktivne
obyvatelstvo

Obrazok 2 Populacia podla pracovného statusu na Slovensku v roku 2013
Zdroj: Vlastné spracovanie na zaklade udajov z Eurostatu

Obrazok 3 zachytava vyvoj zamestnanosti na Slovensku a v Eurdpskej tnii od roku 2002. Nielen u nas, ale
aj v ramci celej unie sa prejavili silné negativne dopady hospodarskej krizy na sledovany ukazovatel. Miera
zamestnanosti Eurdpskej tinie poklesla zo 70,3 % v roku 2008 na 68,3 % v roku 2013. Slovenska republika tu
zaznamenala vacsi pokles, a to zo 68,8 % na 65 %. Miera zamestnanosti muzov bola u nés pocas celého
sledovaného obdobia vyssia ako Zien, t. j. v roku 2013 bola zamestnanost muzov na urovni 72,2% a Zien
57,8%.
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Obrazok 3 Vyvoj zamestnanosti na Slovensku a v EU
Zdroj: Vlastné spracovanie na zaklade udajov z Eurostatu

Hospodarska kriza sa vel'mi negativne prejavila aj vo viacerych eurdpskych krajinach, v ktorych problém
klesajlicej zamestnanosti (a naopak stupajucej miery nezamestnanosti) narastd. V priebehu sledovaného
obdobia 2002 — 2013 doslo v 6smych ¢lenskych krajinach k poklesu ukazovatela miery zamestnanosti
(Obrazok 4). Najvic¢si pokles zaznamenalo Grécko (-9,3 %), potom Cyprus a Portugalsko (-8 %), frsko (-5,2
%), Chorvatsko a Spanielsko (-4,5 %), Dansko (-2,1 %) a Slovinsko (-1,8 %). Tento pokles znamenal
vo vsetkych krajinach vzdalovanie sa od stanovenych cielovych hodnét pre jednotlivé krajiny. Najvacsie
zaostavanie za cielovou hodnotou, a to 16,8 % vykazovalo Grécko a 15,8 % Spanielsko.

117



Manazment a socialne vedy Marketing Manazment, Obchod a Socidlne Aspekty Podnikania

90
= 80 —ar— —
Eé 70 | - = e .= - — - - -—
= -
2 60
7 _l
E50
ﬁ40—-
E30—-
o 20
E 10 4
O —
© o ® N v [
$28958395885392828258888888882¢
t g esw 2283525488 g2 as=2 2L 28 222
] cEw X 2T g 3= 2 > -3 = 8 8- 5 0= 5 @80 g U -O©
258 g32a 5 2 200 ¥ > o E£E T =E 2
w25 < @ g o £ = 2 £ =) S3&F 25
- = —
I E \3 I.I‘: =] (75] Q:L'QE >m.5
T 33 =
= b
1]

12002 ®m2013 —TARGET

Obrazok 4 Miera zamestnanosti v ¢lenskych krajinach Eurdpskej unie a ciel'ové hodnoty
Zdroj: Vlastné spracovanie na zaklade udajov z Eurostatu

Z krajin Eurépskej tnie dosahovalo v roku 2013 najvys$iu mieru zamestnanosti Svédsko, a to 79,8 % (ciel
je 80,0 %), nasledovalo Nemecko, Holandsko, Dansko a Rakusko s mierou zamestnanosti va¢Sou ako 75,0 %.

v

3.1. Predpokladany vyvoj miery zamestnanosti

Miera zamestnanosti (resp. nezamestnanosti) je vel'mi uzko prepojena na ekonomicky cyklus. Vacsinou je
tento vztah, ktory sa vyuziva na meranie dynamiky a kapacity ekonomiky vytvarat’ nové pracovné miesta,
vyjadreny formou korelacie medzi medzirocnou mierou zmeny HDP a medziroénou zmenou miery
zamestnanosti (Obrazok 5).

DP

medzirocna zmena H

medzirocna zmena miery zamestnanosti

Obrazok 5 Vzt'ah medzi medziro¢nou zmenou HDP a miery zamestnanosti na Slovensku
Zdroj: Vlastné spracovanie

Uzku prepojenost’ medzi sledovanymi premennymi potvrdil aj korelaény koeficient, ktorého velkost’ je
0,716, ¢o vyjadruje vel'mi silnu pozitivnu zavislost..
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Na popis stcasného trendu vyvoja ukazovatel'a miery zamestnanosti na Slovensku a jeho predpokladaného
vyvoja do roku 2015 na Stvrtrocnej baze sme zvolili tri funkcie s najvyssimi koeficientmi determinacie.

Obrazok 6 a Tabulka 1 zobrazuju hodnoty ukazovatela miery zamestnanosti pre Stvrtrocné obdobia 2014
Q3 az 2015 Q4, ktoré by mali byt nadobudnuté v zavislosti od doterajSicho vyvoja sledovaného ukazovatela.
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Obrazok 6 Predpokladany vyvoj miery zamestnanosti do roku 2015
Zdroj: Vlastné spracovanie

V pripade, ak by sa vyvoj miery zamestnanosti riadil niektorou z uvedenych funkcii, ukazovatel' by
dosahoval hodnoty uvedené v tabulke (Tabulka 1). Pre Slovenskt republiku by bolo najvhodnejsie, ak by
buduci vyvoj nasledoval polynomicky trend 2. radu. Koncom roka 2015 by sa tak podl'a prepo¢tov mala
miera zamestnanosti zvysit' na 68,16 %, ¢o by znamenalo pozitivnhu konvergenciu ukazovatel'a k cielovej

hodnote 72 %.
Tabul'ka 1 Predpokladané hodnoty miery zamestnanosti do roku 2015

trend Funkcia R? 20140Q3 2014Q4 2015Q1 2015Q2 2015Q3 2015Q4
Logaritmicky -1,41In(x)+69,107 0602 6446 6441 6436 6431 6427 6422
5“:233““Cky 0,0167x2-0,5806x+69,64 0,740 66,14 66,48 66,85 67,25 67,69 68,16
Polynomicky -0,0006x%+0,0394x2-
3 e 0.8300+70.254 0755 64,75 6472 6467 6460 6450 64,37
Zdroj Vlastné spracovanie
4., Zaver

Jednym z najzévaznejSich problémov trhovych ekonomik v sucasnosti je rastlica nezamestnanost’, resp.
nedostatond miera zamestnanosti. Na prelome 19. a 20. storoCia sa tento jav stal vaZznym socidlnym
problémom a ostatna kriza tento stav eSte zhorSila. Eurdpska unia sa snazi prijimat’ opatrenia v sledovanej
oblasti, znakom Coho je aj prijata stratégia Eurdpa 2020, ktorej jednou z priorit sa stal inkluzivny rast.
Zadefinovany ciel' platny pre Eurdpsku uniu (zvySenie miery zamestnanosti do roku 2020 na 75 %
obyvatel'ov vo veku 20 - 26 rokov) bol v ¢lenskych krajinach upraveny a prispdsobenti realnym moznostiam
ekonomiky.

Prispevok sa preto zaoberal problematikou zamestnanosti najmé na Slovensku a na zaklade zhodnotenia
doterajsieho vyvoja sledovaného ukazovatel’a poukdzal na mozné scenare jeho vyvoja do roku 2015.

119



Manazment a socialne vedy Marketing Manazment, Obchod a Socidlne Aspekty Podnikania

Nakolko problém zamestnanosti/nezamestnanosti tizko suvisi s d’al§im cielom stratégie, ktorym je
chudoba, je potrebné vyvijat’ uréité opatrenia vedice k poklesu nezamestnanosti, a tym aj k poklesu chudoby.
Opatreniami modze byt zvySovanie vydavkov na rekvalifikdciu nezamestnanych, prilakanie investorov
schopnych zabezpecit' nové pracovné miesta, povinna prax u Studentov a naslednd moznost' zamestnat' sa
po vystudovani, dodrziavanie veku odchodu na dochodok u 'udi v déchodkovom veku a iné.
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Abstrakt

Podnikatel'ské stratégie uplatiiované v mnohych st€asnych spolo¢nostiach boli vyvinuté pred niekol’kymi rokmi, kedy
firmy potrebovali hl'adat’ nové smery zniZovania nakladov a rastu. V sti¢asnosti sa do popredia dostivaji environmentalne
poziadavky a ich implementdcia s cielom zvySenia konkurencieschopnosti danej spoloc¢nosti a zarovenl i podpory
samotného trvalo udrzatelného rastu. Prispevok sa bude zaoberat vymedzenim kli€ovych zmien v podnikatel'skych
stratégiach za poslednych sto rokov. Z makroekonomického hl'adiska poukazeme na stucasné environmentalne poziadavky
Eurdpskej unie (napr. sledovanie uhlikovej stopy, environmentalne hodnotenie EIA). Z mikroekonomického hl'adiska
budeme doéraz klast na environmentdlnu stratégiu podniku ako implementaciu poziadaviek suvisiacich s ochranou
zivotného prostredia.

Klucoveé slova: stratégia, uhlikova stopa, z, EIA, Eurépa 2020

Abstract

Business strategies applied in many contemporary firms were launched several years ago, when the company needed to
find new directions for cost reduction and growth. Currently, come to the fore environmental requirements and their
implementation in order to increase the competitiveness of the company and also the support sustainable growth. The
contribution will be concerned with definition of key changes in business strategies for the last hundred years. From a
macroeconomic perspective we will point out to the environmental requirements of the European Union (e. g. tracking
carbon footprint, environmental assessment EIA). From a microeconomic perspective we will place emphasis on the
environmental strategy of the company to implement the requirements relating to the protection of the environment.

Keywords: strategy, carbon footprint, environmental requirements, EIA, Europe 2020

1. Uvod

Dynamiku ekonomiky za poslednych vyse 100 rokov ovplyviiovali vzdy iné faktory, ktorym sa zaroven
prispdsobovali isamotné stratégie spoloCnosti pdsobiacich na medzinarodnych trhoch. Z historického
hladiska rozliSujeme Styri zékladné etapy orientacie ekonomiky, a to produkcne orientovana ekonomika
zamerana na maximalizaciu produkcie, uspesné boli podniky, ktoré vyrobili o najviac, orientacia na predaj —
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vyroba prevySovala dopyt, doraz sa kladol na maximalizaciu predaja, tispesné boli podniky, ktoré predali co
najviac, marketingovo orientovand ekonomika — cielom bolo maximalizovat’ obchod, zakaznici sa stavaju
dominantnymi, podniky sa zameriavaju na nové marketingové stratégie, firmy kladu doraz na dlhodobé
zmluvy a udrzanie si strategickych zdkaznikov, logisticky orientovana ekonomika — zamerand na maximalnu
spokojnost’ zdkaznika, globalna optimalizacia v celom dodévatel'skom ret'azci nahradza lokéalnu optimalizaciu
¢innosti, ¢im dochadza k presunu chapania logistiky z podnikovej na strategickii medzipodnikovu logistiku.
Dominantna je kvalita, inovéacie a environmentalne aspekty. (Malindzak, 2007)

Na zéklade uvedenych skutocnosti mézeme vymedzit' zékladné zmeny v postojoch, ktoré ovplyvnili, resp.
Vv stcasnosti ovplyviiuji samotné podnikatel'ské stratégie, na ¢o poukazuje nasledovny obrazok.

4 ) Y Y )
Zmeny | Vyroba 4 Predaj Marketing Vztahy 4 Udrz“atel’nost’\
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, ,»Kreativna ; ) o
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Obrazok 1. Zmeny v stratégiach
Zdroj: Kurtz, Boone, 2012

Centrom pozornosti podnikatel'skych stratégii si tak pojmy ako ekoldgia, zZivotné prostredie, trvalo
udrzatelny rozvoj. Cielom prispevku je poukédzat’ na zmeny v podnikatel'skych stratégiach so sucasnym
dorazom na implementaciu environmentalnych poziadaviek vychadzajicich i so samotnej stratégie Eurdpske;j
unie — Stratégia 2020.

2. Krucové zmeny v podnikatel’skych stratégiach

Prehlbovanie koncentra¢nych, integracnych a globalizacnych procesov, internacionalizacia uz existujtcich
hospodarskych vzt'ahov medzi krajinami a nadvdzovanie novych zintenziviiuju rozmach medzinarodného
obchodu s hmotnym tovarom a so sluzbami. Orientacia na uréity jeden trh, pripadne segment trhu ustupuje do
uzadia. Charakteristickym sa stiva vyuzivanie svetovych zdrojov, umiestiiovanie vyrobkov a sluzieb na
svetové trhy a vytvaranie globalnych zasobovacich retazcov S dérazom na ekologiu a trvalo udrzatelny
rozvoj. Uvedené skutoCnosti sa stali impulzom i pre zmeny v podnikatel'skych stratégiach.

Stratégie, metody riadenia uplatiované v mnohych stfasnych spoloénostiach boli vyvinuté pred
niekol’kymi rokmi, kedy firmy potrebovali hladat nové smery znizovania nakladov a rastu. Medzi
najvyznamnejsie napady za poslednych vyse sto rokov patria: (Burrows, 2009)

e 1910 — Pasova vyroba bola jednym z hlavnych mil'nikov v rozvoji masového priemyslu. Cielom Henryho
Forda bolo, aby jeho automobilka vyrabala a pontikala automobily cenovo dostupné pre kazdého.

e 1920 — Trhova segmentacia — Modely automobilov spoloc¢nosti General Motors boli prispésobované
poziadavkam trhu v ramci jednotlivych divizii, ktoré vystupovali ako samostatné spolocnosti, pricom boli
top manazmentom kontrolované.

e 1931 — Znackové obdobie — Spolo¢nost’ Procter & Gamble sa zacala intenzivne zameriavat' na znacku,
pricom stucast'ou organizacnej Struktiry sa stali jednotlivi manazéri zodpovedni za Gspech kazdej znacky.
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e 1943 — Spolo¢nost’ Lockheed vytvorila organizacnu Strukturu nazyvanu ,,skunk works®, ktora pozostavala
z malych skupin spolupracujucich s materskou spolo¢nostou.

e 1950 — Stihla vyroba uplatiiovana v spolo¢nosti Toyota viedla k minimalizovaniu zasob a k rozvoju tzv.
stratégie pull.

e 1967 — Planovanie strategickych scenarov zacala po prvykrat v praxi uplatiovat’ spolocnost’ Royal Dutch /
Shell.

e 1973 — Spolocnost’ DuPont doraz kladla na spétni vizbu zo strany manazérov a podriadenych v ramci
uplatiiovania tzv. 360 stupniového spéatného pohladu (reviews).

e 1987 — Six Sigma sa prvykrat objavila vo firme Motorola ako proces znizovania poctu chyb a skracovania
doby vyrobného cyklu. Ide o spdsob merania kvality, projektovo orientovanii metodiku zamerani na
znizenie poctu chyb a ich udrzanie na nizkej hodnote.

e 1989 — Outsourcing - Spolo¢nost IBM sa za¢ina v tomto obdobi ststredit’ na svoj hlavny predmet
podnikania a urdité aktivity prenasa na externé firmy.

e 1990 — Reinziniering predstavuje zasadné prehodnotenie a radikalnu rekonstrukciu podnikovych procesov
za ucelom znizovania nakladov, zvySenia produktivity a efektivnosti. Zakladatelmi koncepcie
reinZinieringu st Hammer a Champy.

e 2000 — Je obdobim tzv. otvorenych inovacii, kedy mnohé spolo¢nosti doraz kladu na spolupracu s inymi
firmami, zdkaznikmi. Nehmotné statky ziskavaji bud’ prevodom vlastnickych prav alebo na zaklade
licencie. Spolo¢nost’ Procter & Gamble takmer vySe polovicu inovacii ziskala od outsiderov.

e Sucasnost’ - Do popredia sa dostavaju environmentalne otazky a hladanie spdsobov, metdd, akym
zabezpecCit trvalo udrzatelny rozvoj. lde o zahrnutie cielov tykajucich sa ochrany Zivotného prostredia v
podnikatel'skych stratégiach.

2.1. Vplyv vonkajsieho prostredia na zmeny v podnikatel’skych stratégiach

Rastuca turbulencia spdsobena finan¢nou a hospodarskou krizou postupne prerastajucou do socialnej krizy
meni svet ovel'a intenzivnejSie ako za poslednych 50 rokov. I napriek tomu, ze Eurdpa Celi Strukturadlnym
nedostatkom eurdpskeho hospodarstva, globalny vyvoj nad’alej napreduje. Najmi investicie Ciny a Indie do
vyskumu a technoldgii zvySuju konkurenéné tlaky v ur€itych odvetviach hospodarstva. Eurdpska unia so
zdmerom prekonania negativnych désledkov krizy vyty¢ila v stratégii ,,Eurdpa 2020 tri prioritné oblasti (EK,
2010):

o inteligentny rast (hospodarstvo zalozené na znalostiach a inovaciach) — posilnenie znalosti a inovacii,
vyuzivanie informa¢nych a komunikaénych technologii a transformacia inovativnych myslienok do
novych produktov a sluzieb, ,,Digitalny program pre Eurépu® — podpora vyuzivania modernych sluzieb on-
line ako napr. zdravotnicke sluzby on-line,

e udrzatelny rast (ekologickejSie a konkurencieschopnejSie hospodarstvo) — modernizovanie a zniZenie
emisii uhlika v odvetvi dopravy, sledovanie uhlikovej stopy, inteligentné riadenie dopravy, lepsia logistika,
vyuzivanie ekologickych vozidiel, elektrickych a hybridnych vozidiel,

e inkluzivny rast (hospodarstvo s vysokou mierou zamestnanosti - hospodarska, socialna a uzemna
sudrznost) — celozivotné vzdelavanie, zmenSovanie rozdielov v oblasti poskytovania zdravotnej
starostlivosti, podpora zdravého a aktivneho starnticeho obyvatel'stva.

Mnohé spolocnosti z hl'adiska podpory udrzatelného rastu vychadzajuc zo stratégie ,,Europa 2020 sa
zacinaju zameriavat’ na sledovanie a meranie uhlikovej stopy. Uhlikova stopu mézeme charakterizovat’ ako
kvantitativne vyjadrenie emisii sklenikovych plynov (napr. CO2), ktoré vznikli pocas Zzivotného cyklu
vyrobkov a sluzieb, tzn. pocas obstaravania surovin, vyroby, skladovania, prepravy a recyklacie. Aby sa dali
porovnavat jednotlivé dodavatel'ské retazce, Europska inia uverejnila v roku 2011 navrh jednotného vypoctu
emisii v doprave EN16258. Ciel'om eurdpskej normy je zjednotit’ kalkulaciu emisii univerzalnym vypoctom
pre poskytovatel'ov (operatorov, predavajucich) prepravnych a logistickych sluzieb ako aj kupujucich
prepravnych sluzieb (odosielatel'ov). Spotreba paliva prislusného dopravného prostriedku méze vychadzat’ z
nameranych alebo priemernych hodnot, ktoré su prepocitané prislusSnym v norme stanovenym koeficientom.
(Furdova, 2012)
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Ako priklad mozeme uviest’ spoloénost DHL Global Forwarding a Freight posobiaca v Ceskej republike,
ktora rozsirila svoje portfolio sluzieb zamerané na ,,zelenu logistiku® o aplikaciu sledovania emisii CO2, a to
z dovodu poziadaviek samotnych zakaznikov zaujimajucich sa o vypocet emisii uhlika vyprodukovanych pri
preprave ich zasielok. (DHL Freight, 2013)

Za ucelom podpory trvalo udrzate'ného rozvoja sa doéraz kladie v rdmci medzinarodnej environmentalne;j
politiky na vyuzivanie nastroja posudzovania vplyvov na Zivotné prostredie (EIA - Environmental Impact
Assessment), ktorého cielom je komplexne vyhodnotit’ vplyv danej ¢innosti na zivotné prostredie.

,,V Slovenskej republike sa posudzovanie vykonava od roku 1994, kedy vstupil do platnosti zakon NR SR
¢. 127/1994 Z. z. o posudzovani vplyvov na Zivotné prostredie. Z dovodu zabezpec€enia plnej harmonizacie
slovenskej legislativy v oblasti posudzovania vplyvov na zivotné prostredie s pravom Europskej tnie bol v
roku 2000 prijaty zakon & 391/2000 Z. z., ktorym sa meni a dopliiia zdkon NR SR ¢&. 127/1994 Z. z. o
posudzovani vplyvov na zivotné prostredie. V zakone bol podrobne upraveny proces posudzovania vplyvov
stavieb, zariadeni a inych ¢innosti na zivotné prostredie.” (Enviroportal, 2014)

Uvedené skutocnosti ovplyvnili i samotny rozvoj environmentdlneho manazmentu vo firmach, ktorého
hlavnym cielom je hl'adat’ spdsoby ako riadit’ podnikové aktivity v stilade s podporou trvalo udrzateného
rozvoja a eliminovanim negativnych dopadov na Zivotné prostredie.

2.2. Environmentalna stratégia podniku

Environmentalne orientovana stratégia podniku sa stala zdrojom konkurencieschopnosti mnohych
spolo¢nosti. Je vysledkom etického vnimania, spolo¢enskej zodpovednosti firiem, ¢i samotného
prispdsobovania sa vonkajsiemu prostrediu, legislativnym zmenam na narodnej i medzinarodnej urovni.

V konecnom doésledku ide predovSetkym o hladanie spdsobov ako identifikovat' a uspokojit' potreby
zékaznikov s ohladom na budlce generacie, ato zlepSovanim vlastnosti vyrobkov tzv. priatel'skych
k Zivotnému prostrediu, hladanim inovativnych ekologickejsich sposobov prepravy a logistiky (napr.
konsolidaciou zasielok, optimalizaciou prepravnych trds), ¢i intenzivnej$im zameranim sa ina reverznu
logistiku.

Mnohé spolocnosti tak klasické podnikové ciele zamerané len na dosahovanie dlhodobého zisku
preorientovali na hladanie determinantov dlhodobého ekonomického uspechu s ohladom na ochranu
zivotného prostredia, ¢o si vyZaduje zanalyzovat hnacie sily ovplyviujice ekologické smerovanie podniku
(vid. obrazok 2).

PRILEZITOSTI
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Riadenie

Konkuren¢na

vyhoda
Znizovanie nakladov
Zeleny marketing

manazmentu rizika
Tlak akcionarov
Reputacia, dovera

>0 0O UVXVOX

Obrazok 2. Hnacie sily podnikovej ekologie
Zdroj: Valentine, 2009

Environmentalna stratégia podniku vychadza zjeho environmentalnej politiky, ktord predstavuje stubor
koncepcil, stratégii, metdd zameranych na hl'adanie rieSeni environmentalnych problémov, pricom nejde len
0 ochranu zivotného prostredia ako taku, ale jej zakladnym vychodiskom je i stratégia trvalo udrzate'ného
rozvoja, tzv. stratégia prevencie. Implementacia environmentélnej politiky je predmetom environmentalneho
manazmentu vyuZzivajlica nastroje orientované na produkty (napr. environmentalne oznaCovanie vyrobkov,
environmentalne hodnotenie Zivotného cyklu vyrobku, ekodizajn) a nastroje orientované na procesy (napr.
environmentalny audit, hodnotenie environmentalneho profilu, ekologickejsia produkcia). (Sujova, 2013)
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Sucastou podnikatel'skej Cinnosti sa tak stdva v mnohych spolo¢nostiach zavedenie systému
environmentalneho manazérstva, ato zaclenenim starostlivosti o zivotné prostredia do podnikatel'skej
stratégie, ¢oho dokazom pre dodavatelov, odberatelov je preukazanie sa certifikditom ISO (ISO 14001 —
Systém environmentadlneho manazérstva). Medzi hlavné vyhody certifikacie patria: znizovanie nakladov
stvisiacich s odpadom (désledku jeho eliminacie), budovanie mena pozitivnym pristupom k ochrane
Zivotného prostredia, nizsie distribuéné naklady, zlepSenie povedomia, imidzu, verejnej mienky, predvidanie
havarie a rizikovych situdcii, uréenie zodpovednosti pre oblast’ zivotného prostredia so zameranim sa na
odpad, hospodarnejSie vyuzitie energii, prirodnych zdrojov, ulahCenie ziskavania povoleni a licencii,
minimalizovanie pokut za nedodrziavanie legislativy tykajtcej sa zivotného prostredia, jednoduchsi vstup do
sutazi a v kone¢nom ddsledku ide o konkurenént vyhodu danej spolocnosti. (ISO, 2014)

3. Zaver

Hospodarska a finanéna kriza odhalila skryté miesta neefektivnosti a plytvania vo vyrobe, distribtcii, ¢i
neekologického zaobchadzania. Rychle tempo zmien, stupfiovanie rizika, neistoty tak niiti mnohé spolo¢nosti
zamysliet’ sa nad novymi podnikatel'skymi stratégiami. Ddlezité je vediet nielen sa promptne prispdsobit
zmenam vonkajSieho prostredia, ale aj potencialne kl'icové zmeny identifikovat’ v sucasnych turbulentnych
¢asoch. Taktiez sa menia hodnoty a potreby samotnych zakaznikov, ako napr. chct byt lepsie informovani o
emisiach uhlika vyprodukovanych pri preprave ich zasielok, tzn. zintenzivituje sa doraz na Zivotné prostredie,
a to nielen na ekologickejsiu vyrobu, ale i prepravu a logistiku (napr. sledovanie uhlikovej stopy).

V sucasnosti konkurencia dokdze promptne skopirovat novy produkt, sluzbu, ¢im sa znizuje zivotnost’
konkurenénej vyhody, preto zakladom podnikatel'skych stratégii sa tak stava udrzatelnost, ato nielen
ekonomicka, ¢i socialna ale najmé ekologicka.

Zmeny V podnikatel'skych stratégiach smeruji do hl'adania zdrojov konkuren¢nej vyhody zameranim sa na
environmentalne poziadavky, ¢i uz zo strany zakaznikov alebo dodavatelov, tzn. ddlezité je sustredit’ sa na
mozZnosti dosahovania Gspor v ramci podniku, ale aj naprie¢ celym dodavatel'skym retazcom s dérazom na
ekoldgiu, environmentalne aspekty.

Tento prispevok je publikovany ako sucast PMVP: I-14-109-00 - Environmentalny rozmer stratégii firiem
ako prvok rastu konkurencieschopnosti v Europskej unii (v podmienkach v SR).
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Abstrakt

Ciel'om prispevku je vysvetlit’ a charakterizovat’ systém veduci k neustalemu zdokonal'ovaniu kompetencii pracovnikov.
Délezity je vlastny model ur¢ovania kompetencii, ktorym st uréené subory kompetencii a subory kl'ic¢ovych kompetencii.
Vysledkom rieSenia danej problematiky je vysvetlenie a charakterizovanie systému neustaleho zdokonal'ovania
kompetencii pracovnikov.

Klicové slova: klicové kompetencie, kvalita, pracovnici

Abstract

Aim of the paper is to explain and characterize a system leading to endless improvement of employee competencies.
Important is own model of competencies identification, which identifies competencies list and key competencies list.
The solution of the paper is the explanation and characterization of the system leading to endless improvement
of employee competencies.

Keywords: key competencies, quality, employees

1. Uvod

Kompetencie pracovnikov predstavuji najsilnej$i nastroj, ktory vedie k zdokonalovaniu podniku.
V meniacom sa ekonomickom prostredi, ktoré je charakterizované globalnym konkurenénym trhom
vedomosti, je dolezitost’ rozvoja pracovnikov povazovand za zakladny kamen. Svet prechddza mnohymi
globdlnymi zmenami, najddlezitejSou zmenou je informatizacia a inovativnost, integracia, globalizacia.
Existuje preto poziadavka na identifikovanie a popisanie takych kompetencii, ktoré musia byt’ uplatnitel'né
v mnohych zamestnaniach a ktoré majii vo v§eobecnosti umoznit’ uspesné prekonanie zmien.

Cielom ¢lanku je vysvetlit' a charakterizovat’ tvorbu systému zdokonalovania kompetencii pracovnikov
a na zéklade teoretickych analyz poskytnut’ navrhy a odporucania pre zdokonalenie kompetencii pracovnikov.
Systém zdokonal'ovania kompetencii predstavuje mechanizmus pozostavajici z niekol’kych spolupracujicich
prvkov, metdd a postupov, aplikdciou ktorych bude v podniku dosiahnuté skvalitnenie kompetencii. Systém je
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vhodny pre kazdy podnik, ktory ma zaujem zdokonalovat kompetencie svojich pracovnikov. Systém
zdokonalovania kompetencii pracovnikov je mozné vytvorit' pre konkrétne vybrané pracovné pozicie
na kazdej trovni v podniku, aj v podniku ako celku.

2. Teoretické vysvetlenie pojmov

Termin kompetencia ma dva vyznamy. Kompetencia ako pravomoc, zodpovednost je vnimana ako
opravnenie vykonavat' tu — ktorti pracu. Z druhého pohladu je kompetencia vnimana ako suhrn schopnosti
Cloveka ajeho spravania, ktorym sa zabezpecuje kvalitné plnenie pracovnych uloh. (Kocianova, 2010)
V ¢lanku venujeme pozornost druhému vyznamu terminu kompetencia - schopnostiam a zru¢nostiam,
ktorymi ma pracovnik na danej pozicii disponovat’.

European Training Foundation (2014) definuje kl'acové kompetencie ako vSeobecny set schopnosti
a pristupov, ktoré mézu byt uzitoéné vo vsetkych pracovnych situaciach — je to jeden z najistejSich spdsobov
udrzania vzdelavania a relevantného tréningu v rychlo meniacom sa prostredi.

Kompetenény model predstavuje stuhrn ,kl'acovych kompetencii s ich behaviordlnymi prejavmi, ktoré su
potrebné pre urcitu poziciu alebo troven riadenia. Ak je model vytvoreny pre konkrétnu poziciu v konkrétne;j
firme, hovorime o Specifickom modeli.“ (Pokorny, 2010, s. 13) Modely kompetencii by mali zahriiovat
nasledujice prvky:

- pomenovanie kompetencie a detailny popis,

- popis aktivit alebo spravania sa, ktor¢ je spojené s kazdou kompetenciou,

- graficky diagram kompetenéného modelu, ktory ma pomoct’ pouzivatel'om rychlo pochopit’ kl'aicové
charakteristiky modelu. (Bozkurt, 2011)

Bozkurt (2011) rozpracovava typy kompetenénych modelov, z ktorych vyuzivame pracovné kompetencné
modely a modely kl'i¢ovych kompetencii. ,,Pracovné kompetenéné modely popisuju pracovné kompetencie
pre Specificky typ pracovnej pozicie vnutri podnikatel'skej jednotky. Poskytuju dobry zaklad pre tvorbu
posudkov vykonu alebo individualne tréningové a rozvojové plany. S to modely, ktoré su popisom tych
kompetencii, ktoré ovladaji top pracovnici. Modely maju 8 — 16 kompetencii s definiciami. Modely
kla¢ovych kompetencii st budované v procese neustileho zlepSovania a skvalitiovania. Sustredia sa
na stratégiu podniku. KIacové kompetencie su tie,