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FOREWORD
This is the 6th event of the International Conference on Management (ICoM) conference series, which was started in
2011, with the idea to bring together scientists, researchers, students as well as the representatives of the business
sector to exchange and share their experiences and research results about contemporary management issues. The local
organizer in 2016 became Mendel University in Brno, Faculty of Business and Economics, Department of
Management and therefore the conference venue was held in the South Moravian region of the Czech Republic –
Brno and Lednice. During the two days (June 9-10, 2016) 100 experts from 11 different countries (3 continents Europe, Asia, North America) from the field of economics and management participated with their papers and
presentations and contributed to sustaining and enlarging the platform for regular encounters of the experts of related
fields.
The primary target groups of this conference are academics, researchers and doctoral candidates. The secondary target
groups are managers, entrepreneurs and representatives of various associations. The official language of the
conference was English.
The reviewed “International Conference on Management - Trends of Management in the Contemporary Society”
conference proceedings include 79 papers that were selected according to the strict rules and demands of the reviews.
The topics were divided into the following 10 sessions:
1. Business strategies, planning and management
2. Corporate social responsibility, ethics and sustainable development
3. Strategies in human resource management
4. Knowledge management and innovation management
5. Management of diversities (gender, career,...)
6. Leadership and corporate governance
7. Risk and crisis management, management of changes
8. Quality and safety management in business
9. Trends in marketing
10. Nutrition marketing and management, healthy behaviour paradigm
The organization of the conference was coorganized and supported by:
 Częstochowa University of Technology, Poland, Faculty of Management
 Slovak University of Agriculture in Nitra, Slovakia, Faculty of Economics and Management
 Szent István University, Gödöllő, Hungary, Faculty of Economics and Social Sciences

We would like to thank all those who contributed to the preparation of the conference, members of the scientific,
organizational and programme committee as well as our sponsors. Many thanks go to the reviewers and editor for the
preparation and publication of the proceedings. To see more information about the conference event visit our website:
http://uma.pef.mendelu.cz/en/konf?lang=en
See you next year in Nitra, Slovakia.

Brno, 17. 8. 2016
Sylvie Formánková, Ph.D.
Chair of the organizing committee
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STRATEGY TOOLS AND GREEN ECONOMY
1,2,3

Enikő LENCSÉS1, Özlem KÜÇÜKAKÇA2, Hussam M. Abu MUSLEH3
Szent István University, Faculty of Economics and Social Sciences, Gödöllő, Hungary
E-mail address: lencses.eniko@gtk.szie.hu

Summary: The economic and the ecological aims have different importance in decision making. The question is
how we calculate with these aims. The environmental impacts play important role in the modern decision-support
system. The green economy differ from the prior economic in the valuation of natural resources, ecological service.
For example the eco-efficiency portfolio matrix help diversified companies analyse their business mix. The aim of this
study to shows some common business model in the green economy way. This paper shows that how we adopt the
SWOT and the BCG-matrix with environmental aspects in the strategy planning.
Key words: eco-efficiency, green strategy, environmental management

1.

Introduction

The aims of green economy are reducing environmental and ecological risk and realize the sustainable development
in the business. The green economy differ from the prior economic in the valuation of natural resources, ecological
service. The green economy tries to pricing the ecosystem effects in the society and in the corporate too. Main point is
to highlight the growing cost of biodiversity loss and ecosystem degradation in the business models. (Sukhdev et al
2014) Various corporations are starting to adopt the green economy standards as a viable way to promote their
environmental friendly practices. The focus of green economy is on sustainability, nature, justice and care values.
From this point of view the green economy as “an economy in which economic growth and environmental
responsibility work together in a mutually reinforcing fashion while supporting progress on social development”.
(UNDESA 2012)
In 2012 the International Chamber of Commerce sets out the following conditions and action for a transition
towards a green economy:
 open and competitive markets;
 metrics, accounting, and reporting;
 finance and investment;
 awareness;
 life cycle approach;
 resource efficiency and decoupling;
 employment;
 education and skills;
 governance and partnership;
 integrated policy and decision-making.
The aim of this study to shows some common business model in the green economy way. Many different tools have
been developed to analyse business model concepts. The business models describe the practice of corporates in a
simple way and thereby be able to create new strategic alternatives. (Nordic Innovation Report 2012)
2. What does “green” mean for the business?
“Green” has a different meaning on the different part of business process. On the strategy stage the level of “green”
estimated with the following methods: environmental foot printing and comparative benchmarking, life cycle
assessments (with environmental product declarations), financial analysis (with pricing externals).
On the implementation stage the level of “green” estimated the following factors: "no cost" and "low cost" projects,
onsite renewable energy, green IT and data centre reengineering. On the operational management stage the “green”
goes together with "green" procurement services, employee engagement programs and web-based tools, strategic
communications support. (www.icfi.com)
Figure 1 shows an integrated and comprehensive solution framework for corporate sustainability by ICF. The green
business strategy means design, and implement sustainability programs that reduce operational costs, improve
environmental performance, and enhance brand recognition and market positioning.
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Figure 1: Green business strategy – What does “green” really mean?

Source: http://www.icfi.com/markets/climate/campaigns/green-business
Schaltegger et al. (2003) defined three basic strategies in business environmental management. These strategies
named efficiency, sufficiency and consistency. The reduction of environmental damage is the aim of efficiency
strategy. For example: use less resources, reduce the waste, etc. Strategy of sufficiency is less of a technical solution to
environmental issue and more of psychological solution. For example reduce material consumption. Strategy of
consistency does not reduce energy and material usage but try to harmonise such usage with the underlying
environmental purpose.
According to Al-zaidi and Dunay (2016) in sustainable growth aspects and in the formation of sustainable
technologies the hierarchy of reducing, reusing, recycling, recovering and disposal of waste should be considered and
used in environmental strategic planning. (Fig. 2.).
Figure 2: The hierarchy of recovery options

Source: The Energy Recovery Council, 2014, Energy Recovery, p.14.
Different strategies of green economy were discussed by Makover (2009) who underlined the role of strategic green
thinking in recovery options, such as recycling, renewable energy sources and reuse options.
Strategies of green economy are discussed both at macroeconomic and microeconomic level. Gábriel (2014)
described the importance of green thinking along the whole value chain, while other authors (Illés et al., 2014) – using
a microeconomic approach – focused on efficiency and green thinking at company level.

3.

Components of strategic environmental management

The strategic process is based on a formal model of the business in which assumptions are made about the
intentions of management.
A green SWOT matrix is used to merge the analysis of the different spheres of influence over business and key
internal considerations in the view of the environment. The SWOT matrix reveals that competitive advantage can be
built on the strengths of the business, which will be reflected in its financial performance, competitiveness and market
impact and through the influence of external factors on the business.
From an environmental point of view increased sales of environmentally friendly products and services can be
achieved only when financial performance, competitiveness, market impact and external influences are favourable.
(Schaltegger et al. 2003)
The environmental impacts play important role in the modern decision-support system. For example the ecoefficiency portfolio matrix help diversified companies analyse their business mix. Each dimension addresses only the
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economic aspects of the corporate portfolio. Very important that environmental decisions affect economic success, the
environmental dimension has only recently been explicitly incorporated into strategic portfolio analysis. (Schaltegger
et al. 2003)
In the eco-efficiency portfolio matrix the vertical axis is the economic performance and the horizontal axis is the
environmental impact. These matrix used the similar terminology as Boston Consulting Group Matrix.
The optimum position is the area of “green star”. The product in these area has high economic impact and low
environmental damage. The “dirty dog” position is to be avoided. The “dirty cash cows” is an intermediate position. It
tends to possess high market shares in mature or declining “dirty” industries. The forth area called “green question
mark”. It is a weak position because the economic performance is very low. (Figure 3)
Figure 3: Eco-efficiency portfolio matrix

Source: Schaltegger et al. 2003

4.

Conclusions

In the decision making process not enough to estimate only the financial dimension. The environmental impacts of
the business process has more and more importance in the decision making process. The researchers attempts to put
the environmental effects in the business models. This paper showed some example how the business models changed
if we calculate with the environmental effects. For example the eco-efficiency matrix able to handle the economic and
environmental performance together. The environmental management methods helps for the decision maker to
estimate the non-financial effects of their decision. For example in case of investment decision is not enough to
calculate with only the cash-flow. We should estimate the external effects of our investment decision.
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GENDER DIFFERENCES IN PERCEPTION OF THE QUALITY
OF RURAL TOURIST DESTINATION
Astrida PERUTHOVÁ1, Kateřina RYGLOVÁ2
Mendel University in Brno, Brno, Czech Republic
E-mail address: astrida.peruthova@mendelu.cz

1,2

Summary: This article is about differences between men and women in perception of the quality of rural tourism
destination. The research is based on revealed preferences of Czech visitors. There is not too much similar researches
like this one in rural tourist destination. The data was collected from visitors who visited one of the Czech rural
destinations by means of electronic questionnaire; the sample size was based on quota selection. To assess the
significance of individual factors dependent on gender was used Kruskal - Wallis test. The first outputs indicate that
for men are not so important activities related to the stay at the destination (be involved in the life on the farm, biking,
climbing mountains, tasting). The similar results are with importance of events at the destination. When people choose
holiday, they usually make a decision together. In this research was reflected 23 factors of quality.
Key words: quality of tourist destination, rural destination, gender

1. Introduction
It is difficult to define, what is the rural tourist destination because there is not the only one definition for it. One of the
problems is that it is not possible to use the same definition in the Czech Republic and in The South Africa. One of the
most frequently used indicator is population density. European Commission for Agriculture and Rural Development
(1997) says that this indicator is not objective, because countries define rural areas from 8 to 150 people /km2. This
density range is too large. In tourism define Sharpley and Sharpley (1997) rural tourist destination as an area, which is
outside big cities, with a lot of small villages, low population density and with economy, which is based on agriculture
and traditions. Báňski (2005) define it as a place with low economic potential, on the border of big cities, which is
hard to reach by transport. For the research of the author was made another definition. The rural tourist destination is
the area with small cities to 5000 inhabitants. Their economic potential is based on agriculture, traditions, nature and
cultural sights.
Nearly the same problem is with the definition quality in tourism. The quality is too important because the quality
is a competitive advantage and differentiates the product from competitors (Vaštíková, 2014). Generally, it is possible
to use the definition from UNWTO (2003), where quality meets all the legitimate demands and expectations of
customers within the accepted price, including determining factors such as safety, hygiene, availability of
accommodation and catering services and harmony with the human and natural environment. Freigenbaum (1983)
defines quality in tourism as a set of characteristics that comes on the market and meets the expectations of clients. It
is hard to define quality in tourism, because every tourist has another preferences. What is good for one it is not
necessarily good for the other. Palatková (2006) has a similar definition. The quality is what the customers want plus
what the destination can offer extra compared to competing destinations. The quality of destination is also hard to
define because the destination is not only about physical product (natural beauty etc.), but it is also about services
(Tosun et. Al., 2015). It proves the research, what was conducted by Meng et. al. (2008). This research revealed that
quality is not only about outdoor activities and natural scenery, but is more dependent on the provision of elements
such as friendly service and quality lodging facilities.
In this topic is the main point of view the problem with gender differences. Um a Crompton (1990) point to it. The
choice of destination is dependent on personal characteristics such as gender, social class, age and education. This
could be important for planning a development of destination, but unfortunately, this topic is not frequently discussed.
In Scopus database is only 16 studies between 2003 and 2015. The most of theme was written in 2014. Collins and
Tisdell (2002) research has revealed that the reasons for the journey also depend on gender. Women, more than men,
travel on holiday or for visiting relatives and friends. On the other side, men travel more for business. According to
research of Firestone and Shelton (1994) men usually spend more time with social activities (going to the cinema, do
sport, eating). From the research of Mottiar and Quinn (2003) was evident that women are those who initiated the
holiday, collected information and booked holiday. A lot of things make couples together, but there was not any
decision what men did more often. Gender differences in rural tourism investigate Garcia – Ramon et. al. (1995) or
Meng and Uysal (2008). Meng and Uysal (2008) found that the most important motivation factor for visiting the rural
destination are activities and fun for men and relaxation experience for woman. Differences between the sexes are
therefore obvious, but in terms of quality rural tourism destination still very unexplored. The last two studies were
from Spain and from the USA. It is not possible to applicate this data in the Czech Republic. Data from Spain are too
old for using (data was collected in 1992 and 1993). Data from the USA are also not actual, they can be distorted
because of collection in one resort and the number of respondents was very low.
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The goal of this article is to assess if there are some differences in perception quality of rural tourist destination
between men and women. In the research was evaluated 23 factors, which has an effect on quality.

2. Methods and data
For author own research was created a questionnaire. The survey examined the factors that have an effect for
perception of quality visitor destination. These factors were obtained from secondary sources (Ryglová, Vajčnerová,
Šácha and Stojarová, 2015; Mussalam and Tajeddini, 2016; Aldere et al., 2011 and Frochot 2005), which evaluate the
quality of destination in general or directly in rural tourist destinations. The same factors will be used directly in the
questionnaire for the evaluation of selected rural destinations that respondents visited. This data are still collected.
There are 23 factors for evaluating. These factors are evaluated by using a five-point Likert scale. The primary data
was collected only in the Czech Republic from April to May 2016 by means of electronic and paper questionnaire. For
data collecting was used quota selection. The only one quota was gender. In the Czech Republic is nearly the same
percentage of men and women. The questionnaire was addressed 460 respondents (230 men and 230 women).
To assess the significance of individual factors dependent on gender was used Kruskal - Wallis test. It is the one of
the most useful test for behavioural and social science research (Meyer and Seaman, 2013). This test is nonparametric
and it could be an alternative to one–way ANOVA and Mann-Whitney U test (McDonald, 2014). For the factors
evaluation was used software SPSS.
3. Results
This table displays quality factors, which could be important for men and women. Not all of theme have the same
importance.
Table 1: Quality factors
KW-Test
Quality factors
Women Mean Rank
Man Mean Rank Gender
Natural atractivities
No
231,26
229,74
Culture atractivities

244,97

216,03

Yes

Accommodation

232,79

228,21

No

Restaurants

237,23

223,77

No

Activities related to the stay

241,75

219,25

No

Festivals in destination

238,87

222,13

No

Transport infrastructure

250,5

210,5

Yes

Local transport

245,08

215,92

Yes

Accessibility of information

247,35

213,65

Yes

Comunication before arriving

247,4

213,6

Yes

Acceptance by local residents

244,63

216,37

Yes

Image of destination

240,81

220,19

No

Products and services price

237,27

223,73

No

The level of workers in services

235,61

225,39

No

Sense of security

255,31

205,69

Yes

Clean destination

239,53

221,47

No

Capacity of destination

245,17

215,83

Yes

Unique destination

235,79

225,21

No

Additional infrastructure

233,81
237,13

227,19
223,87

No

Sustainability destinations
The distance from the place of residence

No
No

230,81

230,19

Wheelchair access

239,34

221,66

No

Previous visit/positive reference

240,51

220,49

No

Source: Author
From this table is evident that not too much factors is so as important for men as for women. The most important
for women from the Czech Republic is sense of security (from the point of view of security forces, the possibility of
crime, the possibility of threat to natural phenomena). For men is significant the distance from the place of residence.
The distance will be an object of the next research (how far is acceptable for men and women to go on holiday).
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4. Discussion and conclusion
The main theme of this article was to refer on differences in gender perception quality factors. It was evident that there
are some and the test proved it.
For women is the most important factor Sense of security. It is typical for women. They are more fearful of crime
(Amir et. al., 2014). Factors, which are not so important for women, are surprisingly Natural attractivities (forests,
mountains and natural parks), Accommodation and Restaurants (their quality, quantity and price). For men is the most
important Distance from the place of residence, but the mean rank is nearly the same like for women. What distance is
acceptable for men is a subject of advance research.
The Kruskal Wallis test was used for verifying null hypothesis that the factors has the same meaning for both
gender. This hypothesis was rejected. The dependence was significant for 8 factor. The most dependent factors are
Transport infrastructure, Accessibility of information, Comunication before arriving and Sense of security. Culture
attractivities, Local transport, Acceptance by local residents and Capacity of destination are also depend on gender.
Some results are shown to be in line with other studies. The difference between accessibility of information was
outlined in the research of Hoyer and MacInnish (2010), but it was necessary to make own research because the data
are not from rural destination. It is the biggest problem, that there is not too much data from this type of destination.
This research was only a part of wider research, which is still continuing. The main research is focused on
searching important quality factors in rural tourist destination and assessing quality rural tourist destination by these
factors.
The
goal
of
this
research
is
to
formulate
a
new
methods
for this type of assessing, which is based on tourist opinion. The results presented in this paper are part of the IGA
project No. 2016004.
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Summary: Nowadays a healthy way of life, prevention and conscious nutrition are more and more prioritised and
public attention is directed at them. Due to their curative effects, different supplements or natural foodstuff, plants and
mushrooms are becoming more and more popular. As a result of information flow and the Internet new avenues for
popularising and informing the public about them have been opened up.
In the world of online marketing BTL communication tools provide excellent opportunities for getting to know and
like functional food, mushroom species with various health protecting characteristics and their impacts by those who
have not even heard about their existence and efficiency or the fact that there is a remedy for their problems, as well.
Horizontal search engine optimisation and content marketing assist experts in responding to the questions of people
who are ill or just want to prevent diseases. By using them a target audience can be reached by presenting the
effectiveness of mushroom species that would otherwise be impossible or almost impossible to reach by using direct
marketing. Within the framework of effective marketing communication the tools of content marketing can provide
the target audience with expertise and help, which, at the same time, can also boost sales.
Creating such an expert forum is a priority in the world of online marketing where users can freely obtain
information about the products and find a solution to their problems. It was our objective to map the popularity of
mushrooms in Hungary and the significance of organically grown species. The survey was conducted via the Internet
and 436 questionnaires were received.
The paper deals with the ways of popularising mushroom as functional food and the communication tools of online
marketing that can provide professional help via the Internet by serving the objective above. Furthermore, the dangers
and the shortcomings of such communication tools are also discussed.
Keywords: health protecting product, online marketing, content marketing

1. Introduction
With the continuous growth of the world’s population reaching 7.2 billion by now the demand for Eastern curative
practices and products has continuously been increasing. Due to their beneficial impacts products made from
mushroom are available in a wide range in Hungary, as well.
From a nutritional point of view mushrooms are low energy food with favourable nutrition value. In addition to their
relatively high protein content, they contain many kinds of minerals, fibres, amino acid and vitamins. (Győrfy ed.
2010) They are a cheap but delicious source of food and more and more people regard mushroom as gastronomic
delicatessen. A lot of mushroom species have a healing power, which can be due to several compounds in the
background. Mushroom glucans are the best known compounds with curative power such as lentinan, pleuran and
grifolan etc. These are also available for the consumers as nutritional supplement. The healing power of mushrooms
includes immune stimulation, tumour suppression, anti-viral power and cholesterol reduction. Of course, the healing
effects contain much more parts than listed. (Győrfy ed. 2010)
Vitéz Noble István Kóthay of Jászfalu in his book of 1943 states that the history of mushroom growing dates back
to Greek and Roman times when the Greek scientist and philosopher, Aristotle, called mushrooms the ‘Food of Gods’
due to their flavour and nutrient content. The Roman Emperor, Claudius also thought that a bowl of champignon is
worth more than any glory or virtue of being a general.
The Chinese emperors shared the opinion of the Roman ones about the lingzhi mushroom as it was their privilege
to keep and use it in their palace.
Its significance is shown by the fact that it was one of the most favoured ornaments of Chinese architecture and arts
(Stamets, 2000).
At present the most frequently grown medical mushroom species in Hungary are
 Lawyer’s wig (Coprinus Comatus)
 King oyster mushroom
 Hericium erinaceus
 Lingzhi mushroom
 Shiitake
The benefits of the Lingzhi mushroom (Ganoderma lucidum) have been known in the Far East countries (China,
Japan, Korea, Malaysia) for centuries and they have been used in traditional medicine for long. Their curative effects
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and possible use have also been studied widely. Excluding Shitake, this mushroom species has been examined the
most from both ingredient and healing considerations (Lelley, 2008).
The extremely strict Food and Drug Administration in the USA licensed it by permitting its trade and declaring it as
food supplement.
In the past few years several items have been traded in the Far East and Europe mainly in the form of medical
products.
Shiitake mushroom also has a long tradition similarly to Lingzhi mushroom. At the time of the Ming Dynasty it
was regarded as a life elixir and several researches proved its power to block tumours (Szili, 2008).
Unfortunately, medical mushroom species do not have such a long tradition in Hungary, partly due to lack of
knowledge and trust, as well.
In connection with product regulations, the effective Hungarian and EU laws and regulations do not prohibit
placing the curative and medical impacts of the mushroom on its packaging. However, it is illegal to contribute
curative powers to a specific item.
Several definitions exist about functional food in literature. One of the most widely accepted ones belongs to the
European Commission Concerted Action on Functional Food Science (FUFOSE-Group), which reads: ‘Foodstuffs
qualify as functional when, in addition to general health-boosting benefits, they demonstrably improve the functioning
of one or more of the body's functions, which is observable in improved overall well-being, mood, and/or a decrease
of likelihood of illness. Functional foods may only take the form of actual food and not of tablets or capsules. They
should form an integral part of the diet, and be effective in the ordinarily consumed quantities’ (Diplock et al, 1999,
Katan 1999, Bíró 2002).
The increased demand can be met both on a corporate and an international level competitively. Such marketing
paraphernalia is necessary that present and popularise functional food with the target audience by stressing their
importance. Based on research on consumer behaviour and current information it is necessary to define the efficient
online marketing tools. On the basis of consumer behaviour two directions can be seen while implementing these
tools: demand pull and technology push (Balogh – Baló 2007).
Our paper presents the online marketing tools that serve the above mentioned facts to communicate the advantages
of functional foods effectively as highlighted by our research presented.

2. Material and methods
Research activity started with revising the specialist literature relevant for the topic.
As our objective, we wished to survey the popularity of the medical mushrooms in Hungary and the significance of
organically grown species. The guidelines of Naresh K. Malhotra’s book entitled Marketing research (Akadémiai
Kiadó 2005) served a good basis for compiling the questionnaire which was tested on a sample of 12. Responses were
given via the Internet resulting in 436 answers with 37.2% from males and 62.8% females. Regarding age, 60% are
between 18 and 34, 32% between 35 and 49, 7% between 50 and 64 while only 1% represented the above 65. Fortyone percent of the respondents have a degree, 14% are active in higher education while 34% have secondary
education, 9% vocational school and 2% elementary education.
It is essential to know the consumers’ habits and methods of gathering information in order to define the means
(Szira et al., 2008). Consumer behaviour reflects that our target audience are looking for and using the information at
their disposal (Gaál, 2010). This should be made use of so that the Hungarian mushrooms should be more preferred
and purchases might be generated.

3. Results
Altogether 436 questionnaires were returned. Of the respondents 87% marked the good option for the definition of
organic or eco food, which is ‘food produced under controlled circumstances not containing synthetic fertiliser and
insecticide’. Only 20% were good at guessing that organic food is ‘free from genetic modifications’ while 25%
classified it incorrectly by labelling it ‘free from additives’. Another 3% though that organic food includes ‘food of
vegetable origin’ and 2% also classified ‘reform food’ and ‘raw, unprocessed food’ as part of organic food mistakenly.
This proves that the terms of ‘eco’ and ‘organic’ are not clarified for consumers and were mixed with other labels.
That is why informing consumers and stopping the spread of misleading information on organic products would be
essential for health preserving considerations.
The respondents thought lower prices would help boosting the purchase of organic products (76%).The second
most important factor is widening the product range and availability (36%). One quarter of the respondents think that
increasing health awareness, spreading more information and arousing interest would contribute to the successful
promotion of organic produce. Dissolving misbeliefs and stopping mistrust are less important.
The same holds true for consuming organic mushrooms. For 64% of the respondents it is not important that the
mushroom consumed came from controlled organic farms or not. Based on the responses of the questionnaire 62%
were not familiar with any organic mushroom. Of the well-known products fresh organic mushroom was indicated at
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the first place (22%) while less than 10% knew organic mushroom powder and its dried version, chocolate, coffee and
ice cream, pâté with organic mushroom or cosmetics as well as toiletries.

4. Conclusions and recommendations
By now it seems that mushroom as functional food has lost its popularity with a wide range of consumers. Though
some of its species are preferred, on the basis of the research we can state that its beneficial impacts on health are
hardly known. With the spread of the Internet a new platform is opened up to disclose information to a wider range of
the target audience. While examining consumer habits we found out that several platforms have a role in the everyday
life of consumers (such as portals, social media platforms) that can effectively communicate the impacts of
mushrooms on health and the possibilities of using functional food.
Based on the tendencies we can state that due to the consumers’ negative attitude or denial af advertising today,
ATL (Above The Line) means seem to be less effective. These communication forms through traditional media such
as TV commercials, do not only attract the attention but also are much more expensive than BTL communication
forms –not to mention the impossibility of disclosing plenty of information through them. ATL communication
devices fall short both on their measurability and cost here (Gácsi –Zéman, 2013), so we need to emphasize BTL
devices.
BTL (Below The Line) communication devices, on the other hand, that include non-traditional, usually PR-like (not
direct) communication instruments are far more cost-efficient and even more successful.
At present one of the most efficient instrument in online marketing is content marketing, which can also mean
placement on the website of the producer and the independent specialist portals alike. Online presence should be
created while focusing on this instrument as goo content serves as the excellent basis for all online marketing
instruments known starting from search engine optimisation through paid advertisements, link marketing and social
media marketing to e-mail marketing.
A professional yet interesting, informative and striking article on the website of the producer or distributor can help
the consumers get acquainted with mushroom as functional food in many ways. Content marketing is the art of
communication with the would-be consumers where the goods or services to be promoted, in this case mushrooms as
functional food, are introduced as a solution in valuable, interesting context.
By sharing the interesting articles focusing on a problem the attention of our target audience can directly be targeted
in social media without the consumers noticing advertising in the article. The great power of social media also lies in
the fact that people do not go there for shopping, rather, for getting information. When an interesting topic arises on
their noticeboard, they are very likely to click and if the article offers a solution to their problem, direct customers can
easily be generated.
In addition to social media, the huge amount of content can also help search engine optimisation so the consumer
trying to find a solution to their problem can get acquainted with mushroom as functional food offering a solution via
these search engines. When searching for solutions to the consumers’ problem, mushroom as functional food will
definitely be met due to content of proper quality and quantity.
The success of content placed on external portals and PR articles lies in their independence. The system of content
marketing also works excellently on the website of a producer or a distributor but if the professional article draws
attention to an independent product, it is even more efficient. Of course, uploading search engine centred articles helps
not only the independent portal to go places forward but also the website of the producer or the distributor through the
power of link marketing.
BTL communication tools point far beyond the online space. One of the expressed advantages of online marketing
is that the efficiency of campaigns run there or its instruments can be measured very precisely so resources beyond the
expectations will not be utilised. That is why it is worth channelling other BTL instruments into the online space. For
example, at a sales pitch a contest can direct consumers to the website where not only some interesting and precious
information is found but also they can meet the products themselves directly.
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Summary: Reputation is an intangible asset built for years, but may be damaged or completely destroyed by crisis
in a moment. Reputation crisis may trigger many negative phenomena such as: sales decrease, stock quotes fall,
company value fall, negative opinions in the media. The crisis situation may be caused by a wrong management
decision, employee error or sudden, unforeseen event in the environment, gossip or unfavorable post on a social
network. Not even most well-known and admired company is able to avoid such situation and protect its reputation.
Reputation risk and the need for its rebuilding after crisis are the major challenges of modern management. It turns out
that rebuilding reputation after crisis is a much more difficult task for managers than to build it from scratch. It is a
matter of regaining the lost trust, respect and recognition of different stakeholder groups. There are known cases of
both successes and failures in the process.
This article aims to identify the factors determining the success of rebuilding reputation of the company after crisis.
To achieve this goal, the following methods were used: case study and literature analysis, inference based on the
results of selected research centers dealing with reputation and crisis management.
The main determinants of success in the process of rebuilding reputation were considered to be: type and nature of
the sources of crisis, adopted strategy to respond to a crisis situation and the way of crisis management as well as the
previous level of corporate reputation.
Keywords: reputation risk, reputation recovery, crisis management

1. Introduction
Reputation is a very valuable, but at the same time vulnerable resource of the contemporary company. It is
subjected to many various threats that no management system can protect it from. In the recent years a new, dangerous
source of such threats has emerged, that is modern media, especially social media (Gaines-Ross 2010; Copulsky
2011). Less or greater reputation crisis was experienced even by the most renown and admired global companies such
as: Coca Cola, Johnson & Johnson, Nestle, IBM, Nike, Sony, Toyota, BP, AIG, VW. Reputation deterioration may
trigger many negative effects, for instance: customer loyalty deterioration, investors loss and increase of the cost of
capital, higher cost of acquiring business partners, valuable employees leaving, communication costs increase
(Szwajca et. al. 2014b, pp. 11-12). Both theoreticians and practitioners see the problem of reputation loss risk and
emphasize the need to manage it (Larkin 2003; Rayner 2003; Resnick 2006; Regan 2008).
In the face of the fact of inevitability of the risk of reputation loss or deterioration, the companies are struggling
with a difficult challenge, which is rebuilding the reputation after a crisis. According to the results of research carried
out by Weber Shandwick (2007c) among business executives from North America, Europe and Asia, rebuilding the
reputation is a much more difficult task than building it from the basis or maintaining it.
Practice shows that some companies that face a reputation crisis may rebuild it quite quickly, others on the other
hand suffer great losses and are not able to regain the previous position. It show for example study charted the impact
of man-made catastrophes on the market values of 15 companies in the U.S. and abroad (Knight & Pretty 1999, pp.
363-381). They ranged from the first Tylenol of J&J tampering of 1982, to a Heineken recall due to rumors of broken
glass in its beer bottles in 1993. On average, all 15 firms took an initial hit of 8% off their market value. However, the
companies quickly could be defined into two distinct groups: the “recoverers” and “non-recoverers”. The recoverers`
shares sagged only 5% in the first weeks while the non-recoverers` shares lost 11%. After 10 weeks, the recoverers`
shares actually rose 5% stayed comfortably in the positive for the balance of the year. In contrast, the non-recoverers`
shares stayed down and finished the year at a loss of 15%. According Fombrun and Van Riel (2004, pp. 34-35) this
research suggests that the difference may lie in how the crisis is handled, and what the reputation of the company was
beforehand.
The objective of the paper is an attempt to identify the main determinants of success in the process of rebuilding the
corporate reputation after a crisis. The considerations were focused on three areas: sources and reasons of reputation
crisis, strategies of response to the crisis and the way of crisis situation management, level of previous corporate
reputation. The following research methods were applied: literature review, analysis of research by international
centers on reputation and reputation risk as well as case study.
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2. Sources of reputation risk
A reputation crisis may have different sources and causes, and what follows it – various character and scale. Brady
and Honey (2007, p. 24-26) classified the sources of reputation into three groups:
 cultural (legal and ethical) - alleges infringement of the legislation (e.g. tax fraud, embezzlement, corruption,
bullying) and in force in society ethical norms (e.g. dishonesty, lying);
 managerial (executive and operations) - due to the bad decisions of management company or the errors and
omissions of employees;
 external (associations and environment) - is caused by mistakes and breach of the terms of contracts by
contractors company or random causes (fires, floods, attacks, terrorist attacks, etc.).
In turn, Coombs (2007, p. 168) adopting the division criterion as the possibility to predict threats, distinguished
three groups of crisis situations:
1) independent from the organizations’ will and activities, unpredictable (natural disasters, rumors, slender,
violence at workplace, attacks of foreign enemies) – organization is a victim of the crisis;
2) dependent, but not intended and not possible to predict by the organization (accidents caused by device failure,
product defects due to technological failure, incorrect management decisions, e.g. based on wrong forecast) –
organization caused the crisis unintentionally;
3) dependent and caused by the organization, that means predictable (accidents and product defects caused by
people mistakes and negligence, board lies and fraud, law violation) – organization in a more or less conscious
way takes actions causing the crisis.
Taking into account the categorization of the causes of crisis situations presented, one may conduct the assessment
of stakeholders’ reaction, level of reputation risk and possibilities of its rebuilding (tab.1).

Table 1. Level of reputation risk and stakeholders` reaction
Level of
risk
Very low

Stakeholder
reaction
Disappointment

Low

Surprise

Trust damage
Trust questioned - but
recoverable speedily
Trust dented - recoverable
with time and good PR

Characteristics
Unpredictable, independent, but not
intentional of a very low scale
Difficult to predict, dependent but
not intentional of a low scale

Trust
diminished
Difficult to predict, dependent but
recoverable at considerable not intentional of an average scale
cost
Trust severely damaged Predictable, dependent and caused
High
Disgust
never fully recoverable
by the company of a high scale
Trust completely lost Predictable, dependent and caused
Very
Outrage
not coverable
by the company of a very high scale
High
Source: Own work based on: (Szwajca D. 2013; Honey G. 2009, p. 16)
Medium

Concern

When summarizing the sources of crisis situations it may be stated that rebuilding the reputation is the most
difficult in case of crisis that is predictable, dependent and caused by the organization, that is the causes of cultural
background when the ethical or ethical-moral norms have been violated. This is confirmed by the opinions of
executives in the research by Weber Sandwick (2007a). They thought the greatest threats to the reputation to be:
financial irregularities, unethical behavior and executive misconduct - all issues that could be prevented if companies
had better controls in place. In the further places the following were mentioned: security breaches, environmental
violations, and health and safety product recalls. A spectacular example of inability to rebuild the reputation is the case
of energy concern - Enron Corp., that declared bankruptcy in 2001 due to revealed practice of data forgery and
manipulation of financial reporting. As a result of financial fraud such firms went also bankrupt as WorldCom,
Vivendi, Adelphia Communications, Tyco International.

3. Crisis response strategies
The second, key determinant of success in rebuilding the reputation after the crisis is behavior after, and the way of
crisis management. Clayton from Weber Shandwick thinks that usually for the stakeholders, especially for the
customers, it matters more how the company deals with the problem than the fact of crisis occurrence itself (Pobłocka
2015).
Coombs (2007, pp.170-172) distinguished the following strategies of reaction to a crisis situation (fig.1). Examples
of successful reputation recovery actions show the most effective is the rebuild strategy. According to 75% of global
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business executive surveyed, the best steps to beginning the reputation recovery process are announcing specific
actions the company will take to fix the problem, creating an early warning system, and establishing procedures the
company will follow to demonstrate its commitment to being a responsible citizen (Weber Shandwick 2007c, p. 5).
However, the least chances for efficient reputation rebuilding reputation has the use of the strategy of denial in a crisis
situation, caused by predictable, dependent factors and caused by the company (Szwajca 2014; Szwajca et al. 2014a).
An example of model management strategy in a crisis situation may be the case of Tylenol scare of Johnson &
Johnson in year 1982: seven people died in the Chicago area from consuming Extra-Strength Tylenol capsules laced
with cyanide. The enterprise reacted immediately, took on the responsibility, compensated the losses, had an open
communication with the environment and presented a program of corrective actions. It allowed not only rebuilding the
corporate reputation but also strengthen the position of the very product (Fairchild, 2014).
Figure 1. Reputation crisis response strategies

Type of strategy

DENY
 Attack thte
accuser
 Denial
 Scapegoat

DIMINISH

REBUILD

 Excuse
 Justification

Source: Own work based on: (Coombs, 2007, p. 170)
In turn, an example of improper reaction to crisis and accompanying difficulties when rebuilding reputation is a
tragedy of Costa Concordia in year 2012. Costa Cruises made so many crisis management errors, it built mistrust and
resentment amongst many of its stakeholders, not least the families of those who had lost their lives on the Concordia.
The tragedy is still mentioned in practically all the corporate media coverage of Costa Cruises and its parent company
Carnival. Carnival has recognised that it is going to take some time for Costa`s reputation - and its commercial
position - to recover (Griffin 2014).

4. Existing corporate reputation and other factors
A factor affecting chances and possibilities of rebuilding reputation after the crisis is also the previous corporate
reputation. It turns out that a strong, positive reputation may considerably mitigate the negative effects of crisis as well
as it may be helpful in the process of rebuilding. A good example in this place may be the largest crisis in the history
of Coca Cola, connected with beverage contamination and health risk for many consumers, including children and
teenagers, in France and Belgium in 1999. Although the enterprise did not behave professionally (reacted with a delay,
did not take immediate actions to explain the causes of contamination), its previous position, customer loyalty and
brand loyalty protected the enterprise from serious financial and image losses (Hartley 2004, pp. 54-57). These days
Coca Cola is placed at the top of the world’s most admired companies (in 2015 it took 10th place on Fortune`s list of
world`s most admired companies).
A similar example is the case of Cadbury in 2006 related to salmonella in chocolate. The company was founded in
1824, and for decades had cultivated an immaculate reputation, and became an integral part of UK culture, beloved by
customers, retailers and employees alike. In 2004, Cadbury Schweppes was voted Britain`s Most Admired company,
by the UK magazine "Management Today". Even though several mistakes were made in crisis management and the
company suffered huge court costs, it managed to regain its position and rebuild customer confidence (Carroll 2009).
In turn, a weak reputation significantly hinders fighting the crisis and rebuilding the previous position. The case of
British Sky Broadcasting (BSkyB) may be mentioned here – the second TV broadcaster after BBC in Great Britain,
founded by Rupert Murdoch. The hacker’s scandal in 2011 concerning voice mail break-in ordered by "News of the
World" tabloid, belonging to Mardoch’s concern of News International, also affected BSkyB. Reputation Institute
tracks the link between financial performance and its own reputation measurement system. This shows that in 2011,
BSkyB`s reputation was average with score of 63 out of 100. In 2012, it dropped to 53 with governance and trust in
particular suffering. The share price fell from April 2011 to April 2012 by over 20% (Fombrun 2012, p. 2).
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Other factors determining success of the process of rebuilding reputation after crisis are:
- corporate history and traditions as well as position on the market: the longer and better tradition and the better
position on the market, the easier it is to rebuild the reputation (it is confirmed by the examples of companies of 100year-tradition and strong market position such as: Coca Cola, Cadbury, Johnson & Johnson),
- reputation of the country and industry of origin that the company functions in (Prokop 2015; Reputation Snapshot
for the pharmaceutical sector. Ipsos Global Reputation Centre 2012, p. 3),
- region of corporate activity in a global scale – cultural differences cause that the same occurrences may provide a
different level of reputation risk (Weber Shandwick 2007a, p. 7),
- corporate social responsibility – the use of CSR rules conduces an efficient reputation rebuilding (Weber
Shandwick 2007b, p. 3-5).

5. Conclusions
Rebuilding the reputation after a crisis may last between several months and few years – it takes 3.5 year in
average. Success in this process is determined by many factors. On the basis of study conducted, the most important
were considered to be: crisis causes and scale, strategy of reacting to the crisis and managing the crisis situation, level
of previous corporate reputation. It was determined that it is easier to rebuild the reputation when:
1) crisis results from external or managerial factors, difficult to predict or not predictable, independent from the
company or dependent but in a small scale,
2) company uses the rebuilding strategy based on accepting responsibility, acknowledging and compensating
losses, it has a positive and renown, long-term market position, it uses the rules of corporate social responsibility.
In the face of the fact that the company is not able to protect its reputation from various threats, it should be ready
not only to manage the crisis situation properly but also to manage the reputation risk in a broad sense.
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Summary: This paper creates a part of research done within elaboration of the dissertation thesis of the author.
This paper has a review character. Its aim is to present an overview of factors of business success and success
assessment models and results of pilot study of Elen Číková. She investigated, which factors of business success are
the most important for the organic wine growers in the Czech Republic in South Moravian.
Keywords: business success, organic wine growers, the Czech Republic, South Moravian.

1. The factors of business success
The opinions of scholars aren’t unambiguous on the issue of business success. Knop (2009) defined success as
quality aim a manager has to have in order reach a competitive advantage and succeed in a long-term in the market.
Suchánek (2001) doesn´t see an unambiguous definition of the term „business success“, because different stakeholders
have different expectations (managers – level of premiums, employee – level of wages, owner – level of profits). Also
is important to success is measured. Suchánek (2001) suggests the two basic possibilities: quantitatively (by
financial analysis) and qualitatively (image of a business, customer loyalty, skills of management etc.). The authors
Philip (2010) and Blažek et al. (2008) distinguish basic understanding of success of business as short, long, financial
and nonfinancial. Business success is often considered as financial efficiency (for example profits, growth of sales,
return of investment), but also as a reputation of business and growth quantity of employees.
Szarková (2001) emphasizes communication as an important factor of business success. She states the internal
communication (inside a business, with the employees) and external communication (with the external stakeholders).
Philip (2010) represents by factor “communication and cooperation into business” next factors of business success
as there are “flexibility and measurement of efficiency”.
Successful business is also determined by the successful employees. Linkeschova and Linkesch (2001) state, that
in order to become successful, the employees have to manage themselves. These authors refer to the questions
mentioned by Peter Drucker: “Who am I? What advantages do I have? How do I work? Where do I belong? What
benefits do I bring?”
Many authors consider human resources as an important factor of business success. Armstrong (2007) describes
this factor in seven points: 1. physical properties, 2. skills and knowledge, 3. inteligence, 4. special skills, 5. interests,
6. inclinations and 7. background. Also Al- Mahrouq (2010) assigns ten variables to factor human resources, for
exapmle level of qualification of employees, know-how of employees and fluctuation of employees. Next important
factor of business success is knowledge of entrepreneur, which show results of research Indarti and Langenberg
(2005), Charney and Libecap (2000), Sinha (1996).
Main groups of critical success factors include: “7 S” system of the consulting firm McKinsey (Peters,
Watermann, 2001), internal factors of prosperity (Veber et al., 2000), “7 dynamic S” (Haen, Stun, 1995) and model
EQA (Kubíčková, Rais, 2012). According to Vodáček and Vodáčková (2004) is created model of the critical success
factors, which there are each other connected. These factors are leaders, structure, processes, IS and IT, personnel and
strategy. Each factor can be properly understood after the interplay of all the other factors of the model. Kanji (2007)
created Kanji’s Business Excellence Measurement System (KBEMS), which evalualetes the success of business on
based critical success factors. The system has two parts - Kanjiho Business Excellence Model (KBEM) and Kanjiho
Business Scorecard (KBS). KBEM gauges an internal efficiency of business with respect on internal stakeholders
and KBS measures an efficiency of business with respect on external stakeholders. A basis of the KBEM is leadeship
with his four pillars: People based management, Satisfaction of customers, Management by fact and Continuous
improvement (Kanji, 2002). The first pillar rates employees, how they can react flexibly and create teams to resolution
of problems. The second pillar is focused on customer´s satisfaction. The third pillar examines, how management of
business decides. The fourth pillar stresses the prevention against rise of problems. (Naghavi et al., 2012)
Kislingerová and Nový (2005) established a model of the business success for SMEs, which is composed of a
variety of factors. However, there are three basic areas of success factors: 1. entrepreneur’s personality, 2. business
operations and management and 3. environment, in which a business operates. According to Man et al. (2002) there
are also three factors of the business success for SMEs: 1. internal factors of business, 2. entrepreneur’s personality
and 3. external factors of business. Moreover Al-Mahrouq (2010) alludes five factors of the business success for
SMEs: 1. structure business, 2. technical process and technology, 3. financial structure, 4. human resources and 5.
marketing and production.
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1.1 The pilot study of Elen Číková
The pilot study was focused on an organic wine growers in the Czech Republic in South Moravian. Within the pilot
study the main factors of business success were examined. For a collection the informations were used a
questionnaires, which were formed from five groups of factors: 1. human resources, 2. marketing, 3. production, 4.
management of organization and 5. financial management. In the group of factors human resources there are two
subgroups of factors – employees and entrepreneur.
Together was collected 12 questionnaires, which were completed personally or by e-mail. The collection of
questionnaires was since February 2016 to March 2016. The respondents were the organic wine growers in age 22-74.
The shortest time of undertaking in an organic viticulture is 3 years and the longest time of undertaking in an organic
viticulture is 20 years. The respondents evaluated all factors by numbers 1 to 3. Number 1 was very important factor,
number 2 was important factor and number 3 wasn´t important factor. Some questions were open.
The answers of organic wine growers, how they characterized success in an area organic viticulture, were
interesting. For example: “We didn´t go bankrupt.”, “We are on the market 20 years and an constant interest is for the
grapes.”, “We have healthy grapes without the chemicals (herbicide, fungicide) on a protection of plants.” and
“Improving conditions for cultivation of grapevine.”.
The answers on the open question: “Which factors affect success in organic viticulture?”, were also interesting. For
example “Be young and rich.”, “Marketing and policy of viticulture.”, “Subsidy policy of EU”, “Relationship to the
nature.” and “Weather, timely and accurate protection of the vine.”.
In the group of factors human resources and in the subgroup of factors employees were the most elected these
factors: skills, practice and motivation (see in the Tab. 1). In the subgroups of factors entrepreneur was the most
important factor – an identification with ecological philosophy (see in the Tab.1). The most organic wine growers
have a secondary and an university education. Some wine organic growers participated to the wine competition AWC
Vienna.
In the group of factors marketing were the most elected these factors: strategy, quality, stable
subscribers/customers and customer´s service (see in the Tab.1). Some organic wine growers reported the additional
service: excursions into vineyards with tasting of wine, organizing of feast (vintage, bones) and training.
In the group of factors production were the most important these factors: technology, know-how, research and
development (see in the Tab.1). In the group of factors management of organization were the most elected these
factors: communication into enterprise, style and effectiveness of management and organizational structure (see in the
Tab.1). In the group of factors financial management were the most elected these factors: investment, resources and
solvency (see in the Tab.1).
Table 1: The most elected factors from five groups
The groups of factors

The most elected factors

The human resources
* employees

The skills, the practice and the motivation.

* entrepreneur

The identification with ecological philosophy

The marketing

The strategy, the quality, the stable subscribers/customers
and the customer´s service.

The technology, the know-how, the research
and the development.
The communication into enterprise, the style
and the effectiveness of management and the organizational
The management of organization structure.
The production

The financial management
Source: Author of paper

The investment, the resources and the solvency.

In this pilot study were confirmed some factors with reference in theoretical part, which are considered as important
for organic wine growers. The most important factors from all were: identification of entrepreneur with ecological
philosophy, skills of employees, quality and marketing strategy (see in the Tab.2).
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Table 2: The most important factors from all factors
The most important factors from all factors
The identification of entrepreneur with ecological philosophy
The skills of employees
The quality
The marketing strategy
Source: Author of paper
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Summary: Technological and economic consequences within production of safety and quality food, consistently
with the fact of lower performance of domestic food processing businesses constitutes the major critical factors of
sustainable competiveness of these group of food processors. Business entities should consider opportunities of EU
Food safety and quality policy, especially in the area of food production´ quality towards enhancement of their
competitiveness. The contribution aims at the initial identification of economic performance of food processors settled
in the Czech Republic and identification of EU Food safety and quality policy instruments, which are accessible for
food processing enterprises settled in the Czech Republic.
Keywords: Food safety and quality, economic performance of food-processors, instruments of EU food safety and
quality policy

1. Introduction
The food safety and quality can be overviewed in a broader sense of both technological and economic
consequences. Informed consumers in EU focus on their utility maximization within nutrition needs´ satisfaction.
Consequently, these consumers influence the food products´ supply side, considering factors such as food security or
origin of goods. All these aspects form the competitiveness of food producers on the single European market.
The agri-food industry is considered to be the second biggest economic branch in the EU and it is employing more
than 48 million employees. The amount of production value is estimated to be yearly more than 750 billion EUR. The
EU food and safety policy is focused on securing safety and quality food for inhabitants, while considering the needs
for creating the best practise conditions for entrepreneurial conditions for food processors settled in the EU member
states (European Commission, 2014). The food processing industry becomes an intensively interconnected system
with broader scale of mutual interrelationships. All the actors within this system, such as farmers, distributors, food
processors or merchandisers are responsible for quality (Lee, Van Hout, 2009). Agri-food chains cope with many
requirements for the products. From the trade point of view the most important assessor of goods is the final consumer
(Hron, Macák, 2010). Aramyan et al. (2009) states that the incorporation of food quality systems significantly
influence the members of supplier chains. Subsequently, the members of supplier chains do not have proper
information of other participants in the respective supplier chain and do not have the influence of the respective
participants on the quality of final product either.
The food industry in the Czech Republic lags behind the EU average mainly in the economic performance. The data
from corporate statistics 2010 state lower gross added value per employee in the Czech Republic, namely about 50 %
lower labour productivity (Ministry of agriculture, 2014). The period after the Czech Republic´s entering the EU can
be described as the period with increasing number of food processing business entity. There were active more than
18.5 thousand of food processors in the Czech Republic.
2. Material and methods
The secondary corporate financial data of food processing companies were gathered from the Amadeus Database of
Bureau van Dijk. The food processors were identified via NACE industry classification, namely divisions 10 and 11,
manufacture of food products and manufacture of beverages, respectively.
The observed subdivisions of food processors in the time period of years 2005 - 2014 according EU NACE
classification are as following:
10.1 - Processing and preserving of meat and production of meat products,
10.2 - Processing and preserving of fish, crustaceans and molluscs,
10.3 - Processing and preserving of meat and production of meat products,
10.4 - Manufacture of vegetable and animal oils and fats,
10.5 - Manufacture of dairy products,
10.6 - Manufacture of grain mill products, starches and starch products,
10.7 - Manufacture of bakery and farinaceous products,
10.8 - Manufacture of other food products,
10.9 - Manufacture of prepared animal feeds,
11.0_alco - Manufacture of alcoholic beverages,
11.0_soft - Manufacture of non-alcoholic beverages.
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The sample of business entities counts for 602 food processors settled in the Czech Republic and 6501 food
processing companies settled in Italia. The sample of business was set up according to the accessibility of financial
data for labour productivity enumeration.
Labour productivity was measured using indicators sales, cost of material, cost of employees and fixed tangible
assets as following.
General description of labour productivity:
Labour productivity = market valuation of output / input consumption.
Applied labour productivity based on secondary corporate data of database Amadeus:
Labour productivity = AV / CE
, where:
AV = sales – cost of material,
CE = cost of employees.
The aggregated indicator labour productivity was decomposed into two main factors influencing the labour
productivity, namely equipment of labour force with machinery (EL) and efficiency of machinery (EM), where:
EL = value of fixed assets / CE,
EM = AV / value of fixed assets.
Data were processed using Microsoft Excel.
3. Results and discussion
The value of production of selected EU countries using data of Eurostat is shown in Table 1. The Czech Republic
belongs with Croatia, Portugal and Slovenia to a minor group of countries with average yearly decrease of food
industry production in the observed period. On the other hand Belgium and Netherlands represents countries with the
highest average increase of food production value within time period of years 2008 – 2013.
Table 1: Production value within food processing industry in selected EU countries
(nominal values in thousands of EUR)
Country
Belgium
Bulgaria

2008

2009

2010

2011

2012

2013

30654.6

31869.1

33498.7

35881.7

36287.1

38604

3111.6

2999.4

3188.3

3446.5

3534.5

3611.9

10353.8

9020.8

9133.2

9876

9827.6

9655.3

Denmark

18744

16515.1

16789.3

18256.1

19920.2

21171.7

Germany

140759.2

129244.7

135678.8

147113.2

151975.1

157322.4

Ireland

18251.7

17073.6

18695.1

19866.9

20604.9

n.a.

Greece

10032.6

10246.1

10622.2

10226.6

10430.1

10319.5

Spain

78200.1

71317.6

74097.4

80625.9

81535.6

81458

France

131341.4

120868.6

122490.7

132275

135257.5

137556.1

Czech Republic

Croatia

4208.5

3963.7

3569.8

3734.8

3558.3

3545

97992.9

93475.5

96306.4

101949.9

105136.9

107857.4

Lithuania

2721.1

2311.4

2539

3074

3163.6

3437.2

Hungary

8023.9

6954.5

7045.1

7892.6

8311.4

8400.1

n.a.

45746.7

46884.2

51962.9

53711.6

57944

Austria

12499.2

11884.2

12090.5

13106

13729.9

14788.9

Poland

36596.2

30678

34499.1

38689

42516

43011.4

Portugal

10769.5

9848.2

9836.1

10583.7

10823.8

10737.8

Romania

7426.7

6298.9

6513.8

7526.6

7547.8

8083.3

Italy

Netherlands
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Slovenia

1637.2

1461.6

1485

1569.8

1548.3

1534.7

Slovakia

2728.1

2281

2537.7

2905.9

2911.3

2929.7

Finland

8516.9

7970.7

8120.9

8592.7

9315.2

9594.9

Sweden

13059.8

11657.3

12954.4

14273.4

14977.7

15373.6

United Kingdom
75957.9
70695.4
78341.1
78355.6
Source: own processing using data of Eurostat database online (© 2015)

85874.6

85067.2

The traditional biggest food producers in the European Union are Germany, Greece, France and Italy. The last
mentioned country, i. e. Italy as the representative of traditional food producing country is the focus of comparison
within labour productivity in order to explore main factors influencing the development of the labour productivity in
Italy and the Czech Republic.
Development of the labour productivity in the Czech Republic and Italy within observed period of years 2005 –
2014 is shown in Figure 1 and 2.
Figure 1: Development of labour productivity in the Czech Republic in years 2005 – 2014

Source: own processing using corporate financial data of database Amadeus
Figure 2: Development of labour productivity in the Czech Republic in years 2005 – 2014

Source: own processing using corporate financial data of database Amadeus
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It is obvious from Figure 1 and 2 that labour productivity in the Czech Republic lags behind the Italian one in most
sectors. The only exception is the Manufacture of vegetable and animal oils and fats industry (10.4) in the Czech
Republic that over-performs the Italian branch in year 2011 and 2014. The reason of this situation can be found in the
subsidy schemes of biofuels in the Czech Republic.
Table 2 is providing the evidence of the average decrease/increase of the aggregated indicator labour productivity
and the analytical decomposed indicators labour equipment and efficiency of machinery among sample of food
producers in the Czech Republic and Italia.

Table 2: Average yearly increase/decrease of aggregated labour productivity indicator and its decomposition in
time period of years 2005 - 2014

Industry

Czech Republic
FA/C
AV/CE E
AV/FA

Italia
FA/C
AV/CE E

AV/FA

10.1

0.993

0.977

1.010

0.989

0.997

0.995

10.2

1.065

0.990

1.091

0.994

0.986

0.999

10.3

1.028

1.032

1.024

1.002

1.014

0.991

10.4

1.019

1.052

0.965

0.987

1.027

0.960

10.5

1.031

0.965

1.058

1.001

0.979

1.025

10.6

0.993

1.033

0.956

1.001

1.040

0.973

10.7

0.989

1.021

0.982

0.989

0.978

1.011

10.8

1.008

1.016

0.995

0.986

0.989

0.991

10.9

0.991

0.982

1.030

1.009

1.011

0.981

11.0_alco

1.023

1.054

0.977

0.996

1.014

0.992

11.0_soft

1.003

0.977

1.033

1.013

1.000

1.002

Source: own processing using corporate financial data of database Amadeus
Despite the prevailing better labour productivity of Italian food producers in comparison with the situation in the
Czech Republic, there can be stated rather stagnation of labour productivity development in Italy. On the other hand
the sample of food processors in the Czech Republic is witnessing increasing labour productivity trend in most
observed industries. Subsequently, it has to be stated higher volatility of labour productivity development in the Czech
Republic in comparison with Italy.

4. Conclusions
The food processing industry is both capital and labour demanding branch of business activities. Production value
of food stuff was identified as rather decreasing in observed period of years 2005 – 2014. The labour productivity of
food processors settled in the Czech Republic is identified in prevailing observed industries as lagging behind the
traditional countries, represented by exploration of Italian businesses. The equipment of labour with machinery was
identified as the main factor constituting the higher labour productivity. Instruments of EU Common Agricultural
Policy for investments into food processing technologies, which are accessible in the current programming period of
years 2014 – 2020, can be the source of the future increase of the labour productivity of food processors in the Czech
Republic and consequently the basement of their future competitiveness.
This article provides an initial insight into the problem area of food producers´ competitiveness. The given partial
results are intended to be verified by employing other factors possible influencing the competitiveness of food
processing companies, such as economic size or ownership structure.
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Summary: The main purpose of the work is an identification and an analysis of key factors influencing the choice
of Japanese direct investment in the automotive sector in Poland. The conclusions are based on a comparative analysis
of the Global Competitiveness Index (GCI) and Logistics Performance Index (LPI) of selected Eastern European
Countries as well as on own surveys conducted among Japanese car parts manufacturing companies in Lower Silesia
region. The paper has been divided into two parts. In the first one the impact of macro- and microeconomic conditions
on the location decisions of manufacturing companies was discussed. The second part was devoted to presenting the
main conclusions of the studies including, among others, the analysis of the most important factors influencing the
Japanese investors to produce the car parts in factories located in Lower Silesia region.
Keywords: Japanese direct investment in Poland, location factors, GCI and LPI Index.

1. Introduction
Modern companies operate in the market of global competition, therefore they are forced to operate in an extremely
complex and volatile environment. It gives rise to many difficult decisions which they have to undertake. Among them
are those related to the selection of new locations of their factories or branches outside their own country. The reasons
for off-shoring are different for each company. Some companies want to reduce production costs, increase the
availability of other new markets or improve the quality of customer service. These objectives significantly determine
the choice of a new investment location. The aim of the paper is an identification and an analysis of key factors
influencing the choice of direct Japanese investments in the automotive sector in Poland. The inspiration for
conducting this type of analysis is a research project realized by the authors entitled "Management methods in
Japanese supply chains in Poland and Great Britain", funded in Poland by the National Science Centre1.
2. Identification of location factors of companies’ strategic decisions
Location decisions of companies is one of the first decisions taken by a company, particularly important for
decisions concerning the investing capital outside its home country. On the basis of literature (Duning 2004, 2006,
Buckleya et al. 2013, Driffield et al.2013, Coy 2014), as well as the authors’ own knowledge (Witkowski & Cheba
2015), the coherent list of these factors could include: market size and growth, openness, measured using published
tariff and non-tariff barriers to trade, or observed trade flows, distance and infrastructure (physical and cultural),
corporate tax rates, labour market flexibility, institutions – their quality, incentives and aftercare understood as
industrial and regional policy, exchange rates and agglomeration, in the sense of regional concentrations of given
industries. Apart from the conditions, increasingly often when it comes to making location decisions, the results of
various rankings compiled and published by international organizations are also taken into account. Chief among them
are: The Global Competitiveness Index (GCI) presented annually by the World Economic Forum (WEF) published
since 2004; Logistics Performance Index published by the World Bank since 2007; and Human Development Index
and Measure of Economic Welfare. In the context of location decisions, particularly important are the first two of the
following indices. These rankings show the results achieved by individual countries in a multidimensional approach
that allows simultaneous comparative analysis of a number of different areas which determine the attractiveness of the
site location. Their advantage is to combine the information obtained from the data of official statistics from the
subjective opinions of investors (GCI) and employees of departments of logistics (LPI) operating in the evaluated
area. Their opinions help in predicting potential problems that may occur after the start of operations in the selected
location. Factors such as increased production and transport costs reduce the level of logistics services, the emergence
of cultural conflicts or significant changes in exchange rates - directly related to the supply chain management in the
desired location (e.g. internal conditions) and have a major impact on the stability of taken location decisions (Mihut
2014). The Global Competitiveness Index provides important information to potential investors about the level of
competitiveness of an economy. It is very often the first step of selecting the markets in which to invest. Poland in the
ranking obtained its highest ever position (39 th) in 2009. However, the last two years have seen a steady decline in the
ranking attained by Poland from 41st position in 2011-2012 to 43th in 2014. The highest position among the countries
1

Research project : "Management methods in Japanese supply chains in Poland and Great Britain", the National
Science Centre, DEC-2013/09/B/HS401260.
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located in Eastern Europe was achieved in this period by the Czech Republic (37 th). It confirms a reasonably
satisfactory assessment of Poland in this region of Europe as a potential site for the location of foreign investment. In
that ranking Poland scored highest (Figure 1) in the area of market size (19 th position), and lowest in the area of labor
market efficiency (79th position).
Figure 1: The results of GCI Index for the selected economies of Eastern Europe in the 2014

Source: own elaboration based on WEF data, where POL – Poland, CZE – Czech Republic, SVK – Slovak
Republic and HUN – Hungary.
In turn Logistics Performance Index is used in the analysis of benchmarking in the area of trade and logistics which
are very important from the global supply chain management point of view. The data needed to create it is collected
on-line directly from logistics professionals responsible for the movement of goods around the world. From an
international perspective LPI provides a qualitative assessment of a country in six areas (Figure 2).
Figure 2: The results of LPI Index for the selected economies of Eastern Europe in the 2014

Source: own elaboration based on World Bank data.
As presented in this ranking Poland occupied 31 st position in 2014. It was the highest position among the results for
specific countries in this part of Europe. This impressive performance resulted from areas of customs (32nd position)
and timeliness (15th position). In contrast, by far the lowest result which Poland gained was in the area of
infrastructure, in which it ranked 46 th, the lowest among the analyzed countries. Beyond this area the scores achieved
by Poland are at a similar level. One note-worthy feature is a very uneven distribution of scores obtained by the
Slovak Republic, which has been much lower than the other evaluations in the areas of tracking and tracing (63 rd
position) and logistics quality and competence (46 th position).
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3. History and general motives of Japanese manufacturing investment in Europe
From the end of the Second World War until the 1960’s Japanese FDI 2 was very limited by legal restrictions and
the annual outflow of FDI from Japan was about 30 million USD with its ratio to GNP only around of 0,1 percent
(Akimune 1990, p.8). In this period the Japanese government intensively supported these international undertakings
which were oriented to overcome the shortage of natural resources, mainly crude petroleum, copper and iron.
Significant acceleration as well as diversification of Japanese outward FDI occurred in 1972 and 1973, when the
annual flow reached 1,9 billion USD (0,3 percent of GNP). Even if the intensive capital outflow from Japan become
more possible due to law liberalization and significant international trade surplus, after the stagnation of global
economy and oil crisis, real amount of Japanese FDI did not increase until 1981. The second Japanese FDI boom
came about between 1985 and 1989 (the end of the so-called period of “bubble economy”), when the outward FDI
increased to 1,6 percent of GNP and it was increasingly concentrated in industrialized countries of North America and
Europe. According to statistics (Akimune 1990, p.9), since the 1950’s the largest share of Japanese investments have
been located in North America, with Western Europe the second most popular recipient, enjoying a share of 22
percent in 1989 on a balance of payments basis. Further acceleration in the 1990’s of Japan’s FDI in Europe was
connected with the processes of European economic integration. The first and most important host European country
of Japanese FDI was the UK. Great Britain was ranked second and the only European country within the top twenty
locations for Japanese companies during the 1950’s and 1960’s. In 1989 it accumulated almost 40 percent of the total
value of Japanese FDI in Europe, followed by the Netherlands, Luxemburg, Germany and France where Japanese
companies decided to invest in the 1970’s or 1980’s. (Akimune 1990, p. 19-20). In most Western European countries
non – manufacturing sectors are relatively dominant compared with Japanese FDI structure in Eastern European
Countries, including Poland, where the largest Japanese companies have been investing since the late 1990’s. Japan’s
intensive manufacturing FDI flow to Poland commenced in September 1999 with the official decision of Toyota
Manufacturing Corporation to invest 100 million Euro in a production facility of car transmissions in Wałbrzych
Special Economic Zone in Lower Silesia region with one of the highest unemployment rates in Poland. A similar
decision had been taken by Toyota ten years earlier in December 1989 to establish the first manufacturing plant in the
UK. In both cases, it was the signal for many Japanese companies, not only from the automotive industry, to expand
their operations in Europe.

4. Analysis of location factors on the basis of Japanese automotive industry enterprises in Lower Silesia region
in Poland
According to PAIiIZ3, Japan is the largest Asian investor in Poland. Ninety out of the 300 Japanese companies
operating in Poland are production companies. Japanese foreign investments in the last 10 years have been classified
at the first position taking into account all foreign investments in terms of invested capital and the number of projects.
In 2014 PAIiIZ on the list of 237 largest foreign investors placed 75 Japanese companies, 11 of which are located in
Lower Silesia, mainly most active in the automotive industry. The analysis of internal factors determining the choice
of location of Japanese investments in Poland was carried out and based on the results of research performed at the
turn of 2015 and 2016 with the representatives of Japanese companies invested in Lower Silesia in Poland. In the first
round of the study six companies were involved operating in the automotive industry, which started their activity in
Poland on a greenfield (from zero). Factors influencing the selection of the current location of the plant in the case of
the analyzed companies are quite significantly different. Table 1 shows the factors which have been assigned the great
importance (score 4-5 on a 5-point Likert scale).
Table 1: The most important locational factors
Firm

Factors

1

low transport costs
low labour costs
low investment costs
tax exemptions
public subsidies
developed transport infrastructure
developed market services forwarding and logistics
the proximity of a market
proximity to suppliers
availability of qualified staff
the overall investment attractiveness of the region
2
3

Foreign Direct Investment
Polish Information and Foreign Investment Agency.
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2

3

4

5

6

cultural factors
Source: own elaborated based on the survey data
The system of factors for each of the analyzed companies must be considered individually. The most frequently
cited factors with the highest rating are low labor costs and tax exemptions. Also quite highly rated were low
investment costs, proximity to a market and the overall investment attractiveness of the region. Any change of location
in the event of adverse changes in these factors may be the result of: an increase of the tax burden, labor costs, decline
in demand, changes in legal and political developments and emerging investment opportunities in other countries.
Companies participating in the survey particularly pay great attention to the tax burden, which in connection with the
operation of the special economic zones are much lower. The decision to maintain these incentives will depend on
their continued functioning in Poland.

5. Summary
The working results of the analysis and interviews with representatives of Japanese companies located in Lower
Silesian region point out that the decision concerning the location of the production facility in automotive industry
outside of their home country is conditioned by many factors. What is more, these factors create many different
combinations of characteristics for each of the analyzed companies but usually are not directly and strictly related to
the proximity of partners within supply chains. Certainly very important factors for Japanese enterprises in Poland are
tax exemptions related to the functioning of the surveyed enterprises in special economic zones and the relatively low
labor costs. The study also shows that the possible emergence of attractive investment opportunities in other countries
may also be a reason to change the current location of the company in Poland. Cultural factors, significantly different
in the case of conducting business in Poland and Japan, are not in the opinion of the respondents (representatives of
Japanese companies) significant barriers impeding the functioning of the decision on the location of companies in
Poland.
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Summary: Specific risk relates to the inside of the company and of the industry where it performs. It is hard to
parameterize as it is influenced by a number of immeasurable factors or hard to measure ones. The need to include this
risk starts being noticed in the subject literature, however, there are no model solutions showing how to do that. In
case of specific risk identification in the company, in general, one grounds on averaged values for the whole industry,
market or subjective estimates of analysts, what in consequence is connected with a large pricing error. There is no
universal model allowing the translation of specific risk into an appropriate ratio that could be used in different
decisive situations. The parameter describing specific risk would enable a realistic view on the financing issues of
operating and investment activity in the company, could be used in return on investment calculation, in company value
pricing, in the area of designing an optimal structure of financing sources, during demutualization processes etc. It has
special significance in case of specific companies such as mining enterprises. In the paper the attempt was made to
parameterize the specific risk based on the companies from mining industry. The objective of research undertaken is to
build the model of specific risk parameterization for the company from a particular industry.
Keywords: Specific risk, hard coal mining

1. Specific risk as an indicator of the cost of capital
Specific risk relates to the company and industry that it functions in. The measurement of this risk is not popular in
literature or practice. In general, ready-made rankings are used or they are treated as an average risk of companies
belonging to the particular industry or risk is indicated in an arbitral way or also based on experts’ opinion. Additional
risk premium for specific risk is added to the weighted average cost of capital – WACC (Michalak 2014). WACC
adjusted with an additional risk premium is determined as RADR (Risk Adjusted Discount Rate) (Michalak 2013)
method. Unfortunately, in literature there is no precise way found for determination how much higher or lower WACC
should be. The adjustments are subjective and arbitral (Rakow 2010; Ogier et al. 2004). This problem may be solved
by a proper categorization of specific risk and adoption of ratios measuring the categories listed. In the paper it is
assumed that specific risk is divided into two basic categories: operational and financial risk. Their measurement using
the ratios properly selected what allows calculating specific risk.

2. Operational risk measures
Operational risk is most often perceived as a probability of bearing the operating loss or of not achieving the
expected level of operating profit resulting from improper or unreliable internal processes, people and system or from
external phenomena (Gospodarowicz 2009). In particular, operating risk depends on the relationships that take place
between operating costs and sales revenues, with the inclusion of fixed and variable costs. Such a relationship is the
grounds for the mechanisms of operating leverage that is considered as a basic measure of operational risk in a
company (Jaruga, Nowak & Szychta 2000). The degree of operating leverage (DOL) may be calculated in the
following way Wirth et al. 2000):

DOL 

S  Kz
EBIT

where:
EBIT- earnings before interest and taxes, S – sales revenues, Kz – degree of variable operating costs.

3. Financial risk measures
Financial risk is connected with the way of financing company activity, furthermore, the basic factor determining
its level is capital structure (Jonek-Kowalska & Turek 2011; Michalak 2011). Financial risk is connected with the
degree of financial leverage. Financial leverage is the primary ratio reflecting the capital structure in the company
(Stretcher & Johnson 2011). Its level expresses the relation of debt capital to equity, what may be written as:
financial leverage ratio = D/E
where:
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D - debt, E – equity.
If the financial leverage ratio in the company is higher than 0 (only when the company is financed by external
capital) the effect of so-called financial leverage occurs measured using DFL ratio – degree of financial leverage
(Blume et al. 1980). It consists in the fact that due to financial costs burden, deriving from interest on debt, income per
share may fluctuate more than proportionally in comparison with the fluctuations of operating income. It is expressed
by the following formula:

DFL 

EBIT
EBIT  I

where: EBIT – earnings before interest and taxes, I – interest on debt capital (financial costs).

4. Measurement of specific risk based on Polish and global mining enterprises
In the procedure of specific risk parameterization the cluster analysis was adopted (Kozłowski et al. 2008; ed. Butra
2004). Its basis is the selection of research sample amongst the global mining enterprises. The basic selection criteria
for the cluster is a belonging to hard coal mining industry and production at the level correspondent with Polish
mining enterprises or higher. Consequently, cluster analysis involved the largest hard coal producers in the world
(Michalak & Nawrocki 2015). Based on the features characterizing the activity of enterprises placed in a given cluster,
the averaged norms of these features were indicated for the whole industry. The procedure is as follows: analysis of
the main components of specific risk is performed on the grounds of data from the enterprises selected for the cluster
and next, the comparison is made of the averaged values of the features with the values in Polish mining enterprises
or, when necessary, the particular features are reduced to be made comparable, with the inclusion of the external
factors specific for the enterprises representing different global markets.
In table 1 the diagnostic features of specific risk are encompassed, providing their median at the same time for the
hard coal mining industry.

Table 1: Assessment criteria of specific risk along with a reference point in a form of median of particular ratios
in global mining industry in the period 2009-2013

No.

Assessment criterion/diagnostic
feature

Median in global hard coal mining węgla
kamiennego

1

DOL

1.55

2

D/E

0.70

DFL
1.05
3
Source: Michalak, A. (2015): Modele kosztu kapitału i ich implementacje w zarządzaniu przedsiębiorstwem
górniczym, Difin, Warsaw, p. 201.
In the next step the creation of three specific risk classes is proposed, depending on the level of particular diagnostic
ratios:
- class 0 – low specific risk,
- class 1 – average specific risk,
- class 2 – high specific risk.
Each of the diagnostic features adopted is assessed by assigning the value of 0, 1 or 2, with the assumption that the
score of 0 is ascribed to the ratios when their value is more favorable than the industry average of the given diagnostic
feature, the score of 1 – for the levels amounting to the industry average with +/- 10 %, the score of 2 – unsatisfactory
level, that is worse than the industry average. The average sum of scores granted for all diagnostic features is
transferred into specific risk premium (SRP). The lower the score, the lower specific risk and in consequence, the
lower specific risk premium, and therefore, the lower cost of equity.
According to the instructions above, an attempt was made to parameterize the assessment criteria of specific risk for
four Polish mining enterprises: Kompania Węglowej SA, Katowicki Holding Węglowy SA, Jastrzębska Spółka
Węglowa SA and LW Bogdanka SA (table 2).
Table 2: Scoring assessment of diagnostic ratios of specific risk in Polish mining enterprises
Enterprise
Ratio
2009
2010
2011
2012
2013
Average
DOL
2
2
2
2
2
D/E
1
0
0
0
2
0.6
Kompania Węglowa SA
DFL

2

2
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1

2

0

1.4

Average
score
DOL

1.5

1.3

1.0

1.3

1.3

1.28

-

2

2

2

2

2

0

0

0

2

2

0.8

DFL
Average
score
DOL
D/E

2

2

2

2

2

2

1.0

1.3

1.3

2.0

2.0

1.52

0

2
0

0
0

2
0

2
0

1.5
0

DFL
Average
score
DOL
D/E

0

1

1

1

2

1

0.0

1.0

0.3

1.0

1.3

0.72

0

2
0

2
0

0
0

2
0

1.5
0

DFL
Average
score

1

1

1

1

1

1

0.5

1.0

1.0

0.3

1.0

0.76

D/E
Katowicki Holding Węglowy SA

Jastrzębska Spółka Węglowa SA

LW Bogdanka SA

Source: own work.
The level of operating leverage in Kompania Węglowa SA is higher than the industry average each year, that is
1.55. Therefore, in terms of this feature, Kompania Węglowa SA is placed in the operating risk class 2. The
assessment of this enterprise is more varied in relation to financial risk. An average score of Kompania Węglowa SA
indicates high specific risk, higher than average specific risk in other enterprises from the industry. In a scale from 0 to
2, risk is assessed at 1.28 (industry average is at the level of 1). The situation of Katowicki Holding Węglowy SA is
also disadvantageous. This enterprise is characterized by high operating risk (class 2 in each analyzed year). In terms
of financial risk assessment class 2 is dominant too. This causes that specific risk in a scale from 0 to 2 amounts to
1.52 in average, that is 52% higher than the average mining enterprise performing in this industry. Specific risk in
Jastrzębska Spółka Węglowa SA is by 28% lower than the average risk characterizing the examined mining
enterprises. It equals 0.72 in average in the examined period. LW Bogdanka SA is positively assessed concerning most
of the diagnostic features. The most risky area of this enterprise, similarly as in all the other mining enterprises, is
specific risk, what may result from the specificity of mining production, where fixed costs dominate. Average risk in
LW Bogdanka SA amounts to 0.76 in the examined period, that means it is by 24% lower than the average specific
risk of an enterprise functioning in this industry.

5. Conclusions
Specific risk is an important indicator of the cost of capital. The basic measures of specific risk include: degree of
operating leverage, degree of financial leverage and financial leverage ratio. However, it should be emphasized that
the group of ratios measuring this risk may be freely extended. Each industry or even each company, due to its
individual character, has a specific configuration of economic-financial, technical, efficiency ratios and others that
shape specific risk. The specific risk parameters, obtained as a result of scoring assessment conducted, may be used
for WACC adjustment as it only includes systematic (market) risk. Future research concerning this issue should be
focused on recognizing new criteria of specific risk assessment and on extending the parameterization model of this
risk with new specific factors for the particular industry. Next, such model may be adopted to the conditions appearing
in other industries.
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Summary: Based on empirical data from 1990 to 2012 from Shaanxi province, this paper utilizes a vector
autoregression (VAR) model which focuses on different energy types, economic growth, and carbon emissions.
According to the estimation of the VAR model, we adopt the generalized impulse response function method to analyze
the dynamic relationship between economic growth and the use of coal, oil, and natural gas on carbon emissions in
Shaanxi province. The results show that the relationship between economic growth and carbon emissions is an
inverted “U” type of Kuznets curve; the effect of coal and oil consumption on carbon emissions is positive, although
the impact of the two on carbon emissions differs; and the impact of natural gas consumption on carbon emissions is
negative. Therefore, adjusting the energy structure to reduce the proportion of coal in total energy consumption would
be of great significance in developing a low carbon economy in Shaanxi province.
Keywords: Energy structure, Economic growth, Carbon emissions

1. Journals reviewed
Studies of the relationship between the environment and the economy began near the end of the 20th century. In
1991, the American economists Grossman and Krueger (1991) introduced the environmental Kuznets curve (EKC)
which describes the relationship between environmental pollution and economic growth. Later, Shafik and
Bandyopadhyay (1992), Panayotou (1993) and other scholars proved the existence of a Kuznets curve from the global
and population perspective, and they proposed that the relationship between environmental pollution and economic
growth is satisfied with the inverted “U” type curve by studying, namely having the upper limit of environmental
pollution. Richard, Thomas, and Ruth (1998) use a simplified econometric model to estimate global carbon emissions
using panel data from 1995 to 2050, and found that the majority of IPCC use of the emission growth plan is
inconsistent with the experiential plan, and that the inverted “U” type curve clearly describes the relationship between
per capita income and per capita carbon emissions.
Research on the relationship between environmental pollution and economic growth in China started late, but it has
achieved fruitful results. Based on the traditional model of Kuznets and carbon dioxide emissions predictions, Lin
Boqiang and Jiang Zhujun (2009) use two methods to test for the existence of the EKC in China. The results show that
the first research method indicates that the EKC exists in China, and the turning point is at 37,170 yuan per capita
income. Analysis of carbon dioxide demand found that the EKC does not exist, but the shapes of the curves under
various energy and economic policies are different. Hu ZongYi, Liu YiWen and Tang Liwei (2013) used a nonparametric model and treated carbon as an indicator of environmental pollution. The results show that there is no
inverted “U” curve relationship between per capita GDP and per capita carbon dioxide emissions.
Relevant literature on the relationship between the energy consumption structure and carbon emissions is relatively
rare. In research methods, the dynamic mechanism between carbon emissions and its influence factors still need to be
further studied. Based on the statistical data for Shaanxi province from 1990 to 2012, we use the VAR model to get the
dynamic relationship between carbon emissions, the energy consumption structure, and economic growth, allowing us
to provide a reference for alleviating the contradiction between economic development and environmental protection.

2. Variable selection and model construction
2.1 Construction of the VAR model
By constructing a VAR model which includes per capita output Y, total energy consumption E (or the type of energy
consumption, Ecoal, Eoil, Egas, as a proportion of total energy consumption), urbanization level U, per capita carbon
emissions C, we can quantitatively study the effects of the energy consumption structure on per capita carbon
emissions. The models are as follows:
lnC1t=(lnY,lnE,lnU)
lnC2t=(lnY,lnEcoal,lnU) lnC3t=(lnY,lnEoil,lnU)
lnCkt=AklnCkt-1+Et（t=1,2,3,4）Et~iid（0，Ω）
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lnC4t=(lnY,lnEgas,lnU)

2.2 Variable descriptions and data sources
Based on the data availability and research needs, the research period of this paper is 1990 to 2012, the energy data
are derived from the China Energy Statistical Yearbook and the Shaanxi Statistical Yearbook, and per capita output
and urbanization data are derived from the Statistical Yearbook of China. In the following formula：
3

Ci   Ei  F i ，
i 1

Ci represents the carbon emissions generated by the full combustion of i energy, E i represents the total amount of
energy consumption of i, and Fi represents the carbon emission coefficient of i. This paper revises the emission factors
provided by the IPCC through the value of the standard coal coefficient according to energy4. The emission
coefficients of the three kinds of energy are obtained as follows: coal = 0.9159kgC/kg, oil = 0.8360kgC/kg, and
natural gas = 0.5957kgC/kg. The carbon emissions in Shaanxi province were calculated as shown in Table 1.

Table1: Carbon emission statistics for Shaanxi province; 1990 to 2012. Unit: million tons
Total
carbon
Carbon
Carbon
Carbon
emissions
Year
emissions
emissions(coal)
emissions (oil)
(natural gas)
1876.84
1753.03
116.44
7.37
1990
1991.67
1828.14
135.09
28.44
1991
2058.18
1885.84
142.87
29.47
1992
2250.84
2071.77
154.04
25.04
1993
2358.18
2159.69
177.33
21.15
1994
3555.90
3461.19
91.70
3.01
1995
3872.02
3753.36
117.48
1.19
1996
3466.47
3288.08
173.48
4.91
1997
3432.95
3213.89
203.85
15.21
1998
3039.06
2745.87
265.70
27.49
1999
2896.95
2533.38
310.72
52.85
2000
3323.70
2869.51
368.30
85.88
2001
2002

3691.29

3160.77

419.52

111.00

2003
2004
2005
2006
2007
2008
2009
2010
2011
2012

4290.79
5439.84
6429.02
8071.22
8688.22
9649.13
10208.54
12382.83
13941.44
16321.10

3627.88
4541.03
5540.28
6959.01
7402.30
8189.06
8698.30
10660.2
12197.9
14447.4

518.24
639.17
740.11
886.96
958.39
1051.25
1114.02
1253.72
1248.39
1351.02

144.67
259.63
148.63
225.25
327.53
408.82
396.22
468.95
495.10
522.67

3. Empirical analysis
3.1 Unit root test
It is necessary to test the stability of economic variables before modeling. The unit root (ADF) test method is used
to determine the single integration order of each economic variable. The statistics value of the two order difference
ADF of lnC, lny, lnE, lnEcoal, lnEoil, lnEgas, and lnU are less than the critical value, so we reject the original
assumption that the variable has the unit root. It shows that the Second-order difference of these 7 variables is a
4

Correction method (taking oil as an example): The default factor for oil provided by the inventory guide of national
greenhouse gas is 73300KG/TJ. The average low calorific value of oil is 41816KJ/KG. 1TJ/41816 represents heat
produced by 1TJ requires the quality of the burning oil, namely 23914KG. 73300/23914=3.065KGCO 2/KG shows full
combustion of one kilogram oil releases the amount of carbon dioxide, finally 3.065*12/44=0.8360KGC/KG.
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stationary sequence, that is, these variables are all Second-order single integration.
3.2 Cointegration test
The Johansen test is used to test the cointegration relationship between variables in this paper. Before this, we
determined the optimal VAR model lag order through the AIC and SC standards, which is 1. The results of the
Johansen cointegration test for the four models show that the maximum eigenvalue and trace characteristic value are
significantly rejected the original hypothesis that there is no cointegration relationship. In the original hypothesis at
least one cointegration relationship exists, so the original hypothesis cannot be rejected. We can conclude that the
original sequence at least has a cointegration relationship.
3.3 Impulse response function analysis
In this paper, the stability of the VAR model is tested by the method of AR root estimation. Results show the four
models’ reciprocal roots are less than 1, which indicate that the model is stable. The result of the impulse response
analysis for this model is credible, and the results of the impulse response analysis are shown in Figure 1.
Figure 1: Impulse response results of model 1

In the top row of Figure 1, from left to right shows the impulse response diagrams of the proportion of coal
consumption, per capita income, and urbanization, and the bottom row shows the proportion of natural gas
consumption, oil consumption, and energy consumption to the carbon emissions. As is shown in the figure, there is a
positive impulse on the proportion of coal consumption (lnEcoal), and carbon emissions react intensely in the first 3
periods and tend to be stable from the beginning of the third period. This response shows higher proportions of coal
consumed in the energy consumption structure bring significant increases in carbon emissions. We assign a positive
impulse on economic growth (LnY) and it shows the relationship between carbon emissions and economic growth in
Shaanxi province is in line with the “U” type EKC. The level of urbanization (U) also had a positive impulse; carbon
emissions in the first 4 periods react violently. After the fourth period it begins to stabilize and the impulse response
function shows this effect is negative. We increased the consumption proportion of natural gas (lnEgas) in the energy
structure, and found that the carbon emissions before phase three trend downward. This shows that raising the
proportion of natural gas consumption can effectively reduce carbon emissions. Next, the proportion of consumption
of oil (lnEoil) in the energy structure is increased and the carbon emissions response function at first displays an
increase and then a decrease but with a weaker reaction than coal consumption, indicating oil consumption has
increased carbon emissions less than those caused by coal. When we impose a positive impulse on total energy
consumption, the response function shows the carbon emissions reaction is not obvious.

4. Conclusions and policy implications
First, we should adjust the industrial structure to meet the needs of environmental protection. As the starting point
of the ancient Silk Road, Shaanxi province should seize the opportunity to rebuild the Silk Road Economic Zone with
the Central Asian regions and accelerate the development of an upgraded industrial structure.
Second, impulse response function analysis showed coal consumption has the greatest impact on carbon emissions.
The utilization efficiency of coal should be improved to extend the industrial chain of the coal industry.
Finally, at present, Shaanxi province is in the early stage of industrialization and there is a certain amount of time
before the arrival of peak carbon emissions. So great efforts need to be made to improve the legal system as it relates
to environmental protection and make full use of legal means to promote regional environmental governance.
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Summary: The issue of multiculturalism, because of the greatest migration noted after the Second World War is
now one of the most important topics which the European Union must face. However, the migration of the people
from the North-East Africa and East Asia (mainly from Syria, Iraq, Libya and Eritrea), create the problem of
uncertainty, and the seeds of conflict, not only at the macro level (interstate), but also the micro level (ie. different
types of organizations offering employment). On the one hand, it can be observed so-called “policy of multi-culti”,
understood as wide-open policy to immigrants (considering to refugees and those migrating in case of their earnings),
on the other hand, it is noted extreme nationalism and indifference to the tragic, wandering fate of millions of
people.
This article is an attempt collecting and fair presentation of the arguments represented by supporters of both sides
of existing conflict referring to acceptance and employment of immigrants or contrary, not letting them come and
divert them or isolate. For the realization of this intention was used analysis of the literature in the field of the
cultural diversity management, the analysis of statistical data from centers of public opinion research, news from
public media sources, and author's own thoughts.
Keywords: multicultiralism, conflict, immigrants, refugees

1. Genesis, definition and types of multicultiralism
Multicultiralism is a social phenomenon, present in humanity since its beginning, even though it has not always
been consciously realised and subjected to scientific analysis. Starting from the prehistoric tribes, migrating in search
for animals, through ancient times (Rome mainly) and medieval period, where we deal with slavery, wars and
colonialism, or migrations, till today, with multicultural Canada and Australia, as well as great emigration evoked by
II World War (to the USA usually). In 80s and 90s of XX century the described phenomenon was noticeable
particularly in the western Europe (Grzybowski 2007: 45-46).
Multicultiralism has been usually defined in a very simple way, literally, as co-existence of many cultures in one
social space and period. Meanwhile, culture (ethnic, national) is understood as a system of behavioural patterns
(values, standards, ideas) and their products (existing, transformed, created) internalised and used in social life
process. Culture is then a relatively integral part based on inheritance and continuity of patterns, which thus, requires
specific community to be the carrier of them (Golka 2007: 55-59). According to J. Zburzycki, the abovementioned
definition of multicultiralism as a conglomerate of many cultures has a significant disadvantage, which is not
considering interactions of cultures (their members), causing the creation of new qualities (cultures) (Gęsiak 2007:
23). Appearance of such superior culture brings the domination of previous main culture to an end and leads to
common democratic activities of the individual cultures members (Sadowski 1999: 34). Multicultiralism
popularisation is associated mainly with progressing globalisation and metropolisation.
Multicultiralism is often misidentified with interculturalism and transculturalism. Interculturalism is mainly owed
to the Internet, as this phenomenon enabled fast transmition of data on a global scale, which includes intercultural
interactions. Interculturalism means learning between cultures with no necessity of direct mutual contact, which is
related to meeting their members and risks of several misunderstandings, ambiguities and related disadvantages or
consequences (Śliz, Szczepański 2011: 12).
Transculturalism means unification of cultures, hybrydisation of them in manner blurring their individual features.
One may say, that such „merger” is problematic for the ingredient cultures, as each of them tries to preserve its
identity, so none of them is really trying to be dominative, in order to not be identified with the others. T. Kostyrko
defines transculturalism as : „a feature of historical – social processes and phenomena, resulting in transferring one
culture's values to the other one, capable to understand and adapt these values” (Kostyrko 2004: 22).
Multicultiralism, interculturalism and transculturalism are, thus, the terms close one to another, as they all point at
cultural co-existence in one social space. However, each of these terms focuses on a different aspect of this coexistence: multicultiralism – on interactions; interculturalism – on culture's mutual learning and transculturalism – on
culture's mutual penetration (hybrydisation).
The abovementioned multicultiralism could be called macro – multicultiralism, as it refers to cultures in wider
social space, where we usually deal with the whole states (where it is mainly subject to the politologists' interest).
The very dame multicultiralism includes a division involving aspects of following types of backgrounds: ethnic,
racial, national and religious.
Micro variant of multicultiralism refers to specific environments (management issue). Multicultiralism is this
context is related to an opinion, that, „there are many various cultural environments and factors of large significance
for an organisation and people from these environments may co-exist and succeed in the same organisation” (Stoner,
Freeman, Gilbert 2011: 197).
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Micro – multicultiralism refers to the same factors as its macro variant, including however more specific ones as
gender, age, physical ability, sexual orientation and other discrimination oriented factors. (Stoner, Freeman, Gilbert
2011: 197).

2. Multicultiralism and conflicts
Emil Durkheim states, that in order to make multicultiralism function freely and stop its factors differences from
generating tensions, antagonisms or conflicts, an individual needs to reject all possible prejudice (praenotiones), or
discrimative stereotypes. The foundation of multicultiralism and its condition sine qua non is respecting freedom and
equal rights of all cultures – known as democracy (Durkheim 2000: 41).
Intollerance and xenophoby lead to discrimination of minorities, disacceptance, and rejection leads to aggressive
attitudes, aimed at attracting the majority's attention to the problem or at intimidation, the intention of which is to
restore one's (minority) desired place in the total cultural environment.
Considering micro – multicultiralism in organisational context, one needs to focus on following conflict
generating factors as: racial and ethnic discrimation (glass ceiling, sexual harassment, stereotypes etc), age, religion,
sexual orientation, trade union or political membership, disability. (Stoner, Freeman, Gilbert 2011: 199-202).
The awareness of variety of possible interactions between different cultures members does not lead to conflicts
elimination. It even seems to prove them inevitable, or just limitable to some extent (Mamzer 2003: 33). That's why
management theorists emphasise a necessity to introduce management of variety (Stoner, Freeman, Gilbert 2011:
206-207).
The peaceful co-existence is favoured by knowledge learned from other cultures, which is supported by
multicultiralism as such (mentioned in the chapter 1 hereof). People fear of the unknown and are reluctant to accpet
changes. Their substitute becomes the stereotype, which distorts the reality to confirm itself. Profound exploration of
another culture brings peaceful judgement and sensation of safety. Learning other cultures helps to avoid cultural
shocks, gives time to compare and reorganise for one culture to contact with another (not necessarily assimilate) to
introduce it to one's values and standards (Korporowicz 1995: 31–40). Multicultiralism develops a network of
connections forcing changes in mentality, proving that variety of cultures needs not necessarily lead to conflicts, but
it can support exchange as well (knowledge, goods, services etc.), which creates a peaceful co-existence of many
cultures in one social space (Śliz, Szczepański 2011: 12).

3. CBOS (Centre for Public Opinion Research) data analysis on multicultiralism
In this part of research the facts on general attitude of Poles towards other nations and their cultures are presented,
including Middle East and African, as well as Ukrainian refugees, who influence Polish opinon on different cultures
right now.
3.1 Pole's attitude towards other nations and cultures (opening / closure, positive / negative)
According to the research of July 2015 Poles, when asked to agree or disagree on a question „It is good to have
just one nationality in one country” in 52% agreed, in 42% disagreed, and in 6% could not give a precise answer.
Comparing to 2005 research we are dealing with a slight improvement in terms of opening to other nationalities in
about 6-8% (CBOS: July 2015).
Poland has been a multicultiral country since its very beginnings and even though such co-existence was not
always peaceful, majority of Poles cherishes the variety and refuses to see Poland as monolithic society.
In the same survey, the respondents were asked to agree or disagree with the sentence:
„It
is
good
to
have
neighbours
of
culture
and
tradition
different
from
Polish”.
The percentage of responces was following: 50% agreed, 31% disagreed, and 19% gave no specific answer. In
comparison to 2005 we face around 3-5% decrease of acceptance for cultural variety in the neighbourhood (CBOS:
July 2015).
Each second respondend agreed to having cultural variety around the corner, which confirms large tollerance to
other cultures but also proves that the cultures of our neighbouring countries are seen as desirable and commonly
accepted. We are willing to visit our neighbours, learn their culture and share our with them. Safe proximity of
different cultures, often shaped by common historical experience appears positive to majority of Poles.
One may say, that common history is a strong bending factor for nations and cultures. This seems to be confirmed
by research on positive or negative attitudes towards different nations. Poles like the most: Czechs (50 %), Italians
(49%), Slovaks (48%) and English (47%). Significant percentage of respondents declare positive attitude towards
Spaniards (46%), Americans (46%), Hungarians (45%), French (43%) and Dutch (41%). What concerns negatively
perceived nationalities, the most disliked ones are Romani and Arabs (67% each), but also Russians (50%),
Romanians (47%), Turks (45%) and Jews (37%) are not favoured with much acceptance (Newsweek Polska and
Gazeta Wyborcza [acc:] CBOS: March 2016).
Since January 2015 there is a significant decrease of Poles' acceptance for many nations included in the research
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(27 nations and ethnic groups), which may be related to the migration crisis and terrorist attacks. CBOS researchers
emphasise a correlation between perceiving refugees and attitudes towards other nationalities, which is now
characterised with decrease tendency (Newsweek Polska and Gazeta Wyborcza [acc:] CBOS: March 2016).
The question on advantages actually receivable from the foreigners functioning in Poland was answered by the
respondends in following manner: the most favoured foreigners in our country are Czechs, Americans, Germans,
then Ukrainians, Belarussians, Vietnamese, Russians and the less favoured are Africans, Turks and Arabs (CBOS:
June 2015).
Such attitude is undoubtedly influenced by present political situation related to immigration crisis.
3.2 Refugees or labour related immigrants? – the opinion of Poles on today's immigration form Middle East
and Africa.
Majority of Poles does not believe the immigrants are war refugees. 39% of respondents considers them labour
immigrants. 27% of Poles disagree and almost the same, 25% thinks that there are equal numbers of war refugees
and labour immigrants among the people entering EU.
On the photographs there are no old, affected by war people (invalids, psychologically compromised or even bad
dressed). What we see are productive young people (before their 40s) coming for a conquer of Europe, determined,
demanding and taking without permission (which was proven in Cologne, or in several assaults on trucks, or
households, crops etc.). No wonder that Poles refuse to believe in necessity to give refuge to these people, particularly
when many Poles still remember the meaning of war and patriotism.
Almost all of the immigrants are reluctant to return to their country, even after the end of war activities. After
getting to Europe they are safe, but they still refuse to settle in poorer Asiatic or Eastern European countries, heading
to Germany, Belgium, France, UK.
In this context, it is not surprising, that 57% of Polish citizens is against accepting Middle East and African
refugees (which is not so radical in relation to Ukrainians).
The research of CBOS show that only 35% declares help to refugees, but only till they are able to return home. 4%
represents opinion, that Poland should accept the refugees and let them settle.
Comparison of the data of February 2016 with May 2015, shows, that acceptance of the Poles for refugees dropped
almost in half within 10 months, from 72% to 39%.
This may be related to observances of actual threats potantially brought by immigrants, the ones which previously
existed only in remote fears.
3.3 Sources of fears against immigrants
In one of CBOS researches made in cooperation with Polish, Slovakian, Czech and Hungarian institutes,
inhabitants of Vysehrad Group states were asked about hteir opinions on growing numbers of immigrants. The
research proved that main fears concern losing one's own culture. The most concerned about their culture
preservation are Czechs (75%), then Slovaks (68%) and Hungarians (65%). Poles, in majority, do not feel any threat
against their culture (50%), while 44% have such concern (CBOS: December 2015).
From the above survey it shows that Poles are not worried about the loss of cultural identity. Question survey did
not specify how big would be an increase in the inflow into the country, hence perhaps as much optimism in the
respondents.
The above CBOS research reveal, that Poles' fears against immigrants concern also the fact, that the latter will
refuse to prioritise Polish national interest (77%); that there will be changes for worse (57%); that new diseases will
appear (46%); immigrants will seize the jobs from the locals (54%); governments will lose control over the
immigration (51%); the crime rate will rise (49%) (CBOS: December 2015).
We should stress, that Poles are the least fearful and xenophobic among the four analysed countries, Slovaks come
as next, then Hungarians and the most concerned about the immigrants are Czechs.
The above picture may be completed with the data on Poles' strong discomfort in direct contact with the
immigrants being on the level of 49%, and moderate discomfort declared by 25% of respondents (CBOS: December
2015).

4. Conclusion
Time shows no improvement in peaceful solutions in the immigrants' countries of provenience. Maintaining, or
escalating the conflicts became a constant part of international policy. As CBOS research prove, Poles are not against
multicultiralism, they do not fear it, despite many threats it may bring. Thanks to EU membership Poles feel to be
the citizens of multicultiral country. We are curious and open to other cultures, we respect them, however, expecting
respect in return. The basic sources of immigrants related fears come from the acts of terror (a sharp increase in the
number
of
acts
of
terror
after
2014:
data
Global
Terrorism
Database
http://www.economist.com/blogs/graphicdetail/2015/11/daily-chart-10). They occurred mainly in countries which
opened to immigrants (assaults in Paris and Brussels) as well as from vandalic and criminal behaviours of the
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refugees themselves (Cologne). Islamic terrorism has been considered by Poles to be the most important global event
in 2015 (CBOS: January 2016).
Poles are usually concerned about safety of their families. They fear islamic fundamentalistic terror (as it is
presented in Polish media). That is why it is hard to blame Poles to be increasingly reluctant to refugees and
economic immigrants from Middle East and Africa.
Our citizens are not reluctant to all the refugees, which is confirmed by our attitude towards Ukrainian immigrants
(59% supports their accepting, 34% is against) (CBOS: February 2016). Among those refugees we do not notice
people / groups who / which could sabotage their flow towards West, or struggle against our culture.
The
idea
of
islam
as
a
source
of
global
evil
is
spreading
in
Poland
(e.g. Miriam Shaded) (TVP1: https://www.youtube.com/watch?v=N5I0yY4G9PU). This is an easy way to build
popularity and social capital, when only a small group of Poles actually knows the content of Quran and historical
inheritance of political and religious contacts with this religion makes our stereotypes distort our thinking.
The ideology of war against islam is not only unwise byut also difficult, as despite christians constitute the
majority of global population (33%) (including catholics 17,4%), the muslims are only one third smaller (19,2%)
(Corriere della Sera: 2008). Moreover, it is obvious, that not every muslim person is a terrorist (radical), just as not
every Jew is an orthodox one, or not every catholic is fundamentalistic type. Refusal to accept the abovementioned
idea is equal to accept the necessity of fight, isolation and end of the multicultiralism.
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Summary: Everyday people have been experiencing changes in weather and climate. The question is that we are
really on the top of a tendency or we just overstate the weather change because of our heuristic mentality. If the
negative tendency of change is adopted we should put into the front the climate-technologies in the strategic decision
making process of the enterprise. The main motor of the strategy is the profit. It is hard to estimate the complete
profitability of the green technologies. In case of latest green technologies the problem is that hard to quantify the real
profitability. The real profitability is also depend on external effects. Against with the classical investment analysis the
cost-benefit analysis is able to take into account negative and positive external effects. In case of strategic decision do
not forgot the new technologies or methods also confronted with resistance. In the strategic decision making process
we should calculate with these resistances too. The aim of these study to highlight those long-term calculation
methods and business models which are able to calculate with the external effects of the projects and examine the real
profitability and break-even point in case of the scenario of bad climate tendency. In this paper we show a new
methods which include the cost-benefit analysis and the change equation.
Key words: strategic decision making, cost-benefit analysis, internalization (pricing of externalities), change
management

1. Introduction
In the strategic decisions the importance and rate of economic and ecological aims is a key question in individual,
in corporate and in society levels. The economic and the ecological aims have different importance in decision
making. The question is how we calculate with these aims. The technology changes eventuate more environmental
friendly technologies in numerous field of our life. In case of profit calculation the conventional and the green
technology are equal. This equation is highly true in case of nowadays oil price reduction. In our opinion these price
reduction is temporary but it makes question about the adaptation of environmental friendly or low-carbon technics
and technologies. People with system-based thinking are not cheated with these temporary changes because they think
in a long-term projects with long-term effects.
In the last few years we have made numerous projects which examined low-carbon technologies in the economic
and ecological point of view. The cost-benefit analysis (CBA) was the main methods for make proposal about
developed the transportation and agriculture in the case of clime-strategy. Based on our later research we would like to
shows the critical point of cost-benefit analysis and show a new methods to calculate the external effects and the
openness/closeness of changes together. In our methods the human factor has an important role in the strategic
decision. We define a new mathematical model to examine the viability of the technology. Our model based on the
CBA and the change equitation. We try to put these two methods in one model.

2. Material and methods
The CBA is the most well-known decision support methods. The aim of this method to calculate with the economic
and social benefits and cost of the investment. In the case of decision making the calculation of the benefits and
disadvantages (in corporate level and in social level too) is the hardest part of the CBA. The question is how we make
price for the benefits or for the disadvantages in the calculation. First of all let see what does “benefit” means in the
CBA. The benefit is an advantage which come from the project in monetary terms. The “cost” is a value which is lost
in the project in monetary terms. (Mishan 1982) The social and economic CBA answer for the following questions:
- How much does the social benefits of the project and how much subsides from government justified?
- How much does the social profitability of the project on regional level?
In our earlier economic calculation only the extra values against the conventional technology were calculated.
Kovács & Székely (2006) called these model extra profit calculation. If we want to use these model in social level we
must to pricing the externals.
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2.1 Pricing the externals in CBA
CBA make the benefits and cost in monetary terms. It means that put a concrete value for the positive and negative
effects of the investment. CBA has three different kind of “benefits”: (B 1) direct effects, (B2) indirect effects, (B3)
spill-over effects. The cost are divided in the following groups: (C1) preparation cost, (C2) implementation cost, (C3)
public procurement cost, (C4) negative social effects.
In CBA the negative social effects include the value of environmental damages. (Kovács et al. 2014) The
environmental damages is the most common external. Externals are not appear in sales and hard to define the value of
it in monetary term. Very common problem in case of environmental protection project that the externals are not be
pricing. This is the reason why these projects has incorrect clarity. (Fogarassy & Bakosné Böröcz 2014)
The most important effects of the low-carbon projects is the changes in the greenhouse gases balance (GGB). The
CBA in case of clime politic has two key parts. The first part is the real changes of GGB of the project in national or in
regional level. The changes of GGB may be mean reduction but sometimes mean increase because of the bad
implementation. The second part is break-even point of the investment under the life-time of the projects. The breakeven point is very important because the weak point of the low-carbon projects is the market was not able to react for
the aims and equipment of these projects in the last few decades.
The European Union require that the supported project will be viable in economic and ecological aspects too. The
financial efficiency is a very important factor in the judge of the project in subsides process. Fogarassy et al. (2015)
completed the CBA model with the factors which able to calculate with the quote prices based on EU Emission
Trading System. (1) They used the following modified CBA equation for examine the profitability of the low-carbon
projects:

where:
AIpv = the present value of additional income
IC = the additional investment cost of the equipment to be purchased (EUR)
DI = possible support and discounts (EUR)
AS = the additional sales revenue resulting from the additional yield or increase in quality attributed to
using the given technology (EUR/year)
AC = the balance of the given technology's additional costs and its possible savings (EUR/year)
IE = the indirect economic impacts (environmental effects, effects on society) of using the given
technology and the value of GHG reduction (EUR/year)
GHGi = the indirect effects on emissions of using the given technology, based on the value of the decrease
in GHGs as per the EU ETS quota forecast (EUR/year)
pv = present value
The substance of the upper equitation is the “Indirect effects”. These factor include the greenhouse gases decreasing
based on the prices on the quota trade. This paper shows two scenario which examined with these modified CBA
equitation. The first scenario in agriculture is a feeding technology which result a lower greenhouse gas emission
thanks to the better feed digestibility. The second scenario is in transportation which means a modernization of citytransporting. Based on the price of greenhouse gas quote forecast in case of both scenarios the investments are viable
in economic and environmental aspects too. (Figure 1)
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Figure 1: Carbon-orientation matrix of the projects with corporate and social involvement

Source: Fogarassy & Nábrádi 2015; Fogarassy et al. 2015
The symbol „+ – „ on Figure 1 means the province where the projects resulted decrease in the national GGB and
have a break-even point under the estimated lifetime.
2.2 Methods for overcoming the resistance to changing
The modified CBA equation (1) estimated only the economic factors. In vain the model shows that the project is
viable is the person who will operate has resistance to changing. (Illés et al. 2012) These resistance may be variable:
fear of losing status quo or power; distrust, misunderstanding, hard learning, different circumstances, self-doubt,
negative feelings about changes, uncertainty, pursuit of risk etc. Overcoming the resistance on strategic level is the key
factor of the success of long-term decision. In the strategic decision we must to calculate with those elements which
play important role in the success of changing in the implementation. We may use various model for estimate the
success of changing. In this paper we will modified the change equation model (2) by Cameron & Green (2012) and
the Beckhard & Harris (1987) with the CBA model. The change equation based on the following context:
Dissatisfaction x Desirability x Practicality > Resistance to Change
Change equation model:

C = (A + B + D) > X

(2)

where:
C = chance to success of change,
A = level of dissatisfaction with the status quo,
B = desirability of the proposed change or end state,
D = practicality of the change (minimal risk and disruption),
X = cost of changing.

3. Results and recommendations
We attempt to define a model which able to aggregate the modified CBA model (1) and the change equation model
(2) in one equation. Our model able to calculate with the economic and ecological factor of the project and the human
factor of the decision making process together. (3)
Modified change equation model by CBA
(3)
where:
C = chance to success of change,
A1 = social deadweight
A2 = lost caused by short-term corporate/individual vision
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IC = the additional investment cost of the equipment to be purchased (EUR)
DI = possible support and discounts (EUR)
AS = the additional sales revenue resulting from the additional yield or increase in
quality attributed to using the given technology (EUR/year)
AC = the balance of the given technology's additional costs and its
possible savings (EUR/year)
IE = the indirect economic impacts (environmental effects, effects on society) of using
the given technology and the value of GHG reduction (EUR/year)
GHGi = the indirect effects on emissions of using the given technology, based on the
value of the decrease in GHGs as per the EU ETS quota forecast (EUR/year)
pv = present value
The first result of this paper is the combination of the CBA model and a change equation. The other result is that we
separated factor “A” (level of dissatisfaction with the status quo) to the factor “A1” means social level and factor “A2”
means project level which makes the long-term resistance to the current satiation. In factor “A2” we think for example
when a producer exploit the resources in spirit of short-term benefits. These decision of the producer makes
degradation in the environment and thanks to this in long-term the producer will lost yield.
The combination of the two equation makes a good example for examination models of the environmental friendly
or low-carbon project always contain “soft-factors” which reflect the social and/or corporate thinking. In our opinion
the future research should be focus on the estimation of environmental attitude.
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Summary: Taking the leading role of the banking industry in the financial system into consideration, the authors
constructed a financial vulnerability index by using the method of principal component analysis, and found China’s
financial vulnerability shows a slightly upward trend in general. In order to confirm the macro factors affecting
financial fragility, dynamic regression models were constructed. As a result, the authors obtained seven major macro
factors. Finally, the authors determined that an overheated economy, increasing inflation, excessive growth of the
country’s fiscal expenditures, and export shocks will increase financial vulnerability. However, the increasing
investment in real estate and fixed assets may reduce the risk in the financial market. Therefore, China needs to adapt
to the new normal economic development model, weaken government intervention in the financial markets, deepen
financial reforms, and maintain steady development in the financial system.
Keywords: Banking industry; Financial vulnerability; China; Measurement.

1. Introduction
With the rapid development of China’s economy in recent years, a series of problems have been passed on to the
financial system and have formed potential risks.
Explaining the financial fragility hypothesis from the perspective of the enterprise, Minsky (1982) thought that the
intrinsic characteristics of an organization creating private credit can lead enterprises to face the dilemma of
bankruptcy caused by a cyclical crisis; furthermore, the dilemma may have a negative impact in other areas and result
in economic crisis. From the perspective of banks, Craig (1997) proposed the security boundary theory, and he argued
that financial fragility is negatively related to security boundaries. In a financial system dominated by banking, the
fragility of banks represents fragility in the financial system to a great extent. Diamond and Dybvig (1983) thought
that the uncertainty of liquidity demand and the liquidity shortage on banking assets will lead to banking vulnerability.
Mishkin (1991) believed that asymmetric information in the credit market causes the problem of adverse selection.
Some scholars have studied the Chinese financial system. Chen Hua and Wu Zhiwen (2004) conducted a quantitative
analysis on China’s banking system vulnerability and concluded that the banking system was unstable in 11 years
between 1978 and 2000, especially around 1992 and 1998. Wan Xiaoli (2008) used the dynamic factor analysis
method to build a financial vulnerability index and found that it showed a downward trend from 1987 to 2006. Chen
Shoudong et al. (2011) studied the change in financial vulnerability by using the smoothing mechanism transfer
model.
Authors tend to concentrate on exploring the trend of financial system vulnerability while few have studied the
macro factors affecting vulnerability.
2. Methods
In this article, the authors will measure and analyze the trends of financial fragility in China from 2005 to 2014 and
then establish several regression models to identify some of the macroeconomic factors which affect vulnerability.
2.1 Financial fragility index
The broad functions of banks have a significant impact on all social and economic activities. It is both necessary
and scientifically sound to select a banking system index as a proxy index to measure financial industry vulnerability.
The authors selected five indicators to synthesize a financial vulnerability index (represented by JRC in below). These
are the loan growth rate5, the proportion of medium and long term loans in total loans, the loan and deposit ratio, the
growth rate of inter-bank credit, and the foreign asset growth rate.
Taking the availability of data into account, the authors selected data from Q1 2005 to Q3 2014, and these data are
derived from the Chinese economic and financial database (CCER).

5

In this paper all growth indicators are the year-on-year growth rates.
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2.1.1 Index construction and trend analysis
The authors used the principal component analysis method to construct a JRC index by SPSS17.0, then they found
the contribution rate of the loan growth rate is 49.034%, and the contribution rate for the proportion of medium and
long term loans in total loans is 24.827%. These variables, whose characteristic value is greater than 1, were counted
by the authors, and the cumulative contribution rate reached 73.861%. If the loan growth rate is represented by a, the
proportion of medium and long term loans in total loans is represented by b, authors weighted the contribution rate to
get the JRC index: JRC  0.66387a  0.33613b
By calculation, the range of JRC is found to be [1.523, 2.164]. China’s financial system vulnerability shows a slight
upward trend in general, but the trend has its own characteristics in different stages. To be specific, the financial
system vulnerability index is at a low level from Q1 2005 to Q1 2006. From 2007 to Q1 2008, the JRC index shows a
slightly upward trend. During this period, the economic investment growth rate accelerates, with monetary and credit
growth increasing too quickly. At the end of Q1 2008, the cooling external environment and shrinking global demand
causes a drag on China’s exports because of the international financial turmoil. In the Q2 2009, the financial fragility
index increased significantly. From 2011 to Q2 2012, the index falls as both the global economy and exports have
gradually been recovering. In 2011, the first year of the 12th Five-Year Plan in China, major infrastructure
construction projects were started and these provided strong support for investment growth. Within an environment of
good macroeconomic development, deepening financial reform, and along with the implementation of real estate
regulation and control measures, JRC is at a stable level from 2012 to Q3 2014.

2.2 Regression model of macro factors
In order to further explore the factors influencing financial fragility, the authors selected several macro variables
and then created dynamic regression models to filter out suitable variables. Finally, a regression model was established
to analyze the influence of these macro variables on financial fragility.
2.2.1 Selection and description of macroeconomic variables
The trend line of the JRC index cannot judge the impact of macro factors on the financial system. So the authors
selected the following macro factors to further research. Macro factors data are from the CSMAR database.
Economic cycle indicators are mainly the nominal GDP growth rate (NGDP), actual GDP growth rate (SJGDP),
and export growth rate (ET). It is well known that GDP indicates the state of the current macro economy. And the
rapid growth of export trade may stimulate the investment, and enhance economic and social stability. Price
indicators include M2 growth rate (M2), the inflation rate (CPI), stock market price index (SMI), and the one-year
deposit interest rate (ODR). M2 reflects the realistic and potential purchasing power and middle market activity. CPI
can directly affect investment and consumption levels as well as government policy. SMI reflects fluctuations in the
stock market and ODR will have an impact on the deposits and loans of banks. For international indicators, If the
amount of hot money inflows6(HM) is too much, the economy will fluctuate severely. The real exchange rate of the
RMB (EXR) reflects the purchasing power in the international market. If the financial liberalization index (MFR) is
larger, the degree of financial liberalization will be higher. Other indicators are the growth rate of real estate
development and investment(EDI), fiscal expenditure(FS), and the growth rate of fixed asset investment(FAI). The
development of real estate investment may stimulate the economy. A growth rate of fiscal expenditure that is too fast
reflects overheated government investment.
2.2.2 Variable selection
The authors made a stationarity test on the above indexes and the JRC sequence, and found that the variables are
stable at the 95% significance level except the indexes of JRC, EDI, FAI, FS, HM, and MFR. And the first order
difference of these six sequences are stable.Then authors found that DJRC7 sequence is a second-order autocorrelation.
So the following regression model is established, and the results are shown in Table 1 :

yt   0   1 yt  1   2 yt  2   1 Xt  1   2 Xt  2   3 Xt  3   4 Xt  4  ut (1)
Table 1 Dynamic regression models

Variable

X
NGDP
SJGDP
ET
M2
6
7

Explanatory variable
Intercept
-------0.0446

yt  1
0.49081
0.8009
0.4652
---

yt  2

X

Xt  1

Xt  2

Xt  3

Xt  4

----0.3386
0.3972

-0.1879
---0.086
0.0064

----0.09
0.0016

---0.213
-----

0.2596
-------

-----0.048
---

The hot money inflows = foreign exchange reserves - foreign direct investment - trade surplus.
D means the first order difference sequence. Such as DJRC, DHM, DMFR, DFAI, DEDI, DFS.
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Adjuste
R^%
69.28
54.9
71.86
75.08

CPI
SMI
ODR
EXR
FER
DHM
DMFR
DFAI
DEDI
DFS

---0.0247
-----------------

0.4647
0.6809
0.8085
0.8145
0.7203
0.9160
0.8099
0.8353
0.5462
0.7528

0.39921
-------------------

-0.2843
-----------0.0055
--0.2054
---

----------------0.093
---

------------------0.00088

0.4042
----------------0.00083

-0.3309
------------0.24596
--0.00158

2.3 Regression model
The authors constructed a new model using the macro variables mentioned above having a high goodness of fit and
gradually removed insignificant variables. The results are shown in Table 2:
Table 2 Outcomes of Model Fitting and Test statistic
Explanatory variable
Intercept
NGDP（-2）
ET
CPI（-3）
M2（-2）
DFAI（-1）
DEDI（-1）
DFS（-2）
Other statistics

Coefficient estimation
-0.093083
0.280095
-0.081376
0.291982
0.004379
-0.268938
-0.010541
0.000957
R^2=0.823

T statistic
P value
-5.891421
0.0000
3.654928
0.0011
-3.543551
0.0014
2.832038
0.0085
7.103841
0.0000
-2.882377
0.0075
-2.249420
0.0349
2.433468
0.0216
A-R^2=0.779 DW=2.0136

yt  0.067442  0.238917 NGDPt  2  ETt  CPIt  3  M 2t  2  X 2t  1  X 3t  1  X 4t  2  t (2)
In Equation (2), X2 refers to DFAI, X3 refers to DEDI, and X4 refers to DFS.

3. Conclusion and Policy
3.1 Conclusion
The coefficient values of NGDP, CPI, M2 and DFS are positive which indicates that these variables are positively
correlated with the financial fragility index. Compared with the index of actual GDP, NGDP has a more significant
influence on financial system vulnerability. This study suggests that economic overheating will breed a series of
problems, such as unreasonable economic structures and serious environmental pollution. A rising inflation rate will
bring about an asset price bubble. The increase in the money supply will accelerate inflation, and further exacerbate
the rate of inflation causing the bubble to become larger, a situation which is extremely unfavorable for the stability of
the financial system. The excessive growth of fiscal spending indicates that central and local governments may invest
too much. And solvency risks may be passed into the financial system and increasing vulnerability.
The negative coefficients for ET, DFAI, and DEDI indicate that they are negatively correlated with the financial
fragility index. Export shocks will affect the healthy operation of the financial system and increase the financial
vulnerability. The impact of the international environment caused profits of export enterprises to decline; as a result,
bank loans cannot be paid back in a timely manner, and at the same time credit is constrained. Companies will operate
with great difficultly, or even collapse, and for the banks there will be an increase in bad debts, increasing financial
risk. Increased investment in fixed assets and real estate by government will reduce vulnerability in the financial
system since investment in fixed assets will transfer the social capital from the virtual economy to the real economy.
In terms of the real estate industry, the focus is on a large number of bank loans but because of the increase in
collateral, the banks’ losses caused by default risks will decrease.

3.2 Policy
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6
72.42
60.85
52.37
55.78
55.56
56.60
58.03
64.63
69.6
62.13

First of all, China urgently needs to adapt to the new normal economic development model and avoid expanding the
economy too quickly. Secondly, it is important to reduce government intervention in the financial market and deepen
financial system reform, thereby ensuring the steady development of the financial system. In summary, the accurate
measurement of financial system fragility in China has great theoretical value and practical significance, and can assist
in developing effective strategies for prevention mechanisms.
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Summary: Level of innovation in the European Union is weak, only Scandinavian countries are the leaders. That is
why EU does not give up in its policies and strategies on creating favorable conditions in each country to help them
become an innovation leader. An extremely crucial innovation policy and strategy tool is so called a smart
specialization (smart specialization strategies SSS), which on a supra-regional level is supposed to enhance strategy of
smart growth implementation. Innovation policy should involve elements of science, technology and industry. In
narrow definition innovation policy is a set of documents: strategies, programs, directives, reports, metrics and
evaluation for its formation. In this article there has been formulated a thesis that in Poland implementation of a smart
growth concept is not possible in neglected regions without improving some of the key factors, namely economic
structures and quality of human and social capital. Investing in smart specialization has a strategic dimension, because
EU once again counts on the fact that all regions and countries will encounter specializations, so that they will win in
the global market competition.
The aim of this article is to demonstrate strategic documents (EU or national) which determine the process of smart
specialization emergence based on Świętokrzyskie province experience and others seeking to improve their economic
structures and quality of human and social capital.
Key words: innovation, innovativeness, innovation potential, smart specialization, space.

1. Introduction
Level of innovation in the European Union is weak, only Scandinavian countries are the leaders. Therefore, EU does
not give up in its policies and strategies on creation favorable conditions in each country to become a leader in
innovation. Creating innovative environment in the economy of each country is being done under a national system of
innovation (NSI), which is determined by many factors. National innovation system is a complex of separate
institutions, jointly or individually contributing to development and diffusion of new technologies, forming a base
within which governments formulate and implement policy (innovation) with the aim of impacting on innovation
processes.
According to R. Nelson and N. Rosenberg [1993, 4-5] national innovation system is a set of institutions whose
interactions determine innovation of domestic enterprises and entire economy. National innovation system determines
structure covering all interrelated institutional and structural factors in the economy and society, which collectively
and individually generate, select and absorb innovation. [Okoń-Horodyńska, 1998].
In literature, as well as in practice, it is assumed that level of innovation can be determined through the assessment
of national innovation system because it indicates from which technological, institutional or system factors emerges
the ability to generate, absorb and diffuse innovation of individual countries. [Okoń-Horodyńska, 2015, 246] Creation
of an efficient and effective national innovation system is a primary objective of the innovation policy. Innovation
policy strives for creating an effective system that links science, business, government and market, which will also
ensure quick implementation of innovation which increase economy competitiveness and increase the society living
standards. Its aim is to support innovative activities at various levels of the economy. A very important tool of
innovation policy and strategy is so called Smart specialization (smart specialization strategies, SSS), which at supraregional level is designed to achieve smart growth strategy. Innovation policy should combine elements of science,
technology and industry. In narrow terms innovation policy is a set of documents: strategies, programs, directives,
reports, metrics and evaluation for its shaping. Modern innovation policy analyzed at European Union level has
transformed from a systemic approach into the documentary one, its meaning, which comprises in helping companies
in introducing new products, services, technological processes etc. is lost in the jungle of documents (policies,
programs, reports).
Investing in smart specialization is strategic because EU once again counts on the fact that all regions and countries
will
find
specializations,
so
that
we
will
win
the
global
market
competition.
Aim of this article is to present strategic documents (both EU and national) which appoint process of smart
specialization emergence.

2. Strategic documents in the EU and Poland
Documents of supranational influence define major objectives, policies and strategies of supporting efforts which
aim is to support economic innovation growth at EU level (international). At national level documents are an
expression of state’s innovation policy which are supposed to define national priorities, on which EU funds will be
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used with the view of the financial years 2014-2020. Regional level is reflected in the documents that are the tool of
innovation policy creation at regional level. These documents define strategic objectives of the policy, depending on
the region and tactics of its achieving in the long term.
Concept of smart specialization appeared in connection with multi- annual cohesion policy programming in the
horizon of years 2014-2020. A document that was opening this subject was “Europe 2020 strategy” [2010] and the
European Commission presented documents describing how regional policy can affect "smart growth". They are
included, among others, in the two regulations: Setting common rules for the Structural Funds and the Cohesion Fund
[2012]; On the European Regional Development Fund [2012].
Poland also has undertaken the issue of smart specialization in the program documents concerning assumptions of
socio-economic development. The most important documents are: Poland 2030. The third wave of modernity. Longterm development strategy of the country [2013]; The concept of Spatial Development of the Country till 2030 [2011];
National Strategy of Regional Development 2010-2020. Regions, Cities, Rural Areas [2010];
National Development Strategy 2020. Active society, competitive economy, effective state [2012].
One of the three priorities of Europe 2020 strategy is smart growth, that is development of knowledge and
innovation based economy as driving force for socio-economic development of Europe. Critical for the successful
implementation of smart specialization is an initiative to improve the framework conditions and access to finance for
research and innovation - Innovation Union [2010]. According to this initiative at the EU level European Commission
will work: to complete the European Research Area, improve framework conditions for business innovative activities,
to create European innovation partnerships, strengthen the role of EU instruments that are supposed to support
innovation and promote knowledge partnerships and strengthen links between science, business, research and
innovation.
In a special Communication with the title: Regional Policy contributing to smart growth in Europe 2020 strategy,
the European Commission set out how regional policy can contribute to smart economic growth in the EU. The aim of
the EU is to support regional policy in smart growth in all regions, with particular emphasis on science and technology
parks as an institution essential to stimulate innovation and regional development. In the document there was set out a
list of actions, which allow according to European Commission achieving smart growth objectives programmed in
Europe 2020 strategy. As fundamental there has been determined an action involving implementation of smart
specialization. It is designed to focus resources on the most promising areas of comparative advantages of individual
regions. Smart specialization is the key concept of regional innovation policy. It promotes: the use of public funds in
an effective, efficient and making use of synergies way for investment in research and innovation; Member Countries
and regions in diversifying the economy and increasing the position of existing industries and enhancing their
innovative potential. This means having in the region development strategy oriented towards innovation, which is
based on the strengths and competitive advantages. This leads to the specialization of the economy in an intelligent
way, based on the regional resources and determining what specialties can be developed compared to those in other
regions.
The strategy of smart specialization is according to this document a long-term strategy focused on well-functioning
national and regional research and innovation systems. The distinguishing feature of smart specialization strategies is a
strong orientation to the outside, towards the use of global competitive advantages.

3. Determining smart specialization in Poland
In parallel with the process of updating the basic strategic documents of regional level - the regional development
strategy and regional innovation strategy the process of identification and selection of smart specialization was
conducted. Provinces according to the indications of the European Commission included in the Strategy for Research
and Innovation on smart specialization Guide (RIS 3) independently determined smart specialization.
In particular provinces there are determined from 2 to 8 smart specializations and they are the result of their
potentials. Smart specializations are defined both in sectorial, horizontal and multidimensional terms, pointing at the
need for cooperation not only in economic but also in social and institutional dimension. As the most popular smart
specialization can be mentioned information and communication technologies (ICT), which was selected by 10
provinces. It is defined very differently, from understanding the ICT sector very broadly (information processing,
multimedia, programming, ICT services) up to focusing on the games industry. Selecting ICT as leading specialization
can mean aligning regional potentials in that particular area. It should be kept in mind that provinces report also
specializations on which the European Commission will allocate more funds. And here for many years the superiority
have: Life science, sustainable energy (low carbon economy) and ICT.
Analysis of the number of smart specialization in particular regions leads to the conclusion that the majority of
provinces base their development on the fields related to natural resources: bio-economy, healthy food, health tourism.
There are also some provinces in which traditional industries will still play an important role in regional development,
e.g. Metal and construction industry in Świętokrzyskie province. It seems likely that the limitation to a few
specializations in the region was the result of a desire to indicate real regional specifications and can provide a mature
approach to the assessment of their own potentials. The process of selecting smart specialization in the provinces is
still open and currently run monitoring of smart specialization should contribute to a possible modification (presents
picture 1).
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National smart specialization (NSS) sets economic priorities in the area of R + D + I, which development will
ensure the creation of innovative socio - economic solutions, increase the
Figure 1. Innovative potential forecast of regions for 2016, I- potential of the economy, II- potential of science,
III- potential of technology and innovation, IV- intellectual potential

Source: Pawlik, 2014, 92-115 and 136.
added value of the economy and increase its competitiveness in foreign markets. In NSS document there were
indicated 18 national smart specializations, which were set out in the following groups: healthy society, bio- economy
agricultural and food, forest and wood and environmental, sustainable energy, natural resources and waste
management, innovative technologies and industrial processes.

4. Conclusion
Member States were obliged by the European Commission to develop strategies (national and regional) for smart
specialization, which will form the basis for the new financial perspective for years 2014-2020.
In Poland, implementation of NSS will be done both through implementation of national programs e.g. Projects,
NCB and R, PARP and the use of EU funds under operational programs, mostly Innovative Development Operational
Program. In Poland work on intelligent specializations was carried out both at national and regional level. It should be
emphasized that work was carried out independently and principle that national smart specialization override
specialization established at regional level was not accepted.
The process of determining smart specialization at national and regional level has not ended. With the change of
socio - economic conditions in the country and in the provinces it may be necessary to update current already made
choices, which is why national and regional innovation strategies should be constantly monitored.
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Summary: the main goal of this study was to provide a model enabling researchers to measure strategic
intelligence of organizational leaders. In other words, in this research it is tried, based on the literature and the
secondary data, to introduce the key components of leaders’ strategic intelligence. After the studying of the wide
literature of intelligence, leadership, and strategic leadership, this research has provide a model illustrating that for
evaluating the leader’s strategic intelligence emotional intelligence, creativity, self-directedness, wisdom, practical
intelligence, cultural intelligence, and social intelligence must be assessed.
Keywords: Leadership, leader strategic intelligence, measuring strategic intelligence

1. Introduction
Vodadi and Abbasalizadeh (2007) believe that the leaders not only need to have the cognitional intelligence, but
also should they have the ability to understand the social, emotional, and cultural differences of others. On the other
hand, Hoffman and Frost (2006) clearly discuss that a successful leader has to possess the social, emotional,
behavioral, and cognitional abilities in the complicated situations. Additionally, Stenberg (2001) argues that the
successful leaders have a multiple intelligence including skills such as analytic thinking, creativity thinking, and
practical intelligence. Studying the leadership intelligence aspects is a vital issue to make a better understanding of
leadership in organization (Winston & Patterson, 2006). As, Carr, Coe and Derrick (2007) and Guichard (2011)
believe that measuring the leader’s intelligence is very crucial and necessary (Carr, et al., 2007).
Thus, this study is looking for to answer the following question: "what indicators do measure the leader's
intelligence?" For this purpose, the secondary data are used. In other words, the proposed model of this study for
evaluating the leader’s strategic intelligence is provided based on the wide literature of intelligence and leadership. In
this descriptive research, firstly, the literature of intelligence and its application in behavioral science, leadership,
strategic intelligence, and the common area of these concepts has deeply studied. In the next stage, it is tried to find
components and variables are able to describe well leader strategic intelligence. Finally, based-on these findings a
model has been suggested. As this model is able to evaluate and study the leader strategic intelligence.

2. Intelligence in leadership
The current studies in the manager's skills and competencies are directed toward importance of intelligence in
leadership (Judge, Colbert, & Ilies, 2004). Intelligence as a main features of a leader introduced by Sun Tzu (1913) for
the first time (McNeilly, 1996). Intelligence helps leadership in organization (Riggio, 2008) and it is directly related to
job performance, social advantages, and educational successful (Judge, et al., 2004).
Wilhelm and Engle (2004) argue that intelligence is a cognitional factor which is the best predictive for success of
leaders and it includes criteria such as problem solving, critical thinking, and practical intelligence (Winston &
Patterson, 2006). As the cognitional complexities, social intelligence, and leaders' behavioral complexities have a
positive effect on strategic leadership and guarantee the success of leaders (Boal & Hooijberg, 2001). On the other
hand, Guichard (2011) defines the leaders' strategic intelligence as behavioral competencies of leaders such as their
ability to solving the strategic problems, critical thinking, deductive and inductive abilities, and individual ability in
decision making.

3. The Empirical Previous Research
Boyatzis, Good and Massa (2012) illustrate that emotional, social, and cognitional intelligence and personality are
of essential predictors of the performance of sales leaders. Guichard (2011) shows in his thesis that emotional
intelligence, creativity, self-directedness, and practical intelligence are behavioral factors measuring the leader
intelligence. Rockstuhl et al. (2011) argue that leaders having the competency of cultural intelligence, emotional
intelligence, and general intelligence have the ability of acting effective in international environments. Toole (2010)
points out the leaders having features and competencies such as cultural intelligence, social intelligence, practical
intelligence, emotional intelligence, and moral intelligence can be effective leaders in the organizational environment.
In addition, Sternberg (2005) discusses that emotional intelligence, practical intelligence, social intelligence, and
creativity are multiple kinds of intelligence construction having an important role in success and effectivity of the
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leaders. Besides, Hoffman and Frost (2006) believe that a multiple framework of intelligence (emotional, social, and
cognitional intelligence) has been counting an important approach to predict transformational leadership and such
intelligences explain almost 10 to 25 percent of variances related to transformational leadership.
4. Leader’s Strategic Intelligence
Regarding the leader intelligence, literature, and what are mentioned above this study provide a model bridging the
gap in the literature about the lack of the detail related to strategic intelligence of organizational leaders. In other
words, this study proposes a model clarify the different components of leader’s strategic intelligence which are:
creativity, wisdom, self- directedness, practical intelligence, emotional intelligence, social intelligence, and cultural
intelligence. Hence, this article claims that leaders having these behavioral competencies and abilities are able to act
intelligently in various situations; and so as to evaluate leaders’ strategic intelligence these seven mentioned
components should be evaluated.
4.1 Emotional intelligence
Emotional intelligence is defined as the ability of concerning ours and others' emotions and feelings, distinguishing
between them and use of these information in our thinking and acting (Pasha Sharifi, 2011). Goleman (1998) argues
that leaders are effective that have high level of emotional intelligence. Managers having a high level of emotional
intelligence are leaders who realize their goals in high level of productivity, employees' satisfaction and commitment
(Mokhtari Pour, et al., 2006).
Guichard (2011) consider two aspects for emotional intelligence: 1) benevolence and 2) diminished ego. He
explains a benevolent leader is a person who is an unprejudiced and a righteous, he prefers others over himself, and
makes his decision toward the others' aims. Additionally, others can rely on him if they need a help. On the other, a
leader diminished ego is the leader has committed to moralities and admits his mistakes. Also, he uses other's
partnership to get things done and delegates some tasks to the employees; besides, he seeks lots of ways to solve the
problems (Guichard, 2011).
4.2 Creativity
Creativity refers to the ability of generating the new thoughts and new ideas. The role of a creative person in
responding appropriately to the continuous environment changes is undeniable (Alvani, 2010). The intelligent leaders,
additionally, are able better in problem solving, they are also more creative and foster creativity in their subordinates
(Judge, et al., 2004). Thus, it can be claim that creativity is another form of intelligence construct affecting leadership
effectiveness (Riggio, 2008). From Stenberg's (2001) point of view, creativity intelligence has been counting as a part
of successful intelligence and helps leaders to perform correctly and become successful in their roles (Stenberg, 2001).
Guichard (2011) expresses that the leader's creativity has been measured by reflection and integration indices.
4.3 Practical intelligence
Practical intelligence provides managers the ability of recognizing and understanding the environment and the
ability of adapting with the environment changes. For adapting to environments change, practical intelligence needs
stimulations like social, emotional and cognitional (Winston & Patterson, 2006). Guichard (2011) considers problem
solving and tacit knowledge as two dimensions constructing leader's practical intelligence. Problem solving refers to
understanding the problem, designing a plan to solve the problem, implementation of the plan, and its reflection in
success or failure of the results. Tacit knowledge is a practical and an adventitious knowledge which have an
important role in managers' decision making trend.
4.4 Wisdom
Wisdom is applying successfully intelligence and creativity which has been acquired by making a balance between
the intrapersonal and outer-personal interests; and also it is able to make a balance in adaptation with current
environment. Indeed, wisdom is a way of thinking about things and to do them (Stenberg, 2001). Guichard (2011)
expresses that wisdom is a rational thinking comprising two aspects of sagacity and open-mindedness to experiences.
4.5 Self-directedness
A person who has self-directedness regards learning as a necessity and she considers self-learning as an essential
point in all of her activities (Guglielmino, Long, & Hiemstra, 2004). Carr et al. (2007) argue that self-directedness is
one of the most important aspects of leadership which has been starting from inside of the person (Carr et al., 2007). A
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self-director leader shows his interest to learning and utilizes every means to his own continuous learning (Guichard,
2011).

4.6 Cultural intelligence
Earley and Ang (2003) define cultural intelligence as the ability of learning of the new patterns in cross-cultural
communication and responding suitably to these patterns. Cultural intelligence is one of the key factors of the
successful leaders performing in both local and international environments as it comprises cognitive, metacognitive,
motivational, and behavioral aspects.
4.7 Social intelligence
Social intelligence has a very close relationship with social competencies which is measured by three factors of
social information processes, social skills and social awareness.

5. Conceptual model
Regarding the concepts of leaders' multiple intelligence and empirical body of literature it can be possible to design
the conceptual model of this study. Indeed, the strategic intelligence of leaders is able to be measured by emotional
intelligence, wisdom, creativity, self-directedness, social intelligence, and cultural intelligence. The conceptual model
of the study is provided in figure 1.
Figure 1. Conceptual Model of this Study

6. Conclusion
The role of intelligence in success of a leader is undeniable as it is proved that leaders having strategic intelligent
are more effective and research has shown that they are more successful in both national and international
environments and the complicated situations. Thus, studying the leaders’ strategic intelligence aspects is a vital issue
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to make a better understand of leadership in organization. Therefore, in this study it is tried to find the key aspects of
leader strategic intelligence based on the wide literature and secondary data. The findings illustrate that leader strategic
intelligence is shaped by emotional intelligence, creativity, self- directedness, wisdom, practical intelligence, cultural
intelligence, and social intelligence. In other words, this study suggests that so as for measuring the leader strategic
intelligence these seven areas must be evaluated. For future research it is recommended that by using an empirical
research the purposed model of this study is tested and the findings are compared.
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Summary: In this paper, we examine the fundamental determinants of nominal home price growth from 1995 to
2012 across 300 metropolitan areas in the U.S. We argue that our sample period is coherent for a fundamental
analysis. We find five significant factors: home supply growth, personal income growth, human capital, an ocean
dummy, and geographic constraint. This paper provides three contributions to the literature: (1) We suggest an
alternative and simple method for addressing the endogeneity problem. (2) We compute a straightforward and
powerful predictor for home price appreciation by using the supply-to-demand ratio. (3) We propose a comprehensive
measurement of human capital in our analysis.
Keywords: Real Estate, Portfolio Management, Housing

1. Introduction
This paper examines the home price growth disparity between cities in the U.S. between 1995 and 2012. Long run
home price appreciation is driven by demand factors such as income growth, employment growth, population growth,
amenities and climate, along with supply factors including the growth of building permits, cost of land, government
regulations, and physical building costs. While the literature on determinants of housing price is considerable, most
focuses on either one or several demand-side or supply-side factors. Few have analyzed a comprehensive supply-anddemand framework. For instance, Malpezzi et al. (1998) links income and income growth and Moretti (2004) links
high human capital to higher house prices. Other studies link home prices to development policy (Glaeser, Gyuorko
and Saks 2005), regulation (Quigley and Raphael 2005) and the supply of available land (Saiz 2010).
Our study proposes a simple but holistic empirical model by using the latest period (1995-2012) of data. By
focusing on a cross-sectional analysis across 300 or so metropolitan areas over a long span of time rather than panel
data, our estimators will be largely free of the influences of non-fundamental factors. We calculate a simple supply-todemand ratio, which embodies the basic idea of supply elasticity. We also use a new measurement of human capital
for metropolitan areas: First 5 LA/UCLA City Human Capital Index, which represents the average educational
attainment of residents in a city. We find five significant determinants of home price level and growth: home supply
growth, personal income growth, human capital, an ocean dummy, and geographic constraint.

2. Data and the Supply-to-Demand Ratio
In Figure 1, we can see three housing bubble and bust cycles over the past four decades. The first is in the late 1970s,
the second in the late 1980s, and the third in the 2000s. Across cycles, real home prices eventually return to an
invisible, hypothetical trend. Mean-reverting home prices imply that fundamental forces are in fact driving the home
price appreciating trend in the long run and that the trend is not a random walk. This means that estimation using
panel data may be contaminated by bubble-bust cycles.
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Figure 1. FHFA Single-Family Real Home Price Index from 1975Q1 to 2012Q3 for the U.S.

Sources: Federal Housing Finance Agency, Bureau of Labor Statistics.
1995 and 2012 represent the bottom of housing price cycles. Home price changes from 1995 to 2012 contain few
non-fundamental factors, such as psychological fad and panic, irrational expectation of future home prices, subprime
mortgage fiascos, etc. Thus, we suggest that our sample period and our single period return will provide a more
accurate estimation of fundamental determinants of housing price appreciation than most of the past literature.
Across the 30 largest metropolitan statistical areas (MSAs) in the U.S. from 1995Q1 to 2012Q3, San Francisco has
the highest home price growth—142% (5% compounded growth per year) over the past 18 years, followed by
Boston’s 124% and New York’s 122%, down to Detroit’s 16%, and Las Vegas’ barely 1%. In theory, the gap between
the growth of supply and the growth of demand in a city can predict long-term home price appreciation. To measure
this, we use the ratio of total building permit growth to personal income growth. If the ratio is large, supply outpaces
demand and we expect lower home price appreciation.
In Table 1, we list the 30 largest MSAs’ home supply-to-demand ratio and the home price growth over this 18-year
period. It is obvious that Northeastern and Coastal Californian cities have a less than accommodating home supply to
meet their demand. As a result, they have higher home price growth and less affordable housing than other cities. Saiz
(2010) uses the median home price, number of households, and physical and regulatory constraints from 1970 to 2000
to calculate the supply elasticity of metro areas, as shown in Column 4 of Table 1.

Table 1. Home Price Growth (1995-2012) and Supply/Demand Ratio for the 30 Largest U.S. Cities.
FHFA
%∆Home Price
1
2

San Francisco
Boston

142

Case-Shiller
%∆Home Price
107

Supply to
demand ratio
1.8

Saiz
(2010)’s
supply elasticities
0.66

124

123

3.3

0.86

4.4

0.76

3

New York

122

108

4

Los Angeles

122

127

3.3

0.63

5

Washington DC

117

110

7.4

1.61

6

San Diego

115

117

4.7

0.67

7.6

0.88

7

Seattle

98

94

8

Baltimore

98

N/A

5.3

1.23

9

Philadelphia

93

N/A

4.9

1.65

10

Denver

88

92

9.3

1.53
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11

Houston

87

N/A

7.9

2.3

12

Miami

87

71

6.9

0.6

13

Portland

83

78

7.2

1.07

14

Minneapolis

74

62

8.9

1.45

7.5

2.98

15

San Antonio

69

N/A

16

Tampa

68

55

10.6

1

17

Riverside

68

N/A

8.2

0.94

18

Pittsburgh

66

N/A

4.9

1.2

65

N/A

8.5

2.36

9.1

2.18

19

St. Louis

20

Dallas

62

N/A

21

Phoenix

60

58

11.9

1.61

22

Kansas City

58

N/A

9.6

3.19

8.6

N/A

23

Sacramento

56

N/A

24

Chicago

48

36

7.9

0.81

25

Orlando

47

N/A

13.4

1.12

26

Cincinnati

43

N/A

9.5

2.46

14.3

2.55

27

Atlanta

35

19

28

Cleveland

24

23

7.9

1.02

29

Detroit

16

9

10.6

1.24

10
1.39
30
Las Vegas
1
16.0
Source: Home price is from the Federal Housing Finance Agency, supply to demand ratio is calculated by the
author, and supply elasticities are from Saiz (2010).

3. Results
We estimate the following model using OLS, with results given in Table 3.
Home Price Growth = α + β1∙Home supply + β2∙Economy + β3∙Human capital + β4∙Climate + β5∙Ocean +
β6∙City size + β7∙Household size + β8∙Geography + β9∙Regulation + ε
(1)
The dependent variable is the nominal FHFA home price growth from 1995Q1 to 2012Q3. We use single family
home prices due to data availability, though housing supply and building permit data includes multifamily homes.
In the first specification, we simply include one demand factor, nominal personal income growth, and one supply
factor, home supply growth as measured by new building permits per expected household, where expected households
are given by population divided by 2.6, the average household size. As expected, house prices increase with income,
and fall with supply. However, this model explains very little of the variation in home prices (R2=0.24).
In Model 2 of Table 3, we include each of the explanatory variables in equation (1). To capture the effect of local
human capital on house prices, we use the First 5 LA/ UCLA City Human Capital Index, which is based on the
average education attainment of adult residents in an area. As expected, this variable is significantly positively
associated with house prices and stepwise inclusion shows that it substantially improves model fit. Climate, proxied
by the average temperature in January, is also positively associated with house prices, as is proximity to a coast. The
coastal effect is both large in magnitude and has a large impact on model fit. Additionally, both city size as given by
the 2003 population and household size have statistically significant impacts on house prices. Larger cities have
higher home prices, while larger households reduce the demand for housing units and are associated with lower prices
for homes. For structural factors impacting the supply of housing, both the Saiz (2010) land unavailability index and
the Wharton Regulation Index are included, but only the geographical constraint measured by the Saiz index has a
significant impact. As expected, more land unavailability means higher prices for housing. There is concern,
however, that these results may be affected by an endogeneity problem, where home price growth affects both home
supply and personal income growth through a feedback loop.
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Table 2. Multiple Regression Estimations, Dependent Variable=Home Price Growth 1995- 2012
Model
Home supply growth
(1995-2012)
Personal income
growth (95-11)

1

2

-2.06

-2.70

(0.33)***

(0.32)***

0.42

0.53

(0.05)***

(0.06)***

Human capital

Model
Home supply growth
(1995-2003)
Personal income
growth (95-03)

0.64

2008

Human capital

(0.33)*

Climate

1990

-0.20

Climate

(0.12)*
Ocean

Ocean

(4.61)***
City size 1998

(0.64)***

Household size

(0.65)***
0.78
(0.18)***
0.88
(0.26)***
-0.20
16.39
(4.86)***

1.95

(millions of people)

-3.78

(0.12)*

15.88

City size 2003

3

(millions of people)

1.03
(0.80)

-29.9
(8.93)***

Geography

0.38

Geography

(0.07)***
Regulation index

0.29
(0.08)***

-1.58
(1.75)

N

303

245

N

244

Adjusted R2
0.24
0.57
Adjusted R2
0.43
Note: The numbers in the parentheses indicate standard errors. * indicates a 10% significance level, ** indicates a
5% significance level, and *** indicates a 1% significance level.

To account for this possibility of endogeneity, we make some modifications which are shown in Model 3 of Table 2
by changing the sample periods of those endogenous variables to the earlier years or periods. Instead of using the
home supply growth and personal income growth from 1995 to 2012, we only use the home supply growth and
personal income growth from 1995 to 2003. Although there is an overlap, it is less likely that the home price
appreciation between 1995 and 2012 will cause the growth of personal income or home supply between 1995 and
2003. For the human capital level, we use the data in 1990 instead of 2008, which would be exogenous. For city size
(population), we use 1998 instead of 2003. Since we do not have the data for regulation in the earlier year, we exclude
it in the regression. Results are similar to Model 2. Home supply growth, personal income growth, human capital
levels in 1990, the ocean dummy and geographic constraints are all statistically significant at a 1% level. The only
difference is the city size in 1998, which becomes statistically insignificant.

7. Policy Implications and Conclusions
This paper identifies several determinants to predict the home price growth and home price level: (1) Home supply
growth, measured by the total permit growth. (2) Personal income growth, which captures a region’s growth of
population, employment, and income. (3) Human capital level, measured by the city human capital index and the
percentage of residents holding a bachelor’s degree or higher. (4) Ocean dummy, which demonstrates the amenities
provided by facing the Atlantic or Pacific Oceans. (5) Geographic constraints, measured by Saiz (2010)’s percentage
of undevelopable area in a city.
If regional home price growth is driven by demand factors, residents should embrace the situation and celebrate
with the steadily rising home prices. Yet, if the regional home price growth is driven by the supply factor, which
means that a limited number of building permits is driving up the home price, then we suggest that it will hamper a
city’s growth. This is because less affordable housing will increase the cost for renters and the cost of doing business.
An adequate number of building permits in line with the demand of homes in a city is more likely to temper home
price appreciation and to provide affordable housing.
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Summary: The following article focuses on the vital importance of organizational culture, which according to both
theorists and practitioners, has a significant influence on employee development and career path implementation,
thereby increasing the efficiency of the organization. The paper presents the basic principles of organizational culture
and their impact on career management. It also examines the stages of career development, highlights the motivational
role of organizational climate and describes the human resource management strategy within the organization. This
paper has been based on theoretical and empirical studies.
Key words: organizational culture, human resource management, organizational climate, career, career path.

1. Introduction
The organization and management literature does not provide an authoritative definition of organizational culture
and climate. The organizational climate can be described as a set of organizational properties and human factor
activities whose norms, behavioral patterns and values create organizational culture. Each organization develops and
maintains a unique climate in which it functions. Organizational climate refers to an area which involves the
individual behavioral patterns of all members of the organization, their character traits and values. It shapes the
employee motivation, including self-motivation, employee involvement in the organizational development, or the need
of individual development and the ability to realize one's own skills and potential. The interpretation of organizational
climate, which operates irrespective of the administrative system adopted by the company, involves multiple aspects.
At its most basic level, the notion of organizational climate refers to employees' beliefs and attitudes rather than the
variable explaining their actions (Bartkowiak 2011). It is necessary to explain the meaning of the notion of ''culture'',
which is most commonly defined rather ambiguously as ''the entire material and spiritual development of mankind accumulated, recorded and passed from generation to generation'' or ''the degree of excellence and efficiency in
learning some specialty or skills'' (Szmid 2010).

2. A theoretical approach to organizational climate and organizational culture
It was as early as the 1960s that the concept of "organizational culture'' appeared in American literature as the
synonym for the notion of ''climate''. The study of this organizational phenomenon primarily involves the human
resources management and organizational strategy.
Compared with organizational climate, organizational culture encompasses a slightly more narrow range of
organizational phenomena. It is a powerful element that shapes the work environment created by people for years.
Organizational culture combines behavioral patterns represented by all members of the organization, their beliefs and
cultural values. These common goal oriented patterns, based on the same technology and organized into appropriate
structures, become a significant factor shaping the organizational efficiency and effectiveness. In the concept of
organizational
culture,
the
following
aspects
should
be
distinguished:
a technical aspect (tools, materials, machines and techniques), a social aspect (interpersonal relations) and ideology
(art, ethics, beliefs, rituals, religious practices and myths). These aspects provide the basis for the existence of the
organizational culture. Their constituent elements not only create the organization's unique culture but also shape its
nature at a later stage. The proper interaction of these factors determines the development of sustainability-oriented
company culture, and contributes to the unique nature of the organizational climate in which it functions.
Organizational culture, which exists in the company regardless of its potential and business profile can be defined
as: something that an organization is (organization is a form of culture), something that the organization has (culture
can be found in every aspect of the organization), a set of individual analyses (culture is defined by people who give it
its meaning) (Zbiegień-Maciąg 1999). A corporate culture depends on the national culture of the company's country of
origin but the national culture is not the only factor that determines the organizational culture. ''Company's
organizational culture is a way of thinking that is reflected in employee behaviors in the workplace'' (Bittel 1999).
Organizational culture, used by all, or almost all members of a given community, and usually transferred from the
senior employees to the younger ones, shapes employee behavior and reflects interactions among organizational
members. It is built by the employees over the years of the company's existence (ed. Walczak-Duraj 2003). The
literature on the subject provides several definitions of organizational culture. According to one of them,
organizational culture is ''… a set of beliefs, attitudes, goals and values that are common to all employees of an

74

organization. They may not always be clearly marked, but in absence of direct instructions, they also determine human
actions and interactions and greatly affect the employee's job performance at workplace. Organizational culture is the
basic factor that enables the company to fulfill its mission, realize its strategy and improve both organizational
effectiveness and its change management process'' (Armstrong 1997). Some of the definitions of organizational culture
have been listed in table 1.
Table 1: Overviews definition of organizational culture and 1 line after the source, centered)
author

the text of the definition

M. E. Porter

a kind of signpost on the road to success

W. Griffin

the organization's culture is the set of values that
helps its members understand what the organization
stands for, how it does things, and what it considers
important. Culture is an amorphous concept that
defies objective measurement or observation.

W. Kieżun

a product of the history of the organization and
leadership style, workplace environment impact and
the nature of industry and technology. These
elements develop a system of symbols which allow
for a certain interpretation of reality and give a
definite shape to the organization.

K. Kukułka

the author defines organizational culture as a
system of unwritten, well-established values,
behavioral patterns, attitudes and orientations,
transmitted from one generation to the next. Culture
is a code of communication between people, their
interactions and recognition of different values that
are highly prized by a given community'.

B. Nogalski

a system of typical values, norms and symbols
that is built slowly over time and results in the
formation of behavioral patterns and the hierarchy of
values of a particular social group. It consists of
conceptual elements, which form the intellectual
basis for the norms and behavioral patterns, as well
as perceptual elements, i.e. the symbols and patterns
with a strong background in anthropology and
sociology, including artistic creations, language,
anecdotes, legends, customs, rituals and ceremonies.

J. A. F. Stoner, C. Wankel

organizational culture can be expressed through
shared habits, sayings, actions, feelings and
perceptions. Corporate culture is an integral part of
the organizational life because it enables the
managers to draw important conclusions about their
actions within the organization.

Source: Self-study based on literature review
The definitions of organizational culture reflect a sense of consistency and cohesion within the company. The
employees are required to recognize and submit to the patterns of thinking and acting that might have had their origins
in the distant past of the organization's life. Organizational culture connects the company's past and present life, thus
maintaining its continuity and growth. Created deliberately, organizational climate and corporate culture improve the
company's performance through employees' personal development and the implementation of career path. The
knowledge of organizational culture and climate and of how employees evaluate themselves, their company and its
market prospects, helps predict well in advance the organization's efficiency and the sources of successes and failures.
Organizational culture determines strategic goals for the company, shapes employee attitudes and their career
progression. Unquestionably, organizational culture is the basis for the existence of any organization.
3. The development and implementation of employee career paths
Man faces a multitude of choices in his lifetime, including the career development choices. His work capacity is
determined by numerous factors, such as the experience he has acquired and professional position. Nowadays,
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professional development and career management skills have become a necessity (Kożusznik, Adamiec 2000). As far
as the definitions of professional career are concerned, there are three ways of describing it: the first approach focuses
on achievements as the essence of professional career (e.g. promotions), the second puts emphasis on the patterns of
work-related changes (e.g. retraining) whereas according to the third one, career emerges from a sequence in which
the particular tasks are undertaken by an employee (education period and gaining work experience). In many
definitions, career is frequently equated with individual development in the course of one's professional life, with the
emphasis put on the possibility of career self-management (Pocztowski 2008). It is not easy to define the notion of
career because it involves several aspects. It can be assumed that ''the career of the individual is a unique sequence of
jobs and positions, values and roles played in one's lifetime – shaped before undertaking professional work and
affecting the subsequent period'' (Miś 2006). Career has a significant impact on human capital within the organization,
which should provide professional development opportunities for its employees. Career is perceived as ''a way to
achieve professional excellence and gain satisfaction from one's professional life'' (Kostera 1994) or it is defined as ''a
unique sequence of jobs and positions, values and roles played in one's lifetime – shaped before undertaking
professional work and affecting the subsequent period (Pocztowski, Miś, Pauli 2014).
Career planning plays an important role in the process of broadening one's skills and sustainable development. It
should be noted that the rate at which it develops is determined not only by individual predispositions but also external
factors, including the company's organizational culture and climate (the company's organizational structure and its
economic conditions). Career planning can take place both at the individual and organizational level. The features and
assumptions of organizational culture determine the attitudes of the members of the organization and affect all
decisions made in the company, including the strategic decisions concerning human resources and their development.

4. Aim of the paper and methodology
The paper has shown a theoretical outline concerning the impact of organizational culture on employee career and
piece of research (factors motivating respondents to career development)
showing the effects of organizational culture on the implementation of career paths in the energy company. The
company is the second largest in terms of production of electricity and the first in the ranking of its sales and has
operations in 17 %. (employs more than 27 thousand in Poland, about 1thousand in Czestochowa). Were examined
using a questionnaire 144 employees ( physical 66% and mental 44%; sex: 57 % women , 43 % men). According to
respondents appearing in company culture is a culture strong. Answered that 25% of surveyed employees. Slightly
smaller, but equally important part in determining the general characteristics of the company have the answers of
respondents indicating the prevailing company culture as positive (18%), conservative (18%) and innovation (20%).
Features that represent these types indicate that, according to workers interviewed, company entrepreneurial, open to
innovation and the use of modern methods. Given by representatives of 11% of the responses defining the culture of
the company as a bureaucratic means that it can be seen as a highly formalized. Organizational culture of the company
as a reliable recognized 9% of respondents. The remaining 7% defines it as feminine, thus demonstrating a concern for
their employees, while 2% as masculine (aggressive in its actions and definitely striving to predesigned targets). None
of the respondents did not specify the culture of the company as a negative and weak. The survey question about the
most motivating factors for career development, respondents could give several answers . The most desirable been
proven to increase wages. Such a choice made up 68 % of the tested employees . Another important reason for
respondents to career development is the ability to broaden their skills. A training or participate in the course
motivates much as 59 % of them. For 45 % strongly motivating factor are obtained for achievement bonuses. Another
important motivator turns out to be a recognition in the eyes of the environment - 36 % of respondents develop their
careers , to get recognition of the surrounding people. Almost 1/3 of the respondents as a motivator for career
development recognizes praise from superiors , while 25 % of them develop their careers , to participate in decisionmaking .
5. Results and conclusion
Participating in the study surveyed the strongest motivating factors in career development include: an increase in
salary , bonuses for achievement , recognition of the environment and participation in training courses ;
• according to most employees, the company conducive to their development;
• the most frequently used by respondents development methods include courses and training of employees and
rotations on similar workplaces ;
• as the most effective of experienced by these methods it was the opportunity to continue their studies and training
courses ;
• think half of employees in the company , there is a program of talent management , in turn,
a large part of the remaining respondents did not have such knowledge ;
• the vast majority of respondents in the near future is not expected to each other any personnel changes .
The next section of the study will focus on the results of extensive research examining the influence of
organizational culture on employee career development, illustrated with an example of the company representing the
energy sector.
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Organizational culture focuses on employees whose personality traits are relevant to the organizational behavior as
well as those who tend to adhere to the values that the organization finds desirable. It continually shapes the attitudes
of both permanent and new members, and also creates a suitable environment in which they can function effectively
and achieve sustainable development. The degree to which the organization aspires to broaden its employees' expertise
and competencies also depends on its culture and distinctive features. The appropriate HR strategy is based on the
assumption that not only the organization should achieve the benefits but also the employees. In order to achieve this
goal, the organizations develop career paths and motivation systems, which are aimed at improving employee
productivity. The company's personality, the culture that represents the organization and its core values determine the
choice of HR strategy, thereby deciding on further cooperation with the employee and establishing the direction of his
professional development.
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Summary: In the market segment where small and medium-sized enterprises compete, both tangible and intangible
factors are significant in terms of strengthening their level of competitiveness. One of the important intangible factors
is that of social capital. The herein paper describes the significance of social capital in terms of managing small and
medium-sized enterprises. The author presents the results of research on the scope of the occurrence of social capital
in small and medum-sized enterprises in the province of Silesia. By way of conclusion, it is written that having the
positive attributes of social capital, among others - the ability to cooperate in a network, create ties, loyalty, credibility,
solidarity, trust, all require the appropriate level of management.
Key words: social capital, social network, organizational trust, small and medium-sized enterprises.

1. Introduction
In search of the opportunities to increase the competitive potential on the market, enterprises are increasingly
drawing attention to the necessity of cultivating the skills of interpersonal cooperation within employee groups and
organizations with the aim of realizing common interests. The aforesaid skill depends on the degree by which the
given organization acknowledges and shares the set of social norms and values. Sharing this is favourable towards the
creation of social capital which is a significant cultural and economic value. The skill of cooperation, common values
and norms, as well as trust between the members of an organization constitute the magnitude of the social capital and
its role in the functioning of the enterprise. Such an approach facilitates the formulation of the theory that social
capital is as important a type of capital in an enterprise as financial capital or real capital (Kriesi 2007, pp.23-42).
The aim of the herein paper is to search for answers to the following questions: Does the size of an enterprise
differentiate the resources of the social capital of the employees? Which elements of social capital appear in small and
medium-sized enterprises?

2. Theoretical context of social capital in an organization
The problematic issues of social capital in an organization are more and more frequently referred to by researchers.
Closer analysis of this notion indicates its intricacy. In subject-related literature a multitude of different notions of this
aspect emerge. Generally speaking, it is possible to distinguish three approaches to defining social capital. In the first
one, this appears in the form of resources that an entity possesses as a result of participation in differentiated social
networks. Social capital is a resource, which thanks to social ties strengthens social structures and the members have
restricted possibilities of contacts in the networks at their disposal in terms of the realization their business interests
(Fuchs 2006, p. 105).
In the second perception, social capital is generally identified with the trust of people and institutions towards
themselves. Mutual trust is the basic condition and effect of group cooperation. Attention is drawn to the relation
between trust and social capital by R.D. Putman (2000, p.137), according to whom a cause-effect relation exists
between social capital and trust. The more people trust each other and are worthy of trust, the more they become
involved in social life. Opposing and inactive people as citizens believe that they are surrounded by miscreants and
feel less obliged to proceed in an honest way.
In the third notion, it is possible to refer to capital when the social ties regulate the norms of mutuality and justice.
Hence, social capital is information, trust and norms of mutuality that constitute part of some social network
(Woolcock (1998, p.153). The composition of the norms of mutuality encompasses the norms of trust that are based
on the “principle of the vow to fulfil obligations” and the principle of “not deceiving trading partners” (Vanberg 1997,
p. 270). These norms secure the appropriate functioning of social networks.
Analysis of the definitions within the framework of these notions facilitates the distinction of the most frequently
listed composite elements of social capital as follows: the network and social structure, social norms, skill of
cooperation, co-action and ability to organize, convictions, values, competences and skills, knowledge and experience,
participation and trust.
For the purposes of the herein paper, the author assumes that social capital shall signify the component of the skill
of co-action and cooperation of the human entities within the framework of the social groups, organizations and social
institutions of various types for the realization of common goals.
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A review of the numerous works relating to social capital in an organization enables the distinction of two
approaches to its perception in terms of an organization – internal and external In the external notion, it is viewed as a
form of ties of an organization with its stakeholders, partners and competitors. In the theory of networks, it is indicated
that the value of an enterprise is derivative of the ability to create a network of organizations and the right to avail of
the knowledge capital created by the network participants (Burt, 2000, p.24). In the internal notion, it is perceived as
the form and nature of ties between the members of an organization (internal notion of capital). Thanks to this, the
abilities of the organization to absorb and create knowledge grows (Nahapiet, Ghostal 1998, pp.242-266).
In an organization, social capital may take on various dimensions. Nahapiet, Ghostal (1998, pp.253-256) describe
three of its dimensions, namely: structural (ties between the members of the organization), cognitive, namely a
common language (signs, symbols), as well as the relational dimension (norms of mutuality, trust). Their feature is
that of mutual penetration and interdependence.
Social capital is an important resource in an enterprise as it facilitates the transmission of knowledge and diffusion
of new technological solutions. The formation of social networks is favourable towards the common solution of
problems and creation of innovations. Likewise, social capital also stimulates innovations, education, while also
having an impact on work efficiency (Sztaudynger 2007, p.136).

3. Analysis of level of social capital in SMEs
In research on social capital in small and medium-sized enterprises, it was assumed as an operating definition
that social capital is a set of resources which may include trust, cooperation, solidarity, participation, loyalty of
those belonging to a unit and organization. Analysis of the level of social capital was conducted on the basis of
the results of research on the scope of occurrence of social capital in SMEs. The aforesaid research was
conducted in February and March of 2016. The selection of enterprises for research was based on a purposive
method, which was participated in by 147 companies, including 39 micro-scale (0–9 people), 62 small (10–49
employees), as well as 46 medium-scale enterprises (50–249 employees) running business activities in the
province of Silesia. The respondents were company owners (7%), chairmen/vice-chairmen (21%), managers
(32%), while also administrative employees of the company (40%). The research availed of the survey method
with the opinion poll technique. The research tools were built from questions facilitating the identification of the
attributes of social capital and their level of occurrence.
One of the bases of fluctuating behaviour that enables reactions to changes in the external environment of
enterprises is that of social capital. In an enterprise, it is possible to distinguish areas of social capital. The first
one relates to the managerial staff and encompasses such attributes as the following: quality of leadership,
communicative skills and strategic thinking, honesty, creativity, trust, credibility and solidarity (Grudzewski et
al. 2010, pp.96-111). The latter area relates to employees and encompasses the following: cooperation,
solidarity, honesty, loyalty and trust (Skawińska 2011, p. 130 -131) Possessing the attributes of social capital and
their skilful management is favourable towards the development of the organization. The level of social capital
in an enterprise depends to a large extent on the degree of occurrence of its attributes among the employees. In
Table 1, the results of the research on four of its attributes have been presented. The first one, namely
cooperation, is a behavioural component and relates to co-action. This resource is most highly rated by the
representatives of the micro-scale enterprises, particularly the cooperation in diagnosing and resolving problems.
Likewise, a further highly rated attribute is that of sharing information, knowledge and learning from one
another. This attribute is most highly rated by the representatives of the micro-scale enterprises.
The resource of solidarity is a regulative component of social capital, which increases the level of certainty in
terms of taking risks on the part of the employees. This is the lowest rated among the enterprises under analysis.
This particularly relates to the placing of the general interest ahead of your own. The difference between the
analysed enterprises with regard to their magnitude is noticeable. In fact, this resource appears to be at its
greatest extent among the employees of micro-scale firms, while at the lowest among small enterprises.
The resource of loyalty belongs to the normative element of social capital. This is displayed by being loyal
with regard to the company and co-workers, being willing to provide aid to other work colleagues and by
keeping your word. Analysis of the evaluation of this attribute indicates that the magnitude of enterprises is a
varying fluctuation of the scope of the aforesaid ratings. The highest ratings were awarded to the attributes
associated with this resource in micro-scale enterprises, whereas the lowest among the representatives of
medium-sized firms.
The attributes of the resource of participation belong to the structural element of social capital. Participation in the
network facilitates the acquisition of varying benefits in the case of the entities, albeit only in the situation whereby
they are long-lasting and geared towards mutual co-action. As noted by A. Portes (1998, p.6), the feature of social
capital is the ability of entities to ensure benefits from the membership in terms of the social networks or other social
structures. Social contacts are not public goods that an entity acquires automatically, but only become a resource when
it is actively involved in the social networks. On the one hand, the sense of belonging to informal groups, mutual
informal contacts in the workplace, while on the other hand participation in events, integrative meetings are favourable
towards building ties between employees and ties between them and the management. In this sphere, significant
differences occur in terms of the degree of their evaluation with regard to the magnitude of the enterprises. The
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attributes of this resource were most highly rated in the medium-sized enterprises, whereas the lowest in the microenterprises.
Table 1: Evaluation of attributes of resources of cooperation, solidarity, participation and loyalty of
employees in SMEs*
Attributes of resource
Total
Resource of cooperation
Employees cooperate with each other in diagnosing and
3.70
resolving problems
Employees share information, knowledge and learn from one
3.69
another
Employees apply knowledge of one sphere to resolve problems,
3.59
which emerge in another sphere of firm
Employees frequently make contact with managers in search of
3.70
new solutions to the tasks commissioned for execution
Majority of employees possess the skill of cooperation
3.61
Strength of relations between employees has an impact on the
3.74
new solutions and ideas
Resource of solidarity
Employees place the general good over their own
2.78
Employees display solidarity with other work colleagues
3.19
Employees are ready to take risk in their actions
3.17
Resource of loyalty
Employees keep their word in the majority of cases
3.27
Employees are loyal to each other
3.23
Employees are loyal with regard to firms they work in
3.38
Employees are ready to help other employees
3.53
Resource of participation
Employees participate in training, workshops and courses
3.50
Employees readily participate in integrative events
3.77
Employees create informal groups based on cooperation
3.51
*Scale of between 1 and 5.
Source: self-analysis

Size of enterprises
Micro
Small

Medium

3.95

3.5

3.37

3.77

3.66

3.63

3.56

3.24

3.39

3.54

3.60

3.98

3.61
3.67

3.64
3.72

3.59
3.6

2.95
3.46
3.23

2.69
3.18
3.11

2.74
3.06
3.13

3.64
3.38
3.49
3.77

3.19
3.16
3.47
3.5

3.28
3.17
3.46
3.43

3.20
3.54
3.38

3.74
3.47
3.47

3.63
3.98
3.63

Social networks are one of the important elements of social capital. As indicators of networking, the frequency of
the contacts with employees was assumed, namely those to whom it is possible to turn to for help or advice, as well as
closeness of ties with other employees. The indicators of the frequency of the contacts with other employees on a scale
from 1 to 10 amounted to 6.77 in micro-scale firms, 6.27 in small firms, whereas 6.43 in medium-sized enterprises.
Likewise, the indicator of the closeness of ties between employees was the highest in micro-scale firms (7.02), while
subsequently 6.04 in medium-sized enterprises and 5.91 in small firms. By summing up these results, it is possible to
state that social networks first and foremost prevail in places where direct interactions between employees occur.
A further resource of social capital is that of organizational trust. This occurs between an employee and his/her
direct superior or another manager, between an employee and his/her direct work colleague, between an employee and
the employer or manager that represents him/her, while also between an employee and the rest of the organization.
Research on social capital in SMEs illustrates that in all types of trust, the level of trust in micro-scale enterprises is
3.70 on a scale from 1 to 5, whereas 3.4 in medium-sized enterprises and 3.3. in small enterprises.

4. Conclusions
In small and medium-sized enterprises, their level of success to a great extent is decided on the employees and the
mutual relations between them. One of the significant factors strengthening these ties is that of social capital. In a
network organization, social capital is an important intangible value that has an impact on the achievement of market
success. Becoming familiar with its structures facilitates the optimal harnessing of the potential embedded in it in
terms of activities on behalf of the organization. Thus, managers should focus greater efforts on its formation,
particularly in terms of developing social networks and trust that constitute very important elements of social capital.
The results of the research conducted enable the specification of the scope of occurrence of the attributes of social
capital in SMEs. In the opinions of the representatives of enterprises, the highest level was attained by the following
resources: cooperation, participation and trust. The lowest position was attained by loyalty and solidarity, which are
the weak side of social capital and a barrier to its development.
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The research conducted was aimed at outlining the problematic issues of social capital in small and medium-sized
enterprises and constitute a starting point for further research on its function in contemporary organizations.
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Summary: The article stated the basic concepts of DM and CADM. It highlights the diversity of definitions of DM
and the relationship of terms DM and KDD. Primary aim is analysis of the current state of companies that focus on
DM. Other aim is an analysis and shows of the results of the survey of G. Piatetsky-Shapiro about the usage of
software systems for real DM projects. It processes and shows the trends of use of selected software tools from 2009
until 2015. The article points out the current process of increasing the value of ERP systems with innovative DM
applications and appointed obstacles on this path and it proposes ways to overcome them. Used research methods as
analysis, synthesis and of description.
Paper uses examination of the concept of data mining in relation to computer aided and DM. It provides an
overview of trends and frequency of the use of DM software tools. The aim of this article is to appoint barriers to the
implementation of innovative applications into ERP and propose solutions and options to overcome obstacles in
applying of CADM in enterprises.
We presented two different perspectives on DM and KDD. Currently are used as synonyms. Over the past two
years was the highest increase of the number of companies focusing on consulting and also on Big Data. We found
that the increasing trend of usage of free tools such as R, KNIME, Weka, Python. In 2016 we assume an even greater
share of Big Data tools between DM experts and expansion in the entire world.
Keywords: Knowledge, Technology, Information and Communication Technology, Data Mining (DM),
Knowledge Dicovery in Databases (KDD), Computer aided of Data Mining (CADM).

1. Introduction
Popularity of data mining can be proven by the fact that the result of searching the expression “data mining” in the
Google (March 2016) - was more than 112 million pages.
First terms of data mining are: information harvesting, data archeology, data destilery (Berka 2003, p.8). The term
“data mining” is currently also used under other names.
In the Slovak and Czech Republic, we encounter these terms for data mining as e.g.: „Knowledge Mining in
Databases“ (Berka 2003), „Data mining“ (Turčínek et al. 2013), „Deeply data analysis“ (Terek 2009), „Knowledge
Discovery in Databases“ (Paralič 2003), „Gaining knowledge in databases“ (Janošcová & Jurišová 2012).
Today the market offers a lot of tools (software systems), which make the data mining more affordable for most
businesses. The trend of the last ten years is the integration of specialized software applications of data mining in
business information systems. An example for all can be Pentaho Corporation and the acquisition of highly specialized
software application Weka.
In 2006 Pentaho Corporation acquired an exclusive license to use Weka for BI (Anon 2016). It forms a sub-module
for data mining and predictive analytics system for management decisions Pentaho BI Suite.
2. KDD or DM?
Data Mining is multidisciplinary in nature (statistics, informatics, machine learning, artificial intelligence,
enterprise information systems) and therefore definitions vary by the field of action of the author. Computer experts
usually look at data mining as a precisely defined part of the process of Knowledge Discovery in Databases (KDD).
Many statisticians use data mining as a synonym for the entire process of KDD. Here are some definition of many:
“Knowledge Dicovery in Databases, KDD is non-trivial process of identifying valid, novel, potentially useful and
ultimately understandable patterns from data” (Fayyad et al. 1996).
“Knowledge discovery is a knowledge-intensive task consisting of complex interactions, protracted over time,
between a human and a (large) database, possibly supported by a heterogenous suite of tools” (Brachman, Anand
1996).
“Data Mining is used to discover patterns and relationships in data, with an emphasis on large observational data
bases. It sits at the common frontiers of several fields including Data Base Management, Artificial Intelligence,
Machine Learning, Pattern Recognition, and Data Visualization” (Friedman 1998).
“Data Mining is the analysis of (often large) observational data sets to find unsuspected relationships and
summarize data in novel ways that are both understandable and useful to the data owner” (Hand et al. 2001).
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An interesting definition of data mining, which professor M. Terek (EU Bratislava, SR) agrees to, is: “Data mining
is a process of discovering various models, summaries and derived values from a given collection of data” (Kantardzic
2011).
Currently DM may not be focused only on the database as we know them. Ordinary applications are DM in text
files or on the web. Real DM applications based on multimedia content will be added soon (hadoop). Data Mining has
to follow the development in the field of data organization. Therefore, we incline to the notion which operate with the
term “data”.
Term “acquisition of knowledge from databases” (Knowledge Discovery in Databases, KDD) can now be regarded
as a synonym of Data Mining (DM) (Chubukova 2006).
3. CADM – Computer aided of Data Mining
Currently there are more than 440 companies with a focus on creating tools for data mining on the market,
consulting as well as complex introduction of the data mining. These include such companies as Oracle, Statistica,
SAS Institute, Microsoft. Data mining tools can be regarded as an integral part of BI-platform in many cases which
also includes tools for building data warehouses and data marketplaces, tools for processing of unexpected questions
(Question ad-hoc), means of messages tools (reporting) and OLAP. Data mining tools can be presented either as a
standalone application or as supplements to the basic product.
Gregory Piatetsky-Shapiro divides them to six groups:
1) Consulting, Training, and Services companies for Analytics, DM, and Data Science;
2) Product companies for Analytics, DM, and Data Science;
3) Bioinformatics companies;
4) Cloud Analytics and SaaS providers for analytics, data warehousing, DM, and marketing;
5) Data Warehousing and OLAP companies;
6) Market Research and Analysis companies (Piatetsky-Shapiro 2014).
A interesting survey create on your site Gregory Piatetsky-Shapiro and he the names and countries of origin are
regularly updated. He focused on the number of companies in Analytics, Data Mining, and Data Science. Here is the
group “Data Warehousing and OLAP companies” extended with BI and databses (Big Data). The results of survey
show that businesses that focus on data mining create together 447 companies to the 31 January 2016.
When compared to the Janošcová (2014), the number of companies in the field of analytics, data mining and data
sciences increased by 40, which is higher for almost 10%, while the highest increase was recorded in companies
focused on consulting, training and services for DM Products (increase of 19 companies). Another areas that recorded
a high growth number of new companies were the area BI, Database (Big Data), Data Warehousing and OLAP (an
increase of 11 new companies).
Development of software systems for data mining deals not only with the best known world leaders, but also with
new and rapidly developing companies. The developers of universal statistical packages, in addition to the traditional
methods of statistical analysis, insert a certain set of methods Data Mining in the package. These are packages like
SAS Institute (SAS Enterprise Miner), Statistica (StatSoft), SPSS (SPSS, Clementine). Some developers of OLAPsolutions also offer a set of methods for Data Mining, for example a family of Cognos products. There are vendors,
including Data Mining solutions in database functionality: it is IBM (IBM Intelligent Miner for Data), Oracle (Oracle
Data Mining), Microsoft (Microsoft SQL Server). Market vendors of Data Mining are actively developing. Constantly
there are new firms, developers and new tools.
The data of the survey “Tools Data Mining, which you use regularly,” conducted from 2008 as yet at KDnuggets
are very interesting. The results from selected two years (2009 and 2015) are processed and shown in Figure 1 and
Figure 2.
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Figure 1 Results of the survey “Tools Data Mining, Figure 2 Results of the survey “Tools Data Mining,
which you use regularly” (May 2009)
which you use regularly” (May 2015)

Source: Processed based on the results of the survey Source: Processed based on the results of the survey
conducted
in
May
2009
at
Kdnuggets, conducted
in
May
2015
at
Kdnuggets,
http://www.kdnuggets.com/polls/2009/
http://www.kdnuggets.com/polls/2015/
In 2009, the survey involved 364 respondents. They reported 29 software systems for data mining. Free tools with
hatched stripe are shown on the graph (e.g. R, RapidMiner, Weka, KNIME, Orange, C4.5/C5.0). Commercial tools are
shown on the graph with black stripe (e.g. SAS, SPSS, KXEN). The commercial system SPSS PASW Modeler
(former Clementine) was on the top. Among the top ten of tools there were three free tools (RapidMiner, R and
Weka). The situation gradually changed, and in 2015 more than 3000 respondents indicated 93 different tools for data
mining (selected tools are shown on the Figure 3). In the top ten of tools there are two free tools (R and KNIME).
RapidMiner is included among the commercial tools.
Universities and another education organizations, which focus on teaching courses on Data mining, should consider
which software system will be preparing their students for practice the best. Anyway, graduates must be excellent at
MS Excel, as a commercial tool number one.
On the Figure, there are 4 trends of use of seven selected software tools for Analytics, Big Data, DM from 2009 to
2015. Among them are free/open source software tools (R, Weka), commercial tools (Microsoft SQL Server, profi
verzion of RapidMiner, IBM SPSS Modeler), Big Data tool (Hadoop) and programming language for analytics/data
mining tasks (Python).
Most popular overall tool among data miners is R. It is a free software environment for statistical computing and
graphics (http://www.rdatamining.com). Its share was 14% in 2009 and 46,86% in 2015, whose usage share grew over
3-fold during seven years.
Popular tool is also RapidMiner. It is a software environment for DM with free and also with commercial edition
(https://rapidminer.com). Software poll KDnuggets ranked RapidMiner in 2015 as a commercial tool. Its share was
21,2% in 2009 and 31,53% in 2015.
Another free software tool Weka (http://www.cs.waikato.ac.nz/ml/weka/index.html) is becoming less used as
standalone DM system, nevertheless still keeps its fans. Its share was 8,5% in 2009 and 11,24% in 2015. Pentaho
Corporation acquired an exclusive license to use Weka for BI which forms a sub-module for data mining and
predictive analytics in Pentaho BI Suite.
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Figure 3 Trends usage of selected software tools for Analytics, Big Data, DM from 2009 to 2015

Commercial tool Microsoft SQL Server (Relational Database Management System) has a slightly increasing trend
the use, but it is still less than other tools (9.71% in 2015). The most popular tool in 2009 IBM SPSS Modeler (former
Clementine) fell dramatically in 2010 and at the present its share of use makes up only 7,14% in 2015.
Python is the first most commonly used programming language for analytics/data mining tasks. Its share was
13,3% in 2013 and 30,34% in 2015, whose usage share grew over 2-fold during three years. Piatetsky-Shapiro (2016)
assumes that in the next three years it will reach a share of used tool R. The surge recorded also Hadoop - Big Data
tool, which usage grows fastest in Asia. In 2015 there was a notable increase in all Hadoop/Big Data tool usage (e.t.
Spark usage share grew over 3-fold).

4. Discussion and conclusions
In the introduction article highlights the fact that now is an age of DM. The reason is that we have too much data
and far too little knowledge. Next, we describe the basic concepts and definitions of DM where we presented two
different views of DM: Management - informatics and mathematical - statistical. Currently, the two terms of data
mining (DM) and Knowledge Discovery in Databases (KDD) are used as synonyms.
We analysed data on the use of CADM for real DM projects. We used annual surveys Gregory Piatetsky-Shapiro
on his website KDnuggets. To illustrate, we processed the two results of margin seven years, from 2009 and 2015. We
found that the increasing trend of usage of free tools such as R, KNIME, Weka and Python. It is interesting that there
is a decrease of usage of the most popular tool Clementine (now IBM SPSS Modeler) from 33% (2009) to 7,14%
(2015). The surge recorded Big Data tools. In 2016, we assume an even greater share of use between DM experts and
expansion in the entire world, not just in Asia.
In applying of CADM in enterprises, we point to current process of increasing the value of ERP with innovative
DM applications especially in the EIS. Thus, EIS achieves strategic importance for the enterprise and creates
competitive advantage. In our opinion, barriers on this path may be:
1) lack of experienced and qualified knowledge managers who are able to obtain and especially correctly interpret
the knowledge gained in close collaboration with database experts and application experts,
2) missing, incomplete or incompatible information infrastructure, unmanaged processes of business informatics,
absent or incomplete data warehousing and data market places,
3) technical training requirements to successfully implement on a DM study,
4) high costs of software.
We proposed options to overcome these obstacles: cooperation with universities in the area of dual forms of
education, investment in education of knowledge workers, implementation, maintenance and improvement processes
of business informatics high quality management of data, use of free tools (such as R, KNIME, Weka) (Janošcová
2014).
The situation in use CADM in the Czech Republic and Slovakia is not mapped in detail, yet we assume that small
and medium enterprises use CADM only very sporadically. This would mean to do similar research in this area.
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Summary: Optimal working environment conditions of the medical staff and what is more, the patient’s safety
comprise the foundation on which the quality of the medical care is shaped. The significant and current issue
comprises shaping the friendly, employer’s satisfaction-oriented workplace of nurses. It is even more important
because the dysfunctions in the working environment may result in the increased absence or rotation of employees,
conflicts in the organisation, existence of the presenteism phenomenon and in consequence the decrease in efficiency.
The purpose of this study is to present the topic areas referring to the quality and safety concerning the medical entities
which are focused both on the care for the patient as well as the optimisation of the working conditions of the medical
staff.
Keywords: organisational and technical working conditions, healthcare entities

1. Introduction
Shaping a healthy, safe work place of nurses is an important and current issue. The International Labour
Organisation issued the publication concerning the improvement of the existing legal regulations referring to the work
safety and health of nurses and midwives and their adaptation to particular conditions of working environment in
1977. The 149th Convention of the International Labour Organisation (ILO) about the employment and working
conditions and life of the nursing staff recommends the following actions to all member states: improvement of the
existing legislation referring to the health protection and safety in the workplace by the adaptation of provisions to the
particular conditions of nurses’ professional work and the environment in which it is performed. Also the provisions of
Section Ix of the Recommendations 157 of ILO underline the need of further development and improvement of health
programmes, safety and individual protection measures or safe medical techniques. Also the International Council of
Nurses (ICN) encourages the governments of states, the whole states, appropriate national associations of nurses,
employers, decisive parties of health entities as well as the society of nurses and midwives to create together the
programmes of health and safety management in the workplace in the healthcare system actively and to respect the
values creating and developing the safety culture (Papp 2007). The properly organised work place affects the work
safety and quality. In general, it is possible to assume that shaping the working environment refers to the area
connected with the human being as well as the area connected with the work. Taking into consideration the area
connected with the human being, it is possible to distinguish such factors as: qualifications, experience, discipline,
work culture, attitude and motivation, mental and physical burden, other factors. Whereas in the area connected with
work it is possible to present such factors as: equipment of the work position (machines and devices, technological
equipment, auxiliary equipment, organisational equipment, work room, other factors); material working environment
(microclimate, lighting and colours, air pollution, noise and vibrations, other factors); and work organisation
(planning, document service, tool service, work division, breaks at work, other factors).
2. Determinants of work quality and employees’ safety in the light of empirical research
The employees of the healthcare sector performing the wide range of actions in the working environment are
endangered on various threats for their health connected with the variety of tasks and performed activities. About 10%
of all workers of the European Union are employed in this sector. The working conditions of the nursing staff
determining the level of physical and mental and social burden in the work process depend on numerous factors. Due
to the type of work performed by the nurses, they are exposed on various threats connected with their work such as
injuries and diseases from needle pricks or blood derivative diseases. Additionally, as numerous statistical data and
results of tests show, the occurrence of the diseases of the muscular and skeleton system is also a problem (PytelKopczyńska 2013). As the data published by the International Council of Nurses show, a lot of people performing this
medical profession are endangered on the risk of injuries, fall on diseases, have accidents at the workplace due to
which they are unable to continue their work. Respectively,, as many as 75.8% of surveyed nurses in the USA
expressed the opinion that the dangerous working conditions affect their ability to provide qualified care and as many
as 88% of respondents claimed that the decisions about the type of the performed work as well as the decisions
whether to continue it at all depend on the conditions in which the work is performed (Houle 2001). Additionally in
the reality of Polish healthcare entities functioning, the working conditions of the medical staff generating the level of
physical and mental burden are often very difficult. The non-ergonomic architectonic solutions, insufficient work
space, too high occupancy, overcrowded wards, no place to rest for the employed staff often dominate in the
healthcare entities. Moreover, the reduction in the employment of the nursing staff and the auxiliary staff, thus the
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increased scope of the obligations arising from the decreasing staff in the ward in particular in the afternoon and at
night results in, on one hand, the frequent failure to observe the provisions concerning the possible loads at work
requiring a lot of physical effort (no possibility to take advantage of the help of other nurses) and on the other hand,
the necessity to fill in developed documentation instead of dedicating their time at work to take care of the patient
(Pytel- Kopczyńska 2014). The above observations are confirmed by the results of the pilot empirical research carried
out by the author on the group of nurses employed in hospitals at the area of Śląskie Province, which was performed
within the research project referring to the working conditions among medical professions. It will be discussed in more
detailed in the next publications. The tested area referred to the features of work connected with the organisational and
technical conditions with the consideration of ergonomic functional and spatial aspects of hospitals. The analyses
show that the tested nurses assess the working conditions connected with the physical, chemical and biological factors
existing the working process quite well, they emphasise the elimination of physical burdens, minimising the harmful
chemical substances and biological dangers in the work place to the acceptable value. Despite the fact that the
majority of respondents indicates the high quality, reliability of medical equipment, devices and auxiliary equipment,
the surveyed ones, at the same time, in vast majority, claim that the spatial parameters of the work place are shaped
inappropriately, there is often not enough space to perform the activities connected with the care for the patient in a
proper way and at first, they complain about the lack of ergonomic architectural solutions, no proper solutions in the
patient’s room and the existing burdens requiring additional mobilisation of the employee’s body, not always provided
comfortable position at work. Moreover, the following qualities appear among the features of work connected with
the work methods and with the contents of work: excess of paperwork and insufficient participation of the nursing
staff in the work process. More than half of the surveyed ones indicated that there is no possibility to dedicate the due
amount of time to each patient, and the most often the following were given: lack of time, too few employed nurses,
too many documents to fill in. The vast majority of the surveyed ones has a feeling of the limited influence on the
work organisation processes. The failure to inform the employees about such issues as the development strategy or
other events important for the medical entities turned out to be really significant. The lack of such information causes
that the employees identify themselves with the company less. Sharing such information with employees gives them
the feeling of participation and influence on the organisation future, increases the awareness of the significance of
their own work in the context of the performance of objectives for the benefit of the whole healthcare entity.

3. Conclusion
The development of technology and medical techniques introduced the new qualitative and quantitative
characteristics to the working environment of the medical staff changing its conditions in a fundamental way. The
employee performing the professional activities is under the complex influence of the working conditions which are
shaped as a result of the joint existence of various factors which are not always beneficial for his/her health.
Identification of the factors shaping the optimal organisational and technical solutions in the nursing positions
contributes to:
•
obtaining the information about the technical condition and ergonomic quality of the equipment of the work
position, efficiency of using, rate of use;
•
obtaining the information about the level of the work organisation system (work organisation in teams, in
autonomic forms);
•
elimination of the obsolete medical equipment which is dangerous to serve, exceeding norms of occupational
health and safety;
•
drawing up the norms of work in accordance with the principles of work humanisation and their updating;
•
elimination of unplanned breaks and stoppages in the work time due to the lack of the synchronisation of the
work processes;
•
facilitation of the interpersonal communication system;
•
facilitation of the organisation of maintenance and repair processes of medical devices;
•
decreasing the work problems concerning the physical and mental effort, improvement of the material
environment conditions including the conditions of the work safety;
•
elimination of the causes of low quality of medical services and increasing the reliability of the work processes;
•
better use of the personal protection measures from the harmful work conditions;
•
development of the motivational system, facilitation of the social benefits system for employees.

References
1.

2.

Papp E. M., (2007): Zarządzanie zdrowiem i bezpieczeństwem w miejscu pracy . Program dla pielęgniarek ,
Międzynarodowa Rada Pielęgniarek (International Council of Nurses - ICN) Polskie Towarzystwo
Pielęgniarskie, Warszawa.
Houle J., (2001): Nursingworld.org: Health and Safety Survey, American Nurses Association, Washington.

88

3.

4.

Pytel- Kopczyńska M., (2013): Kształtowanie środowiska pracy kadry pielęgniarskiej w podmiotach
leczniczych, [in]: Zarządzanie personelem pielęgniarskim w podmiotach leczniczych. Zagadnienia wybrane.
Red. nauk. Bożena Pietrzak, Tomasz Karkowski, Warszawa: Wolter Kluwer Polska.
Pytel- Kopczyńska M., (2014): Psychospołeczne uwarunkowania zagrożeń w miejscu pracy w aspekcie
kształtowania kapitału ludzkiego w placówkach ochrony zdrowia, [in]: Sukces w zarządzaniu kadrami.
Różnorodność w zarządzaniu kapitałem ludzkim- podejścia, metody, narzędzia. Problemy zarządczopsychologiczne, Prace Naukowe Uniwersytetu Ekonomicznego we Wrocławiu, no 350, Wrocław.

89

THE PROCESS OF FORMATION OF WORK CONDITION’S
QUALITY OF AN ORGANISATION’S EMPLOYEES
1

Wiesław Łukasiński1
Cracow University of Economics, Cracow, Poland
E-mail address: wlukasinski@prospect.pl

Summary: Globalization, competitiveness' growth, occurring economy crisis lead to constant search for the
sources of competitiveness' predominance by organisations' managers. What seems to be rational to state is that it is
worker's commitment in performing their duties that results in the quality of an organization's functioning as well as
final effects achieved. It is noticeable that the willingness of undertaking effort or creative and innovative activity
depends on work conditions, among others relationships in an organisation. The aim of the publication is to present the
process of formation of work conditions' quality for the employees of an organisation. The author attempts to define
factors influencing on the quality of the relationships among organization's workers, the conditions allowing the
employees to perform their duties efficiently. The effect of work is to create the concept favourable for the
improvement of work relations and working conditions in an organisation.
Keywords: quality, relationships and work conditions

1. Introduction
The necessity of functioning of an organization in a rapidly changing and complex environment, in conditions of
world globalization, obliges them to accept changes on the market and demographic ones, to seek new sources of
competitive advantage. Today, organizations are seen as open systems focused on meeting the needs of environment.
It is expected that organizations will improve not only the powers conditioning their economic development, but also
those that determine the complete satisfaction of social needs affecting the quality of human life. Increase of the
effectiveness and efficiency of the organization largely depends on the quality of the accumulated human capital. It
should be assumed that the improvement in the quality of life has a positive impact on the quality of work, and
reduced quality of life affects it negatively (Wawak 2001, pp. 34-37). It is therefore essential to draw attention to the
conditions and relations necessary for its development. It should be assumed that it is the quality of human capital on
which an optimal use of other resources at the disposal of the organization depend. Thus, this approach not only
promotes the development of competence of employees, but also improves the quality of functioning and development
of the organization.
The aim of the study is to identify factors affecting the quality of relations and working conditions, to develop the
concept useful in the process of their improvement. As the research method the author uses literature review. He aims
to identify the challenges faced by today's organizations operating in Poland, seeks to define the concept of quality
conditions and labor relations, identify factors conditioning them, and possible new forms of employment, which are
widely used in the knowledge-based economy. The result of literature studies is to develop the concept of improving
the quality of relations and working conditions.

2. Quality conditions and labor relations - the definition and the factors affecting
In the knowledge economy the increasing importance is attributed to the quality of life perceived as the level of
satisfaction of spiritual and material needs of a man. This is connected with the fulfillment of the requirements for
being of individuals and society as a whole conditioning satisfaction, happiness, reducing (eliminating) concerns. Man
in order to ensure to meet their needs for implementing the organization of the different tasks, for which they get a
salary. Working conditions under which the man undertakes to carry out their duties have a big impact on the quality
of life of the worker. The organization is committed to ensuring a hygienic and safe workplace and its material
equipment required to guarantee social conditions and social relations and the selection of the proper size and
organization of working time (Walkowiak 2009, p. 23).
The man's financial situation and job security undisputedly influence the quality of life. The quality of life is
dependent on the competence of determining reducing the risk of loss of health (life), proper organization of the
workplace, ensuring adequate remuneration, development possibilities of the employee (new experiences, knowledge),
taking into account changes occurring in the working environment, opportunities to reconcile career and family life.
In the knowledge-based economy great importance is attached to the amount of time spent on tasks. Time work
more often than salary is the basis of resignation from work (Taylor 2006, p. 144). Often, employees who work
overtime do not get paid for it. It is assumed that a person working full-time spends approximately 1/3 of their life at
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work. It becomes necessary to ensure adequate physical working conditions, such as space, temperature, lighting,
equipment of place of work, or noise level, dust, humidity. It is important that the work was not monotonous.
Implementation of simple but repetitive actions can result in fatigue and discouragement of an employee from work
itself. Inadequately prepared workplace or lack of differentiation of work can cause stress, health problems of mental
and physical type. To avoid problems, the employer may make the enrichment of work for the allocation of new tasks
to be performed, enter the job rotation or give greater autonomy to the employee. Great importance is attributed to
management style, leadership qualities and skills, which should condition primarily the correct allocation of tasks and
to create the atmosphere and the conditions of work for their proper completion. The leader should be creative and
have a vision for the strategic development of the organization. It becomes necessary to have the ability of the
selection of experts could assign them the appropriate skills to roles in the organization to take full advantage of their
skills. It is important to able to create the conditions necessary for their development, which determines the increasing
motivation to cooperate in the long term.
An important place is taken by the organizational culture, which should promote such values as loyalty,
commitment in the performance of duties and willingness to cooperate, the ability to share knowledge. The
organizational culture should be based on trust and the foundation to create such values as subjective treatment of the
employee, the ability to respect the autonomy of individuals or partnerships (Baruk 2011, pp. 253-254). There can be
no acceptance of such phenomena as discrimination against employees, limiting freedom of expression, to make
unjust employee assessment, limiting the opportunities for development, abuse or use of employees in the
organization. Acceptance of such pathological behavior types can lead to bullying, could result in various types of
mental disorders of employees. It is deliberate to improve the relationship between workers in the organization, which
should be based on mutual trust.
In reality, it should be assumed that the conditions and labor relations refer to an objective description of the
situation in the workplace, and their quality should be seen in terms of the subjective assessment of the psychological
importance of the various elements of the studied phenomenon. Therefore it is important for a man to realize their
aspirations under conditions conducive to achieving ambitions, which brings them a subjective feeling of job
satisfaction and motivation for further action in order to achieve these objectives. The level of satisfaction with the
quality conditions and labor relations is difficult to clearly identify, measure through the use of measurable indicators
and present objectively.

3. The concept of quality improvement of conditions and labor relations
In an organization there can take place a number of measures affecting indirectly or directly the quality of
conditions and labor relations. These may include, e.g. creating conditions conducive to the development of the
employee (e.g. organizing training to enhance skills of employees), creating an effective incentive system, fair system
of evaluation work, or creating a clear career path (e.g. definition of clear criteria for promotion), granting awards.
Today, an important place is also taken by the ability to achieve the objectives of the concept of outplacement,
according to which the employer bears partial responsibility for the fate of laid-off workers. It is willing to take
measures to reduce the negative effects associated with a reduction in employment, e.g. undertaking attempts to retrain
laid-off workers by increasing their chances of finding a new job.
In reality, it becomes expedient to develop a concept of operations, which will help to shape the quality of
conditions and labor relations at the expected level.
Table 1: The concept of improving the quality of relations and working conditions in the organization
Stage of activity
Characteristics of undertaken activities
1. Analysis of the current state of the quality conditions and labor relations in the organization
Defining of the current state
An analysis of the quality of working conditions in order to recognize the
(level) of quality conditions situation and gathering information relating to a given problem. Above all it is
and labor relations in the necessary to examine:
organization
- the degree of compliance with the adopted regulations and rules of conduct,
determining the correct execution of tasks, ensuring the health and safety of
employees
and
protection
of
the
environment,
- organizational culture, atmosphere, the accuracy of existing relationships,
- the quality of the equipment (operating efficiency of equipment), identified in the
course of the organization processes, possibilities of technological change.
It becomes important to choose appropriate criteria which will be applied in the assessment of the quality
conditions and labor relations. It is deliberate to make a study of job satisfaction, the level of compliance with
accepted values and cultural norms. Here can be used such criteria as the number of complaints filed by employees in
the organization, the level of violations of external and internal standards of conduct, the number of accidents at work
and the number of illnesses related to their work, assessment of the existing system of motivation.
2. The wording of the new (the improvement of the old one) strategy, identifying factors determining the
achievement of expected quality conditions and labor relations

91

Selection of appropriate
forms of organization and
development of the quality of
the key factors determining the
professional
lives
of
employees.

In the knowledge-based economy there are many forms of work. However,
nowadays the following are gaining importance: teamwork, team, or a flexible
model
of
employment
and
occupation.
The key factors affecting the quality of working life of employees include:
- physical conditions of work, to ensure safe conditions of work, ergonomic
workstations, eliminating (restricting) the risk of loss of life (health) associated with
work,
- content of work, providing an interesting and varied work, the rational
organization entrusted to carry out tasks, the ability to exert influence on their
realization
- working time (e.g. shift operation, shift work), to a large extent dependent on the
arduous work, rationality of their implementation;
- certainty of employment and achievement of the expected wage, providing jobs,
a condition for obtaining the expected salary regularly paid, providing the
conditions
for
life,
- selection of appropriate motivational factors determining job satisfaction (in the
knowledge economy of growing importance is attributed to the possibility of
extending its competences, including organizational learning)
- the opportunity to build social relationships, relationships between co-workers
in order to meet the needs of respect, mutual acceptance and recognition,
- the possibility of the development, promotion, acceptable and transparent career
paths, which is associated with the desire to increase involvement in the
performance of his duties in exchange for an increase in salary and the opportunity
to
improve
the
quality
of
life,
-possibility of the fulfillment of organizational objectives consistent with the
objectives of the individual employee, providing opportunities to reconcile work
and family life (the possibility of adapting working hours to the needs of family life,
individual life situation).
3. Implementation of a chosen strategy, implementation of new solutions, ongoing monitoring of the results
achieved using the available management instruments, identifying new expectations of employees and
opportunities for improvement.
4. The preparation of the report, determining the level of attainment of the desired measurement,
determining the efficiency and effectiveness of these actions - the impact of the quality conditions and labor
relations on the efficiency and productivity of the employee, results achieved by an organization.
5. Further improvement of activities in shaping the quality of conditions and labor relations in order to
achieve the possibility of better use of its own human capital to ensure the development of the organization.
Source: self-elaborate
The process of shaping the quality conditions and labor relations aims to achieve symbiosis between high economic
efficiency, and the humanities and ethical rules of conduct (Jędrych 2014, p. 39, pp. 108-116). Today, more and more
acceptance obtained creating development organizations including the principles of corporate social responsibility.

4. Summary
Optimizing the quality of work requires the perception of employees in the organization both as workers and
consumers. Emphasizing the subjectivity of a man is conducive to the use of their qualities and talents, and creating
the conditions necessary to meet the expectations of their full satisfaction. Allowing for self-realization and
development through the performance of man's duties useful from the point of view of the organization and the
environment in which it operates. The deterioration of working conditions, increasing the level of dehumanization
contribute to reducing their own initiative and employee development, which reduces its efficiency and effectiveness,
and thus the efficiency of the organization. Lack of acceptance by the employee of the existing conditions and labor
relations results in the lack of involvement of workers in the performance of his duties or increase the liquidity of
staff, which requires the hiring of a new and incurring costs to adjust its competence to perform assigned tasks.
"The publication was financed by appropriations of the Faculty of Management at the University of Economics in
Cracow, in the framework of grants to maintain research potential."
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Summary: The article presents the partial results of research on the requirements of students, members of the
Generation Y, in providing employee benefits. The research was conducted in the period between 2002-2014 among
master students of Mendel University in Brno. The paper examines whether the gender of the respondent influences
the set of desired employee benefits. There were identified the top ten most requested benefits, for which there was
done the analysis of their correlation with the gender of respondents. Correlations were also examined in the case of
additional 30 benefits, and in the case of 3 of them there was identified a repeated (in more years) statistical
correlation. Repeated statistical correlation was identified in the case of the following benefits: - Coverage of language
courses, Additional salary (extra wage), Share on profits, Contribution to recreation, Scholarships for children.
Keywords: Employee benefits, Generation Y, Gender, Student

1. Introduction
According to many authors (DeCenzo, 1999; Dulebohn, 2009; Dvořáková, 2007) benefits represent an essential
part of a functioning employee motivation program, because they have a significant impact on whether the employee
will remain in the company. Attracting new employees is not only based on the provided employee benefits – there are
other important characteristics of a company, e.g. a good working atmosphere, and career advancement (BackesGellner & Tuor 2010). Benefits, though, become an important criterion of acceptability of a job offer. Horská (2009)
contends that the benefits are considered as hygiene factors (Herzberg et al., 2004). According to the author, if the
benefit is withdrawn it leads to demotivation of employees. This view is supported by research of Vnoučková (2014).
Benefits are also less demanding than the economic exploitation of wages, because many benefits are tax-supported
(e.g. Hammermann, 2014; Macháček, 2013; Duda, 2011; Grubb and Oyer, 2008). Employees also expect a fair
administration of the benefits (Muse & Wadsworth, 2012).
The notion of Generation Y first appeared in 1993 in the journal Advertising Age, and it referred to the generation
of children born in 1985-1995 (Constantine, 2010). However, some authors shift the year of birth beyond 2000, even
to 2004 (e.g. Clark, 2007; Beekman, 2011, and others). Strauss and Howe (2010) define the interval of birth using
years 1982-2004. Alexander & Sysko (2012) even refer to the interval of 1982-2009.
People born in this generation like to try new challenges, overcome obstacles, and are not afraid to express their
opinion. They are practical, optimistic and confident in the future and a better tomorrow (Evans, 2011; Kopecký,
2013). It is the first "global" generation communicating, discussing, and sharing information right over the internet.
Generation Y has sustained access to computers and mobile phones since their youth, and they require their employers
to allow the daily use of these technologies in the context of professional life, too (Stojanová, 2015; Kubátová &
Kukelková, 2013; Evans, 2011; Eisner, 2005). According Kociánová (2012), the people of Generation Y should form
the bulk of the working age population till 2025. Unlike their predecessors, who lived for work, for the younger
generation the balance between personal and professional life is quite crucial, and they work to live.

2. Material and Methods
The paper examines whether the gender of the respondent, members of the Generation Y, influences the set of
desired employee benefits.
The workshops objects Human Resources Management and Business Management students of master degree
Faculty of Business and Economics and the Faculty of Agronomy, Mendel University in Brno during the academic
years 2002-2014 participated in research focused on the area of employee benefits. In the first part of the research was
presented to the students designed a questionnaire with 40 employee benefits that can be expected by the employer.
The students of both faculties should mark the individual employee benefits, level of interest in providing benefits.
Students determine whether the employee benefit of the employer to provide "definitely yes", "probably yes", "no
more" and "definitely not". In the paper are compiled and published the results of student responses with the degree of
interest of providing benefits "definitely yes".
Over the years participated in the survey a total of 1,442 students of Faculty of Agronomy and 2,274 students of the
Faculty of Business and Economics. Numbers of students in respective years of research were ranged from 175 to 321
students. This corresponds to approx. 70-90% of all students studying the 5th grade of the faculty.
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One hypothesis was formulated:
Gender of respondents and the set of desired employee benefits are not statistically correlated.
Selected contingency tables were compiled, both with empirical frequencies (n ij) and expected frequencies (n´ij) in
order to conduct statistical analysis of the dependence. The chi-square (χ²) test criterion was used to analyse this and in
case of verification of the dependence, the intensity of dependence was calculated using the Pearson's contingency
coefficient (P) Stávková (2004).

3. Results and Discussion
The first step represented frequency analysis, based on which there was determined the order of the benefits mostly
demanded by the students of a particular faculty. The most important benefits (top ten) are: contribution to corporate
catering, additional salary (extra wage), use of company car, additional week of holiday, on-site parking, covering
language courses, contribution to pension insurance, contribution to life insurance, employee discount on company
product and services, contribution on pension leave. Because of the volume of the data, there were only selected those
benefits, where there was identified a correlation with the gender of respondents in minimum of 5 years. These
selected benefits are summarized in Table 1. Only two of them, though, belong to the top ten over the monitored
period: additional salary (extra wage), and coverage of language courses.

Table 1: results of depending on the respondents' gender
Year/benefit

Employer
Additional
Scholarshi
covers
salary (extra ps
for
language
wage)
children
courses
4,510
4,026
24,879***
2002/2003
4,104
12,588**
13,454**
2003/2004
4,580
4,256
6,086
2004/2005
8,099*
8,923*
4,954
2005/2006
14,102**
17,815***
2,934
2006/2007
10,903**
12,998***
19,254***
2007/2008
19,398***
14,271**
16,447***
2008/2009
7,901*
7,709
32,832***
2009/2010
12,973**
7,548
15,472**
2010/2011
22,504***
4,158
24,451***
2011/2012
13,955**
5,133
7,130
2012/2013
6,698
6,059
37,5147***
2013/2014
*, **, *** Significant at 0.05, 0.01, and 0.001, respectively
Source: own processing

Share
profits

of

6,712
1,511
11,571**
1,004
15,461**
10,955*
6,545
7,029
6,509
17,254***
14,422**
8,641*

Contributi
on
to
recreation
14,065**
13,131**
8,090*
3,386
9,043*
7,378
10,238*
3,312
9,222*
5,114
2,765
12,086**

The big popularity among students gained the coverage of language courses, which shows that students realize the
importance of foreign language skills. In contrast, businesses should be aware that students may have problems with
professional communication in a foreign language and it is in the interests of the company as a part of employee
training to enable students filling this potential gap. This employee benefit belongs to those, where for which there has
been frequently demonstrated a correlation with the gender of respondents (within the eight years of research).
For the remaining 30 analysed benefits there was identified a high dependence in the case of Scholarships for
children, Share on Profits, Contribution to recreation. There was frequently identified a very high gender-dependence
of specifically the Scholarships for children (α = 0.001). When creating a system of employee benefits, the employer
should respect the gender of potential employees. The employer must properly decide whether the benefits will be
motivational.
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An important finding is the fact, that for the most desirable benefits – Contribution to corporate catering, Use of
company car for business reasons, Additional week of holiday – there was not identified a dependence of respondent’s
gender. Neither in the case of the other most desired benefits there has been identified any dependence on the
respondent’s gender. Employers do not need to take into account the gender of prospective employee, when designing
the system of providing employee benefits.
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Summary: Development of social responsibility currently touches both business and public sectors, not only in the
area of state administration but also in the field of tertiary education. This thesis introduces an example of current
social responsibility engagement of a particular faculty of economics of a public university in the Czech Republic. The
analysis is based on ISO 26 000 standard. The principal drawbacks are found in the very first key area – organisation
management, but despite that the assessed faculty has performed numerous socially responsible activities. The present
paper is a part of the research on “Institutional Cooperation in Responsible and Sustainable Education” with Hedmark
University College donated by Norway Grants CZ07.
Keywords: tertiary education, social responsibility, ISO 26 000, research, public university

1. Introduction
Institutions providing tertiary education are important not only with regard to culture of the society. Their main
roles of education and research have currently been extended with social role. Some universities and colleges
understand this role as mere interconnection with the business sector and business-supporting activities, others as an
active social role closely connected with activities demonstrating social responsibility towards all stakeholders.
The fact that social responsibility of a profit-making company is a competitive advantage has already been proven
by research. Active involvement of businesses in the CSR concept brings them not only better access to finance
(Cheng, Ioannou and Serafeim, 2014), Flammer (2013), but also a significant impact on the performance (Foote,
Evans, Gaffney, 2010), (Yusoff, Mohamad and Darus, 2013), improving image, reputation, and improving customer
loyalty (Aya Pastrana and Sriramesh, 2013) and higher motivation of employees (Ubrežiová, I., Stankovic, Mihalcová
and Ubrežiová, A., 2013), (Milton de Sousa Filho et al., 2010).
With this regard education of managers-to-be in social responsibility is crucial. Giacalone and Thompson (2006)
state that teachers of economics currently tread a path where ethical signposts are unclear, new scandals lead to new
legislation and the society increasingly expects change of parameters which economics teachers render. In such an
environment the way of education of students of economics in business ethics and social responsibility is very
important for it may substantially affect formation of their way of thinking. A substantial part of responsibility of
teachers providing education to a new generation of businessmen is to help students become more socially responsible
and ethically sensitive (Giacalone, Thompson, 2006). Moratis (2014), states that the international standard ISO 26000
designed for implementation of social responsibility in corporate activities offers valuable messages to management
teachers. The need for established ethical frameworks and procedures in business circles has never been bigger (Jorge
and Peña, 2014).
According to Vazquez et al. (2013), the priority of establishment of social responsibility education is currently
supported by three reasons. The first reason is development of the concept of social responsibility in the world of
business, increasing demand for qualified professionals in responsible governance. Another reason is that CSR
becomes increasingly popular also outside the sphere of private companies. CSR has been talked about by
governments, supra-national organisations, social organisation and other institutional entities. This sense, the idea that
sustainable development depends largely on the responsible behaviour of both organizations and citizens is more and
more consolidated. And thirdly, all of this has led universities to ask themselves about their own responsibility thus
gaining awareness of their role in the education and training of professionals provided with the competences and
values needed for sustainable development.
Considering the developing social role of universities the issue of social responsibility should not be confined to
teaching the CSR concept and education in that area. Universities should set an example and behave socially
responsibly themselves. In addition social responsibility may represent a competitive advantage for the university
itself.
This paper presents results of qualitative research at a particular faculty of economics of a public university in the
Czech Republic. On the basis of the international standard ISO 26 000 analysis of its current involvement in the social
responsibility concept is made.
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2. Material and methods
The subject of qualitative research is the Faculty of Business and Economics, Mendel University in Brno.
The research is based on controlled interview with competent academic staff of the faculty and management of the
university. The controlled interview is based on a questionnaire prepared pursuant to the international standard ISO
26 000 (ISO, 2013).
For the purpose of addition of relevant information and statistics the results are processed on the basis of extending
materials - data and reports published on the web site of the faculty and the university, the faculty status, the code of
conduct, the long-term intention of the faculty and the university for the period 2016-2020, its update for 2016,
decrees and guidelines of the rector, the disciplinary rules and annual reports of faculty and university activities.
The questionnaire is based on ISO 26000 and adapted for the needs of public universities of economic orientation.
Seven key areas are assessed including sub-areas pursuant to the applied standard (ISO, 2013):
6.2 Organizational governance - Accountability, transparency, ethical conduct, consideration of stakeholders’
interests and legal compliance (KO-1)
6.3 Human rights (KO-2)
6.4 Employment relationships (KO-3)
6.5 Environment (KO-4)
6.6 Rules of governance – fair practice of operation (KO-5)
6.7 Consumer aspects (KO-6)
6.8 Community involvement and development (KO-7)
The controlled interview was primarily focused on social responsibility of the faculty in its approach to its students,
employee, the academic community, the environment and the stakeholders. The approach was investigated with regard
to the faculty activity and CSR teaching.
Some social responsibility activities are performed and managed on the university-wide level, though, and so it was
not always possible to accurately distinguish between faculty and university activities in the area of CSR. Where the
faculty was involved in or affected by the university-wide activities these were added to the assessment performed.
For evaluation of the qualitative inquiry the method used for analysis of socially responsible conduct at the
Pedagogical Faculty of Catholic University in Ružomberok was applied with reference to ISO 26 000 standard
(Madzík, P. et al., 2015). The methodology fully respects the main principles and recommendations of the standard. It
needs to be noted, though, that the methodology as well as the ISO 26 000 standard are only recommendatory and selfassessing using perception and evaluation of the project implementers.
Quantification and assessment of the faculty activity in the individual key areas uses numerical scoring based on a
three-point scale (1, 2, 3) where 1 = MIN and 3 = MAX, with the following meaning:
• 1 – The faculty only pays minimum attention to the given activity and its socially responsible engagement is
negligible,
• 2 – The faculty involvement in the given activity is low to medium and its socially responsible engagement is
average,
• 3 – The activity is highly relevant for the faculty and great attention is paid to it and the faculty social
responsibility level is maximal.
The resulting assessment of the faculty in the individual key areas is calculated as the ratio of the overall intensity
of the individual key areas (KO-1 - KO-7) and the total number of sub-areas within each key area.
2. Results and Discussion
Qualitative research found that the assessed faculty performs a lot of socially responsible activities but most of
them not targeted and rather representing by-products of other activities.
The summary assessment of the research is shown in Table 1 and Figure 1.
In the key area KO-1 - Organizational governance the FBE was found to lack CSR principles officially included in
the faculty strategy and management – these principles are not included in the long-term intention for the period 20162020, and a CSR strategy does not exist at the faculty. Faculty management do not yet consider social responsibility
substantially beneficial for the faculty. The faculty does not report on CSR and has not established special CSR
standards in its activities.
Despite that, even though the faculty conduct is not CSR targeted, the faculty performs a lot of activities that might
be labelled as socially responsible. The faculty observes principles of ethical conduct and tries to consider
stakeholders´ interests. The faculty acts in compliance with the law of the Czech Republic.
In the key area KO-2 - Human rights the faculty is evaluated as above-average (2.26 – see Table 1). Activities in
this area pursuant to ISO 26000 standard correspond well to the legislative requirements of the Czech Republic in the
area of human rights, hence the high score. The faculty does not substantially engage in any activities in excess of this
legislative framework.
In the key area KO-3 - Labour practices PEF the faculty tries to recruit talents but lacks an accurately defined talent
management procedure. The faculty employs handicapped staff and flexibly reacts to their requirements. The faculty
is visibly equipped for wheelchair access and some equipment for the handicapped even exceeds the basic legislative
requirements. The faculty tries to keep maximum possible level of physical and mental wellbeing of its employees –
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providing them with theatre tickets, organizing teambuilding events, the employees as well as the students can access
the arboretum free of charge etc.
The main issue in this area rests in communication across the faculty and in obtaining feedback from the staff
which are not provided at the faculty.
The lowest score was obtained by the faculty in the core subject KO-4 - The environment (1.36 – see Table 1). In
this area the faculty is engaged in basic activities such as waste sorting, paper and printer toner recycling, two-level
toilet flushing for water saving or purchase of recycled paper. However, the faculty does not substantially contribute to
environment protection and ecosystem renewal by its activities or services, does not take any steps towards education
of its employees in responsible use of natural resources and development of their environmental responsibility. The
environmental criteria are only considered in the public procurement process in some cases.
The core subject KO- 5 - Fair operating practices is provided with slightly above-average score (2.06 – see Table
1). The faculty clearly complies with all defined conditions of fair competition in the context of all its activities,
providing sufficient information about the offered courses in national and world languages. In the area of plagiarism
there is an established system as part of the university information system. However, the faculty has no special
programmes or bodies dealing in anti-corruption practices, albeit it has not met with any corruption practice in its
history yet. The faculty does not perform due diligence of social responsibility of its partners for cooperation. And the
social responsibility criterion is not included in the qualification requirements in the public procurement process.
The second highest evaluation was obtained by the faculty in the core subject KO-6 - Consumer issues (2.20 – see
Table 1). The faculty performs fair marketing, provides its stakeholders with particular, complete and unbiased
information about its activity. Students are provided with "welfare" through student clubs and events, there is a
working Student Union. In the context of mental health the faculty assures psychological advisory service available at
the ICV (Institute of Lifelong Learning). The faculty also provides for further education of its undergraduate and
graduate students. Education in excess of the compulsory courses is provided through ICV and is free of charge or
discounted for students. The faculty also increasingly considers individual student requirements. Requirements of
students with specific needs are examined at the Study Department before enrolment, in the context of the entrance
examination and through the ICV.
The faculty at the same time pays sufficient attention to stakeholder identification and tries to harmonise their
interests with faculty interests. Student interests are primarily found through evaluations. Information obtained in this
way is discussed and considered by competent individuals (deputy dean, lecturer, guarantor etc.), who can react to it.
Unfortunately there is no feedback to the feedback and therefore the students do not know whether and how their
comments and suggestions are addressed.
Insufficient activities can also be observed in the sub-area of Sustainable Consumption. The faculty is not involved
in any targeted activity preventing resource wasting and environmental damage in the context of consumer aspects,
does not keep statistics about annual resource saving and activities for prevention of environmental damage. Faculty
also fails to take systematic steps towards changing current or future behaviour patterns of students in the area of
environmental protection. The faculty teaches CSR and ethics related subjects. These subjects are however only
compulsory for a single course, for others they are optional and thus not accessible to everybody.
The value of 1.83 (see Table 1) was achieved by the faculty in the last core subject KO-7 - Community involvement
and development. Although the faculty lacks particular community engagement programmes and reserved funds for
community involvement, it takes an active part in educational and cultural community programmes. Some activities
are organised on the faculty level, others by the Student Union, and yet others are university-wide activities, including
activities limited to the subjects taught.
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Table 1: Evaluation of the FBE MENDELU in Brno in core subjects

Figure 1: The average intensity of involvement of the FBE MENDELU in Brno in core subjects
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3. Conclusion
The presented results of the research performed are a part of the complex research of the CSR in the tertiary sector.
The case from the concrete faculty of the public university from the Czech Republic shows that social responsibility
does exist and develops in the tertiary sector in the Czech Republic, although without being targeted and implemented
in the strategies, and without being duly communicated and reported. This is also one of the principal drawbacks of
the assessed faculty. Universities must also realise the need and relevance of communication among employees,
students and other stakeholders. The reason is that every stakeholder group may contribute different comments and
suggestions which may substantially affect its activities and development (not only) in the area of social responsibility.
Social responsibility may only be duly carried out and implemented in the organisation activities on condition of
favourable approach of the management understanding the need for its development.
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Summary: The paper entitled "Individual Social Security Account as a Tool of Sustainable Development of
Social Security System in Poland" presents proposed changes intended to balance the incomings and expenditure of
the social security fund. The implementation of the goals of the security system sustainable development will mostly
depend on the strategy chosen (the concept) and the effectiveness of the tools. The paper presents the types of possible
strategies of actions needed to improve the Polish social security system. One of the tools used to optimize the system
is creation of an individual social security account (ISSA) where the funds contributed from retirement insurance,
disability insurance and sickness insurance are accumulated. The "ISSA" concept assumes that each insured has an
individual account to fund social benefits including: public pension, disability benefit and/or allowances.
Keywords: Social security system, sustainable development, contributions, benefits, individual social security
account

1. Introduction
Every developed economic system is associated with allocation of revenue. One of the standard examples of
revenue allocation is a transfer of resources earned during the employment for the time of unemployment, e.g. sick
time or retirement. Institutionalized form of such resource allocation is carried through social security systems. What
is the most essential for the proper functioning of every social security system is keeping a balance between incoming
cash revenues from contributions and outgoing expenses, i.e. benefit payments. When analysing different patterns of
social security systems in Europe it is hard to find any self-financed one. It is extremely difficult to achieve a system
financial balance in view of a variety of economic, demographic and social factors. Economic aspects of the balance
include the number and type of contribution payers, percentage of earnings to be paid as contribution (which is
particularly important in capital-accumulation and savings schemes). Demographic aspects are related to social policy
of the country (crucial in pay-as-you-go schemes). Social aspects regard expectations and needs of the society,
wherein the benefits are not only expected to meet the beneficiary's basic needs, but also to prevent social exclusion.
The goal of this paper is to analyse the operation patterns of the Polish social security system, to present its
financial effectiveness and finally, to propose some reasonable solutions for the achievement of the system financial
balance. The author used a financial analysis and an analysis of legal acts applicable to the Polish social security
system as research methods in the study.

2. A reform of the Polish social security system in 1999
The main reason that drove the reforms of social security systems in the last two decades of the 20th century were
social spending remaining at high levels which caused serious budget shortfalls in the study countries. Reforming
social security systems was also necessary from the perspective of a further increase in public expenditures on
pensions and benefits, to meet rising demographic burden (population ageing) and economic issues (e.g. economic
slowdown and a rise of unemployment rate) 1.
A typology of pension reforms was provided by Chris Daykin who divided them into the following categories:
1.
2.
3.
4.
5.
6.

contribution adjustment reform, e.g. in Germany, Japan, United Kingdom, Italy;
benefit adjustment reform, e.g. in Switzerland, United Kingdom;
structural reform, e.g. in Sweden, Italy;
reform of retirement age and structures, e.g. in Switzerland, United Kingdom, Germany, USA, Japan, Denmark;
new approaches to financing old schemes, e.g. in Australia, Denmark, Canada;
development of auxiliary funded schemes, e.g. in France, Chile, Poland and the Czech Republic 2 .

Because of its specific nature, every social security system requires implementation of changes, for example within
pension schemes, on a permanent basis. Regardless of the type of benefits paid (in the defined contribution (DC) plan
or defined benefit (DB) plan), system corrections are always inevitable due to demographic and economic changes. In
pay-as-you-go social security programs (intergenerational equity), frequent changes are induced by demographic
factors. Characteristic features of pension and disability payment plans, i.e.
a long (for disability benefits)
and a very long (for retirement benefits) period of payment bring about a necessity of regular changes of the systemic
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and parametric rules that were enacted some time ago. If and how the government will provide support for security
system depends on the level of financial prosperity (welfare) and the status of public finance 3. Other types of social
insurance (for example sickness or accident insurance) use short-term compensations for a loss of earning because of
being unfit for work and thus they do not need to be changed as often as retirement or disability insurance plans; yet,
failure to make any changes to these programs causes excess burden to public finance.
A plan of reforming the non-agricultural social security system in Poland had been discussed for a long time, and
finally implemented on 1 January 1999. One of the most important arguments for the reform implementation was the
fact that the system had permanently received public funding to support its operation whereas the state budget deficit
reached 10-15% in the 1990s.
The most radical change that has been made to the Polish social security system was a systemic change with regard
to pension payment: the defined benefit plan was replaced by the defined contribution system. This change caused a
dramatic decrease in pension and welfare benefits. In the old plan, every retirement benefit was complemented by two
additional parts: so called "social part" (which might be also called a minimum pension) to which any person eligible
for pension payment was entitled, and a part increasing the benefit amount to balance so called "no-contribution"
periods. The new system (a defined contribution plan) takes into account only the actual pension input amounts which
has caused a sudden reduction of pension payments in comparison to the old system. In near future this is likely to
cause a situation where more than half retirees will apply for social assistance as their retirement benefits will not be
sufficient to provide minimum living standards and to meet the criteria of minimum pension defined by the legal acts
of the European Union. The implementation of two auxiliary pension pillars will not improve the financial position of
the pensioners since the average level of earnings and wages in Poland does not allow for using the third pension pillar
(voluntary, equity-based). The structure of the pension scheme implemented in 1999 has been highly questionable not
only because of the increasing economic hardship affecting the Polish society, but also due to the rules of operation of
the second pension pillar aimed to make as much profit from the Open Pension Plan as possible by the managers, and
not the beneficiaries of the program. Fortunately, participation in the second pillar has no longer been mandatory since
2013 and it is up to the choice of the insured. So far, goals stated by the reform have not been met, and if the
implemented solutions are continued, it may cause a collapse of the public finances, as the payment of retirement
benefits must be increasingly supported by the government. On the other hand, the Polish disability and sickness
systems have not been updated for many years, thus being incoherent and ineffective.

3. Financing of social security system
Dealing with functional issues of social insurance programs is an element of social policy, in particular of social
protection. The theory of social protection assumes several techniques (methods) of its financing. The most common
pack of financing techniques includes: (1) publicly-funded (tax-based) program (in Poland, welfare coverage is
available for uniformed services and farmers), where entitlement is based on belonging to a social or occupational
group; (2) insurance contribution-based program (this technique covers social insurance, health insurance, redundancy
insurance, rehabilitation of the disabled), where entitlement to benefit payment is related to contributions; and (3)
welfare (care) program is a means-tested technique designed for people who must satisfy specific personal and
financial circumstances to qualify (i.e. whose income is below the minimum financial threshold).
After the Polish social security system was reformed, two new financing techniques have been additionally used,
i.e. capital-accumulation and savings. The capital-accumulation method that operates in the second and third pension
pillar is a concept based on contributions on which benefits are paid (no solidarity allowance rule); the funds collected
are invested in the stock market. In the savings technique benefits are related to contributions (no solidarity allowance
rule) wherein lifetime benefits are exactly proportional to the total contributions.
According to the European standards, social security is primarily financed by three sources: employee, employer
and government, which does not mean, however, that there are no other sources in different Community Member
States. The social security standards include two forms of participation: mandatory, which is typical pay-as-you-go
(public) social security program, and voluntary, typical for capital-accumulation schemes, which is more and more
often being made mandatory in the public systems, though. The funding entities participate in the system through
contributions (employees and employers) and grants (government), sometimes also through a dedicated tax. Generally,
grants come from taxes, so de facto taxpayers - the insured pay for the coverage 4. The analysis below presents the
findings for the government participation rate in funding public social security systems. After several years of system
operation, an initial effectiveness analysis can be made at this stage.

4. Key assumptions for sustainable development of the social security system
Each insurance system should generally be based on a rule that contribution component is sufficient to cover the
cost of current benefits regardless if it is a for profit or non profit insurance company. A contribution as an element of
each standard insurance is calculated to balance the benefit spending. To achieve this equity it is necessary to balance
the system incomings and expenditure, i.e. discounted value of all contributions paid into the fund each month
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throughout the insurance lifecycle (per year) increased by a reserve, if any (or system initial debt) must equal to the
discounted value of all benefits currently paid. It can be expressed by the following equation:
1
RO

m

n

+

1
∑

(1+r)n i=1 j=1

∑

p

s

cij =
(1+r)n+s k=1

∑

∑ b kl

l=1

where:
RO - reserves or initial debt upon system implementation,
cij - value of the contribution paid in by a payer i in the period j,
bkl - value of the benefit paid to the person k in the period l,
r - rate of return (depending on the system, a rate of return of the investment or a rate of increase of the payroll
budget),
m - number of contribution payers,
n - number of contribution payment periods ,
p - number of beneficiaries receiving benefits,
s - number of benefit collection periods 5.
A pursuit to balance all these elements is a sine qua non condition for an effective social security policy 6. In fact,
the financial status of non-agricultural social security system in Poland is much worse now than before the reform of
1999. The data in the table below show that if the status quo is retained, social security will go bankrupt, which will
likely be a part of general public finance disaster.
Table 1. A share of public resources in funding non-agricultural social security system
Year

Amount
Year
Amount
Year
Amount
Dynami
Dynami
Dynami
of
state cs
of
state cs
of
state cs
of
of
of
contribution changes
contribution changes
contribution changes
to
the 1990=
to
the 1990=
to
the 1990=
financing of
financing of
financing of
100 2
100
100
FUS1 [mln
FUS [mln
FUS [mln
PLN]
PLN]
PLN]
1990
881.9
1999
9459.0
2008
53141.5
100.00
1072.57
6025.80
1991
2206.0
2000
15366.0
2009
51589.3
250.14
1742.37
5849.79
1992
4950.8
2001
21157.0
2010
60458.9
561.38
2399.02
6855.53
1993
6605.2
2002
26987.5
2011
52944.2
748.97
3060.15
6003.42
1994
8296.9
2003
28265.3
2012
47701.7
940.80
3205.05
5408.97
1995
6000.0
2004
33572.2
2013
47842.4
680.35
3806.80
5424.92
1996
6031.4
2005
32687.5
2014
38631.9
683.91
3706.49
4380.53
1997
7000.0
2006
39403.8
793.74
4468.06
1998
8792.8
2007
40112.3
997.03
4548.40
1- FUS- Social Security Fund,
2- Index of an individual unibasal dynamics including the relative growth percentage.
Source: In-house study on the basis of: R. Garbiec, Financial Effectiveness of Public Social Security System in
Poland after the reform of 1999, Editorial House of the Częstochowa University of Technology, Częstochowa 2013,
p.178 and www.zus.pl.
If the current social security solutions are maintained, a social security budget deficit will systematically increase.
The increasing spending for social benefits will restrain economic growth and worsen the public budget deficit. A
slowdown in the economic growth will eliminate public funding for social benefits, which means a rising budget
deficit because social security benefits need to be paid 7. The Polish system must be funded by the government since it
is assumed that the state has become a major guarantor of social security benefits, and no rights acquired by eligible
beneficiaries can be changed. Thus, if the social security balance of contributed money falls short of what is needed to
pay benefits, the benefits must be paid through taxes (state budget) then.
Today, three variants of reforming of the Polish social security system may be considered, i.e. a variant called a
"reduction" reform, a neutral reform and a pro-development reform.
Table 2. Variants of further development of the social security system in Poland

Reduction (conservative) variant

Proposed actions
Neutral variant
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Pro-development
variant

(liberal)

- returning to a previous system
structure, e.g. bringing back the
defined benefit scheme in which
pension consists of social welfare
provision to secure the level of basic
subsistence1,
- bringing back previous benefit
eligibility criteria, e.g. retirement age.

- adjustment of eligibility
criteria, e.g. reduction of
payment of disability and
sickness benefits,
- streamlining of social
welfare
expense
(e.g.
elimination of false claims),
- increasing of social security
contribution amount.

- system unification (all
citizens are members of the
national social security system),
- individualisation of social
welfare benefits by providing
individual accounts where funds
accrue towards beneficiary
pension if not used for payment
of disability and/or sickness
benefits
- streamlining of social
welfare
expense
(e.g.
elimination of false claims),
- creation a system of benefit
payment for the infirm

1

-this benefit element is sometimes called a "citizen's pension".
Source: In-house study.
Selection of any one of the above variants will determine future solutions of the system structure and eligibility
criteria. A retrospective analysis of social security systems in Europe 8 shows that development of all systems of this
type should be oriented to creation of a defined contribution plan. The only exception in creation of these schemes
may be basic pension systems based on so called citizen's pension. However, this solution may be implemented only
by developed countries with sufficient financial resources, which is not Poland's case, and therefore we must seek
other, alternative solutions to address social security policy.

5. Concept of ISSA (Individual Social Security Account) as a basic tool to keep a balance between incoming
cash revenues and outgoing expenses
A new, effective (i.e. financially sustainable) public social security system should be funded through individual
savings (where the amount of benefit to be paid will depend on the funds gathered on an individual account) and
operate as a "communicating vessels system”.
Recent literature on social security and social welfare systems highlights rules, goals and effects of the social
security system reform; yet, the presented definitions usually regard pension or pension/disability plans only. There
are no concepts of a comprehensive system reform, as sickness and accident insurances 9 are looked at as minor
constituents of the plan that do not require such thorough consideration. This happens because these two types of
insurance are usually much more effective than pension or pension/disability insurances. Such fragmentary analysis
and, consequently, fragmentary reforming of social security systems causes scheme incoherence. The systems are
differently constructed which makes them inhomogeneous and there are no common principles for system functioning.
Each social security system, both on the macro (as a part of social policy and public finance) and the micro scale
(with respect to insured entities) should be considered and analysed as a "communicating vessels system” 10, where
amendments or corrections within one of the constituents affect all other parts 11. None of the reforms implemented so
far in Poland has touched the social security system as a homogeneous scheme, but as an amalgamation of different
plans (pension, disability, sickness and accident). Thus, the changes resulted in creation of a complex, incoherent and
ineffective product. I would propose provision of an Individual Social Security Account (ISSA) as one of the solutions
to harmonise the system. The account would be operated similarly as the individual retirement account implemented
in 1999. Individual Social Security Account should encompass pension, disability, sickness and accident insurances
and should use the formula of payment benefits through individual savings. This is how the public pension scheme
works currently. The disability and sickness schemes operate under old rules consistent with the defined benefit
approach. Adoption of the new approach and implementation of the reform would lead to a reduction of the pension
fund deficit, and the insured could be sure that their contributions paid to the disability and sickness fund are not paid
out to other people whose benefit claims are groundless or unjustified. Each insured would have their own ISSA to be
used in periods of unfitness for work. If, however, the beneficiary was unfit for work due to a work-related
accident/injury or occupational illness, the payment would be made out of the accident fund paid through
contributions. The benefit payment scheme operated under the above rules would definitely reduce both number and
volume of benefits and disability allowances. Any unused money gathered on an ISSA would automatically go to
pension fund to increase the amount of future pension benefit. Implementation of this tool would allow to balance the
incomings and expenditure of the social security fund in future. Previous experience, for example within the operation
of accident insurance in the Polish social security system, shows that individualization (or beneficiary-orientation) of
the contribution payment has positive effects on transparency and reliability of each social system.
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6. Conclusion
As history has shown, a reform of social security system is a permanent process, and creation of the most perfect
scheme requires time. However, it is possible to pursue creation of a sustainable, financially effective security plan, as
the examples of the United Kingdom or Sweden demonstrate 12. Thus, evaluation of the effectiveness of social security
systems and any attempts to improve it should be based upon liberal solutions wherein the insured, not the
government, are the major creators of their future. The selection and building of systemic solutions and eligibility
criteria to promote sustainable development must be done on several levels, and one of the tools that should be applied
- in my opinion - is the concept of an individual social security account. This solution will not only increase control
and limit the fraud or misuse of social security benefits, but will also help increase the rates of public pensions. In a
long-term perspective, the financial status of the social security system will noticeably improve. Yet, to implement this
solution, both legislation amendments, and, first and foremost, wide-scale and long-lasting social campaign to inform
the citizens of the changes and the goals of the reform, will be required.
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Summary: In the present chapter the authors have indicated strategic directions and operational tasks connected
with preventing low emission (including smog creation), which fit into the dimensions of local sustainable
development of Local Government Units (LGU). The cognitive focus concerns preventing low emission coming from
traffic emission and obsolete surface heating systems: family housing, municipal and urban infrastructure as well as
the infrastructure of local micro and mini business. The authors indicate in it associations occurring between low
emission reduction and sustainable development of territorial units.
Key words: Local Government Units, environmental management, reduction: low emission including smog,
sustainable development - the bottom up approach.

1. Introduction
Counteracting low emission fits into the trend of contemporary environmental management, and therefore into
sustainable regional development of LGU [1]. Basically, it concerns implementation of environmental management
functions: planning, auditing the results of pro-environmental actions in the area of territorial units. With the above
reference a vital role of environmental management in the scope of low emission counteracting is attributed to
territorial units. Environmental management functions in the distinguished area of pro-environmental activity concern,
among others:
- creating and implementing environmental strategies, administrative regulations, in the economic justification accepted by local communities,
- planning, implementing and auditing operational tasks, connected, among others, with application of
technologies preventing and controlling pollution, simultaneously ensuring energy security in the given region,
- optimizing energy production processes with the consideration of alternative sources - so as to limit resource and
energy intensity,
- environmental trainings (including organization of eco-events) for the citizens and local entrepreneurs,
- adjustment to the environmental needs of territorial units and implementing systems of environmental
management [9].

2. Low Emission as a Source of Environmental and Social Threats - in the Local Scope
While conducting a query of still scarce literature source it is difficult to establish a unified definition of low
emission. This term, as well as activity connected with limiting the products of low emission is still at the introductory
stage. Frequently low emission in the social reception is interpreted in an inverted way to its correct meaning. In this
reference it is understood as low level of air pollution.
According to Professor J. S. Pastuszko, who introduces a general definition, low emission is emission of air
pollutants which come from sources of low height above the level of the ground, such as roads, crossroads, waste
dumps and furnaces. Pollutants concentrate in the air near these objects where the growth of the concentration level of
a number of harmful substance is even several hundred times higher than the level of the background [8]. The group of
combustion products in this group, which influence creation of low emission include: carbon dioxide CO2, carbon
monoxide CO, sulphur dioxide SO2, nitrogen oxides NOX, polycyclic aromatic hydrocarbons e.g. benzo(a)pyrene and
dioxins, and heavy metals (lead, arsenic, nickel, cadmium) and particulate matters PM10, PM2,5 [5,6,7].
J. Jędrak and M. Kaczmarzyk in turn in the definition of low emission introduce limitations as to the scope of its
emitters height, e.g. chimneys up to 40 m, in order to distinguish this group from the industrial emission sources
(which usually refers to large enterprises) [5, 6].
According to the above mentioned definitions low emission is:
- traffic emission - introducing to the environment as a result of fuel combustion in engines the following
pollutants: gas ones (this concerns mainly introduction of carbon monoxide, nitrogen oxide, carbon dioxide and
carbohydrates including benzene) and particulate pollutants (created in the processes of tyre, brakes and road
surface wear). These pollutants contain compounds of lead, cadmium and nickel.
- emission created in the process of energy production, in particular heat for maintaining heat comfort - emission of
particulate pollutants and harmful gases generated in local coal-fired boilers or domestic heating boilers. This
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concerns in particular ineffective coal combustion and also other fuels and solid waste combustion, as well as
liquid and gas fuels and waste combustion in boilers of low combustion parametres and low heating parametres. It
should be stressed here that this refers to regions characterized by poor ventilation. Low emission is the main
reason of smog creation, which increases morbidity and mortality connected with cardiovascular and breathing
system diseases [13].
Moreover, the consequence of low emission is smog identified as a contemporary civilization threat. Smog is a nonnatural atmospheric phenomenon that consists in co-occurrence of air pollutants caused by man activity (low emission
products) and unfavourable atmospheric phenomena: significant air humidity (fog) and lack of wind.
On the basic of the literature query, documents and own observations of the Authors it can be stated that presently
observed inhibition of low emission reduction (including smog) does not concern access to modern and even
innovative technologies. This inhibition is primarily of administrative and legal dimension - lack of local legal
regulations. This also results from low efficiency of LGU in the system environmental management and at the same
time from still low social awareness of high harmfulness of pollutants coming from low emission sources (this
concerns in particular combustion of low quality coal and waste). In this analysis it should be also indicated that the
readiness of local government units and their citizens to cover external (environmental costs).

2. Legislative and Administrative Regulations in The Scope of Low Emission Reduction
In the European legislative scope this activity fits into implementation of the guidelines of The Directive of the
European Parliament and the Council 2008/50/WE of 21 May 2008 on air quality and cleaner air for Europe (O. J.
EU L 152 of 11.06.2008) [4]. This directive defines and determines goals concerning air quality in the scope of
limiting and preventing its harmful pollution, which has a negative influence on human health and the environment as
a whole.
The member states of the European Union are obliged in accordance with the European Monitoring Environmental
Programme to record air pollution annually, this also includes low emission products - threatening the environment as
well as human and animal health and life [6]. These regulations are not limited only to sources of surface emission
(local ones) - low emission, but they also comprise large pollutants emitters (so called linear ones), e.g. utility power
plants, CHP plants, cement factories, ironworks, refineries (...). In this reference the existence of a legal gap should be
noticed indicated, which results from the lack of unified, autonomous regulations, norms of pollutants emission limits
for low height emitters - surface emitters, which generate local environmental threats in micro regions. These issues
are presently regulated on the European scale only by the norm PN-EN 303:05-2012, which in reference to the low
emission phenomenon is limited only to boilers fuelled with biogenic and fossil fuels equipped with manual and
automatic charge. It concerns threshold values of pollutants for catalogued class boilers of the capacity: up to 50 kW,
over 50 kW up to 150 kW, over 150 kW up to 500 kW. Threshold values of air pollution concern: carbon monoxide
and gas organic pollutants.
First attempts of legislative concentration in the scope of preventing low emission and smog creation are
undertaken in internal legal regulations in the member states of the EU, where this phenomenon including smog
creation has become more intensified. For instance, in Poland the national document which regulates the issues
connected with limiting low emission is the latest amendment to the Environmental Law (Journal of Laws 2015, pos.
1593, The Law of 10 September 2015 on changing the Law - Environmental Law) - defined also as the "Antismog
Law". This law introduces for the first time basic principles that stimulate preventing low emission through allowing
Voivodeship Assemblies "(...) in the form of resolution, (...) preventing the negative impact on human health and the
environment, (...) introducing (...) restrictions or prohibitions in the scope of using installations where fuel combustion
occurs (...)" - Art. 96, Journal of Laws 2015, pos. 1593, The Law of 10 September on changing the law Environmental Law [12].
Resolutions of Voivodeship Assemblies are supposed to determine, among others:
- borders of a geographical area where restrictions or prohibitions in the scope of low emission reduction are
introduced,
- types of entities or installations for which restrictions or prohibitions in the scope of low emission reduction are
introduced,
- types or quality of authorized fuels or technical parametres of installations (alternatively: technical solutions,
installation emission parametres) where combustion of authorized fuels occurs,
- the way or goal for which fuels are used, which are subject to restrictions,
- the period for which restrictions or prohibitions are valid during a year,
- responsibilities of entities subject to the resolution in the scope indispensible to control implementation of the
resolution.
These resolutions will oblige Local Government Units to implement operational tasks connected with reducing low
emission, as well as monitoring and control. In this reference a strategic significance in preventing low emission is
attributed to LGU.
At present, territorial units are obliged to adjust their environmental strategies to the National Air Quality Plan. This
is a strategic plan that sets goals and directions of actions which should be considered in particular regional/local
Environmental Programmes. With this reference "local leaders" in convergence with the subject matter defined in the
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title of the present chapter are also obliged to create Programmes of Low Emission Reduction (PLER) - on municipal
level, the aim of which is indicating a strategy and setting operational tasks connected with low emission reduction
and smog creation [8].
It should be also emphasised here that preventing low emission in the local perspective remains in symbiosis with
implementation of other strategic directions determined in the European Union.
This concerns, among others, implementation of:
- Directive 2010/31/UE, on energy performance of buildings of 19 May 2010 - reducing energy consumption
(including low emission) and increasing the use of energy coming from renewable sources through promotion of
improved energy performance of buildings [3].
- Directive 2012/27/UE on energy efficiency - renovating each year 3% of heated or cooled area of buildings being
owned by the institutions of government and local government and increased by 20% energy efficiency [12].
Distinguishing the above mentioned directives is also a justification of the undertaken subject matter defined in the
title of the present chapter. All activities connected with air pollution reduction, in this case in local perspectives (the
bottom up approach), simultaneously reducing energy and resource intensity - having economic justification and
social acceptance, fit into the concept of sustainable development [1, 7, 10].

3. Actions of Local Government Units in The Scope of Low Emission Reduction and Their Sustainable
Development
Association between preventing low emission in LGU and sustainable development [1] - the local perspective,
results primarily from the generally accepted concept of sustainable development:
- satisfying main needs of every human being,
- recognizing and reducing barriers that natural environment sets for economy,
- guaranteeing intergenerational justice.
Moreover, a challenge for LGU constitutes developing a natural environment protection strategy with a possibility
of accepting it by economists and local community, exclusively by compromise.
On the basis of the analysis of the GOOD PRACTICES DATABASE (a joint venture of the Union of Rural
Communities in Poland, the Union of Polish Cities and the Union of Polish Voivodeships http://www.dobrepraktyki.pl/) [14] and interviews conducted in the group of self-government officials (within the
confines of carried out, among other by the Authors of the chapter project "Before We Are Suffocated by Smog - the
project financed by the National Fund for Environmental Protection and Water Management - http://stop-smog.edu.pl)
[11], conducting a comparative evaluation, strategic directions and operational tasks have been distinguished, which
justify the correlation between preventing low emission and sustainable development. With regard to the introduced
limits as to the size of the present chapter, the authors have introduced an aggregated portfolio of these actions having
not only environmental justification but also economic and accepted by local communities ones. These actions were
generated in the research process, which concentrated on the above mentioned comparative evaluation of "good
practices".
The group of actions of strategic meaning include:
- cooperation of communalities with Voivodeship (Regional) Inspectorates for Environmental Protection in the
scope of control and measurement systems of local air pollution levels, resulting from low emission,
- developing a low emission eliminating programme, including smog in municipalities (LEEP),
- reducing low emission to the atmosphere through issued administrative emission requirements towards house
boilers and coal-fuelled furnaces,
- making decisions on what fuels, and most importantly in what types of installations they can be used in the given
area,
- reorganizing traffic in big cities and agglomerations,
- analyzing the life cycle of environmental products - LCA (Cycle Life Assessment),
- inventory of previous technologies and procedures connected with preventing low emission,
- reinforcing environmental awareness of employees through organizing trainings, eco-events, presenting good
practices.
In turn, in the group of operational tasks there have been distinguished ones in the scope of low emission reduction
resulting from technological heat production or/and district heat production and traffic emission. These tasks concern:
- replacing low-efficient and non-ecological coal heat sources with modern pro-environmental boilers with
automatic and controlled fuel and air dosing in the combustion process - this concerns production of technological
and district heat production,
- reduced energy consumption through thermo-renovation works and use of highly efficient machines and
appliances,
- application of co-generational or poly-generational sources which produce interdependently electricity and heat,
at the same time reducing the use of fossil fuels, with reference to processes of separate production of secondary
energy (e.g. separating production of electricity from heat production),
- use of prosumer micro and micro installations, including: heat pumps, photothermal and photovoltaic sources,
micro propellers, micro or mini co-generation [7, 10],
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-

limiting traffic in cities and agglomerations through logistic management, e.g. joining shipments,
use of lead-free petrol or replacing fuels with natural bio-fuels,
use of gas fuel (propane butane) and electric engines (cars with electricity run engines are energy storages in
prosumer systems),
- installing catalytic converters (devices which in chemical reaction processes change harmful for health and
environment nitrogen oxides into atmospheric nitrogen harmless to the environment),
- replacing obsolete city buses with new ones that comply with the EU standards (ultimately the European Standard
of Fumes Emission EURO 6) connected with lower fumes emission - preferred implementation of solar or/and
hybrid buses, for example in Czestochowa/Cracow (in Poland),
- reorganizing traffic in big cities and agglomerations,
- replacing natural fuels with bio-fuels,
- use of gas fuel (propane butane) and electric engines.
In the second stage of the research a group of selected by means of purposeful selection "Local Leaders" conducted
an evaluation of the distinguished strategic directions and operational tasks. The results of the second stage of the
research will be visualized in an extended version of the paper, published during ICOM conference.

4. Conclusions
Preventing low emission, in this smog creation in territorial units, in particular the ones of high building density is
fully convergent and compatible with energy saving (fossil fuels saving in particular) through application of highly
efficient technologies. The portfolio of conventional energy sources is extended with RES micro installations. Thus, as
a synergic result the growth of energy sources efficiency, using high quality fuels as well as introducing RES directly
on the side of the prosumer, is connected in the global perspective with reduced demand for fossil fuels, reduction of
pollution being low emission products, and at the same time reducing social and environmental threats according to
the 3x30 principle [7, 10]. Modern highly efficient technologies of energy production ensure reduction of energy cost
reducing in this way external environmental and social costs. However, extensive portfolios of available on the market
highly efficient low power energy sources, including prosumer RES installations refer only to resources in the
technological grasp. Therefore, the role of "Local Leaders" is managing the whole life cycle of environmental product
LCA (life cycle analysis) taking into consideration relations between the planned, obtained pollution reduction
coming from low emission and environmental protection and local environment shaping - in territorial units. This
stimulates the growth of environmental awareness of the society and their willingness to cover external
(environmental) costs.
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Summary: Entrepreneurship education and entrepreneurial ecosystem is a very important, but seldom discussed
field of education. The main goal of our paper is to describe the entrepreneurial ecosystem in which entrepreneurship
education and entrepreneurial activities should be conducted, and which main participants are universities, human
resource (including entrepreneurs and employees), supporting institutions and organizations (‘ecosystem feeders’) and
the infrastructure where all players are working or are operated.
The paper focuses on the role of educators in this ecosystem, how can the university professors and lecturers
influence the circumstances of entrepreneurship education, how can they build close and well-working cooperation
with the other parties of the entrepreneurial ecosystem, so as to give a well-based knowledge for the students, who
might be the entrepreneurs of the future.
Keywords: entrepreneurship, education, entrepreneurial ecosystem, universities

1. Introduction
Nowadays, the importance of entrepreneurship education is increasing and it should be considered as a key topic of
contemporary educational issues. As entrepreneurship and the formation of new enterprises are among the a main
accelerators of national economies all over the world, it is very important to explore those tasks which educators of
different educational institutions shall fulfil in order to prepare the young generation for this possible path of their
future.
The general issues of economic awareness of the young generation, the entrepreneurial attitudes of the students of
higher educational institutions are discussed through different international and Hungarian researches, for example
researches by Otter (1991), Sieger et al. (2011) (the GUESS project), Szerb and Márkus (2007), Farkas and S. Gubik
(2013), Kovács et al. (2013), Dunay et al. (2015).
Based on literature sources and personal experiences the three main pillars of entrepreneurship education are:

educators (professors and lecturers of the higher educational institutions)

students themselves and

representatives of the entrepreneurial sphere (entrepreneurs and the owners and managers of existing
enterprises, in many cases representing the given school’s alumni members) (Nathusius, 2013).
There are different research results, experiences and good practices, which describe the need for entrepreneurship
education. Of course, the level and the depth of education should vary in different educational programs and
specialisations, the requirements and interest of students at different course types (business and non-business types)
shall be considered. Based on former researches one can find that there is a strong need for obtaining a basic
knowledge of business studies (Csapó, 2010; Vecsenyi, 2011; Daróczi és Illés 2014; Imreh-Tóth, 2014; Fetters et al.,
2010; Gibcus et al. 2012), and most of the researchers agree that business should be learnt through practical issues and
learning-by-doing methods.
The aim of this paper is to describe the entrepreneurial ecosystem where entrepreneurship education might be
implemented successfully, and to summarize the good practices which are in use at different study programs of the
Faculty of Economics and Social Sciences of the Szent István University, Gödöllő, Hungary.

2. The role of educators in entrepreneurship education
Different authors agree (Csapó, 2010; Nathusius, 2013; Ferrets at al. 2010) that entrepreneurship education should
be based on well built connections between entrepreneurs and professors or lecturers of the universities. These
connections may derive from the scientific and professional network of the university staff, the alumni system and of
course from other relations and acquaintances from the business sphere.
The main players of the entrepreneurial ecosystem can be distinguished according to two main groups: external
players (light grey boxes) and internal players (white boxes of Fig. 1.). External players (such as players of the product
and services markets and financial markets, state organizations and NGOs, existing companies) are those parties, who
can create the financial background, technical support and may provide external tuition activities for the internal
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players. Internal players are students, professors and entrepreneurs, who take part in education. Professors and
entrepreneurs – in close cooperation – will guide the students for being nascent entrepreneurs, who may access into
the entrepreneurial sphere in the future, and may work as an accelarator of the national economy. (Fig. 1)
Figure 1. Players of the entrepreneurial ecosystem

Source: own construction based on Nathusius (2013)
What is the role of educators in this system? The answer for this question is very complex: educators (university
professors and lecturers) shall provide a strong theoretical knowledge for the students, which could give a good base
for the further practice-oriented education. These theoretical bases should be taught in the first semesters. Later on, the
focus should be moved towards a practical approach, where lecturers shall prefer learning-by-doing methods. These
methods will need a mixture of individual and team-work, by which the students may be prepared for the real life,
where they shall make individual decisions and also they shall work in teams.
3. Practice-oriented education and entrepreneurial approach at the Szent István University
Szent István University is one of Hungary’s largest institutions of higher education. At the Gödöllő Campus, there
are three faculties, Faculty of Agricultural and Environmental Sciences, Faculty of Economics and Social Sciences
and Faculty of Mechanical Engineering. Faculty of Economics and Social Sciences has another education centre in the
capital, Budapest. Education programs cover the full range of higher education course levels: bachelor, master, PhD
and executive MBA programs are educated at the Faculty, in Hungarian and English languages. Most of the courses
have a full time and a part time educational system as well.
3.1. Lectures and seminars
Our paper deals with the experiences of the Faculty of Economics and Social Sciences. There are not special
entrepreneurship courses in the curricula, but the content of the professional subjects fully cover this topic. At the
Management and Business Administration bachelor course, the study program focuses on practice-oriented education,
which means an increased share of seminars in the curricula. Not only basic subjects (micro- and macroeconomics,
mathematics, statistics and financial subjects) but also professional subjects (e.g. business economics, management of
SMEs, project management, business planning, change- and crisis management) are taught with high number of
seminars.
In addition to the practical-type seminars, where the students must perform individual tasks and team-work
projects, the lectures also have practical features by the involvement of entrepreneurs and the representatives of the
business sphere as invited lecturers. As an average, 30% of the lectures are held by invited lecturers.
3.2. Involvement of entrepreneurs and the business sphere in the education process
As it was described in Fig. 1, entrepreneurs are key players of the educational process in the entrepreneurial
ecosystem. Entrepreneurs may support students in different ways, such as:

knowledge and experience sharing (as invited lecturers or at company visits)

donations and grants (for example at students scientific and learning contests)

internship partners and supervisors

thesis supervisors, reviewers
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membership in exam boards.

An important question is that how can universities invite entrepreneurs into education. In general, it could be done
in an official and an unofficial way. Official way means the different educational and internship agreements between
the two parties, while unofficial way is connected to the network system and professional or business connections of
the professors and other educator colleagues. Another opportunity is building on the alumni system, as it is common at
universities in the USA or England, but at the present, this system is not so well-based in our university.
According to our experiences at the Management and Business Administration bachelor program, the bridge
between professors and entrepreneurs are built based on the individual networks and professional contacts of
educators. An important and special character of these relations is that entrepreneurs will do voluntary work, without
any financial benefits.
Due to the wide range of educational programs, it is possible to use the experiences of former and present students,
who are representing the entrepreneurial world: for example, executive MBA students are often asked for keeping
lectures, or hosting company visits.
This situation may improve in the close future because of the present technical development of the alumni database.
How can students benefit from the cooperation between entrepreneurs and educators? They get practical
experiences and they may start to build their own network. Another important and interesting question is that how can
students support entrepreneurs in this system. Students may participate at different business processes (for example in
business planning, market researches) or their can offer their special up-to-date knowledge (for example their
proficiency in social media tools).
Based on the experiences of a former research (Dunay et al., 2015), we shall underline that there is a strong
entrepreneurial spirit among the university students of our University, and not only in business-type study courses, but
also in non-business type courses (agriculture, engineering, social studies). Students are interested in entrepreneurial
studies, and they would prefer a more practice-oriented education, with creative tasks and work.

4. Conclusions and suggestions
As a summary, modern university education – besides using the academic and theoretical approach – should be
built on professional network connections, where the triangle of students–professors–entrepreneurs shall represent a
live collaboration from which all parties may obtain benefits. An important part of entrepreneurial education is the
formation of a well-built entrepreneurial ecosystem (Fig. 2.), where the connections between the players of the
ecosystem are mutual.
Figure 2. Entrepreneurial ecosystem

Source: own construction
In Hungary, it is not easy to invite ecosystem feeders into this circle, but based on the personal professional and
business connections of the educators, supporters might be invited more successfully into this process. The appropriate
infrastructure is also very important, because by using the latest technology and tools, students might be more
attracted.
The most important task of educators is to organize the background for entrepreneurial studies, by inviting and
introducing the representatives of the business sphere, and to provide a theoretically based but practice-oriented
education.
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Summary: The work ability, efficiency and productivity of employees depend on many factors. One of them is
undoubtedly the condition and health of employees. The actions taken by organizations to increase and maintain a
high work ability index have to take into account initiatives to protect and promote health of employees. These tasks
initiative should not be limited only to actions aimed at preventing bad health condition (including preventing: workrelated diseases, accidents, injuries, occupational diseases and stress), but it should cover initiatives for the widely
understood care of mental and physical health of all employees (including the promotion of a healthy lifestyle). The
purpose of this article is to make the concept characteristic of workplace health promotion. The paper presents the
analysis of the secondary research and reports findings on activities undertaken by selected, Polish organizations
connected with workplace health promotion.
Keywords: Workplace health promotion, health, corporate wellness.

1. Introduction
Employees are the most valuable capital of every organization. The development and success of the company
depend on their knowledge, motivation, efficiency and commitment. The ability to work - employees’ effectiveness
and efficiency depend on many factors. One of them is undoubtedly the condition and state of health. Health defined
as "a state of complete physical, mental and social well- being (and not merely the absence of disease or infirmity)"
(World Health Organization 1946) affects on the functioning of the human in almost every sphere of their life. Wellbeing - as physical as well as mental - a factor which may significantly affect the work efficiency of employees. The
employer should be conscious of this and they should include the question of the health of employees in the
implemented a personnel strategy. The aim of this article is to present the idea of the workplace health promotion and
to analyse secondary research and reports on the companies’ activities connected with implementation of this strategy
by Polish organizations.

2. Health and work - workplace health promotion
According to Gniazdowski (1997, p. 64), workplace health promotion is the actions taken against employees in the
workplace. Their aim is to strengthen and develop employees’ health. These actions seek to transformation of
employees’ lifestyles - promotion of health behaviors.
The actions taken by organizations to increase and maintain a high work ability index have to take into account
initiatives to protect and promote health of employees. These tasks initiative should not be limited only to actions
aimed at preventing bad health condition (including preventing: work-related diseases, accidents, injuries,
occupational diseases and stress), but it should cover initiatives for the widely understood care of mental and physical
health of all employees (including the promotion of a healthy lifestyle).
Therefore, bearing in mind that good health condition consists:
- physical health (organic food, diet, nutrition, exercise, elimination of drugs),
- mental health (relax, cope with stress, a sense of satisfaction with life),
- social health (leisure time, relationships) (USP Zdrowie 2013),
employers should take action to protect the health of its employees in every dimension.
It is emphasized that the state of health of employees is directly reflected in the financial results of the company.
Employees who have health problems are more likely to use sick leave. Moreover, they tend to be less focused and
less productive. This is due to the phenomenon of presenteeism. When employees are overworked, sleepy, they have
problems with balance between work and private life, health problems, etc. - then their productivity and job
satisfaction significantly falls. It is also connected with communication problems, conflict with others and decrease in
concentration - and thus also decrease of safety. It is estimated that presenteeism results the lower worker productivity
by as much as 40 percent (Dyraga 2015, p. 45).
On the other hand, it was noticed that happy, healthy and balanced employee: has about 16 percent higher labor
productivity, shows about 32 percent higher commitment to work, feels about 46 percent greater job satisfaction, has
lower susceptibility to burnout (Spreitzer &Porath, 2012; Dyraga, 2014, p. 3). Healthier employees have a better
attitude to work (Namysł, Kazenas & Bugajska 2012, p. 10).
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Furthermore, research conducted by Makowiec-Dąbrowska et al. (2008) has shown that there is a correlation
between the ability to work, health and healthy lifestyles of employees. In addition, the study also confirmed that
lowering agents subjectively perceived ability to work are, inter alia, stressors, workplace ergonomics and the wellbeing of employees. It was noticed that interventions, which aim to maintain or improve the ability to work, should be
directed primarily at employees - their physical and mental health. The study has shown that the action promoting
health behaviours will be the most effective.
In this connection, workplace health promotion and improving health of employees are significant for the
contemporary organization. Also in the context of information that:
- It is indicated that employees’ health depends, to a large extent, on their lifestyle (including activities
undertaken outside of work). Currently, the average citizen in developed countries suffers and dies mainly for these
diseases and ailments that are caused by improper lifestyle (eg. poor nutrition, low physical activity, excessive stress,
alcohol, smoking etc.). (Korzeniowska 2012, p.164).
- Moreover, our society is aging. In the future, the percentage of elderly employees will increase. In this
context it is worth noting that our ability to work decreases with ages. In fact, currently, „substantial numbers of
Europeans do not feel confident about being able to remain in their current job until the age of 60” (Eurofound 2010).
However, what is important, taking health-related activities at an early stage of life, we can keep it at an appropriate
level for many years. (Makowiec- Dąbrowska et al. 2008, p. 23; Malińska, Namysł & Hild-Ciupińska 2012, p. 19).
- An overview of good practices (connected with workplace health promotion) and their results, indicated that
taking action in the field of health promotion and corporate wellness contributes: to increase productivity and reduce
worker absenteeism, to lower health care costs, to decrease the number of accidents and damages, to increase interest
in the company by potential employees, increase employee morale, improve their mutual relations etc. (Malińska,
Namysł & Hild-Ciupińska 2012, p. 18; LUX MED 2015).
- The findings of research (LUX MED 2015) indicate that the Polish employees feel the need to engage in
initiatives to promote health and corporate wellness. Moreover, over 40% of Polish employees expressed the opinion
that in the future they will be looking for work only in companies who are concerned about the health of their
employees. Workplace health promotion could be also good way of employer branding.
These facts cause that taking action to promote active, healthy lifestyle and, of course, create good condition to
work (also in mental and social area) is very important in contemporary circumstances.
An important issue it is: do Polish organizations understand these needs? And what actions, connected with
workplace health promotion are taken by Polish organization.

3. Health promotion in the workplace – Polish example
The results of research conducted in the framework of the sixth edition of the International survey on workplace
health promotion and quality of the work environment (Buck Consultants & Xerox Corporations 2014), which was
attended by 60 Polish companies in 2014 indicate that: only 15% of Polish respondents have a strategy of workplace
health promotion and wellness, but only 3% of them declare that they fully implement this strategy in practice, 10%
indicate that partially implements the strategy, and 2% did not implement it in practice. 85% of surveyed companies
do not have any health promotion strategies, but 43% say that in spite of taking action and initiatives to promote health
in practice. Meanwhile, 34% of surveyed companies do not take any initiatives and do not plan to do it in the future.
It is important that studied companies from Poland recognize the importance of workplace health promotion. As a
major advantage, most of them indicate: improving commitment and morale of employees, improving employee
productivity and reducing unproductive presence in the workplace and promoting the image, brand of company. These
responses indicate that Polish companies are aware of the benefits of corporate wellness programs and they do not see
them as only economic benefits, but also organizational, social and image profits.
An important issue it is also: what activities are undertaken by the Polish company in the area of workplace health
promotion? The vast majority of them (83%) mainly provides employee perks, 28% declared that they care about
safety at work. Significantly fewer respondents indicated that it is taking action to promote physical activity (14%),
promotion of preventive health (7%), healthy diet (17%), coaching a healthy lifestyle (14%), mental health (14%) and
the balance life - work (17%). Meanwhile, the same research showed that "the basic health risks in Poland include the
low level of physical activity, stress and inadequate nutrition. This leads to obesity and other health problems. Among
the negative factors, which significantly reduce the effectiveness of the work, there are mentioned: the lack of worklife balance and depression. (Buck Consultants & Xerox Corporations 2014). In this context, the activities of Polish
companies seem mismatched.
This mismatch may result from the lack of thought-out strategy, preceded by a thorough analysis of the current
status and expectations of employees. As indicated by the results of other studies Polish employers rarely conduct
research about needs and expectations of employees. (Korzeniowska 2012, p.175; Juszczyk et al. 2012). This is not
good news, because it is difficult make conscious, accurate, and appropriate action on health promotion if companies
do not have knowledge about the needs and expectations of employees. In this situation there is the likelihood that
organizations will incur costs for an action, which not many people will benefit from. It should be borne in mind that
employees may have different needs and expectations. Their specific needs may be dependent on the current condition
of health, state of knowledge, awareness, education, age, or gender. For example:
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- Makowiec-Dąbrowska et al. (2008) in their study indicated that some other factors affect (connected with
health and healthy lifestyle) the maintenance of the ability to work of women and men. As a consequence, the
different action should be dedicated to men and women. For men, the actions should be compliance with the
reasonable diet, increase in non-professional physical activity and reduction of consumption alcohol. In the case of
women activities aimed at increasing physical fitness, which should improve their subjective evaluation of the
possibilities of overcoming physical exertion at work would be advisable.
- Research conducted by Korzeniowska and Puchalski (2012, pp. 56-71) showed that the employees’ needs
and expectations towards the health promotion depends on their education. People with lower education have a lower
awareness of their own health. They exhibit less responsibility for their own health, they have a lack of knowledge,
perseverance, time and money to take measures to promote health. In this case, the workplace health promotion action
for them should be connected with support consisting educating, creating the material conditions and organization to
help improve the health condition. (eg. free medical care, vaccinations, treatments, massages, company canteen
serving healthy food, fitness in the workplace, the ability to perform exercises under the guidance of an expert, free
courses and training conducted during working hours etc.). In this group, it is also important education about harmful
effects of smoking and alcohol consumption. Better-educated employees emphasized that employers should take steps
to promote healthy eating (52% of responses), provide access to free preventive examinations (43%), support
employees in the process of quitting smoking (39%), promote physical activity (27%) and provide tips on how to fight
stress (26%).
- The needs and expectations of employees of different ages could be various - it is connected, inter alia, with
different health condition, different ability to work.
The conclusion is that employees’ expectations and needs are different. This fact should be taken into account
during the creating of the workplace health promotion strategy. For this purpose, employers should carry out study
about individual expectations and needs of employees.
Moreover, it is also important to taking action matched to specifics organization (like ergonomic workplace,
facilitating work in organization). It is possible in every company (even small and medium size - not only big
corporation). It is important to taking the overall complex actions, including making small activities and educational
initiatives.

4. Conclusions
Summarize, it should be emphasized that action connected with workplace health promotion and corporate wellness
are appreciated by both employees and employers. These actions bring many benefits - both economic and social (in
this context, they refer to the concept of corporate social responsibility). Nowadays, due to the phenomenon of an
aging population, increasing work intensity, fast paced lifestyle, and - on the one hand increasing awareness and
requirements of some employees, but on the other hand still low awareness of impact on personal health among of
some group of employees - the activities in the field of corporate wellness will acquire more and more importance.
However, it is worth noting that the effectiveness of workplace health promotion depends on their adapting to the real
needs and expectations of employees. Creating a strategies to promote health should be preceded by a thorough
examination among employees. Undoubtedly, the activities in the field of corporate wellness should be implemented
by organizations. In the context of the cited studies, it seems that the Polish companies have still many challenges in
planning and implementation of this type of action. Some of these challenges relate to research opinions and
expectations of employees, building a thought-out worplace health promotion strategy and making the evaluation of
actions connected with implementation of these strategies.
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Summary: The article presents the issue concerning the development of human potential of organizations, with
particular focus on the notion of improvement and development of managerial competences. The authors explain in it
the idea of competences in the definitional grasp and indicate sources of managerial competences improvement in
enterprises. The role of enterprises in this process has been determined in the paper. It has been stressed in it that
competences, which can be defined as managerial ones, are developed from very early years, in the course of lifelong
education. A very important role in this process plays higher education. The empirical part of the paper includes an
analysis of teaching methods applied in higher education in the context of managerial competences development. The
authors have also analyzed methods applied in formal, informal and non-formal education. The analyses presented in
the paper are based on experiences of Polish universities.
Keywords: competences, competence improvement and development, teaching methods

1. Introduction
In the management theory and practice more and more attention is paid to human resources, soft competencies of
employees in particular. This phenomenon is connected with the issues such as: staff improvement, staff trainings and
development. The terms: trainings, development and improvement of employees are often replaced with the term
"organization's human potential development". Development of human potential of organizations is an element of the
HR system, the aim of which is to supplement the knowledge and improve skills and qualifications useful while
performing professional occupation. This also contributes to: widening the cognitive horizons of employees,
developing innovativeness and entrepreneurship. Managerial staff development is of key importance. Without a
properly directed development of managerial staff competence it is not possible to manage enterprises in an efficient
way. Competences, which can be defined as managerial ones, are developed from a very early age, in the course of
lifelong education. A very important role in this process plays higher education. Requirements of the labour market
that graduates have to meet constitute a serious challenge for higher education institutions. The most important task of
contemporary universities is to prepare students, among others, to take responsibility for their own development,
making decisions on professional career, developing creative thinking and activities, developing communication skills
and shaping entrepreneurial attitudes. Such a situation leads to changes in educational processes, including application
of new, more efficient methods of teaching.
The basic goal of the article is to analyze the teaching methods applied at higher education institutions, in formal,
informal and non-formal education, in the context of developing and improving basic managerial competences. The
analyses presented in the paper are based on experiences of Polish universities.
2. Competences – the definitional grasp
In the domain literature one can easily find various definitions, which explain the concept of competences and their
importance to organizations. For instance, according to R.E. Boyatzis "competence in the scope of performed work is
a set of a given person's qualities that consist of characteristic for this person elements, such as motivation, personality
traits, skills, self-evaluation connected with functioning within a group and knowledge that the person has acquired
and uses" (1982). On the other hand C.J. Constable defines competences as "the ability to make use of knowledge,
experience and skills in order to efficiently perform managerial roles" (1998). On the basis of the conducted analyses
of the notion of competences, the following tendencies can be distinguished:
 the notion of competences is most frequently defined as combination of knowledge, experience and skills of
employees accompanied by mental abilities and adopted attitudes, which are aimed at efficient pursuit of
company goals;
 more and more authors indicate that defining competences as knowledge, skills and abilities is not satisfactory as
it is a too narrow approach to this issue. Apart from these elements there are also other important ones, among
others, such as: shared values (e.g. honesty, loyalty), styles of operation (e.g. perfectionism), ambitions (e.g. selfmotivation, self-improvement), personality traits (e.g. empathy). A wide contemporary understanding of
competences makes them closer to the notion of human capital;
 competencies are understood as all predispositions that make it possible to carry out professional duties at the
proper level..
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With reference to the conducted analysis of defining the term competences in the literature on the subject, the
authors are in favour of the wide understanding of this notion and they propose the following definition of this term:
all qualities possessed by employees, which used skillfully contribute to efficient and effective pursuit of
company goals.
3. Improving managerial competences in enterprises
Improving managerial competences is a process of developing the possessed or acquiring new, expected by
superiors qualifications, skills, attitudes, knowledge and experiences. Effects of this process should be reflected in the
level of performed professional duties (McCauley, Velsor, 2004).
Competences can be acquired and improved with the use of different methods. There are three most frequently
indicated basic sources of improving managerial competences (Kiełtyka, Jędrzejczyk, 2010):
 experiences acquired in the course of work,
 information and guidelines acquired from other members of the organization,
 continuous methods of improvement (higher studies, post-graduate courses, MBA courses, managerial trainings,
workshops and coaching).
This process should be supported by the enterprise. The most frequently applied methods of competence
improvement that enterprises can actively participate in include (Jędrzejczyk, 2013):
 provisions, procedures and regulations;
 learning at the workplace;
 exchanging experiences with other co-workers;
 coaching or mentoring;
 short courses;
 comprehensive forms of improvement (trainings, workshops, coaching);
 domain literature, bulletins and specialist magazines.
4. Teaching methods applied at universities in the context of managerial competencies improvement - Polish
experiences
4.1 Characteristics of teaching methods applied in formal education
Formal education at Polish universities is a formalized institutional form implemented according to programmes
that allow to acquire qualifications recognized by legal system, as well as on the labour market. Diversified teaching
methods are applied in formal education processes, which make it easier to acquire knowledge and particular skills
and their use in professional practice. Application of various methods of practical education in the process of
education makes it possible for students to evaluate the usefulness of presented teaching content and developed
competencies in "professional life", also increasing and following "a professional career path".
The portfolio of teaching methods in formal education includes: problem-based methods, activating methods,
expository methods, programme methods and practical methods. In the group of problem-based methods the
following ones are used: brainstorming, observation, panel discussion, problem-based lectures, metaplans, managerial
trainings, business stories and case studies. The selection of these methods is justified. They develop the ability to
think creatively - this concerns in particular brainstorming and panel discussions. Problem-based methods provide a
possibility to present problem situations to students (e.g. a problem-based lecture), as well as organize the cognitive
process (e.g. through observation, case study, presenting "good practices", business stories, managerial training).
The group of activating methods applied in formal education in Poland includes: case study, group work, staging,
managerial training and business stories. The dimension of activating methods in formal education is also of vital
importance as it makes active participation of students in formalized didactic classes more dynamic, limiting at the
same time the role of the lecturer to the one of a moderator, consultant as well as a reviewer and critic. Activating
methods applied in Polish practical education system make it possible to verify the level of knowledge acquired by
students and determined by domain their skills and attitudes.
There are also expository methods included in the portfolio of teaching methods applied in formal education, which
include: demonstration, psychodrama, managerial training, business stories and didactic simulations. These methods
make it possible to reflect the business reality and perspective professional practice, concentrating listeners on
exposing or simulating determined values and behaviours.
Presently, it is a common practice to apply in formal education processes differentiated programme methods, which
are not limited exclusively to the use of a coursebook or computer. E-learning tools are widely used at Polish
universities. They are often created in MOODLE environment. The use of mobile applications in Polish system of
formal education is at the initial stage. Basically, programme methods provide students with efficient, frequently
unlimited in time and space, access to educational content.
4.2 Characteristics of teaching methods applied in non-formal education
Non-formal education at Polish universities is a formalized institutional form, similarly to formal education.
However, it is implemented outside the programmes that provide students with a possibility to acquire qualifications
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recognized by the legal system. The portfolio of practical education methods applied in non-formal education is
similar to the one of methods used in formal education. The methods also applied in non-formal education include
problem-based methods, activating methods, expository methods, programme methods and practical methods. The
group of problem-based methods includes methods distinguished in formal education, excluding observations and
metaplans. The group of activating methods includes methods distinguished in formal education apart from staging.
The group of expository methods includes methods distinguished in formal education apart from psychodrama. The
group of programme methods consists of methods distinguished in formal education, but without "the use of
coursebook" and "the use of mobile applications". The methods which is often used in non-formal education, similarly
to formal education, is groupwork.
There are two basic forms of teaching applied in non-formal education processes: trainings and courses. The set of
practical education methods used during trainings is also the same as the set of methods used during courses. Both
forms of education frequently make the use of: brainstorming, panel discussions, problem-based lectures, case studies,
business stories, demonstrations, computers and e-learning tools. Trainings also include managerial trainings and
simulation games. Some of the trainings and courses are conducted in the form of webinars.
4.3 Characteristics of teaching methods applied in informal education
Informal education is understood as a way of learning, which functions outside the formal learning system. Usually
it is of non-institutional nature, sometimes non-system nature. Informal education is dominated by non-formalized,
horizontal relationships among the learners. Informal education is supposed to be a free choice domain, not a
compulsory domain as it is the case with traditional educational systems.
Methods applied in informal education, similarly to formal and non-formal education, include problem-based ones,
activating ones, expository ones, programme ones and practical ones. The portfolio of teaching methods in informal
education is substantially limited compared to the portfolio of other teaching methods, except for practical methods. In
the group of practical methods the following ones are used: brainstorming, observation, panel discussions, problembased lectures, business stories and case studies. The methods which are not used comprise: metaplans, organizational
drama or managerial trainings. Generally, organizational drama and managerial trainings are not applied in all
distinguished groups of methods. Methods used in the group of activating methods include business stories and case
studies. The ones which are not applied include staging or six thinking hats by Edward de Bono. The group of
expository methods makes the use of business stories and demonstrations, but it does not use psychodramas or didactic
simulation games. In the programme methods group all distinguished in this group teaching methods are applied.
The following basic practical methods/forms are applied in informal education processes: scientific groups, student
organizations, lectures of representatives of the world of science, politics and business; projects such as: girls to
Technical Universities, job fairs; conferences, symposia and optional trips.

5. Conclusion
An important role in process of professional competences shaping plays lifelong education. With reference to
managerial competences a particularly important is the role of higher education. The most important goals, which
should be presently achieved by higher education institutions, in the context of managerial competences shaping
include:







developing, creating and promoting entrepreneurship,
developing, creating and promoting creativity,
developing and creating the ability to cooperate within a team,
developing and creating communication skills,
combining theoretical knowledge acquired in the course of university studies with practical knowledge,
providing comprehensive assistance in the scope of shaping skills required while searching for a job and effective
functioning on the labour market,
 assistance in defining career paths of students and graduates, determining job predispositions,
 inspiring active participation of academic circles in social life,
 inspiring ethical behaviours in management.
The basic goal of applied forms and methods of teaching is to provide students with the largest possible amount of
practical knowledge and good examples, as the moment they graduate from a university they are equipped with
tremendous theoretical knowledge, but they have to acquire practical knowledge on their own. Their important role is
also to overcome the barriers that students have in their minds on shaping the skills required in professional career
through building stable partnerships with local world of business, science and culture.
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Summary: Sharing knowledge can be qualified as a manifestation of productive organizational behavior because it
affects the development of each individual employee and as a consequence development of the entire organization.
Stimulating the knowledge sharing behavior can therefore be considered as an element of competitive advantage of the
organization. Because knowledge, according to the theory of personalization, is strongly linked to the man who
possess it, interprets and gives it a context, stimulating knowledge sharing behavior faces many psychological, social,
but also organizational barriers. The aim of the article is to analyze the aspects that determine the occurrence of
specified knowledge sharing behavior within the organization on the literature review.
Keywords: knowledge, creativity, sharing knowledge, learning organization.

1. Introduction
The issue of knowledge management is closely linked to the operation, productivity, creativity and innovation.
Knowledge owned by the organization and its members is the very heart of the organization. It is a potential that can
be exploited and used for building a competitive advantage, provided it is diagnosed, located, developed, and will be
multiplied by its permanent exchange. At each of these stages there are psychological, social and organizational
problems which determine their effectiveness.
The main issues currently implemented by theorists and practitioners in the field of knowledge management are the
acquisition, growth and utilization of existing knowledge or information. The area is fairly well explored by
management science. There are, however, noticeable research deficits in the field of new organizational knowledge
creation. This is because the problem affects the area of psychology and management, sociology, or even
organizational anthropology. In addition, an important issue seems to be the formulation of definition and
understanding of the term „knowledge”, which imposes a specific context analysis and solutions on the basis of
management practices. Although in the literature there are opinions in the light of which the problem is not seen in the
knowledge in itself, no matter how defined, but rather its application in practice (Wawrzyniak 2001, p. 25).
Knowledge management seems to have much in common with the philosophy of management in general (Nonaka,
Takeuchi, 2000, pp. 215-216), the importance of social, human and intellectual capital and the position of man in the
organization as such. The aim of this study is the analysis of selected social, psychological and organizational aspects
determining the increase of the frequency of knowledge sharing and creative behavior.

2. Knowledge as an ingredient of a learning organization
Today's organizations need to meet the challenges of the turbulent environment not only through passive
adaptation, but also through active cooperation. It should change in order to evaluate together with knowledge flow.
Therefore, the organization must not only process knowledge effectively, but also generate it. What appears here, is
the concept of a learning organization. This idea draws increasingly larger circles among the theorists and practitioners
of management. However, it seems that the analysis of this issue does not include the fact, that "organizations learn
only through individuals" (Senge, 2006, p. 163). P.M. Senge (2006, p. 163) points out, that acquisition of knowledge
by personnel and the process of learning, do not guarantee that the whole organization will learn, but without learning
of individuals, no organization can do it. Learning organization is defined as an organization that constantly expands
its possibilities to create their own future (Mikula, Stefaniuk, 2013, p. 110). Adaptation of new knowledge must be
linked to learning to find new solutions, or learning expanding creative opportunities.
Same knowledge can also be understood in many ways. Usually, knowledge and information are often seen as one
or even treated as interchangeable conceptual categories. In modern organizations, knowledge is defined as the
accumulation of basic knowledge, technical and social skills (Szczepańska, 2004, p. 37). Knowledge is therefore a
combination of parts acquired in the process of learning and socialization e.g. in the family, the nearest environment,
workplace, but also through various information networks which offer general knowledge. It has been mentioned in
literature, that knowledge means stored (accumulated) and appropriately structured information (Jablonski, 2009, p.
16), knowledge is therefore a state in which information may be (Dziuba, 2000, p. 45). With this approach, the
distinction between knowledge and information becomes blurry (Wang, Noe, 2010), and the only distinctive element
is the fact that the transformation of information into knowledge takes place in the minds of people through a process
of judgment, that is, identification, analysis and interpretation (Jablonski, 2009, p. 16).
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It should be emphasized, however, that terms such as data, information and knowledge should be differentiated
(Probst, Raub, Romhardt, 2002, p. 27). In such a way, individual characters compiled in accordance with the rules
specified form data. And the data interpreted in the specific context provide information. While, information, which is
applied to a structure, can be used in a certain area of activity, obtaining the name of knowledge. Knowledge is
therefore dynamic and open when information is closed and static (Jablonski, 2009, p. 16). This approach embodies
the human ability to interpret information by providing it with meaning and positioning it in a specific context
(Dziuba, 2000, p.45). Therefore, knowledge is inseparable from people, as they give it a driving force and decide
about its implementability. Thus understood, the knowledge goes beyond the limits of technical expertise or cognition.
Knowledge becomes all the means used to function in a particular human reality, including the organizational one.
So, speaking of a learning organization, not only the organization itself, but also its members one must go beyond
the passive attitude and become active in application of knowledge and creativity (Gonen et al. 2009). However,
people do not acquire knowledge in a passive way. They interpret it and adapt to their own situation and prospects
(Nonaka, Takeuchi, 2000, p. 33). These processes are conditioned not only with their personalities, social skills and
emotional competencies, substantial preparation and activity networks (Rolland, Kaminska‐Labbé, 2008), as well as
the organizational climate. The specific role is played by the social environment understood as relationships in the
workplace (Robak, 2012; Robak, Słocińska, 2012). It can significantly support the exchange of knowledge between
the employees understood as a manifestation of citizienship behavior (Kondalkar, 2007, p.3; Organ, 1988; Hooi, 2015)
which is a non-standard one, where workers take action beyond their defined positions and roles, stimulating their
creativity and innovation (Drewery, 2003).

3. Creation or knowledge?
The growing importance of knowledge as a category that allows organizations to build competitive advantage is
reflected in the concept of knowledge management. Although it is most often analyzed as a form of the knowledge
transfer concentration between organizations in licensed manner or methods focused on collecting and processing
information and data. In the literature, however, one can also find a definition where creativity becomes much more
important than the knowledge itself. N. Wiszniakowa-Zelinskiy (2014, p.80) explains such a thesis, claiming first, that
knowledge comes from creativity, secondly, that knowledge is becoming increasingly common and increasingly easily
obtained and thirdly, due to the rapid transformation of civilization, knowledge becomes outdated much more fast than
it happened in the past. It becomes then an unreasonable burden (although here one can think whether this author
identified knowledge with information, or not) and the residual data. While the creativity of being a driving force of
civilization, is still valuable and desirable. Its high cost is associated with a lot of intellectual and material effort and
the fact that is strongly linked to experimentation and making mistakes.
It is therefore necessary to ask whether organizations should focus on increasing knowledge of workers understood
as a resource being at the disposal of the organization, or focus on nurturing the creative individuality of employees
resulting from the creative potential of an adult human being (Rechov, Te’eni, 2009).
Creativity in personal terms are determined on the basis of characteristics such as (Wiszniakowa-Zelinskiy, 2014,
p.85): creative thinking, curiosity, genuineness, imagination, intuition, emotions, empathy, sense of humor and
creative approach to one's profession. Creativity as an attitude means the involvement of employees in the
implementation of the process of creating new original organizational solutions different from the previous ones
(Barańska - Fisher, 2010, p. 86). Creativity is basically something natural to people and we are all creative in some
way, although manifested to various extents and with various commitment and intensity. Why, then, at the
organizational level, it seems to be such a big challenge to stimulate creative behavior. There are many factors
determining this situation. The first is, of course, personality. Some of us tend to be more creative in thinking and
action than others. However, there is a wide range of trainings, seminars, workshops, and even therapies that stimulate
creativity, so this is a feature that may be subject to education. Creativity in action is also clearly associated with a
higher risk tolerance and tendency to experiment and constructively analyze the errors. Second, creativity is associated
with a certain unconventionality of behaviors and attitudes that may interfere with routine organizational procedures.
Therefore, the organization must be prepared to create suitable conditions for such activities (Brilman, 2002, pp.171172; Probst, Raub, Romhardt, 2002, p. 149-150, Cichobłaziński, 2014, p. 53).

4. Knowledge sharing behavior
The exchange of knowledge between employees can be analyzed in two planes. The first one concerns learning and
performing knowledge held by employees and encoding it in a way that allows it to be re-used by other members of
the organization. The second dimension is to focus on the same processes, the exchange of knowledge, with the aims
(and the results) of a mutual stimulating creativity, opening new possibilities for the use of knowledge, namely the
creation of new knowledge, which is manifested also by the ability to dispute and to seek compromise. Both of these
dimensions are important in exchange of knowledge and not just occur simultaneously, but in an interactive manner
(Lin, 2008). A major problem observed in the processes of sharing knowledge is tacit knowledge processing
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(unnamed, often unaware) to the explicit knowledge (often of a formal nature) available to other employees
(Kowalczyk, Nogalski 2007, p. 22; Fic 2008, p. 23)
Within each process of sharing and internalization of the knowledge, we have to deal with the creation. It happens,
because new knowledge meets the existing one and it is processed on the basis of the employee's experience, which in
addition can give it a new context and new meaning.

5. Conclusion
The paradox of knowledge management is based on the fact that managers deal with knowledge management
within the organizational practice (in one way or another). The problem lies in the fact that decisions on stimulating
behavior in the field of knowledge sharing, are based more on their intuition than methodical approach. In this area, as
in other aspects of soft management it is difficult to draw the clear, simple rules reliable in any business environment.
Unfortunately, the expectations of practitioners, managers towards the exchange of knowledge lead to excessive
concentration on technological novelties and equating them with the processes of information management.
Furthermore, the knowledge expressed in numbers and words is just a tip of the iceberg. The most important is the
tacit knowledge, difficult to notice and verbalize. It is an individual knowledge, hard to formalize and relying on a
subjective experience, intuition and hunches. This is a result of individual action and it is deeply hidden in individual
ideals, values and emotions. Nonaka and Takeuchi (2000, p. 13) found that knowledge management is like a football
match. The ball does not move in specific or orderly manner. This movement is the result of the game team members
activities. It is determined by the place, the direct experience of the players, their attempts and errors incurred. It also
requires painstaking and intensive interaction between team members. In this context, the research focused on
diagnosis of factors shaping employees’ creativity and sharing knowledge behaviour frequency seems to have
significant cognitive and applicative meaning.
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Summary: In the Polish legal system acts the principle of freedom of contract which also includes selection of the
entity with which we want to include a commitment. A special type of contracts are contracts concluded after a
procedure of public procurement. Freedom of contract is on the grounds of public procurement significantly reduced.
To the fullest extent it relates to the same contracting authority will conclude an agreement and to identify the object.
Both the legislation and case law clearly indicate that a contracting authority shall draw up a description of the order
and is its exclusive right. In the public procurement does not apply freedom of contract in choosing the party with
whom we would like to sign a contract. In this case, the contracting authority is limited to the contractor who has
submitted the best offer.
Keywords: public procurement, contract offer

1. Admission
In the Polish legal system the principle of freedom of contract which also includes the choice of the entity from
which we want to include a commitment. A special type of contracts are contracts concluded after a procedure of
public procurement.
The issue of public procurement in practice raises a lot of controversy. One of them concerns the "compulsion" to
conclude a contract with an entity that has submitted the most advantageous within the meaning of law, the offer.
This article attempts to answer the question of whether the rules of public procurement law limiting side in the
choice of contractor. The article is theoretical in nature and is based on secondary sources analysis of the literature and
case law, the state of law on 31.03.2016.

2. The concept of a public contract
The definition of statutory public procurement article 2 point 13 of the Act of 29 January 2004. Public Procurement
Law (Dz. U. of 2013. Pos. 907 of poses. Var.), according to which it is a chargeable contract concluded between the
contracting authority and a contractor, the subject of which are services, supplies or building works. Public
procurement must be paid for, since the system was created public procedures for the proper spending of public funds.
Public funds, under the regulation of art. 5 of the Act of 27 August 2009. Public Finance
(i.e., Dz. U. of 2013. Pos. 885, as amended. Var.) are:
1. public revenue;
2. funds from the budget of the European Union and non-returnable funds from the aid granted by the Member
States of the European Free Trade Association (EFTA);
3. funds from foreign sources, non-returnable, other than those mentioned in point 2;
4. revenue of the state budget and budgets of local government units and other public sector entities from:
a) the sale of securities,
b) the privatization of treasury assets and assets of local government units,
c) the repayment of loans and credits granted from public funds,
d) of the received loans and credits,
e) other financial operations;
5. income of public sector entities from their activities and from other sources.
As thus results from the statutory definition, a public contract is a contract. That came to its conclusion must apply
the rules provided for in the Public Procurement Law. Public procurement should therefore not be equated with the
activities on public procurement. There is whole range of activities carried out in accordance with the provisions of the
Public Procurement Law (PPL) in order to select the most advantageous offer. Proceedings to the public procurement
needs to end up being the best choice, in the meaning of the provisions, which offer direct result of regulation art.91
PPL. The provision of Article. 2 points. 65 PPL indicates that the most advantageous offer should be considered "the
offer, which represents the best balance of price and other criteria relating to the object of the contract or the offer with
the lowest price, and in the case of public contracts in the field of creative and scientific, that the subject can not be top
describe clearly and exhaustively - an offer that represents the best balance of price and other criteria relating to the
object of the contract. "
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Conclusion of an agreement with a violation of the Public Procurement Law may result in its cancellation.
President of the Office may apply to the court for the annulment of the contract in the case of making the ordering act
or omission perform activities in violation of the law, which has or could have an impact on the outcome of the
proceedings (Article 146 section 6 of the PPL). The rules also indicate cases, when the contract is void. This is the
case of unlawful procurement behavior of the customer. According to the art. 146 paragraph. 1 of the PPA agreement
is subject to cancellation if the contracting authority:
1. violation of the law applied the negotiated procedure without publication or single-source procurement;
2. has not entered a contract notice in the Public Procurement Bulletin or did not provide the contract notice Office
for Official Publications of the European Communities;
3. entered into an agreement contrary to the provisions of Article. 94 paragraph. 1 or art. 183 paragraph. 1, if this
prevented the National Board of Appeal for consideration of the appeal before the conclusion of the contract;
4. prevented submission of indicative tenders to contractors so far not authorized to participate in the dynamic
purchasing system or prevented contractors admitted to a dynamic purchasing system, the submission of tenders in the
contract award procedure conducted in the framework of this system;
5. awarded a contract under the framework contract before the deadline specified in Article. 94 paragraph. 1, if
there has been a violation of Article. 101 paragraph. 1 point 2;
6. violation of the law applied mode of price inquiry.

3. Freedom of contract
In the Polish legal system the principle of freedom of contract defined in Art.3531 Civil Code. This article indicates
that the contracting parties may lay the legal relationship at its discretion, as long as its content or purpose is not
opposed to the properties (nature) ratio, the law or principles of social coexistence. Freedom of contract is not
equivalent to complete freedom to shape by hand, connecting them legal relationship. It is limited nature of the legal
relationship, the law and the principles of social coexistence. The nature law relation- properties of commitment-a
theory variously defined. "By the nature of the legal relationship is meant, as the contract is expressed and how it
allows for the interests of each party, and because they tend to be often contradictory, of the Civil Code is for the
reconciliation of the parties' intention expressed specific- between them- trade agreement "(Jacyszyn and others. 2001,
s.308). "The statements of the representatives of the doctrine that they can be understood in two ways. Firstly, more
broadly, as a directive to comply with certain essential constituent contractual relationship, that is those of its
component parts, the existence of which determines the essence of the created node law. About this directive must
apply either directly from the nature of contractual relations in general, or the nature of belonging to the nature of the
relationship. Secondly, more narrowly, as a directive to comply with certain specific, explicit normative components
of particular types named contractual relations which disregard or modify cause substantial distortion of the legislative
pattern against liability arising from a particular type of contract "(Bieniek and others, 1997, p.15 ). The main role in
the definition of the legal relationship will be wish of parties which made a deal . The nature of contractual relations
also shows that contrary to the commitments property would be content, granting only one party the right to any
changes in the way of performing the contract. This adjustment contractual would destroy principle of equality of
parties contractual relationship. The parties may not also be included in the framework of freedom of contract of
agreement about the content is contrary to the provisions of ius cogens (mandatory) or the rules of social coexistence.
This limitation stems not only from Art.3531 Civil Code, but the general principle referred to in Article. 5 of the Civil
Code, according to which can not make use of their rights, which would be contrary to the socio-economic purpose or
principles of social coexistence.
According to the Art. 139 public procurement law to contracts under the Act, the provisions of the Civil Code,
unless the law provides otherwise. As indicated public contract is a contract which should apply to it the principle of
freedom of contract. This agreement, however, is entered into by public entities, which as a result of its
implementation expend public funds.
Rules dispose of them defines Article 44 of the Law on public finance. "Public expenditure should be made:
1) in a purposeful and creative, with the principles of:
a) obtaining the best results with data inputs,
b) the optimal choice of methods and means to achieve its objectives;
2) timely execution of tasks;
3) the amount and terms resulting from the previously contracted obligations. "
Regulatory restrictions in the way public funds mean that it is impossible to these agreements, in effect, the
performance of which will be issued directly, apply the principle of freedom of contract. Limiting the freedom of
choice is subject to counterparty. Selected may be only the operator who submitted the best offer.

4. Terms of reference
The Contracting Authority awarding the contract to the public is obliged to apply the principle of freedom of
competition and can not choose a specific subject without the use of public procurement procedures. It can only
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specify requirements that the contractor has to fulfill. Indication of them allows to narrow the circle of performers
does not mean withdrawal from the principle of freedom of competition. As indicated by the The National Board of
Appeal ( KIO) in the judgment of 03.08.2009 ., is the contracting authority as a host of conduct defines the scope of
both objective and subjective, characterized by the goal pursued (KIO / UZP 951/09, LEX). This description should be
precise. As KIO said in its judgment of 23 June 2010 (ref. No. Act KIO / UZP 1100-1110), the contracting authority
shall include in the order specification complete information on all the factors affecting the formation of the
performers of their bids, and the performers are entitled to expect from the contracting authority to allow them to
obtain the Terms of Reference of all relevant information to construct the offer (www.ftp.uzp.gov.pl
/KIO/Wyroki/2010_1100.pdf).

5. Conclusion
Public procurement is a particular type of agreements. Due to the fact that public spending must be subjected to
special rigors. Although, as is clear from the provisions of the Public Procurement Law shall apply to the procurement
regulations of the Civil Code, it must be remembered that the PPA is a lex specialis in relation to him. So there is
impossible to use all regulations of Civil Code to public procurement because of their special nature. As is clear from
the foregoing considerations, freedom of contract is on the basis of public procurement significantly reduced. To the
full extent it relates to the very will of the customer agreement and determine the subject matter. Both the legislation
and case law clearly indicate that a contracting authority shall draw up a description of the subject and this is its
exclusive right. It is obvious that it can not be abused to restrict freedom of competition. The public procurement does
not apply, however, freedom of contract in the selection of an entity with which we want to enter into a contract. In
this case, the contracting authority is limited to the contractor who submitted the best offer.
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Summary: In the present paper, hitherto prevailing knowledge on the spiral aftereffect phenomenon, its
interpretations and application in personality diagnostics, is analyzed. The latest researches on this phenomenon
indicate its great significance in information processing, perception as well as in determining the psychophysical state
of individuals. Examining of managers working in industry in Sweden by means of spiral aftereffect is pointed out
here. Wider application of this phenomenon in mangers’ diagnostics is proposed.
Keywords: spiral aftereffect technique (SAT), diagnosis leadership styles

1. Introduction
In the age of development of sciences considering management exists the need not only to improve concepts and
ways of managing, but also necessity of being open to quest of more adequate methods of diagnosis of managers’
skills as well as measurement of their psychophysical condition. Even well educated and experienced manager is not
free from fluctuations of his/her condition, and therefore is a subject to changing in time his/her own immunity to
stress and personality predispositions. It is a very important issue since, as it is well know, the majority of problems in
management as well as in accurate decision-making are due to so called human factor. In other words, it is necessary
to improve managers’ diagnosis methods and to look for tools, that will be not only accurate and easy to conduct but
also it will be possible to use them times and times again without distortive influence of previous examinations.
The best tools that meet this requirements are those techniques which allows immediate diagnosis of
psychophysical parameters that is methods which steer clear of verbal layer. Contrary to them, the paper tests are quite
often sources of major mistakes and artifacts which deform received results.
One of the most interesting psychophysical parameters which was described back in ancient times by Aristotle is
visual consequential phenomena of movement. As it is know, movement is an integral part of perception and is closely
related to it. In diagnosis, by reaching to this phenomenon we are orientating towards the foundations of cognition and
elementary perceptual relations which exist between human being and external world. As it comes to phenomena
included in the scope of aftereffects, the best examined one is so called spiral aftereffect, which is the result of
observing the stimulus in movement (S. Anstis, F.A.J. Verstraten & G. Mather, G. 1998). This phenomenon is not
only related to perception, but also what is very important, to process of adaptation, which changes according to
psychophysical condition of examined individual.
In the present paper the use of spiral aftereffect technique (SAT) in diagnosis of managers’ personality by A.
Andersson, B. Dahlström & G. Ekvall (2002) form Lund University (Sweden) is discussed. By analyzing and
researching aforementioned phenomenon for many years, the authors develop theory of spiral aftereffect, which has its
roots in gestalt psychology. Issue examined by them concerns answer to the question to what extent the aftereffect
method enables diagnosis of managing and leadership styles as well as whether it enables distinction between
managers who are highly effective and those who have low effectiveness in managing. Another interesting question is
whether this method will be useful in prediction which manager will cope in difficult environment and stress
situations, and which will not. Moreover, in order to get to know better personalities of executives, it was considered
to what extent this phenomenon helps in defining the perceptual defense mechanism which is used by individual, and
therefore in predicting how he/she will react in different interpersonal situations.

2. Examining of Spiral After effect and Diagnosis of Leadership Style
The psychologist, who was dealing with personality and spiral aftereffect in regards to business and whose views
influenced development of human resources management was well known English researcher H. J. Eysenck.
Theoretical concept of personality and elaborated by this author test of extraversion and introversion based on clinical
observations of C. G. Jung and on the knowledge on characteristics of nervous system temperaments until recently
constituted the basis of work psychology. Nowadays, although we use other research techniques in diagnosis of
managers, they also come in form of paper tests, therefore they are burdened with drawbacks of this kind of
techniques. In order to overcome them and to implement accurate diagnosis of examined individuals we should reach
out to phenomenon, which would be the basis of verification of aforementioned researches of H. J. Eysenck, therefore
we should come back to spiral aftereffect.
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Spiral aftereffect as an illusion is created in visual cortex and is a manifestation of adaptive processes connected to
reaction to the direction of perceived motion. Cells that are responsible for motion perception being in the competitive
interaction with each other cause emergence of motion illusion in the opposite direction to the direction of observed
stimulus (see: H. B. Barlow & R. M. Hill 1963). This reaction emerges in different areas of cortex reflecting activity
of multiple levels of visual perception system. It is believed that this effect is not caused by neurons’ fatigue, but in
analogy to different types of reactions, it is a result of adaptation that is a kind of correction of perceptual errors and
optimization of coding.
Spiral aftereffect is relatively easy to measure. Examined person after completing given time of rotation spiral
observation can see its motion in opposite direction to the one that the stimulus actually was rotating to. This illusion
is experienced for a certain period of time which longitude is related to various factors. Replication of this
examination several times consecutively enables determination of the curve, which can be interpreted as a course of
perceptual adaptation process of given individual. According to its kind, that is whether it is descending (duration time
of the illusion in successive trials is getting shorter) or ascending we can distinguish several types of reaction.
Authors mentioned earlier, A. Andersson, B. Dahlström and G. Ekvall (2002) were examining the spiral aftereffect
in ten repeated trials. The aim was to determine in what way the adaptation is created, in other words, what is the
relation between perception and the real world, which was defined on basis of average duration time of last two trials.
Four levels of the relation were distinguished: LL (very low), L (low), M (medium), H (high level of the final
aftereffect’s duration time). LLS classification was assigned to very low duration time of aftereffect in all of the ten
trials. Decrease and fall aftereffect’s duration time (- or downward trend), gradual increase of aftereffect’s duration
time (+ or upward trend) and lack of clear trend (0 or trend zero).
Examination with use of spiral aftereffect and above mentioned way of its analysis enabled distinguishing in total
nine personality patterns: LLS, LL, L-, L+, H-, H+, M-, M+, M, which were presented by A. Andersson (1991).
Duration time of SAT aftereffect is determined by objective measurement as a result of multiple trials. From nine
personality patterns only H+ and LLS are “extremes”. The most balanced result in reference to the relation between
examined individual and the world is Mo type for the whole examination.
In order to differentiate the leadership styles G. Ekvall and J. Arvonen (1991, pp. 17-26) questionnaire was used. It
was answered by subordinates of given director. Evaluation of leadership style in reference to three types of behavior
was used, namely: concentration on employees, concentration on changes and concentration on tasks. The scale
includes 30 elements of behavior, ten for each dimension.
Employee who is describing director’s concentration on person is doing so by the following elements: respect for
subordinates as individuals, thoughtfulness, help offered to subordinates, creating conflict-free atmosphere, trust to
other people, flexibility, willingness to rethink his/her point of view, friendly attitude, support, openness, fairness,
allowing subordinates to decide.
Concentration on changes was related to answers given to issues as: my manager strives for growth, offers ideas on
new ways of operating, initiates new projects, takes fast decision when it is needed, encourages thinking in new ways,
likes discussing new ideas, is willing to take risk in his/her decisions, sees opportunities rather than problems,
expresses what he/she thinks.
Concentration on tasks was determined by the answers regarding the following manager’s behavior: whether he/she
makes plans carefully, gives clear directions, is demanding in evaluation of plans’ realization, defines and explains
clearly requirements for subordinates, creates order, operates according to rules and tasks, strictly controls and
monitors work, analyzes and thinks about taken decisions, sets clear goals, makes it clear who is responsible for what,
is coherent.
Answers were given in quadruple scale (rarely or never, sometimes, often, most of the time). The results were
calculated for each of the manager in each of the three leadership styles. Based on low and high results eight types of
managing were distinguished: the vague manager, the all-round manager, the bureaucrat, the idea-maker, the
entrepreneur, the administrator, the gardener and the buddy manager. Almost half of the examined managers (49%)
were classified either as vague managers (26%) or an all-around managers (23%). The second part of examined
subjects were more or less evenly distributed over the remaining managing styles.

3. Results
It turned out that the relation between personality style measured by spiral aftereffect and managing concentrated
on subordinates or managing concentrated on changes exists. The clear relation was noticed between managers with
low level of managing concentrated on changes and employees and spiral aftereffect result of type M- (average
duration time which decreased in consecutive trials). Managers with high level of operating concentrated on
employees and changes were characterized by medium and steady duration time of spiral aftereffect. Obtained results
point out the relation between managing style and personality diagnosed by spiral aftereffect. The most mature
leadership style characterized by high efficiency is the highly balanced personality style which obtains average
duration time of spiral aftereffect. Managers dependent on external or internal factors obtained long duration times in
spiral aftereffect technique with tendency for prolonging of this illusion in subsequent trials.
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Summarizing, conducted researches show not only the strong relation between managing style and personality
diagnosed by psychophysical indicator, that is by spiral aftereffect, but also the possibility of aftereffects’ use in
personnel management.

References
1.
2.

3.
4.
5.

Andersson, A. L., (1991). Perceptgenes och personlighet. Lund: Lund University Press.
Andersson, A., Dahlström, B., Ekvall, G., (2002). Leadership Style and Managerial Type as Related to
Working Climate, Gender and Personality in Terms of the Spiral Aftereffect Technique (SAT), Lund
Psychology Reports, Lund University, 3, nr 3.
Anstis, S., Verstraten, F. A. J., Mather, G. (1998). The Motion Aftereffect, Trends in Cognitive Sciences, vol.
2, no. 3, pp. 111-117.
Barlow, H. B., Hill, R. M., (1963). Evidence for a Physiological Explanation for Waterfall Phenomenon and
Figural Aftereffects, Nature 200, pp. 1345-1347.
Ekvall, G., Arvonen, J., (1991). Change-Centered Leadership: An Extension of the Two-Dimensional Model,
Scandinavian Journal of Management, 7, pp. 17-26.

133

THE STEPS OF THE ENTREPRENEURIAL PROCESS IN
PRACTICE: CASE STUDY
Beatrix HORÁNYI1, Réka TÖRŐ2
Szent István University, Gödöllő, Hungary
E-mail address: horanyi.beatrix@gtk.szie.hu
1,2

Summary: Due to their role in the economy, SMEs have increasingly been in the spotlight in recent decades. Their
percentage amongst all the operating enterprises is more than 99,9%, SMEs produce more than half of the GDP,
meanwhile almost 73% of the employees work in this sector. Family businesses cover the biggest part of these types
of enterprises both in Europe and in Hungary. They might be more efficient than other small enterprises, however,
they are to face some hindering factors which affect their competitiveness. Funding and operating an enterprise
constitute of several stages, from preparation and establishment to the operation and the possible future. In our
publication we present the main steps of the entrepreneurial process (preparation, starting, operation stages) by the
example of a Hungarian family business, SoReCa Ltd., which is acting in the catering industry. The paper describes
the entrepreneurial process of the company from the idea generating stage until present, when the company at the
prime stage according to the lifecycle model of Adizes, and it is focusing on the creative and innovative strategic
directions. The paper concludes that the examined company is on the right way, where planning, strategic thinking and
creativity is well-balanced by the managers.
Keywords: entrepreneurial process, SME sector, strategy, Hungary

1. Introduction
Small and medium enterprises play a significant role all over the world, in the past decades their importance is
grooving continuously in the European Union and in Hungary, too. The greatest share of Hungarian enterprises is
represented by small and medium enterprises. Their growing importance is actually due to the performance of large
enterprises, as large companies – because of cost saving purposes – outsourced their activities towards smaller
companies, and many of their suppliers are coming from the SME sector (KSH, 2014).
Since the outbreak of the economic crisis in 2008, the Hungarian SME sector has not been able to recover and the
performance of the sector still shows a declining trend. In employment aspects, the Hungarian SMEs play a more
significant role in Hungary than in the EU average, while their proportion in value added is lower than the EU average
(SBA, 2014). The share of family businesses in the sector is 70-80% in the EU average, while in Hungary their share
in employment is only 40-50% (Mandl, 2008). Based on these data, we shall state that the role of family businesses is
very important in the national economies. Family businesses may be more successful and competitive, because for the
owners and family members family business is not only a working place but also a life (Sebők, 2015).

2. Main stages of the entrepreneurial process
Establishing and operation of an enterprise includes different, well distinguishable steps or stages, where different
obligatory and optional tasks should be completed. The stages of the entrepreneurial process was adapted to the
Hungarian circumstances by Vecsenyi (2003).( Fig.1.)
Figure 1: General stages of the entrepreneurial process

Source: own construction based on Vecsenyi (2011)
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2.1. Preparation stage
The first stage of the entrepreneurial process is the stage of preparations, where the entrepreneurs shall check if the
three main driving forces of enterprises (business opportunity, entrepreneurial attitude and resources) are existing or
not (Vecsenyi, 2011). In this stage the most important step is the recognition of the opportunity, analysing the existing
resources (financial, infrastructural) and checking the entrepreneurs own commitment and skills.
2.2. Starting the enterprise
The second stage is starting the enterprise, when it is suggested to prepare the business plan of the enterprise to
evaluate the possible risks and unfavoured effects of operation, and it is a must if the entrepreneur would like to use
external financial sources. The business plan is also an important tool for the further strategic and operative planning
processes (Pálinkás, 2002). The second step is analysing the existing and needed financial and infrastructural
resources, (Stevenson, 1983; Vecsenyi, 2011). The third step is the legal procedure of establishing, where decisions
should be made on the official company name, location, legal form, the needed official permissions, recruiting
employees and to carry out the needed investments.
2.3. Operation
Third stage is about operation of the company, where organizational structure should be determined and changed if
needed. The entrepreneur shall control and manage the company’s growth and development, for which different
lifecycle models are suggested to use (see Adizes, 1992; Greiner, 1972; Timmons, 1990 for international models and
Jávor, 1993; Szerb 2000; Salamonné, 2006 for models which were adapted for the Hungarian conditions). A useful
tool was described by Illés et al. (2012), when the problems and possible treatment could be detected and analysed in
the different lifecycle stages. During the operation stage, enterprises shall focus on new business opportunities and
they shall reconsider their strategies, if needed (Illés et al., 2015). Vecsenyi (2011) described three main strategic
behavioural types: the planner type (Titanic), where the focus is at planning and preparations, the adapting type
(Viking) where the reactions on the external and internal changes are in focus, and the entrepreneurial type (Santa
Maria) where the focus is on creativity and the need for expansion.
2.4. Future of the enterprise
The last stage of enterprises is the future, which steps cannot be predicted: expansion, termination, survival or
rebirth can be the future of any enterprises. This stage is mostly determined by the performance of the enterprise in the
previous stages, or, by the attitude and commitment of the entrepreneur.
3. Results – the Hungarian case study
In our research, we analysed the entrepreneurial process based on the performance and experiences of a catering
company, SoReCa Ltd.
Stage 1: Preparation
At the beginning of 2005, a former company of one of the present owners was close to termination, the two partners
generated a new idea, to realized their former dream for reconsidering the school and public catering industry in a
sustainable and socially responsible way. One of the owners had long time experiences and skills in the public catering
industry, while the other owner had economic and catering knowledge and degree. Thus, they had enough
commitment and skills for the start. The employees and the technical equipment was available for the former
company, so the three driving forces of enterprises were present.
Stage 2: Starting the enterprise
At the start, the SoReCa Ltd. did not prepare business plan, because the owners had well based experiences and
information about the market, the business environments and the operation of such companies. The company nave was
selected based on their vision and mission, as SoReCa is a mosaic word of Social Responsible Catering, which
describes their long-term goals: catering people in a sustainable and socially responsible way. The location of the
company was given, as they used the site of the former restaurant. The location is close the centre of Budapest.
The company was established in 2006, owners had 50-50% ownership. At the beginning they used own capital but
in the first year additional financial resources were needed which was financed by additional credits by the owners.
Liquidity is a crucial factor in the catering industry, because with inappropriate willingness to pay it could be very
hard to find appropriate suppliers, and suppliers play a key role in quality aspects in the catering sector.
Stage 3: Operation
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The number of employees at the start was 8, in the first year the owners took part personally at all working
processes. In the first few years all the employees should be changed because they could not adapt to the new situation
and way of thinking. Today the number of employees is 20, the organizational structure is functional. According the
lifecycle model of Adizes, the company is at the prime stage, and the company represents the Santa Maria strategic
behaviour type, because the owners focus on the expansion with creative and innovative ideas. In order to increase
efficient operation, an internet based electronic administrative platform was developed, which is used in the daily
operation, to meet the requirements of their own mission: to meet the criteria of socially responsible catering. The
company is interested in using new innovative technologies, like „Sous Vide” and „Cook and Chill” methods, or the
introduction of (Modified Atmosphere Packaging). By the introduction of MAP their products might be used for
preparing „ready to eat” meals, and the shelf life of the products might be extended. The company has long-term
cooperation with R&D&I institutions: the company takes part in idea generating of research projects and provides the
materials and data for experiments and researches (see Tóth and Bittsánszky, 2014; Illés et al., 2014; Bittsányszky et
al. 2015; Dunay et al., 2015). These researches are focusing on the improvement of quality and food safety, as well as
knowledge management methods for developing the skills and attitudes of human resource.
Stage 4: Future
The SoReCa Ltd. is a relatively young company, so the future stage is not discussed at all. The strategy and the
vision of the company suggest that they would focus on expansion. The stages of the company’s entrepreneurial
process are summarized in Fig. 2.
Figure 1: Stages of the entrepreneurial process of SoReCa Ltd.

Source: own research

4. Conclusions
In our paper we described the stages of the entrepreneurial process based on the example of an existing company.
Although this company also suffered from the impacts of the economic crisis, they could survive and develop
successfully. This success is deriving from the original vision of the company (to be socially responsible and
sustainable), the entrepreneurs’ commitment and the continuous attempts to be creative and innovative.
The example of this company may prove that the strategic thinking, creativity and cooperation are the key factors of
success in our turbulent economic environment.

References
1.
2.

3.
4.
5.

Adizes, I. (1992): Vállalatok életciklusai. Hogyan és miért növekednek és halnak meg vállalatok és mi az
ezzel kapcsolatos teendő?, HVG Kiadó, Budapest
Bittsánszky, A., Tóth, A. J., Illés, B. Cs., Dunay, A. (2015): Knowledge and Practice in Food Safety
Processes: A Case Study on Hungarian School Catering. International Journal of Innovation and
Learning 18:(3) pp. 380-396. DOI: 10.1504/IJIL.2015.071554
Dunay, A., Bittsánszky, A., Tóth, A. J., Illés, B. Cs. (2015): Minőség az iskolai étkeztetésben. Élelmiszer,
Táplálkozás és Marketing, 11: (1-2) pp. 17-22.
Greiner, L.E. (1972): Evolution and revolution as organizations grow, Harvard Business Review, 50, 37-46 p
Illés B. Cs., Dunay A., Tatár E. (2012): Lifecycle Analysis at Small and Medium Enterprises: Theory and
Practice, in: Illés, Cs. B. (ed.): SMEs' Management in the 21st Century: Challenges and Solutions. 424 p.;
Chapter 1.2; Czestochowa: Faculty of Management of the Czestochowa University of Technology, 2012. pp.
41-53. DOI: 10.18515/dBEM.M2012.n01.ch02.

136

6.

7.

8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.

Illés, B. Cs., Hurta, H., Dunay, A. (2015): Efficiency and Profitability Along the Lifecycle Stages of Small
Enterprises. International Journal of Management and Enterprise Development 14:(1) pp. 56-69. DOI:
10.1504/IJMED.2015.069311
Illés, B. Cs., Tóth, J. A., Bittsánszky A. (2014): The Role of Knowledge and Technology in Food Safety at
School Catering Services in Hungary. Annals of the Polish Association of Agricultural and Agribusiness
Economists 16:(4) pp. 115-121.
Jávor, I. (1993): A vállalkozások növekedése szervezetszociológiai megközelítésben.
MVA
Vállalkozáskutatási füzetek. 4. sz. 77 p.
KSH (Hungarian Central Statistical Office) (2014): A kis- és középvállalkozások jellemzői 2012.
https://www.ksh.hu/docs/hun/xftp/idoszaki/regiok/gyorkkv12.pdf Access: 2016. 01.12.
Mandl, I. (2008): Overview of Family Businesses Relevant Issues, Final Report, KMU Forschung Austria
Pálinkás, J. (2002): Üzleti tervezés, LSI Informatikai Oktatóközpont, Budapest, 175 p.
Salamonné Huszty A. (2006): Magyarországi kis- és középvállalkozások életútjának modellezése, Competitio
V. évfolyam 1. szám 2006/3. pp. 51-68.
SBA tájékoztató – Magyarország 2014. Access: 2016. 04. 02.
http://ec.europa.eu/DocsRoom/documents/8892/attachments/1/translations/hu/renditions/native
Sebők, O. (2015): A család a 21.században is versenyképes. Access: 2016. 04. 02.
http://www.piacesprofit.hu/gazdasag/a-csalad-a-21-szazadban-is-versenykepes/
Stevenson, H. H. (1983): A New Paradigm for Enterpreneurial Management, Proceedings from the 7th
Anniversary Symposium on Enterpreneurship, Boston. Harvard Business School
Szerb, L. (2000): Kisvállalati gazdaságtan és vállalkozástan. Pécsi Tudományegyetem.
Timmons, J. (1990): New Venture Creation: Entrepreneurship in the 1990s. Irwin, Homewood, IL. 704 p.
Tóth, A. J., Bittsánszky, A. (2014): A comparison of hygiene standards of serving and cooking kitchens in
schools in Hungary. Food Control, 46, pp. 520–524. DOI:10.1016/j.foodcont.2014.06.01
Vecsenyi, J. (2011): Kisvállalkozások indítása és működtetése. 72.h.com Kiadó, 414 p.

137

SUSTAINABILITY-RELATED COMMUNICATION AND ITS
INFLUENCE ON COMPETITIVENESS OF COMPANIES IN THE
CHEMICAL INDUSTRY
Jaroslava Hyršlová1, Pavel Tomšík2, Lucie Vnoučková3, Miroslav Hájek4
University of Pardubice, Jan Perner Transport Faculty, Pardubice, Czech Republic
2
Mendel University in Brno, Faculty of Business and Economics, Brno, Czech Republic
3
University of Economics and Management, Prague, Czech Republic
4
Czech University of Life Sciences Prague, Faculty of Forestry and Wood Sciences, Prague, Czech Republic
E-mail address: jaroslava.hyrslova@upce.cz
1

Summary: Interests of companies in sustainability-related communication have risen considerably in recent years.
This can be seen not only in the content of corporate annual reports, but also in the number of papers published in
scientific journals. This paper focuses on the current state of sustainability-related reporting in chemical industry
companies registered in the Association of Chemical Industry in the Czech Republic. It deals with the form and the
content of reporting, the importance of different stakeholders in this process as well as benefits of sustainabilityrelated communication and its impacts on competitiveness of the company.
Keywords: sustainability-related reporting, competitiveness, chemical industry

1. Introduction
Social responsible company represents a complex concept which is interconnected with all company´s actions and
activities and its implementation in practice needs critical analysis of its principles and procedures together with
communication with relevant stakeholders (Pätäri et al. 2014). The implementation of the concept is connected with
several significant opportunities for improvement. Realized studies confirmed positive impacts on company´s
reputation, reducing of operating costs, lowering of risks, positive impact on involvement of employees in company´s
actions and activities and on business productivity (Aguinis & Glavas 2012). The concept of social responsibility is
connected also with lower costs of capital (El Ghoul et al. 2011) and with higher attractiveness of a company as a
preferred employer, which is closely connected with quality of human resources and human capital (Greening &
Turban 2000). Studies and researched made also point out that the concept is important in the cases of negative or
extraordinary events, when a good reputation of a company may help to lower negative impacts of such events
(Godfrey, Merrill & Hansen 2009). The sustainable performance is connected also with customer satisfaction (Lev,
Petrovits & Radhakrishnan 2010). The paper therefore focuses on current way of sustainability-related communication
of companies in the chemical industry in the Czech Republic and discusses the relation between sustainability-related
communication of a company and its competitiveness with respect to the specifics of the chemical industry.

2. Material and methods
The paper is supported by the analysis of secondary and primary data sources. The content analysis of secondary
sources was used to compile theoretical background of the paper. The primary data were collected by questionnaire
survey in 2014 in organisations which were in that time part of the Association of Chemical Industry in the Czech
Republic (87 members were contacted; only companies were contacted, excluding high schools and universities). The
main aim of the research was to identify the importance of sustainable business to maintain competitiveness of
organisations which are members of Association of Chemical Industry in the Czech Republic. The research also
focused on the determination of the current state of sustainability-related communication in chemical companies and
on the importance of this communication for their competitiveness. To determine the primary information, electronic
inquiring was used. The questionnaire was completed by 40 organisations across size categories; the overall return of
the questionnaire was 46%. The statistical tools used for the data analysis were chosen based on the type of the
question (descriptive statistics, and contingency tables, absolute and relative frequency and correlation analysis).

3. Results of research and discussion
This section of the paper firstly focuses on the characteristics of current use of sustainability-related communication
and secondly, attention is paid to its importance for competitiveness of companies in the chemical industry, as it is
perceived by respondents.
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In the area of sustainability-related reporting, the stakeholder considered by respondents to be the most relevant are
local authorities (see table 1). The major stakeholders with which it is necessary to communicate include owners and
customers. The least significant stakeholder perceived by respondents are non-governmental organizations focusing on
environmental protection (15% of respondents ticked off these organizations as entirely unimportant stakeholder) and
competitors.
Table 1: Importance of individual stakeholders
Relative frequencies
MOD
AVG
STD
1
2
3
4
5
6%
9%
23%
44%
18%
4
3.59
1.08
Employee
3%
6%
19%
41%
31%
4
3.91
1.03
Customers
3%
9%
33%
46%
9%
4
3.48
0.91
Suppliers
6%
28%
38%
28%
0%
3
2.88
0.91
Competitors
6%
9%
12%
33%
40%
5
3.91
1.21
Owners
12%
18%
9%
49%
12%
4
3.30
1.26
Creditors
9%
12%
9%
33%
37%
5
3.76
1.32
Insurance companies
6%
3%
13%
39%
39%
4.03
1.10
Local authorities
12%
9%
30%
40%
9%
4
3.24
1.15
Media
15%
21%
31%
27%
6%
3
2.88
1.17
NGO
6%
15%
6%
55%
18%
4
3.64
1.14
Local community
6%
9%
27%
40%
18%
4
3.55
1.09
General public
Note: 1 = no consequence; 5 = of great importance; MOD = modus; AVG = average; STD = standard deviation
Source: Authors
Stakeholders

97% of companies issue periodic reports that include environmental information or information on corporate
sustainability. In terms of form, companies use various report types (some companies issue more report types):
- 57% of respondents make available to the stakeholders their environmental policy as well as quality policy and
occupational health and safety policy.
- 55% of respondents incorporate the information on approach to environmental protection and social aspects of
business activities in the annual financial report (the obligation to issue an annual financial report is laid down
by the Act No. 563/1991 Coll., on Accounting). In the opinion of the respondents, such information is paid
adequate attention in the report.
- 55% of respondents are involved in the Responsible Care (RC) initiative and thus have a system of
communication in matters of health, safety and environmental protection with the stakeholders created.
- 32% of respondents release separate corporate environmental reports.
- Only 1 company informs on corporate sustainability in a separate report (sustainability report).
Of great importance to the creation of the system of communication and its effective operation are, in particular,
information needs of stakeholders. 52% of respondents confirmed to monitor information needs; 71% of
them regularly (repeatedly) monitor information needs and adapt the disclosed data to those needs. 48% of the entire
studied set, however, do not monitor the information needs of stakeholders. Based on this, we can deduce that these
companies only fulfil reporting obligations ensuing from the law or from the involvement in voluntary initiatives or
they produce one-way communication without the knowledge of the information needs of relevant stakeholders.
According to the respondents, attention within the framework of reporting should be primarily paid to information
on corporate economic (financial) performance and environmental performance. The results show that the reports are
primarily focused on the issues of economic performance; companies use for communication mainly annual financial
reports, where information on environmental performance and social aspects of the business is only complementary.
In the case of reports issued in connection with the involvement in the RC initiative or separate environmental reports
the companies act in accordance with the recommendations under the RC initiative or they have their own report
structure created. The main communication channel is company websites, on which reports are made available to
users. 30% of respondents also release reports in printed form. The most common frequency of publication of reports
is once a year. RC reports and separate environmental reports are issued by companies on the basis of company
management decision (i.e. obligation comes from involvement in voluntary initiatives); only 5 respondents confirmed
that the company started to publish reports based on the requirements of external stakeholders (local authorities).
These voluntary reports are intended primarily for employees, owners, local authorities and the public (near the
company).
75% of respondents have confirmed that a properly established system for communication with external
stakeholders on the issues of corporate sustainability enhances the credibility of the company and consider
sustainability-related reports to be an adequate form of this communication.
The aim of this section is also to discuss the relation between sustainability-related communication of a company
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and its competitiveness with regard to the specifics of the chemical industry. The research was mainly focused on the
importance of sustainable business and its impact on company´s competitiveness. For the construction of the research
all factors of competitiveness defined by Porter (1985) and Malik (2005) was used. The outputs of the research are
shown in tables 2 and 3.
Table 2: Importance of factors for competitiveness of companies in chemical industry
N=40
AVG
MOD
MED
MAX
Supply chain management
3.80
4
4
5
Innovation
4.15
4
4
5
Productivity
4.08
4
4
5
Differentiation
3.83
4
4
5
Reputation
4.44
5
5
5
Employer attractively
3.74
4
4
5
Market-position
3.64
4
4
5
Communication
3.72
4
4
5
4.15
4
4
5
Customer value
3.62
4
4
5
Willingness to pay
3.62
5
4
5
Payment procedures (liquidity)
4.21
5
4
5
Profit
Note: 1 = no consequence; 5 = of great importance; MOD = modus; AVG = average
Source: Hyršlová, Vnoučková & Hájek (2015)

MIN
1
1
1
1
3
1
1
1
1
1
1
1

Table 3: Importance of sustainability-related communication for company´s competitiveness
Factors of competitiveness
Relative frequencies
MOD
AVG
STD
1
2
3
4
5
11%
11%
39%
25%
14%
3
3.21
1.17
Supply chain management
7%
17%
38%
35%
3%
3
3.10
0.98
Innovation
11%
15%
44%
19%
11%
3
3.04
1.13
Productivity
3%
3%
38%
38%
18%
3.62
0.94
Differentiation
0%
3%
10%
38%
49%
5
4.31
0.81
Reputation
7%
3%
21%
45%
24%
4
3.76
1.09
Employer attractively
14%
21%
44%
21%
0%
3
2.72
0.96
Market-position
3%
0%
14%
45%
38%
4
4.14
0.92
Communication
7%
0%
50%
39%
4%
3
3.32
0.86
Costumer value
7%
14%
39%
29%
11%
3
3.21
1.07
Profit
Note: 1 = no consequence; 5 = of great importance; MOD = modus; AVG = average; STD = standard deviation
Source: Authors
The most important factor of competitiveness is according to the answers of respondents positively reputation of a
company. Other important factors are ability of company to generate profit, innovation activities, ability to create
customer value and productivity. The results confirmed relation between competitiveness of a company and its
reputation. Scientific sources pay attention to the relation between company´s behaviour in compliance with law,
reputation and corporate sustainability, which may be meaningful to gain corresponding social status and competitive
advantage in conditions of current competitive environment (Czinkota, Kaufmann & Basile 2014). Positive impact of
social responsibility approach on reputation mentions for example study by Beckmann (2007).
Sustainability-related communication may affect the competitiveness of the company. It contributes positively to
the reputation and is an important part of the corporate communication towards external stakeholders. The respondents
perceive also a positive effect on the attractiveness of the company as an employer. On the contrary, the respondents
do not perceive the contribution of communication for the area of acquiring new customers or markets.

4. Conclusion
The companies are aware of the fact that within the framework of external sustainability-related communication
there should be satisfied information needs of relevant stakeholders. The most relevant stakeholders are local
authorities; a significant role is also played by owners and customers. The results of the research show, however, that
almost half of respondents do not monitor the information needs of stakeholders. Companies use mainly periodic
reports. Sustainability-related information is most often included in annual reports. Sustainability-related information
forms only supplementary information; they are not integrated in economic performance. Some companies use
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environmental reports; the reports include primarily information on environmental aspects without a link to the
economic performance of the company. Businesses perceive the importance of communication for the reputation of
the company and its positive effect on the attractiveness of the company as an employer and, under the current
conditions, they produce mostly one-way communication, which is primarily focused on the economic performance. If
the information on the environmental aspects or on the area of occupational health and safety is reported, it is part of
separate reports not integrated in corporate economic performance.
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Summary: Disabled people have to face political and socio economic constraints on a day-to -day basis, starting
from finding a decent job to getting adjusted to corporate culture. In this paper, based on literature review, the study
aims to gain insight into different models of disability and government policies which were drafted to benefit disabled
people in Hungarian context. There are two approaches to address and identify disability: the medical and the social
model. A brief introduction of WHO conceptual models i.e. ICIDH and ICF, both are adopted by more than 200
countries worldwide. The Medical model indentifies disability within individuals whereas the Social model represents
the social phenomenon related to disability. The Government in Hungary has introduced ‘quota system’,
‘rehabilitation card’ and ‘tax benefits’ to encourage employers to recruit disabled people in both the private and public
sectors.
Keywords: Disabled people, quota system, tax contributions, impairment, ICIDH,

1. Introduction
Herbert Spencer (1864) in his ‘Principles of Biology’ wrote: “This survival of the fittest, which I have here sought
to express in mechanical terms, is that which Mr. Darwin has called ‘natural selection’ , or the preservation of
favoured races in the struggle for life” (p.444). The majority of corporations irrespective of size or geographical
location and employees are also in a constant dilemma of ‘Survival of the fittest’. In this era of technological
innovation and competitive corporate race, employers main objectives are to motivate and retain employees to be able
to withstand the unpredictable economic crisis, but at the same time, employees also have to make sure that they are
equally up to date in context to their professional, technical skills and are focused to avoid the axe of layover. It is a
‘double task’ for disabled employees (in Hungarian terminology: people with a changed working capacity) to work
harder, being motivated all the time and prove their worth to retain the jobs (Gergely and Varadovics, 2014).
Words like ‘Handicapped’, ‘the disabled’, ‘mentally retarded’, ‘crippled’, ‘physically challenged’, etc are harsh
words which categorizes people at work place regardless of their talent, education, positive attitude and achievements
in life. Therefore, it is very difficult for disabled people to survive in this world of ‘physical and mental perfection’
where they lack perfection in someway, could be physically or mentally and unable to reach up to the level of non
disabled people.
People’s positive or negative perception and attitude guide their action towards other people. We are in the 21 st
century and our knowledge regarding disabled people is still limited and often disabled people are perceived in a
‘negative way’. Sullivan (2011) in her paper addresses that people with disability are the victim of stereotypical
characterization such as weakness, dependency, incapacity and this negative attitude affects the professional life of
disabled people as employers are less willing to hire them.
There are socio-cultural myths about disability which are exposed through books, media, journals and other media
and the Author, as an disabled individual, is trying to paint a picture of the corporate world which is dominated by
non-disabled people and where disabled people have hardly any presence. The objective of this study is to provide
insights into the importance of social & medical models and role of the Hungarian legal framework to support the
rights of disabled people.
Although there is not nothing in common between many persons with disabilities , they have certain percentage or
level of impairment in their body which differentiates one disabled person from another but still they all belong to a
common umbrella , i.e. ‘disabled’, may be because their body does not function and perform similar results like other
‘non-disabled’ people (Brisenden,1986).
According to the study of Bruyere (2000) on disability employment policies and practices in private and federal
institutions, it was pointed out that H R representatives were flexible in their approach toward the recruitment of
people with disability. The following pin point of her study was that accessible facilities at work place, transparent
human resources policies, jobs restructuring to accommodate disabled people, user friendly work environment,
modified office and technical equipments are required.
The paper commences with the introduction, followed by a discussion on models of disability and also giving an
understanding of ICIDH and ICF , instruments of World Health Organization and finally, a discussion on government
regulations to benefit both employers and employees in Hungarian context.
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2. Models of disability
There has been a lot of discussion and awareness of disability in corporate culture for the last 40 years. Researchers,
non -governmental organization and governmental aides are adopting different social, cultural and political
dimensions to understand the concept of ‘disability’ for the betterment of people who are challenged in many ways.
The models of disability, the medical model and the social model, are conceptual frameworks to understand the
concept of disability which can help people to broaden their knowledge about disability and provide insights into the
beliefs and attitudes which still exists in society regarding disability (Sullivan, 2011).
The social model of disability has become a benchmark and an important tool in the disability movement all over
world. This can be interpreted in simpler words as ‘disabled by society not by our bodies’ (Shakespeare & Watson,
2002, p.7). According to Oliver (1996), social disability has a different approach, which is quoted as below:
In our view, it is society which disables physically impaired people. Disability is something imposed on
top of our impairments by the way we are unnecessarily isolated and excluded from full participation in
society. Disabled people are therefore an oppressed group in society. To understand this it is necessary to
grasp the distinction between the physical impairment and the social situation, called ‘disability’, of people
with such impairment. Thus we define impairment as lacking all or part of a limb, or having a defective limb,
organism or mechanism of the body and disability as the disadvantage or restriction of activity caused by a
contemporary social organization which takes little or no account of people who have physical impairments
and thus excludes them 4 from participation in the mainstream of social activities (p.22).
The medical model, or the individual model, caters for individual to individual cases and investigates how to
improve, prevent and cure life of disabled people (Marks,1997). Llewellyn and Hogan (2010) in their paper described
medical model as:
The medical model views all disability as the result of some physiological impairment due to damage or to
a disease process. The general framework of the so-called medical model emanates from the disease model
used in medicine, which predisposes practitioners to think of a ‘condition’, which needs appropriate
‘treatment’ (p.199).
According to International Classification of Impairments, Disabilities and Handicaps (ICIDH) (World Health
Organization, 1980) , there are three main criteria for the medical model which are as follows (Badley, 1993; Marks,
1997; Llewellyn &Hogan, 2010):
 Impairment : An impairment can be a temporary or permanent situation and could be due to disease, birth
complications, uneventful accident at work or outside work or genetic issues. It basically confirms that there
is a functional or structural problem in an individual’s body.
 Disability: A disability is a condition where the individual is lacking to or unable to perform day to day
activities (resulting from an impairment) which is considered “normal’’ to human beings. This may be
temporary or permanent, reversible or irreversible, progressive or regressive, varying from case to case.
 Handicap: Handicap is a social phenomenon representing the social, cultural and environmental
consequences for the individual which arise from the presence of impairments and disabilities which limits an
individual to perform roles which are considered normal in respect of their age, race, etc.
World Health organization in 2001 approved a revised version of ICIDH i.e. ICF (International Classification of
Functioning, Disability and Health). This conceptual model (biopsychosocial model) stresses on diagnosis and health
condition and the main highlight is the addition on contextual factors which includes environment criteria also in
classification structure (WHO,2011).

3. Government interference and legal framework
The Ministry of Human Resources has the role of a coordinator between the Hungarian government and United
Nations Convention on the Rights of Persons with Disabilities (CRPD), which monitors the implementation of CRPD
policies in Hungary. The department for Disability Affairs within the Deputy State Secretariat for Social Policy has
the responsibility for the effective communication flow of policies within the Hungarian Government (Bendek, 2013).
Matters related to rights of disability falls under National Office for Rehabilitation and Social Affairs (NORSA),
earlier known as the National Rehabilitation and Social Institute (ORSZI). NORSA being a important branch of
Ministry of Human Resources is supervised by a Director. There have been tremendous changes in the authority and
functioning of the NORSA since 2012 due to services provided for large number of disabled people, high costs related
to social security & budgeting and low employment rate of disabled people. The scope of functioning includes the
following tasks (NORSA website):
- Methodological and regulatory tasks
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-

Employment rehabilitation tasks regarding employers and employees with disability
Social, child welfare and child protection activities
Unless otherwise regulated by law, the Office is authorised to review appeals and act as a supervisory body.
Registration and office-record keeping tasks
Supervision of priority EU funded projects, for example Social Renewal Operational Programme (SROP), the
Electronic Administration Operational Programme (EAOP) and the State Reform Operational Programme
(SROP).

The New Fundamental Law of Hungary, which came in to force on 1 January 2012, guarantees in Article XV (2)
“the fundamental rights to everyone without discrimination and in particular without discrimination on grounds of
race, colour, sex, disability, language, religion, political or other opinion, national or social origin, property, birth or
any other status’’. In addition, Article XV (5) of the Fundamental Law, “By means of separate measures, Hungary
shall protect families, children, women, the elderly and persons living with disabilities”.
The equal Treatment and the Promotion of Equal Opportunities Act (Article 8 and 9 of Act CXXV of 2003)
emphasizes on eliminating negative discrimination against a person or group of persons on the basis of their age, sex,
religion, disability, sexual orientation, etc, and promoting equal rights, opportunities and platform for every person
irrespective the characteristics defined in Article 8 in any given situation. According to Jakab (2013), there are
guidelines regarding the employment of disabled people in § 4 of Act XXVI of 1998, entitling them to equal
treatment with other people in context to services, work place infrastructure and information § 15 stresses the
entitlement of sheltered employment and a reasonable work place infrastructure for disabled people. It also validates
the subsidies offered to employer to modify their work policies and work place surroundings to accommodate and
employ disabled people (Jakab, 2013).
In order that the Hungarian legal order be transparent and integrated, EU and other international laws need to be
incorporated into the Hungarian legal system, for example, United Nations Convention on the Rights of Persons with
Disabilities (CRPD) being adopted in Hungarian legal system, CRPD – the Act XCII of 1997 (Bendek, 2013).The
Hungarian government has been instrumental in starting variety of new programmes to create job opportunities for
disabled people and also concentrating on funding procedures such as financial incentives and tax, reliefs for
employers to recruit disabled people(Jakab, 2013).
The Government of Hungary has ‘tax allowance’ for businesses with employee strength less than 20 personnel for
employing disabled people with minimum 50% altered disability. This can reduce the tax burden of such employers as
less tax paid to the government against the salary paid to employed disabled people but to a maximum of minimum
wage bracket (Könczei, 2009).
The Hungarian government introduced a ‘5% quota-levy system’ from for corporations who have a personnel
strength more than 25 employees (20 employees before 1 January 2012) to maintain 5% disabled manpower ratio
(Kierzenkowski,2012). For example, Corporates shall have minimum of 5 disabled people working in the organization
if the total strength of the same organization is 100 personnel. This ‘Non disabled- disabled employee’ ratio has to be
maintained otherwise the organizations have to pay a ‘rehabilitation tax’. Many employers opt for this contribution as
an additional cost in their day to day functioning and the same penalty from the corporation is used to help other
employers, service providers, etc or the development of basic infrastructure to improve the standards for disabled
people (OECD, 2010). There have been some amendments in Government policies such as Act CXCI of 2011 on
assistance for people with partial work capacity where the amount of contribution tax has been increased from 177,600
thousand HUF per year to 964,500 thousand HUF per year (Diosi, 2011; Tóth & Lengyel, 2014).

4. Conclusion
The Government, private corporate, social groups and disabled community needs to work together in promoting
employable rights and introducing socio-economic practices for the betterment of disabled people. The study clearly
projects the ‘balanced’ role of medical and social model of disability in identification and cure of individual disability
but also at the social and adapted environment to benefit the whole community. The Governmental initiatives such as
‘quota system’, ‘rehabilitation card’, ‘rehabilitation tax contributions’ and ‘tax benefits’ are helpful steps towards a
new approach to our understanding of disability in Hungarian context. The members of society have to accept the
existence of such minority group in our system and should work towards strengthening the confidence and
empowering the rights of disabled people.
As the next step of our research, an in-depth study will be conducted in Hungary and in the world’s largest
democracy i.e. India to understand the contrasting government policies between the two countries and role of private
companies and NGOs in the recommended social transformation. By the ongoing research, the authors would also like
to reveal the opinion and attitudes of managers, employees and the disabled community about working experiences
with people with disabilities, motivations and attitudes towards this sensitive topic.
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Summary: In the paper authors take the issue of collaboration from the perspective of a few selected theoretical
approaches: the game theory and the new institutional economics. Referring to these theories and the results of own
research in this area, consider the conditions of collaboration in the work environment. In particular, analysing factors:
(1) openness in relations with others, (2) power distance unfavourable to collaboration, (3) placement of cooperation
in the hierarchy of values, (4) building organization trust.
Taking into account assumptions of both the game theory and the social exchange theory, the continuation of
collaboration dependents on mechanisms of control of the behaviour of individuals, sanction and the elimination of
free riders. In the context of functioning of the organization top-down (imposed) and bottom-up (egalitarian) kinds of
coordination are mentioned. It is assumed that the bottom-up interaction is more effective in a situation of competing
with other groups. Therefore, the authors focus on the determinants of bottom-up cooperation in the work
environment.
In order to determine the impact of these factors on the collaboration, in the year 2015 conducted surveys among
workers employed in companies located in some voivodeships of southern Poland.
Keywords: collaboration, work environment, organizational trust, openness in social relations.

1. Introduction
Collaboration is a basic social phenomenon, which finds its expression in its common recognition and use. Also its
synonyms such as participation or cooperation are frequently appearing, particularly in work environment context.
Collaboration is understood as joined activities for the common aim, based on identification with the aim, trust, loyalty
and support for all participants within accepted communication and dispute solving rules (Lipka 2004, p. 17).
Collaboration, being a foundation for any social group and any organised form of activity enters many various
shapes, being often perceived through direct interactions with people we know personally. Taken for different reasons,
may serve different aims, cause different consequences and be subject to different judgements (Ziółkowski 2015, p.
308).
Analysing collaboration in modern organisations, the authors used the results of their own survey research made in
2015. The research problematic contained in the work environment and its social determinants. Among many factors
influencing personnel collaboration, the research pointed out key questions related to communication and openness in
relationships with others, internalisation of organisational values and placing collaboration in the hierarchy of values,
organisational trust, distance of power and its influence on collaboration itself.
2. Collaboration – theoretical background
Collaboration between people is as old as humanity (Czarniawski 2002, p.11). In social life, individuals and groups
collaborate for various reasons, but the basic motives making people work together are:
- external force or pressure,
- strive for individual profit and convincement to facilitate the process of achievement with the help of others,
- desire to be accepted by interaction partners,
- selfless effort focused on helping others (Ziółkowski 2015, p. 310). So not only forms, times but also types of
profits may be diversified. Apart from material profits, collaboration may bring appreciation among the participants,
but also create bonds laying foundations under various social communities.
Looking for theoretical references of collaboration phenomenon, one can refer to several theoretical aspects, among
which special attention deserve: game theory, social exchange theory and new institutional economics. Game theory,
which gave foundation to such sciences as evolutionary biology (Dawkins 1996) and evolutionary psychology (Buss
2003), understands mutual collaboration of two individuals as a situation when both of them take advantage on the
interaction. As the basic model of game theory (Straffin 2001, pp. 1-5), apart from possible profits and costs, may
cause three more interaction effects:
- altruism, when an individual A bears a cost in favour of individual B,
- egoism, when individual A gains profits from individual B, leaving all costs to it
- and „malignancy”, when both individuals bear costs and obtain no profit (Poleszczuk 2004, pp. 116-117).
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The collaboration in these concepts is also understood as behaviours of individuals focused on other individuals,
regardless the other party behaviour, opposite to the „betrayal” pattern (Osiński 2013, pp. 18-19; Buss 2003, p. 283).
These first are then defined as altruistic (especially when we talk about mutual altruism), and the second one is called
egoistic (Dawkins 1996, pp. 279-319). This makes us diversify between collaborative tendency in behavioural
understanding (playing collaboration) and interaction result (interpersonal relations), which takes places only, when
both sides express collaboration in their behaviours. Considering usefulness of the concept in sciences describing
behaviours of individuals in work environment, it is important to highlight conditions, which allow behaviours based
on mutual cost bearing, which in the final result, give profits to both sides of the relationship.
The interaction itself between two individuals may lead to different results, however the theoretical basis requires
discovering models, where individual strategies may propagate certain types of behaviours. In other words, we are
talking here about the evolutionary stable strategies, thanks to which individuals and populations adapt to definite
environmental conditions. In terms of evolutionary biology, these are psychological mechanisms, which helped the
individuals in early days of humanity to reproduce with better result (Buss 2003, pp. 71-78). One of such adaptation
components was group collaboration (Ziółkowski 2015, p. 309), however the sociological approach puts emphasis on
the fact, that external antagonisms increase internal coherency (Coser 2009, pp. 57-84), and communities are more
easily created among antagonists than in situation when there no such threats (Ziółkowski 2015, p. 313). If conflict as
such may be associated with „malignance”, or vendetta model, then collaboration would be a result of interaction
opposite to conflict. „Treason” tendency should be considered here not only as conflict generating factor, as game
theory stresses a situation of constant rewarding without any cost, which is exemplified by free rider phenomenon.
Vital thing here is individuals' awareness and identity, individuals who are egoistic, or disturbing collaboration on
purpose. It is much harder to eliminate hidden than open egoistic behaviours. That's why one of the adaptative
mechanisms is based on cheaters detection (Osiński 2013, pp. 77-97).
According to empirical and virtual simulation data, the most evolutionary stable strategy in the prisoner's dilemma
(the most canonical game theory model) is tit for tat, with playing collaboration in the first interaction as well as
avoiding changing decisions after achieving of a higher score (Dawkins 1996, p 289-295; Osiński 2013, pp. 17-20).
This model however does not concern single interaction, whenever profits and costs are known and human
environment shows great variety of goods in the very early stage of evolution, including public ones, instead it
requires more complex cognitive mechanisms in order to detect and eliminate free riders from interaction. One of such
mechanism is based on individual costs borne in form of punishing the cheaters (Osiński 2013, p. 27). One should
consider here, that even in isolated environments individuals create complex mechanisms in order to test that new
group members trustworthiness (Kamiński 2006, pp. 78-83). On the other hand, modern institutional economy
approach, except private and public goods, defines a third group - the club goods, undivided, but the access to which
is restricted, or common pool goods, which are divided, but access to which is not limited, which is similar, to public
and private goods, respectively (Hofmokl 2009, pp. 24-45). In the working environment, individuals deal mainly with
two kinds of goods: directly – with club goods owned by a formal organisation (equipment, intellectual property), or
indirectly - the common pool goods, available in the market (the resources accessible also to others), on which the
organisation works. Considering the internal work environment, the collaboration tendency should be relatively large,
as it will imply similar interactions repeatability, resulting in mutual altruistic behaviours, which is much more
probable in smaller and more durable groups (Szacka 2003, pp. 65-66). However, because of the market environment
variability, constant changes on global scale and virtualisation of formal organisations, makes part of personnel
experience different reference systems, according to the reference groups concept of R. K. Merton (2002, pp. 293297), on the other hand, the more abstract the rules become, the more difficult is understanding of how to comply with
them (Osiński 2013, pp. 48-59). The more abstract the systems get, the more individuals are deprived of their decision
making process, entrusting it to the professionals (Giddens 2002, pp. 184-197), which ends up in certain kind of
fatalism and difficulty in detection of cheaters.
Regardless society's level of development and reliance on the global system, which includes work environments,
cultural universal values need to be considered, usually associated with epigenetic rules – constant psychological
mechanisms, formed in human evolution (Wilson 2002, pp. 234-239). One of the significant variables named in the
context was gender. The results proved, that men are more likely to create coalitions, in order to share common goods
(Buss, p. 363), such as club goods, while women are more likely to postpone rewarding, instead, men prefer to be
rewarded immediately (Osiński 2013, p. 113).
3. Social determinants of collaboration in the work environment - owns research results
In 2015 the authors carried out comparative research between different work environments: a traditional formal
work environment and a work environment of volunteers operating in the cyberspace. The survey tests concerning
cooperation were conducted in April and May 2015. For the research analysis there were accepted 204 questionnaires
filled up by the respondents. All the examined people work in the enterprises employing 5 or more people, located
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mainly in the area of Silesian voivodeship, Łódź voivodeship and other neighbouring voivodeships. Among the
respondents there were 132 women and 102 men.
The analysis of collected empiric data in preliminary surveys (Gruszczyński 2001) made the author confirm, that
largest discrepancies between expectations of the personnel and values implementable in the organisations concerned
independence in decision making and participation in changes implementation. We should mention, however, that
quantitative research results have not allowed us to precise and locate the role collaboration plays in the personnel's
value systems. That made us assume that it should be derived from continued qualitative research. Despite that
cognitive tools tested in the preliminary surveys did not help to describe employees' value systems precisely enough, it
helped, however, to make a conclusion, that internalisation of organisation's values increased the collaboration
subjective quality for the employees.
Another aspect considered herein was mutual trust in the team. As research proved, sense of being supported by
team has huge influence on collaboration assessment. According to the respondents, trust based on positive
relationships is more stimulating for the collaboration process, than unconditional trust. In work environment, sense of
trust must be experienced, in order to make people cooperate and trust each other. Building organisational trust
requires costs related to mutual team members support (time, emotional involvement), which means a need to increase
altruistic behaviours among staff members. Whenever mutual support is experienced, then trust becomes a value for
employees and organisation in total. In the event such support is missed, trust remains a value for the employee only.
Trust is built on strong informal bonds between individuals, it may not be executed or forced by formal rules of
organisation. The research proved that informal communication favours informal bonds at work, while communication
formalisation level has no influence on formal bonds. The last of the analysed collaboration aspects was the distance
between superiors and subordinates. As the research prove (1) the biggest subjective remoteness is perceived by
qualified workers, and the smallest one by administrative clerks (2) perceived influence of immediate superior on task
performances translates to satisfaction of common collaboration (3) the larger organisation and the more numerous its
personnel is, the larger is the distance between employees and superiors. The large distance between these two groups
appears in places with higher free riders appearance probability, which consequently decreases trust level.
4. Conclusion
Literature indicates, that conditions favourable for collaboration development in work environment should be
sought among such factors as: high quality range of interpersonal relationships in the employees' value systems,
convincement that collaboration gives bigger advantages than competition and management policy oriented on
teamwork (Lipka 2004, p.21). The research results confirm the abovementioned statements, indicating, that shorter
distance between superiors and subordinates and larger support is more motivating for collaboration. Moreover,
teamwork then becomes a value among employees, which requires informal bonds strengthened and created in
informal communication.
Conclusions from survey convinced the authors to broaden the cognitive perspective with few key questions. This
also made them decide on necessity to carry out qualitative research, which could help analysing collaboration quality
in work environments and make the understanding of collaboration value within analysed personnels' value systems
more profound.
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Summary: Traditional typology of leadership styles from which styles like democratic or autocratic styles are
derived seems to be irrelevant to the modern management. The recent approaches to leadership stresses new
phenomena which is particularly important for understanding human relations in organizations. The phenomena is
defined as empowerment, which is understood as an increase of employee’s responsibility in solving important
problems in a company or an institution. The approach of empowerment plays a crucial role and it is particularly
important in conflict management, where parties to the conflict are within and present mutual negative, destructive,
alienating and demonizing behaviors and emotions. Empowerment and Recognition seem to be an appropriate way to
solve organizational conflicts. This approach will be presented in the frame of a transformative theory of conflict
resolution introduced by Robert A. Baruch Bush and Joseph P. Folger in their ‘The Promise of Mediation’. Empirical
part of the paper will be based on cases of mediation in collective disputes resolution in Polish industry. The goal of
the paper is an attempt to demonstrate how the empowerment can be a useful tool in organizational conflict
resolution.
Keywords: Conflict Management, Empowerment, Collective Disputes, Mediation

1. Introduction
Empowerment is not a new term in management. It was introduced in the context of leadership, last century at the
turn of the 70s and the 80s. Before that, terms of leadership styles were used. Managerial Greed (Blake and Mouton
1964) or Contingency Model of Leadership (Fred Fidler 1971) were the most frequently used models. Now they are
classics of management models. The concept of Empowerment has a particularly important contribution to the theory
of Leadership and allows us to leave the classical autocratic and democratic leadership continuum. The
Empowerment concept introduces a new perspective to study on leadership. In order to present this perspective more
precisely, the author will quote etymology of the term. The word ‘power’ in this context is a synonym of ‘authority’
and refers to a participative management, namely the management which includes employees in the decision making
processes. There are three understandings of the term:
“First, studies on leadership and management skills (Bennis & Nanus, 1985; House, in press; Kanter, 1979, 1983;
McClelland, 1975) suggest that the practice of empowering subordinates is a principal component of managerial and
organizational effectiveness. Second, analysis of power and control within organizations (Kanter, 1979; Tannenbaum,
1968) reveals that the total productive forms of organizational power and effectiveness grow with superiors' sharing of
power and control with subordinates. Finally, experiences in team building within organizations (Beckhard, 1969;
Neilsen, 1986) suggest that empowerment techniques play a crucial role in group development and maintenance.”
(Conger and Kanungo 1988, p. 471).
Empowerment and Recognition in Mediation
Recognition is another term which occurs in the context of Empowerment. It is used by Bush and Folger in their
‘The Promise of Mediation’. Cambridge Dictionaries Online presents the following definition: ‘If you are given
recognition, people show admiration and respect for your achievements.’ (accessed on May 2 2016) The term
recognition refers to appreciating employees and retaining them at present work. Why recognition is that important in
HRM. Above all it plays a significant role in motivating employees. In order to explain its theoretical foundation, one
should refer to behaviourism achievements in the field of psychology. It is difficult to accept behaviourism in its
present form, still the way it ‘compromised’ penalty as a motivation factor is still up-to-date. Reward as a motivation
factor is far more lasting, as people constantly endeavour to be rewarded again and again. When it comes to penalties
– people focus all their effort to avoid them. A deeper analysis of a behavioural approach to the role of penalties and
rewards in motivation is not a subject of this paper. The important role of rewards is not limited to an influence with
stimulus, it is not only about swapping the stick with a carrot. Recognition has a far more significant function. It is
used to appreciate an employee, to acknowledge his accomplishments, competences and predispositions. Only such an
employee can undertake more and more important challenges and increase responsibility for his decisions. Thus
Recognition is closely connected with Empowerment.
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2. Conflict
In order to deliberate on Empowerment and Recognition issues in conflicts resolution, the term of conflict should
be explained. What is the nature of this specific type of social interaction and a relation which results from it as well as
what are the means of communication in a conflict? The author will focus on a structural fundament of a conflict. It
means, the actors in a process of negotiation take social positions of different interests. Conflicts take place
irrespectively of who takes those positions, as long as the structure remains untouched. (Laweler and Ford,1955). Such
an approach is called a structural approach and it implies the following assumptions:
1. A conflict takes place, when two or more actors have inconsistent preferences, when they see or forecast
partner’s resistance. It means the existence of a structural contradiction of interests is just a condition which
is necessary for negotiations. But it is also necessary to meet one more condition – actors in the conflict must
resist, namely they must hinder each other’s actions, (according to Kotarbiński, such an action can be called a
negative cooperation) or at least they must expect such a resist. Expecting other party’s resistance results in
actors being in readiness for hostile actions. This is a significant factor of a conflict situation.
2. Interdependence of actors, at a minimal possible level, is another condition of a conflict apart from the
previously mentioned contradiction. It means the actors cannot avoid each other, they need themselves.
Without interdependence a conflict situation is not a factor which forces the actors to undertake actions to
solve the conflict, i.e. armed or unarmed fight. Jaroslaw Rudaniański defines the subject as follows: ‘if a unit
acting within a system of a significant dependence wants to satisfy various needs, not only the fundamental
ones, it needs to influence other people in number of ways. It means, the unit needs to influence in a way the
others do what it wants and act according to its wishes. If, for any reasons, other people do not want to act
that way the unit wants them to – a counteraction begins when they try to influence that unit. Then, according
to our definition, we observe a fight or an action with a number of fight elements’. (Rudniański, 1989).
In the abovementioned reasoning, the author referred to a broad understanding of a fight, covering a spectrum from
an armed fight to all kinds of psychological influence. It should be stressed, the mutual dependence of actors has a
gradable nature. If it is low there is either no conflict situation or right after it occurs there is a break of a weak
interrelationship. In such a scenario there is no need for actors take any actions to solve the problem, namely a conflict
situation. There is no need to fight nor to negotiate. In other words ‘a structure of interdependence creates a sufficient
motivation for negotiations, when the cost of a prolonging conflict exceeds the cost of a compromise, which in result
means a profit which is lower than the most preferable solution’ (Lawrer, Ford, 1995). The factor determining the
fight is a result of comparing the results of fight to a compromise solution. A negative cooperation is inevitable if the
effects of solving a conflict by means of fight are better rated than the profits of a compromise or maintaining the
conflict in a latent phase. (Cichobłaziński 2010).
Actors of a conflict which is understood as above, try to devaluate opponent’s self-esteem. It results with a negative
spiral of mutual hostility and lack of trust.

Figure 1 Negative Conflict Spiral

Source: Baruch Bush, R. A., Folger, J. P. (2005) The Promise of Mediation. The

Transformative Approach to Conflict, Jossey-Bass, p. 50 .
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In such a course of a conflict one may observe a feedback between the feeling of weakness and focus on one’s own
business. This causes a spiral of negative and destructive actions. In an extreme form actors aim at destroying the
opponent and negotiations may degenerate into a fight. One may observe the feeling of alienation resulting from the
lowering the sphere of common interests (common ground) and statements demonizing the other party. Such
negotiations become the so called ‘position negotiations’, where none of the parties takes opponent’s interests into
consideration. Actors try to gain a full control over the course of a conflict, depriving the other party of the influence.
The party which was deprived of Empowerment starts to escalate aggressive behaviour.
Is it possible to exit this spiral of mutual destruction and mistrust? Yes it is. Bush and Folger named this path a
transformative conflict resolution. It is about a transformation of a relation between the parties to the conflict.
Transformation is possible as long as the relation between the parties is of a long term nature. It is difficult to see a
transformation in short term relations. In such cases parties focus on positive negotiations.
The process of conflict relation transformation presented by Bush and Folger using Empowerment and Recognition
is illustrated below.

Figure 2 Changing Conflict Interaction

Source: Baruch Bush, R. A., Folger, J. P. (2005) The Promise of Mediation. The

Transformative Approach to Conflict, Jossey-Bass, p. 55 .

In a transformative model one may observe a spiral of negative actions, resulting from the feeling of danger and
weakness, which normally end with aggression. Despite of appearances, weakening the opponent in negotiations does
not increase probability of finding a favourable conflict solution.
Actions leading to reinforcement of both parties to the conflict by means of Empowerment and Recognition may be
a solution.
„Conflict is not static. It is emergent, dynamic phenomenon, in which parties can-and do-move and shift in
remarkable ways, even when no third party is involved. They move out of weakness, becoming calmer, clearer, more
confident, more articulate, and more decisive – in general, shifting from weakness to strength. They move away from
self-absorption, becoming more attentive, open, trusting, and understanding of the other party – in general, shifting
from self-centeredness to responsiveness to other.” (Bush and Folger 2005, 55)
The role of Empowerment in this process is to increase responsibility of parties for decisions they make. The role of
Recognition, on the other hand is to present the opponent in the conflict as a subject of their actions, not only as a
subject of a manipulation (this often takes place during conflict resolutions). This approach in conflicts resolution is
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called a transformative approach and it is based on one very important assumption – that both the parties to the
conflict create a whole, they are elements of this whole. When applying this approach, it is possible to find paths for a
proper relation transformation in order to achieve a relative integration between the parties.

3. Conclusions
1.
2.

3.
4.

5.

Empowerment is an underestimated tool in modern HRM. A directive style is dominating, it takes employees
their subjectivity away.
Recognition is another important tool, apart from Empowerment. It is about recognizing and appreciating
employees, their qualifications and achievements. Only appreciated employees can accept difficult
challenges.
Empowerment and Recognition as tools of HRM in organization suit well conflict management. It is
particularly visible in Collective Disputes.
Both Empowerment and Recognition can reverse the spiral of mutual hostility and negative actions, in a way
that both parties to the conflict treat themselves subjectively and have a feeling of influencing the course of a
conflict.
Applying Empowerment and Recognition in solving organizational conflicts is possible only when parties to
the conflict believe in the existence of a common good, i.e.. a success of an organization and when they
believe in a mutual system of values.
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Summary: Financial situation is a fundamental issue for the local government. Financial problems could result in
insolvency that is why the analysis of financial situation is essential not only for current management, but also for the
protection against side effects of economic downturn. One of the most important determinants of the development of
the local government unit is its financial situation, which has an undeniable impact on the whole activities conducted
by the local government. The voivodeships which are in good financial condition are more competitive and efficient in
conducting development policy. The best voivodeships in 2014 and 2011 were mazowieckie and dolnośląskie, in 2009
– mazowieckie and łódzkie. At the of the ranking in 2014 were lubuskie and opolskie, in 2011 – kujawsko-pomorskie
and warmińsko-mazurskie, and in 2009 – lubuskie and warmińsko-mazurskie. The value of the index in 2014
fluctuated between 0.16 and 0.59, in 2011 between 0.22 – 0.64, and in 2009 – 0.16 – 0.64. The resulting measure
depends on the number and type of variables taken for testing. It allows you to identify weaker areas and improved
functioning of the unit, if its own position in relation to competitors. The behavior indicated methodology, and partial
variables, allows the assessment of individuals between countries.
Keywords:
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1. Introduction
The territorial self-government is the pillar of the system of public authorities in Poland. The list of tasks of two-tier
local government (municipality, district) and one-tier local government (voivodeship) includes, inter alia, maintenance
and development of the technical infrastructure (roads, bridges), maintenance and development of social infrastructure
(education, health service, institutions of culture) and concern for public safety and spatial order (Borodo, 2012; Olak,
Pawlik, 2013).
The most important is the use of socio-economic potential functioning within the region (the theory of endogenous
growth). It consists of, among other things, structural resources (values, management and accessibility) and functional
resources (economic, financial, technological, ecological, political, psychological, socio-demographic and cultural
factors; Gałązka, 2011, 13–48). The concept of growth pole was gradually developed, which began to be understood
not so much as an industrial plant, but as certain areas of growth, generating development which later on spreads in
different ways (Churski, 2011, 9–43). The concept of node model, which indicates so called growth nodes connected
to communication networks which actuate the development processes which are promoted by space infrastructure,
becomes the strengthening of the pole theory (Strahl, 2006, 22-26.).
The fundamental factor in determining the conditions of local self-government are the financial resources and
properly planned budget being a tool in the management and planning process. The need to finance tasks by local
governments determines their equipment in the specified supply sources (Kosek-Wojnar, Surówka, 2007, 67). The
Constitution of Republic of Poland specifies that the income of local government units (LGU) include their own
revenues, general subsidies from the state budget and specific grants. Own revenues include revenues from local taxes
and fees, property income, participation in taxes constituting to the state budget income and others, for example,
inheritances and gifts.

2. The purpose and research method
The aim of the article is to present the financial condition of the territorial self-government – the voivodeship, and
its changes in the years 2009-2014. Adopting these years as a reference point resulted from the availability of
comparable data. The level of financial condition was determined by the synthetic index method based on the simple
characteristics, which are presented in table 1. The data from Central Statistical Office – Local Data Bank were used
for the calculations.
In the first phase, the choice of a set of initial features was made with regard to the substantive, territorial and
temporal scope of the study and substantive, statistical and formal criteria. The level of financial condition was
determined by the synthetic index method using the following partial indexes (per capita): 1) income (X1, S): own
(X2, S), from personal income tax (X3, S), from corporate income tax (X4, S), from subventions (X5, D), from target
donation (X6, D), property (X7, S), 2) expenses: from budget in total (X8, S), investments (X9, S), current (X10, D),
on debt service (X11, D), on agriculture and hunting (X12, S), on transport and communication (X13, S), on housing
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policy (X14, S), on education (X15, S), on culture and the protection of national heritage (X16, S), on health care
(X17, S), on public administration (X18, D), tasks in the field of social policy (X19, D)8.
These variables were analyzed in terms of their changeability and the degree of correlation, in order to eliminate
those that are poorly differentiated and those which contain repetitive information. As the threshold value, 0.20 was
adopted for the coefficient of variation, and 0.75 for the coefficient of correlation. The level of the coefficient of
variation lay between 0.19-1.22 in 2014, 0.13-1.34 in 2011 and 0.17-2.13 in 2009. Coefficient of correlation had
values from -0.80 to 0.98 in 2014 and -0.73 to 0.99 in 2009. X2, X3, X4, X6, X7 (income zone) and X9, X11, X12,
X13, X14, X15, X16, X17, X18, X19 (expenditure zone) fulfilled the criteria used.
In a next step unitarisation of the variables was made. The values of the index were obtained from the interval (0, 1)
(Zeliaś 2000; Wysocki 1996; Wysocki, Lira 2005; Dziekański 2015).
This was followed by aggregation of partial variables with non-model method obtaining the matrix of the synthetic
index in the range of (0, 1) (Dziekański 2014). In the further step, a linear organization was performed according to
the diminishing values of the synthetic index.
The applied method enables the comparison of the degree of the financial condition of one unit in relation to the
other. The results obtained enable, inter alia, to identify weak and improved areas of activity of the unit (e.g. through
the analysis of the intrigued variables, identify areas of expanded analysis). Their value depends on the number and
type of accepted variables, or the range of their complexity.

3. Financial condition as a multifaceted element.
Financial condition, as a complex phenomenon, depends, inter alia, from the task performance, achieving budgetary
balance, as well as increasing the assets. Its level is influenced by, inter alia, the level of income, financial
independence, the amount of investments, the ability to obtain extra-budgetary funds, financial result. These values
indicate the level of fulfillment by the government of current tasks resulting from the needs of the residents, and also
point to the possibility of incurring liabilities in order to conduct and finance the investments (Ossowska, Ziemińska,
2010, 73–85). It is the ability to finance services using accumulated income in given socio-economic and institutional
conditions, or settling the liabilities in the given period of time.
The financial position is shaped, in addition to measures of a financial nature, by a lot of external conditions
(economic growth, unemployment, inflation rate, socio-economic situation, processes not influenced by local
authorities) and internal conditions (pension, location, activating human resources, raising economic activity,
improvement of management, the use of natural resources and environmental values associated with a given area
(Bieniasz, Gołaś, 2015, 27-37).

4. Financial condition of the voivodeships in Poland
Synthetic assessment of the financial condition of the voivodeships in Poland indicates various level of studied
units. In 2014 the situation of all the voivodeships generally deteriorated (in comparison to the previous years) – each
of them moved further from the model (table 2). The best voivodeships in 2014 were: mazowieckie (0.59) and
dolnośląskie (0.57), in 2011 – mazowieckie (0.64) and dolnośląskie (0.50), in 2009 – mazowieckie (0.64) and łódzkie
(0.43). At the end of the ranking in 2014 were: lubuskie (0.23) and opolskie (0.16), in 2011 – kujawsko-pomorskie
(0.22) and warmińsko-mazurskie (0.22), in 2009 – lubuskie (0.20) and warmińsko-mazurskie (0.16).
Table 2. Matrix of financial condition index and groups of division of voivodeships in Poland
2009
gr9
2010
gr
2011 gr
2012
gr
2013
gr

2014

gr

mazowieckie

0,64

B

0,63

B

0,64

B

0,55

B

0,61

B

0,59

B

dolnośląskie

0,37

D

0,47

C

0,5

B

0,59

B

0,57

C

0,57

B

pomorskie

0,32

D

0,46

C

0,41

C

0,51

B

0,54

C

0,46

C

śląskie

0,41

C

0,39

D

0,41

C

0,43

B

0,5

C

0,42

C

lubelskie

0,2

D

0,23

D

0,26

B

0,24

D

0,36

D

0,36

D

podlaskie

0,41

C

0,26

D

0,3

B

0,28

D

0,36

D

0,35

D

łódzkie

0,43

C

0,39

D

0,39

B

0,36

D

0,39

D

0,34

D

0,26

D

0,3

D

0,33

B

0,27

D

0,34

D

0,34

D

0,29

D

0,33

D

0,35

B

0,3

D

0,36

D

0,34

D

podkarpackie
zachodniopomors
kie
8

S-stimulant, D-destimulant
0,80 ≤ S < 1,00 very good (A); 0,60 ≤
S < 0,80 good (B); 0,40 ≤
0,20 ≤ S < 0,40 poor (D); 0,00 < S < 0,20 very poor, (E); gr – group
9
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S < 0,60 average (C);

małopolskie

0,41

C

0,33

D

0,35

B

0,35

D

0,36

D

0,33

D

wielkopolskie
kujawskopomorskie
świętokrzyskie
warmińskomazurskie
lubuskie

0,41

C

0,38

D

0,4

C

0,32

D

0,36

D

0,33

D

0,28

D

0,28

D

0,22

D

0,26

D

0,34

D

0,32

D

0,31

D

0,26

D

0,27

D

0,32

D

0,3

D

0,28

D

0,16

E

0,24

D

0,22

D

0,26

D

0,35

D

0,28

D

0,39

D

0,27

D

0,25

D

0,18

E

0,26

D

0,23

D

D

0,29

D

0,23

D

0,21

D

0,24

D

0,16

E

opolskie
0,29
Source: own authoring

The values of variables improved, deteriorated or remained at the same level. The value of the index fluctuated in
the 2014 between 0.16 (opolskie) and 0.59 (mazowieckie), in 2011 – 0.22 (warmińsko-mazurskie) – 0.64
(mazowieckie), in 2009 – 0.16 (warmińsko-mazurskie) – 0.64 (mazowieckie10).
There are no units in group A. Very few units belong to group B (2014 – 2 units, 2011 – 2 units, 2009 – 1 unit) and C (2014 – 2
units, 2011 – 3 units, 2009 – 5 units). The vast majority belongs to group D (2014 – 11 units, 2011 – 11 units, 2009 – 9 units).
Small shifts in time may be observed between the groups. The image shows that next to the change of position in relation to
other units, there was also a real positive change in relation to the starting point. The information about the level of
synthetic inform about the direction of the processes (transformations) and indicate in which unit the transformations
were the biggest and in which the smallest.

5. Structure of income and expenses in selected voivodeships
Income is a necessary basis for financial activities of the municipality, and their level indicates, inter alia, the
foresight of the local authorities. They also have direct connection with the activity of the residents and their state of
possession, which is associated with the level of taxes and local fees, or the independence of the unit. Own income
provide independence in making decisions. In 2014 in comparison to 2009 mazowieckie voivodeship 11 there was the
decrease (-0.01; 0.67-0.66) and increase in opolskie12 (0.24; 0.24-0.21).
The level of subsidies falls in the best voibodeship and grows in the poorest (in 2014 and 2009 – 0.05-0.09 in
mazowieckie and 0.23-0.16 in opolskie). Donations grow more in opolskie (0.19-0.07; in mazowieckie 0.08-0.06,
2014 to 2009).
Expenses are the derivative of activities performed by local government. These expenses are of current (in
mazowieckie 0.77-0.71 in 2014 and 2009; in opolskie 0.66-0.46) and investment nature. Investments in financial
economy of the voivodeship are a factor which characterizes the development possibilities. Their amount decreased
cinsderably in opolskie (in 2014 to 2009; 0.34-0.54), and in case of mazowieckie voivodeship (0.23-0.25; Sobczyk,
2010, 125-136; Kowalska, Knapik, Bogusz 2015).

6. Conclusion
The assessment of financial condition may be useful to the assessment of the effectiveness of functioning of the
self-government and its financial possibilities. It should be carried out on the basis of measurements describing in a
complex way the budgetary relations, the budgetary amounts referring to the number of residents or the description of
debt and the ability of its service. The choice of features can have a significant impact on the results obtained. Initially,
the selected set of variables was tested for their technical and statistical significance. Then, individual variables were
normalized and a synthetic index was built and they were grouped.
The analysis of financial condition, based on selected variables, indicates a difficult situation of the municipalities.
The values of the synthetic measure improved, deteriorated or remained at the same level. The best voivodeships in
2014 were: mazowieckie (0.59) and dolnośląskie (0.57), in 2011 – mazowieckie (0.64) and dolnośląskie (0.50), in
2009 – mazowieckie (0.64) and łódzkie (0.43). At the end of the ranking were in 2014 lubuskie (0.23) and opolskie
(0.16), in 2011 – kujawsko-pomorskie (0.22) and warmińsko-mazurskie (0.22), in 2009 – lubuskie (0.20) and
warmińsko-mazurskie (0.16). The value of the index fluctuated in 2014 between 0.16 (opolskie) and 0.59
(mazowieckie), in 2011 – 0.22 (warmińsko-mazurskie) and 0.64 (mazowieckie), in 2009 – 0.16 (warmińskomazurskie) and 0.64 (mazowieckie). The level of income of the municipalities in the recent years was influenced by

10

Good position of mazowieckie voivodeship in the ranking and the assessment of financial condition is the result of
the position of Warsaw – the capital city of Poland, big economic potential, well-developed infrastructure, etc.
11
The best unit from the point of view of financial condition.
12
The poorest unit from the point of view of financial condition.
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the funds provided for the realization of European Union projects, which next to own income, PIT and CIT affect the
financial situation of the unit.
The resulting measure depends on the number and type of variables taken for testing. It allows you to identify
weaker areas and improved functioning of the unit, if its own position in relation to competitors. The behavior
indicated methodology, and partial variables, allows the assessment of individuals between countries.
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Summary: Some papers used different VAR models to confirm the positive relationship between oil price shocks
and Japan’s real GDP growth since 1985. Until now, there have been no known studies which explain Japan’s unusual
reaction to oil price shocks. This paper uses three kinds of structural bivariate VAR model to compare the effects of
oil price shocks on Japan and the US. We first confirm that the US economy always decreases in terms of real GDP
after an oil price shock, but in Japan’s case there is an increase in real GDP in 1986-2010. In order to explain Japan’s
special response, we investigate the share of expenditure in Japan’s national income for each term and find that
reduced private consumption, as well as higher investment and exports, caused Japan’s real GDP to increase for the
first time. We can use this method to interpret why US real GDP is decreasing in full sample periods. Moreover, we
find that there is Granger causality between investment and exports in the Japanese economy in the most recent two
decades.
Keywords: oil price shocks, real GDP, structural bivariate VAR model

1. Introduction
Since Gordon (1975) pioneering study on the relationship between energy prices and inflation, it has been known
that oil price shocks significantly affect real economic activities. In oil-importing countries, oil price shocks generally
increase inflation and short-term interest rates, and decrease real GDP and real wages. Given that oil is an essential
production factor, an increase in oil prices raises production costs. Consequently, the prices of goods increase, thereby
inducing a fall in real wages (Barsky and Kilian, 2004; Rotemberg and Woodford, 1996) and a reduction in consumer
spending (Edelstein and Kilian, 2009). Firms will then cut investments and labor costs, leading to inflation and
recession.
After the first and second global oil crises, empirical studies on the effects of oil price shocks on the real economy
have been published. Hamilton (1983) used 1948–1980 US data to investigate significant relationships between oil
price changes and real GNP growth, and reported an inverse correlation between oil price fluctuations and US
economic performance. Other researchers, particularly Burbidge and Harrison (1984), who used a VAR model, and
Hooker (1996, 2002), who used a nonlinear model, obtained similar results. Two linear models are typically used to
study the relationship between oil price shocks and economic activities: the VAR model (Kilian, 2008a) and the
dynamic stochastic general equilibrium (DSGE) model (Leduc and Sill, 2004). However, the linear model could not
explain the slow economic growth that occurred in the 1980s when oil prices skyrocketed. Thus, the asymmetric
effects of oil price fluctuations have aroused interest in economics research (Mork, 1989). Using the non-linear
method, Hamilton (1996, 2003) redefined an oil price shock as a “net oil price increase” (hereafter NOPI) to find that
oil price increases are much more important than oil price decreases, and increases have significantly less predictive
content if they simply correct earlier decreases.
Recently, Kilian (2009) and Hamilton (2009) not only studied the effects of oil price shocks on macroeconomic
aggregates, but also investigated the effects of market supply and demand on oil price shocks. If oil price shocks that
are driven by market supply and demand can be determined, they may bring different economic effects.
Some studies on the relationship between oil prices and real economic activities, particularly those on OECD and
G7 countries, have shown that unlike unchanging results in most industrialized countries, results in Japan’s economic
context vary across different models. Kilian (2008a), Cologno and Manera (2008) showed that oil price shocks did not
significantly affect Japan’s real GDP growth in the 1970s and 1990s. Lee et al. (2001) observed a negative cumulative
impact from oil price shocks on Japan’s real GDP from 1960–1996 (in fact, this negative relationship is very
infinitesimal). Conversely, Blanchard and Gali (2008), Jimenez-Rodriguez and Sanchez (2005) used different VAR
models to find the positive relationship between oil price shocks and Japan’s real GDP growth in 1970–2007 and
1972–2001, respectively. We found no study explaining Japan’s unusual reaction to oil price shocks. Explaining these
conflicting results remains a challenge.
This paper aims to compare the effects of oil price shocks only in increasing cases on the Japanese and US
economies to find the special feature of Japan’s economy using several structural bivariate VAR models. Based on the
main results, oil price shocks affected the two countries’ economies: (1) in 1960–1985, similar to other oil-importing
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countries, Japan’s economy showed typical reactions to oil price shocks; (2) in 1986–2010, Japan’s economy exhibited
an atypical response to oil price shocks—Japan’s real GDP increased; and (3) in two sub-periods, similar to other oilimporting countries, the US economy showed typical reactions to oil price shocks.
We mainly investigated the conflicting results on the Japanese economy’s reaction to oil price shocks, and
determined why Japan’s real GDP increased after 1985 by studying the expenditure side of the country’s national
income. Total investments increased with oil price shocks, whereas the share of consumption on the expenditure side
of the national income decreased in Japan. We also can use this method to interpret why US real GDP decreased in full
sample periods. Although non-residential investments also increased in the US after 1985, the share of consumption on
the expenditure side of the US national income increased.
The remainder of this paper is logically organized. Section 2 finds a new feature of the oil price change after 1985.
Section 3 develops the research model and methodology, and presents our analysis of oil price shock responses.
Section 4 concludes the paper.

2. Oil Price Shocks
2.1 Oil price
There are three types of nominal oil prices (dollar per barrel) in the international oil market:
(1) OPEC basket price: Since 1987, OPEC countries have managed crude oil production and accordingly adjusted
oil prices by simply averaging the basket prices of the seven main crude oil-producing fields: Algeria’s Saharan
Blend, Indonesia’s Minas, Nigeria’s Bonny Light, Saudi Arabia’s Arab Light, Dubai’s Fateh, Venezuela’s Tia
Juana Light, and Mexico’s Isthmus.
(2) Brent spot price: About two thirds of the world’s international crude oil supply is priced relative to the Brent
spot price, which combines the prices of 15 different oil-producing fields in the Brent and Ninian areas of the
North Sea.
(3) West Texas Intermediate (hereafter WTI): This is the most important US benchmark price with the longest
quarterly records that date back to 1946. WTI price is often used in empirical studies.
About 90% of Japan’s oil imports have been coming from the Middle East since 2005 (by trade statistics of Japan);
hence, we should use the OPEC basket price. However, there are no available data prior to 1978, and monthly data
have only become available since 1997. Generally, the OPEC benchmark is preferred for as long as series data on oil
prices are available. Moreover, using the OPEC data series from 1997–2010 only enables comparison with other oil
price benchmarks (Figure 1). We also found that comparative data nearly correspond with historical data. WTI prices
are always the highest, whereas OPEC basket prices are consistently the lowest. In this study, we used the WTI
benchmark because it has the most extensive data available.
Figure 1. Three types of oil prices
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Most empirical papers utilize the unadjusted WTI price (Blanchard and Gali, 2008) or the real oil price, which is
computed by dividing the nominal price by the US CPI (Jimenez-Rodriguez and Sanchez, 2005), even when the home
currency of the country under study is not US dollars. For Japan’s economy, the US CPI is not an important index.
Moreover, oil price indices can provide results but cannot reflect the real effects of oil price shocks in non-dollar
countries. Japan is a net oil-importing country; hence, the influences of exchange rates on oil imports—particularly
yen–dollar exchange rates that are easily affected by global economic events—must be considered.
For the US case, the real oil price is defined by dividing the nominal WTI price by the US CPI. For Japan’s case,
the WTI price is multiplied by the yen–dollar exchange rate (to obtain the nominal price in Japanese yen) and then
divided by Japan’s CPI (to obtain the real oil price). Exchange rate fluctuations can either magnify or reduce the size
of oil price shocks, particularly on Japan’s oil importation. The 1985 Plaza Accord significantly affected the Japanese
yen exchange rate; hence, we chose 1985 as the structure point. Figure 2 shows that before 1985, yen depreciation
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magnified the effects of oil price shocks, thereby adversely affecting Japan’s economy in 1973 and 1979. After 1985,
real oil prices, including exchange rates and Japan’s CPI, have balanced the scale of oil price shocks in dollars. The
correlation coefficients between the two kinds of oil prices (expressed in dollars and in yen) are 0.9153 and 0.9765
during the two periods, respectively.

Figure 2. WTI real price and real yen oil price for two countries
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2.2 Oil price shocks
The media dubbed the two significant oil price shocks during the 1970s as the first and second oil crises. The recent
surge in 2003-2008, however, is not considered as an oil crisis. Most studies define oil price shocks in three ways as
follows:
Hamilton (1996) advocated the use of NOPI as a method to measure an oil price shock, which is defined by the
change in the observed maximum value during the preceding four quarters while holding other values at zero as in
Figure 3. However, this definition can only give the highest oil price level but cannot illustrate price fluctuations (e.g.,
cumulative change) in a given period. The effects of oil price shocks on economic activities do not only depend on the
highest oil price level, but also on the cumulative increase in oil prices over a given period (Ferderer, 1996). If oil
prices increase 100% for one month, firms cannot simply adjust their capital and labor costs. However, if the increase
endures for four quarters or longer, firms can adjust their production costs and methods to offset the effects of oil price
shocks.
Figure 3. NOPI
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Blanchard and Gali (2008) recently defined a large oil price shock as a cumulative increase in oil prices above 50%
of the nominal price sustained for more than four quarters. According to this definition, 1973:Q3–1974:Q2, 1979:Q1–
1980:Q2, 1999:Q1–2000:Q4 and 2002:Q1–2007:Q3 are oil price shock episodes. Although the cumulative increase in
oil prices can be obtained using this defined method, a problem also arises. The definition limits changes in oil prices
to more than a year. In the first and second oil price shocks, oil prices increased by 135% and 45%, respectively, in
one quarter alone.
Blanchard and Gali (2008) explained that oil price shocks after 1985 did not severely affect most industrialized
countries economies because of changes in economic structure (e.g., the use of less petroleum products in production,
more flexible labor markets, and improved monetary policy). However, we employ the change in the volatility style of
oil price, may also explain this phenomenon in Section 3. Kilian (2008a) advocated exogenous oil supply shocks to
analyze their effects on economic activity. He identified a group of oil producing countries whose oil production is
affected by war to obtain the production shortfall for each OPEC country, and constructed the exogenous oil supply
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shocks. Not all of the oil price increase is caused by production shortfall, for example the Iraq war was not associated
with a real oil price increase in 2003. Oil supply shocks are even better measures than oil price shocks in Kilian’s
viewpoint.
In this study, we found the important features of recent oil price increases are described as a sudden increase or a
gradual increase. This can explain the scale of response in Japan’s economy and why it became smaller after 1985.
2.3 Exogeneity of oil price
Hamilton (2003) reported that oil prices were exogenous for the US economy with institutional, historical and
statistical evidence before 1972. The US is the greatest oil consuming country in the world, but their macroeconomic
variables cannot affect oil price changes. Japan is the third greatest oil consumer behind China. If the oil price is
affected by the supply or demand side of the world oil market, we can also say the oil price is exogenous for Japan’s
economy.
Before oil price shocks happened, economists deemed that political and military events brought about production
shortfalls in the oil supply. Figure 4 plots quarterly levels of oil production from 1973Q1-2010Q2 for the main oil
producing fields and Table 1 lists the main political military events in the Middle East. We can also calculate the
Granger causality test to confirm statistical evidence in greater detail. Table 2 rejects the null hypothesis for two cases
with production changes of total OPEC and world respectively at the 5% level.
Figure 4. The oil production of OPEC and the World
Total OPEC
100,000

90,000

80,000

70,000

60,000

50,000

40,000
1975

1980

1985

1990

1995

2000

2005

2010

2000

2005

2010

W ORLD
230,000
220,000
210,000
200,000
190,000
180,000
170,000
160,000
150,000
1975

1980

1985

1990

1995

Table 1. Main exogenous political military events for world oil supply
Data
October 6-25, 1973
October 1973- March 1974
October 1978-December 1979
September 1980-August 1988
August 1990-February 1991
March 2003-August 2010

Political and military events
Yom-Kippur War
Arab Oil Embargo
Iranian Revolution
Iran-Iraq War
Persian Gulf War
Iraq War
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Table 2. Granger causality test the oil price and production
Null Hypothesis
Changeopec does not Granger cause changeoil
Changeworld does not Granger cause changeoil

Objects
148
148

F-statistic
3.64838
3.474821

Probability
0.0285
0.0335

3. Methodology and Model
3.1 Unit root tests of variables
Prior to developing the structural VAR model, the unit root tests of these stochastic series were first examined via
two methods: Augmented Dickey–Fuller (ADF) and Phillips–Perron (PP) methods. The first-order differences of all
variables are stationary in our test results with these two methods for two sub-periods.
The nine variables are changeoil, changegdp, changepricon, changetotalinv, changegov, changeexport,
changeimport, changeresidential, changeinv. Changes at the beginning of all logarithmic variables are the first-order
differences. Oil is in Japanese real oil price, the exchange rate is from IFS, Japan’s CPI is from IFS before 1980 and
STAT after 1980, and the GDP is real GDP from 68SNA and 93SNA calculated by Japan’s Cabinet Office. The US
data is from the Bureau of Economic Analysis.
3.2 Structural bivariate VAR model
Structural bivariate VAR models were used for the dynamic equation. Representative processes for the two subperiods can be written as follows:
(1)
(2)
where =( , ) is a (2
) vector of changeoil and one macroeconomic aggregate of our interest;
and
are
a (2 ) vector of intercept terms;
and
,
and
are (
) coefficient matrices;
are white noise
error vectors with zero mean and nonsingular covariance matrix
respectively. Each equation includes four
lags based on the Akaike Info Criterion (AIC). In all structural VAR models, oil price is first considered because oil
price is exogenous and to ensure that oil price shocks are not concurrently affected by changes in other
macroeconomic aggregates. The structural bivariate VAR model linearly removes unpredictable factors in oil price
changes and enables reverse causality.
Lee and Ni (2002) showed that oil price shocks affect all economic sectors differently. According to variables in
vector , we analyze the effects of oil price shocks on the two countries’ economies by employing three steps. Step 1
merely analyzes the relationship between oil price shocks and real GDP. In order to explain the results in Step 1, five
macroeconomic aggregates on the expenditure side of the national income (private consumption, total investment,
government consumption, exports and imports) must first be enumerated in detail in Step 2. In Step 3, the different
sectors and industries in the two countries’ economies, which are affected by oil price shocks (e.g., private residential
and non-residential investments and exports), are tackled in detail.
Figures 5-6, 7-8, and 9-12 show the results of Steps 1, 2, and 3, respectively. The results show the estimated
impulse response functions (hereafter IRFs) using Cholesky’s one standard deviation changeoil innovation for
1960Q1–1985Q4 and 1986Q1–2010Q1.
Figure 5. The accumulated response of Japan’s real GDP
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After 1985
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Figure 6. The accumulated response of US real GDP
Accumulated Response of CHANGEUSGDP to Cholesky
One S.D. CHANGEREALUSOIL Innovation
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In Step 1, Figure 5 and Figure 6 show two facts. First, consistent with typical reactions to oil price shocks, two
countries’ real GDP decreased before 1985. The first two times the oil price shocks brought significant adverse effects
on the two countries’ economies. In contrast, Japan’s real GDP increased over time after 1985 while US real GDP still
decreased. Second, similar to Blanchard and Gali (2008), the scale of the response for the two countries’ economies
became smaller after 1985. They explained this phenomenon from the perspective of changes in the economic
structures of the two countries with the DSGE model. Changes in the oil price increase can also explain the
phenomenon under this study.
Figure 7. The accumulated response of Japan’s expenditure side
Before 1985

After 1985
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One S.D. CHANGEOIL Innovation
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Accumulated Response of CHANGEEXPORT to Cholesky
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Figure 8. The accumulated response of US expenditure side
After 1985

Before 1985
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Accumulated Response of CHANGEUSEXPORT to Cholesky
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Figures 7 and 8 show the Step 2 results of private consumption, total investment, government expenditure, and
exports and imports for the two countries. Total investment in Japan includes private residential and non-residential
investment, private and public inventories, and public investment; total investment in the US includes business fixed
investment, non-residential investment, residential investment, structures, equipment and software, and change in
private inventories.
Before 1985, for Japan’s case, consumers simultaneously lower their consumption levels due to anticipated
decreases in future income, as seen in the left panel of the first row of Figure 7. Moreover, firms also reduce
investments because of the increasing marginal cost of production and the decreasing consumer demand, shown in the
left panel of the second row of Figure 7. Government investment and expenditure in Japan also decreased with oil
price shocks due to the reduced national income, seen in the left panel of the third row of Figure 7. Consumer demand
decreased and the Japanese yen depreciated during the period; hence, imports accordingly decreased as seen in the left
panel of the fifth row of Figure 7. The unique increase reaction to oil price shocks appears in Japan’s export sector as
the left panel of the fourth row of Figure 7 illustrates. As everyone knows, in the 1970s, Japanese automobiles entered
the international market. The series of energy and environmental laws passed in the United States since 1980 have
promoted the importation of Japanese energy-efficient automobiles into the country (Hamilton, 2009). For the US case
in Figure 8, the unique difference is the IRFs of government investment and expenditure which is infinitesimally
increased. It may be the result of different finance policies in the US economy which appear to increase the reaction to
oil price shocks.
After 1985, consumption still gradually decreased for both countries in the long run as seen in the right panel of the
first row of Figures 7 and 8. Total investment for both countries, in the right panel of the second row of Figures 7 and
8, showed an increase which, in the US case, is consistent with the results of Edelstein and Kilian (2007). Similar to
the trend before 1985, government spending in Japan decreased at small levels, as shown in the right panel of the third
row of Figure 7, but was statistically insignificant for the US case. Exports of the two countries became larger as the
right panel of the fourth row of Figures 7 and 8 shows, and imports have also increased, as seen in the right panel of
the fifth row of Figures 7 and 8.
Figure 9. The accumulated response of Japan’s private residential
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Figure 10. The accumulated response of Japan’s private non-residential investment
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Figure 11. The accumulated response of Japan’s automobile exports and production
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Figure 12. The accumulated response of US residential and non-residential after 1995
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Why do firms in the two countries choose to boost their investment during oil price shocks ? In order to delve into
this problem, we investigate the two important parts of total investment: private residential and private non-residential
investment in Step 3. The results are in Figures 9~12.
The responses of the two sectors are contrary change in two sub-periods for the Japanese economy (Figure 9 and
10). Private residential investment increases because of Japan’s bubble economy in the 1990s. Private non-residential
investment in the two countries, including firms’ structures and equipment investment, also increases. The reason for
the increase in investment in Japan can be explained by the gradual oil price increase because firms will forego
expenditure for new energy-efficient equipment or for new innovative techniques in order to lower the marginal cost
of the production process. Automobile exports make up the biggest share in Japan’s total exports (18.4% in 1988 and
17.1% in 2007 by trade statistics of Japan); hence, automobile exports can be considered as an important factor in the
increase for exports after 1985. Figure 11 shows the trend in Japan’s automobile exports (1993M1–2009M12) and
production (2001M7–2009M12) respectively.
For the US case, see Figure 12, after 1995 residential investment only has a short increase; but non-residential
investment increased; for example, Edelstein and Kilian (2007) found that the mining sector will increase equipment
investment during oil price shocks.
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Figure 13. The growth rate of oil price
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Figure 13 shows the evolution of the growth rate of the oil price from 1960 through 2010. It shows that before
1985, oil price trends were marked by sudden spikes with only positive growth rates. However, after 1985, gradual
increases with positive and negative growth rates can be observed, with prices increasing in one quarter and then
decreasing in the next. This change in oil price trends before and after 1985 is a relevant factor in this study.
Households and firms may change their consumption and investment habits in response to the different forms of oil
price increases. A sudden spike or a gradual increase in oil prices will dictate consumer consumption patterns. When
the sudden spike in oil prices is due to supply factors, consumers will tend to postpone their spending on petroleum
products until the exogenous war or political situation in the Middle East has stabilized, similar to the first two oil
price crises. Conversely, when there is a gradual increase in oil prices, consumers will forego purchasing common
goods because they cannot predict when oil prices will decrease, particularly when the world economy is booming.
The rational consumption behavior will not significantly affect economic spending, such as a small increase in the
short run but a decrease in the long run in Figure 7. This consumption behavior also applies to firms.
We noticed that Japan’s exports increase in any sub-period. Is there a correlation between total investment and
exports? Figure 14 plots total investment and exports. After 1985, we can find the Granger causality relationship
confirmed by Table 3. When exports are increasing, firm investment will increase; by contrast, when firm investment
is increasing, Japan’s exports will increase. Firms like to invest in the export sector such as the automobile industry.
Figure 14. The growth rate of total investment and export after 1985
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Table 3. Granger causality test total investment and exports from 1986 to 2010
Null Hypothesis
Changeexport does not Granger cause changetotalinv
Changetotalinv does not Granger cause changeexport

Obj
92
92

F-statistic
4.00254
3.75796

Prob.
0.0051
0.0074

Figures 7 and 8 show that each sector on the expenditure side of the two countries’ national income has almost the
same response to oil price shocks, but the sum of the five sectors responses, real GDP, are different. The reason behind
the increase in Japan’s real GDP relative to oil price shocks is now considered in this paper. Only based on the IRFs in
Figures 7 and 8, we cannot interpret this problem until now. In greater detail, we investigate the average weights of
terms on the expenditure side of national income to find the key.
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Table 4. The average weight of Japan’s expenditure term in total expenditure
period
1960-1985
1986-2010

Private
consumption
0.6064
0.5632

Total
investment
0.2814
0.2591

Government
expenditure
0.1162
0.1613

Exportation

Importation

0.0694
0.1041

0.0734
0.0877

Table 5. The average weight of US expenditure term in total expenditure
period
1960-1985
1986-2010

Private
consumption
0.6407
0.6793

Total
investment
0.1211
0.1460

Government
expenditure
0.2676
0.2065

Exportation

Importation

0.0446
0.0933

0.0547
0.1216

Tables 4 and 5 show the average weights of terms on the expenditure side of national income for the two periods in
the economies of both countries. Using these weights, we then multiply the change in rate for each term of oil price
shocks. The sums of these terms then become the total effect of the oil price shocks on the two countries’ economies.
This method of calculation reflects not only the response size from oil price shocks but also the weight of each term in
the total effect. Table 4 notes changes in Japan’s economy during the second period. The weight of private
consumption and total investment decreased by 3%, whereas the weight of government expenditure and imports
increased by 4%. Table 5 notes the changes for the US economy during the second period, and it is seen that the
weight of private consumption and total investment increased by 4%, and the weight of investment, government
expenditure and imports increased by 2.5%, 5% and 6.7% respectively. We know that the significant decrease in the
negative effects of consumption and the increase in the positive effects of investment and exports lead to a positive
end result.
The reasons behind the increase in Japan’s real GDP can now be attributed to three factors: (1) decrease in
consumption share on the expenditure side of national income, (2) positive investment, and (3) increase in exports
after 1985.

4. Conclusions
This paper initially organized the three types of oil prices and the three kinds of oil price shocks, and then found the
new feature of oil price changes. Why the recent effects of oil price shocks become smaller may be explained by
changes in the oil price through gradual constant increases.
Three kinds of structural bivariate VAR models were employed, including oil price shocks and macroeconomic
aggregates of our interest, to explain why Japan’s real GDP increased despite the recent oil price shocks with each IRF
variable.
Previous empirical papers analyzing the effects of oil price shocks on economic activities always pointed at the
production aspect of national income to research the production function, of which oil is an input factor. They did not
consider endogenous technical innovation such as increases in energy-efficient production processes, so they obtain
the negative effects on real GDP in the DSGE model. According to three surface equivalence principle of national
income, this paper for the first time undertakes the expenditure aspect of national income to analyze this problem. We
first find that the weights of consumption and investment on the expenditure side of Japan’s national income have
likewise decreased in the same period, moreover, private residential expenditure and exports have gradually increased
with oil prices after 1985. Finally, the increase in Japanese automobile production and exports can explain why Japan’s
real GDP increased after 1985. In fact, we use the same method to analyze the US case, and obtain an interpretation
for the decrease in US real GDP during oil price shocks. In order to explain why Japan’s investment increases during
oil price shocks, we obtain the unexpected result in which there is Granger causality between investment and exports
after 1985.

168

References
1.
2.
3.
4.
5.

6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.

Barsky R. B., Kilian L. (2004): Oil and the Macroeconomy since the 1970s, Journal of Economic
Perspectives, 18(4), p.115-134.
Blanchard O. J., Gali J. (2008): The Macroeconomic Effects of Oil price Shocks: Why are the 2000s so
different from the 1970s? NBER Working Papers 13368.
Burbidge J., Harrison A. (1984): Testing for the Effects of Oil Price Rise Using Vector Autoregressions,
International of Economic Review, 25(2), p.459-484.
Cologno A., Manera M. (2008): Oil Prices, Inflation and Interest Rates in a Structural Cointegrated VAR
Model for the G-7 Countries, Energy Economics, 30(3), p.856-888.
Edelstein P., Kilian L. (2007): The Response of Business Fixed Investment to Changes in Energy Prices: A
Test of Some Hypotheses about the Transmission of Energy Price Shocks, the B.E. Journal of
Macroeconomics Contributions, 7(1), Article 35.
Edelstein P., Kilian L. (2009): How Sensitive are Consumer Expenditures to Retail Energy Prices? Journal of
Monetary Economics, 56(6), p.766-779.
Ferderer J. P. (1996): Oil Price Volatility and the Macroeconomy, Journal of Macroeconomics, 18(1), p.1-26.
Gordon R. J. (1975): Alternative Responses of Policy to External Supply Shocks, Brookings Papers on
Economic Activity, 6(1), p.183-206.
Hamilton J. D. (1983): Oil and the Macroeconomy since World War Ⅱ, Journal of Political Economy, 91(2),
p.228-248.
Hamilton J. D. (1985): Historical Causes of Postwar Oil Shocks and Recessions, Energy Journal, 6(1), p.97116.
Hamilton J. D. (1996): This is what Happened to the Oil-macroeconomy relationship, Journal of Monetary
Economics, 38(2), p.215-220.
Hamilton J. D. (2003): What is an Oil Shock? Journal of Econometrics, 113(2), p.363-398.
Hamilton J. D. (2009): Causes and Consequences of the Oil Shock of 2007-08, In: Brookings Papers on
Economic Activity, in preparation.
Hooker M. A. (1996): What Happened to the Oil-macroeconomy Relationship? Journal of Monetary
Economics, 38(2), p.195-203.
Hooker M. A. (2002): Are Oil Shocks Inflationary? Asymmetric and Nonlinear Specifications versus Changes
in Regime, Journal of Money, Credit and Banking, 34(2), p.504-561.
Jimenez-Rodriguez R., Sanchez M. (2005): Oil Price Shocks and Real GDP Growth: Empirical Evidence for
Some OECD countries, Applied Economics, 37(2), p.201-208.
Kilian L. (2008a): A Comparison of the Effects of Exogenous Oil Supply Shocks on Output and Inflation in
the G7 Countries, Journal of the European Economic Association, 6(1), p.78-121.
Kilian L. (2008b): Exogenous Oil Supply Shocks: How Big Are They and How Much Do They Matter for
the U.S. Economy? Review of Economics and Statistics, 90(2), p.216-240.
Kilian L. (2009): Not All Oil Price Shocks Are Alike: Disentangling Demand and Supply Shocks in the
Crude Oil Market, American Economic Review, 99(3), p.1053–1069.
Leduc S., Sill K. (2004): A Quantitative Analysis of Oil Price Shocks, Systematic Monetary Policy and
Economic Downturns, Journal of Monetary Economic, 51(4), p.781-808.
Lee B. R., Lee K., Ratti L. A. (2001): Monetary Policy, Oil Price Shocks, and the Japanese Economy, Japan
and the World Economy, 13(3), p.321-349.
Lee K., Ni S. (2002): On the Dynamic Effects of Oil Price Shocks: A Study Using Industry Level Data,
Journal of Monetary Economics, 49(4), p.823-852
Mork K. A. (1989): Oil and the Macroeconomy when Prices Go Up and Down: An Extension of Hamilton’s
Results, Journal of Political Economy, 97(3), p.740-744.
Rotemberg J., Woodford M. (1996): Imperfect Competition and the Effects of Energy Price Increases on
Economic Activity, Journal of Money, Credit, and Banking, 28(4), p.550-577.

169

THE URBAN-RURAL INCOME DISPARITY, HUMAN CAPITAL
INVESTMENT AND ECONOMIC GROWTH IN CHINA
Xiaojing CHAO1
School of Economics and Management, Northwest University, Xi’an, Shaanxi, China
Email address: chaoxiaojing1234@163.com

1

Summary: The overall relation of urban-rural income inequality to economic growth is complex. As the widening
income gap between urban and rural areas, the rural residents are unwilling and unable to invest in human capital,
which restricts China's long-term economic growth. By empirically analyzing Chinese provincial panel data from 1995
to 2012, we find the material capital investment and the human capital investment have highly significantly positive
coefficients for explaining economic growth, however, the urban-rural income disparity is significantly negative for
the human capital investment, moreover, the results shows that there is a negative influence of urban-rural income
disparity on the economic growth.
Keywords: human capital investment, China, Economic growth

1. Introduction
This paper researches on the interacted effects of urban-rural income disparity, human capital investment and
economic growth in China. China has experienced dramatic economic growth for more than three decades since the
reforming and opening in the late 1970s. But the problem of income disparity between the urban and rural economy
still exists in the process of the development. At current, China is on the crucial time of economy in transition. In the
Fifth plenary Session of the 18th central Committee, the core idea of economic development in China which is
"innovation, coordination, green, open, sharing"was put forward, so the focus on narrowing the income gap between
urban and rural areas is an urgent need.
There are four basic studies to explain the impact of income gap on economic growth. The first viewpoint, which
pays much attention on accumulating incentive, thinks that the income gap will limit the investment opportunities of
the poor and reduces the accumulation of wealth. That is why the income gap is not conducive to economic growth.
(Banerjee and Newman, 1993; Aghion and Patrick Bolton, 1997). The second viewpoint, in the aspect of division of
labor, argues that low-skilled people are more inclined to choose not to division of labor. Therefore, equality of
income distribution will affect economic growth by promoting collaboration (Fishman and Simhon, 2002; Ming Liu,
Zhao Chen, zhenzhen Yang, 2007). The third view, from the perspective of consumption demand, thinks that the
income gap will reduce consumer demand, so as to restrict the economic growth (Murphy, Shleifer and Vishny,
1989;Heng Quan, 2002; Rudai Yang, Shie Zhu, 2007;Ling Shen, Guoqiang Tian, 2009). The fourth viewpoint, thinks
the economic growth is related to political and economic factors. The government tax and social conflict have affected
the economic growth through income gap (Persson and Tabellini, 1994; Alesina and Rodrikc,1994; Li and Zou, 1998;
Cagetti and Nardi, 2007; Benhabib and Rustichini, 1996; Alesina and Perotti, 1996; Aghion, Banerjee and Piketty,
1997; HengYin, Liutang Gong, Hengfu Zou, 2005).
Although there is a substantial amount of literature on accumulation of motivation, the division of labor, consumer
demand, or political and economic perspective to study the income disparity and economy growth, only a few studies
have examined the human capital investment. Galor and Zeira (1993) first propose that income inequality hinder
economic growth through the accumulation of human capital. And they believe income distribution inequality will
limit economic growth, since it will limit the poor to have a chance to receive education, and reduce their investment
in material capital and human capital. Furthermore, Benabou (1996), Aghion (1998) draw the same conclusion when
they study redistribution how to impact economic growth through human capital accumulation mechanism. De La
Croix et al.(2004)argue that income disparity reduces the average education level, hampering economic growth from
the perspective of the reproductive decisions and education, because the poor tend to have more children and less
investment.
Compared with other economies, China's economic problems are of great particularity, and its economic
development path of "heterogeneity" is endogenous locking and long-standing. Resource constraints have different
influence on urban and rural areas to accept education for individuals and to invest in human capital in China. In
addition, the different birthplace has, to a great extent, affected Chinese people to accept the opportunities of education
and skills acquisition. Therefore, it lead to the serious urban-rural gap. Jun Yang, Xiao Huang, Xiaoyu Li (2008) adopt
Simultaneous Equations Model to have the empirical test in China to explain the interacted relationship between
education inequality and income distribution. Yanping Huang, Yu Liu, Yiqun Wu, Wenbo Li(2013) alter the
hypothesis of complete substitution, and adopt a panel data model including panel data approach to test China's
regional economic growth under the impact of different level education. The result shows that China's primary
education has a greater influence than the higher education on boosting the economic growth. Further, Ming Liu, Zhao
Chen, Guanghua Wan (2005) put the education and investment as endogenous variables into the simultaneous
equations model, and empirically analyze the interaction among the income disparity, investment of education and
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economic growth with the Chinese provincial panel data from 1987 to 2001. Then the model implies that the income
gap has a indirect influence on economic growth mainly coming from the investment channels, but not education. This
paper focuses on urban-rural income disparity by analyzing the impact of human capital investment on economic
growth, and adopts the method of three stage least square (3SLS) to empirically testing based on Chinese provincial
panel data from 1995 to 2012.
The remainder of the paper is organized as follows. In Section 2, we describe the simultaneous equations model that
is used for testing the empirical relationship among urban-rural income disparity, material capital investment and
human capital investment and economic growth. In Section 3, we present the empirical analysis. Based on Chinese
provincial panel data, we adopt three stage least squares method to verifying the theoretical model. And some
conclusions are presented in Section 4.

2. Setup the simultaneous equations model
As the world's largest developing country, China's economic problems have great particularity, and China has the
characteristics of a typical dual economic structure. Modern and traditional departments have different production
efficiency. The high initial wealth levels of urban residents are more likely to make human capital investment in the
modern department. However, the relatively low wealth levels of rural residents who are involved in the production
tend to be more directly in the traditional department. The urban-rural income disparity will lead the low level of
wealth of rural residents not willing to accumulating human capital. It is not only adversed to traditional department
itself to promote the production efficiency, but also reduces the number of labor into the modern department that
engaged in the production. In all, the urban-rural areas income gap influence the long-term economic growth through
the human capital investment. Based on it, this paper using 30 provincial panel data in China from 1995 to 2012
(except Tibet), builds a simultaneous equations model including the growth equation, the investment equation, the
human capital investment equation and the urban-rural income disparity equation, and further study the interacted
relationship between the urban and rural income disparity and economic growth empirically.
The relationship of urban-rural income gap and economic growth is very complex. Many factors
are interrelated and interacted on each other. To explain the economic system that can express the interaction
relationship between economic variables effectively, we adopt a simultaneous equation model to investigate the urbanrural income gap impact economic growth through material capital and human capital investment influence. The basic
econometric equations are as follows:
11
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The simultaneous equations model of this paper includes four basic equations. The equation (1) is the growth
equation. The equation (2) is investment equation. The equation (3) is the human capital investment equation and the
equation (4) is urban-rural income disparity equation. We regard the variable of economic growth, material capital
investment, human capital investment and the urban-rural income gap as endogenous variables, build a complete
formula simultaneous equation model to verify the income gap between urban and rural areas through the material
capital investment, human capital investment mechanism of the impact of economic growth. In the model, the
j 2

subscript

i represents the each province(i=1，2，…，30）,

1995，1996，…，2012）, and
distributed.

the subscript

t

is each year （ t 

 Git ,  Iit ,  Eit ,  Nit are the stochastic disturbance, subject to independent identically

The economic growth equation (1) studies the relationship among material capital investment, human capital

gdp

investment and economic growth, we use the provincial real GDP per capita regards as economic growth(
), the
proportion of the investment in GDP regards as material capital investment( inv ), average education years as human
capital investment( edu ). In addition, there remain many other factors to be affect economic growth, and also need to
be controlled some possible influencing factors. Set X as control variables, firstly, we set the ratio of government
expenditure to GDP( gov ) and inflation rate( cpi ) as control variables that is based on economic growth
literature(Barro,2000;Clarke,1995). Considering the basic characteristics of China's economic growth, we further
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control the total of dependency ratio which is the sum of child dependency ratio and old-age dependency ratio as
demographic dividend(

popde ), the ratio of the second industry output to the tertiary industry output as upgrading of

indop

industrial structure(
), the degree of structure deviation as industrial structure rationalization( indra ), dual
contrast coefficient as the dual economic structure( stru ),the ratio of non-state-owned economy of fixed assets

private

investment to fixed assets investment as the degree of denationalization(
), the ratio of non-agricultural
urban
population to the total population as urbanization(
), the ratio of imports and exports to GDP as economic
openness ( open ) (Liu , Chen and zhang, 2005; Chunhui Gan, Ruogu Zheng, Dianfan Yu, 2011). In particular, China
which is the world's largest developing country has a typical dual economic structure characteristic. On the one hand,
there is a urban industrial department that has modern industry, on the other hand, it’s also exist in traditional
agricultural department is characterized by manual labor, Lewis, a. (1954). Fei and Lanis (1957) believe that the basic
path of economic growth is to promote the dual economic structure transformation, and Chenery H, Syrquin (1988)
also confirmed their conclusion that the dual economic structure transformation has significant growth effect through
the empirical research. Therefore, we choose the factor of dual structure of the transformation as control variables in
addition to considering the industrial structure.
The material capital investment in China plays an important role in the economic growth, in the material capital
investment equation (2), we study the relationship between the material capital investment and urban-rural income
gap, where ine is urban-rural income gap that we use urban-rural income gap ratio, and Y are control variables. Where
gov 、 cpi and ser are government expenditure, inflation rate and the general public services expenditure,
respectively. Furthermore, we control the four structural variables, including the upgrading of industrial structure

indop ), urbanization ( urban ), denationalization ( private ) and economic opening( open ). Human capital
(
investment is also our focus, in the human capital investment equation (3), we study the influence of the urban-rural
income disparity( ine ) to increase human capital investment( edu ), where Z are control variables, we respectively
control three variables, including the proportion of education spending in the fiscal expenditure( eduex ), dual
economic structure( stru ) and urbanization( urban ).
The urban-rural income gap equation (4) focuses on the urban-rural income disparity ine effect on the economic
growth, and C are control variables. According to the basic theory of development economics and the basic
characteristics of China's economic development, most research suggests that the traditional dual economic structure is
an important factor to decide the income gap between urban and rural areas in China, so we introduce the dual contrast
coefficient of urban-rural income disparity equation, in addition, we also control the four variables, including the
proportion of social security expenditure in the fiscal expenditure( ins ), urbanization( urban ), denationalization

private

(
)and economic opening( open ). Table 1 gives the simultaneous equations model variables and their
definitions.
Table1. Variable definition and description.
Variable
gdp
inv
edu
ine
gov
cpi
popde
indop
indra

Variable
Designation
real GDP per
capita
material capital
investment
Human capital
investment
urban-rural
income disparity
government
expenditure
inflation rate
demographic
dividend
upgrading of
industrial structure
industrial
structure
rationalization

Variable Declaration
remove the price factor to get real GDP per capita among
regions
the proportion of the investment in GDP
average education years
the ratio of urban per capita disposable income to rural per
capita net income
the ratio of government expenditure to GDP
the growth rate of Consumer Price Index (CPI)
the total of dependency ratio which is the sum of child
dependency ratio and old-age dependency ratio
the ratio of the second industry output value to the tertiary
industry output value
The specific calculation formula is:
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where TL is the degree of structure deviation， Y is output,

L is employment, i is industry, n is the number of industrial
department, and n=3. The greater TL , the more deviation from
equilibrium, and the industrial structure is unreasonable.
stru

dual economic
structure

The specific calculation formula is：

DUL 

Y1 / Y
L1 / L

Y2 / Y
L2 / L

Where DUL is dual contrast coefficient, Y is output, L is
labor，

Y1

is the output form the agricultural department ,

the number of labor form the agricultural department ，
output form the industrial department，

private

denationaliza on

urbanization
economic
opening
the general public
ser
services expenditure
education
eduex
spending
social security
ins
expenditure
3. Empirical tests
urban
open

Y2

L1

is

is the

L2

is the number of labor
form the industrial department, what’s more, the greater DUL ,
the smaller the gap between two department.
The ratio of non-state-owned economy of fixed assets
investment to fixed assets investment
the ratio of non-agricultural population to the total population
the ratio of imports and exports to GDP
the proportion of general public services expenditure in the
fiscal expenditure
the proportion of education spending in the fiscal expenditure
the proportion of social security expenditure in the fiscal
expenditure

3.1 Data Description
The main reasons that we choose 1995-2012 as the sample interval in this paper are: (1) It is more than 30 years
since reforming and opening-up in China, but only since the 1990s, the income gap between urban and rural areas has
showed a trend of rapidly expanding. (2) As an important variable in this paper, the average education years data is
reported in "Chinese Population Yearbook" since 1987. But in 1989, 1991 and 1992, the data is missing. And in 1987
and 1988, there is no data of illiterate population. Also, in 1994, there is no data of the population under the age of 15.
Therefore, considering the availability of the data and the consistency of the statistics, this paper chooses 1995-2012
as the sample interval. In addition, because of the low data quality in Tibet, this paper is based on the panel data of the
30 provinces and autonomous regions of the mainland of China except Tibet province.
The data used in this paper are from "Chinese Statistical Yearbook", "Compilation of 60 Years of New Chinese
statistics", "China's GDP accounting historical data (1952-1996)", "China's GDP accounting historical data (19522004)" and "Chinese Population Yearbook". Because of the historical data of GDP in most areas revising from 1993,
we adopt the related data from 1995 to 2004 from "China's GDP accounting historical data (1952-1996)", and the data
in other years from "Chinese Statistical Yearbook".
Basic statistical information of the main variables is as shown in table 2.
Table 2. Statistical characteristics of main variables
Symbol
gdp
inv

Name
real GDP per
capita
material capital

Mean

Standard Deviation

Minimum

Maximum

13333.66

10649.23

1813.556

61836.07

46.32925

15.47185

25.051

114.2142
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investment
human capital
7.876757
investment
urban-rural
ine
2.877614
income disparity
government
gov
0.9702144
expenditure
inflation rate
20.10527
cpi
demographic
popde
40.81332
dividend
upgrading of
indop
0.9139611
industrial structure
industrial
indra
structure
0.2470864
rationalization
dual economic
stru
0.2096014
structure
denationalization
53.91773
private
urbanization
44.69021
urban
Economic
open
0.3103122
opening
the general
ser
public services
11.52927
expenditure
education
eduex
21.3492
spending
social security
ins
7.611842
expenditure
3.2. The Estimation Method And Endogenous Discussion
edu

1.153643

4.63

11.83632

0.6295268

1.599177

4.758562

1.574081

0.0352562

11.88915

14.70394

-0.362763

81.7358

8.37511

19.27

65.47

0.386032

0.4995993

3.367583

0.1316251

-0.0163418

0.7258419

0.0768693

0.0631145

0.4785974

18.04542
16.99274

8.83392
11.48704

88.0716
91.89097

0.3995296

0.0320445

2.051353

4.06053

3.184743

30.89136

4.794751

2.38

33.19

5.133977

0.0064767

25.49099

We can know that the simultaneous equation model constructed in this paper is over identified according to the the
order conditions and the rank conditions. The traditional estimation method for this kind of simultaneous equation
model is two stage least square (2SLS) and the three stage least square (3SLS). 3SLS is the optimal GMM estimator
when the perturbation term satisfies the same variance. And 2SLS is equivalent to 3SLS only in some special cases.
3SLS is better than 2SLS. Therefore, this paper chooses 3SLS to estimate the simultaneous equation model.
This paper constructs a simultaneous equation model, which includes 4 basic equations. The system has 4
endogenous variables ( economic growth ( gdp ), material capital investment ( inv ), human capital investment ( edu )
and urban-rural income disparity ( ine ) ) and 12 exogenous variables ( government expenditure ( gov ), inflation
rate( cpi ), demographic dividend (

popde ),

upgrading of industrial structure ( indop ), industrial structure

rationalization( indra ), dual economic structure ( stru ), denationalization( private ), urbanization( urban ),
economic opening( open ), the general public services expenditure( ser ), education spending( eduex ) and social
security expenditure ( ins ) ). Growth equation (34) uses material capital investment ( inv ), human capital investment

edu and other variables to explain the economic growth( gdp ), not using 3 exogenous variables ( the general public
services expenditure ( ser ), education spending( eduex ), and social security expenditure ( ins )), which means 3
instrument variables can be used. Investment equation (35) uses urban-rural income disparity ( ine ), government
expenditure ( gov ), inflation rate ( cpi ) and other variables to explain the material capital investment ( inv ), not
using 5 exogenous variables ( demographic dividend ( popde ), education spending ( eduex ) and other variables ),
which means 5 instrument variables can be used. The human capital investment equation (36) uses urban-rural income
disparity ( ine ), dual economic structure ( stru ) and other variables to explain human capital investment ( edu ), not
using 9 exogenous variables (demographic dividend ( popde ), government expenditure ( gov ) and other variables
), which means 9 instrument variables can be used. The urban and rural income disparity equation (37) uses economic
growth ( gdp ), dual economic structure ( stru ) and other variables to explain urban and rural income disparity ( ine
), not using 7 exogenous variables (demographic dividend ( popde ), education spending ( eduex ) and other
variables ), which means 7 of the instrument variables can be used. According to the above simultaneous equations,
we can see that each equation can be identified.
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3.3. The Estimation Results Using the Method of Three Stage Least Square
According to the usual practice, we use the linear combination of all the exogenous variables as instrumental
variable, and use the method of three stage least square. The results of regression are as follows:

Table 3. Urban-rural income gap and economic growth
(3SLS)
Note: *, **, *** means regression coefficient is significant at 10%, 5% and 1% significance level. The number
Explaining
Variables

Explained Variables
gdp

inv

edu

-0.0000512***
（5.29e-06）

gdp
inv
edu

739.631***
（276.4092）
3334.255*
（1723.962）

ine
gov
cpi
popde
indop
indra
stru
private
urban
open

-1895.331**
（787.7263）
-312.4842*
（178.9007）
-613.98***
（110.914）
1415.202
（1419.933）
-29175.38***
（3846.627）
13474.85*
（9059.901）
36.42736
（27.90695）
40.08272*
（24.94132）
10629.94***
（2086.54）

ser

3.54357***
（1.183163）
2.944122***
（0.3568326）
0.6812831***
（0.0405812）

-1.386746***
（0.0949577）

-4.671981***
（1.324774）

5.432807***
（0.566818）
0.1073202***
（0.0355086）
0.1101713***
（0.0346525）
-1.483118
（1.545289）
-0.3532032***
（0.1230808）

0.0180724***
（0.0024405）

ins
40196.01***
（13429.33）
540
observations
2
0.2998
R
within the brackets is the standard error.

-4.579884***
（0.2786402）
0.004618***
（0.0015423）
0.0047198**
（0.0018613）
0.0999527
（0.0854786）

-0.0962105***
（0.0073702）

eduex

constant

ine

17.67079***
（4.122485）
540
0.5597

14.25236***
（0.4922073）
540
0.4689

-0.0333365***
（0.0050646）
3.775558***
（0.1174074）
540
0.3899

From Table 3, we can find the existence of the mechanism that the income gap between urban and rural areas has an
impact on economic growth through the material capital investment and human capital investment in China's
economic development. Investment equation shows that, at 1% significance level, the widen income gap between
urban and rural areas will have a positive impact on investment, which may be mainly due to the encouragement for
the rich people to accumulate capital. Human capital investment equation shows that, at 1% significance level, the
widen income gap between urban and rural areas will have a obvious negative effect on human capital investment.
China is at the stage of development in which the cost of education per capita is higher than
income. Therefore,
when the income gap widen, its limit to the low-income families access to education is bigger than its promotion to the
high-income families. Then there will be more and more low-income families facing time and financial constraints.
And the average education years of the whole society decline. Further, from the view of growth equation,
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measurement results show that at 10% significance level, the increase of material capital investment and human
capital investment can significantly promote economic growth. According to human capital investment and economic
growth equation regression coefficients, we can calculate the if the income gap between urban and rural areas widen a
unit, economic growth will decline 4623.76 units.
In addition, our empirical study also finds other factors that affect economic growth, such as material capital
investment, human capital investments and the income gap between urban and rural areas and so on. (1) From growth
equation, there is a strong positive relationship between government expenditure and economic growth, which is
consistent with the opinion of Barro (2000), Clarke (1995), Ming Lu, Chen Zhao and Guanghua Wan (2005). Inflation
rate has a significant negative effect on economic growth, which is the same with the discovery of Barro (2000), Ming
Lu, Chen Zhao and Guanghua Wan (2005). Demographic dividend and industrial structure rationalization are bad to
economic growth, while upgrading of industrial structure, dual economic structure, denationalization, urbanization and
economic opening are good to economic growth. These results are consistent with mostly studies. (2) From investment
equation, government expenditure has a significant positive impact on investment. Ming Lu, Chen Zhao and
Guanghua Wan (2005) argues that China's local governments have significantly promote the investment. Inflation rate,
denationalization and urbanization play a role in promoting investment, while the general public services expenditure,
upgrading of industrial structure and economic opening play a negative role, which is consistent with mostly
researches. (3) From human capital investment equation, the increase of education spending does not promote human
capital investment, which seems counterintuitive, but can be explained from the low utilization efficiency of China's
public spending. Dual economic structure and urbanization are good to human capital investment. (4) In the urban and
rural income gap equation, economic growth and optimize the dual economic structure can narrow the income gap
between urban and rural areas, while urbanization and economic opening can widen the gap.
Further, we introduce endogenous lagged explaining variables, and use a linear combination of all exogenous and
the lag of 2 order of endogenous variable as instrumental variables. Because of the annual data, we tend to choose lag
of 2 or 3 order. Using the method of three-stage least square, we found that the results with lag of 2 and 3 order are not
very different.
Table 4. Urban-rural income gap and economic growth
(Including endogenous variable lag of 2 order)
Explaining
Variables

Explained Variables
gdp

inv

edu

-3.56E-05***
（3.49E-06）

gdp
inv
edu

77.49559***
（22.09232）
2940.334***
（508.8922）

ine
gov
cpi
popde
indop
indra
stru
private
urban
open
ser

ine

-965.6385***
（214.495）
-195.2771***
（23.14712）
-265.3916***
（47.28239）
4012.191***（6
56.3894）
-17020.73***
（2688.040）
17716.10***（4
130.709）
95.62976***（1
6.03822）
73.38625 ***
（18.74454）
6848.811***
（888.8958）

5.543521***
（0.916304）
4.121976***
（0.442280）
0.655131***
（0.040382）

-0.732700***
（0.0637869）

-4.808797***
（1.354142）

2.185356***
（0.495960）
0.147589***
（0.037358）
0.189339***
（0.039035）
-4.559925***
（1.645099）
-0.356651***
（0.136718）

0.027750***
（0.0022108）

-0.084945***

eduex
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-4.434422***
（0.294874）
0.004312***
（0.001465）
0.000365
（0.001843）
-0.030686
（0.080603）

（0.007450）
-0.037698***
（0.004851）
541.0894
6.801867*
11.11672***
3.746686***
constant
（5648.337）
（3.894961）
（0.381769）
（0.115954）
480
480
480
480
observations
0.827511
0.568503
0.589587
0.456474
R2
Note: *, **, *** means regression coefficient is significant at 10%, 5% and 1% significance level. The number
within the brackets is the standard error.
ins

It can be seen from table 4 that the role of all explaining variables are not changed obviously after the addition of
the lag order of endogenous variable, which shows that the mechanism that the income gap between urban and rural
areas has an impact on economic growth through human capital investment does exist in China's economic
development. Comparing the results from Table 3 and table 4, we found that the significance of the model and of the
regression coefficient are improved.
Table 5. Urban-rural income gap and economic growth
(Including endogenous variable lag of 3 order)
Explaining
Variables

Explained Variables
gdp

inv

edu

-3.32E-05***
（3.60E-06）

gdp
inv
edu

71.43302***
（22.98366）
2802.924***
（535.1825）

ine
gov
cpi
popde
indop
indra
stru
private
urban
open

-925.1460***
（239.6707）
-196.0404***
（23.87978）
-269.0117***
（50.33560）
4311.413***
（680.8035）
-16428.08***
（2796.505）
14397.81***
（4399.286）
87.42795***
（17.08447）
84.97763***
（21.28121）
7289.981***
（935.8909）

ser

5.315008***
（0.973200）
4.619434***
（0.485359）
0.642281***
（0.041156）

-0.708585***
（0.064214）

-5.106127***
（1.384768）

1.840418***（0
.504676）
0.144600***
（0.039204）
0.222618***
（0.043141）
-5.736952***
（1.713687）
-0.306366**
（0.142331）

0.029245***
（0.002304）

-4.344370***
（0.315473）
0.004259***
（0.001524）
-0.001123
（0.002030）
-0.038448
（0.083449）

-0.077944***
（0.007750）

eduex
ins
constant

ine

824.8211
（5977.741）
450

6.423936
（4.253831）
450

10.81126***
（0.397763）
450

-0.034745***
（0.005039）
3.801841***
（0.122026）
450

observatio
ns
0.827871
0.569462
0.613165
0.451426
R2
Note: *, **, *** means regression coefficient is significant at 10%, 5% and 1% significance level. The number
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within the brackets is the standard error.
In order to test the robustness of regression results, we use urban-rural income ratio adjusted by the population of
urban and rural areas as a measure of the income gap between urban and rural areas. The specific calculation formula
is:
2

popineit   (
i 1

popine

pit
) ln(
pt

pit
pt

zit
zt

)

represents urban-rural income ratio adjusted by the population of urban and rural areas, i=1,2 respectively

represents urban and rural areas,

z it

represents the population of urban and rural areas in the period of t,

p it

zt

represents

p

the total population in the period of t ,
represents the income of urban and rural areas in the period of t, t
represents the total income in the period of t. We use the linear combination of all the exogenous variables as
instrumental variable, and use the method of three stage least square. The results of regression are as follows:

Table 6. Urban-rural income ratio and economic growth
(3SLS)
Explaining
Variables

Explained Variables
gdp

inv

edu

-0.01771*
（0.0001961）

gdp
inv
edu

1197.098***
（299.8012）
5944.334***
（1918.18）

popine
gov
cpi
popde
indop
indra
stru
private
urban
open

-2890.615***
（864.2672）
-550.8948***
（191.3734）
-646.3542***
（119.347）
2640.928*
（1531.158）
-21731.61***
（4006.726）
8605.956
（9879.82）
14.54155
（29.07752）
66.53585 ***
（25.43504）
15263.46***
（2218.286）

ser

0.4186358*
（0.2357983）
2.580114***
（0.3652211）
0.7000418***
（0.0478331）

-0.086511*
（0.0183819）

-2.308611*
（1.387575）

0.1939172
（0.6889911）
0.0929635**
（0.0441723）
0.2407124**
（0.0978689）
-4.861384**
（2.084404）
-0.1333311
（0.1274163）

0.0365285 4***
（0.006528）

-41.98398***
（10.54609）
-0.0142038
（0.0641131）
-0.3266339***
（0.0746292）
4.214056
（3.453352）

-0.08201835***
（0.0076788）

eduex
ins
constant

popine

37613.44 ***

13.50558**

8.024324***
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-0.294873***
（0.1633614）
36.42552***

（14420.35）
（6.748272）
（0.6756671）
（4.588194）
540
540
540
540
observatio
ns
0.4958
0.2800
0.4917
0.3810
R2
Note: *, **, *** means regression coefficient is significant at 10%, 5% and 1% significance level. The number
within the brackets is the standard error.
From the results of table 6, we find that the conclusions are consistent with those of table 4, table 3, which further
verify the existence of the mechanism that the income gap between urban and rural areas has an impact on economic
growth through human capital investment in China's economic development. Moreover, after taking the population of
urban and rural areas into account, denationalization and urbanization have a a positive effect on narrowing the
income gap between urban and rural areas.
Then, we introduce endogenous lagged explaining variables, and use a linear combination of all exogenous and the
lag of 2 order of endogenous variable as instrumental variables. The results of regression using the method of three
stage least square are as follows:
Table 7. Urban-rural income ratio and economic growth
(Including endogenous variable lag of 2 order)
Explaining
Variables

Explained Variables
gdp

inv

edu

-0.000327***
（3.15E-05）

gdp
inv
edu

82.57594***
（22.17979）
2847.522***
（509.7211）

popine
gov
cpi
popde
indop
indra
stru
private
urban
open
ser

popine

-943.6992***
（215.3994）
-205.3795***
（23.23674）
-267.8429***
（47.41633）
3681.921***
（659.1730）
-16591.03***
（2697.399）
17427.10***
（4137.751）
96.98520***
（16.05352）
71.15200***
（18.74893）
7018.905***
（890.1005）

0.7355918***
（0.109511）
4.093085***
（0.443020）
0.652650***
（0.040511）

-0.080742***
（0.008382）

-4.268764***
（1.351348）

1.782393***
（0.513737）
0.149721***
（0.037420）
0.303710***
（0.045435）
-6.680159***
（1.632584）
-0.369839***
（0.136050）

0.019482***
（0.002919）

-34.31565***
（2.647736）
0.038451***
（0.013180）
-0.137175***
（0.016569）
0.725918***
（3.626596）

-0.090774***
（0.008019）

eduex

-0.405603***
（0.043782）
923.8374
8.543786**
10.44066***
24.32589***
constant
（5660.478）
（3.533690）
（0.379351）
（1.042519）
480
480
480
480
observations
0.827988
0.565780
0.552516
0.560433
R2
Note: *, **, *** means regression coefficient is significant at 10%, 5% and 1% significance level. The number
within the brackets is the standard error.
ins
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According to the results of table 7, we find that the conclusions are consistent with those of table 6, table 4, table 3,
which further verify the existence of the mechanism that the income gap between urban and rural areas has an impact
on economic growth through human capital investment in China's economic development. After taking the lag order of
endogenous variable into account, the role of all explaining variables are not changed obviously, but the significance
of the model and of the regression coefficient are improved.
Table 8. Urban-rural income ratio and economic growth
(Including endogenous variable lag of 2 order)
Explaining
Variables

Explained Variables
gdp

inv

edu

-0.000297***
（3.22E-05）

gdp
inv
edu

75.44697***
（23.08579）
2716.903***
（537.5163）

popine
gov
cpi
popde
indop
indra
stru
private
urban
open

-909.6877***
（240.8489）
-205.4741***
（23.97741）
-269.6405***
（50.55101）
4034.612***
（684.0757）
-15973.55***
（2808.139）
14029.22***
（4407.728）
88.73951***
（17.10390）
83.08338***
（21.29364）
7479.642***
（937.5147）

ser

0.714248***
（0.118412）
4.570302***
（0.486837）
0.639653***
（0.041362）

-0.074970***
（0.008485）

-4.573137***
（1.384408）

1.344034**
（0.524313）
0.145047***
（0.039275）
0.340152***
（0.051006）
-7.756956***
（1.708410）
-0.316477*
（0.141996）

0.022027***
（0.003088）

-33.23789***
（2.808058）
0.039207***
（0.013595）
-0.157992***
（0.018103）
2.419619***
（0.745333）

-0.080278***
（0.008287）

eduex
ins
constant

popine

1046.242
（6003.629）
450

7.638278*
（3.896448）
450

9.993920***
（0.394584）
450

-0.368169***
（0.045098）
25.07298***
（1.087865）
450

observatio
ns
0.828409
0.566540
0.576833
0.572057
R2
Note: *, **, *** means regression coefficient is significant at 10%, 5% and 1% significance level. The number
within the brackets is the standard error.

4. Conclusions
In this paper, based on Chinese provincial panel data from 1995 to 2012, a complete formula simultaneous equation
model is built to test how the income gap between urban and rural areas has an impact on economic growth through
the material capital investment and human capital investment. The results of the empirical tests using the method of
three stage least squares (3SLS) show that the increase of material capital investment and human capital investment
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can significantly promote economic growth. The widen income gap between urban and rural areas will have a positive
impact on the material capital investment, but a negative effect on the human capital investment. The mechanism that
the income gap between urban and rural areas has an impact on economic growth through human capital investment
does exist in China's economic development.
The empirical analysis based on Chinese provincial panel data between 1995 and 2012 shows that there is a very
significant negative correlation between the income gap and economic growth in China. And the "efficiency" and
"equity" are not absolutely opposite. The widen income gap between urban and rural areas not only is bad for the
people sharing the fruits of economic development, but also inhibits economic growth through the human capital
investment mechanism. The implementation of China's family planning policy makes the fertility rate level is
gradually declining, which means in the long term relying on the scale expansion of labor investment to promote
economic growth will be constrained. So human capital investment is the main factor driving the long-term economic
growth. Along with the development of industrialization, urbanization, marketization and internationalization in
China, the impact that human capital investment has on economic development is growing, while the restrict that the
income gap between urban and rural areas has on human capital investment becomes increasingly evident. Therefore,
in the long run, we should pay more attention to the equality of income distribution in the first and the second
distribution, which will be beneficial to the transfer of human capital investment from the traditional agricultural
sector to the modern industrial sector, and promote the long-term sustainable growth of our economy.
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Summary: In today’s business environment, increasing global sized company activities, the rapid developments in
information and communication technology, advances in integrated flexible manufacturing systems, the shortening of
product life cycle and the emergence of a very intense competitive environment cause to increase the risks companies
may face. The management of companies is speedily being transformed into the management of risk. Achievement of
management has become depending on the management of the risks companies encounter. Management of risks
appears in large part of the limit of traditional entities and methods. Managing risk as part of the main management
process called integrated risk management is vital for organizations management. Providing information based for
decision making, accounting takes critical position in risk management. High-risk decisions require some sort of
financial information presented to the management by accounting system. The objective of the study is to determine
whether the accounting adding the value to the company for managing the risk. For this purpose, we examine the
accounting regulations and IFRS in the point of risk management. In this study, we argue the positive and negative
contributions of accounting to the risk management. We also argue the new proposals in accounting for the risk
management approach in the perspective of recent developments.
Keywords: Risk Management, Risk Management in Accounting, The Role of Accountant in Risk Management.

1. Introduction
Making decision about uncertain future of corporation by business managers reveals the concept of "Risk".
Risk is the probability of realization of unexpected occurrence of an event in the future (Berk, 1993:1). Risk is a
threat affecting negatively the achievement of the business goals and the ability to maintain strategies successfully
(Griffiths, 2005: 17). The concept of "Risk" is taking attention to a very great extent within the success of business
management in recent years. The multidimensional nature of risk has affected a wide range of disciplines, including
accounting (https://www.york.ac.uk).
Despite the evidences that higher risk-taking will provide higher returns, there are sufficient evidence is available in
high- risk-taking can be devastating. Therefore, enterprises need to be very careful about which risks can be exposed (
http://people.stern.nyu.edu).
Every decision taken by individuals or organizations involves risk and return. Risks can occur in various ways,
often creates an unexpected effect on the organization (Knechel, 2002: 66). Most commonly accepted potential risks
that companies will be faced are financial risks, operational risks, strategic risks and external risks (TÜSİAD,
2008:19-2008). As we can suffer potential losses with the risk, we can also catch potential opportunities
(http://people.stern.nyu.edu).
In today's environment, because everything is changing rapidly, risks faced by the companies are changing
constantly and quickly. We can not fully remove the uncertainties of enterprises may face in the future but we can
define, measure, monitor and develop a variety of methods to transfer these uncertainties. It is necessary to develop a
dynamic approach to risk management providing rapid and timely comprehensive enterprise-wide monitoring,
idendifiying measuring the risks that firms will face in the future. One of the most important tools that can be used to
develop and implement an effective risk management approach should be considered as accounting. In this study we
have tried to reveal the relationship between accounting (professional accountants) and risk management.

2. Risk Management
In today's hyper-competitive environment, the risk management function is vital to provide long term success for
companies (http://www.kmhllp.com). Risk Management, the risk-reward balance is created in accordance with the
risk-taking profile of the company's senior management (Rittenberg&Martens, 2012:1-2). Risk management is the
identification of risks, which is considered as the prioritization of the risks that need to be resolved, is a systematic
process applied by developing strategies and plans for managing the risks.
It is required a proactive risk management approach in order to effectively define, monitor and respond to the risks.
Managers respond to risks generally four ways; accept, avoid, transfer or manage. The risks can be controlled through
specific action to reduce their potential impacts or probabilities. This method is called proactive approach commonly
used for risks that are considered very important in the context of a given decision (Knechel, 2002: 67-68).
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The essence of risk management is not to eliminate the risks, it is a decision-making process about the risk of which
can be avoided or hedged, which can be accepted by, which can be converted into an opportunity
(http://people.stern.nyu.edu).
Traditional risk management is a risk analyzing process related a single job level or a single objectives-level,
while modern risk management (enterprise risk management) focuses on holistic risk perspective. While the risk
being managed by department-level in the traditional form of risk management, each employee is included in the
risk management process in the modern understanding. The desired condition is to see risk management as part of
the employee’s job (Barton, Shenkir & Walker, 2002:5).
Structural risk and residual risk should be considered in the risk assessment. Reacting to risk in a company is
called "Internal Control". After the implementation of internal control remaining level of risk is a residual risk.
Residual risk that can not be removed can not be transferred and can not be avoided in the mitigation strategies
(Ballou & Heitger, 2005:8-10).
3. Accounting and Risk Management
In Accounting and banking, the risk is explained as to reveal the amount of the probability of loss level. Despite
being a quantitative measure of probability in terms of mathematics, the projected risk is also a function of qualitative
factors. These qualitative factors are the structure of the parties such as people, government, companies and the
characteristics of the transactions. Because all types of risks contain substantial of judgment; the qualitative factors are
very important in measurement, monitoring and controlling of the risks. Measuring, monitoring and controlling are the
main activities in accounting as well as in auditing (Chorafas, 2008:5).
Risk management in accounting is the risk assessment processes related to business activities and the
implementation of business transactions. The goal here is to eliminate or reduce these risks (https://www.york.ac.uk).
3.1 The Roles of Accountants in Effective Risk Management
In today's business environment, the risks flow with the business activities, accountants have to understand the risk
universe of the company they work in order to contribute to effective risk management process (Chorafas, 2008:4546).
In August 2006, in Paris, the Minister of Justice has introduced two obligations for professional accountants. The
first one; accountant must recognize the business and the environment in which they operate. The second one;
accountants should consider the risk of material errors in the accounts. In this case, the right side of the accountancy
profession has expanded the area of risk managers (Chorafas, 2008:6).
The professional accountant plays a very important role in helping to internal control and risk management of an
organization. In addition to the preparation of financial statements and to help determination of financial strategies,
prospective accountants will be educated in order to be capable of dealing with all the uncertainties faced by any form
of organization (Collier, Berry, &Burke, 2006:5).
One of the core competencies of the accounting profession is to improve the internal control programs in an
organization's risk management and risk mitigation efforts. Some accounting employees are held responsible only
basic accounting tasks; accounting managers will play an important role for planning, monitoring, implementation and
design their risk management programs and activities (McNally & Tophoff, 2014:29-36).
Professional accountants are responsible for presentation of objective, clear and timely information and analysis
about the company. In addition, professional accountants can organize training programs in risk management and
internal control to develop common risk control language in appropriate technical standards and widely understood
(IFAC, 2012:5-17).
With the creation of appropriate training programs and standards, accountants will be in the front line to help
managers whenever they make important decisions about the risk. Accountants have become strategic business partner
in terms of helping business manager for the success of the organizations (Leitch, 2012:21-32).
With an integrated risk management approach covering all businesses departments, professional accountants may
encourage more holistic and comprehensive approach to business risk. So, by revealing the impacts of the
uncertainties on the business goals, all business decisions will be based on appropriate risk assessment (ACCA,
2012:3-13).
Even if there is no direct participation in the business process, extensive experience and broad knowledge of the
independent auditors develop their skills regarding the diagnosis of the problems. Independent auditors, despite their
independence being a controversial issue, because they are people from outside the company, they have a higher
objectivity. Independent auditors have a good position to observe all risk management process (Knechel, 2002: 71).
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Risk assessment made by accountants to identify risks arising from interaction with the external environment of the
organization, and to determine the priority of these risks can be defined as strategic analysis. First, accountants should
understand that whether organization plans fit the objectives of the organization. Then, they have to identify and
understand the main sources of risk factors that may result from the outer periphery of the organization. Thereafter the
accountant will develop a comprehensive set of external risks for later analysis (Knechel, 2002: 75). Having
comprehensive knowledge, putting forth very useful synergies in providing risk management services, ın addition to
the audit of financial statements, accountants can have very significant opportunities in the risk management process
(Knechel, 2002: 83).
3.2 Risk Management in IFRS
In the early 21st century, with IAS 30 and IAS 39, hedge accounting has been integrated to accounting procedures
and implications (Chorafas, 2008:6). Regulations establishing the link between risk management and accounting
came into force on 1 January 2005. From this date, all registered companies on the stock exchange in the European
Union to comply with the IFRS have been made mandatory (Chorafas, 2008:61).
"Risk” word is used more than thousand times in the IFRS books to point out the importance of Identification and
investigation of risk perceptions. Risk managers should be aware of the risks mentioned in IFRS, how they happened,
where might arise (https://www.linkedin.com). IFRS 9 general hedge accounting model might be applied as dynamic
risk
method.
This model, in many cases, can be seen sufficient to reflect the economic situation of the company to the financial
statements. However, using the general hedge accounting to manage risks dynamically reveals a number of challenges.
As might be complexity for preparers, it may complicate the understanding of the financial statements by investors
(Cooper, 2014:2).

4. Conclusion
According to our literature review results, it is understood that accounting is one of the most important tools that
can be used in risk management. It is concluded that accounting can make positive contributions to the effective risk
management. IFRS also has regulations related to risk management. With the emergence of new risks in changing
business environment, new regulations related to risk management should be established in a continuous manner in the
accounting. In order to ensure more contributions of accounting, the accounting profession is required to be trained
about the effective risk management.
Independent accountants, in addition to traditional roles as independent audit of the financial statements, they have
a very important role in providing assurance about the quality of risk management processes (ACCA, 2012: 9).
Covering all business process, holistic, proactive, dynamic and continuous risk management approaches must be
developed to achieve effective risk management. Accounting managers will play an important role for planning,
monitoring, implementation and design their risk management programs and activities.
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Summary: Social media are considered to be popular communication and a business tool. Companies see the
importance of social media as a tool using marketing techniques with engaging of consumers on a more personal level
for the brand management purposes. Instagram is becoming increasingly popular as a business and communication
tool. The aim of this paper is to identify areas that users evaluate in terms of feelings in connection with farmers´
markets in the Czech Republic on the basis of analysis of the social network Instagram. Contributions to the Instagram
were identified on the basis of keyword farmarsketrhy. The results of the study are based on 4060 contributions at
Instagram made by 1945 users. The analysis contains 33,233 unique words. The results identified seven major areas
(1) Healthy (2) Happy (3) Nice (4) Good (5) Great (6) Lovely (7) Perfect. Based on the definition of these categories
groups of products and activities that evoke such feelings confirmed by appropriate posted hashtag. These results can
be used for public relations purposes of farmer's market, where the company's name may be inserted into messages
and can be associated by users with these positive emotions. The research results are used to identify groups of
products and activities that exert these positive emotions while visiting farmer's markets. These results can be used to
build communications campaigns of farmers' markets and as a basis for further research on the definition of the
characteristics of farmers´ markets visitors based on cultural differences arising from geographic location.
Keywords: Farmer´s Market, Social media, Instagram, Feelings, Healthy

1. Introduction
Agricultural production can be defined as a production of food ensuring the physical existence of mankind (Vošta,
2014). In Europe and more specifically in the European Union, the food market and food consumption issues are
widely discussed (Šrédl and Soukup, 2011). The future development of food markets depends on consumer trust
mainly in terms of quality. According to Renting et al. (2003), previously food used to be bought close to where it was
produced, or even directly from the producer. Customers mostly used to assess quality based on their own observation
or through a network of friends and acquaintances. A previous study established that food quality not only depends on
objective characteristics of the product, but it is a complex of aspects related to personal needs, such as food safety,
influence on the environment, support of local and rural communities and other ethical aspects (Migliore et al., 2015).
Retail chains are used as a mediator between producers and end consumers (Vošta, 2014). Fresh production, such as
fresh fruit, fresh vegetables, fresh flowers and fresh sea fish, are perishable goods and need for the time period
between they are produced and consumed to be as short as possible (Su et al., 2014). One of the possible solutions is
the farmers market.
Farmers market can be defined as a place where farmers sell their products directly to consumers. Key products
sold at the farmers market include fruit, vegetables, flowers, bakery products, eggs of dairy products. By buying fresh,
organic and local products at the farmers market, the consumers satisfy their current concerns for nutrition, health,
well-being and support of local farmers (Cassia et al., 2012). Recently, farmers markets have been spreading rapidly
thanks to being able to satisfy these consumers' requirements, which can be described as ethical, responsible or green
values (Onianwa et al., 2005).
1.1 Instagram
Instagram is a mobile photo-sharing and video-sharing application. It is a social network service that enables its
users to take and share photos and videos (Frommer, 2010). Currently, it is the fastest-growing social network
(Wagner, 2015). One of the important characteristics of Instagram users is their narcissism. Buffardi and Campbell
(2008) claim that narcissists use social networks as they enjoy being in their highly controlled environment with
superficial relationships, where they can extensively manage the style of their self-presentation. In the last 10 years,
several studies have been carried out analysing social networks in terms of gratification. These studies have analysed
Facebook (Krause, North, & Heritage, 2014), (Sheldon, 2008); (Smock, Ellison, Lampe, & Wohn, 2011), Twitter
(Chen, 2011;), YouTube (Hanson & Haridakis, 2008), Pinterest (Mull & Lee, 2014) as indicated (Sheldon and Bryant,
2016). In 2015 Internet users spend more time on Instagram than on other sites (Pew Research Center, 2015). This is a
crucial finding and for a stakeholder, such as a company, is important to understand why consumers use Instagram and
what gratifications they receive from it (Sheldon and Bryant, 2016). Keller (2009:143) defines six brand building
blocks, where one of the major areas is feelings (brand salience, performance, imagery, judgements, feelings, and
resonance). He claims that it is necessary to create a connection between a brand and a consumer, in both a rational
and emotional way. Based on these studies, a research question was formulated: What feeling is connected to farmers
markets?
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2. Methods
Primary data were collected using Netlytic (Gruzd, 2016). Netlytic is a programme analysing contributions on the
Instagram social network. The analysis included Instagram photos selected based on the keyword farmarsketrhy
(Czech for farmersmarket) between 10th April 2015 and 12th April 2016. In that period, 4,503 contributions by 2,330
users were published with this hashtag. The analysis contains 36,873 unique words. To identify major areas within
"feelings", a Netlytic filter was used (Gruzd, 2016) that identifies the given areas in a contribution based on predefined keywords. Subsequently, an analysis of the individual photos was carried out in 7 major areas (1) Healthy (2)
Happy (3) Nice (4) Good (5) Great (6) Lovely (7) Perfect, where the individual activities and products were assigned
to these areas. For example: Sweet date treat #date #farmersmarket #africa #african #days #prague #festival #health
#healthy #healthy #fruit #exotic – the user thinks the dates he has bought at the farmers market are healthy. He
considered this product worth to be taken picture of and published on Instagram.

3. Results
Based on the data categorisation in accordance with (Netlytic, 2016), seven major areas were identified, i.e. (1)
Healthy (2) Happy (3) Nice (4) Good (5) Great (6) Lovely (7) Perfect.
Table 1: Harvard system of references
Oblasti v kategorii Good Feelings
Healty
Happy
Nice
Good
Great
Lovely
Perfect
Other
Source: Own calculation (2016)

Procentuelní zastoupení
24,75%
23,15%
17,68%
9,64%
9,32%
6,75%
3,85%
4,86%

"Healthy" is mostly used in photos together with the keywords "vegetables", "fruit", "raw", "cake", "cheesecake",
"coffee", "vegan (vegetarian)", "icecoffee", "nosugar", "stevia", "bio". In other words, it is the products and their
characteristics. "Happy" is also present together with "coffee" and also together with the keywords "friends",
"flowers", "beautiful day", "breakfast", "weekend", "Mother's Day". These are mostly products that can be related to
activities with friends or activities involving several people. "Nice" and "Great" are mostly used to comment on photos
of other users. "Good" is usually used together with the word "morning", where the users inform their social network
that they are at the farmers market.
"Lovely" is mostly used to comment on couples, and also flowers bought. "Perfect" mostly implies emotions
connected with a "perfect day". Based on the results, it is possible to answer the research question:
RQ: What feeling is connected to farmers markets?
In terms of area categorization by means of key words, a "Bad Feelings" category was not created. This category
would have been created if the authors of the contributions had used words such as "angry", "awful", "depressed",
"grumpy", etc. in accordance with the (Netlytic, 2016) methodology. Considering the two major areas "Healthy" and
"Happy", positive feelings related to farmers markets can be assigned to two areas: products and activities.
The positive feelings in "Healthy" are mostly only related to products. It is a varied range of products; not only fruit,
vegetables, eggs and bakery products, i.e. the basic farmers markets' products (Onianwa et al., 2005), but also cake
and cheesecake, which are mentioned in contributions containing "no sugar" and "stevia".
The second major "Positive feelings" area is the "Happy" category. The keyword "Happy" is mostly related to the
product coffee and activities involving several people. Users connect the farmers market with positive feelings
because they are with their friends or because they have got a flower. They are also "Happy" because it is weekend
and they are at the farmers market, or they are having breakfast at the farmers market. All these results suggest that
(besides the products), activities are a key part of the farmers market and can be used in marketing communication.

4. Discussion
The absence of the "Negative Feelings" category can either be caused by the fact that people are very satisfied with
the farmers markets' products, or by the fact that one of the motives of posting photos on Instagram is to be cool
(Sheldon and Bryant, 2016), and the users don't want to show to others that they have bought a product they are not
satisfied with. Taking into account the study (Pokorná et al., 2015) identifying the pains of farmers markets' visitors,
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we can conclude that Instagram is only used for sharing positive feelings. For this reason, it would be useful to carry
out an analysis of other social networks, such as Facebook, Twitter, Flicker, etc., to identify and categorise social
networks that are used in sharing negative experience with farmers markets to increase the satisfaction of customers
by not only stating the positive feedback. Research question for future research (1): What social networks can be used
for collecting negative feedback on farmers markets? The analysis of Instagram confirms the findings that people not
only go to the farmers market to get the basic products (Onianwa et al., 2005), but also to get additional unusual
products like a cake and cheesecake. Farmers markets in the Czech Republic are open for a great many products that
give the users a feeling of health (Cassia et al., 2012), which is shown on the example of such pastry like a cake and
cheesecake with no sugar or with stevia. The analysis of the "Happy" area has shown that the customers also visit the
farmers market to experience the sense of belonging, which is supported by research (Pokorná et al., 2015). All these
findings can be used in marketing communication and to connect the products with emotions according to Keller
(2009). Considering the almost equal proportion of the categories "Healthy" (24.75%) and "Happy" (23.15%) within
the "Positive Feelings" area, where "Healthy" is more focused on products and "Happy" on activities, it can be claimed
that for the visitors of Czech farmers markets, the experiences of visiting the farmers market are almost equal to the
benefits of farmers markets' products. Research question for future research (2): What are the value propositions of
farmers markets in different countries and cultures?

5. Conclusion
The research results have provided an answer to the research question as to what feelings can be identified in
farmers markets' visitors posting photos on Instagram. In analysing Instagram posts in the Czech Republic (hashtag
#farmarsketrhy), the "Negative Feelings" category was not created meaning that in sharing products and activities at
the farmers market, people only use positive expressions. Instagram thus cannot be considered as a negative feedback
tool, but only as a tool for monitoring products and activities that arouse positive feelings in people visiting the
farmers market. Considering the almost equal proportion of the categories "Healthy" and "Happy" within the "Positive
Feelings" area, it can be claimed that for the visitors of Czech farmers markets, the experiences of visiting the farmers
market are almost equal to the benefits of farmers markets' products.
Based on these findings, it is possible to better target marketing communication connecting a brand and a
consumer, in both a rational and emotional way (Keller, 2009), where besides the products it is advisable to promote
the activities that can be done at the farmers market as well. Furthermore, the research has brought up two questions
for potential future research: (1) What social networks can be used for collecting negative feedback? (2) What are the
value propositions of farmers markets in different countries and cultures?
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Summary: Food contamination represents the changes of the normal food composition due to the presence of
foreign components, which by their action and concentration can affect public health. Contamination means the
presence over the allowed limits of certain bacterial agents or their toxins, chemical agents etc. The contaminants
adversely affect human health through various harmful effects they produce upon the human body. The paper is
concerned with theoretical aspects of classification and effect of contaminants on consumers. In the second part, a case
study on heavy metal contamination of food products from industrialized areas is presented.
Keywords: Food contamination, consumer’s protection, heavy metals

1. General aspects
The supply of the population with quality food products is difficult to happen in when pollution is greatly present.
The global development of food industry and service networks has caused some incidents with global characteristic
focused on food safety. These problems implied withdrawing food products and important consequences on consumer
health as well.
Romanian food product industry tends to align to the requirements of modern production necessary in the
exploitation of methods and modern technologies in order to eliminate the risk of food contamination.
The policies of the European Union and of the World Health Organization are focused on food security as the
responsibility of the food sector operator, ensured throughout the food chain beginning with the primary production
“farm-to-fork”.
Through a systemic approach of the food chain, it is possible to avoid product contamination. Therefore, it is
essential that raw materials meet quality requirements, that the hygiene of staff, facilities, machines and equipments is
appropriate. The result is reflected in the quality and the safety of the finished product.
From the food products perspective, three types of activities have appeared which contribute to the good
organisation of the food processes:
- agricultural production
- food production
- network of food services
The hygienic quality of foods is achieved by a series of rules [1]:
 no physical, chemical, biochemical and microbiological deterioration
 no micro-organisms, additives, foreign substances over the limits allowed by standards and laws.
 no infestation with insects and parasites
 no loss of the nutritional quality and psycho sensorial proprieties by mentioned degradation
The knowledge of the food raw materials quality allows the obtaining of higher quality food products, applying an
appropriate technology [2,3].

2. Food contamination
Despite having a system of quality monitoring and surveillance of food products, their contamination may occur by
contaminants that are introduced naturally or accidentally or through the improper handling of food. Contamination of
food products with microbiological agents, chemicals and physical or food allergens remains a key challenge for
public health [2-4].
Contamination is the change in the normal composition of the food due to the presence of foreign components in
action and their concentration can affect the health of consumers. The change of psycho, physical, chemical or
biological properties of food products throughout the food chain can occur through contamination with various
pollutants.
To ensure health security, food wholesomeness and maintaining control of the content of different contaminants,
sanitation rules on consumer goods must be respected under specific legislation in all EU countries.
Food products can become contaminated in three ways:

191

Through the process of "agricultural contamination”, occurring during plant cultivation (fungicides) or
livestock breeding (hormones, antibiotics and mycotoxins).
b) Through the process of "industrial contamination”, during the technological process, the disposal of
chemicals by machines (mineral oil) or packaging (in storage).
c) Through the accidental contamination of agricultural products grown and raised in industrial areas
Thus there may be these types of contamination:
- Contamination with heavy metals: lead, copper, cadmium, zinc;
- Water contamination with mercury;
- Contamination with the constituents of plastic packaging;
- Contamination with nitrosamines;
- Contamination with mycotoxins;
- Contamination with pesticides.
- Mycotoxins;
- Alkaloids;
- Arsenic, nitrites, nitrosamines[3].
Also, the routes of contamination of food can be direct and indirect.
Direct contamination refers to contamination of food with minerals or organic particles, inert in chemicaltoxicological point of view, but which can be harmful to health, even through the mere mechanical effect.
Indirect contamination is the most dangerous because of its insidious character and features related to the biological
cycle of chemicals (accumulation and concentration in steps). This kind of contamination stems from the sphere of
production and distribution of food[2-5].
The risk posed by a contaminant, in turn depends on other factors[4]:
- Absorption and toxicity of the substance
- The amount of contaminant in the product
- The amount ingested contaminated,
- Duration of exposure,
- Individual sensitivity to contaminants, etc.
a)

3. Metals with toxic potential in the alimentary products
From the nutritional point of view metals can be subdivided into two categories:
- Metals with a highly determined physiological role called essential or bio metals. Their lack or the simple
insufficiency in the human body will determine after a period of time, careless aspects of the organism and even
illnesses. From this specific category we may enumerate: Na, K, Ca, Mg, Fe,Cu, Zn, Mn, Mo, Co, Se.
- Metals proved not to be very important for life called unessential. Such metals are as: Pb, Hg, Al, Sn, Ag, Au, Ni,
and Cr;
Their presence in our alimentation appears as a contamination. When the quantities of these metals are less
significant than the normal possibilities of eliminating them through urine, digestive juices or other ways, they play
the role of a chemical non-purifying agent that cross through the human body without producing biochemical damage.
However, the increasing in concentration for both these two categories of metals, for some levels, can favour the
appearance of negative effects on human organism. The toxic potential metals reach to our bodies on various ways:
together with the raw materials, the agriculture treatments, through processing, stocking and transportation, as well,
and from the auxiliary materials and the waste waters also. Corrosion is another important effect of these metals. The
toxic effect is dependent on the nature, quality and chemical shape provided by the alimentary product. There are other
aspects which have to be brought into account, namely the percentage of the contaminated aliments in the menus
structure, the organism strength, the synergic or opposed effect of other chemical contaminated items and so on.
A very important property that can establish the degree of toxicity for organism is the metals and metallic
compounds solubility. The gastric juice and the intestinal juice, the blood contains acids, bases, salts and so on. If
taking the case of the nervous system, which is rich in fat elements, we will see that mercury or plumb are toxic. Other
substances entering the body instead of being eliminated they are stocked in bulk in different tissues. They can remain
there for a long period of time and produce toxic infections or illnesses.
Others may provide their negative effects after having been accumulated in a sufficient quantity. They are
preserved in tissues and the more they are accumulated, the more various illnesses will appear. This cumulated effect
can be met at Pb, Me, Ca. Another way of toxic metals rising is through a continuous accumulation process. This way,
as continuous accumulation of new substances in the same tissues, they will become very sensible and the intoxicating
process is produced.
Lead – Pb
The alimentary tans enclosed in metallic boxes deals mostly with the highest Pb contaminating issue. Pb passing
process from the metallic box to the alimentary content will be not as easy as it seems, because St-Pb mixture posses a
positive electrode potential compared to that of St-Fe. Consequently, the latest will be developed faster at the
beginning of the process; while the polarity is reversible Pb can be accumulated in damaging quantities. The tans
manufacturers have taken attitude on replacing Pb mixture with electric mixture [3].
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In an official OMS document it is stated that lead disease is much more recognisable in Pb content than the
environment pollution [4].
Pb content in the alimentary tans varies from country to country. In Great Britain the admissible quantity until 1975
was 2mg/kg being than reduced to 1mg/kg; in Japan 0,4mg/kg; in Switzerland 0,5mg/kg. The “Alimentarius Codex
Committee” established as maximum limit 0,3ppm,but some authors consider it as 0,1ppm[5]. Nowadays, there is a
general tendency of reducing Pb quantity as the old people and the children are the most consumers.
As far as the hard metals are concerned, the experts committee FAO/OMS recommended renouncing at the daily
admissible quantity for the weekly admissible quantity in order to express better the level of Pb contamination. Pb
admissible temporary weekly quantity was of 3 mg Pb/adults. A research study of FAO, published on 17 th June 1975
revealed that the alimentary diet in the USA was around 1,8 mg Pb-60%of the weekly admissible quantity.
The Ministry of Health has established the Pb admissible limits concerning the alimentary products; the following
table provides the most important Pb contents in mg/kg wet product[5].
Table 1. Pb contents in the alimentary products
No.

Alimentary products

Number of samples
11
14
17
22
14
11
10
14
10
10
10
11
10
15
11
10
10
10
10

Maximum value
mk/kg
0,24
1,2
1,25
0,9
1,2
0,8
1,15
1.3
2,9
0,65
1,75
1,85
2,2
0,09
0,6
0
0,9
1,5
1,6

Minimum value
mg/kg
0
0
0
0
0
0
0
0
0
0
0,2
0
0
0,15
0
0
0
0
0

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19

Milk
Cottage cheese
Cream cheese
Cacciocavallo
Pork
Beef
Meat tins
Sausages
Kippers
Bloaters
Oil fish tins
Tomato fish tins
Eggs
Grapes
Apples
Jam
White bread
Black bread
Corn

20

Dry beans

12

0,4

0

21

Bean tins

10

0,3

0

22

Pea

10

1,25

0

23

Onion

10

0,65

0

24

Potatoes

10

0,65

0

25

Tomatoes

12

0,3

0

26

Tomato paste

10

1,05

0

27

Spinach

10

1,35

0,3

28

Cabagge

10

0,5

0

29

Oil

10

1,2

0

30

Plum brandy

10

0,55

0,06

31

Wine

12

0,22

0,08

32

Soda

15

0,17

0,06
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4. Researches on the heavy metals contamination of the alimentary goods
Bringing into account these premises we consider as necessary to develop a case study related to some aliments
groups frequently use in our alimentation [6].
Measurement Principle of Electrochemical Techniques Preconcentration (plating) consists in the application of
a constant reductive potential for a period of time, when takes place the adsorptive accumulation of metal on Hg
surface:
Me (n+)+ ne- + Hg →Me (Hg) Stripping, when the metal ions or metal-complex accumulated on Hg surface is
oxidised and the oxidation current, proportional with the metal concentration, is determined.
Instrumentation and software
The computer aided instruments used for potential control was BAS 100W equipped with Controlled Growth
Mercury Electrode (CGME) West Lafayette, USA and the Portable Trace Element Analyser, PTEA –WAGTECH
equipped with glassy carbon electrode, GCE. The classical three electrodes cell has been used for the cyclic
voltammeter determinations (WE- GCE; CE- Pt wire and RE - Ag/AgCl). Reference (Ag/AgCl) and Pt wire auxiliary
electrodes used to this work, were from BAS Co. The UNICAN Helios β UV-VIS spectrometer has been used to
control the results of the electrochemical methods[6].
Table 2. Experimental parameters
Experimental parameters
E1
E2
E3
E4
T2
Potential (max)
Potential (min)
Electrolyte

Cr
-1600
600
900
1500
10
850
500
ACCH

Ni
-1400
-650
-100
500
10
-500
-150

Cu
-1000
-350
0
50
10
10
-150

Zn
-1400
-1200
-850
100
10
-900
-1100

Con. ACCH

ACCH

ACCH

The samples were rendered soluble in HNO3 0,5M, at a volume of 50 ml. The quantity of dried vegetable material
used was of 0,5 g [2,6].

5. Results and discussions
Consequent to measurements, high concentration values were registered in the area under study (Zlatna-Romania)[
2,6]. The results’ precision is higher in the case of the samples that had a higher concentration in heavy metals (Pb or
Cd).

Table 3. Lead in vegetal material
Analysed sample
Corn
Potatoes
Cabbage
Spinach
Wine (Riesling)
Wine (Cabernet)
Onion
Carrot
Pepper

Pb (µg/g)
Stripping Potentiometry
88,9
59,5
149,6
188
27,8
13,8
96
57,9
9,1

The value in the Table 3 is the average of five determinations.
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GFAAS
90
60
150
200
28
14
100
60
9

Figure 1. Lead in vegetable material
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We tested the two methods used in the laboratory for safer results. Note that the values obtained are close but what
is important is that the results highlight these goods food contamination with heavy metals, in our case lead. The
values obtained are very high considering that the maximum permitted levels are 10 ppm (mg/kg) for lead.

6. Conclusions
The products quality stands for an important and modern issue nowadays; satisfying the consumer’s needs and
requirements, maintaining people’s health by providing on the consuming market available products and semiproducts, all these matters will be considered as major items of food safety and people’s security.
The study has revealed that food commodities in industrial areas may be contaminated with various chemicals. In
our case we have shown that the marketplace, there may be food contaminated with heavy metals. This result draws a
warning for those unable to protect consumers.
It is very important to monitor the contamination of the commodities in all areas, not just only in the industrial
areas. The results obtained should be authorized by centers specialized in these analyses and certified so that these
results can become etiquette for different products. For example, in the rural areas, the local households can produce
and offer for the tourists traditional products that could be recognized easier and trusted if they are wearing some
recognitions from an authorized center.
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Summary: The aim of submitted article the “Corporate Social Responsibility and its adaptation in the managerial
practice” is to evaluate the perception and adaptation of CSR in the selected multinational company. More specifically
we focus on the examination of CSR in three main areas: economic, environmental and social area. The first part of
our article includes the theoretical knowledge gained by studying of professional domestic and foreign literature. The
main aim of this part is to define the meaning and the significance of the concept of the Corporate Social
Responsibility, management, international management and its individual parts. In another part, which is practical we
want to achieve the desired goal and to prove or disprove our hypothesis. We obtained the primary data by
questionnaire. This questionnaire was filled by employees of the company in electronic form. The main part of this
article includes the description of the questionnaire evaluation including tables, graphs and statistical evaluation of our
three set research hypotheses. In conclusion, we evaluate the overall results of our practical research and propose
recommendations for the future. We believe that if the leadership of the organization will understand the Corporate
Social Responsibility strategy and they will not just use it as a marketing tool. By making the employees interested,
they would like to be more successful in their work. With that the company gets more interesting ideas from its
employees and it will increase the overall performance and competitiveness of the company at all.
Key words: Corporate Social Responsibility, management, stakeholders, sustainability, benefits, economy,
environment, society

1. Introduction
In today’s world the quality of life is increasingly associated with non-material values such as clean environment,
health, human rights, cooperation with the local community or prevention of corruption. That is the reason why people
increasingly expect respect and fulfillment of these values also from private companies. Therefore for achievement of
business success nowadays is not enough to offer high quality products and services and to have a competitive prices.
If the companies want to establish and maintain a good reputation, they must pay attention to the impact of activities,
both on local and on a global scale. Response to these societal demands, is the philosophy of organizations called
Corporate social responsibility. Social responsibility is not just the corporate philanthropy or marketing tool. It is built
on three interrelated pillars - economic, environmental and social. If the company wants to be successful it should
equally devote to all three areas – to adhere the codes of conduct, to apply the corporate governance, to create and
maintain good relations with customers, suppliers and investors, to pay attention to improvement of the working
conditions of the employees, to comply rules on equal opportunities, to promote environmentally friendly corporate
culture and to care of a friendly relationship with the environment in which the company operates. The Corporate
social responsibility does not oblige anything. It indicates how we can do things differently and better, so that we can
achieve better results and higher long-term profits with respect to the company surrounding. This paper is the result of
primary and secondary research within the national research project VEGA 1/0044/13 “Corporate Social
Responsibility (CSR) of the Slovak Enterprises in the Context of Internationalization in Business”.

2. Material and Methodology
The main objective of this article is to find out the CSR application in the selected business entity, based on its
measure its influence on the functioning of this company. The most important part of the thesis is based on the
analysis which comes out from the results of our questionnaire survey and formulated hypothesis. Obtained and
processed data help us to make proposals and recommendations that may contribute to a better understanding of the
role of CSR. To achieve the objective of the thesis we establish following hypotheses:
 H1: We assume that there is a relationship between the knowledge of CSR concept and education level
achieved.
 H2: We assume that there is a relationship between the gender and evaluation of the implementation of the
CSR
During the evaluation of questionnaire survey were used the following statistical methods:
χ2 TEST OF SQUARE CONTINGENCY. It is based on the measurement of addictions. This is a test that detects
whether there is between qualitative statistical characters dependency. That means that the occurrence of certain
character values A can assume probability of occurrence of a certain character values B. Formula for calculation:
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χ2 =
Formulation of hypotheses:
H0: We assume that there is not an addiction between studied characters.
H1: We assume that there is an addiction between studied characters.
Evaluation of the hypotheses:
P > α (0,05) → H0 is accepted, between characters examined was demonstrated independence,
P < α (0,05) → H0 is rejected, the characters examined demonstrated dependence.
FISHER EXACT TEST
It is a very useful process in situations where the sample for Chi - square test is insufficient. It is commonly used
where there are two levels for each variable, and the data fit to the contingency table 2 x 2. However, this test can be
used also in case of larger tables.
Formula for calculation:

The null hypothesis of independence of two studied characters we reject if the calculated p-value is less than the
chosen significance level, in our case α = 0.05.

3. Results and Discussion
The concept of CSR requires from organizations to be socially responsible not only to employees, but to all of
stakeholders
who
work
together
with
the
organization
and have an impact and interest in its success. Thus, the customers, business partners,
suppliers,
local
communities,
government
and
non-profit
organizations,
competitors,
environment etc. Basically, CSR requires from the organization, to make a business in accordance with what it reports.
The example can be investing in activities that go beyond legal obligation. Thanks to the Corporate Social
Responsibility it is possible to improve a company's profitability. The fact is that if the company behaves responsibly
it also functions better. The company builds a reputation and gains new clients and business partners. In practice really
works, that the customer buys chocolate in your company and not at your competition, because you support the
school, which the child of the customers attends based on Blaškovič, 2011. The best-known definitions of CSR state
that: ,,CSR is the voluntary integration of social and environmental concerns into everyday
business activities and interactions with company stakeholders." (Green Paper, 2001). The main aim was to determine
which gender was dominant during our research. Results say that participated were 55% of women and 45% of men so
the dominant gender was female gender According to the age our survey showed us that the most numerous group of
respondents were people with 1st degree of university education (32%). Second most numerous group created people
with 2nd degree of university education (31%). Another group were people with high school education with graduation
(24%) and the last group with the lowest representation were people with high school education without graduation
created mostly from the people from production line (13%). The another purpose was to find out how good is the
knowledge about the concept of CSR within the employees of the company. From our research we can say that the
most of employees in this company are aware of CSR concept and they consider it like very interesting and according
to our survey we expect that their interest will grow in the following years. Among the 121 responded people, 66% of
them answered that they have ever met with this term and 34% of them have never heard about it yet. In comparison
of the authors for a definition of social responsibility to fully address the entire range of obligations business has to
society Carroll (1979) embody the economic, legal, ethical and discretionary categories of business performance. This
three pillar access to CSR problem is in variously using by authors to nowadays. The authors also based mainly on
Carroll’s model. Ubrežiová A. and Horská (2011), Mura and Buleca (2014), Ubrežiová et. Al (2013) and others
explain that corporate social responsibility includes the economic, legal, ethical, and philanthropic expectations placed
on organizations by society at a given point in time.
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Figure 1: Characteristics describing CSR

Source: Own processing
In another question we asked our respondents what best characterizes them the concept of CSR from the offered
options. From 121 answers most of the respondents understand this term like respecting of the environment (21
answers). Other characteristics which were mentioned in our answers most often were honesty in business (18
answers) and sponsorship and donations with 17 answers. Then this term was also understood like a fair employment
policy with 15 answers, organizing charity events with 14 answers and achieving of a good relationship with partners
with 13 answers. Least mentioned describing characteristics for employees were creation of relationship with the
company members (10 answers), the quality of products and services produced (7 answers) and ethical behavior of an
organization with only 6 answers. There was no respondent who wouldn’t pick any answer as you can see Figure 1.
From the answers on benefits after implementation of CSR´s question we found out the strongest benefits that
employees recognized after implementation of the CSR concept. Majority of respondents can see the biggest benefit in
increasing of companies brand value. They also consider it like improvement of company’s image (24 answers), as
well as opportunity for innovations (20 answers) as we see on Figure 2.
Figure 2: Benefits after CSR implementation

Source: Own processing
We will accept or reject it and we will show the dependences between different indicators.
3.1 Evaluation of hypothesis 1:
We wanted to discover whether there is a relationship between the knowledge about CSR concept and education
level achieved. Hypothesis were formulated as follows:
 H0: We assume that there is not an addiction between the knowledge about CSR concept and education level
achieved.
 H1: We assume that there is an addiction between the knowledge about CSR concept and education level
achieved.
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Based on the result from χ2 test of square contingency we reject the hypothesis H0, because the P value is less than
α (0.05). Accepted hypothesis H1 shows that the achieved education has and influence on the knowledge about the
Corporate Social Responsibility. (Tables 1 and 2)

Table 1: Evaluation of hypothesis 1

Source: Output from SAS

University Edition, own processing
Table 2: Contingency table - hypothesis 1

Source: Output from SAS University Edition, own processing
3.2 Evaluation of hypothesis 2
We wanted to discover whether there is a relationship between the gender and evaluation of the implementation of
the CSR into the business (Table 3 and 4). Hypothesis were formulated as follows:
 H0: We assume that there is not an addiction between the gender and evaluation of the implementation of the
CSR into the business.
 H1: We assume that there is an addiction between the gender and evaluation of the implementation of the
CSR into the business.
Table 3: Contingency table - hypothesis 2

Source: Output from SAS University Edition, own processing
Table 4: : Evaluation of hypothesis 3

Source: Output from SAS University Edition, own processing
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Based on the result from χ2 test of square contingency we reject the hypothesis H0, because the P value is less than
α (0,017 < 0.05). Accepted hypothesis H1 shows that the there is an addition between the gender and evaluation of the
implementation of the CSR into the business.

4. Conclusions
In the conclusion we used obtained and processed data which helped us to make proposals and recommendations
that may contribute to a better functioning and sustainable growth of the company. To the end of our article we would
like to mention that people like to work for those who share their values. The company can attract all stakeholders by
supporting the principles of the social responsibility. By making the employees interested, they would like to be more
successful in their work. With that the company gets more interesting ideas from its employees and it will increase the
overall performance and competitiveness of the company at all. We believe that if the leadership of the organization
will understand the Corporate Social Responsibility strategy and they will not just use it as a marketing tool.
Recommendations and proposals:
 We strongly recommend to continue in implementing of various CSR activities, from the reason of building
of a good reputation and creation of the strong and sustainable position on the tile market.
 We recommend to strengthen the output control of products produced in the company. The reason is that after
the long cooperation with this company, we have a lot of experiences with their products. We can say that
even if the quality is excellent, it happened many times that we received broken or badly cut slates of tiles,
which was caused by wrong and inappropriate production.
 From the reason that the company is large company the resolving of claims from the side of their clients is
prolonged as long as possible. There is no possibility of prioritization of claims even if it is possible the
system of the company would not allow to do that. We see it like some kind of a disadvantage for this
company, because it causes many difficulties to their customers.
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THE ACTUAL PROBLEMS OF THE HUNGARIAN PIG SECTOR
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Summary: The pig sector of Hungary has undergone fundamental changes in the past decades. In the 1980s, the
Hungarian pig sector was the main pork product provider of the Eastern bloc, but after the political and economic
transition, the sector lost its main markets and a radical decrease of the pig herds could be detected. These changes
have affected negatively the processing industry as well. The unfavourable circumstances almost destroyed the pig
sector, which was formerly very important and successful part of the Hungarian agriculture. The goal of this paper is
to describe the present situation of the sector and to give the main prospects of the future, based on the proposed
directions of the government’s new pig programme and the results of the SWOT analysis of the Hungarian pig sector.
As the pig sector is an important pillar of the Hungarian agriculture and the rural communities, it is worth to
summarize the sector’s present market position and to set those opportunities which could give advantages for
Hungary in the international competition.
Keywords: pig sector, Hungary, development programs, meat quality, competitiveness

1. Introduction
The pig sector was one of the most important sectors of the Hungarian agriculture for many decades, as Hungary
was one of the main providers of the former socialist countries. Pork meat represents a great proportion of food
consumption in the Hungarian market, and Hungary has long time traditions in the pork meat processing industry.
After the political and economic changes this stable market collapsed, and the number of herds decreased radically.
In recent years the Hungarian pig sector showed a declining trend, which now seems to be stopped. Based on the
livestock census December 2012, the number of pigs – following three years of strong decrease – started to rose
slightly, and since then, the increase of the number of pigs could be observed (Table 1)
Table 1: Hungarian pig sector – herd sizes
Year

Herd size
(number of pigs)
9 237 000
4 356 000
4 834 000
4 059 000
2 989 000
3 004 000
3 136 000

Breeding sows
(number of sows)
726 000
335 000
348 000
296 000
200 000
190 000
200 000

1984
1994
2000
2004
2012
2013
2014
Source: own table based on KSH data
http://www.ksh.hu/docs/hun/agrar/html/tabl1_5_1_1.html
The decrease could be detected in pork production and consumption as well. The proportion of imports increased
significantly, while exports – after a declining stage – seem to be stabilized. The main data of pork production,
exports, imports and consumption are summarized in Table 2.
Table 2: Pork production, exports, imports and consumption
Production
Import
Export
Consumption
(1000 tonnes)
(1000 tonnes)
(1000 tonnes)
(kilograms/ capita)
1984
691,4
0,5
214,5
43,0
1994
352,4
12,6
63,3
29,4
2000
397,3
27,2
131,2
28,0
2004
334,2
80,5
110,5
28,8
2012
261,2
145,2
154,7
24,5
2013
245,9
154,6
154,4
24,0
Source: own table based on KSH data https://www.ksh.hu/docs/hun/xstadat/xstadat_hosszu/elm01.html
Year
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The importance of the need for the development of the Hungarian pig sector was highlighted by different authors
even before the EU accession. Illés and Bíró (1998) and Lehota and Illés (2001) called the attention for the
opportunities for improving the competitiveness of the sector, from organizational, operational and efficiency aspects.
Nyárs and Udovecz (2005) discussed the economic background and competitiveness of the sector during the pre- and
post-accession period. Keszthelyi and Pesti (2008) and Illés et al. (2012) stated that the pig sector was one of the losers
of the EU accession, which main reasons are the lack of specialization and the cooperation between the players of the
sector.

2. The present situation and future prospects of the Hungarian pig sector
2.1. SWOT analysis of the Hungarian pig sector
The present situation of the Hungarian pig sector is summarized by the SWOT analysis of the sector, which is a
result of literature sources (Fórián, 2008) and our own researches conducted in the past five years (Table 3).
The SWOT analysis shown in Table 3 describes the general environment of the Hungarian pig sector (internal and
external features). The situation might be different if examining the farms and enterprises individually.
The strengths of the sector may give hope for the players of the sector, and in a more stable economic environment,
the opportunities also could be utilized.
Strategy development is the key factor of the future success, and for establishing the appropriate economic
background the sector will need the support from the government, and specific support from certain EU funds (for
modernization, waste management plans, support of environmental measures, rural development programmes, etc.)

Table 3: SWOT analysis of the Hungarian pig sector
Strengths
˗
˗
˗
˗
˗
˗
˗
˗
˗
˗
˗
˗
˗
˗

Natural conditions
Long-term traditions of pig farming
Quality of traditional meat products
Customer loyalty
Supply of feeding stuff
Quality Hungarian Pork trademark (KMS)
Existence of animal welfare and animal health
measures and quality assurance systems
health status of national herd is good
Stable regulation system
Export exceeds import
Meat production exceeds domestic demand
Value Added Tax reduction
Supports for family farms and young farmers
Credit programmes for Small and Medium
Enterprises and micro enterprises

Weaknesses
˗ Lack of skilled workers
˗ Lack of professional, full time, specialist
producers
˗ Lack of support for the processing industry
˗ lack of complex agricultural strategy
˗ Lack of cooperation
˗ Increase in the import of meat and meat products
˗ Lack of specialization
˗ Decrease of pork meat consumption
˗ Black market
˗ There is no formal training available for staff
˗ Technical efficiency is declining
˗ The return on investment has been low
˗ Ownership structure is unbalanced
˗ Lack of foreign capital in the processing industry
˗ Weak supply chain

Threats

˗
˗
˗
˗
˗
˗

Decrease of the market
Increase of energy prices
Increase of the feedingstuff prices
Negative marketing campaigns
Short-term planning
Environmental legislation is a significant
constraint

Opportunities
˗ Marketing campaigns promoting pork
consumption
˗ More developed communication between the
players of the sector
˗ Formulation of a complex agricultural strategy
˗ Waste management plans and support

Source: Own construction based on Fórián (2008) and own research
As it is shown in the SWOT analysis, the Hungarian pig sector has many strengths, which are mostly derived from
the traditions and the good quality of the products. Besides the strengths of the sector, we have to underline the new
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measures – the Pig Programme – which were proposed by the Hungarian government. A set of strategic measures
were announced at the end of August 2012, and many of them has already been implemented until present. The most
important goals of these measures were connected to increase the number of herds and to improve the quality of meat
and meat products.
2.2. Prospects for the future development of the Hungarian pig sector
The Hungarian government allocated 1.6 billion Forints (US$7m) for its flagship programme, designed to boost pig
breeding and consumption of pork in Hungary in 2014. The pig programme may help the Hungarian pig sector in
improving product quality, the genetic bases, to create various quality assurance systems. The programme will also
support the promotion of domestically produced pork meat products and the breeding of the special Mangalica pigs.
(www.globalmeatnews.com)
The implementation of the new pig strategy has already started. The main goals are to increase both the pig stock
and pork consumption.
To accelerate this process, the Hungarian government aimed at doubling the number of pigs in the next 6-7 years.
Another important goal is to solve the problem of the black market. This could be done by the full implementation of
standardized registry and identification system. The reduction the VAT on live and half pigs from 27 percent to 5
percent can also support this process, and after the first experiences, this measure seems to be successful, as the first
positive changes may be observed.
A severe problem may arise from that the existing production capacity is out-of-date, new slaughterhouses and
modern processing plants are needed.
In Table 4, we collected the most important steps and measures concerning the pig sector.
Table 4: The implemented programmes in the pig sector and their impacts
Year

2013

2014

2015

2016

Programmes
˗ Launching the Hungarian Pig Programme for
public debate
˗ Elaboration of new animal welfare support for
breeding sows
˗ Development of Quality Hungarian Pork (KMS)
trademark quality assurance system
˗ Starting the new pig production and market
information programme
(https://sertesinfo.aki.gov.hu/)
˗ Supporting the activities of the Hungarian Purebred
Pig Breeders’ Association and the National
Association of Mangalica Breeders
˗ Reduction of VAT on live pigs and half carcasses
from 27% to 5%
˗ Submission of the proposals for the new animal
welfare support for breeding sows to Brussels
˗ proposal for standardized identification system for
breeding sows
˗ Brussels has accepted the new animal welfare
support and breeding sow support
˗ development of IT support of standardized
identification system for breeding sows
˗ intensive marketing campaign of Quality
Hungarian Pork (KMS) products

Possible impacts
˗ general impacts, new proposals from
public
˗ animal health issues, quality assurance
˗ fostering domestic consumption,
increasing customers’ loyalty
˗ information sharing
˗ new products and new customers’
segments
˗ whitening the black market
˗ improving the animal health level and
quality
˗ whitening the black market
˗ traceability
˗ a more predictable economic
environment
˗ whitening the black market and
improving traceability
˗ new products and new customers’
segments
˗ increase of domestic consumption

Source: own construction
The pig programme of the Hungarian government consists of by different measures and different supporting tools,
which may help in the recovery of the Hungarian pig sector.
In 2013 the processing sector was supported with HUF 400 million, where supporting research and development
activities were preferred, especially increasing the proportion of domestically produced protein in pig feed and
improving meat quality.
A government decision was also made concerning the High Quality Pork quality assurance system and trademark,
which main features are the following: the meat of pig bred in Hungary, fed with GMO-free corn and other cerealbased feed certified in the EU; the share of non-vegetable origin ingredients must be below 5 percent in the feed.
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Promotional campaigns of Mangalica products is another important part of the pig programme: the National
Association of Mangalica Breeders is supported for establishing a certificate of origin and quality assurance system,
while Purebred Pig Breeders’ Association was given financial help for improving the genetic stock of Hungarian pigs
and for finalizing the registry system. This system, which issues certificates of origin and ensuring quality assurance
will constitute an important tool in acquiring new markets.
A production and market information system was also developed and implemented in the past years by the experts
of the Research Institute of Agricultural Economics (AKI). The Institute operates the thematic website that coordinates
already existing databases and systematises their data, focusing on the number of pigs, quantity data and market
processes.

3. Conclusions
In recent years the Hungarian government in cooperation with professional associations, farmers, processing
companies, research institutions etc. outlined a comprehensive Pig Programme, which several elements have already
been implemented. The programme provides help for the players of the Hungarian pig sector, for producers, breeders,
research institutions, the players of the processing industry. The financial support may improve the general conditions
of the sector, and may create a more stable economic and administrative background for all the parties.
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Summary: It is the objective of this paper to analyse the attitudes of consumers towards CRM in terms of age, sex
and education, and also in those of their financial situation. The research was conducted with the application of a
direct survey in the period since 1st December, 2015, until 31st January, 2016. 34 variables, exerting influence upon
the behaviours and attitudes of consumers towards CRM, were identified. For the purpose of the analysis, 390 surveys,
which had been completed in a correct way, were accepted. Those were presented to the respondents with the
application of the five-point Likert scale in order to determine the degree of the acceptance of every single statement.
The research gives rise to the conclusion that women are more sensitive to CRM programmes than men are. The
higher level of education is, the greater acceptance of co-participation in CRM programmes. Individuals enjoying the
best financial situation to a greater degree decide to purchase products from CRM campaigns on impulse. They
display a greater acceptance of the higher prices of these products. Young people are aware to a greater degree than
other age groups as far as the motives connected with image and sales for CRM campaigns are concerned. The results
of the research contribute to perfecting the hitherto-applied marketing activities, and also make it possible for the
development of solutions within the scope of the effectiveness of CRM to take place.
Keywords: sustainable development, Cause Related Marketing, cause, consumer, attitudes

1. Theoretical background
Throughout the recent years, Cause Related Marketing (CRM) has become a strategic element ever more frequently
applied in the marketing of commercial organizations (Demetriou, Papasolomou & Vrontis 2010). A large number of
studies indicate that consumers assess in a positive way the programmes of enterprises which become engaged in
solving the problems of society (Endacott 2004, Tsai 2009). The positive dimension of combining donations with the
products which a company offers to its customers, wherein, in the course of exchange, customers receive a selected
product, and they are also provided with an additional satisfaction with doing good, has been emphasized (Strahilevitz
& Myers 1998). It has been ascertained that consumers prefer to achieve those two positive results in combination
with one another rather than in separation from one another (Linville & Fischer 1991). CRM programmes make it
possible for consumers to contribute in a direct manner to solving a problem, and to express the values which they
adhere to, or the concerns which they experience (Hawkins, Best & Coney 2001). Becoming engaged in CRM may
provide better results than reducing prices, or increasing promotional expenditure (Endacott 2004). It is the objective
of this paper to analyse the attitudes of consumers towards CRM in terms of age, sex and education, and also in those
of their financial situation. The research offers a valuable contribution to fulfilling the needs of an enterprises in the
context of the long-term problems of society, and, connected with them, the needs of charitable organizations in the
field of ensuring sustainable development. The results of the research contribute to perfecting the hitherto-applied
marketing activities, and also make it possible for the development of solutions within the scope of the effectiveness
of CRM to take place.

2. Research methodology
The research was conducted with the application of a direct survey in the period since 1st December, 2015, until
31st January, 2016. 34 variables, exerting influence upon the behaviours and attitudes of consumers towards CRM,
were identified. Those were presented to the respondents with the application of the five-point Likert scale in order to
determine the degree of the acceptance of every single statement. The correlations between the separate variables were
calculated with the application of the 10.PL Statistica program. For the purpose of the analysis, 390 surveys, which
had been completed in a correct way, were accepted (Table 1).
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Table 1: Demographics of survey participants
Demographics
Gender
Age
Financial situation

Per cent (N: 390)
Female: 56, Male: 44
18-24: 15, 25-29: 21, 30-39: 12, 40-49: 22, 50-59: 19, 60 and more:11

Level of education

Higher: M.A.‐level:12, B.A.‐level:25, Mean:34, Vocational:26, Primary: 3

Very good: 14, Good: 45 Average: 33 Bad: 8

For the purpose of the identification of correlations or differences between the qualities being studied the following
tests were applied: the Mann Whitney U test, and also Anova developed by Kruskal-Wallis. It is presumed that, in the
distributions of qualities, there exist statistically-significant discrepancies at the level of p<0.05. In the research, the
following hypotheses were formulated: Hypothesis 1: Women are more sensitive to CRM programmes than men.
Hypothesis 2: Young consumers express an enthusiastic attitude towards CRM, even though they are aware of the
marketing motivation for it. Hypothesis 3: Educated consumers display a greater awareness of purchasing CRM
products, but are more aware of the reasons for which companies become engaged in CRM. Hypothesis 4: The better
financial situation of the studied is, the greater their readiness to purchase products included in a CRM programme is.

3. Findings and conclusions
The research gives rise to the conclusion that women are more sensitive to CRM programmes than men are. The
former assess CRM programmes in a way which is definitely more positive, and also trust them more. It is only in one
case that men to a greater degree believe that the field of helping by means of CRM is dominated by the affluent
(Table 2). The higher level of education is, the greater acceptance of co-participation in CRM programmes. Educated
consumers are to a greater degree aware of the motives for conducting an activity, and they do not want to pay higher
prices, adhering to the opinion that this is the obligation of an enterprise. They are also more aware of the fact that the
personality of a brand exerts influence upon the decision relevant to a purchase. In turn, consumers whose level of
education is lower are characterized by the lower level of awareness relevant to motives, feel tired of CRM campaigns,
but express a greater readiness to pay higher prices (Table 3). Individuals enjoying the best financial situation to a
greater degree decide to purchase products from CRM campaigns on impulse. They display a greater acceptance of the
higher prices of these products. In turn, the studied in a worse financial situation to a greater degree believe that it is
the rich that can afford to participate in CRM campaigns (Table 4).
Table 2: The mean assessments of the qualities being studied (division in accordance with sex)
Gender
Consumers willingly participate in the social actions of enterprises
I feel joy and satisfaction when I purchase such a product
I choose a product connected with a social cause, even when the price of it is higher
I trust enterprises selling brands part of profits on the sales of which is allocated to a social
purpose
Only the rich can afford to support such social actions
When I am buying a socially-engaged brand, it is the source of an enormous pleasure for me,
even though I know that it is not necessary to purchase it, and that buying it will reduce my
financial means
Brands are socially obliged to become connected with an issue important for society
I feel strong emotions towards a socially-engaged brand
Socially-engaged marketing activities exert a positive influence upon the image of an
enterprise
I broaden my knowledge about various issues thanks to social-engagement programmes based
upon collaboration between companies and non-profit organizations
The social engagement of companies exerts a positive influence upon the popularity of a
brand
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Female
Male
Mean assessments
3.20
2.88
3.76
3.29
2.90
2.60
3.57
2.27

3.16
2.59

3.22
2.91
2.80

2.81
2.65
2.56

3.95

3.67

2.72

2.43

3.98

3.76

Table 3: The mean assessments of the qualities being studied (division in accordance with education)
Higher
M.A.‐level
B.A.‐level
Mean assessments

Education
Purchases of such products are
dependent upon the marketing
campaigns of enterprises
I choose a product connected
with a social cause, even when
the price of it is higher
Only the rich can afford to
purchase CRM products
The personality of a brand
exerts influence upon the decision
relevant to a purchase
CRM exerts a positive
influence upon image
I am weary of CRM

Mean

Vocational

Primary

3,72

3,82

3,55

3,37

3,11

2,57

3,04

2,67

2,90

3,22

2,68

2,05

2,37

2,83

2,33

3,60

3,69

3,58

3,07

3,33

3,96
2,79

4,09
2,65

3,81
2,75

3,37
3,10

3,44
3,67

Young people, at the age between 18 and 24, have to a greater degree declared participation in the social actions of
enterprises (similarly to the oldest of the studied). Young people are aware to a greater degree than other age groups as
far as the motives connected with image and sales for CRM campaigns are concerned. They are aware of the fact that
the personality of a brand exerts influence upon their decisions relevant to a purchase, but activities within the scope
of CRM are not a factor shaping their loyalty towards a brand. Young people are willing to become engaged in CRM
campaigns, but they do not want to pay higher prices. They think that it is not only the rich that can afford to purchase
products in CRM campaigns (Table 5).
Table 4: The mean assessment of the qualities being studied (division in accordance with financial situation)
The assessment of the financial situation of a family
Only the rich can afford to purchase CRM
A socially-engaged brand reminds me that the image of a brand and
the image of myself are similar
I will not choose a different brand because I know that the brand
which I use supports public benefit organizations
Brands are socially obliged to become engaged with an issue
important for society
Money generated by such a campaign of a brand has been received by
me, or by someone from my milieu

Very good
Good
Mean assessments
2.34
2.27

Average

Bad

2.45

3.42

2.75

2.82

2.66

2.00

3.05

2.88

2.56

2.92

2.39

2.80

2.97

2.58

1.90

1.97

1.65

2.08

Another study by Witek (2015) showed that the majority of the students being studied perceive in a positive light
companies having CRM programmes, even though they are aware of marketing reasons for them. They think that such
activities reflect their personality. Their behaviour is determined by willingness to help others, regardless of the
financial situation of their own family. They are not willing to pay higher prices for products connected with a social
cause, and they transfer the additional costs on companies
Table 5: The mean assessment of the studied (division in accordance with age)
Age (years)
Consumers willingly participate in the social
actions of enterprises
CRM exerts influence upon increase in sales
The purchases of CRM products are dependent
upon marketing
I choose a product connected with a social
cause, even when the price of it is higher
Only the rich can offer to purchase CRM
I will not choose a different brand because I

18-24

25-29

30-39

40-49

50-59

60 and more

Mean assessments
3.22
4.22

3.06
3.81

2.89
4.11

2.87
3.81

2.35
3.55

3.20
4.00

3.74

3.32

3.32

3.64

3.05

3.44

2.66
2.15
2.68

2.77
2.68
2.52

2.86
2.57
3.36

2.96
2.77
3.06

3.15
2.75
2.70

3.50
2.92
3.28
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know that the brand which I use supports public
benefit organizations
The personality of a brand exerts influence upon
the decision relevant to a purchase

3.69

3.58

3.32

3.40

3.05

3.16

The research constitutes a valuable hint relevant to shaping the marketing programmes based upon social
engagement. The form of a message, the kind and the specific character of CRM campaigns, and also the contents of
them, ought to be differentiated in relation to the particular groups of consumers. If a company offers products for
women, it ought to conduct CRM programmes serving the purpose of solving problems of no one else, but women, if
it offers products for children, the programmes ought to serve children. Thanks to such activities, a company may
become emotionally connected with its target market. Because of the fact that women are more sensitive to CRM than
men are, it seems to be more appropriate for promoting products for women. Such programmes addressed to women
will be more effective when they promise substantial donations for a cause, whereas small donations are sufficient in
the case of activities addressed to men (Moosmayer & Fuljahn 2010). On the one hand, consumers declare a positive
attitude towards CRM, but, on the other hand, they shift the burden of responsibilities upon enterprises or affluent
consumers. Therefore, it is an issue important for a brand to become emotionally connected with the target market.
The condition of making a consumer believe in social engagement is to provide them with detailed information. The
data ought to be precise, detailed and up‐to‐date as much as possible (Bednarova et al. 2015). If a campaign provides
consumers with more information about CRM, it may cause in a few cases added perceived value (Polonsky &
MacDonald 2000). Enterprises ought to look for innovative solutions, in particular in the case of a young consumer.
Companies ought to offer the interesting CRM programmes, making it possible for consumers to participate in an
active way, and also to co‐develop them. CRM ought to take advantage of the modern tools of marketing
communication such as: social media, ambient media, gaming, viral marketing, buzz marketing and word of mouth
marketing, in order to encourage consumers to discuss and recommend products to individuals in their milieu.
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Summary: In the current turbulent time, companies search for business excellence (BE) by using different methods
and tools and trying to implement different philosophies of thinkers who had a crucial role in the 20th century, with
tasks to develop the quality and total quality management (TQM). For the full implementation of TQM was used
different models are used as a Deming Price (DP) or a Malcolm Baldrige National Quality Award (MBNQA). In
Europe during the 90s in the last century in which was developed the model European Quality Award (EQA) as
framework which has set in place since its inception aims to provide a framework for organization’s to determine the
effectiveness of their strategy development and implementation. This paper was summarized with the data and
identified facts and benefits of the implementation of a new area Quality Mindset (defined in last author research
papers). The primary result aim of the research through standard scientific research methods design of the original
approach to choose control tool based on the deployment Quality Function deployment (QFD). The research deals
with a question whether it was possible to implement a Quality Mindset efficiently and effectively and thereby
improve the tools for managing the cooperation, and so help the organization to achieve its excellence and maximum
efficiency. Fuzzy logic was used in order to deal with the vague nature of qualitative linguistic results drafted in the
conclusions requested in House of Quality (HOQ). The research had been tested in through actual implementation in
the automotive company. Hypothesis was performed by using the Spearman correlation coefficient. The output of this
research also gave a summary the added value by implementation of the new area Quality Mindset.
< Empty line >
Keywords: EFQM, Fuzzy method, Quality function development, Quality Mindset,
< Empty line >
< Empty line >
1. Introduction
As global economy develops, customers are gaining powers in the market. The powerful customers force companies
pay more attention to the VOC (voice of customer), which is critical to customer satisfaction (Akao and Mazur, 2003).
In order to gain competitive advantage, companies must rely on the sustainable product innovations that cater to the
CNs (customer needs) (Li and Atuahene-Gima, 2001). The EFQM model presents a framework that analyses the
relationships between what an organisations does and the results that it is able to attain (Dror, 2008).

2.
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< Empty line >
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Quality Function Deployment that came from the early 70s Japan. The theory enables enterprises to obtain the
customer's needs, according to the wishes of the customer preferences to design and manufacture products that meet
the quality requirements. QFD is a “method to transform CNs into ECs (Engineering Characteristics), which can be
easily monitored by the structured process (e.g. house of quality)” (Akao and Mazur, 2003).
In general, to create a QFD a task description (WHATs) - step 1 in the form of a sentence listing the requirements
on one of the axes is set against implementations in the form of the quantified characteristics (HOWs) – step 5 of
possible solutions in a matrix, the QFD template. This applies for all of the levels included in the engineering flow in
principle, from the top level of product requirements to the design parameters that represent the requirements for the
process parameters. In the cells of the matrix, the derived relationship (step 6) between WHAT and HOW are
displayed. Important strengths of QFD are prioritization and target value definition. The method requires the
specification of weighting factors, strengths of influence, and target values for achieving customer satisfaction. The
best known application of QFD is the House of Quality (HOQ) for representing the relationship between nonquantified customer requirements and quantified characteristics or requirements in the sense of product engineering of
a to-be-defined technical solution.
The theory of Fuzzy Logic is based on the notion of relative graded membership, as inspired by the processes of
human perception and cognition. Fuzzy set theory was introduced by an Iranian scientist named Lotfi A. Zadeh
(1965). Fuzzy logic can deal within formation arising from computational perception and cognition, that is, uncertain,
imprecise, vague, partially true, or without sharp boundaries. Fuzzy Logic allows for the inclusion of vague human
assessments in computing problems. Also, it provides an effective means for conflict resolution of multiple criteria
and better assessment of options.
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The primary objective of this study was to design approach to selecting tools for managing according to the method
QFD. Part of the paper is verification or falsification of hypotheses (H) listed below as follows: "The order of effective
criteria for determining the model excellence in the organization are as contrasting as the fuzzy approaches." The
output of this research also gave a summary the added value by implementation of the new area Quality Mindset.

3. Review of the new area Quality Mindset
The literature suggests many definition of quality. Juran’s (1977) familiar definition is: "Quality is the expression of
the suitability for use." The definition according to ČSN (2003) "Product quality is a summary of the features and
characteristics of a product or service that ensures its ability to meet given requirements" is similar, but this definition
does not include one important fact, and that the quality is always associated with "the purpose of use". For this reason
we cannot be simply say that we produced quality products without having to provide for what they serve. Evaluation
mainly contains the final products. In contrast, Taguchi’s (1984) definition of quality states that "The quality of the
product is proportional to the loss caused by the organization of deviation from a prescribed target value."
But, how the Quality Mindset can be defined? Why not consider something like that? If the organization has
established a quality system that is fully functional, it no doubt raises the question of what other activities could be
done to be the best. For an organization that is fully focused on the customer and has functionally designed quality
system, can start to implement the next steps to be the best in its class (the highest current performance level in an
industry, used as a standard or benchmark to be equaled or exceeded). One way is to define the mapping and
subsequent improvement in the Quality Mindset, or the perception of quality. Each employee is responsible for the
quality of products/services as mentioned, but how to detect who is actually responsible and that he is aware that his
work has no errors, so that the final product is the best on the market? One of the ways to determine the perception of
quality is to use measurable indicators. Indicators can then be divided into internal and external. Second indicators are
key for the organization. The indicators are either described in the national norms and standards in management are
binding rules, requirements, or standards of conduct of people in processes or requirements for product features or, are
directly implemented, because they are a key-account to the customers. The automotive organization is pursuing
claims (ppm - part per million), the results of external audits, customer satisfaction (e.g. VOC, which is currently more
important than ppm in the automotive industry).
Generally these indicators can be divided into the following areas (used as step 5):
1. Inventory manageme
2. TQM
3. Human resources management
4. Knowledge management
5. Technology management
6. Information management
7. Energy management
8. Project management
9. Financial management
10. Change management
11.Customer relationship management
12. Supply chain management (SQ - Supplier Quality)
13. Business process management
14. Strategic management
15. Production management

(marked as H1 for next research)
(H2)
(H3)
(H4)
(H5)
(H6)
(H7)
(H8)
(H9)
(H10)
(H11)
(H12)
(H13)
(H14)
(H15)

Determining indicators is possible, for example using the Ishikawa diagram, which is based on a simple causality
that each effect (problem) has a cause or combination of causes (the aim is to analyze and determine the most likely
cause of the problem). The result may be that not all processes directly affect quality, or for example in the
manufacturing organization:
1. For the different management levels of the organization:
2.

For

people

in

production:

Q = f (S, L, C, G).
Q

=

f

(S,

G,

IF).

Where S - standards, L - Leadership, C - cooperation, G - goals (strategic management), IF - the flow of information.
Data was
2012-2013).
elements of
information,

collected by the standard checklist of excellence model created by following company (the version of
Data was analyzed based on the Network analysis (reason objective is used to determine whether
the quality mindset are an influence on observed elements and profile these elements according
creating influence analysis with numbers active sums, passive sums, every element had assigned
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position (one point) in a portfolio matrix). The results were plotted and analyzed by Excel 2007 Software based on the
obtained scores in the matrix. Results: First the studied company (management level) gained 81 (81,46%) out of 100
points of the first section for " Company goals" criteria. In addition 66 (66,85%) for "Company standards", 47
(47,75%) for "Company cooperation", 67 (67,75%) for "the Company Leadership" and total result was 62 (62,02%)
for "Quality Mindset of the company". In production (employee’s) 89 (89,11%) for "Company goals", section
“Information flow” was 91 (91,32%) and section "company standards" was 79 (79,36%). The final result was sown in
graph no.1.
Graph 1: Quality-Mindset result concerning management levels Note: BL – managers of the company section, AL
– managers of the departments, GL – managers of the groups
Result of Quality Mindset

Quality Mind seting [%]

100
90
80
70

64,3

62,4125

BL

AL

60,925

60,45

GL

Foremens

60
50
40
30
20
10
0
Levels

Source: Author
< Empty line >
Conclusion of the research concerning Quality Mindset: The studied company has taken appropriate measures in
infrastructure development for the definition of Quality - Mindset of the company, promotion in leadership and
cooperation and efficient use of newly built criteria teams and a new department which could be developed C2E
(Committed to Excellence) to assess a necessary conditions on the way to towards Recognized for Excellence (R4E)
award. These actions was recommended and was created latter (year 2011-2013). Main topics of new department
were: (1) Competence management. (2) Coaching (3) Leadership styles. (4) Fully and clear implementation of the
vision, mission statement, values and principles into the all departments in company.
Quality Mindset research results mainly contains from others activities that affect the quality of the product with
regard to defining the strategic objectives of the organization - Excellence practices (best action):
1. Competence management – Don’t do what you don’t never been aim main topic of your university study.
2. Coaching (defining, understanding, use and resolution of mentoring in various stages of development
workers).
3. Leadership styles (the author’s research result was, that this area may negatively affect the perception of
quality).

4. Implementation of the Research by using QFD method
Framework of research is divided into four basic sequential steps for achieving research and providing a good
foundation for the good quality management. In every step was identified main result with key indicators to use in
next step in research. The primary objective of this study was to design approach to selecting tools for managing
according to the method QFD. Part of the paper is verification or falsification of hypothesis listed below as follows:
Hypothesis 1: "The order of effective criteria for determining the EFQM model in the organization are as contrasting
as the fuzzy approaches."
First step: Quality-Mindset definition by leaders and managements (different levels) in company. Literature
framework was Oakland (2004). Main topic from leaders should have a clear sense of direction and purpose, which
they communicate effectively throughout the organization. This involves the development of the vision, values and
mission which are clearly aspects of policy and strategy. Included in the EFQM Excellence Model, the criterion policy
and strategy is concerned with: How the organization implements its mission and vision via a clear stakeholderfocused strategy, supported by relevant policies, plans, objectives, targets and processes.
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Second step: Definiton of Quality-Mindset in company with indicators W1 ...WM defined in (1) and (2).
Fig. 2: Improvement Q – Mindset in company and the steps to an achievement of Excellent Q – Mindset

Quality – Mindset research framework
Company will have built the
foundation and will begin to add
more advanced methods and tools
to has been best in class

Company will start by integrating
fundamental Process Management
Practices into the culture and
practice of Q-Mindset definition

•
•
1

•
•
•

4

Lean, Vision
Mission,
Values, Core
competitions
Quality
Management
System
Leadership
development
Coaching
development
Q-Mindset
definition

2

•
,

3

•
•

•

Research
about Q•
Mindset setting

Busyness excellence
developed C2E
(Committed to
Excellence) and
Recognized for
Excellence (R4E)
Excellence Q-Mindset

EQA

W 1 - Company goals
(all levels)
W 2 - Company
standards (all levels)

•

W 3 – Cooperation (all
levels)

•

W 4 – Leadership
(management levels)

•

W 5 – information flow
employee levels)

Q-Metod‘s,
Lean production
system
Implementation to the
EFQM model by using
QFD method (HOQ)

Source: Author
Third step: Confirmation or refutation of the hypothesis that: The perception of quality in production is good, but
some factors are existing. These factors could decrease a subsequently definition of key indicators, through which
could be possible to improve the Q-Mindset. The questionnaire method were evaluated individual sections are by
definition good or bad Quality-Mindset, for individual issues have been identified individual areas that could be
improve and implement into the strategy of the organization.
Firth step: In previous research Q - Mindset was defined in company new areas and next step to fully implement
new company philosophy as a main object to the way to the Recognized for Excellence (R4E) award. It could be
described (Chan and Wu, 2001) in next steps as was sown at figure no. 3.
In the process of the following research qualitative and quantitative description along with standard scientific
research methods were used. The full process involves the production of hypothesis, through nine steps. These substeps can be described as follows:

1. Every manufacturing company needs to achieve excellence, determine what is specifically needed to achieve
perfection. To determine the number of methods which can be used. This research will be to determine the
criteria by using of methods discussed in previous article no.1.2. Subsequent designation of these criteria can be
marked as W1 ...WM where W1 - Company goals, W2 - Company standards, W3 - Cooperation, W4 Leadership, W5 - The flow of information.
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Fig. 2: HOQ help unify the various measurements in HOQ to avoid arbitrariness

Source: Author
2. The next step in the complex research is a determination of the relative importance of the criteria (Quality
Mindset result identified in the previous step). The importance is determined to obtain perfection in the analyzed
company. This is of particular importance. The importance of individual criteria is designed as a set of evaluations of
the interviewed employees of the cooperation, based on their perception of the importance of their criteria. The
method there was used Analytic hierarchy process (AMP) through the so called Saaty matrix, according to Saaty scale
(Saaty, 1980). The relevant range of this matrix is shown in the following table.
3. This step involved identifying key competitors through competitive analysis. Competitors were selected in terms
of similar production. The aim of this analysis was to determine the advantages of competitors and their weaknesses
so that they can be subsequently analyzed the comparison to the state of the analyzed company (AC) and selected
competitors.
Table 1. Saaty matrix

Intensity
of

Definition: Paired

Description

comparison W1 and W2…

importance
1

Very low

Two factors contribute equally to the objective

3

Low

Both criteria contribute the same rate to meet the target.

5

Moderate importance

Strong preference first criterion over another.

7

High importance

Very strong preference first criterion over another.

9

Very high importance

Extreme preference of the first criterion.

Analysis was performed by selected employees of the AC, who evaluated the productivity AC and their
competitors. The analysis was AC designated as C1. The downstream competitors are marked C2 ... CL. Employees
provided their perceptions of the performance of AC competitors on the following scales L and needs by giving M (1)
on the scale (2). M = 1, 2…M and L = 1,2…L
(1)
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Extremly poor

poor

zero

good

very good
(2)

1
[0,2]

2
[1,3]

3

4

5

6

7

8

9

[2,4]

[3,5]

[4,6]

[5,7]

[6,8]

[7,9]

[8,10]

Productive evaluation of each company in terms of customer needs is identified as M x L. By comparing matrix (3),
which is listed below.

(3)
Based on this information, the output information X will be determined by competitive priority ratings of AC,
where C1 is the priority customer evaluation. What can a company gain may be expressed as e = (e1, e2 ... em) where
em is the company priority rating. Wm represents Quality-Mindsets needs.
4. In this step will be a final evaluation of the importance of customer needs through highly relative importance in
terms of employees, by competing priorities and processes to be addressed. The final evaluation Wm importance for
AC will together determine the relative importance of the group as g, competitive advantages marked as em and
process improvement marked as um. A vector important final evaluation obtain the product of the above aspects g em
and um. Final importance ratings was subsequently referred as f = (f1, f2 ... fM).
5. Once you have identified and evaluated the various criteria that the company needs to achieve perfection, it is
necessary to determine the needs and tools of the organization. These needs must result from current standards and
objectives or through the appropriate CA analysis. It is assumed from aspect of that the technical approaches marked
H1 - H15 have already been developed in society. Analysis and measurement of H1 - H15 improve the direction of
the company and will also improve its competitive advantage.
6. This step establishes the relationship between instruments H1 - H15 and criteria W1 - W5. This relationship is
determined by analyzing the terms of the degree of connection and influence of individual criteria and instruments
through the scale below (4) and subsequently it is converted into an individual relations matrix tools and criteria (5).
Very weak

weak

moderate relation

strong

very strong
(4)

1
[0,2]

2
[1,3]
H1

R=

3

4

5

6

7

8

9

[2,4]

[3,5]

[4,6]

[5,7]

[6,8]

[7,9]

[8,10]

H2

HN
(5)

MxN

7. This step involves the determination of the initial technical evaluation set of Company Tools. This assessment is
based on two fundamental aspects: the ultimate importance of evaluation tools and the relationship between the tools
and criteria. This evaluation then displays the importance of individual tools in regards to the criteria. Here can be
used a simple an additive weighing (SAW), which being calculated as a weighted average of relations with the criteria
according to (6).

(6)
8. Parameters and know-how of competitors is relatively difficult to obtain. Competing firms and their advantages,
and also the processes of course should be processed to prevent the escape of the information and so weaken their
position. The output value from the analysis represents the technical evaluation of a company and selected competition
in terms of products and of those instruments. Technical parameters and productivity of the analyzed company for
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achieving excellence can be determined through HN, which is determined as YNL through technical comparative
matrix (7).

(7)
Output as a matrix Y represents a competitive priority rating that indicates how it is possible to gain a competitive
advantage through methods that information Y explains how we can get through entropy method competitive
advantage. This assessment will be labeled as vector z = (z1, z2... zn), where zn represents the technical companies
competing priorities due to Hn. According to matrix (7) can also be analyzed to determine individual company
performance targets concerning offset tools. These performance targets represent different levels of productivity
through the tools, which the company is operating and uses them in the manufacturing processess. These targets must
be achievable from the available technical resources of the company. When it is based on the premise that the
company sets the level of their performance goals bn to Hn, then we have the technical realization of the objectives of
the vector b = (b1, b2 ... bn). In comparison with those objectives can be defined better conditions vn for the current
company performance in terms of tools such as:
vn
vn

=
=

bn
yn1

/
/

yN1
bn

where
where

Or
in
vn = max {yn1 / bn} / {min yN1 / bn}

Hn
Hn

is the maximum benefit, or if bN ˃ yn1
has
minimal
benefit,
or
if
BN
˂
yN1
a

uniform
(8)

for
for

Hn.
Hn.

manner

9. This step represents the determination of the final technical evaluation of tools. Tools with higher technical
rating (tn), higher technically competitive priorities (zn) and a higher ratio improvement (vm) show what the company
must do to concentrate a possible market opportunities for the company, which can be tapped to consolidate their
market position, increase their competitiveness and their value. Output technical evaluation may be necessary to
establish
excellence,
integrating
all
factors
by
the
following
formula
(9).
Sn = vn x tn x zn, n = 1, 2 ... N

(9)

To achieve excellence in the analyzed company was designed HOQ process, which consisted of 9 steps that have
been incorporated into hypotheses. From an overall summary can be concluded that in the context of QFD were
established tools that are crucial for the enterprise, the order of the tools in terms of importance and tools that have less
weight but contribute to the overall effectiveness of the company. The following diagram shows set criteria (in paper
labeled as WN) and tools (in paper labeled HN).
All required information and output calculations, have been identified so to appropriate the framework of the model
HOQ did not provide a chance for the possible unclear processing procedure. Analyzed company had five basic
criteria (Decision from research section 1.2) of the excellence model, marked as W1 ... W5, also set 15 technical
attributes marked as H1 ... H15 and six major competitors, marked as C2 ... C7, where C1 represented analyzed
company (AP).

Graph 2: Quality-Mindset final ranking
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FINAL RANKING OF W1..W5 AND H1...H15
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Source: Author

5. Conclusion of Quality Mindset implementation
Main message from research paper was that a leading technology company must to use advantage of global
opportunities for a strong and meaningful development by applying a new area of quality and implement into their
vision. What it means is that value of the company has to be increased continuously and sustainably. The primary
objective, therefore, is still sustained profitable growth. Sustaining and enhancing earning power and financial strength
are crucial to financing future growth while maintaining the company's financial independence. In order to achieve
these goals, the AC needs a customized management tool that meets the needs of an industrial enterprise that is active
in every key global market. Next possible step: The AC will have decided to continue a value-based management
concept (Good Quality-Mindset setting) that focuses on the continuous enhancement of the value of the company.
Evaluation of the hypothesis was resulted from the calculations by individual step of the percentages results crisp
and fuzzy evaluation using Spearman correlation coefficient for these data types is 0.9 then there is very strong
positive correlation between sharp and fuzzy evaluation. So, according to the research hypothesis 1 is verified.
< Empty line >
< Empty line >
References
1.

Dror S. (2008): The Balanced Scorecard versus quality award models as strategic frameworks, Total Quality
Management and Business Excellence, 19 (6), pp. 583-593.
2. Li H, Atuahene-Gima K (2001) Product innovation strategy and the performance of new technology ventures
in china. Academic Management Journal 1: 1123–1134.
3. Akao Y, Mazur GH (2003) The leading edge in QFD: past, present and future. International Journal Qual
Reliab Manage 20(1): pp.20–35.
4. H. Singh, M.M. Gupta, T. Meitzler, Z.-G. Hou, K.K. Garg, A.M.G. Solo, L.A. Zadeh: Real-life applications
of Fuzzy Logic, Adv. Fuzzy System (2013), Special Issue: Real-Life Applications of Fuzzy Logic.
5. Saaty, T.L.(1977): A Scaling Method for priorities in Hierarchical Structures. Journal of Mathematical.
Psychology 15, pp. 59–62.
6. Lai-Kow Chan, Ming-Lu Wu (2005): A systematic approach to quality function deployment with a full
illustrative example. Omega, Volume 33, Issue 2, 119–139.
7. Chapter 4 - Policy, strategy and goal deployment Oakland on Quality Management, 2004, Pages 63-89
8. Juran,,J. M. (1977): Quality Control Handbook. Mc Graw Hill, New York (3. vyd.).
9. Meloun, M., Militký, J. (2003): Kompendium Statistického zpracování dat. Academia Praha (1. vyd.).
10. Taguchi, G. (1984): Quality Evaluation for Quality Assurance. American-Supplier Institute.
11. Griffin, J.R. Hauser (1993): The voice of the customer. Marketing Science, 12 (1), pp. 1–27

216

DETERMINANTS INFLUENCING SELF-MANAGEMENT IN
CORPORATE ENVIRONMENT
Tereza Balcarova1, Barbora Seidlova2, Ladislav Pilar 3
Czech University of Life Sciences, Prague, Czech Republic
E-mail address: balcarova@pef.czu.cz

1,2,3

Summary: Self-management is considered to be a useful strategy in the contemporary changing business
environment and is influenced by such issues as the time-management and goal setting. The main aim of this paper is
to identify factors which determine the basis of self-management and the relationship between individual key factors
influencing self-management performance by managers within corporate environment. The primary data have been
collected through an electronic questionnaire for managers from low to top level of management. The average years of
experience on managerial position is over 8 years. Complex factors are identified using exploratory factor analysis.
Individual variables are tested using Varimax rotation. The Kaiser-Mayer-Olkin value can be considered moderate at
0.686. Factor analysis explored 6 factors, which explain the 66.4% variability of original variables: (1) Self-managed
worker, (2) Time-managed, (3) Planner/analyst, (4) Well-cared worked, (5) Life-oriented worker, (6) Ineffective
worker. To confirm the relationship between factors, a critical value of the correlation coefficient 0.3 was set at the
level of significance of less than p < 0.05. Reliability of the model was evaluated by at the basis of FIT indices (GFI,
RMSEA, NFI, TLI, CFI, IFI). The effects, in relation to the Self-management were identified in the interval r = |0.321|
− |0.549|. The further confirmation factor analysis evaluated three positive and four negative relations between
extracted factors. The research results can be used for determining manager's approach to the self-management. This
results serve managers as the basis for leadership and development of self-managed team members.
Keywords: Self-management, self-leadership, self-managed teams, time management, goal setting.

1. Introduction
Recently, interest in self-management has increased, however the majority of studies is aimed at the self-managing
teams and their potential flexibility, their features and structure (Langfred, 2007; Hackman & Wageman, 2005). There
are several reasons for this approach. As mentioned in many articles, self-management is a determinant on the way to
better leadership. If the question comes to the difference between self-management and self-leadership, generally
speaking, self-leadership takes into consideration the process and self-management is oriented preliminary on the
results (Stokes, 1991; Yun, Cox & Sims, 2006; Manz, 1986). Researchers reached an agreement that there are
determinants which can define self-leadership prerequisites. One of them is self-efficacy (Norris, 2008). People who
need autonomy of their work, are responsible and bring new ideas are more likely to become self-managed and reach
the leadership skill earlier. Self-managed employees incline towards development of their own skills and knowledge
partly because of their intrinsic motivation and partly in interaction with others. However, letting employees to
empower their skills and become more responsible across the organization requires a change in mind set and
restructuring of organization principles. Individual improvement aligns with willingness of each person to learn and
change their habits and accept the strategies of self-leadership in daily routine and practise them (Norris, 2008). The
previous studies identified self-management strategies and daily routines which consist of self-goal setting, self-cueing
(Chen & Chung, 2014, Neck & Houghton, 2006), self-observation to align with the behaviour which goes toward the
objective of their own choice (Chen & Chung, 20014) and also time management as an important aspect of behaviour
for self-regulation, which involves setting goals, prioritizing, time estimation, problem solving, evaluation, and
observing patterns and trends in behaviour (Yang, Xu & Zhu, 2015; Pintrich, 2000, 2004). These factors reflect selfcontrol and self-efficacy with regard to time use (Yang, Xu & Zhu, 2015).

2. Methods
Primary data are gathered through the questionnaire survey that was distributed among 185 respondents
electronically during January – February 2016. The questionnaire required to find a sample of respondents on
managerial positions, with a long term experience and also covered the requirement of self-development and further
education connected to real business. Respondents were required to have at least 5 years of professional experience,
however the average is 14 years of experience. The survey was though conducted on a sample of respondents from
The University of Pittsburgh’s Joseph M. Katz operating in Pittsburgh (USA), Sao Paulo (Brazil) and Prague (Czech
Republic). Since there was a need of research conducted on respondents who seek for further development, there was
a pre-requirements which this university students fulfilled. The programme Executive MBA (EMBA) for experienced
professionals by University of Pittsburgh served the best to this purpose. The average years of experience on
managerial position is over 8 years, 24% of respondents are women, 76 % men. The questionnaire contains 31 core
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questions and is structured into 4 sections: (1) identification questions, (2) Goal setting, (3) Time management, (4)
Time thieves. The answers of the respondents are recorded on a 5-degree Likert scale in the range of “strongly agree –
somewhat agree – half and half – somewhat disagree – strongly disagree”. Such questionnaire enables evaluation of
data through factor or correlative analysis. In terms of the factor analysis suitability, individual variables are tested
with the Kaiser-Mayer-Olkin level (KMO). The KMO coefficient ranges in the interval <0,1> and its value should
exceed 0.4. In this research, the KMO can be considered moderate at 0.686. Latent factors are found using the main
components method with the Varimax rotation of factors. The number of factors is selected to ensure that the value of
Eigen values of the identified latent factors is higher than 1. Exploratory factor analysis was performed in the
statistical program SPSS 19. The structure of factors is analysed in the SPSS AMOS program. The sample size is 114
respondents. For evaluation of factor load of individual factor variables and the overall acceptability of the model, the
following indices were used: Goodness-of-Fit Index, Root Mean Square Error of Approximation, Normed Fit Index,
Tucker-Lewis Index, Comparative Fit Index, Incremental Fix Index, and Normed Chi square; To confirm the
relationship between factors, a critical value of the correlation coefficient 0.3 was set at the level of significance of less
than p < 0.05 (Byrne, 2001).

3. Results
For the identification of factors determining self-management, an exploratory factor analysis is performed. Original
31 variables were reduced to 20 usable. The latent factors include variables with an absolute value of a coefficient of
factor weight in an interval of <0.558; 0.871> and cumulatively explain 66,4 % of the total dispersion of monitored
variables. The first group of variables represents 18,8 % of the total dispersion, includes a factor weight in the range of
0.573 - 0.773 with an Eigen value of 3,77. The first factor found can be interpreted as (1) “Self-managed worker”.
This group is characterized by the requirement of managing manager´s time, putting goals and taking time to clear
their mind. The second group of variables found (2) “Time-managed worker” focuses on spending enough time
relaxing and with their families, so they feel fit to work. This factor represents 16.05 % of the total dispersion, a factor
weight in the range of 0.639 - 0.785 and the value of the Eigen value is 3.21. The third group of variables (3)
“Planner/Analyst” comes under SMART method of goal oriented people that also record goals and partial milestones.
(8.38 % of the total dispersion, factor weight 0.574 - 0.833, Eigen value 1.68) or the preferences of free gifts as part of
the package. The fourth group of variables (4) “Well-cared worker” includes those that have supportive environment
and feel they can grow and learn new things (6.34 % of the total dispersion, factor weigh 0.865 - 0.871, Eigen value
1.23). The fifth group of variables (5) “Life-oriented worker” puts as their goal their personal happiness and bring to
the team the right amount of calmness and contentment. (6.07 % of the total dispersion, factor weigh 0.558 - 0.769,
Eigen value 1.21). The sixth group of variables (6) “Ineffective worker” determined by poor time distribution is
cycling and brings only new issues which make the worker even more ineffective. (5.65 % of the total dispersion,
factor weigh 0.570 - 0.816, Eigen value 1.13). The results of the exploratory factor analysis can be seen in the Table 1:
Exploratory Factor Analysis – Self-management determinants.
Table 1: Exploratory Factor Analysis – Self-management determinants
FACTORS

VARIABLES
Professional
career
achievements
Motivation
towards goals

Selfmanaged
worker

Timemanaged
worker

Prosperity
in personal life
Short-term
goal setting
Time
planning
effectiveness
Overload
Leisure time
with family and
friends
Relax
Stress
and
performance

FACTOR
1

FACTOR
2

FACTOR FACTOR
3
4

FACTOR
5

FACTOR
6

0,772599
0,752871
0,317092

0,596568

0,335143

0,577695
0,446094

0,573481
0,785925
0,355339

0,745936
0,643882
0,639623
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Milestones
and deadlines
Goal
Analyst
recording
Goal
achievement
Professional
growth
in
Well-cared company
worker
Employees
well-being
in
company
Planner/

Lifeoriented
worker

0,833012
0,797493
0,473018

0,574999
0,871469

0,865427

Organization
of environment

Personal life
achievements
Procrastinatio
Ineffective n
worker
Request
refusal
Source: own results

0,310005

0,769992

0,491078

0,558477
0,816138
0,570566

For analysing the correlation between latent factors, the structural modelling method is used. Six factors were
placed in the model, which aggregates 20 variables within itself. The model of the Self-Management and the effect of
certain factors extracted by the exploratory analysis is acceptable on the basis of the following values of the model FIT
indices. Fit indices are as following: GFI = 0.901, RMSEA = 0.063, NFI = 0.932, TLI = 0.951, CFI = 0.901, IFI =
0.959, CMID/DF = 1.443. Table 2: Confirmatory factor analysis – Self-management shows the result between which
factors correlation was found.
Table 2: Confirmatory Factor Analysis – Self-Management

F1
<-->
F1
<-->
F1
<-->
F1
<-->
F1
<-->
F2
<-->
F2
<-->
F2
<-->
F2
<-->
F3
<-->
F3
<-->
F3
<-->
F4
<-->
F4
<-->
F5
<-->
Source: own processing

F2
F3
F4
F5
F6
F3
F4
F5
F6
F4
F5
F6
F5
F6
F6

Covariance
Correlation
-0,443
0,303
0,368
-0,549
-0,468
0,321
-0,015
-0,176
0,399
0,062
-0,474
0,155
-0,119
-0,045
0,006

S.E.
0,042
0,06
0,056
0,049
0,053
0,074
0,056
0,036
0,06
0,098
0,088
0,086
0,052
0,074
0,042

C.R.
-2,789
2,361
2,625
-2,236
-2,037
2,389
-0,123
-1,147
1,81
0,52
-2,2
0,858
-0,81
-0,249
0,03

P - value
0,005
0,018
0,009
0,025
0,042
0,017
0,902
0,251
0,07
0,603
0,028
0,391
0,418
0,804
0,976

The highest and negative correlation (-0.549) is identified between the factors (1) “Self-managed worker” and (5)
“Life-oriented worker”. This indicates that effective approach to self-management has not a close relationship to a
certain level of personal satisfaction and the ability to act calmly and to contribute to harmony in the work team. The
second highest relationship was found between the factors (3) “Planner/Analyst” and (5) “Life-oriented worker”.
Negative correlation can be found there. Concretely, when being able to plan and record own goals managers are less
aimed at personal satisfaction and happiness (-0.474). The third highest and the negative relationship was found
between (1) “Self-managed worker” and (6) “Ineffective worker” (-0.468). This clearly negative relation shows that
determinants associated with the inefficient performance are the opposite of self-managed worker. The fourth highest
and also negative relationship was found between (1) “Self-managed worker” and (2) “Time-managed worker” which
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shows that worker who performs well in self-management does not necessarily have to be good in managing their own
time (-0.443). The fifth relationship was found between (1) “Self-managed worker” and (4) “Well-cared worker” as
the relation between well-cared worker can influence the performance of self-managed worker (0.368). The sixth
relationship was found between (2) “Time-managed worker” and (3) “Planner/Analyst”. A worker who can handle
time-management will be associated with analytical and planning skills (0.321). The last relationship was found
between (1) “Self-managed worker” and (3) “Planner/Analyst”. Worker who performs well in self-management can
also be in relation with analytical and planning skills (0.303). On the other hand, an insignificant relationship was
found between the factors (2) and (4), (5), (6); between (3) and (4), (6); between (4) and (5), (6); and between (5) and
(6).

4. Discussion
The self-management becomes a part of important characteristics of managers. Since companies’ organizational
structure is flattening and requires more responsibility and independence; managers are required to continuously work
on their self-development and the ability of managing their time and activities leading to higher outcome. Managers
often face situations which require them to know their strengths and weaknesses and will testify their approach to the
research topic. This paper offers the evaluation of the basic techniques that managers should work with in order to
apply the self-management approach. The aforementioned six factors can be used as a useful tool to recognize
managers’ approach to self-management and serve as recognition of an approach to tasks of team members. It also
determines how strong the approach is and whether the person seeks further development and professional growth.
Activities of time management, goal setting and the ability to avoid factors influencing performance are core areas
determining the future success. The more the person comes under one of the areas of self-management, the more the
worker seeks development and is more likely to become a great leader of a team. The positive and negative
relationships are helpful in determining the connections between individual factors. The results have not discovered
any relation between time management and well-cared workers which can be in discussion with the results of Yang,
Xu & Zhu (2015) who found positive correlation between time management and well-being of the employee. There is
a strong correlation between manager’s goal setting alignment with the SMART method and his or her capability of
time-management and self-management. This follows up on the results of previous study of Chen & Chung (2014) as
there exists a strong need of such self-managed employees that are able to define their own goals and milestones of
such goals. In general, six factors are in relationship to each other and express the possibility of conformity with other
variables. Some issues can be further evaluated in the future research. As the research was conducted within a group
of self-managed employees there is a need to replicate the study on a sample of respondents from self-managed teams
to compare whether and in which determinants the difference can be measured.

5. Conclusion
All determinants of each factor can be part of the instructions to managers’ attitude to self-management. Firstly, the
analysis of self-management was created as a recommendation to companies. Once there is one of the attributes of
types of managers discovered, there is a high probability that the characteristics assigned to this factor will be applied
as well. Secondly, factors which are in connection to each other have high testifying value that will be in relation to
any other characteristic. Finally, it can also help teams to evaluate their members and offer the possibility to know
what to expect when they discover one of the determinants. It also serves as a sample of instructions for managers to
learn new skills and become leaders of their teams. It also provides a useful tool for leaders in order to identify
managers’ weak points that should be improved upon. These results highlight a number of issues regarding the value
of self-management application as perceived by self-managed employees.
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Summary: This paper contains views of Czech SME managers on the quality of business environment. Moreover,
it also shows the results of the World Bank, which annually assesses the conditions for doing business in various
countries, including the Czech Republic.
All businesses (regardless of their size) need strategic analysis of the external business environment for their
strategic management. That provides vital information to company's owners and management about the position of the
company in the external environment, opportunities that can be exploited and threats having impact on the very
existence of the business. Small and medium-sized enterprises are exposed to strong competition on one hand but also
to a great number of new opportunities on the other. If those are not taken advantage of to increase performance
(increase in added value) then the chances for success in extended Europe are slim. Similar issues were dealt by other
authors as Narula (2004), Steger (2000), Gunsel (2010).
The Czech business environment was evaluated based upon conducted analyses by SME managers. The SME
managers and owners identified threats and opportunities for their businesses. The analyses were performed within
situational analyses of the external environment in the Czech Republic. The article contains the views of managers
identified in 2015 and compares it with the detected results in 2010 and 2004 after the Czech Republic had joined EU.
It is interesting that managers reported more opportunities than threats in all years. The paper verified the
applicability of the situational analysis of the external SME's environment.
Keywords: small and medium – sized enterprises, business environment, external environment, opportunities and
threats

1. Sources and methods
This paper works with the terms micro-, small- and medium-sized enterprise as specified in the Article 1,
Commission Regulation (EC) No 800/2008. The definition of SME is vital for establishing equall conditions for all
entrepreneurial subjects and enabling statistical comparisons within EU.
Micro-entities are companies with up to 10 employees
Small enterprises employ up to 50 employees.
Medium-sized enterprises have up to 250 employees.
The European definition of SME follows: "The category of micro, small and medium-sized enterprises (SMEs) is
made up of enterprises which employ fewer than 250 persons and which have an annual turnover not exceeding 50
million euro, and/or an annual balance sheet total not exceeding 43 million euro.
127 SME SWOT Analyses were performed by the students of the Faculty of Business and Economics at Mendel
University Brno in 2015. 56 managers of micro-sized enterprises, 43 managers of small-sized enterprises and 28
managers of medium-sized enterprises were questioned in 2015.

2. Czech Business environment and its evaluation by SME managers
226 SME managers defined 1036 opportunities in total in 2010 (average: 4.6 opportunity per manager), out of
which 405 were identified by micro-enterprise managers, 370 by small-enterprise managers and 261 by middleenterprise managers. That means that the micro-enterprise managers defined 4.6 opportunities on average for their
business while the small- and middle-enterprise managers identified 4.5 and 4.8 opportunities on average per manager.
Therefore, there is a significant difference between the number of identified opportunities dependant of the size of a
company. The following table presents the most frequently defined opportunities (see Table 1). As a matter of
interest, the table also shows the results from the business environment evaluation done by SME managers in 2004
after the Czech Republic had joined EU (Kučerová a Pošvář, 2005).
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Table 1: The most frequently defined opportunities in 2004 and 2010
Answer Frequency
( %)

Opportunities

2004
1. Integration into EU, international cooperation, cancellation of custom
duties, globalization
2. Economic progess, increase in demand and the standard of living
3. Technical and technological development, increase in demand for
innovated products
4. Subsidies for SME
5. Change of life style and its impact on demand, pressure to protect the
environment
6. Free/unoccupied areas in the market, weak competition in the area,
industry/field's attractiveness
7. Legislation and regulations
8. Unemployment, graduates, qualified labour supply
9. Organizing trade shows, expositions, contests, conferences and other
social events
10. Tourism development, traditions
Source: SWOT analyses conducted by SME managers (2004, 2010) and own work

2010

77

46

69

67

53

82

40

45

34

39

17

38

-

27

-

26

-

24

-

14

The most important opportunity identified by SME managers in 2004 was „integration of the Czech Republic into
EU“ which facilitated its entrance into European markets. This answer was given by 77 % of respondents. This answer
ended up as the third most important opporunity in 2010. The most significant opportunity of the year was „Technical
and Technological development and increase in demand for innovated products made by new technologies“ (82 %).
127 SME managers defined 662 opportunities in total in 2015 (average: 5.2 opportunities per manager). 293 (44.3
%) opportunities were identified by micro-enterprise managers, 217 (32.8%) by small-enterprise managers and 152
(23.0%) by middle-enterprise managers in 2015. That means that the micro-enterprise managers defined 5.2
opportunities on average for their business while the small- and middle-enterprise managers identified 5.0 and 5.4
opportunities on average per manager.

Table 2: The most frequently defined opportunities in 2015
Answer Frequency
Opportunities (2015)
amount
101

%
79.5

80

63.0

54

42.5

42

33.1

5.Easy entry into foreign markets

36

28.3

6.Healthy lifestyle
7.Interest in innovative products and specialties

34
33

26.8
26.0

8.Weak competition in the area

27

21.2

9.Attractive surroundings

18

14.2

10.New possibilities and forms of promotion
Source: SWOT analyses conducted by SME managers (2015) and own work

10

7.9

1. Growth in demand (for quality, innovation, domestic production)
2. Development of the Internet and social networks, Technical and
technological development
3. Subsidies for SME
4.Organizing trade shows, expositions, contests, conferences and other social
events

As in previous investigations, managers identified as a main opportunity "Growth in demand" in 2015 (79.5 %).
The second most important opportunity has been identified “Development of the Internet and social networks,
Technical and technological development” (63 %). The third most significant opportunity were subsidies for SME
(42.5 %).
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The following table shows the most significant opportunities identified by micro-, small- and medium-sized
enterprise managers in 2015 (see Table 3).
Table 3: The most frequently identified opportunities by SME managers in 2015
MicEM

Opportunities (2015)
1. Growth in demand (for
innovation, domestic production)

Amount
quality,

44

SEM
%

amount

78.6

35

MedEM
%
81.4

amount
22

%
78.6

34
60.7
34
79.1
28
42.9
2. Development of the Internet and social
networks, Technical and technological
develop.
22
39.3
18
41.9
14
50.0
3. Subsidies for SME
21
37.5
13
30.2
8
28.6
4.Organizing trade shows, expositions,
contests, conferences and other social events
11
19.6
16
37.2
9
32.1
5. Easy entry into foreign markets
16
28.6
12
27.9
6
21.4
6.Healthy lifestyle
9
16.1
11
25.6
13
46.4
7. Interest in innovative products and
specialties
14
25.0
10
23.3
3
10.7
8.Weak competition in the area
18
32.1
6
14.0
1
3.6
9. Attractive surroundings
10
17.9
5
11.6
6
21.4
10. New possibilities and forms of
promotion
Source: SWOT analyses conducted by SME managers (2015) and own work
(MicEM = micro-sized enterprise managers, SEM = small-sized ent. managers, MedEM = medium-sized enterprise
managers)
The most significant opportunity „Growth in demand“ was defined by all SME managers regardless of the size of
their company (78.6 % of micro-sized enterprise managers, 81.4 % of small-sized enterprise managers and 78.6 % of
medium-sized enterprise managers). It should be noted that it was the small -sized enterprise managers who had found
growth in demand as the most important opportunities more frequently. The micro-sized and small-sized enterprise
managers preferred as a second most significant opportunities development of the Internet and social networks and
Technical and technological develop. On the other hand the medium-sized enterprise managers preferred as a second
most significant opportunity subsidies for SME.
1091 threats were defined by SME managers in 2010. Each SME manager identified 4.8 threats on average. It
should be noted that the most significant threat (most frequently identified by SME managers) in both years (2004 and
2010) was the threat of „Competition and rivalry in the industry.“ 64 % of the SME managers identified this threat in
2004, and the number further increased to 92 % in 2010. Another frequent threat of 2004 was also „EU laws &
regulations, EU competition“ while it was „Financial & economic crisis“ and „Government's interventions,
legislation“ in 2010.
Table 4: The most frequently identified threats by SME managers in 2015
Threats (2015)

MicEM
amount
%

SEM
amoun
%
t
42
97.7
26
60.5
12
27.9
8
18.6
7
16.3
6
13.9
12
27.9

51
91.1
1. Competition and rivalry in the industry
32
57.1
2. Increase in input prices
16
28.6
3. Government's interventions, legislation
9
16.1
4. Decrease in demand
14
25.0
5. Changes in customers' preferences
9
16.1
6. The high of taxes
3
5.4
7.Decreasing the number of skilled
workers in the labor market
8
14.3
6
8. Substitutes
8
14.3
10
9. The impact of weather
6
10.7
9
10. Importation of cheap goods from
abroad
Source: SWOT analyses conducted by SME managers (2015) and own work

224

13.9
23.3
20.9

MedEM
amount
%
27
13
4
10
6
9
7

96.4
46.2
14.3
35.7
21.4
32.1
25.0

6
2
3

21.4
7.1
10.7

(MicEM = micro-sized enterprise managers, SEM = small-sized ent. managers, MedEM = medium-sized enterprise
managers)
627 threats were defined by SME managers in 2015. Each SME manager identified 4.9 threats on average. The
most significant threats by SME managers was „Competition and rivalry in the industry“ (94.5 %) in 2015 just as in
years 2004 and 2010. As the second most significant threat has been identified growth in input prices (55.9 % of
respondents). This treat was significant for managers from micro and small enterprices first of all, as well as a third
mentioned the threat „Government's interventions, legislation”. While for medium-sized enterprise managers was the
third most important threat - the decline in demand (see Table 3).

3. Evaluation of the business environment's conditions for the purpose of international comparison
The World Bank evaluates the business conditions worldwide every year. Economies are ranked on their ease of
doing business, from 1–189. A high ease of doing business ranking means the regulatory environment is more
conducive to the starting and operation of a local firm. The rankings are determined by sorting the aggregate distance
to frontier scores on 10 topics, each consisting of several indicators, giving equal weight to each topic. The rankings
for all economies are benchmarked to June 2015.
Table 5 : Summary “Doing Business 2016” data for the Czech Republic
Topic Rankings
Doing Business rank
Starting a Business
Dealing with
Construction Permits
Registering Property
Getting Credit
Protecting Investors

Doing Business
2016
36
93

Doing Business
2015
33
90

Doing Business
2011
63
130

Change in Rank
2016/2011
27
37

127

126

76

-51

37
28
57
122

35
24
54
123

47
46
93
128

10
18
36
6

1

1

62

61

72
22

72
20

78
32

6
10

Paying Taxes
Trading Across Borders
Enforcing Contracts
Resolving Insolvency
Source: Doing Business report

Table shows summary of „Doing Business 2016, 2015 and 2011“ reports for the Czech Republic. The first line lists
the overall "Ease of Doing Business" rank (out of 189 economies) and the rankings by each topic. Czech Republic
improved its position in the ranking of the World Bank's Doing Business 2016. Compared to the assessment in 2011,
Czech Republic improved its position by 27 places.
The paper was mostly focused on the external business environment including the assessment of its quality. Firstly,
it includes the views of SME managers on the Czech business environment, its quality and development in 2004, 2010
and 2015. It can be maintained that the business environment will be one of the most significant factors having a great
influence on the SMEs' competitiveness. Therefore, business environment should be stable with simple rules, easy-tofollow administrative requirements and minimal regulations.
secondly, it presents results and conclusions from the assessment of the external environment performed by the
World Bank („Doing Business 2016“),
The paper verified the applicability of the situational analysis of the external SME's environment.
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Summary: Environmental quality is one of the greatest legacies that the current generation can pass on to the
future generation. The production and use of sachet water in Ghana and most of sub-Saharan Africa has been
consistently increasing, filling the gap of inadequate access to safe drinking water. Despite the significant socioeconomic impact of the packaged water industry in Ghana, the associated environmental impact cannot be overlooked.
This paper therefore seeks to suggest eco-efficient and sustainable means of production in the industry towards the
sustainable development agenda. The overall objective of this paper is to increase the awareness on the effect of
improper disposal of sachet water waste on the Ghanaian environment and also seeks to inform the management of the
many businesses in the sachet water industry, stakeholders and consumers to be environmental responsible as their
actions or inactions can help protect and improve the natural environment while improving the overall economy.
Keywords: Sachet Water Industry; Eco-efficiency; Waste management; Plastic Waste; Ghana

1. Introduction
Ghana continues to lag in the provision of safe drinking water to a greater portion of the populace. The
responsibility of production, distribution and conservation of water for public, domestic, commercial and industrial
use in Ghana belongs to the Ghana Water Company Limited (GWCL) but population growth and the rapid pace of
urbanization have outstripped the capabilities of GWCL to cope with the increasing demand for water for domestic,
industry and commerce uses. For example in 2010, the total daily demand for water in urban areas was about
1,076,526.00 m3 but daily production by GWCL was about 687,949.61m3 at 75% capacity utilization ( WSSPR,
2010).
Filling this service gap are private water vendors, which have become an important source of drinking water for the
country. Even though tap water is said to be safe for drinking, its limited availability coupled with people’s general
mistrust of quality of tab water has led to the dependence on packaged water. In 2008, more than a million people in
urban areas, representing 12% shifted from drinking tap water to packaged water and the bulk of the packaged water
consumed is sachet water, which is well patronized by people within the middle and lower classes due to perceptions
of poor quality water from public supplies (WSSPR, 2010). This widespread use of sachet water continues to stir
controversy as it provides many jobs and improves access to drinking water, yet there are unintended environmental
consequences associated with it

2. Approach and Methodology of paper
Information gathering is the most essential necessity for any research. The approach of this paper is based on a
desktop research methodology where information collected and examined from official documents, reports, new
articles with data from secondary sources.
3. Overview of Sachet Water Industry in Ghana
The sachet water industry is characterised by small and medium to large scale companies that pack and machineseal sachet water and also offer bottled water to consumers. Accra, the capital, alone is estimate to have over 3000
sachet water producers and many more in other parts of the country operating on a smaller scale. The sachet water
produced is referred to as “pure water” by the locals.
The small scale companies produce between 15000 sachets (500 bags) to 45000 (1500 bags) sachets per day and
usually each bag contains 30 sachets of 500ml of water and have much smaller distribution coverage, more often
distributing their products in and around the towns/communities where their factories are located. The medium to
large scale producers on the other hand have the technology, resources and adequate logistics support to produce both
bottled and sachet water for more than one town and even may be able to cover a district. The large scale producers
also have better technology, resources and adequate logistics support to produce both bottle and sachet water for sale
nationwide. Most of the large scale companies also operate water packaging factories and depots in several towns and
cities across Ghana and usually produce and supply over 5000 bags of sachet water per day. Producers and
distributors/retailers/vendors usually make close to 100% (sometimes even more than) profit on their sales (Okogia,
2007; Ackah-Arthur, 2011) and this has led to a proliferation of sachet water producing companies all across the
country and also due to the relatively low start-up capital required but very few are officially registered and monitored.
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According to Bonsu (2013), a sizeable number of these companies, especially those in the hinterlands, produced
and distributed on the blind side of the GSA and the FDB – the institutions mandated to protect consumers against
inferior products. The national association of sachet water producers, now national association of sachet and
packaged water producers was formed as the result of the persistent calls on sachet water producers to improve upon
the quality of water being offered for sale to the public.

4. Socio Economic Impact of the sachet water industry
Safe drinking water remains inaccessible to over a billion people in the world and the hourly toll from biological
contamination of drinking water is 400 deaths of children below age five (Gadgil, 1998) and a reliable supply of clean
wholesome water is crucial in an attempt to promote healthy living amongst the inhabitants of a well-defined
geographical region (Mustapha and Adam, 1991).
In Ghana, the supply of piped water is inadequate in both urban and rural areas. This inadequacy is both in quantity
and quality of the public water supply. Filling the gap of the state’s inability to provide clean drinking water to a
greater number of its citizens is the packaged or sachet water industry. Several communities in Ghana benefit from the
sachet water industry as it provides easy access to portable drinking water and especially in area where treated pipe
water from the Ghana Water Company limited (GWCL) do not reach. Thanks to the 500 millilitre bagged sachet
water, many Ghanaians are now able to access and drink filtered and packaged water even in cars just by offering 15
Ghana pesewas in return for one. The business of producing distribution, retailing and selling packaged water has
generated a lot of employment for many Ghanaians. The Ghanaian daily graphic reported in 2014 that the industry
generated 4 million jobs within a period of 5 years. The industry is believed to be the biggest sector for small and
medium scale enterprises (SMEs) for the Ghanaian economy (Suleiman, 2014).

5. Environmental impact of the sachet water industry
Despite the popularity of sachet products, infrastructure for recycling or disposal is very limited. The industry
affects the Ghanaian environment in many areas of their activities but the most noticeable environmental impacts
created by post-consumption of sachet water. Discarded sachets can be an eyesore and a potential long-term
environmental nuisance. The most volatile issue concerning sachets water use in Ghana and most other sachet
consuming countries in Africa is the accumulation of plastic waste (Sachet waste). An estimated 270 tons of plastic
waste is generated every day, with 85% coming from non-biodegradable plastic bags containing drinking water and
ice cream (IRIN, 2004; Suleiman, 2014).
These plastic wastes especially sachet water waste is seen everywhere in the major cities. Inadequate collection and
coupled with the overall attitude of people has resulted in sachet wastes typically ending up being thrown in gutters,
sewers, and drains. The accumulation of plastic waste clogs water drainage pathways and exacerbates flood conditions
in low-lying neighbourhoods. The blocking of the gutters and drains by plastic wastes causes flooding whenever it
rains, because the rain water cannot get access to flow and the stagnation of the rain water created by plastic wastes
provide breeding place for mosquitoes, which later cause malaria to the people. For many low-income
neighbourhoods also, flooded drains ultimately lead to increased risk of exposure to untreated sewage, animal waste,
and runoff from urban agriculture.

6. The concept of Eco-efficiency and implications for sachet water production
The concept of eco-efficiency was first introduced and discussed by Schaltegger and Sturm in 1990 (Schaltegger,
1996) and arrived as a result of the need for instruments that can translate sustainable development into working
targets (Eik, 1998). Eco-efficiency is achieved by the delivery of competitively priced goods and services that satisfy
human needs and bring quality of life, while progressively reducing ecological impacts and resource intensity
throughout the life-cycle to a level at least in line with the Earth’s estimated carrying capacity. The European
Environment Agency (EEA) defines it as “more welfare from less nature” and says it comes through decoupling
resource use and pollutant release from economic development and overall welfare. It is a management philosophy
that encourages business to search for environmental improvements that yield parallel economic benefits. It focuses on
business opportunities and allows companies to become more environmentally responsible and more profitable. Eco
efficiency is a key business contribution to sustainable societies. In short, it is concerned with creating more value
with less impact. There have been great advances in the application of eco-efficiency principles in the developed
world. There is evidence of Industries in developed countries having considerable success in reducing pollution and
emissions, and eliminating hazardous materials from production processes.
In the past, business viewed the environment and sustainable development as problems and risk factors but
currently, they are seen as opportunities (sources of efficiency improvement and growth). Eco-efficiency basically is
about doing more with less, delivering more value while using fewer resources. Saving energy, for example, cuts costs
while also reducing unwelcome outputs such as emissions. With the recent increase in the sachet water industry in
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Ghana, introducing eco efficiency principles in their operations will help decrease their impacts on the Ghanaian
environment. Not only does eco-efficiency improves a business’ environmental performance, it also helps companies
get out in front of market and regulatory trends, to reduce costs, to gain competitive advantage and to ensure long-term
profitability and sustainability.
Companies in the sachet water industry in Ghana can implement eco-efficiency along the entire value chain of their
product, not just within the physical boundaries of the plant. As the main harmful effects on the environment with
which they are associated mostly occur outside their fences, mainly downstream in the product use or disposal phases,
eco-efficiency can be achieved through these key approaches:
• Minimizing their Energy Use
• Minimize Water wasting
• Undertake AND encouraging recycling of sachet water waste through Extended producer responsibility
• Capitalize on use of renewables both in product design and production
The companies can incorporate the aspects of eco-efficiency (According to the World Business Council on
Sustainable Development (WBCSD)) that make an indispensable strategic element in business as shown in figure 1
below
Figure 1: The business case of Eco- efficiency for sachet water industry (SWI) in Ghana

Optimised process
Moving from costly end-ofpipe solutions to approaches
that prevent pollution
in the first place

Eco-innovation
Manufacturing
"smarter" by using new
knowledge to make old
products more resourceefficient to produce and
use like using
biodegradable plastic

Waste recycling

Ecoefficiency in
SWI

Encouraging proper
management of the
waste from use of
their products and
also taking part in
recycling of sachet
waste

Networks/virtual
organizations
Sharing resources in the
industry will increase the
effective use of physical assets

7. Discussion and Conclusion
Sustainable development is development that meets the needs of present, without compromising the ability of
future generations to meet their needs (WCED, 1987) and one of the basic human needs of present and likewise future
generation is access to safe drinking water. Though the sachet water industry in Ghana greatly enhances the
accessibility to this basic human need and also generates employment opportunities for many Ghanaians, it is
important to pay particular attention to the impact of the industry on the Ghanaian natural environment. To resolve the
problem of empty sachet water bags being improperly disposed of, littering the streets and clogging the gutters
throughout cities in Ghana, causing visual offensive environment and so many related environmental issues will
require the attention of the industry, consumers and the government. The ineffective tax levy system and lack of
incentives to the people of Ghana to separate their waste coupled with their overall negative attitude requires that
Ghana considers an approach that will involve all the stakeholders involved in plastic pollution problem. In this
respect, a well-managed recovery program for sachet water waste in Ghana based on extended producer and consumer
responsibilities, combined with Ghana’s national conditions will be ideal. It is necessary that one looks wider and
beyond to include all the other contributors to plastic waste menace as a sustainable plastic waste retrieval mechanism
is formulated. An effective recovery program can result in significant cost savings in procurement, disposal, inventory
holding and transportation. This may be carried out by the original product manufacturers or by third-party reverse
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logistics providers or retailers. With increased industrialization and globalization, reverse logistics is gaining
momentum in developing countries which not only lead to economic gains but also protect the environment. In other
words a sustainable sachet and packaged water industry will translate to socio economic growth and environmental
sustainability.
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Summary: The aim of the present paper is to present and to emphasize the importance and role that the cultural
events have for increasing the notoriety of a place/city. Alba County, a small county from Romania has developed a
lot in the last years in the terms of tourism. Among the factors that contributed to this development its worth
mentioning: planning investments in the city and its introduction in the tourism circle, intensive promotion (making a
logo, a slogan, making a city brand). The mass contribution came from two sources: both from the City Council and
County Council, in this way doubling the promotion efforts, but also the impact they had on the tourists flow in the
area. But it is well known that only promotion activities are not enough in order to increase the tourists flow in a city,
there has to be more than that, and our county/city managers understood this. This is why a special attention was given
to the cultural events organized in the Alba County. As a result, each year, the two entities (County Council and City
Council) organize different kinds of cultural events. These are meant to satisfy different types of customers/tourists.
For example: for the history lovers there is Dacian Fortresses Festival; for Jazz music lovers there is a Jazz Festival;
for Folk music lovers there is a Folk Music Festival etc.. From the feedback studies done for each of these events in
the last 3 years we concluded that these have a huge impact on the tourists flow for the city. Some of these statistics
will be presented in this present paper.
Keywords: cultural tourism, events tourism, touristic marketing

1. Introduction
Tourism development and promotion is based on the existence of a tourism potential which, through its
attractiveness, is meant to encourage and ensure the county's or region's integration within the domestic and
international tourist circuits and to grant tourists access through appropriate set up.
Alba County is a complex combination of natural beauties – unique landscapes, harmonious land forms, karst
forms, reservations – of areas with cultural-historical tourist potential, with the rural population's creations (popular art
and tradition, ethnography and folklore, cultural and artistic manifestations, etc.).
Tourism, as a component of Alba County's economy, is particularly important for exploiting the local tourist
resources and for improving the inhabitants' life, for the socio-economic development of the urban localities but,
especially of the rural ones, and of the community at large. By developing local, regional or zonal tourist companies or
units providing related services, tourism creates jobs, both directly (in tourist structures) and indirectly (in adjacent
economic sectors – agriculture, handicrafts, commerce, financial and bank services, transportation, etc.) and reduces
the young population exodus from the county's rural areas.
The variety and complexity of Alba County tourist potential facilitates the practice of a wide range of forms of
tourism, among which the most important are: rest tourism, mountain tourism, agro-tourism and rural tourism,
cultural-historical tourism, urban tourism, business tourism, event tourism, youth tourism, religious-ecumenical
tourism, eco-tourism, hunting and fishing, etc.
Cultural-historical tourism is closely tied to the existence of monuments in the County which ensure the
promotion of the area values. Cultural tourism has gained new impulses in recent years. The main attraction is the city
of Alba Iulia, with numerous cultural-historical sights, but tourist attractions, however, are also smaller localities as
Sebeș, Aiud, Blaj and Câlnic village, as well as other numerous cultural sites located in all County areas, yet not
included in the tourist circuits.
Urban tourism is favoured by the existence of important parts of the cultural, historical and religious heritage
which are exploited through cultural and historical tourism particularly in the County's most important urban centres –
the cities of Alba Iulia, Blaj and Aiud. This form of tourism is on the rise, especially in the city of Alba Iulia, which
attracts more and more visitors, be they tourists or ordinary excursionist. Of the total tourists visiting Alba County, the
majority choose the city of Alba Iulia as tourist destination due to its peculiar historical cultural heritage and to a good
promotion. Thus, if in 2007-2008 the number of tourists who visited Alba Iulia did not go beyond 32,000, currently
the city attracts over 400,000 visitors every year. Moreover, the tendency is still to increase the number of people
visiting the city of the Great Union.
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Events tourism. The cultural, musical, sporting or artistic events organized in the County attract tourists in the
localities they are held, at different times of the year, and contribute to the development of local economy. The town
of Alba Iulia distinguishes throughout 27 different events held within a year, some of which are already known not
only locally but also nationally and regionally.

2. The evolution of the main indicators regarding tourist activity in Alba County
The degree of exploiting the existing tourism potential in Alba county can be highlighted through the levels and the
dynamic evolution of the main indicators of infrastructure and tourist traffic.
The number of tourism units in the County increased by 2.37 times during the period under review, based on the
spectacular increasing number of tourist and agro-tourist hostels. This can be explained by the increasingly request in
Alba county for rural tourist and agro-tourist activities. On the other hand, investments in such units were supported
by European funds.
Analysing the information available on the official site of the National Tourism Authority (NTA) it turns out that
there is a discrepancy between the two data sources regarding the actual number of travel units in the County. It means
that within the central body, 237 tourist accommodation structures are authorised to operate, with a total capacity of
5641 beds (1.8% of Romania's total accommodation capacity and 14.5% of the Centre Region), ranked from 1 to 5
stars, respectively daisies, in terms of comfort degree, of which the vast majority are rural and urban pensions,
followed by hotels, guest houses, apartments and rooms for rent, chalets and campsites, and within the National
Institute of statistics there are only 140 units.
Despite the economical-financial crisis that has affected Alba county as well, accommodation capacity had an
upward trend from 2010 to 2015, from 2,109 beds in 2010 to 4,585 in 2015, doubling thus in a short span of time.
The purpose of the stay in Alba county
More than half of the tourists investigated, namely 65,85%, had chosen Alba County in 2015 as the destination for
rest, recreation and relaxation. Also, a significant weight have the tourists who practice mountain tourism (23,58%)
and rural tourism and agro-tourism (over 17% of the respondents).
A percentage of 5.69% of the total respondents stated that the purpose of their stay is visiting relatives and friends,
while 4.88% of them said that their purpose is making a business trip.
Of the total respondents, only 8.13% plan their stay for visiting churches and monasteries.
The motivation of choosing the tourist destination
Among the reasons for choosing Alba County's tourist attractions, there may be included: the natural setting
(55.28% of respondents), the hospitality (43.90% of respondents), the customs and traditions (36.59% of respondents)
and the cultural-historical potential (22.76% of respondents). A share of 22.76% of the total respondents consider the
cultural-historical potential as a reason in choosing the tourist area.

3. Cultural/Event tourism
The data on tourists were collected throughout the months of 2015. The sample was made up of tourists who,
during the period under review were in the tourist micro-regions of Alba County. Surveys were conducted through
face to face interviews (classic personal survey) and through on-line polls, through the surveys distributed to the
participants' e-mail addresses. The questionnaires had been translated into English and Hungarian for foreign tourists.
From the point of view of the sample structure, it was made up of 56.30% women and 43.70 % men, of whom
46.8% were married and 45.2% unmarried . The sample was chiefly made up of young people, under 55 years of age,
people who have graduated high school and bachelor's degree – the average monthly income per family/household of
the tourists investigated is 2,714.93 RON.
56.10% of the tourists included in the sample choose to spend their free time together with friends, to socialize. A
large proportion of them (35,77%) spend their time practising different sports. More than 30% of respondents spend
their free time listening to music, while 36.59% of them use to literate. The share of those who watch TV in their
leisure time is 39,84%, and of those who participate in various events is 32.52% of the total sample.
In order to outline the current situation diagnosis of tourism in Alba County it was considered appropriate to
conduct studies on the opinion of people attending major cultural events in Alba County.
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The need for knowledge led over time to the development of people's character. It is the engine that makes us
permanently seek for information, gather valuable new knowledge, always learn more, see how other people live, or
have lived. Tourism and culture are closely linked, as culture is the component that emphasises a place's tourist
potential. The demand for cultural tourism meets the superior needs through diversity and new information.
The cultural-cognitive tourist trips started to be the most common types of displacement, covering more and more
areas of social and economic life. Of the total number of tourist excursions, cultural ones represent about 37% of all
kinds of travels as the sustained by the World Tourism Organisation, demonstrating the importance of that market and
their transformation into cultural attractions.
In 2015, the activities of cultural and recreational performances, along with repairs of household products and other
services – as cultural services are catalogued by the National Institute of Statistics – had a share of 2.88% of GDP,
bringing an additional 0.1% to the economic growth compared to the previous year. The last year of available data on
the cultural work, according to the National Institute of Statistics, was 2011, when culture in Romania has brought
1.42% of GDP. After the years of economic crisis, until 2011, the number of seats in cinemas have increased by 24%.
During the same period, the number of theatre and concert viewers has increased by 80%. it should be mentioned that
Romanian employees spend on a monthly basis for recreation and culture about 4.4% of their revenue.
National trends show that domestic tourism has proved to be increasing, aiming at journeys toward nearby
destinations but also at affordable prices. Another dedicated segment is the events tourism – M.I.C.E.
events(Meetings-Incentives-Conventions-Exhibitions) – which is by excellence a worldwide dynamic domain. “The
professional organization of events is a component of the hospitality industry and is generating positive image and
substantial revenue for the destination where they are held. It can rightfully be considered as the most effective and
more profitable component of tourism” (Stanciulescu, 2010). Currently, events tourism represents approximately 50%
of the Romanian tourist returns.
In Alba County, cultural events, particularly festivals, were created and promoted in order to complement the
existing tourism products and to exploit the County's tourist potential in order to become a cultural destination.
In 2015, the calendar of the most important cultural events held in Alba County, with the support of the Alba
County Council and of Culture Centre, were: the Dacian Castles Festival – an itinerant festival that reached the ninth
edition and that makes the most of the historical patrimony of the Dacian castles in Alba County, especially those from
Cricău and Cetatea de Baltă; the girl fair on Găina Mountain, annual event which is held in July, organised by the
Alba County Council, by “Augustin Bena” Culture Centre, Avram Iancu City Council and Town Hall, is probably a
brand of Romania, being known as the greatest outdoor popular celebration; Lucian Blaga's poetry festival in Sebes;
Rural Tourism Fair in Albac, which is designed to promote Alba County as a specific destination for rural tourism and
agro-tourism; Blaj Alive; Jazz Festival in Alba Iulia; “Dilema Veche” Festival; International Festival of Theatre
Stories; “Ziua de mâine” Folk Contest Festival; “Strugurele de Aur” Popular Music Contest Festival, which is aimed
at young artists; International Festival of Ethnographic Film, Zlatna; “Cultura pentru cultura” Popular Music Contest
Festival ; Festival of Romania.

4. Survey findings among tourists:
- coming from the Central, Western and Southern counties of the country;
- coming from Western Europe and less from the Central and South-Eastern Europe;
- Alba County is not sufficiently well promoted among tourists through the known techniques (travel agencies,
advertising in the media, online advertising, etc.);
- Alba County does not have an identity in terms of tourist brand;
- relatively high degree of loyalty to Alba County as tourist destination; most tourists have expressed willingness to
come back in Alba County and to recommend it to others as tourist destination;
- Alba Carolina Citadel, Apuseni Mountains, Valley of the Beautiful, Remetea were the most attractive tourist
destinations in Alba County;
- the “pride of being Romanian” was experienced by most tourists visiting the Union Museum and the Union Hall;
- form of tourism practised by the majority of the tourists was the “rest and recreation tourism” and the motivation
for choosing the tourist destination was mainly related to “the natural setting”;
- during their stay in Alba County tourists chose to visit tourist attractions and make excursions in the surroundings;
- tourists arriving in the County travel with family or groups of friends and use their personal car as the main
means of transportation; the destination was chosen together by the members of the group;
- for booking, most tourists have directly contacted the accommodation unit and very few have enlisted the services
of a travel agency;
- the location and the quality of the services offered are the most important criteria that tourists have in mind when
choosing the accommodation unit;

233

- tourists generally had a favourable opinion regarding the staff kindness of reception units (units of
accommodation and food services);
- the possibilities for spending leisure time were assessed as slightly favourable;
- tourists appreciate as very important the location of tourist information points in different regions of the County;
- the cultural events organized in the County, which have potential to attract a significant number of tourists are the
“Festival Of Dacian Castles” and “Dilema Veche Festival”.
In conclusion, we can say that the tourist market of Alba County, represented by infrastructure and tourist traffic, is
relatively well developed as number of units, territorial spread and tourist circulation. However, it has a huge
development potential if we consider specific tourism products or forms of tourism (cultural tourism, business
tourism, adventure tourism ) that can be developed. Knowing the expectations of potential clients, tourism products
shall be tailored according to the needs and desires of individual tourists or of the tourist groups interested in Alba as a
tourist destination.
Of course, in order to develop the tourism within the county, investing in tourist infrastructure elements or drawing
up specific tourism products is not enough, but considerable efforts need to be made for the promotion of Alba as
important tourist destination on the national and international tourism map.
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Summary: The world of today is typical for its constant changes and so it holds that human activities play more
complex and important role in it. Therefore, this situation influences the companies’ orientation not only towards
profit but also towards other requirements of current society. The phenomena of social responsibility and sustainable
development affect companies’ ability to compete to the extent that they are willing to adapt their goals and strategy
according to these concepts, moreover, by doing so they improve their reputation, appeal to their customers and
increase quality of life. Since both of these concepts are considered to be significant and they both proceed from
similar principles, the study is mainly focused on finding the relationship between corporate social responsibility and
sustainable tourism. It is the tourism now, which is growing steadily and is one of the largest and fastest growing
economic sectors. Regions are exposed to the impacts of tourism development, and therefore they require sustainable
approach and social responsibility of companies that operate in these regions. The research paper aims to look for the
possible intersections between corporate social responsibility and sustainable tourism, furthermore, its aim is to find
out whether these two concepts are mutually influential, if yes how and what connections are between them. The
research is based on theoretical analysis of both concepts as it searches for similarities, and on the contrary,
differences between corporate social responsibility and sustainable tourism. The study highlights the latest practices
and approaches which are used by the mentioned concepts and it concludes by the finding that sustainable tourism
could be a subset of CSR concept, which is identical, however, focused on one specific sector.
Keywords: comparison, corporate social responsibility, indicators, sustainable tourism, triple bottom line

1. Introduction
Today’s world is characterized by its constant change in which human activity plays very important role because of
it permanent influence on sociocultural, economic and environmental aspects. This actuality caused creation of the
concept of corporate social responsibility. The concept of corporate social responsibility has become such
phenomenon that organizations follow it to such an extent that they are willing to adapt and also create their strategies
and internal policies in order to fulfil the mentioned concept. Tourism, a specific industry requiring responsible
behaviour from its essence, is one of the largest and fastest growing economic sectors. Tourism has a great impact on
the changes of nature, landscape, social and cultural environment which is caused by large amounts of visitors and
tourists, development and infrastructural operations which are carried out in order to satisfy the needs of the visitors.
Therefore, it is needed to pay a special attention to the development of tourism what also led to the formation of
sustainable tourism concept. The concept of sustainable tourism ensures the necessities of the present day in a way
that it does not limit the ability to satisfy the needs of future generations to fulfil their own needs (Ministry of the
Environment, 2010). While corporate social responsibility may be performed by individual organizations, sustainable
tourism is related to the whole touristic areas together with their impacts on local inhabitants. Its development should
be managed by destination management, which aims to coordinate activities of participants involved in development
of tourism in the destination, create strategic plans for the development, organize cooperation between commercial
and non-profit sector, carry out marketing activities and manage the whole destination (Ryglová and collective, 2011).
Therefore, it is necessary to perform quality destination management in order to ensure competitive ability and
sustainability of the destination. According to Šauer (2015), it is a specific type of recreation resource management,
visitor management and local community management. This concept is, nowadays, part of many documents of world
organizations and national legislation. This similarly applies to the concept of CSR. Both concepts are known because
of their significance. In many cases they are based on the same basis and principles. The research paper follows the
studies of Lanfranchi, Giannetto, Pirnea (2015), Henderson (2007) that are concerned with the comparison of two
concepts.

2. Literature overview
The origin of the concept of corporate social responsibility (CSR) has its roots in the second half of the 20 th century.
It was represented in the book Social Responsibilities of the Business written by H. R. Bowen and, since then, it has
raised its public awareness what has conduced to its importance and popularity. The wider spectrum of definitions of
CSR contributes to its disunity, however, despite this the authors share the same idea of considering the organizations
belonging to both private and public sectors to be responsible for society as their actions have both positive and
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negative effects on it. The significance of CSR concept is proved by researches such as Foote, Evans, Gaffney (2010),
Lee, E.M., Park and Lee H.J. (2013). Combos and Halladay (2012) describe corporate social responsibility to be a
voluntary action applied by organizations when fulfilling their duties towards all participating parties and the society
as a whole. Due to the reason of universality of the concept of corporate social responsibility it is possible to apply it
in variety of types of organizations, it has different kinds of implementation and it is dependent on activities and
specialization of the concrete organization.
The core of sustainable development was introduced few years later when it was mentioned for the first time in the
report called Our common future, in which the World Commission on Environment and Development defined
sustainable development as development that meets the present needs without limitation of future generations to meet
their own needs (Jurigová, Lencsésová, 2015). Lanfranchi and collective (2015) define sustainable tourism as a
development which satisfies the needs of present tourists and host regions and it, at the same time, protects these
opportunities for the future. In 1992, there were proposed further principles of sustainable tourism based on its starting
points (United Nations Sustainable Development, 1992; in Jurigová, Lencsésová, 2015):
•
use of sustainable resources,
•
decrease of excessive consumption and wastes,
•
preservation of diversity,
•
integration of tourism into planning,
•
support of local economies,
•
engagement in local communities,
•
consultations with participating parties and the public,
•
trainings for employees,
•
responsible tourism marketing,
•
involvement of organizations focusing on research.
In 2006, the United Nations together with World Tourism Organization created the series of goals related to
sustainable development: economic vitality, local prosperity, employment quality, social equity, visitor fulfilment,
local control, community wellbeing, cultural richness, physical integrity, biological diversity, resource efficiency and
environmental purity (Popescu, 2014).
2.1 Triple Bottom Line
Triple Bottom Line was created by Jogn Elkington in 1996 (Elkington, 2004). It suggests that organizations will
prepare three different bottom lines measuring three Ps, PROFIT – PEOPLE – PLANET. In other words, the main
goal of the triple bottom line is to evaluate and measure economic, social and environmental performance of
organizations, what also creates three basic pillars of CSR. In 1999, the author of the triple bottom line himself carried
out the research of its growth trend. He examined the experts in the area of both corporate social responsibility and
sustainable development, which proves the strong connection between them.
Similarly, according to Ministry of Regional development (2007), the main essence of sustainability is to fulfil the
three main goals. These goals are social development, which respects the needs of everybody; effective protection of
environment and considerate use of natural resources; sustaining high and stable economic growth and employment.
Thus, all three pillars are equally important for the concept of CSR as well as for the concept of sustainability, they
influence each other mutually and only in case of their intersection we talk about sustainability or CSR.

3. Results and Discussion
From examined characteristics of the concepts follow that they are both based on the same principles and they have
gone through similar development. The concepts were created one after another, and since their beginning they both
are voluntary concepts with many definitions, long – term perspective, focus on needs of both present and future
generations and their activities are carried out without specific termination. The organizations are not obliged to fulfil
these two concepts, however, by doing so they build their good reputation, positively affect their environment and
their stakeholders, which result in differentiation from competitors. Added value is also created in this way which is
then appreciated by the customers and visitors. From the viewpoint of sustainable tourism, this is confirmed by Global
Sustainable Tourism Council (GSTC, 2013) according to which the trend towards sustainable tourism is positively
growing and more and more tourists realize the importance of sustainability in the destinations. Regarding the CSR,
Coombos and Halladay (2012) claim that among advantages of CSR application is making organizations more
attractive for investors and it attracts more customers.
Corporate social responsibility and sustainable tourism are based on three main pillars, so called triple bottom line.
All three pillars of the triple bottom line are used within the concept of CSR by the organizations in different sectors;
however, within the concept of sustainable tourism the three pillars are used only in the tourism. For the purposes of
real description of reality there exist the indicators, which are perceived as standards and precisely given items
according to which the organizations are supposed to report. We talk about the same principle but different evaluating
criteria. Advantage of evaluation through indicators is a simple interpretation of results. The indicator simplifies
reality, it is measurable, it may be qualitative or quantitative. The final goal of destination management should be a
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creation of well worked – out structure of indicators which takes into consideration internal linkages, dependences and
hierarchical levels of tourism. There exist the areas of sustainable tourism (UNWTO&UNEP, 2005) and key
indicators defined by UNWTO (UNWTO, 1998). These indicators are processed and chosen by destination
management in a way that it is possible to use them on different geographical levels and for different destination types
as gradual building of strong base for decision making processes of all participants, and thus contribute to reaching of
sustainable tourism (Šauer et. al, 2015). The same applies to indicators related to CSR. In order to measure CSR
performance it is necessary to do so in a standard and consistent way. GRI reports are in case of CSR considered as a
format of measurement (Lujie Chen, 2015). It is currently one of the most widely recognized instruments for CSR
providing the guidelines for reporting and standards disclosures. Mentioned performance indicators are divided into
three main categories which are economic, environmental and social. The social category is then divided to
subcategories, which are Labour, Human Rights, Society and Product Responsibility.
When comparing GRI indicators and UNWTO indicators there exist certain similarities. The essence of indicators
is based on the same principles and many times they could be matched or assigned to each other. However, sustainable
tourism indicators are specified concretely to tourism and stakeholders related to this industry and they are adjusted to
the needs of the destination.
Comparison of corporate social responsibility concept and concept of sustainable tourism
CSR
Sustainable tourism
Origin in the second half of 20th century
Several definitional approaches
Voluntary Action
Positive effect on environment
Creation of added value
Competitive advantage
Long – term orientation
Triple Bottom Line
general (all industries)
tourism
Application
GRI Report
UNWTO
Indicators
Table 1 Comparison of corporate social responsibility concept and concept of sustainable tourism
Source: own work

4. Conclusion
Nowadays, there are many ongoing discussions about the responsibility of the companies towards the society and
about the impacts of tourism on geographical places and sociocultural environment. Such an influence may have a
serious impact on economy, society, culture and environment of destination, and therefore, the entities of tourism must
behave in a responsible way within all stated areas. That is why it may seem that tourism organizations are predestined
to apply the concept of sustainable tourism. In order to compare two studied concepts, there was created the table
(Table 1), which depicts that both concepts had the same development, they are based on the same principles, they
have the same impacts, they are monitored similarly and thus, they are identical from this point of view. The indicators
according to GRI and UNWTO indicators of sustainable tourism are used when measuring and reporting corporate
social responsibility and sustainable tourism. Certain sustainable tourism indicators may be directly matched with GRI
indicators, which serve also for the measurement of CSR. In some cases it is possible to match one indicator of
sustainable tourism with more GRI indicators, however, they do not deviate from corporate social responsibility
indicators. Activities of both concepts are thus, based on the same principles, they include almost identical activities
with one difference, which is that CSR activities are generalized for all kinds of entrepreneurship and organizations,
while sustainable tourism activities are specified only for one industry, which is tourism. Therefore, part of CSR can
be also tourism entrepreneurship and activities, which are conducted by businesses in tourism. However, because of
significant impacts of tourism influencing destination it is important to have separate concept for sustainable tourism,
which is focused only on tourism. Even though, sustainable tourism could be a subset of CSR concept, which is
identical, however, focused on specific industry.
This paper stems from the research realized in the frame of the project IGA – Corporate Social Responsibility in the
context of sustainable development of the region PEF_TP_2016015
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Summary: In tourist destinations, the complex tourism products which satisfy visitors are being formed with the
participation of the public and private sector. Since this is a complex process, the management of the destination must
be applied. The aim of this paper is to analyse the secondary data of the management activities of organizations in
Slovakia and the Czech Republic and compare the application of destination management at the regional and local
level in surveyed countries.
Keywords: Tourism. Target location. Czech Republic. Management Tourism Organizations. Slovakia.

1. Introduction
The tourist destination is the basic unit of investigation and one of the most complex entities in tourism, especially
in terms of planning, management and financing. Its complexity derives mainly from the complexity of the
relationships between the entities involved in the development of tourism in the destination. Defining the issue of
destinations is based on the knowledge of the key authors such as Buhalis (2000), Flagestad (2001), Ritchie and
Crouch (2003), Beritelli (2009) and Pechlaner (2010). A destination is a geographically defined area where the
interaction between service providers, visitors and the local population occurs. The geographic approach is not
sufficient and therefore it is important to talk about the economics, marketing, social, and political aspects of the
destination.
Due to the many subjects involved in tourism development, the cooperation and partnership-building is necessary.
The arrangement of a target location is created by the network of local subjects in the location, which is supervised by
the organization of management with the regards of the management of individual elements, which encourage the
subjects to mutually cooperate (Holešinská, 2013).

2. The Application of destination management in Slovakia and the Czech Republic
With increasing globalization and competition in the tourism market, the importance of application of destination
management in Slovakia and the Czech Republic is growing. Although the history of tourism in these countries is not
as long as in European countries with developed tourism (Switzerland, Germany, France etc.), the common strategy
and the way for strong regions which have the courage for concentration of joint forces for a single organization and
active sale of competitive advantages are starting to be promoted in destinations of Slovakia and the Czech Republic.
The destinations which offer visitors a chain of services to satisfy their needs in global have been emerging also in
Slovakia and the Czech Republic. Territorial similarity, the existence of common state and a comparable level of
development of tourism opens up possibilities for comparing the application management in targeted locations at
regional and local level in Slovakia and the Czech Republic.
The biggest difference in the application of destination management in Slovakia and the Czech Republic is the
legislative definition of its subjects. The subjects of destination management are in Slovakia defined by Act no.
91/2010 Coll. for the support of tourism. This law financially motivates subjects to set up regional and local tourism
organizations, namely tourism organizations at the regional and local level, which with their activities fulfil the
concept of destination management. In the Czech Republic this concept is fulfilled by tourism organizations at the
regional and local level. Their creation and existence occurs quite spontaneously and the need to create stable
conditions for systematic and competitive tourism development in targeted areas occurs.
Despite these facts we do not observe significant differences in function, sources, and the use of funds in these
organizations. Significant differences are mainly due to the legal form of the entities in Slovakia and the Czech
Republic. Regional and local tourism organizations are non-profit organizations whose mission it is to carry out the
destination management in Slovakia. Because these are subsidized organizations, they are financed from public
sources and the use of the funds is intended by law. These organizations, however, can not engage in profitable
activities. Regional and local tourism organizations in the Czech Republic have different legal form. Based on Law no.
128/2000 Coll., municipalities can cooperate with other municipalities or other entities or individuals on the basis of
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voluntary unions, joint stock companies, cooperatives, as associations of legal persons or associations of citizens. All
legal forms have their advantages and disadvantages.
Regional tourism organization in Slovakia encourage and create conditions for the development of tourism at the
regional level13 and protect and represent the interests of its members. The members of these regional organizations
are in the higher territorial unit and at least one regional organization of tourism. The boundary between the
competences and activities carried out by the regional and local organizations is thin.
Regional organization should supervise the region and assist the organizations under their domain, yet this
cooperation is weak. A subsidy from the state for a regional or local organizations is not legally payable, but is a key
instrument for financing activities, products and marketing of an organization. The law was the important reason for
the founding of regional organizations, but equally important was the insufficient cooperation and inconsistent
promotion of target location. An important reason for raising funds is that financing is one of the key issues for
running a tourism management organizations, but this association did not occur because of the law, but rather because
of the need for cooperation. In present there are 5 regional and 35 local tourism organizations (as of April 13, 2016).
In the Czech Republic there is a number of institutions concerning the development of tourism, but not all meet the
concept of destination management. Management and marketing organization of tourism in the Czech Republic are
only in the early stages of development. The issues of regional development and the management of the target
locations started to develop only after 2000. At present, the country is divided into 17 tourism regions (regional level)
and 40 micro (local) (as of April 13, 2016). According to a list on the website Czech Tourism there are 34 local
tourism organizations in the Czech Republic. Unlike Slovakia, every region in the Czech Republic has a regional
management organization (17) that has a positive effect on the development of tourism in different regions. In
Slovakia the regional tourism organization have both incomplete representation on the territory of the country (5
organizations, 8 regions) as well as weaker positions compared to organizations in the Czech Republic.
The local and regional tourism organizations in Slovakia and tourism organizations in the Czech Republic have
different financing following different legal forms. In Slovakia, organizations are financed mainly by membership fees
and public funds – government’s subsidy which they receive almost every year on the basis of the application and the
project.
This increases their dependence on public resources and reduces flexibility in decision-making and activities
(public procurement etc.). In the Czech Republic, tourism organizations do not have the opportunity to be regularly
funded from the public sources and so their source of income are mainly membership fees, revenues from its own
activities, and support from regional and European funds.
The basic function of the organizations in Slovakia and the Czech Republic is similar. Target locations in Slovakia
and the Czech Republic are in the stage of creating tourism products. There is a slow shift from implementing
marketing communication and we can also observe the first packages of services for visitors in the more mature target
locations. The objectives of destination management in these countries at regional and local level is to create a
complex product for the visitors to satisfy their needs, not only in terms of a quantitative, but also qualitative
characteristic.
To investigate the differences between national tourism organizations in Slovakia and tourism organizations in the
Czech Republic, we have conducted a survey to determine the application of destination management. At the time of
the survey there were 32 regional tourism organizations in Slovakia (with a return of 53%) and in the Czech Republic
34 tourist organizations (with a return of 59%). The results are presented in the Table 1.
Table 1: Comparison of management of tourism organizations in Slovakia and the Czech Republic
Comparable variables
Slovak Republic
Czech Republic
Legislative
regulation
of
Law no. 91/2010 Coll. on the
Without legislative amendment
tourism organizations
promotion of tourism, as amended
Marketing organizations at the
Slovak Agency for Tourism (1995)
Czech Tourism Authority (1993)
national level
Number
of
tourist
5
17
organizations at the regional level
The number of tourism
32
34
organizations at the local level
Publicly benefited corporations,
regional associations, limited liability
companies, associations, partnership
Legal status of regional and
Subsidized organizations established
between
towns
and
villages,
local tourism organizations
under the terms of the Act
organizations
receiving
contributions, territories, regions, and
towns.
Regional level
Starting point
2012
1993
13

Slovakia is a country that is divided into 8 regions (kraj).
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Township level
Starting point
Motive for establishment
The average number
members
The average number
employees

2011

1991
The need for cooperation

By act of law
of
of

Activity

Cooperation
with
other
organizations
The most frequent sources of
funding
Member and own income
Use of funds
Absences of business activities
Problem areas

25

47

2

4

Raising funds from the state budget,
represent the interests of its members,
marketing strategies, applications for
grants, recruit new members.

Communication,
marketing
strategy,
strategy
of
tourism
development, educational activities,
representation of interests, grant
applications, recruitment, tourism
products, information and advisory
services.

Yes

Yes

State budget subsidy

Membership fees

Covers part of the operational costs
Marketing
destination

Management,

Branding

Funding from private sources
The
mentality
of
subjects,
individualism, administrative burden and
legislative restrictions

Does not cover operating costs
Marketing
management,
production and distribution of
products, training and transfer of
experience
Funding from private sources
Cooperation,
mentality
of
subjects, individualism, source and
amount
of
funding,
political
decisions

Source: Own conception, 2016.
There are various organizations concentrated in Slovakia and the Czech Republic, mainly based on the potential for
tourism development. The legal form of organizations in Slovakia is determined on the basis of existing legislation,
unlike the Czech Republic, which is based on various legal forms. The starting point of tourist organizations on the
regional and local level in Slovakia was with legislation that was first created in 2012. The Czech Republic, however,
had established its first local organization as far back as 1991 and on the regional level in 1993. The number of
employees in organizations at the local level, given the range of activities undertaken, is quite low. Volunteers are also
working in all organizations that enhances the base staff (in Slovakia, as for now, there has only been attempts). The
average number of members in Slovak organizations are lower (25) than in the Czech Republic (47). The most
frequently performed activities is to represent the interests of its members, which results from the nature of a
membership-based organizations and the creation and implementation of a marketing strategy (The marketing
principle of a Tourism Organization). Linked to this is the use of the funds that organizations spend on marketing
management and branding of the destination.

3. Discussion and conclusions
The discussion of management of tourist destinations in Slovakia and the Czech Republic are in the early stages.
The three-stage tourism organization for most European countries has a vertical arrangement. Before 2011, a
horizontal level existed creating collaboration and partnerships within both the private and public sector in its different
forms (associations, clusters, etc.). Still, it was not a coordinated and systemic organization connecting funds to the
development of tourism at targeted sites. Act no. 91/2010 Coll. dealing with the promotion of tourism created
conditions for the development of tourism organizations at the regional and district level in targeted sites within these
areas. Tourism organizations are starting to bear offerings in specific markets connected to the autonomous bodies that
are involved in tourism development at targeted sites, coordination of interests and speaking with one voice. The
public and private sector benefit from the management of the tourism organization because of the effective use of a
single decision-making process. A very important law is the financial support for management of tourism
organizations in targeted locations. Nevertheless, Act. 91/2010 Coll. for the promotion of tourism was beneficial to the
formation of the system of management of organizations in Slovakia and was not just an effective way to apply
management of destinations. There was an exception to this positive impact in certain problem areas. The law
financially supports more destinations that are stronger, more developed and thus intensifies regional disparities in
Slovakia. There is a time lag between requests for subsidies from the state and the allocation of subsidies, which
impedes its functionality by nearly half a year. The vision of subsidies from the state budget in the form of financial
assistance allows for incompetence in establish and manage tourism organizations, as the law does not provide for a
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minimum requirement of personnel (education, experience) who wish to establish an organization of tourism. Uneven
development is also causes by the redistribution of funding for members of a areas that have a regional organizations
rather than to areas were such organizations do not exist. In practices, there is confusion of responsibilities between
the powers of the regional and local organizations with certain activities. The law does not clearly specify the
differences between the two levels. An amendment to the act came only a year after the law went into practice, which
meant that not all the errors of the act have been modified. The biggest problem, however, is an overdependence on
government subsidies. Organizations are not obliged to perform activities that would increase their income. Here,
another problem occurs since a non-profit organization has an opportunity to be profitable and conduct business. The
number of regional organizations in tourism is disproportionate, given the size of Slovakia. As such, the law, at this
stage, needs significant changes. Financial support from the state is a positive stimulus in the development of
organizations, but the organizations current position is rather harmful. The situation in the Czech Republic also
requires appropriate legislative changes with the creation of a systematic approach to the development of tourism
management organizations and the application of management of destinations.
Experience from abroad shows that the purpose of applied management of destinations is to create a large number
of management organizations, although this could result in a weaker competitive position in the larger national and
international market. The principle of operation of these organizations would be funding based on the pooling of
resources for the private and public sector, where they will participate with all representatives of the public sector and
major players in the region, not only tourism, but also those where the development may affect or be affected by it.
It is important that, in Slovakia, there have been changes in the law in order to create more competitiveness with
fewer destinations, to be managed by a strong management organization. The organization's activities are thus shifted
from the current marketing communication, towards the creation of tourism in the destination, and then to quality
management at the target site, where the visitor gets a comprehensive product in one place at one time with the
required quality.
Grant support: The research was supported by the project VEGA 1/0509/16 „Perspektívy rozvoja dobrovoľníckeho
cestovného ruchu na Slovensku” solved at the Faculty of Economics in years 2016 – 2018.
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Summary: Tourism as an economic sector presents a number of advantages: capitalize natural resources, cultural
heritage, traditions, agricultural products, exchanges between urban and rural incomes, creates direct and indirect jobs,
improves infrastructure. There are a number of economic social and cultural reasons recommending tourism
development initiatives as the engine of the economy. Research was conducted on the following types of units
reception: hotel, boarding urban, rural guesthouses, rural locations. The objective of the research was to identify the
main features of marketing activity in the Alba county accommodation structures and it was conducted using
quantitative research based on questionnaire. The results obtained from research are very useful in identification ways
to develop tourism in Alba County.
Keywords: accommodation facilities, tourism, quantitative research

1. Introduction
In the modern times, the way people spend their vacations has undergone a great change. People like to spend good
times with family and friend while at the same time exploring various tourist places across the globe. As a result the
tourism industry across the globe has seen an unprecedented growth which in turn has also resulted in tremendous
growth in accommodation facilities.
The importance of tourism to destinations is well documented in the literature (Colman, 1989, Cooper et al.,
1998, France et al., 1994, Goodall and Ashworth, 1988, Laws, 1995,Proenca and Soukiazis, 2008 and Rita, 2000,
Gretel Qumsieh Mussalam, Kayhan Tajeddini ,2016).
Tourism can have an important role in developing Europe's regions, helping to increase wealth, sustainable
development, cultural heritage and shaping European identity tourism infrastructure created can contribute to local
economic development and jobs created (or maintained) will counteract industrial or rural decline.
The economic importance of international tourism can be measured by analyzing the proportion of revenues
generated by international travel relative to GDP; These data come from balance of payments statistics include
business travelers and leisure tourists. In 2013, the ratio of receipts from tourism to GDP was highest in EU Member
States in Croatia (16.7%), Malta (14.5%) and Cyprus (13.2%), confirming the importance of tourism mentioned
countries.
In absolute terms, the highest revenues from international tourism in 2013 were recorded in Spain (45.5 billion
euro) and France (42.2 billion), followed by Italy, Germany and the United Kingdom (all three registering revenues of
31 -33 billion euro).
Compared with the developed countries in terms of tourism for Romania value ratio of receipts from tourism to
GDP is the lowest of Member States U.E. only 8% and revenues were euro 1.08 billion.
On the other hand, Germany recorded the highest level of international travel expenses, amounting to EUR 64.7
billion in 2013, followed by the UK (39.6 billion) and France (31.9 billion). Spain was the EU country with the
highest net revenue from tourism in 2013 (33.3 billion), while Germany registered the largest deficit (EUR 33.6
billion).
Alba County is a combination of natural beauty - unique landscapes, landforms harmonious karst, nature reserves
areas with tourism potential cultural-historical creations rural population (art and popular tradition, ethnography and
folklore, cultural and artistic events , etc.). Anthropic reputation within the “Apuseni Mountains” benefit from the
cultural space "Stone Land" and numerous architectural buildings such as castles, wooden churches, fortified churches
some of these attractions with unique character. Tourism as part of the county economy Alba has a particularly
important role in harnessing the resources of the local tourism and improve the living standards of residents, socioeconomic development of urban areas but in particular to the rural and community in general. Tourism contributes to
creating new jobs, having in this perspective, a major contributor to attract surplus labor from other sectors and lower
unemployment.
Alba County, in 2012, there were 77 467 14 employees (13.6% of total employment in the Central Region and 1.7%
nationally) in which 1,376 people working in the tourism sector, specifically in the "Hotels and restaurants ",
representing 7.7% of average number of employees employed in tourism in the Central Region and 1.7% of total
employees in the county's economy
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http://www.alba.insse.ro/cmsalba/files/stat_reg/Numărul%20mediu%20al%20salariaţilor% 20pe%20activitati.htm
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The variety and complexity of the county's tourist Alba facilitate practicing a wide range of forms of tourism,
among which the most important are: beauty tourism, mountain tourism, rural tourism and rural guesthouses, cultural
tourism, historical tourism, urban tourism, business tourism events, tourism, youth tourism ecumenical / religious,
ecotourism, hunting and fishing etc.
In terms of size, rural and agro tourism specific infrastructure in Alba County are characterized as follows:
- total of 81 rural and rural guesthouses in 2015; thus, there is a sharp increase in the number of units
receiving tourists in the countryside, in the period 2010-2015, from 36 units to 811
- Accommodation at boarding houses and agro-urban and rural, available today in our county has
developed continuously since the mid-90s when the first guesthouses, reaching 2015-2291 beds
compared to 2,003 places previous year

2. Research Methodology
The research purpose is to describe, analyze and quantify the multiple variables in relation with the tourist offer in
Alba, in its basic aspects - accommodation, catering, leisure.
General objective of the research was established as follows:
O1. Analysis of accommodation facilities structured by the category of comfort offered to the use of the
accommodations, the staff structure, services / facilities offered to tourists
The defined specific objectives of the research are:
S1. Identification of the hotel managers' opinion on the influence factors for tourism activities
S2. Measurement and evaluation of activities to promote tourism facilities
S3. Defining the socio-demographic profile of customers tourism services accommodation facilities investigated.
A quantitative research method was used to achieve the defined objectives. This selective survey offers the
opportunity to study and identify solutions for development of tourism in the Alba county and the opportunities
available. The research was conducted based on a questionnaire administered by interviewers to a representative
sample of respondents -representatives of accommodation units in Alba county.
The observation unit was represented by the accommodation facilities from Alba County included in the survey
sample.
Unit survey was represented by those who answered the questionnaire administered to the receiving unit:
 Persons who manage the accommodation structure
 Persons employed
 Owners
The survey type used is probabilistic. It was used a random sampling method, unrestricted. Sample is formed by
124 units. (52% of total accommodation structure).
This research was conducted on the following types of units reception: hotels, hostels, rural guesthouses, rural
locations. At the end of 2015, in Alba County were more than 237 classified accommodation units, most of them
ranging from guesthouses (138), hotels (19), rural locations (19) and apartments for rents (20).
Most of the accommodation units analyzed (35%) are 3 stars hotels, 25% are 2 stars hotels and 25% are four stars
hotels. It can be observed that the distribution is nearly homogeneous through the category of comfort. After the
assessment we noticed the existence of classified accommodation structures.
Accommodation capacity in Alba County varies from year to year and it’s easily to be observed an increase in 2014
.The degree of capacity utilization varies from one season to another (Fig.no 1)
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Figure 1. The degree of use in 2014
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It could be observed that 40% of the units have at least one staff member who knows English and 30% of staff
members who are proficiency in two foreign language (French, German). Analyzing the receiving units is observed
that 57% of these have no receptionist and 9% have an average of two waiters. Regarding chefs as a staff members,
52% of the accommodation units have no such an employer and 23% have at least one. More than 95% of people
investigated for use of resources was the main reason for starting the business.
Among the difficulties experienced 57% of interviewees believed that they encountered difficulties in hiring
qualified personnel.
Table 1: Facilities /services offered
Facilities
Restaurant
Conference room
Parking car
Services treatment
Fitness
Internet Access
Land sport
Playground
Pool

Yes
90%
42%
81%
5%
9%
62%
24%
57%
19%

Table 2: Analysis of various factors on the unit analyzed
Factors (%)
lack of staff
infrastructure
law
lack of financial
resources
lack
promotional
actions

very
little
5
15
20
15
15

average

little

much

5
0
0
5

20
25
5
15

65
5
30
30

10

5

40
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very
much
5
55
45
35
30

Promotional activities refer to actions aimed to direct channels; more of 50 units are collaborating with travel
agencies. Traditional products are capitalizing in proportion of 65% and only 25% of units offers souvenirs.
The principal forms of promotion used are shown in table no 3.
Table 3: The methods used to promote accommodation units

Promotional campaigns
Leaflets / Brochures
Travel agencies
Personal sources
On line marketing campaigns

Yes
39%
66
38
63
88

no
61
34
61
37
12

Analyzing the data from the study it can be concluded that managers know their competition but fail to differentiate
its offer towards them.
No unit in rural areas is taking part of a tourist circuit at the moment. The majority of hostels in rural areas do not
collaborate with travel agencies.
The number of hires increased to 3 daisies and boarding services are very diverse.
3. Conclusions
Tourism in Alba County can benefit from further development in the future so that the medium and long term to
become one of the important economic sectors of the county economy. Upward evolution in three years the main
indicators of tourist activity in the county come to support this claim. Formulating of consistency strategy to adhere
not only to the public environment, especially the private sector, the tourism industry can rebound in the county.
Encouraging public and private investment in tourism infrastructure (entertainment, reception facilities, transport,
tourism information centers). Only in this way can lead to a recovery in the greatest tourism potential of the county.
It is necessary to find solutions to improve the quality of tourism services in the county of Alba.
As results from the analysis and interpretations of data collected in surveys conducted, these solutions must aim
primarily:
1. Better staff training in the field, both in terms of the accumulation of expertise and knowledge of more than
one language; also important is training and retraining of both tour guides for cultural tourism - history, and
for mountaineering.
2. Providing additional services and more choices of leisure activities for tourists, so will improve the level of
satisfaction with the chosen destination, but will also help to increase average length of stay.
3. Easy access to information for tourists by placing in the key tourist areas of tourism Touristic Information
points or activate existing ones.
4. Appropriate signs attractions.
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Summary: This paper is dedicated to the field of wine tourism; more specifically it examines factors of service
quality provided within wine tourism. The level of services is a critical moment and challenge for this dynamically
growing industry in the Czech Republic. The importance of wine industry for agriculture is furthermore seen in its
ability to be the source of development because of it affects positively other related industries (business opportunities,
regional development, new jobs, etc.) The paper provides a description of common attitudes towards quality in rural
tourism in general with pointing out the limitations of each mentioned approach. Further on the paper summarizes
partial outcomes of quality factors research among providers of wine tourism in the South Moravia Region situated in
the Czech Republic. As the most limiting factors of quality from the supply side were identified experience, quality of
wine and relationship to the service provider and successive Kruskal-Wallis test proved existing dependence of the
size of the winery and perception of some limiting factors.
Keywords: wine tourism, factors of quality

1. Introduction
Wine tourism is a type of rural tourism. Rural tourism is not very clearly defined; although the meaning could be
easily evoked: rural tourism is a tourism that takes place in rural areas/countryside. Lane (1994) argued that it is
difficult to find a unified definition that could be applied to all countryside areas in all countries world-wide. Wine
tourism could be covered by a category of agritourism which is according to Zelenka and Pásková (2012) provided by
farmers and agribusiness as an additional economic activity to their main business activities. This research is in this
context focused on subsidiary tourism aimed business activities of wine producers, usually taking place in wine
regions, wine cellars, wineries.
The quality of services in tourism generally is a frequently discussed topic - the scientific publications number to
137 papers/studies on this topic between 2005 and 2015. The topic quality is closely and undividable connected with
satisfaction and its relation to and influence on customer/visitor loyalty has been subject to a number of researches.
Tourist satisfaction has been measured and assessed by a variety of tools – namely overall satisfaction, performance,
expectation, positive recommendation, etc. (Yoon and Uysal 2005). The most common used model considers
satisfaction to be a difference between quality perceived and quality expected. Here some researchers (Chi and Qu
2008) point out loyalty to be a better predictor of actual behaviour compared to satisfaction. Level of satisfaction is
one of the most dominant variables in explaining revisit intention in destination tourism. In today’s highly competitive
business environment delivering high quality service and creating superior customer value can result in achieve high
customer satisfaction, thus affecting the firm's corporate image, and ultimately leading to consumer retention (Hu and
al. 2009). According to Žabkar at al. (2010) perceived tourism supply quality is crucial for destination’s competitive
advantage. Quality of services that a visitor expects and meet in this broader point of view than stands in the beginning
and is the alfa-omega of what should be considered by the service providers, destination managers and other interested
people/groups at the first place. Due to intangible and heterogeneous character of services it is very difficult to find a
generally approved way how to access and evaluate quality of such services. Service quality is defined as a difference
(gap) between customer’s satisfaction of received quality and their expectations and needs (Dotchin and Oakland,
1994). In this case we cannot rely on precise empirical measures unlike products or measurable physical entities. For
measurement of services there have been designed numbers of tools with aim to unite attitudes towards quality
measurement, however it is crucial to be consider of subjectivity in quality perception of every single customer (and
provider). As per Půlpánová a Simová (2012) it is not simple to identify factors that determine customers’ satisfaction.
Even there exist many different methods and models of satisfaction they are not applicable in all cases.
Bruhn and Georgi (2006) define quality of services as „an amount” of value allocated by customer to a service
based on perceived ratio of costs and benefits. Subjective evaluation of this ratio by the customer comes from a
difference between expectation and perception of service quality that the customer receives. These differences are key
stones of GAP model (Parasuraman and al. 1988). Simply put – bigger this difference is, lower the satisfaction of the
service quality (Lewis and Mitchell, 1990; Parasuraman et al. 1988). Most of literature is aimed on this model and its
usage in various fields including tourism.
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Methods of quality measurement in tourism
In literature there exist two attitudes towards customer satisfaction – uni-dimensional (aims on satisfaction as a
whole) and multi-dimensional that focuses on particular factors of quality that are critical for overall satisfaction.
Generally, there exist many different methods for measuring the visitors’ satisfaction with service quality as shown in
Table 1.
Table 1: Common methods for measuring satisfaction with service quality
Method name/type

Author

Micro a macro models
National indexes of customer satisfaction
IPA

Martilla a James, 1977

Technical-functional model of quality

Grönroos, 1984

SERVQUAL

Parasuraman et al. 1985

REQUAL

Crompton et al., 1991

SERVPERF

Cronin a Taylor, 1992

Source: authors
Parasuraman, Zeithaml and Berry (1988) provide three generic views on service quality analysis:
1)
Service quality depends upon consumers expectations prior to experiencing the service with service delivery
system performance (advertising, previous expectations, culture),
2)
Service quality is focused on specific interactions between consumer service and quality level (CS-QL),
3)
Service quality is defined by the gaps, that exist between service delivered and service quality. There are
distinct 5 different gaps.
The most used and accepted method for service quality assessment based on gap model is with no doubts
SERVQUAL. This method works with 22 statements that are further split into 5 dimensions: tangibles, reliability,
responsiveness, assurance, empathy (Parasuraman et al, 1988).
This paper presents a partial outcomes of research focused on quality in wine tourism. More particularly it
examines factors of quality from the side of supply: limiting factors of quality are identified in a context of size of the
winery. Consequently the research would be undertaken among wine tourists (on the side of demand) with intention to
conduct GAP analysis to reveal the discrepancy between quality perceptions on side of supply and demand.
2. Methods and data
Data collection
For purposes of the paper, primary research was undertaken using quantitative methods. Namely a questionnaire
was distributed among wine companies in 2015 (560 companies). The reference group was created by 74 wine
enterprises across the Czech Republic and respondents quota allocated according to size of the winery (litres of wine
produced per annum) reflecting actual situation on the Czech wine market. In these terms the wineries are divided
into:
-

micro producers (annual production up to 10 000 l), /29 units
small producers (annual production between 11 000 and 50 000 l), /29 units
medium producers (annual production between 51 000 and 250 000 l), /9 units
large producers (annual production more than 250 000 l). /5 units

The research questions were scale questions (10 point Likert) and focused on specific factors of service quality. The
research took place from February to July 2015 by means of electronic questionnaire.
For data analysis the authors used Kruskal-Wallis test operated in Statistica software. The authors attempted to
discover whether the size of the winery has any relation to perception of limiting factors of quality. Kruskal-Wallis
test by ranks or one-way ANOVA on ranks is a non-parametric method that tests whether the samples come from the
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same distribution, it does not assume a normal distribution of the residuals. A significant Kruskal-Wallis test indicates
that at least one sample stochastically dominates one other sample. The null hypothesis says that the medians of all
groups are equal, and the alternative hypothesis says that at least one population median of one group is different from
the population median of at least one other group. (Corder and Foreman 2009).
The test is given by:

where:
o

is the number of observations in group

o
o

is the rank (among all observations) of observation from group
is the total number of observations across all groups

o

,

o

is the average of all the

.

3. Results
Table 2 provides factors of quality ordered as per average importance ranking of 66 respondents (some respondents
were skipped as they did not evaluate all of the the factors). The table further provides values of median and standard
deviation for respective factors.
Table 2: Average importance of the quality factors
Factor

Mean

Medi
an

Std.
Dev.

KWtest
PRODUC
TION OF
WINE

(21)(1) experience (fulfils x does not fulfil expectations)

8.47

9

1.69

YES

(20)(10) quality of wine

8.43

9

2.13

NO

(21)(2) relationship to the service provider

8.28

9

1.65

NO

(20)(11) neighbourhood of the wine tourism destination

7.98

8

1.91

YES+

(21)(4) offer of services (sufficient/insufficient)

7.92

8

1.67

NO

(20)(8) overall image of the destination

7.83

8

1.87

NO

(20)(4) uniqueness of the services provided

7.69

8

2.05

YES+

(20)(6) possibility and standard of accommodation

7.57

8

1.89

NO

(21)(3) price of the services (willingness to pay)

7.52

8

1.60

NO

(21)(5) brand (popularity)

7.48

8

2.00

NO

(20)(3) interior of the facility

7.48

8

1.63

NO

(20)(9) local infrastructure

7.28

8

2.24

NO

(20)(7) products/services offer width

6.92

7

2.23

NO

(20)(1) possibility and standard of dinning

6.71

7

2.49

NO

(20)(2) price level of offered services/products

6.59

7

2.24

NO

(20)(5) quality of cycling routs
Source: Authors

6.52

7

2.11

NO

For dependence assessment of particular quality factors and size of the annual wine production Kruskal-Wallis test
was used. This test was used due to non-normality of the data as an alternative to better known one-way factor
analysis of variance that can be used only with a premise of data normality. The test verifies null hypothesis, that

249

assessed factor has identical distribution for all categories of production size. Rejection of this hypothesis means that
the differences are statistically significant, i.e. that the importance of the factor in question is dependent on the size of
annual wine production. 5% and 10% significance level of a test was selected and the results are further shown in
following column of the table. YES+ means, that the dependence was proved for 5% level, YES means, that the
dependence was proved only for 10% level and NO means that the dependence was not proved at all.
Table 3 shows average values of quality factors significance for particular sizes of wine production per annum. By
factors that show statistically significant differences between the groups the group that reached the highest average
ranking is highlighted.

Table 3: Significance of quality factors for groups as per annual wine production
Factor

Mean
0 -10

Mean
11 - 50

Mean
Mean
51 - 250 OVER
250

(21)(1) experience (fulfils x does not fulfil expectations)

7.78

8.74

8.80

9.75

(20)(10) quality of wine

8.36

8.64

8.50

6.67

(21)(2) relationship to the service provider

7.78

8.63

8.70

7.75

(20)(11) neighbourhood of the wine tourism destination

7.45

8.44

8.80

5.75

(21)(4) offer of services (sufficient/insufficient)

7.30

8.33

8.00

8.50

(20)(8) overall image of the destination

7.39

8.18

7.90

7.75

(20)(4) uniqueness of the services provided

7.13

8.68

6.40

7.25

(20)(6) possibility and standard of accommodation

7.26

7.96

6.80

8.50

(21)(3) price of the services (willingness to pay)

7.17

7.63

8.10

7.25

(21)(5) brand (popularity)

7.30

7.26

8.10

8.50

(20)(3) interior of the facility

7.09

7.96

7.00

7.50

(20)(9) local infrastructure

7.18

7.43

6.50

8.75

(20)(7) products/services offer width

6.43

7.61

6.40

6.25

(20)(1) possibility and standard of dinning

6.74

6.89

6.10

6.75

(20)(2) price level of offered services/products

6.13

6.93

6.80

6.50

(20)(5) quality of cycling routs
Source: Authors; in litres per annum

6.22

6.86

6.20

6.75

4. Discussion and conclusion
The research aimed on limiting quality factors of services in wine tourism. The research has shown what factors are
seen by the suppliers’ side as important and how this perception is dependent on size of the wine production of the
respondents. The test proved existing dependence of these variables in case of three factors. As far as the largest wine
producers (over 250 000 litres per annum) for example does not find a factor “neighbourhood of the wine tourism
destination” as very important smaller producers find this factor much more limiting. The same situation comes out in
case of a factor “experience” where almost all addressed respondents from the group of larger producers find as very
important. The third factor that showed a significant dependence is “uniqueness of the service provided”. For
arguments why is that so, further research would need to be conducted. The paper attempted to prepare for other
research of quality factors – a next phase would examine the side of demand for wine tourism. The same factors will
be evaluated using the same methods – the authors would like to construct a questionnaire distributed over wine
tourists, especially those that do visit wine cellars and wineries in the Czech Republic. The results would be than
confronted with results of supply side – analogically following Parasuraman et. al.(1985) who stated one particular
gap in gap analysis of service quality is the one comparing expectations of customers and management perception of
these expectations. The gap would reveal the room for improvements and should tell the service providers what factors
of quality are these that need to be raised as seen by the visitors as limiting ones.
The results presented in this paper are part of the IGA project No. 2016018.
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BRAND MANAGER AS A KNOWLEDGE WORKER
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1

Summary: The submitted paper is focused on abilities and behavioural competencies of a brand manager, a key
role bearer in brand oriented marketing management. In order for brand managers to succeed in an environment
formed by deregulation, information networks, globalization, consumer participation based on awareness and the
ability of consumers to spread their voice and other external forces, they have to have both knowledge and personality
prerequisites. The research was designed to verify that a brand manager is an example of a knowledge worker in the
21st century and to provide proof that the business practice sees him/her as such. The author finds it useful to focus on
requirements on brand managers also because it is a subject relevant to both sides of the labour market: for candidates
for this job and for employers looking for the most capable candidates. With regard to this aspect, job advertisements
were chosen as the source of primary data and, using the method of content analysis, the findings regarding the present
state of requirements were joined with the comparison of the set of competencies, which the leaders of American
companies expected to be necessary for success on the labour market in the 21th century. The research project
confirmed that creativity and analytical thinking skills were among the most common requirements placed on brand
managers. The requirement "able to communicate well" had the highest frequency of 69.6 %. That is higher than in the
secondary research with the most wanted requirement "ability of solving problems".
Keywords: brand manager; creativity; knowledge; personality.

1. Introduction
Social forces and trends that formed the first decade of the 21st century changed the markets and made companies
generate new attitudes and practices. The number of workers who have knowledge to their disposal is growing and
their influence on the wealth of individual nations is indisputable. Economic power is not enough; the innovation
which is heavily influenced by productivity of knowledge workers is what determines the future of companies.
Companies wage a merciless battle for talented workers who have the potential to be bearers of key competencies.
Competitiveness of a product, the product's brand power, as well as optimal range of additional services are largely the
work of product managers and brand managers, since in many companies it is them who are responsible for planning
the tasks for a particular part of the product portfolio, both on the strategic and tactical level. Those managers must
have sufficient knowledge to be able to influence the product's or brand's success on the market. By connecting the
requirement "to have knowledge" with the tasks that usually belong to a brand manager in organizations, it can be
inferred that brand manager is a knowledge worker. The question is whether the business practice sees him/her as
such.The research problematic is characterized by the lack of input data, because brand managers do not do the jobs
with given qualification standards, so the author focused on determining the current state and conducted an empirical
research whose main results will be presented and commented on in the following chapters.
2. Objectives and methodology
The goal of the paper is to present partial results of independent research and to connect them with a knowledge
base regarding knowledge management and the human factor in product and brand oriented marketing. While
addressing the issue, there was applied the interdisciplinary approach, as the knowledge of the theoretical background
and analysis of the current state of issues and the tendencies of its development were required to conduct a research in
several fields of study.
2.1 Scientific aim
The research project was designed to verify that a brand manager is an example of a knowledge worker in the 21st
century and to provide proof that the business practice sees him/her as such. In order to meet this ambition, the
research assumption was formulated: "The set of requirements placed on candidates for the job of brand manager will
confirm that a brand manager is one of the workers who have knowledge, skills and personality prerequisites typical
for creative individuals. "
2.2 Methodology
The goal of the primary survey was to check the situation of job offers for brand managers on the Czech labour
market and to provide answers to the research questions. In order to meet this goal the content analysis method by
Bernard Berelson (1954 in Gavora, 2000) was used, which made it possible to use the available job advertisements on
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a career portal Jobs.cz to gather information regarding the requirements and psychological demands placed on
candidates for the job of Brand Manager in the Czech Republic. The data collection took place in the odd weeks from
February to April and from June through August 2015. Thus were gathered 86 ads with the conscious exclusion of ads
supplemented with adjectives "senior" or "junior". Then there were excluded 4 ads, because the job responsibilities did
not correspond to the functional characteristics of product or brand oriented management. After removing duplicates,
the final sample showed 56 advertisements. The data segments were transferred into an electronic form. The work
with transferred data was applied to a so-called manifest content analysis according to Plichtová (1996 in Miovský,
2006) that only studies the explicit content of the text. There were analysed the requirements that had cumulated
frequency in the analysed sample, which exceeded 5 % threshold in the processed data files.

3. Theoretical background
The added value that people can contribute to an organization is emphasized by human capital theory (Schultz,
1961 in Armstrong, 2012). Human capital represents the combined intelligence, skills, and expertise that give the
organization its distinctive characters (Bontis, 1999 in Armstrong, 2012). High level of education and specialist skills
combined with the ability to apply skills to identify and solve problems are distinguishing characteristics of knowledge
workers (Drucker, 1993). When it comes to other requirements for the knowledge worker, looking away from their
specialized knowledge and skills, i.e. those described by psychological characteristics, Truneček (2003) expected
knowledge workers to have primarily the ability to think in context, lifelong learning, independence, emotional
intelligence, and the ability to work personally flexible. Mládková (2008) counts willingness to take responsibility,
creativity, and the ability to solve problems between the so called golden skills of knowledge worker who has a tacit
knowledge.
According to the American Marketing Association, a brand is a name, term, sign, symbol, or design, or a
combination of them intended to identify the goods and services of one seller or group of sellers and to differentiate
them from those of competition (Keller, 2008). Gorchels (2011) integrates brand management with product
management referring to the fact that it is the most common form of product/brand oriented marketing management
for companies that produce consumer goods.
The starting point to derive requirements for brand managers is to state their role in the process of strategic brand
management, where the strategic, tactical and operative tasks are as follows: (1) identifying and establishing brand
positioning, (2) planning and implementing brand marketing programs, (3) measuring and interpreting brand
performance, and (4) growing and sustaining brand equity (Keller, 2008).
Personal determinants in close relation to performance are attributes and dispositions, which determine how
workers fulfil given tasks (Štikar et al., 2003). Psychological attributes of a personality are usually called personality
traits. "Personality trait" means personality characteristic of any person, which differentiates them from another person
and has the same manifestations in different situations and conditions (Hall, Lindzey, Loehlin and Manosevitz, 1997
in Franková, 2011). They are smaller units than competencies.
Experts agree that in case of knowledge workers it is always necessary to approach activities in the process of
recruitment and selection as activities of strategic significance, since they mean obtaining sources of intellectual
capital (Noe et al., 2010).

4. Results
This paper presents and discusses data and results, which are directly related to the paper's goal. Partial results
related to requirements for knowledge, specialized skills and transferable general competencies, will be presented to
the experts in the paper which has been just reviewed, see Wroblowská (2016). Any new information from the
empirical research was not available, which was meant to research the human factor in product management in the
Czech Republic, apart from those which the author already published and applied, see Wroblowská (2011, 2012a,
2012b).
The sorted data segments from researched advertisement texts are presented in a form of frequency chart in Table 1.
Table 1: Requirements and psychological demand for a candidate for the post of Brand Manager
Personality traits, abilities, and behavioural
competencies
independence/able to work independently
goal orientation
conceptual thinking
analytic thinking/abilities
Creativity
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Abs.

Relative

frequency

frequency

20
13
6
24
29

35,7%
23,2%
10,7%
42,9%
51,8%

organization and coordination skills
team player/teamwork ability
comm. skills/ability to communicate well
negotiation abilities (ability to persuade)
presentation skills
initiative, proactive
able to work enthusiastically
dynamic, energetic, vital personality
flexibility (mostly time-wise)
Responsibility
Endurance
Source: Independent research

16
15
39
8
23

28,6%
26,8%
69,6%
14,3%
41,1%

21
13
7
23
13
6

37,5%
23,2%
12,5%
41,1%
23,2%
10,7%

Without the intention to get ahead of the discussion, it should be added to the overview of results that the terms
from the field of competencies were sporadic. With some exception, such as the competency "goal orientation", the
advertisers defined requirements using terms regarding psychological dispositions or attributes.

5. Discussion and recommendation
The research project, from which the part of the results was presented, began, because of the author´s interest in
brand managers, since they bear a work role, in which they are involved in in-house processes and activities in
multiple ways. The results of the research project confirmed a fundamental need of outstanding communication skills,
creativity, analytic ability, and flexibility for applicants for the post of “Brand Manager”.
The study reveals that creativity is very important for obtaining the job. Sok and O´Cass (2015) focused on
individual level of capacity to engage in creativity and attention-to-detail simultaneously of managers involved in the
new product management development process. They reported that the product innovation literature has rarely
considered whether creativity and attention-to-detail can co-exist within an individual level. The result of research (the
sample was 150 manufacturing firms in India) showed that the need to engage in high levels creativity and attentionto-detail in the pursuit of enhancing product innovation to achieve superior financial performance is critical and rare.
The Czech advertisers were looking for candidates for brand manager´s post with this ambidexterity only in four
times.
According to Hlavsa (1985 in Hroník, 2007, p. 253-254) creativity is a multi-component capability. Hlavsa
distinguishes an imaginative, heuristic, and schematic component. He counts basic thought operations, logic, and
systematic thinking in the schematic component. The ability to solve problems is reflected on the level of the heuristic
component. Intuition and fantasy are parts of the imaginative component.
It is obvious that advertisers require the candidate to have qualities, which condition the competency of "problemsolving ability", such as analytic (left-brained) thinking, which was the third most important requirement for
personality disposition, attribute and behavioural competencies of candidates for the post of Brand Manager although
this competency did not appear in advertisements.
Casner-Lotto and Barrington (2006 in Noe et al., 2010) published the results of the survey organised by the North
American Human Resource Management Association in cooperation with the National Association of Manufacturing.
It was discovered that a key competency in 2016 will be the ability to solve problems (77,8 %), closely followed by
the ability to use top information technologies (77,4 %), to work in a team constructively (74,2 %) and to innovate
using dispositions that belong to and can be developed by creative people (73,6 %), followed by diversity (67,1 %)
and leadership (66,9 %). It is evident that there are differences and we should think about the reason of it.
It is obvious, that seeking and aquiring employee with those qualities will not be easy. The practical use of the
knowledge base is a set of recommendations for recruitment and selection strategy. The combination of various
methods of recruitment, including posting effective job posts on your corporate web site and on employment web
sites/job boards makes for a very effective strategy. Many experts in the recruitment of talented workers find the
recommendation the most effective. For the selection process the author definitely recommends to balance the risk of a
bad decision by using both methods with "face to face" contact and written contact, as well as to balance methods
oriented to the past with methods that show the present state.
When seeking and acquiring brand managers whose qualities make them prepared for a demanding job that is high
in complexity, it is necessary do make the risk of bad choice as low as possible. The author feels the need to suggest
using the method of the Assessment Centre. A selection method that can distinguish candidates with excellent selfmarketing from those who can present themselves and also have their claims supported by real experience and real
successes is also a behavioural interview. And finally, during the realization of the recruitment process, do not diverge
from an emphasis on values when choosing the most suitable candidate for the position of Brand Manager. Look for a
positive personality open for new thoughts and with inner values similar to those of your company.
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Summary: The issue of creativity now requires review and serious consideration, because it is intuitively
associated with something colourful, funny, and unprecedented. Its essence is contained, however, in creating new
notions of ideas that are the basis for innovation, and its main purpose beyond novelty is the utility resulting from the
advantage of practical application of the results of the creative process. Therefore, the aim of this article is to draw
attention to the need for a proper understanding of this issue through, among others, showing errors in its practical
application involving the excessive and unjustified emphasis on only one of its attributes - originality.
Keywords: creativity, management, innovation

"-This is only his box. The sheep you asked for is inside.
- That is exactly the way I wanted it! "
A. de Saint-Exupéry

1. Introduction
It is not very original to say that the word "creativity" has become extremely popular in recent years. The result of
this binding fashion is a devaluation of its essence. For centuries, creativity was considered as something special,
which was in possession of only a few. Today, it has become a widely and mindlessly used term, aimed to emphasize
the supposed uniqueness.
The issue of creativity was once exclusively the domain of psychologists, who focused their research on finding
traits determining the ability to think outside the box. They sought to do so in order to build a model of the creative
process and to determine its conditions. Transfer of creativity on the ground of management science should be dated to
the period after World War II, when the there was a need to stimulate economic development inhibited first by the
Great Depression and then the subsequent global warfare. The market game’s dynamic changes of that time intensified
competitive struggle and the need to seek effective ways to distinguish products. The psychosocial trend in
management, developing at that time, favoured reaching for suggestions and solutions lying in the area of these
sciences. In this way, creativity has become a means of gaining competitive advantage. Unfortunately, the process of
evolution of its existence in management practice has led to the creation of a hybrid, which lost its ethereal nature and
fundamental goals, which is cognition and usability.
Not only utilitarian approach to creativity poses a problem with its application in management. It is also due to the
dramatically decreasing capability of the correct use of language, i.e. proper coding. Currently, common practice is to
select words on the basis of common knowledge about their meaning, and not their semantic origin. Therefore, we can
observe downright absurd overuse of the word "creativity".
This article is thus an attempt to systematize the concept of creativity. Furthermore, its objective is to present the
issue of creativity in management, to indicate the contribution to the management processes and the importance in the
efforts to achieve high efficiency. It also shows a caricature of creativity, present in the surrounding reality, involving
the improper use of this term and its unfavourable application in practice.

2. The essence of creativity
Considerations about the nature of creativity should begin with the definitional ordering of the meaning of both this
concept, as well as other related concepts. And so, creativity is undeniably a human feature (Taylor, Getzels 2009, p.
10) and this laconic definition is crucial for the application of the word, thereby it is a mistake to use the adjective
"creative" in relation to the matter. It can only depict a special attribute of man or refer to the process associated with it
- creative thinking.
Creativity is inextricably linked to innovation seen as a result of implemented creative process that involves
searching for and selecting a solution that meets the criteria of novelty and utility (admittedly, now innovation is seen
also as something that is new only in a particular place and not in general (Podręcznik Oslo 2006, p. 20). Thus,
innovation is the goal (effect) of the creative process, and creativity is a means of achieving it, and not as it is
erroneously assumed, a goal in itself.
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Striving further to present the essence of creativity, it appears advisable to return to the eternal question of what
distinguishes creative people from the others. Creativity is the ability to design custom solutions, naturalness and ease
of their search in the environment, sensitivity to read the signals and building on their basis the analogy (Evans 2001,
p. 154). It is also the ability to see extremes in possible solutions of problems and, on the basis of their analysis, to
draw conclusions showing a new, previously undiscovered way of action (Kaufman, Sternberg 2010, p. 270). It is
accompanied by inquisitiveness that allows for perceiving the complexity of the situation, nonlinearity and
discontinuity of events. Creativity also expresses the ability to anticipate the future, designing possible scenarios based
on intuition and vision. Thus, creativity is determined by the intellectual flexibility allowing for the perception of
those aspects that remain hidden during normal thought process.
Having at one's disposal the above set of attributes is possible thanks to the perception unencumbered with
cognitive biases, among which there may be mentioned - the use of stereotypes and selective perception, anchoring or
hindsight bias, etc. (Shermer 2011, p. 72). In addition, creativity is accompanied by courage for abandoning schemes
of action, whose value results from ordering and simplification of human activities, and which cater to the need for
security (Sikorski 2012, p. 167). Thus, creative people have a lowered threshold of frustration of this basic need. They
are willing to take the risk of failure for the idea of creation. A. Maslow also drew attention to the fact that creative are
those individuals who are independent from the influence of the environment (Maslow 1986, p. 141), so creativity is
expressed through the ability to maintain autonomy.
Creativity is activated by an internal need to seek stimulation and development. Therefore, the involvement in the
creative process and the pursuit of the goal arise in a natural way (Robinson, Aronica 2012, p. 31). So does a passion
to create, without which "the creative" is a mere craftsman efficiently using techniques of creative thinking. At the
core of creativity is the need to know the given issue, get into its essence and present it in an original version designed
during the creative process, therefore, in order to create, one needs to have not only intuition, but also knowledge.
However, the need for cognition in the act of creativity should be on both sides of the creative process - the creator
and the recipient. The effects of creative activities should lead to reflection, attempting to understand the idea, as well
as the mechanism of interaction. Thus, in creativity essential is the result, but not only as a work evaluated in terms of
originality, but also the emotions that accompany its cognition. It is these emotions that decide whether we regard
something as unique. Creativity should be associated with artistry, and appeal to the aesthetic and cognitive values,
because it entails change of - feelings, attitudes, behaviours, activities - underlying the evolution of civilization.

3. Creativity in management
The above mentioned attributes of creative people are an important reference point for the search for the essence of
creativity in management processes. Being guided by them, we can make a review of known conceptions in order to
indicate participation of creativity in their major assumptions. In the foreground there is the idea of an innovative
organization, whose main aim is to gain competitive advantage through the design and marketing of breakthrough
innovations. The leaders in this field have been for years companies such as Apple, Microsoft, IBM, Toyota, and
Samsung, which do not wait until the products they offer grow old, but after implementation of one innovation they
begin work on another project (to create new or improve existing product). They constantly initiate the creative
process, which is supported by two main pillars: the ability to take risks and a high tolerance of failure - the
characteristics of creative people (Soliman 2015, p. 111). Thus, the importance of creativity in the operation of
innovative companies can be found both in the process of innovation itself, and in the not less important determinants
of building innovation capacity, among other things: learning skills, and the need to implement bold plans that go
beyond the existing ideas. Thanks to these properties, creators of companies are able (and pass this ability on to the
organization) to create a vision. This now key element of strategic thinking is nothing other than the creative process,
the object of which is to anticipate the future of the organization (Davidson 2005, p. 108).
Manifestations of creativity in the field of strategic thinking can be found also in the strategy of a seeker derived
from the classification of Miles and Snow (Daft, Murphy, Willmott 2010, p. 61), as well as in the very popular at the
end of the twentieth century Blue ocean strategy (Kim, Mauborgne 2015), which consists in searching for virgin
market niches. They are identical with the quest for building the capacity of innovation, continuous exploring of new
areas and methods of operation. However, now due to the unpredictability of the environment and hyper-competition
it is not sufficient to develop one strategy that would allow for gaining competitive advantage. There appears a need
for multi-scenario designing of the future (Griffin 2004, p. 223) or the creation of so-called choice options (Raynor
2008, p. 224) enabling flexible adaptation to the current changing market needs. Indispensable in this regard is the
ability to capture subtle signals from the environment and creating based on them solutions that reject the current
trends for the implementation of pioneering plans to play the market game.
Flexibility of thought and action, characteristic of creative personalities, is also the basis for management in the
chaos (Kotler, Caslione 2009) - a new management philosophy, in which thanks to the creativity it is possible to
abandon the thinking of the organization as a permanent organizational form, and treat it as a link in a network of
cooperation, entered into temporarily for the business project, by seeking around the globe partners with subsidiary
resources. Underlying strategic and structural hyperelasticity (the ability to use a variety of solutions at the same time),
lies creative thinking, the ability to take risks by applying custom solutions beneficial from the point of view of the
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current situation and their modifications with the change of conditions of implementation of a new business project
(Bieńkowska, Sikorski, 2016).
Quintessence of creativity in management can also be found in the assumptions of a learning organization,
formulated by P. Senge, striving for continuous development, and characterised by high adaptability to dynamic
environment (Senge 2002, p. 53). This goal is achieved thanks to the passion for experimenting and at the same time
readiness to constructively accept failures, explore the world in search of ideas, indeed obsessive search for new
solutions (Micklethwait, Wooldridge 2000, p. 141-148).
Referring to the maxim that the most important asset of the organization is the capital of people, a conclusion can
be drawn that the efficiency of today's businesses pursuing their goals in a turbulent environment is determined by
creativity. Only people who have the qualities of creative people are able to play the currently difficult market game.
Thus, a pragmatic and actual value of creativity emerges whose advantage is not insistent originality, but the benefits
brought by the ability contained in the metaphor "outside of the box".
Continuing the analysis of the importance of creativity in management, we should indicate its fundamental
determinants, the occurrence of which decides about its value of application. Although the literature distinguishes the
so-called high and low creativity (Thomas, Chan 2013, p. 317) - evolutionary or revolutionary ideas, its essence is
always expressed by innovativeness, regardless of whether subject to evaluation is a knitted cup jacket or creation of
the Internet. Also, regardless of whether it is an original idea of a given person, or a secondary one (Maslow), it should
have added value. In a pragmatic approach, it should be useful (Shalley, Hitt, Zhou 2015, p. 247) - helpful in solving
the problem, and profitable (Shalley, Hitt, Zhou 2015, p. 216) - allowing to achieve measurable benefits, which is the
prerequisite that complements the validity of the use of creativity in management.
Accepting the indicated criteria for assessing the effects of the creative process, we can verify the value of
innovative products in terms of customer expectations. They should in fact meet them in such a way that the aesthetic,
unique product (Reiman, Schilke 2010, p. 46) fulfils at the same time the functionality qualities, like ease of use (e.g.
beautiful shoes in which one can also walk). However, usefulness does not always have to be a factor in
complementary to originality. This dependency can also have the opposite direction and apply to goods originating
from mass production. Such an approach to the essence of creativity can be found e.g. in the concept of IKEA
furniture, which thanks to modular systems allow us to compose a unique interior; and designers encourage
experimenting by showing in the catalogue how to convert a chair into a shelf. With this approach to the design of
consumer products it is possible to meet all three of the above mentioned conditions justifying the pragmatic use of
creativity.
The products of creativity also do not have to always respond to customer demand, but they incite with the
usefulness of hitherto unknown solutions. The illustration of this approach may be for example the now dominant type
of mobile phones - Smartphone. When at the beginning of XXI century some manufacturers consistently sought to
minimize the size of mobile phones (a few still remember the "brick" with a portable station) so that it could fit in a
small purse or shirt pocket, others at the same time decided to design a new type of device which is characterized by a
surprisingly large dimensions, which, as it turned out later, has revolutionized the market because of the possibility of
connecting with the Internet and displaying high-quality video and audio, thus reducing the need to use a computer.
The new mobile phone is quickly gaining crowds of supporters, limiting the circle of owners of traditional phones to
people of a certain age group, characterized by scepticism towards technical innovation. Creativity in designing
Smartphone found yet another application, namely - significant became the appearance of their casing - aesthetic with
the possibility of personalization.
Modern management concepts and revolutionary product innovations are the manifestations of "big C" creativity.
On the other hand, we should also mention the importance of "small c" creativity in management. It can be found
mainly in the business ideas of micro-entrepreneurs (McMullan, Kenworthy 2014, p. 3), whose goal is to find a
narrow group (niche) of recipients who appreciate the unique products, not the products of mass production. As an
example, one of many, may serve the business based on the design of customized bikes, assembled of high-quality
(branded) parts according to the project tailored to the individual needs of the user. So understood "small c" creativity
in management has a huge impact on the economic development of the country (Craft 2008, p. 120).

4. Caricature of creativity
"Marketing and creativity live seemingly in the best harmony, but when we break the top layer, we will see
perverse, ambiguous relationship of two bodies that from the moment of conception irrevocably deform their
offspring." (Torr 2013, p. 14). Creativity was once the domain of culture, allowed the display of controversial works
which encouraged reflection. Today controversy is commercial, and creativity ceased to be an important part of
culture, it has become dehumanized and devalued means of the panacea nature for all the problems in the organization.
Therefore, creativity nowadays loses element of passion, inner need to make changes in the surrounding reality and
to explore. In someone it can be read, that properly applied creative thinking is a business tool that can be used (Neill,
Newman 2013, p. 114). Unfortunately, creativity assumes now characteristics of a programmed process oriented
towards search of original ideas that allow to satisfy the high expectations of our customers. And techniques for
developing creativity began to be used on a tool box basis, which assumes the realization of the creative process
according to a specific scenario, at the appointed time. Techniques of creative thinking have become the tools of the
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intensive search for product innovation, as well as tools for marketing, promotion and advertising. In the area of the
latter, one can find many examples of the intensive pursuit of originality. In the first half of the twentieth century
creators of advertisements were artists: painters, graphic artists, poets, whose aim was to indicate to the customer by
means of an image and short but clever forms of expression the uniqueness of the product. In the period between the
wars, commissioned by the Stomil Company, M. Wańkowicz (polish reader) prepared a slogan for condoms Eros "Sooner your heart will break." Today, creators of advertisements are copywriters. Among the expected competencies
of people who take up this profession are: knowledge of mass communication, knowledge of consumer behaviour,
persuasion and attitude change. Definitely these are not attributes of creativity and skills needed to understand the art
of advertising, hence in the spots of MediaExpert one can see half-naked Doda (polish singer) exposing her wellgroomed body with no reference to the equipment and household appliances which the retailer offers. These actions
serve to create solutions compelling to customers, but not causing positive changes in their perception, behaviour, or
generating added value. Therefore, they should not be equated with creativity, but only with the insistent need for
originality in order to differentiate themselves from the competition. Continuing, can as creative be called a product
original but aimed at customers with low intellectual level, kitschy, which raises a smile in customers with modest
tastes? Although the answer is negative, such an understanding and practical application of creativity can be discerned
in the decisions of program directors of television. There appear on offer ever new drama series, scripted
documentaries, talent shows, reality shows (often made on the basis of the so-called formats) that do not contribute to
human knowledge. They are only a means to fill the free time of working people who are not interested in any
development. Therefore, clumsy attempts to create a programme offer distinctive from the competition serve only the
need to generate high profits (Gray 2009, p. 40). And creativity, once seen in the ambitious and interesting popular
science programs, has been eliminated by appealing visual effects in the imitative productions.
However, most sharply perceptible element of caricature creativity is the wrong way to build expressions that are to
provide uniqueness to a product. A common expression is "creative product". Referring to the presented definitional
meaning of the word "creativity", a product can be innovative thanks to a creative idea. However, horror evoking is
not just the quoted phrase, but the products to which it refers - "a cock made of natural clay - a creative set", "a
creative punch to decorate the corners", "a creative set of felt on a stick". Among the offers of services in the field of
marketing one can come across the term "creative marketing", although from the content it transpires that the company
offers assistance in creating marketing innovations. Therefore, we are dealing with pseudo-creativity, involving the
use of words defining complex issue as an "effective" way to promote.

5. Conclusion
Summing up, creativity distinguishes exceptional people. In business, these are the people with the need to pursue
their dreams in the form of innovative business projects, which are also able to stimulate with determination the
growth of the company; people who abandon schemes to explore new, previously unknown solutions, such as, years
before, Cirque de Soleil. Therefore, if at the controls of the organization stand those who see management process also
in terms of art, there is a low probability of distortion, devaluation of the essence of creativity, as evidenced by stories
of big companies operating efficiently for decades. Big not only because of the size of the operations, but measured by
their ability to distinguish themselves in the market through the successful introduction of innovation (creative
solutions). In contrast, the dysfunction in management occurs when creativity becomes a tool for profit, and its
caricatural nature is proven by stubborn pursuit of just one of its main determinants, namely originality, or by using
practices that involve the distinguishing a position in the hierarchy with the adjective "creative”, for example "Creative
director", not noticing the essence of creativity in theory and practice of management.
Given the fact, that in the essence of creativity lies a huge potential of knowledge and development, it is reasonable
to take the discussion on its proper understanding and ability of its useful and beneficial application in practice,
emphasizing at the same time its unique and pragmatic value. The more so that it is a basis for building knowledge
capital and innovativeness of the organization.
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Summary: The European Union actively participates in all the phases of crisis management, starting from crisis
prevention through the preparation for emergency and ending with the response when crises occur and support the
reconstruction after the crisis. Since its inception of the Common Security and Defense Policy, the European Union
has conducted or still conducts in its framework 28 civilian missions and military operations. Despite the fact that
these missions and operations differ from one another in many essential aspects, such as the purpose, scope, staffing or
duration, they share the fact that they were established on the basis of the same politico-strategic and operational
planning procedures. This article attempts to discuss the procedures in force in the European Union in the planning of
crisis management activities.
Key words: crisis management, European Union, crisis planning.

1.

Introduction

The European Union is next to the North Atlantic Treaty (NATO) and the United Nations (UN) one of the leading
international organizations engaged in world politics, which aim is to create security and order in the world and to
fight
for
respect
for
democracy
and
human
rights.
The European Union was established in 1993 under the Treaty on European Union signed in Maastricht, also known
as the Maastricht Treaty. Signatories to the treaty agreed that the Member States will create a common external policy,
which might lead to a common defense if such need would arise.
Within the Common Security and Defense Policy EU Member States conduct together the crisis response
operations, which are an important tool of strengthening the European Union's position in the world and serve to
provide greater security in Europe. Since its foundation in the mid-2013 the European Union has conducted or still
conducts 28 civilian missions and military operations.
The need for fast response to emerging security threats and lack of effectiveness in solving potential conflicts
(through the use of diplomatic or political means) have contributed to the increasing significance of peacekeeping
missions of a military character. Previous long experience of the European Union concerning solving problems
associated with this kind of threats to the security showed that the missions of that kind are in many cases the only
way of solving problems or lead to at least temporarily stabilization of the situation. This also gave rise to the need of
collecting experience by the EU member states, which could become the basis for development of specific directives
and standards, which are indispensable elements to prepare plans concerning the effective fulfillment of complex
military tasks in the areas covered by a crisis. This paper attempts to present and discuss the various stages of the
planning process of a crisis, which are conditioned by the effectiveness of emergency response in the European Union.
2. Crisis management in European Union
The Lisbon Treaty has introduced the so-called Mutual Defense Clause, which is the commitment to joint
assistance of Member States in the event of aggression on the territory of a Member. This obligation also applies
readiness to take action in the event of a terrorist attack, natural disaster or a catastrophe, and allows the use of all
possible forces and means including military intervention(if there is such need).
According to the art. 222 of the Treaty on the Functioning of the European Union contained in Part V concerning
the external action of the European Union's in Title VII, containing a clause of solidarity between Member States,
"The Union and its Member States shall act jointly in a spirit of solidarity if a Member State is the object of a terrorist
attack or the victim of a natural or man-made disaster" (Art. 222 TFEU) The task of the EU in such situation is to
mobilize all the instruments at its disposal, including military resources made available to it by the Member States in
order to prevent the terrorist threat in the territory of the Member States; protect democratic institutions and the
civilian population from any terrorist attack; assist a Member State in its territory, at the request of its political
authorities, in the event of a terrorist attack and assist a Member State in its territory, at the request of its political
authorities, in the event of natural or man-made disasters. (Art. 222 TFEU)
Moreover, in a situation, in which a Member State is the object of a terrorist attack, the victim of a natural disaster
or the victim of a disaster caused by man, according to art.222, paragraph 2 of TFEU, at the request of its political
authorities the other Member States are obliged to help him. For this purpose, at the joint request of the Commission
and High Representative of the Union for Foreign Affairs and Security Policy, the Council shall adopt a decision
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determining the conditions for the application of the solidarity clause by the Union. The information about the
decision will be conveyed to the European Parliament.
However, according to art. 222, paragraph 3 of TFEU, the Council is assisted by the Political and Security
Committee, which in turn is supported by the structures developed in the context of the common security and defense
policy (CSDP) and the Committee referred to in Article 71 of TFEU - " A standing committee shall be set up within
the Council in order to ensure that operational cooperation on internal security is promoted and strengthened within
the Union”, which, where appropriate, submit joint opinions.
On the other hand – according to Art. 222, paragraph 4 of TFEU – in order to enable taking effective action by the
European Union and its Member States, the European Council is committed to systematic assessment of threats facing
the Union.
EU activities in the field of crisis management are carried out under the different instruments and using multiple
tools, among which the most important are:
- Directorate General for Humanitarian Aid and Civil Protection (ECHO);
(http://www.europarl.europa.eu/atyourservice/pl/displayFtu.html?ftuId=FTU_6.3.2.html)
- The EU Civil Protection Mechanism;
(http://www.straz.gov.pl/panstwowa_straz_pozarna/europejska_ochrona_ludnosci_w_tym_mechanizm_ochrony
_ludnosci)
- Civil Protection Financial Instruments;
- Early warning system of the European Union;
- Crisis management operations carried out within the framework of the Common Security and Defense Policy
(CSDP).
The main body of the political decision making in the field of crisis management in the CSDP is the Foreign Affairs
Council (FAC), which is supported by the following committees: Political and Security Committee (PSC); Military
Committee (MC); Politico-Military Group (PMG) and the Committee for Civilian Aspects of Crisis Management
(CIVCOM). These meetings of the mentioned EU institutions are attended by the representatives of national
governments. (Brylonek, 2013) However, in the case of humanitarian crises the actions on behalf of the EU are taken
by Directorate General for Humanitarian Aid and Civil Protection (DG ECHO).
In addition to the above-mentioned institutions in the European Union there are other competence ties in this field.
Full list of institutions that are responsible for crisis management in the European Union, along with the decisionmaking procedure and the scope of their competence has been presented in the “Manual on EU emergency and Crisis
Coordination” adopted by the Council of the European Union on 19 May 2006. It contains the procedures under which
the coordination of crisis management in the European Union took place, along with a list of institutions responsible
for it. This manual has been supplemented and amended by the Council on 20 June 2007 and on 11 June 2008. The
next edition of the Manual was adopted by the Council of the European Union on 5 March 2010.
(http://register.consilium.europa.eu/doc/srv?l=EN&f=ST%207154%202010%20INIT)
It is worth pointing out that the European Union actively participates in all the phases of crisis management,
starting from preventing crises, through preparing for possible dangers, ending on reacting when the critical situations
occur and supporting the reconstruction after the crisis situations.
There are four levels of crisis management planning in the European Union and these are:
 strategic planning level, that is the European Union institutions;
 strategic level, that is the European Union Operational Headquarters for the military operations and Crisis
Management and Planning Department (CMPD) for the civilian operations;
 operational level that is the European Union Operational Headquarters for the military operations and Civilian
Planning and Conduct Capability (CPCC) for the civilian missions;
 tactical level, that is the military component headquarters. (Brylonek 2013)
Planning of crisis management in the European Union at the levels mentioned above have to be closely linked
and synchronized.
European Union military planning, which takes place at the political and strategic level is guided by the following
two institutions: the Department and Crisis Management and Planning Department (CMPD) and the European Union
Military Staff. Supervision over these institutions is led by the European Union Military Committee. Military planning
is to determine the military options, which include the full range of tasks under the Treaty on European Union and the
European Security Strategy. According to EU procedures, two types of military planning exist: the first is the advance
planning, which is divided into generic planning and contingency planning, while the second type of military planning
is crisis planning.
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The purpose of the basic planning is to determine the basic general requirements regarding the demand for power
and resources, and in contingency planning detailed planning documents are created, which form the basis to begin the
process of emergency planning for a particular situation which enables shortening the time of response to the crisis.
The planning is ended with the elaboration of Crisis Management Concept, which is the document defining the
characteristics of a given operation CSDP. (Terlikowski 2011)
3. Crisis response planning in the European Union.
Crisis response planning process in the European Union consists of the following phases:
 Phase 1, which is the phase before the onset of the crisis;
 Phase 2, which is the phase of occurring of a crisis situation. In this phase the project of the concept of crisis
response is elaborated;
 Phase 3, which is the phase of approval of the concept of crisis response and developing the strategic options;
 Phase 4, which is the phase of taking up a formal decision to take action and elaborating of planning documents;
 Phase 5, which is the implementation phase;
 Phase 6, which is a phase that involves the reduction of forces and termination of activities.
The activities in the first phase include monitoring of threats, analysis of the situation and early warning. At the
beginning of each Presidency, the EU Council adopts the list of threats that is updated periodically by the Political and
Security Committee. Relevant services of EU member states and the European Commission carry out regular
monitoring of the situation in the regions of interest of the European Union, together with the exchange of
information. In the Military Committee of the European Union takes place military consultations, which relate to the
prevention of conflicts and the potential need for crisis response. The EU Military Committee after evaluating the risk
of a crisis submits their proposals to the Political and Security Committee. In case of civilian aspects of crisis advisory
function is performed by Civilian Aspects of Crisis Management Committee.
On the other hand, in a situation of potential common commitment to dealing with a crisis situations, the European
Union consults with NATO and with countries that do not belong to either the European Union or NATO. In a
situation in which a crisis occurs (second phase) Political and Security Committee, having access to all sources of
information, examines the proposals and initiatives concerning the crisis. At the same time the EU Intelligence and
Situation Center after the selection of information which they receive, translates their collective summary to the High
Representative for the Common Foreign and Security Policy (CSDP) and to the other EU institutions, which have
competence in the field of crisis response. Political and Security Committee (PSC) analyzes all the information and on
the basis of this analysis prepares further guidelines.
Then, at the request of the Director-General of the European Union Military Staff native leadership of the potential
headquarters, together with other institutions with strategic importance, provide support and help in planning the
future operations. Political and Security Committee after informing the European Commission about the decisions
which have been taken up consider the possibility of applying counter- measures. At the same time, the EU Member
States also provide the information to the Political and Security Committee about the decisions that were made at the
national levels. The Committee after analyzing the information, prepares a preliminary political assessment and then
returns again to the EU Intelligence and Situation Center and to the European Commission for the further current
information.
It is worth noticing that the Political and Security Committee may petition for the establishment of a team of
representatives of the EU Council and the European Commission to carry out fact-finding mission. During this period,
the European Union and NATO conduct intensified consultations and meetings to exchange conclusions about the
situation of crisis. After another analysis of the situation and confirming the need for taking action by the European
Union by the Political and Security Committee the work on the initial concept of crisis response are taken, prepared by
the coordination ad hoc team.
In this initial project of a concept prepared by the team comprehensive strategic options are prepared, which include
the possibility of using a variety of options. In turn, the European Union Military Staff recommends the Political and
Security Committee potential command of the planned operation.
Draft of prepared concept of crisis response is consulted with by the Political and Security Committee, which on the
basis of this document develop further guidelines. Simultaneously, European Union Military Committee advises the
Political and Security Committee on issues concerning the military aspects of the developed concept as well as on
forces and means, whose initial contributions were provided by the Member States. Political and Security Committee
once again agree on the details of the prearranged concept and considers and evaluates developed strategic options.
The concept prepared in this way is sent by the PSC to the Council of the European Union, suggesting the adoption of
one of the proposed options, the most appropriate for the situation of crisis. (Brylonek 2013)
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The next step in the crisis management planning is the approval of the crisis management concept (phase three). In
this phase, after the approval of the crisis management concept by the European Union Council, Political and Security
Committee turns to the European Union Military Committee to prepare a directive of strategic military options. Then
the Political and Security Committee at the request of the Military Committee of the European Union appoints the
operation commander and prepares the guidelines for the activity of civilian instruments, and then coordinates
information strategy, which is to be adopted by:
 the presidencies of the European Union Council;
 the European Commission and
 the Member States.
The next step which takes place in the third phase is to develop options for each strategy: the military, police and
civilian one, after an earlier presentation by the Member States and third countries the initial national contributions to
the potential operations. They should take into account the risk assessment, structure of command and control with the
indications for commanders and command of planned operations and mission, the commander and command of
forces, the anticipated needs for the type and size of forces and an indication of the size of the forces declared by the
Member States to participate in the mission or operation.
The next step in this process is the assessment of strategic military options by the Military Committee of the
European Union and in case of police and civilian strategic options the assessment is made by the Civilian Aspects of
Crisis Management Committee. These assessments are sent to the Political and Security Committee, which evaluates
received assessments and submit them to the European Commission and the Commission, in turn, after reviewing
strategic options, presents the draft decision, which takes into account the preferred options, to the EU Council.
(Brylonek 2013)
The European Union Council’s decision of taking action is the beginning of the fourth phase. In situations in which
the proposed operation will be carried out without the participation of NATO, the European Union Council appoints a
committee of contributors, asks the Member States for an opinion on the previously prepared strategic options and
then takes a final decision on the use of the strategic options. A further step of the European Union Council is to
decide whether to admit the third countries to the operation and to appoint:
 Commanders and headquarters of operations;
 Commanders and command of forces and
 Command of the Components. (European Union Council 2003)
At this stage it is also important to develop and approve the Concept of Operations CONOPS (also known as the
operational concept document). (www.mitre.org 2016) For this purpose, the Military Staff, at the request of the
European Union Military Committee, makes a draft of initiating military directive, which must be approved by the
PSC. When these procedures are positively completed commander of the operation is preparing a draft of concept of
operations and rules of the use of forces and requirements of the operation. When the project obtains the approval of
the PSC, it is sent for the approval by the European Union Council.
After developing the concept of operations CONOPS generating of power takes place. Proposals of the Member
States’ contribution of forces and means play a key role in the success of operations and missions crisis response of
the European Union. The process of generating forces and means is conducted under the guidance of a previously
designated the commander of the operation. The next stage of the phase four is to develop on the status of forces
agreement (SOFA) or status of mission agreement (SOMA). (Chuck Mason 2012) They are either bilateral or
multilateral agreements that regulate the legal situation of military forces and civilian personnel deployed by one or
more Member States or international organizations on the territory of another state but with his consent. (Sari 2008)
Status of forces SOFA and mission SOMA is developed by the European External Action Service. Then, the European
Union Military Committee Military through the Military Staff consults the project with the operation commander,
taking also into account the opinion of the Civilian Aspects of Crisis Management Committee, and then submit it for
approval to the European Union Council.
After working out these arrangements, it is necessary to develop and approve the Operation Plan OPLAN, which
determines the strength, resources, and support required to implement the plan. It is the plan to simultaneous or
subsequent conduct of one or several combined operations. It is based on established assumptions and exists in the
form of guidelines of higher authorities allowing the subordinate commanders to prepare supplemental plans and
orders. OPLAN plan may be implemented on a given time or a signal, and then it becomes a command. (AAP6)
This plan is developed by the command of the operation or mission. European Union Military Committee, after
taking into account the opinion of the European Union Military Staff, submits its recommendation concerning
Operation Plan to the Political and Security Committee. At the same time, the Civilian Aspects of Crisis Management
Committee submits its recommendation for the civil plan of operations. Then the Political and Security Committee
examines the submitted recommendations, considering taking them into account and sends the plan of operations for
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approval to the European Union Council. After fulfilling all the formal requirements, the European Union Council
approves the plan of operations, rules of use of forces, the agreement on the status of forces and decides to launch the
operation. (Brylonek 2013)
In the fifth phase, the Political and Security Committee under the supervision of the European Union Council
controls and directs the strategic political crisis management operations. If necessary, it makes the appropriate
modifications. Operation Commander reports to the Military Committee of the European Union, which with the
assistance of the Military Staff of the European Union oversees the operation. European Union Military Committee
also sends information to the Political and Security Committee regarding the course of operations. (Brylonek 2013)
The last phase is the sixth phase, it means the reduction of forces and the completion of activities. In this phase, the
Political and Security Committee analyzes the need to reduce the military operation forces of the European Union and
then directs its recommendations to the Council, which decides on the termination of the activities of some or all of
the elements of power. It may also decide to use any possible substitutes. At the end it issue a request to the
Commission of the European Union for a summary of the actions conducted at Member State level.

4. Conclusion
For several years the European Union has been engaged in the planning and conducting of both military operations
and civilian missions. Each of these activities has a different character and coverage. The most important is the fact
that they take place with the use of the above-discussed procedures for crisis management. Its complexity stems
among other things from the current rule of unanimity among EU member states in the decision-making process.
It should also be noted that the submitted response procedures for crisis management in case of changing threats are
regularly updated. Today, the weakness of these procedures lies in the decision making process, which requires the
acceleration. In my opinion, it is the reason why that kind of changes of the procedures will be made.
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Summary: In the present time, the scope of personnel policy has increasingly widespread. Each organisation,
besides acquiring qualified workforce, tries to positively influence on their current employees. Staff training process
and keeping their positive attitude to employer may later turn into increased loyalty of employees to their employer
and also in field of enhanced work performance. Nevertheless, the overall motivation of staff is a very complicated
process. Human capital is alleged mainly as workforce. It is a quite appropriate question to develop motivation rules in
each organisation. These rules should be clear and exact to perform the evaluation process of employees precisely.
The theoretical basic points of the evaluation process are well-known. However, their application may not have an
outcome in form of the required consequence. That is why, it is important to explore relation of personnel policy to
human resources management. In principle, it is a part of the strategic planning of the organisation. Widespread
evaluation process does not only culminate with the result the employee evaluation, but also has impact on the other
areas of employees' attitude to employer. Suitably oriented evaluation of workforce behaves as a proper motivation for
further fulfilment of work tasks. On other hand, inappropriate evaluation process is able to cause damage in employee
to employer relation. Therefore, it is unnecessary to explore errors that are made throughout the whole process. Its
weaknesses can be classified in several kinds. Also form of evaluation process outcome is important. All these points
are analysed in the paper.
Keywords: human capital, human resources management, personnel policy, employee evaluation.

1. Introduction
The basic element of personnel policy is human capital in each organisation. There are many processes related to
human capital in field of personnel policy and human resources management. Perhaps the most complicated or one of
the most complex one is evaluation process. This happens in every organisation regardless of its type.

2. Human Capital
Human capital represents fundamental structure of an organisation from a point of view of human resources
management. The most elementary point of human capital is epitomised by workforce. There are several definitions
describing human capital in various ways. The most often applied one is an expression that human capital comprises
all the knowledge, habits, social behaviour, and gained practical skills too. An extended definition covers also the
statement which says that human capital is created by knowledge, skills, abilities, and other characteristics of
individuals that are relevant to whatever economic activity (Keeley, 2007). There is also another description
expressing human capital as the form of measurements acquired by cognitive skills and explicit knowledge (Glasberg,
Ouerghemi, 2011). This includes a wider sense that adequately reflects how various non-cognitive skills and other
attributes contribute to prosperity of individual or organisation (Koerselman, Uusitalo, 2013). In actual fact, it is
turned into affects influencing the external environment thereafter. (Organisation for Economic Co-operation and
Development, 2001).
There are also another definitions describing human capital. For instance, one of them states it is a supplement to
cultural capital, economic capital, and also symbolic capital (Paroush, 1976). Another one likens human capital to a
set of components signalling the suitability or unsuitability of its administrative impact on the completion of work
tasks (Jackson, Schuler, 1999).
2.1 Human Capital Purpose
When we realise how greatly the work performance of employees is affected by the current internal state of their
minds, we find out that it is a significant element affecting the performance of work duties. There are several social
points effecting social environment throughout performance of work tasks. Just right ideal working atmosphere has a
significant beneficial effect. If employer fulfils requirements to have such social conditions, it returns in form of a
higher fidelity of employees too.
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3. Fields of Evaluation
Evaluation of employees usually takes place in three basic areas:
 work performance;
 employee's skills;
 employee's professional development (Blašková, 2003).
3.1 Work Performance
Work performance is a major area which employer pays attention to. The most influential data to quantify
employee's work performance is summary of all the carried out tasks. Performing a work task is not the only indicator
from this angle of a view. Quality of done performance is important too. Labour productivity is directly linked to the
results achieved in the workplace. A very important point is punctuality of employee within the set deadlines. This is
essential also because of compliance of deadlines arising from organisation's contracts with other subjects.
3.2 Employee's Skills
The second field of evaluation of human capital comprises employee's skills. It includes several aspects of
employee's behaviour of employees during their working performance. Usually, this point of the whole evaluation
process can be characterised as employee's personal characteristics. The main evaluated attributes include
communication in relation to other colleagues in the workplace, leadership skills, willingness to stand own plans to
achieve the employer's objectives, the ability to cooperate on the most beneficial stage in terms of execution of work
activities. An important part of human communication skills is ability to take the right attitude not only to subordinate
or superior colleague but also to colleague at the same hierarchical level of management. In addition, employee should
have the ability to withstand potential stress induced by any aspect of the work tasks done. This also includes the
ability to make the right decision at the right time when it is mostly needed. Other commonly appreciated features are
responsibility and ability to suitably lead subordinates.
3.3 Employee's Professional Development
Professional development of every person is a field that directly affects employee's features. Evaluation of personal
skills and knowledge of employees are commonly encompassed here. Although this is apparently only a kind of
complementary part of the overall evaluation process, it still has a significant share in overall terms.

4. Evaluation Classification
There are two types of implementation of the evaluation process:
 systematic realisation;
 disorganised realisation (Sojka et al., 2009).
4.1 Systematic Realisation
The systematic implementation of the evaluation process is the most appropriate way how to evaluate employees
from both sides. From employer’s side because the results then represent more relevant outcome and from the
employee’s side because it offers a comprehensive look at own work. Elemental characteristic feature of the
systematic implementation is its uniformity – staff evaluation is carried out at certain intervals, mostly for one year,
but in practice also another different period is applied.
4.2 Disorganised Realisation
This kind of evaluation process is not standard. It is carried out at random intervals in relation to the exact current
needs. In the most often cases disorganised realisation of evaluation process is performed informally.

5. Form of Evaluation
In terms of evaluation process performance, its progress, and results, it can be classified into two basic forms:
 formal evaluation;
 informal evaluation (Kachaňáková et al., 2008).
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5.1 Formal Evaluation
Formal evaluation reflects a standard form of staff evaluation that is commonly done. Usually, it tends to have a
standardised layout and is carried out at the regular intervals. The results are recorded in written form to the
employee's personnel file, which the employer obtains an excellent overview of this employee by. Typically, this
material serves as a basis for personnel decisions. In a very rare case, formal evaluation can be carried out verbally.
5.2 Informal Evaluation
Obviously, informal evaluation is conducted continuously. It means there is set no regular interval to perform it.
Regarding its nature, it can be implemented even without much preparation. Another different fact from formal
evaluation process is that there is no need to remind employee in advance.
There are also some disadvantages of informal evaluation process too. Its result can be very greatly affected by the
current situation which it takes place in. Great impact is caused by the subjective feelings of the both sides – evaluated
employee and evaluating superordinate too.
Informal evaluation is aimed at smaller and less significant work tasks or fields of work commonly. If it is not
needed to accomplish formal evaluation process, informal one is good choice to appraise the current state. With this
attribute its form is very closely connected. Usually, it is performed in a verbal way and its outcome is not such
comprehensive as by formal evaluation. Generally, a bad outcome of the informal evaluation does not cause any
disciplinary penalty to the employee and only raises an alert that another evaluation process can happen and this
should be taken into account during the next formal evaluation process.

6. Weaknesses of Evaluation Process
Evaluation process is one of the most important part of human resources management and substantial work task of
superordinate in relation to the subordinates. It is a main task on field of work relations, because it potentially has a
serious impact on the employee's professional carrier. Therefore, it is extremely significant from the side of the
evaluating superordinate to avoid mistakes in this process and also to eliminate the shortcomings that are not in line
with the objectives of the evaluation process. As well as the evaluated employee must meet certain requirements, the
evaluator should be a person with high requirement too. Emotional influence throughout the evaluation process is
absolutely unacceptable.
All the weaknesses of the evaluation process are naturally caused by the evaluator and they can be classified by the
following aspects:
 unsuitable evaluator's attitude against the evaluated employee;
 evaluation result docility;
 influence on the evaluator by the subjective factors;
 influence on the evaluator by the evaluated employee's attitude;
 halo effect;
 failure of the evaluation criteria;
 averaging of the evaluation result.
Probably the most common complaint of the evaluation process, which usually occurs in a case, when there are not
properly specified evaluation criteria, is the unsuitable attitude of the evaluator. This person can be excessively lenient
toward the evaluated employee or, on the other hand, the evaluator can be overly strict. Both extreme sides are
unacceptable. There are some subjective elements that create a considerable part of the evaluation result. They can be
extended up to the evaluation criteria. A very similar failure is affected by sympathy or antipathy to the evaluated
person or prejudices maintained by the evaluator to that employee.
Failure within the meaning of failure of the evaluation process itself is a disproportionate emphasis on a purpose of
this activity. Usually, the employee is evaluated due to specific reason. For instance, the evaluation process outcome
can serve as a base to set a new value of labour cost that directly affects salary.
Another usual error that cannot be observed, until the whole evaluation process of all the staff is ended, is
exceedingly averaging the outcome. It results in a situation when no employee is praised significantly and no
employee is reprimanded considerably too. Sometime the effort to maintain solidarity among colleagues from one
department can cause this unsuitable result.
Unnecessary influence of the evaluated person also happens in other cases which represent the inner attitude of the
employee. In particular, the religious opinions, the nationality or any kind of social status of the evaluated employee
can be considerably an influencing factor.
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Another potential failure happening throughout the evaluation is the so-called halo effect. It means a mutual
influence between the both sides involved in the evaluation process. If the evaluated employee is influenced by the
evaluator, it does not affect the evaluation result. But if it is vice versa – the evaluator is not capable to fully
accomplish the evaluation process – the outcome can be significantly influenced in a negative way. There is to note
such a situation can occur intentionally or unintentionally too.

7.

Conclusion

Human capital is a very significant part of personnel policy and human resources management nowadays. The
emergence of new methods of evaluating employees brings more occasions and opportunities for employer to perform
qualitative and also quantitative employee rating. An important point is a way of evaluating mechanism. Decision
about performing the process systematically or disorganisedly is needed at its very beginning. Choice of form of
evaluation method plays an essential role too.
It is very demanding to execute the evaluating process well in an appropriate manner. There are many weaknesses
that can befall. The both sides – employer and employee – are prone to error in term of not fulfilling the standard of
the evaluation process. There is to say all the failures are considerably dangerous, because they are able to reshape
result of the evaluation process significantly. That is why, the substantial attention should be paid to avoid them.

References
1.

2.

3.

4.
5.

6.

7.

8.
9.

Blašková, M. (2003). Riadenie a rozvoj ľudského potenciálu – uplatňovanie motivačního akcentu v
procesoch práce s ľuďmi. Žilina: Edis – vydavateľstvo Žilinskej univerzity v Žiline. Available at:
http://kmnt.fri.uniza.sk/files/RRLP.pdf [accessed 24 April 2016].
Glasberg, R., Ouerghemi, K. (2011). Innovation in Human Resources – A theorethical advancement on
employee motivation and organisational innovation. In: International Proceedings of Economics
Development and Research, vol. 22, pp. 7–11. Singapur: International Association of Computer Science and
Information Technology Press. Available at: http://www.ipedr.com/vol22/2-ICEBM2011-M00004.pdf
[accessed 24 April 2016].
Jackson, S. E., Schuler, R. S. (1999). Understanding human resource management on the context of
organizations and their environments. In: M. Poole, ed., Human Resource Management – Critical
perspectives on business and management. London: Routledge, pp. 45–74.
Kachaňáková, A., Nachtmannová, O., Joniaková, Z. (2008). Personálny manažment. Bratislava: Iura Edition.
Keeley, B. (2007). Human Capital – How what you know shapes your life. Paris: Organisation for Economic
Co-operation and Development. Available at: http://www.keepeek.com/Digital-AssetManagement/oecd/education/human-capital_9789264029095-en [accessed 24 April 2016].
Koerselman, K., Uusitalo, R. (2013). The Risk and Return of Human Capital Investments. Forschungsinstitut
zur Zukunft der Arbeit Discussion Paper, no. 7752, pp. 1–25. Available at: http://ftp.iza.org/dp7752.pdf
[accessed 24 April 2016].
Organisation for Economic Co-operation and Development. (2001). The Well-being of Nations – The Role of
Human and Social Capital. Paris: Organisation for Economic Co-operation and Development. Available at:
http://www.oecd.org/site/worldforum/33703702.pdf [accessed 24 April 2016].
Paroush, J. (1976). The Risk Effect and Investment in Human Capital. European Economic Review, 8(4), pp.
339–347.
Sojka, L., Čverhová, D., Hančovská, E., Kobol, A., Sýkorová, M. (2009). Riadenie ľudských zdrojov. Prešov:
Prešovská univerzita.

269

PERFORMANCE BUDGETING AS A TOOL FOR FINANCIAL
MANAGEMENT OF LOCAL GOVERNMENT
Aleksandra CZARNECKA1
Czestochowa University of Technology, Faculty of Management, Czestochowa, Poland
E-mail address: aczar11@tlen.pl

Summary: One of the important, yet very complex aspect of contemporary Polish administration and the economy
is the issue of local government finances. Since the reactivation of local government in Poland in 1990, we can
observe a continuous process of development in this field. Although constant attempts are being made to improve the
sector of local government finances, alas, no solution is perfect. An important moment for the functioning of local
government finances was the adoption of the currently valid Act (Act of 27.08.2009. on Public Finance), which
introduced significant changes in the public finance system.
Due to the fact that local governments are obliged to operate with public funds efficiently and reasonably, the
authorities should take methods and management tools adapted to changing conditions. performance budgeting is such
modern tool.
The aim of the article is to present performance budgeting on the basis of literature, as a tool, which thanks to
proper efforts may support effective management of local government finances.
Keywords: performance budgeting, local government finance, new public management

1. Introduction
The concept of new public management introduces managerial approach to public finance sector entities, which
means methods which can be called free market ones. In modern public management it is accepted to use the
principles and management models which are known and commonly used in the private sector. These actions are to
force and increase the efficiency of spending funds received from taxpayers. This new evolutionary approach to public
sector management, which allows the use of free-market mechanisms and the decentralisation of competence is
defined by the Act on Public Finances, as well it is stimulated by the increased expectations of citizens in relation to
the quality of public services, which are provided by the State (Skrzypek 2011, s. 18).
Must therefore be held that the new public management puts emphasis on professional management and efficiency,
as well as the possibility of assessing the activities and functioning of the public sector, on the basis of well defined,
measurable performance indicators. So it becomes necessary, to use modern management tools that allow one to
improve the efficiency and effectiveness of the public tasks and increase rationalisation of public expenses. Among the
instruments there are: quality management systems, internal audits, management control, risk management, cost
accounting, long-term financial planning and budgeting (Kaczurak-Kozak 2013, s. 179).
Therefore, it can be stated that the performance budgeting is a new form of management of public money. Planning
and settlement of budget performance structure is introduced and used in many OECD countries.
The origins of the introduction of performance budget in Poland dates back to 1994 when Cracow started the
reform of the method of budgeting (Owsiak 2002, p. 131) The next big cities were Lublin, Szczecin and Poznan.
Carried out in the nineties, the implementation of performance budgeting was possible thanks to the implementation of
programs funded by the Agency for International Development USAID (the biggest one was completed in 2000, called
the
Local
Government
Partnership
Program)
and
the
British
Know-How
Fund.
(Http://capepoint.pl/budzet_zadaniowy_w_samorzadach/index.html, read 06/01/2016)

2. The concept of performance budgeting
The budget of local government units is the most important instrument for the management of public funds.
Therefore, this process should take place with consideration of principles of efficiency and rationality of management,
which means the proper relationship between the incurred costs and the benefits obtained (Sierak 2011, p. 106). A
measure capable to obtain favorable combination of expenses and achievements assigned to them, as well as giving
them the ability to monitor the implementation is performance budgeting.
Performance budgeting method is a public finance management planning based on results. This concept was born in
the third decade of the twentieth century, and the idea was to use the budget procedure which would consider the
results that are achieved in relation to the expenses incurred. This is due to the effort to improve the control of public
spending, as well as to increase the efficiency of the public sector achieved through better allocation of resources and
their more effective use. (Jachowicz 2011, p. 46)
There are many ways to implement performance budgeting in the world, and therefore it can not be clearly defined.
Literature contains many descriptions of it. Having analysed both foreign and domestic definitions, one can make
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some generalisations and specify common parts. In the definition by R. Allen and D. Tomassi performance budgeting
"involves assigning financial operations carried out by the government (administration) to functions and programs
implementing the socio-economic policy objectives; defining metrics for each of the programs or tasks and measure
the costs of implementation of these tasks and their effects "(Allen, Tommasi 2001). Another definition referring to
performance budgeting describes it as "the mechanisms and processes in the public finance sector – aimed at the
strengthening of the relationship between incomes and outcomes - through the comprehensive use of information
about the level of performance of tasks, with an intention of better management of public funds" (Robinson, 2007, p. 1
).
Also in Polish literature in recent years there are several interesting attempts to define this concept. An extremely
important formulation in this area (also because of the socio-political context) is presented by T. Lubińska, for whom
the essence of performance budgeting "is the introduction of public funds management in adequately substantiated and
hierarchical objectives, in order to achieve specific results (tasks), measured with use of an established system of
indicators. performance budgeting allows one to determine which tasks are most important to achieve the objectives
and it uses measures to show the extent to which they were made "(Lubińska 2007, p. 9). Likewise, the essence of this
tool is shown by B. Pietrzak, Z. Polanski and B. Wozniak, stating that "the essence of the performance budgeting is to
manage public resources according to objectives. These objectives are clearly defined and their implementation occurs
according to a specific hierarchy. At each stage, the implementation of tasks remains within a particular purpose by
means of suitable metrics measuring their effectiveness. Performance budgeting can determine which tasks are most
important for a particular purpose and which measures were used to establish them "(Pietrzak, Polanski, Wozniak
2008, p. 114). The very concept of performance budgeting is referred to in the definition of S. Owsiak, describing it as
"(...) the financial plan of the public entity (...) which, regardless the current classification of revenues and
expenditures of the budget, introduces specific tasks of specified homogeneity. The task has a specified purpose
(quantitative and qualitative), cost and performance indicators; It has also an indicated person responsible for its
implementation "(Owsiak 2005, p. 294). Such terminological way of recognising performance budgeting is close to
the definition of M. Postuła and P. Perczynski where it is treated as a "method of managing public funds understood as
a consolidated plan of expenditures in public finances - drawn up in a period exceeding one year, including a system
of functions, tasks, and subtasks together with measures defining the degree of implementation "(Postuła, Perczyński
2010, p. 26).
The abovementioned definitions point to the numerous benefits that can be achieved through the introduction of
performance budgeting, and include, among others:
- Improving the financial management of the units by linking expenditures to the achievement of planned objectives;
- Changing the method for determining the direction of sexpenses through the use of more objective criteria for the
calculation of the project (the opposite method to procurement-discretionary one), in order to increase
effectiveness;
- Using market mechanisms between entities seeking funds from the budget, which results in the ability to compare
plans and prices of services offered by specific standards;
- Greater clarity of tasks budgeting to the general public (local community), thereby improving communication;
- Obtaining a more effective way of obtaining expected results through a clearly defined distribution of powers and
responsibilities (elimination of collective responsibility) (Kozun-Cieslak 2010, p. 15-16).
In order to illustrate the essence of performance budgeting better, the Table 1 summarises the main differences
between the performance budgeting and the traditional budgeting indicated by different authors.
Table 1. Differences between performance budgeting and traditional budgeting
Traditional budgeting
 Spending tool;
 Hampered linking unit's expenses to its aims and
tasks;
 Departamental approach;
 No long term task projection of expenses;
 Expenses unrelated to efficiency and effectiveness
categories;
 No integration of expenses;
 Budget classification
knowledge

requiring

specialised

 Planning the tasks after approving the budget;

Performance budgeting
 Management tool;
 Enabled linking unit's expenses to its aims and
tasks, which allows functional systematising and
assigning the expenses to the tasks;
 Favours cooperation in the government and other
public sector institutions;
 Long term approach – three-year task projection of
tasks;
 Management of expenses considering increased
efficiency and effectiveness;
 Global approach to public expenses sector –
consolidation of expenses;
 Legible and clear information on expenses and task
classification – what is obtained for specific
expenses;
 The resources are assigned on grounds of the
analysis of plans and assumed results;
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 Discussion directed on single expenses;
 Limited hierarchisation of expenses;

 Enabled discussion on priority of tasks;
 Hierarchisation of expenses and tools according to
the significance of tasks;
Source: own study based on: Lubińska T. ed. (2007): performance Budgeting in Poland. The reorientation of
spending in the management of public money, Publisher Difin, Warsaw, p. 30; Podstawka M., Dynowska J., Góralski
P., Rudowicz E., (2007): Preparation of government administration to draw up a plan of expenditures for the year
2008. Training materials, Prime Minister's Office, Warsaw, p. 23.
Of course, it should be noted that the implementation of performance budgeting is not easy. It requires not only a
specific technical level, eg. to adapt the accounting system and the entire toolkit used to evaluate the implementation
of tasks resulting from the plans, but first and foremost it requires changes in thinking. It is not a simple matter. The
implementation of this modern instrument of financial management requires appropriate changes at all levels of
municipal structures, which is largely dependent on the organisational skills of decision-makers and human potential
in the unit. (Bielawski 2013, pp. 198-199)
As shown by studies conducted in 2008 on a group of 28 local government units in order to introduce performance
budgeting was primarily to increase transparency and targeting of funds for specific purposes. An interesting fact is
that the performance budgeting creation was inspired by the local government, and thus it was treated as an instrument
of continuous and ongoing management. Another conclusion of the study is that the performance budgeting usually is
created for the entire budget of the local government, and so at the same time one takies into account all the areas for
which it is created, including the types of expenditures. (Będzieszak 2009, pp. 43-48)

3. Conclusion
The concept of performance budgeting, for which the legal standards are created by the Public Finance Act of 27
August 2009 and the Ordinance of the Minister of Finance on details, mode and timing of preparation of materials to
the budget bill, issued according to Art. 125 paragraph 5 of the above act is a rational solution, which should ensure
better allocation of resources and their efficient use.
The principle of effectiveness thus becomes the basic principle of management in public funds, which results not
only from legislation, but primarily from the expectations of society. Therefore, public spending must be aim oriented and economically reasonable, in order to achieve the goals involving optimal methods and tools.
It seems that the traditional budget is treated as a tool for public spending, while the performance budgeting is a
management tool.
According to Polish legislation, the traditional budget is a valid tool for the implementation of public tasks and thus
it still plays an important role in the management of local government units. Both at central and local levels, an act
which authorizes the collection of revenues and expenditures, is the traditional system of budgeting. Beside it a
performance type of budgeting may be developed. (Łukomska-Szarek 2013, p. 653)
Despite the obvious advantages of this instrument one can not fail to notice the factors that performance budgeting
creates few threats, and these are: political instability in the structures of government (local government) and the long
temporal horizon of implementation A tool that should be used to break down the psychological and social barriers
should be regular trainings for employees, in which it should be taught that the effective implementation of new
techniques takes time.
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Summary: The change is a complicated and difficult process. The effectiveness of this process depends above all
on people participating in taking him, that is from their way of thinking, attitudes, behaviours, and the commitment.
Members of the organization have an influence because deciding on the success of implementing the change. In order
to employ employees for the participation in this difficult process seeking ways of calling the readiness and the ability
among them to the implementation of the change is becoming essential. Such a fitness results from their maturity
thanks to which they perceive changes as beneficial and are demonstrating the posture of approval towards them. But
if the change will evoke negative emotions amongst employees assuming the form of the resistance identifying them
and applying the appropriate strategy allowing for the guidance are necessary with course of the change. Conducting
the analysis of factors of organizations triggering the fitness is from here also sending to this publication for managing
the change. In the first part of the article notions and definitions of the issue in the context discussed were presented.
Later the author fixed her attention on analysis these of factors supporting changes as: motivation for the change,
employee trainings, efficient transport, corporate culture, employee share. In the last part an issue concerning
establishing causes of the resistance to change and the course of phases was taken of reaction of employees to it what
new and unknown.
Keywords: ability for changes, managing the change, human resources, resistance to change.

1. Introduction
Organizations conducting a business activity are objects created as a result of the initiatives taken by the man. And
so it is obvious, that the man is playing the leading role in it. Especially towards transformations incessantly taking
place in the organization, as well as between her, but market surroundings carrying all action out based on the human
factor is becoming necessary. They in gifted organizations for changes are aspiring for activating human features
allowing for improving efficiency in the process of entering new solutions. An organization which is involving
employees in the completion of the change is giving such possibilities so that they can assume the responsibility
behind her.

2. Terminological arrangements with reference to the organizational change
Many interpretations of the concept exist at least in the literature on the subject "organizational change" it is
worthwhile
in
this
place
quoting
the
most
accurate
her
suggested
expression
through
B. Nogalski and R. Borowiecki. By definition of this first author it results that the organizational change consists in
transforming the state existing until now in order to develop the desirable way of functioning of organization. In this
context required transformations should be made in the confrontation with cells, tasks and members of organization so
that bring expected results (Nogalski 1986, p. 20). However R. Borowiecki is expressing a view that changes concern
transformations of determined organization subsystems and require considering the report among the organization and
for her surrounding (Borowiecki 2003, p. 30).
However it seems understandable, that the organization must be characterized by keeping the appropriate level of
the ability for changes which will contribute to provide the satisfying level of the effectiveness for her. For changes
one should understand by the ability the maturity of the organization for taking action for transformations caused with
the thought about the improvement in the existing state of affairs. And so a statement is becoming necessary whether
the organization got the maturity for conducting changes in the support about (Antoszkiewicz 2000, p. 70):
- formulated vision,
- way of taking solutions,
- of mobilization for the change,
-of taken grassroots initiatives,
- of horizontal implementations of operations.
Exchanged elements are included in a process of managing the change. Through managing the change planning and
taking action letting the organization efficiently carrying understands one another through the process of changes. One
should notice that the effectiveness of this process depends from arrangements of members of the organization for
them can demonstrate the willingness and with openness for implementing changes (Górecki 2006, p. 57).

274

3. Activation of the human factor directed at the completion of organizational changes
How aptly G. Osbert-Pociecha notices so that doesn't seek the organization for throwing the fitness away for
changes a need of rational using human resources appears (Osbert-Pociecha 2011, p. 9). M. Przybyła is describing the
similar attempt keeping an eye on the soil of the human factor in the implementation process of organizational
changes. He is emphasizing that depending on whether they will activate features motivating to action they can be
originators of changes. Attitudes and behaviours of members of the organization result from the way of interpretation
of character of the change (Przybyła 2001, p. 161). K. Grzybowska is writing, that attitudes of employees and the
staff managing the process of changes will be able to constitute both, what's more, even suppressing the favourable, as
well as delaying element implementing changes. It is forming with the fact that members of the organization are
appearing in the twin roles, for changes first as initiating persons and leading in the enterprise, secondly, as
participants in processes of changes, can jeopardize the auspiciousness of this undertaking (Grzybowska 2006, p. 5156) . Therefore thinking about the need of the completion of changes one should aspire for identifying conditions of
psychosocial persons from which he/she requires committing themselves to this difficult process (Więcek-Janka 2006,
p. 13).
So that it is possible to recognize the change too effective the organization should take action enabling to prepare
employees for taking a risk for implementing new solutions. It will become possible at the participation of leaders of
changes possessing the knowledge and essential skills for charting direction of changes. L. Zawadzka is giving too the
Tsar, Hard and Trahant three main distinctive features for efficient leaders of changes (Zawadzka 2006, p. 48):
- they are exploiting abilities concerning implementing the change,
- they are able to determine the vision of changes granting direction of action the employees involved in their
realization,
- they are demonstrating the care of the flow of information of changes allowing for getting acquainted with the
vision, until the assessment of the implementation.
In the context of this deliberations one should also pay attention to meaning of the referring emotional intelligence
to distinguished abilities, but closely connected with such factors as: the self-awareness, the self-control, the social
awareness and managing relations with subordinates (Dolata 2013, pp. 236-237). One should emphasize that they are
it is basic competence of the individual determining high effects possible to achieve in managing the organizational
change. They notice that from the account of the lack of specified features assigned to entrepreneurs it will be hard for
organizations to advise for oneself with taking action for implementing necessary changes.

4. Crucial factors of the organization conditioning the auspiciousness of the change
Implementing the change is a difficult and complicated process. In order to streamline him managerial skills are
becoming helpful in building motivation for the change. In the moment of initiating the change a commitment of
employees is a main way guaranteeing raising of the height the level of the effectiveness for accepting new conditions
during the performance of work. It is possible to single out three elements of the commitment associated with the
readiness for effort in difficult and varying conditions (Malarski 2013, p. 246):
- affective commitment,
- employing lasting,
- standard commitment.
One should acknowledge that the two first elements are joining an organization from sensing the domestic need and
feeling the bond, third next is connected with an evaluation concerning whether the organization is trustworthy on
account of what he can offer it stakeholders. All elements refer to the evaluation of the workplace with which the
employee is bound in relation to the conduct of operations of the everyday tasks necessary for the accomplishment as
well as are connected with his individual system of values and expectations.
In the situation of the change incentive action can be directed for developing attitudes of employees. K. Grzesiuk is
exchanging too G. Filipowicz put two types (Grzesiuk 2010, p. 138):
- attitude "to" is manifesting itself with desire for undertaking new tasks,
- attitude "from" is characterized by avoiding new situations.
In the first case providing the support for employees directed at taking rational action is essential. In second
however walks for encouraging subordinates for the participation in the process of the change.
For providing effective changes effective leaders are attaching great significance for inducing the justification
through two types of tasks. One from them consists in making employees aware of the need for the change of current
values for perspectives of the organization development. The second task is binding itself with producing the interest
among employees by the process of changes and with active including them into his course. It is being imported for
fixing purposes, of specifying expectations towards employed persons and convincing them about the need of the
participation in the completion of a project (Grzesiuk 2010, p. 140). In the implementation of an action holding is
supporting effective using of the possibility the man of good relations with people on-the-job. Building the closeness
between people underpinned feeling the safe workplace is driven by him/her height of the level of the self-motivation
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directed at the activity associated with the process of initiating and implementing changes (Malarski 2013). The
attempt of this type at employing well is corresponding with the division of action according to Kozielecki. This
author is effecting their classification to normals and transgressive.
The ones first they are determined as conservative or defensive action, because are coming into existence as a result
of feeling desire for meeting the essential needs. To of the ones second one should rank innovative actions and
expansive tied together with entering new roles, extending beyond taught outlines of the thinking and acting, acting
about character transgressive are connected with the self-motivation, and the one however with the need correlating
with the defence and the approval of the self-worth (Kozielecki 2004, pp. 81-95).
Managing the change obliges the organization to be transformed into a trainee company. One should in this place
quote the interesting presented observation through E. Scheina, that "the learning isn't already today choice, is a need,
most important whereas an issue is a priority, how to study more quickly" (Schein 1993, p. 85). A learning as a new
form of the work are a greatest challenge which a contemporary organization must rival. She is taking on the provision
of information and the permanent staff training behind the destination of her activity not only for expanding her
knowledge, but is paying attention for getting of practical skills, allowing effectively to implement the development of
their ability the change. In this way he is arousing the need of spreading the ability of the fast adaptation oneself to
requirements imposed by still changing reality (Dźwigoł 2010, p. 33). Clearly P. Senge is confirming it writing: "the
Crux of the learning organization consists in the system change of the thinking - from perceiving oneself as the unit
independent of the outside world per unit connected inseparably with this world, from positions of perceiving of
problems mistakes made by other people or provoked by other situations for the perception, in what way our own
action is creating problems, before which they are standing other. A learning organization is a place, in which people
still are discovering in what way are contributing to world surrounding them (Senge 1996, pp. 12-13)".
So that action directed at implementing changes causes expected results already not being enough leading courses
and workshops exclusively with the thought about subordinates is. Saying about the need to include into the process of
teaching members the organization it is possible not to recall about educating the senior staff. How aptly he notices
from. Mikołajczyk is leading the learning of the entire organization to the formation of knowledge of the flexibility
gaining the special significance on account of the fact that he is contributing to the height of the organization in the
situation of the change (Mikołajczyk 2008, p. 15).
An employee share consisting in involving them in decision-making processes is a successive factor facilitating
implementing the change. If J. Stoner and his partners are giving, the decision making consists identifying and
analysing the problem situation and setting the direction of action in the destination of implementing developed
solutions (Stoner, Freeman, Gilbert 2001, p. 238). They think that enabling employees of the participation in the
process of implementing the decision is becoming particularly essential. It results from the fact that it is they are
performers of tasks included in the direct completion of changes being an important component of decision-making
processes. Involving employees at this stage of decision-making processes can just come down to granting
subordinates the freedom in the way of implementing changes by exploiting diverse management techniques, even so
as: the management orientated to results or cells or methods of autonomous groups (Ignyś 2008, p. 151). The care of
creating the participatory organizational climate is advantageous from a point of view of the company, due to the
possibility of employing and increasing the responsibility more and more of including the larger circle of employees
into the realization of new solutions (Skalik 2001, p. 186).
Organization following the road of changes using the potential of employees which the optimum application is
leading for the completion of the planned undertaking must see to it for the efficient transport which is facilitating the
determination. Bearing in mind above, they at present require developing the clear communication system and
exploiting the own authority to be possible to employ employees for the completion of the process of changes from the
manager.
Organization wanting effectively to carry the change out must see to it for the flow of essential and intelligible
information concerning the course of changes in the atmosphere of the mutual confidence (Penc 2001, p. 72). One
should remember that the confidence is a basic component of the opened transport conditioning the auspiciousness of
functioning of organization (Kożusznik 2005, p. 3). Open and the direct communication is creating the too own
possibility of becoming known of premises to identifying themselves with the change and recognizing for her. And so
the senior staff should get rid of the belief that the change will cause expected effects, when each of employees adopts
their train of thought of the Practitioner he is confirming that managers can influence subordinates so that they believe
into the need to conduct positive changes, when use the possibly available communication channel (Skalski 2007, p.
115).
It is possible to effect announcing of changes from a perspective of the organizational culture. There are
effectivenesses carried out based on the high corporate culture which is a main gauge of action according to the theory
for changes. Getting effects of a given kind is becoming possible thanks to employees. It is they are originators of
changes. The employees involved in the process of conducting changes are exploiting their knowledge and abilities
making the situation analysis and planning changes (Zawadzka 2006, p. 46). Ch. Handy is ranking two kinds of
organizational cultures among factors supporting changes - personal and sentence. In the first case the accent is being
located to the superior on which in great measure he depends whether will ensure the high effectiveness of the
initiated process of changes. One should notice that for the manager more and more high requirements are being put in
the context of organizational changes so that he uses the own position enabling the crew to react into the flexible
manner to changeable reality. With reference to the sentence culture the special weight is being attached to the
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meaning of the announcement. So what one should recognize as the announcement? It is about concentrating on
distinctive features for the sentence culture. For herself she is putting the effective execution of tasks of organizations
determining the adaptability behind the target to new conditions. In this case the task to do is imposing the way of
announcing. However one should select centres and tools depending on it to what extent will be of help in a realization
of priority objectives (Kożusznik 2011, p. 119).

5. Resistance of employees towards changes
He is becoming an obvious thing, that addressed amendments to employees are encountering their reaction. Mainly
are connected with the phenomenon of the resistance i.e. with anxieties relative to it what new and unknown. The
appearance of the resistance results for many reasons. A lack of understanding of the need of for her carrying, beings
of the change and benefits an organization can take which back are one of causes of the opposition to the change
(Więcek-Janka 2006, p. 44). They can bind it from lack of information of subordinates. The lowered tolerance for
changes can be caused by the riot of the anxieties associated with the need to purchase demanded abilities. The dislike
for changes often appears as a result of feeling threat associated with loss occupied of a position, with reducing the
rate of the remuneration, not to say loss of the work (Gabrielczak 2012, pp. 45-46). Resistance to change to result also
perhaps because of intense emotional excitement keeping the man company what after all he is buying, that his field of
the perception is surrendering to narrowing and abilities are decreasing in the processing of information. Such a type
of keeping clearly is being transferred into land of implemented changes..
One should take into account, that for the worker standing in the face of the change expected from them are going
with sentence L. Clarke through a few phases of the cycle of the reaction. Two first phases are a shock and a disbelief
which they usually bind oneself enthusiastically amongst employees noticing resulting benefits from conducting
changes, even so as: rise, assuming the seniority. Along with finishing this period a transition to the phase of
depression manifesting itself is coming with understanding one should tie the change with effort and with professional
obligations. Many times depression is leading beings of the change for triggering of the phenomenon the resistance to
change which in consequence is being associated with a lack of understanding. K. Lewin is making appropriate
interpretation of this phenomenon claiming, that about transforming the organization in good direction creating
allowing easy terms is a crucial crucial element on: for "defrosting" of organization (Watola 2014, p. 230). With the
appropriate period we have changes for making the phase of "defrosting" only after the completion. In the course of
lasting him braking forces started in the bottom stair are surrendering to the reinforcement, however changing powers
are decreasing. Such a tendency continues to the moment of the appearance of the balance. A levelling-off of the
situation is a consequence of such a state of affairs what he is buying, that effects of the change will find application in
the modified organization. Remaining bevels of the reaction of the individual to changes i.e. the internalization,
seeking the significance of the process of the change, testing and approval of the new reality are finding confirming
new solutions in approval by employees in developed principles of the organizational culture (Roth, Kutyka, 2008, p.
192).

6. Conclusion
Organizational changes are an integral part of today's economic world. Organizations need to change and transform
constantly in order to survive and be more competitive. In order to function smoothly, a holistic perception of the
organization, its relationships and continuity of organizational changes becomes necessary. Behavior and attitude of
the members of organization affects whether the change will be motivating. Therefore the task of managers is to
induce in employees a positive attitude to the problems associated with organizational change and wake interest and
desire to participate in the process of its implementation. Managers can therefore manage the organization so that its
employees shape the culture capable of change. Organizations that are able to change have to enable employees to
influence their environment in the workplace. A motivation that allows them to initiate creative activity in difficult
tasks that require knowledge and skills, intellectual capacity to guarantee understanding of the changes and benefits
for both individuals and for the entire organization is necessary. If employees think that change means failure, because
it does not create a chance for success, then resistance and reluctance to change appears in the organization. This
situation can be changed by creating an innovation - participative organizational climate that allows for the
development of coherent goals for organizations and employees that serves to strengthen accountability for the process
of changes.
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Summary: Contemporary companies are looking for methods to differentiate themselves from the competitors and
meet stakeholders expectations. These expectations are going now in the direction of doing business in a fair,
transparent and socially responsible manner. It does not guarantee success in the market, however, research shows that
socially-operating companies, are performing better than others. More and more companies declare that they act in
accordance with CSR assumptions. Using the concept of socially responsible business, they use public sensitivity on
issues such as health, environment, climate change and sustainable development. Most of them really care about the
problem and offer green products/services but some of the companies deliver goods and services in the cheapest
possible way, despite the environmental impact. The companies which spend more money to appear environmentally
responsible than to be environmentally responsible are not social responsible and their operations can be defined as
greenwashing. This kind of practices can cause distrust to corporate initiatives oriented to social responsibility. The
paper deals with a problem of greenwashing practices. The purpose of the paper is to analyze the reasons for
greenwashing popularity and recommendation of methods which can be helpful in preventing and limiting this kind of
unethical practices.
Keywords: greenwashing, CSR, ethics.
1. CSR – organizational duty or good will?
The major arguments for and against corporate social responsibility are presented in the literature and discussed
among scientists and practitioners. In this context two names are usually cited: M. Friedman and R. E. Freeman.
American economist M. Friedman has argued that the primary responsibility of business is to make a profit for its
owners, albeit while complying with the law. As he points out corporate social responsibility produces costs and at the
same time lowers the corporate financial performance (Soana 2011). In the opposition to Friedman’s arguments , the
“pioneer” of stakeholder theory, R. E. Freeman, states that not only the needs of shareholders but also of other groups
concerned by corporate activity so-called “stakeholders” are to be met, or at least considered by the corporations
(Keinert
2008).
The problem of perception of companies responsibility (shareholders vs stakeholders orientation) is also influenced by
the changes in business model. It evolves from shareholders to customers oriented one. What drivers this new model is
not profit but the creation of value for the customer, a process that lies at the core of all successful enterprises
(Reichheld 1996). The customer with his/her needs, expectations and satisfaction is located in the center of this model.
In a society that's increasingly aware of its own negative impact on the natural world, it's no surprise corporations
compete for consumer approval by promoting themselves in many sophisticated ways. One of the most popular
method is promoting environmentally friendly or green behavior (green brand). Such promotions might be as simple
as sprinkling product packaging with leafy logos or as involved as publicizing investments in emerging technologies.
Organizations spend billions of dollars each year in an attempt to convince consumers that their operations have a
minimal impact on the environment. The consumer market for green products and services in the US was estimated at
$230 billion in 2009 and predicted to grow to $845 billion by 2015 (Delmas, Burbano 2011). Taking into
consideration the three factors: (a) the approval and expectation of CSR activity, (b) changes in business model into
customer orientation and (c) growing green market, it becomes clear that the companies declare a wild variety of
activities to become a green business. But can we believe the claims? How much environmental marketing is a
business philosophy or simply greenwashing?
2. Phenomenon of greenwashing
Greenwashing is defined as the intersection of two firm behaviors: poor environmental performance and positive
communication about environmental performance (Delmas, Burbano 2011). Greenwashing is the act of misleading
consumers regarding the environmental practices of a company (firm-level greenwashing) or the environmental
benefits of a product or service (product-level greenwashing). It is a play on the well-known term “white washing”
which refers to a deliberate concealment of someone's mistakes or faults in order to clear the name. It’s greenwashing
when a company or organization spends more time and money claiming to be “green” through advertising and
marketing than actually implementing business practices that minimize environmental impact. It’s whitewashing, but
with a green brush (Greenwashing Index). It would be more accurately to call it deceit, deception, dishonesty,
distortion, exaggeration, falsification, fiction, fraud, and misrepresentation concerning the impact on the environment
of products, services and processes.
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Although it has been recognized some time ago (Dahl 2010), its use has escalated in recent decade, as companies
have strived to meet increasing demands for green products and services. Given the economic surrounding of shortterm profit maximization, companies are motivated to promise consumers green products, but then deliver goods and
services in the cheapest possible way, despite the environmental impact. A classic example is an energy company that
runs an advertising campaign touting a “green” technology they’re working on — but that “green” technology
represents only a sliver of the company’s otherwise not-so-green business or a hotel chain that calls itself “green”
because it allows guests to choose to sleep on the same sheets and reuse towels, but actually does very little to save
water and energy where it counts (Greenwashing Index). Greenwashing practices seem to be common in business. In
TerraChoice report one can find information that the number of greenwashing practices increased by 79% between
2007 – 2009. TerraChoice also concluded that 98% of the products were guilty of greenwashing. Furthermore,
according to TerraChoice vice president Scot Case, the problem is escalating (TerraChoice Report 2009). Why is
greenwashing so popular? Because it works. As the research shows the more information the companies disclose
about their sustainable practices, the more the public views them as "green"—even if their practices aren't particularly
environmentally friendly. Companies with poor performance—particularly those in industries that are environmental
targets, such as utilities, oil, and gas—disclose more because they have greater incentives to promote sustainability
practices. They get credit for disclosing their environmental practices, not for the practices themselves. As the authors
of the research underline, these companies
may have little incentive to improve their actual environmental performance, since they aren't experiencing the
negative effects usually associated with poor practices (Cho et al 2012).
Greenwashing firms engage in two behaviors simultaneously: poor environmental performance and positive
communication about its environmental performance. Taking into consideration these two criteria: performance and
communication, one can divides enterprises into four main categories. (1) Vocal Green Firms (positive communication
and good performance, (2) Silent Green Firms (lack of communication and good performance, (3) Greenwashing
Firms (positive communication and bad performance), (4) Silent Brown Firms (lack of communication and bad
performance) (Delmas, Burbano 2011).
3. Recommendations to decrease greenwashing practices
Decisions about greenwashing are made inside the companies but they affect the external stakeholders – mainly
clients. To decrease this practices, two types of activities could be undertaken: a) company oriented (internal) and b)
environment oriented (external) ones.
3.1 Company oriented (internal) anti-greenwashing recommendations
Environment as a company’s core value – As management by values becomes an important management method it
has started to be reflected in managers’ behavior. They are starting to pay more attention to what are considered to be
the foundations of an effective company – to its mission and the values presented by it. At present, more than in the
past, a company has to be aware of why it is there and on what principles it operates. The values, on the foundations of
which a company operates, are not just a philosophical objective but a prop needed to survive (Blanchard, O’Connor
2003). Excessive focus of management boards on the financial figures and limited observance of the needs and
importance of other groups of interest holders in the company may result, among other things, in a worsened image of
the company, poorer customer loyalty or maximization of the use of human resources, which leads to a drop in
involvement and motivation of employees to create values for the customers (Siemieniako 2001). As the results of the
research show environment belongs to the core values which are in companies codes of conduct. In 2013 , 17% of
companies declared this value as a core one (Corporate Values Index)15. Declared core values give indications about
companies' strategic orientations with regard to their customers, their view of the market, their products, and the needs
to which they feel they need to respond. As environment is on the high, fifth position (following: innovation, quality,
customer satisfaction, integrity) it seems to be important for the companies. The higher is the awareness of the role of
core values for the business success the more responsible behavior of the owners and managers. As the social capital
becomes the key factor of competitive advantage, the greenwashing companies will not be able to operate effectively
in long-term perspective. Implementation of management by values philosophy can bring good results in overcoming
greenwashing temptation.
Employees’ education – employees participate in production process or service delivery and they are aware of
greenwashing practices of their employer. Because this kind of dishonest behavior is usually initiated or supported by
top managers, employees do not know how to react to the situation (Swiatek-Barylska 2013). They either stay silent or
leave the company. It makes the space for whistleblowing. As PwC reports, 22% of malpractices in companies is
detected thanks to external or internal anonymous and whistleblowers (PwC Report 2011). The more employees are
educated and aware of greenwashing the more they are willing and prepared for protesting about malpractices.

15

The research was run by ECCO (International Communication Network) in 2013 among 4,348 companies in 13
countries. The report on values covers following countries: Australia, Austria, Finland, France, Germany, Italy, the
Netherlands, Norway, Poland, Spain, Switzerland, the UK and the USA.
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3.2 Environment oriented (external) anti-greenwashing recommendations
Green consumerism – Clients behavior seems to be the strongest weapon among anti-greenwashing activities. As
the clients are in the center of modern business model, companies are oriented to satisfy them. If the clients’
dissatisfaction (abandonment of shopping) were the consequences of greenwashing disclosure the companies would
not be so willing to play this game. Massive education leads to the phenomenon of green consumerism which is
demonstrated in avoiding products/services which are dangerous to the customers’ health or to the environment
(Peattie 2001). Environmental awareness of consumers is influenced by five basic factors: a sense of personal danger,
self-responsibility for the environment; level of knowledge, a sense of health security and readiness for personal selflimitation (Luczka-Bakula 1996). A sense of personal danger has a decisive influence on the emotional attitudes of
consumers towards the environment. The more fear of environmental problems, the greater the likelihood that the
decision will be guided by the market ecological criteria. “Green consumers” will ask questions, read information,
demonstrate their satisfaction or dissatisfaction and what should be underlined, will be active in informing others
about greenwashing practices. To do that they must: a) know how to recognize greenwashing and b) be prepared for
appropriate reaction i.g. know the procedures and institutions which can help to disclose this kind of falcifications.
Lax and Regulatory Environment – definition of greenwashing is very broad and includes a lot of different
activities. We can assume that some of them are not even perceived by the companies as a greenwashing. It is
important to make it clear where the border between green marketing and greenwashing is e.g. what percentage of the
production (product) should be environmentally friendly to call it green: is it 50% or 100%? It is not heavily regulated
by government and companies can use them as marketing pieces to spin their own stories, including positive messages
about being green. Regulation of greenwashing is extremely limited, and enforcement of such regulation is highly
uncertain from the perspective of firms. Furthermore the financial consequences of greenwashing are not severe for
the companies what embolden them to act dishonestly. In Europe, there is no mechanism that is developed enough to
prevent ads depicting the general, vague, exaggerated, not having coverage and content of the environmental
information. Only a few countries cope with this phenomenon. In EU countries it is usually combination of selfregulatory system of state intervention. However, these are intermediate solutions. Advertising company Ryan Air in
the UK conveyed that aviation is responsible for only 2% of carbon emissions into the atmosphere; The Advertising
Standards Authority has proven that it is close to 5% and advertising was withdrawn. In Norway, car manufacturers
cannot use arguments that their cars are environmentally friendly. Producers will be fined, even if they will use in their
advertising terms: eco-friendly, green, pure or natural. On the contrary to changes in culture and value systems, legal
environment can change companies’ behavior very fast. This kind of changes can be initiated and supported by
activist, NGO, and Media Pressure.
Competitors’ pressure – it can influence companies’ behavior for or against greenwashing. Organizations tend to
model themselves after similar organizations in their industry that they perceive to be more legitimate or successful.
This suggests that some firms might be communicating about supposed green practices for fear of falling behind their
rivals who have already begun to do so (Delmas, Burbano 2011). On the other hand, organizations use benchmarking
as a management technique and may follow these firms which are transparent and green. To protect from
greenwashing, companies can observe each other and behave like organizations whose job is to make sure that
companies behave legally and provide good services (watchdog). The pressure from competitors to behave honestly
can play an important role.

4. Conclusions
The purpose of the paper is an analysis of greenwashing popularity and recommendation of methods which could
be helpful in preventing and limiting this kind of unethical practices. Described anti-greenwashing activities refer both
to companies and their environment. Each element is important and should be implemented and developed
systematically. Same of them demand some time because they are connected with education and changes in
organizational culture but some can be implemented almost overnight. Massive education seems to be the most
influential tool. It will affect managers who are responsible for the deception, employees who should “blow the
whistle” when they are facing greenwashing, competitors and finally, customers who are in the center of business
interest. Education should be treated as the wind of change. There is a special role in that process for the researchers
and academics who educate managers and employees.
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Summary: Large-sized enterprises that have taken an important place during industrial era gave their places to
SMEs having flexible and dynamic properties with transition process to knowledge society. The main features of
SMEs are that they have entrepreneurial spirit with innovative and creative thought system. In the world and our
country, SMEs constitute a major part of total business in the new economic order. SMEs having great importance in
terms of countries’ economies have to learn competing in all areas to be able to sustain their lives. The most important
factors that SMEs have so as to adapt to competitive conditions are human capital and management of this capital
effectively. This case has increased the importance of human resource management in SMEs and has been the main
motivating factor in being made this research. There are two primary objectives of this study. The first one of these
objectives is to demonstrate the importance of human resource management in SMEs’ effective operations. The
second objective is to explain the SMEs’ problems associated with human resource management and to provide
solution offers to these problems.
Keywords: SMEs, Human Resource Management, Human Resource Management in SMEs

1. Introduction
SMEs managers don’t care human resource management as needed because especially in the foundation process,
they are interested in foundation of business and leading, forming the ways for production, sailing, marketing and
providing cash flow. While the business gets bigger, the chance of forming a formal structure changes according to
that top management of the business regard to human resource management. The more how the top managements of
businesses are serious and wistful about this subject, the more the chance of accruement of implementation is
otherwise any study cannot be made about human resource management. Another important factor which is influential
about actualization of human resource management by top managements of businesses is related to that these
managements recognize that the jus of employees is increasing by developing each passing day. Composing of politics
that aim to protect the legal rights of employees like especially job security and employee health, equal work right,
equal wage, wrongful dismissal is possible with effective human resource management (Mayson, Barrlett 2006).
Therefore, the implementation of functions associated with human resource management in SMEs is getting more
important day by day.

2. The Importance of Human Resource Management in the Effective Performance of SMEs
The factor that will provide the most important contribution to the effective work performance is human resource
which they have by adopting the intense competitive circumstances that SMEs include in. Human resource that SMEs
have carries a creative factor feature. The success like at the acquisition and management of capital, plant, equipment,
raw material, machine, and technology that are necessary for business depends on the performance of human resource.
The management of human resource carries a great importance for SMEs as in all big businesses. In last ten years, the
increase of SMEs’ impacts on country economies raised the number of research related to human resource
management (Bacon, Hoque, 2005). In a big part of these researches, it is determined that the implementations
associated with human resource management in SMEs provide important contributions to SMEs about the reduction of
turnover rate, efficiency and business cost. In these researches, the provision of the human resource’s development is
again accepted as the basic success factor from the perspective of SMEs (Filkiewicz 2005). Effective performance of
human resource management in SMEs lead to increase the organizational performance by providing to make human
resource management more efficient in business (Tseng, Lee, 2009). As well as for all big businesses from the
perspectives of SMEs, to have qualified human resource and to be able to have power in the competency by taking the
highest efficiency, human resources’ functions such as human resource planning, business analysis, finding and
selection human resource, education and development, career, wage and performance management must be carried
out.
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3. The Problems Related to Human Resource Management in SMEs
Human factor in SMEs carries more importance than in big businesses as a natural result of intense technology in
these big businesses. However, unfortunately human resource management has not the same importance. The lack of
formal human resource management structure is caused by mostly managers (Jack, Hyman & Osborne, 2006). Human
resource management is underestimated by managers with the thought of “we pay wage and employ” (Özgener 2003).
In SMEs, generally there is not a functional department responsible for human resource management. As well as there
is not human resource department, employees who are qualified about human resource are not employed. Especially,
recruiting activities are nonprofessionally made by managers that are also owners. Because business manager owners
have not education and experiences about human resource, the decision and qualities of human resource programs are
affected by this case. It is thought that managers thieve the time spared for human resource management from the time
needed to be spared for other managerial problems and subjects (Klaas et al. 2005). That in SMEs, owner managers
are conscious about human resource management is one of the main circumstances in the implementation of human
resource management. However, the preferences of owner managers in SMEs are not formal and rely on face to face
relationships (Jack, Hyman & Osborne, 2006). In SMEs, the politics related to human resource management are not
professionally prepared. Especially due to financial reasons, recruiting functions are not done as need and recruiting
methods suitable for human resource management are mostly not used. Human resource are tried to find mostly by
being taken benefit from relatives and close environment. At the process of human resource selection, because
business analysis is not done, candidate is recruited without determining whether the candidate is suitable for job or
not within the not formal meeting. These meetings occur according to subjective evaluation of interviewer as far from
all kinds of scientific area (Mayson, Barrlett 2006). In contrast to employees working in lower management in SMEs,
there are big employee deficiencies at the lower and top management in business. This case gruntles itself especially
while proceeding to the levels of top management. SMEs have some problems about working with professional
managers because they have not financial power for employing qualified managers at finance, marketing, research and
development and like these functions. SMEs try to solve the lack of requisite qualified at leading business functions by
giving to available managers more missions (Müftüoğlu 2002). In SMEs, performance evaluation is generally made
informally and with direct observation, as a matter of fact, any study is not done about this case in SMEs. This
situation restrains employees from promotion, gift, and wage suitable with their performance. In SMEs, job training
activities done by organization as related to the needs of human resource management are leaded in a very narrow
way. The basic reason of this is caused by that human resource training is perceived as a luxury thing and cost factor
by owner managers.

4. Solution Offers to the Problems Related to the Human Resource Management in SMEs
First of the most important steps needed to be carried about solution of the problems related to the human resource
management in SMEs and tried to be explained above is to be increased the education level of managers associated
with human resource management and employed professional managers about that. The second important step is be
carried out human resource functions in all SMEs effectively. So that this implementation is able to be successful,
qualification about human resource management in SMEs must be done. Qualification can be succeeded by
organization of only an independent human resource department. Constitution of an independent human resource
management department qualified about the functions of human resource either relieves other department managers or
provides to carry these functions as needed effectively and affordably (Geylan 2004, p.13). Another subject to be
considered for being able to implement the functions of human resource in SMEs is also that these businesses have a
human resource information system satisfying the needs according to their sizes. Human resource information system
which SMEs will prefer either provides the information in a qualified version, satisfyingly and at time or it should be
understandable and used simply. In order to be solved the problems associated with human resource management in
SMEs, human resource functions below must be implemented effectively. These functions (Sadullah 2010, p.2):
 Preparing the human resource planning,
 Finding human resource suitable for job,
 Providing work of human resources in business longtime,
 Increasing the individual performance of human resources.
At the next section of study, the functions’ scope indicated above will be explained in detail.
4.1 Preparing the Human Resource Planning
The primary purpose of human resource management in SMEs is to make planning for the field of activity,
organization, jobs and people. There should be three main purposes of human resource planning that will be made in
SMEs as general. The first one of these goals is to determine human resource need that has desired quantity and
quality for each department of organization systematically and consciously. Second one is to provide effective and
efficient use of employees. The third one is to have qualified and satisfied labor force. Because with human resource
planning, SMEs will determine employees that they will need in detail in terms of their features, they will make truer
and right preference in recruitment process and selection among candidates found. Therefore, employees will either
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satisfy from their jobs at the high level or have more the potential of information and ability about jobs that they do
(Özler 2007, p.37).
4.2 Finding Human Resource Suitable for Job
One of the most basic and clear functions is the process of human resource selection and recruitment. This function
carries importance in terms of SMEs. When the problems of SMEs about finance are thought, it is clear that selection
of human resource which is not suitable for human resource will create a significant cost factor for them. That this
employee quits for a length of time later means downing the pan all efforts one for him/her. Also, if quits are come up
frequently, this case will create negative effects over other employees in terms of psychological (Çolak 2007, p.85).
When selection of human resource is made properly in terms of SMEs, businesses will obtain important profits in
contrast to negative cases mentioned above.
4.3 Providing Work of Human Resources in Business Longtime
Recruitment of qualified human resource is not enough for SMEs. Real important issue is to maintain this obtained
human resource by spending effort, time and money, to sustain work motivation and preserve from passing to
competitive firms by increasing their loyalty to the business. Working human resource in SMEs must think to receive
fair wage for being satisfied in the business in which they work. Due to this reason, foundation of job and performance
evaluation systems and research of wage in market should be made. For human resources working in SMEs,
performance based incentive systems should be implemented and additional possibilities that are financial or not
financial should be provided (Benligiray 2007, p.9). Another one of human resource functions that will provide to
keep qualified human resource in SMEs is training and development. Loyalty of human resources can be increased by
effective training program (Serinkan 2007, p114.). With regards to SMEs, that activities related to security, healthy of
employees and relationships with unions are sustained effectively is another approach serving for keeping human
resource. In SMEs, Social relationship with employees and environment and management of field where business
performances should be given to the responsibilities of human resource department (Tonus 2007, p.59).
4.4 Increasing the Individual Performance of Human Resources
To be able to obtain the highest efficiency from human resource in SMEs, their performances should be evaluated
by being observed human resource abilities closely (Çiftçi 2007, p.167). Performance assessment is the revision of
human resource activities, sufficiency and surplus as a whole in all its parts no matter what its missions in business
are. The most important goal of human resource assessment system in terms of SMEs is to provide contribution at the
determination of human resource wages. Each employee working in the business make significant contributions to the
organization where they work with their ability, knowledge, experience, and skills. The wages that employees receive
in return of their job are important in terms of either sustainability of their lives or peoples who they should maintain
(İnce 2005). One of the subjects SMEs should carry out about increasing the efficiency of human resource is career
management. Career management or planning is covers introduction to the business world, promotions, transfers and
job switches. Nicely progression of employee in business life and his/her life is thanks to career management (Taşcı
2007, p.125). With career management, mobility of employees in house is provided and so people can be motivated.
People can know or guess at which position they have after a while in organizations where a good career management
is implemented (Bingöl 2003).

5. Conclusion
One of the important subjects needed to be dwelled on solution of the problems related to human resource problems
in SMEs is to increase the conscious level of SMEs managers as associated with human resource management. Human
resource management should be accepted as a strategic specialty field needed to be dwelled on providing competitive
advantage by SMEs managers. Functions related to human resource management should be provided to be
implemented effectively in all SMEs. A human resource department in which managers qualified about human
resource work should be formed in order to being able to perform functions related to human resource management
such as human resource planning, business analysis, human resource training, career and performance management
effectively and efficiently. Forming this department will provide to implement the functions related to human resource
more successfully by increasing the efficiency of department managers about human resource management. On the
other hand, Being performed the functions related to human resource from a single center by this department will
provide cost advantage for business. Another subject needed to be dwelled on for effective implementation of human
resource functions is that these businesses lead these implementations related to human resource with this system and
have human resource information system which will satisfy the needs of the business according to their size.
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Summary: The aim of papers is to provide synoptic comparison of economic national capabilities of the selected
labour markets of these countries Czech Republic, Germany, Ireland, Italy, Austria and United Kingdom, together,
with the differences in remuneration within selected EU countries.
The theoretical part includes theoretical background about the national economic factors and its current situation
within the selected countries. In practical part were provided elaboration and testing of raised hypothesis of secondary
data received from Eurostat source from 2002 till 2013. For hypothesis, that by high unemployment rate decreases the
average hourly earnings of employees in selected EU countries, there the heteroscedasticity of data tested by White´s
test. Then the F-test was used to obtain information whether the model is statistically significant. Afterwards the
hypothesis about the dependence of two variables was tested by and expressed by correlation coefficient. The finding
and conclusion summarize the obtained results and the differences on labour markets in selected countries.
Keywords: economic capabilities, labour market, remuneration

1. Introduction
In the year 1957 as per the Treaty of Rome, the European Economic Community was established with the main
goal, the common market, characterised by free movement of goods, services, people and money (EU,2016).
Nowadays after many decades of European integration the enlargement of European Union approached almost whole
Europe. However there are still economic differences among the states (Barro, 2008, Ehrenberg, Smith, 2011,
Bohlander, Snell, 2012)
The European labour market is perceived as less flexible than labour market of United States, where the high
unemployment rate is caused by many regulations of the companies by state, avoiding immediate adaption to market
changes and trends (OECD, 2016, Hopkins, 2007, Di Domenico, Spattini, 2008, Hall, Lieberman, 2012). The another
key factor is that large proportion of labour force belongs to labour unions, which accomplish to push the wage above
the market equilibrium level, causing the higher unemployment rate. (Mankiw, 2012, Carbaugh, 2011, Baumol,
Blinder, 2012, Arnold, 2013). Beside the labour market issues, European Union is also considered to be less active in
the field of development, research and innovations, which can slows down its economy (Mceachern, 2012,
Dvořáková, 2012, Potužáková, 2013). The Lisbon Treaty set up the strategy, which is helping to improve the
economic growth or European Union countries increase employment and working conditions.
1.1 Data and methodology
The main objective of this paper was to provide information about the unemployment as the national economic
factor and its dependence on remuneration of the employees in selected countries, the minor goal was to characterise
the difference in remuneration in the selected countries. The secondary data were received from the sources of ČSU
and Eurostat in period from 2002 till 2013.
The factor of unemployment rate and its dependency and influence of remuneration within selected countries was
tested and examined by White´s test of heteroscedasticity, by F-test about model significance and afterwards
dependence of two variables were expressed by correlation coefficients.
The wage was expressed by mean gross hourly earnings. The remuneration of employees will be expressed in mean
gross hourly earnings in EUR within the selected countries of the European Union. Data regarding the remuneration
were not available for all years as median gross hourly earnings; therefore the mean gross hourly earnings were used
instead.
The countries were chosen according to the year of their acceptance to the European Union and with the respect
where the Czech workers migrate the most frequently because of work. As per Czech Statistical office the countries
these countries are Germany, Austria, United Kingdom of Great Britain, Republic of Ireland and Italy (CSU, 2014,
OECD, 2016) .
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2. The dependency of economic factor of unemployment on mean gross hourly earnings
2.1 The mean gross hourly earnings
The chosen variable for the measurement of remuneration is mean gross hourly earnings. The Czech Republic has
the lowest level of the earnings from all select countries, however despite the world economic crisis with continual
increasing trend. Germany, Austria and Italy have had stable increasing growth of mean gross hourly earnings.
Comparing to Ireland and United Kingdom, the decline in gross hourly earnings during the years 2008-2011 was
rather weak. However decline in average remuneration in Ireland and UK was very significant and although the mean
gross hourly earnings rise again, they are still above its potential level from previous years (European Commission,
2013).
Figure 1. Mean gross hourly earnings in Euro per hour within the years 2002-2013

Source: own elaboration based on Eurostat data
2.2 The relationship and dependency of the unemployment rate
In this paper part where tested the hypothesis about the relationship and dependency of the, the unemployment rate
and mean gross hourly earnings, specifically, as per the assumption that high unemployment rate decreased the
average hourly earnings of employees. White´s test of heteroscedasticity:
H0: Errors are homoscedastic
H1: Errors are heteroskedastic
Table 1: Heteroscedasticity for six selected EU countries
Heteroscedasticity p-value > α=0.05
0.362044
Do not reject H0
CZE
0.163774
Do not reject H0
GER
0.074231
0.264134

Do not reject H0
Do not reject H0

0.659781
AU
0.316814
UK
Source: own elaboration based on data from Eurostat

Do not reject H0
Do not reject H0

IRL
IT

All data concerning unemployment rate and mean gross earnings for six chosen countries were tested for
heteroscedasticity of error terms. According to p-values, null hypothesis was not rejected - the errors are
homoscedastic. F-test was elaborated as per ANOVA table processed for each hypothesis and each country. F-test
hypothesis for model significance are following:
H0: Model is not statistically significant
H1: Model is statistically significant
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Table 2: F-test for six selected EU countries
F-test F-emp > 4.3009
224.0478
CZE
169.3282
GER
70.0805
IRL
31.1263
IT
1590.6756
AU
224.0478
UK
Source: own elaboration based on data from Eurostat

Reject H0
Reject H0
Reject H0
Reject H0
Reject H0
Reject H0

According values obtained from F-test, null hypothesis of F-test was rejected and it was proved the model is
statistically significant. Correlation coefficients in the table below shows the common dependence and determination
of two variables unemployment rate and dependent variable average gross hourly earnings.
Table 3: Correlation coefficients for six selected EU countries
Correlation coefficient
-0.34181
CZE
0.08705
GER
-0.01409
IRL
0.38917
IT
0.05933
AU
-0.82219
UK
Source: own elaboration based on data from Eurostat
As per the correlation coefficients it can be observed the relationship and dependency of two variables, the
unemployment rate and mean gross hourly earnings. For the Czech Republic the dependency of mean gross hourly
earnings was indirect, this indicates that the lower the unemployment rate is, the higher mean gross average earnings
are. However as per the size of the correlation coefficient indicates this dependency isn’t significantly strong. In
Germany the size of coefficient advises direct, however almost none dependence of the unemployment rate on mean
gross hourly earnings. Germany managed to continually decrease its unemployment rate through last decade. German
gross hourly earnings have been rising at stable level and with a small decline in the hourly earnings during the year of
2010. The correlation coefficient for Austria implies the same situation as in Germany. There is direct dependence of
unemployment rate average and gross hourly earnings, however with almost none dependence of these two variables.
In case of Ireland, the dependence is indirect with none significance or importance. The Italy correlation coefficient is
higher than in case of Germany, Austria and Ireland, however this coefficient still does not reach the maximum value
and claims direct dependency of unemployment rate and average gross hourly earnings in Italy. United Kingdom has
the strongest correlation coefficient between unemployment rate and average gross hourly earnings with indirect
dependency. From the date received from Eurostat it can be observed that the unemployment rate was increasing
through last decade in UK and its average gross hourly earnings declined, especially after the world economic crisis.

3. Discussion
As per the data received from Eurostat, the hypothesis that high unemployment rate decreases mean gross hourly
earnings was proved by correlation coefficient to be the most significant in United Kingdom. It can be observed that in
United Kingdom within the years 2002-2013 the unemployment rate was increasing and mean gross hourly wage with
few fluctuations had a decreasing trend. The second highest correlation coefficient for indirect dependency was
obtained for the Czech Republic. Within the years 2002-2008 the unemployment rate had a decreasing trend while
mean gross hourly earnings were rising. Since 2008 in the Czech Republic the mean gross hourly wages were rising
despite the fact the unemployment rate was rising as well. According to the correlation coefficient it can observed in a
countries such as Germany, Ireland, Italy and Austria, there is almost none dependence of the un-employment rate on
mean gross hourly wages. In case of indirect dependency of these two variables, this was proved only for Ireland but
with insignificant coefficient. Therefore it can be concluded, the high unemployment rate does not influence the mean
gross hourly earnings in Germany, Ireland, Italy and Austria. The important aspect, which concerns level of wages in
the countries, is the minimum wage (Eyraud, Saget, 2005, De Grauve, 2009). In this papers, the minimum wage and
its impact could not be analysed due to the fact, that in Eurostat there are not data available for the Germany, Austria
and Italy. These countries did not have the minimum wage set up by the law at the time of processing this thesis (The
World Bank, 2016, Treger, 2008). However in Germany in April 2014, there was the minimum wage raised to be 8.50
euro per hour, which should be in charge since 1 st of January 2015. Till the year 2014 the minimum wage was
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established as per the collective bargaining for each industry separately. It is interesting, although Germany did not
have minimum wage set up, their average gross hourly earnings still belonged to the highest from selected countries
(International Labour Office, 2008)

4. Conclusion
This hypothesis testing proved the relationship and the dependency the highest correlation coefficient to be in
United Kingdom. In the Czech Republic, the unemployment rate and mean gross hourly earnings have indirect
dependency as well, however this dependency does not have such a significant value. In Germany and Ireland, where
mean gross hourly earnings are the highest from all selected countries, is the dependence of mean gross hourly
earnings negligible. Therefore the Czech Republic has many open questions in the future how to approach towards
western European countries, their developed economies and highly set up remunerations.
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Summary: The aim of the paper is to analyze the process of international joint venture creation, based on the
results of the research on Slovak-foreign joint ventures. The success of all types of strategic alliances is heavily
dependent on the right choice of partner and detailed specification of the cooperation in the formalized agreement. The
partner choice is very important and one of the main prerequisites of the joint venture success. In many cases,
companies entering into an alliance previously had some kind of business relationship with their prospective partner.
Nevertheless, many of the partnerships were established by partners without previous mutual business contacts.
Reputation of competence and reliability of the company is thus vital in the decision-making process. In the past,
Slovak and foreign joint venture partners often did not include many of the essential aspects such as financing, profit
division and competences of the respective partners in the joint venture agreement. However, the situation is changing:
Slovak companies are becoming more aware of the cooperation processes and their formalization, as they have
amassed certain amount of knowledge and experience during more than 20-year-long period of operating in the market
economy after the fall of the Iron Curtain. During this time, the Slovak-foreign joint ventures and their management
characteristics have undergone significant development as well. The main aspects supporting this idea are the longer
alliance duration and higher satisfaction of the Slovak partners with joint venture performance.
Keywords: international joint venture, partner selection, reputation, joint venture agreement

1. Literature review
The most important precondition of joint venture success is the right choice of the partner. Partner selection criteria,
along with strategic motives of international joint venture (IJV) creation, management control and IJV performance
are the core dimensions of this type of strategic alliances (Glaister, Husan & Buckley 2005) According to B. Nielsen
(2002), company which wants to create strategic alliance should make an analysis of current and potential future
resources and capabilities of the partner needed to achieve alliance success. He divided the partner selection criteria
into two groups. Partner-related criteria include mutual trust among the managements, partner's reputation or positive
experience with the business interaction in the past. Task-related criteria comprise of access to knowledge about the
local markets, regulations and culture, access to suppliers and customers of the partner and to its distribution channels.
Degree of favourable past association among partners seems to get more important for partner selection as the number
of prior relations increases (Glaister, Husan & Buckley 2005). Financial health of the prospective partner is also
important when making a selection (Zambuto, Kumar & O'Brien 2013). The higher the uncertainty, the higher the
consideration given to the potential partner's status, and the tendency to rely on company that can be trusted (Chung,
Sing & Lee 2000). Companies which want to create an alliance should be more aware of the value of personal
networks especially in regard to the selection of partners in joint ventures and strategic alliances (Boyd, Dyhr Ulrich &
Hollensen 2012).
In the 1990s, basic attitudes of the partners, IJV financing or division of profits were often not formalised in the
joint venture agreement of Slovak-foreign IJVs (Šestáková 1994). However, risk and profit allocation, scope of the
alliance and valuation of respective partners' inputs and equity shares are important aspects which must be clearly
defined if the partners want to prevent disagreements during the alliance existence (Pekár & Margulis 2003). Rights
and responsibilities of the partners, their contributions to the alliance, processes in the alliance, conflict resolution and
expected outcomes of the alliance should be defined in detail in the IJV agreement. Other important aspects include
clearly specified information-sharing process, alliance termination and which severe violations of agreement could
eventually lead to the end of the partnership (Kale & Singh 2009). Careful specification of the various cooperation
aspects should lead to lower risk of partner's opportunistic behaviour. Joint venture agreement is also decisive in
division of competences among the alliance partners (Smolková 2009) and important tool to exert control over the
joint venture. Clearly defined critical aspects of alliance functioning are thus an important prerequisite for successful
partnership. According to Glaister, Husan and Buckley (2005), partner companies seek to concentrate on particular
aspects of IJV control associated with their key skill and competences. The company which is trying to create a joint
venture should also think about the potential reactions of the partner in unexpected circumstances (Smolková &
Borovský 2005). Risk management is an important aspect of alliance management. It includes management of the risk
of worsened reputation, intellectual property rights protection or management of legal risks (Išoraité 2009). Partner
selection and effectiveness of the agreement are the priorities to achieve long-term outcomes of international strategic
alliances (Kimiagari et al. 2015)
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2. Methodology
The paper includes results on selected IJV issues based on the research of 45 Slovak-foreign joint ventures - for the
purpose of the research, Slovak-foreign joint venture is a company created by at least two entities from different
countries and at least one of these entities (Slovak company) was established in Slovakia. It is the first detailed
research of these strategic alliances with Slovak participation since 1990s. The information has been gained via
questionnaire survey, with IJV partners as respondents. The questionnaire itself was focused at three main areas:
background information and structural characteristics of the international joint ventures; international joint venture
relationship characteristics; and finally ownership changes and performance-related issues.
The companies were included in the research only if they met one of these conditions: a)
company established in Slovakia is a partner in an international joint venture established and conducting business in
Slovakia, or b) the company established in Slovakia is a partner in international joint venture established and
conducting business in country other than Slovakia.

3. Research results
The companies included in the research sample were asked about issues concerning the choice of the alliance
partner, as existence of their previous relationship or alliance, number of potential candidates, or reputation and
referrals on the partner. The other set of questions was focused on formalization of various aspects of cooperation in
the IJV agreement.
Relationship with the future partner before the IJV establishment: 20 respondents (45.5%) did not have any
previous relationship with their partner companies before the IJV establishment. Two partners characterised the
relationship as technology transfer agreements, other two companies chose the IJV option. 13 partner firms had supply
contracts and four had signed marketing agreements with their future alliance partner. Two respondents had supply
contracts and marketing agreements at once. The rest of the research sample stated other options such as long-term
cooperation, agreement of the CEOs or cooperation agreement. One respondent did not provide answer for this
question. Only 54.5% of IJV partners therefore had any previous business experience with their future partner.
Previous alliance with the partner: 12 respondents (26.7%) had any type of alliance before establishment of the
IJV. Satisfaction with this previous alliance was very high in the case of six companies, high in another four and
moderate in two firms. One of the respondents which had other alliance with the same partner did not state its level of
satisfaction.
Number of companies considered as potential partners: the majority of the respondents – 28 (66.7%) stated that
they did not evaluate any other potential partner than the current one before the final decision about IJV. Eight
companies considered two partners, four firms were making decision among three to five companies and two
respondents made their choice among six to nine firms. Three companies did not provide answer on this topic.
Reputation of the potential partner for being competent: 20 (45.5%) respondents described the extent to which
partner’s reputation for being competent in terms of resources and abilities was favourable as very high, 19 (43.2%)
companies stated the extent of favourable reputation was high. Moderate extent of partner’s favourable competence
reputation was expressed by four companies and only one firm considered the extent of favourable reputation as low.
One respondent did not reply this question.
Reputation of the potential partner for being trustworthy: as for the reputation of being trustworthy, 21 (47.7%)
companies viewed the extent of favourable reputation as very high, 18 (40,9%) respondents as high, four firms as
moderate and one company as low. One respondent did not express the opinion on this issue.
Referrals on the potential partner: in 31 (70.5%) cases, the future partner firm was not recommended by any third
party to the respondents. One partner was recommended by other alliance partner of Slovak company, five partners
were recommended by a friend, two by government agencies and six by consultants. Two respondents stated
government agencies and consultants at once, one company did not respond this question.
Formalization of various aspects of cooperation in the IJV agreement: the answers of the survey respondents (on
the scale from 1 – not formalized at all to 5 – entirely formalized) show that the biggest attention of IJV partners is
paid to the formalization of the joint venture management – only two out of 45 IJVs do not have it formalized at all in
the IJV agreement and 22 firms have entirely formalized the way how to manage and operate the alliance (average
response value 4.2). Cooperation, coordination and conflict resolution is entirely specified in agreements of 18 IJVs,
whereas 4 alliances have not included these aspects in the contract (average response value 3.96). Impact of the
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written arrangements on real cooperation between partners was not formalized at all only in one company, and entirely
specified in 17 joint ventures (average response value 3.96). On the other hand, the management of unanticipated
circumstances which might occur during the joint venture formation and operation seems to be the least important for
the respondents, as it was entirely formalized only in 12 cases (average response value 3.6). Nevertheless, only a few
Slovak-foreign joint ventures from the sample do not have specified respective aspects of the IJV management and
cooperation in the alliance contract.

4. Conclusions
After more than 20 years of functioning in the market economy and accession of Slovakia into various integration
entities, it can be assumed that Slovak companies have amassed certain amount of knowledge and experience in
international business operations, as well as in cooperation with other companies. It can also be expected that the
managerial know-how in Slovak companies has improved since 1990s, partly because of the aforementioned
assumptions and partly due to foreign investors' presence and transfer of their know-how. This positive development
might lead to better preparedness for cooperation with partners and more precise formalisation of respective
cooperation aspects as the ultimate outcome.
Even though previous relations with the potential partner are important factors in partner selection process, only
slight majority of the respondents had any previous relation with the alliance partner before IJV creation and only 12
companies had previous alliance with the very same IJV partner. Two thirds of the respondents did not consider any
other firm than their current partner before alliance establishment. The vast majority of companies expressed that the
extent of partner's favourable reputation in terms of competence and trustworthiness was very high or high. However,
the future IJV partner was recommended by a third party only in less than one third of the cases. This fact implies that
respondents might have relied on other information sources while selecting an IJV partner. The results of the research
hint at the possibility that the firms in the research sample do not count only on their previous experience with other
companies, but they are willing to take risks and consider unknown firms as potential alliance partners. Nevertheless,
the reputation of the chosen partner was usually favourable.
As for the arrangements formalized in the IJV written agreement, the situation has significantly improved compared
to 1990s. The vast majority of the companies have specified aspects as alliance management, cooperation, conflict
solution or impact of the written arrangements on real cooperation in their IJV agreement. Nevertheless, management
of unanticipated circumstances which might occur during the joint venture formation and operation is the least
formalized part of the cooperation, which might pose a threat to continuity of the alliance: the unexpected and crisis
situations tend to be difficult to manage and they often need to be solved as fast as possible. If the basic framework
specifying how to act in these circumstances is missing, it might be difficult to coordinate the partners' efforts and to
minimize the negative outcomes. However, several IJVs still do not have these aforementioned important issues
formalized, as was the case of many Slovak companies in 1990s. In these cases, any disagreement among partners on
important issues might pose a risk for the quality of their cooperation and continuity of the alliance.
Unlike the situation in 1990s, the majority – 32 (74.4%) of the Slovak-foreign IJV partners in the research sample
expressed their satisfaction with the IJV performance (2 companies did not provide answer on this issue). The shift in
performance satisfaction is the ultimate outcome of changes in numerous characteristics of these alliances which
occurred in the previous 15 years.
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Summary: The article presents the use of sensory marketing in management of the company in the medical
industry. Sensory marketing is a relatively new issue for the modern company management. The most important issue
in sensory marketing are the human senses. The paper will present sensory marketing in theory and practice on the
example of companies dealing with medical industry. The main goal of the research is the analyze of advantages of
sensory marketing. The result of the research is confirming that using knowledge of the senses can make marketing of
a medical company more effective. The Author reviewed the literature and presented the examples of using the
alternative approach in marketing. In the conclusion it has been counted the advantages of sensory marketing
application.
Keywords: marketing, sensor marketing, services, medical services

1. Characteristics of the Sensory Marketing
Lately marketing specialists have been searching for other than traditional methods of attracting new customers.
There are many competitive products on the market and the difference between them is seen not very properly. That’s
why the specialists look for other possibilities of activity on the market.
In the traditional approach the marketing campaigns are focused on the sense of sight. It is known that in the
advertising first we see the product and this sense plays the most important role. Apart from the sight there are other
senses that can be used in the process of marketing. It appeared that the rest of the received marketing message can be
successfully attracted by other senses i.e. hearing, taste, smell and touch. It is also proved that the information which is
detected by senses is better remembered by a person. Senses stimulate our feelings and emotions and often influence
on our purchase behaviour. The marketing specialist noticed that the senses play a very important role in our lives so
they started to use them in marketing campaigns and they called this kind of activity sensory marketing. The sensory
marketing is directed to the individual customer to whom "sensual" messages are fixed. Sensory marketing is based on
five senses of man and it focuses on the human brain. The human mind receives the brand and creates its image in
terms of concepts and imaginations. Image is the effect possessed by the individual the sensory experience of a firm or
brand. Each individual has a subjective experience, which we call experience logic. This logic is individual and
personal. The following figure shows the concept of receiving sensory experience by the company and the customer.
Figure 1. Sensory marketing
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Source: B. Hulten, N. Broweus, M. Van Dijk, Marketing sensoryczny, PWE, Warszawa 2011, p. 18
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Sensory smell strategy
Fragrances are closely related to the emotional life of man and can affect emotions. Fragrances can be part of the
sensory experience leaving in the mind of the customer lasting memory traces, so they can increase brand awareness
and create its image. They serve the marketing activities undertaken in the short term or long through the use of longterm strategy, in which the smell is an important element of corporate identity. The strategy fragrance is matched to
the brand, it creates a good atmosphere and improves mood client. [Hulten, Broweus, Van Dijk, 2011, p.19].
Sensory hearing strategy
Sounds have always played an important role in society. Companies realize that the sound can be part of a strategy
of building identity and brand image. Sound strategy is based on the assumption that human voices and music evoke
emotional reactions among customers. Often the sounds are used to create a good atmosphere in the shop. It is also
worth mentioning that elimination of unwanted sounds is important [Hulten, Broweus, Van Dijk, 2011, p.19].
Sensory sight strategy
Visualization as a strategy focused on the sense of sight, means increasing brand awareness and building the image
of a product or brand, which in turn enhances the customer's sensory experience. Own image, which the company
wishes to communicate to customers, consists of its identity and is the basis of the image formed in the minds of
customers.
Visual strategy requires that something was seen different while all the visual changes have been perceived by an
observer [Hulten, Broweus, Van Dijk, 2011, pp. 20-21].
Sensory taste strategy
The sense of taste distinguishes by its strong relationship with feelings. Different taste experiences can strengthen
the corporate identity or brand. It helps to create a certain image of the product or brand. Taste strategy distinguishes
the brand and offers additional value to customers [Hulten, Broweus, Van Dijk, 2011, pp. 21].
Sensory touch strategy
The sense of touch allows physical contact with the surrounding world and explore three-dimensional objects.
Brands can be presented to customers by the use of such expressions, as the type of material and surface texture for the
products and the services, as well as temperature and weight. Touch strategy allows customers to touch the brand and
really feel it [Hulten, Broweus, Van Dijk, 2011, pp. 22].
Most companies still do not realize the importance of the human senses in the context of the sustainability of the
effects of marketing activities. Companies which offer customers a unique experience can create around its products
strong identity and image through sensory marketing.

2. Medical services market and medical service specificity
The market of health services can be broadly defined as processes that occur between the providers of health
services and patients. Health service is any health benefit, that provides preserving, saving, restoring or improving
health and other medical activities resulting from the treatment process or the separate regulatory rules for their
execution [Act on medical activity of 15 April 2011. Art. 2 pts. 10].
Healthcare is therefore a specific good, causing direct introduction into the market of classic economic model
assumptions about the rationality of the behaviour of individuals and the efficient allocation of resources, in fact, it can
lead to making wrong decisions in the health sector [Wiercińska, 2012, p. 167].
It should be noted that the market for health services is not a homogeneous market. In terms of services provided by
operators of health services we find both those which, by their nature, are provided mainly by public sector, as well as
those where the market is largely developed by private sector (eg. dentistry, plastic surgery etc.). In the first case,
certainly the market mechanism is limited, however, in the latter case there is competitiveness of health services
observed. Despite the dispute between supporters and opponents of the marketability of health services, the concept is
widely used in both business practice and in the literature. The market for health services has its own specifics
[Wiercińska, 2012, p. 168]. Some authors [Sobiech, 2006, p. 23; Bukowska-Piestrzyńska, 2010, p. 14] mention the
following typical characteristics of the market of health services:
1) the lack of stability of demand for health care,
2) uneven and random nature of this demand,
3) the irrationality of consumer behaviour of health care, specificity of health services market,
4 ) strong internal diversity range of service,
5) the occurrence of the specific preferences of specific segments of patients, while in the analysis of changes in the
sector, they are often perceived as a set of homogeneous,
6) making decisions on the structure of the health sector in a manner appropriate to the market mechanism
regulated.
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On the characteristics of the market of health services also affect the characteristics of services which are the same
for other services. They are the following [Payne, 1997, p. 21; Stys, 2003, p. 36]:
1) Intangibility
2) inseparability,
3) heterogeneity,
4) perishability.
They are shown in the table below.
Table 1. Characteristics of services

Source: http://www.civilserviceindia.com/subject/Management/notes/services-and-non-profit-marketing.html
The table shows explanation for each characteristics of services. As far as medical services are concerned the
situation is the same. There is no possibility of judging the quality and value it in advance because there is no
possibility of seeing the product. While servicing there is the need for presence of a doctor while treating and
examining. It is difficult to standardize the quality and there is no possibility of storing the product.
The medical services firms that are being searched for the following article are typical example of the service on the
medical service market.

3. Application of Sensory Marketing in Medical Services
Increasingly, owners of medical services centres have been being noted that proper colours, relaxing music and a
pleasant smell can make their institutions more open to patients. All these elements are connected with using sensory
marketing. Some of the following text has been supported by http://www.nazdrowie.pl/artykul/marketingsensoryczny.
Smell
Fragrances can improve well-being and build a good and safe atmosphere for patients. They can also have an
impact on building loyalty of patients to the medical centre [Hulten, Broweus, Van Dijk, 2011, p. 19].
Smell often influences on the first impression of a medical centre. The smell can decide whether a patient will use
medical services of this centre. If smell is unpleasant it may cause that the patient will withdraw from using the offer
of the medical centre. However, if the aroma is properly selected it not only creates a pleasant atmosphere but the
patient feels safer. Moreover the patient will probably use the medical service in future because he or she has positive
associations with this medical place. Doctor's consulting room is a place where sterility and cleanliness is a very
important issue. However, in the air there should not be smell of detergent which is irritating. Patients should feel a
gentle and pleasant aroma.
Hearing
The sound also creates positive associations with the company. The sound is of great importance also in the process
of building a brand image. Sounds can also improve atmosphere of a medical centre servicing their patients.
Elimination of unwanted sounds is also important. Patients waiting in the waiting room should not hear a doctor
talking with other patient or treating another patient. A very good solution as far as sound is concerned is using music
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in the waiting room. Music can influence our mood and then we can feel relaxed before going to the doctor which is
stressing for some patients. Music should not be too absorbing, but rather subtle and soothing.
Sight
The activities focused on sight are connected with the colour and graphics. The doctor’s centres should be painted
with subdued colours that have a calming effect before visiting a doctor. Patients coming to a doctor are rather nervous
about their disease and therefore the walls and other details should be painted with warm colours which have soothing
influence. Green is such a soothing colour. It gives the impression of safety and solace. The colours in sharp colours
are irritating for the patient which is not advisable for the person before doctor’s examination.
Furnishings and posting pictures on the walls are also important, as well as the distribution of posters and leaflets.
Moreover the overall look of the office and waiting room are essential. Apart from that doctor should wear uniform
and in dental offices, serving children who are especially afraid of doctors, the uniform shouldn’t be white but
colourful. Also the walls should be painted in warm colours with painted cartoon characters on them. The following
figure shows such a medical centre – the dentist’s centre.
Figure 2. Example of the pleasant dentists centre for children in Czestochowa

Source: http://www.dentaria.com.pl/galeria/
Taste
Taste is a sense that should be considered when planning marketing campaigns in the medical centre. However it is
not easily used because it is difficult to show taste of a service. It is only possible to present samples of products
supporting the service for example toothpaste, mouthwash or any other drugs used by the doctors. These are effective
methods that encourage consumers to try the product without having to purchase it and they feel that by the contact
with the doctor they have opportunity of trying the products. This form allows the consumer-patient to build their
loyalty towards the doctor.
Touch
Touch is a unique sense, which shows us the reality by means of sensory stimuli and allows for direct contact with
the product. Patients are able to touch product, feel its structure, weight or temperature. That’s why it is possible to use
samples but it is difficult to present a medical service through a sample. As far as touch is concerned it is possible to
use samples of drugs or derma cosmetics. At the dentist’s centers there is the possibility to use samples of toothpastes
or liquid mouthwash.
Sensory marketing uses the human senses to a deeper commitment to his emotions. That’s why the human
remembers more when uses senses. Sensory marketing became a tool used not only within goods but also services
among which also medical services. Medical centres create pleasant atmosphere for their customers – patients and all
activities are possible thanks to sensory marketing.
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Summary: This tentative paper focuses on the role of brand orientation (BO) in the African small business setting.
It assesses the relationship between BO and a small-sized firm’s customer-centric performance outcomes. This study
has made an attempt at disentangling customer-centric performance outcomes into three interrelated but independent
measures - customer referrals, customer satisfaction, and customer-brand loyalty. Usable data for this particular study
was obtained from 143 small-sized service firms in Nigeria. To accomplish the major goal of this study, which was to
explore the potential relationship between BO and the previously mentioned customer performance measures, the
survey data was subjected to a statistical analysis (using partial least squares–PLS-path modelling). Preliminary
evidence is suggestive that BO is a (substantial) strategic imperative for small-sized firms since the study finds that
BO is a significant predictor of the three customer performance outcome variables and that customer satisfaction
partially mediates the BO-customer-brand loyalty link. Although, an attempt has been made in this paper to
empirically validate the conceptual model, the author is quick to point out that the findings in the study are still
preliminary in nature for one to actually conclude on. Nevertheless, the tentative results contribute to the emergent
research stream in SMEs branding, particularly in the context of small enterprises in the contemporary African
marketplace.
Keywords: brand orientation, customer referrals, customer satisfaction, brand loyalty, small firm

1. Introduction
It is at not at issue that the majority of the small-sized firms, including those in the service sector worldwide suffer
from varying degree of underperformances in their respective industries and marketplace alike. Therefore, it is
pointless to rehash what is already known and/or widely available in the public domain, in particular mainstream
media and dozens upon dozens of academic papers. As such in this conference paper, the author shall briefly consider
what is it, among other measures, that the small-sized firm might have to consider critically in the hope that it will
enable the firm to compete more effectively, and eventually enhance the firm’s chances of success in the marketplace.
Now to the meat of the matter, the tentative paper amongst a few recent research explores the part that branding, in
particular brand orientation (as one of the strategic resources of the firm) could play in ramping up the success of the
small-sized firm in respect to customer-centric performance indicators such as customer referrals, customer
satisfaction, and customer-brand loyalty. Although a similar study in recent past investigates the supposed linkage
between brand orientation (BO hereinafter) of the firm and the aggregation of the construct customer relationship
performance (see Chovancová, Osakwe & Ogbonna 2015). However, in this paper, the author believes that it might
make more intuitive sense as well as practical sense to disaggregate the complex measure of customer performance
into its critical underlying dimensions such as customer referrals, customer satisfaction (i.e. reduction in customers’
complaints), and customer-brand loyalty. The study is situated in the domain of an African business environment with
Nigeria serving as the test laboratory for the research. The raison d'être for the paper is to provide scientific evidence,
albeit tentative in this case, as a further justification for much attention to be paid by the African small service firms
towards brand building efforts keeping in mind also that several theorists and/or experts in the marketing field connect
brand building to improved organizational performance (for instance, see Balmer 2013; Baumgarth, Merrilees & Urde
2013). Put more aptly, the major objective of this paper is to increase empirical knowledge about the part that BO
plays in laying a much durable foundational block for the small-sized firm’s success in the marketplace, and in this
instance: an essential ingredient for increasing the firm’s word-of-mouth (i.e. customer referrals), reduction in
customers’ complaints (i.e. increased customer satisfaction rate), as well as customer-brand loyalty.

2. Pertinent past study and statement of hypotheses
In this study, we focus mainly on the emerging literature on BO and its theorized connection to brand performance
and firm success in general. Urde (1999) defines BO aptly as “an approach in which the processes of the organization
revolve around the creation, development and protection of brand identity in an ongoing interaction with target
customers with the aim of achieving lasting competitive advantages in the form of brands” (p. 117). Equally, in the
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context of the relatively small private enterprise, BO is defined as the “extent to which marketing strategy and
activities are centered on the brand with the aim of reinforcing distinctiveness” (Wong & Merrilees 2005, p. 157);
likewise, a more recent study quips that BO “focuses on building and maintaining a strong brand name in the
marketplace” (see Osakwe et al. 2015, p. 246). In sum, BO is a strategic resource for the firm as it has emerged over
the years as one essential orientations for the firm just like the concept of market orientation(MO) (see Kohli &
Jaworski 1990). In fact, recent research, as it seems, claims that BO is even more critical for organizational survival
and longer-term competitiveness than the construct MO (see Baumgarth et al 2013; Urde 1999). Therefore, given the
presumed strong connection between BO and MO vis-à-vis organizational performance, in particular the construct
customer performance. It is small wonder that research in the emerging research stream of BO has investigated into
the link between BO and the marketing success of firms in the marketplace, still this realm is heavily under-explored
in academic research.
Meanwhile, early research in the BO domain, especially with respect to the relatively small to medium-size
businesses, reports that the BO concept is less intensely adopted by the small business (Wong & Merrilees 2005).
Similarly, a recent research also hints that BO is among the least strategic orientations of the small service firms in the
domain of a developing nation (see Chovancová et al. 2015). Interestingly, some very recent research demonstrates in
their works about the potentially beneficial ties between BO and brand performance; in particular, the path from BO to
the firm’s customer performance indicators like customer loyalty base, customers’ referrals as well as customer
satisfaction (see Chovancová et al. 2015; Hirvonen, Laukkanen & Salo 2016; Osakwe, 2016). In a related fashion,
within the context of Australian firms, Merrilees, Rundle-Thiele & Lye (2011) investigate the relative importance of
brand building capability to the marketing performance of the small to mid-cap enterprise, the authors report that there
is a positive relationship between the constructs - branding capability and marketing performance. At the same time,
empirical research also finds that BO might not have a net plus effect on brand performance indicators such as
customer loyalty and new customer acquisition (see Hirvonen & Laukkanen 2014; Osakwe et al. 2015). It is not in any
way surprising that the findings in this emerging line of scientific inquiry remain not only somewhat unclear in the
literature but far too less subjected to empirical rigour, too. (Recall that the concept of BO is a relatively new addition
to the broadly marketing literature – see Urde (1994)) With all that said, it is quite reasonable to arrive (tentatively) at
the following hypotheses:
H1a: BO is positively related to customer-brand loyalty at the level of the small service firm.
H1b: BO is positively related to customer referral at the level of the small service firm.
H1c: BO is positively related to customer satisfaction at the level of the small service firm.
Additionally, it makes theoretical sense in the cross disciplinary literature of customer satisfaction and branding to
suggest that the customer satisfaction concept will for the most part play a leading mediating role on the relationship
between BO and customer-brand loyalty; this assertion is largely implied in the works of Osakwe et al. (2015),
Chovancová et al. (2015), and among others. Though this theoretical link is widely presumed in the marketing
literature, it remains to be tested in the realm of BO, as well as at the level of the small service firms. Lastly the
assumption that there might be a deeper connection among BO, customer satisfaction and customer-brand loyalty,
though not clearly stated, it is however implied in a very recent research that studies the impact of BO on B2B service
brand equity within the context of Chinese firms (see Zhang et al. 2016). Altogether, the proposed mediation
relationship merits to be further investigated, and it is hypothesized (here) that:
H2a: Customer satisfaction will strongly mediate the relationship between BO and customer-brand loyalty at the
level of the small service firm, such that increasing levels of customer satisfaction will amplify the relationship
between BO and customer-brand loyalty.
H2b: Customer satisfaction will strongly mediate the relationship between BO and customer referral at the level of
the small service firm, such that increasing levels of customer satisfaction will amplify the relationship between BO
and customer referral.

3. Materials and methods
The materials that were used for this study either came from secondary or primary sources including scholarly
databases like Scopus. To meet the main goal of this study, primary data has been collected from a useable survey
sample of 143 service firms in Nigeria (mainly through the use of paper-based questionnaires). Approximately all the
service firms came from the financial services industry. The study’s participants were typically CEOs and topmanagers and were predominantly of the male gender type with university qualifications. The constructs were adapted
from existing works including the works of Hirvonen & Laukkanen (2014) and Wu, Mahajan & Balasubramanian
(2003); and all the items were measured on a 5-point Likert scale. Please keep in mind that the criterion constructs
(customer satisfaction, customer referral and customer-brand loyalty) were basically single item constructs. (The
justification for using single item constructs could be seen in the works of Iwu, Osakwe & Ajayi (2015), Petrescu
(2013), among others.) Partial least squares (PLS) modelling serves as the model of choice for this kind of study (cf.
Iwu et al. 2015) and the software - SmartPLS- was used for this work. Five indicators were used to measure the
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construct BO with the lowest loading being 0.82 (p<0.001). In terms of convergent validity, average variance
extracted for BO was found to be 0.84. In terms of the assessment of its internal consistency, composite reliability of
BO was found to be 0.96 with a Cronbach’s alpha value of 0.94, too. The data also suggest relatively moderate to high
correlations among the constructs in the study. All the reported p-values have been generated using the bootstrapping
technique (n=143 with 4999 replications/bootstrapped sample) in SmartPLS. The study also uses the novel technique
of variance accounted for (VAF) (cf. Dominic & Theuvsen 2015; Tachizawa, Gimenez, & Sierra 2015) to examine the
possibility of an indirect effect (i.e. mediation analysis) with respect to H2a and H2b.

4. Findings, discussion, and conclusion
With regard to H1a, H1b, and H1c, there is support for the three hypotheses. Briefly, for the BO-customer-brand
loyalty direct link (β=0.45; p<0.0001), BO-customer referral link (β=0.48; p<0.0001), again for the BO-satisfaction
link (β=0.42, p<0.0001). The R-squared values for the constructs - brand customer loyalty, customer referrals, and
satisfaction - amount to approximately 52%, 50%, and 18%, respectively. Concerning H2a and H2b, data only offer
support for H2a, which means that to some extent, the degree of customer satisfaction (partially) mediates the BOcustomer-brand loyalty link (VAF = 0.28). All this illustrates that all (hypotheses) but H2b was supported in the
tentative analysis. Collectively, the findings lend empirical support for research in the realm of BO (see Baumgarth et
al. 2013, Merrilees et al. 2011; Urde 1999), and in particular its relevance to small and medium-sized businesses (also,
see Chovancová et al. 2015; Hirvonen & Laukkanen 2014; Osakwe 2015; Wong & Merrilees 2005). In short, as the
preliminary research finds, the small (financial) service provider commitment to developing its internal capacity,
especially in the area of branding should be seen as one of the first critical marketing steps for the service provider to
take given the marketing implications of BO to the provider (in terms of its capacity to alter positively the firm’s
customer satisfaction rate, degree of customers referrals and equally building a solid base for increased customerbrand loyalty.
All said and done, it is important for the service providers to know that the reported findings about the critical
relevance of BO to the firm does not in any way guarantee that the service provider will surely succeed by investing
only in branding. Instead, the author believes that the service provider should pay attention to increasing its awareness
among its target audiences while also going the extra mile to offer quality customer service to its existing customers
since it has been found in the study that the degree of customer satisfaction rate plays a critical mediating role between
BO-customer-brand loyalty link.
With all that said, the tentative analysis is limited. Hence, caution should not be thrown to the wind when
generalizing the findings of the report. Consequently, room for further improvement of the research remains. It is on
this note that the author invites other well-meaning researchers to pick up the mantle from where has left it off. If
nothing else, the study’s findings suggest that BO would to a certain degree augment service providers’ customer
performance indicators like customers’ referrals, customer satisfaction and customer-brand loyalty. Equally that
customer satisfaction potentially mediates the relationship between BO-customer-brand loyalty link but not on the
BO-customer referral link. Lastly, the findings reinforce the need for the micro, small and medium-sized firms, and
small service providers in particular to consider making branding a top priority (see Hirvonen & Laukkanen 2014; Iwu
et al. 2015; Osakwe 2015; Wong & Merrilees 2005).
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Summary: Thanks to the development of techniques, the global economy became more efficient than before. There
are many positive achievements of civilization as evidenced by the elimination of certain illnesses and limitation of
famine. As a result, over the past decades, the term "globalization" has emerged, becoming a synonym for progress
and prosperity for its proponents, while for its opponents it became a slogan for a reactive system of capitalistic
exploitation. Despite the continual controversy concerning the term's origin and conditions of emergence, its
procedural character and global influence on economics, as well as on the exchange of goods and information, is
undoubted.
The concentration of capital changes the distribution of power in the world, providing a rather low numbered group
but having great material resources at their disposal and consequently large influence.
We are also faced with a rich variety of production techniques – many of which are deemed to be “damaging for the
natural environment” are in fact even tolerated by the same politicians who refer to the need to protect the “natural
resources” of our planet. In this situation laws to prevent environmental destruction should be connected with proecological economic activities. The contemporary management should play a very important role in this process.
Keywords: globalization, ecology, management, environment, sustainable development

1. Introduction
The article starts with an introduction into the topic of ecology and sustainable development in the context of
managerial activities. It continues with the formulation of problems: Do possibilities exist to effectively combine
economical activities with pro-ecological ones in the spirit of sustainable development? Can contemporary
management be useful in this purpose? If the answer is “yes” – in which way can this be achieved? Hence the
hypothesis was formulated: It is possible to connect economical activities with the principles of sustainable
development and to increase the importance of ecology in managerial work.
In the process of gathering dates the documentary research method as well as the comparative historical research
method were used.

2. Globalization
The challenge of contemporary times which we have come to face seems to be of an unprecedented nature. Never
before in the history of mankind has there been such a large technical potential for the solution of problems that
torment human beings as in the current times, while at the same time, never before has there been so many
possibilities for man to undertake such destructive action as to lead to the total destruction of our species. Thanks to
the development of techniques, the global economy became more efficient than before.
There are positive
achievements of civilization as evidenced by limitation of famine and the elimination of certain illnesses. (
Kromołowski, 2014: 2124 ) The technical progress not only changes the ways of functioning in terms of economic
mechanisms, while also having an impact on the forms of behaviour of particular people, as well as larger human
communities. ( Galbraith 1963;165 ). As a result, over the past decades, the term "globalization" has emerged.
(Steger 2009:8) The word becoming a synonym for progress and prosperity for its proponents, while for its opponents
it became a slogan for a reactive system of capitalistic exploitation. (Akerlof, Shiller 2009: 175) Despite the continual
controversy concerning the term's origin and conditions of emergence, its procedural character and global influence on
economics, as well as on the exchange of goods and information, is undoubted. (Giddens 1993: 547)
A highly significant aspect of globalisation is the concentration of a large amount of capital in the hands of a small
number of concerns and financial “centres”. This became possible through the acquisition of “weaker” firms through
the “stronger” ones as well as the consolidation of corporations and banks. The resultant “giants” have a great
economic force and their participation in the rise of the world's gross national product increases continually. The
existence of profit- seeking, private “financial empires”, which are controlled by nobody, several times contributes to
economic destabilisation in many countries – for instance the activity of speculative capital used for speculations.
Alarming in this context are especially the often unclear exchange dealings and the increasing role of capital used to
achieve rapid profits. Although contemporary corporations are international oriented, they also exert – due to their
economic force – serious influence in their mother countries. American, Japanese or German firms exemplify it. Their
internationality manifests itself in the pursuit of increasing their profits through relocating their production into
“cheaper” countries. The constant high jobless figures in the western countries causes that the fear of losing work
drives the employees to abandon several rights. One of the visible effects of this phenomenon is the employee
representations' gradual loss of strength in highly developed nations, especially those organised in great organisational
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structures. In the Third World Countries the activity of trade unions is often purposely complicated- there where they
manage to emerge, they are in general subordinated to the employers. In addition to the large- scale centralisation of
the product and service market, in the 1990s the process of concentration of capital and simultaneously it's quickened
movement over the globe began. A perturbing element concerning the development of the current situation is the fact
that there is practically lacking a force that could act as counterbalance for the mighty concerns and global financial
organisations.

3. Environmental destruction
The negative phenomena of the globalization are rooted in the Technical Revolution and the reckless, irresponsible
industrialization and uncontrolled economical competition.
In the 19th century the previously unknown techniques of production based on steam engines started to become
widespread. The combination of the forms of work in manufacturing with steam powered engines gave fruit to the
process of industrialization. In the modern world we also live in the era of the “technological breakthrough”,
associated with the great role of the IT sector and communication techniques. It is simultaneously felt in the economy
in the form of the services sector, although the trend towards glorifying it and referring to it as the “sector of the
future” – the driving force of the economy, would seem to have lost its impetus in recent years. The significance of
agriculture in most countries
(with the exception of areas of Africa) is decreasing, while the role of industry is rising.
“Large areas of the Earth`s surface, especially in arid and semi-arid regions, have been used for agricultural
production for millennia, yielding crops for ever-increasing number of people. Concerns about the relationship
between population growth and environmental degradation are frequently focused rather narrowly on aggregate
population levels. Yet, the global impact of humans on the environment is as much a function of per capita
consumption as it is of overall population size. For example, the Unites States comprises only 6 per cent of the of the
world`s population, but it consumes 30 – 40 per cent of our planet`s natural resources. Global overconsumption and
uncontrolled population growth present a serious problem to the environment. Unless we are willing to change the
underlying cultural and religious value structure that has combined with the social and economic dynamics of
unrestrained capitalist accumulation, the health of Mother Earth is likely to deteriorate even further.” (Steger 2009: 85
– 86)
For many reasons the possibilities to solve the environmental problems in developing countries are limited. There
are not enough resources to realize environmental protection.
Another very important aspect is the “ecological colonialism”, meaning the location of factories of international
companies useing “dirty” technology in the developing countries. (Harrod 1972: 513) Dishonest practices of profitseeking “economic giants” cause serious devastations in the environment. ( Dernburg 1985: 10 ) In order to change the
awkward situation the support of the international community is needed.

4. Ecology and sustainable development
Simultaneously with the industrialization process, the devastation of the Earth`s resources in previously unknown
dimensions took place. In this situation the demand of a new branch of science able to cope with the problems of
environmental destruction, increased strongly. In consequence a new kind of science – ecology – came into existence.
The etymology of the term is connected with the Greek οἶκος, meaning "house", "environment" and -λογία –
“science”, "study of" or "research. Ecology as a discipline is rooted in moral science, biology and politics. The history
of ecology is long and interesting. Among the “founding fathers” of ecology there are personalities like Aristotle,
Theophratus and Alexander Humboldt.
The field of interests of ecology is very wide; inter alia deals with the interrelations between plants and animals,
animals and their environment as well as the connection between industry and environment.
In the course of time the environmental awareness increased. The concept of sustainable development was arisen.
The idea of sustainability seems to be deriving from the term "sustained yield" – used probably for the first time in
1713. Sustainable development can be shortly described as the reservation of the earth`s resources for future
generations. In 1987 'Brundtland Report' was published – named after the commission's chairperson, the Prime
Minister of Norway Gro Harlem Brundtland. The commission ( the World`s Commission on Environment and
Development ) was set up in 1983 by the General Assembly of the United Nations. This report emphasized the
importance of the “needs” of the world`s poor population and postulated the limitations of the “wild technical
development” in purpose to preserve world`s resources. (Court 1990: 128)

5. Management
One of the sings of the globalization process is the increasing significance of a group of managers who “manage”,
concentrating great power in their hands, but who are not the “owners” in the true sense of the word.

305

It should be noted that management does not represent a homogenous group. However, all managers have one thing
in common – they make decisions and organize the work of others. They have the right to decide and bear
responsibility for their actions.
Contemporary management should draw conclusions from the obtained informations. Often management deals with
the contradiction – to act ecologically correct or to act favorably for the economy. This dilemma should be eliminated
by politics and – in consequences – the international law. A very significant issue is the introduction of ecological
topics in educational projects. (Zieliński 2014: 393 – 412)
Many years ago, education on the field of ecology was nearly insignificant; nowadays the managers’ knowledge
about the rules of environment, ecosystems or sustainability can be the key issue for effectiveness on international
markets. In this respect management education needs more mind openness and flexibility. It is also necessary to
investigate the concerning phenomena appearing in the world.

6. Conclusion
Because of the high degree of responsibility, management is reliant on an efficient system of information and
cooperation and the access to modern knowledge.
After the analysis of the available data one comes to the conclusion that the hypothesis: “It is possible to connect
economical activities with the principles of sustainable development and to increase the importance of ecology in
managerial work” should be affirmed.
The process of globalization changed all areas of human life and also affected the work of management.
Particularly important is that globalization changed the cultural environment of managerial work to a big degree.
Contemporary management should take this into account.
In this respect management education needs more mind openness and flexibility. It is necessary to investigate the
phenomena appearing in the world.
Modern management plays a very important role within the economical process.
In the face of the challenges of the contemporary world it has to cope with the problems of social responsibility of
the capital. It would be appropriate to force the so called “social responsibility of management”, too. In this context
the need to give up the extreme and inhumane forms of work motivation used to make “profit at any cost ", should be
emphasized. Instead a positive kind of motivation is needed. It is time to go back to the honest, social oriented
business in accordance with the maxim “you should also do a profit”.
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Summary: The socio-economical and technological changes in modern world influence the societies all over the
world. Globalization and the development of mass media and Internet resulted in the creation of the new consumer
society and consumer culture. The consumer culture of modern developed countries spread to other, developing
countries, as well as post communist countries such as Poland, the country being on its way to the affluence of the
countries of Western Europe. The article presents and analyses new occurring trends concerning modern consumption
as a significant factor which should be taken into consideration by the management of the enterprises aiming at being
competitive on the global market. The changes in consumption patterns create new trends in global consumption
which are an important conditioning of enterprises management.
Key words: consumer trends, globalization, enterprises management.

1. Introduction
Modern consumption is a dynamic phenomenon, which is affected by constant changes in the technological,
economic and social areas. As a result, patterns of consumption behaviour are changing, and new phenomena in the
sphere of consumption are occurring. The consumer society is being created, in which defining the meaning of life and
self-fulfilment of people is accomplished by actions in the sphere of consumption. In Poland you can observe
symptoms of changes characteristic for consumer societies. After 1989, as part of institutional transition Poland has
undergone many changes in the socio-economic and political spheres. Not all consumers have adopted all new
consumer trends. New consumer behaviour concern largely people born in the eighties, whose socialization occurred
in the years of transition.
During the time of Polish transformation the traditional patterns of consumer behaviour were changing due to
diffusion of the western cultural patterns and local patterns. The main role in this process played the mass media. The
consumer society started to emerge in Poland. It is characterised by the abundance of goods and services on the
market, the democratization of luxury thanks to the easy access to credits and instalments, insatiability of consumer
needs and constant creating new needs and desires in the consumers. It creates new conditions of producers activity on
the market, they face new trends in consumption concerning not only what is consumed but also how and where it is
consumed. The author of the article conducted quantitative and qualitative research on the young female inhabitants of
Częstochowa aged 20-44 in order to determine their patterns of consumer behaviour and distinguish modern and more
traditional patterns of their consumption. The 390 questionnaires and 22 in-depth interviews have been analysed. The
article presents main results of the study.16
2. New consumer trends – the conditioning of producers activity
The technological and economic changes, especially globalization, the democratization processes in modern
societies significantly influence the changes in the sphere of social and cultural patterns of behavior. The work sphere
is changing as well as the sphere of leisure, and consequently ways of fulfilling the needs for which the sphere of
consumption is responsible. Researchers of consumption indicate that a huge amount of new trends and tendencies in
the sphere of consumption appeared, which completely changed its face.
One of the characteristic phenomena for the society of mass consumption is prosumption (pro- from production and
– sumption from consumption), which means the blurring of distinctions between production and consumption. As
indicates W. Patrzałek (2004), increasing amount of free time and the need for development and enabling working at
home contributes to the development of prosumption. Quite significant is also the growing importance of lifelong
education, the growing importance of work in human life, self-realization through work and their own creativity.
According to G. Ritzer (2009), the division between production and consumption will have less and less importance,
due to the growing significance of entertainment which is blurring the differences between these spheres.
Development of prosumption, which enables the consumer to influence the uniqueness of the product and the
16

The study has been conducted for the purpose of a doctoral dissertation titled: “Patterns of consumer behaviour of
female inhabitants of Częstochowa”, Wrocław 2016.
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opportunity to create the consumer’s lifestyle, facilitate the development of the individualism, which is the basis of the
consumer society. (Bylok 2013) After Bogdan Mróz (2010), one can distinguish the following tendencies influencing
modern consumer behavior:
 quickly and constantly changing fashion and consumer trends;
 the need for instant gratification; impatience in fulfilling the needs. Deferred consumption, typical of past
generations earning money over the years, is unacceptable nowadays;
 growing importance of credit services, electronic payment, credit card, debit card as a response to the desire
for immediate satisfaction of needs (ie. impatience syndrome);
 deriving joy and satisfaction from consumption, and even hedonistic consumption;
 commercialization of all kinds of spheres of human life, values and ideas (peace, love, relationships, rebellion
etc.), so-called. mercantilisation of awareness;
 objectification of culture, which means that high culture pushed out or absorbed by the mass culture, socalled consumerised culture;
 the development of large shopping centres, malls, called new means of consumption, offering the virtual
world of consumer paradise on Earth;
 growing role of the media, their tabloidization, offering the consumers simple patterns of mass consumer
behavior;
 well-known, often global brands becomes a symbol of consumer culture. They are a cognitive shortcut,
usually perceived as a guarantee of quality. They provide emotional value, allow a symbolic demonstration of
prestige, social status, membership of specific groups etc.
The processes of economic and cultural globalization influence the formation of a so-called global consumer, which
is characterized by:
 preference for products of foreign origin, global brands,
 the perception of consumption as a means to improve mood, well-being,
 joining the traditional value system with modern consumer behavior,
 the perception of oneself as favouring modern consumption patterns,
 changing forms, sources or types of purchases,
 complex consumption awareness, including succumbing to emotional impulses. Patrzałek 2010)
Rapid changes in the social, cultural and economic and technological spheres stimulate the continuous emergence
of new consumer trends, particularly the development of new technologies results in constant developments in the
sphere of consumption. One of the trends in the behavior of modern consumers that have appeared in recent years is
LOHAS, which means Lifestyle of Health and Sustainability. People tend to pursue the lifestyle-based on the care for
physical fitness, health and harmonious development of their personality. It is often combined with care for the
environment. (Mróz 2010)
The author conducted quantitative research investigating chosen patterns of consumer behaviour including the new
trends in consumer behaviour. The following quantitative research results describe a picture of rather modern young
consumer, who knows her rights, likes to do shopping, is open to experiments and novelties and is well oriented in the
market offer.
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Chart 1. Chosen patterns of consumer behaviour. Female inhabitants of Częstochowa aged 20-44. N=390.

good orientation in market offer

58,20%

41,80%

inclination to changes in own interior

60,30%

39,70%

60,80%

39,20%

62,60%

37,40%

63,30%

36,70%

inclination to experimenting, novalties in the
kitchen
dominance of current consumption in
shoppping
inclination to changes in own image
inclination for shopping on sales and
promotion

67,20%

32,80%

pleasure from doing shopping

68,70%

31,30%

knowledge of consumer rights

76,70%

23,30%

no problems with filling a complaint

78,70%

21,30%

0,00%

50,00%

Yes

100,00%

No

Source: Own study.
What is more, the quantitative research results shows more traditional aspects of consumer behaviour: majority of
young female consumers do not follow fashion trends, is not spontaneous in shopping, do not like to stroll in order to
watch the shop expositions and takes the consumer decisions based on the quality, not the price.
Chart 2. Chosen patterns of consumer behaviour. Female inhabitants of Częstochowa aged 20-44. N=390.
Continuation.

no problem with disposal of useless goods

58,20%

no problem with disposal of unfashionable
goods
openess towards novalties in terms of
entertainment
following the fashion trends in terms of
clothing

41,80%

52,10%

47,90%

43,80%

56,20%

41,30%

58,70%

spontaneity in shopping

34,60%

65,40%

satisfying the needs within own production

34,40%

65,60%

inclination to strolling in the shopping malls

32,10%

67,90%

spending free time on "window shopping"

31,00%

69,00%

taking decisions based on the quality, not
price

24,60%

individuaisation of consumption 14,60%
0,00%

Yes

75,40%
85,40%
50,00%

No
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100,00%

Source: Own study.
The results of the qualitative research (in-depth interviews) shows more detailed information about a young female
consumer’s behaviour and motivations. Consumers use the Internet as an information source. There is eg. ROPO
effect (Research Online, Purchase Offline): "(...) Most frequently I visit these boutiques which I can previously view on
the Internet. I do not like queues, do not like to search. I always search something new (…) and then just know
whether it is worth to enter a shop. "(W14: 27 years, higher education) What also confirms the progressive
virtualization of consumption is the fact, that the respondents appreciate shopping online, "I like Internet-buying.
Firstly, you can do a research, compare the prices in different places, using different price comparison sites such as
Ceneo. Besides, there's this aspect that the package comes and you can unpack it. W11: 31 years, higher education)
The respondents reveal their attitude to consumption, which is generally positive: "I like to go shopping, I haven’t
yet met a person who would not like it, unless it is the man." (W5: 20 years, secondary education) "This is the way of a
recovery, relief from everyday stress." (W12: 28 years, higher education). They acknowledge the importance of
symbolic and prestigious aspect of their consumption: „For example jewelry. (I buy it – authors note) For aesthetic
reasons. Besides, they are very necessary to me to build my image (laughter), a professional image at work. "(W11: 31
years, higher education) Other aspects of goods - the emotional, aesthetic function sometimes prevails over the
function of the utility of purchased goods: "(...) I just sometimes have such a desire, I do not know, that this day was
nicer, so I go shopping, but I don’t always buy something. I just go to watch clothes and if something catches my eye,
then I buy it. "(W7: 20 years, secondary education)
New kind of consumer searches for the information and share the information on consumption. Internet enables
communication between consumer and also promotes creation and spread of patterns of consumer behaviour. So
called global brain emerged in the virtual space of Internet, which means shared and accumulated knowledge about the
producers, their products and the market. It has to be taken into consideration by managers and PR experts because it
becomes the main source of information and base for decision making for the young consumers.
These changes result in numerous consequences for the providers of goods and services on the consumer market.
Among others it concerns the wide use of Internet as a tool for communication with the consumers as well as the tool
for creating the image of the enterprise and the product. It shortens the time of response to consumers needs and
requests and speeds up the communication process. What is more, the Internet is a great means of stimulating the need
for the product and adjustment the product to the individualised needs of a given consumer.
Moreover, the new consumer trends provide the new conditions of consumption activity – the new fields of activity
appear for the providers of services concentrated eg. on home, sports activity and the idea of wellness (both spiritual
and physical). New target groups and new service spheres dedicated for these groups are occurring (eg. recreation for
children, healthcare, rehabilitation for older people). What is also worth noticing, is the fact that the borders between
the mass and the luxury are blurred, what changes the target groups for the producers. For example new lines of luxury
products for average wealthy consumer occur.
Due to the rising role of the symbolic and aesthetic aspects of goods and consumption, the prestige and uniqueness
of goods and services gain importance. Not only the usage aspects of goods, but first and foremost the emotional,
aesthetic aspect are to be emphasized.
Moreover, the services providing new experiences and impressions gain popularity (new kinds of sport, new
entertainment eg. 3D,4D cinema). Knowledge and making use of the new forms and new structure of consumption,
new places and new motivations of consumer behaviour is becoming a necessity on modern market of consumer
goods and services.

3. Conclusions
Global trends in the socio-economic sphere have an strong impact on consumption trends. According to
Euromonitor (2012), the main trends in the period 2005-2015 are: aging, enrichment of the rich, the development of
migration, media on demand, a phenomenon of cocooning, common access to the Internet and the development of
mobile technologies. Extended life expectancy and reduce in the amount of children born in families in developed
countries, deepening the disparities between rich people and poor people, people migrate to other countries in search
for work and a decent life, which is facilitated by the progress of globalization and the free movement of labour in
Europe. (Euromonitor 2012) People are returning to their homes. They can do there what until now required going out
of the house thanks to the development of services and communication. The consumers became more individualised
and more aware, more information-focused on one side and emotional in their decisions on the other side. The
author’s research results shows that new consumer trends concern especially young consumers, while the older ones
tend to realise more of traditional consumer patterns. The producers of goods and providers of services should follow
the new forms and new structure of consumption, new places and new motivations of consumer behaviour, taking into
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consideration given age consumer groups, because it creates new environment for their activity and becomes a source
of new possibilities.
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Summary: In theoretical concepts showing goods consumption in evolutionary approach, both, altruistic and
egoistic behaviours are considered in terms of individual exchange between partners, or the free rider problem in
public goods consumption. Nevertheless, in new institutional economy, except public and private goods there are also
common pool goods, or club goods. Evolutionary strategies of goods production and redistribution may depend on
different types of them. On the other hand, if production and redistribution of different types of goods depends on
social organisation form (market, hierarchy, network, community), also this social structure shall be formed by
evolutionary mechanisms of altruistic behaviours.
The authors assume, that network, as a form of social organisation is a transitory form (temporary) in its phase of
transformation of social organisation types. Common pool goods are of the very same transitory nature, till they
transform into different kind of goods. This theoretical model is explained through a dependence of goods
redistribution control and social order on social rules precision level. Considering the above typology, both, social
networks activity rules and common pool goods consumption rules are the most complex ones. Being more expensive
for individuals and communities they are subject to simplification do the remaining forms.
In this paper, the authors created a theoretical model of goods flow in the social organisation networks, referring to
the psychoevolutionary concept of adaptive psychological behaviours, biological conditions of altruistic behaviours,
social contract theory, and particularly to the concepts defining social control rules, used for identification and
removal of egoistic behaviours.
Keywords: flow of goods, altruistic and egoistic behaviours, social organisation forms.

1. Introduction
Constant changes on today's markets (in economical aspect) as well as constant modifications in functioning of
societies (in sociological aspect), generate a need of theoretical models, good enough to create a comprehensive
description of such reality. Ones of the symptoms are differences in flow of goods in different social structures.
Sociological approach considers creating new social structures, one of which is a network structure (Stalder 2012,
Castells 2007). In new institutional economy, except traditional public and private goods (Morawski 2001) there are
also club goods, particularly common pool goods (Hofmokl 2009). Both, network and common pool structures
become relevant because of the global changes related to such things as technological development. Network
structures growth in global scale would not be achievable without digital technologies (Castells 2013). Global
connections made access to goods problematic to some of the societies, as these goods became common pool ones in
the global scale. This happens, when certain good availability is restricted by international organisations limits.
The authors of this paper made an assumption, that like certain types of goods may be transformed into others,
certain types of social organisations may be transformed into others as well. In previous model presentations two
variants for common pool goods and social organisation networks presentations have been assumed (Kukowska,
Skolik 2015a; Kukowska, Skolik 2015b):
1. Networks and common pool goods as predefined ideal types.
2. Networks and common good pools as transitionary, impermanent types.
Modifying networks by adding new members may change its structure, but it also can be changed into a hierarchy,
market or community. Common pool goods may also be subject to transformation in club, private or public goods.
When communities transform into hierarchies, their transitionary form is network, then the community disintegrates,
but the hierarchical formal organisation has not yet condensed. When accelerating technological progress influences
constant social and economic changes, then feeding the structures with new values (behaviour patterns), may lead to
networking as a permanent phenomenon (Kukowska, Skolik 2015a).

2. Model of goods flows in different forms of social organisation
Regardless the abovementioned model variants, it has been assumed that certain types of goods are typical for
certain types of property. Marxian category of community as an ideal type was associated with lack of private
property. It is an opposite pole to the communities focused on private goods. So whenever a community deals with
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public goods, the markets involved in private goods. The example of hierarchy is bureaucratic organisation. M. Weber
states, that one of the bureaucracy features is "formalistic impersonal character" (2002, pp. 167-168). In bureaucratic
structure, where an individual is assigned to its position, there is a common range of goods, each of which may be
used according to one's authorisation. This type of organisation forms may be easily treated as sharing club goods. In
bureaucracy third parties get easily excluded from participation. Network, on the other hand, may be connected with
common pool goods. This emerges from following thinking: where is large competition, there individuals become
autonomic subjects, but whenever ties grow relatively strong, individual users are harder to exclude from access to
goods (tab. 1).
Table 1: Integrated typology of goods and social organisation forms

Easy
Difficult

Goods access
exclusion

WEAK
STRON
G

PERSONAL BONDS

INDIVIDUAL AUTONOMY
SMALL
LARGE
Divisibility of goods
Large
Small
HIERARCHY
club goods

MARKET
private goods

COMMUNITY
public goods

NETWORK
common pool goods

Source: Own research (Kukowska, Skolik 2015a).
Whenever the above classification of goods and social structures is understood as ideal types, then empirically
observed goods flows between the forms should fill the spaces between the predefined types (Kukowska, Skolik
2015a).

3. Evolutionary conditions of goods flow in social networks
Social structures are associated with asymmetrical access to the resources. Individuals from lower social layers
initiate balancing process, by creating networks, through: 1) getting independent from privileged entities, and 2) make
the privileged entities dependent on their resources (Turner 2004, pp. 326-327). Getting the upper hand in network is
achieved through colonisation based on partnerships with entities from outside the network and monopolization,
which means restricting the access to alternative network connections (Lovaglia 2006, p. 121). From the evolutionary
psychology perspective, vast networks decrease social costs of free riders, the individuals unauthorised to use common
resources. It is typical for the network to introduce mutual exchange (with prolonged rewarding expecting time),
where resources are passed in sequences between the actors. This generates following network exchange properties
(Turner 2004, p. 375):
- breaking the "exchange chain" may lead to the network collapse;
- directly linked actors are more likely to cooperate;
- permanent control appears – which means high free riders detection rate in the exchange chain.
These properties may be explained by the fact, that control is necessary in order to keep the chain unbroken. This
results in mutual supervision, which creates the foundation for mutual trust. Moreover, efficient control in access to
many types of goods, leads to rules generation (permissions, preferences, orders and bans), helping a community to
catch free riders. The more abstract these rules become (the ones concerning indicative problems), and less they
concern the normative order (deontic problems), the worse the individuals manage their own correct thinking (Osiński
2013, pp. 66-75), what was proved by series of experiments (Wason 1966, Cosmides 1989, Cummins 1996, Carlisle &
Shafir 2005). It is assumed, that deontic rules are evolutionary older (Osiński 2013, p. 75). One can assume, then, that
indicative rules developed in the process of individualism and rationalism development, with more participation from
homo oeconomicus in relation to homo sociologicus within the population. Despite the fact, that specific problems are
easier to resolve, growth of rules necessary for social efficient interaction excessively burdened cognitive mechanisms,
creating general problems, which slowed down human brain capacities inevitably.
One may state, that human communities' numerosity increase favoured creation of various rules. The tribal
communities, facing large fluctuation of supply there was a tendency to restrict individualism, which means reducing
private goods share in relation to the common ones (Osiński 2013, p. 34). Exchange of various goods evokes a
necessity to create a consolidated system of values (in economic aspect) regardless the volume of goods (Buss 2003, p.
292). Detection of unauthorised users of common goods works more efficiently than detection of altruists (Osiński
2013, pp. 76-88), people create "excluding", than "constructive" communities (Ziółkowski 2015, p. 313). Moreover,
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what is typical for the human species, communities require not only altruistic behaviours from the individuals, but also
raising costs related to free riders punishing (Osiński 2013, pp. 26-27). Homo sapiens are more motivated by
punishment, when reacting to the opinions of other group members (de Waal 2014).
Computer simulations of R. Axelrod and W.D. Hamilton (1981) proved, that the most stable strategy in goods
exchange is tit for tat. It is based on following cooperation cost balancing rules: 1) "never be the first to betray": one
needs to keep being loyal, as long as the partner is the same; 2) "apply retorsions for partner's betrayal"; 3) "forgive":
whenever a fraud comes back to loyal cooperation, it is profitable to respond with acceptance (Buss 2003, pp. 284285). Considering kin altruism theory, costs and profits shared by partners are important. This means, that these
features and behaviours increase inclusive fitness (Poleszczuk 2004, pp. 117-141). As far as non kin interaction is
concerned, altruistic behaviours are more rare and are based on mutual altruism. As human relations are often based
on non kin basis, there are cheaters detection systems created. One of these mechanisms are emotions, particularly
those difficult to hide in non verbal communication (Osiński 2013, pp. 91-95).
Ecological and social conditions of humanity existence constantly change. The example is digital environment,
where non verbal communication is limited. One may then ask a question, how the mutual altruism enhancing
mechanisms could flexibly adapt to those conditions (Osiński 2013, p. 23). Technological progress of mass media use
includes development of techniques, which could easily cover true intentions of senders and compromise one's
resistance to cheating. It seems, however, that the more communities transform into other forms of social organisation,
the less there are kin based relationship and the greater restriction of goods access appears, which is evoked by
frequent attempts of unauthorised use. Perhaps networking is an unconscious solution for free rider problem.
According to A. Słocińska (2012, p. 477), networks have no room for Machiavellian attitudes, and individuals with
such approach, particularly the ones blocking the information flow, are rejected.

4. Discussion
In original communities individualism restriction is a typical tendency, particularly in large supply fluctuation.
However, competitiveness and innovativeness forced such communities to open to the outsiders (Wall 2014, p. 49),
which gave a foundation for first networks. Together with the growth of communities and variety of goods, descriptive
rules emerge. If monopolization was prevailing in the original network, this would lead to hierarchic structures
domination. On the other hand, excessive balancing should favour creation of more equal structures like markets.
The domination of markets and hierarchies in the communities was made possible together with the increase in the
production of goods and increase of the human population. This rapid increase was seen in particular during the
industrial revolution, which was accompanied by intensive urbanization. That could lead to the transformation of the
community in the form of hierarchy, where some individuals have become nodes in exchange processes and create a
coalition with other smaller nodes. As a result, they can monopolize the means of distribution of at least some key
goods.

5. Conclusions
The processes of balancing leading to creation the markets seem to be secondary to the hierarchy creation. So we
may can ask, whether communities can transform into markets if they have not evolved their hierarchies yet. Because
it is easier to develop a hierarchy based on a deontic rule than to educate the community in economic thinking based
on indicative rules.
Action on a global scale is not only more attractive but also more and more common. Contemporary forms of social
transformation are rather "fusions" of markets and hierarchies, which resulted in noticing of the network properties.
Transformation of the globalized market becomes a permanent phenomenon, and network structures resulting from
such mergers seem to be increasingly dominant form of social organization.
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Summary: The paper deals with a new issue in the area of managerial practice. The authors discuss the question of
utilization of so called personified management. They try to point out the importance of specified and original
approach of managers to subordinates, employees as well as to customers, suppliers and so forth. The authors of the
paper present partial results of ongoing research in the selected area. The research includes the test of typology of
a personality well known as MBTI test and a questionnaire in which the managers and employees are asked questions
connected with everyday activities in a company. The results from the given tools are statistically evaluated by the
authors thanks to which they generalize knowledge gained by the research.
Keywords: MBTI test, personified management, personality, typology, company

1. Introduction of the issue
The given article deals with so called personalized management. This expression together with the topic is new
areas used in management, specifically in the human resource management.
The authors decided to realize quite vast and detailed research in this area. The suppose, and the research shows,
that it is topic which has its importance and significantly influences behaviour, attitudes, decisions and many other
important steps made by managers in everyday practice. It is an original and specific research in which we connect
obtaining data about personality types of employees on different positions (area of psychology) on one side and
determining managerial, leadership and organizational style (area of human resource management) on the other side.
We do not know whether there has ever been a research aimed at this topic and knowledge gained is original
information in the given area of research.
The research we are dealing with is not finished yet and it is still on-going. In the article there are partial results
given and many questions asked by the authors in the research are not tackled yet. In spite of that, up to date we can
state that knowledge gained by the research is very interesting and their explanatory power is high enough.
Typology f a personality is nowadays relatively well elaborated part of psychology. The substance of MBTI test is
clarified by Lilienfeld et al. (2014) who state that „the Mayers-Briggs Type Indicator is a selfreport test based on
Jungs theory of personality types. The four basic personality preferences are operationalized in the MBTI as bipolar,
continuous constructs“. This topic is also discussed by Čakrt (2009) in his book. The author states that „typology
comes out of the opinion that human behaviour is not accidental. One type of personalities has permanent inclinations
in specific situations in one way, other personalities other way“.
Figure1 Division of personality types in % according to the MBTI indicator in the population
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Source: own elaboration based on (1)
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2. Methodology and methods used in research
The research was divided into two parts. One of them was a questionnaire and the second was the Mayers-Briggs
Type Indicator test (MBTI test further only). Selection of these research tools was intentional and knowledge from one
method should support knowledge for the other method.
2.1 Questionnaire in the research
As the research is realized in specific companies it was important to divide the questionnaires into more types
according to working position of the respondents or the employees of the company hierarchy who took part in the
research. The questionnaires were divided into 2 or 3 types 17. In micro and small companies, i. e. in companies
employing up to 50 employees we used 2 types of questionnaires (questionnaires for the managers and for the
employees on lower working positions). In the middle and big size companies, i. e. in the companies employing 50
and more employees we used 3 types of questionnaires (questionnaires for higher management, middle management
and for the employees on the lowest working positions). The reason for this approach in the research was experience
from previous researches which showed that it is not possible to ask the same questions all the employees. If we used
only one type of questionnaire given for all the employees with no difference, we would not find the exact answers to
important questions or the results would be too distorted. In spite of the fact that many types of questionnaires were
used, all of them corresponded together and the questions given had similar meaning, whereas we accounted with the
nature of work, education, experience of the respondents and so forth.
All the questionnaires were divided into three parts. In the first part we asked about the basic information about the
respondent, e. g. age of the employee, years of service, the highest education, sex etc. In the second part we asked
questions connected with the topic itself and the last part of the questionnaire was aimed at opinions and suggestions
of the employees for improvement of management, leadership and approach in the given companies.

2.2 MBTI test in the research
In this part, which we find as the most complicated, we asked all the respondents 70 bipolar questions, according to
the standard of MBTI test. This one divides people in 16 personality groups based on 4 dimensions given in the
picture 2.
Figure 2 Individual types of personalities according to the MBTI test
NF
Valuing

Personal

NT
Visioning

Possible
ENFJ
Teacher

INFJ
Counselor

INTJ
Mastermind

ENTJ
Field Marshall

ENFP
Champion

INFP
Healer

INTP
Architect

ENTP
Inventor

ESFP
Performer

ISFP
Composer

ISTP
Operator

ESTP
Promoter

ESFJ
Provider

ISFJ
Protector

ISTJ
Inspector

ESTJ
Supervisor

Logical

SF
ST
Present
Relating
Directing
Source: own elaboration based on (1)
Note: Introversion (I) – Extroversion (E), Sensing (S) – Intuition (N), Meaning (M) – Feeling (F), Judging (J) –
Perceiving (P)
After getting primary data from the questionnaire and MBTI test we moved on to evaluation using various
mathematical-statistical methods. We used especially various descriptive characteristics of gained data (averages,
median, modus, characteristics of positions, etc.). Subsequently we used non parametrical statistical methods for
verification of given scientific questions. Non parametrical test were selected because data gained did not have normal
division of probability.
In the article we specifically used absolute and relative multiplicities of researched characters, Kruskal–Wallis test
and Mann–Whitney U test for verification of two scientific questions.

17

Within the article we evaluate only the first out of four mentioned cases, when we divided the
questionnaires into two types.
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In the research 223 employees from 21 companies in Slovakia took part. It was the companies of different
businesses, from different parts of Slovakia, with a different length of existence on the market etc. The selection of the
companies was made randomly. Even though the employees together with the companies were not willing to
cooperate in this kind of research. Therefore it was necessary to proceed to selection available. All the research has
been realized since 2010 and is still on-going.

3. Results
As mentioned above, 223 employees took part in the research out of which 54 were managers on higher working
positions and 169 employees were on lower working positions. Percentage of individual types of personalities is given
in the picture 3.
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Figure 3 Division of personality types in % according to the MBTI indicator among respondents who took part
in the research
employees on higher working positions
employees on lower working positions
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Source: own elaboration
As for the world comparison within individual personality types given in the picture 1 these differences not always
correspond with the data gained by our research. Even though we cannot say that there are significant differences
between the world personality types and data gained by our research. We can state that the highest share in the world
was held by people with personality type ISFJ (13, 8 %). In our research we mostly met personality type ISTJ (14,
35%).
Scientific question 1:
Does personality type influence managerial style of employees on higher working positions?
Considering multiplicities in individual groups of personality types (see picture 3) we proceeded to reduction of
number of groups into four:
Group – personality types: ENFJ, INFJ, ENFP, INFP.
Group – personality types: INTJ, ENTJ, INTP, ENTP.
Group – personality types: ESFP, ISFP, ESFJ a ISFJ.
Group – personality types: ISTP, ESTP, ISTJ a ESTJ.
Multiplicities of individual groups are given in table 1.
Table 1: Multiplicities of classification symbol of personality types group
Absolute multiplicities

Relative multiplicities (%)

1. Group

9

16,67

2. Group

6

11,11

3. Group

21

38,89

4. Group
Source: own elaboration

18

33,33
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The managerial style was divided into 3 groups whereas the respondents could choose managerial style which best
reflects them and which they mostly use.
1. Autocratic managerial style – the manager decides, other employees respect and fulfill his decisions.
Democratic managerial style – this style is characterized by management realized together with the employees,
participating mostly on the decisions.
Liberal managerial style – is characterized with the leader who sets the goals and the subordinates decide how to
reach the goal within their abilities.
Multiplicities of individual managerial styles are given in table 2.
Table 2: Multiplicities of classification symbol of managerial style
Absolute multiplicities

Relative multiplicities (%)

Autocratic managerial style

22

40,74

Democratic managerial style

13

24,07

Liberal managerial style
Source: own elaboration

19

35,19

As there are more than two groups we are going to use Kruskal – Wallis test for statistical evaluation, the
hypothesis are as follows:
: groups come from the same population
: groups do not come from the same population
Table 3: Result of Kruskal-Wallis test within finding the influence of personality type on the managerial style of
employees on higher working positions
Monte Carlo Sig.
Groups of
Chi-Square
Asymp. Sig.
99% Confidence Interval
personality types
Sig.
Lower Bound
Upper Bound
1
6,62
0,037
0,033c
0,028
0,038
2
9,791
0,044
0,026c
0,022
0,030
3
9,140
0,058
0,040c
0,035
0,045
4
2,305
0,021
0,023c
0,019
0,026
c
Based on 10000 sampled tables with starting seed 2000000
Source: own elaboration
Scientific question 2:
Does personality type influence working position of the employee?
Same as in the previous case we divided personality types into four groups. Multiplicities of two groups of working
positions are given in table 4.
Table 4: Multiplicities of classification symbol working position
Absolute
multiplicities

Relative
multiplicities (%)

Employees on higher working positions

54

24,22

Employees on lower working positions
Source: own elaboration

169

75,78

In this case we discuss findings between two groups therefore we are going to use non parametrical Mann-Whitney
U test, the hypothesis are similar to the previous case, that is:
: groups come from the same population
: groups do not come from the same population
Table 5: Result of Mann-Whitney U test within finding the influence on the personality type on the level of
working position of the employee
Posttest
Mann-Whitney U
974,000
Wilcoxon W
2009,000
Z
-0,311
Asymp. Sig. (2-tailed)
0,756
Source: own elaboration
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4. Conclusion
From the results given in the previous part of the article (table 3) it is clear that the scientific question 1 can be
answered: personality type has statistically significant influence with significance level of 0,05 on the managerial style
of the employees on higher working positions.
On the other hand, based on results from table 5 the answer for the scientific question 2 is: the personality type does
not have statistically significant influence with significance level of 0,05 on the level of working position of the
employee.
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Summary: The growing importance of innovativeness in building enterprise value and achieving long-term
competitive advantage creates the need for its measurement and evaluation for the management purposes. The paper
presents a proposal for corporate potential innovativeness assessment model. In the proposed concept two aspects have
been considered – (i) resources conditioning conducting innovation activities and (ii) engaging
in their continuous development. It was also assumed, that the individual sub-criteria will be based on public sources
of information, and as the calculation engine, capable of obtaining synthetic final assessment, there will be used fuzzy
logic. The main reason for developing this model was to fulfil the gap in the scope of synthetic measure of corporate
innovativeness in terms of its potential, that would provide the higher degree of objectivity by relying on "hard" (not
from surveys) and publicly available data.
Keywords: innovativeness assessment, innovativeness ratios, potential innovativeness, fuzzy logic, fuzzy model

1. Introduction
Nowadays innovativeness is one of the most important issues in the enterprise management. The definition of
innovativeness, similarly to innovation itself, is considered in the literature in many different contexts. Most often it is
emphasized, that innovativeness is a specific ability or skill of an enterprise to search for, implement, and disseminate
innovations continuously (Pomykalski 2001).
It should be also noted, that many of innovativeness definitions goes beyond merely exposing the same abilities or
skills, emphasizing the results of its possession and use. In this way, innovativeness is the ability of an organization to
control and maintain high dynamics of value creation, which manifests itself in using occasion to generate change and
to process, as well as implement, new ideas in practice (Jin, Hewitt-Dundas & Thompson 2004) earlier than do other
enterprises (Rogers 1995). Innovativeness as ability should enable an effective allocation of resources, aiming at
creating an optimal configuration of competitive advantage (Morgan and Berthon 2008).
Therefore, innovativeness can be seen in the context of widely understood potential for creating innovation and
continuous involvement in its development – the so-called potential innovativeness – or in the context of the specific
effects of undertaken innovative activities and their impact on the enterprise financial results – the so-called resultant
innovativeness (Yeung, Lai and Yee 2007; Nawrocki 2012). Differentiating these two types of innovativeness is very
important, as high innovative potential does not always translate into a very good results of the innovative activity and
vice versa (Simpson, Siguaw and Enz 2006).
From the viewpoint of research on innovation phenomenon in enterprises it is extremely important to determine
how to assess corporate innovativeness. Developed over the last decades approaches to corporate innovativeness
assessment (Oslo Manual – Guidelines for Collecting and Interpreting Innovation Data, Roger’s methods, patent
statistics, Frascati Manual – methodology for collecting and using R&D statistics, and many others) offer indeed a
number of measures, but they do not allow to get a general synthetic innovativeness assessment (OECD and Eurostat
2005, Rogers 1995, OECD 2002, Pomykalski 2001, Szwajca 2011, Nawrocki 2015a). In addition, they base at the
same time most often on data, which are difficult to reach (internal corporate data) or not necessarily reliable
(surveys). Therefore, as the main objective of the article was adopted a presentation of corporate potential
innovativeness assessment method concept, based on fuzzy logic and publicly available data, which will provide not
only partial, but also a comprehensive understanding of innovative potential in enterprises. In further research it is
assumed to extend proposed model with aspect of resultant innovativeness.

2. Basic assumptions and assessment criteria of corporate potential innovativeness
Proposed
methodology
of
corporate
innovative
potential
assessment
is
supposed
to be of universal character and may be used for enterprises, that publish annual reports (Nawrocki 2012). It includes
two aspects: (i) the widely understood resources determining innovative activity and (ii) engagement in its continuous
development.
Within the resources determining innovative activity (i) there were three generic areas distinguished: intellectual
resources, material resources, and financial resources. In the case of the first generic area mentioned, the partial
assessment criteria include: assessment of human capital resulting from the work efficiency and value of salaries and
benefits per employee in relation to average for sector, and assessment of knowledge in the form of intangible assets
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(excluding goodwill), based on productivity and amortization ratio of licenses, patents etc. In the case of the material
resources area, the partial assessment criteria involve: assessment of property, plant and equipment resulting from its
productivity in relation to average for sector and amortization ratio, and information about possessing laboratory.
Furthermore, considering financial resources area, the partial assessment criteria include: the value of received grants
and free cash in relation to expenditures on research and development, and credit rating, which inform about
possibilities of obtaining debt capital and consists of financial liquidity as well as debt level and ability to its service.
In the assessment of an enterprise’s engagement in development of resources determining innovative activity (ii),
there are also three generic areas distinguished: engagement in intellectual, material and financial resources
development. For the first one of them, the partial assessment criteria include: assessment of human capital
development, resulting from percentage employment growth and investment intensity ratio on staff training
in relation to average for sector, and assessment of knowledge in the form of intangible assets development, based on
restoration indicator of licenses, patents etc. and its investment intensity ratio in relation to average for sector. In the
case of second area, the partial assessment criteria include: restoration indicator of property, plant and equipment as
well as its investment intensity ratio in relation to average for sector. Furthermore, considering engagement in
financial resources development, the partial assessment criteria include: financial results and cash flows and change of
capital and assets structure. A general structure of the corporate potential innovativeness assessment model is
presented in figure 1 which also contains mentioned criteria and relations between them.
As the basic source of data for application of proposed corporate potential innovativeness model adopted generally
available information, published in complex annual reports of enterprises. In turn, the calculation apparatus is based
on the fuzzy sets theory, being one of the probabilistic methods, that deals with approximate reasoning (Zimmerman
1996, Zadeh 1965).
Figure 1. General structure of corporate potential innovativeness assessment model

Source: Own work.
Application of fuzzy sets for detailed calculations of companies potential innovativeness assessment entails the
construction of the so-called fuzzy model, based on expert knowledge. Information necessary to achieve this goal
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should be acquire through the interview questionnaire, or, if model developer has a good knowledge in the scope of
analyzed category, it is also possible to develop an original model.
Specific criteria for reputation assessment in the developed model were separated taking into account several years
of experience of the author in the field of enterprises fundamental and innovativeness analysis, as well as the capacity
of information in interim reports published by listed companies.
3. The Main Guidelines for Fuzzy Model Construction
In proposed solution it was assumed, that fuzzy model will be developed along with Mamdani approach (Piegat
2003) which in general form presents Figure 2.

Figure 2. General scheme of fuzzy model

Source: Own work based on Piegat 2003.
As the input values of the fuzzy model xi* are introduced, which in the FUZZIFICATION module are subjected to
the fuzzification process – here, the membership degree of input values (xi*) to the particular fuzzy sets is calculated.
Next, in the INFERENCE module, based on the received input membership degrees, fuzzy reasoning takes place, the
end result of which is a resultant membership function res(y) of the model output. The basis
for the fuzzy reasoning is so-called rule base in the form of „IF – THEN” and an inference mechanism which
determines the way of activating rules in the base, as a result of which membership functions of the particular rules
conclusions with the given values of fuzzy model inputs xi* are received, as well as the way for their aggregation into
one resultant membership function of the entire base conclusion res(y). Because this function most often has a fuzzy
form, which makes the interpretation of the final result much more difficult, in many cases, there is a need to
transform it into a precise value. This is done in the DEFUZZIFICATION module, where by the use of the chosen
method a sharp (non-fuzzy) value of the model output y* is calculated.
Therefore, basing on the experiences
from developing other
fuzzy models (Nawrocki
and Jonek-Kowalska 2014, Nawrocki 2015b), following procedure of reputation assessment fuzzy model building
process is proposed:
 Step 1: Gathering input data for the model (company’s interim reports).
 Step 2: Determination for the needs of „fuzzification” module the form of fuzzy sets for respective input variables,
determination for these variables so-called basic terms set and the division of their values space (expert knowledge
is needed; if constructor of the model is not an expert, some consultations should be performed).
 Step 3: Creating for the needs of „inference” module relevant rules bases, determining the mechanism of inference
and defining output membership function of the model (again, regarding rules bases creation expert knowledge is
needed).
 Step 4: Determining for the needs of „defuzzification” module a method of converting model outputs from fuzzy
form into accurate (non-fuzzy) figures.
After the quantization of input and output variables values space, the development of knowledge (rules) bases and
the definition of fuzzy inference mechanism and defuzzification method, we receive ready to use fuzzy model of
corporate potential innovativeness assessment.

4. Conclusion
Used so far methods and concepts of corporate potential innovativeness measurement
and assessment have some weaknesses that affect the credibility and reliability of the research results. The proposed
methodology for innovativeness assessment gives a chance to eliminate several key shortcomings of these methods: (i)
proposed
model
focuses
on
one
viewpoint
of this category (potential) but in a more accurate way, providing greater reliability
of the final results; (ii) the use of criteria based on "hard" data derived from companies reports should translate into
greater
objectivity
of
obtained
innovation
assessment
(in
most
popular
of
existing
methodologies
mainly
a
survey
methods
are
used,
which
biggest
defect
is subjectivism); (iii) the choice of assessment criteria, taking into account different aspects
of companies resources and activities regarding its development and a careful selection
of assessment parameters, may reduce the risk of duplication (overlapping) assessed areas.
At the same time, however, it must be emphasized, that presented concept of potential innovativeness assessment
has theoretical character and requires further considerations, verification of adopted criteria and detailed empirical
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research,
including
the
development
of knowledge (rules) bases needed to perform fuzzy inference.
In conclusion, it should be noted, that proposed method of corporate potential innovativeness assessment is not so
much an alternative as a complement and enrichment of already existing methodology. Therefore, beyond the
capabilities of various internal and inter-branch comparisons and analysis of corporate potential innovativeness
impact, an interesting direction of research could also be comparisons of companies’ innovativeness assessed with
survey methods and proposed method.
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Summary: In the sixties of the 20th century, P.F. Drucker emphasized that efficient managers are characterized by
their ability to successfully utilize strengths of the employees. The importance of resting personal and professional
development on strength have been demonstrated by recent research studies in the field of positive psychology, with
the focus of its scientific explorations on health, strength and happiness of a person. The tendencies to emphasize
positive aspects are becoming more and more popularized in various vocational environments, including business
environment, where employees' strengths are increasingly viewed as the most valuable resource in the organization
that can generate competitive advantage in the market.
Keywords: strength, organizational resources, effective manager, talent management

1. Introduction
With a new paradigm in psychology, which addresses problems of human mental health, wisdom, happiness,
resistance, internal motivation, creativity (Nakamura, Csikszentmihalyi 2012) and is connected with the idea of good
life and fulfilment (Czapiński 2012), it is becoming essential to emphasize the role of personal and professional
development based on strengths.
The tendencies for the emphasis on positive aspects can be compared to a wave that affected people from various
professional environments (including business environments) and showed them the success and mastery from a new
perspective: as an effect of synergy of humans strengths and organizational strengths (Buckingham 2010).
This paper addresses two problems: supporting your own development on strengths such as talent, knowledge and
skills, and implementation of talent management programs by organizations in order to attract and maintain the best
employees and achieve competitive advantage in the market.
The aim of the paper is to bring knowledge about the importance of strengths for human development and
organization.

2. Resting our personal development on strengths
The dramatic changes in the environment (see Drucker 2011) lead to changes in the needs of organizations
concerning specialization of the personnel. However, employers continue to appreciate such employees' traits as
abilities and motivation for learning, being open to changes and facing the challenges. Therefore, the basic objective
of organizations is not only employee's learning how to perform individual tasks but also to offer opportunities that
help them:
- develop their own abilities and talents through deepening of knowledge and learning new skills,
- facing new and unclear challenges which often require the non-standard approach (Kożusznik 2011).
Although knowledge, intelligence and image can be regarded as human wealth, they only set the boundaries of
human possibilities. If supported with efficient action, these traits lead to achievement of the expected outcomes.
Effective managers are characterized by their ability to perceive and utilize strengths of people around them. They
utilize talents, thus enhancing the potential of the whole team. On the contrary, ineffective managers focus on
weaknesses and deficiencies of their personnel and incessantly attempt to repair everything which actually makes
them ineffective (Drucker 2007).
In the past, people did not have to focus on their strengths since their position in society and type of work was
determined by their birth. Nowadays, the type of work performed depends on a human but, in order for them to make
right decisions, they should know their strengths and weaknesses, work on them and attempt to give up bad habits
(Drucker 2001, 2006).
Resting personal development on strengths means in particular:
1. deepening knowledge about personal strengths and weaknesses.
2. Motivation for improvement and utilization of strengths in action.
3. Adoption of proactive attitudes (Covey 2013), which assumes:
- taking responsibility for our own life,
- taking initiative,
- keeping promises and obligations.
M. Buckingham (2010) recommends the following strategy in order to familiarize and utilized strengths at work:
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1.

analysis of actions in terms of the effect these actions have on us (some of them induce positive emotions,
make us inspired and need our time or attention while other tasks make us exhausted and tired or are
connected with the feeling of lost energy, hopelessness and boredom),
2. taking over control over our own time and work in order to have more tasks which make us feel in our
element,
3. learning to inform others about the adopted goals in order to help us achieve these goals,
4. development of self-assuredness in order to sacrifice the most of our time at work, independently of changes
that occur in the organization, on the activities that inspire us. This active approach assumes taking
responsibility for learning about our own strengths and weaknesses and everyday searching for opportunities
to show our own strengths in concrete actions.
This author (ibidem) suggests a six-stage method which can be fully rested in action on our own strengths.
These include the following steps:
1. Confrontation with the beliefs that inhibit our own development.
The most of people make a mistake by assuming that success is mainly determined by improvement in our
weaknesses, whereas, as emphasized by the previous authors (Gut et al. 2008; Drucker 2006), improvement
of our weaknesses can help us only achieve average results. Improvement of what we are good at leads to
achievement of mastery in action.
2. Learning about our strengths and weaknesses.
Our strengths are actions which offer almost perfect outcomes and cause that we feel strong. They are
composed of three components: inborn talent, acquired knowledge and skills. Their manifestations include:
success in action, being attracted by these activities, willingness to develop and learn that is connected with
the easiness to concentrate on action, feeling of meeting the needs and feel satisfaction and fulfilment.
Furthermore, the weaknesses are reflected by the feeling of being weak and bored with the specific activity
and using the words "I have to" and "I should", feeling negative emotions regardless of the outcome;
searching for the opportunities to delay an activity or avoid it etc.
3. Familiarization with the strategy that makes it easy to utilize strengths in concrete actions.
4. Learning strategies that help keep away from weaknesses.
5. Development of skills to talk with friends and superiors about their strengths and weaknesses.
6. Building strong and permanent habits that help maintain control of utilization of our strengths at work.

3. Talent management in organizations
Talent management is approached by practitioners and theorists of management as one of the most important world
tendencies connected directly with perception and development of human resources in contemporary organizations.
Talent management means e.g. adequate recruitment of personnel, creating the opportunities for the employees to
develop, and care for maintaining the people who have excellent results (Syrek – Kosowska, Rachwał 2012).
According to the survey conducted among leading Polish enterprises (e.g. BRE Bank S.A., ING Polska, Microsoft
Polska, PKN Orlen S.A.) by the Conference Board in cooperation with the House of Skills (2006)), 94% of personal
directors found that the process of talent management in Poland will become more and more important in the nearest
years. The key conclusions from this report were as follows:
- there is a fierce competition for talented experts in Poland, but the organizations are also starting to compete for
employees at lower positions in organizational hierarchy due to their leaving the country to seek employment abroad;
- the key reasons for which organizations need to implement talent management are, on the one hand, the
willingness to attract the best candidates and, on the other, active prevention of being left by less talented employees
and building new management staffs through offering new opportunities for training and development. These findings
were supported by the report by Deloitte (2008), which showed that HR divisions in many countries consider talent
management as the most important challenges to be faced in the years to come (see Tab. 1).
Table 1: The most important business challenges of the years to come

All the countries surveyed

Baltic countries (Latvia and
Estonia)
Czech Republic and Slovakia

Latvia

1.
2.
3.
1.
2.
3.
1.
2.
3.
1.
2.

Priority HR (requires improvement)
Maintaining employees (13%)
Talent management and succession planning (12%)
Development of managers and leaders; salaries and services (10%)
Maintaining employees (14%)
Salaries and services (13%)
Management of education, human resource planning (9%)
Maintaining employees (16%)
Talent management and succession planning (13%)
Salaries and services, human resource planning (11%)
Maintaining employees (18%)
Salaries and services (16%)
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Development of managers and leaders (12%)
Talent management and succession planning (17%)
Performance management (17%)
Development of managers and leaders (17%)
Talent management and succession planning (16%)
Poland
Maintaining employees (11%)
Performance management, change management, salaries and services
(8%)
Source: Raport Deloitte, Transformacja funkcji kadrowej. Tworzenie wartości dla klienta, Warszawa 2008, p.35.
Finland

3.
1.
2.
3.
1.
2.
3.

There are a variety of talent definitions. They can be collected and presented in the graphical form of a continuum
with one end represented by talent understood as a rare and outstanding aptitude and the other end approached as a
trait of all employees who were adequately selected for the organizational needs (Borkowska 2007; see Dejoux,
Thévenet 2015). In the context of organization, talent determines the employee who, with his or her own development
and engagement, contributes to achievement of the success in the market (Mróz 2015).
J. Cannon and R. McGee (in: Mróz 2015) described the following stages in talent management in organizations:
- identification of talents which are needed in the organization,
- identification of current talents in the organization,
- finding necessary talents,
- developing talents,
- caring for maintaining talents in the organization,
- creation of the pool of talents,
- utilization of talents,
- preparation of talent succession.

4. Conclusions
Resting development on strengths has a positive effect on both employees and the organization. Learning about and
improving strengths of employees and facing the beliefs that inhibit our own development, creating strong habits that
help utilize strengths in concrete actions increase employee's motivation for action, stimulates the feeling that our
actions make sense and inspires others. In times of the highly competitive economy, proper approach to talents, their
development, knowledge and skills of employees are becoming one of the most important resources which can
determine success of organization in the market.
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Summary: The main subjects of the interest in the article are dysfunctions in managing European Social Funding
(ESF) projects in Poland in the perspective of 2007-2013 and the goal of the article is to present initial empirical
studies concerning dysfunctions in managing European Social Funding projects in Poland. The empirical studies were
carried out in 50 SME in 2015, using CATI method. The conclusions in final research relate to the dysfunctions
diagnosed at 3 stages of the organization cycle planning, implementing and controlling the EU projects.
Keywords: dysfunctions, EU projects, European Social Fund (ESF), Poland.

1. Introduction
The main subjects of interest in the article are dysfunctions in managing European Social Funding projects in
Poland in the perspective of 2007-2013. The interest in this issue results from lack of empirical studies concerning
enterprises, which benefited from the subsidy from the ESF. In the second EU perspective, within the years of 20072013, Poland received from the ESF the amount of 11 429 billion euros, becoming the biggest beneficiary in European
funds from all new EU members. Until the end of 2014 over than 355, 5 thousand enterprises benefited from the
support of the ESF in Poland. In this context the goal of the article is to present initial empirical studies concerning
dysfunctions in managing European Social Fund projects in Poland. The empirical studies were carried out in 50
SMEs in 2015 using the CATI method. The final research conclusions relate to the dysfunctions which were
diagnosed at 3 stages of the organization cycles such as planning, implementing and controlling the EU projects. This
presents the goal of the article which is structured as follow. First is the review of research studies in the field of
dysfunctions in managing EU projects in small and medium enterprises and conducting them. Later the method and
results of own research was presented. Finally the conclusions and possible directions of improvement in managing
European Union projects were presented.

2. Dysfunctions in project management of the ESF in the view of previous researches
The purpose of this part of the article is to outline the essential findings, which are the results based on selective
review of the literature on the empirical research in the field of problems in the management of European projects and
to create a rational justification to present the results of their own empirical research and formulating conclusions
based on them.
According to research carried out by D. Kwiatkowska- Ciotucha a significant threat to the proper management of
projects implemented by the ESF was a huge turnover of personnel in the institutions responsible for the accounting of
EU funds associated with leaving experienced and competent employees to commercial companies offering higher
wages, which for applicants meant having to work with ever new and not so experienced officials (2013, p. 181).
According to P. Stronkowski excessive rigor of intermediate bodies and implementing resulted in the advent of the age
of formal errors in applications for payment and caused long-checking procedure, i.e. correcting applications
concerning payments. In addition, multilevel institutional structure, which, through the introduction of implementing
institution, has created an additional level of management, lengthened the time of payment (2009, p.30).
According to the Confederation of Polish Employers Lewiatan the main obstacles to the correct use of EU funds
were: bureaucratic structure of implementation and low levels of the administration (Polish Confederation of ..., 2007,
p. 26). Lack of experience of implementing institutions, as well as good practices caused the applicant who received
grant funding had to deal with great difficulties at the stage of settlement of the subsidy. Those problems were
compounded still imperfect and instability existing procedures 18. Excessively complex and bureaucratic rules
18

See also Haromszeki, Ł.(2013): Wpływ szkoleń realizowanych w ramach Programu Operacyjnego Kapitał Ludzki na
wytworzenie warunków do przewodzenia ludźmi w MSP- Polska na tle innych krajów europejskich . (In: ) Zarządzanie
zasobami ludzkimi w małych i średnich przedsiębiorstwach, ed. Z. Wiśniewski, Oficyna Wolters Kluwer Business,
Warszawa, p. 323-332.
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documenting the expenditure effectively slowed down the action, and poor knowledge of project management
methodologies, both the applicants and the officials firmly stiffening accepted procedure. This led, among others, the
need to provide the number of statements and explanations in the smallest things, which delayed the transfer of the
tranche, and the beneficiary, in order to implement the project according to schedule, was forced to its financing, while
waiting for the next tranche payment. The problems of organizational resulted in the formation of signs of
discouragement and disappointment implementation of EU projects (Kwiatkowska-Ciotucha, 2013, p. 177-182).
The literature of object qualitative data are missing related to dysfunctions in the management of European projects.
The case of Portugal is widely described in foreign publications, its use of the European Social Funds (Tome, 2012)
and Spain (Cardenete, Delgado, 2013). What are missing are reliable researches on dysfunctions in the use of ESF
funds by Poland.

3. Methodology of own research in SMEs
Studies have been carried out in 50 SMEs in the first quarter of 2016 in Poland, of which 40% micro enterprises,
34% small companies and 26% of average ones were taken into consideration. As a research computer assisted
interview tool CATI (Computer Assisted Telephone Interview) was used. The main selection criteria for the study
were carried out at least one project from the European Social Funds in 2007-2013 perspectives by the company. The
respondents were people in the vast majority of higher education, managerial positions (56%) or employed as
specialists (44%).
The main objective of the study was to find out about the problems faced by the beneficiaries at the level of
planning, implementation and control of ESF projects, as well as the possible directions in improving projects from
European funds.

4. Presentation of the results of empirical researches
The study shows that only 34% of respondents did not encountered any difficulties at the stage of applying for EU
funds. 1/3 of the respondents pointed out forms to be too far complicated for the preparation of an application of
payments, a quarter of respondents were of the opinion that the procedure of application and evaluation of proposals
the EU are too much time-consuming. In addition, 16% tested said that being under qualified of the officials faced the
fact that they are were not able to assess the EU applications and that the fees of consulting firms helping in
completing applications for grants funding are too high.
The next stage of the study was to determine the difficulties encountered by companies in the implementation and
control of the EU projects. It is worth mentioning the fact that more than half of the respondents did not indicate any
difficulties during the implementation of grants. Almost 1/3 of the respondents pointed to the excessive minuteness
officials, which was synonymous with documentation and a broad justification for budget line, which the applicants
were necessary and obvious to ensure high quality training. 16% of respondents indicated a difficulty in recruitment
and selection of the target group. They were particularly micro-entities that not employ enough number of people who
would be able to deal with recruiting people to complete projects. Other problems which indicated by the respondents
included: reducing the value of individual items in the budget, which hindered the implementation of the project, the
lack of communication between institutions, clearing applications for central and regional level and the delay in the
payment of tranches of EU funds (see Figure No. 1).
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Figure No. 1. Difficulties in settlements grant funding applications.
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Source: own research.

5. Possible directions of improvement projects from the ESF
The study also obtained data on the postulated trend of projects from the ESF. 44% of respondents believed that it
is necessary to simplify the forms for drafting applications for grants funding. Although were shortened compared
with the prospect of 2004-2006, many people think they are still too complicated and hindering the decision to
administer. 40% of respondents were of the opinion that it is necessary to train officials in clearing projects of
cooperation with the customer. In addition, 34% indicated that it is necessary to increase the availability of
information on the possibility of applying for EU funds. 32% of respondents felt that it is necessary to shorten the
waiting time for the results of the competition. In practice, since the submission of the application for grant funding to
the signing of the agreement marks at least 6 months. Less than 1/4 of the beneficiaries were of the opinion that it
should periodically conduct training on the use of EU funds, and 1/5 that should improve the flow of tranches of funds
to the final beneficiaries.
The results of fragmented researches carried out by the author on a group of 50 SMEs in Poland allow us to draw
following conclusions:
1. Most difficulties when applying for EU funds are caused by too complicated forms, too time-consuming process
and high fees consulting firms to assist in the preparation of the grant funding applications.
2. If difficulties arose during the project, they were associated with excessive meticulousness officials, recruitment
and selection of the target group and delays in payments.
3. The demands for improvement projects from the ESF included: simplifying EU forms increase the availability of
information on the possibility of applying for EU funds, shortening the waiting time for the results of competitions and
improving the flow of tranches for beneficiaries.

6. Conclusions
For many companies, ESF funds are not only an important source of action, but also the maintenance and
protection of existing infrastructure and resources. The main critical conclusions which come from past experience the
ESF actions are as follow:
1. There is still too far complicated system of applying for EU projects.
2. In many regions of the Poland several weeks and even many months’ delays occur in the review of applications
for payment and payments of the next tranche, which threatens completing many projects.
3. There is still a widespread lack of confidence in the Inter, which is particularly evident during the inspection and
of the conclusions of audit.
4. Personnel institution clearing/completing projects from the ESF has tendency of technocracy, formal planned
results of the projects are far more important than the results of completing the projects.
5. There is a chaos of information which in favor beneficiaries being well informed about the terms and conditions
of accession to the programs or projects (Grewiński, 2009, p. 22-23).
Eliminating these problems in the near future will lead to accelerating the activity of enterprises in the
implementation of ESF projects and contributing to a more effective and efficient spending of EU grants funding from
the European Social Funds.
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Summary: In addition to objective economic factors affecting the economic development of the new European
Union countries, the economic awareness also strongly influences this process. This applies particularly to the young
generation, who will constitute the future of their nations. The paper aims to present one of these elements - attitudes
towards saving and consumption. The analysis will be carried out on the basis of empirical research conducted within
the framework of the Visegrad Grant: "The economic awareness of the young generation of Visegrad countries". The
research group covered students of four Visegrad Group countries. The paper will present the awareness of the young
generation of Poles (students) towards the discussed issue, in comparison with students of other Visegrad Group
countries. Similarities and differences in the attitude towards saving and consumption will be presented. The
Conclusion will outline models of attitudes of young people towards this.
Keywords: social attitudes, saving, consumption, young generation

1. Introduction
The issue of social attitudes is very often made by sociologists. Rarely, however, are the attitudes towards the
elements of economic awareness - saving and consumption – under consideration. These are economic categories,
which decisively affect the functioning of the economy. Both categories play a major role in the life of every human
being functioning on the market economy, but play a special role in the life of the young generation. Therefore my
concerns will be the young generation of the countries of the Visegrad Group. This category of young people from the
Visegrad countries have no experience in managing during the period of real socialism, their life experience is just the
realities of the market economy. This is the first generation for which the law of capitalism with all the opportunities
and threats that the regime poses it has now become a reality. The article aims to answer the question, what is the
attitude to money, especially saving and consumption, of the young generation. The differences between the younger
generations in different countries will be provided. In conclusion the types of attitudes of the younger generation in
relation to savings and consumption will be presented.

2. Social attitudes towards saving and consumption - theoretical analysis
One of the major terms used in this article is the concept of social attitudes. The concept of attitude emerged in
sociology in the work of Znaniecki (Znaniecki, Thomas 1976). This concept was discussed in American sociology
(Rokeach, 1968). In Polish sociology the task was undertook by Stanislaw Ossowski, Stefan Nowak and Zbigniew
Bokszański (Ossowski 1968: 104; Nowak 1973 Bokszański 1990: 129). For the purposes of this study the definition of
‘attitude’ by Nowak was adopted, which states: attitude is a permanent disposition for assessing and behave towards a
subject (Nowak 1973: 23). In practice, the adoption of such a definition means that we think about the permanent
disposition of an individual for a specific action. Attitude includes certain components: cognitive, emotional and
evaluating (i.e. affective) and behavioral (also called functional) (Smith 1973: 26).
The subject of attitude may thus be saving and consumption. Both are related to attitudes towards money and
include three main elements: 1. emotional element: money is interpreted by people as something that is good or bad, 2.
cognitive element: people perceive the relationship of money with their success, enjoyment of the respect and
freedom, 3. behavioral element; people pay attention to the need to manage payments (Tang / Gilbert 1995).
Especially the latter attitude is important, because it is associated with saving. Saving is treated as a complex behavior,
and not as a single act. They can be explained by economic variables, because this phenomenon consists of both the
perception of future needs, as well as protection for the future (Warneryd 2004).
Consumption is a process consisting of actions and human behavior leading to direct and indirect meeting of needs.
Therefore, consumption can be perceived as the consumer behavior of individuals and groups, involving the
awareness and assessment of their own needs, recognizing the weight and the decisions of their satisfaction, handling
of acquired resources and their consumption, etc. Consumption is influenced by the value system acquired during
primary and secondary socialization (Swadźba 2011). The high position of material values in the hierarchy indicates
the dominance of consumption in the lifestyle characteristic of Western culture (Bauman 2006). The new consumer
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morality is based on hedonistic and individualistic values (Bylok 2013). Attitudes towards saving and consumption are
therefore complementary attitudes. In order to consume in the future, there is a need to save.

3. Attitudes towards saving
The empirical analysis is based on research carried out in April - May 2015 under the Visegrad Standard Grant
within the frame of ‘The economic awareness of the young generation of Visegrad countries’ using an auditorium
questionnaire. The study was conducted in four V4 countries – Poland in Katowice (University of Economics,
University of Silesia, Silesian University of Technology), Slovakia in Nitra (University of Konstantin the Philosopher
and Slovenska poľnohospodárske Univezita), in the Czech Republic in Olomouc (University of Palckeho), and in
Hungary in Godollo (Szent Istvan University). In each of the countries around 400 surveys were conducted. In Poland,
the survey was carried out among students of three universities in Katowice. The following analysis includes only two
elements of economic awareness - attitudes towards saving and consumption.
Sociological studies show that opinions on savings are to the greatest extent determined by the life situation of the
respondents (Feliksiak 2014). Caution in spending money and saving characterize people who carefully plan their
financial future and control their financial situation (Badora 2012). Therefore our respondents were asked the question
about their willingness to spend and save money. Five statements were presented, each as a separate question. The
results of Polish students and students of other V4 countries are shown in the following table:
Table 1. What is your position on the issue of spending / saving money? (%)
Definitely
Rather
Rather
Definitely
Answers
yes
yes
not
not

Hard to
say

A. Saving money does not make sense, it is better to spend on current needs
1.

Polish students
(N = 400)

0,0

3,0

35,8

58,0

3,3

2.

Czech students
(N = 349)

1,1

5,2

35,8

55,3

1,1

3.

Slovak students
(N = 387)

2,8

11,6

43,4

40,6

1,0

4.

Hungarian students
(N = 368)

4,3

11,4

39,1

42,7

2,4

B. I' would rather save than spend on my whims
1.

Polish students

22,5

41,8

24,5

4,3

7,0

2.

Czech students

8,0

48,7

30,9

4,9

6,0

3.

Slovak students

25,6

47,3

20,9

3,6

0,3

4.

Hungarian students

22,6

52,7

17,1

4,3

3,3

C. I often take a loan to buy something expensive, or I buy on installment
1.

Polish students

0,0

2,3

9,3

86,0

2,5

2.

Czech students

0,0

1,7

20,9

74,5

1,4

3.

Slovak students

0,5

1,6

8,8

85,5

3,1

4.

Hungarian students

3,3

3,8

17,4

72,8

2,7

D. If I want to have something, I buy and I do not think about whether I can afford it at that moment
1.

Polish students

2,0

7,8

29,3

58,0

3,0

2.

Czech students

0,3

6,9

46,4

41,1

0,9
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3.

Slovak students

4,1

12,1

33,3

49,1

1,0

4.

Hungarian students

6,3

18,5

41,8

31,0

2,4

E. Usually I buy only what I had planned in advance
1.

Polish students

15,8

58,5

18,8

3,3

3,8

2.

Czech students

6,0

56,4

27,5

4,0

3,7

3.

Slovak students

17,8

57,1

19,1

3,6

2,1

4.

Hungarian students

17,7

45,7

25,3

7,9

3,5

Source: Own research and calculations.
Analyzing the individual questions, it turns out that Polish students are restrained in spending money. The vast
majority of them, at almost 94% disagree with statement A, that saving money does not make sense. Only a few
percent have an opposite view. Polish students are most likely to strongly support this position, compared to the other
three V4 countries. Hungarians and Slovaks are less likely to support this statement. About 15% of them believe that
saving money does not make sense.
Considering the above, are Polish students always so consistent in their choices? This is checked through the stand
expressed in statement B, where the respondent had to respond whether they will save rather than spend on their
whims. The vast majority of Polish students agree with this statement. A total of "definitely yes" and "rather yes" is
almost 65% of respondents. However, almost 30% of Polish students do not agree with this statement. A similar case
occurs in the responses of students of other nationalities, the largest under the Czechs (over 35% of responses), and the
lowest under Hungarians (over 20% of responses). Such a phenomenon can be explained by the fact that, in theory, the
students are in favor of saving, but when it comes to denying themselves small pleasures and saving at their own
expense, it is no longer so obvious for some of them. Perhaps it stems from the fact that students do not usually have
large amounts of money and they therefore have nothing to save, they are however in favor of saving (Wądołowska
2011, Falęcka 2013). Which structural features do young Poles have who prefer money to spend on their whims rather
than to save? More often such a position is held by women (32.7%) than men (22.6%). More often, this attitude is
taken by students from large cities (10.3% of answers "definitely yes") than students from small communities (1.1% of
respondents live a village of under 20 thousand inhabitants). There is a lack of diversity when it comes to assessing the
conditions of the household. More often, however this attitude towards saving / spending money is provided by
students whose fathers and mothers are of primary education rather than of secondary or higher education. More than
half of the students with parents with primary education showed such an attitude. Could students from underprivileged
families represent a different lifestyle than the others, who spend on their whims, and not think about future saving. Or
do they have nothing to save?
On further examination of the claims, it is shown that few students take out loans to buy something more expensive.
Only a small percentage of Polish, Czech and Slovak students and slightly more than 7% of Hungarian students do
this. It follows probably from the low access to loans for those students without regular income.
The next statement applies to the attitude towards impulsivity purchases. The vast majority of students in all the
countries analyzed rejects the idea and does their purchases rationally. This is especially true for Polish and Czech
students. Slovak students (over 16%), and especially Hungarian students (nearly 25%) have to a greater extent such
attitudes towards purchasing. Hungarian students seem most mindless in their attitudes towards spending money. So
who are the Polish students, who are in favor of impulsive purchases? There is no difference in terms of gender. Such
purchases are admitted by students from families with lower status (Primary education of mother and father - 35%).
On the other hand, there is also an overrepresentation of students from families with a higher material status (21%).
The latter students can afford it, but students from families with a lower status are rather not very wealth.
Statement E contradicts the previous one. It concerns planning purchases. Most of the students, including Poles
usually buy what they plan. This less likely applies to Hungarian and Czech students. Hungarian students (30.3%) and
Czech (31.5%) are more likely to admit that they do not plan their purchases that Polish students (22.1%) and Slovaks
(22.7%). More Hungarian students showed such social attitude (7.9% answers yes). Among Polish students such an
attitude is more often represented by those who are doing very well (34.6%) than those whose families who live
frugally (24.5%), more women (24.1%) than men (19.4%).
Summarizing the results of this question it can be stated that most of the surveyed students treat savings as a value
and show a positive attitude. Polish students are frugal in spending money. Saving is for them a positive value,
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although not always in practice. Although there is no major significant difference compared to students of the other
V4 countries, they are characterized by a positive attitude in relation to saving money.

4. Attitudes towards consumption
For economists, consumption is a step in the process of management and involves the absorption or the
consumption of goods and services to meet the various needs. For sociologists, consumption is understood as an
important social process (Swadźba 2011). Consumer behavior includes everything that precedes the acquisition of
consumer goods and services; it occurs during this process and follows it. The central place in consumer behavior is
undoubtedly occupied by the processes related to the acquisition of goods and services. Before making a purchase
people usually collect some information about the goods. Usually, however, professional sources of information are
less preferred than less professional sources (Falkowski, Tyszka, 2001). For less important goods, gathering
information does not always pay off; this is done only in case of purchase of more expensive goods. Young people,
students, are also subject to this type of processes. They are active consumers in the market of goods and services, and
saving money leads to other acquisitions of goods. Therefore, to find out about their consumer attitudes a number of
statements were presented. Respondents could choose one claim. Below are the results of the survey:
Table 2. Which of the following statements best describes the way you shop? Select one option (%)
Nationality
Answers

Polish
students

Czech
students

Slovak
students

Hungarian
students

N = 400

N = 349

N = 387

N = 368

1. I buy only what I need, trying to
save money

25,0

20,7

23,4

28,3

2. Before I buy anything, I check if I
can afford it

16,1

33,7

21,3

26,9

3. I usually buy products that I've
known for a long time

19,7

18,5

18,7

17,2

4. I usually check prices in different
stores and try to buy as cheaply as
possible

16,7

17,1

10,7

9,4

5. While shopping I usually put
everything I need into the cart

7,4

5,3

10,2

5,3

6. I do not usually have time to
compare prices at different stores and buy
something right away

6,2

2,8

4,2

3,6

7. I buy the best, regardless of price

2,0

1,1

1,8

1,9

8. Shopping is a chore for me, I do it
only when I have to

6,4

2,7

8,9

6,6

0,5

1,1

0,8

0,8

9. Other possibilities
Source: Own research and calculations.

These statements were divided into 3 groups: the first four (1,2,3,4) are indicative of prudent attitudes of
consumers, the next three (5,6,7) for profligate consumers and the last statement (8) is indicative of consumers who do
not pay attention to purchases. The students are divided in their opinions. Their opinions are similar to each other.
Statement 1 is most often chosen, indicating that they buy what is necessary, trying to save money. This attitude is
indicated at the top position among Polish, Slovak and Hungarian students. More than 1/3 of Czech students choose
the alternative 2: saying that "Before I buy anything, I check if I can afford it." For Slovak and Hungarian students
such a claim is on the second place. In third place is the claim "I usually buy products that I've known for a long time,"
and then statement, "I usually check prices in different stores and try to buy as cheaply as possible." About 75 to 78%
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of students choose a considerate manner of consumption, counting their money. Only about 9.2 to 16.2% of students
choose statements 5 to 7. It is a group of students who do not count their money. Most of them are Slovaks and the
least are Czechs. For a small percentage of students shopping is a chore, and they do not do this willingly.
Polish students stand out among other V4 students. Statement 1 is chosen most often (approx. ¼ of the students),
but the choice of the remaining 3 options (2,3,4) from the first group are distributed a bit differently than students from
other countries. Statement 3 is the second most chosen among Polish students ‘I usually buy products that I've known
for a long time’ statements 2 and 4 which show a very sensible way of buying (checking prices, the cheapest to buy,
controlling the possibility of purchasing the product). This would indicate a commitment to specific products and
buying things that is familiar, on the other hand, continuous control to buy as cheaply as possible. In total, therefore,
almost 80% of Polish students make everyday purchases very carefully. The next 15% of respondents are people who
do not pay attention to the prices and often buy what is the best. The remaining 7% of respondents are those for whom
shopping is a chore. Do these consumer groups differ in some structural features?
Option 1 that is cost-effective purchasing and managing money is chosen more often by women than by men (F 25.7%. M - 24.0%), more people whose father has vocational education rather than higher (VE - 22.1%, HE 23, 5%),
more often by students whose household lives frugally than students where households doing well (We live frugally 30.1%, we are doing well - 19.1%). Due to the fact that, usually, along with education there is a rising income, a
higher percentage of students managing their money frugally and having a father with vocational education is
understandable. On the other hand, the choice of statement 5, or " While shopping I usually put everything I need into
the cart" is mainly indicated by students who are materially well off (We are doing well ... - 7.7%), and have parents
with higher education (HE - 8.1 % VE - 1.0%). The material situation of the family is a factor of the greatest
determinant of consumer attitudes of the young generation of Poles.

5. Conclusions
The analysis of studies that were conducted in a diverse national environment allows one to make a number of
generalizations and conclusions. They concern mainly the young generation of Poles, which is presented against the
background of their peers. Generalizations allow one to identify several types of attitudes towards saving and
consumption. The featured types of attitudes are as follows:
1. Thoughtful - positive attitudes towards saving and prudent attitude towards consumption. It describes young
people who frequently come from families that have to live frugally. They have parents with different education
levels, but mostly with secondary and vocational education. Such students show a positive attitude towards saving.
Not only do they appreciate it as a positive value, but also their actions show that they are prudent and frugal
consumers.
2. Sparingly - ambivalent attitudes towards saving and restrained attitude towards consumption. This includes
young people who support the idea of saving and are positive about it. Sometimes they do not apply the savings in
practice, because they prefer to spend money on their whims. They behave soberly in everyday attitudes towards
shopping, checking prices and trying to do it sparingly. These students come from families with an average level of
material wealth and have parents with different levels of education.
3. Reasonable - positive attitudes towards saving and ambivalent attitudes towards consumption. These are young
people who support the idea of saving. They declare that they only make purchases after planning them. They can
afford not to count the financial constraints of everyday purchases. Often these are good purchases of goods,
regardless of price. They show a reasonable approach to money, saving and consumption. These are mostly students
from families who are doing well, and parents who have a higher education.
4. Impulsive - negative attitudes toward saving and positive towards consumption. These are young people who
declare a negative attitude towards saving. In practice, they also do not try to save and they often spend money on
their whims. Shopping is done impulsively, without planning, but due to limited funds they have to buy the cheapest.
This is due to the fact that they often come from families that live very frugally in difficult material conditions.
Economic development is conditioned not only by legal-, political-, technological issues and financial resources,
but also the attitudes of individuals and social groups. Attitudes towards saving and consumption are also a decisive
factor. The conducted analyses indicate that the young generation of V4 countries shows a rational approach to
savings and consumption. Only a small part of them are supporters of over-consumption and spending money. Young
Poles against their peers from the V4 countries have a reasonable attitude to money and are thoughtful consumers.
This does not follow the thesis that the young generation is excessive consumers living beyond their means. This is
due to lack of funds for doing so, but also of socialization in families who have a positive attitude towards saving.
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Summary: Because of constant and fast changes in global competitive environment, cost management has become
an important survival condition for many organizations. Because it is not adequate simply cost reduction; instead costs
must be managed strategically. When considering the development of cost management and formulating the strategy
for the achievement of organizational overall objectives, different cost driver should be clearly determined. This
implies that organization should build appropriate framework of strategic cost management to reduce its costs in key
areas on which the success of organization is intensely dependent. Factors that affects successful strategic cost
management lies in all business activities and operations throughout the value chain. Traditional cost systems, mainly
focus on measuring and controlling products- services cost, but, these are not sufficient to deal with contemporary
competitive environment. As a result of these circumstances, companies shifted to strategic cost management as a
powerful tool to attain competitive advantage and to maximize profits in short run and in long run as well. In this
perspective, the importance of strategic cost management and cost reduction should not be underestimated.
The objective of this research is to determine whether strategic cost management techniques can be applied
effectively while considering the behavioral dimension of management accounting that could be useful to companies'
stakeholder in short run and in long run as well.
Keywords: Strategic Management Accounting, Global Competition, Modern Strategic Management Techniques,
Cost Management, Behavioral Management Accounting

1. Introduction
Managing costs, using resources effectively is an unavoidable necessity in today's competitive
environment(Asdemir,Atkinson&Tripathy,2012:1). In recent decades, many approaches have been developed to
measure the costs and the ability to manage more effectively. However, the adoption by businesses and successful
implementation of these approaches is quite slow. The reasons should be sought in the behavioral basis.
Both the adaptation of cost management techniques and successful implementation of these techniques to achieve a
successful outcome are affected by so many factors such as motivation, ethical attitudes and education level of
individual who apply these methods.
Management accounting is built on a behavioral basis. It is a clear aim in management accounting to influence the
behavior of individuals in the desired direction(Belkaoui,2002)
However, despite the fact that significant progress has been achieved in terms of academic progress, behavioral
dimensions of management accounting or cost management is not adequate (Dunk,2001:25).
Obviously, to achieve the company's strategic objectives in the short and long term, organizations should be able to
benefit from these techniques at maximum level.
For this purpose, how to improve the behavioral dimension are discussed as a success factor in terms of cost
management and management accounting to achieve organization’s objectives..
2.The Multidimensional Scope of Accounting
Accounting is a system that produces financial information used in the decision making process related to the
business. Accounting is not a static thing, it produces information managers needed over time. It is a dynamic system
that renews itself as parallel to the development of the enterprise and business environment (Damayanti,2014:320).
Accounting is classifies into several areas of expertise. Usually this clasification is made as financial accounting,
management accounting and cost accounting.
3.Management Accounting and Cost Management
Management accounting is a process of preparing management reports and accounts that provide accurate and
timely financial
and
statistical
information
required
by
managers
and
it
refers
to
techniques(http://www.businessdictionary.com; Belkaoui,2002). Traditional management accounting practices are
generally financially oriented and focus internally. In contrast with this, contemporary management accounting
techniques focuses on both financial and non-financial information and aims to improve strategic position of an
organization. Therefore it takes an explicit focus on strategy. For example, we can see this approach in the design of
activity-based costing, contemporary performance measurement systems and benchmarking techniques(Chenhall and
Smith,1998). The Association of Accountants and Financial Professionals in Business (IMA) states that the
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formulation and implementation of strategy for an organization is an essential component of management
accounting.
1.1.1. Cost management is a term that has been popularized by CAM-I ( Consortium of Advanced Management
International CAM-I). Cost management is more comprehensive than the cost accounting. It emphasizes managing
costs rather than reporting them and highlights the cost reduction (Martin, accessed, 03.04.2016). Cost management
encloses cost accounting and management accounting both and a broad issue that cuts across all areas of the
organization (Hansen,Mowen&Guan,2006, Ellram,2002:2).
4.Strategic Cost Management
Strategic cost management is implementation of fundamental cost management techniques to enhance the
company's strategic position and reduce the costs at the same time(Cooper, Slagmulder,1998:14). Companies that
operating under the influence of the modern business environment, to achieve their goal, is now starting from the
design stage of products up to the after-sales services in the whole life cycle to perform continuous cost reductions
activities without sacrificing the quality. That is an obligation for being successful in the competitive environment.
(Kartal, Bozok,2011:2). Reducing cost while focusing on strengthening its strategic position in the long term is made
possible by the strategic cost management.
Cokins(2014) highlights that companies are slow in the adoption of modern cost management techniques and there
are social, cultural and behavioral obstacles that associated with it. For example employee resistance to change, not
want to be measured, avoid to be held responsible, fear about knowing the fact and reluctance to share information
and data can be considered as obstacles. This study is primarily focusing how can we improve the behavioral
dimension from in these factors.
5.Behavioral Management Accounting and Cost Management
Business trying to improve its strategic position in the long term while reducing cost simultaneously, but ignoring
behavioral dimension, this might cause fail to achieve goals.
Behavioral aspects of cost management has not been studied so much but there seems to be studied in terms of
management accounting in the academic literature. Behavioral issues discussed in management accounting can be
adapted to cost management. Therefore it will be discussed primarily in terms of management accounting and linked
to cost management.
In the last decades in the field of management accounting; there have been dramatic improvements in areas such as
flexible budgeting, advanced costing techniques and reporting (Nwonyuku,2015:2). To succeed under pressure of
global competition, advanced management techniques that might be termed critical success factors such as just in
time, production, stock management, target costing, kaizen costing, value chain management, total quality
management and etc., must be used as an integrated approach in cost management (Kartal, Bozok,2011:11).
However, it seems to be missing the behavioral dimension in this practices (Nwonyuku,2015:2).
Most researchers agree on the three functions of management accounting (Cheffi and Beldi,2012: 114);
- Providing information on past results and performance,
- Facilitate decision-making,
- Direct the behavior of other employees of the expected directions.
To fulfill the third function, in terms of giving direction to human behavior, particularly following points are
important (Nwonyuku:2015, Atkinson,Kaplan&Young,:2012):
- How does it affect the behavior of individual management accounting practices?
- Devolution of decision making to managers (empowerment).
- Development and use of accurate performance measures.
- Effect of incentives for increasing motivation on performance.
It is necessary to add the leadership function of management to this four elements. Because the change can not be
achieved without the management's leadership. These five aspects of management accounting can be said to shape the
behavioral dimension. Likewise, they can be associated with cost management.
5.1. Influencing the Behaviors of the Individual
Management accounting is a powerful tool of influencing behaviors(Martin,accessed, 03.04.2016). Management
information produced by the accounting gives direction to the individual's behavior (Chapman,
Howood&Shields,2008). Essentially this is a clear objective of management accounting(Beugdanau,2002). Behaviors
of individuals also affects the information generated by the management accounting (Dunk,2001:25).
The information generated by the management accounting such as capital budgeting , transfer pricing, performance
evaluation, strategic planning, is capable of being an interface between users and producers. It is not only the transfer
of information, but also it reveals an emotional relationship between sharers. In other words, in addition to that feature
of the information produced as a news there are also behavioral dimension (Hirsh,2006).
It is indicated that majority of behavioral studies carried out are about the use of cost information on decision
making focusing on behavioral effects of using the activity-based costing information( Epstein, 2011) This is
because of Activity Based Costing might be high potential to influence behavior, due to the focus on the activities in
the system.
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It must be emphasized here that in particular, to get fruitful results from this interaction, we need to improve the
ethical behaviors of individuals. When behavioral dimension is mentioned, it is clear that importance of ethical
behavior is increasing.
An important problem of management accounting, attitudes to cognitive makeup of individuals in the organization,
affects the internal reporting system and the performance(Jacobs,2005). Thus, the initial production of information
must be correct and you get the right guidance.
Board taking into account the nature of the information produced by the management accounting, it is important to
ensure the safety and privacy of this information. Management accountants, except for compulsory transmission of
information by law, transfer of confidential information to outside the company is forbidden(Taicu,2007: 94). This
can be embedded in the company's ethical codes and placed among employees with including in the design of
management accounting’s ethics codes (Atkinson et al.:2012).
5.2. Increasing Motivation
Motivation, an important factor for directing employees to success the strategic objectives and it aims to influence
behavior toward goals (Raghunandan,Ramgulam&Mohammed, 2012:112). The three key dimension of motivation is
as follows (Atkinson et al.2012);
1- Orientation; An employee must focus attention on what areas.
2- Intensity; The level of effort expended by employees
3- Persistence : The amount of time it will be a dismissal of workers.
For applying management accounting and cost management techniques successfully, under the leadership of top
management's, must be focused on motivation of employee. This makes it necessary for management accountant to
have knowledge in fields such as sociology and psychology.
5.3. Devolution of Decision Making
The delegation of authority for collaborative decision-making , provide for employees to understand the
information that they produce and use. This provides higher morale and job satisfaction for employees. Delegation of
authority to employees at all levels of management should be designed effectively and it should form the basis of each
unit or department performance evaluation. Therefore, it is necessary to implement a successful training of the
employees. Because training is help to understand the information that produced by management
accounting(Nwonyuku,2015:36).
5.4. Selection and Use of Accurate Performance Measures
Performance measurement is a central theme in accounting. For accounting purposes, it can be considered for
different purposes according to the scope (Kihn,2005: 144). The purpose of the performance management system,
directing the people within the organization for being successful for desired results that desired by the organization. A
performance management system should encourage, performance oriented behaviors.
Factors affecting this behaviors; (Waal,2006,62),
- Structural factors: It affects the content and the structure of the performance management system
- Behavioral factors: It affects the actual use of the performance management system by individuals.
- Cultural Factors: Orientations of the behavior styles emerge as organizational and national.
It is to be sought in these three factors that why members of organizations don’t show performance oriented
behaviors . An organization should work on these factors to determine what areas in the company need to be
developed (Waal,2005:62). For the success of the performance measurement system, reward system must be
associated with a performance measurement system (Nwonyuku, 2015:23). Martin (2016) highlights that,
management accounting is a powerful method of influencing behavior, because management accounting generates
much of the information for evaluating the performance. While evaluating performance, focused segment (company,
departments, plants, divisions, product lines, managers, and workers) also is very important for strong influence on
behavior. Therefore, it is important to understand the overall system and the interactive nature of the company’s
performance measurements for developers and users of performance measurement systems (Martin, accessed,
03.04.2016).
5.5.Executive Team Leadership
For businesses today, for the adoption of new cost management techniques, to guide organizational transformation,
for successful implementation and achieving the vision, they need to have executive team leadership(Cokin,2014: 47).
To develop the behavioral dimension, companies need to change-effective management accountants and other
“champions” to show for teammates meaningfulness of progressive implementation of cost methods, not a very
intensive management. Overcoming the barriers (social, behavioral and cultural), there are rewards and job
satisfaction will be provided to obtain an individual sense (Cokin,2014:47).
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6. Conclusions
For effectively fulfilling the function that expected from management accounting in the company, it is necessary
to give attention to the behavioral dimension. Because, as the management accounting function, basically depend on
behavioral dimension. By its nature is affected by human behaviors and affects human behaviors. Business, to reveal
synergy effect, should be given attention to the behavioral aspects of management accounting.
There are obstacles in the acquisition of the new progressive approach and the adoption by business professionals
and employees. In terms of behavioral change-management, there is a need to develop skills and capabilities. Cokin
stated that, management accountants who is trying to be effective in this regard, they are learning the theory of
motivation. In short, in terms of organizational change-management, management accountants should
learn
sociology and psychology to improve themselves(Cokin, 2014:47).
If businesses managements want to implement effective cost management and management accounting in a global
competitive environment, they should develop their behavioral dimensions of cost management and management
accounting.
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Summary: This study discusses the performance of public tasks in the area of health care by local governments,
country powiats (powiats are principal units of territorial division in Poland of the second level) and towns with
powiat status from the standpoint of the drawbacks of the health care system structure. The study presents the
problems of management of hospitals which operate as independent health care institutions and enterprises after their
commercialization and privatization. The effect of transformation of hospitals into limited companies on the range of
health services and financial results was also evaluated in the context of the results of the most recent audits in
hospitals and local governments.
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1. Introduction
The most important social tasks of local governments in gminas, powiats (gminas and powiats are principal units of
territorial division in Poland of the first and second level) and voivodeships in Poland include health care and health
promotion. These governments have become governing authorities for independent health care institutions and took
over these tasks from units of government administration after the reform from 1998. The tasks of out-patient health
care entities as the most basic health care units by local governments can be considered as achieved efficiently. Outpatient health care has been restructured to the highest extent through commercialization and privatization. A serious
problem is in-patient health care (hospitals). However, health safety of inhabitants largely depends on the decision
made outside the local governments, concerning legal and financial solutions.
Management of public services in local governments should be based on thoroughly prepared strategies and plans
with regard for the objectives and analytical studies (both internal and external), evaluation of the effectiveness of
activities through confrontation of the aims planned with the aims achieved and quality expected with the quality
achieved and on the analysis of unit costs of services (Wrona 2015, p. 223).
Therefore, for this reason and facing financial difficulties of hospitals, many local governments started activities
using previous legal regulations. Negative financial result in the independent health care institution (SPZOZ) caused
the threat to the continuity of their function. The debt exceeded the real capabilities of handling it by the founding
bodies (Kachniarz 2008).

2. Description of transformations
The concept of commercialization was defined in the regulations of the act on commercialization and privatization
(Polish Sejm 1996). The concept of hospital commercialization should be understood to mean a process that consists
in transformation of hospitals into commercial law companies while maintaining the previous ownership structure
(Polish Sejm 2011) (Horosz, Grzesiok-Horosz & Skowron 2012).
Regulations of the act on health care institutions (Polish Sejm 1991) did not allow the founding bodies to directly
transform SPZOZs into commercial low companies. Local government in the city of Częstochowa faced similar
challenges. The reasons for the decisions on commercialization of MSZ were e.g. high level of liabilities and high
likelihood of their accumulation, uncompensated financial loss from previous years and high level of fixed costs with
regards to hospital revenues.
The analysis of the organizational and economic status of the SPZOZ - Municipal Complex Hospital (MSZ) with
the operating strategy was developed (Adamus, Mróz & Gilewicz 2007).
The Czestochowa City Council moved the resolution concerning the establishment of the Częstochowa Health
Centre (Częstochowskie Centrum Zdrowia sp. z o.o., CCZ) as a company with its activities focused on providing
health services by the non-public health care institution (NZOZ) (City Council of Częstochowa 2007).
The difficulty in this process consisted in the fact that the following autonomous processes had to occur at the same
time: completion of activity of previous institution/starting of services by the new one; end of the period of notice for
SPZOZ employees should start with the beginning of new employment contracts in the new NZOZ; expiry of contract
for SPZOZ/start of contract for NZOZ. Schedule for restructuring activities is presented in Table 1.
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Table 1: Schedule for activities connected with establishment of the company and liquidation of the Municipal
Complex Hospital

Task

Action

Responsibility

Preparation of the City Council resolution on
establishment of the company
Preparation of the articles of association
Establishment of the Supervisory Board and its
president
Appointment of the members of the Board,
including the President and Vice-Presidents
Setting the bank Account (condition: the
founding act and the Board appointed)
Transfer of contribution of the city to the
banking account
Establishment of the
limited
liability
company

Concluding the contract of lending the rooms in
MSZ for use by CCZ

Annex for the founding act

Municipal
Complex
Hospital, Department of Health
and Social Affairs, Department
of Property and
Owner
Supervision
General Meeting
Supervisory Board
Board of Directors
Board
of
Directors,
Department of Health and
Social Affairs
Department of Property and
Owner Supervision, Municipal
Complex Hospital, Board of
Directors
General
Meeting,
Department of Property and
Owner Supervision

Application of the entry to the National Court
Register
Application of the REGON number in the
Statistical Office

Board
of
Directors,
Department of Property and
Owner Supervision

Application of the NIP number to the Tax Office
Application of the entry in the Social Insurance
Institution
Determination of the debt structure

Board of Directors

Budgeting of departments
Staff restructuring
Preparation of the
Municipal
Complex
Hospital
for
liquidation

Cooperation with trade unions
Staff analysis based on current employment rate
in MSZ
Development of the Company's strategy
Analysis of staff demand for NZOZ
Determination of the criteria for selection of
staffs for NZOZ and transfer to trade unions
Determination of the organizational structure

Establishment of the
Non-Public
Health
Care Institution

Municipal Complex Hospital

Resolution of the General Assembly on the
establishment of the NZOZ by the Company,
statute of the NZOZ, appointment of the manager
of NZOZ
Registration of the NZOZ in the Voivode
Register
Preparation of internal organizational documents
in NZOZ, organizational regulations, work
regulations, remuneration and reward regulations
Contract with the National Health Fund
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Board
of
Directors,
Municipal Complex Hospital
Board of Directors, Trade
Unions
Board of Directors
General
Meeting,
Department of Property and
Owner Supervision

Board of Directors

Board of Director, Manager

of NZOZ

Liquidation of the
Municipal
Hospital
(transfer of tasks to be
achieved
by
the
Częstochowa Health
Centre Sp. z o. o.)

Transfer of the draft of the City Hall resolution
concerning liquidation of MSZ to be verified
(opinion by the Board of Trustees of MSZ, opinion
by trade unions, Voivode and gminas/powiats
Presentation of the draft resolution of liquidation
of the MSZ to the session of the City Council
(resolution published in the Journal of Laws)
Dissolving the contract with the SPZOZ's
manager
Appointing the liquidator of MSZ
Preparation of publication on
recruitment of employees for NZOZ

the

Department of Health and
Social
Affairs,
Municipal
Complex Hospital

Department of Health and
Social Affairs

public
Board of Directors

Evaluation of the offers, job interviews
Employee affairs

Preparation of the
principles
for
managing the SPZOZ's
property

Preparation of the list of competencies of people
who will not be employed in NZOZ

Manager of the Municipal
Complex Hospital

Definition of the forms of support for redundant
people
Preparation of the City Council resolution
concerning the principles of selling, or leasing fixed
assets of the SPZOZ for which the founding body is
the City Council in Częstochowa

Powiat
Office

Unemployment

Department of Health and
Social Affairs, Department of
Property
and
Owner
Supervision

Renouncement of property by liquidator
Making contribution
to the Company

Presentation of the draft resolution of evaluation
of total value of contributions in a non-financial
form (contribution in kind) and financial form
(share capital) in the City Council session

Department of Health and
Social Affairs, Department of
Budget
and
Analyses,
Department of Property and
Owner Supervision

Source: author's own elaboration based on the unpublished materials from the Częstochowa City Hall The table
contains the names of the departments of the Czestochowa City Hall.
Due to the changes in the city's authorities and the related political decisions, despite the far-reaching initiatives in
terms of commercialization, MSZ has not been transformed to date and the annual loss is covered by the Częstochowa
City Hall.
In 2002-2014 (until 30 April), 174 hospitals were commercialized in Poland, including 125 based on the act of 30
August 1991 on health care institutions and 49 based on the act of 15 April 2011 o health care activities (Fig. 1). In 38
SPZOZ's transformed into limited companies, the local government entities sold the shares or stocks (Supreme Audit
Office 2015).
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Fig. 1 Number of public hospitals that changed their organizational and legal form from SPZOZ's into limited
companies in 2002-2014 (to 30 April)

Number of entities
35
30
25
20
15
Number of entities

10
5
0

Source: The data from the Ministry of Health as of 30th April 2014 based on information of the audit by the
Supreme Audit Office (Supreme Audit Office 2015).

3. Conclusion
Facing serious problems with financing of in-patient health care, many local governments decided to transform
hospitals in commercial law companies. In many cases, commercialization improved the financial standing, but there
were also cases that were opposite to this tendency. Positive financial result of hospitals is not connected with its
organizational form, which was reflected by the audit results. The level of contracts from the National Health Fund
(NFZ) is decisive.
The audit for the years 2011-2014 revealed that establishment of companies to replace SPZOZ did not limit the
number and scope of health services. However, no significant changes were observed in the method of management of
these entities and the hospitals transformed did not take sufficient actions in order to improve performance. The
change in legal form of the health service entities may yield benefits if the companies implement tools to facilitate
management through recognition of local needs and assessment of the market of medical services and further
rebuilding of the health care system (Supreme Audit Office 2015).
Commercialized hospitals transformed into companies may actually generate the risk of the negative financial
results. However, contrary to SPZOZ, companies have the liquidation capability and the other effect of
commercialization may be even liquidation of the hospital (Horosz 2013). Both liquidation and recovery proceedings
can be used with respect to the commercialized hospital. Therefore, resting the whole system of health care only or
mainly on private entities may pose threat to the health system in the state (Dercz & Rek 2014).
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Summary: Year 2015 brought significant changes to the European Union regulations concerning the rules for the
operation of large companies. The most significant part of those changes will be requirement for big companies to
fulfil a concept of Corporate Social Responsibility. In connection with such legal solution raises the question of
whether social responsibility can be imposed as a duty to companies and subjects managing them, and also if it is still
social responsibility in such circumstances. The present article will attempt to find answers to this question.
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1. Introduction
Along with the propagation of the CSR idea and its various measurements methods and techniques, number of
critical comments increases. In most cases they refer to excessive formal requirements resulting from standardisation,
introduction of standards, measurements and reporting of activities connected with social responsibility and widely
understood costs related to their introduction.
The elaboration presented here reflects author’s attitude to the introduction of revealing and reporting of nonfinancial information, including those referring to CSR, as an obligatory procedure in companies within the territory of
EU.
2. Development of CSR in 20th and 21st century
Creation of the name and the development of CSR fall on the turn of 50s and 60s of the 20 th century. H.R. Bowen
who in 1953 published a book titled “Social Responsibility of Businessmen” is regarded to be a father of the concept.
In his elaboration the author assumes that Social Responsibility should be treated as an attribute of an entrepreneur and
not of a company and the issues referring to the natural environment and its protection are left aside. Such an attitude
differs significantly from the contemporary comprehension of CSR. An Entrepreneur, in his opinion, is obliged to
“pursue those policies, to make those decisions, or to follow those lines of action which are desirable in terms of
objectives and values of our society.” (Bowen 1953 p. 6).
Later his concept is being developed and further improved by such researchers as K. Davis, R. Blomstron or A.B.
Carroll at. all. (Mazur-Wierzbicka 2012 p.14). It is in this period that a change in the approach to CSR takes place, the
concept no longer assumes the responsibility of the entrepreneur, instead it becomes the concept assuming the
responsibility of the company. It is reflected in the name of the concept that starts to be called: Corporate Social
Responsibility. This apparently slight change has far-reaching effects. First of all, owners are no longer subjects that
can decide about CSR implementation as decisions in this area are made by managers who manage and administer the
owner’s property.
Nowadays the concept of CSR is understood as an assumption according to which organisations while carrying out
their activity will take into account the interests of the society, environment protection and relations with widely
understood stakeholders. It constitutes an approach of strategic dimension and of dynamic character and related to
such a way of managers behaviour that results from making decisions targeted at the achievement of the balance
between the interests of all the stakeholders.
All the activities related with CSR implementation can be divided into those giving effects outside the organisation
and inside the organisation (Sudoł 2006, p. 72). The following are the most common activities taken up inside the
organisation: active creation of workers’ health and well-being, creation of the opportunities to practise and obtain
professional experience, observance of workers’ rights and elimination of discrimination in employment (Kusa 2010,
No 7; Hąbek, Pawłowska 2009, No 2 et al.). The responsibility outside the organisation includes: attitude to investors,
customers, authorities, taking care of the natural environment, cooperation with the local society (Rojek-Nowosielska
2006, p. 68).
It can be said that it is a process of continuous and gradual improvement of the organisation. During this process it
attempts to take up the challenges of the presence and the future and it is based on a dialogue with stakeholders as a
key factor.
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3. Formalisation of social responsibility
The contemporary meaning of CSR is very wide and complex, that is why more and more standards and methods
for defining the content of this notion are introduced. Global Compact (GC), the concept elaborated by the UN
Secretary-General Kofi Annan and presented in 1999 on the World Economic Forum in Davos is one of the most
important measurement methods all over the world. GC encourages companies to support, adopt and use 10
fundamental rules related to human rights, work standards, environmental protection and anti-corruption strategies.
Since 2011 member companies have been ranked according to the level of CSR implementation. “The classification to
a given level is based on the implementation of GC rules and reporting (CoP). There are two levels: “Active” and
“Advanced” and a group of companies that are assigned to the platform “Learners” (Materiały 2012 p. 14).
Analysing the EU documents, especially those of the European Commission, one can come to a conclusion that
CSR is one of the most important concepts functioning of the whole EU economy is to be based on. “The European
Parliament suggested to recognise CSR as a fundamental doctrine in all the areas of competence of EU. Its
implementation is to guarantee the realisation of targets set by EU in the Lisbon strategy” (Lewicka-Strzałecka 2009
No 1 p. 190). That is why for the understanding of CSR in European countries today, its definition adopted by the
European Commission has the key meaning. According to this definition: “companies voluntarily include social and
environmental issues in their economic activity and relations with interested parties” (European Commission 2011).
However, it is not the only definition in the EU documents, as an uncertified standard ISO 26000 Guidance on
Social Responsibility was elaborated and approved (1.11.2010) on the basis of definitions presented in Green Paper.
According to this standard CSR is a company responsibility for the influence of its decisions and activities on the
society and the environment by means of transparent and ethical behaviour (Standardy 2011 p.7). In this standard the
word voluntarily did not appear so it could be deducted that there is a tendency in the EU to give CSR the obligatory
status. The most recent communication from the European Commission on CSR in which its new definition is given
serves as a confirmation of this conclusion. According to this definition CSR means: “companies responsibility for
their influence on the society” (Komunikat 2011, No 1, p. 1) When compared with the definition adopted in Green
Paper for example „Promoting a European Framework for Corporate Social Responsibility” and cited above, a very
significant change appears, namely a word “voluntary” that for numerous experts on this topic has the key meaning in
relation to responsibility was removed”. It can be assumed that EU started to treat CSR as a commonly obligatory
standard that is to be realised and reported. The position of the European Parliament and of the European Commission
as to revealing non-financial information and information concerning variety in large companies serves as a
confirmation of this. By means of the Directive 2014/95/EU of the European Parliament and of the Council of 22
October 2014 former regulations concerning reporting of non-financial data were changed and the duty to report all
the operations was imposed on all the companies employing more than 500 workers and achieving the net profit in the
balance of at least 20 million EURO Countries are to implement the Directive up to 6 December 2016 (Dz. Urz. UE L
from 2014 No330/1).
Along with ISO 26000 there is a certified standard ISO 14001 (comprised by ISO 14000) regarded as a standard
supporting the appliance of social responsibility principles in companies and relating to the environment management.
The main target realised on the basis of this standard is improvement of the relation between the effects of the
economic activity of the man and the natural environment (International Organization for Standardization 1995).
AccountAbility Standards of AA1000 Series are another tool supporting the CSR implementation. Thanks to these
standards a company is equipped with methods that facilitate the management of the engagement in relations with
stakeholders. (Komunikat p. 9)
The certified standard SA8000 has still another character. It is a collection of principles and procedures that protect
basic rights of workers. It is based on universal values contained in ILO Declaration on Fundamental Principles and
Rights at Work, Universal Declaration of Human Rights and United Nations Convention (Advisory Board 2015). It is
a global standard and it can be used in all the countries in case of companies from all sectors.
Introduction of standards enabling the measurement of the level of CSR realization resulted in the process of its
reporting based on the GRI indicator - Global Reporting Initiative. GRI is an independent institution seated in
Netherlands and acting for the development and promotion of Sustainability Reporting Guidelines. Detailed rules of
reporting on the basis of which Polish companies can prepare their own reports are in the document titled: “Guidelines
for sustainable development reporting” that is on the following websitewww.globalreporting.org.

4. Criticism of CSR
First critical voices related to the concept of Corporate Social Responsibility already appeared at the beginning of
the 60s of the 20th century. Criticisms made by M. Friedman were cited most often. His opinion that one corporate
social responsibility consists in generating company profits in accordance with binding principles and without
affecting ethical principles, while the CSR concept violates the nature and character of the free market economy
belongs to the history of economic thought (Friedman 1962; Friedman 1970, p. 32-33).
Nowadays also disputes around it can be observed. This criticism is especially strong in the periods when negative
practices and abuses of managers are revealed. For example the affair concerning lowering the amount of the emission
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of harmful substances in case of VW engines or the situation concerning the so called “creative accounting” used by
some banks that several years ago led to financial crisis in the USA.
Other criticised issues are connected with the discussion around the topic if it is companies duty to contribute to the
society, if they possess appropriate prerogatives and skills to do it (for example Kamani 2010, Hys 2014c). Numerous
authors pay also attention to the fact that behind all the CSR practices there are pursuit of profit and power and
pathologies, widely described among others by J. Bakan (Bakan 2004).
Provisions of the most recent and already mentioned Directive 2014/95/EU were also criticised, as problems
connected with transparency, comparability and credibility of reporting non-financial information were not solved in
it. What is more “the new standard both allows to conceal selected non-financial information if the company states
they are sensitive data violating the trade secret and does not provide any sanctions when a company does not observe
it” (Szadziewska 2015 p.147-148).
Critical assessment of the concept can also be found in the Polish literature. Works by K. Hys (2014/11) or K.
Guczalska (2014 p. 291) serve as examples here. The latter indicates there are contradictions in the CSR definition
suggested in “Green Paper” On the one hand CSR is to be voluntary action, on the other hand it is understood as an
obligation and moral imperative. The way with no turning back K. Kazojć deliberates how to put together and
compare the EU attitude to CSR and the statement that companies use CSR activities to fight for competitive
leadership or to survive at the market? (Kazojć 2016 p. 36-37). One can rather talk here about the adaptation to the
market conditions and not about a voluntary character of this process.
This adaptation is even more visible when subcontractors require from the companies they cooperate with to have
their own strategy of social responsibility or sustainable development (Czarnecka, Zadros 2015 p.127).
Another example of social responsibility manipulation is the situation in case of which companies act in
compliance with CSR standards at the Polish market, but at the same time they transfer most of their production to the
countries where no moral or ethical standards or principles are binding, all the more standards relating to environment
protection What is more, as A. Niechudy notices: “Companies whose selected practices were defined as “good”, have
nothing to worry - bad practices (...) are not noted (...) by anybody.” In such a situation it is very easy to build an
image of a responsible company, even if simultaneously it uses unethical behaviours” (Niechudy 2014).
Particularly paradoxical situations comprise those when the status of socially responsible companies is gained by
those producing alcoholic products or tobacco products, for example British American Tobacco, that informs that CSR
constitutes part of its company strategy as it has a program of prevention of smoking among the underage
(http://www.bat.com.pl). Another and the last problem I would like to draw the attention to is connected with the
implementation and realisation of CSR. It is the lack of subjects in Poland that would be able to monitor business
activities for their responsibility and sustainability efficiently and objectively and indicate and condemn unethical
behaviours. What is more, the CSR market is abandoned to act independently, it lacks the Code of Good Practice in
the advisory sector, there is no institution that would take up the task of adaptation of Consulting companies to satisfy
the standards in their own sector and supervise the market of CSR services.

5. Conclusion
Summing up it should be stated that there is no reasonable basis for the 0-1 approach to the implementation of CSR
in organisations. Companies, and more specifically their owners, should be entirely free to choose in this respect as the
lack of strategy in this area does not automatically mean unethical and immoral functioning. It only reflects a different
view on the process of companies management and functioning in the economic system of the country and the world.
What is more, it may constitute a way to express objection to the hypocrisy noticeable in some companies in which
under the disguise of CSR various types of wickedness are committed.
Perhaps verification of universally valid definitions of this notion including Friedman assumptions that social
responsibility consists in maintaining the system of free enterprising and doing good at the entrepreneurs own expense
are worth doing.
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Summary: The article assesses the perception of Polish companies on foreign markets. Polish Small and Mediumsized Enterprises (SMEs) note that the positive branding aspects of Poland increasingly favor the introduction of
Polish products on foreign markets. Among the positive features mentioned are: high quality of Polish goods and
services, trustworthiness and reliability Polish business partners or increase Poland's economic. On the other hand, as
the main challenges still neat to: the international situation, Polish foreign policy, term
partially conviction of low-quality Polish products and also partial lack of confidence in the Polish business partners.
Taking into account the results of research among foreign entrepreneurs it must be admitted that some of the barriers,
such as lack of confidence in the Polish partners business confidence low-quality Polish products, lack of coherent
image, managed to partially reduce in recent years. In the study, in 2015 compared the results with those of four years
ago, which allowed for the assessment of changes that they occurred in the image of Polish and information about
Poland, which reaches foreign entrepreneurs. It was also possible to verify if the performed in recent years
promotional activities on foreign markets helped to change the perception of the Polish economy and Polish goods and
services.
Keywords: Small and Medium-sized Enterprises (SMEs), competitiveness, international market

1. Introduction
In the literature and in practice for many years it emphasized the important role of Small and Medium-sized
Enterprises (SMEs). This results in a gradual increase in the position of SMEs in the economy (Jutla et al., 2002).
Their development is a sign of growing competition and reflects the development of entrepreneurship. SMEs are a
specific stimulator of economic development and the level of saturation in the economy is one of the indicators of this
development. The role the play small and medium enterprises in the economy means that they are an important
component of the economic structure of the European Union.
For maintain its competitiveness in the longer term, SMEs must constantly look for new markets. SMEs for
building their competitive advantage must show a greater willingness to engage and mobility of funds into new
business areas and new investment projects, as well as greater ease in establishing direct contacts with both
cooperators and customers in international markets. The aim of this study is to assess the perception of Polish
enterprises in selected foreign markets. The author identifies barriers and stimulators that are conducive for increasing
the competitiveness of Polish SMEs to foreign markets and the introduction of Polish products on international
market.
The quantitative research was conducted in 2011 and 2015 years among randomly selected foreign companies, what
allowed for the collection of quantitative data on the perception of Poland and Polish economy in 5 countries of
destination for Polish placement of branded products and services and have the greatest potential to invest in Poland.
The study CATI (Computer Assisted Telephone Interviewing) have been covered by an entrepreneur from 5 countries:
Germany, Russia, Italy, Ukraine, China. The sample size for each country was N = 150, and the total sample size was
N = 750. In the section on identifying barriers and stimulants of the Polish offer economy survey covered a similar
group of small and medium-sized enterprises in Poland.
In addition, in each of the surveyed countries were carried out after 2 Focus Group Interviews (FGI). The size of
each group was 8 people. The information obtained qualitative deepening the numerical results obtained mainly in the
quantitative survey CATI.

2. The overall image of Poland and associations with Polish economy
Results of the research indicate the presence of rather positive or neutral image of Polish foreign markets.
Noticeable is the change that has taken place in recent years, identified primarily with dynamic economic growth and
increase the quality of services. Still they appear to indicate a negative, but there are noticeably less than in the study
from 2011.
The overall ratio of foreign entrepreneurs to Polish economy is at a similar level as in 2011. Currently, 44% of the
surveyed
entrepreneurs
said
their
attitude
is
positive
and
neutral.
The share of assessing their attitude to Poland as a positive decreased slightly, like those that define it as a negative. At
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the same time it is worth noting the participation of "do not know", which clearly decreased, which may indicate an
increased awareness of foreign companies on the Poland and Polish products and services.
In the survey results of responses were varied - the percentage of positive indications of the most significantly
increased in China and is now the same as in European countries. Significant positive changes in the assessment with
respect to the Polish have taken place in Ukraine. The largest decline in the share of positive responses occurred in
Russia - reducing the share of answers "positive" by 23 percentage points. In group interviews conducted with
companies from different countries can be found validation of these quantitative data. In the case of Russia, on the
perception of Poland adversely affected by political considerations, in particular the issue of sanctions against Russia.
Entrepreneurs from other countries emphasized more positive attitude towards Polish, Italian companies showed
dynamic growth.
In China, an assessment of Poland is defined as mixed, with a predominance of positive, but still based on
stereotypes. A small part of German entrepreneurs, still see Poland through the prism of Eastern Europe, as the poorer
and backward. However are the changes in this respect - German companies show a positive change in the image of
Polish economy in recent years, and Italian companies - positive stand out among the countries of Central and Eastern
Europe. A similar statement expressing Chinese respondents. Comparing test results with the results of 2011 there is
still existing among entrepreneurs image of Polish immigrants, including eg. the presence of the stereotype of a Polish
plumber. Entrepreneurs of Ukraine pay attention to improving the perception of Poland, mainly related to Polish
involvement in Ukraine's integration with the European Union.
Dependence appears in different countries, among different groups of respondents, indicates that entrepreneurs who
have never visited Poland have more negative evaluations of our country. Negative assessment is determined primarily
stereotypes (low wages, poverty, lack of prospects, etc.). In turn, the entrepreneurs, who visited Poland, claim that the
country has made tremendous progress in the last few years (including the improvement of the infrastructure). Taking
into account the results of the interviews, it is possible to identify several groups of Polish associations - in terms of
positive and negative. Respondents identify following positive associations:
 Stability, no scandals,
 Rapid economic development, a large potential for development, a growing position in the international arena,
 Well-trained employees (specialists) who know foreign languages,
 Reliable, consistent, motivated, willing to work hard workers,
 Low labor costs,
 High quality products and services,
 Good promotion,
 Infrastructure quality,
 A country with a rich history and culture, Catholicism,
 Famous Poles (John Paul II, Lech Walesa, Fryderyk Chopin, Zbigniew Boniek, Roman Polanski)
And negatives:
 Lack of a clear image in the international arena, remains in the shadows,
 Stereotypes: cheap and low-skilled labor force,
 The perception through the prism of Eastern Europe (poorer in relation to Western Europe).
Comparing the results of focus groups to research from 2011 from positive characteristics were very similar
indication. In every country, there was mention of the dynamic economic growth, which definitely stands out
positively Polish economy on the European scene and is a feature that respondents indicated as the first association of
Poland. Another group of associations were human resources, emphasized above all highly qualified employees,
willingness to learn, motivation. Respondents pointed to the continuous improvement of the quality of Polish products
and services.
By analyzing in detail the results of this study group interviews it should be emphasized that the negative
indications appeared rarely, not all respondents from different groups identified with them. There appeared some
indications of 2011 such as bad weather, gray, theft or corruption. Quite emphasized brightness was linked to the
functioning regulations (especially by the Russians and Ukrainians). Risks associated with the Polish immigrants for
economic reasons also became less visible in the statements of foreign entrepreneurs.

3. Barriers and stimulants of building Polish competitive economic offer
The study about barriers and stimulants of awareness of the economic offer also included a group of SMEs from
Poland. In this section identified barriers hindering the image of Polish entrepreneurs for entering foreign markets,
which include:
 barriers arising from the perception of Polish business partners:
o the lack of confidence in the Polish business partners,
o to convince low-quality Polish products,
o the characteristics of the Poles,
 barriers arising from the perception of Poland:
o the lack of information about the country, the lack of a coherent image,
o bureaucracy and unclear regulations.
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o low level of innovation in the economy,
o language barrier.
In the study respondents were asked about the barriers, both Polish and foreign entrepreneurs. This made it possible
to verify whether the individual barriers play a minor role, and whether there were important stimulants branding,
facilitating international cooperation. Polish entrepreneurs were asked about the possibility of introducing their goods
or services to foreign markets or establish cooperation with foreign companies, and foreign companies pointed to
barriers hindering to enter Poland in the international market. 39% of Polish small and medium-sized enterprises
indicated the existence of the positive aspects of the image of Poland abroad, which facilitated the Polish companies to
introduce their products or services on foreign markets or establish cooperation with foreign companies. However, it
should be noted that 46% of companies do not see the positive aspects of the image of Polish abroad. 15% of
respondents had no opinion on the subject.
Then the entrepreneurs were asked to indicate the positive image of polish economy, which could do easier for
polish companies in the introduction of their products or services on foreign markets or in establishing cooperation
with foreign companies. Among the most frequently cited characteristics they occurred: good quality of products and
services, credibility and reliability polish business partners, economic growth in Poland, membership in the EU, low
prices of products and services, innovation, low labor costs, professional staff.
Most companies indicate good quality of products and services and trustworthiness and reliability of polish
business partners. It answers coincide with the opinions about Poland of foreign entrepreneurs, who in group
interviews emphasized the significant increase in the quality of Polish products and services in recent years. Favorable
opinions about polish business partners had mainly those entrepreneurs who have had experience in cooperation with
polish companies. Those without such experiences guided by stereotypes in assessing the possibility to cooperate with
the polish trade.
Entrepreneurs were also asked about the negative aspects of the image of polish economy. Their existence indicated
34% of respondents. Among the most frequently cited characteristics of the image of Poland, which made it difficult
to polish companies to introduce their products or services on foreign markets or establish cooperation with foreign
companies included: international situation, Polish foreign policy, conviction of low-quality of polish products, lack of
confidence in the polish business partners, extensive bureaucracy and unclear regulations, lack of information about
the country, lack of a coherent image, features Poles, waiting for lower prices, law in other countries.
Most often was pointed bad international situation, understood primarily as strained relations with Russia
(embargo, sanctions) and Polish foreign policy, which also largely applies to relations with Russia, as well as adverse
statements of politicians having a negative influence on the image and perception of Poland. Among the negative
aspects, as well as among the positive reference it is to the quality of polish products, which may indicate high
depending on the industry. The statements of the foreign respondents also indicate that there is no explicit opinion on
the quality of Polish products and services.
On the one hand, from year to year it is improving, but still lags behind western standards. Polish respondents in
group interviews indicated that Poland, in the context of foreign investment is seen better than they actually allow
economic conditions. Abroad, it is expected investment from Poland, as a large European country, while relatively few
polish small and medium-sized enterprises has reached the critical mass necessary to exit to the foreign markets. We
have all the time low social capital and lack of trust of Poles to each other. There are still language barriers (mostly at
lower levels), unfriendly legal system/tax, although from year to year is to improve.
Further aspect touched in the study was to answer the question of whether the image of Poland and Polish economy
creates the potential to use it when making business relationships abroad, eg. by highlighting the origin of the product
or service from Poland (Made in Poland). Despite indicated by polish entrepreneurs barriers or lack of positive traits
of image Polish, the vast majority of them indicates the existence of the image of Poland and polish economy, the
potential to use it when making business relationships abroad, eg. by highlighting the origin of the product or service
from Poland.
The most frequently recurring image-related barriers arise when establishing a business relationship, indicated by
foreign entrepreneurs were insufficient promotion and lack of distinctive brands. Among the barriers are still present
language problems (arising not so much from the ignorance of foreign languages among the Poles, but more with the
fact that the Polish language is very difficult for foreign businesses), the negative features of Poles (shrewdness, the
desire for combining, cool and conservative attitude) and bureaucracy. Foreign respondents in group interviews, also
pointed to the lack of good infrastructure, in turn, Ukrainian companies emphasized the high level of road
infrastructure, poor quality of production (Italy), low purchasing power in Poland (Poles can not afford on some
products).
Russian respondents expressed concern that the competitiveness of the polish economy considerably will low after
entering it into the euro zone. Polish companies indicate that a foreign investor is difficult to enter to the Polish market
because of, among others, bureaucracy (the unpredictability of administration, lack of decision-making), changes in
business law and tax, political influence affecting the business, infrastructure problems (however, it is seen a
significant improvement in this area) and the lack of strong Polish brands. Two indicated barriers above, are still
present in the minds of foreign investors. The preferred change is far more frequent contact respondents with
companies representing Poland, among others, at trade fairs. However, foreign entrepreneurs still point in this regard a
large unsatisfied - believe that Poland should appear more frequently at conferences, meetings and trade fairs. Poland
should promote themselves in the media.
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In the qualitative research, among the positive image-related determinants, foreign respondents indicated the most
often: presence of Polish companies at trade fairs, advantageous geographical location, highly qualified staff,
professionalism, political stability, characteristics of Poles, including diligence, punctuality, flexibility. Among these
stimulant directly with the image of Polish connects only the presence of Polish companies at trade fairs. Some of the
barriers identified in the study still exists in the minds of foreign respondents. Some of them, eg. the bureaucracy or
the characteristics of Poles can not be changed in a short period of time, these are slow changes in the minds of
foreigners. Polish entrepreneurs are mainly stressed the positive impact of human capital on encouraging foreign
companies to invest in Poland.
4. Conclusions
Among the main conclusions it should be noted that Poland maintains a positive economic image abroad, although
there is still a strong variation of the image in different countries. They noted there are some shifts of image
associations with Poland into more positive, including in the context of the quality of Polish products and services.
The study showed a marked increase in awareness of Polish export specialties. In the last 4 years, as shown by the
results of the research, there was managed to reduce the barriers identified in the study of branding. In particular, the
barrier that was the perception of Polish products as poor quality, as well as the unfavorable perception of the Polish
business partners. In this context, it is recommended to take a number of actions to be implemented in subsequent
years, which will strengthen the competitiveness of Polish small and medium-sized enterprises in the international
market.
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Summary: This paper concentrates on the purposely misleading type of organizational communication known as
astroturfing and gamification techniques.
The aim of this paper is to compare these two types of communication techniques used by companies in a
misleading form and – as a consequence – to resolve which one violates the social norms to a greater extent. The scale
taken for the comparison is qualitative, based on elements of the Lasswell model of communication. On the basis of
the decided criteria – it may be stated that gamification is less misleading than astroturfing, but at the same time its
misleading style is much less obvious – it is usually seen as a positive phenomenon. Further research on gamification
in its persuasive context is recommended.
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1. Introduction
Nowadays, astroturfing and gamification are not only a business practice but also the subject of scientists interest. It
has been researched on from various perspectives – motivation, education, environment and, of course, business.
There is no doubt both techniques have become tools for companies to persuasively communicate with their clients
and the general public. They may be inspired and used by members of the public themselves or they may be inspired
by companies in the persuasive context. A company’s inspiration may have an encouraging context or one which
happens to be misleading in the sense of communication (persuasive, manipulative). This paper concentrates on the
‘misleading-on-purpose’ type of using the abovementioned techniques of communication by organizations. The aim of
this paper is to compare these two types of communication techniques used by companies in a misleading form and –
as a consequence – to resolve which one violates the social norms to a greater extent. The scale taken for the
comparison is qualitative, based on elements of the Lasswell model of communication.

2. Methodology
The method used here is a comparative analysis of astroturfing and gamification communication techniques. The
Lasswell model of communication has been chosen as a basis for comparison because it is a classic, linear, simple and
well known model of communication, based on five systematic questions: who says? (control analysis), what was
said? (content analysis), by which channel? (media analysis), to whom he directs the message? (audience analysis),
what is the effect of the sent message? (effect analysis) [Lasswell, 1973, p. 13] The formulated questions are here
considered as the criteria to analyze the communication process.
There are numerous definitions of the astroturfing and gamification phenomena in subject literature. For the
purpose of this study the following were accepted:
Astroturfing is “a PR tactic used in politics and advertising in which actors are paid to display overt and apparently
spontaneous
grassroots
support
for
a
particular
product,
policy,
or
event”
[http://www.dictionary.com/browse/astroturfing]. It is also the use of bogus grassroots efforts that primarily focus on
influencing public opinion and are typically funded by corporations to form opinions [Cho at al. 2011, pp.571–587].
Gamification is the use of game-play mechanics for non-game applications [Deterding et al. 2011]. It is the
application of typical elements of game playing (e.g. point scoring, competition with others, rules of play) to other
areas of activity – in this paper it is narrowed and relates only to a company’s communication with clients. [Pavlus,
2010]

3. Principal results
Five criteria were taken into account, which will be subsequently discussed below.
Who says? (control analysis)
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Some authors [Wang at al. 2011] consider astroturfing as information dissemination campaigns which are
sponsored by an organization. As it is misleading, astroturfing is conducted by an external company, usually a PR
agency, rarely does a company carry out astroturfing itself (e.g. Microsoft [Gillmor 1998]). A “front group(s)” may be
used – these are “fake citizens' groups” who create the impression of serving the public interest, while in actual fact
they are working on behalf of the company that is sponsoring them. Front groups try to resist legislation and/or
scientific consensus (e.g. environment warming issues) that is damaging to the sponsor's business. They emphasize
minority viewpoints, spread doubt and publish counterclaims by experts sponsored by a corporation. [Cho at al. 2011,
p.572-3; Monbiot 2010; Monbiot 2006; Lyon, Maxwell 2004, p. 563]. Other type of disseminators are fake bloggers,
who create blogs to pretend a consumer originated one but they write to fulfill the company’s commercial interest
[Shippey 2013]. Astroturfing is also conducted by the use of ‘sock puppets’ – one person who has multiple on-line
identities to give the appearance of huge support. They post under these fake identities or anonymously [Bruinius
2013; Lyon, Maxwell 2004, p. 573; Wright 2004]. Some companies even use “persona management software” –
which automatically generates online furniture that a real person would possess – resembling an authentic profile
(name, email accounts, web pages and social media) [Monbiot 2011]. Astroturfers may be paid a small fee to talk up
organizations products and services on the Internet [Simpson 2011, p. 37], the payment is based on the number of
posts they make that are not flagged by moderators. The software used enables each paid poster to manage five to
seventy convincing online personas without getting them confused. [Monbiot 2011; Cheng at al. 2012] They may also
receive sponsorship, free products, paid travel accommodations or other rewards [FTC].
On the other hand, gamification is created and conducted by a company, some of whom are even proud of the game
they introduce to the public and to clients. It is a public and open communication and the company must take full
responsibility for the content as well as for the result. It is based on encouraging, attracting or luring people to join the
activity the company offers, in order to spend money. A number of games are offered as services to consumers
[Huotari, Hamari, 2012, p. 17].
What says? (content analysis)
Astroturfers say whatever a company needs or wants – positive reviews of a service or product of the company,
negative comment on competitors’ products or on whole competitor company (using product’s or company’s name),
criticize participants and their comments, build online rankings of best/worst product. [Bruinius 2013; Lyon, Maxwell
2004, p. 573; Wright 2004]
The content of gamification communications may vary – but it is usually very much thought over and set on five
necessary elements for the game to be considered interesting: (1) to look for something novel, do something new; (2)
set challenges; (3) think creatively; (4) to choose a more difficult path (5) to make new contacts [Kuszewski 2009].
The player is a center character of the game with a set mission (a kind of journey), given motivation (challenges and
constrains) given rules (points, badges, leaderboards, relationships) – these should be designed in the corporate
context, with legal, social and ethical consideration, and what is most important – it should be a pleasure and fun. The
consumer should find it irresistible.
The most popular is a game or platform with a set of different games which are virtual (e.g. Samsung) or conducted
in real life (e.g. ‘Nike+’ with ‘Zombies, Run!’ or Nissan for electric cars) This is about loyalty– set programs where
the client can get a discount on a future purchase (e.g. ClickBlog gives one point for every dollar spent on the website,
a discount is then given for the accumulated number of points, BP gives points and then gives chosen goods for a
certain number of points).
By which channel? (media analysis)
Astroturfing is possible only by non-face-to-face communication. The Internet is the best channel for this purpose
[Simpson 2011; Wright 2004; Bruinius 2013]. Newspapers are also worth mentioning – mass-produced letters may be
printed on personalized stationery using different typefaces, colors and words to make them appear personal [Shippey
2013].
Gamification is a communication technique also conducted via the internet, but sometimes refers to real life
activities – collecting mugs, cards or other material items. Actually, the mug is not a communication itself, but it is a
not so straightforward and obvious statement. The mug may be sent by a company without informing the client, as a
surprise – which may be considered a message of a company’s involvement with and care for a client. The mug may
exhibit a graphic image – which is also a message. Additionally, gamification activities may be started on a web page,
then transferred to real life, then the outcomes return to the computer.
To whom the message is directed? (audience analysis)
Both ways are directed at the client and society to encouraged them to engage in a company’s activities. Both want
the client to spend money on a company’s goods and services.
What is the effect of the sent message? (effect analysis)
Astroturfing’s effect is to create a false impression of grass-roots support for issues, to convince to buy, support, or
to refrain from some activities or purchase – like the greenwashing campaign for “safe towels” [Sullivan 2009] or the
National Smokers Alliance for Philip Morris [Beder 1998]. Apart from being encouraged to make a purchase, the
same message used by companies may – in the case of gamification – be used to recruit staff (from clients), motivate
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clients to engage (make a purchase, advertise a company and its products to others, win something extra), maintain
loyalty by rewarding and building membership, educating, and reducing a company’s costs.

4. Result and discussion
Taking into consideration the below mentioned criteria – it may be stated that astroturfing is more misleading than
gamification. The company initiates both activities, but in case of astroturfing, the company hides its identity through
so-called social movements, grass-roots paid for by the company. The message is either to praise and glorify the
company and criticize and disapprove of others (in the case of astroturfing) or to lure people to engage in a company’s
activities. Gamification is a sophisticated technique where specialists work to design an ‘unrejectable’ game. Both are
designed to sell a company’s product and services. The channel itself does not have differentiate features – in both
cases it is the internet, but games played have an impact on real life not only in the form of luring to purchase but also
luring to e.g. starting new sport activities. In both cases clients may not know that they are the subject of manipulation,
in a sense, to win their engagement, information, time and money.
Table 1. The astroturfing versus gamification message – the perspective of Lasswell's model
Astroturfing

Lasswell
criteria

Gamification

A front group(s), fake bloggers, sock
puppets in the name of a company

who

The company itself

Positive: encouraging about a company
and its products
Negative: about competitors

what

Engage, encourage,
company’s activities

The Internet, newspapers
The client
The impression of grass-roots support

which way
whom
what effect

lure

into

a

The Internet, real life
The client
Recruit staff, engage clients, maintain
loyalty, building membership, educating,
reducing a company’s costs.

The effect is more spectacular in the case of gamification. It may bring certain positive outcomes to the client, as
opposed to astroturfing, which is the reason it may be considered as less ethically unfair.

5. Conclusion
There is a great deal of scientific elaboration on the techniques of astroturfing and gamification, as a quick internet
search will show. Astroturfing is – by definition – treated as a manipulative, dishonest technique, unlike a real ‘grassroots’ phenomenon. There is no doubt about the ethical attitude. Completely different is the approach of gamification,
which has a mainly positive resonance. There are rankings of the best company games and gamification tactics, as
well as ranks of the worst. Games are good if they are interesting, addictive or/and engaging. Educating as well, but
this is an additional feature, not the main one. The question arises: how many clients are aware of the effects of their
gaming – shearing the personal issues – health state and habits, money spending pattern and so on. What if they were
or are? What are their attitude towards particular elements of games? On the basis of this paper, more in-depth
research is recommended on gamification in its manipulative communication context.
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Summary: The article aims to analyse restructuring of the Polish coal mining industry with special focus on
employment restructuring and support offered to laid off individuals. The hypothesis of this article is that mining
companies according to the CSR concept undertake actions aiming to reduce number of lay-offs during the
restructuring and the employment restructuring process has additional financial support from the state. An empirical
part of the paper discusses the restructuring of coal mining industry in Poland in the 1998-2014 period. Based on the
analysis of materials published by the Ministry of Economy/Energy, the hypothesis of the article may be treated as
confirmed.
Keywords: employment restructuring, coal mining industry, social responsibility, state intervention.

1. Introduction
The corporate social responsibility (CSR) includes number of activities aimed to take into account the expectations
of company stakeholders. One of the groups of internal stakeholders is personnel employed in the company.
Employment restructuring is one of the most potentially conflictual activities, especially if accompanied by reduction
in employment.
The article aims to analyse employment restructuring in terms of economic and social view of the CSR, as shown
by restructuring processes in the Polish coal mining industry in 1998-2014 period. The hypothesis of this article is that
mining companies according to the CSR concept undertake actions aiming to reduce number of lay-offs during the
restructuring and the employment restructuring process has additional financial support from the state.
The analysis of employment restructuring in the Polish coal mines was conducted based on the data published by
the Ministry of Economy (currently Ministry of Energy) in form of quarterly “Information on operation of the coal
mining industry”. 1998 was chosen as the start of the analysed period as this is the year when government program for
coal mining restructuring was initiated. 2014 is the end of the analysed period as this is the last year with available
comparable data. The article applies methods of statistical analysis of changes of individual values characteristic for
restructuring processes with used of index method.

2. Employment restructuring vs CRS as seen by the company
The concept of CSR has many definitions depending on preferences of authors in the subject. In terms of operation,
a stable and sustainable growth of the enterprise is ensured by identification and taking expectations of its stakeholders
into account in a management proces (stakeholders - people and institutions interested in the success of the company)
(Smith 2011). One of the stakeholder classifications involves breakdown into internal (owners and employees) and
external stakeholders (customers, suppliers, creditors, local community, trade associations, authorities at different
levels, courts, schools, universities, etc.) (Rybak 2004). Due to the fact that expectations of various groups can be
conflicting, the enterprise as a priority shall treat expectations of stakeholders that bring resources and participate in
the business risk (Jeżak 2010).
Treating employees as internal stakeholders, the CSR concept puts focus on the fact that they expect appropriate
work conditions (possibilities for development, motivation system), for which they reciprocate to the company with
appropriate performance (Czop & Leszczyńska 2012). In order to minimize number of conflicts, the company during
employment restructuring shall aim its actions both at employees still working in the company (especially when
changing responsibilities and post), and at employees leaving the company by supporting them in retraining and
finding new job (Ackroyd et al. 2005). The CSR perspective puts emphasis on reducing extent of personnel lay-offs
due to the negative consequence for company (worse morale, company image, customer relations) and its environment
(increased unemployment level, decline in living standards of the local community) (Lipka 2002). If it is necessary to
reduce employment, the company shall define clear and fair lay-off criteria and consult them with personnel
representatives. Among criteria used for personnel reduction, the following ones are mentioned most often: assessment
of work results and prospects of development, years of work and social issues.
The state is interested in the companies following the CSR rules, i.e. considering social and environmental goals
next to economical ones. By using its legislative rights, the state defines minimum CSR standards for contacts of the
company with its stakeholders, namely: rules of business transactions, labour relations, product liability,
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environmental pollution liability. In case of need for restructuring the entire industry, especially if it is located in one
region and state-owned, the restructuring processes can be supported by the state.

3. Employment restructuring in the coal mining industry in Poland
Changes in the Polish coal mining industry has become with the system transformation. Rate and extent of reducing
mining activity after 1990 accompanied by employment reduction, were slowed down for social reasons. On the one
hand, the state as the owner of the industry subjected to restructuring takes social conditions into account to a greater
extent. On the other hand, state decisions are politicized, delayed, initiatives of company management are often
restrained, which in a competitive economic environment may result in need for subsequent restructuring (JonekKowalska 2015).
Restructuring is more needed, when the industry has financial problems. Then, social issues give way to
economical requirements. Costs incurred by the mines in Poland are relatively rigid, over 50% of them are labour
costs, which are difficult to reduce due to the presence of strong and numerous unions. In times of sharp decline in
energy resources prices, most of the mines cannot maintain their profitability. Such scenario for the first occurred in
the years 1997-1999. Economic downturn resulted in implementation of extensive restructuring program of the mining
industry in Poland in the years 1998-2002. The program aimed to: reduce greatly production capacity, reduce
employment by tens of percent, reduce mining costs (mainly by liquidation of the least profitable longwalls and
reducing labour costs) (Reforma górnictwa... 1998). In the subsequent years, the state continued its support for mines
having financial problems. The industry restructuring was (and is) conducted in consultation with the unions, whereas
employment guarantees are one of the fundamental arrangements prior to mine consolidation and liquidation.
After Polish accession to the European Union, the help for the mines had to be compliant with the
recommendations of the Council Regulation (EC) No 1407/2002 of 23 July 2002. According to the Regulation,
financial support for the coal industry included: aid in unprofitable mine closure, operational aid, investment aid and
aid for exceptional costs related to the industry restructuring. The possibilities of supporting mining industry from the
state funds have been restricted greatly in 2010.
Table 1 presents selected characteristics for the Polish mining industry in the years 1998-2014. The larger part of
employment reduction corresponds to the implementation of the discussed program. Employment in the industry was
reduced in the years 1998-2002 by 97.3 thousand people, and in the subsequent 12 years by another 45.3 thousand
people. The drop in employment is clearly greater than the decline in production and the number of mines. These
processes coincided with increase in selling prices and in prices of coal imported to Europe, available in ARA ports
(Amsterdam, Rotterdam, Antwerp). The direction of changes indicates that situation of the Polish coal industry shall
improve. Why then do we observe negative gross margin at the end of the analysed period?
Table 1. Selected characteristics of the Polish mining industry in the years 1998-2014

Year

Employment

Production

(in
thousands)

(in mln
tonnes)

Number
of mines

Selling
price
(PLN)

Gross
margin (%)

Price in
USD in ARA
ports

1998
243.3
116.0
54
121.55
-18.6
32.00
1999
207.9
109.2
48
117.80
-11.1
28.79
2000
173.6
102.2
42
131.91
1.8
35.99
2001
155.0
102.8
41
144.46
4.9
39.03
2002
146.0
102.1
41
142.55
3.0
31.65
2003
140.7
100.4
40
143.17
0.8
43.60
2004
136.5
99.2
37
187.88
16.2
72.08
2005
127.1
97.0
32
191.69
11.1
60.54
2006
123.4
94.3
32
183.66
4.4
64.11
2007
119.3
87.2
31
191.04
1.6
88.79
2008
116.4
83.4
31
162.33
-37.1
147.67
2009
116.0
72.0
30
279.20
6.1
70.66
2010
114.1
72.0
30
292.52
10.8
92.50
2011
114.1
75.4
29
341.25
16.0
121.50
2012
113.3
78.1
28
333.29
8.6
92.50
2013
106.7
74.9
28
294.95
-2.7
99.80
2014
100.7
72.5
28
278.60
-10.9
72.18
2014/1998
41.4
62.5
51.9
229.2
58.6
225.6
Source:
www.me.gov.pl/Bezpieczeństwo+gospodarcze/Górnictwo/Realizacja+Programu+działalności
+górnictwa+węgla+kamiennego+w+Polsce/Informacje (Accessed 2nd April 2015)
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We can seek the answer to the above question by using analysis of indices characterising year to year changes of
characteristics crucial for the sector condition. In the analysed period, there was an increase in the unit cost of
production (characteristic not presented in Table 1) in spite of the liquidation of the least efficient mines. Only in four
out of sixteen years shown decrease in production costs (www.me.gov.pl). It was partially due to employment
guarantees and moving personnel from liquidated to operating mines, which resulted in temporary overemployment.
Unfortunately, the majority of increasing costs was generated by increasing wages forced by the pressure from the
unions. Strong pressure from union organizations was accompanied by lack of proper corporate governance. The
highest increases in unit production costs were observed in the years 2008 (18.5% per year) and 2009 (17.8% per
year), while 2008 was the year, when dramatically high negative sales margin was observed (-37.1%). This resulted in
significant deterioration of financial conditions of the mines (Jonek-Kowalska 2011a; 2011b), but the subsequent stage
of deep restructuring was avoided by steep increase in prices. Unfortunately, after 2012 when the prices dropped,
maintaining the same level of wages and influx of cheaper imported coal, the financial problems have resurfaced in
the coal industry (Jonek-Kowalska 2015).
In the period of high prices (2010-2012) the industry has increased its production and maximised obtainable
financial surplus. It must be noted very steep increase in prices in 2009, which was equal 72% annually (see Table 1).
Times of prosperity coincided with slight reduction in employement.
The price conditions at the internal market was signalled with some advance by the change of prices at the
international market, especially European one as shown by prices at the ARA ports. The Polish coal industry is
currently under very strong pressure due to steep decline in prices. While in the last low-price period, between 1995
and 1999, the prices in ARA ports dropped from 44.50$ to 28.79$ (by 35.3%), in the years 2011-2015 the drop was
from 121.50$ to 56.44$ (by 53.5%) (www.me.gov.pl). Moreover, there is a successive increase in production and
export of Russian coal. This makes export of Polish coal unprofitable with the increasing competitive pressure due to
cheaper import. Under such conditions, it is difficult to maintain profitability of the coal industry as a whole.
Therefore, it will be necessary to further reduce production capacity, liquidate of most unprofitable mines and further
employment restructuring.
The possibilities of supporting mining industry from public funds are currently limited by the Council Decision on
State aid to facilitate the closure of uncompetitive coal mines (2010/787/EU). According to the Decision, public aid
cover only: costs of closing unprofitable mines (including current production losses, provided that the mines will be
finally liquidated by 31 December 2018) and exceptional costs funded by the end of 2026 related to social costs
(pensions and benefits for laid-off employees) and technical costs (securing infrastructure of the liquidated mines)
(Jonek-Kowalska 2015).
It must be also noted that problems of the coal mining industry in Poland are to a large extent result of unexpected
steep decline in selling prices, which led to the situation when the majority of the operating mines is unprofitable in
the short term. Polish government tries to involve power sector in saving mines, while being its co-owner (although
power sector is privatised, but large blocks of shares still belong to the state). Power companies would participate in
privatising some of the mines, hoping they will regain profitability in few-years time due to the increased prices of
power resources. However, it is not certain if such actions will not be challenged by the EU as an unlawful state aid.

4. Conclusion
The problems of social effects of employment restructuring highlighted in CSR concept play a very important role
in the process of employment restructuring in the Polish coal mining industry. The main decisive factors in that area
are: major ownership by the state, concentration of the coal industry in one region of the country, still quite high
employment, very strong unions operating in the industry. As shown by the data analysis, restructuring processes tend
to accelerate in the periods, when the coal mining industry becomes unprofitable due to the drop in prices of energy
resources. Personnel leaving the mines is covered by the extensive support regarding search for new job positions and
social securities. Therefore, the article hypothesis that mining companies according to the CSR concept undertake
actions aiming to reduce number of lay-offs during the restructuring and the employment restructuring process has
additional financial support from the state, may be treated as confirmed.
Results of such action and prospects for the near future are still to be discussed. It seems that there is insufficient
corporate governance, which manifests in high increase in wages in times of prosperity, which eventually results in
need to continue deep restructuring when economic downturn occurs. Current drop in selling prices poses a threat to
the industry, especially when the European Union imposed strict limitations on possibilities of supporting mining
sector from public funds.
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Summary: Agritourism is an opportunity for valorizing the natural framework, cozy accommodation and
personalized touristic experiences. Touristic activity is an opportunity for valorizing the natural landscape, history and
culture of the Ampoi and Mureş Valleys Microregion, generating working places especially for women and making
rural area more attractive for young people. In this article is presented and analyze of the rural area potential for
developing agritourism as an alternative activity for developing the rural areas and reduce de development
discrepancies compared to the urban area. In order to have a sustainable development at regional level, we have to
consider also the importance of the sustainable agriculture and sustainable tourism for the rural areas. Sustainable
agriculture supposes to use carefully the natural resources in order to produce food and to assure the increase of the
quality of life for the present and future generations. Thus, the agriculture is a seasonal activity that has to be
completed with other economic activities that are generating incomes for rural areas inhabitants during the entire year.
Such an opportunity is to combine the touristic activity with the agriculture specific of the rural areas and to offer a
diversity of activities that tourists can do in these areas. Romania is considered by both, Romanian and foreign
specialists a country with tourist potential, which could compete with any other country in the world in what concerns
the wealth of tourist resources. According to the tourism development strategy, a quarter of Romania’s surface is
considered a true touristic heaven. The objective fo the Local Action Group, which is acting in the Microregion of
Ampoi and Mures Valleys is to assure a long term strategy for developing the rural area in this microregion by
identifying all alternative that can lead to the attractive increasing of these areas for the inhabitants and also for the
tourists. During its existence, since its establishment, Ampoi and Mures Valleys Local Action Group managed to
ensure uniformity and consistency territory given the major defining elements of the area, namely: ethnographic area
covered by the basin and the middle basin of the Mures and Ampoi Valleys, specific traditions of this microregion,
characteristics of the inhabitants, villages specificity and natural protected areas. The village is an anthropogenic
tourist base, usually located within the emphasized recreational and serene environment. Recreational potentials are
primarily expressed by the very atmosphere, because the village is characterized by preserved nature, the absence of
pollution and large green areas. Besides recreational potentials tourists are attracted to villages by the opportunity of
including tourists in some rural activities such as: livestock pasture management, fruit harvesting, forestation and other
activities.
Key words: agritourism, natural and cultural potential, nature and traditions, rural space

1. Introduction
Touristic activity – smart and sustainable growth factor at European level
Special landscape and diversity of the European countries are the main reasons for which Europe is the most
attractive destination for recreation and leisure. Maintaining Europe as top destination at worldwide level is one of the
European Union’s objectives. Europe as a continent gathers 42,6% of the world tourism in 2012-2013 (World
Organization for Tourism Report 2013).
Tourism is an economic activity that generates economic growth and employment in European Union and
social inclusion, especially in the rural space, being an important opportunity for mountain areas, seaside and islands
that have the development average under the European Union level. At European Union’s level there are 1,8 million
companies that are activating the tourism activity and additional services, organized mainly in small and medium
enterprises that are involving 5,2% of the labor force (approximately 9,7 million of employees with a significant
contribution of the young people) contributing by over 5% at the Gross Internal Product and with growing tendency in
the next period.
Touristic activity in Romania, Center Region
Romania’s touristic potential is special and diverse, starting from the landscape diversity, traditional
architecture in rural space, historical and archeological vestiges and continuing to the potential of the mineral and
thermal waters.
Tourism is an important activity that recorded in last period a growing tendency with social, cultural and
environment implications. In touristic activity there are involved a diversity of small and medium enterprises direct
involved in tourism or supplying additional services that have a different contribution from a region to another. Thus,
tourism plays an important role in generating working places as well as in stimulating the additional sectors (building
and/or rehabilitating the transport infrastructure, utilities, public alimentation, recreation and leisure, cleaning). This is
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the reason for which it has to be analyzed the impact that this activity has upon the development of the rural space,
especially in training and employing the human resources, their social inclusion at national and European level.
In regional development approach, tourism is an important instrument that can be used for stimulating the
local and regional development, economic restructuring activity, especially in less developed areas and in rural areas.
The National Tourism Development Strategy has established the directions that have to be followed at regional and
local level: (1) assuring the sustainable development of the touristic activity so that the natural, cultural and patrimony
resources that can be valorized in present but also can be preserved for the future generations; (2) recognizing the
tourism activity as key factor in economy and also as sector that generates working places; (3) population awareness
regarding the value of touristic resources and the possibility of sustainable valorization of these resources; (4)
integrated touristic developments plans at local, county and regional level, starting from the access infrastructure and
continuing with the additional services that support the touristic activity.
2. Rural space – factor of tourism sustainable development
In the last decades the touristic activity recorded an ascending evolution, the tourism forms multiplying and
assuring in this way the superior valorization of the touristic resources. Taking into consideration that this evolution is
strongly related to the general evolution of the society, based on technical progress and economic development, there
is compulsory to analyze also the effects upon the environment. Between tourism and environment there is a complex
connection: touristic activity development supposes a special attention given to the quality of the environment through
measures of preservation of its quality in areas entered into the touristic circuit, as well as the control of the touristic
activity’s effects with the purpose of rational exploitation of touristic resources.
Analyzing the experience in tourism of different European countries, in the last years, there is a special
attention given to the administration of the natural and anthrop resources. In many situations the damages brought to
the environment, mainly on the touristic resources, are caused by the free access of the tourists. Since 1968, the Italian
economist Garret Mardi, remains the situation in which a natural resource or a cultural goodwill be exploited till
destruction if it is introduced in opened circuits.
As well as the other sectors, tourism can have positive and negative effects upon the environment. Tourism is
the factor that stimulates the protection actions of the environment, the monuments, the flora and fauna. Still, touristic
activity is the raison for which there have been built national parks and protected areas. These natural areas are
attractive for tourists and represent the base for ecotourism. More, the economic effects of this activity are visible in
local development by generating new working places and reducing the unemployment rate.
3. Planning and managing sustainable development of rural areas
A sustainable rural development represents the key element and in the same times an important part of the
social and economical sustainable development strategy. Economic development in the last decades determined a
series of changes regarding the environment and the society: (1) accentuated polarization of the economic
development process generating small rich areas and wide poor areas; (2) pollution and degradation of the
environment due to the aggressive tendency of the uncontrolled economic activity’s expansion, both in industry and
agriculture, communication systems, tourism and other polluting sources; (3) expanding the urbanization process and
developing new forms of urban concentration areas of large dimensions; (4) giving up the traditional values and
replacing them with large scale, standardized and industrial values; (5) amplifying some negative social and economic
phenomenon (migration, unemployment).
In order to assure the sustainable development of a region, it is necessary to reduce the development
discrepancies between areas in the same region. At regional level economic development is polarized in the urban
areas, rural areas being less developed and also the widest. So, the local and regional strategies have to identify
solutions for assuring the valorization of the opportunities given by the rural space and close cooperation between
rural and urban areas by reducing the development discrepancies.
4. Rural tourism and agritourism
Rural tourism represents the touristic form that best suits for valorizing the rural space. It offers the
opportunity to spend holidays in nature, to go back to the village life with its traditions. Tourists that are coming in
villages desire to connect with this world, to experience practical activities in an agricultural exploitation, to get to
know its cultural and social values as well as its traditions. Romanian rural space offers the possibility to meet the
traditional elements of the folklore, artistic creations, pastoral and viticulture landscape.
Agritourism is a particular form of the rural tourism. Agritourism is being considered as a complementary
activity, organic integrated in the economy of the agriculture exploitation, reffering to the activities that a tourist
realizes in that exploitation. So, the agricultural exploitation is offering for the tourists agitouristic products starting
with accommodation, meals, exploitation presentation programs, agricultural activities, common activities with the
family that is living in the exploitation, sharing the cultural values and traditions kept along the years. Agritourism
offers the possibility of valorizing the accommodation potential that exists in the rural areas, which is prepared and
managed for receiving guests.
These forms of tourism can valorize the touristic potential of the Romanian rural space, valorizing the
identified opportunities at local, county and regional level, through: (1) increasing short stay vacations or fragmenting
the vacations; (2) approaching and valorizing new segments of tourists such as: recreational camps, educational

365

camps, adventure tourism and others; (3) the preference of a bigger number of tourists for spending leisure time in
nature faraway from stress and crowded spaces; (4) increasing the visibility of the Romanian rural space as a
consequence of promoting it as a touristic destination by well-known persons at national and international level
(intense advertise made by Prince Charles of Wells for the Romanian authentic rural space), as well as by the
Romanians that are working abroad and which are acting as an information source and promotion force for foreign
tourists; (5) increased interest for natural products obtained in traditional agriculture or in households.
So, the rural tourism development will be supported by the kindness and hospitality of the local population,
by the low prices for the products realized in these areas and quality services, in modern households that were
rehabilitated by respecting the authentic traditional aspect.
5. Conclusions regarding the agritourism development opportunities
Agritourism allows the valorization of the available accommodation spaces of the villages households, that
are properly prepared and managed for receiving guests, assuring the facilities for serving the meals and also different
complementary activities related to the economic profile of the local exploitation, as well as activities for leisure,
practicing local traditions, fishing, horse riding, therapeutically cure and others. Thus, agritourism is a touristic activity
meant to generate incomes for the villagers by valorizing at the maximum capacity the household’s resources coming
from the agricultural activity, which is their main income source.
The mountain rural space through its elements is addressing to a wider scale of motivations: leisure and
recreation, knowledge, culture, sports, therapeutically cure, hunting and fishing, offering for the agritourism a large
area of occupied tourists’ free time. Thus, the mountain agritourism is a way of integrated valorization of rural space
with its agricultural, forestry, touristic, human, technical and economical potential.
Agritourism presents some differentiating characteristics compared to traditional tourism through: (1) rich,
diverse and specific landscape depending on the season; (2) touristic consumption is brought to the rural space where
essential are: pension quality and hospitality of the traditional family, the natural, human and cultural environment, as
well as the originality of the touristic products; (3) authentic touristic offer which is differentiated and diverse,
organized and managed by the local population, at villages level; (4) quality and freshness of the agro-alimentary
products that gives a special value for the entire vacation; (5) represents a complementary economic activity and not
an alternative or a replacement for this; (6) offers for the low income touristic population the best option for leisure
and recreation, for spending free time in vacations or in week-ends, in the special landscape of the rural environment
with specific educational and cultural values and well-known hospitality; (7) practicing during winter specific sports
(ski, sleigh); (8) does not request big investments for adjustments and infrastructure or for specific profile equipments;
(9) it is a diffuse tourism through the specific of its diversified offer and space dissemination; (10) it is not compatible
with mass tourism.
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OVERVIEW OF THE PROGRAM
Wednesday, 8th JUNE 2016
17:00 – 19:00 Registration
Thursday, 9th JUNE 2016
08:30 – 09:30 Registration
09:30 – 10:00 Opening Ceremony (Q02)
10:00 – 10:30 Plenary Session – I. part (Q02)
10:30 – 10:45 Coffee Break
10:45 – 11:45 Plenary Session – II. part (Q02)
11:45 – 12:45 Lunch (ground floor)
13:15 – 14:45 Sessions (4th floor)
14:45 – 15:00 Coffee Break (ground floor)
15:00 – 16:30 Sessions(4th floor)
17:00
Common departure to the City Centre
17:30 – 18:00Official Welcome by the Deputy Major Mgr. Martin Ander, Ph.D. at the Town Hall
18:20 – 22:00 Social Evening (dinner, cultural program)
Friday, 10th JUNE 2016
09:00 – 10:00 Final Ceremony with Best Paper Awarding (Q02)
10:30 – 11:30 Departure by bus to the South Moravian Region
11:30 – 13:00 Lunch with Small Wine Tasting
13:00 – 13:30 Transfer to Lednice
13:30 – 15:30 Cultural Trip – World Heritage UNESCO – Lednice Park and Castle
15:45 – 16:15 Transfer to Vinselekt Michlovský, a. s. Winery
16:15 – 17:30 Vinselekt Michlovský, a. s. – Excursion, Wine Tasting
17:30
Departure to Brno
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IVETA UBREŽIOVÁ (Slovakia)
CORPORATE SOCIAL RESPONSIBILITY AND ITS ADAPTATION IN THE MANAGERIAL PRACTICE
Iveta Ubrežiová, Regína Kurčová, Veronika Hrdá, Alexandra Malejčíková
ANNA DUNAY (Hungary/India)
WE ARE HERE TO STAY : QUESTIONS OF DISABILITY AND EMPLOYMENT
Anna Dunay, Ambuj Sharma
ROBERT JANIK (Poland)
GLOBAL ECONOMY, MANAGEMENT AND ECOLOGY
Robert Janik
CARMEN ADINA PASTIU (ROMANIA)
ACCOMMODATION FACILITIES MARKETING - A WAY TO DEVELOP TOURISM IN ALBA COUNTY
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SESSIONS
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Chair of the Session: Michael Wenz, Rifat Ylmaz
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FINDINGS
Christian Nedu Osakwe
ROLE OF SOCIAL CAPITAL IN MANAGING SMALL AND MEDIUM-SIZED ENTERPRISES
Felicjan Bylok
MARKET FUNDAMENTALS AND LONG RUN HOUSING PRICE TRENDS: EVIDENCE FROM THE
U.S., 1995-2012
Wei-Choun Yu, Michael Wenz
THE EFFECTS OF GLOBAL COMPETITION ON STRATEGIC COST MANAGEMENT AND
BEHAVIORAL MANAGEMENT ACCOUNTING
Rifat Yilmaz, Mustafa Ari
SESSION 2.A: CORPORATE SOCIAL RESPONSIBILITY, ETHICS AND SUSTAINABLE
DEVELOPMENT
Thursday, 9th June, 13:15 – 14:45 (Q43)
Chair of the Session: Lucie Vnoučková, Robert Janik
ASTROTURFING VERSUS GAMIFICATION – A COMPARISON OF MISLEADING COMPANY
COMMUNICATIONS
Magdalena Zalewska-Turzyńska
POSSIBILITY OF ADOPTING THE CONCEPT OF ECO-EFFICIENCY IN THE SACHET WATER
INDUSTRY IN GHANA
Ebo Tawiah Quartey, Samuel Antwi Darkwah
EVOLUTIONARY CONDITIONS OF SOCIAL ORGANIZATION NETWORK INTERNAL FLOW OF
GOODS. THEORETICAL MODEL CONCEPT
Katarzyna Kukowska, Sebastian Skolik
GREENWASHING AS A THREAT FOR CSR
Ilona Swiatek-Barylska
SUSTAINABILITY-RELATED COMMUNICATION AND ITS INFLUENCE ON COMPETITIVENESS OF
COMPANIES IN THE CHEMICAL INDUSTRY
Jaroslava Hyršlová, Pavel Tomšík, Lucie Vnoučková, Miroslav Hájek
PREVENTING LOW EMISSION IN LOCAL GOVERNMENT UNITS IN THE DIMENSION OF
SUSTAINABLE DEVELOPMENT
Robert Kucęba, Waldemar Jędrzejczyk
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SESSION 3: STRATEGIES IN HUMAN RESOURCE MANAGEMENT
Thursday, 9th June, 13:15 – 14:45 (Q44)
Chair of the Session: Veronika Hrdá, Hana Stojanová
UTILIZATION OF PERSONALIZED MANAGEMENT
Alexandra Malejčíková, Veronika Hrdá
EMPLOYEES' STRENGTHS AS THE BIGGEST RESOURCE OF CONTEMPORARY ORGANIZATIONS
Małgorzata Randak – Jezierska
DYSFUNCTIONS IN MANAGING EUROPEAN SOCIAL FUNDING PROJECTS IN POLAND IN THE
PERSPECTIVE OF 2007-2013 IN POLAND – PILOT RESEARCH FINDINGS
Katarzyna Tracz-Krupa
SOCIAL DETERMINANTS OF COLLABORATION IN THE WORK ENVIRONMENT
Sebastian Skolik, Elżbieta Robak
SESSION 4: KNOWLEDGE, RISK AND CRISIS MANAGEMENT
Thursday, 9th June, 13:15 – 14:45 (Q45)
Chair of the Session: Rifat Ylmaz, Anna Slocinska
BRAND MANAGER AS A KNOWLEDGE WORKER
Zuzana Wroblowská
REQUIREMENTS OF IMPROVING KNOWLEDGE SHARING BEHAVIOR. CREATIVITY CONTEXT
Anna Słocińska
RISK MANAGEMENT IN PERSPECTIVE OF ACCOUNTING
Mustafa Ari, Rifat Yilmaz
PLANNING CRISIS MANAGEMENT ACTION IN THE EUROPEAN UNION
Magdalena Bsoul-Kopowska, Anna Karczewska
TEACHING MANAGERIAL COMPETENCES AT UNIVERSITIES
Waldemar Jędrzejczyk, Robert Kucęba
KNOWLEDGE MANAGEMENT IN THE CONTEXT OF YOUNG PEOPLE LIFE QUALITY
Agnieszka Kwiatek, Maja Skiba
SESSION 1.B: BUSINESS STRATEGIES, PLANNING AND MANAGEMENT
Thursday, 9th June, 15:00 – 16:30 (Q41)
Chair of the Session: Helena Chládková, Csaba Bálint Illés
PERFORMANCE BUDGETING AS A TOOL FOR FINANCIAL MANAGEMENT OF LOCAL
GOVERNMENT
Aleksandra Czarnecka
NEW CONSUMER TRENDS IN MODERN SOCIETIES AS CONDITIONING OF ENTERPRISES
MANAGEMENT
Anna Karczewska, Magdalena Bsoul-Kopowska
NEW METHODS IN THE ANALYSIS OF CLIMATE FRIENDLY STRATEGIES REDUCING CLIMATE
DAMAGE – REALITY OR ILLUSION
Attila Kovács, Bálint Horváth , Waleed Ali Hussein Al-Zaidi, Enikő Lencsés
STUDY REGARDING THE AGRO ALIMENTARY PRODUCTS CONTAMINATION WITH CHEMICAL
SUBSTANCES
Popa M., Gavrila Paven I, Bostan R. Popa D.V, Popa, A
CZECH BUSINESS ENVIRONMENT AND ITS EVALUATION BY SME MANAGERS
Helena Chládková
HOW TO EVALUATE LEADERS’ STRATEGIC INTELLIGENCE
Saeed Nosratabadi, Csaba Bálint Illés
SESSION 2.B: CORPORATE SOCIAL RESPONSIBILITY, ETHICS AND SUSTAINABLE
DEVELOPMENT
Thursday, 9th June, 15:00 – 16:30 (Q43)
Chair of the Session: Iveta Ubrežiová, Anna Dunay
CAN CSR BE THE DUTY OF THE COMPANY?
Katarzyna Zadros
CSR AND EMPLOYMENT RESTRUCTURING IN THE COAL MINING INDUSTRY IN POLAND
Mariusz Zieliński
WORKPLACE HEALTH PROMOTION AS A PART OF CORPORATE SOCIAL RESPONSIBILITY
Marta Zając
ROLE OF EDUCATORS IN THE ENTREPRENEURIAL ECOSYSTEM
Csaba Bálint Illés, Anna Dunay, Emese Tatár
STRATEGY TOOLS AND GREEN ECONOMY
Enikő Lencsés, Özlem Küçükakça, Hussam M. Abu Musleh
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COMPARISION OF CORPORATE SOCIAL RESPONSIBILITY CONCEPT AND CONCEPT OF
SUSTAINABLE TOURISM
Lucia Klimková, Adéla Krchňáková, Ida Vajčnerová
SESSION 5: MANAGEMENT OF DIVERSITIES/SAFETY MANAGEMENT
Thursday, 9th June, 15:00 – 16:30 (Q44)
Chair of the Session: Urszula Swadzba, Jan Vavřina
EU FOOD SAFETY AND QUALITY POLICY IN THE CONTEXT OF SUSTAINABLE
COMPETITIVENESS OF FOOD PROCESSORS SETTLED IN THE CZECH REPUBLIC
Zdeněk Motlíček , Jan Vavřina
MULTICULTURALISM AS A CONFLICT'S SUBSTRATE
Łukasz SKIBA
YOUNG GENERATION OF POLES TOWARDS SAVING AND CONSUMPTIONA SOCIOLOGICAL
ANALYSIS.
Urszula Swadźba
A COMPARISON OF THE EFFECTS OF OIL PRICE SHOCKS ON JAPANAND US
Hongzhi Tian
AGRITOURISM OPPORTUNITY TO VALORIZE THE ROMANIAN RURAL SPACE
Gavrila-Paven Ionela
INCREASING THE NOTORIETY OF THE DESTINATION USING CULTURAL EVENTS - THE CASE PF
ALBA COUNTY, ROMANIA
Maican Silvia, Pastiu Carmen, Muntean Andreea
THE EVALUATION OF DESTINATION QUALITY – A VISITOR ORIENTED APPROACH, CASE
STUDY: SOUTH MORAVIAN REGION, CZECH REPUBLIC
Ida Vajcnerova, Katerina Ryglova, Ivan Andrasko
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